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Abstract

With the increasing awareness of consumers aboutommental issues, the effect of consumer
perception on green purchase behaviour has a ma@ron companies’ strategic orientation .Since
1980s, green purchasing has increasingly been memm) as an effective means of addressing and
reducing negative environmental impacts relategrmduct production and consumption around the
world. Therefore this study will identify the facsoof green perception which have the great effect
companies’ strategic orientation and also evalgatieir impacts in Iran which is the main goal luft

paper.
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1. Introduction

This paper is about the effect of consumer peroaptin green purchase behaviour in Iran. The green
purchasing is the meaning of green marketing oiirenmental marketing. One of the most striking
features of this marketing and these activitiesgihesl to generate and facilitate any exchangesdieit

to satisfy and meet the human needs and wants.

According to the Jackson (2005), GM( green markg}inot only refers to promotion or advertising of
products with environmental characteristics andngelike phosphate free Recyclable, Refillable, @zo
Friendly, and Environmentally Friendly, but alssmdze applied to consumer goods, industrial goods an

even services (Stern, 2006).
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But on the flip side its clear cut that human caonption of materials and goods in nature is desirect
to the natural environment, and it's not necessanyention for the accurate products we can saajy
that they could be claimed as "less environmentadlymful" rather than environment friendly or the
friend of environment and nature, Faiers et al0O720
Thus, all of these problems which became as a &igaf worms, Dobson (2007) argues that green
marketing should look at minimizing environmentakn and everything which cause the environment
and nature destroyed and being in the cease abgedt, and harmful. Furthermore, they should ty n
to eliminate these facts.
Consumer’s perception about the firm’s green pwititabehaviour in Iran and corporate strategies
toward environmental issues is expected to cortilba the formation of the overall perception about
green products and green purchasing behaviour.
It reflects corporate reputation by way of beingially responsible and responsive to environmental
concerns and the extent to which this perceptifinénces the consumer’s intention to purchase green
products, Balderjahn, I. (1988).
The issue of environmental protection, Benton, B9d) is no longer a continuous issue and problem
and right now it's the recognizable deal and faks. a matter of fact, the corporate strategy and
consumer perception on green purchasing behavioacdepted not only in Malaysia but also by the
most competitive and successful corporations. Bh&l, &Lin, L. (1987)

According to above, identifying the factors of gmeperception which have the great effect on

companies’ strategic orientation and also evalgatieir impacts in Iran is the main goal of thipea

And finally the scope of this study is regardinditiure out the consumer perception and intention o

green purchasing behavior. Specifically the obyestiare as follows:

= Discovering how these factors can effect on gtaefing behaviour?
= Clarifying whether these objectives can promptrititss to get to use to buy green products.

= Improving green labelling to influence purchaseimions.

Green Perception on Companies Strategic Orientasiom long, difficult process that some researchers

work on it (Bhalla, G., &Lin, L. (1987). Therefothe company must understand and implement some

factors and some titles which researchers discussedt before, including:

Green consumers
Opportunities for green firms
Green firms

Price and Quality perception

Products labels

It's clear that there are too studies for the gpsseeption effect on purchasing behaviour but gbbbmost

of them bring about some evident with themselvescHer, S. J. (1984)

2. Literaturereview

However it was a little literature about the siggaht influence of green perception (environment

knowledge, demographic and psychographic charatites) on companies' strategic orientation thatehav
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been mentioned above. Consumerism is an explanfatican social force which is helping the consunters
be protected in the environment of the market kyimmy some force and pressure on the consumer mhav
for purchasing the green product. As a matter of, fdne thing which is being and standing in frohthe
analogical business and fairness of market is @¢aliensumerism. Moreover it wants to get to eliminate
these injustices' such as being missed in brandirtpe product which are not safely product or sus
product, etc. Consumerism is the general request floo refinement in marketing practices to causent
more responsive, more truthful and more efficiemmpare to using the goods and services whiches th
definition of the good quality of lifecycle, (Shaker, 1999). According to Kaynak (1985) and Quagiog)

on the other definition of Consumerism from therkiture review is contributed to both thécro and
macro. The micro consumerist issues include the issikesnisbranding practice involve with the practice
of the product which is labeled as misbrandingairrice, bad advertising and etc. While on theeoside

of the coin, the macro consumerist issues are tdileto the general definition such as pollution in
environment system of caring of health and etc.

It is also strike out as a good and fair busine®gstoade practice:

= Increasing rate of concerns and awareness amotygpa#l of consumers, both individual and industrial
about the natural environment.

= Effective marketing requires that firms network asupport their business with other eco friendly
businesses.

= And last but not list Influencing consumer purchamentions to buy green brands.

3. Theoretical Framework

Green perception
Consumers

Environmental
Knowledge
Demographic
characteristics

HO1

Companies Strategic
Orientation

HO3

Psychographic
characteristics

Perceived consumer
Effectiveness

Figure 1- Theoretical Framework

Based on the theoretical framework the followingdiyesis will be tested:
P1: Environmental Knowledge has significant impatiCompanies Strategic Orientation.

P2: Demographic Characteristics has significantaichpn Companies Strategic Orientation.
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P3: Psychographic Characteristics has signifiaaptict on Companies Strategic Orientation.

4,

M ethodology
To collect Data, 30 firms in Iran are selected a@hd method which is used is Questionnaire. The
respondents are Top Managers (30), Expert Employisand Consumers (74) (Consumers are selected
randomly).
The hypotheses are going to figure out the micsmdswhich is the definition of the fairness of the
business practice and bad leading of advertisenfamd. also macro issue which is talking about the
notification of the customer about the price julst ithe environmental consumerism practice .anch kee
know does it have any relationship with the consupurchasing behavior.
The method is also to use the AMOS software toyaeahnd test the data. Furthermore, in order tdayet
a suitable correlation test it should be contridltetween fairness or on the other definition missues
and also the environmental consumerism practicewisi famous for macro issue. For the pro-ethical o
pro-consumerist purchasing behavior it was broadoiut to a correlation coefficient of +.280 whicsha
very weak contribution for the variable. Howevee ttorrelation coefficient is not that much good and
strong but it is keen on  average relation with ttorrelation coefficient of 0.357. Thus, generally
consumerism practice has more affect on the consethecal purchasing behavior in comparison to the
fairness on trade practices.
To sum up from this analysis it is distinguishatfiat more consumers will receive and drives fot thare
should be suitable ethical firms and ethical pcadiin the market, environment and business tleat ar

probably be engaged with the ethical purchasingieh.

Discussion of Finding

Estimate S.E. C.R. P Label
CSO <--- EK |.38 .038 2.628 .00%ar_1
CSO <--- DC |.7 173 1.605 .01 par_2
CSO <--- PC | .55 .068 1.520 .04ar_3

Table 1- Multiple regression analysis

Table 1 have shown the result of multiple regrassamalysis for Companies Strategic Orientation as
dependent variable. It's revealed that Demogra@iaracteristics has strongly influence on the corgsa
strategic orientation with the highest coefficientthe regression line (p-value=0.009). Psychograph
characteristics has the highest influence after @gaphic Characteristics with the 0.599 coefficieht
regression (p-value=0.01) and finally, Environmémtaowledge has less impact on Companies Strategic

Orientation.
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6. Conclusion

With the increasing awareness of consumers aboutrommental issues, businesses, households and

governments increasingly want to buy green produtherefore, firms need to implement strategies to

reduce the impact of environmental impacts of theaducts and services.

The hypothesis done earlier will provide the guitelon what are the expected findings at the enttheof

research. As mentioned above, there are 3 factoGreen Perception consumers which effect on the

companies’ strategic orientation. These three factare Environmental Knowledge, demographic
Characteristics and Psychographic characteristicsording to the findings Demographic Characterssti
has strongly influence on the companies’ strategientation, Psychographic characteristics hasitjeest

influence after Demographic Characteristics Proklemented from human life and finally, Environmeint

Knowledge has less impact on Companies Strategen@tion.
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