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f_ j Introduction

Keywords: _ With growing environmental concerns over the negative impacts of industrial activities,

Green Visual Marketing, green consumption behavior and the movemen

Green InStore Design, paradigms in contemporary business. Organizational green initiatives are impmttant

Green Attitude, Green only from an environmental perspective, but also because they enhance corporate

Consumption Behavior reputation and strengthen relationships with custodnars ultimate objective for
organi zations operating in todaydés highly
of this study lies in enriching the literature on retail management, particularly domestic
studies, and identifying directions for future research. From a practical perspective, by
emphasizing green visual marketing as a sustainabilignted managemestrategy, this
study increases retail ma n a-gtere laydut aadwisuale n e s s
elements in fostering green consumption behavior. Given the environmental challenges
caused by business activities in recent years, increasimg@attbdas been directed toward
corporate green initiatives. Accordingly, the present study aims to examine the impact of
green visual marketing on green consumption behavior.

Methodology

This study seeks to develop a conceptual framework-sfare factors influencing green
consumption behavior. The research employs a desciiptwelational design and is
applied in terms of purpose, as its findings aim to improve organizational parfoemin

terms of time horizon, the study is cresctional. The statistical population includes all
customers of Afogh Kourosh chain stores in Tehran, representing an unlimited population.
Using Cochrands formul a, a samned. Bataswere e o f
collected through an adapted questionnaire. Green visual marketing was measured using
the scale developed by Sadakar et al. (2022); green consumption behavior was assessed
using the fiveitem scale of Ali et al. (2023); greendtore dsign was measured using the
guestionnaire by Jaha et al. (2023); green attitude was evaluated usingitem sigale

of Soharanto et al.; ecological labels were measured using thettmescale of Chi et al.

(2021); and green packaging was assessed tlse questionnaire developed by Vandosel

et al. (2021) and Petro et al. All questionnaire items were measured orpaifivé.ikert

scale. Construct validity was assessed through convergent validity (AVE) and discriminant

validity. Reliability waseval at ed using composite reliabili:i
with values above 0.7 considered acceptable. Data analysis was conducted using
Received: descriptive statistics, inferential statistical methods, and the partial least squares (PLS)
03/Juli2024 technigue. SPSS 23 afdnartPLS software were used for data analysis.
Revised Findings
18/Aug/2024 The results of hypothesis testing indicate that green visual marketing has a positive and
significant effect on green 4istore design, green packaging, and ecological labeling.
Accepted: Additionally, green communication was found to moderate the relationship regiesen
10/Nov /2024 visual marketing and environmental concern, greesstane design, and ecological
_ _ labeling. The findings further reveal that greersiare design, ecological labeling, and
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green packaging each have a positive and significant effect on green attitude. Finally, green attitude was found to have a

significant positive impact on green consumption behavior.

Discussion and Conclusion

Based on the findings related to the first three hypotheses, green visual marketing significantly influencesstpesn in
design, ecological labeling, and green packaging. One of the primary objectives of green visual marketing initiatives is to
institui onal i ze positive environment al perceptions in custom
elements. This approach encourages consumers to choose products with green packaging and ecological labels, thereby
shaping their perceptis and emotions. These results are consistent with previous studies, such as those by Sina et al. (2023)
and Do et alOne notable finding of this study is that the relationship between green visual marketing and other variables is
moderated by green communication from sales persérméctor that has received limited attention in prior research. This
highlights the impdrance of customéseller interactions as a complementary mechanism enhancing the effectiveness of in
store green initiatives. Organizat@ green awareness fosters an environmentally supportive retail environment and helps
embed environmental concepts in customersd minds. Previo
in strengthening the effectiveness of green \limarketing (Haneh et al., 2023; Abdul Aziz et al., 2034 results further
demonstrate that greendtore design, ecological labeling, and green packaging positively and significantly influence green
attitude. According to the theory of reasoned axctind the theory of planned behavior, human behavior is strongly influenced

by attitudes. When green attitude is viewed as a conscious intention to protect the environment through innovativie actions, i
can be understood as stemming from a positive envieotal mindset, consistent with earlier research (Bhutto et al., 2020).
Moreover, c-engirbnoneméalr beh@viors are strongly shaped bstane environmental cues, such as ecological

labels and green packaging, as supported by previous studiesdFat al., 2021)Finally, emotional factors also play a

crucial role in shaping behavior. Individuals with higher environmental concern are more likely to engage in green behaviors,

a finding echoed in prior research ( green attituddas haad a.positive 8ng 0 ) .
significant effect on green consumption behavior. Although organizational movement toward green consumption depends on
long-term strategies set by senior management, it is ultimately customers avistate these strategies into practice.
Consequently, the greener customersd behaviors are, the
2021) . Additionally, customersdé gr een kanténvirorumdntally oreemeri o u r a ¢
ideas to managers, thereby influencing the environmental orientation of future organizational strategies. This is consistent
with the findings of Lu (2021) regarding the role of green attitudes in promoting green consubeb@mior.
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