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life and subjective well-being: Forgiveness and hope as

Influence of health consciousness and environmental awareness on
consumers’ purchase intention of ecological food:
The mediation effect of ecological attribute perception

ZHANG Wu-ke', JIN Jia™
( 1.School of Management, Zhejiang University, Hangzhou 310058, China;
2.School of Business, Ningbo University, Ningbo 315211, China )

Abstract: Based on the two important properties of ecological food (i.e. healthy and environmental) combined
with the core elements of consumers’ perception of ecological food, this paper explores the relationships
between consumers’ health consciousness, environmental awareness, ecological attribute perception and
consumers’ purchase intention in ecological food consumption. In particular, the mediation effect of ecological
attribute perception on the relationship between consumers’ health consciousness and purchase intention is
examined through survey and empirical tests. Similarly, the mediation effect of ecological attribute perception
on the relationship between consumers’ environmental awareness and purchase intention is also examined.
Results show that (1) ecological attribute perception mediates the relationship between consumers’ health
consciousness and purchase intention, and the direct effect of health consciousness on consumers’ purchase
intention is significant; (2) ecological attribute perception fully mediates the relationship between consumers’
environmental awareness and purchase intention, and the direct effect of environmental awareness on

consumers’ purchase intention is not significant. Theoretical and practical implications are also discussed.
Key words: ecological food; health consciousness; environmental awareness; ecological attribute perception;
purchase intention



