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Abstract: Global environmental challenges, including the
depletion of natural resources, pollution, and population
growth, have significantly impacted modern lifestyles. The
environmental and socioeconomic dimensions of this rea-
lity are represented by climate change, one of the major
threats facing the planet. People’s environmental values
and the green behaviors they exhibit based on these values
are crucial in mitigating significant environmental pro-
blems, such as climate change. In this context, raising
environmental awareness and motivating individuals to
contribute to sustainable development and the circular
economy particularly environmental protection can serve
as an effective starting point. In line with this idea, data
were collected from 236 participants in Istanbul in 2024
using the convenience sampling method. The data collected
through the survey technique in the study were analyzed
using the SPSS program and PROCESS, a macro developed
for SPSS. In addition, confirmatory factor analysis and path
analysis were performed with the Python programming lan-
guage, and fit index was also presented. The research findings
reveal a significant relationship between environmental
values and green purchasing behavior. The mediating role
of climate change mitigation behavior was also found.
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1 Introduction

Life expectancy and life satisfaction have improved signif-
icantly for billions of people due to the phenomenal increase
in production and consumption globally over the last 200
years, enabled by significant scientific and technological
advances. However, human activities have caused or are on
the verge of causing critical planetary boundaries to be
exceeded, which could have devastating impacts on both
humans and other species on the planet. At the same time,
human activities have expanded to such an extent that scien-
tists refer to this era as a new geological epoch, the
“Anthropocene” (Steffen et al., 2018). Rapid population growth
has led to changes in human consumption behaviors, which
have directly and indirectly affected the well-being of the
population. This consumption has significantly impacted the
ecosystem, leading to problems such as pollution, deforesta-
tion, depletion of the stratospheric ozone layer, pollution of
seas and rivers, global warming, and the climate crisis (Chen
& Chai, 2010; Ramlogan, 1997). Despite ongoing environmental
degradation, estimates suggest that the global average tem-
perature could increase by up to 4.8°C by 2,100 if urgent
measures are not implemented (Tracker, 2020). Evidence
from various sources indicates that Earth’s climate is unde-
niably undergoing significant changes. Instrumental climate
records from numerous stations worldwide reveal a clear
and urgent warming trend (Kirat et al, 2024; Patterson
et al,, 2022). The pressing environmental problems and their
adverse impacts on human health have drawn attention from
academics, governments, and organizations (Haytko & Matu-
lich, 2008).

This has led to increased environmental sustainability,
with corresponding shifts in consumer demand and beha-
vior (Mendleson & Polonsky, 1995). Research and studies on
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the effective management and use of natural resources for
mitigating environmental impacts have become increas-
ingly common over time. In this context, the concept of
sustainable development gained increasing importance,
particularly after the United Nations (2015), an interna-
tional organization dedicated to promoting global coopera-
tion and solutions for global issues, introduced the 17 sus-
tainable development goals (SDGs) in 2015. The SDGs
emphasize the influence of environmental values and
green practices at the core of sustainability, while also
bringing into focus the need for the integration of environ-
mental, economic, and social dimensions. Green buying
behavior, as an extension of green values and attempts
to offset the effects of climate change, is a key instrument
for sustainable consumption (Goal 12) and climate action
(Goal 13). Therefore, it has a direct impact on the larger
sustainable development agenda. This study provides an
opportunity for you, as students, scholars, and researchers,
to investigate the role green purchasing behavior (GPB)
and environmental attitudes have in mitigating climate
change through the use of the traditional theory of planned
behavior (TPB) framework. To this extent, your involve-
ment in this approach meets a void in the research.
Recent Turkish literature concerning green consumption
behavior and environmental values has been well
researched. Turna (2024) examined the relationship between
perceived environmental knowledge and sustainable con-
sumption behavior, testing environmental concern as a med-
iator. The study utilized an online survey of 343 participants
with structural equation modeling (SEM) and confirmatory
factor analysis (CFA) to analyze the data. The study found that
perceived environmental knowledge and environmental con-
cern positively influence sustainable consumption behavior,
with environmental concern mediating this relationship.
The study concluded with the result that enhanced environ-
mental awareness and concern can effectively trigger sustain-
able consumption tendencies. Yilmaz and Aytekin (2020)
also examined green purchase behavior using the extended
value-attitude-behavior model. They conducted a survey
among 550 consumers in Samsun and used the Kruskal-
Wallis test for statistical analysis. Their study indicated that
environmental consciousness has an indirect impact on green
consumption behavior through environmental attitudes. Con-
versely, green product awareness, product quality, and refer-
ence groups all have a direct influence on buying behavior.
The authors stated that increasing environmental conscious-
ness and the impact of reference groups would stimulate
GPB. Korkmaz et al. (2017) investigated the relationship
between green product purchasing behaviors, susceptibility
to interpersonal influence, and social impact among college
students. Their study of 264 students, which employed factor
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analysis, correlation analysis, and simple linear regression,
revealed that social influence and susceptibility to interper-
sonal influence have a positive impact on GPB. The authors
suggested that strengthening social influence and suscept-
ibility could lead to increased purchasing of green products.

Although Turkey has emphasized environmental sustain-
abhility in various national policy documents in recent years,
there are significant challenges in translating individual
awareness in this area into actual pro-environmental beha-
viors. In particular, a considerable attitude-behavior gap has
been observed between consumers’ positive attitudes toward
environmentally friendly products and their actual pur-
chasing behavior. This gap highlights the importance of
understanding how environmental values influence green
purchase behavior through climate change mitigation
actions. Although the relationships among these three vari-
ables have been examined individually in the literature, no
empirical study has been found that tests a comprehensive
structural model of environmental values, climate change
mitigation behavior (CCMB), and green purchase behavior
within the context of Turkey. This study aims to address
this gap by providing a theoretically grounded explanation
of environmentally conscious consumer behavior specific to
the Turkish context.

Despite the existing body of literature on environ-
mental values and GPB, a significant gap remains con-
cerning studies directly addressing CCMB. The current
literature has primarily focused on general environmental
attitudes and behaviors without examining how these atti-
tudes translate into specific climate change mitigation
actions. This study seeks to fill this gap by focusing expli-
citly on CCMB, providing a novel contribution to the field.
In this study, the “CCMB scale” was adapted into Turkish
and administered to voluntary participants in the context
of Istanbul. A comprehensive literature review revealed
that no prior research in Turkey has directly employed a
scale specifically measuring CCMB. This finding under-
scores the original and innovative nature of this research.
This research aims to raise awareness of CCMBs among the
Turkish public and to scientifically reveal individuals’
behavioral tendencies in this context. This objective con-
stitutes the primary motivation for this study. The origin-
ality of the study is that the variables that constitute the
subject of this study have not been addressed together
before, and the CCMB applied to Turkey shows a similar
structure to the original scale. The findings of the study
clarify how environmental values shape individuals’ sus-
tainable consumption behaviors and demonstrate how
these values influence GPBs through CCMBs. Today, the
impacts of environmental problems on human health, eco-
system balance, and the quality of life for future
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generations have attracted the attention not only of aca-
demics but also of governments, the private sector, and
broader segments of society. In this context, it is of great
importance for individuals to hold environmental values
and to transform these values into actual behaviors in line
with the goals of sustainable development. The literature
includes numerous studies on the effect of environmental
values on GPB, with significant contributions particularly
from Turkey. However, most existing studies tend to
associate environmental values with general attitudes
and do not examine how these values translate into
more concrete behaviors, such as climate change mitiga-
tion actions. This gap hinders our ability to better under-
stand the real-life impact of environmentally conscious
values. This study proposes that promoting CCMBs can
strengthen the link between environmental values and
green purchasing decisions. The results provide strategic
recommendations for policymakers and educators to
enhance environmental values and climate change aware-
ness, thereby contributing to the promotion of sustainable
consumption and environmentally friendly behaviors.
While most studies conducted in Turkey have focused on
constructing green consumer profiles or measuring pro-
environmental attitudes, there remains a notable limita-
tion in understanding how these attitudes translate into
actual behavior, particularly through the lens of climate
change mitigation actions. Therefore, this study aims to
contribute to the literature at a theoretical level while
also generating actionable insights at both policy and soci-
etal levels to better understand environmentally conscious
consumer behavior in the Turkish context.

Following this, our study is organized into four main
sections. Section 2 provides an overview of the basic con-
cepts and relevant terminologies from the literature.
Section 3 outlines the research hypotheses, participants,
procedures, measurement tools, data analysis methods,
and findings. Finally, Section 5 presents the study’s find-
ings, limitations, and suggestions for future research. Sec-
tion 6 concludes this article.

2 Conceptual Framework

2.1 TPB

The TPB, an extension of the theory of reasoned action
(TRA), was developed by Fishbein and Ajzen (1977); Ajzen
and Fishbein (1980) to explain the behavioral intentions of
individuals. According to the TRA, an individual’s intention
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to engage in a particular behavior is the proximal determi-
nant of volitional behavior. The TRA focuses on volitional
actions, suggesting that intention solely governs behavior.
In contrast, the TPB also seeks to predict nonvolitional
behaviors (Ajzen, 1988, 1991; Conner & Armitage, 1998).
The TPB posits that attitudes, subjective norms, and per-
ceived behavioral control are the three components that
shape intentions, which, in turn, lead to behaviors (Ajzen,
1985, 1987, 1991). An individual’s willingness to engage in a
behavior and the degree of control they perceive over it
(behavioral control) determine whether they will perform
the behavior (Ajzen, 2006). Beliefs about behavior or poten-
tial influences on behavior are referred to as attitudes. In
addition, attitudes can reflect judgments of good or bad,
likes or dislikes, or an evaluation of a concept, activity, or
item. Attitudes emerge from the acceptance or rejection of
something Ajzen & Fishbein (2011). Behavioral control
refers to the strong motivation or drive associated with a
particular behavior. It represents a dominant belief that
stems either from a perceived limitation or, conversely, a
compelling reason for performing or avoiding a specific
action. Subjective norms are external influences or societal
pressures that individuals face when they aim to achieve
something. These external influences often come from sig-
nificant others, such as family, friends, or public figures.
Subjective norms consist of two components: the degree to
which key referential figures support or oppose a specific
behavior, and the strength of an individual’s motivation to
conform to the expectations of these referential figures
(Liu et al., 2023). Subjective norms refer to people’s beliefs
that influence their behavior. Consumer attitudes, beha-
vioral intentions, subjective norms, and purchase behavior
are strongly correlated, according to the recent research.
Subjective norms, for instance, have been shown to
increase local consumers’ intention to visit green hotels
significantly (Haq et al., 2023) and to be a powerful pre-
dictor of green hotel lodging behavior among Chinese con-
sumers (Agag & Colmekcioglu, 2020).

Si et al. (2019) used bibliometric techniques to study
the use of TPB in environmental sciences. They found that
TPB is widely used in areas such as sustainable transporta-
tion, energy conservation, green consumerism, and waste
management. The study highlighted the TPB’s ability to
explain environmental behaviors and provided recom-
mendations for improving its application. Yuriev et al.
(2020) examined the determinants of environmental beha-
viors using TPB. They examined the application of TPB in
different contexts to identify factors that influence envir-
onmental behaviors. It also revealed that indirect variables
(beliefs) and reported explained variance are often over-
looked. Greaves et al. (2013) examined environmental
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behavioral intentions in the workplace using the TPB. They
found that the TPB could explain between 46 and 61% of
employees’ intentions to adopt eco-friendly practices.
Intentions were found to be strongly predicted by attitudes
and perceived behavioral control. Gkargkavouzi et al.
(2019) extended the TPB by combining it with the value-
belief-norm model and providing a more thorough ana-
lysis of people’s environmental behaviors. Their study
revealed that routines and self-identity significantly impact
environmental behavior, thereby enhancing the TPB’s pre-
dictive capacity.

The TPB has been widely used to predict entrepre-
neurial and pro-environmental behaviors in various envir-
onmentally conscious domains. Previous studies have
employed the TPB to explain behaviors such as recycling,
organic food consumption, green purchasing, the adoption
of green products, energy-efficient products, and other
environmentally friendly practices (Aertsens et al., 2009;
Boldero, 1995; Chan & Lau, 2000; Han & Hyun, 2018; Han
et al., 2019; Kalafatis et al., 1999; Yadav & Pathak, 2016; Yeon
Kim & Chung, 2011; Zagata, 2012).

2.2 GPB

Increasing ecological consciousness has resulted in consu-
mers favoring eco-friendly goods and services due to
increased awareness of environmental damage. Businesses
that emphasize sustainable practices have benefited from
this shift (Kalafatis et al., 1999; Laroche et al., 2001; Roberts,
1996). “Green purchasing” refers to avoiding ecologically
hazardous products and buying environmentally beneficial
ones. Consuming eco-friendly products is directly linked to
GPB (Jansson et al.,, 2010). The demand for eco-friendly items
has increased due to growing consumer awareness of envir-
onmental damage. Green products help ensure a sustainable
future by reducing environmental harm and satisfying cus-
tomer demands (Soomro et al.,, 2020). Ecological or environ-
mentally friendly products are often referred to as “green
products.” According to Shamdasani et al. (1993), a green
product is recyclable or reusable, does not harm the environ-
ment, and does not consume natural resources. Elkington and
Makower (1988) define eco-friendly packaging as a product
that minimizes its negative environmental impact through its
environmentally conscious design. Growing concern among
customers about environmental protection is driving a shift
from purchasing traditional products to opting for green pro-
ducts that cause minimal pollution and conserve resources
(Marcon et al.,, 2022). Academic research has identified the
motivations underlying environmentally friendly behaviors
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and has examined the relationship between cognitive or
motivational factors and environmentally conscious beha-
viors (Dietz et al, 1998; Karp, 1996). According to Krause’s
(1993) study, consumers are becoming increasingly aware of
the environmental impact of their daily habits.

Consequently, some customers have translated their
environmental concerns into a commitment to actively pur-
chasing green products (Martin & Simintiras, 1995). The
answers to the questions, “What are the barriers to pro-envir-
onmental behavior?” and “Why do people act in environmen-
tally friendly ways?” are complex. The gap between having
environmental awareness and knowledge and engaging in
pro-environmental behavior has been explained using var-
ious theoretical frameworks. For instance, Dunlap and Mertig
(1995) and Jones (2001) noted that while many individuals are
conscious of and concerned about environmental issues, this
does not necessarily translate into sustainable behavior
(Kaufmann et al., 2012).

2.3 Environmental Values

According to Schwartz (1992), values are considered preferred
life goals of differing significance that function as guiding stan-
dards in individuals’ lives. According to Schwartz, values can
be categorized into ten value clusters — conformity, power,
universalism, tradition, stimulation, benevolence, hedonism,
self-direction, achievement, and security — that characterize
individual variations in value priorities. Social values are
represented by the first four value clusters, while individua-
listic values are reflected by the last six. Environmental studies
generally show that self-enhancement and self-transcendent
values are particularly linked to environmental beliefs, norms,
attitudes, action, and intentions: individuals who highly prior-
itize self-transcendent values tend to exhibit stronger pro-
environmental attitudes and normative commitments.
According to Thggersen and Olander (2003), individuals who
endorse self-transcendence values are more inclined to carry
eco-friendly behaviors into various areas of their consumption
patterns (Mainieri et al., 1997).

Environmental values have a wide-ranging impact,
from sustainable consumption to sustainable urban plan-
ning, from green trade to environmental awareness among
young people. Developing and implementing sustainability
policies requires understanding how these principles affect
people and businesses. By using data from PISA 2015, List
et al. (2020) examined the environmental awareness of
young people and showed how environmental values
impact sustainable behavior. The study showed that edu-
cation can promote sustainable behavior by raising
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environmental awareness. Perera et al. (2024) investigated
the influence of environmental values on sustainable con-
sumption and described how these values impact consumption
practices. Gimenez-Jimenez and Harc (2024) examined how
environmental values and cultural factors influence environ-
mentally conscious entrepreneurs’ intentions to pursue sus-
tainable entrepreneurship. In a study by Ang et al. (2011), the
effective use of environmental, social, and economic resources
in EU nations was assessed, and the influence of environ-
mental values on sustainable resource management and effi-
ciency was investigated. However, some research suggests that
people’s environmental views, behavioral intentions, norma-
tive perceptions, and behaviors are somewhat correlated with
their openness to change and conservation tendencies (Schultz
& Zelezny, 1999; Poortinga et al., 2004). For instance, according
to Nordlund and Garvill’s (2003) study, values are linked to
environmental awareness and personal norms that encourage
reducing vehicle use. This suggests that behavior-specific
norms and beliefs mediate the relationship between values
and the desire to avoid using vehicles. Existing research has
shown that individuals with environmentally conscious values
are more likely to exhibit environmentally responsible pur-
chasing behaviors (Chekima et al., 2016; Lee, 2008). However,
several studies (Gupta & Ogden, 2009) show that environ-
mental values do not always directly influence purchasing
behavior. These differences suggest that environmental values
have an effect through certain intermediary behaviors rather
than a direct impact. Moreover, studies examining such rela-
tionships in the Turkish context are limited. In this context, it is
assumed that environmental values influence behaviors
related to combating climate change.

Hq: Environmental values (EV) have a positive effect
on GPB.

2.4 CCMBs

Climate change refers to the global phenomenon that pri-
marily impacts the common climate conditions on Earth. It
is related to global warming and its effects on weather
patterns on our planet (Saxena & Nimala, 2022; Shen
et al., 2024). Climate change is primarily caused by global
warming and the greenhouse effect. The daily human
activity that releases greenhouse gases (GHGs) has led to
an unprecedented global temperature rise, and it is pre-
dicted to rise even more in the future if left uncontrolled
(Hassani et al., 2019). For instance, a significant amount of
GHG emissions is caused by the consumption of goods and
services. Studies of individual and household behavior are
known as behavioral science, and they are conducted in
various fields, including psychology, political science,

Mediating Role of Climate Change Mitigation Behaviors = 5

anthropology, sociology, economics, and transdisciplinary
research. In several spheres of life, households and indivi-
duals can impact climate change (Ivanova et al., 2020).
Behavioral science research on climate change mitigation
has frequently focused on individuals’ consumer beha-
viors. Existing research has primarily focused on com-
monly practiced behaviors (such as recycling, food choices,
or modes of transportation), the predictability of indivi-
dual characteristics (like knowledge and attitudes), and
how individuals respond to change initiatives (Clayton
et al.,, 2015; Nielsen et al., 2024). People need to feel both
concerned about climate change and confident in their
ability to take action to reduce it if they are to adopt indivi-
dual-level climate change mitigation practices (Ajzen, 1991;
Bandura, 1977; Floyd et al., 2006). People must know how to
transform their concerns into productive actions (Andrews
et al., 2022). People are more inclined to participate in miti-
gation behaviors (Doherty & Webler, 2016; Lubell et al,
2007), climate change activism (Bamberg et al., 2015; Jugert
et al., 2016), and discussions about climate change when they
believe they can stop it (Geiger et al., 2017; Swim et al., 2014).
Individuals can encourage behavioral changes in their
workplaces and communities, support mitigation efforts
within institutions and organizations, move their private
investments to mutual funds and low-emission businesses,
and vote for political candidates who support bold climate
action. Changes in behavior, such as circular consumption,
resource conservation, and sustainable transportation, can
help mitigate climate change (Dietz & Whitley, 2018; Kolbel
et al., 2020; Nielsen et al., 2021, 2024). However, research
explaining the direct transfer from individuals’ values to
behavior remains limited, and this relationship needs to
be further elaborated, particularly concerning CCMBs.
Furthermore, the role of CCMBs in environmental pur-
chasing behaviors has not been adequately analyzed. There-
fore, it is suggested that CCMBs play a mediating role in the
effect of environmental values on GPB.

H,: Environmental values (EVs) have a positive effect
on CCMB.

Hs: CCMB has a positive effect on GPB.

H;: CCMB has a mediating role in the effect of EVs
on GPB.

3 Method

3.1 Participants and Procedure

Between May and October 2024, a survey method and con-
venience sampling were used to conduct this study among
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236 residents of Istanbul. Participants were asked if they
would be willing to participate in a study focusing on
environmental behaviors and values. All participants will
be guaranteed anonymity, and participation in the study is
entirely voluntary. After reading the information about the
survey and giving their approval for the voluntary consent
form, the participants were directed to the online form. In
this context, the main factors in choosing this method were
time and budget constraints, limited access to the target
group, and field difficulties that could be encountered
during the data collection process. In addition, since the
primary aim of the research was to provide a preliminary
insight into environmental awareness and behavioral
trends, the convenience sampling method was found
appropriate. In addition, an attempt was made to reach
individuals of different ages, genders, educational statuses,
and occupational groups to ensure sample diversity.
These participants completed the Internet-based
survey, which took between 12 and 18 min to complete.
Participants in this study were 50.8% women (N = 120)
and 49.2% men (N = 116), with ages ranging from 17 to 58
years (M = 25.48, SD = 8.10). The participants’ education
levels were 8.9% high school, 47.5% associate degree,
26.3% bachelor’s, 10.2% master’s, and 7.2% doctorate.

Table 1: EFA results
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Informed consent: Informed consent was obtained after
informing participants that the survey data had been anon-
ymized and, to prevent disclosure to anyone else, would be
destroyed upon completion of the study.

3.2 Measures

Sociodemographic variables: Participants were asked
about their age and sex. In addition, marital status,
monthly income, education, and occupation information
were asked. To measure whether a person’s social network
has an effect on the formation of environmental values,
whether he/she is a member of an environmental NGO is
included in the statements. In addition, people’s opinions
about the environment were asked in an open-ended
manner. Participants’ environmental values were mea-
sured using a seven-item, single-dimensional scale devel-
oped by Kaiser et al. (1999). The items concern ecological
protection and the value of nature (Table 1). A five-point
Likert scale that ranged from agree (1) to disagree (5) was
the response format used. An example of the items on the
scale is: “I agree that meaning: I admit that all organisms’

Items Factor loadings Variance KMO
explained (%)

EV3. I agree that (meaning: I admit that)... 0.808 54.14 0.86

...all organisms’ lives are precious and worth preserving

EV2. ...animals should have legal rights 0.791

EV4. ...nature must be preserved because God or another supernatural force is part of it,  0.771

even in its non-living aspects

EV1. .....all things, whether humans, animals, plants, or stones have the right to exist 0.754

EV7. ...the earth’s value does not depend on people; it is valuable in itself 0.753

EV6. ... for everything that I do, including deeds affecting the environment, I am responsible  0.640

to a super natural force, for instance God

EVS. ...in general, raising animals in cages should be forbidden 0.609

CCMBS. “Chats about environmental topics” 0.855 57.08 0.84

CCMB3. “Buys seasonal fruits and vegetables” 0.802

CCMBA4. “Reads about environmental topics” 0.798

CCMB6. “Looks for ways of reuse products” 0.763

CCMB2. “Buys products with reusable packaging” 0.744

CCMB7. “Saves gas by walking or biking” 0.527

GPB2. “I pay a lot of attention to the environmental compatibility of personal care products  0.901 75.67 0.70

and household products when shopping”

GPB1. “I inform myself which groceries are environmentally polluted and don’t buy them  0.888

any longer”

GPB3. “I more frequently deliberately buy products which have a lower environmental 0.818

impact”

Cronbach alpha: EV (0.85), CCMB (0.85), GPB (0.84).

EV: environmental values; CCMB: climate change mitigation behavior; GPB: green purchase behavior.
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lives are precious and worth preserving.” This scale’s Cron-
bach alpha (reliability measure) in the present study
is 0.73.

CCMBs: A five-item scale created by Corral-Verdugo et al.
(2020) was used to measure behaviors. According to Table 1,
the items are formulated to outline voluntary measures aimed
at reducing GHG emissions (Table 1). The response format was
a five-point Likert scale ranging from agree (1) to disagree (5).
An example of the items on the scale is: “I save gas by walking
or biking.” The reliability measure, Cronbach’s alpha, for this
scale in the current study is 0.61. A three-item scale modified
by Moser (2015) was used to measure GPB. In the context of
everyday consumer goods, items were considered to gauge
environmentally conscious behavior (Table 1). The response
format was a five-point Likert scale ranging from agree (1) to
disagree (5). An example of the items on the scale is: “I more
frequently deliberately buy products which have a lower
environmental impact.” This scale’s Cronbach’s alpha (a relia-
bility measure) in the present study is 0.75.

3.3 Data Analysis

The data obtained in this study were analyzed using sta-
tistical and methodological approaches appropriate to the
research’s purpose. The mediating role of GPB in the effect
of environmental values on climate change combat beha-
viors was examined. Quantitative analysis was performed
using the IBM SPSS 30 software package program. The
collected data were examined for missing data, outliers,
and inconsistencies before analysis. Skewness—Kurtosis
values, which are kurtosis and skewness values, were
checked to evaluate normality assumptions in the data
set with no missing data. In addition, variance inflation
factor values were calculated to eliminate possible multi-
collinearity problems between variables. Mean, standard
deviation, and frequency analyses were used to under-
stand the general tendencies of the participants toward
environmental values, GPBs, and CCMBs. Cronbach’s alpha
coefficient was calculated to evaluate the reliability of the
scales used in the study, and it was found that all scales had
an acceptable reliability level (a > 0.70) (Cronbach, 1951). In
addition, exploratory factor analysis (EFA) was applied to
evaluate the validity of the measurement tools. To test the
main hypotheses of the study, the Hayes Process Macro,
which is more accepted today, was used, unlike the tradi-
tional Baron and Kenny’s mediation analysis approach
(Giirbiiz & Bayik, 2021).

CFA was conducted to verify the factor analysis con-
ducted in the study and to strengthen the measurement
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model. CFA is used to test the developed theory, and CFA
tests certain hypotheses regarding the nature of the factors
(Henson & Roberts, 2006). Analyses are conducted through
SEM to reveal fit index values. To strengthen the validity of
the study, the measurement model was tested by exam-
ining the goodness of fit indexes. In the evaluation of the
model, various fit indexes such as the chi-square test,
RMSEA, and standardized residual values were high-
lighted. Then, path analysis was conducted to reveal the
causal relationship. The most accurate method for per-
forming CFA and revealing fit indexes was investigated,
as AMOS gives good results in large samples and PLS-
SEM does not have goodness-of-fit values calculated in clas-
sical SEM applications (Sarstedt et al., 2021), so the analysis
was done using the Python programming language. Many
important authors in the international literature have stu-
died and used Python modules, especially in areas such as
software development, data analysis, computer science,
and machine learning (Kelleher, 2020). Today, it is also
used in the fields of organizational behavior and human
resources (Androniceanu, 2025).

4 Findings

Since EFA provides a real factor solution without inter-
fering with the nature of the data, it is recommended to
start the analysis with EFA first (Bektas, 2017). To test the
construct validity of the scales used in the study, the vari-
ables were tested with EFA. According to the explanatory
factor analysis (Table 1), the explained variance of the vari-
ables is 54.14% (environmental values), 57.08% (climate
change mitigation behavior), and 75.67% (green purchase
behavior). According to the analysis, the values of the envir-
onmental change variable are KMO = 0.86; X% = 650.995; df =
21; p < 0.001. CCMB is KMO = 0.84; X* = 581.143; df = 15; p <
0.001. GPB is KMO = 0.70; X = 299.841; df = 3; p < 0.001. Since
the factor loading of CCMB1 remained below 0.50, it was
removed from the analysis (Tabachnick & Fidell, 2013). The
values obtained from factor analysis show that the data set is
sufficient to perform factor analysis (Hair et al.,, 2010). Cron-
bach alpha values of the scales are environmental values a =
0.85, CCMB a = 0.85, and a = 0.84 GPB.

As a result of the factor analysis used, the Mahalanobis
(1936) distance method was used to determine whether
there were extreme values between multiple variables in
the data set. In addition, the suitability of the data set to a
normal distribution was evaluated by examining the skew-
ness and kurtosis values. To comply with the normal
distribution, Tabachnick and Fidell (2013) accept that the
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Table 2: Average values of variables

Items Minimum Maximum X SD

EV1 1 5 4.46 0.92
EV2 1 5 437 0.93
EV3 1 5 4.26 1.1

EV4 1 5 4.51 0.86
EV5 1 5 3.74 1.23
EV6 1 5 4.03 1.16
EV7 1 5 418 113
EV scale overall 4.22 1.04
CCMB2 1 5 3.24 1.16
CCmB3 1 5 3.42 1.22
CCMmB4 1 5 3.25 1.28
CCMB5 1 5 3.58 1.24
CCMB6 1 5 3.08 1.45
CCMB7 1 5 41m 1.05
CCMB scale overall 344 1.23
GPB1 1 5 3.24 1.24
GPB2 1 5 3.29 1.16
GPB3 1 5 3.01 1.66
GPB scale overall 3.18 1.35

distribution is normal when the skewness and kurtosis
values are between +1.50. In this study, kurtosis and skew-
ness values are EV (1.240; -1.414), CCMB (-0.711; -0.265),
and GPB (-0.484; -0.265).

According to Table 2, minimum, maximum, mean (X),
and standard deviation (SD) values are reported for the
items (e.g., EV1, EV2) collected under different factors
(EV, CCMB, GPB).

EV scale: the highest mean was observed at EV4 (4.51),
and the lowest mean was observed at EV5 (3.74). Generally,
the average of all items, “EV scale overall” is 4.22. This
shows that the participants typically approach environ-
mental values positively. CCMB was observed with the
highest mean in CCMB7 (4.11) and the lowest mean in
CCMB6 (3.08). The overall mean (“CCMB scale overall”)
was 3.44. This suggests that the participants’ concern about
CCMB was moderate. In the GPB scale, the highest mean
was observed in GPB2 (3.29), and the lowest mean was
observed in GPB3 (3.01). The overall mean (“GPB scale
overall”) was 3.18. This indicates that the participants
had an average attitude toward GPB.

In the analysis of this research, descriptive statistics
such as correlation between variables, reliability statistics,
mean, and standard deviation were tested with Pearson
correlation analysis to understand how the variables are
related to each other, which are presented in Table 3.

As shown in Table 3, there is a statistically significant
and positive relationship (r = 0.352**) between EVs and
CCMB, a statistically significant and positive relationship
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Table 3: Descriptive statistics, correlation, and internal consistency
levels of variables

Variables Mean SD 1 2 3
Environmental values 4.22 0.76 (0.99)

CCMB 3.44 0.93 0.352** (0.99)

Green purchase behavior 3.18 1.07 0.361** 0.699** (0.99)

*Correlation is significant at p < 0.05 significance level. **Correlation is
significant at p < 0.01 significance level; internal consistency levels
(Cronbach’s alpha) are presented in parentheses. (Yildiz et al. 2017)

(r = 0.361**) between Green Purchase Behavior, and finally
a statistically significant, strong, and positive relationship
(r = 0.699**) between CCMB and green purchase behavior.

These results show that individuals with environ-
mental values exhibit more behaviors aimed at reducing
climate change. This result is consistent with the literature
on the reflection of environmental values in behaviors
(Schultz, 2001; Stern, 2000). Similarly, the tendency of indi-
viduals with environmental values to purchase green pro-
ducts is also consistent with the literature. This consistency
shows that individuals’ value orientations are also reflected
in consumption. It is particularly parallel to research on
value-based consumption tendencies (Thggersen, 2005). In
addition, it shows that green consumption behaviors may
be part of a more general environmental responsibility beha-
vior pattern. In other words, individuals who exhibit CCMBs
are also likely to have environmental sensitivity in the pro-
ducts they consume.

The results of the correlation analysis in Table 3 show
that the logical validity envisaged between the variables
before moving on to causal relationships (Hair et al., 2010)
was achieved. The causal effect of environmental values on
GPB and the mediating effect of CCMB on this relationship
were analyzed using the PROCESS macro developed by
Hayes (2012, 2013) for the SPSS program.

The model results (Table 4) show that the effect of EV
on CCMB is significant, B = 0.430, SE = 0.075, t(234) = 5.75,
p < 0.001, 95% CI [0.282, 0.577]. The standardized coefficient
(B = 0.352) indicates that EV moderately affects CCMB. The
model is generally significant (F(1, 234) = 33.00, p < 0.001).
These findings reveal that the effect of EV on CCMB is
significant and measurable. In other words, increases in
EV lead to a positive and statistically significant increase in
CCMB. In the analyses conducted for GPB, both the direct
effect of EV and the effect of CCMB were examined. The
model explained 50.4% of the total variance (R*=0.504, F(2,
233) = 118.22, p < 0.001). The effect of CCMB on GPB is quite
strong and significant (B = 0.748, SE = 0.057, t(233) = 13.24,
p < 0.001, 95% CI [0.637, 0.860]). The standardized coeffi-
cient (f = 0.653) indicates that CCMB has a high effect on
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Table 4: Analysis results

Mediating Role of Climate Change Mitigation Behaviors

Variable B SE B t p LLCI uLCI
CCMB

Constant 1.632 0.321 — 5.086 <0.001 1.000 2.264
Environmental values 0.430 0.075 0.352 5.745 <0.001 0.282 0.577
GPB

Constant -0.178 0.292 — -0.610 0.542 -0.755 0.398
Environmental values (direct) 0.185 0.069 0.132 2.675 0.008 0.049 0.321
CCMB (indirect) 0.748 0.057 0.653 13.235 <0.001 0.637 0.860
Effect type Effect SE T p LLCI ULCI Std. effect (B)
Total effect (X - V) 0.506 0.085 5.927 <0.001 0.338 0.675 0.361

Direct effect (X = V) 0.185 0.069 2.675 0.008 0.049 0.321 0.132

Indirect effect X - M - Y)

CCMB 0.322 0.072 — — 0.182 0.465 0.229

GPB. The direct effect of EV on GPB is significant but
weaker (B = 0.185, SE = 0.069, t(233) = 2.68, p = 0.008, 95%
CI [0.049, 0.321]). The standardized coefficient (f = 0.132)
suggests that the direct effect is small.

In this study, when the indirect effects and mediation
analysis were examined (Table 5), the indirect effects were
tested according to the bootstrap method and were signifi-
cant (B = 0.322, BootSE = 0.072, 95% CI [0.182, 0.465]). The
standardized indirect effect (8 = 0.229) shows that the media-
tion is moderate. These results indicate that CCMB is a sig-
nificant mediator of the relationship between EV and GPB.
Compared to the total effect (B = 0.506, SE = 0.085, t(234) = 5.93,
p < 0.001, 95% CI [0.338, 0.675], B = 0.361), the indirect effect
appears to account for a larger portion of the total effect.

These findings support the TPB model. Although the
environmental values held by individuals do not directly
have a large effect on consumption, they indirectly drive
green consumption through environmental awareness and
responsible behaviors (e.g., CCMB). This suggests that poli-
cies or campaigns aimed at increasing environmental
awareness should not only create value but also strengthen

Table 5: Goodness-of-fit values

the intermediary mechanisms through which these values
are translated into behavior.

Following EFA and regression analysis with Hayes
macro, CFA and path analysis were conducted within the
scope of SEM to strengthen the validity of the study. For a
model to be acceptable, the “goodness of fit criteria” that
reveal how consistent the relationships in the model are
with the data are examined. The findings of the CFA con-
ducted with Python and the suggested acceptance range of
the criteria used in the evaluation of the model-data fit and
the accuracy of the established theory are given in Table 5.

It is observed that the goodness-of-fit values in Table 5
are within the reference values in the literature. According
to the obtained data, X%/df = 2.65; GFI = 0.974; AGFRI =
0.973; CFI = 1.012; RMSEA = 0.090; SRMR = 0.000 AND NFI
= 0.894. The most deficient aspect of the NFI statistic is that
it shows low suitability in models studied with samples
under 200 (Mulaik et al., 1989, pp. 430-445). The sample
of this study is 236, and it is quite close to 0.90, with 0.894;
therefore, the fit of the model can be considered strong.
The results of CFA showed that each variable represented

Index Result Comment

X2/df 2.65 This coefficient is considered acceptable if it falls between 2 and 5 (Hu & Bentler, 1999; Kline, 2023; Kwon & Marzec, 2016)

GFI 0.974 Although a GFI value of 20.90 indicates an acceptable range, there is no established minimum acceptable threshold
(Davcik, 2014)

AGFI 0.973 Similar to the GFI, AGFI ranges between 0 and 1, with values of 0.90 or higher indicating good model fit (Karaman, 2023)

CFI 1.012 The CFI value should be close to or above 0.95 (Hu & Bentler, 1999)

RMSEA  0.090 RMSEA values of <0.05 are considered excellent, 0.05 to 0.08 good, 0.08 to 0.10 mediocre, and above 0.10 unacceptable
(Sarmento & Costa, 2019)

SRMR 0.000 An RMR value below 0.08 indicates good model fit, while an SRMR value of 0 indicates a perfect fit (Cakir, 2019)

NFI 0.894 The NFI ranges between 0 and 1, with 0.90 generally considered a threshold for good fit (Hu & Bentler, 1999)
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Figure 1: Path analysis. Source: It was prepared by the researchers
based on the findings obtained from the R program. Note: * indicates
statistical significance: *p < 0.05; **p < 0.01; ***p < 0.001.

the relevant structure, and the fit indices of the model were
at an acceptable level. Then, the relationships between the
variables were tested with the path analysis created within
the scope of the structural equation model (Figure 1).
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As a result of the path analysis, it is observed that
environmental values significantly and positively affect
CCMB, depending on the finding of EV —» CCMB: B =
0.42***. According to the findings of CCMB — GPB: f =
0.3479*** CCMB is significantly and positively affected.
According to the findings of EV — GPB: § = 0.071*, it was
observed that environmental values affect GPB. As a result
of the research, direct and indirect effects were also exam-
ined. Direct effect (EV — GPB): 0.071, indirect effect (EV —
CCMB — GPB): 0.146, and the total effect is 0.217. EVs
directly affect GPB, but largely indirectly through CCMB.
In short, the weakness of the direct effect supports CCMB as
a strong mediator.

Apart from these analyses, a word cloud analysis was
performed. The data obtained from the open-ended ques-
tions in the survey form were uploaded to the necessary
places in “worldclouds.com” a web-based application, to
obtain a word cloud. The word cloud is shown in Figure 2.

The word cloud is a visual design that highlights the
themes of environment and nature, emphasizing the
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Figure 2: Word cloud. Source: Created by the authors at Wordclouds.com (2025).
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importance of environmental sustainability and the protec-
tion of natural resources. In the visual, capitalized words such
as “environment,” “nature,” “life,” “living,” and “everything”
reveal the central role of these concepts around the main
theme. In addition, words such as “future,” “protect,”
“health,” “harmony,” and “sustainability” draw attention to
the reciprocal relationship between humans and nature, indi-
cating long-term environmental responsibilities.

5 Discussion

This study aims to examine the mediating role of GPB in
the effect of environmental values on climate change
combat behaviors. This study developed a conceptual fra-
mework and empirically tested it using data gathered from
a diverse sample of participants, drawing on several theo-
retical frameworks, including the value-attitude-behavior
model. As will be discussed later, the study’s conclusions
have both theoretical and practical implications.

5.1 Theoretical Implications

This study examines how environmental values influence
behaviors related to climate change mitigation and green
purchasing. Unlike previous research, which has mostly
concentrated on broad environmental values and beha-
viors (Kaiser et al., 1999; Karp, 1996), this study clearly
examines how environmental values impact green buying
behaviors indirectly through CCMBs. This approach offers
a more nuanced understanding of how green consumer
behaviors reflect environmental values. Two of the study’s
significant accomplishments are the Turkish translation of
the climate change behavior scale and the validity and
reliability tests conducted. This translation ensures the
applicability of the scale for use in future studies in Turkey,
enabling a more precise evaluation of individuals’ climate-
related behaviors. This study is consistent with the existing
literature examining how environmental values influence
sustainable consumption behavior, and it has been noted
that these values have a strong impact (Lee et al.,, 2015; Pak-
pour et al, 2021; Perera et al., 2024). However, studies on
consumption value and sustainable consumption intention
have examined the effect of self-identity, revealing a strong
relationship and the mediating role of self-identity (Qasim
et al,, 2019; Zhao et al.,, 2023). On the other hand, it has been
found that perceived gaps in environmental values negatively
affect individuals’ behavior and weaken their tendency to
repurchase sustainable products (Biswas, 2017).

Mediating Role of Climate Change Mitigation Behaviors = 11

This study contributes to the overall understanding
of sustainable consumer behavior in the literature by
demonstrating how CCMBs influenced by environmental
values affect green buying behaviors (Eng et al., 2022). Pre-
vious studies conducted in Turkey have examined envir-
onmental concern and green buying behavior from var-
ious  perspectives. For  example, consumers’
environmental consciousness has been recognized through
some of the earlier research studies conducted in Turkey
(Alniacik, 2009; Aytop et al., 2021; Dogan et al., 2017; Duru &
Sua, 2013; Ozcalik, 2020; Paylan & Varinli, 2013; Yaras et al.,
2011; Yilmaz et al,, 2009), and others have examined green
consumption patterns of products (Eti, 2017; Onurlubas
et al, 2017; Ozcan & Ozgiill, 2019; Sua, 2012; Tayfun &
Olct, 2016; Yuruk Kayapinar et al., 2019). This study focuses
on examining the impact of environmental values on
CCMBs and GPBs through the value-attitude-behavior
model. It provides a more detailed understanding of how
environmental values influence sustainable consumption
behaviors, particularly by examining their effects through
CCMBs. This comprehensive approach offers a more thor-
ough understanding of how environmental values, social
norms, and perceived behavioral control shape green pur-
chasing and CCMBs.

5.2 Practical Implication

This study has several real-world implications for legisla-
tors, educators, corporations, and neighborhood associa-
tions interested in promoting eco-friendly practices and
mitigating climate change. First, the results emphasize
the need for more environmental awareness initiatives
that promote climate change mitigation measures.
Policymakers must create targeted public awareness cam-
paigns that inspire a sense of personal accountability and
clearly explain the connection between individual lifestyle
choices and environmental impact. In addition, green
labeling and certification schemes for goods can promote
environmentally responsible consumption habits by
making it simpler to recognize and choose environmen-
tally friendly products.

It is crucial for the education system to include lessons on
climate change and sustainability in curricula at all educa-
tional levels. Through education, students can develop
an appreciation for the environment and become more
aware of the need to address climate change. In addition,
community-based adult education initiatives can raise
public awareness of sustainable lifestyles. Social media and
digital platforms can also increase access to educational
resources. Businesses must foster a culture of sustainability
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by promoting eco-friendly behaviors, such as recycling,
energy conservation, and responsible consumption, among
their staff members. Businesses can create and promote
sustainable products by aligning their offerings with their
customers’ environmental values. Providing employees with
sustainability training and incentivizing employees who prac-
tice sustainability can reinforce sustainable practices within
the company. Finally, social action can be vital in fostering
sustainability. Local governments and community organiza-
tions should organize environmental events, such as tree
planting, recycling campaigns, and awareness campaigns, to
engage the public in mitigating climate change. Partnerships
with social media influencers and media outlets can also
increase public awareness of climate change issues and sus-
tainable living.

5.3 Limitations and Future Research

Although the current empirical findings align with the pre-
viously discussed theoretical reasoning and conventional
beliefs, this study, like many others, is not entirely free of
limitations. First, the study may not capture all ecological
variables at the national level because it was conducted in
a specific metropolitan region. This geographical limitation
may restrict the generalizability of the findings. Despite
this limitation, the research provides valuable insights
into the urban green movement and offers empirical sup-
port for a widely accepted theoretical framework Second,
the use of a five-point Likert scale survey method based
entirely on participants’ self-reports may have caused a
positive response bias. This is a common limitation of
self-reported data, where participants may give socially
desirable responses rather than their true opinions.
Third, a significant lack of knowledge among consumers
about the uses and values of green products may have
affected the results. Such limited consumer awareness
may prevent them from making conscious purchasing
decisions, which could impact findings related to GPB.
This situation, where participants provide responses
that align with social expectations rather than their true
opinions, is a common limitation of survey-based data col-
lection methods. Fourth, the RMSEA value reported in this
study indicates the model’s fit with the sample. This result
suggests an acceptable but low level of model fit. This out-
come can be attributed to the fact that the study was
conducted on a newly recognized topic in Turkey using a
convenience sampling method. In future research, studies
can be conducted using probabilistic sampling methods
based on the level of interest in the subject. Moreover,
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the generalizability of the findings is limited by the char-
acteristics of the sample. This study focused on a specific
sample, and the results may not be fully applicable to other
demographic groups. Future studies could include a more
diverse sample, covering different age groups, regions, and
socioeconomic backgrounds, to enhance the generaliz-
ability of the findings. Especially as the new generation,
Gen-Z, enters the business world and shows purchasing
behavior or the possibility of changing the business envir-
onment in terms of the environment will increase. It is
seen in the literature that the new generation has different
values (Abubakar et al., 2025). In this direction, studies can
be developed, especially on Gen-Z. Finally, due to the sig-
nificance of meat-based nutrition in Turkish culture, its
place in cultural life, and the fact that the majority of the
Turkish population is Muslim, with the concept of Eid al-
Adha being prominent, an additional vegan and vegetarian
grouping was not made.

Future work that incorporates cross-cultural compara-
tive studies can further enhance our understanding of how
cultural differences impact environmental values and GPB.
Due to Turkey’s seven distinct regions and its multicultural
structure, such studies could reveal how diverse cultural
contexts shape individuals’ environmental attitudes and
behaviors. These insights would provide a more compre-
hensive understanding of the factors driving sustainable
practices across different cultural groups. In addition, it is
recommended that future research explore CCMB within
the field of education and among samples of children and
adolescents. Such studies can offer valuable insights into
the development of young individuals’ environmental
values and their willingness to engage in climate-friendly
behaviors. Future research focusing on educational set-
tings can contribute to restructuring educational policies
to place a stronger emphasis on sustainable development,
sustainability, and environmental awareness.

6 Conclusion

This study explores the relationship between environ-
mental values and GPB, as well as the role of CCMB in
mediating this link. The findings show that preventing
climate change is the main way environmental values
influence GPB. These results underscore the importance
of bridging the gap between perception, attitude, and beha-
vior in the perception—-attitude-behavior model, empha-
sizing that having pro-environmental views is not enough;
these views must be translated into actions. This study
examines how environmental values affect climate change
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mitigation from the standpoint of sustainable development
and how green purchasing practices mediate this relation-
ship. The empirical results indicate a significant and
positive relationship between GPB and environmental
values from the standpoint of sustainable development.
According to the empirical results, some general sugges-
tions are presented to individuals in society. Within the
framework of these suggestions, the cultural background
should not be forgotten. At the same time, suggestions for
future researchers are presented. Finally, future research
could benefit from more complex models and the inclusion
of additional mediating variables to capture the dynamics
of these relationships better.
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