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Abstract

With the improvement of green consumption levels, the formation mechanism of green product
purchase intention has become a hot topic in academic research. At present, scholars have explored
the influencing factors and pathways of green product purchase intention from the perspective of
the product itself. However, few scholars have approached it from the perspective of green logos.
Therefore, this article will take the green logo as the theme and explore the impact mechanism of
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green logos on dairy product purchase intention. It will use a questionnaire survey and employ a
variance model to process and analyze the data. Research has found that people with higher levels
of education and income are more willing to purchase dairy products with green labels.
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Table 1. The impact of green certification on the willingness to choose dairy products
= 1. FEINEE G REEREENZMm

B TIEEE A
B FEAE  B/ME BOKE CPIME FREE PRI
BRE TRty ii? 68 1.000 2.000 1265 0444  1.000
T ST L) P 2 SRR £ AR 2 2 68 1.000 3.000 1779 0.688  2.000
TE R B AT 7 L] 5 2 RIS PR 2 68 -3.000 5000 1.191 2420  2.000
i A LA VR 4 €8 L1 PR s e 2 68 -3.000 4000 1.059 2.324  2.000
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TR 5 A G bR B AEAN b A v 1 L 68 -3.000 5000 2132 2957  3.000
PR AT ) A G bR 25 1) L i 2 68 -3.000 3.000 0926 2221  2.000
T R EFR BT R WO G SEAREE 2 68 -3.000 2000 0279 1.794  1.000
PRIG RS B R E MR ZEER. 68 —-3.000 4.000 1.235 2401  2.000
WA EUGEZLH IR SO, AR et . 68 —-3.000 5.000 2147 2949  3.000
R EIE A 28 TARREE 3%, RIS e — 2, 68 -3.000 5000 2.088 2951  3.000
AR F G EAE 1AL 68 -3.000 5000 2103 2928  3.000
P BN SR AT N2 b B A HL 68 -3.000 5000 1.868 2.854  3.000
o e 3 2 68 -3.000 2000 0500 1928  1.000
IR B2 ? 68 -3.000 5000 1.279 2461  2.000
I S22 ? 68 -3.000 6.000 1.485 2955  1.000
ISR E R ? 68 -3.000 7.000 3912 3.874  6.000
PR AW O 24k 68 -3.000 8000 2412 3.609  2.000
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Figure 1. Three elements of the impact of green signs on purchase intention
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Table 2. Reliability analysis
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PRI S B AR G bR A E A A% = (1 L 0.954 0.972
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RHERRAE (e 4 11 13.166 1.424 -
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DOI: 10.12677/hjas.2025.151004 27 AR


https://doi.org/10.12677/hjas.2025.151004

FHIEARAE (Fe%% Je)

T7 ZE R Y (HEFE )
KBV ERRER % (e )5)

KMO {#
EREBR T MH
df

p &

12.877

75.747%

75.747%

1.713

10.077%

85.824%

0.922

2248.067

0.000

ik FAF P ECTE AP ORISR REBENME R T 04, AEOFRRIFEE(ARE T £)/M T 0.4,

e 3 fow, AR T KMO {H, SRFEFE, J7 ZMRsqE, B3 @ R EEER T T 4RE 0

fige,  LARSLEG: Hh dE 1A R AT O

BEASWT T AR R 36 [ BEAR AR T2 DY, Ui WA FE 300 H £

PERE 15 )& FE 3REL. B A, 24 KMO B4 0.922 5i£ T 0.6 I, B4R A fesi A 3R 1E B . B4b,
2 NIRRT Z R BUE S BN 75.747%. 10.077%, 3585 1 R AR Z A N 85.824%. gt; 50%, =
R BT B RE S A R R . Rk, (EESRUE SHEIB T3, VP TR

K.

4.3. FEEESH

Table 4. Results One of analysis of variance
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Table 5. Results of analysis of variance
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gy —3.00+£0.00 1.00+0.00 1.33+0.58 2.00+null 1.17+0.41 1.26+0.45 2.17 +0.56 75.692 0.000™
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