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ABSTRACT

TURKISH CONSUMERS’ PERCEPTIONS OF
ENVIRONMENTAL CLAIMS

TARHAN , Ayse Buyge
MBA, Department of Management
Supervisor: Assoc. Prof. Dr.Ugur Cagli

September 1996, 199 pages.

This thesis investigates the use of environmental claims in the Turkish
advertising sector. The study focuses on the consumers' perceptions of environmental
claims. The existence and extent of the concerns regarding the misleading potential of
the "green claims" and consumer deception and unfair business competition

consequences are explored.
The results reveal that there is a significant difference between the actual

implications of the "green claims" and the way these claims are perceived by typical

average consumers. In the conclusion section possible problems due to this difference
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are stated. These problems are analysed from both consumer protection and marketing

success aspects.

Keywords: Environmental Marketing, Green Advertising, Consumer

Deception, Unfair Business Competition.
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TURK TUKETICILERININ CEVRECI REKLAM
IDDIALARINI ALGILAMALRI

TARHAN, Ayse Buyce
Yiiksek Lisans, Isletme B6liimii
Tez Yoneticisi : Dog. Dr. Ugur Cagh

Eyliil 1996, 199 sayfa.

Bu tez calismasi, Tiirkiye'deki gevreci pazarlama uygulamalarimi ve
Ozellikle de tliketicilerin bu tiir iddialar1 nasil algiladiklarimi incelemektedir. Calisma,
bu tiir iddialarin, tiiketicin aldatilmasina ve haksiz is rekabetine yol agabilecek yaniltici

potansiyelinin varlifim ve boyutunu aragtirmaktadir.

Bu tiir ¢evreci iddialarla s6ylenmek istenenler ve onlarin siradan tiiketiciler
tarafindan algilams bigimleri arasinda 6nemli farklar oldugu ortaya konmustur.
Calismanin sonug boliimiinde bu farklarin yol agabilecegi problemler belirtilmigtir. Bu
sorunlar hem tiiketicinin korunmas: hem de gevreci pazarlamanin bagariya ulagsmasi

acisindan ele almmugtir.



Anahtar Kelimeler: Cevreci Pazarlama, Cevreci Reklamlar, Tiiketicinin

Aldatilmasi, Haksiz Is Rekabeti.
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CHAPTERI

INTRODUCTION

Business has many complex relationships with the society. The two, in fact
are interactive systems affecting each other. Business helps society achieve its
economic and social needs. On the other hand, society also acts as a 'resource’ in many

means to business.

Although business can exert a high influence on society, society and social
values can also shape business. Environmentalism is one of the concepts that exert
such an effect on business. Environmentalism can be defined as an organized
movement of concerned citizens and government to protect and enhance people’s living
environment. Its being such an important social phenomenon can be attributed to the
changing values of society and the rise of severe pollution problems. With the solid
economic developments and rising standards of living, technologically advanced and
high-consumption societies undergo shifts in their social values. They tend to be more
concerned in health, nutrition, wealth of community, and environmental issues.
Together with this, the increasing threats of pollution to ecological balances and

increasing consciousness toward the problems, made environmentalism a very popular



!

concept and a major social concern exerting high pressures on many sides of business.
This pressure comes from both outside of the companies; consumers and government,
and inside of the companies; employees. Environmental movement affects a
company's operations, manufacturing, product development, research, human

resources, marketing, strategic and operational decisions and other activities.

Among these, marketing has a special importance as it is a means of
communication between the public and the company and that consumption is very
much related with environmental problems. As Makower states in The Green
Consumer Supermarket Guide (1991), when consumers started acting according to the
idea that 'every purchase is a vote for or against the environment', the Green
Consumerism concept was created. Carlson, Grove and Kangun (1993) define the
concept as a marketplace orientation in which consumer's purchase, product usage and
disposal decisions are driven by a desire to preserve nature's ecological balance. Such
consumers are aware of the fact that their consumption activities may help preventing
environmental problems so they act cautiously in their purchase decisions. Their
numbers are not negligible. According to a survey by Gallup, more than 75% of the US
consumers are 'green’ (Kleiner 1991) and according to another Gallup survey, people
are ready to pay premium prices for environmentally benign products (Carlson, Grove,
Kangun 1991). These discussions may sJuggest that environmentalism is opposed to
marketing and consumption, but it is not. Environmentalists just want business and
consumers to be more sensitive about environmental issues. They want that

environmental costs should be included in both production and consumption decisions.



With these objectives in mind, environmentalism has affected many industries and
business functions. The steel industry has started investing huge amounts in pollution-
control equipment, the auto industry has applied emission controls in cars and the
aerosol industry has searched for new compounds instead of CFC's that damage the
ozone layer. The production function of business has started thinking what to produce
and with what ingredients that will not harm the environment. Marketing has also
become complex in terms of checking environmental consequences of the products,
their packaging and production processes before communicating the product to the

public.

Although these implications may be seen as a burden to management
efforts, use of environmental criteria in business decisions and communicating such
orientations through marketing can be quite beneficial. A new concept called Green
Marketing has emerged when management recognised a new business opportunity.
Application of green marketing involves development of marketing strategies and
bringing of products to the market that address the needs of environmentally conscious
consumers. It may also be viewed as a combination of environmentalism and
consumerism. Yet, the idea of integrating environmental concerns into marketing
implementation is not new. Consideration of societal interest in marketing activities
was also of concern in 1970's and was addressed by Kotler in his "societal marketing
concept” (1976). The societal marketing concept required that marketers should
consider: consumer wants, consumer interests, company requirements, and social

welfare. Green marketing, now covers a wide breadth of sectors from recyclable



products to unleaded oil, from environmentally benign products to ozone friendly
sprays. The potential for such a market segment is validated by the increasing number
of 'green consumers' by many researchers in the literature. Trend towards 'green
marketing' is tremendous. According to Marketing Intelligence Service in USA, 10%
of all new products introduced in 1990 were identified as 'green’ by the manufacturers
(Davis 1992). During 1990's many companies have tried to position themselves as
environmentally concerned organisations in the minds of consumers (Carlson, Grove,
Kangun 1991). For example, Procter & Gamble has introduced refillable containers
with less plastic for its household products and McDonald's Corporation has replaced

its polystyrene containers with paper (Carlson, Grove, Kangun 1993).

However, environmental marketing has emerged in the absence of
standardized guidance or regulation. Many companies have started using the term
"environmentalism" when they have realized great opportunities offered by "green
consumers”, without a firm environmental foundation. In that manner, increased
marketing efforts and hence advertising claims in support of rising number of 'green'
product/process/company issues in marketing communications have created problems.
First, there is the problelp of defining what is actually a green product/process. There
are cases where the product is only evaluated on the basis of its ingredients but not
according to its process. In such cases, even if the process is hazardous, product may
still be identified as green; or vice versa. Here, some companies make use of the
difference between the 'scientific truth' and the 'consumer truth'. Scientific truth can be

defined as the literal truth according to absolute facts, or that which is not legally false.



Consumer truth, however, can be defined as the reasonable interpretation a typical or
average person assigns to a product claim. In other words, what is scientifically
justifiable in the very basic sense may not always lead to a reasonable interpretation of

that claim by a typical consumer (Davis 1992).

Second, abundance of environmental claims in the marketplace gives rise
to issues of truth-in-advertising and consumer fraud since they create chaos from a
consumer perception perspective. This chaos may be due to several factors. First, the
terms used in environmental advertising such as degradable, environmentally friendly,
or ozone friendly have no clear, uniform meaning. The same terms may be used to
point different environmental benefits by different companies. Second, the scientific
knowledge to understand and evaluate consequences of those claims is complicated and
subject to change. This makes it difficult for the public to understand what is actually
being said. Finally, comparisons between products ( i.e., disposable vs. cloth diapers)
are mostly limited to one environmental benefit, which can cause uncertainty among
consumers as a result of incomplete environmental assessments. Those criticisms
about environmental advertising created the term green-washing which describes
advertising with environmental claims that are trivial, misleading, or deceptive
(Carlson, Grove, Kangun 1991). Misleadingness or deception in such ads may be due
to inadequate information or explanation, a vague or ambiguous claim, or due to a
totally fraudulent claim. In other words, consumers can be easily misled by such claims
because they do not have the required time and information to assess the validity of

such claims and they cannot evaluate whether the implied benefits will ever amass.



These two factors represent a potential threat for abuse in the application of
environmental claims in marketing communications. Although any violation of
marketing ethics is equally harmful, impact of ethical violations in environmental
marketing has a higher social concern. While many of these violations affect either
society or individual without a severe long-term harm, effect of infringement of
environmental advertising ethics is on both societal and individual level with a severe

long-term harm.

There are two ways in which deceptive claims can hurt the environment,

hence harming individuals and society:

1. If consumers feel that their 'green efforts' are being abused, they may, in
turn, give up seeking for green and the environmental progression that could have been

achieved would be lost.

2. The tone, content, and amount of environmental claims may direct the
public that environmental problems have been solved. This may in turn cause delays in
finding real solutions to these problems since consumers may set aside their concerns

(Davis 1992).

A third problem, beyond consumer protection is to ensure the success of
environmental marketers that are honest in their efforts. Trust, which is an essential

component of marketing communication became a major concern in green advertising.



Advertisers, parallel to the marketers acted according to public's environmental
concerns and desires with the belief that public would welcome the products that
promise to contribute to environmental improvement. However, sales have been short
of their expectations, showing that there is a discrepancy between consumer attitudes
and behaviour. Although "price" is a reason for that in some cases, most of the time it
is the consumer confusion and scepticism by the massive and unstandardized green
claims. Besides, most of the green consumers perceived such claims as 'not
trustworthy' (Davis 1993). In response, many marketers instead of trying to increase
trust to their advertising messages, discontinued environmental marketing claims. If
this trend continues, it may damage to green marketing efforts and the potential for

green marketing may be wasted.

In order to prevent consumer fraud, research efforts are directed towards
the study of potential for abuse by the environmental claims. Since the misleadingness
of those claims are viewed to create more important social and economic problems by
continued damage to the environment, the need for a separate set of regulations is
recognized. Although many regulatory agencies are working on the subject, there is not
yet any clear, uniform set of rules and a strong enforcement of them. In addition there
is a lack of consensus on defining the misleading environmental advertising. Only FTC
has provided general guidelines for such claims in 1992 in the United States. However,
because of the lack of agreement between interested parties, those rules are not enough

to solve problems. In contrast, they created further confusion among marketers. Many



marketers are dropping environmental claims because of the uncertainty in regulations

or difficulty in complying with the existent ones (Carlson, Grove, Kangun 1993).

The above discussion has led interested parties to value the consumer
perception of environmental claims. Marketers believe that their environmental claims
are self-explanatory and self-evident for concerned or "green consumers”. However
consumers' concern and knowledge about environmental issues do not match with their
understanding of specific environmental marketing claims. Consumers are often
unable to define commonly used environmental marketing terms or phrases correctly.
Besides, their level of understanding those terms vary widely. In this respect, consumer
perceptions, consumer awareness, understanding and trust to these terms are important
for two reasons. First, a good analysis and implementation of consumer perceptions in
marketing activities can help prevent consumer fraud. Second, advertising claims
corrected accordingly can also improve the consumer confidence to green ads. These,
in turn, may contribute to the success of the green marketing effort which means
success of marketers and welfare of society. Understanding of consumer perception
may ensure that environmental claims are both technically accurate and understandable ‘
and credible that is; meaningful to consumers (EPA 1993). Consumer perception is
also an important factor to be considered in the formation of clear and uniform

regulations and guidelines for marketers.



CHAPTER II

THE AIM OF THE STUDY

The increasing awareness and concern towards environmental problems
make environmentalism an important concern for both the public and the government
in Turkey. The green consumerism concept has started to emerge in the Turkish
markets. Although the consequences of the concept of 'green marketing' is a recent
phenomenon, with the guidance of experiences in foreign practices, its recognition is
accelerated. Thus the problems discussed above due to 'green washing' is also a threat
to the Turkish society as well. Unfortunately, it seems that the sensitivity shown by the
general public and the government to environmental protection does not parallel to the
understanding of potential problems of environmental marketing and hence advertising.
Consumer perception of environmental claims is also important for Turkish Green
Marketing. In addition, there are problems with respect to existing advertising

regulations.

Advertising in Turkey is supervised by the Turkish National Committee of
International Chamber of Commerce (ICC) which accepts the International Moral

Rules in Advertising Practices that are developed by the International Chamber of



Commerce (ICC). Advertisers Community is another agency that deals with the issue
to an extent. These mainly concentrate on the application of these adopted rules but
rarely involve in studying the concept or researching for special issues. Therefore,
environmental claims are not likely to receive separate attention from those bodies. In
this respect, it is expected that this research will be a take off point for further studies

related to the concept in Turkey.

Environmental marketing which evolved from the environmentalism
concept creates a certain concern about green advertising/environmental marketing
communications when combined with the concept of truth-in-advertising. More
specifically, this concern comes from the gap between the perception of environmental
marketers and the understanding of environmental consumers. As discussed
previously, this gap in return creates a potential threat in terms of consumer fraud and

marketing failure.

With the accelerated importance given to the environmentalism concept by

the Turkish marketers, similar concerns threaten the Turkish society.

Since the topic is new, researchers may focus on the following issues to

explore it:

1. Existence of green claims in Turkey in a given level in terms of

frequency, style, product categories and the like. Such research can be done by a

10



simple documentary search or by researching advertisers’ and consumers’ knowledge
on the related subjects. For the current research, both TV and print ads have been

surveyed to create a pool of the Turkish green claims.

2.Related to the existing green claims, there is a potential for

misleadingness and abuse with respect to;

- violation and abuse of scientific truth,

- consumer deception arising mainly from the different consumer
perceptions than what is actually implied, and

- unfair business competition due to the lack of a firm foundation for

green marketing

3. The fact that certain steps can be taken to monitor or guide the use of

green claims

This research is limited to justify the existence and extent of the concern
about potential threats imposed by consumer fraud and marketing failure in Turkey. It
concentrates on the second issue mentioned above. For that purpose it employs two

groups of questions:

1. Are the green claims used in ads “scientifically true”?

11



Scientific truth, mentioned in the following section in more detail, can be
defined as “literal truth strictly according to the facts or that which is not legally false”
(Davis, 1992). To ensure that the green claim used in the ad is “scientifically true” is
the primary measure that makes the ad reliable and that prevents deception and unfair
business competition. If the claim does not refer to the absolute truth related with the
scientific law, its potential to create abuse will be very high. From this perspective, it is
crucial that the ads use claims that are scientifically true or in another words that are

based on scientific facts.

2. What is the “consumer truth” for these claims? In other words what is

the consumer understanding and interpretation of these claims?

Consumer truth is defined as “the reasonable interpretation a typical or
average person assigns to a product claim” (Davis, 1992). It is not necessarily the same
with scientific truth. The difference between the scientific truth and consumer truth is
always a potential for deception. Marketers usually rely solely on scientific truth, but
does not consider how it is going to be perceived by an average consumer. Scientific
truth not always enables a consumer to evaluate the consequences of the claim. This is
either due to lack of adequate information or time necessary to evaluate that the claims
in the ads will ever accrue (Cude, 1993). If consumers are not provided with the right
amount of information in the suitable way, perceptions and expectations of consumers
can be significantly different than what is actually implied in the ad. This, in return,

will mean that there is a potential for consumer fraud and unfair business competition.

12



Thus, ensuring “consumer truth” is as important as ensuring “scientific truth” in the

advertising claims.

Besides these sets of questions, examination of the results can also help

fulfilling the following issues that can be further extensions of this study:

A. Assessing the "green consumer" potential of the Turkish market.

B.Offering guidelines to regulators and marketers in the light of the

findings that will better the green marketing efforts in Turkey.
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CHAPTER III

LITERATURE REVIEW

This section covers several past research relevant to this study. The
literature review reveals that there are many past studies on the related subject that may

help in constructing the theoretical background for this research.

First, previous studies dealing with environmentalism and their impact on
business are viewed. Second, studies concerning with environmental marketing and
their importance are examined. Finally, research dealing with various aspects of

environmental advertising are documented.

3.1 Environmentalism

Environmentalism is not a new concept for the society and business. It was
of concern even two decades ago and it was viewed as a new challenge for marketing.
Researchers were mostly concerned with the 'Business and social responsibility’

linkage. They supported that because of high environmental pressures, a societal
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adaptation for marketing so as to survive as a social institution is a must. It was
claimed that marketing activities should move from individual satisfaction to
satisfaction of the society. Emphasis was given both to governmental interference and

consumer pressures that forced marketing to adopt to that new era (Feldman 1971).

The concept of environmentalism and its impact on business has gained
greater importance in 1990's with the increasing threats of pollution problems.
Researchers have started to investigate environmental consciousness and tried to
estimate the amount of environmental consumers. Consequences of environmentalism
in business is also investigated. In United States, Gallup Organisation have conducted
many surveys which revealed that the concept of environmentalism is increasingly
gaining importance. One of the recent surveys on environmental consciousness is by
Krause (1993). He examines the levels of environmental consciousness by a self-report
questionnaire applied to a sample of 300 individuals. The results reveal a high level of
concern for environmental issues and a large proportion of the sample describes
themselves as 'environmentalists'. The findings show fair consistency by sex, age, and
ethnic grouping. However Kraus (1993) also discusses that these results should be
taken with caution since there is the difficulty of defining and measuring

"environmental consciousness” in such studies.

Another study, by Kleiner discusses environmentalism and its challenges

on business (1991). It starts with praising 'greening of management' in contributing to

sustainable development. The author then expresses that to be a 'green’ company means
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answering certain questions, such as what products to bring to the market, with what
ingredients or processes, and how to package them, in addition to answering what
environmental actions to support as a company. With these in mind, a 'green' company
is defined by the author as the one with 'green' product-process-company values. In
other words, the products, manufacturing systems and the company values should be in
line with the environmentalism concept in order to be referred to as a "green company”.
Further, for effective pollution prevention, it is suggested to perfect manufacturing
systems so as to minimize harmful emissions, rather than trying to capture pollutants at
the end of a pipe or smokestack. This suggestion parallels to the total quality
management concept which aims to design a manufacturing process to reduce defects
at the end. Finally, the importance of acting responsible to environmental problems is

expressed.

Another study states that environmentalism may be the biggest business
issue of the 1990s and that if companies want to survive they should learn to tackle
with that (Kirkpatrick 1990). Examples of companies that have started considering the
issue in their business activities are also given, such as Exxon and Procter & Gamble.
The study also expresses that environmentalism in 1960s which was a social activism
based on civil rights and the antiwar movement is different from the 1990s, which is a

movement of its own.
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3.2 Green Marketing:

Studies on the subject of Green Marketing starts with the aim of
investigating the impact of environmentalism on business, mainly its operations.
Marketing, among various functional areas of business, has received higher attention
when environmentalism is viewed parallel to consumerism in certain aspects. Within

this context, potential for a 'green market' is especially examined.
p

One of the early studies dealing with environmentalism and marketing, is
done by Kassarjian (1971). The basic purpose of his study was to examine reactions of
consumers to an advertising campaign for a particular kind of gasoline (F-310) that
promised to reduce air pollution; importance of air pollution for the public was also
viewed. Prior to research, it was hypothesised that individuals with greater concern for
air pollution would be more aware of and receptive to F-310 ads. It was also
hypothesised that they would be more willing to pay premium prices for a pollutant-

free gasoline than their counterparts.

In order to assess these , a sample was chosen among Santa Monica
residents on a probability basis and they were interviewed for the measurement of the
hypothesis. First, attitude toward air pollution was surveyed. Later, brand awareness
was tested. Results showed that among those individuals with a higher concern with
air pollution, most of them correctly identified the company and F-310. This reveals

that the segment of the market most concerned about pollution is more aware of a
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product promising a potential solution to the problem. It is also driven from the results
that these people are ready to pay for premium prices for such products. The author
suggested that this level of concern should be a sign for marketers. The study
concludes that potential for marketing a good product based on ecological concerns

seems to be impressive.

In addition to the above study, many Gallup surveys in the U. S. have
revealed that the number of the green consumers is impressive and that this number
tends to increase. All of these surveys have coﬁcluded stating that the potential for
green marketing is high. Later, efforts are directed towards setting strategies for
successful green marketing. A recent article discusses that to gain from increased
environmental awareness, marketers should value the changing consumer and political
attitudes and recognize their products’ environmental implications. They should
analyze their role in protecting the environment and should integrate green marketing
fully in their strategic marketing plans. It is also claimed that in order to benefit form
green marketing, companies should show a true commitment to solve real problems
and take a step beyond what is required or expected. Companies with lack of true
commitment and premature implementation strategies are claimed to be unsuccessful
since both consumers and government are examining those companies very closely.
The article concludes stating that with the dominating factor of environmentalism and
increasing number of green consumers, green marketing offers a profit potential

especially for those who can take assertive leadership in the industry, can carry an
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effective communication and who can integrate green marketing carefully into the

strategic planning process (McDaniel, Rylander 1993).

3.3 Green Advertising

As a consequence of increased green marketing activities, green advertising
has gained importance. Some of the research dealing with the issue is concentrated on
suggesting ways to make environmental communication more effective, hence
investigated factors that affect such advertising. One of the examples of such studies is
by Davis (in press). In his study he examines the effects of message framing on
response to environmental communication. For this purpose he has conducted a
research to determine the extent to which framing manipulations of three components
of an environmental communication influence attitudes toward the communication and
call people to participate in environmentally-responsible behaviours. He defines these
communication components as problem definition, target definition, and recommended
environmental activities. Problem definition refers to whether the message is framed in
terms of 'gains or losses' (i.e., if you do (action) you will be better of vs if you do not do
(action) you will be worse of....). Target definition stands for current vs future
generations that are addressed by the message. In another words, it is to indicate who is
at risk. The third component emphasises the difference between restraining one's use
of available resources (such as conservation) and active contribution (doing more such

as recycling) in framing the message. Results of the study show that communication
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which framed the discussion in terms of potential losses to the current generation, gains
the most positive responses to the communication and scores the highest levels of
intention to act environmentally-responsible such as conservation, recycling, and green
shopping. However, kinds of activities in framing the message do not have much effect
on attitudes or behavioural intentions. In other words, the results reveal that intention
to participate in environmentally-responsible behaviours is best fostered through
communications which present simple, clear and understandable actions presented in a
context which emphasizes how the target will be personally, negatively affected if they

continue to be inactive participants in environmentally-responsible behaviours.

In order to examine consumer response to corporate environmental
advertising, a study is conducted which investigates the influence of a variety of
environmentally-themed corporate ads designed to improve corporation's
environmental image on consumers' attitudes towards corporations and their products
(Davis, in press). Research discusses the interaction between consumer's image of the
corporation prior to the advertising and the type of advertising message. Results reveal
that messages that focus on corporation's specific environmental activities (greening of
manufacturing systems) exert the most positive influence on corporate and product
attitudes when the previous environmental image of the corporation is positive.
However messages that focus on corporation's monetary contributions (donations to
green groups) suit more to corporations with previously poor environmental image.

And the least effective messages on positively influencing the corporate image are the
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ones which emphasise the corporation's resource related activities (such as the

preservation of wildlife and/or its habitats).

Another research on green advertising deals with the impact of increased
environmental claims in green advertising. They question ethical aspects of the subject.
Studies on truth-in-advertising have been continued for decades, but they have been
accelerated with the increased use of advertising as a selling tool. Critics mostly
pointed out the negative impact of advertising, especially when it is not credible. They
have also suggested that social status of advertising would improve if advertising were
more truthful. Some tried to justify advertising (Kottman 1969) and argued that too
much regulation would restrict advertising to perform its duties (Levitt 1970). The
others concentrated on finding methods to correct and better the advertising (Dyer and
Kuehl 1974). Still another group examined the factors that make an ad fraudulent

(Cohen 1972, 1974).

In case of environmental advertising, problems of deception arise from
variety and amount of green claims and labels that are difficult to understand and
evaluate by consumers. An article by O'Brien states that companies must learn to avoid
the pitfalls of environmental advertising (1992). The author says that although such
claims give a competitive advantage to companies, they may also be risky as false or
misleading claims can damage the company's image by creating negative publicity.

Companies are also warned about hard penalties applied by FTC in such cases.
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Another study dealing with ethics and environmental marketing is done by
Davis (1992). In the study it is claimed that since ethical considerations are not yet
integrated into environmental marketing, potential for abuse through deceptive ad
claims is great. This further implies that long-term harm on both societal and
individual level is a serious threat. It supports the need for revising existing norms with
regard to environmental marketing to prevent that threat. It identifies the sequence of
actions necessary for the development and communication of ethical environmental
marketing claims. In a broad sense the sequence is based on two aspects of ethical

theory; namely, moral style and normative behaviour.

Some researchers concentrated their effort in order to investigate consumer
fraud by environmental advertising. One of the first studies dealing with environmental
advertising claims focuses on determining the extent of misleadingness of
environmental claims and proposing suggestions to regulations about the issue
(Carlson, Grove, Kangun 1991). In this respect the study tries to develop a typology for
categorizing deceptive environmental claims and tries to apply this to determine types
of claims used in ads. In order to examine these issues, an environmental ad pool as a
convenience sample is created first, from the most popular magazines by three

independent investigators.

Second, out of the 200 ad pool, a final sample with 100 ads is selected by

eliminating duplicate or incomplete ads. Later, two sets of judges (expert: from
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environmental sciences and non-expert) are formed to examine these ads on the basis

of the typology developed by the authors.

The typology consists of :

1. The claim is vague or ambiguous, it has a broad and non-clear meaning
2. The claim omits important information to evaluate its truthfulness

3. The claim is false or an outright lie

4. More than one of the types apply

5. Claim is acceptable

One of the most important results of the study is that many ad claims are
considered as fitting to either the first or the second categories of the typology. This
reveals that most of the ads are considered as deceptive by the judges. This, in turn
supports the existence of the potential for abuse in environmental advertising.
Although consumers' increasing awareness to environmentalism is favourable, this
increase also enhances the chance of consumer fraud. The lack of guidelines in
addition to the competitive pressures of today's marketplace, create a context in which
companies are directed to make deceptive or misleading environmental claims. The
study concludes suggesting that their typology may be helpful in establishing

regulations to prevent such deception (Carlson, Grove, Kangun 1991).
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As an extension to their previous study, Carlson, Grove and Kangun have
conducted another study in which they have included a claim type typology in addition
to their misleading/deceptive content typology (1993). The research was an empirical
study which combined the two classification schemes to create a matrix that identifies
types of environmental claims and their potential to be perceived as
deceptive/misleading. In addition to prior examination which focused only on the
extent of deception among environmental advertisements, this one aims to identify

types of claims in such ads by applying content analysis.

The claim type typology introduced in this case is as follows:

1. Product orientation: claim focuses on environmental benefits of a
product

2. Process orientation: claim focuses company's production/disposal
methods that are environmentally friendly

3. Image orientation: claim associates an organisation with a publicly
supported environmental action.

4. Environmental fact: claim involves an independent statement that is
apparently factual in nature from an organisation about the environment in general

5. Combination: claim has multiple facets

An ad pool of 100 is formed. The pool is examined and classified by three

judges of different backgrounds.
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Results reveal that there is significant variation across types of
environmental claims with respect to deceptive and misleading content. They also
suggest that those claims which praise the environmental benefits of products and those
that are designed to enhance the environmental image of an organization are most

prone to be considered misleading/deceptive.

Under this topic, researchers are also interested in consumer perceptions of
environmental marketing claims for two reasons: first to avoid consumer fraud and
second to help marketers to be more effective in their environmental communication.
One of such studies examines the consumer perceptions of 10 environmental claims
(Cude 1993). The claims included in the study are: degrédable, biodegradable, no
CFC's, safe for the environment, environmentally friendly, compostable, recycled, pre-
consumer waste, post-consumer waste, and recyclable. These claims are the most
frequently seen in the United States in green advertising. The data of the research are
collected through a series of five surveys in which five open-ended questions are asked
in each one. Results reveal that consumer knowledge of these terms is very weak. It
seems that consumers do not understand their correct meaning and hence cannot
evaluate them properly. Results also imply the need for a set of standardized
definitions in order to enable consumers to demonstrate their actual environmental
preferences. The study concludes that green marketing efforts can be helpful to the
improvement of the environment if and only if consumers receive accurate, specific,
and complete information about the environmental consequences of products and

services they buy.
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Another study which examines consumer perceptions, aims to explore the
public's norms and levels of trust for environmental advertising (Davis, in press). The
research tries to show that 'lack of trust' is the reason for the difference between
consumers claiming to be green and the ones that are actually acting green. In order to
do that a comparison of the public's injunctive norms and attributed norms within the
domain of environmental advertising is applied. Findings of the study reveal that the
public's injunctive norms about the subject are in a developmental state. It is also
observable that the public believes that advertisers are guided by a set of norms more
liberal than their own. Finally, the comparison of the two shows that the public does
not trust environmental advertisers. According to these results, it is stated that the
reason for poor consumer response to green marketing is the lack of trust. It is
suggested that to build trust, advertisers should first try to change the consumer
perceptions, giving more emphasis to the issue. The article argues that to achieve a
higher trust level cannot be gained through solely by complying with the rules; and
states that an understanding and integration of consumer needs, norms, and perceptions

is a must.

In a similar study to his previous one, Davis (in press) examines three
aspects of environmental advertising in order to understand the consumer perspective
that will help improve advertising efforts. The three addressed aspects are the
specificity of the environmental claim, the level of emphasis given to the environmental
claim, and consumer orientation toward environmental appeals. The study results show

that specific, real, and useful environmental claims maximize the product purchase
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intent when the concern is claim specificity. It is recommended that instead of saying
“reduces emissions”, it is better to say “reduces emissions by 21 percent”. In case of
environmental claim emphasis, which is a trade off between communication of
traditional vs environmental benefits, marketers should create a balance that will
reassure the consumers that the product will continue to deliver traditionally important
category benefits together with environmental ones. With respect to the third aspect, it
is important to stress the contribution and reward obtained from each individual's action
of purchasing the advertised, environmentally benign product. That is to say,
advertisers may prefer to have messages saying “you should feel good about the good
you are doing”. The research gives these results as guidelines for successful

environmental marketing.

Besides these studies, US Environmental Protection Agency has published
a report on 1993. This report is a comprehensive examination of the use of
environmental marketing claims in the United States as of 1992. It reviews consumer
understanding of such terms, use and trends related with those claims, instances where
these terms are discontinued, and FTC regulations. The report serves for two purposes:
First it provides an analytical foundation for guidelines and regulations. Second, it is a
coniprehensive source of information about the major issues in environmental

marketing for those generally interested in the subject.

Topics discussed in the report are:
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Issues in Environmental Marketing; here the distinction of environmental
marketing and the other forms of marketing is made. Problems related to the rapid

increase of ambiguous terms such as consumer fraud are stated.

Consumer Perception of Environmental Claims; under this topic consumer
awareness and understanding of these terms, consumer confidence in them, and
environmental purchasing habits are investigated. Examples from several studies are

listed.

Inventory of Environmental Labelling and Marketing Terms; this section
classifies the terms according to their number and type. In another words it quantifies

the environmental marketing activity.

Discontinuation or Avoidance of Environmental Claims; here the instances
where marketers avoid using such claims are studied. Marketers mostly avoid them
when they cannot comply with the regulations or when the regulations are too strict to

comply.

Regulating Environmental Marketing Terms; FTC regulations and

guidelines are listed.
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Since it deals with major topics in environmental marketing and
summarizes most important studies in the United States, this report is an important

source of information for other research.

All these studies reviewed reveal that environmental marketing and
advertising gained a great deal of emphasis in the literature. Many aspects of the issues
are being examined and there are still many to discover till the subject reaches maturity.
The reason that makes it so popular is that environmentalism is a dominant issue in
1990s and it will continue to influence values of the society and business. Hence, green
marketing still serves as a great potential for business if they can learn to adopt to these
changes and respond effectively to green consumers' needs and norms. Establishment
of a set of healthy regulations that take consumer perceptions as a base will also
contribute efforts for achieving fair and honest environmental advertising. All these

require appraising the studies that are being conducted.

Similarly, Turkish green marketing should also value such research so as to
be successful. Since the concept is quite new in Turkey, any study that will bring the
issue to surface will be valuable. With the application of results of scientific studies
and past experiences of foreign countries, Turkish marketers can keep up with the

challenge of environmentalism in the markets.
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CHAPTERIV

HYPOTHESES

Searching for the scientific truth vs consumer truth and consumer

perceptions of green claims, it is hypothesised that:

H1: Most of the green claims used in the ads are hardly scientifically true
without any clear justification, or if they are, they are hiding against the literal truth by

not providing enough information to evaluate the consequences of the claim.

In one of his studies, Davis defines scientific truth as “literal truth strictly
according to the facts or that which is not legally false” (Davis, 1992). To ensure that
the claim is scientifically true, that it is based on scientific facts, should be the first
target of an advertiser. However, to rely solely on “scientific truth” can be deceptive;
especially if not accompanied by satisfactory amount of information to enable the
consumers evaluate the environmental consequences of the claim. The reason for that
lies between the difference of scientific and consumer truth. Again in the same study,
consumer truth is defined as the reasonable interpretation of the claim by an average

consumer. In many cases, it is easier to fulfil the requirements of scientific truth rather
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than consumer truth since consumer perceptions can be in many various ways.
However, in such cases consumers’ expectations may be a lot different than what is
actually implied in the claim; that is to say they can be misled. Hence, in addition to
ensurance of scientific truth, the amount of information given and time available to
consumers to evaluate the validity of these claims are equally important (Cude, 1993).
Consumers can easily be misled if they cannot determine themselves whether the
claimed benefits will ever accrue. Even if the terms are true on a technical basis, if not
accompanied by satisfactory information, they cannot guide consumers truly. In other
words, valid justification of the “scientific truth” is as much important as the claim
itself. Besides creating potential for consumer abuse, the difference between consumer
and scientific truth is also a threat in terms of unfair business competition. Hence,
starting from these points and a prior examination of the green claims in Turkey, it is
expected that these claims are hardly scientifically true. They are not based on clear
scientific facts. Even if they are, they are not followed by clear and scientific

justification to help consumers understand their after-effects.

H2: In addition, “consumer truth”, or Turkish consumers’ understanding
and interpretation about these claims, are quite different than what is actually going to

accrue.
Although exposure to environmental claims are increasing, it should not

mean that consumers' understanding and knowledge of these claims are sufficient

enough to evaluate the consequences of these claims. A study by Cude, revealed that
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consumer knowledge of these terms was quite weak (1993). It was stated in this study
that this could mean a threat in terms of both consumer fraud and marketing failure.
These claims usually have no clear, uniform meaning. So, they can be interpreted as
many different ways, especially if not followed by clear justifications for them.
Consumer truth, the interpretation of an average consumer related with the claim for
these claims will be diversified for each consumer and usually a lot different than what
is actually implied in the claim (Davis, 1992). The lack of standardised definitions,
justifications of these claims and inadequate technical knowledge consumers’ have,
create a potential for consumer abuse (Carlson et al., 1993). As well as these,
considering the fact that most of these "green terms" used in the ads are technical terms
that are directly translated from English makes them difficult for a typical Turkish
consumer to understand and evaluate. So, it is expected that consumer truth of these
claims and their consequences will be a lot different than what is actually implied in the
claim or what is going to occur. As explained previously, this difference is a threat in

terms of consumer abuse and unfair business competition.

The above hypotheses are driven from the literature survey done and the

general observations/interviews made prior to development of the present research.

If these hypotheses are supported, advertisers can find more effective
methods for environmental advertising by better targeting to the needs and demands of
the green consumers, while decreasing the potential of consumer fraud and unfair

business competition by these ads.
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CHAPTERV

METHODOLOGY

5.1 Introduction

This study attempts to find out the evaluations of the “green advertising”
claims/terms used in ads by both experts on environmental issues and by "average"
consumers. In this way these terms are assessed with respect to their scientific and

consumer truth contents.

The outputs of the research provide certain benefits to different groups.
They point the issues to be considered by policy makers to prevent consumer
fraud/unfair business competition and issues to be considered by advertisers to increase

the efficiency of their claims. Hence, the methodology is designed to meet these aims.

In the literature, there are various methodologies and approaches that deal
with topics in green advertising. Some researchers concentrated on collecting data on
the consumer perceptions of these claims. Cude (1993) tried to determine the

consumers’ understanding of the most frequently used claims in the US. In her study,
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she came up with a plethora of consumer definitions to several environmental claims.
The others such as Carlson et al. (1991) tried to categorise these claims according to the
types of claims used and different likelihood of these claims to be judged as deceptive.
Within this perspective they have developed and tested a typology that enables the
identification of environmental claims with respect to different types. Federal Trade
Commission has prepared a report investigating several researches on the topic to
combine the approaches and major outcomes of these studies. In the report they have
also proposed acceptable definitions and applications of the green terms after analysing
various studies. To develop the methodology of the current study, the methods, results
and suggestions of the previous related studies are examined. They are modified to

meet the aims and limitations of this research and a methodology as stated below is

developed.

5.2. The Advertising Pool

In studies which require the analysis of any form of communication media
such as newspapers, magazines, or TV, the researcher can rarely make it possible to
examine all the suitable data. This is due to several factors. One is the fact that there is
a high volume of material to be examined. The others are the inaccessibility to these
data or sources of the data and more importantly time and financial limitations of the
research concerned. This fact leads to the solution of analyzing only a sample of the

data from the selected sources.
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Starting from the above point, various magazines/newspapers, and TV ads
from 1995 are searched for preliminary assessment. Since the concept is new in
Turkey, the researcher needs not to go back more than two years to collect samples. In
addition, after examining the TV ad samples from years 1993 and 1994, it is found that
TV will not be a rich source in terms of environmental advertising. Hence, the last two
years' magazines and daily newspapers are searched to create a pool of green
advertising to be used in this research. The ads in which there exists green claims are
collected. As mentioned earlier, since the green marketing is a recent issue in Turkey,
only a certain number of ads are collected with a limited variety. Totally there are 46
ads in the pool. Copies of these ads are provided in Appendix - C. The information
regarding the number, product categories, and brand variety is given in the following
tables (Tables 5.1 and 5.2). The sample ads collected are then classified and coded
according to the type of claims used in them. The classification is based on a typology

developed by Carlson, Grove, and Kangun (1993).

The classification of the ads done by the researcher is as follows:

Product Oriented: The claim focuses on the environmentally friendly

attributes that a product possesses.

E.g.: This product is environmentally friendly.
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Process Oriented: The claim deals with an organization’s internal

technology, production technique, and/or disposal methods that yields to environmental

benefits.

E.g.: 20% of the raw materials used in producing this good are recycled.

Image Oriented: The claim associates an organization with an

environmental cause or activity for which there is broad-public support.

E.g.: We are committed to preserving our rivers.

Environmental Fact: The claim involves an independent statement that is

factual in nature from an organization about the environment at large, or its condition.

E.g.: The forests are being destroyed.

Combination: The claim appears to have multiple facets.
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Table 5.1 Environmental Claim Types of Ads in the Pool

The same brand is repeated in the first two types and counted separately

Table 5.2 Product Categories in the Pool

2 2
1 ]
2 2
1 1
3 3
3 2
I 1
1 1
4 4
1 1
7 5
1 1

46 32
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5.3. Structure

The research is composed of two stages. In the first stage, ads that have
been compiled are evaluated with respect to the extent of “scientific truth” in the
environmental claims used. The evaluation is done by two judges who are
environmental engineers based on another typology developed and experimented by
Carlson, Grove, and Kangun (1991, 1993). Environmental engineers are used because
of their expertise on environmental concepts. The typology which is based on the

principle of classifying environmental claims is as follows:

1. The claim is overly vague or ambiguous, it contains a phrase or
statement that is too broad to have a clear meaning.

2. The claim omits important information necessary to evaluate its
truthfulness or reasonabless.

3. The claim is false or an outright lie.

4. The claim is acceptable, I find no problems with it.

5. The claim involves two or more of the categories listed above (i.e. 1, 2,

and/or 3).

The classification resulting from the first stage formed a base for the
second part of the research. In this part, the sample group of interest is questioned to
determine their understanding and perceptions of the environmental claims used in the

ads. In other words “consumer truth” of the "green claims" used in the ads are focused.
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Due to research limitations, only a limited number of ads are shown to the sample
group. Selection is done from the pool with the help of the results of the typology used.
Five ads are selected to represent five groups of the typology. This selection provides a
basis to limit them in number in a reasonable and justifiable way without sacrificing
much from the quality of analysis, since comparisons of ads belonging to different

groups of the typology are also possible.

One ad from each group of the above typology is selected. Thus, it is
ensured that each category in the typology is given a chance of being evaluated with
respect to consumer truth. Then these ads are shown to a selected number of target
group members to assess their perceptions of the claims used in these ads. In total,
five ads are evaluated both in terms of their consumer and scientific truth context in this
research. In other words, these ads are evaluated both by the experts on environmental

issues and by non-expert, average consutmers.

5.4. The Questionnaire

5.4.1. Questionnaire Development

After all the ads in the ad pool of this study are evaluated by the judges,
five of them are selected for further assessment by the sample group of consumers.

Each of these five ads represent five different categories of the typology used by the
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judges, separately. During the selection, attention is paid to ensure maximum product
variability by these five ads. This is to increase the chance of a product category to
overlap with its potential user. Another consideration during the selection process is to
include ads that consist of the most commonly met environmental claims in Turkish
marketing efforts. This is to produce more practical outcomes from this study that can

be referred to by both policy makers and marketers.

After the selection process, a questionnaire is developed for each ad to be
used as a research instrument for the assessment of consumer perceptions of the claims
and consumers’ purchase intentions about the products advertised. The questionnaire is
composed of both standard questions regarding demographics of the target group, and
sets of questions specific to ads selected. Questions related with the ad of concern have
two aims:

1. To figure out how consumers perceive and hence define the “green
claim” in the ad, and

2. To investigate how strongly the consumers evaluate the “greenness” of
the products as an important product attribute that would affect their purchase

intentions.

To develop the questionnaire, findings of the past studies dealing with the
knowledge and understanding of consumers about the green claims are used (Cude,
1993). In that study, a plethora of different meanings of the 10 green claims that are

assigned by consumers is presented. In addition to these, preliminary interviews are
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conducted by the researcher to investigate the potential definitions of the
environmental claims provided by a group of Turkish consumers. This helps to create
response categories that attempt to explore a range of possible answers that can be
given by the sample group regarding the “meaning” of the green claims in the ads.
Utilising all of these outputs, sets of questions are developed for each of the five ads
together with a standard set of questions that search for the demographics of the sample
group that are important for the research of concern. The selection of questions for the

demographic data is explained in the Sample Design section in more detail.

5.4.2. Purification of the Questionnaire

Before conducting the study, a pre-test is done by administering the
questionnaire to a group of 20 people for purification of the questions. This
preliminary study has revealed a need to standardise the questions and their response
categories for each ad to ease its application. Some of the statements in the
questionnaire are also restated to enhance their clarity. Additional response categories
are included upon the feedback received to increase comprehensiveness of the response
categories. Another outcome of this pre-test is the change of an ad from the automotive
sector with another from the household cleaning sector. Although both of the ads
represent the same category of the typology used, this change contributed to the product
variability of the study. Initially there were three ads related with the automotive

sector, each representing different categories from the typology. The reason for their
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dominance is the fact that most of the green advertisements belong to this sector, as

documented in the “Advertising Pool” section.

Finally the selected five ads represent the following product categories:
2 from the automotive industry

1 from the white goods industry

1 from the paper products sector

1 from the household cleaning materials sector

A final copy of the questionnaire, both in English and Turkish, and copies

of the five selected ads are provided in the appendices A and B, respectively.

5.5. Sample Design

The sample used in this research is a non-probabilistic sample. This kind
of sampling involves the personal judgement of the researcher while selecting the
sample elements. It also enables the investigator to reflect the required variability into
her sample. The level of variability is dependent on the important characteristics of the

population that is of interest of the research.

In terms of environmental advertising, past studies and experiences of the

researcher reveal that the most outstanding demographic characteristics to be
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considered in this study are age (interest and awareness to the topic may differ
according to age), and education and/or profession (knowledge and experience can
affect the degree of understanding of the claims) of the targeted group. Other factors to
be are income (in most of the cases, environmentally benign products are accompanied
by a premium price) and sex (useful in providing an indication of green consumer
profile when combined with the above). Hence, questions exploring these

demographics are included in the questionnaire.

On that account, the sample is selected considering these points above to
reach a sufficient level of variety. Also, they are selected from different sources as

much as possible to ensure a level of heterogeneity in the sample.

Sample size is set as 150 for convenience to ease the manageability of the
research and to be able to reach to a required level of variance. Since the prime
objective of this research is to highlight the topic without claiming to be fully
representing “Turkish Consumers”, this sample size is considered to be adequate to

meet the study objectives.

5.6. Execution of the Study

The sample is formed by selecting people from different groups that reflect

the desired level of variety in terms of age, education, and income. Following that,

questionnaires are administered to the selected sample group.
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Before administering the questionnaire, each member of the sample is
briefed about the purpose of the research. Ads are shown to them one by one for their
personal examination. After each ad, they are let to respond to the questions regarding
‘the specific ad. Although, the questionnaire is planned to be self-administered, the
researcher had to apply the questionnaire one by one with ﬁlost of the people in the

group to ensure that questions are uniformly understood by all of the participants.

The ads are not shown to the subjects in the same order. Since from 1-5,
they represent a logical set by the typology, each time order of these 5 ads are

reorganized. So, the results are not affected by the logical order provided by the

typology.

A certain group of subjects is not questioned about purchase intentions for
three of the ads. This is to prevent any potential misguidance of the researcher by the
respondents that can be caused by the irrelevance between the product category and the
target users. This group is from a lower level of education with a low level of income.
These three specific ads of concern are from the automotive sector (2 ads) and the
paper industry. However, this group is also questioned whether "greenness" is a
product attribute for them or not by the remaining two ads which are believed to have a

higher chance of being targeted to the group of concern.

By the answers given to the questionnaire, respondents’ perceptions of the

green claims and their purchase intentions about the green products are measured. A

44



plethora of different meanings of green claims that are assigned by consumers are
collected. By that way, it is possible to understand how these claims are perceived and

how they affect the purchasing of the products.
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CHAPTER VI

RESULTS AND DATA ANALYSIS

6.1. Introduction

In this chapter data analysis and results of the study are presented. All

statistical analysis of the data are carried out by SPSS for MS WINDOWS Release 5.0.

Since the research methodology is composed of two stages, results are also
presented in mainly two sections. The first section presents the evaluations of the two
expert judges regarding the five selected ads. This section also presents inter-judge
reliabilities. The second section presents the analysis of the data gathered by the
administration of the questionnaire to 150 respondents. Demographics of the sample

group of the research are described in the second section, as well.
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6.2. Results of the First Stage

As stated in the methodology part, in the first phase of the research, ads that
have been collected are evaluated by two expert judges who are environmental
engineers. The evaluation is based on a typology with five categories which groups
environmental claims according to various characteristics of the claims. Each judge
evaluated 46 ads in total by assigning a number corresponding to a category from the

typology to each ad.

6.2.1. The Results

The tables below present the evaluation of the two judges for each of the 46
ads relating to the environmental claim types and product categories. Typology is
provided below to ease the discernment. Typology:

1. The claim is overly vague or ambiguous, it contains a phrase or
statement that is too broad to have a clear meaning,.

2. The claim omits important information necessary to evaluate its
truthfulness or reasonability.

3. The claim is false or an outright lie.

4. The claim is acceptable, that is “I find no problems with it”.

5. The claim involves two or more of the categories listed above (i.e. 1, 2,

and/or 3).
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Table 6.1 Evaluation of the Two Judges

JUDGE1 | JUDGE 2 JUDGE1 | JUDGE2

| e w] s s =] s o= N W s m] R N & & =] ] N N s &
R = e B B ] ] & ] N N A& B B N e s owm] N N s &

e Y I S T Y S L T 7 I 7 O ) S R 5 1 ) Y I Y S B Y B Y R N By 8]
B B W N R N =] W] owr] ] ] N ] ] ] | | p] s A B RN

* The shaded cells represent the judgements on which both judges agree
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6.2.2. The Interjudge Reliability

Improvement of quality of measures used in marketing research has been a
concern for researchers in the last few decades (Perreault, Leigh, 1989). Although
quality of quantitative composite scales was given more emphasis by researchers in the
beginning, there has been a shift in the attention given towards quality of nominal scale
data developed from qualitative judgements. One of the most important reasons lying
behind this is the high frequency of application of judgement-based nominal scale data
in both academic and applied marketing research, for example, in analysis of consumer

responses to open ended survey questions and in content analysis.

This trend has led researchers to define means to ensure or improve quality
of judgement - based data. Although there are several procedures to ensure consistency
in the coder’s judgements, one approach attracted considerable attention is the
measurement of “interjudge reliability”. Conceptually, reliability can be thought of as
the percentage of the total responses that a typical judge could code consistently given
the nature of the observations, the coding scheme, the category definitions, the

directions, and the judge’s ability (Perreault, Leigh, 1989).
Measurement of interjudge reliability indices can be used to determine

whether the methodology of the research needs improvement to reach a higher value of

reliability. In addition, utilization of the estimate of interjudge reliability is also helpful
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in general implementation of the coded data. Once a sufficient level of reliability is

reached, it is easier to make interpretations of the data.

In the literature, there are various methods suggesting different coefficients
of inter - judge reliability. To calculate the interjudge reliability for the evaluation done
by the judges, the method developed by Perreault and Leigh (1981) is used in this
research. Their study focuses on judgement based nominal scale data, especially with
the use of multiple judges. The same method is also used by Carlson, Grove and
Kangun (1993) in their study, from which the typology is adapted for this research.

The formula to calculate the reliability index, I; is as follows:

L= S5J((Fo/N)-(1/k)k/(k-1))

for F¢/N > 1/k, where,

I, represents the index for reliability,

N is the total number of judgements made by each judge,
Fg is the number of judgements on which the judges agree,

k is the number of categories in to which judges allocate observations.

The operational range of values for I, lies between 0.0 (no reliability) and

1.0 (perfectly reliable).
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In Table 6.2, the coding categories for each judge are aligned so that
diagonal cells in the matrix represent judgements on which both judges agree. The
frequencies in the off-diagonal cells do not only indicate the level of disagreement, but
also help to pin-point the nature of disagreement. The interjudge contingency table of

the results of the first stage of this research is presented in the Table 6.2 below.

Table 6.2 Interjudge Contingency Table

1 2 3 4 5
1 [5,7,89,10, | 17,45
13,14,40
2 1,20,26,27, | 36 18,12,31
37,46
3 16,21
4 | 4,623,293 | 11,32 23,19,2272
8 4
25,30,33,34
35,39,41,42
43,44
5 15,28

By inserting the following corresponding figures to the formula, index for

this research is calculated as follows,
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=1,=3/(33/46-(1/5)5/4)

= 1,=0.804

Confidence intervals for 95% confidence is calculated by the suggested

method in the same article:

limits = I, +/- z [ I(1-LYN]’
limits = .804 +/- 1.96 [.804 (1-.804)/46]°

limits = 0.804 +/- 0.1147

The value (0.804) is close to the upper limit of the reliability index which is
1.0. Hence, the magnitude of the I, is sufficient for further interpretation of the results

(Perreault and Leigh 1989).

Continuing with analysis of the results, it is possible to see the allocation of
the judgements to the 5 categories of the typology on an individual judge basis by
referring to Table 6.3 below. Total number of agreements corresponding to each
category is also presented in the table. Before interpreting these results, it should be

noted that all categories except category 4 mean that there is a problem associated with
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the environmental claim used in the ad as evaluated by the judges. Hence, the results of

the 4th category are compared with the results of the rest of the categories.

Table 6.3 Results of Judges vs Categories of the Typology

If we analyze the results starting from this point, it is observed that
frequencies of the 4th group for judge 1 and judge 2 are 39% and 48% respectively
(Table 6.3). Therefore, total frequencies of the 1, 2, 3, and Sth groups are 61% and
52% for the two judges. For both judges, the frequencies for the 4th group is lower
than the total frequencies of the rest of the groups (i.e. total frequencies for 1st, 2nd,
and 3rd group). This indicates that the majority of the 46 gds have a potential for
consumer fraud or unfair business competition due to the reasons as stated in each
category. The same trend is observed in the total “agreements” in Table 6.3. 54% of
the agreements refer to the categories 1, 2, 3, and 5 and 45% of the agreements refer to
the 4th category. Whether the claim is vague or totally false, the important thing is that

they violate the “consumer truth”. That is, they lie behind the literal truth or make it
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difficult for an average consumer to evaluate the reasonability of the claim. However,
regarding the “scientific truth”, the 3rd category has a higher significance as this
category states that the “claim is false or outright lie”. Within the ad pool of this
research, total of 5 out of 46 ads are coded in this category by either of the judges. In
other words, the frequency of these ads is 10.9%. In addition, the frequency of judges’
agreements for this group is 6%. At first, it may be considered that these values do not
imply signiﬁcaﬁt problems, but they should not be underestimated. Even their
existence is sufficient to indicate that a potential exists for the increase in the number of

such ads if they are not regulated.

Comparing the results of categories 1, 2, 3, and 5, it is observed that
majority of the ads are evaluated as having a claim that is “overly vague or ambiguous,
or contains a phrase or statement that is too broad to have a clear meaning.” (1st
category) and as “omitting important information to evaluate its truthfulness” (2nd
category).  This is an expected result as these categories are the most easily
encountered pitfalls in environmental marketing. It is easier to claim that a
product/company is “green” that justifies this claim. And most of the time advertisers
think that it is sufficient to state the “claim” considering that they are self-explanatory.
However, if the claim is not comprehensively and delicately designed, it is possible
that most of the cases will end up with vague claims or claims omitting required
information to evaluate its reasonability. In other words, such efforts will only be

contributing to a potential threat for consumer deception.
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When we look at Table 6.4 below, we can see the allocation of
“agreements” on typology categories with respect to environmental claim types. Since
majority of the ads in the ad pool of the study consist of “product based environmental
claims”, majority of the agreements belong to this group. Here as well, it is possible to
observe ads in this group (i.e. product based environmental claims) in each of the 5
categories of the evaluation typology. However, the ads from other environmental
claim types are not observed in each category of this typology. This would be possible

with a larger pool of a greater variety of environmental claim types.

Table 6.4. Agreements vs Environmental Claim Type
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If we investigate the product based group in more detail, it is observed that
majority of the product ads are coded into the 1st category of the evaluation typology.
This is not surprising since most of the ads directly target product characteristics and
claim that the product is “green” by just stating, for example “environmental
friendliness”. However, they do not state why they are "green". In addition, the
phrases or terms such as “environmentally friendly” are very broad terms. They do not
have any clear, consistent definition. In its report, FTC also defines such phrases as
“environmental buzzwords” (FTC, 1992). Hence, it is not unusual for judges to code
them into a category which states that the claim is “overly vague or ambiguous™.
However, in “process” based environmental claims in which the “greenness” of the
product is based on process, ingredients, or raw materials of the product, the ads are
coded either to the second or to the fourth category. In these ads, if the product’s
contribution to the environment is sufficiently explained by its process in a reasonable
way, then these claims are “acceptable”. However, if the explanation is too technical or
too limited, then most of the time these ads will end up with claims that “omit

necessary information to evaluate its reasonability” as is the case in this research.

Another important observation from the table is that most of the image
based ads, (72%) are evaluated as “acceptable” (4th category). This type of ads usually
state that their company / organization donates or supports environmental movements
/ activities such as foresting, or preservation of wild life. Such claims are more clear
and to the point and it looks as if that they do not impose a great threat in terms of

violating the consumer truth. However, still they should be monitored whether
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companies really act as they claim in the ads. That is, if they state they are donating to
a certain case, there should be a means to validate the claim. The same point is also
observed in the ads which contain “environmental fact” type of green claims. All
three of these; ads are evaluated as “acceptable” by the judges, because these ads only
state an environmental concern which is valid. They try to show their sensitivity by just

expressing their concern in these ads.

It is also observed from the same table that for the ad with “combination”
claim type, judges could not have an agreement. It is coded to the 1st category by one
judge and to the 2nd by the other. This can be explained with the possibility that each
judge might have concentrated on different aspects of the combination type claim
which is actually a composite of “process” and “environmental fact” type claims.

In summary, the results of the first stage of the research imply that
violation of both scientific truth and consumer truth are potential problems in Turkish
green marketing. The problem would be more clear and easily spotted if the number
and variety of the ad pool were enlarged. The numbers, and the frequencies listed here

may be considered as “minor”, but they still validate the existence of such concerns.

Another point referred from the results is that threat of consumer and
scientific truth violation can differ according to environmental claim types. It seems
that “image based” or “environmental fact stating “ type claims are less problematic
since they are more straightforward. However, one should be more careful with

“product, process, or combination” type claims.
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6.3. The Results of the Second Stage

The second stage of this research consists of application of the
questionnaire developed to investigate the “consumers’ perceptions” of environmental
claims in the five selected ads. As described in the Methodology section, mainly two
sets of questions are developed for each of the five selected ads: One group of
questions deal with the definitions provided by the sample group of 150 for the green
claims or terms used in the ads. The other group aims to investigate whether these
claims affect purchasing activity for these products. In other words, these questions

aim to asses if “greenness” has become a product attribute or not.

Before going into details of the results of this stage, it would be useful to
provide more information regarding the selected five ads. Hence, the judges’
assignments for these five ads and the environmental claim types used in them are

presented as follows:

Table 6. 5 Description of the Five Ads

1 10 Product Based 1
2 20 Process Based 2
3 21 Product Based 3
4 3 Process Based 4
5 28 Product Based 5
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In the following section the results given for each question in each of the
five ads are tabulated and discussed. Herewith, cross - tabulation of these results vs
demographic variables of the sample is also presented. Additionally, characteristics of

the sample used in this study are provided in the coming sections.

6.3.1. Demographic Description of the Sample

The sample size of this research is 150 as indicated previously. During the
application of the questionnaire, full effort has been given to increase the heterogeneity
in the sample composition as much as possible. However, it is beyond this study’s aim
and scope to end up with a perfect representative sample of Turkish Consumers. To
meet the aim of the study which is to highlight the existence of concerns mentioned

here, 150 is considered as a sufficient sample size.

As described in the Methodology section, second set of questions for the
three ads are not shown to 30 people to enhance the reliability of the questionnaire.
Hence, demographics of this group, named as “sub-sample” in this research is also

presented as well as the overall sample characteristics.

The sample consists of 46.7% males and 53.3% females. The gender

distribution is quite even according to these figures.

59



The age, income, type, and length of education and professions of the

sample is provided in the following tables.

Table 6.6 Age Distribution of the Sample

Majority of the sample belongs to 25 - 35 age group. The total frequency
of the first two groups (66%) is higher than the total frequency of the last two (44%).
Hence, it may be stated that although each age group is represented in the sample,

overall sample population is relatively young.

Table 6.7 Income Distribution of the Sample
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Regarding income, a more even distribution is observed, especially for the
first three income groups. The reason for the higher score of the last group is because
people from this group participates to such researches more easily . Hence, they are
more frequently observed in the sample. The same trend is also valid for university
graduates as shown in the following table. According to Table 6.8 university graduates
have a majority in the sample with a percentage of 66.7. Primary, secondary, and high
school graduates form the 33.7% of the sample. Although, it is not too even, each

group has tried to be represented in the sample.

Table 6.8. Education Level of the Sample
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Table 6.9. Education Subject of the Sample

Table 6.10 Professions of the Sample

* (p/s) stands for Private or State Sector
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One’s technical knowledge about environmental issues may affect his/her
perception and understanding of the green claims. This knowledge pretty much
depends on his/her background of education and his/her current occupation especially
if he/she is involved in comparable topics. In order to assess the possible dependence
of this “background knowledge” and perception of green claims, the related data is
collected from the samples which is presented in Tables 6.9 and 6.10. At the beginning
the value items in the tables are kept as much detailed as possible in order not to miss
any information that may be useful for this research. However, as shown in the
following sections, for more detailed statistical analysis, most of these items are re -

grouped to drive comprehensive results, especially for conducting Chi-square analysis.

According to these data, a variety of educational backgrounds and
professions are covered within the sample. Majority of the respondents are from
Business and Economics background (43%). It is followed by those with Engineering
backgrounds with 28%. Since, there are people who are not university graduates in the
sample, a group labelled as “none” which has a percentage value of 32.7 is also

included in Table 6.8.

Regarding professions, 57.3% of the sample is composed of “officers” both
in private and state sector. However, it is possible to observe a variety of occupations
ranging from managers to workers. The groups and their frequencies are provided in
Table 6.10. Among the sample, 3 retired people and 4 unemployed people are

included. Three of the unemployed people are actually housewives but they are
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considered as “unemployed” since they are not actively occupied in a job on a payment
basis. The fourth unemployed person is a recent university graduate seeking for a job.
Coincedently, there is only one student in the sample who has been asked to complete a
questionnaire. Students are not targeted in this research since they are not considered
as representatives of typical “consumers”. Although a variety of data is gathered in
that table, they do not contribute much to the assessment of background knowledge of
people regarding environmental issues. Rather they can only be used as an indicator of
the income and education levels of people. Still it is kept in the statistical analysis of

this study as a variable.

6.3.2 Demographic Description of the Sub - sample

While investigating the “product and purchasing” relation targeting group
of the product is also important. Three of the five ads that are selected for the second
stage of this research are considered to be irrelevant for a certain group of respondents.
Two of these ads are from the automotive industry and one from the paper industry.
Since these products do not target people with low income and low education level,
they have been kept out of these ads and their questions. There are 30 people like that
and they form 20% of the total sample. Female and male percentages of this sub-
sample is 20% and 80%, respectively. Further description of this group is given in the

following tables.
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Table 6.11 Age Distribution of the Sub-sample

Majority of the sub-sample, that is 73.3%, consists of people whose ages
are between 25 and 50. The lower and higher ends of the age group is represented with

the same percentage (i.e. 13.3%).

Table 6.12 Income Distribution of the Sub-sample

Regarding income, 80% of this sample belong to a low income group
which is intentionally designed to be like that. The other 20% of the group can be

considered from the middle income level. There is no one representing the high
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income level which indicates that the selection of the respondents for the sub-sample

has met its aim.

From Table 6.13, it is observed that there is not any respondent who is a
university graduate. Majority of the group is high school graduates and they make up
43.3% of the group. Hence, all of this sub-sample belongs to the 7th group of
Education Subject distribution labelled as “none” which stands for those who do not

have any educational background on a specific subject (Table 6.14.)

Table 6.13 Education Level of the Sub-sample

Table 6.14 Education Subject of the Sub-sample
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Table 6.15 Professions of the Sub-sample

When professions of this group are analyzed referring to Table 6.15 it is
observed that 73.3% of the group are workers. This outcome is also an expected one as

a result of the selection process during the application of the questionnaires.

6.3.3. Results of the Questionnaire

As it has been told previously, the questionnaire is formed of the five ads
accompanied by a few sets of questions (a copy of the questionnaire is provided in the
Appendix A). The first set of questions, which we will refer to as “A”, deals with the
main green claim used in the ad. It simply asks consumers to define the claims in the
ads as they perceive it. This kind of a question exists in all of the ads. The second
group of questions tries to determine the scale of conviction this kind of green ads
creates over the consumers to buy the goods. These, referred to as “B” also exist in all
of the ads. However, in three of the ads specified in section 6.3.1., this set of questions

is not shown to the sample group of 30 people. Another set of questions that is related
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to definitions of green claims is the one that specifically ask respondents to define
“recycling” terms used as supporting claims in three of the ads. These questions are
labelled as “C” type questions. In only one of the ads, respondents are asked to define
the term “catalytic converter” which is labelled as “D”. A legend is used to denote the

ad and the type of the question as follows:

To denote the set of question, the corresponding label is used and to denote
the number of the ad (from 1 to 5), the label is accompanied by a corresponding
number. For example, if we are talking about the question related with the purchasing

intention of the respondent regarding the third ad, we denote this as “B3”.

The response categories for each set of the questions are same within the
set itself. Accordingly, “A” has 7 response categories, “B” has 4 response categories,
while “C” and “D” have 9 and 4 response categories, respectively. For the first three
sets of questions, response categories are provided in advance with the questionnaire
and they are evaluated as they exist in the questionnaire.. However, for a “D” type
question which is an open-ended question, responses are grouped and three categories
are developed after the completion of execution of the questionnaires. The “values”

and “value labels” for each set of questions are as follows:
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Table 6.16 Legend Used in Analysis of the Questionnaire Results

It does not produce any harmful material to the
environment either during its production or during

its consumption

It pollutes the environment less

It contributes to the conservation of environment

It is good for the environment

Just an advertisement term

Do not know

Other:

Definitely prefer the brand which is being

advertised

Could prefer the brand which is being advertised

Not sure whether would prefer the brand which is

being advertised

Definitely would not prefer the brand which is

being advertised

Previously used material

Material that can be reprocessed

Material that will be reprocessed

Material that can be reusable

Material that can be absorbed in nature

Natural Material

Just an advertisement term

Do not know

Other:

Correct definition is provided

Definition is not known

Incorrect Definition is given
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After the formation of the data matrix upon the completion of questionnaire
administration, the results are analyzed by SPSS. The frequencies of responses in each
type of question for each of the ad are presented in Table 6.17. The legend and value

labels described above are used in this table.

Table 6.17 Results of the Questionnaire

70



71



72



ol e W ] » Al WN

TOTAL

150

100.0

100.0

73




74



When these results in Table 6.17 are analyzed for each set of questions,
certain details can be derived. The responses provided to the "A" type questions show
a great variety. Actually, there is no “correct” and one specific definition to any of
these environmental claims. As stated previously, these claims are vague and
ambiguous. They imply that the product of interest has certain benefits to the
environment. However, none of the experts dealing with the subject is able to define
these terms. On the contrary, claims like “environmentally safe, friendly, or sound” are
defined as vague, meaningless, and illusory in the Report prepared by the U.S.
Environmental Protection Agency (EPA, 1993). Yet, consumers have a tendency to
define these terms. The results given to this category of questions indicate that the
environmental claims in the ads are perceived as stated in the response categories.
Only the last 3 responses can point a consumer that is aware of the potential abuse by
the claims. On that account, it is useful to regroup the results given to the first 4
categories and the last 3 separately for further analysis and discussion. From the
results, it is observed that the frequencies of responses given to the first 4 categories are

higher than the frequencies of responses given to last 3 in all of the five ads (as shown
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in Table 6.18). In other words, a plethora of different perceptions or definitions of
these claims by the respondents are gathered by this item of the questionnaire. Each of
these definitions indicate that respondents think that the product being advertised has
minimized or reduced totally the harm given to the environment or that product itself is
contributing to the good of the environment which is not the case in any of these
products. This result supports the second hypothesis of this study which state that
“consumer truth is violated and a potential exists for consumer abuse and unfair

business competition”.

Table 6.18 Regrouped Results for the “A” Set

Regarding the definitions provided to recycling terms in the three ads,
answers given to the "C" type of questions are analyzed. Different from the “A” type
questions, the term “recyclable” does have a specific definition. There is one correct
answer for that term in each of the three “C” type questions. The other 8 items in the
response category have possible other definitions that respondents can come up with.
While 3 of these let the respondents to state that they do not know or understand the

meaning of this term, 5 of them are actually incorrect definitions. Once again, to ease
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the analysis, the response categories for these questions are re-grouped into 3 main

groups as shown in Table 6.19:

Table 6.19 Re-grouped Results for the “C” Set

Majority of the respondents think that they know the term. The frequencies
for the 2nd group which stands for “unknown” are lower than the frequencies for the
1st and 3rd groups, which consist of definitions whether true or not, in all of the three
cases. The highest frequency for the group “unknown” comes from C3 of the third ad
in which the symbol of recycling is used instead of the term itself. This indicates that
respondents are getting familiar with the term but they have difficulties in recognizing
the symbol used for it. It is also observed from the data that the percentage of those
who provided correct definition is quite glose to the percentage of those with incorrect
definitions. Referring to Table 6.17, the most frequently observed mistake is to define

“recyclability” as “reusable” with a frequency of 36% (Response 4 of C2) and as
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“material that can be absorbed by the nature” with a frequency of 33% (Response 5 of
C3). So, although majority believes that they understand the term, their chance of
defining the term correctly is only 0.5. In addition, people have a tendency to base their
decisions or behaviors on information that they think they understand. Hence,
providing incorrect definition is more problematic than providing no definition because
these people may act assuming that the proposed progress as stated in their definitions
will accrue. This represents an issue with a potential for consumer abuse unless

consumers are well informed or trained.

Another similar question in the questionnaire is “D4” one concerning with
the definition of “catalytic converter”. Again referring to Table 6.17 , it is observed
that only a minor percentage, that is 16% of the respondents have provided the correct
definition of the term. However, in this case, majority of the sample (68%) stated that
they do not know the term (Response 2). The percentage for the incorrect answers is
totally the same in this case. Respondents are not very familiar with the term since it is
rather a technical expression. In addition, it is not accompanied by a proper
explanation in the ad. So, it is very difficult for an average consumer to understand the
term from the ad unless he or she is involved with the term previously. Actually, most
of the respondents who came up with correct definitions had to deal with “catalytic
converter” in various occasions. The above mentioned discussion for D4 results does
not necessitate regrouping of data, yet they are re-coded to be utilized in future analysis

as shown in Table 6.20.
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Table 6.20 Re-grouped results for the “D” Set

To investigate whether greenness of the products advertised is affecting the
purchasing decisions of the respondents, data gathered for the “B” set of questions is
analyzed. According to the response categories, it can be stated that one is influenced
by the claimed environmental attribute of the product if he/she chooses either the first
or the second response (first one indicating a stronger influence). While the third
response indicates that the person is indifferent, the last response indicates that the
respondent is reluctant to evaluate the greenness of the product as an important attribute
affecting his purchasing decision. The “indifference” state of the person can be
changed in either way. However, to be on the safe side, this item is considered to be
parallel to the meaning of the fourth response item. Nevertheless, the frequencies of
the first two responses are higher than the frequencies of the last two responses. The

re-grouped results are shown in Table 6.21.
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Table 6.21 Re-grouped Results for the “B” Set

In all of the five cases, frequencies indicating a tendency to purchase the
product are higher than the frequencies indicating the opposite. This indicates that if a
product is perceived as “contributing to the environment” or as “not being harmﬁﬂ to
the environment”, its chance of being preferred against a similar product that is not
perceived like that, is higher. If a product is actually not meeting the green claims in
the ad or if the stated green claims are not likely to ever accrue, the potential consumer

abuse and unfair business competition will be a great threat to marketing sector.
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6.3.4. Test of Independence

To investigate a potential dependence of any of the question types in the
questionnaire on demographic characteristics of the respondents, results are cross-
tabulated and chi-square analysis are conducted for “test of independence”. However,
it is not possible to derive meaningful results from all of the chi-square analysis of the
cross-tabulated data since some cells of these tables cannot meet the minimum
expected frequency (5) criteria of this statistical analysis. To increase the number of
analyzable variables, data have been re-coded or rather regrouped. Although this
helped a lot there are still cases that cannot be analyzed by chi-square test. For such
cases, frequencies are used for further discussions. After several trials the most
relevant versions for the cross-tabulated results that would enable chi-square analysis

are found.

Data obtained through the responses given to four sets of questions
regarding the ads are re-coded as previously shown in Tables 6.18, 6.19, 6.20, 6.21. In
addition, all the demographic data are regrouped in order to be able to deal with
smaller number of items in each of the demographic variable with higher
concentrations of frequencies. The re-coded values of them are presented in Table 6.22

below.
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Table 6.22. Re-coded Values of Demographic Data

Re-coded Age Data

Re-coded Income Data

Re-coded Education Level Data
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Re-coded Education Subject Data

Re-coded Profession Data

As a next step, the re-coded demographic data is compared against the re-
coded results of ad related questions to investigate any dependence between them by
conducting chi-square analysis with SPSS. Summary tables of results for each set of

the questions are prepared and presented in this section.
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Table 6.22 Gender by “A” Set of Questions

Table 6.22 Cont.

Referring to the Table 6.22 above, between Gender (G) and responses
provided to define green claims in the ads denoted as set “A” questions, no dependence
is observed. Regarding the fifth ad, since chi-square analysis cannot be contemplated,

frequencies are examined. Overall, the frequency of females and males are 46.7% and
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53.3%, respectively. The ratio between them is observed among those who make up
the response group labelled as / which stands for the “incorrect responses”, and also
among those who make up group labelled as 8, which stands for “correct responses”.
In other words, distribution of females to males across different response categories do
not differ much relative to the overall female and male distribution of the sample.

Hence, considering all of the ads, it is seen that responses given to this set of questions

do not vary by gender.

Regarding Age (A), for the ads 1, 3, and 4 no dependence is found
according to the chi-square values. The same conclusion can be observed if
frequencies are examined for the 2nd and 5th ads as provided in Table 6.23. The age
distribution in these ads for response groups 1 and 8, resembles the age distribution of
the sample which is 66% and 33%. Consequently, age is not a factor affecting the

responses given to these questions.

Table 6.23 Age by “A” Set of Questions
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Table 6.23 Cont.

When it comes to Income (I) as shown in Table 6.24, it is noticed that chi-
square values do not show a dependence between income and responses for the 1st,
3rd, and 4th ads. In these the distribution of frequencies of response categories 1 and 8,
does not change much with different income levels labelled as 1 and 3. For the 2nd and
5th ads however, this balance is altered. In the second ad, majority (72.7%) of those
from low income level (1) belong to the response category denoted as 8. Where as this
value is 27.3% for those with higher income level. The same trend is also observed for
the fifth ad. In this case, 90.9% of the group corresponding to income level of 1, make
up the response category of 8, where as only 9.1% of the 2nd income level belongs to
the category denoted as 8. In both of these ads, the distribution of 1st and 2nd income
levels across the 1st response category is quite parallel to the overall distribution of
income level of the sample which is 42% vs 58%. Nevertheless, this is not sufficient
enough to claim that there is a relation between income levels and respondents’

perceptions of the green claims.
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Table 6.24 Income by “A” Set of Questions

Table 6.24 Cont.

When Level of Education (L) is compared against responses given to
categories of 1 and 8, it is observed that there are 3 chi-square results that can be further
interpreted. According to the significance value calculated for the ad 1, level of
education seems to be affecting responses given. For this ad, 76% of those from the
first level of education, that is non-university graduates, corresponds to the first
response category (1) and 24% of this group corresponds to the second response
category (8) as presented in Table 6.25. However, for the second level of education
(4), this ratio is 59% vs 41% for the response categories of 1 and 8, respectively. Again

for this ad, majority of those in the response category of 8, that is 77.4% belong to the
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level of education shown as 4 and 22.6% of this group belong to the level shown as 1.
The distribution of level of education in the sample is however, 33.3% vs 66.7% for the
first and second level, each. Regarding the 3rd and 4th ad, significance values do not
show any dependence between response categories and level of education. When its
frequencies are examined this is also supported by the second ad. In all of the first four
ads, majority of the group making up the response category labelled as 8 which can be
accepted as “correct response”, belong to the second level of education denoted as 4.
However, in the 5th ad, majority of this response category correspond to the first level
of education (1) with a frequency of 54.5%. Hence, it cannot be generalized that level

of education affect perceptions, though it was expected in the beginning of the study.

Considering the Type of Education (E) and responses, it is observed that
there is not any significant relation between them for the ads 1 and 3. If the frequencies
presented in Table 6.26 are examined for the ads 2, 4, and 5 the same trend is observed.
In none of the ads, responses vary according to the varying types of education

categories.

Table 6.25 Length of Education by “A” Set of Questions
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Table 6.25 Cont.

Table 6.26 Type of Education by “A” Set of Questions

Table 6.26 Cont.
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In the beginning of the study, it was expected that perceptions of the claims
would be affected by the level and type of education. However, the results do not to
generalize or conclude that there is a dependence in between. On the contrary, it can be
said that education does not play a significant role in the comprehension of the green
claims. This can further be interpreted, whatever the consumers' educational
background is, “green marketing” is far beyond providing true, consistent, and relevant

information with the current situation.

After examination of frequencies for the profession (P) categories vs

responses, no significant dependence among them is observed, either (Table 6.27).

Table 6.27 Professions by “A” Set of Questions

Table 6.27 Cont.
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For the results provided to “B” set of questions, significance values and
frequencies do not indicate any important dependence for gender and age categories vs

response categories of 1 and 3 (Tables 6.28 and 6.29).

Table 6.28 Gender by “B” Set of Questions

Table 6.28 Cont.

Table 6.29 Age by “B” Set of Questions
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Table 6.29 Cont.

When income is considered, it is observed that responses given to ads do not
vary according to the varying income levels for the ads 2, 3, and 5 according to the
significance values. The same thing is valid for the 4th ad, following the examination of
the frequencies presented in Table 6.30. The overall sample distribution of 28.3% vs
71.7% for the differing income levels is comparative in each response categories of the
fourth ad. However, regarding the 1st ad, a dependence of responses to different income
levels can be mentioned. While the allocation of responses within the low level of
income (1) is 74.6% and 25.4% for the response categories of 1 and 3 respectively, this
ratio is 51.7% vs 48.3% for the higher level of income. However, when compared to the
rest of the results, it cannot be generalized that willingness to buy a green product is

enhanced with the decreasing level of income.

Table 6.30 Income by “B” Set of Questions
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Table 6.30 Cont.

Regarding level of education vs responses, no dependence is observed for
the first two ads. The responses given to the rest of the three ads however, show a
dependence on level of education. The frequencies of those within the first response
category is quiet close to those within the second category, when first level of education
is considered in all 3 ads. The values are 45% vs 55% for ad 3, 60.% vs 40% for ad 4,
and 56% and 35% for ad 5. However, for the second level of education which includes
university graduates, the first response category (1) has a much higher frequency than
the second category (3) in all 3 ads. These values are 77% vs 23% for ad 3, 85% vs 15%
for ad 4, and 86% vs 14% for ad 5. In these 3 ads, higher level of education indicates
higher tendency towards the first response category which actually indicates a preference

in purchasing of the green products (Table 6.31).

When, education type vs response categories is examined in Table 6.32, it
is observed that no important relation exists among them for ad 1, considering the
significance value. This is also valid for ad 2 after examining its frequencies. However,
for ads 3 to 5, a dependence between the education type and purchase intentions can be
mentioned. While this is validated by the calculated significance value for the 3rd ad,

validation of the 4th and 5Sth ads is based on examination of their frequencies. For the
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third group of education type (3) which actually stands for non-university graduates, ,
the frequencies of the first and second response categories; that is “buyers” and “non-
buyers” is quite close to each other. However, for the second group of education type
that includes economics, social sciences, and the like, a1_1d third group of education type
which stands for engineers and the like, frequencies of the “buyers” are much higher

than frequencies of “non-buyers”.

Table 6.31 Length of Education by “B” Set of Questions

Table 6.31 Cont.
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Table 6.32 Type of Education by “B” Set of Questions

Table 6.32 Cont.

In both level of and type of education results, it is observed that for the last 3
ads, as the level of education increases (i.e. university graduate respondents), the
frequency of “buyers” increases as well. However, this is not observed in the first two
ads. When product categories of these ads are compared , it has been seen that the
products in the first two ads are more common products used by a greater variety of
people. The last three products are, on the contrary, targeting only a limited number of
people and certainly they are not targeted to people from low level of education.
Although, the product vs user relation is tried to be controlled during the administration
of the questionnaires (by excluding 30 people from answering to questions B3, B4, B5),

this effort might not have been sufficient. Hence, within the remaining sample,
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respondents from lower level of education might have been reluctant to indicate that
they prefer these products. Their decision may be affected by the fact that they are not
potential users of these products. So, this can explain the decrease in the frequency of

“buyer” from lower level of education.

A similar discussion can be carried out for the second ad. For this ad,
results show that the ratio of “buyers” to “no-buyers” is much higher than those for the
other ads. Again this can be due to the product type. The product which is being
advertised is the most simple product category that can be reached by any people. This

might have influenced peoples’ decision to purchase the product.

Once again the profession (P) categories vs responses do not indicate any

significant dependence between responses after the examination of frequencies

presented in Table 6.33.

Table 6.33 Professions by “B” Set of Questions
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Table 6.33 Cont.

The responses given to “C” set of questions regarding definitions of
recycling terms do not differ according to gender. This is validated by the significance

value for ad 3 and by frequency distributions of ads 2 and 4 as given in Table 6.34.

Table 6.34 Gender by “C” Set of Questions

Regarding Age however, a certain dependence can be mentioned This is
again validated by the significance value of the third ad and by frequency distributions of
the second and fourth ads. The ratio of young respondents (1) to the older respondents

(3) resembles the distribution of age within the sample for the response categories 1 and
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2 in the 2nd and 4th ads. These response categories stand for “incorrect definition of the
term” and for “ correct definition of the term”, respectively. However, the situation is
different in the response category labelled as 0 which actually means “do not know the
term”. In the third and the fourth ads, the majority of those who responded as “0”
belong to the older age group and for the second ad the distribution of the responses
given to category denoted as 0 is even. Hence, it can be stated that in all three ads,
recognition of recycling terms slightly increase with the decreasing age. That is younger
people are more accustomed to green marketing terminology, but this does not mean that
they can define these terms correctly. In all three ads, ratio of “incorrect definition” to
“correct definition” is almost even. Although half of the younger respondents can define
these terms correctly, the other half does not know their true meanings. Regarding older
age group of the sample, frequencies of “incorrect definitions” are higher than

frequencies of “correct definitions” (Table 6.35).

Table 6.35 Age by “C” Set of Questions
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The income distribution of the overall sample which is 42% vs 58% for the
low and high levels of income is not observed in individual income distributions of the
response categories in all three ads. Majority of “correct definitions”, that is response
category labelled as 2, belongs to a higher level of income, while the majority of
“uanknown definitions™ correspond to a low income level in all 3 ads. Frequencies of the

data are presented in Table 6.36.

Table 6.36 Income by “C” Set of Questions

Responses also show a variety according to varying levels of education as
can be seen from the Table 6.37. In all 3 ads, majority of the responses for the third
response category denoted as 2, belongs to university graduates. However, majority of
those for the first response category labelled as 0, belongs to non-university graduates
which is the first level of education. The allocation of responses given to the second
category is quite even in all 3 ads. From this point, it can be said that with the increasing

level of education, one’s ability to define the recycling terms increase.
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Table 6.37 Length of Education by “C” Set of Questions

- {3 42 155 100 3 52 145 100 2 42 56 100

6 |71 6 | 150 29 ] 66 | 55 | 150 |9 |5 £7) 150

Table 6.38 Type of Education by “C” Set of Questions

“Sovial 8¢ B | | % 3 |27 |24 |54 |2 |1 |33 |4

7 29 |13 49 26 14 9 49 7 17 25 49

A similar relation is observed between different education types and
responses given, Again the majority of “do not know” responses come from the third
level of education type which consists of non-university graduates in all 3 ads. Their

frequencies in all 3 ads are the least among the response category denoting “correct
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definitions”. The distribution of frequencies of the first and second levels of education
types across the second and third response categories are quite similar to each other, as

shown in Table 6.38.

In terms of profession and responses, no significant dependence or any

relation is observed in any of the 3 ads, by referring to Table 6.39.

Table 6.39 Professions by “C” Set of Questions

One important thing observed in above Tables is that, ad 3 is slightly
different than the other 2 ads when the responses given to the first category are
considered. This response category, as stated previously, means “ do not know the
definition”. The frequency of this category is much higher for the third ad than the
frequencies of the same response categories for the other ads. This can be explained by
the difference in emphasizing the recyclability of the product in each ad. While the

0, YOKSEKDGRETIM KURULY
T DOKUMANTASYON MERKEZ
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second and third ads use terms or phrases to mention recycling, the third ad uses a
symbol for the same purpose. Hence, it can be stated that recognition of the symbols

used as green claims is lower than the recognition of terms or phrases utilized.

According to the results given to D4 and significance value calculated, a
dependence is observed between gender and response categories of this quéstion (Table
6.40). As explained previously, response category 1 stands for “correct definition” and
response category 2 stands for “incorrect definition”. Consequently, while 92.9% of the
females provides an “incorrect definition” of the catalytic converter, 76.3% of the males
are able to define the term. This can be justified by the fact that males are more

interested in the automobile sector and hence their chance of recognizing the term is

higher.

Table 6.40 Gender by “D” Set of Questions

However, between age and responses, no such dependence is observed as
clear by the significance value. The same argument is valid for income and responses

relation (Tables 6.41 and 6.42).
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Table 6.41 Age by “D” Set of Questions

Table 6.42 Income by “D” Set of Questions

When the frequencies of levels of education vs response categories are
analyzed in Table 6.43, it is observed that as the level of education increases, the
frequency of “correct definitions™ also increase. 83.3% of those who defined the term
correctly are university graduates. However, only 8% of non-university graduates

provide the correct definition.

Table 6.43 Length of Education by “D” Set of Questions
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Majority of those with correct definitions are from the first level of
education type which includes engineers and the like. This is not very surprising since
the term is a technical one that might be recognized by people like engineers more
frequently than people from other education types. Again the majority of the non-

university graduates defined the term incorrectly (Table 6.44).

Table 6.44 Type of Education by “D” Set of Questions

Table 6.45 Professions by “D” Set of Questions

As similar in all other sets of questions, no significant relation is observed

among the responses and different levels of professions (Table 6.45).

In the following chapter, major outcomes of the study are discussed,

focusing on the hypothesis of the research.
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CHAPTER VII

DISCUSSION AND CONCLUSION

7.1. Introduction

In the previous chapter analysis of the data gathered during this study is
presented. In this chapter, the results are further discussed together with their

implications. Limitations of this study are also presented in this chapter.

The following section consists of discussions and implications derived
from the results. Some important outcomes of the research are also highlighted. The
last section of this chapter focuses on the limitations of the study and suggests possible
future extensions of it.

7.2. Discussion and Conclusion

The purpose of the research is to explore the "Green Marketing" topic in

Turkey. This includes assessment of green claims used in the ads, and investigation of
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the existence and extent of the potential for consumer abuse and unfair business
competition of these claims that have threatened and affected green marketing in other
countries. In line with these, the study has two major aims which are also emphasized
by two hypothesis. One is to pinpoint that most of the green claims used in Turkish
green marketing are not based on concrete, scientific facts. In other words, it is
hypothesized that claims used are hardly “scientifically true”. The second one is related
with consumers’ perceptions with these claims. The second hypotheses states that
consumer truth is violated most of the time by the green claims. In other words,
perceptions and expectations of consumers can be significantly different than what is

actually implied by the claims.

To test the validity of these hypotheses, a two stage methodology is
developed. While in the first stage green claims are evaluated by the two expert judges
regarding the first hypothesis, a sample group of 150 consumers is questioned about
their perceptions of the claims regarding the second hypothesis. An ad pool consisting

of 46 ads from print media is developed to be utilized in the research.

The examination of the ad pool reveals that majority of the ads employing
green claims are from the automotive industry. One reason for this is the fact that this
sector is amongst the most accused ones regarding its contribution to air pollution
problems. Hence to minimise such criticisms, the industry may be emphasising its
contributions to environmental protection. There are also other product categories

represented in the pool. It seems that green marketing is not limited to a certain product
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category. Further, most of these claims are “product oriented”, that is they directly
target the product itself and claim that it is “green”. This is followed by “image
oriented" claims. These try to construct a firm green company image by emphasizing
their contribution to environmental movements. One reason for their abundance is that
any company can use these claims regardless of their operations and they do not have to
be a manufacturing company to benefit from green marketing. Consequently, the
number and variety of ads in the pool indicate that “green marketing” is a significant
issue of concern in Turkey. Marketers have realized that the selling potential of green
goods have increased with the increasing sensitivity for environmentalism. However,
they should be cautious in their efforts in order not to miss this increasing buying

potential as it has occurred in foreign markets.

Results of the first stage reveal that majority of the ads evaluated by the
two expert judges, based on a typology which categorizes environmental claims, are
found to be problematic. In other words, they are evaluated as “vague” or as “omitting
important information”. This indicates that majority of the claims do violate the
consumer truth and hence, have a potential for consumer abuse. In addition, there are
ads which are evaluated as “false or outright lie” by the judges. Although they do not
make up the majority of the claims, their existence should be an indicator for
regulators. Perhaps the frequency of the claims evaluated as “false” does not let to
generalize that the claims used are not scientifically true. However, it should be
noticed that this is not sufficient to prevent consumer deception. It is observed from

these results that, even though most of the claims can be accepted as scientifically true,
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they are hiding against the scientific truth by not providing sufficient information
necessary to evaluate the actual consequences of these claims. It is almost impossible
for an average consumer to understand the consequences of these claims without
~ raising his or her expectations. If these claims are not regulated, both scientific and
consumer truth will be threatened. Marketers should be especially careful to make
green claims that are supported by sufficient and understandable explanations and

justifications.

Another significant point from the first stage is the relation between the
type of the claim used and its potential for consumer abuse. According to the results, it
seems that product and process oriented claims are more susceptible to consumer
confusion and deception. The image oriented and environmental fact type claims

however, are less problematic since their evaluation is more straightforward.

In general, the results of the first stage of the research imply that violation
of both scientific and consumer truth are potential problems in Turkish green
marketing. The problem would be more clear and easily spotted if the numbef and
variety of the ad pool were enlarged. However, the results still validate the existence of
such concerns. Further, if they are not regulated at once, the extent of these concerns

can increase significantly.

The first stage of the study also helps to test the typology developed by

Carlson, Grove, and Kangun (1993). The interjudge reliability index for this study is
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calculated as 0.804. This exceeds the value of 0.7 which is found to be sufficient for an
explatory research by Perreault and Leigh who developed the index (1989). Hence, the
typology utilized here to assort the ads according to their misleading/deceptive
categories of environmental claims can be applied in the future for other related studies
regarding Turkish green marketing. The categories defined in the research are also
valid in defining the type of claims used in Turkish green marketing that have a

potential for deception.

The second stage of the research is focused more on the assessment of
consumer perceptions of the claims and consumers' willingness to purchase green
products. While the “perceptions” are significant regarding the investigation of
potential of consumer abuse, tendency to purchase green products is important in terms
of investigating the threat for unfair business competition. These two aspects are
investigated by different sets of questions directed to the sample group with the five
selected ads. According to the results regarding the consumers' perceptions of green
claims used in the ads, it is observed that majority of the respondents define these
claims with a much higher expectation than what is actually going to take place.
Although these general claims are not defined by the experts of the subject, majority
think that these terms mean something solid, and believe that consequences implied by
these claims will accrue. Respondents even had difficulty in evaluating the claim of the
fourth ad which is actually evaluated as “acceptable” by the expert judges. This result
enhances the statement of the hypothesis regarding the existence of violation of

consumer truth.
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When the results for this set of questions are compared against the
demographic variables, it is noticed that perceptions of the sample group are not
affected by the differing education levels and types. Majority of the group are misled
by these claims regardless of their educational backgrounds. This indicates that even a
higher level of education cannot protect consumers from deceptive perceptions. One of
the most surprising qualitative observations related with this issue is the fact that most
of the environmental engineers interviewed, who are considered to be more conscious
about the subject, are also misled by these claims. This further indicates that a valid,
generalizable, and understandable terminology for environmental marketing is not
developed and not communicated to the public, yet. Even people like environmental
engineers can fall into the “traps™ of these green claims, either designed willingly or

unwillingly.

A similar set of questions in the questionnaire are those which specifically
ask respondents to define terms related with recycling. Such terms are more technical
green claims and hence they are evaluated separately from questions regarding the
perceptions of the sample group about general green claims. Three ads in the pool use
recycling issue in communicating their “green” message to the consumers. While two
of these ads include terms or phrases to mention recycling, one of them uses a symbol
for it. Results reveal that recognition and further definition of the symbol, is more
difficult than recognition of phrases or terms. It seems that, respondents have noticed

the existence of “recyclability” but they do not exactly know what it means or how it is
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symbolized. Once again there is the need for “training” of the consumers on green

marketing terminology used by the advertisers or other related groups.

When these results are analyzed by comparing them with the demographic
characteristics of the sample, a dependence is observed between the answers given and
age and level of education. With the decreasing age, recognition of the terminology
and the symbol increases. This may be due to the fact that younger generation is more
familiar with these terms and symbols. However, recognition does not ensure defining
these terms or symbols correctly. Consistent, structured communication is required to
spread both the recognition and comprehension of these terms and symbols. Level of
education is another factor affecting the ability of the respondents to define the
recycling terms. Although this is not observed in the first group of questions regarding
general claims, as level of education increases, number of “correct definitions™ also
increases. This indicates that educational background may affect the evaluation of
technical environmental terms in a positive sense, but still not sufficient to comprehend

the consequences of the general terms.

This is also observed in the definitions provided for “catalytic converter”.
Although, not as widely and commonly used as recycling terms, this is also a technical
term. In this case, the frequencies of correct definitions increase with the increasing
level of education, as well. However, still a minority of the group can define the term
properly. The majority states that they “do not know the term”. This is due to the fact

that this term is not a directly related green term, rather it is more “mechanical”.
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Because of this, only those who are interested in related issues for any reason can
recognize the term, regardless of their income or age. Gender plays a role in affecting
the recognition of the term as well. Since male involvement is higher in such issues,
they make up the majority with correct definitions. If advertisers wish to utilize this
term, they need to accompany it with proper, clear, and comprehensible information

that will make the term clear to any of the targeted group.

To test the potential for “unfair business competition”, questions regarding
the tendency of the respondents to purchase the green products are employed. In other
words, with these questions, the validity of perception of “greenness” of a product as an
important product attribute is investigated. Results reveal that majority of the
respondents indicate a great tendency to purchase these products. There is not any
danger to purchase these goods if the consequences of the green élaims are well
understood by the consumers. On the contrary, this contributes to the environmental
efforts. However, results also show that majority of the respondents’ expectations
about these claims are far beyond what is actually implied. If a consumer tends to buy
a product after believing that “it is not harmful to the environment” because it was
claimed so in the ad, where there is no such implication, not only he will be deceived,
but unfair business competition will also be an issue for the similar product categories
with similar attributes which are not making such claims. In the ads, the source of
“greenness” of the product should be stated. The green attribute can be specific to the
overall product category or it can be specific to a certain brand among that category. In

either case, this should be differentiated and supported by sufficient information
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explaining why the product is green. Hence, the bettering of environmental claims

used will help to prevent both consumer abuse and unfair business competition.

The qualitative observations done during the administration of the
questionnaire indicate that “green” is not a primary product attribute for most of the
respondents. Rather, it is preferred if “green” is accompanied by valid performance and
price attributes of a product. People who are willing to purchase environmentally
benign products are not willing to sacrifice from traditional product benefits and
performance or not ready to pay premium prices for them. In other words,
environmentally better products should not mean, expensive or low performing

products.

Again based on the above observations, it is noticed that the product
category plays a significant role in affecting the purchase intention. Products that are
perceived as “simplistic” and widely used, like detergents, are more readily preferred
considering their green attribute than products which are perceived to be more
complicated, such as automobiles. This is also revealed by the difference in
frequencies of “buyers” when comparing the ad regarding a detergent (ad 2) with ads
about automobiles (ads 4 and 5). The percentage of “buyers” against “non-buyers” is
much higher for ad 2, while these two percentages are closer to each other for ads 4 and
5. People feel reluctant to purchase green products when the performance is the

primary consideration, if they think that performance will fail.
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Another point observed is that, the design of the ad, its content, phrases
used, the way it is presented, balance in the emphasis given to green and traditional
attributes of the products do affect the purchase intentions. If an ad fails to create trust
because of careless use of the mentioned points, purchase intentions decrease. This
affects both green and non-green consumers. Green consumers may not consider the
claims to be sufficient to prove environmental benefit of the product, where as non-
green consumers may feel that performance is lowered in these green products. This is
a critically important issue from the marketers’ perspective. If advertisers wish to
benefit from “green consumers” they should be careful in designing these ads, not only
to prevent deception but to foster purchase of these green products, and not to loose

their current market.

In summary we can state that there is a potential for green marketing in
Turkey which is also realized by many advertisers. However, as this study pinpoints,
threats also exists for consumer abuse, unfair business competition, and loss of
marketing efforts as encountered in the European countries and in the U S. There is a
need for environmental claims to be bettered, such as they should be uniformed,
standardized, and validated. Sufficient amount of information should be provided
together with the claims to make their consequences explicit to all of the targeted
consumers. It would be better if a set of guidelines are provided by any of the related
regulatory agencies. This is especially helpful in the development of a consistent and
meaningful green marketing terminology which does not include “false” claims. If

green marketing is going to be regulated one day, the responsible agencies should try to
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ensure that concrete, clear, and uniform claims are used together with information

explaining the consequences and limitations implied by these claims.

Consumers also need to be trained regarding the environmental terms.
Symbols used should enable the consumers to evaluate the consequences of these
claims correctly. The best way to achieve this is through marketing communication,
which is in fact an important source of information for consumers. If advertisers wish
to utilize green claims, they would have to accompany them with sufficient, simple, and
clear explanations until a satisfactory level of knowledge among consumers
accumulates, If these recommendations are not followed, then environmental

marketing will lead to:

A. serious problems of consumer abuse
B. significant threat of unfair business competition

C. loss of green marketing potential

In order to benefit from “environmental marketing” marketers should be
aware of the fact that dealing with this concept is not simple. They should realize that
the existing tendency of green consumers to buy these products can turn into a reaction
against them if they are not satisfied or if they realize that they are misled. To prevent
this, marketers should understand the need to provide suitable information to their
target consumers. They should also consider their environmental terminology in claims

designed to promote an organization’s environmental image. They should realize that
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certain types of claims are more susceptible to consumer deception and they should pay
more attention to these types of claims. Since there is not any set of guidelines
developed yet, marketers will have to explore the details of the topic by themselves.
The outcomes of this and similar research may contribute to the efforts of both

potential regulatory agencies and marketers.

Another point that marketers should be aware of is the fact that Turkey has
become a part of European Customs Union. This means that Turkey will be exporting
products to these countries which have passed similar stages of green marketing and
have now come to a more conscious level. Both European regulatory agencies and
customers will be putting pressure on Turkish marketers for better green claims that
meet their standards. Hence, marketers should be ready for this challenge if they wish

to succeed in these countries.

This study is one of the earliest ones exploring the topic of environmental
marketing in Turkey. It outputs that without correcting the green claims considering
the points discussed here, Turkish environmental marketing will continue to risk the
disillusionment of consumers that will further lead to consumer deception and unfair
business competition. In addition, with the potential loss of environmental marketing
efforts, a valuable opportunity to foster environmentally benign products will also be

lost.
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7.3 Limitations of the Study

This study can be bettered by re-considering some of its aspects and
offsetting certain limitations. One limitation is the number and variety of the ad pool.
It would be better if the pool were enlarged both in terms of number, and claim and
product variety. The variety within the pool will help to generalize the results obtained
regarding the classification of the environmental claims based on the “type of green
claim” and its “deceptive characteristics”. In addition, the number of the deceptive
claims that are “detected” will increase with the increasing number of claims examined.
Besides, this study focuses only in print media where as it may be advantageous to
include others. It would be helpful to investigate whether the nature of the misleading

environmental claims vary across media or not.

Another limitation is the sample size. As valid for all research,
generalizibility of the findings increases with the increasing sample size which is more
representative of the targeted population. Although the results of this research enables
to state that the concerns expressed in the hypothesis are valid with the current sample
size, it would be easier and firmer to generalize the results to the targeted group of the
research with a larger size of sample consisting of greater variety. As one of the
extensions of this study one may aim to utilize the methodology for an “applied

research” by utilizing a more representative sample.
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One other issue that may be further improved is the product category vs.
target group issue which is important in the assessment of purchase intentions of the
respondents. More accurate results can be achieved if more suitable relations between
the two are ensured regarding the characteristics of the sample. Perhaps it would be
better to define the target group of the products and then design the questionnaires
accordingly. It seems that it is not sufficient to try to control this issue during the

administration of the questionnaires.

Apart from these limitations, there are possible extensions of this study that
can be investigated in the future. First, the two stages of this research can be separated
and examined in more detail as two individual studies. This can not only helps
detailing the results and their implications but also can help to eliminate the limitations

mentioned above.

Another extenuation of this research can be to manipulate the design and
contents of the ads to achieve more specific recommendations for regulators and
marketers. Different experimental ads can be designed with various types of
environmental claims, lay-outs, and emphasis given to traditional product performance
to evaluate their effect on consumer perceptions and purchase intentions. This will
certainly enable the researcher to define solid guidelines for both regulation and success

of green marketing.
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APPENDIX - A

ENGLISH VERSION OF THE QUESTIONNAIRE

THANK YOU FOR YOUR PARTICIPATION IN THIS RESEARCH
This questionnaire is developed to be utilized in a research titled as
“Turkish Consumers’ Perceptions of Environmental Claims” which is being conducted
by Management Department of Faculty of Economics and Administrative Sciences,
Middle East Technical University. The results of the questionnaire will not be used for

any other purpose.

The questionnaire consists of two parts. First part includes “GENERAL
QUESTIONS”. The second part, however, consists of questions regarding the ads that
are going to be presented to you. Please, answer all of the questions by marking “X” to

the corresponding box provided near to the most appealing response.

THIS QUESTIONNAIRE IS NOT AN EXAMINATION. There are no
right or wrong answers of the questions in the questionnaire. The questions are related

with the environmental claims used in advertising. Please examine each of the ad
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carefully. Specify your own thoughts after reading and evaluating the questions related
with the ads. Evaluate each ad separately and independently. If you feel difficulty in
deciding, select a response that represents your idea the most. Please make sure that

you respond to all of the questions.
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GENERAL QUESTIONS

AGE:

0 Age 25 and Below
[0 Ages Between 25-35
O Ages Between 35-50

1 Age 50 and Above

LAST GRADUATED SCHOOL:
O Primary

O Secondary

O High

O University

O None

CURRENT EMPLOYMENT STATUS:
O Student
O Employed

O Other:

PROFESSION:
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SUBJECT OF EDUCATION:

TOTAL FAMILY INCOME:
0 25 Billion and Below

[0 Between 25-50 Billion

O Between 50-75 Billion .

[ 75 Billion and Above

GENDER

OO0 FEMALE

O MALE
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QUESTIONS RELATED WITH ADS

I. AD:

1. Which one of the below phrases defines your understanding of
regarding the “ENVIRONMENTALLY FRIENDLIER” phrase in the ad:

1 it does not produce any harmful material to environment either during its
production or during its consumption

1 it less pollutes the environment

O it contributes to the conservation of environment

O it is good for the environment

[ just an advertisement term

O do not know

O other:

2. If I were to buy such a product, because it is “ENVIRONMENTALLY
FRIENDLIER”, I :

O definitely would prefer the brand which is being advertised

O could prefer the brand which is being advertised

O not sure whether would prefer the brand which is being advertised

[ definitely would not prefer the brand which is being advertised
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II. AD:

1. Which one of the below phrases defines your understanding of
regarding the “A FRIENDLY CONTRIBUTION TO THE NATURE” phrase in the ad:

O it does not produce any harmful material to environment either during its
production or during its consumption

[ it less pollutes the environment

O it contributes to the conservation of environment

it is good for the environment

Ojust an advertisement term

O do not know

1 other:

2. Which one of the below phrases define “REUSABLE” phrase in the ad:
O previously used material

[0 material that can be reprocessed

[0 material that will be reprocessed

[ material that can be reusable

O material that can be absorbed in nature

O natural material

1 just an advertisement term

O do not know

O other:
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3. If I were to buy such a product, because it is a “FRIENDLY
CONTRIBUTE TO NATURE”, I :

[ definitely would prefer the brand which is being advertised

O could prefer the brand which is being advertised

[ not sure whether would prefer the brand which is being advertised

[ definitely would not prefer the brand which is being advertised
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III. AD

1. Which one of the below phrases defines your understanding regarding
the “NOT HARMFUL TO ENVIRONMENT” phrase in the ad:

[1 it does not produce any harmful material to environment either during its
production or during its consumption

[ it less pollutes the environment

O it contributes to the conservation of environment

Oit is good for the environment

Ojust an advertisement term

O do not know

[ other:

2. Which one of the below phrases define your understanding regarding

o
<
the “"V » sign in the ad:

[ previously used material

[0 material that can be reprocessed

1 material that will be reprocessed

O material that can be reusable

[0 material that can be absorbed in nature
[ natural material

O just an advertisement term

d do not know
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O other:

3. If I were to buy such a product, because it is “NOT HARMFUL TO
ENVIRONMENT”, It

[ definitely would prefer the brand which is being advertised

[ could prefer the brand which is being advertised

[ not sure whether would prefer the brand which is being advertised

O definitely would not prefer the brand which is being advertised

t
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IV. AD:

1. Which one of the below phrases define your understanding regarding
the RESPECTFUL TO ENVIRONMENT” phrase in the ad:

O it does not produce any harmful material to environment either during its
production or during its consumption

[ it less pollutes the environment

[ it contributes to the conservation of environment

[it is good for the environment

OJjust an advertisement term

O do not know

O other:

2. Which one of the below phrases define your understanding regarding
the “RECYCLABLE MATERIAL” phrase in the ad:

O previously used material

O material that can be reprocessed

[J material that will be reprocessed

[0 material that can be reusable

[0 material that can be absorbed in nature

O natural material

O just an advertisement term

[ do not know

O other:
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3. Please define the term “CATALYTIC CONVERTER” in the ad:
O CATALYTIC CONVERTER iS; ~=-=-mecee-m-

O I do not know

4. If I were to buy such product, because it is “RESPECTFUL TO
ENVIRONMENT”, I :

O definitely would prefer the brand which is being advertised

O could prefer the brand which is being advertised

[ not sure whether would prefer the brand which is being advertised

[ definitely would not prefer the brand which is being advertised
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V.AD

1. Which one of the below phrases define your understanding regarding
the “ENVIRONMENTALLY FRIENDLY™ phrase in the ad:

O it does not produce any harmful material to environment either during its
production or during its consumption

[ it less pollutes the environment

[ it contributes to the conservation of environment

it is good for the environment

Ojust an advertisement term

O do not know

O other:

2. If I were to buy such a product, because it is “ENVIRONMENTALLY
FRIENDLY”, I:

[ definitely would prefer the brand which is being advertised

[0 could prefer the brand which is being advertised

O not sure whether would prefer the brand which is being advertised

O definitely would not prefer the brand which is being advertised
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TURKISH VERSION OF THE QUESTIONNAIRE

Anketimize katildigimz icin TESEKKUR EDERIZ.

Bu anket, Orta Dogu Teknik Universitesi, iktisadi ve Idari Bilimler
Fakiiltesi, Isletme Béliimiinde yiiriitiilmekte olan “Tiirk Tiiketicilerinin Cevrecilikle
Iigili Reklam Iddialarina Iligkin Izlenimleri” konulu g¢aligmada kullamlmak iizere

gelistirilmistir. Anket sonuglar1 baska herhangibir amagla kullamilmayacaktir.

Anket iki bslimden olusmaktadir. Ilk bélimde GENEL SORULAR
bulunmaktadir. Ikinci Boliimde ise size gdsterilecek olan REKLAMLARA ILISKIN
sorular yer almaktadir. Liitfen sorular herbirinin altinda yer alan cevaplar arasinda size

en uygun olammn yamndaki kutuya bir ¢arp: isareti koyarak yanitlayimz.

BU ANKET BIR SINAV DE('}iLi)iR: Ankette yer alan sorular icin
dogru veya yanlig bir cevap bulunmamaktadir. Ankette reklamlarda kullanilan
cevrecilikle ilgili iddialar hakkinda sorular bulunmaktadir. Liitfen her reklam dikkatle
inceleyiniz. Reklamlara iligkin her soruyu okuyup degerlendirdikten sonra kendinize
ait gergek disiincelerinizi belirtiniz.  Her reklami ayn ve bagimsiz olarak
degerlendiriniz. Eger kesin bir karara varmakta zorlanirsantz, diistincelerinize en yakin

olan cevabi isaretleyiniz. Liitfen her soruyu yanitladigimzdan emin olunuz.
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GENEL SORULAR

YASINIZ:

[0 25 Yas ve alt1
[J25-35 yag aras1
[ 35-50 yas arast

[0 50 yas ve iistii

EN SON MEZUN OLDUGUNUZ OKUL:
O iikokul

O Ortaokul

O Lise

I Universite

O Higbiri

CALISMA DURUMUNUZ:
O Ogrenciyim
[ Bir iste Caligtyorum

O Diger:

MESLEGINIZ:
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OGRENIM GORDUGUNUZ KONU:

AILENIZIN AYLIK TOPLAM GELIRI:
0 25 Milyondan az

[0 25-50 Milyon aras1

1 50-75 Milyon arasi

[0 75 Milyondan fazla

0O KADIN

[0 ERKEK
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REKLAMLARA AIT SORULAR

I. REKLAMA AiIT SORULAR:

1. Reklamda gordiigiiniiz “DAHA CEVRE DOSTU” ifadesinden
anladifinizi sizce agagidakilerden hangisi en iyi tanimliyor:

[ dretilirken veya kullanilirken gevreye zararli atik olugturmuyor

[ gevrey: daha az kirletiyor

O ¢evrenmn korunmasina katkida bulunuyor

O cevre 1¢1n yararli

O sadece bir reklam 1ddiasi

O bilmiyorum

O diger :

2. Boyle bir iriinden satin alsam, sadece “DAHA CEVRE DOSTU”
oldugu i¢in :

[ kesinlikle reklami yapilan bu markayi tercih ederdim

O reklami yapilan bu markayi tercih edebilirdim

[0 reklami yapilan bu markayi tercih edecegimden emin degilim

[0 reklami yapilan bu markayi tercth etmeyecegimden emimim
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II. REKLAMA AIT SORULAR:

1. Reklamda gordiigiiniiz  “DOGAYA DOSTCA BIR KATKI”
ifadesinden anladiginizx sizce agagidakilerden hangisi en iyi tammhyor:

O Uretilirken veya kullanilirken ¢evreye zararli atik olugturmuyor

O gevrey1 daha az kirletiyor

O ¢evrenin korunmasina katkida bulunuyor

[1 gevre 1¢1n yararli

[ sadece bir reklam 1ddiasi

O bilmiyorum

O diger :

2. Reklamda g6rdﬁgiinﬁz “YENIDEN KULLANIMA SOKULABILEN”
ifadesinden anladiginiz1 sizce asagidakilerden hangisi en iyi tanimliyor:

[0 daha 6nce kullanilmis malzeme

[ tekrar iiretime sokulabilen malzeme

[ tekrar iiretime sokulacak olan malzeme

[ tekrar kullanilabilen malzeme

[0 dogaya ger1 donebilen malzeme

[ dogayla uyumlu malzeme

[ sadece bir reklam 1ddiasi

O bilmiyorum

O dager :
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3. Boyle bir iirinden satin alsam, sadece “DOGAYA DOSTGCA
KATKIDA” bulundugu i¢in :

O kesinlikle reklami yapilan bu markayi tercih ederdim

[ reklami yapilan bu markayi tercih edebilirdim

[ reklami yapilan bu markayi tercith edecegimden emin degilim

[ reklami yapilan bu markayi tercih etmeyecegimden emimim
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III. REKLAMA AIT SORULAR:

1. Reklamda gordiigtiniiz “CEVREYE ZARAR VERMEZ” ifadesinden
anladiimz sizce agagidakilerden hangisi en iyi tammliyor:

[ diretilirken veya kullanilirken ¢evreye zararli atik olusturmuyor

[ gevrey: daha az kirletiyor

O ¢evrenin korunmasina katkida bulunuyor

[ gevre 1¢1n yararli

O sadece bir reklam 1ddiasi

[ bilmiyorum

[ diger :

',

'

2. Reklamda gordigtiniz -"” isaretinden anladigimz1  sizce
agagidakilerden hangisi en iyi agikliyor:

[0 daha 6nce kullanilmis malzeme

[ tekrar iiretime sokulabilen malzeme

[ tekrar diretime sokulacak olan malzeme

O tekrar kullanilabilen malzeme

[ dogaya gen dénebilen malzeme

O dogayla uyumlu malzeme

O sadece bir reklam 1ddiasi

[ bilmiyorum

O diger :
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3. Boyle bir iiriinden satin alsam, sadece “CEVREYE ZARAR

VERMEDIGI” ixgin :

O kesinlikle reklami yapilan bu markayi tercth ederdim
[ reklami yapilan bu markayi tercih edebilirdim
[1 reklami yapilan bu markayi tercih edecegimden emin degilim

[ reklami yapilan bu markayi tercih etmeyecegimden emimm
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IV. REKLAMA AIT SORULAR:

1. Reklamda gordiigtiniiz “CEVREYE SAYGILI” ifadesinden anladigimz
sizce agagidakilerden hangisi en iyi tanimlryor:

O tiretilirken veya kullanilirken ¢evreye zararli atik olusturmuyor

[ gevrey: daha az kirletryor

O ¢evrenin korunmasina katkida bulunuyor

O gevre 1¢1n yararli

O sadece bir reklam 1ddiasi

O bilmiyorum

O diger :

2. Reklamda gordiiglintiz  “GERI DONUSUMLU MALZEME”
ifadesinden anladigimz sizce asagidakilerden hangisi en iyi tanimliyor:

[0 daha 6nce kullanilmis malzeme

[ tekrar iiretime sokulabilen malzeme

3 tekrar tirettme sokulacak olan malzeme

O tekrar kullanilabilen malzeme

0O dogaya gen1 d6nebilen malzeme

O dogayla uyumlu malzeme

[ sadece bir reklam 1ddasi

1 bilmiyorum

O diger :
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aciklayimz:

igin :

3. Reklamda gordiigtiniiz  “KATALITIK KONVERTOR”  tabirini

O KATALITIK KONVERTOR: ~-—mmmeemeem-

demektir.

O bilmiyorum

4. Boyle birr {iriinden satin alsam, sadece “CEVREYE SAYGILI” oldugu

[0 kesinlikle reklami yapilan bu markayi tercih ederdim
[0 reklami yapilan bu markayi tercih edebilirdim
O reklami yapilan bu markayi tercih edecegimden emin degilim

[ reklami yapilan bu markayi tercih etmeyecegimden eminim
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V. REKLAMA AIT SORULAR

1. Reklamda gordiigiiniz “CEVRE DOSTU” ifadesinden anladifimiz
sizce agagidakilerden hangisi en iyi tanimliyor:

O tiretrlirken veya kullanilirken gevreye zararli atik olugturmuyor

[ gevrey1 daha az kurletryor

O gevrenin korunmasina katkida bulunuyor

O gevre 1¢1n yararli

O sadece bir reklam 1ddiasi

O bilmiyorum

[ diger :

2. Bdyle bir tirtinden satin alsam, sadece “CEVRE DOSTU” oldugu igin :
[0 kesinlikle reklami yapilan bu markayi tercth ederdim

[0 reklami yapilan bu markayi tercih edebilirdim

O reklami yapilan bu markayi tercih edecegimden emin degilim

O reklami yapilan bu markayi tercih etmeyecegimden emimm
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APPENDIX - C

DALGICLAR KULUBU (')

dedcl dretilds Ail Ao harlekie,

Astra Club™. henzerlennm tumunden ok dahis geniy iy Cevreys kae Y
aromobil Aderun her uvess xan yen vae Hate gile uvelennm cagiuz anlar k istiy . 81z de vaka

kalababik aksesuarly hotwlen xin bile "Astra Cluboin drctiminde | gecirmeden "Astra Club™m yelerinden binsi olun. Kulithe kavit

ustun Alman teknolopsinden vararandd: Tum Opellerde G R gin Opel hayil ! 3
aldugu gibn Astra Club da ceveeye zarar vermeyen koyullarda, Opel Astra Club. Daha lyi bir otomobil. Daha iyi bir sc¢im.
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OPEL VECTRA GT

Vevits st

VECTRA'DA KATALITIK KONVERTOR VAR.
GUNKU USTUNUZDE KARA BULUTLARIN
DOLASMASINI ISTEMIYORUZ...

Ml Tiirkiye'de iretilen Opel Vectra'da bulunan dzellikler katalitik konverior ve

N\ g C sunroof ile saurh degil. Cankd Vectra bagka bir otomobil degil. bambagka

bir dilnya... ABS fren sistemi, airhag, kapt ici gelik baclar ve oili emniver kemerleri de
Y P gerg b

sadece Vectra'da.. Vectra almak igin hangisi daha iyi bir neden dersiniz? a

Opel daha tyi bir otomobil. Daha iyt bir segim... w’

i Bl

l "l.
1%
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YENI OPEL ASTRA LIFE

7 HAYAT ARKADASI

‘.- Diinyaca inll bir Alman
ailesinin, Tlrkiye'ye yeni
yerlesen, cevreye saygili,
tutumlu, glivenilir Giyesi,
hayatun: paylasacag: bir
arkadas arnyor.,

(Ciddi olarak ilgilenenlere fotograf gonderilir.)
\

OPEL &

AD NO: 5
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OPEL ASTRA LIFE

<ry

.- SENIN OLMAYA

. Bu denli yogun ilgi gorecegimi hig
ummamistim. iltifatlarla dolu sézlerine
cok tesekkiir ederim.

Diinyaca @inlii bir Alman ailesinden gelen,
tutumlu, giivenilir ve gevreye saygih bir
shayat arkadagtna® sahip olmanin

e eagtay. ¢ oo s

: 1e'§eﬂ, ne kadar kolay oldugunu, karsilaghgmmzda
-Yef o i
. u daha iyi anlayacaksin. Sana arkadaghgim
v w ’ sunmak beni ¢ok mutlu edecek.

nt En kisa zamanda, en yakin Opel bayisinde
!- hayau tamgmay: diliyorum.
’ afkada§ (Birtikte kilgik bir gezinti yapmak, sanunm senin de hoguna gider.)

—————— - ———
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BAZI DEGERLER FARK YARATIR.

Bir Miele samagir makinesi, Diger Miele'ler gibi (bulayik makinesi, firin, elektnk

sipirgesi, gbmme tip cihozlar ve hozwe mutfotlar] sadece Almanya'da ireulis
Deterjon, su ve slekirik tasarrufu sagloyan hydromatic sistem. Temiz ve kolay ykome

itin tom otomatik nevotronic kontrol. Dukikada 1600 turluk stkma gici...

Iste bunlor, Miele'nin benzensiz zelliklerinden birkoc -
Miele

Hoyatuavze facklilagticacak degerler... Miale'den Gelecegi buginden yosomak

FAREKS A$ Ahmet Adnan Soygun Caddesi 17 / 7. 2. Ulus 80600 istanbul {0212) 265 01 95 - 257 26 12
Temkay AS (0212} SS9 20 66 SS9 20 6! Ekim Ticarer A§ ([0212) 325 34 73 - 512 99 98 Kay-Sew A% 102111 $60 8007 §59 35 7
Tockiye-de sordan Miels FAREKS A$ Swdur. Miste yutkili servisleri Tirkive genetinde hizmat vermokted
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Audi A8
Otomobil tarihinde devrim

Artik Turkye yollannda geleceg 6tomo-
i dolagyor Audi AB Bugune kasat boyle bet
otomobd daha dretilmed:

Yendikienn yaraticrs Audinn s
tananayan arastemaciar: bu kez de uzdy

k A

olomobil disnyasiu sarsacak tar devom
yarattlar ve dk defa A8'lerde Aud: Space
Frame (ASF) ach verilen alirmnyum karoser
kutlanddar

Ustelik, gaivaniz sag govdeli rakiplerine
oranla %40 orarunda hafif bir gowdeye kargn
ok yiksek br giventk dilzeyi sajiaddar

Yapian standart emniyet testieri
ahirirepusm givdenin standart galvaniz sag
gvdeden qok daha dayanikh we salam
oidugunu oriayd koydy. CBnkd ASF (arpma

seawnda b “emnuyet kafess” gorew yaparak

darbeyt sninda absorbe etmekte ve tim ¢atya
yayarak daha az deformasyona udramaktads

Atjminyum govdenn safladsn hafifli,

A8'e olaganistiy bu sirds dinanizmy ve siruy

keyf sagiar. Hafif gOvdesi nedeniyle Gok dsha
a2 y3kst t3keten AS Coweeyle de dosttur.

laganustu performang: ve devam vatatan
lopsyie Auth AB kaslanmayacak kadar s
Lutfen bui arayn Showroom' umuzce
291 Al tanhen srasnda CNR'¢a 10w
Txcaret Merkez)) gergeklesecek 4uto-Sncw.
fuannda konugumuz olun
Otomobxd tarthnde bar dorkim nok135
olugturan by ctomobdie 1angn
Geiecege Bogry yoi ain
Tarkiye Genel Distribitoris
Dogug Otomotiv
Sanayi ve Ticaret A.S.
Eski Buytkdere Laddes
Ayazadakos Yolu No 23
80670 Ayazaga-Masiatstantul
Tel (0212)276 50 27-29

] s -

gunes rynlarenin giddetine gbre iy ayariayan
otomatik kima sisterni, 22rach gevardan konyan
cam, deri koltuklar, ahsap kaplama A8 sahat
b yoiculuk iGn sunduly dreliklerden sadece
birkagi, Garkemsi dig hatlan, essa < tasanam,

AD NO: 12
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Audi
Vorsprung durch
Technik




Miikemmelin yeni tanimi:

Audi A6

board giby ukler: de it

Auth muk yerugen tanmlads

Ve yert yuzyla yakipr yepver: bt
otomobd daha gelistird: Auth A

Aytintidan butune benzersiz b
konfor anlaysyia aretiien Audi A6,
son yilann en awkemme! gtomol-
terinden bati plan Audi 100'un yepyen:
tur yorumy.

Audi‘tn sonsuz gueu. Auo AG'min
nanimaz konfor anlayrsiyla. (arpsc: i
Doyuta ulash. Kendi sifingaks luks

arada bulunduran Aud: A6, Aud:
gorkeminin gercek brr fadest

Ustun performans ve oladanusty
« konforuyla, kullanana unutuimaz
duygular yasatan Audi AB, essiz surug
keytine Audi'ye b2 mukemme!
i giventik antay getiryor
ABS fren sistemni, awbag . 80rt qekerir
oromobilierde standart ASC (Anti-Slip
Control) Gnitesi ve elektronik kikth

atomabillerin sahig oldugu twm diferansiyel sisterru, by anlayrgn birkag
lann yamsiea; k kiima, gostergesi
elektrik ayarh 6n koltuklar, hakiks dent Krsacas) Audi A6 swe mukemmet:
dogerme, aluminyum jantlar ve ahsap aynntilarda sunuyor.
IR PN
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Lutter showraom'umuza gehn
Hareketsizken bile doyumsuz yoltuluh -
1ann epntilenm hissetiren dut A6 de
yakindan tansgn. Mukemmain yen
tanmun gorun

Tarkiye Genel Distribintoru
Dogus Otomotiv
Sanayi ve Ticaret A.$.
Esks Buyukdere Caddes:

Ayszadekops Yolu No 23

30670 Ayazaga-Masiakslstanput

Tel 10-2121276 50 2729

Audi

Vorsprung durch
Technik

O



ALFA ROMEO KENDISINDEN HIC 8FKLENMEDIK YIPYENI BIR OTOMOBIL ANLAYISI SUNUYOR. ALFA 145,

GELENEKSEL TANIMLARIN GOK OTESINDEX i¢ VE DIy TASARIMITLA, KiSiYE VE GEVREYE SAYGIL, ZAKIF BIR ALFA ROMED. e DESTERLE
KABINI, GARPMA ANINDA YAKIT AMISINI KESEN YANGIN BNLEYIC SISTEMI, GERG] SISTEMU EMNIYET KEMERLUERI YANINDA KULLANICISININ
iSTEGINE BAGU OLARAK ABS EREN SISTEMI VE GIFY TARAFU HAVA YASTIKLARI {AIRBAG) ILE KENDI SINIFIRIN EN YUKSEX GOVENLIK
STANDARTLARINDA BIR OTOMOSiL. GELSTIRILMIS BOXER MOTOR (1.6 VE 1.7 16V} TEXNOLOJIST SAYESINDE GUGLD VE GOVENILR. BU GUCT,
KONFOR VE MIKEMMEL YOI HAKIMIYETIVLE EXSIKSiZ BiR SORDS ZEVXINE CEVIRIN ANT-ROL VE ANTHOIVE STSPANSTYON SiSTLMi iLE AUA

145 BEKLINMEDIK BiR OTOMOBIL $IMDIYE KADAR ALFA ROMIO ALMAYI HIC DUSUNMEMIS OLANLARA SESLENEN BIR ALUFA.

| ALFA 145.%

BEKLENMEDIK ALFA ROMEO

YTINOGLU

Tel: (216) 4113575 (2 Hat)
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e Aeapdio N e R

NEYIN PESINDES

Sizi lanyoruz ok gey denyor. Qok §ey stiyorsunuz
Kendinize giveniniz tam Hayat seviyorsunuz Katteye.
estetige. gice Onem veryorsunuz Kimy 2aman da her $ey:
unutuyorsunuz. Bagiuzr ahp gameye niyetleniyorsunuz
Nereye? Bilmiyorsunuz Halta Dimek e slemyarsunuz

igte R1100RS’ Urelirken bulun Duntar: bir an olsun akh-
muzdan Oyle e m dtk ki, giscu-
nize gog isin S, dlediimz her Zirveye
R1100RSin daguk devirde yuksek torka ulagabiimes: bu
yuzden Gok onemii Bu ozelig:. mukemmel performansinn
en Onemli gostergesi Bu guce guvenik sistemienty ekigyin
Geligtirilmig ABS Fren Sisterrun: ve sadece BMW Motosiklat-
lerde bulabilece@miz Anti-dive etkii Tele-lever suspanst-
yonlar.. Ustelik R1100RS. BMW nun urettd en yer: Boxer
Enekidrie calighi iGin GOk ekonomik Aytica gevre dostu
Kalalizator takilarak kursunsuz benzin kullamlabilivor
gefince  goz kar yor Kalth ke 0 bir BMW

Estetd!
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Asunda neynt pegnde oldugunuz ok dneni degi
Onemii olan_ o geylenn pegne dugecek guCu msselmeniz
R1100RS nasisa her yolda sizinle birlkte

BMW R1100RS e test sutiigu yapmak uzere s
Satpazan ndaki Showroom umuza ya da Avoilar dak: BMi.
Merkezi'ne pekiyoruz
BMW Tirkeye Genel MOmessi Gorusas Ot Servia ve Ticaret AS.
BMW Merkeri: (1) 399 3066 intacing Sslpazars (1} 252 44 05
Ackare: (4] 428 25 60 Antaiys: 31} S 0003

siz| GELECEGE ULASTIRACAK



u soruya, bir Rover 800 sshibinin yamtini biliyonz: ‘Otomobs-
rde gibs'. Ya smin? Dilerseniz once. bu cysiz otomobilin dxellikleri-

Tk konvertodu by 2 b turbo bemen deri animay bekhyor
Kendinai, Rover 800%dn i rehathgndan dusa bt siire iin de olss
bilk

acckyclim. Bir Rover 8006 dircksiyonuna gecifinizde. geyik

4 koltuklar ssracak sizi. Coviz kaplama o konsol v kaprlarda

2 ygilifine dokunacaksing, Kullandikgz fak  edeorfine
aular, otomobil ile seyahsti daha keyifli kilacak... Bunalvr bir

sa clektronik st ayarh Kima ik hiskme-
secksiniz (issemeniz clekerik kumandals sun-
2of ie havanm degistirebilimsiniz). Pedala
basuginiz anda, itaar edecefini bildiging 4
kandh ABS fren sistemi ve hava yasid) sz
saree 200 km. hls giderken bile en bityiik
givencenz olacak. S&z hudan aglmegken,
motors bir giz amaya ne dersiniz? Kaputun
alunda, ok nokiali enjeksiyon sistemli. kata-

(B rociory

“Otomobiliniz hazir majesteleri”

Sgohtabi peckihs sometossmente ghrbitorafivit Loves wetuitors

wzan yolculuklards, bagaida adets bur gardrop cagiya-
bileceginiz: ghreccksine. 820 S (136 PS), 820 Ti (180 PS) ya da
827 i (169 PS) e ixg farkls seenek sunan Rover 800'iin iscinligo
sadece soede degil.. O. en i béyik mlon ouxnobili aduly ve
giivenlik édiliinan de sahibi. Ve bu odulleste
yetinmeyen Rover 800'dn, 827 $i models
performansens, hig arqas 39 gin 23 saac 33
dalikalk bir dinyz v ik lkanulayarak
Guinness Rekordar Kitabi'nz girmeys basard:.
$imdi kolnfuniwza yaslwun, hostesten bue
ki daha  istedikeen mnrz  dugkyin
Havaslaninda szi bir Rower 800%in belde-
digini bilmek, ginel olmaz miyd?

%5

1% S30 10 ok, P0G TN Gt (ot 1 e - D, 10 Ca - O, 70 i o, AL OV, 205, Ot Q26K AR W ABE. Ok (0% D042 O, BTN 5 Y €76 Ohad.

TORKIYE GENEL

OTO TICARET = SAN. 4.5, Bwdores Suiryes Mo 81 Bcphcy 0% ISTANBUL ek 01125 19911 12 Fum: 02020 261 3661

BORONKAY
BT B rdrt et 51300 34 40 17,381 4 5582 1 0+ A - Cvmirt L 7300 10 0 7 1 3 - DALOCAL: ampaas T 10K 406 4 1. 10004 12 -GORSOY Bk’ i Q1111441 1 0

“w e
4y e ety DLy o

wrin s n #4041 5900 102 i

e
o 2
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Rover

Igte garpics bir Ingiliz... Rover 800 serisi. Yaklagin, Gegin direksiyonuna. Once geyik derisi koltuklar sarsin sizi.
Ingiliz \Wasildiginin simgesi ceviz kaplama 8 konsol ve kapilara dokunun... kahes giizelligi hissedin. Ve elekeronik ist ayarl: k
4 kanalli ABS fren sistemi, hava yasufy ile diger aywt edici dzellikleri. Hepsi olmas gereken yerde, kullansminiza hazir
0. sadece en iyi bilyitk salon otomobili 8diili ve glivenlik 8diiloniin sahibi degil. 827 Si modeli, performans ve giivenligini, i,
39 gitn 23 saat 35 dakikalik bir diinya tury ile kanwtlad: ve Guinness Rekotlar Kitaby'nda yer aldv. Segiminizi yapin: 820 Si (1¢
820 Ti {180 PS) ya da 827 Si (169 PS). Rover 800 her zaman biclikte yagamak icin yarauldt... Sonsuza kadar!

“Ortomobiliniz haz:s majesteleri”

Agagidaki yerkili b1y inis Rove delieri
ronkay us»hp.mum...n 6 Cabeioler - wmc&u.« - Ouoxaarh. 216 Coupe - OV, 16 Coupe - Oromaek, 120 Case Torbo,
416 5L - DV. 416 5L; - Ovoemanik, 420 GS3, 620 S-DV. 620 Si-Oroouasik, 820 56 - DV, 820 5i - Oromacik, 820 T, 820 Ts - Spore, 827 5 - Ovomank.

TICANET ve SAK. A3, Sorbocos Buirann Mo §1 Bepkeag 8690 ISTANSUL Fel (02620 29 11 11 Fax 02311 261 36 61 ==
FEVKILE RATILFR: NALY Kasothert Tel 407460 4 90 17 %61 60 31 1 W23+ 84 - © (Sunbive) Teh (0-206) 268 045557 14 6 » DALOGLL (Konaeags T 2164 W6 4. £3 190 06 22 o CORSON + Rabgubemters Tet @
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Diisleri Gercege Doniistiiriirken
“Cabuk” Yol Alin...

Vokit kaybetmeden, SAAB 900 SE Turbo ile targm.
Kusursuz teknigin, dzgiin tasarmmia olugturdugy miikemmel uyuma sahit olduguauvzda;
diglerinizdeki SAAB'a gergekler kador yokin ofmann keyfini grkaracaksinez.

“filana Big birkunioin esen atursva tasanem. suiton toknotofik doasmma. higbirinden taviy
ermeksitin clugtorsan komple wuras, Heps butivinden farkh (9 1aza tassi, guclendiciimis “givenii SAAB

kafesi”, 61¢! "puventi koltuk” tasarmm ve tusdary
“aieag” de safimnan tam erneiyett, Yain
Tortupe Gewel Datrbuton:

posek ekonomil tasarnulia. dugek emisponurly gewrs
dotty, 185 HP gucinde otomotivde CIfIT 3620 General Otomace Pazactams ve Ticarst A S
motory. +ABS fren sistermi, ~Cok dusuk sirtunme  bstanted Showroony: Bajds; Cad No €52,

. B1110 Sacye Tet (216} 32 41 1211
Ratssysns sabip yeni aerodinamik govdesl. -5 weesh Shomeoons Kompak Cad. 3A

- de. T Q200w

dzel sanzeman shitemi. En omemliss B o 1t
benteriacinden aypran: kanfor ve fonksyonelldiain 5319 Ajancak Tet (252) 445 700000
Cenoes oo [B Oopis Hotdng bormicswns

SAAB 900 SE TURBO TAM BiR SAAB.

B 4 202 6 Ty S e o iy oL
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 yildir neden “1” numara ?

Ciinkii LADA'min motoru giiglildiir.
1500 cc. QHC ustten einsantsikli, 77 HP. 0ifie Morite. cnnii ik
ateglemel, sanzanana kuple. dayanumi ve sagiamig, Dey .
rrrdan onden Jesish modern @ sess oty LADA L
wmeienme saglar LADA. 10C :an.h huza 13 saniede ua,
Ciinkii LADA yakit ekonomik kulianir.
LADA e jumser. TERNO0) UUNG MOBEFN ,3h°1 ~iler” e
2HINOMay sagla,xak seiide dizayn edimistr Her wr . L~ -
durumunoa

o exonomik yakit tuketsm e “iki bogazl

“ekonostat” destelr, “ekon” goSIergel, Gar peval I .
“ekonomi-kontrol” wstemid

LADA 1un § 36 surtunme katsayth 3er00N3mM. asaram. harenet
eRONOMIsi” JGlaMakiady 1§te du nagenlerie S ings witest: 30 wn *
sabrt fuzda 100 wim de S 7 inre benm Kullana LADA s
venzersizdr
Clinkii, LADA uzun dmiiriiidiir.
Tabam Katafarez (ko Wuogmhk st kismy O 7 mm in
S2Ctan yapumistic boyanms. aly yoi evaier: e
qurumeye karg “sektil” kaplamnsnr

Clinkii LADA'nin bakimu ve yedek pargast
ekonomiktis.

Oafjer her began
MAWWMWW Lmnmyedek
pargas utuy ve boidur

v Gﬁnkﬂ LADA, dofayla dosttur.

LADA hatatatarinda ashest kullaniima: Yane 3 urunier. 35Tupy
standartiarindade KOmpakt yapes: @ heg ,elrgken Kigsien wahat
yoluluk yapmasim saglayan et « «aowuy e LADA, Junyamn “e”
yerinde seqien “aile otomobili” e

v Ginkil LADA igin giiveniik ;ok dnemlidir.
LADA'™N Avrupa ve dumya g i

L2 Sured Guvenio: amnr
v Gilnkil LADA kullanmak zevilidir.

¥ Ciinkil LADA Celik Motor giivencesindedir.
Geltk Motor, Turkiye'mn dortnr kogesinaess. 390 noktada mzmes
veren LADA satrg / balum, 0narm © 7006k Ta¢a OFGanizasyont., i
miisteri mutuluQuny saglamak «n ;1Da ostermetedir
Datin Saeifiiiering 116 Gthentin yakndan tamdads LADA,
1969, 1890, 1991, 1992, 1993 satrslariyla da Yirkive'de *1 " numaradic

sl S s> e

“Ailenizin Otomobili~

LADA MIVA

B LA DA I

(216) 389 37 32
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TURKIYE DISTAIB{TOR( ve SERVISI AYDMSLAT AR . Tok (0212) 513 62505 Baks:

Quartz yazyla lmzasml ‘atan Seuko simdi 21. yuzynlm kapnlarm: arahyor
SEIKO KINETIC Danyanin itk jeneratédﬂ quantz kol saafti. Pil gerektirmiyor. Kendi
enerjisini kendisi ﬁret%or Covro dostu enerji santrali sayesinde, her hareketinizi elekmga
doniistirdyor. Seiko inya saat teknolojisinin standartlanm belidemeye devam

AD NO: 23

176



KOLUNUZDAKI ENERJI SANTRALI

MAVIi BALINALARA HAYAT URETIRIS

Seiko Kinetie, kend: eneriein:
kendisi Ureten, dinyonin 4 ve tek
kol saatidir. Kolunuzun en kuguk
haceketiyle sonsuz bir enerp
kaynof olupturon, Mikro
Saatral, Seiko Kinetic ¢ kol
tokdan bir enerji sontral ozallge
kazondeerr

20 ivi maxioes 00t
koo J‘-w»b:t G
oAk unbadobattat
raxtiot

inexcaresiy
Sk Kimasie 25 yilon ro o 3+ e
Pomadn 5% o st 30 e 4302 m
24 palteaty

KINETIC®

Oore nasant yine Selo'ye pire aysrieyace
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AARBLSA T THMIZLEVIV] « BENZINGI MOTOR ENTEKTOR TEMIZLEYR

VNV LGASGR AL EYRY

Gl Fagle VMotor Yagr |
{cin "Onno Usta™ Diyor v

©BENIS NATRIS

Her tirlit aragta kullanabilecediniz Gold
Eagle motor yag: katkis: aracinizen

motor stsint dengeleyereh motor
Butom Toks Lotk

yagtnin akicitigint
diizenler Kompresyonu
artirarak Gzellikle
fazla km. yapmig
araglarin giicind
maksimuma ulagtirirc.
Yakit toketimini de 0
azaltan bu harika drin o~ etk

RADTATOR HARAKET ONLEYICH 1A LAR S 10 yacih Kin

EMSEMLPARE EMIALL RS

. egzost dumaninmi ve motor
glirdltisdnid en aza indirgeverek
gevremizi korur.

Aracxizzd moksimam yazas affapocit thm G4 Fahe
ki segkla bouia tetiepomia, dkoarketict
g e dbpermacketierde belebiliotals

%
2
z
E]
3
2

g ®
g “Kazarncls Otomolzilic:
2
2

Térkiye Seast Defeiscss; ILENRL AS.
Tol: (82170 443 15 47 {4 hor) - 443 13 4214 bt} Fam (DT 43 18 ¢4

FARRURL T4 E b, AR

HUET DR AT T AACY qane e e
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B Benmn, dunyanin her vermde aldugu gibe Tutkive de de Ive Bensn o

BP Benrng, BP arastirma tuhoratuvarlinnda gelistinten Gstun niteliha 03 senerasont kaoklarg IR
w1 benandic Bugun tum dunvada. benzin, rafineriden alinp Kullasiig surcimadan once. yukach
standartlara uygun katklarla zenginlesuriimek zorundadir BP Benzni nin el kathlan, motorun benzinte
temas eden wim pargalan vzennde koruyucu bir tabaks ofusturur Bovle.o benzimn, karburator ve
emektor memesinde kurum ve tortu vapmasmi onleyerek. emme supaphiriam daomy temie Kalmasim
saglar Sonugta motor diizenli ¢alisir, benzin duzenli ve am yanar abuk bitmies Egrozdan ¢ikan, havav
kirleten ank gazlar azalir

BP Benzin, ister nonmal olsun, 111 super olsun, stes kussunsus ol oo amn her verinde Tl
Benzin“dir BP kalitesimin, tum tasit urenciiermin destegin kazanmass sie e dendir

iyi Sofor iyi Benzin Kullanir.
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iirkpetrol Extra
$

Tx.rk.w.‘l. servuzunin sadliklewcleced v len ookl

PRIV

weknolipsinn verektirdign pedornians win
wahin Thrkpetrot Extra 21 e ven i bonenm baghitner
Tirkpetro! Extra 21 i yenundeks on o Lank

The soenad

reknolopanin nwerzess savilan gok
LA (ORI TIANAIN APOTVOL, L ehaE tieke | e b e
Erme asbaplen. engeksnon astema ve R e wdek prlih
gl

se baokmulen temehvor ve vemden dasiee

B S R LTI CN [ S PR
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Tirkpetrof Extra 21 e jevrese sl garlann agribe
gikmast &t ontennaon aracman bakum ousatlan cabiser
V€ MOEOIERLILN 07 U er

Ustun pertormansh motorlar ve pnd piaal b gevee qan
e kb Turkpetrol Extea 21 ilc

viemabinngs vuny el pmdiden sapvor.

< TURKPETROL
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Turkpetrol

Ulkemznoalk ozel karyabst kurulugu, 1930 lardan
bo vane ustlendst ancabuga, venmn bre voeyaly

ven birvisle Kirplaveak sardisruvor Kugkusuz
ventlenen valinzca poruotusy deil Tuckpetral’ua,
vern vunvilin sereklenne vantt veren modern
arvalor saaonbinnda astun kalitel, gevee dostu

urinler O sunover sze Okred karks auddelers
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chkononu saglavan Twrkporrd Foel uranlen,
Kuryunsies. Super, Noweal, Ao

Gielenekse! Turkpeteol kenckseverlign on o
huzmets vermek o sabiszinan Miab solervazha
personel ve ustun attel ikl arunicns e bagtan agas

Fakemle “sersuse ntsenler okl o
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} Motora yiiksek performans...
|

BP aragtrma laboratuarlannda dstiin nitelikli, qok

O2¢! bir katk geligtinildi. Tapundan daha yiiksck

performans bekleyen. dofiaya saygals siirticiiter igin

istasyonlanndza satiian tim yakstiar
o

Kokt yokitia olugan kivii  BP kattkls pabitla enfertor
mentes! tertemiz.

enjekeor memest
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Dogaya saygi...

BP'nin 6zel katkli yakitlanyla aracinizin motorunu ve dogay: koruyun.

kendinden katkh Bu ozel kauk, karbitrator enjekior
memesi ve emme supaplannin temiz kalmasing
saghtyor. Yakst ditzenli ve tam vanyor. Motor daha
dazenli qalipp daha yiksek performans gosteriyor
Ustelik bu Gzel katk. yakn tisketiminin azalmasmna
yardunct oldugu icin dahz temiz hir ¢eveeye
katksda bulunuyor. Mutlaka gelin BP

BFnin (stan tek jisinin i
Szel kaukl yeni yakitlanas siz de mutlaka dencyin

Datma
ILers



i

1541540

Sivd 4opok ndvsoy

P nIRNA wing :,.wEC._,

W Aejo 20 ik £ s dupy eAPLuURIsed 9A [,

St oon 1O usiepow $yjo ] 1odip ep elodi] ek nqe) Jokidie

SUNGE 2RSS JONG API0 DA NNE NG URY 3A UNISN NUOIOW Y1y 97 unu,odi] us )

%00 RU0ISIS UOMIDUOI -t §E3PAUIOYN UPPUigens wmzed

15 3A JrUR! WinAuNe ast 31,%1S odi|

At

e SWONIE 1205100 UBJR J3A 3P 3, Odi| 9A uoASRU p 3

O LR Nsolqe 3101503 [Pulip utsl sewe|Fes Jojuoy ejze) eyep azis Ed

wp (OLL 1S epziignie wuend

ra ”..ﬂa : = ~
: AUE MeSekentio usow 5 2 ¥, 0 HANIPIITSID ¥

SIRTHIIOY U0 ueAviRes GArion Siur 9A $iUIQ TUILPLIO BWLINIO 1RYRS NEPENE, AT UG . ﬁu:»m._o.v_ by 2UB/qUER UBA UNUOAI] UL 2IUIS/RLIRING

B w

RSN IR SIan] L

410403 Op wapm

HANDZO IOJUON Bais TURA UtLIuRYaW $1 $iual unu,odi Bk iy U EpEY O YRID) PPy O 1h U

32

AD NO

185



‘kar orﬁﬂ%garl § ,

Varget Gillii, ilkemizin -
“korunmas gercken dogal
zengintiklerinden biri.,
. Garanti, gelirinin -~ 2
bir blumityle, bitki
{tildletinin de korunmast
Igin calgsmalar yapan
) 1h 54 ﬁill
> S
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Yeni yilda
aha yesil
bir Tiirkiye 3

veniden vesertme calisme-

larma Ratkida bulunmak
amactyla olusturdugumuz
vVakifBank Ormani'm
tiim Tirkiye ile paviasmak-
tan mutluluk duyvuyor

saglik ve basan dilekle-

rimizle yeni yilimzs kut-

_ ValafBSak

21.Yuazyil Bankaci1gs
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aty
gele-
cek ne-
sillere ya-
sanabilir bir
Turkiye bira-
kabilmek. son
ginlerde daha da
artan yanginlardan
hasar gormig e gor-
mekte olan vurdumuzun
yaralarint bir an dnce sar-
mak. dogal bitki ortiimizi
zenginlestirmek ve erozyonla
milcadele etmek amaciyla biy ik
bir kampanya acti. "Benim de Diki-
it Bir \gacim Var” kampanvasi. bu-
vik kiigtik herkesi. tim Turkive'vi agag
dikmeye davel ediyor. Orman Bakanhig
ve alv'nin igbirligi ile yoritilen kampanyaya
destek vermek isteyen herkes 900°1 hat aracih-
o1 ile katkida bulunabilecck. Bu volla toplanan ba-
gislarla. her arayan vatandasgimizin, “aty hatira or-
mant’nda. adini tagtyan bir dikili agaci olacak.
atv. gelecek nesilier
ve tim canirlar adina
bitin yurtdastanmi-
21 bu kampanyaya
kautmaya caginyor,
0900 884 19100y
maral telefonu ara-
yin. sizin de dikilt

bir agacimiz olsun.
DRkat: Bu hatsn 1im geirriert
Lampanyaya aklariacakls

BtV
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Jrivves Dlgiisg

Mil-Ten Gezici Hava Olc¢im
Laboratuar: Hizmette.

ATEREAT Tded <6 R e Seuter

. fanbul'da Yakil Kuilamtmayaa Ginlerde Yapilan Hava
TSR RATIMAE TGNGA L0 Orciimlerinden Graek Sonuglar

S BTy S

W T e

ot T omag GENALL -

e gy e

Havadak 80, Mixtare

e Poar i o -
R ST .
R
CoRT e reltne e —

m mil-ten

"Uygar Kérgﬁr"
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“anti-alerjiktir S mikro-01g

L karsisdayanmikhdir,esnektir,bafiftir,
: seklini mubafaza eder. Gore-tex
- moni/kaban govdenizi siirekli sicak,
kury tutan, ;6zgtirce nefes almasing
“olanak veren ikinci bir deri gibidir.
ltalyan yasalaruumn denetiminde de-
gerlerini ‘kaybetmeyecek isleimlerden

gecirilen kaz tiyles iylesdoldurulmusg
\ umnler Think_ Pmk in dogaya duy-,

reat way of climbing

Think Pink was born in
Yosemite National Park 1
refux your mind and undel
stand nature.

NISANTASY AKMERKEZ < SWISSOTEL
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Tiirk maya endiistrisinin

onde gelen ve cevre bilinci tagiyan
kuruluslart olarak

T.C. CEVRE BAKANLIGI'nca

hazirlanan "Cevre Deklarasyonu"nu
gururla imzaladifimizi
kamuoyuna duyururuz.

Pakmaya - Mauri Maya - Ozmaya - Safmaya

12 Nisan 1995 - {stanbul
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Dinyanin §nde gelen insiilin ve endUstriyel enzim Greticsy,
ilag Gretiminde genetik mahendisligi ve bioteknolojiye yapt:g:
yogun yatinmliarla konusunda pek gok “ilk'e mzasini atan
dinyanin dokuz Glkesinde Gretim, elli bir ulkesinde
pazariama faaliyetlerini on iki bin alti yOz gausamyla surdurer
drinlerinin kaynak buldugu doganin maruz kaiabilecegi
etkilere kargt bilingle micadele eden, yirm: yili a5k:n bir sured:-

Turk tip doktorlarinin givenle hastalarina Urdnterini tavsiye etukie-

Novo Nordisk

kendi pazarlama, satis ve dagitim agjryla,
tip diinyasinin saygisini kazanmig
tstiin kalitefi hizmet felsefesiyle

X
1 Ocak 1995 %
tarihinden itibaren Tiirkiye'de, g
Titrk doktor ve eczaalannin hizmetinde. g
Navo Nordisk [+]
sogit »&“L‘II e g 1. 2

S

RN
Fee (0212126970
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YARISMANIN KONUSU

Satpnann wLs OTIGAL HAVAT ugess
e ey for

YARISMANIN AMACE
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DOGAL HAYAT

SONUCLAR
» YOS SOMUIATS At ve meklup e Suyy! i
* Odut £ a7anam Asplere. yapitiasn Ktanbu de
sergaenmetae: wiatinda durenlenacer bir tare e
SOttt vt Dagan plaketien wontet ekt

» Odut k828000 yapethar, Duton Naklaoyie satir
stmmiy giby sylem goTer ve Snell Lasatingan
hazirianacsk bash maszemeierde wem et Lieren
rutkandie

o Yargmads Gdul KaZINAT ¢ el Gueninert Teder
Duungn ¢ImOAr IAANDUL, Ankirs b 3e
sergdenecexter

@ Serqn LT e peCiEns dytel s Gusyust it 920

» SermIRnen FapIIAY. SECDlena Buidert v s
antantars ade eoilecekts

« Serqrienmeyen yapias 14 Eram 90 o
Catitantacd, tethen ettiklen pekdde e el vsoet

SHELL, yarqmaya katian yamtias, waorm 4 nd 1
anctan, Eslim eQiecoBs ane kadar Ge(an st
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Ne mutlu sizin gibi dostlarr olana!

1995 vl 1gin milsterilerimize ve bayilerimize
1ebrik karti yollamiyoruz.
Giink | ton kagu elde etmek igin 10 agag feda etmek gerekiyor.
Ve biz o agaglara kiyamadik

Bu duygumuzy tim dostlarimizin paylagtigina ianiyot ve
yent yiliannt buradan kutluyoruz.

LOGO

YAZILIM

AD NO: 42

195



AD NO: 43

196



Her sanat eseri
sanat¢inin
imzasini tagir

;S‘,ue‘nv T RN L R )
Yool aen Degstores Bazer oo
ettt CIREeIe Qe
Bzt e Dre trates e saniatia
ez stere o st ve b b
Lt IRI At B P

weleneten buvuk ustias

KARACA mmzanta

1917 o

TURKIYE COL DLUYOR
TE.MA,\!&KF\» s
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Rahot kéliuk ar, derinlik ayarl

_hidrolik direksjyon; yol-bilgisoyan,

enjeksiyontu 2000 cc. moto
sessizlik ve ABS fren sistemi
gibi Szellikleri huzur »
duygusunu doha do
bayitiyer. Ve herkesin
tutkuly bir askla
boglond@

laguna igin

ayn: duygu

dile getiriliyor.
"Evimdey

Renauht laguna'yt
doha yokindon
tanimak isteyeceginizi
biliyorvz. Bunun igin
sizi RENAULT-MAIS

Yetkili Saticiterina bekliyoruz.
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ZEYTINOGLU TOPLULUGU'NUN ORETIM'E VE GEVRE'YE BAKIS!

“YESiL FABRIKA™

Uluslararast kalite, durdst Ureum aniayig,
yiksek teknoloji... Zeytinoglu imzasimni
tagiyan her drin ve hizmet, bu ikelerle
{iretilir. Sanayiden finansa, ticaretten
hizmet sektdriine qok cesith alanlarda

bu itkelerle faaliyet gdsteren Zeytinoglu
kuruluglannin timd, ulusal kalkinmaya
kendi Gicuisiinde katimay hedef seqmistir.
Zeyunoglu Toplulugu, qok yonli ve giventi geligimini,
artirarak strdirmeye kararldic.

Ormanin iginde bir fabrika... Hem de gimento
fabrikasi! Ama dogaya zarar vermeden
caligiyor, qevreyi kiretmeden tretiyor . Esgim,
Zeytinoglu Toplulugiu’nun “cevre” konu-
sundaki sorumiuluk géstergelerinden biri.

Dojaya, yesile zarar vermeden retmek...
Yalmizca insana degil, tim canblara, gevreye,
yasama saygryla yaklasmak... Bu tutum,

70 yildan bu yana Zeytinoglu Topluludu'nun ;ahwlalanna

yon veren duyarhin, sanayie yansiyan somut ifadesidir.

ZEYTINOGLU j

ToePpLULUGUY f
. o g e o o g Jorvots Qo B pEoor wBsws B @ EIOM EEsrou L ESTonisar @ Jasax
Ixmg:&mx T s PP
:‘"::E'm ’I‘Esutm .zgm AKAMN gEss\l ezmmu ng uw GESBANK OESLEASNG OESFATIONNG

"
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