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Abstract 
Green consumption is a new requirement for China's social and economic development, 
and it is essential for building a beautiful China and realizing socialist modernization. 
The research on green consumption behavior is the hot spot and focus of research in 
environmental science, psychology, marketing and other fields in recent years. This 
article mainly studies the causal chain from green knowledge to environmentally 
friendly behavior. The method of online questionnaire survey was used to obtain 330 
valid data, AMOS24.0 and SPSS23.0 software were used to test the fit of the hypothesis 
model. Based on the gap between environmental knowledge and green buying behavior, 
this article uses environmental attitude and responsibility as the intermediary variables 
to explore the impact of knowledge on the gap between green buying behavior. The 
results show that there is no correlation between knowledge and green purchasing 
behavior. Environmental attitude and responsibility play a complete intermediary role 
between knowledge and green purchasing behavior. 
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1. Introduction 

With the changes of the main contradictions, the goal of China's socialist modernization 
construction has expanded from "prosperity, nationality, civilization, harmony" to "prosperity, 
nationality, civilization, harmony, beauty." In the new era, while we are creating more material 
and spiritual wealth, ecological, and environmental issues such as soil erosion, air pollution 
have attracted more and more attention, and people's awareness of environmental protection 
is improving. 
Environmental protection behavior is affected by internal and external factors, and knowledge 
is an important driving force for promoting environmental behavior. Generally speaking, the 
environmental knowledge and skills one has, the more willing to pay high prices for 
environmentally friendly products. But many researchers point out that knowledge is not 
enough to promote environmentally friendly action. Attitude is an important field of consumer 
psychology research and is considered the basic factor in making green buying behavior. 
Environmental responsibility is a personal awareness of active low-carbon consumption 
behavior to protect the environment [1]. Consumers who have a sense of responsibility will 
strive to reduce their environmental impact. 
Therefore, it is of great significance to explore how to establish consumers' environmental 
knowledge under the guidance of green purchasing attitude and responsibility, especially in 
China's ecological civilization and the construction of beautiful China. 
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2. Theoretical Basis and Research Hypothesis 

2.1. Environmental Knowledge 
Fryxell and Lo hold that environmental knowledge is "general knowledge about the facts, 
concepts and relationships of the natural environment and its main ecosystems," covering 
environmental protection, natural environment, ecosystems, etc. [2]. Knowledge plays a 
positive role in promoting pro-environmental behavior, and is the main variable to explain 
environmental behavior. Vicente's analysis based on the survey data of the United States, Spain, 
Brazil and Mexico shows that the level of knowledge will affect people's willingness to protect 
the environment [3]. Therefore, the hypothesis is put forward. 
H1: Environmental knowledge positively affects green purchasing behavior. 

2.2. Environmental Attitude 
Freedman proposed that attitude is a psychological tendency composed of three components: 
cognition, emotion, and behavior tendency. Gadenne found that consumers who care about the 
environment are more likely to establish positive beliefs in protecting the environment and 
reducing environmental damage [4]. Therefore, the hypothesis is put forward. 
H2: Environmental knowledge positively affects consumers' attitudes towards the 
environment. 

2.3. Green Buying Behavior 
Green buying behavior means that consumers buy products that do not cause damage to the 
environment and consciously resist products that damage the environment or waste 
environmental resources. Attitude is an important driving force of environmental behavior and 
behavioral intentions. Bang found that when people realize that their buying behavior will 
reduce damage to the environment, customers who are more concerned about the environment 
are more inclined to pay a premium for renewable energy [5]. Therefore, the hypothesis is put 
forward. 
H3: Consumers' environmental attitudes positively affect green purchasing behavior. 

2.4. Environmental Responsibility 
Responsibility is a duty and task. Research points out that environmental knowledge directly 
affects environmental responsibility behavior. Scholar found that knowledge has a direct 
impact on general green behavior and recycled paper purchase behavior. Other scholars 
pointed out that tourists with rich environmental knowledge have a relatively strong 
perception of recreation impact and are more inclined to take environmental responsibility 
behavior [6]. Therefore, the hypothesis is put forward.  
H4: Environmental knowledge is positively affecting environmental responsibility behavior. 
Some studies have shown that environmental attitude positively affects environmental 
responsibility behavior through environmental behavior intention. Song takes Korean tourists 
as the research object; the results show that the environmental attitude of tourists promotes 
the occurrence of their environmental responsibility behavior [7]. Therefore, the hypothesis is 
put forward. 
H5: Environmental attitudes positively affect environmental responsibility. 
Responsibility, as a psychological and behavioral mode formed by internalization of external 
social norms, plays a very important role in individual behavior decision-making. People with 
environmental responsibility are more willing to change from rational consumers to social 
people, take the initiative to assume environmental responsibility, improve ethics, and act pro-
environmentally [8]. Therefore, the hypothesis is put forward. 
H6: Environmental responsibility is positively affecting green buying behavior. 
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Regarding the relationship between knowledge and environmentally friendly behavior, 
different scholars have given different answers. Pihui Liu pointed out that knowledge has no 
direct influence on environmental protection behavior, but environmental protection 
knowledge possessed by consumers positively affects their attitude towards the environment 
[9]. Sheng Guanghua believes that environmental responsibility is the internal driving force of 
green procurement [10]. Some scholars believe that knowledge is an indirect positive 
environmental behavior. Therefore, the hypothesis is put forward. 
H7: Consumers' environmental attitudes play a mediating role between knowledge and green 
purchasing behavior. 
H8: Consumer environmental responsibility mediates between knowledge and green 
purchasing behavior. 
According to the above analysis, the model is established, as shown in Figure 1. 
 

 
Figure 1. Research model 

Note: EK: environmental knowledge, EA: environmental attitude, ER: environmental 
responsibility, GPB: green buying behavior. 

3. Research Design and Methods 

3.1. Data Collection and Measurement Tools 
The data in this article comes from the questionnaire star, a total of 480 questionnaires were 
collected, and 150 invalid questionnaires were excluded. Based on of literature review and 
previous research, each variable comes from the mature scale. This article uses the Likert 7-
level scale to collect data through questionnaire stars. 

3.2. Data Validation 
Perform confirmatory factor analysis on the theoretical framework, (χ2=122.754, χ2/ df =2.081, 
GFI = 0.944, TLI = 0.965, CFI = 0.973, RFI= 0.934, RMSEA = 0.057) All indicators meet the 
standard values. According to the data in Table 1, the combination reliability (CR) is above 0.7, 
there is good consistency among the items. The discriminant validity was above 0.5; the 
convergence validity between items was good. Therefore, the scale used in this study has good 
structural reliability and validity. 
 

Table 1. Results of confirmatory factor analysis and reliability analysis of variables 
Facet Std. CR AVE Cronbach's alpha 

EK 0.699-0.857 0.880 0.648 0.877 
EA 0.708-0.755 0.774 0.533 0.772 
ER 0.754-0.863 0.860 0.673 0.858 

GPB 0.788-0.821 0.847 0.648 0.846 
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Table 2. Results of discriminant validity analysis of potential variables 
 AVE GPB ER EA EK 

GPB .648 .805    
ER .673 .798 .820   
EA .533 .675 .688 .730  
EK .648 .564 .608 .649 .805 

Note: bold indicates the square root of Ave. 

3.3. Structural Model Checking 
As shown in Table 3, hypothesis 1, the normalized direct effect is 0.05, p>0.05. Reject the 
positive correlation between environmental knowledge, and green purchase behavior; Other 
hypotheses have p-values less than 0.05 and the hypotheses are supported.  
 

Table 3. Research hypothesis analysis 
Hypothesis Path Estimate S.E. C.R. P 

H1 EK→GPB 0.044 0.066 0.67 0.503 
H2 EK→EA 0.544 0.063 8.616 *** 
H3 EA→GPB 0.252 0.1 2.525 0.012 
H4 EK→ER 0.291 0.08 3.652 *** 
H5 EA→ER 0.628 0.111 5.652 *** 
H6 ER→GPB 0.575 0.076 7.544 *** 

Note: P: *p <0.05, **p <0.01, ***p <0.001. 
 

According to Table 3, it is concluded that there is no significant positive correlation between 
environmental knowledge and green buying behavior, and the relationship between 
environmental attitude and environmental responsibility is tested. Pass non-parametric tests 
to test whether the indirect influence is significant. 
The results are shown in Table 4; the direct effect is not significant, and the total indirect effect 
is significant. Therefore, environmental attitude and responsibility play a completely mediating 
role between knowledge and green purchasing behavior. Indirect effect path 1,2,3,The 
confidence interval of bias corrected 95% and percentile 95% did not include 0, Z value > 1.96. 
Therefore, environmental responsibility and environmental responsibility play a completely 
role. 
 

Table 4. Intermediary analysis 

SIE point est 
product of coef. bias—corrected percentile 
SE Z Lower Upper Lower Upper 

int1 .197 .048 4.104 .122 .317 .114 .303 
int2 .137 .058 2.362 .036 .265 .034 .262 
int3 .167 .056 2.982 .068 .288 .063 .282 

Total indirect effect .501 .067 7.478 .382 .648 .379 .644 
Direct effect .044 .067 0.657 -.089 .175 -.095 .172 
Total effect .545 .062 8.790 .426 .67 .422 .665 

Note: int1=EK→EA→ER→GPB; int2=EK→EA→GPB; int3=EK→ER→GPB. 

4. Research Conclusion 

This study uses a structural equation model to evaluate the causal chain from environmental 
knowledge to green purchasing behavior. By testing the data hypothesis, hypothesis 1 is 
rejected, which is consistent with the conclusion drawn by many scholars. The remaining 
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hypotheses are supported, proving the mediating effect of environmental attitudes and 
responsibilities. 
This research provides a theoretical reference for environmental knowledge to pro-
environmental behavior. At the same time, it gives new ideas and methods for environmental 
education. Sufficient environmental knowledge is not enough to transform consumers from 
rational people into social people. Therefore, only knowledge is not feasible. Based on learning 
and consolidating theoretical knowledge, education should pay more attention to emotional 
training. When the environment stimulates consumer emotions, environmental protection 
behaviors are more likely to occur. Therefore, when we conduct environmental education, we 
should be based on emotions to inspire people's attitudes and responsibilities for pro-
environmental behaviors. 
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