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Table 1 Demographic data of respondents

Variables Items Frequency (%)

Female 49.8
Gender Male 50.2
Under 20 6.5

21-30 22.3
Age 31-40 42.8
41-50 20

Over 51 8.4

Illiterate 0.5
Middle school or 17.2

below
Diploma 36.7
Education Associate 14.4
Degree

Bachelor 23.3

M.A. 5.1

Ph.D. 2.8

Student 7.9

Unemployed 0.5

Self-employed 32.1
Occupation Employee 19.5
Retired 2.8

Housewife 25.1

Other 12.1
Yes 45.6
Households No 54.4
No income 17.2

Under 1 26
Monthly income 122 358
(Million Toman) 2-3 15.3
3.4 2.8

Over 4 2.8

Yiv

(Source: Research Findings)
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Table 2 Descriptive analysis of the constructs and Cronbach’s Alpha, CR, AVE

Standard Cronbach’s

Constructs Item Label Mean . CR AVE
Deviation Alpha
Acid rain K, 2.39 1.07
Sea/river pollution K, 3.12 1.01
Air pollutloq from power K, 297 1.12
stations
Knowledge Global warming Ku 2.89 1.13
about Ozone layer depletion Ks 2.85 1.10
environmental Pollution of drinking water Ks 3.54 0.989 0.882 0.892 0.457
problems Pollution from
pesticides/insecticides K 2.83 1205
Destruction of the rain forests Ks 3.59 1.01
solar irradiation (energy) Ko 2.96 1.12
World population explosion Ko 2.69 1.22
Each person’s behavior can
have a positive effect on
. society by P, 448  0.676
signing a petition in support
of promoting the
Perceived environment.
Consumer I feel I can help solve natural 0596 0749 0474
. resource problem by P, 4.09 0.919
Effectiveness .
conserving water and energy.
I can protect the environment
by buying products that are P; 4.01 0.995
friendly to the environment.
I feel cap.able of helping solve P, 332 111
the environment problems.
I choose the environmentally-
friendly alteljna.tlve if one of a B, 1.03 416
similar
price is available
I choose the environmentally-
. friendly alternative regardless B; 3.51 1.25
Purchasing .
behavior of of price.
[ try to discover the 0.889 0915 0.729
green food .
environmental effects of
products . B; 348 1.11
products prior to
Purchase.
I have this tendency to buy
green food products at a
higher price than similar B, 3.17 1.36
products.
Recycling paper R, 3.81 1.31
Recycling Recycling glass R, 3.47 1.43
behavior Recycling plastics R; 3.81 1.25 0.751 0.841  0.583
Recycling metals Ry 3.47 1.54

(Source: Research Findings)
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Over the last decade, consumer consumption of goods and services has
increased tremendously across the world, leading to depletion of natural
resources and severe damage to the environment which has led many
consumers to reduce the environmental impact of their consumption. In this
study, it is tried to investigate the effect of knowledge about environmental
problems, perceived consumer effectiveness, and recycling behavior on the
purchasing behavior of green food products by using structural equation
modeling. To achieve this purpose, is used from the data of 215 consumers in
the city of Mashhad was used in 2017. The results show that perceived
consumer effectiveness or attitude is the most important predictor of green
food purchasing behavior. So trying to increase consumer awareness through
advertising tools to their capabilities to
environmental degradation can be one of the most effective measures. Also,
green product labeling and lower prices of environmentally friendly products
through campaigns and support organizations have been suggested.
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