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Abstract: The insufficient supply of transplants needed to treat end-stage organ failure is a societal problem.
Efforts to overcome this problem require a multidisciplinary approach. The success of every step taken in the
medical field also impacts the quality of life. Tiirkiye has made a name for itself in the international literature on
organ transplants. However, despite this success, the rate of transplants from donors diagnosed with brain death
remains very low. Various scientific disciplines are working to increase this rate and encourage public organ
donation. Social marketing also has a responsibility to overcome this problem. The success of social marketing in
achieving planned goals in healthcare has been demonstrated through numerous applications. Why shouldn't organ
donation campaigns demonstrate similar success? Does social marketing influence organ donation behavior?
Which social marketing activity is most effective on organ donation behavior? Based on this assumption, a field
study was conducted to determine whether social marketing activities have an impact on organ donation behavior.
The population of the study consists of individuals over the age of 18 living in 11 central districts of Izmir. The
study was completed by collecting survey data from a sample of 1111 individuals. The hypotheses established in
the study were analyzed using SPSS. The findings of correlation and regression analyses indicated that social
marketing activities influence the perception of organ donation benefits, which in turn influence attitudes, attitudes,
and intentions.
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Sosyal Pazarlama Faaliyetlerinin Organ Bagisint Artirmadaki Rolii: Bir Alan Arastirmast

Oz: Organ yetmezliklerinin son evresinin tedavisinde gerekli olan nakiller icin yeterli arzin olmamasi toplumsal
bir sorundur. Bu sorunun agilmast i¢in harcanan ¢aba multidisiplener bir yaklasim gerektirmektedir. T1bbi alanda
atilan her adimin basarisi insan 6miir kalitesini de etkilemektedir. Tiirkiye organ nakilleri konusunda uluslararasi
literatiirde adindan sz ettirmeyi bagsarmigtir. Ancak bu basarida beyin 6liimii tanist almis donorden nakiller cok
diisiik oranda kalmaktadir. Bu oranin yiikseltilmesi ve toplumun organ bagisina tesvik edilmesi icin gesitli
bilimdallar1 da iizerlerine diisen sorumlukla konuyu ele almaktadirlar. Bu sorunun asilmasina yonelik bir
sorumluluk da sosyal pazarlamaya diismektedir. Saglik hizmetlerinde planlanan hedefe ulasmada sosyal
pazarlamanin basaris1 birgok uygulama ile kendini gostermistir. Neden benzer bir basariyr organ bagis
kampanyalarinda gostermesin? Sosyal pazarlama organ bagisi davranisini etkiler mi? Hangi sosyal pazarlama
faaliyeti organ bagis1 davranisi iizerinde daha etkilidir? Bu varsayimdan hareketle organ bagisi davranisi lizerinde
sosyal pazarlama faaliyetlerinin etkisinin olup olmadigina yonelik alan arastirmasi yapilmistir. Arastirmanin ana
kiitlesini Izmir’in 11 merkez ilcesinde yasayan 18 yas iizerindeki bireyler olusturmaktadir. 1111 kisiden olusan

*Dr. Serap Aydogdu, Malatya Egitim ve Aragtirma Hastanesi, ORCID: 0009-0005-2230-435X, serapkale@gmail.com

***Prof. Dr. Mevliit Tiirk, inénii Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Isletme Boliimii, ORCID: 0000-0003-1316-5800,
mevlut.turk@inonu.edu.tr

Cite as/ Atif: Aydogdu, S. & Tiirk, M. (2025). The role of social marketing activities in increasing organ donation: A field
study. Anemon Mus Alparslan Universitesi Sosyal Bilimler Dergisi, 13(3), 1716-1742.
http://dx.doi.org/10.18506/anemon. 1614854

Received/Gelis: 07 Jan/Ocak 2025

Accepted/Kabul: 31 Oct/Ekim 2025

Published/Yayin: 30 Dec/Aralik 2025

e-ISSN: 2149-4622. © 2013-2025 Mus Alparslan Universitesi. TUBITAK ULAKBIM DergiPark ev sahipliginde.


mailto:serapkale@gmail.com
http://dergipark.gov.tr/anemon

Aydogdu, S. & Tiirk, M. / Anemon Mus Alparslan Universitesi Sosyal Bilimler Dergisi, 2025 13(3) 1716-1742 1717

orneklem grubundan anket verisi toplanarak arastirma tamamlanmistir. Arastirmada kurulan hipotezler SPSS
programi kullanilarak analiz edilmistir. Yapilan korelasyon ve regresyon analizi bulgularina gore; sosyal
pazarlama faaliyetlerinin organ bagisi1 fayda algisini, fayda algisinin tutumu, tutumun niyeti, niyetin de organ
bagis1 davranisin etkiledigi belirlenmistir.

Anahtar Kelimeler: Sosyal Pazarlama, Doku ve Organ Bagisi, Dondr
Introduction

The foundations of the social marketing approach are based on studies conducted in the 1940s
and 1950s. The fact that social issues could also be marketed first took its place in the literature in 1952
with Wiebe's article titled "Merchandising Commodities and Citizenship on Television". The article
draws parallels between selling soap and promoting brotherhood, arguing that commercial marketing
techniques can also be effective in promoting social issues. (Wiebe, 1952).

“Social marketing refers to the analysis, planning, implementation, and evaluation of programs
designed through commercial marketing technologies to influence voluntary behaviors of target
audiences, thereby enhancing personal well-being and societal welfare.” This definition essentially
reflects the core characteristics of social marketing. First, it focuses on voluntary behavior change,
avoiding coercion and sanction. Second, it seeks to encourage and facilitate change (Houston &
Gassenheimer, 1987). Third, it employs the consumer research, market targeting, and marketing mix
techniques used in commercial marketing. Lastly, it emphasizes personal and societal benefits (Uner &
Bas, 2018).

With social marketing activities, behavioral change is attempted in the target group. In this
process, it uses marketing mix elements. It is tried to be explained with 8Ps, considering that the classical
marketing mix elements of product, price, distribution, and promotion will be insufficient in marketing
social issues. Public opinion, partnership, policy, and funding are added to the classical marketing mix
and it is formed with 8Ps (Eser & Ozdogan, 2006). Psychology, sociology, economics, and health
sciences benefit from social marketing while carrying out their activities. Health sciences use mixed
elements in issues such as combating tobacco, reproductive health, obesity, and organ donation, which
are among the issues of protecting and developing health.

Organ donation is the voluntary consent of a person to the use of their tissues and organs for the
treatment of other patients after their medical life ends (www.hastane.afsu.edu.tr). Alternatively, it refers
to the approval of a person whose life has ended medically to have their tissues and organs transplanted
to patients waiting for donation by their first-degree relatives. It is a health responsibility with its feature
of improving the quality of life and potentially saving lives (Daly, 2006). Despite the public perception
created and the increasing number of donors, there are very few deceased organs worldwide. The most
important reason for this is that although advancing pharmacology and technology have prepared the
environment for successful transplants, sufficient donations cannot be obtained from deceased donors.
(Guy & Aldridge, 2001). The lack of sufficient deceased donor donations drives people to despair, and
this situation increases organ donation from living donors. When the International Organ Donation and
Transplantation Report (2023) is examined, Tiirkiye ranks first in transplants from living donors.
Unfortunately, it has not been able to show the same success in deceased donors
(https://www.transplant-observatory.org/). In this case, it shows the inadequacy of studies on deceased
organ donation. It is thought that effective planned social marketing activities can help to overcome the
problem and achieve success. Do social marketing activities have an effect on the perception of organ
donation benefit? Which activity or activities can be more effective? Is the perception of benefit attitude
sufficient to affect the intention to donate organs? Do social marketing activities have an effect on the
target group's organ donation behavior? Our study will try to answer these questions.
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Conceptual Framework

The foundation of the social marketing concept was laid in the studies of scientists such as
Meendelsohn, Wiebe, Hyman, Lazrsfeld, Sheatsley and Merton in the 1940s and 1950s on social
psychology, public relations and advertising (Rothschild, 1997). However, the concept was not as
successful as commercial marketing in the years it was first introduced and Wiebe drew attention to this
situation in his article published in 1952. He emphasized that experts interested in marketing social
issues should act as if they were selling commercial goods and should approach social issues with the
commercial marketing process (Wiebe, 1952). The term social marketing was first used in the article
titled “Social Marketing: An Approach to Planned Social Change” published by Kotler & Zaltman
(1971). Following this, social marketing has continued to be used as a tool in overcoming problems that
concern society in many studies. According to the International Social Marketing Association (ESMA),
social marketing; It aims to integrate marketing strategies and activities with other approaches by non-
profit organizations to influence behaviors that will provide social benefit to individuals and societies.

Ethical principles lead social marketing activities. The theory perceives the state of competition
by researching the target audience and stakeholders. In order to achieve this, it uses fair, sustainable,
efficient, and effective change programs (Venturini, 2016). In order for the desired change to occur in
the target group, the situations affecting the problem must be clearly determined. If these are determined
and the social perception that a solution-oriented approach is created, reaching the goal becomes easier.
The win-win approach is valid in marketing studies that address social issues such as improving public
health, wearing seat belts and not driving under the influence of alcohol. However, in the case of
cadaveric (brain death) organ donation, while one of the parties loses his life, the other holds on to life
with the organ he donated. While it means holding on to life for a person waiting for an organ, it can
connote death for healthy individuals. For this reason, in social marketing activities to be carried out,
the society should be analyzed well and messages should be given that will prevent misunderstandings.

Organ donation; it is the decision of any individual to donate their tissue or organ while they are
alive or after their death for the purpose of transplanting to other individuals in need. Donor; is the
person who gives their tissue or organ to the patient in tissue or organ transplantation. Cadaveric donor
is the person who gives the tissue or organ of an individual who has medically lost his/her life to the
patient or patients in need. The living donor, known as the donor, is the person who gives a part of
his/her liver or kidney to a blood relative or, depending on the situation, any relative up to the fourth
degree who is allowed, without putting himself/herself at risk during his/her life (onkod.org.tr). Organ
transplantation can be defined as the replacement of a tissue or organ that cannot perform its function in
the body with a new one. It is one of the most complex and difficult yet well-established treatment
methods of modern medicine (Hansen et al., 2018). With this treatment, patients with chronic diseases
in the last stages of their lives can return to their quality of life (Mendes et al., 2012). It saves many lives
and also increases the quality of life (Jones et al., 2008). Patients waiting for organ transplantation are
perhaps forced to spend the most productive periods of their lives receiving treatment in hospital. This
situation affects the individual at the micro level and the society at the macro level. In the traditional
marketing approach, the market is the environment where exchange takes place in meeting desires and
needs. The community consisting of individuals and organizations tries to balance supply and demand
in this environment. The organ market is the market that brings together people who donate organs
(supply) and those who need organ transplants (demand). Achieving this balance also shows the
functioning of the market. There is an imbalance in the organ market in Tiirkiye (https://tonv.org.tr/).
The supply of organs is insufficient in the face of increasing demand. The effort made to increase this
supply is different from other markets. Systematic practices and regulations made at national and
international levels are also included in this process. In addition, exchange does not take place between
the recipient, donor and the donor's family. It is an extremely complex process that requires
understanding medical facts, psychological situations, moral and legal rules, and social factors (Dally,
2006). Social marketing activities address a wide range of issues in overcoming this social problem.

Social marketing campaigns are widely used today for purposes such as informing the society,
breaking down prejudices, and changing behavior. Individuals and organizations such as political
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leaders, civil society organizations, and association members benefit from educational-focused, action-
oriented, behavioral, and value-oriented social marketing activities for the purpose of targeted
behavioral change (Kotler, 2002, cited in: Argan, 2007). Although these activities are defined by
different names, they are interrelated activities. Support is also received from social marketing activities
in terms of increasing organ donation. Educational activities included in the content of social marketing
refer to eliminating misunderstandings of the target audience regarding the problem and informing them.
Activities carried out using visual and written educational materials such as brochures, posters,
advertisements, and public service announcements play an important role in eliminating the lack of
information in the society (Temel & Akinci, 2016). Various educational activities are organized for
organ donation in Tiirkiye. Cooperation with institutions and organizations increases the effectiveness
of these activities. The society is tried to be informed not only during the “Organ Donation Week” of
November 3-9 but also throughout the year. Support is received from communication channels such as
radio, television, written, and social media, etc. (Santas & Santas, 2018; https://tonv.org.tr.;
https://ankara.diyanet.gov.tr.).

Campaigns and organizational processes that are carried out and turned into action to make
donations to the target audience are shown as action activities (Argan, 2007). The aim of these activities
is to mobilize potential donors. Concerts, exhibitions, sports competitions, and contests are organized to
attract the attention of the society. In addition, events such as nature walks, tree planting organizations,
and registration of potential donors in these areas can be expressed as action activities
(https://www.tonv.org.tr.; https://bornovakultursanat.ktb.gov.tr.).

Behavioral activities are carried out to get the support of individuals or groups that are valued in
the society in turning the behavior of the target audience into action. and these activities carried out to
change the behaviors of the society are considered in two groups. The first is to reveal the change in
behavior of the target audience in solving the problems seen in a part of the society. The second is aimed
at changing the behavior of all individuals of the society. Here, in addition to commercial expectations,
there are benefit expectations of the society. Social marketing activities in the health sector aim to
change the social behavior (Temel & Akinci, 2016). The support of the statesmen for the organ donation
campaign is conveyed to the society through communication tools. In addition, the organ donation of
artists, athletes and opinion leaders who are perceived as role models in the society can be exemplified
within the scope of behavioral activities (Aydogdu, 2020).

Value-oriented activities within the social marketing activities are carried out to change all kinds
of information, attitudes, and beliefs that have been previously revealed and are not morally and ethically
correct. They are campaigns planned to change the reactionary ideas and attitudes of the target group
(Kotler, 2005, cited in: Argan, 2007). While trying to create trust and motivation with these activities,
emphasis is placed on individual power and will. It is done. In addition, positive messages such as love,
respect, social benefit, contribution to humanity, and sacrifice are also tried to be given. In campaigns
related to the protection and development of health, giving positive messages helps individuals to be
more motivated without being afraid and anxious (Chang & Leung, 2003). Sermons of religious figures
and educational speeches are value-oriented activities used to direct organ donation as a social
responsibility. Sharing the respect and gratitude felt for brain-dead donors with the society, the state
allocating high level of resources to provide fast and effective logistics of donated organs and not
charging a fee can be explained as value-oriented activities.

Objective

This study was conducted to investigate the effects of social marketing activities in literature
studies and practices related to organ donation on consumer behavioral change. To this aim, it was
investigated whether social marketing activities had an effect on perception of benefit, perception of
benefit on attitude, attitude on intention, and finally intention on organ donation behavior.
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Method

Social marketing is widely used in health services marketing due to its characteristics such as
focusing on change, being consumer-oriented using data, and adapting to the conditions required by
change and competition. The fact that social marketing affects the activities implemented or intended to
be implemented in the health sector is revealed by national and international studies. (Stead et al., 2007;
Bozpolat, 2015). The results obtained from health-related practices such as immunization, healthy and
balanced nutrition, combating obesity, directing to physical exercises, awareness of the harms of
smoking, and increasing organ donation show that social marketing activities can be effective in creating
behavioral changes in the target audience (Evans et al., 2011). The research was conducted with
individuals over the age of 18 residing in the central districts of Izmir. Data were collected using the
survey method. The scale includes items related to social marketing activities and strategies that may
influence organ donation behavior. The questionnaire was developed based on educational, behavioral,
action-oriented, and value-oriented activities described by Kotler and Lee (2005). The statements were
created with expert opinion by using articles and theses encountered in national and international articles
and theses. For the benefit perception, intention and behavior variables, the scale developed by Yeung,
Kong, Lee (2000) and for the attitude variable, the scale developed by Cosse and Weisenberger (2000)
was employed.

Research Hypotheses

The hypotheses of our study investigating the role of social marketing activities in increasing
organ donation can be listed as follows:

H;: Social marketing activities affect the perception of benefit of organ donation.

H,: Educational social marketing activities affect the perception of benefit of organ donation.
Hs: Behavioral social marketing activities affect the perception of benefit of organ donation.

Ha: Action social marketing activities affect the perception of benefit of organ donation.

Hs: Value-oriented social marketing activities affect the perception of benefit of organ donation.
Hg: Perception of benefit of organ donation affects attitude.

H7: Attitude towards organ donation affects intention.

Hg: Intention to organ donation affects donation behavior.

The research model created to show the effect of social marketing activities on perception of
benefit, benefit on attitude, attitude on intention and finally intention on behavior change in increasing
organ donation is schematized in Figure 1.

He .
/Social Marketing Activities\ H, Attitude ]

Perception of Benefit
Educational Activities H,
Behavioral Activities Hj H;
Action Activities H A 4
Value Oriented Activities [ Intent ]
\ 4

Organ Donation
Behavior

Figure 1. Research Model
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Population and Sample

Izmir is the province with the highest tissue and organ donation rate in Tirkiye
(https://organkds.saglik.gov.tr). This feature was effective in determining the research population.
According to TUIK (2018) data, the population of Izmir is 4320519 people. It has 11 central districts.
The number of people residing in the central districts is 2917000. As expressed in Figure 2, the research
sample population was calculated with an error rate of 0.3. Finally, a total of 1111 people aged 18 and
over residing in the central districts of Izmir were selected using the simple random sampling method
and the research was conducted.

(pxq)xz* (0,5x0,5)x2> 1

n= = =

E? 0,032 0,0009

= 1111

Figure 2. Calculation of Research Sample

The distribution of the participants in the study according to demographic variables is shown in
Table 1.
Table 1. Distribution of Participants According to Demographic Variables

. Sample . . .
Variable Groups Quantity Variables Sample Groups Quantity
18-24 203 Woman 514
Gender
25-31 220 Man 597
Age
32-38 270 Reader - Writer 29
39-44 212 Primary Education 107
Working 837 Eds‘g‘t‘;‘s"“ High school 357
Working .
Status No working 203 Undergraduate 529
Retired 71 Graduate 89

According to Table 1; it can be stated that the participants are distributed homogeneously in terms
of age and gender. The vast majority of the participants work in a job that generates income. It can be
stated that each group is represented in terms of educational status.

Findings

The data obtained within the scope of the research were analyzed using the IBM SPSS program.
In the analyses performed, Kaiser Meyer Olkin (KMO) and Bartlett tests were first applied to determine
the suitability of the data for factor analysis. After it was seen that the data were suitable for factor
analysis (KMO=.931; Bartlett test=26781.018; p=.000), it was subjected to factor analysis. The factor
loadings that emerged according to the analysis findings are shown in Table 2.
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Table 2. Distribution of the Role of Social Marketing in Increasing Organ Donation Scale to
Factors and Loadings

Factor
1 2 3 4 5 6 7
Item

Social Marketing A.

Educational 1 731

Educational 2 778

Educational 3 707

Educational 4 .739

Educational 5 .634

Behavioral 1 .827

Behavioral 2 .885

Behavioral 3 .830

Behavioral 4 .806

Behavioral 5 .879

Behavioral 6 .837

Operational 1 .597

Operational 2 .669

Operational 3 .677

Operational 4 .680

Operational 5 .636

Value Oriented 1 .326
Value Oriented 2 723
Value Oriented 3 788
Value Oriented 4 785
Value Oriented 5 .604
Perception of Benefit

Perception of Benefit 1 710
Perception of Benefit 2 783

Perception of Benefit 3 788
Perception of Benefit 4 .634
Perception of Benefit 5 574

Attitude

Attitude 1 .701

Attitude 2 .520

Attitude 3 .507

Attitude 4 .865
Attitude 5 .854
Intent

Intent 1 778

Intent 2 .819

Intent 3 .832

Behaviour

Behaviour 1 .806

Behaviour 2 757

According to Table 2; it is seen in the analysis findings that the research variables are distributed
in 7 factors. The items 4 and 5, which are the attitude variable control questions of the research, are
distributed in separate factors.
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After the factor analysis; correlation analysis was applied to determine the strength and direction
of the relationship between social marketing activities and sub-dimensions aimed at increasing organ
donation and the perception of benefit. The correlation matrix for these variables is as stated in Table 3.

Table 3. Findings of Correlation Analysis on the Relationship Between Social Marketing
Activities and Their Sub-Dimensions and Perception of Benefit

Correlation Analysis

Variable
Mean SD 1 2 3 4 5 6
1. Perception of Benefit 434 0.68 -
2. Social Marketing A. 4.20 0.62  .52%* -
3. Educational S.M.A. 432 0.66  .A47**  T6** -
4. Action S.M.A. 3.81 1,10 .30** 82%* 39%* -
5. Behavioral S.M.A. 4.30 0.66  .48** J19%* .63%* A43%* -
6. Value Oriented S.M.A. 4.43 0.62  .50** 76%%* S58%* A1%* 65%* -

**Sig. < 0.01;n=1111

According to Table 3, a strong and positive linear relationship was determined between social
marketing activities and perceived benefit. When examining the findings between the sub-dimensions
of social marketing activities and perceived benefit, a strong and positive relationship was observed
between value-oriented social marketing activities and perceived benefit. On the other hand, there was
a positive and moderately strong relationship between educational, behavioral, and action-oriented
social marketing activities and perceived benefit.

The correlation matrix constructed to determine the direction and level of the relationship between
perceived benefit and attitude variables toward organ donation is as presented in Table 4.

Table 4. Correlation Analysis Findings on the Relationship
Between Perception of Benefit and Attitude

Correlation Analysis

Variable
Mean SD 1
1. Attitude 4.12 0.77 -
2. Perception of Benefit 4.34 0.68 .509%**

*kp < 0.01;n=1111
According to Table 4; it has been determined that there is a strong and direct relationship between
the perception of benefit and attitude.

The correlation matrix made to determine the strength and direction of the relationship between
organ donation attitude and intention is as expressed in Table 5.

Table 5. Correlation Analysis Results of the Relationship Between
Attitude and Intention

Correlation Analysis

Variable
Mean SD 1
1. Intent 39 0.98 -
2. Attitude 4.12 0.77 .509%**

*tp < 0.01;n=1111
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According to Table 5; it is seen that there is a strong and direct relationship between attitude and
intention.

A correlation analysis was applied to determine the direction and strength of the relationship
between intention and organ donation behavior. The correlation matrix for these variables is as stated in
Table 6.

Table 6. Correlation Analysis Findings on the Relationship Between
Intention and Organ Donation Behavior

Correlation Analysis

Variable
Mean SD 1
1. Behaviour 3.49 1.00 -
2. Intent 3.9 0.98 744%**

*tp < 0.01;n=1111

According to Table 6; it was determined that there is a strong and direct relationship between
intention and organ donation behavior.

Regression analysis was applied to determine the effect of social marketing activities and sub-
dimensions aimed at increasing organ donation on the perception of benefit. The analysis findings are
summarized in Table 7.

Table 7. Summary of Regression Analysis Findings to Determine the Effect of Social
Marketing Activities and Their Sub-Dimensions on Perception of Benefit
Dependent

. 2 .

Independent Variable Variable R R Beta (B) SE F Sig.
Social Marketing A. 0.52 0.27 0.552 0.579 42043  0.00*
Educational S.M.A. , 0.47 0.22 0.475 0.599  322.76  0.00*
Action S.M.A Perception 0.30 0.09 0.303 0.648 111.95  0.00*

ction >.IVILA. OfBeneﬁt . . . . . .
Behavioral S.MLA. 0.48 0,23 0.486 0.595  343.05  0.00*
Value Oriented S.M.A. 0.51 0.26 0.509 0.583  401.59  0.00*

*Sig.< 0.05;n=1111

According to the findings of the multiple regression analysis in Table 7, it is seen that the effect
of social marketing activities on benefit perception is positive and statistically significant (F=420.43;
p<.05). It can be stated that 27% of the change in the perception of benefit of organ donation is due to
social marketing activities. According to the Beta (B) coefficient, it can be stated that a one-unit standard
deviation increase in social marketing activities may cause a 55.2% increase in benefit perception.
According to the findings of the regression analysis, the hypothesis “H; Social marketing activities affect
the perception of benefit of organ donation” is ACCEPTED. The analysis findings show that the effect
of educational activities on benefit perception is positive and statistically significant (F=322.76; p<.05).
The 22% change in benefit perception can be explained by educational activities. According to the Beta
(B) coefficient, it can be stated that a one-unit standard deviation increase in educational activities causes
a 47.5% increase in benefit perception. According to the findings of the regression analysis, the
hypothesis “H, Educational social marketing activities affect the perception of benefit of organ
donation” is ACCEPTED. It is observed that behavioral activities affect the perception of benefit
positively and statistically significantly (F=111.95; p<.05). 9% change in benefit perception can be
explained by behavioral activities. According to the beta () coefficient, it is seen that a one-unit standard
deviation increase in educational activities may cause a 30.3% increase in benefit perception. According
to the findings of the regression analysis, the hypothesis “Hs Behavioral social marketing activities affect
the perception of benefit of organ donation” is ACCEPTED. It can be stated that operational activities
affect the perception of benefit significantly and positively (F=343.05; p<.05). 23% change in benefit
perception can be explained by operational activities. According to the beta () coefficient; it is seen
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that a one-unit standard deviation increase in operational activities can cause a 48.6% increase in benefit
perception. According to the regression analysis findings, the hypothesis “Hs Operational social
marketing activities affect the perception of benefit of organ donation” is ACCEPTED. It is observed
that value-oriented activities have a positive and statistically significant effect on benefit perception
(F=401.59; p<.05). 26% change in benefit perception can be explained by value-oriented activities.
According to the beta (B) coefficient, it can be stated that a one-unit standard deviation increase in value-
oriented activities can create a 50.9% increase in benefit perception. According to the regression analysis
findings, the hypothesis “Hs Value-oriented social marketing activities affect the perception of benefit
of organ donation” is ACCEPTED.

Simple regression analysis was conducted to determine the effects of perception of benefit on
attitude, attitude on intention, and intention on organ donation behavior. The findings obtained as a
result of the analysis are summarized in Table 8.

Table 8. Summary of Regression Analysis Findings to Determine the Effect Between
Perception of Benefit, Attitude, Intention and Behavior
Independent Dependent R Beta

Variable Variable R’ B) SE F Sig.
Perception of Benefit Attitude 0,50 0.25 0,509 0.66 387.19 0.000%*
Attitude Intent 0.50 0.25 0.509 0.84 387.50 0.000%*
Intent Behaviour 0,69 0.48 0.744 0.73 1022.23  0.000*

*Sig.<0.05;n=1111

According to the analysis findings in Table 8§, it is seen that the effect of benefit perception on
attitude is positive and significant (F=387.19; p<.05). 25% of the change in attitude is explained by
benefit perception. According to the calculated Beta () coefficient, it is seen that a one-unit standard
deviation increase in benefit perception will cause a 50.9% increase in the standard deviation of attitude.
According to the regression analysis findings, the hypothesis “Hs Organ donation benefit perception
affects attitude” is ACCEPTED. It is seen that the effect of attitude on intention is positive and
statistically significant (F=387.5; p<.05). 25% of the change in intention is explained by attitude.
According to the calculated Beta (B) coefficient, it is seen that a one-unit standard deviation increase in
attitude will cause a 50.9% increase in the standard deviation of intention. According to the regression
analysis findings, the hypothesis “H; Organ donation attitude affects intention” was ACCEPTED. The
effect of intention on behavior was observed to be positive and significant (F=1022;23; p<.05). 48% of
the change in attitude is explained by behavior. According to the calculated Beta (p) coefficient, it is
seen that a one-unit standard deviation increase in intention will cause a 74.4% increase in the standard
deviation of behavior. According to the regression analysis findings, the hypothesis “Hg Organ donation
intention affects donation behavior” was ACCEPTED.

Discussion

Patients who have to wait a long time for permanent treatment due to organ donation shortages
may lose their lives. Organ donation of individuals who have suffered brain death plays a key role in
overcoming the problem. Accordingly, an organ transplant donor can donate 2.9 organs. With the
developments in knowledge and technology, this rate increases to 8 if organs such as the heart, liver and
pancreas are suitable for transplantation. In case of a suitable organ transplant, 30.8 years of life can be
added to the life of the recipient (Schnitzler et al., 2005). In Tiirkiye, studies in the field of health
sciences, developments in technology, and the increase in the quality of care have a positive effect on
the success of organ transplants. However, when national and international reports are examined; the
number of living donors who donate organs in Tiirkiye is higher than the donations made from deceased
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donors (www2.tbmm.gov.tr/). This situation demonstrates people's desperation. Social marketing
activities can be used to raise awareness of organ donations to minimize the negative effects of organ
transplant shortages.

This study was conducted to determine the role of social marketing activities aimed at increasing
organ donation. Analyses were conducted regarding the effects of social marketing activities included
in our research on organ donation behavior. As stated in the research model, the effects of social
marketing activities on the perception of benefit, the perception of organ donation benefit on attitude,
attitude on intention and finally the intention on organ donation behavior were tried to be revealed with
the applied analyses.

The analysis findings revealed a significant and positive relationship between social marketing
activities and the perceived benefit of organ donation, which was presented as the primary hypothesis
within the scope of our research. Educational, behavioral, action, and value-oriented social marketing
activities were found to significantly and positively affect the perceived benefit of organ donation.
Value-oriented activities were found to have a strong and similar effect on the perception of benefit,
while educational, behavioral, and action social marketing activities were found to have a positive and
moderate effect on the perception of benefit. The findings of the analysis conducted to determine the
effect of organ donation benefit perception on attitude revealed a significant and positive effect of
benefit perception on attitude. In determining the effect of organ donation attitude on intention, attitude
has a significant and positive effect on intention. Similar findings emerged in the analyses conducted to
determine the effect of organ donation intention on behavior. This effect is positive and significant. The
hypotheses we formulated within the scope of the research were accepted. It can be stated that social
marketing activities, used to overcome many social problems, can also lead to positive behavioral
change when used effectively in the case of organ donation shortages.

The studies on social marketing activities in the literature and the results obtained within the scope
of our research can be discussed. Accordingly; Erol (2017) stated in his study that the target was to reach
25000 organ donors in 2015-2016. It is stated that for this purpose, campaigns were carried out by the
Ministry of Health and various non-governmental organizations using public service announcements,
posters, and brochures. In addition, it was stated that digitalization and social media created a difference
in sharing information, announcements, and public service announcements. It can be stated that this
study has a supporting structure in terms of reaching the target group and creating a perception of benefit
for educational social marketing activities. Kaplan (2020) found that social marketing activities have a
significant effect on attitude and perceived behavioral control in his study on blood donation and social
marketing. In our study, it was also revealed in the analysis findings that perception of benefit
significantly and positively affected attitude and behavior. According to the study conducted by
Akdogan et al. (2012) on the effect of social marketing campaigns on consumers' attitudes and thoughts;
it is stated that including famous people will increase interest. In our study, it was revealed through
analyses that behavioral activities affect the perception of benefit in the same direction and with medium
strength.

When the studies on organ donation are examined; Argan (2007) stated that 53% of the
participants consisting of university students intended to donate and 36.7% were undecided in their
study. Vicdan et al. (2011) stated that 51.8% of the participants were considering donating their organs,
while 40.6% were undecided about organ donation. Mithra et al. (2013) stated that 59.6% were willing
to donate organs. Alhussain et al. (2018) stated that 68.1% of them wanted to donate their organs if they
had brain death. In this study, 79.9% of them agreed and 17.8% of them did not have an opinion when
the statement “I am considering donating my organs” was used to measure behavior. Considering the
years of the studies conducted and the effectiveness of the campaigns conducted in this process, it can
be said that there has been an increase in organ donation intention. In Argan's (2007) study, only 1.5%
of the participants stated that they were organ donors, while 33.5% of the participants in our study stated
that they had officially donated organs. While the expansion of the range of social marketing activities
is important in turning organ donation intention into behavior, the social awareness of the people living
in Izmir regarding organ and tissue donation may also be effective.
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In our study, 74.9% of the participants (29% Agree and 45.9% Strongly Agree) gave a positive
response as “I am thinking of donating my organs”, while 33.5% of the participants who were thinking
of donating organs did not officially turn their intention into behavior. This situation is also supported
by our study. It can be stated that well-planned and organized social marketing programs are needed to
increase the perception of the benefits of organ donation and to direct the society to become a registered
organ donor.

Conclusion

The inadequate supply of organ donations is a significant health and social problem in Tiirkiye,
as it is worldwide. The expected end result is to reduce the number of living donors by increasing the
supply of organs from brain-dead donors. This study was conducted to examine the effects of social
marketing activities on awareness, attitudes, intentions, and behaviors regarding tissue and organ
donation. The findings of the study reveal that social marketing activities positively and significantly
impact individuals' awareness of organ donation. Value-oriented activities, in particular, have been
found to contribute to creating a perception of benefit.

Organ donation is a complex process that requires a holistic evaluation of the factors influencing
individual decision-making processes. Social awareness and a sense of responsibility need to be
developed to increase donations. Value-oriented social marketing activities, in particular, strengthen
donors' intention to become donors. However, executing an organ donation campaign in conjunction
with other social marketing activities will increase the perceived benefit.

In conclusion, social marketing activities play a crucial role in increasing individuals' awareness
of tissue and organ donation, breaking social prejudices, and encouraging donation behavior. To ensure
the continuity of the achieved impact, campaigns must be based on scientific foundations and planned
with a multi-stakeholder and long-term perspective that takes cultural values into account.

Recommendations

The study was conducted in Izmir, the province with the highest tissue and organ donation rates.
Considering the effects of socio-demographic and cultural differences on individuals' behavioral
changes, it can also be conducted in provinces with different characteristics. Activators that motivate
and direct people to behavior may differ. For this reason, activities that will affect the target group should
be determined and campaigns should be carried out. When the literature is examined, it is seen that the
number of social marketing studies on organ donation is low. It can be stated that the majority of the
studies on this subject are carried out with the participation of university students. Since organ donation
is a subject that affects the society in general, target groups can be differentiated and campaign planning
can be directed. Access to information is easier in the changing world with digitalization. However,
electronic resources should be controlled in terms of accessing accurate information. Researchers can
investigate the effect of digital tools and equipment in creating a perception of the benefit of organ
donation and directing behavior. Governments can determine policies that facilitate organ donation and
transplantation.
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TURKCE SURUM
Giris
Sosyal pazarlama yaklagimmin temelleri 1940 - 1950°li yillarda yapilan c¢aligmalara
dayanmaktadir. Sosyal konularin da pazarlanabilecegi ilk kez 1952 yilinda Wiebe’nin “Merchandising
Commodities and Citizenship on Television” isimli makalesi ile alan yazininda yerini almstir.
Makalede sabun satis1 ile kardesligi tesvik etme arasinda benzerlikler kurularak, ticari pazarlama

tekniklerinin toplumsal konularin basariya ulasmasinda da etkili olabilecegi savunulmustur. (Wiebe,
1952).

“Sosyal pazarlama, ticari pazarlama teknolojilerinin, hedef kitlelerin goniillii davranislarini
etkilemek i¢in tasarladiklar1 programlarin analizini, planlanmasini, yiiriitiilmesini ve degerlendirilmesini
yaparak bireylerin kisisel refahin1 ve toplumun iyiligini arttirmaktir”. Yapilan bu tanim aslinda, sosyal
pazarlamanin temel oOzelliklerini gostermektedir. Birincisi, goniillii davranis degisikligine
odaklanmaktadir, bunu gergeklestirirken kisileri zorlamaz ve yaptirim uygulamaz. Ikincisi degisimi
tesvik etmeye ¢alismaktadir (Houston & Gassenheimer, 1987). Ugiincii olarak; ticari pazarlamada yer
alan tiiketicinin pazar arastirmasi, pazara yonelik hedeflenme ve pazarlama karmasi tekniklerini
kullanmaktadir. Son olarak da, kisisel ve toplumsal fayda iizerine durmaktadir (Uner & Bas, 2018).

Sosyal pazarlama faaliyetleriyle hedef grupta davrams degisikligi gerceklestirilmeye ¢alisilir. Bu
stirecte pazarlama karmasi elemanlarini kullanir. Klasik pazarlama karmasi elamanlar1 olarak belirtilen
iiriin, fiyat, dagitim ve tutundurmanin sosyal konular pazarlanmasinda yetersiz kalacag diisiincesiyle
8P ile agiklanmaya c¢alisilmaktadir. Klasik pazarlamas1 karmasina kamuoyu, ortaklik, politika ve fon
saglamada eklenerek 8P ile olusturmaktadir (Eser & Ozdogan, 2006). Psikoloji, sosyoloji, iktisat ve
saglik bilimleri faaliyetlerini yiiriitirken sosyal pazarlamadan yararlanmaktadir. Bunlardan saglik
bilimleri sagligin korunmasi ve gelistirilmesi konularindan tiitiinle miicadele, tireme sagligi, obezite,
organ bagis1 gibi konularda karma elemanlarmi kullanir.

Organ bagisi, bir kisginin kendi iradesi ile tibben yasami sona erdikten sonra doku ve organlarinin
bagka hastalarin tedavisi i¢in kullanilmasina izin vermesidir (www.hastane.afsu.edu.tr). Ya da tibben
yagami sona eren bir kisinin birinci derece yakinlar tarafindan doku ve organlarinin bagis bekleyen
hastalara nakil edilmesi i¢in onay verilmesidir. Yasam kalitesini yiikseltme ve potansiyel olarak hayat
kurtarma 6zelligiyle bir saglik sorumlulugudur (Daly, 2006). Olusturulan kamu algis1 ve artan bagisgt
sayilarina ragmen, diinya capinda sayica ¢ok az kadeverik organ vardir. Bunun en 6nemli nedeni,
ilerleyen farmakoloji ve teknolojinin basarili nakillere ortam hazirlamasina ragmen kadeverik donérden
yeterli bagis alinamamasidir. (Guy & Aldridge, 2001). Yeterli kadeverik donor bagisinin olmamasi
insanlar garesizlige yoneltmekte bu durum da canli donérden organ bagisini artirmaktadir. Uluslararasi
Organ Bagis1 ve Nakli Raporu (2023) incelendiginde, Tiirkiye canli vericiden gergeklesen nakillerde ilk
siralarda yer almaktadir. Maalesef kadeverik donér konusunda aymi basariyr gosterememistir
(https://www.transplant-observatory.org/). Bu durumda kadeverik organ bagisi konusunda ¢aligmalarin
yetersizligi gostermektedir. Etkili planlanmig sosyal pazarlama faaliyetleri sorunun asilmasinda ve
basartya ulagsmada yardimci olabilecegi diistiniilmektedir. Sosyal pazarlama faaliyetlerinin organ bagist
fayda algisina etkisi var midir? Hangi faaliyet ya da faaliyetler daha etkili olabilir? Fayda algis1 tutumu,
tutum organ bagist niyetini etkilemede yeterli midir? Sosyal pazarlama faaliyetlerinin hedef grubun
organ bagist davranigi lizerinde etkisi varmidir? Calismamizda bu sorulara cevap verilmeye
caligilacaktir.

Kavramsal Cerceve

Sosyal pazarlama anlayisinin temeli; Meendelsohn, Wiebe, Hyman, Lazrsfeld, Sheatsley ve
Merton gibi bilim insanlarinin 1940 ve 1950 yillarindaki sosyal psikoloji, halkla iligkiler ve reklama
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yonelik caligmalarinda atilmaktadir (Rothschild, 1997). Ancak anlayis ilk ¢iktig1 yillarda ticari
pazarlama kadar basarili olamamis ve Wiebe 1952 yilinda yayinladigi makalesi ile bu duruma dikkat
¢ekmistir. Sosyal konularin pazarlanmasiyla ilgilenen uzmanlarin ticari mal satisinda bulunuyormus gibi
hareket etmeleri gerektigi ve ticari pazarlama siireci ile sosyal konulara yaklagsmalar gerektigini
vurgulamistir (Wiebe, 1952). Sosyal pazarlama terimi ise; ilk kez Kotler & Zaltman’in (1971)
yayinladiklar1 “Sosyal Pazarlama: Planli Sosyal Degisime Yaklagim* isimli makalede kullanilmustir.
Bunu takiben, pek ¢ok arastirmada sosyal pazarlama toplumu ilgilendiren sorunlarin agilmasinda arag
olarak kullanilmaya devam etmektedir. Uluslararas1 Sosyal Pazarlama Dernegi’ne gére (ESMA) sosyal
pazarlama; kar amaci giitmeyen kuruluslar tarafindan bireylerin ve toplumlarin, toplumsal fayda
saglayacak davranislari etkilemek i¢in pazarlama strateji ve faaliyetlerini kullanarak, diger yaklagimlarla
biitiinlestirmeyi hedeflemektedir.

Sosyal pazarlama faaliyetlerine etik ilkeler onciililk yapar. Kuram, hedef kitle ve paydaslar
arastirarak rekabetin durumunu algilar. Bunu saglamak i¢in de adil, siirdiiriilebilir, verimli ve etkin
degisim programlarini kullanir (Venturini, 2016). Hedef grup {izerinde istenilen degisimin
gergeklesebilmesi i¢in probleme etki eden durumlarin agikga belirlenmesi gerekir. Bunlar belirlenip,
¢ozlim odakli yaklasildigina yonelik toplumsal algi yaratilir ise hedefe ulasim kolaylasir. Toplum
saglhigim gelistirme, emniyet kemeri takma, alkollii ara¢ kullanmama gibi sosyal konular ele alan
pazarlama calismalarinda kazan kazan yaklasimi gecerli olmaktadir. Ancak kadeverik (beyin 6limii
gerceklesmesi) organ bagisi konusunda taraflardan birisi hayatin1 kaybederken digeri onun bagislamis
oldugu organ ile hayata tutunmaktadir. Organ bekleyen bir kisi i¢in hayata tutunma anlamina gelmekte
iken, saglikli bireylerde oliim g¢agrisimi yapabilmektedir. Bu nedenle yapilacak sosyal pazarlama
faaliyetlerinde toplum iyi analiz edilerek, yanlis anlagilmalarin 6niine gegecek mesajlar verilmelidir.

Organ bagis1; herhangi bir bireyin doku ve/ya organini yasarken ya da oliimiinden sonra ihtiyaci
olan baska bireylere nakletmek amaciyla bagiglama kararini vermesidir. Verici (donor); doku ve/ya
organ naklinde hastaya doku ve/ya organini veren kisidir. Kadaverik dondr, tibben hayatini kaybetmis
bireyin doku ve/ya organim ihtiya¢ duyulan hasta ya da hastalara veren kisidir. Dondr olarak bilinen
canli verici, yasaminda kendini riske atmayacak sekilde karacigerinin bir kismim ya da bobregini kan
ve duruma gore de kaym bagi olan dordiincii dereceye kadar miisaade edilen herhangi bir yakinina veren
kisidir (onkod.org.tr). Organ nakli yeterince viicutta gorevini gerceklestiremeyen doku ve/ya organin
yenisi ile degistirilmesi olarak iafade edilebilir. Modern tibbin hem en karmasik ve zor hem de iyi
kurulmusg tedavi yontemlerinden birisidir (Hansen vd., 2018). Bu tedaviyle yasaminin son evresinde
kronik hastaliklara sahip olan hastalar, tekrardan yasam kalitelerine doniis yapabilirler (Mendes vd.,
2012). Bir¢ok hayat1 kurtarirken ayn1 zamanda yasam kalitesini artirmaktadir (Jones vd., 2008). Organ
nakli bekleyen hastalar belki de hayatlarimin en verimli donemlerini hastanede tedavi alarak gegirmek
zorunda kalmaktadirlar. Bu durum mikro diizeyde bireyi, makro diizeyde de toplumu etkilemektedir.

Geleneksel pazarlama anlayisinda pazar, istek ve ihtiyacin karsilanmasinda miibadelenin
gergeklestigi ortamdir. Kisiler ve orgiitlerden olusan topluluk, bu ortamda arz ve talebi dengelemeye
caligirlar. Organ pazari ise organ bagisinda bulunan (arz) ve organ nakline ihtiyaci olan (talep) kisileri
biraraya getiren pazardir. Bu dengenin saglanmasi, pazarin isleyisini de gostermektedir. Tiirkiye’de
organ pazarinda dengesizlik s6z konusudur (https://tonv.org.tr/). Gittikge artan talep karsisinda organ
arz1 yetersiz kalmaktadir. Bu arzin artirilmasi i¢in gosterilen ¢aba diger pazarlardan farklidir. Ulusal ve
uluslararas1 diizeyde yapilan sistematik uygulamalar ve diizenlemeler de bu siirecin igerisine
girmektedir. Ayrica alici, verici ve dondriin ailesi arasinda miibadele gerceklesmez. Tibbi olgular,
psikolojik durumlar, ahlak, yasal kurallar ve sosyal faktorlerin anlagilmasimi gerektiren son derece
karmagik bir siirectir (Dally, 2006). Bu toplumsal sorunun asilmasinda sosyal pazarlama faaliyetleri
genis bir yelpazede konuyu ele almaktadir.

Toplumu bilgilendirmek, 6nyargilar1 yikmak ve davranig degisikligi gibi amaglarla gliniimiizde
sosyal pazarlama kampanyalar1 yaygin bir sekilde kullanilmaktadir. Siyasi liderler, sivil toplum
organizasyonlari, dernek iiyeleri gibi kisi ve orgiitler, hedeflenen davranis degisikligi amaciyla egitici
odakli, eylemsel, davranigsal ve deger yonlii sosyal pazarlama faaliyetlerinden faydalanmaktadir
(Kotler, 2002, akt: Argan, 2007). Bu faaliyetler her ne kadar farkli isimlerle tanimlansa da birbiri ile
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iligkili faaliyetlerdir. Organ bagisin1 artirma konusunda da sosyal pazarlama faaliyetlerinden destek
alinmaktadir.

Sosyal pazarlamanin iceriginde yer alan egitici faaliyetler, problemle ilgili hedef kitlenin yanlis
anlagilmalarini gidermeyi ve bilgilendirilmesini ifade eder. Brosiir, afis, ilan, kamu spotu gibi gorsel ve
yazili egitsel materyaller kullanilarak yapilan faaliyetler, toplumun bilgi eksikliklerinin giderilmesinde
onemli rol oynar (Temel & Akinci, 2016). Tiirkiye’de organ bagisina yonelik cesitli egitsel faaliyetler
diizenlenmektedir. Bu faaliyetler diizenlenirken kurum ve kuruluslarla isbirligi yapilmas: etkinligini
artirmaktadir. Sadece 3 - 9 Kasim Organ Bagis Haftasi”nda degil y1l genelinde toplum bilgilendirilmeye
calisilmaktadir. Radyo, televizyon, yazili ve sosyal medya vb. iletisim kanallarindan destek alinmaktadir
(Santas & Santas, 2018; https://tonv.org.tr.; https://ankara.diyanet.gov.tr.).

Hedef kitleye bagista bulunmaya yonelik olarak yapilan ve eyleme doniistiiriilen kampanya ve
organizasyonel siirecler eylemsel faaliyetler olarak kendisini gosterir (Argan, 2007). Bu faaliyetlerin
amaci, potansiyel vericileri eyleme gegirmektir. Toplumun dikkat cekmek icin konserler, sergiler, spor
miisabakalar1 ve yarigmalar diizenlenmektedir. Ayrica doga yiiriiyiisleri, fidan dikme organizasyonlari
gibi etkinlikler ve bu alanlarda potansiyel donorlerin kayitlariin yapilmasi eylemsel faaliyetler olarak
ifade edilebilir (https://www.tonv.org.tr.; https://bornovakultursanat.ktb.gov.tr.).

Davranigsal faaliyetler, hedef kitlede davranisi eyleme donistiirmede toplumda deger verilen
birey ve/ya gruplarin destegini almak i¢in yapilir. Bireyin ve toplumun davraniglarini degistirmek
amaciyla yapilan bu faaliyetler iki grupta ele alinmaktadir. Birincisi; toplumun bir kisminda goriilen
problemlerin ¢ziimlenmesinde hedef kitledeki davranisin degisikligini ortaya ¢ikarmaktir. Ikincisi ise,
toplumun tiim fertlerindeki davranisin degistirilmesine yoneliktir. Burada, ticari beklentilerin yani sira
toplumun fayda beklentileri bulunmaktadir. Saglik sektoriindeki sosyal pazarlama faaliyetleri,
toplumsal davranis degisikligini amaglamaktadir (Temel & Akinci, 2016). Devlet biiyiiklerinin organ
bagis kampanyasina destegi iletisim araclariyla topluma ulastirilmaktadir. Ayrica toplumda rol modeli
olarak algilanan sanat¢i, sporcu ve kanaat Onderlerinin organ bagisinda bulunmasi da davranigsal
faaliyetler kapsaminda 6rneklendirilebilir (Aydogdu, 2020) .

Sosyal pazarlama faaliyetleri icerisinde yer alan deger yonlii etkinlikler, daha &nce ortaya
cikarilmis olan, ahlaki ve etik agidan dogrulugu olmayan her tiirlii bilgi, tutum ve inanglar1 degistirmek
icin yapilir. Hedef grubun gerici fikir ve tutumlarinin degistirilmesine yonelik planlanan kampanyalardir
(Kotler, 2005, akt: Argan, 2007). Bu faaliyetler ile gliven ve motivasyon olusturulmaya caligilirken,
bireysel gii¢ ve iradeye vurgu yapilir. Ayrica, sevgi, saygi, toplumsal fayda, insanlia katki, fedakarlik
gibi olumlu mesajlar da verilmeye ¢alisilir. Sagligin korunmasi ve gelistirilmesiyle ilgili kampanyalarda,
olumlu mesajlarin verilmesi bireylerin korku ve endiseye kapilmadan daha fazla motive olmalarina
yardimc1 olur (Chang & Leung, 2003). Din adamlarimin vaaz ve hutbeleri, egitici konusmalar1 sosyal
sorumluluk olarak organ bagisina yonlendirmede kullanilan deger yonlii faaliyetlerdir. Beyin 6liimii
gerceklesmis vericiye duyulan saygi ve minnetin toplumla paylasilmasi, devletin bagislanan organlarin
hizl1 ve etkin lojistigini saglanmada st diizeyde kaynak tahsis etmesi ve {icret talep etmemesi deger
yonlii faaliyetler igerisinde agiklayabilir.

Amag

Bu caligma, organ bagisi ile ilgili literatlir caligmalar1 ve uygulamalarindaki sosyal pazarlama
faaliyetlerinin tiiketicilerin davranis degisikligine olan etkisini arastirmak amaciyla yapilmistir. Buna
yonelik olarak; sosyal pazarlama faaliyetlerinin fayda algisina, fayda algisinin tutuma, tutumun niyete
ve son olarak da niyetin organ bagisi davranisina etkisinin olup olmadig arastirilmistir.

Yontem

Sosyal pazarlamanin degisime odaklanmasi, verileri kullanarak tiiketici yonelimli olmasi,
degisim ve rekabetin gerektirdigi kosullara uyum saglanmasi gibi niteliklerinden dolay1 siklikla saglik
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hizmetleri pazarlamasinda kullanilmaktadir. Sosyal pazarlamanin saglik sektoriinde uygulanan ya da
uygulanmak istenenen faaliyetleri etkileme durumu ulusal ve uluslararasi yapilan ¢aligmalarla ortaya
konulmaktadir. (Stead vd., 2007; Bozpolat, 2015). Bagisiklama, saglikli ve dengeli beslenme, obeziteye
kars1 miicadale, fiziksel egzersizlere yonlendirme, sigaranin zararlarinin farkindaligi, organ bagisinin
artirilmasi gibi sagligi ilgilendiren uygulamalardan elde edilen sonuglar, sosyal pazarlama faaliyetlerinin
hedef kitlede davranis degisikligi meydana getirmede etkili olabildigini gostermektedir (Evans vd.,
2011).

Aragtirma Izmir ilinin merkez ilgelerinde ikamet eden 18 yas iizerindeki bireylerle yapilmistir.
Anket teknigi kullamilarak verilerin toplanmistir. Arastirmanin Olgegi, organ bagisi davranigini
etkileyebilecek sosyal pazarlama faaliyetleri ve stratejilerine iliskin ifadeleri igermektedir. Olgek
gelistirilirken Kotler ve Lee’nin (2005) ¢aligmalarinda yer alan ve sosyal pazarlama faaliyetleri olarak
ifade edilen egitsel, davranigsal, eylemsel ve deger yonlii faaliyetler kullanilmistir. Ulusal ve uluslararasi
literatiir incelemelerinde karsilasilan makale ve tez ¢aligmalarindan yararlanilarak uzman goriisi ile
ifadeler olusturulmustur. Organ bagis1 fayda algisi, niyet ve davranis degiskenleri i¢in Yeung, Kong,
Lee (2000), tutum degiskeni icinse Cosse ve Weisenberger (2000) gelistirmis oldugu oOlgekten
yararlanilmistir.

Arastirmanin Hipotezleri
Organ bagisini artirmada sosyal pazarlama faaliyetlerinin roliiniin arastirildigi ¢aligmamizin
hipotezleri su sekilde siralanabilir:

H;: Sosyal pazarlama faaliyetleri, organ bagisi fayda algisim etkilemektedir.

H,: Egitici sosyal pazarlama faaliyetleri, organ bagis1 fayda algisim etkilemektedir.

H;: Davranissal sosyal pazarlama faaliyetleri, organ bagis1 fayda algisim etkilemektedir.
Hai: Eylemsel sosyal pazarlama faaliyetleri, organ bagisi fayda algisim etkilemektedir.
Hs: Deger yonlii sosyal pazarlama faaliyetleri, organ bagis1 fayda algisim etkilemektedir.
Hg: Organ bagis1 fayda algisi, tutumu etkilemektedir.

Hj7: Organ bagis1 tutumu, niyeti etkilemektedir.

Hg: Organ bagisi niyeti, bagis davranisini etkilemektedir.

Organ bagisinin artirilmasinda sosyal pazarlama faaliyetlerinin, fayda algisina, faydanin tutuma,
tutumun niyete ve son olarak da niyetin davranmis degisikligine etkisini gostermeye yonelik olarak
olusturulan aragtirma modeli, Sekil 1’de sematize edilmistir.

/ Sosyal Pazarlama \ H, He Tutum }

Faaliyetleri H Fayda Algist
2 H;
Egitici Faaliyetler i

Davranigsal Faaliyetler N [ Niyet ]

Eylemsel Faaliyetler 5 0

8

Deger Yonlii Faaliyetler v
K / Organ Bagisi
Davranisi

Sekil 1. Aragtirma Modeli
Evren ve Orneklem

[zmir, doku ve organ bagis1 yapilan en yiksek il olarak karsimiza ¢ikmaktadir
(https://organkds.saglik.gov.tr). Arastirma ana kiitlesinin belirlenmesinde bu niteligi etkili olmustur.


https://organkds.saglik.gov.tr/
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TUIK (2018) verileri, Izmir ilinin niifusunu 4320519 kisi olarak gdstermektedir. Merkez ilgeler olarak
da 11 ilge s6z konusudur. Bu ilgelerde ikamet eden 2917000 kisinin oldugu belirtilmistir. Sekil 2°de
ifade edildigi gibi arastirmanin 6rnek kiitlesi 0,3 hata orani ile hesaplanmistir. Hesaplama sonucunda

ortaya ¢ikan 18 yas iizerindeki 1111 kisiden, basit tesadiifi drnekleme yontemiyle aragtirma verileri
toplanmigtir.

(pxq)xz* (0,5x0,5)x2> 1
n= = - = 1111
E? 0,032 0,0009

Sekil 2. Arastirma Ornekleminin Hesaplanmasi

Arastirmaya katilan saglayanlarm kisilerin demografik degiskenlere gore dagilimi tablo 1’de
gOsterilmistir.

Tablo 1. Arastirmaya Katilim Saglayan Kisilerin Demografik Degiskenlere Gore Dagilimi

Degisken Orneklem Grubu Say1 Degisken Orneklem Grubu Say1
18 -24 203 Kadin 514
Cinsiyet
25-131 220 Erkek 597
Yas
32-38 270 Okur - Yazar 29
39-44 212 ilk Ogretim 107
Calistyorum 837 DEgltlm Lise 357
Calisma urumu .
Durumu Caligmiyorum 203 Lisans 529
Emekli 71 Lisans Ustii 89

Tablo 1’e gore; katilimcilarin yas ve cinsiyete gore homojen dagilim gosterdigi ifade edilebilir.
Katilimcilarin biiyiik ¢ogunlugu gelir getiren bir iste ¢alismaktadir. Egitim durumuna gore ise her
grubun temsil edildigi ifade edilebilir.

Bulgular

Arastirma kapsaminda elde edilen veriler, IBM SPSS programi kullanilarak analiz edilmistir.
Yapilan analizlerde ilk olarak verilerin, faktdr analizine uygunlugunu belirlemek i¢in Kaiser Meyer
Olkin (KMO) ve Bartlett testleri uygulanmistir. Faktor analizi yapilmasina uygun oldugu goriildiikten
sonra (KMO=.931; Bartlett testi=26781.018; p=.000), faktor analizine tabi tutulmustur. Analiz
bulgularina gore ortaya ¢ikan faktor yiikleri Tablo 2°de gdsterilmistir.
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Tablo 2. Arastirma Olgeginin Faktdr Yiiklerine Dagilimi

Faktor
1 2 3 4 5 6 7
Madde

Sosyal Pazarlama F.

Egitsel 1 731

Egitsel 2 178

Egitsel 3 707

Egitsel 4 .739

Egitsel 5 .634

Davranigsal 1 .827

Davranigsal 2 .885

Davranigsal 3 .830

Davranigsal 4 .806

Davranigsal 5 879

Davranigsal 6 .837

Eylemsel 1 .597

Eylemsel 2 .669

Eylemsel 3 .677

Eylemsel 4 .680

Eylemsel 5 .636

Deger Y. 1 326
Deger Y. 2 723
Deger Y. 3 788
Deger Y. 4 785
Deger Y. 5 .604
Fayda Algis1

FA 1 710

FA2 783

FA3 788

FA 4 .634

FA'S 574

Tutum

T1 701

T2 .520

T3 .507

T4 .865
T5 854
Niyet

N1 178

N2 .819

N3 .832

Davranis

D1 .806

D2 157

Tablo 2’ye gore; arastirma degiskenlerinin 7 faktorde dagilim gosterdigi analiz bulgularinda
goriilmektedir. Arastirmanin tutum degiskeni kontrol sorulari olarak yer alan 4 ve 5 no.lu maddeler, ayr
faktorde dagilim gostermistir.

Faktor analizi sonrasinda; organ bagisini artirmaya yonelik olarak sosyal pazarlama faaliyetleri
ve alt boyutlarinin, fayda akgisi ile arasindaki iligkinin giliciinii ve yoniinii belirleyebilmek i¢in
korelasyon analizi uygulanmistir. Bu degiskenlere yonelik korelasyon matrisi, Tablo 3’de ifade edildigi
sekildedir.
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Tablo 3. Sosyal Pazarlama Faaliyetleri ve Alt Boyutlari ile Fayda Algis1 Arasindaki Iliskiye
Dair Korelasyon Analizi Sonuglar

Korelasyon Matrisi

Degisken
Ort.  Std. Sp. 1 2 3 4 5 6
1. Fayda Algis1 4.34 0.68 -
2. Sosyal Pazarlama F.  4.20 0.62 52w -
3. Egitsel S.P.F. 4.32 0.66 AT 76%** -
4. Davranigsal S.P.F. 3.81 1.10 30%* ,82%* 39%* -
5. Eylemsel S.P.F. 4.30 0.66 A8 9 .63%* A3 -
6. Deger Yonlii S.P.F. 443 0.62 SO** JO** S8 A41%* 65%* -

*tp < 0.01;n=1111

Tablo 3’e gore; sosyal pazarlama faaliyetleri ile fayda algis1 arasinda pozitif yonli ve giiglii bir
dogrusal iliskinin oldugu belirlenmistir. Sosyal pazarlama faaliyetleri alt boyutlar1 ile fayda algis
arasindaki bulgulara bakildiginda; deger yonlii sosyal pazarlama faaliyetleri ile fayda algis1 arasinda
pozitif yonlii ve giiclii bir iligkinin oldugu goriilmektedir. Diger taraftan, egitsel, davranigsal ve eylemsel
sosyal pazarlama faaliyetleri ile fayda algis1 arasinda pozitif yonlii ve orta kuvvette iliski s6z konusudur.

Organ bagisina yonelik fayda algisi ile tutum degiskenleri arasinda iliskinin yonii ve diizeyini
belirlemek iizere yapilan korelasyon matrisi, Tablo 4’de ifade edildigi sekildedir.

Tablo 4. Fayda Algisi ile Tutum Arasindaki Iliskiye Yénelik Korelasyon Analizi Bulgular:

Korelasyon Matrisi

Degisken
Ort. Std. Sp. 1
1. Tutum 4.12 0.77 -
2. Fayda Algisi 4.34 0.68 .509**

#kp < 0.01;n=1111

Tablo 4’¢ gore; fayda algis1 ile tutum arasinda ayni yonde ve giiclii kuvvette bir iliski oldugu
tespit edilmistir.

Organ bagis1 tutumu ve niyet arasindaki iligkinin giicli ve yoniinii belirlemeye yonelik yapilan
korelasyon matrisi, Tablo 5°de ifade edildigi sekildedir.

Tablo 5. Tutum ile Niyet Arasindaki Iligkiye Ait Korelasyon Analizi Sonuglar

Korelasyon Matrisi

Degisken
Ort. Std. Sp. 1
1. Niyet 3.9 0.98 -
2. Tutum 4.12 0.77 .509**

*tp < 0.01;n=1111

Tablo 5’e gore; tutum ile niyet arasinda aym1 yonde ve giiclii kuvvette bir iliskinin oldugu
goriilmektedir.

Niyet ve organ bagis1 davramisi arasindaki iliskinin yonii ve giiclinii belirlemeye yonelik
korelasyon analizi uygulanmigtir. Bu degiskenlere yonelik korelasyon matrisi, Tablo 6’da ifade edildigi
sekildedir.
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Tablo 6. Niyet ile Organ Bagis1 Davramig1 Arasindaki iliskiye Yonelik Korelasyon Analizi Bulgulari

Korelasyon Matrisi

Degisken
Ort. Std. Sp. 1
1. Davranisg 3.49 1.00 -
2. Niyet 3.9 0.98 744**

*tp < 0.01;n=1111
Tablo 6’ya gore; niyet ile organ bagisi davranist arasinda ayni yonde ve giiglii kuvvette bir
iligkinin oldugu tespit edilmistir.

Organ bagisini artirmaya yonelik sosyal pazarlama faaliyetleri ve alt boyutlarinin fayda algisina
etkisini belirlemeye yonelik olarak regresyon analizi uygulanmistir. Analiz bulgulari, Tablo 7°de 6zet
olarak gosterilmistir.

Tablo 7. Sosyal Pazarlama Faaliyetleri ve Alt Boyutlarinin Fayda Algisina Etkisini
Belirlemeye Yonelik Regresyon Analizi Bulgularmin Ozeti

Bagimh

Bagimsiz Degisken Degisken R? Beta (B) Std. H. F P
Sosyal Pazarlama F. 0.52 0.27 0.552 0.579 420.43 0.,00*
Egitsel S.P.F. 0.47 0.22 0.475 0.599 322.76 0.00%
Davranissal S.P.F. iagi? 0.30 0.09 0,303 0.648 111.95 0.00*
Eylemsel S.P.F. 0.48 0.23 0.486 0.595 343.05 0.00%
Deger Yénlii S.P.F. 0.51 0.26 0.509 0,.583 401.59 0.00*

*p<.05;n=1111

Tablo 7’de yer alan ¢oklu regresyon analizi bulgularina gore; sosyal pazarlama faaliyetlerinin
fayda algisina etkisinin pozitif ve istatistiksel olarak anlamli oldugu goriilmektedir (F=420.43; p<.05).
Organ bagis1 fayda algisindaki degisimin %27’sinin sosyal pazarlama faaliyetlerinden kaynaklandigi
ifade edilebilir. Beta (B) katsayisina gore de sosyal pazarlama faaliyetlerindeki bir birimlik standart
sapma artisinin fayda algisinda %55,2lik artisa neden olabilecegi ifade edilebilir. Regresyon analizi
bulgusuna gore “H; Sosyal pazarlama faaliyetleri, organ bagis1 fayda algisim etkilemektedir” hipotezi
KABUL edilmistir. Analiz bulgularinda; egitici faaliyetlerin fayda algisina etkisinin pozitif ve
istatistiksel olarak anlamli oldugu gortilmektedir (F=322,76; p<.05). Fayda algisindaki %22’lik degisim
egitici faaliyetlerle aciklanabilir. Beta () katsayisina gore; egitici faaliyetlerdeki bir birimlik standart
sapma artisinin fayda algisinda %47,5‘lik artis meydana getirdigi sOylenebilir. Regresyon analizi
bulgusuna gore “H, Egitici sosyal pazarlama faaliyetleri, organ bagis1 fayda algisini etkilemektedir”
hipotezi KABUL edilmistir. Davranigsal faaliyetlerin fayda algisim pozitif ve istatistiksel olararak
anlamli etkiledigi goriilmektedir (F=111,95; p<.05). Fayda algisindaki %9’luk degisim davranigsal
faaliyetlerle agiklanabilir. Beta (B) katsayisina gore; egitici faaliyetlerdeki bir birimlik standart sapma
artisinin fayda algisinda %30,3 ‘liik artisa neden olabilecegi goriilmektedir. Regresyon analizi bulgusuna
gore “Hs Davranigsal sosyal pazarlama faaliyetleri, organ bagis1 fayda algisini etkilemektedir” hipotezi
KABUL edilmistir. Eylemsel faaliyetlerin fayda algisin1 anlamli ve pozitif yonde etkiledigi ifade
edilebilir (F=343,05; p<.05). Fayda algisindaki %23’liik degisim eylemsel faaliyetlerle agiklanabilir.
Beta (P) katsayisina gore; eylemsel faaliyetlerdeki bir birimlik standart sapmadaki artigin fayda algisinda
%48,6°lik bir artisa neden olabilecegi goriilmektedir. Regresyon analizi bulgusuna gore “Hs Eylemsel
sosyal pazarlama faaliyetleri, organ bagis1 fayda algisimi etkilemektedir” hipotezi KABUL edilmistir.
Deger yonlii faaliyetlerin fayda algisini pozitif ve istatistiksel olarak anlamli etkiledigi goriilmektedir
(F=401,59; p<.05). Fayda algisindaki %26’lik degisim deger yonlii faaliyetlerle agiklanabilmektedir.
Beta (B) katsayisina gore; deger yonlii faaliyetlerdeki bir birimlik standart sapmadaki artisin fayda
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algisinda %50,9°luk artis olusturabilecegi ifade edilebilir. Regresyon analizi bulgusuna gore “Hs Deger
yonlii sosyal pazarlama faaliyetleri, organ bagis1 fayda algisinm etkilemektedir” hipotezi KABUL
edilmistir.

Fayda algisinin tutuma, tutumun niyete, niyetin organ bagisi davranisini etkilemesini belirlemeye
yonelik basit regresyon analizi yapilmistir. Analiz sonucu elde eldilen bulgular, Tablo 8’de
Ozetlenmisgtir.

Tablo 8. Degiskenler Aras1 Regresyon Analiz Ozeti

g:ggi‘g:'fl ];geaggil;l?;il R? Beta () Std. H. F P
Fayda Algist Tutum 0.50 0.25 0.509 0.66 387.19 0.00*
Tutum Niyet 0.50 0.25 0.509 0.84 387.50 0.00*
Niyet Davranig 0.69 0.48 0.744 0.73 1022.23 0.00*

*p<.05;n=1111

Tablo 8’de yer alan analiz bulgularina gore; fayda algisinin tutuma etkisinin pozitif yonde ve
anlamli oldugu goriilmektedir (F=387,19; p<.05). Tutumdaki degisimin %25’i fayda algisi tarafindan
aciklanmaktadir. Hesaplanan Beta (p) katsayisia gore; fayda algisindaki bir birimlik standart sapma
artisinin tutum standart sapmasinda % 50,9°luk bir artis meydana getirecegi goriilmektedir. Regresyon
analizi bulgusuna gore “Hs Organ bagis1 fayda algisi, tutumu etkilemektedir” hipotezi KABUL
edilmistir. Tutumun niyete etkisinin pozitif yonde ve istatistiksel olarak anlamli oldugu goriilmektedir
(F=387,5; p<.05). Niyetteki degisimin %25’ tutum tarafindan agiklanmaktadir. Hesaplanan Beta ()
katsayisina gore; tutumdaki bir birimlik standart sapma oranindaki artisin niyet standart sapmasinda
%50,9°luk bir artig olusturabilecegi goriilmektedir. Regresyon analizi bulgusuna gore “H7 Organ bagisi
tutumu, niyeti etkilemektedir” hipotezi KABUL edilmistir. Niyetin davranisa etkisinin pozitif yonde ve
anlamli oldugu goriilmektedir (F=1022;23; p<.05). Tutumdaki degisimin %48’1 davranis tarafindan
aciklanmaktadir. Hesaplanan Beta (B) katsayisina gore de niyetteki bir birimlik standart sapma artisinin
davranig standart sapmasinda %74,4‘liikk bir artis meydana getirecegi goriilmektedir. Regresyon analizi
bulgusuna gore “Hg Organ bagisi niyeti, bagis davranisini etkilemektedir” hipotezi KABUL edilmistir.

Tartisma

Organ bagis1 yetersizliginden dolayi kalici tedavi i¢in uzun siire beklemek zorunda kalan hastalar
hayatlarin1 kaybedebilmektedir. Beyin oOlimi gergeklesmis bireylerin organlarini  bagislamasi
problemin asilmasinda anahtar rol oynamaktadir. Buna gore bir organ nakli vericisi 2,9 organ bagist
yapabilir. Bilgi ve teknolojideki gelismelerle kalp, karaciger, pankreas gibi organlarin nakil i¢in uygun
olmas1 durumunda bu oran 8’e yiikselmektedir. Uygun organ naklinin yapilmasi1 durumunda, alici
kisinin hayatina 30,8 yasam yili eklenebilmektedir (Schnitzler vd., 2005). Tiirkiye’de saglik bilimleri
alanindaki caligmalar, teknolojideki gelismeler ve bakim kalitesinin artmasi organ nakillerinin basarisini
olumlu etkilemektedir. Ancak ulusal ve uluslararasi raporlar incelendiginde; Tiirkiye’de gergeklestirilen
organ bagisi yapan canli verici miktari, kadeverik vericiden gergeklestirilen bagislara gére daha fazladir
(www2.tbmm.gov.tr/). Bu durum da insanlarin caresizliginin bir gostergesidir. Organ nakil
yetersizliginin olumsuz etkilerini minimize etmek i¢in, bagis farkindaligini artirmada sosyal pazarlama
faaliyetleri kullanilabilir.

Bu calisma organ bagisini artirmaya yonelik sosyal pazarlama faaliyetlerinin roliinii belirlemek
amaciyla yapilmistir. Arastirmamizda yer alan sosyal pazarlama faaliyetlerinin, organ bagis1 davranigina
etkisine yonelik analizler yapilmistir. Arastirma modelinde de ifade edildigi lizere sosyal pazarlama
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faaliyetlerinin fayda algisina, organ bagis1 fayda algisinin tutuma, tutumun niyete ve nihai olarak da
niyetin organ bagisi davranigina etkisi uygulanan analizlerle ortaya konulmaya calisilmstir.

Arastirmamiz kapsaminda temel hipotez olarak gdsterilen, sosyal pazarlama faaliyetleri ile organ
bagis1 fayda algist arasinda anlamli ve pozitif yonlii bir iliskinin oldugu analiz bulgularinda ortaya
cikmistir. Egitici, davranigsal, eylemsel ve deger yonlii sosyal pazarlama faaliyetlerinin, organ bagist
fayda algisinm anlamli ve pozitif yonde etkiledigi goriilmiistiir. Deger yonlii faaliyetlerin fayda algisini
ayn1 yonde ve giiclii kuvvette, egitsel, davranigsal ve eylemsel sosyal pazarlama faaliyetlerinin ise fayda
algisim pozitif yonde ve orta kuvvette etkiledigi ortaya ¢ikmistir. Organ bagis1 fayda algisinin tutuma
etkisini belirlemeye yonelik yapilan analiz bulgularia gore; fayda algisinin tutuma etkisinin anlamli ve
pozitif yonde oldugu goriilmiistiir. Organ bagisi tutumunun, niyete etkisini belirlemede ise tutumun,
niyete anlamli ve pozitif yonde bir etkisi s6z konusudur. Organ bagisi niyetinin, davraniga etkisine
yonelik yapilan analizlerde de benzer bulgular ortaya ¢ikmistir. Bu etki pozitif yonde ve anlamlidir.
Aragtirma ¢ergevesinde kurmus oldugumuz hipotezler kabul edilmistir. Birgok toplumsal problemin
asilmasinda kullanilan sosyal pazarlama faaliyetlerinin organ bagisi yetersizliginde de etkili
kullanildiginda olumlu davranis degisikligine yonlendirebilecegi ifade edilebilir.

Alan yazininda sosyal pazarlama faaliyetlerini konu alan ¢aligmalar ile arastirmamiz kapsaminda
elde edilen sonuglar tartigilabilmektedir. Buna gore; Erol (2017) yapmis oldugu ¢alismada, 2015-2016
yillarinda organ bagisc1 sayisinin 25000 kisiye ulagmasinin hedeflendigi belirtilmektedir. Bu amagla
Saglik Bakanligi ve cesitli sivil toplum orgiitlerince, kamu spotu, afig, brosiirden yararlanilarak
kampanyalarm yiiriitiildiigii ifade edilmektedir. Ayrica, dijitallesme ile sosyal medyanin bilgi, duyuru
ve kamu spotu paylasiminda farklilasma yarattifina yer verilmistir. Bu calismanin egitsel sosyal
pazarlama faaliyetlerinin hedef gruba ulagmasi ve fayda algisi yaratmasi agisindan destekleyen bir
yapida oldugu ifade edilebilir. Kaplan (2020) kan bagis1 ve sosyal pazarlamayi konu alan ¢aligmasinda,
sosyal pazarlama faaliyetlerinin tutum, algillanan davramigsal kontrol iizerinde anlamli etkisinin
oldugunu tespit etmistir. Calismamizda da fayda algisinin, tutum ve davranisi anlamli ve pozitif yonde
etkiledigi analiz bulgularinda ortaya c¢ikmistir. Akdogan ve arkadaglari (2012) sosyal pazarlama
kampanyalarinin tiiketicilerin tutum ve diigiincesini etkilemeye yonelik yaptiklari ¢aligmaya gore; tinlii
insanlara yer verilmesinin ilgiyi artiracagi ifade edilmektedir. Yapmis oldugumuz ¢aligmada davranigsal
faaliyetlerin, fayda algisin1 ayn1 yonde ve orta kuvvette etkiledigi analizlerle ortaya konulmustur.

Organ bagisim1 konu alan c¢alismalar incelendiginde; Argan (2007) caligmasinda iiniversite
ogrencilerinden olusan katilimcilarin %53 oraninda bagista bulunma niyetini, %36,7 oraninda kararsiz
oldugunu belirtmistir. Vicdan ve arkadaglar1 (2011) yapmis olduklar1 ¢alismada katilimcilarin
%51,8’inin organlarin1 bagiglamay1 diisiiniirken, %40,6’sinin ise organ bagisi konusunda kararsiz
oldugunu ifade etmistir. Mithra ve arkadaslar1 (2013) %59,6'sinin organ bagislamaya istekli oldugunu
belirtmislerdir. Alhussain ve arkadaslar1 (2018) %68,1 oraninda beyin Sliimleri olursa organlarini
bagislamak istediklerini ifade etmislerdir. Yapilan bu c¢alismada ise, davranisi Slgmeye yonelik
“organlarimi bagislamay1 diislinliyorum” ifadesine, %79,9 oraninda katilirim durumu, %17,8 oraninda
ise fikrim yok cevabini belirtmislerdir. Yapilan ¢alismalarin yillar1 ve bu siiregte yapilan kampanyalarim
etkinligi agisindan diisliniildiiglinde organ bagis1 niyetinde artig oldugu sdylenebilir. Argan’m (2007)
calismasinda ise katilimcilardan yalmizca %]1,5 oraninda organ bagiscist oldugunu belirtirken,
arastirmamiza katilanlarin %33,5’1 resmi olarak organ bagisinda bulundugunu ifade etmislerdir. Organ
bagist niyetinin davranisa doniismesinde sosyal pazarlama faaliyetleri yelpazesinin genislemesinin
onemli oldugu gibi, organ ve doku bagisi konusunda Izmir’de yasayanlarin toplumsal farkindalig da
etkili olabilir.

Caligmamizda katilimcilar %74,9 oraninda (%29’u Katiliyorum ve %45,9’u Kesinlikle
Katiliyorum) “Organlarimi bagiglamay1 diisiiniiyorum” olarak olumlu bir yanit verirken, %33,5
oraninda kayith organ bagiscist yer almaktadir. Organ bagislamay1 disiinen katilimeilarin %41°1
niyetini davranisa resmi olarak doniistiirmemistir. Bu durum ¢aligmamizla da desteklenir niteliktedir.
Organ bagis1 fayda algisinin artirllmasinda ve toplumsal olarak kayithh organ bagiscist olmayi
yonlendirmede, iyi planlanan ve organize edilen sosyal pazarlama programlarina ihtiya¢ oldugu ifade
edilebilir.
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Sonug¢

Organ bagisinin yetersiz olma durumu, tiim diinya oldugu gibi Tiirkiye’de de 6nemli saglik ve
sosyal problemlerden biri olarak karsimiza ¢ikmaktadir. Beyin 6liimii ger¢eklesmis donérden organ
arzin1 artirarak canli dondr sayisimi azaltmak, beklenen nihai sonugtur. Bu ¢aligma sosyal pazarlama
faaliyetlerinin doku ve/ya organ bagis1 konusundaki farkindalik, tutum, niyet ve davraniglar tizerindeki
etkilerini incelemek amaciyla gergeklestirilmistir. Arastirmadan elde edilen bulgular sosyal pazarlama
faaliyetlerinin bireylerin organ bagisina yonelik farkindalik diizeylerini olumlu ve anlamli yonde
etkiledigini ortaya koymaktadir. Ozellikle deger odakli faaliyetlerin fayda algisi olusturmaya katki
sagladigi belirlenmistir.

Organ bagisi, bireysel karar verme siire¢lerini etkileyen faktorlerin beraber degerlerindirilmesi
gereken karmasik bir siiregtir. Bagisin artirilmasi konusunda toplumsal bilinglendirme ve sorumluluk
bilincinin gelistirilmesi gerekmektedir. Ozellikle deger odakli sosyal pazarlama faaliyetleri bagis¢ilarin
dondr olma niyetini gliclendirmektedir. Ancak organ bagisi kampanyasinin diger sosyal pazarlama
faaliyetleri ile beraber yiiriitiilmesi, yaratilmak istenen fayda algisinin diizeyini artiracaktir.

Sonug olarak, sosyal pazarlama faaliyetleri bireylerin doku ve organ bagist konusundaki
farkindaliklarin1 artirmakta, toplumsal 6n yargilarnn kirmada ve bagis davranisini tesvik etmede son
derece dnemli bir role sahiptir. Elde edilen etkinin devamlilig1 i¢in kampanyalarin bilimsel temellere
dayandirilmasi, kiiltiirel degerleri gézeten, ¢ok paydash ve uzun vadeli bir perspektifle planlanmasi
gerekmektedir.

Oneriler

Calisma doku ve organ bagismin en fazla yapildig: il olan izmir’de yapilmustir. Sosyo demografik
ve kiiltiirel farkliliklarin bireylerin davrams degisikligi {izerinde etkileri diistiniilerek,data farkli
ozelliklere sahip illerde de gerceklestirilebilir. Insanlar1 motive eden ve davramsa yonlendiren
aktivatorler farklilik gosterebilmektedir. Bu nedenle hedef gruba etki edecek faaliyetler belirlenerek
kampanyalar yiiriitiilmelidir. Literatiir incelendiginde, organ bagisii konu olan sosyal pazarlama
calismalarmin sayisinin az oldugu goriilmektedir. Bu konuda yapilan g¢aligmalarin ¢ogunlugunun
iiniversite 6grencilerinin katilmu ile gerceklestigi ifade edilebilir. Organ bagist toplumun genelini
etkileyen bir konu olmas1 nedeniyle hedef gruplar farklilagtirilarak, kampanya planlamalarma yon
verilebilir. Dijitallesme ile degisen diinyada bilgiye ulasim daha kolay olmaktadir. Ancak dogru bilgiye
ulasim agisindan elektronik kaynaklarin kontrolleri saglanabilir olmalidir. Arastirmacilar dijital ara¢ ve
gereclerin organ bagis1 fayda algisi yaratarak davramisa yonlendirmedeki etkisini arastirabilirler.
Hiikiimetler organ bagisini ve naklini kolaylastiric1 politikalar belirleyebilirler.

Beyan ve Aciklamalar

1. Arastirmacilarin katki orami1 beyam: Birinci yazar % 50, ikinci yazar % 50.

2. Cikar catismasi: Herhangi bir ¢ikar ¢atismasi bulunmamaktadir.

3. Etik Raporu:Inonii Universitesi Sosyal ve Beseri Bilimler Bilimsel Arastirma Etik Kurulu, 2019.
4. Arastirmanin Modeli: Aragtirma nicel arastirma teknigi ve anket yontemiyle yapilmstir.

5. Bilgilendirme: Calisma Prof. Dr. Mevliit TURK damismanliginda Haziran 2020 tarihinde
tamamladigimiz “Sosyal Pazarlama Anlayis ve Uygulamalarmin Organ Bagisin1 Artirmadaki
Rolii ve Onemi: Izmir’de Bir Arastirma” bashkli doktora tezi esas almarak hazirlanmstir.
(Doktora Tezi, Inénii Universitesi,Malatya, Tiirkiye, 2020).
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