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ABSTRACT

This research mainly studies the influences of green consumption behavior from different green advertisement appeals and attitudes.

This article takes both the enterprise image appeals and advocate environmental appeals categorized from the green advertisement

as a foundation, to discuss the differences between the attitude and behavior arose from the different advertisement appeals to

consumers. Further to attempt and construct the green advertisement marketing causes and effects pattern according to the literature

discussion and traditional theory construction deducing. The purposes of this research are: (1) to understand what kinds of influences

of green advertisement would be when consumers accepting different green advertisement appeals. (2) to understand whether the

consumers’ green advertisement attitudes affect the green consumption behavior. (3) to understand whether after consumers

receiving the different green advertisement appeals affect green consumption behavior directly. The results show that the different

advertisement appeals will truly affect the consumer green advertisement attitudes, and also affect the green consumer behavior

through the consumer green advertisement attitudes. But the results also show that the advocate environmental protection has the

negative influence with the green consumer behavior. The reason’s possibly that the consumers do not trust whether the enterprise

would implement advocate environmental protection. The enterprise image appeals have no significant effect to consumer behavior.

In addition, there is a covariance between the advocate environmental appeals and enterprise image appeals. According to the

empirical results, we infer that there is a mutual influence between the owner’s enterprise image and the behavior of advocate

environmental protection.
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