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Abstract

In consumer behavior, purchase field is an interesting field for marketers and psychologists. This area
investigates types of purchase and factors affecting them. In the meantime, in order to succeed in
markets, understanding customers' consumption values and their impact on consumers' behavior is one
of crucial issues. The aim of this study is to determine the relationship between values of purchase
through green image on impulse purchase and customer loyalty. The statistical population in this study
consists of customers of purchase centers of Iran in 202 ¢, The number of sample is estimated as 384
people. Regarding the purpose, this study is applied and belongs to descriptive- survey and correlational
researches. For data collection standard questionnaire of Irene et al. was used, whose validity is
determined by nominal and heuristic method and its reliability was measured by Cronbach's alpha
coefficient as 0.87. For data analysis and hypothesis testing by path analysis and  structural equation,
LISREL software is used. The results show that there is no significant relationship between hedonistic
values and materialistic values through green image of store with impulse purchase but there is
significant relationship between hedonistic values and materialistic values through green image of store
with loyalty.

Keywords: Value of purchase, Green image, Impulse purchase, Loyalty.

Introduction meet customer needs and preferences due to
The key point to success of marketing @ lack of understanding of those needs. This

strategy, in terms of both local and global ~ has resulted in a decline in their market
aspects, is understanding consumer behavior. ~ share(Nazari ~ Ghazvini et al, 2023).
Desirable consumer behaviors refer to the ~ Consumer behavior in today’s diverse
activities that are performed by the customer markets is influenced by various factors,
and lead to the flourishing of the brand and  including people's attitudes and perceptions

the achievement of its goals in the about elements such as the country of
society(Ebrahimi et al, 2024). This is  manufacture(Jalalzadeh & Momeni, 2024).

applicable for businesses and non-profit
organizations as well as public organizations
that develop laws related to market (Hawkiz,
2010). Good business is based on consumer
behavior. A basic concept of marketing is
satisfying the needs of consumer behavior.
This need can only be met by marketers who
want products and services to consumers
(Solomon, 2010). Comment 2: In this regard,
many companies fail to produce products that

This research examines consumer choice and
buying behavior. One of the most
controversial issues in marketing and
consumer behavior is the field of consumer's
choice and purchase behavior. of products in
their shop windows and decorating them
(Solemani, 2012).

The reason for going purchase of people is
that cannot be simply the satisfying desires
and experiences to obtain and use the
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product.  Comment 2: On the other hand,
customer satisfaction is a complex human
process that encompasses cognitive and
emotional factors, along with various
psychological and physiological effects. This
is a critical issue for the success of any
traditional or online business(Hosseini et al.,
2024).Edward Tapper raised in his short but
influencing article. Among the responses
received, he identified a number of incentives
that were less associated with the act of
purchase. These incentives included a set of
role-playing, current entertainment of daily
life, social experience outside with friends,
sensory  stimulation and  motivation,
communication or gossiping with others,
interacting with friends group, enjoying the
prestige and authority and ultimately the joy
of bargaining (Tapper, 2010).

Campbell says purchase is enjoyable
activity when one considers it in the circle of
voluntary tasks (Falk, blankets, 2011).
Customers who follow value of hedonistic
purchase mostly seek to have joy and fun of
it and describe it a random and aimless matter
for their shopping experience (Hirschman,
Holbork, 2011).

Impulse purchase is a complex and
multifaceted concept (Herkailiglo et al.,
2009). Different researchers have different
definitions for impulse purchase (Parbuth,
2007). Impulse purchase is one of inclusive
aspects of consumer behavior and a
significant focal point for activities in
marketing. These purchases that
operationally are known as unplanned
purchases make up between 27 and 62
percent of all store purchases. (Taheri Kia,
Nokhbe Zaim, 2012). It is interesting that in
Iran, less attention has been paid to the
concept of impulse purchase. Therefore, in
this study it is tried that this issue be further
investigated, so that by identifying its results
for developing marketing goals In order to
gain customer and loyalty.

In the similar situation, Babin et al. define
Hedonic value as perceived emotional and
affective value through purchase activities.
According to theory of Bruce and Baloch ,
consumers experience hedonistic value as
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experiencing  functional or task to the
purchase (Baloch, Bruce, 2008). Today, in
stores, impulse purchase is a major source of
income for them. Today, customers do
increasing volume of these purchases that
some researchers has studies this
phenomenon as a different individual
variable recently (Abassi, Jafari, 2011). For
this reason, the role of stores is rising
increasingly and stores are also looking for
different ways to increase the number of
purchases._ Comment 2: Store managers
should always monitor their interactions with
customers and provide them with a clear
understanding of their needs and values, as
well as the valuable goods and services
offered. This approach fosters customer
loyalty and satisfaction(Rostami et al, 2019).
Upon rising incomes and purchasing power,
impulse purchase increases and appears as a
dominant consumer behavior. According to
the available literature, if customers buy only
when needed, market economy fails that is
one of the fundamental issues present time
(Darvishpour, 2011). In today's competitive
market, the most important thing is different
tastes of customers that are considered as
important issues of organizations. Some
purchase centers, by putting a variety of
products in their shop window and decorating
them, attract customers. So paying attention
to importance of hedonistic values,
difference (distinction), perceived and sense
of attachment (interest) to purchase centers is
one of the major requirements for
administrators in recent decades (Soleimani,
2012). It was also reported that 90 percent of
people do occasional impulse purchases and
in some specific products 80% of the total
purchase is impulse purchase (Ghaderi,
Abed, 2011). Today, each customer has its
own special value and purchase centers
should fight to gain more share from stable or
declining market (Bellinger et al., 2008).
Recently researchers in their patterns and
models, in order to more realistic study of
purchase or consumption experience,
consider emotional and hedonistic and
materialistic  variables too. Given the
importance mentioned for perceived value of
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purchase, and the important role these values
play, this study is to identify the relationship
between perceived values of customers
(hedonism, materialism), through green
image of store with the tendencies of
impulse purchase and customer loyalty,
because if there is a relationship, the purchase
centers under study can increasing their
loyalty by considering these components, and
achieve advantages such as more sales and
earning higher incomes. Thus, this subject is
very debatable in field of behavior of Iranian
consumers, on the other hand it is trying to
complement previous researches and provide
some solutions in this field.

Theoretical base and background of
research

In today's world, to buy and consume,
consume is facing a variety of products that
have distinctive features from each other and
somehow are able to meet some of the needs
of consumers. Since companies are always
looking for profit and for profit should
consider customer needs and requirements,
thus, consumer behavior is raised and it is one
of the important topics and branches of
marketing. In the field of consumer behavior
types of purchases are raised one of which is
planned purchase and the other unplanned
purchase (Dilafruz, Taleghani, 2010).

Purchase values of customer represent
transaction between quality and guarantee
received in related to price paid for achieving
it (Dadlz et al., 2013). Hedonistic purchase
value includes entertainment, excitement
and pleasure of purchase experience.
Customers who follow hedonistic purchase
value seek the joy and fun of it and describe
good purchase a coincidence and aimless
subject for experience of shopping (Solomon,
2012). Hedonistic purchase value is
subjective and individual. This value can be
realized through the joy and excitement,
rather than achieving the goal (Hirschman,
Hulborok, 2012). Materialism is defined as
degree of importance people give for their
material products and ownership of them. For
these people, satisfaction and pleasure of life
as well as judgment about progress of one
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and others is on the basis of material assets.
Earning money is success for them and
wealth is at the center of their lives (Irene et
al., 2012). Green image is positive feeling
that people have with hearing the name of the
store. A positive image of a business includes
facts, events, history, personal and
commercial advertisements that create a
belief in the public mind (Kotler &
Armstrong, 1988). According to existing
research, environmental information
positively affects consumer attitudes and
increases awareness, and companies use
resources to increase consumer views on the
innovation and value of green brands and
green image of stores in increasing consumer
awareness (Sondhi et al., 2023). Consumers'
intention to purchase often depends on the
company's marketing strategy, the customer's
attitude and importance towards the
transaction. Consumers' positive feelings and
attitudes toward a product/service, or
specifically a store, influence their purchase
intention. The intention to buy from a retail
store is influenced by some external factors
such as the brands sold in the store, location
and timing and some intrinsic factors such as
fulfilling a need, fulfilling a preference and
putting the consumer in a better position
(Golalizadeh, 2023). Impulse purchase is
complex, sudden,  involuntary  and
unnecessary behavior that in this behavior,
high speed in decision-making process
prevents wisely and tactfully reviews of all
information and other options. This behavior,
compared with the planned purchase, has
more excitement and less precision and
avoiding doing it less commonly happens
(Mahmud, 2012). Loyalty is one of the strong
predictors of customer retention, or in other
words, business retention factors between a
customer and a service provider or
repurchase of a particular brand.( Dehghan et
al, 2015). On the other hand, a strategy based
on customer loyalty provides many benefits,
especially in the conditions of high
competition and complex environments.(
Tabaku & Kruja, 2019)

Customer loyalty is a type of deep-seated
commitment that leads to repurchase or re-
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use of a specific product or service is.
However, situational effects and marketing
proposals potentially affect the change in
consumer behavior (Oliver, 2009). On the
other hand, greater customer satisfaction
leads to increased customer loyalty, reduced
service delivery costs, easier customer
retention, and greater employee
participation(Zadegan et al., 2023). Loyalty
happens when customers strongly feel that
the considered organization can best possibly

Decision making process of purchaser
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meet their needs, so that competing
organizations get out of customers

considerations and they purchase exclusively
from the considered organization ,(Lyvas,
2010). A commonly stated definition of
brand loyalty is that "it is a consistent
consumer preference for buying a brand in
particular products or services, and high
brand loyalty has a significant impact on
sales."( Parayil Igbal and et al., 2023).

Need Informatio Assessment Purchase Post
recognition |—p| n search > of choices »  decision > purchase
behavior

Figure 1. Decision making process of purchaser (Cutler, 2010)

The figure above shows that the decision to
buy is made up of five stages: Recognizing of
need, search for information, evaluating
options, purchase decision and post-purchase
behavior. It is clear that purchase process
starts before real purchase continues much
later. Instead of focusing on the purchase
decision, marketers should pay attention to
whole process. According to this figure,
consumer passes all five stages in every
purchase, but usually in normal purchases
consumers forget some steps or pass them in
reverse. A woman who regularly buys
toothpaste, has perceived need and by
omitting the stages of data collection and
evaluation, goes directly to the purchase
stage.

Green image of store and the role of green
image in attracting customers

Definition of the green image of the store
is not easy. The image is a combination of
tangible and intangible dimensions and
meanings and relationships between attitudes
towards store that is given to customers in
the long run, (Bart, 2011). In our culture,
public spaces are considered insignificant at
design time and after implementation we are
concerned about why the buildings are not
pleasant places to visit and use by people. In
designing store, not only physical design of

Investigating Values of Purchase through the Green

store environment must be considered, but
also all parts, pathways, entrances, parking
lots, sidewalks, road facilities, lighting,
furniture and public space should be
supervised and controlled. Creating an
appropriate atmosphere in the purchase is
crucial. People want appropriate space and
easy accessible to facilities (Lang, 1988).
Store's location in appropriate place and
building attractive and distinctive entrance
for complex , creating a retreat on the
sidewalk, creating a path from the corner to
the purchase center, construction of
convenient parking, creating perspective
from different parts to the surrounding
streets, connection of public sidewalks and
secondary sidewalks, allocation of retreat
for parking area of streets, building public
social spaces on the site for success in
attracting customers are decisive. Public
spaces should be designed in such a way to
induce the buyer a sense of community, for
this purpose in the spaces common visual
elements should be used (Wathiq, 2011). On
the other hand, many managers motivate and
direct their colleagues and subordinates to
maintain a suitable environment in which all
company members are directed towards the
company's goals, as this also manifests itself
in the store environment(Krsteska et al,
2023) The better store picture is, more
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customers are attracted to it. When we want
to describe concept of store image in more
detail, we can divide it into two different
parts, one is physical properties of products
that are sold in stores such as quality,
accessibility, price and psychological effects
of these properties, the other interior and
exterior design of sore for example store
building, its space, and display screens in it
(Newman, colon, 2011). Despite more
complex and sensitive relations between the
seller and the buyer, a trend must be
continued that is economic and the profitable,
so besides persistence, organizations need to
have great and positive reputation for sale,
employees and customers (green image). The
image of organization resulting from
judgment of customer's loyalty causes a halo
effect. (Landystyd, 2008).

According to review of conducted researches
and also based on the general principles of
ideas offered, the following hypotheses are
offered:

The hypotheses
(1) There is a significant relationship
between the perceived hedonistic values

Materialism
Purchase
values
\ Hedonism
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through green image of store and impulse
purchase.

(2) There is a significant relationship
between the perceived materialist values
through green image of store and impulse
purchase.

(3) There is a significant relationship
between the perceived hedonistic values
through green image of store and customer
loyalty.

(4) There is a significant relationship
between the perceived materialist values
through green image of store and customer
loyalty.

Given the presented variables and hypotheses
of study's conceptual model as brought in this
page, it should be noted that framework of
this model is taken from the issues of
purchase values, green image, impulse
purchase, and customer loyalty.

Impulse purchase

Green image /

Customer loyalty

Figure 2. Conceptual Model
Source:Mohd,G.& Eren,s,s. & et al. (2012).The effect of green image of retailer on shopping value and

loyaltyEren,S,S. & Eroglu,F. &Hacioglu,G.(2012).Compulsive purchase tendencies

Through

materialistic and hedonic values among college students in Turkey.

Research Methodology

Regarding nature, this study is applied
research, also in terms of data collection and
research conduction, it is descriptive survey.
This study is correlational in examining the
variable; regarding time, it is cross-sectional
study and from data collection method
respect it is documentary and field research

Investigating Values of Purchase through the Green

method and questionnaire is used for data
collection; research method is survey and it is
Post-event research. In this study impulse
purchase and customer loyalty are dependent
variables and purchase values (hedonistic
values and materialistic values) are
independent variables and green image of
store is entered in this research as a mediator
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variable. In this study, most of setting
questions was from a standard questionnaire
of Irene et al (2011), but according to some
conditions and to localize the questions,
researchers made some changes for more
ability to perceive the respondents. A
questionnaire containing 30 questions was
designed in two parts for questions of
questionnaire are designed as package and
scaled based on the five-item Likert scale for
the variables from totally agree to totally
disagree. The study sample consisted of all
customers are purchase centers in Zanajn
city. The statistical sample of this research
includes customers from 7 purchase center in
zanjan city that the questionnaires is
distributed among them and gathered. In this

Table 1.
Descriptive statistics

11(2), 2025

Page 6 of 13

study to determine the validity of research
tool face validity and exploratory tools were
used. To investigate the exploratory validity
of research questions, factor analysis was
used.

To determine the reliability of the study
questionnaire, Cronbach's alpha coefficient
was used. In this study, spss software version
26 and LISREL software, version 8 were
used.

Research Findings

According to the results of the first part of
questionnaire (demographic characteristics),
the following information are provided about
the profile of the sample.

Cumulative percentage Correct percentage  percentage percentage Gender
¥Y/N ¥Y/N Y¥/4 AR male
Yoo/s ov/a FA/ Yv. female
Voo AY/+ YA total
Cumulative percentage Correct percentage  percentage percentage age
¥/4 ¥/4 v/4 YA 20 years and under
\ATA \RZAl Ya/v VY'Y 21 to 30 years
AY /Y ¥y/7 YY/7 Yoy 31 to 40 years
av/y V¥/7 YY/A of 41 to 50 years
Voofs Y/vY Y/Y \E Over 51 years
\RA Av/A AR total

Test results off testing research hypotheses are summarized in the table below:

a. 25 -a= al
0. 24 = a2
O =5 = al
a. 25 = ad

Chi-Sguare=0.01,

FMIEA=0.000

df=2Z, P—walue=0.00000,

Model 1. Materialistic aspect in mode

In the second model, loyalty is measured
using five indicators (items). First, factor
analysis was performed on the loyalty
variable with five items. Factor load of one of
questions (Question 5) was below fifty
percent (0.35), so the question was

Investigating Values of Purchase through the Green

eliminated and factor analysis was performed
again for the remaining four questions. These
items include (v4 to vl). Estimations of
standardized parameter in Figure 2 shows
that all indicators are statistically significant
(p <0/05) and their factor loads are at a high
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level (greater than 0.5). Study of fitness
indicators results also indicate goodness of
model fit and all fitness  indicators are in
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acceptation area. Therefore, measurement of
materialism model is accepted without any
changes.

T~

—_— i ax = oo
“”'IFD_B'?

O3] ey w1l
O S - wra
[ w3
0. 23— wra

>

Chi—Sguare=5.56, d4df=2zZ,

P—value=0.0311932 ,

FMSEA=O.0G2

Model 2. Materialistic aspect in mode

In the third model, hedonism model is
measured using five indicators (items). First,
factor analysis was performed on variable
hedonism with five items. Factor load of one
of the questions (Question 5) was below fifty
percent (0.42), So the question was
eliminated and factor analysis was performed
again for the remaining four questions. These
items include (L4 to L1). Estimations of

0.9 = 11
030 = 12
0. 30— 13
0. 36 = 14

standardized parameter in Figure 3 show that
all indicators are statistically significant (p
<0/05) and their factor loads are at high level
(greater than 0.5). Study of fitness indicators
results also indicate goodness of model fit
and all fitness indicators are in acceptation
areca. Therefore, measurement of hedonism
model is accepted without any changes.

Chi-Scguare=5.73, df=2, P-wvalue=0.057, EM3IEA=0.070

Model 3. Materialistic aspect in mode

In the fourth models, green image is
measured using seven indicators (items).
First, factor analysis was performed on the
variable green image with five items. Factor
load of one question (Question 7) was below
fifty percent (0.45), so the question was
eliminated and factor analysis was performed
again for the remaining six questions. These
items include (m7 to ml). Estimations of

Investigating Values of Purchase through the Green

standardized parameter in Figure 4 shows
that all indicators are statistically significant
(p <0/05) and their factor loads are at a high
level (greater than 0.5). Study of fitness
indicators results also indicate goodness of
model fit and all fitness indicators are in
accepting area. Therefore, measurement of
green image model is accepted without any
changes.
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0. 002,77 = ma

RET o m3

O_oo02. vz = m<

- 5~ mo
o.oo

“h.u—-— wiE

Chi—-Sguare=9.80, df=5,

11(2), 2025

P—wvalue=0.01096,

Page 8 of 13

FMSEA=0.051

Model 4. Materialistic aspect in mode

In the fifth model impulse purchase model
is measured using three indicators (items)
These items include (3 to t1). Estimations of
standardized parameter in Figure 5 shows
that all indicators are statistically significant
(p <0/05) and their factor loads are at a high

level (greater than 0.5). Study of fitness
indicators results also indicate goodness of
model fit and all fitness indicators except Chi
square are in accepting area. Therefore,
measurement of impulse purchase model is
accepted without any changes.

fﬂ.eg—h tl \\‘-
0. o0 o.7e
1.00
2E = rz 0. 85
0.0o 085
- t3 /
Chi—Sgquare=04.44, df=3, P—-walue=0.0400, ERMIE2A=0.020

Model 5. Model of impulse purchase aspect in mode (standard solution)

Figures 6 and 7 are final model of this
study; this model is developed according to
the conceptual model and with the support

Investigating Values of Purchase through the Green

of theoretical principles. This model is in a
state of T-VALUES AND STANDARD
SOLUTION.
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[cicl al \

el az ‘\\ls'?z

20.84
L ED a3 =15 44

19.93
1 L1E ad o
L7 . 11 =+—19 83
19.41
1,17 m 12 flg_g;
IS li

EL 7

L _DE e 14
Chi-Seuare=260.57, df=180, P-wvalue=0.00000, RMSEA=0.033

Model 6. Structural equations model of research in mode T-VALUES

i =05

-7

il

I-ZS‘\
2 KD
0.87
018
1,35 a3 ———0_z0 ma —
0_gs
I-ZB/

'-Zahlil'-“—ﬂ.SS /
0.83
I-SD/D-QS
/0_30

20 /

I-SS

Chi-Zguare=260.57, df=180, P-walue=0.00000, BRMSEA=0.033

Model 7. Structural equations model of research in mode STANDARD SOLUTION

B

o

-5

Table 2 summarizes coefficients of path  this table values of both models in standard
model of structural equations in this study, in ~ and t mode are brought.

Table 2.

Summary of the most important indicators of fitness
Standardized Graphical

T coefficient B signs Formative-Reflective path

/Ay A ma Greenimage FE_~_ Materialism aspect

-Y/NF VAL L Green image E_ Materialism aspect

+4/7¥ - m Impulse F Green image aspect
purchase - —

o/+ 4 /YA m Loyalty E_ Green image aspect

Y/¥Y AR L Impulse 1:;_ ___ Materialism aspect
purchase

-Y/o¥ -+ /YY L Loyalty F Materialism aspect

Vo/¥s /AR ma Impulse F$ =  Materialism aspect
purchase - —

VY/¥ «/AY ma Loyalty E_ Materialism aspect
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Table 3 summarizes the research findings
with respect to testing the hypothesis by path
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Table 3.
Summary of the findings of research
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hypothesis raised by this study, only two
hypotheses have been confirmed.

Hypothesis test ~ Type of

results Relationship Relationships Hypotheses

Rejected Significant Hedonism - green image H1
insignificant Green image- impulse purchase

Rejected Significant materialism - green image H2
insignificant Green image- impulse purchase

Confirmed Significant Hedonism - green image H3
Significant Green image - loyalty

Confirmed Significant materialism - green image H4
Significant Green image - loyalty

Model (8) shows the final model of
structural equations of research and model

(9), the final model of structural equations of  variable.

research with regard to the direct influence of
independent variables on the dependent

Chi-Sguare=527.76, df=183, P-value=0.00000, RMSEA=0.070

Model 8. The final structural equation model of research and model
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.4£

Chi-Sogquare=255.87, df=181, P-value=0.00021, RFMSEA=0.033

Model 9. Structural equation model of the study taking into account the direct impact of
independent variables on the dependent variable

Discussion and Conclusion

The aim of this study was to investigate the
relationship  between purchase values
through the green image of store on impulse
purchase and customer loyalty. The findings
of this study by testing the hypothesis showed
that there 1is no significant positive
relationship between of values  purchase
through green image of store and impulsive
purchase. However, there is a significant
positive relationship between the values of
purchases through green image of store
customer loyalty. Given the direct
relationship between the values of purchase
and impulsive purchases, it can be said that
field of marketing positive role store and its
feedback on purchase has not been paid much
attention.

Since today's customers are not only in
search of their intended products and services
but want enjoy spending time to this search,
so owners are responsible to meet these
demands by providing a favorable and
attractive environment to increase the
number of its loyal customers. On the other
hand, all activities should be in harmony with
the products and services provided. The more
better store image, more customers are
attracted to it. on the other hand, according to
the relationship between the values of

Investigating Values of Purchase through the Green

purchase through the green image of store
and customer loyalty, it can be said that
today lasting and serving only in one chosen
field is not enough. Despite the more
complex and more sensitive relations
between the seller and the buyer, a trend
should be continued that is along with
economy and profitability, so besides long
lasting organizations need to have positive
reputation for sale, employees and
customers. Green image in accordance with
the rules of limited decision making as an
incentive to buy from an organization can act
as sign of external information for potential
and actual buyers and affect customer
loyalty. Today, with increased urban sprawl
and shopping malls and promotions in this
field, a context is provided so that the values
related to the purchase grow and more focus
on marketing be created. Since the green
image should play a significant role in
strengthening values, it is important to note
that the store environment significantly
affects customer behavior and product
evaluation. On the other hand, considering
that people in different regions of the world
value diverse and unique cultures, it is
possible to localize the method presented in
this research to cater to the specific needs and
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preferences of each region. This opens up
new avenues for future research in marketing.
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