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This study aims to identify the factors influencing green product consumption preferences among 

consumers residing in the central district of Kırşehir Province, in terms of various demographic 

characteristics. Data were collected from 581 participants through questionnaire and analyzed using 

descriptive statistics, frequency tables, and Chi-square tests. Findings revealed that 87.8% of the 

respondents reported consuming green products (female = 267; male = 314). Results from the Chi-

square analysis indicated that marital status, level of education, presence of chronic illness, and 

awareness of environmentally friendly products were statistically significantly associated with 

green product consumption (p<0.05). Participants commonly defined green products as those with 

restricted use of chemicals and hormones and cited this attribute as a primary reason for their 

preference. The majority of respondents stated that green products differ from organic products and 

reported the internet as their main source of information. Most participants stated that they typically 

accessed green products at local bazaars, with fruits and vegetables, as well as grains and legumes, 

being the most frequently consumed product groups. The results indicate that, according to 

consumer opinions, the most significant barriers to purchasing green products are price, difficulties 

in access, and consumption habits. In response to a question regarding factors that could potentially 

increase green product consumption, the majority of participants selected “raising consumer 

awareness” and “reasonable pricing” as the most influential options. The results contribute to 

businesses and policy makers in developing strategies to raise consumer awareness and facilitate 

access to green products, with the aim of disseminating sustainable consumption behaviors and 

increasing environmental awareness.   
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Introduction 

Environmental issues such as global warming, climate 

change, biodiversity loss, and the depletion of natural 

resources are currently at the center of environmental 

sustainability efforts and are among the policy priorities of 

many countries. These environmental developments have 

led to a tendency among individuals to adopt more 

responsible consumption habits. This situation, which has 

been the subject of numerous scientific studies, also 

contributes to the widespread adoption of environmentally 

conscious production and consumption approaches at the 

societal level. In this context, ‘green products’—which are 

involved in environmentally friendly production processes, 

provide energy savings, and minimize environmental harm 

with their recyclable packaging—are considered critical 

tools for achieving sustainable development goals (Peattie, 

2001; Ottman, 2011). The consumption of green products 

is regarded not only as an indicator of environmental 

responsibility at the individual level but also as a source of 

competitive advantage for companies engaged in 

environmentally friendly production, contributing 

positively to the development of environmental policy 

processes (Chen & Chai, 2010). 

In recent years, an increase has been observed in studies 

examining the factors affecting consumers’ attitudes and 

purchasing behaviors toward green products. Within the 

literature, several key factors have been identified as 

influential in shaping consumer behavior related to green 

product consumption, including environmental awareness 

and knowledge levels (Joshi & Rahman, 2015), 

environmental concerns (Laroche et al., 2001), individual 

values and lifestyle (Thøgersen & Ölander, 2002; Yılmaz 

& Aytekin, 2020), perceived product quality (Chen & 

Chang, 2012), green trust (Chen, 2009), green product 

labeling (D’Souza et al., 2007), and purchase intention 
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(Yadav & Pathak, 2016). It has been stated that, in addition 

to motivations for environmental protection, factors such 

as personal health concerns and social influences are also 

involved in consumers’ preference for green products 

(Şahin et al., 2016; Onurlubaş, 2019). One of the primary 

motivations for green product consumption is consumers’ 

desire to protect their health. In this regard, various 

scientific studies have revealed that products free from 

chemical content, natural, and healthy are preferred by 

consumers (Şahin et al., 2016; Yıldız & Kelleci, 2022; 

Yemez & Delice Akca, 2024). Demographic 

characteristics such as gender, age, education level, and 

income have been found to play a significant role in green 

product consumption (Tilikidou, 2007; Çabuk et al., 2008). 

It has been reported in the literature that women tend to 

prefer environmentally friendly products more than men 

(Karahan et al., 2017), and that the use of green products 

increases in parallel with rising levels of education and 

income (Dong & Fuller, 2010; Tait et al., 2016; Lee, 2009; 

Dangelico & Vocalelli, 2017). Although young consumers 

are known to develop environmentally conscious attitudes, 

their rate of behavioral transformation has been reported to 

be relatively lower (Vermeir & Verbeke, 2006). In 

addition, some studies have reported that preferences for 

green products may vary locally and may differ depending 

on cultural and socio-economic structures, regional 

characteristics, and local market conditions (Biswas & 

Roy, 2015). Green marketing is utilized as a strategic tool 

by businesses to convey that they offer environmentally 

compatible products (Karaman, 2021; Urkut & Cengiz, 

2021). Identifying the factors that shape consumers’ green 

product purchasing behavior is of great importance for 

businesses in developing their marketing strategies both 

academically and practically (Karaman, 2021; 

Mosavıchechaklou & Bozbay, 2018). For instance, green 

marketing activities and the environmental awareness 

generated by these activities have been found to positively 

influence consumers’ purchase intentions, while platforms 

such as social media have also been noted to play a 

significant role in enhancing this perception (Çerasi et al., 

2024; Özsaçmacı, 2018). Similar trends have also been 

observed in studies conducted in the context of Türkiye, 

where it has been reported that individuals with a high level 

of environmental awareness show greater inclination 

toward green products (Bulut, 2022), although consumers 

have been found to experience certain hesitations regarding 

the price and reliability of these products (Şahin et al., 

2016; Ilgar & Köprülü, 2023). Another limitation arising 

in green product consumption is the occasional inability of 

consumers to distinguish between concepts such as 

“organic,” “natural,” and “green.” This conceptual 

ambiguity may negatively affect purchasing behavior. 

Various scientific studies addressing green product 

consumption have been presented in the literature. In the 

study conducted by Mostafa (2007), gender differences in 

green purchasing behavior among consumers in Egypt 

were examined, and the effects of cognitive and attitudinal 

factors such as environmental knowledge, concern, and 

attitude were investigated. In the study by Şahin et al. 

(2016), the factors affecting green product preferences 

among consumers in Kahramanmaraş were explored, and 

it was stated that consumers primarily preferred green 

products due to health concerns. In a study conducted by 

Çetinkaya and Özceylan (2017), the green product 

purchasing attitudes of university students were analyzed, 

and it was determined that the desire of the younger 

generation to prefer environmentally friendly products had 

increased. It was found that the green product purchasing 

attitudes and sensitivities of young consumers, as well as 

their perceptions of ethical and environmental 

responsibility, differed according to their demographic 

characteristics, and that gender, education level, and 

academic department particularly affected specific green 

purchasing factors. Yürük-Kayapınar et al. (2019) 

investigated the effects of different generations on green 

product purchasing behavior, and it was observed that there 

were distinct attitudes among Generations X, Y, and Z. For 

example, while Generation Y was reported to place more 

emphasis on environmental sustainability, the habits of 

Generation Z had become more pronounced in this regard. 

However, it was determined that Generation X was the 

most sensitive and willing generation in terms of green 

product purchasing. In the study by Yetkin and Güzel 

(2020), in which the effect of the level of economic 

development on green consumption attitudes was 

addressed, it was stated that green purchasing behavior 

depended on certain demographic characteristics and the 

economic status of countries. In the study carried out by 

Özsaçmacı and Özdemir (2020), the effects of variables 

such as price, design, perceived quality, environmental 

attitude, expected benefit, and knowledge accumulation of 

environmentally friendly packaged supermarket products 

on consumers’ attitudes, awareness, and purchasing 

intentions were examined. The findings of the mentioned 

study indicated that these variables positively affected 

consumers’ attitudes and purchasing intentions toward 

environmentally friendly packaged products; however, the 

price factor was not found to have a significant effect on 

purchasing intentions. In the study by Ilgar and Köprülü 

(2023), the attitudes and behaviors of current and potential 

consumers in the Silifke district of Mersin toward green 

marketing practices, their demographic characteristics, and 

the factors that may influence their preference for 

environmentally conscious products were examined. 

According to the findings of the study, green marketing 

activities implemented by businesses were found to be 

effective in influencing consumers’ preferences for the 

products of those businesses. According to the extended 

value-attitude-behavior model proposed by Yılmaz and 

Aytekin (2020), environmental awareness and attitudes are 

important factors that affect consumers’ intentions toward 

green products. The influence of different reference groups 

and the quality of green products were found to have a 

positive impact on consumers’ purchasing decisions. In a 

study conducted by Karaman (2021), the effects of green 

marketing knowledge level and life satisfaction on green 

product purchasing behavior based on generational 

differences were sought to be determined. The results 

indicated that green marketing knowledge, life satisfaction, 

and certain demographic factors (generation, income, 

marital status) influenced consumers’ green product 

purchasing behavior, while gender did not create a 

significant difference in this study. Bayaş and Berdibek 

(2020) investigated the effect of religious values on green 

product purchasing behavior and revealed its impact on 

individuals of Islamic faith. It was determined that 
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differences in education level influenced green product 

purchasing behavior (with lower education levels 

corresponding to lower green product consumption), while 

gender, age, and marital status did not create significant 

differences. In a study by Bulut (2022), the impact of 

teachers’ green organizational behavior on sustainable 

consumption behavior was examined. Among 

demographic factors, education level and seniority were 

found to have statistically significant effects on sustainable 

consumption behaviors, while gender, age, and marital 

status were not found to have such an effect. Çerasi et al. 

(2024) conducted a text mining application examining the 

impact of social media on consumers’ perceptions of green 

consumption. It was stated that, particularly due to the 

COVID-19 pandemic, people needed to pay more attention 

to their relationship with nature and the environment. In the 

study conducted by Villi and Bahar (2023), the websites 

and social media accounts of “cruelty-free” labeled brands 

operating in Türkiye’s cosmetics sector were analyzed 

using content analysis. According to the findings of the 

study, it was observed that cruelty-free labeled brands did 

not sufficiently highlight themselves in terms of gaining a 

competitive advantage, and they did not adequately use 

social media—through which they could easily engage 

with consumers—for this purpose. 

In this study, it has been aimed to examine the factors 

affecting the green product consumption preferences of 

individuals residing within the boundaries of the central 

district of Kırşehir province in terms of demographic 

variables. 

 

Materials and Methods 

 

The study population was defined as the Central 

District of Kırşehir Province. Within the scope of the 

research, primary data obtained through surveys conducted 

with 581 participants were analyzed. A quantitative 

research model was employed in the study. Fieldwork was 

carried out in 2024. The sample size in the research was 

determined using the simple random sampling method. In 

the agricultural economics literature, the mathematical 

representation used for finite populations in sampling 

methods is provided in Equation 1 (Yamane, 2010). In 

Equation 1, n= sample size, N= number of individuals 

constituting the study population (i.e., the consumer 

population residing in the central district of Kırşehir 

Province), t= indicates the table value at a 95% confidence 

level (1.96), d= accepted margin of sampling error (0.10),  

p= estimated proportion of individuals who consume green 

products (0.5), and q= denotes the complementary 

probability calculated as. 1-p 
 

𝑛 =
𝑁∗𝑡2∗𝑝∗𝑞

𝑑2∗(𝑁−1)+𝑡2∗𝑝∗𝑞
   (1) 

 

The data collection instrument used within the scope of 

the research was structured based on the relevant literature 

review and the existing scales in the academic field. The 

survey was administered by the researchers. The first 

section of the questionnaire consists of questions related to 

demographic characteristics. This section includes 

questions designed to measure participants’ age, gender, 

education level, monthly food expenditure, and other basic 

demographic information. In the second section, questions 

related to green product consumption and consumer 

preferences were included. In this context, questions 

developed to evaluate participants’ attitudes and behaviors 

regarding green product consumption and their 

consumption preferences were presented. The survey 

questions designed within the scope of the research were 

constructed based on comprehensive literature reviews on 

consumer behavior, with the aim of analyzing consumers’ 

tendencies toward green products. The Ethics Committee 

approval was obtained from the Social and Humanities 

Scientific Research and Publication Ethics Committee of 

Kırşehir Ahi Evran University (Date: 26.12.2024 

No:2024/03/04). Within the framework of the statistical 

analyses applied in the research, descriptive statistics, 

frequency tables, and graphical representations were used 

to summarize the data. The relationship between green 

product consumption status and other categorical variables, 

as well as its statistical significance, was tested using the 

Chi-Square analysis. The level of significance (Type I 

Error) was set at 0.05 (p<0.05) in the analyses. The 

analyses were conducted using the SPSS (Statistical 

Package for Social Sciences) version 29.0 statistical 

software. 

 

Results and Discussion 

 

In the results section of the research, tables and 

graphical representations generated from the responses to 

the demographic questions in the survey were first 

presented. Accordingly, Table 1 contains the frequency 

table of variables related to the demographic characteristics 

of consumer behavior. 

Within the scope of demographic variables, 

expressions related to gender, marital status, educational 

level, employment status, place of upbringing, parental 

status, presence of chronic illness, household decision-

making regarding grocery shopping, and preference for 

environmentally friendly products were included. As 

shown in Table 1, it was determined that 54% of the 

participants were male and 46% were female. It was 

observed that approximately half of the participants 

(49.2%) were single, and 41.8% were married. Regarding 

educational level, it was identified that 59% of the 

participants were university graduates, 14.5% held 

vocational school degrees, and 15.8% were high school 

graduates. The proportion of individuals with low literacy 

levels was found to be quite limited, remaining below 1%. 

When employment status was evaluated, it was determined 

that 33.6% of the participants were employed in the public 

sector, 32.4% in the private sector, and 20.7% were 

students. The proportion of non-working individuals was 

found to be 13.3%. It was observed that 35.6% of the 

participants were raised in city centers, followed by 

individuals raised in districts (21.0%), villages (17.6%), 

and metropolitan cities (17.0%). The findings presented in 

Table 1 indicate that the majority of participants were part 

of the active labor force and predominantly had an urban 

living background. It was determined that 41.1% of the 

participants had children, while 58.9% did not. In response 

to the question regarding chronic illness status, 10.2% of 

the individuals answered “yes,” while 89.8% responded 

“no.”  
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Table 1. Demographic Characteristics of Consumers 

Variable Frequency % 

Gender 
Female 267 46.0 
Male 314 54.0 

Marital Status 

Married 243 41.8 
Single 286 49.2 

Divorced 52 6.2 
Widowed 16 2.8 

Educational Status 

Illiterate 3 0.5 
Literate 24 4.1 

Primary School 13 2.2 
Middle School 22 3.8 
High School 92 15.8 

Vocational School 84 14.5 
University 343 59.0 

Employment Status 

Not Working 77 13.3 
Public Sector 195 33.6 
Private Sector 188 32.4 

Student 121 20.7 

Place of Upbringing 

Village 102 17.6 
Town 50 8.6 

District 122 21.0 
City 207 35.6 

Metropolitan City 99 17.0 

Parental Status 
Yes 239 41.1 
No 342 58.9 

Chronic Illness Status 
Yes 59 10.2 
No 522 89.8 

Who does the grocery shopping and decides what to buy at home? 

Mother 173 29.8 
Father 95 16.4 
Myself 214 36.8 
Spouse 96 16.5 
Other 3 0.5 

Do you pay attention to whether the products you buy are 
environmentally friendly? 

Yes 445 76.6 
No 136 23.4 

 

Table 2. Results on Green Product Consumer Behavior 

Variable Frequency % 

Do you consume green products? 
Yes 510 87.8 
No 71 12.2 

Since when have you been consuming green products? 

Last 6 months 38 6.5 
6–12 months 48 8.3 

1–2 years 70 12.0 
More than three years 352 60.6 

If you consume green products, in which season do you consume 
them the most? 

Spring 83 14.3 
Summer 284 48.9 
Autumn 50 8.6 
Winter 93 16.0 

Is there a difference between organic products and green products? 
Yes 438 75.4 
No 143 24.6 

How often do you consume green products? 

Several times a month 122 21.0 
Several times a week 244 42.0 

When needed 90 15.5 
When discounted 32 5.5 

Several times a year 14 2.4 

 

The answers given to the question about who makes 

decisions regarding food shopping at home revealed that 

the majority of decision-makers were the individuals 

themselves (36.8%) and their mothers (29.8%). These were 

followed by spouses (16.5%) and fathers (16.4%). Finally, 

it was observed that a significant majority of the 

participants (76.6%) stated that they prefer 

environmentally friendly products while shopping. Based 

on this finding presented in Table 1, it can be interpreted 

that consumers have relatively high levels of 

environmental awareness. 

In Table 2, the results representing green product 

consumer behavior are presented. Accordingly, it is 

observed that the vast majority of participants (87.8%) 

consume green products, while 12.2% do not prefer such 

products. This finding, which constitutes the focal point of 
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the study, indicates that a significant portion of participants 

residing in the central district of Kırşehir Province generally 

exhibit a positive inclination toward environmentally 

friendly products. When the duration of green product 

consumption is evaluated, it has been identified that 60.6% 

of the participants have been consuming these products for 

more than three years. This is followed by individuals who 

have been consuming them for 1–2 years (12%), for 6–12 

months (8.3%), and within the last 6 months (6.5%). The 

research findings indicate that environmentally conscious 

consumption habits have largely become an established 

behavior within the context of Kırşehir Province. In the 

evaluation regarding seasonal differences in consumption, it 

has been observed that nearly half of the participants 

(48.9%) consume green products mostly during the summer 

months, primarily due to increased availability; this is 

followed by the winter (16%), spring (14.3%), and autumn 

(8.6%) periods. When participant views regarding the 

distinction between organic and green products are 

evaluated, it has been determined that 75.4% distinguish 

between these two product categories, whereas 24.6% 

perceive no difference. An examination of the findings 

related to the frequency of green product consumption 

reveals that 42% of the participants consume green products 

several times a week; 21% consume them several times a 

month, 15.5% when needed, and 5.5% only during discount 

periods. In addition, the proportion of individuals who 

reported consuming green products several times a year has 

been found to be as low as 2.4%. The findings presented in 

Table 2 indicate that a majority of consumers consume these 

products regularly and have incorporated them into their 

shopping routines. 

In Table 3, the results related to consumer preferences 

by green product categories are presented. Within this 

scope, a wide range of environmentally friendly product 

groups—including various food consumption items, 

cleaning and personal care products, recycled products, 

energy-saving products, and solar-powered devices—were 

evaluated. Consumers’ inclinations toward these 

categories were measured using the options “Prefer,” 

“Partially Prefer,” and “Do Not Prefer.” Frequency (%) 

values are presented in the table. 

According to the results presented in Table 3, the most 

preferred green product category by consumers was 

identified as fresh fruits and vegetables produced without 

the use of chemical fertilizers and pesticides, with a rate of 

74%. This category was followed by organic grains and 

legumes (71.6%), herbal oils and additive-free pastes 

(68.8%), and energy-saving products (67.6%). In line with 

findings in the literature, it has been determined that 

consumers primarily tend to make green choices in food 

and essential consumption areas, and that environmental 

sensitivity is directly associated with health (Peattie & 

Crane, 2005; Rana & Paul, 2017). 

 

Table 3. Consumer Preferences by Green Product Categories 

Product Category Description Prefer 
Partially 

Prefer 

Do Not 

Prefer 

Fruits and Vegetables 
Fresh fruits and vegetables grown without 

chemical fertilizers or pesticides. 
430 (74) 95 (16.4) 56 (9.6) 

Organic Grains and Legumes 
Certified organic grains and legumes such as 

wheat, rice, lentils, and beans. 
416 (71.6) 123 (21.2) 42 (7.2) 

Dried Fruits and Vegetables 
Dried and packaged fruits and vegetables 

without chemical additives. 
383 (65.9) 143 (24.6) 55 (9.5) 

Green Cleaning Products 
Environmentally friendly cleaning products 

with biodegradable ingredients. 
322 (55.4) 184 (31.7) 75 (12.9) 

Natural Beauty and Skincare 

Products 

Organic certified, chemical-free products such 

as soap, shampoo, and cream. 
324 (55.8) 176 (30.3) 81 (13.9) 

Herbal Beverages 
Environmentally friendly beverages such as 

organic tea, coffee, and herbal infusions. 
335 (57.7) 180 (31) 66 (11.4) 

Green Snacks 
Organic and natural snacks such as nuts, 

crackers, and bars. 
311 (53.5) 197 (33.9) 73 (12.6) 

Green Baby Products 
Organic baby foods, chemical-free diapers, 

and baby care products. 
335 (57.7) 146 (25.1) 100 (17.2) 

Herbal Oils and Pastes 
Additive-free food products such as cold-

pressed organic olive oil and tomato paste. 
400 (68.8) 145 (25) 36 (6.2) 

Recycled Paper Products 
Paper, napkins, and towels made from 

recycled materials. 
317 (54.6) 179 (30.8) 85 (14.6) 

Energy-Saving Products 
Environmentally friendly energy products 

such as bulbs, sockets, and thermostats. 
393 (67.6) 143 (24.6) 45 (7.7) 

Eco-Friendly White Goods 

White goods such as washing machines and 

refrigerators with low energy and water 

consumption. 

390 (67.1) 154 (26.5) 37 (6.4) 

Electric or Hybrid Vehicles 
Environmentally friendly vehicles with fuel 

efficiency and low carbon emissions. 
303 (52.2) 191 (32.9) 87 (15) 

Organic or Recycled Clothing 
Clothes and accessories made from organic 

cotton or recycled materials. 
270 (46.5) 197 (33.9) 114 (19.6) 

Solar-Powered Products 
Solar-powered chargers, lamps, and other 

small electronic products. 
337 (58) 180 (31) 64 (11) 
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Positive consumer preferences were also observed in 

household and personal care-oriented product groups such 

as green cleaning products (55.4%), natural beauty and 

skincare products (55.8%), and recycled paper products 

(54.6%). This finding indicates that the preference for 

environmentally friendly products with non-harmful 

ingredients is not limited to food, but can also extend to 

hygiene and personal care habits. Preferences for higher-

cost or symbolically environmentally friendly products, 

such as electric or hybrid vehicles (52.2%) and 

organic/recycled clothing items (46.5%), were found to be 

relatively lower compared to other green product 

categories. Consistent with studies in the literature, the 

findings of this study align with statements regarding “the 

price disadvantage and perceived accessibility difficulty” 

of green products (Gupta & Ogden, 2009; Gleim et al., 

2013). Additionally, the relatively high selection of the 

“Partially Prefer” option in non-food product categories 

that are not dependent on a specific season (e.g., green 

snacks 33.9%, organic clothing products 33.9%, solar-

powered products 31%) may indicate that consumers are 

interested in these product groups but have not yet 

developed a regular consumption habit. Furthermore, 

purchasing behavior may have been negatively affected by 

factors such as limited accessibility and high prices. It has 

been stated by 75.4% of consumers that there is a 

distinction between organic products and green products 

(Table 2); however, the fact that these two concepts are 

considered intertwined in some category’s points to the 

presence of conceptual ambiguity among consumers. In the 

literature, this situation is referred to as “green confusion,” 

and it has been suggested that consumer awareness can be 

enhanced through clear information and labeling strategies 

(Chen & Chang, 2013). 

The findings obtained within the scope of this study 

indicate that consumers generally exhibit a high inclination 

toward environmentally friendly products. It has been 

observed that especially in food and essential consumption 

product categories, environmentally conscious approaches 

are adopted more prominently. In contrast, it has been 

determined that a more limited attitude is displayed 

regarding green preferences in sectors such as technology, 

textiles, and automotive. Based on the evaluations made, 

this situation is thought to be related primarily to structural 

factors such as socio-economic conditions, the 

demographic structure of the city, and infrastructure 

opportunities. At this point, it can be stated that 

developmental efforts related to pricing, as well as 

information and accessibility policies, would make 

positive contributions to the widespread adoption of 

environmentally friendly products. 

In Table 4, the results of the Chi-Square test conducted 

to examine the relationship between green product 

consumption status and various demographic variables are 

presented. The Chi-Square analysis is particularly used to 

test whether there is independence between two categorical 

variables. Within the scope of the present study, Chi-

Square analyses were conducted to test the research 

hypothesis: “There is no statistically significant 

relationship between consumers’ sociodemographic 

characteristics and green product consumption; these two 

variables are independent of each other.” As can be seen in 

Table 4 and Figure 1(a), no statistically significant 

relationship was identified between the variable of gender 

and green product consumption; however, a value very close 

to the 5% Types I error level was calculated (χ²=3.759; 

p=0.053). It was observed that 47.5% of female participants 

consumed green products, whereas this rate was 52.5% 

among male participants. The findings obtained in this study 

partially overlap with the results in the literature, which 

suggest that women tend to demonstrate sensitivity toward 

environmentally conscious behaviors and sustainable 

consumption (Çabuk et al., 2008; Lee, 2009; Yetkin & 

Güzel, 2020). A statistically significant relationship was 

identified between marital status and green product 

consumption (χ²=13.344; p=0.004). It was determined that 

43.9% of married individuals consumed green products, 

while this rate was 48.2% for single individuals, 5.1% for 

divorced individuals, and 2.7% for widowed individuals. 

The joint distribution of green product consumption and 

educational status is presented in Figure 1(b). A statistically 

significant relationship was found between the variable of 

educational status and green product consumption 

(χ²=21.559; p=0.001). Among the participants, 60.8% of 

university graduates reported consuming green products, 

and this rate was observed to be considerably higher 

compared to other educational groups. The findings obtained 

are consistent with the results of studies in the literature that 

report a positive relationship between higher levels of 

education and environmental awareness and sustainable 

lifestyle consciousness (Çabuk et al., 2008; Şahin et al., 

2016; Ilgar & Köprülü, 2021; Kaytancı, 2023; Çetinkaya & 

Özceylan, 2024). 

Figure 1. Graphical Representation of the Relationship 

Between Green Product Consumption and Selected 

Demographic Variables: a- Gender, b- Educational Status, 

c- Chronic Illness Status, d- Attention to the Eco-

Friendliness of Purchased Products. 

A statistically significant relationship was found between 

the presence of chronic illness and green product consumption 

(χ²=4.035; p=0.045). As shown in Figure 1(c), 16.9% of 

individuals with a chronic illness reported that they did not 

consume green products, whereas this rate was below 10% 

among individuals without such conditions. The results 

obtained reveal that individual characteristics such as health 

status may be among the important variables influencing 

green product preferences. According to the findings 

presented in Table 4, no statistically significant relationship 

was identified between the participants’ place of upbringing 

and their green product consumption status (χ²=10.596; 

p=0.06). Upon examining the findings, it has been observed 

that 25.4% of individuals who were raised in villages declared 

that they did not consume green products. This rate is 

noteworthy when compared to individuals who were raised in 

more urbanized locations such as cities (28.2%) and 

metropolitan areas (22.5%). Within the context of the factors 

influencing this preference, it has been suggested that limited 

access to natural products, high costs, and the perception of 

the “green product” concept as a commercialized and 

marketing-driven phenomenon may be among the underlying 

reasons. Variables such as parental status, decision-maker in 

household shopping, employment status, perception of the 

distinction between organic and green products, and 

perception of adequacy of promotion related to green products 

were not found to have a statistically significant relationship 

with green product consumption (p > 0.05).  
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Table 4. Relationship Between Green Product Consumption and Demographic Variables 

Variable 
Do You Consume Green Products? 

x2 
Yes No 

Gender 

Female 242 47.50% 25 35.20% 
x2=3.759 

(df:1, p:0.053) 
Male 268 52.50% 46 64.80% 

Total 510 100.00% 71 100.00% 

Marital Status 

Married 224 43.90% 19 26.80% 

x2:13.344** 

(df:3, p:0.004) 

Single 246 48.20% 40 56.30% 

Divorced 26 5.10% 10 14.10% 

Widowed 14 2.70% 2 2.80% 

Total 510 100.00% 71 100.00% 

Educational Status 

Illiterate 1 0.20% 2 2.80% 

x2:21.559** 

(df:6, p:0.001) 

Literate 20 3.90% 4 5.60% 

Primary School 12 2.40% 1 1.40% 

Middle School 20 3.90% 2 2.80% 

High School 71 13.90% 21 29.60% 

Vocational School 76 14.90% 8 11.30% 

University 310 60.80% 33 46.50% 

Total 510 100.00% 71 100.00% 

Chronic Illness Status 

Yes 47 9.20% 12 16.90% 
x2:4.035* 

(df:1, p:0.045) 
No 463 90.80% 59 83.10% 

Total 510 100.00% 71 100.00% 

Place of Upbringing 

Village 84 16.50% 18 25.40% 

x2:10.596 

(df:5, p:0.06) 

Town 49 9.60% 1 1.40% 

District 106 20.80% 16 22.50% 

City 187 36.70% 20 28.20% 

Metropolitan City 84 16.50% 16 22.50% 

Total 510 100.00% 71 100.00% 

Parental Status 

Yes 213 41.80% 26 36.60% 
x2:0.681 

(df:1, p:0.409) 
No 297 58.20% 45 63.40% 

Total 510 100.00% 71 100.00% 

Who does the grocery shopping and decides 

what to buy at home? 

Mother 145 28.40% 28 39.40% 

x2:5.422 

(df:4, p:0.247) 

Father 82 16.10% 13 18.30% 

Myself 195 38.20% 19 26.80% 

Spouse 85 16.70% 11 15.50% 

Other 3 0.60% 0 0.00% 

Total 510 100.00% 71 100.00% 

Employment Status 

Employment Status 64 12.50% 13 18.30% 

x2:6.646 

(df:4, p:0.156) 

Not Working 179 35.10% 16 22.50% 

Public Sector 159 31.20% 29 40.80% 

Private Sector 108 21.20% 13 18.30% 

Student 510 100.00% 71 100.00% 

Do you pay attention to whether the 

products you buy are eco- friendly? 

Yes 403 79.00% 42 59.20% 
x2:13.717** 

(df:1, p:0.001) 
No 107 21.00% 29 40.80% 

Total 510 100.00% 71 100.00% 

Is there a difference between organic and 

green products? 

Yes 387 75.90% 51 71.80% 
x2:0.551 

(df:1, p:0.458) 
No 123 24.10% 20 28.20% 

Total 510 100.00% 71 100.00% 

Do you think enough promotion is done 

about green products? 

Yes 67 13.10% 9 12.70% 

x2:0.018 

(df:2, p:0.991) 

No 288 56.50% 40 56.30% 

Partially 155 30.40% 22 31.00% 

Total 510 100.00% 71 100.00% 
** p < 0.01 indicates statistically significant at the 0.01 level, *p < 0.05 indicates statistically significant at the 0.05 level. 

 

This situation suggests that these variables may not 

have a direct effect on green product consumption or that 

their effects may emerge through indirect pathways. On the 

other hand, a statistically significant relationship was 

found between the question “Do you pay attention to 

whether the products you buy are environmentally 

friendly?” and green product consumption (χ²=13.717; 

p=0.001). As shown in Figure 1(d), 79% of individuals 

who reported being sensitive to environmentally friendly 

product preferences stated that they consumed green 

products. The findings of this study, which demonstrate 

that individual environmental awareness levels strongly 

influence sustainable consumption behaviors, are 

consistent with the results of previous research in the 

literature (Kaufmann et al., 2012; Yapraklı & Küçükoğlu, 

2021; Bulut, 2022; Yılmaz & Aytekin, 2023). 
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Table 5. The Relationship Between Green Product Consumption and Sources of Information on Green Products 

Where do you obtain information about green products? 
Do You Consume Green Products? 

x2 
Yes Yes 

Internet 

No 109 21.40% 15 21.10% 
x2:0.002 

(df:1, p:0,962) 
Yes 401 78.60% 56 78.90% 

Total 510 100.00% 71 100.00% 

TV 

No 261 51.20% 33 46.50% 
x2:0.550 

(df:1, p:0,458) 
Yes 249 48.80% 38 53.50% 

Total 510 100.00% 71 100.00% 

Magazine/Newspaper 

No 380 74.50% 46 64.80% 
x2:3.011 

(df:1, p:0,083) 
Yes 130 25.50% 25 35.20% 

Total 510 100.00% 71 100.00% 

Sales Personnel 

No 476 93.30% 67 94.40% 
x2:0.109 

(df:1, p:0,742) 
Yes 34 6.70% 4 5.60% 

Total 510 100.00% 71 100.00% 

Recommendations 

No 267 52.40% 39 54.90% 
x2:0.166 

(df:1, p:0,684) 
Yes 243 47.60% 32 45.10% 

Total 510 100.00% 71 100.00% 

** p < 0.01 indicates statistically significant at the 0.01 level, *p < 0.05 indicates statistically significant at the 0.05 level 

 

In Table 5, the results of the Chi-Square test conducted 

to evaluate the relationship between the sources from 

which participants obtained information about green 

products and their green product consumption status are 

presented. Within the scope of the research, the 

information sources assessed included the internet, 

television, print media, sales personnel, and environmental 

recommendations. For each source, the statistical 

relationships with participants’ green product consumption 

were analyzed using the Chi-Square test. Upon 

examination of the research findings presented in Table 5, 

it has been observed that no statistically significant 

relationship was found between any information source 

and green product consumption (p > 0.05). Accordingly, it 

is understood that green product consumption behavior 

does not differ depending on the source of information, 

indicating that the tendency to consume remains at similar 

levels regardless of the source from which the information 

is obtained. The internet has been identified as one of the 

most frequently used sources of information by 

participants, with 78.6% of individuals who reported 

consuming green products stating that they obtained their 
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information via the internet. Nevertheless, no statistically 

significant relationship was found between this variable 

and green product consumption (χ²=0.002; p=0.962). 

The research findings suggest that despite the 

widespread use of the internet as a source of information, 

its capacity to directly influence consumer behavior may 

be limited. 

In the literature, consistent with the findings of this 

study, it has been explained that, within the abundance of 

digital information, consumers may be exposed to 

information while cognitive-social barriers may still hinder 

behavioral transformation (Vermeir & Verbeke, 2006; 

Biswas & Roy, 2015; Urkut & Cengiz, 2021). No 

statistically significant relationship was found between 

television as a source of information on green products and 

green product consumption (χ²=0.550; p=0.458). 

Similarly, no statistically significant relationship was 

identified between recommendations as a source of 

information and green product consumption (χ²=0.166; 

p=0.684). These findings regarding traditional and 

socially-based sources of information, consistent with 

studies in the literature, may indicate that green product 

awareness is shaped by more complex variables such as 

individual value systems, environmental sensitivity, and 

perceptions of health (Thøgersen, 2006). 

The relationship between obtaining information 

through magazines/newspapers and green product 

consumption was found to be statistically insignificant 

(χ²=3.011; p=0.083). The rate of green product 

consumption among participants who identified magazines 

and newspapers as a source of information (25.5%) was 

lower than that among those who did not consume green 

products (35.2%). It was determined that sales personnel 

were the least consulted source of information. No 

significant relationship was found between this source of 

information and green product consumption (χ²=0.109; 

p=0.742). According to the findings obtained, it may be 

inferred that sales personnel are generally not perceived as 

reliable sources of information or are regarded by 

consumers as passive sources. The findings of this study 

are consistent with the results of other studies in the 

literature concerning the perception of green trust (Chen, 

2009; Leonidou et al., 2011). Based on the findings 

presented in Table 5, it can be stated that consumers may 

tend to consume green products regardless of the source of 

information; however, this tendency appears to be more 

strongly associated with individual environmental 

awareness and intrinsic motivation. In this context, in 

addition to the nature of the information source, the way it 

addresses the consumer, the level of trust it inspires, and 

the alignment of values are considered to be highly 

important. 

 

Conclusion 

 

In this study, the demographic and attitudinal factors 

affecting green product consumption preferences of 

consumers residing in the central district of Kırşehir 

Province were analyzed. The findings regarding the micro-

level evaluation of sustainable consumption behaviors 

indicate that the vast majority of consumers (87.8%) 

consume green products and possess a general level of 

awareness regarding environmentally friendly products. It 

has been identified that individuals who are university 

graduates, pay attention to the environmental friendliness 

of shopping products, and are part of the active labor force 

tend to consume green products at higher levels. The Chi-

Square analyses conducted within the scope of the research 

revealed that statistically significant relationships exist 

between green product consumption and certain variables 

such as marital status, educational level, chronic illness 

status, and preference for environmentally friendly 

products. The results of the study demonstrate that green 

consumption behavior is shaped not only by individual 

tendencies but also by socio-demographic factors. On the 

other hand, no significant relationship was found between 

sources of information (internet, television, print 

publications, etc.) and green product consumption. Based 

on the research findings, it can be inferred that a cognitive 

gap exists between information acquisition and green 

product consumption behavior. In other words, it has been 

determined that there may be instances in which 

individuals gain access to information but do not translate 

it into green product consumption behavior. The present 

study was conducted as a field survey at the local level and 

has revealed the social variations in green consumption 

behavior through concrete data. It is known that original 

empirical data on sustainable consumption products are 

limited, especially in developing and less metropolitan 

regions. Furthermore, in this study, differences in 

preferences related to non-food product categories in green 

product consumption were also examined in detail. 

However, the research was limited to the central district of 

Kırşehir Province, which restricts the generalizability of 

the results. It was encountered that the definitions of green 

products were not perceived consistently by participants. 

Indeed, in some cases, perceived differences between the 

concepts of “organic product” and “green product” have 

been observed to cause conceptual ambiguity in consumer 

statements. In future studies, it is recommended that 

comparative analyses of different regional and urban 

profiles be conducted, and that psychological and cultural 

variables affecting green product consumption be 

examined in greater depth. It is also suggested that 

businesses develop integrated communication and labeling 

strategies not only to provide information to consumers but 

also to guide behavior, in order to contribute positively to 

sustainable consumption processes. In this study, empirical 

evidence with guiding characteristics has been provided for 

both policymakers and producer firms in line with the goals 

of sustainable development. The results obtained offer 

contributions capable of guiding marketing and policy 

development initiatives on a sectoral basis. 
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