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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.
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