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Abstract
The main purpose of this research is to study the mixed role of green marketing on consumers purchasing decision ( Case Study: Setak Food Industries). The present research is practical in terms of purpose and is a descriptive-survey research. The statistical  society of the research is comprised of 147 consumers of the products of Setak Food Industries , which,  considering Cochran formula, it was calculated for an unlimited society. Furthermore, made questionnaire was used for data gathering. Face validity of the questionnaire was confirmed by the specialists and professionals of the research case . In order to make sure of the reliability of the research tool, pre-test was conducted which the calculated Cronbach's alpha for the main scales of the questionnaire was obtained  more than 0.08. Analysis of the data utilizing SPSSwin21 software was conducted within the frame of descriptive statistics , correlation test and multiple linear regression. The findings of the research indicated that four components of green marketing mix at Setak Food Industries, in order of the extent of influence on the structure of consumers purchasing decision, were comprised of green price, green product,  green promotion and green distribution. The results of the research also indicated that  marketing mix have had a positive and significant effect on consumers purchasing decision for Setak Food Industries.
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Introduction

The consumer behavior has been one of the most important issues of concern for the researchers of marketing within the recent decades ( Solomon et al., 2014). Diversity and variety of consumer behavior is due to diversity of influencing factors on individual behavior and motivation of the individuals for purchasing.  

Existence of different consumer groups in the markets of a product indicates extensive differences. The consumer, nowadays, is considered as the main reason for successfulness or unsuccessfulness of a company ( Kardes et al., 2014).

Understanding the consumer’s behavior, therefore, is of high importance. Studying the consumers decision making processes becomes of importance where complex global developments in all fields and also in marketing, have caused marketers to have their  activities targeted ( Jones Christensen et al., 2015). Each and every one of us is in some way a consumer, which means that we use of consume food, cloths, housing, education , services , ideas and etc  based on a specific order. The decisions we make regarding consumption, demand for raw materials, transportation, technical services and or stationing and allocation of resources, caused the success of some industries  and or failures  of some others ( Williams, 2014). The consumer decision making processes, therefore, is an important factor for boom and bust of commercial activities.  Consumers purchasing decision can be influenced by different   factors which are either internal or external. Factors such as cultural, economic political factors and regulations and factors that are within the power of the company can be all assumed as external factors.  Motivation, perception, personality and these kinds of factors that are unique to each person and are derived from the inner-self of every one , can be categorized as internal factors. Thereby, studying the effect of factors that somehow have influence of purchasing decision of consumers have always been one of the interesting subjects for researchers in the field of marketing ( Mills& Law, 2013).
The marketing mix model that many recall it as 4P is a powerful tool that can assist marketers to define their marketing strategy. Marketers use this definition to define appropriate responses to the portions of concern in the market ( Rambeli et al. ,2015). The 4P model is comprised of four parts that all begin with the letter “P” in English: Product, Price, Place and Promotion. It should be noted that marketing mix is a set of factors that are all under the control of management and therefore it can be stated that most of the marketing plans and decisions are made based on one of these parts (Sarkis & Zhu, 2015).  Whereas these four factors are under the control of management, therefore the manager can impose changes in them in order to gain a higher level of satisfaction among customers and to probably increase its share in the market and to encourage most of the customers to purchase. The root of the green marketing concept can be found in social responsibility ( Yoon, 2015). Green marketing is a new concept which gives a new resplendence to social marketing and makes companies responsible for environmental issues ( Katiyar, 2015). Green marketing is the bonding between environmental considerations and economic considerations of the company that takes environmental factor in considerations. Dynamics and severe competition  and increased concern about the environment and also governmental regulations and increased awareness of the consumers , all motivated the companies to think about environmental issues and health of the consumers ( Banyte et al., 2015).
Therefore, considering the abovementioned and that there was no comprehensive study regarding the relation between green marketing mix and consumers purchasing decision , therefore this study was conducted in Setak Food Industries. The main purpose was to study the relation between green marketing mix and consumers purchasing decision , thereby, the main question of this study was whether there is a significant relation between the green marketing mix and consumers purchasing decision in Setak Food Industries or not. 

Research Background

Chen and Chung (2012) in an article under the title of “ Enhance Green Purchase Intentions: The Roles of Green Perceived Value , Green Perceived Risk and Green Trust” have addressed the issue of green consumers purchasing decision. In the paper, they express that their purpose of the study was to present a framework in order to investigate the effect of green perceived value and green perceived risk on the green consumers purchasing decision, wherein green trust plays the role of mediator in between. The results of their research indicate that green perceived value has a positive effect on green trust and green consumers purchasing decision, while green perceived risk has a negative effect on both of them. 
Leonidou et al. (2013) in an article under the title of “ Greening the Marketing Mix: Do firms do it and does it pay off?” addressed the issue of green marketing mix. They have presented a model in that paper  in which the role of green marketing mix on the performance of the companies is expressed also the role of risk aversion of the managers in deploying green marketing mix is addressed and the factors that influence green marketing mix and consumers purchasing intention are described. The results of their research indicate that green products and green distribution have a positive and significant  effect on performance of the company and also have a positive relation with the consumers purchasing intention. 

In another article under the name of “ Marketing Mix Strategies for Closing the Gap between Green Consumers’ Pro-environmental Beliefs and Behaviors” , Arezoo Davari and David Strutton (2014) have addressed the issue of green marketing mix. In the article, they express that there is a deep gap between the beliefs of pro-environmentalists and the behavior of the green consumers. Utilizing green marketing, therefore, is the way to close this gap and for the beliefs and actions of the green consumers to come close. The mentioned research measures the effect of green marketing mix elements on the aspects of brand value under green marketing conditions. The results of this article indicate that green marketing mix has a positive effect on brand value which has a significant role in consumers purchasing decision. 
Yan and Yazdanifard (2014) in an article under the title of “ The Concept of Green Marketing and Green Product on Consumer Buying Approach” investigated the role of marketing mix in green marketing. In the article they express that as the environmental conditions gets worse, consumers have more concerns about environment and are more tend to use green products. This article focuses on the concept of green marketing and addresses the effect of green product development on consumers purchasing intention. The results of the aforesaid research indicate that more companies have decided to utilize green marketing mix for the purpose of their survival and there is  a positive and significant relation between green product and consumers purchasing intention. 

Safari et al. (2014) in an article under the title of “ The Elements of Green Marketing Mix on Customers Loyalty to the Company’s Brand” have studied the issue of green marketing mix. They express in the article that the purpose of their article was to study the effect of the green marketing mix elements as one of the important marketing variables on customers loyalty to the brand of Naghsh-e Jahan Ghand Company. The statistical society was a;; customers inside and outside of Naghsh-e Jahan Ghand Company. The sample volume was calculated using Cochran formula and samples were gathered through random sampling, which thereby 235 customers were studied as samples. Structural Equation Modeling method was also utilized. The results obtained from studying the assumptions of the reaserch indicate that green marketing mix elements have effects on the aspects of customers loyalty to the brand. 
In another article under the title of “ Studying the Effect of Green Marketing Mix on Green Consumers Purchasing Decision “ , Ranaei Kordshouli and Allahyari Boozanjani ( 2012) have addressed the issue of green marketing mix. In the article they express that the research was conducted for the purpose of studying the attitude of consumers to green marketing mix and its effect on the green consumers purchasing decision for dairy products of Fars Pegah Company. Therefore, samples comprising of 385 people among the consumers of the dairy products of the aforesaid company were collected and studied through stratified random sampling proportionate to the volume of each strata in the nine districts of Shiraz municipality. In the end, using Structural Equation Modeling, assumptions of the research were analyzed and it was concluded that each of the aspects of advertisement, distribution and price of the green marketing mix have a positive and significant effect on green consumers purchasing , while green products has a negative and insignificant effect on green consumers purchasing. 
Ramezanian et al ( 2010) in another article under the title of “ The Effect of Green Marketing Mix on the Process of Decision Making of the House Hold Consumers of Energy Saving Light Bulb “ have addressed the issue of green marketing mix. The statistical society of the research was the households of Rasht city , which out of this society, samples of 400 people comprising of the decision makers of the households for purchasing this green product were collected in three urban districts using clustering sampling method. After data collection through interviews and distribution of questionnaires, a Structural Equation Model is presented in order to measure the variables. 

In the end it was concluded that there is a positive and significant relation between each of the green marketing mix elements and the consumers purchasing decision making process. It was also figured that there  are significant relations among green marketing mix elements. 
Conceptual Framework of the Research 

Considering the theoretical literature regarding green marketing mix, the main components of green marketing mix can be categorized within the framework of four components, comprising of green product, green promotion, green (distribution) place and green price.  
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Considering the above mentioned in the previous sections and the main issue of the research, the present research was conducted with the purpose of studying the relation between green marketing mix and consumers purchasing decision and to obtain a clear knowledge in this field in order to provide solutions and practical recommendations. The conceptual model of the research ( Figure 1) is presented within the framework of the general purpose of the research and based on reviewing the related theoretical literature and empirical studies, which is based on  the studies of Rivera-Camino (2007) and Leonidou et al. (2013). 

Figure 1- Conceptual model of the research based on the studies of Rivera-Camino (2007) and Leonidou et al. (2013). 

The elements, components and concepts related to this model are described in the following:

Green Marketing

Green marketing, is undoubtedly an important practice in today’s competitive businesses ( Lue et al, 2013). The key opportunity that is obtained from utilization of green marketing is a new playground with few competitors. In becoming green, a company can obtain several benefits such as improved efficient resources, decreasing the structural costs of the company and improved competitive position. Green marketing lead to efficiency of the resources and therefore lead to decreased costs in the structure of the company and thereby improves the competitive position of the company in comparison with the competitors. Being green enables the company to present itself more prominent than the competitors through presenting new products in new markets or presenting additional advantages for current products. This will lead to increased value of the company for customers  and increases the loyalty of the customers , which eventually lead to increased profitability. Currently, marketing on the basis of social and environmental considerations has become of the most important activities of the companies. Green marketing is the comprehensive process of marketing activities in the company with the purpose of reducing the environmental effects of commodities, services and their production processes in a way to be profitable for the company ( Kirchoff et al., 2011).

Solomon & Stuart define green marketing as following: It is a marketing strategy which protects environment through providing distinguishable environmental advantages based on what consumers expect it (Solomon & Stuart, 1997). American Marketing Association defined green marketing in 1976 as following: Studying the positive and negative aspects of marketing on pollution  and decrease of energy resources and other resources . However, it should be stated  that the aforesaid definition is not comprehensive and therefore a more comprehensive definition should be expressed. Polonsky defines green marketing as following: Green or environmental marketing includes all activities that are designed for establishment and facilitation of transactions in order to satisfy  the needs and requests of mankind  in a way that such satisfaction of needs and requests cause minimum harmful and destructive effects on the environment ( Polonsky, 1995). The important point that should be addressed is that green marketing cause less harm to environment but it is not harmless for the environment.
Green Consumers

Green consumers are the people who are much concerned about the natural environment and therefore they correct their purchases and consumption behaviors toward protecting the environment through purchasing commodities that are environmentally healthy ( Govina, 2004).

Green Product

 Appropriate interest in that becoming green lead to saving costs ( the short term benefit that is the key target for most of the companies and marketing directors). In 1993, Ashley stated that 70% of the designed processes and related production processes are environmentally harmful. Therefore, in the first stages of developing new products, companies should consider environmental considerations. They can then use the analysis of the life cycle in order to evaluate ecological effects of the products for each stage of production. Such analysis will assist them to identify alternative design or production methods for commodities and eventually  create new and up to date industries and markets that reduce the production costs ( Polonsky & Rosenberger , 2001).
Green (Distribution) Place

Green place commences with planning and include all materials and selection of materials , production structure, performance and practice of production, packaging , transportation method and how to use the product ( Nazar Ahari , 1995). The following principals should be taken into consideration  in green design:

· New designing based on providence

· Designing based on health and safety

· Designing based on  easy disassembly

· Designing based on   easy recycling and low pollution and using minimum energy

· Designing based on  minimum usage of materials and components that comprise the commodity

· Designing based on   easy application

Green Pricing

In green marketing, the prices should indicate or at least to be an approximation of real costs. This means not only direct production costs but also environmental costs should be considered ( pride and Ferrell, 1995). Most of the time the  money paid for the green products is higher , however, their costs in the long run is less. The consumers, therefore, should have this insight that they have to consider all lateral costs including environment pollution costs in their purchases. 
Green Promotion 

Notification of critical environmental information is an appropriate approach that should be focused on it in promotional activities , however, such requires real changes in activities. 

Polonsky states that prior  to environmental advertisement, the company should know which category of environmental information are important in the opinion of consumers and should be notified ( Polonsky & Rosenberger, 2001). Environment Protection Agency (EPA) recommended that it is necessary to teach such information to the consumers and to create the capability in them to make more effective decisions than only green washing ( using less detergents). 
Research Hypothesis

Considering the above mentioned and as there has been no comprehensive study on the relation of the green marketing mix and consumers purchasing decision, therefore, the hypothesis of the present research are as following:

Main Hypothesis: 

There is a positive and significant relation between green marketing mix and consumers purchasing decision. 

Sub-Hypothesis: 

1) There is a positive and significant relation between green product and consumers purchasing decision.

2) There is a positive and significant relation between green ( distribution) place  and consumers purchasing decision.

3) There is a positive and significant relation between green price and consumers purchasing decision.

4) There is a positive and significant relation between green promotion  and consumers purchasing decision.

Research Methodology

The present research is practical in terms of purpose and is considered a descriptive-survey research. The statistical society of this research is unlimited and include the customers of Setak Food Industries  which considering Cochran’s formula for an unlimited society and at a confidence level of 99%, the number of 171 people were assessed and based on that 215 questionnaires were distributed among the customers of Setak Food Industries  , out of which, 207 questionnaires were completed and returned. Out of them, 8 questionnaires were defected and thereby 197 questionnaires which were not defected were then analyzed. Considering the dispersion and distribution of the customers throughout the country , stratified random sampling method with appropriate assignment was used in order to select the samples.  The data collection tool in this research was questionnaire which comprised of two parts, personal data and professional data of the respondents and the questions related to green marketing mix and consumers purchasing decision ( Table 1). 
Facial validity of the questionnaire was confirmed by experts and specialists in the field of the research subject . In order to confirm the reliability of the research toll , pretest was conducted (25 people outside the main sample by the knowledgeable experts of the research subject) which the calculated  Cronbach's alpha for the main scales of the questionnaire was within the appropriate range ( Table 1) Analysis of the data was conducted using SPSS win21 software , where Pearson correlation and multiple linear  regression tests were used. Correlation is a statistical tool for determining the type and degree of the relation of a quantitative variable with another quantitative variable. 
Correlation coefficient is one of the criteria for determining the correlation between two variables and reflects the intensity of relation between the two variables and the type of their relation (i.e. direct or inverse) . Such a coefficient always ranges between 1 to -1 and if there is no relation between the two variables then it is equal to zero. Pearson Correlation Coefficient is a parametric method and is used for data with normal distribution or when the number of data is huge.
 Regression analysis is a statistical technique for investigating the possible relation between the variables. Regression is used in most of the fields such as technical and engineering, economics , management and social sciences and is one of the most applicable tools among the statistical techniques. It is also necessary to mention that linear regression is one of the methods for regression analysis, in which the dependant variable is a linear combination of the coefficients ( parameters) ( Azar & Momeni , 2013).
Table 1- Different parts of the questionnaire along with the number of items, measurement scale and the value of Cronbach's alpha
	Section
	Sub-section
	Number of Items
	Measurement Scale
	Value of Cronbach's alpha

	Personal and Professional features
	Age, Sex, Education
	-
	Based on nominal and interval scales
	-

	Components of the green marketing mix
	Green price
	2
	Likert five point scale

( very low=1 to very high=5)
	0.833

	
	Green (Distribution) Place
	5
	
	0.905

	
	Green Promotion
	4
	
	0.908

	
	Green Product
	5
	
	0.896

	Components of consumers purchasing decision
	Consumers purchasing decision
	6
	Likert five point scale

( very low=1 to very high=5)
	0.976


Research Findings
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The research findings indicate that most of the people studied in this research are between the ages of 40-50 years . Also 48.23% of the studied people in this research were men and 51.77% were women.

Chart 1: Gender analysis based on the age of study participants 
At this step, Pearson correlation coefficient was used in order to analyze the relation between the two variables, green marketing mix and consumers purchasing decision. The reason for utilization of Pearson correlation coefficient was to determine the tyoe and degree of relation between the two variables of the research. The relation between the two variables, green marketing mix and consumers purchasing decision, is presented in Table 2. 

Table 2- The relation between the two variables, green marketing mix and consumers purchasing decision for Setak Food Industries

	Sig
	T test
	B unstandardized coefficient
	B standard
	R Square
	R
	Correlation Coefficient
	Dependant Variable
	Independent Variable

	0.000
	18.262
	0.774
	0.967
	0.674
	0.821
	0.821
	Consumers Purchasing Decision
	Green Marketing Mix


In Table 2, the value of significance level equals 0.000 and is less than the error value which is 0.05 which means that there is a significant relation between the two variables and indicates high and direct correlation between the green marketing mix and consumers purchasing decision. Therefore it can be concluded that the extent of effect of green marketing mix on consumers purchasing decision equals 0.672 and, in other words, green marketing mix has an effect rate of 67% on consumers purchasing decision. 
Table 3- Regression Variance Analysis (ANOVA)

	Sig
	F
	Square Average
	Degrees of Freedom
	Sum of Squares
	Model

	0.000
	99.313
	30.693
	4
	122.773
	Regression


Table 3 contains regression variance analysis for the purpose of investigating certainty about existence of a linear relationship between the two variables, green marketing mix and consumers purchasing decision. The level of significance in the present research is 0.000 which is less than 5% and therefore existence of  a linear relation between the two variables is confirmed. 

Table 4- Regression Coefficients Significance Test 

	 Level of Significance
	T
	Standardized Coefficient
	Unstandardized Coefficient
	Model

	
	
	Beta
	Std.Errot
	B
	

	0.016
	2.428
	
	0.072
	0.176
	Constant value

	0.003
	0.003
	0.384
	0.155
	0.459
	Green Product

	0.019
	0.019
	0.426
	0.211
	0.499
	Green Price

	0.004
	0.004
	0.315
	0.124
	0.370
	Green Promotion

	0.018
	0.018
	0.312
	0.152
	0.363
	Green Place


In this section the values of standard coefficient and unstandard coefficient of the multiple linear regression test are provided. Based on these coefficients and the values of their significance which is assumed by the value of T, ranking and the share of each of the five components of green marketing mix of the company on the consumers purchasing decision for Setak Food Industries can be obtained.  Table 4 above presents such ranking based on priority including the green price, green product, green promotion and green place aspects. 
According to Table 4, it can be stated that as the level of significance is less than the error level which is 0.05 and as the absolute value of t for all items is more than 0.96, therefore the main hypothesis of the research is confirmed with confidence level of 95%. . Furthermore, according to the result of the research it was indicated that green product, having the significance level of 0.003 which is smaller than the error value of 0.05 and the absolute value t of 2.957 which is greater than the value of 0.96, has a positive and significant effect on consumers purchasing decision , therefore, the first hypothesis of the research is confirmed.  Green place , having a significance level of 0.018 being smaller than the error value of 0.05 and absolute value t of 2.380 which is greater than 1.96 , has a positive and significant effect on consumers purchasing decision and thereby the second hypothesis of the research is confirmed. Green price, having the significance level of 0.019 which is smaller than the error value of 0.05 and the absolute value t of 2.369 which is greater than the value of 0.96 has a positive and significant effect on consumers purchasing decision and therefore the third hypothesis of the research is confirmed. Green promotion, having the significance level of 0.004 which is less than the error value of 0.05 and the absolute value t of 2.952 which is greater than the value of 1.96 , has a positive and significant effect on the consumers purchasing decision and thereby the forth hypothesis of the research is confirmed. 
The standardized values of the coefficient Beta are stated in Table 4 and thereby such findings of the research are presented within  the frame of a model ( Chart 2) and also as a linear equation ( Equation 1). 

Equation 1- The linear equation of the research

Y1=0.176+0.459 X10.499+X2+ 0.363X3 + 0.370  X4
Where Y1 is the purchasing decision of the consumers , X1 is the green product, X2 is green price, X3 is green place and X4 is green promotion. 
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Chart 2- The extent of effect of each component of green marketing mix on consumers purchasing decision

Conclusion and Recommendations 

Conclusion

The main purpose of the present research was to study the role of green marketing mix on consumers purchasing decision for Setak Food Industries> This research, within the frame of the aforesaid purpose, is after answering the question that is there a significant relation between  green marketing mix and consumers purchasing decision in Setak Food Industries  and if so, is that a positive or negative relation. For that, the extent of effect of each component of the green marketing mix on consumers purchasing decision was measured, evaluated and validated  using correlation coefficient and multiple linear regression analysis. In the end, it was concluded that the green marketing mix has a positive and significant effect on consumers purchasing decision in Setak Food Industries.  Regarding the effect of green marketing mix on consumers purchasing decision in Setak Food Industries, the findings of the research indicate that the most effective components of green marketing mix on consumers purchasing decisions in Setak Food Industries in order of priority are green price, green product, green promotion and green place.
Considering previous researches it can be stated that Leonidou et al. (2013) indicated that green products and green place have positive and significant effect on the performance of the company and also have positive effect on the consumers purchasing intention. Furthermore, the researches of Arezoo Davari and David Strutton (2014) also confirmed that the green marketing mix has a positive effect on brand’s value which has a significant role on consumers purchasing decisions. The results of the researches of Yan and Yazdanifard (2014) also indicated that there us a positive and significant relation between green product and consumers purchasing intention. 

Among domestic researches, the research conducted by Safari et al (2014) indicated that the elements of green marketing mix are effective on the aspects of customer loyalty.  Ranaei Kordshooli and Yari Boozanjani (2012) also found that each of the aspects of advertisement, place, and price of the green marketing mix has a positive and significant effect on the green purchasing of the consumers. Furthermore, Remezanian et al. (2010) concluded that there is a positive and significant relation between each of the elements of green marketing mix and consumers purchasing decision making process. They also indicated that there are significant relations among the elements of  green marketing mix . Therefore, the main hypothesis and all sub-hypothesis are confirmed upon reviewing the research background. 
Further to the above mentioned, and generally considering the importance and effectiveness of green marketing mix on consumers purchasing decision in the studied sample, all of the hypothesis of the research are confirmed and thereby it is concluded that any attempt toward creation and strengthening green marketing mix in Setak Food Industries can eventually lead to improvement of the consumers purchasing decision among the consumers of the products of the aforesaid company. 

Recommendations

The results of this research indicated that price is the most determining factor for purchasing decision among the consumers , thereby the companies that are after utilizing green marketing mix should pay a special attention to pricing. Two factors should be taken into consideration for pricing: 1) pricing of the competitors 2) pricing based on the value of the product. It is recommended to the companies to make their pricings in a way that it is firstly competitive and can compete with the competitors, and secondly their price to reflect the value of their product. Their attempt should be always to provide fair and reasonable price while supplying quality product. 
It is recommended to fully introduce the commodity to the customer so that the customer becomes aware of why that product  is an environment friendly product. Thereby it is recommended to provide the process of producing the product along with photos and videos and described in the website of the company as far as it is not led to disclosure of confidential commercial information so that the customers become aware that the term green production is not just playing with words , but the produced product causes minimum harm to the environment, and also to become aware of the advantages of the mentioned product in comparison with the environment unfriendly products. Therefore , it is recommended that companies address and point out the advantages of their products in comparison with the products of their competitors in their media advertisements.
Further, it is recommended that the packaging of the product to be a reflection of its environmental friendly nature, for instance to use packaging in green color  and state its environmentally friendly nature on the packaging. Advertisements are informative, so it is recommended for the strategy of the advertisements to be centralized which means to target the educated and the middle classes of the society that sense more social responsibility comparing to other classes of the society and to make advertisements mostly in written media such as newspapers and magazines , especially the magazines about general knowledge. This class of society is the modeler class of the society which due to their education, their friends and family members trust their words and choices and count on them in a special manner. The next target of the advertisements is the housewives. This class relies on the words of the sales persons while purchasing a product. Therefore placing advertisement brochures on the counters of stores leads to awareness and making purchasing decisions for this class of the society. Such brochures should be mixed with creativity so that they do not harm the environment and to be aligned with development of the target society and to be effective in sustaining the competitive market share.   In distribution sector, it is recommended that packaging should be firstly recyclable. Secondly, to conduct the transportation with vehicles that causes less harm and pollution for the environment. 
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Annex

In the name of God

Dear Respondent ___________

Respectfully, the below questionnaire is prepared for conducting a research under the title of “_________________________” , therefore you are kindly requested to carefully read the passages and to chose the best answer. You are kindly to be assured that your responses are completely kept confidential and will be only used for statistical calculations of the research. Thank you in advance for your time and effort for completing this questionnaire. 
Environmental pollutions that have emerged due to productions and human consumptions  are among the issues that have been recognized by the active organizations in this regard for several times as a threat for mankind.  This is while some industries utilize measures to take necessary steps for reducing their eventual effects on the environment. One of such measures is green or environment friendly marketing, which means environmental and natural  development of marketing activities by the companies taking environmental / social responsibility roles for sustained development (Kio, 2011). For such measures, the companies should conduct their activities in production, distribution, promotion and pricing in a way that while minimizing environmental harms, to encourage their consumers toward an environment friendly behavior. 

	General Information

	Name of your Unit/ Organization
	

	Ownership
	Governmental ( Cooperative ( Private ( Other (

	Type of the Organization
	Large( Medium ( Small (

	Type of your activity 
	Management ( Administrative Affairs ( Financial ( Educational ( Consulting ( Sales ( Technical-Service (

	Field of Study
	Humanities ( Empirical Sciences ( Mathematics and Physics ( Technical and Engineering ( Service (

	Educational Degree
	Diploma ( Associate's degree( Bachelors ( Masters or above (

	Sex
	Female ( Male (

	Age 
	Less than 30 yrs old ( Between 30-40 yrs old ( over 40 yrs old(

	Years of Service
	Less than 10 yrs ( Between 10-2 yrs ( over 20 yrs (

	Email ( optionally)
	


A) GREEN PRODUCT

	Item
	In your opinion, how much does each of the following factors influence your purchasing decision?
	Very Low
	Low
	Medium
	High
	Very High

	
	
	1
	2
	3
	4
	5

	1
	Contains elements that are not harmful for the environment.
	
	
	
	
	

	2
	Have efficiency in terms of energy consumption.
	
	
	
	
	

	3
	Is made of materials that make the product recyclable 
	
	
	
	
	

	4
	Its process of production is environment friendly
	
	
	
	
	

	5
	Cause less environmental pollution 
	
	
	
	
	


B) GREEN PROMOTION
	6
	Promotes a kind of green lifestyle
	
	
	
	
	

	7
	Expresses the environmental responsibility of the Company
	
	
	
	
	

	8
	Expresses the environmental features of the product
	
	
	
	
	

	9
	Increases the awareness of consumers regarding environmental issues 
	
	
	
	
	


C) GREEN PRICE

	10
	Fairness (reasonability) of the price
	
	
	
	
	

	11
	Providing good value against the paid price
	
	
	
	
	


D) GREEN PLACE (DISTRIBUTION)
	12
	Optimal use of the existing space
	
	
	
	
	

	13
	Utilizing a new and ecologically effective transportation fleet
	
	
	
	
	

	14
	Using green fuels such as low sulfur fuels and also using alternative fuels such as liquid natural gas
	
	
	
	
	

	15
	Using railroads and marine transportation for huge shipments
	
	
	
	
	

	16
	Encouraging people for economical driving in order to save fuel
	
	
	
	
	


E) GREEN PURCHASE

	17
	To be aware of environmental issues
	
	
	
	
	

	18
	To pay attention to the ingredients of the product and the effect it has on the environment while purchasing the product 
	
	
	
	
	

	19
	To consider the quality of the green product
	
	
	
	
	

	20
	To consider the packaging type of the product and its recyclability 
	
	
	
	
	

	21
	To pay attention to the price of the product
	
	
	
	
	

	22
	Add environmental aspects to her/his other purchasing criteria
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