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Abstract 

Sustainability, which has gained importance in modern businesses, is 

crucial for enhancing employees’ environmental awareness and creativity. 

The banking sector, a branch of the finance sector, also pays attention to 

raising its personnel’s ecological awareness and innovative skills to 

promote the sector’s sustainability. This study examines the mediating 

roles of empowering leadership, green passion and customer pressure in 

influencing the green creative behavior of bank personnel. Within the 

scope of the study, an online survey was administered to 403 bank 

personnel working in Balıkesir Province and Bandırma District, using the 

convenience sampling method. Partial Least Squares (PLS) based 

Structural Equation Modeling was used to analyze the study’s data. In the 

study, it was found that empowering leadership has a significant impact 

on the green creative behavior of bank personnel and this effect is partially 

mediated by green passion and customer pressure. This situation reveals 

that environmental creativity is a phenomenon that is sensitive to both 

leadership approaches and individual motivation elements, as well as 

external environmental dynamics, in the organizational context.  
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1. INTRODUCTION 

Today, global environmental challenges are escalating. Businesses are compelled to integrate 

sustainability into their operations. The banking sector also strives to minimize consumer ecological 

footprints and provide sustainable financial products. Consequently, financial institutions need to 

enhance their workforce’s environmental awareness and implement innovative ecological practices. The 

empowering leadership model articulated by Zhang and Bartol (2010) emphasizes a leadership approach 

that nurtures creativity by granting autonomy to employees. Amundsen and Martinsen (2014) contend 

that this leadership style enhances job performance by boosting employee self-confidence. 

Conversely, Delmas and Montiel (2007) assert that consumer pressures enhance corporate 

environmental performance. Conversely, Yen and Yen (2012) contend that consumer expectations may 

impede innovative and sustainable practices. Research, including Chavez et al. (2016) and Shafiq et al. 

(2020), examines the intricate impact of consumer pressures on green creativity. Robertson and Barling 

(2013) define employees’ environmental awareness as green passion. Jiang et al. (2019) posit that 

passion is vital for green creativity and enhances intrinsic motivation for sustainable product 

development. This study examines the relationships between empowering leadership, customer 

pressures and green passion for green creativity. This research is novel in that it concurrently assesses 

the mediating roles of empowering leadership, green passion and customer pressures on bank 

employees’ green creativity. The study’s significance lies in providing insights that aid banking 

institutions in developing sustainability strategies and understanding employee contributions to green 

transformation. The findings meaningfully advance academic literature and the banking industry, 

fostering the creation of effective strategies for a sustainable future. 

2. CONCEPTUAL FRAMEWORK  

2.1. Customer Pressures 

Customer pressures are a primary element of external organizational stakeholders, defined as 

“the pressures organizations receive from customers during business transactions.” Customer pressures 

that drive organizations to adopt new technologies are also known as “customer demands,” “customer 

expectations,” and “customer purchasing behavior.” Delmas and Montiel (2007) argue that customer 

pressures can positively influence suppliers’ decisions to adopt eco-friendly standards, such as ISO 

14001, as these environmental demands increase suppliers’ dependency on these standards. However, 

firms in the manufacturing and service sectors face difficulties implementing ecological standards due 

to these customer pressures. Organizations may prefer to meet customer demands and expectations 

regardless of their environmental impact. Yen and Yen (2012) highlight the adverse effects of customer 

pressures, as they can pose significant barriers to the adoption of eco-friendly innovations and changes. 

Since 2015, empirical studies on customer pressures have received increasing attention (Chavez et al., 

2016; Shafiq et al., 2020). 
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Customer pressures are considered under the Stakeholder Value Theory, which, rooted in 

economics, asserts that profit is necessary to increase the economic value of corporate social 

responsibility from the customers’ perspective. This “shareholder value-oriented” approach is generally 

associated with Agency Theory (Ross, 1973), where owners are considered principals and managers are 

viewed as agents. Growing demands from various stakeholders have led organizations to adopt 

sustainable supply chain management. Stakeholder theorists, such as Clarkson (1995), distinguish 

between primary stakeholders (customers, suppliers and regulators), who are essential for organizational 

survival and secondary stakeholders (media and NGOs), who influence but are not essential for survival. 

In academic discourse, customer pressure refers to the expectations regarding an organization’s 

environmental performance. Ateş et al. (2012) view customers as critical organizational assets 

necessitating strategic management. In contemporary contexts, heightened environmental consciousness 

positions customers as influential stakeholders exerting impactful, non-regulatory pressure on ecological 

stewardship. Ilieska (2013) defines a customer as an entity that procures goods or services to satisfy its 

requirements. Nevertheless, the existing literature highlights that customers transcend traditional 

consumer roles, making significant contributions to organizational sustainability objectives. Zhu and 

Sarkis (2007) highlight customers as a driving force behind proactive environmental strategies and 

organizational investments. Ateş et al. (2012) describe four recent customer pressures related to 

environmental activities: 

• Pressure to meet customers’ environmental requirements, 

• Providing information on environmental performance, 

• Demands for organizations to achieve waste reduction goals, 

• Requirements for organizations to implement recycling, remanufacturing and reuse. 

Stakeholder theory suggests that various stakeholders have unique needs and expectations, 

leading organizations to establish distinct social contracts with each group. This theory, which also 

explains the relationship between stakeholder perceptions and organizational reporting strategies, posits 

that customer pressures influence an organization’s reporting approach. Fernandez-Feijoo et al. (2014) 

highlight customer pressure as a determinant of transparency levels and sustainability reporting. 

Freeman et al. (2010) underscore organizations’ multiple customer responsibilities, suggesting that 

customer pressures improve work standards and productivity, benefiting employees and customers. 

2.2. Green Creative Behaviors of Employees 

Green creative behaviors entail formulating innovative and beneficial concepts with eco-

friendly implications for business outputs. The cultivation of green creativity is contingent upon the 

synergy of an entity’s environmental strategies and aligned human resources practices. An organization 

must promote active employee engagement to realize efficient environmental governance and foster 
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green creativity (Boselie et al., 2005). The AMO framework (Ability-Motivation-Opportunity) asserts 

that capabilities, motivation and opportunities enhance organizational performance. This perspective 

highlights the interaction between employee traits and organizational context in shaping behavior and 

outcomes. Specifically, creativity, defined as the production of novel and valuable ideas, is affected by 

AMO elements. Colbert (2004) indicates that individual abilities, motivation and organizational 

opportunities jointly determine employees’ innovative potential. Integrating innovation and 

development makes green creativity an effective means of eliminating environmental and resource 

bottlenecks, thereby promoting sustainable development (Chen, 2008). Green creativity, which refers to 

innovative ideas and practices within production and service processes, emphasizes an organization’s 

environmentally friendly actions (Chen, Y. S. & Chang, K. C., 2013). Green performance management 

and reward systems are crucial for enhancing employees’ eco-creative outputs. Aligning performance 

assessments with strategic green goals helps promote environmentally responsible behavior. Green HR 

aims to reward employees’ green creativity behaviors and activities. Moreover, employees who receive 

clear information from green HR can better understand the strategic goals of the organization’s green 

initiatives, thereby clarifying their roles in the environmental management process (Bret Becton et al., 

2008). 

Green creativity entails the development of environmentally friendly products and services 

through innovative ideas. Creativity relates to the psychological behaviors of individuals, where an 

individual’s experience and knowledge serve as significant indicators of how managers can enhance 

employee creativity. If an organization possesses innovative ideas and employees committed to 

producing eco-friendly products/services, it can be considered dedicated to green creativity. This 

signifies that organizations can contribute to environmentally oriented activities end-to-end. Managers 

and employees committed to green creativity aim to improve economic and social performance while 

maintaining a long-term commitment to environmental preservation. High levels of green creativity 

significantly improve sustainable business performance and enhance organizational competitive 

advantage in the long term (Setyaningrum et al., 2023). Green creative behaviors refer to 

environmentally conscious actions exhibited by employees within organizations. Thus, employees 

should be allowed to embrace and implement eco-friendly policies actively. From product and process 

development activities, creating a shared consciousness is crucial to aligning organizational goals with 

environmental considerations. Environmentally aware management must lead by example, promoting 

actions that mitigate ecological impact while eliminating detrimental practices (Yüksel et al., 2022). 

2.3. Empowering Leadership 

Empowering leadership is a concept in which leaders share legitimate power with subordinates, 

granting them autonomy and responsibility to foster experiences of empowerment. This leadership 

concept includes enhancing psychological empowerment, increasing the meaningfulness of work, 

encouraging subordinates to express their opinions, facilitating participation in decision-making, sharing 
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information and easing knowledge management (Zhang & Bartol, 2010). Empowering leaders enhances 

psychological empowerment within the organization, enabling employees to make informed decisions 

in fulfilling their tasks. These leaders positively influence employees’ behaviors and attitudes by 

instilling a belief in their ability to carry out tasks and granting autonomy in decision-making within 

work processes (Amundsen & Martinsen, 2014). Empowering leadership involves sharing power 

through specific leader behaviors that aim to motivate. This style of leadership separates empowerment 

into two main approaches. The first, structural empowerment, focuses on leaders’ empowering 

behaviors, such as providing guidance, participative decision-making, coaching, information-sharing 

and attentiveness, as core dimensions of empowering leadership. Another approach, psychological 

empowerment, emphasizes the feelings of empowerment among employees.  

In this context, empowering leadership grants employees autonomy beyond bureaucratic 

restrictions encourages participation in decision-making processes, increases the meaningfulness of 

work and instills a sense of confidence in high performance (Conger & Kanungo, 1988). In 

organizations, delegation of authority should be considered not only to reduce the leader’s workload but 

also as a conscious strategy that supports the development and motivation of employees (Tian & Zhang, 

2020). The goal here is to instill trust, enhance organizational commitment, maintain the leader’s 

authority, grant autonomy to employees and improve perceived control and accountability for 

organizational sustainability. This way, employees will align their interests with the organization’s, 

gaining intrinsic motivation to expand market share. Such a leadership profile extends beyond ethical 

and responsible leadership, fostering a positive and future-oriented outlook within organizations 

(Redelinghuys et al., 2020). Leadership behavior plays a crucial role in effectively guiding employees’ 

eco-friendly behaviors. Numerous studies have shown that positive leadership styles have a favorable 

impact on employee behavior (Khatoon et al., 2022; Wang et al., 2022). Since the 21st century, as the 

external environment has grown increasingly dynamic and complex, organizations have focused on self-

management among employees to adapt. Thus, empowering leadership, which offers the advantage of 

developing employees’ self-leadership abilities, has garnered the attention of researchers (Bernoff & 

Schadler, 2010). Studies on empowering leadership suggest that this form fosters a sense of value and 

trust among employees, promoting positive and effective leadership that invigorates the organization. 

Empowering leadership, a significant and upbeat leadership style, has been proven to positively impact 

employee behaviors, such as organizational citizenship, environmental behavior and innovative 

behavior (Jiang et al., 2019). 

Empowering leadership provides more autonomy in organizational decision-making processes, 

removing barriers to employee performance and sharing power with personnel. This leadership style 

enables employees to understand the significance of their work better, highlighting the importance of 

their roles and behaviors in driving organizational development (Wen et al., 2023). It encourages 

employees to voice their ideas, grants them greater autonomy in decision-making and aids in developing 
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their competencies. According to social exchange theory, employees are more likely to reciprocate when 

they feel motivated and trusted by their leaders (Wang et al., 2023). Specifically, empowering leadership 

stimulates employees’ intrinsic motivation to contribute to the organization. Subsequently, employees 

will go beyond role boundaries, protecting the organization’s interests to uphold its vision. Thus, 

empowering leaders are perceived as individuals inclined to foster behaviors conducive to eco-friendly 

organizational development. Furthermore, empowering leaders mitigate employees’ work-related 

concerns, enabling them to engage in environmentally responsible behaviors (Yue et al., 2022). 

Empowering leadership encompasses a set of leadership behaviors that aim to share power and 

control, foster trust, set high expectations and encourage greater self-direction among employees 

(Sharma & Kirkman, 2015). Many scholars argue that empowering leadership consistently yields 

positive results. Using conservation of resources theory, Zheng et al. (2023) assert that empowering 

leadership enhances project performance by motivating employees’ creative self-efficacy. However, 

some researchers contest this view outside of project environments. Conger and Kanungo (1988) 

indicate that unregulated empowerment can lead to overconfidence among subordinates, potentially 

resulting in strategic errors over time. Zheng et al. (2023) suggest that empowered employees may resort 

to unethical behaviors due to increased responsibilities. Employees view empowerment positively as a 

situational factor and a unique incentive under empowering leadership. Also known as enabling 

leadership, employees hold a favorable perspective toward empowering leaders (Kehoe & Collins, 

2017). Also referred to as super-leadership, empowering leaders seek to cultivate their followers’ 

potential leadership capabilities, refraining from issuing direct orders. This style of leadership allows 

employees to manage and control their behaviors. Consequently, leaders should be empowered to assign 

responsibilities and remind employees of their control over their actions, emphasizing their roles as self-

leaders (Yun et al., 2006). Characteristics of an effective empowering leader include a focus on 

addressing employee concerns, maintaining and upholding respect within the organization, sincerity, a 

thorough understanding of employees for effective coaching, offering opportunities for experiential 

learning and being understanding of potential mistakes (Cevahir, 2004). Leader behavior and attitudes 

are critical in empowering employees within organizations. Among the opportunities that empowering 

leaders provides, including authority delegation, responsibility, information sharing, innovative 

performance and independent decision-making, the most crucial element that accelerates work processes 

is authority delegation. Through responsibility, leaders persuade employees to strive toward 

organizational goals (Bayrakdar, 2014). Leaders thus hold employees accountable for outcomes related 

to organizational activities. In independent decision-making, leaders demonstrate trust in employees’ 

decisions, while with information-sharing, they allow error tolerance, fostering development. Overall, 

empowerment entails both behavioral and cognitive aspects. Considering this perspective, encouraging 

behaviors that promote employees’ self-efficacy and free will can benefit organizational empowerment 

(Bolat et al., 2009). 



The Human Factor in Green Transformation: 

The Impact of Empowering Leadership, Green Passion and Customer Pressure 

565 

2.4. Employees’ Green Passion 

Green passion is a positive feeling that motivates employees to engage in environmentally 

friendly behaviors within organizations (Robertson & Barling, 2013). Passion plays a crucial role in 

employees’ dedication to diverse organizational activities. Employees often express passion by showing 

positive emotions, developing meaningful connections with various work tasks and feeling internally 

motivated to fulfill these tasks (Li et al., 2020). Employees’ green passion signifies their emotional 

engagement with organizational environmental practices, serving as a motivational driver for pro-

environmental actions (Vallerand, 2012). Individuals exhibiting high green passion engage in eco-

sensitive behaviors, demonstrate persistent commitment and self-identify as environmentally conscious. 

Here, the leader’s role involves reinforcing green passion among employees, which may, over time, 

encourage excessive eco-friendly behaviors (Afsar et al., 2016). 

The goal of green passion is to convert this positive feeling into environmentally conscious 

behaviors, as employees’ green passion influences their ecological conduct. Employees dedicated to the 

environment value recycling and identify themselves as environmental enthusiasts (Sembiring et al., 

2020). According to Turaga et al. (2010), green passion significantly, if not more strongly than intrinsic 

motivation, influences employees’ involvement in environmentally friendly behaviors. Passion 

represents a person’s strong inclination to devote time to an activity they love and consider important 

(Vallerand, 2012). Vallerand’s Dualistic Model of Passion, based on self-determination theory, 

distinguishes between obsessive and harmonious passion and links it to green passion. Obsessive 

passion arises from a controlled internalization process whereby individuals feel compelled to engage 

in an activity due to external factors, such as seeking social acceptance or self-esteem (Vallerand, 2012), 

often resulting in heightened psychological stress. In contrast, harmonious passion emerges due to an 

activity’s autonomous internalization within one’s identity, where individuals freely engage without 

feeling forced (Vallerand, 2012). Thus, a strong and harmonious environmental passion is related to 

positive affect, psychological well-being and job performance and can be applied to both work and non-

work domains (Hoe et al., 2018). Harmonious environmental passion is essential for predicting 

excessive eco-friendly behaviors as it triggers positive emotions that motivate employees toward 

environmentally conscious actions. Employees with a strong, harmonious green passion are energetic 

and determined to contribute to environmental improvement initiatives, freely dedicating time and effort 

to ecological activities without conflicts arising with other daily tasks (Afsar et al., 2016). In short, 

harmonious passion for the environment fosters motivation among employees to engage in 

environmentally friendly behaviors actively (Robertson & Barling, 2013). 

Eco-friendly behaviors aim to mitigate adverse environmental impacts. Therefore, green passion 

signifies an intrinsic desire or commitment toward eco-friendly practices, influencing tangible eco-

friendly behaviors (Robertson & Barling, 2013). Green passion is related to employees’ concern levels 

about the impact of environmental issues on their current and future well-being, with those more 



 

566 

environmentally aware inclined to practice eco-friendly behaviors (Gatersleben et al., 2002). Four key 

reasons suggest that green passion leads to eco-friendly employee behaviors (Afsar et al., 2016). The 

first is that green passion encompasses positive emotions and inspires an experience that promotes 

environmental protection. Second, green passion is viewed as a moral behavior, much like the influence 

of moral actions on eco-friendly behaviors. Third, positive emotions such as happiness and satisfaction 

influence employees’ eco-friendly behaviors, reinforcing green passion as a positive emotion. The 

fourth reason is that employees experiencing strong emotions, such as green passion, feel they make a 

difference, are motivated, gain energy and feel inspired (Sembiring et al., 2020). Based on these reasons, 

green passion can be said to trigger environmentally friendly activities, facilitating the motivation to 

make a difference. 

3. METHOD OF THE RESEARCH  

In the study, the mediating roles of customer pressure and green passion in the effect of 

empowering leadership on bank personnel’s green creative behavior were evaluated. While the study 

universe comprised 1,800 personnel working in Balıkesir province and its districts, the study sample 

consisted of 403 bank personnel working in Balıkesir province and Bandırma district. Considering the 

number of items (questions) used in the study, the sample size is more than 10 times the number of 

items. Studies in the literature have suggested that, especially for factor analysis and similar multivariate 

techniques, the sample size should be at least 5 to 10 times the number of variables or items (Hair, Black, 

et. al., 2019). Based on this, the current sample size is considered to be sufficient and statistically reliable 

for the analyses performed. In this study, an online survey was conducted and approval was received 

from the ethics committee of the relevant university. Partial Least Squares (PLS) based Structural 

Equation Modeling was used to analyze the research data. Partial Least Squares (PLS-Partial Least 

Squares) is robust to the complexity of scales and model. Thanks to this feature, PLS can work with 

small samples and complex models (Purwanto & Sudargini, 2021; Ringle et al., 2020). For this reason, 

the data obtained in the study were analyzed with Partial Least Squares (PLS) based Structural Equation 

Modeling. A four-item scale developed by Ahearne et al. (2005) was used to assess the empowering 

leadership used in the study, a six-item scale developed by Chen, Y. S. and Chang C. H. (2013) was 

used to determine green creative behavior, a four-item scale developed by Cho & Yoo (2021), Jia et al. 

(2018) for green passion and a three-item scale developed by Yen & Yen (2012) for customer pressure. 

3.1. Hypotheses of The Study 

Green creative behavior in organizations encompasses original, new and valuable ideas 

generated by individuals within the organizational context. It is recognized as the first critical stage of 

innovation, which fosters growth. Empowering leaders with high idealized influence and intellectual 

stimulation encourages people to creatively solve environmental problems. It directs employees to 

prioritize corporate social responsibility and ecological sustainability over their interests. Therefore, the 

aspects of ability, opportunity and motivation theory will affect the production of new and valuable 
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environmental ideas created through the interaction between individual and situational factors. This 

theory is used to identify the factors that contribute to high performance within an organization. An 

organization that considers the ability, motivation and possible opportunities an employee can capitalize 

on will reach its organizational goals more efficiently, as it will enhance its operations (Boselie et al., 

2005). Organizational leaders use this model (ability, opportunity and motivation theory) to influence 

the performance of employees. An organization that prioritizes all three elements can achieve more 

success than an organization that prioritizes only one or two elements. Organizations optimize 

employees’ abilities, motivations and potential opportunities to increase employee performance and 

achieve their goals. Therefore, this research uses the theory of ability, opportunity and motivation to 

analyze employees’ green creative behaviors within the organization (Colbert, 2004). Social exchange 

theory, linked to Albert Bandura, posits that individuals learn through observing and imitating the 

behaviors of others. Bandura states that knowledge and skills are acquired through direct experience and 

observing the actions and outcomes of others. According to social exchange theory, employees are more 

likely to provide positive feedback when their leaders motivate and trust them. According to social 

exchange theory, individuals who perceive that they will receive positive outcomes at the end of the 

interaction process tend to adopt a different approach to exchange than those who anticipate adverse 

outcomes (Doğan & Sökmen, 2021). The significance of role models, social dynamics and context in 

influencing sustainability behaviors and attitudes is highlighted. Researchers use this theory to analyze 

current dynamics and recommend encouraging sustainable practices in the sector. The core tenet of 

conservation theory, known as motivation theory, posits that individuals are driven to safeguard existing 

resources while also seeking new ones. Individuals become aware that they must allocate resources to 

maintain their current resources and acquire new ones. For this reason, they realize that their excess 

resources make them robust against stress (Hobfoll, 2001). The hypotheses and model of the research, 

prepared within the scope of ability, opportunity, motivation theory, social exchange theory and 

conservation theory of resources, are presented below. 

Figure 1. Research Model 
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The hypotheses of the research are stated below. 

H1: Empowering leadership among bank employees significantly influences green creative 

behavior. 

H2: Bank employees’ customer pressure partially mediates in the relationship between 

empowering leadership and green creative behavior. 

H3: Bank employees’ green passion partially mediates in the relationship between empowering 

leadership and green creative behavior. 

4. FINDINGS OF THE RESEARCH 

Within the scope of the research findings, the demographic information of the bank personnel, 

descriptive statistics of the scales and normality tests were included. Additionally, exploratory factor 

analysis was conducted. Then, Partial Least Squares (PLS) based Structural Equation Modeling was 

used to analyze the research data. 

Table 1. Demographic Information of Bank Personnel 

Fifty percent of the bank personnel participating in the research are female and 49.1% are male. 

30.0% of the participants are between the ages of 37-41. 68.7% of the bank’s personnel have a bachelor’s 

degree. 

Table 2. Descriptive Statistics of the Scale and Normality Test 

Table 2 shows EL: empowering leadership, GCB: green creative behavior, CP: customer 

pressure, GP: green passion. Some researchers assume that kurtosis and skewness values should be 

between -1.5 and +1.5 (Tabachnick et al., 2013). According to this assumption, it was determined that 

Variables Subgroups Frequency Percentage (%) 

Gender Female 205 50.9 

 Male 198 49.1 

 22-26 between ages 24 6.0 

 27-31 between ages 41 10.2 

Age 32-36 between ages 109 27.0 

 37-41 between ages 121 30.0 

 42 and above 108 26.8 

 Associate Degree 61 15.1 

Educational Status Licence (Bachelor’s) 277 68.7 

 Postgraduate 65 16.2 

 Total 403 100 

Kurtosis Skewness Maximum Minimum Standard Deviation Mean Scale 

.187 -1.327 5.00 1.00 1.037 3.63 EL 

-.374 -.916 5.00 1.00 .965 3.54 GCB 

-.414 -.992 5.00 1.00 1.002 3.56 CP 

.131 -1.141   1.010 3.63 GP 
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the scales in the study exhibited a normal distribution. In the research, the mediating roles of customer 

pressures and green passion in the effect of empowering leadership by bank personnel on green creative 

behavior were evaluated. The multi-factor model of the research is shown below. 

Figure 2. Model of Mediation Model 

 

Item 4 in the empowering leadership scale, items 3 and 4 in the green creative behavior scale 

and item 2 in the green passion scale were removed from the model because these items affected the 

significance of the model. Internal consistency reliability, convergent validity and discriminant validity 

were evaluated by testing the multi-factor model of the confirmatory factor analysis measurement and 

are expressed below. 

Table 3. Results of Multi-Factor Measurement Model 

    
Reliability 

Value 
 

Variable Coefficients 
Cronbach’s 

Alpha 
rho A CR AVE 

Empowering Leadership  0.800 0.817 0.882 0.715 

EL1 0.906     

EL2 0.826     

EL3 0.801     

Green Creative Behavior  0.809 0.809 0.875 0.636 

GCB1 0.772     

GCB2 0.806     

GCB5 0.825     

GCB6 0.785     
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(Table 3 cont.) 

As a result of multivariate analyses, it was determined that the created model was internally 

consistent and accurately represented the concepts it intended to measure. Internal consistency 

coefficients, such as Cronbach's Alpha, rho A and CR and convergent validity indices, such as AVE, 

support the model’s reliability. In addition, the fact that the factor loadings obtained in the pls-sem 

analysis were at the expected level confirms the structural validity of the model. In line with the criterion 

suggested by Fornell and Larcker (1981), the discriminant validity of the model was achieved. These 

findings demonstrate that the model possesses a theoretically and empirically solid structure, as per the 

validity and reliability criteria specified by Hair et al. (2014) and Hair, Ringle et. al. (2019). Table 9 

presents the analysis results of the model regarding the Fornell and Larcker criterion. 

Table 4. Fornell and Larcker Criterion 

Analyses performed according to the Fornell and Larcker criterion show that the variables in 

the model are measured independently of each other and thus have discriminant validity. The Q² metric 

assessed the model’s predictive efficacy. R² statistics quantified the variance explained by independent 

variables on the dependent variable. Standardized beta coefficients indicated the relative significance of 

the independent variables within the model. The VIF value was examined to detect the multicollinearity 

problem and the f² value expresses the magnitude of the effect of each independent variable on the 

dependent variable (Hair et al., 2014). 

 

    
Reliability 

Value 
 

Variable Coefficients 
Cronbach’s 

Alpha 
rho A CR AVE 

Customer Pressure  0.729 0.734 0.847 0.650 

CP1 0.753     

CP2 0.855     

CP3 0.807     

Green Passion  0.762 0.765 0.863 0.678 

GP1 0.858     

GP3 0.774     

GP4 0.837     

 
Empowering 

Leadership 

Green Creative 

Behavior 

Customer 

Pressure 

Green 

Passion 

Empowering Leadership 0.846    

Customer Pressure 0.789 0.806   

Green Passion 0.702 0.776 0.824  

Green Creative Behavior 0.713 0.756 0.760 0.797 
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Table 5. Model Results 

The R² values obtained in the research model indicate that 66.3% of the variance in empowering 

leadership among bank personnel and 60.2% of the variance in customer pressure are explained by green 

creative behavior. This finding reveals that the empowering leadership of bank personnel and customer 

pressure significantly affect their green creative behavior. The fact that the VIF valuesused to evaluate 

the linearity assumption of the model are below five indicates that there is no multicollinearity problem 

and that the model’s estimates are reliable (Henseler et al., 2015). The fact that the Q² values are above 

0.35 indicates that the model’s predictive power on new data is high and supports the structural validity 

of the model (Hair et al., 2014). However, the f² values above 0.002 indicate that the effect of the 

independent variables on the dependent variable is statistically significant (Hair et al., 2014). 

It was determined that the empowering leadership of bank personnel has a positive and 

significant effect on green creative behavior (β = 0.284, p < 0.01). According to this result, hypothesis 

H1 was accepted. It was determined that the empowering leadership of bank personnel has a substantial 

effect on customer pressure (β = 0.776, p < 0.01). It was determined that customer pressure on bank 

personnel has a significant effect on green creative behavior (β = 0.387, p < 0.01). It was determined 

that the empowering leadership of bank personnel has a partial mediating role in the relationship 

between customer pressure and green creative behavior (β = 0.301, p < 0.01) and hypothesis H2 was 

accepted. The significant effect of empowering leadership on green creative behavior, as shown in the 

first model, remains substantial when the customer pressure variable is added to the model, indicating 

that this variable plays a partial mediating role. Therefore, it was determined that customer pressure has 

a partial mediating role in the relationship between empowering leadership and green creative behavior. 

When the mediation effect of green passion on the green creative behavior of bank personnel, 

empowered by leadership, was evaluated, it was determined that the leadership of bank personnel had a 

positive and significant effect on green creative behavior (β=0.284, p<0.01). It was found that the 

empowering leadership of bank personnel had a positive and significant impact on green passion (β = 

0.789, p < 0.01). It was found that the green passion of bank personnel had a positive and significant 

effect on green creative behavior (β = 0.217, p < 0.01). In the final stage of the mediation model, it was 

found that green passion played a partial mediating role in the effect of empowering leadership on bank 

personnel's green creative behavior (β = 0.171, p < 0.01) and thus hypothesis H3 was accepted. The first 

 VIF R2 Q2 f2 ꞵ 
Standard 

Deviation 
t P 

EL -> GCB 3.573 0.663 0.567 0.067 0.284 0.025 31.830 0.000 

EL -> CP 1.000 0.602 0.599 1.516 0.776 0.028 27.631 0.000 

MB -> GCB 2.657 0.819  0.167 0.387 0.054 7.172 0.000 

EL -> GP 1.000 0.623 0.620 1.650 0.789 0.025 31.830 0.000 

GP -> GCB 2.799   0.050 0.217 0.056 3.894 0.000 

EL ->CP -> GCB     0.301 0.044 6.893 0.000 

EL ->GP -> GCB     0.171 0.045 3.774 0.000 
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model examines the significant effect of empowering leadership on green creative behavior among bank 

personnel. The fact that the green passion variable remained substantial when added to the model 

indicates that this variable has a partial mediating role. 

5. CONCLUSION 

The study assessed customer pressure and green passion as mediators between empowering 

leadership and green creative behavior. An online survey was conducted among 403 bank employees 

from Balıkesir Province and Bandırma District. Data analysis employed Partial Least Squares (PLS) 

based structural equation modeling. Results indicate a significant positive relationship between 

empowering leadership and the green creative behavior of bank personnel (β = 0.284, p < 0.01). Thus, 

hypothesis H1 received confirmation. This result aligns with previous research by Khattak et al. (2023), 

Badar et al. (2023), Edosomwan et al. (2023) and Zhang & Bartol (2010). 

Additionally, empowering leadership has a significant influence on customer pressure (β = 

0.776, p < 0.01). This aligns with the findings of Dong et al. (2015) and Namasivayam et al. (2014). 

Furthermore, customer pressure on bank personnel has a significant impact on green creative behavior 

(β = 0.387, p < 0.01). This result corroborates Cho & Yoo’s (2021) and Khattak et al. (2022) studies. 

Additionally, customer pressure is found to partially mediate the relationship between empowering 

leadership and the green creative behavior of bank personnel (β = 0.301, p < 0.01), thus supporting 

hypothesis H2. The integration of customer pressure within the model preserves the statistical 

significance of empowering leadership’s effect on green creative behavior, demonstrating its partial 

mediating role. 

It was determined that green passion has a significant positive effect (β = 0.284, p < 0.01) on 

the mediating effect of empowering leadership on the green creative behavior of bank employees. This 

result aligns with Elsaied (2022) and Hao et al.’s (2018) findings. Furthermore, the green passion of 

bank employees has a positive impact on their green creative behavior (β = 0.217, p < 0.01). This finding 

aligns with the similar causal relationship established in the research of Jia et al. (2018) and Shah et al. 

(2023). In the concluding phase of the mediation model, green passion was identified as a partial 

mediator between empowering leadership and the green creative behavior of bank employees (β = 0.171, 

p < 0.01), thereby affirming hypothesis H3. The initial model’s significant effect of empowering 

leadership on green creative behavior remained, indicating a partial mediation effect when the green 

passion variable was added. 

In previous studies, customer pressure has generally been considered an external, compelling 

factor influencing sustainability performance (Zhu & Sarkis, 2007; Gualandris & Kalchschmidt, 2014). 

However, its psychological impact on employees’ green creative behavior at the individual level has 

been largely overlooked. Similarly, among the mechanisms explaining the relationship between 

empowering leadership and green creative behavior, variables such as organizational support (Mittal & 
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Dhar, 2016) or environmental values (Chen, Y. S. & Chang, C. H., 2013) have been examined more 

frequently; the impact of external social factors such as customer pressure on creative environmental 

behavior at the employee level has not been investigated in sufficient detail. Our study fills a significant 

gap in the current literature. Given the high level of customer contact and service orientation in the 

banking sector, it is essential to evaluate the impact of customer demands and expectations on 

employees’ psychological processes (Luo et al., 2012). In this context, the study shows that customer 

pressure can play a mediating role in the behaviors of bank employees not only at the institutional level 

but also at the individual level. 

The recommendations presented to managers within the framework of the results are as follows. 

▪ An organizational culture fostering proactivity and creativity among bank staff is essential. 

Inclusion in decision-making and autonomy are vital for attaining sustainability objectives. 

▪ Sustainability training should be planned and awareness initiatives implemented to enhance 

the environmental sensitivity of bank personnel. 

▪ Monitoring customer expectations and analyzing the demand for environmentally friendly 

products and services is recommended. 

▪ Mechanisms must be developed to facilitate the exchange of ideas with banking staff 

regarding sustainability targets. 

▪ Leaders are expected to guide bank employees in adopting a culture of sustainability, 

promoting environmental awareness among all staff. 

This study cannot be generalized, as it was conducted on a specific sample and sector. The study 

is being implemented in the banking sector and the results may differ when applied to other industries 

and with varying sample sizes. 
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