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ABSTRACT
The times of old age comes,the mankind start paying attention to health idea, the organic food subject slowly starts being been
valued by everyone, and the organic food market scale can expect. The environmental protection subject starts being valued by
everyone in recent years, environmental protection,cherish the Earth,became21th century the mankind's consensus.In order to
excessively consuming ecological devastation environment, many people put forth "the green consume trend" and emphasize with
the merchandise that consumes "is low to pollute, can recall,provinceresource” sincelow to environment of breakage. The Earth a
summit meeting formally puts forth "sustainable development" topic in 1992, green’s consuming trend is seen more to organize as
the key job of reaching the global "Sustainable Development™ theme, green consumption trend has even been considered to reach a
global sustainable development goals of the important work, governments and civil society organizations have joined the ranks of
promoting green consumption trends. Based on the above information as a basis for the compilation of relevant literature to explore
the relationship between green consumption and e-commerce, and trying to understand Moderating product involvement, the final
result of operating modes affect the relationship between elements. This study is to explore the consumer trend of green
consumption, green consumption attitude, product involvement and business model understanding and acceptance.

Keywords : Organic Foodd Green consumption attitude[] Green Consumings Trendd Product Involvement Business Model
Table of Contents

coooOoooOoDoOowicoooDivdOviboooo 1000 oooo0ob10o00oooo 2000000
o30dbooboo40b0obooooo 4000 00bobboo70b0oODbObOOo s oooooDO 1200
Ub00o0dbD 2000 0000 200000002000 00000002000 0000020000000
25000 000020000000270000000002r000 000027000 00002000 000
g3pooogooooboobooboob oo boobooooboobooboobo oo ooobgn
gboooboobobbobos3sgbgbgobo3toooboob4o0bobo4bobobn4aonbon
4300048000 01100000 302100000000 170310000 23000 021000000000
gboo0d1204-1000000 2704-20000 2904300000 00000 300440 000000O0O0OOODO
gboo031045000000000b000b00b0oo460000000000000O0O0O0DO 32047000
goooboobobbob 8048000000000 O00O0DOOODOODO 4040000000 0O0ODOODODOO
ob 3404100000000 00000DO0OO0DO0OS®™O411000000000O0DO00O0DODOODOOO0O 360 412
oooobo0oboboboboooboobOo s 430000000 DODODODOODOODODODO 370 4140000
oooobo0obobobobooboo 3rb 4150000 00Db00DbUObODbDODOODbDOO 38O 4160000 39

REFERENCES

o000 10000@Qeyyooooooooooooo—00O000DbOO000bOo00OoOoO00oDObO0ooooOoog 2pb000DO
0o 0000Db0O00b0O000DObO00oo0oOooDD14200 21400 3.0000(OODOOODOODOOOODOOOO
040001980 000000000000000000021100022-250 5.000019800000000000000000
gooooooooo0o0oooOo0boooO00DD----000D00O000D0ODO00DDOO000OOO0O00ODOO0O0DbO 6. 000O(RO0CHYTOT
O000o0o000oooOooooOoOoboo-orRCBOOO0O0ODOOO0ODOOO0ODODODODOODODO0OOOOOOO Y O0ODOROO)IODODO
goooooOooOoOoOoOoOOOOOOOOOOOOOOOOOOOOOOOOOOSOOOEODOOODOOOOOOOOO
gooboooooooooobobooobooooobb0oooboeoDbbhz2o0200000DODOODOOOOODOOODOOOODO
oooboooooooobobooobooooobobooo 000Dz 000000000 DO0OODOOOOODDO-ODOOO
goobooooooooobooobboooobD nnoobbzoobboooooooooDbUoobobobooboDObOOooDOO
oooboooooooooobooobobo0ooooooooDobO0ooobD 12000020010 000DO0O0DOOOOODOOODOO
oooboo0oooooooboooobbo0ooooOo0ooDobO0ooooOoooDOO00D BOoOOD20BOOODOODOOOODOO
gbooboooooooobo-oooboobooboboboboboboobooboobobobO0obobob140b0b20030 0000000



0000000000 o00ooo0-0000000000000000000000D00O00000000D .0000000
0(1993)0Peattie Ken OO D OO OO0 DO0O:0000000000CO 1600001930 00000000000000000O0
O000000000000000p.71090-910 17.000R00)0 0000000000 0O0ODOOO0OOOOOODOOOODOOO
0000000000 O00DOO0D0OO O000 1.Bhattacherjee, A., (2001) “ Understanding Information Systems Continuance:An
Expectation-Confirmation Model” ,MIS Quarterly, Vol.25, No.3,pp.351-370. 2.Burke Raymond R., (1997) “* Do You See What | See?The
Future of Virtual Shopping,Journal of the Academy of Marketing Science” . VVol.5, pp.352-360. 3.Butler,P.,and Peppard,J.,(1998)

“ ConsumerPurchasing on the Internet:Processesand Prospects,” European Management Journal, VVol.10, No.15,pp.600-610. 4.Scully, J.

“ Genetic Engineering and Perceived Levels of Risk.”  British Food Journal 105(2003):63-72. 5.Shuitz,C.M.S.“ Lifestyle assessment:A tool for
practice.” Nursing Clinics of North Americal9,no0.2 (1984):271-281. 6.Siegrist, M. “ A Causal Model Explaining the Perception and Acceptance
of Gene Technology.” Journal of Applied Social Psychology 29, (1999): 2093-2106. 7.Silverstone, R. “ Organic Farming: Food for the Future?”
Nutrition & Food Science 5,(1993): 10-14. 8. McEachern,M.G.and P. McClean.“ Organic Purchasing Motivations and Attitudes:are they ethical?

" International Journal of Consumer Studies 26,n0.2(2002):85— 92. 9.Nunnally, J. C. and I. H. Bernstein. Psychometric
Theory3rded.,NewYork:McGraw-Hill,1994.0’ Donovan, P. and M. McCarthy. “ Irish Consumer Preference for Organic Meat.” British Food
Journal 104, no.3-5 (2002) : 353-370. 10.Pliner, P. and K. Hobden. “ Development of a Scale to Measure the Trait of Food Neophobia in
Humans.” Appetite 19 (1992): 105-120. 11.Williams, Pamela R. D. and James K. Hammitt. “ A Comparison of Organic and Conventional Fresh
Produce Buyers in the Boston Area.” 12.Risk Analysis 20, no.5 (2000).Wilson, A. R. Environment risk: Identification and management. Lewis
Publishers Inc.,1991 13.World Health Organization, Environmental Toxic Exposures and Poisoning in Children.World Health Organization,2004,

http://www.who.int/peh/ceh/topics_toxic.htm 14.Worner,F.and A. Meier-Ploeger. “ What the Consumer Says.” Ecology and Farming

20,(1999): 14-15.



