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Abstract

With the deterioration of environmental problems and the development of green innovation strate-
gy, the popularity and popularity of innovative green products have been improved, and green
packaging products have received more and more attention. This paper expounds on the defini-
tion and research connotation of green consumption, discusses the impact of packaging informa-
tion presentation on horizontal position effect, relative visual significance difference, uniqueness
demand and structural demand in consumption, summarizes the significance of this impact and
puts forward research prospects, with a view to improving the proportion of packaging informa-
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tion application in green consumption market.
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1. 5|

AR, FEE N PR T A HERE RN, AR 907 SRR T B8 ISR
T ERBIRA PR, R T AT, A A AR B I e . BRSSO,
RAES IR PR, b A AR At 2 972K, B fEHE I 7 AR e BE 2R (i 9. (il 2 Y Lo
YRR R R IR AN VH P AR 1T 45 52 % (Sun et al., 2019). 1998 fEIHEE H ( AR RIS ) iR, “1E
PRNEFR BREEEE R WA, AR B IR 3 P A R R, T AN T 9
JEAUR BRI R A7 o L A B R L HESR (Y B ORI B B A ST A HE R
#(Hao et al., 2019). PKlitt, AR FEISRER (07l 9% € SCE BT, B B B0 2 (3 2 15
AT RGBS AT, SEE B 5 KhrE S DU AR RGO BT LR 2%

2. BRBEHBENEWMR
21 REHBEN

SO WO FIE T _EHEZS 70 EAQ, T SCUIEAR A VE AR S RN, ok — R AP r)
ST A AL GE P O T A A nTRIEE B . 1987 4 John A1 Julia B IRECN RGHLIEIA T 40
THIRAIMES, RGN A SR G S SR T e AN IR B IR H AR 5K 4 R T E 7
BEE BT FCIRN, GRETH AR — PR A LT B PR NN T RE SR TR IAEZE N, A8 4 55 1 3 75 220
PRI Z [ ), SEBL NS B SRR AH &b (Peattie, 2010).

O W AR IR 7Y PR TE SR R SR ST T B B S i, ok T @5 K 5 A A 85 2 ]
BRI, SO, 2017)0 WA 7E & T AR T3 b e 4k 78 B R AR R S = s 2 . 4
7R AR IR AN B A T R O B, 1% AN TS R BR BEIR, 38 W] DA A R W BT £ BRI
(Mostafa, 2007). &%t 9% BUONZR AR PR 1] 850 1 21 BEA8H, PRIS R R O o & T R R I S 7= A5 &R
H g% 77 2 (Poon et al., 2015). AT 4 K 2 4078 038 AR 1 S LIRS BUB I S RpER 6T 2%, (HAFAE
O ST A R AR R B (Sun et al., 2019), W] ULTH 2 H AEBIHESR (il Bk R R P A A L H
FAMR (94 F (Nicolao et al., 2018).

2.2. FEEBMAR

AT SCHERER I R 2R (o B DN 2 F b TN A SR A 2 R R . dh R R 28 b TR
VAR, Mo N D2 E 7 (Zhang & Dong, 2020). Brunner (2018)%%52% 3 4 b 7 Y ) SFmis = B4
TEJ D AU LR A b Al A 7= 2 R S SR T . (ER, A2 50 TR HE— A1), A %R
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AR %247 N(Emberger-Klein & Menrad, 2018). XF T2t aktawish, Himapr@EHn i@ st
A AL 13 B R TSR B e AT 2 (Hao et al., 2019). 7EIE 2200 LH4ES, KB HAEE B ENGE
IEEARZE () n : Boehn s, AEAS PR BRI S B AE), AR 51 VA 2% & 8% IR 58 45 J2. (Brunner et al., 2018).

TR LS HR A5 AT LUCKe 77 it 5162 19 4 BRAZ R 5 0 5 017K 2% 3% (Brunner et al., 2018), B 0y St 22 %
RIS TR, BISEE Xu, Yu Al Ding (2020) & BLEAE A AN E B 56 R logo AR T 1%
FIT logo, B KBRS . 7RV 2 ALRRHL X 347 3 JLURAS [F) B X AN R X S 2, K
7= Bl A2 328 (B At 28 Y 1 A A AR 28) L2 VT 22 N BT EAR T ol 38 T 1) T 9 b 25 7 it SASH B o B A A
(Zhao et al., 2018), REFBA TR, BRbRZEXT T BHEHOR D (R A2 10 & S AR), A9 E miER,
AT AR RRYE, BRI AR A A D, X2 R G (Il SRAE A T4 B
P — AR 1) Z R N 2 — o o] WL, O B 78 3 A AR 2R A A 2 TR 35 A 52 0 T £ A1 a4 €0 2%
Xt F MG S AMELEE 15 B 2BURIEH SN R AR EA L, PRERNE R 2 FEdsa
4 P B AR B ORI SE & X

3. BRERENMNFEHENZID
3.1. HEPRNKEREY

LB R I, AT X5 G 1B AEAS [RIAL B S B AN R ), R D W5 2 6 AN [ o7 B () A
W R AR A E I (Valenzuela & Raghubir, 2015) . 37 B A8 81778 H & A2 id R & M. Bl N ma s
W r= S E R AR B TR AR b DA 51 I % A B vE R (Sunaga et al., 2016). EIEXT G /K AL B 52 T
TR R 7 i R SRR AL B PPATY, A5 v 9% 5 2 0 2 R K ST B R B (1) B B [ BB R

LN HRE VO B A B S ERRIN TS, MR AL E /LR (Deng & Kahn, 2009).
KPR GAE FARRE & A AR, EU Qo] s ] £ 25 [R) R AIE,  IF J) PR R 22 /KT Bz B 2 - Ay Rk
- A R R, Kb AR %, AR K(Chae & Hoegg, 2013). AITLL, #4550 T A4 M
KB S NIEAE T DA 56 47 (1) J5f B (Valenzuela & Raghubir, 2015), B E 2, H 2 &Stk
flitt(Cai et al., 2012). CAF & Ml SEE R AL — N U 4 7 B AT DS i HOos 122 1 TR SR 11 o 22
PE, HE—DENIE T /KA E 808 (Zhou et al., 2019) .

32. MR EEEER

FEd =R, DRI PRV IC S TR ST AN NI AN 16 83 Ml 5 i A TR SRR IR AL HE Y
75 (Gilovich et al., 2002). 75 H 145 REKH, TEPORRFIHE 2T, W0 35 X E R 00 oK T T
e LAl i 222 B DA R S7 A 100 ST T S50, R R PR SE TS AN AT SR B PR (g e e K o e 22 0 LR B

AR R AR, 2 AT SR AT B AR B T AR A R AR, L Y
S RE B 2 B MR B AL B R R A 1] (Mannan et al., 2009) o X b L3 52 35 2508, 2 48 4 iE A 7F
JUANE e B (] A RESEAFAE . FHIRAF IR EE 0 R, BB EMEE LR BE N BEEA S e, Hl—
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f <33 FE R (Krajbich et al., 2010).
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B o) I L ST BRI TR, X
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B AN B SRR 52 B P, 23l i R XN AT D DA 47 TR A S5 3R 15 H B (Snyder & Fromkin,
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475 &(Ruvio, 2008).

3.4. G ER
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A7 B 45 KA VS 1) 22 5 TT B 2 UM AT T A AT W58 . ARG . BRARAI S S FLgl o A2 OB 22 A5 1 K
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