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Abstract

Objective: Nowadays, the detrimental environmental impacts caused by
human interventions are clearly observable worldwide. Some of these
behaviors originate at the individual level, but a significant portion is
associated with organizational activities. Industrial organizations play a
crucial role in environmental pollution due to the nature of their products,
making it essential to conduct studies in this field to examine the
consumption behaviors of organizations and their environmental
consequences. This study aims to investigate sustainable consumption
behaviors in the Assaluyeh region to identify the environmental outcomes
of companies operating in this area. Based on these findings, appropriate
strategies and policies can be developed to preserve the environment,
prevent its degradation, and contribute to sustainable growth and
development.

Method: This research was conducted using a qualitative approach,
employing in-depth interviews for data collection. The data were analyzed
using thematic analysis, where key and subsidiary themes discussed in the
interviews were extracted and examined.

Findings: The results of this research indicate that the environmental
behaviors of organizations have multiple consequences, including
organizational productivity, organizational branding, reduction of
operational costs, and increased social responsibility. In total, 165 open
codes were extracted from the collected data, which were categorized into
47 sub-themes (axial codes) and 70 main themes (selective codes). Among
these main themes, 32 key outcomes were identified, highlighting the
significance of environmental behaviors and organizational consequences
at various levels in the Assaluyeh region.

Conclusion: The present study indicates that no similar research has been
conducted regarding the environmental behaviors of industrial
organizations in Iran. The findings of this study can assist petrochemical
industry managers in the country to make more effective decisions aimed
at preserving the environment and improving the performance of their
organizations. Implementing appropriate policies in this regard not only
contributes to the reduction of environmental pollution but also enhances
organizational productivity, elevates their brand position, and reduces
operational costs. Furthermore, this research aids scholars and experts in
developing related studies on environmental behaviors in future
investigations, providing more effective solutions for environmental
sustainability. Ultimately, emphasizing sustainable approaches in polluting
industries, such as the petrochemical sector, can lead to a balance between
economic  growth, industrial development, and environmental
preservation. Behaviors such as optimizing energy consumption, waste
management, developing waste management technologies, raising
awareness, and policy-making in this area can significantly strengthen this
balance

Keywords: Asaluyeh, Sustainable consumption behavior, Sustainable
organizational consumption behavior, Sustainable customer
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