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percentage and factor analysis.
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In this study, the principal factor analysis method with the largest rotation of orthogonal variance was used to
determine the variables affecting consumers’ willingness to use shared lunch boxes, and a total of 7 factors were
obtained, as shown in the table. Factor F1 is environmental protection, F2 is visual demand, F3 is price, F4 is recycling
channel, F5 is communication, F6 is recommendation and F7 is government intervention.

Environmental protection, visual, communication and recommendation are main effect factors for consumers to use.
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Conclusion




