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ABSTRACT
Since global warming and greenhouse effect cause the serious environmental damage and climate change; therefore, how to
implement environmental protection has become the emergency to the world’ s governments in these years. With the eco-label,
people can simply discriminate whether the product is friendly to the en-vironment or not, which will help the consumer to make the
choice themselves. It makes and teaches people become the green consumer in a more efficient way. The purpose of this study is to
analyze people’ s purchase intension to the percep-tion of eco-label attached products, as well as the influence to the perceived
values and the purchase intension consequently. The study is completed with questionnaire survey, and the interviewers were
random picked on the streets and schools. The quantity of the effective questionnaire is 120pcs. By analyze the data from the SPSS
Analysis software, it shows that the perception of eco-label have the positive significant impact on purchase intension. And then
sub-structure of perceived values including of emotional values and quality values have the positive significant impact on purchase
intension. Then the perception of eco-label has the positive significant impact on perceived values.
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