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ABSTRACT

In light of the current global environment, consumer attitudes have changed
significantly. Consumers expect to influence suppliers to develop green
technology and promote green consumption through their buying power. This
study uses the principal-agent theory to investigate how the institutional
environment and consumer influence impact firms’ green technological
innovation. The research focuses on 207 listed Taiwanese manufacturing firms
and analyzes data from public information, annual reports, and patent filings
from 2005 to 2020. A panel database was created, incorporating market
institutional and consumer-related variables that affect green technological
innovation. The findings reveal that market institutional factors significantly
influence green innovation behaviors. Greater market transparency allows
consumers and regulators to easily assess suppliers’ green practices, prompting
firms to adopt green innovations to meet market expectations. Stringent
environmental regulations and policies also push suppliers to engage in green
technological innovation to comply with legal standards. Moreover, as consumer
bargaining power grows, suppliers are motivated to invest more in green
innovation to stay competitive and meet consumer demand for green products.
In conclusion, this study suggests that firms should develop appropriate green
innovation strategies to enhance their competitiveness and achieve sustainable

development goals in response to market conditions and consumer demands.
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