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ABSTRACT

This study based on consumers’ viewpoint, through empirical research to explore the
relationship between consumers' green consumption perceptions, behavioral intentions, and
practical behavior and then build a relationships model. This study surveyed consumer who
over 18 years old in Taiwan, a total of 560 valid questionnaires were collected. The SEM
analysis found that in addition to both of consumers' perceived benefits and perceived risk of
green consumption does not directly affect behavioral intention, the rest of the path relations
have been supported, that including: 1. through perceived value, consumers' perceived benefits
of green consumption has positive influence on behavioral intentions and practical green
behavior; 2. through perceived value, the perceived risk has a significant negative influence on
behavioral intentions and practical green behavior; 3. perceived control showed a significant
positive influence on green behavioral intentions and practical behavior; 4. behavioral
intentions have a significant positive impact on practical behavior. In terms of the influence
effect, the perceived benefits is the strongest, therefore, the perceived benefits is the most
important antecedents that causing consumer practice green consumption behavior.
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