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Abstract 

The consumption of green products has become an inevitable trend in the future. In the 
past, research on green products mainly focused on attitudes, motivations, and 
willingness to buy. The research on the factors of consumers' willingness to pay 
premium for green products needs to be deepened. Based on the perceived value of 
consumers, this paper analyzes the impact of eco-labels on the willingness to pay for 
green products, and examines the mediating effect of perceived value and the 
moderating effect of price sensitivity. Through empirical analysis, this paper finds that 
eco-labels have a positive impact on consumers' perceived value; and perceived value 
positively affects the willingness to pay for green product premiums; the mediating role 
of perceived value is supported, but the adjustment effect of price sensitivity does not 
exist. Based on this, the publicity and education of eco-labels should be strengthened to 
increase consumers' awareness and trust of eco-labels, thereby enhancing the 
willingness to pay premiums for green products. 
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1. Introduction 

As consumers' environmental awareness increases, green products are becoming more and 
more popular. But in reality, the green product market has not been fully opened. There is a gap 
between consumers' green consumption intention and actual consumption behavior(Shaw D, 
Mcmaster R, Newholm T,2016). On the one hand, value is the direct motivation that drives 
consumers to buy. Consumers weigh the value and cost of different products before deciding 
whether to buy (Philip Kotler,2012). Consumers may have different perceptions of green 
product premiums without knowing the information about green products, and even doubt the 
manufacturers’ pricing motives, which in turn affects their willingness to pay premiums. On the 
other hand, while the government vigorously promotes the research and development and 
listing of green products, some companies have taken the opportunity to "float green". Faced 
with all kinds of green products, ordinary consumers have limited knowledge of green products 
and are difficult to distinguish. In this case, eco-label certification is very important. Eco-labels 
can allow consumers to quickly identify green products, and ultimately promote real purchase 
behavior. 

Based on the above background, this article chooses the washing machine familiar to 
consumers and daily needs as an example to study the impact of eco-labels on consumers’ 
willingness to pay for green products through consumers’ perceived value, and to provide 
companies with reasonable marketing strategies. For reference, further expand the 
consumption of green products in my country. 
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At present, the research on the influence mechanism of consumers' perceived value of green 
products on their purchase intention is relatively complete. In addition, empirical studies have 
proven that trustworthy eco-labels can provide consumers with effective product information, 
thereby promoting consumer purchases. However, the current eco-label mainly analyzes its 
impact on purchase intention. But the purchase intention does not reflect the real purchase 
situation of consumers. That is, in actual purchase behavior, there is an inconsistency between 
consumers' positive attitudes towards green products and actual consumption behavior, that 
is, "attitude-behavior gap" (Liu Zhifeng,2008). 

Consumers all want to be able to buy high-quality and low-cost products. And green products 
often have high-price attributes. Although consumers have a positive willingness to buy green 
products, the price of green products often restricts consumers' buying behavior. In this case, 
taking consumers' willingness to pay premium for green products as the research object, the 
premium components of green products are directly included in the scope of consumers' 
consideration for purchasing green products, which can better reflect consumers' true 
purchase intentions. Therefore, based on the existing literature and theories, this article 
innovatively introduces eco-labels as independent variables, and takes consumers’ perceived 
value as an intermediate variable to study the impact of eco-labels on consumers’ willingness 
to pay for green products.  

By exploring the mechanism of the influence of eco-labels and consumers' willingness to pay 
for green products, it helps marketers understand the psychology of consumers of green 
products, formulate effective marketing strategies for the further promotion of green products, 
and enhance my country's ecological civilization. 

2. Literature review 

2.1. Green products 

Compared with traditional products, green products refer to products that can significantly 
improve social and environmental benefits during the entire life cycle. Li Wangu said that green 
products are a general term for harmless or less harmful products. Products that meet the 
requirements of green products must not pollute, damage the environment or be lighter in 
three levels: one is the production process and the production process; the other is The product 
is in use and after use; the third is the product itself. Scholars such as Liu Zhifeng believe that 
green products are produced with advanced technology, meet specific environmental 
protection requirements during the entire product life cycle, are beneficial to human safety and 
health, and can meet green consumption needs and are products with low energy consumption. 
Although different scholars have different definitions of green products, they essentially refer 
to the requirements of environmental protection throughout the entire life cycle of products. 
Therefore, this article defines green products as: products that are conducive to resource 
conservation and environmental protection throughout their life cycle. 

2.2. Eco-label 

Eco-label is a mark that certifies green products and can help consumers identify whether 
products and services are environmentally friendly. At present, the research on eco-labeling in 
the existing literature mainly focuses on two aspects. One is to use eco-labels as a medium for 
consumers to understand green products in the market. Studies by Brahim Chekima et al. show 
that eco-labels can solve the market failure problem caused by information asymmetry. The 
second is to explore the impact of eco-labels on the purchase intention of green products. 
Xuemu Zhang(2019), Yamei An(2019)and others have confirmed that eco-labels are positively 
affecting consumers' purchasing intentions for green products. At the same time, there are a 
small amount of research that explores the relationship between eco-labels and consumers’ 
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willingness to pay premiums. For example, Pei Xu and other scholars used multiple Probit 
regression to analyze questionnaire data from 14 shopping malls in Beijing. The results showed 
that: in order to protect personal interests and society Benefits, consumers are willing to pay 
higher prices for eco-labeled seafood products. This study considers the impact of eco-labels on 
consumers’ willingness to pay for premium green products from the perspectives of consumers’ 
personal interests and social interests. This research is based on the theory of consumer 
perception of value, and has a more comprehensive and in-depth understanding of consumers' 
perceived value of eco-labels, which in turn affects their willingness to pay premiums for green 
products. 

2.3. Perceived value theory 

The idea of perceived value was first proposed by American management scientist Peter 
Drucker: What customers buy and consume is the value of the product, not the product itself. 
At present, most scholars regard perceived value as a psychological reflection mechanism of 
consumers, which is the value evaluation made by consumers after measuring product value 
and cost. In related research fields, Sheth and other scholars proposed that consumer perceived 
value has five levels, namely functional value, social value, emotional value, conditional value, 
and cognitive value. As the society attaches great importance to the consumption of green 
products, some scholars apply the theory of consumer perceived value to the study of green 
product consumption behavior. Qiang Xie (2016) used the multiple Logit model to conduct 
research and found that functional value perception and cognitive value perception have a 
significant positive impact on consumers' willingness to pay for green product premiums; 
emotional value perception and ecological value perception have no significant impact. Other 
scholars have extended the theory of consumer perception of value to better study its impact 
on consumer behavior of green products. For example, Xiaoyan Yang and Yijin Zhou (2006) 
used green cosmetics as an example to prove that green value perception is also one of 
consumers' perceived value factors of green products. In addition to taking consumer perceived 
value as a pre-variable to study consumer behavior of green products, some studies also use 
consumer perceived value as an intermediate variable. For example, the research of Zhang 
Xuemu(2019) and Wang Xining(2019) shows that consumers' perception of functional value 
and environmental value of consumers play an intermediary role between eco-labels and 
consumers' green product purchase intentions. This article will also use consumer perceived 
value as an intermediary variable to study consumer green product purchasing behavior. The 
research in this article takes into account the gaps in consumers' attitudes and behaviors in 
green consumption behavior, so the research object of this article is consumers' willingness to 
pay for green products, rather than consumers' willingness to purchase green products. 

2.4. Premium willingness to pay 

Premium willingness to pay is the willingness to pay for premiums. According to the definition 
of Netemeyer RG, a foreign scholar, it refers to consumers who are more willing to pay more 
and higher prices for products of a certain brand when faced with the same number and grade 
of brands. This article defines the willingness to pay premium as the willingness of consumers 
to pay additional prices for washing machines certified by the eco-label when the product 
features are similar. The main influencing factors are as follows: (1) Individual characteristics 
of consumers. Individual differences cause different consumers to have different willingness to 
pay premiums for green products. (2) Consumer awareness level. The higher the level of 
consumer awareness is, the more willingness to pay a premium for green products(Yan Peng, 
Jingyi Guo, Jinyong Guo, 2019). (3) Marketing mix. Enterprises can develop targeted marketing 
strategies by integrating the marketing factors they can control to increase consumers' desire 
to buy, thereby increasing product sales. Although there are still many scholars studying 
consumers' willingness to pay for premiums from different perspectives, there are still few 
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results on consumers' willingness to pay for green products from the perspective of product 
eco-labeling. 

2.5. Price sensitivity 

Price sensitivity refers to the perception and acceptance of consumers due to price changes of 
products or services. The research results of scholars such as Luo Ziwei show that consumer 
price sensitivity plays a mediating role between consumer nostalgia and nostalgic travel 
willingness. In addition, some studies have shown that prices have an impact on consumers' 
green buying behavior. Therefore, this article innovatively uses consumer price sensitivity as a 
moderating variable to study the moderating effect between green product eco-labels and 
consumers’ willingness to pay premiums. 

3. Research hypothesis 

The impact of eco-labels on consumers' willingness to pay for premium green products. 
Existing studies have shown that consumers' willingness to buy green products is difficult to 
convert into actual purchase behavior. The reason is that companies need to pay higher costs 
than traditional products during the entire life cycle of green products. Therefore, consumers 
also need to bear a certain degree of premium when buying green products. In addition, eco-
labels can deepen consumers' awareness of products and increase consumers' trust in green 
products. Consumers’ cognition and trust in products will positively influence consumers’ 
green purchasing decisions (Meagan Wheeler, Anne Sharp, Magda Nenycz-Thiel, 2013). 
Therefore, this article proposes the following hypothesis:  

H1: Eco-labels are positively affecting consumers' willingness to pay premiums. For green 
products with eco-labels, consumers have a higher willingness to pay premiums. 

The impact of consumer perceived value on the impact of eco-labeling on consumers’ 
willingness to pay for premium green products. Eco-label is an authoritative certification mark. 
In a market environment with asymmetric information, consumers hope to reduce possible 
losses through expert opinions (Aqueveque C, 2006). Therefore, eco-labels and expert opinions 
can generally enhance consumers' familiarity and trust in products. Juan Kang (2020) and other 
scholars studied consumers’ purchase intentions for traceable agricultural products based on 
the ABC attitude model. The results show that consumer familiarity with products positively 
affects consumers’ perceived value, and perceived value also affects consumers’ purchase of 
products Will. According to the consumer value theory, the more consumers trust the product, 
the more willing to pay a higher price. Based on this situation, this article proposes the 
following hypothesis:  

H2: Eco-labels positively affect consumers' perceived value. With eco-labels, consumers' 
perceived value is higher.  

H3: Consumers’ perceived value has an impact on consumers’ willingness to pay premiums. The 
higher the perceived value of consumers is, the higher the willingness to pay for green products 
is.  

H4: Consumers’ perceived value plays an intermediary role between eco-labels and consumers’ 
willingness to pay for green product premiums. 

The moderating effect of consumer price sensitivity. In the market, green products generally 
come with high price attributes. After conducting interviews with consumers, Jinjie Ye (2018) 
found that the main reason for consumers not to choose green products is that the product 
prices are too high. Research by Xiaohong Wang (2018) and other scholars also shows that 
because of the high price of green products, consumers' perceived value of green products is 
low, thus forming an "attitude-behavior gap" for green consumption. Price sensitivity reflects 
consumers' perception of changes in product prices. In addition, according to the principles of 
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economics, consumer choices in reality are limited by the incompleteness of knowledge, 
information and experience. The more familiar the consumer is with the product, the higher the 
degree of trust, the higher the perceived value obtained, and the more willing to buy the product. 
At the same time, different consumers have different price sensitivities(Li Yin,2019), and there 
are also differences in consumer behavior and perceived value. Therefore, it can be considered 
that consumers’ price sensitivity has a mediating effect between green product eco-labels and 
consumers’ willingness to pay premiums.  

H5: Consumers’ price sensitivity plays a moderating role between eco-labels and consumers’ 
willingness to pay premiums. 

4. Questionnaire Design and Empirical Analysis 

4.1. Questionnaire Design 

This article uses questionnaires to obtain data. First of all, after reading the relevant literature, 
the content of the questionnaire is designed for the questions in this article. Then, conduct a 
small-scale pre-survey on campus, further improve the questionnaire based on the pre-survey 
results, and finally determine the formal questionnaire. 

The formal questionnaire consists of two parts with a total of 20 items. The first part is the 5-
point Likert scale measurement items of eco-labeling, perceived value, price sensitivity, and 
willingness to pay premium. Among them, the eco-label scale draws on the scale developed by 
Chang Nannan and Chekima to measure consumers' attitudes towards eco-labels from the 
perspectives of the cognitive acceptance and trust of eco-labels. There are 6 items in total. The 
Perceived Value Scale was revised by reading the literature and drawing on the measurement 
scales of Khan & Mohsin, Cheng Zhang, and Qiang Xie, and set up 7 items. The price sensitivity 
scale is based on the scale of Ziwei Luo and others, and has 3 items in total. The scale of 
willingness to pay premium consists of 4 items. The first three items are based on the 
measurement scale of scholars Juliet and Denghua Yuan (2013)’s willingness to pay premium; 
the last item is a survey of consumers’ willingness to pay premium. The second part is the 
statistics of the basic characteristics of consumers, including gender, age, education level, 
income, etc. 

Data sources and sample characteristics. The questionnaire is mainly distributed online. The 
questionnaires were distributed on February 15, 2020, which lasted about 3 days. A total of 
204 questionnaires were collected, and there were no invalid questionnaires. The 
questionnaire collection efficiency is 100%. Most of the respondents in this questionnaire 
survey are female students with a relatively high level of education. These consumers have 
higher perceptions and requirements for product quality, price, performance, etc., and are 
potential or actual purchasers of green products. Therefore, the data in this article are 
representative. 

4.2. Empirical Nnalysis 

This article mainly uses SPSS 22.0 software for data processing. 

Descriptive statistics of consumers' attitudes towards eco-labels. This article sets up 6 items to 
measure consumers' attitudes towards eco-labels, and uses a 5-point Likert scale to score each 
item. The average score of the scale is 3.43. It can be seen that consumers' cognitive acceptance 
and trust in eco-labels are not high, and the government or education departments need to 
improve consumers' attitudes towards eco-labels through further publicity and education. 
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Table 1. Eco-label test item score table 
Eco-label test item average score 

1 
Through the introduction, I can quickly understand and accept the eco-label 

system 
3.92 

2 I fully understand the connotation of eco-labels 3.19 
3 Eco-labels can give me tips and make me better choose green products 3.87 
4 Products with eco-labels must be green products 3.25 
5 Eco-label certification bodies are reliable 3.58 
6 The eco-label certification process is fair and credible 3.54 

Average scale score 3.43 

 

Descriptive statistics of consumer perceived value. A total of 7 items are set for the 
measurement of consumer perceived value. A 5-point Likert scale was used to score each item, 
and the average score of the scale was 3.56. It can be seen that consumers have better perceived 
value for washing machines with eco-labels. 

 

Table 2. Scoring table of perceived value measurement items 
Perceived value measurement item Average score 

1 Using eco-labeled washing machines will cause less damage to clothes 3.52 
2 Eco-labeled washing machines are more efficient 3.34 
3 I like to use eco-labeled washing machines 3.58 
4 Using eco-labeled washing machines makes me happier 3.46 

5 
Using eco-labeled washing machines can make me leave a healthy and positive 

impression on others 
3.53 

6 
The use of eco-labeled washing machines is beneficial to reduce environmental 

pollution and resource consumption 
3.54 

7 Eco-labeled washing machines are worth the money 3.56 
Average scale score 3.56 

 

Descriptive statistics of willingness to pay premium. A total of 4 items are set for the 
measurement of consumers' willingness to pay premium for green products. According to the 
5-point Likert scale, the average score on the scale is 3.52. It can be seen that consumers have 
better perceived value for washing machines with eco-labels. 

 

Table 3. Scoring table of willingness to pay premium test items 
Willingness to pay premium Average score 

1 I am willing to pay a higher price for a washing machine with eco-label 3.53 

2 
Only when the price of washing machines with eco-labels is very high, I will 

choose washing machines without eco-labels 
3.48 

3 
I am willing to pay a much higher price than a washing machine without an eco-

label for a washing machine with an eco-label 
3.52 

4 Willingness to pay a premium for an eco-labeled washing machine 3.54 
Average scale score 3.52 

 

Descriptive analysis of price sensitivity. Consumers’ willingness to pay premiums for green 
products has a total of 3 reverse questions. A 5-point Likert scale was used to score each item, 
and the average score of the scale was 2.69. It can be seen that consumers are less sensitive to 
the price of eco-labeled washing machines, that is, the price level has less influence on 
consumers. 

 



Volume 1 Issue 12, 2020 

DOI: 10.6981/FEM.202012_1(12).0028 

179 

Frontiers in Economics and Management 

ISSN: 2692-7608 

Table 4. Price sensitivity measurement item score table 
Price sensitivity measurement item Average score 

1 I don't mind paying a higher price to buy an eco-labeled washing machine 2.69 
2 I don’t care about spending more money to try eco-labeled washing machines 2.79 
3 I think it is worth spending more money to buy a real green washing machine 2.59 

Average scale score 2.69 

 

Reliability test. The Cronbach α coefficient is used to express the internal reliability of the 
questionnaire. The Cronbach α coefficient of eco-label and consumer perceived value is greater 
than 0.8, the Cronbach α coefficient of price sensitivity is greater than 0.7, and the Cronbach α 
coefficient of premium willingness to pay is greater than 0.9. This shows that the internal 
consistency of the items is high, and the reliability of the questionnaire is high. 

Validity test. Exploratory factor analysis is carried out on the four variables of eco-label, 
perceived value, price sensitivity and willingness to pay premium to test the validity of the scale 
items. The results of exploratory factor analysis are shown in the above table: the cumulative 
contribution rate is higher than 50%, the KMO value is higher than 0.6, and the Sig value of the 
four variables in the Bartlett sphericity test is lower than 0.05, which indicates that the 
correlation between the variables is significant. Suitable for factor analysis. The composition 
matrix of each variable is shown in the following table. It can be seen from the table that the 
factor loading of each variable is greater than 0.5, indicating that the scale has good structural 
validity. 

Correlation analysis. Pearson correlation analysis was performed on the four variables. As 
shown in the table, eco-label, perceived value, and willingness to pay premium all have a certain 
positive correlation, while price sensitivity has a certain negative correlation with eco-label, 
perceived value, and willingness to pay premium. All correlation coefficients are significant. 
Therefore, it can be preliminarily judged that both eco-labels and perceived value are 
significantly positively correlated with consumers' willingness to pay premiums for green 
products; while price sensitivity is significantly negatively correlated with both perceived value 
and consumers' willingness to pay premiums. 

(1) The regression model of eco-labels and willingness to pay for green product premiums. The 
eco-label is the independent variable, and the willingness to pay for the green product premium 
is the dependent variable. The degree of explanation of the independent variable's eco-label to 
the variation of the dependent variable's willingness to pay premium is 33.3%, which is 
acceptable in this experiment. 

Table 5. Regression analysis of ecological label and willingness to pay premium 

Model 
Non-standardized coefficient Standardized coefficient 

T Sig R2 
β standard error Βeta 

constant 1.236 0.231  5.344 0.000 
0.333 

Eco-label 0.641 0.064 0.577 10.045 0.000 

 

(2) The regression model of eco-label and perceived value. The eco-label is the independent 
variable, and the perceived value is the dependent variable. The explanation degree of the 
independent variable eco-labels for the variation of the perceived value of the dependent 
variable is 41.8%, which is acceptable. 

Table 6. Regression analysis of ecological label and perceived value 

Model 
Non-standardized coefficient Standardized coefficient 

T Sig R2 
β standard error Βeta 

constant 1.245 0.196  6.352 0.000 
0.418 

Eco-label 0.652 0.054 0.646 12.038 0.000 
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(3) Perceived value and willingness to pay premium. The independent variable of the model is 
the perceived value of consumers, and the dependent variable is the willingness to pay a 
premium. Perceived value explains more than 50% of the variation in consumers’ willingness 
to pay premiums, and the fitting effect of the model is acceptable. 

Table 7. Regression analysis of perceived value and willingness to pay premium 

Model 
Non-standardized coefficient Standardized coefficient 

T Sig R2 
β standard error Βeta 

constant 0.512 0.181  2.829 0.005 
0.585 

Perceived value 0.843 0.050 0.765 16.892 0.000 

 

(4) Eco-label and perceived value and willingness to pay premium. The independent variables 
of the model are eco-labels and consumer perceived value, and the dependent variable is 
willingness to pay premium. The coefficients of eco-label and perceived value are both greater 
than 0, and the Sig value of the T test is less than 0.05, indicating that both eco-label and 
perceived value significantly positively affect consumers' willingness to pay premium for green 
products 

Table 8. Regression analysis of ecological label, perceived value and willingness to pay 
premium 

Model 
Non-standardized coefficient Standardized coefficient 

T Sig R2 
β standard error Βeta 

constant 0.311 0.197  1.579 0.116 
0.593 Eco-label 0.742 0.065 0.673 11.480 0.000 

Perceived value 0.158 0.065 0.142 2.419 0.016 

 

Mediation effect test. Through linear regression analysis on the three variables of eco-label, 
perceived value and willingness to pay premium, it can be found that the data explains that 
perceived value is an intermediate variable between eco-label and willingness to pay premium. 

Moderating effect test. The eco-label is used as the independent variable, the willingness to pay 
premium is the dependent variable, and price sensitivity is added as the moderating variable 
for hierarchical regression analysis. The analysis results show that the standardization 
coefficient of the interaction item (eco-label*price sensitivity) of eco-label and consumer price 
sensitivity is 0.017 (Sig>0.05), that is, price sensitivity has no direct effect between eco-label 
and willingness to pay premium The regulatory role of the above. The interaction item of eco-
label and price sensitivity has no significant effect on perceived value; the interaction item of 
perceived value and price sensitivity has no significant effect on willingness to pay premium. 
There may be two reasons for this: (1) Price is not the only factor that affects consumers' 
purchasing decisions. (2) Different consumers have different price sensitivity, resulting in 
different perceived value. 

5. Main Conclusions and Implications 

Studying the factors that affect consumers' willingness to pay premiums can more effectively 
promote consumers' purchase of green products. This article explores the impact on 
consumers' willingness to pay premiums for green products from three aspects: eco-labeling, 
consumer perceived value, and price sensitivity. The research found that: (1) Eco-labels and 
consumer perceived value have a positive and significant impact on consumers’ willingness to 
pay premiums for green products. (2) Eco-labels have a positive and significant impact on 
consumers' perceived value. (3) Consumers’ perceived value plays an intermediary role 
between eco-labels and consumers’ willingness to pay premiums for green products. (4) The 
moderating effect of price sensitivity is not supported by data. This may be because most 
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consumers in this article are willing to pay a premium for green products and are not price 
sensitive. 

Studying the factors that influence consumers' willingness to pay premiums for green products 
can better determine the direction of increasing consumers' actual purchases. Therefore, the 
results of this article provide a clearer and operable direction for green product companies and 
marketers, and also provide a basis for the government to further promote green products. 

The enlightenment provided by the research conclusion is as follows: 

(1) Companies can use eco-labels as a green product marketing tool to enhance consumers' 
perceived value of green products, and then purchase green products. Strengthen the 
dissemination and publicity of eco-label knowledge, enhance consumers' awareness of eco-
labels and recognition of green products, and increase consumers' willingness to pay premiums 
for green products. 

(2) The government can promote the green product eco-label certification system, strengthen 
the publicity and education of green products and eco-labels, and other measures to enhance 
consumers' awareness and trust in eco-labels, and guide consumers to purchase green products. 
In addition, we should cooperate with enterprises to give them more policy support and 
financial assistance, encourage enterprises to vigorously produce green products, and promote 
the expansion of the green product market. 

The disadvantage is that the survey subjects are relatively concentrated and the survey method 
is relatively simple. Future research can consider subdividing different dimensions of 
consumer perceived value. 

Acknowledgements 

Funded by “Philosophy and Society of Guangdong Province Scientific Planning Project”, 
Approval number :GD1ⅨGL31 

References 

[1] Wang Xiaohong, Hu Shilei, Zhang Xueyan. Why do consumers differ in their words and deeds: Green 
consumption attitudes: A review and prospects of the behavioral gap research[J]. Economics and 
Management Review, 2018, 34(05): 52-62. 

[2] Yang Xiaoyan, Zhou Yijin. Green value: a new dimension of customer perceived value[J]. China 
Industrial Economics, 2006(07): 110-116. 

[3] Li Wangu. Philosophical thinking on green products [J]. Journal of Shandong Radio & TV University, 
1998(03): 17-20. 

[4] An Yamei, Wang Pengtao. Research on the impact of eco-labels on green brand purchase 
intentions[J]. Special Economic Zone, 2019(10): 65-69. 

[5] Zhang Xuemu, Wang Xining. The impact of eco-labeling on the purchase intention of green products-
with consumers' perceived value as an intermediary [J]. Ecological Economy, 2019, 35(01): 59-64. 

[6] Fu Lifang, Deng Hualing, Wei Wei, Xu Shiyang. Analysis of green agricultural product consumption 
influencing factors and purchase behavior based on Probit regression[J]. Ecological Economy, 2014, 
30(07): 60-64. 

[7] Liang Yan, Zhu Yanliang, Wang Huiyan, Xie Jiaping. Research on Consumers’ Willingness to Pay for 
Online Agricultural Products Purchase Based on Feature Price Model[J]. Journal of Henan College of 
Finance and Taxation, 2019, 33(05): 21-30. 

[8] Luo Ziwei, Chen Siyun. Research on the Relationship between Emotional Consumption and Price 
Sensitivity——Taking Nostalgic Tourism as an Example [J]. Price Theory and Practice, 2016(12): 
204-207. 



Volume 1 Issue 12, 2020 

DOI: 10.6981/FEM.202012_1(12).0028 

182 

Frontiers in Economics and Management 

ISSN: 2692-7608 

[9] Zhu Liye, Yuan Denghua. How does brand symbolic value affect consumers' willingness to pay 
premiums-the moderating role of gender and product visibility[J]. Contemporary Finance, 
2013(06): 66-76. 

[10] Brahim Chekima,Syed Azizi Wafa Syed Khalid Wafa,Oswald Aisat Igau,Sohaib Chekima,Stephen 
Laison Sondoh. Examining green consumerism motivational drivers: does premium price and 
demographics matter to green purchasing?[J]. Journal of Cleaner Production,2016 , 112. 

[11] Shaw D, Mcmaster R, Newholm T. Care and commitment in ethical consumption:An exploration of 
the‘attitude–behaviour gap’[J].Journal of Business Ethics, 2016, (02) :251-265. 

[12] Meagan Wheeler, Anne Sharp, Magda Nenycz-Thiel. The effect of ‘green’ messages on brand 
purchase and brand rejection[J]. Australasian Marketing Journal (AMJ),2013,21(2). 


