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Abstract

As the global environment is deteriorating, environmental conscious and green consumption have
become an international issue. Through the literature review, this research explores the relation-
ships among the environmental conscious, green attitude and green consumer behavior in China,
as well as internal and external environmental impacts and consumption constraints, and con-
cludes with the propositions and concept framework. Finally, this research provides the im-
provement suggestions and managerial implications based on the actual situation in China and
combined with foreign experience.

Keywords

Environmental Conscious, Green Consumer Behavior, Consumption Constraints

PEXEERSHEEHFITAZHR

MRBRAL, AT, BAENE®

SRR R A LR ER, TR M
2L KRR I BB, TR T

Email: w-chul19@qgg.com

Wk HA: 20154F4A8H; FHHE®: 2015E7H10H; KA HH: 20154F7H17H


http://www.hanspub.org/journal/ssem
http://dx.doi.org/10.12677/ssem.2015.44B005
http://www.hanspub.org
mailto:w-chu119@qq.com
http://creativecommons.org/licenses/by/4.0/
mailto:w-chu119@qq.com

T E A ROR S ST AT N Z W T

R

FEEERRAFHIRL, FRBREREHRCRAEFRIVE. A5 FUES SOREE R EE R EE
HIHBER, KOSESROAHEITAZEMXR, URASIFAREERMERER, FEHS5HESTR
FREHEE. &E, ANEEERSIERMEGE S ELERFRAEM B, 3205 EREERT A
TREUSEEER.

K
PRI, REMRTH, HREE

1. 53|

DA b2 il B T FE RER 55 YL IR, I 3 280 R R A 2 Al ) 6 Il A T B N S A AR IR, A
IR NG BB 2 B AT [L] o o B B SO PR Dk, PRkl Tk Ak 3007 A £ B RS RIER
EANIMBRETH, 0t A 2 3 RS T4 BT ) fE R

P 7 B 506 T B R R AR I E R B, 1972 FEBA E A AR &, St “4t
7 SBEEN, 25, TR E RIS R K] G8 (Group of Eight) &£ i) 74 T 2udi i K [2]. wh E %
ORI LA T30 K A0S AXS/NTLE 1978 A3 e S-AB PR RIE R 1l 52, 2001 47 J5 Bl ¥ “ SR 3 9 427
55 2003 FEFEH LA NCHA, AT, P PR RRNME R R, BN T IR R IRTE B AT B
HEZN BN T7

L, TEHESRG MR E ST N T, DORN TR B AR E IR ERN R, RIS
Ty e P I BRATR ZR, AR BRI h B TE G (0 TR TR R R

KI5 R0 ] PN A A DG SCHR, B A R RN . SR S S R R R T, IR T E s
PRItk IR F 1 F ik I SO RSB, E AR, B R a2 KT 2 Bk

2. MEREH

RIS B AR S B W AN 1R 32 38 I EIE, Alsmadi (2007) 2248 F PAE 3. B0 —Fhom 20 (3R 5
TTIR[3]e SLhr b, FREEEIRA G SR AR AR 28 S AW FAZAE . T 238 & L rlE IR R
1T NEFE: WRE. BIRAASEE TH . WIS IREG A UF 7= 5 52 K ST RemcE I 77 20, 5
WA IR AR A PUANE S xRN RIE L, BRI B0 S RBUA 1T N[4]. [F,
BAWE IR A2 5 B, RO IAE SRR T DR mMA A2 44 75, A LIRS
1) 4 75 K 23 5 AN ) A 2 ML 5 BT 8 B 5]

3. BREHEFITH

SR TR P BN BIAEE H R0k, T S S IR B b i NI RS A, — A R 9 E
(0, 55— 7 TR SR A 55, Rl DA S I B St 22 SeAT 1 7 ORI 6] ZRETH o & —Fh A
AAFERN. SEROIEEERZU R ESTEE, ERAFGIMRI AR &, F R T
HPEREEEN . NEAN A

FREE R RN 2 (0 G 0 PR A CE AR D B S, X R R 52 BV B BN E SAT N B OR A

O,



T E A ROR S ST AT N Z T

MISEBRAIFTHIZI[7]. HeE 2, EARFKREREARTETEZ T, ZHHRE CE R IAT T2
AEAS B B W[8]. TH T A B TSR T TAT N IR AR PR A B SE BRSO, B R 2R
BRI TAT R s FRREN B ABOR, AT RE S T BRI S A RN . BRI, AR TR
A F kK

PLl: MAMIHEE R IR 2R S B AT N .

ISR AR A 2 5 My 9 38 IR ATy, A B R IRIE 2 51 RO RS FE 1 25 (2] [9]-[11]-
Mostafa (2007) & ILIF 5 R R R85 AR 2317 RARAR I PREAS FE AN 5200 21 4 (571 2 A0 24T 24 [10]
Bager (2011)[FIFEF 8w iR B g o] LBt — AN ORISR @ SR 5 [12], Ho = AN R E K T4
OAFHE, SRERMEAMEZRIR, SOEESSOHBSAFERXR.

FH UL AT, IR IRAUR I RE 2 F IR IRIEAS, B2 AR B (il P47 ) “ g s 47
i E[10]. A B Z M MR G BN, ER G ER PSR, #mr- s ey 2o . ik,
AR T A 5K

P2: MARIMEE R INS I LA .

P3: MAMIASEZ BIAE R RN 2 S5, HEimxd Hag ey AT A= R R

4. IMERIRBIRNDE =

PRI AR A RE N 73 A0 8 R 2R R A S BT 3K o A8 3K A 2 BURT IR SRE R AR DA L P R 7 5 5
PRI A S B AR e R S ERMEE T

4.1. SMEREE

4.1.1. BIFFBR

Hh FE PR B AR A (R g A SRR A T A, A4 B A0 PRty 2600, v SRIBBURF % 8 11 R AT 1Y
IpF R BRI PN RBUN UG 2601 INESE S FR[13].

Hh [ K 4 € 9 B B BORHEAT EREE SCRESTE . 2002 AE1 GEVEAEFARHEE) L 2006 4R (AT AR BE
PR 2008 EH (TLIREIRIEA) LUK 2009 1 (PEIRATHTHIEE) SEE M BN W] & H ob [F % T34
BEEARAIRIE L. FIy, BRSSP H ST H X R AR S A A RIS ORI I L E AN
WL AHINER A IRIFAEE R, . 2007 4ER) (FREEA) KATIE, BFFCABLE T 5 KM SE i 3k
R AR B3, L e2FIEM 4], dmbar L, BOERO b EE 3 R R R I

4.1.2. RAXE&E

KRBEARNE R —FhE BRI T H, DR, 29, T8k, MRS, FEA0 DA R FL I W0 25 22 il R A
BB RN KRBT DA B IR = A R BRI, 70 B R R 4O SR B OR A s ) KT
HAR[15], WRERAE N S IR EAE BT FEHE, SRR RS 25 B2 IR0 DR /N Bian: A4k
TAHEBARBLL—Z A THMA, AR “RNTEKER” , kO ARSI AL 1 FR
RIS

413 HEBEHE

—ANATRESER R AR B AT LA R 2 MR AIE T 2R 5. IABEEUE A BRA TR AR AR AR AR 1R A
R, HEANRK G EEHAI[16]. S ERACE MRS R, Bl /N BOR 2 AT R PR R L
g, BUREdEEHATHXIREE, DEEIRTS RBIHAF R LI TEN I REAE . hhF
115 7 S AR R B A U, K 3 B RS R B, 20T R HAR I SRR 30 . WAL,
HEBE N ARSEAR RFEREMNLT]. B, AREFFRRH T EK:

O,



T E A ROR S ST AT N Z W T

P4: BUFEUR. RAGERSIHEHE SIMNERER, SRR E R,
42. AHMEE

4.2.1. FREGH
AR R, T 20~30 B MFRIARRIEAR RIS, MAREAE S A LE, Bl
BOFHIP LR RN, BB [RIR B R4 17 0 [18].

4.2.2. HHBX

Mostafa (2007)%f 3% J il 2 A& 45 R BoR, ROGE . MR IR S IR B G a7l T AT NAFAE
B4z F10]. EAMTE 2SR, TR Eta N, RERIWH LS 580505 KEREIN
L S PEEL A, R BN OGO EE ) A, B Sy 2R 8 7 i [19]-[21]

4.23. XHEE

A RAFE—REECERIEM. MEWS. SRR, 57 NSRS A AT AR 1T
¥y . Kinnear, Taylor, and Ahmed (1974)Af 5t B, T8 938 XN N BRI A, @l H & B TAE. X
OAEPEE, B3l 2 & e R R [22]

424. HERE

WEBE R MR, HEME, STEESmsEEMAN. MEEREN R, AR
P REIA BT EFE. Scott and Willits (1994) 4 A5 535 B IR AL iR, BB FERB 3, ByE EABE R R F|
SEOIMRAT AR, WS RIVH IR A T2, WT2A6eIE. SHR BICEIREEAT ~[23]. 47 BAr
W, AT T F K.

P5: kb, YA S ESBEBREENTE R, S MRS,

5. PEZRBHRHETRRER
ka4 e R O 205 5 R T 2, M X i B2 B, TR R AU
5.1. TiAEEEE

Hh R 2 3 ST RO I B T AT N =5 Mo B, MIHSRE MR, TR 2R
AEAAOR 23 ™ i AR M I E XS SR IR OR™ S S AR S I AL /88, S BOGMR M 935 TR W B R
O, Wik B RECE LRI, S E0H & WS RIBOA B REE A Oy 25 dhi 0 2o i k2
fEle 2, WHIEMMERE, O D IHIA SRR E; A HRBES AL, EVE A&7 b
SREEEASERE, CERALS G R TT24]. B2, WBCRMEERE, T E el ok A
e, WM LA P B R XA (RS LA RRE[25]; I SR AR el LR S AR
HRMAHR, FBOTIHEREE.

5.2. N IREEERINESS

B, FEMEAIAEEIREES . KE G E MRS R, RS EIREAZE B ST,
Hx, g RATEvEA L . RIME AR 2 o0 T e = il oK, (HIIESEIAE 3R, (7 st
RSZBE, TEHIGS T ARG SR . BRI, AR R R T P T SR AR AR L

5.3. FEMIEMNEEIR
GO SN E RTINS . MEA A, TS, RS A T — %

O,



T E A ROR S ST AT N Z T

PRI, FRZEURMORBIR, SO S R A TN, ETTRR A RO 2
MRSy o E RO AT A, S 94 T AV AR, BRI 8 0 T b |
R R A A

5.4. MEFERIRAFE

THRFEIIYIS, R R TRE. SRR, IR B A AR R ou PR A AS BRI,
AR R AEA P R IR AR o 55 A 2R G PR, N b [ A G 9 32 K EE 2 i i A
FEIRATA G, ZMKTKRE, SR T SR Ol SRR & . I, AT 1 35K

P6: LA E VG, MO, SRt RS MEg O IRA RS AR R,
R LM B W Lk 7 i K A L 5 1T AT

6. FILEEIY

AT FUAETR T A BV 2 2 A SR O L ax (o BAT M52, DL IR BRI A AME R R 5 4%
I R HEAT FLAS,  BET 52t F5KIF xR R A LIRS SR T BEFUR R A 1 o, R 3%
B E IR LGOS, MM RAT N AN, HRE IR RS ZIBOE. Bk 5H
BESMER R, USRS SEE RS NAER R, T2k T 247
IEFS M TE R0 O IESE, SR, SR B2 Dy BE 5 PR 52 3 BELAS

HIE [ o (i B R AR A e R ORI R A, [ AT AR R T 22 5, e 35 o [ A S T 9
AR, AR AP AT AU R . [RIE,  AHIEFE 3R DU RHEAT I, Ay SERE S Hh [ 4R (0 2 4
THE P Bhad .

H—y MERBURN LS. (EE S H AR EESLEE S SR B T, B G RS

L BE AR R X SRR . T EAEHEAT S T SO I, Mg TIEERVER SIS, A RE vk
CIH PR HE T S e SR BNEA SR

P2 GEAE P3
Po6
TR p| SR
P1
P4 P5
SMEH = P 7E B0 (R 36 HEATRETS

- EURFELE - EEEER THHEBER
5 pd Dt - HRIRER ol (£ 55
CHIEHE - THrERE o7 AR HE AR
cHEEE SJEEREIRT R

Figure 1. The impact factors of green consumption
B 1 REHBEMRXRE



o R B R T BT 2 T

\3

W, HESAIEHCH . Mostafa (2007) 1A Jy s B3 6 PR 58 RR B B0E RERZ I FW SE AR $7 A2 2 17
fi[10]. Chan, Wong, and Leung(2008)ti 45 tH #4538 5 & B ik H [V 2 38 77 oS AR 25 A8 B 2 €Vl 2 =X
R, WNER RS BRI R, oA B K o138 Gk 9 IR [25] [26], ki 2 R BE WL
AEAS, ISEBRAT BN R AE AL S A Gt T AR .

B, B RINE. — MR 2 e 7 R 2 A S B R AR . RIE B SO0 IR bR R 1 FE
R S AR, P EAEEEAMOEE SR, ST L DU E BRI E bR, ROt S e
PRREE, DRSNS S FAENURE R, (9 S 00 e Skt i, F AR TS 60 AT
FUR R B

0, AR R B IR RS T TR IR, IR B G AT T — R ph 2 ] ek
KIBE TR, BeA R E AR SR EHE R AT N, Bk, SHEE R IR MANMEE IS5 8, 46
iR EE J
6.1 EIRRE

X AL, BERFATE A T A 0 B AT AR T MBGRT HER TS T b T R E E ATSR
@ KT, FMBUTANE, SBUFES R RNEERE, S5 BS 20 i s s 7 R 1
SR SRNEEEIE, vk 8 BafEA R, IR FORFEH A s Ry i AL Td 4
AT H, MASH)ZERZA, R BRI Ty RIS ER A, SIREHEE S, AE
GBS KR A E AR RN, (BT SR 0™ i B SEAT s R Al R 2l b4l
PRI B3 X i A DR AN S 031 2 [ 2L A

6.2. FRFMFREIN

HT T 2Rt S AE o [ LRI TR AN, 6 T S (i B i R RANRT SRR 22 7 i A ol .
6, FERASEREARRIFENA 5 T, S Set SO N s H A AN AR ER s Ok, H Al A 2 4k
CE P Rk Z KRB R, VUSRS TT AT R A TE T A 2 5k 28 3 B REAT SAIE

HUER
SR LRSS E B R A B Zhae 3% XEARBE AL B ).

SE Wk (References)
[1] Tanner, C. and W6lfingKast, S. (2003) Promoting sustainable consumption: Determinants of green purchases by Swiss
consumers. Psychology & Marketing, 20, 883-902. http://dx.doi.org/10.1002/mar.10101

[2] Schlegelmilch, B.B., Bohlen, G.M. and Diamantopoulos, A. (1996) The link between green purchasing decisions and
measures of environmental consciousness. European Journal of Marketing, 30, 35-55.
http://dx.doi.org/10.1108/03090569610118740

[3] Alsmadi, S. (2007) Green marketing and the concern over the environment: Measuring environmental consciousness of
Jordanian consumers. Journal of Promotion Management, 13, 339-361. http://dx.doi.org/10.1080/10496490802306905

[4] Bohlen, G., Schlegelmilch, B.B. and Diamantopoulos, A. (1993) Measuring ecological concern: A multi-construct
perspective. Journal of Marketing Management, 9, 415-430. http://dx.doi.org/10.1080/0267257X.1993.9964250

[5] Barclay, P. (2004) Trustworthiness and competitive altruism can also solve the “tragedy of the commons”. Evolution
and Human Behavior, 25, 209-220. http://dx.doi.org/10.1016/j.evolhumbehav.2004.04.002

[6] Peattie, K. (1992) Green marketing. Pitman Publishing, London.

[7]1 Peattie, K. (2001) Golden goose or wild goose? The hunt for the green consumer. Business Strategy & the Environment,
10, 187-199. http://dx.doi.org/10.1002/bse.292

[8] Laroche, M., Bergeron, J., and Barbaro-Forleo, G. (2001) Targeting consumers who are willing to pay more for envi-

©,



http://dx.doi.org/10.1002/mar.10101
http://dx.doi.org/10.1108/03090569610118740
http://dx.doi.org/10.1080/10496490802306905
http://dx.doi.org/10.1080/0267257X.1993.9964250
http://dx.doi.org/10.1016/j.evolhumbehav.2004.04.002
http://dx.doi.org/10.1002/bse.292

b E IR AR S A O AT N AT

(9]

[10]

[11]
[12]
[13]

[14]
[15]

[16]
[17]
(18]
[19]
[20]
[21]
[22]
[23]
[24]

[25]
[26]

ronmentally friendly products. Journal of Consumer Marketing, 18, 503-520.
http://dx.doi.org/10.1108/EUMO0000000006155

Straughan, R.D. and Roberts, J.A. (1999) Environmental segmentation alternatives: A look at green consumer behavior
in the new millennium. Journal of Consumer Marketing, 16, 531-575. http://dx.doi.org/10.1108/07363769910297506

Mostafa, M.M. (2007) Gender differences in Egyptian consumers’ green purchase behaviour: The effects of environ-
mental knowledge, concern and attitude. International Journal of Consumer Studies, 31, 220-229.
http://dx.doi.org/10.1111/j.1470-6431.2006.00523.x

Chan. R.Y.K. (2001) Determinants of Chinese consumers’ green purchase behavior. Psychology & Marketing, 18, 389-
413. http://dx.doi.org/10.1002/mar.1013

Bager, S.M. (2011) Hunting for true green consumers: A multicultural investigation of consumers’ genuine willingness
to share the responsibility of saving the environment. Global Conference on Business & Finance Proceedings, 6, 325-
337.

REFE, D, %%(mm)ﬂ BSFUR VS b i i ERBS AR (03 . H B4R, 12, 34-37, 57.
skcE, E55, BT (2009) “FR¥EA 7GR RIBRUSH L. #7709, 64-68.

Besley, J.C. and Shanahan, J. (2004) Skepticism about media effects concerning the environment: Examining Lom-
borg’s hypotheses. Society & Natural Resources, 17, 861-880. http://dx.doi.org/10.1080/08941920490505266
Talukder, H. and Munir, M. (2014) Companionship with nature in Asian traditions: A resource for environmental edu-
cation. Journal of Academic Emergency Medicine Case Reports, 5, 124-139.

Maloney, M.P. and Ward, M.P. (1973) Ecology: Let’s hear from the people: An objective scale for the measurement of
ecological attitudes and knowledge. American Psychologist, 30, 583-586. http://dx.doi.org/10.1037/h0034936

XA (2014) 2013 4Fh [ fr RIMR RS —— 2 4E AL IR R R R T, FRE S =, 3, 141-
155.

Boeve-de Pauw, J. and Van Petegem, P. (2010) A cross-national perspective on youth environmental attitudes. The En-
vironmentalist, 30, 133-144. http://dx.doi.org/10.1007/s10669-009-9253-1

Goldman, D., Yavetz, B. and Peer, S. (2006) Environmental literacy in teacher training in Israel: Environmental beha-
vior of new students. The Journal of Environmental Education, 38, 3-22. http://dx.doi.org/10.3200/JOEE.38.1.3-22
Zelezny, L.C., Chua, P.P. and Aldrich, C. (2000) Elaborating on gender differences in environmentalism. Journal of
Social Issues, 56, 443-457. http://dx.doi.org/10.1111/0022-4537.00177

Kinnear, T.C., Taylor, J.R. and Ahmed, S.A. (1974) Ecologically concerned consumers: Who are they? Journal of
Marketing, 38, 20-24. http://dx.doi.org/10.2307/1250192

Scott, D. and Willits, F.K. (1994) Environmental attitudes and behavior. Environment & Behavior, 26, 239.
http://dx.doi.org/10.1177/001391659402600206

Mahenc, P. (2008) Signaling the environmental performance of polluting products to green consumers. International
Journal of Industrial Organization, 26, 59-68. http://dx.doi.org/10.1016/j.ijindorg.2006.10.005

FEMERT, WRIEAT (2015) KeAEax ST ge: Bl Bl BIS S, BI040 176, 2, 26-28.

Chan, R.Y.K., Wong, Y.H. and Leung, T. (2008) Applying ethical concepts to the study of “green” consumer behavior:
An analysis of Chinese consumers’ intentions to bring their own shopping bags. Journal of Business Ethics, 79, 469-
481. http://dx.doi.org/10.1007/s10551-007-9410-8



http://dx.doi.org/10.1108/EUM0000000006155
http://dx.doi.org/10.1108/07363769910297506
http://dx.doi.org/10.1111/j.1470-6431.2006.00523.x
http://dx.doi.org/10.1002/mar.1013
http://dx.doi.org/10.1080/08941920490505266
http://dx.doi.org/10.1037/h0034936
http://dx.doi.org/10.1007/s10669-009-9253-1
http://dx.doi.org/10.3200/JOEE.38.1.3-22
http://dx.doi.org/10.1111/0022-4537.00177
http://dx.doi.org/10.2307/1250192
http://dx.doi.org/10.1177/001391659402600206
http://dx.doi.org/10.1016/j.ijindorg.2006.10.005
http://dx.doi.org/10.1007/s10551-007-9410-8

	The Research on Environmental Conscious and Green Consumption Behavior in China
	Abstract
	Keywords
	中国环境意识与绿色消费行为之研究
	摘  要
	关键词
	1. 引言
	2. 环境意识
	3. 绿色消费行为
	4. 环境意识的影响因素
	4.1. 外部因素
	4.1.1. 政府政策
	4.1.2. 大众媒体
	4.1.3. 环境教育

	4.2. 内部因素
	4.2.1. 年龄结构
	4.2.2. 性别层次
	4.2.3. 文化程度
	4.2.4. 教育程度


	5. 中国绿色消费推行阻碍因素
	5.1. 市场管理落后
	5.2. 企业环境意识薄弱
	5.3. 绿色产品性价比低
	5.4. 个体绿色意识不足

	6. 结论与建议
	6.1. 管理意涵
	6.2. 未来研究建议

	资助信息
	参考文献 (References)

