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Abstract: Rise of green consumption results from the change in consumers’ purchase behavior in response 

to the deterioration of environmental resources, where they seek products and services that cause the least 

harm to the environment. It involves not only meeting consumer needs but also the consumption of 

products and services to further the protection of the environmental resources. This study aims to 

understand the green consumption views and practices of college students, as they are one of the important 

factors of China's future development. Further, it aims to improve the college students’ overall quality of 

environmental protection. The green consumption behavior of the college students was investigated by 

using the Theory of Planned Behavior (TPB), which include four aspects; that is, green consumption 

attitude, subjective norms of green consumption, perception of green consumption behavior, and green 

consumption behavior. The results showed that the intentions of green consumption to college students 

were predicted by green attitude, green subjective norms, and green perceived behavioral control. In 

addition, behavioral intentions were to found to have a significant and positive relationship with actual 

behavior. 
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1. Introduction 

Green concepts usually include life, resources, environment, energy conservation, environmental 

protection, and sustainability. Green consumption involves a wide range of content, including not only green 

products but also the recovery of consumer goods, the effective use of energy, the living environment, the 

protection of species, etc. which reflect both producers of production and consumption [1]. It implies that 

the society’s consumption should meet the safety and health demands of not just the current generation but 

also the future generations [2]. Green consumption involves three aspects: first, advocate consumers to use 

eco-friendly products or improve public health through green products. Second, at the end of the 

consumption process, ensure that garbage disposal does not cause environmental pollution [3]. Third, 

guide consumers to change their perception of consumption by inculcating respect for nature, pursuit of 

health, simultaneously, pursuit of quality of life, attention to environmental protection, and conservation of 

resources and energy to achieve sustainable consumption [1]. 
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As green consumption covers all aspects of our lives, we hope to promote the green consumption among 

the youth in their daily life through the study of the behavior of college students' green consumption. 

However, this process is not easy, as it involves the transformation of consumer attitudes and real-life 

practices, and then, it affects the stakeholders of green consumption to promote the improvement of the 

socio-environmental resources [4]. In addition, as the current world population is growing, the expansion of 

human demand for environmental resources is increasing. Further, the worsening manmade ecological 

crisis and the depleting environmental resources cause the urgent need for environmental protection and 

the promotion of green consumption in China. The promotion of green consumer attitudes and the further 

practice of life are becoming more important. This requires green consumers to adopt the virtuous cycle of 

create and save resources, protecting the environment, and promoting sustainable development. 

This paper considers the green consumption behavior of college students because the current college 

students are the backbone of China's future development, and the modern university students' acceptance 

ability and creativity are particularly strong and their speed of adaptation is high. Further, their importance 

in their peer groups cannot be ignored, as these students may be some of the most educated and influential 

within their families. 

The theory of planned behavior (TPB) has been widely used in many areas of research, but for the 

discussions of college students in green consumption are still ambiguous. Further, the role of college 

students in the university is to enhance their cognitive ability and understanding of social development, and 

thus, they are highly conducive to social progress through green consumption recognition; however, their 

behavior is highly vulnerable. Subjective factors and other people's influence can control and influence 

individual behavior. The TPB theory consists of attitude, intention, subjective norms, which is suitable for 

the study of college students. Based on the above, the purpose of this study can be summarized as two 

points: 

1) The study of college students' green consumption behavior will be investigated. 

2) Through the analysis of the green consumption behavior of college students, the ways to promote 

college students towards green consumption and social sustainable development can be suggested 

in China. 

2. Relevant Literature  

According to the basic assumption of theory of planned behavior (TPB), the behavior of consumers is 

based on the control of the will and the thinking is systematic, in which it is determined whether the 

consumer is performing a particular act by its behavior [5], [6]. The behavioral intention is influenced by 

the attitude of the behavior, the subjective norm, and the perceived behavioral control. Attitude is a positive 

or negative assessment of the particular conduct. When the attitude of the individual towards a behavior is 

more positive, there is a higher intention of behavior. On the other hand, when the attitude of the individual 

to the behavior is more negative, the less likely to behave similarly [5], [7]-[9]. Subjective norms refer to the 

perception that the individual perceives the particular person's behavior, such as family or friends, and so 

on. When the society tends to support his/her behavior, the greater the motivation for personal 

compromise [5], [7]-[9], and his subjective norms are more intense, prompting him to produce the intention 

to engage in the act. Perceptual behavior control mainly refers to the individual's own understanding of the 

degree of difficulty in completing a particular act. When individuals feel that they have the ability to 

perform a particular act, the stronger the resources, the weaker the expected barrier, and the stronger the 

perceived control [7]-[9]. Therefore, according to the TPB, the three predictive variables that must be 

considered when predicting individual behavior are individual attitudes, subjective norms, and the degree 

of control of the behavior. Further, the more attitudes toward the act, the more the subjective norms 
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support the individual in the act, the stronger the control of the behavioral perception behavior, and the 

stronger the intentions of the act [9], [10]. 

In the recent years, the TPB has been used in different areas of green consumer behavior analysis. There 

are many scholars in the green consumption areas such as green consumer market [11]; green hotel [12]; 

green organic products [13]; green travel [14]. However, there is little discussions of the promotion of 

college students’ green consumption behavior in China. On this basis, this paper uses the TPB to further 

analyze the intentions of green consumption behavior of college students in real life. The hypotheses are 

proposed as follows: 

H1: Green consumption attitudes have a positive impact on green consumption intentions 

H2: Green consumption subjective norms have a positive impact on green consumption behavior 

H3: Green consumption perceived behavior controls have a positive impact on green consumption 

behavior 

H4: Green consumption intentions have a positive impact on green consumption behavior 

3. Methodology 

3.1. Data Collection and Analysis 

Respondents are the students of a college in Hubei Province in China. A total of 1478 questionnaires were 

collected using convenience sampling, and 1439 valid questionnaires were used for the analysis. After data 

screening, a multiple regression analysis was employed using SPSS 20.0 to identify the relationships among 

the constructs. 

3.2. Measurement and Data Analysis 

In this study, the questionnaires were designed according to the relevant literature, and timely 

adjustment and revisions were undertaken to meet the requirements of the study. Items from prior 

research were used as the basis of measurement. Eight items were used to measure attitude toward the 

behavior; seven items were used to measure subjective norms. Perceived behavioral control was assessed 

using nine items. Five items were adapted to evaluate behavioral intention and actual behavior, respectively. 

Five-point Likert scales anchored by 1 (strongly disagree) and 5 (strongly agree) were used throughout the 

questionnaire.  

4. Research Results 

4.1. Sample Characteristics 

The sample profile demonstrated that the highest proportion of students is in continuing school of 

education (64 percent), followed by school of accounting (22.6 percent), the school of tourism and hotel 

management (10.1 percent); and majority of the students were freshmen (71.9 percent). 

4.2. Empirical Results 

As shown in Table 1, all the Cronbach alpha coefficients range between 0.823 (attitude) and 0.913 

(behavioral intentions) and thus exceed the suggested threshold of 0.70 [15]. Additionally, the highest mean 

score was observed for behavioral intentions, while the lowest mean score was on perceived behavioral 

controls. 

As shown in Table 2, we conducted a Pearson’s Correlation Analysis to realize the relationships among 

five constructs. The results of Pearson’s Correlation Analysis demonstrated that behavioral intentions were 

highly significant to subjective norms and actual behavior, respectively. Attitude was significantly related to 

subjective norms. On the other words, most constructs had low relations with perceived behavior controls.  
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Table 1. The Results of Mean, SD, Cronbach Alpha (n = 1439) 

Construct Mean SD α 

Attitude toward the behavior 3.8503 0.5659 0.823 

Subjective norms 3.9409 0.6413 0.898 

Perceived behavioral controls 3.7646 0.6430 0.901 

Behavioral intentions 4.0455 0.6678 0.913 

Actual behavior 4.0096 0.6769 0.912 

Note: SD: standard deviation; α: Cronbach alpha; CR: composite reliability; AVE: average variance extracted 
 

Table 2. The Results of Pearson’s Correlation Analysis (n = 1439) 

Construct 1 2 3 4 5 
1.Attitude toward the 
behavior 

     

2. Subjective norms 0.759**     
3. Perceived behavioral 
controls 

0.095** 0.053*    

4. Behavioral intentions 0.725** 0.742** 0.199**   
5. Actual behavior 0.685** 0.713** 0.096** 0.792**  

Note: *: p < 0.05; **: p < 0.01 
 

The results of multiple regression analysis showed that attitude (β = 0.216, p = 0.000) and subjective 

norms (β = 0.374, p = 0.000) had a positive impact on behavioral intentions, which supports H1 and H2. 

Perceived behavioral controls (β = 0.288, p = 0.000) was also found to have a significant impact on 

behavioral intentions. This supports H3. Behavioral intentions (β = 0.796, p = 0.000) had a significant and 

positive relationship with actual behavior, providing support for H4.  

5. Discussion 

College students have a certain understanding of green consumption, but the specific practice is not clear. 

Students have a certain understanding of green consumption and understanding, but the specific content of 

the green consumption awareness is not enough, the consumption process of environmental protection and 

sustainable development of concern is not enough; from the green consumption action perspective, college 

students’ spending habits of health degree and environmental protection is not high. 

The perceptions of green consumption in college students are still weak. Although college students are 

receiving higher education, they do not receive systematic education or training specifically for green 

consumption. They learn about it only through the modern media network, advertising, television, and 

other means of the green understanding of consumer knowledge. Although the students can better gain the 

knowledge, because the information is not comprehensive and systematic, there are cognitive in college 

students for the green consumption. 

College students’ green consumption attitude is not clear, as they are still unstable. Most college students 

are willing to participate in environmental activities and willing to contribute their own efforts for 

environmental protection. However, not many realize that their consumption behavior has an impact on the 

environment. This shows that the green consumer attitudes of college students are not very clear, and the 

green consumption of college students is not through enough in-depth understanding. 

The levels of green consumption of college students are still needed to enhance. At present, the price of 

green products is generally high, most students do not have personal income, most of the cost of living is 

borne by their parents, and thus, they do not want to spend a higher price to buy green products. Second, 

most college students find it difficult to identify markers such as the green product logo, which to a certain 
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extent inhibit the green consumption of college students. College students’ green consumption behavior 

level is low; they are mostly light green consumers, and their green consumption has potential. The current 

college students consider the quality and price factors as the most important while purchasing green 

products, and they give little consideration to environmental protection, as they are reluctant to pay a 

higher price for green products. 

6. Conclusion 

College students should broaden their access to green consumer information channels, enhance the level 

of green consumption awareness, and strengthen the attitude of green consumption. College students are 

the pillars of the future society; the sustainable development and construction of society has important 

responsibilities and obligations. From rom the lowest cost of green consumer behavior, and gradually 

cultivate and enhance the green consumer awareness. At the same time, college students should also 

influence their family and friends so that more people participate in green consumption. 

Colleges and universities are the main channels for college students to acquire knowledge. Therefore, 

colleges and universities should set up lectures on green consumption or set up green-consumption-related 

courses, strengthen college students’ environmental awareness and environmental attitudes, and further 

promote college students' green consumption willingness and behavior. Simultaneously, the schools should 

also set an example for students in the procurement of resources and equipment and buy green products as 

far as possible, so that students can feel the value of green products first-hand, which the future of green 

consumption of college students will have a positive role in promoting. 

For enterprises, the current type of green products in China is relatively small, and the price is relatively 

high. Thus, enterprises should strengthen the development of green products and innovation, increase the 

variety of green products, improve technology, and reduce prices. Second, the enterprise for consumer 

consumption has a certain guiding role; companies can advertise or use public relations and other 

marketing activities to guide customers to green consumption. Especially for college students, who are a 

huge potential consumer group, they need to design suitable green products. 

The government, as a market regulator, should increase the supervision of environmental protection and 

product safety efforts to prevent consumers from severe environmental issues in the market. Second, the 

government can formulate relevant fiscal and taxation policies to support and encourage enterprises to 

engage in green product research and development, innovation and promotion, so that it can improve the 

enthusiasm of enterprises to stimulate green consumers as well as upgrade the green industry. 
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