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OZET

TZY'DE YUORUTULEN SURDURULEBILIRLIK FAALIYETLERININ
PAZARLAMA ARACLARI KULLANIMIYLA TUKETICi SURDURULEBILIRLIK
ALGISINA ETKIiSI

Hakan EZIiCI

Bu ¢aligmada, Tedarik Zincirinde ytiriitiilen stirdiirtilebilirlik faaliyetlerinin pazarlama
araglart kullanimiyla tiiketici siirdiirtilebilirlik algisina etkisi, bireylerin sorumlu
tiketim davraniglari, c¢evresel tutumlari, tiiketimi sinirlama egilimleri ve kendi
yeterliliklerine verdikleri 6nem {izerindeki etkisi ¢ok boyutlu olarak incelenmistir.
Hipotezler kapsaminda gerceklestirilen analizler sonucunda, tim degisken ciftleri
arasinda anlamli ve pozitif yonli iliskiler tespit edilmistir. Bu durum, tedarik zinciri
stirdiiriilebilirlik temali pazarlama iletisimlerinin, bireylerde olumlu tutum ve
davraniglara katki sundugunu gostermektedir. Elde edilen korelasyon katsayilari
dusiikten orta diizeye kadar degismektedir; bu da etki yoniiniin pozitif ama sinirh

diizeyde oldugunu gostermektedir.

En yiiksek korelasyon, tedarik zinciri odakli stirdiiriilebilirlik algis1 ile ¢cevreye duyarl
tutumlar arasinda bulunmustur. Bu bulgu, bireylerin c¢evreye karsi ilgisinin,
stirdiiriilebilirlik iletisimiyle en fazla tetiklenen tutum alani oldugunu ortaya
koymaktadir. En diistik korelasyonlar, "kendi yeterliligine 6nem verme" ile iki farkl

stirdiiriilebilirlik algis1 (¢evresel, ekonomik) ve tedarik zinciri arasindaki iligkilerdir.
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ABSTRACT

THE EFFECT OF SUSTAINABILITY ACTIVITIES CARRIED OUT IN SCM
ON CONSUMER SUSTAINABILITY PERCEPTION THROUGH THE USE
OF MARKETING TOOLS

Hakan EZIiCI

In this study, the impact of sustainability activities carried out in the Supply Chain on
consumer sustainability perception through the use of marketing tools, individuals'
responsible consumption behaviors, environmental attitudes, tendency to limit
consumption and the importance they give to their own competencies were examined
in a multidimensional. As a result of the analyses conducted within the framework of
the hypotheses, significant and positive relationships were identified between all pairs
of variables. This suggests that sustainability-themed marketing communications
contribute to positive attitudes and behaviors in individuals. The correlation
coefficients obtained range from low to moderate, indicating that the direction of the

effect is positive but limited.

The highest correlation was found between supply chain-focused sustainability
perceptions and environmentally conscious attitudes. This finding suggests that
individuals' concern for the environment is the attitudinal domain most triggered by
sustainability communication. The lowest correlations were between "self-sufficiency
importance" and two different sustainability perceptions (environmental, economic),
and supply chain.
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