HEMEENFRBHETASRNE

B OWY, SR, BRE
(BEZERKFANER, EEEM 350122)

(# E]

NEETXEBSH, RETHENEEEE, FLUUIESERNENSEEURGRERNEENHEEREH

MIHEBERSHRREROZN. ARERRE, HENEZEX, FEEBRTHEANHTHIREEBRE, H
PYENMEESRENEZENREAENREA ., £FLAELS, BFREVERNEEXRERRITHE RE/HMm
B, NEMEEERAMMBREER, FHNFERFAREEEZRMENTRELR T E.

[X@iF] EENEE; ERBEHRTHED,; HHEX
[HESHES ] X24
[ XERIREB ] A

E1H

S AKELR, S PRRER Tk a 3 LA RS
IR — R EELR T, (BT GOHE S
TR Sk R JE 7 AR AT 7 =0 6 T 52—, Gt
HERE 1994 FaEHE Y, HE UnEREBE%—, 6
ZIM AT, AT RT R E O TE P e i
i BRGS B AT S ARG SR S R e, — IR
175 J (Reduce ). FALRIEN (Re-evaluate ), 5 4 {i F
(Reuse ). fEIRF4A: (Recycle ). {47 194 (Rescue ) SFFEA
BHERT R B, BEE EAEMEE, AS ISR R
T, AR IS R R R N ZR S 2R 1T I L TH
AL, AHfgcta, 8 40% Ik R 2
HORTE IR A A A, (EOR RGN ISR T, R
H 13% MIHHF R E NGO R LA RN, A4S T
Bixatgy, LHAERE, T2 AN
BEURF TR ™, R 9 K SR 2% 0 IE [ 25 R SE BRI R
Rz AEAEERESR DY, WNHBETIHE, S mm
T3 i B 201 1% 6 BEAE PRI () R o 5T o 42
fen U, DR IS 5 T AT 98 2 (R A 4 AT S e i i A 24
HE5SPRIRANE R 25 P,

1 HENEERICIRE

H L35 T R SR AT 52 2 05 TR ZE 50, B E A
Ph ST AR, AaTERl, SE. @A, T
THF RO S BTN YIRS, MHRTNAE
IRKHTFZE, R E G R4 ) 2T =7 T ——
O BAT AN WAMERIIMERIZ —; QIR
[EAEARRE PSP HIVE AR OARZEAL RN 28 A

[ XEHS ) 1674-6252 (2019 ) 05-0115-06
[DOI] 10.16868/j.cnki.1674-6252.2019.05.115

MR P ZHEICHRE T 2AMEEER, W, T
. TR IEEH LR RS, H DARRRRE 235 Yok AT
Sy U I ELRAE 2 U ST g N TN R SR
ML JERATH, IETRE R BT R A P Il 2
SRR AT EE U, Bil4n, 77 Sheth ZE5GFHRAAZ XA
BRI TR SR S R, COE B E
MRS TRORME (IR, ), FFbmeRy 2 oME
SRR NG RHOME . S OME. BREME. A
A ERZME P JFE 5 2 X —HISHERR R AR
[F 27 RV 2R A TN BOE 2 B TS . (R AT i 2R
PSR, SHOMER T EEAER Y A REX—E
B o L i A B AT R A S R e HE
58, R T HENHHBME—HEME, BRI MK
TSRO 2 T P s R U, IR IAE
HEOGH V2 TR SR A 5, (BAESREIN TRAT N IR ST
RRARE AR U, ASCEN SO EEISIELE T, i
B W B 5 SRR (B 25 S 2 E0 TS o (0 ) S i) R %
TR BB A F N, HIE Reynolds 1 Gutman f MEC
(Means-end Chain ) f&8L, JERNMEE—DMREGER, WL
ARIRZEB IS AT, HERETT A AR A E P, R
P —HIE, AREFFRAERUH O EAOEME P ME SR E
HIE A A 24, HPERgE B BIANEIREEMEE I TE 2R
(BRI

AN EARET AT AN ERR T, eSS
AT MAEE . MESE B R S ikas 2 [\t
TP TS H Bl 2R U2 FEARa g, RO IMERE
TESCNTEFHE R T W OME . SRR TR S 15
B SR M SR E KBTS 2 6 e R A B
FEAEMIEE, THIRTR R, T E N R R A

EHEE: BEAPEFRTHERZERANENE (2015B029); BEZEHSFHIPHBHMATMAE (JA141418); BEERAZEMEESINE

(2017XQ1018 ),

fEEEY: 25 (1986—), %z, ML, LRIP, HRWIHAHRBOESE. o

FEEHZERIT)Y, E-mail: knife1222@fjmu.edu.cn,

- 115 -



B HEMEEE 2019 F£5 5

SRR AR A 1521

OENMETEE P TAESRIR HaiEl, HiE
ST A O RR IR R, Gl X (BT ) AR K
G DR RBRGEH, OB AL T B R AR R i A
Z BRI SR A TEBRAT R BRI, 1 A RS R RRR
AR IS A B PR 2 (L E TE TR A T i PPl 7T LA R
Ffgr A 1 R EREE A O ST T B TR A A4
Rf, FFLEIH 2 RS2 B 2R A B i — M il =2l
T, DORE IR EREREAATH W X T AA RO E
MBI RFT S, S5 ST B IR 22560 A ek
RE T HIESRAT R B, BFSSIE R OB AR V2 AR A A
W55 2 rp B o R U I, TS S
Hr, B O AN E AT SR O AN E 2 A R 22 S alr &
XHERATE PRAT 7 LR RO o

PRBEAME S AR BRI K AR 5 0] R8I 3 5 3 4 (6
[a] I S e 1 25 PR A B Y Sl 2R AT O 2 AR B
RN S A LAT Y, FREEHE R O E R 2555 42
TH 2 PR M A SRS, PEAEEE T8 28 5 DU
HBECRHAT, FFRIWTE & S5 R B A AE LU GRS
B SR BREAE " R OMER AR TSRS A
IR ETH R
1.1 HENEEESRBEETA

21 BRAT N T B T 3 UL SR R O A R R
fity P GR R M B AR A A RN B A T T Y SR AT
oy B YR SRR TR M SR I AT N SENE ., 7T
FREHAETE T30 N A2 BRI 2 (A A FEAR 5%
RF B B HA KRR, 5IRGEIERIT R
FREEHEE . A NE. RaBE. %, B
G U0 AR b, I REN T AR R SR IA—E
AL LRAIIERAT Iy, TR T E X T At i
fEAATA B M ER A R SRS ME RSz 2
[AIfFFETE 2, H IR BRI TAH B A B 5E T AR LAk b i —
IMEZE, BEE RS EIE R TR B2

T 215 P99 2 R SR IR O T ot R A S 52
BREREITE AT EZE ™0 AT, IEIAIMH EZE T AR
HIZER, [CZIRER B, ASCRIEIT A SR E 22 PP L
NN ESIRMEZ AR R EZE RO E >
BIRHME), X ANE A S M S il 2R AT, k™
AHRASR AT RN Y, Rz, FERJIAMME. O
BMME RS EZE T, A RO E S TR (E A £
PEOMEZE, XX SR IH BTN P REF= AL AN, BT LA
ESCHR IR AR I 2R B ZE RO S, AR ST B A2 ] —
AN B AN B 2 A T AT Al S0 3 SR B2 X S (il 947
NHISN T T ASCHIRTGE T i, GREIH AT oA R E
FEFT N R EER B TI5E. MR A BT, SR H R

HI—X Gt i it O S8 I 22 S 4kl 24T
OESEEPS SN

H2— W 0 ] it B S BRI 22 S AR il AT 7

- 116 -

QESAYEP S S
H3—XF G607 i 1 S 1 O B AN (B 25 S 4R 21T i
OESAY PSS

1.2 HEMEESHIHTR

A7 K BRTEEF IR o e R E 2 —. Wl
BB GRS Ml B H B 22 SR s R A =g B 43l
TR TR B B R R ThAE. WA E R
LM S T T R R R 2] B B, ST
HTREAZ B A RN RS U2, I IRE I T AR
PRI BB IR SCE COEROME ) SR RGR (REEOME ) B
VERT DM AR 7= )i B8 2 (O G 277 i, FFRAEAE =11
IR, DU G SRl 3 1 sk P54,

THBRE N T B A R 2 e R A e B T
TR I AT AT VS 26 2 v AR T 2R 75k, W T 4EFETii
Segr, XEGRART] A B MY B AT R R R R AR T SR Y
FINE, BRI 2R X LRt 2% i P RN SE PR R AN B 2
AeEEE, KX RERENIN P T N FIEE W], W
A H AR 22 T 45 7 SRR A 12 S 3R T A MBIk
ST I AN REI R I S P B IR L AR I 2R AT
g B TR SR AT R T, SRS TR EE S
T HRZ MR R, TG, AR efEEy—
AN BRANME ZE A DASTA 650 1 T B A 26 ) e Ea i it 1)
T TR ARIELL 0T, SRR

HA—X S5 iy 0 U M B 22 5T A T sk &2 A
KK F o

HS— X4 i i S R SR 0 25 5T 75 5K S
KK F o

H6— W 48,1 iy (1 S O BN 22 5 T s 7 5R S 1M
KKFRo
2 tARBiE
21 METH

RIS R IEZE . SO T R RIS
WAAT R EAAE R, YERAZEVAFTOENE, BT HATH
FRANE IR — BT X SRR R S SRR L, TRIASATE 9
AR SR AT RE SR AR e TR MEIE N
HARE, S REMAKE GHASEERIEA) L=k
FE: ACRBOME M OERAE Y FISREEME ), 4t 20 AN E
(AT 10 T, SEFRERAIZKSE 10 1) 5 ZRETEIRIT R
R Wang S5 Jnfil a2 ¥, —4, HE3IANTH; 15
FTREE T Turel "V I Lin®Y bl e, —4, L4450 H,

2.2 H7Ai%EY
AR FER A 4 RN 7735, R HINL &

W . B TS LT X R R G740 2
WA, R 1000 143, [910% 273 13, AR A& 203
o, BRCEEN 20.3%, BIRARCREAR, BAGHTRIAS



EENMEENReEE TR I

HrAOREAC B EESR (200~400) ", R N0 R 3.2 EBISH

64.55% HMHE, 35.45% Lotk 3| N DA 22 P A i e - Ny 8

o ‘Z% " %ff: f Tffi{*;fgffﬁfitﬁ AR 27 BRI I TR W9, SR

5 ms;;/ 3:7;”40;3 b 470 41f50§%; e 5y PTG IA (RN A0 e FFOEH
o o o Amos 20.0 TG HIRTA BRI HE TR .

Z LA LE 3.4%,
g 3.1 MR B SRUE R
3 BRERIDH T AR T 0 R MR A,
3.1 EBEMEEBEKE. BHKEREEESR FIT A St v A B A e A R 8 £ PR A — K
SRR AT . AT s DR SR Cronbach's o MRS, 222
R AR e St e LTI R RS LA (0.53), Sipvieik
BAKT e RS2 R, WSt oyt A SEERAEIAT 070, FFATRFIOR ™, 2]
LT 3 AT i ppy  PUECBVPTBERSEOTIIE. 0 F ERLARA A b i
M3 HBTATAAERAE SHI (098), PO HZekdy DR UL 053 ~0.96, FHELRA (p<0.001), 401
R SR S SRR A T b L BERM A AR R: =228, 4109, p<0.001, GFI=0.89,

CFI=0.95, NFI=0.91, TLI=0.94 ( W3 3 §5—17), #5ik3| T84T
1 EEESEHSNESEANEE (=203 \ .
= RBEMI(1=208) o o0 R R A R SO N,

RE CiES SRR E}jﬁi ii; ;ﬁf )_ Wi 2 B7R, CR>0.70, AVE=0.50, AVE>MSV H VE>ASVI*#1,
AMME— [3.04 £1.03|290 +1.17 | 1.30 0.14 UUIBTR N TERT RS . 3 4 SR, APACe T T e iR
WEME—2 |3.00 £1.28| 291 +1.14 | 074 0.09 SR (FAFESHEUE ) mTARBMERRE ™", W
MPME—3 |3.29 £1.39 | 3.01 £1.07 | 251* 0.28 WA 5 R AT
MAME—4 |361 £1.33|2.99 +1.08 | 545" 0.62 3.1.2 MEAHIE M 5 5
OEBfME— 351 £1.31 | 3.00 +1.05 | 539" 0.51 95 T £ T T A B A B,
IR ME—2 |3.56 £1.31| 3.08 £1.20 | 4.91*** 0.48 P - PUNIN . ‘ e
PR 378 £139 | 2.88 117 | 8.50™ 090 I WE A TR R UL A R EOO: x'=252, dfE113, p<0.001,
TBIME—2 | 410 £0.95 | 3.13 £146 | 9117 097 RMSEA=0.07, CFI=0.94, IFI=0.94, NFI=0.90, GFI=0.88,
RESME—3 | 411 £0.74 | 313 £1.16 | 9.83"** 0.98 TLI=0.93 (M3 3 5 A7), SRARENSRIBAFACE, BT
IBME—4 | 402 £1.03] 313 £1.16 | 856" 0.89 DIRET R (B TR 56

SEr wee wx | % 3 BIEIETE <1%. 5%. 10% IS E M KFE LB, NELEERINEESGOERT R, T ERZ AN
LG KF, KFEUAMEE . R EERO RN 2=

#2 NERBUBXTEMNTEEEFST

T2 IE ESELGE o AVE CR MSV ASV
MEMEE— 0.69
YBMEE—2 0.75

MRMEZE 0.80 0.55 0.93 0.48 0.28
g BN EE—3 077
MENEE—4 0.75
HEMMEZE— 0.79

DEBNMEZE 0.53 0.63 0.74 0.12 0.09
8 O EE—2 0.80
EMNMEE—1 0.96
wENEE—2 0.91

REEMEE 0.86 0.86 0.98 . )

X RENEE 083 0.21 0.13
MEMMEE—4 0.96
ipEEk—1 0.72
mipEEk—2 0.55

HER 0.75 0.50 : 2 )

hinE —— 073 0.93 0.29 0.14
minEk—4 0.82
ThEE— 0.71

FEHEETH ThEG—2 0.81 0.70 0.54 0.93 0.48 0.19
THREE—3 0.68

* 117 -



B EIFREE 2019 £ 58

&3 REMNSMISER

1881 22/df RMSEA GFI CFI IFI NFI TLI
MEEE 2.09 0.07 0.89 0.95 0.91 0.91 0.94
BESAEE 2.23 0.07 0.88 0.94 0.94 0.90 0.93

7 X3/df £ 2~5, RMSEA /\F 0.08 (#8/Ni4F ), GFI. CFl. IFl. NFI. TLI AF 0.90 (#A#TF ), FREEMI ST

x4 HEXRBESFILFZHINEFSR

HEBMEE IEMEZE OERNMEZE MHTER FEHEETAH
HWANEE (0.74) — — — —
WEMNEE 0.24™* (0.93) — — —
IEINMEZE 0.23** 0.14 (0.79) — —
iR -0.45™* -0.28** -0.25** (0.71) —
FEHEHTH -0.51** -0.31** -017* 0.41** (0.73)
T ESAHEASTEFAHERNEF SR

=RE O AR, DA O ST ORI KA
A, #ETZITlAmAT. %5 %0, =FiHZRIEZEN
WK &R, ENT R TR 0T 274
FRELAYT 47%; AR, RURMMEZE . FEMEEN G

THPRAT N BE AN, fRRAL R 35%. SCHE T ARHIT
FEH MBS o

T2 T S SR I EZE BRI 1% (BT RS
CIH AT AR RIS TR0 B T 67% A1 53%,  EREE(f
(HZEEIEIN 1% SRS OISR AT N BT FH KIS TR
16%, HAR G BTEAITRS CEOROME ) XTIz RIS
REAZFE AL, 15 T 35 SN B S 1 i ) ST AN S
CERME ) AR S TR & AR 2= i,
JEBLH X SR I S TN R S koD

SR B PO B (B 22 06 2 €631 B0 4709 3 1 R TN 265
FAEE (H3 AL, (BT K BiECR 22, i
IFEREATIH B Dk, BT IR S SRR S =
DR RS (PR SRR T B ] T2 i 2, B 98 B X AN
PG EEAL S T AR DB 2R 5K, R AT
R T ST ) AT R RERN TSR AT B 1 o

#5 HEMBEXWRGHETH. HHERNOEASH

— FEEBRTH | BEXE | EER | BEF
A& g p1E {5355
MAMNEE -0.67*** THEH1 | -053" | iFH4
WEMEE -0.16" S5 H2 -0.16* 7R H5
ENEZE -0.09 A H3| -0.22* 78 H6
R 0.35 — 0.47 —
g5

AR LA 28 35 3 S AR ity = b 28 (e A B AR A S
FREGHTPAACP B ZE R AR, T Sl e
ZHHEBRATN . WHFTKZ ARMEAER (E 1), #ET
—EATERIBIFEE .

OHAT, ZHOEZRE XN GER M ANE., TR
(E5 D ERAME AL PR AL A B HI R A @R
B2 (L 2 X1 98 2 2 AT 2R AT O T ) Y B0 Wi e (5
HUCH IS E 2, OBEMEZENERREE, @’é;?z@ﬁﬁ
AR O EZE X HT I KA i o, HOOZR IS0
(EZEFOERNMEZE

M EE
-0.67 (Z¥FH1) -0.53 (z#FH4 )
FERHL 046" (FH2) —| IFEHEE [ -0.16" (3H5)
R“=35% -
~0.00 (CRg#sH3) -0.22 (#5H6)
IR EE

E1 EENMEENEREHEETAMNHEERNOIER

- 118 -



G LR E5E, ASCRH LU W, PUEREN 285Xt
SRR AR I PR T AR AT Z K

F—, BEGOR SR EA R RN E AR .
A5 FLF B i AL R 85 T HE T L7 S PR
AN, HH ST M BT AR S TR O bR, DL
JETH BB ST S F I BRI ™ i BT AT E
AERTEE R ATHAERRDR, FEAFE AT R
TeR, SETEITRL, HEANGEAARIR P, RS TR THE SR
HIEIE R TR o

B, ROHENRECHEMESEER TR ]
MR B AR T BT TN 2835 3 S G pa A
HIFITE TR, B S G B T BRI &
X TR i FRUERE AN R, A3 R R 2 5k e
P A O TR SR 1,

B, TMBRAT R MER A SRR AR, A
MARHBIIIT AT ZAT G A ARTTRI (CAUARBTE R ), BA X
B, KA ESRREAT TIE, DHRF-A R4
ALHIZRTR, FIR SN 9 B B S s ol &
AR 4 S P RTH PR A TN AT o

KGR R NF L, ARG HEFAE
Hr R RS BRI A NI BRITEAE B, fEARsk it e T
FEREANTR X T2 B AR NSRRI SS, MR
PEHEEYISERIAT T R S E

SER:

[1] OSKAMP 8. A Sustainable future for humanity? How can psychology
help?[J]. American psychologist, 2000, 55(5): 496-508.

[2] #i% . AT/ HINI AR EEE R IT ARG [D]. &0 - MK,
2009: 45-55.

[8] ER1T, ER%R, £ . IFEHESEMITAERKERY []. £5£2
% ,2012(1): 12-15, 37-37.

4 =i, &R, BELL . HRESE. XNEESFRIEEN—X8
EAFIHE (). R EIEITE, 2014, 17 (2): 153-160.
[6] B4, 5. BELNREMNERMHIERR—IUARSHEE A D]

PALRIIBAFFR (L2FIFR ), 2016, 36(4): 8-16.

IRES , SHM, iR . FBEELR. FEFRSEMBLE@EX
F—ETREZREFmMHHo DERR ). £55E1E, 2014, 36(11):
166-177.

PERERA C, HEWEGE C. Climate change risk perceptions among
green conscious young consumers: implications for green commodity
marketing[J]. Journal of consumer marketing, 2018, 35(7): 754-766.
TSENG S C, HUNG S W. A framework identifying the gaps between

customers’ expectations and their perceptions in green products[J].

[6

[7

[8

Journal of cleaner production, 2013, 59: 174-184.
SHETH J N, NEWMAN B I, GROSS B L. Why we buy what we buy: a
theory of consumption values[J]. Journal of business research, 1991,
22(2): 159-170.

LIN C H, SHER P J, SHIN H Y. Past progress and future directions in

conceptualizing customer perceived value[J]. International journal of

[9

[10]

service industry management, 2005, 16(4): 318-336.
[11] TUREL O, SERENKO A, BONTIS N. User acceptance of hedonic digital

artifacts: a theory of consumption values perspective[J]. Information

[12]

(131

(141

[15]

(16l

171

(18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

(271

[28]

[29]

& management, 2010, 47(1): 53-59.

LIN P C, HUANG Y H. The influence factors on choice behavior
regarding green products based on the theory of consumption
values[J]. Journal of cleaner production, 2012, 22(1): 11-18.

HUR W O, YOO J J, CHUNG T L. The consumption values and
consumer innovativeness on convergence products[J]. Industrial
management & data systems, 2012, 112(5): 688-706.

PHAU I, QUINTAL V, SHANKA T. Examining a consumption values
theory approach of young tourists toward destination choice
intentions[J]. International journal of culture, tourism and hospitality
research, 2014, 8(2): 125-139.

SWEENEY J C, SOUTAR G N. Consumer perceived value: the
development of a multiple item scale[J]. Journal of retailing, 2001,
77(2): 203-220.

BEI L, SIMPSON E. The determinants of consumers’ purchase
decisions for recycled products: an application of acquisition-
transaction utility theory[J]. Advances in consumer research, 1995,
22(1): 257-261.

SINLY M,SOSLM, YAU O H M, et al. Chinese women at the
crossroads: an empirical study on their role orientations and
consumption values in Chinese society[J]. Journal of consumer
marketing, 2001, 18(4): 348-367.

BISWAS A, ROY M. Green products: an exploratory study on the
consumer behaviour in emerging economies of the east[J]. Journal of
cleaner production, 2015, 87: 463-468.

BISWAS A, ROY M. Leveraging factors for sustained green
consumption behavior based on consumption value perceptions:
testing the structural model[J]. Journal of cleaner production, 2015,
95: 332-340.

REYNOLDS T J, GUTMAN J. Advertising is image management[J].
Journal of advertising research, 1984, 24: 27-37.

BODUR M, SARIGOLLU E. Environmental sensitivity in a developing
country: consumer classification and implications[J]. Environment
and behaviour, 2005, 37(4): 487-510.

HEIJDEN H. User acceptance of hedonic information systems[J]. MIS
quarterly, 2004, 28(4): 695-704.

HOLBROOK M B. Consumption experience, customer value, and
subjective personal introspection: an illustrative photographic
essay[J]. Journal of business research, 2006, 59(6): 714-725.

CHEN K K. Assessing the effects of customer innovativeness,
environmental value and ecological lifestyles on residential solar
power systems install intention[J]. Energy policy, 2014, 67: 951-961.
FRAJ E, MARTINEZ E. Environmental values and lifestyles as
determining factors of ecological consumer behaviour: an empirical
analysis. Journal of consumer marketing, 2006, 23(3): 133-144.

KIM A K, WEILER B. Visitors’ attitudes towards responsible fossil
collecting behaviour: an environmental attitude-based segmentation
approach[J]. Tourism management, 2013, 36: 602-612.
DIAMANTOPOULOS A, SCHLEGELMILCH B B, SINKOVICS R R,
et al. Can socio-demographics still play a role in profiling green
consumers? A review of the evidence and an empirical investigation[J].
Journal of business research, 2003, 56(6): 465-480.

BRUNS®@ K, SCHOLDERER J, GRUNERT K G. Closing the gap between
values and behavior—a means-end theory of lifestyle[J]. Journal of
business research, 2004, 57(6): 665-670.

JAIN S K, KAUR G. Green marketing: an attitudinal and behavioural
analysis of Indian consumers[J]. Global business review, 2004, 5(2):

+119 -

HEMHEENEERETIERn



B EIFREE 2019 £ 58

[30]

[31]

[32]

[33]

[34]

[35]

[36]

[37]

[38]

[39]

[40]

[41]

187-205.

KIM H W, CHAN H C, GUPTA S. Value-based adoption of mobile
internet: an empirical investigation[J]. Decision support systems,
2007,43(1): 111-126.

VERMEIR |, VERBEKE W. Sustainable food consumption among
young adults in Belgium: theory of planned behaviour and the role of
confidence and values[J]. Ecological economics, 2008, 64(3): 542-553.
YUC MJ,WULY,CHIAO Y C, et al. Perceived quality, customer
satisfaction, and customer loyalty: the case of Lexus in Taiwan[J].
Total quality management & business excellence, 2005, 16(6): 707-
719.

BRAY J, JOHNS N, KILBURN D. An exploratory study into the factors
impeding ethical consumption[J]. Journal of business ethics, 2011,
98(4): 597-608.

LIN R J, TAN K H, GENG Y. Market demand, green product innovation,
and firm performance: evidence from Vietnam motorcycle industry[J].
Journal of cleaner production, 2013, 40: 101-107.

TANNER C, KAST S W. Promoting sustainable consumption:
determinants of green purchases by Swiss consumers[J]. Psychology
& marketing, 2003, 22(10): 883-902.

MCKEE D, SIMMERS C S, LICATA J. Customer self-efficacy and
response to service[J]. Journal of service research, 2006, 8(3): 207-220.
KAMMERER D. The effects of customer benefit and regulation
on environmental product innovation.: Empirical evidence from
appliance manufacturers in Germany[J]. Ecological economic, 2009,
68(8-9): 2285-2295.

ZHOU K Z, BROWN J R, DEV C S. Market orientation, competitive
advantage, and performance: a demand-based perspective[J]. Journal
of business research, 2009, 62(11): 1063-1070.

DUGAR A. Measuring consumers’ preferences and attitudes towards
branded petrol: an initial investigation of the branded petrol market[J].
Global business review, 2013, 14(1): 137-154.

CHIOU TY, CHAN H K, LETTICE F, et al. The influence of greening
the suppliers and green innovation on environmental performance
and competitive advantage in Taiwan[J]. Transportation research part
E: logistics and transportation review, 2011, 47(6): 822-836.
ATUAHENE-GIMA K, SLATER S F, OLSON E M. The contingent value

[42]

[43]

[44]

[45]

[46]

[47]

[48]

[49]

[50]

[51]

[52]

of responsive and proactive market orientations for new product
program performancel[J]. Journal of product innovation management,
2005, 22(6): 464-482.

NAIDOO P, RAMSEOOK-MUNHURRUN P. Investigating the functional
and psychological image attributes of a holiday destination[J]. The
international journal of environmental, cultural, economic and social
sustainability, 2012, 6(1): 333-344.

PRAYAG G, RYAN C. Antecedents of tourists' loyalty to Mauritius: the
role and influence of destination image, place attachment, personal
involvement, and satisfaction[J]. Journal of travel research, 2012,
51(3): 342-356.

MANCHIRAJU S, SADACHAR A. Personal values and ethical fashion
consumption[J]. Journal of fashion marketing and management, 2014,
18(3): 357-374.

HORIE N, INAMOTO T, OKAMOTO S. A study on consumer’s
conceptual image for an environmentally conscious product[C]//
Proceedings of the 4th International Symposium on Environmentally
Conscious Design and Inverse Manufacturing. Tokyo, Japan: |IEEE,
2005: 850-854.

D'SOUZA C, TAGHIAN M, LAMB P, et al. Green products and
corporate strategy: an empirical investigation[J]. Society and business
review, 2006, 1(2): 144-157.

WANG P, LIU Q, QI Y. Factors influencing sustainable consumption
behaviors: a survey of the rural residents in China[J]. Journal of
cleaner production, 2014, 63: 152-165.

MOSER A K. Thinking green, buying green? Drivers of pro-
environmental purchasing behavior[J]. Journal of consumer
marketing, 2015, 32(3): 167-175.

RBARE . BIEFITDITES——SPSS BIESMA [M]. X : ERKE
kR4t , 2010: 200.

S, B HBEEBLNRE R EEIR I —=
F PLS-SEM RELRIFAR []. it 5521815, 2017, 32(2): 109-116.
E3il, BEER, B . ARESPRFRERERBHR D). FER
BEIE , 2017, 9(3): 52-58.

XS, REF . MEXOEFRIEHERARRLA U] PERROE
2%, 2012, 20(7): 1006-1009.

Impact of Consumption Value-gap on Green Consumption Intention

WEI Men*, ZHENG Qiuyue, YANG Meixiang
(School of Humanity, Fujian Medical University, Fuzhou 350122, China)

Abstract: This study aims to establish consumption value-gap model based on theory and structural equation modelling to evaluate the impact of

consumption value-gap on green consumption behavioural intention and market demand of green production. The results indicate that the larger the gaps

the higher adversarial impact will be on green consumption behavioural intention and market demand, the functional value-gap and environmental value-

gap have the strongest adversarial impacts. In conclusions, the government and enterprises need to attach great importance to consumers’ cognitive and

emotional needs when formulating relevant policies, designing and promoting green products, and carry out different environmental protection publicity

and education for different groups.
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+120 -



