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Abstract: This study aims to investigate the effect of green marketing on electric vehicle purchase intention.
Also, this study explores whether green product attitude, green perceived innovativeness and green perceived value
have a mediating role in this effect. Data were collected from the target population using the snowball sampling
method. An online survey was shared with people reached through social media channels. Data were obtained
from 261 people and analyzed using SPSS, AMOS and JAMOVI programs. According to the analysis results,
green marketing had a positive and significant effect on green product attitude, green perceived innovativeness,
green perceived value and electric vehicle purchase intention. Green product attitude, green perceived
innovativeness and green perceived value had a positive and significant effect on electric vehicle purchase
intention. In addition, green product attitude, green perceived innovativeness and green perceived value had a
mediating role in the effect of green marketing on electric vehicle purchase intention. A discussion of the study
findings is provided. Suggestions are made in light of the findings and literature.
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Yesil Pazarlamanin Elektrikli Ara¢ Satin Alma Niyeti Uzerindeki Etkisinde Yesil Uriin
Tutumu, Yesil Algilanan Yenilik¢ilik ve Yesil Algilanan Degerin Araci Rolii

Oz: Bu calisma, yesil pazarlamanin elektrikli aragc satin alma niyeti iizerindeki etkisini arastirmay1
amaglamaktadir. Ayrica, bu ¢alisma, yesil iiriin tutumu, yesil algilanan yenilikg¢ilik ve yesil algilanan degerin bu
etkide araci bir rol oynayip oynamadigini da incelemektedir. Veriler, kartopu drnekleme yontemi kullanilarak
hedef popiilasyondan toplanmistir. Sosyal medya kanallar1 araciligiyla ulasilan kisilere ¢evrimigi bir anket
gonderilmigtir. 261 kigiden veri elde edilmis ve SPSS, AMOS ve JAMOVI programlar1 kullanilarak analiz
edilmistir. Analiz sonuglarina gore, yesil pazarlamanin yesil iiriin tutumu, yesil algilanan yenilikgilik, yesil
algilanan deger ve elektrikli arag satin alma niyeti {izerinde olumlu ve anlaml1 bir etkisi oldugu bulunmustur. Yesil
iriin tutumu, yesil algilanan yenilik¢ilik ve yesil algilanan degerin de elektrikli ara¢ satin alma niyeti iizerinde
olumlu ve anlamli bir etkisi oldugu tespit edilmistir. Ek olarak, yesil iiriin tutumu, yesil algilanan yenilik¢ilik ve
yesil algilanan degerin, yesil pazarlamanin elektrikli ara¢ satin alma niyeti iizerindeki etkisinde araci bir rol
oynadig1 belirlenmistir. Calisma bulgularinin tartisilmasi sunulmustur. Bulgular ve literatiir 1s18inda Onerilerde
bulunulmustur.
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Introduction

Green marketing is defined as an environmentally friendly marketing approach that does not
endanger human health and does not cause pollution during disposal (Singal et al., 2013). It is noted that
there have been significant developments in green marketing in the last two decades and the knowledge
of green marketing has become widespread in different countries (Bhardwaj et al., 2002). Some of the
factors that come to mind when it comes to green marketing are a clean environment and zero emission
vehicles. Leaving a beautiful nature for future generations can be seen as environmentally friendly. It is
predicted that the use of electric vehicles in our country will reduce carbon dioxide emissions to some
extent. The value we give to nature and people can often be at its maximum. With the increasing use of
electric vehicles in our country, the interest of marketing researchers has begun to turn to this issue. This
study investigates the perception, attitude and purchase behaviour of consumers towards electric
vehicles.

A review of the relevant literature shows that there is a very limited number of studies on the
effects of green marketing on electric vehicles purchase intentions. In the literature, there are many
studies on consumers' vehicle purchase preferences and green marketing separately (Amoako et al.,
2022; Rahbar & Wahid, 2011). However, to our knowledge, there is no study that investigates the
mediating role of green product attitude, green perceived innovativeness and green perceived value in
the effect of green marketing on consumers' intention to purchase electric vehicles. This study is
expected to contribute to the literature with this unique aspect of the study and guide future studies.

The general flow of this research is as follows: First, a literature review is conducted and the
developed hypotheses are listed. The research methodology is mentioned. The results of the analyses
are reported. Finally, the discussion and conclusions are written by comparing the literature relevant to
the findings and implications are made.

Literature Review and Hypotheses Development

The hypotheses developed from the literature review are listed on the following pages.

Green Marketing and Electric Vehicle Purchase Intention

Green marketing is an approach that considers environmental protection and improvement when
deciding how to fulfil consumers' needs, desires, and wants (Karakurum, 2024). From a consumer
perspective, ecologically conscious behavior, awareness of green marketing and receptivity to green
advertising have a significant and positive effect on purchase intention (Urkut & Cengiz, 2021). A study
has revealed that green marketing has a significant and positive effect on purchase intention (Amoako
et al., 2022). There is a significant and positive relationship between green marketing tools and
customers' actual purchase intention (Rahbar & Wahid, 2011). Green marketing has a significant
positive effect on both purchase intention and purchase behaviour (Yaputra et al., 2024). Based on this
information above, the following hypothesis was developed.

H;: Green marketing has a significant, positive effect on electric vehicle purchase intention.

Green Marketing and Green Product Attitude

It is believed that people's behaviours influence their attitudes. Attitude is defined as the tendency
of feelings, thoughts and behaviours (Yilmaz & Aytekin, 2020). Green products may be those that cause
the least damage to nature. Green product attitude is defined as a preference for recyclable goods and
services that do not harm nature and the environment (Bozpolat, 2021). The study found that green
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marketing has a positive and significant effect on green product attitude (Kartawinata et al., 2024). Based
on these findings, the following hypothesis was developed.

Ha: Green marketing has a significant, positive effect on green product attitude.

Green Marketing and Green Perceived Innovativeness

Green innovativeness can be defined as the introduction of new green products to the market for
the first time. Green innovation is divided into two parts, hardware and software; as hardware, it is
introduced as a product that saves energy and causes less damage to the environment, and as software,
it is defined as studies to be carried out under the name of green service in green marketing activities
(Chen et al., 2021). Green marketing has a significant and positive effect on green brand innovativeness
(Panci¢ et al., 2023). Based on this information, the following hypothesis was developed.

H;: Green marketing has a significant, positive effect on green perceived innovativeness.

Green Marketing and Green Perceived Value

Perceived value can vary from person to person, and the implications derived can also vary.
Perceived value is defined as a consumer’s general evaluation before and after receiving a good or
service (Woo & Kim, 2019). Green marketing is thought to affect perceived value. In fact, the higher
the influence of green marketing, the higher the perceived value (Fatmawati & Alikhwan, 2021). It has
been reported that green marketing has a significant and positive effect on perceived value (Fatmawati
& Alikhwan, 2021). Therefore, in light of this information, the following hypothesis was developed.

Ha: Green marketing has a significant, positive effect on green perceived value.

Green Product Attitude and Electric Vehicle Purchase Intention

Green products are defined as environmentally friendly and recycled products, while green
purchasing behavior is defined as the purchase of environmentally friendly products (Yaputra et al.,
2024). The government can provide tax incentives to increase the purchase intention of electric vehicles.
The intention to purchase an electric vehicle is defined as a purchase intention that includes consumer
characteristics, electric vehicle characteristics and government policies regarding electric vehicles
(Ivanova & Moreira, 2023). There is a significant relationship between consumer attitudes towards the
environment and consumer preferences for hybrid and electric vehicles (Giiller, 2021). Based on this
information, the following hypothesis was developed.

Hs: Green product attitude has a significant, positive effect on electric vehicle purchase intention.

Green Perceived Innovativeness and Electric Vehicle Purchase Intention

Interest in green innovativeness has increased in recent years, with significant progress being
made towards sustainability (Lioutas & Charatsari, 2018). Green innovativeness is defined as the design
of green products and the implementation of green processes (El-Kassar & Singh, 2019). Green brand
innovativeness has a significant and positive effect on green repeat purchase (Panci¢ et al., 2023).
Consumer innovativeness has a positive and significant relationship with electric vehicle purchase
intention (Lashari et al., 2021). In line with this information, the following hypothesis was developed.

Hg: Green perceived innovativeness has a significant, positive effect on electric vehicle purchase
intention.
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Green Perceived Value and Electric Vehicle Purchase Intention

It is emphasised that perceived value is a subjective concept that determines products' distinctive
features (Woo & Kim, 2019). One study found that green perceived value has a positive and significant
effect on purchase intention (Zhuang et al., 2021). Perceived price value has a statistically positive effect
on electric vehicle purchase intention (Kocagdz & igde, 2022). Perceived value has a significant effect
on green purchase intention, which is supported by another study (Khatun & Roy, 2022). Based on these
findings, the following hypothesis was developed.

Hj7: Green perceived value has a significant, positive effect on electric vehicle purchase intention.

Mediating Roles

Green product attitude is defined as preferring recyclable goods and services that do not harm
nature and the environment (Bozpolat, 2021). Studies have found that green marketing has an effect on
attitudes towards green products (Y1ilmaz & Aytekin, 2020; Bozpolat, 2021; Kartawinata et al., 2024).
Attitude is considered to be an important antecedent of electric vehicle purchase intention (Yegin &
Ikram, 2022). Green product attitude has been described as a preference for recyclable goods and
services that do not harm nature and the environment (Bozpolat, 2021). One study reported that attitude
has a positive and significant effect on the intention to purchase an electric vehicle (Yegin & Ikram,
2022). Based on these findings, the following hypothesis was developed

Hg: Green product attitude has a mediating role in the effect of green marketing on electric vehicle
purchase intention.

Studies have found that green marketing affects green perceived innovativeness (Chen et al.,
2021; Panci¢ et al., 2023). Green innovativeness is defined as a process that includes reducing energy
consumption and pollution as well as green product design (El-Kassar & Singh, 2019). Perceived
innovativeness is expected to have an effect on purchase intention. Perceived innovativeness has been
found to have a significant and positive effect on electric vehicle purchase intention (Shanmugavel &
Alagappan, 2023). In light of these findings, the following hypothesis was developed.

Ho: Green perceived innovativeness has a mediating role in the effect of green marketing on
electric vehicle purchase intention.

Studies have found that green marketing effects green perceived value (Woo & Kim, 2019;
Fatmawati & Alikhwan, 2021). Perceived value has a significant and positive relationship with green
purchase intention (Liao et al., 2020). Another study supports the idea that green perceived value has a
significant, positive relationship with green repurchase intention (Lam et al., 2016). Given this
information, the following hypothesis was developed.

Hio: Green perceived value has a mediating role in the effect of green marketing on electric
vehicle purchase intention.

The research model, developed based on the hypotheses derived from the literature review, is
shown in Figure 1.



Ozistk & Celik / Anemon Mus Alparslan Universitesi Sosyal Bilimler Dergisi, 2026 14(1) 1-21 5

Hs

Green Product
H, Attitude

H
H2 H9 3

A4

Green Green Perceived | H Electric Vehicle
Marketing Innovativeness Purchase Intention

Hy4 Hio H;

Green Perceived Value

Figure 1. Research Model
Method

The scale items of green marketing (Amoako et al., 2022), green perceived innovativeness (Lin
et al., 2019), green perceived value, green product attitude and electric vehicle purchase intention (Bi et
al., 2023) were adapted from previous studies to this research.

The target population of this research consists of residents of Tiirkiye. Data were collected from
the target population using the snowball sampling method. This method was chosen because the
population is scattered throughout Tiirkiye, making it impractical to include everyone in the study due
to time and financial constraints. The sample size is 261. Data were collected using Google Forms.
Ethics committee approval was obtained to collect data from the target population through a survey
(Van Yiiziincii Y1l University Social and Human Sciences Publication Ethics Committee, decision date:
05/07/2024, decision number: 2024/13-07).

It is stated that a fair sample size of at least 200 people is required to apply factor analysis using
the classical test theory method (Wilson VanVoorhis & Morgan, 2007). Another study states that the
sample size should be at least 5 times the total number of scales or 100 people (Kass & Tinsley, 1979).

As can be seen in Table 5, the correlation coefficient (r) between the two factors is less than 0.90.
Therefore, there is no problem of common method deviation in the data obtained (Bagozzi et al., 1991).

Statistical analyses were performed on the data obtained using SPSS, AMOS and JAMOVI. The
results of the analyses are presented in the following pages.

Results

The results of the frequency analysis are shown in Table 1. Among the 261 participants, the
number of males (n=140; 53.6%), Generation Y aged 29-43 (n=146; 55.9%), singles (n=131; 50.2%),
bachelor degree holders (n=117; 44.8%), employees (n=204; 78.2%) and those with a monthly personal
income between 20,001-40,000 TL (n=94; 36.0%) was higher.
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Table 1. Demographic Profile of Participants

Demographic Information Group f Y%
Female 121 46.4
Gender Male 140 53.6
Total 261 100.0
Ages 12-28 (1996-2012; Generation Z) 86 33.0
Ages 29-43 (1981-1995; Generation Y) 146 55.9
Age Ages 44-59 (1965-1980; Generation X) 23 8.8
Ages 60-78 (1946-1964; Baby Boomer Generation) 6 23
Total 261 100.0
Married 130 49.8
Marital status Single 131 50.2
Total 261 100.0
Primary school 10 3.8
Secondary school 13 5.0
High school 53 20.3
Educational Status (Graduated) ~ /Associate’s degree 36 13.8
Bachelor's degree 117 44.8
Master's degree 31 11.9
PhD 1 0.4
Total 261 100.0
Employee 204 78.2
Employment Status Unemployed 57 21.8
Total 261 100.0
<20,000 TL 70 26.8
20,001-40,000 TL 94 36.0
40,001-60,000 TL 66 25.3
Monthly Personal Income 60,001-80,000 TL 13 5.0
80,001-100,000 TL 6 2.3
>100,000 TL 12 4.6
Total 261 100.0

Table 2 shows the results of the confirmatory factor analysis. The model fit values are supported
(Hu & Bentler, 1999; Muise et al., 2010). The convergent validity of the factor dimensions is also
supported as AVEs>.50, CRs>.70 and CRs>AVEs (Fornell & Larcker, 1981; Hair et al., 2009, p. 619;
Yashioglu, 2017).

Table 2. Confirmatory Factor Analysis Results

Factor Name Factor Items Loading AVE CR
GM1 742

Green Marketing GM2 .653 513 759
GM3 751
GPI1 749

Green Perceived Innovativeness GPI2 764 .599 817
GPI3 .809
GPV1 734
GPV2 738

Green Perceived Value GPV3 815 591 878
GPV4 .808
GPV5 745
GPA1 717

Green Product Attitude GPA2 767 .580 .805
GPA3 .800
EVPI1 .844

Electric Vehicle Purchase Intention =~ EVPI2 .847 746 .898
EVPI3 .900

¥2=155.030 P=.001 %2/df=1.491 GFI=935 AGFI=904 NFI=.948 RFI=.932 IFI=.982 TLI=.977

Model Fit Values  cp;_ 9> RMSEA=.043 SRMR=.0366

Table 3 shows the results of the reliability analysis. Cronbach's alpha and McDonald's Omega are
considered sufficient if they are greater than 0.70 (Nunnally & Bernstein, 1994, pp. 263-265). As can
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be seen in Table 3, the Cronbach's alpha and McDonald's Omega of the factor dimensions are above
0.70.

Table 3. Reliability Analysis Results

Factors Number of Items Cronbach's Alpha McDonald's Omega
Green Marketing 3 744 759
Green Perceived Innovativeness 3 841 .845
Green Perceived Value 5 .886 .887
Green Product Attitude 3 .800 .806
Electric Vehicle Purchase Intention 3 908 910

The results of the normality test are shown in Table 4. As can be seen in Table 4, the coefficients
of skewness and kurtosis of the factor dimensions are between £1.5, so it should be accepted that the
obtained data set has a normal distribution (Tabachnick & Fidell, 2018, p. 81).

Table 4. Normality Test Results

Factors Mean Median Variance Std. Deviation Skewness Kurtosis
Green Marketing 3.7612 3.6667 478 69153 -519 1.006
Green Perceived Innovativeness 3.7637 4.0000 582 76289 =744 .849
Green Perceived Value 3.8621 4.0000 505 71056 -.450 -.084
Green Product Attitude 3.7114 3.6667 557 74659 -312 .003
Electric Vehicle Purchase Intention 3.6897 4.0000 733 .85604 -.354 -.348

Table 5 shows the results of the Pearson correlation analysis. As can be seen in Table 5, there is
a significant and positive relationship between the two variables. It can be seen that the correlation
coefficient between the two variables, which is less than 0.90, is not a problem in a common method of
analysis of variance (Bagozzi et al., 1991).

Table 5. Pearson Correlation Analysis Results

Correlations Green . Green P_erceived Green Perceived Gre_en Product  Electric Vehiclg
Marketing  Innovativeness Value Attitude Purchase Intention

. r 1 .559 517 .530 .546
Green Marketing p 000 000 000 000
Green Perceived r .559 1 .670 .662 .631
Innovativeness p .000 .000 .000 .000
Green Perceived r 517 .670 1 737 .676
Value p .000 .000 .000 .000
Green Product r .530 .662 7137 1 75
Attitude p .000 .000 .000 .000
Electric Vehicle r .546 .631 .676 75 1
Purchase Intention p .000 .000 .000 .000

The research model was tested using the General Linear Mediation Model (i.e., GLM Mediation
Model) via Jamovi. The results are presented in Tables 6 and 7.

Table 6 shows the results of the hypotheses regarding direct effects. Green marketing has a direct
positive significant effect on green product attitude (B=.530; p<.05), green perceived innovativeness
(B=.559; p<.05), and green perceived value (f=.517; p<.05). According to 3, green marketing has a
greater direct positive and significant effect on green perceived innovativeness. In addition, green
product attitude (B=.523; p<.05), green perceived innovativeness (p=.114; p<.05), green perceived
value (B=.148; p<.05) and green marketing (f=.130; p<.05) have a direct positive significant effect on
electric vehicle purchase intention. According to 8, green product attitude have a greater direct positive
and significant effect on electric vehicle purchase intention.
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Table 6. Results of Hypotheses Regarding Direct Effects

Paths R2 F B SE. B t p
Green Marketing - Green Product Attitude 281 101 572 .0569 .530 10.1  .000
Green Marketing - Green Perceived Innovativeness 313 118 .617 .0568 .559 109  .000
Green Marketing - Green Perceived Value 267 943 531 .0547 517 971 .000
Green Product Attitude - Electric Vehicle Purchase Intention 599 0677 523 885  .000
Green Perceived Innovativeness = Electric Vehicle Purchase Intention 648 118 127 .0619 114 2,06  .040
Green Perceived Value - Electric Vehicle Purchase Intention 178 0713 .148 25  .012
Green Marketing - Electric Vehicle Purchase Intention Jdel 0577 130 278  .005

Table 7 shows the results of the hypotheses regarding indirect effects (mediating roles). Green
marketing has a significant indirect positive effect on electric vehicle purchase intention through the
mediating roles of green product attitude (f=.277; p<.05), green perceived innovativeness (=.064;
p<.05) and green perceived value (B=.076; p<.05). According to B, green product attitude has a greater
mediating role in the effect of green marketing on electric vehicle purchase intention.

Table 7. Results of Hypotheses Regarding Indirect Effects (Mediating Roles)

Type Paths B S.E. B t p
B N R I R
oot Marketing Imovativeness 2 Puchase Inention 0700385 064 204041

Gy > SIS HeR N e g e 24 o
IE)I‘;ZEI Green Marketing > i‘;ﬁg;‘;g’li};ﬂgon 161 .0577 130 278 .005
ETI?fteilt Green Marketing > ﬁiﬁiﬁ;ﬁ;ﬂ;ﬂgon 676 0644 546 105 000

For Total Effect R2=0.299 and F=110

Discussion, Conclusion and Implications

As environmental awareness increases worldwide, consumers are turning to eco-friendly
products, making green marketing an important part of modern corporate strategy for companies
(Sunitha, 2024). However, companies' environmental strategies may differ significantly depending on
their green marketing practices, green marketing mix elements, environmental protection studies,
environmental responsibilities and customer relations (Gedik, 2020,). This information shows that green
marketing is important for developing corporate strategies.

This study aims to investigate the effects of green marketing on the intention to purchase an
electric vehicle. As a result of the analysis of the study data, all hypotheses were accepted. In addition,
it was considered useful to evaluate the accepted hypotheses in the context of the relevant literature.

This study has revealed that green marketing has a positive and significant effect on consumers'
intentions to purchase electric vehicles. Other studies have also shown that green marketing has a
positive effect on purchase intention. In this context, the results of this study are consistent with the
results of previous studies (Amoako et al., 2022; Rahbar & Wahid, 2011; Yaputra et al., 2024). Electric
products have come to the fore as a factor that increases consumer purchase intention.Companies can
focus on green marketing activities so that the purchase of an electric vehicle can become a favourite
among consumers. Companies should focus on this and make it a corporate policy.

It was found that green marketing has a positive and significant effect on green product attitude.
This finding is similar to the results of the previous study in the relevant literature (Kartawinata et al.,
2024). Thanks to green marketing activities, there is a significant increase in consumers' green product
attitude in a positive way. Companies can reduce the sources of waste, and it can be recommended that
green marketing will have an effect on green product attitude if the materials purchased can be recycled.
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It has been determined that green marketing has a positive and significant effect on green
perceived innovativeness. This significant result confirms the results of a previous study. Indeed, Panci¢
et al. (2023) previously indicated that green marketing has a positive and significant effect on green
brand innovativeness. The significance of this result supports the study in the literature. Thanks to the
green marketing strategies developed by companies, it is possible to offer new ideas and innovations to
consumers. Companies can increase consumers' perception of new ideas and innovations with a green
marketing approach.

Green marketing can have a positive and significant effect on green perceived value. In the study
conducted, Fatmawati (2021) reported that green marketing has a positive and significanteffect on
perceived value, consistent with the findings obtained in this study. Companies can improve consumers'
perceptions of the environmental value and importance of their products and services through green
marketing activities.

It was found that green product attitude has a positive and significant effect on the electric vehicle
purchase intention. Looking at the relevant literature, the study conducted by Giiller (2021) found that
there is a significant relationship between consumer attitudes towards the environment and consumer
preferences for hybrid and electric cars. In this sense, there is a similarity between the results of the two
studies. If companies can increase consumers' positive attitudes towards their green products, they can
increase sales of their products.

It was found that green perceived innovativeness has a positive and significant effect on the
intention to purchase an electric vehicle. The results of the studies in the relevant literature are similar
to the results of this study (Panci¢ et al., 2023; Lashari et al., 2021). Any change or innovation made to
the vehicles (e.g. range level) can have a positive effect on the level of purchase of the vehicles.

Green perceived value has a positive and significant effect on electric vehicle purchase intention.
The perceived value of electric vehicles is perceived to be high by consumers and accordingly affects
purchase intention. The results of this study are in line with previous studies (Zhuang et al., 2021;
Kocagdz & igde, 2022; Khatun & Roy, 2022). If the perceived value is high, it is expected that
consumers' intention to purchase an electric vehicle will increase and companies' sales will be positively
affected.

Green product attitude was found to play a mediating role in the effect of green marketing on
electric vehicle purchase intention. One study found that green marketing has a positive and significant
effect on green product attitude (Kartawinata et al., 2024). Therefore, there is a parallelism between the
results of this study and the previous study. It shows that green marketing activities affect consumers'
behaviour, namely their positive attitude towards green products, and accordingly their purchase
intention is higher. Therefore, it is important for companies to influence consumers' positive attitudes
through green marketing activities in order to increase purchase intention. As a result, companies should
be aware that green product attitude activities play an important mediating role in the effect of green
marketing activities on green product purchase intention. Companies should internalise this situation
and explain it to their employees. They should also present green products and services to their
customers in clear and understandable language.

Green perceived innovativeness can play a mediating role in the effect of green marketing on
electric vehicle purchase intention. One study found that green marketing has a significant and positive
effect on green perceived innovativeness (Shanmugavel & Alagappan, 2023). Therefore, the result of
this study is compatible with the result of the previous study. It can be seen that green marketing has a
positive effect on green perceived innovativeness and increases purchase intention. Companies can work
to increase consumers' intention to purchase electric vehicles by leveraging environmental innovations
through green marketing activities.

Green perceived value can play a mediating role in the effect of green marketing on electric
vehicle purchase intention. In one study, green marketing has a significant and positive relationship with
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green perceived value (Liao et al., 2020). Therefore, the result of this study is consistent with the result
of the previous study. It can be seen that green marketing activities increase the intention to purchase
electric vehicles with green perceived value. It can be seen that green marketing activities have a positive
effect on green perceived value and, accordingly, purchase intention is higher. Companies can consider
activities that increase environmental awareness in order to increase purchase intention.

It is expected that this study will contribute to the literature on green marketing. It may also serve
as a guide for limited studies to be conducted on electric vehicles. However, this study was conducted
under various assumptions and limitations. Although the sample size obtained from the target population
of this study is statistically sufficient, it is quite limited in terms of the generalisability of the study
results. As the sample for this study was predominantly made up of younger generations, particularly
Generation Y and Generation Z, these groups should be borne in mind when interpreting the results.
Therefore, further studies with more diverse samples would be beneficial. Investigating variables not
considered in this study, such as perceived green quality and satisfaction, could also open up new
avenues for research.

It can be seen that green marketing activities influence consumer behaviour, namely their positive
attitudes and perceptions towards green products, and accordingly, their purchase intentions are higher.
Therefore, it is crucial for companies to shape consumers' positive attitudes and perceptions through
green marketing activities to increase purchase intentions.
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TURKCE SURUM

Giris

Yesil pazarlama, insan saghigini tehdit etmeyen ve atik bertarafi sirasinda kirlilik olusturmayan
cevre dostu bir pazarlama yaklasimi olarak tanimlanmaktadir (Singal vd., 2013). Son yirmi yilda yesil
pazarlamada onemli gelismeler kaydedildigi, yesil pazarlamaya iliskin bilginin farkl: ilkelerde giderek
yayginlastig1 belirtilmektedir (Bhardwaj vd., 2023). Yesil pazarlama dendiginde akla gelen faktorlerden
bazilar1 temiz ¢evre ve sifir emisyonlu araglardir. Gelecek nesillere giizel bir doga birakmay1 ¢evreye
duyarli olmakla esdeger gorebiliriz. Ulkemizdeki elektrikli arag kullaniminin karbondioksit salmimi bir
nebze olsun diisiirecegi dngoriilmektedir. Dogaya ve insana verdigimiz deger ¢ogu zaman maksimum
diizeyde olabilmektedir. Ulkemizde elektrikli arag kullaniminin artmastyla birlikte pazarlama
aragtirmacilarinin ilgisi de bu konuya yonelmeye baglamistir. Bu calisma, tiiketicilerin elektrikli araglara
yonelik algilarini, tutumlarim ve satin alma davranislarini arastirmaktadir..

[lgili literatiir incelendiginde yesil pazarlamanin elektrikli araglarin satin alma niyetleri {izerindeki
etkilerine yonelik olduk¢a sinirhi sayida calisma oldugu goriilmektedir. Literatiirde tiiketicilerin
otomobil satin alma tercihleri ve yesil pazarlama {izerine ayr1 ayr1 yapilan ¢ok sayida caligma
bulunmaktadir (Amoako vd., 2022; Rahbar & Wahid, 2011). Ancak yesil pazarlamanin tiiketicilerin
elektrikli araglar1 satin alma niyetleri tizerindeki etkisinde yesil tirlin tutumu, yesil algilanan yenilik¢ilik
ve yesil algilanan degerin araci rollerini arastiran bir ¢alismaya rastlanilmamigtir. Caligmanin bu 6zgiin
yOniiyle literatiire katki saglayacagi beklenmekte ve gelecekte yapilacak olan ¢aligmalar yol géstermesi
ongoriilmektedir.

Bu arastirmanin genel akis1 su sekildedir: 11k olarak, literatiir taramasi yapilmakta ve gelistirilen
hipotezler listelenmektedir. Arastirma metodolojisi belirtilmektedir. Analiz sonuglar1 raporlanmaktadir.
Son olarak, bulgularla ilgili literatiir karsilastirilarak tartisma ve sonuglar yazilmakta ve c¢ikarimlar
yapilmaktadir.

Literatiir Taramasi ve Hipotez Gelistirme

Literatiir taramas1 yapilarak gelistirilen hipotezler ilerleyen sayfalarda siralanmistir.

Yesil Pazarlama ve Elektrikli Ara¢ Satin Alma Niyeti

Yesil pazarlama, tiiketicilerin ihtiyaglarini, isteklerini ve arzularimi nasil karsilayacagina karar
verirken ¢evreyi korumay1 ve iyilestirmeyi dikkate alan bir yaklasimdir (Karakurum, 2024). Tiiketici
bakis acisindan, ekolojik bilingli davranis, yesil pazarlamaya iliskin farkindalik ve yesil reklamlara kars1
duyarlilik, satin alma niyetini anlamli ve olumlu bir sekilde etkilemektedir (Urkut & Cengiz, 2021). Bir
aragtirma, yesil pazarlamanin satin alma niyetine anlamli ve olumlu bir etkisi oldugunu ortaya
koymustur (Amoako vd., 2022). Yesil pazarlama araglar1 ile miisterinin ger¢ek satin alma niyeti arasinda
anlamli ve olumlu bir iligki vardir (Rahbar & Wahid, 2011). Yesil pazarlama hem satin alma niyeti hem
de satin alma davramig1 lizerinde olumlu yonde anlamli bir etkiye sahiptir (Yaputra vd., 2024).
Yukaridaki bilgilere dayanarak asagidaki hipotez gelistirilmistir.

Hi: Yesil pazarlamanin elektrikli ara¢ satin alma niyeti lizerinde anlamli ve olumlu bir etkisi
vardir.
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Yesil Pazarlama ve Yesil Uriin Tutumu

Insanlarin davramslarinin tutumunu etkiledigi diisiiniilmektedir. Tutum; duygu, diisiince ve
davraniglarin egilimi olarak tanimlanmistir (Y1lmaz & Aytekin, 2020). Yesil {irtinler, dogaya en az zarar1
veren lrlinler olabilmektedir. Yesil iiriin tutumu ise dogaya ve c¢evreye zarar vermeyen, geri
doniistiirebilir mal ve hizmetlerin tercih edilmesi olarak belirtilmistir (Bozpolat, 2021). Yapilan
caligmada yesil pazarlamanin yesil {iriin tutumu tlizerinde olumlu ve anlaml bir etkisinin oldugu
belirtilmistir (Kartawinata vd., 2024). Bu bulgular esliginde asagidaki hipotez gelistirilmistir.

Ha: Yesil pazarlamanin yesil iiriin tutumu {izerinde anlamli ve olumlu bir etkisi vardir.

Yesil Pazarlama ve Yesil Algilanan Yenilikcilik

Yesil yenilikgilik, piyasaya ilk kez yeni yesil tirtinlerin sunulmasi olarak tanimlanabilmektedir.
Yesil yenilik¢ilik donanim ve yazilim olarak iki boliime ayrilmistir; donanim olarak enerji tasarrufu
saglayan ve cevreye az zarar veren Uriin olarak tanitilmakta, yazilim olarak ise yesil pazarlama
faaliyetlerinde yesil hizmet adi altinda yapilacak caligmalar olarak tanimlanmigtir (Chen vd., 2021).
Yesil pazarlamanin yesil marka yenilik¢iligi iizerinde anlamli ve olumlu bir etkisinin oldugu
belirtilmektedir (Panci¢ vd., 2023). Bu bilgiler 1s181nda asagidaki hipotez gelistirilmistir.

Hj: Yesil pazarlamanin yesil algilanan yenilikgilik iizerinde anlamli ve olumlu bir etkisi vardir.

Yesil Pazarlama ve Yesil Algilanan Deger

Algilanan deger kisiden kisiye degisebilir ve bundan ¢ikarilan sonuglar da farklhilik gosterebilir.
Algilanan deger, bir tliketicinin bir mal veya hizmeti almadan 6nce ve sonra yaptigi genel degerlendirme
olarak tamimlanmaktadir (Woo & Kim, 2019). Yesil pazarlamanin algilan degerleri etkiledigi
diisiniilmektedir. Nitekim yesil pazarlamanin etkisinin yliksek olmasi algilanan degerin yiiksek
olmasina neden olmaktadir (Fatmawati & Alikhwan, 2021). Yesil pazarlamanin algilanan deger
iizerinde anlaml1 ve olumlu bir etkisinin oldugu raporlanmaktadir (Fatmawati & Alikhwan, 2021). Bu
nedenle, Bu bilgiler 15181nda asagidaki hipotez kurulmustur.

Ha: Yesil pazarlamanin yesil algilanan deger iizerinde anlamli ve olumlu bir etkisi vardir.

Yesil Uriin Tutumu ve Elektrikli Ara¢ Satin Alma Niyeti

Yesil {irtinler, ¢cevre dostu ve geri doniistliriilmiis iiriinler olarak tanimlanirken, yesil satin alma
davranisi ise ¢evre dostu iiriinlerin satin alinmasi olarak tanimlanmaktadir (Yaputra vd., 2024). Devlet,
elektrikli arag alim oranim artirmak igin vergi tesvikleri saglayabilir. Elektrikli ara¢ satin alma niyeti;
tiiketici 6zellikleri, elektrikli arag¢ 6zellikleri ve elektrikli araglarla ilgili hiikiimet politikalarin1 kapsayan
bir satin alma niyeti olarak belirtilmektedir (Ivanova & Moreira, 2023). Tiiketicilerin ¢evreye dair
tutumlart ile tiiketicilerin hibrit ve elektrikli otomobil tercihleri arasinda anlaml bir iliski vardir (Giiller,
2021). Bu bilgiler 1s181nda asagidaki hipotez kurulmustur.

Hs: Yesil iiriin tutumunun elektrikli ara¢ satin alma niyeti iizerinde anlamli ve olumlu bir etkisi
vardir.

Yesil Algilanan Yenilikc¢ilik ve Elektrikli Ara¢ Satin Alma Niyeti

Son yillarda yesil inovasyona olan ilgi artmis ve siirdiiriilebilirlik konusunda 6nemli ilerlemeler
kaydedilmistir (Lioutas & Charatsari, 2018). Yesil yenilik¢ilik, yesil iirlinlerin tasarimi ve yesil
stireglerin uygulanmasi olarak tanimlanmaktadir (El-Kassar & Singh, 2019). Yesil marka yenilik¢iligi
yesil tekrar satin alma tizerinde anlamli ve olumlu bir etkisi vardir (Panci¢ vd., 2023). Tiiketicilerin
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yenilik¢iliginin elektrikli araglarin satin alma niyetiyle olumlu ve anlamli bir iliskisi vardir (Lashari vd.,
2021). Bu bilgiler dogrultusunda asagidaki hipotez gelistirilmistir.

He: Yesil algilanan yenilikgiligin elektrikli ara¢ satin alma niyeti {izerinde anlamli ve olumlu bir
etkisi vardir.

Yesil Algilanan Deger ve Elektrikli Ara¢ Satin Alma Niyeti

Algilanan degerin, lrlinlerin ayirt edici Ozelliklerini belirleyen 6znel bir kavram oldugu
vurgulanmaktadir (Woo & Kim, 2019). Bir ¢alismada yesil algilanan degerin satin alma niyeti tizerinde
olumlu ve anlamli bir etkiye sahip oldugu bulunmustur (Zhuang vd., 2021). Algilanan fiyat degeri,
elektrikli ara¢ satin alma niyeti iizerinde istatistiksel olarak olumlu bir etkiye sahiptir (Kocagdz & Igde,
2022). Algilanan degerin yesil satin alma niyeti iizerinde anlamli bir etkisi vardir ve bu durum bagka bir
caligma tarafindan desteklenmektedir (Khatun & Roy, 2022). Bu bulgular 1s181inda asagidaki hipotez
gelistirilmistir.

H7: Yesil algilanan degerin elektrikli ara¢ satin alma niyeti {izerinde anlamli ve olumlu bir etkisi
vardir.

Araci Roller

Yesil iriin tutumu, dogaya ve gevreye zarar vermeyen, geri doniistliriilebilir mal ve hizmetleri
tercih etmek olarak tanimlanmaktadir (Bozpolat, 2021). Yapilan caligmalar, yesil pazarlamanin yesil
iiriinlere yonelik tutumlar iizerinde etkili oldugunu gostermistir (Yilmaz & Aytekin, 2020; Bozpolat,
2021; Kartawinata vd., 2024). Tutumun, elektrikli ara¢ satin alma niyetinin 6nemli bir énciilii oldugu
kabul edilmektedir (Yegin & Ikram, 2022). Bir ¢alismada, tutumun elektrikli arag satin alma niyeti
iizerinde olumlu ve anlaml bir etkisi oldugu bildirilmistir(Yegin & ikram, 2022). Bu bulgular 1s131nda
asagidaki hipotez gelistirilmistir.

Hg: Yesil {irlin tutumu, yesil pazarlamanin elektrikli ara¢ satin alma niyeti {izerindeki etkisinde
araci bir role sahiptir.

Yesil pazarlamanin yesil algilanan yenilik¢iligi etkiledigi ¢alismalarda goriilmiistiir (Chen vd.,
2021; Panci¢ vd., 2023). Yesil yenilikgilik enerji tiiketimini ve kirliligi azaltmanin yan1 sira yesil {iriin
tasarimlarin1 da kapsayan bir siire¢ olarak tamimlanmaktadir (El-Kassar & Singh, 2019). Algilanan
yenilik¢iligin satin alma niyeti lizerinde etkisi oldugu diigiiniilmektedir. Algilanan yenilikgilik elektrikli
arag satin alma niyetiyle anlamli ve olumlu yonde bir etkisi oldugu goriilmiistiir (Shanmugavel &
Alagappan, 2023). Bu bulgular esliginde asagidaki hipotez kurulmustur.

Ho: Yesil algilanan yenilikgilik, yesil pazarlamanin elektrikli arag satin alma niyeti tizerindeki
etkisinde arac1 bir role sahiptir.

Yesil pazarlamanin yesil algilanan degeri etkiledigi c¢alismalarda goériilmistir (Woo & Kim,
2019; Fatmawati & Alikhwan, 2021). Algilanan deger yesil satin alma niyetiyle anlamli ve olumlu
yonde onemli bir iligkiye sahiptir (Liao vd., 2020). Bagka bir ¢alisma da algilanan yesil degerin, yesil
griinlerin yeniden satin almma niyetiyle anlamli ve olumlu bir iliskiye sahip oldugu fikrini
desteklemektedir (Lam vd., 2016). Bu bilgiler 1s181inda asagidaki hipotezler kurulmustur.

Hio: Yesil algilanan deger, yesil pazarlamanin elektrikli arag satin alma niyeti iizerindeki etkisinde
araci bir role sahiptir.

Literatiir taramasindan elde edilen hipotezlere dayanarak gelistirilen arastirma modeli Sekil 1'de
gOsterilmistir.
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Hs

Yesil Uriin Tutumu
H,

H; H,

H;s
A

Yesil Pazarlama (— H; ] Yesil A.lgll.a.nan L H, Elektrikli Ara¢ Satin
Yenilikeilik Alma Niyeti

H, Hio H,

\( Yesil Algilanan Deger

Sekil 1. Aragtirma Modeli
Yontem

Yesil pazarlama (Amoako vd., 2022, s. 3), yesil algilanan yenilikg¢ilik (Lin vd., 2019), yesil
algilanan deger, yesil liriin tutumu ve elektrikli ara¢ satin alma niyeti (Bi vd., 2023) 6lgeginin ifadeleri
onceki ¢aligmalardan bu ¢aligmaya uyarlanmistir.

Bu aragtirmanin hedef kitlesi Tiirkiye’de ikamet edenlerden olugmaktadir. Veriler, hedef kitleden
kartopu 6rnekleme yontemi kullanilarak toplanmistir. Bu yontem, hedef kitlenin Tiirkiye'nin dort bir
yanina dagilmis olmasi ve zaman ve mali kisitlamalar nedeniyle herkesi ¢aligmaya dahil etmenin pratik
olmamas! nedeniyle secilmistir. Orneklem biiyiikliigii 261 kisiden meydana gelmektedir. Bu veriler
Google Formlar tizerinden elde edilmistir. Anket araciligi ile hedef kitleden veri toplamak i¢in etik kurul
izni alinmigtir: Van Yiiziincii Y1l Universitesi Sosyal ve Beseri Bilimleri Yaymn Etik Kurul Bagkanhig1,
Karar Tarihi: 05/07/2024, Karar No: 2024/13-07.

Klasik test teorisi yontemiyle faktér analizinin uygulanabilmesi i¢in en az 200 kisilik adil bir
orneklem biiyilikligiine ihtiyag duyuldugu belirtilmektedir (Wilson VanVoorhis & Morgan, 2007).
Baska bir ¢aligmada 6rneklem biiyiikliigliniin toplam 6lgek sayisinin en az 5 katinin ya da 100 kisiden
olusmas1 yeterli oldugu belirtilmistir (Kass & Tinsley, 1979).

Tablo 5’te goriilecegi iizere her iki faktor arasindaki korelasyon katsayisi (r) 0.90’dan kiigiiktlir.
Bu sebeple ulagilan verilerde ortak yontem sapmasi sorunu yoktur (Bagozzi vd., 1991).

SPSS, AMOS ve JAMOVI programlari ¢alistirilarak elde edilen veriler igin istatistiksel analizler
yapilmistir. Analiz sonuglari ilerleyen sayfalarda verilmektedir.

Bulgular

Yapilan frekans analizi sonuglar1 Tablo 1°de goriilmektedir. 261 katilimer arasinda, erkeklerin
(n=140; %53.6), 29-43 yas aras1 Y jenerasyonun (n=146; %55.9), bekarlarin (n=131; %50.2), lisans
mezunlarmin (n=117; %44.8), calisanlarmn (n=204; %78.2) ve aylik kisisel geliri 20,001-40,000 TL
arasinda olanlarin (n=94; %36.0) sayisi daha yiiksekti.
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Tablo 1. Katilimeilarin Demografik Profili

Demografik Bilgi Grup f %
Kadin 121 46.4
Cinsiyet Erkek 140 53.6
Toplam 261 100.0
12-28 yas aras1 (1996-2012; Z jenerasyon) 86 33.0
29-43 yas aras1 (1981-1995; Y jenerasyon) 146 559
Yas 44-59 yas aras1 (1965-1980; X jenerasyon) 23 8.8
60-78 yas aras1 (1946-1964; Baby Boomer jenerasyon) 6 23
Toplam 261 100.0
Evli 130 49.8
Medeni Durum Bekar 131 50.2
Toplam 261 100.0
Tlkokul 10 3.8
Ortaokul 13 5.0
Lise 53 20.3
Egitim Durumu (Mezun) ~ On lisans 36 13.8
Lisans 117 44.8
Yiiksel lisans 31 11.9
Doktora 1 4
Toplam 261 100.0
) Calisan 204 78.2
Istihdam Durumu Caligmayan 57 21.8
Toplam 261 100.0
<20,000 TL 70 26.8
20,001-40,000 TL 94 36.0
40,001-60,000 TL 66 253
Aylik Kisisel Gelir 60,001-80,000 TL 13 5.0
80,001-100,000 TL 6 2.3
>100,000 TL 12 4.6
Toplam 261 100.0

Tablo 2’de dogrulayici faktdr analizi sonuglart gosterilmektedir. Model uyum degerleri
desteklenmektedir (Hu & Bentler, 1999; Muise vd., 2010). AVE’ler>.50, CR’ler>.70 ve
CR’ler>AVE’ler oldugundan, faktdr boyutlarinin yakinsak gegerlilikleri de desteklenmektedir (Fornell
& Larcker, 1981; Hair vd., 2009, s. 619; Yaslioglu, 2017).

Tablo 2. Dogrulayic1 Faktor Analizi Sonuglar

Faktor Ismi Faktor ifadeleri Yiikleme  AVE CR
YP1 742

Yesil Pazarlama YP2 .653 513 759
YP3 751
YAY1 .749

Yesil Algilanan Yenilikgilik YAY2 764 .599 817
YAY3 .809
YADI1 734
YAD2 738

Yesil Algilanan Deger YAD3 815 591 .878
YAD4 .808
YADS 745
YUTI 17

Yesil Uriin Tutumu YUT2 767 .580 .805
YUT3 .800
EASN1 .844

Elektrikli Ara¢ Satin Alma Niyeti EASN2 .847 746 .898
EASN3 .900

¥2=155.030 P=.001 y2/df=1.491 GFI=935 AGFI=904 NFI=948 RFI=932 IFI=982

Model Uyum Degerleri 7 1 077 p- 982 RMSEA=.043 SRMR=.0366
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Tablo 3’te giivenilirlik analiz sonuglar1 yer almaktadir. Cronbach'in Alfasi ve McDonald'in
Omega's1 0.70’ten biiyiik olmas: yeterli kabul edilmektedir (Nunnally & Bernstein, 1994, ss. 263-265).
Tablo 3’te goriildiigii gibi, faktér boyutlarmin Cronbach'm Alfas1 ve McDonald'im Omega'st 0.70
iizerindedir.

Tablo 3. Giivenilirlik Analizi Sonuglart

Faktorler ifade Sayisi Cronbach'in Alfasi McDonald'in Omega's1
Yesil Pazarlama 3 744 759
Yesil Algilanan Yenilikgilik 3 .841 .845
Yesil Algilanan Deger 5 .886 .887
Yesil Uriin Tutumu 3 .800 .806
Elektrikli Ara¢ Satin Alma Niyeti 3 .908 910

Tablo 4’te normallik test sonuglar1 yer almaktadir. Tablo 4’te goriilecegi iizere faktor boyutlarimin
carpiklik ve basiklik katsayilarn +1.5 arasinda oldugundan elde edilen veri setinin normal dagilim
gosterdigi kabul edilmelidir (Tabachnick & Fidell, 2018, s. 81).

Tablo 4. Normallik Testi Sonuglart

Faktorler Ortalama  Medyan Varyans Std. Sapma Carpikhk Basikhk
Yesil Pazarlama 3.7612 3.6667 478 .69153 -519 1.006
Yesil Algilanan Yenilikgilik 3.7637 4.0000 .582 76289 -.744 .849
Yesil Algilanan Deger 3.8621 4.0000 .505 71056 -450 -.084
Yesil Uriin Tutumu 3.7114 3.6667 .557 74659 =312 .003
Elektrikli Ara¢ Satin Alma Niyeti 3.6897 4.0000 733 .85604 -.354 -.348

Tablo 5’te Pearson korelasyon analizi sonuglar1 yer almaktadir. Tablo 5’te goriilecegi lizere her
iki degisken arasinda hem anlamli hem de olumlu yénde bir iligki oldugu goriilmektedir. Iki degisken
arasindaki korelasyon katsayisinin 0.90’dan kiigiik olmasi ortak bir yontem varyans analizinde sorun
olmadig1 goriilmektedir (Bagozzi vd., 1991).

Tablo 5. Pearson Korelasyon Analizi Sonuglar

iligkiler Yesil Yesil Algilanan Yesil Algilanan Yesil Uriin Elektrikli Arag
Pazarlama  Yenilikeilik Deger Tutumu Satin Alma Niyeti
Yesil Pazarlama r 1 .559 517 .530 .546
p .000 .000 .000 .000
Yesil Algilanan r .559 1 .670 .662 .631
Yenilik¢ilik p .000 .000 .000 .000
Yesil Algilanan Deger ; 3}); (6)(7)2 ! Z)?)Z) ?)Z)g
I r .530 .662 737 1 775
Yesil Uriin Tutumu p 000 000 000 000
Elektrikli Arag Satin r .546 .631 .676 775 1
Alma Niyeti p .000 .000 .000 .000

Aragtirma modeli, Jamovi araciligiyla Genel Dogrusal Aracilik Modeli (yani GLM Aracilik
Modeli) kullanilarak test edilmistir. Sonuglar Tablo 6 ve 7'de sunulmustur.

Tablo 6’da dogrudan etkilere iligkin hipotezlerin sonuglar1 gosterilmektedir. Yesil pazarlamanin
yesil tirtin tutumu (B=.530; p<.05), yesil algilanan yenilik¢ilik (=.559; p<.05) ve yesil algilanan deger
(B=.517; p<.05) tizerinde dogrudan olumlu yonde anlaml1 bir etkisi vardir. f'ya gore, yesil pazarlama,
yesil algilanan yenilikgilik tizerinde daha biiyiik dogrudan olumlu ve anlamli bir etkiye sahiptir. Ayrica
yesil Uirlin tutumu (B=.523; p<.05), yesil algilanan yenilik¢ilik (B=.114; p<.05), yesil algilanan deger
(B=.148; p<.05) ve yesil pazarlamanin (B=.130; p<.05) elektrikli ara¢ satin alma niyeti ilizerinde
dogrudan olumlu yonde anlaml bir etkisi vardir. B'ya gore, yesil lirliin tutumu elektrikli arag satin alma
niyeti lizerinde daha biiyiik dogrudan olumlu ve anlamli bir etkiye sahiptir.
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Tablo 6. Dogrudan Etkilere Iliskin Hipotezlerin Sonuclar

Yollar R F B SH. B t p
Yesil Pazarlama > Yesil Uriin Tutumu 281 101 .572 .0569 .530 10.1  .000
Yesil Pazarlama > Yesil Algilanan Yenilikgilik 313 118 .617 .0568 .559 109  .000
Yesil Pazarlama > Yesil Algilanan Deger 267 943 531 .0547 517 9.71  .000
Yesil Uriin Tutumu - Elektrikli Arag Satin Alma Niyeti 599 .0677 523 8.85  .000
Yesil Algilanan Yenilikgilik = Elektrikli Arag Satin Alma Niyeti 648 118 127 .0619 114 2.06  .040
Yesil Algilanan Deger > Elektrikli Ara¢ Satin Alma Niyeti 178 0713 148 25  .012
Yesil Pazarlama - Elektrikli Arag Satin Alma Niyeti Jdel .0577 130 278 .005

Tablo 7°de dolayl etkilere (araci rollere) iliskin hipotezlerin sonuglar1 gosterilmektedir. Yesil
iiriin tutumu (B=.277; p<.05), yesil algilanan yenilik¢ik (B=.064; p<.05) ve yesil algilanan degerin
(B=.076; p<.05) aracilik rolleri sayesinde yesil pazarlamanin elektrikli arag satin alma niyeti lizerinde
dolayl1 olumlu yonde anlamli bir etkisi vardir. B'ya gore, yesil iiriin tutumu, yesil pazarlamanin elektrikli
arag satin alma niyeti iizerindeki etkisinde daha biiyiik bir araci role sahiptir.

Tablo 7. Dolayl Etkilere (Araci Rollere) iliskin Hipotezlerin Sonuglar

Tip Yollar B S.H. B t p

Yesil Pazarlama > Yesil Uriin Tutumu > Eﬁfﬁi‘:ﬁfyeﬁ 343 0512 277 67 .000
Dglti-‘iyh Yesil Pazarlama > g:fliilh‘ltgfii‘“an > Eﬁfﬁﬁﬁﬁfyeﬁ 079 .0385 .064 2.04 .04l
Yesil Pazarlama = Yesil Algilanan Deger > Eﬁfﬁﬁﬁﬁfyeﬁ 095 0387 076 24 015
D"gﬁi‘ian Yesil Pazarlama > Eﬁ‘;ﬁi‘:ﬁfyeﬁ 161 .0577 130 2.78 .005
ngm Yesil Pazarlama > Eﬁfﬁi‘:ﬁfyeﬁ 676 0644 546 105 .000

Toplam Etki icin R?=0.299 ve F=110

Tartisma, Sonuc ve Oneriler

Diinya ¢apinda ¢evre bilinci arttikea, tliketiciler ¢evre dostu iirlinlere yoneliyor ve bu da yesil
pazarlamay sirketler i¢in modern kurumsal stratejinin 6nemli bir parcasi haline getirmektedir (Sunitha,
2024). Bununla birlikte, sirketlerin ¢evre stratejileri, yesil pazarlama uygulamalari, yesil pazarlama
karmasi unsurlari, ¢evre koruma caligmalari, ¢evre sorumluluklart ve miisteri iliskileri gibi faktorlere
bagli olarak 6nemli dl¢lide farklilik gosterebilmektedir (Gedik, 2020). Bu bilgiler, yesil pazarlamanin
kurumsal stratejiler gelistirmede 6nemli oldugunu gostermektedir.

Bu caligma, yesil pazarlamanin elektrikli ara¢ satin alma niyeti iizerindeki etkilerini aragtirmay1
amaglamaktadir. Calisma verilerinin analizleri neticesinde tiim hipotezler kabul edilmistir. Bunun
Otesinde kabul edilen hipotezlerin ilgili literatiir baglaminda degerlendirilmesinin faydali olacagi
diistiniilmiistiir.

Bu ¢aligma, yesil pazarlamanin tiiketicilerin elektrikli ara¢ satin alma niyetleri {izerinde olumlu
ve anlaml bir etkisi oldugunu ortaya koymustur. Diger ¢aligmalar da yesil pazarlamanin satin alma
niyeti tizerinde olumlu bir etkisi oldugunu gostermistir. Bu baglamda, bu ¢alismanin sonuglart 6nceki
caligmalarin sonuglartyla tutarlidir (Amoako vd, 2022; Rahbar & Wahid, 2011; Yaputra vd., 2024).
Elektrikli tirlinler, tiiketicilerin satin alma niyetlerini artiran bir faktor olarak 6n plana ¢ikmustir. Sirketler
yesil pazarlama faaliyetlerine odaklanabilir, boylece elektrikli arag satin alimu tiiketiciler arasinda favori
hale gelebilir. Firmalar buna agirlik vermeli ve bunu sirket politikasi haline getirebilmelidir.

Yesil pazarlamanin yesil {irlin tutumu iizerinde olumlu ve anlamli bir etkisinin oldugu tespit
edilmistir. Bu bulgu, ilgili literatiirdeki yapilan bir 6nceki calismanin sonuglart ile benzerlik
gostermektedir (Kartawinata vd., 2024). Yesil pazarlama faaliyetleri sayesinde tiiketicilerin yesil {irlin
tutumlarinda olumlu ydnde &nemli bir artis olmaktadir. isletmeler atik kaynaklarimi azaltabilir, satin
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alinan malzemelerin geri doniistiirebilir olmasinin yesil pazarlamanim yesil iiriin tutumu tizerinde
etkisinin olacag tavsiye edilebilir.

Yesil pazarlamanin, yesil algilanan yenilikgilik {izerinde olumlu ve anlaml bir etkisi oldugu
belirlenmistir. Bu 6nemli sonug, 6nceki bir ¢alismanin sonuglarii dogrulamaktadir. Nitekim, Panci¢
vd. (2023) daha 6nce yesil pazarlamanin yesil marka yenilikgiligi tizerinde olumlu ve anlamli bir etkisi
oldugunu belirtmislerdir. Sirketlerin gelistirdigi yesil pazarlama stratejileri sayesinde tiiketicilere yeni
fikirler ve yenilikler sunmak miimkiin olmaktadir. Sirketler yesil pazarlama yaklagimiyla tiiketicilerin
yeni fikir ve yeniliklere iligkin algisini artirabilirler.

Yesil pazarlama, yesil algilanan deger lizerinde olumlu ve anlamli bir etkiye sahip olabilmektedir.
Yapilan ¢caligmada Fatmawati (2021), yesil pazarlamanin algilanan deger iizerinde olumlu ve anlaml
bir etkisi oldugunu bildirmistir. Calisma sonucunun bu calisma sonucu ile paralellik gdsterdigi
sOylenebilir. Sirketler yesil pazarlama faaliyetleri yoluyla tiiketicilerin {irlin ve hizmetlerinin ¢evresel
degeri ve dnemi hakkindaki algilarini iyilestirebilir.

Yesil iiriin tutumunun elektrikli arag satin alma niyeti iizerinde olumlu ve anlamli bir etkisinin
oldugu tespit edilmistir. lgili literatiir incelendiginde Giiller (2021) tarafindan yapilan ¢alismada
tiikketicilerin ¢evreye dair tutumlar ile tliketicilerin hibrit ve elektrikli otomobil tercihleri arasinda
anlamli bir iligki oldugunu belirtmistir. Bu anlamda iki c¢aligmanin sonuglar1 arasinda benzerlik
bulunmaktadir. Sirketler, tiiketicilerin yesil, yani ¢evre dostu {riinlerine yonelik olumlu tutumlarin
artirirlarsa iirlinlerinin satiglarini artirabilirler.

Yesil algilanan yenilikgiligin elektrikli ara¢ satin alma niyeti iizerinde olumlu ve anlamli bir
etkisinin oldugu tespit edilmistir. Ilgili literatiirdeki calisma sonuglar1 bu ¢alismanin sonucu ile benzerlik
gostermektedir (Panci¢ vd., 2023; Lashari vd., 2021). Araglar iizerinde yapilan herhangi bir degisim,
yenilik (6rnegin menzil diizeyi) araglarin satin alma diizeylerini olumlu olarak etkileyebilir.

Yesil algilanan degerin elektrikli arag satin alma niyeti iizerinde olumlu ve anlaml bir etkisinin
oldugu tespit edilmistir. Algilanan degerin elektrikli araglarn tiiketiciler tarafindan degeri yiiksek
gorlilmekte ve buna bagh olarak satin alma niyetini etkilemektedir. Bu ¢alismanin sonucu Onceki
calismalarin sonuglari ile paralellik gdstermektedir (Zhuang vd., 2021; Kocagdz & 1gde, 2022; Khatun
& Roy, 2022). Algilanan degerin yiiksek olmasi durumunda tiiketicilerin elektrikli ara¢ satin alma
niyetinin artmasi ve sirketlerin satiglarinin olumlu etkilenmesi beklenmektedir.

Yesil pazarlamanin elektrikli ara¢ satin alma niyeti lizerindeki etkisinde yesil {irlin tutumunun
araci rolii oldugu tespit edilmistir. Yapilan bir caligmaya iliskin olarak yesil pazarlamanin yesil {irlin
tutumu iizerinde olumlu ve anlamli bir etkisinin oldugu belirtilmistir (Kartawinata vd., 2024).
Dolayisiyla, bu calismanin sonuglar1 ile Onceki c¢alismanin sonuglar1 arasinda bir paralellik
bulunmaktadir. Yesil pazarlama faaliyetlerinin tiiketicilerin davranislarini, yani yesil iiriinlere karsi
olumlu tutumlarim etkiledigini ve buna bagli olarak satin alma niyetlerinin daha fazla oldugunu
gostermektedir. Bu nedenle sirketlerin satin alma niyetini artirmak i¢in yesil pazarlama faaliyetleriyle
tiikketicilerin olumlu tutumlarini etkilemeleri 6nemlidir. Sonug¢ olarak, sirketler yesil {irlin tutum
faaliyetlerinin yesil pazarlama faaliyetlerinin yesil {irlin satin alma niyetine olan etkisinde énemli bir
aracilik rolii oynadigmin farkinda olmahdir. Sirketler bu durumu igsellestirmeli ve caligsanlarina
aciklamalidir. Ayrica, yesil iiriin ve hizmetleri miisterilerine agik ve anlagilir bir dille sunmalidirlar.

Yesil pazarlamanin elektrikli ara¢ satin alma niyeti lizerindeki etkisinde, algilanan yenilikg¢ilik
araci bir rol oynayabilmektedir. Yapilan bir ¢calismada yesil pazarlamanin yesil algilanan yenilikg¢ilik
iizerinde anlamli ve olumlu yonde bir etkisi oldugu goriilmiistiir (Shanmugavel & Alagappan, 2023).
Dolayisiyla, bu ¢alismanin sonucu 6nceki ¢aligmanin sonucuyla uyumludur. Yesil pazarlamanin yesil
algilanan yenilik¢iligini olumlu olarak etkiledigi ve satin alma niyetini arttirdigi goriilmektedir.
Sirketler, yesil pazarlama faaliyetleri yoluyla ¢evresel yeniliklerden yararlanarak tiiketicilerin elektrikli
arag satin alma niyetini artirmak i¢in ¢aligabilirler.

Yesil algilanan deger, yesil pazarlamanin elektrikli ara¢ satin alma niyeti lizerindeki etkisinde
araci bir rol oynayabilmektedir. Yapilan bir ¢alismada yesil pazarlamanin yesil algilanan deger iizerinde
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anlamli ve olumlu yonde 6nemli bir iliskiye sahiptir (Liao vd., 2020). Dolayistyla, bu ¢alismanin sonucu
onceki ¢alismanin sonucuyla tutarlidir. Yesil pazarlama faaliyetlerinin yesil algilanan degerle elektrikli
ara¢ satin alma niyetinin arttig1 goriilmektedir. Yesil pazarlama faaliyetlerinin yesil algilanan degeri
olumlu etkiledigi ve buna bagli olarak satin alma niyetinin daha fazla oldugunu gostermektedir.
Isletmeler, satin alma niyetlerini arttirabilmek icin ¢evre duyarliligmn arttiric1 faaliyetleri gz dniinde
bulundurabilir.

Bu caligmanin yesil pazarlama literatiiriine katkida bulunmasi beklenmektedir. Ayrica elektrikli
araglar iizerinde yapilacak sinirli ¢aligmalar i¢in bir rehber gorevi gorebilir. Ancak bu ¢aligma gesitli
varsayimlar ve sinirlamalar altinda yiiriitilmiistiir. Bu ¢calismanin hedef kitlesinden elde edilen 6rneklem
biiylikliigli istatistiksel olarak yeterli olsa da, c¢alisma sonuglarinin genellestirilebilirligi agisindan
oldukga sinirlidir. Bu ¢alismanin 6rneklemi agirlikli olarak geng nesillerden, 6zellikle Y Jenerasyonu
ve Z Jenerasyonu'ndan olustugundan, sonuglar1 yorumlarken bu gruplar géz éniinde bulundurulmalidir.
Bu nedenle, daha cesitli 6rneklemlerle yapilacak ilave ¢alismalar faydali olacaktir. Algilanan yesil kalite
ve tatmin gibi bu ¢alismada dikkate alinmayan degiskenlerin arastirilmasi da yeni aragtirma alanlari
acabilir.

Yesil pazarlama faaliyetlerinin tiiketici davraniglarini, yani yesil iiriinlere yonelik olumlu tutum
ve algilarimi etkiledigi ve buna bagl olarak satin alma niyetlerinin daha yiiksek oldugu goriilebilir. Bu
nedenle, sirketlerin satin alma niyetini artirmak i¢in yesil pazarlama faaliyetleri yoluyla tiiketicilerin
olumlu tutum ve algilarini sekillendirmeleri ¢gok 6nemlidir.

Beyan ve Aciklamalar

1. Arastirmacilarin katki oram1 beyam: Birinci yazar %75, ikinci yazar %25
2. Cikar catismasi: Herhangi bir ¢ikar ¢atismasi bulunmamaktadir.

3. Etik Raporu: Anket araciligi ile hedef kitleden veri toplamak i¢in etik kurul izni alinmistir: Van
Yiiziincii Y1l Universitesi Sosyal ve Beseri Bilimleri Yayim Etik Kurul Baskanlig1, Karar Tarihi:
05/07/2024, Karar No: 2024/13-07.

4. Arastirmanin Modeli: Arastirma makalesi

5. Bilgilendirme: Bu calisma, Sezer OZISIK tarafindan Dog. Dr. Ziibeyir CELIK damismanliginda
yiirlitiilen “Yesil pazarlamanin elektrikli ara¢ satin alma niyeti iizerindeki etkisinde yesil iiriin
tutumu, yesil algilanan yenilik¢ilik ve yesil algilanan degerin araci roli” isimli yiiksek lisans
tezinden tretilmistir.
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