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Abstract: This research was conducted to determine the 
relationship between environmental sensitivity, ecolog-
ical attitude, and ecological product purchasing behav-
iour of tourists. Within the scope of the research, a survey 
was conducted on foreign tourists who visited Manavgat, 
Turkey. The Smart PLS program was used to determine 
the relationships among the variables. According to the 
results of the research, it has been determined that tour-
ists’ environmental sensitivity has a strong effect on their 
ecological attitude and their behaviour in purchasing 
ecological products. Moreover, ecological attitude plays a 
mediating role in the relationship between environmental 
sensitivity and ecological product purchasing behaviour. 
Many suggestions are offered to the academicians, busi-
ness managers in the sector, and destination management 
organisations at the end of the study.
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1  Introduction
In recent years, almost all tourist destinations and tourism 
businesses have focused on sustainable tourism (Ahmad 
et al., 2018). In addition to the positive results generated 
by the developments in tourism, the negative impacts of 

tourists on nature and environment have caused concern 
in terms of sustainability. For this reason, suggestions 
made to tourists visiting the destination to be sensitive 
towards the environment have started to be important not 
only for the regional stakeholders but also for the deter-
mination of environmentally sensitive behaviours of the 
tourists (Ballantyne et al., 2011; Kim et al., 2011; Miller & 
Twining-Ward, 2005; Wu et al., 2013; Liu et al., 2019).

Environmental information is related to individuals’ 
sense of responsibility for protecting the natural environ-
ment. Tourists who acknowledge environmental issues 
are more sensitive to their location, and more caring about 
that place (Huang & Shih, 2009; Peterson, 1982). Sustaina-
ble development in the tourism business is generally asso-
ciated with environmental practices (Tepelus & Córdoba, 
2005). In the most general sense, ‘the environment’ is the 
place in which all the living and non-living beings take 
shelter. For the sustainability of the energies of living 
beings, the habitat that exists spontaneously in nature 
must be protected. Some studies note that problems 
such as the increase in the level of sea water (Nicholls & 
Cazenave, 2010) and deterioration of natural areas (Sahoo 
& Bhaskaran, 2018) have increased environmental trends 
in tourism, as in all other sectors. In some destinations, the 
negative environmental impacts of tourism have been felt 
far more harshly because of the intensity of the number of 
travellers to the regions, which exceeds the bearing capac-
ity of the destinations and is causes over-tourism (Ma et 
al., 2020).

Environmental sensitivity is related to an interest in 
the environment and presenting behaviours to protect 
it; it is a very important influence in ensuring sustaina-
ble development (Chawla, 1998; Dolnicar & Grün, 2009; 
Singh et al., 2021). ‘Environmentally sensitive behaviours’ 
refer to the actions of individuals and groups to minimise 
the damage to the natural environment and to solve envi-
ronmental problems (Hungerford & Peyton, 1977; Chao & 
Lam, 2011). Therefore, environmental awareness contrib-
utes to the development of emotional bonds and responsi-
ble behaviour towards the environment in which the indi-
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viduals live or the products they use (Cheng & Wu, 2015; 
Singh et al., 2021).

Liu and Huang (2017) emphasised that environmen-
tal awareness has two steps. The first of these steps is to 
be aware of environmental change; the second is to be 
concerned about environmental problems and to strive 
to solve them. For this reason, individuals with environ-
mental awareness strive to develop positive behaviours 
towards the environment (Pan et al., 2018).

For the last  few decades, heavy toxic substances 
from industries have been mixed into the air, water, and 
soil. Environmental pollution has thus increased with 
the use of heavy metals (Niriagu, 1996). When evalu-
ated in an environmental dimension, this situation has 
mainly affected the sustainability of natural resources. 
The development of the sustainability concept and the 
increase in environmental protection policies have pio-
neered the approach to events with social movement 
awareness and the globalised adoption of an ecological 
attitude (Akgül, 2010). In order to understand the attitude 
of people towards environmental issues, it is essential to 
examine how people adopt the attitude they already have. 
The process of an individuals gaining necessary ecologi-
cal and pro-environmental attitudes will also affect their 
environmental behaviour (Cornelissen et al., 2008).

The individuals with a high sense of social and envi-
ronmental responsibility give attention to acting accord-
ingly, and this responsibility determines the products 
that they will buy within their consumption behaviour 
(Colins et al., 2007). In conjunction with the development 
of the individuals’ environmental sensitivity, the changes 
observed in attitude and belief dimensions directly affect 
people’s ecological product purchasing behaviour. The 
ecological product purchasing behaviour, which is also 
referred to as ‘green purchasing,’ is directly related to 
the environmental sensitivity of people (Gadenna et al., 
2011). The products that are produced ecologically are the 
products which have been prepared to meet the personal 
needs of individuals and with the principle of not harming 
the environment. The businesses determining an environ-
mentally friendly production strategy while preparing 
these products play an active role in gaining the trust of 
environmentally conscious customers, who will prefer 
these products as well (Chen & Chang, 2012).

The individuals with a high level of environmental 
sensitivity display environmentally friendly purchas-
ing behaviours in accordance with this sensitivity. Given 
this tendency, while adopting pro-environmental atti-
tudes individuals and also businesses, governments, 
and non-governmental organisations have the responsi-
bility to protect the environment and leave a sustainable 

home for future generations (Shetzer et al., 1991). For this 
reason, businesses have started to turn towards green 
practices to gain a sustainable, competitive advantage. 
These practices are very important for creating a positive 
brand image and meeting the expectations of customers 
(Lozano, 2015).

Individuals who prefer to purchase environmentally 
friendly products and act with a sense of responsibility 
towards the environment increase the demand in this 
area by creating a competitive environment among the 
businesses. For this reason, finding out the demand for 
ecological products is also a guide in terms of learning the 
potential of environmentally conscious individuals. 

This study has provided important contributions to 
the literature as a result of the findings obtained. First of 
all, there are findings in the literature regarding the effect 
of environmental sensitivity on ecological product pur-
chasing behaviour (Gadenna et al. 2011). In this research, 
the consideration of ecological attitude as one of the 
determinants of ecological purchasing intentions will 
significantly contribute to the literature. Second, unlike 
other studies, besides determining the direct impact of 
ecological attitude on ecological purchase intentions, 
this study aims to determine the mediating role of ecolog-
ical attitude in the relationship between environmental 
stimuli and ecological purchasing intentions. Third, the 
data were collected from the Manavgat region, which is 
one of the most visited destinations in Turkey. The current 
state of environmental damage is rather high in the desti-
nation, which was visited by more than 4.5 million tour-
ists in 2019. In this context, through the research that has 
been carried out in this destination on ecological product 
purchasing intention, precious contributions have been 
made to the determination of sustainable tourism policies 
which are planned and implemented by the management 
organisations in Manavgat and similar destinations.

2  Conceptual Framework
In order to ensure the sustainability of the living space and 
create ecological balance, human beings need to develop 
a system that accords with certain values. If people act 
as an organised community rather than only as self-di-
rected individuals, while presenting an environmentally 
conscious attitude, sustainability is effectively created 
(Zsoka, 2008). In the changing world order, ignoring the 
ecological balance, destroying the soil, opening oil wells 
in areas where they should not be opened, have caused 
tremendous environmental damage. Although this situ-
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ation has caused irreversible damages in issues such as 
the fertility of the soil and the sustainability of ecological 
systems, it also caused an increase in environmental sen-
sitivity (Grob, 1995).

In order to exhibit environmentally conscious behav-
iours, it is first necessary to be aware of environmental 
problems and to be knowledgeable about the reasons that 
cause these problems to arise (Çetin et al., 2017). The con-
cerns related to environmental issues first came to the fore 
in the 1960s with the damage caused by the waste mate-
rials that emerged with the industrialisation movement. 
The changes experienced in the incomes of individuals 
in the globalising world order have spread to the cultural 
worlds and contributed to the formation of ecologically 
conscious individuals (Straughan & Roberts, 1999). Envi-
ronmentally conscious individuals are considered to be 
the ones who do not remain indifferent to the realisation 
of environmentally harmful activities in the society and 
who endeavour to make changes to prevent this harmful 
progress (Erten, 2004).

Ecological consciousness is very important in terms 
of the development of ecological behaviours. Ecological 
behaviours, which are directly related to the protection 
of the environment and ensuring sustainability, begin to 
be formed after three criteria are met: having knowledge 
about the environment; noticing environmental prob-
lems; and worrying about these problems (Chan et al., 
2017). Environmental knowledge is mainly expressed 
as the individual’s understanding and evaluation of the 
impacts of society on the ecosystem. As for environmen-
tal awareness, it occurs when people acknowledge the 
impacts of human behaviour on the environment (Kollmus 
& Agyeman, 2002). Finally, the concept perceived as ‘envi-
ronmental concern’ is defined as ‘evaluation of, or an atti-
tude towards facts, one’s own behaviour, or others’ behav-
iour with consequences for the environment’ (Fransson & 
Gärling, 1999). Environmental behaviours are the bene-
ficial thoughts and actions developed towards the envi-
ronment in dealing with fear, anger, restlessness, value 
judgments arising from environmental problems, and in 
salving the environmental problems (Erten, 2004).

Increasing environmental sensitivity has brought 
changes in the purchasing behaviours of individuals. Eco-
logical products have an important role in the develop-
ment of competition and ensuring sustainability (Baloğlu 
& McCleary, 1999; Northcote & Macbeth, 2006). Other than 
meeting purchasers’ needs, the products purchased have 
started to be preferred for more reasons, such as creating 
a social awareness (Çolakoğlu et al., 2013). 

A number of activities carried out with the aim of pro-
tecting the environment and ensuring sustainability and 

recyclable environmentally friendly (green) products have 
started to create positive influences on tourists who advo-
cate for environmentalism. Therefore, environmentalist 
attitudes are very important in the preferences regarding 
agencies and tours (Kaypak, 2010). These changes created 
in attitude and purchase behaviours of individuals have 
created positive effects on issues such as consumers’ 
being more knowledgeable about ecological products and 
developing positive approaches to environmental prob-
lems.

Almossawi (2014) drew attention to environmental 
sensitivity and the issues of environmentally friendly 
product purchases in her study. Within the scope of that 
study, the effect of the environment was examined by con-
sidering environmental attitudes and concerns. According 
to the findings of the study, it was observed that young 
people were not qualified enough in terms of environ-
mental knowledge, but their thoughts about ecological 
balance activities were progressing positively and they 
had a positive approach to ecological product purchas-
ing behaviour. Ogunbode and Arnold (2012) examined 
environmental sensitivity and attitude in Nigeria in their 
studies. In the study, the reflections of environmental sen-
sitivity and attitudes on behaviour and the impact created 
by socioeconomic conditions were discussed. When the 
findings were examined, even though people were becom-
ing more conscious day by day about environmental sen-
sitivity in Nigeria, it was stated that public awareness is 
not yet formed enough. For the development of environ-
mental sensitivity and attitudes, a proposal was made 
and according to this proposal necessary environmentally 
friendly practices should be implemented and public par-
ticipation in these practices should be ensured. Gadenna, 
Kennedy, and McKeiver (2009) drew attention to the for-
mation of environmental consciousness and practices that 
raise environmental awareness. In the study, the applica-
tions that had been put into operation by the enterprises 
were categorised. According to the findings obtained from 
the study, it was determined that with the change in envi-
ronmental sensitivity, a number of differences were made 
in environmental practices. Another result obtained from 
the study is that there is a positive increase in the level of 
ecological awareness with the increase in environmental 
practices. When the current studies have been examined, 
it can be understood that the intensity of the effect of envi-
ronmental sensitivity on the ecological attitude remains 
uncertain. For this reason, the research hypothesis has 
been developed as follows:

H1: The environmental sensitivity of tourists affects their 
ecological attitude in a positive way.
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The people that have the consciousness of protecting the 
environment and an increased sensitivity to ecological 
events, despite being against the globalising world order, 
have started to consume more than what is produced, 
being unable to prevent their individual desires from 
dictating their consumption from time to time. Among 
the destructive effects of this situation, destruction of 
resources takes the first place. The individuals, who 
destroy their resources with their own hands and who 
irreversibly destroy nature, have aimed to bring a new 
social dimension to the events by making changes in their 
ecological attitude and purchasing behaviour with the 
awareness of environmental protection because of having 
worries about the future and sustainability (Türküm, 
1998). Within this context, the desire to purchase ecologi-
cal products has started to develop.

Environmental approaches have brought environ-
mental marketing along with them. Environmental mar-
keting is the marketing activities that take into account 
the natural environment (Tarhan, 1996). Environmental-
ist individuals prefer products that use less energy and 
do not harm natural resources, compared to other prod-
ucts, and at the same time, their purchases, behaviours, 
and product preferences are shaped in line with environ-
mentalist attitudes (Mainieri et al., 1997). For this reason, 
environmental approaches direct people’s attitudes and 
policy choices (Zinkhan & Carlson, 1995). Mainieri et al. 
(1997) associated environmentalist attitudes with life-
styles in this regard.

According to Aracioğlu and Tatlıdil (2009), the envi-
ronmental awareness of individuals has been increasing, 
and this increase has also given rise to the demand for 
environmentally friendly products. In the study carried 
out by Çolakoğlu et al. (2013), it was stated that the atti-
tude towards the environment and the level of knowl-
edge about the environment affect the preference of 
environmental products. In accordance with the findings 
obtained from the study conducted by Özgüven Tayfun 
and Öçlü (2016), individuals’ decisions to purchase envi-
ronmentally friendly products depend on the source from 
which they get the information about the environmental 
usefulness of these products. Kaiser et al. (1999a) exam-
ined the issues of environmental attitude, sensitivity, and 
ecological behaviour. The concepts included in the study 
have been dealt with within the scope of planned behav-
iour theory. According to the data obtained from the study, 
a holistic social action should be taken in order to trans-
form environmental sensitivity into ecological behaviour. 
Herberger (1975) focused on the reasons for purchasing 
ecological products in his research. According to the find-
ings of the study, it was determined that individuals with 

high environmental sensitivity acted with awareness of 
social benefits and bought environmentally friendly prod-
ucts because they considered future generations, instead 
of directly purchasing the products. What’s more, it was 
also determined that individuals whose consumption was 
environmentally friendly, by acting wisely and rationally, 
bought only the products that needed to be purchased. 
Schwepker and Cornwell (1991) examined the ecological 
concerns of environmentally conscious individuals in 
their study and focused on their purchase of environmen-
tally friendly products. According to the data obtained 
from the research, it was determined that people who 
were environmentally sensitive and had the intention of 
purchasing ecological products were willing to pay more 
for environmentally produced products than they did for 
normal products. Moroz and Polkowski (2016), through 
their study in which they investigated the environmental 
attitudes of Generation Y and to what extent these atti-
tudes affect their purchasing behaviour, determined that 
young people were willing to pay more for products that 
did not harm the ecological balance and they exhibited 
environmentally friendly behaviours while seeking solu-
tions to the problems they encounter, as well. Based on all 
this information, the research hypothesis has been devel-
oped as follows:

H2: Ecological attitude affects the ecological product pur-
chase behaviour of tourists in a positive way. 

Akehurst et al. (2012) dealt with the issues of environmen-
tal awareness and ecological product purchasing in their 
research. They determined that as a result of the increase 
in environmental awareness, individuals had an incentive 
to protect the environment and the level of the tendency 
to prefer ecological products in their purchasing behav-
iours increased. In order to develop environmental sensi-
tivity and create ecological awareness, individuals should 
primarily know the ecological balance, the damages of 
climate change, and the level of average temperatures 
in the world (Bergengren et al., 2011). In order to realise 
ecological purchase behaviour, firstly, environmental sus-
tainability must be precisely understood and the action 
plans that have been designed to protect the ecosystem 
must be put into practice. All the unconscious behaviours 
that damage the natural environment have been affecting 
it in a negative way (Rossi et al., 2008). Within the scope 
of his study, Boztepe (2012) examined the effects of envi-
ronmentalist product sales policies on the purchasing 
behaviour of consumers. He tried to define the dimension 
of the impacts caused by these policies. In his findings, 
the promotional activities and design of the product fea-
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tures in accordance with ecological balance affected the 
purchasing behaviour of the consumers in a positive way. 
Aracıoğlu and Tatlıdil (2009) examined how having envi-
ronmental awareness affected the consumer behaviours 
in their research.

In line with the data obtained, with the development 
of industrial systems and the increase in environmental 
pollution, the perspectives of consumers towards envi-
ronmental pollution have changed; the level of awareness 
has increased, as well. It has been determined that there 
is a positive increase in the ecological product purchas-
ing intention of individuals with differentiation in the 
level of consciousness. In their study, Yılmaz et al. (2009) 
analysed the effects of environmental sensitivity and envi-
ronmental behaviour on ecological product purchasing 
behaviour. Within the findings obtained from the study, 
it was determined that the individuals who participated 
in the study had environmentally sensitive attitudes, but 
they were not very successful in translating these atti-
tudes into behaviour. Another finding obtained from the 
study is that although ecological products are thought to 
be healthier in terms of environmental perspectives, this 
opinion was not sufficiently reflected in the purchasing 
behaviours of the individuals.

Straughan and Roberts (1999) determined in their 
study that individuals in younger age groups have higher 
environmental concerns, women are more interested in 
environmental issues than men, and higher level of edu-
cation has positive effects on environmental attitudes 
and behaviours. According to Ay and Ecevit (2005), indi-
viduals’ interest in the environment is highly effective in 
creating environmentally friendly consumers who pur-
chase environmentally friendly products. Fraj and Mar-
tinez (2007) found that environmental attitudes have a 
significant impact on ecological behaviour. According to 
Odabaşı (1992), green consumers prefer green products 
(environmentally friendly products) over the other rival 
products in the product group they intend to buy. Alkaya 
et al. (2016) stated that environmentally sensitive consum-
ers are more inclined towards ecological products, and 
therefore enterprises tend to produce ecological products. 
In the study carried out by Kim and Choi (2005), it was 
determined that consumers with high environmental sen-
sitivity are more interested in environmental issues and 
there is a positive relationship between environmental 
awareness and green product purchasing behaviour.

Kalafatis et al. (1999) examined the strategies of envi-
ronmental product marketing within the scope of eco-
logical product purchasing behaviour. According to the 
findings obtained from the study, it was determined that 
having environmental awareness is directly related to the 

moral attitudes of individuals and social norms have a 
direct effect on the purchasing behaviour of consumers. 
Çakmak and Özkan (2016) examined the effects of ecologi-
cal awareness on ecological product purchasing intention 
in their study. Within the scope of the research, in order 
to collect the required data a questionnaire was given to 
students from 100 different universities, and as a result 
of this research, it was understood that the students who 
had an ecological understanding with more environmen-
tal awareness had more intention to purchase ecological 
products than the other students. Yoo et al. (2013) inves-
tigated the ecological product purchasing behaviours of 
environmentally conscious individuals in their study. In 
the study, it was determined that businesses producing 
sustainable environmentally friendly products drew the 
customers having more environmental consciousness, 
and as a result, they created ecological product purchas-
ing behaviours. Akehurst et al. (2012) dealt with environ-
mental awareness and purchasing ecological products in 
their research. Based on all this information, the research 
hypotheses developed to determine the ecological behav-
iour of tourists are as follows:

H3: Environmental sensitivity affects the ecological product 
purchase behaviour of tourists in a positive way.

H4: Ecological attitude has a mediating role in the process 
of environmental sensitivity’s affecting the ecological 
product purchase behaviours of the tourists.

In line with the determined hypotheses, the research 
model below has been tested (Figure 1).

3  Methodology

3.1  Research instrument

In this study, questionnaires were the data collection tech-
nique. The questionnaire has been prepared in two parts. 
In the first part demographic questions about the gender, 

Figure 1: Conceptual model
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age, marital status, and nationality of the tourists have 
been included. In the second part of the questionnaire, 
there are expressions about latent variables which have 
been formed depending on the purpose of the study. The 
statements in the research scale have been formed as the 
result of a comprehensive literature review (Kaiser et al., 
1999a; Yılmaz et al., 2009).

Although there are several different scales related 
to the subject used in the literature, when the selected 
sample group was analysed, a number of constraints 
were evaluated while deciding on the scales. First, it was 
decided that the scale items should not be too long, since 
the sample group was foreign tourists visiting Manavgat. 
Tourists may be reluctant to fill out long questionnaires 
during their holiday experience. Secondly, since a struc-
tural model was used in the hypothetical research model, 
the scales, whose validity and reliability were tested in 
previous studies, with high factor load distributions, con-
vergent and discriminant validity were preferred. Within 
the scope of the research, five statements regarding envi-
ronmental sensitivity have been adapted from the study 
of Kaiser et al. (1999a). The related scale has frequently 
been preferred in the literature to measure environmen-
tal sensitivity. Yılmaz et al. (2009) used the mentioned 
scale in their study and found that all the values   of the 
scale were strong. On similar grounds, three statements 
about ecological attitude have been determined based on 
the studies of Kaiser et al. (1999b) and Fraj and Martinez 
(2007). Finally, three statements about ecological product 
purchasing behaviour have been prepared by making 
use of Yılmaz et al. (2009). As a result, a total of 11 state-
ments have been directed at tourists visiting the Manavgat 
destination. The expressions have been graded using a 
five-point Likert-type scale (1 = I strongly disagree, 5 = I 
strongly agree).

3.2  Study area

Manavgat destination was chosen as the location of the 
study. Manavgat is one of the most important tourist desti-
nations within the borders of Antalya in the southern part 
of Turkey. Besides, it has a considerable advantage thanks 
to its proximity to other touristic destinations such as 
Alanya and the central districts of Antalya. In fact, when 
the 2019 data have been evaluated, it can be seen that 4.8 
million tourists visited Manavgat (Culture and Tourism 
Ministry, 2019). This number shows that Manavgat is the 
destination that attracts the most tourists in Antalya. 
The tourists coming to Manavgat are mostly from Russia, 

Germany, and Ukraine (Alanya Touristic Hoteliers Associ-
ation, 2021).

3.3  Sampling and data collection

A pilot study was applied before the actual data collec-
tion process was started. The pilot study was applied for 
two days in July 2019. Based on the results obtained from 
the pilot study conducted on 25 tourists, it was decided 
that all expressions were clear and understandable. In 
addition to this, it was understood in the reliability anal-
ysis that the statements measure the relevant variables. 
Building on this result, the stage of collecting the actual 
data of the research was started. The data was obtained 
by the researchers, from the foreign tourists who visited 
Manavgat in July and August 2019, which is one of the 
busiest seasons of tourism. Within the specified period, 
588 questionnaires were collected using the convenience 
sampling method, and the remaining 512 questionnaires 
were evaluated upon removing the incomplete and incor-
rect questionnaires.

3.4  Data analysis

The data obtained from the research was transferred to 
the SPSS package program and percentage and frequency 
tables were used accordingly. In order to test the developed 
model and determine the relationships between variables, 
the Smart-PLS program, which is an appropriate analysis 
approach in exploratory research, was used (Wold, 1985).

4  Findings

4.1  Demographic findings

The findings regarding the demographic characteristics of 
the tourists can be found in Table 1. Of those who have 
participated in the research, 45% are women (f = 229) and 
55% are men (f = 283). While 12% are between the ages 
of 18 and 25 (f = 62), 34% are between 26 and 35 (f = 172), 
25% are 36 to 45 (f = 128), 17% are 46 to 55 (f = 88) and 12% 
of them are in the age range of 56 and over (f = 62). When 
their marital status was examined, it has been determined 
that 62% are single (f = 317) and 38% are married (f = 195). 
When the distribution of the participants according to 
their nationalities was analysed, it has been concluded 
that 51% of them are German (f = 261), 36% of them are 
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Russian (f = 186), 8% of them are Dutch (f = 40), 3% of 
them are Austrian (f = 15), and 2% of them are Belgian 
(f = 10).

4.2  Model validity

Before analysing the model created depending on the 
research purpose, the validity and reliability values   for 
the variables were examined. In this context, the internal 

consistency reliability, convergent validity, and discrimi-
nant validity were evaluated concerning the model valid-
ity. Table 2 contains the results regarding the internal con-
sistency reliability and convergent validity of the variables 
in the study.

In the model validity, first of all, factor load values   of 
the expressions were examined. Hair et al. (2011) argue that 
factor load values   should have a minimum value of 0.40 
and above, and expressions below the mentioned value 
should be removed from the model. Within this context, 
when the table has been analysed, it is seen that the factor 
loadings take a value of minimum 0.515. In addition, Cron-
bach’s Alpha and rho_A values   and composite reliability 
(CR) values   above 0.70 and average variance extracted 
(AVE) values   above 0.50 indicate that the model validity 
is ensured (Hair et al., 2005; Fornell & Larcker, 1981). In 
addition to the values   given in Table 1, the decomposition 
validities were also examined in order to test the model 
validity of the research. Henseler et al. (2015) claimed that 
the correlation averages of the expressions of all varia-
bles examined within the scope of the study should have 
a value of 0.85 or less to the geometric mean in order to 
ensure decomposition validity. Table 3 contains the values   
of the heterotrait-monotrait ratio (HTMT) criteria, and it 
is seen that values   below the aforementioned value are 
reached. As a result, it can be said that the model is valid.

4.3  Path diagram and parameter estimates

The results obtained for the model are given in Figure 2.

Table 1: Demographic characteristics of the tourists

Demographic 
Variables n %

Gender
Men 283 55.3
Women 229 44.7

Age

18–25 62 12.1

26–35 172 33.6

36–45 128 25.0

46–55 88 17.2

56 and over 62 12.1

Marital Status
Married 195 38.1

Single 317 61.9

Nationalities

German 261 51.0

Russian 186 36.3

Dutch 40 7.8

Austrian 15 2.9
Belgian 10 2.0

Figure 2: Structural model
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Within the research model, PLS algorithm was imple-
mented to calculate linearity, path coefficients, and 
the (f2) values of R2 values   and effect sizes. Besides, to 
examine the predictive power of dependent variables (Q2), 
Blindfolding analysis was realised. To evaluate the signif-
icance of path coefficients, t-values   were calculated by 
taking 5000 sub-samples through a re-sampling process 

Table 2: The results of measurement model

Factors / Expressions Factor 
Loadings t-value

2

R CR Rho_A CA AVE

Environmental Sensitivity - 0.851 0.887 0.851 0.546

It frustrates me that official institutions do not take meas-
ures to control environmental pollution. 0.515 4.367*

I get angry and mad when I think about the environmental 
pollution caused by industrial factories. 0.665 6.576*

Environmental pollution worries me. 0.893 13.254*

I am concerned about the effects of polluted air on me and 
my family. 0.596 5.525*

I’m afraid that the continuation of environmental pollution 
will drag the world into an uninhabitable environment. 0.933 9.949*

Ecological Attitude 0.136 0.752 0.755 0.754 0.506

I think that the ecological products are tastier than the 
other products. 0.686 11.622*

I think that the ecological products are grown in more 
natural conditions than the other products. 0.701 12.769*

I think that the ecological products are healthier than the 
other products. 0.745 15.676*

The Behaviour of Ecological Product Purchasing 0.413 0.850 0.854 0.850 0.654

I prefer to buy ecological products in order to protect the 
environment. 0.866 20.121*

I buy ecological products with a peace of mind. 0.812 19.465*

I prefer the ecological products, although they are expen-
sive compared to similar products. 0.744 16.004*

*P< 0.001

Table 3: The results of discriminant validity HTMT criteria

Factor 1 2 3

1. Environmental sensitivity -

2. Ecological attitude 0.368 -

3. Ecological product purchase behaviour 0.282 0.644 -

Table 4: Research model coefficients

Variables Standardise β t-value p f2 Q2 VIF Result

ES → EA 0.372 6.020 0.000 0.161 0.059 1.000 Accepted

EA → EP 0.644 11.560 0.000 0.709 0.201 1.000 Accepted

ES → EP 0.285 5.230 0.000 0.089 0.042 1.000 Accepted

ES: Environmental sensitivity; EA: Ecological attitude; EP: Ecological purchasing
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(bootstrapping). Findings regarding the research results 
are shown in Table 4.

When the VIF (Variance Inflation Factor) values   
between variables are examined, it can be said that the 
values   are below the maximum value of 3. As a result, 
there is no linearity problem between the variables (Hair 
et al., 2005). In addition, when the results of the research 
were examined, it was found that environmental sensitiv-
ity positively affected the ecological attitude (β = 0.372; p 
<0.001), while ecological attitude had a significant effect 
(β = 0.644; p <0.001) on the intention to purchase ecolog-
ical products. Moreover, study findings show that envi-
ronmental sensitivity positively affects the intention to 
purchase ecological products (β = 0.285; p <0.001). H1, H2, 
and H3 hypotheses have been accepted as a result of the 
evaluation.

When the values   in Table 5 are examined, it is 
observed that environmental awareness indirectly affects 
the intention to purchase ecological products through 
ecological attitude (β = 0,240; p <0.001) and it seems that 
the intermediary role is partial. According to these results, 
H4 hypothesis has been accepted. 

5  Discussion
In this study, the relationship between environmental 
sensitivity, ecological attitude, and ecological product 
purchasing intention has been analysed. The data of the 
study were collected from the tourists who visited the 
Manavgat destination using a questionnaire method. 
According to the data derived from the study, it has been 
determined that environmental sensitivity affects the eco-
logical attitude in a positive way, while the ecological atti-
tude has a significant and positive effect on the ecological 
product purchasing intention. The findings obtained from 
the research have parallel aspects to the studies carried 
out by Kaiser et al. (1999b) and Yılmaz et al. (2009). 

In accordance with the tested hypotheses and find-
ings, it is possible to say that environmental sensitivity 
positively affects the ecological product purchasing inten-
tion. It is important for enterprises in the tourism sector to 

design this purchase intention in a sustainable manner in 
accordance with customer preferences and needs to deter-
mine a certain price index considering the price balance 
in the market in terms of making environmental products 
more preferable and creating a specific ecological product 
market. Furthermore, the aforementioned findings of 
the study show similarities in line with the results of the 
studies conducted by other researchers such as Aaker 
and Joachimsthaler (2002), Hartmann and Ibáñez (2006), 
Tilikidou (2007), D’Souza et al. (2007), Lin and Chang 
(2012), Mostafa (2009), Suki (2013), Huang et al. (2014).

The study carried out by Cheng and Wu (2015) deter-
mined that environmental awareness has a positive effect 
on environmentally sensitive behaviours. Ntanos et al. 
(2019) analysed the environmental sensitivity of the stu-
dents studying at a faculty of management, and they con-
cluded that their environmental sensitivity directs their 
attitudes. Priadi et al. (2018) found that environmental 
awareness is effective in the formation of environmen-
tal citizenship behaviour. Dagher et al. (2015) stated that 
environmental concerns can generate environmental 
behaviours. The study carried out by Lin and Niu (2018) 
determined that environmental awareness, environmen-
tal knowledge, and social norms of consumers positively 
affect environmental attitudes, and at the same time, their 
purchase intention and behaviour are in favour of green 
products. D’Amico et al. (2016) found in their research that 
environmental sensitivity affects food preference and food 
consumption behaviours. 

In the study of Moser (2016), it was determined that 
the importance given to the environment by the individu-
als who care about the environment and who are sensitive 
to the environment affects their environmental attitudes, 
and these environmental attitudes are particularly a con-
sideration in environmentally friendly product purchasing 
behaviour. Trivedi et al. (2018) found in their study that 
introverted environmental attitude has an important role 
in green purchasing behaviour. According to the findings 
of the study presented by Chekima et al. (2016), environ-
mental attitude affects green purchasing intention. The 
study conducted by Wahab et al. (2017), posited that envi-
ronmental concerns affect consumer behaviour and the 

Table 5: The results regarding the indirect impact

Variables Standardise β t-value p Result

ES → EA → EP 0.240 5.149 0.000 Accepted

ES: Environmental sensitivity; EA: Ecological attitude; EP: Ecological purchasing



40 Özgür Yaylaa et al.

intention to buy green (environmentally friendly product) 
products. Rusyani et al. (2021) found that environmental 
concern and green attitude have a strong impact on the 
intention to purchase environmentally friendly products. 
Therefore, it can be stated that the findings of this study 
have been supported by the previous studies analysing 
the same aspects.

According to another finding derived from the study, 
it is possible to say that environmental sensitivity indi-
rectly affects the ecological product purchasing intention 
through ecological attitude and plays a partial mediating 
role. In the light of the data obtained, it can be stated that 
protecting the environment and creating environmental 
awareness affects the ecological attitudes of people, and 
as a result of this effect, the preferences of the individuals 
are in favour of environmentally friendly products during 
the purchase process. The study has presented similar 
results to the studies carried out by Kalafatis et al. (1999) 
and Junior et al. (2015).

In an examination of former studies, studies on green 
purchasing and environmental policies are available in 
the literature (Kim & Choi, 2005; Kilbourne & Pickett, 
2008; Lee, 2009; Aman et al., 2012; Murtagh et al., 2012; 
Shahnaei, 2012; Yang & Zhang, 2012; Kaufmann et al., 
2012; Lasuin & Ng, 2014; Yang & Zhang, 2020). The findings 
from these studies have shown that environmental con-
cerns have a direct and positive effect on green purchasing 
behaviour. More precisely, as consumers’ attitudes and 
sensitivity regarding the environment develop positively, 
their intention to purchase green products also develops 
in the same direction. Nevertheless, some of these studies 
have generally been examined within the scope of price, 
business, and government policies, and the scope of the 
subject has not been sufficiently expanded. On the other 
hand, since this study has been carried out directly on the 
tourists visiting the Manavgat destination, it brings a soci-
ological and touristic perspective to the subject. When the 
findings of the study have been examined from a holistic 
perspective, it can be stated that in order for the ecological 
attitude to be constituted, a number of ecological attitudes 
– such as the desire to protect the environment and sus-
tainable environmental concern – must be created, and 
these attitudes can trigger environmental concerns and 
make people adopt environmentally friendly purchasing 
choices. What’s more, informing the tourists about envi-
ronmental problems and environmental negativities has 
a positive effect on increasing their sensitivity towards the 
environment and their willingness to participate in green 
practices within the scope of environmental protection 
(Chan, 2014; Trang et al., 2019).

Within the context of the findings obtained from the 
study, a number of recommendations could be made for 
the touristic enterprises producing ecological products. 
They should improve their product diversity and produce 
products that can compete with other businesses, and it 
is of great importance to consider the price level in the 
general market while producing these products. It is also 
essential for businesses to develop production strategies 
suitable for the needs and demands of the individuals 
while developing product variety at the same time.

In order to support environmental sensitivity through 
attitudes and behaviours, improving environmental 
awareness from an early age and keeping this awareness 
alive in future generations will be a fundamental achieve-
ment. Our environment is the greatest trust that the world 
in which we live has bestowed on living beings. Therefore, 
we should internalise this value in the best way and leave 
a sustainable world for future generations. Based on this 
study, focusing on what kind of factors are effective on 
holiday destination choices of environmentally friendly 
individuals, what kinds of influences environmentally 
focused hotels and enterprises have on the perceptions of 
customers, and analysis of their image perceptions can all 
be stated as good topics for future studies.

6  Conclusion 
The new world order is in a never-ending globalisation 
process. Through this incessant process, heavy industries 
and factories, which have been preferred due to their high 
contribution to the economy, have led to economic growth 
while causing environmental degradation (Ramayah et 
al., 2010). The continuous impact of people on the eco-
logical environment has created consequences such as 
drought, loss of woodlands, and destruction of sustaina-
ble environments, all of which harm ecological existence 
(Swetnam & Betancourt, 1998; Drake & Griffen, 2010).

In order to prevent ecological extinction, individuals 
should try to understand and attribute value to the world 
they live in. To achieve this, it is important for people to 
accept nature as it is and develop environmentalist atti-
tudes to protect ecological existence, reconcile with the 
natural world, and provide spiritual awakening (Maxwell, 
2003; Blowers, 2013).

The individuals who make peace with nature and 
develop pro-environmental attitudes become more inter-
ested in issues such as environmentally friendly con-
sumption and purchasing products that do not harm the 
environment. Accordance to the studies carried out, it has 
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been observed that aspects such as being concerned about 
health and the continuation of sustainability are particu-
larly effective in the increase of the aforementioned inter-
ests (Mainieri et al., 1997; Chan, 2001; Tilikidou, 2007; Fraj 
& Martinez, 2007). At the point where ecological products 
meet with consumers, it is of great importance that the 
products produced should meet the needs and demands 
of the consumers as well as create ecological awareness 
in order to increase the preferability of the product (Çabuk 
et al., 2008).

Leonidou et al. (2014) stated in their study that envi-
ronmentally friendly attitudes are effective in the devel-
opment of environmentally friendly behaviours and that 
tourists who exhibit sensitive behaviours in general expe-
rience much more satisfaction during their visits to the 
destinations. In their study conducted on tourists, Suki 
and Suki (2015) found that tourists who stay in green 
hotels have certain attitudes and behaviours with which 
they visit places with the same concept, and the envi-
ronmental awareness they possess positively affects the 
intention to stay in green hotels and their ecological atti-
tudes as well.

Ren et al. (2021), in their study on environmen-
tally friendly behaviours, investigated the relationships 
between environmental knowledge, environmental 
attitude, consumption effectiveness, environmentally 
friendly behaviour, and environmental perceived value. 
Within the scope of the results obtained from the research, 
they have determined that there are positive relations 
between environmental knowledge, environmental atti-
tude, environmentally friendly behaviours, and the value 
given to the environment. While the consumers exhibit 
an understanding of environmental sustainability and 
environmentally friendly consumption regarding their 
purchasing behaviour, they consider environmental sen-
sitivity in the long term and accordingly present environ-
mentally sensitive attitudes and purchasing behaviours 
(Kiatkawsin & Han, 2017; Dong et al., 2020; Han, 2021). 
Therefore, environmental awareness has a positive effect 
on ecological attitude, and ecological attitude positively 
affects the intention to purchase ecological products.
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