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Results and discussion
O Manufacturers’ perception O Developers’ perception O Perception gaps
Benefits (n=10) Mean S.D. Benefits (n=17) Mean S.D. Perceived benefits of forest certified flooring
Meet foreigner consumers’ purchasing requirements 6.30 1.252 Acquire new consumers (€.g. green consumer) 5.60 0.986 Achieve forest sustainability B
Support sustainable forestry and protect the environment 6.10 1.197 Brand the house with high-end image 553 1.302 Acquire new consumers
Meet CSR goals 6.00 1.247 Achieve product differentiation 5.47 0.990 Achieve CSR goals
Ga!n access t_o new market (_e.g. EU, USA) | 6.00 1.247 Improve company’s public image 533 1.633 Gain government support**  E——
Bund_an environmentally friendly corporate image and attract 540 1713 Achieve price premiums 5.27 1.335 Improve public image
NSNS IMESIENS Support sustainable forestry and protect the environment 520 1.568 Achieve product differentiation  EEEEE—
Gain financial aids (e.g. tax, loan) 5.40 1.430 Meet CSR goals 500 1.890
- - : Meet consumer demands e @
Achieve price premiums from export market 5.40 1.075 Achi buildi i o L EED 480 1935 _ _ |
Maintain or gain domestic market shares 5.40 1.713 chieve green bullding certification (€.9. ) ' ' Achieve price premium - ST
Meet domestic consumers’ purchasing requirements 510 1.449 Obtain government's affordable housing project 4.13 1.187 0 1 2 3 4 5 6 7
Meet business partners’ purchasing requirements (e.g. Gain tax support from government 3.80 1.207 = Developer = Manufacturer
developers) 2.0y Lo Obtain a longer payable period 3.47 0.834 Percei . .
_ _ o _ _ erceived challenges of forest certified flooring
Achieve product differentiation 510 1.524 Gain loan aids from banks. 3.33 1.113
Reduce operating costs through developing green technologies 4.80 1.874 Barriers (n=15) Mean S.D. Shortage of supply |
Achieve price premiums from domestic market 4,50 1.900 Shortage of forest certified wood flooring supply 4.07 0.799 Little government support e
Barriers Mean S.D. High cost_of certified products 3.73 0.961 Low price premivm
Lack of technical support for obtaining certification 3.80 1.033 Low public awareness of the FSC or PEFC label 3.73 1.280 High cost IEE—
Low price premiums 3.50 0.707 LPW price premiums 3.73 1.163 ’
Little government support 350 0.850 Little support from government 3.73 1.223 Low public awareness*
High cost of certified products 340 1.075 Shortage of certified products from cooperative manufacturers 3.40 1.183 0 . , ; . ;
Little guidance to adopt certification 3.40 0.966 Low fqrest certification awareness among company’s 333 1047 = Developer ® Manufaturer
Low public awareness of the FSC or PEFC label 3.20 0.919 managing groups
Results of reported benefits indicated: Results from developers regarding benefits: * Results of Mann-Whitney u-test showed significant differences
(1) Demands from overseas market and market access have been and will be still * Enhance competition in the housing market was the key driver between manufacturers and developers on the benefit of “gain
the most incentives for manufactures to adopt forest certification. Those of the purchase of forest certified products among developers. government support” (p=0.042) and the challenge of “low public
consistent with previous research in China (Durst et al. 2006; Huang et al. Through an install of forest certified products, developers awareness of forest certification” (p=0.088).
2009; and Yan et al. 2003). Intended to brand the house with green image to win green « This indicated that government support was an important incentive for
(@ Sustainability and CSR contribution were also key drivers of FC consumers or to build a high-end image to gain price premiums. manufacturers to adopt forest certification. However, developers did
development.  Contribution for social and environmental sustainability was an gain little support on the purchase by the government.
@ Weak demands and low-price premiums from domestic market might weaken Incentive for such purchase. « The difference of ratings on the “low public awareness” showed that
intention of FC adoption among none export-oriented manufacturers. Results regarding barriers: manufacturers considered their customers, in terms of retailers,
Results of barriers indicated: » Shortage of certified products supply in Chinese market was the wholesalers, oversea consumers, developers, and end-user, with high
@ Lack of education on forest certification adoption among manufactures in most challenge for expanding forest certified products in the knowledge of forest certification. While, developers hold a different
China. Related instructions are necessarily held by industry associations and housing market. Especially some developers indicated their opinion, who considered end-users had little knowledge of
local governments in the future. cooperative flooring manufacturers did not supply such certification, which weakened their purchase intention for certified
@ Low public awareness was the least consideration on forest certification products to them. products.
adoption, which was different with previous findings of Wang et al. (2005) * Low public awareness of forest certification was concerned by
and Huang et al. (2009). This revealted an increasing awareness of forest developers, however, they considered themselves with a high
certification or eco-labels among Chinese consumers. awareness of certification. B
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