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ABSTRACT

In this study, Analytical Hierarchy Process （AHP), established for university students, the degree of green marketing priority

assessment criteria, hierarchical structure, and groups of experts and scholars through the evaluation criteria and selection methods

to obtain relative weight value between products, for four kind product （3C / appliances, travel / play, fashion clothing, necessities)

for university students in Taiwan Priority of green marketing. And also a general questionnaire for college students, mainly college

students on the degree of environmental concerns, and purchase products on the product, price, sales channel, situational factors

influence the consumer purchase decision. And to demographic variables, more students taking a step forward to understand the

environmental concerns was part and purchase of properties In the green consumer products are willing to pay more for the amount

of ratio, in the 3C / home appliances, travel / play, clothing fashion and everyday items like majority （35%) have access to green

products than the average 6% of your product 10%, indicating the gradual acceptance of green products a long time college students

than the general price of products, but also about the 5% 25% acceptance, so the price development on green products can be

priced higher than the conservative estimate of about 10% of products （about 60% will) may be an acceptable price for college

students. Also in support of green consumer products, the most modern college students or adopt conditional support, product

performance, brand, price and so similar conditions will support green products, green products compared to the ratio of the

unconditional support of about 20% higher. Research findings show that decision-making group of experts that 3C / appliance

weight value of 0.384; play / tourism value of the weight of 0.125; clothing fashion the weight value of 0.264; daily necessities, the

weight value of 0.226. In the 4-phase selection factors, the importance of its order weights for the design of shape （0.321), the

economic price （0.285), the value of experience （0.204), functional specifications （0.193). In the 12 selection criteria in Zeyi

beauty and appearance products （0.157), cost effectiveness （CP values) （0.124) and the popularity of fashion products （0.119)

was voted the important weighting factor. Sensitivity in the analysis of assessment criteria to increase or decrease the weight value of

20% of cases, had no significant impact on the evaluation items, show the four evaluation factors in the implementation of this when

judging high stable, and the strength to change decision-making low impact. As students of society for 3C / home appliances 

（especially almost have one of the various types of digital products) and highly dependent on and familiar with all relevant

information for the spread are very good grasp of expert decision may be the result that the project 3C / home appliances （weight

value of 0.384) to be the first to promote green marketing projects; and followed by the clothing fashion （weight value of 0.264)

products have relatively high weights, in general, product price be the price of the product, which is modern Students on the taste,

beauty, also have their own unique concept of perception and consumption trends consistent with each other; and household items

category （weight value of 0.226) is relatively low priced products in the environment can easily do is fall under the convenience

Companies can continue to promote products.
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