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ABSTRACT

In today's world where environmental problems are gradually increasing, more and more man-made natural
disasters such as global warming and melting glaciers have been forcing mankind to be more prudent in dealing
with environmental issues. In this sense, this study aims to measure the perception of environmental
responsibility and purchasing behavior of eco-friendly products among the participants. In addition, this study
aims to determine whether the perception of environmental responsibility and the purchasing behavior of
environmentally friendly products differ according to variables such as "gender, education, and occupational
group." A quantitative research method was used for the study. The data was collected online using convenience
sampling and a questionnaire form was prepared for this purpose. The data was collected from 400 respondents
who agreed to participate in the study. The participants were found to have a high level of perceived
environmental responsibility and green product purchases. When analyzed in terms of demographic
characteristics, we found that there is a moderate relationship between perceived environmental responsibility
and green product purchasing. It has been determined that the perception of environmental responsibility differs
according to the level of education. It is advised that future research apply in many cultures. It is also advised
that employers and supervisors use the scale that was used in the study.

Keywords: Perceived environmental responsibility, green product purchasing, social responsibility,
environmental sustainability

ALGILANAN CEVRESEL SORUMLULUK VE YESIL URUN SATIN
ALMA DAVRANISLARI ILISKiSININ DEMOGRAFIK BAGLAMDA
INCELENMESI

(074

Cevre sorunlarinin her gegen giin arttig1 giiniimiiz diinyasinda, kiiresel 1sinma ve buzullarin erimesi gibi insan
kaynakli dogal afetlerin giderek artmasi, insanligi cevre sorunlariyla miicadelede daha ihtiyatli olmaya
zorlamaktadir. Bu calisma, katilimcilarin gevresel sorumluluk algisin1 ve ¢evre dostu iirlinleri satin alma
davranisini dlgmeyi amaglamaktadir. Ayrica bu ¢alisma, ¢evreye duyarli iiriinlerin gevresel sorumluluk algisi ve
satin alma davraniglarinin “cinsiyet, egitim ve meslek grubu” gibi degiskenlere gore farklilasip farklilasmadigini
belirlemeyi amaglamaktadir. Arastirma i¢in nicel arastirma yontemi kullanilmistir. Veriler, bu amagla hazirlanan
anket formu ile kolayda ornekleme yontemiyle ¢evrimigi olarak toplanmistir. Veriler, arastirmaya katilmay1
kabul eden 400 kisiden toplanmistir. Katilimcilarin algilanan gevresel sorumluluk ve yesil triin satin alma
algismnin yiiksek oldugu bulunmustur. Demografik o6zellikler agisindan incelendiginde algilanan gevresel
sorumluluk ile yesil {iriin satin alma arasinda orta diizeyde bir iliski oldugu tespit edilmistir. Cevresel sorumluluk
algisimin egitim diizeyine gore farklilik gosterdigi ortaya ¢cikmistir. Gelecekteki ¢aligmalarin farkli kiiltiirlerde
uygulanmast Onerilmektedir. Ayrica c¢alismada kullanilan 0&lgegin yoneticilere ve isverenlere yonelik
uygulanmasi tavsiye edilmektedir.
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stirdiirtilebilirlik
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INTRODUCTION

Under present conditions, natural problems such as pollution, global warming, concretization, drought,
floods, and earthquakes have reached levels that threaten human existence. Scientists predict that wars
will occur shortly due to freshwater shortages. One of the major events that threaten human existence
in the early 2020s is the Covid-19 pandemic. In addition, chemical warfare has increased and nature is
under a serious threat. Furthermore, man-made production and the consumer culture associated with
mass production have made our planet uninhabitable. The consumption frenzy of individuals, the
unhealthy production of corporations for profit, and the imperialistic policies of states have caused
nature to show a series of punishing reactions to humanity. For all these reasons, it has become
essential for the people who make up today's society to develop an awareness of the environment.

This study examined the perceived environmental responsibility and the extent of environmentally
conscious purchasing of the individuals that make up the society. In this regard, the study examined
whether people's perceptions of environmental responsibility differed according to gender, education,
and occupational group. In addition, in this study, the green product purchasing behaviors of the
participants; It was investigated whether it differs according to gender, education and occupational

group.

It is scientifically very important to measure people's perceptions and behaviors to cause less harm to
nature. The analysis of the data obtained through applied research is used to guide the action
mechanisms of the governments. In this direction, it is expected that the results of this study will
provide important suggestions for the literature and the decisions to be made by practitioners.

It is claimed that thirty to forty percent of the environmental problems that occur in today's
industrialized countries are caused by individual consumerism. Consumers must adopt
environmentally-friendly lifestyles as individual consumption triggers both consumption and
production and indirectly causes serious negative developments such as depletion of natural resources,
waste generation, and pollution (Hirschl et al., 2003: 873; Tuger et al., 2018: 2980: Act. Saba, 2019:
54). While environmental issues highlight the dimensions applied in the institutional context,
especially the philanthropic dimension defined by Carroll (1979), they should be considered as a
dimension developed from a particular individual perspective. A person's behavior towards the
environment: solidarity, philanthropy, ethics, legality, and economics. Indeed, the literature on
responsible consumption has shown that green factors associated with an individual's daily life play an
important role (Lee, 2008). Environmental responsibility includes personal awareness of
environmental issues, personal efforts to reduce pollution, and consideration of environmental issues
in product selection and purchasing behavior. Individuals' purchasing behavior is also in this direction.
It includes the behavior of not buying products that are harmful to the environment and not buying
products that are believed to hurt the environment in the future (Davis et al., 2020: 773). Sen and
Akguen (2020) mentioned in their study that companies should conduct their production activities
without harming the environment during production. They pointed out that companies should be more
sensitive to environmental issues in a competitive environment. Moreover, the related study mentioned
that unrestricted increases in human needs and disregard for nature have paved the way for the
destruction of the future. Society needs to be made more aware of environmental issues. Sensitivity to
environmental issues in the products or services produced by companies makes them advantageous in
a competitive environment. The fact that companies are sensitive to the environment also has a
positive effect on their employees (Sen and Aygiin, 2020: 4).

Covid-19 pandemic worldwide; It has become a major public health issue that affects environmental
sustainability and social responsibility, as well as people's quality of life. In this context, during a
period of quarantine, social isolation, and health crisis caused by the pandemic; there have been
significant changes in the perspective of environmental awareness, sustainable consumption, and
social action (Severo et al., 2021: 1). The impact of the Covid 19 pandemic on sustainability is yet to
be seen, but profound and far-reaching social changes are likely to occur in the coming months and
years (Sarkis et al., 2020).
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The importance of generational environmental awareness and sustainable consumption is highlighted,
as these generations are responsible for current and future actions in organizations and society, as well
as for protecting the environment (Severo et al., 2018). Unconscious and purposeless consumption by
individuals causes environmental damage. In today's consumption trend, consumers have an important
responsibility (Celebi and Bayrakdaroglu, 2018: 112).

People who consciously work for the protection of the environment. This includes people who protect
nature, support environmental projects, and buy environmentally friendly products. The behavior of
consumers who prioritize the environment in their purchasing decisions is explained as buying green
products (Yilmaz & Arslan, 2011; 2). The literature review identified three factors that influence green
purchasing behavior. These include demographic variables, environmental and social values and
finally psychographic factors (Jansson et al., 2010; Gild et al., 2005; cited in Mosavichechaklou &
Bozbay, 2018: 27). This study highlights demographic factors (gender, occupation, and education) that
affect individuals' purchase of green products. Some of the purchasing behaviors were realized with
environmental consciousness; options such as purchasing products that are produced with fewer
resources and purchasing packaged products that allow recycling should be preferred. Another
explanation lies in product preferences. It is explained that products that have less harmful effects, can
be reused and recycled are preferred (Alniagik, 2010).

Giimiis and Karaca (2020) mention in their study that individuals should act more sensitively because
of the damage caused to the natural environment by global warming. Individual behaviors that
prioritize nature and the environment are explained as socially responsible consumer behaviors
(Glimiis and Karaca, 2020: 80). A socially responsible consumer is a person who buys products and
services that are known to have a positive (or less negative) impact on the environment, or who directs
other consumers and companies to produce and buy such products and services, thus trying to achieve
positive social change. " (Roberts, 1993; cited in Gilimiis and Karaca, 2020: 80).

In another study, socially responsible buying behavior was explained as the perceived impact of an
individual's consumption preferences in contexts such as social, environmental, and safety, or
protecting and improving the individual's standard of living as a consumer. The term "socially
responsible purchasing behavior," also known as "green” or "ecological consumer behavior,"” refers to
the practice of making purchases that are not only environmentally friendly but also avoid using
resources that could endanger public health or threaten the lives of animals or other species. It can be
defined as the abandonment of a product (Leingh et al., 1988: 5; Davis, 1975: 24; Elkington and
Hailes, 1989: 93; cited in Ugurhan et al., 2018: 176).

In Siikiiroglu's (2018) study, it is mentioned that individuals do not only focus on economic benefits
when making decisions in their daily lives, but they should also act with the awareness of
environmental, ethical, and social responsibilities. The concepts of environmental sustainability and
buying environmentally friendly products are two important concepts when it comes to ensuring
environmental sustainability. The concept of sustainability has become a concept that is treated in a
crucial dimension by evolving from an economic content such as development, development, and
competition to environmental content after understanding that environmental and social life has
reached an unsustainable form. In this context, sustainability is defined as meeting the needs of the
present without compromising the ability of future generations to meet their own needs (Altundug,
2008: 30; Schrader, 2007: 25; cited in Siikiiroglu, 2018: 451-452). In the following parts of the study,
the literature review, methodology, conclusion, and discussion sections are mentioned respectively.

LITERATURE REVIEW AND DEVELOPMENT OF HYPOTHESES

Studies on environmental sustainability are usually conducted on the axis of companies and workers.
Unlike previous studies, this study involves both individuals and workers. In this direction,
environmental issues in the literature are mainly evaluated in the context of manufacturing companies.
In this study, the focus was on the behavior of individuals and workers to environmental responsibility
and the purchase of environmentally friendly products. In other words, the study was developed on the
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axis of attitude and behavior. Today, it is argued that the starting point for creating and solving
environmental problems is the phenomenon of consumption, as opposed to the phenomenon of
production. It was found that the environmentally-conscious consumption attitude of employees
positively influences the purchasing behavior for green products (Saba, 2019: 156-158). It is assumed
that people's perception of environmental responsibility will positively influence the purchase of green
products. In addition, it is assumed that people's perception of environmental responsibility and green
consumption will vary according to demographic characteristics such as gender, occupation, and
education.

In one study, young people were found to be more sensitive to environmental issues compared to older
people (Roberts, 1996: 83). In many studies that examined the attitudes and behaviors of individuals, it
was found that the gender factor influences the individual's purchasing behavior of environmentally
friendly products. In addition, many studies found that women are more environmentally conscious
than men and prefer more environmentally friendly products (Straughan and Roberts, 1999: 560; cited
in Saba, 2019: 99). Karaca (2013), when talking about the impact of demographic factors, concluded
that income has no impact on environmental purchasing behavior (cited in Yasar and Saydan, 2019:
128). Yilmaz and Aytekin (2020) concluded in their study that a "positive attitude towards
environmental problems has a positive effect on consumers' green purchasing behavior, positive
attitude towards economic and social benefits has a positive effect on consumers green purchasing
behavior, green product." They found that consumer information has a positive effect on consumers'
green purchasing behavior, and finally, green product quality has a positive effect on consumers' green
purchasing behavior" (Yilmaz and Aytekin, 2020: 453).

Severo et al. (2021) found in their study that "pandemic Covid-19 positively affects environmental
awareness and pandemic Covid-19 (COV) positively affects sustainable consumption (SC)" (Severo et
al., 2021: 4). Straughan and Roberts (1999) in their study of 235 college students in the US found that
one of the important variables influencing green purchasing behavior is demographic characteristics
(Mosavichechaklou and Bozbay, 2018: 27). A similar result was obtained in the study conducted by
Kim and Choi (2005) and it was concluded that concern for the environment has a direct and
significant influence on green purchasing (Act. Guemues and Karaca, 2020: 86). The results of a
practical empirical study are presented as follows: There is a significant difference between
employees' attitudes towards green consumption practices depending on their educational status. This
significant difference is because the attitudes of college graduates towards green consumption
practices to their environmental awareness are lower than the attitudes of employees with *Bachelor's
degree, *Master's degree, and *Ph.D. (Saba, 2019: 167). In light of all this information, the following
hypotheses were developed:

Ha: Perceived environmental responsibility differs by gender.

H.: Perceived environmental responsibility differs by occupation.

Hs: Perceived environmental responsibility differs by education.

H.: Buying green products differ by gender.

Hs: Buying green products differ by occupation.

He: Buying green products differ by education.

H-: Perceived environmental responsibility has a positive and significant effect on the purchase of
green products.

METHODOLOGY

As a result of the literature review, a research model was developed. In conjunction with the
theoretical framework, seven hypotheses were formulated. In the context of the study, it was decided
to use the quantitative methods. Then, a pre-designed scale was used within the study. The
questionnaire method was used as the method of data collection. The form of the questionnaire
consists of two parts. The first part consists of four items to measure the participants' perceived
environmental responsibility and five items to measure their purchasing behavior regarding
environmentally friendly products. The second part consists of three questions to measure
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demographic characteristics. The questionnaire consists of 12 questions in total. In answering the
questions of the participants, a 5-point Likert scale was used to measure the expressions (1= strongly
disagree, 5= strongly agree). Before collecting data on the scale used, necessary permissions were
obtained from the Ethics Committee of Hasan Kalyoncu University.

Statements on measuring the perception of environmental responsibility were taken from the study of
Davis et al (2020). Statements on purchasing behaviour for environmentally friedndly products were
taken from the study of Tuger et al. (2018). The questionnaire was created using the online Google
Form due to the Covid-19 pandemic during the 3-month period between August and October 2021
when the data was collected. During the data collection period, data was collected through social
media (Facebook and WhatsApp). A questionnaire was sent to 450 people in the virtual environment.
A complete and error-free response was received from 400 participants. The research model is shown
in Figure 1.

Figure 1. Research Model

AT

Perceived Ervironmental

Responsibility

In the next part of the study, exploratory and confirmatory factor analyses are conducted to test the
validity and reliability of the scale. Correlation analyses and reliability analyses will then be
conducted.

Confirmatory Factor Analysis
The study used confirmatory factor analysis to examine whether the structure of the scale consisting of
two factors and 6 items is confirmed using data from 400 participants. In this direction, path diagrams

related to Perceived Environmental Responsibility factor in Figure 2. Goodness-of-fit values for the
scale used in the study are shown in Table 1.

Figure 2. Perceived Environmental Responsibility Path Diagram

In the path diagram of perceived environmental responsibility, the value of the modification indices
between the error terms "e3 and e4" was 136.007. Therefore, a covariance was drawn between the
expressions Per3 and Per4 (Figure 2). Then, the analysis was performed for the second time and the
path diagram took its final form.
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Table 1. The Perceived Environmental Responsibility Indexes the Goodness of Fit Statistics

Index Result Acceptance Criterion
2 [df 3,742 v2 /df<5
NFI 0,995 >0,80
CFI 0,996 >090
RMSEA 0,073 <0,07
TLI 0,997 >0,80

The goodness-of-fit index values related to perceived environmental responsibility are within
acceptable limits (Table 1). The goodness-of-fit thresholds were adopted from Degirmenci (2021:90).

In the context of the study, the path diagram and the fit index values related to the factor purchase of
environmentally friendly products were not presented because the number of items was not sufficient
for analysis.

Descriptive Statistics

In this part of the study, the average values, standard deviations, correlation values, and results of the
reliability analysis of the factors "perceived environmental responsibility, green purchasing” are
reported.

Table 2. Averages, Standard Deviations, Correlation Values and Reliability Analysis

Factors Mean Std. 1 2 Cronbach’s
Deviation Alpha
Factor 1: Perceived 3,97 0,86 1 0,807

Environmental
Responsibility
Factor 2: Buying Green 3,79 0,82 0,498** 1 0,576
Products
**_Correlation is significant at the 0.01 level (2-tailed).

A positive and significant relationship was found between perceived environmental responsibility and
green purchasing factors (r= 0.498, p= 0.000). The magnitude of the relationship between these two
factors is moderate (Table 2). It has been found that individuals with a perception of environmental
responsibility also buy green products. The mean score for the perception of environmental
responsibility was 3.97 and the mean score for purchase of green products was 3.79. It was found that
the participants' perception of environmental responsibility is higher than the purchase level of green
products on average. The results of reliability analysis of the factors used in the study were found to be
environmental responsibility perception (a= 0.807) and green product purchase factor (o= 0.576).
Based on these results, it was determined that the scale consisting of two sub-dimensions was valid
and reliable in the context of the study. After this stage, it was decided to proceed with hypothesis
testing.

FINDINGS

In this part of the study, the demographic characteristics and hypothesis testing results are discussed.
Looking at participants by gender, we find that most participants were 54.3% (n=217) men. When
looking at participants by occupation, the highest participation rate was among civil servants at 32.3%
(n=129). When examining educational status, it was found that the highest participation rate was
among college graduates at 42.8% (n=171).
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To test the hypotheses related to the study, the "t-test" was used to test the H1 and H4 hypotheses, the
"Anova test" was used to test the H2, H3, H5, H6 hypotheses, and finally the Process Macro program
developed by Hayes (2013) was used to test the H7 hypothesis.

Table 3. Independent Sample T-Test Results

Hypothesis | Gender N Mean Std. df t p
Deviation
Female 183 3,8921 0,87213 398 -1,580 0,115
Hi Male 217 4,0276 0,83979
Female 183 3,8169 0,84716 398 0,491 0,624
Hs Male 217 3,7765 0,79904

The results show that there was no significant difference when both hypotheses were tested. Values of
(p= 0.115) for Hi hypothesis and (p=0.624) for Hs hypothesis were obtained (Table 3). Accordingly,
the H1 and H4 hypotheses were not supported.

Table 4. Results of the one-factor ANOVA test on participants’ perceived environmental
responsibility and purchasing behaviour of environmentally friendly products by occupation.

Factors Occupation N X F p Post Hoc
(Hochberg’s
GT2)
Perc_elved Civil 129 4,0833
Environmental | Servant
Occupation Employee 92 3,8315
Superwsfor 25 3,9600 2,195 0,43
Housewife 9 4,0833
Student 62 3,7339
Craft 31 3,9355
Other 52 4,1875
Green P_roduct Civil 129 3.7984
Purchasing Servant
Employee 92 3,7717
Supervisor 25 3,9000 0,818 0,556
Housewife 9 3,7778
Student 62 3,6371
Craft 31 4,0000
Other 52 3,8462

Perceived environmental responsibility was found not to differ significantly by occupational group (p=
0.43). There was also no significant difference between occupational groups in purchasing behavior
for environmentally friendly products (p=0.556, Table 4) In this case, hypotheses H, and Hs were not
supported.

The results of the one-tailed ANOVA test, which was designed to determine whether participants'
perceived environmental responsibility and green product purchasing behavior differed according to
their educational status, are presented in Table 5.

Table 5. One-Way ANOVA Test Findings on Perceived Environmental Responsibility and Green
Product Purchasing Behaviors by Educational Levels of Participants

687



Tiirkiye Sosyal Arastirmalar Dergisi / 2022 — Perceived Environmental Responsibility And Green Product Purchasing
Behavior Examination Of The Relationship In The Context Of Demographics

Factors Educational | N X F p Post Hoc
Level (Hochiberg’s
GT2)
Perc_elved Primary 17 3,465
Environmental | school
Occupation Secondary 60 3,6542
school
High school 90 3,8583 4,704 | 0,000* | 4>1,5>1,4>2,
5>2
College 171 4,4643
Master 28 4,0877
Doctor's 27 | 42857
degree
Green P_roduct Primary 17 3,7647
Purchasing school
Secondary
school 60 36250 | 5g0 | 0,747
High school 90 3,7944
College 171 3,7857
Master 28 3,8333
Doctor's 27 3,8029
degree

*p<,05, Categories: Primary School=1; Secondary School=2; High School=3; College=4; Master=5; Doctor’s
Degree; 6.

Perceived environmental responsibility differs significantly by educational level (p= 0.000). The
reason for this difference is that master's graduates have a higher perception of environmental
responsibility than graduates of primary and secondary schools and college graduates compared to
graduates of primary and secondary schools (Table 5). In this case, hypothesis H5 was supported.
Another proposition developed as part of the study was the assertion that environmentally friendly
shopping behavior differs by level of education. As a result of the analysis, this hypothesis (p= 0.747)
was not supported (Table 8). In this case, hypothesis Hs was not accepted.

The 7th hypothesis proposed in the study was the suggestion that perceived environmental
responsibility positively and significantly influences purchasing behavior for environmentally friendly
products. To test this proposition, the process macro program developed by Hayes (2013) was used. In
this direction, model number 4 was used.

Table 6. Findings Related to Simple Impact Analysis

Hypothesis %095 bias- p-
yp Relationships b R? Corrected t Value
Number Value
Bootstrap CI
H7 Per m===) Gpp ATT4*** 0,25 [.3955, .5593] 0,000 | 11,4622

Abbreviations: Per= Perceived Environmental Responsibility, Gpp= Green product purchasing.
***p<0,001

Perceived environmental responsibility was found to influence green purchasing behavior (b= .4774,
95% CI [.3995, .5593], t= 11.4622, p <.001). The change in perceived environmental responsibility
and green product purchasing behavior influences approximately 25% (Table 6). In this case,
hypothesis H; was supported.
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DISCUSSION / CONCLUSION and SUGGESTIONS

It is expressed as a social responsibility movement that people shape their consumption with
consideration for the environment. Individuals who act within the framework of social responsibility
are referred to as consumers who consider the consequences of their private consumption behavior on
society and try to use their purchasing power to bring about social change (Giimiis and Karaca: 2020:
77-79). Recently, this study was developed to ensure environmental sustainability, leave a more
livable planet for future generations, and prevent man-made disasters in nature. The study examined
participants' perceived environmental responsibility and green product purchasing behaviors in terms
of demographic characteristics (gender, occupation, and education level). In addition, the study
investigated whether perceived environmental responsibility influences the purchase of green
products. Another problem was to find out whether there is a relationship between perceived
environmental responsibility and the purchase of green products.

Examination of the findings obtained in this study revealed that there is a moderate relationship
between perceived environmental responsibility and the purchase of green products. It was found that
individuals with perceived environmental responsibility also have a positive attitude towards buying
green products. When examining similar studies in the literature, it was found that consumer buying
behavior for green products has a positive impact on environmental problems (Mostafa, 2007: 445). In
another study, Yiicel et al. (2008: 222) found that environmental values are high in parallel with the
high level of education in the study they conducted for staff and students of Cukurova College (Act.
Saba, 2019: 20).

Perceived environmental responsibility, which is one of the sub-dimensions of responsible
consumerism, is an important precondition for meeting individuals' daily needs and measuring
consumerism (Davis, 2021: 767). One of the findings obtained from the study was that participants'
perceptions of environmental responsibility (mean: 3.97) and green product purchasing behavior
(mean: 3.79) were at a high level.

The study found that perceived environmental responsibility and perception of buying green products
did not differ by gender. In a similar study, Samdahl and Robertson (1989) found that there was no
relationship between environmental responsibility and gender. One of the findings of this study was
that perceptions of environmental responsibility and green product purchasing behavior did not differ
by occupational group. Another finding was that perceptions of environmental responsibility differ by
level of education. It was found that the perception of environmental responsibility was higher among
college graduates and master's degree holders than elementary and middle school graduates.
Examining similar studies in the literature, Schlegelmilch et al. (1996: 36) found in a study they
conducted with marketing students at a college in England that there was a directly proportional
relationship between environmental awareness and students' purchasing behavior for environmentally
friendly products. Straughan and Roberts (1999) in their study of 235 college students found that
young people are more sensitive to environmental issues, that males are less interested in
environmental issues than females, and that they are more environmentally conscious as their level of
education increases (cited in Saba, 2019: 24).

In evaluating the findings obtained in this study, some hypotheses were supported while others were
not. The findings obtained in this study should be supported by similar studies planned in the future to
increase the reliability and validity of the findings obtained in the study. On the other hand,
investigating the moderating role of ethical responsibility and moral beliefs in future studies will
contribute positively to the literature. In this study, workers from different occupational groups were
examined as a sample group. It is recommended that further studies should be conducted on
supervisors and employers.
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Uzun Oz
Mevcut kosullar altinda kirlilik, kiiresel 1sinma, kuraklik, sel ve deprem gibi dogal sorunlar insan
varligim tehdit edecek seviyelere ulagmistir. Bilim insanlari, tatli su kitligi nedeniyle savaglarin kisa
stirede gerceklesecegini tahmin ediyorlar. 2020'lerin basinda insan varligini tehdit eden en 6nemli
olaylardan biri Covid-19 pandemisidir. Buna ek olarak, kimyasal savas artt1 ve doga ciddi tehdit
altinda. Ayrica insan yapimi liretim ve seri iretime bagl tiiketim kiiltiirii gezegenimizi yasanmaz hale
getirmistir. Bireylerin tiikketim ¢ilginligl, sirketlerin kar amaci giitmeyen sagliksiz {iretimi ve
devletlerin emperyalist politikalari, doganin insanliga karsi bir dizi cezalandirict tepki gostermesine
neden olmustur. Tiim bu nedenlerden dolay1 giinlimiiz toplumunu olusturan insanlarin gevre bilincini
gelistirmeleri elzem hale gelmistir. Bu ¢alisma, algilanan ¢evresel sorumlulugu ve toplumu olusturan
bireylerin ¢cevreye duyarli satin alma kapsamini incelemistir. Bu baglamda calisma, insanlarin ¢evresel
sorumluluk algilarinin cinsiyet, egitim ve meslek grubuna gore farklilik gosterip gostermedigini
incelemistir. Ayrica bu ¢alismada cinsiyet, egitim ve meslek grubu arasinda farklilik olup olmadig
arastirilmigtir. Dogaya daha az zarar vermek i¢in insanlarin algilarini ve davranislarini 6lgmek bilimsel
olarak ¢ok onemlidir. Uygulamali arastirmalarla elde edilen verilerin analizi, hiikimetlerin eylem
mekanizmalarina rehberlik etmek igin kullanilir. Bu dogrultuda, bu ¢alismanin sonuglarinin literatiir
ve uygulayicilarin alacagi kararlar icin onemli Onerilerde bulunmasi beklenmektedir. Cevresel
siirdiiriilebilirlik calismalar1 genellikle sirketler ve isciler ekseninde yiiriitiilmektedir. Onceki
calismalardan farkli olarak bu g¢alisma hem bireyleri hem de ¢alisanlar icermektedir. Bu dogrultuda
literatiirdeki ¢evre sorunlari daha ¢ok imalat¢1 firmalar baglaminda degerlendirilmektedir. Bu
calismada, bireylerin ve is¢ilerin ¢evre sorumluluguna yonelik davranislar1 ve ¢evre dostu {iriinlerin
satin alinmasi lzerinde durulmustur. Baska bir deyisle, ¢alisma tutum ve davranig ekseninde
gelistirilmigtir. Giiniimiizde, ¢evre sorunlarinin yaratilmasi ve ¢éziimiine yonelik baslangi¢ noktasinin,
iiretim olgusunun aksine tiiketim olgusu oldugu ileri siiriilmektedir. Calisanlarin ¢evreye duyarli
tilketim tutumlarinin yesil iiriinlere yonelik satin alma davranislarii olumlu yonde etkiledigi tespit
edilmistir. Insanlarin cevresel sorumluluk algisinin yesil {iriinlerin satin alimmasini olumlu yonde
etkileyecegi varsayilmaktadir. Ayrica, insanlarin cevresel sorumluluk ve yesil tiiketim algisinin
cinsiyet, meslek ve egitim gibi demografik 6zelliklere gore degisecegi varsayilmaktadir. Literatiir
taramasi sonucunda bir arastirma modeli gelistirilmistir. Teorik ¢ergeve ile birlikte 7 hipotez formiile
edilmigtir. Calisma kapsaminda Kantitatif yontemin kullanilmasina karar verilmistir. Daha sonra
calisma kapsaminda 6nceden tasarlanmis bir 6l¢ek kullanilmistir. Anket yontemi veri toplama yontemi
olarak kullanilmigtir. Anket formu iki boéliimden olugsmaktadir. Birinci boliim, katilimcilarin algilanan
cevresel sorumluluklarint 6lgmek igin 4, ¢evre dostu tirlinlerle ilgili satin alma davraniglarii 6lgmek
icin 5 maddeden olusmaktadir. Ikinci boliim demografik &zellikleri Slgmek icin 3 sorudan
olugmaktadir. Anket toplam 12 sorudan olusmaktadir. Katilimcilarin sorularimi yanitlarken ifadeleri
6lgmek icin 5 puan Likert 0Slgegi kullanilmistir (1= kesinlikle katilmiyorum, 5= kesinlikle
katilryorum). Kullanilan 8lgekte veri toplanmadan énce Hasan Kalyoncu Universitesi Etik Kurulundan
gerekli izinler alinmistir. Anket, verilerin toplandigi Agustos-EKim 2021 arasindaki 3 aylik donemde
Covid-19 pandemisi nedeniyle ¢evrimi¢i Google Formu kullanilarak olusturulmustur. Veri toplama
doneminde veriler sosyal medya (Facebook ve WhatsApp) tizerinden toplanmustir. Sanal ortamda 450
kisiye anket gonderildi. 400 katilimcidan eksiksiz ve hatasiz yamt alind1. Insanlarin tiiketimlerini gevre
g6z Oniinde bulundurularak sekillendirmeleri sosyal sorumluluk hareketi olarak ifade edilmektedir.
Sosyal sorumluluk c¢ercevesinde hareket eden bireylere, 06zel tiikketim davranmislarinin toplum
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iizerindeki sonuglarini diislinen ve satin alma gii¢lerini toplumsal degisimi saglamak icin kullanmaya
calisan tlketiciler denir. Son zamanlarda bu ¢alisma g¢evresel siirdiiriilebilirligi saglamak, gelecek
nesillere daha yasanabilir bir gezegen birakmak ve dogadaki insan kaynakli felaketleri 6nlemek
amaciyla gelistirilmistir. Calismada katilimcilarin algilanan ¢evresel sorumlulugu ve yesil iiriin satin
alma davraniglar1 demografik 6zellikler (cinsiyet, meslek ve egitim diizeyi) acisindan incelenmistir. Ek
olarak, calisma algilanan c¢evresel sorumlulugun yesil iirlinlerin satin alinmasim etkileyip
etkilemedigini arastirdi. Diger bir sorun olarak algilanan ¢evresel sorumluluk ile yesil iiriinlerin satin
alinmasi arasinda bir iligski olup olmadigi arastirildi. Bu ¢alismada elde edilen bulgularin incelenmesi,
algilanan g¢evresel sorumluluk ile yesil iriinlerin satin alinmasi arasinda pozitif bir iliski oldugunu
ortaya koymustur. Algilanan gevresel sorumlulugu olan bireylerin de yesil {iriin satin alma konusunda
olumlu bir tutuma sahip olduklar1 tespit edilmistir. Literatiirdeki benzer ¢alismalar incelendiginde yesil
iiriinlere yonelik tiiketici satin alma davranisinin ¢evre sorunlari iizerinde olumlu etkisi oldugu tespit
edilmistir. Sorumlu tiiketimciligin alt boyutlarindan biri olan algilanan ¢evresel sorumluluk, bireylerin
giinliik ihtiyaglarimi karsilamak ve tiiketimciligi 6lgmek igin 6nemli bir dnkosuldur. Calismadan elde
edilen bulgulardan biri, katilimeilarin ¢evresel sorumluluk algilarinin (ortalama: 3.97) ve yesil {irlin
satin alma davranislarinin (ortalama: 3.79) yiiksek diizeyde oldugu yoniindeydi. Calisma, algilanan
cevresel sorumluluk ve yesil iirlin satin alma algisinin cinsiyete gore farklilik géstermedigini ortaya
koymustur. Bu ¢alismanin bulgularindan biri, gevresel sorumluluk algilarinin ve yesil iiriin satin alma
davraniginin meslek grubuna gore farklilik géstermemesiydi. Diger bir bulgu ise ¢evresel sorumluluk
algilarinin egitim diizeyine gore farklilik gosterdigiydi. Bu calismada elde edilen bulgularin
degerlendirilmesinde bazi hipotezler desteklenirken bazilar1 desteklenmemistir. Bu calismada elde
edilen bulgular, ¢alismada elde edilen bulgularin giivenilirligini ve gecerliligini artirmak amaciyla
gelecekte yapilmasi planlanan benzer calismalarla desteklenmelidir. Ote yandan etik sorumluluk ve
ahlaki inanglarin ileriki ¢aligmalarda 1limli roliiniin arastirilmasi literatiire olumlu katki saglayacaktir.
Calisma kapsaminda farkli meslek gruplarindan, 6grencilerden ve ev hanimlarindan veri toplanmustir.
fleride yapilmasi planlanan calismalarin farkli 6rneklem gruplar1 érnegin yoneticilere ve isletme
sahiplerine uygulanmasi dnerilmektedir.
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