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The aim of this thesis study was to examine whether there are similarities/differences between

males and female consumers in terms of sustainable consumption behavior and its 

 were obtained from young consumers aged 18-29 in Türkiye through an 

main findings obtained in the thesis study revealed the behavioral 

similarities and differences

-specific differences were found in the context of unneeded 

 In this thesis, it was concluded that it is important to 

examine sustainable consumption with its sub-dimensions in order to understand more clearly 

and accurately whether consumers exhibit gender-specific behaviors in sustainable 

interested in sustainability, global marketing 

and consumption of young consumers in 

 

consumer behaviour, gender, sustainability, sustainable consumption behaviour, 

and young consumers 
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1

The importance of sustainable consumption is highlighted for sustainable development

( - - , 2022; Anh, 

), which 

depends on achieving long-term economic growth that meets the environmental and social 

 

 

There is a global concern about sustainable consumption, while it is argued that there are 

significant gaps between sustainable consumption practices in developed countries and 

adapting and implementing sustainable consumption in developing countries lags behind 

  

 

merging markets are seen as the most essential actors of responsible consumption and 

production in the field of sustainability, as well as being an important economic power in the 

med to be more interested in 

sustainable consumption as the consumers in the developed countries, it is claimed that there 

; 019 according to a systematic 

literature review, research on sustainable consumption is mostly 

However, the sustainable consumption patterns of emerging market consumers are different 

and understanding them is cruci g the behavior of 

these consumers is recommended as an important research agenda for future research

 2020)

oung consumers and gender issues have been popular topics in recent years, while many 

studies in recent years point to research gap in sustainable consumption ( -

- , 2022;  

2017; -

- -

markets offers opportunities for sustainability, but research results regarding the relationships 
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Although demographic variables such as gender can be used effectively in market 

segmentation, consumer market segmentation is frequently compelling in these markets 

,  

 

It is claimed that sustainable development and friendship with the environment can be 

ng age and with social awareness that can be gained through education 

The young consumer market is considered important for 

marketing because it is growing continuously and at the rate of population growth, and 

younger c

su

It is also considered valuable to examine young consumers in terms of sustainability due to 

their characteristics such as being more open to innovative ideas, being more sensitive to 

the current consumption patterns of them can affect their consumption patterns in their old 

age and the consumption patterns of their children (Fie  

 

In recent years, many studies have focused on the s of 

young consumers in emerging markets ( - - , 2022; 

; - -

-  

environmentally friendly behavior of young people in developed and emerging countries, and 

it is argued that these differences are caused by external factors such as cultural, 

environmental infrastructure and services - - -
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The literature review in this thesis clearly have showed that consumer behavior research in 

emerging markets does not reach a uniform results in terms of sustainable consumption 

 are among the pioneers of sustainable 

consumption studies in Türkiye, point out the importance of identifying gender differences 

and gender differences in young people in  

examining the sustainability-related behaviors of young people in Türkiye, clearly reveals that 

the gender of individuals should be seen as a strong factor in explaining their sustainability-

 Additionally, in a recent bibliographic study

, gender is stated as an important topic of interest in many sustainability studies, 

the traditional gender roles of women, it is mentioned that gender is associated with women in 

 It is also suggested that a more theoretical perspective can be gained by 

considering the critical role of gender in sustainability together with individual demographic 

characteristics such as age 2021)  

 

2017), 

), mark positing and promotion 

estimation the impact of marketing tactics (

markets is considered to be more accessible and identifiable than other types (behavioral and 

psy  

 

a female ), as well as 

expressing that a person is male or female according to their genetic and biological 

 Thus, gender and sex are considered as interchangeable 

-

 

(2021:909) argue that “although gender is socially constructed, sex-related differences are 

often exaggerated and reinforced since a young age, resulting in gender specific behavior: 

social expectations of a“realman”anda“realwoman”can be driving factors in people’s 

consumption of food, technology, cosmetics, and energy…” 
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As for sustainability, gender is considered crucial for sustainability and the development of 

future policy and practice

-Herbruggen, 2019) ps are also important in 

promoting sustainable consumption (

), determining the profile 

 and both in terms of quantity and types of 

sustainable consumption, while gender stereotypes can shape individuals' views on 

sustainability issues and the necessity of sustainability  

Furthermore, it is stated that taking into account individual differences such as gender in order 

 and using these differences in creating messages and 

content will be beneficial for them to be more interested in more environmentally friendly 

 

 

, which conducted in developed, 

developing and emerging market

the expectations of cultural norms from genders (Hunte  In 

addition to culture, change in external forces such as the economic and political spheres can 

change gender-differentiation over time, and these changes may even be for better or worse 

  

 

also claimed to be dependent on cultural and historical 

results for sustainability  gender-related behaviors transform rapidly, and these 

Therefore, the contribution of gender 

groups to sustainability is changing and it is recommended that this variability be taken into 

  

 

From this point of view, it would be appropriate to consider the issue of gender and 

sustainable consumption in 

The dynamic nature of gendered behaviors, the effects of age on gender, cultural and temporal 
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Although age, gender and sustainable consumption studies are a remarkable research topic, 

the change of gender with the effect of culture, time and place and the importance of young 

consumers in sustainability cause the examination in terms of gender and young 

Therefore, examining young consumers in 

Türkiye by gender can be helpful to understand sustainability and sustainable consumption of 

young consumers, to deepen current understandings, differences and similarities regarding 

Thus, the main 

purpose of the thesis is to make a comparison between males and females regarding the 

sustainable consumption  

 

The research questions of the thesis were: 

 Are there any differences or similarities between the gender groups in young consumers 

regarding the sustainable consumption behaviour and its dimensions?

 

 

In this thesis, gender comparisons of sustainable consumption among young consumers were 

-to-date insights to amplify 

existing literature on gender, youth and consumption behaviors in sustainable consumption in 

 The results of this thesis had implications for academic research and 

also contribute to determining whether a gender-specific 

market segment is possible in terms of sustainable consumption  among young consumers in 
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a global approach towards securing 

lasting welfare for entire human race The concept of sustainability emerged primarily from 

Therefore, sustainability is seen as an important issue that should be examined by various 

t

sustainable marketing is a customer-oriented, environment-friendly, solution-oriented 

t 

 

Sustainable 

marketing is socially and environmentally responsible marketing that meets the present needs 

of consumers and businesses while also preserving or enhancing the ability of future 

generations to meet their needs consumer-

oriented marketing, customer value marketing, innovative marketing, sense of mission 

marketing, and societal marketing

 

From the 1970s to the present, the use of marketing tools based on persuasion and 

understanding of customers is recommended and encouraged to increase sustainable 

is considered as a primary research area in relation to sustainable de

promoting more sustainable consumer behavior is seen as a very important issue, given the 

significant impact of different consumption areas such as food and nutrition, mobility, shelter, 

clothing related consumption in terms of sustain  
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non-

reasons such as the increase in the world population and per capita consumption, the decrease 

in natural resources, the increase in environmental pollution, the emergence of climatic 

changes and the extinction of species necessitate significant alteration of human behavior 

perception is important in terms of reducing resource consumption, sustainable consumption 

 

various activities in different proces

friendly and fair products, reducing travel, buying and consuming organic foods, and 

recycling (Isenhour an

 This is because researchers have highlighted different aspects of this 

 

the use of products and services that have a 

minimal impact on the environment and enable future generations to meet their needs

 “Sustainable consumption refers to the 

continued act of controlling desire by avoiding extravagant purchases and rationalized use of 

goods and services that satisfy the basic needs. It concerns thequality of life over material 

standards of living, suggests satisfying basic human needs (not the desire for“wants”and 

luxuries), demonstratescare for protecting and preserving the naturalresources (e.g. 

minimizing resource use, waste andpollution) and keeping the natural resources usefulfor 

future generations.” 
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Although there are various definitions of sustainable consumption in the literature, it is seen 

the necessity of protecting the environment, taking into account the needs of future 

ion of 

There are one-dimensional and multi-

Additionally, this consumption is mostly considered from a behavioral point of view, and it is 

claimed that the attitudinal and cognitive aspect of this consumption are neglected (Quoquab 

sustainable consumption at a multi-dimensional level and defined the dimensions of 

sustainable consumption as environmental sensitivity, unnecessary consumption, saving, and 

 

boost life quality, and reduce the presence of pollutants throughout the product-life-cycle 

stages (

the other hand, unsustainable consumption is declared as the main reason of several global 

environmental problems, especially global warming, pollution of air and water, and decrease 

 

oung people should be 

considered as a separate consumer group and a specific approach should be taken towards 

change, and their current consumption can affect not only their consumption patterns in their 

context, in the literature review conducted within the scope of this thesis, it is clearly seen that 

it is the focus of many stu

Ianole- , 2020; 
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a

sustainable consumption and besides being aware of the importance of this consumption; they 

defined as the conflict between the desire for an ecologically more sustainable economy that 

values human and environmental health, and the priority of economic well-being and 

 

e is an interest in 

was performed at a moderate level, sustainability behaviors such as energy saving and product 

for choosing usable packaging 

examining sustainable food consumption, it is seen that ecological, social, economic and 

health-

sustainability i

environmentally friendly products and not to buy products that are harmful to the environment 
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nder-

finds very important usage areas especially in marketing communication and segmentation of 

nd 

these segments are large enough to provide profitability facilitates the use of gender in 

-cultural 

background knowledge is considered important in order to understand gender differences and 

similarities in human behaviours (

-cultural theories, evolutionary theory, hormonal exposure and brain, selectivity 

the theoretical background of gender differences in the consumer behavior literature and the 

-

follows: “Males are more self-oriented, while females are more other-oriented; females are 

more cautious responders; females are more responsive to negative data; males process data 

more selectively and females more comprehensively; and females are more sensitive to 

differentiating conditions and factors  

-cultural theories consider the sources of gender differences as social, cultural, 

-cultural perspective states that gender 

roles and behaviors will change -

By this 

confluence of biosocial processes, individuals within a society dynamically construct and 

share gender roles tailored to their time, culture, and situation.” 

considers the interaction of nature and nurture to work together in eliciting socially 

constructed behaviors that take into account the current sociocultural environment in the study 
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According to this theory, communal behavior is encourged by female gender role, while 

that gender differences can be explained in part by people's tendencies to behave consistent 

with their gender 

expected to exhibit communal characteristics such as friendly, selfless and altruistic, whereas 

 

sex-typed roles arise from an interaction 

between (1) the sex differences represented by each sex’s physical attributes and related 

behaviors, especially women’s childbearing and nursing of infants and men’s greater size, 

speed, and upper-body strength, and (2) the variable factors represented by the social, 

economic, technological, and ecological forces present in a society

have also examined the differences in social behavior of men and women with a meta-analytic 

into account gend women are 

expected to possess high level of communal attributes, including being friendly, unselfish, 

concerned with others, and emotionally expressive. Men are expected to possess high level of

agentic qualities, including being independent, masterful, assertive, and instrumentally 

competent  

In addition, biosocial construction model” to explain 

their model that “sex 

differences and similarities in behavior emerge from the division of labor in a society, which 

itself is a product of social and cultural forces in interaction with the biological features 

characteristic of each sex  this model, situational conditions, culture and historical 

demands play an important role in the division of labor attributed to women and men (
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Accordingly, sociocultural theorical background put forward that gender differences are due 

-

expectations are culturally compatible and have effects on behaviors via social, psychological, 

-specific behaviors of the individual can be 

masculine/feminine behaviors are made possible by hormonal, rewarding and cardiovascular 

individuals through hormonal processes, social expectations and individual tendencies (

2009  

kes a close look at the influence of human biology and the advanced 

evolutionary studies, it is claimed that males are more aggressive and tend to take risks, 

whereas females are advantageous in detecting positive/negative emotions, and that women's 

-

 

claim that “Evolutionary theories regarding ecologically-evoked gender differences are 

described that may prove more useful in explaining global variation in human personality.” 

k, and 

Allik (2008:168) suggest the following gender differences that “women reported higher levels 

of neuroticism, extraversion, agreeableness, and conscientiousness than did men across most 

nations… Changes in men’s personality traits appeared to be the primary cause of sex 

difference variation across cultures.” In the light of evolutionary and role theories, it is stated 

that benevolence and universalism are more valuable than men because of their feminine 

ture, attach more importance to power and 

success than women ( -  

Hormonal exposure and brain-related differences pave the way for behavioral and cognitive 

erone, typically found in 

-

the given literature that different brain regions are activated in men and women during the 
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-identical (with each other) strategies 

and do not have the same threshold levels when their information processing processes are 

roles, socio-cultural approach, hormonal and brain-related activities, and some aspects of 

- -

 

- ) propose that “First, the theory implies 

that gender differences are conditional and will not always occur. Rather, because gender 

differences stem from females' relatively lower threshold for detecting and using target data, 

gender differences should obtain only when access to such data is above females' but below 

males' threshold….Second, these gender differences in comprehensiveness and the use of 

heuristics are not valueladen. While more thorough processing of data might seem to be an 

advantage for females, it also can be less efficient, foster resource depletion that can lead to 

negative downstream consequences (e.g., in consumer contexts containing vacuous, 

hyperbolic, and misleading data), and produce psychological costs (e.g., prompt anxiety or 

indecision)  

process a larger 

more sensitive to difficult data and their responses to them contain deeper insight ( -

 

There are many studies that point out the differences/similarities between male and female in 

been detected in the purchasing decision-making processes between males and females, and it 

has been observed that they consider different features and benefits of products in pre-

purchase processes  
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observed in many current areas, such as sustainable 

(

motivational regulation 

 (

-Thompkins, 2019

ron, 2017)  

 

-

examining the sustainable consumption behaviors of young consumers focus on gender 

variable ( - -  

2020; Ianole-   

social/environmental concerns and attention is drawn to the strong effect of gender on the 

differences between males and females are suggested in terms of prosocial behavior, which is 

defined as behaviors that take care of the benefit of others, such as helping others, sharing, 

extensive prosocial behavior, whereas they differ in s

of prosocial behaviors, females are skilled in behaviors with a more social and relational 

content, while males are skilled in behaviors that are more intermediary, collectively-oriented 

and power- e basis of this behavior, it is claimed that gender differences stem 

division of labor in the axis of bio-social interaction (  
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According to pioneering studies in the literature, expectations from genders in cultural norms 

n of 

women's environmentally sensitive behaviors, the roles of being compassionate, making 

-biologically 

based theories also explain women's environmental friendly attitudes with their intrinsic 

claimed that they care more about environmental issues and are concerned about this issue 

 

availability and quality of these services have different consequences for gender groups and 

attributed to the different levels of altruism that male and female consumers have on the basis 

 

used to explain gender differences in environmentalism is that females exhibit more 

2000)  

 

consumption may be partially caused by the widespread relationship between green behavior 

It is also revealed that the tendency of females to sociali

for the welfare of both their relatives and future generations affects their participation in green 

female's environmental concerns and their orientation towards sustainable consumption are 
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Females often have a desire to participate in environmental practices because of traditional 

values, financial sit

compelled to take into account the consequences of climate change and to fulfill 

en

identity and dimensions of sustainable consumption is stronger for males than for females 

(  

patterns and norms are the basis of the differences between male and female in terms of 

Taiwan, it is stated that even if women are willing to consume sustainable, temporal, spatial 

ibilities, workloads at 

difficulties in terms of sustainable consumption and lifestyle due to their responsibilities at 

home and in the family and the time pressure they are exposed to (Isenhour and Ardenfors, 

in financial power, lack of time, and political representation constitute significant constraints 

study operated in this country has revealed that households with high gender inequality use 

 

A recent cross-cultural study performed in Japan and Iran has demonstrated that the gender 

variable moderates the effects of the predictive variables of sustainable consumption on 

moderator variable has found that green consumption values and sustainable resale behaviors 

in female consumers were more negativel

argued that this may mean that female experience higher degrees of positive and negative 

values in their responses to these sustainability-
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The number of findings in favor of men lags behind those in favor of females when the 

The main information in favor 

 nd to 

have a considerably higher level of environmental knowledge and are more interested in 

environmental problems than females ( and Hong, 2010)

examines the environmental purchasing behavior of 

environmental issues is higher, they are more environmentally sensitive and they have more 

positive attitudes about exhibiting environmentally friendly purchasing behavior in this given 

empowered and believe that sustainability-related behaviors can contribute positively to 

society, positive r

this reason, the feeling of empowerment and positive social gain in increasing and supporting 

n 

It is clearly seen that there are many scientific findings in favor of more female consumers in 

differences in the environmentally friendly behaviors of young people in developed and 

developing countries that female consumers are more likely to exhibit environmentally 

- -

- that the level of sustainable consumption of females is 

higher when compared to men, both at home and at work (

being a female on t

stated that females have higher scores in coping with unused/undesirable clothing in a study 

Ianole- y 

more sustainable trend in fashion compared to male consumers, and the results in favor of 

females in sectoral fashion sustainability (
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reports gender variations and indicates that females have a high level of social preference and 

actions to protect the environment in the context of sustainable consumption (Fan and Joffre, 

there are differences between men and women in terms of efficient use of resources, reduction 

 

A previous study indicates that females are more likely than males to prefer sustainable 

products than high- be the higher level 

consumption than males, their level of interest in sustainable living, and the time they spend 

searching for information about sustainable consumption and alternatives related to 

Accordingly, in the selection of clothing products within the scope of sustainability, the effect 

of product features on purchasing frequency and post-purchase behavior may differ between 

- - illarroel, 2022)

Additionally, there are findings in the literature that different motives in the consumption of 

eco-

friendly clothing, it is seen that female's intentions are affected by green self-identity, and 

consumption, there is information in the literature that female consumers consider the 

opinions of other users on the internet about this product more when they decide to buy 

 

Another common situation in the literature is mixed results for gender groups in the same 

For instance, according to the results of a previous study, altho

consumers are more interested in environmental behaviors related to their private lives and 

environmentally friendly behaviors in general than male consumers, the two gender groups 

are equivalent when it comes to public environmentally f
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many countries tend to engage in more environmental behavior, especially when it concerns 

 it is stated that both males and females tend to engage in more 

private environmental behavior rather than public (Hunter, Hatch and Johnson, 

Another previous study states that females exhibit higher levels of sustainable consumption 

compared to ma

same study, males and females are similar in terms of sustainable consumption intention when 

social identity is at the forefront (  

reover, female are stated to be more interested in energy saving than men in a previous 

-efficient products, while 

males and females are shown indifferent to purchasing these products in t

-19 pandemic, gender affects the attitudes of consumers towards their 

food purchasing behavior, but it also points to the similarity between males and females in 

terms of some attitudes (  

between males and females and promote gender variations in susta

-19 pandemic that young and educated females 

have a more responsible attitude in terms of sustainable consumption (

 

In addi

that while males and females were similar in terms of ecologically sustainable consumption in 

weakened in the second wave 

the attitudes towards choosing local products and ordering groceries online differed 

attitudes on t -19, females did (
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The results of studies on gender in sustainable consumption conducted in Türkiye do not 

indicate a uniform result in terms of gender similarities 

conducted in Türkiye states that female engage in more recycling behavior (Arslan and 

states that they reached mixed results in their study, which examined gender groups with both 

qualitative and quantitative resea

males and females towards reusable packaging are similar according to their quantitative 

research, it is understood that this attitude is much higher in females according to their 

qualitative researc

According to a study examining sustainable consumption in terms of gender and generations, 

generation, and that men also exhibit a higher level of non-need purchase behavior (Aktas and 

attention to the organic nature of the products they buy, and they prefer non-genetically 

modified products and foods wit

difference betw -

In this context, it is stated that male students are more intertwined with nature through 

activities such as trekking and camping, while female students engage in more sustainable 

heir study examining 

group interests and that they pay great attention to economic costs in their consumption 
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gs that there is no variance between genders, but the 

number of these studies is less than the number of studies that draw attention to the 

similar in terms of sust

consumpt

important in terms of reuse or recycling-related activities, electricity and water consumption, 

and more specifically, there is no difference between genders (Abeliotis et a

by the authors that there is no statistical difference between gender groups in terms of 

 

eport that there is no statistically significant difference between 

-

between males and females in terms of sustainable consumption (in general), environmental 

The some of studies conducted in Türkiye reveal that there are no gender differences in

 

According to the literature review, it was seen that the findings of differences between males 

and females in terms of sustainable consumption 

the scope of this thesis, based on these dominant results and socio-cultural theories, the socio-

cultural, biological and situational differences between men and women were expected to be 

reflected in sustainable consu  
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thesis study, the following hypotheses were developed that show the differences between 

 

H1: There is a statistically significant difference in gender groups regarding the means of 

 

H2: There is a statistically significant difference in gender groups regarding the means of 

unneeded consumption (as a d

H3: There is a statistically significant difference in gender groups regarding the means of 

 

H4: There is a statistically significant difference in gender groups regarding the means of 

reuse (as a dimension  

H5: There is a statistically significant difference in gender groups regarding the means of 
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The literature and the purpose of the research were taken into consideration in determining the 

research method used  In this part of this thesis; the type of research, population 

and sample, sampling method, data collection tools, data collection method, how the data 

The quantitative research method was preferred in order to 

achieve the purpose of the thesis like many previous research in both domestic (

) and foreign marketing literature (Joshi

2019

 

The population of this thesis was young consumers in Türkiye as an emerging market

Population growth rate in emerging markets provides opportunities in sustainable 

g educated consumers are more likely to engage in 

environmentally friendly behaviors in emerging economies and are aware of the importance 

Furthermore, the segment formed by young consumers is evaluated as 

relatively homogeneous, and their consumption habits are pointed out as being  

consumption patterns (( - -

and  2021;

 

Young is defined as people between the ages of 15 and 29

This age range has also been used in studies to examine young 

people in Türkiye ( , 2

determined as 18-

used to test the hypotheses were collected from young consumers aged 18-29 in Türkiye
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online survey, it was hoped to receive free and accurate 

opinions from the participants and to collect a large number of questionnaire form in a short 

The data collected was obtained through an online questionnaire form by using not only 

convenience but also snowball sampling in January 2023 The questionnaire, as a research 

material, includes a series of questions to determine individuals' living conditions, attitudes 

portant 

advantages of this technique is that it allows to reach individuals from different regions in a 

short time and at low cost The participants were asked to fill out the 

questionnaire form and share it with their 18-29-year-old witnesses, whom they believed 

ese efforts, data were obtained from various 

 of data 

collecting process, 322  

 

required that at least 5-10 responses 

preferably 10 times the number of variables in the study, or should be more in a multivariate 

 -samples 

(female/male) to be interpreted in the sampling, at least 30 elements from each category 

 Accordingly, in this thesis 

study, a total of 17 observed variables were used and the number 170 (17x10) was taken into 

st 

research related to sustainable consumption of young consumers in an emerging market (Joshi 

 

 

The ethical permission required for the survey application was obtained from Adana 

 

( )  
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After the literature review, it was decided to use a scale developed in Türkiye for the 

scale, taking into account the culture, socio-economic structure, and environmental 

characteristics of the country, and facilitating measurement of the research variables  The 

sustainable consumption behavior scale used in this thesis is a scale whose validity and 

reliability have been proven as a result of a scale research conducted in Türkiye ore 

starting the data collecting process with the questionnaire, a pre-test was conducted with 20 

participants in order to evaluate the intelligibility of the statements in the scale and to 

 

 

The "sustainable consumption behaviour scale” developed by  (2015) was 

applied to measure the sustainable consumption behavior of young consumers in Türkiye

(  )

The preferred scale has been used in many studies conducted in Türkiye and its validity and 

reliability have been proven 

Av , 2023) This 

scale included four sub-dimensions of : environmental sensitivity (5 items), unneeded 

consumption (5 items), saving (4 items), and reuse (3 items) To measure the variables, the 5-

type scales were employed, with ‘1: never  The "unneeded 

consumption" dimension was reverse-coded  Thus, the questionnaire form included 17 items 

to measure   

 

According to (2015), who are 

classification, the environmental sensitivity and reusability dimensions of this scale are 

related to the ecological dimension of sustainable consumption, while the savings and 

unneeded consumption  In addition, when 

saving and unneeded consumption dimensions refers to the reduction dimension, and the 

environmental sensitivity dimension can be evaluated together with recycling ( , 

2015)   
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The independent samples t-test was employed to find out whether there is a difference 

between gender groups regarding sustainable consumption and its dimensions like several 

previous gender studies in sustainability (

ler, 2018; The t-test is used 

to investigate whether there is a difference between the two sample groups in terms of means, 

and the independent two-sample t-

The t test is especially 

of the population from which the sample is taken is not known and the parameters of the 

 Additionally, Hedges' g value,

which are appropriate for comparison of groups with different , was used to 

 In order to interpretion of this value, the following classification was 

used which is suggested by (2019:3): “The magnitude of Hedges’ g 

was then classified as being either a small, medium, or large effect (small effect = 0.2, 

medium effect=0.5, large effect = 0.8)  

T

value is interpreted regardless of its sign  

 

ender (male/female

(environmental sensitivity, unneeded consumption, saving, and reusability) were test 

 In this study, it was accepted that the normality assumption was met based on the 

 greater than 30 or 50 

, 2004), claims that the samples means demonstrate a normal distribution as the 

 

 

 

 

 

 

 

 



27

 , the young consumers 15, 16 and 17 years old were 

It is recommended that future studies should cover these age 

groups in order to achieve more holistic results in sustainable consumption related to young 

consumers

capabilities of fu  

 

As the 

differences/similarities between gender groups can be influenced by socio-economic and 

cultural conditions, it is likely to be beneficial to test the hypotheses in young consumers from 

identity groups should be considered to gain deeper insights into gender issues in sustainable 

this thesis is a cross-

information on the variation of similarities and differen
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presented in the analysis section and the findings were

evaluated in the discussion section of this section

In this part of the thesis, descriptive statistics and analysis results used to test hypotheses were

Table 1 presented the demographic information of the participants who participated in the 

8 percent of the respondents were women, and the rate of single 

people according to marital status was 

age group, the 21-23 age group was 

 percent of the respondents had  
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1

males
females

 
140 
192 

Age
18-20 ages
21-23 ages
24-26 ages
27-29 ages

40
136 
78 
78 

12
41

single
married

294
38 

secondary education 
high school 

associate degree

 
3 
27 
52 
219 
31 

66

personal income 
(Turkish lira)

less than 1000 
1001-2000
2001-3000
3001-4000
4001-5500
5500-7500

7501-10000
10001-15000
15001-20000
20001-25000

over 25000

 
 
89 
56 
25 
8 
18 
20 
44 
40 
26 
4 
2 

6

12
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For the scale used in the thesis study, factor analysis was used to determine its validity and the 

The results of the analysis 

for the validity and reliability of the scale were given in Table  

-
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



31

-
As 

 for this 
In addition, in 

accordance with the original scale ( , 2015), four dimensions of were 
These dimensions were named as environmental 

sensitivity, unneeded consumption, saving, and reuse, similar to the original , 
  value 

while it was seen that each value met the requirement for a valid scale 
2011)  hand,  value for reuse was calculated as 

 In case the number of items 
considered reliable 
accepted that the reliability condition was  As a result, it 
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 5  

5  

4

3

 17  

As seen in the table, the mean of the research variables ranged from 

participants were examined considering the research variables, it was understood that the 

participants have a low level of environmental sensitivity, show unnecessary spending, saving 

and reuse behaviors, and also exhibit a low level 
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The independent sample t-test results used to test the hypotheses were presented in Table 

The results revealed that no statistically significant difference existed among gender groups in 

environmental sensitivity (t=- , saving (t=-  and sustainable 

consumption behaviour (t=-

confidence coefficient) showed very small effect for environmental sensitivity saving 

 there 

was no significant difference between the environmental sensitivity, saving and overall  

  The results showed that 

males and females had equal means in terms of environmental sensitivity, saving and  
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The independent sample t-test results

male 
female 

-

male
female 

  

 
male 

female

 
 

 
-  

male 
female 

 -  

behaviour
male 

female 

 
 

 

 
 
-  

The t-test results demonstrated significant difference for unneeded consumption 

- Additionally, the Hedges' g value (95% confidence 

coefficient) calculated for the ef -

 for reuse Although the 

revealed small differences in unneeded consumption and reuse between males and females, 

Therefore, H2 and H4 were

were considered in order to determine which gender 

groups were hi The mean of male respondents was higher for 

628), while the mean of female respondents was higher for reuse

(
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examining consumer behavior in foreign 

countries and in Türkiye are not uniform among gender groups in terms of sustainable 

-based behaviors, the effects of age on gender, 

cultural and temporal differences, and the importance of young consumers (especially in 

emerging market) ensure that gender-focused examination of sustainable consumption 

 

 

This thesis study aimed to examine whether there is any difference or similarity between 

males and females in terms of overall

study is in the type of quantitative research and the analysis results are based on the primary 

data provided within the scope of the th

young consumers between the ages of 18-

hypotheses developed in the thesis were tested with the independent sample t-  

 

The main findings of the thesis study revealed some similarities and differences between 

results were obtained in terms of sustainable consumption between genders, similar to many 

previous studies (  

 

 

The main findings of this study demonstrated that there is no difference between males and 

females in terms of overall

not make a difference among consumers in terms of  as well as environmental 

sensitivity and saving as sub-

the liter

consistent with the findings of studies claiming that there is no gender difference in over 
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of females on sustainability, the findings in this 

saving, which supports that gender-

It is argued in the consumer behavior literature that while social-agent roles continue, 

assertive, while males are more preoccupied with social influence than before -

 

A l, it should not be ignored that 

means that male participants are more pro-sustainability than female participants in terms of 

unnecessary consumption as a dimensions of

previous studies, which are few in the literature and highlight men in terms of sustainability 

;  and Hong, 2010; 

 

According to research conducted in Türkiye, compare to males, females tend to consume 

A recent study of young consumers in Türkiye draws attention to gender differences in 

decision-

satisfaction factors were added to decision-making style factors for women, while time 

saving, store loyalty, low price see

appearance of the store and effective presentations greatly affect the decision-making process 

of femal

are more materialistic than male consumers and that females' influence from the store 

environment and attractive retail store environment leads to impulsive buying behavior 
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According to studies conducted in Türkiye, females do more unplanned shopping than males 

claimed that the level of involvement of females in fashion clothing products is higher than 

 Females may also show a higher compulsive buying 

stated that females have a higher compulsive purchasing tendency than males in fashion, 

  

 

are more sensitive to di

more than mal

Türkiye support that females may exhibit needless purchasing behavior at a higher level than 

 ürkiye 

 

 

In this study, females were found to be more engaged in reuse, which supports the previous 

research conducted in Türkiye 

confirmed the previous research claiming that females tend to reuse products at a higher rate 

have positive attitudes towards reusable packaging compared to males and that they can reuse 

the packaging of products for other purpos

examining the sustainable behaviors of Turkish females, argue that the economic cost is very 

important in their purcha  
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In this context, females are able to reduce economic costs and save money by reusing 

The aforementioned study was 

behavior in females may have been encouraged, as previous research has suggested that the 

pandemic has promoted sustainability in females (

2021  

 

A study of young consumers in Türkiye claims that scarcity messages are more likely to affect 

females than m

Turkish women are interested in storing, reusing, borrowing, preparing and sharing new or

 They can reuse reusable packaging 

close friends, relatives and siblings, and to rent clothes for some special events (graduation, 

 In a study conducted in Türkiye, the most important motivation for women to 

Turkish females may show an interest in preparing dowry and items belonging to their 

 It is also common among Turkish females to be 
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There are some similarities and differences between males and females in terms of sustainable 

From a behavioral point of view, there are still significant differences in 

sustainable consumption between young males and females, A 

clear identification and understanding of the similarities and differences between gender 

groups can be achieved by examining sustainable consumption with a multi-dimensional 
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It is hoped that this thesis can provide important insights for sustainable marketing 

practitioners and global marketers in understanding the sustainable consumption behaviors of 

-specific differences in young 

consumers have been observed in the field of non-need consumption and reuse of sustainable 

practices related to non-

by demographics in emerging markets is more accessible and identifiable than other 

gender is recommended for successful marketing strategy for goods, services and ideas related 

to reuse and non- -specific targeting, differenation and positing  can also 

be useful in terms of Additionally, g

-specific marketing 

practices for young consumers to be successful in promoting reuse and reducing unnecessary 

consumption  

males and females are more likely to be are similar in terms of both sustainable consumption 

behavior and the sub-

than gender-specific marketing practices in these field, similar marketing offerings that will 

cover both genders are recommended for more efficient and effective marketing practic

 

Theoretically, it is hoped that this thesis will contribute to the existing literature by 

reaffirming the importance of gender-specific differences and highlighting some similarities 

hat the gender gap in 

findings indicated that the common findings in favor of females on sustainability and 

environment may change over time, and that male consumers also exhibit similar behavior 

revealed that some significant gender-specific behavioral differences still exist in sustainable 

confirmed the importance of a multi-dimensional 

approach in examining the behavioral dimension of sustainable consumption according to the 

It is suggested that studies focusing on gender comparisons in terms 
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, the young consumers 15, 16 and 17 years old were 

It is recommended that future studies should cover these age 

groups in order to achieve more holistic results in sustainable consumption related to young 

consumers

capabilities of fut

As the 

differences/similarities between gender groups can be influenced by socio-economic and 

cultural conditions, it is likely to be beneficial to test the hypotheses in young consumers from 

identity groups should be considered to gain deeper insights into gender issues in sustainable 

this thesis is a cross-

the socio-cultural perspective in gender literature, which claims that gender roles 

and behaviors will change over time and from culture to culture -

ongitudinal studies are recommended for future research to obtain 

comprehensive information on the variation of similarities and differences between gender 

groups over time and from culture to  
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