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Abstract

This study on the consumer to disseminate the questionnaire to collect quantitative data
through SPSS statistical software analysis for household appliances (such as: refrigerators, air
conditioners, washing machines) and other government-approved environmental protection and
energy saving mark products, explore the green brand image , the relationship between green
credentials, and green purchase intention and found that, if the company has a positive green
brand image will indeed be a positive influence consumers ‘green credentials further affect
consumers' green purchase intention.
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