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Abstract

With the formation and dissemination of the concept of sustainable consumption, consumers are
paying more and more attention to consumer ethics in the process of consumption. This leads to
“speaking a set and making a set”, that is, the situation in which the willingness to consume is in-
consistent with the actual purchase behavior. This study combs the relevant results of the con-
sumer’s “willing-behavior” gap research, explores the main possible influencing factors of the ex-
isting research, and sorts out the theoretical explanations that may be involved in the latest re-

search.
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Figure 1. Theoretical model of planned behavior
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Figure 2. Intention-behavior gap model
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