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Introduction

Along with the increasing importance of environmental issues among consumers, recognizing the factors
affecting the intention to buy green products and using them to develop green marketing campaigns and
communication strategies is very effective. Proceeding through time and the rise of green communications, the
focus of manufacturers is on buying behavior and the various factors that cause these types of behaviors,
however, when the consumer expresses his desire to protect the environment, again this trend has little effect on
their buying behavior. Of course, in some cases, there is evidence that people who are more concerned about
environmental issues need to buy more green products to meet their needs, so that consumers are only concerned
when they report that these behaviors do not involve personal expenses or significant changes and sacrifices in
their lifestyle, and they have more information about the value of the environment effects on their lives. In
addition, there is a weak relationship between attitude and practice, which is in contrast to the findings of other
studies, which indicates a strong link between these variables. Therefore, the present study aimed to investigate
the effect of general social attitude on buying behavior with the mediating role of green consumption values and
receptivity of green communication.

Materials and Methods

The statistical population of this study was all students of different levels in Mashhad. The sample size was
obtained based on Morgan table and using a non-random method available to 384 people. The data collection
tool in this study is the standard questionnaire of Dupacho et al. (2018). To evaluate the reliability of the
questionnaire, Cronbach alpha coefficient was used. The values obtained for Cronbach alpha are 0.897 of buying
behavior, 0.817 of public participation attitudes, 0.828 of green consumption values, and 0.883 of green
communication acceptance confirmation of the reliability of the questionnaire. The validity of the questionnaire
was also obtained by using confirmatory factor analysis, which showed that the validity of the questionnaire was
acceptable. In addition, divergent validity was confirmed to analyze the data using structural equation method
using smart pls and SPSS 22 software.

Results and Discussion

Among the 384 people who participated in the study, 186 women (48.4%) and 198 men (51.6%) were
members of the statistical sample. To facilitate the age of the respondents, we have categorized them into four
age groups. 165 people, ie 43.0% of people are between 22 and 26 years old. 137 people, ie 35.7% of people are
between 27 and 31 years old. 50 people, ie 13.0% of people are between 32 and 36 years old, and 32 people, ie
8.3% of people are more than 36 years old. General social attitudes affect the green consumption values of
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students in Mashhad. Green consumption values affect the buying behavior of students in Mashhad. Green

consumption values affect the receptivity of green communication by students in Mashhad. Receptivity of green

communications effects the shopping behavior of students in Mashhad. General social attitudes through green

consumption values affect the buying behavior of students in Mashhad. General social attitudes through green

consumption values affect the acceptance of green communication by students in Mashhad. Green consumption

values through the acceptance of green communications affect the buying behavior of students in Mashhad.
Conclusion

The aim of this study was to investigate the effect of general social attitudes on buying behavior with the
mediating role of green consumption values and receptivity of green communication among students in
Mashhad. In general, it can be concluded that general social attitudes directly and indirectly affect the buying
behavior of students in Mashhad. In fact, general attitudes that stem from people's social participation and create
values for the consumer that play an important role in the behavior and decisions they make when shopping.
Consumer demand and purchase play important roles in production and development of green products and are
effective in the development of agriculture in line with the environment. However, the effectiveness of
communication in fostering environmental attitudes and values has a prominent role in consumer green buying
behavior.
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General Prosocial Attitudes
A2€ (ogoe &8 Lba Sl p3, 5 0.795 11.801
General Prosocial Attitudes
A3 € (sagos &5 Uk sba 0 S 0.790 13.266
General Prosocial Attitudes
08 € (sagae 5 Lo (a0, % 0.687 7.816
General Prosocial Attitudes
05 € (gogee 55 Uio Sl 2)S 0.614 5.609
General Prosocial Attitudes
96 € pagos &5 Lo o S 0.666 7174
General Prosocial Attitudes
A7 € s Spae o 03] 0.763 14.483
Green Consumption Values
A8 € o Span S 5] 0.771 11.301
Green Consumption Values
A9 o Spae S )] 0.772 11.485
Green Consumption Values
10 € o Spe b 33| 0.702 12.130
Green Consumption Values
ALL € s b e 5l 535 0.746 12,503
Green Consumption Values
912 € jow Gpao s 05, 0.637 8.812

Green Consumption Values
q13¢ jow Ol o0 dy

o o 0.848 18.186
Receptivity Green Communication
14 € s OB popdy 0.737 11.008
Receptivity Green Communication
A15 € OB Gondy 0.690 9.500
Receptivity Green Communication
qL6< s SLS)) o 0.649 8/082
Receptivity Green Communication
17 €5 S iy 0.639 6.833
Receptivity Green Communication
q18 € o S| o ndy 0.618 6.934
Receptivity Green Communication
q19 € juw Ol W0y 0.735 10.311

Receptivity Green Communication
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020 € s LS, iy

o T 0.703 9.007
Receptivity Green Communication
621 € oo OBL )] oy 0.842 17.817
Receptivity Green Communication
A22 € 5 5 50, 0.654 8.970
Buying Behaviour
A23 € 25 )18, 0.678 7.565
Buying Behaviour
A24 €35 51, 0.859 20317
Buying Behaviour
A25 € 25 )18, 0.597 6.788
Buying Behaviour
A26 € 5 5 50, 0.603 6.341
Buying Behaviour
627 €55 568, 0.821 26.260
Buying Behaviour
A28 €255 )L, 0.849 21583
Buying Behaviour
A29 € 5 )1, 0.816 14,552
Buying Behaviour
a30 € x5 88, 0.702 11.012
Buying Behaviour
931 €5 48, 0.617 6.787
Buying Behaviour
S 9L g gy Y Jos
Table 3- Fornell and Larker method
6 e S5 oy
Pl e s Lo el
. soges &S jLin o B uce s OLS
Buying ) . o
Behaviour General Prosocial Green Consumption Receptivity Green
Attitudes Values Communication
L5 L8,
Buying Behaviour 0.727
o9 C8 ) Uike (5,55
General Prosocial 0.409 0.724
Attitudes
o B o 5l 33
Green COﬂSUmptiOﬂ 0.700 0.373 0.733
Values
o OB (o
Receptivity Green 0.526 0.622 0.351 0.722

Communication
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Table 4- Divergent validity of reflective structures of transverse load test

x5 0,
Buying behaviour

o
General porosocial attitudes

s ;)
)’.,.w d’;m-o
Green consumption values

e ObLS )
Receptivity green communication

ql 0.326 0.772 0.276 0.502
q2 0.304 0.795 0.307 0.449
q3 0.296 0.790 0.315 0.436
q4 0.318 0.678 0.273 0.413
a5 0.256 0.614 0.209 0.485
q6 0.279 0.666 0.216 0.452
q7 0.501 0.221 0.763 0.221
q8 0.527 0.358 0.771 0.338
q9 0.603 0.290 0.772 0.293
ql0 0.489 0.274 0.702 0.254
qll 0.508 0.282 0.746 0.266
ql2 0.434 0.186 0.637 0.132
ql3 0.414 0.506 0.263 0.848
ql4 0.415 0.512 0.304 0.737
ql5 0.342 0.493 0.247 0.690
ql6 0.395 0.435 0.280 0.649
ql7 0.314 0.395 0.182 0.639
ql8 0.283 0.410 0.160 0.618
ql9 0.404 0.377 0.294 0.735
q20 0.395 0.426 0.234 0.703
g21 0.417 0.483 0.272 0.842
q22 0.654 0.265 0.497 0.288
q23 0.678 0.339 0.494 0.412
24 0.859 0.356 0.600 0.456
q25 0.597 0.255 0.486 0.298
q26 0.603 0.243 0.407 0.341
q27 0.821 0.310 0.599 0.400
q28 0.849 0.377 0.575 0.469
q29 0.816 0.312 0.552 0.437
q30 0.702 0.250 0.448 0.395
q31 0.617 0.231 0.371 0.279
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Figure 2- General research model with partial least squares technique
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Figure 3- Statistics of the general model of research with bootstraping technique
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Table 4- Common values and R 2

ﬁblﬁa

yRho oS yiad! R2
Variable Shared
values

bl 0.528 0.580
Buying Behaviour

el J)wa d‘“u"})i” 0.524
General Prosocial Attitudes

o Spao Sgd; ) 0.538 0.139
Green Consumption Values

Receptivity Green 0.522 0.123
Communication
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