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Abstract. Due to the relentless growth of environmental problems and complications, humanity is facing more drastic
and threatening challenges every day. Issues such as global warming, plastic products recycling, etc. are well-recognized
subjects by the public. This research is sought to provide a new model that encompasses different angles and constructs
related to the mentioned subject. In this research, the required data was gathered through a survey based on a self-
designed questionnaire obtained through bibliographical methods and gathered data was analysed by structured equa-
tion modelling. Analysis of 532 valid questionnaires shows that there is a positive correlation between personal traits
and the green product’s attraction. In addition, results also indicated that social network norms such as social network
groups inference is positively correlated to green product attraction, moreover, findings depicted a positive correlation
between green advertisement and green product attraction. The result of this research would be beneficial for commer-
cial and industrial proposals related to green marketing and production fields.
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Introduction

While the globalization phenomenon proceeds in its max
throttle over the world, this event has additionally car-
ried a few issues with it. Primarily, one of these issues
is an ecological issue that influences all living creatures
adversely. The mentioned natural issues have begun to
become a priority increasingly more in the ongoing years
and individuals have begun to debate these negativities
(Zhang & Dong, 2020). Consumers now are aware of
the problems more than ever, hence making the markets
favourable for green products. Based on the above men-
tioned facts, huge growth in green marketing advertise-
ments is being witnessed, companies and manufactur-
ers are trying to adopt new strategies and inform their
consumers about the environmental friendliness of their
products and services.

Considering the economical outcomes of green
products utilization, research discoveries are trying to
comprehend the elements affecting ecologically friendly
practices that have expanded quickly in the course of
last ten years, with focus on green purchase practices.

Taking into account, the organizations are socio-eco-
nomic structures; it would be farfetched to see them be-
ing neutral toward the environmental awareness and the
attraction created among consumers to green products
(Marvi et al., 2020).

Advertising directors now face buyers with a sense
of responsibility for natural issues. Since Consumers are
showing concerns regarding the fate of the world, there-
fore consequences of this are a general inclination to-
ward environment-friendly products. Understanding the
green purchaser’s behaviour remains an interesting field
of research and a significant concentration for research.
Liobikiené and Bernatoniené (2017), in their research,
reveal the multidimensional nature of the green prod-
uct issue, they mentioned the fact that many factors can
be influential in many different ways ranging from con-
sumer’s degree of awareness and knowledge about green
products, consumer’s degree of green consciousness and
their commitment to the reduction of impacts human
activities cause on nature through using environmentally
friendly products &, etc. (Soomro et al., 2020). They also
pointed out that, although many indicators and factors
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have been introduced in several kinds of research re-
garding the mentioned topic, still the absence of a well-
structured model showing the relation and effect of those
factors on green purchase behavior is felt. They empha-
size that based on consumer choice theory, consumers’
economic condition and their budget influences their de-
cision on engaging in the green or non-green purchase.
On the other hand, Rahnama and Rajabpour (2017) in
their research unravelled that consumers’ purchases may
take place due to multiple consumption values, which
can be considerably different in varying situations. They
argue that, based on the theory of consumption values
(Sheth et al., 2010) consumers’ purchase behavior can be
a function of different consumption values between mul-
tiple interrelated dimensions. In addition to the afore-
mentioned theories, other attempts have been done to
create a relevant model which would encompass all the
related dimensions of this topic based on the Theory of
Reasoned Actions (TRA) and Theory of Planned Behav-
ior (TPB). Fishbein and Ajzen (1975) introduced TRA to
explain the social entities’ behavioral intention, therefore
their theory is very beneficial in explaining consumer
purchase decisions and adaptation of green behavior
through understanding the cognitive and psychological
process of the related topic (Martin, 2017). On the other
hand, by assimilating the concept of perceived behavior
control into TRA, it is possible to link an individual’s
beliefs with their behavior (Paul et al., 2016). However,
despite the above-mentioned advancements yet there is
a gap that requires fully understanding consumer pro-
environmental attitudes and sustainable green purchase
action. Since all the aforementioned theories and models
are focused on economical and value-oriented factors or
consumer’s psychology and cognitive conditions or so-
cial entity’s beliefs, therefore the importance of external
stimulants such as green ads and existing social media
promoting green product usage and adopting a pro-en-
vironmental lifestyle has been ignored.

Although understanding components that will in-
crease consumer’s eagerness towards Electronic Com-
merce, and exceptionally vital part that brands” Social
Network Sites (SNS) communities empowering consum-
er’s attraction (Alagarsamy et al., 2021), marketers and
analysts are amazingly curious about understanding the
ways to coordinate social media exchanges (Ogiemwonyi
& Harun, 2020). To address this, it is required that the
factors affecting consumers’ eagerness to buy items or
services through firms’ Social network pages to be in-
vestigated.

To sum up, this paper is seeking to fill the above-
mentioned gap by adding external variables such as so-
cial network norms and green awareness with a focus
on social networks and e-ads influence. The paper ar-
rangement is as follows: at the beginning, several uti-
lized concepts and theories as well as utilized variables
will be introduced in the literature review section, then
proposed model and research hypothesis will be intro-
duced based on mentioned literature review, in the third
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section research method, results, and conclusion will be
presented.

1. Literature review
1.1. Social commerce

Social commerce is a new derivative of e-commerce that
has emerged recently after the introduction of web2 and
other ICT advancements (Hajli et al., 2013). The introduc-
tion of weblogs and social networks and online forums is
the pivotal point of Social commerce resurfacing (Turban
& Miihlhéuser, 2008). Newly advancement of technology
and creating of Representational State Transfer (REST)
and JavaScript Object Notation (JASON) APIs (Appli-
cation Programming Interface), online platforms can
communicate more flexibly than ever before. All these
advancements and additional attributes have led to the
reshaping of previously provided business models, bring-
ing new opportunities (Maniatis, 2016). Social commerce
alludes to the conveyance of e-commerce through social
media, which has risen through Web 2.0. Social media
could be a social innovation presented by Web 2.0 that
employs SNSs such as Facebook, Twitter, and Linkedin.
The ubiquity of SNSs is the main reason for the current
change. This marvel is forming modern commerce mod-
els based on communities where the objective is to bring
highlights of social commerce to e-commerce in arrange
to plan customer-oriented businesses. This gives includ-
ed esteem for clients and will move forward showcasing
methodologies (Varah et al., 2021).

1.2. Personal traits
1.2.1. Personal traits and values

Shrum et al. (2013) believed that individuals have val-
ues that impact their conduct. Without the existence of
a value for environmental perseverance in individuals, it
would be highly unlikely to witness eco-friendly products
Purchased by them. Pago et al. (2014) in their research
pointed out that buyers must feel that, when they buy
an eco-friendly item, they bring fundamental changes.
Based on Goodman and Malkoc (2012) findings due to
consumers’ low level of self-involvement in environment
protection, it is less likely to witness eco-friendly conduct
from individuals. Therefore, as a fraction of rectification,
Bailey et al. (2014) in their research proposed that un-
derscoring the significance of environmental issues can
spur customers’ eco-friendly conduct. In this way, ad-
vertisers ought to convey to the intended interest group
that purchasing green products could significantly affect
environmental wellbeing (Laroche et al., 2009).

1.2.2. Personal traits and beliefs

Although so far the results of research related to the ef-
fect of consumer awareness about the environment and
their green behavior have been contradicting, it has been
broadly contended that customers see most recycled
materials as being imperfect compared to non-recycled
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materials. Moreover, it is believed that consumers find
recycled products with lesser efficiency and performance
compared to non-recycled items and as Mishra (2016)
in his research unraveled, buyers are either dubious or
would not accept if non-polluting items were of less per-
ceived quality.

1.2.3. Personal traits and consumers’ requirements

Based on past distributed questionnaires, buyers report
that they are eager to go through additional cash for a
socially attractive idea like environmentalism, yet pur-
chase information suggests that “green products” mat-
ter next to nothing when contrasted with price, quality,
and comfort; consequently, organizations have become
neglecting about purchasers’ reactions to such findings
(Panda et al., 2020).

1.2.4. Personal traits and consumer demographics

According to research conducted in the past, the demo-
graphic profile of purchasers has been mostly consistent
and positively related to their purchase decisions. Based
on the findings, there is a positive correlation between
purchasers’ decision and their education (Govender
& Govender, 2016). Moreover, based on the results of
past research, social responsibility toward the environ-
ment is negatively correlated with age, and most of the
green purchasers fall into relatively younger age groups
(Cheung & To, 2019). Besides, in many kinds of research,
gender plays a significant role in ecologically friendly de-
cisions taken by consumers, therefore it is assumed that
females are more prone to buy green products compare
to (Chuang & Chiu, 2017). Finally, there are conflicting
outcomes regarding the correlation between income and
consumer purchase behavior, according to (Sathaye &
Murtishaw, 2004) consumer income and their purchase
decisions are positively related, on the other hand, re-
search findings in other articles show no significant re-
lationship between income and environmental concerns
(Sinobas, 2017).

To sum up based on the above-mentioned reasons
utilization of the demographic profile of consumers to
categorize them would be insufficient action (Alagar-
samy et al., 2021).

Consumers who are environmentally aware are seek-
ing to protect the environment in various ways (Bansal &
Gangopadhyay, 2003); thus, there are different groups of
eco-concerned consumers. A customer who recycles tins
may not be the same customer who takes care of plastic
recycling or air pollution; therefore, marketers and poli-
cymakers are more vigilant because of these results.

Green practices are without a doubt complex, as bore
witness to by the research results giving conflicting proof
and discoveries. As effectively expressed, these observa-
tions investigate a scope of various impacts on buying;
from inner components, (for example, mentalities, con-
cerns, values), social factors through to outer variables. In
an ongoing writing survey, Liobikiené and Bernatoniené
(2017) feature such complexities; strengthening concerns
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around one angle or subject area does not mean concern
about other subject areas. Therefore, based on the afore-
mentioned theories and information hypothesis, below
are introduced:

H1I: Personal Traits (PT) positively correlated to Green
Product Attraction (GPA).

1.3. Green advertisement and e-awareness (green
awareness)

Manufacturers have historically conveyed the ecological-
ly sustainable features of their goods by ads to customers.
Due to information transferred to consumers through
above mentioned green advertisements, markets are fac-
ing an ever-growing proportion of well-informed green
consumers who are imposing a tremendous amount of
compulsions to companies regarding the communica-
tion channels and their content related to the degree of
environmental friendliness of their products and services
(Maniatis, 2016). However, the number of green consum-
ers is increasing, unfortunately, the number of those con-
sumers is still too low to represent a market potential and
become influential. Bailey et al. (2016), in their research,
tried to understand the interconnection between green
utilization values and buyer reactions to green Products,
the result of their research report a positive correlation
between the two constructs, based on their findings,
green utilization values do impact customer perceptions
of the validity of individuals that are transferring green
information. Haq et al. (2019) in their research reveals
that understanding most of the information transferred
through green advertisements to consumers requires a
certain level of scientific knowledge because of the so-
phistication of subjects to fully comprehend them, hence
making those ads. Useless for a great portion of audienc-
es, in addition, Cho et al. (2017) in their paper emphasize
that although green marketing ads. Might be influenced
by the portion of consumers who already possess the
information and insight regarding environmental con-
cerns and hence stimulating them to make green pur-
chases, however, it still requires further investigation on
how it is possible to appeal to sceptical consumers who
have doubts regarding environmental claims. Moreover,
(Hayes & King, 2014) in their research pointed out that
consumer’s attitude toward a certain advertisement for a
particular brand and also their attitude toward the source
of these advertisements positively affect consumer’s be-
havior in considering to share those ads with other mem-
bers of social groups on social media platforms. Based on
collective action theory and e-awareness, social media
and social network platforms are ideal vehicles for social
movements and collaborative efforts. E-ads circulation
on different social networks among numerous online us-
ers regarding several existing environmental crises usu-
ally results in awareness in individuals participating on
those platforms, hence people with a common idea relat-
ed to those issues might cooperate to resolve those issues,
for example, information regarding hazardous side effect
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of plastic usages in social media platforms creates one
of the largest collaborative efforts against plastic utiliza-
tion (Sander & Teh, 2019). Hence concerning provided
information and discussions in this section, the following
hypothesis is provided:

H2: Green Awareness. (GA) is positively correlated to
GPA.

1.4. Social network norms

The subjective norm is the proportion of social compul-
sions applied by social groups in society that individuals
consider before settling on a behavioural choice (Musso
& Risso, 2017). In other words, subjective norms are
systematic compliance with rules for individuals within
a particular group or society (Balakrishnan & Foroudi,
2019). Fishbein and Ajzen (1975) recommended that so-
cial compulsion and social groups are the constructs of
subjective norms. Ajzen (1991) further emphasizes that
social compulsion and consistent inspiration are the work-
ing elements of subjective norms. Payne and Frow (2017),
believed that to predict entities’ behaviour it should be
based on their membership in different social groups.
Therefore, they evaluated subjective norms based on en-
tities’ reference groups. Besides, aforementioned criteria,
(Shan & King, 2015) in their research related to the ef-
fect of electronic word of mouth (eWOM) revealed that
the strength of interpersonal ties between members of
virtual societies positively affects social group member’s
behaviour regarding certain issues. Many research has
been conducted related to the effect of eWOM in the dif-
fusion of an innovative product; they also emphasized
the negative impact of the very same construct on newly
introduced products. However, all of them agree on the
influence of social networks ties on the dissemination of
newly introduced product, while some researchers believe
that the pace of diffusion rely on strong ties on social net-
work (Chu & Kim, 2011) others believe that weak ties can
even be more effective in spreading the message between
external networks (Lee et al., 2013). Previous research also
has revealed that consumer purchase intention, as well as
diffusion of innovations in products, is highly impacted by
social influences hence if replacement of green products
with normal formerly producing goods by companies is
considered as an innovation. Therefore, the role of social
networks in influencing society’s interest in buying those
products cannot be ignored (Balakrishnan & Foroudi,
2019). Based on the above-mentioned discussion, Hypoth-
esis below is presented:

H3: Social Network Norms (SN) is positively correlated
to GPA.

1.5. Green product attraction

Researches related to the effect of consumer attitudes and
orientations on their purchase behaviour, point out that
customers’ orientations toward the environment are one
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of the most reliable predictors of consumer’s pro-environ-
mental purchase behaviour (Mishra & Sarkar, 2018). The
key issue is to understand the degree of reliable predic-
tion of real behaviour through predicators such as orienta-
tion. Most of the findings from other researchers suggest
a positive correlation between environmental awareness
and pro-environmental actions (Singh & Tripathi, 2016).
For example, Line et al. (2016) in their research found that
consumer behaviour toward environmental related issues
is positively influenced by their perceived effectiveness of
actions done to protect the ecosystem. However, since the
consumer orientations toward environmental activities
vary based on many factors, therefore it is suggested by
many researchers to utilize a combination of different pre-
dictors alongside this factor to obtain more viable results
(Ogiemwonyi & Harun, 2020).

H4: GPA is positively correlated to Green Product Pur-
chase (GPP).

1.6. Green product purchase

Green purchase action is referred to as a type of conduct
that encompasses multiple factors including, ethical, re-
sponsible, and sustainable, and eco-friendly purchases.
In other words, a green purchase refers to the purchase of
recycling able products, those that would be less harmful
to the environment, and avoid buying products that are
not beneficial for the environment and society (Zhuang
et al,, 2021). This phenomenon is usually evaluated based
on consumer intention or willingness toward buying a
green product, which would ultimately result in green
product purchase by consumers as a way of protecting
their environment. As mentioned in the introduction,
many models such as TRA and TPB by Fishbein and
Ajzen (1975). Although these models remained the main
foundation for further studies, many other Scholars came
up with different modifications to evaluate consumer
purchase behavior (Laroche et al., 2009; Bailey et al.,
2016; Paul et al., 2016). However, the utilization of those
models remains ambiguous since their effectiveness in
measuring recent scenarios is highly doubtable (Joshi &
Rahman, 2015). Different studies suggest several behav-
iors in green buyers, for example, according to Maichum
et al. (2016), the degree to which consumers engage with
environmental-related activities or information will af-
fect their green purchase behavior. Nevertheless, con-
sumer involvement in green purchase or green action
might be hindered by other factors such as product price
or quality and acquisition convenience (Cho et al., 2017).

2. Research method

For many researchers, a consumer behaviour model is a
hierarchical cognitive process encompassing several fac-
tors such as beliefs, values, norms, and orientations (e.g.
Park & Ha, 2014; Paul et al., 2016). In addition, different
value orientations affect approach toward different con-
texts hence affecting behaviours. Therefore, although the
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aforementioned conflicting results might have roots in
differences within constructs and measurements, how-
ever, illustrates the requirement for further research on
the process and hierarchy of green consumer behaviour.

Hence based on the above-mentioned literature re-
view and Figure 1 provided below is given to introduce
this research new model that is covering different con-
structs and measures discussed before. Based on the in-
troduced model, a set of personal traits such as beliefs,
values, orientations, etc. that discussed before will cre-
ate a tendency and attraction among consumers toward
green products. Furthermore, this green product attrac-
tion would ultimately result in consumer green purchase
behaviour, In addition to these constructs, social norms
such as green virtual societies, and green ads. This would
act as a catalyst for the purchase of consumer green
products.

Social network
norms

H3

Green product

attraction
H1

Personal
traits

5[ Green product
purchase

H2

Green
awareness

Figure 1. Proposed Model

Based on the depicted model above, the hypothesis
below is presented:

H1: personal traits (PT) positively correlated to
Green product attraction (GPA).

Subjective norms (SN) are positively correlated
to GPA.

Green Awareness. (GA) is positively correlated
to GPA.

GPA is positively correlated to Green product
purchase (GPP).

In this research, it has been tried to create a self-
administered questionnaire based on gathered literature;
also, it has been tried to utilize the created questionnaire
as a survey method to test the proposed model. Data col-
lected in this research is divided into two separate parts,
one related to social traits, and exogenous factors such
as subjective norms and green ads calculated Based on a
seven-point Likert type scale, and a second questionnaire
related to demographic information which was calculat-
ed based on a nominal scale. The depicted Table 1 pro-
vided below illustrates the measurements and constructs
of both questionnaires. Mentioned constructs have been
gathered through previously published researches, some
of notable researches and their peered constructs are il-
lustrated in Table 1.

Upon data collection, they have been statistically
analysed and evaluated using PLS structural equation
modelling software.

H2:

H3:

H4.
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Table 1. Notable constructs and variables in researches

Construct Definition Resource and Scale
Consumer knowledge
related to the function .

Consumer ¢ d (Biswas,

Beliefs | Of Products an 2017)
their effect on the
environment
consumers’ perceived

Consumer level of self-involve- (Laroche
ment toward the

Values . et al., 2001)
protection of the
environment

Subjective $0c1al group’s (Flshbeln

Norms influence on & Ajzen,
consumers 1975) SeYen—

- point

Gfreen dadver.tlsgment (paul | Likert
of products influences aul et al,, | g qles

Green ads. purchaser’s intention | 2016)
toward green products
The degree of
willingness of

Consumer | consumers to forgo

Require- | their comfort and (Qin, 2020)

ments quality in return
to preserve the
environment.

ansumer Degree of gcologlcal (Singh,

Orien- responsibility of

. 2017)
tation consumers
Demo- .Consume.:rs personal Nominal
. information (age,

graphics Scale

gender,...)

A population of 532 adult customers in Iranian mu-
nicipality markets from all over the country was used with
females as a majority with 426 individuals as respondents.
A spectrum of 20 to 70 aged have participated in the sur-
vey, the largest age group was between 30 to 40 (45.2%)
followed by the second largest group 40 to 50 (28.7%),
and 72% of the respondents were holding university de-
grees or some university-level education. The largest age
group also had the highest average income of 300USD/
month while the second-largest group (42.7%) had an
average income of 200USD/month. 90% of the respond-
ents showed interest regarding environmental subjects
and were motivated to make green purchases to secure
their ecosystem for the future in the case of affordability.
Mentioned Data are shown in Table 2 below.

For the constructs, the Cronbach alpha values ranged
from 0.866 to 0.944. Since all the values met the 0.7
norms (Lunneborg, 1979), the model’s reliability was
deemed acceptable. In the factor analysis results, the ei-
genvalues for all constructs have exceeded 1 (Himmerlin
& Hoffman, 1991), furthermore, cumulative e variance
is exceeded 0.5. In addition, factor loadings for all con-
structs are calculated 0.5 or exceeded that amount, and
the item-to-total correlation coefficients were all close to
or exceeded 0.5. Thus, all of the utilized constructs had
convergent validity (Kerlinger, 1978; Kaiser, 1958) and the
questionnaire was deemed suitable for actual surveying.
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Table 2. Sample composition

Table 3. Factor Loading for Reliability Test

Factor Percentage Total
Age % -
20-30 15.03% 80
30-40 45.2% 241
40-50 28.7% 153
50-60 8.45% 45
60-70 1.87% 10
Missing 0.56% 3
Gender % -
Male 19.54% 104
Female 80.1% 426
Missing 0.36% 2
Education % -
High School Or lower 27.25% 145
University Undergraduate 43.23% 230
University Graduate 28.75% 153
Missing 0.75% 4
Income % -
Less than 200 USD/Month 10.31% 55
200 - 300 USD/Month 42.73% 227
300 - 400 USD/Month 45.22% 241
More than 400 USD/Month 0.93% 5
Missing 0.75% 4

Discriminant validity was also done, Table 4 shows
the cross-loading comparison matrix, according to For-
nell and Larcker (1981), Discriminant validity is calcu-
lated through two steps, first extracting variable’s average
variance (AVE) and second the squared intercorrelations
between the variables in the contextual framework. Dis-
tinctiveness is established when a variable is more closely
related to its indicators than to those of any other vari-
able within the contextual framework. Below the men-
tioned equation is shown (Fornell & Larcker, 1981):

2
AVE = Z:" ; (1)
A
PO L) 2)

(20 ) +(Ze,)

Therefore, to the measurement model prove to be sat-
isfactory, all factor loadings belonging to the particular
item should surpass the other item’s factor loadings. Both
the CFA and the discriminant validity prove that the
model has discriminant validity. Based on yielded results
overall SRMR (Standardized root mean square residual)
is equal to 0.057 < 0.01 proving that the measurement
model is satisfactorily fit. Above mentioned statistical
data are provided in Table 3.

In order to test fitness of model’s constructs, A T-test
and P-test also done, Table 4, followed by Table 3 is
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e
Mean Dev. (}i(r)la— Relia- Rzlic}ﬁs Ave.
8% | bility | P
f;frs)onal Traits 0.894 | 0.810 | 0.741
PT1 532 | 157 |0.894
PT2 521 | 1.43 |0.854
PT3 542 | 1.58 | 0.798
PT4 512 | 1.49 | 0.843
PT5 554 | 1.43 | 0.842
PT6 532 | 152 | 0.856
Ser:ser(‘é%are' 0.851 | 0.805 | 0.691
GAL 522 | 1.49 |0.874
GA2 517 | 1.44 |0.891
GA3 522 | 151 |0.799
GA4 5.67 | 1.53 | 0.789
IS\IL:)brj;CSﬁ(VSeN) 0.847 | 0.789 | 0.751
SN1 518 | 1.57 | 0.832
SN2 513 | 1.49 |0.854
SN3 521 | 153 |0.821
SN4 512 | 155 |0.867
itrter‘:;lzré’&) 0.822 | 0.752 | 0.712
GPAL 578 | 1.48 |0.791
GPA2 5.87 | 151 | 0.689
GPA3 5.68 | 1.43 | 0.812
GPA4 543 | 1.44 |0.867
gﬁfsﬁaio(‘épp) 0.844 | 0.852 | 0.642
GPP1 591 | 151 |0.654
GPP2 5.89 | 1.49 |0.891
GPP3 556 | 1.59 |0.851
GPP4 571 | 156 | 0.823
GPP5 564 | 155 | 0.848

providing data related to P-value and T-values as well
as Path Coeflicients, based on yielded results the model
and all the variables utilized in this research were feet.

3. Research results

As a second stage after the evaluation and validation of
constructs of the measurement model, structural model
testing was initiated by calculating the R2 value and the
statistical significance of the diverse structural coef-
ficients (Haq et al., 2019). The R2 value indicates 60%
which explains the variation among all constructs re-
lated to purchasing behavior. Table 4 illustrates all the
statistical details and path coefficients of the research
constructs.
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Figure 2. Final Path Model

Table 4. Statistical Values and Path Coefficients

Relation Path Value T-value P-value
PT -> GPA 0.632 25.02 0.01
SN -> GPA 0.701 23.33 0.01
GA -> GPA 0.698 20.01 0.01
GPA -> GPP 0.642 19.87 0.00

Based on Figure 2 shown above, personal traits
which encompass several constructs such as consumer
demographics, values, and beliefs are positively cor-
related to GPA, therefore it is possible to conceive that
consumer values, beliefs, age, gender, and income would
be an influential factor on their decision of considering
green products on their basket, H1: personal traits (PT)
positively correlated to Green product attraction (GPA),
these results confirm findings of Zimmer et al. (1994) but
contradicts with Robertson (1989).

Furthermore, with a path value equal to 0.701 it is
observed that subjective norms are positively correlated
with green product attraction, hence it can be inferred
that other exogenous pressures exerted on consumers
such as virtual social groups, friends and families are in-
fluential in consumer consideration of green products,
H2: Subjective norms (SN) are positively correlated to
GPA. This supports the findings of Cheng, Lam, and Hsu
(2006), Baker, Al-Gahtani, and Hubona (2007), and Cro-
nan and Al-Rafee (2008).

In addition, based on findings presented in Table 4,
green ads with a path value equal to 0.698, predispose
purchases to be more prone to green products, therefore,
H3: Green Ads. (GA) are positively correlated to GPA.
These findings are completely aligned with Bailey et al.
(2016). Moreover, these finding also supports the results
in (Hayes & King, 2014) research.

Finally, based on outcomes with a path coefficient
equal to 0.642 green product attraction, would eventual-
ly result in green product purchase in consumers, hence
confirming H4: GPA is positively correlated with Green
product purchase (GPP). These findings are also in line
with (Howell & Ratliff, 2019) and (Zhuang et al., 2021).

276

4. Discussion

The purpose of this research was to analyze and recom-
mend variables affecting Green consumer’s purchase be-
havior, by providing a related model containing variables
and constructs existing in the mentioned context. Based
on the finding there is a direct meaningful relation be-
tween research main constructs namely personal traits,
Social network norms and Green awareness, what makes
this research different is that prior to this research other
conducted researches have assessed only a fraction of the
variables for example, Pago et al. (2014) in their research
only focused on Personal traits and related variables af-
fecting consumer’s purchase decision, or Balakrishnan
and Foroudi (2019) only assessed the social networks ar-
chitecture and norms and variables affecting consumer’s
purchase intention, ignoring the effect of green adver-
tisements and other channels creating awareness among
the consumers regarding green products. Furthermore,
based on findings that there is a direct relation between
Green product attraction and green product purchase
behaviour, findings of this research are aligned with Ala-
garsamy et al. (2021) and Zhuang et al. (2021).

The contribution of this research incorporates a struc-
tural model and a proficient estimation instrument, the
two of which fill in as significant research setup. Further,
our experiment outcomes offer a reference for industrial
and commercial applications. Accordingly, this research
suggests that organizations explicitly market the green
dimensions of their products and, at the same time, work
on incrementing ecological awareness through social me-
dia and advertisements. It has been tried to assess the re-
lation between green product advertisements mainly ads
providing an inside social-commerce environment and
exchange of information within virtual social network
platforms, personal traits and subjective norms such as
the impact of social media groups, with green product
attraction and ultimately with green purchase behavior.

The results and outcomes of this research contribute
to theories and literature relevant to the subject of green
consumption and products by adding more insight and
factors affecting green purchase behavior. Furthermore,
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we found that the importance of virtual societies and
broadcasting advertisements is influencing green pur-
chase behavior positively.

The findings of this research can give a more com-
prehensive insight into the nature of green purchase be-
havior for people conducting business in the mentioned
field, especially marketers. Based on outcomes, market-
ers should also focus on social marketing platforms and
initiate more efficient communication with customers
by creating green awareness among them, using virtual
society members.

Since the data collected in this research is limited to
a certain local market and does not represent all the so-
cial spectrum of society members, therefore, caution is
advised regarding the generalization of the results.

Conclusions

This study tried to both extend our comprehension and
to propel the discussion regarding the literature on the
different elements affecting green purchasing behavior.
The results pointed out the importance of factors such
as social media groups and advertisements which add a
considerable amount of value to green products in the
eye of purchasers.

To begin with, concerning the impact of multidimen-
sional recognition on social norms, consumer value and
consumer requirements were found to have a noteworthy
impact on social norms, in this way increasing buy in-
tention. Consumer beliefs can also be influenced by the
flow. The more submerged the client is within the experi-
ence, the more noticeable is their level of green product
attraction, hence upgrading the chance of engaging green
product purchase from green s-commerce platform. For
future research recommendation, one of the limitations
of this research was geographical limitation, it would be
beneficial if the samples were gathered from different geo-
graphical locations in order to compare the results from
different geographical locations. It would also be beneficial
to simulate yielded the results of this research as scenarios
and evaluate the outcome of implemented policies.
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