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Abstract: Social media platforms have become significant channels that influence individuals' consumption
habits. Similarly, interactions with peers play a critical role in shaping norms and value systems. Social media
and peer communication can significantly influence individuals' consumption preferences and behaviors. By
shaping purchasing decisions and consumption patterns, social media and peer interactions also play a crucial
role in the adoption of sustainable consumption habits. This study aims to examine the effects of social media
communication and peer communication on the sustainable consumption behaviors of individuals. These
effects are evaluated through the sub-dimensions of sustainable consumption behavior, including reusability,
saving behavior, unneeded consumption, and environmental sensitivity. To achieve this aim, a survey was
conducted with 508 participants aged 18 and over, selected through a convenience sampling method. Surveys
that contained identical responses across all questions or were left incomplete were excluded from the analysis,
resulting in a total of 502 valid questionnaires being evaluated. Multiple linear regression analyses were
employed to determine the effects of social media and peer communication on sustainable consumption
behavior. The research findings indicate that social media communication has a negative impact on
environmental sensitivity, saving behavior and reusability—subdimensions of sustainable consumption
behavior—while exerting a positive effect on unneeded consumption. In contrast, the results reveal that peer
communication positively influences environmental sensitivity, saving, and reuse behaviors. The study
provides insights and recommendations for policymakers and managers on promoting sustainable consumption
behaviors.

Keywords: Peer Communication, Social Media Communication, Sustainable Consumption, Sustainable
Consumption Behavior, Consumer Behavior.

Oz: Sosyal medya platformlar, bireylerin tiiketim aligkanliklarmi etkileyen 6nemli mecralar haline
gelmiglerdir. Ayni sekilde bireylerin akranlariyla olan etkilesimleri, normlar ve deger yargilarinin
sekillenmesinde kritik rol oynamaktadir. Sosyal medya ve akran iletisimi, bireylerin tiikketim tercih ve
davranislari iizerinde etkili olabilmektedir. Sosyal medya ve akran iletisimi, insanlarin satin alma tercihlerini
ve davraniglarini etkileyerek, siirdiiriilebilir tiiketim aligkanliklarinin benimsenmesinde de 6nemli bir rol
oynayabilir. Sosyal medya ve akran iletisiminin bireylerin siirdiiriilebilir tilketim davraniglart iizerindeki

® Asst. Prof. Dr., Pamukkale University, Faculty of Communication, Department of Public Relations and Publicity
Dr. Og?. Uyesi, Pamukkale Universitesi, Heti;im Fakiiltesi, Halkla fliskiler ve Tanitim Boliimii
https://orcid.org/0000-0002-5350-2915

aakgun@pau.edu.tr
Cite as/ Atif: Akgiin, A. A. (2026). The effects of social media and peer communication on sustainable consumption
behaviors / Sosyal medya ve akran iletisiminin siirdiiriilebilir tiiketim davranislari iizerindeki etkileri. Turkish Studies-
Economics, Finance, Politics, 21(3), 3959-4016. Ankara Bilim University Publications.
https://dx.doi.org/10.7827/TurkishStudies.87705
Received/Gelis: 10 October/Ekim 2025 Checked by plagiarism software
Accepted/Kabul: 15 September/Eyliil 2026 @
Published/Yayin: 25 Semptember/Eyliil 2026



https://dx.doi.org/10.7827/TurkishStudies.87705
https://orcid.org/0000-0002-5350-2915
mailto:aakgun@pau.edu.tr

3960 Ali Alper Akgiin

etkilerini incelemeyi amaglayan ¢alismada sdz konusu etkiler siirdiiriilebilir tiiketim davranisinin yeniden
kullanilabilirlik, tasarruf, ihtiya¢c dig1 satin alma ve c¢evre duyarliligt alt boyutlar1 {izerinden
degerlendirilmektedir. Bu ama¢ dogrultusunda gerceklestirilen arastirmada, kolayda érnekleme yontemiyle
secilen Tiirkiye’de yasayan 18 yas iistii 508 katilimciya anket uygulanmistir. Tiim anketlere ayni cevabin
verildigi ya da yarim birakilan anketlerin bulundugu formlar, analiz dis1 birakilmis ve sonugta 502 anket
degerlendirmeye alinmistir. Aragtirma kapsaminda, sosyal medya iletisimi ve akran iletigsiminin siirdiiriilebilir
tiketim davranig1 {izerindeki etkilerini belirleyebilmek i¢in ¢oklu dogrusal regresyon analizlerinden
yararlanilmistir. Arastirma bulgulari, sosyal medya iletisiminin siirdiiriilebilir tiiketim davranisi alt
boyutlarindan g¢evre duyarlilig, tasarruf ve yeniden kullanilabilirlik iizerinde negatif, ihtiyag dis1 satin alma
iizerinde pozitif etkiler yaratttigini gostermektedir. Bulgular, akran iletisiminin ¢evre duyarliligi, tasarruf ve
yeniden kullanilabilirlik davranislan {izerinde pozitif etkiler yaratirken, yeniden kullanilabilirlik davranisi
iizerinde etkisinin bulunmadigini ortaya koymaktadir. Calisma, politika yapicilar ve yoneticilere siirdiirtilebilir
titketim davranislarinin tesviki konusunda i¢ goriiler saglayip, dneriler sunmaktadir.

Anahtar Kelimeler: Akran letisimi, Sosyal Medya Tletisimi, Siirdiiriilebilir Tiiketim, Siirdiiriilebilir Tiiketim
Davranisi, Tiiketici Davranisi.
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Structured Abstract:

The aim of this study is to examine the effects of peer communication and social media
communication on sustainable consumption behaviors. In the existing literature, sustainable consumption
behaviors are predominantly addressed through specific aspects such as the purchase of environmentally
friendly products, green consumption, ethical consumption, or sustainability awareness; however, the
multidimensional nature of these behaviors is not always sufficiently differentiated. Furthermore, a substantial
portion of prior research has been conducted within Western-centered samples, and empirical evidence
regarding the social communication processes shaping sustainable consumption behaviors among consumers
in Tiirkiye remains limited.

In addition, peer communication and social media communication are typically examined separately,
and their relative effects on the distinct sub-dimensions of sustainable consumption behaviors are rarely
analyzed within a single research model. Addressing this gap, the present study aims to analyze the effects of
peer communication and social media communication on environmental sensitivity, saving behavior, unneeded
consumption, and reusability among individuals aged 18 and above residing in Tiirkiye.

By doing so, the study conceptualizes sustainable consumption behavior not as a unidimensional
construct but as a multidimensional phenomenon composed of distinct behavioral sub-dimensions, and seeks
to reveal the differential effects of communication types across these dimensions.

The study was conducted using a quantitative research design. The population of the study consists of
individuals aged 18 and above residing in Tirkiye. A non-probability sampling technique, specifically
convenience sampling, was employed for sample selection. Data were collected through both online and face-
to-face survey methods. A total of 508 participants were initially reached; however, questionnaires that
contained incomplete responses or identical answers across all items were excluded from the analysis. As a
result, 502 valid responses were included in the final dataset.

Three different measurement instruments were utilized in the study. Sustainable consumption
behaviors were measured using the Sustainable Consumption Behavior Scale developed by Dogan et al. (2015),
which consists of four sub-dimensions: environmental sensitivity, unneeded consumption, saving behavior,
and reusability. Peer communication was assessed using the widely adopted scale developed by Moschis and
Churchill (1978, 1979), while social media communication was measured using the scale developed by Powers
et al. (2012) and adapted into Turkish. All constructs were measured using five-point Likert-type scales.

To assess the validity and reliability of the measurement model, confirmatory factor analysis (CFA),
convergent validity, composite reliability, and Cronbach’s alpha coefficients were examined. The CFA results
indicated that the model demonstrated acceptable fit indices (¥?/df = 2.973; CFI = 0.908; RMSEA = 0.063).
Cronbach’s alpha values ranged between 0.637 and 0.919, while composite reliability values ranged between
0.652 and 0.920, confirming that the scales exhibited satisfactory reliability.

Multiple linear regression analyses were conducted to test the research hypotheses. The findings of
the study indicate that the effects of peer communication and social media communication on sustainable
consumption behaviors differ in both direction and magnitude. Social media communication has a statistically
significant negative effect on environmental sensitivity (f = -0.171, p < 0.001). Similarly, it exerts significant
negative effects on saving behavior (f =-0.170, p < 0.001) and reusability (f =-0.125, p <0.010). In contrast,
social media communication has a positive and statistically significant effect on unneeded consumption
behavior (B = 0.396, p < 0.001). These findings suggest that consumption-oriented content prevalent in social
media environments may weaken individuals’ sustainable behaviors while simultaneously increasing their
tendency toward impulsive and unneeded consumption.

In contrast, the findings related to peer communication reveal a different pattern. Peer communication
has positive and statistically significant effects on environmental sensitivity (B = 0.366, p < 0.001), saving
behavior (B =0.333, p < 0.001), and reusability (B = 0.205, p < 0.001). These results indicate that information,
experiences, and recommendations obtained from peers can support individuals in adopting environmentally
responsible behaviors and engaging in sustainable consumption practices. However, peer communication does
not have a statistically significant effect on unneeded consumption behavior (f = -0.056, p = 0.222). This
finding suggests that while peer communication is more effective in promoting sustainable behaviors, social
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media communication appears to play a more influential role in shaping consumption-oriented behaviors such
as unneeded consumption.

This study contributes to the existing literature by moving beyond the predominant unidimensional
treatment of sustainable consumption behavior and examining it through its distinct sub-dimensions, thereby
revealing the differential effects of communication types across these dimensions. In addition, by
comparatively analyzing peer communication and social media communication within a single research model,
the study provides empirical evidence regarding the relative influence of these two forms of communication
on sustainable consumption behaviors. Furthermore, unlike the predominantly Western-centered literature, this
study offers a context-specific perspective by presenting findings derived from consumers in Tiirkiye, thereby
contributing to the understanding of the cultural and contextual dimensions of sustainable consumption
behavior.

The findings indicate that peer communication, as a trust-based and experience-driven form of
interaction that supports social learning, plays a reinforcing role in promoting sustainable consumption
behaviors. In contrast, social media communication—characterized by visibility pressures, trend orientation,
idealized consumption practices, and instant gratification—may weaken sustainable behaviors while increasing
unneeded consumption tendencies.

From a practical standpoint, the findings offer important implications for policymakers and
practitioners. Social media should not be regarded as an inherently effective tool for promoting sustainable
consumption. Instead, the design of social media content should take into account users’ consumption habits,
cultural context, and the consumption-oriented dynamics of digital platforms. Campaigns aimed at fostering
sustainable consumption should not focus solely on visibility, but rather prioritize informative content,
behavior change, and the creation of long-term awareness.

On the other hand, peer communication can be leveraged as a powerful social mechanism to promote
sustainable consumption behaviors. Community-based initiatives, peer mentoring programs, educational
activities, and incentive-based systems may facilitate the adoption of sustainable practices. Finally, the
relatively limited explanatory power of the model suggests that sustainable consumption behaviors are also
influenced by additional individual, cultural, and contextual factors. Future research may benefit from
employing qualitative approaches, diverse samples, and more nuanced measures of social media use to gain
deeper insights into these dynamics.

Keywords: Marketing, Peer Communication, Social Media Communication, Sustainable
Consumption, Sustainable Consumption Behavior, Consumer Behavior.
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Résumé Structuré:

La présente étude a pour objectif d’examiner les effets de la communication entre pairs et de la
communication via les médias sociaux sur les comportements de consommation durable. Dans la littérature
existante, les comportements de consommation durable sont majoritairement appréhendés a travers des
dimensions spécifiques telles que 1’achat de produits respectueux de 1’environnement, la consommation verte,
la consommation éthique ou encore la sensibilisation au développement durable. Toutefois, leur nature
intrinséquement multidimensionnelle n’est pas toujours suffisamment différenciée sur le plan conceptuel. En
outre, une part importante des recherches antérieures a été menée dans des contextes occidentaux, tandis que
les données empiriques relatives aux processus de communication sociale qui fagonnent les comportements de
consommation durable des consommateurs en Tiirkiye demeurent limitées.

Par ailleurs, la communication entre pairs et la communication via les médias sociaux sont
généralement étudiées de maniére distincte, et leurs effets relatifs sur les différentes sous-dimensions des
comportements de consommation durable sont rarement analysés au sein d’un méme modéle de recherche.
Afin de combler cette lacune, la présente étude vise a analyser les effets de la communication entre pairs et de
la communication via les médias sociaux sur la sensibilité¢ environnementale, le comportement d’épargne, la
consommation non nécessaire et la réutilisabilité auprés des individus agés de 18 ans et plus résidant en
Tiirkiye.

Ce faisant, 1’étude conceptualise le comportement de consommation durable non pas comme un
construit unidimensionnel, mais comme un phénoméne multidimensionnel composé de sous-dimensions
comportementales distinctes. Elle cherche ainsi a mettre en évidence les effets différenciés des différents types
de communication sur chacune de ces dimensions.

L’étude repose sur un devis de recherche quantitatif. La population cible est constituée des individus
agés de 18 ans et plus résidant en Tiirkiye. L’échantillon a été constitué au moyen d’une méthode
d’échantillonnage non probabiliste, plus précisément un échantillonnage de convenance. Les données ont été
recueillies a la fois par des questionnaires administrés en ligne et en présentiel. Initialement, 508 participants
ont été recrutés. Toutefois, les questionnaires comportant des réponses incomplétes ou des réponses identiques
a I’ensemble des items ont été exclus de I’analyse. En conséquence, 502 questionnaires valides ont été retenus
pour constituer 1’échantillon final.

Trois instruments de mesure distincts ont été utilisés. Les comportements de consommation durable
ont été évalués a I’aide de I’Echelle des comportements de consommation durable développée par Dogan
et al. (2015), composée de quatre sous-dimensions : la sensibilité environnementale, la consommation non
nécessaire, le comportement d’épargne et la réutilisabilité. La communication entre pairs a été mesurée au
moyen de I’échelle largement reconnue élaborée par Moschis et Churchill (1978, 1979), tandis que la
communication via les médias sociaux a été évaluée a I’aide de 1’échelle développée par Powers et al. (2012)
et adaptée au contexte turc. L’ensemble des construits a été mesuré au moyen d’échelles de type Likert a cing
modalités.

Afin d’évaluer la validité et la fiabilité du modeéle de mesure, une analyse factorielle confirmatoire
(AFC), la validité convergente, la fiabilit¢ composite ainsi que les coefficients alpha de Cronbach ont été
examinés. Les résultats de 1’analyse factorielle confirmatoire ont montré que le modéle présentait des indices
d’ajustement satisfaisants (%*/ddl =2,973 ; CFI1= 0,908 ; RMSEA = 0,063). Les coefficients alpha de Cronbach
variaient de 0,637 a 0,919, tandis que les coefficients de fiabilité composite se situaient entre 0,652 et 0,920,
confirmant ainsi le niveau satisfaisant de fiabilit¢ des instruments de mesure.

Des analyses de régression linéaire multiple ont été réalisées afin de tester les hypothéses de recherche.
Les résultats montrent que les effets de la communication entre pairs et de la communication via les médias
sociaux sur les comportements de consommation durable différent tant par leur direction que par leur intensité.
La communication via les médias sociaux exerce un effet négatif statistiquement significatif sur la sensibilité
environnementale ( = -0,171 ; p < 0,001). De méme, elle produit des effets négatifs significatifs sur le
comportement d’épargne (B = -0,170 ; p < 0,001) ainsi que sur la réutilisabilité¢ (f = -0,125 ; p < 0,010). En
revanche, elle exerce un effet positif et statistiquement significatif sur le comportement de consommation non
nécessaire (=0,396 ; p <0,001). Ces résultats suggerent que les contenus a dominante consumériste largement
diffusés dans les environnements numériques des médias sociaux sont susceptibles d’affaiblir les
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comportements de consommation durable tout en renforcant la propension des individus a adopter des
comportements d’achat impulsifs et de consommation non nécessaire.

A I’inverse, les résultats relatifs a la communication entre pairs révélent une configuration différente.
La communication entre pairs exerce des effets positifs et statistiquement significatifs sur la sensibilité
environnementale (f = 0,366 ; p < 0,001), le comportement d’épargne (f = 0,333 ; p < 0,001) ainsi que la
réutilisabilité¢ (B = 0,205 ; p < 0,001). Ces résultats indiquent que les informations, les expériences et les
recommandations échangées entre pairs favorisent I’adoption de comportements écologiquement responsables
et encouragent la mise en ceuvre de pratiques de consommation durable. En revanche, la communication entre
pairs n’exerce aucun effet statistiquement significatif sur le comportement de consommation non nécessaire (3
=-0,056 ; p = 0,222). Cette observation montre que, si la communication entre pairs constitue un levier plus
efficace pour promouvoir les comportements durables, la communication via les médias sociaux semble jouer
un role plus déterminant dans la formation des comportements orientés vers la consommation, notamment en
ce qui concerne la consommation non nécessaire.

Cette étude apporte une contribution significative a la littérature en dépassant 1’approche
traditionnellement unidimensionnelle du comportement de consommation durable et en I’examinant a travers
ses différentes sous-dimensions comportementales, mettant ainsi en évidence les effets différenciés des
diverses formes de communication sur chacune d’entre elles. En outre, en comparant simultanément la
communication entre pairs et la communication via les médias sociaux dans un modele de recherche unique,
elle fournit des preuves empiriques concernant I’influence relative de ces deux formes de communication sur
les comportements de consommation durable. Enfin, contrairement a une littérature majoritairement fondée
sur des échantillons occidentaux, cette recherche propose une perspective contextualisée fondée sur des
consommateurs résidant en Tiirkiye, contribuant ainsi & une meilleure compréhension des dimensions
culturelles et contextuelles des comportements de consommation durable.

Les résultats montrent que la communication entre pairs, en tant que forme d’interaction fondée sur
la confiance mutuelle, le partage d’expériences et les mécanismes d’apprentissage social, joue un role de
renforcement dans la promotion des comportements de consommation durable. A I’inverse, la communication
via les médias sociaux, caractérisée par les pressions liées a la visibilité sociale, 1’orientation vers les tendances,
la valorisation de pratiques de consommation idéalisées ainsi que la recherche d’une gratification instantanée,
est susceptible d’affaiblir les comportements de consommation durable tout en accentuant les tendances a la
consommation non nécessaire.

D’un point de vue pratique, les résultats de cette étude présentent des implications importantes tant
pour les décideurs publics que pour les praticiens. Les médias sociaux ne devraient pas étre considérés comme
un instrument intrinséquement efficace pour promouvoir la consommation durable. Au contraire, la conception
des contenus diffusés sur ces plateformes devrait tenir compte des habitudes de consommation des utilisateurs,
du contexte socioculturel ainsi que des dynamiques consuméristes propres aux environnements numériques.
Les campagnes destinées a encourager la consommation durable ne devraient pas se limiter a accroitre la
visibilit¢ des messages, mais devraient privilégier des contenus informatifs, favoriser les changements
comportementaux et contribuer a la construction d’une sensibilisation durable a long terme.

Par ailleurs, la communication entre pairs peut étre mobilisée comme un puissant mécanisme social
favorisant la diffusion des comportements de consommation durable. Les initiatives communautaires, les
programmes de mentorat entre pairs, les activités éducatives ainsi que les dispositifs fondés sur des mécanismes
d’incitation sont susceptibles de faciliter 1’adoption de pratiques durables. Enfin, le pouvoir explicatif
relativement limit¢ du modéle suggere que les comportements de consommation durable sont également
influencés par d’autres facteurs individuels, culturels et contextuels. Les recherches futures pourraient ainsi
tirer profit de 1’adoption d’approches qualitatives, du recours a des échantillons plus diversifiés ainsi que de
mesures plus fines et multidimensionnelles de 1’utilisation des médias sociaux afin d’approfondir la
compréhension de ces dynamiques complexes.

Mots-clés: Marketing ; communication entre pairs ; communication via les médias sociaux ;
consommation durable ; comportement de consommation durable ; comportement du consommateur.
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Resumen Estructurado:

El presente estudio tiene como objetivo examinar los efectos de la comunicacion entre pares y de la
comunicacion en redes sociales sobre los comportamientos de consumo sostenible. La literatura existente
aborda predominantemente los comportamientos de consumo sostenible a través de dimensiones especificas,
tales como la compra de productos ecoldgicos, el consumo verde, el consumo ético o la conciencia ambiental;
sin embargo, la naturaleza multidimensional de estos comportamientos no siempre ha sido suficientemente
diferenciada. Asimismo, una parte considerable de las investigaciones previas se ha desarrollado en muestras
centradas en contextos occidentales, mientras que la evidencia empirica relativa a los procesos de
comunicacion social que configuran los comportamientos de consumo sostenible entre los consumidores de
Tiirkiye sigue siendo limitada.

Ademas, la comunicacion entre pares y la comunicacion en redes sociales suelen analizarse de manera
independiente, y sus efectos relativos sobre las diferentes subdimensiones de los comportamientos de consumo
sostenible rara vez se examinan dentro de un mismo modelo de investigacion. En respuesta a esta laguna, el
presente estudio analiza los efectos de ambas formas de comunicacion sobre la sensibilidad ambiental, el
comportamiento de ahorro, el consumo innecesario y la reutilizacion entre individuos de 18 afios o mas
residentes en Tiirkiye.

De este modo, el estudio conceptualiza el comportamiento de consumo sostenible no como un
constructo unidimensional, sino como un fendmeno multidimensional integrado por distintas subdimensiones
conductuales, con el propdsito de revelar los efectos diferenciales de los distintos tipos de comunicacion sobre
cada una de estas dimensiones.

La investigacion se desarrollé mediante un disefio cuantitativo. La poblacion estuvo constituida por
personas de 18 afios o mas residentes en Tiirkiye. Para la seleccion de la muestra se empled un procedimiento
de muestreo no probabilistico, concretamente el muestreo por conveniencia. Los datos se recopilaron mediante
encuestas administradas tanto en linea como de forma presencial. Inicialmente se obtuvo informacioén de 508
participantes; sin embargo, los cuestionarios con respuestas incompletas o con respuestas idénticas en todos
los items fueron excluidos del analisis. En consecuencia, el conjunto final de datos estuvo conformado por 502
cuestionarios validos.

En el estudio se utilizaron tres instrumentos de medicion diferentes. Los comportamientos de consumo
sostenible se evaluaron mediante la Escala de Comportamiento de Consumo Sostenible desarrollada por
Dogan et al. (2015), integrada por cuatro subdimensiones: sensibilidad ambiental, consumo innecesario,
comportamiento de ahorro y reutilizacion. La comunicacion entre pares fue medida mediante la escala
ampliamente utilizada de Moschis y Churchill (1978, 1979), mientras que la comunicacion en redes sociales
fue evaluada mediante la escala desarrollada por Powers et al. (2012) y posteriormente adaptada al turco. Todos
los constructos fueron medidos utilizando escalas tipo Likert de cinco puntos.

Con el fin de evaluar la validez y la fiabilidad del modelo de medicion, se realizaron anélisis factoriales
confirmatorios (AFC), ademas de examinar la validez convergente, la fiabilidad compuesta y los coeficientes
alfa de Cronbach. Los resultados del AFC mostraron que el modelo presentd indices de ajuste aceptables (y*/df
= 2.973; CFI = 0.908; RMSEA = 0.063). Los coeficientes alfa de Cronbach oscilaron entre 0.637 y 0.919,
mientras que los valores de fiabilidad compuesta variaron entre 0.652 y 0.920, confirmando una adecuada
consistencia interna y fiabilidad de las escalas empleadas.

Para contrastar las hipotesis de investigacion se realizaron analisis de regresion lineal multiple. Los
resultados evidencian que los efectos de la comunicacion entre pares y de la comunicacion en redes sociales
sobre los comportamientos de consumo sostenible difieren tanto en direcciéon como en magnitud. La
comunicacion en redes sociales ejerce un efecto negativo y estadisticamente significativo sobre la sensibilidad
ambiental (B = —0.171, p < 0.001). De igual manera, presenta efectos negativos significativos sobre el
comportamiento de ahorro (f =—0.170, p <0.001) y la reutilizacion (f = —0.125, p <0.010). En contraste, la
comunicacion en redes sociales muestra un efecto positivo y estadisticamente significativo sobre el
comportamiento de consumo innecesario (f = 0.396, p < 0.001). Estos hallazgos sugieren que los contenidos
orientados al consumo predominantes en los entornos digitales pueden debilitar las practicas de consumo
sostenible e incrementar simultaneamente la propension de los individuos hacia el consumo impulsivo e
innecesario.
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Por el contrario, los resultados relativos a la comunicacion entre pares revelan un patrén diferente. La
comunicacion entre pares ejerce efectos positivos y estadisticamente significativos sobre la sensibilidad
ambiental (B = 0.366, p < 0.001), el comportamiento de ahorro (§ = 0.333, p < 0.001) y la reutilizacién (B =
0.205, p < 0.001). Estos resultados indican que la informacidn, las experiencias y las recomendaciones
obtenidas de los pares favorecen la adopcion de comportamientos ambientalmente responsables y de practicas
de consumo sostenible. No obstante, la comunicaciéon entre pares no presenta un efecto estadisticamente
significativo sobre el comportamiento de consumo innecesario (f = —0.056, p = 0.222). Este hallazgo sugiere
que, mientras la comunicacion entre pares resulta mas eficaz para fomentar conductas sostenibles, la
comunicacion en redes sociales desempefia un papel mas determinante en la configuracion de comportamientos
orientados al consumo, como el consumo innecesario.

Este estudio contribuye a la literatura especializada al superar el enfoque predominantemente
unidimensional con el que tradicionalmente se ha abordado el comportamiento de consumo sostenible,
analizandolo a través de sus diferentes subdimensiones y poniendo de manifiesto los efectos diferenciados de
los distintos tipos de comunicacion sobre cada una de ellas. Asimismo, al comparar simultaneamente la
comunicacion entre pares y la comunicacion en redes sociales dentro de un tnico modelo analitico, aporta
evidencia empirica acerca de la influencia relativa de ambas formas de comunicacion sobre los
comportamientos de consumo sostenible. Ademas, a diferencia de la literatura predominantemente centrada en
contextos occidentales, esta investigacion proporciona una perspectiva contextual especifica basada en
consumidores de Tiirkiye, contribuyendo asi a una mejor comprension de las dimensiones culturales y
contextuales del consumo sostenible.

Los resultados indican que la comunicacion entre pares, entendida como una forma de interaccién
basada en la confianza, el intercambio de experiencias y el aprendizaje social, desempefia un papel fortalecedor
en la promocion de comportamientos de consumo sostenible. En contraste, la comunicacion en redes sociales,
caracterizada por las presiones derivadas de la visibilidad, la orientacion hacia las tendencias, la idealizacion
de las practicas de consumo y la gratificacion inmediata, puede debilitar los comportamientos sostenibles al
tiempo que incrementa la tendencia hacia el consumo innecesario.

Desde una perspectiva aplicada, los hallazgos presentan importantes implicaciones para responsables
de politicas publicas y profesionales. Las redes sociales no deben considerarse un instrumento intrinsecamente
eficaz para promover el consumo sostenible. Por el contrario, el disefio de los contenidos difundidos a través
de estas plataformas debe contemplar los habitos de consumo de los usuarios, el contexto cultural y las
dinamicas consumistas propias de los entornos digitales. Las campafas orientadas a fomentar el consumo
sostenible no deberian centrarse exclusivamente en la visibilidad, sino priorizar contenidos informativos,
estrategias de cambio conductual y la generacion de una conciencia sostenible de largo plazo.

Por otra parte, la comunicacion entre pares puede aprovecharse como un mecanismo social de gran
potencial para promover comportamientos de consumo sostenible. Las iniciativas comunitarias, los programas
de mentoria entre iguales, las actividades educativas y los sistemas de incentivos pueden facilitar la adopcion
de practicas sostenibles. Finalmente, el poder explicativo relativamente limitado del modelo sugiere que los
comportamientos de consumo sostenible también estan determinados por factores individuales, culturales y
contextuales adicionales. En consecuencia, futuras investigaciones podrian beneficiarse de la incorporacion de
enfoques cualitativos, muestras mas diversas y medidas mas refinadas del uso de las redes sociales con el fin
de comprender con mayor profundidad estas dinamicas.

Palabras clave: Marketing; comunicacion entre pares; comunicacion en redes sociales; consumo
sostenible; comportamiento de consumo sostenible; comportamiento del consumidor.
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CTpyKTypupOBaHHAsA AHHOTALMSA:

[enb HACTOSINETO UCCIISIOBAHKS 3aKIFOUACTCS B AHAIN3E BIUSHUS KOMMYHHUKAIIUU CO CBEPCTHHUKAMU
(peer communication) ¥ KOMMYHHKAIIMU B COITMANBHBIX ceTsX (social media communication) Ha MOBeICHME
ycToiiunBoro moTpebiicHus. B cymiecTByromeld HaydyHOW JHTEpaType YCTOWYHMBOEC MOTPEOUTEIBCKOE
MOBEJICHUE IMPEUMYIICCTBEHHO PAcCMaTPUBACTCS Yepe3 OTHCNIbHBIC ACICKThI, TaKHE KaK MPUOOpeTeHHE
JKOJIOTMYECKH Oe30macHOW IMPOAYKIWH, «3eN€HOe» NOTpeOleHHe, JTHYECKOe MOTpeOJIeHHe WM
OCBEIOMJIEHHOCTD 00 yCTOWYMBOM pa3BuTHU. OJJHAKO MHOTOMEpHAsl IPUPO/a JaHHOTO (peHOMEeHa TaJIeKo He
BCEr/la MOJydYaeT JOJDKHYIO KOHIENTyanbHyr aundpdepenuuanuio. Kpome TOro, 3HaYWTENbHAas YacTb
MPebIIYIINX UCCIICIOBAHUI BBIMOIHEHA HA BRIOOPKAX 3aIaJHBIX CTPaH, TOrJa KaK IMITUPUUECKHE TaHHBIC O
COIMATbHBIX KOMMYHHUKAIIMOHHBIX TPOoIeccax, GOPMHUPYIOIIUX MOBEICHNUE YCTONYNBOTO MOTPEOICHUS CPEIH
notpedutesneil B Typuun, OCTalOTCS BECbMa OrPaHHYCHHBIMH.

Hapsimy ¢ 3THM KOMMYHHKal{s CO CBEPCTHHKAMH M KOMMYHHKAIUS B COIMANBHBIX CETSX, Kak
MPaBWJIO, W3Y4aloTCsl HM30JIMPOBAaHHO Jpyr OT Jpyra, a HMX CPaBHUTEIBHOE BIMSHHWE Ha pPa3IMIHBIC
cyOM3MepeHHsl yCTOHYNBOTrO OTPEOUTENBECKOTO OBEICHHS KpaltHe PEKO aHAJIM3UPYETCsl B paMKax eInHOMN
UCCIIE0BaTeNbCKOH Mozend. BocnonHss naHHeI mpoOen, HacTosllee HCCIEAOBAHUE HAIPAaBICHO Ha
BBISIBIICHHE BJIMSHUS KOMMYHHKAI[MM CO CBEPCTHHKAaMH M KOMMYHHKAIlMM B COIMAJbHBIX CETSIX Ha
HKOJIOTHYECKYIO 4yBCTBHUTEIBHOCTh, COEperaTtebHOE MOBEACHUE, U30BITOYHOE MOTPEOIeHHe U MOBTOPHOE
HCIIOJIb30BaHHUE CPEIH JIHII B Bo3pacTe 18 seT u crapiue, npoxuBaronux B Typiun.

Takum o00pa3oM, YCTOHUMBOE IOTPEOMTENILCKOE MOBEJACHHE B JaHHOM  HCCJICAOBAHUU
KOHLETITYaIN3UPYeTCsl HEe KaK OJHOMEPHBIH KOHCTPYKT, a KaKk MHOTOMEpHOE SIBIICHHE, COCTOSIIEE H3
HECKOJIBKUX  CAaMOCTOSITENIbHBIX ~ ITIOBEJCHYECKHX  CyOM3MepeHuif, 9YTO  TO3BOJIIET  BBISIBUTH
middepeHInpoBaHHOE BO3ACHCTBHE PA3IMYHBIX (POPM KOMMYHHKAIMN HA KaXKA0€ U3 3TUX U3MEPEHHH.

HccrenoBanre BBIIOTHEHO B paMKaX KOJHYECTBCHHOTO  HCCIEIOBATENBCKOTO  TU3aifHA.
I'eHepanbHYI0 COBOKYITHOCTh COCTABHIIH JIMIIA B Bo3pacTe 18 jer u crapmie, mpoxxuBaromue B Typrwn. Jlis
(hopMupoBaHHs BBIOOPKH HCIIONB30BAJICS HECITydalHBIH MeToJ oTOOpa, a MMEHHO BBIOOpKa MO yHoOCTBY
(convenience sampling). COOp MmaHHBIX OCYHISCTBISUICS IMOCPEACTBOM OHJIAHH-OMPOCOB K OYHOI'O
aHkerupoBaHus. [lepBoHadanbHO ObUIO OxBaueHO 508 peECHOHAEHTOB; OJHAKO AHKETBI, COJEpIKallUe
HETIOJIHbIE OTBETHI JINOO OJMHAKOBBIE OTBETHI HA BCE BOMPOCHI, ObLIM MCKJIIOYEHBI U3 aHalu3a. B pesynbrare
OKOHYATEJIbHAs BEIOOPKA cocTaBuia 502 BaJIuIHbIC aHKETHI.

B uccreoBaHUM HCIIOIB30BAUCH TPH M3MEPUTEIbHBIX WHCTpyMeHTa. JIJIsl OLlEHKH YCTOHYMBOTO
MOTPEOUTENBCKOr0 TOBeAeHHs npuMeHsulach Illkama ycToiYMBOro mNOTPEOUTENHCKOTO MOBEACHHS
(Sustainable Consumption Behavior Scale), paspaborannast Dogan u coasr. (2015), Bkitogaromas 4eTsipe
cyOM3MepeHHs: KOJIOTHYeCKask YyBCTBUTEILHOCTh, N30BITOUHOE NOTpedieHue, coeperaresibHOe MOBEACHHE 1
MOBTOPHOE HCIIOJIb30BaHHE. KOMMyHHMKanusi €O CBEPCTHHKAMM M3MEpsIach C MOMOUIBIO IIMPOKO
npumensemoit mkaiael Moschis u Churchill (1978, 1979), Torna kak KOMMYHHKAIUS B COIMATBHBIX CETSIX
OLICHMBAJIACh IOCPEJCTBOM MIKainbl Powers u coaBt. (2012), aganTupoBaHHOW K TypeLKOMY s3bIKy. Bce
KOHCTPYKTBI H3MEPSIIHCH C HCIIOIB30BAHNEM MIATHOAIUTbHON mKajs Jlafikepra.
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JIs  OIEHKM BaJMAHOCTH W  HAag&KHOCTH M3MEPHTEIBHOH MOAENM OBUIM  IIPOBEACHEI
KoHpupMaTopHbIX pakropHbi ananm3 (Confirmatory Factor Analysis, CFA), a Takke aHam3 KOHBEPTEHTHOM
BaMIHOCTH, cocTaBHOH Han&xHocTH (Composite Reliability) m xo3ddummentor o Kponbaxa. Pesympraret
CFA cBHIETENbCTBYIOT O IpreMiIeMOM KadecTBe noaronku moxenu (y*/df = 2.973; CFI = 0.908; RMSEA =
0.063). 3nauenns xordpounmenta o Kpondbaxa BapeupoBamu ot 0.637 mo 0.919, a mokasarenn coctaBHOU
HapéxaocTn — oOT 0.652 mo 0.920, 9To MOATBEpKIACT YAOBICTBOPUTEIBHBI YPOBEHb BHYTPEHHEH
COTJIACOBAHHOCTH U HaJI&KHOCTH MCIOJIB3YEMBIX HIKAJ.

Jnst TpoBEpKM HCCIENOBAaTENbCKUX THMIOTE3 OBbLI NPUMEHEH MHOXKECTBEHHBIH JIMHEWHBIN
perpeccuoHHbIl aHanu3. [lonydeHHbIe pe3yabTaThl CBUAETENBCTBYIOT O TOM, YTO BIUSHHE KOMMYHHKAIIUU CO
CBEpCTHUKAMHU M KOMMYHHUKAIlMd B COLIMAIBHBIX CETSAX Ha YCTOMYHMBOE MNOTPEOUTEIHCKOE MOBEACHHE
pasnyaercsi Kak Mo HAIpaBJICHHOCTH, TaK U IO CTENEHH BBIPRKEHHOCTH. KOMMYyHHKaIsi B COIMAIbHBIX
CEeTSIX OKa3bIBaeT CTATUCTHUYECKU 3HAYMMOE OTPULATENIbHOE BIUSHHUE HA SKOJIOTUYECKYI0 YyBCTBUTEIBHOCTD
(B = -0.171, p < 0.001). AHamorugHBIM 00pa30M BEIABICHBl CTATHCTHYECKH 3HAYMMBIC OTPHUIIATEIHHBIC
3¢ ¢exTs! B oTHOIEHUN cOeperarensHoro moBeaeHus (f = —0.170, p < 0.001) 1 MOBTOPHOT'O WCHOIB30BAHUS
(B =-0.125, p < 0.010). B T0 7xe BpeMsI KOMMYHHKAIIHsI B COITMATBHBIX CETAX OKA3hIBACT IOJIOKUTEIHHOE U
CTaTUCTHYECKH 3HAYMMOE BIMSAHUE Ha M30bITOgHOE moTpedbnerne (f = 0.396, p < 0.001). D1u pe3ynbraThl
MO3BOJISIIOT  MPENNOJIOKUTh, YTO OpPHUEHTHPOBAHHBIH Ha IOTpPEOJICHWE KOHTEHT, NpeoOiagaronmi B
COIIMANBHBIX CETSAX, CIHOCOOEH OCIa0NATh YCTOMUYMBBIC MOJAENM IOBEACHUS M OJHOBPEMEHHO yCHJIMBATh
CKJIOHHOCTH K UMITYJIbCUBHOMY M H30BITOYHOMY HOTPEOICHHIO.

HampoTuB, pe3ynbTaThl, Kacarollecsi KOMMYHHKALMH CO CBEPCTHUKAMH, JIEMOHCTPUPYIOT HHYIO
3aKOHOMEPHOCTh. KOMMYHUKAIHS CO CBEPCTHUKAMU OKa3bIBAaET MOJI0KUTEIBHOE ¥ CTATUCTUYECKH 3HAUUMOE
BIIMSIHUC HA 3KOJIOTMYECKYIO YyBCTBUTEIBHOCTH (B = 0.366, p <0.001), cOoeperarensroe moseaeuue (= 0.333,
p <0.001) u moBTOpHOE Mcnonb3oBaHue (= 0.205, p <0.001). DTu pe3yabTaThl CBUACTSIBCTBYIOT O TOM, YTO
uH(OpManKsA, ONBIT M PEKOMEHIALMH, IOJydacMble OT CBEPCTHHKOB, CIOCOOCTBYIOT (OPMHPOBAHHIO
9KOJIOTMYECKH OTBETCTBEHHOTO TIOBEJICHUS M BHEJPCHHUIO IPAKTUK YCTOHYMBOTO MOTpedieHust. Bmecte ¢ Tem
CTaTHCTHYECKH 3HAUYMMOTO BIMSHUS KOMMYHHKAIMM CO CBEPCTHMKAaMHM Ha HM30BITOYHOE NOTpeOIeHHe
BbIsIBIIeHO He Opwo (B = —0.056, p = 0.222). D10 yKa3pIBaeT Ha TO, YTO KOMMYHHUKAIUS CO CBEPCTHHKAMU
okasbpiBaeTcsa Oosee 3PQPEeKTUBHON B MPOABMKEHUH YCTOWIMBOTO MOBEACHUS, TOT/a KaK KOMMYHHUKAlUs B
COIIMAJIBHBIX CETSAX UrpaeT 0oJiee CyIeCTBEHHYIO POJb B (JOPMUPOBAHUN OPUEHTHPOBAHHBIX Ha MOTpedIeHNe
Mo/iesiell TOBEICHU S, BKIIF0UYasi N30bITOYHOE MOTPEOIICHHUE.

Hacrosiiiee uccnenoBanne BHOCUT 3HAYUTENbHBIM BKIIAJ B Pa3BUTHE CYLLIECTBYIOIIEH JIUTEPATYPBHIL,
BBIXOJIS 332 PaMKH TPAJUIIMOHHOTO OJHOMEPHOTO IMOAXOAa K M3YYCHHIO YCTOHUMBOTO NMOTPEOHTEITHCKOTO
MOBEJICHNUSA M paccMaTpUBasi €ro uepe3 CUCTEMY OTIENbHBIX MOBEICHYECKUX CyOM3MEepeHuil, 4To MO3BOJISIET
BBISIBUTD A EepeHIUpOBaHHOE BO3JEHCTBME pa3inuyHblX (opM KOMMyHuKauuu. Kpome Toro,
CPaBHUTEIbHBIA aHAIU3 KOMMYHUKALUU CO CBEPCTHUKAMU U KOMMYHUKAIIUU B COLMANIBHBIX CETSIX B paMKax
€IMHON HCCIIeIOBAaTENbCKOM Mojenu  0o0ecrednBaeT HOBBIE OMIIMPUYECKHE JI0KA3aTeNbCTBA  HX
OTHOCHTEJIFHOTO BIMSHHS HA yCTOWYMBOE IOTPEOMTENbCKOE MOBeneHHE. B oriamdme oT OoNbIIMHCTBA
WCCIIE/IOBaHNH, OCHOBAaHHBIX INPEHMYIIECTBEHHO Ha 3alaJHBIX BHIOOpKax, JaHHas paboTa mpearaet
KOHTEKCTHO OOYCIJIOBJIEHHYIO IEPCIEKTHBY, OCHOBAaHHYIO Ha JIAHHBIX TYypEeLKHUX HOTpeOuTEeNel, TeM caMbIM
pacimpsisi IOHUMaHNE KyJIbTYPHBIX U COMOKOHTEKCTYaIbHBIX ACTIEKTOB YCTOHYMBOTO MOTPEOICHUS.

Pe3yJ'H)TaTBI uccJiegoBaHud CBUACTCIIBCTBYIOT O TOM, YTO KOMMYHHUKaIUsA CO CBEPCTHUKAMU,
OCHOBAaHHasA Ha JOBCPUH, OOMEHE OIBITOM U MEXaHH3Max COIMAJIBHOI'O HAYUYCHHA, UTPACT YCUIIUBAIOIIYIO
poiab B (GOPMHPOBAHHU YCTOHYMBOTO MOTPEOMTEIBCKOrO TMOBeACHUs. HampoTuB, KOMMYHHUKAIUS B
COIMMAJIBHBIX CETAX, XapaKTCPUIYIOMIasaCsa CTPEMIICHUEM K HYGHH‘IHOﬁ JAEMOHCTpAaInu, OpHeHTaHHeﬁ Ha
TPECHABI, UIACATU3NUPOBAHHBIMU MOACIIMHU HOTpe6HeHHH u yCTaHOBKOI\/’I Ha MI'HOBCHHOC YJOBJIETBOPCHHUE
MOTpPeOHOCTEH, crmocoOHa OcCHabisITh YCTOWYMBBIE MOJETH IOBEINCHHWS M OIHOBPEMEHHO YCWINBATh
TEHJCHIUIO K U30BITOYHOMY ITOTPEOJICHHUIO.

C mnpakTH4eckOll TOUKHM 3peHHs IOJNyYEHHblE pPE3yIbTaThl HMEIOT BAXKHOE 3HAUYEHUE JUId
pa3paboTYNKOB TOCYIapPCTBEHHOM MOJIMTHKU U MTPAKTUKOB. ColMalibHBIE CETH HE CIIeyeT pacCMaTpUBATh KaK
M3Ha4YabHO A(P(EKTUBHBIM HHCTPYMEHT IPOABWKEHHS YCTOHuUMBOro mnotpebnenus. Hanporus, npu
pa3paboTke KOHTEHTa HEOOXOAMMO YUMTHIBATH MOTPEOUTEIHCKHE NPUBBIYKH IOJIH30BATENIEH, KyJIbTYpPHBIH
KOHTEKCT M TOTPEOUTENLCKYIO crienuduKky nudpobeix miardpopM. Kamnanun, HanpaBieHHbIE Ha pPa3BUTHE
yCTOIUMBOTO OTPEOIICHHS, JODKHBI OBITH OPHEHTHPOBAHBI HE CTOJIBKO Ha TIOBBIIICHHE BUAUMOCTH, CKOJIBKO
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Ha paclIpoCTpaHEHHE JOCTOBEPHOH MH(MOPMALNH, CTHUMYJIHPOBAaHHWE MOBEACHUYCCKHX W3MEHEHHH W
(hopMHpOBaHUE JOITOCPOTHOTO SKOJIOTHUECKOTO CO3HAHMS.

BMmecTte ¢ TeM KOMMYyHHKaIus CO CBEPCTHHKAMH MOJKET HCIIONIB30BaThCcAd Kak 3()(eKTHBHBIN
COIMANBHBIN MEXaHU3M IPOIBIKECHUS YCTOHUMBOTO MOTpebieHns. Peann3anus o0mecTBEeHHbIX HHAIIATHB,
IporpaMM HAaCTaBHUYECTBA, OOpPA30BATENBHBIX MEPONPUATHH M CHCTEM CTHMYJIHPOBAaHHSA CIIOCOOHA
CYIIECTBEHHO OOJIETYNTh BHEIOPCHHWE YCTOHYMBBIX MPAKTHK. HakoHeN, CpaBHUTEIBHO HEBBICOKAS
OOBsCHSIONIAsE CIIOCOOHOCTh  WCCJIENOBATENbCKOW MOJAENM YKa3blBaeT Ha TO, YTO YCTOHYHMBOE
MOTPEOUTETHCKOE MOBEICHHUE OIIPEACIACTCS TAKKE PSIOM JOIOIHHUTENBHBIX HHIUBUAYaJIbHBIX, KyJIBTYPHBIX
U KOHTEKCTyaJIbHBIX (DakTOpoB. B 3Toil cBsi3m Oyxmyiive ucciegoBaHUs MOTYT HOJNy4YUTh Oojee riryOokoe
MOHUMaHHE PacCMaTPHBAEMBIX IPOLIECCOB 3a CUYET UCIOJIb30BAaHMS KaUECTBEHHBIX METOJIOB HCCIIEOBAHMUS,
Oosiee pazHOOOpa3HBIX BHIOOPOK M Oojee JeTATM3MPOBAHHBIX IMOKa3aTeJeld HCIOJIb30BAHHS COLMAIBHBIX
cereil.

KiroueBble ciioBa: MapKETUHT'; KOMMYHHUKaIUs CO CBEPCTHUKAMHU; KOMMYHHUKAIIUA B COIIMAJIBHBIX
CETAX, YCTOI\/'I‘II/IBoe HOTp€6J'I€HI/IC; MOBCACHUC YCTOI\/’I‘II/IBOFO HOTp€6J'I€HI/I$I; IIOBCACHHUEC HOTp€6I/IT€JI€I>'I.

TRfd OR (Structured Abstract):

Y YT BT I YeHH YR (Peer Communication) TUT FITe HfSAT TAR (Social Media
Communication) & Tad SUHNT FAGR (Sustainable Consumption Behavior) UX tlgef CIREICIERRCES LI
HRAT | I TIfe | Tad IUHT HaeR B & FAfaRUI- 3G IS Pt Wile, gRa UM
(Green Consumption), Afde IuT (Ethical Consumption) 3HYdl Hdddl-SITRehdl (Sustainability
Awareness) oI fafRTy AT & ATeqw ¥ AR foma T §; 9UTY, 39 SIa8R &1 agHTaTH Ugphia o
T 0§ JUSH Ud SAUYRUTES U 4 WY 8] foha1 71 8 | 39 sifafved, dadf srema=i &1 e a1
U7 OfA-dhfed Tl R enetid @1 €, Safe qfdhd & SuMiadrsii § gad SUHNT agR &1 SR o
qrelt arTfoTe TaR uisharstt & Teifda srgyaer ared st off Tt €

TP AR, TgHH! TR TUT AR HTSTT TR BT SHUDIRI: JUP-GUS g foar T
8, STaf Tad IUHIT HaeR & fAfiat IU-Smardl IR 37 JeTeTds YHTal &1 Uhidhd Y HIsd & il
IEESLILI Wﬁm%l @Qﬁﬂ-&iﬁ? (Research Gap)aﬁmmng aww@m‘gﬁ?ﬁﬁ
T A arat 18 a¥ a1 I 3HfUH %%m%ﬂaﬁﬁmﬂﬁm (Environmental
Sensitivity), 9dd JdgRR (Saving Behavior), HdRIH I (Unneeded Consumption) Tl Y-: IqgHT
(Reusability) TR T8 H! TaR Td JrIrd HfSaT TR & YT T G601 ST 2 |

Y UPR, T8 30T Jad ITHNT STd8R P T UHA-TATH! (Unidimensional) T & 0 H
g1, afew At FragiRe® Iu-smaml ¥ fAfHd te sgsmamdt (Multidimensional) $[GYRUT & =0 H
YfAUTTEd HRAT & TUT T8 WY HRA BT T Bl § [ [l TR 71e 371 Ude Al & ford TR
- 0 3 guifad e B

gqg A HIATHD 31':1‘{-i‘d'l7‘f 3YHey (Quantitative Research Design) UX BRG] %I 3G P
SFRRET b B T S aTal 18 I Ud I i Sy & Afaaal AR &t g | AT 99 8
Ry THATDHRUT (Non-probability Sampling) Cil ﬁﬁ?ﬂ 3eTid HATDHRUT (Convenience Sampling)
fafd aroTE 51 SfiBS] BT Yha AT dUT UG (Face-to-face) TA&UN o Hiegw ¥ foram |
URMRYE TR H Hd 508 WU T Tgar 74T, quf, 3rguf STRY Siyar it veii & 96 S o ardl
YT 1 fazaer § arer R fear | uRumRasy, sifay fazawur 502 dy weraferal oR smeria &l

ST H i fAfHd A0 SUHRUI ST STANT ol 7T | Fad SUHIT FFER &1 HIUH Dogan 3T
(2015) gR1 fd® AT Sustainable Consumption Behavior Scale & T1H ¥ fovar T, fored IR SU-3mard
gftfera 8 oataruiia Saea=iterd, $HaRgsd SUHNT, S9d TdeR adl TH: SUANT| Jehil JaR &1
HTGA Moschis Td Churchill (1978, 1979) §RT [deRid 0% U ¥ U 1Y W fohdT 4T, Safds QiRrd
TSN TR BT SHT Powers 311G (2012) GRT [IHRId 741 T YT H 3G Ierd AIUS & ATeqd ¥ faan
7| gt SRS &1 Ao Uta-fag o (Likert) ATUHHA GRT fban |
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T WISd &1 AUl Td Ty BT URIe0r a3 & oIt ISR SRS fIRAWT (Confirmatory
Factor Analysis—CFA), ST derar (Convergent Validity), IHY fasitgar (Composite Reliability) Td¥T
Cronbach's Alpha T[UTidh! ST URTeI0T faal 77| CFA & UROTHT & W ganl % aisd A wWierd
GABIH (42/df = 2.973; CFI = 0.908; RMSEA = 0.063) U&RId fT| Cronbach's Alpha & A 0.637 ¥ 0.919
TUT Composite Reliability & T 0.652 ¥ 0.920 & T UIY 7Y, SN Ygdd AU AGD! B Ad¥S-dh
T ud sifafve Tfa &t gfd axa §1

STHYT URGbeg3T & TRIE %ﬂ a—gr-m gferma fa=eiyor (Multiple Linear Regression
Analysis) foram 71 | TR & T8 WY a1 f Tl TaR 9uT S Hifsar TR & 9dd U agR
TR U1 fe=m ud dtgdr—aiHt =Pl 3 i3 § | Wera fifsar TR &1 gafaruiiy Saesiied w gifge
w1 Y Hgaquf AHRIES THTE TR 7T (B = —0.171, p < 0.001) | T UHR, T §2Id IR (B = —0.170,
p < 0.001) TUT TH: JTANT (B = —0.125, p < 0.010) W+ Gl THRIAD THTT T 77| 3 fAURI,
I FSTT TR HT SAIGRIS IUHTT TdeR R HRIAD U4 iRgd 1 9 § Hgwdqul gHTa ur
T (B = 0.396, p < 0.001)| T Fspe T R & T T ifsar ulaw & vafea IuHi-s=1a Ikt
Al %ﬂﬂﬁmﬁaﬂﬁﬁ?aﬁﬂﬁ%ﬁ%ﬂmuﬁ STl Td SFTaRIS IUHNT B Ugrdt Bl
CHEEGIE

% faudia, TgdHl TaR ¥ Tefd ey teh e ufaey U $Rd &1 GehHl TaR &I
TataRufitg HagARMedT (B = 0.366, p < 0.001), Fad HAGR (B = 0.333, p < 0.001) TUT YH: START (B = 0.205,
p < 0.001) T IHRIHD U4 FiRHAP U ¥ Hgwaqul THIT Ura | 3 RO e=ifd § b Febial 4
T STHBRY, 3IHT Td RIS faddl H qafaRuid STRETId 94T Fdd SUHNT HG8RI B UM Bt
Uqfel 1 Geg B & | AU, FgHH! FR BT SIS SUHIT HIER W P HRSTH1g U Hgwayuf
THTE T8l 1T T (B = —0.056, p = 0.222) | T8 F5hY SR ar g & STel YghH! TaR Uad el &
Nenfed &3 & ¥ gurdt 8, 98t Tra Mifsar YaR IuUT-3HE IdgR]-—faRivd: Haxa®
SUUNT—S TSR 4 H ¥ gurasent uefid gian g

g I Idd ST HIER DI THd-HATH ERDHI J M T IUd JUH-UH 3U-
3T & mrerd 3 fazaftd ava gu fagme i & dewyul Seiiue aire ueH ovdl § auT faftm
TR A1eHl & fANSTHS THIAT ! WY BT 7| 59 3ifaRad, TghHl YR Ud iwre Hifsar TR &1
T &1 ST Aled H TS [dRAT0 dRd §U I S 3 aFl GaR Ul o A1uef guTal o Jay
T T SIHaST 16T TR Bl & | 1Y B, U disd T § i, 7 sregoe gfdhd & Sueiiarait
TR 3eTiRd HeH-AfRry Fehy TRqd #R Tdd SUHTT IR & Aihiad Ud WRIRTE (Contextual) STATH!
D T B! JYG AT 8|

3o & FepY g gRia B b faym, Srgya-Teiesur auT AT SRATH (Social Learning)
W YRS TgHHT TIR oId IUUNT TAERI BT Y£g H- & Hgwaqul YfiesT Furar g1 39 fauda,
AT & G (Visibility Pressure), UgRI-SH@dT (Trend Orientation), 3TGRITHd IUUNT AR qYl
GIGAINED ﬂ?ﬂ@ (Instant Gratification) ¥ I HifSar daR Idd AdERI &I AR HId gy
SIIRIH SUHNT B Uil Dl dgl W?ﬂ

IR €D ¥, e & fepy Hifa-Hatarsil aur saauiie agREdiel & fae Agwayuf
fAfgard vega w=a &1 e Wifsan o gad IuHiT & dgrar 37 & o THTaa: HTd Aread et /e
ST aIeY | 39 fausta, Sira Hifgar arsht & fAmfor & Suarmesarstl & SuHT siedt, IiRpiad el
am%ﬁea@zwﬁﬁwﬁwmwﬁﬁmﬁwmm%wwﬁwﬁm
HRA aTel AT BT A& had TRAdT TG o g AMey, Sfed Ta1-ATeTRd IRt TagR aRkad-
TUT rdpITere SRl (A0 BT YTyfiedr < ST anfg |

TR 3R, FeDHI TR D Acdd ITHNT HABR! B Hat g Ueb THIIRITT! JIHIISHD o B T
o IULNT BT S Hobell § | FHGT-SMUTR UG, HehH! ARIGR PrishH, Qe Tfafafeai qur mere-
ST TTRITY Fad HAERI & A STHR0T BT G &1 Ahcll g | 3Hclck:, ATed &I U&THd T
RS &1 T8 Udbd Bl § (b Tad STHN HagR ifaad dfdaiTd, T iad au Herfid HRe!
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T +ft gurfad 81 81 ora: yfaw & S # Tuners srgu faftry, eifde fafay Tt qur awra
Hifear ITAT & e URSHd AT A1e! o1 Fad Hx 3 Siied TaRierdrsl & 3ifed Tg- aagt
I Rid @1 o 9 5|

3T Feg;: fAuur; Yeatl Tar; Tiere Hifgan TaR; Tad ST, Jdd SUHN Fa8R; JuHiad
delR |

Yapilandirilmis Ozet:

Bu ¢aligmanin amaci, akran iletisimi ve sosyal medya iletisiminin siirdiiriilebilir tiiketim davraniglari
iizerindeki etkilerini incelemektir. Stirdiirtilebilir tiikketim davraniglar literatiirde ¢gogunlukla ¢evre dostu iiriin
satin alma, yesil tiiketim, etik tiiketim veya siirdiiriilebilirlik bilinci gibi belirli yonler {izerinden ele alinmakta;
bu davraniglarin ¢ok boyutlu yapisi her zaman yeterince ayristirilmamaktadir. Ayrica mevcut ¢alismalarin
onemli bir boliimiiniin Bat1 merkezli 6rneklemler {izerinden yiiriitiildigli, Tiirkiye’de yasayan tiiketicilerin
stirdiirtilebilir tiiketim davranisglarini sekillendiren sosyal iletisim siireglerine iliskin ampirik bulgularin siirl
kaldig1 goriilmektedir. Bunun yaninda akran iletisimi ve sosyal medya iletisimi ¢ogu c¢alismada ayr1 ayri
incelenmekte, bu iki iletisim bi¢iminin siirdiiriilebilir tiiketim davraniglarinin farkli alt boyutlar: tizerindeki
goreli etkileri ayni aragtirma modeli iginde yeterince karsilastirilmamaktadir. Bu ¢alisma, s6z konusu bosluktan
hareketle akran iletisimi ve sosyal medya iletisiminin ¢evre duyarliligi, tasarruf, ihtiya¢ dist satin alma ve
yeniden kullanilabilirlik tizerindeki etkilerini Tiirkiye’de yasayan 18 yas ve iizeri bireyler 6rnekleminde analiz
etmeyi amaglamaktadir. Boylece ¢alisma, siirdiiriilebilir tiiketim davraniglarini tek boyutlu bir yap1 olarak
degil, farkli davranissal alt boyutlardan olusan ¢ok boyutlu bir yap1 olarak ele almakta ve iletigim tiirlerinin bu
boyutlar iizerindeki farklilagan etkilerini ortaya koymaktadir.

Arastirma nicel arastirma deseninde yiiriitiilmiistiir. Arastirmanin evrenini Tiirkiye’de yasayan 18 yas
ve fizeri bireyler olusturmaktadir. Orneklem se¢iminde tesadiifi olmayan &rnekleme yéntemlerinden kolayda
ornekleme yontemi kullanilmigtir. Veriler, ¢evrim igi ve yiiz yiize anket yontemiyle toplanmistir. Aragtirma
kapsaminda 508 katilimciya ulasilmig; tiim maddelere ayni cevabin verildigi veya eksik birakilan anketler
analiz disinda birakilmistir. Bu islem sonucunda 502 gecerli anket degerlendirmeye alinmustir.

Calismada ti¢ farkli 6lgme aracindan yararlanilmigtir. Stirdiiriilebilir tiiketim davranislari, Dogan vd.
(2015) tarafindan gelistirilen Siirdiiriilebilir Tiiketim Davranisi Olgegi ile dlciilmiistir. Bu dlgek cevre
duyarliligi, ihtiya¢ dis1 satin alma, tasarruf ve yeniden kullanilabilirlik olmak {izere dort alt boyuttan
olusmaktadir. Akran iletisimi diizeyini 6lgmek i¢in; Moschis ve Churchill (1978,1979) tarafindan gelistirilen
ve literatiirde yaygin bir sekilde kullanilan “akran iletisimi 6l¢egi”, sosyal medya iletisimi diizeyini dlgmek
icin ise Powers vd. (2012) tarafindan gelistirilen ve Tiirk¢e uyarlamasi yapilan sosyal medya iletisimi dlgegi
kullanilmistir. Tiim Slgekler, besli likert tipi derecelendirme ile uygulanmaistir.

Olgeklerin gecerlilik ve giivenilirliklerini degerlendirmek amaciyla dogrulayict faktér analizi,
yakinsama gegerliligi, bilesik giivenirlik ve Cronbach alfa katsayilar1 incelenmistir. DFA sonucunda modelin
kabul edilebilir uyum degerlerine sahip oldugu gériilmiistiir. Model uyum degerleri ¥*/sd = 2,973, CFI = 0,908
ve RMSEA = 0,063 olarak hesaplanmistir. Cronbach alfa degerlerinin 0,637 ile 0,919 arasinda, bilesik
giivenirlik degerlerinin ise 0,652 ile 0,920 arasinda degismesi, 6l¢eklerin yeterli diizeyde giivenilir oldugunu
gostermektedir.

Arastirma hipotezlerinin test edilmesinde ¢oklu dogrusal regresyon analizlerinden yararlanilmistir.
Aragtirma bulgulari, akran iletisimi ve sosyal medya iletisiminin siirdiiriilebilir tiikketim davraniglari iizerindeki
etkilerinin yon ve diizey bakimindan farklilastigin1 gostermektedir. Sosyal medya iletisimi ¢evre duyarlilig
iizerinde negatif yonlii ve istatistiksel olarak anlamli bir etkiye sahiptir (3 =-0,171, p < 0,001). Benzer sekilde
sosyal medya iletisiminin tasarruf davranis: (B =-0,170, p < 0,001) ve yeniden kullanilabilirlik ( = -0,125, p
< 0,010) tizerinde de negatif yonlii anlamli etkiler yarattig1 belirlenmistir. Buna karsilik sosyal medya iletisimi
ihtiyag dis1 satin alma davranigini pozitif yonde ve anlaml bigimde etkilemektedir (f = 0,396, p < 0,001). Bu
bulgu, sosyal medya ortamlarinda yer alan tiikketim odakli i¢eriklerin bireylerin siirdiiriilebilir davraniglarin
zayiflatabilecegini, buna karsin plansiz ve ihtiyag dis1 satin alma egilimlerini artirabilecegini gdstermektedir.

Akran iletisimine iliskin bulgular ise farkli bir tablo ortaya koymaktadir. Akran iletisimi ¢evre
duyarliligr (f = 0,366, p < 0,001), tasarruf ( = 0,333, p < 0,001) ve yeniden kullanilabilirlik (B = 0,205, p <
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0,001) lizerinde pozitif yonlii ve istatistiksel olarak anlamli etkilere sahiptir. Buna gore bireylerin akranlarindan
edindikleri bilgi, deneyim ve Oneriler, ¢cevre dostu davraniglart benimsemelerini ve siirdiiriilebilir tiiketim
pratiklerine yonelmelerini destekleyebilmektedir. Ancak akran iletigiminin ihtiya¢ dig1 satin alma davranisi
iizerinde istatistiksel olarak anlamli bir etkisi bulunmamistir (B = -0,056, p = 0,222). Bu sonug, akran
iletisiminin siirdiiriilebilir davraniglari tesvik etmede daha etkili oldugunu, buna karsilik ihtiya¢ disi satin alma
gibi tiiketim odakl1 davraniglarda sosyal medya iletisiminin daha belirleyici bir rol oynadigin1 gdstermektedir.

Bu calisma, siirdiiriilebilir tiiketim davraniglarmi tek boyutlu bir yapi olarak ele alan mevcut
literatiirden farkli olarak, bu davraniglar alt boyutlart {izerinden inceleyerek iletisim tiirlerinin bu boyutlar
tizerindeki farklilagan etkilerini ortaya koymaktadir. Ayrica akran iletisimi ve sosyal medya iletisimini ayni
model igerisinde karsilagtirmali olarak analiz ederek, bu iki iletisim big¢iminin siirdiiriilebilir tiikketim
davranislari izerindeki goreli etkilerine iliskin ampirik kanit sunmaktadir. Bununla birlikte ¢alisma, literatiirde
agirhikli olarak Bati merkezli drneklemler iizerinden yiiriitillen arasgtirmalardan farkli olarak, Tirkiye
baglaminda elde edilen bulgularla siirdiiriilebilir tiikketim davraniglarmin kiiltiirel ve baglamsal boyutlarina
iligkin 6zgiin bir perspektif gelistirmektedir.

Akran iletisimi, giivene dayali, deneyim paylasimini i¢eren ve sosyal 0grenmeyi destekleyen bir
iletisim bi¢imi olarak siirdiiriilebilir tiiketim davranislarim1 giiclendirmektedir. Buna karsilik sosyal medya
iletisimi, goriiniirliik, trend takibi, idealize edilmis tiiketim pratikleri ve anlik tatmin odakl1 i¢erikler nedeniyle
stirdiiriilebilir davraniglar1 zayiflatabilmekte ve ihtiyag disi satin alma davranigini artirabilmektedir.

Elde edilen bulgular, politika yapicilar ve uygulayicilar agisindan 6nemli ¢ikarimlar sunmaktadir.
Sosyal medya, siirdiiriilebilir tiikketimi tesvik etmek igin tek basina yeterli ve dogrudan olumlu bir arag olarak
degerlendirilmemelidir. Sosyal medya icerikleri tasarlanirken kullanicilarin sosyal medya kullanim
aligkanliklari, kiiltirel baglam ve platformlarin tiiketimi tesvik eden dinamikleri dikkate alinmalidir.
Siirdiiriilebilir tilketimi destekleyen kampanyalarin yalnizca goriiniirlik saglamaya degil, bilgilendirici
igerikler sunmaya, davranis degisikligini desteklemeye ve uzun vadeli farkindalik olusturmaya odaklanmasi
gerekmektedir. Ote yandan akran iletisimi, siirdiiriilebilir tikketim davranislarinin yayginlastiriimasinda giiclii
bir sosyal mekanizma olarak kullanilabilir. Topluluk temelli kampanyalar, akran rehberligi uygulamalari,
egitim faaliyetleri ve ddiillendirme sistemleri siirdiiriilebilir davraniglarin benimsenmesini destekleyebilir. Son
olarak, modelin agiklayicilik diizeyinin sinirlt olmasi, siirdiiriilebilir tiikketim davraniglarinin farkli bireysel,
kdiltiirel ve baglamsal degigskenlerden de etkilendigini gostermektedir. Gelecek arastirmalarda nitel yontemler,
farkli 6rneklem gruplart ve sosyal medya kullanim tiirleri dikkate alinarak konuyla ilgili daha kapsamli
calismalar yiiriitiilebilir.

Anahtar Kelimeler: Pazarlama, Akran letisimi, Sosyal Medya Iletisimi, Siirdiiriilebilir Tiiketim,
Stirdiiriilebilir Tiketim Davranigi, Tiiketici Davranisi.
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Introduction

Contemporary consumer behavior is shaped not only by individual preferences and needs
but also, to a significant extent, by the communication networks established within the social
environment. Consumers frequently adopt the behaviors of significant individuals within their social
circles as reference points, potentially emulating their actions or making purchasing decisions under
their influence. Based on the information and observations acquired through these networks,
individuals may utilize purchased products to differentiate themselves from others or, conversely, to
achieve conformity within their respective social groups (Salazar et al., 2013). While peer groups
provide a powerful mechanism of social influence for guiding individual attitudes and behaviors
(Bearden et al., 1989), social media platforms have elevated the impact of peer communication to
new dimensions. Interactions that extend beyond an individual’s immediate physical social
environment expose them to diverse consumption-related norms (Boyd, 2014). Consequently, these
social interactions occurring within digital environments serve as a primary determinant of
individuals' consumption preferences (Kaplan & Haenlein, 2010). Social interactions that take place
within digital environments also exert a significant influence on individuals’ consumption
preferences (Kaplan & Haenlein, 2010).

Sustainable consumption is defined as a form of consumption shaped by awareness of
environmental, economic, and social responsibility, referring to the preference for products and
services that minimize negative environmental impacts (Da Fonseca, 2020, p. 50). Sustainable
products and practices possess distinct attributes that differentiate them from conventional
alternatives. These products generate economic, ecological, and social externalities, creating value
not only for the individual but also for society and the environment at large. Representing a relatively
new domain compared to traditional products, sustainable offerings may lack the same level of
ubiquity and familiarity (Salazar et al., 2013). Consequently, consumers require information to take
action, particularly when considering new or less familiar products. Information and experiences
gained through communication with peers and other individuals regarding sustainable consumption
constitute one of the most critical information sources (Nagarajan et al., 2022). In scenarios where
the benefits resulting from economic or social decisions are uncertain, individuals utilize this
information and shared experiences to update their existing beliefs (Shah & Asghar, 2023, p. 3).
Within this context, interpersonal communication with peers and exposure to content on social media
platforms can exert significant influence on the development of sustainable consumption behaviors.

Nagarajan et al. (2022) note that although peer communication is one of the most extensively
researched topics in consumer behavior literature, its specific effects on sustainable consumption
have not been sufficiently addressed. A review of the existing literature reveals a limited number of
studies investigating the impact of peer communication on environmental behaviors and sustainable
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consumption intentions (Lee, 2010; Li et al., 2025; Nagarajan et al., 2022; Essiz & Mandrik, 2022;
Welbeck & Larbi, 2025). More specifically, studies examining the influence of peer communication
on different dimensions of sustainable consumption behaviors can also be found in the literature.
These dimensions include household waste separation (Ling et al., 2021), the reduction of CO2
emissions (Adaman et al., 2011), water conservation (Brent et al., 2020) and waste sorting behaviors
(Bucciol et al., 2019) (as cited in Lin & Jia, 2023). However, the literature review indicates a lack of
studies directly focusing on the effects of peer communication on the dimensions of reusability,
unneeded consumption, and environmental sensitivity.

The literature review reveals a limited number of studies examining the impact of social
media communication on sustainable consumption behaviors. These studies have investigated the
relationships between social media and green purchasing intentions (Alam et al., 2023), consumers’
pro-environmental behaviors (Salem & Alanadoly, 2021), green consumption (Phan et al., 2023), the
purchasing eco-friendly products (Wallace & Buil, 2023), and sustainability awareness (Petek &
Goniilliioglu, 2025). More specifically, studies examining the effects of social media communication
on the reusability dimension of sustainable consumption have been identified in the literature (Sujata
etal., 2019; Ogadima et al., 2025), whereas no studies have been found that directly address the other
dimensions.

It is noteworthy that the limited number of studies identified in the literature review are
predominantly Western-centric and offer limited insights into consumers in Tiirkiye. Moreover, the
majority of these studies treat sustainable consumption behavior as a unidimensional construct,
failing to adequately examine the diverging effects of different communication modes—such as peer
and social media communication—on its sub-dimensions. This study aims to examine the effects of
peer and social media communication on sustainable consumption behavior through the specific sub-
dimensions of reusability, saving behavior, unneeded consumption, and environmental sensitivity.
By situating this research within the Turkish context —characterized by a relatively young
population and high levels of social media use—this study addresses an important gap in the existing
literature.

This study contributes to the extant literature in four key ways. First, rather than treating
sustainable consumption behavior as a unidimensional construct, it examines them through the sub-
dimensions of environmental sensitivity, saving behavior, unneeded consumption, and reusability,
thereby revealing the differential effects of different communication types on these specific
behaviors. Second, by incorporating peer communication and social media communication within a
single research framework, the study empirically tests the relative effects of these two
communication forms on sustainable consumption. Third, based on a sample of consumers in
Tiirkiye, the study provides country-specific empirical evidence to a field predominantly dominated
by Western-centric research. Fourth, the study offers context-specific insights into how the
sustainable consumption behavior of consumers in Tiirkiye is shaped by peer and social media
interactions. These insights may provide valuable contributions for both researchers and practitioners
in developing policy development and promoting the adoption of sustainable consumption behaviors.

This study first establishes a theoretical framework for the research. It then analyzes the
relationship between sustainable consumption behavior and peer and social media communication
using statistical methods.

Conceptual and Theoretical Framework
Sustainable Consumption Behaviors

Production and consumption-driven activities associated with the consumer society have led
to a range of environmental problems, including the rapid depletion of natural resources, marine
pollution, loss of biodiversity, increasing waste and plastic pollution, and rising carbon dioxide and
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greenhouse gas emissions. These developments have, in turn, contributed to global environmental
crises such as climate change and global warming that affect the entire world (Bayazit & Saygilt
Akkaya, 2024, p. 2723). Under the prevailing economic paradigm, humanity has reached a point at
which establishing a sustainable living environment in the near future appears increasingly unlikely.
This situation has necessitated a shift from an economic understanding dominated by utilitarian and
individualistic perspectives toward an alternative framework that prioritizes social and ecological
values. In this context, the concept of sustainable consumption—imposing greater responsibility on
producers, consumers, and policymakers—has gained prominence.

Although numerous definitions of the concept exist in the literature, the definition proposed
by the United Nations Environment Programme (UNEP) is among the most widely adopted in
academic studies. According to this definition, sustainable consumption is characterized as "the use
of services and related products, which respond to basic needs and bring a better quality of life while
minimizing the use of natural resources and toxic materials as well as the emissions of waste and
pollutants over the life cycle of the service or product so as not to jeopardize the needs of future
generations" (Staniskis, 2012). Furthermore, the OECD (2008) states that sustainable development,
which encompasses sustainable consumption, requires "long-term economic growth that is consistent
with environmental and social needs" (as cited in Johnstone & Hooper, 2016, p. 829). Evaluating the
sustainability of consumption in economic, environmental, and social terms within the context of
sustainable development, Ertmanska (2021) defines sustainable consumption as a mode of
consumption aimed at enhancing the quality of life in the short, medium, and long term by meeting
individuals' basic needs in a manner consistent with ecological and socio-economic standards.
Drawing on various definitions of sustainable consumption proposed by different scholars, Ahamad
and Arrifin (2018, p. 89) identify its core components as improving quality of life, ensuring
environmental protection, achieving resource efficiency, and safeguarding the needs of future
generations.

Although concepts such as green consumption, ethical consumption, conscious consumption,
voluntary simplicity, and the citizen-consumer are frequently used to conceptualize sustainable
consumption behavior, these terms often focus only on specific aspects of sustainable behavior or
emphasize certain potential determinants and motivations underlying such behavior (Balderjahn et
al., 2013). Sustainable consumption behaviors, shaped by conscious consumption choices aimed at
contributing to environmental, social, and economic sustainability, encompass a wide range of
practices. These include the use of second-hand clothing, the preference for local and seasonal
products, the selection of energy-efficient goods, the use of recyclable packaging, resistance to
unnecessary consumption, the consideration of sustainable travel and transportation options, the
purchase of organic and fair-trade products, the adoption of zero-waste practices, and the use of
water-saving devices. Beyond reducing environmental impacts, sustainable consumption behaviors
also contribute to societal well-being and the maintenance of long-term economic balance. Such
behaviors encourage individuals, firms, and societies to develop responsible consumption habits by
taking into account the needs of future generations.

Park and Hwang (2023) note that, although sustainable consumption behaviors vary across
scholars, they are generally classified into five main categories: (1) purchasing eco-friendly products,
(2) purchasing second-hand products, (3) preferring products from companies that adopt
sustainability practices, (4) purchasing organic products, and (5) purchasing fair-trade products. In
the Turkish context, Dogan et al. (2015), in their study aimed at measuring sustainable consumption
behaviors among Turkish consumers, conceptualize these behaviors across four dimensions:
environmental sensitivity, unneeded consumption, saving behavior, and reusability.
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Peer Communication

The term peer is defined in the Turkish Language Association Dictionary as “each of those
who are equal to one another in terms of age, profession, social status, and similar characteristics”
(Turkish Language Association Dictionary, 2025). Peer communication refers to the totality of
reciprocal interactions among individuals who share similar age, level of maturity, background,
values, lifestyle, and social context (Giilay, 2009). These interactions involve the validation and
reinforcement of individuals’ intentions and behaviors through verbal affirmation or nonverbal
imitation (Lueg & Finney, 2007).

Communication, which forms the foundation of social interaction, follows a lifecycle that
spans from birth to death. Interacting and communicating with peers is a fundamental human
behavior aimed at satisfying psychological and sociological needs (Ward, 1974, as cited in Wang et
al., 2012, p. 200). While individuals begin attempting to communicate with their equals by the age
of seven during childhood, the influence of peers intensifies during adolescence and young
adulthood. This influence becomes significantly more pronounced during the university years, a
period when individuals distance themselves from their families and gain greater independence
(Powell & Segrin, 2004, p. 431). The effects emerging from peer communication play a pivotal role
in personal and social development.

Social learning, herd behavior, and social comparison theories constitute distinct theoretical
frameworks that support the premise that peer communication shapes individual attitudes and
behaviors. Social Learning Theory posits that individuals learn through the influence of their social
environments and psychological factors. According to this theory, individuals observe the behaviors
of their peers, evaluate the outcomes of their choices, and make decisions based on these
observations. As a result of a genuine interaction process grounded in experience, information
derived from peers’ experiences plays a significant role in shaping individuals’ beliefs and
preferences (Bandura, 1977; Salazar et al., 2013).

Herd behavior theory explains individuals’ tendency to act not on the basis of their own
information and rational evaluations, but by referring to the prior choices and behaviors of others in
their social environment. This pattern of behavior leads to the emergence of collective "crowd
behaviors," whereby individuals follow the decisions of others instead of acting on their unique
insights. As a consequence of herding behavior, individuals may conform to the preferences of group
members even when these contradict their own private information. This tendency reduces the
probability of independent and original decision-making, leading to the collective perpetuation of
decisions within a group—a phenomenon frequently encountered in economic and social decision-
making processes (Banerjee, 1992).

Social Comparison Theory, which emphasizes individuals’ need for self-evaluation, posits
that when individuals lack objective standards for evaluating their attitudes and behaviors, they
assess themselves by comparing with peers who share similar characteristics and shape their
behaviors accordingly (Mangleburg et al., 2004, p. 104).

Research on interpersonal influence identifies two distinct types of effects arising from peer
communication: normative influence and informational influence. Normative influence compels
individuals who seek to belong to a social group to conform to group norms and adjust their attitudes
and behaviors in line with the expectations of their peers. In contrast, informational influence directs
individuals to acquire knowledge about a product, service, or phenomenon by seeking information
from peers or by observing their behaviors (Wang et al., 2012, p. 201).

Consumers also engage in communication with their peers on consumption-related issues.
Such interactions significantly influence consumers’ attitudes toward products and services (Moschis
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& Churchill, 1979; Mukhopadhyay & Yeung, 2010) as well as brand attitudes (Lueg & Finney, 2007;
Xie & Lee, 2015), and shape their purchasing behavior and purchase intentions (Lueg et al., 2006).

Social Media Communication

Built upon the technological foundations of Web 2.0, social media refers to a group of
internet-based applications that enable the creation and exchange of user-generated content (Kaplan
& Haenlein, 2010). There are six distinct types of social media applications: social networks
(platforms where users interact through content sharing and messaging, e.g., Facebook), professional
networks (business-oriented networks, e.g., LinkedIn), blogs (content-focused platforms where users
share thoughts and experiences, e.g., WordPress, Tumblr) and microblogs (e.g., Twitter and
Threads), visual media sharing applications (platforms for publishing photo and video content, e.g.,
Instagram, TikTok, YouTube), review and rating applications (platforms where users share opinions
on products and services, e.g., Tripadvisor), and forums (platforms for discussions on common
interests and knowledge exchange among users) (Kingsnorth, 2016; Ryan, 2016).

Social media and social networking platforms have emerged as widely accessible
environments that enable individuals to interact with their close social circles, colleagues, and diverse
groups on a variety of topics. Upon creating an account, these platforms allow users to produce and
disseminate content—within predefined formats—that reflects their personal views and reflections.
Users can establish connections with others, create virtual communities, and participate in existing
ones, thereby engaging in the exchange of information and ideas. Such interactions involve the
creation and sharing of content in multiple formats, including text, audio, images, and video. In this
regard, social media accounts are used for a variety of purposes, such as information seeking,
entertainment, following current events, cultivating social relationships, and monitoring brands or
institutions (Kiigiikcivil & Kogyigit, 2023, p. 248).

Originally designed to facilitate communication (Calisir, 2015, p. 119), social media has
become deeply integrated into daily life through smartphones and woven into people's daily routines
(Akcay Bekiroglu & Sahin, 2019), evolving into a primary tool for instant communication and
information access. Consequently, it has begun to challenge the historical dominance of traditional
media in information gathering and interpersonal communication (Vladimirova et al., 2023).
Globally, the most popular social media platforms based on active user numbers include Facebook
(3,070 million), YouTube (2,530 million), Instagram (2,000 million), and TikTok (1,590 million)
(Statista, 2025). With the increasing ubiquity of social media applications, individuals who do not
utilize these platforms have increasingly come to experience feelings of social isolation due to their
perceived inability to participate in modern communication (Calisir, 2015, p. 120).

With the rise of social media, marketing departments have incorporated this dynamic
communication channel into their marketing strategies (Ocel, 2020; Pelenk Ozel & Agca, 2022).
Firms actively use social media to engage with consumers and promote their products. Social media
has transformed not only communication and interaction among individuals but also the nature of
interactions between firms and consumers. Whereas firms previously relied on traditional marketing
tools to disseminate information to large audiences without direct consumer feedback, they have
begun to adopt dialogic forms of communication, thereby gaining the ability to interact with
consumers and reach them globally at relatively low cost (Strahle & Griff, 2016).

Communication activities conducted via social media—such as users’ online comments,
reviews, and information sharing—can influence individuals’ information acquisition and decision-
making processes, thereby shaping their preferences and purchasing behaviors (Dolan et al., 2017,
p- 3). Social media applications have the potential to transform consumption patterns and trigger
broader societal changes, particularly among younger generations who frequently use these platforms
(Vladimirova et al., 2023). On social media, where practices of display and surveillance coexist,
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consumers follow new products and emerging trends, often purchasing items they encounter on these
platforms even when they have no actual need for them (Goker, 2015; Kéroglu & Yildiz, 2021).

The visual and influencer-driven nature of social media can create a ‘“spectacle of
consumption,” particularly among younger users, thereby encouraging unneeded and excessive
consumption (Marwick, 2015). Influencer-curated selfies and the frequent sharing of “outfit of the
day” (#OOTD) posts can stimulate novelty-seeking tendencies and contribute to the formation of
unrealistic body perceptions (Vladimirova et al., 2023). Conversely, existing research indicates that
pro-environmental lifestyles and consumption practices shared on social media can lead users to
reassess their own behaviors and increase their preference for sustainable products (White et al.,
2019).

Research Method
Research Objective and Significance

Individuals’ interactions with their peers play a critical role in shaping norms and value
judgments. Social media platforms have extended the influence of peer communication to new
dimensions, exposing individuals to consumption-related norms through interactions that reach
beyond their immediate physical social environments (Boyd, 2014). These digitally mediated social
interactions also influence individuals’ consumption preferences (Kaplan & Haenlein, 2010).

This study aims to examine the effects of peer communication and social media
communication on sustainable consumption behavior among consumers in Tiirkiye, focusing on the
sub-dimensions of reusability, saving behavior, unneeded consumption, and environmental
sensitivity. Investigating the effects of social media and peer communication on sustainable
consumption behavior is important for gaining a deeper understanding of consumer motivations. The
findings of this study may contribute to the development of more effective marketing strategies and
policy interventions in the context of sustainability by taking into account the roles of peer
communication and social media communication.

Research Hypotheses and Model

This study seeks to answer the following research question: Do participants’ peer
communication and social media communication have an effect on sustainable consumption
behavior? The research question is addressed separately for each of the four dimensions of
sustainable consumption behavior, namely environmental sensitivity, unneeded consumption, saving
behavior, and reusability. The conceptual model of the study is presented in Figure 1.
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PEER COMMUNICATION SUSTAINABLE CONSUMPTION
BEHAVIOR
Environmental Sensitivity
Unneeded Consumption
SOCIAL MEDIA Saving Behavior
COMMUNICATION Reusability

Figure 1. The Model of the Research
Source: Developed by the authors.

The hypotheses to be tested in order to address the research questions are as follows:

H;: There is a significant relationship between peer communication and sustainable
consumption behavior.

Hia: Peer communication has a significant effect on environmental sensitivity.
Hiy: Peer communication has a significant effect on unneeded consumption.
Hj.: Peer communication has a significant effect on saving behavior.

Hi4: Peer communication has a significant effect on reusability.

Hj: There is a significant relationship between social media communication and sustainable
consumption behaviors.

Hza: Social media communication has a significant effect on environmental
sensitivity.

Hby: Social media communication has a significant effect on unneeded consumption.
H.: Social media communication has a significant effect on saving behavior.
Hza: Social media communication has a significant effect on reusability.

Data Collection Instruments

The data required to address the research questions and test the hypotheses were collected
using three different scales through both face-to-face and online survey methods. To measure the
levels of sustainable consumption behavior, the “Sustainable Consumption Behavior Scale”,
originally developed in Turkish by Dogan et al. (2015), was employed. This scale assesses
consumers’ sustainable consumption behaviors across four dimensions—environmental sensitivity,
unneeded consumption, saving behavior, and reusability—through a total of 17 items.

The environmental sensitivity dimension refers to the preference for environmentally
friendly materials when selecting products; the unneeded consumption dimension reflects the
unnecessary replacement of existing products with new ones; the saving behavior dimension captures
the tendency toward the efficient use of products (Ozdemir & Kazanci1 Sunaoglu, 2023, p. 381; Dogan
et al., 2015, p. 664); and the reusability dimension refers to extending the lifespan of products and
engaging in recycling practices. The scale was constructed using a five-point Likert scale (1 =
strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree, 5 = strongly agree).

To measure participants’ levels of peer communication, a widely used scale developed by
Moschis and Churchill (1978, 1979) was employed (Dogan Siidas & Toge, 2015; Wang et al., 2012;
Bumin Doyduk & Okan, 2017; Lueg & Finney, 2007; Balik¢ioglu & Volkan, 2016). The scale was
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constructed using a five-point Likert format, with response categories ranging from 1 (never) to 5
(always).

To measure participants' levels of social media communication, a six-item, unidimensional
scale developed by Powers et al. (2012) and adapted into Turkish by Balik¢ioglu and Volkan (2016)
was utilized. The response categories of the scale were measured on a five-point Likert scale, ranging
from 1 (strongly disagree) to 5 (strongly agree).

The questionnaire also included six items designed to measure participants’ basic socio-
demographic characteristics, such as age, gender, education level, marital status, and income level,
using nominal and ordinal scales.

Population and Sample

The target population of the study consists of individuals aged 18 and above residing in
Tiirkiye. Due to the limited number of studies in the literature examining the effects of peer
communication and social media communication on sustainable consumption behavior in the
Turkish context, individuals living in Tiirkiye were selected as the target population. The study
sample was drawn from individuals aged 18 and older, utilizing convenience sampling, a non-
probability sampling technique.

During the pilot study phase, the questionnaire was administered to 30 individuals aged
18 and above, and no revisions to the survey instrument were deemed necessary based on the results
obtained. In line with the ethical approval numbered 68282350/2025/12 obtained from the Social
and Human Sciences Research and Publication Ethics Committee of Pamukkale University, the
survey was administered to 508 participants through both online and face-to-face methods.
Participants were informed prior to the survey, and participation was based on voluntary consent.
Questionnaires that were incomplete or exhibited identical responses to all items were excluded from
the analysis, resulting in a final sample of 502 valid responses.

The widely used Krejcie and Morgan (1970) table indicates that a sample size of 384 is
considered sufficient for populations exceeding 1,000,000 (Memon et al., 2020, p. 5). Based on this
criterion, the sample size of the present study is considered adequate.

Data Analysis

To test the research hypotheses, the collected data were subjected to various statistical
analyses. Descriptive statistics were employed to determine the demographic characteristics of the
participants and to assess whether the data followed a normal distribution.

Confirmatory Factor Analysis (CFA) was conducted to verify the structural validity of
the scales and ensure their compatibility with the obtained data. In the validity assessments, model
fit indices derived from the CFA and convergent validity measurements were utilized. For reliability
analysis, Cronbach’s alpha (o) and Composite Reliability (CR) values were calculated. To test the
research hypotheses, multiple linear regression analyses were performed. All analyses were
conducted at a 95% confidence level. AMOS-19 software was used to perform the CFA, while all
other analyses were conducted using the SPSS-21 statistical package.
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Findings
Descriptive Statistics

The demographic characteristics of the individuals participating in the study are presented

in Table 1.
Table 1. Demographic Characteristics of Participants

Variables N Y%
Gender Female 233 46.4
Male 269 53.6
18-24 209 41.6
Age 25-34 100 19.9
35-44 122 24.3
45+ 71 15.1

Primary Education 10 2.0
High School 60 12.0
Educational Attainment Vocational Degree 72 14.3
Bachelor’s Degree 330 65.7

Graduate Degree 30 6.0
Employed 281 56.0
Employment Status Unemployed 221 44.0
Married 239 47.6
. Single 253 50.4
Marital Status Widowed /Divorced/ Seperated 8 1.6
Engaged 2 0.4
Less than Minimum Wage 208 414

Minimum Wage 24 4.8

More than 1 to 2 times the Minimum Wage 24 4.8
More than 2 to 3 times the Minimum Wage 52 10.4
Monthly Income Level More than 3 to 4 times the Minimum Wage 131 26.1
More than 4 to 5 times the Minimum Wage 43 8.6

More than 5 to 6 times the Minimum Wage 8 1.6

More than 6 to 7 times the Minimum Wage 2 0.4

More than 7 times the Minimum Wage 10 2.0
Total 502 100

Analysis of the data in Table 1 reveals that 53.6% of the participants are male and 46.4%
are female. In terms of age distribution, 41.6% of the participants fall within the 18—24 age group,
19.9% are between 25-34, and 24.3% are between 35—44. A significant majority of the participants
consist of individuals with a bachelor's degree (65.7%). Regarding marital and social status, 50.4%
of the participants are single, 47.6% are married, 56% are currently employed, and 41.4% have an
income level below the minimum wage.

Table 2. Descriptive Statistical Values of Variables and Dimensions

Variables and Dimensions M SD Skewness Kurtosis
Peer Communication 3.75 0.70625 -0.667 0.821
Social Media Communication 3.43 0.73872 -0.246 0.029
Environmental Sensitivity 3.31 0.80481 -0.248 -0.067
Unneeded Consumption 2.56 0.85096 0.364 -0.311
Saving Behavior 3.78 0.93067 -0.512 -0.248
Reusability 3.51 0.76681 -0.341 0.382

To verify the compliance of the data with a normal distribution, the skewness and kurtosis
values for the variables and dimensions were examined. As presented in Table 2, the skewness and

www.turkishstudies.net/economy



3984 Ali Alper Akgiin

kurtosis values for peer communication, social media communication, and the four sub-dimensions
of sustainable consumption behavior (environmental sensitivity, unneeded consumption, saving
behavior, and reusability) fall within the range of -1 to +1. Based on these values, the data were
assumed to be normally distributed (Hasiloglu, 2022).

The mean scores obtained from the scales in Table 2 are interpreted based on the
following thresholds: mean scores between 1.00—1.80 indicate a highly negative perception, 1.81—
2.60 negative, 2.61-3.40 moderately positive, 3.41-4.20 positive, and 4.20-5.00 highly positive
(Gegez, 2010). Based on the findings of the study, participants’ perception levels regarding peer
communication and social media communication in relation to consumption are observed to be
positive. Similar interpretations can also be made for the saving behavior and reusability dimensions
of sustainable consumption behavior.

CFA, Model Fit Indices, Validity, and Reliability Analyses

Confirmatory Factor Analysis (CFA) is a statistical method employed to test the extent
to which a measurement instrument with an established theoretical foundation and previously
validated structure aligns with the data obtained in a current study (Dragan & TopolSek, 2014). This
analysis demonstrates whether the original structural characteristics of the scale are confirmed within
the new sample.

The CFA results indicate that factor loadings for the sustainable consumption behavior
scale range between 0.742 and 0.844 for the environmental sensitivity dimension, between 0.483 and
0.770 for the unneeded consumption dimension, between 0.779 and 0.909 for the saving behavior
dimension, and between 0.384 and 0.801 for the reusability dimension. The factor loadings of the
peer communication scale range from 0.672 to 0.799, while those of the social media communication
scale range from 0.544 to 0.879. All path coefficients specified in the model were statistically
significant at the p< 0.001 level.

In the process of Confirmatory Factor Analysis (CFA), factor loading threshold values
serve as fundamental reference points for establishing indicator validity and optimizing model fit.
The literature suggests recommended thresholds ranging from 0.40 to 0.70 (Syah et al., 2022).
However, Wiilferth (2013) posits that these rigid cut-off points (e.g., 0.40, 0.50, 0.60, or 0.70)
represent a degree of ambiguity rather than an absolute rule; he argues that the primary guidance for
deciding on indicator exclusion should be the model's aggregate reliability and validity criteria,
specifically Average Variance Extracted (AVE) and Composite Reliability (CR). Consistent with
this approach, Lam (2012) conducted an analytical process in a correlational study where items with
factor loadings even below 0.30 were retained, provided that the measurement model satisfied the
core validity criteria of AVE and CR. Similarly, instances of retaining factor loadings within the 0.32
and 0.33 range can be found in scale adaptation studies within the Turkish context (Kardas et al.,
2014; Kutlu et al., 2016). Accordingly, the item with a factor loading of 0.384 in the 'Reusability’
sub-dimension of the Sustainable Consumption Scale was not excluded from the model. This
decision was based on the acceptable levels of the scale's overall CR and AVE values, the concern
that exclusion might narrow the conceptual domain of the construct, and the aim of maintaining
content validity.

To evaluate whether the proposed model satisfies the minimum validity requirements,
model fit indices were examined. During the estimation of goodness-of-fit values, one modification
was performed (between items 3 and 4 of the social media communication scale). According to the
findings, the key fit indices used to evaluate the model (Hair et al., 2019) were calculated as y*/df =
2.973 (good fit), CFI = 0.908 (good fit), and RMSEA = 0.063 (good fit) (Khairi et al., 2021;
Simanjuntak & Harbani, 2022). These results indicate that the scale demonstrates satisfactory model
fit and supports its construct validity.
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To further analyze the validity of the scales, convergent validity was assessed. In order to
establish convergent validity, the Average Variance Extracted (AVE) value should be 0.50 or higher
(AVE > 0.50) and lower than the composite reliability (CR) value (Shrestha, 2021). However, when
the CR value exceeds 0.60, an AVE value as low as 0.40 may be considered acceptable (Fornell &
Larcker, 1981). The CR and AVE values for the scales and their respective sub-dimensions are
provided in Table 3. Based on the values reported in the table, it can be concluded that the scales

demonstrate adequate convergent validity.

Table 3. CR, AVE, and Cronbach’s o Values of Variables and Dimensions

Variables and Dimensions CR AVE Cronbach’s a
Peer Communication 0.834 0.503 83.1
Social Media Communication 0.849 0.492 85.7
Environmental Sensitivity 0.900 0.644 89.6
Unneeded Consumption 0.817 0.477 81.2
Saving Behavior 0.920 0.743 91.9
Reusability 0.652 0.403 63.7

To assess the internal consistency and reliability of the measurement scales, composite
reliability (CR) and Cronbach’s alpha coefficients were utilized. A CR value between 0.60 and 0.70
indicates a satisfactory level of reliability, whereas values of 0.70 and above are considered to reflect
high reliability (Shrestha, 2021). As shown in Table 3, the CR values of the scales and their sub-
dimensions used in this study range between 0.652 and 0.920, indicating a satisfactory level of
reliability.

Scales with a Cronbach’s alpha coefficient of 0.60 or higher are generally considered
reliable (Karag6z, 2021, p. 31; Ursachi et al., 2015). In this study, the Cronbach’s alpha values of all
scales and their sub-dimensions range from 0.637 to 0.919, all exceeding the threshold value of 0.60.
Consequently, these results indicate that the measurement instruments possess sufficient internal
consistency and reliability for further analysis.

Multiple Linear Regression Analysis

Multiple linear regression analyses were performed to test the research hypotheses and to
examine the predictive effects of peer communication and social media communication on
sustainable consumption behaviors.

Table 4. The Effect of Peer and Social Media Communication on Environmental Sensitivity

Independent Variables B SE /] t p

(Constant) 2.387 0.205 11.638 Hokx
Peer Communication 0.417 0.053 0.366 7911 Hokx
Social Media Communication -0.187 0.050 -0.171 -3.706 Hokx

Dependent Variable: Environmental Sensitivity
F2.490-31.417, R= 0.334 R?>=0.112 Adjusted R?>= 0.108
*** p<0.001

The multiple regression analysis results presented in Table 4 indicate that the model is
statistically significant (F(2, 499) = 31.417, p< 0.001). Cohen (1992) states that R? values of 0.02,
0.13, and 0.26 correspond to small, medium, and large effect sizes, respectively. In this study, the
evaluation of effect sizes is based on the thresholds proposed by Cohen (1992), and the findings are
interpreted accordingly. It should be noted that even the smallest influential factors in motivating
sustainable consumption behaviors are of great importance for improving the quality of life.

The findings reported in Table 4 show that approximately 11.2% of the variance in the
environmental sensitivity dimension of sustainable consumption behavior is explained by peer
communication and social media communication, indicating an effect size approaching a medium
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level. Peer communication (B = 0.366, p < 0.001) is a statistically significant positive predictor of
environmental sensitivity, whereas social media communication (B = —0.171, p < 0.001) is a
statistically significant negative predictor. Accordingly, Hia (peer communication has a significant
effect on environmental sensitivity) and H», (social media communication has a significant effect on
environmental sensitivity) are supported.

Table 5. The Effect of Peer and Social Media Communication on Unneeded Consumption

Independent Variables B SE i t p
(Constant) 1.236 0.213 5.801 akl
Peer Communication -0.067 0.055 -0.056 -1.222 0.222
Social Media Communication 0.456 0.052 0.396 8.706 ik

Dependent Variable: Unneeded Consumption
Fa.400- 41.233, R=0.377 R*= 0.142 Adjusted R’>= 0.138
**x p<0.001

The results of the multiple linear regression analysis presented in Table 5 indicate that the
model is statistically significant (F(2, 499) = 41.233, p< 0.001). The findings show that
approximately 14.2% of the variance in the unneeded consumption dimension of sustainable
consumption behavior is explained by peer communication and social media communication,
indicating a medium effect size for the model.

Social media communication (f = 0.396, p < 0.001) is a statistically significant positive
predictor of unneeded consumption behavior. In contrast, peer communication (f = —0.056, p =
0.222) does not have a statistically significant effect on unneeded consumption behavior.
Accordingly, Hi, (peer communication has a significant effect on unneeded consumption) is rejected,
whereas Hy, (social media communication has a significant effect on unneeded consumption) is
supported.

Table 6. The Effect of Peer and Social Media Communication on Saving Behavior

Independent Variables B SE B t p

(Constant) 2.874 0.240 11.992 Hokk
Peer Communication 0.439 0.062 0.333 7.117 ok
Social Media Communication -0.214 0.059 -0.170 -3.638 ok

Dependent Variable: Saving Behavior
Fa.a99- 25.635, R= 0.305 R?= 0.093 Adjusted R?*= 0.090
% p<0.001

The results of the multiple linear regression analysis presented in Table 6 indicate that the
model is statistically significant (F(2, 499) = 25.635, p< 0.001). The findings reveal that
approximately 9.3% of the variance in saving behavior is explained by peer communication and
social media communication, indicating a small effect size.

Peer communication (f = 0.333, p <0.001) is a statistically significant positive predictor
of saving behavior, whereas social media communication (f = —0.170, p < 0.001) is a statistically
significant negative predictor. Accordingly, Hi. (peer communication has a significant effect on
saving behavior) and Ha. (social media communication has a significant effect on saving behavior)
are both supported.
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Table 7. The Effect of Peer and Social Media Communication on Reusability

Independent Variables B SE /] t p
(Constant) 3.115 0.203 15.306 ok
Peer Communication 0.223 0.052 0.205 4.261 ok
Social Media Communication -0.129 0.050 -0.125 -2.583 0.010

Dependent Variable: Reusability
F2.499-9.497 R= 0.191 R?= 0.037 Adjusted R*= 0.033
*** p<0.001

The results of the multiple linear regression analysis presented in Table 7 indicate that the
model is statistically significant (#(2, 499) = 9.497, p<0.001). The findings reveal that only 3.7% of
the variance in reusability is explained by peer communication and social media communication,
indicating a very small effect size and suggesting that this behavior may be influenced by additional
individual and contextual factors.

Peer communication ( = 0.205, p < 0.001) is a statistically significant positive predictor
of reusability, whereas social media communication (p = —0.125, p = 0.010) whereas social media
communication is found to have a statistically significant negative effect on reusability. Accordingly,
His (peer communication has a significant effect on reusability) and Has (social media
communication has a significant effect on reusability) are supported.

The H; hypothesis tested in this study proposes that there is a significant relationship
between peer communication and sustainable consumption behavior. Findings at the sub-hypothesis
level demonstrate that this relationship is significant across all dimensions (Hia,Hic,Hia) except for
the "unneeded consumption" dimension (Hip).

The H: hypothesis posits that there is a significant relationship between social media
communication and sustainable consumption behavior. Findings at the sub-hypothesis level indicate
that this relationship is significant across all dimensions (H2a,Ha,Hoc,Haq). In this context, it is
concluded that while H; is partially supported, H, is fully supported.

Discussion

This study examines the effects of social media communication and peer communication on
sustainable consumption behavior among individuals aged 18 and above residing in Tiirkiye,
focusing on the sub-dimensions of environmental sensitivity, saving behavior, unneeded
consumption, and reusability. The findings reveal that the effects of these communication types on
sustainable consumption behavior differ in both direction and magnitude, thereby offering important
contributions to the existing literature.

The findings of the study indicate that peer communication has a statistically significant
positive effect on environmental sensitivity behavior. This result demonstrates that peer interactions
exert an enhancing effect on environmentally sensitive behaviors. Within the context of the scale
employed, environmental sensitivity is defined as the preference for eco-friendly products and
materials during the purchasing process (Dogan et al., 2015; Ozdemir & Kazanci, 2023).
Consequently, the information individuals receive from their immediate social circles may facilitate
the diffusion of pro-environmental product choices.

The significant impact of peer communication may be attributed to the more intimate, trust-
based, and personalized nature of interpersonal interactions. It may also stem from the role of peer
communication as a powerful mechanism in shaping norms and values among individuals. The
findings are consistent with the results reported by Nagarajan et al. (2022) and Tsarenko et al. (2013).

The findings of the study indicate that social media communication has a statistically
significant negative effect on environmental sensitivity behavior. This result suggests that social
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media communication may adversely influence environmentally sensitive behavior. Social media
platforms are characterized by rapid information flows and continuous exposure to new content.
Although such platforms include content promoting environmentally friendly and sustainable
products, they are often dominated by content that encourages consumerism (Gezgin & Kirik, 2018).

Moreover, the fast-paced and transient nature of social media content may lead individuals
to encounter stimuli that promote consumption-oriented behaviors rather than environmentally
responsible choices (Sahin & Firat, 2018). The observed finding is consistent with the social
comparison perspective, which explains the influence of social media on individual behavior. In
social media environments, individuals who are constantly exposed to others’ consumption practices
may reinforce short-term, gratification-oriented consumption tendencies rather than engaging in
environmentally sensitive behaviors that require long-term commitment and self-regulation. Prior
research by Salem and Alanadoly (2021) reports a positive effect of social media communication on
pro-environmental behavior, while Wallace and Buil (2023) highlight its positive influence on the
purchase of environmentally friendly products. In contrast, the findings of the present study suggest
that consumers in Tiirkiye may be negatively affected by social media communication.

The findings of the study indicate that social media communication has a statistically
significant positive effect on unneeded consumption behavior. This finding reveals that increased
social media interaction acts as a catalyst for unneeded consumption. Social media is increasingly
recognized as a highly effective tool for businesses to attract customers to their products and services.
Marketing strategies on these platforms are specifically designed to incorporate visual and emotional
content capable of captivating diverse age groups and social classes. Through the use of influencers,
discounts, and various promotional activities, firms capture consumers’ attention, enabling them to
purchase products they favor instantly via social media (Varghese & Agrawal, 2021).

The positive effect of social media communication on unneeded consumption behavior can
be explained by individuals’ intensive exposure to marketing content, visual stimuli, and idealized
consumption practices within social media environments. Such content may weaken individuals’
deliberate evaluation processes and encourage impulsive and unplanned purchasing behaviors.
Varghese and Agrawal (2021) found that consumers influenced by social media tend to spend up to
four times their usual expenditure levels. Similarly, the Circular Voice report published by Stena
Recycling (2024) concludes that social media contributes to unneeded consumption. These findings
are consistent with the results obtained in the present study.

The findings of the study indicate that peer communication does not have a statistically
significant effect on unneeded consumption behavior. This result may suggest that purchasing
behavior may be more strongly influenced by individual preferences or exposure to marketing
stimuli. The findings are consistent with prior research suggesting that peer interactions have a
relatively limited influence on consumption habits compared to social media and tend to exert a
weaker effect in this regard (Boulianne, 2015).

The findings also show that peer communication has a statistically significant positive effect
on saving behavior. The positive influence of peer communication on saving behavior indicates that
individuals are responsive to information and recommendations related to saving behavior obtained
from their social environment and peers. Similar findings have been reported by Martinez-Espifieira
et al. (2014) and Wolske et al. (2020).

In contrast, the findings of the study indicate that social media communication has a
statistically significant negative effect on saving behavior. This result suggests that social media
communication reduces individuals’ tendency to engage in saving practices. While social media
facilitates information sharing, it is primarily a platform for entertaining and attention-grabbing
content. A substantial portion of content shared and interactions on social media platforms tends to
promote instant gratification and consumption-oriented behaviors. Individuals may become more
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inclined toward increased consumption by showing greater interest in advertisements and the
lifestyles of influencers encountered on these platforms (Varghese & Agrawal, 2021).

Content circulating on social media may weaken individuals’ deliberate evaluation processes
and encourage short-term, impulsive behaviors. These factors may help explain why social media
communication hinders long-term, discipline-based behaviors such as saving behavior. Existing
studies highlighting the potential negative effects of social media further support this finding (Kuss
& Griffiths, 2017).

The findings also reveal that peer communication has a statistically significant positive effect
on reusability behavior. This suggests that peer interaction serves to enhance reusability tendencies
among individuals. This impact likely stems from the sharing of successful reusability experiences
within peer groups, which strengthens an individual’s inclination to adopt similar behaviors.
Furthermore, the need for peer-based social approval and social support may serve as an important
motivational driver in sustaining reusability behavior. These results are consistent with the work of
Agustina et al. (2023), who found that peer communication positively affects waste processing
behaviors, and Deng et al. (2021), who concluded that peer influence significantly bolsters recycling
behaviors.

The findings of the study indicate that social media communication has a statistically
significant negative effect on reusability behavior. This result can be interpreted within the
framework of social comparison and herd behavior mechanisms discussed in the theoretical
framework. In social media environments, pressures related to visibility, novelty, and conformity to
trends may lead individuals to prefer acquiring new products rather than evaluating or reusing
existing ones, thereby weakening their tendency toward reusability. The findings are consistent with
those reported by Sujata et al. (2019) and Ogadimma et al. (2025).

Overall, the findings demonstrate that social media communication exerts statistically
significant negative effects on the environmental sensitivity, saving behavior, and reusability
dimensions of sustainable consumption, while having a positive effect on unneeded consumption
behavior. These results suggest that the pressures of visibility, immediacy, and trend conformity
inherent in social media environments may divert individuals from long-term, self-regulated
sustainable behaviors toward more immediate and consumption-oriented actions.

Previous research indicating that social media accelerates purchase intentions (Cayaban et
al., 2023) and promotes impulsive and hedonic consumption (Ciocodeica et al., 2025) supports this
interpretation. Similarly, Akcali and Hacioglu (2022) demonstrate that social media, particularly
among Turkish consumers, directly fosters compulsive online shopping behaviors, reinforcing this
effect through materialism and conspicuous consumption. This dynamic reflects a consumption
pattern that promotes unneeded consumption and undermines saving-oriented behavior.

From the perspective of social comparison and herd behavior mechanisms, exposure to
idealized consumption practices on social media is likely to undermine behaviors such as reusability
and saving behavior. However, the relatively low effect sizes observed in this study indicate that the
influence of social media communication on sustainable consumption behaviors remains limited and
that these behaviors are also strongly shaped by other individual and contextual factors. These
findings partially diverge from studies suggesting that social media communication can positively
influence pro-environmental behaviors (e.g., Awan et al., 2022). This discrepancy is evaluated as
stemming from the specific nature of social media content, the level of user exposure, and the
contextual characteristics of the environment in which the study was conducted.

The findings of the study indicate that peer communication has a statistically significant
positive effect on the environmental sensitivity, saving behavior, and reusability dimensions of
sustainable consumption, while no statistically significant effect is observed on unneeded
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consumption. These results suggest that interactions among peers can facilitate the adoption of
sustainable behaviors more effectively.

Overall, the findings demonstrate that the effects of social media communication and peer
communication on sustainable consumption behaviors are neither unidirectional nor homogeneous.
While social media communication tends to weaken sustainable behaviors, peer communication
appears to play a more supportive role. These results imply that policies and interventions aimed at
promoting sustainable consumption should be designed by taking into account the distinct dynamics
of different communication types.

Conclusion

This study aimed to examine the effects of peer communication and social media
communication on sustainable consumption behavior among individuals aged 18 and above residing
in Tiirkiye and, based on the findings, offers several important insights. The effects of social media
and peer communication on sustainable consumption behaviors were evaluated across the sub-
dimensions of reusability, saving behavior, unneeded consumption, and environmental sensitivity.

The findings reveal that social media communication exerts negative effects on sustainable
consumption behaviors such as environmental sensitivity, saving behavior, and reusability, while
having a statistically significant positive effect on unneeded consumption. In contrast, peer
communication demonstrates a more favorable pattern, with statistically significant positive effects
on environmental sensitivity, saving behavior, and reusability, but no significant effect on unneeded
consumption.

The findings of this study offer critical insights for policymakers and businesses aiming to
promote sustainable consumption. Prior research has shown that well-designed and effective social
media content can contribute to enhancing environmental awareness (Salem & Alanadoly, 2021;
Wallace & Buil, 2023). However, the results of the present study indicate that the effects of social
media communication on sustainable consumption behaviors are not uniformly positive; rather, they
tend to be negative and limited in magnitude.

In this context, the use of social media as a tool to support sustainable consumption behaviors
should be approached in a more cautious and strategic manner. It is important for policymakers and
practitioners to consider users’ social media usage patterns, the cultural context, and the
consumption-driven dynamics of these platforms when designing social media content. Campaigns
aimed at promoting sustainable consumption may yield more effective outcomes when they move
beyond mere visibility and are designed to be informative, support behavioral change, and foster
long-term awareness.

Peer communication constitutes a powerful mechanism for fostering the adoption of
sustainable consumption behaviors. It appears to be particularly effective in promoting positive
behaviors such as environmental sensitivity and reusability. Policymakers and communication
practitioners can leverage this mechanism through various strategies, including community-based
campaigns, educational initiatives, and incentive systems.

For instance, information sharing and peer-to-peer recommendations on environmental
issues can encourage individuals to adopt sustainable practices such as reusability. Programs that
promote environmentally friendly habits, reward peer participation, and bring individuals together to
engage in pro-environmental activities can be organized. These initiatives can provide a platform for
individuals to share their personal experiences with others.

Educational settings, such as schools and wuniversities, may host workshops on
environmentally responsible behaviors, while organizations can incorporate interactive sessions into
corporate training programs to encourage employee engagement with sustainability practices. In such
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settings, individuals can motivate one another by exchanging experiences and best practices related
to pro-environmental behavior.

In addition, local governments and non-governmental organizations may develop “peer
mentoring” programs focused on environmental awareness, enabling environmentally conscious
individuals to guide others in adopting sustainable habits. To strengthen peer communication,
individuals who demonstrate environmentally friendly behaviors can be provided with rewards or
incentives. Local governments may develop programs that encourage sustainable habits by
rewarding individuals who share environmentally responsible practices and recommendations with
their peers.

Assigning environmentally and socially meaningful labels to such rewards (e.g., Green Peer)
may enhance both awareness and motivational impact. These types of reward systems can diffuse
through social networks and peer interactions, thereby encouraging other individuals to adopt similar
behaviors.

Policymakers can also leverage the power of peer communication within social media
environments. Hashtag-based campaigns (e.g., #GreenSharing) can facilitate the dissemination of
environmentally friendly products and practices. Individuals who have successfully adopted
sustainable habits can share their "success stories" on community platforms and social media, serving
as relatable role models who inspire their peers to follow suit.

One of the main limitations of this study is that it was conducted with a relatively limited
sample using a non-probability sampling technique, specifically convenience sampling. This may
restrict the generalizability of the findings to the broader population. Future studies involving groups
with diverse geographical and cultural characteristics, utilizing different sampling methods, would
enable the application of findings to broader audiences and enhance the generalizability of the results.
Furthermore, the use of a survey method as the primary data collection tool may have led to the
omission of certain factors that could influence participants’ behaviors and perceptions.

The regression analyses conducted in this study indicate that peer communication and social
media communication have statistically significant yet small to moderate effects on the sub-
dimensions of sustainable consumption behavior. To improve the quality of human life, it is of
paramount importance to consider even the smallest factors that encourage sustainable consumption.
At the same time, these findings suggest that sustainable consumption behaviors are shaped not only
by the variables examined in this study but also by other individual and contextual factors that fall
outside its scope.

Future research may benefit from employing qualitative approaches to better understand the
underlying mechanisms through which peer communication and social media communication
influence sustainable behaviors.

Additionally, subsequent studies could incorporate more fine-grained variables, such as
different types of social media use (e.g., content type, frequency of interaction, platform preference),
as well as the intensity of peer communication and the influence of different peer groups. Such
approaches may provide a more comprehensive understanding of the role of communication
processes in shaping sustainable consumption behaviors.
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Sosyal Medya ve Akran lIletisiminin Siirdiiriilebilir Tiiketim Davramslar1 Uzerindeki Etkileri

Giris

Giliniimiiz tiiketici davraniglari, yalnizca bireysel tercih ve ihtiyaglardan degil, ayni zamanda
sosyal cevreyle kurulan iletisim aglarindan da derinlemesine etkilenmektedir. Tiiketiciler, sosyal
cevrelerindeki O6nemli Kkisilerin davranislarii referans alarak, onlarin davranislarii taklit
edebilmekte, onlardan etkilenerek satin alma kararlar1 verebilmekte, edinmis olduklar bilgi ve
gozlemler sonucunda satin aldiklari iiriinlerle kendilerini digerlerinden farklilastirabilmekte ya da ait
olduklar1 sosyal gruba uyum gostermeye ¢aligabilmektedirler (Salazar vd., 2013). Akran gruplari,
bireylerin tutum ve davraniglarini yonlendirme konusunda gii¢lii bir sosyal etki mekanizmasi
sunarken (Bearden vd., 1989), sosyal medya platformlari; akran iletisiminin etkisini yeni boyutlara
tasiyarak, bireylerin fiziksel sosyal cevrelerinden daha genis kitlelere yayilan etkilesimler onlar
titketimle ilgili farkli normlara maruz birakmistir (Boyd, 2014). Dijital ortamlarda gergeklesen bu
sosyal etkilesimler de bireylerin tiiketim tercihleri iizerinde etkili olmaktadir (Kaplan & Haenlein,
2010).

Stirdiiriilebilir tiiketim, ¢cevresel, ekonomik ve sosyal sorumluluk bilinciyle sekillenen, ¢evre
izerindeki olumsuz etkileri minimize eden iiriin ve hizmetlere yonelik tercihi ifade eden bir tiiketim
bicimi olarak tanimlanmaktadir (Da Fonseca, 2020, s. 50). Siirdiirtilebilir tirlinler veya uygulamalar,
geleneksel {iriin veya uygulamalardan farkli 6zelliklere sahiptirler. Bu iiriinler, ekonomik, ekolojik
ve sosyolojik digsalliklar saglamakta, sadece birey i¢in degil toplum ya da g¢evre igin de deger
yaratmaktadirlar. Bu {irlinler geleneksel {irlinlere gore yeni bir alani temsil etmekte olup, onlar kadar
yaygin ve tanidik olmayabilmektedirler (Salazar vd., 2013). Tiiketiciler, yeni veya az bilinen tiriinleri
degerlendirirlerken, eyleme gecebilmek igin bilgiye ihtiya¢ duymaktadirlar. Siirdiiriilebilir tiiketim
konusunda akranlar ve diger bireylerle iletisim sonucu elde edilecek bilgi ve deneyimler, en énemli
bilgi kaynaklar arasinda yer almaktadir (Nagarajan vd. 2022). Bireyler, alinacak ekonomik veya
sosyal kararlar karsiliginda elde edilecek faydalarin bilinmedigi durumlarda, mevcut inanglarini
giincellemek i¢in bu bilgi ve deneyimlerden faydalanmaktadirlar (Shah & Asghar, 2023, s.3). Bu
baglamda, siirdiiriilebilir tiikketim davraniglarinin gelisiminde, bireylerin akranlari ile iletigimleri ve
sosyal medya platformlarinda maruz kaldiklari igerikler onemli etkiler yaratabilmektedir.

Nagarajan vd. (2022), akran iletisiminin tiiketimle ilgili ¢aligmalarda en g¢ok arastirilan
konulardan biri olmasina ragmen, siirdiiriilebilir tiikketim {izerindeki etkilerinin yeterince ele
almmadigmi belirtmektedir. Gergeklestirilen literatiir taramasinda akran iletisiminin c¢evresel
davranislara ve siirdiiriilebilir tiiketim niyetine etkileri lizerine az sayida ¢alisma ile karsilasilmistir
(Lee, 2010; Li vd., 2025; Nagarajan vd., 2022; Essiz & Mandrik, 2022; Welbeck & Larbi, 2025). Bu
noktada akran iletigsiminin, siirdiiriilebilir tiiketim davraniglarinin farkli boyutlar {izerine etkilerini
arastiran ¢aligmalara da rastlamak miimkiindiir. Bu boyutlar arasinda evsel atik ayrigtirmasi (Ling
vd., 2021), CO, emisyonlarinin azaltilmasi (Adaman vd., 2011), su tasarrufu (Brent vd., 2020) ve
atik ayristirma davranmislart (Bucciol vd., 2019) bulunmaktadir (Akt. Lin & Jia, 2023). Literatiir
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taramasinda akran iletisiminin yeniden kullanilabilirlik, ihtiya¢ dis1 satin alma ve ¢evre duyarlilig
boyutlar1 {izerindeki etkilerine dogrudan odaklanan ¢aligmalara rastlanmamastir.

Sosyal medya iletisiminin siirdiiriilebilir tiiketim davranislar1 tizerindeki etkilerini ortaya
koyan galigmalarla ilgili literatiir taramasinda da sinirli sayida calisma ile karsilagilmistir. S6z konusu
calismalarda sosyal medya ile yesil satin alma niyeti (Alam vd., 2023), tiiketicilerin ¢evre dostu
davraniglart (Salem & Alanadoly, 2021), yesil tilketim (Phan vd., 2023), ¢evre dostu iiriinlerin satin
almmasi (Wallace & Buil, 2023) ve siirdiiriilebilirlik bilinci (Petek & Goniilliioglu, 2025) arasindaki
iligkiler incelenmistir. Literatiir taramasinda sosyal medya iletisiminin siirdiiriilebilir tiiketim
davraniglarimin yeniden kullanilabilirlik boyutlart {izerindeki etkileri ile ilgili gerceklestirilen
calismalarla karsilasilmis (Sujata vd., 2019, Ogadima vd., 2025), diger boyutlarla ilgili ¢aligmalara
rastlanmamustir.

Literatiir taramas1 sonucunda karsilasilan az sayida calismanin agirlikli olarak bati merkezli
oldugu, Tiirkiye’de yasayan tiiketicilerle ilgili bilgi vermekten uzak kaldig1 dikkat ¢ekmektedir. Bu
calismalarin biiyiik bolimii siirdiiriilebilir tiiketim davranislarini biitiinciil bir yap1 olarak ele almakta;
akran iletisimi ve sosyal medya iletisimi gibi farkli iletisim tiirlerinin davranigin alt boyutlar
iizerindeki ayrigan etkilerini yeterince irdelememektedir. Akran iletisimi ve sosyal medya
iletisiminin siirdiiriilebilir titketim davraniglarina etkisini; Tiirkiye gibi geng niifusun yogun oldugu
ve sosyal medya kullanim diizeyinin yiiksek seyrettigi bir baglamda, siirdiiriilebilir tiiketim
davraniglarinin yeniden kullanilabilirlik, tasarruf, ihtiya¢ disi satin alma ve ¢evre duyarliligi alt
boyutlart iizerinden ortaya koymayi amaglayan bu calisma, literatiirdeki onemli bir boslugu
doldurmaktadir.

Bu ¢alisma, mevcut literatiire dort temel ag¢idan katki sunmaktadir. Birincisi, siirdiiriilebilir
tiikketim davraniglarini tek boyutlu bir yapi olarak ele almak yerine; ¢evre duyarlilig, tasarruf, ihtiyag
dis1 satin alma ve yeniden kullanilabilirlik alt boyutlar1 {izerinden inceleyerek, iletigim tiirlerinin bu
davranislar iizerindeki farklilasan etkilerini ortaya koymaktadir. ikincisi, akran iletisgimi ve sosyal
medya iletisimini ayni arastirma modeli icerisinde birlikte ele alarak, bu iki iletisim bigiminin
stirdiiriilebilir tiiketim davranislari tizerindeki goreli ve karsilastirmali etkilerini ampirik olarak test
etmektedir. Ugiinciisii, Tiirkiye’de yasayan tiiketiciler &rneklemi {izerinden elde edilen bulgularla,
literatiirde agirlikli olarak Bati merkezli ¢alismalarin hakim oldugu bu alana iilke baglamli 6zgiin
kanitlar sunmaktadir. Dordiinciisii; calisma, Tiirkiye’de yasayan tiiketicilerin siirdiiriilebilir tiiketim
davraniglarinin akran iletisimi ve sosyal medya iletisiminden nasil etkilendigine dair i¢ goriiler
sunmaktadir. Bu i¢ goriiler, politika siireglerinin gelistirilmesi ve sirdiiriilebilir tiiketim
davraniglarinin yayginlastirilmasi agisindan arastirmaci ve uygulamacilara katki saglayabilir.

Calisma kapsaminda oncelikle konuyla ilgili kuramsal cerceve olusturulacak ardindan
bireylerin siirdiiriilebilir tilketim davraniglari ile akran iletisimi ve sosyal medya iletisimi diizeyleri
arasindaki iligki istatistiki yontemlerle analiz edilerek, yorumlanacaktir.

Kavramsal ve Teorik Cerceve
Siirdiiriilebilir Tiiketim Davranislar:

Tiketim toplumunun beraberinde getirdigi {iretim ve tiketim temelli faaliyetler, dogal
kaynaklarin hizla tiikenmesine, denizlerin kirlenmesine, biyolojik ¢esitliligin azalmasina, atik ve
plastik kirliligi olusumuna, karbondioksit ve sera gazi salinimlarinin yiikselmesine yol agarak, iklim
degisiklikleri ve kiiresel 1sinma gibi tiim diinyay1 etkileyen ¢evre krizlerinin yasanmasina neden
olmustur (Bayazit & Saygili Akkaya, 2024, s. 2723). insanlik mevcut ekonomik paradigma
dogrultusunda, yakin gelecekte diinyada siirdiiriilebilir bir yasam alani kurmanin miimkiin
olmayacagi bir noktaya gelmistir. Bu durum faydaci ve bireyci bakisin egemen oldugu ekonomik
anlayistan, toplumsal ve ekolojik degerlerin dne ¢iktigi bir ekonomik perspektife gegisi zorunlu hale
getirmistir. Bu baglamda, iireticilere, tiiketicilere ve politika yapicilara daha fazla sorumluluk
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yiikleyen siirdiiriilebilir tiiketim kavrami 6n plana ¢ikmaktadir.

Literatiirde kavrama iliskin ¢ok sayida tanim bulunmakla birlikte, ¢alismalarda en yaygin
bicimde kullanilan tanim Birlesmis Milletler Cevre Programi1 (UNEP) tarafindan yapilan tanimdir.
Bu kavramsallastirma dogrultusunda siirdiiriilebilir tiiketim, “dogal kaynaklarin ve toksik maddelerin
kullanimini, yasam dongiisii genelindeki atik ve kirletici salimimiyla birlikte, gelecek kusaklarin
gereksinimlerini riske atmayacak diizeyde minimize eden; temel ihtiyaglara hitap ederek yasam
kalitesini artiran hizmet ve ilgili tirtinlerin kullanim1” seklinde tanimlanmaktadir (Staniskis, 2012).
OECD (2008), siirdiiriilebilir tiiketimi i¢ine alan siirdiiriilebilir kalkinmanin, “gevresel ve sosyal
ihtiyaclarla uyumlu, uzun vadeli ekonomik biiyiime” gerektirdigini ifade etmektedir (Akt. Johnstone
& Hooper, 2016, s. 829). Siirdiiriilebilir kalkinma baglaminda, tiiketimin siirdiiriilebilirligini
ekonomik, ¢evresel ve sosyal terimlerle degerlendiren Ertmanska (2021), siirdiiriilebilir tiiketimi;
bireylerin temel ihtiyaglarin1 ekolojik ve sosyo-ekonomik standartlarla uyumlu bir sekilde
karsilayarak, kisa, orta ve uzun vadede yasam kalitesini arttirmayi amaglayan bir tiiketim bigim
olarak tanimlamaktadir. Ahamad ve Arrifin (2018, s. 89) farkli arastirmacilarin siirdiiriilebilir
tiikketim tanimlarindan yola ¢ikarak, siirdiiriilebilir tiikketimin temel bilesenlerini; yasam kalitesinin
iyilestirilmesi, ¢cevresel korumanin saglanmasi, kaynak verimliligine ulagilmasi, gelecek nesillerin
ihtiyaclarinin gézetilmesi seklinde agiklamaktadir.

Siirdiiriilebilir tiiketim davranigini tanimlamak igin yesil tiiketim, etik tiketim, bilingli
tiikketim, goniillii sadelik ve vatandas-tiiketici gibi kavramlar kullanilmakla birlikte, bu terimler
genellikle siirdiiriilebilir davranisin yalnizca belirli yonlerine odaklanmakta ya da bu davranigin bazi
olasi belirleyicilerini ve motivasyonlarini vurgulamaktadir (Balderjahn vd., 2013). Cevresel, sosyal
ve ekonomik siirdiiriilebilirlige katki saglamak amaciyla yapilan bilingli tiiketim tercihleriyle
sekillenen siirdiiriilebilir tilketim davranislari; ikinci el kiyafetlerin kullanilmasi, yerel ve mevsimsel
iiriinlerin tercih edilmesi, enerji verimli {irlinlerin secilmesi, geri doniistiiriilebilir ambalajlarin
kullanilmasi, gereksiz tiiketime karsi durulmasi ve siirdiiriilebilir seyahat ve ulasim imkanlarinin
degerlendirilmesi, organik ve diiriist ticaret (fair-trade) {irlinlerin alinmasi, sifir atik yaklasiminin
benimsenmesi, su tasarrufu saglayan cihazlarin kullanilmasi gibi ¢ok sayida uygulamay1
icermektedir. Stirdiiriilebilir tiiketim davraniglari, ¢cevresel etkilerin azaltilmasinin yaninda toplumsal
refahin ve uzun vadeli ekonomik dengenin saglanmasina da hizmet etmektedir. Bu tiir davranislar,
bireylerin, sirketlerin ve toplumlarin gelecek nesillerin ihtiyaclarini géz oniinde bulundurarak
sorumlu tiiketim aligkanliklar1 gelistirmelerini tesvik etmektedir.

Park ve Hwang (2023), ¢ok sayidaki siirdiiriilebilir tilketim davranislarinin (akademisyenler
arasinda farklilik gostermekle birlikte) genellikle; (1) ¢cevre dostu iiriin satin alma, (2) ikinci el {iriin
satin alma, (3) siirdiiriilebilirligi benimseyen sirketlerin {iriinlerini tercih etme, (4) organik {iriin satin
alma (5) diiriist ticaret (fair-trade) drlinleri satin alma olarak bes farkli baglik altinda
siniflandirildigint belirtmektedir. Dogan vd. (2015), Tiirk tiketicilerin siirdiiriilebilir tiikketim
davraniglarini 6lgmeye yonelik ¢alismalarinda, Tiirkiye’de yasayan bireylerin siirdiiriilebilir tiiketim
davraniglarini; ¢cevre duyarliligi, ihtiyag dis1 tiikketim, tasarruf ve yeniden kullanilabilirlik olmak tizere
dort boyutta ele almaktadirlar.

AKkran lletisimi

Akran kelimesi, Tirk Dil Kurumu Soézliigliinde “yas, meslek, toplumsal durum vb.
bakimindan birbirine esit olanlardan her biri” seklinde tanimlanmaktadir (Tiirk Dil Kurumu So6zIigi,
2025). Akran iletisimi, benzer yas, olgunluk diizeyi, gecmis, degerler, yasam tarzi ve sosyal baglami
paylasan bireyler arasinda gerceklesen karsilikli etkilesimlerin bir biitiiniidiir (Giilay, 2009). Bu
etkilesimler, bireylerin niyet ve davramiglarmin, sozli tasdik veya sozsiiz taklit etme yoluyla
onaylanmasi ve tesvik edilmesini igermektedir (Lueg & Finney, 2007).

Sosyal etkilesimin temelini olusturan iletisim, dogumdan 6lime kadar uzanan bir yagsam
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dongiistine sahiptir. Akranlarla kurulan iletisim ve etkilesim, insanin temel davraniglarindan biri
olup, psikolojik ve sosyolojik ihtiyaglari tatmin etme amaci glider (Ward, 1974’ten akt. Wang vd.,
2012, s. 200). Cocukluk déneminde yedi yasina kadar yasitlariyla iletisim kurmaya c¢alisan bireyin
ergenlik ve geng yetiskinlik donemlerinde akran etkisi artmaktadir. Bireylerin ailelerinden uzaklasip,
bagimsizlik kazandiklar tniversite caginda akranlarin etkisi ¢ok daha belirgin hale gelmektedir
(Powell & Segrin, 2004, s.431). Akran iletisiminin ortaya ¢ikardig etkiler, kisisel ve sosyal gelisim
iizerinde 6nemli bir rol oynamaktadir.

Sosyal 6grenme, siirii davranisi ve sosyal karsilastirma teorileri, akran iletisiminin bireyler
tizerinde etkiler yaratarak, onlarin tutum ve davramiglarii sekillendirdigini destekleyen farkli
teorilerdir. Sosyal Ogrenme Teorisi, insanlarm sosyal gevrelerinden ve psikolojik faktorlerden
etkilenerek Ogrendiklerini savunmaktadir. Bu teoriye goére bireyler, akranlarinin davraniglarini
gozlemleyerek, onlarin tercihlerinin sonuglarmi degerlendirmekte ve bu gozlemler dogrultusunda
karar vermektedirler. Deneyimlere dayali gergcek bir etkilesim siireci sonunda akranlarin
deneyimlerinden edinilen bilgiler, bireylerin inanglar1 ve tercihleri {izerinde etkili olmaktadir
(Bandura, 1977; Salazar vd., 2013).

Siirli davranis1 teorisi; bireylerin kendi bilgilerine dayanan rasyonel degerlendirmelerinden
cok, sosyal c¢evresindeki diger bireylerin onceki tercih ve davraniglarini referans alarak, hareket
etmelerini aciklayan bir yaklasimdir. Bu davranis bicimi, kisilerin kendi 6zgiin bilgilerine dayanan
davranisglar yerine, insanlarin birbirlerinin kararlarini takip etmesiyle olusan, kalabalik davraniglarin
ortaya ¢ikmasina yol agmaktadir. Siirii davranisinin sonucu olarak, bireyler kendi bilgilerine ragmen
grup tiiyelerinin tercihini izlemektedir. Bu durum, bireylerin kararlarinin birbirinden bagimsiz ve
0zgin olma olasiligin1 azaltmakta ve grup igindeki kararlarin topluca siirdiiriilmesine neden
olmaktadir. Siirii davranisi; ekonomik veya sosyal karar alma siireglerinde sikga rastlanilan bir
davranis tiiriidiir (Banerjee, 1992).

Insanlarin kendilerini degerlendirme ihtiyacini vurgulayan Sosyal Karsilastirma Teorisi,
bireylerin tutum ve davramiglarimi degerlendirmek igin objektif bir standart bulamadiklarinda,
kendilerini benzer 6zelliklere sahip akranlariyla karsilastirarak degerlendirdiklerini ve davraniglarini
bu dogrultuda sekillendirdiklerini 6ne stirmektedir (Mangleburg vd., 2004, s.104).

Kisilerarasi etki arastirmalari, akran iletisiminin ortaya g¢ikardig: iki farkli etki tiirlinden
(normatif etki ve bilgilendirici etki) bahsetmektedirler. Normatif etki, bir sosyal gruba ait olmay1
isteyen bireyleri, grup normlarina uymaya ve akranlarinin beklentilerine gore tutum ve davraniglarim
degistirmeye zorlamaktadir. Bilgilendirici etki ise bireyleri akranlarindan bilgi arayarak veya
akranlarinin  davraniglarmi  gézlemleyerek bir iiriin/hizmet/olgu hakkinda bilgi edinmeye
yonlendirmektedir (Wang vd., 2012, s. 201).

Tiiketiciler, tiiketime dair konularla ilgili olarak da akranlariyla iletisimde bulunmaktadirlar.
Kurulan bu iletigim, tiikketicilerin liriin ve hizmetlere (Moschis & Churchill, 1979; Mukhopadhyay &
Yeung, 2010) ve markaya yonelik tutumlarmi (Lueg & Finney, 2007; Xie & Lee, 2015) satin alma
davraniglarini ve satin alma niyetlerini (Lueg vd., 2006) biiyiik 6l¢iide etkilemektedir.

Sosyal Medya iletisimi

Web 2.0’1n teknolojik temelleri {izerine kurulu olan sosyal medya, kullanici tarafindan
olusturulan iceriklerin yaratilmasi ve paylasiimasina olanak taniyan internet tabanli uygulamalar
grubudur (Kaplan & Haenlein, 2010). Sosyal medya uygulamalarinin sosyal aglar (kullanicilarin
icerik paylasimi ve mesajlagsma yoluyla etkilesim kurdugu platformlar Facebook vb.), profesyonel
aglar (is diinyasina yonelik aglar; LinkedIn vb.), bloglar (kullanicilarin diisiince ve deneyimlerini
paylastig1 icerik odakli platformlar; WordPress, Tumblr vb.) ve mikro bloglar (Twitter ve Threads),
gorsel medya paylasim uygulamalar1 (fotograf ve video igeriklerinin yayimlandigi platformlar;
Instagram, TikTok, YouTube vb.), inceleme ve derecelendirme uygulamalari (kullanicilarin iiriin ve
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hizmetlere iliskin goriislerini paylastig1 platformlar; Tripadvisor vb.) ve forumlar (ortak ilgi
alanlarina yonelik tartismalarin yapildigi, kullanicilarin bilgi aligverisinde bulundugu platformlar)
olmak iizere alt1 farkls tiirii bulunmaktadir (Kingsnorth, 2016; Ryan, 2016).

Sosyal medya ve sosyal aglar, bireylerin cesitli konularda yakin ¢evreleri, meslektaslar1 ve
farkli gruplarla etkilesim kurmalarini saglayan, her yerden erisilebilen platformlar olarak o6ne
cikmaktadir. Bu platformlar, kullanicilarin bir hesap olusturduktan sonra, belirlenen formatlar
dahilinde kisisel goriis ve diisiincelerini istedikleri sekilde ifade edebilecekleri igerikler iiretmelerine
ve paylagmalarina olanak tanimaktadir. Kullanicilar bu platformlarda diger kullanicilarla baglanti
kurabilmekte, sanal topluluklar olusturup, mevcut topluluklara katilarak, bilgi ve fikir
aligverislerinde bulunabilmektedirler. Bu etkilesimler; metin, ses, gorsel ve video gibi cesitli
formatlarda icerik iiretimini ve paylasimini igermektedir. Bu baglamda, sosyal medya hesaplarinin
bilgi edinme, eglence, giindem takibi, sosyal iligkiler kurma ve marka/kurum takibi gibi gesitli
amaglarla kullamldig1 goriilmektedir (Kiiciikcivil & Kogyigit, 2023, s. 248). Oziinde iletisim
saglamak i¢in tasarlanan sosyal medya (Calisir, 2015, s.119), akilli telefonlar araciligryla giinliik
yasama entegre olmus, kisilerin giindelik ugraglar arasina girerek (Akgay Bekiroglu & Sahin, 2019),
anlik bilgi almak ve iletisim kurmak i¢in kullanilan temel ara¢ haline gelmis, bilgi edinme ve
haberlesmede geleneksel araglarin tahtini sallamaya baglamistir (Vladimirova vd., 2023). Kiiresel
Olcekte aktif kullanici sayilarmma gore en popiiler sosyal medya uygulamalari Facebook (3.070
milyon), Youtube (2.530 milyon) Instagram (2.000 milyon), Tiktok’tur (1.590 milyon) (Statista,
2025). Sosyal medya uygulamalarinin yayginlik kazanmasi ile bu uygulamalara sahip olmayanlar
iletisim kuramadiklari i¢in toplumdan izole edildiklerini hisseder hale gelmislerdir (Calisir, 2015, s.
120).

Sosyal medyanin yiikselisiyle birlikte pazarlama departmanlart bu yeni dinamik iletisim
kanalimi pazarlama planlarma dahil etmislerdir (Ocel, 2020; Pelenk Ozel & Agca, 2022). Isletmeler,
tilketicilerle etkilesim kurmak ve iirlinlerini tanitabilmek igin sosyal medyay1 aktif olarak
kullanmaktadirlar. Sosyal medya bireyler arasindaki iletisim ve etkilesimler kadar, isletmelerin
tiikketicilerle etkilesimlerini de degistirmistir. Geleneksel pazarlama araclar1 ile dogrudan tiiketici
tepkisi olmadan genis kitlelere bilgi sunan isletmeler, tiiketicilerle diyalojik iletisim kurmaya
baslamiglar, onlara diisiik maliyetlerle, kiiresel ¢apta ulasabilme yetenegine kavusmuslardir (Stréhle
& Griff, 2016).

Sosyal medya {iizerinden gergeklestirilen iletisim faaliyetleri (kullanicilarin ¢evrim igi
yorumlari, incelemeler, bilgi paylasimlari vb.) bireylerin bilgi edinme ve karar verme siiregleri
iizerinde etkili olarak onlarin tercihlerini ve satin alma davramislarin1 yonlendirebilmektedir (Dolan
vd., 2017, s.3). Sosyal medya uygulamalari, bu uygulamalar siklikla kullanan geng nesiller arasinda
tilkketim kaliplarin1 doniistiirme ve toplumsal degisimleri tetikleme potansiyeline sahiptir
(Vladimirova vd., 2023). Teshir ve gozetim pratiklerinin bir arada bulundugu sosyal medyada
tiikketiciler; yeni iiriinleri, gelisen ve degisen trendleri takip ederek bu mecralarda karsilastiklari
iiriinleri hic ihtiyaglar1 olmasa bile satin alabilmektedirler (Goker, 2015; Koroglu & Yildiz, 2021).
Sosyal medyanin gorsel ve influencer (etkileyici) odakli yapisi, 6zellikle geng kullanicilar izerinde
“tiketim gosterisi” etkisi yaratarak gereksiz ve asir1 tilketimi tesvik edebilmekte (Marwick, 2015),
etkileyiciler tarafindan diizenlenmis selfie’ler ve siirekli olarak paylasilan yeni “giiniin kombini”
(#OOTD) gonderileri, yenilik arayisimi tesvik etmekte, gergek¢i olmayan beden algilar
olusturabilmektedir (Vladimirova vd., 2023). Buna karsin yapilan arastirmalar sosyal medyada
paylasilan ¢evreci yagsam tarzlar ve tiiketim tercihlerinin, kullanicilarin kendi davraniglarim yeniden
gdzden gecirmesine ve siirdiiriilebilir tirlinleri tercih etmesine yol acabilecegini gdstermektedir
(White vd., 2019).
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Yontem
Arastirmanin Amaci ve Onemi

Bireylerin akranlariyla olan etkilesimleri, normlar ve deger yargilarinin sekillenmesinde
kritik rol oynamaktadir. Sosyal medya platformlari, akran iletisimin etkisini yeni boyutlara tagimis;
bireylerin fiziksel sosyal ¢evrelerinden daha genis kitlelere yayilan etkilesimler onlar tiiketimle ilgili
farkli normlara maruz birakmistir (Boyd, 2014). Dijital ortamlarda gerceklesen bu sosyal etkilesimler
de bireylerin tiiketim tercihleri iizerinde etkili olmaktadir (Kaplan & Haenlein, 2010).

Caligma, akran iletisimi ve sosyal medya iletisiminin siirdiiriilebilir tiilketim davraniglarina
etkisini, siirdiiriilebilir tiiketim davraniglarinin yeniden kullanilabilirlik, tasarruf, ihtiyac¢ dis1 satin
alma ve cevre duyarlilig1 alt boyutlar1 lizerinde, Tiirkiye’de yasayan tiiketiciler agisindan ortaya
koymay1 amaglamaktadir. Sosyal medya ve akran iletisiminin stirdiiriilebilir tiiketim davraniglari
iizerindeki etkilerinin incelenmesi, tiiketici motivasyonlarinin daha iyi anlagilmasi agisindan
onemlidir. Elde edilecek bulgular, siirdiiriilebilirlik baglaminda gelistirilecek pazarlama stratejileri
ve politika uygulamalarinin akran iletisimi ve sosyal medya iletisimi unsurlarini dikkate alarak daha
etkili hale getirilmesine katki sunabilir.

Arastirmanin Hipotezleri ve Modeli

Calismada, “katilimcilarin akran iletisimi ve sosyal medya iletisimlerinin siirdiirtilebilir
tiketim davraniglarina etkisi var midir?“ sorusuna cevap aranmaktadir. Arastirma sorusu
stirdiiriilebilir tiiketim davranisini olusturan dort boyut i¢in (¢evre duyarliligy, ihtiyac disi satin alma,
tasarruf, yeniden kullanilabilirlik) ayr1 ayr1 cevaplandirilacaktir. Arastirmaya ait model Sekil 1.de
gosterilmektedir.

AKRAN iLETiSiMi SURDURULEBILIR TUKETIM DAVRANISLARI
Cevre Duyarlilig
ihtiyac Dis1 Satin Alma
Tasarruf
SOSYAL MEDYA ILETiSIMi Yeniden Kullanilabilirlik

Sekil 1: Arastirmanin Modeli
Kaynak: Yazar tarafindan gelistirildi.
Arastirma sorularinin cevaplanabilmesi i¢in test edilecek hipotezler su sekildedir;

Hi: Akran iletisimi ve siirdiiriilebilir tiiketim davramislar1 arasinda anlamlt bir iligki
bulunmaktadir.

Hia: Akran iletigsiminin, ¢evre duyarliligi iizerinde anlamli bir etkisi bulunmaktadir.

Hiy: Akran iletisiminin, ihtiyag disi satin alma tiizerinde anlamli bir etkisi
bulunmaktadir.

Hi.: Akran iletisiminin, tasarruf {izerinde anlamli bir etkisi bulunmaktadir.

Hia: Akran iletisiminin, yeniden kullanilabilirlik {izerinde anlamli bir etkisi
bulunmaktadir.

Hs: Sosyal medya iletisimi ve siirdiiriilebilir titkketim davraniglar arasinda anlaml bir iligki
bulunmaktadir.

Hza: Sosyal medya iletisiminin, ¢evre duyarliligi iizerinde anlamli bir etkisi
bulunmaktadir.
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Hz,: Sosyal medya iletisiminin, ihtiya¢ disi satin alma iizerinde anlamli bir etkisi
bulunmaktadir.

Hj.: Sosyal medya iletisiminin, tasarruf {izerinde anlamli bir etkisi bulunmaktadir.

Hzq4: Sosyal medya iletisiminin, yeniden kullanilabilirlik tizerinde anlamli bir etkisi
bulunmaktadir.

Veri Toplama Araci

Arastirma sorularini cevaplamak ve hipotezleri test edebilmek icin gerekli olan veriler, ii¢
farkli 6lgek kullanilarak, yiiz yiize ve cevrim ici anket yontemiyle toplanmustir. Siirdiiriilebilir
tiikketim davranisinin diizeylerinin 6lglimlenebilmesi amaciyla, Dogan vd. (2015) tarafindan Tiirkge
olarak gelistirilen “Siirdiiriilebilir Tiiketim Davranis1 Olgegi” kullanilmustir. Bu 6lgek, tiiketicilerin
stirdiiriilebilir tiiketim davranislarini dort farkli boyutta (¢evre duyarliligi, ihtiyag dist satin alma,
tasarruf ve yeniden kullanilabilirlik), 17 madde iizerinden 6lgmektedir. Cevre duyarliligi boyutu,
satin alinacak {irlinlerin se¢iminde ¢evreye zarar vermeyen malzemelerin tercih edilmesini; ihtiyag
dis1 tiiketim boyutu, var olan {iriinlerin gereksiz yere yenileriyle degistirilmesini; tasarruf boyutu,
{iriin kullaniminda tasarruf saglama egilimini (Ozdemir & Kazanci Sunaoglu, 2023, s. 381; Dogan
vd., 2015, s. 664) ve yeniden kullanilabilirlik boyutu ise mevcut {riinlerin kullanim siirelerinin
uzatilmasi ve geri doniisiim faaliyetlerinden yararlanilmasini ifade etmektedir. Olgek, besli Likert
Olcegi (1=Kesinlikle Katilmiyorum, 2= Katilmiyorum, 3= Ne Katiliyorum Ne Katilmiyorum, 4=
Katiliyorum, 5= Kesinlikle Katiliyorum) kullanilarak olusturulmustur.

Katilimcilarin akran iletisimi diizeylerini 6l¢iimleyebilmek i¢in Moschis ve Churchill (1978,
1979) tarafindan olusturulan, literatiirde yaygin bir sekilde kullanilan (Dogan Siidas & Toge, 2015;
Wang vd., 2012, Bumin Doyduk & Okan, 2017, Lueg & Finney, 2007; Balik¢ioglu & Volkan, 2016),
5°1i likert dlgeginde hazirlanan dlgekten yararlamilmustir. Olgege ait tepki kategorileri; “1=Higbir
zaman, 2=Ara sira, 3=Bazen, 4=Cogunlukla, 5=Her zaman" seklindedir.

Katilimcilarin sosyal medya iletisimi diizeylerini 6l¢imleyebilmek icin, Powers vd. (2012)
tarafindan gelistirilen, Tiirk¢e uyarlamasi Balik¢ioglu ve Volkan (2016) tarafindan gergeklestirilen
tek boyuttan ve alti maddeden olusan &lgekten yararlanilmustir. Olgegin tepki kategorileri 5°1i Likert
derecelemesine tabi tutulmus olup; kategoriler, “1=Kesinlikle Katilmiyorum, 2=Katilmiyorum,
3=Ne Katiliyorum Ne Katilmiyorum, 4=Katiliyorum, 5=Kesinlikle Katiliyorum" seklindedir.

Anket formunda ayrica katilimcilarin yas, cinsiyet, egitim diizeyi, medeni durum ve gelir
diizeyi gibi temel sosyo-demografik degiskenlerini 6l¢gmeye yonelik nominal ve ordinal dlgeklerde
hazirlanmig 6 adet soru bulunmaktadir.

Evren ve Orneklem

Caligmanin evrenini, Tiirkiye'de yasayan 18 yas ve flizeri bireyler olusturmaktadir.
Tiirkiye'de yasayan bireylerin akran iletisimi ve sosyal medya iletisiminin siirdiiriilebilir tiiketim
davraniglart {izerindeki etkilerine iliskin literatiirde yeterli sayida calismanin bulunmamasi
nedeniyle, bu kapsamda Tiirkiye’de yasayan bireyler hedef alinmigtir. Caligmanin 6rneklemi 18 yag
ve lizeri bireylerden segilmistir. Orneklem segiminde, tesadiifi olmayan &rneklem yontemlerinden
"kolayda 6rneklem" yontemi tercih edilmistir. Pilot ¢alisma asamasinda anket, 18 yas tstii 30 kisiye
uygulanmisg, elde edilen veriler dogrultusunda anket formunda herhangi bir diizenlemeye gerek
duyulmamustir. Pamukkale Universitesi Sosyal ve Beseri Bilimler Arastirma ve Yayn Etigi
Kurulu’ndan almmis olan 68282350/2025/12 say1 numarali etik onayr dogrultusunda anket, 508
katilimciya g¢evrim i¢i ve yiiz yiize uygulanmistir. Katilimeilara anket oncesinde bilgilendirme
yapilmis ve katilim goniilliiliik esasina dayandirilmistir. Tiim anketlere ayni cevabin verildigi ya da
yarim birakilan anketlerin bulundugu formlar, analiz dis1 birakilmis ve sonugta 502 anket
degerlendirmeye almmustir. Orneklem biiyiikliigiiniin hesaplanmasinda yaygin olarak kullanilan

Turkish Studies — Economics, Finance, Politics 21(3)



The Effects of Social Media and Peer Communication on Sustainable Consumption ... 3999

Krejcie & Morgan (1970) tablosu, 1.000.000'dan fazla bireyin bulundugu bir evrende 384 kisilik bir
orneklem biiyiikliigiiniin yeterli kabul edildigini belirtmektedir (Memon vd., 2020, s. 5). Bu bilgiden
hareketle, yeterli 6rneklem biiyiikliigiine ulasildig: diisiiniilmektedir.

Verilerin Analizi

Arastirmada yer alan hipotezleri test edebilmek amaciyla veriler farkli istatistiki analizlere
tabi tutulmustur. Katilimeilarin demografik 6zelliklerini belirleyip, verilerin normal dagilima uygun
olup olmadigini incelemek icin betimsel istatistikler uygulanmistir.

Olgeklerin elde edilen verilerle uyumlu olup olmadigim test edebilmek icin dogrulayict
faktor analizi (DFA) gerceklestirilmistir. Olgeklere ait gecerlilik analizlerinde DFA sonucu elde
edilen uyum indeksi degerleri ve yakinsama gegerliligi 6l¢ctimlerinden, giivenilirlik analizlerinde ise
Cronbach a, CR (bilesik giivenilirlik) degerlerinden yararlanilmistir. Arastirmada kullanilan
hipotezleri test edebilmek igin yordamsal analizlerden g¢oklu dogrusal regresyon analizleri
kullanilmistir. Analizlerin tamami %95 giiven araliginda gerceklestirilmistir. DFA analizlerini
gerceklestirebilmek icin  AMOS-19, diger tiim analizler i¢in SPSS-21 paket programlar
kullanilmagtr.

Bulgular
Tanimsal istatistikler
Arastirmaya katilan bireylerin demografik 6zellikleri Tablo 1.’de gosterilmektedir.

Tablo 1. Katilimcilarin Demografik Ozellikleri

Degiskenler N %
Cinsiyet Kadin 233 46,4
Erkek 269 53,6
18-24 209 41,6
Yas 25-34 100 19,9
35-44 122 24,3

45+ 71 15,1

[Ikogretim 10 2,0
Lise 60 12,0
Egitim Durumu On Lisans 72 14,3
Lisans 330 65,7

Lisansiistii 30 6,0
Calisiyor 281 56,0
(aligma Durumu Cahsm}llyor 221 | 440
Evli 239 47,6
. Bekar 253 50,4
Medeni Durum Ayrilikla Sonlanmis Evlilik 8 1,6
Niganl 2 0,4
Asgari Ucretten Az 208 41,4

Asgari Ucret 24 4,8

Asgari Ucretin iizerinde 2 katina kadar 24 4,8
Asgari Ucretin 2 katindan fazla 3 katina kadar 52 104

Gelir Diizeyi Asgari Ucretin 3 katindan fazla 4 katina kadar 131 26,1
Asgari Ucretin 4 katindan fazla 5 katina kadar 43 8,6

Asgari Ucretin 5 katindan fazla 6 katina kadar 8 1,6

Asgari Ucretin 6 katindan fazla 7 katina kadar 2 0,4

Asgari Ucretin 7 katindan fazla 10 2,0

Toplam 502 100
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Tablo 1.’de yer alan veriler incelendiginde arastirmaya katilan bireylerin %53,6’s1n1n erkek,
%46,4’tiniin kadin oldugu goriilmektedir. Katilimcilarin %41,6’s1 18-24 yas, %19,9u 25-34 yas,
%24,3’1i ise 35-44 yas araligindadir. Katilimeilarin biiyiik bir ¢cogunlugu lisans dgrencisi (%65,7)
bireylerden meydana gelmektedir. Katilim saglayan bireylerin %50,4’i bekar, %47,6’s1 evli olup,
%356’s1 bir iste caligmakta, %41,4’1i asgari licretin altinda gelir diizeyine sahiptir.

Tablo 2. Olgeklere ve Alt Boyutlara Ait Tanimsal Istatistik Degerleri

Olgekler ve Alt Boyutlar M SD Carpikhik Basiklik
Akran Iletisimi 3,75 0,70625 -0,667 0,821
Sosyal Medya Iletisimi 343 0,73872 -0,246 0,029
Cevre Duyarliligi 331 0,80481 -0,248 -0,067
Ihtiya¢ Dis1 Satin Alma 2,56 0,85096 0,364 -0,311
Tasarruf 3,78 0,93067 -0,512 -0,248
Yeniden Kullanilabilirlik 3,51 0,76681 -0,341 0,382

Verilerin normal dagilima uyumunu kontrol edebilmek icin her bir 6lgegin alt boyutlarina ait
basiklik ve carpiklik degerleri incelenmistir. Tablo 2.’de yer alan akran iletisimi, sosyal medya
iletisimi ve siirdiiriilebilir tiiketim davranislart 6l¢eginde yer alan ¢evre duyarliligi, ihtiyag dist satin
alma, tasarruf, yeniden kullanilabilirlik alt boyutlarinin ¢arpiklik ve basiklik degerleri -1 ile + 1
arasinda yer almaktadir. Bu degerler dogrultusunda verilerin normal dagilim gosterdigi kabul
edilmistir (Hasiloglu, 2022).

Tablo 2. de yer alan ve Olgeklerden elde edilen ortalama puanlar, 1,00-1,80 arasinda ise
tiikketicilerin alg1 diizeylerinin ¢ok olumsuz, 1,81-2,60 arasinda ise olumsuz, 2,61-3,40 arasinda ise
orta diizeyde olumlu, 3,41-4,20 arasinda ise olumlu, 4,20-5,00 arasinda ise ¢ok olumlu oldugunu
gostermektedir (Gegez, 2010). Calismadan elde edilen bulgular dogrultusunda katilimcilarin
tilketime yonelik akran iletisimi ve sosyal medya iletisimi algi diizeylerinin olumlu oldugu
gorlilmektedir. Siirdiiriilebilir tiiketim davranisinin tasarruf ve yeniden kullanilabilirlik boyutlari igin
de benzer seyler sdylenebilmektedir.

DFA, Model Uyum Degerleri, Gegerlilik ve Giivenilirlik Analizleri

DFA, teorik altyapist bulunan ve daha once gecerliligi sinanmig olan bir 6l¢me aracinin,
mevcut aragtirmada elde edilen verilerle, ne derecede uyum sagladigini test etmek amaciyla
kullanilan bir analiz yontemidir (Dragan & Topolsek, 2014). Bu analiz, 6l¢egin orijinal yapisal
ozelliklerinin yeni 6rneklemde dogrulanip, dogrulanmadigini géstermektedir.

DFA sonucunda siirdiiriilebilir titketim davranisi dlgeginin ¢evre duyarliligr alt boyutunda
faktor yiiklerinin 0,742 ile 0,844, ihtiyag¢ dist satin alma alt boyutunda 0,483 ile 0,770, tasarruf alt
boyutunda 0,779 ile 0,909, yeniden kullanilabilirlik alt boyutunda 0,384 ile 0,801 arasinda degisen
degerler almaktadir. Akran iletisimi 6l¢eginin faktor yiikleri; 0,672 ile 0,799, sosyal medya iletigimi
Olceginin faktor yiikleri ise 0,544 ile 0,879 arasinda degisen degerler almaktadir. Modelde gosterilen
tiim yol katsayilar1 p< 0,001 diizeyinde istatistiksel olarak anlamlidir.

Dogrulayici Faktér Analizi (DFA) siirecinde faktor yiikii esik degerleri, gosterge
gecerliligini kanitlamak ve model uyumunu optimize etmek igin kullanilan temel referans
noktalaridir. Literatiirde 6nerilen esik degerlerin 0,40 ile 0,70 arasinda degistigi goriilmektedir (Syah
vd. 2022). Wiilferth (2013), faktor yiiklerini elemek i¢in kullanilan bu keskin sinirlarin 0.40, 0,50,
0,60, 0,70 vb.) kesin bir kuraldan ziyade bir belirsizlik gostergesi oldugunu ifade etmis ve gdsterge
elenmesine karar verirken asil rehberin modelin toplam giivenirlik ve gegerlilik kriterleri (AVE ve
CR) olmasi gerektigini savunmustur. Bu yaklasima paralel olarak Lam (2012), iliskisel bir
arastirmada 6l¢iim modelinin temel gecerlilik kriterlerini (AVE ve CR) karsilamasi kaydiyla, 0,30’un
altinda faktor yiikiine sahip maddeleri dahi modelde tutan bir analiz siireci yiiritmistiir. Benzer

sekilde, Tiirkiye baglamindaki 6lgek uyarlama calismalarinda da 0,32 ve 0,33 bandindaki faktor
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yiiklerinin muhafaza edildigi uygulamalar mevcuttur (Kardas vd., 2014; Kutlu vd., 2016). Bu
dogrultuda; 'Siirdiiriilebilir Tiiketim Olgegi'nin 'Yeniden Kullamilabilirlik' alt boyutunda yer alan ve
0,384 faktor yiikiine sahip olan madde; 6lgegin toplam CR ve AVE degerlerinin kabul edilebilir
sinirlar i¢inde olmasi, elemenin yapinin kavramsal alanini daraltabilecegi endisesi ve icerik
gecerliliginin korunmasi amaciyla analiz dig1 birakilmamugtir.

Aragtirmada kurulan modelin asgari gecerlilik kosullarim1 saglayip saglamadigini
degerlendirebilmek amaciyla modele iliskin uyum indeksleri analiz edilmistir. Uyum iyiligi
degerlerini elde ederken bir adet modifikasyon gerceklestirilmistir (sosyal medya iletisim olgegine
ait 3 ve 4.maddeler arasinda). Elde edilen bulgulara gore modeli degerlendirmek igin gerekli olan
uyum indekslerinden (Hair vd., 2019); y*/sd = 2,973 (iyi uyum), CFI = 0,908 (iyi uyum) ve RMSEA
= 0,063 (iyi uyum) olarak hesaplanmistir (Khairi vd., 2021; Simanjuntak & Harbani, 2022). Elde
edilen bulgular, dl¢egin uyum gegerliligini dogrulamaktadir.

Olgegin gecerliligini analiz edebilmek igin yakinsama gecerliliginden de yararlamilmistir
Yakinsama gegerliginin saglanabilmesi i¢in Ortalama Ac¢iklanan Varyans (OAV) degerinin; 0,5 veya
daha yiiksek olmasi (OAV>0,5) ve ayni1 zamanda CR degerinden daha diisiilk olmas1 gerekmektedir
(Shrestha, 2021). Ancak, CR degerinin 0,6'nin iizerinde olmasi halinde, OAV degerinin 0,4'e kadar
diismesi kabul edilebilir bir durum olarak goriilmektedir (Fornell & Larcker, 1981). Olgeklere ve
Olceklerin alt boyutlarina ait CR, OAV degerleri Tablo 3.’te verilmistir. Tabloda yer alan degerler
dogrultusunda Slceklerin i¢ yakinsama gecerliligine sahip olduklari sdylenebilmektedir.

Tablo 3. Olgekler ve Alt Boyutlara Ait CR, OAV ve Cronbach o Degerleri

Olgekler ve Alt Boyutlar CR (014 Cronbach a
Akran lletisimi Olcegi 0,834 0,503 83,1
Sosyal Medya Iletisimi Olgegi 0,849 0,492 85,7
Cevreye Duyarlilik 0,900 0,644 89,6
Thtiya¢ Dis1 Satin Alma 0,817 0,477 81,2
Tasarruf 0,920 0,743 91,9
Yeniden Kullanilabilirlik 0,652 0,403 63,7

Olgeklerin i¢ tutarlilik ve giivenilirlik diizeylerini tespit edebilmek amaciyla bilesik
giivenirlik (CR) ve Cronbach Alpha degerlerinden yararlanilmigtir. CR degerinin 0,6 ile 0,7 arasinda
olmasi1 kabul edilebilir bir giivenilirlik diizeyine isaret ederken, 0,7 ve iizeri degerler yiiksek
giivenilirlik gostergesi olarak kabul edilmektedir (Shrestha, 2021). Calisma iginde kullanilan
6lceklerin ve alt boyutlarinin CR degerlerinin, kabul edilebilir giivenilirlik diizeyinde olduklar1 tablo
3.’te goriilmektedir (0,652-0,910 arasinda).

0,6 ve lizerinde Cronbach Alfa katsayisina sahip olan 6lgekler giivenilir 6lgek olarak kabul
edilmektedirler (Karagoz, 2021, s. 31; Ursachi vd., 2015). Bu ¢aligmada kullanilan tiim 6l¢eklerin ve
alt boyutlarinin Cronbach Alfa degerleri, 0,637 ile 0,919 arasinda degismektedir ve tamami 0,6 esik
degerinin iizerindedir. Sonug olarak, elde edilen Cronbach Alfa degerleri, ¢alismada kullanilan
Olceklerin yeterli diizeyde i¢ tutarlilik ve gilivenilirlige sahip oldugunu gostermektedir.

Coklu Dogrusal Regresyon Analizleri

Arastirma hipotezlerini test edebilmek ve akran iletisimi ve sosyal medya iletisiminin
stirdiiriilebilir tiiketim davraniglari iizerindeki yordayici etkilerini 6lgmek icin ¢oklu dogrusal
regresyon analizleri gergeklestirilmistir.
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Tablo 4. Akran Iletisimi ve Sosyal Medya lletisiminin Cevre Duyarlilig1 Uzerine Etkisi

Bagimsiz Degiskenler B SE /] t p
(Sabit) 2,387 0,205 11,638 HEE
Akran Tletisimi 0,417 0,053 0,366 7911 ok
Sosyal Medya Iletisimi -0,187 0,050 -0,171 -3,706 ok
Bagimh Degisken: Cevre Duyarliligi

Fa.499- 31,417, R= 0,334 R?>=0,112 Diizeltilmis R?>= 0,108

4% < 0,001

Tablo 4.’te yer alan ¢oklu regresyon analizi sonuglari, modelin istatistiksel olarak anlaml
oldugunu gostermektedir (F(2, 499) = 31,417, p<0,001). Cohen (1992), 0,02/ 0,13/ 0,26 arasindaki
R? degerlerinin sirasiyla diisiik, orta ve yiiksek etki biiyiikliiklerini ifade ettigini belirtmektedir.
Calisma icinde etki biiyiikliiklerinin degerlendirilmesinde Cohen (1992) tarafindan dnerilen esikler
esas alinmis ve bulgular bu gercevede yorumlanmistir. Siirdiiriilebilir tiiketim davraniglarinin
giidiilenmesi noktasinda en kiiciik etkileyici faktoriin dahi yagam kalitesinin iyilestirilmesi a¢isindan
oldukga biiyiik 6neme sahip oldugu unutulmamalidir. Tablo 4.’te yer alan bulgular, siirdiiriilebilir
tilketim davranisi alt boyutlarindan ¢evre duyarliligina iliskin varyansin yaklasik %11,2’sinin akran
iletisimi ve sosyal medya iletisimi tarafindan agiklandigini, modelin agiklayicilik diizeyinin orta
diizeye yakin bir etki biiylikliigiine isaret ettigini géstermektedir. Akran iletisimi (f=0,366, p< 0,001)
cevre duyarliligi davranisi iizerinde istatistiksel olarak pozitif yonde, sosyal medya iletigimi (B=-
0,171, p<0,001) ise istatistiksel olarak negatif yonde anlamli bir yordayici olarak goriilmektedir. Bu
dogrultuda Hi, (akran iletisiminin, ¢gevre duyarliligi {izerinde anlaml bir etkisi bulunmaktadir) ve Ha,
(sosyal medya iletisiminin, ¢evre duyarliligi iizerinde anlamli bir etkisi bulunmaktadir) hipotezleri
kabul edilmistir.

Tablo 5. Akran Iletisimi ve Sosyal Medya Iletisiminin Thtiya¢c Dis1 Satin Alma Uzerine Etkisi

Bagimsiz Degiskenler B SE /] t D
(Sabit) 1,236 0,213 5,801 okl
Akran [letisimi -0,067 0,055 -0,056 -1,222 0,222
Sosyal Medya Iletisimi 0,456 0,052 0,396 8,706 HAK
Bagimh Degisken: ihtiya¢ Disi Satin Alma

Faa99- 41,233, R= 0,377 R?= 0,142 Diizeltilmis R?>= 0,138

4% < 0,001

Tablo 5.’te yer verilen ¢oklu regresyon analizi sonuglari, modelin istatistiksel olarak anlamli
olduguna isaret etmektedir (F(2, 499) = 41,233, p<0,001). Ortaya ¢ikan sonug, siirdiiriilebilir tiiketim
davranisi alt boyutlarindan ihtiyag¢ dist satin alma davraniglarindaki varyansin, yaklasik %14,2’sinin
akran iletisimi ve sosyal medya iletisimi tarafindan agiklandigini ve bu durumun model igin orta
diizeyde bir etki biiyiikliigline isaret ettigini gdstermektedir. Sosyal medya iletisimi ($=0,396, p<,
001), ihtiyag dis1 satin alma davranisi {izerinde istatistiksel olarak pozitif yonde anlamli bir yordayici
olarak goriilmektedir. Akran iletisiminin (=-0,056, p= 0,222) ihtiya¢ disi satin alma davranisi
iizerinde anlamli bir etki gostermedigi goriilmektedir. Bu dogrultuda Hip (akran iletisiminin, ihtiyag
dis1 satin alma iizerinde anlaml bir etkisi bulunmaktadir) hipotezi reddedilmis, Ha, (sosyal medya
iletisiminin, ihtiya¢ dis1 satin alma {izerinde anlamli bir etkisi bulunmaktadir) hipotezi kabul
edilmistir.
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Tablo 6. Akran Iletisimi ve Sosyal Medya lletisiminin Tasarruf Uzerine Etkisi

Bagimsiz Degiskenler B SE /] t p
(Sabit) 2,874 0,240 11,992 ok
Akran Tletisimi 0,439 0,062 0,333 7,117 ok
Sosyal Medya Iletisimi -0,214 0,059 -0,170 -3,638 ok
Bagimh Degisken: Tasarruf
Fa.a99- 25,635, R= 0,305 R?= 0,093 Diizeltilmis R?>= 0,090

4% p< 0,001

Tablo 6.’da yer alan ¢oklu regresyon analizi sonuglari, modelin istatistiksel olarak anlaml
oldugunu gostermektedir (£(2, 499) = 25,635, p< 0,001). Elde edilen bulgular, tasarrufa iliskin
varyansin yaklasik %9,3’{inlin akran iletisimi ve sosyal medya iletisimi tarafindan agiklandigin;
modelin agiklayicilik diizeyinin diisiik bir etki biiyiikliigiine sahip oldugunu gostermektedir. Akran
iletisimi ($=0,333, p< 0,001) tasarruf davranis1 lizerinde istatistiksel olarak pozitif yonde, sosyal
medya iletisimi (f=-0,170, p< 0,001) ise negatif yonde anlamli bir yordayici olarak goriilmektedir.
Bu dogrultuda Hi. (akran iletisiminin, tasarruf davranigi tizerinde anlamli bir etkisi bulunmaktadir)
ve Ha. (sosyal medya iletisiminin, tasarruf davranist {izerinde anlamli bir etkisi bulunmaktadir)
hipotezleri kabul edilmistir.

Tablo 7. Akran Iletisimi ve Sosyal Medya Iletisiminin Yeniden Kullanilabilirlik Uzerine Etkisi

Bagimsiz Degiskenler B SE /] t D
(Sabit) 3,115 0,203 15,306 HAE
Akran {letisimi 0,223 0,052 0,205 4,261 HAE
Sosyal Medya Iletisimi -0,129 0,050 -0,125 -2,583 0,010
Bagimh Degisken: Yeniden Kullanilabilirlik

Fa.499- 9,497 R= 0,191 R?= 0,037 Diizeltilmis R?>= 0,033

4% p< 0,001

Tablo 7.’de yer alan ¢oklu regresyon analizi sonuglari, modelin istatistiksel olarak anlaml
oldugunu gostermektedir (F(2, 499) = 9,497, p< 0,001). Bulgular, yeniden kullanilabilirlik
davranisina iligkin varyansin yalnizca %3,7’sinin akran iletisimi ve sosyal medya iletigimi tarafindan
aciklandigini; bu durumun modelin agiklayicilik diizeyinin oldukga diisiik oldugunu ve s6z konusu
davranisin farkli bireysel ve baglamsal faktorlerden etkilenebilecegini gostermektedir.

Akran iletisimi (f=,205, p< 0,001) yeniden kullanilabilirlik {izerinde istatistiksel olarak
pozitif yonde anlamli bir yordayici olarak goriilmektedir. Sosyal medya iletisiminin yeniden
kullanilabilirlik {izerinde istatistiki agidan negatif yonde anlamli bir etkisi bulunmaktadir (B=-0,125,
p=0,010). Bu dogrultuda Hq4 (akran iletisiminin, yeniden kullanilabilirlik iizerinde anlaml1 bir etkisi
bulunmaktadir) ve Hzq (sosyal medya iletisiminin, yeniden kullanilabilirlik izerinde anlamli bir etkisi
bulunmaktadir) hipotezleri kabul edilmistir.

Arastirmada test edilen H; hipotezi; akran iletisimi ile silirdiiriilebilir tiiketim davraniglart
arasinda anlamli bir iligki bulundugunu 6ne siirmektedir. Alt hipotezler diizeyinde elde edilen
bulgular, bu iligkinin “ihtiya¢ dist satin alma boyutu” hari¢ (Hip), diger tiim boyutlar iizerinde etkili
oldugunu gostermektedir (Hia, Hic, Hig). Arastirmada test edilen H» hipotezi; sosyal medya iletigimi
ile siirdiiriilebilir tilketim davraniglari arasinda anlamli bir iliski bulundugunu 6ne siirmektedir. Alt
hipotezler diizeyinde elde edilen bulgular, bu iliskinin tiim boyutlar iizerinde etkili oldugunu
gostermektedir (Hza, Hob, Hae, H2q). Bu baglamda ¢alismada yer alan H; hipotezinin kismen ve H»
hipotezinin tamamen desteklendigi sonucuna ulagilmaktadir.

Tartisma

Bu calisma, Tiirkiye'de yasayan 18 yas ve iizeri bireylerin sosyal medya iletisimi ve akran
iletisim diizeylerinin siirdiiriilebilir tiiketim davranislar1 iizerindeki etkilerini; ¢evre duyarlilifi,
tasarruf, ihtiyag¢ dis1 satin alma ve yeniden kullanilabilirlik alt boyutlari {izerinden incelemistir. Elde
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edilen bulgular, iletisim tiirlerinin siirdiiriilebilir tiiketim davranislari izerindeki etkilerinin yon ve
diizey agisindan farklilagtigini ortaya koymakta ve mevcut literatiire nemli katkilar sunmaktadir.

Arastirma bulgularina gore akran iletisimi, ¢evre duyarliligi davranisim1 pozitif yonde
anlamli bir sekilde etkilemektedir. Bu bulgu, akran iletisiminin, ¢evre duyarliligi davranisini artiric
bir etki gosterdigini ortaya koymaktadir. Olgekte kullanilan ¢evre duyarliligi; satin aliacak iiriinlerin
seciminde ¢evreye zarar vermeyen malzemelerin, Uriinlerin tercih edilmesi seklinde ifade
edilmektedir (Dogan vd., 2015; Ozdemir & Kazanci, 2023). Bu durumda bireylerin yakin
cevrelerinden aldiklar1 bilgiler, c¢evre dostu {iriinleri tercih etme davranisinin yayilmasini
saglayabilecektir. Akran iletisiminin bu etkisi, sundugu daha samimi, gilivene dayali ve kisisel
etkilesim ortamina bagl olabilir. Bu durum akran iletisiminin bireyler arasinda norm ve degerler
konusunda giiclii bir etkilesim aract olmasindan da kaynaklanmis olabilir. Elde edilen bulgular
Nagarajan vd. (2022), Tsarenko vd. (2013)’nin bulgulari ile uyumluluk géstermektedir.

Arastirma bulgular1 sosyal medya iletisiminin, ¢evre duyarliligt davranigi {izerinde
istatistiksel olarak negatif bir etkiye sahip oldugunu gostermektedir. Bu bulgu, sosyal medya
iletigiminin, ¢evre duyarliligi davranisini olumsuz yonde etkileyebilecegini ortaya koymaktadir.
Sosyal medya, bilgi akiginin hizla gergeklestigi ve kullanicilarin siirekli yeni iceriklere maruz kaldigi
bir platformdur. Hizli tiiketim ve anlik tatmin odakli platformlarda ¢evreye duyarl ve siirdiiriilebilir
iiriinlere dair paylagimlar bulunmasina karsin, genellikle tiiketim kiiltiirinti tesvik eden icerikler
yogunluktadir (Gezgin & Kirik, 2018). Bununla birlikte, sosyal medya lizerinden yayilan anlik
icerikler, bireylerin ¢evre dostu secimler yapmak yerine, tiiketim davraniglarin1 6zendiren igeriklerle
karsilasmalarina neden olabilir (Sahin & Firat, 2018). Ulasilan bulgu, sosyal medyanin bireyler
tizerindeki etkisini agiklayan sosyal karsilagtirma yaklasimiyla uyumludur. Sosyal medya
ortamlarinda, bagkalarinin tiiketim pratikleriyle siirekli karsilagtirmaya maruz kalan bireyler, uzun
vadeli ve 6zdenetim gerektiren c¢evre duyarliligt davranisi yerine, anlik tatmin odakli tiiketim
egilimlerini giiclendirebilmektedir. Salem ve Alanadoly (2021), sosyal medya iletisiminin gevre
dostu davraniglara, Wallace ve Buil (2023) ise ¢evre dostu iirlinlere satin almada olumlu etkilerinden
bahsetmislerdir. Elde edilen bulgular, bu ¢alismalarin aksine Tiirkiye’de yasayan tiiketicilerin sosyal
medya iletisiminden olumsuz etkilendiklerini gostermektedir.

Arastirma bulgularina gore sosyal medya iletisimi, ihtiyag¢ digi satin alma davranigini pozitif
yonde anlamli bir sekilde etkilemektedir. Bu bulgu, sosyal medya iletisiminin, ihtiyag¢ dis1 satin alma
davranigini arttirici bir etki gosterdigini ortaya koymaktadir. Sosyal medya, isletmeler icin
misterileri {irlin ve hizmetlere ¢ekmenin etkili bir yolu olarak goriilmektedir. Bu platformlarda
kullanilacak pazarlama yontemleri, farkli yas ve sosyal siniflardan miisterileri cezbedebilecek gorsel
ve duygusal icerikleri barindiracak sekilde tasarlanmakta, sosyal medya fenomenleri, indirimler ve
farkl1 diger promosyonlar araciligiyla miisterilerin ilgisi ¢ekilmekte, tiiketiciler begendikleri iiriinleri
sosyal medya araciligiyla aninda satin alabilmektedirler (Varghese & Agrawal,2021). Sosyal medya
iletisiminin ihtiya¢ dis1 satin alma davranisinmi artirict etkisi, bireylerin sosyal medya ortamlarinda
yogun bicimde pazarlama igeriklerine, gorsel uyaranlara ve idealize edilmis tiiketim pratiklerine
maruz kalmasiyla agiklanabilir. Bu tiir igerikler, bireylerin bilingli degerlendirme siire¢lerini
zayiflatarak anlik ve plansiz satin alma davraniglarini tesvik edebilmektedir. Varghese ve Agrawal
(2021) yapmus olduklari arastirmada sosyal medyadan etkilenen tiiketicilerin, normal harcamalariin
dort kati kadar harcama yapma egiliminde olduklari bulgusuna ulasmislardir. Stena Recycling
(2024)’in sunmus oldugu “Circular Voice” adli rapor, sosyal medyanin gereksiz tiiketime yol actig1
bulgusuna ulagmistir. Yazarlarin yapmis oldugu bu arastirma sonuglari, bu galigmada elde edilen
bulgular1 desteklemektedir.

Arastirma bulgularina gore akran iletisiminin, ihtiya¢ dis1 satin alma davranisi lizerinde
istatistiki a¢idan anlamli bir etkisi yoktur. Bu durum, satin alma davranisinin sekillenmesinde
bireysel tercihlerin ya da pazarlama uygulamalarinin etkisinin daha baskin olabilecegini
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diisiindiirmektedir. Calismaya ait bulgular, akran etkilesimlerinin, sosyal medya ile kiyaslandiginda
ozellikle tiiketim aligkanliklar1 {izerinde sinirl bir etkiye sahip oldugunu ve daha diisiik diizeyde bir
etki gosterdigini One siiren aragtirma bulgulariyla rtiismektedir (Boulianne, 2015).

Arastirma bulgularina gore akran iletisimi, tasarruf davranisini pozitif yonde anlamli bir
sekilde etkilemektedir. Akran iletisiminin tasarruf davranisi lizerinde pozitif yonde etkili olmasi,
bireylerin sosyal g¢evrelerinden ve akranlarindan tasarruf davranisi hakkinda gelen bilgilere ve
Onerilere duyarl olduklarin1 gostermektedir. Martinez-Espineira vd. (2014) ve Wolske vd. (2020)
gerceklestirmis olduklar ¢alismalarda benzer bulgulara ulasmislardir.

Arastirma bulgularina gore sosyal medya iletisimi, tasarruf davranigini negatif yonde anlaml
bir sekilde etkilemektedir. Bu bulgu, sosyal medya iletisiminin, tasarruf davranisini azaltici bir etki
gosterdigini ortaya koymaktadir. Sosyal medya bilgi paylasimi ile beraber eglenceli ve dikkat ¢ekici
iceriklerin paylasildigi bir platformdur. Sosyal medyada yapilan paylasim ve etkilesimlerin ¢ogu,
bireyleri anlik tatmin ve tiiketim aligkanliklarina tesvik eden igeriklere yer vermektedir. Bireyler,
sosyal medya platformlarinda gordiikleri reklamlara ve etkileyicilerin yagam tarzlarina daha fazla
ilgi gostererek daha fazla tiikketim yapmaya yoOnelebilmektedirler (Varghese & Agrawal,2021).
Sosyal medyada yer alan igerikler, bireylerin bilingli degerlendirme siireglerini zayiflatarak, kisa
vadeli plansiz, anlik davranislarin1 tesvik edebilmektedir. Sosyal medya iletisiminin tasarruf gibi
uzun vadeli ve disiplin gerektiren davranislar1 engellemesinin arkasinda bahsedilen bu etkenler yer
almis olabilir. Sosyal medyanin yaratabilecegi olumsuz etkilerden bahseden ¢aligmalar, bu bulguyu
destekler niteliktedir (Kuss & Griffiths, 2017).

Arastirma bulgulari, akran iletisiminin yeniden kullanilabilirlik davranisini pozitif yonde
anlamli bir sekilde etkiledigini ortaya koymaktadir. Bu bulgu, akran iletisiminin yeniden
kullanilabilirlik davranisini artiric1 bir etki sagladigini gostermektedir. Bu durum, akranlarin yeniden
kullanilabilirlikle ilgili basarili deneyimlerini paylasmalarinin, bireylerin bu davranislar1 benimseme
istegini gliglendirmesinden kaynaklanmis olabilir. Ayrica, akranlar arasi takdir ve destek ihtiyaci,
yeniden kullanilabilirlik davranmiginin siirdiiriilebilirligini saglamak i¢in 6nemli bir motivasyon
kaynag1 olusturmus olabilir. Agustina vd. (2023) tarafindan yapilan ¢aligmada, akran iletisiminin atik
isleme konusundaki davranislar pozitif yonde etkiledigi, Deng vd. (2021) tarafindan yapilan bir
diger ¢aligmada ise akran iletisiminin geri doniisiim davraniglarini pozitif yonde etkiledigi sonucuna
ulagtlmistir. Bu bulgular, bu ¢calismada elde edilen bulgularla uyum gostermektedir.

Arastirma bulgularina gore sosyal medya iletisimi, yeniden kullanilabilirlik davranisini
negatif yonde anlaml1 bir sekilde etkilemektedir. Bu durum, kuramsal gergevede ele alinan sosyal
karsilastirma ve siirli davranigi mekanizmalariyla iligkilendirilebilir. Sosyal medya ortamlarinda
goriliniirliik, gilincellik ve trendlere uyum baskisi; bireyleri mevcut iiriinleri degerlendirme/yeniden
kullanma yerine yenisini edinmeye yoneltebilmekte, bu da yeniden kullanilabilirlik egilimini
zayiflatabilmektedir. Elde edilen bulgular Sujata vd. (2019) ile Ogadimma vd. (2025)’nin yapmis
olduklar arastirmalarla uyumludur.

Arastirma bulgulari, sosyal medya iletisiminin siirdiiriilebilir tiiketim davraniglarinin gevre
duyarliligi, tasarruf ve yeniden kullanilabilirlik boyutlart iizerinde negatif yonde, buna karsilik
ihtiyag dis1 satin alma davranisi lizerinde pozitif yonde ve istatistiksel olarak anlamli etkilere sahip
oldugunu gostermektedir. Bu bulgular, sosyal medya ortamlarinda goriiniirliik, giincellik ve trendlere
uyum baskisinin, bireyleri uzun vadeli ve Ozdenetim gerektiren siirdiiriilebilir davraniglardan
uzaklastirarak daha anlik ve tiiketim odakli davranislara yoneltebilecegine isaret etmektedir. Sosyal
medyanin genel olarak satin alma niyetini (Cayabanvd. 2023), diirtiisel ve haz odakli satin almayi
hizlandirdigina (Ciocodeica vd. 2025) dair ¢alismalar, bu yorumu desteklemektedir. Akgali ve
Hacioglu (2022), sosyal medyanin 6zellikle Tiirk tiiketicileri dogrudan kompulsif online aligverige
ittigini ve materyalizm ile gosterig¢i tiiketim {izerinden bu etkiyi giiclendirdigini ortaya
koymuslardir. Bu durum, ihtiya¢ dis1 satin alma davranigini tesvik eden, tasarruf karsit1 bir tiiketim
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bicimini temsil etmektedir. Kuramsal ¢ergevede ele alinan sosyal karsilastirma ve siirii davranist
mekanizmalar ¢ergevesinde degerlendirildiginde, sosyal medya ortamlarinda karsilasilan idealize
edilmis tiiketim pratiklerinin, yeniden kullanma ve tasarruf gibi davranmiglart zayiflatmasi olasi
gorlinmektedir. Bununla birlikte, elde edilen etki diizeylerinin diisiik olmasi, sosyal medya
iletisiminin siirdiiriilebilir tliketim davraniglar1 {lizerindeki etkilerinin sinirh kaldigini ve bu
davraniglarin farkli bireysel ve baglamsal degiskenlerden de giiclii bigimde etkilendigini
gostermektedir. Bu bulgular, sosyal medya iletisiminin ¢evre dostu davranislari olumlu yonde
etkileyebilecegini ortaya koyan bazi caligmalarla (6rnegin Awan vd., 2022) kismen farklilik
gostermektedir. S6z konusu farkliligin, sosyal medya iceriklerinin niteligi, kullanicilarin maruz
kalma diizeyi ve calismanin yiritildigli baglamsal o6zelliklerden kaynaklanabilecegi
degerlendirilmektedir.

Arastirma bulgulari, akran iletisiminin siirdiriilebilir tiikketim davraniglarindan ¢evre
duyarliligi, tasarruf ve yeniden kullanilabilirlik {izerinde pozitif yonde anlamli etkisinin
bulundugunu, ihtiya¢ dis1 satin alma iizerinde ise istatistiki agidan anlamli bir etkisinin
bulunmadigimi gostermektedir. Ulasilan bulgular, akranlar arasinda gerceklestirilen etkilesimlerin,
strdiiriilebilir davramslarin daha etkin bir sekilde benimsenmesine yardimci olabilecegini
gostermektedir.

Genel olarak degerlendirildiginde, bu ¢alisma sosyal medya iletisimi ile akran iletisiminin
stirdiiriilebilir tiikketim davraniglart {izerindeki etkilerinin tek yonlii ve homojen olmadigim ortaya
koymaktadir. Sosyal medya iletigimi, siirdiiriilebilir davranislar1 zayiflatirken, akran iletisimi daha
cok destekleyici bir rol iistlenmektedir. Bu bulgular, siirdiiriilebilir tiiketim davraniglarini tesvik
etmeye yonelik politika ve uygulamalarin, iletisim tiirlerinin farkli dinamiklerini dikkate alarak
tasarlanmasi gerektigini gostermektedir.

Sonuc¢

Bu ¢aligma, Tiirkiye'de yasayan 18 yas ve ilizeri bireylerin akran iletisimi ve sosyal medya
iletisiminin siirdiirtilebilir tiiketim davraniglart lizerindeki etkisini incelemeyi amacglamis ve elde
edilen bulgular 1s1831nda farkli ¢ikarimlar ortaya koymustur. Calismada sosyal medya ve akran
iletisiminin siirdiirtilebilir titkketim davraniglar {izerindeki etkileri, yeniden kullanilabilirlik, tasarruf,
ihtiyag dig1 satin alma ve gevre duyarliligi gibi alt boyutlar iizerinden degerlendirilmistir.

Elde edilen bulgulara gore sosyal medya iletisimi; ¢evre duyarliligi, tasarruf ve yeniden
kullanilabilirlik gibi siirdiiriilebilir tiikketim davranislar {izerinde negatif yonde etkiler yaratirken,
ihtiya¢ dis1 satin alma {izerinde pozitif yonde anlamli bir etki olusturmaktadir. Diger taraftan, akran
iletisiminin siirdiiriilebilir tiiketim davraniglarina etkisi daha olumlu gézlemlenmis; ¢evre duyarliligi,
tasarruf ve yeniden kullanilabilirlik gibi davraniglar iizerinde pozitif yonde anlaml etkiler bulunmus,
ancak ihtiya¢ dis1 satin alma iizerinde herhangi bir anlamli etki gdzlemlenmemistir.

Elde edilen bulgular, siirdiiriilebilir tiiketimi tegvik etmeyi amaglayan politika yapicilar ve
isletmeler i¢in 6nemli i¢ goriiler sunmaktadir. Literatiirde, sosyal medyada yer alan etkili ve iyi
kurgulanmus igeriklerin ¢evre bilincinin artirilmasina katki saglayabilecegi gosterilmistir (Salem &
Alanadoly, 2021; Wallace & Buil, 2023). Ancak bu ¢alismada elde edilen bulgular, sosyal medya
iletisiminin ~ slrddriilebilir  tiketim davraniglart  lizerindeki etkilerinin  olumlu  yonde
gerceklesmedigini, negatif ve siirh diizeyde etkiler ortaya ¢iktigini gostermektedir. Bu cercevede,
stirdiiriilebilir tiiketim davranmiglarini desteklemek amaciyla sosyal medyanin kullanimimin daha
dikkatli ve stratejik bigimde ele alinmas1 gerekmektedir. Politika yapicilarin ve uygulayicilarin,
sosyal medya iceriklerini tasarlarken kullanicilarin sosyal medya kullanim aliskanliklarini, kiiltiirel
baglami ve platformlarm tiikketimi tesvik eden dinamiklerini dikkate almalar1 onem tasimaktadir.
Siirdiiriilebilir tiiketimi tesvik etmeye yonelik kampanyalarin, yalnizca goriiniirliige degil;
bilgilendirici, davranis degisikligini destekleyici ve uzun vadeli farkindalik yaratmay1 amaclayan
iceriklerle kurgulanmasti, bu baglamda daha etkili sonuclar dogurabilir.
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Akran iletigimi, siirdiiriilebilir tiiketim davranislarinin benimsenmesi i¢in gii¢lii bir aractir.
Akran iletisimi ¢evre duyarliligi ve yeniden kullanilabilirlik gibi olumlu davraniglari tesvik etme
konusunda daha etkili goriinmektedir. Politika yapicilar ve iletisim uzmanlari; topluluk temelli
kampanyalar, egitim faaliyetleri ve ddiillendirme sistemleri gibi cesitli stratejilerle bu iletisimi tesvik
edebilirler. Ornegin; Akranlar arasinda yapilan sosyal etkilesimlerde, cevresel konularda yapilan
Oneriler ve bilgi paylagimlari, bireylerin yeniden kullanilabilirlik gibi siirdiiriilebilir davraniglara
yonelmelerini tesvik edebilir. Cevre dostu aliskanliklari tesvik eden ve akran katilimini 6diillendiren,
akranlarin ¢cevre dostu faaliyetlerde bir araya gelmelerini saglayan programlar organize edilebilir. Bu
faaliyetlerde bireylere kendi deneyimlerini diger katilimcilarla paylasma imkani saglanabilir.
Okullarda ve tiniversitelerde ¢cevre dostu davranislar hakkinda atdlye ¢alismalari diizenlenebilecegi
gibi sirket ici egitimlerde calisanlar arasinda cevresel davranislar {izerine etkilesimli oturumlar
diizenlenebilir. Bu oturumlarda, calisanlar deneyimlerini paylasarak birbirlerini ¢evre dostu
uygulamalar konusunda tesvik edebilirler.

Belediyeler veya sivil toplum kuruluslar1 "Cevre Dostu Akran Rehberligi" programlari
baslatarak, ¢evre bilincine sahip bireylerin diger bireylere ¢evre dostu aligkanliklar1 6gretmelerine
yardimei olabilirler. Akran iletisiminin giiglendirilmesi i¢in, ¢evre dostu davranmiglar sergileyen
bireylere ddiiller veya tesvikler saglanabilir. Yerel yonetimler, cevre dostu aliskanliklari tegvik etmek
amaciyla, cevre dostu aligkanliklar benimseyen bireylerin akranlarina tavsiyeler vererek odiil
kazandiklar1 uygulamalar gelistirebilirler. Verilen ddiillerin ¢evre ve akran ¢agrisimli ddiiller olacak
sekilde adlandirilmasi (Yesil Akran vb.) farkindalik yaratmasi ve tesvik edici olmasi agisindan yararl
olabilir. Bu tiir ddiiller, sosyal aglar ve akran etkilesimi iizerinden yayilarak, diger bireyleri de bu
davraniglar1 benimsemeye tesvik edebilirler.

Politika yapicilar akran iletisiminin giiclinden sosyal medya uygulamalarinda da
yararlanabilirler. "Yesil Paylagimlar" gibi hashtag kampanyalari, ¢evre dostu iiriinlerin ve
uygulamalarin yayilmasma yardimci olabilir. Cevre dostu aligkanliklart benimseyen bireyler,
topluluklara ve sosyal medya platformlarina ¢ikarak kendi deneyimlerini paylasabilirler. Bu
bireylerin bagar1 hikayeleri, diger akranlari ¢evre dostu aligkanliklar1 benimsemeye tesvik edebilir.

Arastirmanin sinirli bir 6rneklemle ve tesadiifi olmayan 6rnekleme yontemlerinden biri olan
kolayda ornekleme yontemiyle gergeklestirilmis olmasi, ¢alismanin temel sinirliliklarindan birini
olusturmaktadir. Bu durum, elde edilen bulgularin tiim evrene genellenebilirligi konusunda bazi
kisitlar dogurabilmektedir. Farkli cografi ve kiiltiirel 6zelliklere sahip gruplarla ve farkli 6rnekleme
yontemleri kullanilarak yapilacak ¢aligmalar, bulgularin daha genis kitlelere uygulanmasini miimkiin
kilacak ve sonuglarin genellenebilirligini artiracaktir. Calismada veri toplama yontemi olarak anket
yonteminin kullanilmasi, katilimcilarin davranis ve diisiincelerini etkileyebilecek bazi faktdrlerin g6z
ardi edilmesine yol agmis olabilir.

Caligma icinde gergeklestirilen regresyon analizleri, akran ve sosyal medya iletisiminin,
stirdiiriilebilir tiiketim davraniglarinin alt boyutlar1 {izerindeki etkisinin zayif ve orta diizeyde ancak
istatistiksel olarak anlamli sekilde oldugunu gostermektedir. insanligin yasam kalitesini arttirabilmek
i¢in siirdiiriilebilir tiiketimi tesvik eden en kiigiik faktorlerin bile dikkate alinmasi biiyiik 6nem
tagimaktadir. Bununla beraber bu bulgu, siirdiiriilebilir tilketim davraniglarinin incelenen bagimsiz
degiskenlerin disinda, ¢calisma kapsami disinda kalan farkli bagimsiz faktorlerden de etkilendigine
isaret etmektedir.

Gelecek aragtirmalar akran iletigsimi ve sosyal medya iletisiminin siirdiiriilebilir davraniglar
hangi gerekgelerle etkiledigini anlamaya yonelik nitel yontemlere odaklanabilir. Gelecekte
yapilacak caligmalarda sosyal medya kullaniminin tiirleri (6rnegin, icerik tiirli, etkilesim sikligi,
platform tercihi) ile akran iletisiminin yogunlugu ve farkli akran gruplarinin etkileri gibi daha detayli
degiskenler goz Oniinde bulundurularak, sosyal medya ve akran iletisiminin etkilerinin daha iyi
anlasilmasi saglanabilir.
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ETIK BEYANLAR
Arastirma ve Yayin Etigi
Yazar(lar), bu makalenin 6zgiin bir ¢alisma oldugunu ve bilimsel aragtirma ve yayin etigi
ilkelerine uygun olarak hazirlandigimi beyan eder. Makale daha &nce herhangi bir yerde
yayimlanmamis olup bagka bir dergide degerlendirme siirecinde degildir.
Caligmada kullanilan tiim kaynaklar akademik kurallara uygun bigimde atiflanmistir.
Yazar(lar), caligmanin intihal, veri uydurma, veri tahrifi veya manipiilasyon igermedigini;
arastirma bulgularinin bilimsel diirtistliik ilkelerine uygun sekilde sunuldugunu beyan eder.
Yazar Katkisi
Tim yazarlar ¢alismanin tasarlanmasi, yiirlitiilmesi, analizi ve makalenin hazirlanmasina
onemli Olclide katki saglamistir. Tiim yazarlar makalenin son halini okuyup onaylamis ve
yayimlanmasini kabul etmistir.
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Cikar Catismasi
Yazar(lar), bu makalenin yayimlanmasina iligkin herhangi bir ¢ikar ¢atismasi bulunmadigini
beyan eder.

Finansal Destek
Bu aragtirma herhangi bir kamu kurumu, ticari kurulus veya kar amaci giitmeyen kurulus
tarafindan finansal olarak desteklenmemistir.

Yapay Zeka Kullanim Beyam
Makalenin hazirlanmasi siirecinde yapay zeka araglarindan yalnizca dil diizenleme, ceviri
destegi ve anlatim iyilestirmesi amaciyla simirhi 6lgiide yararlanilmis olabilir. Yapay zeka
araglar tarafindan yapilan ceviri ve dil diizenlemeleri yazar(lar) tarafindan dikkatle kontrol
edilmistir. Yapay zekad araclari calismanin bilimsel igeriginin, arastirma tasariminin,
analizlerinin veya akademik sonuglarinin olusturulmasinda kullanilmamigtir. Makalenin
igerigine iligkin tiim akademik sorumluluk yazar(lar)a aittir.

Telif Haklar1 ve izinler
Yazar(lar), telif hakki gerektiren materyaller kullanilmigsa gerekli izinlerin alindigim ve
caligmanin herhangi bir fikri miilkiyet hakkini ihlal etmedigini beyan eder.

Yazar Onayi

Tiim yazarlar makalenin son halini okuduklarini, onayladiklarini ve yayimlanmasini kabul
ettiklerini beyan eder.
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