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ABSTRACT 

In order to actively respond to the government policy of garbage sorting, "little yellow dog" intelligent garbage recycling 

machines were introduced into the campus. Students can classify waste cartons, beverage bottles and other kinds of 

garbage into the "little yellow dog" machine. This paper is to investigate the green consumption intention of campus 

users to use the "little yellow dog" machine, as well as the influence of environmental belief and social value orientation 

on it. Totally 253 valid questionnaires were collected from the campus. The results of statistical analysis show that: 

environmental belief and social value orientation have significant positive effects on users' intention to use "little yellow 

dog"; social value orientation have greater impact on their intention. 

Keywords: "little yellow dog", intelligent garbage recycling machine, environmental belief, social value 

orientation, green consumption intention 

1. INTRODUCTION 

In order to actively respond to the government policy 

of garbage sorting, "little yellow dog" intelligent garbage 

recycling machines were introduced into the campus. 

Students can put various kinds of garbage such as waste 

cartons and beverage bottles into the "little yellow dog" 

machine, while reimburse money will be paid back via 

their smart-phone [1]. 

"Little yellow dog" intelligent garbage recycling 

machine is in bright yellow color and eye-catching, so 

most students should have already noticed them. It is 

composed of six garbage bins, can deal with paper, textile, 

metal, plastic, glass and hazardous waste etc.[2]. 

The purpose of this paper is to study their green 

consumption intention of campus users to use "little 

yellow dog", and to explore the impact of their 

environmental beliefs and social value orientation on 

their intention. 

2. LITERATURE REVIEW 

2.1. Environmental Belief 

Environmental belief refers to an individual's 

judgment that his behavior will cause beneficial or 

harmful consequences to the environment, and that he 

should be responsible for such consequences. According 

to Value-Belief-Norm(VBN) theory [3], three 

components (personal norms, values, and environmental 

beliefs) can lead to environmentally significant behavior 

[4][5].  

Mi(2018 ） found that environmental belief is an 

antecedent of ecological consumption behavior. And 

there are significant differences in environmental belief 

due to gender, marriage, education, age and other 

demographic characteristics [6]. Medina (2019) reviewed 

past cross-ethnic environmental studies on 

environmental belief and found obvious diversity among 

different ethnic groups[7]. 

2.2. Social Value  

The Social Value Orientation scale is used to classify 

people based on ‘stable preferences for certain patterns 

of outcomes for oneself and others.’ Based on scale 

scores, respondents are classified as either prosocials, 

individualists, or competitors. Prosocials strive for 

equality, and tend to maximize outcomes for both 

themselves and others. Individualists maximize their own 

outcomes with little or no regard for others’ outcomes. 

Competitors tend to maximize their own outcomes 

relative to others’ outcomes [8]. 
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Report found that participants classified as prosocials 

expressed stronger pro-environmental behavioral 

intentions than did participants classified as proself 

(individualists and competitors combined)[9].  

3. HYPOTHESIS 

3.1. Environmental Belief and Green 

Consumption Intention 

According to Value-Belief-Norm (VBN) theory [3], 

three components (personal norms, values, and 

environmental beliefs) can lead to environmentally 

significant behavior [4][5]. Mi (2018) conducted that 

environmental belief is an antecedent of ecological 

consumption behavior. And there are significant 

differences in environmental belief due to gender, 

marriage, education, age and other demographic 

characteristics [6]. 

Since environmental belief can lead to green 

consumption behavior, its reasonable green consumption 

intention can also be influenced by environmental belief. 

H1: Environmental belief has significant positive 

impact on green consumption intention. 

3.2. Social Value Orientation and Green 

Consumption Intention 

Cameron(1998) found that prosocial individuals are 

more supportive of reducing vehicle pollution projects, 

while proself individuals are more opposed to such 

projects [9]. Gärling(2003) conducted that prosocial 

individuals have stronger motivation to protect the 

environment [10]. Lange(2010) also found that prosocial 

individuals have stronger preference to choose public 

transport system [11].  

Yang(2006) conducted study and found that prosocial 

value orientation can lead to prosocial behavior intention 

of college students in daily life[12]. Qi(2017) reviewed 

past studies and concluded that  social value orientation 

affects prosocial behavior in many experimental 

situations, including trust behavior, cooperative behavior 

and fair decision-making behavior in social dilemma[13]. 

Since green consumption behavior is also one of 

prosocial behavior, its reasonable social value orientation 

can lead to green consumption intention.  

H2: social value orientation has significant positive 

impact on green consumption intention. 

4. RESEARCH METHODS 

4.1. Questionnaire  

The questionnaire of this study refers to relevant 

literature, and scales of environmental beliefs and social 

value orientation are originally adopted [6][8].  

Scale of green consumption intention are planted into 

the object of "little yellow dog"[14]. 

4.2. Pre-test and Sampling 

To conduct pre-test, 50 questionnaires were randomly 

sent to students in the campus before the formal 

surveying. 50 questionnaires were all returned, while 

three are invalid and the effective rate is 94%. The results 

show that Cronbach's α of environmental belief is 0.806, 

social value is 0.943, green consumption intention is 

0.914. The Cronbach's α values were all greater than 0.7, 

which indicated that the variables items were highly 

consistent. Then the formal surveying was conducted. 

The total population size of the campus is around 

25000, and random sampling method is adopted. The 

questionnaire was uploaded to a public online surveying 

platform, and was randomly sent to students in the 

campus. 266 questionnaires were received, among which 

253 were valid, the effective rate was 95.1%.  

5. DATA ANALYSIS AND RESULTS 

5.1. Descriptive Analysis 

After the formal surveying was finished, descriptive 

analysis, reliability and validity analysis, regression 

analysis were conducted by SPSS 25. 

Among these samples, 221 people (87.35%) have 

heard of "little yellow dog" intelligent garbage recycling 

machine, 32 (12.65%) have never heard of it; 214 

(84.58%) know that there are "little yellow dog" 

machines in the campus, 39 (15.42%) do not notice that; 

147 people (58.10%) have used "little yellow dog" and 

106 people have never used "little yellow dog"; 93 people 

(36.76%) knew the reimburse pricing standard of "little 

yellow dog", and 160 people (63.24%) did not know the 

pricing standard. Among these persons who had used 

"little yellow dog", 63 times (42.86%) were putting into 

metal and textile fabric, 72 times (49.98%) were putting 

into plastic, 109 times (74.15%) were putting into paper, 

78 times (53.06%) were putting into beverage cans and 

bottles. In addition, in terms of the frequency, 2 people 

(0.79%) patronized "little yellow dog" more than once a 

day, 2 people (0.79%) patronized "little yellow dog" once 

a day, 32 (12.65%) patronized "little yellow dog" once a 

week, 53 (20.95%) patronized "little yellow dog" once a 

month, and 164 (64.82%) patronized "little yellow dog" 

less than once a month.  

5.2. Reliability and Validity Analysis 

5.2.1. Reliability Analysis  

The degree of consistency and stability of the scale in 

the measurement results is called reliability, which means 

that the respondents have more consistent scores in the 
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same questionnaire test. The general reliability can be 

measured by the combined reliability of Cronbach’s α, 

ave and Cr. 

In this study, Cronbach’s α is used to measure the 

reliability. Generally speaking, Cronbach’s α value less 

than 0.3 is not credible, greater than or equal to 0.5 is the 

general level, and it is better to be above 0.7 to show that 

the reliability level is high. The reliability analysis result 

shows that the α coefficient of variable environmental 

belief is.0.806, which satisfies the condition that α 

coefficient is greater than.0.7, so the internal consistency 

and reliability level of environmental belief are high. In 

addition, the α coefficient of social value is. 943, which 

also meets the condition of α coefficient greater than 0.7, 

which has higher internal consistency and higher 

reliability level. Finally the α coefficient of variable 

green consumption intention is.0,914, which satisfies the 

α coefficient greater than 0.7 also. 

5.2.2. Factor Analysis 

Factor analysis is an essential part of data analysis. 

This study will analyze the environmental beliefs, social 

value orientation, consumption intention of the 

respondents in the questionnaire. 

In factor analysis, the KMO value can be used to 

judge whether the research dimension, research variables 

and the number of research questions can be analyzed. Of 

course, in Bartlett's ball test, the items with higher 

correlation indicate that there are common factors, and 

factor analysis can be carried out. Therefore, KMO value 

(> 0.5), Bartlett ball test (significant), factor load value 

(≥ 0.7) and common factor variance extraction (≥ 0.5) are 

needed to obtain the results. 

Factor analysis result shows that among the measured 

variables, KMO of social value is.0.900, KMO of green 

consumption intention is.0.816, which are all greater than 

0.5, indicating that these variable data can be analyzed by 

factor analysis, and the Bartlett sphere test p value of all 

variables is.0.000, which is less than the standard. 001.  

According to the cumulative total variance 

explanation, the reliability of one item to explain 

environmental belief is 72.841%, while that of one item 

to explain social value is 78.367%, and that of one item 

to explain consumption intention is 80.049%. In addition, 

since the extracted value of common factor variance of 

Env-bel 2 is less than 0.5, the item is deleted in factor 

analysis. The other items need not be deleted because the 

factor load value is > 0.7, KMO value is > 0.5. Bartlett 

ball test is significant, and common factor variance 

extraction value is > 0.5. Moreover, the CR values of all 

variables were > 0.7, ave values were > 0.5, so these 

variables had convergence validity. 

 

5.3. Regression Analysis 

According to the regression analysis results, the 

higher the environmental belief and social value, the 

higher the consumption intention. Environmental belief 

(β =. 436, t =, 7.685, P < 0.001) has a significant positive 

impact on green consumption intention, and the adjusted 

overall model interpretation is 18.7%, F value is 59.059. 

In addition, social value (β =. 570, t = 10.98, P < 0.001) 

also has a significant positive impact on green 

consumption intention, and the adjusted overall model 

interpretation is 32.3%, F value is 120.62. Therefore, H1 

and H2 are valid, and the significant level of social value 

on green consumption intention is higher than 

environmental belief. 

6. CONCLUSION 

The results show that these two hypotheses are valid. 

Environmental belief and social value orientation have 

significant positive impact on green consumption 

intention.  

And the significant level of social value orientation 

on green consumption intention is higher than 

environmental belief. So social value is the main factor 

influencing green consumption intention of campus users 

to use "little yellow dog".  

To improve college students' environmental belief 

and social value orientation, the government and 

universities should strengthen such kind of education, 

popularize the current environmental situation of the 

earth, encourage college students to start from 

themselves, start from the little things around them. 

Through strengthening their environmental belief and 

social value orientation of college students, their green 

consumption intention of "little yellow dog" could be 

significantly promoted. 
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