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ABSTRACT
In recent years,the consumers realize that Green Marketing is a trend of the world. There are many ways of marketing to promote
environmental protection and green products for governments and enterprises.Under these conditions of producting and consuming
the green product,the sensitive associations’ assisting the government apparatus correlation policy and the law, it is the method for
the society continuing forever the management development. The subjects of this research include the consumers who are above 18
years old. This study adopted descriptive analysis, correlation analysis, factor analysis, and LISREL as the statistic tools. This study
tried to understand in depth that the key factor of degree of implement for green consumer behavior in consumers , and then discuss
how to improve.lt provides a comprehension and reference for publicizing, educating and promoting the green products for
governments, enterprises and consumers. Based on the analysis of questionnaire responses,the research findings are summarized as
follows: (1) In the direct effect part: the causality of green consumer behavior to the value has not been supported; consciousness
value and consumption attitude to green consumer behavior has been significantly supported. (2) In the indirect effects part: value
and consciousness value quality through consumption attitude significantly influence green consumer behavior.
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