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Abstract

258 college students were randomly selected as the research object. Questionnaire was used to
investigate the relationship between face consciousness and college students’ green food purchase
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intention, and to explore the role of information asymmetry perception and public and private
context in this relationship. The results show that: 1) consistency face consciousness, difference
face consciousness and others’ guiding face consciousness can significantly and positively predict
college students’ green food purchase intention, perceived information asymmetry plays a partial
mediation role in it; 2) public and private context regulates the relationship between difference
face consciousness and perceived information asymmetry. In the context of self use, there is no
causal relationship between difference face consciousness and perceived information asymmetry.
In a shared context, difference face consciousness can positively predict perceived information
asymmetry. The results show that improving college students’ face consciousness can effectively
promote their green food purchase intention and promote green consumption.
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1. 5|8

fEpE, JLPFEN A BB T R, NE TN, KRR E S E 2 E e AR, R
R A S WALk B O ANTTH & R R R R, (AEER AU, MR E
anAZ A, CEGTRRSE T . “TK” &, RSO R aAIE, A EERE, EgROaRT,
SEEMRERSGEE MRS, URAZOQME, 07 TR PR, AR
SRR VAL T ), I ST NANT ) TR R TR AT R M A AT R S e PR S R AR T
HE, mrEEAE TER. A, BRER. BESE, 2 MENMRAT MO, SO, 2017),
0 T 25 AR A2 8 AN 0] THT 7 R e DA S AE Wiy BB AR TR - PRI T~ AN G 25 2R T 11T g AT AH DAL 22478
R (R, 59k, ®UEREE, 2009; Zhang, Cao, & Grigoriou, 2011). 78 E A T8 45 1 F = RE AKX
PN RN BN 038 B AT I (A 5545, T A, 2006), FHAFTHF B AR vl 2 — Stk 1 &R, ZE 5
¥ BRI T m Ve ROIR AR (il 8, 055, 2013). DMERFFLRM, S mismaE
BU2 388 7 i 7 20%~25% FI T H (Lin & Chen, 2016), TR 15 g 18 3 1T B U4 €072 i ) S5 2 R
HERRZ —, ks s i 2 RO W L 2 BB B IE M s (1555, R4, £, 7k— K, 2019),
IEQT Li A1 Su (2007)W\ R, A EE 25 5 S0 b A ST AR R o X R G AT I A2 75
SEERE IR, T R R U SE R R R R GEE R A, MR, 2021).

LIRATEM LA, B 7B R S SR T IRA TR K, R 2 B R it EL A
P K TRz SRR AT, (S BRSO T2 i 7 R FE B e 2 = TR T 3R, Xt 2
Fr s BE BARER, A5 BAX IR 4, WAL T U5t ah, WEZAETL4ENKR.
CAEM ORI, T B U E TE 95, CETRDN 7= i i 80 KRS 2 BE bk = (2 V5, 2014), [FIRE, 13
BT PRI, R B AR (=, e, 2021 EAEME, EHk, 2013), WHX
T O R AVE BAXI R E i, I S i ) B 2 PRIk, A58, 2015). Mishra Z5(1998)#445
BAKEFR T8 N oo T B 7 A B 2 E i e TR M AR & AT 95 BIESn, W
AR XHAE BN RE FE RN, TR B R E A R SN AR AR E AR &, AEAE 2 mm Ty B e — N
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YR R, E R CAHEIRT 24 AT X S B I, T R AT e 2 e BB NS R AN X BRI R,
T 5 0 ) S R R

BN F R R AN AR 1, (AR 2RSSR . 5580 Loy e SERS S A IS 15, ISk
{5 458 58 2 (A AN DA SIS () /0 SRR B A OG, TR A BE 2 5 SE =i 5, B sca o8, (BAE —RIRK
{E 1%, FOSLI Y 2 I L B EAI4T (LI & Cui, 2021; THIAE, 2019). LMERFFAELE K 42 i 7R I SE
THBEXE e R s, AR A BRI S BN FPER . T 525 N Q019 TR I, 8 SR LA
ST R AL A E R EN I sE e, AFFIE S T SR s, TR B I E S, i
BENESE R, A, 5 Bz e 2w AN A TR I ANE FI W (A fzal et al., 2009) RS AIE B AXTHR
MFRRE, AEME AN R AR ANE 2 (8] B A B SR 5 2 (M I B R R, HIE X K& BT
PRt I A B S MBI 7 R B, SRS B ARSI AR AU AN B 2 T AR DS, X BEAEIE T T 2 R0 Ik
SIS BASKERR 52 0 R R, 150 BRSP4 mT R 2 R 1 T RO R NS BN Rk sg e . SR T ik,
ASCHR S FRE R 2 A AR S SIS B o “ B R “IRE” IR DY AR & DR HOM T 7 =
W EAE BRI RIS

Crp A ARty SR BIUIR A A AR5 (2019 i)Y S, SREATH TR AR & FE A A H 8 T 2 A b ik
SKAEAF K, 83.34%MI 2 1 # Ron LR ETH AT J, Fob 46.75% 02 Vi Ron “AEH SR, X RGRE
HIREIT T T RAFMItt 226t tbah, SEiE s RAVEESE A, XS BRI RS2 AR 7 i B
RNEREIETRBE T RIFRISERE, R E B et & R R AR TR B E B A R AT FH (Bonini, Hadjich-
ristidis, & Graffeo, 2018),

RUE H AT SRl e s & R0 2, (BEAEH R H-F RO SO & S iH R, AR
PR, SR Y P DL Y FORRIFE A DA & RSO R, (R TR e R KR,
ST PR UL A R R I BURIR LS PRI AT G 2 v, AW SR S T R IR R A X — T R
N KL O S S, DL NS BASS BRI P G A8 e i s ma A o

2. ARAZE
2.1. ARFR

ARSI 251 5 EAE N K5 B IR R8I 300 4, HEBRMG BEA TSR FUEEMEMEE S pt,
258 A WA NN T, FUFEN 86%, HAFHEM 123 £4(47.67%), Ltk 135 44(52.33%).

22. fiIRIE

22.1. BFRIRER

K Li A1 Su (2007)FF RS E R, [FIHI0 T Burnkrant & Cousineau (1975)BE i 5 #h B AN
&, KM likert 19 5 it EME . ERSN—SEI 7200 25 M = iR A 5 2 7R
ZANERE, 310 N o, RS T RIS 2 EREATT AL HH Cronbach’s o REZ 0.78,
y*/df=2.04, CFI=0.94, TLI=0.92, RMSEA =0.06, SRMR =0.04.

2.2.2. BAERTHIRER
EEVEMT, $1E T Pavlou 5 ANQ007)FTEHMIESR, 3 A4%H, KA likert 5 114, B4
B E BAKT RS, ZEREAT T H Cronbach’s a Z2EZ 0.78,

2.2.3. SLIBRIEETR
S EROR IR YE B G ARSI 7R E R, 5 e-prime F2 74540 2 DU I = 4k 4

)|
)|
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TRMEICAREA T K5, p > 0.05, Wk D), iR A CA T “REERL—Sad B =M, 1t
IR EER TRV, IR K — et A A R, BRI EAE BB E TR
JUIAE G PIR R, B MR RS BRAE BARRER IR, RO e SL U0 45 A m Wi )
e HARTH -

2.2.4. BUESH

FIH Harman FE 720 Hrxd il &2 BT 001 g5 RExR, HH 8 MHER KT 1 FIARTHH,
B R RSB 24.44%, (KT 40%HI A BR(Podsakoff, MacKenzie, Lee, & Podsakoff, 2003), [,
AW FEAAFAE ™ FE (3L [F) 77 R 22 o Ak, BF 5T R SPSS #ifF PROCESS HEAT A i 71 f) Hh A A5 B Ay 565 (5
A7), KM Bootstrapping J7 i&(FE ZHEE 5000 )RSl RIRRAEPRHE R S 95% B X H](CT), ikt
A e 280 BSUR 5 AL P S 3 1

3. fIRGER

Table 1. T-test of independent samples for material evaluation (n = 100)

F 1. MRHTEIISI AR T 458 (n = 100)

3 M +SD T p
AEIEANZ T T 72 R 3.20+1.27 1.57 0.12
TR K =R 2.98+1.26 -0.16 0.88
SRR L IR 3.02 +1.26 0.16 0.88
3.1. XM

B, AR T R IARRMERN REIMASE)BEOYMAR R, 5EL RO )
AEHEAT B AR R AT, S5 RN 2), BT LR 2. A SRR L4, 2R
PR T S RN — B 7 RORA A, AN ZE ek T R OR B A R R T ROR A R
R, MK A R EMK, H A SCRCNA — S i 1 il N3 PR 1 R S NS
AR BE R —HEE T RIR 2R TR IR PR A T v T R A SR REIE R
AKIFRZ B BAF AL 2 I IEARSC . AN, RIS S AR AR K I8 22 TB) A7 A 4 35 (1 IR AR G

Table 2. Descriptive and Pearson correlation analysis results of research variables (n = 258)

% 2. MRTEWIEIARMES Pearson X DHLER (= 258)
A M+SD 1 2 3 4 5 6 7 8 9 10
1. 2fHmA 1.44 +0.50 1
2. P51 1.52£0.50 0.26" 1
3. % 198046 -0.18" -0.07 1
4. AASZREIN 2.83+0.86 -0.15" -0.04 —0.03 1
5. RBEMET 1.15£036 0177 -0.07 0.18" -0.12 1
6. —EMEmEFEIHR 1545+228 —0.13" -0.07 0.06 0.15° 0.03 1
7. ESMETEIR 11.03+239 -0.17" -0.14° 0.10 0.11 0.12 059" 1
8. MASAME FEIN 11224219 -0.05 -0.16" 0.02 0.14" 0.04 057" 065" 1
9. JRHENE BAFTK 1298+1.72 -0.01 0.03 -0.11 0.16" 0.02 042" 0.197 023" 1
10. MEEIE 11.85+1.66 -0.09 -0.03 -0.01 0.08 003 049” 046" 050" 043" 1
FE: p<0.05, Tp<0.01l. MATLHN 17, AREA TN 27 5 BAERN 17, LN 27 SO ERN
17, BRSO E RN €27 .
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3.2. BRTHRM R LT

A AL AR B BT AR G IR b, SR VAT I A SN AR B T, AR SRR SR S AR B
BEAR A T BRSSO B IS B R A RO (55 R 3). 45 R — Bk =il ZRrE
T F- = U N 5 1) P TR S PO I S R S P A e, T i iR T S S i Bk B A . 1) B
7, MTFEIN-WERE; 2) PG, IR - BAGEEANK - WERE, 458K,

1) — S T 2 R I S = R I B AR BB (B = 0.27, 95% CI = 0.19~0.36), — &1 7 & iR
S R S BRI T 5 35 (B = 0.42, 95% CI = 0.17~0.67), JEH A X BRI SI% 735 SR A 1 45 2 (B = 0.26,
95% CI =0.15~0.37); i HAE XS —EE i 7 2 iR 5B AE BAX R Z 0 198 R A 3 1R RNMB =
-0.06, 95% CI = —0.21~0.09).

2) ZESEEE TR U T S 2 R A BB AR B2 (B = 0.27, 95% CI = 0.20~0.34), %= 5 1H 7 2 Uk
HIME B FR B TN B2 (B = 0.42, 95% CT = 0.15~0.69), JEAI{ AN FR % I S 75 J&& f F000 &2 35 (B = 0.34,
95% CI = 0.24~0.44); {2 5072 IR S BAME B AR Z B F % R4 B35 1T 8N =
-0.16, 95% CI = —0.32~—0.006), W[5 1.

3) At NS 1) T R T S R A B R AR R B (B = 0.32, 95% CI = 0.24~0.40), At A5 170 141 -+
B AR AN BAS KRR () T2 2 (B = 0.41, 95% CI = 0.14~0.69), JEZ15 BN X R %o ) I 25 J& 1 P n) i 2
(B =10.32,95% CI = 0.22~0.41); ff F 15350 6 At NS 1) 1 TH] 0 5 8RS B IR 2 T IR 2k R A W35 1
VRN (B =—0.14, 95% CI =—0.31~0.03).

AT AR I B 48 45 R N 1] 2~4.

Table 3. Moderated mediation model test

= 3. BT RGN

. M Y
A e
B SE 95% CI B SE 95% CI
X 0.42" 0.14 0.15,0.69 -0.03 0.02 -0.06, 0.01
M — — — 0.15™ 0.02 0.11,0.19
W 3.38"" 0.91 1.59,5.17 0.004 0.01 -0.01, 0.02
X x W -0.16" 0.004 -0.32,-0.01 — — —

*

H: "p<0.05, "p<0.01, "p<0.001, T

14.00 A ./.
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Figure 1. Simple slope test chart
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Figure 2. Mediation model with adjustment result diagram
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Figure 3. Mediation model with adjustment result diagram
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Figure 4. Mediation model with adjustment result diagram

E 4. BASH R ERERE
4. THe
4.1. BRAEEAFRHEPNTEA

ARFFRIL BRI RN RV T R S R T SR S B E B AR SR
B S RB I Z R — A A SR, Hoh— 2k 7 2O Z Rk SORAME A T
R VAT DL 25 1 17 T K 2 2 T SE 2 i i B AR R S AN R AR AN S B, IR A R AN R Pkt T B
LA PR 2 S sk e, AR M R A SR i fhi s W R 1 ROR s, A
B 5 T B B0A5 B A FRORE Lt 2xillsr, b (e ik LW SR o X AR 1 S R T 2 75 K st
PR R, AR S RIEZ M — . BT AEYMEMKE, AN T ARMMAR, s
PRI B BRI, ITIER] “Bied” B H I, EARRT AR, 7 e, Wees s
TH 9 NS B IR T, ELEZ] B BCRME EAR FR I35 3 O AR RS2, S O 1 — Mg
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WL RIB O ER . FETEE =IO EI®R, N AR Z IR L R, A TR,
ANATH X AN 8 M BT SR ) S B sl s T, 2 = AR AR R (A BE, 2004), AMA(EZE 5y L HE A EER 1A 2
al B AR THE 27 (Liu, Shi, Xue, & Shen, 2022; 25408, 2021; W55, 2021), ML A SR — Mt
SAT R, HAEMEME, HEER E B MBS AT AT DS A SR UE I A OO R E AR ),
FIFETEHIRM E 1, FERE R AL 24T N ISR AL 2 53 H RRLGTH 2 & 7 R SEAR AT B AR (Kuykendall, Tay, &
Ng, 2015; Dunn et al., 2010), AFERVEVE SR SEAMRH R — P RRCGE 2R, BEZ40, 2008), M REHS
BIAN A SRAS 00 3 A PR AR BRI B A ] AR A A7 T 15 4 BT MR B TS BRI — LT
PR, REMNENTFSEUERE MBS A, KEENSEGN T ar 5, AR
B BRIETREMB A ML H K. 25 LRTR, RS AT AR AN 30 A5 B AN AR B =R e IR
AATTXT 3 €= i ) I 3K R

4.2. ERBERETER

IR AL Fe gt 3, BB I 48 2 VA 4 T 7 R R BN B s, s b, IS
WA T Z SV T R RBRAE BN B RR R, ZREH T RN EEZR MM RREZ 7 RRE

B R AR T T, 7R E RE SRR, ZE R T R AR S BRI RE MR R, R
TH ST T R R R ENE BRI A A BF MR R R, W UL k=R, ZRm e
TRBR T ) OR A A DN RV R BB (S B A BRI RR S, ) K2 A AR IR K OB RS, SR S A
Uf, WAEREE T, FNATEEE WM, WHEEEANRZ RN EIRE W L. S8 H
K, 2 S B A S AE B AR A R R, R S F = S i 5 A 1,
HREASL ZEEHIEERTE RS G IR IR TiX— &, ARG N RFER
HREAXFRFEEM = 12.19, SD = 1.50)% 8 ZK T2 T RUEFE EAXNHEEM = 13.72, SD =
1.59), t=-7.94, p<0.001.

5. &ig

AWFFEE, T EIRRE R TR 2 A St i R, AT T S RN SR R R AR,
T TR 3 49 K2 A BRI SR AN X R R i D S e € W (i o R AN AT T A T A8 P AR 5 0 7
TR ZE T T R RN RS B AR RIS, 24 55 BRI 2 S e g, Z2 i R T DA
F ALK AR A A FRIFEEE, BBV B crafm %, 257 e 7 2R A Haes B2
PRI FAE B AR, R T RAAEZR IR T B IREA RS T XHE BN L. ERE IR mA
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