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Ozet

Son yillarda, gevresel siirdiiriilebilirlik konusunda artan bir endisenin olmasi ve tiiketicilerin artan g¢evre bilinci,
tilketicilerin satin alma davranislarini degistirmektedir. Bu durum son yillarda tiiketicilerin yesil iiriinlere olan talebini
artirmis ve igletmelere ve hiikiimetlere yesil iretimi benimseme konusunda baski yapmasina neden olmusgtur. Bu agidan
yapilan bu ¢aligma, yapay zekanin tiiketicilerin yesil iiriin satin alma davranigi tizerindeki etkisine odaklanmaktadir.
Uyaran-organizma- tepki modeline dayanan bu ¢aligma, yapay zekanin tiiketicilerin yesil {iriin satin alma davraniglart
iizerindeki etkisini yapay zeka pazarlama g¢abalar1 (bilgi, erisilebilirlik ve 6zellestirme) ile incelemektedir. Ayrica
calisma kapsaminda yapay zeka pazarlama ¢abalarinin marka deneyimine olan etkisi de arastirilmistir. Bu kapsamda
katilimcilardan yiiz yiize anket yontemiyle toplanan veriler Smart PLS4 ve SPSS 26 programlari kullanilarak analiz
edilmistir. Yapilan analiz sonuglarmma gore yapay zeka pazarlama cabalari (bilgi, erisilebilirlik, etkilesim ve
ozellestirme) unsurlarinin timiiniin marka deneyimi ve satin alma niyetleri iizerinde etkili oldugunu géstermektedir.
Ayrica ¢aligma kapsaminda tespit edilen bir diger 6nemli bulgu ise marka deneyiminin tiiketicilerin satin alma
niyetlerini olumlu olarak etkiledigi bulgusudur.
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THE EFFECT OF ARTIFICIAL INTELLIGENCE ON GREEN PRODUCT
PURCHASING BEHAVIOUR

Abstract

In recent years, there has been a growing concern about environmental sustainability and consumers'
increasing environmental awareness is changing their purchasing behaviour. This has increased consumer demand for
green products and put pressure on businesses and governments to adopt green production. In this context, this study
focuses on the impact of artificial intelligence on consumers' green product purchase behaviour. Based on the stimulus-
organism-response model, this study examines the impact of Al on consumers' green product purchase behaviour through
marketing efforts (information, accessibility and customisation). In addition, the impact of Al marketing efforts on
brand experience is also investigated within the scope of the study. In this context, the data collected from the
participants by face-to-face survey method were analysed using Smart PLS4 and SPSS 26 programs. The results of the
analysis show that all elements of Al marketing efforts (information, accessibility, interaction and personalisation) are
effective on brand experience and purchase intention. In addition, another important finding of the study is that brand
experience positively affects consumers' purchase intentions.

Keywords: Artificial Intelligence, Green Product, Purchasing Behaviour, Environment, Environmental
Sustainability
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