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Pazarlama Ahlaki ve Tuketici Bakis Acisi
Ozet

isletmelerin sosyal sorumluluklari, isletmelerin ekonomik hedeflerini gergeklestirirken islet-
me dig! sorunlarin ¢éziimiinde yardimci olmalari gerektigi diisiincesine dayanmaktadir. is-
letmelerin sosyal sorumluluklari ile ilgili gelismelerin paralelinde igletmelerin gortinen yizleri
olarak pazarlama faaliyetleri agisindan sosyal sorumluluk alanlari hizla genislemektedir.

Bu gelisme sonucunda pazarlamacilar tiketici toplumunu daha ciddi bir bicimde yanina
alma ve onlari kazanma ihtiyaci igerisinde olmuslardir. Bu durum kar anlayisinda tuketici
lehine bazi degisiklikler yapmay gerekli kilmistir. Tim pazarlama karar ve durumlarinin ah-
laki yargilar, standartlar ve kurallar gercevesinde, gdozden gegirilmesi ve degerlendirilmesi
pazarlama ahlakinin temel amacini olusturur. Gelisen ve cesitlenen pazarlama faaliyetleri
ile onlarin degisik gikar guruplari Gzerindeki etkileri yaninda sorumluluk bilincinden uzak gok
sayida pazarlama uygulamasi dikkate alindiginda, pazarlamada sosyal sorumluluk konusu-
nun 6énemi daha iyi anlagilabilir.

Pazarlama karar ve uygulamalarinda ahlaki yaklasimin gegerli kilnmasi noktasinda, ki-
sisel Ozellikler, organizasyonel farkliliklar ve toplumsal ahlaki ve kdltirel degerlere uygun
bir gergevenin olusturulmasinda yarar vardir. Bdyle bir gergevede pazarlamacilarin kigisel
ahlaki degerleri, tecribeleri ve kurumsal ahlaki degerler, pazarlama ahlakinin uygulama ve
denetiminde belirleyici olurlar.

Bu galismada pazarlama ahlaki konusunda literatiir galigsmalari incelendikten sonra, Pazar-
lama ahlakina tuketicilerin bakis agisini belirlemek ve satin alma davranislar Gzerindeki
etkilerini dlgmek amaciyla bir alan arastirmasi yapilacaktir.
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The Morals of Marketing and Consumer View
Abstract

The social responsibilities of businesses are based on the thought that businnesses should
next to realizing their economic aims, provide support in the solution of extra-organizational
problems. Parallel to the developments related to social responsibilities of businesses, the
social responsibility spheres are getting larger and larger in terms of marketing actions ref-
lecting the visible facets of the businesses.

As a result of these developments marketing experts realized the need to have the consu-
mer society by their side. This situation led to some alterations in the perception of profit in
favour of the comsumer. The overview and evaluation of all marketing decision and situation
within the framework of ethical judgement, standards and rules constitutes the basic aim of
marketing ethics. Next to improving and diversifying marketing activities and their effect on
various interest groups, the importance of the issue of social responsibility in marketing is
better understood when marketing applications with no responsibility awareness are taken
into consideration.

It is proper to create an appropriate framework for social, ethical and cultural values, and
for personal characteristics and organizational differences in respect to making ethical app-
roaches valid for marketing decision and application. With such a framework the personal
ethical values and the experiences of the marketing experts, and institutional ethical values
will be determinant in the inspection and application of marketing ethics.

In this study after a research in literature analysis regarding marketing ethics, the perspec-
tives to marketing ethics in respect to the attitudes of the businesses and the consumption

behaviours of consumers were evaluated via a survey.
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