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Abstract

Purpose of the study: The purpose of this study is to investigate the effect of pride, mindfulness, general self-
awareness, emotional satisfaction on customer citizenship behavior among green customers.

Methodology: The present study is descriptive research in terms of applied purpose and duration of data collection.
Structural equation modeling with Warp PLS software was used for analysis. Due to the survey and the lack of research,
a questionnaire was used to collect data. The statistical population included customers of Cinere green products. Since
their number is unknown, the infinite population was considered, and Cochran's formula for the endless population was
estimated at 384 people.

Principal Findings: The results showed that pride has a positive and significant effect on the general self-awareness of
green customers. Mindfulness has a substantial direct impact on the general self-awareness of green customers. The
immediate effect of public awareness on the citizenship behavior of green customers was confirmed, and emotional
satisfaction has a significant impact on the citizenship behavior of green customers. Finally, the mediating result of
emotional satisfaction on the relationship between public self-awareness and citizenship behavior of green customers
was confirmed.

Applications of this study: This research can be used in psychology and sociology areas.

Novelty/Originality of this study: to investigate the effect of pride, mindfulness, general self-awareness, emotional
satisfaction on customer citizenship behavior among green customers.

Keywords: Pride, Mindfulness, General Self-awareness, Emotional Satisfaction, Customer Citizenship Behavior.
INTRODUCTION

Today, the green movement is so rapid that the phrase "forward to green" was searched 15.6 million times on Google in
January 2008 and more than 31 million times in the two months following. Now, marketing agents and those involved in
scientific centers are trying to identify and understand green customers and their needs while seeking to develop market
reactions to these needs (Pourhossein, 2020). In this regard, customer behavior in organizations that deal with the client
and the customer according to their activities is of great importance as much as their positive and constructive behaviors
can help the organization achieve its goals, harmful and destructive behaviors. They can also disrupt the organization's
activities. Citizenship behavior has been introduced as a voluntary practice of customers. Customer voluntary
performance is defined as "voluntary and voluntary customer behaviors that improve service organizations'
performance" (Ericson, 2014). Therefore, it is essential to study the green customer citizenship behavior and the factors
affecting it.

According to previous studies, the variables of self-awareness, mindfulness, pride, and customer emotional satisfaction
can play a significant role in directing green customer citizenship behavior. Self-awareness includes recognizing beliefs,
thoughts, personality traits, emotions, personal values, biases, habits, weaknesses, strengths, as well as psychological
needs that motivate human behavior. This affects the ability to identify the individual to respond to environmental cues
and stimulate the individual's emotion in relating to others (Morin, 2011). Public self-awareness (PSA) affects people's
social behaviors. This factor promotes voluntary and voluntary behaviors of consumers (Yi, 2008). Thus, public self-
awareness as a psychological construct can lead to ethics and encourage activities related to ethical consumers.
However, public awareness of the motivations and experiences of morality has not been sufficiently explored, let alone
green literature (Pourhossein, 2020). Mindfulness is defined as follows: to pay attention in a special way that is goal-
oriented and in the current time with no judgment, which due to the critical role of attention, is sometimes translated as
attention to consciousness (Karl, 2021). In the mind of consciousness, a person learns to be aware of his mental state at
every moment and to focus his attention on his different mental states. In other words, mindfulness is a kind of
consciousness that arises through non-judgmental awareness and with the intention of the present moment (Kabat-Zinn
2021). Pay attention to anything, especially those aspects of life that human beings value most. Mindfulness, along with
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cognitive processes, specifically and seriously focuses on emations, emotions, which is one of the most important factors
influencing the quality and satisfaction of relationships. Therefore, using these approaches improves emotion processing
and emotion regulation and improves emotional skills (Morledge, 2013).

Self-conscious emotions include guilt, embarrassment, pride, shame and deal with self-assessment processes creating
behavioral criteria (Kim, 2011). Such emotions strengthen people's understanding and evaluation of themselves. Since
this kind of emotion includes moral aspects, it provides honest identities and images in cultures (Holmstrom, 2021).
Pride, as a self-centered emotion, is closely related to a person's inner state and characteristics, reinforcing positive
emotions and differentiation. It is consistent with the individual's knowledge, expressions, and experiences (lsturiz,
2021). Pride increases awareness because it emphasizes individual differentiation through social comparison
(Pfattheicher, 2015). Self-awareness is enhanced by comparing personal standards and is accompanied by self-regulation
and ostentation (Beach, 2021). Meanwhile, Pride leads to the adjustment of subjective criteria, which leads to more
active behaviors (Sanchez-Garcia, 2021). Pride-induced self-awareness leads consumers to choose according to their
goals (Vago, 2012). Pride is able to facilitate special social results as well as adaptive behaviors versus negative
emotions, thus it will be made more appropriate for social behaviors as a complex element of social functioning (Wilcox,
2011). Pride differs from self-expression due to its close connection with self-awareness and motivates the individual to
reach their social goals and to satisfy social needs. It is sensed when people assess the events or stimuli following their
identity objectives (Huang, 2019).

Satisfaction is defined in terms of process and outcome. Process satisfaction is determined by the expectation-
satisfaction model (Bull, 2021), while definitions of satisfaction result express the realized situation about arousal and
reinforcement of need. Satisfaction with the result is described as "a desirable level of consumption realization.” This
ultimate satisfactory situation is more suitable for consumer satisfaction with services. Accordingly, the present study
focuses on emotional satisfaction as per definitions of a good outcome. Consumer satisfaction is the satisfaction of
satisfying personal value, not cognitive satisfaction, based on perceived value calculation (Brandtner, 2021) because
personal evaluation evokes positive emotions (Shang, 2019). Consumer satisfaction with the performance of the
product/service depends on whether they perceive the feeling of either satisfaction or dissatisfaction regarding the
performance of the service/product according to the provider or themselves (Anderson, 2020). Because green
consumption embraces consumers' values and makes them proud, their satisfaction with the ethical performance of the
product/service may have a more significant impact on their citizenship behavior (Pham, 2010).

Organizations, including firms, are turning to green marketing because of the pressure of government regulations,
improving health, employee health, reducing the exorbitant costs of pollution control at the bottom of the production
line, and countering competitors' green measures. On the other hand, there are consumers who, in their purchasing
behavior, examine the impact of the manufacturing and consumption process of goods on the environment and, based on
this, select products that are superior in meeting environmental responsibilities (Yamaguchi, 2021). The increase in the
number of such consumers, called green consumers, has led marketers to target the green market segment (Al-Azzam
2021; Wilcox, 2011). In this regard, since mindfulness and pride lead to promote social behaviors and self-awareness,
the present study examines the effect of customer pride (as a sense of self-awareness) and mindfulness (as a crossroad
between self and others) on citizenship behavior. The green customer pays for green consumption. This study tries to
provide theoretical, functional, and practical insights regarding green consumers through investigating the consequences
and backgrounds of green consumption at the same time, while the importance of green consumption has doubled the
need for such a study.

The rationale of the study

Given what has been said and the lack of research on the role of mindfulness interventions in making changes in
desirable and undesirable behaviors of customer behavior, this study aims to evaluate the effect of mindfulness-based
cognitive model appropriate to Iranian culture in changing customer citizenship behaviors. Check the green. Given that
many services of organizations are delivered directly in person for other customers, even in lack of interaction between
the customers, such a presence affects the other customers’ attitude and behavior towards the organization.

The aim and objective of the study

The present study aims to examine the various factors affecting the citizenship behavior of green customers to gain a
clear understanding of such factors and customers who adopt these behaviors. As a result, considering customers’
importance among service-delivering organizations and the quality of their behaviors, as well as the absence of a
comprehensive model in developing factors affecting the green customers’ citizenship behavior, the main issue of this
study is "identifying factors affecting the citizenship behavior of green customers."

LITERATURE REVIEW
The theoretical framework of research

The present study has developed a green consumer general self-awareness model based on pride and mindfulness as
backgrounds of public self-awareness and green customers' emotional satisfaction and citizenship behavior as
consequences of green consumption based on Huang and Li's (2019) research.
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Public pride and self-awareness

Self-conscious emotions, such as pride, guilt, shame, and embarrassment, involve self-assessment processes that create
behavioral criteria (Kim, 2011). They strengthen people's understanding and evaluation of themselves. As self-conscious
emotions encompass moral aspects, they represent honest images and identities in cultures. Pride, as a self-centered
emotion, is closely related to a person's inner state and characteristics, reinforcing positive emotions and differentiation
(Yang, 2021). It is consistent with the individual's awareness, expression, and experiences. Pride increases awareness
because it emphasizes the distinctiveness of individuals through social comparison (Huang, 2019). Self-awareness is
enhanced by comparing oneself with personal criteria and is associated with self-regulation (Wilcox, 2011) and
ostentation. Pride, meanwhile, leads to self-adjustment and personal standards, which in turn leads to more active
behaviors. (Wilcox, 2011) found that arrogant self-awareness leads consumers to choose according to their goals.

Pride is able to facilitate special social results as well as adaptive behaviors versus negative emotions, thus it will be
made more appropriate for social behaviors as a complex element of social functioning. According to its close
connection with self-representation and self-awareness, pride differs from basic emotions and motivates one to reach
social goals and to satisfy social needs. It is sensed when people evaluate events or stimuli according to their identity
objectives, whereas negative self-awareness feelings (for example, guilt and shame) assess them according to their

identity objectives (Huang, 2019).

Pride aids in ethical decisions, such as allocating resources among group members (Huang, 2019). It also mediates
passion and moral Behavior (Horberg, 2011). Although pride is associated with indifference, hierarchy, and social status,
this is achieved through positive evaluation and goal-based self-esteem. Ethical consumption involves purposeful, long-
term, and short-term behavior requiring complex decision-making that requires time and energy to search for
information and choose between different ethical behaviors. Green customers are looking for time-consuming and
challenging information to reach long-term value. As an example, customers seek information regarding green
restaurants, including their locations, actions, and menus, and verify the claims and authenticity of the green restaurant.
In addition, they should decide to visit green restaurants if necessary due to the harmful effects of travel on the
environment. Within such ethical-type consumption processes, the ethical users may be proud of their purpose and
achievement of their life via ethical purchases, which in some cases may require a lot of effort and problem-solving

processes (Huang, 2019).

The pride is considerably sensed in case of publicly known superior performance or outcomes. Williams and Desanto
emphasized that pride, as a self-conscious social emotion, is recognized when it places itself in a relatively stable
position based on the evaluations of others. Panagopoulos stated that pride is linked to public self-awareness because
people worry about the public self, which others value. It owns an informational function to present an individual’s
social, acceptance and value. To maintain positive self-esteem and respect for others, pride leads to social behaviors,
improving social quality and acceptance. Pride leads people to search for either interpersonal or social bonds and
promotes future pious behaviors such as social behaviors. The theory of personality change states that personality change
that reduces personal and public awareness does not lead to antisocial behaviors. In particular, a decrease in emotional
self-awareness is due to an increase in group cohesion with a reduction of private standards and norms.

In contrast, reducing public awareness is due to anonymity and scattered responsibility with a decrease in concern for
evaluating others. Accordingly, pride is more related to public attention, which is focused on the evaluation of others.
Thus, the pride experienced by the assessments of others creates a general awareness that focuses on the review of
others. As a positive social self-awareness emotion, pride may be an essential prelude to public understanding of
consuming green restaurants as social behavior. It stimulates public self-awareness and manages the management of
self-awareness as acceptance and social value. The sociality and positive assets of pride lead to arrogant social behaviors
in the future and thus drive public awareness and a constant visit to green restaurants as the most dynamic behaviors of

the end (Huang, 2019).
Mindfulness and general self-awareness

As the combination of meditation-based mindfulness and contemporary psychological practices, mindfulness has
attracted considerable attention regarding the progress in psychological function and well-being (Anaza, 2014). The
meditation practices which are based on mindfulness result in enhanced compassion and empathy (Huang, 2019). In
addition, mindfulness is defined as follows: a state of consciousness drawing attention and awareness to the present
moment and creates a non-judgmental and conscious awareness of the momentary experience of the environment
(Aguado, 2011), thoughts, feelings, and actions of the individual (Morin, 2011). The two fundamental aspects of
mindfulness include self-awareness of internal states, behaviors, experiences, and external facts and experiences (Huang
2019). Mindfulness develops self-awareness, self-control, and positive interpersonal relationships, which enhance social
behaviors (\Vago, 2012). The mindfulness literature presents controversial empirical findings on the relationship between
mindfulness and self-awareness. However, most studies theoretically emphasize that mindfulness results in self-
awareness. Hence, more studies are required to examine the relationship between self-awareness mindfulness
(Baciadonna, 2021).

1009 | https://giapjournals.com/hssr/index © Rahmani et al.



Humanities & Social Sciences Reviews
@ elSSN: 2395-6518, Vol 9, No 3, 2021, pp 1007-1017
https://doi.org/10.18510/hssr.2021.9399

Conscious consumers tend to be concerned and aware of the consequences of their consumption in terms of
environmental impacts (Huang, 2019), and mindfulness is positively associated with environmentally responsible
Behavior (Schuman-Olivier, 2020). Personal self-awareness and public self-awareness increase access to information
about oneself, and public self-awareness focus on self-knowledge based on insight into oneself as a social object.
Mindfulness leads to general self-awareness by guiding it towards the internal aspects, expanding the inner self-
awareness to the awareness of external realities (Massari, 2021), integrating internal and external experiences, and
interacting with other people, activities, and the world (Huang, 2019).

Mindfulness encompasses empathy and self-observation as integral elements. The very emotional or emotionally
vulnerable empathetic people tend to be affected by social assessments. Empathy seemingly owns a significant
relationship with public and private self-awareness. Self-awareness of empathic people raises concerns about their
feelings, while their general self-awareness raises concerns about the feelings and evaluations of others (Tee, 2021).
People with public self-awareness show more adaptation to group pressures and very valuable social acceptance. Beetle
et al. reported that mindfulness and self-awareness are considerably correlated. In addition, mindfulness and general self-
awareness are more strongly correlated because self-awareness

Publicity includes attention not only to oneself but also to oneself as a social object seen by others. In addition, they
argued that general self-awareness, as self-awareness about the perception of others, is similar to mindfulness, which
focuses on one's relationships with others (Huang, 2019).

General self-awareness and emotional satisfaction

Public awareness stimulates financial aid when people are under the supervision of others, and that self-awareness
increases assistance to others. Also, because public awareness motivates a person to feel positive, even when consumers
are in a situation of private financial aid, it leads to charitable behaviors. Ethical consumers may increase their moral
behaviors (Page, 2021) and inclinations when visiting green restaurants, which can be considered as behaviors in a
public place. Accordingly, the visit of ethical consumers to green restaurants increases public awareness, which may lead
to a positive self-assessment and an increase in focus on their long-term values and motivations. Lead a positive effect.
Satisfaction is defined from two perspectives: process and result or performance. Process satisfaction is determined by
the expectation-confirmation model, while definitions of performance satisfaction express the state of accomplishment
associated with arousal and reinforcement. Oliver described performance satisfaction as "a desirable level of
consumption-related realization." This final satisfactory situation is more suitable for consumers' satisfaction with the
services. Accordingly, this study focuses on emotional satisfaction based on definitions of performance satisfaction.
Consumer satisfaction is the satisfaction of satisfying personal value, not cognitive satisfaction, which is based on the
calculation of perceived value, because unique value creates positive emotions (Huang, 2019).

In addition, consumer satisfaction is based on performance, which is primarily attributed to their success/failure in the
version of the product or service. Consumer satisfaction with the performance of a product/service depends on whether
they perceive the provider or themselves as feeling satisfied or dissatisfied with the performance of the product/service.
Because ethical consumption embraces consumers' values and makes them proud, their satisfaction with the honest
understanding of the product/service may be influenced by intrinsic affiliation. Because both public and private self-
awareness enhance inherent causal characteristics, consumer satisfaction is affected by their self-awareness (Huang
2019). Thus, the general self-awareness of moral consumers can lead to emotional fulfillment.

Public self-awareness, emotional satisfaction, and citizenship behavior of green customers

People with high public awareness tend to worry about how others perceive them. In the presence of others, people have
a problem with public awareness that they are not worried about what others will perceive. Leary and Kowalski argue
that in case of willingness for making good impressions, the individuals deliberately seek related cues to create a good
feeling in front of others. Krishnan and Areva stated that intense concern for preserving a favorable public image leads
to more organizational citizenship behavior similar to customer citizenship behavior. They also found that public
awareness is an essential predictor of leaders' organizational citizenship behavior, while self-monitoring did not predict
organizational citizenship behavior. Management theory states that people with high perception management
motivations try to avoid negative influence on others and tend to engage in citizenship behavior to improve their
reputation and benefit others. Grant and Meyer found that management motivation positively affects the positive
relationships between social motivation and citizenship behavior. Green customers' general awareness may increase in
the presence of other customers and service employees, leading them to manage their perceptions. Accordingly, they
may engage in customer citizenship behavior to assist green restaurants, in which ethical customers satisfy their moral
values as social and private ones. The citizenship behavior of green customers can serve as indicators to make good
impressions before others, including service employees and other customers. Accordingly, as Bolino stated that
perception management tends to exhibit citizenship behavior, green customer public awareness, which is closely related
to perception management, may significantly enhance customer citizenship behavior. Existing studies provide evidence
to prove satisfaction as the primary motivator of loyalty and the goals of word of mouth. However, consumers can do
more advanced activities than loyalty and word of mouth to support their manufacturers or service providers. Bettenctor
defined voluntary customer performance as "beneficial and voluntary customer behaviors that support the company's
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ability to provide quality service." More recently, it has been called customer citizenship behavior, which is similar to
organizational citizenship behavior and various other terms, such as voluntary customer behavior, voluntary customer
performance, and out-of-customer behaviors (Huang and Li, 2019), and these draw attention to have attracted (Anaza
2014). Customer Citizenship Behavior points to the "voluntary behavior of specific customers that is nor directly neither
explicitly rewarded or expected, however, generally leads to higher quality services and promotes the adequate
performance of service-delivering organizations (Huang and Lee, 2019). It was argued that customer citizenship
behavior is essential for service companies because service providers deal with some challenges in achieving significant
productivity via capital substitution (Huang, 2019).

Satisfaction is usually considered one of the backgrounds of customer citizenship behavior, including empathy (Anaza
2014), customer sociability, customer and company identification relationship, customer commitment, and customers
who have social-emotional support and tools from other customers. Social exchange theory implies that individuals must
commit to reciprocity while enjoying others. Customer and service companies' relationships can be considered a social
exchange, which builds trust and mutual communication. Groot reported that customer satisfaction with services
encourages them to benefit from service citizenship by engaging in customer citizenship behavior. Benktor found that
customer satisfaction positively affects customer citizenship behavior, and Yi and Gong also found a positive impact on
customer citizenship behavior (Huang, 2019). Kim et al. (2012) found that improved customer service satisfaction was
positively associated with loyalty and participation in customer citizenship behavior (Kim, 2011). Groot reported that
customer satisfaction has a stronger relationship with customer citizenship behavior than customer socialization (Huang,
2019). Empirically, Anaza (2014) reports that the emotional satisfaction of customers positively influences citizenship
behavior in the online purchase (Anaza, 2014). Furthermore, Chen et al. (2010) considerably influenced customer
satisfaction with customer citizenship behavior through delivering beauty and fashion services as well as services for the
reputed Taiwanese online community (Anaza, 2014). In line with the theoretical framework, the conceptual model and

research hypotheses are as follows:
Emotional
satisfaction

Customer
Citizenship
Behavior

Public awareness

Figure 1: Conceptual model of research

Source: (Huang, 2019)

Hypothesis 1: Pride has a significant effect on the general self-awareness of green customers.
Hypothesis 2: Mindfulness has a significant effect on the general self-awareness of green customers.
Hypothesis 3: Public awareness has a significant effect on the citizenship behavior of green customers.

Hypothesis 4: Emotional satisfaction has a significant effect on the citizenship behavior of green customers.

Hypothesis 5: Emotional satisfaction has a significant mediating effect on public self-awareness in green customers
citizenship behavior.

METHODOLOGY

This research is descriptive-applied survey research. The statistical population of the study includes customers of Cinere
green products, whose number is unlimited. Using the sampling formula from the statistical population, 384 people have
been determined as the sample size. The study sample will be available by the method. It is called purposive sampling,
which is a sample that includes anyone who happens to be present at the time of sample selection. The research
assessment tool is a standard questionnaire taken from the study of Huang and Li (2019). The technical questions section
also includes questions related to research variables and has a five-point Likert scale (from very low to very high). Table
1 summarizes the question variables for all sections.

Table 1: Information of specialized questions of the questionnaire

Questionnaire source Variable / Dimension Number of questions

Pride 3
(Huang, 2019) Mindfulness 9
Public Awareness 3
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Emotional satisfaction 3
Citizenship behavior 7

One of the main goals in setting up any test or questionnaire is its high validity. In the present study, the questionnaire
questions are tailored to the theoretical foundations and according to the quality of academic and operational definitions
of each of the indicators, scales, and variables, and to determine the validity of the content of the advice of professors,
experts and researchers in the relevant field. The research subject who were aware of this field was used, and the validity
of each of the questions and structures was examined. Then, upon approval of the questionnaire by the experts, the
questionnaires were completed among the statistical sample of the research. In the present study, Cronbach's alpha
method was used to calculate the reliability of the questionnaires using SPSS statistical software. In the present study,
both descriptive and inferential statistics are used to analyze the data. Thus, after extracting the questionnaire data, first,
for demographic studies, descriptive methods were used with SPSS software about the studied variables. Then to answer
the research questions, inferential statistics with PLS software were used. WARP-utilized.

FINDINGS

The structural model analysis test with PLS software was used in order to analyze the research hypotheses. The level of
significance is the criterion for confirming or rejecting the idea. The standard for approving and rejecting the views of
the significance level is 0.05; if the significance level is less than 0.05, that hypothesis will be confirmed. Figure 2 shows
the effect of research variables on each other.

Figure 2: Results of estimating the pattern of structural equations of research in warp PLS software

The path coefficient shows a linear causal relationship and the intensity and direction of this relationship between the
two variables. The regression coefficient is standard. It is a number between -1 and +1, which, if equal to zero, indicates
the absence of a linear causal relationship between the two latent variables.

Table 2: Validity and reliability

Variables Name in the model Cronbach'salpha CR AVE Result

Pride P 0.859 0.915 0.782 Suitable
Mindfulness M 0.920 0.934 0.612 Suitable
Public Awareness PSA 0.873 0.873 0.697 Suitable
Emotional satisfaction AS 0.876 0.876 0.701 Suitable
Citizenship behavior =~ CCB 0.921 0.921 0.626 Suitable

In the evaluation stage of the structural model, the suitability of the model should be checked so that the results of the
hypotheses can be considered reliable.

In the software Warp PLS, there exists three indicators for the model’s suitability:
e The significance level (p) for the mean path coefficient needs to be lower than 0.05.
e The significance level (p) for the modified coefficient of determination needs to be lower than 0.05.

e Mean-variance inflation factor: Multiple alignment intensity is evaluated by a variance inflation factor in the least-
squares regression analysis. It explains how much of the change in the estimated coefficients for alignment has
increased. The magnitude of the VIF value analyzes the intensity of multiple lines. As a rule of thumb, a matter of
AVIF less than 5 indicates the non-significance of multiple lines.

The values related to the results of model fit indices are presented in Table 3:
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Table 3: Fitness indices

The value of the research

The main criteria model Acceptable amount Result
Average path coefficient p<0.001(0.519) p<0.05 Confirmation
The adjusted coefficient of p<0.001(0.697) p<0.05 . .
ot Confirmation
determination
Mean-variance inflation 2676 -<5 Confirmation
factor
Additional criteria The value of the research
Acceptable amount
Model
GOF 0.690 small >= 0.1, medium >= 0.25, . .
_ Confirmation
large >= 0.36
srmr 0.094 acceptable if <= 0.1 Confirmation
Smar 0.074 acceptable if <= 0.1 Confirmation

Table 3 shows that the significant level values for the mean path coefficient and the mean determination coefficient are
less than 0.05, and the mean-variance inflation factor is less than 5, which indicates a good fit of the model. Therefore,
we can conclude that the research model fits well, so it is approved. After confirming the model, structural analysis
results can be used to test hypotheses and interpret them. Power forward The model is examined through the coefficient
of determination (R2). Such a coefficient is employed to show the extent of either dependent variable variance or
variance which is explained through a complex of independent variables. The value of this criterion fluctuates between
zero and one. The closer the importance of this criterion is to one, the independent variables predict a large amount of
variance of the dependent variable. The closer this value is to zero, the less the dependent variable changes are more
minor. It has not been independent of its research literature. Values above 0.33 are considered a medium to high
predictive power (Rasouli et al., 2019).

Table 4: The predictive power of the research model

Variables Model in the model The amount of predictive power Result

Public self-awareness PSA 0.806 Suitable
Emotional satisfaction AS 0.543 Suitable
Green citizenship behavior CCB 0.744 Suitable

Considering that all the coefficients of Table 4 are at the desired level, the model has the necessary capacity and
predictive power.

Table 5: Multivariate Regression Results of Investigation Hypotheses

Direction Path coefficient Amarat Significance level Result

The first assumption 0.442 9.215 p<0.000 Confirmation
The second assumption  0.497 10.428 p<0.000 Confirmation
The third assumption 0.570 12.085 p<0.000 Confirmation
The fourth assumption ~ 0.351 7.22 p<0.000 Confirmation
The Fifth assumption 0.259 6.492 p<0.001 Confirmation

We use the Sobel test to examine the mediating role of emotional satisfaction.

Upon Sobel’s test, a Z-value is yielded through the following equation. If this value is more significant than 1.96 can be
confirmed at the level of 95% significance of the mediating effect of a variable.

axh

z — tralue =

,;'U:i ® gac )+ (@ % she) + (5a° = 5h)

The value of the path coefficient between the mediating and independent variables.

b: The value of the path coefficient between the dependent variables and the mediator.
sa: The standard error for the path between the mediator and independent variable.

sb: The standard error for the path between the dependent variable and mediator.

Hypothesis 5: Emotional satisfaction has a significant mediating effect on public self-awareness in green customers'
citizenship behavior.
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Table 6: Multivariate regression results of the fifth hypothesis with Sobel test

L Path Amara  standard Significance
Direction _

coefficient z error level
Thg pat_h of general self-awareness on emotional 0.737 15.995 0046 p<0.001
satisfaction
Tﬁe pat.h of _emotlonal satisfaction on green 0.351 7998 0.049 p<0.001
citizenship behavior
Sobel test results in the path of general self-awareness
-> Emotional satisfaction -> Green citizenship 0.259 6.492  0.041 p<0.001

behavior

Based on the results obtained from Table 6, the effect of emotional satisfaction on the relationship of public self-
awareness on the citizenship behavior of green customers is smaller than the default value (p <0.05) and shows
passionate pride in the relationship of public self-awareness. It has a significant mediating effect on the citizenship
behavior of green customers.

DISCUSSION

The conceptual model of Huang and Li (2019) was used in this research in order to analyze the relationships of research
variables. In this study, we examined the effect of pride, mindfulness, general self-awareness, emotional satisfaction on
customer citizenship behavior among green customers in Cinere products. In the first stage, the structures of pride, self-
awareness, mindfulness, and green behavior are explained in more detail, and hypothetical, theoretical relationships are
presented according to the background of the existing literature and the focus of our research in the Cinere product stores

(Huang, 2019).

As mentioned in the results of Table 5, in connection with the first hypothesis, the results show that pride has a
significant effect on the general self-awareness of green customers. The magnitude of this effect is 0.442, indicating that
a unit of increase in satisfaction increases public awareness by 0.44. The results of the first hypothesis confirmed by the
studies of (Huang, 2019; Wilcox, 2011) are also consistent in their studies. In internal investigations, no background has
been found that examines the direct relationship between pride and public self-awareness of the customer. This study
and its results can be a new bridge in the literature of public customer awareness in Iran. Therefore, the pharmaceutical
company must be able to create self-awareness for customers in various ways. As mentioned in Table 5, in connection
with the second hypothesis, the results show that mindfulness has a significant effect on the general self-awareness of
green customers. The magnitude of this effect is 0.497, indicating that a unit of increase in mindfulness increases public
awareness by as much as 0.49. The results of the second hypothesis confirmed are consistent with the studies of (Huang
2019; Séanchez-Garcia, 2021; Wilcox, 2011). In their studies, they also found a direct relationship between mindfulness
and general self-awareness in customers. In internal studies, a background that examines the direct connection between
the mind Consciousness and public self-awareness of the customer was not found. This study and its results can be a new
bridge in the literature of general customer self-awareness in Iran. As mentioned in Table 5, in connection with the third
hypothesis, the results show that public awareness has a significant effect on the citizenship behavior of green customers.
The magnitude of this effect is 0.570, indicating that a unit increase in public awareness increases green citizenship
behavior by 0.57. Results of the third hypothesis confirmed by studies of (Huang, 2019; Sanchez-Garcia, 2021; Wilcox,
2011) are consistent. In their studies, they also found a direct relationship between public awareness and green behavior
in customers.

On the other hand, in their study, Zamanhani et al. (2014) pointed to the relationship between self-awareness and
citizenship behavior, not from the customer type but the open organizational type; they have also extracted this positive
relationship in their study. As mentioned in Table 5, in connection with the fourth hypothesis, the results show that
emotional satisfaction has a significant effect on the citizenship behavior of green customers. The magnitude of this
effect is 0.351, indicating that a unit increase in emotional satisfaction as much as 0.35 increases green citizenship
behavior. The results of the fourth hypothesis confirmed are consistent with studies by (Gupta, 2012; Han, 2020). In
their studies, they also found a direct relationship between emotional satisfaction and green behavior in customers. Of
course, (Dinpanah, 2019) also extracted the relationship between the general type of satisfaction and citizenship behavior
positively and directly. This source can be considered a citation because emotional satisfaction can be part of public
satisfaction. As mentioned in Table 5, in connection with the fifth hypothesis, the results show that emotional
satisfaction has a significant mediating effect on the relationship between public self-awareness and citizenship behavior
of green customers. The results of the fifth hypothesis confirmed are consistent with the studies of (Cop, 2020; Huang,
2019). We could only refer to one source in this hypothesis because the basis of our model design was the study of
(Huang, 2019). Only in this study, these three paths between self-awareness, satisfaction, and green Suhrawardi behavior
have been examined. The foreign research was on one side.

Regarding the hypotheses of this study, it can be said that pride increases awareness because it emphasizes the
characteristic of differentiating people through social comparison. Self-awareness is enhanced by comparing oneself
with personal criteria and is accompanied by self-regulation and ostentation. Pride, meanwhile, leads to self-adjustment
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and personal standards, which in turn leads to more active behaviors. This study concluded that self-awareness due to
pride leads to consumers choosing according to their goals. Satisfaction can facilitate specific social outcomes and
adaptive behaviors compared to negative emotions, making it more appropriate for social behaviors as a complex
component of social functioning. Based on its close connection with self-awareness and self-representation, Pride differs
from basic emotions and motivates one to achieve one's social goals and serve social needs. Pride is felt when people
evaluate stimuli or events following their identity goals. At the same time, negative self-awareness feelings (shame,
guilt, and embarrassment, e.g.) assess them pursuing their identity goals. A high level of pride is experienced when
superior performance or results are publicly known. Satisfaction is linked to public self-awareness because people tend
to worry about the public self, which is valued by others. Pride has an informational function of presenting one's social
status, acceptance, and value. To maintain positive self-esteem and respect for others, pride leads to social behaviors,
improving social quality and acceptance. Pride leads people to seek interpersonal or social bonds and promotes future
pious behaviors such as social behaviors. The theory of personality change states that personality change that reduces
personal and public awareness does not lead to antisocial behaviors. In particular, a decrease in emotional self-awareness
is due to increased group cohesion with a reduction in private standards and norms. In contrast, a decline in public
awareness is due to anonymity and scattered responsibility, with a decrease in concern for evaluating others.

CONCLUSION

According to our results, pride is more related to public awareness, which is focused on the evaluation of others. Thus,
the satisfaction experienced by the assessments of others creates a general understanding that focuses on the review of
others. In line with the results of this study, it can be stated that mindfulness can be defined as a state of consciousness
that draws attention and awareness to the present moment and non-judgmental and conscious awareness of the
momentary experience of the environment. , Creates a person's thoughts, feelings, and actions. Develops mindfulness,
self-awareness, self-control, and positive interpersonal relationships, which Increases social behaviors. The mindfulness
literature presents controversial empirical findings on the relationship between mindfulness and self-awareness.
However, most studies have theoretically emphasized that mindfulness leads to self-awareness. Therefore, more studies
are needed to examine the relationship between mindfulness and self-awareness. Environmentally responsible behavior
is positively related. Personal self-awareness and public self-awareness increase access to information about oneself, and
public self-awareness focus on self-knowledge based on insight into oneself as a social object. Mindfulness leads to
general self-awareness by directing it towards internal aspects, expanding inner self-awareness to awareness of external
realities, integrating internal and external experiences, and interacting with other people, activities, and the world.
Studies have shown that public awareness stimulates financial aid when people are under the supervision of others, and
self-awareness increases assistance to others. Because public awareness motivates a person to feel positive, even when
consumers are in a situation of private financial aid, it leads to charitable behaviors. Ethical consumers may increase
their moral behaviors and inclinations when visiting green centers, which can be considered behaviors in a public place.

Accordingly, the visit of ethical consumers to green centers increases public awareness, which may lead to a positive
self-assessment and increase the focus on their values and long-term motivations, and thus to an effect. Lead positively.
In addition, consumer satisfaction is based on performance, which is the main reason for their attribution to
success/failure in the version of the product or service. Consumer satisfaction with the performance of a product/service
depends on whether they perceive the provider or themselves as feeling satisfied or dissatisfied with the performance of
the product/service. Because ethical consumption embraces consumers' values and makes them proud, their satisfaction
with the honest account of the product/service may be more influenced by intrinsic causality. Since both private and
public self-awareness enhances inherent causal characteristics, consumer satisfaction is affected by their self-awareness.
Thus, the general self-awareness of ethical consumers can lead to emotional satisfaction, which has been confirmed in
this study.

LIMITATION AND STUDY FORWARD

Since the statistical population was so wide and we just were able to cover few provinces of Iran, we suggest to all areas
of the country and compare the findings.
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