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Abstract

This study develops the framework of the “Collective Theory of Planned
Behavior” based on the “Theory of Planned Behavior’, “Global Warming
Activism” and the “Theory of Collective Action.” The objective of the study was to
explore people’s behavioral patterns of purchasing green products in responding to
global warming issues. The research subjects were stratified sampled from the
population of five counties and cities in central Taiwan. A total of 960
questionnaires were distributed and 694 valid copies were collected, with a return
rate of 72.3%. The internal consistency for the questionnaire has the Cronbach’s o
value of 0.925. Statistical analyses indicated that the consumer behavioral model of
purchasing green products in order to fight against global warming shows a well fit.
The model suggests that cognition has a significant effect on attitude; attitude
remarkably affects selective costs and collective interest. Attitude, selective
willingness-to-pay and collective interest positively and significantly affect
behavioral intention. Behavioral intention has a positive and remarkable effect on
behavior, while behavior positively and significantly affects action. In this study,
when adding the variables of ‘rational attitude’ to the consumer behavior model

which enhanced the explanatory power (R?) of the model, the correlation of
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behavioral intention, behavior and action increased from 42%, 62%, and 75% to
60%, 64%, 79%, respectively. In the model, the most influential factor that affects
behavioral intention directly is affective attitude, followed by collective interest and
selective willingness-to-pay. The total effect and direct effect of attitude on
behavioral intention are 0.65 and 0.36 respectively. It is shown that the behavior of
the public who often buy green products will be influenced by the affective attitude
and rational attitude. Furthermore, people who often buy green products have
higher awareness, positive attitude, behavior and action, and are more willing to
pay the price and bear interpersonal conflicts. Compared to those who rarely
purchase green products, the affective attitude of these people has significant effect

on their behavioral intention.

Keywords: Theory of Planned Behavior, affective attitude, rational attitude,

Theory of Collective Action, green mark certified products
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