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Abstract

As ecological civilization construction progresses and public environmental awareness grows,
green marketing is increasingly being applied in the cultural products industry. Cultural products
are not only vehicles for information dissemination but also important shapers of consumer behav-
iour and social values. This paper explores how cultural product marketing strategies influence
consumers’ willingness to engage in sustainable consumption, based on the logic of promoting
green consumption, and conducts empirical research using the film industry as an example. The
study focuses on the reliability, appeal, and informational value of green marketing content, as well
as the green trustworthiness of performers, and analyses how these factors influence sustainable
consumption intentions through two mediating variables: environmental concern and consumer
efficacy. The study employs a questionnaire survey method, and the results indicate that all dimen-
sions of green marketing content have a significant positive impact on consumers’ environmental
concern and consumer efficacy, thereby promoting the formation of sustainable consumption in-
tentions. In particular, the indirect effects of content reliability and informationality on sustainable
consumption intentions through environmental concerns are significant, while the indirect effects
of cast and crew green trustworthiness on sustainable consumption intentions through consumer
efficacy are equally significant. The study results not only provide strategic recommendations for
green marketing in the film industry but also offer theoretical support for green marketing prac-
tices in cultural products overall, emphasising the importance of content creativity, emotional con-
nection, transparency, interactivity, and alignment with social and cultural trends.
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Figure 1. Theoretical assumptions and conceptual model of this study
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Table 1. Question entries for dependent and mediator variable measures (Formative indicators)
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Table 2. Descriptive statistics of demographic variables

2. AOGitZEERER ST

A R G EREAZ A T G i Hol&
3 0 5% 212 52.9 1) @&/ L 56 14.0
A D % 189 47.1 HERE  2) KRE/AR 336 83.8
1) 18~24 32 8.0 3) mi /A &L E 9 2.2
2)25~34 181 45.1 1) %4 8 2.0
FE# 3)35~44 149 37.2 2) ¥R 366 91.3
4) 45~54 32 8.0 e 3) AHBL 24 6.0
5)55 %L L 7 1.7 4) B 3 7

3.2. MEARB ST

TR spss27.0, A FUIE A K B AT SRR RCEAR B T EEAR RIS . K 3 A TSI AT AL
i R, HESEEHNAR A EERBIECE N 4, Cronbachs Alpha REH 0.889; HFLLEEE
BN AT S T H A 4, Cronbachs Alpha %A 0.894; HLRSER(OEHH N 2 145 B LM S T %L B
4 3, Cronbachs Alpha R%H 0.874; JHIRA 51 LR 5T LI AT SEVEM B4 H 2 4, Cronbachs Alpha
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FH0N 0.889; BT AT R () BI5 % H 4, Cronbach’s Alpha 22500 0.886; V1 %% & & AE B (1) L 17
#H N 4, Cronbachs Alpha R %04 0.872; FJRFEEIH 9% = 1)@ % H O 5, Cronbachs Alpha 2 %4 0.908;
AHFF A4 E I Cronbachs Alpha REUESTE 0.7 UL, iEE T HIERIAKE, Wi 045 115 R R .

Table 3. Cronbachs a coefficients, CR values and AVE for each variable

% 3. BT =/ Cronbachs a Z#. CR {EF1 AVE

A FabR Wi bR K T#fif  Cronbachs a CR AVE
DESES 3.83 1.022 0.881
» I EEE 2 3.88 0.992 0.851

AT EEME 0.889 0.924 0.752
DE K] 3.85 0.991 0.881
EER:Y 3.91 1.124 0.857
s 711 3.91 1.098 0.888
W5l 712 3.81 0.984 0.875

W51 0.894 0.927 0.761
W5l 43 3.79 0.958 0.865
W5l 47 4 3.99 1.101 0.862
IEFSRES| 3.93 1.089 0.895

(EPs8ES B M2 3.79 0.984 0.901 0.874 0.920 0.743
{580 3 3.72 0.946 0.889
SHOETE 1 3.84 0.956 0.873
N LROMEAESE 2 3.88 1.063 0.856

LR fEfERE N 0.884 0921  0.744
SHEOEATE 3 3.81 0.990 0.874
SO ELE 4 3.78 0.917 0.846
W) 1 3.78 0.997 0.882
o D) 2 3.78 1.025 0.844

WEIKD) o 0.886 0921  0.745
HIEXA) 3 3.77 0.918 0.852
xRt 4 3.87 1.034 0.876
T R SRR 1 3.87 0.975 0.860
o TH 2 AU Re I 2 4.01 1.226 0.847

1H 5 AR - 0.872 0914 0.728
HRE BRI 3 3.98 1.263 0.848
HRE BRI 4 3.88 1.144 0.860
EESEEREE 935 3.85 0.984 0.869
AT RFEEIE 2R R 2 3.80 0.932 0.804

TR R TTRRSE R 3 3.86 0.927 0.879 0.908 0.932 0.735
I RFERIH R 4 3.92 1.016 0.855
AR IR 5 4.04 1.181 0.879
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DNAORAIE J5 S LR R0, SRE R 43 B s 56 v 0] A 5 tH B DO AN A gk AT R 74 i, DAk
Ko 5 R AR o R o o iR R BGE R R 7, 8 e, A R RS R T 8 e (E 3
KT 0.5, HAEBECRYE AT 0.6, P ZRIAVE)I KT 0.5, #FFETabrbritt, N5 1%
REEM R R, IA3) T iE— B R A EER

I Amos26.0 XA R Z A RBEAT b, REILLFIEAARLG R W& 4 R LI, BaeaE
HANAER AT SEEN IR CUIEE R 2 B MW, 2 RE0CH 0.188, RE/KF P <0.001, &% Hla 133
IR MR EE B N A I G| T R DI R B3 IE R, S2m R 50N 0.339, B3 /KF P<0.001,
i Hib 132 5000F; AR (US4 N R 015 B SR SC U778 B35 IE [ sem, 52 RN 0.237, B3
KFEP<0.001, ik Hic fF2I561E; JHERA RS EASE XS X UIAAE B3 IE g2, 52 /AU
0.350, EE/KTFP<0.001, % H1d H22I%00E.

HiL B S 05 Y PN 25 1) R S P G B SRR A A B R R, RS RECN 0265, REKT P <
0.001, {1 Hla 15 2N501F; FESERETE RS N AL 5] 7% 2 3 20 B8 A7 AR 2 35 IR R 52 mR, S520 R A0
0.328, WE/KF-P<0.001, % Hib fFII0UE; FERLLEE A N 25 1045 BV 2 & e A £ i 3 1E
A2, 520 RECH 0.459, REKF P<0.001, iR Hlc fSRI40E; IR 515 G5 AT B 0H 28 2%
REIRAEAE S35 IE RG220 0.162, 535/K°F P<0.001, &% H1d 15354 .

ISR VDR T HRE R O SR AR B2 B 5 MR,  52M R O 0.226, 3K P=0.029, R H2 15
FUBGAE; 1 2 ARSI nT RF L9 9h R BEAA /R B3 IE B2, 52 R AN 0.309, 3 IKF P=0.029, &
W H2 15 2565E

Table 4. Explanatory level and path coefficients of structural models
4. SRERNBRKERBERY

Estimate S.E. C.R. P Label

Y] <--- CIET 0.188 0.019 9.999 ™ AL
D) <--- UEIp] 0.339 0.026 13.145 = J&AT
HEY) <e-- FEM 0.237 0.023 10.475 ™ JioL
HERY) <--- GOMETE 0.350 0.029 12.023 o JiAr
M P 2 he K <--- ArSEPE 0.265 0.025 10.603 ™ JiAL
M P 2 he K <-- W3l 71 0.328 0.028 11.732 ™ JioL
M P 2 he K <e-- FEM 0.459 0.038 12.223 ™ JioL
M P 2 he K <--- GOMETE 0.162 0.023 6.917 ™ JioL
CIER 25k re=v <- 78 PNV 0.226 0.104 2.179 0.029 JAE
ATRFEE SRR <--- T B e ik 0.309 0.093 3.317 . A

N TR SE ST BB, RAMEN T Bootstrap I VEXS R/ AR B AT T B E AL . F
PROCESS #fiff, HUFE#E 5000 ¥k, 3R1F 1 5000 X%, BARKEEREWE 5 fros.

SOEROTE B N A 0 PT SR MR IR DG T T 4R SR B R IR ) (R RN AR 0.412, E 95%I)

B X [88[0.201,0.658], AL 0, KON B . HEIELSEE SN 2 TR 51 7 i 388 56 Uyt
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] RS 2 = B A TR RN RN AR N 0.097, FE 95% 0 B A5 X 1A N[—0.119, 0.332], & 0, R BRI
AN R A AR A P A A SR O PR ) T R Y e 2 R 4 1) N R RNAE A 0.391, 7E
95%HI B 15 X (8] 4[0.179, 0.611], AN 0, FRUAEENEE. WA RKSGEETERITHIERY]

Sof AT R Y B A TR 22 R RGN A 0.072, FE 95% A BLAS X 1A N[—0.179,0.317], 5 0, R H[H#E
N T

Table 5. Indirect effects of green marketing attributes and performers’ green trust on willingness to consume sustainably

5. RBEWHFMRRARZGEEREX A HEIHE B R RSN

i FHERY 95%EEXE  TE P S AL HAZHRL RN
X1-M1-Y 0.412 [0.201,0.658]  11.773  <0.001
0.102 0.448 0.554
X2-M1-Y 0.097  [-0.119,0.332]  0.705  0.481 T=1336 T=20967 T=13.090
P=0.434 P =0.003 P =0.000

X3-M1-Y 0.391 [0.179, 0.611] 11.811  <0.001 [-0.193,0409] [0.151,0.745] [0.201, 0.658]

X4-M1-Y 0.072 [-0.179, 0.317] 0.917 0.359

X1-M2-Y 0.225 [0.037, 0.439] 2.419 0.016
0.161 0.712 0.551
X2-M2-Y 0.059 [-0.304, 0.162] 1.252 0.553 T =1.447 T=5176 T =13.091
P=0.511 P=0.000 P =0.000

X3-M2-Y 0.217 [0.002, 0.455] 11.811  <0.001 [-0.468,0.119] [0.442,0982] [0.467.0.633]

X4-M2-Y 0.041 [-0.330, 0.197] 1.394 0.447

HL 52 o F0 75 PR 5 TR P R T Y 9 3 2R O M R SV o R ) R 42 RS A RLAE A 0.225, 7E 95%
(18 A5 X (8] °4[0.037,0.439], AELE 0, MLV RE . RS RN AR a2 & &me
JEOKH T R 8 2 7 S 1) 3 2% R RSB N 0,059, 7E 95% (1) B A [X 1A N[—0.304, 0.162], 135 0, W a4
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