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ABSTRACT
China now faces the dilemma of maintaining high economic growth and
environmental deteriorations. Chinese government has been seeking for a way to
promote sustainable development, and green market offers them the best solution.
What consumer can do to help implement this green revolution is to purchase green
products. Considering more and more people begun to raise environmental awareness,
especially undergraduate students, the study of the underlying factors that account for
their intention to green purchase and their attitude toward green purchase is
significantly important. This study aims to look into the insight of how green purchase
could obtain more popularity and more consumers throughout the universities in
Kunming, China.

The results of the study suggest that the undergraduate students’ green
purchasing intentions are affected by factors referring to attitude toward green
purchase, subjective norm, ecological affect, and ecological knowledge. The findings
also imply that the undergraduate students’ attitude toward green purchase can be
affected by perceived environmental knowledge, environmental concern, and natural
environmental orientation. Each variable is used in verifying its final impact on the
undergraduate students’ purchasing intention. Pearson Correlation Coefficient was the
statistical tool adopted for interpreting and analyzing the significant relationships.
Non-probability sampling was the main technique used on a quota and a convenience
basis.

The survey results obtained by collecting 501 questionnaires collected from
three major universities in Kunming, China. The finding from the modified
conceptual framework argued that the cultural influence is minor in terms of changing
undergraduate students’ attitude toward green purchase.

The other finding points out

that the priority should be given to employing emotional rather than cognitive appeals
to facilitate the change of the undergraduate students’ attitude toward green products.
The undergraduate students’ ecological knowledge and ecological affect are
experimented to affect their intention to green purchase. And the subjective norms
also account for their intention to green purchase in big extent. Hence, Chinese
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government and green marketer should work together to increase the popularity of
ecological knowledge, and they should cooperate with different organizations to
enhance the social influences by introducing the conception of green purchase
throughout the whole society.
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CHAPTER 1
GENERALITIES OF THE STUDY
1.1 Introduction
China’s 2008 GDP released from China’s National Bureau of Statistics in
January 2009 rose by 8 percent Year-on-Year (www.stats.gov.cn, 17/03/2009) though
the global economy seems to be in an inevitable recession. Profitable growth and its
impact on speeding the environmental degradation decrease the green drives among
both manufacturers and consumers to a merely anecdotic level. With the biggest
potential market worldwide, huge Chinese market keeps bringing in new categories of
products. Many marketers have started to think whether or not the environmentally
friendly products would create a good opportunity in the market. Many studies were
conducted to explore the marketability of green products in China. Hume (1991)
plainly deduced that most Chinese were not willing to pay the premium price for the
green products. Chan and Yam (1995) carried out a survey to gain a deeper
understanding of attitude and behavior of Hong Kong citizens toward green market.
Chan and Yam (1998) also pointed out that even if environmentally harmful goods
were acknowledged by Chinese consumers, they still continue to purchase them. It
implies that the environmental concerns of consumers have little reflection on the
actual consumption. In addition, a structural equation model was adopted by Chan and
Lau (2000) to verify the relationship between Chinese green purchasing intention and
other factors such as ecological knowledge and ecological affect. Chinese consumers’
ecological knowledge was relatively low according to their finding. Many researchers
mentioned that most individuals engage in the activities to maximize short-term gains
and ignore the long-term effects on the ecological system (Dove, 1993; Woelcke,
2002). As a result, the Chinese environmental situation becomes worse and worse.
Air pollution goes up with Chinese economic expansion. China's speedy
economic growth is resulting in a significantly huge amount of emissions of
greenhouse gases which are considered as a big threat toward the international efforts
1

to prevent global warming. China’s industries keep on combusting coal as their main
energy source, and car transactions leap higher year after year. The Chinese
government has been asked to take action by many environmentalists. China now is
contemplated

as

the

heaviest

air-polluted

country

in

the

world

(http://www.electricityforum.com, 17/03/2009).
Figure 1.1 shows China’s greenhouse gas emission and Figure 1.2 shows air pollution
in Shanghai 2008:
Figure 1.1: China’s greenhouse gas emission ranked No.1 in the world

Source: Chronicle research: China National Bureau of Statistics
(http://www.sfgate.com, 04/04/2009).

During the past few decades, transportation vehicles have been a great benefit to
mankind in terms of convenience. Besides, the automobiles industry has also
generated a large economic advantage to the whole communities in China. However,
motor transport’s ubiquity has also brought in a lot of unacceptable issues to the
whole ecological system, like green house effect. Many environmentalists heavily
suggested the adoption of sustainable alternative vehicles to help restrict the green gas
emission from car.
Figure 1.2: Air pollution in Shanghai 2008
2

Source: http://newspic.cn.yahoo.com (24/03/2009)

Chinese rapid economic growth makes most people ignore their contribution to
the environmental deterioration. More and more cities are marked as inhabitable cities
due to the air pollution caused by factories. In order to keep the situation from getting
worse, the Chinese government has launched many policies to restrict the pollution
emitted from factories. However, the efforts of the Chinese government are still far
from effective; Chinese factory production activities deserve more attention from the
whole society (http://www.ftchinese.com, 24/03/2009).

With more subjective norms formed in the society and the ecological affects
shaped by environmental deterioration. People have begun to be more concerned
about environmental issues. The Chinese government starts to emphasize on
environmental subject. Given that the degeneration of environment was worsened
(Head, 1995), recently the Chinese government has been exhibiting its determination
to fight against the unsustainable production by launching a series of environmental
protection laws to strike the illegal industries operating beyond the pro-environmental
law (Head, 1996). The National Development and Reform Commission (NDRC) and
China Ministry of Science and Technology (MOST) launched a Clean Auto program
to stimulate the use of green vehicles (Including NGV, hybrid, electric vehicles,
ethanol etc.) in the 19 nominated key cities from 2006 (http://www.iangv.org,
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24/03/2009). From 2009 on, Chinese customers are required to use "eco-friendly
bags" and traditional woven baskets one month after the Chinese government set up a
ban on plastic shopping bags as an effort to protect the environment and to reduce the
expenditure on oil, the energy source used to make plastic packaging.

However, the Chinese government is not the pioneer to solve the
environmental problems; more and more people have recognized their consumption
can lead to a direct consequence of environmental disaster. Experimental discoveries
have been showing that consumers begun to carefully choose the products based on
their consciousness of the consequence of the purchase on the natural environment
(Michel, Jasmin, and Guido, 2001). A significant increase was shown in the number
of people who are willing to shop environmental friendly products from 55.7% in
1993 to 58.5% (Bulletin of the Environmental Campaign Committee (ECCO), 1996).
Since the consumers would like to collaborate with the government to execute its
policy and to form the green segment of population, some marketers begin to realize
the benefits of going green. Not only because the high responsibility for the
environmental protection can help company build good reputation and seize more
market, but going green would also bring them more loyal customers (Chan, 2001;
Fitzgerald, 1993; Porter and Linde, 1995).

To sum up, Chinese consumers are just at the awakening stage of green
awareness, what government and green marketer have done are still far from clear.
It is urgent to put more emphasis on the factors that affect consumers’
attitudes toward green purchase and their intention to green purchase. Consumers play
a significant role in forwarding Chinese green rotation. Between 30%-40% of the
environmental degradation has been generated by consumers’ direct or indirect
activities (Grunert, 1993). Furthermore, if consumers stick to buying the
environmentally friendly products, it would definitely provide the profit-driven
industry a good motivation to manufacture them. The application of buyer-seller
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fundamental interaction would conduct the green rotation ever further (Ottman, 1992;
Salzman, 1991).

Chinese undergraduate students are considered as a potential group supporting
the protection for environment (Lee, 2008). Beginning from the elementary school,
students are required to accept the pro-environmental education in Yunnan,China
(http://www.shzgh.org, 20/05/2009). From 20th of March 2009, a program named
“Green forum” have being launched in the universities of Kunming to inspire students
to love and protect the nature. As an important topic, green purchase has been highly
advocated (http://www.newssc.org, 20/05/2009).

The universities have also

organized different activity to let the student show their determination and enthusiasm
about environmental protection in order to raise the environmental awareness among
the citizens (http://www.yunnan.com.cn, 20/05/2009).

This research aims to examine and develop the factors that have influences on
the undergraduate students’ intention to green purchase and the factors would impact
their attitude toward green purchase in Kunming, China. The following factors are
involved in this research:

Ecological knowledge, which measures the individual’s level of related
environmental knowledge, is treated as a possible indicator of consumers’ intention to
green purchase. This assumption is supported by Schahn and Holzer (1990); Hoch
and Deighton (1989); Horton and Turnage (1976); Park, Mothersbaugh and Feick
(1994); Kilkeary (1975); Dispoto (1997); Chan and Lau (2000). All researchers’
studies have concluded that ecological knowledge has a direct effect on the
individual’s intention to perform pro-environmental behaviors.

Ecological affect is related to the level of emotional reaction of consumer
toward environmental issues. Many studies stated that there is a positive relationship
between ecological affect and a singular behavior (Dispoto, 1997; Li, 1997; Maloney
5

and Ward, 1973; Hines, Hungerford and Tomera, 1987; Martin and Simintiras, 1995;
Engel, 1990).

With more norms are formed due to environmental degradation, and the
Chinese social influence on consumers’ intention to green purchase, most Chinese
give the priority to the interests of the reference group, in order to maintain group
cohesion. Thus, the researcher decided to apply the Theory of Reasoned Action to
involve subjective norms as a determinant of green purchasing intention. This
assumption is supported by Hofstede (1980); Lee (1990); Kalafatis et al., (1999) and
Lee (2008).

Attitude is always treated as a dominated factor affecting behavioral intention.
The bond between environmental attitudes and environmentally related behavior has
been experimented by many studies. In this research, the researcher would examine
the relationship between attitude toward green purchase and intention to green
purchase. Other factors affecting the attitude toward green purchase would also be
taken into consideration, such as perceived environmental knowledge, new
environmental paradigm and natural environmental orientation. All the assumptions
are supported by Kassarjian (1971); Kinnear and Taylor (1973); Hines et al., (1987);
Balderjahn (1988); Simmons and Widmar (1990); Mohai (1990); Walsh and McGuire
(1992); Grunert (1993); and Seguin et al., (1998);
1.2 Green Purchases
Green purchase, which is frequently referred to Environmentally Preferable
Purchasing (EPP), is characterized as a favorable selection and possession of a
product or service that can effectively minimize damageable effects on the
environment over its whole life phase consisting of production, transportation, use
and reprocessing or disposal. Example of green products should contain the
characteristics of conserving energy and water efficiently, minimizing the cause of
disuse and unleashing of pollutions. That is to say, a green product is supposed to be
6

made of recycled materials which are easy to recycle and reuse; the energy used in the
whole product life cycle should be renewable and have minimal damage to the
environment, such as solar power and wind power ， and bio-based fuels
(www.ofee.gov, 17/03/2009; www.orf.od.nih.gov,17/03/2009).

The environmental problems have been appealing more and more to the
environmental concerned consumers, who are regularly referred to as green
consumers. The marketers as well, have set about to market the green segment of the
population. Recycled paper, dolphin-safe products, and plastic goods are the examples
of green products based on environmental approaches (Banerjee , Gulas and Iyer,
1995). Some green marketers even developed a precise strategy to publicize and
maturate the pro-environment based products (Menon, 1997). Marketers also have
injected the pro-environmental conceptions into the design of the package (Polonsky
and Wimsatt 2004). The green markets recently are not only about safeguarding the
environment, but set also a competitive field for marketers to occupy. The
understanding of consumers’ green purchase behavior is becoming a key point for
marketers to win this green campaign. Clare (2005) pointed out that recognizing the
green consumers’ requirement is functionally founded on the understanding of green
vision.

Based on the scholars’ point of view, green marketers are aiming at how to
function the advanced engineering and management to reduce the damageable effect
on the environment (Winski, 1991). Those territories related to all the green
marketing activities are referred to as “environmental marketing” (Coddington, 1993),
“sustainable marketing” (Fuller, 1999) and “greener marketing” (Charter and
Polonsky, 1999). Compared with what has done to safeguard the environment in the
western countries, Chinese consumers are just at the stage of environmental arousal.
A few studies about the green consumer behavior were conducted in China, especially
on the undergraduate students, which constitute a potentially sizeable group of
advocators in environmental protection (Lee 2008). This research is designed with the
7

purpose to gain a better understanding of the green purchasing intention and attitude
toward green purchase of the undergraduate students in Kunming, China.

1.3 Reviews of Green Purchase in China
In 1992, Earth Super Conference brought forward a concept of “sustainable
development”. From then on, green purchase has been considered an extremely
significant task for the global sustainable development. Green is the original color of
life; green purchase is a noble consuming behavior to maintain the harmony with
nature. China Consumers' Association set 2001 as the year of green purchase. The
10th Five-Year Plan of China highlighted the rebuilding of ecological system and
maintaining the harmony in nature. Marketers should collaborate with the government
by spreading this conception to lead consumers to perform more pro-environmental
behaviors (http://baike.baidu.com, 17/03/2009).

China’s Ministry of Finance and the State Environmental Protection
Administration (SEPA) have revealed that from 2007, the nation’s central and
provincial governments would give priority to the purchase of environmentally
friendly products and services. “The government’s new “green policy” would be
executed in every level at authority from 2008. By purchasing the environmentally
friendly products and services, the government could turn out to be a good
exemplification and a driving force the consumers and marketers to go green”, an
official with SEPA explained.

In this announcement, the two agencies also had released a list of green
products which carry China Environmental Label, China’s only national eco-label for
environmentally friendly goods and services. China Environmental Label is used to
identify that a product poses minimal or no effect to the environment and human
health during its life cycle, which include production, transportation, use and
recycling or disposal. The label is shown as Figure 1.3.
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Figure 1.3 China Environmental Labeling

Source: http://www.10huan.com (31/03/2009)
Up to 2008, the green purchasing catalogue included 859 products which are
classified into 14 categories, ranging from structures materials, paint, flooring
televisions, printer photocopies to vehicles. The spokesman of SEPA stated that this
list would be undated successively by adding more qualified products and removing
any that fall behind the involved criteria. All of the listed products must be certified
by SEPA’s environmental Certification Center to get the China Environmental Label
(www.worldwatch.org, 17/03/2009).

China has been collaborating with global organizations closely to help
penetrate the green purchase concept into global community. In 2005, The
International Symposium On Green Public Procurement took place in Beijing (China).
Following that, in June 2005, Environmental Certification Center of SEPA (CEC) and
International Green Purchasing Network (IGPN) agreed to hold another international
Green Purchasing conference in China. The post conference meeting was presided
by Prof. Ryoichi Yamamoto and Mr. Liu Zunwen, and includes the following topics:
• Status and trend of international green purchasing
• Function of environmental protection administrations
• Eco-labelling products and green purchasing
• How the enterprises to practice green purchasing
• The advices on government green purchasing in China
9

• Reciprocity between consumer and green purchasing
• Plans of China Green Purchasing Network (CGPN)
1.4 Statement of problem
Over the years, China’s rapid economic growth has changed Chinese life
significantly. Most Chinese enjoyed this so-called modernization and ignored the
impacts it had brought to the environment. However, more and more Chinese have
begun to realize they are living in an unacceptable living circumstances which are
partly created by them (presented in Figure 1.1 and Figure 1.2). The awareness of
environmental degradation started to spread among Chinese people (Head, 1996).

Since Chinese government has shown its determination to popularize green
products, more and more marketers have begun to target the right green segment of
the population. Lee (2008) pointed out that green marketer should consider adolescent
people as a good potential group for green market. The undergraduate students, who
are considered more ecologically conscious than general public (Arbuthnot and Lingg,
1975; Chan and Yam, 1995), are hardly examined by previous studies. And whether
the efforts the government and universities made to inspire students to green purchase
are appreciable is still in question. This research is designed to help the Chinese
government and green marketer to gain a better understanding of the group of
undergraduate students.

To understand the factors affecting undergraduate student’s commitment to
green purchase has become highly significant, this would be related to the future
sustainable market building and the well-being of mankind. This research backed by
the previous studies is committed to the study of the factors such as Chinese cultural
influence, perceived environmental knowledge, new environmental paradigm,
subjective norms, ecological knowledge and ecological affect which are highly
possible to have an indirect or direct impact on consumers to green purchase, backed
by the previous studies.
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Research Questions

1. Are the subjective norms predictable in the study of examining the factors affecting
the intention to purchase green products?

2. Is there any relationship between the undergraduate students’ attitude toward green
purchase and their intention to green purchase in Kunming, China?

3. Is there any relationship between ecological affect and the undergraduate students’
intention to green purchase in Kunming, China?

4. Is there any relationship between ecological knowledge and the undergraduate
students’ intention to green purchase in Kunming, China?

5. Is there any relationship between perceived environmental knowledge and
undergraduate students’ attitude toward green purchase?

6. Is there any relationship between new environmental paradigm and undergraduate
students’ attitude toward green purchase?
7. Is there any relationship between new environmental paradigm and NATURAL
environmental orientation?

8. Is there any relationship between perceived environmental knowledge and natural
environmental orientation?

1.5 Research Objectives

11

The purpose of this study is to examine the possible indicators of
undergraduate students’ intention and attitude toward green purchase in selected
universities In Kunming city, and to test the predictability of subjective norm in the
case of green purchase intention. This study would provide a better understanding of
the relationship between each variable for green marketers and Chinese government
to widen the acceptance of green products. Followings are the research objectives:

1. To examine the predictability of subjective norms in term of indicating the
intention to green purchase in the study.

2. To evaluate the relationship between undergraduate students’ attitude toward green
purchase and their intention to green purchase in Kunming, China.

3. To evaluate the relationship between ecological effect and the undergraduate
students’ intention to green purchase in Kunming, China.

4. To evaluate the relationship between ecological knowledge and the undergraduate
students’ intention to green purchase in Kunming, China.

5. To evaluate the relationship between perceived environmental knowledge and
attitude toward green purchase.

6. To evaluate the relationship between new environmental paradigm and
undergraduate students’ attitude toward green purchase.

7. To evaluate the relationship between new environmental paradigm and Natural
Environmental Orientation

8. To evaluate the relationship between perceived environmental knowledge and
Natural Environmental Orientation
12

1.6 Scope of research
The availability of green products is rather low in China and as a matter of
studying the future prospective purchase, this research targets the undergraduate
students who are non-green product users in Kunming city as its population. In
general, college students are usually considered to be more ecologically conscious
than the general citizens (Arbuthnot and Lingg, 1975; Chan and Yam, 1995). Lee
(2008) mentioned that Chinese undergraduate students form a potential group
supporting the protection for environment and there is a good opportunity for green
marketers to target this group. Moreover, choosing this group is also under the
consideration of accessibility of data (Calder et al., 1981).

This research covers the examinations of the relationship between
undergraduate students’ intention to green purchase and the variables which are
possibly related to it, for example, attitude toward green purchase, ecological
knowledge, ecological effect and subjective norms. Furthermore, the factors which
can have direct or indirect impacts on attitude toward green purchase are also taken
into consideration, for example, natural environmental orientation, perceived
environmental knowledge and new environmental paradigm.

The researcher adopted questionnaire as a survey tool to conduct the study.
The questionnaire part is formed by referring to the previous studies. The questions
about the intention to green purchase, perceived environmental knowledge, new
environmental paradigm and attitude toward green purchase are from Mostafa (2007),
and other questions are mainly from Chan and Lau (2000) except for the variable of
subjective norms, which is formed by using the common pattern as same as the one
adopted by Tarkiainen and Sundqvist (2005).

1.7 Limitation
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Based on the respondents from the universities in Kunming China, even though
the approximate number of undergraduate students in Kunming can be estimated, the
actual number of students who have no experience of green purchase is hard to
conceive. Thus the researcher adopted the sample size which is referred from most
related studies; this may not perfectly represent the character of the whole target
population.

Secondly, the difference between intention to green purchase and demographic
factors are ignored in this study, although Tanner et al., (2004) mentioned that
socio-demographic traits have minor function to explain the variance in the
environmental attitudes and environmental behaviors, more studies are needed to
support the above point of view.

Due to the number of previous studies and the limitation of the researcher’s
knowledge, this study is not able to cover all the factors affecting the undergraduate
students’ intention to green purchase. In addition, this research is a general
understanding of the intention to purchase any kind of green product. This is to say,
this research may not be specific enough for a particular green product.

Above all, despite the education of environmental protection, which is very
popular in the universities in Kumming, China, some of the undergraduate student
may not know well about green purchase. This may eventually affect the quality of
response in the questionnaire. And the honesty of the respondents are as well
considered as a limitation of this research.

1.8 Significance of the Study
With the findings in this research, the stakeholders can have a better
understanding of the factors that affect the undergraduate students’ intention to green
purchase in KunMing, China.
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The government can set related policies and laws to lead people to develop
commitment to green purchase and carry out related surveys to gather more valuable
data for observation or other purposes.

Through the findings of this study, the green marketer can gain a deeper
understanding of the group of undergraduate student. It can offer the green marketers
an important reference to instruct their marketing activities, i.e. which factors they
should consider before launching the green version products. It also provides valuable
data and insights for green marketers to target on the right green segment.

Moreover, the educational system may use the findings from the study to
make some related adjustment to better lead the students to green purchase. This
research also can be used in shaping other studies. Researchers can narrow it down to
study on a specific product, and explore more determinants of the intention to green
purchase, like the product attributes.
1.9 Definition of Terms
Attitude: Attitude is the degree of favorableness and unfavorableness of an
individuals feeling towards a psychological object (Ajzen and Fishbein, 1980).

Behavioral Intention: An attitude being formed progressively towards a decision to
act on particular behavior (O’Keefe, 2002).

Collectivism: Collectivism is a term used to describe any moral, political, or social
outlook, which stresses human interdependence and the importance of a collective,
rather than the importance of separate individuals. Collectivists focus on community
and society, and seek to give priority to group goals over individual goals (Ratner and
Hui, 2003).
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Ecological knowledge: According to Chan and Lau (2000), ecological knowledge is
more related to a behavioral knowledge, namely, ecological knowledge is that
knowledge can be put into actual use like explaining the cause of ecological problem

Ecological affect: According to Maloney and Ward (1973), ecological affect is
referred to the level of emotional reaction of individual toward environmental issues.

Environmental concern: Milfont and Duckitt (2004) defines the environmental
concern as a single dimensional construction ranging from ignoring about the
environmental issue to concerning the environmental issue, and environmental
concern can be measured by the new environmental paradigm according to their
study.

Greenhouse gases and Greenhouse effect: Greenhouse gases are gases in an
atmosphere that absorb and emit radiation within the thermal infrared range. This
process is the fundamental cause of the greenhouse effect, when sunlight strikes the
Earth’s surface; some of it is re-radiated back towards space as infrared radiation
(heat). Greenhouse gases absorb this infrared radiation and trap the heat in the
atmosphere which would

eventually

lead

the temperature to

be higher

(http://www.sciencemag.org, 17/05/2009).

Green products: Green products is which positioned on the basis of environmental
appeal that can effectively minimize the damageable impacts on the environment over
its whole life cycle, which consists of manufacturing, transportation, use and
recycling or disposal, like Recycled paper, Plastic goods, and dolphin-safe tuna could
be considered as the example of green products (Banerjee, Gulas and Iyer,1995).

Green purchase: Green purchase is frequently referred to Environmentally
Preferable Purchasing (EPP), is characterized as a favorable selection and possession
of a product or service that can effectively minimize damageable effects on the
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environment over its whole life phase consisting of production, transportation, use
and reprocessing or disposal.

Green Market: It indicates that the manufacturing and marketing set the goal to
minimum the damage of having harmful effect on the environment. (Winski, 1991).

Natural Environmental Orientation: Natural environmental orientation is defined
by Kluckhohn and Strodtbeck (1961) as a concept of human favorable activities
toward nature, such as the love for the future and the defensive behavior performing
to protect nature.

Reference Groups: Reference group refers as the one whom we have regular direct
contact and can be classified as either primary or secondary and both are important as
they influence buying behavior (Grant and Stephen, 2005).

Subjective norms: Ajzen (1991) defines subjective norms as the individual discern
the burdens from the society he/she is living and his/her opinion about whether to
perform the behavior under those burdens. Subjective norms are based on the person’s
perceptions of whether specific salient others think he/she should engage in the
behavior and the motivation to comply with such pressure.

Perceived environmental knowledge: The perceived environmental knowledge is
defined as an individual’s self evaluation of his environmentally relative knowledge,
like whether the individual thought his/her behaviors are friendly toward to the
environment (Schahn and Holzer 1990).
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Chapter 2
LITERATURE REVIEW
This chapter deals with the theories and related literature review. It consists of
five themes: The first section reviews the theories or models necessary for forming
the conceptual framework; the next section moves on to the illustrations of the linkage
between each variable; the following section introduces more theories or models
related to the conceptual framework; the fourth section presents the other related
literature reviews explaining the relationship between variables; finally, some
previous studies which help to build the conceptual framework employed in this
research are discussed.

2.1 Theories and Models necessary to form conceptual framework
This section states necessary theories and models to develop the modified
conceptual framework for this research. All related theories and models are illustrated
as follows:

2.1.1 The ABC Model of Attitudes
Attitude is defined as the degree of favorableness and unfavorableness of an
individual feeling towards a psychological object (Ajzen and Fishbein, 1980). A
numbers of researchers mentioned that an attitude has three elements: affect, behavior,
and cognition. Affect is referred to the way a consumer feels about the attitude object.
Behavior includes the person’s intention to perform some action with consideration
about the attitude object, and an intention does not always result in a practical action
(Michael, 2007). Cognition refers to the beliefs a consumer has about the attitude
object.

This model stresses the interconnections among consumers’ learning, feeling
and execution. Attitudes toward a product cannot be determined by simply identifying
consumers’ beliefs on the attitude object. For example, consumers might know that
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natural gas vehicle cause less pollution and has low maintaining cost, but such
findings do not indicate their judgment about those attributes. This is, they would
have no idea whether to buy natural gas vehicle given those findings (Michael, 2007).

Those elements of attitude are important, but their relative significance would
depend on the level of motivation of consumers regards to the attitude object. It
doesn’t matter whether they are heavy user or light-user (Jewell and Unnave, 2004).
The differences in green product interests among different consumers would be based
on the combination of those three elements of attitude in different ways to form an
attitude toward green products. Hierarchy of effects was developed to study the
relative impact of the three components in the formation of attitude by attitude
researchers. Figure 2.1 presents three different fixed sequences of steps to form
attitudes.

Figure 2.1 Three hierarchies of effects
Standard Learning Hierarchy:
Cognition

Affect

Behavior

Attitude
based on
cognitive
information
processing

Low-Involvement Hierarchy:
Cognition

Behavior

Affect

Attitude
based on
behavior
learning
process

Experiential Hierarchy:
Affect

Behavior

Cognition

Attitude
based on
hedonic
consumption

Source: Michael R. Solomon (2007) Consumer Behavior: Seventh Edition
pp 238
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According to Michael (2007), in Standard Learning Hierarchy, firstly a
consumer would form beliefs about green products by accumulating knowledge
(beliefs) regarding relevant attributes. Next, the consumer would evaluate these
beliefs and generate a feeling about green products. Finally, based on those
evaluations, the consumer would engage in a relevant behavior, such as purchasing
green product or persuading others to purchase green products.

Differently, based on the assumption of the Low-Involvement Hierarchy,
consumers may not be knowledgeable about green products; they may have an
emotional response to green purchase but not to a specific green product. In this
sequence, the consumers may not have a preference between green products and
normal goods; thus, they may try to form an evaluation after using green products
instead of merely based it on their limited knowledge. This process of forming an
attitude is more like a behavioral learning.

Lastly, Experiential Hierarchy would focus on the emotional dimension of
consumer, for example, some consumers would just like the feeling of using green
products; they don’t even care about what benefits green products can bring to
them.

2.1.2 Theory of Reasoned Action (TRA) and Theory of Planned Behavior
(TPB)

Theory of Reasoned Action (TRA)
The theory of the reasoned action model is applied to forecast the behavior by
merging attitude and subjective norm into the construction of resulting in the
behavioral intention, The Theory of Reasoned Action mentions that a person's
behavior is concluded by his or her intention to execute the behavior and that this
intention is a result of his/her attitude toward the behavior and his/her subjective norm
(Ajzen and Fishbein, 1975). Attitude toward behavior is defined as a person’s general
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feeling of favorableness or unfavorableness for that behavior; subjective norm is the
individual’s perception that most people who are important to him/her think he/she
should or should not perform the behavior was in question.

In order to gain a deep understanding of the factors influencing behavior, it is
essentially necessary to explore the determinants of the attitudinal and normative
components. Ajzen (1975) mentioned that those determinants are beliefs individuals
hold about themselves and situations they face. Therefore, beliefs are considered as
underlying individual’s attitudinal and normative components, and beliefs would
finally influence the individual’s intentions and behavior (Ajzen and Fishbein, 1975).
Figure 2.2 is the representation of the relationship among variables in TRA.

Figure 2.2 Theory of Reasoned Action Model
Attitudinal

Normative

Attitude

Behavioral

Actual

Intention

Behavior

Subjective
Norm

Source: Ajzen, I. and Fishbein, M. (1975). Belief, attitude, intention and behaviour: An
introduction to theory and research. Reading, Mass.: Addison-Wesley.

As shown in Figure 2.2, the framework consists of attitudinal, social influence
and intention as the predictors of behavior. TRA assumes that individual's behavioral
intention can be determined by individual's attitude toward executing the behavior and
subjective norm.

The influence of attitude or subjective norm is different based on the intention
to execute the behavior in different circumstances. For example, the attitudinal
influence is stronger when the consumption is based on personal using (e.g.,
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purchasing green products for oneself). Attitudinal belief would be the dominant
determinant of behavioral intention, and the influence of subjective norms would be
relatively lower. On the contrary, when the consumption is based on the others’ need
or expectation, the normative implications would become strong (e.g., purchasing
green products under the consideration of others’ need or well-being). In this case,
subjective norm should be the main determinant of behavioral intention, and
attitudinal belief would have less influence on the intention to purchase (Ajzen and
Fishbein, 1980).

Theory of Planned Behavior (TPB)
Even if the predictability of the TRA is expected to be extremely strong, it
comes to be undecided when the behavior is not under fully volitional control.
Sheppard et al., (1988) indicted two troubles of the theory. First, the difference
between behaviors and intention should be distinguished. It could be doubtful when
other factors which possibly influence the actual behavior are not involved in the
prediction of actual behavior except one’s intentions. Second, there is no preparation
in the model for considering whether the possibility of failing to perform is due to
one’s intentions or due to one’s behavior.

In order to fix these problems, Ajzen and Madden (1986) extended the Theory
of Reasoned Action by putting another construct called perceived behavioral control
into the model. The new construct is applied to predict the behavioral intentions and
behavior. This extended model is called the Theory of Planned Behavior (TPB).
Behavioral Intention is a key factor in the prediction of actual behavior in both
models. The assumptions under both models are that human beings are basically
rational and can apply the available information for them when they make decisions.
Under the consideration of control-related factors, TRA could be more predictable
when the behavior being studied is under total volitional control of the performer.
However, TPB broadens the limited conditions of TRA to the more goal-directed
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behaviors. Figure 2.3 represents a simplified version of the Theory of Planned
Behavior Model.

Figure2.3: A Simplified Version of The Theory of Planned Behavior Model

Source: Ajzen, I. and Madden, T. J. (1986). “Predication of goal-directed behavior:

Attitude,

intentions,

and

perceived

behavioral control”,

Journal of

experimental social psychology, Vol.22, pp.453-473

Perceived Behavior Control (PBC): The major difference between these two
theories is that the TPB has included Perceived Behavioral Control the control beliefs
that influence the perceived behavioral control as the determinant of Behavioral
Intention. Although it may be hard to assess actual control before behavior, TPB
affirms that it is likely to measure PBC - “people’s perception of the ease or difficulty
in performing the interested behavior” (Ajzen, 1991). PBC is a function of control
beliefs and perceived facilitation. A control belief is the perception of the absence or
presence of required resources and opportunities necessary to perform the behavior.
Perceived facilitation is one’s evaluation of the importance of those resources to the
accomplishment of the results (Ajzen and Madden, 1986).

Perceived behavioral control is contained as an exogenous variable which has
both a direct impact on actual behavior and an indirect impact on actual behavior via
intentions. When people perceive that they have little control over the execution of the
behavior due to the shortage of required resources and opportunities, afterwards their
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intentions to perform the behavior may become low even if they have favorable
attitudes and subjective norms regarding the performance of the behavior. Bandura
(1991) has provided empirical evidences that people's behavior is strongly affected by
the certainty they perceived in their capability to carry out the behavior. The structural
bond from PBC to behavior intention mirrors the motivational effect of control on
actual behavior via intentions.

Similar with the Theory of Reasoned Action, the comparative importance of
behavior intention predictors could be changeable due to the behavioral domain. In
some applications, attitude toward behavior, subjective norms, and perceived behavior
control would all have significant contribution to the prediction of behavior intention;
in others, only the influence of attitude toward behavior and perceived behavior
control on behavioral intention would be remarkable; in still others, only attitude
toward behavior has a significant influence on behavior intention. Correspondingly,
the capability of perceived behavior control and behavior intention to predict actual
behavior also would vary across different behaviors and circumstances. Both behavior
intention and perceived behavior control can construct important donations to the
prediction of actual behavior. In any given implementation, however, one predictor
may be more significant than the other, and only one of the two may be influential.

TRA has already been employed in the research of organic food buying
behavior, and its extension version TPB was applied to explore the factor which
would affect the intentions to buy friendly-to-environmental products (Kalafatis et al.,
1999).

2.2 Literatures to support modified conceptual framework
2.2.1 Behavioral Intention
According to O’Keefe (2002), behavioral intention is the most important
determining factor that can be used to predict the individual’s behavior under most
circumstances. Intention is defined as what the person wants to do. Kotler (2003)
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suggests that study of the customer’s behavioral intention can help marketer forecast
customer’s further action and understand the process of how they satisfy their needs
by consuming goods or services.

Moreover, the intention weighing device can be

applied to forecast the feasibility of individual’s behavior in the future, such as
purchasing green products or persuade other to be involved in green purchase.

Byrne and Polonsky (2001) concluded that in the field of green market,
consumers’ purchasing behavior was hard to foretell and the process of forming the
final purchasing decision is more complicated than normal products. A lot of factors
such as rewards or the executions of pro-environmental laws should be involved to
well predict the pro-environmental behaviors (Fisk, 1998). Similarly, Othman (2000)
mentioned that environmental factor ranked fourth after quality, price and brand when
consumers make purchasing decision. The findings illustrate that the adoption of a
type of practice or behavior would depend on whether there are direct financial
benefits, convenience or habit. However, the green purchasing intention was widely
proven to be positive related to the green purchase (Schahn and Holzer, 1990;
Lansana, 1992). In the intention to verify the prospective purchase of green products
and as a matter of convenience, this research would focus on the factors which can
possibly affect green purchasing intention.

2.2.2 Attitude
Ajzen and Fishbein (1980) defined attitude as the degree of favorableness and
unfavorableness of an individual’s feeling towards a psychological object. Attitude is
also treated as a predictor of individual’s behavior in the Theory of Reasoned Action
(Ajzen and Fishbein 1975). Moreover, Kotchen and Reiling (2000) also concluded
that environmental attitude is a very consequential indicator of behavioral intention;
attitude is also an explainable constant factor in illustrating the individual behavior.

Generally, people might consider attitude as having positive correlation to
behavior. In other words, more favorable attitude towards a particular behavior would
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lead to more occurrences of that behavior. However, empirical findings reported that
the direct relationship between attitude and behavior is weak (Ajzen and Fishbin
1977; Warneryd, 1999). The environmental attitudes have been proven to be strongly
connected to the environmentally related behavioral intention by many studies:
Kassarjian (1971) stated that consumers’ attitude was a determining factor to predict
whether they can be involved in the protection activities against air pollution.
Balderjahn (1988) concluded that a positive attitude toward environmental issue
would result in an ecological responsibility to execute more pro-environmental
behavior, which is further supported by Lynne and Rola (1988). Mohai (1990) also
mentioned that people with higher favorable attitude toward environmental protection
would be more likely involved in the political pro-environmental activities.
Furthermore, Walsh and McGuire (1992) pointed out that consumers’ attitude would
directly lead to energy conservation and ecologically conscious purchase.

2.2.2 Perceive Environmental Knowledge
According to Schahn and Holzer (1990), the perceived environmental
knowledge is defined as an individual’s self evaluation of his/her environmentally
relative knowledge, such as whether the individual thought his/her behaviors are
friendly toward to environment. Empirical findings have proven that people who
perceived he/she has more environmental knowledge would have more positive
attitude toward environmental issue. Hines et al (1987) pointed out the perceived
environmental knowledge could be the best indicator of environmental action.
Simmons and Widmar (1990) added that low perceived environmental knowledge is
the main barrier to involve people into recycling. Similarly, Amyx et al., (1994)
concluded that consumer who is more knowledgeable about environmental issue
would be more willing to pay premium price for the environmentally friendly
products. Moreover, Mostafa (2007) proved that there is a positive relationship
(0.683) between Egyptian consumers’ perceived knowledge and their attitude toward
green purchase.
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2.2.3 Environmental concern
Milfont and Duckitt (2004) defined the environmental concern as a single
dimensional construction ranging from ignoring the environmental issue to
concerning about the environmental issue. Environmental concern can be measured
by the new environmental paradigm according to their study. Schultz (2000)
mentioned that the environmental concerns consist three associated factors: concerns
for other people (altruistic), concerns for the individual him/her self (egoistic) and
concerns for the biosphere (biospheric). Kinnear and Taylor (1973) pointed out that
people who were more concerned about environmental issues would have less
favorable attitude toward laundry detergents containing phosphate, a chemical
ingredient which is harmful to the environment. Fritzsche and Dueher (1982) argued
that people had different level of environmental concern which can result in different
attitude toward deodorant container. Moreover, Grunert (1993) mentioned that
environmental concerns have an outstanding impact on buying organic food. Prothero
and McDonagh (1992), and Seguin et al., (1998) concluded that the environmental
concerns can obviously influence the degree of individual’s readiness to change his
behavior. Thus, the general attitude toward pro-environmental behaviors can be
affected by the environmental concerns had prevailed in most academic
environmental researches.

2.2.4 Natural Environmental Orientation (Man-Natural Orientation)
Natural environmental orientation is defined by Kluckhohn and Strodtbeck
(1961) as a concept of human favorable activities toward nature, such as the love for
the future and the defensive behavior performing to protect nature. Kals, Schumacher
and Montada (1999) pointed out that people should build an emotional connection
toward nature, hence, it would incite people to protect the nature spontaneously.
Natural environmental orientation is getting into Chinese cultural value. Chinese have
been continuously pressing on living in harmony with nature. Such emphasis is
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primarily put forward by Lao Tzu, a great philosopher who lived many years ago
earlier than Confucius. Tao philosophy describes human beings as only a part of
nature and the role for them is to maintain the harmony with nature instead of
changing it. Most Chinese consider every creature has its consciousness; they can not
be destroyed or harmed without reasonable explanation. Miles (1992) mentioned that
Chinese always try to keep everything like the way they are. The traditional culture
most Chinese hold is that people should act according to the way of nature. This
notion was originally formed in Tao Te Ching, a classic text written by LaoTzu and
has an influence on Chinese way of thinking over thousands of years.

Yau (1988) mentioned that Chinese cultural values can have significant
impacts on Chinese marketing context. In terms of natural environmental orientation,
Homer and Kahle (1988) mentioned that individuals’ perceived knowledge could be
positively affected by the value he/she holds. Hamid and Cheng (1995) pointed out
that natural environmental orientation was connected directly to the environmental
concern. The above findings were further supported by Mostafa (2007).

2.2.5 Ecological Knowledge
According to Lau and Chan (2000), ecological knowledge is more related to a
behavioral knowledge, namely, ecological knowledge. Ecological knowledge can be
put into practical use like to explain or to prevent the cause of ecological problems.
Empirical findings referred that a positive connection is between knowledge and
behavior (Hoch and Deighton, 1989; Horton and Turnage, 1976; Park et al., 1994).
Kilkeary (1975) and Dispoto (1997) concluded that there is a significant relationship
between ecological knowledge and environmentally friendly acts. Similarly, Chan
(2000) found out that people with more ecological knowledge (measured by testing)
would have higher intention to be involved in green purchase.

2.2.6 Ecological Affect
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According to Maloney and Ward (1973), ecological affect is referred to the
level of emotional reaction of individual toward environmental issues. Numerous
studies found that there is a positive relationship between ecological affect and a
singular behavior (Dispoto, 1997; Li, 1997). Hines et al., (1987) revealed that an
average correlation around 0.37 was found between ecological affect and individual
behavior. Chan and Yam (1995) pointed that ecological affect could be a distinct
variable that has impacts on behavioral responses. Engel et al., (1990) stated that
individual’s emotional response is the main indicator of his/her intention to execute
the behavior.

Additionally, empirical findings exhibited that even people who have little
knowledge about the environment still express a high emotional commitment to do it
(Dispoto, 1997; Grunert and Grunert, 1993; Henion and Wilson, 1976; Li, 1997;
Maloney and Ward, 1973). Those studies implies that ecological affect and Ecological
knowledge can influence the environmental act independently, Martin and Simintiras
(1995) well grounded this view in their research, and those findings are also adopted
by Chan (2000).

2.2.7 Subjective Norm
Ajzen (1991) defined that subjective norm is referred to the individual discern
the burdens from the society he/she is living and his/her opinion about whether to
perform the behavior under those burdens. Regarding to how the Chinese deal with
their relationship with other, Hofstede (1980) affirmed that most Chinese would give
the priority to the advantages of the reference group, in order to maintain the group
cohesion. Lee (1990) pointed out that people living in Confucian nations such as
China would have a very robust desire to harmonize with the norms of their inference
group. This means Chinese would consider other people’s opinion a lot before taking
action. Despite most previous studies which ignore the examination of the relationship
between subjective norms and customer’s intention to purchase green products, the
subjective norms are still treated as a predictor of behavioral intention when it comes
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to environmental marketing. As an extension of Theory of Reasoned Action, Theory
of Planned Behavior was adopted to test its predictability across different green
markets (Kalafatis et al., 1999). The researchers found out that there is a significant
relationship between subjective norm and intention to purchase environmentally
friendly product in the UK market, but there is no significant relationship between
them in Greece. Furthermore, Lee (2008) pointed out that social influence was proven
to be the best predictor of Hong Kong adolescents’ green purchasing behavior.
According to the above findings, the researcher concludes that subjective norm is a
predictor of the intention to green purchase.

2.3 Literature related to research topic
2.3.1 Chinese Cultural Values
As a purpose to examine the possible effects of Chinese culture on the green
purchasing behavior, this research would discuss how those values shape Chinese
people’s view on protections of the environment. Rokeach (1973) mentioned that
value can be perceived as a stable rule or principle for people to follow in specific
society. Kluckhohn and Strodtbeck (1961) developed a value-oriented framework
(namely K&S framework) more than forty years ago to describe the uniqueness of the
country’s cultural value. This framework was later applied by Yau (1988) to study
Chinese cultural values in marketing context. Chan et al (1997) concluded that the
K&S framework is extremely practical for the analysis of Chinese cultural values
which have influences on particular marketing behaviors in terms of social orientation
or personal mutual connection.

According to the K&S framework, cultural values can be concluded based on
the following five classifications:

(1) “Man-nature” orientation: “Man-nature” orientation describes the
relationship between human beings and nature.
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(2) “Man-himself” orientation: “Man-himself” orientation focuses on the
innate human nature.
(3) “Relational” orientation: “Relational” orientation talks about how people
treat the relationship between one to others.
(4) “Past time” orientation:

“Past time” orientation concentrates on what

people focus on their life.
(5) “Activity” orientation: “Activity” orientation discusses the modality of
human activity.
Man natural orientation would be given priority to discuss under the research
objectives. Kluckhohn and Strodtbeck (1961) defined that man-nature orientation as
the relationship between human beings and the natural environment. Conventionally,
most Chinese stress on living in harmony with the environment. Such requirement is
mainly affected by the notions of Lau Tzu, an outstanding philosopher who lived
many years ago before the era of Confucius. Lao Tzu’s major philosophies are
illustrated in his classic book, To Te Ching, which has affected the way of Chinese
thinking over thousands of years. His philosophies picture human being’s connection
with nature by keeping in mind that he/she is only a part of nature and should not try
to take control of it. On the contrary, he/she has to study the way to get used to or
even coalesce with nature to actualize a “man-nature comity.” The Chinese have been
perceiving that flowers, grass and trees have their own “Consciousness”. Thus, human
beings should not destroy or harm them without reasonable explanations. Having been
influenced by this” Man-nature” orientation, the Chinese trust that nature has the
“way” or “tao” by which all things should be like what they are (Chan, 1963 and
Miles, 1992). Namely, this conventional cultural orientation illustrates that people
should perform according to the way of nature, in a word, they should keep
everything like what they are (Wei, 1980).

2.3.2 Affect theory
According to Tomkins (1962), affect is defined as an emotional reaction or a
subjective feeling. Affect theory is a branch of psychology that tries to classify affects
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into different categories according to its typical response. For example, the affect of
joy can be distinguished through the facial expression of smiling. These affects can be
concluded through individual’s facial reactions that people have toward a stimulus,
typically well before they could process any real actions to the stimulus.

Generally, there are nine types of affects classified into three categories,
which are positive affect, neutral affect and negative affect. The ecological affects
discussed in this research are more referred to the negative affect towards
environmental issues. This research measures the level of the negative affect towards
environmental issues in order to examine the relationship between the ecological
affect and the intention to green purchase.
2.4 Related Literature Review
2.4.1 The Related Literature Between Attitude and Behavioral Intention

According to Beharrell and Crockett (1992), consumers who claim to be

environmentally concern consumers would place their expectation through over
policy makers, manufacturers, distributors, retailers. And their personal choices
under the concerns of environmental issue are affected more and more by
personal values and attitude toward those issues. Tarkiainen and Sundqvist (2005)
conducted a modified attitude-intention-behavior model to examine the possible
factors that can affect Finnish consumers’ intention to buy organic food. The findings
showed that attitude towards buying can directly affect the intention to purchase
organic foods. D’Souza and Taghian (2005) treated the change of individual’s attitude
as the most important criteria to measure the success of green advertisement in terms
of building customers’ purchasing preference. Manaktola and Jauhari (2007) stated
that the consumers’ attitude toward green practices of the lodging industries in India
can determine how much they are willing to pay for this cost of those green practices.
Shih et al., (2006) mentioned that the understanding of pro-environmental
responsibility would lead the environmental auditors to be more willing to help the
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factories to increase their sensitivity on the environmental issues. All of the above
findings collaborated to prove that attitude is diffusely treated as a predictor of
pro-environmental behavioral intention.

2.4.2 The related literature between Knowledge and pro-environmental
behavioral intention

According to Aini et al., (2003), environmental knowledge is one of the
important factors that would affect the teachers’ willingness to serve and protect the
environment. Filho (1997) pointed out that environmentally literate would lead the
change of behavior and attitude of an individual and eventually form a more
sustainable life. Madsen and Ulhùi (2001) stated that work force should be trained to
learn more about the environmental knowledge in order to better perform the
environmental management and maintain a sustainable development. In addition,
Hoch and Deighton (1989); Park et al., (1994) concluded that ecological knowledge
has a positive impact on the execution of environmental friendly behavior.

2.4.3 Related literature between Chinese cultural values and attitude
Numbers of researchers in the study of Chinese cultural values unveiled that
Chinese values have formed a clear and consistent system affecting Chinese attitude
toward life and nature from generation to generation (Kindle, 1982; Hsu, 1970).
Morris (1956) mentioned that there was no identifiable difference in the value systems
of sub-samples of university students from four large cities in China. Yang (1979)
argued Morris's study by stating that there was a change in hierarchy of the value
systems of college students. However, his findings also imply that some of the
traditional Chinese values are still among young Chinese nowadays; most young
Chinese believe that the achievement in social status is essentially important (Lin,
1966). Most Chinese think that family and kinship relationship were the most
important thing in their life (Hsu, 1972). Chinese regard human being as a part of
nature, they hold a faith that man should not try to overcome or violate the regulation
of nature but learn how to reach harmony with nature. This is because the Chinese
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believe that nature has the Way (Tao) to lead all things to keep in their original life
track (Chan, 1963). The Way cannot be told: They exist and vanish, begin and end,
and bloom and decline, what are eternal but without definite principle itself. Since it
(the Way) has no definite principle itself, it has no bound in any particular
circumstance. Therefore, it is not wise to hold too tight on to what is gained or lost.
There is no such thing as destiny or misfortune in life, as they are entangled with each
other, as well as the reason for each other (Wei, 1980). All in all, the Chinese attitude
toward life and nature are deeply influenced by the traditional cultural value.

2.5 Previous Studies
Mostafa (2007) carried out a study to investigate the green consciousness of
the Egyptian consumers. The objective of this research is to empirically estimate the
use attitude theory of reasoned action and the theory of planned behavior on analyzing
the consumer’s green purchase behavior. 1500 questionnaires were distributed by
different contractors in the universities, and the questionnaires were completed in the
classroom. Inter-correlation and item-total correlation was used in the statistical
experiment. The results of this research show that the consumers’ attitudes are strongly
related to the intention of green purchase. However, one of the important findings in
this research is that though the consumer has higher intention to purchase green
products, the actual purchase is really rare. This means, in reality, the Egyptian
consumers’ willingness to purchase a green product cannot maintain consistent in the
reality.

Chan (2001) studied the factors that determine Chinese consumers’ green
purchase behavior. The purpose of this study was to grasp a better understanding of
how different psychological factors influence consumers’ green purchasing behavior.
The study was conducted by door-to-door personal interviews in Beijing and
Guangzhou. 600 questionnaires were evenly distributed in those two cities.
Cross-Group Comparison, Confirmatory Factor Analysis and Overall Model Fit were
employed in the statistical analysis and conclusion, focusing on seven factors including
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man-nature orientation; collectivism; ecological knowledge; ecological affect; attitudes
toward green purchase; green purchase intention, and green purchase behavior. This
research found that the consumer’s attitude seems to affect the green purchase behavior
directly via the mediator of green purchase intention.

Follows and Jobber (2005) conducted a survey to form a consumer model of
environmentally responsible purchasing behavior by analyzing the data collected from
334 respondents. Chi-square statistics technique was adopted in this study. The
findings have proven that the purchase of environmentally responsible and
non-responsible product option can be predicted effectively in their model. The
findings also show that the individual’s further action can be determined by the values
of products, the attitude toward purchase and personal implication of the purchase. A
values typology is considered as a basis to explain the formation of attitude.

Tarkiainen and Sundqvist (2005) tested the extension of the theory of planed
behavior under an organic food-buying context. The study was carried out by applying
structural equation modeling. 200 Finish consumers were asked to finish the
questionnaires for the survey purpose. The researcher applied cross-tabulation, logistic
regression and other statistic tools to test the validity of the hypotheses. A modified
model of the TPB was put forward by the result of the survey, implying that in the
organic food-buying context, the subjective norm would affect the purchase intention
indirectly though the attitude. The results also pointed out the modified TPB could be a
better model to predict the organic purchasing behavior than the original one.

O’Donovan and McCarthy (2002) tried to use the evaluation models to explore
the possible variables that can affect the choice of organic food; factors like health
consciousness, environmental concern, and personal income. As the purpose of this
research, finding the Irish customer’s perception of organic meat was given priority,
250 questionnaires were completed for the use of statistics analysis. Correlation
Coefficients and Chi-Square were employed to examine the hypothesis. The findings
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showed that consumer who had higher intention toward the organic food are more
concerning about the food safety problem. And higher societies are more willing to
pay more for the organic meat. The increasing pollution issues and food safety become
important determinants in the purchasing of organic meat.

Chan and Lau (2000) conducted a study aiming to examine whether Chinese
consumers’ ecological affect and ecological knowledge have significant effects on their
commitment to green purchase. In addition, the researcher also examined whether
there is a significant cultural influence on both ecological affect and ecological
knowledge. 300 respondents were chosen to finish the questionnaire for the use of
research. The structural equation modeling (SEM) and path coefficients were adopted
for the analyzing purpose. The result of this research, there are strong positive
relationships between both ecological affect and the intention to green purchase as well
as ecological knowledge and intention to green purchase. However, man-natured
orientation is weakly connected to ecological affect, and there is a unclear connections
between ecological knowledge and man-natured orientation.

Lee (2008) conducted a study to explore the possible factors which can affect
adolescent consumers’ green purchasing behavior in Hong Kong, and to illustrate the
importance of marketing green products to adolescents. 6010 adolescents in Hong
Kong were recruited through multi-staged random sampling to cooperate with the
researcher. This research shows that social influence is the best predictor of adolescent
consumers’ green purchase behavior under Chinese cultural context, which is in
another way to prove that the pressure from the social circle might be extremely strong
in the Chinese collectivistic circumstance.

Kalafatis et al., (1999) examined the acceptability of Ajzen’s theory of planned
behavior in the prediction of purchasing environmental friendly products. Under the
instruction of Ajzen’s theory of planned behavior conceptual framework, the model-fit
estimates were carried out in UK and Greece green market. Although the findings
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indicated considerable supports for the TPB from two samples, other findings pointed
out that the TPB is more appropriate in a well-established green market. For example,
the TPB model is more suitable in UK green market than it was in Greek. It highlights
that different green market should apply or modify the theory of planned behavior
model after the test of its predictability under specific marketing context.

Chan and Yam (1998) conducted a survey to investigate the awareness of
environmental issues caused by direct consumption among Chinese citizens. They also
studied the perception of environmentally harmful products of Chinese consumers, 552
respondents were interviewed in this survey. The researchers concluded that Hong
Kong consumers’ environmental concerns can not be reflected in their actual purchase
behavior. No strong relationship is found between individual’s evaluation of the
environmental impact on several products classes and the buying behavior of these
products.

Ip (2003) carried out a study to explore the influences of cultural value on the
attitude and behavior toward eco-product. The structural equation model was employed
and 483 questionnaires have been collected for the research purpose. The results show
that the Chinese respondents exhibit a significant affective reaction towards negative
ecological effects and those with more intense affective reaction towards ecological
issues would have a higher intention to green purchase. Although the previous findings
have exhibited that the general Chinese eco-consciousness can not be reflected in the
actual purchasing behavior, the finding in this paper shows that predictability of
different eco-product purchasing behaviors could be various since they may have
different marketability.
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Table 2.1 Summary of Previous Studies

Author
Mostafa (2007)

Objective

Main Findings

To empirically estimate the The consumers’ attitudes
use the attitude theory of are strongly related to the
reasoned action and the intention

of

green

theory of planned behavior purchase. However, one of
on

analyzing

the the important findings in

consumer’s green purchase this research is even if the
consumer

behavior.

has

higher

intention to purchase a
green product, the actual
purchase is really rare.
Chan (2001)

To

grasp

a

understanding
different
factors

better The consumer’s attitude

of

psychological purchase
influence

consumers’

behavior

the indirectly via the mediator
green of

purchasing behavior.
Follows and Jobber (2005)

how seems to affect the green

green

purchase

intention.

To form a consumer model The individual’s further
of

environmentally action can be determined

responsible
behavior.

purchase by the values of products,
the

attitude

purchase

toward

and

implication

personal
of

this

purchasing.
Tarkiainen and Sundqvist To test the extension of the In the organic food-buying
(2005)

theory of planed behavior context,

the

subjective

under an organic food norm would affect the
buying context.

purchase
indirectly

intention
though

the
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attitude.

Results

also

showed that the Modified
TPB could be a better
model to predict organic
purchase behavior than the
original one.
O’Donovan and McCarthy To
(2002)

use

models

the
to

evaluation Consumer who had higher

explore

the intention

possible variable that can organic

toward
food

is

the
more

affect the choice of organic concerned about the food
food.

safety problem, and higher
societies are more willing
to pay the premium for the
organic meat.

Lau and Chan (2000)

To

examine

Chinese

whether There are strong positive
customer’s relationship between both

ecological

affect

and ecological

affect

and

ecological knowledge have intention to green purchase
significant effects on their as
commitment

to

as

ecological

green knowledge and intention to

purchase.
Lee (2008)

well

green purchase

To explore the possible The social influence is the
factor which can affect the best predictor of adolescent
adolescent

consumers’ consumers’ green purchase

green purchasing behavior, behavior under Chinese
and

to

illustrate

the cultural context, which is

importance of marketing another way to prove that
the

green

adolescents.

product

to the pressure from the social
circle might be extremely
strong in the collectivistic
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Chinese culture.

Kalafatis,

Pollard,

East, To examine the validity of The

Tsogas (1999)

TPB

is

Ajzen’s theory of planned appropriate
behavior

in

more

in

purchasing well-established

environmental

a
green

friendly market.

products.
Chan and Yam (1998)

To

the No strong relationship is

investigate

of found

awareness

between

environmental

issues self-evaluation

caused

direct environmental impact on

by

of

the

among several products classes

consumption

and the buying behavior of

Chinese citizens.

these products.
Ip (2003)

To explore the influence of Although

previous

have

exhibited

cultural

value

on

attitude

and

behavior that the general Chinese

toward eco-product.

the findings

the

eco-consciousness can not
be reflected in the actual
purchasing behavior, the
finding in this paper shows
that

predictability

different

of

eco-products

purchasing

behaviors

could be various since they
may

have

different

marketability.
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CHAPTER 3
RESEACH FRAMEWORK

This chapter describes the modified conceptual framework used to examine
the factors affecting the intention to green purchase and the factors affecting the
attitude toward green purchase of undergraduate students, in Kunming city. This
chapter consists of four sections. The first section starts with the theoretical
framework, and the second section is about the introduction of the conceptual
framework. Then, the section three illustrates the specific hypotheses for examining
the relationship between each variable. Finally, the fourth section presents the
operationalization of the independent and dependent variables in detail.

3.1 Theoretical Framework
There are numerous studies illustrating the relationship between different
factors as given in the following paragraphs. The green purchase intention is affected
by the sketched factors. As part of the determinants of intention to green purchase, the
attitude toward green purchase could be affected by perceived environmental
knowledge and new environmental paradigm (Mostafa 2007). The Theory of Planned
Behavior was adopted by Kalafatis et al., (1999) to test its predictability in the
indication of purchasing environmentally friendly products, and the results show that
subjective norms have a significant impact on the UK’s consumers’ intention to
purchase environmentally friendly products. Furthermore, Lau and Chan (2000) found
out that ecological affect and ecological knowledge are positive related to the
intention to green purchase. All the factors mentioned above are shown in Figures
3.1-3.4.

41

Figure3.1: The Research Model of A Hierarchical Analysis of the Green
Consciousness of Egyptian Consumer

Perceived
Environmental
knowledge

Natural
environmental
orientation

Green purchase
attitude

Green
purchase
intention

Green
purchase
acceptance

New
environmental
paradigm

Source: Mostafa (2007). A Hierarchical Analysis of the Green Consciousness of the
Egyptian Consumer: Psychology & Marketing, Vol. 24(5), pp.445-473
Figure 3.1 represents a study of Egyptian consumers and the factors
influencing their actual green purchasing behavior. This modified conceptual
framework is considered to be a typical attitude-intention-behavior model. As the
independent variable in the framework, natural environmental orientation can directly
influence the perceived environmental knowledge and new environmental paradigm.
Furthermore, the green purchase attitude can be affected by both new environmental
paradigm and perceived environmental knowledge. Additionally, positive attitude
towards green purchase would lead to more behavioral intention of an individual to
purchase green products. The results of this research also show that even if the
Egyptian consumers have higher intention to purchase green products, the actual
purchases are really rare.

Based on the objectives of this study, the researcher adopted those factors
which can affect the attitude toward green purchase in the formation of the modified
conceptual framework due to the above findings.
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Figure3.2: The Research Model of Green Marketing and Ajzen’s Theory of Planned
Behavior: a Cross-Market Examination.
Outcome beliefs

Attitude to behavior

Referent beliefs

Subjective Norms

Control Beliefs

Perceived Control

Intention to
Purchase EFP

Behavioral

Source: Kalafatis, S., Pollard, M., East, R. and Tsogas, M.H. (1999), “Green
marketing and Ajzen’s theory of planned behaviour: a cross-market
examination”, Journal of Consumer Marketing,Vol. 16 No. 5, pp. 441-60.

Figure 3.2 indicates the use of the theory of planned behavior (TPB) in
predicting the UK and Greece consumers’ environmentally friendly products
purchasing behavior, under the introduction of Ajzen’s theory of planned behavior
(TPB) conceptual framework. Attitude toward environmentally friendly products
purchasing behavior, subjective norms and perceived control are treated as the
predictors of the intention to purchase environmentally friendly products. The
findings point out that the TPB is more suitable in well-established green markets, for
example, the TPB model will be more predictable in UK green market than it is in
Greek. It highlighted that different green market should apply or modify the theory of
planned behavior model after the test of its predictability under specific marketing
context. The modified TPB model was further adopted by Anssi and Sanna (2005) to
examine the predictor of organic food purchasing behavior.

Regarding Chinese cultural uniqueness, people are easily affected by social
expectations (Lee 1990). Moreover, social influence was proven to be the best
predictor of Hong Kong adolescents’ green purchasing behavior (Lee 2008). The
researcher would involve subjective norm as a determinant of undergraduate students’
intention to green purchase in Kunming city.
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Figure3.3 The Research Model of Antecedents of Green Purchases in China

Ecological
knowledge

Man-nature
Orientation

Ecological
affect

Green purchase
intention

Green purchase
Involvement

Source: Chan and Lau (2000), “Antecedents of Green purchases: a survey in china”
Journal of consumer marketing, vol. 17, NO. 4, pp. 338-357

Figure 3.3 shows a study of Chinese green consumer and the factors affecting
their green purchasing behavior. The man nature orientation is the only independent
variable, and the other three intermediate variables consisting of green purchase
intention, ecological affect and ecological knowledge. The finding of the study shows
that the green purchase intention can be influenced by ecological affect and ecological
knowledge. Furthermore, Chan and Lau (2000) also concluded that man-natured
orientation is weakly connected to ecological affect, and there is an unclear
connections between ecological knowledge and man-natured orientation.

In order to examine the factors affecting the undergraduate students’ green
purchase intention in Kunming, china, the researcher has included ecological affect
and ecological knowledge as the determinants of green purchase intention to form the
modified conceptual framework.

44

3.2 Conceptual Framework
The preceding theoretical frameworks served as a foundation to help the
researcher alter and build a new model to study the green purchase intention shown in
Figure 3.4.

Figure3.4 The Conceptual Framework of Factors Affecting the Undergraduate
Student’s Intention and Attitude Toward Green Purchase in Kunming,China

Perceived
Environmental
Knowledge
H7
Natural
Environmental
Orientation
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Affect
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Green
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H2
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New
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H3

Green Purchase
H4 Intention

Ecological
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This modified conceptual framework is shaped mainly based on the following
researchers: Mostafa (2007), Lau and Chan (2000), and Kalafatis et al., (1999). This
conceptual frame model shows the behavioral intention: green purchase intention is
influenced by four variables, which are subjective norms, ecological affect, ecological
knowledge, and green purchase attitude. Furthermore, the attitude toward green
purchase can be affected by perceived environmental knowledge and new
environmental paradigm. Additionally, natural environmental orientation can have an
impact on both new environmental paradigm and perceived environmental
knowledge. The illustrations for each variable are presented in the following
paragraphs:
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First of all, attitude is defined as the degree of favorableness and
unfavorableness of an individuals feeling towards a psychological object (Ajzen and
Fishbein, 1980). It is considered as a significant indicator of behavioral intention,
attitude is also considered to be an explainable constant factor in individual behavior
(Kotchen and Reiling, 2000).The attitude toward green purchase as adapted from the
research model of A Hierarchical Analysis of the Green Consciousness of the
Egyptian Consumer (Mostafa, 2007), which is considered has a significant influence
on the intention to green purchase, is supported by many researchers (Mohai, 1990;
Walsh and McGuire, 1992; Kassarjian, 1971). The above findings collaborated to
prove that a positive attitude toward environmental issue would result in more
ecological commitment to buy and use green products. The attitude toward green
purchase can be influenced by the following factors:

- Perceived environmental knowledge: It is referred to individual’s self
assessment of individual’s knowledge about environmental issues, it can have an
impact on the attitude toward pro-environmental action. This point of view is
supported by Hines et al., (1987), Simmons and Widmar (1990), Amyx (1994) and
further supported by Mostafa (2007).
- New environmental paradigm: Milfont and Duckitt (2004) defined the
environmental concern as a single dimensional construction ranging from ignoring the
environmental issues to

concerning

about the environmental issues,

and

environmental concern can be measured by the new environmental paradigm
according to their study. The assumption that the general attitude toward
pro-environmental behavior can be affected by the environmental concern is
supported by Fritzsche and Dueher (1992), Kinnear and Taylor (1973), Prothero and
McDonagh (1992). Moreover, Seguin et al., (1998) pointed out that the environmental
concern can obviously influence the degree of individual’s readiness to change his
behavior. Therefore, the concept that the general attitude toward environmental acts
could be affected by the environmental concern is accepted by most researchers.
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- Natural environmental orientation: According to Kluckhohn and
Strodtbeck (1961), natural environmental orientation means human beings should live
harmony with nature (Kluckhohn and Strodtbeck 1961). Natural environmental
orientation was also proven to have impacts on perceived environmental knowledge
and new environmental paradigm by Hamid and Cheng (1995), Homer and Kahle
(1988),

and further supported by Mostafa (2007).

Secondly, ecological affect, which is referred to the level of emotional
reaction of individual toward environmental issues (Maloney and Ward 1973), is
considered to have impacts on the intention to pro-environmental act which is
supported by Dispoto (1997), Maloney and Ward (1973) and Li (1997). Furthermore,
Hines (1987) revealed that an average correlation around 0.37 was found between
ecological affect and individual behavior, Chan and Yam (1995) also pointed that
ecological affect could be a distinct variable that have an impact on behavioral
responses. Engel et al., (1990) stated that individual’s emotional response is the main
indictor of his/her intention to execute the behavior.

In the mean time, the ecological knowledge is proven to have a significant
impact on the environmentally friendly acts by the following researcher: Kikeary
(1975); Park et al., (1994) and Dispoto (1997). The relationship between ecological
knowledge and the environmental friendly acts was further supported by Chan (2000),
who found that people with more ecological knowledge (measured by testing) would
have higher intention to green purchase.

Thirdly, the subjective norm is referred to the individual discern the burdens
from the society he/she is living and his/her opinion about whether to perform the
behavior under those burdens according to Ajzen (1991). The researcher involved
subjective norm as an indicator of green purchase intention under the instruction of
Theory of Reasoned Action (Ajzen 1975) and the supports from the following
researchers: Kalafatis et al,.(1999) and Lee (1990). Furthermore, Lee (2008)
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mentioned that social influence was the best predictor of Hong Kong adolescents’
green purchasing behavior.

Above all, this modified conceptual framework is built up to examine the
factors affecting the green purchase intention and the attitude of undergraduate
students toward green purchase in Kunming city, this means the respondent should
not have the experience of green purchase. The researcher designed a screening
question to find the targeted population. the sampling process will be carried out in
YunNan University (China);YunNan Normal University (China); KunMing
University of Science and Technology (China). At the same time, the study identifies
the consumers’ demographic factors such as gender, age and educational level.

3.3 Research Hypotheses

Hypothesis is conjectural statement of the relationship between two variables
where are ready for testing for the purpose of a clear understanding. The hypotheses
used in this study are given as follows:

H 1 o : There is no relationship between the undergraduate students’ ecological
knowledge and their intention to purchase green products
H 1 a : There is a relationship between the undergraduate students’ ecological
knowledge and their intention to purchase green products

H 2 o : There is no relationship between the undergraduate students’ ecological affect
and their intention to purchase green products
H 2 a : There is a relationship between the undergraduate students’ ecological affect
and their intention to purchase green products
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H 3 o : Subjective norm is not associated to the intention to purchase green products
H 3 a : Subjective norm is associated to the intention to purchase green products

H 4 o : There is no relationship between the undergraduate students’ attitudes toward
green purchase and their intention to purchase green products
H 4 a : There is a relationship between the undergraduate students’ attitudes toward
green purchase and their intention to purchase green products

H5

o

: There is no relationship between the undergraduate students’ new

environmental paradigm and their attitudes toward green purchase
H 5 a : There is a relationship between the undergraduate students’ new environmental
paradigm and their attitudes toward green purchase

H6

o

: There is no relationship between the undergraduate students’ perceived

environmental knowledge and their attitudes toward green purchase
H6

a

: There is a relationship between the undergraduate students’ perceived

environmental knowledge and their attitudes toward green purchase

H7

o

: There is no relationship between the undergraduate students’ natural

environmental orientation and their perceived environmental knowledge
H7

a

: There is a relationship between the undergraduate students’ natural

environmental orientation and their perceived environmental knowledge

H8

o

: There is no relationship between the undergraduate students’ natural

environmental orientation and their new environmental paradigm
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H8

a

: There is a relationship between the undergraduate students’ natural

environmental orientation and their new environmental paradigm

3.4 Operationalization of Variable
The construction of actual definition and concrete measurement techniques
would result in the favorable measurements. Therefore the researcher has developed
the choice of specific research procedures or the operations that would result in
representing the concepts of interest as well as for the measurement of the variables in
the theoretical framework.
Table 3.1 Operational Definition of Dependent and Independent Variables
Variable

Concept of Variable

Operationalizing Components

Measurement
Scale

Intention to

The possibility of individual’s

It includes:

green purchase

green purchasing tendency in a

-Customer’s agreement on

near future.

buying pollution-less product
over the next month
-Customer’s agreement on
switch brand for the ecological

Interval scale

reasons
-Customer’s agreement on
switch to a product of green
version
Demographic

-Gender: the state of being

-It refers to the respondent’s

profiles

either male or female

status of male or female

-Age: the length of time

-It refers to the respondent’s

someone has been alive

actual age

-Educational level: the grade

-It refers to the respondent’s

year of the respondent in the

level of education

Nominal scale

Ordinal scale

Ordinal scale
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academic institution.

Ecological

Ecological knowledge is that

It includes:

knowledge

knowledge that can be put into

-Knowledge about soil

actual use like explaining and

pollution

preventing the cause of

-The plant used to predict

ecological problem

air-pollution
-the origin of smog

Interval

-Understanding of ecology
-Reason for bird or fish get
poisoned
-Knowledge about
decomposition in the ocean.
-What cause the lead in the air.
-Duration of DDT to
deteriorate into harmless
chemicals
-The biggest ecological system
on earth
-The function of plant
Ecological

The level of emotional reaction It includes:

Affect

of individual toward

-Feeling about knowing most

environmental issue

food are contaminated with
pesticides
-Attitude about the government
doesn’t do more to help control
the pollution of the
environment

Interval

-Feeling after knowing that the
plant and animal life are
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harmed by pollution
-Attitude toward industries
cause pollutions
-Attitude toward the whole
pollution issues
Subjective

The individual discern the

It includes:

norms

burdens from the society

-Whether people important to

he/she is living and his/her

the individual think that

opinion about whether to

purchasing green product is a

perform the behavior under

wise idea

those burdens

-Whether people important to
the individual would suggest
he/she to purchase green
Interval

product
-Whether family members who
are important to the individual
think that purchasing green
product is a good idea
- Whether family members
who are important to the
individual think that
purchasing green product is a
wise idea.
- Whether family members
who are

important to the

individual would suggest
him/her to purchase green
product
Green Purchase
Attitude

The degree of favorableness

It includes:

and unfavorableness of an

-Level of likeness toward the
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individuals feeling towards

idea of purchasing green

green purchase

-Attitude toward the idea of

Interval

purchasing green
-Attitude about purchasing a
product of green version

Natural
Environmental
Orientation

A concept of human favorable

It includes:

activities toward nature

-Humans are only a part of
nature
-Humans should master instead
of adapting to the

Interval

environment®
-Humans should live
peacefully on earth in harmony
with the cosmos and the
environment
Perceived
Environment
Knowledge

An individual’s self evaluation

It includes:

of his environmentally related

-Consumer knows about the

knowledge.

products and packages what
are environmentally safe
-Consumer thinks he/she
knows more recycling than
other in average

Interval

-Consumer think he/she knows
how to select products and
packages that help reduce the
amount of waste ending up in
landfills.
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-Consumer understands the
environmental phrases and
symbols on the product
package.
-Consumer thinks he/she is
very knowledgeable about
environmental issues.

New
Environmental
Paradigm

A single dimensional

It contains:

construction ranging from

- We are approaching the limit

ignoring the environmental

of the number of people the

issue to concerning about the

earth can support

environmental issue.

- The earth is like a spaceship
with only limited room and
resources
- The earth has plenty of
natural resources if we just
learn to develop them®

Interval

- If things continue on their
present course, we will soon
experience a major ecological
catastrophe
- Humans have the right to
modify the natural
environment to suit their
needs®
- Plants and animals have as
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much right as humans to exist
- Humans were meant to rule
over the rest of the nature®
- When humans interfere with
nature, it often produces
disastrous consequences
- The balance of nature is very
delicate and easily upset®
- Human ingenuity will ensure
that we do not make the earth
unlivable®
- Despite our special abilities,
humans are still subject to the
laws of nature
- Human will eventually learn
enough about how nature
works to be able to control it®
-The so-called ecological crisis
facing humankind has been
greatly exaggerated. ®
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CHAPTER 4
RESEARCH METHODOLOGY
This chapter is designed to describe the methodologies adopted in this research.
To actualize the research objectives, appropriate tools must be used to analyze the
collected data. This chapter includes seven sections: the first section focuses on the
selection of the respondents and presenting the way of collecting data; the second
section illustrates the character of the research population and the sample size adopted
in this research; the third section introduces the survey tools adopted in the research;
the fourth section explains of the result of the pretest; the fifth section presents the
data collection process; section six prepares the theory of the statistical analysis for
each variable. The last section provides the summary of statistical tools used in testing
the hypotheses.

4.1 Research Method
The research methods used in this study is descriptive research, which is designed
to describe the characteristics of a population. The objectives of descriptive research
are to prepare the answers for who, what, when, where and how questions (Zikmund,
2003). Therefore, descriptive research is for providing a systematic description that is
as factual and accurate as possible. It provides the number of times something occurs,
or frequency, and leads to statistical calculations such as determining the average
number of occurrences or central tendencies. The research technique used in this
study is the survey method, which is defined as a method of primary data collection in
which information is gathered by communicating with a representative sample of
people ( Zikmund 2003). The survey is conducted by using self-administered
questionnaire to collect the data. This type of technique provides quick, inexpensive,
efficient and accurate means of gathering information from a population.
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4.2 Target Respondents (Population) and sampling procedures
4.2.1 Population
According to the conceptual framework, this research focuses on the study of
the undergraduate students’ intention to buy green products. The population in this
study is the undergraduate students who have never purchased green products in the
universities in Kunming city, thus they should not be the user of green products but
the people who intended to use green products. The number of undergraduate students
in each university is in Table 4.1, Though the total number of student are not
representing the target population of this study, the target population is identified by
using screening question from the undergraduate students in Kunming city. It does not
verify the actual number of undergraduate students who have no experience of green
purchase from the universities in Kunming, thus the population should be treated as
unknown population. Furthermore, the Chinese government extends the number of
each university’s students every year, and some of them cannot finish the study due to
personal reason. The actual population number is really rough from clear.
Table 4.1 The estimated number of students in each university in 2009
Name of University

Number of the undergraduate
Student

YunNan University (China)

12,869

YunNan Normal University (China)

18,000

KunMing

University

of

Science

and

20,000

Technology(China)
KunMing Medicine university

8,767

Yunnan Nationalities University

12,000

Yunnan Agricultural unversity

12,041

Yunnan University of Finance and Economics

10,000

Yunnan Arts University

4,320

Kunming University

10,347

Kunming southern forest university

10,530
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118,874

Total
Source: http://www.cnu123.cn, 01/04/2009)
Population Summary:

Target population: The undergraduate students who have never purchased green
products in Kunming city.
Element
Extent
Time

: The student who are learning in the universities up to now.
: The universities which ranked are in the top three in terms of the
number of undergraduate student.
: May-June 2009

Table 4.2 states the designated school to distribute the questionnaire. These
three universities are chosen based on their ranks of the number of students.

Table 4.2 Universities Selected to Distribute the Questionnaire
Ranked
Name of University

universities

in

Kunming’s
in

terms

of

Number of Students
KunMing University of Science and

1

Technology(China)
YunNan Normal University (China)

2

YunNan University (China)

3

4.2.2 Sample size
With an unknown population, the sample size of this study is determined by
referring the previous study.

Chan (2000) distributed 300 questionnaires in order to conduct the study:
“Antecedents of Green purchases: A Survey in China”, Rowland et al., (2002) studied
on

the consumer perceptions of the environmental impacts of different energy

influencing the behavior intentions toward green products, 480 respondents were
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chosen to answer the questionnaires. Ip (2003) carried out a study to explore the
influence of cultural value on the attitude and behavior toward eco-product. The
structural equation model was employed and 483 questionnaires had been collected for
the research purpose. O’ Donovan and McCarthy (2002) tried to use the evaluation
models to explore the possible variable that can affect the choice of organic food, 250
questionnaires were completed for the use of statistical analysis. In addition, Follows
and Jobber (2005) collected 334 questionnaires from the research respondents, to
examine the determinants of environmentally responsible purchase behavior in baby
diaper product.

Following the above sample sizes adopted by previous studies, this research
aims at 500 respondents to guarantee an accurate result can be reached.

4.2.3 Sampling procedure
Zikmund (2003) mentioned that sampling is the process of using a small
number of items or parts of the whole population to make conclusive representation
for the whole population. In this research, non-probability technique was used for the
selection of target respondents. The probability of any particular member of the
population being chosen is unknown (Zikmund, 2003).

For this study, the researcher planned to gather the data from the
undergraduate students studying in universities who are non-green product users in
Kunming city. There are three steps of sampling procedures as follows:

1. Judgment Sampling Technique
An experienced individual selects the sample based on judgment about some
appropriate characteristics required for the sample member. In this step, the researcher
narrowed the research on only three universities. The samples for the study collected
from YunNan University (China), YunNan Normal University (China) and KunMing
University of Science and Technology (China). The questionnaires are supposed were
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finished on the campus at the presence of researcher in case of some terms are not
familiar to the respondents.

2. Quota Sampling Technique
The quota sampling method of non-probability is used in representing the
subgroup of the population (Zikmund 2003). The number of undergraduate students
who are studying in KunMing city is known, however, those who have never
purchased green products are unknown. The study focuses on the undergraduate
students’ intention and their attitude toward green purchase in each university, and the
research collected data from approximately 500/3=167 in each university, the
proportion is shown in Table 4.3:

Table 4.3 Number of Questionnaire Distributed in Each Designated University
University

Amount (person)

YunNan University (China)

167

YunNan Normal University (China)

167

KunMing University of Science and
Technology(China)
Total

167
501

.
3. Convenience Sampling Technique
The sampling procedures of obtaining the people or units that are most
conveniently available, which means all people in such place are available to answer
the questions. The researcher chooses the suitable place on campus where students
seemed to be free to fill out the questionnaire.
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4.3 Research Instrument
The research questionnaire consists of seven parts, with altogether 51
questions. The questionnaire was also translated into Chinese for convenience of the
respondents, Linguistic equivalence between Chinese and English version was
ensured by adopting the back translation technique (Bhalla & Lin, 1987). The details
are as follows:

Part 1: Screening question:
1.1 The first ‘Yes–No’ question is to screen if the respondents has ever
purchased green products..

Part 2: Demographic profiles:
2.1 Gender: there are two choices offered, male or female.
2.2 Age

: the actual age of the respondent

2.3 Educational levels: there are four choices provided, freshman, sophomore,
junior and senior

Part 3: Factors that Affect the Green Purchase Intention
The part consists of two variables, which are Subjective Norms and
Ecological Affect. Both two variables use five point Likert scales to measure the
degree of favorable emotion of consumers toward the environment, and the influence
of reference group on the individual’s intention to green purchase separately.

The scale in this part is ranked in 5 respective order:
1 refers to “Strongly disagree”
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2 refers to “Disagree”
3 refers to “Neutral”
4 refers to “Agree”
5 refers to “Strongly agree”

Part 4: Ecological Knowledge Test: This part consists of 10 questions to test
individual’s level of ecological knowledge. The multiple choice format with 0.5
point for a right answer and 0 point for a wrong answer.

Part 5: Green Purchase Attitude: There are three questions in this part, all
of those three also based on Likert five-point scales. For different items, the number
is endowed with different meaning:
Item one: 1= dislike, 2=slightly dislike, 3=neutral, 4=slightly like, 5=like
Item two: 1=bad, 2=slightly bad, 3=neutral, 4=slightly good, 5=good
Item three: 1=Unfavorable, 2=slightly unfavorable, 3=neutral, 4=slightly favorable,
5=favorable

Part 6: Factors that Affect Green Purchase Attitudes: There are three
variables in this part, including perceived environmental knowledge, new
environmental paradigm and natural environmental orientation scale, all of those
variables use five-point Likert scale to measure the level of environmental knowledge
individual perceived, individual’s attitude on the relationship between mankind and
nature, the degree of people’s concern about environment from the weakest to the
strongest.
The scale in this part is ranked in 5 respective orders:
1 refers to “Strongly disagree”
2 refers to “Disagree”
3 refers to “Neutral”
4 refers to “Agree”
5 refers to “Strongly agree”
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Part 7: Intention to Green Purchase: There are three questions asked based
on five point Likert scales method to examine the degree of willingness to green
purchase in the near future.
The scales in this part are ranked in 5 respective orders:
1 refers to “Strongly disagree”
2 refers to “Disagree”
3 refers to “Neutral”
4 refers to “Agree”
5 refers to “Strongly agree”

After answering all the questions, the respondents are encouraged to give their
suggestions on green purchase.
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4.4 Pre-tests

Before carrying out the designed study, a pilot study employing 50
questionnaires was launched for testing by using convenience sampling at Yunnan
University (China) in March 2008. The purpose is to determine the reliability for the
final survey. Vanichbancha (2003) mentioned that the number of trial survey should
include least 25 respondents. But in order to guarantee the reliability of the research,
the researcher prepares 50 questionnaires to collect the trial data. Cronbach’s
coefficients alpha, which is considered suitable for multi-point scaled items in testing
its consistent reliability, was used. If an α -test is less than 0.6, it means that the
questionnaires are considered poor and unreliable. On the contrary, if an α -test is
greater than 0.6, it means the questionnaires considered as acceptable (Sekaran
(1992). Based on the statistical package for social science (SPSS program) which was
used to pretest the questionnaires, the results are shown in Table 4.3.

Table 4.4: The Reliability of the Questionnaire in Each Dimension

variables
Intention to green purchase
Attitude toward green purchase
Subjective norms

Cronbach's Alpha
.671
.662
.726

Natural environmental orientation
Ecological affect

.647
.619

New environmental paradigm

.667

Perceived
knowledge

.670

environmental

As shown above, all variables are greater than the acceptable level of α -test.
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4.5 Collection of Data

Data was collected from questionnaires distributed in universities, knowing
the respondent is still studying in the school is very important. The respondents were
allowed to ask any question to make every point clear. The researcher chooses a
comfortable place to distribute questionnaires under the consideration of convenience
for the respondents to answer the questions. During the research process, 500
questionnaires were collected to examine the hypothesis set in this research.

Primary data was collected directly from the target respondents from three
universities: YunNan University (China), YunNan Normal University (China) and
KunMing University of Science and Technology (China).

Secondary data was collected from the existing information through website
by visiting online database system, previous empirical studies and Latest newspapers.

4.6 Statistical treatment of data

Both descriptive and inferential analyses are employed in the statistical
treatment of data. For the descriptive statistics section, percentage, arithmetic mean,
and standard deviation are used to explain the demographic information of
respondents and calculate the proportion of the respondents. For the inferential
statistics, the researcher adopted the SPSS program to examine the hypotheses set up
for this study. The explanations for the above statistical techniques are presented in
the following context:

The Descriptive Statistics
In the section of descriptive statistics, the researcher used percentage,
arithmetic mean, and standard deviation to explain the demographic information of
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respondents and in calculating the proportion among respondents, By doing this, the
collected raw data can be summarized into a understandable form which is easy to
interpret (Zikmund, 2003).

Ingram and Monks (1992) provided the tools and

formulas used in this research:
Percentage: Percentage (%) =
Mean: X =

∑X
n

Standard deviation: SD =

X ×100
n

∑( X − X ) 2
n −1

Where X = Individual data values or frequency

X = Mean
n = Sample size
SD = Standard deviation

Pearson Coefficient Correlation
The Pearson correlation coefficient is applied to measure the strength and
direction of the linear relationship between the two variables, and the resulting
number can be used to describe the linear connection between each two variables
(Zikmund, 2003). Following is the interpretation of each Correlations Coefficients
level:
Table 4.5 r-Value and Measure the Strength of relationship
Correlations Coefficients

Correlation Level

Correlation (r)

Interpretation

1

Prefect positive linear relationship

0

No linear relationship

-1

Perfect negative linear relationship

.90 to.99

Very high positive correlation

.70 to.89

High positive correlation

.4 to .69

Medium positive correlation

0 to 0.39

Low positive correlation
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0 to -0.39

Low negative correlation

-.4 to -.69

Medium negative correlation

-.70 to -.89

High negative correlation

-.90 to -.99

Very high negative correlation

Source: Hussey (1997). Business research: A practical guide for undergraduate and
postgraduate students, p.227

The following formation is used to calculate the Coefficient of Correlation is
defined by Zikmund (2003):

r=

Where: r

S xy
SxSy

=

∑ ( x − x)( y − y)
∑ ( x − x) ∑ ( y − y )
i

i

2

i

2

i

= Sample Coefficient of Correlation

X i and Y i = Values for any sample unit i

X and Y = Means

4.7 Summary of Statistical Tools Used in Testing Hypotheses.

In Pearson Correlation Coefficient test, SPSS would provide the p-value for the
two-tailed hypothesis test. The significant level in this test is 0.01. If the p-value is
less than 0.01, the null hypothesis would be rejected. Otherwise the null hypothesis
would be failed to reject, which means there is no relationship between those two
variables.
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Table 4.6 Summary of Statistical Tools Used in Testing Hypotheses.
Statistical technique

Null
Null Hypothesis description

used

Hypothesis
H1 o

There is no relationship between the undergraduate Pearson
students’ ecological knowledge and their intention to Correlation
purchase green products in Kunming, China

H2 o

There is no relationship between the undergraduate Pearson
students ecological affect and their intention to purchase Correlation
green products in Kunming, China

H3 o

Subjective norm is not associated to the intention to Pearson
purchase green product in Kunming, China

H4 o

Correlation

There is no relationship between the undergraduate Pearson
student’s attitudes toward green purchase and their Correlation
intention to purchase green product in Kunming, China

H5 o

There is no relationship between the undergraduate

Pearson

students’ new environmental paradigm and their attitudes Correlation
toward green purchase in Kunming, China
H6 o

There is no relationship between the undergraduate Pearson
students’ perceived environmental knowledgeable and Correlation
their attitudes toward green purchase in Kunming, China

H7 o

There is no relationship between the undergraduate Pearson
students’ natural environmental orientation and their Correlation
perceived environmental knowledge in Kunming, China

H8 o

There is no relationship between the undergraduate Pearson
students’ natural environmental orientation and their new Correlation
environmental paradigm in Kunming, China
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CHAPTER 5
PRESENTATION OF DATA AND CRITICAL
DISCUSSION OF RESULTS
This chapter presents the results obtained from the survey that was conducted
in three selecting universities in Kunming based on the modified conceptual
framework and the theories discussed earlier in Chapter 3 and 4. The primary data
analysis can be divided into two sections. The first section includes descriptive
statistics identifying the data in forms of frequency, percentage, and mean. The
second section presents the hypothesis testing results.
5.1 Descriptive Statistics
Table 5.1 summarizes the descriptive analysis of respondents’ demographic
factors in terms of frequency and percentage.

Table 5.1: The Analysis of Respondents’ Demographic Factors by Using Frequency and
Percentage

Variables

Frequency (f)

Percent (%)

Gender
- Male
- Female
Total

298
203
501

59.5
40.5
100.0

Age
- 17
- 18
- 19
- 20
- 21
- 22
- 23
- 24
- 25

2
5
35
157
113
72
69
31
17

.4
1
7
31.3
22.6
14.4
13.8
6.2
3.4
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Total

501

100.0

- Freshman
- Sophomore
- Junior
- Senior
Total

255
64
119
63
501

50.9
12.8
23.8
12.6
100

Location
- YunNan University
- Kunming University of Science
and Technology
- YunNan Normal University

167
167
167
501

33.3
33.3
33.3
100

Educational level

From the results in Table 5.1, the highest percentage of the respondents’
gender which is 59.5% (298), is male, followed by 40.5% (203) female.

The highest percentage of the respondents’ age is 20 which account for
31.3%(157), followed by 21 years old at 22.6% (113), the 22 years old

at 14.4%

(72), 23 years old at 13.8% (69), the 19 years old at 7%(35), 24 years old at 6.2%(31),
25 years old at 3.4% (17), 17 and 18 years old at 0.4%(2), and 1%(5), respectively.

The percentages of educational level are as follows: Freshman account for
50.9% (255), followed by Junior at 23.8 (119), sophomore and senior count for
12.8 % (64) and 12.6 % (63), respectively.

This survey has been conducted using equal number (167) of respondents
studying in each of the three universities in Kunming, i.e. YunNan University,
Kunming University of Science and Technology, and YunNan Normal University by
using quota sampling method.
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Table 5.2: The Analysis of the factors affecting the undergraduate students’ intention
to buy green products by using Mean and Standard Deviation.

N

Mean

Std. Deviation

Subjective norms
People important to the individual 501

3.9202

.91521

3.5190

.94981

3.5170

1.11275

3.7565

1.02790

3.7325

.96557

501

3.6890

.80854

Feeling about knowing most food are 501

4.0639

1.28371

4.1737

.90763

4.5429

.80290

4.6008

.71576

4.4511

.91875

501

4.3665

.60053

level of likeness toward the idea of 501

4.5010

.69174

think that purchasing green product is
a wise idea.
People important to the individual 501
would suggest

purchasing green

product.
Family members who are important 501
to the individual think that purchasing
green product is a good idea.
Family members who are important 501
to the individual think that purchasing
green products is a wise idea.
Family members who are important 501
to the individual would suggest to
purchase green products
Total
Ecological Affect

contaminated with pesticides
Attitude
doesn’t

about

the

government 501

help to control the pollution

of the environment
Feeling after knowing the plant and 501
animal life are harmed by pollution
Attitude about the industries which 501
cause pollution
Attitude toward the whole pollution 501
issue
Total
Attitude toward green purchase

purchasing green
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Attitude

toward

the

idea

of 501

4.5050

.55720

Attitude about purchasing a product 501

4.6128

.69983

purchasing green

of green version
Total

501

4.5396

.49848

Ecological Knowledge test

501

2.3303

.56050

Table 5.2 shows that the highest mean of factors affecting the undergraduate
students intention to green purchase is
followed by the environmental affect

4.5396

4.3665,

in the attitude toward green purchase,
the subjective norm

3.6890,

whereas the

lowest is 2.3303 in Ecological Knowledge test.

Table 5.3: The Analysis of the Factors Affecting the Attitude toward Green Purchase
by Using Mean and Standard Deviation.

N

Mean

Std. Deviation

2.9621

.93625

501

3.2255

.76094

select the products and package that reduce 501

3.6607

.88805

3.3253

1.10993

501

3.5289

.82320

501

3.3405

Perceived Environmental Knowledge
Consumer knows about the products and
package he/she buys are environmentally 501
safe
Consumer

thinks

he/she

knows

more

recycling than other in average
Consumer thinks he/she knows how to

the amount of waste ending up in landfills
Consumer understands the environmental
phrases and symbols on the product 501
package
Consumer thinks he/she is very
knowledgeable about environmental issues
Total

.64391

Natural Environmental Orientation scale
Human are only part of nature

501

4.4970

.75531
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Human should master instead of adapting to

501

4.2176

.79660

the 501

4.7385

.61765

501

4.4844

.54409

the environment®
Humans should live peacefully on earth in
harmony

with

the

cosmos

and

environment
Total

New Environmental Paradigm
We are approaching the limit of the number

501

3.8583

1.03435

501

3.8683

1.39807

501

2.7645

1.17661

we will soon experience a major ecological 501

4.2435

1.15784

501

3.6926

1.23180

501

4.4950

.89133

501

4.3373

.92519

501

3.9222

1.12780

501

3.5589

1.15370

501

3.8922

1.17659

501

3.2994

1.14812

501

3.1577

1.26059

501

4.1257

1.05364

3.7858

.50440

of people the earth can support
The earth is like a spaceship with only
limited room and resources
The earth has plenty of natural resources if
we just learn to develop them®
If things continue on their present course,

catastrophe
Humans have the right to modify the natural
environment to suit their needs®
Plants and animals have as much right as
humans to exist
Humans are meant to rule over the rest of
the nature®
When humans interfere with nature it often
produces disastrous consequences
The balance of nature is very delicate and
easily upset®
Human ingenuity will ensure that we do not
make the earth unlivable®
Despite our special abilities, humans are still
subject to the laws of nature
Human will eventually learn enough about
how nature works to be able to control it®
The

so-called

ecological

crisis

facing

humankind has been greatly exaggerated. ®
Total

501

73

Table 5.3 shows that the highest mean of factors affecting the attitude toward
green is 4.4844 in the Natural Environmental Orientation, followed by the New
Environmental Paradigm 4.1257, while the lowest is 3.3405 in Perceived
Environmental Knowledge.

Table 5.4: The Analysis of the Undergraduate Students’ Intention to Purchase Green
Product by Using Mean and Standard Deviation

N

Mean

Std. Deviation

501

3.7944

.90313

501

3.4770

.82582

501

4.1737

.84367

3.8150

.67094

Customer’s agreement on
buying pollution-less
product over the next month
customer’s agreement on
switching

brand

for

the

ecological reasons
Customer’s agreement on
switching to a product of
green version
Total

501

Table 5.4 shows that the average mean of behavior intention is equal to 3.8150.
The highest mean of green purchase intention is 4.1737 in customer’s agreement on
switch to a product of green version, whereas the lowest is 3.4770 in customer’s
agreement on switching brand for ecological reasons.

5.2 Reliability analysis

The researcher used a questionnaire which was distributed to 501 respondents in
three major universities in Kunming during the period of 15th May 2008 until 30th
June 2009. The reliability of the questionnaire was analyzed by using Cronbach’s
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coefficient alpha similar to the pretest conducted and presented in Chapter 4. The
results are shown in Table 5.21.

Table 5.5: The Reliability of the Questionnaires of Each Interval Variables
Dimensions
variables
Intention to green purchase
Attitude toward green purchase
Subjective norms

Cronbach's Alpha
.682
.642
.870

Natural environmental orientation
.607
Ecological affect

.630

New environmental paradigm

.657

Perceived environmental
knowledge

.749

From Table 5.21, the Cronbach coefficient alpha values of all variables
dimensions are greater than 0.6, which means the questionnaire is reliable and
acceptable.

5.3. Hypotheses Analysis

There are eight hypotheses set up to be tested according to the request of this
research. Pearson Correlation Coefficient test is adopted for examining the
relationship between each variable according to the hypothesis.
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H 1 o : There is no relationship between the undergraduate students’ ecological
knowledge and their intention to purchase green product
H 1 a : There is a relationship between the undergraduate students’ ecological
knowledge and their intention to purchase green product

Table 5.6: The Analysis of the Relationship between Undergraduate Students’
Ecological Knowledge and Their Intention to Purchase Green Product
Correlations
test
test

Pearson Correlation

Intmean
.485**

1.000

Sig. (2-tailed)
N
Intmean

Pearson Correlation

.000
501.000

501

**

1.000

.485

Sig. (2-tailed)

.000

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

The analysis of Pearson Correlation in Table 5.14 indicates that the significant
level. of ecological knowledge and green purchase intention is equal to 0.000, which
is less than 0.01 (0.000<0.01). It means that the null hypothesis is rejected.

Thus,

there is a relationship between ecological knowledge and the intention to purchase
green products at the 0.01 significant level. The Correlation coefficient value is equal
to 0.485, which means that there is a medium positive correlation between ecological
knowledge and green purchase intention.

H 2 o : There is no relationship between the undergraduate students’ ecological affect
and their intention to purchase green product
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H 2 a : There is a relationship between the undergraduate students’ ecological affect
and their intention to purchase green product

Table 5.7: The Analysis of the Relationship between Undergraduate Students’
Ecological Affect and Their Intention to Purchase Green Products
Correlations
Intmean
Intmean

Pearson Correlation

Mea
**

1.000

.504

Sig. (2-tailed)
N
Mea

.000
501.000

501

**

1.000

Pearson Correlation

.504

Sig. (2-tailed)

.000

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

The analysis of Pearson Correlation in Table 5.14 indicates that the significant
level. of ecological knowledge and green purchase intention is equal to 0.000, which
is less than 0.01 (0.000<0.01). It means that the null hypothesis is rejected.

Thus,

there is a relationship between ecological affect and their intention to purchase green
product at the 0.01 significant level. The Correlation coefficient value is equal to
0.504, which means that there is a medium positive correlation between ecological
affect and their intention to purchase green product.
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H 3 o : Subjective norm is not associated to the intention to purchase green products.
H 3 a : Subjective norm is associated to the intention to purchase green products.

Table 5.8: The Analysis of the Relationship Between Subjective Norm and The
Intention to Purchase Green Products
Correlations
Intmean
Intmean

Pearson Correlation

Msub
.524**

1.000

Sig. (2-tailed)
N
Msub

Pearson Correlation

.000
501.000

501

.524**

1.000

Sig. (2-tailed)

.000

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

The analysis of Pearson Correlation in Table 5.14 indicates that the significant
level. of subjective norm and green purchase intention is equal to 0.000, which is less
than 0.01 (0.000<0.01). It means that the null hypothesis is rejected. Thus, there is a
relationship between Subjective norm and the intention to purchase green products at
the 0.01 significant level. The Correlation coefficient value is equal to 0.524, which
means that there is a medium positive correlation between subjective norm and the
intention to purchase green products.
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H 4 o : There is no relationship between the undergraduate students’ attitudes toward
green purchase and their intention to purchase green product
H 4 a : There is a relationship between the undergraduate students’ attitudes toward
green purchase and their intention to purchase green product

Table 5.9: The Analysis of the Relationship between the Undergraduate students’
Attitudes toward Green Purchase and Their Intention to Purchase Green Product
Correlations
Intmean
Intmean

Pearson Correlation

Mat
.381**

1.000

Sig. (2-tailed)
N
Mat

Pearson Correlation

.000
501.000

501

.381**

1.000

Sig. (2-tailed)

.000

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

The analysis of Pearson Correlation in Table 5.14 indicates that the significant
level. of attitude toward green purchase and green purchase intention is equal to
0.000, which is less than 0.01 (0.000<0.01). It means that the null hypothesis is
rejected.

Thus, there is a relationship between attitudes toward green purchase and

their intention to purchase green product at the 0.01 significant level. The Correlation
coefficient value is equal to 0.381, which means that there is a low positive
correlation between attitude toward green purchase and the intention to purchase
green products.
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H5

o

: There is no relationship between the undergraduate students’ new

environmental paradigm and their attitudes toward green purchase
H 5 a : There is a relationship between the undergraduate students’ new environmental
paradigm and their attitudes toward green purchase

Table 5.10: The Analysis of the Relationship between New Environmental Paradigm
and undergraduate students’ Attitudes Toward Green Purchase

Correlations
Mat
Mat

Pearson Correlation

Mnep

1.000

Sig. (2-tailed)
N
Mnep

Pearson Correlation

**

.209

.000
501.000

501

**

1.000

.209

Sig. (2-tailed)

.000

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

The analysis of Pearson Correlation in Table 5.14 indicates that the significant
level. of ecological knowledge and green purchase intention is equal to 0.000, which
is less than 0.01 (0.000<0.01). It means that the null hypothesis is rejected.

Thus,

there is a relationship between new environmental paradigm and their attitudes toward
green purchase at the 0.01 significant level. The Correlation coefficient value is equal
to 0.209, which means that there is a low positive correlation between the
undergraduate students’ new environmental paradigm and their attitudes toward green
purchase.
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H6

o

: There is no relationship between the undergraduate students’ perceived

environmental knowledge and their attitudes toward green purchase
H6

o

: There is a relationship between the undergraduate students’ perceived

environmental knowledge and their attitudes toward green purchase

Table 5.11: The Analysis of the Relationship between Perceived Environmental
Knowledge and Their Attitudes Toward Green Purchase
Correlations
Mat
Mat

Pearson Correlation

Mpek

1.000

Sig. (2-tailed)
N
Mpek

Pearson Correlation

.138**
.002

501.000

501

.138**

1.000

Sig. (2-tailed)

.002

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

The analysis of Pearson Correlation in Table 5.14 indicates that the significant
level. of perceived environmental knowledge and attitudes toward green purchase is
equal to 0.002, which is less than 0.01 (0.002<0.01). It means that the null hypothesis
is rejected. Thus, there is a relationship between perceived environmental knowledge
and their attitudes toward green purchase at the 0.01 significant level. The Correlation
coefficient value is equal to 0.138, which means that there is a low positive
correlation between the undergraduate students’ perceived environmental knowledge
and their attitudes toward green purchase.
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H7

o

: There is no relationship between the undergraduate students’ natural

environmental orientation and their perceived environmental knowledge
H7

o

: There is a relationship between the undergraduate students’ natural

environmental orientation and their perceived environmental knowledge
Table 5.12: The Analysis of the Relationship between the Undergraduate Students’
Natural Environmental Orientation and Their Perceived Environmental Knowledge
Correlations
Mpek
Mpek

Pearson Correlation

Mneo
.108*

1.000

Sig. (2-tailed)
N
Mneo

.016
501.000

501

Pearson Correlation

.108*

1.000

Sig. (2-tailed)

.016

N

501

501.000

*. Correlation is significant at the 0.05 level (2-tailed).

The analysis of Pearson Correlation in Table 5.14 indicates that the significant
level of natural environmental orientation and perceived environmental knowledge is
equal to 0.016, which is bigger than 0.01 (0.016>0.01). It means that the null
hypothesis is failed to reject, thus, there is no relationship between perceived
environmental knowledge and their attitudes toward green purchase at the 0.01
significant level.
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H8

o

: There is no relationship between the undergraduate students’ natural

environmental orientation and their new environmental paradigm
H8

o

: There is a relationship between the undergraduate students’ natural

environmental orientation and their new environmental paradigm
Table 5.13: The Analysis of the Relationship between the Undergraduate Students’
Natural Environmental Orientation and Their New Environmental Paradigm
Correlations
Mneo
Mneo

Pearson Correlation

Mnep

1.000

Sig. (2-tailed)
N
Mnep

Pearson Correlation

**

.129

.004
501.000

501

**

1.000

.129

Sig. (2-tailed)

.004

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

The analysis of Pearson Correlation in Table 5.14 indicates that the significant
level. of natural environmental orientation and new environmental paradigm is equal
to 0.004, which is less than 0.01 (0.004<0.01). It means that the null hypothesis is
rejected.

Thus, there is a relationship between natural environmental orientation and

their new environmental paradigm at the 0.01 significant level. The Correlation
coefficient value is equal to 0.129, which means that there is a low positive
correlation between the undergraduate students’ natural environmental orientation and
their new environmental paradigm.
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Table 5.14: Summary of Hypothesis Testing Results
Null

Results

of

null

Null Hypothesis description
Hypothesis
H1 o

Hypothesis testing
There is no relationship between the undergraduate
students’ ecological knowledge and their intention to

Rejected

purchase green products in Kunming, China
H2 o

There is no relationship between the undergraduate
students ecological affect and their intention to purchase

Rejected

green products in Kunming, China
H3 o

Subjective norm isn’t

associated to the intention to

purchase green products in Kunming, China
H4 o

Rejected

There is no relationship between the undergraduate
student’s attitudes toward green purchase and their

Rejected

intention to purchase green products in Kunming, China
H5 o

There is no relationship between the undergraduate
students’ new environmental paradigm and their attitudes

Rejected

toward green purchase in Kunming, China
H6 o

There is no relationship between the undergraduate
students’ perceived environmental knowledgeable and

Rejected

their attitudes toward green purchase in Kunming, China
H7 o

There is no relationship between the undergraduate
students’ natural environmental orientation and their

Failed to Reject

perceived environmental knowledge in Kunming, China
H8 o

There is no relationship between the undergraduate
students’ natural environmental orientation and their new

Rejected

environmental paradigm in Kunming, China
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CHAPTER 6
SUMMARY OF FINDINGS, CONCLUSION, AND
RECOMMENDATIONS
In this chapter, the researcher summarizes and concludes the results which are
presented in Chapter 5. It consists of five sections. The first section contains the
summary of findings which comprises of the demographic factors, descriptive
analysis and hypotheses testing. The second section is the discussion and the
implication of this research. The third section presents the conclusion of the study.
The fourth section is the recommendation for the beneficiaries. And the last section
offers suggestions for future study.

6.1 Summary of Findings

This part presents the interpretations of the results from the data gathered, which
includes a summary of respondents’ characteristics, green purchase intention, attitude
toward green purchase, ecological knowledge, ecological effect, subjective norms,
natural environmental orientation, perceived environmental knowledge and new
environmental paradigm, and a summary of hypothesis testing.

Summary of Demographic Factors

Based on the questionnaire data collected from 501 respondents, it has been
found the highest percentage of the respondents’ gender which is 59.5% (298) is
male; the highest percentage of the respondents’ age is 20, which account for
31.3%(157). In this survey, freshmen account the most for 50.9% (255). Each group,
or 33.3% of the respondents, come from three universities in Kunming, i.e. YunNan
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University, Kunming University of Science and Technology , and YunNan Normal
University by using quota sampling method.

Summary of descriptive analysis

Based on analyses of each of the dependent and the independent factors of
green purchase intention, attitude toward green purchase, ecological knowledge,
ecological effect, subjective norms, natural environmental orientation, perceived
environmental knowledge and new environmental paradigm, the outcomes of the
descriptive analysis is summarized as follows: Green purchase intention shows an
average mean of a equivalent to 3.8150, which means that the undergraduate students
feel a little uncertain about their intention to buy green products. The lowest mean is
3.4770, showing that customers’ agreement to switch brand for ecological reasons. It
means that in comparison to other alternatives, the undergraduate students will hardly
to switch brand because of ecological reasons. The Attitude toward green purchase
shows an average mean of an equivalent to 4.5396, which means the undergraduate
students generate a positive attitude toward green purchase. Ecological knowledge
shows an average mean of 2.3303, it implies that the undergraduate students’
ecological knowledge is still under the middle level. For subjective norms, the
findingss show the highest mean of 3.9202 in “People important to the individual
think that purchase green products is a wise idea”. It can be interpreted that in their
agreement, the undergraduate students tend to be influenced by the people around
them. For natural environmental orientation, the findings show that the highest mean
is 4.7385 in “Humans should live peacefully on earth in harmony with the cosmos and
the environment”. It implies that the undergraduate students and Chinese traditional
value come across on the agreement to live peacefully on earth in harmony with
cosmos. For perceived environmental knowledge, the findings shows that the highest
mean is 3.6607 in “Consumer think he/she knows how to select products and package
that reduce the amount of waste ending up in landfills”. It can be interpreted that most
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undergraduate students perceive themselves are knowledgeable about how to select
products and packages that reduce the amount of waste ending up in landfill. However
on the contrary, the lowest mean of 2.9621 in “Consumer knows about the products
and packages what he/she buys are environmentally safe” shows that most
undergraduate students cannot confidentially choose the products or packages that are
environmental safe.

As for ecological affect, the total mean is 4.34, it can be

interpreted that undergraduate are not environmental ethnical, and the highest mean is
4.6008 In” Feeling about the industries which cause pollution”, it implies that
undergraduate student feel highly angry about the factories which cause pollutions.
For new environmental paradigm, the findings shows that the highest mean is 4.4950
in Plants and animals have as much right as humans to exist”, which can be
interpreted that the undergraduate students mostly are holding the opinion that

plant

and animals are equal to mankind in terms of living on the earth.

Summary of hypothesis testing

There are eight hypotheses set up in this research. And the findings are
summarized as follows:

Hypothesis one: There is a relationship between the undergraduate students’
ecological knowledge and their intention to purchase green products

Hypothesis two: There is a relationship between the undergraduate students’
ecological affect and their intention to purchase green products

Hypothesis three: Subjective norm is associated to the intention to purchase green
products

Hypothesis four: There is a relationship between the undergraduate students’ attitudes
toward green purchase and their intention to purchase green products
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Hypothesis five: There is a relationship between the undergraduate students’ new
environmental paradigm and their attitudes toward green purchase

Hypothesis six: There is a relationship between the undergraduate students’ perceived
environmental knowledge and their attitudes toward green purchase

Hypothesis seven: There is no relationship between the undergraduate students’
natural environmental orientation and their perceived environmental knowledge

Hypothesis eight: There is a relationship between the undergraduate students’ natural
environmental orientation and their new environmental paradigm

6.2 Discussion and implication

Based on the summary of findings in the previous section, the results of SPSS
show that all of the null hypotheses, as discussed in chapter 3, are rejected. The details
of all eight hypotheses discussion and implication are as follows:

The results from hypothesis one show that the null hypothesis is rejected, which
means there is a relationship between the undergraduate students’ ecological
knowledge and their intention to green purchase. Regarding the environmental
knowledge education, the progress can be seen in those years. The mean score
obtained from this survey is 2.1, which is much higher than the survey conducted by
Chan (2000). However this score is still within the middle level (2.5). It drives policy
makers to rethink about the environmental protection education. In Kunming, students
are required to take pro-environmental related course as early as elementary school.
As a limitation of this study, the students in those three universities are not merely
local people of Kunming. Thus it’s possible they haven’t been educated well in terms
of environmental protection. In the other side, in order to evaluate whether the effects
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of different activities and seminars organized by universities to educate students to
protect the environment are really appreciable. And also the difference in ecological
knowledge when segmented by educational level deserves more exploration. Human
activities accelerate global warming and other environmental deteriorations. Taking
action to protect the environment is everyone’s responsibility. For undergraduate
students, ecological knowledge is not merely used for passing exams but also should
be applied as an instruction to conduct the pro-environmental activities. And it’s not
about what undergraduate students in Kunming should consider, it’s the responsibility
of everyone on earth.

According to the finding of this research, high ecological

knowledge would lead to high individual’s intentions to green purchases. This
conclusion is supported by Kilkeary (1975) and Dispoto (1997), who mentioned that
there is a significant relationship between ecological knowledge and environmentally
friendly acts. The standpoint that there is a positive connection between knowledge
and behavior is widely accepted in the academic field (Hoch and Deighton, 1989;
Horton and Turnage, 1976; Park et al., 1994).

The results from hypothesis two show that null hypothesis is rejected. This
means there is a relationship between the undergraduate students’ ecological affect
and their intention to purchase green products. The undergraduate students exhibit a
strong emotional attachment to ecological issues, as reflected from their mean score
(4.3665) on ecological affect. Compared with Benton’s (1994) recent study, the
survey from American college student sample has observed only 3.30 as the mean
score of ecological affect. Regarding to the relationship between the ecological affect
and the undergraduate students’ intention to green purchase, this kind of emotional
attachment can surely be capitalized (Azzone and Bertele, 1994). Chan and Yam
(1995) mentioned that undergraduate students are more ecologically conscious than
public citizens, which further proved that undergraduate students constitute a potential
group for green marketers and policy makers to popularize the concept of green
purchase.
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The results from hypothesis three show that the null hypothesis is rejected. it
means that the Subjective norm is associated to the undergraduate students’ intention
to purchase green products. The undergraduate students’ intention to green purchase
and the subjective norms is positively correlated at medium level. It implies that in
Chinese collectivism society, the undergraduate students’ behaviors can be influenced
by the people surrounding them. Green purchase sometimes seems to involve some
kind of ethical decision. To some extent, this ethical buying behavior can be reflected
the individual’s environmental concern. Whether green purchase is ethical-base or
not, people who are positive about green purchase would possibly have some
influence on the intention formation of others. Lee (2008) pointed out that adolescents
are easy to be influenced by their social cycle when they make the decision to green
purchase. Generally, people living in Confucian nations such as China would have a
very robust desire to be in harmony with the norms of their inference group
(Hofstede, 1980; Lee, 1990).

The results from hypothesis four show that the null hypothesis is rejected. This
implies that there is a relationship between the undergraduate students’ attitudes
toward green purchase and their intention to purchase green products.

Attitude is

always treated as a predictor of individual’s behavioral intention. In this research, the
attitude toward green purchase is supposed to be more influential but only low
positively correlated (.381) to the intention to green purchase. Sheppard et al., (1988)
indicted that when the behavior is not under full volitional control, the predictability
of the attitudinal element in the theory of reasoned action will be less effective. Ajzen
(1991) introduced a new elemental predictor of behavioral intention, named perceived
behavior control. Starvros et al., (1999) well grounded this variable in the
examination of environmental friendly purchase behavior in different green market.
This provides us a fruitful research direction for further investigation. The result from
this research concluded that environmental attitude is a consequential indicator of
related behavioral intention. This conclusion is supported by Kotchen and Reiling
(2000). The similar finding from Kassarjian (1971) also illustrates that consumers’
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attitude is a determining factor to predict whether they can be involved in the
protection activities against air pollution. Balderjahn (1988) concluded that a positive
attitude toward environmental issue would result in an ecological responsibility to
execute more pro-environmental behavior, and Lynne and Rola (1988) hold the some
standpoint.

The results from hypothesis five and hypothesis six show that the two null
hypotheses are both rejected. It means that there is a relationship between the
undergraduate students’ new environmental paradigm, perceived environmental
knowledge and their attitudes toward green purchase. Psychologically, the
undergraduate students’ attitude toward green purchase can be partly determined by
perceived environmental knowledge and new environmental paradigm. However both
new environment paradigm and perceived environmental knowledge are only low
positively correlated to the attitude toward green purchase( .209 and .138), thus the
attitude toward green purchase should be placed more emphasis on in order to explore
more factors which can eventually create impacts on

behavioral intention via

attitude. Chan (2001) mentioned that the Natural Environmental Orientation and
Collectivism could directly affect individual’s attitude toward green purchase. This
point of view surely deserves more investigation in the future. These findings also
provide further insight into how an individual’s cognitive understanding and general
environmental concern shape his/her attitude toward the environmental friendly act,
like green purchase. The evidence from this study proves that the attitude toward
green purchase is much more deeply impacted by their environmental concern (.209)
than by perceived environmental knowledge (.138). These findings pointed out that
the priority should be given to employing emotional appeals rather than cognitive
appeals to facilitate the change of consumer’s attitude toward green products. Mostafa
(2007) concluded similar findings with the above in the study “A Hierarchical
Analysis of the Green Consciousness of the Egyptian Consumer”.
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The results from hypothesis seven and hypothesis eight show that hypothesis
eight is rejected but hypothesis seven is failed to reject, this is to say, there is a
relationship between the undergraduate students’ new environmental paradigm and
natural environmental orientation, and there is no relationship between undergraduate
students’ perceived environmental knowledge and natural environmental orientation.
From the view of cultural influence, the results have shown a low positive correlation
between natural environmental orientation and new environmental paradigm (0.129).
Those findings imply that cultural influences on attitude toward green purchase
through new environmental paradigm are statistically weak. Culturally, despite the
undergraduate students have a strong agreement that people should live in harmony
with nature, their attitude toward green purchase mostly remain unchanged.

It

implied that traditional Chinese natural environmental orientation has bear limited
influence on Chinese undergraduate students’ attitude toward green purchase. These
findings remind the educational officials of the efforts on spreading Chinese culture
should not be too heavy in terms of changing undergraduate students’ attitude toward
purchase green. Though this cultural heritage encourages people to live with nature
harmony, its final influence on changing undergraduate students’ attitude is not so
impressive. These findings show some conflicts with the previous study. It may be
caused by the cultural difference of the respondents. The previous study conducted by
Mostafa (2007) highlighted the cultural influence on the formation of Egyptian
Consumer’s attitude toward green purchase. Despite many scholars mentioned that
influences of demographic factor is minor when it come to environmental friend acts,
the result drive us to rethink the influence of different demographic factors.

6.3 Conclusion
Since the open-door policy has been adopted by the Chinese government from the
year 1978, China has to adjust the balance between developing its economy and
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protecting the environment. In order to get the open-door policy implemented and
meet the demand of 1.3 billion Chinese residents. The Chinese government has
brought in a lot of economic projects and development plans. It not only has resulted
in a very rapid economic growth but also speed up the consumption of natural
resource. As a consequence, the ecological environmental situation is getting worse
and worse accordingly. But Chinese would not let it happen without any action, with
the growing ecological impact on the citizens’ well-being. Both policy makers and
green marketers know that new challenges and opportunity have been coming.

The current study examines the relationship between the cultural factors and
psychological factors on the undergraduate students’ intention to green purchase. To
do so, a modified conceptual framework has been developed for the use of this survey.
The results from the research turn out to be extremely fit the proposed model. The
hypothesis specifically assures that there is a significant influence of cultural value
(Natural Environmental Orientation) on the formation of new environmental
paradigm, which would eventually affect the undergraduate students’ intention to
green purchase via the mediator of their attitude toward green purchase. On the other
side, the ecological knowledge test showed a higher mean score than the previous
study. And the undergraduate students exhibited strong emotional attachment to
ecological issues. These findings can be considered as a good sign for green marketers
and policy makers. Both ecological affect and ecological knowledge are proven to be
positively connected to the undergraduate students’ intention to green purchase.
Finally, the subjective norm turns out to be positively associated with the
undergraduate students’ intention to green purchase.

It’s important to illustrate that due to the limitation of resource, this survey is only
conducted with students from three major universities in Kunming, China. It might
not perfectly represent the whole undergraduate student population in Kunming. To
sum up, this research shows the underlying factors determining the undergraduate
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students’ intention to green purchase. Thus the results of this research should be
treated as a basis for more follow-up researches.

6.4 Recommendations

Based on the findings of this research, all the factors considered in the
conceptual framework turn out to be connected to the undergraduate students’
intention to green purchase. It is very important to know the underlying factors
affecting the undergraduate students’ intention to green purchase for getting into the
green product business. Therefore, the researcher would like to recommend the green
marketers and policy makers to implement the following strategies and plans to
identify and improve the need of future consumers as well as to satisfy them. The
recommendations are given in detail as follows:

1. Recommendations for green marketers

First, this research recommends marketers to be more accurate when they try
to identify the environmentally conscious consumers. Targeting the right group will
bring them more efficiency when selling their green products. The undergraduate
students in this research show their high willingness to green purchase, and they are
high ecologically conscious. Lee (2008) also mentioned that adolescents constitute a
pro-environment group for green marketers to target. Knowing the green profile of
undergraduate students would help the green marketer to plan and implement their
marketing strategy more specifically. For instance, The testing results of hypothesis
six shows the relationship between the perceived environmental knowledge and
positive attitude toward green purchase observed from this research; thus they can
convince the undergraduate students the convenience of buying ecologically safe
products.
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Second, the findings from hypothesis five and hypothesis six proved that the
undergraduate student’s attitude toward green purchase is much more deeply
impacted by their environmental concern than by perceived environmental knowledge.
Thus the green marketers should give the priority to employing emotional appeals
rather than cognitive appeals to facilitate the change of consumer’s attitude toward
green products.

Third, green market in China is still in its infancy. While businessmen are
trying to seize the opportunity emerging in China to occupy this green segment, the
environmental awareness in China is relatively weak (Chan 2000). Asian countries
like China are deeply influenced by collectivism. Chinese is expected to exhibit a
strong tendency to keep the consistence with the group they belong to (Hofstede,
1980). Since the social influence proven to be positively connected with the
undergraduate students’ intention to green purchase in this study, green marketers
should make the environmental advertising popular via various disseminating vehicles
such as radio, poster, newspapers and television to influence the whole community.
The results from hypothesis three contribute to the above suggestions.
2. Recommendations for policy makers
Regarding to the findings of hypothesis one and hypothesis two in this research,
two recommendations are made for the policy makers. Firstly they should consider
the enhancement of ecological knowledge education among Chinese citizens. It’s
time for them to reassess the existing course in the universities and try to “green” the
education in different level of the country’s educational system. In this point of view,
the government should cooperate with the business community to popularize the
concept of green purchase throughout the disseminating vehicles like the internet,
radio, newspaper, poster and television.

The second recommendation for the government is to highlight the ecological
affect brought by illegal organizations or individual. By doing so, it can awake the
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citizens’ environmental awareness and restrict harmful activities to the environment.
The Chinese government also should expand the concept of green purchase through
legislation. The green market in China needs more supports and protections from the
Chinese government (Liu 1994).

It should be highlighted the importance the role of Chinese government in the
environmental protection and in popularizing the concept of green purchase. Only a
small amount of the government income is used for environmental protection
(Martinsons et al., 1997). With more government support (e.g. reduce tax, technical
supports and relative regulation), enthusiasm of green marketers can be boosted. In
the meanwhile, the Chinese government should increase the awareness of ecological
degradation among its citizens, leading the revolution of green markets.

3. Recommendations for the initiation of other related researches
The value-attitude-intention pattern was adopted in this research, to examine the
underlying factors affecting the undergraduate students’ intention to green purchase.
This research has constructed a modified conceptual framework and presented the
relationship between each variable. The follow-up researches should try to find out
the reasonable explanation of those relationships. Using qualitative research along
with quantitative statistical technologies will help to explore the reasons behind these
relationships.

In the formation of attitude toward green purchase, the follow-up researches
should reconsider exploring more factors that could have influences on the change of
attitude. Examination for different group should also be held, because the population
of this research is from the undergraduate students in Kunming, China. By increasing
the diversity of the targeted group, the demographic factors should be taken into
consideration in the future studies.
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6.5 Further study

Even though this research has provided some useful insights to the Chinese
government and other green marketing practitioners, there is still a need for further
research on this topic.

Thus, the researcher would like to explore and dig more in to

the relative field.

1.

To study the factors that influence green purchase intention for each customer
segmentation

This study only examines the undergraduate students’ green purchase
intention and the factors which can eventually affect it, but the study did not measure
the factors that are related to the customers in other segments. Therefore, the
researcher suggests that future researchers should find the possible factor that can
have an impact on the green purchase intention for each group. This is to discover the
needs and wants of specific groups of consumers, so that the green products can be
developed and promoted to satisfy each group’s needs, following Schiffman and
Kanuk (2007) who mentioned that market segmentation can be defined as the process
of dividing a market into distinct subsets of consumers with common needs.

2. To study the undergraduate students’ actual green purchase

In order to study the future prospective purchase and the availability of green
products, this study only focuses on the factors which can affect the intention to green
purchase. With an increasing availability of green products, future study should
emphasize on the study of actual green purchasing behavior and the factors which can
influence it.

3. To study customer’s satisfaction of green products
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The sample for the next study should be the actual green products users, the
factors can determine their satisfaction level of green products if they are worthy of
exploring, for example, actual green products users may expect the performance of
the green product to be similar to the one with competitive price. In order to increase
customers’ satisfaction, open-ended question would be conducted in the future studies
to gain a better understanding about what customers expect from green product and
green purchase.

4. To study the undergraduate students’ attitude toward green products by comparing
with other normal products.

The follow-up research should explore more factors that can affect consumer’s
attitude toward the green products in the whole market. By comparing with normal
goods, the research can gain a better understanding of what factors can determine the
attitudinal change in general.

5. Conduct other qualitative survey to find reasonable explanation for the
relationship mentioned in the modified conceptual framework

The use of quantitative methods can provide valuable data for testing the
relationship between each variable, but this kind of research is considerably weak
when it comes to the explanation of the reasons behind the relationship. The future
research should employ qualitative research to further explain the relationship of the
variables.
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APPENDIX A
Questionnaire English version

X

Questionnaire
This questionnaire is designed to obtain information for use of part of my
research entitles” A study of factors affecting the undergraduate student’s green
purchasing intention and their attitude toward green purchase in selecting universities
in Kunming, China”, This study is conducted for the purpose of the preparation of a
research project for completion of the master of Science in management program,
Assumption university, Please answer all questions regarding the facts in this
questionnaire and thank you for your cooperation.
Note 1#: Green purchasing includes the acquisition of recycled content products,
environmentally preferable products and services, biobased products, energy- and
water-efficient products, alternate fuel vehicles, products using renewable energy, and
alternatives to hazardous or toxic chemicals.
Note 2#: In china, the green products which are qualified for the above condition will
be marked
as a label on it

Part I:Screen question:
Have you ever purchased green products? (Mark
No_____
Yes_____
Part II: Demographic data:
:
1. Gender
[ ] Male
2. Age_____
3. Education level: [ ] freshman

[
[

√

in the black )

] Female

] sophomore

[

] junior

[

] Senior

Part III: Factors that affect the green purchase intention: Please indicate your
agreement on the following questions about each variable. (Mart √)
1
2
3
4 5
variables
Subjective norms
Most people who are important to me would think that
purchase green product is a wise idea
Most people who are important to me would think I
should purchase green product
My family who are important to me would think that
purchase green product was a wise idea
My family who are important to me would think that
purchase green product was a good idea
My family who are important to me would think I should
purchase green product.
Ecological Affect
It frightens me to think that much of the food I eat is
X

contaminated with pesticides
It genuinely infuriates me to think that the government
doesn’t do more to help control pollution of the
environment
I become incensed when I think about the harm being
done to plant and animal life by pollution
When I think of the ways industries are causing pollution,
I am angry and frustrated
The whole pollution issue has never upset me to much,
since I feel it overrated®.
Part IV: Ecological Knowledge Test: Mark √ in front of the most appropriate
answer for the question:
1. The biggest ecological system in earth is
_____(A) terrestrial ecological system ______(B )oceanic ecological system
_____(C) water area ecological system ______(D) biosphere
2. Soil pollution is generally due to
:
______(A) Sparse rains _______ (B) improper faming methods
______(C) poisonous metals________(D) over-fertilization
______(E) poor crop rotation.
3. Most smog in our big cities comes from
______ (A) automobiles ______ (B) supersonic jets
______ (C) industrial plants ______ (D) large trucks;
______ (E) refuse disposal.
4. Ecology is best described as the study of
______ (A) The relationship between man and the environment;
______ (B) the relationship between organisms and the environments;
______ (C) pollution and its control; ______ (D) the environment
______ (E) recycling of products.
5. Birds and fish are being poisoned by
______ (A) Iron ______ (B) mercury ______ (C) silver
______ (D) lead______ (E) magnesium
6. All but one of the following decomposes in ocean water
______ (A) sewage______ (B) garbage______ (C) tin cans
______ (D) plastic bags ______ (E) chemical fertilizer.
7. Practically all of the lead in the atmosphere is caused by
______ (A) Cars; ______ (B) Industrial plants______ (C) Airplanes
______ (D) Burning refuse ______ (E) Cigarettes.
8. Which following plant could be used to predict the air-pollution?
_______(A) alga plant ______(B) moss______ (C) fern ______(D) seed plant
9. How long does DDT take to deteriorate into harmless chemical?
______ (A) It never does; ______ (B) 10-20 months depending on the
weather; ______ (C) About 200 years; ______ (D) about 400 years;
______ (E) Anywhere from several days to several years.
X

10. The reasons for people to plant canna, China rose, clove, chrysanthemum
and rose in the industry area accept:
______(A )to sterilize _____(B)to clear air _____(C) to percolate dust
______(D) to reduce noise
Part V: Green Purchase Attitudes: Please mark √ the attitude level you feel in the
following question.
1. I (___) the idea of purchasing green.
□1= dislike □2=slight dislike □ 3=neutral □4=slight like □5=like
2. Purchasing green is a (___) idea.
□1=bad □2=slight bad □3=neutral □4=slight good □5=good
3. I have a/an (___) attitude toward purchasing a green version of a product.
□1=Unfavorable □2=slight unfavorable □3=neutral □ 4=slight favorable
□5=favorable
Part VI Factors affect green purchase attitudes: Please indicate your agreement on
the following questions about each variable. (Mart √)
（1=completely disagree;2=disagree;3=Neutral;4=agree; 5=completely agree）
1
2
3
4
5
Variable
Perceived Environmental knowledge
I know that I buy products and packages that are
environmentally safe
I know more about recycling than the average person
I know how to select products and packages that reduce
the amount of waste ending up in landfills.
I understand the environmental phrases and symbols on
product package
I am very knowledgeable about environmental issues.
New environmental paradigm
We are approaching the limit of the number of people the
earth can support
The earth is like a spaceship with only limited room and
resources
The earth has plenty of natural resources if we just learn to
develop them®
if things continue on their present course, we will soon
experience a major ecological catastrophe
Humans have the right to modify the natural environment
to suit their needs®
Plants and animals have as much right as humans to exit
Humans were meant to rule over the rest of the nature®
When humans interfere with nature it often produces
disastrous consequences
X

The balance of nature is very delicate and easily upset®
Human ingenuity will ensure that we do not make the
earth unlivable®
Despite our special abilities, humans are still subject to the
laws of nature
Human will eventually learn enough about how nature
works to be able to control it®
The so-called ecological crisis facing humankind has been
greatly exaggerated.
Natural Environmental orientation scale
Humans are only part of nature
Humans should master instead of adapting to the
environment®
humans should live peacefully on earth in harmony with
the cosmos and the environment

Part VII: Intention to green purchase: Please indicate your agreement on the
following questions about the green purchase intention. (Mart √)
（1=completely disagree;2=disagree;3=Neutral;4=agree; 5=completely agree）
1
2
3
4
Variable
Green purchase intention
Over the next month, I will consider buying products because
they are less polluting
Over the next one month, I will consider switching to other
brands for ecological reasons
Over the next one month, I plan to switch to a green version
of a product

Your Valuable
suggestion____________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
____________________________________________________________________

X

5

APPENDIX B
Questionnaire Chinese version

Xi

调查问卷
同学您好！为了更好的发展环保产品，建设绿色中国，请协助完成以下问题，
以便我们能通过数据分析更好的了解中国消费者对绿色消费的态度和意向, 为
建设我们共同的绿色家园尽自已的一份力。请您抽出宝贵的十分钟完成下面问
卷，您的参与是我们研究成功的关键，谢谢 (您所给与的信息仅用于学术研究，
请放心填写)。
特别提醒 1# , 绿色商品是指在其生产，运输，使用，回收都能把环境污染减小
到最小的商品，比如天然气汽车，低汞或无汞的“绿色电池”
特别提醒 2#, 凡在中国获得绿色商品称号的品牌，将被打上
标识
请完成如下问题，打√
您有购买过附和要求的绿色产品吗？是的____没有____
1 个人信息
您的年龄_____性别: 男____女____ 现大学_____年纪
2 绿色购买意愿 (请在表格的相关栏内打√
1 代表”完全不会” 2 代表 “不太会” 3 代表 “中立” 4 代表 “可能会” 5 代表达式
“一定会”
购买意愿
1
2
3
4
5
下个月我将会考虑购买对环境污染较小的商品
下个月我将使用其它品牌的商品出于对环保要求的考虑
下个月我将会考虑购买一些有绿色概念的产品
3 社会影响
社会影响
1
2
3
4
5
对我重要的人认为购买绿色产品是一个好主意
对我重要的人认为我应该购买绿色产品
家里面对我重要的人认为购买绿色产品是一个明智的想
法。
家里面对我重要的人认为购买绿色产品是一个好的想法
家里面对我重要的人认为我应该购买绿色产品
4 生存环境的影响
生存环境的影响
1
2
3
4
5
得知我吃的食物中很多都含有农药让我很震惊
我对政府没有做足够的环保工作感到沮丧
当我看到人类对待动物和自然的恶劣行为时，我很愤怒
当我想到那些因为工业生产造成的污染时，我感到生气
和失望
环境问题并没有让我感到难过，其实它们被夸张化了
5 对绿色消费的态度，打√
A: 我____绿色消费的想法
1 一点都不喜欢 2 不太喜欢 3 中立 4 有点喜欢 5 很喜欢
B: 绿色消费是一个___主意
Xi

1 很坏 2 坏 3 中立 4 比较好的 5 好
C: 我对购买绿色概念的产品有着_____的态度
1 完全不赞成 2 轻微不赞成 3 中立 4 轻微赞成 5 完全赞成
自我环保知识评估
1
2
3
4
5
我觉得大部分我购买的产品及它们的包装都是对环境无
害的
我比别人知道更多有关废物回收的知识
我知道怎样选择和使用商品以减少它们回收处理所带来
的危害
我了解很多环保用语以及中国使用的环保标志
我对环境问题方面比较有见识
6 对人与自然关系的态度
对人与自然关系的态度
1
2
3
4
5
人类只是自然的一部份
人类应该战胜和征服自然®
人类应该与自然和宇宙合谐并存
7 对环境的关心
对环境的关心
1
2
3
4
5
人类数量已经接近地球所能承受的极限
地球就像一个宇宙飞船有着有限的空间和资源
地球有着充足的自然资源只是我们要懂得去使用它们®
如果现状保持这样发展下去，我们将会面临巨大的生态
危机
人类拥有权力去改造自然以适应自已的需要®
动物和植树与人类一样有生存的权力
人类打算统治支配自然没被开发的部分®
一旦人类破坏自然的规律，都将导致灾难性的后果
生态平衡是很精妙而且容易被破坏的
人类的聪明将会避免地球成为无法生存之地®
就算人类有着特殊的能力，人还是要受制于自然
人类终将有足够的知识去了解自然以致控制自然®
其实现在说的生态危机过于夸张了®
8 生态知识测试 (单选题)
1 土壤污染是由 (___) 导致的: A 酸雨 B 使用不当 C 有毒金属 D 过度施肥
E 落后农耕
2 城市烟雾是由 (___) 引起的 A 汽车 B 飞机 C 工业生产 D 大型卡车 E 垃
圾处理
3 生态学是研究 (___) 的学科 A 人与自然的关系 B 生物与环境的关系 C 污
染与其控制
D 环境 E 产品回收
4 鸟和鱼类会由于(___)而中毒
A 铁 B 水银 C 银 D 铅 E 镁

Xi

5 下面哪一种材料不能被海水分解(__): A 下水道污水 B 日常垃圾 C 锡杯 D
塑料 E 化肥
6 实际上大气中的铅是由(___)产生的 A 汽车 B 工业生产 C 飞机 D 垃圾燃烧 E
香烟
7 多长时间 DDT(二氯二笨三氯乙，杀虫剂的一种)才会被自然分解成对无害的化
学成份(____)
A 无法分解 B 10-20 个月，天气决定 C 大约 200 年 D 大约 400 年 E 多长时
间都有可能
8 下列哪种值物可以用来预测空气污染(____)：
A 藻类植物 B 藓类值物 C 蕨类植物 D 种子植物
9 地球上最大的生态系统是(____ )
A 陆地生态系统 B 海洋生态系统 C 水域生态系统 D 生物圈
10 在工业区, 人们总是喜欢种植美人蕉、 月季、丁香、菊花、银香和洋槐， 其
功用除了(__)
A. 杀灭细菌 B. 净化空气 C. 过滤尘埃 D. 消除噪音

Xi

APPENDIX C
Data analysis
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Reliability of Variable
a. Reliability: Green Purchase Intention
Reliability Statistics
Cronbach's
Alpha

N of Items
.682

3

b. Reliability: Subjective Norm
Reliability Statistics
Cronbach's
Alpha

N of Items
.870

5

c. Reliability: Ecological Affect
Reliability Statistics
Cronbach's
Alpha

N of Items
.630

5

d. Reliability: Attitude toward Green Purchase
Reliability Statistics
Cronbach's
Alpha

N of Items
.642

3

e. Reliability: Perceived Environmental Knowledge
Reliability Statistics
Cronbach's
Alpha

N of Items
.749

5

XXV

f. Reliability: Natural Environmental Orientation
Reliability Statistics
Cronbach's
Alpha

N of Items
.607

3

g. Reliability: New environmental paradigm
Reliability Statistics
Cronbach's
Alpha

N of Items
.657
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1. Descriptive analysis
a. Frequency Table

school
Cumulative
Frequency
Valid

YunNan University

Percent

Valid Percent

Percent

167

33.3

33.3

33.3

167

33.3

33.3

66.7

YunNan Normal University

167

33.3

33.3

100.0

Total

501

100.0

100.0

KunMing University of
Science and Technology

Gender
Cumulative
Frequency
Valid

Percent

Valid Percent

Percent

male

298

59.5

59.5

59.5

female

203

40.5

40.5

100.0

Total

501

100.0

100.0

XXV

Age
Cumulative
Frequency
Valid

Percent

Valid Percent

Percent

17

2

.4

.4

.4

18

5

1.0

1.0

1.4

19

35

7.0

7.0

8.4

20

157

31.3

31.3

39.7

21

113

22.6

22.6

62.3

22

72

14.4

14.4

76.6

23

69

13.8

13.8

90.4

24

31

6.2

6.2

96.6

25

17

3.4

3.4

100.0

501

100.0

100.0

Total

education
Cumulative
Frequency
Valid

freshman

Percent

Valid Percent

Percent

255

50.9

50.9

50.9

64

12.8

12.8

63.7

junior

119

23.8

23.8

87.4

senior

63

12.6

12.6

100.0

Total

501

100.0

100.0

sophomore

XXV

b. Descriptive analysis
Descriptive analysis of Subjective Norms
Descriptive Statistics
N

Minimum

Maximum

Mean

Std. Deviation

People important to the
individual think that

501

1.00

5.00

3.9202

.91521

501

1.00

5.00

3.5190

.94981

501

1.00

5.00

3.5170

1.11275

501

1.00

5.00

3.7565

1.02790

501

1.00

5.00

3.7325

.96557

Meansub

501

1.00

5.00

3.6890

.80854

Valid N (listwise)

501

purchasing green product
is a wise idea.
People important to the
individual would suggest
purchasing green product.
Family members who are
important to the individual
think that purchasing
green product is a good
idea.
Family members who are
important to the individual
think that purchasing
green products is a wise
idea.
Family members who are
important to the individual
would suggest to
purchase green products

XXV

Descriptive analysis for Ecological Affect
Descriptive Statistics
N

Minimum

Maximum

Mean

Std. Deviation

Feeling about knowing
most food are

501

1.00

5.00

4.0639

1.28371

501

1.00

5.00

4.1737

.90763

501

1.00

5.00

4.5429

.80290

501

1.00

5.00

4.6008

.71576

501

1.00

5.00

4.4511

.91875

Meanea

501

1.80

5.00

4.3665

.60053

Valid N (listwise)

501

contaminated with
pesticides
Attitude about the
government doesn’t
help to control the
pollution of the
environment
Feeling after knowing the
plant and animal life are
harmed by pollution
Attitude about the
industries which cause
pollution
Attitude toward the whole
pollution issue

Descriptive analysis for Attitude toward Green Purchase
Descriptive Statistics
N

Minimum

Maximum

Mean

Std. Deviation

level of likeness toward
the idea of purchasing

501

2.00

5.00

4.5010

.69174

501

3.00

5.00

4.5050

.55720

501

1.00

5.00

4.6128

.69983

Meanat

501

2.67

5.00

4.5396

.49848

Valid N (listwise)

501

green
Attitude toward the idea of
purchasing green
Attitude about purchasing
a product of green version

XXV

Descriptive analysis for Ecological Knowledge

Descriptive Statistics
N
Ecological Knowledge

501

Valid N (listwise)

501

Minimum
.50

Maximum
4.00

Mean
2.3303

Std. Deviation
.56050

Descriptive analysis for Perceived Environmental Knowledge
Descriptive Statistics
N

Minimum

Maximum

Mean

Std. Deviation

Consumer knows about
the products and package

501

1.00

5.00

2.9621

.93625

501

1.00

5.00

3.2255

.76094

501

1.00

5.00

3.6607

.88805

501

1.00

5.00

3.3253

1.10993

501

1.00

5.00

3.5289

.82320

Meanpek

501

1.00

5.00

3.3405

.64391

Valid N (listwise)

501

he/she buys are
environmentally safe
Consumer thinks he/she
knows more recycling
than other in average
Consumer thinks he/she
knows how to select the
products and package
that reduce the amount of
waste ending up in
landfills
Consumer understands
the environmental
phrases and symbols on
the product package
Consumer thinks he/she
is very knowledgeable
about environmental
issues
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Descriptive analysis for Natural Environmental Orientation
Descriptive Statistics
N
Human are only part of

Minimum

Maximum

Mean

Std. Deviation

501

1.00

5.00

4.4970

.75531

501

1.00

5.00

4.2176

.79660

501

1.00

5.00

4.7385

.61765

Meanneo

501

1.00

5.00

4.4844

.54409

Valid N (listwise)

501

nature
Human should master
instead of adapting to the
environment®
Humans should live
peacefully on earth in
harmony with the cosmos
and the environment

Descriptive analysis for New Environmental Paradigm

Descriptive Statistics
N

Minimum

Maximum

Mean

Std. Deviation

We are approaching the
limit of the number of
people the earth can

501

1.00

5.00

3.8583

1.03435

501

1.00

5.00

3.8683

1.39807

501

1.00

5.00

2.7645

1.17661

501

1.00

5.00

4.2435

1.15784

support
The earth is like a
spaceship with only
limited room and
resources
The earth has plenty of
natural resources if we
just learn to develop
them®
If things continue on their
present course, we will
soon experience a major
ecological catastrophe

XXV

Humans have the right to
modify the natural

501

1.00

5.00

3.6926

1.23180

501

1.00

5.00

4.4950

.89133

501

1.00

5.00

3.2994

1.14812

501

1.00

5.00

4.3373

.92519

501

1.00

5.00

3.9222

1.12780

501

1.00

5.00

3.5589

1.15370

501

1.00

5.00

3.8922

1.17659

501

1.00

5.00

3.1577

1.26059

501

1.00

5.00

4.1257

1.05364

Meannep

501

2.62

5.00

3.7858

.50440

Valid N (listwise)

501

environment to suit their
needs®
Plants and animals have
as much right as humans
to exist
Humans are meant to rule
over the rest of the
nature®
When humans interfere
with nature it often
produces disastrous
consequences
The balance of nature is
very delicate and easily
upset®
Human ingenuity will
ensure that we do not
make the earth unlivable®
Despite our special
abilities, humans are still
subject to the laws of
nature
Human will eventually
learn enough about how
nature works to be able to
control it®
The so-called ecological
crisis facing humankind
has been greatly
exaggerated. ®
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Descriptive analysis for Green Purchase Intention
Descriptive Statistics
N

Minimum

Maximum

Mean

Std. Deviation

Customer’s agreement on
buying pollution-less

501

1.00

5.00

3.7944

.90313

501

1.00

5.00

3.4770

.82582

501

1.00

5.00

4.1737

.84367

Intmean

501

1.00

5.00

3.8150

.67094

Valid N (listwise)

501

product over the next
month
customer’s agreement on
switching brand for the
ecological reasons
Customer’s agreement on
switching to a product of
green version

2. Correlation Coefficient
a. Ecological Knowledge and Intention to Purchase Green Product
Correlations
test
test

Pearson Correlation

Intmean
**

1.000

.485

Sig. (2-tailed)
N
Intmean

Pearson Correlation

.000
501.000

501

**

1.000

.485

Sig. (2-tailed)

.000

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).
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b. Ecological Affect and Their Intention to Purchase Green Products
Correlations
Intmean
Intmean

Pearson Correlation

Mea
**

1.000

.504

Sig. (2-tailed)
N
Mea

Pearson Correlation

.000
501.000

501

.504**

1.000

Sig. (2-tailed)

.000

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

c. Subjective Norm and The Intention to Purchase Green Products
Correlations
Intmean
Intmean

Pearson Correlation

Msub
**

1.000

.524

Sig. (2-tailed)
N
Msub

Pearson Correlation

.000
501.000

501

.524**

1.000

Sig. (2-tailed)

.000

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

d. Attitudes toward Green Purchase and Intention to Purchase Green Product
Correlations
Intmean
Intmean

Pearson Correlation

Mat
**

1.000

.381

Sig. (2-tailed)
N
Mat

Pearson Correlation

.000
501.000

501

.381**

1.000

Sig. (2-tailed)

.000

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).
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e. New Environmental Paradigm and Attitudes toward Green Purchase
Correlations
Mat
Mat

Pearson Correlation

Mnep

1.000

**

.209

Sig. (2-tailed)
N
Mnep

Pearson Correlation

.000
501.000

501

**

1.000

.209

Sig. (2-tailed)

.000

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

f. Perceived Environmental Knowledge and Attitudes Toward Green Purchase
Correlations
Mat
Mat

Pearson Correlation

Mpek

1.000

.138**

Sig. (2-tailed)
N
Mpek

Pearson Correlation

.002
501.000

501

.138**

1.000

Sig. (2-tailed)

.002

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).

g. Natural Environmental Orientation and Perceived Environmental Knowledge
Correlations
Mpek
Mpek

Pearson Correlation

Mneo
.108*

1.000

Sig. (2-tailed)
N
Mneo

.016
501.000

501

*

1.000

Pearson Correlation

.108

Sig. (2-tailed)

.016

N

501

501.000

*. Correlation is significant at the 0.05 level (2-tailed).
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h. Natural Environmental Orientation and New Environmental Paradigm
Correlations
Mneo
Mneo

Pearson Correlation

Mnep

1.000

Sig. (2-tailed)
N
Mnep

Pearson Correlation

**

.129

.004
501.000

501

**

1.000

.129

Sig. (2-tailed)

.004

N

501

501.000

**. Correlation is significant at the 0.01 level (2-tailed).
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