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Abstract

Obijective: Rapid growth of the world population and urbanization significantly increase consumption, while
natural resources are scarce and limited. In this regard, the aim of the present study is to investigate the
awareness and perceived value on ethical purchasing behavior by mediating ethical purchasing intention and
attitude towards green among clothing consumers in Tehran.

Method: The present study is applied in terms of purpose and survey in terms of method. The statistical
population of clothing consumers in Tehran, which was 384, was selected using a simple cluster probability
sampling method. The technique used was the structural equation model and the software used for data analysis
was PLS2 Smart.

Findings: Awareness (environmental, ethical product and brand), perceived value (social, functional and
cognitive) and attitude towards circular business have an effect on the intention to purchase ethically towards
the circular business model. Ethical purchasing towards the circular business model affects ethical purchasing
behavior towards the circular business model and personality traits have a relationship between awareness,
attitude and value perception with intention. It moderates ethical purchasing.

Conclusion: Purchasing intention and behavior play a key role in the successful implementation of the circular
business model. This model, which is designed for the optimal use of scarce resources, operates beyond
organizational boundaries and requires all stakeholders. All actors in a value network and inter-organizational
participation are prerequisites for the success of circular business models.

Keywords: Environmental awareness, ethical product awareness, ethical purchasing, green marketing, personality traits.


https://asm.pgu.ac.ir/

Advertising and Sales Management Journal V958 9 Clild Co o 4y i

9958 9 il o ke 4y i S
https://asm.pgu.ac.ir
152-166.0 21 ks 1404 oy o)l Bo,95 4 ‘\ »

3060-8163:LLs
10.22034/asm.2025.2048819.3326: LS, awlis

¢ s/
v wh

39 G5 g SIS W 3 wad (5 Kmilo b SIS oy 5 Ly g3 o0 1300 iy 4 g BT il (g
o (0,150 bt

¥ 51 . * [ 3
392 S8 105 T 63050 r g0 ¢ 53Ul s you £l o]
(J g 03 6 5l eyl o8l olBisls « S8 )5 Cu o 09,5 o Lokl A
Oyl el «lidzs 5 pole axly ool o1 olKisls S5 o poe (6 555s (ggzmaiiils 2
Ol el bl olfisls S8 5b o e oyl owlid IS sgeiils . 3
1404/02/01:,L&1  1403/10/03 2cdb 4o

E.zarepour@shahed.ac.ir fséuso odtinw o Juas/

S

Wasly (o 53 it 29350 9 Ol (b @lio & Jlo 3 sl o3y (BIEN) Brme (2B BByl 4 (ndiped 5 Ol Camer @y M) i 0n
O 0 e b3l sliely )3 )S5 g (IMEN by 5 aab (g )Sonla b (IE] w5 By 0a STyl )l g (AT by ol imgh Baa
ol 5 e Slbgy JSALS Gy

S5 0ges gyl odlisl L &S 05 1o 53 Slibgy (EAS B pme (el dnsly sl il g s ) g 90,8 B i 5l pols tmgd 1 b,
Smart PLS2 eals oo g ealisiwl y90 41380 o5 5 (g, ¥oleo (o8] codlitul 3550 SuiSS 150 Lesl 384 sluss ool slasgs 95 51 Jlois]
bl s

S g S & s ()55 5 (B 5 60,8Mas cslazal)ors STl 35 (s,bs ol g pb g (W Jguame lame Coyj) 25T Hlaaidly
S s )18y i ) 5 e ol @ o (BB 5 aal pghatian 5 )1 1l 52 g S (658l & s (BB 5 aad
S o o |y (GBS 5 aiad b Sol o) g 5,55 ¢ 2T o ) byt e (sla Sy 9 20 18U 52 ) 5 S (sS04 s
hb GheS gl digy Bpas gy & S ol o)l S 2 BgeanS gl g0 giluodly 3 S LA ljiie w5 U8y 5 Aad S e
Caldge byl o Slojlom fhe (5) e 5 (85 4568 S ) K5k Aot e b o |y a3 (oled €8 jlie 5 03,5 Jas (Slojls (slajpe 5l 51,8 0
el iy S g slngS)

et B (S5g ( SYB 0 3 Gaw (2,150 ( SYBT Jaame (2T ¢ rsmeCunm § (RET i sullS lrojly



https://asm.pgu.ac.ir/
mailto:E.zarepour@shahed.ac.ir

1404,‘{; ‘ ul)&ohs ‘_;Dbi).gw 9 E)‘) w.ﬁ.hl).'l cZIJL:J clb)l.o.w 665)9.5 cu.us)ﬁ 9 u‘&ﬁlﬁ Cy o q)m

-

Aadda

SBBU clacaluyg) g @ (duddi i b aS cdrwgd b 50 (glayguiS )0 05940 Loy ol .l 03,8 dlul les dgate s mlio
JL» 1 OLQ‘.'? Cumod> D9 0 (ut piu) (2024 ‘Ol)l.io.a: 9 \Lﬂ:) Cowl sduoldl 13 9 63)5‘ cg,j é.fl.l.p u,..,ol.? 5 Ls’.lﬁ’d])"”. & dﬂ:\q-ly
o 5| i 4 b @lio ol Loli canl (Koo g cudly dalgs mlio Bpas p palae (6,50 4ty 435 5)kle 9 d9as 4 2050
(2023 T 3ol g (g ) by (b o il

Dy oo Jas 4 (6y9p T S dlasBl 4 ol 32yy90 9 Mg gl el g dive & ¢t T o sl 1 IS ¢ el pd s
oz b ablis 4 s & oS0 pl ) 15T wlie dige (590000 9 Slals RISy cmmbo slodd o 51 Pl i3 2 oLl
(2024

ogMe ¢ stiww 2bylb BMS (i > SbHLL el SbHLL o s e Sgy (6,8 S IS pl lrass polis 5l S
2 el byl g9 opl S e o salS 5l (S 05 o ol Il Sless g &Y guasme | coles (gly HEASS e i3,
2018 &, Ken ¢ Jyl) 8 o W) i y> S g (slagSIl (ol 13 (6y95e Ll BAS B pme (S| 4y )5 LB cdigo oyl
(2021 Nlog S 5 Jitumo

Joaxe Jols 4 sloin! o3, 8% 5 (63, ¢ elainl i)l il (sa0dS dmy aw Jold oI cpl o B &Y guaze 5]
Cunsd g iS4y (63 ,Shoe (55,1 (2016 & Sow 550 1991 & )] g ) 353 so loin] (slaysl g 2g)T slacosa b
b slajls 4 guly o o QU5 5 Jpazme ke (yme B3 «aleg > 205 o)Ll aiS Bpan LIS o] 8B 5 Jpaee
deude (5 BB jebas 55 1) e b 5,Slae aSl S o S8 1o 80 b wlie g (655! Byune ialS 4 e id > slaidl
b ab,S bes b jl laiisd don agas diojls oS ol Cudibge s opll (2017 N Sidguly) 2015 N Kiidy) wiso e
il 4 i auje <y lp GBAS G pae (Solol piliue (id > SV game 5k B Sl 8 b iie (le ol 5
SeMbl 355 Hazmen ol ills ol 3559 L (2016 (L5 Wbl 2014 M Kiite) cul (SMS] cols) 5 o) sblje
Coluizl) B9 o Cgune six (lge (loped juin dja CEby & plyide (S bl pie 5 LES 0 clacdld o)l )y Slad

(2018 Y g8 g Jil 22019 V. izl

! Xiaetal.

2 Soroush & Shahbakhti
8 linear economy

4 circular economy

5> .Adebayo

6. Ragazou

7. Stubbs and Cocklin

8. Arli

9 Sheth

10 Mohd Suki

1 Planning

12 | ewandowski

13 Hankammer

14 Zucchella And Previtali
15 Mentink

18, Insight Intelligence

17 Stal and Corvellec



Advertising and Sales Management Journal V958 9 Clild Co o 4y i

oy, g eawlaw da 5,55 50 ol Olyuss dejls o] 5856 Ll g e gailyle g gaVole oFlul (6)l5b (oS IS5
2o BB Slllas GISE o )5 g 5, Slas d5uds g @ilio Gpuan inlS > aid > slail Cuenl dg3g b aS and o oyl bd oy y
BN Bpae oy > (ST 05 aab 5 (35 2 Bgens G5 & Cond Cute (5,5 (65 S 53 Jelgs ol 285 Sy,
oS cpl opdy 3 awlwl (sl yills 5l slezel BB (sl ,lulinl 5 CBlad SleMbl dguaS oS Jbs )3 ¢ pizrod Cuwl s Judoo 28
D3 oyl il 0nits gy galy sobds (ol b 3 03294 «Slbgy SIS B pmn JB) 2 30 el b e sl &
o153l o5)) T oo bl J) (55385 S 3 ) 9 oS 0l 53,8 5 93 6 5> Sy NS B pmn 2 5 p05 L sl

&

g3 divird

Ologouad p Cawl (Sae &S St oo j b (sloin] Jool ki b § ol oS sitin Sloss b &Y guae  SMS] &Y guasee
555 305 s ol S |y el b s 1 sl goon b (2010 o Ll 5 (55555580 b (585G pme 3,5
C S  elatn] o3l ciliain b HYole (68 Cuard (SIS o, oAIS' s pune _poguas way Lais < Jguazea sios] Wko 3,18,
Sa 05 i )3 1y (elonl 5 ame sloedyyl & Jpame 2 iGiagh (il 3 005 o 2 2 (2001 Vi S)alelss s cla
(2016 T SL g gl )ogas o 0del (BM] Jguamo

S oSt ol (g JS g (5550 Sy 11030 1] 1y (28 NS g 5550 iy ol (2019) Tl 5 i
25080 S o 03l lio (gy9000 (sl B3)) @l 5 Dl bl (gl spsly S g ST L olen (g5 50 0858 Sy o
P o dbml (olabl g (eloinl (Jarelun j @lie 3io5 domt )3 Ol g WY gazo yos Job ]3I L

b 5l okl (EalS” (Jglin ) sleiiy (2252 ) g g5 & (liod el 1) (bl 5505 4 (2016) lSen 5 7S,
OY guaze CutsS Do b @lio s ialS pgd . Jaaze o Ciluw (gl 5Lodyee dlgo b Iial slasd (ials' b el (5590 540 d9u00 b
alio 5l oolizl (ials’ g 5 3Ysb yee Jaie Ik ol (s3lojl 5 e b Sk ) Jpamo (sladin den il jes Job I3
Sl 255 )18 d2gi)90 Jgazme agi g (b gl lon Il 55 cnl \cdLjl diwgay dlls (i pgu 35 )15 dxgi00
Y gaxe & ghyide a8 5 (2T pjlie pol (ol &5 WS 0o uf i iliee lasby) & B3l Gl |y lyide bes s
i (> 35T (g L i g ) 1550 Sl b s 555 45 ol 3,5 54 g 2o 8Tl oS 5 35
25T a8 1515 slazel pioman g 3985 0 500 (sl yhas dbul g wags cel (ol byl s aas 5l slizel a5 313 309 (631,81 )
(20241502 5 )5 £)13) 855 CBlse (nl 685 crge Wl o (st Lo

sl o)l Joli & (2018 (Jeliwge 5 (gjlosl) WS ()0 (3850 (52 LBl S bl sl b pgrcan GSSL 4o
ol ol 8 sl i Jl 03 (65505 Gloj o 5l S wlygls sacd i I 4 pltie )3 sba)ld) Db e byt 55 L
Dy90 3 gy SleMbl oS5 saimd H18 095 b b Jlidl o 1) (65 d)law O gase § Glodd Wilgn ES Wb oud cels
Wyl 05 by

9 Bl by b Jgame g9 il I gcunS GlagSl 1 (ormwg el 9 W3l 5 puiite (289,803 )5 L 390 0 Sl yol (1
Sl g pazd glaylid) o8 oy LS wasie VLI ) oaiS B ras 407 1 (2016) “os 9 s bawgs (2285 Limgy S

. Crane

. Yadav and Pathak

. Frishammar and Parida
. Bocken

. Diddi and Niehm

apbr wnN e



1404,‘{; ‘ ul)&ohs ‘_;Dbi).gw 9 E)‘) w.ﬁ.hl).'l cZIJL:J clb)l.o.w 665)9.5 cu.us)ﬁ 9 u‘&ﬁlﬁ Cy o q)m

Sk 2 4 28 o b Slagy by Be3,5 (slalis 5 pb I Colos (sl Lol 0a (25 B g Cute ysbo &) RIS pune
S oo 35T Ll (el 025

)5k (el bl Joaws b7 e pladl e plai b Vonds (g0 yaebiy ,bd, 4 ka5l b i SV 0,5 Aab die) p lajimgy S
oo 4 sy lae) Jolge S & Dlgi o 4508 o Gluiy ;50050 51 el (laadly ailos 87 oalizil (BT luws L iy
bl e S s g Jelge (B 5855 03l b 4l el

S g 53 03518 job 4 f B dad g (5,55 daly sl juw )5 )18l a2 g BB odiS i S e 45
5 Obderws) Cusl 4B B sl 2)0e (eoasie (slaimgf dwsar ol Como g aBS S Geeil 5 wnp 350 LIS
Loy oyl (6 )loline g st pil s 5 dudB py 5,55 45 003, et 393 w5 (1395) o)) Sad 5 yoa 5955 (1393 oz
Sl ol 2 1) 5,5 (SMis wulp (oid p ) geus diej )3 im0 S5 1) Gl sl 255 o siten S5l
L5 e 0 e ponl sl Oslite (028 sl B L Gle cpl S (o s (B slajgly g g g die (S
ool ) e 008 53 (B3 dm b ptiie (5)S5 ol sl 93 ol plly 808l (o)l b IS b g e o ol (S
Db oo 4Bl ((lyide 425 9 (I el ) Gl yide (BT 5 ()l

452 S g 55 S ()55 gyt Jgw <3 4 JleS (gl e 93 TS ()55 398 Cobie 5 39250 Sl bl
el 005 B3] 15 b oAb gl eyl s

) g yhsline g e il BMS 0y 5 b (5,55 1 gl dns

by ol lass b gz S b &S sl 0138 G yunn (S5 g ok Sy g 8,0 g duslio ) Jols ok 5y b,
ot uosd LA b e (g5l 05950l (2023, Kan 5 yorg)l5) Canl Wl 03,8 B3y ase] l yuiy w3l 03,5 by asc]
b)) 3515 o el ooy cido il o g Mg sl o] eaimd S5 slge golie a8l S o b)) |y Jgazme S 0Sles
Sl gdiodgw Hlgieas Bls (55,1 (2016 ¢ Sow 1550) 15150 paonal (IME] Sloss b Joamme G 13 350 40 b a8 0
o1 ol yitio (1991 o), San 5 ) 39 o iy Ll & oo 5Lyl by WS35 ) ccsolSimeS il sl Jguanms 5l o
Dimgt 1 (1394) ) Sen g 555 I8 Ll oo (5 (2016 ( Sgu a5 g0) a8 ylocial |  BME] g i g calisee Y guame il Jslo
g o0 ) 15 s y8 (ol ply 903 (6 olins g o 3l ddome Wy 3 Aad pond STl ), 45 5,8 Ly 395

)l (o blias g e il BME 0y 5 by (33Us ¢63,5dos ¢ eloin]) o STl 55, pgd dns b

Comd Qoo (5,55 1 (W] Jame 51 (25T 5 (2015 (J 5 o2) )b Lt 9 U 51 (T cyjlamo | (ST (0 )b o,
apa Caldy 4 oyt e b i Bgw Sl j3 (Jliolgieds (2013 (o Kan ¢ T58) 3,188 o 13l Il (cladlgiin 4
QlﬂJW“’ 9 d-’}il (2018 zo‘)Ko.m 9 )A.J) JJ)b Cx;wld) )L.;l’.‘.il wmlf b L;’?MU L;me.ﬁ:l,o Sl 4y Cos (% ypwd
o 5 andyd e oplpls 9l (g )bline ¢ cute )ul., Obyido Ly lab p  SMS u.mlf] 4SS ol dgs sl yimg o (1397)
D gud 0

2,03 g )bline g ey (IS 0,5 wad o (L6ylo0 LS g pb ( IMB] Jgasme ¢ Jawmocns ;) (85T tpguw and

1. Theory of planned behaviour
2 . Theory of reasoned action (TRA)
3. Chaiken and Maheswaran

4. Ko



Advertising and Sales Management Journal V958 9 Clild Co o 4y i

oo 3 1994 ol pusle 5 ) Siydpm 5515 5 5 ST e b a5y il (slagS 1 S5 bl
()l 5 50) 2,038 o 5B Ll 8,55 2 S o S8 bl ol yiite b iy g S o (ol g5 o0l (s oo )
b 51 ST oS S, dom (] 4 395 slaingiy 3 (1399) oo 5 s 3 (1391) oS 5 outl risen (2018
29 o Sl 25 (sladnd B s ;3 sl ylaliae 5 Cuto 1 (S 35 (sl Bl 9 pb 5SS p )b s

23 (g )bline g o b IS g 4 (2,55 2 (6518 (Lt 5 b (M e ¢ o) (2T 2p oz 4053

2l g line o 13l (555 (B o3 ,Shos ¢ elatzl) oad Sal 5 pomy 4

3l e 9 Olgr GBAESES b o D9 SWB] W 3 suad oS s el &S Js 5 a8 ol lis (2016) Klgn Liag
i bled JYL OMpass s b ol e 3 plsl (2016) (l)Ken 5 bouSiz Lawgi &S (gl (ol ocaily 3525 (3
2016 ) )Ken 5 LuSn)olisS Joaws lgie 4 bs & (0Muass § G «Cp) dmased o Sho ol Glid jew 1,5 4
J i ol (2011 Fiadgagu S g gadlone)ulad )5 )8 dngi 3)90 5 S (sl i Glsie 4 4L (2016 (Silsn
23,50 35 Sodnd )b (635 ISS cael 35290 Ll

SIS 05 1aB by ()5 Lt g pb e IWS] Jgazms < armoinns) (2T oy sy (e irasd (sla S tpedish 43
LS o s

o 1y () s 2By (51 2, spelaial) and STl (5 o Ay i (swaieds sloSag s 4
S o

S oo Jdai |y (SBT3 a8 b (0,55 (o dlally (b jidie (dnased Sl Sy ielis 4n )3

Cd i o oyl Jlo Cusbgn b (g)lline bl g 009 Sy codedis zas 4y oL yl5L o GBS cole ) dad o L ba i g ol

ke > Nl o Baiig s ,bdy g IS I o yuie STyl (1388 ( lygy 5 coudlpl) )y elain] clie (gowds dnals
Sl ) i slazel Wl llil M) Jgo! 4 sl pas (1390 ¢l 5 o ply) 45 sl dlasl, lpas] &y Cornad
Sy yia0 S50 (b yide ad g (5,55 wyp 5l Ban (1393 (ol jlare 5 Cungdailsg) amd )3 5 cod |y gl (s,loly g odls
2T 4 2l Ao 098 o0 et o Sdagh lp (il B (8l )18, 5 Ma (i Sloj Alolh iz pa a5 Bl

W PR

)13 (o)slins g o 3l BT 0y 5 )y 5 IMS] )3 M 1pd dnd b

( et el V2 1] 3
Co= )
[o——
—r— P —
----------------------- - { ot \
| )
' S
{ A1 5 }[ P s 1 }'_4[ Aednssbaeds I
[ Ak i mioothato : [/ ead Shial 455, \

I t elal 255
! v - |

)

1 Lieder
2. Michaelidou and Christodoulides,



1404,‘{; ‘ ul)&ohs ‘_;bbi).gw 9 E)‘) w.ﬁ.hl).'l cZIJLLu clb)l.o.w 465)9.5 ‘U""s)s 9 u‘&ﬁlﬁ Cy o q)m

(2021 "Ylog 5 Jiuws) LiRg3s (o9h0 Jbo =1 S5

9 by s
P Slogy LS pan Gimgss cnl 3 s)lel dnaly anl cdlony gy o 5l g £3,2)18 B jlas 51 gy cnl > g3 b,
Crond s 4 )05 poed &5 Gl o Gl 384 slaws ool (sladigd g95 5 (BT (6 S ag0s B9, 3 ookl b a8 canl o)l o5 aud
Spge S5 A5 plosil (5 wiged dilaie po 5l Coled 53 g adlate M Cuond s 9 A5 S 3 0 9 )8 1By ogi ¢ Jlodd
Wl S5 bl bl e sl 915519 9 1)San (2lg) jldolitin yy 2oy e sl g ol 0351 5yl ko SYoles Jto ool
ol 036 SMAIT PLS? o3y Juows s o3kl 3590 )138] p 5 g 4 o3kl (g yg0 g #lig,S

Aol 3 B d2dw 9 b il Jgoa

& Y gw E39E7) Sl Jolge
(2016) «o)ylSan 5 s ablS Jlsws 4 iy g <8y 4 il .
(2017) co)ylSan 5 Slle Jsws 5 i S g SlngS &y s )5 <
(2016) S g 2o Jlg 4 ool 55))
(2021) ), Sats " Jiitne Jlow 4 @3 des 35)) odd <S55 b))l
(2016) (S5 00 Jlg 4 LB )
2021) ¢S g Jitano Jlsw 4 S Jgeazmo 5l 25T 26
(2014) ) Son 5 Sign Jly- 4 6l ol g o5l 2T
2017) oS 5 SJlo Jss 3 - Y
2017) o) )San 5 s s 4 - Ry
g3 sbasl

e o8 sz 0.7 (Y #lg,S Gl 5 0.7 5 5YL oS 5 bl cslls laojlo ales o8 amd oo i (sl ke o gl
9 o oolawl l)m &19) )R 61)’. (AVE) DMG‘)Ml L)'“;L.’.)‘9 u,«.ial.m ua.>L..: Cpred .,\JSL;o ,\.uL ‘) Lho)'L» LSYl-? @Lb 9
ol )13)95).3 ‘)i.o.lh u‘ilﬁ) )‘ dpl)u.w.u)) qul))LJ Cwl 0dg )l)ﬂ).\ ‘D)Y Las)w GoLo.)

AVE g oS 55 (2Ll FligyS W polie2 Jouo

S srabt | ol o ol

EW9s

0/903 0/904 0/588 e bS]
0/881 0/841 0/570 oy | 251
0/740 0/846 0/597 o5 s 5 ol 5l bl
0/903 0/932 0/774 el sy
0/890 0/924 0/753 o Skee )
0/773 0/852 0/593 s )
0/909 0/936 0/786 i by 4 ples
0/793 0/860 0/558 S g 555 4y o 5
0/767 0/823 0/620 N

L Mostaghel and Chirumalla
2. Mostaghel



Advertising and Sales Management Journal V958 9 Clild Co o 4y i

0/799 0/873 0/643 T
0/826 0/898 0/746 (s S5 f23) b sl S s
0/859 0/927 0/679 (M sl S o) caimaed sl s
0/776 0/887 0/761 (53ely cslo S hg)osimaed slo S

4S9k 4 sl baojlo b b ojlu ol abaly duslio 5 iala Sl b ojl G daily ljee 3,5 o yasiitie 1515 2lsy b &5 (6,503 aree slne
11y aly a5 sloojlu L b 5)ls 39 el yasls b gymd Jolo Jbo 13 ol K & casl o] J1 Sl Jao K Jsd LB )31y oo,
ol e @p0) Ko (slaojls g ojle o] (STl by ) st ol s sl AVE Jio e o col JsB B gaw )3 e

il odiBodl3 )i 1S (ool le (SKiwmed p3lio b baojlo 51 6y AVE Jis lude 3 Joss j3 il Jso 3 (Bojle (o (Siuwod

VSN 9 yed gy 1,819 gy o -3 Jgue

walsT
uinsSs Jolay oL 5l
1ns O Caiaai a o S
1,5 =Sl S350 uingl ol gl AR 5l walsSl
[ s W scuas iy wiligy $3Slac weloizl 15155 Jsuzeo b o Taats PEL-1 o
0.767 wnlST
wnbuze Ty
0.755 0.450 51 ST
Jasozxa
0.773 0.£40 0.480 2 oU 5l LalsT
wilag ol
0.880 0.490 0470 0.500 gl
wnclaixl
0.868 0.550 0.450 0.430 0.460 gl
s3Slac
0.770 0.540 0.530 0.460 0.450 0.490 wislidr il
0.886 0.480 0.500 0.520 0.430 0.420 0.400 43 Lilay
Jan Ty
0.747 0.440 0.470 0.520 0.510 0.440 0410 0430 S inSs
oS @
IBguws
0.787 0.480 0260 0.460 0.490 0.500 0.450 0.2440 0.470 22535 s
RCSVES |

! Fornell-Larcker



1404)‘{; ‘ u‘)K&9 ngbi).ﬁmu )9 &)‘) W‘f’ c21‘!ly clb,tm ‘65)9.5 50»5)3 9 ulaﬁlﬁ U'.’.)'.’.""“ Q)wd

sl 0 00l s 3 52 UKy Llole (gl o loline ol o 4y gl 00 ygej] LIS Jube

‘e
LU TR O S A

BHE35
it

— I.
- a :

PRI S o

- - e
-

- -
e
PN,
> -
- 2 s
” .
= " 3
- um
A - -
- Ry s -
- - -
Py
>
Ty " .
e
~ -
- i e O e
- eameryt
s
- -t
. - -
p
&

e O5i e

L .
— ~
- epms S
[ -
- me /
- — %

(30 SR Y
%
13
‘I
:
L
3
¥
I
t
';
\
|
]
T
1

vy
L
-
"\‘
i P .
P Mgl - o
- U
. ™, —_
P . - -
N pe i
. S N\ %
e .

- R .
ST W .
L™ .

- i Jlrenrene o ——phiy Ak
wn
= 74 i

AL
L S

-

- .'_--’
- —— -
-
- -. e
- - )
1.
- - e
-
- - - -

oo i3] g (6 Ibze o 539 Sy (t-ValUe)CSdguimw! — (903 gl =3 JSW

0 0/67 50/33 0/19 polio wzan bl 5 1509, oo 156 omd LR T o650 leiy (sl puiio 4 bosye (slaybine
iy 4 0/35 50/15 0/02 45ks cly QT oI i i )18 Hlno ppivmad it (558 5 bawgio innsd 1l Sl cas
cuolio yo3ly g lawgio uyin )38 samd Lis 150550 (slaojl @uls Bllas Cunl (598 5 lawsio (s i a8 Sl

RV S YY) <ol d9§ﬂ



Advertising and Sales Management Journal V958 9 Clild Co o 4y i

S9NV A5l s pasls —4 Jgua

Q' jw | RT Jbxe o]
0/335 0/602 &l ol g b 5l 20T
0/398 0/738 W] Jgao j| alST
0/342 0/758 o) oalST
0/370 0/512 el o))
0/318 0/629 S5ks o)
0/514 0/724 3Skee ;)
0/340 0/769 S <Dy 4 les
0/567 0/672 ] gy 5 s,
0/259 0/456 W] 5y 5 s
0/344 0/740 S g 565 & s 5,5
0/326 0/678 o S S s
0/426 0/741 M o S
0/453 0/681 el gl S

Cuwd & bojle (o (Stsed calpd ped oy 06Sle (oS a3l (1Ske ©pi ol Sl b 5l Je (S 5l 2056
390 osalis 135 Jsesd 13 olgiss |y o s .(GOF=Vcommunality).,]

GOF = \Jcommunality xR"

e Ui B3l (2556 511y ()i g bagte « o8 Jliae i 4, 0/36 5 0/25 0/1 jy5lae (2009) o, Sen 5 5 s 3o

i & €S giion el 13bse 0.36 51 553 45 sl skbnolonal 608 L plyy GOF o il 4 453 b Lty ol 3
Gl cawolio o3l (s £ 900y

ol oad 035 5 Jgan )3 Ll (g )bline 4 bgsyo zulis § pamme ol

CAR93 S apd 3 (o1 Sl 5B L (9NN 2Lyl 5l Jols b S g

And 8 Candy t-value oo g g JITRC e ko & oo 1
als 6/622 0/338 S T
220 6/520 01342 oSS 015 STl i5))
12l 5/571 0/308 R G
b pae 1/816 0/176 S RVERRON 01 STl i)
Wl 4/801 0/254 YR S
als 50/704 0/820 W] 5y 5 b, W] 5y 5 s
ls 24/188 1/150 Mo YR RS
b 17812 1/025 o BN 25 20 o STl o)
26 19/933 1/141 S Y S
Lolgiiu g & o dd

LT llas] g mased o Shg Jalos g 3) wid > ) g o3 3390 (gjlwodly 1> S 58 b e )5 L) g Lab
5 05,8 Jae Slasl cslijye 5 515 o bl e golie iy Chyuan (sl 45 551 ol S o K yuann 2] 3 WS i

1 Wetzels et al



1404,‘{; ‘ ul)&ohs ‘_;Dbi).gw 9 E)‘) w.ﬁ.hl).'l cZIJL:J clb)l.o.w 665)9.5 cu.us)ﬁ 9 u‘&ﬁlﬁ Cy o q)m

W g logSl Cudse bbb Slojlu i 50 )Sa 5 0] 4Sed o )3 (LS0k o g b o 1) (el 63 (olod Lo
5 o 30 (BMSN 1y 3 aiab (s 3y by & bS5 (ot 2 )l g (59801 &) ) (5)S5 o805 o gl 4 3
an g gy (1393) oaise 5 ldee lagingly laadl b (iagh basl 5 1d b aus)d ol & 3yl (5)bles
il lgen (1994) lylsunle 5 55 5 (1398) o)ylSan 5 Ll e (1395)

or 48 2l (g )bline g e 3T IMSN w3 nab (S (00 ,Shos elazzl) 0nd STyl 55)) 4 A5 ol pod 4ns b
olatzl glite slai)l of Jd 4 ysbocmen o Sslise (Simjh g eloin] o Wl o of e o5 €85 )8 105 3,00 458
3L adate sl 93955 b plojed )98 25 Ohgd 3 59dS el kulpd yebisen 5 Gl 33 (BLS 5 (63,Ses

s oline g o 53T (BUSN 3 0ab gy ()b Lt g pb o EMS Jpuarms ¢ Jamociuns) (25T &S 0 ks pow 4058 5
OSen 5,00 (2013) o, an 5 5 (2015) J 5 oz slagsimngly (sloatly b (gl bl 5 05 ol 55 408 o0l &5 3>
el Glgseen (1397) obageme g o33! 9 (2018)

(53 Sas lozzl) 00 STyl (3551 5 ()b oLt 5 b ¢ BWE] S ¢ Japmacns) (2T 45 wb ol 025 5 )l 4653 52
on) 48 2l (g laliae gt 15T S g 4 (i Jgp by 4 BleS g (i 2 S g (6580 4 ) 5SS (B
9 onds 9 (1391) piSen 5 asalyl (2020) Lstinl (1994) (ljlsunle 5 oSz Ghagly sloaly b 48l 5 10b 4o
w9t bl o2 (1399) )b

oLt 5 pb e B Jpamo damocns) (BT oy abaly bjidie twasid (o Shy 45 4b ol pide g plin qid 40058
b (i Jor coby & blod g (i3 2 B g0ens oS & o) (0,55 5 (31«90, (slazzl) oad Sl 35,1 b
e g lSa (2016) Silgn imgs (cloadl b laabl a5 15wl ausd dw ol & 08 o Jodwi |y IUS] 0 5 i
vl Jlgen (2011) judgogins S 5 gadone 5 (2016)

slagings ol b (ingh ol 2l (5)bblas g Cute 35U (U 03 )L8) 52 (I 25 duad oS 03 ()l o0 4028 5
oiod 555 g ) cudly Jlyan (1393) (llase g cuwgdainsy 5 (1390) olyos, 5 ol (1388) by, 5 orol !
dally b (555 4 amd e LS IS e )l Glytdie 8 Auab  (glaliae g e ST (5,55 5 T A e e L
S o s 1y (BT 5 aad g ST ey o g (VBT 5 aaB g 00d S5 5] o

Oz ) e 5 (des Sloladl a Cal (65958 (( IMN 0y 5 L8 g 5 S 2 g slagSl (gilwodly po cuiidge gl
il ly Jloms o oges slalad byl 5l atlgi o (it 2,8 )8 Codsl o 4l ) BT 5 Sojael dud 93 plosil o>
» Sl slalgme @)L ol Mre ) bylans )15 S olitsl (IUE] Brae Sinjd gy 5 hiel Lo oS
S o ol p a5 (BT (Il rolie (slacuo ] Stan) wile ela] cloaSid

ool (gl Jizmd (ol jledlatl S (S ol ide Gl sl gaiedin lag BTl 1L ) g ¢ 2b)liL e 5l
15le Jlo (sl g Soml izmed S 3wl lyibe 3 (s ide Jhed VI o cumjlae p (EUS] Y guazio )5 Lo 53T
eiS g0 Y guasme (pl 4y (g pd Cnlla Guw S gaze ()l 5 (gl oy il b iz

Y gare Jlab gaolligles b (doee slajlil sl 4 b plpde (id 2 s gens jl colos slacdloyj dnng sl
e QBRGS0 )b G Y gae 4 (B Bpan (o piod GBI 2 ogde badliyg) cpl AUS s (S
slotel a8l amde Sl ) (el 0205 ametuns) SIS RS & s JBg e SCS )b b ()lS0n (rizmen g alys
PS5 oo Cag |y ) gcanS (I agas 4y ()l ke

@ adol dlge mlio 5 adgr d01y8 o)Ly 58> CleMbl &) .l Sl (el Sb)L olbls)l )3 cdlis § cudlad 4 as gl wolps )
Sl 5k plpde sl bl geans” sloia] (g pdpculgius onmalis oSl amd o Sl 1) il slotel s & (ol yide



Advertising and Sales Management Journal V958 9 Clild Co o 4y i

S Colin g (i lagSl ) coles

&bo

QW (g5l g pole > ] Ll Slge EALS Goymn g5 5l p3 EMS bliL i (1388) el (159, 5 ousllyl o sosl
39-29 (1

S & SIS G pne 1 5 (S5 g Jalie oy (1391) 5o JISL (513 s S o33 el ol
(P 0509 9 e B 559 Slig My by BN s g Sleles! (BT 51.(1397) e ¢ bagese waljp (3]
22-201.(:15)6

188 55 51 (S radllas 3y5) plojle b (s to dlarly bS] 5 5 o d 0 BT e (1390) ol sy ccsrime ecs)le
SY-OF: (F) 5065968 ¢ pole 55 3] ()ya5 ol o 5> aildpe Sligy dige; ,> Jlud

2 sbg o Slakiy plhyide 5 xab g (585 b (g (1395) gl o) (LS bl sl i s pingyd
84-73 139 )lis

S8y Sl bl Cgiuns 5 doly 5| (2T 15T oy (1403) 1o p0 0l Losdasme dpw s ol ss3bl i y50 €15
, 13(1), 149-160. doi: 10.22034/jtd.2023.406985.2797 dewsi 5 (£ Ki2,5" Jolo o, K53,5 aibsete

G2 9 (5,8 (bl 005 15b oy (1402) conmm g S5, el )il Loyl s 3bjg panlyl s3] 502 &)
, 12(3), 59-76. dOIi aewy 5 (K05 s b S5 Caio » b k3, olip
10.22034/jtd.2022.348354.2636

2 Jyame —Sloss el 050 3,80es byl o (b (1398) olpgl ( plople uSin oo Jly e Jsle 63 puol o Bolio
P oingn oyl )9S 3 (B pilgd (S 15 (63)90 ddlllas b (656 —(cas sbraSid 5 (Jole Lo ) osliil b (S ol mlio
.10(2), 83-12 wldas 5wy g prte

(U529 5 2928e) S o Slalllao .50 B e S 3 2 g (5)S5 32 g Jolge gy 2 (1393) ousld cositisy gamme (oo
68-39 23(75)

lall e il S e o ()0leg 5 coldjolazsl b ol dlaly 5 B9y 50 BT Culesd 392deds (b lone 5 (s gy iy
https://civilica.com/doc/261122 ;). Kal, ¢ il .y p

290 ) Slagy gl 3 85 3,8kas (g9, 60 S iy (5,5 iy (BT iy lsis 56 oy (1399) s po il colon s
31-38 9(1)eSlisy o alus oyskd g pole aoliluas (o sus ) 351 alllns

Adebayo, Y. A,, Ikevuje, A. H., Kwakye, J. M., & Esiri, A. E. (2024). Circular economy practices in the oil and
gas industry: A business perspective on sustainable resource management. GSC Advanced Research and
Reviews, 20(3), 267-285. https://doi.org/10.30574/gscarr.2024.20.3.0353

Arli, D., Tan, L. P., Tjiptono, F., & Yang, L. (2018). Exploring consumers’ purchase intention towards green
products in an emerging market: The role of consumers’ perceived readiness. International Journal of
Consumer Studies, 42(4), 389-401. https://doi.org/10.1111/ijcs.12432

Barari, Mojtaba, Ranjbarian, Bahram. (2011) Ethics in sales and its impact on the quality of customer-
organization relationship (Case study: one of the companies active in the field of men's clothing in Tehran).
Ethics in Science and Technology; 6 (4): 54-63.(in Persian)

Berglund, H., & Sandstr'om, C. (2013). Business model innovation from an open systems perspective:
Structural challenges and managerial solutions. International Journal of Product Development, 18(3—-4), 274—
285. http://dx.doi.org/10.1504/1JPD.2013.055011



https://www.sid.ir/fa/journal/SearchPaper.aspx?writer=16852
https://www.sid.ir/fa/journal/SearchPaper.aspx?writer=162532
https://www.sid.ir/fa/journal/SearchPaper.aspx?writer=170215
https://www.sid.ir/fa/journal/JournalListPaper.aspx?ID=45428
https://www.sid.ir/fa/journal/JournalListPaper.aspx?ID=45428
https://doi.org/10.1111/ijcs.12432

1404}{; ‘ ul)&obs ‘_;bbi).ﬁ.w 9 6)‘) ‘g.ﬁ.hl)al cZIJLLu db,l.o.w 465)9.5 ‘U""s)s 9 u‘&ﬁlﬁ Cy o 4.1).“.'

Bezengon, V., & Blili, S. (2010). Ethical products and consumer involvement: What’s new? European Journal of
Marketing, 44(9/10), 1305-1321. http://dx.doi.org/10.1108/03090561011062853

Bocken, N. M., Ritala, P., & Huotari, P. (2017). The Circular Economy: Exploring the Introduction of the
Concept Among S&P 500 Firms. Journal of Industrial Ecology, 21, 487-490.
http://dx.doi.org/10.1111/jiec.12605

Calvo-Porral, C., & Levy-Mangin, J.-P. (2020). The circular economy business model: Examining consumers’
acceptance of recycled goods. Administrative Sciences, 10(28), 1-13.
http://dx.doi.org/10.3390/admsci10020028

Camacho-Otero, J., Boks, C., & Pettersen, I. N. (2018). Consumption in the circular economy: A literature
review. Sustainability, 10, 2758. https://doi.org/10.3390/su10082758

Chaiken, S., & Maheswaran, D. (1994). Heuristic processing can bias systematic processing: Effects of source
credibility, argument ambiguity, and task importance on attitude judgment. Journal of Personality and Social
Psychology, 66(3), 460-473. https://psycnet.apa.org/doi/10.1037/0022-3514.66.3.460

Chekima, B., Wafa, S. A. W. S. K,, Igau, O. A., Chekima, S., & Sondoh, S. L., Jr (2016). Examining green
consumerism motivational drivers: Does premium price and demographics matter to green purchasing? Journal
of Cleaner Production, 112,3436—-3450. http://dx.doi.org/10.1016/j.jclepro.2015.09.102

Chen, M. F., & Lee, C. L. (2015). The impacts of green claims on coffee consumers’purchase intention. British
Food Journal, 117(1), 195-209. https://doi.org/10.1108/BFJ-07-2013-0196

Crane, A. (2001). Unpacking the ethical product. Journal of Business Ethics, 30(4),361-373.
http://dx.doi.org/10.1023/A:1010793013027

Deng, X. (2013). Factors influencing ethical purchase intentions of consumers in China. Social Behavior and
Personality: an international journal, 41(10), 1693-1703. https://doi.org/10.2224/sbp.2013.41.10.1693
Darvishpour, Hassan, Najafizadeh, Nader Al-Sadat, Kiani Rad Dariush. (2016). Investigating the effect of
attitude and purchase intention of retail brand customers on trust, pessimism and perceived benefit. Case study:
Etka chain store in Arak city. Specialized quarterly journal of advertising and marketing, No. 3, Summer 2016,
73-84.(in Persian)

Diddi, S., & Niehm, L. S. (2016). Corporate social responsibility in the retail apparel context: Exploring
consumers’ personal and normative influences on patronage intentions. Journal of Marketing Channels, 23(1-
2), 60-76. http://dx.doi.org/10.1080/1046669X.2016.1147892

Ebrahimi, Abolghasem, and Roudani, Amin. (2009). The role of ethical marketing in food consumer purchasing
behavior. Ethics in Science and Technology, 4(2-1), 29-39.(in Persian)

Ebrahimi, A. , Jafarzadeh, M. and Bozorgi, S. (2012). Analyzing factors Affecting Consumers’ Attitude &
Intention to Purchase Counterfeit products of luxury Brands In clothing Industry. New Marketing Research
Journal, 2(3), 1-34.(in Persian)

Frishammar, J., & Parida, V. (2019). Circular business model transformation: A roadmap for incumbent firms.
California Management Review, 61(2), 5-29. https://doi.org/10.1177/0008125618811926

Hankammer, S., Brenk, S., Fabry, H., Nordemann, A., & Piller, F. T. (2019). Towards circular business models:
Identifying consumer needs based on the jobs-to-be-done theory. Journal of Cleaner Production, 231, 341-358.
http://dx.doi.org/10.1016/j.jclepro.2019.05.165

Harrison, R., Newholm, T., & Shaw, D. (2005). The ethical consumer. London: Sage.
https://doi.org/10.4135/9781446211991

Intelligence, 1. (2020). Svenskar och hallbarhet.

Izadi, B. and Mahmoodian, A. (2018). The Impact of Awareness, Emotions, and Moral Intensity on Intention
to Buy Counterfeit Sports Apparel. Research on Educational Sport, 6(15), 201-222. doi:
10.22089/res.2017.4234.1305(in Persian)

Ko, E., Hwang, Y. K., & Kim, E. Y. (2013). Green marketing functions in building corporate image in the retail
setting. Journal of Business Research, 66(10), 1709-1715. Ko, E., Hwang, Y. K., & Kim, E. Y. (2013). Green
marketing functions in building corporate image in the retail setting. Journal of Business Research, 66(10),
1709-1715.https://doi.org/10.4135/9781446211991

Kumar, R., Kumar, K., Singh, R., S4, J. C., Carvalho, S., & Santos, G. (2023). Modeling Environmentally
Conscious Purchase Behavior: Examining the Role of Ethical Obligation and Green Self-Identity.
Sustainability, 15(8), 6426. https://doi.org/10.3390/su15086426



https://doi.org/10.2224/sbp.2013.41.10.1693
http://dx.doi.org/10.1080/1046669X.2016.1147892
https://doi.org/10.3390/su15086426

Advertising and Sales Management Journal V958 9 Clild Co o 4y i

Lewandowski, M. (2017). How cultural organizations use digital technologies to enhance circular business
models. International Journal of  Environment Policy Decision Making, 2, 79-97.
http://dx.doi.org/10.1504/IJEPDM.2017.083918

Lieder, M., Asif, F. M., Rashid, A., Miheli'c, A., & Kotnik, S. (2018). A conjoint analysis of circular economy
value propositions for consumers: Using “washing machines in Stockholm” as a case study. Journal of cleaner
production, 172, 264-273. https://doi.org/10.1016/j.jclepro.2017.10.147

Michaelidou, N., & Christodoulides, G. (2011). Antecedents of attitude and intention towards counterfeit
symbolic and experiential products. Journal of Marketing Management, 27(9-10),976-991.
http://dx.doi.org/10.1080/0267257X.2010.549189

Mohd Suki, N. (2016). Consumer environmental concern and green product purchase in Malaysia: Structural
effects of consumption values. Journal of Cleaner Production, 132, 204-214.
https://doi.org/10.1016/j.jclepro.2015.09.087

Mostaghel, R., & Chirumalla, K. (2021). Role of customers in circular business models. Journal of Business
Research, 127, 35-44. https://doi.org/10.1016/j.jbusres.2020.12.053

Mohammadian, M. and Bakhshandeh, G. (2014). Exploring the Effective Factors on Consumers’ Attitude and
Green Purchase Intention. Management Studies in Development and Evolution, 23(75), 39-68.

Parida, V., & Wincent, J. (2019). Why and how to compete through sustainability: A review and outline of
trends influencing firm and network-level transformation. International Entrepreneurship and Management
Journal, 15, 1-19. https://link.springer.com/article/10.1007/s11365-019-00558-9

Planing, P. (2015). Business model innovation in a circular economy reasons for non-acceptance of circular
business models. Open Journal of Business Model Innovation., 1 (11), 1-11.

Ragazou, K., Zournatzidou, G., Sklavos, G., & Sariannidis, N. (2024). Integration of Circular Economy and
Urban Metabolism for a Resilient Waste-Based Sustainable Urban Environment. Urban Science.
https://doi.org/10.3390/urbansci8040175

Sheth, J., Newman, B., & Gross, B. (1991). Why we buy what we buy: A theory of consumption values. Journal
of Business Research, 22(2), 159-170. https://doi.org/10.1016/0148-2963(91)90050-8

Soroush, M., & Shahbakhti, M. (2023). Special issue on “Optimal design and operation of energy systems.’
Optimal Control Applications & Methods, 44(2), 351-354. https://doi.org/10.1002/0ca.2974

Stal, H. 1., & Corvellec, H. (2018). A decoupling perspective on circular business model implementation:
lllustrations ~ from  Swedish  apparel. ~ Journal of  Cleaner  Production,  171,630-643.
http://dx.doi.org/10.1016/j.jclepro.2017.09.249

Statista (2018). Sustainability themed investments in Europe 2005-2015 |
Survey.https://www.statista.com/statistics/422435/socially-responsible-investments-europesustainability-
themed/ Accessed 21 September 2018.

Sadeghi, A., Azar, A., Valmohammadi, C. and Alirezaei, A. (2019). Designing a product-service supply chain
performance evaluation model in the home appliance industry using factor analysis and fuzzy neural networks
Case study: home appliance companies in Iran. Research in Production and Operations Management, 10(2),
83-123. doi: 10.22108/jpom.2019.116300.1193 (in Persian)

Statista. (2020). Importance of sustainability when shopping online in Sweden in the first quarter of 2020, by
category Accessed 11 August 2020 https://www.statista.com/st atistics/1019076/importance-of-sustainability-
when-shopping-online-in-sweden-by- category/.

Stubbs, W., & Cocklin, C. (2008). Conceptualizing a ‘sustainability business model. Organizational
Environment, 21, 103-127. https://doi.org/10.1177/1086026608318042

Taherdangkoo, M., Ghasemi, K., & Beikpour, M. (2017). The role of sustainability environment in
exportmarketing strategy and performance: a literature review. Environment, Development and Sustainability,
19, 1601-1629 (in Persian)

The Economist (2018). The world is losing the war against climate change” Aug 2th, [Online]. Available:
https://www.economist.com/leaders/2018/08/02/the-world-i s-losing-the-war-against-climate-change
Accessed 18 September 2018.

VazifehDoost, Hossein and Memarian, Shima, 2013, Ethics in Sales and Its Relationship with Customer Trust,
Satisfaction and Loyalty, International Conference on Management Challenges and Solutions, Shiraz,
https://civilica.com/doc/261122 (in persian)

’



https://doi.org/10.1016/j.jbusres.2020.12.053
https://doi.org/10.3390/urbansci8040175
https://www.statista.com/statistics/422435/socially-responsible-investments-europesustainability-themed/%20Accessed%2021%20September%202018
https://www.statista.com/statistics/422435/socially-responsible-investments-europesustainability-themed/%20Accessed%2021%20September%202018
https://www.statista.com/statistics/1019076/importance-of-sustainability-when-shopping-online-in-sweden-by-category/
https://www.statista.com/statistics/1019076/importance-of-sustainability-when-shopping-online-in-sweden-by-category/
https://www.statista.com/statistics/1019076/importance-of-sustainability-when-shopping-online-in-sweden-by-category/
https://www.statista.com/statistics/1019076/importance-of-sustainability-when-shopping-online-in-sweden-by-category/
https://civilica.com/doc/261122

1404,1{; ‘ ul)&obs ‘_;bbi).gw 9 E)‘) ‘g.ﬁ.hl)al cZIJLLu clb)l.o.w 465)9.5 ‘U""s)s 9 u‘&ﬁlﬁ Cy o 4.1).“.'

VALIPOUR, P. and Sayary, M. (2020). Investigating the Impact of Brand Title, Brand Awareness, Brand
Attitude, and Brand Reputation on Brand Performance in Garment Industries (Case study of Lc Man
Brand). Journal of Textile Science and Technology, 9(1), 31-38. (in Persian)

Wetzels, M., Odekerken, S. G., & Vanoppen, C. (2009). Using PLS Path Modeling for Assessing Hierarchical
Construct Models: Guidelines and Empirical lllustration. MIS Quarterly, 33(1), 177-195.

Yadav, R., & Pathak, G. S. (2016). Young consumers’ intention towards buying green products in a developing
nation: Extending the theory of planned behavior. Journal of Cleaner Production,135, 732-739.
https://doi.org/10.1016/j.jclepro.2016.06.120

Xia, Q., Tian, G., Zhao, D., Zhao, Q., & Varis, O. (2024). Effects of new-type urbanization on resource pressure
: Evidence from a water-energy-food system perspective in China. Sustainable Cities and Society, 107, Article
105411. https://doi.org/10.1016/j.5¢s.2024.105411

Zucchella, A., & Previtali, P. (2018). Circular business models for sustainable development: A “waste is food”
restorative ecosystem. Business Strategy and the Environment, 28, 274-285. https://doi.org/10.1002/bse.2216

Zarepour Nasirabadi, E., Seyedin, S. M., & Behzadi, M. (2024). Investigating The Effect Of Awareness Of
Consequences And Ascribed Responsibility On The Civilized Behavioral Intentions Of Beach Tourists. Journal
of Tourism and Development, 13(1), 149-160. doi: 10.22034/jtd.2023.406985.2797 (in Persian)

Zarepour Nasirabadi, E., youzbashi, A., Eskandar, F., & Nikpey, S. (2023). Investigating The Influence Of
Sensory, Emotional, Behavioral And Mental Experience On The Behavioral Intentions Of Customers In The
Tourism Industry In Tehran. Journal of Tourism and Development, 12(3), 59-76. doi:
10.22034/jtd.2022.348354.2636 (in Persian)




