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Influencing Mechanism of Public Acceptance Willingness on Green Packaging

PAN Chi, GUO Zhi-da

(School of Economics and Management, Dalian Jiaotong University, Dalian 116028, China)

ABSTRACT: The work aims to explore how the psychological factors affect the public's willingness to accept green
packaging. First, the public acceptance model of green packaging was constructed with reference to TPB theory, and then
the questionnaire was prepared according to the model hypothesis for survey. Finally, the reliability and validity of the
417 questionnaires were analyzed. AMOS17.0 software was used to fit the sample data and the hypothetical model with
the structural equation model. The consumers' perceived usefulness to green packaging, perception behavior control and
environmental responsibility awareness were of a significant impact on the public acceptance of green packaging. There
was a significant interaction between the three aspects of perceived ease of use, public awareness of environmental con-
sequences and perceived behavior control. The usefulness and ease of use of green packaging, consumers' awareness of
environmental responsibility and adequate publicity and education are the keys to enhance consumers' acceptance.
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Tab.1 Setting of items (variables) in questionnaire
A 7] AR 7]
Xy PR A %6 7 AR IR AR (), TR BT Xy 7 FH AT AR B D8 A 2% BB 1 v AR 3 T TR
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Xis A TR P 2 2 A BT DL Xus Mk 2 YITE B W A3 A AN E
Xo: Fifi 7 25 - Rk 4 26 4 7 A e ) B ] A X5, XA UL, R A B i R A R AR Jr (1)
X5, AATT TG 0 P ash 0 285 BTy R i f 3 Xs, P45 AT G R LI L 285 o A SR AR Jr
Xo3 S HE Y M Z 2R TN BN Xs3 FR R0 i R T e e B Pk 0
X3 Pt 5 - AT LI ER I P 4% (&) Xo1 I 2 B N2 S SR A AU SE (R B
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Tab.2 Details of respondents
2017 7—S8
Wi H S
466 B 186 (44.6% )
pransl]
PR & 231 (55.4%)
417 2 1 320 (76.74% )
WS A il
RS 97 (23.26% )
4 20% IR 36 (8.63% )
— 7.43%
417 SPSS 21.0 i 41—50% 33 (7.91%)
3 51—60% 19 (4.56% )
20 ¢ Cronbach & 604 LI I- 4 (0.96%)
0.912 0.9 —
5 " LAY 39 (9.35%)
LR 39 (9.35%)
3 0.7 e,
i AR 258 (61.87% )
Amos17.0 At &L E 81 (19.42% )
3 EH 164 (39.33% )
ik 7 T 122 (29.26%)
L Flk AL 5T 44 (10.55% )
0.5 NG R 11 (2.64%)
P<0.001 EEXNINA 22 (5.28%)
HiAth 54 (12.95%)
4.2 15007 LT 139 (33.33%)
417 KA 1500 ~30007T 90 (21.58% )
3000~50007T 102 (24.46% )
50000C L | 86 (20.62% )
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Tab.3 Relationship between observation and corresponding latent variables
AR & WEEAS Cronbach a Estimate S.E. CR. P
X 1.000
THLEIN X2 0.802 1.144 0.087 13.147 <0.01
Xi3 1.196 0.089 13.428 <0.01
X1 1.000
JA AR EIR X 0.816 1.109 0.080 13.817 <0.01
X23 0.911 0.066 13.834 <0.01
X3 1.000
A H] X3 0.821 0.803 0.054 14.785 <0.01
X33 0.854 0.058 14.730 <0.01
Xu 1.000
BN 5 H X 0.733 1.000 0.075 13.396 <0.01
Xu3 0.827 0.085 9.700 <0.01
X1 1.000
s ] X, 0.833 0.944 0.070 13.429 <0.01
Xs3 0.940 0.067 13.996 <0.01
Xsq 1.085 0.077 14.057 <0.01
Xo1 1.000
T B Xoz 0.838 1.010 0.075 13.545 <0.01
Xo3 0.915 0.071 12.820 <0.01
Xoa 0917 0.073 12.517 <0.01
Estimate S.E. C.R. P
4 Xdf 5 2
2.825 3 RMR Estimate 2
0.031 0.05 GFI
0.907 0.9 RMSEA 5 3
0.066 0.1 4 2
P<0.001
3 NFI 0.925 H6 H7 HS
CFI 0.916 IFI
0.917 P<0.001
PGFI 0.700 H1 H2 H3
PNFI 0.747 2
P<0.001 H4 HS
4
Tab.4 Results for fitness of major indexes
o 2 ARG L R 0L
X/df RMR GFI RMSEA NFI CFI IFI PGFI PNFI
LRSI 2.825 0.031 0.907 0.066 0.925 0.916 0.917 0.700 0.747
PR bR T <3 <0.05 >0.9 <0.1 >0.9 >0.9 >0.9 >0.5 >0.5
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Tab.5 Fitted results and hypothesis check of theoretical models
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