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Abstract

Purpose:Themainpurposeofthisstudyistoexplorethecorrelationbetween

independentvariablesandconsumerpurchaseintentionandlifesatisfactionfrom

thethreeaspectsofconsumers,socialinfluences,andbrands,inthecontextof

organicskincareproducts.Throughthisresearch,wecanfindouthowconsumers'

health consciousness,environmental consciousness,social influence,brand

awareness and brand trustinfluence life satisfaction and consumerpurchase

intentionbyaffectingperceivedvalueandbrandattitude.

Design/methodology/approach: First, five independent variables-health

consciousness,environmentalconsciousness,socialinfluence,brandawareness,

brand trust,and five dependentvariables-perceived value,brand attitude,life

satisfaction,brandloyalty,purchaseintentionweredeterminedaccordingtothe

researchinterestsandsocialphenomena.Basedonthis,atheoreticalframeworkis

established to explore the influence and relationship between each other.

Questionnaires from literature review were then distributed to 400 Chinese

respondentsthroughsocialnetworkplatforms.Finally,thecollecteddataisanalyzed

bystatisticssoftwareIBM SPSSandIBM SPSSAMOStoobtaintheresultsofthe

study.

Findings:Theresultsofthestudyshowthatconsumers'healthconsciousnessand

socialinfluencehaveanimportantimpactontheirperceivedvalueandattitude

towardsthebrand.Atthesametime,thereisasignificantrelationshipbetween

brandtrustandbrandattitude.Inaddition,perceivedvalue,brandattitudeandbrand

loyaltyhaveasignificantimpactonpurchaseintention.

Practicalimplications:Theresultsofthestudyplayanimportantroletohelpthe

companyunderstandthefactorsthatinfluenceconsumers'purchasingpropensity,

whichisconstructiveforthecompany'sfuturedevelopmentstrategy.Thecompany

canadjustthewayofresearchanddevelopment,production,promotiondirections

from theperspectiveofconsumers,therebypromotingconsumerstopurchaseand

enhanceconsumerbrandloyalty,aswellasimprovingconsumers'brandattitude

andperceivedvalue,makingthem changetoapositivedirection.Intheend,the
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companycanenhancethecustomer'slifesatisfactionbyprovidingthesatisfying

product.Ontheotherhand,consumerscanalsolearnmoreabouttheirneedsfor

organicskincareproductsthroughresearchresults.

Originality/value:Thestudypaidattentiontothefactorsthatinfluenceconsumers'

propensitytobuyorganicskincareproducts.Theresearchresultsnotonlyprovide

constructiveadviceonthemarketingstrategiesoftheorganicskincareindustry,but

alsoprovideadiversifieddirectionofthinking,whichcanhelpthecompanyto

positionitselfandtargetcustomerstomeettherealneedsofthem.

Keywords:HealthConsciousness,EnvironmentalConsciousness,SocialInfluence,

BrandAwareness,BrandTrust,PerceivedValue,BrandAttitude,LifeSatisfaction,

BrandLoyalty,PurchaseIntention
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PartI:Introduction
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1.Introduction

《OrganicPersonalCareMarketSize,Share&TrendsAnalysisReportByProduct

(SkinCare,HairCare,OralCare,Cosmetics),ByRegion(NorthAmerica,Europe,Asia

Pacific,CSA,MEA)AndSegmentForecasts,2018–2025》,publishedbyAmerican

researchfirm namedGrandViewResearch,pointedthattheglobalorganicpersonal

caremarketwillcontinuetogrowatacompoundannualgrowthrateof9.5%overthe

nextfew years.Thereportalsomentionsthatatthisrateofgrowth,theglobal

organicpersonalcaremarketwillexpandto$25.1billionby2025,duringwhichtime

thedemandfororganicandnaturalhaircare,skincareandcolorcosmeticsmarkets

willexpand.NorthAmericaistheworld'smostimportantmarketfororganicpersonal

care.In2015,itwasvaluedatmorethanUS$3.5billion,ofwhichtheUSmarketwas

valuedatUS$3.4billion.Demandfororganicpersonalcareproductsisalsogrowing

indevelopingmarketssuchasIndia,Brazil,andChina.In2015,drivenbystrong

consumerdemand,theorganiccosmeticsmarketintheseregionsreachedatotal

valueof$2billion.Theorganicskincaremarketisexpectedtocontinuetogrowata

compound annualgrowth rate of10% between 2016 and 2025.(Grand View

Research,2018).

Obviously,accordingtotheanalysisofGrandViewResearch(2018),theorganicskin

caremarkethasgreatroom forgrowthandpotentialfordevelopmentinthefuture.In

ordertoexpandmarketshareandattractpotentialconsumers,managersoforganic

skincarebrandsneedtoconductin-depthresearchandinvestigationonfactors

affectingthepurchaseintentionofconsumers'organicskincareproducts.Therefore,

itis practicalto explore the factors thatinfluence the purchase intention of

consumers'organicskincareproducts,whichcanhelpthebrandtobettersegment

themarket,targetcustomerbase,positionitselfanddevelopappropriatemarketing

planstoachievestrategicgoals.

Accordingtothereport(GrandView Research,2018),somefactorsthatarealready

drivingthegrowthoftheorganicpersonalcaremarketwillcontinuetodrivethis

marketgrowthinthefuture.Astheconsciousnessofpersonalhealthandsafety

increases,consumerdemandforchemical-freecareproductsisgrowing(GrandView

Research,2018).Atthe same time,consumers'emphasis on environmentally
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sustainableproductswillcontinuetopromotesalesgrowthoforganicskincare

brands(GrandView Research,2018).ExistingresearchhasshownthatAmerican

consumers'concernsaboutenvironmentalissuescanaffecttheirbehavior(Kangun

etal.,1991;MartinandSimintras,1995;Todd,2004).Asenvironmentalawareness

increases,Americanconsumersarelookingforwardtodiversifiedgreenproducts

(MartinandSimintiras,1995;Schlegelmilchetal.,1996).HeeYeonKim andJae-Eun

Chung(2011)foundthatconsumers'environmentalconsciousnessandappearance

consciousnesshave significantimpacton consumers'purchasing intentionsby

affecting theirattitudes toward organic skin care products.Consumers'past

experience,perceivedbehavioralcontrol,andsubjectivenormsarealsothefactors

thatpredicttheirintentiontopurchaseorganicskincareproducts(HeeYeonKim and

Jae-EunChung,2011).

Theexistingliteraturefocusesontheanalysisofmarketingstrategiesfororganic

skincareproducts,aswellasanalysisoftheEuropeanNorthAmericanmarket.Few

studieshaveexploredtheimpactofconsumerbehaviorintheorganicskincare

industry(HeeYeonKim andJae-EunChung,2011).Therefore,themainpurposeof

thissurveyistomakeupforthelackofexistingliteratureonconsumerbehavior

researchintheAsianorganicskincareindustry.ThisstudywilltaketheChinese

marketasanexampletoexplorethefactorsthatinfluenceconsumers'intentionsto

purchaseorganicskincareproducts.

Becauseitisnotenoughfororganicskincarebrandstorelysolelyoncertifications

andcertificatesthatadvertisenaturalattributes,theyneedtoworkharderifthey

wanttoattractconsumers.Thesurveyhopestohelporganicskincarebrandsto

betterdevelop marketing strategies and expand the marketshare in China by

analyzing the intentions ofChinese consumers'organic skin care purchases.

Therefore,this study willnot only explore the existing variables - health

consciousness,environmentalconsciousness,butalsohopetofindoutwhether

consumerswillbeaffectedbysocialinfluencetochangetheirperceivedvalueand

brandattitudetowardsorganicskincareproducts,thusaffectingtheirpurchase

intention.Inaddition,consumerperceptionsofbrandawarenessandbrandtrustare

alsointerestingtopicsthatinfluenceconsumerbuyingbehavior.



4

1.1ResearchProblem andObjectives

China'sorganicskincareindustryhasenormouspotentialfordevelopmentand

bringsmanychallenges.Whenconsumersbuyorganicskincareproducts,theirown

healthconsciousnessisaworthyreferencefactor.Butthecharacteristicsoforganic

skincareproductsarenotonlyitssafety,italsomadeagreatcontributionto

environmentalprotection.Therefore,consumers'ownenvironmentalconsciousness

isalsooneofthereferencefactorsintheirpurchasingdecisions.Atthesametime,

socialfactors influence the formation ofconsumerperceptions and attitudes.

Consumers willreferto outside opinions when making purchasing decisions.

Consumerperceptionsofthebrandawarenessandtrustoforganicskincarebrands

reshape theirperceptions and attitudes toward brand value,thereby affecting

purchaseintentions.

ResearchonorganicskincarebrandsisgenerallyconcentratedintheEuropeanand

NorthAmericanmarkets,andstudieshaveshownthathealthandenvironmental

valueshaveanimpactonconsumers'purchasingintentions(GrandViewResearch).

However,regardingtheconsumer'sownperceptionassessment,theinfluenceof

socialfactors,andwhethertheperceptionofthebrandwillaffecttheperceivedvalue

andattitudeisstillnotdefined.Therefore,inthecontextoforganicskincarebrands,

thisstudyfocusesonthefollowingissues:consumptionDoestheperson'sown

environmentalconsciousnessand healthconsciousnesshaveanimpactonthe

perceivedvalueandattitudeoforganicskincarebrands?Willthesocialimpactof

consumersinterferewiththeirperceivedvalueandattitudetowardsorganicskincare

brands?Whatroledoesbrandawarenessandbrandtrusthaveontheperceived

value and attitude oforganic skin care brands?Willthe consumer’s purchase

intentionchangeastheperceivedvalueandattitudeoftheorganicskincarebrand

change?

1.1.1MainResearchObjective

Themainobjectiveofthisstudyistoexploretheimpactofhealthconsciousness,

environmentalconsciousness,socialinfluence,brandawarenessandbrandtruston

perceivedvalueandbrandattitudewhichinfluencepurchaseintentionintheorganic
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skincareindustry.

1.1.2SecondaryResearchObjective

Establishatheoreticalframeworktoexploretheimpactofhealthconsciousness,

environmentalconsciousness,socialinfluence,brandawarenessandbrandtruston

theirlifesatisfaction,brandloyalty,andpurchaseintention.

Explorehow consumers'healthconsciousnessandenvironmentalconsciousness

influencetheirperceivedvalueandbrandattitude.

Exploringhowsocialinfluenceaffectsconsumerperceivedvalueandbrandattitudes.

Exploringhowconsumerawarenessandbrandtrustaffectperceivedvalueandbrand

attitude.

Exploringtherelationshipbetweenconsumerperceivedvalueandbrandattitude.

Exploringhowcustomerperceivedvalueandbrandattitudeinfluencelifesatisfaction,

brandloyalty,andpurchaseintention.

Explorethelinkbetweenconsumerbrandloyaltyandtheirpurchaseintention.

1.2ResearchStructure

Thesurveyaimstoexaminetheimpactofhealthconsciousness,environmental

consciousness,socialinfluence,brandawarenessandbrandtrustonthedependent

variables:customerperceivedvalue,brandattitude,lifesatisfaction,brandloyalty,

andpurchaseintention.Thisdissertationisdividedintosixparts.Thefirstpartisan

introduction,including the background ofthis study,the main and secondary

objectivesofthestudy,andthestatementoridentificationoftheproblem.Theaim is

togivethereaderageneralunderstandingofthecontentofthestudythroughsome

simpledescriptions.

Thesecondpartisaboutliteraturereview.Inthissection,bystudyingthetheoretical

backgroundoftheresearchquestions,thevariablesareconceptualizedandthe

existingliteratureissummarized,includinghistoricaldiscoveriesandtheoretical

connectionsbetweenresearchvariables.Thiscanprovideatheoreticalbasisforthe
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correlationhypothesisbetweensubsequentvariables.

A theoreticalmodelwas established in the third part.Itprovides an intuitive

conceptualbackgroundforthisstudy,whichclearlyshowstheresearchvariablesand

theconnectionsaswellashypothesisbetweenthevariables.

Thefourthpartwillintroducetheresearchmethodologyofthisstudy,includingthe

researchrespondents,datacollectionmethod,andstatisticalanalysisprocess,to

clearlyclarifythespecificoperationoftheinvestigation.

Inthefifthpart,thestatisticaldatawillbeusedtoprovewhetherthehypothesisis

acceptedornot,andtheexperimentalresultswillbeobtained.

Finally,theconclusionofthewholedissertationcontainsthediscussionandthinking

offutureresearchproposalsandthelimitationsoftheresearchcontentanddirection

ofthispaper.
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PartII:LiteratureReview
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2.LiteratureReview

2.1DeterminantsofOrganicSkinCarePerceivedValueandBrandAttitude

2.1.1HealthConsciousness

Thewillingnesstotakehealthybehaviorandthelevelofpreparednessforhealthy

actionareoftenindicatorsofhealthconsciousness(SchiffersteinandOudeOphuis,

1998,p.122).Consumers'participationinhealthactivitiesissometimesguidedby

theirownhealthconsciousness(Beckeretal.,1977).

Consumers who have a health-consciousness will behave differently than

low-health-consciousness consumers.They willcare about their health and

well-beingneeds,andwillparticipateinpreventingillhealthinordertomaintainor

improvetheirhealthylives.Behaviorandactivities,aswellasfocusonnutritional

supplements(Newsom etal.2005;Kraft&5Goodell,1993;Plank&Gould,1990;

Gould,1988).

Inaddition,consumers'consumptionpatternswillchangewiththechangeoftheir

healthconsciousness,preciselybecausetheirhealthstatuswillbeaffectedbytheir

healthconsciousnessandbehavior(SchiffersteinandOudeOphuis,1998).

Forexample,thesafetyofproductingredientsandtheingredientpropertiesof

manufactured products are often considered byconsumers with higherhealth

consciousnesswhenpurchasingorganicskincareproducts,comparedtolower

healthconsciousconsumers(JohriandSahasakmontri,1998).

Theconceptofhealthconsciousnesshasdifferentdefinitionsbecausepeoplehave

differentwaysoflookingathealthconsciousness.Throughpreviousresearchon

healthconsciousness,healthconsciousnesscanbeintegratedfrom fivedimensions.

Theyare:concernsaboutpersonalhealth;personalhealthresponsibilities;motivation

forhealthconsciousness;integratinghealthbehaviors;seekingandusinghealth

information.
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Dimension1:Integratinghealthybehavior

Arangeofinterests,perspectivesandactivitiesrelatedtopersonalhealthmakeup

health.Consumers'positioningofhealthylifestylesistheirhealthconsciousness.

Physicalhealth,personalresponsibility,attentiontohazardousenvironments,and

managementofnutritionandstressareidentifiedasfourdimensionsofhealth.

Basedontheabovefourdimensions,focusingonphysicalhealth,beingresponsible

forpersonalhealth,beingsensitivetohealthhazards,andfocusingonmanaging

individual nutrition and stress are characteristics of people with health

consciousness(KraftandGoodell,1993).Theabilitytointegratehealthybehavioris

inadditiontotheabovefourpoints,andKraftandGoodell(1993)havepaidparticular

attentiontoresearch.Inotherwords,thefourhealthdimensionsareimplemented

intotheactualactionsofconsumers.

Similarly,theideaofahealthylifestyleisendorsedbytheconsumermarketing

researchformanyindividualhealthbehaviorsandattitudes.Forexample,personal

health-oriented,thereby reducing health problems and enhancing well-being is

definedbyBloch(1984)asahealthylifestyle.Inmanyconsumermarketingstudies,

researchers can understand and measure a consumer's level of health

consciousness,such as through perspectives on physicalactivity and food

consumption(DivineandLepisto,2005).

Intermsoffoodconsumption,tradition,weightsensitivity,healthconsciousnessand

uncommitment,thesefourgroupswereproposedbyTabacchi(1987)intermsof

attitudesandbehaviors.Payingattentiontocalorieintakeisadifferencebetween

weight-sensitiveconsumersandothers.Vegetablesandfruits,wholegrains,grilled

orgrilled fishand skimmed milkarepreferred byhealth-consciousconsumers.

Butter/margarine,chemicaladditives(suchassugarsubstitutes),sodaandfried

foodsareavoided(Tabacchi,1987).

Theconceptofactivitybehaviorcanbeeffectivelyproventhroughthepointofview-

"theextenttowhichhealthissuesareintegratedintoone'sdailyactivities",from

JayantiandBurns(1998)definitionofhealthconsciousness.Inaddition,exercise,

whitemeat,fruitsandvegetableswhileavoidingredmeat,snackchipsandsoft
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drinksareoftenthepreferencesofpeoplewithhealthylifestyles(DivineandLepisto,

2005).Similarly,healthactivitiesarethemanifestationofhealthconsciousness.Four

health-relatedbehaviors:healthyeating,exercise,drinking(negativecorrelation),and

gambling(negativecorrelation)wereusedbyDutta-Bergman(2004a)tounderstand

andmeasurethelevelofconsumerhealthconsciousness.

Dimension2:mental/innerstate

TheinnerorinnerstateoftheconsumerisrecognizedbyGould(1988)ashealth

consciousness.Itincludes health alertness,healthyself-consciousness,healthy

participation,andself-monitoringofpersonalhealth.However,healthconsciousness

cannot be discussed in conjunction with visible behavior.Therefore,health

consciousnesscanpredicthealthandprevention(Gould,1988,1990).Forexample,

thereisapositivecorrelationbetweendietarylifestyleandhealthconsciousness,

suchasincreasingordecreasingvitaminandcalorieintake.Gould(1988,1990)also

found that some high-health-conscious people have characteristics such as

increased frequencyofhealth reading health magazines,greatertolerance for

medicine,andgreateracceptanceofmedicalauthority.

ThetendencytofocusonhealthisdefinedbyIversenandKraft(2006)ashealth

consciousness.Theypointoutthathealthanxietyorfearofdiseaseanddeathis

different from health consciousness.It is believed that as people's health

consciousnessincreases,theirhealthbehavioralsoincreases(IversenandKraft,

2006).

Dutta-Bergman (2004b;2006)and Dutta (2007)proposed health information

orientation,health beliefs,and health activities as three indicators ofhealth

orientation,which aredifferentfrom thepsychologicalcharacteristicsofhealth

consciousness.

Dimension3:HealthResponsibility

Thecomponentsofhealthconsciousnessincludeasenseofresponsibilityforhealth,

becausehavingaresponsibilitytomanageone'shealthisconsideredafeatureofa
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health-consciousperson(KraftandGoodell,1993).Atthesametime,thosewhoare

responsiblearepresumedtobecloselyrelatedtothoseresponsiblefortheirhealth

(Dutta-Bergman,2004a).Thereasonisthatpeoplewhoarehealthconscioustendto

become responsible fortheirown health and preventhealth through disease

prevention(Basu&Dutta,2008;Dutta-Bergman,2004a;Dutta&Feng,2007).

Dimension4:Seekingandusinghealthinformation

Rodgersetal.(2007)arguethatthemainfactorinhealthconsciousnessistheway

individualsusethemediaandothermethodstoaccesshealthinformation.Health

consciousnesscanbesubdividedfrom theperspectiveofmediause(Rodgersetal.,

2007).Also,theabilitytopredictindividualhealthbehaviorincreaseswiththeuseof

segmentation variables.On thisbasis,fouraudiencescan be identified:health

ignorance,health autonomy,health consciousness and health risk,from the

perspectiveoftraditionalsegmentationandmedia(Rodgersetal.,2007).Similarto

theaboveresearch,individuals'attentiontohealthinformationorparticipationin

healthbehaviorsisrelatedtotheirhealthconsciousness(Aldoory,2001;Iversen&

Kraft,2006).Individualscaneffectivelyscreentheirhealthinformationtoreflecttheir

personalrelevance(IversenandKraft,2006).

Personalhealthconsciousnessisreflectedinitsownlifestyleandideology,including

thesearchforhealthinformation(Firnham andForey,1994).Therefore,seeking

healthinformationisconsideredanecessaryconditionforhealthconsciousnessby

Firnham andForey(1994).Atthesametime,KaskutasandGreenfield(1997)sharea

similarviewthatindividualattentiontonutritionandhealthinformationcanbeseen

asanindividual'shealthconsciousness.

AseriesofstudiesbyDutta(Dutta-Bergman,2004b;2006;Dutta,2007)alsoshow

someofthecharacteristicsofpeoplewithhighhealthconsciousnessinthesearch

anduseofinformation.Forexample,comparedtotelevisionandradio,somemedia,

suchasnewspapers,magazines,andtheInternet,arepreferredasmainsourcesof

healthinformation(Dutta,2007)andtheyhavetheabilitytounderstandandapplythe

acquiredhealthinformation(Dutta-Bergman,2006).
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Dimension5:HealthMotivation

Theorientationthatawakenspeopletochoosepreventivehealthbehaviorisdefined

byMoormanandMatulich(1993)asamotivationforhealth.Dutta-Bergman(2004a)

arguesthatanothercomponentofhealthconsciousnessishealthmotivation,which

isreflectedinthelevelofconcernaboutone'sownhealth.Consumers'healthstatus

isthestandardofinternalmotivationforhealthconsciousnessanddemonstratesa

senseofresponsibilityformaintaininghealth(Dutta,2007;Dutta-Bergman,2004b;

2006).

However,JayantiandBurns(1998)expresseddifferentviews.Takingcareofan

individual'shealth isan externalfeature ofhealth consciousnesscompared to

intrinsicfeatures(JayantiandBurns,1998).Thecostofaperson'sparticipationin

healthybehaviorisdefinedbyJayantiandBurns(1998)asahealthvalueandis

differentfrom healthymotivation.Therefore,someexternalmanifestationssuchas

appearancetobeyoungerusedtomeasurehealthvaluebyJayantiandBurns(1998).

Therefore,we can treatpeople who combine the behaviorofthe above five

dimensionsasthosewhoarehealthconscious.

2.1.2EnvironmentalConsciousness

Thepsychologicalactivityofindividualsinvolvedinenvironmentalbehaviorisdefined

asenvironmentalconsciousness.People'sunderstandingofenvironmentalissues,

the value of environmentalprotection,and the willingness to participate in

environmentalbehavior are allrelated to their environmentalconsciousness

(Schlegelmilchetal.,1996;Zelezny&Schultz,2000;Zheng,2010).Theextentto

whichconsumerbuyingbehaviorisaffectedbyenvironmentalissuesisrelatedtothe

level of environmental consciousness. Consumers can generate more

environmentallyfriendlypurchasesundertheguidanceoftheirownenvironmental

consciousness(Peattie,2001;Schlegelmilchetal.,1996).Environmentallyconscious

peopletendtoreduceenvironmentalpollutionthroughtheirownactions(Chase,

1991).Environmentally conscious people have a tendency to participate in

environmentalbehavior.Peoplewithhigherenvironmentalconsciousnesswillavoid
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buyingproductsthathaveanegativeimpactontheenvironment.Atthesametime,

theywillpayspecialattentiontothehandlingandrecyclingofpurchasedproducts

(Zinkhan&Carlson1995).

Consumers' search and evaluation of information is influenced by their

environmentalconsciousness(Roberts1996;Zheng2010).Consumerswithhigh

environmentalconsciousnesshavetheabilitytoanalyzeandprocessenvironmental

information.Environmentalconsciousness is notonlya prerequisite forgreen

consumption(Dembkowski,1998;PolonskyandMintu-Wimsatt,1995),butalsoplays

akeyroleinpromoting consumerorganicproductpurchases(Paladino,2005).

However,studieshaveshownthatenvironmentalinformationinadvertisingcanbe

questionedbyconsumerswithhighlevelsofenvironmentalconsciousnessandmay

havenegativebuyingtendencies(Shrum etal.1995;ZinkhanandCarlson1995;

Manraietal.1997;Mohretal.1998).

Thevaluesandbeliefsthatpeoplegeneratebasedontheirrelationshipwiththe

environmentinvolveenvironmentalism.Thenew environmentalparadigm canbe

usedtomeasurepeople'senvironmentalconsciousnessandestablishastronglink

betweenenvironmentalism andtheecologicalworldview.Thenew environmental

paradigm focusesonthebalancebetweenhumansandnatureandagainsthuman

dominationofnature(Dunlapetal.2000;VanLiereandDunlap,1981;Dunlapand

VanLiere,1979).

2.1.3SocialInfluence

Through research byDeutsch and Gerard (1955),we can distinguish between

information societyimpactand normative socialimpact.The influence ofthe

informationsocietyisdefinedasthebasisforpeopletoviewreality.Itisinfluenced

bytheinformationoropinionsofothers.Itcomesfrom therealstateofpeople's

living environment. Regulating social influence involves individuals obeying

obediencetosatisfytheexpectationsoftheoutsideworld(DeutschandGerard,

1955).

Socialinfluenceshavethreemodesofcommunicationthataffectoneormore
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partiesintheprocess(Kelman,1961).First,whenanindividualisaffected,hisvalues

aremaximized.Inthiscase,internalizationcanhelpthem achievevalue(Kelman,

1961,p.65).Second,whenanindividualisinfluencedbyanotherperson,theidentity

ofthe influencerwillhelp the affected person's perceptions orperceptions of

thinkingtoseparatenewideas(Kelman,1961,p.63).Finally,individualsareobedient

orobedienttorespondtoothersinordertoobtainexternalrewards,whichiscalled

compliance(Kelman,1961,p.63).

Peoplecanobtaininformationabouttherelevanceofanobjectthroughthecontrol

andevaluationofothersinacertaindimension(Kelley,1967).Andasothersassess

theincreaseinconsistency,themoreinformationpeoplehaveaboutanobject.

Thesourcecharacteristicthatcanmakeanimpactistodeterminewhetheran

individualisabletogainanincreaseinself-esteem andtoidentifywiththeselfby

processingandanalyzingthesource(McGuire,1969).

2.1.4BrandAwareness

Aaker(1996)definesbrandawarenessasthebrand'spresenceintheconsumer's

mind,the abilityofconsumers to recognize and recallbrands.The abilityof

consumerstoaccuratelyrememberthenameofabrandiscalledabrandrecallwhen

theyfaceaproductcategory.Brandrecognitionmeansthatconsumerscantellif

theyhaveseenorhearditandrecognizethebrandwhentheyseethebrandlogo

（Aaker，1996）.

Depthandwidthcanbeusedtodistinguishbrandawareness(Hoeffler&Keller2002).

Consumerscancomeupwithabrandnameintheirmindswhencalledaproduct,

andthebrandcanbeeasilyrecalledorrecognizedbyconsumersasdepth.Brands

withdepthandwidthatthesametimeallowconsumerstoeasilyassociatewiththe

purchaseofaproductbecausethebrandhasahigherbrandawarenessthanother

brands.

Aaker(1996)believes thatconsumers willmeasure brand awareness through
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differentwaysofrememberingbrands.Thesemeasuresmaybeidentifiedbybrand

recognition,brandrecall,topofthemindbrandandleadingbrands(Aaker,1996).

Asmentionedabove,brandrecognitionreferstothebrandthatwaspreviouslyseen

orheardcanbecorrectlydistinguishedbytheconsumer.Inotherwords,when

consumersaregivencertainhintsaboutthebrand,theycantelliftheyhavebeen

exposedtothebrandbefore.Brandrecallreferstotheabilityofconsumersto

correctlygeneratebrandsfrom theirownmindmemory,basedonproductcategories.

Whenfacedwiththehint,retrievingthebrandistheabilitythattheconsumerneeds

intermsofbrandrecall.Thebrandnamethatconsumersfirstreflectforarangeof

productcategoriesiscalledthetopofmindbrand.Theonlybrandnamethatis

rememberedwhenconsumersrecallthebrandiscalledthedominantbrand.The

dominantpositionofthebrandhastheultimatelevelofconsumerawareness(Aaker,

1996).

RossiterandPercy(1987)arguethatthenecessaryconditionsforacommunication

processincludebrand awareness,asbrand awarenessisthe firststep in the

communicationprocess.Communicationeffectswillnotoccurifthereisnobrand

awareness(Aaker,1991;Keller,1993,2003,2008;Macdonald&Sharp,2003).Oneof

thekeystepsinbuildingarelationshipwiththebrandimageisbrandawareness.

Onlywhenconsumershavebrandawarenessandthengeneratebrandattitudes,they

willform awillingnesstobuy(Rossiter&Percy1987;Rossiteretal.1991).

Oneofthereasonswhybrandawarenessisimportantisthatitplaysanimportant

roleinbranddecisionmakingandinfluencesconsumerbuyingtendencies(Keller,

1993).Consumerchoiceisgreatlyinfluencedbybrandawareness(Hoyer&Brown,

1990).Familiarandwell-knownbrandsaremoreinlinewithconsumerpreferences

becausetheycanreducethetimeandeffortofdecisionmaking,especiallyfor

productsthatdonotrequirehighlevelsofconsumerengagement(Keller,1993;

Macdonald&Sharp,2000).

One ofthe ways in which researchers measure advertising effectiveness and

sponsorshipeffectsisbrandawareness(Johar,Pham,&Wakefield,2006;Keller,

1993,2003,2008;Lardinoit&Derbaix,2001;Macdonald&Sharp,2003;Sandler&



16

Shani, 1993). Because brand awareness measures the percentage of

consumer-recognized brand names in the target market (Bovee, 1995).

Cost-effectively building awareness and presence ofbrands in the minds of

consumersisachallengeformarketers(Aaker,1996).Repeatedadvertisement

placementandlarge-scalepublicitycanincreasebrandawarenessinthetarget

market(Stryfom,1995).

Aaker(1996)believesthatallbrandsneedtobeawareoftheimportanceofbrand

awarenessbecauseofitspersistenceandsustainability.Abroadsalesbaseand

skilledmediaoperationschannelsareaneffectivemeansofhelpingorganizations

generateandenhancebrandawareness(Aaker,1996).

2.1.5BrandTrust

Inthefaceofthepossibilityofrisk,thepossibilitythatconsumersarewillingtorely

ontheirwishesbyanalyzingthebehaviorandnatureandcharacteristicsofoneparty

isdefinedastrust(JevonsandGabbott,2000).Thedefinitionofbrandtrustissimilar.

When a brand faces a known orunknown riskoruncertainty,the consumer's

willingnesstorelyonthebrand'saccordingtotheprevioustrustedpersonalityand

behaviorofthebrandisdefinedasbrandtrust(BecerraandKorgaonkar,2011;

ChaudhuriandHolbrook,2001,2002;DelgadoBallesteretal.,2003).

Cognitivebeliefs(Delgado-Ballesteretal.,2003)andemotionalevaluationofbrands

(ElliottandYannopoulou,2007)constitutebrandtrust.Brandreliability,consistency,

competence,andproductperformanceoftheproductsitsellsareattributedtothe

brand'scognitivebeliefs(BecerraandKorgaonkar,2011;ChaudhuriandHolbrook,

2001,2002;Delgado-Ballesteretal.,2003).A series ofemotionalfactorsthat

generate brand trust,such as the brand's honesty,credibility and benevolent

expectations,constitutethebrand'semotionalbeliefs(BecerraandKorgaonkar,2011;

Delgado-Ballesteretal.,2003).

Somescholarsbelievethatbrandtrustisapsychologicalvariableforconsumersto

facebrands,thusestablishingthreedimensionsofbrandtrustconcept,integrity,
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reliability,andbenevolence.

Integrityhasacommitmenttothetermsofthedealandisafundamentalfactorin

generatingbrandloyalty.Theperformanceevaluationofabrandwhenitmeetsthe

terms of the transaction involves the reliability of the brand.A persistent

consumer-orientedsenseofbelongingtobrandpolicyisdefinedasthebenevolence

ofthebrandtrust.Benevolenceisrelatedto theprotectionoftheinterestsof

consumers,involving persistent fair-trade terms,both before and after the

transaction.

DwyerandLaGace(1986)definetwoapproachestobrandtrust.Thefirstmethod

comesfrom thebeliefintrustworthinessandreliabilityoftheother,whichisrelated

totheother'sexpertise.Thesecondistoregardtrustasanactoranattempt

(Moormaletal.1993,p.315).

Moormaletal.(1993)arguethatconsumers'willingnesstotrustbrandstofulfillthe

promisedreliabilityisbrandtrust.Moorman,ZaltmanandDeshpande(1992)and

DoneyandCannon(1997)pointoutthatuncertaintyaffectsthedegreeoftrust.

Whenconsumerstrusttorelyonbrands,uncertaintywilldecreaseandreliabilitywill

increase.

2.2PerceivedValueandBrandAttitude

2.2.1PerceivedValue

Theconsumer'sevaluationoftheoutcomeofathingisdefinedasvalue(Holbrook,

1994,1999).Thechoicesthatpeoplemakebetweentheavailablebenefitsand

sacrificesareofvalue.Consumerinteractionwithproductservicesrepresentsthe

existenceofvalue(PayneandHolt,2001).

Thefollowingsectionintroducestwomainwaysofexploringvalue.Thedifference

betweenthetwomethodsistothinkofperceivedvalueasaone-dimensionalor

multi-dimensionalstructure.When perceived value exists in a one-dimensional

structure,consumerperceptionofvaluecanbeusedtomeasurevalue.(Agarwaland

Teas,2002;BradyandRobertson,1999;ChangandWildt,1994;Dodds,1991;Hartline
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andJones,1996;Kerinetal.,1992;Sweeneyetal.,1999).Whenperceptualvalue

existsinamultidimensionalstructure,itisastructurallycomplexfeaturewithmany

associatedconstructs(Babinetal.,1994;Holbrook,1994,1999;Huberetal.,2000;

Mattsson,1991;Shethetal.,1991a;SweeneyandSoutar,2001;WilliamsandSoutar,

2000).

One-dimensionalstructureofperceivedvalue

1)Price-basedresearch

Price-basedresearchfocusesonanalyzingtherelationshipbetweenqualityandprice

(DoddsandMonroe,1985;MonroeandChapman,1987;MonroeandKrishnan,1985)

andunderstandsthatconsumersneedto choosebetweenqualityandsacrifice

(Doddsetal.,1991:p308).

Beyondthis,externalcuesconsistingofproductprices,productnamesandbrand

namescanchangetheperceptionandformationofconsumerperceptionsofquality

andprice(AgarwalandTeas,2001,2002,2004;Doddsetal.,1991;TeasAndAgarwal,

2000),atthesametime,itshowsthatwhenconsumersperceivethevalueof

products,theyarenegativelyaffectedbyprice,butwhenconsumersareperceivethe

qualityofproducts,theyarepositivelyaffectedbyprice(Dodds,1991).

Otherresearchershavealsoproposedsomefactorsthatinfluenceperceivedvalue,

such asemotionalinfluence(Lietal.,1994),thepossibilityofriskperception

(Agarwaland Teas,2001;Wood and Scheer,1996),the impactofthe store

environment,theexistenceofinternalprices(Grewaletal.,1998a),thefairnessof

theprice(Oh,2003).

2)Means-endtheory:

 

This approach establishes a link between consumervalue and behaviorand

proposesthreefactorsthatinfluenceconsumerdecision-making:thelinkbetween

productattributes;consumerperception;consumervalues(Gutman,1982).
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Thetheoryholdsthatconsumersareguidedbythetarget,andthespecificmeansof

consumptionwillbeaffectedbytheattributesofthedesiredproduct(Bakeretal.,

2004;Botschenetal.,1999;Brunso etal.,2004;Manyiwaand Crawford,2002;

Mitchelland Harris ,2005;Perkins and Reynolds,1988;Valette-Florence and

Rapacchi,1991).

3)Themeaningofvaluecanalsobeprovedbyotherfactors,suchas:qualityand

sacrifice(Croninetal.,2000);corporateimage(AndreassenandLindestad,1998);

qualityofservice,socialvalue,games,aesthetics,and time and energyspent

(Gallarza and Gil,2006);sacrifice,interest,personalpreference and perception

(Blackwelletal.,1999);riskperceptionandempiricalvalue(ChenandDubinsky,

2003).

Multidimensionalstructureofperceivedvalue

1)Means-endtheory

Basedontheabove-mentionedmeans-endmodel(Gutman,1982),thestructurallevel

ofcustomervalueisestablishedbyWoodruffandGardial(1996),whichcantrigger

organizationstoanalyzethemeaningofcustomervalue.Valuecanbeviewedmore

broadlyinmorewaystohelpbrandsincreasecustomerexperiencevalue(Woodruff

andGardial,1996).

Theframeworkconsistsofthreecharacteristics:First,theframeworkconsistsof

threevalues,namelyattributes,results,expectations;secondly,positionsathigher

levelsaremoreabstract;finally,positionsathigherlevelsaremorestable.

Parasuraman(1997)measuredthevalueofconsumersinfourcategoriesforthe

structurehierarchy:first-timecustomers,short-term customers,long-term customers,

anddefectors.

2)Utilitarianism andhedonicvalue

Thismethodanalyzestheimpactofrepurchasebehaviorandretailbackgroundon
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perceivedvalue(BabinandAttack,2000),thefunctionofutilitarianism andhedonic

value(Chiuetal.,2005),theroleofmultidimensionalvaluesinthetourism industry

(BabinandKim,2001).

3)Valuetheoryorvaluestheory

Hartman(1967,1973)proposedavaluemodelconsistingofexternalvalue,intrinsic

value,andsystem value,namelythepower,emotional,rationalandlogicalroleof

productorservice.

The value model was adapted by Mattsson (1991) and re-edited into

practical-physicalorfunctionalaspects;emotional-actualand physicalfeelings;

logic-reasonablefactorsatthetimeofpurchase.

4)Theoryofconsumervalue

Thetheorydistinguishesthevaluecategoriesofconsumptionfrom fiveaspects

(Shethetal.,1991a,1991b).Thefunctionalvalueisrelatedtothefunctionalityofthe

productandthevalueoftheskill;thesocialvalueinvolvestheestablishmentofthe

self-imagethattheconsumerexpects;theemotionalvalueinvolvesthepositiveor

negativeemotionalstate;thecognitivevaluecomesfrom theconsumer'scuriosity;

theconditionalvalue refersto themarketchoicesconsumersmadebased on

differentconditions(Shethetal.,1991a,1991b).

5)Holbrook'sperceivedvaluetypology

In Holbrook's (1994:p22,1996:p138,1999:p5)perspective,consumervalue

consistsofexternalorinternal,self-directedorotherwiseoriented,activeorpassive.

2.2.2BrandAttitude

Persistenceevaluationofpeopleorthingsisdefinedasattitude(Engeletal.,2006),

whichinvolvespositiveornegativereactionstopeopleorthings(Hawkinsetal.,

2007;Schiffman and Kanuk,2006).Itconsists of favorable or unfavorable
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evaluations,emotionalfeelingsandbehavioraltendencies(KotlerandKeller,2008).

FishbeinandAjzen(1980)definetheconsumer'spersistentpositiveornegative

emotionalpropensityagainstthebrandandtheoverallevaluationasabrandattitude.

Theoutstandingadvantageofthebrandisthecornerstoneofconsumerevaluation.

Because through the evaluation and judgment of outstanding advantages,

consumerswillform brandattitudestowardsbrands(Wilkie,1986),whichisthe

comprehensiveevaluationresults(MacKenzieandSpreng,1992).

Someresearch scholarsdividebrand attitudeinto threecomponents.First,the

cognitivecomponentofbrandattitude,whichreferstotheknowledgeperceptionof

productsobtainedbyconsumersthroughdirectorindirectintegrationofexperience

orinformation.Secondistheemotionalcomponentofthebrand'sattitude,which

involvesthedirectorindirectemotionalresponseoftheconsumerreceivedbythe

product.Finally,theintentcomponentofbrandattitudesisaboutthepossibilityof

consumerbehavior(Assael,2004;Guiltinanetal.,1997;Lutzetal.,1986;Rosenberg

andHanland,1960).

MitchellandOlson(1981,p.318)believethatconsumers'internalevaluationofthe

brandisbrandattitude.Thisdefinitionexplainsthetwocomponentsofattitude,

concentrationordirectivity(Giner-Sorolla,1999),andevaluativenature(Eaglyand

Chaiken1993,p.3).

2.3ImpactsofPerceivedValueandBrandAttitudeonCustomerBehavior

2.3.1LifeSatisfaction

Lifesatisfactionisoneofthecomponentsofsubjectivewell-being.Theothertwo

componentsarepositiveemotionsandnegativeemotions(Andrews&Withey,1976;

Arthaud-Day,Rode,Mooney,& Near,2005;Diener,1984).Lifesatisfactionarises

whenpeopleevaluatetheirownlivesandprovesthejudgmentaloutcomesoftheir

ownperceptions(Diener,1984,p.550).

Althoughsubjectivewell-beingiscomposedoflifesatisfaction,therearestillsome
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differences,whichmakelifesatisfactionindependentofsubjectivewell-being(Lucas

etal.,1996).However,people'sjudgmentsonlifesatisfactionhavealwayslacked

reliabilityandeffectiveness.AsSchwarzandStrack(1999)pointout,lifesatisfaction

doesnotprovetheresultsofpeople'sassessmentofalllife.Factorssuchas

fluctuations in people's psychologicalemotions orranking ofquestions in the

questionnairecaninfluencepeople'sevaluationoflifesatisfactionandreducethe

reliabilityandeffectivenessoftheresults(Schwarz&Clore,1983).

Studieshaveshownthatlifesatisfactionassessmentschangewithinformation

sources(Schimmack,DienerandOishi,2002).Asmentionedabove,respondents'

moodswingsaffecttheirjudgmentoflifesatisfaction,buttheimpactissmall(Eid&

Diener,2004).In addition to the change in respondents'emotions,theirown

temperamentand personalitycan also beused asa sourceofinformation to

influencelifesatisfaction judgment(DeNeve& Cooper,1998;Costa & McCrae,

1980).A study by Schimmack,Diener,and Oishi(2002) demonstrates that

respondents'personalitytraitsaffecttheirownchronicemotionsandchangetheir

judgmentsaboutlifesatisfaction.

Stubbeetal.(2005)haveshownthatrespondents'satisfactionwithaspecificlife

aspectis anothersource ofinformation thatinfluences theirjudgmentoflife

satisfaction,thus demonstrating a certain correlation between the two kind of

satisfactions.Specificareasoflifeincludejobsatisfaction,maritalsatisfaction,and

satisfactionwithhousing.

2.3.2BrandLoyalty

Loyaltyisthepromisetocontinuetobuyorpatronizeaproductorserviceinthe

future(Oliver,1999,p.34).From theconsumer'spointofview,brandloyaltycanbe

demonstratedbythebrand'spreferredintentorcontinuedpurchase(YooandDonthu

2001,p.3).Consumerbrandloyaltycanusuallybemeasuredbytherepurchaserate

forabrand,whichinvolvestheconsumer'sbrandpreferenceforthebrand(Deighton,

Henderson,&Neslin,1994;Aaker,1991).Consumers'continuedrepurchasebasedon

pastbuyingexperienceisdefinedbyAssael(1998)asbrandloyalty.Consumerbrand

loyaltyrepresentstheirbrandpreferenceandisoftenmanifestedbynotconsidering
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thepurchaseofotherbrands(Baldinger&Rubinson,1996;Cavero&Cebellada,1997).

Consumerscommittotheirbrandloyaltythroughrepurchaseinfutureconsumption

(Oliver,1999).

Researchscholarsbelievethatbrandloyaltycanbeanalyzedfrom twoaspects:

behavioral factors and attitude factors. Consumers' repurchase behavior

demonstrates their loyalty in behavior,and their commitmentto the brand

demonstratestheirloyaltytoattitudes(Aaker,1991;Assael,1998;Oliver,1999;Prus

&Brandt,1995;Farr&Hollis,1997).Thetrueloyaltyshouldsatisfythesetwoaspects.

Onthecontrary,loyaltywithonlyonefactorisconsideredtobefalsebrandloyalty

(Baldinger&Rubinson,1996).

Loyaltycanalsobedividedintoshort-term loyaltyandlong-term loyalty.Incontrast,

long-term loyaltyistruebrandloyaltybecauseconsumersstillbuythebrandevenif

theyfacebetterchoices(Jones&Sasser,1995).

Brandloyaltycanbemeasuredinbothemotionalandactionaspects.Consumers

graduallyaccumulatecustomersatisfactionthroughpreviousbuyingexperienceto

achieveemotionalloyalty.Butonlyinthecaseofemotionalloyaltydoesnotprove

thatconsumershavetruebrandloyalty.Becauseconsumersmaylackpurchasing

actions,emotionalloyaltyinthiscaseonlyindicatesatendencyandintentionofthe

consumer(Jacoby&Chestnut,1978;Oliver,1999;Kan,2002).Whenconsumersput

theirintentionsofrepurchaseintotheline,theyhavebehavioralloyaltyastheinertia

ofaction(Jacoby&Chestnut,1978;Oliver,1999;Kan,2002,Lin,2005).

Inlinewiththisview,BloemerandKasper(1995)alsobelievethatwhenconsumers

meettheconditionsofbothbrandpreferenceandrepurchasebehavior,theyaretrue

brand loyalty. Consumers'long-term brand commitments and psychological

decision-makingassessmentsreflecttheirrepurchasebehavior.

Fornell(1992)arguesthatconsumerrepurchaseintentandpricetolerancecanbe

used to measure theirbrand loyalty.Consumersactivelyparticipating in brand

marketingactivitieshavedemonstratedastrongcommitmenttothebrand(Brown,

1952;Barwise& Ehrenberg,1987;Chaudhuri,1995;Baldinger& Rubinson,1996;
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Bandyopadhyay,Gupta,&Dube,2005).

2.3.3PurchaseIntention

Theprocessbywhichconsumersmakechoicesbasedontheirownpsychological

orientationisdefinedbySprolesandKendall(1986)asconsumerdecisionmaking.

Themostconsumer-recognizedpurchasedecisionmodelwasproposedbyEngel,

BlackwellandMiniard(1995).Inthismodel,theprocessofconsumerpurchase

decisions is divided into five distinctphases.They are:identifying problems,

searching for information, evaluating alternatives, making decisions, and

post-purchasebehavior.Inaddition,consumerdecision-makingisseenbyMowen

andMinor(2001)asaseriesoftreatmentsthatunderstandcognitiveissues,find

solutions,evaluatealternatives,andmakedecisions.

Engel,Blackwell,andMiniard(1995)arguethatfull-planpurchases,partialplanned

purchases,andunplannedpurchasesarethreeoftheconsumer'swillingnessto

purchase.A completelyplanned purchase refers to which kind ofproductthe

consumerhasdecidedtopurchasebeforetheconsumption;partoftheplanned

purchasemeansthattheconsumeronlythinksaboutthetypeandspecificationof

thepurchasedproductinadvance,anddoesnotdecidewhichbrandorproductto

purchase.Unplannedpurchasereferstotheimpulsepurchaseoftheconsumer,that

is,withoutanypriorthinkingaboutthepurchase,anyinformationabouttheproduct

typeandbrandwillbeselectedatthetimeofpurchase.

Kotler(2003)arguesthatconsumers'willingnesstopurchasecanbeaffectedby

personalattitudesandtheoccurrenceofunpredictableconditions.Personalattitude

referstowhethertheconsumerchoosestheindividual'spreferenceorchoosesto

obeytheexpectationsofothers;forexample,theunpredictablesituationmaybethat

theconsumerfindsthattheactualpriceishigherthantheexpectedpriceandthus

changestheirpurchasingdecision(Doddsetal.,1991).

Fishbein and Ajzen (1975) argue that consumers'subjective tendencies or

possibilitiesforproductsaretheirwillingnesstopurchaseandcanbeusedasan

importantreferenceindicatortopredictconsumerspendingbehavior.Schiffmanand
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Kanuk(2000)shareasimilarview thatthelikelihoodofaconsumerpurchasinga

productismeasuredbythepurchaseintentandispositivelycorrelatedwiththe

actualpurchase.Itispossibletobuy,intendtobuy,andwanttobuythreelevelsof

purchasesthatZeithaml(1988)proposedtomeasurepurchaseintentions.Sirohiet

al.(1998)pointedoutthatcustomerloyaltycanmeasureconsumers'purchasing

intentions,suchasconsumersmaychoosetorepurchaseinthefuture,buymore

products,orrecommendtoothers.
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Pleasesplitthisliteraturereviewin3parts

Determinantsoforganicproductsperceivedvalueandbrandattitude

Perceivedvalueandbrandattitude

Theimpactsofperceivedvalueandbrandattitudeoncustomerbehavior
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PartIII:ConceptualFramework
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3.ConceptualFramework

3.1ConceptualModel

Figure1ConceptualModel

Basedontheaboveassumptions,wecanestablishtheconceptualmodelofthis

study,as shown in Figure 1.The conceptualmodelcontains five independent

variables:health consciousness,environmentalconsciousness,socialinfluence,

brandawareness,brandtrust;andfiveindependentvariables:perceivedvalue,brand

attitude,life satisfaction,brand loyalty,and purchase intention.Among them,

perceived value and brand attitude are influenced by health consciousness,

environmentalconsciousness,socialinfluence,brand awareness,brand trust;

perceivedvaluealsoaffectsbrandattitude;lifesatisfaction,brandloyalty,purchase

intentionareinfluencedbyperceivedvalue,brandattitude;whilebrandloyaltyalso

affectspurchaseintention.Thus,Table1illustratesthesummaryofhypotheses:

Hypotheses

H1 Health consciousness has a significant influence on

perceivedvalue.

H2 Healthconsciousnesshasasignificantinfluenceonbrand

attitude.

H3 Environmentalconsciousnesshasasignificantinfluenceon



29

perceivedvalue.

H4 Environmentalconsciousnesshasasignificantinfluenceon

brandattitude.

H5 Socialinfluence has a significantinfluence on perceived

value.

H6 Socialinfluencehasasignificantinfluenceonbrandattitude.

H7 Brandawarenesshasasignificantinfluenceonperceived

value.

H8 Brand Awareness has a significantinfluence on brand

attitude.

H9 BrandTrusthasasignificantinfluenceonperceivedvalue.

H1

0

Brandtrusthasasignificantinfluenceonbrandattitude.

H1

1

Perceivedvaluehasasignificantinfluenceonbrandattitude.

H1

2

Perceived value has a significant influence on life

satisfaction.

H1

3

Perceivedvaluehasasignificantinfluenceonbrandloyalty.

H1

4

Perceived value has a significantinfluence on purchase

intention

H1

5

Brandattitudehasasignificantinfluenceonlifesatisfaction.

H1

6

Brandattitudehasasignificantinfluenceonbrandloyalty.

H1

7

Brand attitude has a significantinfluence on purchase

intention.

H1

8

Brand Loyalty has a significantinfluence on purchase

intention.

Table1SummaryofHypotheses

3.2HealthConsciousnessandPerceivedValue,BrandAttitude
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Consumers'healthconsciousnessdrivestheirchoiceofhealthierproducts(Lockieet

al.2002;Grankvist&Biel2001),andhavinghealthy,high-qualityproductscanattract

attention.Consumers'health-conscious consumers'assessmentofproducts is

influencedbythenutritionalandhealthattributesoftheproduct(Magnussonetal.,

2003;2001).Theyrealizethattheirlevelofhealthisaffectedbythepurchaseof

products(Schifferstein&OudeOphuis,1998),sotheirrecognitionandacceptanceof

healthy products is higherthan thatoflow-levelhealth-conscious consumers.

Therefore,itcanbespeculatedthatthehigherthelevelofhealthconsciousness,the

highertheperceivedvalueofconsumersfororganicskincareproducts.

H1:Thereisasignificantinfluencebetweenhealthconsciousnessandperceived

value.

Thewillingnessofconsumerstotakehealthyactionismeasuredbytheirhealth

consciousness.Therefore,ifconsumershaveahigherlevelofhealthconsciousness,

theywillactaccordinglytomeettheirhealthneeds,therebyavoidingdiseaseand

havingahealthiertendency(Newsom etal.2005;Kraft&Goodell,1993;Plank&

Gould,1990;Gould,1988).Studieshaveshownthatconsumers'emphasisonhealth

affectstheirabilitytobuyorganicproducts(Lockieetal.2002;Grankvist&Biel2001).

Consumers'attitudes toward organic products and purchase intentions are

influencedbytheirhealthconsciousness(Magnussonetal.,2003;2001).Consumers

haveasenseofimprovingtheirhealthbypurchasingorganicproducts(Schifferstein

&OudeOphuis,1998).Therefore,itcanbespeculatedthat

H2:Thereisasignificantrelationshipbetweenhealthconsciousnessandbrand

attitudestowardsorganicskincareproducts.

3.3EnvironmentalConsciousnessandBrandAttitude,PerceivedValue

H3:argumentqualityhasasignificantinfluenceonperceivedrisk

H4:argumentqualityhasasignificantinfluenceonperceivedvalue
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3.4SocialInfluenceandPerceivedValue,BrandAttitude

Asmentionedintheliteraturereview,socialinfluenceincludethesocialimpactof

information society influences and norms (Deutsch and Gerard,1955).When

consumersareaffected,theirperceptionofvaluechangesbecauseofinfluencers,

whichispreciselybecauseofthewaysocialinfluencesarecommunicated(Kelman,

1961).Socialinfluencescaninfluenceconsumers'mindsets,andconsumerswillalso

changetheirattitudesandvaluesinordertomeettheexpectationsoftheoutside

world.(Kelman,1961,p.63).Especiallywhentheassessmentofsocialinfluence

approachesorisuniform,consumers'attitudesandperceivedvaluetothingsare

more likely and biased (Kelley,1967).Itcan therefore be inferred thatwhen

consumersareinfluencedbythesocialinfluenceofthebrand,theirattitudetowards

thebrandandperceivedvaluewillalsochange,whichis

H5:Socialinfluencehasasignificantrelationshipwithperceivedvalue.

H6:Thereisasignificantrelationshipbetweensocialinfluenceandbrandattitude.

3.5BrandAwarenessandPerceivedValue,BrandAttitude

Brandawarenessreferstothepresenceofthebrandinthemindsofconsumers,

relatedtobrandrecognitionandbrandrecall(Ake,1996).Thehigherthepopularityof

the brand,the strongerthe presence in the consumer's mind,leaving a deep

impression(Hall& Brown1990).Brandawarenessaffectsconsumers'perceived

valueandbrandattitude,asconsumershaveastrongersenseofidentitywith

well-knownbrands.Well-knownbrandscancatertoconsumers'preferencesandhelp

them reduceenergyandtime(Keller,1993;McDonald& Sharp,2000).Andthis

advantagecanaffectconsumers'perceivedvalueandbrandattitude.Inotherwords,

brandawarenessaffectstheestablishmentofabrandimage,andthebrandimageis

closelyrelatedtoconsumers'perceivedvalueandattitudetowardsthebrand(Ike,

1996).So,itcanbeinferredthat

H7:Brandawarenesshasasignificantinfluenceonperceivedvalue.
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H8:Brandawarenesshasasignificantinfluenceonbrandattitude.

3.6BrandTrustandBrandAttitude,PerceivedValue

Brandtrustconsistsofconsumerperceptionsofthebrand(Delgado-BALLESTERet

al.,2003)andemotionalevaluation(ElliotandYannopoulou,2007).Thecognitive

beliefofbrand trustinvolves the reliability,consistency,ability and product

performanceoftheproduct,andtheconsumer'sexpectationofbrandintegrity,

reliabilityandkindnessconstitutestheemotionalevaluationofbrandtrust(Besella

and Korgaonkar,2011 Delgado-Ballesteretal.,2003).Partofthe consumer's

perceivedvalueofbrandisrelatedtobrandquality,emotionalfactors,andrisk

perception(Lietal.,1994;(Agarwaland Teas,2001;Wood and Scheer,1996).

Knowledge-relatedandemotionalresponsestoproductsproducedbythebrand

(Assael,2004;Guiltinanetal.,1997;Lutzetal.,1986;RosenbergandHanland,1960)

are related to the brand attitude.Therefore,based on the consistencyofthe

evaluationcriteriaintermsofthesourceofthesethreevariables,itcanbeinferred,

H9:Brandtrusthasasignificantinfluenceonperceivedvalue.

H10:Brandtrusthasasignificantinfluenceonbrandattitude.

3.7PerceivedValueandBrandAttitude

Theperceivedvalueofconsumerscanbemeasuredinmanyways,suchastheskill

andfunctionalityoftheproduct,thesocialvaluethattheconsumerexpectsfrom the

product,thepositiveornegativeemotionalaspects,andthecognitiveaspectsofthe

consumer(Sheth Etal.,1991a,1991b).When the brand's products can give

consumersamulti-facetedfeelingandvalue,consumerscantakeadvantageofthe

brandfrom arelativelyheavyweight.Brandattitudesinvolveconsumerperceptions

ofknowledgegainedfrom products,aswellasdirectorindirectemotionalresponses

(Assael,2004;Guiltinanetal.,1997;Lutzetal.,1986;RosenbergandHanland,1960).

Thecorrespondingvariablecanbeinferred
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H11:Perceivedvaluehasasignificantinfluenceonbrandattitude.

3.8LifesatisfactionandPerceivedValue,BrandAttitude

Life satisfaction is one ofthe indicators thatmeasure consumers'subjective

well-beingandistheresultofpeople'sassessmentoftheirownlife(Andrews&

Withey,1976;Arthaud-Day,Rode,Mooney,&Near,2005;Diener,1984).Thereare

manysourcesofconsumersatisfaction,oneofwhichisconsumersatisfactionwith

aparticularareaoflife(Stubbeetal.,2005).Consumers’perceptionofbrandvalue

andbrandattitudewillaffecttheirshoppingsatisfaction,soitcanbeinferredthat

H12:Perceivedvaluehasasignificantinfluenceonlifesatisfaction.

H15:Brandattitudehasasignificantinfluenceonlifesatisfaction.

3.9BrandLoyaltyandPerceivedValue,BrandAttitude

Perceivedvaluecanbeseenastheratioofconsumeroutcome/inputtobrand

outcome/input(Oliver&DeSarbo,1988).Consumerperceivedvalueisthesuperior

goalofcustomerloyaltyaccompaniedbyabehavioralintention(Sirdeshmukh,Singh

andSabol,2002).Asexplainedbythetheoryoftargetaction,whentheperceived

valueoftheconsumerissatisfied,itwilldrivetheintentionofthebrandtocreate

loyaltyisSirdeshmukhetal.,2002,p.21).Studieshaveshownthatinthetelephone

serviceindustry,theaviationindustryandtheretailserviceindustry,perceivedvalue

isamajorfactorindeterminingbrandloyalty(Bolton&Drew,1991;Sirdeshmukhet

al.,2002).Atthesametime,StarrandRubinson(1978)foundthroughresearchthat

brand attitudeshaveapositiveimpactonbrand loyalty.Fairclothetal.(2001)

believesthattheshapingofconsumerbrandattitudeshasaconstructiveeffecton

theirbrandloyalty.Therefore,basedontheabove,theinferencescanbemade,

H12:Perceivedvaluehasasignificantinfluenceonbrandloyalty.
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H15:Brandattitudehasasignificantinfluenceonbrandloyalty.

3.10PurchaseIntentionandPerceivedValue,BrandAttitude,BrandLoyalty

Studieshaveshownthatconsumerperceivedvalueplaysaroleasapioneerin

purchaseintentions(Aluminum Sabbahyetal.,2004;Doz,Monroe,andGrewal,1991;

Grewaletal.,1998;Netemeyeretal.,2004;PetrickandBeckman,2002).Animportant

factorinthepurchasedecisionprocessisperceivedvaluebecauseconsumerstend

tomakethem feelhighvalueproducts(DozandMonroe,1985).Accordingtoutility

theory,whenconsumersgetmoreoutputthaninputs,theirbuyingintentionsincrease

(Dickson&Sawyer,1990).Therearealsomanypreviousstudiesshowingthatbrand

attitudeshaveasignificantimpactonconsumers'willingnesstobuy(Mitchell&

Olsen,1981;Shimp&Gresham,1985;BatraandRay,1986;Phelps&Hoy,1996;Yi,

1990).Brandattitudecanguidethedifferencesofconsumers’purchaseintentions

(Smithetal.,2000;2002).Sirohietal.(1998)arguesthatconsumerbrandloyalty

affectstheirpurchaseintentionsbyrepeatingpurchasesinthefuture,purchasing

moreproducts,andrecommendingtoothers.Therefore,therearereasonstomake

thefollowinginferences:

H14:Perceivedvaluehasasignificantinfluenceonpurchaseintention.

H17:BrandAttitudehasasignificantinfluenceonpurchaseintention.

H18:Brandloyaltyhasasignificantinfluenceonpurchaseintention.

PartIV:ResearchMethodology
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4.ResearchMethodology

4.1ResearchDesignandDataCollectionMethods

Inthisstudy,quantitativestudywillbeusedfordatacollection.Quantitativeresearch

referstotheprescribingscientificresearchthatdeterminesthequantityofacertain

aspectofathing.Itisamethodandprocessofobtainingmeaningbyexpressingthe

problem andphenomenoninquantity,andthenanalyzing,testing,andinterpreting.

Quantificationisthemeasurementbasedondigitizedsymbols.Thequantitative

study determines the characteristic value of the object by comparing the

characteristicsoftheresearchobjectaccordingtoacertainstandardquantity,or

findsthevariationlawofthequantitybetweencertainfactors.Quantitativeresearch

iscloselyrelatedtoscientificexperimentalresearch.Itcanbesaidthatscientific

quantificationisproducedalongwithexperimentalmethods.Thequalitativeresearch

methodisamethodorangletostudythingsaccordingtothesocialphenomenaor

the attributes ofthings and the contradictions in motion,and the inherent

presupposition ofobjects.Ituses the universallyrecognized axioms,a setof

deductivelogicandanumberofhistoricalfactsasthebasisforanalysis,and

engagesinthecontradictorynatureofthingstodescribeandinterpretthethings

studied.Thereasonforchoosingquantitativeapproachisbecausethisstudyneeds

toobtainobjectivestatisticsbystatisticallyanalyzingtheoverallpopulationofthe

respondentsbyinvestigatingtheactualdataoftherespondents.Thisstudywilluse

thenon-probabilitysamplingmethodtocollectdata,includingconveniencesampling

andsnowballsampling.

ThepurposeofthissurveyistoexploretheChineseconsumers'propensitytobuy

organicskincareproducts.Therefore,allrespondentstothissurveyarefrom China.

Thesampledatacomesfrom differentgenders,agegroups,academicqualifications,

monthlyincomelevels,maritalstatus,andoccupation.

ThedatacollectionphaseofthisstudylastedfortwomonthsinFebruaryandMarch

ofMarch2019.ThequestionnaireofthissurveywasestablishedthroughaChinese

questionnaire design platform called Questionnaire Star.The reason why the

platform waschosenisthatitcanguaranteetheintegrityoftherespondents'
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answerstothequestionnaire.Thequestionnairecanonlybesubmittedafterthe

respondenthascompletedtheanswer.Atthesametime,theplatform cannotonly

designandpublishquestionnaires,butalsoprovideaseriesofsubsequentdata

collation.Thequestionnairepublisherscanclearlyunderstandthedatacollection

processandsampleinformation.ThequestionnairewasdistributedbymeansofURL

connection (https://www.wjx.cn/jq/35186082.aspx). The Chinese social base

platform withhugeuserbasewasselected.WeChatsenttorespondentsandinvited

respondents.Shareasmuchaspossiblewithyourfriendsandrelativesaroundyou,

and expand the sample size to getmore information.Finally,a totalof400

questionnaires were collected in this survey,and allrespondents responded

positively.

4.2InstrumentDesign

Thequestionnaireforthissurveyconsistsoftwoparts.Thefirstpartcontainssix

multiple-choicequestionsdesignedtounderstandthegender,age,educationlevel,

monthlyincomelevel,maritalstatus,andoccupationoftherespondent.Thishelpsto

understand the background ofthe respondents and analyze the respondents'

intentionsandideasforpurchasingorganicskincareproducts.Thesecondpart

consists often variable models used in the literature review,including health

awareness,environmentalawareness,socialimpact,brandperception,brandtrust,

brand attitude,perceived value,life satisfaction,brand loyalty,and purchasing

propensity.Itemsinallvariablesweremeasuredusinga7-pointLikertscale,ranging

from 1 =stronglydisagreed to "to"7 =stronglyagreed.Respondentsneed to

measuretheappropriatevaluesbasedontheirspecificideaoftheprojectunder

eachvariable.TheoriginalquestionnairewaswritteninEnglishandtranslatedinto

Chinese.TheChineseandEnglishversionsofthequestionnairewerealsoprovided

toChineserespondentstoavoidmisunderstandingscausedbytranslation.

4.3Pre-Testing

Thepre-testforthissurveywasconductedinJanuary2019beforethedatawas

formallycollected.Atotalof31Chineserespondentswithdifferentbackgrounds

wereinvitedtoparticipateinthetest.Theonlinesocialnetworkingsoftwaresharing
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websitelinkstotherespondentsandinvitesthem toexpresstheiropinionsonthe

items,logicandwordingofthepre-testquestionnaires.Itishopedthatthroughthis

behavior,theunreasonablepartofthequestionnairewillbechanged,anddifferences

andambiguitieswillbereducedtoensurethattherespondentcanfullyunderstand.

Bycollectingdataandideasfrom pre-testedrespondents,thissurveyreorganizedthe

Chinesestatementsofcertainitemsinthequestionnairetobetterunderstandthe

respondents.Thefinalresultsshowthatthereisnomajorproblem withthepre-test

questionnaire,andthesurveydatacanmeettheactualdatacollection.Therefore,it

canbedeterminedthatthequestionnaireofthissurveyconsistsof6peoplewithoral

statisticsand10questionsaboutresearchvariables(including57items).

4.4VariableOperationalization

Inordertoachievetheoperabilityofthevariables,thissurveyadjustedandmodified

eachvariablemodelintheliteraturereview tosuitthebackgroundoforganicskin

careproductstomeetthepurposeofthissurvey.Thespecificvariablemodelsand

sourcesareshowninthetablebelow.Theindependentvariablesincludedinthe

questionnaireconsistedofhealthawareness(HC),environmentalawareness(EC),

socialimpact(SI),brand perception (BA),and brand trust(BT);the dependent

variableincludedinthequestionnairewasbrandattitude(BAT).,perceivedvalue

(PV),life satisfaction (LS),brand loyalty (BL),purchasing propensity (PI).

Questionnaire demographic questions consistofgender,age,academic level,

monthlyincomelevel,maritalstatus,andoccupation.

4.4.1HealthConsciousness

Construct Factor Item Source

Health

Consciousness

HC1 Ireflectmyhealthalot. Gloud(1988)

HC2 Iam very self-conscious about my

health.

HC3 Iam alerttochangesinmyhealth.

HC4 Iam usuallyawareofmyhealth.

HC5 Itakeresponsibilityforthestateofmy
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HC6 health.

Iam awareofthestateofmyhealthas

Igothroughtheday

Table2-1MetricsofHC

4.4.2EnvironmentalConsciousness

Construct Factor Item Source

Environmental

Consciousness

EC1 Humans don’t have the right to

modifythenaturalenvironmenttosuit

theirneeds.

DunlapandVan

Liere(1978)

EC2 Plants and animals have as much

rightashumanexists.

EC3 Humansweren’tmeanttoruleover

therestofnature.

EC4 Humaningenuitywillinsurethatwe

doNOTmaketheearthunliveable.

EC5 Despiteourspecialabilitieshumans

arestillsubjecttothelawsofnature.

EC6

EC7

EC8

EC9

EC10

EC11

Humanswilleventuallylearnenough

abouthownatureworkstobeableto

controlit.

Whenhumansinterferewithnatureit

often produces disastrous

consequences.

The balance ofnature isn’tstrong

enoughtocopewiththeimpactsof

modernindustrialnations.

Thebalanceofnatureisverydelicate

andeasilyupset.

Humans are severely abusing the

environment.

Theso-called‘ecologicalcrisis’facing
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EC12

EC13

EC14

EC15

humankind hasn’t been greatly

exaggerated.

Ifthings continue on theirpresent

course,we willsoon experience a

majorecologicalcatastrophe.

Weareapproachingthelimitofthe

number of people the earth can

support.

The earth hasn’tplenty ofnatural

resources ifwe justlearn how to

developthem.

Theearthislikeaspaceshipwithvery

limitedroom andresources.

Table2-2MetricsofEnvironmentalConsciousness

4.4.3 SocialInfluence

Construct Factor Item Source

SocialInfluence SI1

SI2

Peoplewhoareimportanttome

think that I should use the

organicskincareproducts.

Venkateshetal.

(2012)

People who influence my

behaviorthinkthatIshoulduse

theorganicskincareproducts.

SI3 People whose opinions thatI

value prefer that I use the

organicskincareproducts.

Table2-3MetricsofSocialInfluence

4.4.4 BrandAwareness

Construct Factor Item Source
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BrandAwareness BA1 Ihaveheardtheorganicskincare

brand.

Aaker(1996)

BA2 Irecalltheorganicskincarebrand

nameimmediatelywhenIthinkof

theproductcategory.

BA3 The organic skin care brand is

oftenatthetopofthemindsof

minewhenIthinkoftheproduct

category.

BA4 Icanclearlyrelatetheorganicskin

care brand to a certain product

category.

Table2-4MetricsofBrandAwareness

4.4.5 BrandTrust

Construct Factor Item Source

BrandTrust BT1 The organic skin care brand’s

productsmakemefeelsafe.

Rempel,

Holmes,and

Zanna’s(1985)BT2 Itrustthequalityoftheorganicskin

carebrand’sproducts.

BT3 Buyingtheorganicskincarebrand’s

productsisaguarantee.

BT4

BT5

BT6

BT7

BT8

Theorganicskincarebrandissincere

withconsumers.

Theorganicskincarebrandishonest

withitscustomers.

Theorganicskincarebrandexpresses

aninterestinitscustomers.

Ithink the organic skin care brand

renews its products to take into

accountadvancesinresearch

Ithinkthattheorganicskincarebrand
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is always looking to improve its

responsetoconsumerneeds.

.

Table2-5MetricsofBrandTrust

4.4.6 BrandAttitude

Construct Factor Item Source

Brand

Attitude

BAT1 Theorganicskincarebrandisgood. Beckwithand

Lehmann(1975);

Cooper(1981)

BAT2 Theorganicskincarebrandisnice.

BAT3 Theorganicskincareisattractive.

BAT4 The organic skin care brand is

desirable.

BAT5 The organic skin care brand is

extremelylikable.

Table2-6MetricsofBrandAttitude

4.4.7 PerceivedValue

Construct Factor Item Source

Perceived

Value

PV1 Theorganicskincarebrandisgood

formoney.

Taylorand Bearden

(2002); Lei, de

Ruyter,etal.(2008)PV2 Theorganicskincarebrandisgood

buy.

PV3 The organic skin care brand has

comparativevalue.

Table2-7MetricsofPerceivedValue

4.4.8 LifeSatisfaction

Construct Factor Item Source

Life LS1 Inmostwaysmylifeisclosetomyideal. Ed Diener,
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Satisfaction Robert A.

Emmons,

Randy J.

Larsen &

Sharon

Griffin(1985)

LS2 Theconditionsofmylifeareexcellent.

LS3

LS4

LS5

Iam satisfiedwithmylife.

Sofar,IhavegottentheimportantthingsI

wantinlife.

IfIcouldlivemylifeover,Iwouldchange

almostnothing.

Table2-8MetricsofLifeSatisfaction

4.4.9 BrandLoyalty

Construct Factor Item Source

BrandLoyalty BL1 Iwillcontinuetouseorganicskin

carebrandbecauseIam satisfied

andacquaintedwiththebrand.

Aaker (1996);

Ratchford (1987);

Kim (1998)

BL2 Iwilluse the organic skin care

brand in spite of competitors’

deals.

BL3 Iwould buy additionalproducts

andserviceintheorganicskincare

brand.

BL4 Iprefertheorganicskincarebrand

toothers.

Table2-9MetricsofBrandLoyalty

4.4.10PurchaseIntention

Construct Factor Item Source

Purchase

Intention

PI1 Iwouldtendtobuyorganicskincarebrand. Teng &

Laroche

(2007)

PI2 Iwould considerbuying organicskincare

brand.

PI3

PI4

Iwould expectto buy organic skin care

brand.
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Iwouldplantobuyorganicskincarebrand.

Table2-10MetricsofPurchaseIntention

4.5SampleCharacterization

4.5.1GenderofRespondents

Amongthe400respondents,womenaccountedformorethanhalfofthesample

(55.6%),and malerespondentsaccounted forasmallpercentage(44.4%).The

surveyresultsshowthattherearemorewomenparticipatinginthesurveythanmen.

Figure2andTable3-1showthegenderofrespondentsinthesamplepopulation.

Figure2GenderofRespondents

Characteristic Frequency %

Gender

Male 135 33.75

Female 165 66.25

Note:TotalN=400

Table3-1GenderofRespondents

4.5.2AgeofRespondents
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Themajorityofthe400respondents(38.75%)werebetweentheagesof26and30,

followedbythe31to40-year-oldrespondents(30.75%).Othergroupsofrespondents

accountedforasmallpercentageofthetotalsamplesize,with1.5%ofrespondents

undertheageof18,13%ofrespondentsbetweentheagesof18and25,and7.5%of

therespondents.At41to50yearsold,5%ofrespondentswerebetweentheagesof

51and60,and3.5%ofrespondentswereover60.Figure3and

Figure3AgeofRespondents

Characteristic Frequency %

Age

Under18

18-25

6

52

1.5

13

26-30 155 38.75

31-40 123 30.75

41-50 30 7.5

51-60

Over60

20

14

5

3.5

Note:TotalN=400

Table3-2AgeofRespondents

4.5.3EducationLevelofRespondents

Amongthe400respondents,therespondentswithhighschoolorsecondaryschool
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educationaccountedfor50.25% ofthetotalsample,andthesecondlargestwas

31.5% ofthe respondents with juniorhigh schoolorbelow.Respondents with

undergraduateorcollegedegree,master'sdegree,anddoctoraldegreeaccountedfor

asmallproportion,8.75%,7%,2.5%.Figure4andTable3-3show theeducational

levelofrespondentsinthesamplepopulation.

Figure4EducationLevelofRespondents

Characteristic Frequency %

EducationLevel

JuniorHighSchoolorBelow 126 31.5

SeniorHighSchoolorSecondarySchool 201 50.25

BachelorDegreeorCollegeDegree 35 8.75

MasterDegree 28 7

Ph.DDegree 10 2.5

Note:TotalN=400

Table3-3EducationLevelofRespondents

4.5.4MonthlyIncomeLevelofRespondents

Amongthe400respondents,themonthlyincomeof10,001to20,000RMBaccounted

forthemajorityofthesample,whichwas42.25%,followedbytherespondents
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whosemonthlyincomelevelwaslessthan10,000RMB.Theproportionis37.25%.

Themonthlyincomelevelof20,001to30,000RMB,andthe30,001to40,000RMB

two groupsofrespondentsaccounted forthesmallerproportionoftheoverall

proportion,respectively,12.75% and7.5%.Atthesametime,thesurveyfoundthat

noneofthe400respondentshadmonthlyincomeofmorethan40,000RMB.Figure5

andTable3-4indicatethemonthlyincomelevelofrespondentsinthesampled

population.

Figure5MonthlyIncomeLevelofRespondents

Characteristic Frequency %

MonthlyIncome

Lessthan10,000RMB 149 37.25

10,001-20,000 169 42.25

20,001-30,000 51 12.75

30,001-40,000 31 7.75

Morethan40,000RMB 0 0

Note:TotalN=400

Table3-4MonthlyIncomeLevelofRespondents

4.5.5MaritalStatusofRespondents

Ofthe 400 respondents,83% were married,4.75% were unmarried,divorced
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respondentsaccountedfor8.5% ofthesample,and3.75% werewidowedstatus.

Figure6 and Table3-5 show themaritalstatusofrespondentsin thesample

population.

Figure6MaritalStatusofRespondents

Characteristic Frequency %

MaritalStatus

Married 332 83

Unmarried 19 4.75

Divorced 34 8.5

Widowed 15 3.75

Note:TotalN=400

Table3-5MaritalStatusofRespondents

4.5.6OccupationofRespondents

Amongthe400respondents,thenumberofrespondentswithoccupationswasthe

highest,accountingformorethanhalfofthesample,whichwas52.75%.Thenumber

ofrespondentswhoareself-employedisthesecondlargest,accountingfor27%.

11.25%oftherespondentsarecurrentlyunemployed,with4.75%ofrespondentsand

5%ofthoseinotheroccupations.Atthesametime,theresultsshowthatthereisno

oneintheintervieweeswhoisstudyingandworkingatthesametime,retirement



48

status,housewifeorhusband.Figure7andTable3-6indicatetherespondents’

occupation.

Figure7OccupationofRespondents

Characteristic Frequency %

Occupation

Student

Self-employedworker

19

108

4.75

27

Employee 211 52.75

Workandstudyatthesametime 0 0

Unemployed

Retired

Housewife/Househusband

Others

45

0

0

17

11.25

0

0

4.25

Note:TotalN=400

Table3-6OccupationofRespondents

4.6StatisticalMethods

Statisticalmethodswillbeusedtoassessthecorrelationbetweenvariables.First,

thepaperusesdescriptivestatisticstomeasurethecharacteristicsofthesample.
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Second,factoranalysisand reliabilitytesting are used to testthe validityand

reliabilityofvariables.Next,an independentttestwas used to compare the

correlation differences between demographic data.Finally,IBM SPSS Statistics

version25wasusedtoanalyzethedataof400respondentstodrawconclusions.

4.6.1DescriptiveAnalysis

Descriptiveanalysiscanbeusedtoanalyzeandsummarizedatafrom themeanand

standarddeviation.Allvariablesarebasedonthe7-pointLikertscale,from “1=very

disagree” to “7 = very agree”.Among allvariables,the average of health

consciousness and purchase intention was the highestofallvariables,both

exceeding5,respectively,5.1362,5.0038.Theaveragevalueofbrandawareness,

brandtrust,andbrandloyaltyissecondonlytohealthconsciousnessandpurchase

intention,whichare4.9350,4.9200,and4.9588,respectively.Brandattitude(4.7735),

perceivedvalue(4.6733),andsocialinfluence(4.5592)areatanintermediatelevel.

Finally,themeanofenvironmentalconsciousnessandlifesatisfactionisthelowest

ofthetenvariables,specifically4.3388and4.1310.

Thestandarddeviationofenvironmentalconsciousness(1.73427)isthehighest,

indicatingthatrespondents'perceptionsofenvironmentalconsciousnessprograms

fluctuatesignificantly.Thestandarddeviationofhealthconsciousness(1.38229),

socialinfluence(1.15968),brandawareness(1.26742),brandtrust(1.26653),life

satisfaction (1.33891),and brand loyalty (1.23868)showed the distribution of

respondents’viewson these variablesisslightlyconcentrated.In the end,the

respondents'perceptionsofperceivedvalue(1.08915)andbrandattitude(1.06491)

arethemostuniform andconsistent,becausethesetwovariableshavethesmallest

standarddeviation.

Variable N Minimum Maximum Mean SD

HC 400 1.00 7.00 5.1362 1.38229

EC 400 1.50 7.00 4.3388 1.73427

SI 400 1.00 7.00 4.5592 1.15968

BA 400 1.00 7.00 4.9350 1.26742

BT 400 1.00 7.00 4.9200 1.26653

PV 400 1.00 7.00 4.6733 1.08915
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BAT 400 1.00 7.00 4.7735 1.06491

LS 400 1.00 7.00 4.1310 1.33891

BL 400 1.00 7.00 4.9588 1.23868

PI 400 1.00 7.00 5.0038 1.19706

Table4DescriptiveStatistics

4.6.2ExploratoryFactorAnalysis

Thereasonforusingfactoranalysisistomeasurethevalidityofvariableitems,

resultinginamoreaccurateandefficientsetoffactorscorestoaidinfurther

analysis.Thetwomainmethodsoffactoranalysisareconfirmatoryfactoranalysis

(CFA)andexploratoryfactoranalysis(EFA).ExploratoryFactorAnalysis(EFA)isa

techniqueforfindingtheessentialstructureofmultivariateobservationvariablesand

processing them fordimensionalityreduction.Thus,EFA is able to synthesize

variableswithintricaterelationshipsintoafew corefactors.Forprincipalfactor

analysis,therearenoOutliers,equidistantvalues,linearvalues,multivariatenormal

assignments,andorthogonality.Theadvantageofexploratoryfactoranalysisisthat

itiseasytooperate,andtheEFAmethodcanbeveryusefulwhenthequestionnaire

containsmanyquestions.TheEFAmethodisthebasisforotherfactoranalysistools

(suchasregressionanalysisofcalculatedfactorscores)andisalsoconvenientfor

usewithothertools(suchasconfirmatoryfactoranalysis).Thesurveywillusethe

Kaiser-Meyer-Olkin (KMO)sampling sufficiency measurementand the Bartlett

sphericaltesttomeasurethevariables.

TheKMOmeasurecandeterminewhethertheoriginalvariableissuitableforoneof

the statisticaltestmethods forfactoranalysis.Itcompares the correlation

coefficientand thepartialcorrelation coefficientbetween theobserved original

variables.TheBartlettSphericalTestisbasedonamatrixofcorrelationcoefficients,

primarilyused to testthe distribution ofdata and the independence between

variables.A largelow KMO measurecansupportthetestforfactoranalysis.In

general,a KMO measure greaterthan 0.5 means thatfactoranalysis can be

performed,whileabove0.7isasatisfactoryresult.ThelargertheBartlettspherical

statisticandthecorrespondingprobabilityvalueislessthan0.05,itcanbesaidthat

thedataissuitableforfactoranalysis.Table5explainsthecriteriaforKMOvalues

(Pestana&Gageiro,2003).
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KMO DegreeofCommonVariance

1–0.9 VeryGood

0.8–0.9 Good

0.7–0.8 Average

0.6–0.7 Reasonable

0.5–0.6 Bad

<0.5 NotSupported

Table5StandardofKMO

TheCronbachcoefficientisastatisticthatreferstotheaverageofthehalf-fold

reliabilitycoefficientsobtainedforallpossibleprojectpartitioningmethodsofthe

scaleandisthemostcommonlyusedmeasureofconfidence(Pestana&Gageiro,

2003).UsuallyCronbachhasavaluebetween0and1.Iftheαcoefficientdoesnot

exceed0.6,itisgenerallyconsideredthattheinternalconsistencyisinsufficient;

whenitreaches0.7-0.8,thescalehasconsiderablereliability,andwhenitreaches

0.8-0.9,thereliabilityofthescaleisverygood.Table6 showsthecriteriafor

Cronbach'salpha(Pestana&Gageiro,2003).

Cronbach’sAlpha InternalConsistency

≥0.9 VeryGood

0.8–0.9 Good

0.7–0.8 Average

0.6–0.7 Bad

<0.6 Inadmissible

Table6StandardofCronbach’sAlpha

TheSPSSresultsshow thatthefourvariablesofsocialimpact,perceivedvalue,

brandloyaltyandpurchasingpropensityhaveKMO valuesbetween0.7and0.8,

whichareaverage.TheothersixvariablesexcepttheKMOvalueswereallgreater

than0.8,fullysupportingthefactoranalysis.AllprobabilityvaluesfortheBartletttest

show0.00,indicatingthatthedataiswellsuitedforfactoranalysis.Atthesametime,

allvaluesofCronbach'salphaarebetween0.843and0.986,demonstratingthe
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reliabilityofthevariables.Table7summarizesthefinalresultsofthefactoranalysis

andreliabilitytests.

Variable Num

berof

items

Items Cronbac

h’s

Alpha

Correcte

d

Item-Tot

al

Correlati

on

KMO Bartle

tt’s

Test

Number

of

dimensi

ons

% of

Varian

ce

Health

consciou

sness

6 HC1

HC2

HC3

HC4

HC5

HC6

0.947 0.843

0.850

0.836

0.840

0.793

0.864

0.91

7

0.000 1 79.04

5

Environm

ental

consciou

sness

15 EC1

EC2

EC3

EC4

EC5

EC6

EC7

EC8

EC9

EC10

EC11

EC12

EC13

EC14

EC15

0.986 0.906

0.898

0.894

0.884

0.910

0.893

0.908

0.880

0.904

0.909

0.902

0.893

0.905

0.918

0.890

0.97

8

0.000 1 83.38

5

Social

influence

3 SI1

SI2

SI3

0.879 0.765

0.749

0.788

0.74

1

0.000 1 80.57

1

Brand 4 BA1 0.909 0.788 0.81 0.000 1 78.66
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awarenes

s

BA2

BA3

BA4

0.810

0.816

0.764

9 7

Brand

trust

8 BT1

BT2

BT3

BT4

BT5

BT6

BT7

BT8

0.939 0.754

0.802

0.790

0.811

0.757

0.794

0.795

0.773

0.92

6

0.000 1 70.29

6

Perceived

Value

3 PV1

PV2

PV3

0.843 0.683

0.692

0.758

0.71

5

0.000 1 76.18

2

Brand

attitude

5 BAT1

BAT2

BAT3

BAT4

BAT5

0.869 0.726

0.755

0.677

0.662

0.660

0.84

9

0.000 1 66.11

0

Life

satisfacti

on

5 LS1

LS2

LS3

LS4

LS5

0.927 0.801

0.790

0.801

0.821

0.831

0.89

7

0.000 1 77.44

7

Brand

loyalty

4 BL1

BL2

BL3

BL4

0.889 0.702

0.812

0.817

0.703

0.79

8

0.000 1 75.37

7

Purchase

intention

4 PI1

PI2

PI3

PI4

0.878 0.721

0.763

0.791

0.672

0.78

9

0.000 1 73.25

4
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Table7FinalOutputofExploratoryFactorAnalysis

4.6.3StatisticalModeling

Thispaperwillselectcorrelationanalysisandmultiplelinearregressiontoexplore

therelationshipbetweenindependentanddependentvariables.Correlationanalysis

wastwo-tailedwithsignificantlevelsof*p<0.05,**p<0.01and***p<0.005.In

regressionanalysis,iftherearetwoormoreindependentvariables,itiscalled

multiple regression.In this study,a variable is often associated with multiple

variables,andtheoptimalcombinationofmultipleindependentvariablestopredictor

estimatethedependentvariableismoreeffectiveandmoreeffectivethanpredicting

orestimatingwithonlyoneindependentvariable.actual.Therefore,multiplelinear

regressionismorepracticalthanone-dimensionallinearregression.
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PartV:DataAnalysis
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5.DataAnalysis

Inthispart,thispaperwilluseSPSStoanalyzeandsummarizethecollecteddata,so

astoverifythehypothesismodelestablishedinthepreviousarticletoprovethe

correlation between consumers' health consciousness, environmental

consciousness,socialinfluence,brandawarenessoforganicskincareproducts,

brandtrustandbrandattitude,perceivedvalue,lifesatisfaction,brandloyaltyand

purchaseintention.Thefollowingsectionswilluseanindependentsamplet-testof

demographicdataandusecorrelationtestsandmultiplelinearregressionanalysisto

verifythecorrelationofvariablesinthehypothesis.

5.1IndependentSampleT-Test

Thefourthsectionoftheprevioussectiondetailsthesamplecharacteristicsof400

respondents,namelydifferentdemographicbackgrounds.Next,thesurveywilluse

independentsamplet-testtoverifytheimpactofgender,age,andeducationlevelof

the respondent on their opinion of health consciousness, environmental

consciousness,socialinfluence,brandawarenessoforganicskincareproducts,

brand trust,brand attitude,perceived value,life satisfaction,brand loyaltyand

purchaseintention.Thesignificancelevelofthe95%confidenceintervalisusedto

determinewhetherthehypothesisofthestudyisaccepted.Whenthepvalueisless

than0.05,thenullhypothesisisrejected,andifthepvalueisgreaterthanorequalto

0.05,thenullhypothesiscannotberejected.

5.1.1GenderDifferences

Thistestisdesigned to testwhetherrespondents'differenceswillaffecttheir

perceptionandevaluation.Amongthe400respondents,135weremalesand265

werefemales.Asshowninthetablebelow,theresultsshowthatonlythep-values

forhealthconsciousnessandbrandawarenessarelessthan0.05,are0.020and

0.033,respectively.Thisindicatesthatthenullhypothesiswasrejected,andthe

genderoftherespondentsdifferedintheirevaluationofhealthconsciousnessand

brandawareness,whiletherewasnodifferenceinothervariables.Women(5.1780±
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1.32585)weremoreconcernedabouthealthinmen(5.0543±1.48860),t(400)=-

0.846,p = 0.020. Men (5.0722±1,12214) are more sensitive than women

(4.8651±133196)ontheawarenessoforganicskincarebrand.

Variable Gender N Mean SD T-Test

t p

HC M 135 5.0543 1.48860 -0.846 .020

F 265 5.1780 1.32585

EC M 135 4.5328 1.71311 1.600 .822

F 265 4.2400 1.73984

SI M 135 4.4765 1.20567 -1.017 .824

F 265 4.6013 1.13555

BA M 135 5.0722 1.12214 1.548 .033

F 265 4.8651 1.33196

BT M 135 4.7213 1.31305 -2.251 .279

F 265 5.0212 1.23239

PV M 135 4.4914 1.14810 -2.399 .473

F 265 4.7660 1.04798

BAT M 135 4.6267 1.08581 -1.975 .375

F 265 4.8483 1.04827

LS M 135 4.2548 1.34773 1.321 .571

F 265 4.0679 1.33254

BL M 135 4.9093 1.30141 -0.570 .057

F 265 4.9840 1.20721

PI M 135 4.9426 1.22167 -0.729 .909

F 265 5.0349 1.18544

Table8-1GenderDifferences

5.1.2AgeDifferences

Thistestisdesignedtotestwhethertheagedifferenceofrespondentswillaffect

theirperception and evaluation.Age groups 40 years ofage oryoungerare

considered“millennials”andinclude336respondents,agegroupsover40yearsold,
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andareconsidered“non-millenialgenerations”,including64respondents.Asshown

inthetablebelow,theresultsshowthatonlyenvironmentalconsciousness(p=0.04)

andsocialinfluence(p=0.01)valuesarelessthan0.05.Thisindicatesthatthenull

hypothesisisrejected,and theagedifferenceisdifferentfortherespondent's

assessmentofenvironmentalconsciousnessandsocialinfluence,whilethereisno

differencein othervariables.“Millennium generation”(4.3464±1.70788)ismore

concerned with environmentalconsciousness than “non-millennialgeneration”

(4.2990±1.88025),t(400)=-0.200,p=0.040.Atthesametime,thesocialinfluenceof

“Millennium Generation” (4.5655±1.20351) was more positive than the

“non-millennialgeneration”(4.5620±0.90229)inorganicskincareproducts,t(400)

=-0.249,p=0.010.

Variables Age N Mean SD T-Test

t p

HC ≤40 336 5.1339 1.40063 0.077 .434

>40 64 5.1484 1.29206

EC ≤40 336 4.3464 1.70788 -0.200 .040

>40 64 4.2990 1.88052

SI ≤40 336 4.5655 1.20351 -0.249 .010

>40 64 4.5620 0.90229

BA ≤40 336 4.9397 1.29907 -0.171 .111

>40 64 4.9102 1.09505

BT ≤40 336 4.9156 1.27764 0.161 .655

>40 64 4.9434 1.21599

PV ≤40 336 4.6696 1.10012 0.155 .603

>40 64 4.6927 1.03774

BAT ≤40 336 4.7583 1.05352 0.652 .262

>40 64 4.8531 1.12813

LS ≤40 336 4.1440 1.36260 -0.446 .198

>40 64 4.0625 1.21466

BL ≤40 336 4.9732 1.26049 -0.535 .354

>40 64 4.8828 1.12332

PI ≤40 336 5.0335 1.21226 -1.139 .251

>40 64 4.8477 1.10968
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Table8-2AgeDifferences

5.1.3EducationLevelDifferences

Thistestisdesignedtotestwhetherthedifferenceintheeducationallevelof

respondentswillaffecttheirperceptionandevaluation.Bachelordegreeoraboveis

consideredtohavereceivedhighereducation.Atotalof73respondentsreceived

highereducationand327respondentsdidnotreceivehighereducation.Asshownin

thetablebelow,thep-valuesofallvariablesaregreaterthan0.05,indicatingthat

thereisnosignificantdifferencebetweenthetwogroups,sothenullhypothesis

cannotberejected.Therefore,itcanbesaidthatthelevelofeducationofthe

respondents did notdiffersignificantlyin the perception and evaluation ofall

variables.

Variables EducationLevel N Mean SD T-test

t p

HCPIPI <Higher 327 5.1656 1.39076 -0.900 .878

≥Higher 73 5.0046 1.34514

EC <Higher 327 4.3327 1.73500 0.149 .597

≥Higher 73 4.3662 1.74271

SI <Higher 327 4.5505 1.15503 0.317 .804

≥Higher 73 4.5982 1.18759

BA <Higher 327 4.9350 1.30161 -0.001 .359

≥Higher 74 4.9349 1.10948

BT <Higher 327 4.8811 1.29018 1.301 .082

≥Higher 73 5.0942 1.14674

PV <Higher 327 4.6524 1.08271 0.813 .491

≥Higher 73 4.7671 1.12036

BAT <Higher 327 4.7615 1.08265 0.478 .484

≥Higher 73 4.8274 0,98675

LS <Higher 327 4.1486 1.34367 -0.557 .630

≥Higher 73 4.0521 1.32373

BL <Higher 327 5.0084 1.22573 -1.701 .661
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≥Higher 73 4.7363 1.28012

PI <Higher 327 5.0313 1.20373 -0.976 .755

≥Higher 73 4.8801 1.16675

Table8-3EducationLevelDifferences

5.2MultipleRegressionAnalysis

The following sections use correlation analysis and multiple linearregression

analysis to verifythe adequacyofhypotheses and models,and to detectthe

correlation between the sets ofindependentvariables (health consciousness,

environmentalconsciousness,socialinfluence,brandawareness,brandtrust)and

dependentvariablesets(perceived value,brand attitude,lifesatisfaction,brand

loyalty,andpurchaseintention).

HC EC SI BA BT PV BAT LS BL PI

HC 1

EC .075 1

SI .365** .038 1

BA .094 -.095 -.016 1

BT .518** .108* .580** .010 1

PV .624** .008 .314** .086 .349** 1

BAT .648** .113* .505** -.021 .635** .457** 1

LS .035 .010 .019 .083 .037 .074 -.014 1

BL .419** .091 .393** -.069 .450** .275** .527** .123* 1

PI .519** .151* .439** -.071 .491** .349** .588** .014 .620** 1

Table9CorrelationCoefficients

5.2.1PerceivedValue

H1:Healthconsciousnesshasasignificantinfluenceonperceivedvalue.

H3:Environmentalconsciousnesshasasignificantinfluenceonperceivedvalue.
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H5:Socialinfluencehasasignificantinfluenceonperceivedvalue.

H7:Brandawarenesshasasignificantinfluenceonperceivedvalue.

H9:BrandTrusthasasignificantinfluenceonperceivedvalue.

AccordingtoTable10-1,themultipleregressionmodelforperceivedvalueisfound

tobesignificant,withtwopredictorsproduced,R2=0.398,R2
adj=0.395,F=131.025,

p<0.05.Thecoefficientofdeterminationindicatesthat39.5% ofthevariancein

perceivedvalueisexplainedbyhealthconsciousnessandsocialinfluence.

A multipleregressionanalysisiscomputedtoassesstherelationshipsbetween

health consciousness and perceived value,environmentalconsciousness and

perceived value,socialinfluence and perceived value,brand awareness and

perceivedvalue,brandtrustandperceived.AscanbeseeninTable10-1,thereisa

significantcorrelationbetweenhealthconsciousnessandperceivedvalue,H1:β=

0.587,t=14.040,p<0.05.Also,thereisasignificantcorrelationbetweensocial

influenceandperceivedvalue,H5:β=0.099,t=2.374,p<0.05.At95%confidence

intervals level,the data provide sufficientevidence to conclude thathealth

consciousness and socialinfluence have a statistically significantimpacton

perceivedvalue(p≤α),thusH1andH5aresupported.

However,therelationshipsbetweenenvironmentalconsciousnessandperceived

value,brandawarenessandperceivedvalue,brandtrustandperceivedvaluearenot

statisticallysignificantatthesignificancelevelof0.05(p>0.05).Theresultshave

shownthatenvironmentalconsciousness,brandawarenessandbrandtrusthave

non-significantimpactsonperceivedvalue.Table10-1summarizestheanalysis

resultsfrom theregressionanalysis.

Coef t p

HC .587 14.040 .000

EC NS NS NS

SI

BA

BT

.099

NS

NS

2.374

NS

NS

.018

NS

NS

Constant .201 9.305 .000
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R2 .398

R2
adj .395

F-Test 131.025 .000

Note:DependentVariable:PerceivedValue

Table10-1MultipleRegressionAnalysisofPerceivedValue

5.2.2BrandAttitude

H2:Healthconsciousnesshasasignificantinfluenceonbrandattitude.

H4:Environmentalconsciousnesshasasignificantinfluenceonbrandattitude.

H6:Socialinfluencehasasignificantinfluenceonbrandattitude.

H8:BrandAwarenesshasasignificantinfluenceonbrandattitude.

H10:Brandtrusthasasignificantinfluenceonbrandattitude.

H11:Perceivedvaluehasasignificantinfluenceonbrandattitude.

AccordingtoTable10-2,themultipleregressionmodelforbrandattitudeisfoundto

besignificant,withthreepredictorspresented,R2=0.560,R2
adj=0.557,F=168.127,

p<0.05.Thecoefficientofdeterminationpointsoutthat55.7% ofthevariancein

brandattitudeisillustratedbyhealthconsciousness,environmentalconsciousness,

socialinfluence,brandawareness,brandtrustandperceivedvalue.

A multipleregressionanalysisisemployedtoevaluatetherelationshipsbetween

healthconsciousnessandbrandattitude,environmentalconsciousnessandbrand

attitude,socialinfluenceandbrandattitude,brandawarenessandbrandattitude,

socialinfluenceandbrandattitude,perceivedvalueandbrandattitude.Accordingto

Table10-2,therearesignificantcorrelationsbetweenhealthconsciousnessand

brandattitude,socialinfluenceandbrandattitude,socialinfluenceandbrandattitude,

H2:β=0.422,t=10.790,p<0.05;H6:β=0.165,t=4.006,p<0.05;H10:β=0.321,t

=7.168,p<0.05.At95% confidenceintervalslevel,thedataprovidesufficient

evidencetoconcludethathealthconsciousness,socialinfluenceandbrandtrust

havestatisticallysignificantinfluencesonbrandattitude(p≤α),thusH2,H6,and

H10aresupported.
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However,therelationshipsbetweenenvironmentalconsciousnessandbrandattitude,

brandawarenessandbrandattitude,perceivedvalueandbrandattitudearenot

statisticallysignificantatthesignificancelevelof0.05(p>0.05).Theresultshave

shownthatenvironmentalconsciousness,brandawarenessandperceivedvalue

havenon-significantimpactsonbrandattitude.Table10-2summarizestheanalysis

resultsfrom theregressionanalysis.

Coef t p

HC

EC

.422

NS

10.790

NS

.000

NS

SI .165 4.006 .000

BA NS NS NS

BT .321 7.168 .000

PV NS NS NS

Constant .172 6.310 .000

R2 .560

R2
adj .557

F-Test 168.127 .000

Note:DependentVariable:BrandAttitude

Table10-2MultipleRegressionAnalysisofBrandAttitude

5.2.3LifeSatisfaction

H12:Perceivedvaluehasasignificantinfluenceonlifesatisfaction.

H15:Brandattitudehasasignificantinfluenceonlifesatisfaction.

AccordingtoTable10-2,themultipleregressionmodelforlifesatisfactionisfound

tobeinsignificant.Theresultsshowthatthetwopredictors(perceivedvalueand

brandattitude)didnotentertheequationwhenperformingmultiplelinearregression

tests.Becausetherelationshipsbetweenperceivedvalueandlifesatisfaction,brand
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attitudeandlifesatisfactionarenotstatisticallysignificantatthesignificancelevel

of0.05(p>0.05).,sotheH12andH15proposedinthisstudyarenotsupported.

Coef t p

PV NS NS NS

BAT NS NS NS

Constant NS NS NS

R2 NS

R2
adj NS

F-Test NS NS

Note:DependentVariable:LifeSatisfaction

Table10-3MultipleRegressionAnalysisofLifeSatisfaction

5.2.4BrandLoyalty

H13:Perceivedvaluehasasignificantinfluenceonbrandloyalty.

H16:Brandattitudehasasignificantinfluenceonbrandloyalty.

AccordingtoTable10-4,themultipleregressionmodelforbrandloyaltyisfoundto

besignificant,withonepredictorpresented,R2=0.275,R2
adj=0.275,F=152.652,

p<0.05.Thecoefficientofdeterminationpointsoutthat27.5% ofthevariancein

brandloyaltyisillustratedbybrandattitude.Atthe0.05significancelevel,thep-value

fortheF-teststatisticislessthan0.001,demonstratingagoodfitofthemodel.

A multipleregressionanalysisiscomputedtoassesstherelationshipsbetween

perceivedvalueandbrandloyalty,brandattitudeandbrandloyalty.IntheTable10-4,

therearesignificantcorrelationsbetweenbrandattitudeandbrandloyalty,H16:β=

0.527,t=12.355,p<0.05.At95% confidenceintervalslevel,thedataprovide

sufficientevidence to conclude thatbrand attitude has statisticallysignificant

impactsonbrandloyalty(p≤α),thusH16issupported.
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However,the relationship between perceived value and brand loyalty is not

statisticallysignificantatthesignificancelevelof0.05(p>0.05).Theresultshave

shownthatperceivedvaluehasnon-significantimpactsonbrandloyalty.Table10-4

summarizestheanalysisresultsfrom theregressionanalysis.

Coef t p

PV NS NS NS

BAT .527 12.355 .000

Constant .242 8.396 .000

R2 .277

R2
adj .275

F-Test 152.652 .000

Note:DependentVariable:PurchaseBrandLoyalty

Table10-4MultipleRegressionAnalysisofBrandLoyalty

5.2.5PurchaseIntention

H14:Perceivedvaluehasasignificantinfluenceonpurchaseintention.

H17:Brandattitudehasasignificantinfluenceonpurchaseintention.

H18:BrandLoyaltyhasasignificantinfluenceonpurchaseintention.

AccordingtoTable10-5,themultipleregressionmodelforpurchaseintentionis

foundtobestatisticallysignificant,withallthreepredictorsproduced(perceived

value,brandattitudeandbrandloyalty),R2=0.484,R2
adj=0.480,F=123.977,p<0.001.

Thecoefficientofdeterminationindicatesthat48% ofthevarianceinpurchase

intentionisexplainedbyperceivedvalue,brandattitude,brandloyalty.Atthe0.05

significancelevel,thep-valuefortheF-teststatisticislessthan0.001,demonstrating

agoodfitofthemodel.

A multipleregressionanalysisiscomputedtoassesstherelationshipsbetween

perceivedvalueandpurchaseintention,brandattitudeandpurchaseintention,brand

loyaltyandpurchaseintention.AscanbeseeninTable10-5,therearesignificant
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correlationsbetweentheperceivedvalueandpurchaseintention,brandattitudeand

purchaseintention,brandloyaltyandpurchaseintention,H14:β=0.083,t=2.038,p<

0.05;H17:β=0.326,t=7.103,p<0.05;H18:β=0.425,t=10.013,p<0.05.At95%

confidenceintervalslevel,thedataprovidesufficientevidenceto concludethat

perceived value,brand attitude and brand loyalty have statistically significant

influencesonpurchaseintention(p≤α),thusH14,H17,andH18aresupported.

Coef t p

PV .083 2.038 .042

BAT .326 7.103 .000

BL .425 10.013 .000

Constant .240 3.297 .001

R2 .484

R2
adj .480

F-Test 123.977 .000

Note:DependentVariable:PurchaseIntention

Table10-5MultipleRegressionAnalysisofPurchaseIntention

5.3HypothesisTesting

Theresultsofmultiplelinearregressionanalysiscandemonstratewhetherthe

hypothesisbasedonliteratureresearchisvalid.Thefollowingtablesummarizesthe

18hypotheticalresultspresentedinthehypotheticalmodelofthissurvey.

Hypotheses Outcome

H1 Health consciousness has a significant influence on

perceivedvalue.

Supported

H2 Healthconsciousnesshasasignificantinfluenceonbrand

attitude.

Supported

H3 Environmentalconsciousnesshasasignificantinfluenceon

perceivedvalue.

Not

Supported

H4 Environmentalconsciousnesshasasignificantinfluenceon Not
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brandattitude. Supported

H5 Socialinfluence has a significantinfluence on perceived

value.

Supported

H6 Socialinfluencehasasignificantinfluenceonbrandattitude. Supported

H7 Brandawarenesshasasignificantinfluenceonperceived

value.

Not

Supported

H8 Brand Awareness has a significantinfluence on brand

attitude.

Not

Supported

H9 BrandTrusthasasignificantinfluenceonperceivedvalue. Not

Supported

H1

0

Brandtrusthasasignificantinfluenceonbrandattitude. Supported

H1

1

Perceivedvaluehasasignificantinfluenceonbrandattitude. Not

Supported

H1

2

Perceived value has a significant influence on life

satisfaction.

Not

Supported

H1

3

Perceivedvaluehasasignificantinfluenceonbrandloyalty. Not

Supported

H1

4

Perceived value has a significantinfluence on purchase

intention

Supported

H1

5

Brandattitudehasasignificantinfluenceonlifesatisfaction. Not

Supported

H1

6

Brandattitudehasasignificantinfluenceonbrandloyalty. Supported

H1

7

Brand attitude has a significantinfluence on purchase

intention.

Supported

H1

8

Brand Loyalty has a significantinfluence on purchase

intention.

Supported

Table11SummaryofHypothesisTesting

5.4Discussions

Dataresultsshowthathealthconsciousnesshasasignificantimpactonperceived
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value(H1)andbrandattitude(H2).Inotherwords,consumers'healthconsciousness

drivesconsumerstochooseproductsthatcontainhealthyingredients,andtheir

choice of products affects their health.Differentlevels of health-conscious

consumershavedifferentfocusonproductdemand(Schifferstein&OudeOphuis,

1998;Lockieetal.2002;Grankvist&Biel2001).Consumerswithhigherlevelsof

healthcansensitivelyperceivethevalueofproductscontaininghealthyingredients

becausetheyneedtouseproductstomeettheirownhealthandreduceoravoid

disease(Newsom etal.2005;Kraft&Goodell,1993Plank&Gould,1990;Gould,

1988).The intrinsic properties oforganic skin care products can satisfy the

health-conscious pursuit of health-conscious consumers. Therefore, when

consumerspaymoreattentiontotheirhealth,theirperceivedvalueandattitude

towardsorganicskincareproductswillchangewiththeirhealthconsciousnesswith

asignificantimpact.

Thedataresultsshow thatthereisnosignificantrelationshipbetweenconsumer

environmentalconsciousnessandperceivedvalue(H3)andbrandattitude(H4).This

isinconsistentwithpreviousresearchresults.Accordingtotheend-of-mechanism

theory,the perceived value ofconsumers is influenced by productattributes,

consumerperceptions,and consumervalues (Gutman,1982).Environmentally

conscious consumers'own values in environmentalprotection willaffecttheir

perceivedvalueandattitudetowardsorganicskincarebrands.Thereasonwhythe

modelanddataresultsaredifferent,thepossiblereasonisthatconsumersdonot

knowenoughaboutorganicskincareproducts,orconsumersonlypayattentionto

theproductattributesoforganicskincareproducts,andignoretheenvironmental

protectionconceptbehindtheproducts.,thusaffectingtheirperceptionandattitude

towardsthebrand.Anotherpossiblereasonisthatconsumers'personalwillingness

totheenvironmentisnotlinkedtotheirownsenseofresponsibility.Whenpersonal

willhasnothingtodowithpersonalresponsibility,althoughconsumersagreewith

environmentalprotection,itdoesnotmeanthattheywillmakerelevantbehaviorsor

showlowparticipation.Inthiscase,theremaybenosignificantrelationshipbetween

environmentalconsciousnessandperceivedvalueandbrandattitude.

Thedataresultsshowthatthereisasignificantrelationshipbetweensocialinfluence

andconsumerperceivedvalue(H5)andbrandattitude(H6).Thisisconsistentwith
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theprevioushypotheticalmodel.Theinfluenceofexternalinformationreceivedby

consumerscanmakeabigdifferencetotheirvalues,thusaffectinghisbehavior.

Whenaconsumerisinfluencedbytheotherparty,hiscognitivesituationchanges.

Theotherside'sideasand opinionsaboutorganicskincarebrandswillaffect

consumers'originalideasandbrands,andintegratethem togeneratenewcognition

basedontheoriginalcognition.Atthesametime,consumersthemselveswillchange

theirperceivedvalueandattitudetowardsthebrandinordertogetsomekindof

rewardorotherpeople'sapproval,whichcanhelpthem meettheirexpectationsof

themselves(DeutschandGerard,1955;(Kelman,1961)).

The data showed thatthere was no significantrelationship between brand

awarenessandconsumerperceivedvalue(H9)andbrandattitude(H10).Theresults

did notmatch the previous studymodel.The reason forthis maybe due to

differencesinproductcategories.Forproductswithlow consumerparticipation,

productswithhighbrandawarenesswillindeedhelpconsumersreducetheirtime

andeffort.Familiarandwell-knownproductswillwinconsumers'favor(Keller,1993;

Macdonald & Sharp,2000).However,forproducts thatrequire high consumer

involvement,suchasskincareproducts,brandawarenessdoesnotfullysatisfy

consumers'assessmentofbrand perceived value and attitude.This requires

consumerstoevaluateavarietyoffactorstomakepurchasingdecisions.Therefore,

theresultsofthesurveythatthereisnosignificantrelationshipbetweenbrand

awarenessandperceivedvalueandbrandattitudeareobtained.

Thedataresultsshow thatbrandtrustisnotrelatedtoperceivedvalue(H9),but

relatedtobrandattitude(H10).Theresultsofthedataonperceivedvaluedonot

matchthepreviousresearchhypotheses.Thereasonforthisresultmaybethatthe

resulting data is notrepresentative because ofthe smallsample size orthe

instabilityofthesampleselection,soitiscontrarytotheassumption.Forbrand

attitudes,consumers'confidenceinthebrandcanreflectacertainadvantageand

customervalueofthebrand.Theassessmentofthebrand'soutstandingstrengthsis

precisely the cornerstone ofbrand attitudes (Fishbein and Ajzen,1980).The

formationofconsumerbrandattitudesisderivedfrom theevaluationandjudgment

ofthebrand'soutstandingadvantages(Wilkie,1986;MacKenzieandSpreng,1992),

sothereisasignificantrelationshipbetweenbrandtrustandbrandattitude.



70

Thedatashowedthattherewasnosignificantrelationshipbetweenperceivedvalue

andbrandattitude(H11).Thereasonforthisresultmaybebecausetheorganicskin

careindustryisnotveryinvolvedintheinterviewee.Inotherwords,organicskincare

brandsarenotverycommoninChina.Althoughconsumersmayagreewiththeir

value,theyarenothighlyinvolvedintheindustryandthereforecannothavea

significantimpact.

Thedatashowedthattherewasnosignificanteffectbetweenperceivedvalueand

lifesatisfaction(H12),brandattitudeandlifesatisfaction(H15).Thisdoesnot

correspondtothehypotheticalmodelintheprevioussection.Thereasonforthis

inconsistencymaybethatintheconsumer'sevaluationoflifesatisfaction,the

proportionofsatisfactiongeneratedinthespecificfieldofshoppingistoosmallto

haveasignificantimpactonit.

Thedataresultsshow thatthereisnosignificantimpactonperceivedvalueand

brand loyalty(H13).Inconsistentwith previousrescueresultsmaybebecause

perceivedvaluedoesnotaffectbrandloyaltyinattitudesandbehaviors,resultingin

falseloyalty(Aaker,1991;Assael,1998;Oliver,1999;Prus&Brandt,1995;Farr&

Hollis,1997;Baldinger&Rubinson,1996).Licensingisduetoconsumers'lackof

demandfororganicskincareproducts,althoughtheirperceivedvalueispositive.

Thedataonbrandattitudeandbrandloyalty(H16)showedasignificantimpact

betweenthetwo.Brandscanshapeandenhanceconsumerbrandloyaltythrough

effectivemanagementofconsumerbrandattitudes(Keller(1993).

Datastudieshaveshownthatconsumers'perceivedvalueandpurchaseintention

(H14),brand attitudeand purchaseintention(H17),brand loyaltyand purchase

intention(H18)haveasignificantimpact.Consumerperception,attitude,andloyalty

drivetheirbehavioralintentandgeneratepurchasingdecisions.Thisisconsistent

withpreviousresearchresults,sotheassumptionistrue.Consumerperception,

attitude,andloyaltydrivetheirbehavioralintentandgeneratepurchasingdecisions.
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PartVI:ConclusionandDiscussion
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6.ConclusionandDiscussion

6.1Introduction

Nowadays,with theimprovementofconsumers'living standardsand therapid

developmentofsocialeconomy,people'sdemandforskincareproductsisgradually

increasing,and itisnotlimited to women.When consumersmakepurchasing

decisions,they willpay more attention to the impactofhealth and social

environmentfactors.Organicskincareproductsaregettingmoreandmoreattention

becauseoftheirsimpleingredients,safeuse,andenvironmentalfriendliness.Inthe

studyofthepurchaseintentionoforganicskincareproducts,manyfactorssuchas

psychology,behavior,andawarenessofconsciousnessareinvolved.Fororganicskin

care brands,the factors thatinfluence consumers'purchasing intentions are

meaningfulresearchdirections.Therefore,basedonpastliteratureresearch,this

paperanalyzesconsumptionfrom threeaspects:consumer'sownconsciousness

evaluation (health consciousness,environmentalconsciousness),socialfactors

(socialinfluence)andbrandperception(brandawareness,brandtrust).Theinfluence

ofthepurchaseintention.Atthesametime,twocommonvariables(perceivedvalue

andbrandattitude)werealsousedtoanalyzeconsumerpurchaseintentionsfor

organicskincarebrands.

The main purpose of this study is to explore whether consumers'health

consciousness,environmentalconsciousness,socialinfluence,brandawareness,

brandtrustwillaffecttheirperceivedvalueandbrandattitudetowardsorganicskin

carebrandstoachievethepurposeofinfluencingpurchaseintention.Atthesame

time,thescopeofresearchhasbeenexpandedtoexploreintheform ofsecondary

goals:(1)Whetherconsumers'perceivedvalueoforganicskincarebrandswillaffect

theirattitudetowardsorganicskincareproducts(2)Consumers'perceivedvalueof

organicskincarebrandsandDoesthebrandattitudeaffectthesatisfactionoflife

andtheevaluationofbrandloyalty?(3)Whateffectdoesconsumerbrandloyalty

haveonthepurchaseintentionoforganicskincareproducts?

Inordertoachievetheresearchgoal,thissurveytakesChineseconsumersasan

exampleandhasestablishedahypothesismodelforresearchobjectives.
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6.2Conclusion

The purpose ofthis study was to investigate factors thatinfluence Chinese

consumers'influenceonthepurchaseintentionoforganicskincarebrands.The

surveyusedthenon-probabilitysamplingmethod,includingconveniencesampling

andsnowballsamplingtocollectopinionsfrom 400Chineserespondentsintheform

ofan online questionnaire.Descriptive analysis and multiple linearregression

analysiswerethenperformedonthecollectedsampledatatoverifywhetherthe

hypothesiswasestablished.Thehypothesesproposedinthispaperareasfollows:

(1)Thereisasignificantrelationshipbetweenhealthconsciousnessandperceived

value.(2)Thereisasignificantrelationshipbetweenhealthconsciousnessandbrand

attitude.(3)Thereisasignificantrelationshipbetweenenvironmentalconsciousness

andperceivedvalue.(4)Thereisasignificantrelationshipbetweenenvironmental

consciousnessandbrandattitude.(5)Thereisasignificantrelationshipbetween

socialinfluenceandperceivedvalue.(6)Thereisasignificantrelationshipbetween

socialinfluenceandbrandattitude.(7)Thereisasignificantrelationshipbetween

brandawarenessandperceivedvalue.(8)Thereisasignificantrelationshipbetween

brandawarenessandbrandattitude.(9)Thereisasignificantrelationshipbetween

brandtrustandperceivedvalue.(10)Thereisasignificantrelationshipbetween

brandtrustandbrandattitude.(11)Thereisasignificantrelationshipbetween

perceivedvalueandbrandattitude.(12)Thereisasignificantrelationshipbetween

perceivedvalueandlifesatisfaction.(13)Thereisasignificantrelationshipbetween

perceivedvalueandbrandloyalty.(14)Thereisasignificantrelationshipbetween

perceived valueand purchaseintention.(15)Thereisa significantrelationship

betweenbrandattitudeandlifesatisfaction.(16)Thereisasignificantrelationship

betweenbrandattitudeandbrandloyalty.(17)Thereisasignificantrelationship

between brand attitude and purchase intention.(18) There is a significant

relationshipbetweenbrandloyaltyandpurchaseintention.

Thestudyalsousedanindependentt-testtodetectwhethertherespondents'gender,

age,andacademiclevelweredifferentinthreeaspectsofthequestionnaireproject.

Theresultsofthedatashowthatwomen'sself-perceptionofhealthconsciousness

ishigherthanthatofmen,andchronicperceptionofbrandawarenessismore

sensitive than women.Atthis conclusion,marketers can implementdifferent
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marketing strategiesforgenderdifferencesin health consciousnessand brand

awareness.Forexample,marketsegmentsforfemaleconsumerscanemphasizethe

healthvalueoforganicskincarebrands.Advertisingformalesegmentscanincrease

advertisingspendingtoincreaseappealtomaleconsumers.Thedifferenceinage

amongrespondentsaffectstheirperceptionofenvironmentalconsciousnessand

socialinfluence.Respondentsundertheageof40aremoreawareofenvironmental

consciousnessthanrespondentsovertheageof40andaremoresusceptibleto

socialfactors.Inthisarea,wecanfocusonbuildingthefocusofenvironmental

protectionthattheyoungergenerationisinterestedin,andstrengthenword-of-mouth

publicity.

Theresultsofregression analysisshow thatthereisa significantrelationship

between health consciousness,socialinfluenceand perceived value;thereisa

significantrelationship between environmentalconsciousness,socialinfluence,

brandtrustandbrandattitude;thereisasignificantrelationshipbetweenbrand

attitudeandbrandloyalty.Thereisasignificantrelationshipbetweenperceivedvalue,

brandattitude,brandloyaltyandpurchaseintention.Althoughsomeassumptionsare

notverifiedbydataresults,itmaybebecausethesamplesarenotrepresentative,

andthevariablesstillhaveresearchvalue.

6.3Implications

Previous research on organic skin care products focused on the influence of

consumersintheEuropeanandNorthAmericanmarketsonthepurchaseintention

oforganicskincareproducts.TherearenotmanystudiesonChineseconsumers'

purchasing intentions,especially the influence ofChinese consumers'health

consciousnessandenvironmentalconsciousnessontheperceivedvalueandbrand

attitudeoforganicskincareproducts.Butforthisreason,thissurveyismore

meaningful.BecauseofthedifferencesinconsumerattitudesbetweenChineseand

Westernconsumers,culturaldifferencesandsocio-economicdevelopmentlevels

havecaused differencesinthefactorsinfluencing thepurchasing intentionsof

ChineseconsumersandWesternconsumers.Inaddition,thedifferencesinthe

developmentstagesoforganicskincareproductsinEurope,NorthAmericaandAsia

Pacificwillalsocausedifferencesinpurchasingbehaviorandconsumerpsychology.
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Therefore,thisstudyattemptstomakeupforthevacancyofhistoricalliteraturein

this field,to explore the impactofChinese consumers'health consciousness,

environmentalconsciousnessandotherfactorsontheperceivedvalueandbrand

attitudeoforganicskincarebrands,andthustherelationshipwithpurchaseintention.

Asmentionedinthepreviousarticle,theChineseorganicskincaremarkethasgreat

potentialfordevelopment.Formarketers,howtoincreasemarketshareandpromote

consumerpurchaseisabigchallenge.Thisrequiresananalysisofthepsychology,

perception,attitude,etc.ofChinese consumers,so thatthey can adjustthe

marketingstrategyofthebrand.

6.4LimitationsandFutureResearch

Inthissurvey,environmentalconsciousness,brandawarenessandbrandtrustdid

nothaveasignificantimpactonconsumerperceivedvalueasexpected.Thereis

alsonosignificantimpactonenvironmentalconsciousness,brandawareness,

perceivedvalueandbrandattitude.Therewasalsonosignificantimpactbetween

perceivedvalueandbrandattitudesandlifesatisfaction.Thereisalsonosignificant

impactbetweenperceivedvalueandbrandloyalty.Thereasonforthehypothesisis

thatthesamplesizeistoosmallandthesampleselectionisnotrepresentative.The

possiblereasonsarethatconsumersdonothaveenoughunderstandingoforganic

skincare,andparticipationisnothigh,resultingininconsistenciesincognitive

attitudesandbehaviors.Becauseorganicskincareproductsarenotuniversalinthe

Chinesemarket,thereisstillaneedtodeepenconsumerunderstandingofsuch

products.

Therefore,futureresearchcanexplorewhatcausesconsumercognitiveevaluation

andbehavioralintenttobeinconsistent.Itisalsopossibletoanalyzewhetherthe

differencesinmarketingchannelsandmethodshaveanimpactonconsumers'

perceivedvalueandattitudetowardsorganicskincareproducts.Withthe

improvementoflivingstandards,people'sperceivedvalueandattitudetowards

productswillgraduallyshifttothespirituallevel.Consumerspayspecialattentionto

thebrand'sconceptvalue,socialwelfare,andcorporateethics.Researcherscanalso
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examinethelinkbetweenperceivedvalue,attitude,andpurchaseintentionsof

consumers'organicskincareproducts.
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Appendix

EnglishandChineseVersionoftheQuestionnaire

消费者对有机护肤品的购买意向的调查

PurchaseIntentiononOrganicSkinCareBrand

本问卷旨在收集您对于有机护肤品的购买意向。非常感谢您抽时间回答本问卷。
Thisquestionnaireisdesignedtocollectdataofyourpurchaseintentionoforganic
skinbrand.Thankyoufortakingtimeanswerthequestionnaire.

1.性别 Gender[单选题]*

○男性 Male

○女性 Female

2.年龄 Age[单选题]*

○18岁以下 Under18

○18~25

○26~30

○31~40

○41~50

○51~60

○60岁以上 Over60

3.最高学历 HighestEducation[单选题]*

○初中或以下 JuniorHighSchoolorBelow

○高中或中专 SeniorHighSchoolorSecondarySchool

○本科或大专 BachelorDegreeorCollegedegree

○硕士 MasterDegree

○博士或以上 Ph.DDegree

4.月收入 MonthlyIncome[单选题]*
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○10，000以下 Lessthan10,000RMB

○10，001~20，000

○20，001~30，000

○30，001~40，000

○40，000以上 Morethan40,000RMB

5.婚姻状况 MaritalStatus[单选题]*

○已婚 Married

○未婚 Unmarried

○离异 Divorced

○丧偶 Widowed

6.职业 Occupation[单选题]*

○学生 Student

○个体劳动者 Self-employedworker

○雇员 Employee

○同时工作和念书 WorkandStudyatthesametime

○失业 Unemployed

○退休 Retired

○全职太太/全职丈夫 Housewife/Househusband

○其他 Others_________________*

以下问题请选择您对每个问题的同意度，1为十分不同意，7为十分同意

Pleasechoosetheagreementofeachstatementbelow.1-StronglyDisagree,7-

StronglyAgree

7.健康意识 HealthConsciousness[矩阵量表题]*

1非常

不同意

Strongly

2 3 4 5 6

7非常

同意

Strongly
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Disagre

e
Agree

1)我经常

反思自己

的健康状

况 I

reflect

aboutmy

healtha

lot

○ ○ ○ ○ ○ ○ ○

2)我对自

己的健康

很自觉

I'm very

self

consciou

sabout

myhealth

○ ○ ○ ○ ○ ○ ○

3)我对自

己健康状

况的变化

保持警觉

I'm alert

to

changes

inmy

health

○ ○ ○ ○ ○ ○ ○

4)我通常

都知道自

己的健康

○ ○ ○ ○ ○ ○ ○
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状况 I'm

usually

awareof

myhealth

5)我对自

己的健康

状况负责

Itake

responsib

ilityfor

thestate

ofmy

health

○ ○ ○ ○ ○ ○ ○

6)当我度

过这一天

时，我知道

自己的健

康状况

I'm aware

ofthe

stateof

myhealth

asIgo

through

theday

○ ○ ○ ○ ○ ○ ○

8.环境意识 EnvironmentalConsciousness[矩阵量表题]*

1非常

不同意

Strongly

Disagre

2 3 4 5 6

7非常

同意

Strongly

Agree
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e

1)人类没

有权力改

变自然环

境以适应

他们的需

要

Humans

don't

havethe

rightto

modify

the

natural

environm

enttosuit

their

needs

○ ○ ○ ○ ○ ○ ○

2)植物和

动物拥有

与人类一

样多的权

利 Plants

and

animals

haveas

much

rightas

humans

toexist

○ ○ ○ ○ ○ ○ ○

3)人类不 ○ ○ ○ ○ ○ ○ ○
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应该统治

自然的其

他部分

Humans

weren't

meantto

ruleover

therest

ofnature

4)人类的

聪明才智

将保证我

们不会让

地球变得

无法生存

Human

ingenuity

willinsure

thatwe

doNOT

makethe

earth

unlivable

○ ○ ○ ○ ○ ○ ○

5)尽管我

们有特殊

的能力，但

人类仍然

遵守自然

法则

Despite

our

○ ○ ○ ○ ○ ○ ○
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special

abilities

humans

arestill

subjectto

thelaws

ofnature

6)人类最

终将充分

了解大自

然是如何

运作的并

能够控制

它

Humans

will

eventually

learn

enough

about

how

nature

worksto

beableto

controlit

○ ○ ○ ○ ○ ○ ○

7)当人类

干扰自然

往往会产

生灾难性

的后果

When

○ ○ ○ ○ ○ ○ ○
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humans

interfere

with

natureit

often

produces

disastrou

s

conseque

nces

8)自然的

平衡不足

以应付现

代工业国

家的影响

The

balance

ofnature

isn't

strong

enoughto

copewith

the

impacts

of

modern

industrial

nations

○ ○ ○ ○ ○ ○ ○

9)自然的

平衡非常

微妙，容易

○ ○ ○ ○ ○ ○ ○
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让人心烦

意乱 The

balance

ofnature

isvery

delicate

andeasily

upset

10)人类严

重滥用环

境

Humans

are

severely

abusing

the

environm

ent

○ ○ ○ ○ ○ ○ ○

11)人类所

谓的“生态

危机”没有

被夸大

The

so-called

‘ecologica

lcrisis’

facing

humankin

dhasn't

been

greatly

○ ○ ○ ○ ○ ○ ○
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exaggerat

ed

12)如果事

情继续下

去，我们很

快就会经

历一场重

大的生态

灾难 If

things

continue

ontheir

present

course,

wewill

soon

experienc

eamajor

ecologica

l

catastrop

he

○ ○ ○ ○ ○ ○ ○

13)我们正

在接近地

球可以支

持的人们

的极限数

量 We

are

approachi

ngthe

○ ○ ○ ○ ○ ○ ○



102

limitof

the

number

ofpeople

theearth

can

support

14)如果我

们只是学

习如何开

发它们，地

球没有充

足的自然

资源 The

earth

hasn't

plentyof

natural

resources

ifwejust

learnhow

to

develop

them

○ ○ ○ ○ ○ ○ ○

15)地球就

像一艘空

间和资源

非常有限

的宇宙飞

船 The

earthis

○ ○ ○ ○ ○ ○ ○
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likea

spaceshi

pwith

very

limited

room and

resources

9.社会影响 SocialInfluence[矩阵量表题]*

1非常

不同意

Strongly

Disagre

e

2 3 4 5 6

7非常

同意

Strongly

Agree

1)对我很

重要的人

认为我应

该使用有

机护肤品

People

whoare

important

tome

thinkthat

Ishould

usethe

organic

skincare

products

○ ○ ○ ○ ○ ○ ○

2)影响我

行为的人
○ ○ ○ ○ ○ ○ ○
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认为我应

该使用有

机护肤品

People

who

influence

my

behavior

thinkthat

Ishould

usethe

organic

skincare

products

3)那些我

重视意见

的人更喜

欢我使用

有机护肤

品

People

whose

opinions

thatI

value

prefer

thatIuse

the

organic

skincare

products

○ ○ ○ ○ ○ ○ ○
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10.品牌感知度 BrandAwareness[矩阵量表题]*

1非常

不同意

Strongly

Disagre

e

2 3 4 5 6

7非常

同意

Strongly

Agree

1）我听说

过有机护

肤品牌 I

have

heardan

organic

skincare

brand

○ ○ ○ ○ ○ ○ ○

2）当我想

到产品类

别时，我立

即回想起

有机护肤

品牌名称

Irecallan

organic

skincare

brand

name

immediat

elywhenI

thinkof

the

product

category

○ ○ ○ ○ ○ ○ ○
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3）当我想

到产品类

别时，有机

护肤品牌

经常处于

我的头脑

中 An

organic

skincare

brandis

oftenat

thetopof

theminds

ofmine

whenI

thinkof

the

product

category

○ ○ ○ ○ ○ ○ ○

4）我可以

清楚地将

有机护肤

品牌与某

一产品类

别联系起

来 Ican

clearly

relatean

organic

skincare

brandtoa

○ ○ ○ ○ ○ ○ ○
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certain

product

category

11.品牌信任度 BrandTrust[矩阵量表题]*

1非常

不同意

Strongly

Disagre

e

2 3 4 5 6

7非常

同意

Strongly

Agree

1）有机护

肤品牌的

产品让我

感到安全

The

organic

skincare

brand's

products

makeme

feelsafe

○ ○ ○ ○ ○ ○ ○

2）我相信

有机护肤

品牌产品

的质量 I

trustthe

qualityof

the

organic

skincare

brand's

○ ○ ○ ○ ○ ○ ○
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products

3）购买有

机护肤品

牌产品是

一种保证

Buying

the

organic

skincare

brand's

products

isa

guarantee

○ ○ ○ ○ ○ ○ ○

4）有机护

肤品牌对

消费者是

真诚的。

The

organic

skincare

brandis

sincere

with

consumer

s

○ ○ ○ ○ ○ ○ ○

5）有机护

肤品牌对

顾客诚实

The

organic

skincare

○ ○ ○ ○ ○ ○ ○
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brandis

honest

withits

customer

s

6）有机护

肤品牌表

达了对顾

客的兴趣

The

organic

skincare

brand

expresse

san

interestin

its

customer

s

○ ○ ○ ○ ○ ○ ○

7）我认为

有机护肤

品牌会更

新其产品，

以考虑研

究的进步

Ithinkthe

organic

skincare

brand

renews

its

○ ○ ○ ○ ○ ○ ○
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products

totake

into

account

advances

in

research

8）我认为

有机护肤

品牌一直

在寻求改

善其对消

费者需求

的反应 I

thinkthat

the

organic

skincare

brandis

always

lookingto

improve

its

response

to

consumer

needs

○ ○ ○ ○ ○ ○ ○

12.顾客感知价值 CustomerPerceivedValue[矩阵量表题]*

1非常

不同意

Strongly

2 3 4 5 6

7非常

同意

Strongly
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Disagre

e
Agree

1）有机护

肤品牌物

有所值

The

organic

skincare

brandis

good

valuefor

money

○ ○ ○ ○ ○ ○ ○

2）有机护

肤品牌很

好买 The

organic

skincare

brandis

goodbuy

○ ○ ○ ○ ○ ○ ○

3）有机护

肤品牌具

有比较价

值 The

organic

skincare

brandhas

comparat

ivevalue

○ ○ ○ ○ ○ ○ ○

13.品牌态度 BrandAttitude[矩阵量表题]*

1非常 2 3 4 5 6 7非常
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不同意

Strongly

Disagre

e

同意

Strongly

Agree

1）有机护

肤品牌是

好的 The

organic

skincare

brandis

good

○ ○ ○ ○ ○ ○ ○

2）有机护

肤品牌是

不错的

The

organic

skincare

brandis

nice

○ ○ ○ ○ ○ ○ ○

3）有机护

肤品牌是

有吸引力

的 The

organic

skincare

is

attractive

○ ○ ○ ○ ○ ○ ○

4）有机护

肤品牌是

理想的

○ ○ ○ ○ ○ ○ ○
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The

organic

skincare

brandis

desirable

5）有机护

肤品牌是

非常讨人

喜欢的

The

organic

skincare

brandis

extremely

likable

○ ○ ○ ○ ○ ○ ○

14.生活满意度 LifeSatisfaction[矩阵量表题]*

1非常

不同意

Strongly

Disagre

e

2 3 4 5 6

7非常

同意

Strongly

Agree

1）在大多

数情况下，

我的生活

都接近我

的理想 In

most

waysmy

lifeis

closeto

○ ○ ○ ○ ○ ○ ○
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myideal

2）我的生

活状况非

常好 The

condition

sofmy

lifeare

excellent

○ ○ ○ ○ ○ ○ ○

3）我对自

己的生活

感到满意

Iam

satisfied

withmy

life

○ ○ ○ ○ ○ ○ ○

4）到目前

为止，我已

经获得了

生活中想

要的重要

事物 So

farIhave

gotten

the

important

thingsI

wantin

life

○ ○ ○ ○ ○ ○ ○

5）如果我

能活下去，
○ ○ ○ ○ ○ ○ ○
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我几乎什

么都不会

改变 IfI

couldlive

mylife

over,I

would

change

almost

nothing

15.品牌忠诚度 BrandLoyalty[矩阵量表题]*

1非常

不同意

Strongly

Disagre

e

2 3 4 5 6

7非常

同意

Strongly

Agree

1）我将继

续使用有

机护肤品

牌，因为我

对品牌感

到满意和

熟悉 Iwill

continue

touse

organic

skincare

brand

becauseI

am

○ ○ ○ ○ ○ ○ ○
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satisfied

and

acquainte

dwiththe

brand

2）尽管有

竞争对手

的因素，我

仍将使用

有机护肤

品牌 Iwill

usethe

organic

skincare

brandin

spiteof

competit

ors'deals

○ ○ ○ ○ ○ ○ ○

3）我会在

有机护肤

品牌中购

买更多产

品和服务

Iwould

buy

additional

products

and

servicein

the

organic

○ ○ ○ ○ ○ ○ ○
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skincare

brand

4）与其他

相比，我更

喜欢有机

护肤品牌 I

preferthe

organic

skincare

brandto

others

○ ○ ○ ○ ○ ○ ○

16.购买倾向 PurchaseIntention[矩阵量表题]*

1非常

不同意

Strongly

Disagre

e

2 3 4 5 6

7非常

同意

Strongly

Agree

1）我会打

算买有机

护肤品牌

Iwould

intendto

buy

organic

skincare

brand

○ ○ ○ ○ ○ ○ ○

2）我会考

虑买有机

护肤品牌

○ ○ ○ ○ ○ ○ ○
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Iwould

consider

buying

organic

skincare

brand

3）我会希

望能买到

有机护肤

品牌 I

would

expectto

buy

organic

skincare

brand

○ ○ ○ ○ ○ ○ ○

4）我会计

划买有机

护肤品牌

Iwould

planto

buy

organic

skincare

brand

○ ○ ○ ○ ○ ○ ○


