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ABSTRACT 
The present study aimed to assess the impact of perceived risk and perceived value on 

consumers' green trust in low consumption electronic products. The population in this study 

consists of electronic product customers who purchased these products in Bandar Anzali t in 
2014. The study is applied and correlational in terms of objective. In order to collect data, 

standard questionnaire was used. Consequently, structural equation modeling was used to 

analyze data and test the five hypotheses posed in this study. The results of testing the causal 
model show that perceived green value has a positive direct influence on green satisfaction and a 

positive indirect influence on green trust. It was also found that perceived risk has a negative 

direct influence on green satisfaction and has a negative indirect influence on green trust. It was 
also found that green satisfaction, has positive direct on green trust. 

 
KEY WORDS: Perceived risk, perceived value, green trust, green satisfaction, low consumption 
electronic products. 

Master of  Public Administration, 
Human Resources, Islamic Azad 
University, Rasht Branch, Rasht, 

 
Address For Correspondence: 
Habibeh Khoshamooz, Master of 
 Public Administration, Human 
Resources, Islamic Azad 
University, Rasht Branch, Rasht, 
E-mail: 
khoshamooz_ha@yahoo.com( 

 
Received: March 23, 2015 
Accepted: June 28, 2015  
Published: July 1, 2015 

 

INTRODUCTION 

 

  These days, the consumers, lean to the products called "Environmental Friendly". The reason of such 

awareness is that the Green Groups are more active than before, the legislation is in national and international 

levels, and the people are aware of the disaster resulted from industry (Joonas, 2004). On the other hand, 

positioning happens when what is produced by a company be different from the other ones, and value the 

customers by this way. So, as the environmental and social issues are important for the customers, considering 

the environmental issues and social ones can be a competing advantage for the companies, and the companies 

can position in the market through this way (Soonthonsmai, 2007).   

 Trust is a grade of trust that the company does as is expected. Trust is a tendency to accept the vulnerability 

based on positive expectations of the other behavior or interests. Trust consists of three believes: perfectness, 

propitious, and power. In addition, the trust consists of a trend to be independent to the other person. This 

independence created based on the expectations ofthe perfectness, the propitious, and the power of the 

person.The trust of a customer can affect his buy. As some companies present their new line of products, with 

confusing Green claims, and exaggerate about their environmental values, the other customers can`t count on 

them. "Green Trust" is a tendency to being dependent to products, or services, or even a brand based on the 

expectations made from their perfectness, propitious, and power on environmental performance (HadiZade et 

al., 2012). 

 Green satisfaction is the feeling of a person of enjoying or disappointing created from the comparison 

between what he gained of the function of an especial product, and his expectation. Satisfaction is the much of 

enjoy after consuming, or the satisfaction relating to the consuming. Satisfaction can be along with the feeling of 

admission, happiness, comfort, excitement, and pleasure. In fact "Green Satisfaction" is the much of pleasure 

obtained from consuming, in a manner that environmental needs, stable expectations, and green needs be met 

(Chen, 2010).  

 Green perceived quality is the judge of the customer about the environmental advantage or priority of a 

product or commercial brand (Chen and Chang, 2013). Green perceived risk is the expectations of negative 

environmental consequences related to the behavior of buying (Chen and Chang, 2013). 
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Theoretical Basic and literature: 

 One of the most important goals of commercial organizations, is creating a strong green brand, and 

increasing the especial value of a green brand, nowadays (Kang and Hur, 2011).It is necessary to consider green 

branding in an especial way, to stable the organization and even to guarantee its brand (RezayeeDolatAbadi, and 

Gharib poor, 2010). 

 Green marketing aiming two main destinations of improving the quality in aspect of environment and 

satisfying the customer, likes to meet the needs of aware consumers in an effective way (Yavari, 2007). The 

companies producing the low- consumption products can benefit from descending the overall expenses of the 

company and having a better competing position, through the way of getting green. In addition, getting green by 

improving the function of the sources, and descending the expenses, may suggest a higher competing position 

comparing to the other companies (MoeinNejad, 2011). Therefore, the main goal of this work is a survey on the 

green perceived risk and value by the consumers of low- consumption electronic products in Bandar Anzali city. 

It seems that one of the problems in this area is being unsure about the products whose claim is low- consuming. 

So, the main question of the work is that whether the perceived risk and value has any effect on green trust of 

the consumers of low- consumption electronic products in Bandar Anzali city .   

 HadiZadeMoghadam e al. (2011) said that the image of green brand has adistinguished effect on the trust 

toward the green brand and the satisfaction of green brand. In addition, being content about the green brand has 

a distinguished effect on the special value of green brand and the trust it, and also it`s priority. The researchers 

believe that perceived quality has an optimistic effect on green content. In fact satisfaction is a result of the 

function of the product or the brand.  

 In addition, the intention of a purchase is affected by the risks, especially the risk of the consequences after 

purchasing. Indeed, perceived risk is a subjective estimation, which relies on the consequences of a fault in 

making decision for a purchase.  

 Trust, is the estimated function of the others. In fact, trust is that to what extent you are liable on the other 

one, based on the expectations of the abilities, reliability, and mercifulness. The satisfaction of the customer is a 

fundamental long- term factor, related to the consumer. Therefore, the satisfaction is a general estimation of 

economical or ethical circumstances that can be effective in a positive way, on the relationships among the 

consumers. The trust of the consumer is under the control of his satisfaction. In fact, the previous researches 

present the idea (Chen, 2010). 

 By these explanations, the conceptual plan applied in the work, is from the research done by Chen and 

Chang (2013), which is shown in figure 1.  

 

 
 

 

Figure 1: the plan of the work (Chen and Chang, 2013, 70) 

 

The main object: 

 The main object of the work is a survey on the perceived risk and value by green trust of the consumers of 

low- consumption electronic products in Bandar Anzali city. 

 

Hypothesis: 

Hypothesis 1- Green perceived quality has a positive effect on green satisfaction. 

Hypothesis 2- Green perceived risk has a negative effect on green satisfaction.  

Hypothesis 3- Green perceived risk has a negative effect on green trust.  

 

Method of research: 

 The content of the specimen in modeling methodology of construction equilibriums can be between 5 to 15 

observations for each measured variable. It means 5q ≤ n ≤ 15q, in which q= the number of done observations 

(questionnaire items) and n= the content in the specimen (Hooman, 2007). Considering that this questionnaire of 

the work contains 19 items, the content of the specimen will be about 190 with 10 observations for each 

variable. To receive more answers, the questionnaires issued among 250 people of customers of electronic 

products in Rasht province, that 230 of them were acceptable for analyzing. 
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 In this work, the analysis are done by descriptive statistics and also statistical inferences methods. Indeed, 

primarily the data of variables are inserted in SPSS software under tables and statistical indexes, then to analyze 

the data, examining the hypothesis, and also generalizing the specimen to statistical society, we help from 

constructional equilibrium modeling.  

 

Examining the Hypothesis of the Research: 

 The cause- model of the research is discussed here. Based on constructional equilibrium modeling method, 

the model of the research is fittedby lizrelsoftware 8.2. In this model, the relations between the variables is 

considered merely, and the coefficients of the relations are obtained.  

 The results of examining the hypothesis of the research (verified or not) based on constructional 

equilibriums, are summarized in table 1 The results from examining the constructional equilibrium modeling, 

show that in this work, all the hypothesis have a significant direction, and are verified.  

 
Table 1: the results of examining the hypothesis of the research. 

Hypothesis Description Estimated standard t item Result 

1 
Hypothesis 1- Green perceived quality has a positive 

effect on green satisfaction. 
0.77 2.43 Verified 

2 
Hypothesis 2- Green perceived risk has a negative 

effect on green satisfaction. 
-0.66 4.25 Verified 

3 
Hypothesis 5- Green perceived risk has a negative 

effect on green trust. 
-0.76 9.43 Verified 

 

Suggestions: 

1. Planning and administrating effective strategies to trust the customers and fulfill the commitments, and claims 

about surviving the environment. 

2. Surveying the other effective variables on green trust those aren`t discussed here, such: mental image of a 

product, commercial brand. 

3. Surveying and examining the research method in other statistical societies whose culture, and consuming 

behavior are different from this work, and also comparing them with each other. 

4. Surveying the consumers of other disposable products or industrial ones, and comparing the results. 
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