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Abstract: Based on the social cognitive theory, this paper studies the relationship mechanism between media 
publicity and green consumption behavior through multiple regression analysis, and explores the intermediary 
role of self-efficacy and personal outcome expectation between media publicity and green consumption behavior. 
The empirical test results show that the traditional media has no significant impact on consumers’ green 
consumption behavior, and the new media has a positive impact on consumers’ green consumption behavior. At 
the same time, self-efficacy and personal outcome expectation play a complete intermediary role in the 
relationship between traditional media and green consumption behavior, and play a partial intermediary role in 
the relationship between new media and green consumption behavior. 
Keywords: New media; Traditional media; Multiple regression analysis; Green consumption behavior; Social 
cognitive theory 

1. Introduction

With the development of modern industrial society, environmental problems are becoming more and 
more serious. The development of human economy is at the cost of destroying the ecological balance. In the long 
run, it will not only cause the destruction of the environment and the depletion of the ozone layer, but also 
endanger the safety of human life and health. In this context, the Fifth Plenary Session of the 18th CPC Central 
Committee wrote “strengthening the construction of ecological civilization and building a beautiful China” into 
the five-year plan for the first time, and decided to implement the strictest environmental protection system. In 
addition to government policy support, enterprises also began to pay attention to and publicize the importance of 
green ecology and environmental protection. With the increase of media exposure and the enhancement of public 
awareness of environmental protection, consumers’ green consumption behavior has become an important topic 
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in marketing. By understanding consumers’ consumption preferences, enterprises can produce more products to 
meet market demand, so as to enhance their own competitiveness. Therefore, deepening the research on green 
consumption has important theoretical value and practical significance. Green consumption behavior is the 
behavior of consumers to minimize the harm to the environment in the process of commodity purchase, use and 
post-treatment, so as to minimize the negative impact of individual consumption on the environment[1]. With the 
rapid development of modern media technology and the operation of commercialization mechanism, many 
enterprises publicize through media. 

It is said to establish the corporate social responsibility image, so as to enhance the market competitiveness 
of enterprises. At the same time, the government also realizes the government’s guidance to consumers’ low-
carbon consumption behavior through low-carbon communication strategy. While traditional media such as 
television and radio publicize and guide green environmental protection behavior, emerging media such as the 
Internet have played an increasingly important role in the dissemination and behavior guidance of low-carbon 
information. Existing scholars have discussed the intermediary role of perceived environmental problem severity 
and perceived product value in the relationship between them[2,3], and explained the impact mechanism of media 
publicity on green consumption from the perspective of enterprises or governments, but ignored the importance 
of individual self-cognition. According to Bandura’s social cognitive theory (SCT), as the two most significant 
factors in individual cognitive factors, self-efficacy and outcome expectation are important links connecting 
environmental factors and individual factors[4]. However, there is still a lack of research on green consumption 
behavior combining self-efficacy and outcome expectation in the literature. In addition, due to the differences in 
publicity channels and audience groups between the traditional media represented by television broadcasting and 
the emerging media represented by the Internet, there are also differences in the impact on consumers’ 
consumption behavior. However, the existing research on media publicity and consumer behavior rarely 
distinguishes between traditional media and emerging media. In addition, the domestic research on the 
relationship between media publicity and green consumption behavior starts late and the research is not deep 
enough. Therefore, it is necessary to explore the relationship between media publicity and consumer green 
consumption behavior based on social cognitive theory. 

Based on this, focusing on the core issue of “how media publicity affects consumers’ green consumption 
behavior through individual factors”, aiming at the general consumer group, this paper constructs the relationship 
model between media publicity, individual cognition and consumers’ green consumption behavior based on 
Bandura’s social cognition theory. Taking media publicity as the independent variable, green consumption 
behavior as the dependent variable, and individual factor self-efficacy and personal outcome expectation as the 
intermediary variable, this paper deeply explores the relationship path between media publicity and consumers’ 
green consumption behavior. Through the research data, the theoretical model proposed in this paper is 
empirically tested, which makes the research conclusion more in line with the actual situation, and puts forward 
targeted suggestions for the product publicity strategy of enterprises and the education and guidance of the 
government on citizens' green consumption behavior. 

2. Theoretical Basis and Research Assumptions 

2.1. Theoretical basis 
In 1971, Bandura put forward the theory of social learning, emphasizing the importance of observational 

learning and imitation learning. Observation learning is an important way to generate individual behavior. People 
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can not only generate learning through direct experience, but also trigger learning through indirect experience 
obtained through observation and simulation, and apply it to the generation of social behavior. In order to 
overcome the limitations of basic behaviorism, Bandura expanded the social learning theory, emphasized the 
predictive effect of subjective cognition on individual behavior, and gradually formed the social cognition theory. 
Bandura[17] believes that individual behavior is not only unilaterally affected by external or internal factors, but 
also dynamically influenced and determined by individual behavior, subject cognition and social environment. 
The interaction between subject cognition and individual behavior shows that on the one hand, the subject’s 
cognition affects the individual’s final behavior, on the other hand, the results and feedback of behavior will react 
on the subject’s ideological beliefs and emotional factors. The interaction between subject cognition and social 
environment shows that although individual cognitive skills and emotional state are the products of environmental 
effect, the effect and existence of environment are not absolute, but potential, and depend on the subject’s 
cognitive grasp. The interaction between social environment and individual behavior shows that although the 
social environment determines the direction of behavior as the realistic condition of behavior, behavior will also 
change the objective environment to meet the needs of the subject. Among the individual cognitive factors, 
Bandura emphasizes two concepts: self-efficacy and individual outcome expectation. On the one hand, Bandura 
believes that whether an individual performs a certain behavior is affected by the individual’s self-efficacy and 
personal goals. The sense of self-efficacy in an individual is the judgment of the ability of the actor to perform 
these actions when he needs a series of actions to achieve a set goal. Therefore, self-efficacy emphasizes the 
judgment of the individual’s self-ability to achieve the task, not the skills possessed by the actor. On the other 
hand, Bandura interpreted outcome expectation as an individual’s judgment of the possible outcome of completing 
the task. Result expectation mainly consists of three forms: physical result, social result and self-evaluation result. 
Different forms of results can regulate individual behavior, and positive result expectation will promote individual 
behavior. On the contrary, negative result expectation will lead to individual slackening and hinder the generation 
of behavior. 

To sum up, according to Bandura’s social cognition theory, as far as individual behavior is concerned, 
individual behavior is affected by two factors: external environment and subject cognition. The stimulation of 
external environment can also trigger individual imitation and learning of external factors by affecting 
individual’s subjective perception, expectation and judgment, and then affect individual’s actual behavior. In 
terms of theoretical application, Bandura (2001) used SCT theory to analyze how communication affects human 
thought, emotion and action, and applied SCT to career choice, organizational behavior, motivation and 
achievement. Now, social cognition theory has been widely applied to the understanding and prediction of 
individual or group behavior characteristics, such as community knowledge contribution behavior[5-7], higher 
education[8,9], information system and user behavior[10], innovation and entrepreneurship, organization and 
employee management[11], in order to find ways to change individual behavior. It is worth noting that Bandura 
used individual subjective moral choice to study the sustainable development of ecological environment. He 
believed that reducing the high consumption of life is conducive to the construction of harmonious ecology. 
Consumers’ green consumption behavior is inseparable from environmental protection, and the protection of 
ecological environment is also an individual subjective choice behavior. After that, some scholars tried to 
introduce social cognition into the study of green consumption behavior. Wu and Chen[22] established the 
relationship model between environment, individual, result expectation and green consumption behavior, and 
explored the relationship between different dimensions and their impact on consumption behavior. Li et al. 
explored the influence mechanism of subjective norms and public media on green consumption behavior with 
self-efficacy and outcome expectation as intermediary variables. But generally speaking, there are few literatures 
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using social cognitive theory to study consumers’ green consumption behavior. 

 
Figure 1. Basic model of social cognitive theory. 

2.2. Research hypothesis  

2.2.1. Media publicity and green consumption behavior 

Media refers to the media that disseminate information. In the existing media forms, according to the means 
of communication, it can be divided into traditional media and new media. 

In terms of community culture, we media also appeared. Since we media often spread by means of new 
media, we media belongs to a part of new media[12]. The existing literature does not strictly divide the types of 
media, but they have great differences in communication forms, timeliness, regionality and interaction. Therefore, 
it is very necessary to divide the types of media and study the impact of traditional media and new media on 
consumers’ green consumption behavior. By combing the existing literature and defining the concept, this paper 
divides media publicity into two dimensions: new media and traditional media. Social cognitive theory holds that 
external situational factors can directly affect the generation of individual behavior. Winett et al. believe that 
media publicity covers marketing, communication, social learning and behavior analysis, which constitutes an 
effective framework for behavior change. With the advent of the information age, social media has formed social 
norms and personal attitude norms through rapid and intensive sharing of information. At the same time, the 
interactivity, globality and rapid penetration of the media make personal norms and behaviors intertwined with 
the norms of others and even the whole society, and ultimately affect personal behavior[13,14]. On social and public 
issues, this impact and correlation is more significant[15]. Specifically, in terms of consumers’ green consumption 
behavior, through media publicity, consumers will realize that green consumption behavior can realize the win-
win of personal interests and social interests, and increase the value perception of the function and environment 
of green products[3], thus affecting consumers’ attitude and subjective norms towards green consumption. At the 
same time, the media’s publicity of low-carbon environmental knowledge and the seriousness of environmental 
protection problems can improve consumers’ acceptance and trust in environmental protection, which also 
indirectly affects consumers’ green consumption behavior. It can be seen that the increase of media publicity and 
exposure will promote consumers’ green consumption behavior[16]. Therefore, the government can guide 
consumers’ green consumption behavior through low-carbon communication strategy, and enterprises can also 
vigorously promote green consumption through media publicity, so as to improve product competitiveness and 
expand market share and sales[2]. To sum up, the following research hypotheses are put forward: 

H1: There is a positive correlation between media publicity and consumers’ green consumption behavior. 
H1.1: There is a positive correlation between traditional media publicity and consumers’ green consumption 

behavior. 
H1.2: There is a positive correlation between new media publicity and consumers’ green consumption 
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behavior. 

2.2.2. Self-efficacy and green consumption behavior 

Among the structural mechanisms of human consciousness and behavior, self-efficacy has the strongest 
influence. Self-efficacy refers to the individual’s belief that the individual can influence cognition through 
motivation, then promote the generation of behavior, and finally successfully perform a task[17]. No matter how 
other factors guide and motivate, they all come from people’s self-belief in their ability to produce the expected 
results. Therefore, self-efficacy in individual cognitive factors is an important factor to promote individual 
behavior. Individuals with higher self-efficacy will have more confidence in self-ability, so they can better control 
the implementation of self-behavior. At the same time, positive self-efficacy will increase the possibility of 
individuals implementing specific behaviors. Previous studies have shown that self-efficacy will promote the 
transformation of consumers’ consumption attitude to actual consumption behavior[1]. Ma[11] believes that 
consumers’ self-efficacy can increase the perceived value of products or services, directly affect consumers’ 
attitude and adoption intention, and then affect their actual consumption behavior. In the field of green 
consumption, self-efficacy refers to consumers’ confidence that they can contribute to the solution of specific 
social and environmental problems through individual consumption activities[18]. When consumers think they 
have confidence and ability to improve the environment through their own consumption behavior, consumers’ 
green consumption attitude will be more clear, and promote the transformation of consumers’ environmental 
awareness of green consumption behavior[19]; when individual consumers believe that they do not have the ability 
to improve the environment, environmental awareness will not be transformed into actual environmental 
protection behavior. Therefore, the higher the self-efficacy of environmental protection, the more likely 
consumers are to implement green consumption behavior. To sum up, the following research hypotheses are put 
forward:  

H2: There is a positive correlation between self-efficacy and consumers’ green consumption behavior. 

2.2.3. Personal outcome expectation and green consumption behavior 

Bandura believes that personal outcome expectation refers to the expected outcome of an individual after 
performing a specific behavior. Studies have shown that when individuals believe that they can obtain positive 
benefits related to the expectation of results, they will increase their incentive motivation and willingness to 
implement individual behavior[20,21], and promote individuals to turn consciousness into action. For consumers, 
individual expectations of the results of consumer behavior will improve consumers’ satisfaction with the function 
and value of products and promote the implementation of consumer behavior. Consumers with high expectation 
of results will more significantly realize that green purchase and consumption behavior will bring good results 
such as comfort, comfort and health benefits to themselves, so they will increase their satisfaction with green 
products, and then concentrate more on purchasing behavior[2]. Therefore, the higher the expectation of personal 
results is, the greater the possibility of taking actual consumption behavior will be. As far as green consumption 
is concerned, in addition to consumers’ expectation that the implementation of green consumption behavior can 
bring comfort, peace of mind and other results to themselves, it also includes consumers' expectation that green 
consumption behavior can improve environmental quality and promote sustainable development. The research of 
Wu and Chen[22] shows that the integration model of individual result expectation and green consumption result 
expectation has stronger explanatory power for the trigger mechanism of consumers’ green consumption behavior. 
When consumers realize that their green consumption behavior can bring beneficial results to individuals and the 
whole environment, they will increase their satisfaction with green products, recognize the purchase and 
consumption of green products, and then take the actual green consumption behavior[22]. To sum up, the following 
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research hypotheses are put forward: 
H3: There is a positive correlation between personal outcome expectation and consumers’ green 

consumption behavior. 

2.2.4. Media publicity and self-efficacy 

Bandura’s motivation theory holds that the formation factors of individual self-efficacy mainly include 
achievement experience, substitution experience, imagination experience, oral persuasion, physiological state, 
emotional state and so on. According to the relevant research results at home and abroad, oral persuasion is one 
of the effective methods to improve self-efficacy. The interweaving of traditional media and new media has 
promoted the fundamental change of information diffusion and communication mechanism, and the impact on 
individual cognition is becoming stronger and stronger. In the consumer market, media publicity will trigger 
individual comparison of self and community, and improve self-efficacy through self-evaluation mechanism[23]. 
In addition to causing individual self-evaluation, some social media will promote individual creative participation 
through publicity and interaction between communities, increase individual confidence in the effectiveness of 
behavior results in the process of serving others, and then realize the value of self-efficacy[24]. In the field of green 
consumption, social media will attract individuals’ attention to green consumption through prominent reports. In 
addition, the more information about green products released by the media, the more likely it is to enhance 
individuals’ confidence in purchasing green products. Coupled with the innovation and uniqueness of green 
products, many consumers do not understand green products. The opinions, attitudes and emotions spread by the 
media will form a social norm, which will be recognized and followed by consumers. To sum up, the following 
research hypotheses are put forward: 

H4: There is a positive correlation between media publicity and consumers’ self-efficacy. 
H4.1: There is a positive correlation between traditional media publicity and consumers’ personal self-

efficacy. 
H4: There is a positive correlation between new media publicity and consumers’ personal self-efficacy. 

2.2.5. Media expectations and results  

Social cognitive theory emphasizes the ternary reciprocal interaction among environment, individual and 
behavior. Therefore, environmental factors have an important impact on individual factors. As one of the main 
environmental factors, media publicity can stimulate competition or cooperation through public opinion publicity, 
so as to help users or consumers achieve sustainable results[17]. Bandura proposed that media publicity generally 
affects people’s thinking through two mechanisms: references and behavior. On the one hand, it urges people to 
directly encourage and guide change through information; on the other hand, media publicity is used to gather 
people into social networks and communities, and further provide incentives and personalized guidance to create 
changes in individual expectations for results. In terms of consumer behavior, media publicity mainly strengthens 
the individual’s enthusiasm and effective perception of consumption, so as to increase the individual’s expectation 
of the results of consumption behavior and promote the production of consumption or purchase behavior. In 
addition, some studies have shown that the publicity of social media will positively affect consumers’ perception 
of the value of products, so as to improve brand awareness and affect consumers’ expectation of the results of 
consumption behavior[25]. Compared with ordinary products, the special value of green products lies in the 
environmental protection characteristics of products. Many studies show that the environmental protection value 
of green products is inseparable from the functional value of products. Therefore, the media is very effective in 
releasing the specific information of green products. Consumers can feel the media’s support and references for 
green products, and directly reflect the positive attitude of the media on the expected results of purchasing green 
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products. To sum up, the following assumptions are put forward:  
H5: There is a positive correlation between media publicity and consumers’ personal outcome expectations. 
H5.1: There is a positive correlation between traditional media publicity and consumers’ personal outcome 

expectation. 
H5.2: There is a positive correlation between new media publicity and consumers' personal outcome 

expectations. 

2.2.6. The mediating role of self-efficacy and personal outcome expectation 

According to social cognitive theory, the generation of individual behavior is determined by individual 
cognitive factors and external environmental factors. In individual cognitive factors, self-efficacy and outcome 
expectation are the intermediary mechanism of cognition and behavior. Previous studies have shown that self-
efficacy is the intermediary of external situation, knowledge and behavior[1,6]. Through the stimulation and 
guidance of individual cognition, the external environment stimulates the knowledge, experience and skills that 
individuals have, and then affects the individual’s sense of self-efficacy, triggers the individual’s evaluation and 
incentive of self-ability, and increases the possibility of behavior. As an important part of individual factors, result 
expectation also plays a central and bridge role between external environmental impact and individual behavior[7]. 
Positive external publicity will increase the individual’s perception of the benefits of behavior results, improve 
the individual’s expectation of behavior results, and then improve the individual’s satisfaction with behavior and 
object, and transform attitude and cognition into actual behavior. Based on the social cognitive theory, Wu and 
Chen[22] studied consumers’ green consumption behavior and found that the external environment can directly 
affect consumers’ green consumption behavior, or affect consumers’ green consumption behavior by affecting 
consumers’ green consumption efficiency and result expectation. Through the above analysis, it can be seen that 
media publicity has a positive impact on consumers’ self-efficacy and result expectation, and can also have a 
positive impact on consumers’ green consumption behavior directly through consumers’ self-efficacy and 
personal result expectation. Therefore, further assumptions are made: 

H6: Self-efficacy plays an intermediary role in the relationship between media publicity and green 
consumption behavior. 

H7: Personal outcome expectation plays an intermediary role in the relationship between media publicity 
and green consumption behavior. To sum up, the model of this paper is shown in Figure 2. 

3. Research Design 

Scale design and data source are as follows. 

3.1. Sample source and characteristic description 
The research data of this paper are collected by means of large sample questionnaire, and the subjects are 

social individual consumers. After the initial questionnaire design is completed, a pre survey is carried out first. 
A total of 60 samples were collected through the “questionnaire star”. The pre survey subjects were mainly college 
teachers, classmates, relatives and friends where the researcher was located. According to the subjects’ feedback 
and exploratory factor analysis, the description of the questionnaire items was revised and designed to form a 
formal questionnaire. The formal questionnaire is mainly composed of two parts, including the basic information 
of subjects and the measurement items of variables. The basic information of the subjects in the questionnaire 
includes gender, age, education level, family per capita monthly income level, family type and residential area. 
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The measurement variables include five variables: new media, traditional media, self-efficacy, personal outcome 
expectation and green consumption behavior, with a total of 23 items. This study adopts Likert 7-level 
measurement method, “1” means “very disagree” and “7” means “very agree”. Formal questionnaires are mainly 
collected online through WeChat, QQ, questionnaire mutual filling community, etc., and a small number of 
questionnaires are collected by on-site distribution. This research is mainly aimed at people who have conducted 
green consumption (including green purchase, use after purchase and waste treatment). A total of 547 
questionnaires were collected in this survey, excluding blank questionnaires and invalid questionnaires. The total 
number of effective questionnaires was 483, with an effective rate of 88.3%. The main descriptive statistical 
characteristics of the sample are shown in Table 1. 

 
Figure 2. Theoretical model of this study. 

3.2. Measuring tools 
The design of all variable measurement indicators in this study refers to the existing authoritative journals at 

home and abroad, and makes situational treatment according to the characteristics of Chinese consumers. 
Argument. Media publicity. Based on the “media environmental information exposure scale” developed by 

Lee[26], and combined with the division of traditional media and emerging media by Han , this paper divides the 
independent variable media publicity into two dimensions: traditional media and emerging media according to 
the publicity channels. According to the definition of traditional media, this paper defines traditional media as 
newspapers, radio, outdoor and newspapers. As the emerging media is in the stage of vigorous development, there 
is no clear and unified division basis at present. Therefore, combined with the general definition of emerging 
media and referring to the division of new media in “Modern Advertising Planning: New Media Oriented Strategic 
Model” by Wei[27] , this paper divides new media into mobile phone, computer, outdoor new media and other 
mobile media according to the terminal type. A total of 8 measurement items are designed in the two dimensions 
of traditional media and new media.  

Mediation variable. Self-efficacy. Referring to the scale developed by Compeau and Higgins[28,29] and 
Bandura[17,30], the one-dimensional structure mainly includes five dimensions: confidence in reducing unnecessary 
purchase, confidence in preferring green marked or recyclable products, confidence in reusing durable products, 
confidence in rational use and care of clothing, and confidence in recycling with correct methods. 

Personal outcome expectations. The design of the variable measurement scale is based on the scale developed 
by Bandura[17,30], Compeau and Higgins[29], Bock and Kim[20]. It has a one-dimensional structure, mainly including 
five dimensions: obtaining self-satisfaction, having a better and sustainable future, obtaining comfort and peace 
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of mind, being beneficial to one’s own health and becoming an environmental protector. 
Dependent variable. Green consumption behavior. Based on the scale of green purchase behavior developed 

by Lee[26] and the scale of product use behavior and waste disposal behavior developed by Yong-Ki et al.[31], the 
one-dimensional structure mainly includes five dimensions: viewing ingredient labels during purchase, preference 
for green products, tolerance of green product price, use of reusable products and disposal of waste articles. 

Control variables. This paper refers to the existing relevant literature and takes gender, age and education 
level as control variables, so as to improve the accuracy of measurement and put forward more targeted 
suggestions. 

Table 1. Construction of policy clusters studied in this paper 
Category Classification Proportion% 
Gender Male 41 
 Female 59 
Age <25 years old 50.2 
 25-35 years old 39.9 
 35-45 years old 6 
 45-55 years old 3.5 
 >55 years old 0.4 
Degree of education High school and below 3.2 
 Junior college 7.4 
 Undergraduate 49.1 
 Graduate and above 40.3 
Nature of service unit Government-affiliated institutions 14.8 
 Government office 4. 9 
 State-owned enterprise 15.5 
 Foreign enterprise 7. 4 
 Private enterprise 16.6 
 No occupation (including freelance and student) 40.6 
Per capita monthly income level of 
households <2,000 yuan 14.8 

 2,000-4,000 yuan 22.3 
 4,000-6,000 yuan 27.2 
 6,000-8,000 yuan 15.9 
 8,000-10,000 yuan 9.9 
 >10,000 yuan 9.9 

4. Empirical Analysis and Hypothesis Testing 

4.1. Reliability and validity test 
This paper adopts SPSS24.0 software was used to analyze the reliability and validity of the scale. Cronbach’s 

Alpha coefficient and combined reliability CR were used to measure the reliability; The validity test adopts 
exploratory factor analysis, uses factor load to evaluate the discriminant validity of the scale, and uses latent 
variable extraction average variance extraction quantity AVE to evaluate the aggregate validity of variables. 

As shown in Table 2, the Alpha value of all facets is 0.82-0.86, both greater than the threshold value of 0.7; 
and the combined reliability CR value of each dimension is between 0.84-0.89, both greater than the threshold 
value of 0.7, indicating that the variable has high reliability. At the same time, the AVE value of each 
configuration surface is 0.56-0.60, both greater than the threshold value of 0.5. It shows that the aggregation 
validity of variables is good. At the same time, it can be seen from Table 3 that the arithmetic square root of AVE 
value of each variable is greater than the correlation coefficient with other variables, indicating that the 
discrimination validity between scales is good, which can be used for subsequent structural equation model test. 
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Table 2. Reliability and validity analysis of measurement model 
Variable Cronbach’ Alpha Composite reliability  AVE value 
Traditional media 0.833 0.86 0.60 
New media 0.828 0.84 0.56 
Self-efficacy 0.854 0.87 0.57 
Personal result expectation 0.866 0.89 0.62 
Green consumption behavior 0.859 0.86 0.56 

Table 3. Mean, standard deviation and correlation coefficient of variables 
Variable Mean 

value 
Standard 
deviation 

Traditional 
media 

New 
media 

Self-efficacy Personal result 
expectation 

Green 
consumption 
behavior 

Traditional 
media 

4.80 1.13 (0.77)     

New media 
Self-efficacy 

5.07 
5.54 

1.04 
0.92 

0.399b 
0.429b 

(0.75) 
0.396b 

 
(0.75) 

  

Personal result 
expectation 

5.59 0.93 0.311b 0.379b 0.599b (0.78)  

Green 
consumption 
behavior 

4.96 1.04 0.441b 0.567b 0.562b 0.524b (0.75) 

Note: a: indicates p < 0.05, b: indicates p < 0.01; the square root of AVE value is in diagonal brackets. 

4.2 Hypothesis test 

4.2.1. Model fitting and hypothesis testing 

AMOS23.0 as the research tool, the 483 valid questionnaire data obtained from the survey and the 
relationship mechanism between media publicity and consumers’ green consumption behavior are fitted by 
structural equation model. The main fitness test indicators are as follows: The value of CMIN/DF is 1.615, ranging 
from 1 to 3, indicating that the CMIN/DF value belongs to a good range. The value of RMSEA is 0.047 < 0.05, 
which shows that the observed data fit well with the measurement model. GFI = 0.905, CFI = 0.955, IFI = 0. 956, 
TFI = 0. 949, all >0.9. It shows that the adaptation test result of the model is good. The above fitness index test 
results show that the hypothetical model of this study has a good fitting effect with the actual survey data. 

In order to facilitate observation and analysis, each hypothesis is numbered in this study (as shown in Table 
4). The fitting results of the hypothetical model and survey data show that W2, W3, W5, W6 and W8 are all in p 
< 0.001 level is significant, indicating that new media has a significant impact on green consumption behavior, 
self-efficacy on green consumption behavior, traditional media on self-efficacy, new media on self-efficacy, and 
new media on personal outcome expectations. Hypothesis 1.2, hypothesis 2 and hypothesis 4.1, hypothesis 4.2, 
hypothesis 5.2 are supported by empirical tests. In addition, both W4 and W7 were p < 0.05 level, indicating that 
personal outcome expectation has a significant impact on green consumption behavior and traditional media's 
personal outcome expectation. Hypothesis 3 and hypothesis 5 of this study 1 supported by data survey. But the p 
value of W1 is 0.097 > 0.05, hypothesis 1.1 did not pass the test of data survey, that is, the impact of traditional 
media on green consumption behavior is not significant. 

4.2.2. Intermediary effect test 

In this paper, the test steps of intermediary effect are as follows: the first step is to test the indirect effect, 
direct effect and overall effect between variables. That is, the indirect effect, direct effect and overall effect 
between traditional media, new media and self-efficacy, traditional media, new media and result expectation, 
traditional media, new media, self-efficacy, personal result expectation and green consumption behavior (see 
Table 5). The results show that traditional media and new media have a direct impact on self-efficacy, personal 
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outcome expectation and green consumption behavior, and traditional media and new media also have an indirect 
impact on green consumption behavior. The direct impact of traditional media on green consumption behavior is 
0.114, the indirect impact is 0.151, the total effect is 0.151 + 0.114 = 0.265. The direct impact of new media on 
green consumption behavior is 0.409, indirect impact is 0.166, the total effect is 0.409 + 0.166 = 0.575. 

Table 4. Fitting results and hypothesis test of theoretical model 
Hypothesis Estimate S. E. C. R. Conclusion Label 
H1.1: Traditional media→green consumption behavior 0.112 0.067 1.658 Not support  W1 
H1.2: New media→green consumption behavior 0.435c 0.079 5.525 Support W2 
H2: Self-efficacy→green consumption behavior 0.314c 0.090 3.495 Support W3 
H3: Personal result expectation→green consumption behavior 0.213a 0.074 2.875 Support W4 
H4.1: Traditional media→self-efficacy 0.329c 0.069 4.786 Support W5 
H4.2: New media→self-efficacy 0.306c 0.073 4.190 Support W6 
H5.1: Traditional media→personal result expectation 0.210a 0.073 2.881 Support W7 
H5.2: New media→personal result expectation 0.378c 0.082 4.622 Support W8 

Note: a: indicates p < 0.05, b: indicates p < 0.01; c: indicates p < 0.001. 

Table 5. Direct, indirect and overall effects of the research model 
Potential dependent variable Potential independent variable Indirect effect Direct effect Total effect 
Self-efficacy Traditional media  0.381 0.381 
 New media  0.328 0.328 
Personal result expectation Traditional media  0.227 0.227 
 New media  0.378 0.378 
Green consumption behavior Traditional media 0.151 0.114 0.265 
 New media 0.166 0.409 0.575 
 Self-efficacy  0.276 0.276 
 Personal result expectation  0.201 0.201 

The second step is to test the mediating effect of the model. In this paper, the bootstrap method of SEM is 
used to test the intermediary effect of the model, that is, the direct and indirect effects of traditional media and 
green consumption behavior, new media and green consumption behavior. The evaluation standard is to see 
whether the upper and lower limits of the bias correction confidence interval of bootstrap contain 0 (see Table 
6). Firstly, the 95% confidence interval of the direct effect of traditional media on green consumption behavior is 
[-0.025, 0.273], with a significance of 0.102, indicating that the direct impact of traditional media on green 
consumption behavior is not significant The 95% confidence interval for the indirect effect of traditional media 
on green consumption behavior is [0.033, 0.324], the significance is 0.008, the confidence interval does not 
contain 0, indicating that there is a mediating effect between self-efficacy and personal outcome expectations 
between traditional media and green consumption behavior. Because the direct impact of traditional media on 
green consumption behavior is not significant, self-efficacy and personal outcome expectation play a complete 
intermediary role between traditional media and green consumption behavior. Secondly, 95% confidence in the 
direct effect of new media on green consumption behavior, the interval is [0.264, 0.647], the significance is 0.000, 
indicating that new media significantly affects consumers’ green consumption behavior. The 95% confidence 
interval for the indirect effect of new media on green consumption behavior is [0.070, 0.338], the significance is 
0.003, the confidence interval does not contain 0, indicating that there is a mediating effect between self-efficacy 
and personal outcome expectations between new media and green consumption behavior. Because the direct 
impact of new media on green consumption behavior is significant, self-efficacy and personal outcome 
expectation play a partial intermediary role between new media and green consumption behavior. To sum up, the 
mediating effect of self-efficacy and personal outcome expectation between media publicity and green 
consumption behavior exists, and hypotheses 6 and 7 are tenable. 
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Table 6. Intermediary effect analysis results 
Effect BC 95% confidence interval Tail significance 

Lower limit Upper limit 
Traditional media→green consumption behavior -0.025 0.273 0.102 
Traditional media→self-efficacy 0.120 0.582 0.005 
Traditional media→personal outcome expectations 0.004 0.479 0.046 
Self-efficacy→green consumption behavior 0.054 0.570 0.019 
Result expectation→green consumption behavior 0.010 0.422 0.041 
Traditional→intermediary→consumption behavior 0.033 0.324 0.008 
New media→green consumption behavior 0.264 0.647 0.000 
New media→self-efficacy 0.080 0.554 0.011 
New media→personal outcome expectations 0.122 0.656 0.006 
New media→intermediary→consumer behavior 0.070 0.338 0.003 

5. Conclusion and Enlightenment 

Based on Bandura’s social cognitive theory and taking individual consumers who have carried out green 
consumption as the research object, this paper explores the relationship between media publicity and consumers’ 
green consumption behavior through empirical research, and draws the following research conclusions. 

There are differences in the relationship between traditional media and new media publicity and consumers’ 
green consumption behavior. New media publicity has a direct impact on consumers’ green consumption behavior. 
With the rapid development of information network and the popularization of new media, consumers are more 
and more aware of the importance and necessity of implementing green consumption behavior through the green 
publicity of new media. At the same time, new media publicity can also stimulate consumers’ green consumption 
behavior by increasing consumers’ sense of environmental efficiency and perception and expectation of green 
consumption results and benefits. Compared with emerging media, the direct impact and direct promotion of 
traditional media on consumer behavior are not obvious. With the development and popularization of network 
technology and the transformation of new lifestyle, the public has more opportunities and time to contact the 
Internet than traditional media such as radio. The digital information of network technology has achieved the 
convenience characteristics such as anytime, anywhere and focus that traditional media do not have. Traditional 
media is difficult to directly affect consumers green consumption behavior. It can only indirectly affect consumers’ 
green consumption behavior through personal result expectation and self-efficacy. Social cognitive theory can 
predict and explain consumers’ green consumption behavior. In addition to the planned behavior theory, the social 
cognitive theory characterized by self-efficacy and outcome expectation plays an important role in analyzing and 
explaining the relationship between external situational factors such as media publicity and consumer behavior. 
Social cognitive theory shows that individual cognition is the antecedent variable of individual behavior. The 
empirical results of this paper also further confirm that self-efficacy and personal outcome expectation have a 
positive impact on consumers’ green consumption behavior. The media publicity of the external environment will 
trigger the individual evaluation mechanism, affect consumers’ cognition and expectation of the results of green 
consumption behavior, as well as the self-efficacy of individual behavior to improve the environment, and then 
affect consumers’ green consumption behavior. 

According to social cognitive theory, self-efficacy and personal outcome expectation are the most important 
components of individual cognitive factors. The stimulation of external environment such as media publicity can 
not only affect consumers’ green consumption behavior through an intermediary variable in self-efficacy and 
result expectation, but also guide and affect consumers’ green consumption behavior through the double 
intermediary model of the combination of the two. Self-efficacy and personal outcome expectation play a 
complete intermediary role between traditional media publicity and green consumption behavior, and play a 
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partial intermediary role between new media publicity and green consumption behavior. This further confirms 
that the operation of self-regulation mechanism needs the joint action of self-efficacy and personal outcome 
expectation. Consumers will match the expected results of their own behavior with their own goals, and conduct 
self-assessment and affirmation at the same time. When the two fit well, they will eventually produce the actual 
green consumption behavior. 

According to the above research conclusions, combined with China’s national conditions, this paper obtains 
the following research enlightenment in the aspects of green environmental protection publicity channels, 
enterprise strategic positioning and government policy guidance, and provides some feasible countermeasures 
and suggestions for enterprises and the government. 

First, adopt appropriate media publicity channels and publicity strategies. With the increasing popularity of 
digital media, the influence of traditional media is weakening day by day. When carrying out product publicity, 
enterprises should adopt appropriate media for specific groups. For high-age consumers, enterprises can 
appropriately adopt traditional media such as television and radio, while for middle-aged and young consumers, 
enterprises should adopt new media such as Internet. At the same time, differentiated publicity strategies can be 
adopted for adults and minors. For adults, we can deepen consumers’ perception of the seriousness of current 
environmental problems by increasing the frequency of media publicity, improve consumers’ benefits and 
personal cognitive ability of green consumption, and convert passive green consumption into active and conscious 
green consumption. For minors, relevant government departments should seize the shaping period of minors’ 
values and outlook on life, educate them and beat around the Bush, guide them to establish the concept of green 
consumption and low-carbon life, and avoid their “rebellious” psychology. 

Second, enterprises should change their development strategy and business model. The results of this study 
show that the direct relationship between green consumption behavior and individual self-efficacy. Therefore, in 
terms of external market expansion, when enterprises obtain competitive advantage through green marketing 
methods such as price or brand, they aim at consumers with high self-discipline or high self-confidence and 
requirements, so as to establish a trust relationship with consumers, increase consumers’ confidence and revenue 
perception to help solve environmental problems, establish the enterprise’s green image and enhance the 
enterprise’s reputation through brand publicity. In terms of organizational practice, enterprises should strengthen 
internal management practice and increase the compliance of production and operation. Firstly, innovate and 
change the production process design, optimize the production line design, and carry out green innovation from 
the source. Secondly, change the organizational structure model of the enterprise, especially the enterprise 
leadership model, give employees more voice, encourage employees to make suggestions for enterprise green 
innovation, and improve employees’ self-efficacy and personal expectation of green consumption. 

Third, the government should guide citizens to establish the values of advocating green consumption. 
Because personal factors such as self-efficacy and personal outcome expectation play an important role in 
consumption, the government should not only formulate relevant environmental protection laws and regulations, 
but also realize the importance of self-awareness to green consumption behavior. Through the slogan of improving 
the self-efficacy of green consumption, we can increase consumers’ confidence in implementing green 
consumption, so as to promote residents’ interest in green consumption behavior and control of green 
consumption behavior. The government can give quantitative points to residents’ daily green consumption 
behavior and their contribution to the environment, and reward residents according to the quantitative points, so 
as to improve residents’ expectation of the results of implementing green consumption behavior. Pay attention to 
the publicity and guidance of the media and the supervision of public opinion, and popularize the green 
consumption behavior, so as to improve the residents’ green consumption self-efficacy. 
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This study also has the following deficiencies: first, regional heterogeneity is not considered. The samples 
of this study are mainly concentrated in Shandong, Jiangsu, Guangzhou, Beijing and other eastern developed 
regions. The number of samples from the central and western regions is small, which leads to the lack of 
universality of the research conclusion. In future research, we should consider the differences of residents’ green 
consumption behavior in different regions, so as to make the research conclusion more universal. Second, this 
study did not compare different statistical characteristics such as different age groups and different educational 
backgrounds. Future research can be grouped according to different statistical characteristics to draw more 
targeted conclusions. Third, the mediation of this study mainly adopts the double mediation model of self-efficacy 
and personal outcome expectation to study their mediation effects respectively, without testing the intermediary 
variables, that is, the path relationship between self-efficacy and personal outcome expectation. In future research, 
we can analyze and study the path relationship between self-efficacy and personal outcome expectation, so as to 
have a more thorough grasp and understanding of the impact mechanism of green consumption behavior at the 
individual level. 
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