A Study of Green Consumption Intention for Teenage - The Example of Senior High School
Students in Taichung Area
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ABSTRACT
This study empirically examines the relationship between job standardization and internal service quality. In addition, this paper
speculates that task uncertainty, charis-matic leadership and innovative organizational culture moderate the association between job
standardization and internal service quality as perceived by contact-customer employees.
The Global warming situation is more and more serious in recent years, it has al-ready affected the human living environment. It let
the people realize that unlimited consumption will and destroy the natural resource and the environment ecology, which will let our
next generation facing the survival crisis. The main purpose of this research is to understand green consumption will of the youth
nowadays and the related influence factors. We hope that the right concept of green consumption which will be strengthened from
their growing up process to improve the consumption style in the fu-ture.
This research is taking the senior high school and vocational school students in the central Taiwan as the object of study, totally
sends out 470 questionnaires, finally con-firmed that effective questionnaire total 438. The effective questionnaire rate is 93.2%. By
the method of t test, One-way ANOVA, Pearson product-moment correlation, Re-gression analysis and so on to perform the data
processing, get the following conclusion:
(1) The senior high school and vocational school students of Taichung County and City have the middle and high level standard in
the green consumption cognition, atti-tude and intention. (2) The male student is more positive regarding the cognition of “ the
environmental protection logo” and “ the attitude” . (3) The three aspects of “ the green consumption cognition” ,“ attitude”
and “ intention” have obvious positive relationship. (4) For those young people which have better “ green consumption cognition
" ,the“ atti-tude” is more positive; which have more positive “ attitude” , the will of the green con-sumption intention be better.
According to the above conclusions, | propose the popularization suggestion of the green consumption to the educational circles, the
government and the Industry society.
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