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Empirical study on influencing factors of consumers’

green house purchase behavior

WANG Weimin, LIU Andong
(School of Management, Xi'an Univ. of Arch. & tech. , Xi’an 710055, China)

Abstract; In order to study the effect of green house information and product attributes on consumer green house
purchase behavior, this study builds on the analysis of traditional model and takes green house information, green
house product attributes and consumers’ green housing purchases as the main factors. The green residential
consumption theory model, and the relationship between the three empirical tests and regression analysis, found
that all the regression equation F value reached P<C0. 001 of the extremely significant level of each model equation
Adj-R* value all fit the curve, the equation has strong explanatory power. It is concluded that green residential
information has a positive effect on the attributes of green residential products, and both green residential
information and green residential product attributes have a direct positive impact on green housing purchase
behavior. Based on the above conclusions, relevant countermeasures and suggestions are put forward to promote

/ . . . .
more consumers attention to green housing and promote the continuous development of green housingmarket.
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Fig. 1 The theoretical model of the influence of

green house purchase behavior
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Fig. 2 Summary of characteristics of the surveyed households
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Tab. 1 Exploratory factor analysis table
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1 2 3
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Tab. 2 Variable mean, standard deviation and pearson coefficient

A Mean Std. D 1 2 3 4 5 6
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2 f N K T2 5 2. 140 0.911 0.342° 1
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4 BB J7NE 2. 544 0. 698 0.358" 0.215" " 0.127* 1
5 gk 2. 679 0. 505 0.354" 0.243" " 0.259" " 0.313" 1
6 1% & Pk 1. 679 0.617 0.029" 0.347"" 0, 201*" 0.287" —0.003 1
7 E 2.507 0. 545 0.502" 0.294" " 0.347"" 0.337" 0.126" 0.375""
8 St )m Tk 2. 407 0. 832 0.174" 0.110" " 0.294"* 0. 195 0.344"" 0.443" "
9 S 2. 582 0. 861 0.221° 0.079" " 0.110"* 0. 129 0.271°" 0.318"
10 F= Sh i i 2.353 0. 791 0.249" 0.107" " 0.079" " 0.191 0. 256 0.123"
11 W35t fg 2.812 0.787 0.392" 0.190" " 0.107" " 0.371" 0.023"" 0.429""
12 Wy L 4% 53 & 2.716 0. 597 0. 345 0.310" " 0.190" " 0.327" 0. 035" 0.431""
13 W LA 2. 217 0.711 0.092" 0. 064" 0.310" " 0.119~ 0. 295 0.338""
14 D) SR P 2.431 1. 174 0.214" x %0.213  0.064"" 0.108" —0.006""  0.114""

Ay g 7 8 9 10 11 12 13
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2 A O R B
3 & W EAL
4 BB J7NIE
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6 15 B Jm 1
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8 St Jm 1 0.279" 1
9 SRk 0.331" 0.221° 1
10 7= S A% 0.264" 0.117" 0.246" " 1
11 ML PRI 0.4437 0.121" 0. 361" 0.134" 1
12 W SE2E 2R E 0.5157 0.201" 0. 377" 0.226"" 0. 645" " 1
13 W) L4 0.224~ 0.318" 0.191° 0.124"" 0.279" " 0.195°" 1
14 W) SRR 1 0. 055" 0.071" —0.053 0.104" —0.010 0. 006 0. 004
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52 F LS T P<<0.001 AR R 2R, H W%, S eE BAERERE S = 58 ke HiE
Adj-R* 4y 5l &y 0.039, 0.145, 0.127, 0.336, s e R, Bk 14 35%IE.
0.039, 0.069, FBH [ 15 J7 & 4 & 9 1Y fl B 7.
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Tab. 3 Regression analysis of product attributes of green residential properties

A ke E () iR (2) T (3) MR () ZHRE(S) FE AT A (6)
HoEIHE 0.014 0.141% " 0.227" " 0.231" "> 0. 082 0.151
(PN B EZY 1y 0.046" """ 0.051" "~ 0.191" "~ 0.186" "~ 0.039 0.179

TR B AL 0.235 0.263 0.120"**~ 0.315" "~ 0.182" " 0.201 % * % *
BUR B J7NIE 0.013 0.197 0. 035 0.206" " 0.010 0.019
F {8 4.714% """ 18. 066~~~ 26,2447 7" 52.438° """ 5.476% 7" 8.625 % % x x
R 1 0. 207 0.383 0. 447 0. 577 0.222 0.275
Adj-R2 0. 039 0. 145 0.127 0. 336 0. 039 0. 069

(2)FOAEE G B R OAE B LAT AN AND B I (5 B AE S0 i b ) 4 352 W) SE AT ok 5%
Hor BT G250 & 4 RN 7) RIPGEAATHE 5. B (10) RPGAEE LMK Z A M
BEZFLEMEL Y NEEE, MACRRET . REg¥T . JF % % 85 3 3 5 0 45
fis N TR Z I BN 7 INMEES T EXNREE K, BUFE HANIERE BRI B AR 4
MR s, R (8) RO AT LL LW EE  ETWEAK.

ZHOH RSB ST L FELE IR, AN M4 AR5 FEE) FAESRE, #6 2 ik 2k
TREC I N BON B 7 IMEFES T Lo WL 45 00y FRE ( P<C0.001), Adi-R* 4 31k 0.272,
WS, B (9) R HEES AT 0.331, 0.174, 0.025, &0 |u] V5 75 FE A 55 48 f R
VoS ) Hofth AN HEAF 0 L AT 0 H B R S . W, gp 4R E BRI A XY 2 &
FHEHEEMBOFE FIMEGEARZFZ W, f AdEaEEEEw, Bk 2 H3RIE.

4 GEETEEMMUITARMOEAZLR

Tab. 4 Regression results of the impact of green residential information on purchasing behavior

A W) 3 ik R B (7)) WA SE 25 S 3 (8) Wy SEAEHE (9) e SE RS 14 (10)
faeg N 0.261° "~ 0.290" *** 0.077" 0. 006"
At 0. 053 0.114 0.1147 "~ 0. 038
1 1 m v 0.186" "~ 0.331" """ 0.187" " " 0.134"
HRE B Pk 0.155" "~ 0.126" "~ 0.169" "~ 0. 147
SEH R T 0.254% "~ 0.216" " 0.023 0.113"
Ry 0. 006 0.011 0.114 0.127°

F{i 26. 688" " 34. 613" """ 15.772" " 2. 765"

R 0.527 0. 582 0. 430 0.196

Adj-R? 0.272 0. 331 0.174 0. 025

() AT S B E RS P F W LAT A SREK, ARAFIR A B A M A 3 B IR 1 SR HR,
MmN AT 25 5 R 5 MBLRI (1) wTanggafE GO 0 S0 S AR I S B 50 2 4% 8 i) o 0 T
BWESLARW W B MG AETH S FE O LSRR G 2, BA(13) R4 6
REFNS T S5 B Ve A B 35 1E 1) SR B, SRAFImEAE EEWREMEIT S A HE DhREf 3
EMRIFA LW HENES A ETEREYCR NERERARFEN SRR, tta, SHEkS
B SRR, B (12) R OET LRI B ER W LM 2R A R, B (14) R W4k
BESZOoMEENt e, K4 R DENE GHEEREEESSROAETMIEE. WK EH
HRVER 35 HIE 1) R, RN RARFIEN  FREEMSERMNAEAFRENIEMKLRR, &4
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0. 053, UEHH AW 5 o i 1] U5 5 2 B A7 o 1) fl B

x5 FEAEFRBEMMMITARMNEILRER

Tab. 5 Regression results of the influence of green residential product attributes on purchasing behavior

SEEEW LT AR B HEZ N, ik s 53
BiE.

A WL FRI R B (11) W SRZE RN R E (12) W SE A HE (13) W SE ARG (14)
Ho#SHE 0.051" """ 0.293" """ 0.276" 0.283" """
VYNSRI EZY 0.032 0. 051 0.041" "~ 0.184" "
IF & 1 B A 0. 275 0. 244 0.229% "~ 0.218
BUF B J57 INIE 0.034" """ 0.060"* " 0.184 0.024

F {4 21. 865" """ 30. 613" " 13.936" " 6.647" """

Rl 0. 421 0. 479 0.351 0. 247

Adj-R? 0.172 0.225 0.121 0.053

5 HitHEEW

FRAENE TR FAEEE] P<0. 001 MR B2
FREE, =it B i) A5 A0 7 B 1) A B T 8 &R B
AdjR* MBEPMIF GG, ZWHERGTRE
Remp R I, Bk 7 =4k, w3 H Ll T4
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MAERZW, HatadEE8Mas, BEiA
RO TRy (2) Hwij gt e 15 B gt Ak eIk
PR EIE ) 2, o EE BME S, HE
B RS, WSEAT AR Sy (3) SafEES”
mn R PEH W SEAT A EEE HEEM IE R, HEE
Xt e AE B PR SR VIR TR 4y, SRk s Il L
13 A7 55 5

M3 M EEE, SeFeEaRltg
MEE RN RN EE R, gads=8E %
AHREE NI LY R BN #E. FEy, Ligt
AR Ers gt B IkIE, SaEeE Ry HE
W SEAT Ay P2 A TE 1) s e 4 . el Ot e A DR JF & RS
BBt DL I

(DsfbaafE B A EH T, REERE
ek AEE RSB PR R T AR RN X ik
FMELERHE SRS, DR A& 5 1M,
HitGeEEDRIEERY; BHZEE. M
FE L. ORUES, SR AMH SN aEEmHE
fr, HH%REHEN G edEtSmER EIRANIA
W, AR 5 & W0 Th 68 P 35 B AH 6 3
U R ARAR . B0 . 1 RE IO B AR T O S
AL, TR, AR BRI 2 o R ' NS
e PR R i 5 %

(2)38 3 2 b A A2 ) AT U R 38, (i 2 9 2%
FHHROAEEW LI FRERTROMEEHEL
Hfe ik r N EW G E AN TR, R 8K,
HATHERE T ZRIEE M, JUHMEZE W F
BRAR, i o N LR, REHE P
LR, BUREATIH Mg aIAE, Wil E A
WE, RS, Bl R AsUE, B
SN 2% kAR B LAT A,

(3) 38 i B )" iZ B % 7 L B 4k R 507 1k
B T TR B R 55 0 R 0 4 7 o s 1k
HARALTE 250 U BUR B 5 DA IE £ {4 31 2% 8 1 2 4
2 B0 ey SE AN HE R SR T S R L i 2k 0 AR B )
o, RAGEBHET AL s ™M 8 < - B IF &
FHSCHRIE ; 32 F 4 37 4 £ e i B 2 MY 8 HE 452
AR, ORIESE A B A @ A AR R 1k b
HAWI 09 4 2 i o R BOR 9 A e B3 s Ay,
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