)

=

LU E LA P « aifr2e

i 8 PR (R B 574 5 M
» HLBRRI S

Study on the Mechanism of Consumer Response on
Corporate Environmental Responsibility Behavior

FHF

SO EE MR

ECONOMY § MANAGEMENT PUBLISHING HOUSE.



FEHKPEBRIXZHREHNHE . ERHHESEENE (11CGL036 ) « HEBAXHEH
FHE—RmE (11YJA790108 ) . #EEEFHANZESFRNAE (2010JD20 ) HESE
ilih of

)

[ :
i, ﬂ

gL e N LR -

MER €L IVATRL 87 S =R ER ] (1)
PLPIESE

Study on the Mechanism of Consumer Response on Corporate
Environmental Responsibility Behavior

ZHY /&

-

rﬁ 25 & 1 H At

ECONOMY & MANAGEMENT PUBLISHING HOUSE



EEERSE (CIP) ¥R

T 23w B A ol PR B SR AT AT O i PL R AIF S BT L b

i, 2016.2

ISBN 978 -7 —5096 — 4250 -4

LD
V. DX322.2

28 U A B

I D% . O e FH—K Rk A —a b ST 5E— P W

R R A T cIp iR T (2016) 55 027104 5

ZH e i -
FAL A4 .
PEAT BN -
AT AEXT

tHRR A AT

& &
= E

- KA A

SEFREPRER

*® #
el
BT
WO

2R R
(b TTT  (X R s 8 Sl KGR A JE 11 )2 100038)

: www. E —mp. com. ¢n

: (010) 51915602

LSBT AL B SCAeAT PR 22 1]
BreIs

720mm x [1000mm/ 16

14.75

: 210 T
2 20016 4E2 HAE 1R 2016 42 HAS 1 UcE)

ISBN 978 —7 —5096 -4250 —4

. 48.00 JG

FEN A5 -

NWGA RS, g BB, AR b i I 45 350t o it
RN Jb st 84N b 2 &
H1i%. (010) 68022974 (ii4%i. 100836



ik

BT 2T 1 R A R, PR T Y PR TR T 26 7% 0, Bk
FESER TBIZETS | WO C 2R AR, 0 2 il 0 0 P A B
B 74 2 PALE 28 RIS 2% 3 P L B Tl | SRR SR R A 4
BEAT, FRMTS AN I T, 15 25 T4 0 20 ol BB AT AT S A
SRR DAL | (R O TR T 5 TR AR HE T4 A, AT )
VEML PR BB SEATIR S, MTTACA N 20 BTN T, SRR BE A (1 SR D 42
SIS 004 SR B,
AR5 3 3o 0 A A ST B T R R B, T T T B M
F6Y PR 5 SN L R T R, B AS ol B S FE 3 2025 5 W O
GE BN ERTF: — e ol bt 2 FEAERFIE o 4 Ke o Wb 0 PR 8 B AE 0
WA R SHE | WS BRI, — R A A B EL B 0 4l SR B AT
iR B OB, — % 2 BOF S AT 2 5 P 0 R R A, B
ol FRH SRBE AT 0 U 25 LA A4l 3R BE BEAEAT W B A BRI,
BB IR ARG G AT AL, K, ABaaE B, e
B LB AE AT R, A R, SRRV
[7) 5 VA A RS IORIFOT 5 vk, LA R RO N AT T M SRR
S, B BRI G 7 1k % SRS Al TR B 3 4547 S R B 4 20
SIRAS, B AT 4 2 B R e A S 00, L B 2 A S
-



R o N AR N IR B AR AT A AL B 5

REAMP PR SHEAT B P K . il 5 SR e IR TR, AR5 IR
il i 10 FhEEHOH P B A A RS SHEAT H, IRl PR A . RS
W, AT, CRETTT SFEIS KRR b IR E e, HE S T B
X A PR BAEAT R A 115 W 7 £ A LA R . F 5 i e B B 05 ¢
FEAT R 0d I B R GO A R K IR B B I B E, HH 2R
7 B T SO R A RS AR T

B, BRI SR S LU RO AR A Dt A 8 A L IR SEAE AT
R 224 R 73 Mt 07 o+ R i b BRI SEAEAT M T AL R PR A4EE, — R F 5
SHEhM AW T T R, TR ST E HEN R A 28 ] A
KA FREETALAT . F T8 S 5 B 30 1o 1A R A4 J3E 288 0 A 1 i 0 A
Bk, X EERE, PR IR A E G, B RIRIE,

B=, HAEENAF I TAEAT B E W RIS, B A R SR
5T, BEHCHLZH T 9 MEAT 0 LU Se e, @ FI43 )2 26 00 18l U3 2347 465 T kX 4 s
ML, #iE SRR E (R FIERIPLEE, 2ok,
B0 i Ml PRI T A 30 40 o 32 B A AT A S Bl BRI Bl B A b
I TAEAT R IR SRS AR 0 A PR B BEAEAT o5 Al 2 75 SR B 3l o By
PER PRI STAEAT M R a1 B 5 0 AV RE DAL A G 3, Esh B ey
PRSETTAEAT o oh T 94 2 0 S RS A 5 ) I 3 8 T R sl AN B SR B SAE AT O,
2775 A P 4 AR S A i\ BRI DT AR AT S XF 7 9% 38 W 3K B B ) R i 22
FIFARRE,

S0, P A AR 0 S A b BT SAEAT O 9 A AR BT SE, DAJ
PERFFEEE R Rt RIAT S5 B o Smlt, SR T BLA Aol & S i i 3R B8 5T 447
VE SRR, S AT B O ERBE IR ETA . FREE AR, PR
O R RN AE Al PRI BT A AT Ay B T X4 91 5 e 7 £ 9 BOR

FATREBW] . XA AR 255 [ B A R R 3 JR8 R T 31 1 387 1) Jc 2 W 3K
.2.



i

Al

B R, ELEREE ) A TR T 3R
BRI SR IR AL LA S D GE A i 8 Y R 3

SR, T R A IS S ATAT N B BIREREGE . LAY B o i U
JITRBEAR I RS SEATAT R R B, IR ST 9% X A (A R IR, D
T B AR T SR B ) AR R DA R BE AN B RS, IR AT T e
SRR AR RIS BE 5 70 2 IR AR DGR BE Bl T A R AR 4%
€8 585t DA R A T R DR 15 i 25 BE R S e B

5, fERGUHRA R AR -, R R S B AT SR T B
71 DA B AR 5 114 Je BR A A K SRR 2 1)



PREFACE

With the rapid economic development in China, environmental pollution and
destruction problems become increasingly serious, and it is urgent to actively impel
sustainable production and consumption. How to urge the enterprises and consumers
as two actors to form benign interaction in business and consumption, and how to
share responsibility for environmental protection have gradually attracted people’ s
attention. This study explores the psychological mechanisms of response and cogni-
tion for consumer to corporate environmental responsibility, to promote the integra-
tion of environmental responsibility and corporate marketing strategy , it will help en-
terprises carry out targeted environmental responsibility activities, access to consum-
er recognition and promote relationship between human and nature to maintain bal-
ance and coordination to provide practical guidance and help.

The study reviewed and combined the domestic and international literature of
current research, which definite the the core concepts of connotation and denotation
in this thesis, and related theoretical basis. It finds that the current study of the im-
pact on consumers by corporate environmental responsibility is mainly from two as-
pects. First, the consumer response, support and purchase willingness arising from
the corporate environmental responsibility have been touched up in research of the

corporate social responsibility involves, but it has not refined the impact of the be-
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havior of specific corporate environmental responsibility on consumers. Second, the
majority of study started from in consumer internal perception, it less considered the
changes of consumer pre — environmental behavior and green purchase behavior un-
der the external stimuli by corporate environmental responsibility behavior. So the
research integrated the basic theories and methods of marketing, sociology, and psy-
chology, then combined the actual situation of Chinese consumers, used in — depth
interviews , questionnaires and experimental research methods to qualitative and em-
pirical study the following five elements.

First, qualitative research methods have been used to understand the behavior
of corporate environmental responsibility which can be identified and consumer
awareness , why these will be or not be awared and responsed by consumers, and in-
fluencing factors of consumer awareness and behavior in response to corporate envi-
ronmental responsibility have been surveyed. Through depth interviews with typical
consumers, it induced and identifies dozens of corporate environmental responsibility
behavior that can be perceived by consumers, and through open coding, axial cod-
ing, on the basis of the theory of planned behavior, “KAP” theory, a selective
coding has been arranged, a mechanism model for corporate environmental responsi-
bility consumer perception and behavior responses have been deduced. The study
also finds that corporate environmental responsibility are not the main factor in buy-
ing decision making for Chinese consumers, they will be in a more simple way to
cognite corporate environmental responsibility.

Second, the study analyzes the way in which consumers may easily and quickly
conceive corporate environmental responsibility behavior.. Using multidimensional
scaling analysis method , it simplifies ten corporate environmental responsibilities be-

havior into two dimensions, one is active — passive behavior of corporate environ-
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PREFACE

mental responsibility, and the other is directly related to the production and opera-
tion or indirectly related to the production and operation. After that using semantic
differential scales to verify the correctness between these two dimensions of the clas-
sification. By comparing the two graphics, the result is coincided, which verified
the two dimensions are validated.

Third, the study explores the response of consumers to the different behavior of
corporate environmental responsibility. It designs different experiment scenarios, se-
lects five groups of consumers to compare experiments, applies hierarchical multiple
regression analysis and other methods to test the conceptual model constructed to de-
termine the relationship and mechanism between variables. The study finds that con-
sumers’ judgement on corporate environmental responsibility is based primarily on
corporate behavior motivation; corporate environmental responsibility is both proac-
tive behavior and passive remedial of the behavior of corporate environmental re-
sponsibility ; whether or not to take proactive behavior of corporate environmental re-
sponsibility is a key factor affecting the ability of consumer to the enterprise confi-
dence, the proactive behavior of environmental liability on consumer purchase inten-
tion is significantly higher than the passive behavior remedial environmental respon-
sibility , whether or not the corporate environmental responsibility behavior is directly
related to the production and operation has not significantly different impact on con-
sumer purchase intention.

Fourth, the study examines the consumers’ personal trait response corporate
environmental responsibility in the regulation of behavior. In qualitative research
findings and theory of planned behavior as the basis, environmental liability behav-
ior has been implemented through the use of existing enterprises as experimental

stimuli. We study the regulating effect of environmental threat awareness, environ-
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mental knowledge, environmental perceived effectiveness, and norm perception,
which stimulated by corporate environmental responsibility on consumer behavior re-
sponses. The results show that these personal trait of the awareness of environmental
threat and norm perception play a final significant regulatory role on consumers’
purchase willingness, the regulatory role of environmental threat awareness is more
significant than norm perception; Environmental knowledge, environmental per-
ceived effectiveness and demographic variables can not significant regulate the con-
sumers’ response on corporate environmental responsibility.

Fifth, a case has been used to study how consumers response to corporate envi-
ronmental responsibility. The consumers of tourist hotels have been used as an ex-
ample to study the awareness of consumers on the green hotel, as well as consumers
of the hotel to take their own cognition of environmental protection measures and
consumers’ willingness. and to analyze the relation between consumers’ awareness
and consumption intention to green hotel, at the same time, analyze the degree of
awareness and attitudes about the hotel’ s environmental measures, which impacted
by consumers’ individual characteristics.

Finally, based on the summary of findings, management implications have
been revelated to guide enterprises to fulfill environmental responsibility, as well as

the limitations of this study and future research directions have been proposed.
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