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Oz
Gunimitizde rekabetin artmasi, kucuk olcekli dreticilerin ve kucuk olcekli ciftcilerin, buytk firmalar
karsisinda faaliyetlerini surdiirmesini zorlastirmaktadir. Bu zorluklar, ticarete daha esit kosullar getirmeyi
amaclayan adil ticareti 6nemli hale getirmeye baslamistir. Bu arastirmada, adil ticaret bilgisinin, adil ticaret
bagliligr ve adil ticaret primi 0deme istekliligi tizerine etkileri ve bu etkilerde adil ticarete duyulan gtivenin
aracl etkisi incelenmistir. Arastirmanin ilk modelinde; adil ticaret bilgisi, adil ticaret baglilig: ve adil ticarete
duyulan given arasindaki iliskiler, arastirmanin ikinci modelinde ise; adil ticaret bilgisi, adil ticaret primi
odeme istekliligi ve adil ticarete duyulan guiven arasindaki iliskiler incelenmistir. Calismada ulasilan
sonuclar, “adil ticaret bilgisinin”, “adil ticaret bagliligi”ni, etkiledigini ve “adil ticarete duyulan giiven”in bu
iliskide kismi aracilik etkisine sahip oldugunu ortaya koymaktadir. Calisma sonuclari ayrica, “adil ticaret
bilgisi"nin “adil ticaret primi 6deme istekliligi"’ni “adil ticarete duyulan guven” tzerinden etkiledigini

gostermektedir. Diger bir ifadeyle “adil ticarete duyulan guven”, “adil ticaret bilgisi” ile “adil ticaret primi
odeme istekliligi” arasindaki iliskide tam aracilik etkisine sahiptir.
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Kiiciik olgekli tireticilerin desteklenmesi lilke ekonomileri ve refahi agisindan ki-
lit 6neme sahiptir. Artan rekabet kosullari, kiigiik 6lcekli iireticilerin faaliyetlerini
stirdiirmesi i¢in bir tehdit olusturmaktadir. Bu tehdidi ortadan kaldirmaya yonelik
uygulamalar ise yetersiz kalabilmektedir. Bu rekabetten {ilke ekonomileri olumsuz
bir gekilde etkilenmekte ve daha etkili ve daha esit uygulamalara olan ihtiyag¢ giin
gectikce artmaktadir. Adil ticaret, rekabet sartlarindan olumsuz etkilenen kii¢iik 61-
cekli tireticilerin ve kiigiik 6lgekli ¢iftcilerin calisma ortamlarini, ¢alisma kosullarinm
iyilestirmeyi ve calistiklarinin karsiligini daha adil bir sekilde alabilmeleri i¢in uy-
gulanan bir ticaret ortakligidir. Adil ticaret uygulamasiyla birlikte, kii¢iik tiretici ve
kiigiik cifteilerin pazarda karsilastiklar1 rekabet ortaminin olumsuzlarindan etkilen-
meleri en az diizeye indirgenmeye ¢alisilir. Bu nedenle, adil ticaret uygulamasi her
gecen giin 6nemini ve eksikligini daha da fazla hissettirmektedir.

Adil ticaret, gelismekte olan iilkelerdeki kiigiik iireticilere, kiigiik ¢iftcilere daha
iyi ¢alisma kosullar1 sunar. Kiiciik iireticilerin, kiiglik ciftcilerin daha iyi {icretler
almalarii saglayarak, yasam standartlarini yiikseltir. Kiigiik ireticilere ve kiigiik
ciftcilere pasif bir sekilde yardim etmekten ziyade onlarin 6zgiivenlerini artirarak,
stirdiiriilebilir bir sekilde gelismelerine olanak saglar. Adil ticaret, kiiresel diizeyde
uireticileri, pazarlamacilar: ve tiiketicileri ilgilendiren bir uygulamadir.

Stirdiiriilebilir kalkinmay1 hedefleyen bir sosyal sorumluluk projesi olarak da ifa-
de edilebilen adil ticaret uygulamasi, iilkemizde yeterince bilinmemekte ve tanin-
mamaktadir. Tiirkiye’deki kiiglik 6l¢ekli / dezavantajli tireticileri de rekabet¢i pazar
sartlarinda koruyacak etkin bir uygulamaya ihtiya¢ duyulmaktadir. Tiirkiye’de adil
ticaret etiketlerine sahip {iriin sayis1 goreli olarak oldukca azdir. Kiiciik 6lgekli tire-
ticilerin desteklenmesinde tiiketicilerin adil ticaret bilgileri, adil ticarete giivenleri,
adil ticaret primi 6deme isteklilikleri 6n plana ¢ikmaktadir. Adil ticaret ile ilgili yurt-
disinda c¢ok sayida aragtirma yapilmis olmasina ragmen, tilkemizdeki ¢alismalarin
sayis1 yok denecek kadar azdir. Tiirk tiiketicisinin adil ticaret bilgisi ve giliveninin,
adil ticaret lirlinli i¢in prim fiyat 6deme istekliligi ve adil ticaret bagliligina etkisi
aragtirmanin konusunu olusturmaktadir.

Adil ticaret faaliyetlerinin amacina ulagabilmesinde, tiiketicilerin adil ticarete gii-
ven duymasi kilit bir dneme sahiptir. Bu baglamda, tiiketicilerin adil ticaret hakkinda
bilgiye sahip olmalari yeterli olmayip ayn1 zamanda adil ticarete giivenmeleri de ge-
rekecektir. Literatiir incelendiginde “adil ticaret bilgisi” ile “adil ticaret primi 6deme
istekliligi” arasindaki iligkide “adil ticarete duyulan giiven”in araci etkisine yonelik
calismalarin eksikligi goze carpmaktadir. Ayni sekilde “adil ticaret bilgisi” ile “adil
ticaret baglhilhig1” arasindaki iliskide “adil ticarete duyulan glivenin araci etkisine pek
deginilmemektedir. Aragtirmanin amaci, Tiirk tiiketicisinin adil ticaret hakkinda sahip
oldugu bilginin adil ticaret primi 6deme istekliligi ve adil ticaret bagliligina etkisi ile
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adil ticarete duyulan giivenin bu iliskileri nasil etkileyeceginin tespit edilmeye cali-
stlmasidir. Bu yoniiyle calismanin 6zgiin bir deger ortaya koymasi amaglanmaktadir.

Adil Ticaret Kavramm

Adil ticaretin amaci, gelismekte olan {ilkelerde zor kosullar altinda faaliyet gosteren
dezavantajl tireticilere, pazar erigimi (genellikle kuzeydeki yani geligmis iilkelerdeki
tiiketici icin) saglayarak yoksulluktan ¢ikma firsati sunmaktir. Boylelikle uluslararast
ticaret sayesinde kendilerini gelistirmek i¢in iireticilerin gii¢lendirilmesi hedeflenmek-
tedir. Adil ticaret, tiim paydaslar arasinda daha adil ekonomik fayda saglayan yenilik¢i
bir tedarik zinciri modeli olusturarak tiiketim ve tiretimi yeniden iliskilendiren yeni bir
model ortaya koymaktadir. Adil ticaret, kiiresel pazarlarda ortaya ¢ikan basarisizlikla-
rin olumsuz etkisini azaltarak, tedarikgi-satici iliskisindeki gii¢ ve bilgi diizeyi konu-
sundaki esitsizlikleri gidermek i¢in ¢abalar (Nicholls & Opal, 2005, s. 6).

Uluslararas1 Adil Ticaret Etiketleme Orgiitleri (FLO), Uluslararas1 Alternatif Ti-
caret Orgiitii (IFAT), Avrupa Diinya Magazalar1 Ag1 (NEWS) ve Avrupa Adil Ticaret
Birligi’ni (EFTA) kapsayan ana orgiit olan FINE tarafindan gelistirilen adil ticaret
tanimu soyledir (FINE, 2001):

“Adil Ticaret, uluslararasi ticarette daha fazla esitlik arayan diyalog, seffaflik ve saygiya
dayanan bir ticaret ortakligidir.”

Adil ticaret 6zellikle Giineydeki yani gelismekte olan tilkelerdeki dezavantajli iire-
tici ve calisanlarin haklarimi giivence altina almak suretiyle daha iyi ticaret kosullar1
sunarak siirdiiriilebilir kalkinmaya katkida bulunur. Tiiketicilerin de destekledigi adil
ticaret Orgiitleri, bilin¢lendirmeyi artirmak, lireticiyi desteklemek ve geleneksel ulus-
lararasi ticaret uygulamalarinda ve kurallarinda degisiklikler yaratabilmek icin aktif
miicadele yiriitmektedir. Bu agiklamalar 1s1ginda adil ticaretin amaglar1 sunlardir
(Redfern & Snedker, 2002, s. 11):

* Pazar erisimini gelistirerek, liretici orgiitlerini gii¢lendirerek, ticaret iligkilerin-
de stirekliligi saglayarak ve daha iyi bir fiyat 6deyerek lireticilerin refah ve ge-
¢imlerini iyilestirmek,

+ Uretim siirecinde gocuklar1 smiiriiden korumak igin, yerli insanlar ve 6zellikle
kadinlar ile dezavantajli iireticiler i¢in gelisme firsatlari saglamak,

» Uluslararasi ticaretin tireticiler iizerindeki olumsuz etkileri hakkindaki tiiketici
farkindaligini arttirmak suretiyle tiiketicilerin satin alma gii¢lerini pozitif sekil-
de kullanmasini saglamak,

» Saygi, seffaflik ve diyalog sayesinde ticaret ortakligi modeli olusturmak,
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* Geleneksel uluslararasi ticaret uygulamalar1 ve kurallarinda degisiklikler i¢in
miicadele vermek,

» Ekonomi, giivenlik, ¢evreye iliskin alanlar yaninda sosyal adaletin gelisimine
destek vererek insan haklarini korumak.

Adil ticaret ve etik ticaret farkli anlamlara sahip olsa da benzer kavramlardir (Ste-
vens, 2008, s. 22). Clarke Barnett, Cloke ve Malpass (2007, s. 584), etik ticaretin
“liretim akiginda calisma kosullarina odaklandigini” ve adil ticaretin ise “tiiketim,
ticaret ve liretimin alternatif alanlardaki gelisim {izerine odaklandigini” ifade etmis-
tir. Nicholls (2002, s. 7) etik ticareti, “kurumsal sosyal sorumluluk™ ile iligkisi olan
“Onemli bir sirket politikas1” olarak tanimlarken adil ticareti ise, esitligin degisimini
hedefleyen bir alici-tedarikei iligkisi olarak gormektedir.

Adil ticaret, etik tiiketimin alt kiimesi olarak goriilmektedir (Bird & Hughes,
1997). Raynolds’a gore (2002), etik tiikketimin gelismesi, adil ticaretin gelisiminin
arkasindaki odak noktasidir. Adil ticaret aglari, batili tiiketicilerin kiiresel etik konu-
lar iizerine artan ilgisiyle desteklenmektedir. Son zamanlarda iiriin tercihini sekillen-
diren sosyal iliskilerin somutlastiriimasi, etik tiiketim uygulamalarini da artirmistir.

Connolly ve Shaw’a gore (2006, s. 354-355), bityiik resmin tamamini gérmenin
Oneminin farkina varilmasi gerekmektedir. Adil ticaret tanimi geregi, “ticari ortak-
lik”, “seffaflik” (kurumsal sorumlulukla ilgili), “siirdiiriilebilir gelisime katkida bu-
lunma” ve insanlarin “haklarim giivence altina almay1” iyilestirmeyi icerir. Tiim bu
noktalar etik tiiketimle de iliskilidir. Etik tiiketim diger konulara odaklansa bile adil
ticaret gibi belirli gelisimsel konulari da igerir (Stevens, 2008, s. 22).

Adil Ticaret Bilgisi

Tiiketici bilgisi, etik tiiketim, ¢evresel sorumluluk ve adil ticaret tiiketiminde ¢ok
onemli rol oynamaktadir (Shim, 1995). Etik tiiketim ve adil ticaret konular1 hakkinda
bilgiye sahip bireyler, ¢cevresel sorumluluk ve adil ticaret tiriinleri satin alma konularina
daha duyarl olabilmektedir (Dickson & Littrell, 1996). Etik tiiketiciler, ¢cevreyle dost
tiriinleri arastirip ve etik olmadigini diisiindiikleri firmalar1 boykot edebileceklerinden,
bilgi etik satin alma davranigina rehberlik edecektir. Adil ticaret konular1 hakkinda daha
bilgili bireyler ise, adil ticaretin kii¢iik tireticiyi giiglendirme temelinin bilincinde ola-
rak adil ticarete giivenebilir ve giivene dayanarak adil ticaret tiriinleri i¢in bir prim fi-
yat ddemeyi kabul edebilir. Pazarlamacilar agisindan da etik konular dnemlidir. Clinkii
sirketin etik davranislar1 hakkindaki bilgilerin, tiiketicilerin gdziindeki sirket imajini ve
tiriin satiglarini etkiledigi diisiiniiliir (Carrigan & Attalla, 2001; Mascarenhas, 1995).

Adil ticaret bilgisi, adil ticaretin temel yonlerini olusturan tam bir tanimini verme
becerisi olarak tanimlanmaktadir (Pelsmacker, Janssens, Sterckx & Mielants, 20006).
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Adil ticaret bilgisi, adil ticaretin nasil tanimlandigin bilmektir (Pelsmacker & Jans-
sens, 2007, s. 368). Dar anlamda bilgi, adil ticareti olusturan ¢ekirdek yonleri bilip
bilmemekle yani bireylerin adil ticaret tanimini tam olarak dogru bir sekilde yapabil-
mesiyle ilgilidir. Cevresel bilgi, dogal ¢evrenin korunmas ile ilgilidir ve adil ticareti
tam olarak kapsamamaktadir. Sosyal bilgi, cevresel bilginin icermedigi bilesenlerini
igerir (Pelsmacker ve ark., 2006, s. 129).

Uriin satin alirken, sosyal agidan iiriiniin &zelliklerini dikkate alma bilincinin
olugmasi i¢in belli bir bilgi seviyesi gerekli olabilmektedir. Tiiketicinin bilgi diizeyi
artarsa, tiiketici sosyal sorumluga sahip sirketlerin amaglarina ulagsmasina katkida
bulunabilmektedir (Dickson, 2000, s. 28). Adil ticaretin tanimini, temel yonlerini,
amagclarini bilen tiiketiciler, kiigiik 6lgekli iireticilerin kendilerini gelistirmelerine
yardimer olmak, onlara daha iyi ¢alisma kosullar1 saglamak amaciyla adil ticaret
iriinlerini satin alarak adil ticaretin gelisimine katki saglayabilirler. Bu sekilde, adil
ticaret Orgiitlerinin amaglarina ulasmasinda destek olabilirler.

Adil ticaret bilgisi, kii¢iik iireticilere ve onlarin {iretimlerine ayricalik saglar. Adil
ticaret sOylemleri, liretken kaynaklarn siirdiiriilebilir yonetimini vurgulamaya egi-
limlidir. Adil ticaret, muz, ¢ikolata ya da kahve iiretmek i¢in dogaya aktif miidaha-
leler igeren bir biyofiziksel ortami temsil eder (Bryant & Goodman, 2004, s. 357).
Kuzeyli iireticiler adil ticaretin ne oldugu ve adil ticarete neden ihtiya¢ duyuldugu
hakkindaki detayl1 bilgilerin yayilmasina gereksinim duyarlar. Bu bilgi, tiiketilen adil
ticaret iiriiniiniin (6rnegin; ¢ikolata, muz, kahve) hangi topluma ve hangi kooperatife
bagli olarak tiretildigi bilgilerini kapsayabilir (Bryant & Goodman, 2004, s. 358).

Siirdiirilebilir kaynak yonetimi, kiigliik 6lgekli tireticiler ve {iretici kooperatifieri
ile etik iligkiler adil ticaretin temelidir. Bu nedenle, adil ticaret bilgisi, kuzeyli {ire-
ticiler i¢in alternatif bir gorligiin yeni bir tilirli olarak aktarilmaktadir. Bunun nedeni,
adil ticaret bilgi akisinin, pazar odakli kalkinma, siyasal tiiketim ve metalagsmadaki
ongoriilemeyen belirsizliklere dikkat gekmesidir (Bryant & Goodman, 2004, s. 359).

Tiiketiciler tiriinler, bu {irlinlerin mal sistemlerinde nasil hareket ettigi (biyografi-
si) ve bu tirlinlerin nereden geldikleri (mensei) seklindeki ii¢ tiir bilgiyi adil ticaret
aglarindan saglar (Cook & Crang 1996; Goodman, 2004). Adil ticaret etiketleri ve
eylemci orgiitler, liretim ve tiiketimin sosyal ve psikolojik baglantilarini agiklaya-
rak kuzeyli tiiketiciler icin detayli bilgiler saglar (Goodman, 2004, s. 901). Etiketler
yaninda reklamlar da bilginin kaynagi olarak goriilmektedir. Adil ticaret {irlinlerinin
satin aliminda kalite bir avantaj olarak kabul edilir. Bilgi, etik satin alimlara yardimc1
ve etik satin alimlar1 sinirlayict bir faktor olarak kabul edilir (Shaw & Clarke, 1999).
Adil ticaretle ilgili etik iligkiler, mal tanitiminda yogun bilgi bi¢iminde kendisini gos-
terir (Hughes, 2000).
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Algilanan adil ticaret bilgisinin miktar1 ve kalitesi, adil ticaret iiriinleri satin alma
davranigini tutumlar araciligryla etkiler. Buna karsilik, adil ticaret konusu agisindan
bilginin ¢ok az oldugu, bilgiye yaygin olarak ulasilamadig1 ve bilginin giivenilir ol-
madig1 gorlilmistiir. Adil ticaret konularindaki bilgi kitlig1 ve dolasan bilginin digiik
kalitede olmasi tiiketicilerin adil ticarete kars1 siipheyle yaklagmasina ve tiiketicilerin
adil ticarete karsi ilgilerinin azalmasina yol agar. Adil ticaret konularindaki bilgi az-
1181, adil ticaret {irlinlerinin ¢ok pahali oldugu algisini olusturabilir. Adil ticaret konu-
larinda yetersiz bilgi ise, olumsuz tutumlara yol acabilir. Bagka bir deyisle, yetersiz
bilgi, adil ticarete karsi gliven eksikligi olugturur ve adil ticaret tirlinlerine kars1 ilgiyi
azaltarak bu iiriinlerin satin alimmi azaltir. Bilgili tiiketiciler, bilgi azligin1 daha az
algilarlar ve adil ticaret konulari, tirlinleri hakkindaki deneyimleri bilginin sonucu
olarak ortaya ¢ikar (Pelsmacker & Janssens, 2007, s. 365-366).

Bilgi kalitesi boyutu, kisilerin adil ticaret bilgi kalitesinin (giivenli ve kontrol edi-
lebilir) iyi olduguna inandigimni belirtmektedir. Adil ticaret bilgisinin yiiksek miktarda
olmasi, kisilerin adil ticaret hakkindaki birgok bilginin var oldugunu diisiindiigii anla-
mina gelmektedir. Algilanan yiiksek bilgi kalitesi ve miktari, adil ticarete karsi siiphe
diizeyini belirler (Pelsmacker & Janssens, 2007, s. 371-372).

Adil ticaret bilgisi diizeyine bagli olarak etik tiiketim degerleri, dogrudan adil ticaret
marka baglilig: tizerinde etkiye sahiptir. Bilgi diisiik oldugunda etik tiiketicileri belirle-
mek zorunlu olabilir. Sadakat olusumu adil ticaret bilgisinden oldukca etkilenir. Bilgi-
nin giivenilirlikten uzak olmasi, {iriinler ve etik konular agisindan yetersiz bilgiler, adil
ticaret iiriinleri i¢in bir prim fiyat 6deme istekliligini azaltir (Kim, Lee & Park, 2010).

Adil Ticarete Duyulan Giiven

Sosyal bilimlerde 6nemli bir kavram olarak goriilen giiven, ¢evresel riskten ras-
yonel se¢imlere kadar ¢ogu konuda biiyiik 6neme sahiptir (Mechanic, 1996, s. 455).
Giiven, diger bir tarafa kars1 savunmasiz olma istekliligi ya da risk alma istekliligi
olarak tanimlanabilir (Castaldo, Perrini, Misani & Tencati, 2009, s. 6). Bagka bir
deyisle, diger taraflara kars1 savunmasiz olma istegi, giivenilen kisiden gelebilecek
riskleri iistlenmeye istekli olma olarak da ifade edilebilir. Giiven, riskleri yonetmede
uyumlu bir arag¢ olarak kabul edilebilir (Schoorman, Mayer ve Davis, 2007, s. 347).
Iliskilerin yonetiminde ¢ok énemli bir faktor olmakla birlikte (Blomqvist, 2002), gii-
nlimiizde bilgi temelli rekabet ortaminda da kilit dneme sahiptir. Gliven, bilgi temelli
ekonomilerde, organizasyonlarin arasindaki iliskilerde de ¢ok dnemlidir (Seppanen,
Blomgvist & Sundqvist, 2007, s. 261).

Ticari iligkilerde giiven beraberinde riski de getirecektir. Giiven ile birlikte gelen risk
kisiye, zamana ve olaya gore degisiklik gosterir. Risk alma istekliligi olaya, kuruma, ki-
siye olan giiven diizeyine gore degisiklik gosterir (Mayer, Davis & Schoorman, 1995).
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Gliven pazarlamada uzun donemli iliskiler i¢in gerekli olan ve bu uzun dénemli
iligkilerin siirdiiriilmesinde temel olan bir kavramdir (Morgan & Hunt, 1994; Young
& Wilkinson, 1989). Pazarlama projelerinde, giiven olusturmak, olusan giiveni ge-
listirmek ve siirekliligini saglamak temeldir. Pazarlama projelerinde; iliskisel degi-
simler gergeklestiginde gliven 6nemlidir. Giiven hakkindaki belirsizlikler azalirsa,
esneklik ve fayda artar. Biiyiik 6l¢ekli firmalar igin 6ncelikli olan organizasyon te-
melli giivendir. Bireysel diizeyde olugan giiven organizasyon temelli giivenden daha
etkilidir. Glinlimiizde, belirsizlikler arttigindan ve her saniye degisim yagsandigindan
bu degisikliklere uyum saglamada biiyiik dl¢ekli organizasyonlar igin bireysel te-
melli gliven kilit oneme sahiptir. Kiiglik firmalarda giiven bireysel temelli, biiyiik
firmalarda ise daha kurumsaldir. Giiven uluslararasi projelerde; alict satici arasin-
daki iligkilerin olusturulmasinda, bu iligkilerin siirdiiriilmesinde ve gelistirilmesinde
6nemli rol oynar. Giliven, hem pazarlama projeleri i¢in hem de uluslararas: projeler
icin kilit Gneme sahiptir (Usunier, 1990).

Pazarlama stratejilerini olugturmada, degerlendirmede, pazarlama arastirmalarin-
da ve pazarlama iligkilerinde giiven énemli bir kavramdir. Pazarlama aragtirmalarin-
da, giiven kavramina psikolojik yaklagim temel rol oynamigtir. Giiven, bireyler arasi
faktorlerin bir sonucu olabilir (Moorman, Deshpande & Zaltman, 1993). Literatiire
gore, bir markaya olan giiven, farkli {iriin tiplerinde farkli etkilerle, farkli sonuglar
gosterebilir (Chaudhuri & Holbrook, 2001).

Giiven, tiikketicilerin giinliik hayatlarinin her alaninda karsilastiklar1 sorunlarla bag
etmelerinde ve bireyler arasi iletisimde kilit oneme sahiptir. Belirsizlikler ve riskler
oldugunda, belli segimlere kars1 6nyargili olundugunda, bunlarin asilmasinda giivene
ihtiyag¢ duyulur ve belirsizlik ve 6nyargi duyulan konu hakkinda giivenin olusabilme-
si i¢in belli bir bilgi diizeyine sahip olmak gerekir. Giiven bireyin 6nceki deneyimle-
rine ve ¢evreden 0grendiklerine dayanabilir. Sosyal psikologlar agisindan bireysel te-
melli giiven onceliklidir. Ekonomistler i¢in kurumlar aras1 giiven daha 6n plandadir.
Giiven duruma 6zgii olabileceginden, giivenin her alanda gegerli bir tanimini yapmak
pek miimkiin degildir (Blomqvist, 1997).

Giiven, tiiketicilerin ge¢mis deneyimlerden beslenir. Tiiketicilerin firmaya gii-
venmeleri, bu firmalarin mal ve hizmetlerin kaliteli olduguna inandiklarini1 gosterir.
Tiiketici gruplarinin gelecekteki niyetlerini belirlemek, iliski diizeyine gore farklilas-
maktadir. Diisiik iliskisel tiiketicilerin (ara sira {irlin satin alan) gelecekteki niyetleri-
nin olusumunda tatmin belirleyici olurken, yiiksek iliskisel tiiketicilerin (stirekli {irtin
satin alan) gelecekteki niyetlerini belirlemede giiven ve baglilik belirleyici olmakta-
dir (Garbarino & Johnson, 1999).

Sosyal yonlii sirketler i¢in tliketicilerin giivenini kazanmak son derece 6nemli ola-
caktir. Adil ticaret hakkindaki bilgilerin kontrolsiiz ve yetersiz olmasi, dolasan bilgi-
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nin diisiik kalitede olmas, tiiketicilerin adil ticarete karsi ilgilerini azaltir. Bu durum
titkketicilerin, adil ticarete kars1 giivenlerini etkilemektedir. Adil ticaretin gerceklesti-
rilebilmesinde giiven ilk adimdir. Tiiketicilerin giiveni adil ticaret drgiitleri, etiketle-
me sistemleri ve adil ticaret blinyesinde bulunan ¢iftciler hakkindaki enformasyon-
larla artacaktir. Tiiketicilerin bireysel diizeyde olusan bu giiveni, pazarda birgok iiriin
¢esidi arasindan adil ticaret {irlinlerinin tercih edilmesine tesvik saglar. Tiiketicilerin,
adil ticaret hakkinda higbir bilgiye sahip olmamasi ve adil ticaretin tiiketiciler i¢in
nispeten daha yeni bir secenek olmasi durumunda ise, tiiketicilerin adil ticarete gii-
venmesi i¢in etkili enformasyon gerekir (Castaldo ve ark., 2009).

Tiiketicilerin, adil ticaret kavramina ve adil ticaretin amaglarina giivenmesi son
derece dnemlidir. Tiiketici giiveni, marka sadakati ve bir prim fiyat 6deme istekliligi
ile ilgilidir (Castaldo ve ark., 2009, s. 12). Adil ticaret iiriinlerinde bir prim fiyat bu-
lundugundan, tiiketicilerin bir¢ok iiriin ¢esidi arasindan adil ticaret iirlinii i¢in prim
fiyat1 6demeyi istemesi icin adil ticarete glivenmesi gerekir. Adil ticaret sertifikala-
ma ve etiketleme orgiitleri tiiketici giivenine etkide bulunur. Tiiketiciler, adil ticaret
iriinleri satan orgiitlerin, kurumlarin, kisilerin kendi haklarina ve ¢ikarlarina saygili
olduklarin1 diistindiiklerinde ve bu kurumlarin tiriinleri adil ticaret etiketli oldugunda,
bu liriinlere daha fazla giivenirler (Castaldo ve ark., 2009).

Adil ticaret tiriinleri tizerindeki adil etiketiyle tiiketicilerin adil ticaret iiriinlerine
giivenmesi saglanabilir. Diinya Adil Ticaret Orgiitii izleme sisteminin hedeflerinden
birisi de tiiketicilerin adil ticarete giivenmelerini saglamaktir (Davenport & Low,
2013, s. 96). Bir arastirma, FLO sistemi ve WFTO sistemini karsilastirmis ve WFTO
sisteminin giiven temelli oldugunu ifade etmistir (Davenport & Low, 2013).

Etik iiriinler pazarlayan orgiitler, bu {irlinleri pazarlarken, tiiketicinin algiladig:
sirket imajindan, lirliniin markasinin olusturdugu imajdan, tiiketicilerin bu iiriinlere
ve sirkete olan giiveninden faydalanabilir (Pergelova & Angulo-Ruiz, 2013). Ure-
tici firmanin etik oldugunun diisliniilmesi, tiiketicinin firmaya olan giivenini etkiler
(Kennedy, Ferrell & LeClair, 2001). Tiiketicilerin, etik iiriinlere giivenmeleri i¢in etik
triinlerinin etiketlerinin anlasilmasi zor ve uzun olmamasi gerekir. Tiiketicilerin gii-
veninin saglanmasi i¢in, etiketlerde aciklamalar basit ve agik olmalidir (Zadek, Lin-
gayah & Forstater, 1998). Adil ticaretin etik temele sahip oldugu gz oniine alinirsa,
tiikketicilerin adil ticaret tirlinlerine yiiksek bir prim fiyat 6demesi i¢in, bu {irlinleri
satan adil ticaret orgiitlerinin toplum i¢indeki imaj1 6nemli olacaktir. Ayrica, tiiketici-
lerin adil ticaret iiriinleri i¢in yiiksek bir prim fiyat demesi i¢in adil ticaret etiketine
de giivenmesi gerekecektir. Yani, adil ticaret orgiitiine ve adil ticaret markasina giive-
nilirse, tiiketicide adil ticaret tiriinleri i¢in bir prim fiyat 6deme istekliligi olusacaktir
(Pergelova & Angulo-Ruiz, 2013).

56



Kapusuz, Kimzan / Adil Ticaret Bilgisi, Adil Ticaret Primi Odeme istekliligi ve Adil Ticaret Baglihig1 iliskisinde Adil...

Adil Ticaret Baghhg

Etik tiiketim ¢evresel unsurlarin hepsini igerir ve insan unsuruna dikkat ¢eker. Etik
tiikketici sosyal ve gevresel ilkelere baglidir (Strong, 1996). Etik tiiketiciler, kotii ca-
lisma kosullar1 ve distk ticretlerle ¢alismak zorunda olan {ireticilerin ¢alisma ko-
sullarini iyilestirmek ve onlara adil iicret saglamak i¢in adil ticaret {irinlerini satin
alir. Cevre bilincine sahip tiiketicilerin etik farkindaliklar artar ve ¢ogu adil ticaret
ilkesini benimserler. Bezengon ve Blili (2010, s. 1309); etik tirlin satin alma kararin-
da bagliligin tiiketici degerleri ve iiriin temelindeki ilkeleri 6l¢en bir kavram olmasi
gerektigini ortaya koymustur.

Etik {irlin bagliligy, “etik ilkelerin altinda yatan nedenlerden dolay tiiketicilerin etik
iiriinleri satin alma dl¢iisii” olarak tanimlanmistir (Bezencon & Blili, 2010, s. 1309).
Etik iiriin baglilig1 kavrami etik iiriin karar ilgilenimini belirleyen bir kavram olarak
ileri stirtilmiis ve siirekli ve durumsal ilgilenimleri 6lgen Mittal ve Lee’nin modelini
etik tiikketime uyarlayarak bagliligin siirekli 6zellikte oldugu ifade edilmistir. Shaw ve
Shui (2003) tarafindan gelistirilen planlanmig davranis teorisini géz 6niinde bulundu-
ran Bezencon ve Blili (2010, s. 1317) ise bugiine kadar tiiketici davranisi ile ilgili uy-
gulanmis modellerin etik {irlinler baglaminda uyarlanmasi gerektigini ileri siirmiistiir.

Adil ticaret baglilig1 “adil ticaretin temel ilkelerin altinda yatan nedenlerden dolay1
tiikketicilerin adil ticaret iirlinlerini satin alma 6l¢iisii” olarak tanimlanmistir (Bezen-
con & BIili, 2010). Adil ticaret bagliligi yapisini islevsel hale getirmek i¢in, adil
ticaretin altinda yatan temel ilkelerin tanimlanmasina ihtiya¢ duyulmustur. Kavram-
sal cerceveden ve adil ticaret literatiiriinden tiiketicilerde adil ticaret bagliligina yol
acabilecek 3 temel ilke belirlenmistir (Bezengon & Blili, 2010, s. 1313): (1) Kiigiik
iireticiyi gliglendirme, (ii) daha iyi ¢aligma kosullar, (iii) ¢evreye saygi.

Calisma sonucunda, iireticiyi gliglendirme ve ¢alisma kosullari, ¢evreye saygidan
daha onemli boyutlar olarak goriilmiistiir. Calismaya gore, tiiketicilerin adil ticareti
algilamalarinin daha ¢ok sosyal ve ekonomik yonlii olacagi ifade edilmistir. Boylece,
bu durum adil ticaret standartlarinin gevresel yonden ¢ok, ekonomik ve sosyal yone
odaklanmasiyla agiklanabilir (Bezencon & Blili, 2010; Raynolds, 2002).

Adil ticaret baglilig1 yapisini olusturan kiigiik ireticiyi giiglendirme, daha iyi ¢a-
lisma kosullart ve ¢evreye saygt boyutlarinin her birinin digeriyle iliskili olacagi
sOylenemez. Adil ticaret {iriinii satin alan bir kisi i¢in ¢evresel kosullar ¢ok dnemli
olabilirken, baska bir kisi i¢in kiigiik lireticinin ¢aligma kosullarinin iyilestirilmesine
katkida bulunmak daha etkili olabilir (Bezengon & Blili, 2011, s. 689). Bezengon
ve Blili (2011), ¢aligmalarinda, yagl bireyler i¢in adil ticaret baglilig1 boyutlarindan
(kiigtik iireticiyi giiclendirme, daha iyi calisma kosullari, ¢evreye saygi) ¢evre boyu-
tunun, geng kimseler icin gegerli olan kiiciik tireticiyi giiclendirme boyutundan daha
onemli oldugunu tespit etmistir.
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Adil ticaret baghilig1 i¢in iletisime, adil ticaret ilkelerinin altinda yatan nedenlere
(kiigiik tireticiyi giiclendirme, daha iyi caligma kosullari, ¢evreye saygi) ve tiiketici
segmentlerindeki 6nem derecesine gore yon verilmesi dnerilmistir. Tiketiciler, diinya
magazalarindan aligveris yapanlar, siipermarketlerden alisveris yapanlar ve siipermar-
ket ve diinya magazalarindan aligveris yapanlar olarak ii¢ boliime ayrilmigtir. Tim
boliimlerde adil ticaret baglilig: ilgilenimin dnemli bir belirleyicisi olmustur. Ancak,
adil ticaretin baglhilig1 yapismin her bir boyutunun tiiketicilerde farklilik gosterdigi
ifade edilmistir. Ornegin; adil ticaret baghliginin boyutlarindan olan cevreye saygi,
bir tiiketicinin adil ticaret {irlinlerini satin almasi igin en 6énemli boyut olurken, diger
tiiketici icin kiiciik tireticiyi giiglendirme boyutu daha énemli olabilmektedir. Ayrica,
sadece slipermarketlerden aligveris yapanlar grubunda, ¢cevrenin, adil ticaret baglilig
boyutunu hig etkilemedigi, buna karsilik, siipermarket ve diinya magazalar1 grubu i¢in
cevrenin 6nemli bir boyut oldugu tespit edilmistir (Bezengon & Blili, 2011).

Adil Ticaret Primi Odeme Istekliligi

Etik o6zellikteki birgok iirlin, rakip triinlerden daha pahali olma egilimindedir.
Asagidaki nedenlerden dolay: iiriinlerde etik prim bulunabilir (Tallontire, Rentsen-
dorj & Blowfield, 2001, s. 21): (i) Ureticiler igin bir fiyat garantisi, (ii) adil ticaret
iiretici topluluklarinda kalkinma projelerine ayrilan fiyatin yiizdesi, (iii) Yiiksek tire-
tim maliyeti ya da serifikalama maliyeti.

Trudel ve Cotte (2009), tiiketicilerin etik {iriinlere karsi etik olmayan {irlinlere
oranla daha fazla 6deme istekliligine sahip oldugu ve sosyal sorumluluga uygun bir
sekilde tretilen {iriinler i¢in daha fazla 6demeye hazir olduklarini ifade etmistir. Ti-
keticilerin bilgilerinin prim fiyat 6deme istekliliginde olumlu bir etken oldugu, etik
kosullarda tiretilen iiriinler i¢in tiiketicinin bilinglendirilerek, prim fiyat 6deme is-
tekliliginin artirilabilecegi ifade edilmistir. Etik degerlere uygun oldugunu hakkinda
titkketicilerini medya veya mesaj yoluyla bilinglendiren orgiitlerin, tiiketicilerin daha
yuksek prim fiyat 6demelerine olanak saglayacagini ifade etmistir.

“Adil ticaret iireticilerine iiriiniin adil ticaret nitelikleri i¢in bir prim 6denir. Bu prim,
alternatif adil ticaret i¢in etik tiliketicilerin 6deyecegi fiyat ile pazar fiyat1 arasindaki fark-
tir.” (Doran, 2010, s. 528). Kiigiik iireticilerin gelismesine katkida bulunan adil ticaret
etiketlerinin sagladigi asil fayda batidaki tiiketicilerin adil ticaret etiketli Tirtinler i¢in bir
prim fiyat 6deme istekliligi yaratmasidir. Bu yiiksek prim fiyatin tiiketicilere kabul etti-
rilebilmesi ve bu sayede kotii caligma kosullarinda diisiik geliriyle gegimini saglamak
zorunda olan kiigiik iireticilerin kosullarinin iyilestirilmesi igin, tiiketicilerin adil ticaret
etiketinin altinda yatan nedenleri ve siiregleri bilmesi gerekir (Basu & Hicks, 2008).

Adil ticaret etiketli bir Grlintin, adil ticaret etiketine sahip olmayan iiriinlerden
daha yiiksek fiyatli olmasinin nedeni, adil ticaret {iriiniiniin glivenilir olmasi i¢in belli
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gbzetim ve sertifikalamaya ihtiyag duyulmasindan kaynaklanmaktadir (Pelsmacker,
Driesen & Rayp, 2005, s. 368). Bununla birlikte Sunderer ve Rossel (2012), adil
ticaret satin alma davranigsinda ekonomik faktorlerin yaninda ahlaki giidiilerin de dik-
kate alinmas1 gerektigini, hatta ahlaki giidiilerin ekonomik faktdrlerden daha biiyiik
etkisinin olabilecegini ortaya koymustur. Salvador, Merchant ve Alexander (2014)
dini bagliliginin, tiiketicilerin adil ticaret tiriinleri i¢in prim fiyat ddeme istekliligiyle
olumlu iliskili oldugunu ortaya ¢ikarmistir.

Adil ticaret iiriinleriyle; gelismekte olan tilkelerdeki yoksul iireticiler igin bir fiyat
tabani saglama, tiretimde ¢ocuk is¢i ¢alistirmama, kabul edilebilir ¢alisma saatleri ve
calisma kosullar1 saglama ve asgari ticreti kapsayan belli sosyal hedefleri gergekles-
tirmek istenilmektedir. Adil ticaret etiketleriyle de; tiiketicilerin adil ticaret iiriinlerine
daha yiiksek prim fiyat 6demeyi istemesi i¢in bu sosyal hedeflerin bilinmemesinden
veya yanlis anlagilmasindan olusan sorunlar giderilmeye ¢alisilir. Adil ticarete katilan
iireticilere bir taban fiyat olugturulmas, tireticilere kredi saglanmasi, dogrudan yoksul
tireticinin gelisiminin hedeflenmesi, adil ticaret iirlinlerinin organik olarak yetistirilme-
si ve ¢evresel siirdiiriilebilir nitelikte olmasi, tiiketicilerde adil ticaret tiriinleri i¢in bir
prim fiyat 6deme istekliligi olusturan etkenlerdir (Basu & Hicks, 2013, s. 1, 8, 9).

Tiiketicilerin temiz gida ve gevresel konulara ilgilerinin artmasi, onlarda, ¢evreye dost
ve daha kaliteli {iriinler tiiketme istegi olusturur. Boylece tiiketiciler, iireticilere saglanan
olumlu tegviklerle cevreye zarar vermeyen sartlarda iiretilen gidalara daha yiiksek bir prim
fiyat 6deyebilirler (Basu, Chau & Grote, 2003, s. 229). Cevre etiketlerinin amaci olan ta-
rimsal gidalarin ¢evreye zarar vermeden tiretildiginin belirtilmesi, tiiketicilerin bu kosul-
larda tiretilen gidalar i¢in daha yiiksek bir prim fiyat 6demeyi kabul etmelerini saglayabilir.
Ureticilere saglanan yiiksek prim fiyatlar, {iretimlerini cevresel siirdiiriilebilirlige uygun
kosullarda gerceklestirmeleri i¢in onlart motive eder (Basu, Chau & Grote, 2004).

Taylor ve Boasson (2014), hane halkina yonelik olarak yaptiklar ¢aligmalarinda,
katilimeilarm belli kisminin adil ticareti duydugu fakat sadece katilimcilarin ¢eyregi-
nin bilerek bir adil ticaret iiriinii aldigin1 ifade etmis, diger bir kism1 da bir adil tica-
ret Uirlinii i¢in 6demek istedikleri prim fiyatin ortalama %20 oldugunu belirtmislerdir.
Genglerin, yiiksek egitimli bireylerin, bayanlarin, liberal goriisliilerin daha yiiksek bir
prim fiyat 6demeye istekli oldugu bulunmustur. Adil ticaret {iriinleri i¢in prim fiyat
O0demeye isteksiz olan kisilerin nedenleri arasinda bu ticaretin adil oldugunu diisiinme-
meleri ya da bu ticaretin is¢iler listiinde olumsuz sonuglar olusturacagini diistinmeleri
rol oynamaktadir. Didier ve Lucie (2008), ¢alismalarinda organik ve adil ticaret eti-
ketinin tiiketicinin 6deme istekliligini artirdig1 sonucuna ulagmistir. Calismalart sonu-
cunda etiketlere duyarsiz olan bireyler, organik ve adil ticaret etiketinin iirlin imajin1
gelistirmek i¢in dnemli oldugunu diisiinen bireyler ve bu etiketleri iiriinlerin tadina
gore degerlendiren bireyler olarak ti¢ farkli tiiketici grubu belirlemislerdir.
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Howard ve Allen (2008) ¢aligmalarinda, Amerika Birlesik Devletleri’ndeki tiike-
ticilerin, kiigiik tireticilere daha iyi ¢aligma kosullar1 ve ge¢im {icreti saglamak i¢in
cilege daha fazla 6deme isteklilikleri oldugunu ortaya ¢ikarmistir. Siirekli organik
iirlin satin alan tiiketicilerle, ¢evresel kaygilar dikkate alarak satin alim yapan tiike-
ticilerin daha yiiksek miktarlarda prim fiyat 6demeye istekli oldugu ifade edilmis-
tir. Pelsmacker ve arkadaslar1 (2005), Belgikal: tiikketicilerin adil ticaret kahvesi i¢in
O0denmek istenen ortalama prim fiyat1 %10 olarak tespit etmistir. Ayrica, etik {iriinlere
karg1 olumlu tutum sergileyen tiiketicilerin satin alma davranisinda bu tutumlarini her
zaman sergilemedikleri ortaya konulmustur.

Yang, Hu, Mupandawana ve Liu (2012), ¢aligmalarinda, bayanlarin adil ticaret
kahvesi i¢in prim fiyat 6deme istekliliginin daha fazla oldugunu tespit etmistir. Tii-
keticilerin 6deme istekliliklerinin daha ¢ok tiiketim aligkanliklariyla ilgili oldugu ve
tiikketicilerin adil ticaret kahvesi hakkinda dnceki bilgilerinin adil ticaret 6deme istek-
liligine 6nemli bir etkisi olmadig1 belirtilmistir. Tiiketicilerin ge¢gmis deneyimlerinin
prim fiyat 6deme istekliliginde 6nemli oldugu ve demografik faktorlerinde prim fiyat
O6deme istekliligini etkileyen bir faktdr oldugu, bu yiizden farkli deneyim ve demog-
rafik 6zelliklere sahip tiiketicilerin adil ticaret kahvesi i¢in 6demek isteyecekleri prim
fiyatlarin farklilasacagi ifade edilmistir. Cin’deki kahve tiiketicilerin cogunlukla geng
titkketicilerden olustugu vurgulanmistir. Cin’deki tiiketicilerin bir adil ticaret kahvesi
icin 6deme istekliligi yaklasik %22 olarak bulunmustur. Adil ticaret {iriinlerini satin
alma niyetinde, etik zorunluluklarin ve 6z benligin 6nemli bir rol oynadig1 goriilmek-
tedir (Ozcaglar-Toulouse, Shiu & Shaw, 2006).

Amag

Arastirmanin amaci, Tirk tiiketicisinin adil ticaret hakkinda sahip oldugu bilgi-
nin adil ticaret primi ddeme istekliligi ve adil ticaret baghiligina etkisi ile adil ticare-
te duyulan giivenin bu iligkileri nasil etkileyeceginin tespit edilmeye caligilmasidir.

Alt Amaglar
H1: Adil ticaret bilgisi ve adil ticaret baglilig1 arasinda pozitif yonlii bir iligki vardir.

H2: Adil ticarete duyulan giiven ve adil ticaret bagliligi arasinda pozitif yonli bir
iligki vardir.

H3: Adil ticarete duyulan giiven, adil ticaret bilgisi ve adil ticaret baglilig1 iligki-
sinde araci etkiye sahiptir (arac1 degisken olarak).

H4: Adil ticaret bilgisi ve adil ticaret primi 6deme istekliligi arasinda pozitif yonlii
bir iliski vardir.
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H5: Adil ticarete duyulan giiven ve adil ticaret primi ddeme istekliligi arasinda
pozitif yonlil bir iligki vardir.

H6: Adil ticarete duyulan giiven, adil ticaret bilgisi ve adil ticaret primi 6deme
istekliligi iliskisinde araci etkiye sahiptir.

H7: Adil ticaret bilgisi ve adil ticarete duyulan giiven arasinda pozitif yonlii bir
iliski vardir.

Yontem

Bu ¢alismada, arastirmanin amaglar1 dogrultusunda agiklayici arastirma yontemi
kullanmlmistir. Agiklayict aragtirmanin amaci, ¢alisilan durum ya da konuyu degis-
kenler arasi iligkilerle a¢iklamaktir (Altunisik ve ark., 2012, s. 72). Adil ticaret bil-
gisi, adil ticarete duyulan giiven, adil ticaret bagliligi ve adil ticaret primi 6deme
istekliligi arasindaki iligkileri belirleyebilmek i¢in agiklayici yontem kullanilmagtir.

Tablo 1

Orneklemin Demografik Ozellikleri

Cinsiyet f %
Kadin 151 37,2
Erkek 255 62,8
TOPLAM 406 100,0
Medeni Durum f %
Evli 69 17
Bekar 337 83
TOPLAM 406 100,0
Yas f %
18 ve alti 5 1,2
19-25 223 54,9
26-32 136 33,5
33-39 22 5.4
40 ve tizeri 20 5
TOPLAM 406 100,0
Egitim Durumu f %
Yiiksek lisans ve Doktora 85 20,9
Lisans 280 69
Lise 30 7.4
Ortadgretim 5 1,2
[lkogretim 6 1.5
TOPLAM 406 100,0
Aylik Gelir Araligi f %
1000 TL ve alt1 147 36,2
1001-2000 TL 106 26,1
2001-3000 TL 76 18,7
3001-4000 TL 43 10,7
4001-5000 TL 7 1,7
5001-6000 TL 8 2,0
6001 TL ve tizeri 19 4,7
TOPLAM 406 100,0
Meslek f %
Ogrenci 158 38,9
Ozel sektor galigan 97 23,9
Kamu sektorii calisant 61 15,0
Isyeri sahibi 24 5,9
Diger 66 16,3
TOPLAM 406 100,0
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Orneklem

Arastirma igin veri toplama siirecinde, kolayda 6rnekleme teknigiyle 420 kisiye
ulagilmistir. Ancak bu bireylerden 14’1 anket formunda yer alan ifadelerden bazila-
rin1 bos biraktiklar i¢in analiz disinda tutularak, kalan 406 anket formu analize tabi
tutulmustur. Anketi cevaplayarak arastirma siirecine katilan bireyler 18 ve lizerinde
bir yasa sahiptir. Cevaplayicilarin demografik 6zellikleri Tablo 1’de gosterilmistir.

Veri Toplama Araci

Arastirmada, veri toplama araci olarak ol¢eklerden faydalanilmistir. Aragtirmada-
ki bireylere, internet yoluyla sorular yoneltilmistir. Olgekler literatiirden ¢evrilmis ve
ceviri yapilirken yerel kiiltiirel dile uygunlugu géz 6niinde bulundurulmustur. Anket
formunda yer alan 6lgek ifadeleri ve yararlanilan kaynaklar, anket formundaki sira-
styla asagidaki gibidir:

e 1. 2. ve 3. sorular, adil ticaretin tam bir sekilde nasil tanimlandiginin bilinip
bilinmedigini 6lgmeye yoneliktir (Pelsmacker & Janssens, 2007).

* 4.5, 6.ve 7. sorular, bireyleri, adil ticaret tirlinleri satin almaya yonlendiren
bagliliginin nedenini 6lgmeye yoneliktir (Bezencon & Blili, 2011).

* 8.ve 9. ve 10. sorular, bireylerin adil ticaret duyduklari gliveni 6l¢gmeye yone-
liktir (Castaldo ve ark., 2009).

* 11., 12. ve 13. sorular, bireylerin adil ticaret iiriinleri i¢in prim fiyat 6deme is-
tekliliklerini 6lgmeye yoneliktir (Castaldo ve ark., 2009).

e 14,15, 16.,17., 18. ve 19. sorular, bireylerin demografik 6zelliklerini 6l¢meye
yoneliktir.

Anket tizerindeki Slgek ifadelerine katilim diizeyi; “Kesinlikle Katilmiyorum (1)”,
“Katilmiyorum (2)”, “Ne Katiliyorum Ne de Katilmiyorum (3)”, “Katiliyorum (4)”,
“Kesinlikle Katiliyorum (5)” seklinde 5°li Likert Tipi Olgekle derecelendirilmistir. Aras-
tirmanin veri toplama siirecinde anket formunu yanitlayarak ¢aligmaya katkida bulunan
bireylere, anketi doldurmaya baslamadan 6nce anketin amaci hakkinda bilgi verilmistir.
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Verilerin Analizi
Sekil 1°de ve sekil 2’de aragtirma baglaminda test edilen modeller gosterilmektedir.

H7 (+) H2 (+)

Adil ticaret Adil ticarete Adil ticaret
bilgisi duyulan giiven baglilig:
HI (+)
Sekil 1. Arastirmada test edilen 1. Model.
. H7 (+) o HS (+) Adil ticaret
Adil ticaret Adil ticarete L
— — primi 6deme

bilgisi duyulan giiven

istekliligi

H4 (+)
Sekil 2. Arastirmada test edilen 2. Model.

Faktor analizi sonuglari Tablo 2°de verilmistir. Tabloya bakildiginda KMO deger-
lerinin 0,50’den biiyiik ve Bartlett Testi (sig. Degerleri < 0,000) sonuglarinin istatis-
tiksel olarak anlaml oldugu gériilmektedir. Bu veriler dogrultusunda, degiskenler
i¢in faktor analizi uygulanmasi uygun bulunmustur. Tiim 6l¢ekler 1 faktdre indirgen-
migtir. Adil Ticaret Bilgisi, Adil Ticarete Duyulan Giiven, Adil Ticaret Bagliligi ve
Adil Ticaret Primi Odeme Istekliligi dlgeklerinin varyans yiizdeleri sirastyla 77,027,
79,760, 63,826 ve 78,351 dir.

Olgeklerin giivenilirligine ilisken ile Cronbach Alpha degerleri Tablo 2’de gdste-
rilmistir. Adil Ticaret Bilgisi, Adil Ticarete Duyulan Giiven, Adil Ticaret Bagliligi ve
Adil Ticaret Primi Odeme Istekliligi 6lgeklerinin Cronbach Alpha degerleri sirasiyla
0,849, 0,872, 0,810 ve 0,862dir.

Bu arastirmada, tek degiskenli ve ¢ok degiskenli regresyon analizleri uygulan-
mistir. Aragtirma modelini test etmek i¢in Baron ve Kenny’nin (1986) aracilik etki-
sini 6lgmek i¢in onerdigi yontem kullanilmistir. Bu baglamda bagimsiz degisken ile
bagimh degisken arasindaki iliski, bagimsiz degisken ile araci degisken arasindaki
iliski, arac1 degisken ile bagimli degisken arasindaki iliski ve son olarak da arac1 de-
gisken modele eklendiginde bagimsiz ve bagimli degisken arasindaki iligkinin nasil
degistigi incelenmistir.

Adil ticaret bilgisi (bagimsiz degisken) ve adil ticarete duyulan giiven (bagiml degis-
ken) arasindaki iliskiyi (H., hipotezi) incelemek i¢in tek degiskenli regresyon analizi kulla-
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Tablo 2
Olgeklere Iliskin Faktor Analizi Sonuglart ve Cronbach Alpha Degerleri

Ankette Yer alan Ifadeler Faktor yiikkii  Cronbach A.

Adil Ticaret Bilgisi
1. Adil ticaret gelismekte olan iilkelerdeki ciftcilere ve isgilere daha iyi ticaret

sartlar1 yaratmay1 amaglar. 0,895
2.Adil ticaret gelismekte olan iilkelerdeki tireticilere daha diiriist fiyatlar 6deme
. . 0,895 0,849
gayretindedir.
3.Adil ticaret gelismekte olan iilkelerdeki diglanan ve/ya da dezavantajli tireti- 0.842

cilerin stirdiiriilebilir gelisimi i¢in gayret gosterir.
KMO: 0,717; Ki Kare: 539,773; Serbestlik derecesi: 3; p <.01; Varyans Yiizdesi: 77,027
Adil Ticarete Duyulan Giiven

1. Adil ticarete daima giivenebilirim. 0,904
2.Adil ticarete inanirim. 0,904 0,872
3. Adil ticaret {iriinleri giivenilirdir. 0,871
KMO: 0,734; Ki Kare: 606,764; Serbestlik derecesi: 3; p <.01; Varyans Yiizdesi: 79,760

Adil Ticaret Baghlig1
1. Uluslararasi ticarette kiigiik 6lgekli tireticilere daha fazla gii¢ sagladig: igin 0.845
adil ticaret Uriinleri satin alirrm ’
2. Adil ticaret Urtinleri satin alirim ¢iinkdi bu tirtinlerin iiretiminde gérev alan kisi-

S . . . - P 0,792
lerin digerlerine oranla daha iyi ¢alisma sartlarina sahip oldugunu diisiiniiyorum. 0.810
3. Adil ticaret iriinleri satin alirim ¢linkd bu iiriinlerin diger iiriinlere oranla ’

- o 0,784

¢evreye daha duyarli oldugunu distiniiyorum.
4. Adil ticaret irtinleri satin alirim ¢iinkii bunun ticareti adil hale getirmenin bir 0773

yolu oldugunu diistiniiyorum.
KMO: 0,784; Ki Kare: 512,441; Serbestlik derecesi: 6; p <.01; Varyans Yiizdesi: 63,826
Adil Ticaret Primi Odeme Istekliligi

1. Daha fazla 6demem gerekse de adil ticaret iiriinlerini satin almak daha iyidir. 0,900
2. Adil ticaret tiriinleri i¢in daha fazla fiyat 6demeye hazirim. 0,884 0,862
3. Diger tiriinler fiyatin1 diisiirse de yine adil ticaret iiriinlerini satin alirm. 0,871

KMO: 0,732; Ki Kare: 562,521; Serbestlik derecesi: 3; p <.01; Varyans Yiizdesi: 78,351

nilmustir (F: 145,281, p <.01). Bagimsiz degisken olan adil ticaret bilgisi, bagimli degisken
olan adil ticarete duyulan giivene ait varyansin %26,8’ini agiklamaktadir (Uyarlanmig R?:
0,268). Adil ticaret bilgisi degiskeninin Beta degeri 0,519’dur (t: 12,053, p <.01).

Adil ticaret bilgisi (bagimsiz degisken) ve adil ticaret baglilig1 (bagiml degis-
ken) arasindaki iliskiyi (H, hipotezi) incelemek i¢in tek degiskenli regresyon analizi
kullanilmigtir (F: 210,049, p < .01). Tablo 3’te yer alan 1 nolu model incelendigin-
de bagimsiz degisken olan adil ticaret bilgisinin, bagimli degisken olan adil ticaret
baglilig1 degiskenine ait varyansi %34 oraninda agikladig1 goriilmektedir. Yani adil
ticaret bagliliginin %34, liniin adil ticaret bilgisine bagli oldugu sdylenebilir. Adil ti-
carete duyulan giiven (bagimsiz degisken) ve adil ticaret bagliligi (bagimli degisken)
arasindaki iliskiyi (H, hipotezi) incelemek igin tek degiskenli regresyon analizi kul-
lanilmistir (F: 310,803, p <.01). 2 nolu modelde bagimsiz degisken olan adil ticarete
duyulan giiven, bagiml degisken olan adil ticaret baglilig1 degiskenine ait varyansi
%44 oraninda agiklamaktadir. Yani adil ticaret bagliliginin %44 iiniin adil ticaret du-
yulan giivene bagli oldugu sdylenebilir.
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Tablo 3
Adil Ticaret Bilgisi ve Adil Ticarete Duyulan Giivenin Adil Ticaret Baghhgna Etkisine Iliskin Regresyon
Analizi Sonuglart

Model No Regresyon Denklemi Uyarlanmig R?>  Standart Sapma F P
1 ATB =b+ b xB* 0,346 0,899 210,049  .000
2 ATB = b+ b xG* 0,445 0,829 310,803  .000
3 ATB= b+ b xB+ b,xG* 0,514 0,775 205,507  .000
Katsayilar
Model No Beta T P

1(Sabit) 11,454 .000

B 0,59 14,493 .000

2(Sabit) 11,779 .000

G 0,668 17,630 .000

3(Sabit) 6,696 .000

B g’g(l)z) 7,599 .000

G ’ 11,983 .000

Agiklamalar: ATB: Adil ticaret bagliligi; B: Adil ticaret bilgisi; G: Adil ticarete duyulan giiven

Aracilik etkisini test etmek amaciyla (H, hipotezi) tek degiskenli ve ¢ok degisken-
li regresyon analizlerinden faydalanilmistir. Bu baglamda adil ticaret bilgisi ve adil
ticarete duyulan giiven (bagimsiz degiskenler) ile adil ticaret bagliligi (bagimli degis-
ken) arasindaki iliskiyi incelemek i¢in ¢ok degiskenli regresyon analizi kullanilmigtir
(F: 205,507, p <.01). 3 nolu modele bakildiginda, bagimsiz degisken olan adil ticaret
bilgisi ve adil ticarete duyulan giiven, bagimli degisken olan adil ticaret baglilig1 de-
giskenine ait varyansi %51 oraninda agikladig1 goriilmektedir. Yani, adil ticaret bag-
liliginin %51 °inin bu degiskenlere bagl oldugu sdylenebilir. Anlamlilik degerlerinin,
p < .01 olmasi, degiskenler arasindaki iliskinin istatistiksel olarak anlamli oldugunu
gostermektedir. Tek degiskenli regresyon sonucuna gore 1 nolu modelde adil ticaret
bilgisinin beta degeri 0,590 iken, adil ticarete duyulan giivenin modele dahil edil-
mesiyle (3 nolu model) beta degeri 0,317 ye diismektedir. Bu baglamda adil ticaret
bilgisi ve adil ticaret baglilig: iligkisinde adil ticarete duyulan giiven degiskeninin
“kismi aracilik” etkisine sahip oldugu goriilmektedir.

Tablo 4
Adil Ticaret Bilgisi ve Adil Ticarete Duyulan Giivenin Adil Ticaret Primi Odeme Istekliligine Etkisine Iliskin
Regresyon Analizi Sonuglar

Model No Regresyon Denklemi Uyarlanmig R>  Standart Sapma F p
1 ATPO = b+ b xB* 0,113 0,878 52,056 .000
2 ATPO = b+ b,xG* 0,358 0,747 219,657 .000
3 ATPO= b+ b xB+ b,xG* 0,357 0,746 109,694 .000
Katsayilar
Model No Beta t p
1(Sabit) 9,547 .000
B 0,340 7,215 .000
2(Sabit) 6,298 .000
G 0,600 14,821 .000
3(Sabit) 4,593 .000
B 8’222 1,340 .000
G i 11,916 .000

Aciklamalar: ATPO: Adil ticaret primi 6deme isteklilizi; B: Adil ticaret bilgisi; G: Adil ticarete duyulan giiven
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Adil ticaret bilgisi (bagimsiz degisken) ile adil ticaret primi 6deme istekliligi (ba-
gimli degisken) arasindaki iliskiyi (H, hipotezi) incelemek igin tek degiskenli reg-
resyon analizi kullanilmistir (F: 52,056, p < .01). Tablo 4’te yer alan 1 nolu model
incelendiginde, bagimsiz degisken olan adil ticaret bilgisinin, bagimli degisken olan
adil ticaret primi 6deme istekliligi degiskenine ait varyansi %11 oraninda agikladig1
goriilmektedir. Yani adil ticaret primi ddeme istekliliginin %11,’inin adil ticaret bil-
gisine bagli oldugu sdylenebilir. Adil ticarete duyulan giiven (bagimsiz degisken) ile
adil ticaret primi 6deme istekliligi (bagimli degisken) arasindaki iliskiyi (H, hipotezi)
incelemek i¢in tek degiskenli regresyon analizi kullanilmistir (F: 219,657, p <.01). 2
nolu modelde, bagimsiz degisken olan giiven, bagimli degisken olan adil ticaret pri-
mi 6deme istekliligi degiskenine ait varyansi %35 oraninda agiklamaktadir. Yani adil
ticaret primi 6deme istekliliginin %35’inin adil ticaret duyulan giivene bagli oldugu
sOylenebilir.

Aracilik etkisini test etmek amaciyla (H, hipotezi) tek degiskenli ve ¢ok degisken-
li regresyon analizlerinden faydalanilmistir. Bu baglamda adil ticaret bilgisi ve adil
ticarete duyulan giiven (bagimsiz degiskenler) ile adil ticaret primi 6deme istekliligi
(bagimli degisken) arasindaki iliskiyi incelemek i¢in ¢ok degiskenli regresyon anali-
zi kullanilmistir (F: 109,694, p < .01). 3 nolu modelde, bagimsiz degisken olan adil
ticaret bilgisi ve adil ticarete duyulan giiven, bagimli degisken olan adil ticaret primi
o0deme istekliligi degiskenine ait varyansi % 35 oraninda aciklamaktadir. Yani, adil
ticaret primi 6deme istekliliginin %35 inin bu degiskenlere bagli oldugu sdylenebilir.
Anlamlilik degerlerinin, p < .01 olmasi, degiskenler arasindaki iligkinin istatistiksel
olarak anlamli oldugunu gostermektedir. Tek degiskenli analiz sonucuna gore 1 nolu
modelde adil ticaret bilgisinin adil ticaret prim ddeme istekliligi tizerindeki etkisi is-
tatistiksel olarak anlamli iken, adil ticarete duyulan giivenin modele déahil edilmesiyle
(3 nolu model) adil ticaret bilgisinin adil ticaret prim d6deme istekliligi tizerindeki
etkisi istatistiksel olarak anlamsiz hale gelmektedir. Bu baglamda adil ticaret bilgisi
ve adil ticaret primi 6deme istekliligi iliskisinde adil ticarete duyulan giiven degiske-
ninin “tam aracilik” etkisine sahip oldugu goriilmektedir.

Sonuc ve Oneriler

Gilinlimiizde yasanan rekabet artisiyla birlikte, iiretici ve ¢iftgilerin olumsuz ¢a-
ligma kosullarimi iyilestirme girisimleri, ekonomik sistem acisindan daha onemli
hale gelmistir. Kiiresellesme, bireysellesme ve bilinglenmenin artmasi, tiikketicilerin
pazardaki tercihlerini etkilemektedir. Tiiketiciler pazarda sergiledikleri tercihler ile
bu rekabet ortamindan olumsuz yonde etkilenen firetici ve ¢iftcileri destekleyebil-
mektedirler. Iletisim teknolojilerinin gelismesi, tiiketicilerin bilgiye bireysel olarak
ulagsmasina imkan saglamaktadir. Boylece tiiketiciler kendi ulastiklar: bilgilerle pa-
zardaki uygulamalari bireysel olarak degerlendirebilmektedir. Bu etkiler ve kosullar,
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dezavantajli iiretici ve ¢iftcilere daha iyi calisma kosullar1 ve daha iyi ge¢im iicreti
saglamay1 amaglayan adil ticareti 6nemli hale getirmeyi basarmigtir. Adil ticaretin,
kiiresellesme ile birlikte artan rekabet ortamindan tireticileri korudugu ve tiiketicile-
rin tercihlerini etkiledigi goriilmektedir.

Adil ticaret i¢in gliven son derece dnemlidir. Giiven pazarlamada uzun donem-
li iliskiler i¢in gerekli olan ve bu uzun doénemli iligkilerin siirdiiriilmesinde temel
olan bir kavramdir (Morgan & Hunt, 1994; Young & Wilkinson, 1989). Adil ticaret
iirlinlerinde bir prim fiyat bulundugundan, tiiketicilerin bir¢ok liriin ¢esidi arasindan
adil ticaret iiriinii i¢in prim fiyat1 6demeyi istemesi i¢in adil ticarete giivenmesi gere-
kecektir (Castaldo ve ark., 2009). Adil ticaretin gergeklestirilebilmesinde giiven ilk
adim olacaktir. Tiiketicilerin, adil ticaret hakkinda hig¢bir bilgiye sahip olmamas1 ve
adil ticaretin tiiketiciler i¢in nispeten daha yeni bir segenek olmasi durumunda, tii-
keticilerin adil ticarete glivenmesi i¢in etkili enformasyon gerekir (Castaldo ve ark.,
2009). Bu ¢aligmanin bulgulari, asagidaki sebeplerle, pazarlama literatiiriinde giivene
verilen 6nemi 6nemli 6l¢iide desteklemektedir:

uygulamasinin gerceklesebilmesi, bityiik Olciide adil ticarete duyulan giivene
baglidir.

* Adil ticaret tirlinlerinde bulunan prim nedeniyle olusan yiiksek fiyati tiiketiciler
tarafindan 6denmesi i¢in adil ticarete duyulan giivenin 6nemlidir.

* Mevcut ¢aligma ile adil ticaret bagliligi olusumunda adil ticarete duyulan giive-
nin 6nemli rolii ortaya konulmustur. Tiiketicilerin adil ticarete baglilik olustura-
bilmeleri biiyiik 6l¢iide adil ticarete duyulan giivene bagl olacaktir.

Bu calismada, adil ticarete duyulan giivenin, adil ticaret bilgisi ve adil ticaret bag-
l1ilig1 iliskisinde araci etkiye sahip oldugu goriilmektedir. Ayrica bu ¢alismada, adil
ticarete duyulan giivenin, adil ticaret adil ticaret bilgisi ve adil ticaret primi 6deme
istekliligi iliskisinde de araci etkiye sahip oldugunu ortaya koymustur ve boylece
literatiire 6zgilin bir deger katildig1 sdylenebilir. Bu ¢alismanin ulastig1 sonuglarin,
pazarlama literatiiriine, akademisyenlere ve bu alandaki uygulamacilara katki sagla-
yacag1 umulmaktadir. Bu ¢aligmadan elde edilen sonuglar asagidaki gibidir:

Arastirmaya veri toplama siirecinde anketi cevaplayarak katilan bireylerin biiyiik
cogunlugu(%62,8) erkektir. Arastirmaya katilan bireylerin medeni durumlarina bakil-
diginda, biiyiik ¢ogunlugunun (%83) bekar oldugu goriilmektedir. Aragtirmaya katilan
bireylerin yarisindan fazlasi (%54,9) 19-25 yas araliginda bulunmaktadir. Aragtirmaya
katilan bireylerin biiylik cogunlugunun (%69) egitim diizeyi lisanstir. Aragtirmaya ka-
tilan bireylerin ilk olarak biiylik cogunlugu (%36,2) 1000 TL ve alt1, ikinci olarak bii-
yiik cogunlugu (%26,1) 1001-2000 TL gelir diizeyi araligindadir. Arastirmaya katilan
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bireylerin meslek gruplarina bakildigina ilk olarak biiyiik cogunlugunun (%38,9) 68-
renci, ikinci olarak biiylik cogunlugunun (%23,9) 6zel sektor ¢alisini grubunda oldugu
goriilmektedir. Arastirmaya katilan ¢alisan grubunun tamami (kamu sektorii ¢alisani,
0zel sektor galisani ve ig yeri sahibi) meslek gruplarimin %44,8°1 olusturmaktadir. Bu
verilere dayanarak, aragtirmaya katilan bireylerin biiyiik cogunlugu; geng, bekar, egi-
tim diizeyi lisans, 1000 TL ve altinda ve 1001-2000 TL araliginda aylik gelir diizeyine
sahip, erkek, ¢alisan bireylerden ve 6grencilerden olusmaktadir.

Arastirmanin ilk modeline uygun olarak elde edilen veriler sonucunda adil ticaret
bilgisi, adil ticarete duyulan giiven ve adil ticaret bagliligi kavramlari ele alinmustr.
Adil ticaret bilgisinin adil ticaret bagliligi tizerindeki etkisi incelenmis ve sonuglar adil
ticaret bilgisinin adil ticaret baglilig1 iizerinde pozitif ve anlaml bir etkisi oldugunu
ortaya koymustur. Bu nedenle, adil ticaret baglilig1 olusturmay1 hedefleyen kurumlarin
bireylerde adil ticaret bilinci olugturmaya yonelik faaliyetlere zaman ayirmasi, baglilik
hedeflerine ulagmalari i¢in 6nemli bir adim olacaktir. Adil ticarete duyulan giivenin adil
ticaret baghlig1 lizerinde pozitif ve anlamli bir etkisi bulundugu tespit edilmistir. Bu ne-
denle, bireylerde adil ticaret bagliligi olusturmak isteyen kurumlar, bireylerin adil tica-
rete giivenmelerini saglayacak uygulamalari hayata gecirmelidir. Adil ticarete duyulan
giivenin, adil ticaret bilgisi ve adil ticaret baglilig1 iliskisindeki araci etkisi incelenmis-
tir. Bireylerin adil ticaret bilgisi arttik¢a adil ticaret bagliliklarinin arttig1 ve adil ticarete
duyulan giivenin bu iliskide araci etkiye (kismi aracilik) sahip oldugu tespit edilmistir.
Bu baglamda, adil ticaret baglilig1 olusturmay1 hedefleyen kurumlarin adil ticaret bil-
gisi yaninda adil ticarete duyulan giiveni de tesis etmeye ¢alismasi 6nemli olacaktir.

Arastirmanin ikinci modelinde adil ticaret bilgisi, adil ticarete duyulan giiven ve
adil ticaret primi 6deme istekliligi kavramlari incelenmistir. Arastirma sonuglar adil
ticaret bilgisinin adil ticaret primi 6deme istekliligi lizerinde pozitif ve anlamli bir
etkisinin bulundugunu ortaya koymustur. Bireylerin adil ticaret hakkindaki bilgileri
arttikca, adil ticaret {irlinleri igin prim 6deme isteklilikleri artmaktadir. Adil ticaret
tirlinlerinde yiiksek prim fiyatlar bulundugundan; adil ticaret iiriinleri satigini artirmay1
hedefleyen kurumlar, bireylerin bu yiiksek prim fiyatlar1 kabul etmesi i¢in onlar1 adil
ticaretin amagclari, faaliyetleri ve yararlart hakkinda bilgilendirmelidir. Adil ticarete
duyulan giivenin adil ticaret primi 6deme istekliligi iizerinde pozitif ve anlamli bir
etkiye sahip oldugu goriilmustiir. Adil ticaret iiriinleri i¢in prim 6deme istekliligi, adil
ticarete duyulan giivenden oldukga etkilenmesi nedeniyle adil ticaret tiriinlerinin sa-
tisin1 artirmak isteyen kurumlarin, bireylerin adil ticarete giivenlerini artiracak uygu-
lamalara, faaliyetlere zaman ayirmasi kilit 5neme sahip olacaktir. Aragtirma sonuglari
adil ticarete duyulan giivenin, adil ticaret bilgisi ile adil ticaret primi 6deme istekliligi
arasindaki iligkide araci etkiye (tam aracilik) sahip oldugunu gdstermektedir. Bu bag-
lamda, tiiketicilerin adil ticaret prim ddeme istekliliginin olusturulmasinda adil ticaret
bilgisi yaninda adil ticarete duyulan giiveni de tesis etmeye ¢aligmasi 6nemli olacaktir.
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Adil ticaret bilgisinin adil ticarete duyulan giliven {izerinde pozitif ve anlaml1 bir
etkisinin oldugu tespit edilmistir. Bireylerin adil ticaret bilgileri arttik¢a, adil ticarete
duyduklari giiven artmaktadir. Adil ticaret giiveni olusturmada, adil ticaret bilgisi
o6nemli bir unsurdur. Adil ticaret giiveni olusturmak isteyen kurumlar, adil ticaretin
amaglari, uygulamalar1 hakkinda bireyleri bilinglendirmeye yonelik bilgilendirici ve
tanitict programlar tasarlamalidir.

Bu arastirmada zaman ve maliyet kisit1 nedeniyle katilimeilar kolayda 6rneklem
yoluyla belirlenmistir. Gelecek arastirmalar, 6grenciler ya da belli meslek gruplarma
yonelik olarak adil ticaret bilgisini ve bu aragtirma kapsami disindaki diger degis-
kenler arasindaki iligkileri inceleyebilir. Adil ticaret tiriinlerinde prim fiyat bulun-
dugundan, bu {iriinler, normal {iriinlere goére daha pahalidir. Bu nedenle, gelecekteki
aragtirmalar daha yiiksek gelir diizeyindeki bireylere yonelerek, bu bireylerin adil
ticaret prim fiyat ddeme istekliligini 6lgebilirler.

Tiirk tiiketicisinde adil ticaret bilinci olusturmaya yonelik tanitim programlar ve
faaliyetleri diizenlenmesi Tiirkiye baglaminda adil ticaret uygulamasinin tanitilma-
sma oncii olunabilir. Adil ticaret, kiiciik 6lgekli tiretici ve ¢iftgileri kooperatif ya da
birlikler seklinde orgiitlendirerek onlar1 gliglendirir ve uzun donemli ticaret iligkileri
kurmalaria imkan saglar. Adil ticaret uygulamasi, kiigiik iireticiler, ¢ift¢iler yaninda
kadinlarin ¢aligma hayatina katilimina olanak saglar ve ¢ocuklarin uygun olmayan
caligma ortamlarindan zarar gérmesini engeller. Adil ticaret uygulamasi, ticarette
daha esit, daha adil ve daha saygili bir ortam olusumuna zemin hazirlar. Adil ticaret,
stirdiiriilebilir kalkinmaya temellidir ve bdylece lilke ekonomisini gelistirmeye yar-
dimci olur. Adil ticaretin Tiirkiye’de tanitilmasi ve uygulanmasi, dezavantajli tiretici-
lere, ¢iftgilere, kadinlara ve ¢ocuklara dnemli faydalar saglayacaktir.
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The Role of Fair Trade Trust on the Relationship of Fair
Trade Knowledge, Fair Trade Adhesion, and Willingness
to Pay Fair Trade Premium: The Case of Turkey”

Sevdenur Kapusuz' Halil Semih Kimzan®
Bilecik Seyh Edebali University Eskisehir Osmangazi University

Abstract
Nowadays, the increase of competition has made it difficult for small-scale producers and farmers to carry
on their activities in the face of big business. These challenges have started to bring significance to fair trade,
which aims to bring more equal footing to trade. This study investigates the impacts of fair trade knowledge
on fair trade adhesion and on willingness to pay its premium cost, and the effect of a sense of trust in fair
trade on these impacts. The study’ first model examines the relationships among fair trade knowledge, fair
trade adhesion, and sense of trust in fair trade; the second model examines the relationships among fair
trade knowledge, willingness to pay its premium, and sense of trust in fair trade. The results obtained in the
study revealed that fair trade knowledge has an impact on fair trade adhesion, and that fair trade trust has
a partial mediating effect on this relationship. Additionally, the study’s results show that fair trade knowl-
edge affects willingness to pay its premium through fair trade trust. In other words, fair trade trust has a

full mediating effect on the relationship between fair trade knowledge and willingness to pay its premium.
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Supporting small-scale enterprises plays a critical role in economy and public wel-
fare. Increasing competition threatens the survival of these kinds of enterprises. Fair
trade is a business partnership which aims to improve the working conditions and
profitability of small-scale producers and farmers. Fair trade enables producers and
farmers to operate sustainably rather than just passively helping them.

Fair trade is a lesser-known subject in Turkey. Also, small-scale producers and
farmers in Turkey need this kind of application. The number of products which have
fair trade labels on them is relatively low in Turkey. Knowledge of fair trade, adhe-
sion to it, trust in it, and a willingness to pay for fair trade products are critical for
supporting small-scale producers. There is a lack of literature on fair trade in the
context of Turkish consumers. This study aims to investigate the role of fair trade
trust through the relationship between fair trade knowledge and willingness to pay for
fair trade products. The study also analyzes the role of this trust over the relationship
between fair trade knowledge and fair trade adhesion.

The Concept of Fair Trade

Fair trade aims to eliminate inequalities in influence and knowledge levels by de-
creasing the impact of failures in the relationship between supplier and seller (Nichol-
Is & Opal, 2005, p. 6). The informal association of Fairtrade Labelling Organizations
International, International Fair Trade Organization (now the World Fair Trade Or-
ganization), Network of European Worldshops, and European Fair Trade Association
(FINE, 2001) defined fair trade as “... a trade partnership based on equality, dialogue,
transparency, and respect.” The goals of fair trade are given below:

* Improve producers’ well-being

* Provide opportunities for disadvantaged producers

¢ Increase consumer awareness

* Develop a trade partnership model through respect, transparency, and dialogue
* Work towards changing the traditional rules of international trade

* Protect human rights (Redfern & Snedker, 2002, p. 11).

Fair trade and ethical consumption have different meanings (Stevens, 2008, p. 22).
Clarke, Barnett, Cloke, and Malpass (2007, p. 584) stated that ethical consumption
focuses on the “working conditions in the manufacturing process,” while fair trade
focuses on the “development of consumption, trade, and production in alternative
areas.” Nicholls (2002, p. 7) defined ethical consumption as “an important company
policy related to corporate social responsibility” and fair trade as the “buyer-sup-
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plier relationship with the aim of equality in exchange.” Fair trade is considered to
be a subset of ethical consumption (Bird & Hughes, 1997). According to Raynolds
(2002), developing ethical consumption is critical for developing fair trade.

Connolly and Shaw (2006, pp. 354-355) suggested considering the big picture.
Fair trade involves trade partnership, transparency, sustainable development, and
acknowledgement of human rights. Fair trade focuses on matters related to devel-
opment while ethical consumption focuses on other matters (Stevens, 2008, p. 22).

Fair Trade Knowledge

Consumer knowledge plays a critical role in ethical consumption, environmental
responsibility, and fair trade (Shim, 1995). Individuals with knowledge about ethical
consumption and fair trade can be more sensitive towards these things (Dickson &
Littrell, 1996). Fair trade knowledge builds consumer trust in fair trade; therefore,
they are willing to pay its premium. Ethical concerns are important for marketers be-
cause companies’ ethical behaviors affect their image and sales (Carrigan & Attalla,
2001; Mascarenhas, 1995).

Fair trade knowledge is defined as “the ability to define fair trade through all of its
dimensions” (Pelsmacker, Janssens, Sterckx, & Mielants, 2006). Fair trade knowl-
edge means knowing how to define fair trade (Pelsmacker & Janssens, 2007, p. 368).
Environmental knowledge refers to protecting the natural environment, while so-
cial knowledge comprises other dimensions not involving environmental knowledge
(Pelsmacker et al., 2006, p. 129).

If consumer knowledge levels increase, consumers are able to contribute to company
objectives (Dickson, 2000, p. 28). Fair trade represents a bio-physical environment that
actively involves nature in producing coffee, bananas, or chocolate (Bryant & Good-
man, 2004, p. 357). The knowledge required by manufacturers in the North involves
how the product originates (p. 358). Fair trade is considered to be a new perspective
because of its focus on market-based development and political consumerism (p. 359).
Consumers gather certain types of information that include the origin and distribution
of products from fair trade networks (Cook & Crang, 1996; Goodman, 2004).

Fair trade labels and activist organizations provide knowledge to Northern con-
sumers by explaining the social and psychological relationships between production
and consumption (Goodman, 2004, p. 901). Knowledge both helps and limits ethical
buying (Shaw & Clarke, 1999). Ethical relationships related to fair trade play a criti-
cal role in promoting it (Hughes, 2000).

Incorrect knowledge about fair trade may cause a lack of trust and downward
trend in sales. The experiences of highly knowledgeable consumers with fair trade
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are based on their current knowledge (Pelsmacker & Janssens, 2007, pp. 365-3660).
Perceived quality and quantity of knowledge determines the level of doubt (pp. 371—
372). Fair trade knowledge affects fair trade adhesion, as well as the willingness to
pay a premium for fair trade products (Kim, Lee, & Park, 2010).

Fair Trade Trust

Trust plays a critical role in a wide range of matters, from environmental risk to
rational choice (Mechanic, 1996, p. 455). It can be defined as the “willingness to
be defenseless and open to risk” (Castaldo, Perrini, Misani, & Tencati, 2009, p. 6).
Trust can be considered as a suitable tool for managing risks (Schoorman, Mayer, &
Davis, 2007, p. 347). It is critical for relationships as well as for competition between
organizations in today’s knowledge-based environment (Blomqvist, 2002; Seppanen,
Blomqvist, & Sundqvist, 2007, p. 261). Willingness to take risks varies with one’s
level of trust towards people, organizations, and circumstances (Mayer, Davis, &
Schoorman, 1995). Trust is necessary for long-term relationships (Morgan & Hunt,
1994; Young & Wilkinson, 1989), and international projects (Usunier, 1990).

Trust, a result of inter-personal factors (Moorman, Deshpande, & Zaltman, 1993),
can vary by different product types (Chaudhuri & Holbrook, 2001). Because trust de-
pends on circumstances, making a definition of trust suitable for all fields is difficult
(Blomgqvist, 1997). Trust is based on consumers’ past experiences. The future intentions
of infrequent buyers are based on satisfaction, while the future intentions of frequent
buyers are based on trust and loyalty (Garbarino & Johnson, 1999). If consumers do
not have any information on fair trade, information should be provided in order to form
trust (Castaldo et al., 2009). Consumer trust is related to brand loyalty and the willing-
ness to pay price premium. Labeling also affects trust. When consumers think that fair
trade organizations respect individuals’ rights, they can put their trust in products with
fair trade labels (Castaldo et al., 2009). One of the aims of the World Fair Trade Orga-
nization’s tracking system is to make fair trade trustworthy (Davenport & Low, 2013).

Organizations which sell ethical products can benefit from customers’ image per-
ceptions of companies and their products (Pergelova & Angulo-Ruiz, 2013). To con-
sider a company as ethical affects consumers’ trust (Kennedy, Ferrell, & LeClair,
2001). Explanations on labels should be simple and clear in order to form trust (Zadek,
Lingayah, & Forstater, 1998). Trust in fair trade organizations and in their labels pos-
itively affects willingness to pay a premium price (Pergelova & Angulo-Ruiz, 2013).

Fair Trade Adhesion
Ethical consumers connect with social and environmental policies (Strong, 1996).
Ethical consumers purchase fair trade products in order to improve the working condi-
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tions of manufacturers who have to work through poor conditions and low wages, and
in order to provide them with fair wages. Bezencon and Blili (2010, p. 1309) showed
the need for a concept that measures the adhesion of consumer values in their decision
to purchase ethical products and that measures the principles in that product base.

Ethical product adhesion has been defined as “the measure of consumers’ ethical
product purchases as a result of underlying ethical principles” (Bezengon & Blili,
2010, p. 1309). The concept of ethical product adhesion, while adapting Mittal and
Lee’s (1989) model (which measures suggested, continuous, or situational interests
as a concept that determines involvement of ethical product choice) to ethical con-
sumption, is stated to have a stable quality. Bezencon and Blili (2010, p. 1317), who
held onto the theory of planned behavior that Shaw and Shui (2003) developed, have
been driving forth the need up to today for applied consumer behavior models to be
adopted onto ethical product adhesion.

Fair trade adhesion has been defined as “the extent to which consumers buy ethical
products because of their underlying ethical principles” (Bezengon & Blili, 2010, p.
1309). The need is felt to define the underlying principles of fair trade in order to make
an operational structure of fair trade adhesion. From the conceptual framework and the
literature on fair trade, three basic principles have been identified that could lead the way
to fair trade adhesion in consumers (Bezengon & Blili, 2010, p. 1313): (a) empowering
small producers, (b) better working conditions, and (c) respect for the environment.

As a result of their study, empowering manufacturers and better working conditions
were seen to be more important dimensions. In accordance with their work, it has been
expressed that consumers’ perceptions of fair trade would be directed more socially and
economically. As such, this situation can explain much of the focus of fair trade stan-
dards on economic and social aspects (Bezencon & Blili, 2010; Raynolds, 2002). While
environmental conditions may be extremely important for a person who buys fair trade
products, it may be more effective for someone else to contribute to the working condi-
tions of small manufacturers (Bezengon & Blili, 2011, p. 689).

It has been suggested that guidance be given according to communications for fair
trade adherence, to the underlying causes of the principles of fair trade (fortifying
small manufacturers, better working conditions, and respect for the environment),
and to the level of importance in consumer sections. For example, it was determined
that in a group who only shop at supermarkets, that the environment has no impact on
the size of their fair trade adhesion, whereas for the group who shop in world stores
and supermarkets, the environment is an important aspect (Bezencon & Blili, 2011).

74



Kapusuz, Kimzan / The Role of Fair Trade Trust on the Relationship of Fair Trade Knowledge, Fair Trade Adhesion,...

Willingness to Pay Fair Trade Premium

Many products with ethical features tend to be more expensive than competing
products. Ethics may have a premium in products for the following reasons: (a) the
guaranteed price for manufacturers, (b) percentage of cost allocated for development
projects in fair trade manufacturing communities, and (c) high costs of manufacture
and/or certification (Tallontire, Rentsendorj, & Blowfield, 2001, p. 21).

Trudel and Cotte (2009) stated that consumers have a willingness to pay more for
ethical products than for non-ethical products, and they are prepared to pay more for
products that are manufactured in a socially responsible manner. Consumer knowl-
edge is said to be a positive factor in their willingness to pay premium prices; for
products that have been produced under ethical conditions, their willingness to pay
premium prices increases with their awareness.

“One pays a premium to fair trade manufacturers for the characteristics of fair trade
production. This premium is the difference between what the market price is and what
ethical consumers will pay for the alternative of fair trade” (Doran, 2010, p. 528). The
real benefit that fair trade labels provide in addition to the development of small man-
ufacturers is the creation of Western consumers’ willingness to pay a premium price
for products with fair trade labels. In order for the high premium price imposed on
customers to be acceptable, and thus improve the conditions of small manufacturers
who have been forced to make a living with a low income, consumers must know the
reasons and processes underlying the fair trade label (Basu & Hicks, 2008).

The reason that products with fair trade labels are higher priced than those without
these labels stems from the specific supervision and certification needed in order for
fair trade products to be reliable (Pelsmacker, Driesen, & Rayp, 2005, p. 368). Together
with this, Sunderman and Rdossel (2012) showed that aside from economic factors,
moral incentives must also be taken into account in fair trade purchasing behavior, and
moral motives might even have a greater impact than economic factors. Salvador, Mer-
chant, and Alexander (2014) revealed that religious adhesion is positively related with
consumers’ willingness to pay a premium cost for fair trade products.

Certain social objectives are desired for achievement through fair trade products,
which include providing a price floor for indigent manufacturers in developing coun-
tries, not employing child labor, providing acceptable working hours and conditions,
and having a minimum wage. It is also attempted through fair trade labels to resolve
issues that form from not being aware or from false understandings of these social
goals in order that consumers will want to pay the higher premium to fair trade man-
ufacturers. Creating a minimum price of goods for manufacturers who participate
in fair trade, providing them loans, aiming for the direct development of indigent
manufacturers, and having fair trade products that are grown organically and that are
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environmentally sustainable are factors that create the willingness in consumers to
pay a premium price for fair trade products (Basu & Hicks, 2013, pp. 1, 8-9).

Increasing consumers’ interests in wholesome food and environmental issues cre-
ates in them the desire to consume higher quality products and be environmentally
friendly. In this way, consumers are able to pay a higher premium price for food that
is produced in conditions that don’t harm the environment and that provide positive
incentives to the manufacturers (Basu, Chau, & Grote, 2003, p. 229). Agricultural
goods that can be stated to have been produced without harming the environment,
which is the aim of eco-labels, can allow consumers to accept paying a higher premi-
um price for foods that are produced under these conditions. The high premium costs
provided to manufacturers motivates them to realize turnout in conditions appropri-
ate for environmental sustainability (Basu, Chau, & Grote, 2004).

Taylor and Boasson (2014) stated in their study on households that a certain por-
tion of the participants had heard of fair trade, but only a quarter of those who had
knowledge purchased fair trade products; also, the percentage above normal that they
were willing to pay for fair trade goods was a price premium of 20%. Didier and Luc-
ie (2008) concluded that organic and fair trade labels increased consumers’ willing-
ness to pay. In their study’s results, they identified three different types of consumers:
those who are insensitive of labels, those who think organic and fair trade labels are
important for improving the image of a product, and those who evaluate these labels
according to the product’s taste.

Howard and Allen (2008) revealed in their research that consumers in the USA are
willing to pay more for strawberries in order to provide better working conditions and
a living wage for small manufacturers. Continuing with consumers who buy organic
products, those who make purchases while taking into account environmental con-
cerns are willing to pay a greater premium price. Pelsmacker et al. (2005) determined
that Belgian consumers were willing to pay a 10% premium on average for fair trade
coffee. Moreover, consumers who exhibit a positive attitude towards ethical products
were demonstrated not to always exhibit this attitude.

Yang, Hu, Mupandawana, and Liu (2012) identified that women were more will-
ing to pay a premium price for fair trade coffee in their research. Consumers’ past ex-
periences were important indicators of their willingness to pay a premium price, and
demographics were a factor that affected this willingness; because of this, consumers
who have different experiences and demographic features will differentiate between
the premium price they are willing to pay for fair trade coffee. It was emphasized that
coffee drinkers in China were comprised of mostly young drinkers. Ethical obliga-
tions and self-identity were seen to play an important role in the willingness to pay
for fair trade products (Ozcaglar-Toulouse, Shiu, & Shaw, 2006).
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Purpose

The purpose of this research is an attempt to determine how the relationships of
Turkish consumers’ knowledge of fair trade and their sense of trust in fair trade im-
pact their willingness to pay its premium and their fair trade adhesion.

Hypotheses
H1: There is a positive relationship between fair trade knowledge and fair trade
adhesion.

H2: There is a positive relationship between fair trade trust and fair trade adhesion.

H3: Fair trade trust has a mediating effect (as a mediating variable) on the relation-
ship of fair trade knowledge and adhesion.

H4: There is a positive relationship between fair trade knowledge and willingness
to pay fair trade premium.

HS5: There is a positive relationship between fair trade trust and willingness to pay
fair trade premium.

H6: Fair trade trust has a mediating effect on the relationship of fair trade trust and
willingness to pay fair trade premium.

H7: There is a positive relationship between fair trade knowledge and trust.

Research Method

This study uses the descriptive research method in line with the purposes of the
research. The purpose of descriptive research is to explain a situation or topic that is
being studied through the relationships between variables (Altunisik et al., 2012, p.
72). The descriptive method has been used to determine the relationships among fair
trade knowledge, trust, adhesion, and willingness to pay its premium.

The Sample

In the process of collecting data for the study, 420 people were obtained through
the convenience sampling method. However, 14 of these individuals were excluded
for leaving some statements contained in the questionnaire blank; the remaining 406
questionnaires were subjected to analysis. The individuals who participated in the
research by answering the questionnaire were 18 years of age or above. The demo-
graphic characteristics of the respondents are shown in Table 1.
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Table 1

Demographic Characteristics of the Sample

Gender f %
Female 151 37.2
Male 255 62.8
TOTAL 406 100.0
Marital Status f %
Married 69 17.0
Single 337 83.0
TOTAL 406 100.0
Age f %
18 or under 5 1.2
19-25 223 54.9
26-32 136 335
33-39 22 5.4
40 or over 20 5.0
TOTAL 406 100.0
Education Level f %
Master’s or Doctorate 85 20.9
Undergraduate 280 69.0
High School 30 7.4
Middle School 5 1.2
Primary School 6 1.5
TOTAL 406 100.0
Monthly Income Range f %
1,000 Turkish Liras (TL) or less 147 36.2
1,001-2,000 TL 106 26.1
2,001-3,000 TL 76 18.7
3,001-4,000 TL 43 10.7
4,001-5,000 TL 7 1.7
5,001-6,000 TL 8 2.0
6,001 TL and above 19 4.7
TOTAL 406 100.0
Profession f %
Student 158 38.9
Private sector employee 97 239
Public sector employee 61 15.0
Business owner 24 59
Other 66 16.3
TOTAL 406 100.0

Data Collection Method

In the study, questionnaires were benefitted from as a data collection tool. Ques-
tions were asked to the individuals in the study by way of the Internet. While assem-
bling and translating questionnaires from the literature, their appropriateness for local
cultural language was considered. The measuring statements that occurred on the
questionnaire and the resources they utilized are as follows:
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* Questions 1, 2, and 3 measured whether or not they knew how to give a com-
plete definition of fair trade (Pelsmacker & Janssens, 2007).

* Questions 4, 5, 6, and 7 were designed to measure the reason for adhesion that
directed individuals to purchase fair trade products (Bezengon & Blili, 2011).

* Questions 8, 9, and 10 were designed to measure individuals’ fair trade trust
(Castaldo et al., 2009).

e Questions 11, 12, and 13 were designed to measure individuals’ willingness to
pay the price premium for fair trade goods (Castaldo et al., 2009).

* Questions 14 through 19 were designed to measure individuals’ demographic
characteristics.

On the questionnaire, measurements were graded using a 5-point Likert-type scale
where (1) is strongly disagree; (2), disagree; (3), neither agree nor disagree; (4),
agree; and (5), strongly agree. During the data collection process of the research, in-
formation was given to the people who answered the questionnaire about the purpose
of the survey before they started filling in the questionnaire.

Data Analysis
The models that were tested in the research are shown in Figures 1 and 2.

H7 (+) H2 (+)
Fair trade Fair trade Fair trade
—_— —_— .
knowledge trust adhesion
HI (+)
Figure 1. First model tested in the study.
. H7 (+) ) H5 (+) Willingness to
Fair trade Fair trade .
—_— —_ pay fair trade

knowledge trust

premium

H4 (+)
Figure 2. Second model tested in the study.

The results of factor analysis are given in Table 2. All scales were reduced to one
factor. The percentages of variance for the Fair Trade Knowledge, Fair Trade Trust,
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Fair Trade Adhesion, and Willingness to Pay Fair Trade Premium scales were 77.027,
79.760, 63.826, and 78.351, respectively.

The reliability of the scales and Cronbach’s alpha-values are also shown in Table 2.
Cronbach’s alpha-values for the Fair Trade Knowledge, Fair Trade Trust, Fair Trade
Adhesion, and Willingness to Pay Fair Trade Premium scales were 0.849, 0.872,
0.810, and 0.862, respectively.

Table 2
Factor Analysis Results and Cronbach’s Alpha-Values Related to the Scales

Expressions That Took Place on the Scales Factor loading  Cronbach’s a
Fair Trade Knowledge
1. Fair trade aims to create better business conditions for farmers and work-

. . . 0.895
ers in developing countries.
2. Fal_r trade enfieavors to pay more honest prices to manufacturers in de- 0.895 0.849
veloping countries.
3. Fair trade strives for the sustainable development of excluded and/or dis- 0.842

advantaged manufacturers in developing countries.
Kaiser-Meyer-Olkin (KMO) = 0.717; x* = 539.773; Degrees of freedom = 3; p <.01; % of variance = 77.027
Fair Trade Trust

1. I can always trust in fair trade. 0.904
2. I believe in fair trade. 0.904 0.872
3. Fair trade products are reliable. 0.871

KMO = 0.734; ¢*> = 606.764; Degrees of freedom = 3; p <.01; % of variance = 79.760
Fair Trade Adhesion
1. I buy fair trade products to provide more strength to small-scale manufac-

turers in in international trade. 0845
2. I buy fair trade products because | think.the peopvle.: involved in the manu- 0.792
facture of these products have better working conditions than others. 0.810
3. I buy fair trade products because I think these products are more environ-
mentally friendly than others. 0.784
4. I buy fair trade products because I think this is a way of bringing justice 0773
to trade.
KMO = 0.784; x> = 512.441; Degrees of freedom = 6; p <.01; % of variance = 63.826
Willingness to Pay for Fair Trade Premium
1. If it’s necessary that I spend more, it would be better to buy fair trade products. 0.900
2. I’'m willing to pay a higher price for fair trade products. 0.884 0.862
3. Even though the price of other products decrease, I still buy fair trade products. 0.871

KMO = 0.732; ¥* = 562.521; Degrees of freedom = 3; p < .01; % of variance = 78.351

Univariate and multivariate regression analyses were performed in this research.
For testing the research model, the method suggested by Baron and Kenny (1986) for
measuring the mediation effect was used. In this regard, how relationships changed
were investigated between the dependent variable and independent variable, between
the mediating variable and the independent variable, between the dependent variable
and the mediating variable, and lastly between the dependent variable and the inde-
pendent variable when the mediating variable was added to the model.
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Univariate regression analysis was used in order to test Hypothesis 7, the relationship
between fair trade knowledge (independent variable) and fair trade trust (dependent vari-
able; F'=145.281, p <.01). Fair trade knowledge as the independent variable explained
26.8% of the variance (adjusted R’ = 0.268) of fair trade trust, the dependent variable. The
B-value of the variable of fair trade knowledge was 0.519 (z=12.053, p <.01).

Table 3
Regression Analysis Results Related to Fair Trade Knowledge and Fair Trade Trust'’s Impact on Fair Trade
Adhesion

Model No. Regression Equation Adjusted R’ SD F )4
ATB = b+ b xB*

1 0.346 0.899 210.049 .000
= *
2 ATB =b;t bxG 0.445 0.829 310.803 .000
3 ATB = b+ b xB+ b,xG* 0.514 0.775 205.507 .000
Conversion Factors

Model No. B t p

1 (Constant) 11.454 .000
B 0.590 14.493 .000

2 (Constant) 11.779 .000
G 0.668 17.630 .000

3 (Constant) 6.696 .000
B 82(1)8 7.599 .000
G ) 11.983 .000

* ATB = Fair Trade Adhesion; B = Fair Trade Knowledge; G = Fair Trade Trust

Univariate regression analysis was used in order to investigate Hypothesis 1, the
relationship of fair trade knowledge (independent variable) with fair trade adhesion
(dependent variable; F'=210.049, p <.01). When examining Model 1 located in Ta-
ble 3, fair trade knowledge (independent variable) is seen to explain 34% of the vari-
ance for fair trade adhesion (dependent variable). In other words, 34% of fair trade
adhesion can be said to be related to fair trade knowledge. Univariate regression anal-
ysis was used to investigate Hypothesis 2, the relationship between fair trade trust
(independent variable) and fair trade adhesion (dependent variable; F = 310.803, p
<.01). In Model 2, fair trade trust as the independent variable explained 44% of the
variance of the dependent variable of fair trade adhesion. In other words, 44% of fair
trade adhesion can be said to be related with fair trade trust.

With the intention of testing the mediation effect, Hypothesis 3 benefitted from
univariate and multivariate regression analyses. In this context, multivariate regres-
sion analysis was used to investigate the relationship of fair trade adhesion (depen-
dent variable) with fair trade knowledge and fair trade trust (independent variables; F
=205.507, p <.01). When looking at Model 3, the independent variables of fair trade
knowledge and fair trade trust are seen to explain 51% of the variance in the depen-
dent variable of fair trade adhesion. That is, 51% of fair trade adhesion can be said to
be related to these independent variables. A significance level of p <.01 shows that a
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relationship between variables is statistically significant. According to the univariate
regression result, while the B-value of fair trade knowledge in Model 1 was 0.590, the
B-value decreased to 0.317 when fair trade trust was included in the model (Model
3). In this regard, the variable of fair trade trust was seen to have a partial mediating
effect on the relation of fair trade knowledge and fair trade adhesion.

Table 4
Regression Analysis Results Related to Fair Trade Knowledge and Fair Trade Trust’s Impact on Willingness
to Pay Fair Trade Premium

Model No. Regression Equation Adjusted R’ SD F )4
1 ATPO =b,+ b xB* 0.113 0.878 52.056 .000
2 ATPO = b+ b xG* 0.358 0.747 219.657 .000
3 ATPO = b+ b xB+ b,xG* 0.357 0.746 109.694 .000
Conversion Factors
Model No. B t p
1 (constant) 9.547 .000
B 0.340 7.215 .000
2 (constant) 6.298 .000
G 0.600 14.821 .000
3 (constant) 0.064 4.593 .000
B 0.565 1.340 181
G ) 11.916 .000

* ATPO = Willingness to Pay Fair Trade Premium; B = Fair Trade Knowledge; G = Fair Trade Trust

Univariate regression analysis was used to investigate Hypothesis 4, the relation-
ship of willingness to pay fair trade premium (dependent variable) with fair trade
knowledge (independent variable; F'= 52.056, p <.01). In Table 4, when examining
Model 1, fair trade knowledge as the independent variable is seen to explain 11% of
the variance for the dependent variable, willingness to pay the premium of fair trade.
That is, 11% of the willingness to pay fair trade premium can be said to be depen-
dent on fair trade knowledge. In order to test Hypothesis 5, the relationship between
willingness to pay fair trade premium (dependent variable) and fair trade trust (inde-
pendent variable), univariate regression analysis was used (/= 219.657, p <.01). In
Model 2, fair trade trust as the independent variable explained 35% of the variance of
the dependent variable, willingness to pay the premium of fair trade. In other words,
35% of the willingness to pay fair trade premium can be said to depend on the sense
of trust in fair trade.

To test its mediating effect (Hypothesis 6), univariate and multivariate regression
analyses were utilized. In this context, multivariate regression analysis was used to
examine the relation of willingness to pay the premium of fair trade (dependent vari-
able) with the independent variables of fair trade knowledge and fair trade trust (F =
109.694, p < .01). In Model 3, the independent variables of fair trade knowledge and
trust explained 35% of the variance of the dependent variable of willingness to pay fair
trade premium. That is to say, 35% of the willingness to pay fair trade’s premium can be
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said to depend on these independent variables. A level of significance of p <.01 shows
that the relationship between these variables is statistically significant. According to the
result of univariate analysis, while the impact of fair trade knowledge on willingness to
pay fair trade premium was statistically significant in Model 1, when fair trade trust was
included in the model (Model 3) with fair trade knowledge, their impact on willingness
to pay fair trade premium became statistically insignificant. In this context, the variable
of fair trade trust is seen to have a full mediating effect on the relationship between fair
trade knowledge and willingness to pay fair trade premium.

Results and Suggestions

Together with the increase in competition that is experienced these days, initiatives
that improve manufacturers and farmers’ negative working conditions have gained
much importance in terms of the economic system. Globalization, individualization,
and an increase in consciousness have influenced consumers’ choices in the market.
Consumers can support manufacturers and farmers who have been adversely affected
by this competition through the choices they display at the market. The development
of communication technologies provides the opportunity for consumers to attain
knowledge individually. Thus, consumers can individually evaluate market practices
through the knowledge they themselves have gained. These effects and conditions
have managed to bring importance to fair trade, which aims to provide better working
conditions and living wages to disadvantaged manufacturers and farmers. Fair trade
has been seen to affect consumers’ choices and to protect disadvantaged manufactur-
ers from competitive environments that have increased with globalization.

Trust is extremely important for fair trade. Trust is a fundamental concept required
for long-term relationships in marketing, as well as in their continuance (Morgan &
Hunt, 1994; Young & Wilkinson, 1989). Because there is a premium price for fair
trade products, consumers need to be able to rely on fair trade in order to want to pay
this premium from among the various product types (Castaldo et al., 2009). Trust is
the first step in being able to realize fair trade. For consumers who have no knowl-
edge about fair trade and in the case where fair trade is a relatively new option for
them, they need effective information to rely on fair trade (Castaldo et al., 2009). The
findings of this study significantly support the importance that has been given to trust
in the literature on marketing for the following reasons:

 Fair trade is a new concept for Turkish consumers. Therefore, the ability to real-
ize fair trade practices largely depends on the sense of trust in fair trade.

» Fair trade trust is important for consumers to pay the high price due to the pre-
miums that come with fair trade products.
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* The current study has demonstrated the important role of fair trade trust in the
formation of fair trade adhesion. The ability of consumers to form fair trade
adhesion largely depends on their trust in fair trade.

In this study, fair trade trust has been seen to have a mediating effect on the rela-
tionship of fair trade knowledge and adhesion. The study also shows the mediating
effect that fair trade trust has on the relationship of fair trade knowledge and willing-
ness to pay the premium of fair trade; in this way, it can be said to enrich the litera-
ture. The conclusions reached in this study are hoped to contribute to practitioners in
this field, to academicians, and to the literature on marketing. The results obtained in
this study are as follows:

The majority of individuals who participated in the data collection process by re-
sponding to the survey were male (62.8%). When looking at the marital status of the
participants, a vast majority of them (83%) were seen to be single. More than half of
the people surveyed (54.9%) were between the ages of 19 and 25. The majority of
participating individuals had an undergraduate level of education (69%). Participat-
ing individuals’ level of income were first found in the 1,000 Turkish liras or less per
month (36.2%) and the 1,001-2,000 TL per month (26.1%) ranges. The occupational
groups of the participants were seen to first be students (38.9%) and secondly as pri-
vate sector employees (23.9%). The complete group of participants in the study who
were employed formed 44.8% of the occupational groups (public sector and private
sector employees, as well as business owners). Based on these data, the biggest group
of participating individuals consisted of students and employees who were young,
single, with an undergraduate degree, male, and had a monthly income of 2,000 Turk-
ish liras or less.

The research results of the data obtained applicable to Model 1 discussed the con-
cepts of fair trade knowledge, trust, and adhesion. The examination and results of fair
trade knowledge’s impact on fair trade adhesion revealed a significant and positive
effect. Therefore, the allocation of time for activities that build individuals’ aware-
ness of fair trade would be an important step in achieving the goals of organizations
that intend to form fair trade adhesion. Fair trade trust was determined to have a
significant, positive effect on fair trade adhesion. For this reason, organizations that
want to form fair trade adhesion in individuals should bring to life practices that
allow individuals to trust in fair trade. The mediating effect of fair trade trust on the
relationship of fair trade knowledge and adhesion was examined. Individuals who
increased their fair trade knowledge increased their fair trade adhesion, and fair trade
trust was determined to have a partial mediating impact on this relationship. In this
context, the work of organizations that intend to create fair trade adhesion to also
establish a sense of trust in fair trade would be important.
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Model 2 of the research investigated the concepts of fair trade knowledge, trust,
and willingness to pay fair trade premium. The results of the research revealed that
fair trade knowledge has a significant and positive impact on willingness to pay the
premium of fair trade. As individuals’ knowledge of fair trade increased, so did their
willingness to pay the premium for fair trade products. Because of the high premium
costs found in fair trade products, organizations that seek to increase their sales of
fair trade products must inform individuals about the aims, activities, and benefits of
fair trade in order for them to accept the high premium costs. Trust in fair trade was
seen to have a significant and positive relationship on fair trade premium payment
willingness. Because of the reasons that fair trade trust has a rather large impact on
willingness to pay the premium for fair trade products, allocating time for activities
and practices that increase individuals trust in fair trade would be of key importance
for organizations that want to increase the sales of fair trade products. The results of
the research have shown that fair trade trust has a full mediating effect on the rela-
tionship between fair trade knowledge and willingness to pay the premium for fair
trade. In this context, working to establish a sense of trust in fair trade alongside fair
trade knowledge would be important for creating in consumers the willingness to pay
the premium of fair trade.

Fair trade knowledge was determined to have a significant and positive impact on
fair trade trust. As individual’s fair trade knowledge increased, so did their trust in
fair trade. Fair trade knowledge is an important element in creating fair trade trust.
Organizations that want to create fair trade trust should design informative and pro-
motional programs directed towards raising individuals’ awareness about the aims
and practices of fair trade.

Due to time and cost constraints, the participants were determined though conve-
nience sampling. Future studies can investigate the relationship of fair trade knowl-
edge with other variables outside the scope of this research geared towards students
or other specific professional groups. These fair trade products with their premium
price are more expensive compared to normal products. With this reason, future re-
search could, while focusing on individuals in higher income brackets, measure their
willingness to pay premium prices.

Holding promotional programs and activities directed at Turkish consumers for
creating awareness of fair trade could pioneer the promotion of fair trade practices
in the context of Turkey. Fair trade, while organizing small-scale manufacturers and
farmers into cooperatives and associations, empowers them and provides them with
opportunities to establish long-term relations. Fair trade practices help enable women
to participate in work life alongside small manufacturers and farmers, and prevent
children from getting hurt in inappropriate work environments. Fair trade practices
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prepare the groundwork for forming greater equality, fairness, and respect in trade.
It is based on sustainable development, and as such, would help to improve Turkey’s
economy. The introduction and implementation of fair trade in Turkey would provide
significant benefits for disadvantage manufacturers, farmers, women, and children.
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