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Abstract

In recent years, green marketing has become a hot topic in academic research. Among them, con-
sumers’ green attitude plays a crucial role in green purchasing behavior. However, there is a lack
of systematic analysis on factors affecting green attitude. To address this gap, this paper selects 21
articles concerning green attitude from 2020 to February 2022 to understand the latest research
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trends of green attitude. Based on the causal chain framework, four categories including antece-
dent variables, mediating variables, moderating variables and outcome variables are summarized
to analyze how green attitudes affect consumers’ green behaviors. Finally, this paper points out
the research limitations in the existing literature and provides some suggestions for future re-
search.
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1. 3]

HAl, BTAEeBieHas™E, s nAaSBRE2UREm], JF M rREiRA g, sor
b B 5F 2 T SR R, R E T T 2 AR R A AR IR 55 (2], gt e i AR 55 A
B HTAE[3]. MEHTTRY], T RE MR OSRE R ME I AT M EEZR T [2]. B, i
VY S 0 SRt i BOR 5 R P B A6 1) i 52 PO E , A58 T30 — 2D IR T L Dy SEAT N FRRFAIE [4] o
AR, FEANEGERRERSOSE, FEFZRIROSENZR. HIA RN TR OSSR
MR, ShZRGEVERE 0.tk AL T AT 5SS AR BEA T 7T, DL R EEHE
BN, VARTIAAS R, A, AR RS R AR USRI BEAT IR 2. 0T F0id I (AR AR
2, PRI SCHERAE RGNV, DUIRHZ A4 SR BT ST R A e Bhas . ALy 2020 4 1 H &
2022 4 2 AR 21 fR kS AR SCRRIEEAT 70 A 55 80 4R T BT OCER BRI SRS I, 58 =38 0)
XGRS LRI R AR BEAT 7328, VYRR MR 1 ISR STRRAFAE R BRE, IR L

2. XHEKBESR
2.1, MHERIFIE

NT RG M EREA IR RS, BFASREES B AR 2 e AT . ARSCXE Web of Science %1
PEEEHEAT Z SCIRS R, TR E T Web of Science 0 & 4 FIWE AR AT ER AN R . HTITE
KOS EAENERH AL EZ —, T TSIV OGS, BIA SR 2020 4242 2022 4 2 HI1
E. WE LR, ERAREA SR E S, Bat S (green attitude) fE A ICEER, LA 158 iR SCHRTF
Gt HIR, NT TRGESEEANF B b TR B 0EH, 7EMIBR E S SRS F B S G,
B 18 (theory) VoGS A HEAT Ik . fegk, JLIREL 21 B s AT HE 7 0 #r o

][l

Table 1. Inclusion and exclusion criteria for studies

T 1 KT XEREY AN FNHERRATE

WA PR HE HERR bR AE
JSEAE TR AR B S S A ToAf AT BRI AL S S S
S22 S VARG R A
82 P9 SO 1 SR SCHREE S 1 5 AR

RIAE 2020 % 2022 4F 2 H A HhR JETE 2020 & 2022 4F 2 Ala HER
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2.2. XEkpmigR

2.2.1. WAREAT) 2
W% 2 P, FERATSRR I 21 FSCHR T, 3510 /T 2020 fER#E, FIAR 11 RIIRET 2021 4F. 1T
FT g a2 2022 4F 2 H, A 2022 S RGOS SCERE N S . E O R KK TG OEHE L
TRPATIH, 3 3 Guil kI, (Sustainability) KR CIEERZ G 7, S ARE 33.3%),
(Journal of Cleaner Production ) 51| %% 2% H &5 — (3t 3 55, 5 M %k 14.3%). 7K, (International Journal
of Environmental Research And Public Health) 7E&FAH KL TN 2 F5. Bribz oh, A IAITIE K EM
KRR IISTHR 155 -

Table 2. The distribution of literature with green attitude published from 2020 to February 2022
3 2.2020 £ F 2022 £ 2 ABARNEBREN S

KT RARH
2020 10
2021 11
2022 0

Table 3. The amount of publications related to green attitude in each journal from 2020 to February 2022

523.2020 FE & 2022 £ 2 B &2 RFCSEHXHEE

BT FR REHE
Sustainability

Journal of Cleaner Production
International Journal of Environmental Research And Public Health
International Journal of Sports Marketing and Sponsorship
Journal of China Tourism Research
Applied Sciences
Journal of Environmental Planning and Management
Environment, Development and Sustainability
International Journal of Hospitality Management
International Journal of Tourism Cities
Management of Environmental Quality: An International Journal

e e e e = = T T}

Social Sciences

2.22. BRERSH

KT SR AOAS FE AR DI 78 B B R B 2R R, (H R 2 AT RI47 A L8 (Theory of
Planned Behavior). #R#E% 4 Guit&h R, T =4k 13 Mt BB AR AR ST I B St . o,
THRI4T 38 (Theory of Planned Behavior) {8 FH i e iy, 3 14 A SC & AR i@ I i Fg #7406 fe
TIFFC Sk 25 B A FH S A O 7 P BRI S5 I s2 i . 1 4k, BRMEAT N EE 18 (Theory of Reasoned Action) /&
SRS FER S ST A 0 R R 2 — . BRILZ A, R 11 MRS T — k. ik
[FIF, FERTERRRISCHERA, 3t 4 Rt A RIS RAHAT 456 . Bl 1R 253 A S 0 SE I B
P, #4155 H 18 (Signaling Theory) fIZS FEAT 1 15 2 18 (Attitude-Behavior-Context Theory) R fifRe Al FH £
7 S ELR S5 BAT RBLR[5] - [RIN AT 358 1 (R 25 52 A2 7 38 SRR SO i o 3 - 2845 7 0% 2R o e A
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P B W AT NIFREIR[6], HEn Ak 4t 45 TT4E B8 (Theory of Perceived Corporate Social Responsibility) i1
FTAETT - 2% 5 2R B 18 (Theory of Retailer-Consumer Relationship Quality) #1454 .

Table 4. List of models and theories that have published studies on green attitude from 2020 to February 2022
T 4.2020 £ E 2022 F 2 HEARMNFESEMRARILERTIR

HAR A4 TR SCHERSER
Theory of Planned Behavior [2] [9] [21] [26] [31] [46] [47] [48] [49] [50] [51] [52] [53] [54]
Gender Schema Theory [55]
Theory of Values-Belief-Norm [55]
Organismic Integration Theory [55]
Theory of Reasoned Action [40] [56]
Social Learning Theory [57]
Enrichment Model [57]
Spillover Model [57]
Border Theory [57]
Theory of Perceived Corporate Social Responsibility [6]
Theory of Retailer-Consume Relationship Quality [6]
Signaling Theory [5]
Attitude-Behavior-Context Theory [5]
Stimulus-Organism-Response Theory [4]

3. JCERSTHTHEZR
31 BEREERELNE

RN T8 2 (025 FE Qe S e 2 € 7 i BN 55 RO, AT 58 Sl i aod 48 B SR 5 R (s 25 FE AR R 1)
AR fE, PN Abdelsalam [714 H (1) R R EEHELY, K 5o AR R NRTHAR R, W EE, F
N B R REIAN I JTRZREEA—NEE, &R NG, 1A S 5 A & R ¢ R
(RI5RSSAN T [A] o AR B R IR A i A B AN G5 SRR B R ) OGR4 R B R AR o, ARG
HH TR A A A S B S R PR 25 SRAT 9. AR08 IS B G it SOk 5 2R (S BEAH R I % A2 &
B AME A FRAF AR ST A I, 1553 E (Intention to Engage)-5 4% €414 % & J& (Green Purchase
Intention) & . %%, 3L 56 MHICBEPANRIREENELL . T ONARM T B 1 FREEHELE, X asE
HAHRA AT EE RGN T .

[HES s hAAEE

ANTECEDENTS MEDIATORS

NTES
MODERATORS

Figure 1. Causal-chain framework
1. ERBEHESR

HRER
OUTCOMES
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32. RTRIEMEE

AR R R BE fO S N o, RS AR B AT NP2 AR . gk 5 R, FERTIRR) 21 R ScEkd, 35 20
AR EAE N T S S LRI AT . o, PABE1IR (Environmental Knowledge) 5% e iy, 3
5 K . He k315 5473 (Environmental Concern)3& Hi 3 4 ¥, =M #H 78 (Subjective Norms). 17 415 & (Behavioral
Beliefs) 14 & 4745 (Eco-Labeling) i HLIS0AE B 9 2 IR o AR SCade A2 Bt vy (1) 1) T I RiT R A% & kAT — 20
B REEENRTE IR — D AMBREE T AR AR ARAR O A R [8] . BA X HE s I N X AR S
1T RN EA RIS BEH AR RIUTBN[9]. TR, MBI E 5 o0 T4 NS A R IF 1
M[10] [11] [12]. FAEERCIEIE AR E & SLIFI TR RE[13], BImA R . . k. w1
FEFIXS A B () RER R AR [14] . JVEMBE I N BRI 7 R A E, X 28T AR SR, S 32
B R 1] BEME AT SR C W SEAT N o ELARTE AR B ATV B 4L 2 1R 7, DAR e 2 15 8RR e AT 4 [15]
[16], FEERO1. IR N I AFI R FHEEHE A W2, S22 A NIV B 38 0 e ST €00 7 it 1) R 5 AN 4 £
77l RIS BE[17] [18] [19] [20]. ¥ 388 AT NG, B T AT IR S SRR IR, LR AT TN 46 R4l
FIVPANY o WER UL, V9% I8 XSGR A A AT VRS, B R T R AT N [21] . AR AHRAE
VA B HRASENERE R THE, BN G DUB IS AR SRS o AR AL W M AR S AR [22]
EH TV 9 3 BAE N PIT AR IR S R S AN, DRI W S A PR ORBR A5 1) 77 it P B MR AFDO = [23] [24] [25] -

Table 5. Antecedent variables of consumers’ Green Attitude

"5 HBERBETSERMELEYIR

A A AR A AT A AR GBS
Environmental Knowledge 5 Environmental Concern 4
PR ENIR R IE
Subjective Norms 9 Behavioral Beliefs )
TG THES
Eco-Labeling 9 Perceived Consumer Effectiveness 1
HESPRRE T 2 FH BT
Health Concern 1 Cognitive Beliefs 1
e RESGTE INHE &
Environment and Health Awareness 1 Outcome Evaluation 1
FREG AN R =R g5 RPN
Perceived Producer Environmental Performance 1 Environmental Advertising 1
RRENA T E IR I R &
Perceived Economic Benefit 1 Environmental Ethics 1
RN R B AR A
Altruism 1 Perceived Behavior Control 1
Fil 3= L RENAT
Social Influence 1 Green Customer Value 1
IR AL SR PN E
Charging Infrastructure 1 Consumer Purchasing Behavior 1
78 LR A 1 it TH R FW AT N
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33. BTFHNMHEE

AR B IR G AT R AR RN AR R R R [7]. EASCES, WE 2 fis, hAZEREN: %
A R AR B AR, B SR R B A AR L. & 6 XFHTIESCREEAT 123 ag, A 2
AR PNFENE B GOS RPN AR, HBFKMEME, Bh—R. HRFNSROSEELE
Wi ¢ €1 3 BE (Purrchase Intentions) Xt i 2% 5 U S AR ™ AL Ui . BARRIUN: IR0 B Frfy ar s
B, At s T St W K B, PR L K R 8 B R A AR [26] . R EL AR R
(World-of-Mouth Intentions), #¢7E X A iH $% & il N SR 7> 8 Tax a7 5 2, I F b NBEAT 477
MIrTREE. BETURA, RAMRMSRORENN L, S84S5 M NS e 05 15 B B AL AHERE
Mg, JE R E AR R, FAN 9 (AR I SR A5 B IR T [27].

SEEE AR B gERAR &
GREENATTITUDE | ™= MEDTATORS — OUTCOMES

Figure 2. The inductive basis for variables

Bl 2. RN EERVANKE

Table 6. Mediating variables of consumers’ green attitude
Fz6. HEEZREBSEPNTEIIR

AR LIRS

Purchase Intentions

ESEN DSV

World-of-Mouth Intentions
I E R R

34. BTE&ERNTE

S5 AR B R i o, ARG AT RL . Hr /R T AR B B S R I TR 25 SR AT N [7]. R R
7 BHEEOR, S E (Green Purchase Intention). £k 51 K47 A (Green Buying Behavior) F175 46
(Frugality) =2 BEAE M P8 S B A IR AR R . BoE, STk 0l F B 2 1 46 AR B 4 (0l
KR SR K R R SR AR U S O AT NI B LA Sy, RN A R oo Al [28] 2 B A
sl 1 HEAMER), /b ezt = i [5]. LMEREE iR, 3 et aas BT
Rt A B0 m[12] [29]. Hik, FFRERY, AIRSEEE S B E R W EelE 5417 8(2].
R P R B 1 E SN T PAT R PR B BRI SR [30], Al ATk S AT R 5 BT R CU AT N
[31]. BARH AT BIR REWS SCREASTE 5T AR &R, (ERIFER AL B 1T N2 [ A —B[32].
TR, RARINSROEEA SRS EM AT N, A RIS NA2[33]. K, Tk
IR AR R B — A JTTHI[34] . AT 28 A S R SR 2%, I HOUE I A4 I = 11 [35]
WHERM, i A SO, AR TAF T RS R R, Btha A 18 1T (4],

35. BFADHEZE

VAT AR B R 25 AR B[R] 58 RN SR ES 57 MI[7]. WiF 8 Fiaw, M B SCHR mT 1, &t 5 3N [F] (Green
Self-Identity). % {0 i i %137 (Green Brand Knowledge). %%{% 7454 (Green Marketing). 1451 (Gender) f1 43 {4,
Lo FE 25 4b(Green Psychological Benefit) L 5 M8 &, HIHI 1 K. g ENE, BIFRHE SN
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T, RN

N IR R IR N [36]. B HIF T CUAIE S (0 3R R 78 25 B AN S 75 2 2 1) f R 15 VR, 3%
EWEIA ER PSR A BIAF R s, RS A O I NEIRRIG, PR @i et 114 FH 4%
77 SR S5 [9]. S0k R A2 i VY B 2 6 S €0 i 1) S RS ST T R RRIE[37]. B SCHR[38] [39]
A, THE GG MRS, ARG LR, WY, S AR At
mi WS FE 5 S SR R OC R B R T VE R [40] . SR 68 B 2 4R I 5 FH A OR 75 BH R AR 7 i
[41], SEEHS NP GHta SHAI[5]. Sttar SiEa A, Rk 9 R A
T SE SR 7= S R R, AV P O B B IETE B AT BRI PR B4 . (Rl BRER) 25 X VA 2 2 25 B AN 4%
SR B 2 (A IE R AT ER . Ak, BF IR R I R ¥ B 75 B AN St () K i R [ B A 5
EWAEA . AHTE NS D NTAFH T G677 I IETE SR, MATmERA v Rt T4 (3K
DRI, S 6075 R 1T 3 S 07 T S P A C W S SR R R o P 30T 90 9 3 S T R 4 €0 7 T D K i R
Z IR R A A, EEEAIS ERE TA 800 A . filan, il Habich-Sobiegalla %5 A7
WP Wit i [42], ULEA LR L B VT W] BRI SE F AR 4. {H Chen & AXTILBREI R AR 5T =8, Hitk
AT LoV BE A ) ) K FL TR 4R [43] - SREVOER R AL, it SR 6 7= S B 55 45 1 B e ok O3 B i)
H FR9 /2 [44] [45]. WFFCIESE, FA G @03 8 A 1 R B0 SERE 05 25 o Sk R I e (=, H ik,
TXPE IR RFAE 2 1 B0 9 25 06 4 €007 P 265 B R SR 0 ) S Y 52 i [ 5]

Table 7. Outcome variables of consumers’ green attitude
FR7. HRERESEERTEYI®

SR P
Green Purchase Intention 16
iV APV
Green Buying Behavior 5
RO SEAT N
Frugality 1
R

Table 8. Moderating variable of consumers’ green attitude
#6. HBREZRESERTLETEYIR

AR A
Green Self-ldentity 1
2 SENSEs AN
Green Brand Knowledge 1
R it R DR
Green Marketing 1
BROEH
Gender L
el
Green Psychological Benefit 1
R th LR S Ak
4. g&ig
41. ¥ig

SREOE B OIS I T SRR, BT SREWE S AW R . Horh, A E RO SR
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i 2t AT N ) B A &, EELA SCIRR R G WM 2 (A FE RO R 2R o DRI, AR ST R 21 7 AL 2020
HEZ 2022 4 2 ARG SARIISCIR, 1 EIE— 0 T R ek (3 E W] s 2 A G (G SEAT O . I SCHR
BEokK, ANHAPREERRHE G, BHUTER. B AR ROSEARIEE, KT
FORTH AT MBS A N EISREA. S5, MISREETUA, B2 Ak PR ax (Il AT NI N SR S L A0 46
KT H=, AYEAEIRETARRR, AFSCE ML RAFAEZE R

4.2. RPREARFKHZ

IR IR, ARSCRASCHT SRR SCRAT A — € R BRPE . Bk T

55—, ASCEERBUCCERES, AU Z T Web of Science ¥ 2, 4 Ja iF 7t il gy N HA K A, il
Science Direct. EBSCO %5, HZ MU EAT AW MAN, A SCIEXT 7= S LG B TR e, %
B — RSk i, TN RRFE SR 7 e X TR VEI S (= i, W 3 IO AT e AN |, 45t B
REWCHHAAEZES . B, JEEEMPT AR YR E S5, maRElisE, SERT. SERES,
BTN 5

H 2, TR AR A SR, R 2 B0 TR R T D VA SRR A I BRI PR SR OG R HE W)
BE 7. ARRMITEFLAT LU N AT, DASK S AL 248 S I SCAT AL, (BT 7RG 025 B He
AR

¥, EHBTSGEEH T, KEZFEMRAT RESETHRE, BRI 2l . @ilS )5
WAl A2 45 A HAD SR, i (e . A RIS, A MM REE Faas
&5 5 AT N .

EUY, HTHEMX AR, HRE NSRS GO AT NI A 25 . ik, AkaTbm
AN GFKFERTT AR, DRSS RIS, A B TG AT G B2 B I GR A T i

B
ESEERERAI PPN S s Il E SR SRR E e
SE 3wk
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