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Abstract

The present study examines the effect of greenwashing on green trust and green purchase intention
with the mediation of green confusion and perceived green risk. This research is applied in terms of its
purpose, it is descriptive-survey in terms of collecting information and it is included in the category of
correlational research. The statistical population of the study consists of all consumers of green
products in the city of Urmia. Since the statistical population is unlimited, the sample size was selected
according to Cochran's formula of 400 consumers by the simple random sampling method. The data
collection tool is a standard questionnaire based on a 5-point Likert scale. Data analysis was done with
the help of SmartPLS and SPSS software. The results of the analysis of the first and second
hypotheses showed that greenwashing has a positive and significant effect on green confusion and
green perceived risk. Analysis of the third and fourth hypotheses showed that greenwashing has a
negative and significant effect on green trust and green purchase intention. Also, the analysis of the
fifth and sixth hypotheses showed that green confusion and perceived green risk have a negative and
significant effect on green trust. The analysis of the seventh, eighth, and ninth hypotheses showed that
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green confusion, green trust, and perceived green risk have a negative and significant effect on green
purchase intention. The analysis of mediation hypotheses also showed that all hypotheses have a
positive mediation role.

Introduction

Companies engaged in sustainable development usually use green marketing strategies. In fact,
green marketing is an essential way to respond to customers who care about environmental concerns,
increase green brand image and differentiate their green products. Therefore, green consumers are
concerned about environmental issues and make decisions focusing on green attention. Now many
partners run a green marketing campaign to beat the competition. In fact, greenwashing refers to the
dishonest and misleading claims of the environmental seller. When sellers hide the facts and promote
only the positive aspects of their environmental performance, consumers suspect their actions as
greenwashing. Therefore, greenwashing is described as the act of misleading consumers about the
environmental actions of a company or the ecological benefits of a product or service. Consumers
usually base their decisions on advertisements and corporate messages, and on the other hand,
greenwashing destroy consumer confidence in green advertisements. Therefore, companies should
reduce their greenwashing activities to increase brand image, satisfaction and trust, and should also
allow consumers to obtain sufficient and reliable information to enable them to choose products or
brands from other companies and check them according to their environmental conditions. Therefore,
if green marketers do not provide reliable information to their customers, it will be difficult to
convince their customers of the superiority of their products. Customers whose attitude towards green
development is high will be able to purchase more green products. In this sense, green purchase
intention helps organizations to create a positive brand image, goodwill, and good public image. Based
on this, the current research aims to make the consumers of these products gradually change their
buying behavior and rethink the products they buy to bring them satisfaction and also be loyal to the
purchase of some such products. The present study investigates the effect of greenwashing on green
trust and green purchase intention with the mediation of green confusion and perceived green risk.

Methodology

This correlational research is applied in terms of its purpose, descriptive-survey in terms of
collecting information. It should be noted that this research was carried out in the field. The statistical
population of the research consists of all consumers of green products in the city of Urmia. Since the
statistical population is unlimited, the sample size was selected according to the Cochran formula of
400 consumers by the simple random sampling method. The data collection tool is a standard
guestionnaire based on a 5-point Likert scale. Cronbach's alpha coefficient was used to ensure the
reliability of the research variables. All the coefficients obtained for the variables are greater than 0.7,
so the reliability of the questionnaire is adequate. Also, to check the face validity, 5 experts (professors
from the business management department of Urmia University) were called upon. Data analysis was
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performed using SmartPLS and SPSS software. Cronbach's alpha coefficient, composite reliability
criterion (CR), and average variance extracted (AVE) were used to check the reliability of the external
model. The value of composite reliability is greater than 0.7, and the average variance extracted is
greater than 0.5, indicating adequate reliability of the model. In addition, the value of the correlation
between the indicators and their related structures is higher than the correlation between them and
other structures, which is proof of the validity of the corresponding variation in this model. The fit of
the structural model of this study was evaluated by fit indexes like the coefficient of determination
(R, the value of predictive validity (Q?), and the goodness-of-fit (GOF) test. According to the
analysis results, it can be said that all R? values are at the average level for the fit of the structural part
of the model. The standard value of GOF was calculated as 0.440, which shows the strong fit of the
overall research model.

Findings

The findings of the analysis of the first and second hypotheses showed that greenwashing has a
positive and significant effect on green confusion and green perceived risk. The analysis of the third
and fourth hypotheses showed that greenwashing has a negative and significant effect on green trust
and green purchase intention. Also, the analysis of the fifth and sixth hypotheses showed that
environmental confusion and perceived green risk have a negative and significant effect on
environmental trust. The analysis of the 7th, 8th, and 9th hypotheses showed that green confusion,
green trust, and perceived green risk have a negative and significant effect on green purchase
intention. The analysis of the mediation hypotheses also showed that all the hypotheses have a positive
mediation role.

Conclusion

Greenwashing is used to show a positive image of a business and to tell the general public that
they are not selling questionable goods, thereby avoiding negative feedback. Therefore, customers
increasingly distrusted companies' green products. Greenwashing hinders green branding because
environmental arguments increase mistrust. Because greenwashing is an obstacle to green marketing,
it is difficult for consumers to recognize the effectiveness of green initiatives. In addition, using the
incorrect display of the green image leads to an increase in lies and a decrease in customer trust. As a
result, customer interest decreases.

First, companies must be very strict about their quality standards throughout the production
department, which ultimately leads to continuous improvement in product performance. Second,
companies should pay more attention to the growing reliance on social media to gain more green trust.
Third, companies should reduce corporate greening activities that negatively affect their trusting
relationships with consumers. Fourth, companies should ensure the validity of their customers' claims
through effective marketing. Manufacturers should educate their consumers and increase their ability
to recognize ecological claims. By reducing greenwashing activities related to consumers' quality,
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functional value, and epistemic value, companies can build strong green trust, which helps them
increase green purchase intention and profit sales. Also, if consumers feel conflicted, they can even
delay purchasing decisions and can't really trust the business. They postpone their purchases or give up
because they are less able to make the right purchase decision. Also, consumer confusion can have a
negative impact, one of which is reported distrust. A customer's choice to trust or not trust is
influenced by the level of perceived risk. If customers feel a high risk toward a product or brand, the
product or brand will not be trusted. In other words, the more risks consumers assess, the less trust
they have in products or brands with green claims.

Keywords: Greenwashing, Green Trust, Green Purchase Intention, Green Confusion, Green Perceived
Risk.



25 bl Slades
VEN Ol (V) by ol el ol conslss L
VAN L, e VEVATEIESL 5 b

WY -\4F o
w93 dlio

e BALET 50 glas § e (AT 3O w0 (S STl b Jaw W B B 9 e Slede!l g e (Sab gt BT (G919

Y . . - \ BT
* wx'»mwl) c‘gwb}f}nm{f

Ol oo g5l cdne g 51 ol&ils ¢ S8 3L S ke andiy Ly wlid IS (g smmiils
Ol ctn g5l caso gyl ol 0y e 5 3lal 5SCasls S )50 a0 8 5Ltsls —Y

r.bashirkhodaparast@urmia.ac.ir

e 3
4B st o SABES 53 st g s 2853 e (6 Sl b s o 5 Auh g o slael S (55 gl B bl s
S5 Kiaan Sladios & 53 5 ol isles— o 55 SNl (65575 5 6w Llondjl 5035 (63,8 Coan il bl Jiass
23 g O gaama O A 5 oan LSy 2 (65LeT Gl ol ol plowil Slibe &) smty 2 s5 4T el (228 5,8 e
oS B pan Fror Sl L5 0188 e L illae 6505 oo el 3 9uomal (LT il 87 ol 51 itins o JSTE5 wns )l g
S 53l S (glab O Cab bl 3 )1kl Lt SleMbl (55T5 5 Il s Slssl esle b3l (5,8 w5 s,
4S 51> 0L pg3 5 sl &b b b il ol 0 il SPSS 5 SMANPLS (gla 1l 5 eSS 4 Waesls Jubows g4 25 55 ol
S 553l 457 315 0L 5l 5 e b ko 315 (lolme 5 Sote ST S 380S0 st 5 s (0555 g o (b s
Sl 5 s (2555 e 4SSl 0L i iy &b b ol (e 1315 (5l3kan 5 ke 3T S 5 b g o slezel
Jb}}f.uwuﬂ@fﬁﬂd;ugmr@,m‘rmp;&,;.;,\;wt;uu,@;ﬁ,;‘u},uwuﬂsmsﬁ
S Smlon i Laass b olad 47513 0L 35 miln (laass 3 o 1)l 5 lbinn 5 it 3T S o 5 el S B35 5

.-\.3)‘.) kf-:f:‘

o 8BS )3 s G oS 53 e e o dad o Slazel o (6 5 50t (RO 319 S

J}}M aJ.'.wi)} *
https://doi.org/10.22108/nmrj.2023.136059.2819




V) Olten§ (FY) by o5lod cpsler oslod cons5ls Lo gy 5 o3k Slidond / VA

s 1) SUE I ol sl slaslas Y suzmes
YO 5 o K0 ST e

53 n GRIPH G 2 A olazel s 2
Ol (28l 5 j b 2alST ol )l 3l cmomon
OF 0 GV ol 50 5 oL ,B) ol ol
U L el o s S0 4 o G Lz
Sla 5 5 aS Coal jased SlHsl b sl elul
L st e ame 0T (U155 (2l o )l
s Sle a5 ol Jaomel 3 Shes b i
ol B3 B g sloul bl 5 4l e slazel

S L agrln p3 LacS S sl L
bl 6l ¢ oroman 5 56 s Lol 5 5l St
Lty bl o 6 5i 4 5 e b A
slazel (il anils 5 0L 2ia b 5oL 5 ety
OF s S owssl) dad oo OLE 1) 395 ¢ Gau

sl el ol

s bl das e il sl |, O A S s e
e 355 1y ol a5 o OB S 5 s
ALET sl | s -l ol S
s slarmmn U 58 Sl Y gz 51 OB S s e
Sl S s oS (ol ol fC
Sla S 55 elS 15 YU S L Y 5o
AS A5 1) GV gamme 5 e 5 g ) 3 5 I peaes
Sl b SV gz omen 53 58 g8 031 e 5 &S
A o0y e g oy O US s me i
O S (o e (VoYY C 6 K Ol e 5 5lw)
slaply s Sy bl ) 555 Glaeaad i
el G (§ g gl (9 ST ol g2l (S5

2l 2l 65 5 o il ) e Slads 4 OB S o e

4. Nguyen et al
5. Sabono & Murwaningsari

Ao .
ol dr g 4 dgate G ES 5 Jgene 5 sba
(031555 S (e bl G L5k Sl 5 2l
i o Sl 1 S8 Ay e Sl
PR JE I P [P URE- GO -2
e SLAYLST 03 S pilete 5 s iy gl 131
O SS jmm OB U U e ol ol 60315 a3 55 3 55
Sl Glamaad 5 dited Jaoe s § SN
LacS 18 51 6ol 0551 .S o 31531 o 2 55
Sl s 2l eSS sl s o
Y )t s S s O el
5 8bslo b e glalesl g o g 5dyl
FOLSon 5 p58) 3,15 o )LaN oy b 3ASel a8
5 S e Ol ) s 08 s 5 aS Slej (YL VY
‘m@ép\)gfﬂ>§w¢@6u@u
S 3 g Ol sioa LT Sloltsl & 08 WS s une
(VXY OLLSn 5 p58) i oo &5 S tin s
Jos Ol o sb i b o S sb il 2l
Slala sl 5,5y G U (s ame 03 S ol a5
s Gl L OS5 oSG et S
S asd e o5 Sl s EG L e
VOSSN G5 (PSRN A IC 1% 1 JARSJC RN
S Sy lmnd Sl (GlIS Sl s Gl S 2
A S S laee i 5o U ST e oLl g
SPIrBed 3 5 el iS W g i (Jle gl b
ngjSLM.,\_‘.}L»df)J:_f S b s glds sl
SN g gl S| T -1

M&g\jwém}&u\ew@nu@u};

1. Tarabieh
2. Qayyum et al.
3. Haetal.



A4 /)K&A)ﬁuﬂgy}ﬂﬁf/ﬂgrf)lﬂéjigrﬂ:ﬁl{kwAiﬁw)}ybla;;\ﬁﬂéﬁ}wjp\;)\é}gb

R T P L PN B ST S g - |
s S U Sl e Jelge 551 0
VXY Sl 5 65 0m) dias il 1y 54
5 e 5 slas ldilnl 03,58 0le 055 4
5 aliaie oladl Ll io 5 5 e sla S
RS il s (Kin 51 0035348 o0 i
Lﬁlbonguiﬁw;}_ﬁudwuw
A8 ol oks Lol an ) g s 5 SO 2
PO PR SICH P S CING P
oyl i g e O g ams GBS 5 e
oMo 51 OE S (o pmn cioman 5 355 b
5 ol 5l S e olie SNy oo
o i 5 el ol o ST (gl 4
N games ol OB LS5 peme b Sl 0 2 S
)y g i 1) Qb B 518 eyl 4
U aS il S oo ol 5 S S guame
O S e 5 sk Ol 4 ) BT ol
s ool ply edal Hlsly SV seems i (5l &
5 LT 1) el S )ls il sy Jo
S lon L s s 5 sl 5 e szl o e
PR N N1 P S L g ey
oyl gd 53 g glde O guams OB US 5 e

O ls g ylaline JQ;U

S S 2 Sa9p0 .Y
e (59 g § e (SNt T

4 CLET L Sleslawl s s (6 5d g
o)Ll e 5 (g 5me 05 S 0Ly 61 Laes

Sl 5 53 Ladle sl ol sl (Y21 ( 3) 5,15

2. Putri & Rahmiati
3.Du

s abd) s p peal ISl bl S 2
e (3 g e SIS (OB LS 5 me slazel
e I
5 S SLedbI U s 3L 1 o8 as s e
A ol t LT an b a7 Cws an |y talas
sl aes s s glads , U OY o
SV a5 ol S )y LT ame L2
Ol i HL 5o |y (ekas SLedbl o OLLLIL
S5 8ol O ite 05, deline a1 3 5
OLLSar 5 La) 550 dal s Sl 5d5 GLESY guams
hss s B 4 6T 25547 L e (Y0 YY
OY gme 457 3 5 Ll g b ge 53 (Sl YL
L dead Blod | 51T (gl 5 1) (6 ey e
ey Sl 4 S S8 LaOL Sl 4 S
3 &l Gl O (o508 13 5 S e iy
e e G sl 4 (1YY 0K
a O3l il (sl 2,5 S e Ol e
LB e S 55 48 250 0 2 105 Y guaes
355 (o Y pamn gl il )3 1) S jlas
e 5iES 5 b (VP OLSKn 5 wls) 340
Solee a1 OB ALS s a5 55 (ege BB
| PEPUTE-RV-TC S P P R G s
S ) dm b o e SO b
G 4SS s cl SKee OB S s e
S g e L 5B Ll O s 5 WY
R R e G e R
HZJ&&SJ:JE}CE“ Ll 55 oo e Slazel B b
Sl OF e (e aalijl o) aas 2als

S e 2lolib Glag sl el L Lacs 4

1. Wang et al.



V) Olten (FY) gl o5bo cpsler oslod consles Sl e 6 ol Slidimi / VA

O b clarome 5550 L g5a) 5w 8400S 55 st
b e 55 e STl el oS s e (S5
Ao ey 0SS 3 et (bl ol
Y TS 5 ) 3,108 o 510 o
lys VS 4 Sols 4 e Ol 5oy o slezel
35 on i Ly jamen s sla S5
S i i L e s (V) )
COLLSr 5 ) Il oo il 3l ol
B R P AEICUE N IRCHRNE G AT
Sl Pl g p Sl QUlS (ammelans S
315 0,5l G S laes L 5L VS

Cel oyl slalest )yl (YA L)
SLa AU 255 dga ol o) o 35 oo e s 3l
WY (SOl 5 ) 3,008 oo o slezel y ite
s oo gl (VWY Sl 5 5
A AE e b (s 55 (VA0 s lal,
oS as Slaze] g ol BES 4 farw EKu g colEES S
s oo DL ULy g 3 7 5] (G 58 o 5
3 g dbazel 1y Cote by o 8ASS 5 5,1 &S
SJJJ_BJJBJJEJ)\K@;\FQJ&M
SN o it 1 ey L g s slazel p e
o dailsy 5 Ams o OUS B8 R ccnl e sdle
B g e 8BS s Al e A S A
ab wly jew slazel g gw)l (gl U G 6liES s
il sl e S b 55 cpl 3l 6055 oo
Sl o &5 p5 s 2alS g e 5ULESHy G5
el Ao o b S A28 g e slezel Aol 53

3. Chen & Chang

4, Chen

5. Chen et al.

6. Daels

7. Leonidou & Skarmeas
8. Rahardjo

L e 23l Al e 45T S S5 0 e oS
ST 58 Ly St e gk 5 S
5JS5HL) s e plomil | G (g i s
i oS U5 e e oS 3 e (V0NN O,
wb)@wdf):):olfuf&_,_m@\}:\_}
clalesl zils )15 oLl VIS ¢ Calibes glaac
e LalS 8 O b5l s jlames iz g Calies
3 ol 2l 655 0 OB iS5 e o (500 o 4
Ll s a0 Sl an 5 AL e e YIS K
2l 325 oS S e (53 e Lty
S oS D e e s 4 e 355 (05 )3
LYOXY sl ) 355 oo dw&emtgu;}u
e SLales) G (5 s p il )
Sl 0 o )Lsledidig b siSel o8 5 sl b
Glaasr L 5 1S o Ol 1) Gl 08 it 5 oS
c.x_;.:fu_»'t:l;\);j_;}._w;}_ﬁl_‘.ac,_;a
S 3 g Ol sioa LT Sloltsl & 08 S s une
ol 0303 OLzS LBl ol plo 5 58 o S S G
5O e i Slalasl WSSl gl 8 oUl5 oS
LS o e LS S Sl ) el oy
2 (1Y) S 5 p s YV 558 57 s
5 (St e LI O g b g,
4SSN OUES e L 3305 Al o e (o5 52
(S 3 gl S ) bty J gooes o5l o (ks iy
I L 808 o gt ) e (05 030 5
S 555 B i BU e b st
e byl fuss 6l ol CU)L..::«\ (Cmoman 3405
Ab CiS G K55 Ol 5 e S5 s e
.;l;dthlfljkﬂéﬁngb;\afa\f
o Slodsl 9 o BADES HO ylas V-V

1. Parguel et al.
2. Avcilar & Demirgiines



AN /)K&A)ﬁuﬂgy}ﬂﬁf/ﬂgrf)lﬂéjigrﬂ:ﬁl{kwAiﬁw)}ybla;;\ﬁﬂéﬁ}wjp\;)\é}gb

Criwo candllo 5 ) 40 (5 i é)//J;/ju.;A)'L;J:)%JJ
odls oL g opl @\:5 Llosls rl}u‘ (63/.1.9’ S g0
slazel (595 0 glsbine 5T o pme Sb,I5L S ol
PV s ) g 5 6 e slazel g 3405 (6 e
df\).s\jdzaékgﬁf):szfg}idd;\cw..a)b
Ao A a5 (6 e slazel o el 5o (g e
RGO BENT AW
sass (VF ) 0L 5 asdb oslj s >
= Ade sl sl 5 g Lkt Ol pe L
(e Ry o iy Dbkt 3 (5 e a0
QJ‘JCL?J B o= Aolesls (a\_>_=§| J somuio UL:L’”"J—.’
)(ﬁfdb-\j)wwd‘,—?—)wwﬁ
a8 el o Vs 25 e S S
Sl Jols 05 08 5 b Gree slaaslas Jol>
4 oy Tt 53 0L e (o553 e S 5T
s Sl 3 ot s bl Ogede bl i)
P TEDC N 4 BUPPUNTL g . rpa
(G el o o B et sla S5
Sl il (s b (55 (i 50T
5 55 ol eenlal 5 Km b Lo e sl
ol ol e
Ol b camgs (VFv ) 0L 5 Nsb >
Y s 0 S 2SSl )
oo g5 dlesls rbr.s‘ olilS (8 e b 2 28 s
G5 SG 3 e 5SS 3l 5 gy p A L B g
g o s (5,8 S e 5 e DY e 4
i Sy s sl A plonil o iS5 e
O Glaad 5o 5 jow 55EST 3l 5550 Hlolims 5 e
S eb sl s —Sdas 5550 )
o N gz by 5 4 5SS s bl 5 olaz!

w‘(awdﬂﬁﬁw‘,

e A B ad YT

e Lol o 3as SLA ST 5 (S 21530
N DU SR TN JOU-IF PR
J:Lms:}}éb.\iﬁ)AQ\fuquwa@\
il L Olajen diias 5l e |y e
S s psge 5 (el § Pl Canl
S Jlse bl ulf.\...fdjm Olays ela|
OE U5 (g o Y oo 5 S
Y e (5l o 5 b ) a0 B4 (655 0
o glize 315 (65,5, g Conir (Kim 5 53 s
i Bladl g el Ol gedy jow L 5 dead ol
45 35 oo i 5 SV pamme 4 O35y Sl 6l
S SLaVE Lo s G | o sla S5
ST a6 e SN TS o s) s
A o 5 BLdl (bl dgate (ol G J guaes
Ao A ) e 1R Y e
o Sl S (6 e Dglzs Llod ol 1 6l
o e dd ol 43,088 31 S VST
s DY s A 2 Glail O e O e
Oodn (Y Y OLLSn 5 o) Sl 0l (o 5
S g3l o DY gz 51 (G138 Jlozl o s
Sl SLol i ja Cstls 4 Jiled 5 0 liS 5 e
(Y oL 5 0bl) CanlesT

SBIR (2P S T
L s OF V) 0LSen 5 opane >
O e oy 2 b o S pne i 3B 0 50

L;;JM";&MJW/L&L:JWWJJJ

1. Lasuin & Ng
2. Yiietal.
3. Aman et al.



V) Olen (FY) ol o5bed csler oslod conjles I e 6 o3k Slidond / AY

e A5 50 9 e S gLy (e LIl
) o (Sl i jl itz ps 5 AS o oo |y
.J.A.\@J.Alf

L g (YY) (6 S0l e 5 gl
e GBS S 5SS ) i O s
L o Sebims oy 55 ol s S 0 )
o ety plonil ,Sabst s ke Ol st s Sloze]
S G 58S s e U e s )
W s o e S AEES 53 55 5 e 8BS s
ol e slazel (6, S Alauly 15U e 5 e e
ﬂk_wsudf,;u:;,\d,\_mu_ww&ﬁa@u
BASES 5 kS G Sde Ly 5 a2 g o Sl
B G Sdme o b G slel o G
3 g Shaa oy B e g o slasl G A5ES s
SN o 1 s s 5 s slazel (i

Ol U ass (VYY) Slas, 5650 »
9 g 6LESS s st a‘.,(_..idfj.sd@)/ﬁ“a“
S5 3 o Sl Ly i s sLaze]
(S5 ol da Llesls plil ST (25 Ta )
G Slazel e 50868 3 50 3T udow s o
Lzd o e Slatel G slazel g 30ESS )5 b
W B b s e 5AEES )5 )] e s L
s Ay Bl G BUEES 55 St 5 e s
Q‘j‘@‘&)@é}.@ﬁj}i@u.@\ﬂ
;L&lﬁéj\sw}wﬁjgbﬁﬂéﬁdf)s 533
= oline 5 site U ew s s6S s st e
dab o olslime 5 ute 3T sem slezel Caw slazel
5 ote U s BBES )5 5550 G sdome by 5
PSS ) st g S sz by B dad (g lalns
05 gite 5 lslme 3T jew sdoee B b e

Sloo gt SE 0N g b Jhmgs (WYY ol 5 P

Olge U g s OFAA) O Kes 5 aids >

J"‘“JJ’-L @L‘b Joleals (l_’u‘j._w"{-jj—’- MJJL‘L‘;J
golezel CLB iy Jds slacjle & das oo OLL
Hﬁ)bﬁ)j(mle:&)r:&m)d‘)l)l.&njdw
S G il e 3yl S e S
Sl 9 653 Lgl.a:jjijﬁh;]a::mtgué\_]é:-m
(\W49) (G awa 5YS 5 gyl B e >

J)déﬁﬂwf})ﬂdbﬁ%d‘#[—f&)}:
Uﬁ‘ )\ oda . Lilesls (\au\jj‘.g Lﬁ‘"zj)j CJ/J:..PJ ub;::/
Ol 55 O e o8 55w Jdos | b gt
(S F 5 s (s Sl
Lt bl sladlslae (5lwdde 5 2o 965 )8
AL 5 ol 5l 3 (g lsbine S (ST s s
Pl pesde 35 5 0 Gladip 5 gad 5 o po LS
S 3 5 e A g 5 S h Sl
el s 8 dyeas 258 lslins Ol ia
‘W.Mkﬁ)\}j}buﬂolif'_&mgmf)éﬂ
PV sy i 5 5y g8 S O e (55 e
AU e b s (YN 0L 5058 >

et ot (oS 13y 3 ot (59 s A L
sla il Zags cpl s dlesls (l?r.;‘j.wub) ops il
.w‘cﬁsﬂjjkﬂuﬁjg}‘)uij)‘ﬁkﬂj)bﬁ
)}.Lat_i cd}...apa.e .,L_>-)'\Ji.:_5 L;.\gwaf;b ol @l:s
| a5 (o8 53y 5 s (5 g e
it AU s S5 gl Jl 0SS g

)Lgslduuap'hbcw.sjbﬂvﬁjjb‘j



AY /)K&%}ﬁwuy‘}ﬂﬁf/ﬂkfmf)lﬂéji:?ﬁk:ﬁl{jfwJiﬁw?)}@bw‘ﬁkéﬁ}w.b\;)‘é}g‘j

S iles A s oy 2 Ao 5 o (s S
Slaosls Jodo gan o L dlosls rbu‘f_w NEEyOy
Aoy @B b G (6 b g &S 15 DL o e
o) Aty e s 5 5 6K 5 a4l e LUl e
S S Ll Sl e el e LU |
seo e Siols el ol s LT sils 5 Sledibl
L) o s 5 A2l 5 s (S gd gl LS H1 80 )0
S (o
SRR e 5 S Sle @ e Sl e
(Y1) 0, 5 0 55 253 31l b ¢ piomon
CIBys iash esghe de (YYY) 0L, 5o g

Ole b3 b 5o s slaans b 5 €151 JS

7l b T o o P e e (6 g
ool o Lozl 5 o L3S 5 st fous oS 50 s
e (6 g g 45T Aas e (LS bl el
S BB s ot o 2803 ot by
Aas o Ol 38 Aagh cpl oDl ..a)\.'\fdo;‘
e LUl o 54868 53 last g e oS 45w oS
ol g 1) G A Bl g e (S gl
Ll o (S 58 9Cmnd 45 Cawlins Ol ol L ALS o0
o5 02 b s o by 5 NS e s 5T
T el it U Gow 0BT ys s 5 S
AU s e s slazel (Sl 5l

Je ks B A g e (6 g s LI 5 2518 o

IJ}.’Z@ "‘Sgs"‘.‘d"““)‘)
Olye U ags (Y1) 0L e 5 5,8 »

ﬂ@fﬁﬁ

e Slazel
e S sh gl |

;MS‘)J‘}B

e ks Al
}:.\N Ll

(Gg3 SLABL trin) SR9% ogado St K&
Figure 1: Conceptual Model of the Research

3,13 3459 (g lolae
LL;)\HJ_iﬁwfjkﬂLgﬁij:&.f
€303 59 (5 lolan 5 A
9 e BLI e slazel g e W8 55,0 0 0
€3,05 5459 (g Iolae
LL:S)‘H)L&SF‘)HSMJ)J#&.?

€303 59 (5 lolan 5 A

=3 rsete Jhe 5 a3 58 s 4 4> 5L
S o S Sl e 6l

Lu)‘ﬂwfjbﬂjﬂéﬁ)wu::\
03,03 5459 (g Iolas 9 Cuin

ﬂZMSJJJ—b}}ﬂ‘S}_&jwa
€305 359 (g lalime 5 e LS



V) Olten (FY) gl o5lod cpsler oslod consles Sl e 6 sl Slidimi / AF

@b ol al ol o3 IV 5l 5EE )5 s e 61
S pete 05,8 Olslal) 08 5 5180 5 Sl 6,5
lrosls dou gan o S 4_‘13; o ¢ (L;'lf))'l{
Pl 5 oo 5 LT idw 3 3 JSle ey
j\uazlzquﬁdiﬁcw.afajy
b o3l I SMArtPLS3 5 SPSS26 ) ;—lp ,—
gome glsej s> 3 PLS Hljdle 3 S8 4 bdue
S e 4l el 5,5l 55 bk Sy e alas |
2135, 55 dla b 55 5 ¢S A 5 e
Laosls =08 PLS oL Jas 5l ca e opl @ ax 5L
390 ey ol g o la s i ol g

b3 S o e 5 ol 5l Rl

S g sl .0
Slasio iy by o o 5 5T ) sl
eSS O Waspnly (BB 5 (63,3
sl 0l gy D g s (D
Ol gl (Kl 5900 ST 391 Joo

Table 1: Demographic Characteristics of

Respondents
EW-Sr] X
o Ses Sl
S9P
AR 1Ni2 5,
AR YAY 05 i
ARD [ 9N o
Yol S
BA/D \ini
Ju
W% 1 ¥y ¥
VoV £ £ — o oo
A N oY — %+
/¥ \ +7
Iy Foo C,,,-
& & “d . .
o9 sl xiw

LUl o o 5 e 5 s 2553 e 0 Y
03,05 3529 (g ylalme 5 20

LU o s 5 @ 5 G 8450S 55 st o A
03,05 559 (g ylslme 5 2

3 e L) o by 5 ead 5 G slezel o A
03,05 349 (5 ylolas

PRS- TN SRR S S SWPR SPR R
¢35 05 2ol AL G slezel

3 3 ps LIl e 55SS 5 Lo VY
03,0 ol AL Gew slezel g G

5 e S s s m DLl e oS 3 e Y
3 05 el AL Gew b S ad

3 3 sy BLS I e 5A5ES 5 e AW

Syl il S G by B Al g G

RIF (wlb gy £
3 ,)LS (Glanw g (ol Bl 3l ol gy
s e o 5 daesls 6555, Ll
Jol ot opl ol el ol by B,
33l 93 e Oy OB S 5 e LS
OIS 55 Jsnp ool 55 SOLT & 50 o 5 S
A5 35T esl ol (5,5 4 g s 4 i VAT
S ol b o 4ty o Uil (gl oS
Sl 5 o Sl dolts Bl g3y
Sl 5 o s (S5 g —iza) (Y+1Y)
(Y10) 55 o 5 oo T (o oS 3 ) (Y VF)
L dead) (Y14) 0L 5 o 58 G slaze)
S Aeaim sl e ol S Olebl (6l ol (o
5345 Oliman b eslinal # Ly S SWIT s o

o.a\_.aTC,_.de._f ““il_}" U.ALJ .D}S:Go odalive ) Jj.)a—

1. Aji & Sutikno



AD /)K&%}ﬁwuy‘}ﬂﬁf/ﬂkfmf)lﬂéji:?ﬁk:ﬁl{jfwJiﬁw?)}@bw‘ﬁkéﬁ}w.b\;)‘é}g‘j

s e g ($905 e 0le) OT JLisa 5 (o)

9 Je (2l ~T-0
2t b Sl (S e 2L (o2 L
oSNl 5 (CR) (S 5 Ll slons Ly S WT
Wl 0 o3liad (AVE) 6t ) el ol
SLAT Hldas 558 0 odalin ¥ Jydor 53 457 5 sb0ka
S 5 Y YL (S 5 L s L S
S S as cnl v/ 5 YL ozl el il 5l

Ll Je Canlie SLL

YA slas ;5 Fre laS dias e 0LES ) Jads

23 Ao 3V 53 e S 53 Ol ey ) oy
SIOMD ¢ poman I Sla &l )5 05 S
Lo 3 YWV Jla ¥ 51 2eS s b3b 53 0L Soaly
V00w 33 55 Ao y3 VOV FV-Fe 550 s
Loys /oY 5 JLw DV=Fr e 5L 3 Lo ys Y/VO

Ll § 51 3YL 4 e #r w33l 5o

IR Jdo il (i yt V-0
el DLl g (S Jdee () 2 0

OT bl e s S0 (o past L) slad e

OBIR (FIm Jw il g J9u
Table 2: Fit of the External Model of the Research

o919 (Sl . . . .
. = 5 2bb ELyy Wi s puiio
o.\..agl e (
V% +/8) /M e (65 g s
/90 /A IS e 8 33
/04 NG /Y e 8AEES 55 o
Vidd AYS */AY e slezel
oV 7y AP e o b
B9 R BBl :xe
S Y- Jou
Table 3: Fornell-Larker
Ol sl e \ Y v 13 >
o slezel N
e 8BS s s Y SANA NF
e 58 33 ¥ —/F44 Y A
PRS- T —+/F¥A /$54 /6v4 HIM
e Ay 2B D /FAQ —JEAY —/FYY —/FFA AV
& ES Y- . .
o9 R Sbdsl xw

ol 58 b ol 4S8 i Laosle b o LT

ol Jde Q‘i‘)" wb&‘;\) Lflb)

OLLS (¥ Jsd>) G i jle 53 S 48 Oles
slrosln U L oL Ol  Kwed ldie (ol
QQAL;M}\(W;&L;S);!&DJ}&-@L}J;



\F'\ Q\Lw.ﬂ) (FV) &Lﬁ c)L«..: ‘r)Lg? c)\.«..i ‘V.h.))'\}l JL.u Lu._"‘,: @lﬂ)‘)b Qu:z:u“/ \A;’

Al 8 Jue ool lu e A5l 6l Low gt et e L ol s (ool Jus
SOl a8 sdbacls +/FFr 4l s GOF Hlas ,luie LL_s, (R? (Coefficient of Determination)
P IR PR | RGN 7 S S L KPRP-pr g «(Q%) (Predictive Relevance) oS iy
Cin 130553 Gla puite o iy Sopld ot li i (Goodness of Fit Test) 3l - o+Ss o5l
R | dv\.ﬁ g_,.wl...a Q.S"-?Lf:ﬁ Q)u\.; )‘ Quu 45 03 g 4.5-;3\.: ] 0l LS’L-J)‘ Lﬁwjﬁ Q}‘)T} (GOF)

oRR (B Jwe gilpit Jgu
Table 4: Fit of the Overall Research Model

Sl sl Q2 R? & ko
e - - o S s g
/DAY AW /YA e 8 33
Yidat VAAD VAAD e 8BS s o
VY A Yty e slazel
Wa%% JIYFA “/YAF e s 5 B
<I9OA - WALYS oSl

GOF = \/Communalmes x R?2 =+/0.658 x 0.296 = 0.440
6}53@}2&&@&&)‘]\4;4; '/V?}'/th'/'\ )L,\ia‘u

B9 SBABL :xe

(93 SLABL trin) A9 Jo o il yo 1Y K0
Figure 2: Path Coefficients of the Research Model



AV /)K&A)ﬁ&jﬁyjﬂﬁf/ﬂgrf)lﬂéjigdpl{kw-\iﬁM}j’@bW\ﬁﬂéﬁ}M.}pg)lé}L{b

\)M%H}‘@G‘)O})b&bﬂd\f&bﬁb
Olgy la e gla 2o (64, sldel 5 das o Ol
el sle slasb L

M‘w\’-)"‘)ﬂﬁ‘f.}_’f}ﬁv S s
shdel aas o Ol (R?) pand ol o 5 s ol

J}\JJ‘J_G\‘M%JJ SM:Q\..&JLAWL;))

(93 SLABL txin) 9 S (Slobzo Ogo3T polio ¥ I<h
Figure 3: Significance Test Values of the Research Model

Ky ol Sy gy Sl it ol 0k 1S
b0 31 sl ,— (bootstrapping approach)
BT 5 e ol Sl sy slras 5 Le!
open sl p sled gy pl el ol oslazul

Al Sy

Laids (g9 o e iun sliel ¥ o s

Oliab! o j3 45" sl T-value ;e sias 0L
/88 b Hu5 olas 5 55,5 slie o3 40
Wl ke 53 s s BLI I 3 52 5 (SLins 4o
Fdsda 5o laas 3 0505 & bsy o s 40

B § 09037 31 folo i 0 Jour
Table 5: The Results of the Hypothesis Test

SMart-PIs) > Sla o Jilio 255 4 hass slaans b 05057 mbs
4 $olsliae to,leT s 2 Getos sbans B
Gk Y <e/ed \Y/AZA < /0¥ S S 33 e (65 g |
Sk <i/00 VV/FO IRV e 84S 3 o (6 g s \
Sk v <e/0 ¥/ VALY SO TCP R - JIIN-) ¥
Sk v <e/0 Y/¥VE — Y e S A s (555 5 ¥
Sk vV <e/00 V/aNY —+ /YA o slazel e oS 3 )
SV <i/00 Y/M- —AYY o slazel o 58S )3 ot 4
Sk vV <e/00 YV -/ e o 2 s o 55 v
Sk vV <e/00 N - /YaY e B A e 0 S s s A
Sk vV <e/00 /bV+ “/YVA e s 5 A2y s laze] 4

B9 F SRS 1z



V) Olen (FY) by o5bod cpsler oslod con35ls o 5 o3k Slidond / VM

OLLE 258 on g 5 S 6 Seilin Ol ssa A
bty e yldie ol ass 53 oS ol S5
aodowo A B Y wﬁ;}y@\ﬁsduw;);

laas b 6 Kole LT 510l &8 T s

S5 xS Y
Sshylamd 28 381y fol- Rags 5l Ooda
S8 L o oy 5 Al 5 o slazel
s - BE o SRR ST
sl 53 oo (@ME DY puae OB AIS5 e
S a3 Ot s 5 Il A b il
B B8 s Sl 5 s (2855 e (5 58 5T
alllan glaacsl L &S s )ls (o ylsbkiae 5 oo ST jom
o ead (YY) 0L 5 o 35 5 (YY) sl 5
IVl Ol e sdaTCwsa @L“J clialy s il
Sl e S5yl | iy LalS 124875 S
O3y 255 YIS 55050 dade oo 5l (L2
e S gp dleml Gl ppen 5 e DS L
L e ool ol |87 0 e oslin
S 3l (Cpomat Ay 0 o] (S 5550
S g sla Lol Lbl 51O 2k 5 58 00 Sl S
6333:_&}3)\4.): .w;;,}s,www\d,z
553 Ll oo s (S bTand 4555 0l 015 o0
IV U C N PUR PR P I B S
L oals o B 15 Ok s Ol 5 o0 comoman o> 1ol 3
Bl o Sl jow OV pama | 55 ¢ 58 Gum
S L e By ol 0L e 5 WS
Sd s plaol i sosliiul jw la¥S
sl U G (gt ol S o (5 2
S i S5 it 5la,ls O ke 5l 5 oS )

dal g oS (5 e 5EeS s s i SU sew

e s § Ogo3T .1

U 03 e (2593 o 2lis B s 2 S
03 g 8BS 55 st G slazel G (6 sl
5 9t G Sy B A e (S5 SE
5 e Sy e e by ik ST 55
slazel y sow (S 3h e 5B 53 o BB ES )5 s
b osliwl (VAF) il yls Jsad ogy ) 5w
VAJHUVJJGLAW}@LJL;”@\JL»\,:
L variance accounted for b ls Jsed s Al
a3 oo O ) 1 IS & ofitens 2 51 s VAF

“sly p s ke pl= endis S

il FIX (il Jies Jl= oulis 2
“ealy p

s g Sl i Jl= S50

S V% s g 1= 3l s Jpat

Seslaslan U aS 5,5 ol Ol g5 oo cazeiys
e (& st ) in ) pboas wly mie S5l
Lolyy Oda Ly ubyly Sl )MRe 4 5 o i3 it
Sole a5 0 Cn )3 3 50 0 g S5 ol S
T mile pite ey Jaly) e b bl
5l laline ot b 5 8T s e e el
OLL 130953 joiie p ) Jote Olgy ke 51 (6 f1emn
g ol o 4 VAF sllg Jged el
b i S a8 s oo 655 SleS ol S )
(i I (il it Jdod S ey 5 LBL VL
(andy ol 53 Aol EalS” STl e ¢ylsliae
959 dalg Yol 5l S VAF by Jseds ldie
38 Do Sl o C5 8 s Ol
AL 58 s VAF e 5 blis,s ol
3,5 JoalS (6 Komilin (sLesl 015 o c AL AT
G Y7 s VAF 0T 3 4 Sl snnd s ¢ ool



A4 /)K&A)ﬁuﬂgy}ﬂﬁf/ﬂgrf)lﬂéjigrﬂ:ﬁl{kwAiﬁw)}ybla;;\ﬁﬂéﬁ}wjp\;)\é}gb

\_@;T;\u_i,d.\_auu\;w,:‘u,\_;\}:w
&l e Ol ccal ot s i)l 8 (golazel o
odiiS sl a3 (g3lezel o b slazel
L Jgams 55 a0 1y o VU st 0L 2t STl
=S dlazel 15 5 L J e (AS sl U0
J_.E}Q\J{JLfag-ﬁcj.ii:Q)L?pg.:}_fM\}éd
L oY pame 0 LT slazel cdiS LU0 1y (o 2bw
Al A G gl gl

45 ol QLS g 5 pnin (pidin S b o
mﬁkédidf)>)bﬁ-3k:w.9\cﬂ6“fﬁﬂ
Slalllas U 4 5,05 (g laline 5 site 13U jow do &
sz..iajc__«&.ajla&w(\“\ﬂ)ob&w;rdv\ij
5 8l 0L e o853 1 (1 (6 05 s o
S 3l slalesl a8 SLalS 5 5yl 552 9 Il
b g doun ol yls iy slalesl 48T oS 5L Wyl
45 Jsamn o 3Ll S 5y 01l (6l ks
5 S (moa 8T o) (ames S5 (ML (glalrs
OLgy 5 o y3b slmesls QA a5y o5 (6 3l
N S JUR N BT ST Y- P P GO LIS
e ol 8 B0 ol ol 15 6 o
Ll 5 O US o pume o b1 T e slazel
A i Lol Loyl 4 5L S (o e
Jgmamme &G 6l 1y VU ot (6 2t STcodssS s
a5 g 83 ai |y Jgeemes Jlazlay (AS7 S s
et S 53 GV et | S e
G

(225 5 233193 (@35l (ord And b il
S S g 3B 53 o oS 53 e oS 55 0L

Eb)bﬁw;ud{)brk}cﬂ JL—QS.G‘J._.:

3. Zaidi et al.

1y OB S 5 eme oo a1 4l
N % dﬁu\f
S ol 0L el g p s A b o
AU G 5 b 5 e slezel e (5 pB 0t
5 Sl iass slaal b oS 5yl g lskas 5 ite
Ol g5 e iy ol 533505 Gl sdeans (Y4YY) 01,
2325 O3OLES Gl 1 s (§ gl 5 S 0L
o 8 e 5 S S S e
) S St GV 4 S g3 s p5as o p 550
e 35 5750 1 opl oy 65 98 e eslatul (Ah g B e
Slodyl3p 5 sbay O da 55 ml 5163 55 0 Sl
Aol s slazel o LacS i ew OV gz 4 S
|2 635 s o 3Ll Sl e o (6 9 g s
il 8y gslazel o ase e § ladV )
o\)ﬂﬁ@}hﬁméﬁ}wgdwk\"j‘ R
Sl o S b 2l adis (ol e LI
Sestial ¢l osdhe Cal Sl 583 OB A8 o uas
3 tﬁ)-’ SRl an pomte ol 4 G p geal Dala0LS
Qb e 4>y "’J“”u‘“ QL’ slazel u...alf
Al A
P e g N
5 o S5 o slazel p s 5486855 st g 5
(oY) Tyt 5 STl glaal U &S 5415 (g ylskins
oo ol O A s e S5 )1s o genen
Wl e ) s Oleenal 15 o S
LT S slazel HLS genS an il 5 o S
O i Ly I a3 ol a1 355 slaky 5
Sl e ol S5 o eS| 50 o0
oA S e (2553 e e A A

1. Ghassani et al.
2. Saxena & Sharma



\F'\ Qt‘.mﬂ) (FV) &Lﬁ c)u ‘r)Lg? c)\.«..i ‘V.h:)'\}l JL.u Lu._"‘,: @lﬁ)‘)b Qu:z:u“/ \\'

O3> 4S5 5403 elrlod gl Jragis ol

) s b 5 0T 4 Aol Laa sl Oslpl ol
sl ok plail an gl 55 457 5 b0l Spdypens
3=y e;l;wbuﬂugbﬁo\j@ ol b
23 ol gl (Koo i 4 015 e ST Sliios
ST Sl 53 copl pogde ¥ 5 S ar g Ja oyl
Jsmame Glagduanas jlo gl |y dde 0pl 015 o
N OlsS (ot o oy 5 @B gy 815 ST Jlas!
3,5 oslaial Gew Olas 4 Olas Slads uSle ol e
Sl e ol 51 015 or (ST Sl 053 53 man
ol 55 3l pe dsle Kols VLS &S s oslinul
o LT s 6 8 aslizal Koo 5 e 5 0l

A 55 Seslial jlaw 9 g mws 3

&b

I SELOF ) Gdge s S5 s s ks (gl
e AL 55 A U RS
ESSL 3L j2ie tandlae 3 50) e ol g slazel
dree o O ko doliloas ((op 9 53 Ol (65 55LaS
AV-AY (V) PP (g

3L oy B ol gz (4D 05
V) (e ol ol 5 adion (S ol
S o2 Fae Jelse G 5 gl
R Ry e den Dleds 53 (6
A oS oo 4Ly Ol . ganien Jdoes
XoF-YA+ «(F)

5 e o BlS ¢l (ol ¢ e il
A1 5ladde . FA) (sgn o3l pran
A b gl OB S s e o 3 5
AYO-AFA () VN B 5L o ks o

S Obelnd 5 Ol po calily)T e oY s b

33 o (05 53y G Sy Dy o (6 5 g
P L ST S RPN
S Szl e (6 3b e 5 55 G BB s
aS das e 0L basl s yls (g lslae il i
L 5 el 5 i b5l e S8 ST
3B 03 s on 6 Sl G (o5 53
S5 gl B9 4S Tl ol olys b8 Dolalllas
6u\p>l3)p,>@fﬁﬂgﬁm¢_ﬂ\@bﬂ
533 OB A O me 4 olKin 34 h e
CUbEs b (o) o o Jolse SIS (S5
S e (53 8055 s g 055 5 0300 0 2
Ao e SR S el oS s
Al S e OY g
slaslg iy ol i glaassl glowly s
(il 1350 0 SV 3 0 4 g 63,08
el 53 CakST glan Ikl 55k y L bes o
e 0 Zalgnn |5 il 535 sl 5 5 A5 S5
092 5 oo J pmamen 5 ;S 55 patne 35 4
Aol (Soels 4 6t 4 g Aok S s
Iy b o slazel B ail ails  sla| glaala
Sl Il b Lals b cp s 55T s 4
Lolgy plpiedas fals ) oS5 s gsdlud
S e e U OB S S e L T ke
sleol Coeo 5l J5e bbb L AL S 5 )ler
bbb OS5 .S Jols Oluabl 3 5 (g 2he
L LT QUls 5 dms 50T 555 OB 4S5 s
Al L das ol 50 e slalesl slalis (ol
o) Sk b e e gyt el
oS5 OB WES O e (B ,me 250 5 63 Sas
2 LT aS 1S sloul (545 e slazel Aol o

S r S 3 g g g ey B ]



49 /)K&%}ﬁwuy‘}ﬂﬁf/ﬂkfmf)lﬂéji:?ﬁk:ﬁl{jfwJiﬁw?)}@bw‘ﬁkéﬁ}w.b\;)‘é}g‘j

oL, Sl s (Ol Cab OLun,
AOVAYY (1) & oS ome

b OF ) eme (Gl 5 G sy g damms

G Sl Sl ki C e

3 g 3 S U 5 SlalS 8 55 s 2Lk

WD e (oLl Slidnr oo

.Y"

Ao ¢ (Sdn g sl (3l S t0dS e ¢ o gane

e O e gLl S LOF )

9 S slazel (il A8 o) 510k R

& it &SI yal 5 md 6,8 03 5 S b

Co e (o 5l e Cnims taallas 5 50)
FeF¥ (OO Y o LLiL

Persian References

Abbasi, R., Javadi, F., & Golmohammadi, K.
(2021). ldentifying the drivers of green
purchase intention with an emphasis on
environmental ethics. Journal of Ethics in
Science and Technology, 16(2), 48-55.

Abid Khorasani, M., Poua, A., & Kafashpour,
A. (2021). The effect of technological
readiness of bank customers on satisfaction
through the mediation of quality and
perceived value of services, customer trust.
Journal of Business Management Studies,
13(25), 51-81.

Amosi, N., & Zakipour, M. (2021). The effect of
mental association of the brand on the special
value of the brand with the mediating role of
green trust and satisfaction (case study:
customers of Agricultural Bank of Qazvin
province). Journal of Development and
Transformation Management  Quarterly,
44(13), 83-91.

Fadaei Bazgela, S., & Gharibi, H. (2021). The
effect of Internet marketing on perceived
risk and customer trust in online shopping
(case study: Digikala online store).
Specialized Scientific Quarterly of New
Research Approaches in Management and
Accounting, 5(55), 151-169.

Faryabi, M., & Azizkhah Alangh, S. (2021). The

G 5 e 88l 5,0 s (V)
S O e Ay S Al g g DY e
drs s g Comn s i jpo] ol doliloas
AA-AY (M)A lul

P O3 pUS 5 Lo e gy 0l e (Sl & Ale
= SSL O e &yl SabT 5b.(VFe)
odsiS ys 5l 5 i 6 Kamile b il
Co ko (sl i sls7.0L jin slazel (Slaus
M=0Y (YOI VY o L

=S (azes JS 5 aablb (5l sl ¢ sy (ks
L e o 5 Az a0l iy gluls (VF0 )
dolilas . lapaa s SIS ule, 5 ASTT
BO-FA (YD VP c(5,5L5 5 p 5oy 5O

(Y4Q) o gams (S o &S 5 = (5,16 D
Sl 53 0 e (0553 e dis >
s s n s sla e iy s B30 DS
A=A DAY (B0 g0 Co o

BP0 odmn (YT ol g5 556 5 dasms ¢ ol
e Ll 5 s eler| O jla bl
sla_isl s . OLeMbl (6 s s 5 sLazel
XAV (YO N ( L ot

AUOF ) i o b s Wl caalijl ol
slazel g ol Sl &Sy » (Sl bbb
o5 5 taalllan 5y 50) Bl b 5 4 (S jike
i) oo dolilas (NS 2> o
5 e 3 e g sl S,
A4 10 ((B0) B (g ylblm

AU s OF)) Gl (bl 5 (o bl
SISy edidg b L5, (glas > sl
sla s ol (il AE L odiS e
Sl S i taadllaes ) ge) 0 diiST sl S



V) Olten (FY) by o5bod csler oslod consjles o 5 o3l Slidoni / 14Y

(2012). The influence of environmental
knowledge and concern on green purchase
intention the role of attitude as a mediating
variable. British Journal of Arts and Social
Sciences, 7(2), 145-167.

Chen, Y. S. (2010). The drivers of green brand
equity: Green brand image, green
satisfaction, and green trust. Journal of
Business Ethics, 93(2), 307-319.

Chen, Y. S., & Chang, C. H. (2013).
Greenwash and green trust: The mediation
effects of green consumer confusion and
green perceived risk. Journal of Business
Ethics, 114(3), 489-500.

Chen, Y. S., Lin, C. Y., & Weng, C. S. (2015).
The influence of  environmental
friendliness on green trust: The mediation
effects of green satisfaction and green
perceived quality. Sustainability, 7(8),
10135-10152.

Daels, C. (2017). The influence of brand
architecture on perceived greenwashing,
should you position your company, brand
or product as environmentally friendly.
Master Thesis, Faculteit Psychologie en
Pedagogische Wetenschappen, Universiteit
Gent.

Du, X. (2015). How the market values
greenwashing? Evidence from China.
Journal of Business Ethics, 128(3), 547—
574.

Eid, M. I. (2011). Determinants of e-commerce
customer satisfaction, trust, and loyalty in
Saudi Arabia. Journal of Electronic
Commerce Research, 12(1), 78.

Ghassani, M. K., Rahman, N. A., Geraldine,
T., & Murwani, I. A. (2022). The effect of
greenwashing, green word of mouth, green
trust and attitude towards green products
on green purchase intention. Budapest
International Research and  Critics
Institute-Journal (BIRCI-Journal), 5(3).

Ha, M. T., Ngan, V. T. K., & Nguyen, P. N.
(2022). Greenwash and green brand equity:
The mediating role of green brand image,
green satisfaction and green trust and the
moderating role of information and
knowledge. Journal of Business Ethics, the
Environment & Responsibility, 31(4), 904-
922.

Lasuin, C. A., & Ng, Y. C. (2014). Factors

effect of social commerce structure on
purchase intention with the mediation of trust
and information seeking. Journal of Business
Management Studies, 13(25), 371-394.

Gholami Qajari, H., & Kalate Sifari, M.
(2019). Designing a model of customer
confusion in choosing sports equipment.
Journal of Physiology and Management
Research in Sports, 12(1), 85-100.

Kazemi, A.,, & Emami, M. (2022).
Investigating the effect of the professional
dimensions of the salesperson's behavior
on consumer loyalty with the mediating
role of pleasant interaction and perceived
risk (case study: Rahsazan Teayet Safahan
Cooperative  Company). Journal of
Consumer Behavior Studies, 9(2), 137-157.

Khalifa, M., Abbasi, A., Kazemi, M., &
Samizadeh, M. (2018). Theoretical
modeling of the effect of consumers' green
skepticism on green buying behavior and
intention. Journal of Business
Management, 11(4), 825-849.

Khalilzadeh Talatepe, M., Nashifar, V.,
Ghobadi Lemuki, T., & Asghari Sarem, A.
(2021). Identifying and categorizing
factors affecting customer confusion in life
insurance services, a research based on
thematic analysis. Journal of Consumer
Behavior Studies, 8(4), 280-306.

Masoumi, M., Karnaij, A., & Mashbaki, A.
(2022). The effect of representative
marketing on  customers'  purchase
intention: Investigating the mediating role
of customer trust and moderating mental
engagement and customer perception (case
study: food industry). Journal of
Marketing Management, 17(55), 43-60.

Mohammadifar, Y., Soleimani, M. (2021).
Designing a multi-level framework for the
successful  implementation of green
marketing in  food  manufacturing
companies. Journal of Modern Marketing
Research, 11(1), 200-179.

Toulabi, Z., Arwaneh, M., & Shojaian, P. (2021).
The role of perceived green value on attitude
towards green products and consumer
purchase intention. Scientific Quarterly
Journal of Environmental Education and
Sustainable Development, 9(3), 81-98.

English References
Aman, A. H. L., Harun, A., & Hussein, Z.



\4y /)K&%}ﬁwuy‘}ﬂﬁf/ﬂkfmf)lﬂéji:?ﬁk:ﬁl{jfwJiﬁw?)}@bw‘ﬁkéﬁ}w.b\;)‘é}g‘j

risk and green trust among urban
consumers in India. Transnational
Marketing Journal, 9(2), 351-367.

Tarabieh, S. (2021). The impact of greenwash
practices over green purchase intention:
The mediating effects of green confusion,
Green perceived risk, and green trust.
Journal of Management Science Letters,
11(2), 451-464.

Wang, Y. M., Zaman, H. M. F., & Alvi, A. K.
(2022). Linkage of green brand positioning
and green customer value with green
purchase intention: the mediating and
moderating role of attitude toward green
brand and green trust. SAGE Open, 12(2),
21582440221102441.

Yii, J., Shein, H., & Poh Ming, W. (2020).
Green products purchase intention: a study
of Sibu Sarawak. e-BANGI, 17(1), 62-79.

Zaidi, S. M. M. R,, Yifei, L., Bhutto, M. Y.,
Ali, R., & Alam, F. (2019). The influence
of consumption values on green purchase
intention. A moderated mediation of
greenwash  perceptions and  green
trust. Pakistan Journal of Commerce and
Social Sciences, 13(4), 826-848.

influencing green purchase intention
among university students. Malaysian
Journal of Business and Economics
(MJBE), 1(2).

Leonidou, C. N., & Skarmeas, D. (2017). Gray
shades of green: Causes and consequences
of green skepticism. Journal of Business
Ethics, 144(2), 401-415.

Nguyen, H. V., Nguyen, N., Nguyen, B. K,
Lobo, A., & Vu, P. A. (2019). Organic food
purchases in an emerging market: The
influence of consumers’ personal factors and
green marketing practices of food stores.
International journal of environmental
research and public health, 16(6), 1037.

Nguyen, T. T. H., Yang, Z., Nguyen, N,
Johnson, L. W., & Cao, T. K. (2019).
Greenwash and green purchase intention:
The  mediating role  of  green
skepticism. Sustainability, 11(9), 2653.

Parguel, B., Benoit-Moreau, F., & Larceneux,
F. (2011). How sustainability ratings might
deter ‘greenwashing’: A closer look at
ethical corporate communication. Journal
of Business Ethics, 102(1), 15.

Putri, P. H.,, & Rahmiati, R. (2022). The
influence of green perceived value, green
perceived risk, and green trust on green
repurchase intention on clodi (clothing
diapers) Ningrat. Journal of Marketing
Management Studies, 2(1), 85-95.

Qayyum, A., Jamil, R. A., & Sehar, A. (2022).
Impact of green marketing, greenwashing
and green confusion on green brand
equity. Spanish Journal of Marketing-
ESIC, (ahead-of-print).

Sabono, D., & Murwaningsari.E. (2022). The
influence of green perceived value, green
perceived quality, and green perceived risk
on green repurchase intention with green
trust as intervening variable. Global
Journal of Accounting and Economy
Research, 3(1), 107-129.

Saxena, P., & Sharma, G. (2021). Relationship
between the constructs of green wash,
green consumer confusion, green perceived



