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ABSTRACT

The purpose of this study is to investigate the effect of green marketing mix on purchase decision-making styles of
customers in appliance stores in Sanandaj. In this study, a standard questionnaire was used to collect the data of
independent variable and assess the dependent variable. The present study is applied in terms of purpose and is also
descriptive-survey in terms of data collection. The customers of appliance stores in Sanandaj were studied as the
statistical population of this study. This population included 350 consumers of these stores that were studied by
convenience random sampling. To analyze the statistical data, different methods of descriptive-inferential statistics
including mean, standard deviation, correlation coefficients and regression were used. Accordingly, the obtained
results show that green marketing mix, green product, green price, green promotion and green distribution affect
purchase decision-making styles . Green distribution with a coefficient of 0/429, green promotion with a coefficient of
0/366, green price with a coefficient of 0/310 and green product with a coefficient of 0/305 are at the first to fourth

places of marketing in relation to purchase decision-making styles.
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1.INTRODUCTION

One of the important issues in the study and
identification of consumer behavior is the process
of purchase decision. Most of the organizations
which study the purchase behavior of consumers
attempt to gain information about what consumers
buy and also the reason, number, type and place of
their purchase. However, unlike the type, number
and place of purchase, it is not an easy task to find
information about the reasons of consumer or
buyer’s purchase behavior, because the answer to
this question is in the mind of consumer or buyer.
In general, purchase is an activity that is
performed by consumer with desire and has the
value to experience the process of decision-
making and its effect on consumer. Purchase is a
way to obtain the necessary goods or services. On
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the other hand, the process of purchase decision-
making by consumers is becoming a complex
phenomenon. Most big producers and sellers
provide an extensive collection of goods for
consumers and also these sellers design their
stores in such a way to encourage consumers to
spend more money. More stimuli cause more
excitement inconsumers to observe and buy.
(Delkhah et al 1393)

The process of purchase decision making is
affected by various factors such as: cultural-social
and team factors, psychological and personal
factor, situational factors and factors related to
marketing mix.Spores and Kendall (1986) in their
model put a big emphasis on the values and
mental features of consumer in decision making
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style and defined 8 mental features or consumer
styles. (Rusta et al 1388). These 8 different styles
are:
- Perfectionist and sensitive to high quality
(demands high quality)
- Brand-oriented and sensitive to brand
(demands the quality of price and quality)
- Fashion-oriented (stylish) and sensitive to new
things
- Hedonist and demands to buy for fun and
entertainment
- Sensitive to price (demands the quality of
received quality value against the paid money)
- Reactive and careless
- Confused with lots of options
- Practice-oriented and loyal to a brand
Today, marketing on the basis of social and
environmental considerations is one of the most
important  activities of companies. Green
marketing is one of the areas of marketing that has
allocated much discussion to itself in the Press.
Green marketing is also known as environment
marketing or social marketing. It is a kind of
social marketing attitude and approach that
strengthens and maintains ethical, social, human,
and environmental values in all processes, tools,
marketing and selling behaviors for durability and
stability in business and market. (Safari et al
1393)According to the literature and also the lack
of a study on the importance of green marketing
mixes in different purchase decision making styles
the buyers of appliance in Sanandaj, this study
aims to answer this main question: to what extent
the amount of green marketing and its mixes are
important in different purchase decision making
styles of customers in appliance stores of
Sanandaj?

2.Theoretical foundations and background

Green product: green product has the following
ability of use, assembly, and re-production;the
materials that can be recycled were used in its
production. It has efficiency in terms of pollution
than other goods. In general, it is a product that
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causes less environmental damages and losses.
(Amir Shahi et al 1392)

Green promotion: Banerji defined green
promotion as an advertising that has at least one of
these criteria: 1. expresses the relationship
between a product and service with environment
explicitly or implicitly. 2. promotes a kind of
green life. 3. expresses the environmental sense of
duty of the company.Green price: consumer
satisfaction is directly influenced by price
perception and indirectly by fair price/. (Cao
2011)Green distribution: distribution increases the
environmental effects of products and for this
reason is always examined to satisfy and meet
environmental demands. Natural environment due
to local and global environment problems in
recent years has become a challenging subject for
trade organizations.Purchase decision making
styles: Spores and Kendall defined the decision
making style of consumer as: it is a mental
attitude that explains the orientation of consumer
toward selection. Also, they suggested consumers
to select a purchase personality that is relatively
stable and can be predicted by similar methods
like psychologists that look at personality at its
most extensive mode. (Jazni et al 1389)

Delkhah et al 1393 conducted a study entitled the
study and identification of purchase decision
making styles of customers in chain stores. The
study results showed that 5 styles of decision
making as: perfectionist, hedonist, practice
oriented, confused in lots of options and sensitive
to price among the customers of Etka department
stores can be recognized and the decision making
styles of sensitive to price, fashion oriented and
reactive cannot be recognized among them. Also,
the decision making styles of sensitive to price has
the highest priority and the decision making style
of confused has the lowest priority.

Safari et al 1393 conducted a study entitled the
effect of the elements of green marketing mix on
customer loyalty toward company’s brand. The
results of studying the research hypotheses show
that the elements of green marketing mix affect
the dimensions of customer loyalty to the
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company’s brand and the effectiveness model of
fitting the elements of green marketing mix has a
suitable fitting according to the fitting indicators
of structural equations. Amir Shahi et al 1392
conducted a study entitled the study of the effect
of green marketing tools on consumer behavior.
The study results showed that these tools affect
the behavior of different consumer groups,
advertising and the environmental brand and the
effect of each one on different consumer groups,
except the awareness of environmental brand is
different with the increase of these three tools
increases their behavior.According to the study
results, environmental brand is the most effective
tool of green marketing on the behavior of
consumers.

Sensitive to price

confused
Purchase
practice oriented decision making
styles of

. customers
perfectionist

Hedonist

fashion oriented

reactive )

2.1.Main hypothesis

In different purchase decision making styles, the
buyers of appliance in Sanandaj, the importance of
green product mix has a significant difference.

In different purchase decision making styles, the
buyers of appliance in Sanandaj, the importance of
green price mix has a significant difference.

In different purchase decision making styles, the
buyers of appliance in Sanandaj, the importance of
green promotion mix has a significant difference.
In different purchase decision making styles, the
buyers of appliance in Sanandaj, the importance of
green distribution mix has a significant difference.

2.2. Conceptual model

Green price

Green product
The elements

of green
marketing

Green promotion

Green distribution

Source: dimensions and styles of consumer decision making (Spoles and Kendall 1986)

3.Research methodology

This study is applied in terms of purpose and is
correlation in terms of method. It is also
descriptive in terms of data collection method
(research plan) and described the features of the
sample and then generalized them to the
statistical population. There are several groups of
descriptive studies and this study is survey.

A survey study describes, predicts and analyzes
the relationship between variables and according
to the time of data collection, it is of cross
sectional studies. In this study, the questionnaire
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method will be used. In fact, this study collects
data to describe the current conditions and test
the hypotheses to answer the research questions.
An unlimited number of customers in appliance
stores of Sanandaj were studied as the statistical
population.

Convenience sampling method was used for
sampling. Sometimes, it is difficult and even
impossible to select sample randomly or non-
randomly. In such conditions, the researcher uses
convenience sampling. Statistical sample in this
study is a part of statistical population. Sampling
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method is convenience random method.
Questionnaires were distributed among the
people in appliance stores of Sanandaj. Since the
statistical population of this study, the consumers
in appliance stores of Sanandaj, is unlimited thus
in this study Cochran formula (unlimited
population) was used for sampling.

According to the above sampling formula, the
number of samples is 384 consumers in appliance
stores of Sanandaj. But, the sample size was
increased 20% for the removal of the effects of
incomplete and lost questionnaires. Accordingly,
461 questionnaires were distributed among the
population and 356 questionnaires were returned.

Finally, 350 questionnaires were considered
suitable for statistical analysis.

3.1.The reliability of the questionnaire

In this study, Cranach alpha coefficient was used
for pre-test in order to obtain reliability for green
marketing mix questionnaire and purchase
decision making styles of customers. So those,
before the final performance, 30 subjects of the
research sample were selected randomly. Then,
the questionnaires were given to them and by
using the obtained data and SPSS 20 software,
reliability was calculated through Cranach alpha
method that shows the internal stability and
consistency of the questionnaire.

Table 1. The amount of Cranach alpha for green marketing mix questionnaire

To_ta_l Cronbach alpha Numb_e rof Variable row
coefficient guestions
0/837 6 Green product 1
3 G i 2
0/915 0/851 reen prlce.
0/799 6 Green promotion 3
0/807 4 Green distribution 4

Table 2. The amount of Cranach alpha for purchase decision making styles questionnaire

Cranach alpha

Number of questions

concept

0/886

10

purchase decision
making styles

According to the above table, in this
questionnaire, the amount of alpha is more than
0/7 for purchase decision making styles that
shows the high reliability of the questionnaire.
4.Data analysis

For data analysis, the statistical software of SPSS
was used. Kolmogrov-Smirnov test was used to
determine the normality or non-normality of data
and finally, Pearson correlation coefficient was
used to accept or reject the hypotheses.

4.1.The study of the normality of data by using
Kolmogrov-Sminirnov test (k-s)

To use the statistical techniques, first the normal
or non-normal distribution of the collected data
should be determined. In the case of the normal
distribution of the collected data, parametric tests
can be used to test the hypotheses and in the case
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of non-normal distribution of the collected data,
non-parametric tests can be used. For this
purpose, in this stage the results of Kolmogrov-
Smirnov test about each one of the independent
and dependent variables are examined and
according to the obtained results appropriate tests
are selected to study the accuracy of research
hypotheses.

HO: The data of wvariable |
distribution

H1: The data of variable | do not have normal
distribution

According to the results of the following table, if
the significance level is more than the error rate,
the null hypothesis will be concluded and if the
significance level is less than the error rate
hypothesis 1 will be concluded.

have normal
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Table 3. The results of testing the normality of independent variables

Green Green . Green
S . Green price
distribution promotion product
oo 00 00 oo N
[l ooooa hOooa ooooo mean
"ODom "0oooo “oooo "00 Star_'d?rd
deviation
000 “ooo Tl 100 statisticsZ
00 000 000 010 Significance level
0/05 0/05 0/05 0/05 Error rate
H, H, H, H, Confirmatign of
- - - - hypothesis
normal normal normal normal conclusion
Table 4. The results of testing the normality of dependent variables
Purchase decision making styles
0o N
ooooo Mean
“Doooo Standard deviation
ullrl statisticsZ
100 Significance level
0/05 Error rate
Hy Confirmation of
hypothesis
normal conclusion

According to the results of the above table, since
the significance level for all factors is more than
the error rate 0/05, thus these variables have
normal distribution and parametric tests are used
to test the hypotheses.

Table 5.The results of Pearson correlation coefficient test

4.2.Testing the research hypotheses
Main hypothesis: Green marketing mix affects
purchase decision-making styles.

Green marketing mix
0/384 Pearson correlation o )
0/000 Sig Purchase decision-making
350 N styles
p<o01'

According to the results of the above table, since
the significance level is less than the significance
level 0/01, hypothesis HO is rejected and
hypothesis H1 (research hypothesis) as the
relationship between purchase decision making
styles and green marketing mix is accepted. As
can be seen, there is a direct and significant
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relationship between purchase decision making
styles and green marketing mix at 99% level and
its correlation coefficient is equal to 0/350.
Sub-hypotheses

First hypothesis: Green product affects purchase
decision-making styles.
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Table 6. The results of Pearson correlation coefficient between purchase decision-making styles and green product

green product
Pearson
0/305 correlation Purchase
0/000 Sig decision-
making styles
350 N
p < 01/0
(source: research data)

According to the results of the above table, since
the significance level is less than the significance
level 0/01, hypothesis HO is rejected and
hypothesis H1 (research hypothesis) as the
relationship between purchase decision making
styles and green product is accepted. As can be

seen, there is a direct and significant relationship
between purchase decision making styles and
green product at 99% level and its correlation
coefficient is equal to 0/305.

Second hypothesis: Green price affects purchase
decision-making styles.

Table 7. The results of Pearson correlation coefficient between purchase decision-making styles and green price

green price
/310 Pearso_n
correlation purchase
0/000 Sig decision-
making styles
350 N
p<"01/0

According to the results of the above table, since
the significance level is less than the significance
level 0/01, hypothesis HO is rejected and
hypothesis H1 (research hypothesis) as the
relationship between purchase decision making
styles and green price is accepted. As can be seen,

there is a direct and significant relationship
between purchase decision making styles and
green price at 99% level and its correlation
coefficient is equal to 0/310.

Third hypothesis: Green promotion
purchase decision-making styles.

affects

Table 8. The results of Pearson correlation coefficient between purchase decision-making styles and green promotion

green promotion
Pearson
0/366 i
correlation purchase
0/000 Sig decision-
making styles
350 N
p<01/0

According to the results of the above table, since
the significance level is less than the significance
level 0/01, hypothesis HO is rejected and
hypothesis H1 (research hypothesis) as the
relationship between purchase decision making
styles and green promotion is accepted. As can be
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seen, there is a direct and significant relationship
between purchase decision making styles and
green promotion at 99% level and its correlation
coefficient is equal to 0/366.

Fourth hypothesis: Green distribution affects
purchase decision-making styles.
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Table 9. The results of Pearson correlation coefficient between purchase decision-making styles and green distribution

green distribution
Pearson
0/429 i
correlation purchase
0/000 Sig decision-
making styles
350 N
p < 01/0

According to the results of the above table, since
the significance level is less than the significance
level 0/01, hypothesis HO is rejected and
hypothesis H1 (research hypothesis) as the
relationship between purchase decision making
styles and green distribution is accepted. As can
be seen, there is a direct and significant
relationship between purchase decision making
styles and green distribution at 99% level and its
correlation coefficient is equal to 0/429.

5.Research suggestions

- The more use of TV advertising and the
promotion of green product

- Efforts to use and recycle products and inform
in this field

- Advertising and informing about the
distribution of products

- The promotion of quality and efforts to
increase the lifetime of products

- The use of I1ISO 14000 guidelines and other
environmental 1SO(s).

- Non-stop efforts to reduce the price of products
and promote their quality

- The use of modern scientific achievements
align with green distribution for the supply of
green product

- Performing necessary studies in the field of
green marketing and its benefits for the
suppliers of green goods and services.

- The use of all efforts, modern facilities and
technologies  for  appropriate  design,
production, pricing, promotion and
distribution.
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- The identification of the target market and the
appropriate use of green marketing mix to
attract the target market.

- Paying attention to environment and creating
green marketing department and designing the
structure and mobilization of resources and
appropriate facilities for it.

6.Suggestions for future studies

- The study of other effective factors on
customers’ decision making styles.

- Performing a study with this title among the
consumers of other goods,

- Testing this model among different sex groups
and comparing the results.

- The study of the relationship between green
marketing and attitudes of the consumers and
customers of industrial and non-industrial
goods and comparing them according to the
results.
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