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Households’ overconsumption has been echoed as a major cause of increased en-
vironmental problems around the globe, so much so that it contributes to 60% of 
greenhouse gas emissions and 50-80% of total land, material, and water use (Ivano-
va et al., 2016). Changing such behaviors might be possible by understanding the 
factors affecting the attitudes that lead to these behaviors (Ajzen, 1991, Homer & 
Kahle, 1988). Religiosity is recognized as a crucial factor that influences consumer 
attitudes and behaviors, especially in the setting of consumer ethics (Hunt & Vitell, 
2006; Arli & Tjiptono, 2021; Bhuian et al., 2018; Rice, 2006; Felix & Braunsberger, 
2016; Martin & Bateman, 2014; Schultz et al., 2000). Moreover, one must also 
consider the influence personal moral philosophies (i.e., idealism and relativism) 
have on the relationship between religiosity and environmental attitudes with res-
pect to noting consumers’ moral inclinations (Arli & Tjiptono, 2021, Chowdhur-
ry, 2018). Environmental attitudes are viewed as ethical judgments in the context 
of consumer ethics. This article investigates the mediating role of personal moral 
philosophies on the relationship between religiosity and environmental attitudes 
towards environment in accordance with the Hunt-Vitell (H-V) general theory of 
marketing ethics.
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Conceptual Framework and Hypothesis Development

Consumer Ethics

Muncy & Vitell (1992: 298) defined consumer ethics as “the moral principles and 
standards that guide the behavior of individuals or groups as they obtain, use and 
dispose of goods and services.” A large body of literature has investigated the relati-
onships consumer ethics has in different cultures with several social factors such as 
religiosity and values as well as with certain individual factors such as personal mo-
ral philosophies, Machiavellism, and demographic features (Swaidan et al., 2003; 
Erffmeyer et al., 1999; Lu & Lu, 2009; Vitell & Paolillo, 2003) and cross-cultural 
aspects (Arli & Pekerti, 2016; al-Khatib et al., 2012; Belk et al., 2005; Rawwas et 
al., 2005; Ford et al., 2005; Rawwas et al., 1995). Most of these studies adopted 
the perspective of Vitell and Muncy (1992, 2005), the developers of the Consu-
mer Ethics Scale (CES). CES contains seven dimensions of ethically questionable 
practices. However, we have adopted the H-V model as the theoretical basis of this 
study, as we feel environmental attitudes must be studied in the context of ethical 
decision-making (Culiberg & Bajde, 2013).

Personal Moral Philosophies

In the H-V model of ethical decision making, teleology and deontology are two 
major philosophies on what affects ethical judgments (Hunt & Vitell, 1986; Arnold 
et al., 2016). Teleology evaluates actions according to consequences, while deonto-
logy inquires into the ethicality of action with regard to principles (Shaw & Barry, 
2016). Forsyth (1980) proposed a similar approach that has been widely accepted, 
which suggests the idealism-relativism taxonomy to explain the interpersonal dif-
ferences in ethical judgments. Idealism is a personal moral philosophy that uses 
universal moral principles to decide what is right, while relativism assesses what is 
right based on the situation (Steenhaut & Kenhove, 2006; Dubinsky et al., 2005). 
Forsyth (1992) associated idealism with deontological philosophies and relativism 
with teleological philosophies.

Religiosity and Personal Moral Philosophies

Much evidence exists in the consumer ethics literature that relates religiosity with 
personal moral philosophies. One study showed intrinsic religiosity to be positively 
associated with idealism and negatively associated with relativism (Arli & Tjiptono, 
2021). Chowdhury (2018) and Özbek et al. (2013) reached similar results. Another 
study (Arli & Pekerti, 2016) found religious consumers to be more inclined toward 
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idealism than relativism. One study supporting this finding indicated idealism to 
be positively related to conservatism, which has also been associated with religious 
values (Steenhaut & Kenhove, 2006). Cornwell et al.’s (2005) study involving va-
rious religions detected religion to have some effects on personal moral philosop-
hies. As such, we have formulated the following hypotheses:

H1: A positive relationship exists between consumers’ religiosity and idealism.

H2: A negative relationship exists between consumers’ religiosity and relativism.

Environmental Attitudes

Behaviors that support environmental quality may stem from any of the following 
three value orientations: Social-altruistic, biospheric, or egoistic values (Stern et 
al., 1993). Based on this proposition, Thompson and Barton (1994) suggested two 
basic motives to be present that underlie environmental attitudes, these being 
ecocentrism, which means valuing nature for its own sake, and anthropocentrism, 
which means valuing nature because of its benefits for humans. If one’s environ-
mental attitudes are not strong, a third motive emerges: environmental apathy 
(Soyez, 2012; Thompson & Barton, 1994). Ecocentric and anthropocentric attitu-
des both refer to pro-environmental attitudes, albeit while representing different 
motives (Casey & Scott, 2006).

Fewer studies are found emphasizing the role of culture and ethics on pro-en-
vironmental consumption (Halder et al., 2020, p. 7). However, sufficient empirical 
evidence exists associating ethics with environmental attitudes. Agag & Çölmekçi-
oğlu (2020) detected idealism and relativism to have significant moderating effects 
on the relationship between attitudes toward visiting green hotels and intention 
to visit and on the relationship between subjective norms and intention to visit. 
Another study (Zaikauskaite et al., 2020) found idealism to positively influence 
pro-environmental attitudes but not relativism. Halder et al. (2020) also found 
idealism and relativism to both be positively related to green consumption values, 
with idealism having a stronger effect. Moreover, idealism was found to have a 
positive direct relationship with recycling and positive indirect relationship with 
environmental awareness, with relativism having a negative effect (Arli & Leo, 
2017). Zou & Chan (2019) also indicated idealism to positively and relativism to 
negatively influence ethical judgments about the environment. Thus, we consider 
idealism and relativism to influence environmental attitudes as ethical judgments. 
Accordingly, we have developed the following additional hypotheses: 
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H3: A positive relationship exists between idealism and pro-environmental 
attitudes.

H4: A negative relationship exists between relativism and pro-environmental 
attitudes.

H5: A positive relationship exists between relativism and environmental 
apathy.

H6: A negative relationship exists between idealism and environmental apathy.

Religiosity and Environmental Attitudes

Several consumer studies have assessed the relationship between religiosity and 
the environment in terms of various religions (Bhuian et al., 2018; Hwang, 2017; 
Felix & Braunsberger, 2016; Liobikiene et al., 2016; Martin & Bateman, 2014; Rice, 
2006; Casey & Scott, 2006; Schultz, 2000), and these studies provide contradicting 
evidence. White (1967) once blamed Western Christianity because of its anthropo-
centric nature for being the cause of the ecological crisis that appeared in the West. 
Schultz (2000) tested this proposition in different Western countries and confir-
med Christian religiosity to be mainly anthropocentric. Casey & Scott (2006) also 
reached similar findings. Accordingly, while Catholic Christians show more anth-
ropocentric attitudes, they perform less pro-environmental behaviors. However, 
some studies contradicted these findings (Felix & Braunsberger, 2016; Liobikiene 
et al., 2016).

Conversely, Islamic religiosity has been instead associated with ecocentric at-
titudes, as individuals are seen to be responsible for preserving all other creations 
(Rice, 2006). Bhuian et al. (2018) indicated religiosity to be a significant modera-
ting variable in increasing pro-environmental consumer behaviors (PECBs). Rice 
(2006) also confirmed Islamic religiosity to mostly influence PECBs. Furthermore, 
we believe the distinction between ecocentrism and anthropocentrism in Türkiye 
is not as severe as in Western cultures due to Rice’s (2006) proposition. Therefore, 
we state these two types of attitudes to exist under one dimension: pro-environ-
mental attitudes. Accordingly, we have developed the following hypotheses:

H7: A positive relationship exists between consumers’ religiosity and pro-en-
vironmental attitudes.

H8: A negative relationship exists between consumers’ religiosity and environ-
mental apathy.
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The H-V model theorizes personal moral philosophies to mediate the relations-
hip between religiosity and ethical judgments. Chowdhury (2018) found idealism 
to mediate the relationship between religiosity and pro-social consumer behaviors. 
Arli & Tjiptono (2021) additionally showed idealism to mediate the relationship 
between intrinsic religiosity and ethically questionable consumer behaviors. As a 
result, we have hypothesized the following relationships:

H9: Idealism mediates the relationship between consumers’ religiosity and 
pro-environmental attitudes.

H10: Relativism mediates the relationship between consumers’ religiosity and 
pro-environmental attitudes.

H11: Idealism mediates the relationship between consumers’ religiosity and 
environmental apathy.

H12: Relativism mediates the relationship between consumers’ religiosity and 
environmental apathy.

Method

Research Sample and Measures

The population of this study involves all consumers of different demographics li-
ving in Türkiye who use the Internet, due to the data being collected online. The 
sample consists of 541 consumers across Türkiye over the age of 18.

Personal moral philosophies were measured using the Consumer Ethics Scale 
(CES) developed by Forsyth (1980). We utilized Ozbek’s (2012) study to adapt the 
CES into Turkish and rewrote some items using the retranslation method. Ok’s 
(2011) Religious Attitudes Scale was utilized to measure religiosity, and the Envi-
ronmental Attitudes Scale was adapted from Soyez (2012).

Findings

To test the hypotheses, we constructed a structural equation model (SEM). The path 
analyses indicated a positive relationship to exist between religiosity and idealism 
(β = 0.423, p < 0.001), which supports H1. However, a positive but weak relations-
hip was found between religiosity and relativism (β = 0.129, p < 0.01). Thus, H2 is 
not supported. Moreover, idealism positively affects pro-environmental attitudes 
(β = 0.754, p < 0.001) and negatively affects environmental apathy (β = -0.292, p < 
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0.01). These findings support H3 and H6. The relationship between relativism and 
pro-environmental attitudes was not significant (β = 0.037, p > 0.05), and thus H4 
is not supported. However, a positive relationship between relativism and environ-
mental apathy was confirmed (β = 0.408, p < 0.001), and this finding supports H5. 
H7 ( β = 0,057, p>0,05) and H8 ( β = 0,212, p>0,05) were not also supported.

Regarding the mediating effects, H1 and H3 being supported confirms that 
idealism has a positive full mediating effect between religiosity and pro-environ-
mental attitudes, thus supporting H9. However, due to H2 and H4 not being sup-
ported, the mediating effect of relativism was not confirmed, and thus H10 is not 
supported. H1, H5, and H6 being supported indicates idealism to have a negative 
partial mediating effect and relativism to have a positive partial mediating effect 
between religiosity and environmental apathy. These findings also support H11 
and H12.

Conclusions and Discussion

The findings support the H-V model in the context of consumer ethics, as the fin-
dings demonstrate religiosity to affect environmental attitudes not directly but 
indirectly through personal moral philosophies. These results comply with those 
from Arli & Tjiptono (2021) and Chowdhury (2018). This means consumers’ reli-
gious attitudes are not directly related to their environmental attitudes. However, 
we did confirm religiosity to be somewhat related to environmental attitudes with 
regard to personal moral philosophies (i.e., idealism and relativism).

One remarkable finding is that consumers with strong religious attitudes are 
mostly ethically idealistic, but sometimes they are also relativistic. Özbek & Özer 
(2012) also failed to confirm the expected negative relationship between religio-
sity and relativism. In most non-Western countries, idealism is considered to be 
the moral inclination, because the individuals in these countries have been raised 
with certain rules and standards such as respect for titles, prudence, and ultimate 
respect for seniority (Rawwas, 2001, as cited in Arli & Pekerti, 2016). Rawwas et 
al. (2005) revealed Turkish consumers to be more idealistic than Americans, but 
no significant difference to be present between them with regard to relativism. 
Yurtsever (1998) also found Turkish consumers to be more idealistic than relati-
vistic. Meanwhile, this paper has concluded idealistic consumers to have stronger 
pro-environmental attitudes and relativistic consumers to have more apathetical 
environmental attitudes. Thus, religious consumers adopt an idealistic morality as 
opposed to a relativistic one in their pro-environmental attitudes. Arli & Pekerti 
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(2016) have found idealism to be negatively related and relativism to be positively 
related to questionable consumer behaviors for religious consumers, while idea-
lism and relativism are not significantly related to these behaviors for non-religi-
ous consumers.

A few studies researching the relationship between Islamic religiosity and en-
vironmental attitudes have associated Islamic religiosity with stronger pro-envi-
ronmental attitudes (Rice, 2006; Bhuian et al., 2018). However, we found no direct 
relationship between religiosity and pro-environmental attitudes. We also found 
a negative direct relationship between religiosity and environmental apathy. This 
study’s contribution has been to confirm that attempts at explaining the relati-
onships between religiosity and environmental attitudes while disregarding the 
moral aspect of the issue are likely to generate misleading results. As Arli & Pe-
kerti (2016) stated, religion may not be enough to overcome unethical consumer 
practices. Thus, governmental and religious institutions must educate consumers 
morally about pro-environmental consumption by targeting relativistic consumers 
in particular. Debates must also occur on how to make people more idealistic in 
religious societies in terms of a sustainable environment.

Kaynakça | References
Agag, G., & Colmekcioglu, N. (2020). Understanding guests’ behavior to visit green 

hotels: The role of ethical ideology and religiosity. International Journal of Hospitality 
Management, 91, 102679. DOI: 10.1016/j.ijhm.2020.102660 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 
Decision Processes, 50(2), 179-211.

Akyıldız, M., & Marangoz, M. (2007). Pazarlama etiğine gösterilen tepkiler ve tüketici ahlak an-
layışıyla ilişkisi. Hacettepe Üniversitesi İktisadi ve İdari Bilimler Fakültesi Dergisi, 25(2), 81-101.

Al‐Khatib, J. A., Vitell, S. J., & Rawwas, M. Y. (1997). Consumer ethics: A cross‐cultural 
investigation. European Journal of Marketing, 31(11/12), 750-767.

Arli, D., & Leo, C. (2017). Why do good people do bad things? The effect of ethical ide-
ology, guilt proneness, and self-control on consumer ethics. Asia Pacific Journal of 
Marketing and Logistics, 29(5), 1055-1078

Arli, D., & Pekerti, A. (2016). Who is more ethical? Cross‐cultural comparison of con-
sumer ethics between religious and non‐religious consumers. Journal of Consumer 
Behaviour, 16(1), 82-98.



Mücahid Yıldırım, Şuayıp Özdemir
The Effect of Consumers’ Religiosity on Environmental Attitudes: The Mediating Role of Personal Moral Philosophies

33

Arli, D., & Tjiptono, F. (2021). The effect of consumers’ religiosity on consumer ethics: 
The mediating role of ethical ideology. Asia Pacific Journal of Marketing and Logistics, 
34(1), 91-109. DOI: 10.1108/APJML-08-2020-0590

Arnold, D., Beauchamp, T. L., & Bowie, N. E. (2014). Ethical theory and business (Ninth 
edition, Pearson new international edition). Pearson.

Ashraf, M. A., Joarder, M. H. R., & Ratan, S. R. A. (2019). Consumers’ anti-consump-
tion behavior toward organic food purchase: An analysis using SEM. British Food 
Journal, 121(1), 104-122.

Ayten, A. (2010). ‘Sahip olma’mı ‘emanet görme’mi?-Çevre bilinci ve dindarlık ilişkisi 
üzerine bir araştırma. Dinbilimleri Akademik Araştırma Dergisi, 10(2), 203-233.

Bagozzi, R., & Zaltman, G. (1975). A structural analysis of the sociology of consump-
tion. Paper presented at the 70th American Sociological Association Meeting, San 
Fran-cisco, CA.

Belk, R., Devinney, T., & Eckhardt, G. (2005). Consumer ethics across cultures. Con-
sumption Markets & Culture, 8(3), 275-289.

Bhuian, S. N., Sharma, S. K., Butt, I., & Ahmed, Z. U. (2018). Antecedents and pro-en-
vironmental consumer behavior (PECB): The moderating role of religiosity. Journal 
of Consumer Marketing, 35(3), 287-289.

Can, P., & Özdemir, Ö. (2019). Duygusal zekânın tüketici etik davranışları üzerindeki 
rolüne ilişkin bir araştırma. R&S-Research Studies Anatolia Journal, 2(6), 286-302.

Casey, P. J., & Scott, K. (2006). Environmental concern and behaviour in an Australian 
sample within an ecocentric–anthropocentric framework. Australian Journal of Psy-
chology, 58(2), 57-67.

Chowdhury, R. M. (2018). Religious orientations and consumer ethics: The mediating 
role of personal moral philosophies. Journal of Macromarketing, 38(3), 315-330.

Cornwell, B., Cui, C. C., Mitchell, V., Schlegelmilch, B., Dzulkiflee, A., & Chan, J. (2005). 
A cross‐cultural study of the role of religion in consumers’ ethical positions. Inter-
national Marketing Review, 22(5), 531-546.

Craft, J. L. (2013). A review of the empirical ethical decision-making literature: 2004–
2011. Journal of business ethics, 117(2), 221-259.

Culiberg, B., & Bajde, D. (2013). Consumer recycling: An ethical decision‐making pro-
cess. Journal of Consumer Behaviour, 12(6), 449-459.

Dubinsky, A. J., Nataraajan, R., & Huang, W. Y. (2005). Consumers’ moral philosop-
hies: Identifying the idealist and the relativist. Journal of Business Research, 58(12), 
1690-1701.



Turkish Journal of Business Ethics (TJBE) 
İş Ahlakı Dergisi

34

Erciş, A., Altay, Ş., & Türk, B. (2017). Tüketici etiğinin yeniden satın alma davranışı 
üzerindeki etkisinin suçluluk duygusu bağlamında incelenmesi. Ataturk University 
Journal of Economics & Administrative Sciences, 31(2), 229-242. 

Erffmeyer, R. C., Keillor, B. D., & LeClair, D. T. (1999). An empirical investigation of 
Japanese consumer ethics. Journal of Business Ethics, 18(1), 35-50.

Erten, S. (2007). The adaptation study of the ecocentric, anthropocentric and antipat-
hhetic attitudes toward environment. Eurasian Journal of Educational Research, 28, 
67-74

Felix, R., & Braunsberger, K. (2016). I believe therefore I care: The relationship between 
religiosity, environmental attitudes, and green product purchase in Mexico. Inter-
national Marketing Review, 33(1), 137-155.

Ferrell, O. C., Fraedrich, J., & Ferrell, L. (2017). Business ethics: Ethical decision making 
and cases. Eleventh edition. Boston, MA: Cengage Learning.

Ford, C. W., Nonis, S. A., & Hudson, G. I. (2005). A Cross‐cultural comparison of value 
systems and consumer ethics. Cross Cultural Management: An International Journal, 
12(4), 36-50.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unob-
servable variables and measurement error.  Journal of marketing research,  18(1), 
39-50.

Forsyth, D. R. (1980). A taxonomy of ethical ideologies. Journal of Personality and Social 
psychology, 39(1), 175.

Forsyth, D. R. (1992). Judging the morality of business practices: The influence of per-
sonal moral philosophies. Journal of Business Ethics, 11(5), 461-470.

Forsyth, D. R., O’boyle, E. H., & McDaniel, M. A. (2008). East meets west: A meta-anal-
ytic investigation of cultural variations in idealism and relativism. Journal of Busi-
ness Ethics, 83(4), 813-833.

Gaskin, J., & James, M. (2019). HTMT Plugin for AMOS. Retrieved from http://statwiki.
gaskination.com/index.php?title=Plugins#Plugins. Accessed 20 September 2021.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate data analysis: 
Pearson new international edition, Harlow, Essex: Pearson.

Halder, P., Hansen, E. N., Kangas, J., & Laukkanen, T. (2020). How national culture and 
ethics matter in consumers’ green consumption values. Journal of Cleaner Producti-
on, 265, 121754. DOI: 10.1016/j.jclepro.2020.121754

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discri-
minant validity in variance-based structural equation modeling. Journal of the Aca-
demy of Marketing Science, 43(1), 115-135.



Mücahid Yıldırım, Şuayıp Özdemir
The Effect of Consumers’ Religiosity on Environmental Attitudes: The Mediating Role of Personal Moral Philosophies

35

Homer, P. M., & Kahle, L. R. (1988). A structural equation test of the value-attitude-behavior 
hierarchy. Journal of Personality and Social Psychology, 54(4), 638–646. 
DOI:10.1037/0022-3514.54.4.638.

Hooper, D., Coughlan, J. and Mullen, M. R.  (2008). Structural equation modelling: Gu-
idelines for determining model fit. The Electronic Journal of Business Research Met-
hods 6(1), 53- 60

Hunt, S. D., & Vitell, S. (1986). A general theory of marketing ethics. Journal of Macro-
marketing, 6(1), 5-16.

Hwang, H. (2018). Do religion and religiosity affect consumers’ intentions to adopt pro‐
environmental behaviours?. International Journal of Consumer Studies, 42(6), 664-674.

Ivanova, D., Stadler, K., Steen‐Olsen, K., Wood, R., Vita, G., Tukker, A., & Hertwich, E. 
G. (2016). Environmental impact assessment of household consumption. Journal of 
Industrial Ecology, 20(3), 526-536.

Johnson, B. R., Jang, S. J., Larson, D. B., & De Li, S. (2001). Does adolescent religious 
commitment matter? A reexamination of the effects of religiosity on delinquen-
cy. Journal of Research in Crime and Delinquency, 38(1), 22-44.

Kavak, B. (2001). Rol farklılaşmasının ahlaki yargılar üzerindeki etkisi: Tüketici ahlakı 
ve iş ahlakı çerçevesinde karşılaştırmalı bir araştırma. Hacettepe Üniversitesi İktisadi 
ve İdari Bilimler Fakültesi Dergisi, 19(2), 79-96.

Lam, L. W. (2012). Impact of competitiveness on salespeople’s commitment and per-
formance. Journal of Business Research, 65(9), 1328-1334.

Liobikiene, G., Niaura, A., Mandravickaite, J., & Vabuolas, Ž. (2016). Does religiosity 
influence environmental attitude and behaviour? The case of young Lithuani-
ans. Eur. J. Sci. Theol, 12(1), 81-96.

Lu, L. C., & Lu, C. J. (2010). Moral philosophy, materialism, and consumer ethics: An 
exploratory study in Indonesia. Journal of Business Ethics, 94(2), 193-210.

Martin, W. C., & Bateman, C. R. (2014). Consumer religious commitment’s influence on 
ecocentric attitudes and behavior. Journal of Business Research, 67(2), 5-11.

Muncy, J. A., & Vitell, S. J. (1992). Consumer ethics: An investigation of the ethical 
beliefs of the final consumer. Journal of business Research, 24, 297-311.

Nuray, A., Manap, G. R., Sarıoğlu, K., Sanalan, A. T., Aydın, S. (2020). Türkiye çevre so-
runları ve öncelikleri değerlendirme raporu (2019 Yılı Verileriyle). T. C. Çevre ve Şehir-
cilik Bakanlığı. https://webdosya.csb.gov.tr/db/ced/icerikler/tu-rk-yecevresorunla-
riveoncel-kler-_2020-20210401124420.pdf

Ok, Ü. (2011). Dini tutum ölçeği: Ölçek geliştirme ve geçerlik çalışması.  Uluslararası 
İnsan Bilimleri Dergisi, 8(2), 528-549.



Turkish Journal of Business Ethics (TJBE) 
İş Ahlakı Dergisi

36

Özbek, V. (2012). Bireysel belirleyicilerin algılanan etik problem ve etik niyetler üzerindeki 
etkisi: Küçük işletmelerde bir uygulama. (Yayınlanmamış doktora tezi). Gebze Yüksek 
Teknoloji Enstitüsü, Kocaeli.

Özbek, V., & Özer, G. (2012). Küçük işletme sahiplerinin dindarlık düzeyleri, etik ide-
olojileri ve algıları arasındaki ilişkiler. Balıkesir Üniversitesi Sosyal Bilimler Enstitüsü 
Dergisi, 15(27), 169-188.

Özbek, V., Özer, G., & Aydın, K. (2013). İşletme öğrencilerinin dindarlık düzeyleri ve 
etik niyetlerinin pazarlama etiği bağlamında değerlendirilmesi. 4(3), 111-129.

Özdemir, Ş., Karaca, Y. (2012). Giysi seçiminde sosyal etki unsurlarının ve dini tutum-
ların (dindarlık düzeyinin) etkisi üzerine bir araştırma. Bostancı ve Ünver (Ed.), II. 
Uluslararası Helal Ürün Ekonomisi Sempozyumu (Giyim – Kuşam) bildiriler kitabı içinde 
(ss.546-572). Sakarya.

Özyer, K., & Azizoğlu, Ö. (2010). Demografik değişkenlerin kişilerin etik tutumları üze-
rindeki etkileri. Ekonomik ve Sosyal Araştırmalar Dergisi, 6(2), 59-84.

Podsakoff, N. P. (2003). Common method biases in behavioral research: A critical 
review of the literature and recommended remedies.  Journal of Applied Psycho-
logy, 885(879), 10-1037.

Rahman, I., & Reynolds, D. (2019). The influence of values and attitudes on green con-
sumer behavior: A conceptual model of green hotel patronage. International Journal 
of Hospitality & Tourism Administration, 20(1), 47-74.

Rawwas M. Y. (2001). Culture, personality and morality: A typology 
of international consumers’ ethical beliefs. International Marketing Review, 18(2), 
188–211.

Rawwas, M. Y. (1996). Consumer ethics: An empirical investigation of the ethical be-
liefs of Austrian consumers. Journal of Business Ethics, 15(9), 1009-1019.

Rawwas, M. Y., Patzer, G. L., & Klassen, M. L. (1995). Consumer ethics in 
cross‐cultural settings.  European Journal of Marketing, 29(7), 62-78.  DOI: 
10.1108/03090569510095017

Rawwas, M. Y., Swaidan, Z., & Oyman, M. (2005). Consumer ethics: A cross-cultural 
study of the ethical beliefs of Turkish and American consumers. Journal of Business 
Ethics, 57(2), 183-195.

Rest, J. R. (1986). Moral development: Advances in research and theory. New York, NY: 
Praeger.

Rice, G. (2006). Pro-environmental behavior in Egypt: Is there a role for Islamic envi-
ronmental ethics?. Journal of business ethics, 65(4), 373-390.



Mücahid Yıldırım, Şuayıp Özdemir
The Effect of Consumers’ Religiosity on Environmental Attitudes: The Mediating Role of Personal Moral Philosophies

37

Schultz, P. W., Zelezny, L., & Dalrymple, N. J. (2000). A multinational perspective on 
the relation between Judeo-Christian religious beliefs and attitudes of environ-
mental concern. Environment and Behavior, 32(4), 576-591.

Shaw, W. H., & Barry, V. (2016). Moral issues in business 13th Edition. Boston: Cengage 
Learning.

Soyez, K. (2012). How national cultural values affect pro‐environmental consumer be-
havior. International Marketing Review, 29(6), 623-646.

Steenhaut, S., & Van Kenhove, P. (2006). An empirical investigation of the relations-
hips among a consumer’s personal values, ethical ideology and ethical beliefs. Jour-
nal of Business Ethics, 64(2), 137-155.

Stern, P. C., Dietz, T., & Kalof, L. (1993). Value orientations, gender, and environmental 
concern. Environment and Behavior, 25(5), 322-348.

Swaidan, Z., Vitell, S. J., & Rawwas, M. Y. (2003). Consumer ethics: Determinants of 
ethical beliefs of African Americans. Journal of Business Ethics, 46(2), 175-186.

Thompson, S. C. G., & Barton, M. A. (1994). Ecocentric and anthropocentric attitudes 
toward the environment. Journal of Environmental Psychology, 14(2), 149-157.

Tiltay, M. A., & Torlak, Ö. (2011). Materyalist eğilim, dini değerler, marka bağlılığı ve 
tüketici ahlakı arasındaki ilişkiler. İş Ahlakı Dergisi, 4(7), 93-130.

Türkiye İstatistik Kurumu (Şubat, 2022). Adrese Dayalı Nüfus Kayıt Sistemi Sonuçları, 
2021. https://data.tuik.gov.tr/Bulten/Index?p=Adrese-Dayali-Nufus-Kayit-Siste-
mi-Sonuclari-2021-45500#:~:text=T%C3%9C%C4%B0K%20Kurumsal&text=T%-
C3%BCrkiye’de%20ikamet%20eden%20n%C3%BCfus,680%20bin%20273%20
ki%C5%9Fiye%20ula%C5%9Ft%C4%B1.

Ülker, Y. (2020). Markaların helal etiketi kullanımının satın alma davranışına yansıma-
sı. Afyon Kocatepe Üniversitesi Sosyal Bilimler Dergisi, 22(3), 802-814.

Varinli, İ. (2000). Tüketici etiği ve üniversite öğrencilerine yönelik bir araştırma. Ata-
türk Üniversitesi İktisadi ve İdari Bilimler Dergisi, 14(1), 297-309.

Vitell, S. J., & Muncy, J. (2005). The Muncy–Vitell consumer ethics scale: A modificati-
on and application. Journal of Business Ethics, 62(3), 267-275.

Vitell, S. J., & Paolillo, J. G. (2003). Consumer ethics: The role of religiosity. Journal of 
Business Ethics, 46(2), 151-162.

Voorhees, C. M., Brady, M. K., Calantone, R., & Ramirez, E. (2016). Discriminant va-
lidity testing in marketing: an analysis, causes for concern, and proposed reme-
dies. Journal of the academy of marketing science, 44(1), 119-134.



Turkish Journal of Business Ethics (TJBE) 
İş Ahlakı Dergisi

38

White, L. (1967). The historical roots of our ecologic crisis.  Science,  155(3767), 
1203-1207.

Yurtsever, G. (1998). The ethical beliefs of Turkish consumers. Dokuz Eylül Üniversitesi 
İktisadi İdari Bilimler Fakültesi Dergisi, 13(2), 135-146.

Zaikauskaite, L., Chen, X., & Tsivrikos, D. (2020). The effects of idealism and relativism 
on the moral judgement of social vs. environmental issues, and their relation to 
self-reported pro-environmental behaviours. Plos one, 15(10), e0239707.

Zou, L. W., & Chan, R. Y. (2019). Why and when do consumers perform green behavi-
ors? An examination of regulatory focus and ethical ideology. Journal of Business 
Research, 94, 113-127.

Ek- Analizden Çıkarılan Maddeler

Bir eylemi yapıp yapmamaya, o eylemin olumlu sonuçları ile olumsuz sonuçlarını 
karşılaştırarak karar vermek ahlaki değildir. (İdealizm)

“İdeal” davranışlar bellidir ve bununla örtüşen eylemler ahlaki eylemlerdir. 
(İdealizm)

Yalan söylemekle ilgili hiçbir kural konulamaz; yalanın caiz olup olmadığı tamamen 
duruma bağlıdır. (Görecelilik)

Dini inancın gerekli olmadığını düşünüyorum. (Dindarlık)

Doğayı korumak, insanların zevkine ve refahına katkı sağladığı için önemlidir. 
(Antroposentrizm)

Doğayı korumanın en önemli sebeplerinden biri insan için bir sürekli yüksek hayat 
standardı sağlamaktır. (Antroposentrizm)




