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Abstract. Green purchasing behavior is regarded as the key path to achieve green
consumption. How to stimulate consumers' green purchasing behavior and pro-
mote the generation of green consumption habits is one of the problems that need
to be solved in the field of green consumption. Based on the consumption value
theory, starting from the green consumption value, functional value, environmen-
tal value, emotional value, social value and conditional value are introduced as
the intermediary variables, and an intermediary model of the influence mecha-
nism of consumers' green purchasing behavior is established. This paper dis-
cusses the influence mechanism of green consumption values on green purchas-
ing behavior. Through two-stage longitudinal data collection, a total of 264 data
are matched. The results show that: consumers' green consumption values have
a positive effect on green purchasing behavior; Functional value, environmental
value, emotional value and conditional value play some mediating roles in the
relationship between green consumption values and green purchasing behavior.
Social values do not play a mediating role. The research conclusions not only
deepen the research on the intermediary mechanism of green consumption values
on the effect of green purchasing behavior, enrich the validity range of consump-
tion value, but also provide new ideas and explanations for promoting consumers'
green purchasing behavior.

Keywords: Green Consumption Values, Green Purchasing Behavior, Con-
sumer Perceived Value.

1 Introduction

Resource shortage and environmental pollution have become the bottleneck factors re-
stricting the sustainable economic development of various countries, and the pressure
of resources and environment and the construction of ecological civilization call for
green consumption. As the main body of green consumption, consumers' consumption
preference is the basis for sustainable development[1]. Consumers' green purchasing
behavior plays an important role in promoting the healthy and sustainable development
of the economy and society, as well as achieving harmony between human beings and
nature, and has become a key topic of interest for scholars and policy makers both at
home and abroad.
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Green purchasing behavior refers to the green product purchasing activities con-
ducted by consumers to conserve resources and protect the environment[2]. There have
been many studies conducted by both domestic and foreign scholars on consumers'
green purchasing behavior, with the antecedent exploration mainly divided into two
categories: personal psychological level and external situational level. Personal psy-
chological factors include consumer trust, values, and green purchasing intention, while
external situational factors include social norms, peer pressure, etc. In the existing lit-
erature, values are considered to be a crucial antecedent variable influencing green pur-
chasing behavior because values refer to a belief in the ultimate state and motivation
that controls goal-directed behavior[3], is the main determinant of consumers' con-
sumption needs, attitudes, and behaviors[4], and is more indicative of consumption
tendencies compared with demographic variables and other psychological variables.
For example, Ghazali's research showed that religious values would positively influ-
ence green consumption attitudes and intentions and, therefore, green purchasing be-
havior through green consumption[5]; Nguyen found that consumers with strong cul-
tural values tend to engage in green purchasing behavior[6]. However, as environmen-
tal challenges become increasingly difficult, traditional values are no longer sufficient
to meet the needs of sustainable development in the new context. In this context, green
consumption values have emerged.

Green consumption values refer to the tendency of consumers to express the value
of environmental protection through their purchasing and consumption behaviors[7].
In the existing studies, green consumption values play a moderating role, regulating the
relationship between green consumption attitude and behavior, intention and actual be-
havior. Few studies have paid attention to the relationship between green consumption
values and green purchasing behavior, and only the study of Paco has proved that green
consumption values can effectively predict green purchasing behavior through green
advertising acceptance[8]. Therefore, the "black box" of the specific action path of
green consumption values on green purchasing behavior has not been fully opened. In
the study of individual behavior, perceived value is often introduced into the research
model as an intermediary variable, and its predictive power for behavior has also been
proved. Yang 's research proves that perceived value plays an intermediary role be-
tween media persuasion and green purchasing behavior[9], and Du finds that perceived
green value plays a role in the impact of environmental responsibility on consumers'
green purchasing behavior[10]. However, in the mechanism of the influence of green
consumption values on green purchasing behavior, there is still a lack of quantitative
analysis on whether consumer perceived value has an intermediary role. At the same
time, consumers' green consumption values do not necessarily enhance perceived
value, because this process is also affected by the characteristics of consumers them-
selves. In view of this, this study discusses how green consumption values affect green
purchasing behavior through consumers' perceived value, and examines the moderating
effect of environmental psychological control sources in this influencing mechanism,
so as to enrich the empirical research on green purchasing behavior.



The Impact of Green Consumption Values on Green Purchasing Behavior 641
2 Theoretical Review and Research Hypothesis

2.1  Green Consumption Values and Green Purchasing Behavior

The increasing number of enterprises producing green products, which not all consum-
ers are willing to buy, indicates that there are individual differences in the importance
of consumers to protect the environment, and to understand this difference, Haws pro-
posed the concept of green consumption values. Green consumers attach importance to
the protection of their personal resources[7], and consumers with stronger green con-
sumption values are generally more inclined to protect resources and purchase in a re-
sponsible way [8]. High-quality economic development in the new era needs the sup-
port of green consumption, which requires consumers to use financial and material re-
sources more carefully, and green purchasing behavior has attracted much attention.
Green purchasing behavior refers to the behavior that consumers consider environmen-
tal and sustainability factors when purchasing goods or services [11]. At present, green
purchasing behavior has been widely recognized by the society and has gradually been
incorporated into people's cognitive system, regulating individual's daily specific atti-
tudes and behaviors.

Individuals' core values largely shape their choices and preferences for goods and
services. When a product or service aligns with a person's values, especially when those
values tend toward green consumption, consumers often show a strong willingness to
buy and take corresponding positive actions to achieve this desire, such as in-depth
research on product features, comparing different options, and finally making a pur-
chase decision. When studying the green consumer behavior model, Paco [8](2018)
found that prosocial attitudes directly affect green consumption values, which in turn
actively promote green purchasing behaviors. On the contrary, if a product is contrary
to consumer values, it may be difficult to arouse consumers' buying interest even if its
performance is excellent and the price is attractive. It may even provoke resistance.
Wang [12](2023) found in his research on Zhengzhou residents that green values not
only directly affect the public's green consumption behavior, but also profoundly affect
the public's lifestyle, and thus indirectly promote the generation of green consumption
behavior. This view echoes the research of Palmieri [13](2024), who clearly points out
that green consumption values have a positive impact on purchasing behavior when
exploring the anthems of purchasing behavior. To sum up, personal values play a cru-
cial role in inspiring and shaping purchasing behavior. Based on the above analysis,
this paper proposes research hypotheses:

H1: Green consumption values have a positive promoting effect on green purchasing
behavior.

Although H1 itself is not novel, it further validates previous research while laying
the foundation for the rest of this study.

2.2 The Mediating Role of Consumer Perceived Value

Consumer perceived value focuses on how consumers perceive and evaluate products
or services. This concept emphasizes consumers' subjective feelings and evaluations.
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Consumer perceived value involves multiple dimensions. Different scholars have pro-
posed multiple dimensions for interpretation and measurement from their own research

perspectives, as shown in Table 1.

Table 1. The dimensional division of consumer perceived value by different scholars.

Representative Dimension partitioning Study scenario
figure

Functional value, social value, emo-
Sheth(1991) tional value, conditional value, cog- /
nitive value
Quality value, price value, emo- The development of consumer

S 2001 . .
weeney( ) tional value, social value perceived value scale
Chen(2012) Functi0¥1al value, emotional value Improve the modevl cons.truction
and social value of green purchase intention
Quality value, price value, emo- Willingness to pay a price pre-
Zhang(2020) tional value, social value, Environ- mium for energy-efficient appli-
mental value ances
D The impact of environmental
u . .
Jianguo(2022) Environmental value awaregess on green purchasing
behavior

In recent years, with the vigorous development of green economy, the concept of
consumer perceived value has been gradually introduced into the field of green con-
sumption [14]. Based on previous studies, this study divides the concept into functional
value, environmental value, emotional value, social value and conditional value

Functional value (FV) refers to the perceived usefulness that users derive from a
product's ability to perform its function, utility, or physical properties relative to alter-
natives [15]. According to Sweeney, it should include both quality and price [14]. Func-
tional value has a significant direct impact on purchasing behavior [16]. Khan
[17](2017) showed that functional value (price) has a positive impact on the choice
behavior of green product consumers. At the same time, the perceived quality of a prod-
uct or brand will affect consumers' purchase intention [18] and purchase decision.
Therefore, price value and quality value jointly affect consumers' choice behavior.

Environmental value (EV) refers to the extent to which consumers understand envi-
ronmental problems and are willing to contribute to solving them [19]. Consumers who
hold green consumption values pay more attention to environmental protection when
choosing products and give priority to the environmental performance and source of
products. The research of Kim and Choi [20] (2005) shows that there is a direct and
significant relationship between environmental value and green purchasing behavior.
Biswas[21] (2015) finds that environmental value has a positive impact on sustainable
consumption behavior in India. Khan[17] (2017) found that the impact of environmen-
tal value has a positive impact on the choice behavior of consumers of green products

Emotional value (EMV) refers to the utility generated by the emotion or emotional
state generated by the product. Products and services are often associated with emo-
tional responses [14], and emotion plays a role in every purchase decision. When
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consumers with green consumption values realize that their purchase behavior can have
a positive impact on the environment, they tend to feel greater satisfaction and pride,
and this emotional satisfaction further enhances their preference for green products
[22]. Zhang[23] (2020) believes that energy-saving home appliances provide better user
experience than ordinary home appliances. When consumers perceive the high emo-
tional value of energy-saving, they will naturally feel happy, and thus have a positive
purchasing attitude. When consumers perceive higher emotional value, they will pro-
mote the occurrence of green purchasing behavior.

Social value (SV) refers to the utility consumers feel in a product to improve their
status in a social group [15]. When consumers perceive a high social value, they are
likely to view the purchase as meaningful and right. Relevant studies have found that
consumers who buy green products tend to pay attention to whether their symbolic
identity is recognized by the society [24]. However, at this stage, there are different
conclusions on the influence of social value on green purchasing behavior.

Conditional value (CV) is the perceived utility derived from a specific situation or
set of circumstances [15]. Research shows that the impact of environmental value can
enhance consumers' perception of conditional value by improving their cognition of the
applicability of green products in different situations. Both green consumption value
and environmental value are personal psychological factors. Conditional value has a
significant impact on green consumption behavior [22]. Biswas&Roy [21](2015)
showed that conditional value has a positive impact on sustainable consumption behav-
ior. In summary, the following hypothesis is proposed:

H2: Consumer perceived value plays an intermediary role between green consump-
tion values and green purchasing behavior

H2a: Functional value plays an intermediary role in the relationship between green
consumption values and green purchasing behavior.

H2b: Environmental value plays an intermediary role in the relationship between
green consumption values and green purchasing behavior.

H2c: Emotional value plays an intermediary role in the relationship between green
consumption values and green purchasing behavior.

H2d: Social value plays a mediating role in the relationship between green consump-
tion values and green purchasing behavior.

H2e: Conditional value plays an intermediary role in the relationship between green
consumption values and green purchasing behavior.

2.3  The Regulatory Role of Environmental Psychological Control Sources

The source of psychological control describes the extent to which an individual attrib-
utes the outcome of a behavior to himself or to external factors. Environmental psycho-
logical control source refers to the extent to which people believe that their own actions
and abilities can affect the improvement of the environment, which is the application
of psychological control source in the environmental field. Internal controllers believe
that they can actively change the environment and have a positive impact on the envi-
ronment through their own behavior, while external controllers believe that environ-
mental protection issues are the responsibility of the state and the government, and
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relying only on their own meager efforts will not play a positive role in improving the
environment.

Tang (2017) pointed out that environmental psychological control source plays a
regulating role between environmental values and green perceived value[25], and Tang
(2022) confirmed that environmental psychological control source plays a regulating
role between positive emotions and tourists' environmental responsibility behavior
[26]. Based on the above literature, this paper argues that environmental psychological
control sources play a moderating role in the relationship between green consumption
values and green perceived values. Individuals with the same degree of green consump-
tion values also perceive different values from green products due to their personality
differences. Accordingly, the following hypotheses are proposed in this paper:

H3a: The internal environmental psychological control source regulates the direct
impact of green consumption values on consumers' perceived value. The higher the
internal environmental psychological control source, the stronger the direct impact;

H3b: The external environmental psychological control source regulates the direct
impact of green consumption values on consumers' perceived value. The higher the
level of external environmental psychological control source, the weaker its direct im-
pact.

The research framework of this paper is shown in Figure 1.

' Consumer perceived value(CPV)

H Functional
A1 value(FV)

| Environmental | \

value(EV) T ™~

i 1'"\\\7 Green buying
B — /;,7 behavior{GBB)

Green
C DllSlllI’lPllD[l
values(GCV)

Environmental psychological
control source(EPCS)
! Internal environmental psychological |
control source(T-EPCS)
| External environment psychological |
! control source(E-EPCS) i

Conditional
value(CV)

Fig. 1. Research framework

3 Research Design

3.1 Data Acquisition

This paper adopts the questionnaire survey method to collect data by sending question-
naires to consumers online. This longitudinal study was conducted in two rounds, start-
ing from March 20, 2024 to April 9, 2024. The first round collected data of the depend-
ent variable of green purchasing behavior and the intermediary variable of consumer
perceived value. The second round collected data two weeks later. The data of the mod-
erating variable, environmental psychological control source and the independent var-
iable of green consumption value, were collected from the respondents of the first round
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of questionnaire. In this round of research, 498 questionnaires were collected in the first
round, and 274 questionnaires were collected in the second round. After eliminating the
short response time, more than 90% of the same options and the conflicting questions,
490 valid questionnaires were obtained in the first round. There were 271 valid ques-
tionnaires in the second round. According to the strict matching procedure, the two
rounds of questionnaires were matched, and finally 264 valid data were obtained.

The basic information of the sample is as follows: In terms of gender, there are 79
males(29.9%), and 185 females(70.1%); In terms of birth years, 116 people were born
between 1995 and 2005(43.9%), 111 people were born between 1985 and 1994(42.0%),
25 people were born between 1975 and 1984(9.5%), and 12 people were born between
1965 and 1974(4.6%); In terms of household annual income, 25 people have an annual
income of less than 80,000 yuan(9.5%), 57 people have an annual income of less than
150,000 yuan for 8 years(21.6%), 116 people have an annual income of less than
300,000 yuan(43.9%), 55 people have an annual income of less than 500,000
yuan(20.8%), 11 people have an annual income of less than 50 million yuan(4.2%); In
terms of marital status, 90 people were unmarried(34.1%), 172 were married(65.2%),
and 2 were divorced(0.8%). In terms of residence, 224 people lived in cities(84.8%),
24 people lived in counties or towns(9.1%), and 16 people lived in rural areas(6.1%);
From 1 to 10, there are 10 levels of social status: 1 has 1 person(0.4%), 2 has 5 peo-
ple(1.9%), 3 has 20 people(7.6%), 4 has 29 people(11%), 5 has 48 people(18.2%), 6
has 91 people(34.5%), 7 has 57 people(21.6%), 8 has 12 people(4.5%), and 9 has 1
person(0.4%); In terms of education level, there are 12 high school/secondary school
students(4.5%), 27 junior college students(10.2%), 173 undergraduate stu-
dents(65.5%), 48 master students(18.2%), and 4 doctoral students(1.5%).

3.2 Variable Measurement

(1) GREEN consumption values: The Green Scale [7]compiled by Haws was adopted,
which included six questions, such as "using environmentally friendly products, which
is very important to me", ranging from "completely inconsistent 0%" to "completely
consistent 100%", with 7-point Likert scores.

(2) Consumer perceived value: It is divided into 5 dimensions, all of which use 7-
point Likert score.

The functional value scale [14]compiled by Sweeney is used to measure the func-
tional value perceived by consumers from two perspectives of price and quality, includ-
ing "green product quality is stable" and "green product pricing is reasonable", ranging
from "completely disagree 0%" to "fully agree 100%".

The environmental value scale [23]adapted by Zhang on the basis of Biswas was
adopted, which included four questions, such as "using green products helps to save
earth resources", ranging from "completely disagree with 0%" to "fully agree with
100%".

The emotional value scale [23]compiled by Zhang was adopted, which included five
questions, such as "green products are my favorite products", "completely disagree" to
"fully agree".
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The social value scale [14]compiled by Sweeney was adopted, which included four
questions, such as "using green products will make others think I am a good person",
"completely disagree" to "completely agree";

The conditional value scale [22]prepared by Lin&Huang is adopted, which contains
four questions, such as "under deteriorating environmental conditions, I will buy green
products instead of traditional products", ranging from "completely disagree" to "fully
agree".

(3) Green buying behavior: The scale of green buying behavior prepared by
Kim[20]was adopted, which included four questions, such as "I avoid buying products
with potential harm to the environment", ranging from "never happens -0%" to "always
happens -100%", and the 5-point Likert score was adopted.

(4) Environmental psychological control source: The scale of environmental psy-
chological control sources prepared by Cleveland [27], which contains 8§ items,
measures consumers' sources of environmental psychological control from two dimen-
sions: internal and external, such as "Whether to implement environmental protection
behavior depends entirely on myself", "many external factors will interfere with my
implementation of environmental protection behavior", ranging from "completely dis-
agree" to "fully agree". A 7-point Likert score was used.

(5) Control variables: In order to present a more rigorous test process, demographic
variables such as gender, birth year, family annual income, marital status, residence,
social status and education level, which are often involved in research, are selected.

4 Empirical Results and Analysis

4.1 Descriptive Statistics and Correlation Analysis

The mean value, standard deviation and correlation coefficient of major variables are
presented in Table 1. It can be clearly seen that there is a significant positive correlation
between green consumption values and green purchasing behavior; Green consumption
value is positively correlated with functional value, environmental value, emotional
value, social value and conditional value. Green purchasing behavior is positively cor-
related with functional value, environmental value, emotional value, social value and
conditional value. The above results provide preliminary support for testing the re-
search hypothesis.

Table 2. Mean, standard deviation and correlation coefficient of major variables.

Variable Mean SD 1 2 3 4 5 6 7 8
GCV 5.387 0.521 1.000

GBV 3.944 0.500 0.553"" 1.000

FV 4956 0.522 0.608™ 0.434™ 1.000

EV 6.064 0.607 0.511" 0.375" 0.454"™ 1.000

EMV 5.735 0.583 0.661™ 0.555™ 0.666™ 0.566™ 1.000

SV 5.238 0.951 0.514™ 0.334™ 0.471™ 0.373* 0.457" 1.000
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Cv 5911 0.621 0.469" 0.433" 0.353™ 0.566™ 0.539™ 0.292™* 1.000
EPCS 4400 0.463 -0.188" -0.062 -0.245™ -0.041 -0.148" -0.157" -0.044 1.000
Note: **means p<0.01, *means p<<0.05

4.2  Reliability and Validity and Confirmatory Factor Analysis

SPSS26.0 was used to analyze the reliability of the questionnaire, and the results
showed that the Cronbach'sa coefficient of each variable was greater than 0.700, indi-
cating good reliability of the questionnaire. Then, the structural validity of the ques-
tionnaire was tested from two aspects: discriminative validity and convergence validity.
First, AMOS26.0 was used to conduct confirmatory factor analysis on the four groups
of variables, and the four-factor model was regarded as the basic model, and another
five alternative models were constructed. The fitting results of the specific models were
shown in Table 2. The fitting index results showed that the basic model had the best
fitting result, and all fitting indexes reached the ideal level. Therefore, the four-factor
model selected in this paper has good discriminative validity.

Table 3. Confirmatory factor analysis results.

Model © df y*df RMSEA SRMR CFI TLI GFI IFI
Four-factor model 248.016 84 2.953 0.086 0.066 0.901 0.876 0.866 0.902
Three-factor model A 318.481 87 3.661 0.101 0.064 0.86 0.831 0.836 0.782
Three-factor model B 306.818 87 3.527 0.098 0.070 0.867 0.840 0.835 0.869
Three-factor model C 276.358 87 3.177 0.091 0.068 0.886 0.862 0.857 0.887
Two-factor model 348.016 89 3.910 0.105 0.068 0.844 0.815 0.824 0.845
Single factor model ~ 382.719 90 4.255 0.111 0.072 0.823 0.794 0.814 0.825

Note: N=264. Four-factor model: GCV, CPV, EPCS, GBB; Three-factor model A:
GCV+CPV, EPCS, GBB; Three-factor model B:GCV, CPV+EPCS, GBB; Three-factor model
C: GCV+EPCS, CPV, GBB; Two-factor model: GCV+CPV+EPCS, GBB ; Single factor model:
GCV+CPV+EPCS+GBB

Secondly, AMOS26.0 is continued to be used to test the convergence validity of
independent variables, mediating variables, regulating variables and dependent varia-
bles, and the relevant measurement indicators are shown in Table 3. As shown in Table
4, The average extraction variation of each of the four groups of variables, independent
variable, mediating variable, regulating variable and dependent variable, is higher than
0.4. At the same time, the combined reliability (CR) of each variable is calculated, and
CR is greater than 0.6. Therefore, the questionnaire has a good convergence validity.

Table 4. The mean extraction amount of variation and combined reliability of variables.

Variable Cronbach’sa CR AVE
GCV 0.866 0.863 0.516
CPV 0.879 0.825 0.500
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EPCS 0.682 0.737  0.585
GBB 0.655 0.662  0.407

4.3  Hypothesis Testing

(1) The direct influence of green consumption values on green purchasing behavior

In this paper, SPSS26.0 is used as a research tool to conduct regression analysis
among variables, so as to study the correlation between variables and the influencing
mechanism. This paper analyzes the direct impact of green consumption values on
green purchasing behavior, and takes green purchasing behavior as the research result
variable. First, relevant demographic characteristics variables such as gender and birth
year are included as control variables to obtain the regression result of relevant demo-
graphic characteristics variables on employees' development-oriented innovation be-
havior, namely model 1 (M1). Then, independent variables are added to obtain the re-
gression result of green consumption values on green purchasing behavior after con-
trolling related population variables, namely model 2 (M2), the results are shown in
Table 5.

According to M2, R? is 0.394, that is, the explanation degree of green consumption
values to the variation is 39.4%, and green consumption values have a significant pos-
itive impact on green purchasing behavior (f=0.553, p<0.001), H1 is established.

Table 5. Relevant control variables and regression analysis.

Green buying behavior

Variable
M1 M2

Gender -0.050 -0.082

Year of birth 0.020 0.014

Annual household income 0.000 -0.001

Control variable Marital status 0.179* 0.066

Place of Residence 0.047 0.047

Social status 0.317*** 0.133*

Educational level -0.080 -0.037
Independent variable Green consumption values 0.553%**

R2? 0.140 0.394

Model statistic AR? 0.116 0.375
F 5.940%** 20.695%**

Note : N=264, *means p<0.05, **means p<0.01, ***means p<0.001

(2) Testing the mediating effect of consumer perceived value

In this study, SPSS26.0 and PROCESS4.1 plug-in tools were used to conduct 5000
times of Bootstrap sampling test with put back to measure the mediation effect. Taking
green consumption value as independent variable, consumer perceived value as inter-
mediary variable, and green purchasing behavior as dependent variable, the results in



The Impact of Green Consumption Values on Green Purchasing Behavior 649

Table 6 are finally obtained. The results show that green consumption values have a
significant predictive effect on green purchasing behavior ($=0.485, p<0.001), and
when consumer perceived value is included as an intermediary variable, the direct pre-
dictive effect of green consumption values on green purchasing behavior is still signif-

icant.

Table 6. The mediating effect of consumer perceived value on green consumption values and
green purchasing behavior

FV EV EMV SV CV GBB
MI M2 M3 M4 M5 M6 M7 M8 M9 MI0 Mil
Gender  0.041 0.076 0.056  \y¢ 0007 hes 0,071 0.076 0.083 0.063 0.067
Year ofbirth - 0.067 1, 0028 4 hes 0,038 0.032 0.041 0.027 0.041 0.028 0.024
Annual house- 0.127 - - -
e o T ooy 0003 0,026 0.086 0010 © . 0.011 0.010 0.009
Marital status 0052 ©0.076 o 0.102 0095 0.121 0.078 0.104 0.111
Place of Resi- - - - -
once 0032 Lo ee 00py D041 0:037 0049 0.043 0.047 0044
0.123 0.182 0.168 0.177 0.175 0.166
Social status  0.099 0.035 . 0.101 0.072 .- 00 0043 7 U
Educational - - ) ) - - - - - -
level 0.023 0.077 O'jf“ 0.052 0'*138 0.087 0.083 0.075 0.054 0.090 0.048
0.488 0.538 0.602 0.474 0.461 0.485 0.417 0.405 0.294 0.454 0.386
0.138
FV .
0.147
EV .
0317
sV 0.065
0214
(6\Y s
R 0364 0290 0.461 0.294 0.251 0343 0.355 0.358 0.397 0.346 0.377
- 1824 13.04 27.24 1324 10.69 16.60 1550 15.72 18.54 14.89 17.05

Note : N=264, *means p<0.05, **means p<0.01, ***means p<0.001

Social value is removed from the mediating variables and only function, environ-
ment, emotion and conditional value are used as the mediating variables respectively.
The results of Table 7 show that the indirect effect estimates of the four paths do not
contain zero in the 95% confidence interval, and the mediating effect is significant. The
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indirect effect of functional value mediating path is 0.064, accounting for 13.85% of
the total effect. The indirect effect of environmental value was 0.076, accounting for
16.30% of the total effect. The indirect effect of emotional value was 0.183, accounting
for 39.31% of the total effect. The indirect effect of conditional value is 0.095, account-
ing for 20.32% of the total effect.

Table 7. Total effect, direct effect and intermediate effect breakdown table.

Effect size  Standard error LLCI ULCI  Percent

Total effect 0.465 0.053 0362 0.568  100%
- Direct effect 0.401 0.060 0.283 0.519 86.15%
Profile effect 0.064 0.029 0.008 0.121 13.85%
BV Direct effect 0.389 0.060 0.270 0.508 83.70%
Profile effect 0.076 0.368 0.005 0.148 16.30%
EMV Direct effect 0.282 0.063 0.158 0.407 60.69%
Profile effect 0.183 0.041 0.105 0.268 39.31%
cv Direct effect 0.371 0.057 0.258 0.483  79.68%
Profile effect 0.095 0.032 0.032  0.162 20.32%

According to the results of intermediary regression test, functional value, environ-
mental value, emotional value and conditional value act as partial mediators between
green consumption values and green purchasing behavior. H2a, H2b, H2c, and H2e are
all verified, while H2d is not.

(3) An examination of the regulatory effects of environmental psychological control
sources

In order to further clarify the regulatory role of environmental psychological control
sources in the mediation Model, Model 7 in the Process plug-in was used to test whether
environmental psychological control sources played a regulatory role in the direct path
of the mediation model. It can be seen from Table 8 that the interaction terms between
green consumption values and internal psychological environment control sources have
a significant positive impact on consumers' perceived value (f=0.106, p<0.001), while
the interaction terms between green consumption values and external psychological en-
vironment control sources have a significant negative impact on consumers' perceived
value (f=-0.07, P <0.001). p<0.001). H3a and H3b were verified.

Table 8. Moderating effect regression results.

CPV GBB
M1 M2 M3
GCV 0.379%**  0.432%**  (.244***
CPV 0.256***
I-EPCS 0.157***
E-EPCS -0.036
GCV*I-EPCS  0.106***
GCV* E-EPCS -0.07%%*




The Impact of Green Consumption Values on Green Purchasing Behavior 651

R? 0.58 0.562 0.421
F 34.901%%%  34.401***  20.499***
Note : N=264, *means p<0.05, **means p<0.01, ***means p<0.001

In order to more intuitively reflect the adjustment effect, this study draws a simple
slope chart of the relationship between green consumption values and consumers' per-
ceived value under different degrees of environmental psychological control sources,
respectively, based on "mean plus or minus one standard deviation". As shown in the
left figure of Figure 2, green consumption values have a stronger predictive effect on
the perceived value of consumers with high internal environmental psychological con-
trol sources, which further validates H3a. As shown in the right figure in Figure 2, a
high level of external environmental psychological control source weakens the impact

of green consumption values on consumers' perceived value, further verifying H3b.
6500 6.500
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Fig. 2. The moderating effect of psychological control sources of internal and external environ-
ment.

5 Conclusion and Discussion

5.1 Research Conclusion

First, green consumption values have a positive impact on green purchasing behavior.
In other words, the enhancement of consumers' green consumption values will help
them practice green consumption behaviors. This conclusion is a strong evidence of
existing research.

Second, the enhancement of green consumption values is conducive to enhancing
consumers' perceived value. With the enhancement of green consumption values, con-
sumers' perceived value of products also increases accordingly. They begin to evaluate
the value of products more comprehensively, no longer limited to traditional factors
such as price and performance, but take the environmental protection, sustainability and
positive impact on society into consideration. The improvement of consumers' per-
ceived value promotes the practice of green purchasing behavior. When consumers re-
alize that green products not only conform to their environmental protection concept,
but also bring higher quality of life and satisfaction, they are more willing to pay for
these products.

Third, consumer perceived value connects green consumption values and green pur-
chasing behavior, and plays a part of the intermediary role. Green consumption values
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affect consumers' green purchasing behavior through functional value, environmental
value, emotional value and conditional value respectively, while social value has no
significant effect.

Fourth, environmental psychological control source has a moderating effect between
green consumption values and consumers' perceived value, but does not regulate the
mediating effect between consumers' perceived value and green consumption values
and green purchasing behavior. The internal environmental psychological control
source plays a positive regulating role, that is, the higher the internal environmental
psychological control source, the stronger the impact of green consumption values on
consumers' perceived value; The external environment psychological control source is
the opposite.

5.2 Theoretical Contribution and Practical Inspiration

Although there have been studies on the impact of green consumption values on green
purchasing behavior, the research on its mechanism is insufficient. Different from pre-
vious scholars who applied the planned behavior theory and value-belief-norm theory
to behavioral research, this paper introduces the consumption value theory and takes
the perceived value of consumers as the intermediary variable to study the action mech-
anism of green consumption values on green purchasing behavior, providing a new
theoretical basis for the research on the decision-making mechanism of consumers'
green purchasing behavior. At the same time, it verifies the regulatory role of environ-
mental psychological control sources and reveals the difference in the impact of differ-
ent individual traits on individual behaviors. When consumers believe that their con-
sumption behaviors can have a positive impact on the environment, they are more likely
to assign higher perceived value to green products. This enhancement of perceived
value not only enhances consumers' willingness to buy green products, but also pro-
motes the diffusion and deepening of green consumption behavior.

The enlightening effect of this paper on practice is mainly reflected in: (1) enhancing
the green consumption values of consumers. Green consumption values encourage con-
sumers to choose goods and services that have a lower impact on the environment, use
resources more efficiently, and are produced in a more environmentally friendly way.
The cultivation of green consumption values can start from three aspects: family, school
and society, and create a good social atmosphere of green consumption, so as to pro-
mote the implementation of green purchasing behaviors of consumers. (2) Stimulate
consumer perceived value. Consumer behavior theory points out that perceived value
is the key factor driving purchase behavior. For enterprises, differentiated marketing of
green products should be promoted accordingly. In terms of functional value, enter-
prises should highlight visual feedback when promoting, so that consumers can intui-
tively perceive the use of green products. In terms of the environment, try to arouse the
awareness of environmental protection in the hearts of consumers, highlight the envi-
ronmental performance of green products, so that consumers perceive greater environ-
mental effectiveness in the process of green consumption, so as to enhance the per-
ceived value. In terms of emotional value, it emphasizes the additional emotional feel-
ings that can be brought by the purchase of products, so as to promote the emotional
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resonance between green products and consumers, and enhance the pleasure, pride and
satisfaction of consumers in the whole process of green purchase or product application.
In terms of conditional value, set rewards for "small milestones" that make green con-
sumption a habit rather than a one-time activity. (3) Strengthen the guidance of con-
sumers' green purchasing behavior. Internally controlled consumers have higher per-
ceived value of green products, pay more attention to the relationship between human
and nature, and are more willing to practice green purchasing behavior. By understand-
ing the types of psychological control sources of target consumers, enterprises can for-
mulate more targeted design concepts and marketing strategies to stimulate their green
consumption motivation and enhance their perceived value.

5.3  Research Limitations and Future Prospects

This study still has the following shortcomings: (1) The research in this paper mainly
focuses on green purchasing behavior, however, green consumption behavior is a com-
plex system, including the whole process from purchase, use to waste disposal. The
research in this paper fails to examine these links as a whole, resulting in insufficient
understanding of the internal mechanism of green consumption behavior. (2) At pre-
sent, there are more studies on the anthems of green purchasing behavior in China, and
there is a lack of discussion on the outcome variables. For example, future studies may
try to explore the impact of consumers' green purchasing behavior on themselves or
their families.
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