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Abstract

Purpose: To explore the role of consumer intelligence and moral self-identity in the relationship
between green consumption values and green consumption behavior among college students, and
to provide reference for enhancing college students’ green consumption actions. Method: Conven-
ience sampling was used to select 773 college students from a university in Hebei Province to dis-
tribute questionnaires. The survey was conducted using the Green Values Scale, Green Consumption
Scale, Moral Self Identity Scale, and Consumer Intelligence Scale. Result: Green values were posi-
tively correlated with consumer intelligence (r = 0.548, P < 0.01), moral self-identity (r = 0.463, P <
0.01), and green consumption behavior (r = 0.572, P < 0.01); Consumer intelligence (r = 0.736, P <
0.01) and moral self-identity (r = 0.763, P < 0.01) are positively correlated with green consumption
behavior; Consumer intelligence (effect value = 0.023, 95% CI = 0.118~0.205) and moral self-identity
(effect value = 0.038, 95% CI = 0.018~0.066) play a partial mediating role in college students’ green
values and green consumption behavior. The mediating effect accounts for 65.5%. The score of college
students’ consumer intelligence is (112.06 + 21.05) points, the score of moral self-identity is (69.16 *
12.09) points, the score of green values is (36.06 *+ 5.57) points, and the score of green consumption
behavior is (47.25  8.35) points. Conclusion: Nurturing college students’ consumer wisdom and self-
identity effectively boosts the translation of green consumption values into behaviors.
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1. 3]

FETE IR AR, WHREE 10 A 7= R BAT ot T-4ERF AT AR R 1A T 28 K B 2 (Meet, Kundu, &
Ahluwalia, 2024). ZREH b 7R ANS 5, RNt 7 rIrgit . KRBT FEIR I 1 T 2
IMRAT AR ZER, HRZEEFILIE L [ E RMAR R, 208 TN A28 A TR . 1 2%
FRER MERN B RS, R ERIRNNME - AT N EEEER R, BAREONE - FS - S
(Value-Belief-Norm)# i F111-%147 P18 (Theory of Planned Behavior) S HELL NME - 1TEI ZHEHRAE T FH
BB WA, ABEAT B = 0 AR 8 R 2 T AR 5 M V8 9 1) 8 A I IBRRAGE s DA R HE AR REE - 47
NZERR, TH 2 R B — R G Y N R B AT R AL T MR TV, SR A FIRMRAT
HARE WA (Trujillo & Luchs, 2025). PMERTFEHE HINF L B E A FAME I 97 2828 BA 1L
RFIWT, BEOEATR SRS SR B AFE S R R (IF L, 2023). A7 B TE 75 1 FA R AT BAE ]
M2 78 P AT MR (Wu & Yang, 2018)e 431 9 & T SE= ahiby, A7 IARAT TS VP45 7 i mT BR 45 AtAT 13 ke 1)
BELF R EA, SAEGE AN, G0 9% AR K — #8705 S0 75 R8O PR S5 1 4 b RRE 1 B 1) G
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(Kronrod etal., 2012). €3 9% (PR BE R a8 AT ARG TH 23 10— LS RAS, B, ARAMIR (] ik ik 2%
F7ETH P I8 B AR (White, Simpson, & Argo, 2014). RIASHTE 703 T4l - A4E4 - ma R Ry, R 4
TH R (B an e e v 2 R R DL S A 1 A Rk s e A L R 2 A AR VY 2 e T BT NI &R
AR B S AEALRI AL G B A R, BRI RAT N, BORPR R R, IR IR 2 B AR, B
TSR ETE I T, I R k.

2. MREFHE
2.1. ARMKR

AR T AE IR, @ 28 N AL b (45 ) A R A B R A 45 o TESIBRIE I T R, IR
W, 1R B RUIUE SRS RSE S, &I 773 4 H U 5H SE R E, A 2R N 90.51%.
2 5 H PEJER 20.44 2(SD = 1.73), HAF B4 399 N(51.6%), &H 374 N(48.4%); KM E 4 H Ak
369 N(47.7%), LAt 404 N(52.3%); ZKEEANIIHYAN 3000 ELA 199 A(25.7%), 3000~5000 7T 394 A
(60.0%), 5000 L I 180 A(23.3%): 4 H4=3% %% 1000 LLA 142 A(18.4%), 1000~1500 TG 482 A (62.4%),
1500 & LA _E 149 N(19.2%)-

22. fisxTH

22.1. RENEWER

IEHL Steg G K BIER PN NTELEER 8 NEIURMIE, RA 6 it 50BN AMEL M
P E SRS, & U R Cronbach’s o REUH 0.944 (H152, 2021), ABFFH &EF Cronbach’s o REL
N 0.757.

222 FEERITHER

EERIRCEIE, 2015w, SR 7 siitarik, JE3 ANGERE “G AT R “ERERTAT RS
IR BAT RN, 10 MEH, 8% 3 N4EFE Cronbach’s o 204 0.873, 0.936, 0.899. A7t &3 Mk
Cronbach’s o R%H 0.712.

223, HEEEEER

KA Luchs & Mick (2018)4w il [1VH 9 3 5 = 3R, BER LR NS M Cronbach o {11HE R 0.92,
L 24 ANKHE R T R, AN GTHE B 1 RIETE A HEEEFI T RESE ) % B 1) Cronbach’s
o AR T 0.70. AHFLH ER LK Cronbach’s o RECH 0.924.

2.24. BEABRNEER

KA Winterich, Aquino, Mittal etal. (2013)58 Nt AT 2w, FH 7192, #ERNI(2008 & 1T il 1) =1 3C
BARINFAER, ZERLTES 16 EEH, SRR S TIPS, 1%&EX Cronbach’s o RECH
0.74, BARFIMEMEE. AWFHERK S/ Cronbach’s o REHN 0.854.

2.3. ARG E

K F SPSS28.0 il Amos26.0 AT ¥R b HE . 2 IES DA M EVERERH x £5 #47400HE, 150k
M FARECR 5 oy Lk AT R . RIS FEA ¢ K36 sl B [N 3207 2 0 Tk AT 4 A L% . f#F Pearson
FHOE M AR B 22 (R (AR DG s R Amos26.0 R FUIR IR K R, A0 45 # J5 FEAR Y LIS IR U B ik . R
F B K AR LA 24, i3S Bootstrap VAR S HH A U8 (R R HhAE XL 5000, 95%E 15 X [A]), AriesK
#E a =0.05.

DOI: 10.12677/ap.2026.166328 409 a3 2


https://doi.org/10.12677/ap.2026.166328

3. R
3.1. XELHEEEE, EEARIE, FENENNRGEEZITAES

KA T R 2938 (112.06 £ 21.05) 75, 1B HFINFFR 9 8(69.16 £ 12.09)7, LA EM A
53 N(36.06 = 5.57) 4> RIS AT NTF50 N(47.25 £ 8.35) 58, S 4EEF 7 W& 1.

Table 1. Rating of college students’ consumer wisdom, moral self identity, green values, and green consumption behavior (n
=773)
T 1 AFEHBETR, BEARAE, FENENMREIEEITATS(0=773)

B (xts)

S EN 36.06 +5.57
HEEE 112.06 £ 21.05
=l 21.18 +3.41
ATRRSEME 18.88 + 4.35
A 18.33 + 4.08
e 16.93 + 4.41
Rk 16.61 £ 3.83
T 20.14 £ 4.17
S RITA 47.25+8.35
SITATH 14.36 + 3.60
PP AT A 18.08 + 3.86
XY/ GEED 14.81 +5.51
TEAE F AN A 69.16 + 12.09
KA, 21.59 +3.83
WAEL 28.13 + 4.47

3.2. XML

ARG RE], KA

BFEIEMR, HEILE 2,

EEERINE, SEMERER O RAIT AL R ]S E

Table 2. Correlation (r-value) between college student consumer intelligence, moral self-identity, green values, and green

consumption behavior

* 2. RFEHBESE, BEARAR, FENERNFEHEITARXMECE)

fabn e EN SO AT R TS E 3R o
g Em 1.00
SO RATA 0.572™ 1.00
TEAE E AN A 0.463" 0.763** 1.00
HE R 0.548" 0.736™ 0.658" 1.00

TAE 0.01 ZONE), HRMERE
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3.3. RAMNELE

K AMOS23.0 3t DLKSAE S BN HAR R, SHOE ST A NRAR R, B RN FRNE S
RN N AL B A A 7 FEAR Y o 3 FH B KRR EE AT SR L S B AUB IE, I & 45 AR,
CMIN/DF =6.44, NFI=0.95, RFI=0932, IFI=0958, TLI=0.942, CFI=0.958, RMSEA=0.084, &Iji%
HOSFENT B2 VE I A, R T A B (LI 1) BB M 5 R, SR AN E RN R A Sk i 2
T AEA IERTEFEP =0.192, P=0.001), [FBEEEM RN AATE S H AP = 0.343, P < 0.001)F
HHEBEPB =0.577, P<0.00) WA E R FIER, thahEz EFRINFEB = 0.211, P < 0.001)F17H 7 # 2 2@
=0.511, P<0.00 )X KA AT N AE IEH FPE R . Bootstrap 7445 R R, SREUNMEMNT KA 4%
T AT NI BN AN AN AR B A Gt 222 3, H 95% EAE XA ELE 0, RIS AN A
BT o BRI AT IE 3228 ) S A THEL 2 5104 0.101 1 0.192, 5 SRR 34.5%A1 65.5% (72 3).

sy [0 ] | =z |

FEeNEN

Figure 1. The mediating effect model of consumer intelligence and moral self-identity on green
values and green consumption behavior among college students

B 1. HEEEENMEERRARERFEREMENMRRIHEITANRNMAIER

Table 3. The mediating effect of consumer intelligence and moral self-identity on green values and green consumption
behavior among college students

3. HBEEEENERERAREAZERENENNEEHETAND I YN

ez B i B Il R K *’ﬂﬁ‘s@fﬁ%ﬁ P MEHR%
H B SREAEL - GRETH 0.101 00T00i4s O 345
a1 AR éjii:ﬁ%ﬂ% = 0.154 .1 105;(3)%20 ) 0.01 52.6
I3 2408 2 é%@m@xmg%—@%@a N - 0.038 0.0 ?é(ll(fo 66) 0.01 13.0
RS 0.192 (0.125%%233) 0.01 65.5
e 0.293 0.035 0.01 100.0

(0.228~0.364)
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4. g
4.1. REEHREEE, EEARIIE, FEMNEN, FEEFBITHEXERESSER

AU TR ILTH T A 73 (112.06 £ 21.05)70 B8 =T Luchs & Mick (2021) R FE 453, Horf
H(16.93 + 4.41)FIRIE(16.61 + 3.83) N L7150 UK HLIH 9 5 2 B S5 S (0T P AT W 2 IEAH K (r = 0.736,
P <0.01), $ENEVEREETR RS AT Ty 5 v (100328 B0 L AR R B 4 7 A 6 77 DA K TR A 7] 78 2 175 BRI (1)
&N REJTRITF A s B E FAINF(69.16 £ 12.09) 7008 = FBkEE(WhEE, 2022) A H 543 /AT N 2
IEAHX(r=0.763, P<0.01); ZREMEN AL ETHE AT 159709 9 (36.06 = 5.57) 73 Fl(47.25 £ 8.35) 75, 1)
A INERGETEA 8], A RE H TR A AR S 03 9 (1) B A & SRR AR AN, A RAINAL 22 0 ST 1
Y. HRARAR. EEEIVIRERE, SRS OM AR 8 SEBRIE 947 NI Re 1R %A 52
FR(Geng, Liu, & Zhu, 2017).

42. HREEREXRFEFENENNFREEITABNDNER

AL RIER, T E R BAE R A RO E ISR AT AT AR RS A B, e 208
N 52.6%, BIEREANME AT LI I 9% 2 8 B R ik X AR SR AT . RE T RIAT B
WA - (58 - MEEF SRR (Zhao, Fan, & Xu, 2025), SO WRAT AR MR E AR EHET, ETH
B E A AT ARAFIGSBE . F VG SR AT N dhl), 205 BACEE . AU B 5 il H i o sk
(Trujillo & Luchs, 2025). ¥ 2% & 5 2 A1E Ry ()0 FAKIGE J1(Luchs & Mick, 2018) (ARt = iR AE
J1~ IRARN A . BT KA R0 e 5 R RO (B D), TEIX — R SRR S IR RO M . kT
UL, T8 238 B RS I I R K S A S A vl SR AR R W SR R, (R E TR B TN . — O,
TH B A A BT ST R SR B B FR AR 2 —, S — RO IA RN BE YR (Schultz, Gouveia,
Cameron etal., 2005). ‘B REWIEMH K2R A S EMEDW I ZERE ., S8A R IR BOE R gt i 5 iR
%, FREE ST RAT ARG R, o IR AT % (7l P A B S BAXR . MRS BEAT . [ERIEA 2
SESEBR PN A, AT A A0 (R W0 58 5T A% A A S BRI SEARSE FHAT S, oDl - AT 8220 59— 7T, K
A B S ST RIS BRI T 9 B B, AR B S I B R Sl MRS N ST AR, SRk
Heg M e, Hlt—DRAHIEZ LM RS G RME OMEE ), HRIMER 51T A
PRI IEIERS . Bk, @ERS. MRS RA G RS B R E , BRI R i o
BEKFRIEE TR R LA ZUAT RRSE I S RIS AR SRS IR, 51 SRR
THPAT NI S A 2 R, B ST FER R VY BRI S R P A BT, SIS R B AT SR A 9 (1 B
JIRNRES T TEFREEIR BT ST RSB, KA SO AT KPR TR R B s R 8 — 0
It

43. ERBRNREAZFERENEVNREHETHENRNMER

FRIEE A [ B2 (van der Werff, Steg, & Keizer, 2013), MERAT NIEFEAEZ R H NG EIRES
B BMES R . DU F0 R 78 70 PR 1T T8 A DA [ 7T i E 7 ke e =2 PR AR A 2H X — W mi (Legere
& Kang, 2020), 5 A2 M2 A m—8E, BN A o] DUEA— Rt 2l R AL, AfE
EEEE S mH—NAREEN R TR S A7 NG & AH K (Ba, Jin, Lietal., 2020), &7 H KA
[F) A D A A K TE A T S AR A N ) — /N LR 4, e A A N I T A o B e Rk N G B R Sk
(Voegtlin, 2022) . — AN NI RAE/KF 0] B8 T3 AL KSF, DUEFE A BR ARHIE SR B O IE 4N Rl (Huang
& Skarlicki, 2022). HSERT WL, B4 F BRI BEE I A K22 28 B (B 0 R [ 2 (1 4 L B AT 4 7 9%
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179 TEE B BN FEE T E AR RIS B N AR EE L O AR 2 —, R ERAE I — M A FE AR T A B
AN TR], 20 B TSV 3% 75 RIS (K M RF AT sk 7 A DR PR SE M (S IDEE . 2022) . TEAE A BN RE(E
FER A AAE TR AR AR S O RIE . A D3 Bt 2 e 046 “TEREEL” I, JIRENE s HIMRME &,
R RN AN T Z VR DA, AT BE % S e PR = i MR 5%, R B8 KT (R 2 3 2t
AT IR AR AR 3 5 2 B A O SR R A N AE S LRAT B, (R A AATTAE WV Sk b 30
TRIFEATIAORTT S, IITTRE— D IRT PSR (Ol BAT MR AR L . 0F L, DB IR, i &
B SRR RUE 5] AR R AN EREE A B 3R SR L MR L, A AR S B il
B S 15 BB, TSR 505, FERAT AR, IRl R 2ERER 5 Sk A i HeIE
BN BRI R, EHAT A S EA PRGN SR, 2%, R AE SR B IR,
T P PR TEAE S sy, TR TN “TE AR5 I RE Y 52 AT AR, SEBLAGA N 2N
Al HET RIS A

4.4. MERRME

JE AR L E 7R 1 H 9 B ERE A B BN IR SR O B 2 Gl 3 AT 2 T R AR
HLAR R BRVE 5 ZEAE MRS RN T DL e 7 B B

B FEARMARCRIEMSN S RUZATIR . ABE R AER SRS, DORHURTAL S F i 1 773 44 K5
A BEASRIEBONE—, REEREAFIBX . AFESER S AR R R AR R . Rk, BEFess
W P2 2] — 2 bR, JCHRAERS SO BN A A 2 200 1 5T 38 A i 75 1k — AP IR IE

S AT RO VA HEWT R R OG R . P AR AR A — I 8] R A, R ST R AL SRR T A
A BRARIC R, ABTCIRT A BISL IR TT ) o 10, 2 E0 0l 9 AT 9 B S A mT i f 1 A v 2l 35 0 ORI
T8 EHANIA, A7 S 1 R BOR A BB ] BEE

F=, BMERWREAAEA SRV RGO AT VR T2 B EGSAT N, 2l w] Refl
A TRl AT SRR A 5, T S BCR R R R R s il RN, 98 B 2 AEE B BOA R E
e 5 th AT BE A2 B B BRI 2 1520 -

S0, P RO R ZE R BOR, HUHIARE T . TH 23 B R A RO R 52.6%, THHETE B
FANFDL A 13.0%. IXATHESRME | A A EAENHEM - AT VAL RE R A RERZ U 983
SO FA IR RE SR T, ELREERENAT NS TEAE B BONFE W MR R AR5 S = 1, H iy
RE SE A 14 Bl it 22 SN TRV A A R b4t B o ] BRI A7 AR AR R DI R A h A AR B (I A 1R
BEIAT NE R AL TESE).

L, HEFER I EI TR . ABETURIUE P 8 B “HERL” R RS PIANEREAR B, Eep
IR T S ERAT, RBERNIR T B LE AR E - AT A 2 A0 E T, PR 73R4
BT BARG > 2 FE B RS HE T T BE T

4.5. St RSB E T RN

EEREAHT T R L S B Erh “HEFE” (16.93 £ 4411 “ RIE” (16.61 + 3.83)4E LS/ AR A ) 2,
PR DR BARE TI07 R (8T “HEEL” Be )5 TH, RIJF& “ SR ETH SRR TAEY;(2~3 46,
51 G2 R I8 F ST B SR P B IR B RUAE . PR (E RIS T BAL R BT, P R E
WOR S TEhMR, RN “Ea” 5 BAHLAIVE BY4ERE f; fE3E “ R e 15, mIR “4ke
HEEREN S mahE” 153, REMEAR, BEALEFMELNE, BRPAERE 2D =FMERTT
RN TFAL G LR, #ikst), PRI 4 AR RSty otk ek F-RPbaR i flak
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AT . BERFAENE ), W IR S e AL R R R, B IR A BHE R IR A R & B S T
B B, A OREBERE AU > SANGR B ARG, B PSR AEAE B BN, AT SE A Rt
BELR B 7] 4% (08 B AT N L AL

4.6. MRREMESEB R

ARG RIS TTRAE T+ 5 TR - 20 - W SRR, ¥ K RT3 T 90 2 A 1 1 R
TER RGN I S W BT A B D A e, 7% T B TENE - 47305k th R [ A EE——
T B 0 (52.6%) 2 i T 4 1 A R (13.0%), BEBIRT T2 S PEEE 9« i S0 2 00 B A2 2 Bk
T, WA A T 5 7 7T A Lo ARG J2 T 0 P9 1 B EL R ROR . S — RIS 3 S SR - 47
BB IR T HRONA . SCEE R KT, bt I S 7 AR 5535 ) TR T2 2R (0 2 v 2%,
TR R R RIE KBTI SRR AE R, AL PRI I B B B S AR B A
SBAT IS IR, AR 205 BN K R e, R R SO R R AR B AT, A
G PRI A KR E TR 0 4%« AR 50 AT SR A A0 B B S B W AT T 07 %1
R, R R R L X G AT I AR S B A2
5. &5

AHIFAREW], KAELOMEN, HREHE, BEABNF SO AT NINHE 2 IEHRK
., HAE R, EE A BN FES OO S S O S AT N B th AR AT, B IR RS R A
S B A B BN AL H AR O SN E - AT I 2 . RR W At — PR E R R 5
AL, e Br AR AR aive. BAREESE, SRR BECRBOHAL B R R RKIE, X AR
RAZRETE FAT NN, SHRES AL, IF ST A5 PP 2R T e rp A BR AR (K47 207 T TSR A1 S
BT R AW FERERIR, EATYTREEA R, A FER B, B IRAE 4 MR Z AR R,
FESEBE TCR AT AR

E&WE

REFAERBHANLTE « BRITER T T EDURNT R 5 A2 S (3 SR AT N IR s e —— i TV 2 & 3 BRI
1 B FAIN A PP E SN ERH (G5 X2025150).
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