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Abstract 

This article through to the green consumption of related literature, carried out the study 
of green consumption behavior and its influencing factors, and made some related 
research results, but due to differences in culture, environment, etc, both at home and 
abroad, foreign research conclusion is not necessarily applicable in China, and domestic 
research on influence factors of green consumer behavior is not enough in-depth, It 
cannot deeply summarize the influencing factors of green consumption behavior in 
accordance with China's national conditions. At the same time, this paper also expounds 
the relevant concepts, development and evolution of green consumption, which lays a 
foundation for the subsequent research on the influencing factors of green consumption 
behavior. 
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1. Introduction 

At present, the public has been generally aware of the seriousness and harm of resource and 
environment problems, so it is urgent to build a harmonious and sustainable development of 
society. Green consumption is a kind of environment-friendly consumption mode, which has 
been widely publicized and promoted in the world. More and more people have realized the 
importance of green consumption and expressed their willingness to carry out green 
consumption. However, in actual green consumption activities, people's green consumption 
behavior will be affected by a variety of factors. 

2. Research on connotation of green consumption 

In 1963, based on the relationship between the environment and consumption, consumers 
International union first proposed "green consumption" and proposed that consumers have the 
obligation to protect the environment. In 1981, Lester R Brown, an American scientist, 
proposed the concept of "sustainability" in Building A Sustainable Society, and pointed out that 
"sustainability" was the way to protect the ecosystem and develop renewable energy. In 1987, 
British scholars Elkington and Hailes systematically elaborated The concept of "Green 
consumption" for The first time in The Green Consumer Guide, and actually defined Green 
consumption by avoiding consumption of specific goods. In 1994, the United Nations 
Environment Programme proposed "sustainable consumption" in the report "Policy Factors of 
Sustainable Consumption", and clearly defined the connotation of sustainable consumption. 
Since then, the concept of "green consumption" has swept the world. In addition, domestic 
scholars also have their own views on green consumption. Zhao Jieli et al. (2016) put forward 
that green consumption is mainly reflected in four aspects: economy, sustainability, cleanliness 
and comprehensiveness. Yue Qisong (2016) believes that green consumption is a manifestation 
of the greening of life style and an important part of the construction of ecological civilization. 
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More and more researchers at home and abroad begin to analyze and study green consumption 
from various aspects and angles. 

Different from ordinary consumption, consumers should consider environmental factors as 
much as possible when carrying out green consumption to reduce environmental pollution, but 
there are certain difficulties in guiding consumers to change their consumption patterns. As 
Sheng Guanghua et al. (2018) said, green products require more costs from research and 
development to raw materials, production and packaging, and their prices are higher than 
ordinary products, so green consumers need to pay more premium for environmental factors. 
In addition to economic sacrifice, green consumption also requires consumers to change their 
living habits, such as the setting of air conditioning temperature, the timely shutdown of power 
supply and the recycling of goods, the change of living habits, etc., which require consumers to 
consciously rethink and control behavior. In addition, Kronrod A et al. (2017) also put forward 
that the environmental benefits generated by green consumption are shared by society rather 
than individuals, so consumers need to weigh between social interests and personal interests. 
Individual green consumption behavior can not effectively improve the environment, only the 
participation of the whole society, can produce higher environmental benefits. To sum up, 
green consumption can effectively improve the environment, but due to its high cost and 
difficult transformation, it is necessary to focus on the transformation of consumers' thinking. 
Therefore, green consumption is defined in this paper as a consumption behavior that 
minimizes environmental pollution when consumers purchase, use and dispose of products. 

3. Literature analysis on influencing factors of green consumption 
behavior 

3.1. Psychological Factors 

3.1.1. Environmental responsibility 

Stone G et al. (1995) believed that environmental responsibility is an individual's sense of 
responsibility to protect the environment and solve environmental problems. It is also an 
individual's sense of responsibility to take active actions to solve environmental problems. 
Hines (1987) studied and analyzed a large number of literatures and concluded that individual 
environmental responsibility was an important psychological factor affecting green 
consumption behavior. Miniero et al. (2014) pointed out in their study that consumers' sense 
of environmental responsibility would affect their evaluation of green products and thus affect 
consumers' green purchasing behavior. Ding Heping et al. (2017) put forward that the 
strengthening of environmental responsibility is conducive to the green purchasing behavior 
of student consumers through the investigation and research on the green consumption 
behavior of college students. Sheng Guanghua et al. (2018) believe that environmental 
responsibility will make individuals pay more attention to environmental issues and drive 
individuals to carry out green consumption behaviors. 

3.1.2. Environmental attitude 

Attitude is an individual's psychological tendency towards something (including cognition, 
emotion and behavior). Individuals have different attitudes towards different things. In the 
initial studies on environmental behavior, most scholars believe that "environmental attitude" 
and "environmental concern" are no different. Among them, the new ecological paradigm 
proposed by Dunlap (1978) is the most representative. He believes that there is a complex 
relationship between the natural environment and human activities, and emphasizes that we 
should think about the role of human in nature and strive to achieve harmonious coexistence 
between human and nature. Shen Aiqing (2015) believes that in some current studies, concepts 
such as "environmental attitude" and "environmental awareness" are also mixed because of 
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their similar meanings. Huang Yuan et al. (2019) divided "environmental attitude" into three 
dimensions in their research, namely consumers' belief, emotion and attention to the 
environment. When Yadav et al. (2016) studied green consumption behavior, they believed that 
environmental attitudes can be expressed through environmental concerns, and consumers' 
green purchasing behavior is influenced by environmental concerns. 

3.1.3. Perception 

Ellen P S et al. (1991) believe that consumers will be affected by their perception when they 
conduct consumption behaviors. The perceived effectiveness of perceptual ability is the 
individual's confidence in environmental protection based on his own behavior. Perceived 
efficacy is also considered to be an important psychological variable to distinguish green 
consumers from non-green consumers. When consumers think that their environmental 
protection behavior has little effect on environmental protection, consumers have low 
perception effectiveness and usually will not make green consumption behavior. According to 
research by Goncalves (2016), enterprises should carry out some activities to arouse 
individuals' perception and emotion of green consumption behavior, which had a great 
influence on consumers' green consumption behavior. Khan Md (2018) found that consumers' 
perceived validity had a positive impact on their green purchasing behavior. Sheng Guanghua 
(2019) analyzed consumers' green purchasing tendency from the perspective of personal 
perception relevance. Li Yuanyuan (2019) constructed a structural equation model of 
consumers' tendency to engage in green consumption behavior from the perspective of 
environmental threat perception, proving that the stronger the perceived risk, the stronger the 
tendency to engage in green consumption. 

3.2. External factors 

3.2.1. Product attribute factors 

Every consumer has different product needs. Although green products protect the environment 
to a certain extent, their types and characteristics also need to meet the preferences and needs 
of consumers. Luchs et al. (2010) found through research that consumers tend to choose more 
green products when they buy mild products, but tend to choose non-green products when they 
buy strength products. That is to say, consumers have different consumption choices for 
different product types. Lin Y, C et al. (2012) found through research that consumers attach 
great importance to the effectiveness of products. Many consumers believe that ordinary 
products are more effective than green products, so they will not buy green products. Suki 
(2016) found in his study that the quality factor of green products had a greater impact on green 
consumption behavior than the price factor. However, Khan et al. (2017) showed in their study 
that compared with the price factor, the quality of green products did not have a significant 
impact on green purchasing behavior. Domestic scholars Chen Weijun et al. (2017) believe that 
the perceived impact of green product brands on consumers is also very important, which can 
influence consumers' purchasing behavior by influencing their attitudes. Yang Defeng et al. 
(2017) pointed out that green products themselves have interest appeals, which can be either 
altruistic or selfish, and it is more likely to increase consumers' green purchase if we analyze 
and grasp this. 

3.2.2. Advertising appeal 

Advertising appeal refers to emphasizing certain features based on specific psychological 
factors in advertisements to attract consumers to make green purchases. In the advertisements 
about green products, there are many kinds of appeals, such as sensibility, rationality, 
concreteness, abstraction and guilt. Yang et al. (2015) found through experiments that under 
different emphases, the forms of green product advertisements are also different: when self-
interested interests are emphasized, consumers are more likely to be influenced by specific 
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advertising appeals; when altruistic interests are emphasized, consumers are more likely to be 
influenced by abstract advertising. The two should match each other. The matching between 
the two is regulated by consumers' public self-awareness. When consumers' public self-
awareness is high, abstract advertising appeals are more suitable for altruistic advertising, and 
both abstract and concrete advertising appeals are more suitable for self-interested advertising. 
Between matching is influenced by consumer self regulation of construction, in the collective 
self, altruistic interest in advertising abstract appeals more can stimulate the consumers' 
willingness to spend, selfish interests appeal way and the specific demands of the advertising 
way inspired 'willingness to spend, there was no difference in the individual self, altruistic 
interests specific appeals in advertising can stimulate the consumers' willingness to spend 
more, There is no difference between the consumption intention inspired by the abstract 
appeal mode and the concrete appeal mode in the self-interested advertisement. 

3.2.3. Enterprise factors 

Consumers' green purchase will also be influenced by the motivation of green production 
enterprises. Newman et al. (2014) found through research that when a green product 
enterprise advertised that its product brought more environmental benefits than similar 
products, consumers would try to buy it. If the effect of the product was expected by consumers, 
consumers would think the quality of the green product was relatively ordinary. If something 
unexpected happens, consumers will be tempted to buy. Olsen et al. (2014) believed that 
consumers would be more favorable to brands that launched green products, and the 
relationship between the two was negatively affected by the amount of green information about 
green products. Wang et al. (2016) studied hotel guests' saving behaviors and found that 
consumers with environmental protection efforts (such as providing environmentally friendly 
toothbrushes for free) would be more conscious of saving. Giebelhausen et al. (2016) found that 
consumers' participation in green behaviors had a positive impact on service satisfaction 
through their research on the service industry, and when consumers were given material 
rewards for green behaviors, service satisfaction would be higher. CAI Yuanyuan et al. (2018) 
proposed in the study of "Ant Forest" that enterprises' active communication and interaction 
with consumers can also enhance consumers' awareness of green purchase, thus increasing 
green consumption behavior. 

3.2.4. External group factors 

Every individual is in the big environment of the society and must always keep in touch with 
the outside world. When people accept themselves as a member of a social group, they will also 
pay more attention to the opinions of the surrounding groups when carrying out consumption 
activities. Of course, consumer behavior also affects other individuals in society. Guo Xiaoxiao 
(2017) believes that consumers' green consumption behavior is carried out under the joint 
action of consumers themselves and the social environment, and consumers will be affected by 
group pressure when they make green consumption. Zhan Jijuan (2018) proposed that 
reference groups have a certain influence on consumers' green consumption behavior, and 
suggested to create a good atmosphere for green consumption in society and increase green 
consumption behavior. Tu Zhengge et al. (2015) believe that only when the public actively 
participates in environmental protection activities such as green consumption can ecological 
civilization be realized. 

4. Literature review 

This paper reviews the literature on green consumption, expounds the continuous 
development of the connotation of green consumption, and makes a comparative analysis of 
the literature on the influencing factors of green consumption behavior. Through the above 
review, we can have a better grasp of the concept of green consumption, and also have a deeper 
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understanding of the influencing factors of green consumption behavior and corresponding 
measures to be taken. However, different researchers carry out research from different 
perspectives, and the study on the influencing factors of green consumption behavior needs to 
be analyzed more comprehensively. In addition, there are still some deficiencies in relevant 
research. 

Firstly, the research on the influencing factors of green consumption behavior is not thorough 
enough. Most scholars pay more attention to the psychological factors of consumers, so there 
are more studies on this aspect. However, psychological factors cannot accurately reflect the 
actual situation, and it is difficult to control the psychological factors of consumers. Therefore, 
social group factors can also be used as a key part of the study of green consumption behavior. 
In the following chapters, this paper will discuss the influence of group factors on consumer 
behavior and put forward social interaction measures conducive to promoting consumers to 
purchase green products. Secondly, in terms of research objects, most of the existing researches 
on green consumption behavior take foreign consumers as research objects, and there are not 
many researches on domestic environment. However, due to differences in environment, 
culture and other aspects, more attention should be paid to the premise of taking domestic 
consumers as research objects. Finally, it is about the value creation of green consumption. 
Encouraging and guiding consumers to carry out green consumption can not only bring 
environmental and ecological benefits, but also force enterprises to carry out reform and 
upgrading in this social environment. However, it does not only depend on the efforts of 
consumers, but also the guiding role of the government and enterprises. Therefore, the value 
creation of green consumption should be combined with the three main bodies of the 
government, enterprises and consumers, so that green consumption can be better implemented. 
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