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ABSTRACT

Nowadays, environmental protection and green-related issues have directly affected
the purchase intentions of consumers. Many enterprises hope to attract more consumers to
buy their products by establishing their green brands. Although there have been many
studies on green brands in the past, there is no integrated discussion on green brand affect,
green brand personality, and environmental affective commitment that may affect
consumers’ purchase intentions. The study took Taiwanese consumers as a sample, with

green brand affect and green brand personality as the pre-variables, environmental affective
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commitment as the intermediary variable, and green purchase intention as the result variable
to fill research gaps. The results found that: (1)Green brand affect has a positive impact on
environmental affective commitment and green purchase intention; (2)Environmental
affective commitment has a positive impact on green purchase intention; (3)Green brand
personality has a positive impact on environmental affective commitment; (4)Environmental
affective commitment has a complete intermediary effect between the green brand
personality and the green purchase intention. Therefore, when consumers have positive
emotions and comments on the green brands, they will affect their willingness to purchase.
Accordingly, while companies increase the personality and attractiveness of their green
brands, they must also strengthen consumers’ environmental affective commitment to
increase recognition. In this way, the consumers would be willing to show their personality

through the brand products and increase their willingness to buy green products.

Keywords: Green Brand Affect, Green Brand Personality, Environmental Affective

Commitment, Green Purchase Intention
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B Emy TERREE, > REEBEZED - 5.31 1.148
BErEmly TBRIRER, > REEBEZER - 5.31 1.101
EnEm TIRERE ) > REEBEZED - 5.35 1.152
*®3 EEHE
T Cronbach’s o {&
G T8 O RS RN 0.917
G £ o I 1 0.891
B OR TS BOK 0.828

Lo E R R 0.942
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* 4 BHEERZINREGEE AVE H

B HI & RE TR RNEAME AVE {8
SRR E R 1 0.882
ok 0, o R 1 IR Gk 0 R JER 2 0.899 0.786
Gk 0 R E RN 3 0.879
Lok 0 RN 1 0.744
ok 0, o FER{IE 1 2 0.774
& 0, it L8] 14 ok 0, i R 1 3 0.849 0.609
ok 00, o {18 14 4 0.809
Gk LR M 5 0.718
BRORIE RS 1 0.758
R ORI R 55 ERORIE RS 2 0.81 0.562
RORE UK 3 0.675
LroliEE ERE 1 0.913
Gkt E B Lrto il E R 2 0.893 0.812
Gk 0l H R 3 0.898

% 5 fEME Y Pearson AHEH AEUHL AVE -5 1R
R fEMERE SOmEEE BRREREURKE GOEEEE

Lk 0 i 1R K 0.887

Gk 00, o LB 14 0.717" 0.780

BORTE BUR RS 0.582"" 0.655™ 0.750

Rl E R 0.645" 0.622" 0.725™ 0.901

it BAKZEE AVE HHF TR - **p {H <0.01

=~ EEEAo
(—) Bc e R e

AT L AMOS 21.0 53 17 4 38 2 17 8 15 =X 22 e 28 FE A 7 I 21T 25 T e B s
EEHEAREEREEOT - &/ JK77{E (Normal Theory Weighted Least
Squares Chi-Square ) 55 417.448 ; H /& ( Degree of Freedom, df ) & 71 ; FH{E H
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HE (CMIN/df) A 5.88: #M&E51 ( Goodness of Fit Index, GFI) £ 0.887 : #T1lL
AR (Root Mean Square Error of Approximation, RMSEA ) &5 0.116 ; FH#EE12HY
HEEERE (Adjusted Goodness of Fit Index, AGFI) £ 0.833 ; fEE L& 5
( Normed Fit Index, NFI) %5 0.902 ; [LEGHCEE 542 ( Comparative Fit Index, CFI) £
0.917 « Hf-RJ7{E,HHE (CMIN/df) fil RMSEA A2 EHFT (U EE » i HERFEEE
BrTa BT BRICEESH - SR SFEBBIER BB BEENER 6 -

(Z) it e B A as 2R

WL T4 BT - B T BERIUSD » ELORAE T B S R AR IR - 1% 7 o »
G s S I R OF o B R R RS ((RBUE 0353+ P<0.001) » HE(EIR
— IR R TE SR R ((RBE R 0224 P<0.001) - S
RGeS A F BB AR (GBI 0.599  P<0.001)
A= ¢ BT EUR RS 1F 0 Sk M B BB (5B 5 0.736 » P<0.001) » %
PR - 04k S E S I R A B E RS ((REE5-0.014 » P=
0.818) » K IR -

(=) s

fRIZE2#E Holmbeck (2002) AYrf /R AE T > " Sk iR B R, ¥ T IRRIS
BoKeE ) BAREE T IRREEUERSE ) H THCBERER B o T SO mEE R
B TOEEER ) WEEBERG  Forn TRRBEUKEE ) £ TSRO RS R &
CREEER ) BT > BEoh R s W T ekE R, B T ERRERUKEE ) B
& T HREREEKEE ) W T RCEEER BE o B T et BT ReEER
BE ) BB > TR T ERIRERUREE ) 1E T SO E M sk O E R BAT
BA TP ReR e

— ~ BISEsER

FEMB R SORRBT TR E of o B AR Gk S BRI ST - ELER DO AR B 4
SEHVERORE ST - SUEEINEFT - MR RYIRE R E g % - 8 St skt
raf T ERRRE RN, B T SRR BYEIE E o MRA RS R AR ELE AR 0 (R
AHFELL Tk R T R B T AR AR M, Rl BB T BRORIE RUKEE 3 B
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=6 B Bl
Fic 728 &5 5 52 EESEE ENGIEEEY M )
X2 ( Chi-Square ) 417.448
df 71
X2/ df <5 5.88
GFI >0.8 0.887
<0.05 R 4 Bic 75
RMSEA 0.05~0.08 A $E fic 18 0.116
0.08~0.1 ¥ 7 fic 18

AGFI >0.8 0.833

NFI >0.9 0.902

CFI >0.9 0.917

F T KRR e E &S 5
(B B LR R AR E t 5 SES
HI &kt RN R — R O 15 K 3 0.353 6.736™" X
H2 Gk T L1 R — ok £ B R 0.224 4.684"* X
H3 ok 0 I PR 1 — BR (R 15 K B8 0.599 9.449™* X
H4 ok 10 i R 1 — & 0 I B R -0.014 -0.230 N Ff

H5 BRORIE BURSE —4r ol E R 0.736 9.348™"" X

¥t *p {H <0.05 0 **p {H <0.01 > ***p {F <0.001

BT GOMEER ) HIREE - ARSI Z EAYE (5 o A SEE S 5 H 22l
BFFRaR 1 > 588 B 2% 4 a1 2 ol [ B 3% &k (R An Y 0 5 ] DA B 2 2 5 AR BT 34 5
[ o SEHAHIFTAT R IA =R - SR ¢

B GEmBERE ERFZEHEENRREEUKEE » (BB RIEREII L
Fi7E > tgiReigBNstaBE BN Re By RS o E mi s -
TR0 fE 48 5 B2 i it ge 65 5% > & M E B 5 L A B (3 B8 AR 09 TE T 1% [N S e B
g o2 RS ZERE (Keller, 1993 ; Hemsley-Brown & Alnawas, 2016 ) » |fj H AR #H5E
GER S BEOHBE E WA S OB R TR e TR 52 B ek A S Y BE ] B KGR
i ELAS ST R IE By IEEIEMREY 2 2R E A O E M ERE -
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F o BAERNEAEEERPZENEENGOEERR  ARFEBHNGOE
oot AR ROKEE > IEHF > JHE R R TS E MR o B A A EE LD
SEMINT - OME B Ry L SR TR R e o (T B A R AV IS B
GOELVEBEER ARG AL RIVGERE -

FH= o cROanRRE ML REE IR R P BERORIE UK - (HBUN B ZHG O E R
HEZNR G > BRSGEELWSEEELA SRR HEREELEHE Y
2 EERERGKHEEGORFETEGOBERRZHMBAZ2T MR > &Gk
BEEEBRRRBERKE S E BRSO E TR > e - ARERE
whHL Ak (O AR HY MR (5 B - (EORF R EDH & F B RUREE - IR AT B EE
R o PESERIFIE T dn b (8 1 o] U SO &S g R A S NRRERE
B R ARG HIBGHE 7720 (Bairrada et al., 2019) » R &k G o iR(E PR 7 Zom (LM E E H Y
BRORHIIE BOKRE - M INE SRR S IRy ERE - TR B B RYREE - A RERNE
FRUS PREUE AR TH) > 1B % an P G oA PR 3R L (8 - S0 R ok € A Y TR

= EBEH

TR FTAE R T LAKDE - IEAB R LM ERET T miE B R HHE BT
kB B R R A S AV E R MERAFEAEEAESKCE SR EHE
R o SRR SGEOELL PR T ELA SRR g E G B A HEHA
W57 HAR B Sk 2w DLAIES B G B BN B 2 A ey TR RIAT DN &
FAESHRE R AR ERE - &2 HHAEE  HE > BRI - HERT
dOH B EREDIZRH BRI > URIIAV RS - HEEN B RS E 2R
BORY SRR R o ~ SR HAR > FEWTEE ~ T E B O RE i > FEth—F ATHy=H
BHEE -

IMAH R AR AL PR N > &k an R E MRS PO B B ER R O E Y B8 L
N B ER ORI BOREE sL A SRS HURUR R R {E MR I H B Y B - SON
HEBEH M EAYERER > HE ORI  BE - EEAYERECES - Sl '
1SR Ho ok G R PR R B RE ~ BT 2% ~ w4 - EOME (8 A 3% an ik ] RE JELE
HCHIRE (RE LR MR LS - NIL > &S E NN S & 0 E iy &GS
8% o R LUE BT IS IR Y SR (E Y - WE - Al SEFERE o [E RSN BB HOE - §T
ERENTNE R Gk O R K% B S THIRORFE G - 2K 52 58 B & 0 o B 8 3 ] A2
M WARBR AT ARG E > D SRAEHERS ~ 1TI H AR CE i - A RE B R 1
BB AL R BN B EHN T B RS ) b R DIk EE ok (L EE B R o
BOME ARG o T GRS PR B E A B AR T -
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=~ REWIFRER

AWFE EEZRIE Aaker (1997) E2ZHTFE P AY 0K b R 1 & 7 &k 0 an R PR HY
i B S  RARHZE R AT DM B 2 AU St st ol A AR St 4k (0 2 n YR R B R B e
sTERIAT - HEI SR ARG PLaRE o MR H A4S SR ) B B R A an e R AV AR &Y 1 - FRitt
ZAN o ARFEIE Ry $t B2 BN B F AT IE - R FT R o] DU R HA B 502 5
G HEMEESAAER 2SR > M EREESRRGOELEAET SR - TUAESH
2H 510 5 SR B Gk B dn R 2 Hofth S TR L AR Ak 0 R G B - SR SRR
SO ~ SREmPAmEEE (Wuetal, 2018) JIIASES -
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