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Abstract
The aim of this study is to examine the green consumer behaviors of university students and to reveal the overall
structure and tendencies of these behaviors. The research data were collected through a survey administered to
students at Ondokuz Mayıs University, Türkiye. Explanatory factor analysis, correlation analysis, and structural equation
modeling were employed to analyze the data. The findings indicate that students strongly adopt environmentally friendly
behaviors associated with daily life routines, such as energy and water conservation. In contrast, behaviors requiring
greater cognitive evaluation and economic sacrifice, such as recycling practices and the preference for environmentally
friendly products, were found to be less prevalent. The factor analysis revealed that green consumption behavior
consists of four main dimensions: eco-literacy, lifestyle, sustainable consumption, and environmental citizenship. The
structural model results showed that eco-literacy and environmental citizenship have positive and significant effects on
sustainable consumption, while the effect of lifestyle was found to be partially significant. The findings support the
attitude–behavior gap approach, suggesting that although individuals possess positive environmental attitudes, they
often encounter economic, social, and structural barriers that hinder the translation of these attitudes into actual
behavior. Accordingly, the study highlights the importance of integrating environmental courses into all academic
programs and supporting them with practical projects, strengthening recycling infrastructure, and developing policies
that encourage environmentally responsible behaviors in order to promote sustainable consumption practices.

1. Introduction
The environment refers to the place and conditions in which living organisms exist and interact (Gültekin, 2017).
Therefore, a healthy environment is a fundamental prerequisite for sustaining a healthy life. One of the primary causes
of contemporary environmental problems is the lack of environmental awareness within society. Since the emergence
of humanity, there has been a continuous interaction between humans and their environment. While early human efforts
were primarily directed toward survival, these struggles have gradually evolved into a pursuit of greater socioeconomic
comfort and quality of life. However, the environment upon which human life depends is increasingly threatened by
unsustainable and irresponsible human activities. Although different approaches have been adopted to achieve social
and economic development goals, these efforts inevitably exert either positive or negative impacts on the environment
(Farhadi Andarabi and Hassan, 2022). Consequently, individuals are often affected by the environmental consequences
of their own actions.

The existence of a healthy environment depends largely on individuals’ sensitivity toward environmental issues and their
willingness to act accordingly (Gültekin, 2017). Developing environmental awareness and responsibility among all
members of society is therefore essential. Such awareness encourages individuals to incorporate environmentally
responsible practices into their daily lives (Bilge, 2015). This growing environmental consciousness among consumers
is commonly reflected through the concept of green consumption (Kaya & Demirtaş, 2023). Green consumers are
individuals who integrate environmental responsibility into their consumption decisions and recognize that their
purchasing behaviors can contribute to environmental protection or degradation (Acer and Taşkın, 2020).

Green consumers attempt to protect the environment through various practices, including recycling, checking whether
product packaging is made from recycled materials, purchasing environmentally friendly products, and conserving
energy. Green consumption, which represents the incorporation of environmental concerns into consumption behavior,
is closely associated with concepts such as environmentalism, eco-friendly consumption, and sustainable
consumption. It encompasses a broad range of behavioral practices that require environmental sensitivity to become an
integral part of one’s lifestyle (Üstündağlı and Güzeloğlu, 2015). Acquiring such behaviors often requires greater
environmental knowledge and education, highlighting the important role that universities can play in promoting
environmental responsibility. As institutions responsible for educating future professionals, universities not only provide
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students with the knowledge and skills necessary for their careers (Kiper et al., 2017) but also contribute to the
development of socially responsible individuals who are aware of environmental protection and sustainability issues.
Given their potential influence on future social and economic development, university students are expected to exhibit
higher levels of environmental awareness and responsibility than the general population.

The aim of this research is to examine the green consumer behaviors of university students and to reveal the underlying
structure and tendencies of these behaviors. By adopting a holistic perspective, the research seeks to enhance
understanding of young consumers’ environmentally responsible attitudes and consumption practices. In doing so, it
contributes to the growing body of literature on green consumption and sustainable consumer behavior. From a
practical perspective, the findings are expected to provide valuable insights for university administrators, policymakers,
and environmental non-governmental organizations in designing awareness-raising educational programs and
developing strategies that encourage sustainable consumption habits among young people. Ultimately, the research
aims to contribute to strengthening environmental awareness and promoting the widespread adoption of sustainable
consumption behaviors.

2. Conceptual Framework
In order to develop the conceptual framework of this research, a total of 55 articles retrieved from various electronic
databases, including Web of Science, ScienceDirect, SpringerLink, SAGE, and DergiPark, were analyzed using MAXQDA
software. A literature review was conducted through combinations of keywords related to green consumption and
environmentally responsible behavior. The analysis revealed that the most frequently occurring terms were “green,”
“consumption,” “environmental,” and “purchase” (Fig. 1). These findings indicate that existing research primarily focuses
on environmental awareness, consumption intentions, and sustainable behavioral practices.

The prominence of these concepts suggests that green consumption is generally examined as a multidimensional
phenomenon encompassing environmental concerns, purchasing decisions, and sustainable lifestyles. Previous studies
have emphasized that consumers’ environmental awareness and attitudes play a crucial role in shaping environmentally
responsible purchasing behaviors. At the same time, researchers have increasingly focused on the factors that facilitate
or hinder the translation of pro-environmental attitudes into actual consumption practices. Consequently, the literature
highlights the importance of understanding green consumption not only as a purchasing preference but also as a
broader behavioral pattern associated with sustainability and environmental citizenship.

2.1. Green Consumption
Growing social concerns regarding environmental issues and increasing regulatory pressures have encouraged a
growing number of companies to view environmental considerations as an important driver of strategic change. As a
result, many organizations have begun to transform their marketing strategies by adopting green products and green
branding practices due to their perceived positive effects on both the environment and consumers.

Green consumption, which refers to environmentally friendly, sustainable, or clean consumption (Başol et al., 2016), is
associated with the preference for products and services derived from sustainable resources and produced through
processes that consider ecological balance. The concept encompasses a wide range of environmentally responsible
behaviors, including avoiding unnecessary consumption, choosing reusable products, supporting environmentally
friendly brands, and engaging in sustainable purchasing practices. Green consumption emphasizes not only the
purchase of environmentally friendly products but also resource conservation and the integration of ecological
considerations into economic development processes (Bian, 2020).
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The term “green consumption,” which promotes environmentally responsible behaviors and encourages consumers to
adopt ecological practices, first emerged during the 1970s in response to growing awareness of severe environmental
problems caused by pollution and excessive energy consumption (Bian, 2020). The concept gained further prominence
following the United Nations Conference on Environment and Development (UNCED) in 1992, where sustainable
development was established as a central global objective (UNCED, 1992). This development highlighted the necessity
of balancing economic, social, and environmental concerns and reinforced the responsibility of organizations to adopt
environmentally sustainable practices. Such practices include the production of renewable energy, the development of
organic and environmentally friendly products, waste reduction initiatives, energy and water conservation, and the
increased use of recycled materials.

Over time, the concept of green consumption has evolved toward the broader notions of sustainable consumption and
sustainable development (Connolly and Prothero, 2008). In this context, one of the most widely accepted principles of
green consumption is the “5R” approach. This framework promotes reducing resource use and pollution (Reduce),
recognizing and enhancing the value of products and materials (Revalue), encouraging the repeated use of products
(Reuse), recycling waste materials (Recycle), and protecting natural ecosystems (Rescue or Nature Protection) (Bian,
2020). Green consumption therefore encompasses not only consumer behaviors but also the attitudes, values, and
cognitive processes underlying environmentally responsible decision-making.

More recently, the 5R framework has been associated with the principles of the circular economy, which seeks to
replace the traditional linear “take–make–dispose” model with a system that minimizes waste and maximizes resource
efficiency. While conventional consumption patterns contribute to waste generation, pollution, greenhouse gas
emissions, and climate change, the circular economy aims to reduce waste at its source and extend the productive use
of resources within the economic system. From this perspective, waste is viewed as a valuable resource that can be
reintegrated into production processes, thereby reducing environmental impacts while creating new economic
opportunities in areas such as repair, remanufacturing, and advanced recycling technologies (Meshram, 2024).

Accordingly, green consumers tend to prefer products that possess environmentally friendly characteristics and
generate lower ecological impacts throughout their life cycle. Their environmentally responsible behaviors are reflected
not only in purchasing decisions but also in post-consumption practices such as recycling and reusing products.
Purchasing organic food, using energy-efficient appliances, conserving natural resources, and participating in recycling
activities are among the most common manifestations of green consumption (Bian, 2020).

2.2. Green Consumption and Sustainability
Sustainability has become a central concept in addressing contemporary environmental, economic, and social
challenges. The most widely accepted definition originates from the Brundtland Report published by the World
Commission on Environment and Development (WCED), which defines sustainable development as “meeting the needs
of the present without compromising the ability of future generations to meet their own needs” (WCED, 1987). This
perspective acknowledges that natural resources are finite and emphasizes the importance of preserving environmental
quality and natural assets within consumption processes. Consequently, sustainability is recognized as a
multidimensional concept encompassing environmental protection, economic prosperity, and social well-being. Indeed,
sustainability is commonly conceptualized through the “triple bottom line,” which consists of economic viability,
environmental responsibility, and social equity (Huang and Rust, 2011).

Green consumption and sustainability are closely interconnected concepts that share a common concern for
environmental protection. Consumers’ decisions to purchase and use environmentally friendly products can contribute
directly to mitigating environmental degradation while promoting the efficient use of resources for future generations
(Beatson et al., 2020). Societies that adopt sustainable lifestyles tend to emphasize behaviors associated with green
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consumption, such as reducing overall consumption, choosing less polluting alternatives, conserving energy, limiting
automobile dependency, and preferring recyclable products (Vita et al., 2019). Within the green consumption paradigm,
sustainable living is pursued through environmentally responsible choices, including the use of clean technologies,
resource conservation, recycling, waste reduction, and ecosystem protection, often without requiring radical changes to
everyday lifestyles (Vita et al., 2019).

The idea that societies should simultaneously promote human well-being and preserve a healthy environment for future
generations is reflected in the concept of sustainable development. Sustainable development advocates economic
progress while ensuring the rational use of environmental resources and protecting the interests of both present and
future generations (Bozlağan, 2010). From this perspective, sustainability should not be viewed solely as a macro-level
policy objective but also as a principle that guides individuals’ daily practices and consumption decisions. In particular,
transforming consumption habits is considered a critical component of achieving sustainability. Consumers’
preferences for environmentally friendly products, resource-efficient lifestyles, and waste-reduction behaviors represent
important contributions to sustainable development goals.

Green consumption behavior has therefore emerged as one of the primary mechanisms through which sustainable
development objectives can be realized at the individual level (Peattie, 2010; Beatson et al., 2020). Sustainable
consumption requires consumers to consider not only the fulfillment of their personal needs but also the environmental
consequences of their decisions. However, previous studies have consistently demonstrated that positive
environmental attitudes do not always translate into actual environmentally responsible behaviors (Carrington et al.,
2010). This phenomenon, often referred to as the attitude–behavior gap, highlights the challenges associated with
transforming sustainability-related values into concrete consumption practices and underscores the importance of
examining the behavioral dimension of green consumption.

Beyond individual responsibility, the promotion of sustainability and green consumption depends heavily on the actions
of businesses and public institutions. Companies can facilitate sustainable consumption by adopting environmentally
friendly production processes, providing transparent environmental information, and developing strategies that
encourage responsible consumer behavior (Ottman, 2017; Delmas and Burbano, 2011). Similarly, government policies,
regulatory frameworks, and incentive mechanisms can play a significant role in supporting environmentally responsible
consumption patterns and fostering green consumer behavior (Bian, 2020).

In summary, sustainability and green consumption can be regarded as complementary and mutually reinforcing
concepts. Achieving a sustainable future requires not only the adoption of environmentally responsible consumption
behaviors by individuals but also the development of institutional and societal structures that support such behaviors
(Güler, 2023; Peattie, 2010). Consequently, examining young consumers’ perceptions of sustainability and their green
consumption tendencies is particularly important, as it contributes to both academic knowledge and the development
of effective policies and practices aimed at promoting sustainable lifestyles (Barbu et al., 2022).

2.3. Green Consumers and Their Characteristics
Green consumers are generally defined as individuals who adopt environmentally responsible behaviors and prefer
environmentally friendly products over conventional alternatives. Their consumption decisions extend beyond the
simple purchase of green products, encompassing a broader consideration of the environmental consequences
associated with production, consumption, and disposal processes. While previous studies suggest that green
consumers are influenced by firms’ green marketing activities, they are also characterized by a heightened sensitivity to
environmental issues and a stronger commitment to sustainable lifestyles. Consequently, green consumers tend to be
more willing to purchase environmentally friendly products (Barbu et al., 2022) and engage in behaviors that support
sustainable living (Güler, 2023).
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Environmentally conscious consumers do not perceive consumption solely as a purchasing activity; rather, they
consider factors such as production methods, resource scarcity, and the environmental impacts of products throughout
their life cycle (Barbu et al., 2022). In this respect, green consumption reflects a broader sense of environmental
responsibility that extends beyond individual preferences. By encouraging environmentally responsible practices, green
consumers contribute to the achievement of sustainability goals and the promotion of sustainable development.

The literature identifies several characteristics that distinguish green consumers from other consumer groups. First,
they typically possess a high level of environmental awareness and incorporate environmental considerations into their
consumption decisions (Peattie, 2010). They also tend to hold strong pro-environmental attitudes and values, believing
that their individual actions can contribute to solving environmental problems. This belief is often described as
perceived consumer effectiveness, which refers to the extent to which individuals believe their personal choices can
make a meaningful difference in addressing environmental challenges (Ellen et al., 1991). Research has consistently
demonstrated that perceived consumer effectiveness is an important predictor of environmentally responsible behavior.

In addition, green consumers generally embrace ethical and responsible consumption principles. Their evaluations often
extend beyond product attributes to include production processes, corporate practices, and brand values. Nevertheless,
possessing positive environmental attitudes does not necessarily guarantee environmentally responsible behavior. The
literature frequently highlights the existence of an attitude–behavior gap, whereby consumers express environmental
concern but fail to translate these concerns into consistent purchasing or consumption behaviors (Connolly and
Prothero, 2008). Although some green consumers are willing to pay premium prices for environmentally friendly
products, this willingness may vary depending on factors such as income level, product availability, and trust in
environmental claims.

As governments and businesses increasingly promote environmentally responsible practices, the scope of the concept
of “green” has expanded from production processes to consumption behaviors (Bian, 2020). This transformation has
encouraged firms to adopt environmentally friendly strategies while simultaneously fostering greater consumer
awareness and selectivity. However, concerns regarding misleading environmental claims and greenwashing suggest
that consumers may sometimes face difficulties in distinguishing genuinely sustainable products from those marketed
as environmentally friendly without substantial environmental benefits.

The historical development of environmental consciousness further illustrates the emergence of green consumers. The
environmental movements and growing ecological awareness that emerged in Western Europe during the 1960s and
1970s represented a significant turning point in consumer thinking. These movements promoted a more holistic
understanding of consumption by emphasizing its environmental consequences alongside its economic dimensions.
Over the past three decades, environmental movements have continued to evolve, encouraging consumers not only to
avoid environmentally harmful products but also to adopt sustainable practices such as recycling, reusing products,
reducing waste, and utilizing public transportation (Connolly and Prothero, 2008). As a result, green consumerism has
become an increasingly important component of sustainable consumption and environmental responsibility.

2.4. Factors Influencing Green Consumption
Green consumption, which refers to the integration of environmental concerns into consumption decisions and
participation in environmentally responsible activities, has emerged as one of the most widely promoted consumption
models worldwide. Growing environmental concerns and increasing awareness of ecological degradation have
encouraged consumers, businesses, and policymakers to support more sustainable consumption patterns. As resource
consumption has reached unprecedented levels in recent decades, environmental protection has become a major
global concern (Barbu et al., 2022). Human activities associated with industry, agriculture, transportation, and waste
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management contribute significantly to greenhouse gas emissions, resulting in environmental and economic challenges
such as climate change, rising food prices, and economic instability (Özkurt, 2025; Kızılkaya and Mike, 2023).

In response to these challenges, consumer interest in environmentally friendly products and services has expanded
rapidly across the globe. The market for green products has experienced substantial growth, reflecting increasing
demand for products that minimize environmental impacts and contribute to sustainable development (Barbu et al.,
2022). Environmentally conscious consumers increasingly engage in behaviors such as purchasing organic and eco-
labeled products, supporting renewable energy sources, conserving natural resources, and using recyclable products.
These behaviors reflect a growing sense of shared responsibility for addressing environmental problems and promoting
sustainability.

Previous research has identified a wide range of factors that influence green consumption behavior. These factors can
generally be classified into three broad categories: individual factors, product and marketing-related factors, and
sustainability-oriented factors. Individual factors include socio-demographic characteristics, environmental attitudes,
values, beliefs, knowledge, and perceptions that shape consumers’ environmental decision-making processes. Product
and marketing-related factors encompass attributes such as product quality, price, packaging, eco-labels, brand
reputation, and marketing communications, all of which may influence consumers’ willingness to purchase
environmentally friendly products. Finally, sustainability-oriented factors refer to consumers’ broader concerns
regarding environmental protection, resource conservation, social responsibility, and sustainable development.
Together, these factors influence the extent to which consumers adopt green consumption behaviors and support
environmentally responsible consumption practices.

Accordingly, the literature suggests that green consumption is a multidimensional phenomenon influenced by both
internal and external determinants. Understanding these determinants is essential for developing effective strategies
aimed at encouraging sustainable consumption and fostering environmentally responsible consumer behavior. The
main factorsidentified in theliteraturearesummarized in Table 1.
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Table 1
Factors Influencing Green Consumption Behavior

Main Factors Sub-Dimensions Variables Yazarlar

Individual
Factors

Psychological
Factors

o Attitudes toward the
environment and green
products

o Environmental and
green product awareness

o Eco-literacy

o Environmental
concern/responsibility

Ghazali et al., 2018; Cheung et al., 2019;
Wang et al., 2019a; Hansmann et al., 2020;
Caniëls et al., 2021; Kamalanon et al., 2022;
Shabnam et al., 2021; Zafar et al., 2021; Al-
Kumaim et al., 2021; Irfan et al., 2021;
Sharma, 2021; Wasaya et al., 2021; Dutta
and Hsin, 2021; Akyüz and Çetinkaya, 2025;
Pirimov and Sofyalıoğlu, 2025.

Socio-
demographic
Characteristics

o Age, gender, education
level

Çetinkaya and Özceylan, 2017; Candamioet
al., 2018; Nayır and Yıldırım, 2024

Product
Attributes and
Marketing
Factors

Product Attributes:

• Availability

• Product quality

• Packaging

• Country of origin

o Availability

o Material, packaging,
product price, country of
origin

o Perceived risk and trust

Ricci et al., 2018; Wang et al., 2019b; Ahmad
and Zhang, 2020; Dekhili and Nguyen, 2021;
Ansu-Mensah, 2021; Dangelico, 2021; Han et
al., 2022

Marketing:

• Eco-labels and
certifications

• Promotional
activities
(advertising, word-
of-mouth)

• Distribution and
sales channels

o Eco-labels and green
certification

o Mass media,
advertising, and word-of-
mouth marketing

Riskos et al., 2021; Sousa et al., 2022; Tan et
al., 2022; Kaytancı and Çuhadar, 2023

Sustainability Sustainable
Consumption
Awareness

o Sustainable
consumption

o Recycling

Doğan et al., 2015; Brochado et al., 2017;
Doan et al., 2025; Sharma and Sharma,
2025; Ebrahimi et al., 2026; Hu et al., 2026;
Mehraban et al., 2026; Su et al., 2026

First, green purchasing behavior appears to be significantly influenced by individual factors such as personal attitudes,
perceptions, moral patterns, and socio-demographic characteristics. In this regard, Han et al. (2022) found a positive
relationship between consumer trust and green purchase intention, with environmental consciousness and status
consciousness partially mediating this relationship. According to the authors, consumer trust increases awareness and
knowledge of national environmental issues alongside economic growth. This, in turn, enhances individuals’
environmental consciousness and encourages them to prioritize environmental protection in their purchasing decisions.
Furthermore, consumer awareness stimulates status consciousness, strengthening the perceived social value of green
products and thereby motivating green purchase intentions (Han et al., 2022). Similarly, Tan et al. (2022) argued that
consumers are influenced by green marketing elements, which help increase environmental awareness and strengthen
their willingness to purchase green products. According to Shabnam et al. (2021), consumers’ enduring beliefs
constitute the foundation upon which environmentally friendly behaviors are evaluated. From the perspective of
purchasing environmentally friendly products, individuals’ attitudes toward such products shape the perceived
desirability of achieving environmental well-being through green purchasing.
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Second, when advertising, marketing, and other communication activities are integrated with green marketing practices,
consumers become more likely to purchase green products. The provision of abundant green information about
products enables firms to reach their target audiences more effectively, raising consumer awareness and stimulating
green purchase intentions (Ahmad and Zhang, 2020). Companies and marketers seek to enhance perceived green
quality by launching promotional campaigns that disseminate information about the benefits of green products. Such
campaigns improve consumers’ knowledge and understanding of green products and encourage positive purchasing
attitudes (Mensah, 2021). However, because the relationship between environmental attitudes and green purchasing
behavior is not always linear, green marketing has been criticized for exaggerating environmental claims and
overlooking actual consumer behavior. To bridge the gap between green consumer attitudes and actual purchasing
behavior, Sharma (2021) proposed a green purchasing model in which green consciousness, green awareness, and
green knowledge collectively form the personal factors leading to favorable attitudes toward green purchasing. While
green marketing activities play a crucial role in shaping consumers’ purchase intentions by emphasizing the sustainable
environmental and social impacts of green products, marketers must also ensure the accuracy of information presented
in advertisements and avoid misleading practices such as greenwashing. Otherwise, consumer trust in green products
and engagement in green consumption activities may decline (Zhang and Dong, 2020).

Another important factor influencing green product purchases is the extent to which products align with consumers’
values. Consumers increasingly seek products that reflect their personal values rather than making purchasing
decisions solely based on brand loyalty or price. As a result, they tend to favor products that are environmentally,
ethically, and socially sustainable (Testa et al., 2021). Therefore, products should not only satisfy consumers’ practical
and economic needs but also provide the environmental benefits that consumers expect. Although green products are
often more expensive than conventional alternatives, increasing concern about environmental issues and commitment
to environmental protection have led many consumers to demonstrate a willingness to pay premium prices for green
products (Zhang and Dong, 2020). Consequently, products and brands that address consumers’ environmental
concerns and sensitivities are more likely to be preferred by green consumers, regardless of price differences.

2.5. Theoretical and Psychological Foundations of Green
Consumption Behavior
One of the most widely used approaches for explaining green consumption behavior is the Theory of Planned Behavior,
developed by Icek Ajzen. According to this theory, human behavior is not random but emerges through a planned
process based on specific cognitive evaluations. The central determinant of behavior is behavioral intention, which
reflects an individual’s willingness to perform a particular behavior and the effort exerted toward carrying it out (Ajzen,
1991). As the strength of intention increases, the likelihood of performing the behavior also increases.

According to the Theory of Planned Behavior, behavioral intention is shaped by three key factors: attitude toward the
behavior, subjective norms, and perceived behavioral control. Attitude toward the behavior refers to an individual’s
positive or negative evaluations of environmentally friendly products and practices. For example, individuals who believe
that recyclable packaging provides environmental benefits are more likely to prefer such products. Subjective norms
represent individuals’ perceptions of the expectations of their social environment. Support for sustainable consumption
from family members, friends, and society can strengthen an individual’s intention to purchase green products.
Perceived behavioral control reflects an individual’s perception of their capability to perform the behavior. Limited
access to environmentally friendly products or the high cost of such products may reduce individuals’ perceived ability
to engage in the behavior (Ajzen, 2006; Mathieson, 1991; Huang and Chuang, 2007; Cheon et al., 2012; Cohen and
Hanno, 1993; Lu et al., 2007; Hsu et al., 2006).

The green consumption behavior model derived from the Theory of Planned Behavior is presented in Fig. 2. The model
illustrates that individuals’ green consumption behaviors emerge through behavioral intentions shaped by attitudes

Page 9/25



toward the behavior, subjective norms, and perceived behavioral control. As the strength of intention increases, the
likelihood of engaging in environmentally friendly purchasing behavior also rises.

When behavior cannot be fully explained through rational evaluations alone, the Norm Activation Theory (NAT) becomes
particularly relevant. NAT is an important theoretical framework that explains individuals’ environmentally responsible
behaviors in terms of moral norms and perceived personal responsibility. Previous studies have demonstrated that NAT
possesses strong explanatory power, particularly in understanding sustainable and prosocial behaviors. For instance,
increased awareness of environmental consequences has been shown to significantly influence behaviors such as
recycling, energy conservation, and the preference for environmentally friendly products (Stern, 2000). Similarly, the
effect of personal norms on pro-environmental behavior is closely associated with individuals’ value systems and
environmental sensitivity. The Value-Belief-Norm (VBN) model, developed within this framework, proposes that
environmental values and beliefs shape personal norms, which in turn guide behavior (Stern et al., 1999).

The Value-Belief-Norm (VBN) Theory explains environmentally responsible behavior through individuals’ value systems
(Stern, 2000). According to this model, personal values shape environmental beliefs, which subsequently develop into
personal norms that motivate behavior. Research indicates that pro-environmental behaviors are more prevalent among
individuals who hold strong biospheric and altruistic values. In this context, green consumption is viewed not merely as
a utility-driven choice but as a normative behavior shaped by individuals’ values and their sense of moral responsibility
(Fig. 3).

The model suggests that environmentally friendly behaviors emerge through a sequential process involving values,
beliefs, and personal norms. Specifically, individuals’ values influence their environmental beliefs; these beliefs, in turn,
activate personal norms, which ultimately guide behavior.

Habits are defined as behavioral patterns that are triggered by specific contextual cues and maintained over time with
minimal cognitive effort. For example, consumers may repeatedly choose the same brand during shopping or purchase
certain products automatically without engaging in conscious deliberation. Such behaviors reflect the automatic nature
of habitual actions. Accordingly, consumer behavior may be guided more by habits than by deliberate decision-making
processes, highlighting the importance of transforming existing habits in order to promote sustainable consumption
behaviors.

Similarly, Social Practice Theory conceptualizes consumption behavior not as a matter of individual choice but as a
socially embedded practice. According to this perspective, behaviors are shaped through the interaction of materials
(products and infrastructures), competences (knowledge and skills), and meanings (cultural values and social norms)
(Shove et al., 2012). From this viewpoint, green consumption is regarded not merely as an individual choice but as a
socially constructed practice. For instance, the widespread adoption of recycling behavior depends not only on
individual environmental awareness but also on the availability of appropriate infrastructure and the support of cultural
norms.

In conclusion, green consumption behavior is a multidimensional phenomenon that emerges through the interaction of
cognitive evaluations, social influences, personal values, moral norms, habits, and social practices. Therefore, policies
and strategies aimed at promoting green consumption should extend beyond increasing individual awareness and
adopt a holistic approach that addresses the full range of psychological and social mechanisms shaping consumer
behavior.

3. Materials and Methods
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The research data were obtained through surveys conducted with students enrolled at Ondokuz Mayıs University,
Samsun Vocational School. The sample size was determined using Cochran’s sampling formula (Eq. 1) (Bartlett et al.,
2001)

Where n represents the sample size, t is the table value corresponding to a 95% confidence level, p is the probability of
occurrence of the event under investigation (0.5), q is the probability of non-occurrence of the event (q = 1 − p), and d
denotes the acceptable margin of error (5%). Accordingly, the minimum required sample size was calculated as 384
students.

The questionnaire was developed by the researchers using Google Forms based on previous studies in the literature
(Straughan and Roberts, 1999; Uzun and Sağlam, 2006; Koçoğlu and Koçoğlu, 2017; Acer and Karagöz Taşkın, 2020;
Yeşil and Turan, 2020). The questionnaire consisted of two sections. The first section included questions regarding the
respondents’ socio-demographic characteristics, such as gender, age, and income level. The second section comprised
five-point Likert-scale items designed to measure students’ green consumer behaviors. Response categories were
coded as follows: 1 = Never, 2 = Rarely, 3 = Sometimes, 4 = Usually, and 5 = Always.

survey was administered online between August 30 and October 30, 2024, by distributing the survey link to students
enrolled at OMU Samsun Vocational School. Data analysis was performed using IBM SPSS Statistics 21. Descriptive
statistics, including means and percentages, were employed to evaluate the characteristics of the respondents. In
addition, exploratory factor analysis (EFA) was conducted on the items measuring students’ green consumer behaviors,
and statements exhibiting similar characteristics were grouped under common factors. Factor analysis is a multivariate
statistical technique used to examine the relationships among a large number of variables and to determine whether
these variables can be explained by a smaller number of underlying latent factors (Henrica et al., 2005). Furthermore,
Structural Equation Modeling (SEM) was employed to simultaneously test the relationships among the identified
factors. Through the proposed model, the effects of eco-literacy, lifestyle, and environmental citizenship on sustainable
consumption behavior were examined.

4. Results
The findings indicate that students most frequently engage in the behavior of turning off lights in unused rooms (M = 
4.48). Similarly, avoiding noise levels that may disturb others (M = 4.23) and using water efficiently (M = 4.08) emerged
as other prominent environmentally responsible behaviors. In contrast, the least emphasized behaviors were recycling
practices (M = 2.66) and paying attention to whether product packaging is recyclable (M = 2.43) (Table 2).

These results suggest that environmentally responsible behaviors are more prevalent in routine daily activities that
require minimal effort or financial cost. In contrast, behaviors related to recycling and sustainable purchasing decisions
appear to be less firmly established among students. This finding is consistent with previous international evidence. A
study conducted by the Organisation for Economic Co-operation and Development (OECD) reported that energy-saving
behavior represented the most common form of environmental engagement among individuals aged 15 years and older,
with a participation rate of 73% (OECD, 2022). The similarity between the present findings and OECD data suggests that
young consumers are more likely to adopt environmental behaviors that can be easily integrated into their daily routines
and that require relatively limited behavioral change.

n = , n = = 384
(t)

2
(p) (q)

(d)
2

(1.96)
2
(0.5) (0.5)

(0.05)
2
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Table 2
Descriptive Statistics On Green Consumer Trends

Item   Mean SD

X1 I attach importance to recycling. 2,66 0.879

X2 I pay attention to whether product packaging is recyclable. 2,43 1.091

X3 I separate recyclable waste from general household waste. 3,22 1.183

X4 I make sure not to dispose of used batteries with household waste and instead place
them in designated battery collection bins.

3,51 1.249

X5 I try to use water efficiently. 4,08 0.951

X6 I make sure to turn off lights in rooms that are not in use. 4,48 0.814

X7 I try to use both sides of paper. 4,06 1.028

X8 I avoid making noise at levels that may disturb other people. 4,23 1.016

X9 I try to use disposable products (e.g., paper towels, paper cups, wet wipes) sparingly. 3,99 0.998

X10 For short distances, I prefer walking or public transportation instead of using a private
vehicle.

3,84 1.278

X11 I remind family members to unplug electronic devices after charging. 3,80 1.153

X12 If I see someone littering, I warn them. 3,12 1.124

X13 I like receiving recommendations from people close to me about environmentally friendly
products.

3,16 1.209

X14 When purchasing a product, I check whether it contains environmentally harmful
ingredients.

2,89 0.857

X15 When product characteristics are similar, I prefer recyclable products over non-recyclable
ones.

3,19 0.808

X16 I avoid purchasing products that may harm the environment. 3,02 0.814

X17 I consider it important that products are environmentally friendly. 2,81 0.882

X18 I do not purchase brands that exploit animals. 3,79 0.873

X19 I am willing to pay more for environmentally friendly products. 2,73 0.859

The Kaiser–Meyer–Olkin (KMO) measure of sampling adequacy is an indicator used to assess the suitability of data for
factor analysis, with values above 0.50 generally considered acceptable. Higher KMO values indicate a stronger degree
of shared variance among variables and greater suitability for factor analysis (Kalaycı, 2010). The KMO value obtained in
this study was 0.885, indicating that the sample size was adequate for factor analysis. Furthermore, Bartlett’s Test of
Sphericity revealed that the correlations among the variables were sufficiently large to justify the application of factor
analysis (p < 0.001). In addition, the Cronbach’s alpha coefficient was calculated as 0.873, demonstrating a high level of
internal consistency and reliability of the measurement scale (α > 0.80) (Table 3).
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Table 3
KMO Measure of Sampling Adequacy, Bartlett’s Test of Sphericity,

and Reliability Statistics
Kaiser–Meyer–Olkin (KMO) Measure of SamplingAdequacy0.885

Bartlett’s Test of Sphericity Chi-Square (χ²) 2674.148

Significance Level (p) 171

  0.000

Cronbach’s Alpha (α) 0.873

Exploratory factor analysis conducted on the items presented in Table 1 revealed four underlying dimensions of green
consumer behavior. These dimensions were labeled as eco-literacy, lifestyle, sustainable consumption, and
environmental citizenship, respectively.The eco-literacy factor is associated with preferences for environmentally
friendly, recyclable, and animal welfare-oriented products. This dimension reflects individuals’ tendency to demonstrate
environmentally responsible behavior through their consumption choices.

The lifestyle factor encompasses behaviors aimed at preventing the waste of resources such as energy and water. It
represents one of the primary domains in which individuals can directly translate their environmental responsibilities
into everyday practices.

The sustainable consumption factor is related to the inclusion of packaging materials and waste in recycling processes.
This dimension represents the behavioral aspect of sustainable waste management and environmental awareness. The
findings indicate that students place less emphasis on recycling-related activities compared to purchasing and
resource-conservation behaviors (Table 4). Previous studies conducted in Türkiye have similarly reported relatively low
levels of recycling awareness among young people. In a review of existing research, Taşan (2024) concluded that
students at nearly all levels of the Turkish education system possess insufficient knowledge regarding waste
management and recycling practices.

The environmental citizenship factor reflects attitudes toward monitoring others’ environmental behaviors, informing
them about environmental issues, and encouraging environmentally responsible actions. This dimension highlights the
social sensitivity and community-oriented aspects of environmental responsibility (Table 4).
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Table 4
Results of the Exploratory Factor Analysis

Factors Items F1 F2 F3 F4

F1: Eco-Literacy I consider it important that products are environmentally
friendly (X17).

0.835      

  When purchasing a product, I check whether it contains
environmentally harmful ingredients (X14).

0.789      

  I avoid purchasing products that may harm the
environment (X16).

0.788      

  I am willing to pay more for environmentally friendly
products (X19).

0.757      

  When product characteristics are similar, I prefer
recyclable products over non-recyclable ones (X15).

0.706      

  I do not purchase brands that exploit animals (X18). 0.664      

F2: Lifestyle I make sure to turn off lights in rooms that are not in use
(X6).

  0.803    

  I try to use both sides of paper (X7).   0.729    

  I try to use water efficiently (X5).   0.680    

  For short distances, I prefer walking or public
transportation instead of using a private vehicle (X10).

  0.592    

  I avoid making noise at levels that may disturb others
(X8).

  0.569    

  I try to use disposable products (e.g., paper towels,
paper cups, wet wipes) sparingly (X9).

  0.555    

F3: Sustainable
Consumption

I separate recyclable waste from general household
waste (X3).

    0.767  

  I pay attention to whether product packaging is
recyclable (X2).

    0.698  

  I attach importance to recycling (X1).     0.638  

  I make sure not to dispose of used batteries with
household waste and instead place them in designated
battery collection bins (X4).

    0.601  

F4: Environmental
Citizenship

I remind family members to unplug electronic devices
after charging (X11).

      0.690

  If I see someone littering, I warn them (X12).       0.653

  I like receiving recommendations from people close to
me about environmentally friendly products (X13).

      0.538

Overall, the four-dimensional structure identified through factor analysis (eco-literacy, lifestyle, sustainable consumption,
and environmental citizenship) demonstrates that gren consumption behavior is a multidimensional and dynamic
phenomenon. This finding is consistent with previous research suggesting that gren consumption is not merely the
outcome of individual preferences but is shaped by the interaction of cognitive, social, and behavioral processes (Barbu
et al., 2022).
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As shown in Table 5, the four-factor structure explains 57.255% of the total variance. Among the explained variance,
eco-literacy accounts for 20.184%, lifestyle for 16.450%, sustainable consumption for 12.197%, and environmental
citizenship for 8.424%. These findings indicate that eco-literacy represents the most influential dimension of green
consumer behavior within the proposed factor structure, followed by lifestyle, sustainable consumption, and
environmental citizenship

Table 5
Total Variance Explained

Factors Initial Eigenvalues Extraction Sums of Squared
Loadings

Rotation Sums of Squared
Loadings

Total % of
Variance

Cumulative
%

Total % of
Variance

Cumulative
%

Total % of
Variance

Cumulative
%

F1 6.065 31.922 31.922 6.065 31.922 31.922 3.835 20.184 20.184

F2 2.367 12.459 44.381 2.367 12.459 44.381 3.126 16.450 36.634

F3 1.442 7.591 51.972 1.442 7.591 51.972 2.317 12.197 48.831

F4 1.004 5.283 57.255 1.004 5.283 57.255 1.601 8.424 57.255

As presented in Table 6, positive and statistically significant relationships were found among all dimensions of young
consumers’ green consumption tendencies. The strongest relationship was observed between lifestyle and
environmental citizenship (r = 0.508), whereas eco-literacy demonstrated moderate positive correlations with the other
dimensions. These findings suggest that individuals with higher levels of environmental awareness are more likely to
exhibit environmentally responsible behavioral tendencies (Table 6).

Table 6
Correlations Among the Factors

Factors F1 F2 F3 F4

F1. Eco-Literacy 1      

F2. Lifestyle .338* 1    

F3. Sustainable Consumption .387* .413* 1  

F4. Environmental Citizenship .338* .508* .321* 1

All correlations are statistically significant at p < .001.

As presented in Table 7, the factor loadings in the research model were generally found to be at acceptable levels. The
Cronbach’s alpha and Composite Reliability (CR) values exceeded the recommended threshold levels, indicating a high
degree of internal consistency and reliability for the measurement scales. Furthermore, the Average Variance Extracted
(AVE) values were generally close to or above the recommended threshold of 0.50, providing evidence of the model’s
convergent validity (Table 7).
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Table 7
Confirmatory Factor Analysis (CFA) Results of the Measurement Model

Factors Factor Loading Range Cronbach's α CR AVE

F1 (Eco-Literacy) 0.62–0.88 0.875 0.892 0.584

F2 (Lifestyle) 0.58–0.81 0.787 0.815 0.512

F3 (Sustainable Consumption) 0.61–0.74 0.647 0.712 0.485

F4 (Environmental Citizenship) 0.65–0.79 0.671 0.738 0.501

According to the structural model results, eco-literacy had a positive and statistically significant effect on sustainable
consumption (β = 0.354, p < 0.001). Similarly, environmental citizenship was found to exert a positive and significant
influence on sustainable consumption (β = 0.231, p = 0.026). The effect of lifestyle on sustainable consumption was
marginally significant (β = 0.162, p = 0.055). Furthermore, the independent variables included in the model explained
21.8% of the variance in sustainable consumption (R² = 0.218). These findings indicate that the proposed model
possesses a moderate level of explanatory power (Table 8).

Table 8
Structural Model Results

Hypotheses Path β t-value p-value Result

H1 F1 → F3 0.354 4.022 < .001 Supported

H2 F2 → F3 0.162 1.928 .055 Partially Supported

H3 F4 → F3 0.231 2.242 .026 Supported

Note: The coefficient of determination for the model was R² = 0.218.

5. Discussion
Overall, the findings indicate that students have developed a certain degree of environmental awareness and sensitivity;
however, this awareness is not consistently reflected in their sustainable consumption behaviors. This finding suggests
that the gap between environmental attitudes and actual behavior, which has been widely emphasized in the green
consumption literature, is also evident within the present sample. Although individuals may possess positive attitudes
and strong intentions, they may fail to translate these intentions into actual behavior due to barriers such as economic
constraints, difficulties in accessing environmentally friendly products, or insufficient information.

Furthermore, the findings demonstrate that green consumption behavior is not merely the result of individual
preferences but rather a multidimensional construct shaped by the interaction of environmental knowledge, lifestyle,
sustainable consumption habits, and environmental responsibility. Accordingly, environmentally responsible behavior
cannot be explained solely by environmental awareness, as psychological, social, and cultural factors also play a
significant role in shaping consumer behavior. Similarly, Hu et al. (2026) reported that green consumption behavior is
not a unidimensional construct but is influenced by the combined effects of environmental knowledge, lifestyle, and
environmental responsibility.

One of the most notable findings of the research is that students tend to engage in environmentally friendly behaviors
primarily within the context of daily routines and low-cost actions. The high mean scores associated with behaviors
such as turning off lights in unused rooms, conserving water, and using resources carefully suggest that environmental
behaviors are largely habit-based. This finding is consistent with Habit Theory, which argues that a substantial
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proportion of human behavior is guided by automated routines developed through repeated experiences (Verplanken
and Aarts, 1999). Likewise, Vita et al. (2019) emphasized that sustainable lifestyles often emerge through the gradual
transformation of existing habits rather than through radical behavioral changes.

In contrast, behaviors requiring greater cognitive evaluation and conscious decision-making, such as recycling and
purchasing environmentally friendly products, were found to be less prevalent. In particular, limited attention to
recyclable packaging, low participation in recycling activities, and a low willingness to pay premium prices for
environmentally friendly products suggest that students experience difficulties in translating environmental attitudes
into actual behavior. This finding is closely aligned with the concept of the attitude–behavior gap, which has been widely
discussed in the literature. Although individuals express concern for environmental issues, they often fail to act
accordingly due to factors such as economic costs, established habits, insufficient knowledge, and accessibility barriers
(Carrington et al., 2010). Similarly, Connolly and Prothero (2008) argued that sustainable consumption reflects an
inherent tension between environmental ideals and practical realities.

The strong explanatory power of the eco-literacy dimension indicates that environmental knowledge and awareness
play an important role in shaping green consumption behavior. However, despite relatively high levels of environmental
awareness, the limited behavioral outcomes observed in this research suggest that the relationship between knowledge,
attitudes, and behavior is not linear. This finding implies that environmental awareness alone is insufficient to generate
behavioral change and that additional motivational and structural mechanisms are necessary to encourage sustainable
consumption practices.

The emergence of lifestyle as a strong factor suggests that environmentally responsible behaviors become more
sustainable when they are integrated into individuals’ daily practices. This finding is consistent with Social Practice
Theory, which argues that behaviors are shaped not only by individual preferences but also by social practices,
infrastructure, and cultural meanings (Shove et al., 2012).

The relatively low level of the sustainable consumption dimension indicates that students have not developed sufficient
behaviors, particularly with regard to recycling and waste management. This finding is consistent with previous studies
reporting limited levels of knowledge and practical engagement in recycling among young people in Türkiye (Taşan,
2024). Furthermore, when interpreted within the framework of the Theory of Planned Behavior, this result suggests that
low perceived behavioral control may hinder the performance of environmentally responsible behaviors (Ajzen, 1991).

The environmental citizenship dimension further demonstrates that environmental behavior is not independent of its
social context. Individuals’ tendency to monitor, advise, or influence others regarding environmental issues suggests
that environmentally responsible behaviors are shaped through social norms and interpersonal interactions. This finding
is consistent with both the concept of subjective norms within the Theory of Planned Behavior and the Norm Activation
Theory (Schwartz, 1977).

The structural model results provide further support for these findings. According to the analysis, eco-literacy and
environmental citizenship exert positive and significant effects on sustainable consumption. This suggests that
individuals with higher levels of environmental knowledge and a stronger sense of environmental responsibility are
more likely to adopt sustainable consumption behaviors. The effect of lifestyle on sustainable consumption was found
to be marginally significant. Similarly, Yadav and Pathak (2017) reported that individuals with greater environmental
awareness tend to develop more favorable attitudes toward environmentally responsible behavior and exhibit stronger
purchase intentions when supported by their social environment.

However, the relationship between intention and behavior is not always direct. In the present study, although students
demonstrated environmentally responsible behaviors in their daily lives, such as turning off unused lights, avoiding
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unnecessary vehicle use for short distances, and conserving water, they exhibited lower levels of consistency in
behaviors that require greater organization and effort, such as recycling. This finding suggests that behavior cannot be
explained solely through conscious and rational decision-making processes. According to Habit Theory, many
consumption behaviors performed in everyday life are guided by automated routines developed through repeated
experiences rather than deliberate evaluations (Verplanken and Aarts, 1999).

Conclusions and Recommendations
The findings of this research indicate that although students generally exhibit positive attitudes toward environmental
issues, these attitudes are not reflected to the same extent in sustainable consumption behaviors. In particular,
behaviors embedded in daily routines, such as energy conservation and water saving, were found to be highly prevalent,
whereas behaviors such as recycling, purchasing environmentally friendly products, and willingness to pay a premium
for green products remained at relatively low levels. These findings support the attitude–behavior gap frequently
highlighted in the green consumption literature. They further suggest that green consumption behavior cannot be
explained solely by individual environmental awareness but is also influenced by economic, social, and structural
factors. Similarly, Doan et al. (2025) emphasized that environmentally responsible behaviors are shaped not only by
individual awareness but also by social learning processes, environmental norms, and social interactions.

The four-dimensional structure identified in this research eco-literacy, lifestyle, sustainable consumption, and
environmental citizenship demonstrates that green consumption behavior is a multidimensional and dynamic
phenomenon. The findings indicate that environmentally responsible behavior is influenced not only by individual
awareness but also by social norms, habits, economic conditions, and the feasibility of behavioral implementation. In
this respect, the research is consistent with previous research suggesting that green consumption behavior emerges
through the interaction of cognitive, social, and behavioral processes.

The structural model results revealed that eco-literacy and environmental citizenship exert significant positive effects on
sustainable consumption. This finding suggests that individuals with higher levels of environmental knowledge and
stronger senses of social and environmental responsibility are more likely to adopt sustainable consumption behaviors.
The marginal significance of the lifestyle dimension further indicates that environmentally responsible behavior is
associated not only with conscious decision-making processes but also with everyday routines and habitual practices.
This finding is consistent with both Habit Theory and Social Practice Theory.

Based on the findings, several practical implications can be proposed. Environmental education provided at universities
should move beyond the transmission of theoretical knowledge and incorporate more practice-oriented activities. In
addition, strengthening recycling infrastructure, improving the accessibility of environmentally friendly products, and
promoting social campaigns that encourage environmentally responsible behaviors among students may contribute to
the wider adoption of sustainable consumption practices.
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Figure 1

Keyword Analysis Results from the Literature Review

Figure 2

Theory of Planned Behavior (Green Consumption Behavior Model)
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Figure 3

Value-Belief-Norm Theory (Green Consumption Behavior Model)
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