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Abstract. In view of the economic potential of green consumption, this study collected 555 valid
samples through questionnaires to explore the influencing factors of consumers' green purchase
behavior. The results show that consumer’s perception of corporate social responsibility (CSR) and
attitude toward green product have significantly positive effects on the green purchase behavior.
Among them, the green attitude has partially mediating effect on the relationship between perceived
CSR and green purchase behavior. In addition, environmental consciousness has a significantly
positive moderating effect on the relationship between green attitudes and green purchase behavior,
and it has a significantly negative moderating effect on the relationship between perceived CSR and
attitudes toward green product. It can be seen that perceived CSR, green attitude, and environmental
consciousness are the important factors influencing consumers' green purchase behavior.
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Internal reliability Convergent validity
Construct & ltem
Cronbach’ s a Item-total correlation Factor loading CR AVE
Perceived CSR (M=3.932; SD=.622) from Lombart & Louis (2014)[®
CSRL. AW #Ak R ik # R .886 631 731 911 .594
CSR2. A~ Vx5l 2h & 672 767
CSR3. fftHEmiit == 8 682 776
CSR4. HALH 2 &AL 2k 728 813
CSR5. SCHEH T BUR R 654 751
CSR6. TFptt 230Gz 671 766
CSR7. it gl 695 786
Green Attitudes (M=4.170; SD=.592) from Chang (2011) %
ATTL. EXREGE T 797 614 797 .868 623
ATT2. Sax ™ b RFIEHIZ& B 661 830
ATT3. AL iR IR AT 610 794
ATT4. ISR i IS5 540 732
Purchase Behavior (M=3.925; SD=.610) from Kim & Choi (2005) ! and Matthes et al. (2014) [*#!
PBL. MK/ i AL WA L3 772 564 762 854 595
PB2. JE I Lk ™ i 557 757
PB3. T Rl m I 2 ™ i 626 810
PB4. X I F B I b 547 754
Environmental Consciousness (M=4.177; SD=.582) from Matthes et al. (2014)1*® and Ritter et al. (2014)*¥
ECl. ROVAEASIES 817 .683 .837 .880 647
EC2. SRLHBIRMIANR J& 678 833
EC3. 344 H ST — i 632 .800
EC4. I\ NIIF LM AT o & 563 744
F2 Xk
Constructs 1 2 3 4

1.CSR 71

2.ATT 574" .789

3.PB 622" .683™ 71

4. EC 533" .644™ .603™ .804

Note: The square roots of average variance extracted (AVES) are shown in bold on the diagonal of the matrix;
off diagonal elements are the correlations between constructs.
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R4 R s, RRICSRAT AR €45 % (=574, p<.00L) R (LI SKAT J9(6=.622, p<.001)
R M IE e, FLE RS 0 AR 714 B IA 1 32.8% F138.6%, N [ F=271.274 1
F=348.693tHiA 2 i % /K1 (p<.001), [AtH1(a). HI(b)FRAG 3 FF. FEEMICSRE SR EAI AT N
HIR RTINSO, BAICSRXS 4 Ul SLAT A KIS T FEAT) 535 (8=.342, p<.001),
177 EL R 5 )5 B R R 7115 $154.4%, F=331.7271134 3| 2 3 /K P (p<.001), W] kN%% (7 B 7E B
CSRE &R (W IAT A Z A EA M P AR, HH2IR A S F

EVERCR DT, B2, HTFEHICSR (8=.420, p<.001)5 H¥E & 17 (=.380, p<.001)%fF
GETYIATNE RIIER BERR, (HECHICSR SRS & R HH I TN 43 ) 4T A [ R
ik F) i K (8=.006, p>.05), i HVH %S5 (AR /135 548.7%, F=176.5901% 3| i # /KT
(p<.001), VIFfEAT1.111~1.396, AL, FomERACSRIT LRI EAT A IE 7 5%
o AR ZEH R E PG RIS R A BEE R, MIH3@) ARG SRR HIK,
JEHICSR (8=.322, p<.001) 53FEE R (5=.472, p<.001)%f TR EOEER LM EREERXRR, 1M
JEHICSR 5 31358 i VR R AH SR IS S 0 245 FEE 22 50 2R HIK 31 535 1A 4770 52 (B=-.073, p<.05), 1 %
JE HMRRE 1 7949.1%, F=179.008 11K B & 2% /K1 (p<.001), VIF{ESr11.111~1.498, BEATILL
PR, FORBCRICSR SR ML RIS R, 2 BRI TH 938 A B PR B ORI A L3R ¢ &
PAAESLRCR, RIH3(0) 3RS 3K . fefa, SRt (=504, p<.001) 5355 i1 (5=.279, p<.001)
R ER I SEAT RS RIR AR IERSCR, 4% 3 5 PR R IR A R0 4 SR AT N2
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KF(p<.001), VIFES T1.147~1.754, HAILLEMER G, RRGEOSEX THENET NN
EARFR, 2N 2 88 IR e Bk e R 774984k 808, BTH3(C) 3 0 .

&3 [ Hr s R

Hypothesis Path B p R? F Sig. Supported
H1(a) CSR—ATT 574 <.001 32.8% 271.274 <.001 Y
H1(b) CSR—PB .622 <.001 38.6% 348.693 <.001 Y

H2 CSR—ATT—PB 342 <.001 54.4% 331.727 <.001 Y
CSR—PB 420 <.001

H3(a) EC—PB .380 <.001 48.7% 176.590 <.001 N
CSR*EC—PB .006 >.05
CSR—ATT 322 <.001

H3(b) EC—ATT A72 <.001 49.1% 179.098 <.001 Y
CSR*EC—ATT -.073 <.05
ATT—PB 504 <.001

H3(c) EC—PB 279 <.001 51.7% 198.326 <.001 Y
ATT*EC—PB .086 <.01
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