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A B S T R A C T  
Environmental values are one of the key factors influencing consumers' purchase 
intentions and increasing their desire to buy green products, which is vital for the 
sustainable development of the environment. This study aimed to investigate the impact 
of environmental values on the intention to buy green products, mediated by ecological 
concerns and moderated by green trust (Case study: green food consumers in Tabriz). 
The statistical population of this study was green food consumers in the city of Tabriz. 
Due to the unlimited volume of the statistical population, the sample size was estimated 
to be 384 people based on Cochran's formula. Green food consumers completed 
questionnaires, and 384 valid questionnaires were collected and analyzed. This research 
is descriptive-correlational in terms of the research method and employs a field survey 
for data collection. Data were analyzed using SPSS software (version 25) and the 
SMART PLS2 software package. The results showed that environmental values have a 
positive and significant effect on the intention to purchase green products and on 
environmental concerns. In addition, environmental concerns have a positive and 
significant effect on the intention to purchase green products. Environmental concerns 
mediate the relationship between environmental values and the intention to purchase 
green products. Finally, green trust moderates the relationship between consumers' 
environmental concerns and their intention to purchase green products.
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Table 1. The General Structure of the Questionnaire 

Variables Number of Items Refrences 

Environmental values 
15 Dunlap, Liere, Mertig and Jones 2000, 

433 
 

Environmental concern 
7 Kirmani and Khan 2016, 166 

Green trust 
5 Chen 2010, 312 

Green purchase intention 
8 Ahmad and Zhang 2020, 15 

 

 

 
 

Table 2. Demographic Variables 

Background 
Variables Frequency Frequency 

Percent 

Age 

21-30 
31-40 
41-50 
50+ 

149 
75 
81 
79 

38.8 
19.5 
21.1 
20.6 

Gender Male 
304 86.7 



 

Background 
Variables Frequency Frequency 

Percent 

Female
80 13.3 

Education 

Diploma and 
below 

0 0 

Bachler 
61 0.28 

Master 
291 0.56 

Ph.D 
32 0.16 

 

Total 
384 100% 

 

 

Table 3. Fit Indices of the Internal Model 

Variables Cronbach's 
alpha 

Composite 
reliability 

Convergent 
Validity R2 

Environmental values 
0.84 0.89 0.776 - 

Environmental concern 
0.76 0.81 0.794 0.814 

Green purchase 
intention 

0.87 0.92 0.734 0.777 

Green trust 
0.86 0.83 0.764  

 

Fornell-Larcker

 

Table 4. Correlation of Latent Variables and Divergent Validity 

Green Trust Green Purchase 
Intention 

Enviromental 
Concerns 

Enviromental 
Values 

   0.82 
Environmental values 



Green Trust Green Purchase 
Intention 

Enviromental 
Concerns 

Enviromental 
Values 

  0.79 0.72 Environmental 
concern 

 0.89 0.72 0.77 Green purchase 
intention 

0.86 0.78 0.70 0.74 
Green trust 

 

 

 

 
  

Figure 1. Path Coefficients and Factor Loadings of the General Research Model Including the Moderator 
Variable 
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Figure 2. Significant Coefficients of the General Research Model Including the Moderator Variable 
 

Table 5. Hypothesis Test Results 

Row Reseach Hypothises Path coefficients 

t
t 

amounts Result 

1Environmental values have a significant 
effect on the intention to buy green 

products  

0.829 8.228  
Confirmation 

2
Environmental values have a significant 

impact on environmental concerns 

0.683 4.853  
Confirmation 

3Environmental concerns have a significant 
effect on the intention to buy green 

products  

0.754 6.786 
 

Confirmation 

4
.

Environmental concerns play a mediating 
role in the relationship between 

environmental values and the intention to 
purchase green products  

0.683 
0.754 7.480 

 
Confirmation 



Row Reseach Hypothises Path coefficients 

t
t 

amounts Result 

5

.
Green trust has a significant and positive 

moderating effect on the relationship 
between consumers' environmental 

concerns and the intention to purchase 
green products  

0.631 5.721 
 

Confirmation 

 

 

.



 

.

 

 

 

 
 

 
 

 

References 
Abbasi, A.,Yadollahi, S., & Beygi, J. (2019). 

purchase green products: Using the theory 
of planned behavior with environmental 

 New Marketing 
Research Journal, 8(4), 111-130. [In 
Persian] 

purchase intention: Effects of electronic 
service quality and customer green 
p  Journal of Cleaner 
Production, 267, 122053. 

Ahmed, M. A., Arshad, A., Ul Haq, M. A., & 



 

 

environmentalism in the development of 
green purchase intentions: a moderating 

International Journal of Sustainable 
Development and Planning, 15(7), 1101-
1111. 

 Organizational behavior and 
human decision processes, 50(2), 179-211. 

Akbari, M., Ardekani, Z. F., Pino, G., & 
An extended 

model of Theory of Planned Behavior to 
investigate highly-educated Iranian 

 Journal of 
Cleaner Production, 227, 784-793. 

Baum, C. M., & Gross, C. (2017). 
 as if people 

mattered: developing a framework for 
environmentally significant behavioral 

Journal of Bioeconomics, 19(1), 
53-95. 

Bonini, S., & Oppenheim, J. (2008). 

Stanford Social Innovation Review, 6(4), 
56-61. 

Chatterjee, S., Sreen, N., Sadarangani, P. H., 

Consumption Value, and Context-Specific 
Reasons on Green Purchase Intentions: A 
Behavioral Reasoning Theory 

Journal of Global Marketing, 
1-21. 

Chekima, B., Wafa, S. A. W. S. K., Igau, O. 

factors of consumers' green purchase 
intention: The moderating role of 

Asian Social 
Science, 11(10), 318. 

brand equity: Green brand image, green 
Journal of 

Business ethics, 93(2), 307-319. 
Choi, D., & Johnson, K. K. (2019). 

motivations on intention to purchase green 
products: An extension of the theory of 

Sustainable Production 
and Consumption, 18, 145-155. 

De Silva, M., Wang, P., & Kuah, A. T. 

purchase intention? Moderation effects of 

Journal of business research, 122, 713-
724. 

Dehghani Soltani, M., Shoul, A., & 

Environmental Value and Green Image 
Supposed Effects on the Word of Mouth 
Advertising Tendency by Explaining 
Green Trust and Willingness to Pay Roles 
thro  
Journal of Business Management, 11(4), 
804-824. (In Persian). 

Dunlap, R. E., Van Liere, K. D., Mertig, A. 

measuring environmental attitudes: 
measuring endorsement of the new 

Journal of social issues, 56(3), 425-442. 
Esmaeilpour, M., & Bahmiary, E. (2017). 

attitude on the decision to purchase a green 
product with the mediating role of 
environmental concern and care for green 

 Management & Marketing, 
12(2), 297. 

 Gholipour Soleimani, A., Alizadeh, F., & 

effect of consumer values on 
environmental concerns regarding the 

 
Biannual Journal of Psychological 
Research in Management, 5(1), 133-156. 
(In Persian). 

relationship between green perceived 
quality and green purchase intention: a 
three-path mediation approach using green 

 International 
Journal of Business Innovation and 
Research, 15(3), 301-319. 

Hoseini, M. H., & Norouzi Ajirloo, R. (2020). 

values on green purchasing behavior with 
emphasis on mediator role of 
environmental concern (case study: 

 
Journal of Environmental Science and 
Technology, 22(2), 127-140. [In Persian] 

Khaerolahi, H., Aly, S., & Taghizadeh, H. 

attitude of customers to organic food 
 Consumer Behavior 



 

Studies Journal, 8(2), 176-199. [In 
Persian]. 

Kirmani, M. D., & Khan, M. N. (2016). 

towards green products: evidences from 
 Serbian Journal of Management, 

11(2), 159-179. 
Li, G., Yang, L., Zhang, B., Li, X., & Chen, F. 

tal values 
impact green product purchase intention? 

Environmental Science and Pollution 
Research, 28(33), 46020-46034. 

consumption: E nvironmental knowledge, 
environmental consciousness, social 

Business 
Strategy and the Environment, 27(8), 
1679-1688. 

Luo, B., Sun, Y., Shen, J., & Xia, L. (2020). 

on social media affect consumer intention 
to purchase green produc Journal of 
Consumer Behaviour, 19(4), 371-381. 

effect of environmental knowledge on 
green purchase intention with the 
mediating role of green trust, 
environmental concern and environmental 

thesis in Business 
Management, Payam Noor University, 
Karaj. [In Persian]. 

purchase intention: impact of green brands, 
 British Food 

Journal, 118(12), 2893-2910. 
Noami, A., & Shahabadi, M (2019

effect of green perceived value dimensions 
on consumer attitudes and purchasing 

The first international conference on new 
challenges and solutions in industrial 
engineering and management and 
accounting, 14-1. [In Persian] 

Rahman, I., & Reynolds, D. (2016). 

intentions using a theory of environmental 
commitment and sacrifice for the 

International journal of 
hospitality management, 52, 107-116. 

Ramayah, T., Lee, J. W. C., & Mohamad, O. 

Resources, conservation and recycling, 
54(12), 1419-1427. 

Roberts, J. A., & Bacon, D. R. (1997). 

between environmental concern and 
ecologically conscious consumer 

Journal of business research, 
40(1), 79-89. 

Shams, R., Najafabadi, H., & Omidi, M. 

Consumption' Attitudes of Organic 
 

Agricultural Extension and Education 
Research, 7(26), 51-62. [In Persian] 

Impact of 
Environmental Responsibility and 
Environmental Knowledge on Green 

 A Mediated-
Moderation Analysis (Doctoral 
dissertation, CAPITAL UNIVERSITY). 

Stern, P. C., Kalof, L., Dietz, T., & Guagnano, 

proenvironmental action: Attitude 
formation toward emergent attitude objects 

Journal of applied social psychology, 
25(18), 1611-1636. 

Sun, Y., Wang, S., Gao, L., & Li, J. (2018). 

 Natural Hazards, 93(1), 
299-314. 

Tonglet, M., Phillips, P. S., & Read, A. D. 

Behaviour to investigate the determinants 
of recycling behaviour: a case study from 

Resources, conservation 
and recycling, 41(3), 191-214. 

Torkar, G., & Bogner, F. X. (2019). 

Environmental Education 
Research, 25(10), 1570-1581. 

Toulabi, Z., Arvaneh, M., & Shojaeian, P. 

on the attitude towards green products and 
 

Environmental Education and Sustainable 
Development, 9(3), 81-98. [In Persian]. 

Preference and Buying Behavior towards 
Organic Food using Fishbein Multi-

International Journal of 



 

 

Recent Technology and Engineering, 9(1), 
158-173. 

 
does green product knowledge effectively 

 
Sustainability, 11(4), 1193. 

Wei, C. F., Chiang, C. T., Kou, T. C., & Lee, 

livelihoods: Investigating the drivers of 

Business strategy and the environment, 
26(5), 626-639. 

Weisstein, Fei Lee, Mohammadreza Asgari, 
and Shir-
Presentation Effects on Green Purchase 

Journal of Product and Brand 
Management 23, no. 3, 230 239. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


