
19th International Conference on Innovative Computing, Information and Control (ICICIC2025) 
                                                                           August 26-29, 2025, Kitakyushu, Japan 

 
 

 

PS-6: ICICIC2025-WS04-01 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Measurement and Verification of the Three-Dimensional Structure of Green Consumption 
Experience: A Case Study of New Energy Vehicles 

 
Fei Chen and Tao Wen* 

 

School of Economics and Management (School of Tourism), Dalian University, Dalian 116622, P. R. China 
*Corresponding author: wentao@dlu.edu.cn 

Introduction 
 

    The proposal of the “dual carbon” goal and the arrival 
of the experience economy have pointed out the direction 
for China’s green consumption. Green consumption not 
only carries practical value, but also is endowed with 
symbolic significance. Therefore, this paper focuses on 
the customer group with green consumption experience 
of new energy vehicles, and explores the composition of 
green consumption experience from three dimensions: 
functional experience, affective experience and social 
experience. This study uses literature review method, 
in-depth interview method, questionnaire analysis method 
and takes new energy vehicles as an example to define 
the green consumption experience. The reliability 
analysis, validity analysis and confirmatory factor analysis 
are conducted using SPSS27.0 and LISREL 8.70. The 
research results show that green consumption experience 
has a three-dimensional structural characteristic including 
functional experience, affective experience and social 
experience, and that its 12 measurement items have high 
reliability and validity. 

The Concept of Green Consumption 
Experience 
 

    Green consumption experience is defined as the overall 
process of consumers’ functional cognition, affective feeling 
and social evaluation of green products, which includes 
three dimensions: functional experience, affective 
experience and social experience. 

Table 1. Measurement items of green consumption 
experience in the pre-investigation 
 

 

Data Analysis 
 

    After removing the three items (Q4/fe4, Q10/ae5 and 
Q11/ae6), the reliability of the pre-investigation 
questionnaire will be significantly enhanced, and the internal 
consistency of the measurement scale will be improved and 
more reliable. The formal investigation questionnaire is 
divided into 12 measurement items on green consumption 
experience, the collection of the questionnaires is completed 
through the Credamo platform, and a total of 450 
questionnaires are collected. After the questionnaires are 
examined, 420 valid questionnaires are obtained after 
excluding 30 questionnaires such as short filling time, long 
filling time and regular answers, and the questionnaire 
recovery rate is 93.3%. In the study, LISREL 8.70 will be 
used to conduct first-order and second-order confirmatory 
factor analysis for the 12-item scale, and further test the 
factor structure of the scale. Finally, functional experience 
(fe) includes fe1, fe2, fe3 and fe4. Affective experience (ae) 
includes ae1, ae2, ae3 and ae4. Social experience (se) 
includes se1, se2, se3 and se4. 
 

Reliability analysis results in the formal investigation 

 

Scale Item Design of Green Consumption 
Experience 
 

    This paper refers to the existing measurement items of 
scholars and modifies and improves the items in 
combination with the actual consumption scenarios of 
green products such as new energy vehicles. It is believed 
that the green consumption experience measurement 
scales include Functional Experience Scale, Affective 
Experience Scale and Social Experience Scale on the basis 
of related literature. The specific measurement items are 
shown in Table 1. 
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Data Analysis 

 
   Exploratory factor analysis results of green consumption      
   experience in the formal investigation                         Item packing method in the formal investigation 
 

           
 
   The results of first-order confirmatory factor         The results of second-order confirmatory factor analysis 
   analysis in the formal investigation                 in the formal investigation 
 

      

Data Analysis 
 

The results of convergent validity in the formal 
investigation 

 

 
 

The results of discriminant validity in the formal 
investigation 
 

 

Conclusion 
 
    The study takes the customer group with green 
consumption experience of new energy vehicles as the 
survey object, and develops a green consumption 
experience measurement scale including three 
dimensions and 12 measurement items. The study 
initially divides green consumption experience into three 
dimensions: functional experience, affective experience 
and social experience. At the same time, reliability 
analysis, validity analysis and confirmatory factor analysis 
are carried out on the scale, and it is finally concluded that 
functional experience, affective experience and social 
experience are the first-order factors of high-order factor 
(green consumption experience). It shows that functional 
experience, affective experience and social experience 
are the three dimensions of green consumption 
experience. 
    The study only selects a certain number of customers 
with green consumption experience of new energy 
vehicles as the survey objects, but the coverage and 
representativeness of the samples still need to be 
improved. Future research can further expand the 
industry and sample scope to cover more industries and 
more customer groups, so as to improve the universality 
and applicability of research results. When measuring the 
research variables of green consumption experience, 
only questionnaire survey is used in the study. Future 
research can explore the use of more objective and multi- 
dimensional measurement methods, such as behavioral 
data analysis, and social media analysis, to improve the 
accuracy and reliability of measurement. 


