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Abstract: Global warming and global problems caused by gletsiming is one of the most
discussed issues in all over the world. Beside aoessi accepting this problem as a serious
threat, there are consumers who are insensitivedant perceive it as a threat. From starting
this point, main aim of this study is to determim@wv consumers perceive this issue and how
these perceptions affect buying behavior of thespegially to determine demand of goods
which were developed against the effects of glalaiming. Study focused on two main
research questions. First one is what is the lefvebnsumers’ global warming threat perception
and second one is does this threat perceptionecamateffect about products developed to
decrease effects of global warming. By casting a;ossst and time sample in this study was
chosen from consumers living in Ankara and in théspect a survey was made to 388
consumers by using face to face interview techni@ea was evaluated by the help of SPSS
program. In evaluation, frequency and chi-squaséstevere made. At the end of the analysis,
while there is not any important relationship betweconsumers’ global warming perception
and consumers’ demographic variables, there idatiomship between consciousness level of
consumers on this subject and global warming thpeateption. Additionally, a relationship
between consumers’ global warming perception armdatel for the products in this area was
found.
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1. Introduction

The present study aims to evaluate a current usavdssue, global climate change, or commonly
referred to as global warming and its prospectiffeces in marketing from the consumers’ standpoint.
Marketing is an area to be considerably affectethibyaforementioned warming, Marketing remainsehd fthat
may change depending on time, place, and condjtamgfirmly sticks to social structures. Globakming also
appears to be a development which can potentiedlysform the social structure and shape the fubiiréne
world. The goal of our study was to understandvibe/point and sensitivity of the society as welliadividuals
who are also consumers towards global warming, vaitidin this framework, to provide businesses witie t
gained perspective.

The world’s social structures have undergone peariensitions. Among stages of transitions in hama
history stand out the inhabitation of hunter-gatheand nomadic societies, and formation of aguicalt
communities. Another key transition has been thft sbm agricultural society to an industrial onghich still
affects the modern life. With the advent of thedsidial Revolution, we withess many tasks, normddye with
manual labor, being accomplished by machines. Tsetoof machinery and increase in emissions ofatarb
dioxide and similar gases into the nature and gbimer® in a way to interrupt natural cycle of climat
conditions have led to varying changes on earth.

2. Global Warming and Its Historical Development

Many factors add to global warming, but increasthsnamount of greenhouse gases appears to be one
of the most important. Carbon dioxide gases angadicular importance because while this gas isspparent to
the incoming shortwave, solar radiation, it absoths outgoing longwave, infrared radiatiomhe most
frequently cited abrupt cause for global warminthis increase of carbon emissions due to the byimwififiossil
fuels. (Dutta and Radner, 2008, p:3)
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One must attribute the climatic changes which aetlibetween the appearance of humans on the scene
and the Industrial Revolution to natural causeentthe latter half of the 19th century onwardstétys certain
that human intervention also contributed to thesteinal changes. (Oztiirk, 2002, p:48—49) In tise 18€0-150
years, carbon dioxide (CO2) and other greenhoussesgapresumed culprits of global warming, have
substantially modified the chemical compositioritaf earth’s atmosphere. (Akbulut, 2000, p:25)

While some portion of the radiation from the Sunefiected back into space by the earth's atmospher
another portion is absorbed by the earth. A comalile amount of the longwave radiation emitted frima
heated Earth is re-absorbed by the atmosphereeVititospheric gases are very transparent to shatsaar
radiation, they prove to be less transparent t@wave terrestrial radiation as a result of the audated
greenhouse gases. Thus, when the build-up of heat a planet's surface is more than expected, the
phenomenon is called atmospheric greenhouse effectlaborate explanation for the greenhouse effeght
be: (Oztiirk, 2002, p:53)

1. 51 % of the shortwave solar radiation remaiapped by the Earth: Through this energy, the Eiarth

heated.

2. A portion of the energy absorbed by the eartkdérected back to the atmosphere.

3. Some of the solar energy is re-radiated fromath®sphere into the space, without reaching tmthEa

4. Some energy from the warmed Earth is emittethéoatmosphere in longwave radiation. Some of this

longwave energy is intercepted by atmospheric dreese gases. This trapped energy heats the loyersia

of the atmosphere, which is the atmospheric greestheffect.

5. Some of the energy absorbed by greenhouse gasenitted back to space.

6. Some of the energy emitted from the Earth diyexdcapes to space.
Global warming seems to be a process where hestriospheric layers near the Earth surface andeiahnth
surface itself rises artificially as a result ofrieas human activities which culminate in an incean the
concentration of greenhouse gases.gdy 2005, p:58, Akbulut, 2000, p:25, Tigka001, p:1)

Warming which emerged on the Earth’s surface inlétter half of the 19th century has markedly
intensified after the 1980’s, becoming warmer aratmer in the subsequent year, and warmest yearscond
have occurred globally. 1998 has been the warmesst iy the historical record dating back to 1868thkin
terms of global mean temperature and mean tempesatf the northern and southern hemispheres. Most
sensitive climatic models which handle the impdajreenhouse gases and aerosols together sugtje3tmC®
increase in global mean surface temperature afd-85lcm sea-level rise by 2100. (Tgk2001, p:1)

Likewise, record-breaking warmest temperatures vedxserved across the globe in January, 2007, as
announced by the Meteorology Agency of Japan. I fwather noted by the authorities that the record
temperatures were considered to be the impactotfagwvarming, and temperatures across the planet vd5
degrees Celsius above average in January, the dhighiace figures were first compiled in 1891.
(www.milliyet.com.tp)

With its prospective effects, global warming rensaam issue capable of shaping not only our lifestyl
but the future generations’ as well. Though not fyglly experienced in every corner of the globeglgl
warming commits the earth irreversibly to furthéolmal climatic change and consequent ecologicainemic
and social disruption. (@an, 2005, p:59) All individuals, institutions aodganizations must undertake the
mission to mitigate the problems that are causildpaj warming around the world. With regard to desi
planning, and construction phases of cities, ail@ation of goods and services, utmost sensitiaty global
warming must be a 'core criterion' for individualsd institutions alike.

Decreasing the use of fossil fuels by switchingrémewable energy resources Advances in the
technology of renewable energy sources, includiogdwderived fuels, might reduce our reliance orsifdaels
and thus reduce global emissions of carbon diogideificantly. If we are to avoid the effects ofgéobal
climate change triggered by global warming, we nuestelop new systems of renewable energy resoufces.
that end, new technologies have been devised witotbine the utilization of heat and energy, redcesdon
emissions up to 60-80 %, and offer much more dffeatnergy options. In particular, importance ofigies
which aim to rapidly introduce renewable energyomeses and co-processing technologies into matthass
been made clear. (@an, 2005, p:69)

3. Turkey’s Approach to Global Warming

To better understand the reflections on global &lerchange in our country, a project entitled “Glien
Change Scenarios for Turkey”, sponsored by T, is underway. During the simulations under soheme,
projections were achieved as to what kind of cleras ahead of us in the 21st century. The reshlisved that
most dramatic changes would occur in the summeoithern Turkey and in countries like Iraq, Sykian, and
Jordan. Naturally, most striking changes are exggetd occur during the spring and summer, the teassns
when highest temperatures can be observed. Anptbhggction is that in some regions 14-15 more daisbe
added to the number of hot days above 35 C° irp#st 30 years. In a similar vein, amount of preatfmn is
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expected to change. Total mean precipitation fgllm Turkey is predicted to decrease towards tte adrthe
current century,

The Kyoto Protocol was signed under the United ddetiFramework Convention on Climate Change to
tackle the global climate change. Turkey signedciivention later than the other European countviéts the
stipulation that her industry would be adverselfeeted. It suffered long hesitation to sign the vamntion.
Turkey later joined the Kyoto Protocol by passinga& on February 5, 2009. The core idea in the Kyot
Protocol is to gradually reduce world greenhouseagaissions to slow the progress of global warmitag.this
purpose, it entails a set of preventive measureedace the amount of greenhouse gases such aamagth
nitrous oxide, carbon dioxide in the atmospheresuch a level that will prevent dangerous anthropimge
interference with the climate system. (&ko, 2009, p: 37)

From Turkey’s viewpoint, many urgent investmentsstrhe made in industries like energy, automobile,
logistics, and aviation. The protocol doesn't imp@sy limitation on greenhouse gas emissions oReljuby
the year 2013. From then onwards, however, Turkilybe subject to an addendum agreement to theopoht
not bypassing our country’s interests. Kyoto Protastipulates the following sanctions on the topiedow:
(Akoglu, 2009, p: 37)

0 Legislation will be introduced to reduce the entssof greenhouse gases resulting from various
industrial activities, vehicles, and heating.

o0 Energy efficiency must be enhanced by means of ar@sins such as heating with less energy, using
vehicles burning less gas, and utilizing technalabsystems consuming less energy.

0 Wastes will be recycled to the maximum extent gdesiWhen they are dumped to a landfill, they
must be rendered harmless. To this end, moderiitizcwill be constructed.

0 Alternative energy sources will be a target for théuction of methane and carbon dioxide emitted to
the atmosphere.

o Utilization of solar energy will be extended. Desgbeing a controversial issue, nuclear power plant
will be encouraged since they don't cause any cadioxide emission.

0 Waste management and treatment in plants whichucom$iuge amounts of energy, like in cement,
steel, and lime factories, will be re-organized.

0 Systems and technologies emitting less carbon dioto the atmosphere will be adopted. Since coal
based thermal power plants prevail in our coursygtems in these facilities need to be renewed.

0 More tax will be levied on whoever consumes moed &nd produces more carbon dioxide.

4. Products against the effects of global warming andonsumers’ approaches

Humans have been thoughtlessly and irresponsitdral@ng the earth for thousands of years with a
desire to dominate and exploit it as much as plesdib many respects, the issue of global warmiffgrd from
other climatic events and changes occurring ndyi@l thousands or millions of years. Above alblgal
warming is not a phenomenon which occurs in thare& own cycle. It is wholly the result of human
intervention and a combination of cumulative arctémental events triggered by humans. It first g@e with
the dawn of Industrial Revolution when people ifgerd with the environment and started to alter its
circumstances. With the advancements in technologyre and the environment were thoughtlesslyethus
without thinking the hazardous outcomes it couldseatowards human and living life, thereby bringafgput
global warming which has occurred as a consequeiitese irresponsible behaviors. It was only mm1870’'s
that the entire world came to recognize the dangeborders of global warming. (Kagla, 2001; Oztiirk,

2002).

Global warming is changing consumption habits, téthile some industries are being affected by
global warming more than others, it is forcing fio make amendments in their future plans, angisga
human lifestyle beyond expectation. Hot sunny dhgse caused biggest disappointments for the textile
industry, and various businesses which look forwardwinter seasons to sell winter products havenbee
adversely affected. Goods of companies keeping thesets in stock have remained in their warehouses
Manufacturers have suffered a 30 % capital loaswv.inepo.con).

Whatever business you're in, your company will @éagingly feel the effects of climate change.
Investors already are discounting share pricesonfpanies poorly positioned to compete in a warniogld.
Many businesses face higher raw material and ermogig as governments around the globe increasarglyt
policies placing a cost on emissions. Consumers$a&irg into account a company’s environmental récehen
making purchasing decisions. There’'s a burgeonmagket in greenhouse gas emission allowances (the s
called carbon market), with annual trading in thessets valued at tens of billions of dollars.nmBithat manage
and mitigate their exposure to the associated nghie seeking new opportunities for profit will igaa
competitive advantage over rivals in a carbon-canstd future. (Lash-Wellington, 2007:95) . Thituation
seems to be inevitable in the near future with@espo consumer preferences. In other words, bss@gemust
“create values for the customer” as well as “craatieies to protect the environment”. Therefore aalivities
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must be categorized according to whether or not ¢tneate further added value for the products eflihisiness
and the environment.

As humans have been instrumental in global warmirggneed to find the solution not in nature’'s own
cycle and balance, but in raising awareness tohdogs. 90 % of people have gained knowledge aplobal
warming. This knowledge assigns them some tasks itadividually. First of all, we must read natwery well.
We must use products which saves us all kinds ahsnéaVe must inspect the properties of productange
using and consider their impact on nature. We npasticularly keep away from fossil fuels. We musdtace
the utilization of environmetitiendly alternative energy resources. We must cooperate M@Os which exert
efforts on the issugwww.indeksiletisim.com

5. Methodology

The present study has been undertaken to detethenextent of consumers’ grasp of global warming
and whether or not any change has occurred in theiices of products based on this grasp. Our sthdge
Ankara, capital of Turkey, as the main mass. Gaugcally, it is located in the middle of Turkey ahas
continental climate. In recent years Ankara hambm®e of the cities where effects of global warmiraye
proved to be evident. It has experienced watertape due to inadequate rainfall. Ankara has lieerchoice
because it offers a suitable population for theg@nd it falls within easy reach.

We drafted a questionnaire for data collection.rBgans of convenience sampling we conducted the
survey with 388 persons with whom we had face-tefmeeting. The questionnaire drafted consistetiret
sections. The first section comprised five-poinkdrt scale type of questions which tried to deteemi
consumers’ understanding of global warming andrtlagiproach to the phenomenon. The second section
contained questions aimed to make out consumetstsoof information regarding global warming andith
preferences for environment-friendly products agiits effects. Questions regarding consumers’ dgaguhic
properties took place in the third section. Thestjoanaire used was first applied to a limited massl was
later used as a data-collection means after itghiéty was justified.

6. Research Findings and Analysis

First of all, the reliability analysis for the quiesnaire is done. According to the results of éimalysis,
the questionnaire is found as reliable (Cronbagtpha = 0,807).

Table 1: Demographic Feature of the Sample
Age Frequency % Occupation Frequency %
18-25 103 26,6 | Public Officer 58 15,1
26-30 71 18,3 | Worker 42 10,9
31-40 90 23,2 Bureaucrats 13 3,4
41-50 76 19,6 | Teacher 29 7,5
51 and above 47 12,1 | Free Profession 84 21,8
Overall 387 100 Student 63 16,4
Education Frequency % Overall 385 100
Not literate 4 1,0 Gender Frequency %
Literate 18 4,6 Female 155 40
Elementary education 34 8,8 Male 233 60
Middle school 125 32,2 Overall 288 100
University 189 48,7 Income Frequency %
Graduate 18 4,6 0-500 37 9,6
Overall 388 100 501-1000 75 19,5
Marital Frequency % 1001-1500 94 24.4
Status
Married 221 57,6 1501-2000 74 19,2
Single 163 42,4 2001-2500 53 13,8
Overall 384 100 2501-3000 25 6,5
3001 and above 27 7,0
Overall 385 100

When we examine the features of the sample, #es shat the data is not equally distributed bdbis
not show a trend of gathering in a certain pointother words, we see that there are sufficierd dat each
group for the analysis in terms of demographicuezt. When we examine the data in Table 1, it sabats
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youngs in age group, graduates in educational gnoapried persons in marital status group, 1000IB@rkish
Liras gap in income group, males in sex group, iadeépendent business owners in profession grouprbec

important.
Table 2: Threat Perceptions Againist Global Warming andtidkes to New Products
. >0 o] >
QUESTIONS (Factors) 2o 5 . o |2 °s
°sZ 8 B GSJ-, sg|s g| <
52| T o s | @ ? §>| 8
—5] - - ~Fl58| S
% % % % %
1 | Global warming is a threat to our world. 4,9 7,6 43| 27, 556 1,14 4,15
2 | Global warming is a threat to our country. 47 4.9 34| 354 516 100 4,24
3 | Global warming is a threat to the region where e | 4,1 6,2 57| 37,2 46,8 10p 4,15
4 | The effects of global warming are not only on cliea 4,2 31| 10,6/ 37,9 442 1,00 4,13
5 In global warming, the products work with solar egyeshould be| 26 44| 115 408 409 09 411
used more widely.
6 _Products that may reduce damage of global warmimnst tve 3.9 3.4 75| 351 501 100 424
increased to use
7 Products on.the market are not quality productedoice these 44 30| 173 384 364 104 397
global warming effects
8 | More products are needed to reduce these globatiwgreffects | 2,6 3,1 8,8| 43,0 425% 0,91 4,19
9 In this regard, | think in the future many new puots will be 21| 101| 186 399 208 1042 3.84
generated.
10 Bgsmesses must make their products available tedhsion of 34 65| 124 424 358 102 3,99
this problem now.
11 | When | buy these products, over price differenagisimportant | 6,4 | 25,5 13,1 356 194 1,23 3,35
12 Informed(conscious) consumers should follow theseés and 36 85 49| 49d 34, 100 441
must use these products
13 Consum.erg, in the fight against global warming, have 26 2.8 57| 456 433 088 424
responsibilities too.
14 L(l;rsneeproducts to reduce the effects of global vimgrn my 49 | 203| 148 410 190 115 348
15 Therg is no such thing as global warming, climdznge, this 444 271 85| 124 76 120 211
situation is temporary.
16 Global warming is a game invented by the develaqmahtries to 451 | 289| 129 6.7 64 119 200
sell more goods.
I do not find sufficient activities of states amddrnational
17 | organizations to reduce the effects of global wamin the 12,7 | 12,7| 16,31 351 226 1,30 3,43
world.
18 Statgs and |nternat|ongl Qrganlzatlons should saekurgent 31 36 08| 437 398 095 413
solution for global warming issue.
Business organizations thoroughly understand thétsesf global
19 | warming and should develop products that prevergbal| 3,4 2,6 77| 474 389 0,92 4,15
warming.
20 Businesses _have_ not yet fully understood about #selts of 3.9 57| 165 451 288 100 388
global warming bring.
21 \;lvgfmiisgses must develop new products for the effafctdobal 23 31 06| 478 375 088 414
22 Businesses _nee_d to o_lo ma_rket re_search to understablems of 31 36 08| 483 352 093 408
global warming in their business field.
23 | Global warming will affect consumers' consumptiaafprences | 4,6 6,2 | 10,1 4348 355 1,06 3,99

When we examine threat perception as well as dé#un relation to global warming, it strongly seem
that a consciousness among consumers has becaibile insregard to global warming. In addition tasthwe
see that consumers believe that everybody shoukbdeething about global warming. It is stronglyiéetd in
this regard that companies should make contribuiiothe solution by developing new products. Theoad
question,global warming a big thread for Turkethe sixth questiorthe products which will reduce global
warming and its negative effects should be produneds and the thirteenth questioconsumers should take
responsibilities in fighting against global warminget the highest value with the average of 4, 4es€E tree

questions summarize the main idea of the study.
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Table 3: Which types of products diminishing the effectglabal warming are you using at your home?

Frequency|%

Energy saving products 185 47,8
Products that reduce harmful gas production |22 5,7
Does not contain harmful chemical products 32 8,3
Water saving products 40 10,3
Fuel saving products 37 9,6

I do not have a specific preference in this matte 71 18,3
Overall 387 100,Q

It seems that consumers prefer energy saving pteduith a ratio of 47,6% within product groups
which will diminish effects of global warming. lis® seems that other products are preferred byucoais’
fairly low rates. In this case it could be saidttb@nsumers think that they will make contributiorthe solution
of global warming by using energy saving products.

Table 4 How does your attitude toward products develoggainst global warming in your shopping

Frequency] %
This is not an issue that | notice in my shoppi 84 21,6
After that, | pay attention to these issues 106 27,3
Sometimes, it takes my attention 116 29,9
Definitely | consider these issues 37 9,5
I both consider and recommend my environr] 45 11,6
Overall 388 (100,

It is clearly shown that when consumers do shoppimgir product preferences are not very sensitive
and careful about global warming. Table 1 indicdtest consumers are very sensitive to global wagmiout
when they do shopping they are not. In this regasgican say that the level of consciousness ofurnass is
not as expected.

Table 5: How is your Information level On Global Warming

Frequency %
I have not enough information about this issue 100 25,8
I have information about this issue is limited witie media. 173 44,6
I have enough information on this issue. 80 20,6
In this regard, I've reviewed a lot of sourcestfoim 25 6,4
In this regard, | can say | am an expert. 10 2,6
Overall 388 100,0

It seems that consumers do not have adegaute kaigevigbout global warming or a much part of their
knowledge is limited with the information provideay the media.

7. Hypotheses and Results of the Research

When planning the research, we formed the mairarebequestions as follow: What kind of perception
do consumers have on global warming? Does theepBon of consumers ensure their preference to the
products reducing global warming effects or notfe fiypotheses and their evaluation results aswWollo
H,: The perception of global warming threat affetis temands of consumer’s product development.

H,: There is a correlation between consciousness éwkconsumers’ demand for the products developed.
Hs: There is a correlation between consumers’ denpdiceeatures and consciousness level in relatiayigbal
warming.

H4: There is a correlation between consumers’ denpdieceeatures and the demand for the products dpeell
against to the threat of global warming.

The regression analysis for the first hypothesigats significant results (F =216, 55 and P = 0)08@cording
to the obtained linear model, the perception obglavarming threat explains 35.8 % of the demamgfoduct
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development (Adjusted R2 = 0,358). The interceghefmodel is 2,30 (Beta = 2,307, t = 15,288 ard(000).
The perception of global warming threat in the miadelso found statistically significant (t =14F%and P =
0,000). The coefficient of demand for the percaptid global warming threat against new product tguaent
is 0.494. The regression model is as follow:

Y = 2,30 +0,494 x The Attitude Against Product Diepenent

Ki-square tests done for H2, H3, and H4 hypothasesot statistically significant.

8. Concluding remarks

Global warming is a threat and can lead to vitalbpgms for the world. Even though the public is
informed about the scope of the problem, it is ictat initiatives and policies about the problenmot enough.
Developing new products diminishing the negativieets of global warming can be a solution for thebpem.
Developing a new product is a long and costly psecand requires R-D. That is why it is importamitt
consumers should demand for these newly produbts.démand for the new product depends primarilji@m
consumers perceive global warming as a threat. pilnpose of this study is to answer questions meetio
above.

The results of the study verify the first hypotlse®ased on this result, it can be said that tnswmers
selected as sample have a very high perceptionlaiifalywarming threat. As a result of this perceptio
consumers demand for developing products whichrdghieffects of global warming. In short, the petan of
global warming threat supports attitudes directadard developing new products sensitive to globeimnang.

In order to test H2 hypothesis, Ki-square testistatis used. However, the results are not stediy
significant. This means that there is no corretatietween the consciousness level in regard tcagiwhrming
and products demand which sensitive to global wagmi his result may be explained in two differergys:
Firstly, an error is done in the research. Becatiseast theoretical level, consumers’ consciousies| affects
the demand of products which are sensitive to dlolarming. Secondly, consumers perceive having
consciousness about global warming as the same rdmgafor products sensitive to global warmingidt
obvious that there is a need for new studies asehreh in order to find clear answers to thesetipunss

Ki-square test statistics does not verify H3 andHhypotheses. In other words, there is no correfatio
between demographic features of consumers andahpioaches to the subject of global warming, aodyrct
demands sensitive to global warming. Based onr#sslt, we can say that, all the consumers conkistehe
sample, regardless of demographic features, approaasciousness to the issue of global warmingait be
seen in frequency table, the perception in all sorer groups is quite high.

As a conclusion it can be said that people is qgétasitive to global warming issue. And it is expdc
that they will demand for the new products devetbpg companies which are sensitive to global wagmihis
possible for companies by taking into consideratlia demand that they can try to develop new petsdand
thus they can both make contribution to the sofutid global warming and make profit. Undoubtedlyist
approach will get benefit for everybody at insibagl, individual, and social level.
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