OZET

Giliniimiizde karsilastigimiz dogal kaynak noksanlig1 gecmisin izlerini tagimaktadir. Dogal
kaynaklar, ekosistem dengesinde kendini yenileyebilme 6zelligine sahipken asirt tiiketim hali
yenilenebilmek i¢in gerekli zamani doganin elinden almistir. Bu da beraberinde yenilenememe
sorununu ve yok olma tehlikesini getirmistir. Birtakim ham maddelerin kullanilmasi baska
sistemlerin bozulmasina neden olmus, dogal ¢evre tahrip edilmistir. Tiim bu olaylar “devamlilik
ve daimi olma” kavramlarinin altinin ¢izilmesinde etkili olmus ve siirdiiriilebilirlik olgusu
dogmustur. Ilk etapta cevresel sorunlar cercevesinde bicimlendirilen kavram, iiretimsel ve insani
yapisi nedeniyle kapsayici bir olgu haline gelmistir. Icerdigi anlam ile birlikte birgok alani icinde
barindirdigindan, birgok disiplinde ele almabilir hale gelmistir. insan temelli tahribatin insanlar
tarafindan telafi edilmesi gerekliligi kamuoyu giindeminde genis bir yer kaplamaktadir. Bu
baglamda isletmeler ve markalarinin da tiim bu tiiketim hali igerisinde biiyiik bir pay sahibi oldugu
g6z Oniine alindiginda sorumluluk alarak doganin yenilenebilir hale gelmesi i¢in ¢aligmalar
yapilmasi gerekliligi dogmustur. Markalar da siirdiiriilebilir olmayr hedefleyerek ¢alisma
sistemlerine ilke ve vizyonlari olarak dahil etmislerdir. Sirdiiriilebilir olmak markay1 ayirt
edilmek, pozitif duygular uyandirmak, sorumlu marka imaj1 ¢izmek, prestij saglamak, seffaf ve
analiz edilebilir olmak konusunda beslemistir. Bir zaman sonrasinda siirdiiriilebilir marka ayni

zamanda markanin da siirdiiriilebilirligine isaret eder hale gelmistir.
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ABSTRACT

The natural resource deficiency we encounter today bears the traces of the past. While
natural resources have the ability to renew themselves in the ecosystem balance, excessive
consumption has taken the time necessary for renewal from nature. This has brought with it the
problem of non-renewal and the danger of extinction. The use of some raw materials has caused
the deterioration of other systems, and the natural environment has been destroyed. All these
events have been effective in underlining the concepts of “continuity and permanence” and the
concept of sustainability has emerged. The concept, which was initially shaped within the
framework of environmental problems, has become an inclusive phenomenon due to its productive
and human structure. Since it includes many areas with its meaning, it has become possible to
address many disciplines. The necessity of compensating human-based damage by people
occupies a large place on the public agenda. In this context, considering that businesses and brands
also have a large share in this state of consumption, it has become necessary to take responsibility
and work to make nature renewable. Brands have also included it in their working systems as
principles and visions, aiming to be sustainable. Being sustainable has fed the brand to be
distinguished, to evoke positive emotions, to draw a responsible brand image, to provide prestige,
to be transparent and analyzable. After a while, the sustainable brand has also become a sign of

the brand's sustainability.
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