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Abstract: Because of the current serious shortage of resources, environmental pollution and other issues, green, sustainable
consumption behavior should be chosen under the ecological environmental protection. As a new consumption patterns, green
consumption is putting a new morality will, life and values into people's lives. Compared with the general population, college
students have a higher level of knowledge and ability to accept new things, so green consumer behavior characteristics of
college students study is particularly necessary. Through tidying up the studies, abroad and domestic, about college students’
green consumer behaviors characteristics, the main factors influencing the college students of green consumer behavior
characteristics were identified, and questionnaires about green consumer behavior characteristics to investigate college
students in Beijing were designed. The empirical analysis of the survey results found that the college students less understand
the concept of green products and green consumption, excessive consumption and over-consumption phenomenon prominent,
with a herd of consumption and comparisons of consumer psychology, social consumer spending increases. Students should
be given some recommendations, such as strengthening self-management, developing financial habits, resisting the non-green
consumer behavior, and guiding green consumer fashion to improve the problems.
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