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2- Brand Trust
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6- Green Satisfaction
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1- Satisfaction

2- American Customer Satisfaction Index (ACSI)
3- European Customer Satisfaction Index ( ECSI)
4- Hard ware

5- Human ware
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1- Green Affect
2- Goodness-of Fit Index
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Figure 1-Conceptual model of research
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Table 1- Distribution of questionnaires in the regions and neighborhoods of Tehran
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Table 2- Questionnaire questions
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I am happy to have decided to choose this brand because this brand fulfills its environmental commitments.
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Green Overall, I am happy to buy this brand because it is an environmentally friendly brand.
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Overall, I'm satisfied with this brand because it pays attention to environmental issues
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| feel that the claims made by the brand in relation to environmental issues are credible.
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| feel that the arguments that the brand raises in relation to environmental issues are credible.
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The brand's attention to environmental issues is in line with my expectations.
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| feel good when | use this brand because it pays attention to environmental issues.
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This brand makes me happy because it is environmentally friendly.
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Using this brand is enjoyable because it is environmentally friendly.
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I recommend using this brand to others because it is an environmentally friendly brand.
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1 will always use this brand because it pays attention to environmental issues.
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I want to pay more for this brand compared to other brands because | benefit from the environmental commitments
that this brand has.
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Even if another brand has the same environmental features as this brand, I prefer to buy this brand.
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If there is another brand with good environmental performance of this brand, however, | still prefer to buy this
brand.
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If paying attention to environmental issues from another brand is not much different from this brand, it seems that
buying this brand is a smarter decision.
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The brand is well established for environmental concerns.
ool Slazel BB Jrote oy Oligss b yd Wy oyl
This brand is reliable in terms of environmental commitments.
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Table 3- Cronbach's alpha and Composite Reliability Calculated for each of the research variables

@3, e @ EligsS Wi o P bl Jod 1B b
Row Variable name Cronbach's alpha Composite reliability  Acceptable level
1 )8y Jelpe 0.951 0.953454 >0.7
Behavioral factors
2 o caldy 0.799 0.906061 >0.7
Green Satisfaction
o dloie
3 0.920 0.890961 >0.7
Green Trust
4 oo By o oS 0.916 0.942867 >0.7
Green brand affect
5 s B 0.790 0.822380 >0.7
Green loyalty
. . D'.' ey ‘
6 o R 0R9 0%0) 0.903 0.875439 >0.7
Green brand equity
7 e R Ry 0.906 0.904278 >0.7
Green brand image
O (53U Curon jlof 4y bgyyo OlEML! -€ Jguo
Table 4- Information on demographics of research statistics
Q9d, o & HKeY O @A
Row Variable Type Number Unknown
> 205
1 > Male _
=1 o 215
Female
J e »j 5
Below 30
Jle Y\-Y0 O 170
Between 25-31
Jlo Y=Y+ oy 160
2 Between 26-30
o Lo YA-YD o
Age J o 55 _
Between 31-35
JUo Y5+ 10
Between 36-40
SYL oY 20
41 and above
e 9 wlod 40
Diploma and below
Shyls 50
Associate
Education Bachelor
L)) ol 195
Master
©5S> 15
Ph.D
4 ) R 260
KW To 2 milion
Income Oole YUY 70 50
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Choosing the preferred eco-friendly brand from the respondents
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Table 5- Normality measurement of distribution of data using kolmogorov-Smirnov test

3, o @ ol dpwlone ylafieI5 (dae mhaw (o1log Aol
Row Variable name Sig P >0.05 Final result

Cow Cols Cons oy

1 ST 0.000 >0.05 @ Jlos
Green satisfaction Not normal

2 oo oie 0.000 >0.05 @ Jles
Green trust Not normal

o " o o

3 o i pled 0.000 >0.05 # Jles
Green brand affect Not normal

5 (NE Cass ;

4 s 0 0.000 > 0.05 4 ey
Green loyalty Not normal

5 ek A 0.000 >0.05 Sl
Green brand equity Not normal

6 o Ly 0.000 >0.05 @ oy
Green brand image Not normal

DR (P9rde Je (w151 o =T Jga
Table 6- Measuring fit the conceptual model of research

3, 750 plgpe O g Jgd JB lade 1l p23lie bamwgio
Row Variable title R? Acceptable amount Communality
o Ky pgeal * % —% é 0.704556
Green brand image X = ;
s Slecel . Sat 2
2 e ok £E o8 0.731942
Green trust = 2
o ol o w = S 3 0.762954
Green satisfaction 3 3 S g '
o (55l Ex 3 T2 0.615122
Green loyalty _%J % %
s S0 41 ke . 5 =2 0.846357
Green brand affect ‘%\ ,&_) %
o Sy 0329 ) 0.402616 j g 0.701330
Green brand equity o g

o N 0329 (031 2 (518, Jolgs o gl - Jgu
Table 7- Results of the research main hypothesis measurement

s, oo ouwd &l Sl das Jod B ,lude
Row Statistic Extracted number  Acceptable amount
1 Pl 16.008 >1.96
T-Value
sl 2 0.578 -

Standardized solution
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Figure 2-The main hypothesis in T-Value
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Table 8- Results of the research hypothesis measurement

e ol Sofase o p2 7 ol Th:yrzilt ;);:the
Row Title T-Value Standardized solution .
hypothesis
1 o By 0hg u"*})_‘ —— o dp )’9‘4’ 5971 0.399 4ndyb sl _
Green brand image Green brand equity Accept the hypothesis
. I o 4___ . - <4 -
2 J S o B3 o Sloisl 2904 0.199 i
Green brand equity Green Trust Accept the hypothesis
g mEaem o) A e, 2.798 -0.157 o dab
Green brand equity Green Satisfaction Accept the hypothesis
Green brand equity Green Loyalty Accept the hypothesis
g oy B3 T e dipa s 0.721 0.070 4682 2)

Green brand equity Green brand affect

Reject the hypothesis
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Introduction: The move towards industrialization of cities, population growth, deforestation and in general
non-optimal and incorrect use of natural resources, etc. has caused the environment to face a serious crisis.
Environmental destruction will have adverse consequences both in the short and long term. Air pollution,
extinction of animal species, are among these consequences. Therefore nowadays, environmental protection
issue is considered to be so important that has caused fundamental changes in behavior, interest, and preferences
of the human societies. So all over the world, many people are interested in having green behavior, both in their
personal and work life and in their relationships with others. In this regard, consumers and customers of products
and services have obliged organizations to shift their approach to a sustainable one. Accordingly, having a green
brand and increasing the value of green brand in today's world is a competitive advantage. The current research
thus aimed at investigating the behavioral factors (green brand image, green trust, green satisfaction, green
loyalty, green affect) influencing the green brand equity in the food industry.

Materials and Methods: In this study, the researcher attempts to identify the effect of behavioral factors on
green brand equity in the food industry. Accordingly, the research method in this study is descriptive-survey. In
addition, necessary information from library and field studies was collected. The subjects of this study were
people living in Tehran, so 480 cases were selected through cluster random sampling. In fact, in this study, the
second, fifth, thirteenth and twenty-second districts of Tehran were selected and 4 neighborhoods were chosen
from each district and a research questionnaire was distributed in those neighborhoods. In this study, a standard
questionnaire was used to measure variables. The validity and reliability of the research instrument were also
assessed through construct validity and Cronbach's alpha and composite reliability. The results showed that the
validity and reliability of the research tool were desirable. Also, the required data from the statistical population
were collected from July 2018 to January 2019. The data was analyzed by SPSS and PLS software.

Results and Discussion: The results of descriptive data analysis showed that the highest frequency in terms
of gender is related to women, the highest frequency in terms of age is related to between 25-31, the highest
frequency in terms of education is related to master, the highest frequency in terms of income is related to 2
million, the highest frequency in terms of knowledge of green brand is related to average, the highest frequency
in terms of the use of green brand is related to average and finally the highest frequency in terms of choosing the
preferred eco-friendly brand from the respondents is related to MC. In order to test the hypotheses, first the
normality of data distribution was measured that for this purpose, Kolmogorov-Smirnov test was used. Since the
calculated values for each of the variables were less than 0.05, it can be said that the distribution of research data
was not normal. To evaluate the research model, the goodness of fit index was used and the calculations showed
that the model fit is strong. Finally hypothesis test results showed that green brand image (0.399), green trust
(0.199), green satisfaction (-0.157), and green loyalty (0.166) had impact on green brand equity, and the impact
of green effect on green brand equity from the viewpoint of the research population was not confirmed.
Additionally, it was concluded that behavioral factors (0.578) have effect on green brand equity in this research.

Conclusion: In general, it can be said that, green issues of individuals and organizations around the world
has become inevitable due to the current environmental conditions, so ignoring it will have negative
consequences such as air pollution, decreased soil quality, reduced revenue, reduced customers, reduced brand
equity, isolation and finally the bankruptcy of the organization and failure to achieve sustainable development.
But this while supporting the principles of the environmental subjects and its promotion in the organization and
all its products and services make the stakeholders of organization aware of the goodwill of the organization
about carrying out his social responsibility subjects. So by promoting it, loyalty and commitment of the
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stakeholders will increase and at last the green brand equity of the organization will improve. In this regard, it is
recommended for organizations in the food industry to implement environmental performance policies in their
field to gain a competitive advantage in the market and use the results of related research to implement them.

Keywords: Green brand equity, Green trust, Green satisfaction, Green brand affect



