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B A PR BT R H 25 ™08, ORI 22 1Y T 985 T IR
TR TRAT R, B T IERE X PRI I /N 4 € i
(Costa Pinto D et al., 2014 ) . SR, R LETHTE
VAR B DR, N
FETT 5 B R IR 58 2 BRI S G AT AT ) L R4t 5
P MR, ZBUH T 1S I T R R AR AR
(Sun Hetal., 2018) , U, TERXFERIHRET, WA
FER M O 5 W SR €7 it 1) PR R S L O 3L A5
oA, KA B TR A A S AR T 2R R R

WA ST TR AT 2RI SRR L s PR
LU BN E (He A& LiA, 2025) , fi%EF
ik (Kurokawa Hetal., 2023) . BURIAK] (Wang Z et

Inf

al., 2020) . FEREHREEHEE (CheungMF & To W M,
2019) . MBI (Gao J et al., 2021 ) ZEXFEk(aI 241
S, TIAESCRRA, AT 4% N R AR AT e
A AER 2540 ( Peattie K, 2010) , {HHA /%L
WG S @I PR R AR . AN U 1 P
5 B S5 A T RE 2 AUl K BH A A=l K PH g
BERYITEEATH (McCarthy B, 2024) , Tl A ZE86E 1
A AT I IR, TG NS 5 5 A AP AT A T
et (Falchi A et al., 2022) . PRIHYEN H & Az oo L
BIELE, Sy 2 AT BRI 7

IHE—Fp AT o BB B 2= RS, —
MR BB E RN RS 5 AT N
(Leunissen J M et al., 2021; Sedikides C et al., 2015) .

IEEETT: AN, TARITEAFEEFHMEARE, HRLOE: HIINEBS,
YESIA: ABUY. (2025). RIBEENGREEBRR/NEIN: INEERINDTHRS RABBEVSENPNER. LENNEZELE, 716),

732-739.
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SERTAIBIFE R, IRIBEZEIGE T RS0 (Wu Z et al.,
2020) , hmuE 7ARWASEE, 0R T AR, fEdE TAhaER
% (Sedikides C & Wildschut T, 2016) . XFh Z i)
A B AT O HE AR T fd e, AU, MM S8
ANATUE R, SEME 24730, andi B
M A BT 24354830 ( Haj—-Salem N & Al-Hawari M A,
2021) . NP TG (Huang X et al., 2016) o J&
SLIRAE SCIEFFTIE A, A PRIEARAT o RS ORI 55 A0 S 30
BiAr R (Wu Z et al., 2020) , 7EEPREE4TU 404k A F
FEFRMAMRIHICAZ 51 % B VR IE 4530 5 1 5 T 3 SURR et
[y Z & (Zhang X et al., 2021) ., AZHIFE A GOk
ST RRGEREAT AR IHIIT R IGR, Mt
T MBIRIE A EIET TR (Nascimento J et al.,
2022) , HEHRTHEFE P A R0 T 2% 2 A
PR Z A GO IAT IR E AT IR, X
B B TEANE (Chen] & LinQ, 2023) , Zi 1
AP IRIR L MHSTER T e A IR

5% HILIAF] (environmental self—identity, ESI) 7£
ASeHE ORI A CRIMRA TR (Van der Werff
Eetal, 2013) . FELAAEAFSEH, XFEREE A IRINIR RO
FEREB AT I T B B WFST AT s 300 . Bk
Uk, A SEUERFITIE I RRET A T R T SR A (R i 4y
B OO SRR T R LA R B RS . S AAT R
ZF HFZIANFIRIFE S (Haggar P et al., 2023) , AN
AR EAL (B RS AR AT AT
eI EETTH (Carfora Vetal., 2017) o 447 h4EH
TIREE A FRIAFIET, A H AR IR AT A 04 AR i
AIEEME 2 (Lauren N et al., 2019) , &30 HUIHEF
Wi XS 5 HALS RS A AT, Bilinskta iy 2,
A oI AR R AT L B, TIREels § SN <4k
BIETRET A LIRS A ORI A 1T RS
HLEL & (Sparks P & Shepherd R, 1992) , LA BFSTIEM
AR A ORI A T BENSE AR A RE TR = ( Testa
Fetal, 2016) . FIHETERE “TXAK” 5 4
B, HRRAMALE —BUE S 0871 (Sedikides C &
Wildschut T, 2016) , WIS HELE, MEAENM HCZ
WAL, XA B FINRITT LB AR RAT s P )
ML, RN ALUERITHMER B R IZE A (Van der Werff E
etal,, 2013) o UL, TRIHAZAEY N ASRESHAGHREE T
1, ik T BT HEROIAE, SRR RS SR
FIF—E SO T, JET LI AR ST3 %2 .
W8 A BN FER IR RS s g g2 rh A Ve A

TH P F NBRE (PCE) I8 F M A
B AT LA 1o W Sk (5 B 7= 5 ok A0 kB i B BT
(Gleim M R et al., 2013) . XPHESZELLT A FRRE
(Bandura A, 1977) , 7EEBRGHEOKRIBGEET, =E0]
¥ A TR BRI G | A SR AR, T P B AR —
ez 32, BR—FAIINA, BIESEX A SR
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AIRFSE & Al TTBR Y A 19 A FRAARE(R & (Hanss D
etal., 2016) . HMEFE AU T L BFTE ™ i 104k (5 5
EYE (FR%s. %) MR R A & CRIIE R T 4 2 2k
8 [ R WL B R SR IR Mg (7,
4, 2024) o PHRRIT—RTHIREAL L, TEPCEKF
I RE T T, S EEXNR G B ) A SR A S Y
S A (Higueras—Castillo E et al., 2019) . HAbHF
¥ B AL F AR AT 25 RS T A 7T REARE AT T 5% )
B (Erez A & Isen A M, 2002) , PRIFZ A ERE—Fh
TR )% (Leunissen J M et al., 2021) , 4 AfALGE]
XA G, I 2R A B AT A ROT LA O
KERER AT R IEKF (Hanss D et al., 2016) o 2F
VL LArbT, AT R34 25 B AREZE M T H A
g RE RN MER.

LM B EAS PSS (motivated identity construction
theory, MICT) WKy, SrNFLES | SAMEMERER
HEME, (RS HIENS BRI, NMEETH
B, RSN, IR ER T bR e . e
B, BAROERA, DU ARG % (£
£, 2021) . HEEAFINE S WAL GES 51780

Cndror2e, A5ae) . WM RMIIER:, Hym A
AAE (Chen M F, 2015) , 34k [ CMTT R REX 18
(] 15 B A5 SR DX BE A LF FRAT ( Nascimento J
& Loureiro SM C, 2024 ) , EDRIAIEINA H CIEH R
N, ARG B O ARG AT R B E X IR s A
Bro B, AuPseigihbikd: 5 FRINRIFIH 7F 5 &
IBLRETE PN H 5 40 et 2 Al B e b A

2 ARFE

21 HARMZR

KRB ERRER i, WLk LR KR
U 30007, FEMMIBR N A LR 528 R I 5 2 1 (0] 2
Ji, ARG R26407, FEEH88.00%, HhHk117
N, HH4431%, o147, (5H55.68%; AERXIEN
15~60%; £ BEENHPLLTF 2023, Aiti8.71%:;
ERREETIBeN, (5113.63%; KFELRMEN, Ll
17.42%; REEARBRETI22A, 5146.21%, #F5EE KL
23T, A E14.01%,

22 WRIA

22.1 RHER

PIH R B AR 2R IS R 2= B 2 2 22 U G il 1 M
IR EE (B2, 2008) , L1400, %2R
A NHIH ., #HERIH . REWRHEAYERE ., BN .
“TARM ST LMENAE—EMBHE” P RAHZE T4 5
Bty C(I=EWATT S, 5=E%/E) o Mol ERR
R IH . %3 Cronbach’s o REEARRIFS R
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0914,

222 HEERIAFER

FHVUAER /R RAENAEE (Van der Werff E et al.,
2014 ) , R3S A A RIAF:  XIRBE
& CIRIEET MEEALAER S I H SN A
RN RIBHSEER DR B3 -0
Hi#t 77805, N ARZBRTLERE ., RAU5Ti%E
2 Cronbach’s o Z%UH 0.756,

223 HBREBRAMERE

TH 2 IBALRE I L A 25 Kim A Choi (2005 ) FRER
MM (Kim Y & Choi SM, 2005) , 51
B, HAR AR R, % R TR S e
PRAP T A BT A SR RS, an “FRnT L@
TSN R EE A= o R R o SRIE7 T, 15
SRR SRR T P ARE B C AT BRI e SR
AT FiZ i FCronbach’s @ {H 40.848,

224 HREERBWIERER

SOE PRI SE B IR S 57 7 R a0 a5 (55 0]
&, 2013) , AUFRAEI, A0 “AnIRFR R SEIR S
ghar=fh” o RATEIGr, 1952 I 0 e sk 4

7= o T i R (0 T B ELAA AL Sy (025 IR AL A M S
AL, AW — i o™ S S B R . AT
TR T B ) SE B FR 1Y Cronbach’s o {HH0.772,
2.3 HitI5E
SRHASPSS 27.084 7481100, AFELLR ik n =k
5. SR ES AT SAHSC T, T AR S H A R
W25 ( Hayes ) TT % BISPSS 7R Process 4.1 ARG,

3 HMRER

31 HESARENKNE

K FH Harman B[R Z ARG U0 047 3L W] e i 22 4656 .
RN, KIEERIRRER R B R ER KT
B FAE34, B TFRITERRERN 38.7%, /NT
40%, L, AFREIEALTEE B IL R m 2 .

3.2 FETSHEBRMESIT S8XDM

AR R AT A RN R, R IH S S0
P, BREE A IR e BN AL E R 2 B IE A G
P85 B R R P BN A L B R AT OG, SRl
PRSI A FRIA G RITE 2 BRAL AR A B 3 IEAH DG

F1 BLEMNFHE. REEREXXER (N=264)

Table 1 Mean, standard deviation, and correlation of each variable (N=264)
At M SD 1 2 3
IH 3.91 0.71
28 =EiaING 3.67 0.76 0378""
AT 385 0.71 0.390%* 0548
00,3 2% 3.91 0.71 0427 0577 0.558"""

*

s sk
E: p<0.05, " p<0.01,

T p<0.001, TR,

3.3 BN

AHFFER FSPSS 27.09 [ Process 4. 1561 T4
HAVERIRG SR, KRR AR BB KR A AR
i, XPRIH . TH S RAIELRE . SR A RN . gE
TH 2 R I 2 ) 1) P FH A1 3 b A BN AT . S A
TR, TEEEEI TR . BB KT AASE

A5 B JE PR IH i 1235 15 18 T S (6 3 2 R (8 =0.18,
p<0.001) , fREFEHEIEFRE, RSN IR ER,
PRIEREIE [ A 5E AN (B =043, p<0.001) FI
TR BASRE ( 8=0.20, p<0.001) ; FFEEH TN
( 8=0.32, p<0.001) FIH R FHRAAE (£=0.30,
p<0.001) FEEFHTMEEEHETHRIE; AhtAFRINFFES

TN T EAIRLEE (B =044, p<0.001)

#F2 BmAREGTEXRNEESH

Table 2 Regression analysis of variable relationships in mediation models

EUEpy AR A TR BIEESdTE 20
LERAS THNAS R Iid F B t
PRIH 0.43 6.66
. = T 0.05 0.59
7S A NG| ) 0.39 0.15 11.76
AR 0.02 0.41
HEKF -0.06 -1.43

https://doi.org/10.35534/pc.0706117

www.sciscanpub.com/journals/pc



RBEENREHE

LRI

: INEERINTHEE RAIAEHIEE T P MER

« 735 -
&gk
mIEyy: A A TR BIEES @24
LERAN THNAS R R F B t
HIH 0.20 351
7SSk AN 0.44 869"
TH o B e P51 0.59 0.34 27.15 -0.04 -0.52
AF -0.01 -0.19
HEKF 0.05 1.24
HIH 0.18 346"
7SSk AN 032 5.98""*
SEH R IS R 0.67 0.45 34.9 03 526"
TSI 0.12 1.65
AR -0.01 -0.04
HEKF -0.01 -0.38
F W ZERE AT 402 Bootstrap ¥ ( & lAE5000 (p<0.001) , FEIESN B, MRSV AI40.90%, 1

W) SRR F 3R R AN 2 3 A RE AR PR IH
S SR I A b AR . AEREHC T 2505 B
HJE, ARIE ., SEEy SRR . PR AN AT S
IRRER AV E AT ARG

SERANSSFNE IR, PRIHRT S0 2 A S0
044 (p<0.001) , 95%MEFXFIAEEO (LLCI=0.24,
ULCI=0.52) . /N AJH B BRAR RIS I F 2]
EHHBRL S, PRI S 60 2 S 0 B AL 0,18

(HRIH—-35E A TN -G AEI R ) |« R (IRIH
TP BRSO RIR ) | B3 (I3
B AR AT PG R e 4k I 3R ) Y,
BEEREEALE0, =AML 551 431.81%.
13.63%. 13.63%. P, 58 AR Y SEAshE
SIETRIBRISR EIE B Z R AP A AVER RS2 RIS 3

RIS RE, FFHEREE A TR FFIE S B AR e R
SRS R AR, (R4S RS

Iﬂ

#= 3 S AHARR

Table 3 Chain mediation effect test

RN AR EYOmALED Boot SE 95% EA X [
5y oA 0.44 0.06 [0.32, 0.55]
B 4235 R 0.18 0.05 [0.08, 0.29]
RIH—IREE A TR R SR (07 9% 2 0.14 0.38 [0.07, 0.21]
IRIH—TH S B e 4 (T 2% 0.06 0.20 [0.02, 0.10]
PRIH-FREE [ T R e RN AL RE — 4 (11 98 R 0.06 0.16 [0.03, .09]
p=0.44
p<0.001
7SS NE] TH e sk e
p=0.43 =020 =032 £=0.30
p<0.001 p<0.001 p<0.001 p<0.001
WIH JBHNE: 0.44 (p<0.001) R
BRIV 0.18 (p<0.001)
E 1 #EXPNT RN E
Figure 1 Chain-mediated model effect plot
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4 tig

AT EEE T INHES 55600 T B Z m ¢
F, JFKRE T IREE H IR RIFIE 28 A e i Hh Ak
Mo WFRA IR, PRIENG SRR I ) BOS A 4 6
HPR R, SR TR RGO . & TIRIEE 21
BT IR R —F RS %, MATRMZE R4 TR L
U, DN e 0o A A U (T B e, T ) T A e
CIHTAT . BHEREWNE, TARSER TR, T
[FV 28 %l 3 €297 % B B A 00U AT DA ik DA B A 5
W (1) WHE-HEARIANFE-SREHEEEE; (2)
HIHTH B IR RE R IR (3) MIH-F
¥ AR 2 H B e e s P R

B, A I AA PRI 25 F 1 TR0 2 (1
%, BRIVEREE. I FZW LB . AE SN
LI RE LR, SR R AR AR
1G4 . TERGSE SR I AT IO, BRI 45 0
“URBHPDEEEEAE”  (Giebelhausen M et al., 2016) . 16
it (Peter P C & Honea H, 2012) Fl3fifh ( Bissing—Olson M
Jetal, 2016) BEASARGEIA T USRI AT, FRLAA
[HAE R — PR A 2 L HE ST S B TR E R T 2
SO HRAT R WA SIEFR R, IRIAREHE IE 05 0
HES S REEH AT ANERE (Le T, 2020) , 44
AT s Tl RR 8 2 —Fl, XS FA KRR 55
A

Hik, AR LI AN FE RN 4 g6
HERZ AP AEA, 2 HBEEIE. X7 geE T
[H AN BB 3 1 %30 2 2258 i A [R5 H B A [
(Le T, 2020) , MAMKIMZIE L4, SRR
A TGRSR RS TS Yo D b T, ITAER IR Y T
AMEINK A SRR AN, B e R
AT 2 A AT R R A R T I R BRRAT 3,
LSRR

R, AT R B T AL RETE VR I 45 7
gEIH P Z AR AMER], RS, IHEA R
E)he, TTReHEIN HIRBGEEE (Vess M et al., 2012) ,
CAMREY, YRR EIREN S, iRz 4
B S ZF BRI 5, #RSEn] DUESRAMA M HE S A
FRRRIER, LIS ARSI 2 B4R (Abeyta A A et al.,
2015) . GEIHAT AR MGG HEA AR
FHSAT R, ERPFARTI BRSNS R R .
MARAEFIRIHIE L, SRR X4 (40 24T 1AL
fieEk, DA RE ) T SR Fioxt S At 43 AR A 45 i 4%
BT

5, AR K BER S A BRI FITHE 28 sk
RETE VR IEG 26 g o 2 2 LR e U AR, Rk 4
1S BNBIE, WIIE TP A TR [FRTE 23 B A hg
ERE VIR . AT R AERAOA T BT,
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AT REAET AT AFRIES, i1E RS 5ERE
1759 (Sharma Netal., 2022) . i%Ffpe 2 E 7 HAbAS &7
s MBS AR BNESE, Bl (Khare A, 2020) .
XEE Y— AN A SRR SR, ihfiTsiss
ToRAAT PSR R B TG B, R P IR )
fFl, HEESSANAEE RGO NAE, JEHE
IIHEZE R, ST NEERR — N .

AWFFEE BRI i B AN A SE S 4, IRITER
Bi H A FETE 3 B REFE R IH I 2 S 4 T e
B AaER, IRERAR — SIS E X, A0
SR T MGG AT AR S S, A AR,
BRI T X “N—IEE—F TN AR B B,
TR IH S 4 R AR AR SR AT R, 37T LUl T 35
3 A IR S e B AR R L R E R e, AEE
SRR, PRIETT LA S A TR R AR AR, BRIt
T RrEsE, @ 2R HIHIEE e
ARG = Fh T G SE B . B an sl mT LAYE
JE TN RIET S S (R, 2024) , 3
W AR S, EREME IS IR IHS S, A
BPEEA . SRS Z AR,

ARFFRAAEUT AL : B8, HRrIHRIFE 322
AL TE PR IH SR (W AU 95 AR 3G 7 T, AT 98 1T LASG
W IHR S S R — s Z O fhm g . Hak, 7ek
WFgTHh, AxFBR A S A A X T R W A g, AR
R Y RS R R SR AT 5046 )y Ak SE A, Bl dniE
T SIS IHE 25 LA S Al 2 2 AL A T 84l =
SAHTREE, BOBIEATHZRMMmMZ (ElHaffar G
etal,, 2020) . Hfi, PAASRAEEREN BRI, %
TR RIBR Y, {CEB T #05E H F A R 2 B
REREVE N TP AR, (H 7R SERR ] BE A AR A TP AR
X H AN I A SR RWA —E W,
THMIEGE . Bk, RSB, TTRARTH
AR BE R D ERH LR A R

S 3l
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The Impact of Nostalgia on Green Consumption Willingness:
The Chain Mediating Effect of Environmental Self-identity
and Consumer Perceived Efficacy

Hu Minyi
Faculty of Education, Guangxi Normal University, Guilin

Abstract: Objective: To explore the relationship between nostalgia and green consumption willingness, as well as
the mediating role of environmental self-identity and consumer perceived efficacy. Methods: A questionnaire survey
was conducted among 264 subjects of different age groups and educational backgrounds using the Nostalgia Scale,
Environmental Self-identity Scale, Consumer Perceived Efficacy Scale, and green consumption Willingness Scale Result
:(1) Nostalgia positively predicts the willingness for green consumption; (2) Environmental self-identity and consumer
perceived efficacy respectively play mediating roles between nostalgia and the willingness for green consumption;
(3) The chain mediating effect of environmental self-identity and consumer perceived efficacy is significant. Conclusion:
Nostalgia can indirectly predict an individual’s green consumption willingness through the mediating effect of
environmental self-identity and consumer perceived efficacy, as well as the chain mediating effect of environmental self-
identity and consumer perceived efficacy.

Key words: Nostalgia; Environmental self-identity; Consumer perceived efficacy; Green consumption willingness
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