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A B S T R A C T  
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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Figure 1. Extraction Steps of Studies Based on the PRISMA Pattern
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Table 1. Evaluation of Research Quality with CASP Method 

No 
 
Reference CASP assessment criteria 

Sum 
1 2 3 4 5 6 7 8 9 10 

1 Pourjamshidi et al., 2016 4 3 4 4 3 4 4 5 3 5 39 
2 Hosseinbor et al., 2017 3 3 2 4 4 3 3 4 4 4 34 
3 Ghorbanian Gazafroudi et al., 2019 3 4 4 3 2 4 3 4 4 4 35 
4 Forati et al., 2019 5 4 3 4 4 4 4 4 4 5 41 
5 Azizkhani et al., 2022 4 5 4 3 3 3 3 3 3 4 35 
6 Minton et al., 2012 3 5 2 1 3 4 4 5 4 5 35 
7 Wang et al., 2014 4 4 4 4 2 4 4 3 2 5 36 
8 Wu et al., 2015 3 2 4 3 4 3 3 4 4 4 34 
9 Peschel et al., 2016 4 4 4 4 3 2 3 5 3 5 37 

10 Orzan et al., 2018 4 3 2 3 4 3 4 4 4 4 35 
11 Hidalgo et al., 2022 3 4 4 4 3 5 4 3 3 5 38 
12  3 3 4 4 2 3 4 4 3 4 34 
13 Hosta & Zabkar, 2020 3 4 3 4 4 3 3 3 4 4 35 
14 Sánchez-Bravo, 2021 3 4 4 5 3 3 2 5 4 4 37 
15 Calderon-Monge, 2020 4 4 4 3 4 4 3 4 4 5 39 
16 Visser et al., 2018 3 2 3 4 3 3 2 4 4 4 32 
17 Toussaint et al., 2021 3 2 2 4 4 4 4 4 5 5 37 
18 Joshi & Rahman, 2019 3 3 3 4 3 4 4 3 3 4 34 
19 Vantamay, 2018 2 3 2 3 4 4 3 4 3 4 32 
20 Diddi et al., 2019 3 3 4 3 4 3 3 3 3 4 33 
21 Tseng et al., 2020 4 2 5 3 4 4 3 4 5 4 37 
22 Kumar et al., 2021 4 3 4 3 4 4 3 3 4 3 35 
23 Su et al., 2021 3 3 2 3 4 3 3 3 3 3 30 
24 Peterson et al., 2021 2 4 3 3 4 3 3 3 4 5 34 
25 Joshi & Rahman, 2017 3 3 2 3 4 3 2 2 4 3 29 
26 De Canio & Martinelli, 2021 3 2 2 4 3 3 3 3 4 4 31 
27 Grebitus et al., 2020 3 4 3 3 4 4 3 3 4 4 35 
28 Simeone & Scarpato, 2020 3 2 2 3 4 4 4 4 3 3 32 
29 Coderoni & Perito, 2020 4 3 4 4 3 4 3 2 3 4 34 
30 Li & Kallas, 2021 3 3 2 4 3 4 3 4 4 3 33 
31 Lago et al., 2020 4 3 5 3 4 4 3 4 5 4 38 
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Table 2. First-order Codes for Factors Affecting Sustainable Consumer Behavior 

 First-order effecting factors References 

1 
Environmental concern 

[1], [3], [4], [5], [9], [12], 
[13], [14], [17], [11], [21], 

[24] 

2 
Media 

[2], [11], [15], [11], [22], 
[26], [29] 

3 
Social networks [1], [29] 

4 
Academic education [1], [10] 

5 
Avoiding extreme materialism [3] 

6 
Consumer attitude 

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

7 
Technology [5] 

8  
Environmental knowledge and information 

[1], [6], [7], [8], [15], [19], 
[22], [26], [20], [24], [28] 

9  
Perceived value 

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

10  
Environmental value [4], [7], [17], [23] 

11  
Age [7], [25], [31], [32] 

12  
Recycling [9] 

13  
Income [10], [19] 

14  
Number of family members [10] 

15  
Political factors [11], [16], [26] 

16  
Information transparency [16] 

17  
Spirituality and cognitive effectiveness [17] 

18  
Consumers' indulgence behavior 

[19] 



 

 

 First-order effecting factors References 

19  
Social norms [21], [24] 

20  
Willingness to pay [21], [31] 

21  
Known brand 

[25] 

22  
Preferences [28] 

23  
Read food labels [30] 

24  
Location [31] 

25  
Training [31] 

26  
Social responsibility 

[1], [3], [4], [5], [9], [13], 
[14], [11], [17], [21], [24] 

27  
Marketing [2], [11], [15], [22], [26] 

28  
Gender [25], [31], [32] 

29  
Global citizenship [1] 

30  
Individual beliefs 

[3] 

31  
Price 

[27] 

32  
Internet use [23] 

33  
Recycling knowledge [30] 

34  
Optimal consumption knowledge and information [30] 

35  
Green and environmentally friendly packaging [22] 

36  
Access to green goods [4] 

37  
Discounts and promotions [4] 

38  
Habit of shopping [4] 

39  
Consumer attitude towards optimal consumption [4] 

40  
A person's experience of environmental degradation [4] 

41  
Knowledge of waste separation at the source [4] 



 

 

 First-order effecting factors References 

42  
The experience of waste separation at the source [4] 

43  
Attitude towards waste segregation [4] 

 

Table 3. First Order Codes for Sustainable Consumer Behavior 

 First-order code of sustainable consumer behavior References 

1 
Green and environmentally friendly packaging 

[10], [23] 

2 
Product recycling 

[6] 

3 
Buying and consuming environmentally friendly products 

[10], [23] 

4 
Conserving resources for future generations 

[24] 

5 
Considering environmental, social, and ethical criteria 

[14], [7], [15] 

6 
Compliance with social responsibility 

[15] 

7 
Considering the long-term effects of the purchase 

[11] 

8 
Considering the general implications of spending and purchasing 

[17] 

9 
Supporting products affecting society 

[13], [14] 

10 
Reducing the consumption of natural resources 

[15] 

11 
Buying products with a sustainable nutritional value label 

[31] 

12 
Conscious consumption 

[3] 

13 
Paying attention to the necessity of the purchase 

[3] 

14 
Giving importance to national interests 

[3] 

15 
Avoiding extreme materialism 

[3] 

16 Consumer awareness of the various consequences of 
consumption 

[3] 

17 
Avoiding dramatic consumption behavior 

[3] 

18 [3] 



 

 

 First-order code of sustainable consumer behavior References 
Refraining from climbing on the bandwagon 

19 
Moderation in consumption 

[3] 

20 
Avoiding harmful expenses 

[3] 

21 
Preference for essential purchases 

[3] 

22 
Food waste recycling 

[5] 

23 
Use of green transportation 

[6] 

24 
Buying products with clear information labels 

[15] 

25 
Reducing unplanned purchases 

[18] 

26 
Buying organic food products 

[26], [30] 

27 
Separating dry waste from wet 

[30] 

 

 
 

 

 
Table 4. Demographic Status of the Respondents 

 
Variables Categories Frequency 

 
Percent 

Gender 

 
Male 

176 45.8% 

 
Female 

208 54.2% 

 
Age 

<25 121 31.5% 
25-40 235 61.2% 
60-41 26 6.8% 
>60 2 0.5% 



 

 

 
Variables Categories Frequency 

 
Percent 

 
Education 

 
Diploma or lower 

16 4.2% 

 
Bachelor 

351 91.4% 

 
Master and Ph.D 

17 4.4% 

 
Family status 

 
Single 

254 66.1% 

 
Married without children 

89 23.2% 

 
Married with children 

41 10.7% 
 

Smart PLS

 

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

Concepts Indicators affecting 
sustainable behavior (items) 

Loading 
factor Validity 

 
Individual values 

 
Individual beliefs 

0.865 A* 

Environmental value 
0.89 A 

Perceptual value 
0.647 R** 

Avoiding extreme materialism 
0.895 A 

Individual 
characteristics 

Social Responsibility 
0.834 A 

Spirituality and cognitive effectiveness 
0.719 A 

Being an urban world 
0.727 A 

Individual 
experiences 

Recycling experience 
0.903 A 

A person's experience of environmental destruction 
0.548 R 

The experience of waste separation at the source 
0.904 A 

Environmental 
knowledge 

Sustainable purchasing knowledge and information 
0.813 A 

0.836 A 



 

 

Concepts Indicators affecting 
sustainable behavior (items) 

Loading 
factor Validity 

Recycling knowledge and information 

Optimal consumption knowledge and information 
0.838 A 

Consumer awareness of the various consequences of 
consumption 

0.859 A 

Knowledge of waste separation at the source 
0.796 A 

Media 

Virtual media 
0.577 R 

Traditional media (non-virtual) 
0.645 R 

Social Networks 
1 A 

Shopping habits 

Buying sustainable goods 
0.796 A 

Desire for the brand 
0.432 R 

Willingness to pay more 
0.576 R 

Reading food labels 
0.682 R 

Shopping habit 
0.603 R 

 
Buying according to consumption 

0.732 A 

 
Consumption 

habits 

 
Excessive behavior in consumption (extravagance) 

1 A 

 
Consumption of green goods 

0.612 R 

 
Institutional 

pressures 

 
Intensity of sustainable (green) marketing of producers 

0.894 A 

 
Political factors (legal support) 

0.72 A 

 
Social norms 

0.507 R 

 
Environmental 

attitude 

 
Environmental concern of the consumer 

0.769 A 

 
Consumer attitude towards recycling 

0.755 A 

 
Consumer attitude towards optimal consumption 

0.713 A 

 
Attitude towards waste segregation 

0.713 A 

 
Product features 

 
Transparency of information about goods 

0.84 A 



 

 

Concepts Indicators affecting 
sustainable behavior (items) 

Loading 
factor Validity 

 
Price 

0.841 A 

 
Access to green goods 

0.423 R 

 
Discounts and promotions 

0.588 R 

 
Product production technology 

0.48 R 

 
Green and environmentally friendly packaging 

0.831 A 

*A: accepted; **R: rejected 

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

Concepts First-order code of factors affecting sustainable behavior 
(items) 

Loading 
factor Validity 

 
Recycling 

 
Food waste recycling 

0.866 A* 

 
Separating wet and dry waste 

0.841 A 

 
Responsible 

shopping 

 
Buying environmentally friendly products 

0.825 A 

 
Considering the long-term effects of the purchase 

0.802 A 

 
Considering the general implications of the purchase 

0.817 A 

 
Buying products with a sustainable nutritional value label 

0.781 A 

 
Buying organic food products 

0.597 R 

 
Buying goods produced from recycling 

0.799 A 

 
Reducing unplanned purchases 

0.802 A 

 
Refraining from climbing on the bandwagon 

0.803 A 

 
Use of green transportation 

0.434 R** 

 
Paying attention to the necessity of the purchase (preference 

for essential purchases) 
0.607 R 

 
Social 

 
Efforts to preserve resources for future generations 

0.798 A 

 
Considering ethical standards 

0.772 A 



 

 

Concepts First-order code of factors affecting sustainable behavior 
(items) 

Loading 
factor Validity 

Responsibilities  
Supporting useful products for society 

0.726 A 

 
Reducing the consumption of natural resources 

0.835 A 

 
Giving importance to national interests 

0.829 A 

 
Responsible 
consumption 

 
Consumption of environmentally friendly products 

0.794 A 

 
Avoiding dramatic consumption behavior 

0.797 A 

 
Considering the general consequences of consumption 

0.558 R 

 
Conscious consumption 

0.619 R 

 
Moderation in consumption 

0.885 A 

 
Avoiding harmful expenses 

0.688 R 

*A: accepted; **R: rejected 

Table 7. Validity and Reliability of Model Constructs 

Latent variables AVE 
 

CR 
 

Cronbach's alpha 
C1 

Shopping habits (C1) 0.631 0.837 0.712 
C2 

Consumption habits (C2) 1.000 1.000 1.000 
C3 

Environmental attitude (C3) 0.655 0.830 0.748 
C4 

Environmental knowledge (C4) 0.687 0.916 0.886 
C5 

Product features (C5) 0.701 0.876 0.787 
C6 

Sustainable consumer behavior (C6) 0.630 0.922 0.902 
C7 

Media (C7) 1.000 1.000 1.000 
C8 

Individual characteristics (C8) 0.850 0.805 0.746 
C9 

Individual experiences (C9) 0.816 0.899 0.775 



 

 

Latent variables AVE 
 

CR 
 

Cronbach's alpha 
C10 

Individual values (C10) 0.780 0.914 0.859 
C11 

Institutional pressures (C11)0.659 0.792 0.885 

 

 
Table 8. Discriminant Validity of Model Constructs 

 C1 C2 C3 C4 C5 C6 C7 C8 C9 C10 C11 
C1 0.795           
C2 0.064 1.000          
C3 0.561 0.429 0.741         
C4 0.629 0.495 0.554 0.829        
C5 0.436 0.387 0.256 0.405 0.837       
C6 0.708 0.572 0.584 0.612 0.392 0.794      
C7 0.271 0.164 0.108 0.298 0.365 0.226 1.000     
C8 0.416 0.385 0.459 0.416 0.156 0.599 0.235 0.762    
C9 0.408 0.313 0.496 0.526 0.188 0.394 0.086 0.252 0.904   

C10 0.518 0.403 0.572 0.434 0.254 0.620 36.831 0.057 0.364 0.883  
C11 0.644 0.586 0.451 0.581 0.443 0.583 0.294 0.441 0.241 0.445 0.812 

 

2QGoF

                                                      
1. Stone-Giser 
2. Goodness of Fit 

 

 

Table 9. The Amount of Path Coefficients and the Significance of the Relationship Between Factors and 
Sustainable Consumer Behavior 

 
Direct effect 

 
Path 

coefficient 

 
T 

statistics 
P Values 

Significance 

 
Buying habits  sustainable consumer 

behavior 
0.306 3.349 0.001 A* 

 
Consumption habits sustainable 

0.083 3.158 0.002 A 



 

 

 
Direct effect 

 
Path 

coefficient 

 
T 

statistics 
P Values 

Significance 

consumer behavior 
 
Environmental attitude sustainable 

consumer behavior 
0.072 4.186 0.001 A 

 
Environmental knowledge sustainable 

consumer behavior 
0.128 3.897 0.001 A 

 
Product characteristics sustainable 

consumer behavior 
0.075 3.442 0.001 A 

 
Media sustainable consumer behavior 

-0.026 0.446 0.641 R** 

 
Individual characteristics sustainable 

consumer behavior 
0.243 3.760 0.002 A 

 
Individual experiences sustainable 

consumer behavior 
0.001 0.010 0.992 R 

 
Individual values sustainable consumer 

behavior 
0.166 2.533 0.012 A 

 
Institutional pressures sustainable 

consumer behavior 
0.024 0.309 0.758 R 

    *A: accepted; **R: rejected 
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Table 10. Ranking of the Concepts of Factors Affecting the Sustainable Behavior of Consumers in the 
Consumption of Fruits and Vegetables 

Concepts 
 

Entropy Uncertainty Weights Rank 

Environmental knowledge 
-5.1871 0.9905 0.0095 0.224 1 

Consumption habits 
-5.1873 0.9906 0.0094 0.223 2 

Product features 
-5.1989 0.9928 0.0072 0.170 3 

Shopping habits 
-5.2117 0.9952 0.0048 0.112 4 

Individual characteristics 
-5.2123 0.9954 0.0046 0.109 5 

Individual values 
-5.2179 0.9964 0.0036 0.084 6 

Environmental attitude 
-5.2192 0.9967 0.0033 0.078 7 
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