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ABSTRACT

Sustainable consumer behavior can prevent the ever-increasing destruction of the
environment, pollution, climate change, and the wastage of non-renewable
resources. Fruits and vegetables are among the goods that are purchased
continuously and in high volume by consumers, while they can spoil quickly and be
wasted in high volume. Based on this, the analysis of sustainable consumer behavior
in this market can provide a deeper understanding of this behavior to marketers,
business owners, and consumers. In this regard, and to identify the dimensions of
sustainable consumer behavior, the dimensions of sustainable behavior and factors
affecting it have been identified through qualitative content analysis. Following this,
using a field survey of 384 consumers in Tehran, the factors affecting the
dimensions of sustainable behavior were identified, and finally, using Shannon's
entropy, these factors were ranked. The data collection tool in the field survey was a
researcher-made questionnaire, the reliability of which was determined through
Cronbach's alpha and its validity with convergent and divergent validity indices. The
findings show that sustainable consumer behavior can be defined in the four
concepts of recycling, responsible shopping, social responsibilities, and responsible
consumption, and the factors affecting it include individual values, individual
characteristics, individual experiences, environmental knowledge, media, shopping
habits, consumption habits, Institutional pressure, environmental attitude, and
product characteristics, among which environmental knowledge, consumption
habits, product characteristics, purchasing habits, individual characteristics,
individual values, and environmental attitude are the most important respectively.
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(Js! a5 o 55) s Lo
First-order effecting factors

[11, [3], [4], [5], [9), [12],
[13], [14], [17], [11], [21],
[24]

(2], [11], [15], [11], [22],
[26], [29]
[11, [29]
(1], [10]
[3]

[4], [7], [12], [18], [20],
[21], [24]

[5]

(11, [6], [7], [8], [15], [19],
[22], [26], [20], [24], [28]

[6], [4], [14], [17], [18],
[19], [21]

[4], [7], [17], [23]
[7], [25]), [31], [32]
[%]

[10], [19]
[10]

[11], [16], [26]
[16]

[17]

[19]

B PRt
Environmental concern
b,

Media
RN
Social networks
&l Mpass
Academic education
kLl 2l ol e
Avoiding extreme materialism
oSS pan (19,55
Consumer attitude
$9kd
Technology
s jlaore SleMb] 4 il
Environmental knowledge and information
Sl i)l
Perceived value
sl ()]
Environmental value
Q.u}

Age
<l
Recycling
2el)> lsse
Income
odlgils slacl slaw
Number of family members
b Jolse
Political factors
OleMb] eudlads
Information transparency
S e 5 Cugins
Spirituality and cognitive effectiveness
OBMS B pas (L3163,
Consumers' indulgence behavior

10

11

12

13

14

15

16

17

18
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References First-order effecting factors
o, ‘ .
[21], [24] o e 19
Social norms
by o bl
21], [31 R 20
21} [31] Willingness to pay
[25] IXWEVE ) Ly 21
Known brand
ul:xo)J
28 22
[28] Preferences
Read food labels
[31] . 24
Location
[31] o 25
Training
[14], [11], [17], [21], [24] Social responsibility
L,
2], [11], [15], [22], [26 =it 27
(2], [11], [15], [22], [26] Marketing
251, [311, [32 T 28
[251, (31}, [32] o
[1] OO LS)‘G:‘B OLQ? 29
Global citizenship
[3] b)é dm)ﬁl-f 30
Individual beliefs
[27] - 31
Price
Syl 5 oslizl
[23] e 32
Internet use
cabb oleMbl 6  iols
30 A 9 33
[30] Recycling knowledge
[30] ape Bpae OleMbl ¢ il 34
Optimal consumption knowledge and information
[22] S jlazme b )5k g jaus (gdbdiuy 35

Green and environmentally friendly packaging

[4] e SRID e 36

Access to green goods
Olad i g ity

[4] . . 37
Discounts and promotions
[4] cp5 s 4 S 38
Habit of shopping
[4] wgﬁ)m@bmd)amw).i) 39
Consumer attitude towards optimal consumption
[4] :.)me.. = )>0 J 3,8 455 . 40
A person's experience of environmental degradation
[ 4] Ao )2 2) 2 [Bd > 41

Knowledge of waste separation at the source
[4] s > dlyy S8 4,0 42
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References First-order effecting factors

The experience of waste separation at the source
Slowy S8 24 (B)S

[4] , , 43
Attitude towards waste segregation
eyl laddl e
oAiS B pan July J8) el Sl 450 oS Y g
Table 3. First Order Codes for Sustainable Consumer Behavior
References First-order code of sustainable consumer behavior
Coww | L lf.L') . o« gqe
[10], [23] )J@-’u 2 )P )W 9 )*-“* (S . 1
Green and environmentally friendly packaging
Y guame bl
[6] e 2
Product recycling
Cas jlaame b 55k Y 3 3
[10], [23] . 2y b B 9‘4’“*—9)*4*’9.—\9.? 3
Buying and consuming environmentally friendly products
ol o Jus (e Lo Laos
[24] it i slp @ . 4
Conserving resources for future generations
W g (eloal s lazme (slajlae (3,5 L5 5
[14], [71, [15] T . : . L 5
Considering environmental, social, and ethical criteria
[15] il S 8, 6
Compliance with social responsibility
Considering the long-term effects of the purchase
[17] L g Slas (eges sladely (58)5 i N
Considering the general implications of spending and purchasing
Ll p 550 Y 5l Colos
[13], [14] Cor R 9
Supporting products affecting society
Reducing the consumption of natural resources
Buying products with a sustainable nutritional value label
k5T
3] e 12
Conscious consumption
3] L pgpd Gl 4 O el 13
Paying attention to the necessity of the purchase
3] o heha bl 14
Giving importance to national interests
Avoiding extreme materialism
G ppan ciliste Clgs 4 Capns 015D ppan 25T
(3] Consumer awareness of the various consequences of 16
consumption
Avoiding dramatic consumption behavior

Refraining from climbing on the bandwagon
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References First-order code of sustainable consumer behavior
3] Sree sl 19
Moderation in consumption
[3] 29005 Sile J o2 20
Avoiding harmful expenses
Preference for essential purchases
Food waste recycling
. ‘ o Léa.wl
Use of green transportation
Buying products with clear information labels
[18] oS sfyelip et sl 3 hals 25
Reducing unplanned purchases
S8 olie oY 5
(261, [30] w e S e 26
Buying organic food products
[30] > ) Ub; > 27

Separating dry waste from wet

or by C85 I3 geoge b e (ALl o)
By cupd 0pd g O Sdngh (m Clly pas g CliBly
copd ool e 4 dag b Colegy W3S dlre LIS

153,540 aunlas o+ /AAY)

9 om0 Bypao Jluly JU8, p 5e Jolge cpma

OlRF e ey
oS (glaol iy ¢ ogpie Jdo j oalaiwl b isw cpl 4o
91355 yes lNgped 3l Slie gt aodly 4 b
¥ Jss o Basses,lie Bdlbcues Glasuie A6

ol 045 oJ”T

A0 bl )3 1S claasl S g Jobodga o

15 o] kb plolis (lalS lacglis 5 cals b5
sadie 8 pl o Whadcandiwy wlie psrte S
b 8y x S5e Jelge g odiSpae Ll U,
Oygods plaSya a8 s 5l ead Lol 0a5S'CS pas
9 (S > porde S 50 cblbaddd)S e > WSS
adlye (pixed g pgd adye bl Clyicdr maalio oyl
odd 03,90 5 9 0 Jglis 13 o)l gl a5 Wlods s (nay g5)
9> Ay SIS b 5l palie G G
copd 3l Giluporbe g gabdied CubS oLl Helaieas
Sy L] 3 o adli 4 &gy b odlizl LIS 3l

OBzl (Blicures Cledbl & Jods

Table 4. Demographic Status of the Respondents

o )0 HKEY Lalsio L paito
Percent Frequency Categories Variables
45.8% 176 o
Male S
54.2% 208 o) Gender
Female
31.5% 121 <25
61.2% 235 25-40 o
6.8% 26 60-41 Age
0.5% 2 >60
4.2% 16 w35 9 plod s
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KW Ky Lalsis
Percent Frequency Categories
Diploma or lower
s,
91.4% 351 -
Bachelor
4.4% 17 1552 5 28] (ulid 6
Master and Ph.D
66.1% 254 e
Single
23.2% 89 8Osk Jate
Married without children
559 b Jalie
10.7% 41 st et
Married with children

).:\.M
Variables
Education

0319515 Mos
Family status

Sildse g aloliel jglatods daodls (5155 51

RV Oy 53 .4 odlazwl Smart PLS 158l 5 5l siéos Jae

ol )L a8 lbasS 5 (s baysS (Jole L bl L,
WLad Bls Jde 5 azsly </V ) reS

0diS Byan yluly JlB) 2 She belos coaysS g (wenlas) pgd 4 po oS0 Jgo

Table 5. Second-order Codes (Concepts) and Items of Factors Affecting Sustainable Consumer Behavior

e wshole b (Bers5) Jlub JU3) 2 e glagasls

a el
- Loading Indicators affecting
VAL factor sustainable behavior (items) e
A* 0.865 Al
Individual beliefs
A 0.89 w)hm B3l .
Environmental value 858 sl i)
$x 3 & 4ol ..
R 0.647 3,9 slayoly Individual values
Perceptual value
1,8 5 ;
Avoiding extreme materialism
Social Responsibility s s
. “ J A..
A 0719 GSHl i3 5 Cogine S S B
' Spirituality and cognitive effectiveness Individual
P ) characteristics
A 0.727 (R urd che
Being an urban world
A 0.903 9‘5 2 )4 4».)-”.‘-”
Recycling experience .
. co N d . 58 o)l
Gy jlazme o 55 31 5,8 4,05
R 0.548 , . ; . Individual
A person's experience of environmental destruction .
; o experiences
A 0.904 Rl S
The experience of waste separation at the source
b 8,5 aledbl 5 il
A 0.813 IR e 2l
Sustainable purchasing knowledge and information e oBB
bbb eleMb) i)y Environmental
A 0.836 > 7o knowledge

Recycling knowledge and information
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s hole 5 (Bers) Jluby JU3, 2 e glagasls alio
Validit Loading Indicators affecting Concepts
y factor sustainable behavior (items) P
A 0.838 ' %%WQlesuﬁdb ' '
Optimal consumption knowledge and information
G puna Caliske Clge 4y s 0038 B puna 2]
A 0.859 Consumer awareness of the various consequences of
consumption
A 0.796 l5e y> 4l &&mwb
Knowledge of waste separation at the source
e slvasle
R 0.577 SO S
Virtual media
R 0.645 (5508 (v sl e,
Traditional media (non-virtual) Media
A . PSRN
Social Networks
b Y 5,8
Buying sustainable goods
R 0.432 Hna il
Desire for the brand
R 0.576 e Eb & Ll
Willingness to pay more L sl
R 0.682 dljé -?lys o> OJ5|55 Shopping habits
Reading food labels
: S Caole
R 0.603 O S e
Shopping habit
A 0.732 o draeslilung
Buying according to consumption
Gl ywl) & > bl s
A 1 Sl See i BLLE, G pe slainsle
Excessive behavior in consumption (extravagance) .
) LYl & Consumption
R 0.612 i 7 habits
Consumption of green goods
Intensity of sustainable (green) marketing of producers ) .
. . Institutional
Political factors (legal support)
Lol . cla buia pressures
R 0.507 e S
Social norms
A 0.769 ' 0SB punro (uuy jlaume acued
Environmental concern of the consumer
i}l 4 008 G ymo bS5
A 0.755 A ras o s 5.E5
Consumer attitude towards recycling “’w) 20 G0N
G o oaiS 5% Environmental
A 0.713 ke B oD Sy 8 ‘ attitude
Consumer attitude towards optimal consumption
.M I s Ee
A 0.713 | S SSEA S
Attitude towards waste segregation
Y 5590 0 SleMbl cublas
0.84 70 i Y el S5s

0.841

Transparency of information about goods

Cmo.:.“a

Product features
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i hole 5 (Beys5) Jlauly JU3, e glagas L

s 2o
- Loading Indicators affecting
Validity factor sustainable behavior (items) (BUICH U
Price
R 0.423 i

Access to green goods
Olad i g it

R 0.588 . )
Discounts and promotions
Y sl (it
R 0.48 A
Product production technology
A 0.831 Cogjlame b 55k 5 G (gt

Green and environmentally friendly packaging

*A: accepted; **R: rejected

oS B rme sl U8y sloaysS 5 (ealis) pod aye slass’ T Joa

Table 6. Second Order Codes (Concepts) and Sustainable Consumer Behavior Items

s e (wauss) Jlavls 53, 1 30 Jolgs ol & yo 5 i
. Loading First-order code of factors affecting sustainable behavior
Validity . Concepts
factor (items)
Food waste recycling célsb
A 0841 M 9 5 by ) e Recycling
Separating wet and dry waste
Con jlawe b 185l &Y 3
A 0.825 . 2 b )S) medP
Buying environmentally friendly products
A 0.802 A A
Considering the long-term effects of the purchase
A 0.817 L soges ladely (35 )5
Considering the general implications of the purchase
' Buying products with a sustainable nutritional value label
Sl olie oY 5
R 0.597 D) S TgaTe )
Buying organic food products &Y o 4y
A 0.799 cdbsl 5l onsady oYl W 5 Responsible
' Buying goods produced from recycling shopping
A 0.802 a.u()d'/;g.)é.cb).g)f,é sy B ials
Reducing unplanned purchases
' Refraining from climbing on the bandwagon
) | oolatwl
R 0.434 oo JBgJo> 50> .
Use of green transportation
(52900 Sk B g2 5) 23 @908 e 4 3 Cponl
R 0.607 Paying attention to the necessity of the purchase (preference
for essential purchases)
0uis] gla Jus gly wolio Las (gl 5N
A 0.798 Wl sl s gl @ Sl b . st
Efforts to preserve resources for future generations
SN slasbee 58,5 3 o
0.772 s : Social
Considering ethical standards o
Responsibilities

0.726 o] (gl dube Y gao jl Coles
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- Loading  First-order code of factors affecting sustainable behavior )
Validity . Concepts
factor (items)
Supporting useful products for society
Lo Cbyuaa yilS
A 0.835 | embolae e
Reducing the consumption of natural resources
sle 4y 3l Capen
A 0.829 o ke aboml
Giving importance to national interests
A 0.794 Coms jlazee by )55l Y gz B juno
Consumption of environmentally friendly products
' Avoiding dramatic consumption behavior
5L bdely 48,5 s
R 0.558 L Sleemshebons e . Y g by
Considering the general consequences of consumption i
Sl o Responsible
R 0.619 . »e . consumption
Conscious consumption
A 0.885 d)‘m » 59)45‘:‘.“
Moderation in consumption
R 0.688 23l Bilas | sy
Avoiding harmful expenses
*A: accepted; **R: rejected
Vdste ol bt o5 8 auslxe odglpil (bl 535038l Il bl g 2ley L) pslaieds g
Colosd g gimen 5 S5 M flins ST i
oo gloojlo bl g 2s; Y Jgua
Table 7. Validity and Reliability of Model Constructs
EWe,S Wi w55 @bl el Sl Wil ly bawgie Ol S ke
Cronbach's alpha CR AVE Latent variables
Cl) u5 slacole
0.712 0.837 0.631 Shopping habits (C1)
(C2) G pao slacnle
1.000 1.000 1.000 Consumption habits (C2)
(C3) jlosine 5,55
0.748 0.830 0.655 Environmental attitude (C3)
(C4) sl il
0.886 0916 0.687 Environmental knowledge (C4)
(C5) YK sl S
0.787 0.876 0.701 Product features (C5)
(C6) 0125 G5 oo Il 13,
0.902 0.922 0.630 Sustainable consumer behavior (C6)
(C7) silw,
1.000 1.000 1.000 Media (C7)
(C8) 2,8 slaShs
0.746 0.805 0.850 Individual characteristics (C8)
(C9) 55 o

0.775 0.899 0.816 Individual experiences (C9)
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Eligs W (85 bl el Sl (uilly bauwgie O S it
Cronbach's alpha CR AVE Latent variables
(C10) 2,8 sl i)
0.859 0.914 0.780 Individual values (C10)
(C11) ol slolss
0.885 0.792 0.659 Institutional pressures (C11)

)L:é &9y ) d9>90 )J.)Lo.a ‘_)»J)JLO L)’I ) ol 00 451)1 w).w % J9.\> » oJ.»f)d.:.wl?u w‘)w L)»Lwl »

5 550 ol e gt 3 dpse polie 4S5 Lol
Mg p Jod JB 2l J Jae & el ol oamdlis

)

oadglsl Ll Jade 5 (S5 bl g Sl
0 g Y eIV YL iy & Al iy sleojle gy
I asbpiwn @181y oy pLi) » omorer ledy,
A Jgs CJ] ks oS b eolatwl )Y — Lyed L yile

Jae slaosls 1315 2ly) A Jgua
Table 8. Discriminant Validity of Model Constructs

Cll Cl0 C9 C8 C7 Cé6 C5 C4 C3 C2 Cl

0.795 Ci1

1.000 0.064 C2

0.741 0429 0561 C3

0.829 0.554 0495 0.629 C4

0.837 0405 0256 0387 0436 C5

0.794 0392 0.612 0584 0572 0.708 Cé6

1.000  0.226 0365 0.298 0.108 0.164 0271 C7

0.762  0.235 0.599 0.156 0416 0459 0385 0416 C8

0904 0252 0.086 0394 0.188 0.526 0496 0313 0408 C9

0.883 0.364 0.057 36.831 0.620 0.254 0434 0.572 0403 0518 Cl10
0.812 0445 0.241 0441 0294 0583 0443 0.581 0451 0.586 0.644 Cl11

Oinsh sl jxis

Sl dde o/FeY adls jlade 4 asg booad solal Olg oo cdolidawyy 2LL 5 (2ls) Wwh & a5 b

calps (Jio cal olul ol jlaye8 5 (658 50
P s ol @l b ey bl (blias gy
Gl 00 03)91 a J9A>

I8 el o3l adaw 3> (S0jlul I3l a5 )8 el
oadls e IS il (slp deldl po el asly
GoF" u*’)‘)’ u.:}fv.: ua>L.» 9 Q2 \)“"‘"5_09““"

1. Stone-Giser
2. Goodness of Fit

0SB s Hlul iy b Jolse syl (gyloline 5 poano ol (l3e A Jgaa
Table 9. The Amount of Path Coefficients and the Significance of the Relationship Between Factors and
Sustainable Consumer Behavior

by (¢ fabizo ol s iy
e P Values T Path )
Significance statistics coefficient Direct effect
A G pan b Hl, w5 lacole
AT 0.001 3.349 0.306 Buying habits—> sustainable consumer
behavior
oaiS s Il ks, € acsle
A 0.002 3.158 0.083 Sran JRL SN Spas gne

Consumption habits—> sustainable
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5 0,b] o S .
alyl, 5 yIalixe < §e s oo
. ’.}s’ ° P Values T Path N p
Significance statistics coefficient Direct effect
consumer behavior
oS B pae gl )8, € i slasme 15,55
A 0.001 4.186 0.072 Environmental attitude—> sustainable
consumer behavior
oA B puae gl )8, € Lt slaime il
A 0.001 3.897 0.128 Environmental knowledge-> sustainable
consumer behavior
A B puan b b, VI o S5
A 0.001 3.442 0.075 Product characteristics—~> sustainable
consumer behavior
.o a I -l .
R™ 0.641 0.446 -0.026 et 8, € by ,
Media—> sustainable consumer behavior
oS S pan 18, € 63,5 sba S
A 0.002 3.760 0.243 Individual characteristics=> sustainable
consumer behavior
0 A G puan b kb, € 63,3 L)l
R 0.992 0.010 0.001 Individual experiences—>sustainable
consumer behavior
oA Gy b by & 63,8 cla b
A 0.012 2.533 0.166 Individual values—=> sustainable consumer
behavior
oM By ol )18y € ool (slalad
R 0.758 0.309 0.024 Institutional pressures—>sustainable
consumer behavior
*A: accepted; **R: rejected
= (¥ aka, By ls Wy s sonle dadsl ! olsl
Bj=-K Z pijln(Py) |, N gl Sy cturibme G (il (550
i=1
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In(m) 256 Je Jelos gl a8 Jlays yls 0aiiSpme b
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(V" el

dwlbxe ¥ alal) & a9 byl j2 59 jlade Coles )
uol pl ] jlere (59 )by 45 A5
W, = z:d_éz (¥ )
]
gm0 odolsnda; slmyiy (b (diaas) Colgdyd
OneS 9 Jol 45y 3 0jg (sSon & Cyge il s S

VR P uL\w DAQJSJ)»AA )‘Jol; )l.'l.é) » Lg)l.)t:w

BAIS A o sy JUB; 2 5o Jolgs gaad,
Ml 8y p e Jelos malie ganag) olateas
osls s (gly ogild (g8l oy 5l oA pas
ol byt dyylas 5l a8 Sy gy pl ol o oolatu!
o Sloj bjlise Gs o Sl @l sloged Jl (S &S
Al o 4y G bz Coodl (liae 1 st yd cleMb]
oy I Jobs peead Guwple il Sl o qemils
oSy sl & 03,5 Jlgi |y sy sssgls,S
sl 03,8 i (g Egerme 1 |y (gt 2y e pla
dwbe S fp9d P 53 eaelien Pijly 0ad Jlop 4l

ol 035 03zl ¥ G Y Laslgy 51 g5l



WY VT 5l cpgm 05led omdjlgd Jlo il dxwg g o jlasme bj90] ole dalilad

)

aad,y slaasl .83 Iy 8 cabas, slasl ) )
odel Vo Jodz )3 0uiS G ymo sl S8, S50 Jelse

S0y g oge Bpae )> 0aiS S pan yluly 13) 5o Jelss manlie suiad) Ve Jos
Table 10. Ranking of the Concepts of Factors Affecting the Sustainable Behavior of Consumers in the

Consumption of Fruits and Vegetables
m

iy e Oliseb! pas 9! P pedlio
[PyLnP;;
Rank Weights Uncertainty Entropy =i Concepts
1 0.224 0.0095 0.9905 -5.1871 R o
Environmental knowledge
5 cale
2 0.223 0.0094 0.9906 -5.1873 ras SResE
Consumption habits
Y el 55
3 0.170 0.0072 0.9928 -5.1989 SR
Product features
L clacole
4 0.112 0.0048 0.9952 52117 RS> ke
Shopping habits
s b
5 0.109 0.0046 0.9954 52123 B
Individual characteristics
5 cla, )55,
6 0.084 0.0036 0.9964 -5.2179 S22 B
Individual values
- Jﬁ..’?u) & e
7 0.078 0.0033 0.9967 -5.2192 il ()N

Environmental attitude

ol 013 18T o] on (Vo72) o)Ken 5 ' St dloz ]
A 5 60,8 sl Sy g 0y slenle Y gla Shy
L (oS jhaw OS] &S ssws i sbcogyl g
G g slagsy)l el g b RS
ol ool 5,5 e LB abated ol el
rae By ) 1) (ol i &5 Gl yed daasl
g Al oYL il b wimd e ol g
9 ¥ sladl; SSE bl 4 Cans amwy Sledb]
Teilog (YIA) ohlSad o ¥y sl b gls ol &S
5 HlegS (YY) Tolesy 5 g (YY) s
Syl Slgseen (YoVY) o, San
U5 us clenle 5 Bpae cesle sgdea
e psbar s gl el k8, n o blee

1. Tseng

2. Visser

3. Toussaint
4. Joshi

5. Kumar
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