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ABSTRACT

The main objective of the present study was to investigate the impact of
consumer engagement with green labels on the purchase intention of
sustainable packaged products, with green attitude serving as a mediator
(case study: bottled water consumers in the city of Gorgan). The statistical
population of this study consisted of bottled water consumers in Gorgan. A
sample of 210 individuals was calculated using the structural equation
modeling method and selected via cluster sampling. Data were collected
through a questionnaire. This research is of an applied and descriptive
survey nature, and data collection was conducted using a five-point Likert
scale questionnaire. The validity of the questionnaire was evaluated using
convergent validity (average variance extracted) and discriminant validity
(Fornell and Larcker criterion, cross-loading test, and heterotrait-monotrait
ratio). The reliability of the instrument was confirmed using Cronbach's
alpha, composite reliability, and homogeneity reliability, with reliability
scores of the questionnaire variables assessed to be above 0.7. Finally, the
data obtained from the questionnaire were analyzed using statistical tests.
The direct effect of consumer engagement with environmentally friendly
labels on the purchase intention of sustainable packaged food products was
found to be 0.189, while the indirect effect through attitude towards
purchasing green products was 0.186. The direct effect of consumer
engagement with environmentally friendly labels on the attitude towards
purchasing green products was 0.447, and the direct effect of the attitude
towards purchasing green products on the purchase intention of sustainable
packaged food products was 0.416. These hypotheses were confirmed based
on their significance values.
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Introduction

The use of eco-labels by businesses has been
steadily  increasing, serving both as a
communication strategy and a market positioning
tool. However, for these labels to be truly
effective, consumers must be able to understand
and appreciate their value. Research has
highlighted several factors that can hinder
consumer comprehension of eco-labels (Taufique
et al.,, 2019). Eco-labels play a crucial role in
guiding consumers’ purchasing decisions (Testa et
al., 2015). Despite extensive research on
sustainable consumption, previous studies have
given limited attention to the influence of external
factors on environmentally friendly purchase
intentions. The present study proposes a model to
examine the impact of eco-labels on consumers’
intention to purchase sustainable products.

In Gorgan, bottled mineral water holds
particular significance due to its high consumption
and the environmental implications of its
production and packaging. Amid growing global
concerns  about  environmental  protection,
consumers increasingly seek products that not only

products—especially bottled water featuring green
labels—have become a priority for many
consumers. Nevertheless, the effect of consumer
engagement with these labels on purchase
intention has not been thoroughly explored. This
study investigates how consumer engagement with
green labels, with green purchase attitude as a
mediating factor, influences the purchase intention
of sustainable bottled water.

Given the scarcity of local studies in Gorgan,
this research addresses an important gap and
provides actionable insights for producers to
develop more effective marketing strategies and
enhance the promotion of sustainable products. A
lack of awareness regarding the influence of
engagement with green labels may impede the
ability to attract environmentally conscious
consumers and achieve sustainability objectives.
Therefore, this study not only contributes to the
academic literature but also offers practical
guidance for strategic decision-making in the
bottled water industry in Gorgan. The central
research question is: To what extent does
consumer engagement with green labels affect the
purchase intention of sustainably packaged bottled

satisfy their needs but also contribute to water, mediated by green purchase attitude?
sustainability. Consequently, sustainable
Table 1. Domestic and Foreign Research Background
Researchers Title Result

Shafii et al., 2023

Factors affecting the
purchase intention of
energy-labeled
products

The effect of environmental attitude and health
consciousness on customers’ attitudes toward green
products was rejected, while twelve other hypotheses of the
study were confirmed.

Rossi & Rivetti, 2023

Young consumers’
purchasing behavior
of sustainably
labeled food
products: What is the
role of skepticism?

Purchasing behavior is positively influenced by two
variables: socio-environmental concern and the reported
use of the socio-environmental commitment declared by

the producer.

Norouzi Ajirloo et
al., 2022

Factors affecting
green brand and its
impact on green
brand preference and
loyalty (Case study:
Dairy industry)

All three factors—corporate, product, and customer—have
a positive and significant relationship with the creation of a
green brand. Moreover, there is a positive and significant
relationship between green brand, strategies, preference,
and loyalty toward the green brand.

Daraei et al., 2021

Examining the
factors influencing
the relationship
between green
packaging and green
brand attachment

Green packaging directly, as well as indirectly through the
mediating role of green brand attitude and green brand
image, has a positive and significant effect on green brand
attachment.

Boyer et al., 2021

Product labeling for
a circular economy

Customers almost always prefer a “circular” product
compared to similar products.

A review of existing studies on the purchase
intention of sustainable products and the factors
influencing it highlights several key insights
relevant to the present research. The literature

consistently ~ shows  that  eco-labels, as
informational cues, play a critical role in guiding
consumers’  decision-making by  reducing
perceived risk, enhancing trust, and ultimately
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increasing the likelihood of purchasing sustainable
products (Thegersen et al., 2010). Moreover, these
studies emphasize the importance of individual
factors, such as environmental concern and
consumer attitudes, which can exert both direct
and indirect effects on decision-making and loyalty
toward green products (Rossi & Rivetti, 2023;
Daraei et al., 2021).

Despite these contributions, several limitations
are evident in the current literature. First, most
studies have focused on specific products or
particular contexts, raising concerns about the
generalizability of their findings to broader product
categories, such as sustainable bottled water,
especially across different markets. Second, the
existing research has predominantly employed
quantitative  approaches,  offering  limited
qualitative insight into consumers’ motivations and
their engagement with environmental issues (Testa
et al., 2015). Third, many studies assume that
consumers are fully aware of eco-labels and hold
positive perceptions toward them, whereas recent
evidence suggests that the level of awareness and
trust in these labels can vary depending on cultural
and social contexts (Boyer et al., 2021; Shafii et
al., 2023).

Addressing these gaps, the present study
focuses on the Iranian market and a specific
product—bottled mineral water—to provide a
more comprehensive understanding of how
consumer attitudes and engagement with eco-
labels influence purchase intention. Specifically,
this research examines the effect of consumer
engagement with green labels on the purchase
intention of sustainable bottled water, with green
purchase attitude serving as a mediating factor. In
doing so, the study aims to advance theoretical and
practical knowledge in the domains of consumer
behavior and sustainable product marketing. It
provides insights into the psychological and social
determinants of purchase decisions among bottled
water consumers in Gorgan. Based on the
theoretical framework, research objectives, and
hypotheses, the conceptual model of the study is
presented as follows.

Methodology

The present study is applied in terms of its
purpose, descriptive (non-experimental) in nature,
and belongs to the field of survey research. The
statistical population consisted of bottled mineral
water consumers in the city of Gorgan during the
summer of 2023 (1402 in the Iranian calendar).
Gorgan, with three urban districts and eight
municipal service areas, has an approximate
population of 354,000 people. District 1 has

115,000 residents, District 2 has 124,000, and
District 3 has about 114,000 inhabitants.

To determine the sample size, the Structural
Equation Modeling (SEM) approach was
employed. Given that the model included 14
observed variables, a conservative rule was
applied, resulting in a sample size of 210
participants. Based on the population share of each
district, the sample was distributed as follows:
Districts 1 and 3 each contributed 68 participants,
and District 2 contributed 74 participants.

Data were collected using a structured
questionnaire adapted from prior studies. The
reliability and convergent validity of the
measurement model were assessed using
Cronbach’s alpha, composite reliability (CR),
ho_ A, and the Average Variance Extracted (AVE).
Reliability coefficients ranged from 0.7 to 1, with
values closer to 1 indicating higher internal
consistency.

According to established criteria, convergent
validity is supported when AVE exceeds 0.5, CR
is greater than 0.7, and CR is higher than AVE. In
the present study, all three conditions were met,
indicating strong convergent validity. As reported
in the table, Cronbach’s alpha and CR values for
all constructs are above the recommended
threshold of 0.7, while ho A values exceed 0.8,
confirming satisfactory reliability.

Regarding convergent validity, AVE values for
consumer involvement with eco-friendly labels
(0.668), purchase intention of sustainable
packaged food products (0.727), and attitude
toward green product purchase (0.717) all surpass
the minimum acceptable level. These findings
indicate that the indicators explain a substantial
proportion of variance in their respective latent
constructs. Moreover, each construct was
measured using four to five items, consistent with
prior research, and all scales were adapted from De
Canio and Martinelli (2020) and Chen et al
(2020). Overall, the results confirm that the
measurement  instruments  exhibit  adequate
reliability and strong convergent validity.

Result

The tested conceptual model illustrates the
relationships among the research variables based
on the study’s hypotheses. According to this
model, the hypotheses were either supported or
rejected. The results indicate that, in the direct
effect analysis, consumer engagement with eco-
labels has a significant impact on the purchase
intention of sustainable packaged food products.
Specifically, a significance level of p = 0.001
demonstrates a strong statistical relationship. In
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addition, the t-value of 3.545 confirms the
robustness of this effect, while the path coefficient
of 0.189 indicates a positive and direct influence.
Overall, higher consumer engagement with eco-
labels increases the likelihood of sustainable
purchase intention.

Examining the direct effect of consumer
engagement with eco-labels on the green purchase
attitude toward bottled water, the significance level
of p = 0.000 shows a strong relationship. The t-
value = 10.192 and the path coefficient of 0.447
further confirm the positive and direct effect of this
variable on purchase attitude.

Similarly, the direct effect of green purchase
attitude on the purchase intention of sustainable
bottled water indicates a strong significance (p =
0.000), with a t-value = 7.47 and a path coefficient
of 0.416, confirming the positive and direct impact
of green attitude on sustainable purchase intention.
In summary, these findings highlight that
consumer engagement with green labels and a
positive attitude toward green products play a
crucial role in enhancing the intention to purchase
sustainable products, providing a solid foundation
for marketing strategies.

To examine the indirect effect of consumer
engagement with eco-labels on the purchase
intention of sustainable packaged food products,
the Sobel test was employed. In this study,
consumer engagement with eco-labels was
considered the independent wvariable, green
purchase attitude the mediating variable, and
purchase intention the dependent variable. The
obtained path coefficients show that the path from
consumer engagement to purchase attitude is
0.447, and the path from purchase attitude to
purchase intention is 0.416. Multiplying these
coefficients yields the indirect effect:

Indirect effect=0.447 x 0.416 = 0.186

This indicates that consumer engagement with
eco-labels indirectly affects the purchase intention
of sustainable products through purchase attitude.
The Sobel test results also show p = 0.000 and t =
5.593, confirming the strong significance of this
indirect effect.

The total effect of consumer engagement on
purchase intention is the sum of direct and indirect
effects. In this study, the direct effect is 0.375 and
the indirect effect is 0.186, resulting in a total
effect of:

Total effect =0.186 + 0.375 = 0.561

This result demonstrates that consumer
engagement with eco-labels has a positive and
significant overall impact on the purchase intention
of sustainable products. The total effect analysis
also shows p = 0.000 and t = 7.184, confirming

this relationship. Overall, the findings indicate that
increasing consumer engagement with
environmental attributes of products, both directly
and through purchase attitude, significantly
enhances the likelihood of sustainable purchase
intention.

Conclusion

This study aimed to examine the role of consumer
engagement with eco-friendly labels on the
purchase intention of sustainably packaged food
products, considering the mediating effect of green
purchase attitude, among bottled mineral water
consumers in Gorgan. Data were collected through
210 questionnaires and analyzed using Partial
Least Squares Structural Equation Modeling (PLS-
SEM). The results indicated that consumer
engagement with eco-friendly labels has a positive
and direct effect on sustainable purchase intention
and significantly enhances attitudes toward
purchasing green products. Furthermore, a positive
green purchase attitude directly increases
sustainable purchase intention and mediates the
relationship between consumer engagement with
eco-friendly labels and purchase intention. These
findings align with the Knowledge-Attitude-
Behavior model and the Attitude-Behavior-
Context theory and are consistent with previous
studies, including De Magistris & Gracia (2016),
Grimmer et al. (2016), and Rossi & Rivetti
(2023).

Based on the findings, several practical
recommendations were proposed. These include
designing locally themed and visually appealing
labels, organizing community awareness events,
collaborating with local businesses, implementing
environmental marketing campaigns, leveraging
social influencers, establishing customer loyalty
programs, developing marketing campaigns
focused on positive attitudes, and creating local
support groups. At the managerial level, emphasis
should be placed on awareness-based marketing
strategies, collaboration with environmental
organizations, continuous collection and analysis
of customer feedback, and providing tangible
incentives, such as discounts or rewards, for
purchasing sustainable products.

However, this study has some limitations, as
the data were collected solely through
questionnaires, which restricts the generalizability
of the results to other populations. Therefore,
future research is recommended to include larger
sample sizes, examine the impact of demographic
variables, and conduct more rigorous comparative
studies to enhance the depth and validity of the
findings.
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