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Abstract
This study examines the influence of environmental values on consumer intentions 
to participate in agritourism through the theory of planned behaviour (TPB) and 
value-belief-norm (VBN) theory. It proposes an integrative model by adding two 
variables, i.e., environmental benefits and the human-nature coordination concept, 
to the TPB. The study employs a questionnaire survey method and a sample of 
640, which was statistically analysed through structural equation modeling (SEM). 
The results reveal that the “environmental values-attitudes-behavioural intentions” 
framework has scientific applicability in agritourism. Environmental values, mea-
sured through the variables environmental benefits and the human-nature coor-
dination concept, are positively correlated directly or indirectly with agritourism 
consumption intentions, while attitudes and subjective norms serve as mediators. 
However, the mediating effect of perceived behavioural control is not statistically 
significant, indicating making efforts to influence attitudes and subjective norms is 
more useful for and effective in stimulating the public’s intentions towards agritour-
ism. As this study tests the hypotheses with empirical data, it provides practical 
implications for policy-makers and programme managers.

Keywords Environmental values · Consumer intentions · Agritourism · Theory of 
planned behaviour

Introduction

Over the past three decades, the Chinese government has prioritized sustainable rural 
development and poverty alleviation. At the 19th Session of the National Congress 
of the Communist Party of China in 2017, the Chinese government announced its 
intention to accelerate rural revitalization (The 19th CCCPC, 2017). One significant 
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approach for rural revitalization combines industrial development with agricultural 
supply-side structural reform (Xingping, 2019). Specifically, the approach aims to 
strengthen industrial agricultural supply chains, promote agricultural efficiency, 
increase farmers’ income, and preserve rural beauty and prosperity through agritour-
ism development and other green agricultural development models (Huang et al., 
2014). Under the policy of promoting rural revitalization, agritourism, which is a 
new agricultural development pattern, has emerged rapidly in most rural areas in 
China. Between 2010 and 2019, the total registered number of agritourism-related 
enterprises increased from 26,000 to 216,000 (Lv, 2020). In 2019, 3.2 billion tourists 
participated in agritourism, generating an operating revenue of more than 850 billion 
yuan (Lv, 2020).

Since 2010, China’s tourism industry has experienced a high growth trend; accord-
ing to research and China’s Investment Strategy Report, this trend is also reflected in 
agritourism (Huang et al., 2014). Agritourism first developed from the simple practice 
of visiting agricultural farms for sightseeing and then grew to include vacation expe-
rience tourism in the 1980s (Wang and Zhang, 2016). Agritourism is mainly charac-
terized by exploring agricultural production, processing, and sales, where customers 
experience folkways and enjoyable feelings from agricultural activities (Xingping, 
2019). Not only does agritourism have the potential to meet people’s needs for leisure 
and enhance their knowledge and understanding of the agricultural environment, but 
it can also help develop agricultural resources, improve the local infrastructure, and 
increase income in rural areas.

China’s economic reform and opening-up has led to gradual social structural 
change, including growing urbanization and a shrinking rural sector. Demographers 
estimate that in the past four decades, over 640 million farmers departed from their 
hometowns and moved to a Chinese city (Dan, 2019). In 1978, only 17.9% (170 mil-
lion) of the Chinese population lived in cities, but by 2018, this number had grown 
to approximately 58.5% (810 million) (Lu et al., 2019). However, after a period of 
fast-paced and high-pressure urban life, leisurely and comfortable rural areas have 
become attractive to urban residents as places to rest and relax. The rising Chinese 
urban middle class has created a large market for agritourism (Xue et al., 2021).

Agritourism is also considered a global sunrise industry (Chiodo et al., 2019). 
Rambodagedara, Silva, and Perera (2015) point out that agritourism has become 
increasingly popular around the world because it provides farmers with a specific 
focus for diversified income-generating activities that ultimately lead to rural devel-
opment. Currently, agritourism creates an alternative source of income for rural com-
munities and has become a mature practice in many developed countries. It is being 
practised in many countries, such as Thailand, Malaysia, India, Nepal, Bhutan, and 
Indonesia, providing numerous benefits to rural communities (Gurrieri et al., 2014). 
Finally, there will likely be a tourism boom after the coronavirus pandemic is over. 
Since the outbreak of COVID-19 at the beginning of 2020, many affected countries 
and cities have adopted isolation responses to restrict travel (Harari, 2020). It is pro-
jected that many people will seek to participate in tourism when the outbreak is over.

Increasing numbers of people have a strong intention to participate in agritourism 
because the rural environment brings them physical and mental relaxation. How-
ever, agritourism places more stress on the natural environment. Deteriorating rural 
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environments are likely to reduce consumers’ intentions towards agritourism. In the 
current era, people tend to pursue a leisurely, comfortable, and convenient tourism 
experience. Persuading people to protect the environment through normative mea-
sures is likely to cause social confrontation and contradictions, which are an obstacle 
to the cultivation of green tourism. Therefore, it is particularly important to explore 
the subjective values guiding consumers’ intentions towards agritourism at the indi-
vidual micro level (He et al., 2019). Tourists’ behavioural intentions to protect the 
environment are connected to the promotion of sustainable development, which is 
dependent upon their subjective orientation towards consuming environmentally 
friendly tourism activities, such as agritourism. Thus, environmental values are the 
internal driving force of this behavioural intention (Pan & Wang, 2018). Therefore, 
it is necessary and meaningful to study the impact of environmental values on con-
sumer intentions and behaviours towards agritourism.

Ajzen’s (1991) theory of planned behaviour (TPB), which was based on Ajzen 
and Fishbein’s (1977) theory of reasoned action (TRA), has become one of the most 
popular and influential theoretical frameworks for studying human intentions and 
behaviours (Ajzen, 1991). The TPB has been widely applied in various industries and 
fields and to conduct research in different disciplines. However, existing research on 
consumer intentions towards agritourism lacks empirical data and quantitative anal-
ysis to determine the interrelationship between values, intentions, and behaviours. 
This study utilizes relevant questionnaire data and applies the TPB to agritourism. 
Our results extend the TPB model by incorporating environmental values. Existing 
research on the TPB demonstrates that attitudes, subjective norms, and perceived 
behavioural control are three significant variables that positively correlate with peo-
ple’s behavioural intentions, while behavioural intentions directly impact behaviour 
(Cheng et al., 2011).

This article introduces two factors pertaining to environmental values, i.e., envi-
ronmental benefits and the human-nature coordination concept, which are used to 
explore the internal mechanisms between environmental values and consumer inten-
tions towards agritourism. The relationship between these two internal factors is 
determined through structural equation modeling (SEM), which provides the path 
coefficient of the interaction mechanisms. The results have significant policy impli-
cations for the government, as they reveal the important underlying mechanisms that 
influence people’s orientation towards and, thus, the development of agritourism.

The article contains three sections: the literature review, the methodology section, 
and the discussion. The first section reviews the related literature on environmental 
values and consumer intentions towards agritourism and states the hypotheses. The 
methodology section includes a description of the research methods, sample collec-
tion, research process, scale design, data analysis, and results inspection. The last 
section further discusses the results, draws conclusions, and gives practical sugges-
tions concerning agritourism and concludes with directions for future research.
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Literature Review and Hypotheses

Theory of Planned Behaviour (TPB) and Value-Belief-Norm (VBN) Theory

The term “values” has several varying definitions and has been used in vastly dif-
ferent ways in a variety of disciplines and contexts (Brown, 1984). The definition of 
“values” used in this article is ‘the principles and beliefs that influence the behavior 
and way of life of a particular group or community’ (Millard, 1949; Tadaki et al., 
2017). In terms of environmental values, Linda Steg (2016) clarified that environ-
mental values steer people’s views on the environment and affect how they evaluate 
the consequences of choices, which in turn influences their environmental prefer-
ences and behaviours. As values influence the goals that people strive to achieve, 
they affect environmental behaviour mainly in an indirect manner via specific beliefs 
and norms (Brosch and Sander, 2015). For example, individuals with strong bio-
spheric values are more likely to consider environmental consequences when making 
choices, while individuals guided by hedonic values are more likely to make choices 
to increase pleasure and good feelings (Steg et al., 2014). In this research, we also 
consider environmental values as a factor influencing environmental decision-mak-
ing. In other words, when environmental problems threaten individual values, people 
will care about environmental problems. Consumers’ intention towards agritourism 
depends on their own environmental values and individual norms, and the intention 
derived from people’s internal initiative has long-term significance for environmental 
protection (Pan & Wang, 2018). Thus, we consider environmental values to be a vital 
factor influencing environmental decision-making.

Agritourism behaviour is a type of pro-environmental behaviour. Existing studies 
have demonstrated the value of the TPB and VBN theory because they emphasize the 
subjective initiative undergirding behaviour (Choi et al., 2015; Whitley et al., 2018). 
The TPB was formally proposed by Ajzen in 1991, launching research on pro-envi-
ronmental behaviour from the perspective of social psychology. The theory asserts 
that attitudes, subjective norms, and perceived behavioural control affect behavioural 
intentions, which, together, shape actual behaviour. Stern et al. (1999) proposed a the-
oretical framework that incorporates the norm-activation model (NAM) (Schwartz, 
1977), value-basis theory (Stern, 1999) and the New Environmental Paradigm (NEP; 
Dunlap et al., 2000) to create value-belief-norm (VBN) theory in relation to envi-
ronmentalism. It is widely accepted that values promote environmental behaviour 
through beliefs (Bamberg et al., 2007). Both the TPB and VBN theory have limita-
tions and shortcomings. The TPB is insufficient in predicting the impact of social 
norms on personal norms and lacks an assessment of differing motives in relation 
to environmental behaviour, while VBN theory ignores important factors affecting 
individual behaviour such as attitudes (Bamberg et al., 2007). Therefore, this paper 
combines the TPB and VBN theory to advance a theoretical model that includes envi-
ronmental values, attitudes, and behavioural intentions. The selection of variables for 
environmental values comes from VBN theory.
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Environmental Values and Consumer Intentions

Agritourism is a complex activity that contributes to human and environmental 
health, as well as the health of rural settlements, which can support the most wanted 
desideratum, the sustainability of the environment (Ciolac et al., 2019). At the same 
time, the perspective that people are part of nature also contributes to their inten-
tions towards agritourism. To study the specific relationships between environmental 
values and consumer intentions, this article incorporates two main aspects of envi-
ronmental values, i.e., environmental benefits and the human-nature coordination 
concept.

Environmental benefits refer to the benefits that various functions of the environ-
ment bring to people in the process of people using natural resources (Barbieri et 
al., 2016). On the one hand, natural environments are a source of physical materials, 
which can be transported out of the environment and used in various ways (Sutton, 
2017). These materials may be of value when directly consumed or used to manufac-
ture products that people value. On the other hand, beautiful scenery also provides 
people with comfortable psychological enjoyment, which is also a kind of environ-
mental benefit that is difficult to measure in monetary terms (Barbieri et al., 2016). 
Some empirical studies show that the top-ranking motivations for participation and 
interest in agritourism are environmental benefits (Jolly and Reynolds, 2005). Some 
scholars have found that based on the growing concern in the United States about 
environment-related issues, such as the protection of natural resources and habi-
tat conservation, environmental benefits are particularly important for agritourism 
development (Barbieri et al., 2016).

Human-nature coordination is a concept that indicates when a person considers 
humans and nature to be equal, mutually beneficial, and harmonious. According 
to Liu et al. (2020), the human orientation towards nature includes the worship of 
nature, the conquest of nature, and conformity to nature. Humans and the natural 
environment are inseparable and interdependent, and thus, they greatly influence 
each other. Some empirical studies have found that the human-nature coordination 
concept significantly, positively, and directly influences people’s attitudes towards 
tourism and nature conservation (Fraj and Martinez, 2006). These studies also reveal 
that tourists with the human-nature coordination concept are more likely to support 
tourism development and nature conservation than those who hold a concept that 
prioritizes humans (Cheng et al., 2011). Based on these factors, the following hypoth-
eses are proposed:

H1. Environmental benefits have a direct positive effect on consumer intentions.
H2. The human-nature coordination concept has a direct positive effect on con-

sumer intentions.
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Environmental Values and Attitudes, Subjective Norms, and Perceived 
Behavioural Control

Environmental Values and Attitudes

Attitude refers to an individual’s stable psychological tendency towards a particu-
lar behaviour (Ajzen, 1991). If a person has a positive attitude towards a particular 
behaviour, he or she will be more likely to engage in that behaviour (Ajzen, 1991). 
There are many factors that may influence people’s attitudes towards agritourism. 
Environmental values, which include environmental benefits and the human-nature 
coordination concept, play critical roles in people’s attitudes towards agritourism. 
Some empirical studies show that people who value environmental benefits more 
have more positive attitudes towards agritourism (Barbieri et al., 2016; Nguyen et al., 
2018). In addition, other studies have found that possessing the human-nature coordi-
nation concept has a positive influence on people’s supportive attitudes towards agri-
tourism and nature conservation (Cheng et al., 2011). Additionally, positive attitudes 
towards agritourism have a positive association with the intention to actively partici-
pate in agritourism (Nickerson et al., 2001). On this basis, the following hypotheses 
are proposed:

H3. Attitudes are an intermediary between environmental benefits and consumer 
intentions.

H4. Attitudes are an intermediary between the human-nature coordination concept 
and consumer intentions.

Environmental Values and Subjective Norms

Subjective norms refer to the belief that an important person or group of people will 
approve and support a particular behaviour (Ajzen, 1991; Liu et al., 2020). Subjec-
tive norms are determined by the perceived social pressure from others for an indi-
vidual to behave in a certain manner and the individual’s motivation to comply with 
those people’s views. In short, subjective norms refer to an individual’s estimate of 
the social pressure of his or her participation (or non-participation) in the behaviour 
under consideration (Ajzen, 1991). According to Li et al. (2019), “the role of social 
norms is related to behavior that is more or less open to others.” In the era of digi-
tal communication, people are more willing to ask others for advice before travel-
ling, and they often share their tourism experiences on social media. As they have 
more opportunities to access other people’s thoughts and behaviours in regard to 
environmental benefits and the human-nature coordination concept, their subjective 
norms are impacted by those who are important to them. On this basis, the following 
hypotheses are proposed:

H5. Subjective norms are an intermediary between environmental benefits and 
consumer intentions.

H6. Subjective norms are an intermediary between the human-nature coordination 
concept and consumer intentions.
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Environmental Values and Perceived Behavioural Control

Perceived behavioural control refers to an individual’s “perception of the ease or diffi-
culty of performing the behavior of interest” (Ajzen, 1991:183). It reflects an individ-
ual’s perceptions guided by experience or second-hand information, including both 
internal control factors, such as personal abilities and emotions, and external control 
factors, such as opportunities, obstacles and information (Ajzen, 1991). Sometimes, 
perceived behavioural control and actual behavioural control diverge significantly. 
To the extent that perceived behavioural control is veridical, it can serve as a proxy 
for actual behavioural control and contribute to predicting the behaviour in question 
(Yang-Wallentin et al., 2004). In agritourism, people’s perceived behavioural control 
is generally impacted by time, money, work, and other situations. Using data from 
a survey in China, some empirical studies have revealed that perceived behavioural 
control has a positive and significant effect on sustainable consumption behaviours 
(Wang et al., 2014; Liu et al., 2020). From the perspective of environmental values, 
agritourism is a kind of sustainable consumption behaviour; thus, it should also apply 
to the above conclusion. To test the conclusion, it is necessary to further address 
perceived behavioural control. Accordingly, the following hypotheses are proposed:

H7. Perceived behavioural control is an intermediary between environmental ben-
efits and consumer intentions.

H8. Perceived behavioural control is an intermediary between the human-nature 
coordination concept and consumer intentions.

Attitudes, Subjective Norms, Perceived Behavioural Control and Consumer 
Intentions

In the current formulation of the theory, favourable attitudes and supportive subjec-
tive norms provide the motivation to engage in a behaviour; however, a concrete 
intention to do so is formed only when the perceived control over the behaviour is 
sufficiently strong (Ajzen, 2020). Ajzen assumed that behavioural intentions are a 
motivational factor that affects behaviour, indicating that individuals are willing to 
accept the difficulty and effort involved in engaging in a behaviour (Ajzen, 1991; 
Fisbein & Ajzen, 1975). Existing research on the TPB demonstrates that attitudes, 
subjective norms, and perceived behavioural control are three significant variables 
that positively correlate with behavioural intentions (Madden et al., 1992). Applying 
TPB to consumer intentions towards agritourism, the more positive people’s attitudes 
towards this behaviour are, the more support they have from family and friends, and 
the more they can control their behaviour, the more intentions they will have to par-
ticipate in agritourism. On this basis, the following hypotheses are proposed:

H9. Attitudes and consumer intentions have a positive correlation.
H10. Subjective norms and consumer intentions have a positive correlation.
H11. Perceived behavioural control and consumer intentions have a positive 

correlation.
Based on the above correlations, we create a framework for exploring the mecha-

nisms between consumer intentions towards agritourism, expanding the TPB model. 
This framework connects environmental values to behavioural attitudes, subjective 
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norms, and perceived behavioural control. These three variables of the TPB impact 
consumer intentions towards agritourism. First, this study investigates the effects of 
environmental values on behavioural attitudes, subjective norms, perceived behav-
ioural control, and consumer intentions. Second, it examines the effects of behav-
ioural attitudes, subjective norms, and perceived behavioural control on consumer 
intentions. Third, it studies the mediating effects of behavioural attitudes, subjective 
norms, and perceived behavioural control on the relationship between environmental 
values and consumer intentions towards agritourism. Figure 1 presents the research 
framework.

Research Methods

Scale Design

The survey was designed based on the relevant previous international literature on 
agritourism to select a suitable scale for the study. It mainly draws from Han et al. 
(2010), Chen and Tsai (2007), Bruce Traill et al. (2006), Lam and Hsu (2004), Fraj 
et al. (2006), and Cheng et al. (2011). The survey used in this study consisted of 
three parts. The first part collected basic information, such as the respondents’ gen-
der, age, region, profession, and income. The second part measured the degree of 
participation in agritourism. The third part measured subjective variables, including 
variables related to the TPB (attitudes, subjective norms, perceived behavioural con-
trol, behavioural intentions, and perceived moral obligation), consumer intentions, 
and environmental risks and benefits (environmental risks, environmental benefits, 
an environmentally friendly lifestyle, and the human-nature coordination concept). 

Fig. 1 Internal mechanism model of consumer intentions towards agritourism
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The three parts contained a total of 39 items. The measurement contents of the third 
part are shown in Table 1. To help the respondents better understand the significance 
of the research and its background, the survey began with a brief introduction to 
agritourism.

Data Collection

Establishing Beijing as the centre, we connect Hebei and Tianjin to form a research 
system. Geographically, the three regions of Beijing, Tianjin, and Hebei are close 
neighbours known as the Jingjinji Metropolitan Region. It is the National Capital 
Region of China, the Capital Economic Zone, and the largest urbanized megalopolis 
region in North China. It includes an economic region surrounding the municipalities 

Table 1 Variable Design
Latent 
Variables

Measurement Item Sources

Environ-
mental Ben-
efits (EB)

EB1: I believe that agritourism will bring benefits to the environment (Bruce Traill 
et al., 2006; 
Fraj and 
Martinez, 
2006; Cheng 
et al., 2011)

EB2: I think the natural environment will be protected by agritourism

Human-
Nature 
Coordina-
tion Concept 
(HN)

HN1: Humans depend on the natural environment for survival (Bruce Traill 
et al., 2006; 
Fraj and 
Martinez, 
2006; Cheng 
et al., 2011)

HN2: Environmental protection is important for our future generations
HN3: Humans are part of nature

Attitudes 
(ATT)

ATT1: It is good for me to engage in agritourism in my spare time (Han et al., 
2010)ATT2: It is valuable for me to engage in agritourism in my spare time

ATT3: Engaging in agritourism can bring me happiness
ATT4: It makes sense for me to engage in agritourism in my spare time
ATT5: It is advisable for me to engage in agritourism in my spare time
ATT6: I enjoy spending my spare time on agritourism
ATT7: I have a positive attitude towards engaging in agritourism in my 
spare time

Subjective 
Norms (SN)

SN8: Those who are important to me support me in engaging in agritour-
ism in my spare time

(Han et al., 
2010)

SN9: Those who are important to me expect me to engage in agritourism 
in my spare time
SN10: Those whose views I respect would like to see me engage in 
agritourism

Perceived 
Behavioural 
Control 
(PBC)

PBC11: It is up to me to engage in agritourism in my spare time (Han et al., 
2010)PBC12: I can engage in agritourism if I want to

PBC13: I have the time and opportunity to engage in agritourism

Consumer 
Intentions 
(INT)

INT1: I’d like to undertake agritourism (Bruce Traill 
et al., 2006; 
Fraj and 
Martinez, 
2006; Cheng 
et al., 2011)

INT 2: I’d like to purchase/repurchase products related to agritourism
INT 3: I’d like to engage in agritourism with my family
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of Beijing and Tianjin along the coast of the Bohai Sea. Agritourism has become an 
ideal choice for citizens to escape the pressure of urban life at a lower cost in their 
spare time. In addition, with a developed economy and a large population, Beijing 
has a large demand for agritourism, while Tianjin and Hebei are rich in agritourism 
resources within their territories (Lin, 2005; Yuan-yuan, 2009).

The survey and data collection process of this study was conducted by sending 
online questionnaires through Sojump, a professional online questionnaire survey 
platform. Respondents completed the questionnaire through a computer or mobile 
phone to provide detailed feedback on agritourism. The surveys were coded to 
match each city to facilitate statistical entry. Important measurement items were set 
as required answers to prevent missing data. Several reasonable logical correlations 
between each measurement item were set to ensure efficiency. To ensure the validity 
of the data collection process, we first issued 30 questionnaires in Beijing, Tian-
jin, and Hebei Province for a preliminary investigation to ensure the validity of the 
questionnaire.

The formal questionnaire survey was conducted from June 2018 to July 2018. The 
survey was closed after responses had not been received for several consecutive days. 
We applied multi-stage, random stratified sampling (Lhoitka and Ringe, 2012) and 
obtained 640 completed surveys out of 800 total that were distributed. This amount 
represents an effective response rate of 80%, which is consistent with Byrne’s method 
(Byrne, 2013) regarding sample selection requirements. Invalid questionnaires were 
eliminated by manual identification, including 34 responses whose answer time was 
less than 180 s, and 67 responses that were in patterns such as 5555, 6666, or 4444. 
The composition and distribution of the sample are shown in Table 2.

Through descriptive statistical analysis of the sample, we found that 69.2% of the 
respondents have participated in agritourism. In terms of the gender distribution, the 
number of female respondents was higher than that of male respondents, at 61.4% 
and 38.6%, respectively. In terms of the age distribution, 75.5% of the respondents 
were between 19 and 35 years old, of whom 40% were between 19 and 25 years old 
and 35.5% were between 25 and 35 years old. The specific information is shown in 
Table 2.

Statistical Analysis

During this study, the internal consistency of the data was analysed using SPSS 20.0. 
Table 3 describes the conclusions of the reliability analysis of the questionnaire. The 
results indicate that for the six latent variables, Cronbach’s alpha was greater than 
0.7. From Table 3, most of the alpha values were above 0.7, and for the two special 
variables, environmental benefits and perceived behavioural control, the values were 
above 0.6 and close to 0.7. Therefore, we can conclude that the research variables 
have high internal consistency and reliability and that the survey data are reliable.

Starting from the six dimensions of agritourism, this research adopts SEM and dis-
cusses the complicated relationships among the six dimensions, including environ-
mental values (environmental benefits and the human-nature coordination concept), 
attitudes, subjective norms, perceived behavioural control, and consumer intentions. 
The SEM includes two sets of theoretical models. The first is the structural model, 
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which is used to define both the potential independent variables (i.e., environmental 
benefits, the human-nature coordination concept, attitudes) and the potential linear 
relationship between the variables (i.e., subjective norms, perceived behavioural con-

Latent Variables Number of 
Observed 
Variables

Cron-
bach’s 
Alpha

Environmental Benefit (EB) 2 0.659
Human-Nature Coordination Concept (HN) 3 0.878
Attitudes (ATT) 4 0.875
Subjective Norms (SN) 3 0.771
Perceived Behavioural Control (PBC) 3 0.676
Customer Intentions (INT) 3 0.724

Table 3 Reliability test of the 
latent variables

 

Variable 
Characteristics

Classification 
Standards

Frequency Per-
cent-
age 
(%)

Gender Male 247 38.6
Female 393 61.4

Age 18 and below 38 5.9
19 ~ 25 256 40
26 ~ 35 227 35.5
36 ~ 50 98 15.3
51 ~ 65 19 3.0
66 and above 2 0.3

Marital Status Married 302 47.2
Single 338 52.8

Ever Participated 
in Agritourism

Yes 443 69.2
No 197 30.8

City of Residence Beijing 221 34.5
Hebei 215 33.6
Tianjin 204 31.9

Number of Times 
of Participation in 
Agritourism in the 
Last Year

0 197 30.8
1 153 23.9
2 166 25.9
3 78 12.2
4 28 4.4
5 8 1.3
6 4 0.6
7 and above 6 0.9

Permanent Family 
Member Status

Three Generations 93 14.5
With Spouse and 
Children

228 35.6

With Parents 222 34.7
With Children 7 1.1
Live Alone 90 14.1

Total 640 100

Table 2 Descriptive statistics of 
the sample
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trol). The second is the measurement model, which defines the linear relationships 
between the latent and observed variables.

SEM Check

Based on the reliability and validity of the survey, this study used the SPSS 20.0 and 
AMOS 17.0 software analysis tools to establish the structural equation model to anal-
yse the relationship between these six variables. AMOS 22 17.0 software was used 
to establish the SEM path, as shown in the conceptual model in Fig. 2. Any path that 
did not pass the inspection was deleted, and the model was adjusted accordingly. The 
revised conceptual model and its solution path coefficients are shown in Fig. 2. The 
results demonstrate that the SEM confirmed Hypotheses H2, H3, H4, H5, H6, H7, 
H8, H9, and H10, while H1 and H11 were not confirmed.

Model Goodness-of-Fit Test

As shown in Table 4, the SEM goodness-of-fit test was conducted after the model 
was adjusted. Table 4 shows that the fit index card and degrees of freedom are 3.503; 
the GFI and NFI values are 0.930 and 0.914, respectively; the IFI and CFI values are 
0.937 and 0.937, respectively; and the RMSEA is 0.063, which is less than 0.08, thus 
confirming that the model is based upon a representative sample. The test results of 
the SEM check are presented in Table 5.

Fig. 2 Path graph of the structural equation model (SEM). Note: ***: p < 0.001, **: p < 0.01, *: p < 0.05
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Mediating Effect Analysis

The bootstrap intermediate test is a highly effective and widely accepted method of 
examining mediating effects (Li et al., 2019). To further explore the mechanisms of 
the impact of environmental values on consumer intentions towards agritourism, this 
paper applies bootstrapping to further analyse the mediating effect of three variables: 
attitudes, subjective norms, and perceived behavioural control.

As shown in Table 6, the confidence intervals of the total indirect effect of the 
environmental benefits-intentions relationship are (0.229, 1.174) and (0.211, 1.085), 
which do not include 0. These results indicate that the total indirect effect of environ-
mental benefits and intentions exists. Moreover, the confidence intervals of the total 
indirect effect of –the human-nature coordination concept-intentions relationship are 
(0.156, 0.519) and (0.073, 0.487), which do not include 0. These results indicate that 
the total indirect effect of the human-nature coordination concept and intentions also 
exists.

To further explore the specific effects of the three mediating variables in our 
model, we further analysed their mediating effects and compared their results, as 
shown in Table 7. Based on these results, we conclude that, except for two variable 
relationships, the mediating effects of all the other variables exist, as their confidence 
intervals do not contain 0. The two variable relationships whose confidence intervals 

Table 4 Goodness-of-fit test results
X2 Df X2/df GFI NFI IFI CFI

Standard Effect 430.844 123 < 3
3.503

> 0.9
0.930

> 0.9
0.914

> 0.9
0.937

> 0.9
0.937

Table 5 SEM check
H Path Estimate SE CR P Pass 

or 
Not

H1 Consumer intentions ← Environmental benefits 0.114 0.076 1.506 0.132 no
H2 Consumer intentions ← Human-nature coordi-

nation concept
0.165*** 0.055 2.969 0.003 yes

H3 Attitudes ← Environmental benefits 0.540*** 0.075 7.232 0.001 yes
H4 Attitudes ← Human-nature coordi-

nation concept
0.645*** 0.052 12.321 0.001 yes

H5 Subjective norms ← Environmental benefits 0.452*** 0.069 6.555 0.001 yes
H6 Subjective norms ← Human-nature coordi-

nation concept
0.235*** 0.046 5.170 0.001 yes

H7 Perceived behav-
ioural control

← Environmental benefits 0.358*** 0.072 4.954 0.001 yes

H8 Perceived behav-
ioural control

← Human-nature coordi-
nation concept

0.344*** 0.053 6.446 0.001 yes

H9 Consumer intentions ← Attitudes 0.470*** 0.048 9.758 0.001 yes
H10 Consumer intentions ← Subjective norms 0.310*** 0.054 5.787 0.001 yes
H11 Consumer intentions ← Perceived behavioural 

control
0.055 0.049 1.107 0.268 no

Note: ***: p < 0.001, **: p < 0.01, *: p < 0.05
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contained 0 were the environmental benefits-perceived behavioural control-inten-
tions relationship and the human-nature coordination concept-perceived behavioural 
control-intentions relationship, of which the confidence intervals of their mediating 
effects are (-0.012, 0.065) and (-0.011, 0.057), respectively. Since these two confi-
dence intervals contain 0, their mediating effects do not exist.

As shown in Table 8, the confidence intervals of the direct effects in the relation-
ship between environmental benefits and intentions are (-0.130, 0.847) and (-0.053, 
1.376), respectively, and both intervals include 0. The direct effect of the relation-
ship between environmental benefits and intentions does not exist, so their mediating 
effect involves full mediation. However, the confidence intervals of the direct effects 
in the relationship between the human-nature coordination concept and intentions are 
(0.017, 0.297) and (0.039, 0.342), respectively, and do not include 0. Therefore, the 
relationship between the human-nature coordination concept and intentions involves 
partial mediation.

Discussion

In the existing literature, few studies reveal the mediating mechanism between envi-
ronmental values and consumer intentions to participate in agritourism. Based on 
past studies on environmental values and consumer intentions towards agritourism, 
this study applies the TPB to the psychological path factors that impact consumer 
intentions concerning agritourism. Furthermore, it introduces environmental ben-
efits and the human-nature coordination concept, provides conclusions with practi-
cal significance, and proposes an extended TPB model. In this study, we found that 
extending the traditional TPB model augments our understanding of the relationship 
between environmental values and consumer intentions towards agritourism.

In terms of attitudes, based on the results verifying H9, people’s attitudes towards 
agritourism are positively related to their intentions in relation to agritourism. In 
other words, the intentions of people with positive attitudes towards agritourism are 
stronger. In terms of subjective norms, this study reveals that there is a significant 
positive correlation between people’s subjective norms towards agritourism and their 
intentions. This finding means that the support that people receive from important 
family members and friends positively correlates with their intentions to partici-

Variables Point 
Estimate

Boot 
SE

Bootstrapping
Bias-cor-
rected
(95% CI)

Per-
centile
(95% 
CI)

Lower 
Upper

Lower 
Upper

Environmental 
Benefits - Intentions 
(Indirect)

0.413*** 0.244 0.229 1.174 0.211 
1.085

Human-Nature Coor-
dination Concept -
Intentions (Indirect)

0.370*** 0.103 0.156 0.519 0.073 
0.487

Table 6 The results of the boot-
strap mediating effect test

Note: ***: p < 0.001, **: 
p < 0.01, *: p < 0.05
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pate in agritourism. In terms of perceived behavioural control, the results show that 
the correlation between people’s perceived behavioural control and their intentions 
towards agritourism is not significant, which is different from the findings of Pan-
wanitdumrong and Chen (2021) and Gkargkavouzi et al. (2019). Perceived behav-
ioural control is affected by many factors, such as perceptual promotion factors and 
people’s perception of their own ability, resources and opportunities. The nonsignifi-

Variables Estimate S.E Standard-
ized Total 
Effects

Mackinnon
PRODCLIN 2
95% CI
Lower Upper

Environmen-
tal Benefits 
– Attitudes
Attitudes 
– Intentions

0.540***
0.470***

0.075
0.048

0.424 0.161 0.364

Environmental 
Benefits – Sub-
jective Norms
Subjec-
tive Norms 
– Intentions

0.452***
0.310***

0.069
0.054

0.424 0.074 0.225

Environmen-
tal Benefits 
– Perceived 
Behavioural 
Control
Perceived 
Behavioural 
Control 
– Intentions

0.358***
0.055

0.072
0.049

0.424 -0.012 0.065

Human-Nature 
Coordina-
tion Concept 
– Attitude
Attitudes 
– Intentions

0.605***
0.470***

0.049
0.048

0.515 0.202 0.379

Human-Nature 
Coordina-
tion Concept 
– Subjective 
Norms
Subjec-
tive Norms 
– Intentions

0.221***
0.310***

0.043
0.054

0.515 0.032 0.117

Human-Nature 
Coordina-
tion Concept 
– Perceived 
Behavioural 
Control
Perceived 
Behavioural 
Control 
– Intentions

0.322***
0.055

0.050
0.049

0.515 -0.011 0.057

Table 7 The results of the boot-
strap mediating effect test of the 
three variables

Note: ***: p < 0.001, **: 
p < 0.01, *: p < 0.05
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cant relationship shows that, currently, people’s relevant conditions are not enough 
for them to consume agritourism.

While the results of the above variables extend past research on the basic variables 
of the TPB, this study extends the analysis by including the relationship between 
two environmental value variables (environmental benefits and the human-nature 
coordination concept) and people’s intentions towards agritourism. The results show 
that environmental benefits have a smaller effect coefficient on consumer inten-
tions towards agritourism. Based on the results of H2, the human-nature coordina-
tion concept has a direct and positive correlation with consumer intentions towards 
agritourism.

However, it is too early to draw the conclusion that environmental benefits have 
little influence on consumer intentions towards agritourism. The results verifying H3, 
H4, H5, and H6 show that both environmental benefits and the human-nature coordi-
nation concept can indirectly influence consumer intentions towards agritourism by 
influencing attitudes and subjective norms. Therefore, environmental values influ-
ence consumer intentions towards agritourism. In this model, environmental benefits 
influence intentions towards agritourism through full mediation, while the human-
nature coordination concept influences intentions towards agritourism through partial 
mediation.

The analysis reveals that in the Beijing-Tianjin-Hebei region, a fast-paced and 
high-pressure urban area, environmental values have a significant positive mediat-
ing effect on consumer intentions towards agritourism. Based on the analysis of the 
mechanisms of the factors that influence consumer intentions towards agritourism, 
there are several implications for policy-makers and programme implementation.

First, as shown in the empirical tests, the relationship between environmen-
tal benefits and consumer intentions towards agritourism involves full mediation. 
Environmental benefits positively influence consumer intentions towards agritour-
ism through people’s attitudes. Therefore, policy-makers should positively advocate 
the environmental benefits of agritourism, which will positively affect people’s atti-
tudes and thus increase their intentions towards agritourism. Second, as shown in the 
empirical tests, the relationship between the human-nature coordination concept and 
consumer intentions towards agritourism involves partial mediation, which means 
that the human-nature coordination concept has both direct and indirect impacts on 
consumer intentions. Therefore, policy-makers should actively promote the human-
nature coordination concept to improve subjective norms through social impact, thus 

Variables Point 
Estimate

Boot 
SE

Bootstrapping
Bias-cor-
rected
(95% CI)

Percentile
(95% CI)

Lower 
Upper

Lower 
Upper

Environmental 
Benefits - Intentions 
(Direct)

0.114 0.401 -0.130 0.847 -0.053 
1.376

Human-Nature Co-
ordination Concept - 
Intentions (Direct)

0.154*** 0.077 0.017 0.297 0.039 
0.342

Table 8 The results of the direct 
effect test

Note: ***: p < 0.001, **: 
p < 0.01, *: p < 0.05
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increasing intentions. Third, while promoting agritourism, policy-makers should also 
improve education regarding people’s environmental protection awareness. Improv-
ing the characteristics and innovations surrounding tourism projects is an effective 
way to enhance the attractiveness of agritourism. For example, adding experiential 
activities with unique local features and encouraging consumers to participate in 
designing souvenirs that are related to environmental benefits and the human-nature 
coordination concept will improve consumers’ experience, thus helping consumers 
and local businesses establish a stable and long-term relationship.

To strengthen the protection of the ecological environment and culture in agricul-
tural areas, the government should also pay attention to culture with local character-
istics, learn from existing ancient towns and villages with rich native characteristics, 
and use unique customs, the historical background, ecology, and the humanities to 
create tourism villages with original features. Doing so will not only preserve tradi-
tional Chinese culture but also integrate tourism, attracting urban consumers to agri-
tourism and promoting capital flow, which may narrow the gap between urban and 
rural areas. As one of the “seven major strategies” for beginning a new era of social-
ism with Chinese characteristics, the implementation of agritourism not only embod-
ies the ideal of the “three rural issues” proposed by Xi Jinping but also aligns with 
the longing for the good life of farmers (Wang and Zhuo, 2018). The implementation 
of the strategy for rural revitalization requires the cooperation of the government, 
enterprises, and the masses. The government needs to formulate a series of prefer-
ential policies, increase financial allocations, coordinate, and strengthen supervision. 
Enterprises, especially agricultural-related enterprises, should actively respond to the 
call and provide more employment opportunities in rural areas.

Conclusions

Agritourism strengthens the linkages between tourism and agriculture while foster-
ing sustainability principles (Broccardo et al., 2017). It not only provides urban con-
sumers with the opportunity to enjoy and reinforce the atmosphere of agricultural life 
but also helps agricultural entrepreneurs increase their income by providing tourism 
services, creating additional employment, and improving local infrastructure (Tew 
and Barbieri, 2012). Therefore, this study contributes to socio-psychological research 
on agritourism behaviour by incorporating VBN theory and the TPB by adding two 
variables, i.e., environmental benefits and the human-nature coordination concept, 
to the TPB. Through preliminary research, questionnaire design, and surveys, the 
impact mechanisms were analysed in depth. The main conclusions are as follows:

First, this study found that research on the influencing factors and the mechanisms 
behind consumer intentions towards agritourism under the “environmental values-
attitudes-behavioural intentions” extended framework has scientific applicability 
through reliability and validity analysis and hypothesis testing of the model. The 
study provides new theoretical support for research on the public’s intentions towards 
agritourism.

Second, the two variables of environmental values have a positive correlation with 
people’s intentions to participate in agritourism directly or indirectly. Environmen-
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tal benefits influence intentions towards agritourism through full mediation, while 
the human-nature coordination concept influences intentions towards agritourism 
through partial mediation (both direct and indirect influence).

Moreover, attitudes and subjective norms are positive mediators between environ-
mental values and consumer intentions towards agritourism. In contrast, there is no 
significant mediating effect of perceived behavioural control between environmental 
benefits and the human-nature coordination concept on intentions, indicating that 
the public’s perception of their ability or confidence to consume agritourism cannot 
be improved solely by enhancing environmental values to stimulate intention. This 
result gives us a meaningful indication that heightened levels of opportunity and 
resources such as time, money, skills, and others’ cooperation are needed to foster 
behavioural intentions (Ajzen, 1991). This research developed a systematic frame-
work to test a more comprehensive model, tested several hypotheses with empirical 
data, and provided practical implications to policy-makers. In the future, the govern-
ment should pay attention to improving people’s awareness of environmental protec-
tion and the human-nature coordination concept through various methods, such as 
policy guidance and cultural cultivation.

However, the conclusions of this study are preliminary. The limitations of this 
study include three main issues. First, people’s intentions towards agritourism may 
also be affected by other factors, such as travel costs and education; thus, the control 
variables could be stricter. Second, the survey sample could be increased, and the sur-
vey scope could be extended. Finally, the data were based on self-reported intentions 
and behaviours. Therefore, subsequent analyses employing data from larger survey 
samples and the application of alternative statistical methods to verify the hypotheses 
are clearly needed.

Acknowledgements This research was funded by the Humanities and Social Sciences project of Ministry 
of Education, P.R.C. (19YJA790101). Authors are grateful to peer reviewers, for their advices and insights.

Open Access This article is licensed under a Creative Commons Attribution 4.0 International License, 
which permits use, sharing, adaptation, distribution and reproduction in any medium or format, as long 
as you give appropriate credit to the original author(s) and the source, provide a link to the Creative 
Commons licence, and indicate if changes were made. The images or other third party material in this 
article are included in the article’s Creative Commons licence, unless indicated otherwise in a credit line 
to the material. If material is not included in the article’s Creative Commons licence and your intended use 
is not permitted by statutory regulation or exceeds the permitted use, you will need to obtain permission 
directly from the copyright holder. To view a copy of this licence, visit http://creativecommons.org/
licenses/by/4.0/.

References

Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human decision processes, 
50(2), 179–211

Ajzen, I. (2020). The theory of planned behavior: Frequently asked questions. Human Behavior and 
Emerging Technologies, 2(4), 314–324

Bamberg, S., Hunecke, M., & Blöbaum, A. (2007). Social context, personal norms and the use of public 
transportation: Two field studies. Journal of environmental psychology, 27(3), 190–203

1 3

15 Page 18 of 21

http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/


The Influence of Environmental Values on Consumer Intentions to—…

Barbieri, D., Sotomayor, M. S., Aguilar, D., & Francisco, X. (2016). Perceived Benefits of Agritourism: 
A Comparison between Missouri Metropolitan and Non-Metropolitan Residents. Advancing Travel 
Insights Globally

Broccardo, L., Culasso, F., & Truant, E. (2017). Unlocking value creation using an agritourism business 
model. Sustainability, 9(9), 1618

Brosch, T., & Sander, D. (Eds.). (2015). Handbook of value: perspectives from economics, neuroscience, 
philosophy, psychology and sociology. Oxford University Press

Brown, T. C. (1984). The concept of value in resource allocation. Land economics, 60(3), 231–246
Bruce Traill, W., Yee, W. M., Lusk, J. L., Jaeger, S. R., House, L. O., Morrow, J. L. Jr. … Moore, M. 

(2006). Perceptions of the risks and benefits of genetically-modified foods and their influence on 
willingness to consume. Acta Agriculturae Scand Section C, 3(1), 12–19

Byrne, B. M. (2013). Structural equation modeling with Mplus: Basic concepts, applications, and pro-
gramming. Routledge

Chen, C. F., & Tsai, D. (2007). How destination image and evaluative factors affect behavioral intentions? 
Tourism management, 28(4), 1115–1122

Cheng, S., Zhang, J., Lu, S., Xu, F., & Zhang, H. (2011). Influence of tourists’ environmental tropisms 
on their attitudes to tourism and nature conservation in natural tourist destinations: A case study of 
Jiuzhaigou National Park in China. Chinese Geographical Science, 21(3), 377–384

Chiodo, E., Fantini, A., Dickes, L., Arogundade, T., Lamie, R. D., Assing, L. … Salvatore, R. (2019). 
Agritourism in Mountainous Regions—Insights from an International Perspective. Sustainability, 
11(13), 3715

Choi, H., Jang, J., & Kandampully, J. (2015). Application of the extended VBN theory to understand con-
sumers’ decisions about green hotels. International Journal of Hospitality Management, 51, 87–95

Ciolac, R., Adamov, T., Iancu, T., Popescu, G., Lile, R., Rujescu, C., & Marin, D. (2019). Agritourism-A 
Sustainable development factor for improving the ‘health’ of rural settlements. Case study Apuseni 
mountains area. Sustainability, 11(5), 1467

Dan, M. (2019). Change Of China’s Rural Community: A Case Study of Zhejiang’s Jianshanxia Village (3 
vol.). World Scientific

Fisbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behavior: An introduction to theory and 
research. Massachusetts, Addison-Wiley Publishing Company

Fraj, E., & Martinez, E. (2006). Environmental values and lifestyles as determining factors of ecological 
consumer behaviour: an empirical analysis.Journal of Consumer Marketing

Gkargkavouzi, A., Halkos, G., & Matsiori, S. (2019). Environmental behavior in a private-sphere context: 
Integrating theories of planned behavior and value belief norm, self-identity and habit. Resources, 
Conservation and Recycling, 48, 145–156

Gurrieri, A. R., Lorizio, M., & Stramaglia, A. (2014). Entrepreneurship and network. Entrepreneurship 
Networks in Italy (pp. 1–15). Springer, Cham. https://doi.org/10.1007/978-3-319-03428-7

Han, H., Hsu, L. T. J., & Sheu, C. (2010). Application of the theory of planned behavior to green hotel 
choice: Testing the effect of environmental friendly activities. Tourism management, 31(3), 325–334

Harari, Y. N. (2020). The world after coronavirus.Financial Times, 20
He, Z. Q., Jiang, Y. T., & He, M. W. (2019). Study on low-carbon travel Choices of urban commuters: 

Based on TPB and VBN integration model. Journal of Arid Land Resources and Environment, 33(4), 
89

Huang, C. M., Tuan, C. L., & Wongchai, A. (2014). Development Analysis of Leisure Agriculture–A Case 
Study of Longjing Tea Garden, Hangzhou, China. APCBEE Procedia, 8, 210–215

Jolly, D. A., & Reynolds, K. A. (2005). Consumer demand for agricultural and on-farm nature tourism. 
Small Farm Center, University of California-Davis

Lam, T., & Hsu, C. H. (2004). Theory of planned behavior: Potential travelers from China. Journal of 
hospitality & tourism research, 28(4), 463–482

Li, G., Li, W., Jin, Z., & Wang, Z. (2019). Influence of environmental concern and knowledge on house-
holds’ willingness to purchase energy-efficient appliances: a case study in Shanxi, China. Sustain-
ability, 11(4), 1073

Lin, W. A. N. G. (2005). On Tourism Characteristic of Beijing/Tianjin/Hebei Region and Tianjin’s Com-
parative Advantage of Regional Tourism [J].Journal of Tianjin Administration Institute, 3

Liu, M. T., Liu, Y., & Mo, Z. (2020). Moral norm is the key.Asia Pacific Journal of Marketing and Logistics
Lu, Y., Zhang, Y., Cao, X., Wang, C., Wang, Y., Zhang, M. … Chen, D. (2019). Forty years of reform and 

opening up: China’s progress toward a sustainable path. Science advances, 5(8), eaau9413

1 3

Page 19 of 21 15

http://dx.doi.org/10.1007/978-3-319-03428-7


Z. Zhao et al.

Lv, J. (2020). Leisure Agriculture and Rural Tourism Policy Guidance: Leisure Agriculture and Rural 
Tourism Policy Interpretation. Agricultural Resources and Regionalization in China, 41(3), 35–35

Madden, T. J., Ellen, P. S., & Ajzen, I. (1992). A comparison of the theory of planned behavior and the 
theory of reasoned action. Personality and social psychology Bulletin, 18(1), 3–9

Millard, R. M. (1949). Types of value and value terms. The Journal of Philosophy, 46(5), 129–133
Nguyen, N. T. H., Suwanno, S., Thongma, W., & Visuthismajarn, P. (2018). The attitudes of residents 

towards agro-tourism impacts and its effects on participation in agro-tourism development: The case 
study of Vietnam. African Journal of Hospitality, Tourism and Leisure, 7(4), 1–18

Nickerson, N. P., Black, R. J., & McCool, S. F. (2001). Agritourism: Motivations behind farm/ranch busi-
ness diversification. Journal of Travel research, 40(1), 19–26

Pan, L. L., & Wang, X. Y. (2018). Research on the influencing factors of tourists’ environmental behav-
ioral intention based on subjective psychological perspective. Take Xixi National Wetland Park as an 
example. Geographical Science, 38(8), 1337–1345

Panwanitdumrong, K., & Chen, C. L. (2021). Investigating factors influencing tourists’ environmentally 
responsible behavior with extended theory of planned behavior for coastal tourism in Thailand. 
Marine Pollution Bulletin, 169, 112507

Rambodagedara, R. M. M. H. K., Silva, D. A. C., & Perera, S. (2015). Agro-Tourism Development in 
Farming Community: Opportunities and Challenges. Hector Kobbekaduwa Agrarian Research and 
Training Institute

Steg, L. (2016). Values, norms, and intrinsic motivation to act proenvironmentally. Annual Review of 
Environment and Resources, 41, 277–292

Steg, L., Perlaviciute, G., Van der Werff, E., & Lurvink, J. (2014). The significance of hedonic values 
for environmentally relevant attitudes, preferences, and actions. Environment and behavior, 46(2), 
163–192

Stern, P. C., Dietz, T., Abel, T., Guagnano, G. A., & Kalof, L. (1999). A value-belief-norm theory of sup-
port for social movements: The case of environmentalism.Human ecology review,81–97

Sutton, P. (2017). Nature, environment and society. Macmillan International Higher Education
Tadaki, M., Sinner, J., & Chan, K. M. (2017). Making sense of environmental values: a typology of con-

cepts.Ecology and Society, 22(1)
Tew, C., & Barbieri, C. (2012). The perceived benefits of agritourism: The provider’s perspective. Tourism 

Management, 33(1), 215–224
The 19th CCCPC (2017). “The Bulletin of the 19th National Congress of the Communist Party of China”. 

Available online: http://www.xinhuanet.com/politics/19cpcnc/2017-10/27/c_1121867529.htm 
(accessed on 25 January 2018). (In Chinese)

Wang, H., & Zhuo, Y. (2018). The Necessary Way for the Development of China’s Rural Areas in the New 
Era-Rural Revitalization Strategy. Open Journal of Social Sciences, 6(6), 97–106

Wang, P., Liu, Q., & Qi, Y. (2014). Factors influencing sustainable consumption behaviors: a survey of the 
rural residents in China. Journal of Cleaner Production, 63, 152–165

Wang, Y. H., & Zhang, W. G. (2016). Leisure Agricultural Tourism Product Development Based on Ser-
vice Innovation Model. DEStech Transactions on Materials Science and Engineering, (amst)

Whitley, C. T., Takahashi, B., Zwickle, A., Besley, J. C., & Lertpratchya, A. P. (2018). Sustainability 
behaviors among college students: An application of the VBN theory. Environmental education 
research, 24(2), 245–262

Xingping, L. (2019). Exploring in the approach to rural revitalization in the view of green development. 
In IOP Conference Series: Earth and Environmental Science (Vol. 310, No. 5, p. 052074). IOP 
Publishing

Xue, Y., Mao, K., Weeks, N., & Xiao, J. (2021). Rural Reform in Contemporary China: Development, 
Efficiency, and Fairness. Journal of Contemporary China, 30(128), 266–282

Yang-Wallentin, F., Schmidt, P., Davidov, E., & Bamberg, S. (2004). Is there any interaction effect between 
intention and perceived behavioral control? Methods of psychological research online, i(2), 127–157

Yuan-yuan, J. I. N. (2009). The Actuality and Countermeasures of Tourism Cooperation between Beijing 
and Tianjin.Commercial Research, (4),42

Publisher’s Note Springer Nature remains neutral with regard to jurisdictional claims in published maps 
and institutional affiliations.

1 3

15 Page 20 of 21

http://www.xinhuanet.com/politics/19cpcnc/2017-10/27/c_1121867529.htm


The Influence of Environmental Values on Consumer Intentions to—…

Authors and Affiliations

Zinan  Zhao1,2 · Yongji  Xue1 · Lili  Geng1 · Ye  Xu1 · Nyingone Ndongo  Meline1

 
 Yongji Xue
xyjbjfu@bjfu.edu.cn

Zinan Zhao
crf_zhaoz2@cuchicago.edu

Lili Geng
lily0506@163.com

Ye Xu
xuyedeyouxiang99@163.com

Nyingone Ndongo Meline
melinendongo@gmail.com

1 School of Economics and Management, Beijing Forestry University, 100083 Beijing, China
2 College of Business, Concordia University Chicago, IL60305 River Forest, USA

1 3

Page 21 of 21 15


	﻿The Influence of Environmental Values on Consumer Intentions to Participate in Agritourism—A Model to Extend TPB
	﻿Abstract
	﻿Introduction
	﻿Literature Review and Hypotheses
	﻿Theory of Planned Behaviour (TPB) and Value-Belief-Norm (VBN) Theory
	﻿Environmental Values and Consumer Intentions
	﻿Environmental Values and Attitudes, Subjective Norms, and Perceived Behavioural Control
	﻿Environmental Values and Attitudes
	﻿Environmental Values and Subjective Norms
	﻿Environmental Values and Perceived Behavioural Control


	﻿Attitudes, Subjective Norms, Perceived Behavioural Control and Consumer Intentions
	﻿Research Methods
	﻿Scale Design
	﻿Data Collection
	﻿Statistical Analysis

	﻿SEM Check
	﻿Model Goodness-of-Fit Test
	﻿Mediating Effect Analysis

	﻿Discussion
	﻿Conclusions
	﻿References


