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Application of social marketing concept in tendency
towards behavior of green purchasing using theory of
reasoned action

Mostafa Kazemi', Fateme nezhad shokouhi"

Abstract

The concept of social marketing, the latest is a concept among the five
marketing philosophies have been presented. The goal of social marketing , not
just the exchange process and trade; It is a premiere destination target, And its
influence on the actions and behavior of individuals in the community. There has
been considerable progress in this area , which makes over a decade has passed
in the life of this discussion, This approach should be taken more seriously in the
field of environmental health. In this context, identifying the attitudes and beliefs
of individuals Influencing the willingness to behavior of green purchasing is
essential. The aim of this study was to identify the influence model of rational
behavior on the willingness of green purchase behavior with regard to social
marketing approaches. Ferdowsi University of Mashhad research survey among
students in academic year 4Y-4Ywas conducted with a sample size of Y:+. A
questionnaire was used to collect data. Validity was accepted by factor analysis
and reliability, which was calculated by SPSS, a statistical computer application.
PLS method was used for data analysis. Findings showed that attitude toward
behavior of green purchasing and subjective norms influences on behavior of
green purchasing.

Key words: social marketing, theory of reasoned action, behavior of green
purchasing.
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