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Abstract 

The crisis situation created by Covid-19 has changed the consumer behavior. One of the most important behavioral changes 

in consumer behavior that has been in recent crisis is the trend towards sustainable consumer behavior and companies can 

consider it as an opportunity to attract customers. Therefore, this study investigates the effect of Covid-19 virus on 

sustainable consumption behavior of customers in chain stores and by surveying customers’ data in Iran. This research is a 

descriptive-survey type and a questionnaire tool has been used to collect data and measure variables in order to examine the 

research model. Statistical sample was selected by random sampling method from customers of chain stores in Tehran and 

the data were analyzed using Smart PLS software. Findings showed that the Covid-19 virus has a positive, direct and 

significant effect on individual, social and situational factors of customers and these factors also have a significant effect on 

attitudes, intentions and ultimately sustainable consumption behavior of customers. The results suggest that chain stores and 

their suppliers should increase attention, supply and sales of sustainable consumer products. 

 

Keywords: Covid-19, Sustainable consumption behavior, Individual factors, Social factors, Situational factors, Customer 

decision-making. 
 

Introduction 

The corona virus first appeared in Wuhan, China, on the ending 

days of December 2020. According to data gathered by Johns 

Hopkins University, the outbreak has spread to over 185 

countries, affected 110 million people, and killed 2.5 million 

people in February 2021
1
. The COVID-19 crisis, as a global 

disaster, has had a significant effect on the global economy's 

growth and is seen as a danger to the sustainability of 

companies all over the world
2,3

. The consequences of this 

epidemic, spreading across the globe, are unavoidable. 

 

Quarantine has become commonplace all over the world, 

especially in the European Union. There are restrictions on 

travel, a reduction in the amount of foreign travel and a pause of 

daily activities. It may seem a bit repetitive to say that the 

corona outbreak has affected all aspects of human life, but the 

fact is that the growing effects of Covid-19 on the lives of 

global communities are leading people to explore the disease 

further. So that it has involved many individual, social and 

living conditions of individuals. One of the topics that have 

recently come to the attention of researchers in the field of new 

corona virus is the traces of the consequences of the pandemic 

of Covid-19 disease on the goals of sustainable development 

and the countermeasures of governments in line with the 

realization of these goals. These days, the need to achieve the 

goals of sustainable development is felt more and more because 

their basic principles of increasing social participation, 

facilitating global access to public services and building unity 

around the world are also very effective components in curbing 

the pandemic of Covid-19. In addition, sustainable development 

goals can help overcome the economic crisis caused by the 

spread of the virus and move the world in a green direction. 

Green management is the environmental performance of 

organizations, organs and companies based on the participation 

of different groups in order to minimize the damage to the 

environment caused by sustainable consumption and 

production. In such a way that it leads to increasing 

productivity, modifying the consumption pattern towards 

sustainability, recycling and management of solid waste, 

optimal use of resources in micro and macro level units, 

changing the direction of personal and organizational goals, 

moving towards social decentralize and reduce harmful external 

factors in consumption and production. 
 

The 2030 deadline for addressing significant economic and 

social environmental crises is set by the Sustainable 

Development Goals. Many of these objectives are related to 

responsible consumption, with target 12 specifically addressing 

sustainable consumption and productivity
4
. Sustainable 

consumption refers to the use of products, materials and energy 

based on the principles of sustainable development. It is the 

saving of natural resources and energy that has the least impact 

on the environment. It is also related to minimizing the use of 

substances and toxic substances. The pandemic of corona virus 

(COVID-19) has drastically changed the outlook for sustainable 

consumption. For example, lockdowns around the world have 

led to lower oil consumption, where benchmark oil prices fell 

below zero for the first time in oil market history. Similarly, 

global consumption and demand for coal fell by 8%. However, 

the effects of COVID-19 on sustainable consumption in the 

future are not well understood. 
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Consumer behavior is changing as a result of the global 

epidemic, people around the world changes the way they live 

and shop. Many of them are eager to maintain their new habits
4
. 

For many people, the economic effects of the current epidemic 

can create more fear than their health effects. Declining 

incomes, changes in daily routines, and financial problems can 

all lead to increased conscious consumption, especially since 

many expect the effects of the epidemic to be long lasting
4
. 

They have conducted consumer surveys in 45 countries since 

mid-March to understand the impact of COVID-19 on consumer 

feelings and behaviors, and the consumption habits adopted by 

many during the COVID-19 epidemic show that citizens around 

the world have the desire and ability to make changes to more 

sustainable lifestyles. Yang
5
 also showed in a study that the 

outbreak of Covid-19 virus has led to a reduction in the 

consumption of animal meat products and the consumption of 

standard and sustainable products. Gustavson and Larsen
6
 found 

in a study that companies were influenced by Covid-19 and 

were forced to change their marketing activities by changing 

consumer behavior and using innovation in their activities. 

Hironen et al.
7
 stated in a study that the epidemic of the virus 

has disrupted food marketing systems and dramatic changes in 

the consumer food basket. 

 

This crisis can create a good opportunity for businesses to solve 

social and environmental challenges by recognizing the 

changing consumer behavior and adjusting their activities 

accordingly, to create a good position among customers. One of 

the most important issues that customers are more inclined to in 

this situation and has created a good opportunity for businesses 

is the tendency towards sustainable consumption behavior 

(SCB). For example, by advertising and filling the shelves with 

these products, stores can contribute to the health of society and 

future generations, and also gain popularity in the field of social 

responsibility. He and Harris
2 

 have stated in a study that Covid-

19 disease provides a great opportunity for businesses to turn to 

a more authentic CSR and help address global social and 

environmental challenges. Though a basic science paper has 

tried to include information about the impact of COVID-19 on 

people's wellbeing (e.g.
8
), the possible impacts on customers' 

behavioral habits have not been considered much and have yet 

to be fully investigated, and are not studied in terms of 

sustainable use. Policymakers, according to Cohen
9
, have to 

confirm that the corona virus epidemic has an effect on the 

transition to healthier consumption
5
. 

 

However, previous studies on Covid-19 have further addressed 

crisis management issues
10-13

, Social responsibilities
2,14-16

, 

marketing
17-20

, and in the field of consumer behavior and 

shopping, little research has been done
21-25

. There have been 

limited studies on sustainable consumption behavior, each 

focusing on a specific area. Research shows that, in particular, 

during the Covid-19 crisis, customers' buying behaviors, 

especially in the field of food, have changed dramatically
26

. 

 

This issue and the gaps in the researches on SCB have doubled 

the importance of examining changes in consumer behavior in 

order to contribute to community health. Therefore, in order to 

satisfy customers, contribute to community health and help the 

environment, this study was conducted to investigate the impact 

of Covid-19 disease on sustainable consumption behavior in 

chain stores and provide practical suggestions in this area. 

Therefore, the question that is raised in this study and we are 

looking for an answer is: What effect does the prevalence of 

Covid-19 virus have on the sustainable consumption behavior of 

customers in chain stores. The results and suggestions of this 

study are used as a success strategy for companies, especially 

food industry companies, in satisfying customers in critical and 

competitive conditions of the pandemic of Covid-19 virus. The 

results and suggestions of this study, to help different industries 

in recognizing changes in consumer consumption behavior, 

especially chain stores to supply products desired by customers 

in order to satisfy them, manufacturers (suppliers) to produce 

products according to consumer behavior, authorities are used to 

plan for the expansion of sustainable consumption behavior, 

especially in critical and competitive conditions, the outbreak of 

Covid-19 virus and helping the environment. 

 

In the continuation of this manuscript, research literatures and 

hypotheses, conceptual model, research methodology, data and 

findings analysis, discussion and conclusion are presented and 

finally suggestions for future research and references are 

presented. 

 

Theoretical development: Covid-19: Covid-19 was introduced 

to the world with three characteristics: pandemic, incurability 

and fatal. Firms face crises as a result of natural disasters
27

. In 

March 2020, the corona virus was declared a pandemic by the 

World Health Organization (WHO)
28

, and the first case was 

discovered in Sweden in February
29

. The Covid-19 pandemic 

has triggered a series of developments that have resulted in a 

financial crisis. As customers remain at home and markets shut 

down due to the COVID-19 pandemic, many well-known 

brands in many sectors are likely to go bankrupt
30

. People are 

increasingly concerned with their health and wellbeing, ending 

in significant shifts in their shopping habits and tastes
3
. It is 

clear that a pandemic would cause these firms to reconsider 

their supply chains to bring supply chains closer to where they 

are required in order to avoid potential manufacturing 

stoppages
31

. Although the outbreak of Covid-19 disease has 

placed obstacles in the way of achieving the goals of sustainable 

development but the spread of the virus has also had benefits for 

cities and townspeople. Worldwide quarantines have led to 

significant reductions in carbon dioxide emissions even in some 

parts of the world, temperatures have dropped significantly 

however, and some researchers have argued that the short-term 

effects of Covid-19 outbreaks on environmental goals and 

biodiversity remain unclear, and have emphasized the 

continuation of economic activities without patterns of past 

environmental degradation. 
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Individual factors: Individual factors are indicators of each 

person that are related to internal characteristics and can affect 

many decisions and behaviors of the person. There are different 

factors in this study, personal value factors, age, gender and 

knowledge as individual factors have been examined. 

 

Personal principles are mostly examined in psychology, though 

they are examined in sociology, management, and political 

science too
32

. Gordon Allport
33

 was the first to incorporate the 

concept of personal beliefs into psychological study
33

. With his 

suggestion that values act as reference points for people to 

formulate beliefs and habits, Milton Rokeach re-energized value 

analysis. Personal principles are characterized as general, trans-

situational, desirable goals that people use to guide their lives
34

. 

Unpacking this term reveals their distinct characteristics, which 

set them apart from other core facets of the self
35

. 

 

One of the reasons that scholars have been involved in 

knowledge is its long beig assumed that greater knowledge is 

linked to greater impact of attitudes on behavior. This 

hypothesis has been confirmed by a number of tests
32

.Age, 

educational status, wages, and the number of people living in a 

household are all variables that affect recycling activities, 

according to Sidique et al.
36

. Diamantopoulos et al.
37 

published a 

systematic study of six socio-demographic variables (age, 

marital status, and gender, number of children, education, and 

social status) concluding that older people with more education 

are more likely to recycle. Teenage girls, in particular, appeared 

to have greater emotional feelings about environmental 

problems, though their dedication was no higher than that of 

boys. Consumers who behave in harmony with the climate, are 

involved in product recycling, and engage in environment-

priority events, according to Tilikidou and Delistavrou
38

, are 

older citizens
32

. 

 

Social factors: Social factors are indicators that relate to the 

characteristics of society and the social conditions in which a 

person lives and it can affect many of a person's thoughts and 

actions. There are different types of these factors that in this 

study, culture, media and Internet penetration factors, reference 

groups, norm and social responsibility have been studied as 

social factors. 

 

Values and norms are significant influences on long-term 

customer behavior
39

. The evolving image of green consumption, 

according to Peattie
40

, is of a mechanism that is heavily driven 

by consumers' beliefs, norms, and habits, but it is also highly 

fluid, dynamic, and context based
32

. 

 

The firms have to devote more resources to addressing social 

problems on these fronts both during the pandemic and in the 

long term
41

. Customers and the general public will have higher 

expectations of leading brands, especially their favorite brands, 

in the current crisis in terms of their attempts to fight the 

epidemic, because a company's initial and true CSR will 

strengthen its relationship with them. Throughout the crisis 

Consumers would think their brands were greedy if they helped 

their workers with money and clothing through the recession. In 

cries, the bond between the brand and the customer is stronger 

and lasts longer than in "peaceful" days. As a result, the Covid-

19 pandemic provides excellent ways for businesses to invest 

with their CSR plans and agendas
2
. 

 

Culture refers to people's beliefs about ethics, attitudes, and 

ideals in a society. Our identity and convictions about the 

meaning of life are influenced by our history. The unique or 

collective culture into which a person is born has an impact on 

how he or she thinks and acts. Our expectations for social 

contact would rise if society had a more extroverted personality 

type
42

. 

 

Deutsch and Gerard
43

 propositions of informative or 

comparative effects are close to the reference group influence, 

although its meaning is not precise. As concluded in the Yale 

community studies
44

, origins of high validity have a very 

significant role to play in defining conformity. An individual 

can use the knowledge reference category in two separate ways. 

One is to deliberately seek input from opinion makers or from a 

community with the appropriate expertise. Secondly, by 

analyzing the actions of significant others, an individual makes 

an induction. The person attributes to the nature of the goods, 

the purchase or sponsorship of the product by an individual or a 

party that is suggested by attribution theory
45

. 

 

The interactive nature of the internet and media allows retailers 

to have an active two-way communication with their customers 

to make it easier for customers to make decisions and establish a 

one-on-one relationship with them. The Internet allows its users 

to see and order the product or service they want faster and 

more economically than any other medium. See your invoice, 

complete your transaction, and even pay for it
46

. 

 

Situational factors: Situational factors are the conditions that 

are created for a person and the person buys under the influence 

of those conditions. There are different types of these factors 

that in this study, promotion factors, access and purchase 

location, sustainable purchase options, policies, rules and 

regulations have been examined as situational factors.  

 

Promotions (incentives) refers to the set of activities that 

companies do to provide good information about the value and 

desirability of the product to buyers, so that among the products 

available in the industry, the product offered to buy them
47

. A 

small and medium business must consciously and carefully 

combine promotion tools in order to create a balanced 

combination of these elements, the combination that makes it 

possible to achieve communication and marketing goals, so 

promotion is a set of activities to inform, persuade, remind and 

influence businesses can use conventional promotion methods 

or to use conventional methods in a new and innovative way
48

. 
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The Carrington et al.
49

 model provides a structure for the 

conduct of intentions, in particular the use of action plans as a 

mediator. The hope is that the purchasing condition would 

moderate the relationship between the purchase intentions and 

the creation of plans, as well as the relationship between plans 

and the PECB
50

. If the findings approve of the expectations, the 

buying condition would affect both of the suggested 

collaborations (Intent Plan and Plan–PECB) in such a way that a 

favorable situational context would facilitate the partnership and 

a negative situational context would undermine the 

relationship
49

. 

 

Due to the role of consumers in determining the effects of 

sustainability during the stages of use and disposal of the 

product, their overall behavior will strongly affect the 

sustainability performance of all products and services. For 

sustainability marketers, success depends on understanding 

consumer behavior during the consumption process. Consumers 

respond differently to products and services that differ in terms 

of these dimensions. A person who chooses sustainable options 

out of habit in his daily consumption, when buying a complex 

product
51

. Changing behavior is important in addressing social 

issues
52

. To minimize student absenteeism, we need to find 

ways to inspire students to go to classes. Any legislative tools 

may be used by governments to alter their actions. In easier 

words, they involve financial motivation, inhibition and ruling, 

intelligence, campaigns, and even points to encourage 

improvement in government behavior policy tools, which 

provide real opportunities
53

. 
 

Customer decision-making: Customer decision-making has a 

specific process that ultimately leads to the selection and 

purchase of products. In this research, customers' attitudes, 

intentions and behaviors of the decision-making process has 

been evaluated. 
 

Attitudes: different disciplines like business, psychology and 

sociology focus more on customer attitudes (e.g.
54

)
55

. How 

much an individual has a favorable or unfavorable behavior 

assessment is the degree of Attitude to Behavior. An optimistic 

mindset can result in greater determination in the performance 

of an operation
56

. The phenomenon in this analysis is the 

strength of a person's sense of benefit or disadvantage in the 

purchase of renewable goods
57

. Attitude is categorized into 

relative advantage, suitability, and complication for assessing 

attitudinal values. During distinguishing attitudes, attitudes can 

be assessed across issues related to relative benefit, 

compatibility, market identity and perceived harm. First, it 

would be weighed against the use of such renewable materials if 

it has a relative benefit. 
 

This is a construction of the apprehended expense and benefits 

to customers
58

. If a commodity gives customers more benefits 

than prices, it is optimistic. An optimistic mindset triggers 

higher intentions for the purchase of products
57

. The further the 

notion of sustainable products suits their current ideals and 

lifestyle, the more favorable the trend will be in case of 

sustainable products
56

. 

 

Intentions: For the individuals, possessing intentions means 

believing in the importance of what they want to do. Generally, 

objectives are not created on its own yet lead to intention. What 

is organizing this normality? How is shown? that the goal of an 

attempt is defined by the specification of the effort (I want to 

drink the water in this glass now, this year I desire to repeat my 

teachings next year, I want to help the fight against 

discrimination in my country, I intend to dance all the way to 

the grave, and so on). Secondly, tries not made that were not 

nullified, i.e., the operator did not wish to quit, indicate that the 

agent who had them was failing (though not strictly a fault). 

Ultimately, even forgotten or override purposes can make the 

agent lose if their occurrence is because of a lack of 

determination, an insufficient desire to keep going, or other 

factors. There are times when providing a function without the 

assistance of any meaning in the object comes at a cost. When 

agents believe this is the case, they will believe that there is 

worth in the attempt itself
59

. 

 

Sustainable consumption behavior (SCB): Sustainability was 

described by the World Commission on Environment and 

Growth as "development that meets the needs of the present 

without jeopardizing the ability of future races to meet their own 

needs." It was described as “a structure that governs various 

priorities, the economic interests of corporations and the 

environmental interests of society” (World Commission on 

Environment and Development, as quoted in Hunt
60

) 
61

. 

Sustainable marketing was described by Dam and Apeldoorn 
62

 

as "marketing inside, and encouraging of, sustainable economic 

growth." Sustainable consumption, trying to save the 

environment, is a core part of the recent macro-marketing 

literature. Sustainable consumption, which seeks to save the 

planet, is a central part of recent macro-marketing literature. It is 

clear that there is a transition from consumerism/traditional 

consumption to sustainable consumption. It is clear that there is 

a transition from consumerism/traditional consumption to 

sustainable consumption
63

. Present demand schemas are 

unsustainable, according to research, and has to be updated if 

civilization wants to remain healthy and at current demographic 

levels
64

. 

 

Unsustainable consumption has spawned a slew of responses, 

including sluggish consumption campaigns and anti-

consumerism. Slow consumption, according to Pookulangara 

and Shephard
65

, is described as movements that are not focused 

on time -as the term implies- but rather on wisdom that is aware 

of the needs of its stakeholders and the impact that development 

has on them and on ecosystems. They focus on more 

consumption of environmentally renewable raw materials, 

effective waste and pollution-reduction technologies, tracking 

food flow across the supply chain, and applauding shoppers who 

understand the environmental and social consequences of their 

purchases.  
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Such idioms with related conceptualizations have been used in 

previous studies like ecologically aware eating, green 

consumption, and pro-environmental practices (definitions of 

alternative terms for sustainable consumption)
66

. The majority 

of current studies indicate that there are two forms of 

sustainable consumption: conservation behavior (habitual SCB, 

voluntary simplicity, downshifting or slack) and sustainable 

purchasing behavior (energy-efficiency). Although all forms of 

sustainable use are associated since they are both energy-use 

mitigation strategies
64

. Sustainable purchasing behavior, on the 

other hand, was described as a form of behavior that typically 

includes long-term adjustments, technological and financial 

commitments, and takes more effort to carry out
67,5

. Ultimately, 

the majority of literature on environmental purchasing practices 

has overall concentrated on green commodity sales (products 

exhibiting sustainable attributes). 

 

In general, the focus of this research on sustainable consumption 

behavior is on renewable resources, recyclable materials, low 

pollution and health of consumer products. In this regard, Jiang 

et al. 
17

 in their research entitled the effects of Covid-19 on the 

marketing and management of hotels have expressed the 

perspective of the industry in the current situation. Researchers 

recommend that you go beyond the usual views on hotel 

hygiene and cleanliness, and that guests pay attention to the 

cleanliness of certain hotel surfaces and pay more attention to 

marketing. 

 

Based on the theoretical foundations, background, issue and 

objectives, the following hypotheses have been proposed for 

consideration in this study: H1: The prevalence of Covid-19 

virus affects individual factors of customers. H2: The 

prevalence of Covid-19 virus affects social factors. H3: The 

prevalence of Covid-19 virus affects situational factors. H4: 

Individual factors of customers affect their attitude. H5: Social 

factors of customers affect their attitudes. H6: Situational 

factors of customers affect their attitudes. H7: Customers' 

attitudes affect their intention to buy. H8: Customers' intention 

to buy has effect on their SCB. 

 

Figure-1 shows the conceptual model of the research that in the 

present study, this process has been investigated as a process for 

sustainable consumption behavior in the context of the Covid-19 

crisis. 

 

 
Figure-1: Conceptual model of research. 

Methodology 

This research is applied in terms of purpose and is among the 

descriptive-survey research that has been done cross-sectionally. 

Data were collected using a questionnaire tool in the fall of 

2020 in Iran. The questions of the questionnaire were 47 

questions that were made by the researcher and designed using 

the opinions of experts in this field.  

 

The statistical population of this research consists of all 

customers of chain stores in Tehran. Statistical sample in this 

section, due to the large size of the statistical population and its 

unlimited size, 385 people using the Cochran's formula in the 

state of unlimited community, which were selected by random 

sampling method, samples were selected. In this regard, and to 

be more sure of the results, finally 1056 questionnaires were 

distributed, of which 56 questionnaires were excluded from the 

analysis due to difficulties in completing and incomplete 

information, and 1000 complete questionnaires remained for 

analysis, of which It was used to perform statistical analysis. 

Structural equation modeling method was used to analyze the 

data using Smart PLS software.  

 

In this study, face validity, CVI index and construct validity 

(factor) were used to evaluate the validity of the questionnaire. 

The content and appearance (face) validity of the questionnaire 

was confirmed using the opinion of experts and the CVI index 

was 0.808 with the opinion of experts, which is more than 0.7, 

so the research questionnaire has good validity
68

. Also, the 

validity of the structure was evaluated using a confirmatory 

factor analysis model the results are presented in Tables 2 and 3 

and indicate the appropriate validity of the questionnaire. In 

order to evaluate the reliability of the questionnaire, Cronbach's 

alpha test was used, the results indicate that the questionnaire 

has high reliability; So that the total reliability of the 

questionnaire is equal to 0.893.  

 

The reliability of the variables is presented in the table below. 

Structural equation models are usually a combination of 

measurement models and structural models. For this purpose, 

the composite reliability measurement and the mean value of the 

extracted variance are calculated. Values greater than 0.5 are 

used for the amount of variance extracted (an important 

convergence index) and greater than 0.7 is used for the 

composite reliability. The calculated values for the research 

variables are described in the table below. 

 

     
∑   

                             
   

  

  
 

 

   
 

 

According to Table-1, the Cronbach's alpha value for all 

variables and the whole questionnaire is more than 0.7 and 

therefore the research questionnaire has good reliability. Also, 

the composite reliability for all variables is more than 0.7 and 

the AVE index is more than 0.5, which indicates the 

confirmation of the reliability of the research questionnaire. 
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Results and discussion 

In this section, first the data distribution (normal or abnormal) is 

examined, then the confirmatory factor analysis done and finally 

the structural equation modeling and research hypotheses are 

investigated using Smart PLS software. Different methods are 

used to test the normality of the data. In this study, to evaluate 

the normality of variables, Kolmogorov-Smirnov test was used, 

the results of which are presented in the Table-2.  

In the following, we must test the hypotheses. Smart PLS 

software was used to evaluate the studied model. Nonparametric 

tests are also used to estimate standard errors and test 

hypotheses. Nonparametric tests are also used to estimate 

standard errors and test hypotheses. The basic criterion for 

evaluating endogenous latent variables is the coefficient of 

determination R
2
. The values (0.67, 0.33 and 0.19) for R

2
 in 

PLS route models are high, medium and weak.

 

Table-1: Questionnaire specifications, reliability indices and convergent validity index. 

Variables 
Cronbach's 

alpha 

Composite 

reliability 
AVE Indicators 

Num of 

questions 

Cronbach's 

alpha 

Covid-19 0.883 0.811 0.541 

Pandemic 2 0.853 

Fatal 2 0.804 

Incurable 2 0.895 

Individual 

factors 
0.802 0.805 0.630 

Personal values 3 0.824 

Age 1 - 

Gender 1 - 

Knowledge 3 0.920 

Social 

factors 
0.749 0.729 0.529 

Culture 3 0.737 

Media and Internet penetration 3 0.858 

Reference groups 3 0.793 

Norm and Social responsibility 3 0.729 

Situational 

factors 
0.919 0.842 0.825 

Promotions 3 0.891 

Access and purchase location 3 0.945 

Sustainable purchase options 3 0.866 

Policies, Rules and Regulations 3 0.943 

Attitudes 0.768 0.792 0.672 - 3 0.768 

Intentions 0.896 0.831 0.688 - 3 0.896 

SCB 0.923 0.776 0.599 - 3 0.923 

 

Table-2: Investigating the normality of research variables. 

SCB Intention Attitude 
Situational 

Factors 

Social 

Factors 

Individual 

Factors 
Covid-19 Variable 

1000 1000 1000 1000 1000 1000 1000 Number 

0.127 0/276 0/113 0/139 0/168 0.305 0.224 Kolmogorov-Smirnov Test 

0.000 0.000 0.000 0.012 0.000 0.037 0.021 Significance factor (sig) 
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Each path coefficient in the PLS structural model can be 

considered equivalent to a standardized beta coefficient in 

ordinary least squares regressions. Covid-19 variable is an 

exogenous latent variable and other variables are endogenous 

latent variables. The results in two modes of significant number 

and path coefficient are shown in the following figure. The path 

coefficient results also show the effect of one structure on 

another. 

 

 
Figure-2: Model in the mode of path coefficients. 

 

The results of significant numbers indicate the effect of one 

structure on another structure and its value to confirm a 

hypothesis at the level of 0.05 should be outside the range of 

1.96 to -1.96. Therefore, according to Figure-3, the findings 

indicate that the significant coefficients obtained for the 8 

research hypotheses are out of range and therefore all research 

hypotheses have been confirmed. In fact, Covid-19 had a 

significant effect on individual, social and situational factors of 

customers and these factors also had a significant effect on 

customer attitudes and the effect of attitude on customers’ 

intentions and ultimately intention on customers' sustainable 

consumption behavior has been significant.  

The path coefficient results also show the effect of one structure 

on another. According to Figure-2, the path coefficient obtained 

for all structures and the effect of each structure on the other 

structure is specified. Path coefficients for research structures 

show the direct and positive effect of structures on each other. 

The findings of the research hypotheses are summarized in 

Table-4. 

 

Goodness of fit of Model: In this study, GOF index has been 

used to measure the fit of the structural model. Nevertheless, a 

general measure of good fit (GOF) has been proposed by 

Tenenhaus et al.
70

. This index considers both measurement and 

structural models. And is used as a measure to predict the 

overall performance of the model. This criterion is calculated as 

the geometric mean R
2
 and the mean subscription. 

 

    √       (   )             

 

GOF values greater than 0.36 are very appropriate, moderate 

0.25 and weak 0.1
71

; The obtained GOF value of 0.627 indicates 

that the studied model has good predictive power and has a 

good fit. Therefore, the findings confirm the overall validity of 

the model. Also, the value of R
2
 is more than 0.5 and indicates 

the proper fit of the model. 

 

Discussion: The spread of the corona virus has affected all 

companies, customers and the global community in some way 

and has had a profound effect on the behavior of businesses and 

humans. Among the important changes that have been 

considered in the consumption behavior of customers in this 

period, the tendency towards sustainable consumption behavior 

in order to increase human health and help the health of the 

environment and pay attention to the next generation. 

 

Table-4: Results of models and hypotheses. 

Hypotheses 
Path 

coefficient 

Significance 

coefficients 
Result 

The prevalence of Covid-19 virus affects individual customer factors. 0.562 10.700 Confirm 

The prevalence of Covid-19 virus affects social factors. 0.637 17.252 Confirm 

The prevalence of Covid-19 virus affects situational factors. 0.791 27.623 Confirm 

Individual factors of customers affect their attitude. 0.657 17.924 Confirm 

Social factors affect their attitudes. 0.751 21.188 Confirm 

Situational factors affect their attitudes. 0.607 13.003 Confirm 

Customers' attitudes affect their purchase intention. 0.510 7.929 Confirm 

Customers' purchase intention has impact on their sustainable consumption 

behavior. 
0.887 37.819 Confirm 
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Due to the novelty of the crisis, research in this area is limited 

and there are many gaps to identify changes in consumer 

behavior and pay attention to various components of sustainable 

consumption. Considering the necessity of the subject and the 

importance of chain stores in the supply of household consumer 

products, the present study was conducted to investigate the 

effect of Covid-19 virus on sustainable consumption behavior of 

customers in chain stores and by surveying customers’ data in 

Iran. In this regard, in this study, the effect of Covid-19 on 

individual, social and situational factors of customers was 

measured and then, the effect of these factors on customer 

attitudes, then the intention of individuals and finally the effect 

of intention on sustainable consumption behavior of customers 

was measured. In this regard, the data were collected using a 

questionnaire in the fall of 2020 and analyzed using Smart PLS 

software. 

 

The results and suggestions of this study helps, i. Different 

industries in recognizing changes in customer consumption 

behavior, especially chain stores to supply products desired by 

customers in order to satisfy them, ii. Manufacturers (suppliers) 

in order to produce products according to consumer behavior, 

iii. Officials are used to plan for the development of sustainable 

consumption behavior, especially in critical and competitive 

conditions, the outbreak of Covid-19 virus and helping the 

environment. 

 

The findings of this study show that the research model has a 

good fit and the results are reliable. The results of the study of 

research findings are: i. The prevalence of Covid-19 virus with 

effect value of 0.562, 0.637 and 0.791 have significant effect on 

individual factors, social factors and situational factors of 

customers, respectively. ii. Individual factors, Social factors and 

Situational factors of customers with effect value of 0.657, 

0.751 and 0.607 have significant effect on their attitudes, 

respectively. iii. Customers' attitude with a value of 0.510 has a 

significant effect on their purchase intention. iv. Customers’ 

purchase intention with an effect value of 0.887 has a significant 

effect on their sustainable consumption behavior. The results 

obtained in this study are generally in line with the results of 

other researchers
7,21,23-25

; They found that the prevalence of 

Covid-19 virus affects consumption and consumption behavior 

and is more closely in line with the results of research by Yang, 

X.
5
 and Cohen, M. J.

9
. 

 

Conclusion 

In line with the results of research hypotheses, the following 

practical suggestions are presented: Based on the effect of 

Covid-19 virus on social factors, it is suggested that chain stores 

in the dangerous conditions of the virus, strengthen the online 

sales of their sustainable products and provide additional 

services, So that customers do not have to buy in person and 

through the media and with appropriate advertising in the field 

of sustainable products and charitable activities and in line with 

social responsibilities, have a positive effect on their customers 

to attract them to buy sustainable products from their store. 

Many families are in a doubtful economic situation, and 

reducing profits and prices or providing gifts related to health 

along with food products and sending them to customers and 

consumers is another offer related to corporate social 

responsibility to help financially and attract customers' 

emotions.  
 

Given the impact of situational factors on the Covid-19 virus 

crisis, it is suggested that, Chain stores attract customers by 

offering more incentives such as price discounts and prizes on 

sustainable consumer products. Also, by providing the products 

desired by customers, creating appropriate access for them and 

providing various sustainable shopping options in the store, to 

attract customer satisfaction.  

 

Due to the influence of individual factors of customers from the 

Covid-19 virus crisis, it is recommended that chain stores offer 

their incentives and advertisements according to the age and 

gender of customers and according to their wishes. And gain 

their trust by providing information about products and 

increasing customers' knowledge about sustainable consumer 

products. 

 

Based on the effect of individual, social and situational factors 

on customers 'attitudes and the effect of attitudes on intention 

and ultimately the effect on customers' sustainable consumption 

behavior, it is recommended that companies operating in the 

field of chain stores, review and change their marketing 

campaigns. In fact, companies have to adapt to the conditions in 

this period and run campaigns and advertising activities which 

is suitable in this condition. In fact, what is needed for 

companies in this era is the development of contingency 

marketing programs. Having accurate information from 

customers in this period will help a lot in the type of reaction of 

the organization. Information such as the type of purchases, the 

place of purchases, the amount of change in the volume of 

purchases, customer sensitivities, etc., is a great help to 

companies in developing appropriate marketing plans. And by 

recognizing customers, they can more easily provide the 

sustainable products they need. As the presence of customers 

and consumers in online areas has increased, it is recommended 

that companies enter these areas seriously. Therefore, one of the 

practical suggestions of this research is to develop connections 

with reputable online stores throughout the country and 

conclude sales contracts with them. Companies can also reduce 

their profits and offer discounts, especially on sustainable 

consumer products to customers in this period, lead customers 

to buy sustainable products and also attract customer 

satisfaction and create a good position for themselves among 

customers.  

 

Also, these companies should consider the health sensitivity of 

customers in the current situation in all their actions and put the 

development of health culture at the forefront of their affairs in 

order to instill a proper perception of customers in terms of 
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health and mental health. It is only natural that consumers, and 

especially consumers, should be concerned about health issues 

in the current context, and organizations should address these 

concerns in a variety of ways. Among these activities, observing 

all health steps to present the product to customers or consumers 

and informing this issue through various media for customers 

and consumers. Due to the fact that various laws and restrictions 

have been implemented in different parts of the country, it is 

suggested that according to the type of effects of this disease in 

different parts of the country, appropriate strategies should be 

developed and on trends and behavioral changes in consumers. 

 

References 

1. Worldmeter (2020). Coronavirus. Update. 09 November 

2020.  

2. He, H., & Harris, L. (2020). The impact of Covid-19 

pandemic on corporate social responsibility and marketing 

philosophy. Journal of business research, 116, 176-182.  

3. Wang, Y., Hong, A., Li, X., & Gao, J. (2020). Marketing 

innovations during a global crisis: A study of China firms’ 

response to COVID-19. Journal of Business Research, 116, 

214-220. 

4. McKinsey (2020). COVID-19: Implications for Business. 

Accessed May 9, 2020. https://www.mckinsey.com/ 

business-functions/risk/our-insights/Covid-19-implications-

for-business 

5. Yang, X. (2020). Potential consequences of COVID-19 for 

sustainable meat consumption: the role of food safety 

concerns and responsibility attributions. British Food 

Journal. https://doi.org/10.1108/BFJ-04-2020-0332 

6. Gustavsson, S., & Larsson, S. (2020). Marketing Innovation 

for SMEs during COVID-19 Pandemic: A case study of the 

hospitality industry in Norrbotten. 

7. Hirvonen, K., Mohammed, B., Minten, B., and Tamru, S. 

(2020). Food marketing margins during the COVID-19 

pandemic: Evidence from vegetables in Ethiopia. Intl Food 

Policy Res Inst. Vol. 150. 

8. Xu, Z., Shi, L., Wang, Y., Zhang, J., Huang, L., Zhang, C., 

... and Tai, Y. (2020). Pathological findings of COVID-19 

associated with acute respiratory distress syndrome. The 

Lancet respiratory medicine, 8(4), 420-422.  

9. Cohen, M. J. (2020). Does the COVID-19 outbreak mark 

the onset of a sustainable consumption transition? 

Sustainability: Science, Practice and Policy, 16(1), 1-3. 

https://doi.org/10.1080/15487733.2020.1740472 

10. Rao, H. R., Vemprala, N., Akello, P., andValecha, R. 

(2020). Retweets of officials’ alarming vs reassuring 

messages during the COVID-19 pandemic: Implications for 

crisis management. International Journal of Information 

Management, 55, 102-187. https://doi.org/10.1016/j.ijin 

fomgt.2020.102187 

11. Stephens, E. H., Dearani, J. A., Guleserian, K. J., Overman, 

D. M., Tweddell, J. S., Backer, C. L., ... and Bacha, E. 

(2020). COVID-19: crisis management in congenital heart 

surgery. World Journal for Pediatric and Congenital Heart 

Surgery, 11(4), 2150135120931398. 

https://doi.org/10.1177/2150135120931398 

12. Navarro, R. A., Reddy, N. C., Weiss, J. M., Yates Jr, A. J., 

Fu, F. H., McKee, M., and Lederman, E. S. (2020). 

Orthopaedic systems response to and return from the 

COVID-19 pandemic: lessons for future crisis 

management. The Journal of bone and joint surgery. 

American volume. https://doi.org/10.2106/JBJS.20.00709 

13. Branicki, L. J. (2020). COVID-19, ethics of care and 

feminist crisis management. Gender, Work and 

Organization, 27(5), 872-883. https://doi.org/10.1111/ 

gwao.12491 

14. Aguinis, H., Villamor, I. and Gabriel, K. P. (2020). 

Understanding employee responses to COVID-19: a 

behavioral corporate social responsibility 

perspective. Management Research: Journal of the 

Iberoamerican Academy of Management. 

https://doi.org/10.1108/MRJIAM-06-2020-1053 

15. Mao, Y., He, J., Morrison, A. M., and Andres Coca-

Stefaniak, J. (2020). Effects of tourism CSR on employee 

psychological capital in the COVID-19 crisis. Current 

Issues in Tourism, 1-19. 

16. Huang, H., and Liu, S. Q. (2020). Donate to help combat 

COVID-19! How typeface affects the effectiveness of CSR 

marketing? International Journal of Contemporary 

Hospitality Management, 32(10), 3315-3333. 

https://doi.org/10.1108/IJCHM-05-2020-0462 

17. Jiang, Y., and Wen, J. (2020). Effects of COVID-19 on 

hotel marketing and management: a perspective 

article. International Journal of Contemporary Hospitality 

Management. 32(8), 2563-2573. 

https://doi.org/10.1108/IJCHM-03-2020-0237 

18. Habes, M., Alghizzawi, M., Ali, S., Salih Alnaser, A., and 

Salloum, S. A. (2020). The Relation among Marketing ads, 

via Digital Media and mitigate (COVID-19) pandemic in 

Jordan. International Journal of Advanced Science and 

Technology, 29(7), 12326-12348.  

19. Lusk, J. L., Tonsor, G. T., and Schulz, L. L. (2020). Beef 

and Pork Marketing Margins and Price Spreads during 

COVID-19. Applied Economic Perspectives and Policy. 

https://doi.org/10.1002/aepp.13101 

20. Mende, M., and Misra, V. (2020). Time to Flatten the 

Curves on COVID-19 and Climate Change. Marketing Can 

Help.  Public Policy and Marketing, 1-3. 

https://doi.org/10.1177/0743915620930695 

21. Ben Hassen, T., El Bilali, H., and S Allahyari, M. (2020). 

Impact of COVID-19 on Food Behavior and Consumption 

https://www.mckinsey.com/business-functions/risk/our-insights/covid-19-implications-for-business
https://www.mckinsey.com/business-functions/risk/our-insights/covid-19-implications-for-business
https://www.mckinsey.com/business-functions/risk/our-insights/covid-19-implications-for-business
https://doi.org/10.1108/BFJ-04-2020-0332
https://doi.org/10.1080/15487733.2020.1740472
https://doi.org/10.1016/j.ijinfomgt.2020.102187
https://doi.org/10.1016/j.ijinfomgt.2020.102187
https://doi.org/10.1177/2150135120931398
https://doi.org/10.2106/JBJS.20.00709
https://doi.org/10.1111/gwao.12491
https://doi.org/10.1111/gwao.12491
https://doi.org/10.1108/MRJIAM-06-2020-1053
https://doi.org/10.1108/IJCHM-05-2020-0462
https://doi.org/10.1108/IJCHM-03-2020-0237
https://doi.org/10.1002/aepp.13101
https://doi.org/10.1177/0743915620930695


Research Journal of Management Sciences _________________________________________________________ISSN 2319–1171 

Vol. 11(1), 1-11, January (2022) Res. J. Management Sci. 

 

 International Science Community Association            10 

in Qatar.  Sustainability,  12(17), 6973. https://doi.org/10. 

3390/su12176973 

22. Kantar (2020). Coronavirus outbreak’s impact on China’s 

consumption. Accessed date: 28 April 2020.  

23. Liang, Z., Hu, J., Hu, S., Zhao, J., Zhou, K., Jiao, Y., ... and 

Hua, F. (2020). Understanding and changing wildlife 

consumption behavior from a multidisciplinary 

perspective. Biodiversity Science, 28(5), 606-620. 

24. Grashuis, J., Skevas, T. and Segovia, M. S. (2020). Grocery 

shopping preferences during the COVID-19 

pandemic. Sustainability, 12(13), 5369. https://doi.org/ 

10.3390/su12135369. 

25. Attwood, S., and Hajat, C. (2020). How will the COVID-19 

pandemic shape the future of meat consumption? Public 

health nutrition, 1-5. https://doi.org/ 

10.1017/S136898002000316X. 

26. Kantar (2020b). COVID-19 Global Consumer Barometer 

Report.  

27. Benson, C., and Clay, E. (2004). Understanding the 

economic and financial impacts of natural disasters. The 

World Bank. https://doi.org/10.1596/0-8213-5685-2. 

28. World Health Organization (2020). WHO Director-

General’s opening remarks at the Mission briefing on 

COVID-19. 12 March 2020. Retrieved 2020-04-29.  

29. Statista. (2020). Number of coronavirus (COVID-19) cases 

in Sweden in 2020, by region. 2020-04-29.  

30. Tucker, H. (2020). Coronavirus bankruptcy tracker: These 

major companies are failing amid the shutdown. 

Forbeshttps://www.forbes.com/sites/hanktucker/2020/05/03

/coronavirus-bankruptcy-tracker-these-major-companies-

are-failing-amid-theshutdown/5649f95d3425. 

31. Donthu, N., and Gustafsson, A. (2020). Effects of COVID-

19 on business and research. Journal of business 

research, 117, 284.https://doi.org/10.1016/j.jbusres.2020. 

06.008. 

32. Wu, C. S., Zhou, X. X., and Song, M. (2016). Sustainable 

consumer behavior in China: an empirical analysis from the 

Midwest regions. Journal of Cleaner Production, 134, 147-

165. https://doi.org/10.1016/j.jclepro.2015.06.057 

33. Allport, G. W., and Vernon, P. E. (1931). A test for 

personal values. Journal of Abnormal and Social 

Psychology, 26, 231-248. https://doi.org/10.1037/h0073233 

34. Schwartz, S. H. (1992). Universals in the content and 

structure of values: Theoretical advances and empirical 

tests in 20 countries. Advances in experimental social 

psychology, 25, 1-65. Academic Press. 

35. Roccas, S., and Sagiv, L. (2010). Personal values and 

behavior: Taking the cultural context into account. Social 

and Personality Psychology Compass, 4(1), 30-41. 

https://doi.org/10.1111/j.1751-9004.2009.00234.x. 

36. Sidique, S. F., Joshi, S. V., and Lupi, F. (2010). Factors 

influencing the rate of recycling: Analysis of 

Minnesota. Resources, Conservation and Recycling, 54(4), 

242-249. https://doi.org/10.1016/j.resconrec.2009.08.006. 

37. Diamantopoulos, A., Schlegelmilch, B. B., Sinkovics, R. 

R., and Bohlen, G. M. (2003). Can socio-demographics still 

play a role in profiling green consumers? A review of the 

evidence and an empirical investigation. Journal of 

Business research, 56(6), 465-480. 

https://doi.org/10.1016/S0148-2963(01)00241-7. 

38. Tilikidou, I., and Delistavrou, A. (2008). Types and 

influential factors of consumers' non purchasing ecological 

behaviors. Business Strategy and the Environment, 17(1), 

61-76. https://doi.org/10.1002/bse.500 

39. Stern, P. C. (2000). New environmental theories: toward a 

coherent theory of environmentally significant 

behavior. Journal of social issues, 56(3), 407-424. 

https://doi.org/10.1111/0022-4537.00175. 

40. Peattie, K. (2010). Green consumption: behavior and 

norms. Annual review of environment and resources, 35, 

195-228. https://doi.org/10.1146/annurev-environ-032609-

094328. 

41. UN.ORG. (2020). UN launches COVID-19 plan that could 

‘defeat the virus and build a better world. accessed 18 

April, 2020.  

42. Gantt, L. (2020). How does culture affect behavior? 

Updated Aug 24, 2020.  

43. Deutsch, M., and Gerard, H. B. (1955). A study of 

normative and informational social influences upon 

individual judgment. The journal of abnormal and social 

psychology, 51(3), 629. https://doi.org/10.1037/h0046408. 

44. Hovland, C. I., and Weiss, W. (1951). The influence of 

source credibility on communication effectiveness. Public 

opinion quarterly, 15(4), 635-650. https://doi.org/10.1086/ 

266350. 

45. Park, C. W., and Lessig, V. P. (1977). Students and 

housewives: Differences in susceptibility to reference group 

influence. Journal of consumer Research, 4(2), 102-110. 

https://doi.org/10.1086/208685. 

46. Liu, C., Marchewka, J. T., Lu, J., and Yu, C. S. (2005). 

Beyond concern-a privacy-trust-behavioral intention model 

of e-commerce.  Information and Management,  42(2), 289-

304. https://doi.org/10.1016/j.im. 2004.01.003. 

47. Kotler, P., and Armstrong, G. (2010). Principles of 

marketing. Global Edition: Pearson Education.  

https://doi.org/10.3390/su12176973
https://doi.org/10.3390/su12176973
https://doi.org/10.3390/su12135369
https://doi.org/10.3390/su12135369
https://doi.org/10.1017/S136898002000316X
https://doi.org/10.1017/S136898002000316X
https://doi.org/10.1596/0-8213-5685-2
https://doi.org/10.1016/j.jbusres.2020.06.008
https://doi.org/10.1016/j.jbusres.2020.06.008
https://doi.org/10.1016/j.jclepro.2015.06.057
https://doi.org/10.1037/h0073233
https://doi.org/10.1111/j.1751-9004.2009.00234.x
https://doi.org/10.1016/j.resconrec.2009.08.006
https://doi.org/10.1016/S0148-2963(01)00241-7
https://doi.org/10.1002/bse.500
https://doi.org/10.1111/0022-4537.00175
https://doi.org/10.1146/annurev-environ-032609-094328
https://doi.org/10.1146/annurev-environ-032609-094328
https://doi.org/10.1037/h0046408
https://doi.org/10.1086/266350
https://doi.org/10.1086/266350
https://doi.org/10.1086/208685
https://doi.org/10.1016/j.im.2004.01.003


Research Journal of Management Sciences _________________________________________________________ISSN 2319–1171 

Vol. 11(1), 1-11, January (2022) Res. J. Management Sci. 

 

 International Science Community Association            11 

48. Hill, D.J., Piggott R. R., and Griffith, G. R. (2011). 

Profitability of crementalgenerrie promotion of Australian 

dairy products. Agricultural Economic, 26(3), 253-266. 

https://doi.org/10.1111/j.1574-0862.2001.tb00068.x 

49. Carrington, M. J., Neville, A., and Whitwell, G. J. (2010). 

Why ethical consumers don’t walk their talk: Towards a 

framework for understanding the gap between the ethical 

purchase and actual buying behaviour of ethically minded 

consumers. Journal of business ethics, 97(1), 139-158. 

https://doi.org/10.1007/s10551-010-0501-6 

50. Grimmer, M., Kilburn, A. P., and Miles, M. P. (2016). The 

effect of purchase situation on realized pro-environmental 

consumer behavior. Journal of Business Research, 69(5), 

1582-1586. https://doi.org/10.1016/j.jbusres.2015.10.021 

51. Frank-Martin, B., and Peattie, K. J. (2009). Sustainability 

marketing: a global perspective. Wiley. http://orca.cf. ac. 

Uk/id/eprint/25441 

52. Warburton, D. E., Nicol, C. W., and Bredin, S. S. (2006). 

Health benefits of physical activity: the evidence. Cmaj,  

174(6), 801-809. https://doi.org/10.1503/cmaj.051351 

53. Rogers, T., and Feller, A. (2018). Reducing student 

absences at scale by targeting parents’ misbeliefs. Nature 

Human Behaviour, 2(5), 335-342. https://doi.org/10.1038/ 

s41562-018-0328-1 

54. Byun, J., and Jang, S. (2018). Open kitchen vs. closed 

kitchen: Does kitchen design affect customers’ causal 

attributions of the blame for service failures? International 

Journal of Contemporary Hospitality Management, 30(5), 

2214–2229. https://doi.org/10.1108/IJCHM-03-2016-0167 

55. Hwang, J., and Lyu, S. O. (2020). Relationships among 

green image, consumer attitudes, desire, and customer 

citizenship behavior in the airline industry. International 

Journal of Sustainable Transportation, 14(6), 437-447. 

https://doi.org/10.1080/15568318.2019.1573280 

56. Lee, Y. N., Zailani, S., and Rahman, M. K. (2020). 

Determinants of customer intention to purchase social 

enterprise products: a structural model analysis. Journal of 

Social Entrepreneurship, 1-22.  

57. Amaro, S., and Duarte, P. (2015). An integrative model of 

consumers' intentions to purchase travel online. Tourism 

management, 46, 64-79. https://doi.org/10.1016/j.tourman. 

2014.06.006 

58. Grimmer, M., and Bingham, T. (2013). Company 

environmental performance and consumer purchase 

intentions. Journal of business research, 66(10), 1945-

1953. https://doi.org/10.1016/j.jbusres.2013.02.017 

59. Raz, J. (2017). Intention and value. Philosophical 

Explorations, 20(sup2), 109-126. https://doi.org/10.1080/ 

13869795.2017.1356357 

60. Hunt, S. D. (2012). Toward the institutionalization of 

macromarketing: Sustainable enterprise, sustainable 

marketing, sustainable development, and the sustainable 

society. Journal of Macromarketing, 32(4), 404-411.  

61. Humphreys, A. (2014). How is sustainability structured? 

The discursive life of environmentalism. Journal of 

Macromarketing, 34(3), 265–281.  

62. Dam, Y. K., and Apeldoorn, P. A. (1996). Sustainable 

marketing. Journal of macromarketing, 16(2), 45-56. 

63. Kilbourne, W. E. (2010). Facing the challenge of 

sustainability in a changing world: An introduction to the 

special issue. Journal of Macromarketing, 30(2), 109–111. 

https://doi.org/10.1177/0276146710363726 

64. Marzouk, O. A., and Mahrous, A. A. (2020). Sustainable 

Consumption Behavior of Energy and Water-Efficient 

Products in a Resource-Constrained Environment. Journal 

of Global Marketing, 1-19.  

65. Pookulangara, S., and Shephard, A. (2013). Slow fashion 

movement: Understanding consumer perceptions: An 

exploratory study. Journal of Retailing and Consumer 

Services, 20(2), 200–206. https://doi.org/10.1016/ 

j.jretconser.2012.12.002 

66. Marzouk, O. A. (2019). A qualitative examination of urban 

vs rural sustainable consumption behaviours of energy and 

water consumers in the emerging Egyptian market. Journal 

of Humanities and Applied Social Sciences, 1(2), 98–114. 

https://doi.org/10.1108/JHASS-07-2019-0016 

67. Sharaf, M. A., and Perumal, S. (2018). An overview profile 

and green purchasing behavior of consumers in the northern 

region of Malaysia. Journal of Research in Marketing, 8(3), 

707–712.  

68. Aghaei, M., Ghasemian Sahebi, A., and Kordheydari, R. 

(2021). Design and explain the pattern of destination brand 

value creation strategies in Iranian tourism industry. 

Journal of Tourism Quarterly, 3(2), 68-97. 

69. Aghaei, M., Ghasemian Sahebi, A., and Kordheydari, R. 

(2021). The effect of covid-19 on marketing innovations 

and corporate social responsibility (case study: active 

companies in food industry). International journal on 

customer relations, 8(2), 15-26. 

70. Tenenhaus, M., Vinzi, V. E., Chatelin, Y. M., andLauro, C. 

(2005). PLS path modeling. Computational statistics and 

data analysis, 48(1), 159-205. https://doi.org/10.1016/ 

j.csda.2004.03.005 

71. Cohen, J. (1988). Statistical Power Analysis for the 

Behavioral Sciences. 2
nd

 ed.. Hillsdale, NJ: Lawrence 

Erlbaum Associates, Publishers. 

 

https://doi.org/10.1111/j.1574-0862.2001.tb00068.x
https://doi.org/10.1007/s10551-010-0501-6
https://doi.org/10.1016/j.jbusres.2015.10.021
http://orca.cf.ac.uk/id/eprint/25441
http://orca.cf.ac.uk/id/eprint/25441
https://doi.org/10.1503/cmaj.051351
https://doi.org/10.1038/s41562-018-0328-1
https://doi.org/10.1038/s41562-018-0328-1
https://doi.org/10.1108/IJCHM-03-2016-0167
https://doi.org/10.1080/15568318.2019.1573280
https://doi.org/10.1016/j.tourman.2014.06.006
https://doi.org/10.1016/j.tourman.2014.06.006
https://doi.org/10.1016/j.jbusres.2013.02.017
https://doi.org/10.1080/%2013869795.2017.1356357
https://doi.org/10.1080/%2013869795.2017.1356357
https://doi.org/10.1177/0276146710363726
https://doi.org/10.1016/j.jretconser.2012.12.002
https://doi.org/10.1016/j.jretconser.2012.12.002
https://doi.org/10.1108/JHASS-07-2019-0016
https://doi.org/10.1016/%20j.csda.2004.03.005
https://doi.org/10.1016/%20j.csda.2004.03.005

