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 The aim of this study was to investigating consumption values and cultural values with 

buyers of organic products. The population of this study was unlimited; include all 

citizens of Ilam province. The sample was collected randomly. In order to collect data 
questionnaires were used. A total number of 384 people were collected. The 

Chronback's Alpha coefficient of all questionnaires was 0.896. The data was analyzed 

descriptively and inductively, through SPSS and LISREL software were tested. The 
findings of this research show that there is a significant relationship between all 

variables consumption value (functional value, emotional value, social value, cognitive 

value, circumstantial value) with buyers of organic products' behavior. Also, there is a 
significant relationship between cultural values (collectivism, pleasure/enjoyment, 

security, religions obligation) with organic products buyers' behavior. But there is no 

relationship between individualism with buyers' behavior . 
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INTRODUCTION 

 

 In general concept of value is one of all- purpose concepts in social sciences, and in management field, 

particularly.  

 This concept was used in accounting and financial fields, economics, information system management, 

moral sciences [9]. Value is the criterion of customer's selection, and is a comparison that customers compare 

payable costs and receivable interests [4]. Buyers' selection in market is multidimensional phenomenon that 

includes multi- aspect values. Consumers consider some values to products, this will affect on their motives to 

purchase, by itself. There values include functional, social, emotional, cognitive and circumstantial ones. 

Consumption value investigates individuals' implicite and explicit reasons and motivations, when they are in the 

position of consumer make decisions, also the foundation of research is consumer. [14]. Consumption values are 

defined as consumers' perceived value of product or service [16] that's include costs and interests that arise from 

purchasing and consuming products [6].  

 Consumers are not select a commercial brand or goods only for its suitable application and utility or 

because it fulfills the function, but they may select the goods and commercial brands because these show 

consumers personality, their social status and satisfying their psychological needs such as their need to change 

or evolution in emotional goals [7].  

 Culture is a coherent set of beliefs, values, norms, customs, art, technology, etc that it is accepted by 

majority of society and transfers from one generation to another. According to our definition of culture, the most 

important element of culture is value. Some of those who investigated and payed attention to values are 

"Alport", "Vernon", "Lindzy" and "Rokich". Cultural values are accepted beliefs that approve individuals' 

desires and all believe in it. These values can affect on individuals' behavior by norms that are accepted range 

reactions in specific success. One suitable approach in order to perceive cultural differences in behavior is inner 

and pivotal value, of different cultures.  

 Today, most of consumers conclude that their purchasing behavior has effect on environmental issues and 

these issues are of most important criterions that consumers consider while purchasing [1]. The basic advantages 

of organic products are health dietary, healthy society, endurance of production resources, diversity and 
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reducing production risk, environmental, social and economic effects. Of course this production method has 

disadvantages and problems, such as reduction of productivity function result in reducing the use of chemical 

composts and toxins. Unlike more emphasis on the role of culture in consuming organic products, their 

consequences were not examined and investigated scientifically and coherently. While in most countries, studies 

have done about the role of culture in purchasing and consuming organic products, direct and indirect 

consequences, and examining these tendencies qualitatively and quantitatively. Accordingly this study is going 

to answer this question: In there any direct relationship between consumption values and cultural ones with 

organic product buyers' behavior? 

 

Background of the Study: 

 In U.S Fitch, did a research with the title of "the effect of consumption value and beliefs on purchasing 

behavior of organic dietary materials". Findings of the research show that combination of consumption values, 

form consumers, selection incentives regard to organic dietary materials.  

  Pei Chun Lin & Huang [12] have done a research with these title effective factors on buyers' behavior in 

market regard to buying green products. The findings of this study show that social values have considerable 

effect on buyers' selection behavior, main effective factors in buyers' selection behavior related to green 

products are include: Psychological advantages, tendency to knowledge, looking for novelty, specific situations 

but, functional values, price and quality are not included.  

 Kari [8] has done a research with this title "The effect of cultural values and life style on selecting internal 

brands". The results of this study shown that collectivism and religious obligation have direct and positive effect 

on selecting internal brands.  

 Mukhtar & Butt [11] in an artich with the title "The role of religion in purchasing "halal" products" referred 

that religious obligation is one of the key elements of individuals' desire to purchase products with "halal" 

brand.  

 Burcu & Seda. [3] have done a research with this title "Investigating the relationship between consumption 

values and individual's ones of green product buyers. The results of research shown that there is a significant 

relationship between consumption value and green product purchasing behavior.  

 Bashir et al [2] have done a research by title "Investigating the effect of cultural values and life style on 

purchasing behavior in Pakistan. The results revealed that there is a significant relationship between cultural 

values and life style.  

 Abbasi et al [1] in a research have done a research by title "Investigating effective factors in green 

purchasing behavior of Iranian students". The findings of this study revealed that five dimension of value 

(security, religious obligation, individualism, collectivism and self- indulgence) have affect on green purchasing 

behavior of population of the study.  

  

Review of Literature:  

 Consumer's consumption value have a critical role in all activities of marketing, in addition, consumer's 

value is considered as a connection between consumer and marketing theory, consumer's values model states 

that in this theory five value may have different effects on a specific selection. According to this model five 

values have effect on consumers' selection, these are included: functional, social, emotional, cognitive and 

circumstantial values.  

 Functional values: Traditionally, functional value was accepted as initial incentive in consumer's selection. It may 

result in features or characteristics such as stability, durability and price.  

 Social value: This demonstrates social desirability and shows that friends and coworkers have that product. 

 Emotional value: These values arise from emotions and feelings. Buyers' selection in market may relate to 

emotional values of replacement for incitement of desirable feelings. Most of products in order to arousing 

special feelings and emotions interconnected. Emotion value relates to individuals' emotional responses to 

product [15].  

 Cognitive value: It refers to novelty aspects of product and degree of its novelty.  

 Circumstantial value: It is considered as achieved profit through a special circumstance or a set of 

consequences that one who selects confronted with it physical or social circumstances promote functional or 

social values [15].  

 An individual behavior results in cultural value system that specified in a specific field. As regional micro- 

cultures and familial values help to form individual cultural values. Therefore cultural values system consists of 

cultural elements that individuals with their specific values belong to it. Schwartz [13] defined human values as 

desirable goals that their degree of importance are different and specified human movement principals. It means 

that values are stable and constant and make desirability and well- being of environment. Consumers' values and 

beliefs must consider when investigating effective values on purchasing decisions. Environmental values play a 

curtail role in environmental accordance behaviors, since people's beliefs are influenced by values and this 

effect on personal norms, so leads to environmental positive behavior. Recent studies show that in different 
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fields, religion as an important and effective cultural factor was investigated. Religious obligations have an 

important role in individuals' life through forming their beliefs, knowledge and attitude. Religious obligation are 

defined as "a degree or extent that a person be loyal to his/her religious values, beliefs and commands and 

perform them in their daily life's [18]. Religions states that how people must behave to each other and how they 

interact to community. These guidance's provide moralism. One of the issues that is considered in Islamic 

religious literature, is environment. Muslims believe that their religious sources including 'Koran' (Quran) and 

'Suna' answer to all questions such as moral related to environment.  

 According to Triandis [17] other two main values that effect on consumer's behavior are individualism and 

collectivism. Individualism reveals that to what extent a person focuses on himself/herself. On the other hand 

collectivism refers to cooperation, harmony, sympathy, assistance, to pay attention to team goals and collective 

goals' superiority to individuals' one. The researcher shown that collectivisms have more norms to affect social 

behaviors than individualism; Different studies revealed that collectivism have an important and considerable 

effect on consumer behavior. Also in other studies two other variables of value variables were investigated: 

pleasure of enjoyment and security [10]. This researchers in their study have investigated history and reasons of 

resumption behavior (desirable behavior of environment), in order to plan public and educational services in 

resumption behavior. Investigating different kinds of personal values, pleasure/enjoyment and security have 

important role. The findings of their study shown that pleasure/ enjoyment variable have a positive relationship 

with importance of resumption. This relationship reveals that those who pay attention to pleasure or enjoyment 

in their life's, probably pay attention to their interaction with environment, too. In this case study, they found 

that security has no considerable relationship with resumption behavior.  

 Organic agriculture was indirection of developing constant agriculture and refers to a set of operations that 

their end is reducing unnatural material consumption; finish the use of chemical composts and toxins, preserver 

materials, chemical medicines, produced organisms by genetic engineering and backwaters. Investigations 

revealed that global welcoming process of organic agriculture was promising. It can be referred to increase of 

concerns about pollution of resources, health dietary, human and animals and also paying more attention to 

nature values and natural views. According to above mentioned materials and theories, this research investigated 

consumption and cultural values of buyer's behavior according to following theoretical framework. 

 
 

Fig. 1: Conceptual diagram of research. 

 

Main Research Hypotheses:  

 First basic hypothesis: There is a direct relationship between consumption value and organic products 

buyers' behavior.  

 Second basic hypothesis: there is a direct relationship between cultural values and organic products buyers' 

behavior.  

 

Research Alternative Hypotheses: 

 First alternative hypothesis: There is a direct relationship between functional value and organic precuts 

buyers' behavior.  

 Second alternative hypothesis: There is a direct relationship between social value and organic products 

buyers' behavior.  

 Forth alternative hypothesis: There is a direct relationship between cognitive and organic products buyers' 

behavior.  

 Fifth alternative hypothesis: There is a direct relationship between circumstantial value and organic 

products buyers' behavior.  

 Sixth alternative hypothesis: There is a direct relationship between religious obligations and organic 

products buyers' behavior.  

 Seventh alternative hypothesis: There is a direct relationship between individualism and organic products 

buyers' behavior.  

 Eight alternative hypotheses: There is a relationship between collectivism and organic products buyers' 

behavior.  
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 Ninth alternative hypothesis: There is a direct relationship between self-indulgent and organic products 

buyers' behavior.  

 Tenth alternative hypothesis: There is a direct relationship between security and organic products buyers' 

behavior.  

 

Research Methodology: 

 This study with regard to its practical end and method is a descriptive research. The method of collecting 

data in this study is surveying and instrument of collecting data is a questionnaire. The population of the 

research was unlimited and consists of all citizens of Ilam province. By Kerjesi and morgan table, the total 

number of 384 person were selected. In order to investigate consumption value and buyers' behavior Shiaoo 

questionnaire was used. Also cultural values was investigated according to Abbasi, et al questionnaire. The 

items of questionnaire were set based on Likert Scale form 1 (strongly disagree) to 5 (strongly agree). Content 

validity of research questionnaire were investigated and accepted by 10 experts. In order to determine 

questionnaires stability Cronbach's alpha coefficient was used for both basic and alternative variables.  

 
Table 1: Results of Cronbach's alpha for each variable. 

Variable Number of items Chronbach's alpha 

Circumstantial value 7 0.784 

Functional value 3 0.732 

Social value 3 0.796 

Emotional value 3 0.726 

Cognitive value 2 0.731 

Purchasing behavior 3 0.714 

Individualism 4 0.725 

Collectivism 3 0.737 

Pleasure 2 0.721 

Religious obligations 7 0.838 

Total 38 0.896 

 

 According to Chronbach's alpha coefficient quantity it can be infer that research instrument has relative 

desirable stability. In order to determine the relationship between research variables, correlation coefficient of 

variables were determined and investigated. In order to investigate the relationship between covert and overt 

variable approval analysis was used. Also for determining the effect of variables on each other and testing 

hypotheses structural equations modeling method was used. Data were analyzed by SPSS software, version 20 and 

LISREL with confidence interval 95 percent was used.  

 

Research Findings: 

 In data distribution through Kolmogorov- Smirnov test (K-S), it was cleared that for three variables of 

research the level of error was more than 0.05, so all three variables have normal distribution (Table 2).  

 
Table 2: Kolmogorov- Smirnov test for investigating normality of research variables. 

Index 
Circumstantial 

value 

Functional 

value 

Social 

value 

Emotional 

value 

Cognitive 

value 

Buyers' 

behavior 

(K-S) test 1.243 1.262 1.23 1.244 1.443 1.138 

Level of 

significant 
0.062 0.073 0.068 0.064 0.057 0.122 

Test results Normal Normal Normal Normal Normal Normal 

Index Individualism Collectivism Pleasure Security Religious obligation 

(K-S) test 1.089 1.012 1.229 1.152 0.197 

Level of 

significant 
0.234 0.275 0.061 0.108 0.21 

Test results Normal Normal Normal Normal Normal 

 

Validity and Stability Tests: 

 In this study measured variables were evaluated in order to determine stability and validity. Variables 

stability was investigated by internal validity method and by Cronbach's alpha. According to measuring model 

research variables convergent validity were investigated. In order to investigate convergent validity average 

variance extracted was used. Average variance extracted  (AVE) for a covert variable is the sum of operator 

square divide by total numbers. In order to making convergent validity, calculated AVE must be more than 0.05 

for each Index. (Table 3).  

 As the data of table 3 show the AVE quantity of all research Index are more than 0.5. So the convergent 

validity of questionnaires items was accepted. If the average variance extracted (AVE) for a variable is more 

than power of cohesive variables, so diagnostic validity for that variable exists. In table (4) numbers on main 

diagonal are average variance extracted.  
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Table 3: Investigating average variance extracted of research Index. 

Index AVE Accepted level Result 

Individualism 0.785 0.5 Making convergent validity 

Collectivism 0.769 0.5 Making convergent validity 

Self/indulgent 0.820 0.5 Making convergent validity 

Security 0.883 0.5 Making convergent validity 

Religious obligation 0.707 0.5 Making convergent validity 

Functional value 0.783 0.5 Making convergent validity 

Emotional value 0.780 0.5 Making convergent validity 

Emotional value 0.805 0.5 Making convergent validity 

Cognitive value 0.811 0.5 Making convergent validity 

Circumstantial vale 0.823 0.5 Making convergent validity 

Organic products buyers' behavior 0.793 0.5 Making convergent validity 

   
Table 4: AVE and correlation between research variables. 

Index IND COL HED SEC REO FUV EMV SOV COG SIT BOB 

IND 0.785           

COL 0.185 0.769          

HED 0.134 0.292 0.820         

SEC 0.092 0.102 0.292 0.883        

REO 0.351 0397 0.240 0.266 0.707       

FUV 0.172 0.185 0.281 0.199 0.275 0.783      

EMV 0.169 0.244 0.436 0.207 0.165 0.166 0.780     

SOV 0.181 0.232 0.130 0.154 0.366 0.154 0.202 0.805    

COG 0.203 0.264 0.152 0.168 0.236 0.204 0.365 0.325 0.811   

ST 0.165 0.231 0.212 0.274 0.229 0.329 0.172 0.197 0.213 0.823  

BOB 0.163 0.243 0.176 0.348 0.187 0.304 0.263 0.214 0.279 0.241 0.793 

 

 As it is clear from table (4), average variance extracted for each variable is its correlation with other 

variables. Therefore diagnosis validity of research variables was proved.  

 

Measuring Model Test: 

 Before testing structural model, for assurance about accuracy of measuring model approval analysis was 

used. Second order operator analysis was done for external variable (buyers' behavior) and internal variables 

(cultural and consumption values). Results show that fitness indexes for all variables of measuring model have a 

better fitness.  

 
Table 5: Fitness index of structural model. 

Fitness Index Desirable quantity Result 

df/2  < 3.00 2.518 

GFI > 0.90 0.92 

RMSEA < 0.08 0.062 

RMR < 0.05 0.042 

NFI > 0.90 0.94 

IFI > 0.90 0.95 

CFI > 0.90 0.95 

 

Structural model test:  

 Structural equations model technique was used for testing the effect and relationship between covert 

variables. The results of structural model show that calculated fitness indexes provide a suitable model. In order 

to determine the significant level of two variables we stated that if the absolute value of significant number (t-

value) between two variables was more than (1.96), so there is a significant relationship between these two 

variables. Also according to standard estimation coefficient the extent of influence of variables on each other 

was investigated. Direction coefficient and results of significant level were given in the following table. 

 
Table 6: Results of evaluation of structural model. 

Direction Direction 

coefficient (  ) 
Significant value (t-

value) 

Degree of 

effectiveness From variable To variable 

Individualism 

Organic products buyers' behavior 

-0.23 -2.85 (8) 

Collectivism 0.27 2.61 (7) 

Self/ Indulgent 0.45 5.72 (2) 

Security 0.42 5.38 (3) 

Religious obligations 0.29 3.75 (6) 

Functional value 0.46 6.09 (1) 

Emotional value 0.31 3.52 (5) 

Social value 0.45 5.88 (2) 

Cognitive value 0.33 3.74 (4) 

Circumstantial value 0.29 2.91 (6) 
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 As it can be seen from table (6), absolute value of all quantity T-value for significant coefficient test is more 

than 1.96. So, all coefficients in direction in 0.05 level are significant. Also according to direction coefficient 

between two variables of individualism and buyers' behavior it was cleared that there is an inverse relationship 

between them. So seventh alternative hypothesis was rejected.  

 

Testing research basic hypotheses:  

 In this section, for investigating basic hypotheses structural equation method was used.  

Diagram 1: The results of approving the model of relationship between consumption value and buyers' behavior 

is equal to (0.48), this value shows that instead of changing one unit in consumption value, buyers' behavior 

variable will change (0.48) of unit. Direction coefficient between cultural value variable and buyers' behavior 

estimates equal to (0.31) this value shows that instead of changing one unite in cultural values variable, the 

buyers' behavior variable will change (0.31) approximately.  

Diagram 2: T-value, results of approving the model of relationship between consumption and cultural values 

and organic products buyers' behavior 

 

Analysis the results of estimated significant value of structural model are:  

 According to diagram (2) absolute value of significant number of direction between consumption value and 

buyers' behavior is (6.59), more than (1.96), therefore the relationship between these two variables with 

confidence level 0.95 was proved. Also significant value of direction between cultural values and buyers' 

behavior is equal to (4.78) that more than (1.96), therefore the relationship between these two variables in 

confidence level 0.95 was proved. So the effect of independent variable on dependent one in confidence level 

0.95 was proved. According to the final model it is obvious that the relationship between all variables in initial 

model is significant. Therefore research model was proved.  

 

Discussion and conclusion: 

 The aim of present study is to investigate the factors that have effect on buyers' behavior in market. These 

factor were investigated as consumption value- Sheth, et al [14] claimed that buyers' selection in market is a 

dependence of multiple values, research results introduced consumption value as effective structures on organic 

products purchasing behavior, that the claim of Sheth and his colleague was proved. The findings of this 

research are in accordance with previous ones. In the following we refers to some of them. the finding of Fitch 

research (2006)in investigating the effect of consumption values in organic products buying behavior in U.S 

have the same results. Operational analysis that was used for 46 criterion provide 19 agent, that 12 of them are 

related to functional and social values. The results of diagnosis analysis of data show that combination of 

consumption value, will form consumers' selection incentive related to organic dietary. Park and Rabolt used 

this model, besides cultural value in order to investigate commercial name picture in Korea and U.S. The results 

of their research revealed the more influence of circumstantial value and emotial value for American and 

Korean, respectively. Also it shows the effect of consumption values on commercial name picture. According to 

the importance of predicting consumers' future demand in country, by using methods and models of effective 

consumption value is able to influence on purchasing behavior.  

 In this study collectivism, security, religious obligations, pleasure/ enjoyment have more effect on 

purchasing behavior, directly. But the relationship of individualism with buyers' behavior was not proved. The 

finding of this study were similar to the results of studies that proved the relationship between consumption 

value and purchasing behavior [14,12,3] and relationship between cultural values and purchasing behavior [2,1]. 

The results of this study show the importance of increasing consumers' awareness of organic products dietary 

value in changing their consumption behaviors and developing production and consumption of healthy dietary 

materials. Although Iran is a developing country, with low or medium income level, but people are willing to 

buy organic products with any price even a price more than non organic ones. This shows society pay more 

attention to healthcare.  
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