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The sustainable production and sale of aquatics processing and packaging factories is
closely related to understanding the behavior of consumers and evaluating their
purchase priorities. Because it is only in the case of evaluating and mastering the
mentioned items that the production centers can produce a product according to the
market's desire, thus guaranteeing stable productivity and increasing their profit. The
purpose of this research was to evaluate the behavior of packaged fish buyers and to
identify their priorities for purchasing the product in Tehran city. For this purpose, a
questionnaire based on research assumptions was designed and completed by the
statistical community. The statistical population of the research is the whole of Tehran
city, that 12 urban areas were randomly selected for the field study with a sample size
of 600 people. In order to test the hypotheses and examine the intensity of the
relationship between the items, a proportional conceptual model (based on Theory of
Planned Behavior) was designed and analyzed by Lisrel software (structural equation
modeling). Also, In order to evaluate and rank the priorities of the statistical population
in relation to some of product characteristics, Friedman's test was used. The results
showed that the variables of packaging characteristics, fish species, processing models,
types of supply and quality factors (quality) were significantly effective on the attitude,
while the quality variable with an effect coefficient of 0.31 had the greatest effect on
the attitude. The place of purchase also had a significant effect on the perceived
behavior control and the hypothesis related to it was confirmed. Among the three main
elements of the model (attitude towards consumption, subjective norm and perceived
behavioral control), attitude towards consumption with an effect coefficient of 0.63 was
the most effective element on the intention to buy and consume. In the following, it was
found that two variables, price and access, do not have a significant effect on the
purchase decision, and the hypotheses related to them were also rejected. The ranking
of purchase priorities of Tehrani citizens in relation to fish species, cultured species,
types of supply, pack weights, processing models and shopping places showed that the
first rank is related to Persian Gulf fish (south), rainbow trout, whole fish (empty
stomach with head), weight of 500 to 700 grams, schnitzel and protein supply stores.
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1. Introduction

With the increase in population and the
spread of advertisements about the
nutritional value of aquatic products, per
capita consumption is also increasing. As can
be seen in Figure 1, this per capita has
increased from about 5 kg in 1379 to about
14 kg in 1400 [1]. Increasing per capita
consumption of aquatic products is important
in many ways. One of the most important
effects of per capita increase is related to job
creation and job stability of people who are
working in different subcategories of
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fisheries. Also, since the amount and volume
of aquatic exports is not a fixed amount every
year and this amount may decrease due to
various reasons, domestic consumption can
be considered as a pillar in order to maintain
sustainable production. Since in different
sources, aquatics have always been
introduced as health food, maintaining health
and preventing various diseases of the
population is another important benefit that
can be achieved by increasing per capita
consumption [2].
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Figure 1- Aquatics per capita consumption in different years

Since in non-coastal cities, consumers have
little access to fresh seafood, they inevitably
turn to centers that offer packaged and frozen
seafood (especially stores that supply protein
products and online markets); It is
remarkable. In order to supply the packaged
aquatic products needed by the consumers, in
addition to the food industry factories, small
workshops also pack fishery products and
distribute them in the stores of the city.
Sustainable production and higher profits of
these production centers strongly depend on
the direct knowledge of consumer behavior.
Because it is only in this way that they can
produce a product according to the wishes
and tastes of the majority of the consumer
market. With the passage of time and the
advancement of marketing science, as well
as with the increase in competition between
food producing companies, it was gradually
determined that consumers are considered as
the main keys to the success or failure of a
manufacturing company. Therefore,
evaluating the behavior of consumers and

producing a product based on this evaluation
that can meet the needs of the market and is
in accordance with the tastes and interests of
the people will help the companies related to
the food industry in the matter of sustainable
production and the superiority of the
competition in the market. It is also based on
the study and knowledge of consumers'
behavior that those involved in the health of
the society and production can contribute to
the per capita increase of those products by
identifying the factors and barriers affecting
the amount of consumption of beneficial
products (such as aquatic) in the society.

Today, researchers in developed countries
use strong and well-founded theories to
evaluate consumer buying behavior. One of
the important theories in the field of
evaluating consumer behavior is the theory
of planned behavior. This theory includes the
study of attitudes (the basis of psychological
science) and the total of groups influencing
consumer behavior. The theory of planned
behavior is based on the principle that people
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make logical and rational decisions based on
available information [3]. This theory
consists of five constructs, which are
attitude,  subjective  norms, perceived
behavioral control, behavioral intention, and
consumer behavior; which are actually its
main pillars. Theory of Planned Behavior, in
1985 byAjzen was presented and it is a
cognitive model of human behavior whose
main focus is on predicting and
understanding well-defined behaviors. This
theory provides an organized framework for
predicting and explaining human behavior
and is derived from the theory of reasoned
action, which states that the probability of a
person engaging in a specific behavior can be
predicted by his intention to do that work [4]
and this is supported by many empirical
evidences. It has been confirmed [5].
Actuallyajzen He expanded the theory of
reasoned action by introducing the perceived
behavior control structure as a determining
factor of behavioral intention and target
behavior and explained it as the theory of
planned behavior.

The purpose of this research is to evaluate the
behavior of packaged fish consumers in
Tehran using the theory of planned behavior
and structural equation modeling. In
addition, the most important priorities of the
statistical community will also be ranked in
the field of purchasing.

2- Materials and methods

2-1- Questionnaire design

In order to evaluate the behavior of
consumers and buyers of packaged fish, a
questionnaire was designed according to the
assumptions of the research, which consisted

of 65 questions (in two parts, main questions
and demographic questions). The main
questions were asked based on the range of
five Likert options (very little with code 1,
little with code 2, moderate with code 3,
much with code 4 and very much with code
5). At the beginning of the questionnaire, it
was stated that only packaged fish consumers
can participate in this project. In order to
design the questionnaire questions, similar
domestic and foreign studies that evaluated
the behavior of aquatic consumers and their
preferences for consumption, the opinions of
university professors, various questionnaires
and library studies were used.

2-2- Determination of

(reliability)! questionnaire

Cronbach's alpha method was used to determine the
reliability of the test. For this purpose, an initial sample
including 30 questionnaires was pre-tested and then using
the data obtained from these questionnaires and with the
help of statistical software.SPSSy; The amount of
confidence coefficient was calculated by the mentioned
method. This coefficient was calculated as 0.89 for the
current research questionnaire, which indicates an
acceptable level of reliability for the questions asked of
people.

reliability

2-3- Determining validity (validity)?
questionnalre

In order to check the validity of the questionnaire, face
validity was first used. At this stage, by conducting various
interviews and obtaining the opinions of experts, the
necessary corrections were made, and in this way, it was
ensured that the questionnaire measures the same
characteristic that the researchers wanted. In order to be
more accurate and reliable in discussing the appropriateness
of the questionnaire questions and the items (structures) of
the model designed for the assumptions (validity of the
questions), confirmatory factor analysis was used, the
results of which are presented in Table 1. According to the
values of factor loadings (which are greater than 0.3 for all
questions) andT-value (which was recorded for all
questions outside the range of -1.96 to 1.96) it can be seen
that the designed questions have a good level of validity.

Table 1. Factor loadings and T-value for questions (confirmatory factor analysis)

Questions Factor T-value Questions Factor T-

loading loading  value
1.Attitude 7. Subjective norms
Pleasure feeling 0.39 6.84 People's opinion 0.91 16.74
Good feeling 0.51 9.12 Family's opinion 0.49 7.83
bad feeling 0.45 8.66 Expert's opinion 0.46 6.27
2.Packaging Seller's opinion 0.67 11.85
Brand 0.38 591 8. Perceived behavior control
1 -Reliability 2 -Validity
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Design and color 0.71 12.88
Size and weight 0.59 9.96
Material 0.31 5.18
Ease of opening the package 0.55 8.79
Insertion NV? and HI* 0.84 15.72
3. Species

Caspian Sea fish 0.63 10.57
Persian Gulf fishes 0.41 8.25
Cold water farmed fish 0.76 12.99
Warm water farmed fish 0.52 9.42

4. Processing type
Smoked 0.88 16.32
Schnitzel 0.39 7.75
Nuggets 0.62 8.23
Unprocessed 0.67 9.94

5. Type of supply
Whole fish- ES® 0.53 7.86
Whole fish without head- ES 0.72 11.62
Fillet 0.85 14.24
Steak 0.37 5.61

6. Quality

No physical pollution 0.46 6.83
Texture Color 0.61 10.64
Smell 0.49 8.71
Taste 0.58 9.87

I will definitely buy 0.53
I will probably buy 0.32
I have to buy 0.93
9. Place
Fish market 0.66
Protein food supply stores 0.75
Online shop 0.41
10. Price
Expensive 0.72
Cheap 0.65
Average 0.57
10. Availability
Hard 0.75
Easy 0.88
Trying to buy 0.79
11. Intention

I want to eat 0.38
I have a plan to eat 0.64
Try to eat 0.45

12. Final behavior
Buying once a week 0.85
Buying twice a month 0.43
Buying once a month 0.78
Buying once every two months 0.57
Buying once every three months 0.54

8.46
6.21
17.63

10.74
12.38
8.25

12.33
9.28
8.81

14.34
16.42
14.96

6.57
10.39
7.14

14.37
8.16
12.77
9.65
9.31

2-4- Research assumptions and building a conceptual
model based on them

By studying internal and external sources, certain
assumptions were made and then a conceptual model was
designed according to the assumptions, whose diagram is
presented in Figure 2. The research hypotheses are:

1. The characteristics of packaging have
a positive and significant effect on
the attitude of buyers (relative to
consumption).

2. The type of fish has a positive and
significant effect on the attitude of
buyers (relative to consumption).

3. The type of fish processing has a
positive and significant effect on the
attitude of buyers (relative to
consumption).

4. The fish supply model has a positive
and significant effect on the attitude
of buyers (relative to consumption).

3- Nutritional Value
4- Health Information
5- Empty Stomach

5. The quality factors of fish have a
positive and significant effect on the
attitude of buyers (relative to
consumption).

6. The characteristics of the point of sale
have a positive and significant effect
on the control of the perceived
behavior of buyers.

7. The subjective norm of buyers has a
positive and significant effect on the
decision to buy.

8. Perceived behavioral control has a
positive and significant effect on the
purchase decision.

9. The attitude towards fish consumption
has a positive and significant effect
on the decision to buy.
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10. The price of the product has a
positive and significant effect on the
decision to buy.

11. Access to the product has a positive
and significant effect on the
purchase decision.

Packaging

Subjective
norms

Pl >

_ Attitude to
- purchase

Intention to
purchase

Perceived
behavior control

12. The decision to buy has a positive
and significant effect on the final
behavior (purchase and
consumption).

And finally, based on the above assumptions, the research
model was designed as follows (Figure 2).

Final behavior

Availability

Fig 2. Diagram of conceptual model of research

5-2- Statistical population

The statistical population of the current
research is the whole city of Tehran, which
randomly selected 12 regions out of 22
municipal regions (regions one, two, three,
four, five, six, eight, nine, twelve, fourteen,
sixteen, and twenty-two) to carry out the
field stages of the research. were chosen.
Sample size through Kekran's formula® 384
people were calculated, but in order to obtain
more reliable results, 600 questionnaires
were used. Figure 3 shows the 12 districts of
Tehran municipality that were evaluated in
this research in terms of purchasing behavior
and consumption of packaged fish. The
sample size in each urban area was
determined in proportion to the total number
of households in that area.

6 -Cochran

1) LY.
9.3
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> 6 mar
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Fig 3. Urban areas under study

6-2- Statistical analysis
In order to perform confirmatory factor
analysis, checking the acceptance or
rejection of the hypotheses (at 95%
confidence level), as well as the intensity and
direction of the relationship between the
constructs of the model, structural equation
modeling method and Lisrel software
(version 8/80) were used. In this method, the
research model is in two standard modes (in
order to check the effect coefficients between
the model structures) and significance (to
evaluate the status of assumptions and
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valuesT) Done. Accomplished. Assumptions
that index valuesT-value For them, if it is
outside the range of -1.96 to 1.96, they will
be accepted and otherwise they will be
rejected. In the following,In order to evaluate
and rank the priorities of the statistical
community about some product
characteristics (packaged fish) from the
Friedman test (softwarespss,,) was used.

3-Results

3-1- Demographic characteristics of the
consumer society

Table 2 shows the demographic
characteristics of the consumer community.
According to this table, in terms of gender
and marital status, most of the surveyed

society are men and married respectively.
Most of the people in this society are
between 35 and 50 years old and free from
the point of view of job position. About 50%
of the consumer society has an income
between 15 and 20 million tomans. As can be
seen in Table 2, we tried to use all spectrums
and different social classes in terms of
demographic characteristics for interviewing
and completing the questionnaire. This will
certainly lead to more reliable results and
increase the validity of accepting or rejecting
hypotheses.

Table 2. Socio-Demographic Characteristics of The Sample (% respondents, n=600)

Characteristics Abundance Characteristics Abundance
Gender Place of birth
Male 66.1 Coastal city 11.7
Female 33.9 Non-coastal city 88.3
Age Household size
<20 years 11 Two 5.8
20-35 years 334 Three 25.6
35-50 years 58.4 Four 48.3
50-65 years 6.5 Five and more 20.3
65-80 years 0.6 Income (Rials)
Education 100-150 millions 25.4
College education 74.3 150-200 millions 50.1
Diploma & less 25.7 200-250 millions 15.8
Marital Status 250 millions< 8.7
Married 80.1
Single 19.9
Job
Free 56.1
Employee 15.3
Student 11.8
Unemployed 9.3
Retired 7.5

2-3- Implementation of the conceptual
model of research in standard and
meaningful mode

Figure 4 shows the implementation of the
research  conceptual model in two
meaningful and standard modes (using Lisrel
software). According to this figure, among
the research hypotheses, only hypotheses

No. 10 and 11 (price influence and
accessibility on the purchase decision,
respectively) due to the placement of
valuesT-value They are in the interval1/96 to
1/96 Rejection and other hypotheses were
confirmed. This means that the two variables
of price and access did not have a significant
effect on the decision to buy packaged fish
by the studied community, and the
hypotheses related to them were not
accepted. As can be seen in Figure 4, among
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the variables affecting buyers' attitude
towards the consumption of packaged fish,
the quality variable (quality indices of fish)
showed the greatest effect (with an effect
coefficient of 0.31). Fish species, processing
type, type of supply (cut) and packaging
specifications were respectively in the next
ranks of influence on buyers' attitude. In the
following, it was determined; Among the
three constructs of purchase attitude,
subjective norm, and perceived behavioral
control, buyers' attitude towards the
consumption of packaged fish is the most
effective construct on the purchase decision.
In Table 3, the coefficients of the effect
(path) between the hypothesis items andT-

value (Acceptance or non-acceptance of
assumptions) is presented in a summary
form.
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Figure 4. Implementation of the research model in
two standard and significant modes

Table 3. The status of research hypotheses (Accept or Reject)

N Hypotheses Coefficien T-value Result
ot t S
Packaging specifications have a positive and
1 significant effect on buyer’s attitude. 0.12 2.79 Accept
9 Fish species have a p05|:[|ve a}nd significant effect on 0.25 571 Accept
buyer’s attitude.
Fish processing models have a positive and significant
3 effect on buyer’s attitude. 0.19 4.24  Accept
Fish supply models have a positive and significant
4 effect on buyer’s attitude. 0.14 315 Accept
Quality factors of fish have a positive and significant
> effect on buyer’s attitude. 0.31 644 Accept
Characteristics of sales place have a positive and
6 significant effect on the buyer’s perceived behavior 0.18 3.99  Accept
control.
Buyer’s subjective norms has a positive and
! significant effect on the intention to buy. 0.25 4.98  Accept
Buyer’s perceived behavior control has a positive and
8 significant effect on the intention to buy. 0.21 369 Accept
Attitude towards fish consumption has a positive and
9 significant effect on the intention to buy. 0.63 9.37 Accept
10 Price of the product has; a pogltlve and significant 0.03 0.45 Reject
effect on the intention to buy.
11 Access to the product he}s a positive and significant 0.05 0.68 Reject
effect on the intention to buy.
12 Intention to buy has a positive and significant effect 056 721 Accept

on the final behavior (purchase and consumption).

3-3- Model fit indices

Table 4 shows the fit indices of the model.
Considering that these indicators are at an
acceptable level compared to the standard, it
can be claimed that the model has a good fit.

This means that the model has a very high
validity for measuring and evaluating the
relationships  between the investigated
variables.
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Table 4. The Measurement of model Goodness of Fit Index (GOFI)

Fit Index Result The Fit Criteria Model Evalution
Chi-Square/Df 2.89 Chi-Square/Df <5 Good Fit
RMSEA 0.056 RMSEA <0.08 Good Fit
CFlI 0.95 CFI1>0.90 Good Fit
GFI 0.93 GFI > 0.90 Good Fit
AGFI 0.91 AGFI>0.90 Good Fit
IFI 0.94 IF1>0.90 Good Fit
NFI 0.90 NFI> 0.90 Good Fit
NNFI 0.96 NNFI > 0.90 Good Fit

3-4- The first priorities of the consumer
community in choosing packaged fish
Table 5 shows the preferences of the
consumer community regarding the selection
of fish species, farmed fish species, supply
types (cuts), package size and weight,
processing model and supply location. As
can be seen in this table, southern fish was
the first priority of about 43% of the
consumers (with a rank of 1 and an average
rank of 1.79). Also, the northern fishes
ranked second with an average rank of 2.12.
Next, among the farmed species, rainbow
trout ranked first (average rank 1.44); In this
way, 45.2% of the respondents put this
species as the first priority. In addition,
salmon was ranked second with an average
rating of 2.23. In the discussion of the supply
model, the whole gutted fish (with the head)
was the first priority of about 50% of people
(with a rank of 1 and an average rank of
1.35). Regarding the size and weight of the

fish package, the first rank was related to the
weight of 500 to 750 grams (with an average
rank of 1.87). Schnitzel fish was the first
choice of 42.3 consumers in the discussion of
types of processing (first rank with an
average rank of 1.91); In addition, fish
nugget was ranked second and 35.9% of
people chose this type of processing as their
first priority (with an average rating of 2.39).
Regarding the types of shopping places,
more than half of the respondents stated that
protein supply stores are their first shopping
priority (1st rank with an average rank of
1.38). Also, 31.7 percent of people chose
online stores as their first priority (second
rank with an average rank of 2.27).

Table 5. Consumer’s preferences regarding the purchase of packaged fishes

Options Consumer preferences Average rank  Eriedman Significance
score level
1 2 3
1. Fish species
Caspian Sea fish 352 269 205 171 2.12 2
Persian Gulf fishes 426 314 158 101  1.79 1  368.96 0.001
Cold water farmed fish 194 255 392 159 2.91 3
Warm water farmed fish 28 162 243 56.5 3.36 4
2. Farmed fish
Rainbow trout 452 387 148 1.1 1.44 1
Salmon 39.1 329 218 56 223 2 33924 0.001
Tilapia 42 93 206 656 3.25 4
Cypridae 11.3 191 425 26.9 2.78 3
3. Type of supply
375.53 0.001
Whole fish-empty stomach 484 398 9.9 1 1.35 1
8
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Whole fish without head-empty

33.1 409 182
stomach
Fillet 172 18.7 493
Steak 1.1 04 226
4.  Weight of packaging

250-500g 125 201 295
500-750g 419 342 203
750-1000g 36.8 296 234
1000-1500g 8.7 16 26.1

5.  Type of processing
Smoked 16.1 215 351
Schnitzel 423 368 152
Nuggets 359 29.7 235
Flavored by different spices 5.5 12 26.2

6. Place of purchase
Fish market 125 25.7 432
Protein food supply stores 526 29.2 16.1
Online shop 317 309 227

Hypermarkets 32 142 18

7.4 2.1 2
146  2.83 3
758  3.46 4
367 311 3
36 1.87 1 384.91 0.001
101 249 2
492 356 4
271 3.16 3
56 191 1
0.7  2.39 o  365.72 0.001
561 375 4
185  2.99 3
21 138 1 382.44 0.001
145 227 2
646  3.63 4

4-Discussion

Since the producers' special attention to the
consumers' interests, preferences, priorities
and barriers to purchase is considered
necessary for sustainable production and
productivity as well as increasing the profits
of food factories, therefore, studies on the
recognition and evaluation of consumers'
behavior (a type of beneficial food) can be up
to significantly contribute to this matter. In
the upcoming research, it has been tried to
investigate the behavior of packaged fish
consumers in Tehran based on the theory of
planned behavior and its main structures.
This research somehow  provides
comprehensive information about buyers'
behavior and their preferences to the
production and supply centers of packaged
fish in Tehran.

One of the constructs of the theory of
planned behavior is attitude. Attitude is the
type and degree of feeling a person has about
a stimulus. In fact, it is these attitudes that
make people interested in something or hate
it and cause a person to tend to the product or
avoid it [6]. In the present study, the attitude
structure had a positive and significant effect
on the decision to buy and consume
packaged fish, and this finding is in line with
the research results of Verbeck and Walker

(2005), Rorthwaite and Elsen (2009), Sang
and Elsen (2012), Rihani Pool and
Colleagues (2019b) corresponds [7-10]. On
the other hand, in the research of Qifarini et
al. (2018), the assumption of the effect of
attitude on the decision to buy and consume
shrimp (Indonesia) was rejected, which
contradicts the results of the upcoming
research [11].

In the leading research, it was found that the
five variables of packaging characteristics,
fish species, processing models, types of
supply and quality (qualitative factors) have
a positive and significant effect on the
attitude of the consumer community, and
among them, the quality and characteristics
of packaging have a special place (have
effect coefficients are significant). This
finding indicates that the investigated quality
factors (color, smell, taste and physical
pollution) as well as packaging
characteristics (brand, design and color, size
and weight, package material, ease of
opening and the inclusion of nutritional value
and health information of the product) They
have a high potential to change people's
attitudes, and by improving each of the
mentioned items, it is possible to achieve
more sales and sustainable profits through
positive consumer perception of the product.
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In the research of Rihani Pool et al. (2019b),
like the present research, it was found that
two quality variables (qualitative factors)
and shrimp packaging characteristics have a
positive and significant effect on the attitude
of Tehrani citizens [10]. The results of a
study conducted to investigate people's
attitude towards fish consumption in
Vietnam showed that the quality factor has a
positive and significant effect on people's
attitude and confirmed the findings of the
current research in this field [9]. In Ahmad's
(2009) research, the fish quality factor had a
positive and significant effect on the attitude
of Dhaka citizens [12].

Another construct of the theory of planned
behavior is the mental norm. Subjective
norms express the social pressure perceived
by the individual to perform or not perform
the target behavior. In fact, these norms set
standards for implementation that people can
accept or reject. People often act based on
their perceptions of what others (friends,
family, colleagues, general public, experts,
etc.) think they should do, and their intention
to accept behavior is potentially influenced
by people with whom they have close
relationships. have [13]. Results The present
study showed that the subjective norm
positively and significantly affects the
decision to buy and consume the product.
This finding indicates that the people whom
consumers pay attention to are able to
influence consumers both actively through
advice and opinion and passively through
their behavior [14]. In the research of
Verbeck and Walker (2005), the subjective
norm influenced the decision to consume
(buy) fish [7]. In the researches of Ahmed
(2009), Sang and Elsan (2012), Najafabadi
and Al-Hosseini al-Madrsi (2017), similar to
the present study, the subjective norm was
significantly effective on the decision to buy
(consumption) of different foods (fish and
organic products) [12, 9 and 15]. In the study
of Qifarini et al. (2018) which was about the
application of the pattern of planned
behavior in the consumption of shrimp
(Indonesia), out of the three constructs of this
pattern, only the subjective norm had a
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significant effect on the decision to buy and
consume, and this finding is according to the
results of the leading research. [11].
Another important construct of the theory of
planned behavior is the construct of
perceived behavioral control. This structure
expresses the perception of the internal and
external limits of behavior. In other words,
this structure expresses beliefs about internal
and external factors that may prevent
behavior. In simple terms, perceived
behavioral control refers to the degree of
voluntary control of a person in performing
or not performing a behavior. If people
believe that they do not have the resources or
opportunities to perform the desired
behavior, the probability of performing that
behavior will be lower [5]. In the current
research, it was found that this structure has
a positive and significant effect on the
decision to buy and consume the product.
The impact of the perceived behavior control
structure on the decision to buy and consume
fish (aquaculture) was also confirmed in the
research of Verbek and Walker (2005),
Ahmed (2009) and Rihani Pool et al. (2019a)
[7, 12 and 2]. However, the results of Sang
and Elsen (2012) and Qifarani et al. (2018)
researches in this field were contrary to the
findings of the present study, and in the two
mentioned studies, the perceived behavior
control structure did not have a significant
effect on the decision to buy and consume
(aquatic) [9 and 11].

Today, with the development of packaged
fish supply places, depending on the
characteristics of the place, such as the decor
and layout, hygiene and cleanliness of the
environment, crowdedness or silence of the
center, the smell and ventilation of the supply
place, the cover and cleanliness of the
salesperson, the appropriate dealings of the
salesperson  with the customer, the
management of the center, Stylish and up-to-
date point of sale, easy access, etc., people
prefer a shopping center or place [16]. The
findings of the present study showed that the
place of purchase of packaged fish is
significantly effective on the perceived
behavior control structure, which is
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consistent with the research of Reyhanipol et
al. (2019a) [2].

In this study, contrary to expectations, the
price variable did not have a significant
effect on the structure of the decision to buy
packaged fish. Several possible reasons can
contribute to this finding. Among them,
maybe the economic situation of the
consumer society is such that they don't have
any problem to buy packaged fish in an
average amount of one or two kilograms per
month. The next possible reason can be
related to the consumer's understanding of
the nutritional value of fish and their type of
diet. This means that the studied community
is fully aware of the nutritional value of fish
and according to the opinion of experts, it has
seriously included this aquatic in its diet. A
research conducted on the conceptual model
of fish consumers' behavior in the west of
Mazandaran province showed that the price
variable does not have a significant effect on
citizens' attitudes towards purchasing and
consumption [17], which is in line with the
leading research. But in many studies, this
factor has been very important in the
decision to buy and consume aquatic
products [18-21].

In the continuation of the leading research, it
was found that the access factor has no
significant effect on the purchase decision
structure, which can be due to the easy access
of Tehrani citizens to the supply and sales
centers of packaged aquatics. The research of
Reyhani Pool et al. (2019b), which
comprehensively investigated the factors
affecting the increase in shrimp consumption
per capita in Tehran, showed, like the current
research, that the access variable has no
effect on the structure of the decision to buy
and consume the product [10].

In the -current research, a series of
preferences and priorities of Tehrani citizens
were examined and evaluated regarding
things such as fish species, cultured species,
types of supply, package weights, processing
model and place of purchase. , helps to
accurately understand the consumer market
and meet the needs of citizens. The
evaluation of the preferences of the
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consumer community regarding the selection
of packaged fish species showed that among
northern fish, southern fish, cold-water
farmed fish, and tropical fish, the first rank
belongs to southern fish, which shows the
popularity of these fish among the citizens of
Tehran. Northern, cold-water and warm-
water fish were placed in the next ranks,
respectively. In the following, it was found
that among the farmed species, rainbow trout
and salmon ranked first and second
respectively in terms of acceptance by
citizens, and it is necessary for producers and
suppliers in Tehran to pay special attention
to this finding. In the discussion of the types
of fish supply in the form of packaging,
among whole gutted fish with head, gutted
whole fish without head, fillet and steak,
gutted whole fish with head was the most
popular, which shows that Tehrani
consumers prefer a form of fish that has The
least disturbed are more inclined. The results
of the evaluation of the preferences of
Tehrani citizens regarding the size and
weight of the fish package showed that the
size of 500 to 750 grams and also 750 to 1000
grams has the most popularity (first and
second place, respectively), and this result
should be the attention of workshops and
packaging factories as well as sellers. The
surface of the city of Tehran should be
located.  Various factors such as
affordability,  household  consumption,
household population, household income,
etc. can be involved in this choice. In this
research, it was found that among the
different processing models, such as smoked,
schnitzel, nuggets, and flavored, Tehrani
households are more inclined towards
schnitzel, and this model is ranked first.
Meanwhile, nugget and smoked form were
ranked next. In general, domestic researches
have shown that the smell of seafood is one
of the main obstacles to consumption among
Iranian households [22, 23]. For this reason,
the sciences related to the food industry and
the processing of fishery products have
always tried and continue to use special
techniques to produce products according to
people's taste by improving the smell or
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eliminating the smell of aquatic products. He
pointed out smoked fish and...

Today, packaged fish is sold in various
places such as fish markets, protein product
supply stores, hypermarkets, etc. Another
center where aquatic products are sold and
which has received serious attention in recent
years are online stores. The results of the
leading research showed that among the
mentioned centers, the first rank is related to
the stores that supply protein materials. In
these stores, besides seafood, other protein
products such as chicken, red meat, sausages,
sausages and other protein products are also
offered, which makes buyers more inclined
to these places to buy packaged fish. In
addition, a calm environment, without
unpleasant odors, sending orders at home,
providing services throughout the day and
night, etc. are among other things that
contribute to this trend. In the following, it
was found that the second rank of shopping
places is related to online stores, which
deserves attention in its place. In these stores,
all kinds of packaged aquatic products are
offered, and the buyer makes his purchase in
just a few minutes and receives his order at
home in a short time. The ease of buying and
receiving products is one of the main reasons
why citizens refer to these online centers. For
a long time, local markets for the sale of
aquatic animals have been established in
most cities, and citizens used to buy a large
part of their aquatic needs from these
markets. But the results of the present
research showed that the markets for the
supply of aquatic products are in the third
place and the citizens of Tehran do not have
much desire to buy packaged fish in these
markets. Crowding and unpleasant smell of
the environment can be among the possible
reasons for this finding. Hard access can also
be another possible factor in reducing the
desire of citizens to these markets. Because
the seafood markets, unlike protein supply
stores, are often located in a certain part of
the city, and citizens who are far away from
this point, do not have much inclination to
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the mentioned markets. According to the
findings, hypermarkets  (supermarkets)
ranked fourth among other shopping places
and only 3% of Tehrani citizens put these
places as the first priority for buying
packaged fish. In general, there are few
hypermarkets in Tehran where packaged fish
can be found in their refrigerators, and
perhaps this is the reason why citizens do not
visit these places to buy packaged fish.

5. Conclusion

Among the main constructs of the theory of
planned behavior, the attitude of Tehrani
citizens towards the purchase and
consumption of packaged fish is the most
effective construct on the decision to
purchase and consume the product, and since
quality factors and packaging characteristics
were among the most important factors
affecting the attitude of the statistical
population, promotion and improvement
Quality measurement indicators and product
packaging can increase  purchasing
(consumption) and subsequently production
and stable supply of producers (sellers).
Southern fishes and rainbow trout species, as
well as the supply model of whole gutted fish
with head, are particularly popular among
Tehrani citizens, and consumers prefer to
buy these fishes in packages weighing 500 to
1000 grams. Also, the processing of fish in
the form of schnitzel and nuggets has more
fans than other processing models, and this
issue and other cases mentioned above are
very worthy of attention from the managers
of aquatic processing factories and suppliers
in Tehran. Protein product supply stores as
well as online markets are the main centers
where Tehrani buyers go to buy packaged
fish. Considering this result, it is necessary to
expand the services of product supply stores
throughout the city of Tehran in order to
facilitate the purchase of citizens. The
number of online markets and the
improvement of the quality of their services
should be given special attention.


http://dx.doi.org/10.22034/FSCT.21.147.1
https://fsct.modares.ac.ir/article-7-32068-en.html

[ Downloaded from fsct.modares.ac.ir on 2025-02-11 ]

[ DOI: 10.22034/FSCT.21.147.1 ]

Iranian journal of food science and industry

Number 147, Volume 21, May 2024

6- Resources

[1] Statistical Yearbook of Iranian Fisheries
Organization, Vice President of Management
Planning and Development, Program and budget
office. 2021.

[2] Reyhani Poul, S., Alishahi, A., Adeli, A., Nargesian,
A., and Ojagq, M. Study and assessment of the
behavior of shrimp consumers in Iran based on
the theory of planned behavior. Journal of Food
Science and Technology. 2019a; 90(16): 65-
77[In Persian].

[3] Madden, T. J., Ellen, P. S., and Ajzen, I. A
comparison of the theory of planned behavior and
the theory of reasoned action. Personality and
social psychology Bulletin, 1992; 18(1): 3-9.

[4] Burger, J., Gochfeld, M., Batang, Z., Alikunhi, N.,
Al-Jahdali, R., Al-Jebreen, D., and Al-Suwailem,
A. Fish consumption behavior and rates in native

and non-native people in Saudi
Arabia. Environmental Research. 2014; 133(1):
141-148.

[5] Aijzen, 1. The theory of planned behavior.
Orgnizational behavior and human decision
processes. 1991; 50(2): 179-211.

[6] Eagly, A. H., and Chaiken, S. Attitude structure and
function. In D. T. Gilbert, S. T Fiske and G.
Lindzey (Eds), The Handbook of Social
Psychology (4th edn. Vol. 1, pp. 269-322). New
York: McGraw-Hill. 1998.

[7] Verbeke, W., and Vackier, I. Individual determinants
of fish consumption: application of the theory of
planned behaviour. Appetite. 2005; 44(1): 67-82.

[8] Rortveit, A. W., and Olsen, S. O. Combining the role
of convenience and consideration set size in
explaining fish consumption in
Norway. Appetite. 2009; 52(2): 313-317.

[9] Thong, N. T., and Olsen, S. O. Attitude toward and
consumption of fish in Vietnam. Journal of Food
Products Marketing. 2012; 18(2): 79-95.

[10] Reyhani Poul, S., Alishahi, A., Adeli, A. A
comprehensive study of effective factors on
increasing of shrimp per capita consumption in
Tehran city based on attitude items and decision
to buy. Journal of Food Science and Technology,
2019b; 93(16): 121-134 [In Persian].

[11] Ghifarini, A. F., Sumarwan, U., and Najib, M.
Application of theory of planned behavior in
shrimp consumer behavior analysis. Independent
Journal of Management & Production.
2018; 9(3): 984-1001.

[12] Ahamed, A. F. M. Consumer’s attitude and
consumption of fish in Dhaka city: Influence of

13

perceived risk, trust and knowledge (Master's
thesis, Universitetet i Tromsg). 2009.

[13] Mathieson, K. Predicting user intentions:
comparing the technology acceptance model
with the theory of planned behavior. Information
systems research. 1991; 2(3): 173-191.

[14] Voon, J. P., Ngui, K. S, and Agrawal, A.
Determinants of willingness to purchase organic
food: An exploratory study using structural
equation modeling. 2011; 4(2): 103-120.

[15] Najafabadi, F., and Alhosseini, M. Checking the
intention to consume organic food products using
the theory of planned behavior. Journal of
Business Strategies. 2017; 24(10): 35-46 [In
Persian].

[16] Adeli, A. A study of some situational factors on
home consuming behavior fishes in Tehran.
Journal of Fisheries. 2014; 67(2): 251-261

[17] Reyhani Poul, S. Analysis of conceptual model of
fish buyer’s behavior (Case study: west of
Mazandaran  Province). Iranian  Scientific
Fisheries Journal, 2021; 30 (3): 149-163.

[18] Birch, D., Lawley, M., and Hamblin, D. Drivers
and barriers to seafood consumption in
Australia. Journal of Consumer Marketing.
2012; 29(1): 64-73.

[19] Hosseini, M., and Adeli, A. Prioritizing the
effective factors on the behavior of fish
consumers (case study: Sari city). Fisheries
Sciences and Tecnology. 2017; 5(4): 99-110.

[20] Ahmed, A. F., Mohamed, Z., and Ismail, M. M.
Determinants of fresh fish purchasing behavior
among Malaysian consumers. Current Research
Journal of Social Sciences. 2011; 3(2): 126-131.

[21] Kessuvan, A., Parthanadee, P., and
Buddhakulsomsiri, J. The study of consumption
behaviors and factors affecting decision to
purchase fishery products of consumers in the
North and Northeast of Thailand. International
Food Research Journal. 2015; 22(6). 116-129.

[22] Reyhani Poul, S., Alishahi, A., Adeli, A,
Nargesian, A., and Ojag, M. Study of behavior,
priorities and barriers of shrimp consumers in
Iran. Iranian Scientific Fisheries Journal. 2019;
28(6): 35-47 [In Persian].

[23] Alinejad, S., Yekta, K., Bahonar, A., and
Aminifard, A. Investigation on Consumption of
Seafood of Rasht City Population & Finding the
Effective Factors on its Demand. Journal of
Utilization and Cultivation of Aquatics. 2015;
4(3):1-18 [In Persian].


http://dx.doi.org/10.22034/FSCT.21.147.1
https://fsct.modares.ac.ir/article-7-32068-en.html

[ Downloaded from fsct.modares.ac.ir on 2025-02-11 ]

[ DOI: 10.22034/FSCT.21.147.1 ]

VEOT Cligoasl VY oy AEV ol LQ\J.')'\ J\-Lo C—Lﬂﬁ}f'jl"‘d’”“

ol 31 G108 o g pols dloxo

www.fsct.modares.ac.ir :akses culw

.
L)

Nwis e
Lo

P90 3 el b Ol g gl 53 (g huatey (Al Ol B L8, Jdow g ey sl melr plulis

okl OY¥slas 5ledde

T 5 (Jg S e MK S

U‘Jil té)Lﬂ LLS‘)LVJNC!LAJLS)J}L;S (:}.L& e&i.‘:lb ‘Qw}u‘\b r}lﬁ oIS s gQM ojjf bl -)

G\Ja}éj))usr)l& a@\;c%)k@jQMaM‘JAJM QY)Méjjljéaj;;J&bﬁ SSS 4:;-).AT o=l -Y

Ol W8S 088 b

Ol ganl3l ol sl3T o8l ginl3T sl ¢ ands e 5 ©3oslaS 2aSTEs Bt 05 5 bk -v

oS>

dlae Sl

Sy ol b (SSS Bl byl uate 5 5ol p Sl S Sl i b s WS
2Bl s Gl e 53 Bl oS |z als LT 2 slacs Il b3l s QS NS e
Sosert o e 5 M5 1L e Gillae Jpame WSl e G 5 STi0 oS ol Se 3l e
Olabe Ol 2 kb, oLyl 50 ol el Chua S el |y 555 3 a0l g L
s s 4 g 0L g8 53 Jpame A g 0T Slacs il pluls 5 gy
Goll a1 LSS (bl amslr b 5 b G Ol i gl
ﬁpp@wum‘%é,@@w Ll o 4 aS il 08 e S s
Jie a8 o dlaly Sl ey 5 Sl b O3] it 4 BUs Ol 8 ey £ e
3L ke) o5 Dlsdle s i 5 (b Cddig o0l ) 4 a5 ol ) iz oo 5
—4.:....4.QW&&WS;\;QW@u.@ﬁJ\}MJQ}?Jzjy(éjl:;'-uo‘}l;bu
— e 3o 4y (CahS) S (6laspSB 5 4 e pluil 5ol b gladie ale (slani S (st
Ao Y Goes) J i pd b SahS iie 0l 03 o8 Loy Jse B0 5le 2 ol
535 &) ols gme i edaS s Sl J S el g L O il 5K el 1
JAS 5 o s (ras 6 5 ,50) e ol o5l av o 5103 30 O @ ks e 28
S e 5 A e oSl 5 de T 5 LG e g S (B 5 l,
I 2 & el ol (o1 e e 5 Caad ie 53 A asile aslal o g
L adaly 55 Sg8 Ol ,es 5 ey sl sduas, Ad s, 55 LT L Las e glaans b 5
OLi o Sl o3l sladde i O3l ass o gl oBs oSS (ale glaw S
B8 oale OLS 5855 VI3 o yr) oyl st Olale bgy o o 5 4 S 455 oS 303

Py s dge e eliy b s Juid 0 SV B0t O3y b Sl S

Pllis s gyl

VECY/A/Y :a‘g‘)é é)u

VEOY/ATY 1l b

o3l p Je

S

10.22034/FSCT.21.147.1.
* QU&A d}fﬂ..a

skyeganeh@gmail.coms.
yeganeh@sanru.ac.ir

14


mailto:skyeganeh@gmail.coms
http://www.fsct.modares.ac.ir/
http://dx.doi.org/10.22034/FSCT.21.147.1
https://fsct.modares.ac.ir/article-7-32068-en.html
http://www.tcpdf.org

