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ABSTRACT
The global warming causes the climatic change and leads to frequent natural disas-ters. Strict environmental regulations urge the
enterprises to produce green products. Consumers know the importance of environmental protection, however, they do not
necessarily give priority to purchasing green products. The purposes of this study are, first, to identify the influence factors of green
products acceptance searched out in the green products commercialization process and consumer decision-making model into three
dimensions, and then, establish the AHP hierarchical structure; second, to assess the importance of these factors through the expert
questionnaire from the views of green product enterprisers and potential consumers. And then, calculate the weights of each factor in
order to analysis and compare the similarities and differences between the views of enterprisers and potential consumers. The results
showed that the similarities in local weight sorting are: first, assess the "environmental education of school™ as the most important
factor in social and cultural environment dimension; second, assess the "green mark recognization™ as the least important factor in
green product marketing di-mension. The differences are: first, in green product marketing dimension, green prod-ucts enterprisers
attach the highest importance to the price factor, but consumers to the functional quality factor; second, in overall weight sorting, the
top five factors between two points of view are totally different.
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