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Social propaganda and guidance policies have important practical significance

for promoting public green travel. In recent years, the rapid development of

digital technology, network, and mobile communication technology has promoted a

revolutionary change in the dissemination of information and services. However, in the

era of new media communication driven by emerging technologies, there is still a lack of

research on the impact of social propaganda and guidance policies on public willingness

to travel green. Based on the theory of planned behavior and the survey research of

China’s urban residents, this study investigates the impact of social propaganda and

guidance policies on public willingness to travel green. Regression analysis is used

to identify the influencing factors of public green travel willingness, and to reveal the

internal impact mechanism of social propaganda and guidance policies on public green

travel willingness. The mediating role of public green travel attitude, subjective norm,

and perceived behavior control in social propaganda and guidance policy and travel

willingness are also empirically analyzed. The results show that social propaganda and

guidance policies have a significant positive impact on green travel attitudes, subjective

norms, perceived behavior control, and green travel intentions. Green travel attitude,

subjective norm, and perceived behavior control play a mediating role in the relationship

between social propaganda and guiding policies and green travel willingness, but the

mediating effect of the subjective norm is relatively weak.

Keywords: social propaganda, digital technology, new media era, theory of planned behavior, green travel

intention, subjective norm

INTRODUCTION

Carbon emissions from the transportation sector have become one of the main areas of carbon
emissions in China. In 2020, carbon emissions from the transportation sector accounted for about
10.4% of the total carbon emissions in China, and the average annual growth rate is more than
5%. In particular, carbon emission from road transportation accounts for more than 85% of the
total carbon emission in China’s transportation (Ministry of Ecology Environment of China, 2021).
Therefore, how to enhance public awareness of green travel and promoting public participation in
green and low-carbon travel is an important development direction to promote the transition of
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the transportation industry to sustainability. In recent years,
with the rapid development of network information technology
and the popularization of smartphones, a variety of emerging
publicity media have been provided to promote public green
travel, such as Weibo, WeChat mini-programs, low-carbon life
service apps, green travel platforms, live broadcast platforms,
short videos (e.g., TikTok, Kwai), etc. (Jia, 2018; Wang et al.,
2019b; Douglas and Brauer, 2021; Kazhamiakin et al., 2021).
However, although scholars have studied the impact of emerging
technologies on public green travel from multiple perspectives
and levels, in the context of the new media era, the research on
the impact of social propaganda and guidance policies on public
green travel willingness is still unclear.

There are abundant research results on individual green
travel behavior. Among them, the theory of planned behavior
(TPB) is one of the most widely used theories(Varela-Candamio
et al., 2018; Ashfaq et al., 2021; Casquero et al., 2022). Most
studies argued that individuals’ attitudes, subjective norms, and
perceived behavioral control have a positive impact on green
travel behavior (Bamberg et al., 2003; Donald et al., 2014).
Attitudes can be divided into cognitive attitudes and affective
attitudes, with significant differences in their impact on green
travel behavior. Compared with cognitive attitudes, affective
attitudes have a more significant impact on the choice of
green travel behavior (Black et al., 1985; Bamberg et al., 2007;
Morris and Guerra, 2015) . Moreover, affective attitudes can
be further divided into positive and negative ones (Jang et al.,
2009). Considering that only positive affective attitudes have a
significant impact on an individual’s behavioral motivations and
intentions (Jang et al., 2009), social propaganda and guidance
policies can improve the positive emotions and attitudes of the
public to participate in specific behaviors through education and
cultivation (Sultana, 2004) to better promote the public’s green
and low-carbon travel behavior.

As for the relationship between subjective norms and green
travel, studies have shown that social norms will directly or
indirectly affect individual green travel behaviors (Kollmuss and
Agyeman, 2002; Klöckner and Friedrichsmeier, 2011; Li et al.,
2020) and the improvement of personal norms will also help
increase the willingness to participate in green travel behavior
(Nordlund and Garvill, 2003; Howell, 2014). Although social
norms and personal norms have different impacts on public
green travel behavior, they can promote each other and jointly
determine behavioral intentions (Donald et al., 2014; Ashfaq
et al., 2021).

Social propaganda and education are effective methods to
promote green travel. Many scholars take social propaganda and
education as situational factors to study the impact on green
travel. The results showed that social propaganda and education
can improve individuals’ environmental willingness and self-
perceived effectiveness lifestyle (Curtis et al., 1984; Howell, 2014;
Milovantseva, 2016; Yang et al., 2018; Borowski et al., 2020).
In the process of social propaganda, information dissemination
and guidance content play a significant role in promoting green
travel behavior (Curtis et al., 1984; Howell, 2014). However,
the influence of publicity information on the choice of travel
modes of different motivational groups is both consistent and

different. The public’s travel behavior is not only the individual
economic behavior but also group social behavior. They will
adjust behavior according to the expectations of society and their
intention (Geng et al., 2016; Jia, 2018). Therefore, the government
should actively build the social public opinion and social culture
toward green travel and guide the public to choose green travel
behavior actively (Chen et al., 2014; Howell, 2014; Ju et al., 2019).

The existing literature has a certain basis for the research
on the impact of social propaganda and individual planning
behavior on public green travel, but there is still room for
improvement. First, most of the existing studies simply use social
propaganda as a situational factor to discuss its relationship with
public green travel and lack in-depth research on the impact
process and impact mechanism. In addition, there is a lack
of in-depth exploration of mediating variables and mediating
effects in the specific research process. Particularly, in the context
of the new media era, through the media promoted by these
emerging technologies, the environmental protection concept
of green and low-carbon travel is promoted to the public to
change the public’s cognitive value of green travel and increase the
willingness of the public to travel green. However, the research
on the impact of social propaganda and guidance policies on the
public’s willingness to travel green is still unclear.

Therefore, this study puts social propaganda, individual
planning behavior, and green travel intention into the same
research framework. It divides social publicity into three parts:
information dissemination, public opinion, and social culture,
which is used to analyze the influence process of social
propaganda on public green travel and explores the mediating
effect of individual planning behavior. It can not only provide
a new interpretation logic for studying the influence process
of social publicity on individual planning behavior, but also
help to reveal the process and internal influence mechanism of
social publicity on public green travel intention. The research
results provide some reference for the government to adjust
social propaganda measures to better improve public green
travel awareness.

THEORETICAL CONSTRUCTION AND
RESEARCH HYPOTHESIS

Social Propaganda Policies and Public
Green Travel Planning Behavior
The social propaganda policies in this study refer to the
government’s use of mass media to strengthen the dissemination
of the information advocated, guide the public opinion, create a
social atmosphere of green travel, and enhance public awareness
of green travel (Borowski et al., 2020; Casquero et al., 2022).
This study divides the social propaganda policies into three parts:
information dissemination, public opinion, and social culture.

Information dissemination mainly refers to the government’s
use of various media to promote the concept of green travel
and enhance the public’s understanding of green travel. Public
opinion mainly refers to the public’s understanding of the
requirements of the government and society on green travel
through social publicity and forming opinions of the common
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tendency of the society. Social culture refers to the formation of
popular social atmosphere and social trends, which can accelerate
the spread of the concept of green travel.

According to the theory of planned behavior, individual
behavior is not only affected by individual subjective attitude
but also restricted by external social pressure, behavior execution
opportunities, and external resource constraints (Ajzen, 1991,
2002; Donald et al., 2014). Therefore, attitude, subject norms,
and perceived behavior control are the main factors affecting
individual behavior intention, which jointly determine individual
behavior (Ajzen, 2002). In the process of individual choice
behavior, social propaganda policies have an important influence
on individual behavior attitude, subjective norms, and perceived
behavior control.

Social Propaganda Policies Affect Public Attitudes

Toward Green Travel
Attitude refers to an individual’s subjective evaluation of the
performance of a particular behavior. According to the theory
of planned behavior, such subjective evaluation is based on an
individual’s perception of the possible different consequences
of the performance of a particular behavior (Liu and An,
2022). This expectation of different consequences forms the
expectation of results. According to the social exchange theory,
the result expectation can regulate individual behavior. An
individual’s attitude toward a specific behavior can be obtained by
a comprehensive comparison of the benefits and costs brought by
the implementation of such behavior (Cropanzano and Mitchell,
2005; Jiang and Kim, 2015; Wang et al., 2019a). Individuals
will give a positive evaluation when the comprehensive benefit
obtained by predicting a certain behavior is greater than the
comprehensive cost. Specifically, the benefits of green travel
are mainly reflected in its benefits (including travel safety and
convenience) and social benefits (e.g., low carbon emission and
low energy consumption). The costs include its costs (e.g., money
and time consumption) and environmental costs (e.g., high
carbon emission and high energy consumption) (Nordlund and
Garvill, 2003; Klöckner and Friedrichsmeier, 2011; Morris and
Guerra, 2015). When the public expects to get more benefits
than costs from green travel, it will have a positive evaluation.
When society has more propaganda channels for green travel, the
coverage of the society will becomewider, and the public will have
a more comprehensive understanding of the benefits and costs of
green travel, thus affecting its attitude toward green travel. At the
same time, when green travel becomes a social trend and ethos,
public demand for green travel will increase significantly. The
government will increase the investment in green travel facilities,
equipment, and train numbers; transform the original equipment
(e.g., eliminate old vehicles and transform auxiliary facilities);
improve public travel convenience and comfort; improve the
scale of transportation; and further generate economies of scale
and reduce ticket prices, Therefore, the income of public travel
will be increased, the cost will be reduced, and the public attitude
toward green travel will be effectively improved. The process
of social propaganda policies affecting public attitudes toward
green travel is shown in Figure 1. Therefore, this study proposes
hypothesis H1a:

H1a: Social propaganda policies have a significant positive
impact on public attitude toward green travel.

Social Propaganda Policies Affect the Subjective

Norms of Public Green Travel
Subjective norm refers to the individual’s subjective perception
of the expectation of others to perform or not to perform a
certain behavior, and it is also the overall perception of the social
pressure of whether to obey the wishes of others (Cai et al.,
2021). In the society, when an individualmakes a behavior choice,
they will be influenced by others around them, feel the external
pressure, and then choose the behavior expected by others to
form convergence.

In the process of social propaganda, the information
disseminated will affect the common attitude of the group
toward a particular behavior, make the group reach a consensus,
and individuals will feel external pressure in the process of
performing a certain behavior. Therefore, when the social
propaganda policies advocating green travel are widely spread
in the society, social groups will form a consensus to actively
participate in green travel, and then form the public opinion to
actively choose green travel, and the public will feel the social
pressure to obey the wishes of others when choosing a travel
mode. The process of social propaganda policies affecting public
attitudes toward green travel is shown in Figure 2. This study
proposes the hypothesis:

H1b: Social propaganda policies have a significant positive
impact on public subjective norms of green travel.

Social Propaganda Policies Affect the Perceptual

Behavioral Control of Individual Green Travel
Perceptual behavioral control refers to an individual’s assessment
and perception of the ability to perform a specific behavior
(Ajzen, 2002; Donald et al., 2014). It includes internal control
factors and external control factors, that is, whether an individual
has the confidence and external objective conditions to complete
a certain behavior (Dastjerdi et al., 2019; Tirachini et al.,
2020; Ashfaq et al., 2021). When an individual performs a
particular behavior, he or she will make a comprehensive
comparison based on personal experience accumulation and
expected obstacles to judge the difficulty of performing a
particular behavior. Specifically, when the traffic information
publicized by the society is more comprehensive and the public
gets more information about public transport, such as the
accurate departure time and estimated arrival time of buses and
subways, bus stations, subways, stations, and vehicle distribution
points sharing bicycles, real-time congestion on roads and other
information, which will improve the good prediction of public
green travel modes. At the same time, when green travel forms a
social atmosphere and social trend, the government will increase
the number and operation frequency of green travel tools to meet
the increasing demand for riding, promote the elimination of
old equipment, and improve the comfort and convenience of
riding and use. Figure 3 shows the process of social propaganda
policies affecting public attitudes toward green travel. Therefore,
this study proposes the hypothesis:
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FIGURE 1 | Influence of social propaganda policies on public attitude toward green travel.

FIGURE 2 | Influence process of social propaganda policies on public subjective norms of green travel.

H1c: Social propaganda policies have a significant positive
influence on public perceived behavior control of
green travel.

Social Propaganda Policy and Green Travel
Intention
According to the theory of persuasion, when the information
received by an individual comes from an authority or appears
frequently, the subjective construction of individuals will be
affected and the subjective impression of a particular thing
will be changed (Cropanzano and Mitchell, 2005; Jiang and
Kim, 2015). And when a certain phenomenon forms social

culture in society, individuals will be influenced by social
public opinion and thus consciously abandon or choose certain
behaviors. Therefore, when the government publicizes green
travel policy to the public through various forms of new media
and advertisements, advocates green travel, and forms a social
culture of green travel, the public will change its cognitive
structure of green travel to a certain extent, thus changing its
intention of green travel. Therefore, the following hypothesis is
proposed in this study:

H2: Social propaganda policies have a significant impact on
public intention toward green travel.
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FIGURE 3 | Influence process of social propaganda policies on public perceived behavior control of green travel.

Mediating Effects of Public Green Travel
Planning Behavior
Mediating Effect of Public Attitude
Public attitudes toward green travel depend on the result
expectation formed by comparing the comprehensive
benefits and costs of this behavior. When the government
comprehensively publicizes the green travel information through
various new media means, the public can deeply understand the
carbon emissions per kilometer and energy consumption (e.g.,
gasoline, diesel, and electricity) of public transport (e.g., bus and
subway) and passenger cars, the distribution of bus stations,
subway stations, and shared bicycle equipment as well as the
real-time traffic congestion and the estimated travel time. So it
can accurately evaluate the benefits and costs of green travel.
When it is predicted that the comprehensive income obtained
by choosing green travel is greater than the comprehensive cost,
it will give a positive evaluation on green travel. When attitudes
change, the actions will be with the change. Therefore, this study
puts forward the following assumption:

H2a: Public green travel attitude plays an intermediary effect
between social propaganda policies and intention of
green travel.

Mediating Effects of Subjective Norms
Based on the perspective of social networks, individuals are
embedded in complex social networks, forming a complex and
diverse network between individuals and others. Individuals
will be under pressure from network members when choosing
a specific behavior. This pressure will be affected by the
network structure of the individual (Liu and An, 2022). Family
members, close friends, and colleagues must be in the network.

They will reach some tacit understanding in the process of
interaction, which will affect the behavior choice of all individuals
(Xiao and Dang, 2018). Generally, members will choose the
behavior expected by other network members to alleviate the
pressure caused by individual differences. Specifically, the social
propaganda advocating green travel forms a consensus and
generates social public opinion among social groups. Public is
bound to be influenced by its family and friends when choosing
travel modes, and will choose green travel modes it excepts
to alleviate the pressure caused by differences in travel modes.
Therefore, this study puts forward the following assumption:

H2b: Public subjective norms of green travel play an
intermediary effect between social propaganda policies
and green travel intention.

Mediating Effects of Perceived Behavior Control
Perceptual behavior control mainly reflects the obstacles to
the implementation of a certain behavior based on experience
and psychological expectations. The more resources and
opportunities an individual has, the more perceptual control
of behavior will be (Ajzen, 2002). For the choice of green
travel behavior, the public mainly perceives it based on the
convenience and time cost of green transportation. When the
public knows the advantages of adopting green travel based
on comprehensive propaganda information, it will have good
psychological expectations and will be more willing to choose
green travel. Therefore, this study puts forward the assumption:

H2c: Public perceived behavior control of green travel plays
an intermediary role in social propaganda and guidance
policies and green travel intention.
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Theoretical Model
Based on the theory of planned behavior and social exchange,
taking “social propaganda—individual planning behavior—
individual behavior intention” as the logical thread, this study
constructs a theoretical model of the impact of social propaganda
policy on public green travel intention, as shown in Figure 4.

RESEARCH DESIGN

Research Methods
The Construction of the Index
First, the weight of each index is determined. Considering that
the subjective weighting method leads to biased results due
to the limitation of human experience, this study uses the
entropymethod in the objective weightingmethod for weighting.
The specific evaluation steps are as follows (Zhao et al., 2018;
Bonakdari et al., 2020):

First, calculate the proportion of the measurement item i in
the index j.

Pij =
xij∑n
i=1 xij

(1)

Second, calculate the entropy of index j.

ej = −k

n∑

i=1

Pij ln Pij (2)

Where,k = 1/ ln n
Third, calculate the weight of each index.

wj =
(1− ej)∑m
j=1 (1− ej)

(3)

The variables of social propaganda policies, attitude, subjective
norms, perceived behavior control, and green travel intention are
constructed by the linear weighting method.

Construction of Measurement Model
This study selects family monthly disposable income and daily
main travel distance as the control variable.

(1) Household disposable income per month. The family
monthly disposable income has a certain impact on the
willingness to green travel. The family monthly disposable
income affects the ability of families to purchase cars
and determines the sensitivity and requirements of family
members for travel costs. In general, for families with higher
disposable income, familymembers are not sensitive to travel
costs, but have higher requirements for travel time, comfort,
and convenience. Therefore, the monthly disposable income
of households affects public green travel intention.

(2) Daily main travel distance. The daily main travel distance
refers to the daily travel distance of respondents in their
daily life (including travel, shopping, and other activities).
The daily main travel distance will determine the choice of
transportation for travelers, thus affecting the willingness of
green travel. Generally, when the daily main travel distance

is within 3 km, travelers tend to choose to walk, bicycle and
use buses. When the daily main travel distance is within 4–
10 km, travelers prefer buses, taxis, and subways. When the
daily main travel distance is >10 km, travelers will choose
buses, subways, and private cars. Therefore, the daily main
travel distance will affect public willingness to travel green.

To test the impact of social propaganda policy on the attitude,
subjective norms, and perceived behavior control, models (4)–(6)
are constructed.

at = β40 + β41spp+ β42hdip+ β43dtd + ε (4)

sn = β50 + β51spp+ β52hdip+ β53dtd + ε (5)

bc = β60 + β61spp+ β62hdip+ β63dtd + ε (6)

Where, at stands for attitude, sn stands for subjective norm,
bc stands for perceived behavior control, spp stands for social
propaganda policy, hdip stands for household disposable income
per month, dtd stands for daily travel distance, β40β50β60 stand
for constant terms, and ε stands for random error term.

When β41, β51, β61 in models (4), (5), and (6) are >0 and
significant. This shows that the assumptions H1a, H1b, and H1c
are supported.

A model is built to test the impact of social propaganda
policies on public green travel intention (7).

gti = β70 + β71spp+ β72hdip+ β73dtd + ε (7)

Among them, gti represents green travel intention, spp stands
for social propaganda policy, ε represents random error term,
andβ70represents the constant term. When β71, the social
propaganda policy coefficient is >0 and significant, it indicates
that hypothesis H2 is supported.

This study analyzes the mediating effect of public green travel
attitude by referring to the test methods of mediating effect of
many existing studies (Baron and Kenny, 1986; Wen et al., 2004;
Aguinis et al., 2005; Chawla and Joshi, 2018). Taking public
attitude, subjective norms, and perceived behavior control into
the model together with social propaganda policies can test their
impact on green travel intention. When the coefficient of social
propaganda policy β81 and the coefficient of attitude β82 in model
(8) are >0 and significant, and the coefficient β81 is smaller than
β71 in model (7), it indicates that attitude has an intermediary
effect and H2a is supported. When the coefficient of social
propaganda policyβ91 and coefficient of subjective normβ92in
model (9) are >0 and significant, and β91 is smaller than β71 in
model (7), it indicates that subjective norm has an intermediary
effect and H2b is supported. The coefficient of social propaganda
policy, β101and the coefficient of perceptual behavior control β102

inmodel (10) are>0 and significant, andβ101is smaller than β71in
model (7), which indicates that perceptual behavior control has
an intermediary effect, so H2c is supported.

gti = β80 + β81spp+ β82at + β83hdip+ β84dtd + ε (8)

gti = β90 + β91spp+ β92sn+ β93hdip+ β94dtd + ε (9)

gti = β100 + β101spp+ β102bc+ β103hdip+ β104dtd + ε (10)
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FIGURE 4 | Theoretical model of the impact of social propaganda policies on green travel intention.

Measurement Items
The measurement of each index is investigated by setting a
scale, as shown in Table 1. The scale has 24 items. The scale of
social propaganda policy is investigated from three dimensions:
information dissemination, social public opinion, and social
culture. Three items are set for each dimension to measure.
The public green plan behavior scale is divided into three
dimensions: attitude, subjective norms, and perceived behavior
control. Four items are set in each dimension for the evaluation
of the investigators. The public green travel intention is evaluated
by setting three items. For each item, the 5-point Likert scale
is used for evaluation, and the setting levels are “very agree (5
points)”, “relatively agree (4 points)”, “generally agree (3 points)”,
relatively disagree (2 points), and very disagree (1 point). The
score of the scale under each dimension is added to the total
score. The higher the score on the scale, the greater the degree
of the corresponding dimension.

Research Samples
Based on the principle of random sampling, this study randomly
selected communities near public bicycles, bus stations, and
subway stations in many districts of Beijing to conduct a
questionnaire survey. A total of 300 questionnaires were
distributed and 285 were recovered, with a recovery rate of 95%.
Excluding invalid questionnaires, 232, valid questionnaires were
obtained, with an effective rate of 81.4%. The distribution of
gender, age, education level, and driving age is shown in Table 2.

EMPIRICAL ANALYSIS

Test of Reliability and Validity
Reliability and validity tests were carried out on the overall
data and each latent variable, and the results are shown
in Table 3. Cronbach’s alpha value of the overall data was
0.971, >0.8, indicating that the overall data reached the
credibility level. Cronbach’s alpha values of latent variables
such as social propaganda policies, public green travel attitude,
subjective norms, perceived behavior control, and public green

travel intention were 0.937, 0.832, 0.903, 0.947, and 0.879,
respectively, all >0.8, passing the reliability test and reaching the
credibility level.

The KMO values of the overall sample, social propaganda
policy, public attitude, subjective norms, perceived behavioral
control, and public willingness to green travel were 0.919, 0.866,
0.768, 0.769, 0.838, 0.724, respectively, with p-values of 0.000,
thus, the sample data had good validity.

Regression Analysis Results
Basic Regression Analysis Results and Analysis
The weights of each variable were obtained by substituting the
data into formulas (1)–(3), as shown in Table 1, and the data
of each variable were obtained by linear weighting. SPSS25.0
software was used for regression analysis of models (4)–(7), and
the results are shown in Table 4.

The mean VIF of models (4)–(7) were 1.009, 1.010, 1.009,
and 1.009, indicating that the multicollinearity effect of the four
models was within a reasonable range.

According to the regression results of model 4, the coefficient
of social propaganda policies is 0.878, which is significant at
a 1% level, indicating that social propaganda policies have a
significant positive correlation with public attitude toward green
travel. With every unit increase in social publicity and guidance
policy, the public attitude toward green travel will increase by
0.878 units. The results show that social propaganda policies
show a positive influence on public attitude toward green travel.
The wider the publicity scope of green travel and the diversified
publicity means, the more positive the subjective attitude of the
public toward green travel will be. Therefore, it is assumed that
H1a is supported by the test results, that is, social propaganda
policies have a significant positive impact on public attitude
toward green travel.

According to the regression result of model 5, the coefficient
of social propaganda policies is 0.868, and is significant at a 1%
level, indicating that social propaganda policies have a significant
positive correlation with public subjective norms of green travel
and a positive impact on the public subjective norm. The stronger

Frontiers in Sustainability | www.frontiersin.org 7 July 2022 | Volume 3 | Article 927584

https://www.frontiersin.org/journals/sustainability
https://www.frontiersin.org
https://www.frontiersin.org/journals/sustainability#articles


Yang and Sun Social Propaganda and Green Travel

TABLE 1 | Measurement items.

Variables Item Weight

Information

dissemination

1. The government’s policy on green

travel has many channels and covers a

wide range

0.1128

2. The propaganda information of green

travel comes from Governmental

authorities

0.0920

3. There is a lot of propaganda on green

travel modes

0.1138

Public opinion 1. Green travel is a social advocate and

requirement

0.0750

2. Green travel meets the requirements of

social morality

0.0722

3. Green travel is a consensus reached by

social members

0.1027

Social culture 1. Green travel is a popular way of travel

in society

0.1255

2. Awareness of green travel has been

widely rooted in the public

0.1607

3. Green travel has become a concept of

life

0.1451

Attitude 1. Green travel is a natural choice 0.1991

2. If I don’t select green travel, I will be

very uncomfortable

0.5231

3. The overall cost of green travel is lower 0.1475

4. The comprehensive benefits of green

travel are remarkable

0.1303

Supervisor specification 1. My family and friends suggested that I

choose green travel

0.1637

2. I often refer to the behavior of my family

and friends

0.1971

3. I’m often infected my favorite stars for

green travel behavior

0.3845

4. My family and friends have a better

impression of me by green travel

0.2546

Perceptual behavior

control

1. It is convenient to choose green travel

tools around the community

0.2736

2. Past experiences with green travel have

left a positive impression

0.2248

3. Having a good perception of green

travel mode prediction

0.2205

4. It is convenient to obtain the

information of green travel vehicles

0.2810

Green travel intention 1. I will take green travel as my first choice 0.2589

2. I am willing to recommend green travel

to others

0.2161

3. Even if there are difficulties, I still

choose green travel

0.5250

Source from Black et al. (1985), Bamberg et al. (2003, 2007), Nordlund and Garvill (2003),

Klöckner and Friedrichsmeier (2011), Jiang and Kim (2015), Morris and Guerra (2015),

Varela-Candamio et al. (2018), Borowski et al. (2020), Li et al. (2020), Ashfaq et al. (2021),

Attard et al. (2021), Cai et al. (2021), Ertz et al. (2021), Casquero et al. (2022).

the public opinion formed by the government’s publicity of green
travel, the greater the influence of others on the public choice of
green travel, and subsequently, more positive their psychological
obedience to social wishes. Therefore, it is assumed that H1b is

TABLE 2 | Distribution of sample.

Characteristic Proportion(%)

Sex

Male 41.88

female 58.12

Age (year)

18–29 90.6

30–39 4.27

40–49 3.42

50–59 0.85

Over 60 0.85

Educational level

Junior High and below 2.56

High school or technical secondary school 1.71

Junior college 1.71

Undergraduate 82.05

Master and above 11.97

Driving age (year)

None 57.26

1–2 29.91

3–5 6.84

6–10 3.42

11–15 0.85

Above 15 1.71

TABLE 3 | Reliability and validity test results.

Variable Cronbach’s KMO Bartlett P-value

Alpha value value

overall sample 0.971 0.919 0.000

Social propaganda policies 0.937 0.866 0.000

Public attitude toward green travel 0.832 0.768 0.000

Subjective norms 0.903 0.769 0.000

Perceptual behavioral control 0.947 0.838 0.000

Public intention to green travel 0.879 0.724 0.000

supported by the test results, that is, social propaganda policies
have a significant positive impact on public subjective norms of
green travel.

Regression results of model 6 show that the coefficient of
social propaganda policies is 0.831, and is significant at a 1%
level, indicating that social propaganda policies have a significant
positive correlation with public perceived behavior control of
green travel and a positive impact on public perceived behavior
control. When the government has richer means of social
publicity for green travel and the publicity media can probe into
public lives, the public can obtain more comprehensive travel
information, which improves the public’s good perception of
green travel, and the good experience obtained after choosing
green travel can stimulate public’s enthusiasm to choose green
travel, thus affecting perceived behavior control. Therefore, the
hypothesis of H1c is supported by the test results, that is, social
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TABLE 4 | Regression analysis results of model (4)–(7).

Variable Model 4:

Attitude

Model 5:

Subjective

norms

Model 6:

Perceptual

behavioral

control

Model 7:

Public

intention to

green travel

Social propaganda

policies

0.878***

(11.480)

0.868***

(9.281)

0.831***

(14.818)

0.947***

(12.289)

Household

disposable income

per month

−0.029

(−0.604)

0.002

(0.034)

0.004 (0.120) −0.044

(−0.917)

daily travel

distance

−0.031

(−0.801)

0.032

(0.691)

−0.039

(−1.374)

−0.033

(−0.851)

Constant 0.299 (0.791) 0.001

(0.002)

0.802***

(2.899)

0.176 (0.464)

Adj. R2 0.537 0.420 0.661 0.572

Mean VIF 1.009 1.010 1.009 1.009

N = 232, the data in brackets are t values. ***p < 0.00.

propaganda policies have a significant positive impact on the
public’s perceived behavior control of green travel.

The regression results of model 7 show that the coefficient
of social propaganda policies is 0.947, and is significant at a 1%
level, indicating that social propaganda policies have a significant
positive correlation with public green travel intention and a
positive impact on public green travel intention. When the
government vigorously propagandizes green travel and forms
the social culture, it will change the psychological cognitive
structure and cognitive value of the public, making it realize
the positive role of green travel on society and itself, and
improve the willingness for green travel. Therefore, hypothesis
H2 is supported by the test results, that is, social propaganda
policies have a significant positive impact on public willingness
to green travel.

As to the control variables, the monthly disposable income
and dailymain travel distance of families are negatively correlated
with green travel attitude and travel intention, but they are
not significant. It shows that with the increase in disposable
income and travel distance, public attitude and willingness to
green travel show a downward trend. The household monthly
disposable income and daily main travel distance are positively
correlated with the subjective norms of green travel, but they are
not significant. However, the influence on perceptual behavior
control shows the opposite trend. There is a positive correlation
between monthly disposable income and perceived behavior
control, while there is a negative correlation between daily main
travel distance.

Regression Results and Analysis of Mediating Effects
Regression tests were conducted on models (8)–(10) to test the
mediation effect, and the results are shown in Table 5.

According to the regression results, the average VIF values
of models (8)–(10) are 1.6103, 1.395, and 2.0143, respectively,
all <10, indicating that there is no multicollinearity problem.
The coefficients of social propaganda policies in model 4 and
model 7 are significant, indicating that they are in line with the

TABLE 5 | Regression analysis results of models (8)–(10).

Variable Model 8 Model 9 Model 10

Social propaganda

policies

0.413***(4.534) 0.502***(6.227) 0.442***(3.699)

Household

disposable income

per month

−0.026(−0.689) −0.045(−1.193) −0.046(−1.077)

Daily travel

distance

−0.014(−0.457) −0.050(−1.626) −0.009(−0.267)

Attitude 0.608***(7.982)

Subjective norms 0.513***(8.381)

Perceptual

behavioral control

0.608***(5.197)

Constant −0.005(−0.018) 0.176(0.588) −0.311(−0.877)

Adj. R2 0.725 0.735 0.652

Mean VIF 1.6103 1.395 2.0143

N = 232, the data in brackets are t values. ***p < 0.00.

mediation effect test process. For model test results of 8, Adj R2

is 0.725, which is 0.153 higher than that of model 7, and the
coefficient of attitude is 0.608, which is significant under the 1%
level. Attitude has a significant positive correlation with public
green travel intention, indicating that public attitude toward
green travel has a positive impact on green travel intention.
Meanwhile, the coefficient of social propaganda policies is 0.413,
which is significant at the 1% level, but significantly lower than
the coefficient in model 7 (1β = 0.534). Therefore, the public
attitude toward green travel plays an intermediary role in the
relationship between social propaganda policies and green travel
intention. Hypothesis H2a has been verified and supported.

The mediating effect of public subjective norms was analyzed.
The coefficients of social propaganda policies in model 4 and
model 7 were significant at a 1% level, indicating that the
mediating effect test process was in line with the mediation effect
test process. The results of model 9 show that the Adj. R2 is 0.735,
0.163 higher than that of model 7, indicating that the degree
of data fitting has been significantly improved. The coefficient
of subjective norms is 0.513, which is significant at a 1% level.
Subjective norms have a significant positive correlation with
public green travel intention. It shows that subjective norms have
a positive influence on green travel intention. Each additional
unit of the subjective norm will increase green travel intention
by 0.513 units. Meanwhile, the coefficient of social propaganda
policies is 0.502, which is significant at a 1% level, but significantly
lower than the coefficient in model 7 (1β = 0.445). Therefore,
public subjective norms of green travel play a mediating role in
the relationship between social propaganda policies and green
travel intention, however, compared with attitude, the mediating
effect is weak. Assume that H3b is validated and supported.

Themediating effect of public perceptual behavior control was
analyzed. The coefficients of social propaganda policies in model
6 and model 7 are significant at a 1% level, indicating that they
conform to the first two stages of the mediation effect testing
process. The Adj. R2 is 0.625, 0.053 higher than that of model

Frontiers in Sustainability | www.frontiersin.org 9 July 2022 | Volume 3 | Article 927584

https://www.frontiersin.org/journals/sustainability
https://www.frontiersin.org
https://www.frontiersin.org/journals/sustainability#articles


Yang and Sun Social Propaganda and Green Travel

7, indicating that the degree of data fitting has been improved
to some extent. The coefficient of perceived behavior control is
0.608, which is significant at a 1% level, indicating that perceived
behavior control has a significant positive correlation with public
green travel intention. The results showed that public perceptual
behavioral control had a positive influence on travel intention.
Each additional unit of perceived behavioral control will increase
green travel intention by 0.608 units. Meanwhile, the coefficient
of social propaganda policies is 0.442, which is significant at the
1% level, but significantly lower than the coefficient in model 4
(1β = 0.505). Therefore, public perceived behavior control of
green travel plays a mediating role in the relationship between
social propaganda policies and green travel intention, indicating
that H3c is validated and supported.

Among the three models of mediating effect, the monthly
disposable income and daily main travel distance of households
are not significantly negatively correlated with the willingness to
green travel, indicating that when the three mediating variables
of attitude, subjective norms, and perceived behavior control are
added, the willingness of the public to green travel continues to
decline with the increase of monthly disposable income and daily
main travel distance of households. In this case, the public has
higher requirements for travel comfort and convenience, and less
consideration for travel economic cost and environmental cost,
which is consistent with the views of Cai et al. (2021).

CONCLUSIONS AND IMPLICATIONS

Based on the theory of planned behavior and social exchange
theory, this study builds a theoretical model of the influence
of social propaganda policies on public green travel intention
and empirically tests the relationship between social propaganda
policies and the public’s green travel intention through a
questionnaire survey. It reveals the internal influence mechanism
of social propaganda policies on the public’s green travel
intention. The main findings are as follows.

(1) Social propaganda and guidance policies have a significant
positive impact on public willingness to travel green. It has
a significant positive impact on public attitudes, subjective
norms, and perceived behavioral control of green travel.

(2) Public attitudes, subjective norms, and perceived behavioral
control of green travel play a mediating effect between social
propaganda policies and green travel intention. Among
them, the mediating effect of the subjective norm is
relatively weak.

(3) The monthly disposable income of the household and the
daily main travel distance have a negative correlation with
the public green travel willingness, indicating that the public
mainly considers its costs when choosing travel modes, and
less consideration for environmental costs.

To better improve the public’s green travel intention, the
government should continue to propagandize the public actively
using various newmedia, such asWeChat, Weibo, live platforms,
short videos, etc. At the same time, the government should
improve the authority of publicity agencies to help to change
the public cognitive value of green travel, and improve public

willingness to green travel. In terms of propaganda content,
it should change the past propaganda content such as energy
consumption and environmental pollution, and add diversified
information that is closely related to public daily life, such as
emotion, economy, safety, health, and environmental protection.
In the video publicity content, advocacy and reminders among
family members and friends can be added to encourage the use
of public transportation such as buses and subways to form
a positive social public opinion. Finally, it should include the
time, distribution, riding cost, comfort, the interior environment
of public transportation, etc. so that the public can obtain
comprehensive information, which can not only allow the public
to fully predict the benefits and costs but also improve the
expected value of public green travel.

This study also has several limitations that pave the way
for future research. First, this study uses cross-sectional data
to analyze the impact of social propaganda and guidance
policies on public green travel intention. However, individuals’
preferences andmotivations for green travel behavior will change
over time under the influence of the external environment
and internal demand. Therefore, it is necessary to expand
the time dimension in future research to further explore
the dynamic evolution mechanism of the influence of social
propaganda and guidance policies on the public’s attitude and
willingness to green behavior. In addition, the social survey of
this study was conducted in Beijing. Due to the limitation of
the sample, the research conclusions of this study lack some
universality to a certain extent, especially for the cities in central,
western, and eastern China. Therefore, the geographic scope
and sample size of the social survey will be expanded for
further research and verification in the future. In particular, the
heterogeneity of different regions should be further explored
in depth.
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