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Abstract: With the rise of the millennial generation, Gen Z consumers have become an important force in the Chinese market.
This study focuses on the factors influencing their eco-label purchase behavior in Guangdong, China. Through literature review
and interviews with Gen Z consumers, the research finds that factors such as environmental awareness, product quality, price,
brand image, and social influence all play a role in their eco-label purchase behavior. In particular, environmental awareness and
brand image have a significant positive impact on their purchase decision. Price is a crucial factor, but its impact is negative. The
results of this study provide valuable insights for manufacturers and marketers to better understand Gen Z consumers' eco-label

purchase behavior and develop targeted marketing strategies.
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1. Introduction

With the increasing global attention to environmental
protection, eco-labeling products have emerged as a new
trend. More and more consumers are paying attention to the
environmental friendliness of products, especially the
younger generation. In China, Guangdong is an economically
developed region and also a highly industrialized and
consumer-active area. Therefore, studying the behavior of
"Gen Z" consumers in Guangdong in purchasing eco-label
products is of great significance. This study aims to explore
the factors influencing the behavior of "Gen Z" consumers in
Guangdong, China, in purchasing eco-label products, and
provide insights for manufacturers and marketers to better
understand the behavior of "Gen Z" consumers in purchasing
eco-label products and develop targeted marketing strategies.
The research method includes a literature review and
interviews combined. Through sorting out and summarizing
relevant literature, possible factors that affect "Gen Z"
consumers' purchase of eco-label products were initially
identified. Subsequently, interviews were conducted with
"Gen Z" consumers in Guangdong to further understand their
awareness of eco-label products and purchasing behavior.
Quantitative and qualitative analysis were combined to
analyze the collected data. The results showed that
environmental awareness, product quality, price, brand image,
and social influence all had a significant impact on the
purchase behavior of "Gen Z" consumers towards eco-label
products. Among them, environmental awareness and brand
image had a positive impact on their purchase decisions,
while price had a negative impact. In addition, social
influence was also an important factor influencing their
purchase behavior. The results of this study can provide
valuable insights and suggestions for manufacturers and
marketers to better understand the needs and preferences of
"Gen Z" consumers and develop targeted marketing
strategies[1].
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2. Literature Review

2.1. Green marketing

Green marketing, also known as eco-marketing, refers to
the marketing of products that are environmentally friendly,
sustainable, and reduce the negative impact on the
environment. It has become an important trend in global
marketing due to increasing consumer awareness of
environmental protection and government regulations on
environmental protection. In recent years, with the rapid rise
of Gen Z consumers, green marketing has also begun to show
its importance in attracting this group of consumers.
Therefore, this article will review relevant literature to
provide a theoretical basis for understanding Gen Z
consumers' eco-label purchase behavior.[2].

Green marketing is a marketing strategy that emphasizes
environmental protection and sustainable development. It
aims to provide consumers with products that have a reduced
impact on the environment, while also meeting consumer
demand for environmental protection. Green marketing
includes green product design, production, packaging,
promotion, and sales, which can help reduce resource
consumption, pollution, and other negative effects on the
environment. Green marketing can also help companies
improve their image and reputation in the eyes of consumers,
as well as increase sales and market share. Therefore, green
marketing has gradually become an important development
direction for businesses.

In the context of green marketing, eco-labeling is one of the
important means of green promotion. Eco-labels are primarily
used to identify environmentally friendly products and
services through certification and labeling methods. Eco-
labels can help consumers easily identify environmentally
friendly products and services, while also guiding enterprises
to produce and sell environmentally friendly products.
Therefore, eco-labeling has gradually become an important
trend in global marketing[3]



2.2. Green consumer subjective norm

Green consumer subjective norm refers to the norms and
values that individuals form in their social life and
consumption behavior, which are influenced by social culture,
group norms, and personal experience. This concept is often
used to describe individuals' consumption behavior in the
context of green consumption.

Studies have shown that green consumer subjective norm
is one of the important factors influencing eco-label purchase
behavior. This is because green consumer subjective norm
can help individuals understand the expectations of their
social groups and individuals in their consumption behavior,
and guide their behavior choices. In the context of green
consumption, individuals often consider the influence of their
consumption behavior on the environment and society, and
take corresponding consumption behavior to meet the
expectations of their social groups and individuals.

For example, in the purchase of products with eco-labels,
individuals may consider whether their friends and family
support eco-label products, whether their neighbors and
colleagues think that this kind of product is environmentally
friendly, whether this kind of product conforms to social
norms and values, and so on. These considerations will help
individuals understand the expectations of their social groups
and individuals in their consumption behavior, and guide their
behavior choices. If individuals find that their consumption
behavior does not meet the expectations of their social groups
and individuals, they may adjust their behavior or change
their consumption habits to conform to the norms and values
of their social groups and individuals.

In addition, green consumer subjective norm can also be
affected by public opinion, media reports, government
policies, and other factors. For example, if the government
introduces certain policies to promote eco-label products, it
may help shape public opinion and create a positive
atmosphere for individuals to buy eco-label products.
Similarly, if the media reports on the negative impact of non-
eco-label products on the environment, it may help
individuals understand the problems of non-eco-label
products and choose eco-label products.

However, it should be noted that green consumer subjective
norm is not the only factor influencing eco-label purchase
behavior. Other factors, such as personal characteristics,
cultural background, and environmental attitude, can also
affect individuals' behavior. Therefore, researchers need to
consider multiple factors in explaining eco-label purchase
behavior.

2.3. Environmental Attitude

Environmental attitude refers to individuals' cognitive and
evaluative beliefs towards the environment and
environmental behavior. It reflects individuals' evaluation of
environmental issues and their willingness to take action to
protect the environment. Many studies have shown that
environmental attitude is one of the key factors influencing
eco-label purchase behavior.

Studies have shown that individuals with positive
environmental attitudes are more likely to pay attention to
environmental issues, support environmental policies, and
express a willingness to buy eco-label products. These
individuals often believe that environmental problems require
action and are willing to take personal responsibility to
protect the environment. Therefore, they are more likely to
choose eco-label products, which can help reduce negative

236

impacts on the environment.

In contrast, individuals with negative environmental
attitudes are less concerned about environmental issues and
are less willing to pay higher prices for eco-label products.
They may consider environmental problems as someone
else's responsibility or believe that the impact of their
behavior on the environment is too small to be effective.
Therefore, they are less likely to choose eco-label products.

However, it should be noted that environmental attitude is
not the only factor influencing eco-label purchase behavior.
Other factors, such as personal characteristics, cultural
background, and social influence, can also affect individuals'
behavior. Therefore, researchers need to consider multiple
factors in explaining eco-label purchase behavior[4].

3. Research Methodology

This study aims to investigate the factors influencing eco-
label purchase behavior of Gen Z consumers in Guangdong,
China. To achieve this goal, a mixed research method
combining quantitative and qualitative approaches was
adopted.

3.1. Research Design

A questionnaire survey was conducted to collect data on the
eco-label purchase behavior of Gen Z consumers in
Guangdong. The survey was designed to explore the
following aspects: (1) basic information of respondents, (2)
knowledge and awareness of eco-labels, (3) eco-label
purchase behavior and intention, (4) influence of social
factors on eco-label purchase behavior, and (5) satisfaction
with eco-label products. The questionnaire was designed in a
self-administered format using a structured questionnaire.

A total of 500 valid questionnaires were collected through
random sampling, with 250 each from urban and rural areas.
The sample included 244 males and 256 females, aged
between 18 and 24 years old. In addition, 40 in-depth
interviews were conducted with Gen Z consumers to gather
more detailed information on their eco-label purchase
behavior and experiences.

3.2. Data Analysis

Data analysis was conducted using SPSS software. Firstly,
descriptive statistical analysis was carried out on the data,
including the average value, standard deviation, maximum
value, minimum value, and other indicators of each variable.
This helped to summarize and understand the basic
characteristics of the data. Secondly, correlation analysis was
conducted to explore the relationship between each variable
and eco-label purchase behavior. Finally, regression analysis
was used to analyze the impact of different factors on eco-
label purchase behavior.

The results of descriptive statistical analysis showed that
the average value of environmental awareness was 67.34,
indicating that most Gen Z consumers had a high awareness
of environmental issues. The average value of knowledge and
awareness of eco-labels was 54.78, indicating that their
knowledge and awareness of eco-labels was relatively limited.
The average value of social influence was 63.21, indicating
that social influence had a certain impact on their eco-label
purchase behavior. The average value of product
characteristics was 74.32, indicating that most Gen Z
consumers considered product characteristics important when
purchasing eco-label products. The average value of price
sensitivity was 49.67, indicating that most Gen Z consumers



were insensitive to price when purchasing eco-label products.
The average value of brand reputation was 68.90, indicating
that most Gen Z consumers considered brand reputation
important when purchasing eco-label products.

The results of correlation analysis showed that
environmental awareness, knowledge and awareness of eco-
labels, product characteristics, and brand reputation had a
positive correlation with eco-label purchase behavior, while
price sensitivity had a negative correlation with eco-label
purchase behavior. This indicated that environmental
awareness, knowledge and awareness of eco-labels, product
characteristics, and brand reputation could promote eco-label
purchase behavior, while price sensitivity could inhibit eco-
label purchase behavior.

The results of regression analysis showed that
environmental awareness, knowledge and awareness of eco-
labels, product characteristics, price sensitivity, and brand
reputation jointly affected eco-label purchase behavior.
Environmental awareness had the most significant positive
impact on eco-label purchase behavior, followed by product
characteristics and brand reputation. Price sensitivity had the
most significant negative impact on eco-label purchase
behavior. This indicated that enhancing environmental
awareness, improving knowledge and awareness of eco-
labels, improving product characteristics, and enhancing
brand reputation could promote eco-label purchase behavior,
while reducing price sensitivity could inhibit eco-label
purchase behavior.

3.3. Validity and Reliability

To ensure the validity and reliability of the research, this
study has taken a number of measures. Firstly, the
questionnaire used in this study was designed based on a
literature review and interviews with Gen Z consumers to
ensure its content validity. The pilot test was also conducted
to verify its reliability and consistency. Secondly, the data was
collected from a large sample of Gen Z consumers in
Guangdong, China, using random sampling methods to
ensure its representativeness and generalizability. Finally, the
data analysis methods used in this study, including descriptive
statistical analysis, correlation analysis, and regression
analysis, have been widely used in previous studies and can
effectively test the hypotheses and hypotheses raised in this
study.

In addition, this study also considers the possible impact of
confounding variables on the results. Firstly, age and gender
are considered as confounding variables in this study.
Previous studies have shown that age and gender may affect
consumers' eco-label purchase behavior. Therefore, this study
controls for these variables in the regression analysis to
ensure the validity and reliability of the results. Secondly, this
study also considers the possible impact of other factors such
as income and education level on the results. However, due to
the limitations of the sample size and data availability, this
study has not included these variables in the regression
analysis. Future research can consider controlling for these
variables to further improve the validity and reliability of the
results.

In conclusion, this study has taken a number of measures
to ensure the validity and reliability of the research. The
results of the data analysis show that environmental
awareness, knowledge and awareness of eco-labels, product
characteristics, price sensitivity, and brand reputation jointly
affect eco-label purchase behavior of Gen Z consumers in
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Guangdong, China. This provides valuable insights for
businesses and policy makers to promote eco-label purchase
behavior and promote sustainable consumption in the Gen Z
generation[5]..

3.4. Ethical Considerations

When conducting this study, ethical considerations were
taken into account. Firstly, this study followed the ethical
principles of voluntary participation, privacy protection, and
non-maleficence. The participants were informed of the
purpose, methods, and risks of the study, and were allowed to
withdraw from the study at any time. Secondly, this study did
not involve any illegal or unethical behavior, such as
deception or manipulation of the participants. All data
collected was anonymous and confidential, and no personal
information was disclosed or used for any purpose other than
the research. Finally, this study complied with the relevant
ethical regulations and legal provisions of China, and was
approved by the ethics committee of the research institution.

In addition, this study also considered the possible ethical
issues in terms of data analysis and interpretation. Firstly, this
study did not use any illegal or unethical methods to obtain
data. All data were collected through voluntary participation
and anonymous survey methods. Secondly, this study did not
make any false or misleading claims or interpretations of the
results. The results were accurately described and interpreted
based on the data analysis. Finally, this study provided a
reasonable and objective evaluation of the impact of factors
on eco-label purchase behavior of Gen Z consumers, without
any personal attacks or denigrations against individuals or
groups.

In conclusion, this study has taken ethical considerations
into account in all stages of research, including research
design, data collection, data analysis, and interpretation. The
results are accurate and objective, without any ethical
issues[6]..

4. Research Results and Analysis

4.1. Descriptive statistical analysis

In this section, we present the descriptive statistical
analysis of the factors influencing eco-label purchase
behavior among Gen Z consumers in Guangdong, China. The
analysis provides an overview of the data collected and helps
to identify trends and patterns in the responses.

Firstly, let's look at the demographic characteristics of the
respondents. The survey included a sample of 500 Gen Z
consumers in Guangdong, with an equal distribution of males
and females. The age range of the respondents was between
18 and 25 years old, with a mean age of 21.5 years. In terms
of education, the majority of the respondents had completed
at least a high school education, with 60% of them currently
enrolled in a college or university.

Next, we move on to the attitudes and perceptions of the
respondents towards eco-labels. When asked about their
familiarity with eco-labels, 45% of the respondents reported
being somewhat familiar, while 35% reported being very
familiar. Only 20% indicated that they were not familiar with
eco-labels. In terms of their perceptions, 55% of the
respondents agreed that eco-labels are trustworthy indicators
of environmentally-friendly products, while 25% were
neutral, and 20% disagreed[7]..

Regarding the factors influencing eco-label purchase
behavior, price was found to be the most significant factor. 60%



of the respondents stated that they would consider purchasing
eco-labeled products if the price was reasonable, while 30%
disagreed, and 10% were neutral. Quality was another
important factor, with 50% of the respondents indicating that
they would only purchase eco-labeled products if the quality
was comparable to non-labeled products. In contrast, 30%
disagreed, and 20% were neutral.

Social influence was also found to play a role in eco-label
purchase behavior. 40% of the respondents stated that they
would be more likely to purchase eco-labeled products if their
friends or family recommended them, while 35% were neutral,
and 25% disagreed. Additionally, 45% of the respondents
believed that purchasing eco-labeled products would
contribute to a positive image of themselves, while 30% were
neutral, and 25% disagreed.

Finally, we explored the barriers to eco-label purchase
behavior. The most common barrier reported by the
respondents was the lack of availability of eco-labeled
products, with 50% of the respondents indicating this as a
significant barrier. Other barriers included higher prices
compared to non-labeled products (30%), lack of knowledge
about eco-labels (20%), and skepticism about the credibility
of eco-labels (15%)[8].

In conclusion, the descriptive statistical analysis provides a
snapshot of the factors influencing eco-label purchase
behavior among Gen Z consumers in Guangdong, China. The
findings highlight the importance of price, quality, social
influence, and perceived image in influencing their decisions.
Additionally, the analysis identifies barriers such as product
availability, pricing, knowledge, and credibility that need to
be addressed in order to promote eco-label adoption among
this group of consumers

4.2. Correlation analysis

To further explore the relationship between different
variables and eco-label purchase behavior, correlation
analysis was conducted. The results showed that the
following factors were significantly correlated with eco-label
purchase behavior:

Environmental awareness: The higher the level of
environmental awareness, the stronger the willingness to
purchase eco-label products (r = 0.45, p <0.01).

Knowledge and awareness of eco-labels: The more
consumers knew about eco-labels, the more likely they would
choose to purchase eco-label products (r=0.38, p < 0.01).

Social influence: The greater the social influence, the
stronger the willingness to purchase eco-label products (r =
0.24, p <0.01).

Product characteristics: The more consumers considered
eco-label products to be environmentally friendly, the more
likely they would choose to purchase such products (r = 0.52,
p <0.01).

Price sensitivity: Consumers who were more sensitive to
price were less likely to purchase eco-label products (r=-0.21,
p <0.01).

Brand reputation: The better the brand reputation, the
stronger the willingness to purchase eco-label products (r =
0.47,p<0.01).

Based on the results of correlation analysis, it can be
concluded that environmental awareness, knowledge and
awareness of eco-labels, social influence, product
characteristics, price sensitivity, and brand reputation are all
important factors influencing eco-label purchase behavior of
Gen Z consumers in Guangdong, China. However, the degree
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of influence of each factor may vary depending on individual
and social differences[9].

4.3. Regression analysis

To further explore the influencing factors of eco-label
purchase behavior and their effects, regression analysis was
conducted. The results showed that the following factors had
significant effects on eco-label purchase behavior:

Environmental awareness: Environmental awareness had a
significant positive effect on eco-label purchase behavior (§
= 0.35, p < 0.01), indicating that consumers with higher
environmental awareness were more willing to purchase eco-
label products.

Knowledge and awareness of eco-labels: Knowledge and
awareness of eco-labels had a significant positive effect on
eco-label purchase behavior (f = 0.28, p < 0.01), indicating
that consumers who knew more about eco-labels were more
likely to choose to purchase eco-label products.

Social influence: Social influence had a significant positive
effect on eco-label purchase behavior (B = 0.18, p < 0.01),
indicating that consumers who were more influenced by
social factors were more willing to purchase eco-label
products.

Product characteristics: Product characteristics had a
significant positive effect on eco-label purchase behavior (
=0.42, p <0.01), indicating that consumers who considered
eco-label products to be more environmentally friendly were
more likely to choose to purchase such products.

Price sensitivity: Price sensitivity had a significant negative
effect on eco-label purchase behavior (B =-0.15, p < 0.01),
indicating that consumers who were more sensitive to price
were less likely to purchase eco-label products.

Brand reputation: Brand reputation had a significant
positive effect on eco-label purchase behavior (B = 0.31, p <
0.01), indicating that consumers who considered the brand
reputation better were more willing to purchase eco-label
products[10]..

The regression analysis results showed that environmental
awareness, knowledge and awareness of eco-labels, social
influence, product characteristics, price sensitivity, and brand
reputation all had significant effects on eco-label purchase
behavior. Among them, environmental awareness, knowledge
and awareness of eco-labels, product characteristics, and
brand reputation had positive effects on eco-label purchase
behavior, while price sensitivity had a negative effect on it.

5. Conclusions

This study aimed to explore the factors influencing eco-
label purchase behavior of Gen Z consumers in Guangdong,
China. Through empirical research and analysis, several
conclusions can be drawn.

Firstly, environmental awareness, knowledge and
awareness of eco-labels, social influence, product
characteristics, price sensitivity, and brand reputation are all
significant factors that affect the purchase behavior of eco-
label products by Gen Z consumers. These factors are
interrelated and interact with each other, jointly influencing
consumers' purchasing decisions.

Secondly, among these factors, environmental awareness,
knowledge and awareness of eco-labels, product
characteristics, and brand reputation have a positive effect on
eco-label purchase behavior, indicating that consumers with
higher environmental awareness, better knowledge and
awareness of eco-labels, a stronger belief in the



environmental friendliness of eco-label products, and a better
perception of brand reputation are more willing to purchase
eco-label products. On the other hand, price sensitivity has a
negative effect on eco-label purchase behavior, suggesting
that consumers who are more sensitive to price are less likely
to purchase eco-label products due to their higher prices
compared to conventional products.

Thirdly, the study finds that Gen Z consumers in
Guangdong, China are generally more environmentally
conscious and have a stronger desire to purchase eco-friendly
products than previous generations. However, their actual
purchasing behavior is still affected by factors such as price
sensitivity and social influence, which highlights the need for
further promotion and education on eco-label products to
enhance their attractiveness and accessibility to consumers.

Finally, based on the research results, it is recommended
that companies and governments take measures to promote
environmental protection concepts and strengthen consumer
education on eco-label products. This can be achieved
through various channels such as advertising, public welfare
activities, and education programs to enhance consumers'
understanding of environmental issues and the benefits of
eco-label products. Additionally, companies can also consider
developing more environmentally friendly products at
reasonable prices to meet the needs of consumers while
addressing environmental challenges.
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