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Pazarlama ve Tuketici Yandasligi
Anlayisina Yonelik Tuketici
Tutumlari: Boylamsal Bir Calisma

Ozet

Turkiye serbest pazar ekonomisine girdigi 1980’li yillarin baglarindan bu yana sira
digi bir degisim surecinden gecmigtir. Tlrkiye’de tuketiciler ile ilgili ilk yasal diuzen-
lemeler 1995 yilinda yapilarak tuketicilerin haklari koruma altina alinmigtir. Bu du-
rum tiketici yandagligi kavraminin Ureticiler ve perakendeciler tarafindan ele alinis
seklini degistirmistir. Uygulamadaki bu degisimin tuketicilerin, pazarlama ve tiketici
yandasligina yénelik tutumlarini da degdistirmesi beklenmektedir. Bu baglamda, ¢a-
lismanin amaci, pazarlama ve tuketici yandashgina iligkin tuketici tutumlarinda bir
degisiklik olup olmadigini arastirmak ve varsa bu degisikliklerin igsletmeler acisin-
dan yaratacagi tehdit ve firsatlari ortaya koymaktir. Buradan hareketle bu makalede
tuketicilerin pazarlama ve tuketici yandashgi ile ilgili ¢esitli konularda 2003 ve 2009
yillarindaki gérisleri boylamsal bir arastirma ile incelenmigtir. Elde edilen sonuglara
gore; tuketicilerin pazarlama ve tiketici yandashgi konularindaki gérugleri 2009 yi-
linda 2003 yilina kiyasla ¢ok buyuk bir degisiklik géstermemekle beraber, tiketici-
lerin bu konulara kismen daha ilimli yaklastiklari séylenebilir. Tlrkiye’de pazarlama
ve tuketici yandagligina iligskin problemler ve gelecege yonelik dneriler de ¢alisma-
nin son boélimunde ele alinmistir.
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Consumer Attitudes Towards Marketing And

Consumerism: A Longitudinal View

Abstract

Turkey has gone through a radical transformation since free market economics
were introduced in the early 1980s. First regulations about consumer rights were
introduced in 1995. This has changed the way consumerism handled by manufac-
turers and retailers. The purpose of this study is to investigate if consumer attitudes
toward marketing and consumerism have changed in Turkey over the last 6 years
since the law concerning consumer rights introduced and to assess whether these
changes represent a threat or an opportunity to marketers. This study examines the
views of consumers from 2003 to 2009 on a range of issues dealing with marketing
and consumerism. The results show that consumers have more or less the same vi-
ews about marketing and consumerism issues, but still it can be said that they are
less negative about marketing and consumerism issues since 2003. Implications
and future directions for marketing and consumerism in Turkey are then addressed.
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