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Abstract

Background and Objective: Today, as a result of industrial production, societies are
involved in many environmental issues and pollution. The aim of this research is to
investigate the effect of environmental structures on green brand preference with the
mediating role of consumer attitude.

Material and Methodology: This research is applied in terms of purpose and descriptive-
survey in terms of nature and method. In order to collect data, questionnaires and document-
library studies have been used. The statistical population of the research was consumers who
had the experience of buying solar batteries in West Azarbaijan province. From the available
sampling method, 320 questionnaires were distributed with the cooperation of battery sellers,
and finally 284 correct questionnaires were received and analyzed. The data collection tool
was a combination of standard questionnaires and researcher-made questionnaires, whose
formal and content validity was examined and confirmed by a group of experts. The test
results were shown by SMART-PLS software using t-test and path coefficients.

Findings: The results showed that environmental structures have a positive relationship with
green brand preference. In addition, the positive relationship between environmental
constructs and green brand preference is mediated by consumer attitude. Environmental
structures have an effect on green brand preference with a coefficient of 0.793, and 46% of
the total effect of environmental structures on green brand preference is created through the
mediating variable of consumer attitude.

Discussion and conclusion: According to the obtained results, it is recommended that the
managers of companies producing solar batteries, while paying attention to the environmental
concerns of customers, provide creative solutions to improve environmental performance, the
commitment of all members of the organization to the environmental strategy. Environment,
carry out environmental advertisements to inform customers about solar batteries, put the use
of the green label at the top of their work.

Keywords: environmental, green brand preference, solar batteries
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Figure 1. Conceptual model of the research



Y4

o X2 2 5 g1 (oms Banxo U Al g0 3l )3 0SB paan 38,55 5l Alamsly Gl

ol @bl s @l B3 Slides aile 0 5 (2Ll Jlgw
a¥ lel 5l wsg w83 18 aul 090 b dsliien
@lsy S50 B plaebl cux (Js edn o0y
oolaiwl diey cpl yo Jaicelo lobiwl ol 5l alicen 5
kol Baa cwyp jsbaite 4 ol Bl p3Y GlMal g ol
0ols o9 Jloys puns (gl « SPSS23 1531 6 5 51 Limg
SYoleo (ludae 5l Aogh (oogehe Joao 2L sln g la
el 00 00wl SMART PLS 3 158 05 b (5 sl

Sloslil sl 5L 9y5 Lol sl b8 i 5l S
5550 Sl yiie 5 o9 Jlep 28 Sl (slayges]
5 13 0550 sl gygesl el 5 8 5 nl 51 e (o
Lo oxie 2385 (09 Jloy b c3uod sloans )8 o)

NS
aS 4565 Lo .l odls 5,155(V) Jeaz o Q}Aﬂ =l
O sl mhaw jo 5bs o pstie plod 098 oo cdalin
S Ko o,lcdn gain jlo sea 0oy
SIS 1 S oo som Jbop @s 3l Baioss slo s

RELI SRV VL CU P TP N =0

OB (09)
g8 5l Bus @ 4z by (Shener g9 5l 2l gl
el Glae S5 &y 00l (g5l 5 wblige 05
a5 SBaLS Grae iagh ool )bl amsl> Lol a8 S
o3l pll o 1y gapdyss sl 6ybl wyp a
S 4 oy 3 (625 Wgad (g 3l 09 wdls (058
5 @y bl Baidyp )l L oasliiny VY-
5 A dyme 9 Ll meme dslidwn VAT coleye
welitsyy 751 boesls s,510,8 sly dS 3 oo
odd 03,9 5 Gygo w4 Ll slo g a5 ol eolaul
s 5 b dnoms Gy 1,55 8l dolidins 2o
bl saims oL 5 el AT 5T #los S W Jude a5
Sl g ¥ 2y gz 5 aslidisy a3l (0 o9e51 SV
e IAYA aaliiey ol oLl &S (Yee) 51U
FLOY OLes 5 2 v jow wip pgad asliin
Sty T asliis ol oads oLzl g (b lses
tlisS Wl oy 5wl oo Jlgw ¥ olls s
5 ol VA S5 Ll g <IOAT |San s, VYA
b (Ve $)ope)S odiiS Gpme (bS5 o bl anlii

Gl g ki (y097 Jlo i 903 s -V Jour
Table 1. The results of the normality test of research variables
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