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Abstract

Our world is changing. Climates are changing. Our world is chan-
ging with climate change. With change, the world is becoming an
unlivable place day by day. The ecological balance is being disrup-
ted. With the disruption of the ecological balance, the world is get-
ting polluted. The polluted world gives rise to new problems every
day. They are losing hope for the future. These are just some of the
problems arising from climate change. In order to solve these prob-
lems, we need to see the dangers that climate change can cause. We
need to be aware of the danger. To be able to see the danger and
to be aware of it, important responsibilities fall on states, non-go-
vernmental organizations, and institutions. At this point, states and
organizations have started to generate ideas and work with a livab-
le world consciousness. This awareness of working with this consci-
ousness has givenrise to the longing for a livable world. At this point,
it is important for environmental awareness to be sustainable. For
the formation of sustainable environmental awareness, important
responsibilities fall on governments, non-governmental organiza-
tions, and institutions. States and non-governmental organizations
are working hard to raise public awareness and provide education
on this issue. Profit-oriented organizations, on the other hand, are
making great efforts to conduct their commercial activities while ful-
filling their social responsibilities. One of the social responsibilities
they undertake is to carry out environmentally sensitive marketing
activities. For profit-oriented organizations, being environmentally
conscious is an important factor in gaining reputation. Nowadays,
organizations have started to place importance on “green” commu-
nication strategies and activities to develop a business perception
that values sustainability and promotes environmentally friendly
behaviors. One of the communication activities it values is green
advertising. In the study titled “Green Advertisements Contributing
to the Development of Environmental Awareness and Analysis of
Sample Commercials,” the concepts of environment and environ-
mental awareness are explained, along with green marketing, the
driving force of sustainability, the elements of the green marketing
mix, and green advertisements. The study employed the descripti-
ve analysis method. In the analysis section of the study, individuals,
subjects, locations, and texts were analyzed, and the resulting me-
anings were described. The TEB advertisement film titled “What is
Sustainability?” was selected as a purposive sample for the study.
As important findings of the study, TEB's motto, “Let’s continue our
fight with positive impact projects to improve our world not by re-
ducing it but by multiplying it, so that tomorrow is as good as today
and even better," summarizes their efforts regarding environmental
awareness. In the advertisement film, the development and change
of environmental awareness are concluded with the slogan “Keep
Going for a Better Future”through education, effort, hope, and faith.

Keywords: Climate Change, Sustainability, Environmental
Awareness, Green Marketing, Green Advertising.

Ozet

Diinyamiz degisiyor. iklimler degisiyor. iklim degisikligi ile diinyamiz
degisiyor. Degisim ile dlinya her gegen giin yasanilamaz bir yere d6-
nusuyor. Ekolojik denge bozuluyor. Ekolojik dengenin bozulmasi ile
diinya kirleniyor. Kirlenen diinya her giin yeni sorunlari doguruyor.
Gelecege donuk umutlarini kaybediyor. Bu saydiklarimiz iklim de-
gisikligi ile ortaya cikan sorunlardan sadece bazilari. Bu sorunlarin
¢oztime kavusturulabilmesi icin iklim degisikliginin yol acabilecegi
tehlikeleri gormek gerek. Tehlikenin farkina varmak gerek. Tehlike-
yi gorebilmek ve tehlikenin farkina varabilmek icin devletlere, sivil
toplum orgutlerine, kuruluglara 6nemli gorevler diismektedir. Bu
noktada devletler ve kuruluslar fikir Gretmeye ve yasanilir diinya
bilinci ile calismaya baslamiglardir. Bu biling ile calisma suuru yasa-
nilir diinya 6zlemini ortaya ¢ikarmistir. Bu noktada ¢evre bilincinin
stirdirilebilir olmasi 6nemlidir. Strdirdlebilir cevre bilincinin olu-
sumu icin devletlere, sivil toplum orgutlerine, kuruluslara 6nemli
gorevler dismektedir. Devleteler ve sivil toplum 6rgutleri kamu-
ounu bilinglendirmek, halka bu konuda egitim vermek icin yogun
mesai harcamaktadirlar. Kar amaci gliden kuruluslar ise hem ticari
faaliyetlerini yuritmek hem de toplumsal sorumluluklarini yerine
getirmek icin buylk cabalar icerisindedir. Giristigi toplumsal sorum-
luluklardan birisi de cevreye karsi duyarli pazarlama faaliyetlerini
gerceklestirmektir. Kar amaci gtiden kuruluslar icin cevreye duyarli
olmak, itibarin kazanilmasi igin énemli bir faktérdir. Glnimuzde
kurulusglar strdurilebilirlige deger veren ve cevre dostu davranis-
lari tesvik eden isletme algisini gelistirmek icin “yesil” iletisim stra-
tejileri ve faaliyetlerine 5nem vermeye baslamislardir. Onem verdigi
iletisim faaliyetlerinden birisi de yesil reklamlardir. Cevre Bilincinin
Gelisimine Katki Sunan Yesil Reklamlar Ve Ornek Reklam Filmi C6-
zlimlemesi baslikli calismada cevre ve cevre bilincinin ne oldugu
aciklanarak, stirdiirtilebilirligin lokomotifi olan yesil pazarlama, yesil
pazarlama karmasi elemanlari ve yesil reklam konulari agiklanmistir.
Calismada betimsel analiz yontemi kullaniimistir. Calismanin analiz
kisminda kisiler, konular, mekanlar, metinler analiz edilmis, ortaya
¢tkan anlamin betimlemeleri yapilmistir. Strdirilebilirlik Nedir?
isimli TEB reklam filmi calismaya amach 6rneklem kapsaminda secil-
mistir. Calismanin 6nemli bulgulari olarak TEB'in yarin bugtin kadar
ve hatta daha glizel olsun diye, diinyamizi azaltarak degil cogaltarak
iyilestirelim diye pozitif etki projelerimizle miicadelemize devam
ediyoruz diyen mottosu, cevre bilinci hakkinda calismalarinin 6zeti
mahiyetindedir. Reklam filminde cevre bilincinin gelisimi ve degisi-
mi egitimle, emekle, umut ve inancla daha iyi bir gelecek icin Hayata
Devam Et slogant ile sonlandiriimistir.
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Introduction

Every day, in line with the rapidly occurring
technological developments, natural resour-
ces have started to be consumed both qui-
ckly and unconsciously. The negative effects
of this rapid and unconscious usage have left
adverse impacts on the environment. The re-
cent emergence of global warming and en-
vironmental pollution, which have become
global threats, has led to significant concerns
for the future. The concerns that have arisen
in people’s perceptions have highlighted the
necessity for greater sensitivity towards the
environment, resulting in the emergence of
environmental awareness. The relationship
between people and the nature they live in
is of great importance. At the core of this re-
lationship lies the fact that humans are a part
of nature in the realm of existence. Humans
are a species that live in nature, shape the-
ir lives in accordance with nature, and must
be in harmony with nature (Onder, 2003: 12).
Just like humans, nature is also a living en-
tity, and if the world continues to exist, it will
inevitably require being in harmony with hu-
mans. The relationship between humans and
nature is a necessary one, and without a dou-
bt, it is humans who act recklessly according
to their own needs in this relationship. Espe-
cially in the period following the Industrial
Revolution, intense urbanization has led to
the rapid destruction of nature, and we have
faced environmental problems that are now
quite difficult to repair (Maltas, 2015: 4).

Humanity has become aware that it needs to
protect the air, water, soil, and plants of the
world it lives in. In recent years, humanity, ac-
ting with this awareness, has developed an
environmental consciousness. For humanity,
it is valuable for the world they live in to be
livable. For this reason, people want the wor-
Id they live in to be problem-free. They strive
to solve environmental issues to live in a wor-
Id without problems. Solving environmental
problems is important for making the world
we live in more livable and leaving a more
habitable world for future generations. If en-
vironmental issues are not resolved or taken
seriously today, future generations may find
the world unlivable. To make future life pos-
sible, the protection and preservation of the
environment is desired. Human needs are
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increasing, and as a result, the environment
is also undergoing changes. Nature's capa-
city is very forgiving and highly regenerative,
but there is a limit to nature’s capacity as well.
Especially with the increase in population
and the growing pressure of technology, the
sustainability, protection, and improvement
of the changing and fragile environment
have become a necessity. Due to this neces-
sity, humanity longs for a greener, bluer,
more oxygen-rich, more prosperous, and
more comfortable life. Is it possible to offer
the longed-for way of life to all the people of
the world? It is difficult to answer this questi-
on with a yes. People, organizations, and go-
vernments are now aware of the need to pro-
tect the natural resources of air, water, soil,
and plant life that constitute the natural capi-
tal upon which humanity depends. At this
point, it has long been debated whether de-
cision-makers in profit-oriented organizati-
ons need to be concerned with things other
than maximizing profit. This issue has given
rise to the concept of corporate social respon-
sibility. At the core of the concept of corpora-
te social responsibility lies the idea that busi-
nesses are not merely entities chasing after
more profit, but that they have social and
moral responsibilities towards the natural
and social environment they inhabit. Corpo-
rate social responsibility is a concept with a
very broad scope, and therefore, it is defined
in various ways. Social responsibility refers to
the legal and moral obligations of businesses
or organizations regarding the impact of the-
ir actions or activities on society and their
compliance with societal norms (Tek, 1999:
31). Social responsibility is the principle that
a person or organization can be held accoun-
table for their actions because they affect the
interests of others (Mucuk, 2007, 13). Corpo-
rate social responsibility, on the other hand,
is an obligation undertaken to improve so-
cietal welfare through voluntary business
practices and contributions of corporate re-
sources (Kotler & Lee, 2008: 2). According to
the World Business Council for Sustainable
Development (WBCSD), corporate social
responsibility is the obligation of businesses
to contribute to sustainable economic deve-
lopment by working with employees, their
families, the local community, and society at
large to improve the quality of life (Kotler &



Lee, 2008: 3). In this context, it is necessary to
use the scarce resources in nature and our
world efficiently. The healthy and long-las-
ting use of scarce resources is possible throu-
gh ensuring their sustainability. In the simp-
lest terms, sustainability is about the world
we will leave for our children and grandchild-
ren. Sustainability is the way and method of
ensuring a safe and livable future for everyo-
ne by conserving resources, reducing energy
consumption, promoting a healthy living en-
vironment, and creating a positive social im-
pact (Purvis et al., 2019). At the point of sus-
tainability, individuals, institutions,
organizations, non-governmental organiza-
tions, and governments have important
responsibilities. In the construction of a bet-
ter, more comfortable, and livable world, ins-
titutions, organizations, non-governmental
organizations, and governments must fulfill
their responsibilities, as well as inform, raise
awareness, and create public opinion among
the people on this matter. The negative im-
pact of human activities on the environment
is at alarming levels today. Governments
around the world are making efforts to mini-
mize the impact of human activities on the
environment. Societies are placing greater
importance on the natural environment. Bu-
sinesses have started to understand the new
concerns of society, change their behaviors,
and integrate environmental issues into their
organizational activities. Academic discipli-
nes have integrated green topics into their
literature. This situation is also valid for the
subject of marketing, and terms such as“Gre-
en Marketing” and “Environmental Marke-
ting” have been included in the curriculum
(Surya & Banu, 2014). Green marketing, also
referred to by alternative names such as sus-
tainable marketing, environmental marke-
ting, ecological marketing, and organic mar-
keting, points to similar concepts but perhaps
more specifically serves as a way to brand the
marketing message. It aims to capture a lar-
ger market by appealing to people’s desire to
prefer products and services that are more
environmentally friendly. The effort of orga-
nizations to enhance the performance of
their green marketing strategy is carried out
through green advertising. Its findings can
be evaluated through green advertising’s
green impact, green message, green theme,
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green emotion, green experience, green in-
teraction, and green claims. Within the scope
of green marketing strategy, packaging has
been identified as one of the important acti-
vities to educate the public about the impor-
tance of environmental sensitivity. In princip-
le, green marketing strategies can be
implemented by integrating eco-friendly to-
pics into the marketing mix, which includes
product, price, distribution, and promotion
(Chen &Lin, 2011). For institutions and orga-
nizations, there are many ways to market
eco-friendly products that provide solutions
to consumers’ problems. Green marketing
can address a wide range of these issues. For
example, a product can save water, reduce
greenhouse gas emissions, cut toxic polluti-
on, purify indoor air, and/or be easily recyc-
led. When placed alongside competitors, the
more environmental marketing claims a pro-
duct or service can make, the higher the like-
lihood that consumers will choose it (Surya &
Banu, 2014). The advantage of the green
marketing strategy for companies is the im-
pact it has on the green brand image. Custo-
mers’ awareness of the environment can inc-
rease. Awareness can be seen in the green
consumption movement, which focuses so-
lely on environmentally friendly products.
Human activities have led to increasingly se-
rious global environmental issues such as the
greenhouse effect, air pollution, water scar-
city, and the extinction of rare animals (Dong
etal., 2017). The worsening of environmental
issues has led people to pay more attention
to protecting the environment (Fu et al,
2022). Encouraging consumers to engage in
green consumption is a very effective marke-
ting strategy (White et al,, 2019). Green pro-
ducts are related to issues such as energy
conservation, environmental protection, and
health. Researchers state that the shift towar-
ds green products will provide long-term en-
vironmental benefits (Sachdeva et al., 2015).
As consumers become more aware of the po-
tential environmental impacts of the produ-
cts they purchase, products labeled as
“eco-friendly,” “organic,” or “sustainable” have
become more popular than ever (Baum,
2012). In response to the increasing demand
for eco-friendly products among consumers,
green advertising claims have become an
important component in the marketing of
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many products (Segev et al, 2016). Within
social life and market conditions, environ-
mental awareness has become an important
issue in consumer behavior. Green marketing
communications represent an increasing
trend. Areas that include consumers’ envi-
ronmental knowledge, awareness, and infor-
mation about the ecological consequences
of different actions have developed (Pagias-
lis & Krontalis, 2014). For organizations, being
environmentally conscious has become an
important factor in gaining reputation. This
is why “green” communication strategies and
activities are being developed to create the
perception that an organization is commit-
ted to sustainability and encourages consu-
mers’ environmentally friendly behaviors.
One of these communication activities is ad-
vertisements. Advertisements are one of the
most important tools used for informing, rai-
sing awareness, and shaping public opinion.
The type of advertisements that address en-
vironmental issues, inform the public, and
contribute to the formation of public opinion
are green advertisements. Green advertising
aims to promote products that are produced
in an environmentally friendly manner or to
encourage the advertiser’s corporate respon-
sibility towards the environment. Evaluating
the effectiveness of green advertising is ne-
cessary to encourage consumers’ cognitive
and emotional responses to green ads and
subsequently to promote their environmen-
tally friendly behaviors. Sustainable adverti-
sing is a strategic communication approach
that promotes transparency, ethical practi-
ces, and environmental responsibility. By in-
corporating sustainability principles into ad-
vertising campaigns, companies not only
attract environmentally conscious consu-
mers to their side but also promote positive
change towards a more sustainable future.
Advertising is connected to sustainability
and is a topic that is examined from different
angles, either as a way for companies to pro-
mote their sustainable strategies or as a more
sustainable advertising tool. In this context,
it is necessary to explain what the environ-
ment and environmental awareness are, and
to elaborate on the topics of green marke-
ting, the elements of the green marketing
mix, and green advertising, which are the lo-
comotive of sustainability.
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The Concept of Environment and
Environmental Awareness

It is desired to protect and preserve the en-

vironment to make future life possible. Hu-
man needs are increasing, and as a result, the
environment is also undergoing changes.
Nature’s capacity is very forgiving and highly
regenerative, but there is a limit to nature’s
capacity. Especially as the population increa-
ses and the pressure of technology rises, the
sustainability, protection, and improvement
of the changing and fragile environment
becomes a necessity. Due to this necessity,
humanity longs for a greener, bluer, more
oxygen-rich, more prosperous, and more
comfortable life. Is it possible to offer the
longed-for way of life to all the people of the
world? It is difficult to answer this question
with a yes. People are now aware of the need
to protect the air, water, soil, and plants that
make up the natural capital they depend on,
in other words, the natural resources of their
lives. For this, it is necessary to use the scarce
resources in nature and the world sparingly.
The healthy and long-lasting use of scarce
resources is possible through ensuring their
sustainability. The continuity of something
depends on its sustainability. Sustainable
practices support ecological, humanitarian,
economic, health, and vitality aspects. Sus-
tainability posits that resources are limited
and should be used sparingly and wisely,
taking into account long-term priorities and
the consequences of resource usage. In the
simplest terms, sustainability is about the
world we leave for our children and grand-
children.

Sustainability is the way and method of en-
suring a safe and livable future for everyone
by conserving resources, reducing energy
consumption, promoting a healthy living
environment, and creating a positive so-
cietal impact (Purvis et al., 2019). Since the
1960s, rapid population growth, increased
consumption of natural resources, rapid ur-
banization, industrial disasters, and the rise
of pressure groups and their activities have
brought environmental issues to the fo-
refront in almost every part of the world. The
increased media coverage of environmental
issues has led to greater awareness of these
problems. Every person has the rightto livein



a certain environment. In this regard, any ini-
tiatives and activities aimed at protecting the
environment are, in a sense, initiatives and
activities carried out on behalf of humanity.
The concept of the environment is defined in
the Turkish Dictionary as the setting in which
living beings sustain their lives. The environ-
ment has been broadly defined as “the bio-
logical, physical, social, economic, and cul-
tural setting in which living beings maintain
their relationships and interact with each ot-
her throughout their lives” (Keles, 2013: 23).
According to another definition, the environ-
ment is the entirety of elements that natural-
ly exist in nature, along with all living beings
it harbors, and those formed as a result of
human intervention. For the construction of
a sustainable society, the elimination of en-
vironmental issues is of vital importance for
both our country and other countries around
the world. This is the common view of all par-
ties involved. The environment, being the
habitat where all living beings sustain their
lives, is in a way a trust that needs to be pro-
tected. Seeing the environment as an inhe-
ritance from previous generations is one of
the biggest mistakes (Uzmen, 2007: 30).

If we were to make a general definition re-
garding the environment; it can be characte-
rized as all the environments that have social,
physical, biological, cultural, and economic
qualities where all living beings interact with
each other. In recent years, there have been
many discussions about the degradation of
the natural environment, and numerous ac-
tivities and initiatives have been undertaken
regarding the steps that need to be taken for
the future (Uydaci, 2002: 8). The fundamen-
tal factor in the emergence of environmental
issues has been the intervention of humans
in nature, which has led to the depletion of
natural resources at a rate faster than they
can be replenished, making the relations-
hip between humans and the environment
a significant problem. Therefore, environ-
mental issues are seen by many people as
a cause of incompatible human behaviors
(Milfont & Duckitt, 2004: 289). Basically, the
environment is a concept that is somewhat
universal in nature. The environment, in ad-
dition to being a concept that represents the
nature we live in, is also one of the concepts
mentioned alongside socialization, which is
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indispensable in contemporary life. The envi-
ronment can also be described as all the fac-
tors that have an impact on the actions of all
living beings, possessing physical, biological,
and social characteristics. The environment is
divided into two separate groups: the natural
living environment and the artificial environ-
ment (Ozbirecikli, 2002: 39).

a) Artificial environment: Since the exis-
tence of humanity, it generally encompasses
the entities and values created by humans
with the help of the natural environment.
With each passing century, the increase in
the human population has accelerated deve-
lopment and rapidly altered the natural envi-
ronment, leading to the formation of certain
artificial environments.

b) Natural Environment: The natural envi-
ronment is characterized as pristine areas
that have not been subjected to any human
intervention or have remained unchanged
by human intervention to this day. The na-
tural environment encompasses animals,
various types of microorganisms, rocks, the
atmosphere, and the natural systems that
emerge at their boundaries (Uydaci, 2002:
9). Earth is a living planet that, with the help
of technological tools, has been discove-
red among the planets and hosts various
species, including humans, and has a rich
diversity of life. This system has a functio-
nal structure, and the preservation of this
ecosystem is one of the most fundamental
issues. In recent years, the prominent issues
in the context of protecting the natural en-
vironment have been climate change, water,
air, soil pollution, waste management, and
hazardous waste. Additionally, deforestation,
desertification, and urban development are
also prominent issues (Guindiiz,1998: 69).

Environmental components of the natural
environment host both living and non-living
entities. Plants, humans, animals, and ot-
her smaller organisms are part of the living
group. In the non-living group, soils, waters,
air, and underground resources are also inc-
luded. The cultural environment created by
humans consists of environmental values
formed by human hands. The products of ci-
vilizations that have persisted since the exis-
tence of humanity are cultural environment
entities, and all of these are intertwined with
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natural environment values (Aydogdu & Ge-
zer, 2006: 39). The cultural environment cre-
ated by humans has a quality that can be
lost compared to the natural environment.
Cultures from prehistoric times have disap-
peared today, and a cultural environment
suitable for the needs of the era has emer-
ged. In this regard, the urban culture in con-
temporary life is generally characterized by
its identification with urban identity and is
generally interchangeable with it. However,
at this stage, it is also necessary to consider
that the environmental and cultural identity
components of the city play a major role in
the natural environmental elements during
the six stages of the city’s development (De-
vall, 1999: 30). In today’s contemporary life,
cities are the natural environment, humans,
and the settlements created by humans. A
city can develop more rapidly depending on
the opportunities and resources provided by
the existing natural environment.

In simpler terms, depending on the city’s lo-
cation, climate characteristics, geology, wa-
ter resources, and soil quality, if all the neces-
sary conditions are met, the city can attain
a sustainable nature. Environmental aware-
ness, primarily due to global warming, clima-
te change, and various types of pollution, has
increasingly been emphasized by different
groups every day. This has led to the deve-
lopment of sensitivity towards environmen-
tal awareness among people. Environmental
awareness is primarily a concept that embo-
dies respect for oneself, the society one lives
in, and the right to life of all other living bein-
gs (Gérmez, 2003: 53). Environmental aware-
ness is also the respect that a person shows
towards themselves and the nature they live
in. In recent years, many activities have been
carried out both in our country and globally
to show the necessary sensitivity towards the
environment. Public service announcements
through the press, environmental conferen-
ces, and activities in schools to instill environ-
mental awareness can be cited as examples
(Uzmen, 2007: 30). Environmental awareness
consists of thoughts that encompass the
principles needed for environmental protec-
tion and behaviors aimed at realizing these
thoughts. In this regard, we can say that en-
vironmental awareness has behavioral, cog-
nitive, and emotional dimensions.

34

NOHU IFAD

Behavioral, cognitive, and emotional dimen-
sions do not always develop at the same
rate. For example, there are people who have
knowledge about the environment but do
not reflect this knowledge in their behaviors
in any way, as well as individuals who have
deep concerns about environmental polluti-
on but do not exhibit any behaviors to pro-
tect the environment. For example, there are
people who have knowledge about the envi-
ronment but do not reflect this knowledge in
their behavior, as well as individuals who are
deeply concerned about environmental pol-
lution but do not take any actions to protect
the environment (Gokdayi, 1996: 51).

About of Sustainability

Droughts, floods, fuel shortages, wood shor-
tages, feed shortages, air pollution, water
pollution, hazardous chemicals, radiation
issues, depletion of natural resources, ex-
tinction of wildlife, etc. In the face of these
problems, humanity is becoming more awa-
re and trying to take precautions. In the face
of these and similar problems, there are indi-
viduals, institutions, organizations, non-go-
vernmental organizations, etc., who take
responsibility. One of these organizations is
the United Nations. In 1983, the United Na-
tions established the World Commission on
Environment and Development to examine
the connection between ecological health,
economic development, and social equity.
The Commission published a report in 1987
defining sustainable development. The re-
port defined sustainable development or
the plan to achieve sustainability as the abi-
lity to meet current needs while ensuring
that future generations can meet their own
needs without compromising them (Grant,
2025). The concept of sustainability is ba-
sed on the Brundtland Report published in
1987. The Brundtland Report, also known as
“Our Common Future,” was published by the
United Nations in 1987. It is named after for-
mer Norwegian Prime Minister Gro Harlem
Brundtland, who was the chair of the World
Commission on Environment and Develop-
ment (WCED) at the time. The term sustai-
nable development was first defined in the
Brundtland Report. In this report, sustainable
development is defined as development that
meets today’s needs without compromising



the ability of future generations to meet their
own needs (Carbondeck, 2025).

Sustainable development refers to acting
in a way that secures the development of
both today and the future. This is only pos-
sible without consuming natural resources
and without harming the ability to meet the
needs of future generations. Sustainable de-
velopment is evaluated within the context of
the connection between economic growth
and social and environmental values. In ot-
her words, it can be argued that economic
development is incomplete and unsustai-
nable when social and environmental de-
velopment are not achieved (Carbondeck,
2025). Grant (2025) states that sustainable
development is a form of development that
aims for sustainable consumption and susta-
inable economic growth while trying to pro-
tect the environment. In other words, this is a
type of development that satisfies the needs
of the current generation without compro-
mising the ability of future generations to
meet their own needs. Sustainability is im-
portant for companies because it improves
economic outcomes, provides brand diffe-
rentiation, and enhances competitive advan-
tages (Nosratabadi, 2019). It is possible to say
that sustainability initiatives reduce costs,
provide efficiency, increase productivity, and
ultimately enhance business sustainability
(Achillas et al., 2018). Sustainability enables
companies to achieve long-term success.
In the business sector, sustainable entrep-
reneurship and innovation are necessary to
ensure sustainability innovation and achieve
positive environmental and social outcomes.
Sustainable marketing strategies are vital for
meeting current needs without compromi-
sing the ability of future generations to meet
their own needs. All these business strategies
can only be successful when communicated
correctly to the public and consumers. Con-
sumers’ beliefs and activism regarding envi-
ronmental sustainability play a critical role in
guiding sustainable practices and behaviors.
Being sustainable can enable companies to
achieve long-term success (Dyllick & Rost,
2017).

In the business sector, sustainable entrep-
reneurship and innovation are necessary to
ensure sustainability innovation and achieve
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positive environmental and social outcomes
(Rantala et al.,, 2019). Sustainable marketing
strategies are vital for meeting current needs
without compromising the ability of future
generations to meet their own needs (Risi-
tano et al,, 2021). All these business strate-
gies can be successful when communicated
correctly to the public and consumers. Con-
sumers’ beliefs and activism regarding envi-
ronmental sustainability play a critical role in
driving sustainable practices and behaviors
(Leonidou et al., 2022). Governments around
the world are striving to minimize the impact
of human activities on the environment. So-
cieties are placing greater importance on the
natural environment. Businesses have begun
to understand society’s new concerns, chan-
ge their behaviors, and integrate environ-
mental issues into their organizational acti-
vities. Academic disciplines have integrated
green topics into their literature. This situati-
onis also applicable to the field of marketing,
and terms such as “Green Marketing” and
“Environmental Marketing” have been inclu-
ded in the curriculum (Surya & Banu, 2014).

“Sustainable Marketing”, “Environmental
Marketing”, “Ecological Marketing’, “Organic
Marketing” gibi alternatif isimlerle de anilan
green marketing, benzer kavramlara isaret
etse de belki daha spesifik bir sekilde marke-
ting mesajini markalastirmanin bir yoludur
ve insanlarin ¢evreye daha duyarli Griin ve
hizmetleri tercih etme arzusuna hitap ederek
daha fazla pazari yakalamayi amaclamakta-
dir.

Green Marketing

With the process of ecological balance be-
ing disrupted, it has become increasingly
common today to turn the changing per-
ceptions of society and individuals who
are anxious about nature into an aspect of
marketing. Green marketing is an approach
that has come to the forefront by adding a
social dimension to marketing and bringing
the impacts of environmental problems in
the world more into focus. For this reason, it
is possible to say that the practice of green
marketing emerged as a result of a concern.
There are several factors that contribute to
the emergence and growth of this concern.
These factors include global warming, clima-
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te change, deforestation, overpopulation,
and perhaps most importantly, pollution.
Many authors have been examining envi-
ronmental issues since the 1970s. The high
sensitivity and awareness level of consumers
have begun to highlight the necessity for bu-
sinesses and brands to adopt and implement
sustainable marketing strategies. This neces-
sity has prompted businesses and brands to
think about how they will promote and deve-
lop sustainable practices and actions in their
marketing strategies. Sustainable marketing,
in this context, emerges as an innovative ap-
proach to marketing practices by creating a
response to new consumer demands. Susta-
inable marketing; it includes long-term, sus-
tainable strategies and adds value to society,
companies, and the environment (Nogueria,
2020).

Both social and economic life are significant-
ly influenced by one of the most important
factors, which is the natural environment
we live in. The environment can be defined
as a social and physical system consisting of
humans, other living beings, natural structu-
res, and elements added by humans to the-
se structures, and in which these elements
are constantly interacting with each other
(Uydaci, 2002: 18). Environment; is a system
composed of air, water, and soil necessary for
life, which can affect all living beings direct-
ly or indirectly in the present time or within
a specific period, and has physical, chemi-
cal, biological, and social impacts (Nakibog-
lu, 2003: 5). Humans and societies’ ability to
sustain their existence in a healthy manner
is closely tied to the livability of the natural
environment they inhabit, so any degradati-
on in the natural environment directly affects
human life and all activities. In the last few
hundred years, the cost of technological de-
velopments and industrialization that have
facilitated human life can be summarized as
global warming, thinning of the ozone la-
yer, air and water pollution, soil erosion, and
depletion of natural resources. The concept
of Green Marketing is an extension of the so-
cial marketing approach (Kotler, 1972) that
began to develop in the 1970s, based on the
idea of corporate social responsibility. Inste-
ad of green marketing, terms such as ecologi-
cal marketing, sustainable marketing, and
environmentally conscious marketing are
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sometimes used. Due to the expectation that
businesses should act sensitively towards
the natural environment as part of their soci-
al responsibility, eco-friendly marketing has
been used synonymously with social respon-
sibility and sometimes even social marke-
ting. The first wave began in the late 1980s
and continued until the mid-1990s. The se-
cond major wave, on the other hand, began
after the year 2000 and continues to have an
impact. The adoption of environmental awa-
reness, referred to as the “Green Movement,”
by a significant portion of society has led bu-
sinesses to consider this sensitivity and deve-
lop programs that cause minimal harm to the
environment in their practices and strategies,
as well as to make the necessary regulations
(Odabasi, 1992: 4).

The effects of global warming, which have
become more palpable in daily life, now
constantly occupy the forefront of news bul-
letins; melting glaciers, drying dams, and
diminishing water resources have become
the most effective images in conveying the
seriousness of the issue to large segments of
the public. Recently, many people have sta-
ted that we have reached the “last straw” in
terms of awareness, concern, and potential
for change regarding green issues, especially
global warming (Grant, 2008, 36). Customers
are aware of what they consume. Therefore,
they demand eco-friendly products, and or-
ganizations must meet these requirements
to survive in today’s competitive market. Sin-
ce environmental concerns are an important
issue today, companies view green initiatives
as an opportunity and use green initiatives
in their marketing efforts. Shearer (1990) sta-
tes that the main driving force behind green
marketing practices is that some organizati-
ons see it as an opportunity to achieve the-
ir goals. Other driving forces of sustainable
marketing include a company’s moral obli-
gation, pressures from competitors, the po-
tential to increase revenues, opportunities
to reduce costs, and efforts to create a posi-
tive image, among others (Saha & Darnton,
2005). Companies interested in green marke-
ting can make decisions related to the entire
process of their products, such as processing,
packaging, and distribution. Green marke-
ting refers to the process of selling products
and/or services based on their environmental



benefits. The product or service itself may be
environmentally friendly or produced and/
or packaged in an environmentally friendly
manner. It should be noted that the foun-
dation of green marketing is the idea that
potential consumers will see the “greenness”
of a product or service as a benefit and will
make their purchasing decisions accordingly.

Green Marketing Mix

The green marketing mix generally aims to
develop green products and requires the
implementation of pricing, distribution, and
promotion tactics. Generally resembling the
traditional marketing mix, the difference
lies in aiming to meet societal needs with
an environmentally friendly approach (Da-
vari & Strutton, 2014: 566). As is known, the
controllable variables that a marketing ma-
nager has to decide on during the execution
of marketing activities are called marketing
components or the marketing mix.

In traditional marketing, there are four ba-
sic components: product, price, distributi-
on, and promotion. When it comes to gre-
en marketing, traditional product decisions
(design, development, branding, labeling,
packaging) may need to be modified by con-
sidering environmental issues. In pricing de-
cisions, there may be differences compared
to other product decisions due to changes
in the costs of eco-friendly product design
and production. In distribution decisions, the
length of the channel and the methods used
in physical distribution can be replanned ac-
cording to environmental sensitivities. In the
green marketing mix, perhaps the compo-
nent that requires the most attention is the
decisions regarding promotion (advertising,
public relations, personal selling, sales pro-
motion).

Green Product

With the process of industrialization, the ra-
pid pollution of the environment has led to a
serious backlash against products that harm
the environment. Since one of the factors inf-
luencing consumers’ purchasing decisions
is whether products harm the environment,
companies have had to develop policies
to introduce green products (Uydaci, 2002:
113). Green/environmentally friendly produ-
cts, that is, eco-friendly products or products
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with environmental awareness, are referred
to as products designed to reduce the con-
sumption of natural resources and minimize
their negative impact on the environment
throughout their entire life cycle (Albino et
al., 2009). Products that do not cause any
harm to the environment, are provided th-
rough the recycling process, use natural re-
sources in a very limited way, do not contain
any harmful substances, and are both du-
rable and eco-friendly are defined as green
products (Gedik, 2020). Green/eco-friendly
product; without any loss of expected func-
tionality, in its design, production, use, and
disposal at the end of its life cycle in terms
of resource consumption, usage safety, was-
te and emissions, recycling, and reusability
minimizes its negative impact on the envi-
ronment or improves the environment (Po-
lonsky et al., 1998: 24). A green product is
one that, at the end of its life cycle, is disas-
sembled and enters the recycling process as
reusable materials. However, there is no pro-
duct that can be considered completely gre-
en. Since all products consume energy and
other resources during production, they ge-
nerate residual emissions during the manu-
facturing process, and therefore, they cannot
be completely green products. The main fac-
tor determining the green characteristic of a
product depends on where, when, for what
purpose, and how frequently it will be used
by the consumer. In short, a green product
is a high-performance product that does not
harm living beings and nature, does not pol-
lute the environment, and protects natural
resources by consuming them less through
recycling options. At the same time, green
products are an element that companies in-
tensively and distinctly prefer and use within
their green marketing activities (Erhan, 2012:
88). Ecological goals are at the forefront in
the planning of products. Among these go-
als are reducing resource consumption and
pollution, and increasing the conservation of
scarce resources. The marketer’s role in pro-
duct management involves providing mar-
ket-focused trends and customer demands
for green product features such as energy
savings, organic materials, green chemicals,
and the use of local resources to product de-
signers.
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Green Price

Price is a critical and important factor in the
green marketing mix. Most consumers are
willing to pay an extra value if they percei-
ve additional product value. This value can
be improved performance, functionality, de-
sign, visual appeal, or taste. The implemen-
tation of eco-friendly strategies during the
research and development phase, producti-
on, and marketing process of green products
can impose additional costs on businesses.
The general tendency of business managers
is to reflect these costs in the product price
and expect support from consumers (Maran-
goz, 2003, 131). Some consumers perceive
“environmental friendliness” as an additional
benefit and believe that green products may
be more expensive than their counterparts
(Alkibay, 2000, 4). The price of green products
is generally high at first but decreases over
time (Polonsky & Rosenberger, 2000, 24).
Investments made to develop green produ-
cts generally increase the product price. At
this point, the price sensitivity can be elimi-
nated by explaining to people the contributi-
ons of green products to themselves, the en-
vironment, and future generations. However,
for price-sensitive consumers, high prices
always have a negative impact. Therefore,
messages should first be directed towards
environmentally conscious consumers, and
this consumer group should be persuaded
first (Ozcan & Ozgdl, 2019: 8). If consumers
compare the green product with past produ-
cts and believe it brings them more positive
value, they will not hesitate to pay more for
green products. The key point here is to dif-
ferentiate from other products. The points
where green products differentiate from ot-
her products should be emphasized, such as
product performance, superior design featu-
res, functionality, and eco-friendliness (Dava-
ri & Strutton, 2014: 566).

The investments being made to develop en-
vironmentally friendly products are reflected
in the prices as costs. If people can be made
to understand that protecting the environ-
ment is costly but that this cost is extremely
insignificant compared to the irreversible
problems, consumers will accept these price
increases (Aslan, 2007: 38). Price is a high-
ly effective factor in providing firms with a
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competitive advantage. In market conditions
where green products are more expensive
and demand for the product is price-depen-
dent, keeping the price lower will increase
the company’s sales. When the price remains
at the same level, the product’s environmen-
tally friendly features will create a competiti-
ve advantage.

Green Distribution

Distribution is a component that encompas-
ses the people, institutions, organizations,
places, vehicles, and activities both within
and outside the business related to delive-
ring and handing over the appropriate pro-
ducts at the appropriate times and places to
the buyers (Tek, 1999: 519). In the traditional
distribution channel approach, the most im-
portant considerations are distribution po-
licy, the length of the distribution channel,
relationships among channel members, and
fast and timely delivery. In green marketing,
in addition to all these factors, the environ-
mental impact of distribution activities is
also taken into account. Distribution is pri-
marily a transportation process, and factors
such as fuel consumption, exhaust emissi-
ons, noise pollution, and contribution to traf-
fic congestion of the vehicles used during
transportation should be carefully evaluated
in green marketing. Distribution is generally
described as the path a produced product
follows from the producer to the consumer,
and it is a process used alongside other ele-
ments of green marketing (Erhan, 2012: 103).
Distribution is generally described as the
path a product takes from the producer to
the consumer, and it is a process used in
conjunction with other elements of green
marketing (Erhan, 2012: 103). In terms of en-
vironmental protection, green approaches
that can be implemented in the distribution
process include consuming less fuel during
product distribution and designing sales
points to require less time and energy from
consumers. In terms of environmental pro-
tection, green approaches that can be imp-
lemented during the distribution process
include consuming less fuel during product
distribution and designing sales points to
require less time and energy from consu-
mers. When making decisions such as the
type of vehicle used during distribution, the



type of fuel, and the frequency of product
transportation, the environmental impact
should be taken into consideration. (Ozcan &
Ozgdil, 2019: 9).

Green Promotion

Promotion is a communication process con-
sisting of many elements that convey infor-
mation about a business, an institution, or an
individual and their products to businesses,
audiences, target groups, or individuals in
the desired manner. Promotion activities are
carried out using four groups of tools: adver-
tising, personal selling, public relations, and
sales promotion (Tek, 1999: 709). In green
marketing, there are some differences in the
use of these four basic promotional tools.
Green promotion should convey concrete
environmental information to consumers
that has meaningful connections to corpo-
rate activities. Therefore, it is unlikely to be
an effective strategic tool unless supported
by other corporate activities. Therefore, pro-
moting a product’s or company’s genuine
environmental attribute requires a change
in product, process, or corporate focus. Such
changes do not need to be of a strategic na-
ture. Environmental communication can be
used to convey tactical activities such as re-
levant environmental sponsorships or minor
product changes. The goals of such activities
should be clear, and the company should
avoid making exaggerated claims (Solaiman
etal,, 2015).

In green marketing, personal selling is ano-
ther important promotional tool that al-
lows the consumer and the seller to meet
face-to-face and engage in in-depth com-
munication. Eco-conscious consumers have
a high need for control and information re-
garding the environmental impacts of the
products they purchase. Therefore, personal
salespeople should have sufficient informa-
tion about the company’s environmental
activities, its strategy in this regard, and the
environmental performance of the products,
and they should convey this to consumers
when necessary. Additionally, personal sales-
people should engage in symbolic behaviors
that demonstrate how much they themsel-
ves embrace the environmental philosophy
during their interactions with customers,
and they should reflect this in their appea-
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rance as well. Additionally, personal salespe-
ople should engage in symbolic behaviors
that demonstrate the extent to which they
embrace an environmental philosophy in
their interactions with customers, and they
should reflect this in their appearance. The
sales promotion efforts in green marketing
are not only aimed at increasing product
sales but also at enhancing consumers’ envi-
ronmental awareness and motivation (Kilig,
1999: 101). The sales promotion efforts imp-
lemented in green marketing are not solely
aimed at increasing product sales; they also
aim to enhance consumers’ environmental
awareness and motivation (Kilic, 1999: 101).
With the sample products to be distributed,
consumers should be given the opportunity
to try the eco-friendly product and its perfor-
mance, and the message that they can make
a positive difference for the environment by
being selective in their purchasing behavi-
or should be conveyed through giveaways,
etc. In public relations efforts, topics such as
the company’s environmental philosophy
and socially and environmentally respon-
sible behaviors should be communicated to
both potential buyers and the entire society.
Marketing activities aimed at environmental
purposes, conducted in collaboration with
various non-governmental organizations,
can also provide significant contributions to
public relations. In addition to these, organi-
zing educational programs in environments
such as television and radio, and offering
customer consultation services through free
telephone lines are other public relations
methods that can be used. There are those
who include topics such as human resources
and business policy in the green marketing
mix (Nakiboglu, 2003: 38).

Promotion is the most important element
within the green marketing mix that provides
returns to companies (Erhan, 2012: 106). The
most preferred element of the green marke-
ting mix by firms is promotion. The purpose
of promotion is to ensure that the company
is remembered as environmentally friendly
in the minds of consumers. To achieve this,
it is very important that the discourse and
claims related to products and services are
credible and free from exaggeration. While
companies strive to create a green image, it
is also important to ensure that the promoti-
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onal activities used are consistent with each
other (Ozcan & Ozgiil, 2019:9). In a good pro-
motion activity, the right choices should be
made to ensure consumers use the product,
and consumers should be informed with ac-
curate information (Ozkaya, 2010: 251).

Companies that have adopted green marke-
ting should be extremely careful in the pre-
paration phase of their promotional mix and
should develop the most effective program
possible. These promotional activities should
not be misleading or deceptive. The infor-
mation used should be accurate and convin-
cing. Eco-friendly promotion must progress
alongside eco-friendly products. The most
important and challenging aspect of these
promotional efforts is gaining the consu-
mer’s trust (Kilig, 1999: 98).

Promotional activities include advertising as
an important tool. To achieve strategic goals,
it is necessary to highlight advertising, which
is an important tool for promotion within the
elements of the green marketing mix. Crea-
ting green advertisements may be a way to
reduce the environmental knowledge gap,
but Ottman (2011) has suggested another
green promotion strategy: educating consu-
mers about the environmental issues a gre-
en product solves; empowering consumers
with solutions by showing how eco-friendly
products and services can help protect their
health and the environment for future ge-
nerations; and ensuring the performance of
green-based products, as many consumers
perceive them to be of lower quality compa-
red to traditional ones.

Green Advertising

To address environmental issues, green con-
sumption has become the focal point for
consumers and businesses. Aslinda bir¢ok
tlketici, tiketim kararlarini verirken cevresel
faktorleri g6z oOninde bulundurmaktadir.
It is observed that businesses that consider
consumer preferences are willing to promo-
te green products. Green advertising practi-
ces began in the 1990s (D'Souza & Taghian,
2005). This concept aims to create a positive
image for both the product and the company.
Green advertisements encourage individual
consumer preferences towards products and
services that cause less harm to the environ-
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ment. Green advertisements are considered
a response to consumers’ requests for infor-
mation about products that do not harm the
environment and are nurtured by a sense of
responsibility towards the environment (Hol-
der, 1991:323). In a different definition, green
advertising is described as advertisements
containing environmental messages aimed
at meeting the desires and needs of individu-
als who are concerned about environmental
protection and sustainability. Green adverti-
sing aims to inform consumers about green
products or services and their environmen-
tally friendly aspects through messages that
promote the protection of people, animals,
and the planet, thereby encouraging them
to prefer products from companies that de-
fine themselves as environmentally friendly.

According to Banerjee and colleagues (1995),
greenadvertisingisdefinedasadvertisements
thatmeetoneormore ofthefollowingcriteria:

1. Green advertising explicitly or implicitly
addresses the relationship between the pro-
duct/service and the physical environment.

2, Green advertising promotes a green li-
festyle. It can do this by emphasizing or not
emphasizing the product/service.

3. Green advertising creates and presents
a corporate image about environmental
responsibility.

This definition applies to green advertise-
ments found in both television and print
media. In this context, eco-friendly or green
advertisements are an important factor in
creating environmental awareness, mana-
ging consumer perception, and influencing
the brand’s image and purchase decision.
However, despite all this, the environmen-
tal claims in these advertisements are not
found to be convincing by consumers. The-
refore, it is very important for brands to use
statements that will build consumer trust in
environmental issues (Sahin & Chilashvili,
2023: 290). For this, it is essential to convey
to consumers that there is a positive relati-
onship between the environment and the
product in green advertisements. Environ-
mental responsibility should be presented as
a corporate image of the business, and the
green lifestyle should be effectively commu-



nicated by showing its relationship with cer-
tain services or products of the company.

To emphasize that the product and busi-
ness are environmentally friendly, adverti-
sements may prefer to highlight elements
such as recycling, eco-friendly producti-
on processes, ecological packaging, la-
bels, nature, and the color green (Elden,
2009: 575). Generally, green advertising
aims to promote products that are produ-
ced in an environmentally friendly manner
or to encourage the advertiser's corpora-
te responsibility towards the environment.
The evaluation of the effectiveness of green
advertising is necessary to encourage con-
sumers’ cognitive and emotional responses
to green ads and then to ensure they exhibit
environmentally friendly behaviors. Various
media advertisements play an important role
in communicating and raising awareness
about environmental issues in the general
public and encourage demand for green pro-
ducts in the market (Grillo et al., 2008). These
types of advertisements are generally refer-
red to as green advertising and represent
communication about products produced in
an environmentally friendly manner (made
from recycled and recyclable components or
produced more energy-efficiently) or the ge-
neral commitment of certain brands to sus-
tainability (Reich & Soule, 2016). Fowler and
Close (2012) define green advertising as “a
type of advertising that explicitly or implicit-
ly creates awareness of environmental issues
and/or suggests beneficial behaviors to mi-

n

nimize or rectify these environmental issues!
Method

In this study titled “Green Advertisements
Contributing to the Development of Envi-
ronmental Awareness and Analysis of Samp-
le Commercials,” the descriptive analysis
method has been used. Descriptive analysis
method is a type of qualitative data analysis
that involves summarizing and interpreting
data obtained through different data collec-
tion techniques according to predetermined
themes. In this type of analysis, the main aim
is to present the obtained findings to the re-
ader in a summarized and interpreted form
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(Yildinnm & Simsek, 2003). In the study condu-
cted using the descriptive analysis method,
general description, what is narrated in the
script, and the methods applied to make the
script attractive have been addressed. The
analyses conducted and the findings reac-
hed have been presented in the analysis se-
ction of the study. In this study titled “Green
Advertisements Contributing to the Deve-
lopment of Environmental Awareness and
Analysis of Example Commercials,” individu-
als, subjects, locations, and texts have been
analyzed, the emerging meanings have been
described, and the findings have been pre-
sented in the analysis section of the study.
The problem statement of the study has
been formed by the inadequacies in edu-
cation regarding sustainability against the
polluted world, the diminishing greenery,
the decreasing food, and the scarce water.
In this study titled "Green Advertisements
Contributing to the Development of En-
vironmental Awareness and Analysis of
Sample Commercials” the primary goals are
for people to be able to see the sunrise, to
know that life continues, to live in a world
rich in greenery, and to leave a better wor-
|d for future generations. Additionally, in this
study titled “Green Advertisements Contri-
buting to the Development of Environmen-
tal Awareness and Example Commercial
Film Analysis,” are the messages intended to
be conveyed to society understandable? In
this study titled “Analysis of Green Adverti-
sements Contributing to the Development
of Environmental Awareness and Sample
Advertisement Film Analysis,” is it possible
to inform, educate, and create attitude and
behavior changes in the public? The answers
to the questions have been sought. The
answers sought for the questions have been
determined as the objectives of the study.
The universe of the study was formed by sus-
tainability-themed commercials broadcast
on television after 2022. The TEB advertise-
ment film titled “What is Sustainability?” has
been included in the study as a purposive
sample. It seems that your message is empty.
Could you please provide the text you'd like
me to translate?
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Green Advertisements Contributing to
the Development of Environmental
Awareness and Example

Commercial Film Analysis

TEB asked children, who have a say in the
future, about sustainability in its advertise-
ment film titled “Sustainability.” In the adver-
tisement film titled “TEB Sustainability,” TEB
explains that it supports renewable energy,
organic farming, women entrepreneurs, and
sustainability initiatives, accompanied by
unique responses from children. In the ad-
vertising campaign, which emphasizes that
support for good or a small action not only
affects today but also positively impacts the
future, TEB's support for sustainable agricul-
ture, renewable energy investments, consul-
tancy and financial support for women ent-
repreneurs, eco-friendly vehicle loans, and
environmental and climate literacy training
offered at the TEB Family Academy are highli-
ghted. In the advertisement film, attention is
drawn to the positive impacts created by TE-
B’s financial support and non-financial pro-
ducts and services for those who think about
the future today, briefly referred to as the
“TEB Effect” A forested area with trees and
slopes comes into view. In the background of
the image, there are mountains. The screen
changes with the camera’s general shot ap-
proaching the mountains. A shot of trees ap-
pears on the screen. On the right side of the
screen, within a green square-shaped frame,
the text “What is Sustainability?” is written in
white. As soon as the text appears on the sc-
reen, the audience hears a male voice from
outside saying, “What is sustainability?” The
screen changes. Two boys, around seven or
eight years old, appear on screen among the
greenery. The child in the front of the ima-
ge says, “It is knowing that the sun will rise,
that life will continue,” while the second child
completes the answer to the question by sa-
ying, “It is knowing that life will continue.” In
fact, this is an allusion to ensuring the conti-
nuity of our zest for life within the ordinary
flow of life. The screen changes. On the scre-
en, six children are seen running in an area
with trees and slopes in different shades of
green. In the direction the children are run-
ning, two cows are grazing. The background
music is playing in a very soft tone. On the
right side of the image, within a green frame,
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the text “Financial Support for Renewable
Energy” appears in white. The image chan-
ges. A child’s hand is picking a strawberry.
With a quick transition, the audience sees in
the background the enchanting beauty of
grass and trees in all shades of green, and in
the foreground, a girl and a boy around 11 to
12 years old sitting on a bench. The boy says
over the music coming from the background,
“Today and tomorrow and long after, even
five hundred years later, it is the ability for
children to eat strawberries” While the boy
says this, they see that the girl has strawber-
ries in both hands and in the next scene, she
is eating a strawberry. This scene is actually
a moment that emphasizes how support for
good or a small gesture can positively impact
not just today, but also the future. The screen
changes. The feet of two running children are
visible on the screen. The leaves have cove-
red everything. Among the leaves, there is a
green plastic bottle. A hand reaches out and
picks up the plastic bottle from the ground.
A girl’s voice from outside says, “It's not litte-
ring,” and the scene changes. Yellow, green,
and blue recycling bins appear on the screen.
At one end of the boxes, there is a boy, and
at the other end, there is a girl. The girl has a
certain number of plastic bottles in her hand
that she will throw into the recycling bin. The
voices of the girl and boy children can be
heard. He says it is about sorting waste. This
scene refers to the existence of a world that is
cleaner, more livable, with abundant oxygen,
clear and pure blue, plenty of green, where
every living being can live securely in its own
home, and where nature is not polluted, th-
reatening living beings. At that moment, the
image quickly transitions to a girl throwing
plastic bottles into a recycling bin. The ima-
ge changes. The viewers see an area resemb-
ling a large storage space. In the storage
area, there are boxes similar to the carrying
boxes used by market vendors. In front of
the boxes, a fourteen or fifteen-year-old boy
comes onto the screen with a box. The child
says it is for reuse. The image changes. Trees
and grass appear on the screen. With a slight
upward tilt of the camera, the audience sees
the blueness of the sky. With a quick transiti-
on, the branch of the tree and the cherries on
it fill the screen. The screen changes very qu-
ickly. The laboratory comes into view. In the
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laboratory, there are teachers and students.
The teacher has a notebook in hand. The no-
tebook explains what can be done to reduce
the harm caused by plastics thrown into na-
ture. A female student says, “Sustainability is
about recognizing the value women add to
the economy, but more importantly, recog-
nizing the value of women themselves.” With
the increasing felt impacts of the climate cri-
sis, the concept of sustainability has begun
to occupy a larger place in life. This impact is
being felt across all segments of society. In
the context of climate action, women are the
leading group in the distribution of responsi-
bilities across all segments of society.

At the end of the advertisement, it is nar-
rated by a voice-over that the environment
enabling TEb’s aforementioned supports
to achieve their purpose will be through
education, earned through effort, and ac-
hieved through faith. And the last word of
the slogan, which has turned into a ma-
nifesto, “continue living,” forms the philo-
sophy of TEB employees and their work.
So that tomorrow is as good as today, or
even better, we continue our fight with
positive impact projects to improve our
world not by reducing it, but by multip-
lying it. Continue Life for a Better Futu-
re with Education, Effort, Hope, and Faith.
TEB draws attention to the positive impacts
it creates through its financial support and
non-financial products and services aimed at
those who act with a forward-thinking mind-
set, in short, the “TEB Effect” This impact aims
to embrace all segments of society with the
slogan “Continuing Life

Conclusion

The problems arising from climate change
have become a threat to our world. Thin-
king that it is under threat, humanity has
begun to seek solutions. Droughts, floods,
fuel shortages, wood shortages, feed shor-
tages, air pollution, water pollution, hazar-
dous chemicals, radiation issues, depletion
of natural resources, extinction of wildlife,
etc. In the face of these problems, huma-
nity is becoming more aware and trying to
take precautions. In taking measures, go-
vernments have a very significant role and
responsibility. It is not only the state that ta-
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kes responsibility; all organizations, whether
profit-oriented or non-profit, have started
to take responsibility against climate chan-
ge. Although the content of the responsibi-
lities undertaken may differ, their common
goal is to create an image of a company
that is perceived positively by consumers
and the pubilic, fulfilling its responsibilities
to society. One of the most important tools
in gaining this image is marketing activities.
With the process of ecological balance be-
ing disrupted, it has become increasingly
common today to turn the changing per-
ceptions of society and individuals who are
concerned about nature into a dimension of
marketing. Green marketing is an approach
that has come to the forefront by adding a
social dimension to marketing and bringing
the impacts of environmental problems in
the world more into focus. The green mar-
keting activities carried out by organizations
operating within this approach are accepted
and appreciated by the public. One of the
elements of the promotion mix within gre-
en marketing is advertisements. Generally,
green advertising aims to promote environ-
mentally friendly products or to encoura-
ge the advertiser’s corporate responsibility
towards the environment. In the study titled
“Green Advertisements Contributing to the
Development of Environmental Awareness
and Analysis of Sample Commercials,” the
concepts of environment and environmental
awareness were explained, along with green
marketing, the driving force of sustainability,
the elements of the green marketing mix, and
the topic of green advertising. As a result of
the analysis, it was observed that TEB's sup-
port for sustainable agriculture, its support
for renewable energy investments, the con-
sultancy and financial support provided to
women entrepreneurs, eco-friendly vehicle
loans, and the environmental and climate li-
teracy training offered at the TEB Family Aca-
demy were featured in the advertisement.
The inclusion of these themes in the adverti-
sement, which are necessary for permanent
sustainability as well as measures to be taken
against climate change, is valuable in terms
of institutional image and public support. It
is seen that the slogan “Continuing Life” aims
to embrace all segments of society and em-
phasizes sustainability. It should not be for-
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gotten that businesses that are in harmony
with their environment and think about the
future are known to have a more lasting and
positively perceived business image in the
long term. It should not be forgotten that
businesses that are at peace with their sur-
roundings and think about the future are
known to have a more lasting and positively
perceived business image in the long run.

Genisletilmis Tiirkce Ozet

Son yillarda bir tehdit unsuru haline gelen
iklim degisikligi, kiresel issnma ve cevre kirli-
ligi, gelecege donuk buyik kaygilarin ortaya
¢ikmasina neden olmaya baslamistir. Ekolo-
jik denge bozulmaktadir. Ekolojik dengenin
bozulmasiyla dinya kirlenmekte, kirlenen
dinyada her guin yeni sorunlar ortaya ¢ik-
maktadir. Kurakliklar, seller, yakit kithigi, odun
kithg,, yem kithg, hava kirliligi, su kirliligi,
zararh kimyasallar, radyasyon sorunlari, do-
gal kaynaklarin tikenmesi, yaban hayatinin
yok olmasi, vb. bu sorunlardan bazilaridir. Bu
sorunlari ¢cézmek icin, iklim degisikligi, kire-
sel 1sinma ve cevre kirliliginin neden olabi-
lecegi tehlikeleri gormek gerekir. Tehlikenin
farkinda olmak gerekir. Cevre sorunlarinin
¢6zUim, hem daha yasanilir bir diinya icin
hem de gelecek nesillere daha yasanilabilir
bir dunya birakmak icin  6nemlidir.
Bugilin c¢evresel sorunlar ¢o6zilmez veya
onemsenmezse, gelecek nesiller diinyayi
yasanmaz halde bulabilir. Gelecekte yasamin
strdirilebilir olmasi, dogada ve diinyada
kit olan kaynaklarin tasarruflu kullaniimasi
ile mumkuinddr. Surdarulebilirlik; kaynaklar
koruyarak, enerjikullaniminiazaltarak, saglikh
bir yasam alanini tesvik ederek, olumlu bir
toplumsal etki yaratarak herkes icin guvenli
ve yasanabilir bir gelecek saglamanin yolu
ve yontemidir. Surdurulebilirlik noktasinda
kisilere, kurumlara, kuruluslara, sivil toplum
orgutlerine, devletlere oOnemli gorevler
dusmektedir. Gelecek adina, devletler ve
kuruluslar yasanabilir bir diinya bilinciyle
fikirler Gretmek ve projeler gelistirmek zo-
rundadir. Daha iyi, konforlu, yasanabilir bir
dunyanin insa edilmesi konusunda kurum-
larin, kuruluslarin, sivil toplum 6rgutlerinin
ve devletlerin kendi lizerlerine diisen gorevi
yerine getirmeleri gerektigi gibi, halki da bu
konuda bilgilendirmeleri, bilin¢clendirmeleri
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ve kamuoyu olusturmalarn gerekmektedir.
Insan faaliyetlerinin ¢evre Uzerindeki olum-
suz etkileri ginimuzde endise verici boyut-
lardadir. Diinya uzerindeki devletlerin pek
¢odu, insan faaliyetlerinin cevre Uzerindeki
etkisini en aza indirmek icin caba gostermek-
tedir. Toplumlar dogal cevreye daha fazla
onem vermektedirler. Isletmeler toplumun
ortaya ¢ikan yeni endiselerini anlayarak, dav-
raniglarini degistirmeye ve ¢evresel konulari
orgltsel faaliyetlerine monte etmeye basla-
miglardir. Tehlikeyi goren ve tehlikenin farki-
na varan devletler, kisiler ve kuruluslar fikirler
uretmeye ve yasanilabilir diinya bilinci ile ¢ca-
lismaya baslamislardir. Devletler ve sivil top-
lum orgutleri kamuoyunu bilinglendirmek,
halka bu konuda egitim vermek icin yogun
mesai harcamaktadir. Kar amaci gtiden kuru-
luslar ise hem ticari faaliyetlerini yuritmek,
hem de toplumsal sorumluluklarini yerine
getirmek icin caba harcamaktadir. Kar ama-
¢l guden kuruluslarin Gstlendikleri s sorum-
luluklarindan bir tanesi de ¢evreye duyarli
pazarlama faaliyetleri yirGtmektir. Kar amaci
guden kuruluslar icin cevre bilincine sahip
olmak, itibar kazanmanin 6nemli bir yoludur.
GUnumuzde, kurum ve kuruluslar stirdrale-
bilirligi saglamak ve ¢evre dostu davranislari
tesvik eden bir is algisi gelistirmek icin “yesil”
iletisim stratejilerine ve faaliyetlerine 6nem
vermeye baslamistir.

Ekolojik dengenin bozulma stireci ile birlik-
te doga ile ilgili tedirginlik yasayan toplum
ve bireylerin degisen algilarini pazarlamanin
bir boyutu haline getirmek gliniimiizde yay-
ginlasmaya baslamistir. Yesil pazarlama, pa-
zarlamaya toplumsal bir boyut getirilmesi ve
dinyadaki cevre problemlerinin etkilerinin
daha fazla g6z 6niline getirilmesi ile 6n plana
citkmis bir yaklasimdir. Yesil pazarlama, pa-
zarlama mesajini markalastirmanin bir yolu-
dur. Yesil pazarlama; insanlarin ¢evreye karsi
daha duyarli Griin ve hizmetleri tercih etme
arzusuna hitap ederek daha fazla pazar ya-
kalamayl amaclamaktadir. Yesil pazarlama,
pazarlamaya sosyal bir boyut ekleyerek ve
diinya Uizerindeki cevresel sorunlarin etkileri-
ni daha fazla 6n plana ¢ikararak 6ne cikan bir
yaklasimdir. Giniimuzde kuruluslar strduru-
lebilirlige deger veren ve cevre dostu davra-
nislari tesvik eden isletme algisini gelistirmek
icin “yesil” iletisim stratejilerine dnem ver-
meye baslamislardir. Onem verdigi iletisim



faaliyetlerinden birisi de yesil reklamlardir.
Yesil reklamlar cevre dostu urlinleri tanitmayi
veya reklam verenin ¢evreye karsi kurumsal
sorumlulugunu tesvik etmeyi amaclar. Yesil
reklam, ¢evrenin korunmasi ve sirdurilebi-
lirligin saglanmasindan endise duyan bireyle-
rin istek ve ihtiyaclarini karsilamak amaciyla,
cevreci mesajlar iceren reklamlar olarak bilin-
mektedir. Yesil reklam, insanlari, hayvanlari
ve gezegeni korumaya yonelik mesajlar ara-
ahgiyla tiketicilerin yesil Grin veya hizmet-
ler hakkinda bilgilendirilmesini saglayarak,
cevre dostu olarak kendilerini tanimlayan fir-
malarin Grtnlerini tercih etmelerini saglamak
amacina yonelik hazirlanmaktadir. Kurulusla-
rn yesil pazarlama stratejisinin performan-
sini artirma cabasi, yesil reklamcilik yoluyla
gerceklestirilmektedir.  Yesil reklamciligin,
yesil etki, yesil mesaj, yesil tema, yesil duygu,
yesil deneyim, yesil etkilesim ve yesil iddialar
ile tuketicilere yonelik bir anlatim dilini kul-
landigi gorulmektedir. Tuketiciler, satin aldik-
lari Grlnlerin potansiyel cevresel etkilerinin
farkina vardikca, “eko-dostu,” “organik” veya
“strdUrdlebilir” olarak pazara sunulan Uriin-
ler her zamankinden daha fazla tercih edilir
hale gelmistir. Yesil reklam, cevre dostu bir
sekilde uretilen Granleri tanitmayi veya rek-
lam verenin ¢evreye karsi kurumsal sorumlu-
lugunu tesvik etmeyi amaclamaktadir. Yesil
reklamciligin etkinliginin degerlendirilmesi,
tiketicilerin yesil reklamlara yonelik bilissel
ve duygusal tepkilerini tesvik etmek ve ar-
dindan cevre dostu davraniglarini sergileme-
lerini saglamak icin gereklidir. Cevre ve cevre
bilinci konular yesil reklam, stirdtrulebilirlik
ve cevre bilinci konulari icinde ¢cok 6nemli te-
malar olarak karsimiza ¢ikmaktadir. Cevre bi-
lincinin gelisimine katki sunan yesil reklamlar
daha yasanabilir, daha konforlu, daha mutlu
bir diinya ve daha yasanabilir bir gelecegin
olusumuna katki sunmak icin yuritilmek-
tedir. Green Advertisements Contributing To
The Development Of Environmental Aware-
ness And Example Commercial Film Analysis
baslkli calismada ¢evre ve cevre bilinci kav-
ramlari, stirdurilebilirligin itici glicti olan yesil
pazarlama, yesil pazarlama karmasi eleman-
lari ve yesil reklamcilik temelinde ele alinmis-
tir. Calismada betimsel analiz yontemi kulla-
nilmistir. Calismanin analiz kisminda Kkisiler,
konular, mekanlar, metinler analiz edilmis,
ortaya ¢tkan anlamin betimlemeleri yapilmis-
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tir. Strdurulebilirlik Nedir? isimli TEB reklam
filmi cahsmaya amach 6rneklem kapsaminda
secilmistir. Calismanin énemli bulgulari ola-
rak TEB'in yarin buglin kadar ve hatta daha
glzel olsun diye, diinyamizi azaltarak degil
¢ogdaltarak iyilestirelim diye pozitif etki pro-
jelerimizle mucadelemize devam ediyoruz
diyen slogani, cevre bilinci hakkinda TEB'in
calismalarinin 6zeti mahiyetindedir. Reklam
filminde cevre bilincinin gelisimi ve degisi-
mi egitimle, emekle, umut ve inangla daha
iyi bir gelecek icin Hayata Devam Et slogani
ile verilmistir. Slogan ¢evrenin korunmasina
donik olarak gerceklestirilecek her tirli
girisim ve yapilacak tum faaliyetlerde bir nevi
insanlig, cevreyi korumaya c¢agirir bir yapida
kurgulanmistir. Kurgunun icinde egitimle,
emekle, umutla ve inancla elde edilecek
kazanimlar betimlenmistir.

Anahtar Kelimeler: iklim Degisikligi, Stirdi-
rtlebilirlik, Cevre Bilinci, Yesil Pazarlama, Yesil
Reklam.
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