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ABSTRACT

Mindful Consumption and Generation Y:

Comprehension, Conceptualization, and Communication

Aktan, Damla
Ph.D. in Business Administration, Department of Business Administration
Supervisor: Assoc. Prof. Dr. Melike Demirbag KAPLAN

January, 2017

The recent decade witnessed the highest degree of unsustainable world conditions
including climate change, global warming and pollution, and economic scarcity, which
is mainly caused by excessive consumption promoted by the institution of marketing. At
the same time, marketing literature offered a myriad of studies focusing on sustainability
as a solution to the problem of overconsumption and degredation of world resources.
However, looking at the facts and figures of UN, OECD, European Environment
Agency, and relevant institutions working on sustainability, it becomes clear that these

attempts are not enough to save the planet.

Marketing academia very recently proposed the concept of mindful consumption as a
solution to the problem. Although mindfulness is not a new concept in the literature, it’s
application in marketing had been limited due to the fact that it lacks clarification in
terms of how it differs from other related concepts, and how it is perceived by
consumers. In this context, Gen Y appears to be the catalysts of change in this decade,
and therefore their perception of mindfulness becomes critical. Most of the literature
about this generation focuses on their values and behaviors on a managerial and
marketing oriented context, while the literature lacks deeper investigation into their

perception of mindfulness and mindful consumption.



The research framework presented in this dissertation intends to explore how the
concept of mindful consumption is perceived by Gen Yers -who were born between
1980 and 2000-, in order to question if they have a mindful mindset, and if they do not

have, are they ready to form one.

The study thus provides theoretical contribution to the literature thorugh presenting a
new structure of mindful consumption definitions within the perspectives of Gen Y,
pointing out the barriers against mindful behavior, and clarifying underlying motivations

for this generation to transform their potential mindset to behavior.

Keywords: Mindful consumption, Generation Y, sustainability, consumption, marketing

tools



OZET

Bilinc¢li Farkindahk Tiiketimi ve Y Kusag:

Anlama, Kavramlastirma ve Tletisim

Aktan, Damla
Isletme Doktora Programi, Isletme Boliimii

Tez Yoneticisi: Assoc. Prof. Dr. Melike Demirbag KAPLAN

Ocak, 2017

Diinya, gectigimiz son 10 yilda iklim degisikligi, kiiresel 1sinma ve kirlenme, ekonomik
kitlik gibi, siklikla fazla ve kontrolsiiz tilketim sonucu meydana gelen siirdiiriilemez
cevre kosullartyla karst karsiya kaldi. Pazarlama literatiirli bu sorunlara cevaben, diinya
kaynaklariin yok olusu ve fazla tiikketimle ilgili siirdiiriilebilirlik odakli pek ¢ok caligma
ortaya koydu. Ancak Birlesmis Milletler, Ekonomik Kalkinma ve Isbirligi Orgiitii ve
Avrupa Cevre Ajansi gibi oOrglitlerin de yaptig1r ¢alismalar sonucunda ortaya konulan
istatistikler, yapilan ¢aligsmalarin diinyanin siirdiiriilebilirligi agisindan yeterli olmadiginm

gosteriyor.

Pazarlama akademisyenleri, devam eden bu soruna baska bir ¢ozlim Onerisi olarak,
“bilin¢li farkindalik tiiketimi” kavramimi ortaya koydular. “Bilingli farkindalik”,
literatiirde yeni bir kavram olmamasina ragmen, bilingli farkindalik tiiketimi kavraminin
hassasiyeti, bu kavramin diger kavramlardan nasil ayrildigr ve bu kavramin giiniimiiz
tiikketicilerinin zihninde nasil algilandigi gibi noktalardan gelmektedir. Bu baglamda,
degismin Onciileri olarak nitelendirilen Y kusaginin bilingli farkindalik tiiketimi
kavramini nasil algiladigi ve tanimladigr 6nem tagimaktadir. Y kusagr ile ilgili ister
pazarlama alaninda ister yonetim alaninda olsun, literatiirde var olan ¢aligmalarin biiyiik

cogunlugu, bu kusagin deger yargilar1 ve davranis bicimleri ile ilgilidir. Literatiir, bu



kusagin bilingli farkindalik tiiketimi kavramini nasil algiladigi ve tanimladigina iliskin

bir ¢aligma icermemektedir.

Bu tezde sunulan arastirma, 1980-2000 yillar1 arasinda dogan Y kusagiin, bilingli
farkindalik tiiketimi kavramini nasil algiladigi ve tanimladigini, bilingli bir zihniyete
sahip olup olmadiklari, bdyle bir zihniyete sahip degillerse bdyle bir zihin yapisi

olusturmaya acik olup olmadiklarini aragtirmay1 hedeflemektedir.

Bu agilardan bu ¢alisma teoriye, temel olarak Y kusaginin bilingli farkindalik tiiketimi
kavramini nasil algiladigi ve tanimladigina iliskin yeni bir kavramsal siniflandirma
modeli sunmasi, Y kusaginin bilingli davranis kaliplarinin 6niindeki bariyerleri tespit
etmesi ve var olan zihniyet yapisini davranis diizlemine aktarabilmek icin ihtiyag

duyduklar1 motivasyonlari ortaya koymasi yoluyla katki saglamaktadir.

Anahtar Kelimeler: Bilingli farkindalik tiikketimi, Y kusag, siirdiiriilebilirlik, tiiketim,

pazarlama araglari
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INTRODUCTION

“I first saw the earth--the whole earth--from the shuttle Challenger in 1984. The view
takes your breath away and fills you with childlike wonder...

An incredibly beautiful tapestry of blue and white, tan, black and green seems to glide
beneath you at an elegant, stately pace. [...] Can global systems protect their existence
and power against the humanity? We must recognize immediately what it means to be
citizens of this planet. It means accepting our obligation to be stewards of the earth’s
life - giving capacities. As homeowners, we wouldn't neglect or damage our houses

until they weren't fit to live in. Why would we do that with our planet?” (Sullivan,
2002)

Since the early ages of its history, marketing, along with its other functions such as
sales, advertisements, and public relations, mainly promoted the ways to boost sales,
which in the long run fostered the capitalist worldview. This resulted in more
consumption orientation and less caring for the earth. In order to solve this problem that
results in unsustainable world conditions, in the predominant consumption world of
today, concepts of “mindful consumption” and “sustainable consumption” become
increasingly relevant in marketing practice and theory in order to pave the way for future

generations to live in a sustainable world.

It is clear from the scholarly research that this task is basically seen as the duty of the
young generation, mainly the so called “Y Generation”, as they are mentioned to be the
catalysts for change (Bentley et al., 2004), and there has been a huge increase in studies
about this generation (Nowe and Strauss, 2000; Alch, 2000; Eisner 2005; Barnes and
Mattson, 2007; Kovarik, 2008; Pew Research Organization, 2010; Sadaghiani, 2010;



Jones, 2010; Levickaite, 2010; Keene and Handrich, 2010; Hunt, 2011) as well as the
concept of sustainability both in terms of definitional means (Orians, 1990; Dasgupta,
Levin and Lubchenco, 2000; Raven, 2002; Rees,2010; Shirivastava and Berger, 2010;
Janowiak and Webster, 2010; Faber et al., 2010; Choi and Ng, 2011; Korten, 2011,
Margov, 2012; Magee et al., 2012; Vasconcelos et al., 2012), as well as it’s connection
to marketing (Fisk, 2005; Schaefer, 2005; Jones et al., 2008; Borin and Metcalf , 2010;
Hunt, 2011; Crittenden et al., 2011). Despite their high level of consciousness and
awareness as also acknowledged by the marketing academics, this generation is regarded
as the source of highest level of unconscious consumption behaviors resulting in
degradation of world resources (Tanner and Kast, 2003; Nayyar, 2001, Jayson,2006;
Williams and Page, 2011). Moreover, as argued by the postmodern marketing scholars,
image creation through consumption, is mostly assimilated by this generation and
widely applied in their daily consumption behaviors, which is a remarkable indicator of
such degradation.

Addressing the figures and statistics would be useful to explain what is meant by
degradation. Although UN Millennium Development Goals ! long before set a
sustainability target until 2015, in 2013, two years before this target, only 4% of these
goals had been realized despite the billion dollars spent. This clearly reveals that,
although NGOs and international organizations have an increasing importance with their
effect in facilitating peace studies and economic development in the world, they seem to
be ineffective in preventing the addiction of consumption which destroys world

resources and prevents sustainability initiatives.

In the face of all these facts and figures and as a response to the sustainability question, a
recent concept of “mindful consumption” has been proposed by scholars (Sheth and
Sisodia, 2006; Sheth, Sethia and Srinivas; 2011; Malhotra, Lee and Uslay, 2012) as a

way to realize sustainable consumption and sustainability on earth. Mindful

! Eradicating extreme poverty; achieve universal primary education; promote gender equality and
empower women; reduce child mortality; improve maternal health; combat HIV/AIDS, malaria, and other
diseases; ensuring environmental sustainability; building a global partnership for development.



consumption focuses on “mindfulness” and how it can be used to create sustainable
consumption patterns for humanity.  With current consumption trends and the
expectation from Gen Yers, the question should be whether they possess this mindful
mindset and are able to elicit a sustainable change on earth. This dissertation focuses in
particular on that question in an attempt to explore the conceptualization of “mindful

consumption” by the members of Gen Y as further detailed below.

0.1 Purpose of the Thesis & Research Questions

Given the current problem of overconsumption and the mostly descriptive sustainable
consumption studies in literature, this study focuses on the concept of mindful
consumption, which is proposed as a means towards sustainability. The contribution of
this dissertation arises from the fact that it explores the concept of mindfulness from
multiple perspectives with regard to the attitude of Gen Yers. The concept, originating
from mindfulness (Langer, 1989; Sutcliffe, 2001; Timmerman, 2002; Fiol and
O’Connor, 2003; Swanson and Ramiller, 2004; Rerup, 2005; Butler and Gray, 2006;
Saavedra et al., 2010; Weick and Ndubisi, 2012) has been evaluated from diverse fields
and redounded to the marketing literature recently by Sheth, Sethia and Srinivas (2011).
In this context, mindful mindset complemented by mindful behavior triggers mindful

consumption and fosters sustainability.

To this respect, core aims of this dissertation is to understand how Y Generation defines
mindful consumption, to investigate the possible relationship of value systems of Y
Generation and their consumption patterns, and to figure out whether the selected
sample has a mindful mindset. A complementary aim is then to explore how ready they

are to change their mindset for mindful consumption.

In the light of these aims, the research questions set for the framework are designated as
follows:
e Do the members of Generation Y have a mindful mindset?

e How do the members of Generation Y define mindful consumption?



e |f the members of Generation Y do not have a mindful mindset, are they

ready or open to form such a mindset and how?

0.2 Structure of the Thesis
This study is composed of four chapters including literature review, research framework,

findings, and discussion.

Literature review is composed of three sub-sections. The first part opens with a detailed
review on the concepts of sustainability and sustainable consumption, while the second
part provides detailed information about concept of mindful consumption. Finally, in the
third part, Generation Y is examined in relevance to marketing as the study is conducted
on a selected sample from this generation. This section provides a review of the
characteristics, attributes, and values of this generation as well as related studies in

accordance with the aim of this thesis.

In the second chapter of the thesis, the research framework and the methodology is
explained in detail including the research approach, sampling methods, and data
collection. Here, the research instrument and the sample population is further explained.
This chapter also includes a more detailed version of the research questions as well as
my personal experiences during the interviews, methods pursued to overcome the self

obstacles, and the data analysis.

The third chapter presents the findings and the model which suggests a new
conceptualization for mindfulness, whereas the last chapter discusses the findings based
on available literature, highlights theortical contributions, limitations of the study, and
recommendations for future research. The research contributes to the literature through
presenting a new set of structuralization of mindfulness concept and discussing the pro-

consumption discourses of Gen Y as barriers to the mindful behavior in practice.



CHAPTER I: LITERATURE REVIEW
1.1 Consumption and Sustainability: Railway towards the World Today

“Live simply, so that others might simply live.
The Earth has enough for everyone’s need, not everyone’s greed”

(Mahatma Gandhi)

A new paradigm is necessary in the third millennium for the marketing; which not only
includes a new way of logic but also new marketing applications (Kotler and Achrol,
2011). This is particularly because the environmental damage caused by excessive
consumption now threatens human health, welfare and many other valued things in life
(Stern, 1997 cited in: Sheth, Sethia and Srinivas, 2011), and all scientific evidence
reveals that global environmental situation continues to deteriorate (European
Environment Agency, 2000; United Nations Environment Program and Stockholm
Environment Institute, 1999). Moreover, OECD (2001) reports that the unfavorable
trend in consumption persists as a major problem. This fact itself explains the increased
attention to the sustainability, social issues, and concerns such as global warming, as
well as related aspects such as health scares, pressure on organizations to account for
their environmental performance, or labeling of products with environmental claims (Mc
Donald and Oates, 2006).



The roots of the sustainability problem dates back to the very beginning of the
“consumption” phenomenon. Although consumption has always been the reality of
humanity, its negative effects on the world resources most probably has become
increasingly visible in the recent decade. The popularity of the consumption
phenomenon dates back to the 1920s when mass production and mass manufacturing
resulted in mass consumption; where goods are designed with standardized, replaceable
components. This period is marked as the geographical and social expansion of the
market, the rationalization of the form and organization of production (Aglietta, 1979;
Boorstin, 1973; Fraser, 1981; Pope, 1983), and a period when the world was thought to
be modernized by consumption. As this period is also marked as post-war era, regarded
as a new age of conformity, it is also seen as a colonization of everyday life by
corporations and consumption norms that exemplifies consumption and, was considered
as the route to mass conformity (Leviss, 1922). Consumption orientation then expanded
into the service sector, which turned the world into a carnival, and people started to see
the entire world as a consumable experience while transforming to modernity and,

become the willing fee-payers for the experience of modernity (Slater, 1995).

The commercial revolution boosted the desire for consumption when the human is
replaced by the industry and machines facilitating the production process, therefore
making the consumption goods more available and easy to reach. There are views that
Consumer Revolution preceded Industrial Revolution and consumerism dates back to
16™ century when there was a new world of goods, fashion was born as a new trend of
consumption and new infrastructures, organizations and practices all fostering shopping
and advertising arose (Agnew, 1986; Braudel, 1981; Brewer and Poret, 1993; Bronner,
1989; Campbell,1989; Fine and Leopold, 1990; McCracken, 1990; McKendrick et al.,
1983; Mukerji, 1983; Perkin, 1968; Poretr, 1982; Rule, 1992; Sekora, 1977; Shammas,
1990; Thirsk, 1978; Weatherhill, 1988; Xenos, 1989), but industry made the

commercialization of consumption much faster.

This continuous and increased consumption during and after industrial revolution

boosted even more with the effect of capitalism, which led people not to stop working



and enjoy their free times, but instead work even more to consume more and enjoy the

luxury of buying as much commodities as they wish (Campbell, 1989:18; Cross, 1993).

In 1980s, the consumption was rediscovered and the consumers, with the ultimate choice
to choose with their buying power, fueled the economic growth, and this put the
consumer at the center of the market with a new way of consumption through a play of
signs, pure individualism, and as a symbol of personal freedom and economic progress.
Additionally, this was marked to be the period of the economic miracle that was
experienced in rising consumption standards, which also witnessed the subordination of

production to consumption in the form of marketing.

The insatiable and unlimited, impersonal and universal human needs and consumption
trend during all these centuries, later on marked by the capitalism effect, all damaged the
world resources and planted the seeds of the sustainability problem of today. As
mentioned by Assadourian (2009), how to consume in a world that is overtaxed by
human consumption patterns, and where two billion people are barely surviving because
of inequitable distribution of resources should be the basic question to ask if one wants
to talk about sustainability.

A report by the United Nation’s Environmental Program has revealed that only 4 out of
the 90 most important environmental goals show significant progress, while CO2
emissions are the highest in history and while youth unemployment is reaching new
peaks every month. Under these circumstances, it looks like the Rio+20 and Millennium
Goals fail to get any half-way useful commitment agreed upon. In addition to
environmental degradation, economic security appears to be another major problem
risking the continuity of sustainable world conditions. Despite the economic progress of
some countries, poverty is a global phenomenon affecting more and more categories of
people. According to the latest World Bank Development Indicators?, 2.6 billion people

live on less than US$2 per day. The poorest 40 percent of the world’s population

2 World Bank Development Indicators 2008, World Bank, August 2008



accounts for five percent of global income. On the other hand, the richest 20 percent of
the population accounts for three-quarters of the world income. Yet, since 1960s, the
economic loss resulted from extreme environmental degradation and climate change
increased sixfold, and was around 60 billion dollars at the end of 2003, which is
expected to be the primary determinant of 21st century’s sociological values and system

infrastructure, as well as being the core factor of business operations (IUCN, 2004).

All the above facts and statistics show that since the industrial revolution, the philosophy
of working more to consume more generated an amplified importance of materialism,
which can be defined as the importance a consumer attaches to world possessions
(Belk,1984). Other definitions of the concept include “an economic orientation to life
giving precedence to economic values over other values such as freedom, aesthetics, and
friendship” (Inglehart, 1981), or the belief in the desirability of acquiring and possessing
things (Richins and Dawson, 1992). No matter whatever its definition is, it is a fact that
material greed is destroying our planet (e.g. Seabrook, 1978), and glorifies the concept

of consumption for the sake of consumer well-being.

Even though the glorification of consumption is seen by most as the remedy for the
dismal economic milieu of the 1970s marked by high inflation and stagnant growth
(Benett and O’Reilly, 2010, p.20), Belk (1983) still points out that all major religions
criticizes excessive materialism and regards it to be against societal well-being. Because
materialists tend to gain self-esteem through gaining relative to others (Easterlin 1973;
Wachtel 1989), a society of general anonymity and materialism can result in a ruthless
competition that is built around who can consume the most conspicuously (Doyle 1999).
Again, excess consumption leads people "to squander on useless superfluities what
ought to be given to the poor” notes Berry (1994, p. 224), and as a result of private
consumption, alienation and isolation increases in the society due to the gap between

people who obtain commodities and those who do not (Cross, 2000; Putnam, 2000).

With all the explanations above, it is obvious that people themselves paved the way

towards the sustainability problem through attaching a great importance to consumption,



and leading to the creation of a greater gap between different segments of societies. It
would be convenient to indicate at this point that macro factors brought by recent US
recession have also impacted the re-emergence of a call to sustainable action, and
“mindful consumption” in return. To be more precise, the latest US Great Recession
increased the importance attached by consumers attach to compulsory changes in their
consumption patterns. Looking at facts and statistics, US household consumption hit by
multiple shocks declined sharply in 2008 while economic and financial insecurity surged
in late 2008. IMF Survey online shows that household wealth in US felt sharply,
reaching 480 percent of disposable income in 2009, and this ratio is higher than the
crisis of 2001-2002 period. Additionally, the credit availability tightened relative to pre-
crisis years while the debt-to-income ratio of US Households stopped gwoing in 2008.
Comparing the two U.S. recessions in 2001 and 2008, while the effects of 2001
recession is felt more on the decline of durables, 2008 recession is characterized by a
decline in all consumption components. On a parallel track, there is a sharp falloff in
consumer confidence in US linked to the widespread financial difficulties faced
individually. On an overall context, the last US recession caused consumption to plunge
deeper than in the past, leading Americans both to postpone costly purchases of durable
goods and to change their leisure habits as well as cutting back even on subsistence

spending (Petev and Pistaferri, 2012)

Seeking solutions to the sustainability problem requires finding out how human behavior
can be altered for a better future. This study focused on the Y Generation as they are
currently considered to be responsible for the creation of a sustainable future. The next
section presents the literature on sustainability in detail, in order to understand and
observe the progress of the concept, and figure out why mindful consumption may be

considered as a key route to finding a solution to the sustainability problem.



1.1.1 Sustainability: Environmental/Ecological, Economic, and Social

Dimensions

The concept of sustainability, which has recently become addressed in marketing
literature (Choi and Ng, 2011), dates back to nearly the thirteenth century. Defining this
concept is not straightforward and there are sets of definitions on the concept (Raven,
2002; Rees, 2010; Shirivastava and Berger, 2010; Korten, 2011) including social aspects
(Faber et al., 2010; Margov, 2012; Magee et al., 2012; Vasconcelos et al., 2012),
ecological aspects (Orians, 1990; Dasgupta, Levin and Lubchenco, 2000; Janowiak and
Webster, 2010; Ananth and Kreisberg, 2011), economic and environmental aspects
(Choi and Ng, 2011).

Sustainability is defined by UN (1987) as “meeting the present needs without
compromising the ability of future generations to meet their own needs”, and this
definition includes all these environmental, economic, and social aspects. It is a relevant
concept to many fields, but as Hult (2011) discussed, marketing has an opportunity to
contribute significantly to the understanding of sustainability, its boundaries and merits

in terms of managing a set of economic, environmental, and social marketplace issues.

Sustainability, which is one of the key trends shaping marketing today (Fisk, 2005,
ITSMA, 2006), is also the most difficult problem the discipline currently faces
(Schaefer, 2005). Robinson (2004) points out that the definition of sustainability is
vague, and means many different things to different people and organizations, which is
supported by Clark (2005) stating that without any precise meaning, it could mean
virtually anything. Other well-put down critiques to sustainability definition include the
use of language of sustainable development to promote unsustainable activities, and that
it fails to recognize that the current rates of economic growth are unsustainable. The
authors also draw attention away from the need to develop new ways of organizing how
people can relate to the natural world and the need for social and political change. (Jones
et al.,2008).
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As mentioned by Jones et al. (2008), most of the definitions embrace the fact that
humanity lives on earth with finite natural resources and fragile ecosystems, but yet
many of the other definitions go far beyond this through including social and economic
goals to meet human needs in a fair manner. Ecological definitions may vary from
“meeting human needs without compromising the health of ecosystems” (Callicot and
Mumford, 1997) to “the ability to maintain things or qualities that are valued in the
physical environment” (Sutton, 2004).

In addition, McCann-Erickson (2007) encompasses a wider view, which is the closest to
the UN’s definition, through approaching sustainability as “a collective term for
everything to do with responsibility for the world in which we live, through including
economic, social and environmental issues.” Accordingly, it is about consuming
differently and consuming efficiently; which means to share between the rich and poor,
and to protect the global environment while not jeopardizing the needs of future
generations. Subcategories of social, ecological, economic and environmental aspects of

sustainability are defined more or less in a similar way by different scholars.

The wide research in literature is focused on the environmental dimension of
sustainability due to the fact that environmental issues have become larger since 1980s,
and that there is a shift from local to global concerns such as acid rains in Eastern
Europe, the reality of climate change, high profile issues such as increased drought,
habitat destruction and rising sea levels. The ecological view on the concept, bringing
solutions to environmental problems, focuses more on technological solutions such as
search for sustainable energy, new technological ways of energy generation, and
alternative device appropriate solutions (Roome and Wijen, 2006). Although physical
resources cannot be used sustainably, many physical processes in the nature have
regenerative properties such as flowing water reoxygenating itself, atmosphere
scavenging chemicals, and soil detoxifying contaminants. Therefore, processes used by

humanity have a crucial role in providing sustainability.
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World Health Organization, for instance, recommends such technical options as energy
efficiency through reducing hospital energy consumption, green building design,
alternative energy generation through the use of renewable energy, using alternative
fuels for vehicles in hospital related transportation, providing sustainably grown local
food, reduce waste through options of reuse, recycle or compost, and avoiding bottled
water when safe alternatives exist (Ananth and Kreisberg, 2011). A good example of
such attempt comes from Vancouver Canada, when My Sustainable Canada, an
international organization working on sustainability developed and applied a hospital
food program to provide sustainability through reusing US$7.43 in a different way to
provide hospital food- a more organic, healthier and a more sustainable way.?

Another example is presented by Coca Cola in 2013 through their “Don’t Waste,

4
Create”

campaign. With the campaign, the firm aimed to encourage parents to submit
recycling pledges online in an effort to educate and inform families about the importance
of recycling, while also suggesting activities that allow them to reconnect with nature
and keep their families entertained during the summer holidays. In return, participants
received a voucher off thier purchases of two-liter packs of Coca-Cola bottled drinks,
including Coca-Cola, Fanta, Sprite, and Dr. Pepper, and were also offered a chance to

win a family holiday in France.

Attempts to promote ecological sustainability increase day-by-day due to environmental
destruction. However, sustainability cannot be achieved without careful conservation of
biological resources most of which are renewable (Orians, 1990). To reduce green gas
emissions, Janowiak and Webster (2009), for instance, recommend ensuring the
sustainability of biomass harvesting for energy and sets guideline principles of
increasing extent of forested land where feasible, adapting management to site
conditions, using management guidelines, retaining organic legacies for soil

productivity, retaining organic legacies for soil productivity, retaining deadwood and

*. See: http://www.youtube.com/watch?v=mC4HHZtxcHw — Hayley Lapalme, 2010

4 http://www.coca-colacompany.com/dont-waste-create-campaign-rewards-customers-for-recycling
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structural heterogeneity for biodiversity, evaluating role of fertilization and wood ash
recycling, and using biomass harvest as a tool for ecosystem restoration.

The economic dimension of sustainability, which is seen as the favorable economic
conditions of firms, has been studied by Choi and Ng (2011) and Sheth et al. (2011).
Through identifying financial performance and economic interests of external
stakeholders, the importance of financial sustainability and stability of a firm, which in
turn contributes to the community is discussed. Supported by Choi and Ng (2011),
consumers care about protecting and preserving favorable economic environments. But
yet, they still respond more negatively to companies who attach poor commitment for

environmental caring than to poor commitment to economic sustainability.

Whereas most of the previous research is found in terms of ecological or environmental
sustainability, in the recent decades social sustainability attracts more attention.
Independent from economic or environmental dimensions, yet interrelated to them,
social sustainability is concerned with the well-being of people and communities as a
noneconomic form of wealth (Choi and Ng, 2011). The concept focuses on the need of
human interaction and a cognitive basis of human behavior (Faber et al, 2010).
Accordingly, social sustainability requires individually and collectively applied human
behaviors where knowledge management has a key role. This approach requires human
behavior to change, and in this regard knowledge is seen as the driving force behind
human behavior. Thus, knowledge of sustainability and sustainability of knowledge are
told to be the two important dynamics that shapes human behavior towards more

sustainable action.

There is also an increase in the public expectations of companies to do more for social
well-being (Mohr and Web, 2005). Even if this is noted to reveal a tension between
business interests and society, it is important as a means for responding to the needs of
society and business. This might also be beneficial for the firms to build better
reputations, as a worldwide study conducted in 1999 showed that two thirds of

consumers wanted companies to contribute broader social goals (Isa, 2003).
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A complementary study comes from Vasconcelos et al. (2012) on building social
sustainability. Accordingly, balance between man and environment, and a constructive
dialogue among diverse stakeholders is required to provide social sustainability in civil
society. Focusing on a project called MARGOV -a project of building social
sustainability for Marine Protected Areas- foresees three components to be essential to
this aim: Governance, Citizenship and Dynamic Spatial Structure, which all are

interrelated and should be accordingly coordinated.

1.1.2 Marketing and Sustainability

Although sustainability research finds diverse attention in the field of management
studies, marketing has recently focused on the concept through offering theoretical

dialog about the links between sustainability, consumption, and market strategy.

The possible relationship between marketing and sustainability is defined by Jones et al.
(2008), who addressed the fact that sustainability began to have a major role in business
strategies, through the need to comply with a number of legislations and regulations,
concerns about the scarcity of natural resources, enhanced public and shareholder
awareness of the importance of socially responsible financial investments, and more
general changes in social attitudes and values within modern capitalist societies. Yet, it
is also evident in literature that marketing teams are reluctant in driving and enforcing
the development of sustainable products and services, whereas the marketing function,
in fact, is capable of conceivably playing a major role in moving the society to become

much more self-sufficient and truly sustainable.

Sustainable marketing refers to “creating, producing and delivering sustainable solutions
with higher net sustainable value whilst continuously satisfying customers and other
stakeholders” (Charter et al., 2006). Referring to Hunt (2011), who sees sustainable
marketing as marketing within and supportive of sustainable development, we see that

Hult (2011) considers market focus sustainability as a key factor for companies.
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Crittenden et al. (2011) similarly incorporates sustainability to market perspective
through allowing a strategic alignment of sustainability into marketing strategies to gain

competitive advantage.

Aside from the increased attention of business sector to the concept, World Business
Council for Sustainable Development (2008), states that current global consumption
patterns are unsustainable and changes will be required to consumer lifestyles and
consumption patterns. Considering the role of marketing in sustainability, the most
important answer lies in understanding and changing consumer behavior and more

generally influencing attitudes and beliefs. (Jones et al., 2008).

In accordance with all the dire necessity for a behavioral change for a sustainable life,
Borin and Metcalf (2010), for instance, emphasized the need to integrate sustainability
into the marketing curriculum in order to facilitate sustainable marketing practices. This
also shows that marketing should be used to affect consumption patterns of the

humanity, if one wants to realize sustainable world conditions for the future generations.

The issue is highly linked to individual consumption levels as it is human beings who
consume. Schaefer and Crane (2005) were the first to examine the issue of sustainability
in relation to consumption through proposing sustainable consumption idea and
discussing the possible relationship between individual consumer behavior and
aggregate consumption behaviors.

Durning (1993), long ago, highlights the question of “how much is the amount of
consumption that is enough to save the world” if people destroy the environment with
too much consumption and are not satisfied with consuming less. Accordingly,
satisfaction may be created not just through consumption but also through leisure human
relationships or other non-material things. Emphasizing that sustaining the environment,
which in turn aids to sustain humanity, would require a shift in the values of society and
combinations of change in the logic which in the long run will converge the poor,

middle and upper level classes of society (Durning, 1993). Long after this determination,
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DEFRA survey of public attitudes and behaviors towards the environment (2007) still
points out that there is often a sharp discontinuity between awareness of environmental
impacts of a particular set of behaviors and a willingness to change personal behavior to

reduce such impacts.

Diverse studies have been conducted to define consumer perceptions, attitudes and
behaviors (Vining and Ebero, 1992; Ellen, 1994; Zimmer et al., 1994; Schlegelmilch,
1996; Minton and Rose, 1997; Straughan and Roberts, 1999). Not only marketers, but
also other disciplines are facing difficulty in figuring out a certain relationship between
attitudes and behaviors (McDonald and Oates, 2006). As Vining and Ebreo (1992) and
Minto and Rose (1997) show out, studies in different areas of literature points out that
while most people are concerned about environment, and even if they verbally declare

this, none of this is an indicator of their purchasing or disposal actions.

In marketing literature, a different perspective has been taken to overcome this problem
by such as focusing on perceptions of consumers on green issues rather than their
characteristics. Examples to such research include Perceived Consumer Effectiveness
and Ecologically Conscious Consumer Behavior studied by Straughan and Roberts
(1999). While Schlegelmilch et al. (1996) argue that consumers’ environmental
consciousness can have an impact on their purchase decisions, their study supported the
reality that even if the consumers are concerned about environment, they are not always
proactive unless they believe that individuals can be effective. Spaargaren (2002),
looking from a theoretical and policy perspective, states that when environmental goals
with respect to all relevant consumption patterns such as clothing, feeding and traveling,
are clear and the citizens accept these goals, it is possible to reduce the impact of daily

routine consumption behaviors of the people.

Yet, it is a question itself if sustainable consumption is sustainable enough. Dolan (2002)
discusses the limitations of sustainable consumption through highlighting the fact that
acts of consumption are macro processes at work, whereas consumer practices are

cultural and social practices with social interdependencies, and underlines that one
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should attempt to trace particular histories of consumption in their changing form and
function, in order to identify specific cultural modes and thus to make change more
likely. Accordingly, even the definitions of sustainable consumption should be redefined

not in terms of what they should be but instead as what they are.

Although the very first concept found voice in Earth Summit 1992, Oslo Symposium on
Sustainable Consumption (cited in Reisch 1998, p. 9) defines sustainable consumption
as “the use of goods and services that respond to basic needs and bring a better quality of
life, while minimizing the use of natural resources, toxic materials, and emissions of
waste and pollutants over the life cycle, so as not to jeopardize the needs of future
generations.” It is based on a decision-making process that takes the consumers social
responsibility into account in addition to individual needs and wants (Meulenberg,
2003).

Unlike sustainable production’s straight goal of minimizing pollution, sustainable
consumption’s ultimate objective is indistinct, blurred by disagreement over appropriate
measures, issues of international and intergenerational equity, and most importantly,

implications on individual lifestyles (Salzman, 1997, p.1255).

Similar to Durning (1993), Dolan (2002) also asks the question of at what level of
consumption we are consuming too much, or whether there are any consumption
practices that are unnecessary to human life through addressing the problems related to
sustainability measures. This accordingly raises the two questions of how one would

define the proper needs from false ones, and who will provide the definition.

According to Foucault (1986), cultural discourses would be the controlling body in
terms of consumption practices. As mentioned by Campbell (1987), the culturalist
approach relates an individual to her own self-understanding and thus consumption is
seen as not a signal to the world but to own mind. In this light, what you acquire should

match and support your understanding of who you are.
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Linking the concept to consumer culture, Dolan (2002) addresses Slater (1997), who
mentions that needs are mediated by the prevailing symbolic order which is part and
parcel of the cultural system and therefore can only be identified culturally. Thus,
accordingly, given that there are many cultural formations in national societies, it would

be nothing else but ethnocentrism to universalize a set of human needs.

Yet, as mentioned by Campbell (1987), modern consumption in consumer culture is all
about wanting to want and the essence of modern self is to be self-transforming and an
ongoing project that is never completed. Ger and Belk (1996) shows explicitly the
individualization process of humanity in the history of consumer culture through also
shedding light on the fact that people who made it out of hard conditions of traditional
farming to industrial society started to cherish the pleasures of material consumption.
With Western Consumption patterns, goods and services are not only answers to
survival needs as food and shelter, but also an answer to needs for meaning and social
order (Cross, 2000). Yet, the ecological discourse of consumption is told to
underestimate the significance of consumption practices at a social and cultural level and
fails to see the roles of such practices as mediating and transformative mechanism
involving the materialization and embodiment of cultural modes of thought and feeling
at an individual and collective level. Both Featherstone (1991) and Slater (1997a)
highlighted the need to locate changes in the nature of consumption practices also in the
macro level, but still not alienating from individual consumption as identity shaping.
Environmentalism is told to be a cultural force as an alternative means of self-

realization.

Sanne (2002) highlights that to reduce the consumption in rich countries or to change its
character and content radically is a condition for sustainable development. Being aware
of the fact that it is hard to evade the environmentally required reductions or changes are
hard to realize in current conditions, the author mentions that the predicament of
overconsumption can only be overcome if the values behind the lifestyles change and
the consumers are educated and informed. Accordingly, with the consumer in focus, it is

natural to seek means to affect human behavior in three ways: the moral dimension of
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wanting to contribute to the overall situation, a conscious resolution to abide by a norm
of behavior (rather than external pressure), and the need for supporting structures to the
individual commitment. The measures such as education in school, pricing, labeling,
eco-cycling, make the individual as consumer responsible for achieving a sustainable
development whereas measures should be taken at social and cultural forces that raise
unsustainable consumption. It is also mentioned that, as young people are especially
vulnerable to marketing, teaching institutions (concepts in the curricula) should have an

important mission as well as advertising and other tools with commercial influence.

Also, in macro level not strictly alienated from individual consumption behavior, Sanne
(2004) develops some policies for sustainable consumption as a response to the need for
change of character of consumption in rich countries, and states that the political system
should overcome the dogma of economic growth and redefine it in terms of individual
well-fare of a less material domination. Again, Barr et al. (2006), in their research
commissioned by DEFRA, focuses on behavioral change in terms of establishing the

link between environmental practice and everyday behavior.

Either in macro or micro level of analysis, most researchers concentrate on the attitude-
behavior relationship in terms of consumption. Enlightened by Spaargaren (2003),
greater importance should be attached to the role of citizen-consumers in shaping and
reproducing production and consumption. While Atttitude-Behavior model of Fishbein
and Ajzen (1975) focus on the individual attitude and norm as the future predictor of
behavior, the Social Practices Model offered by Spaargaren (2003) states that social
structures are the center to the analysis; and humans should not be analyzed as the only
relevant unit of analysis of consumption but as lifestyles and social structures.
Accordingly, not only the individual attitude or norm, but rather the actual behavioral
practice of humans in time and space should be in the center; and recent
conceptualizations do not focus on specific and isolated behavioral items, but instead
look into the possibilities for designated groups of actors to reduce the overall

environmental impacts of their normal daily routines such as clothing, food, shelter,
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travel, etc. They also analyze the process of reducing the environmental impacts of

consumption in distinct domains of social life.

To express in detail, lifestyle of an individual human agent is defined as the set of social
practices that an individual embraces, together with the storytelling that goes along with
it (Giddens, 1991, p. 81) In this model of Social Practices, while the environmental
policy goals should be defined from a lifestyle perspective of a group of citizen-
consumers, the individual responsibility towards environmental change is analyzed in
direct relation with social structure. Establishing sets of environmental heuristics for all
major social practices, identify and analyze the actual and potential routes for innovation
in selected social practices, provide a description and analysis of different lifestyle
groups in social practices, and redefine the role of both governmental and non-
governmental actors in consumer-oriented environmental policy making are proposed as
some guidelines of the model for more sustainable consumption from a theoretical and

environmental policy making perspective.

A good example for a change in behavior is the study of sustainable food consumption
by Vermeir and Verbeke (2006), who explored the attitude-behavior gap in consumption
patterns. Accordingly, the ethical consumer is defined as the middle-aged person with a
higher income, above average education and with a prestigious occupation, and who is
well informed (Roberts, 1996; Carrigan and Attalla, 2001; Maignan and Ferrel, 2001)
The ethical consumer generally feels responsible towards society, and expresses these
feelings by means of his purchase behavior (De Pelsmacker et al., 2003). However,
initiatives like sustainable organic food, products free from child labor, legally logged
wood, and fair-trade products often have market shares less than 1% (MacGillivray,
2000), which is at least partly due to the attitude-behavior gap whose potential
explanations include price, quality, convenience, and brand familiarity (Carrigan and
Attalla, 2001; Weatherell., Tregear, and Allinson 2003). Based upon this fact, Vermeir
and Verbeke (2006) developed a theoretical framework, where they pointed out the
importance of a positive attitude towards sustainable products as a good starting point of

sustainable consumption; personal values, needs and motivations having an important
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role in consumer decision process, whereas access to clear and reliable information and
availability of sustainable products are considered to be equally important factors in the
purchase decision. Consumers’ level of four individual characteristics; namely
involvement, certainty, perceived availability and perceived consumer effectiveness are
tested as indicators of actual purchase behaviors and found out to be either effective or
ineffective in terms of attitude-behavior relationship.

Examples of more behavior-oriented cases are also available. Spaargaren (2002) states
that when environmental goals with respect to all relevant consumption patterns such as
clothing, feeding and traveling, are clear and the citizens accept these goals, it is possible
to reduce the impact of daily routine consumption behaviors of the people. Moisander
and Pesonen (2002) focused on the ways of constructing self and the other as green
consumer, while Sheth, Sethia, and Srinivas (2011) promote the use of green products
with lighter footprints over the total life-cycle as essentials for increasing environmental

sustainability.

From business framework, Closs et al. (2011) takes a supply chain perspective for
sustainability and states that sustainability initiatives necessitate radical changes in
business procedures. Cronin et al. (2011) also argue for “green perspective” of
sustainability and donates organizations an expected role to make sustainability oriented
marketing strategies. Proctor and Gamble’s sustainable packaging is a good example for
how marketing tools can practically be used to contribute to sustainability (Proctor and
Gamble, 2011). The company now wants to encourage more than 4.4 billion consumers
in 180 countries to be more mindful in their buying decisions, whereas Wilhelm (2012)
shows an example from mobile phones sector, which tries to encourage sustainable

consumption through a strategy of product lifetime extension.

The concept of sustainability is widely seen practically applied. There are even
sustainability indices for companies. Dow Jones’ sustainability index launched in 1999
is the first global index tracking the financial performance of the leading sustainability-

driven companies worldwide and they provide asset managers with reliable and
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objective benchmarks to manage sustainability portfolios. Corporate Sustainability is
defined as a business approach that creates long-term shareholder value by embracing
opportunities and managing risks deriving from economic, environmental and social
developments (Referans). Leading sustainability companies display high levels of
competence in addressing global and industry challenges in a variety of areas including
strategy, finance, customer and product, governance and stakeholder and human.®

Among all the segments of sustainability, personal behavior is the focus of this thesis
and mindful consumption is regarded as the road to behavioral change. Thus, before
focusing on the Y Generation, the next section will provide a detailed review about the
concept of mindful consumption, and mindfulness which are defined as the route to

sustainability in the long run.

1.2 Mindful Consumption & Mindful Marketing

“Although consumption takes place in all human cultures, it is only in the present
(20™) century that consumption on a truly mass scale has begun to appear as a
Jundamental, rather than merely epiphenomenal, characteristic of society” (Peter

Corrigan- 1997, p.1)

Global consumption has moved beyond its primary utilitarian function of serving basic
human needs (Shaw and Newholm, 2002), and the domain of marketing undertook a key
role in this. In this context, “mindful consumption”, appeared to be a recent hot topic,
which attracted the attention of researchers from diverse fields in line with the
sustainability problem on earth, while at the same time attaching importance to mindful
marketing. This section will analyze how the concept of mindfulness evolved in
literature, what mindful consumption means and how mindful marketing helps create

mindful consumption.

>, see: http://www.sustainability-index.com/
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1.2.1 Concept of “Mindfulness”:

Although mindful consumption has recently been included in marketing literature,
concept of mindfulness research includes different disciplines and subjects. These
include a major part from field of social psychology and education (Langer, 1989),
quality research (Fiol and O’Connor, 2003), as well as reliability subjects in
organizational behavior (Weick and Sutcliffe, 2001), individual and organizational
reliability (Butler and Gray, 2006), reliability and conflict handling (Ndubisi, 2012),
relationship quality (Saavedra et al, 2010), customer orientation (Ndubisi, 2012),
innovation and information technologies (Swanson and Ramiller, 2004), ideal school
and classroom education (Demick, 2000; Richard and Perkins, 2000), creativity (Reilly
et al, 2010), organizational media uses (Timmerman, 2002), and past experiences on

mindfulness of habitual entrepreneurs (Rerup, 2005).

Conceptual definitions of mindfulness encompass several philosophical and
psychological traditions including ancient Greek philosophy, naturalism,
phenomenology, existentialism and transcendentalism. Its origins goes back to Pali
language word sati, which means “to remember” referring to a mode of consciousness

that signifies presence of mind (Guranatana, 2009).

Mindfulness aspects are defined as a sense of wonder, a feeling of union with nature, a
sense of peace of mind, a feeling of wholeness, a feeling of joy, a feeling of living in the
present movement, and a sense of being accepted within the universe (Jacob and
Brinkerhoff, 1999). The results of their research questioned a link between mindfulness
and sustainability movement, and the results were supporting the fact that the people
who have a tendency to over consume are those who do not have a mindfulness and that
what makes people happy and satisfies them are the same factors that contributes to the

long term sustainability of the planet.

Mindfulness at individual level involves openness to novelty, alertness to distinction,

sensitivity to different contexts, awareness of multiple perspectives, and orientation in
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the present-paying attention to the immediate situation (Sternberg, 2000). It is assumed
that mindfulness requires a desire to update situational awareness on a continuing basis,
to cast doubt, and probe further to resolve doubtfulness (Malhotra, Lee, and Uslay,
2012); while mindlessness is defined by decreased activation of cognitive, a resulting

state of a reliance on past categories like an automatic pilot (Langer, 1989).

Psychologically, mindfulness refers to the cognitive qualities of individuals’ state of
alertness and awareness that is characterized by active information processing, continual
creation of new categories and distinctions, explore and attention to multiple
perspectives (Langer, 1989). Another definition states that it is a receptive attention to
and awareness of present events and experience (Brown et al., 2007). Studies of
mindfulness concept in business context defines it as an ongoing identification of new
dimensions of context that improve foresight and current functioning, connecting and
sharing of the mindfulness of individuals to create new meaning and knowledge that will
help individuals and organizations to achieve greater congruence between their
intentions and outcomes (Weick and Sutcliffe, 2006). Accordingly, organizational
mindfulness includes preoccupation with failure, reluctance to simplify, sensitivity to

operations, commitment to resilience and deference to expertise.

Sheth, Sethia and Srinivas (2011) emphasize on the necessity for redirecting the
consumption patterns for a more sustainable world with the help of market operations.
They define mindful consumption as a way to reach this goal. Accordingly, mindful
consumption represents a confluence of mindful mindset and mindful behavior. While
mindful mindset is associated with “a sense of caring for self, for community and for
nature”, the mindful behavior is characterized by “tempering of excesses associated with
acquisitive, repetitive and aspirational consumption modes”. The customer-centric
sustainability is defined as the consumption-mediated impact of marketing actions on
environmental, personal and economic well-being of the consumer (Sheth, Sethia and
Srinivas 2011).
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Marketing, in comparison to managerial approaches, has less focused on mindfulness
until recent years. Mostly, in managerial context, mindfulness approaches focus on
individuals’ and organizations’ ability to achieve reliable performance in changing
environments depends on how they think, how they gather information, how they
perceive the world around them and whether they are able to change their perspective to
handle the existing situation (Langer, 1989, 1997).

A study in marketing field comes from Malhotra, Lee, and Uslay (2012) focusing on the
mediating role of mindful marketing. Even this study is not focusing on the consumption
side but instead on the effect of mindful marketing on quality orientations, their

interaction and consequences.

Mindful Marketing:

Sheth, Sethia and Srinivas (2011) point that attitudes and values of people shape the
consumption patterns. A change in both behavior and mindset levels of people through
bringing consciousness in thought, referred to as mindful consumption, is deemed as a

particular solution to the problem of “overconsumption”.

The obligation of the humanity to preserve the environment regardless of utilitarian
concerns is real and thus, caring for self, caring for the community and caring for the
nature are defined as the motivators for behavior change towards mindful consumption
(Sheth et al., 2011). In this process of behavior change, marketing is considered to have
a potential role in facilitating the mindful consumption, and to advance it by
encouraging and reinforcing through the use of product, price, promotion, and place

attributes.

Mindful marketing is referred to as an increasingly important notion that aligns
marketers’ and consumers’ interests. The expected mission of such marketing is told to
be cultivating mindful consumption through effective, efficient, and ethical ways, while
instantaneously considering the interests of both buyers and sellers (Sheth and Sisodia,

2006). Accordingly, marketers should seek ways to find win-win strategies by aligning
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marketing functions with consumer interests and thus prevent wasteful, unethical

marketing.

With all its strategies designed mindfully in order to mind the gap between consumers
and marketers, mindful marketing is assumed to lead to mindful consumption, value co-
creation which in return again leads mindful consumption (Malhotra, Lee and Uslay,
2012).

Mindful consumption-oriented marketing takes into account environmental, personal
and economic well-being of the consumers (Sheth et al., 2011). Accordingly, the core
value of such consumption is dependent on consumer’s mindset of caring for
themselves, the community and the nature through transforming behavior into tempering
their self-deferating surpluses associated with acquisitive, repetitive and aspirational

consumption.

Mindful behavior is defined as novelty in response to changing and unique
circumstances whereas, in contrast, mindless behaviors emphasize the role of continuity

as a mechanism to preserve accumulated experience (Malhotra, Lee and Uslay, 2012).

There may be diverse examples or names given as examples to mindful consumption
behavior. In literature, voluntary simplicity, ethical consumption, green consumption
and socially responsible consumption are some other titles that may be under

subcategories of mindful consumption topic or as railways towards mindful behavior.

Zimmer et al. (1994) tried to characterize the green consumer and segment a growing
green market through determining the green issues the consumers perceive as important.
Green consumer is defined as “goal-oriented people who take into account the public
impacts of their consumptions, aim to create social change and improve the sustainable
development” (Webster, 1975), and behaviors of those consumers are told to be ethically
oriented (Anderson and Cunningham, 1972). While, Moisander and Pesonen (2002)

focused on the ways of constructing self and the other as green consumer, Sheth, Sethia
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and Srinivas (2011) promote the use of green products with lighter footprints over the

total life-cycle as essentials for increasing environmental sustainability.

Peattie (1998) moves the focus of research on green consumers from individual
consumer to individual purchase. Accordingly, “the degree of compromise” that is the
necessity to pay more or travel further and “the degree of confidence” that is how sure
the consumer is that the product addresses a genuine issue and represents an
environmental benefit are two indicators for individual purchase. Peattie (1999) further
developed a green purchase perception matrix in a discourse about the relationship
between marketing and sustainability.

Similar to green consumers, a socially responsible consumer is told to be contributing to
sustainability and is defined as “a non-violent person who is in search of spiritual
growth, values the beauty of the world and has an ability to see and to give energy to all
the good things in the world” (Webster, 1975). Socially responsible consumers may also
take the form of voluntary simplicity, which is the “singleness of purpose, sincerity and
honesty within, as well as avoidance of exterior clutter, of many possessions irrelevant
to the chief purpose of life, an ordering and guiding of our energy and our desires, a
partial restraint in some directions in order to secure greater abundance of life in other
directions” (Gregg, 1936 quoted in Elgin, 1977). While Gregg’s formulation of the
concept and a number of more recent writings have emphasized the spiritual dimension
of this conservation-oriented life style, voluntary simplicity is summarized as material
simplicity (non-consumption-oriented patterns of use), self-determination (desire to
assume greater control over personal destiny), ecological awareness (recognition of the
interdependancy of people and resources), human scale (a desire for smaller-scale
institutions and technologies), and personal growth (a desire to explore and develop the
inner self) (Elgin and Mitchell, 1977, p.5). It is defined as the degree to which an
individual selects a lifestyle intended to maximize his/her direct control over daily

activities and to minimize his/her consumption and dependency (Barton, 1981).
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There are several other more recent studies related to the concepts of voluntary
simplicity (Elgin, 1993; Etzioni, 1998; Shaw and Newhol, 2002; Huneke, 2005; Iwata,
2006; Ozgiil, 2008; Ozgiil, 2011) and similarly about green and ethical consumption
(Schlegelmilch, 1994; Shaw, 2000; Shaw, Shiu and Clarke, 2000a; Shaw, Shiu and
Clarke, 2000b). All these studies are individual behavior patterns that may be
categorized under mindful behavior attributes. As the basic research question of this
thesis is to investigate whether Generation Y has a mindful mindset or to question if they
are ready to form one, all the related attributes of the concepts will be under
investigation throughout the analysis of the findings but will not be deeply explained
throughout the literature.

As the sample of this research is formed of the Gen Y, the last part of the literature will

go through the past research on Y Generation.

1.3 Generation Y in Marketing History

Generations have so long been a continuous change and development process in world
history. In the recent decade, studies on attributes and characteristics of Generations,
grouping them, and developing strategies according to those common attributes and
values is a common trend. A generation is a form of age group consisting of those
members of a society who were born at approximately the same time (Scott and
Marshall, 2005) or within a specific time period (Smola and Sutton, 2002). With the
world changing, the shared value systems also change between generations (Parry and

Urwin, 2001) affecting all pieces of the system.

The Baby Boomers, those born between the years of 1946-1964 are currently between
the ages of 52-70. They comprise the largest single generation of Americans and are
raised to be independent and to believe that they controlled their own destinies
(Mitchell, 1995). This generation, preoccupied in early 80s with money and material
possessions (Roberts and Manolis, 2000), today are less idealistic than before (Rock,

1995) and are not easily captured by advertising, stores and shopping malls (Russell,
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1997), and instead prefer information-intensive ads as opposed to image-oriented ads

that capture young generations most (Hodges and DeCoursey, 1996).

The X Generation, those who were born between the years of 1965 and 1981, are
currently between the ages of 35-51. The name was given to this generation by Hamblett
and Deverson (1964), who have conducted a series of interviews with teenagers. A
diverse study says their name comes from 1991 Douglas Coupland’s novel titled
“Generation X: Tales for an Accelerated Culture” (Mitchell, McLean and Turner, 2005;
Reisenwitz and lyer, 2009). Wherever the origins of this generation come from, they are
born after Baby Boomers and describe a demographic, social and cultural social group in
the Western culture. Coupland (1991) defines the X Generation as a category of people
who wanted to hop off the merry-go-round of status, money and social climbing that so
often frame modern existence. They are formed by contradictions, fetish, political flows
in an environment where there is the fall of Berlin Wall, the collapse of USSR and
Yugoslavia. The synonyms for this generation include Baby Busters, Twenty-
somethings, YIFFIES (Young Individualistic freedom-minded few), the Brash Pack,
FLYERS (fun loving youth en route to success), the NIKES (no-income kids with
education), the indifferent generation, and the invisible generation (Mitchell, McLean
and Turner, 2005) or Slackers, Xers, Generation Next, Postboomers, the Shadow
Generation, Generation 2000, the MTV Generation, and the Thirteeners (Resienwitz and
lyer, 2009).

The Y Generation, those who were born after 1981, are currently between the ages of
18-35. Different studies may refer to them with slightly different age groups or years
(Bakewell and Mitchell, 2003; Chowdhury and Coulter, 2006; Lescohier, 2006; Pew
Research Organization, 2010) but they are largely present in many world countries.
Although the term Generation Y is told to be first coined in 1993 by Advertising Age as
the last generation to be born entirely in twentieth century (Reisenwitz and lyer, 2009),
they are also identified with nicknames as “Echo Boomers, Millennials, the Internet
Generation, i1Pod Generation, Generation Why, Boomerang Generation, Nexters”

(Eisner, 2005; Reed, 2007; Durkin, 2008; Tyler, 2008). Pew Research Organization
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(2010) described this generation as those born after 1980, while they are also defined to
be born between years 1977-1988 (Chowdhury and Coulter, 2006; Lescohier, 2006) and
born between years 1981-2000 (Arsenault, 2004).

There are several studies focusing on this generation. Independent of their managerial
context (Deloitte Report; Kultalahti et al., 2013; Yiiksekbilgili, 2013; Reisenwitz and
Iyer, 2009; Lassk and Fugate) or marketing context (Lin, 2011; Bucic et al, 2012; Hill
and Hyun-Hwa, 2012; Yasa and Bozyigit, 2012; Chu et al, 2013; Bruce and Kelly, 2013;
Duffy, 2013; Kim and Jang, 2014; Pomarici and Vecchio, 2014), they all define this

generation in terms of specific values and behavioral dimensions.

For the purposes of this thesis, this generation will be analyzed in two dimensions
throughout this research; according to their “values and attitudes” and according to their

“behavior orientations”.

1.3.1 Values and Attitudes of Generation Y

Most definitions in the literature include positive explanations about Generation Y.
Nowe and Strauss (2000) refer to this generation as having positive traits demonstrating

high achievements, a new focus on teamwork, modesty and good conduct.

Their core values are optimism, civic duty, confidence, achievement, morality and
diversity (Alch, 2000). They need to control their environment, solve their fears, obtain
information quickly and easily, and have more time for themselves and have less-
structured lives. They are less cynical, more optimistic, more idealistic, more inclined to
value tradition and are more similar to Baby Boomers than Generation X (Resienwitz
and lyer, 2009). A research in UK among young generation reveals that they have a
more individualized view of rights and responsibilities. They also desire to have positive

impact on people (Lancaster and Stillman, 2002).
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In business context, managers are largely dealing with the Y Generation today.
According to Engineering News Record (ENR), Boomers and Gen X appear to dominate
the workforce today, with Y Generation coming on strong and replacing the pre-1945
generation (Duffy, 2013). According to their research on Y Generation, they found out
some common characteristics for this generation which will be the driving workforce of
the construction industry by 2018. Accordingly, this generation is searching for respect
and change, and they are less concerned with maintaining the status-quo. Some of the
quotations from this report show that this generation is dealing with high ideals about
clean earth, getting their voice heard without limits, are eager to prove themselves, are
more familiar with technology, and are against traditional general contractors.

According to the GMP Group in Singapore (2009), while the Y Generation wants their
bosses to be more people-oriented, the bosses of this generation want to be more talent-
oriented. They want a leadership style a balanced mixture of flexibility, high demands,
responsibility, time for trial and error, clear directions, and freedom to do things in their
own way (Kultalahti, Edinger and Brandt, 2013). This generation has different
motivating factors and different expectations in terms of quality at work and a different
worldview in comparison to other generations. They are more flexible, are ready to work
as part of a team, and can multitask (How Millenial Staff, 2009). They are independent
and tend to follow directions, require structure in the work environment and need
guidance and mentoring from their supervisors, albeit with flexibility, to get the job done
(Dolezalek, 2007; Kehrli and Sopp, 2006; Orrell, 2009; Reisenwitz, 2009)

They are far less loyal to their employers than older generations and although they have
strong aspirations for job growth and success, they are not fully engaged (Hira, 2007;
Durkin, 2008), and feel they must leave one position for another to achieve their
potential (Resienwitz and lyer; 2009). They are loyal workers with the condition that
they can balance work and life goals (“Oh Joy, First the Economy”, 2008; “How
Millennial Staff”, 2009)
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Some researchers define them as “disloyal, anxious and disrespectful” (Kovarik, 2008),
while some others refer to them as “self-centered, not motivated, disrespectful and
disloyal” (Myers and Sadaghiani, 2010) and also as “narcissistic, self-important and
entitled” (Jones, 2010).

They are technologically savvy, multitasking individuals (Yeaton, 2008), are more
comfortable with technology (Auby, 2008), and are the first generation to use email,

instant messaging, and cell phones since childhood (Tyler, 2007; Tyler, 2008).

They have different life styles (Keene and Handrich, 2010) in terms of their early family
lives, political affiliations, religions, education styles, employments, value systems, their
relationship with the technology, internet use, texting habits, social networking use, their
attitudes towards tattoos and piercings; in other words in many fields of social life. It is a
fact that, they are bright and educated, but missing important and basic information.
They are more social than the other generations and they are politically and socially
liberal and less religious. They do not have much regard to hierarchy; however, they are
used to having their activities supervised. They are sensitive to criticism and they want
to be sure that they are doing things right. They are also referred to as Peter-Pan
Generation, as they don’t want to grow up and stay home longer than their parents and

grandparents (Levickaite, 2010).

A survey on 943 Y Generation youths attending 10 universities in 10 different states,
reveals that this generation is pragmatic and confident regarding their future careers
(Bell and McMinn, 2011). Their priorities are having a happy life and a strong family,
and in terms of their evaluations of businesses, they also believe that the firms should

have social and environmental responsibilities.
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Marketing Context

Many researches also attempted to define this generation in terms of their consumption
habits. Studies are mainly and largely focused on finding marketing strategies for those
generations with a huge potential to consume as they are raised by helicopter parents

with a great degree of financial support (Fingerman et al., 2009).

As children of the Baby Boomers, they are raised in an era of wealth, due to the fact that
they either have two parents working or are couples waiting to have children (Howe and
Straus, 2000), thus forming a powerful market segment with disposable income from
indulgent parents (Gronbach, 2000; Fingerman et al., 2009), are told to have increased
awareness of environmental, social and economic ills and are skeptical about marketers’
claims to be concerned about such issues (Hill and Hyun-Hwa, 2012; Bhaduri and Ha-
Brookshire, 2011; Kagawa, 2007; Jayson 2006). They are an attractive segment for
multinational firms in diverse world countries, particularly in emerging markets (Thach
and Olsen, 2006) A study in Australia reveals out that, no matter whatever their income
levels are, this generation has “dreams” and they have a strong belief that they can
ultimately get what they want once their income increases due to their personal success
(Bruce and Kelly, 2013).

This generation is fashion-prone and brand-conscious (Young Compulsive Shoppers,
2009), they focus on style and quality instead of price, are immune to tried and true
brand strategies, and will switch their loyalty to marketers who get ahead of the fashion
curve (Reisenwitz and Iyer, 2009). They make decisions based on their parents’
perspective, and also consider what their peers are doing (Alexander and Sysko, 2012;
Twenge et al., 2008).

A branding consultancy firm, FUTUREBRAND, reports that nationality is unimportant
to this generation while they all express a spiritual blending -an undefined but strong
religious feeling. They are anti-label and view stereotypes and nationality as labels.
Although they found being part of Europe to be a positive experience, they are

uninterested in brands as there is no demand for things European. Diversity,
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individuality and originality are crucial issues for them and they expect diversity from
others, from brands and from companies. They have a high marketing awareness but
they do not practice it much (Nurko, 2002). They prefer ads that entertain them, and
even if they do not like a company, they are sincere with it once that company has a
social responsibility initiative. They have conflicts, as while they welcome marketing
messages, they are marketing-savvy and seek reality. They are defined as passive-

aggressive and are considered to be accepting marketing messages on their own terms.

According to the report by the consulting firm, The Futures Group, Gen-Y
characteristics are told to be flexibility, adaptability and fluidity (Chilingerian, 2011).
According to this report, the Millenials are categorized in four groups, in other words
“tribes”, such as Striders, Steppers, Satellites, and Spirits. Striders are those that seem
unaffected by the economic downturn and are optimistic about their future, while
Steppers are those who are affected by the economic downturn and are careful about
purchases. Satellites are those who are after the hottest, most current gadgets and
software, while Spirits are those who are open, connected and socially conscious,

directing their attention and purchasing power toward the things they are interested in.

1.3.2 Behavioral Attitudes of Generation Y

In addition to their attitudes and values, but also linked to these, it would be better to
evaluate this generation according to different situations and not to make strict

generalizations just because they have different values.

A high rank of this generation is referred to as digital natives and has a very good
connection with technology, internet use and texting (Keene and Handrich, 2010).
Levickaite (2010) who conducted a research on X, Y, and Z Generations, and how social
networks form the world without borders also explains some common behavioral
attributes of them. Discussing the three generations in terms of technological, social and
historical environment with a Lithuanian sample, collected from social networks

including Facebook, LinkedIn, Twitter, and MySpace, analysis is made on 812
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Lithuanians according to country of residence, age, number of social network
connections, type of social network associates, frequency of social networking and
demand for physical meeting with social network associates. As a result, it has been
shown that they follow the same digital trends and changes happening all around the
world. Computer and technology made a huge impact on this generation and computer
gaming, flash mobbing and internet dating became a form of self-expression. Also, in
the scope of their entrepreneurship, this group prefers the use of social media much more
than their parents, the X generation, did (Hunt, 2009).

Most of the Y Generation pay attention to the uniqueness of the product, and perceive
this as a sense of superiority of being different, and, furthermore, also in line with their
inclination to the internet. They are open to transaction by virtual means on web pages
(Lin,). They are very sensitive to peer reference groups, and have a strong desire to
convey certain impression or social norms (DongHee and SooCheong, 2014). As a
result of the fact that they grow mostly in materialistic societies or cultures (Bakewell
and Mitchell, 2003), status-seeking consumption is, in some circumstances, a mean for
them to display wealth and purchasing power due to the fact that status and prestige
considerations are shaping their consumption behaviors (Goldsmith et al., 2010; O’Cass
and McEwen, 2004). For instance, as they are more open to new concepts of
conspicuous products and services such as luxury restaurants and cafes, they see them as
a way of self-expression or symbols of desired life (O’Cass and Siahtiri, 2013; DongHee
and SooCheong, 2014), or a way to differentiate themselves from others through

consumption and as a motivation of social standing (DongHee and SooCheong, 2014).

Custom Research Strategic Consulting (2009) prepared a report on Gen Y Acquisition
Strategies as they are seen as the way for the broad use of efficient self-service e-
commerce channels and will be the first to adopt mobile banking, mobile payments and
other emerging technologies. They analyzed how fast the Y Generation’s population and
economic clout grow and what defines the generation in terms of attitude, banking needs
and their motivations to use various banking channels and financial products. They also

analyzed what banking products and payment services that generation prefers most
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strongly and how financial institutions can market more efficiently with this generation
that uses traditional media less than any other generation. Through an online random
sample method based upon representative proportions of gender, age and income
compared to overall US online population supported by secondary data from public
sources such as US Census Bureau and Bureau of Labor Statistics, they analyzed ways
to capture Y generation as customers. Accordingly, customer service (39%) is of
roughly equivalent importance to access to ATMs ( 43%), online service capabilities
(39%) and access to branches (36%) and due to these results, it is not possible for
financial institutions to win this digital generation by sticking with already tried user
interfaces and banking capabilities.

Sustainability Orientation

This generation also has different behavioral orientation in terms of sustainable
consumption, although early evidence supports the paradox between thought and action,
meaning that green purchases are not directly linked to moral thinking and
socioeconomic characteristics of consumers (Tanner and Kast, 2003). Although they are
socially aware of sustainability, are socially concerned and aware of many global issues
(Nayyar, 2001; Jayson, 2006; Williams and Page 2011), and are seen as catalysts for
change when considering sustainable consumption (Bentley et.al, 2004), their social
awareness has not always been translated into compassionate practice (McCrindle,
2007).

A study conducted by Hume (2010) reveals out that the definition of sustainability for
them is ethnocentric with few consumers identifying global issues and strategies but
instead the focus is more on environment and recycling with accountability for waste,
damage and environmental balance. The key areas with importance for their perspective
include corporate social responsibility, political agendas focused on sustainability, and
developing mind shifts in consumer thinking about the concept. Although only one
candidate out of 60 practices waste recycling, six candidates practice environmentally
friendly transportation, with nearly all candidates mentioning that they prefer using

aircraft and not having water saving devices, neither grow their own food nor recycle;
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some respondents still indicate that depending on time and financial circumstances, they
may adopt more environmental practices but see this as an exception to their behavior.
There is a strong moral stance on sustainability and support for sustainable practice, but
with considerably limited practice. For instance, despite their willingness to make ethical
purchases, ethical product attributes are not the dominant criteria while making
consumption decisions but instead they care more about price, quality, and value
(Boulstride and Carrigan, 2000; Bucic et al., 2012) A good example that can reveal this
priority can be their selection of mobile brands. A sample in a research expressed that,
the reason for their operator selection is dependent on how much they are used to that
brand, how much they like it, or their brand trust; independent of any other aspect. There
is a direct relationship between the income levels of the users and the mobile brands they
use (Yasa and Bozyigit, 2012). None of their responses address sustainability practices

of these brands.

When they are asked to define sustainability, three themes are provided: “long product
life, conservation and preservation, and finally, environmental considerations. Although
they seem to be aware of environmental sustainability, this is indicated as the last
dimension of sustainability in marketing context and 58,75% percent of a Y Generation
sample of a research mentioned sustainability as creating durable products that are long
lasting (Hill and Hyun-Hwa, 2012). This is seen as a key tool for preventing direct
replacement of products (Hiller and Connor, 2011), while preservation is seen as key to
maintaining and enduring without harming the environment and without compromising
the future for next generations (19%). Finally, 13,75% of the respondents have
mentioned environmentally friendly ideas and practices as key for keeping the Earth
green and in its healthiest form. Their purchase behaviors are slightly in line with their
attitudes and definitions. For instance, considering apparel industry, they prioritize long-
lasting products, economic health of the business and concern for the environment.
However, from how they define their purchasing choices, it is visible that they have
limited knowledge and understanding in terms of sustainability and sustainable
consumption. Still, when they are asked about their ideas on companies and brands with

environmentally friendly products and practices, they indicate positive attitudes about
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these brands and mention that these companies or brands take the right direction in
changing consumer viewpoints. Accordingly, sustainable practices include energy
efficiency, water usage control or reduction of fabric waste in production, at least for the
apparel industry, but this does not play a major critical decision-making role in their
purchases. Although they express positive attitude toward the sustainability concept,
they also accept their lack of knowledge concerning sustainability of apparel and their
hesitation to decide on this general sentiment, also confirming past studies and the

paradox between thought and action.

It is a fact that even if consumers have a positive and high degree of environmental
attitude, their basic needs have the first priority while making their purchase decisions
(Chu, Lin, and Chi, 2013). For instance, a study conducted on Y Generation reveals that
there is a significant difference in their willingness to pay for environmentally friendly
clothing.

As previously mentioned, Gen Y is now in the middle of the system as potential change
makers, but yet most of the studies show them as unable to create positive change. Most
of the Gen Y studies in the literature focused on their consumption attitudes and
behavioral attitudes while mindful consumption and sustainability literatures were busy
with defining the concepts and the problems about the effective practical application of
the concepts. Yet, none of them questioned whether there is a definitional or structural
problem in terms of the concepts, and if the Gen Y really have a mindful mindset.

If one wants to create a change, then the very underlying mindset of the change makers
should be ready for realizing the expected outcome. Thus, the aim of this dissertation is
to question whether Gen Y has a mindful mindset, how they define the concept, and if
they do not have such a mindset, whether they are ready to form one. Thus, the aim of
this dissertation is to question whether Gen Y has a mindful mindset, how they define
the concept, and if they do not have such a mindset whether they are ready to form one.

In this last chapter of the literature, we summarized the literature on Gen Y to highlight
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the background of these research questions, while the following chapters will present
research methodology, findings and discussion.

CHAPTER II: RESEARCH FRAMEWORK

This chapter explains the methodology of the research in this dissertation. The chapter
includes sub-sections of research approach, sampling methods and data collection, my

personal experiences during the interviews as well as the data analysis.

2.1 Research Questions Revisited
The aim of the dissertation and the research questions were briefly addressed while
explaining the purpose of this study in the introduction of thesis. Here a more detailed

analysis of the research questions is presented.

Do the members of Gen Y have a mindful mindset?

The first research question explores whether the Gen Y sample in this research has
consumption values and behaviours compatible with the mindful mindset literature
already explained in the first chapter of this thesis. Not only mindful mindset definitions
but also sustainability oriented or socially responsible consumption behavior or value

oriented discourses are also questioned.

How the members of Gen Y define the mindful consumption?

Mindful consumption concept in mindfulness literature is composed of a mindful
mindset and a mindful behavior. The second research question explores whether the
perceptions of the sample Gen Y in this research is compatible with the definitions and
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structures of the literature definition and if their discourses are different than the
literature and to find out how they understand and describe the concept.

If the members of Gen Y do not have a mindful mindset, are they ready or open to
form such a mindset and how?

The third research question aims to explore and understand if Gen Y sample is willing to
change their consumption behaviors for the sake of a more sustainable world and
contribute to the creation of a more mindful consumption oriented life style behavior.
Also, the motivators for them to create a behavior change in their long-term habits are

questioned to understand the underlying inspirations for them in their mindsets.

2.2 Research Approach

Qualitative research technique was used in this research to gain deep insights about Y
Generation currently living in Izmir, their perception about consumption, their
consumption habits and behaviors, and their attitudes towards any potential mindful
consumption behavior. One basic reason to choose qualitative research for this
dissertation is the fact that qualitative methods are used to obtain intricate details about
phenomena such as feelings, thought processes, and emotions that are difficult to extract
through other research methods, and that nonmathematical process of interpretation with
the purpose of discovering concepts and relationships in raw data is used (Strauss and
Corbin, 2007). As this dissertation aims to explore the lives of Gen Y sample in izmir,
their living experiences, feelings, thoughts of mindfulness concept in addition to
behavioral attitudes, underlying barriers against mindfulness and core motivating themes
for mindful consumption, qualitative research is chosen to be more convenient instead of

guantitative methods.

A total of 40 in-depth interviews were conducted with youth selected from Generation Y
segment to get their worldview about “mindful consumption”. The interviews were
conducted in settings where the informants could feel at ease during the conversation,
such as at home or cafes. Silent places were chosen to enable smooth conversation and

prevent interruptions that may lead to distractibility.
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Interviews were carried out according to a planned systematic flow in five parts, starting
with the questions related to the informant profile. After offering them a simple
introductory information about the topic of the research, the informants were asked to
express themselves, their hobbies, their life styles and any other information they would
like to share about themselves during their daily routine lives. They were asked to
explain a routine day they experience in order to explore their living styles. It was
honestly explained to all participants before the interview that they may have as much
time as they need to think on questions, they can step a question and continue from
another one if they feel they need some time to think about it, and that there is no right

or wrong answer of any of the questions they will answer.

The second part of the questions was addressed in accordance with the aim to observe
the mindset of the sample. To observe and figure out the mindfulness of the interviewed
sample, they were asked to define their perceptions of life, their own being in the
universe and to define their life purposes and themselves within their social and natural
environments. How they respond to these questions and how they define themselves
were then compared with the mindful mindset definitions to see whether there are
similarities or points that coincides with each other. Throughout these set of questions,
some respondents started to talk about nature, environmental problems and related issues
of topic before they are asked about these concepts. In those cases, the interviewee was
not interrupted and s/he was even more encouraged to explain how they feel about these
issues and/or how they attach themselves with these things or what they feel about these

topics.

The third set of questions was linked to the understanding of consumption phenomenon.
The informants were asked to describe what “consumption” means personally to them,
approximately how much they consume, whether they do more product oriented or
service oriented consumption, and were requested to define themselves as a consumer.
In order to expand the understanding of “consumption”, and not only limit the definition
with “consuming”, the informants were told to make a definition both in terms of both

“consuming” and “shopping”.
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Following these questions, in the fourth set of questions, they were asked to define what
“mindful consumption” means to them and the points they try to be mindful of while
consuming or purchasing any kind of consumption material or service. They were
questioned to think about any product or service that they consciously choose not to
consume or buy. In this section, they are also asked if they pay attention to negative
consequences or impacts of the products or services they use on other people, on nature
or on environment. If they face any difficulty in answering the questions, they were
given some examples such as recycling, or usage of plastic bottles, genetically modified
organism (GDO), use of car and high-tech equipment to help them remember such cases.
They were asked to talk about these a little bit and evaluate how they feel about these
concepts. Following their answers, they were also asked if the advertisements or
promotional campaigns affect them. If the answer is yes, they were also questioned to
tell what affects them in the advertisements or promotions of the products or services

they consume.

Finally, the last set of questions was designed to figure out if this generation is ready to
form a mindful mindset and change their habits towards more mindful consumption
behaviour. They were asked to think whether they would like to change their
consumption patterns, decrease it, or consume more mindfully for the sake of the world.
Linked to this question, they were also asked what could motivate them to consume
more mindfully, consume less, and what sort of promotional activities or advertisements
would affect them to change their consumption habits or prefer one product or service

instead of another.

In cases when respondents face difficulty in expressing themselves, or hardly find out
how they feel or think, they are given some examples from prior interviews in a way that
will not result in biased replies. For instance, when the informants did not have a clear
picture of themselves as a consumer, they were given the examples of “thinking

9% ¢¢

consumer”, “addictive consumer”, etc. When their answers are not open or deep enough,
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they were probed with questions such as “Can you explain more?” or “Can you give me

an example of such a moment you applied this in your life?”.

Before finalizing the interviews, they were asked to think if there are any specific things

they would like to add. If there are no additional comments, the interview was finalized.

2.3 Sampling Methods & Data Collection

The sample in this research project is the Generation Y currently living in Izmir. They
are selected based upon their birth years first. The sample was divided into three
segments according to the date of birth. The first segment was chosen to include the
years of 1980-1987; those who graduated a couple of years ago and already actively
started working, with a regular amount of income received monthly. The second
segment was chosen between the years of 1988-1994; those who are either graduating or
in the last years of their university education. The last segment was chosen from the
years between 1994-2000; those who are currently in high school, living with their

parents, and in the very beginnings of their career orientations. (See Table 1)

In order to provide a wide range of variability, the sample was selected from different
backgrounds, different ideological views, and different economic conditions. While
personal connections are used as a way to find out people with different backgrounds
and ideological views from different universities, for the segment with younger ages,
connections with teachers in diverse high schools are also integrated to reach out a larger

variety.

All the interviews were completed face to face in about eight months starting from April
2014 until November 2014. They were recorded with a tape recorder. The interviews
were originally conducted in Turkish. Before the interview and tape recording started,
all of the respondents were given detailed information about how the interview process
will be and asked about their permission for tape recording. They were also informed
about the main topic investigated, the academic purpose of the interview, and how the

data will then be used for further analysis.
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Most of the interviews lasted around 45 minutes. However, the last segment of the

sample which is composed of those born between years of 1994-2000 was the hardest to

interview in the same amount of time as they were directly talking, have less information

about the topic, and less willing to talk deeper. They were directly addressing what I ask,

and if they do not have any idea, they directly answer “I do not know”, or “I have never

thought about it”. As they were younger, and had less patience, less experience in work

life, also less economically independent, some of their interviews lasted around 20

minutes to 30 minutes. In such cases, if the informant gave answers reliable to the

research, the interview was kept and used as recommended times for an interview varies

from 20 minutes to 40 (Mathers, Fox, Hunn, 1998).

Table 1. Informant Statistics

Name Gender | Birth Year Occupation

Nazl F 1986 Graduate student/not working
Cansu F 1989 Graduate student/working
Ipek F 1991 Graduate student/not working
Niikte F 1988 Graduate student/working
Cihan F 1992 University Student

Birsen F 1984 Graduate student/not working
Ali M 1991 University Student

Funda F 1987 Graduate student/working
Burcu F 1992 University Student

Secil F 1992 University Student

Barig Can M 1991 University Student

Egemen M 1993 University Student

Esra idil F 1989 University Student

Gizem F 1991 University Student

Pelin F 1981 Working

Derya M 1991 University Student
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Hande F 1982 Working

Mert M 1991 University Student

Giiliz F 1993 University Student

Metin M 1989 University Student

Yildiz F 1989 Working

Seden F 1985 Working

Yasemin F 1983 Not working

Cansu F 1986 Graduate Student/Working
Sinem F 1983 Graduate Student/Working
Gizem F 1984 Working

Hasan M 1981 Working

Burak M 1994 High School Student
Ayfer F 1984 High School Student
Ahmet M 1997 High School Student

2.4 My Experiences During The Interviews & Overcoming Self Obstacles
As | am one of the core members of Gen Y, mostly well aware of how they feel, what
they want, what are the difficulties they face or what they dream of, during the

interviews | experienced both enjoying and self-challenging moments at the same time.

It was very inspiring to listen to them, and it made me feel included in the process a lot
while interviewing them as what they mostly mention are very familiar to me. In some
cases, | found myself smiling and feeling as if I am on the right point and this even
encouraged them to speak more open and honestly. There were cases and situations in
life where | felt being the Gen Y deeply, and while talking to the respondents, it was like
talking with your family that you have never met before but you remember from
somewhere deep inside. It was very inspiring and exciting to hear very similar dreams,

hopes, fears and many more intuitive descriptions from them.

There are also challenges | faced as a very social, extrovert, and talkative person. During

the interviews, sometimes, also with the effect of being a member of this generation and
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thus frequently emphatisising easily with them, | find myself very close to contributing
to their sentences or unconsciously confirming them through my mimics. In those
circumstances, | tried to further probe the previous questions again at the end through a

different perspective or a different style without interrupting.

I also had many advantages as an interviewer. Since | was dancing from the age of four,
I was very familiar with mimics and intuitive sensory feelings of people. Aside from
being familiar with the body language, passing through a spiritual life coaching training
very soon ago also expanded my observational competences about third person analysis
behind their discourses. These strengths helped me a lot in observing the respondents

through putting a line between my own self and theirs.

It was even more exciting with the younger segment of the sample besides its difficulty
as they talk less than those who have more experiences in life. | tried so hard to make
them feel comfortable during the interviews as they were thinking that there are right
versus wrong answers to the questions | ask. During the interviews, | continuously
emphasized them that there is no right or wrong answers but instead this is only an
exploratory study to get to know them better and deeper. In some cases, | even felt the
need to give examples from my own life, or some other interviews in order to feel them
more connected. | can clearly say that, it was the hardest part to make them talk about
themselves as they are in the beginning stages of self-discovery throughout life. But yet,
it is the most exciting part to find out the similarities between the dreams of a better and
a fairer life between all the segments of the sample independent of age, gender,

education, or career.

2.5 Data Analysis

The data analysis started initially during the very first set of interviews conducted.
During those interviews, | started to take field notes about the respondents through
observation. Additionally, points that should be clarified or added in other interviews are

noted during the first set of interviews. The first transcriptions gave me the required
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insight | need for the rest of the interviews and the points | should pay more attention
such as the questions that require further probing.

Once all the interviews are done and all the transcriptions were completed, the data
analysis was conducted according to the guidelines provided by experienced scholars
such as Spiggle (1994) and Kvale (1996). The interviews were first systematically coded
to discover key emergent themes (Coffey and Atkinson, 1996).

Data analysis is more than coding, segmenting, sorting and sifting data (Agar, 1991).
Accordingly, Qualitative Data Analysis (QDA), software biases the analyst toward
segmenting and sorting, and away from intensive analysis of small bits of data, and
away from viewing the parts in context. Whereas they can be productive and useful

strategies, there are other equally important strategies.

As Agar (1991: 190, 193, 194) notes, “My point at the moment is just that this
critical micro-level work requires looking at a few detailed passages, over and
over again, doing the dialectic dance between an idea about how text is
organized and a couple of examples, figuring out what | was looking at, how to
look at it, and why...

“ That critical way of seeing, in my experience at least, comes out of numerous
cycles through a little bit of data, massive amounts of thinking about that data,
and slippery things like intuition and serendipity ...

“ For that, you need a little bit of data, and a lot of right brain™.

With a parallel tendency, and the fact that | am not easily adjusting to computer aided
programs, | did not use any software program during the coding process. Instead | prefer
to use the traditional ways of colour coding/open coding, axial coding, and selective

coding to determine the emergent themes.

Open coding is used at the initial stage of coding where | put certain labels according to
the respondent answers throughout the whole texts, according to the question groups

throughout the interviews. Once the open coding stage is over, | make categorizations
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through figuring out categories and sub-categories through also including deviant cases.
Axial coding is used at this stage where the possible relationships are noted and grouped
on a diverse table to see the potential overlaps between the concepts and the divergent
emerging themes. Selective coding (Carson et al, 2001) is another stage where | tried to
pay attention to the personal backgrounds, life styles, personalities of the respondents as
well as the categorization fields | chose for the flow and the findings of the research.
Heuristic codes such as “feel”, “sense”, “care”, “natural orientation”, “individual
orientation”, “collectivism”, “system limitations” are used throughout the analysis stage
to summarize the discourses of the sample. These codes facilitate the discovery of the
emerging concepts, and they helped me open up the data to further intensive analysis

and inspection.

As the research approach of this thesis is interpretist, in order to prevent the bias of
reaching out instant conclusions that might be resulted from my own prejudices or self-
biases, | used triangulation of sources as a method between the quotes | chose and tried
to develop a new set of understanding throughout each interpretation. Triangulation of
sources is the cross-checking of consistency of the information derived at different times
and from different people and it is important to ensure that conclusions are more likely
to be reliable if data are collected by more than one method and from the perspective of

more than one source (Williamson, 2002).
The next chapter will explain in detail the findings of the research in three sub-sections

including a new conceptualization model proposed for the definition of mindfulness

concept according to the discourses of the sample Gen Y in this dissertation.
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CHAPTER I11: FINDINGS

The model presented below summarizes the findings of the dissertation. Throughout the
literature, the concept of “mindfulness” has been discussed in terms of either behavioral
dimensions such as mindset versus behavior or as individual or psychological means.
The definitions of the concept, as can be found in the literature, explains the dynamics of
the concept through the limits of its definition which excludes the potential wider
understanding or classification of the concept through different generations under
different life circumstances. The definitions presented until now in the literature focuses
only on literature based conceptual definitions limited to the research areas of the related
field of study. Yet, they do not make classifications based upon a broader level focusing
on different dimensions of life or generational attitudes and perspectives. They lack a
higher level of understanding about how Gen Y perceive the definitions of mindfulness
from both an individual level and a more societal level, which in return also ignores how
this perception and logic of mind affects their consumption behaviors. The research of
this dissertation led us to draw a different model through identifying four basic
dimensions on two different levels in terms of the mindfulness concept, its definition

and understanding of the concept by Gen Y.

Our sample of Gen Y perceives and defines mindfulness on two levels of individual
versus collective —in other terms, me versus we- orientation, and then on four different
dimensions of “self”, “life”, “others” and “environment”. Whereas two of these
dimensions -self and life- falls into more the individual level descriptions and

perceptions of the concept, the other two dimensions -others and environment- fall
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within the collective level. Our findings suggest that Gen Y in the modern world are
more individual while talking about their core values and self-discovery ideals as well as
their consumption habits. This is better explained in the context of what they search for
in a capitalist world, how their behaviors are shaped accordingly, and is apparent that
most of the Gen Y experience the clash between the material side of the modernized
capitalism and the spiritual side of their existence on world. Individual need orientation
and process of logical thinking are the two most significant criteria they have while they
make purchasing decisions. On the other hand, while talking about others and
environment, their inner collectivist perspective becomes apparent. Deeply caring for
others and environment, which leads a sharing orientation and philosophy in this
generation is very visible when talking about nature, environmental issues, and other
creatures on earth in a broader sense. Their collective caring and willingness to make a
positive contribution to life emerges when they are isolated from capitalism’s system

obligation to survive and start to act as connectors between world and humanity.

The findings of the research reveal that even though they make the categorization of the
concept this way, when talking about the behavioral dimensions of the topic, they
frequently show a gap between mindset, and its adaptation to some of the previous
literature reveals. They have pro -and anti-consumption discourses in between where
they either justify their consumption behaviors which are in contrast with mindfulness
concept. Although they seem and prove to have a mindful mindset, their mindful
behaviors show slight differences than how the concept of “mindful behavior” is defined
in literature. In addition to a different conceptualization of mindfulness, those pro- and
anti-consumption discourses and how they affect their real consumption behavior are

among the main contributions of this dissertation which will be further discussed.

The model presented in Figure 1 includes a new conceptualization framework on the
topic of “mindful consumption” from the perspective of Gen Y segment in the research.
There are two different dimensions and four independently described areas in terms of
how mindfulness concept is perceived and defined. These two dimensions include a

broader level of “individual” versus “collective” orientation whereas the focus areas of
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these dimensions respectively include “self and life” versus “others and environment”.
Each one of these four sub-areas of “self”, “life”, “others” and “environment” in the
model has supporting concepts to mindfulness literature whereas there are also new

statements. Both these intersecting concepts and the new ones are shown in the model.

Looking back at the literature, there is a gap in the consumption orientations of the
sample which complicates the transfer of the mindset to behavioral dimension. This gap
is reflected in the model as “pro and anti-consumption discourses” which prevent the
practical application of the definition of “mindful behavior” in the literature. Even
though Gen Y has pro and anti- consumption discourses, they also have personal
discourses about their perceptions of mindful behavior which are clearly different than
the literature. These discourses are also presented as one of the contributions of the

model.
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Figure 1: Model
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In the light of this model, the findings chapter will first explain the four dimensions
and two levels of the mindfulness concept for Gen Y. Then the next section will
discuss their mindfulness behaviors and consumption patterns. Finally, the last
section will explain their arguments that result in the mindset-behavior gap they
have, which decreases the efficient application of mindful behavior. Search for
happiness through feeling powerful and individual despair against the system are the
core reasons of the attitude-behavior gap, which hinder their potential to be change
makers. This section also defines the gates for change towards mindful action and the
possible motivating factors Gen Y seeks for changing their behaviors. The tools this
generation asks for changing their consumption behaviours are explored here.
Marketing tools are seen to have a crucial role as the trigger of consumption and they

call for a system changing marketing style and channels.

Overall, the findings and analysis summarize the concept of mindfulness in two
dimensions as “individual mindfulness” versus “collective mindfulness, clearly
define the limitations in front of mindful action as well as presenting the gates for
mindful action through explaining what Gen Y search in order to change their
behaviors.

3.1 MINDFULNESS AT INDIVIDUAL LEVEL: Millennium
“Tinkerbell”s

Exploring their real identity is among the most difficult questions one shall
consciously answer throughout life. Especially where multiple roles are assigned to
human beings since the industrial revolution, it is even harder for people to explore
the real self and define it with one core theme. The marketing tools made it even
more difficult for people to focus on their own perceptions instead of the marketed
version of who they should be as an “ideal image”. The situation is even more
complex when Generation Y is the issue. Either they are high school students,
university students, or those who have already started working with a certain level of
income, the very first thing that is discussed in the interviews is about who they are
and what their expectation from life is in order to have a better understanding of what
shapes their personalities, understanding of mindfulness and consumption behaviors.

Looking at their attitudes towards life and themselves, most of their discourses start
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with “happiness” while they attach a great importance to uniqueness and
differentiation. They see happiness as a magic in life and behave as the “Tinkerbell”’s
of the millennium who aim at “happiness” as the ultimate objective in everything
they do. Tinkerbell is the Disney fictional fairy character from J. M. Barrie's 1904
play Peter Pan and its 1911 novelization Peter and Wendy and as represented in Walt
Disney’s Tinkerbell character, fairies, by sprinkling them with fairy dust, can enable
others to fly. They have a language which is understandable only to those familiar
with the language of the fairies. Similar to the fairies, the sample Gen Y believes that
they are capable of changing life throughout their deep beliefs of having a missionary
role in life, which will be further explored in sections below. They are surrounded by
love and compassion and feel just as unique as fairies. They also have a spiritually
oriented quest in life, which motivates them to feel as if they are potentails of

change-making, just as magical circumstances.

As mentioned before, throughout the literature, the concept of mindfulness has been
defined in different contexts. However, interviewing the Gen Y in Izmir shows us
that it would also be convenient to discuss the mindfulness concept in two different
levels of self and life. Analyzing the interviews and their quotes, mindfulness for
this generation obviously has an individual dimension where they define it through
their quest for happiness and uniqueness in self and life. This individual dimension
of the concept on two perceived levels of self and life is also the determinant of their
consumption habits.

3.1.1 Attitude Towards Life: Happy Feets Full of Love and Compassion

While talking about themselves and the concept of mindfulness, instead of
addressing money and career first, most of the sample mention more about emotions
and happiness. They see life as a path or journey that they walk through. They have a
perceiption of seizing the moment and “happiness” is among the most important
concepts for them throughout their journey of life, independent of career or money in

most cases. Whatever makes them happy is associated with “good” in life.

“Peace and health, they are more important than everything else... No matter

how much money you have or how many properties or assets you have, if you
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are not healthy, nothing has an importance, you will have nothing. Then

peace and happiness, and after all these, money comes in life..” (F, 24)

“I believe that people have only one life and you should be able to do
whatever you want in the meantime. You should live in any way which makes
you happy. If there is “death” at the end one day, as we all expect, then when
that moment comes, you should be able to say by heart that ‘I lived life fully
and deeply!’ I live the immediate moments and my future plans are only in
some limited areas. Aside from these, | only care about being happy. When |

make further plans, then the risk of disappointment is even higher.” (F, 23)

This “good life” is associated with enjoying the moments in life and leaving
something behind after death. They care about not being forgotten, and they search

for non-material ways of being remembered in the future.

“I think how valuable you spend your time with people is the most important
thing, either it is short or long... It is related to being forgotten. Like leaving
your footprints on the sands of time, something non-material... For instance,
you get married, give birth to a child, you raise that child and s/he gets some
parts from you, either physical or characteristically, and s/he becomes a part

of you. Leaving a part of you to life...” (F,28)

Opposite cases may also exist but this is basically about their adaptation of this
philosophy to life. For instance, even though they see life as something composed of
“moments”, they can face difficulty in changing their behaviors and live accordingly
without making plans. The future expectations seems to play an important role in this
attitude-behavior gap as they feel the necessity to make plans, or in other words to
control their lives. Perhaps, this behavioral mismatch is because of the subconscious
feeling of acting otherwise would threaten their powerful existence within the

system. This is clear in the words of a 27 year-old respondent:

“In fact, it is very important to be in the moment, to live for the moment. If 1
live that moment, either positive or negative, it will not come back again, so
that moment is very important. But actually, | cannot apply this to my own
life. My future is very important for me. | am planned, organized, disciplined,
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and | like to plan things that will be a part of my future. I continuously plan
the future and thus with this view, | cannot seize the moment or | cannot be in
the moment. But life is worth living! Although there are obstacles in life, as |
believe that we are being tested with something or being awarded, | feel
happy with the surprises I come across.” (F, 27)

When she is asked about her ultimate aim in life, she starts talking about career, a
good future, a good family life, a good husband, a good marriage but in the overall
treatment, “goodness” mostly shaped by the system-brought perception of an
organized life seems to be equated with happiness and she mentions “to be happy” in

every field she has as her core aim.

Their search for happiness and joy is not only a selfish quest, but also finds a place in
their willingness to make a contribution to life. Even if instant happiness may be
considered for them, they connect happiness with whatever they do during daily life.
They are well aware of what expects them in the future, brought by the system, and
they see life as a process of learning how to adopt joy into the system they are
trapped in. While learning how to enjoy each and every moment, contributing to

different segments of life in any way they can is seen as a joyful act.

“Life is always about running, it passes away in a rush and whatever we do,
we should do it through experiencing the feeling of joy. I think of the future
after graduation... I will be in a constant loop, I will start working. If I do not
have a job that I enjoy, life will be very boring for me. I mean, whatever we
do, we should learn doing by joy or learn to become happy with small things
in life. We need to integrate different things into our routine lives so that we
can get out of that ordinary loop and thus feel different and make people
around us feel different. I love producing something! To be able to say that ‘I
did this’, or that ‘I actively contributed to the creation of these’ makes me
happy. Any contribution I make to environment makes me happy! | can enjoy
the life.” (M, 24)

This 24 year-old respondent is an ultimate optimist in life, and tries to see the
positive sides of each situation and equates happiness with production. Even though
he is aware of the fact that ultimate happiness does not mean running after every
opportunity with the quest for happiness, he is conscious about his capability to
change something and aims to find himself as a positive contributor of any utilitarian

act in life, either for the improvement of self or of others. As optimism and diversity
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is among the most common attributes of this generation’s members (Alch, 2000), this

can be found in their descriptions of who they are and what they think of life.

“Life is a gift, we should evaluate it in the best way we can. We should not
upset anyone who is in any kind of relationship with us, we should grab
something from everyone we meet or come across. | am not for a difficult life.
Generally, life is a gift to me and I appraise it.” (F, 31)

“Life is a period of time where all people try to do something with certain
aims. People always think that they will not die one day. But I think it will
have an end. So, that’s why I try to act mindfully in each and every action I
take. As life will end one day, | try to spend this lifetime fully and seize each
moment but at the same time not cause any harm to any other people, or limit
their freedom. That’s the aim of my life.” (F, 21)

Life is seen and valued as a gift from which one should grab bits and pieces. When
she is asked about her aim in the life, she says that she does not have any aim other
than appraising this life in the best way she can and this appraisal is even associated

with small moments in life that brings happiness to one’s self.

“By saying appraising it in the best way we can, I mean being happy. To treat
with honor the smallest things that make me happy, and when something sad
happens, even if we cannot ignore it, we could try to take in stride and
emphasize the happy moments in life. Being together with my family, being
happy with them, and also being happy with their happiness...” (F,31)

“Life is a game whose rules are frequently changing. Love and tenderness,
these are the absolute musts of this game. If you do not love, or are not loved,
there is no meaning, so | might say that it is a love-oriented game.” (M, 25)

Happiness is evaluated and valued by most of the respondents as the core value of
life despite the obstacles, rules or system-oriented limitations. When “love” is
mentioned by the respondents, not a traditional relationship oriented female-male
love is defined or addressed, but instead they mean mostly a more inclusive love
which encompasses love, compassion, tenderness and caring towards each living

creature on earth plus self.

There are mothers and fathers among the respondents in the research. In those cases,
the priority in life becomes the child, independent of gender. Yet, even though the

priorities change from self to someone from his/her own blood, the expectations of
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the respondents about life do not show a huge difference, especially if happiness is

the topic.

“Small things in life, I think that’s where the happiness is hidden.” (F, 31)

Yasemin is a mother and she is much more aware of what life brings to her
especially after she gave birth to her child. After this period, she explains that her
aims in life is mostly associated with her son, his happiness in this world and that she
becomes more aware of the small things in life, much more than she has ever been

aware before.

As a similar case, Hasan, a 33 year-old father expresses how he questions the journey

to happiness in today’s system-obligated world.

“Happiness, that’s what life means to me. Even though now, the priority is
my daughter, | still search for happiness. Ok, I am not unhappy, but to be
honest, we are not doing much to be happy, either. It means behaving how |
wish, in fact. But now, we are behaving in the way life forces us to, and this
leaves us incomplete. For instance, sometimes | have to go out during the
lunch breaks and when | see that daylight outside, that chirpy energy outside,
that makes me feel as if ‘there is another life out there!’. But I can only be a
part of that life until |1 go to the bank. It is a process we should live. We are
born, we enter into a chaos, and we try to be happy in that chaos. If we live
according to our own principles, then life becomes more meaningful. ” (M,33)

Dying happily ever after is his ultimate aim in the life which he perceives as a
chaotic struggle where human beings are continuously in struggle for happiness. As
previously mentioned by some other respondents, the daily rush, the routine and
ordinary job tasks and the system people have to adopt to meet basic security needs
such as money or insurance for the continuity of a secured life is seen as a sacrifice
of the freedom of people. System obligations are transition tickets for a happier life,

in the face of threats to the human soul.

3.1.2 Attitude Towards Self: Uniqueness & Idealism
As mentioned by marketing scholars, diversity and uniqueness is among the core
values of this generation (Alch, 2000). They feel that they are unique and are bored

of spontaneous and standardized things brought mainly by industrialization and
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capitalism. Members of Gen Y in this study support this fact, as their discourses
reveal that search for uniqueness and difference is shown up through their instinct of
exploring new and diverse things. Sometimes, this search for uniqueness surfaces in
their career choices or passions. They mostly attach meaning to whatever they do
either professionally or socially. For instance, one of the respondents who is a
student of Mathematics, is really passionate about her field and expresses this

passion of differentiation with the following words:

“Resembling another one, it really disturbs me. Getting monotonous, it’s a
really really bad thing. Think of consumption world. If something is
fashionable one year, that year each brand produces the same thing. There is
nothing that changes today. Everything is getting monotonous, everyone is
wearing the same things, eating or drinking the same things. Mathematics...
You can never see this in Mathematics. You can never resemble the same
Mathematician. Human beings should always refresh themselves, discover
new things.” (F, 23)

She sees Mathematics as a discovery platform both for self and others. In normal life,
she is an idealist and mentions her feeling of creating something different and

unique. She mentions perfection mostly in whatever she does in life.

Talking about their own self and existence is very much inspiring for them. In some
cases even though some of the respondents find it very difficult to express
themselves as these are topics they did not think of before, they still find the

opportunity to discover themselves more deeply.

“Thinking of my existence... I came as an individual like everyone
else. In fact everyone, when | look around, is similar. But what differentiates
one person from another one is what they do, what they think, what they
apply. 1, in this respect, came to this world as anyone else, but what I do or
do not do, what | add to my own self or not, will differentiate me from others.
Either in a positive or negative way... By saying differentiation, I mean, to
become one step ahead from other people, either through career, education,
or family life...” (F,27)

Niikte was a 27 year-old Gen Y who lost his father recently and was thus sensitive
about family and health. Even though she attaches a lot importance to career and

education, she often mentions that health and family bonds are more important than
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career for her at the end. It seems that as she sees a good career as a road map to
happiness, but she sees all these as a road map towards differentiation too.

Despite this search for difference, simplicity is among the values they are in search
of themselves. Yet, they generally feel trapped in the system. They need to adapt
themselves to the already set-down rules and regular expectations of the system.
Even further, with this system effect, in some cases, they even feel happier when

they can adapt to the system.

“Simple living. In fact we do not have to live like everybody else but there is a

perception of truth out there. I mean, doing something at some ages... For
example, you have to get married, have children. You have to join the army
and do your military service. How shall | say? When you live something on
time, you feel happier.” (M,23)

Just like this, they are idealists (Resienwitz and lyer, 2009) and try their best until
they get what they dream of. Happiness is something related to their dreams and

ideals in life. A parallel comment is exemplified below.

“All my life, I have tried so hard to get what I want, and until I got it, I did
not give up.” (F, 23)

Summary
This section analyzed the dimensions of mindulness concept according to Gen Y
living in Izmir and grouped the core values that shape their attitudes towards life,
attitudes towards self, attitudes towards others, and attitudes towards nature and
environment in four sub-sections. In the capitalist system that we are experiencing
currently, most of the respondents honestly question why they are feeling trapped in
the system they are living in. As they are asking themselves questions starting with
“why”, such as “why I am happy or unhappy, what is the reason of my unhappiness,
what can I do now?”, they keep their minds open for external and internal self-

discovery process.

Their attitude towards life is basically shaped by continuous search for happiness
despite all the material requirements of the system such as money, career conditions,

and public pressure such as “doing something on time”. Despite all the system
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effects and pressures they feel for a better life in a more competitive environment,
their priorities are having a happy life and a strong family (Bell and McMinn, 2011)

accompanied by happiness not only for self but also asked for future generations.

Besides their optimism as one of their core values (Alch, 2000) most of the
respondents mention about their search for diversity and uniqueness in life. They feel
different in all the indifference of capitalism and industrial revolution, which brought
together the fashion mode, and they search for any action or value that will make
them stay or feel unique. They almost hate standardized and routine things in life,
especially if this leads them to stay constant where they are without being able to
improve themselves. They are spiritual passengers trapped in the system. They define
this in several ways starting with descriptions such as “I feel as if [ have a mission to
complete here” or “I feel as if I will be doing something really really important but I
cannot find what it is”, in quest of meaning in life other than material gains or
passions. Against their inner spiritual awareness and consciousness, which is rarely
found in upper generations, they can not transfer the awareness level to behavioral
dimension, which decreases the potential they all have as “change-makers”. Even
though they feel the necessity to invest in change, they frequently express the
pressure they feel imposed by outside system factors. Their feeling of missionary
passengers on earth can not be practically applied, and even worse, in contrast with
this consciousness, their behavior sometimes shows a sharp contrast with their

logical and spiritual level of presence.

This section is reflected in the model as the first individual dimension of the new
structure proposed as mindfulness definition. The individual approach includes the
attitude of Gen Y sample both in terms of self and life orientation where they define
happiness, uniqueness and idealism as the core aims of life and human existence on
earth. Caring for self, alertness to distinction, sense of wonder and opennes to
novelty are among the mindfulness attributes they have in terms of self oriented
approach while they attach great importance to freedom, peace of mind, joy and
living in the present moment as the core principles of the life that they pursue.
Personal change and evolution are among the two important concepts they talk about
when talking about self and life in the universe while spiritually feeling of wholeness

and being accepted within the universe are among the two most expressed keywords

61



they have in common. Supporting the previous literature on mindfulness concept, the
research shows that at individual level, it’s not possible to see this Gen as mindless,
but it is better to define the concept from a different perspective to reach different

conclusions.

The next section will discuss the collective dimension of the proposed model where

attitude of Gen Y towards others and environment will be analyzed.

3.2 COLLECTIVE MINDFULNESS: Sharing is Caring
Looking from another dimension, it is clear that what they search for and
idealistically believe is collective life on earth, and thus it is the obligation of

humanity to serve this ultimate reality of “common life on universe”.

3.2.1 Attitude Towards Others: Care Givers, Sharers, and Spiritualists

They have a desire to have positive impact on people (Lancaster and Stillman, 2002)
connected to their will to be different and effective in life. They care a lot about
helping others even if they have to postpone their own lives for a while. Independent
of age or gender, they become happier when they feel subservient and think that they

are the reason for the happiness of another person.

This will of being unique and idealisic, completed by love and compassion deep
inside their souls, also affect how they approach others. They have a desire to have a
positive impact on people (Lancaster and Stillman, 2002) connected to their will to
be different and effective in life. They care a lot about helping others even if they
have to postpone their own lives for a while. Independent of age or gender, they
become happier when they feel subservient and think that they are the reason for the

happiness of another person.

Ahmet, who is only 18, is right at the beginning of an adult life, which can be
expected to be full of enthusiasm, dreams and hopes for self, and even with self-
ambitions maybe. But how he explains his life view clearly shows the importance

they attach to the impact they have in other people’s lives.
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“Living... For me, it means making the people I love feel happy! I mean,
some people say ‘I die for him/her’. People should not die for someone they
care, people should live for the loved ones.”

“I love to help someone else. Even if I am busy at that moment or have a job
to finish, if I feel that I can help, I prefer to help.” (F, 23)

Doing something good for someone else is crucial for them and this makes them feel
much better and impactful in life. Similar to the above cases, Yildiz was a 24 years
old Gen Y, who was adopted very early in her life and she was the only child of a
family. When she is asked to define herself, she immediately started talking about
love and compassion. She feels happy having positive relationships in life with other

people around.

“Love and compassion, I put myself here. I cannot live without love or
compassion. For instance | am the only teenager in my apartment building
and | was helping all our neighbors. And when they treat me kindly, approach
me with love and smile, I was feeling very happy....."

Working currently as a security, helping strangers is seen as a virtue by her. She uses
love and compassion as a tool to help and motivate others in real life.

“...It is so strange, it’s as if I am full of beans. I always want to do something
good. I also reflect this onto my friends. For instance I say ‘Let’s work, be
kind, and then go to our homes.’ For instance to my friend I say ‘You have a
child, maybe you will buy something for your child that he/she wants with
your salary’. Love and compassion is the most important thing for me. In my
social environment, for instance when | can help a stranger, it takes me to a
higher level in life. You will do goodness in this life, every time, each and
every moment.” (F, 24)

Returning to the 28 year-old female who mentioned leaving footprints on the sand of
time while talking about her life view, other people are seen as fellow travelers and a
roadmap for leaving footprints throughout life. Any small impact we could create in
other lives is perceived as being alive and becoming immortal in the minds of others,

and thus decreases the risk of being forgotten.

“...We are all alone in this life. We may also prefer to be alone. But the
footprints you leave on this planet, they are linked to how you touch other
people’s lives. How you might affect them, how much existence you could
have in those other people’s lives. Being forgotten is meaningless then, if you
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somehow exist in one person’s life, that person will remember you forever.”
(F, 28)

“Being beneficial for others, that’s my life aim. (F, 26)

They are natural sharers. Spiritual life is as important as material life for this

generation and sharing is among the important values they care about.

“Attaching meaning to life... It means sharing more. Because life is not only
about spending, but instead it is about sharing. It is not about consuming.
When you consume. you also consume yourself.” (M, 23)

They attach importance to sharing their knowledge with others, any kind of
information that they believe to be useful. Nazli was a 28 year-old graduate student,
just received her master's degree from Human Resources Management, and a child of
a family with both parents as teachers.

“I care about myself, yes. I care about my own life and people around me,
their way of consuming right things. I do not say ‘I found this and bought this,
only I use this’, but instead I share that information. ‘Word of mouth’
information, that’s me I guess! I can make selective perception, for instance
in a regular conversation, | can just jump in and share the information | saw

somewhere else like ‘I thought of you, look there is something like that...”
(F, 28)

They even feel the meaninglessness of materialism, and instead, they search for
meaning in life independent of money and career. Sinem was a 31 year-old mother,
pregnant for her first baby girl during the interviews. Talking about life, she mostly
talked about her questioning attitude towards life for a long time. Duality of humans,
good versus evil in human spirit, reasons of her happiness or unhappiness and the
question of “why” was among the most self-asked questions by her. Perhaps, it is
mostly visible why this generation is also called “Why Generation” by some of the
scholars (Eisner, 2005; Reed, 2007; Durkin, 2008; Tyler, 2008) . She is well aware
that a human is not an “only good” creature but instead, a duality exists in one’s self,

encompassing both good and evil inside.

“I believe that the life we live today is meaningless. In such a rush, wasting
our own selves just for earning a bit of money is really meaningless. There
should be something more meaningful in life out there... I search for
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something smaller and non-material such as peace and ideas about how to
raise my child as a good person. ” (F, 31)

This duality in human soul is also expressed by some other respondents, too. Feeling
trapped in the current conditions of the world, Funda, a philosophy PhD student,
talks about the evil in today’s world. Interestingly, even though she mostly mentions
that helping others is very important in her life, and feels ineffective even though she
Is sometimes very selfish, she exhibits a dilemma in herself as she sees world in a

malignancy situation at the moment and humans as the source of this.

“The universe means infinity, it is getting bigger and bigger each and every
day. There are so many undiscovered things out there. | feel so happy that
human beings cannot interfere with the universe! | dream of a cataclysm one
day... The humanity will be lost from this planet and the nature will recover
itself, remove all the damage people created. I trust the universe. Otherwise, |
cannot believe that such malignancy will be erased in the world. I think we
are not alone in this world. This planet is somehow destroyed, and what if
there is evil and malignancy in other planets too? Maybe that’s our exam
while living. But | really cannot understand how we can become captives of
such evil actions! On one side, there are children dying, and on the other
side, people laughing at this tragedy. Evil is everywhere” (F, 27)

The very core reason of her lack of trust in people is because of her belief that they
are the reasons of all of these evil actions. Wars, genocides, colonialism and slavery
are mentioned as the sources of evil actions everywhere while equality and freedom
are the permanent quests of her. There is a fight in most of the respondents searching

for “goodness”, “equality”, “justice”, and “happiness” even though they are aware of

the lost values in the current system.

Working especially in private sector, the rush within life they face or at least observe
around, result in the loss of meaning they originally have, feel, or search for in life.
Immaterial or moral satisfaction is requested or felt as a need. They have a tendency
to be muystics, spirituals and natural explorers having a quest for discovering who
they are while they are experiencing materialism brought by capitalism. Exploration

is associated with one’s self-discovery, with happiness and helping others or nature.

“Life is about exploration. I mean... The more I can explore, the happier I
am. I try to explore myself... I can associate myself with ‘meaning’... To
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understand, to explore, to give meaning to life... We can say it is both
spiritual and through helping others, helping nature..” (F, 24)

Burcu, who is a 22 year-old engineering student has complementary sentences

expressing also her longing for the past and family-brought habits:

“When I was younger, a child, I used to stay with my grandmother
sometimes, and we used to pray together. That became a habit for me, each
night before | sleep, | pray. Actually, if you ask about my life aim, I try to find
myself. | try to understand people, | frequently observe them and interpret
them nowadays.” (F, 22)

This quest of self-discovery, finding and being who they really are, may sometimes
be associated with sufizm and, even further, be expressed as evolution of human

spirit through pain.

“I generally look at life from a negative side. Because what improve us is
hidden in our weak sides. For instance, in ancient times, Bektashi people
stayed in caves in order to improve their willpowers. They experienced pain.
What makes us more mature is our pains, unhappiness. Because | believe that
human beings are created in order to realize their own spiritual growth and
reach out for perfection. We reach out to that perfection through the pain we
experience.” (M, 23)

This respondent does not have any Bektashi family member; however, he expresses
that he believes and mostly feels this way despite being criticized by his friends and
family members sometimes. In daily life, he expresses that in order to realize his own
self-improvement, he tries so hard to overcome the spiritual blocks he has; such as

going out several times in order to overcome his anti-social character.

Another similar example comes from a 25 year-old Gen Y respondent. Talking about
his life aim, he starts talking about self-evolution and how he tries to improve
himself both spiritual and behavioral dimensions of his character.

“My life aims, these are continuously changing things because I am trying to
change the things I dislike about myself, in cooperation with a therapist.”

When discussion goes further, he starts to talk about one of his core values of

“optimism” and how he is not happy with this value in the system we are currently
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living in. It is ironic to find out that some of the so-called and previously defined
core values of Gen Y sometimes result in conflict in their own psychology and
harden their stance in life, which they feel is more than cruel for their own spiritual

beings.

“I see everything gratuitously ‘white’, there is no black. No matter how much
| say that they are white, seeing that black hurts me, damages me. In this
case, not everything is white, there are black things in life. First, | am going
to start learning how to see the black in white.” (M, 25)

They are spiritually very fragile and inclined to see the good in everything like
“Pollyanna” figures, however, when they start to face life and what is brought to the
real life by other human beings mostly due to the competitive environment of
capitalism, their souls feel somehow threatened and this may result in self-
questioning, which leads to the quest for self-evolution through eeling the necessity

to change their positive core values.

Sometimes, they feel totally lost in the system and try hard for this self-discovery.
Perhaps one of the best quotes that reflect the spiritual journey they have comes from
a multi-dimensional Gen Y, who is an architect, a ballerina and a music player at the
same time, and also works in a company. She cares a lot about being beneficial for
others and in the company she works, she feels trapped in the system while she feels

she can do more.

“A very short time ago, I was feeling as if I could do something really
important. But something really, really important but I could not find what it
is. This feeling, like there is a light inside me, but that light is getting weaker
and weaker day by day, because | could not find what | want to do, or what |
should do.” (F, 26)

This feeling is mostly common in Gen Y, as if they have a mission to complete here.
They are in quest for what it is, and this finds its place mostly in their search for
meaning in life instead of accepting the standardized routine system of work life and
daily life.

Even though they are told to be less religious and more liberal (Keene and Hendrich,

2010), in some cases their spiritualism is also linked to self-improvement in terms of
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connection to God and devotion. Praying and asking something from a superior
power is seen as a relief among the complexity of daily routine and competition

created.

“This life is temporary and transient. We should live this life as much as we
can for the sake of our own goodness, without feeling sad, without burning
ourselves out, enjoying the journey and improving our religious beliefs at the
same time. Praying to God, and wishing for something from that power is the
most important thing in fact. We somehow believe in Allah, ok, we live, we
enjoy but we do not frequently question why we are living, or things such as
our life aims. Why do we live? Why the God created us? When you question
such things, you start to look at life from a different perspective.” (F, 32)

Hande was earning her own money since she graduated from university and is
working in one of the most secured organizations in izmir. Considering her work
environment which | had the chance to observe close by, even though she was not
feeling under threat, or under a pressured competitiveness, she still feels the need to
hold on to something non-material and more spiritual in order to feel powerful.
Belongingness to a higher existence is perhaps the basic motivation behind this inner

quest.

3.2.2 Attitude Towards Environment: Naturalists

Most of the Gen Y, independent of age or gender is very sensitive about world and
nature, and have high ideals about the clean earth (Duffy, 2013). While talking about
who they are, they frequently mention their belonging to nature. They further
associate the nature with their own identity or body in some cases. Especially teh

feeling of collective life is apparent in their sentences.

“Nature and environment is very much important for me. Environmental
consciousness means a lot. I mean, when a tree is cut, | feel as if a part of me
is cut down. Because all those trees belong to us, they are us. We are in the
same life, on same planet, in same place. They define us... We enrich
ourselves with them. They are a part of us.” (M, 23)

This feeling is also valid for other creatures on earth. Grown up in a natural
environment, he feels that happiness is equated with planting a tree, or breeding an

animal. Being in nature is associated with happiness and collective life for them. It is
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interesting to find out the belief that there is a cosmic balance out there between the
people and nature, collective life should be treated kindly.

“In nature, there are every kind of creature living out there. We, the animals,
other creatures... We should be more sincere with the nature so that they can
also live there. They eat there, drink out there just as we do. And the most
important ones are the forests. We should pay attention not to injure the
animals out there in forests so that they will cause harm to us or treat us in
the same way. For instance we have a small bird in hour home and when we
treat her kindly, she treats us kindly, in return. How good we treat nature and
the environment is equal to how good they treat us in return.” (F,24)

When the discussion goes further, cosmic loop in nature is defined and how this
feeling is also equated with happiness.

“Thinking the universe, in the simplest form, the sunrise in the morning
makes me happy, and when | see the moonlight and its shadow, | become
happy. We should be careful about not cutting the trees. For instance, while
sitting in the seaside on the grasp, | take out my shoes, get under the tree and
feel the soil to take away the electricity my body has. The petrichor (the smell
of the soil after the rain) inebriates me. | definitely find peace. Trees, flowers
and even the insects over them, | feel happy while watching them. Sometimes
1 even stay there and watch them.” (F, 24)

This equation of happiness and nature can even result in feeling of deficiency when
they stay away from nature. They periodically feel the need to keep the connection
with the universe and nature in any way they can. This helps them feel partially
attached to the universe and their own souls despite the presence of materialism in
life.

Ipek was a Gen Y student who stays in UK for a while for her master's degree, and
she expressed her feeling of connectedness to nature and the feeling of deficiency
when she was living in such a modern city full of buildings. The big buildings make

her feel trapped in the system and isolate her from who she really is.

“While living in London, I have found out that I also don’t like living in big
capital cities. Really, when | do not have a connection to the nature, | feel
deficient... I feel as if I am not who I am anymore... From one point on, |
start to feel I become artificial. I start not to feel... I feel as if I am isolated
from who | really am because there are many things that are imposed by the
system from outside. And this prevents us to be individuals.” (F, 24)
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Peace is another dimension that is equated with nature for them. While talking about
nature, a smiling face appears in most of the respondents. It seems as if they are

imagining or dreaming about it while they speak of it.

“Nature, environment... They are all the figures of the game we are playing.
When we say nature, we mean anything that is not human-made. Animals,
flowers, trees, air, water... Nature means source of peace for me, I do not
like a lot human-shaped things around. I do not like that tumult around.
Calmness is very good unless we exaggerate it. Talking about nature, even
mentioning it created a smile on my face. It means internal peace, happiness,
relief... 7 (M,25)

Even further, it is sometimes associated with friendship that gives peace to one.

“Being in nature, it makes me happy. I have attended many camps, at least 15
in just two years. Being out there, on a mountain, experiencing that silence
was perhaps among the best times of my life. Maybe the oxygen that reaches
my brain, things | saw, they all affect me positively and | feel better. In
nature, you can never be in crowd..... The moment I feel lonely, it’s like a
friend by my side that brings me peace. ” (F, 23)

Most of them are curious about life and existence. Their exploratory spirits also
become visible in their sentences as a result of this curiosity. The same respondent

further expresses this feeling with the following sentences:

“Exploring a life, an existence out there in nature, observing the things we
learned in high school... I mean, we learned in high school about the
respirations of the trees, etc. Maybe we should investigate these...” (F, 23)

The nature is seen as an “escape” from the daily routine of the life and as a way of
detoxication from the job pressure. The daily work routines, the enclosed areas that
make people feel as if they are trapped, and the pressure they feel combined with the
daily heartbreaks of life is believed to be released with the help of nature and fresh

air.

“The nature, and environment is very much important for human beings
because we can relax in those places after routine and pressuring job
conditions. Today, everywhere is like a concrete jungle. New constructions
are made every new day and life spaces of human beings are restricted, that’s
why the nature is very crucial.” (M, 22)
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“The nature... It makes me relax. It makes me remember that we are a part of
the environment, the nature. Watching it is also very enjoying, it has many
colors inside. This working tempo really bothers us sometimes, but when we
get into the nature, that fresh air, the innocence of nature really relaxes
people. For instance, the smell of the sea is innocent for me. Because in our
relationships with people, we may sometimes get hurt, but when you go near
a seaside, smell it, you feel peaceful. It is also related to freedom. In closed
areas, we feel as if we are trapped. So when we feel like this, and when we go
near a seaside, we can feel more free.” (M,23)

Sometimes, they associate nature with their dreams, their preferred or expected state
of moods or lifestyles.

“I adore watching the sky and the sea view! It’s transparency... It’s blue...
It’s calmness... I think it’s related to my will of being like that, being in such
a mood... It really makes me feel much better since my childhood.” (F, 23)

Feeling of the transience of everything in life and even life itself, with this feeling
deep inside somewhere, she further associates the view and the color of the sky with

infinite existence and it’s like a never lost possession for her:

“Maybe it’s because it’s the only thing I will never lose. I may lose my
friends, my family when time changes, places change. But | know that | will
never lose that sky!” (F, 23)

There are cases where the system, their own personal backgrounds or obligatory life
adaptations that resulted from family members’ professions have an effect on the
psychological state and worldviews of those Gen Y members. For instance, Gizem
(23), a female university student has a psychological state of distrust in other people
and a feeling of insecurity. She lived in foreign countries up to a certain age, and
when they returned to Turkey, she expresses that everyone is selfish and she does not
like people. Animals mean more to her than people sometimes. She defines herself as
anti-social but even in her case, she sees nature as a place of isolation from people or

pain, as a therapy.

“Think of a spa massage, there is a gentle music in the background, aromatic
oils, etc... You have your massage and you relax. Nature creates that effect
on me in problematic times.” (F, 23)
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Even though the opposite cases are found among Gen Y, who clearly say they want
comfort in their lives and thus prefer buildings with high-technology and modern
designs, they still need the peace nature gives to them. This search for comfort is
associated with care for self, such as in the following case of 26 year-old female Gen
Y:

“I am important. I do not have any harm to others... I am not that type of a
core environmentalist. I mean... I am not a type who says birds, flowers,
trees, etc... I mean there are people who say they wish to have a big house
with a big garden. | do not have such a dream. If possible, I wish | have a
residence, of course with a small secret grass garden where | can put two
chairs and a table, and use as a balcony during nights. There are some
people who like riding a horse, feeding a sheep, plant flowers... I am just the
opposite. | am a person who likes ferro-concrete, | am very sorry” (F, 26)

But when the discussion goes further, her connection to nature also becomes
apparent. Her search for a residence is even in a place such as a site surrounded by
pine trees, where there is not much noise or exhaust gas. She expresses her
connection for nature with the following words:

“When I open the door, I would like to smell the trees. I like watching nature.
I cannot endure in a place where there is much noise. I need silence!” (F, 26)

Talking to mothers, it is apparent that after birth, the child becomes more important
than anything else in life and parallel to this shift, the concerns about life also change
for the respondents. Environmental concern and care for nature become more crucial
for the parents as they care and are concerned about what kind of a world their child

will face and live in in the future.

“Nature, it means a lot, and even more, I already start to teach my child that
the leaves of the flowers should not be plucked. The environmental situation
is getting worse. If people paid attention, they could provide recycling. In
countries abroad, | have seen many examples of this. Metal, plastic, glass are
all thrown into different baskets. That’s a very good example and I think the
sanctions in Turkey are very few. I live in Cigli, and there is a factory close
by. The smell coming from there during the night times is very bad.
Everywhere out in nature is going worse, also this is bad for both for
protecting the nature and for tourism, too... I think of my child... For his
happiness... I think he will not be happy in such a natural environment. We
go to a park, there is no green area. Everywhere is full of plastic, soil. Sea
sides are very dirty and | really worry about these. Everyone is unconsciously
leaving their garbages out there. We even face the climate change, the ozone
layer depletion, we see the results of all this harm done to environment in
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daily life.... In fact nature, it’s a place that really gives peace. Even if it is a
park, a seaside, or somewhere in forest, it is a place where you are motivated,
you leave your stress out there” (F,31)

Yasemin was a more active young lady before she gave birth to her first child who is
around 4 years old today. Once her son was born, she was more isolated and started
to have a new way of life standard attached more to his son and providing a good and
healthy life for him. She has not been working since her son was born, and her all
priorities are linked to his son’s happiness. However, she is sensitive about
environmental problems and worries about the system’s inefficiency or deficiency in
Turkey about preventing environmental pollution or providing equal standards as she
experienced abroad. She keeps warning other parents when she sees any
environmental pollution oriented behavior, and advises those people to care more for

the environment for the sake of providing a better life for their children in the future.

A confirming quote comes from a 31 year-old mother, Ayfer, who is currently a
housewife. Combined with the feeling of loneliness brought by the changed
environment and world conditions, she deeply feels sorry for his child and expresses
this with the following sentences.

“We never thought that we were alone. Neither people nor the environment is
as they were in my childhood. Now everything and everyone is more selfish
and people are in search for their own interests. Nature... There is no nature
in Izmir. Everywhere is full of concrete. There are even not much park areas
for children to play. I look at the current children and I really, really feel so
much sorry for them. | feel so sorry for my son who is four years old. Each
and every day, looking at him, I feel sorry for him. He is always at home in
the balcony, whereas my knees were always injured as | was playing out in

the streets when [ was a kid. We were on trees... Now, we do not have any of
these chances.” (F, 31)

Throughout the conversation, she explains how this affected the relationship
orientation of her children with other people and how hard and late they learned to
communicate effectively and self-confidently with others. Isolation from nature is
reflected as lately gained self-confidence regarding communication with other
children. Once they learned how to play in the nature, this also positively affected
their attitude towards others.

73



“They should go out, touch the soil, get dirty, climb up the trees” she says,
and continues:

“Until this year, my children even did not know how to play outside. This
year | could not get them in. They become freer this way. For instance my
mum planted tomato in the garden. Arda (her son) kept going, plucking them
off and eating them freshly. They even did not know about natural fig, they
learned last year. My mum took them and they together collected fruits from
their natural environment.... We should not consume the nature, we still have
our children!” (F, 31)

Independent of their marital or parenting status, they still express their feeling of
obligation and responsibility to think about future generations. Even though they
may sometimes be selfish, they feel responsible for what kind of a world they will

leave to next generations.

“Ok, let’s say I will only live 50 years more from now on. But still, if you
want to have a kid, and you will leave something behind in this world, you
have to think about others that will walk after you. It is like... ‘We are not the
grandchildren of Ottomans, we borrowed this planet from the next
generations.’ That’s what I exactly feel about nature. We borrowed it, we are
here for a moment of time, and there will be followers, and that should be the
point of saying ‘leave it as if you found it.” (F, 28)

Nazli, who previously talked about her attitude towards the importance she attaches
to information sharing with others, also pointed out her belongingness to nature and
the balance on nature against the human oriented activities and the harm inflicted

upon nature.

“My family, my mum and dad were both teachers, and they were always
giving me the message that | am a part of this ecosystem, and there are other
creatures like me. We are all living together on this planet and what | give to
them would come back to me. For instance, we live in Bodrum. We are very
close to the sea. Each winter I think of this... How much amount of garbage
was thrown into the sea comes back to the seaside with the southwest wind.
The sea throws out all the garbage it has in order to keep itself clean. If you
see all that garbage on the seaside, you would feel ashamed... People should
be ashamed of... You are nourished from those natural things, Omega 3, your
energy resource; the sun for instance it is vitamin E, vitamin D... People use
a lot of deodorant, exhaust gas and carbon dioxide level has increased a lot
in the recent years, and this air pollution is even higher in China and Asia
Pacific countries. People are unaware that they are killing their own living
places, none of the other creatures do this.” (F, 28)
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Funda was a 27 year-old student and a research assistant continuing her doctoral
thesis in Philosophy. More or less in the similar context, she confirmed the
perception of continual existence of nature and human-beings as the visitors of this
planet, thus nature. She mostly talks about the balance on nature and the natural

order that is endangered by humanity.

“The nature was always there, we came afterwards, and we think as if it is
ours. We think we can do anything we wish to. Nature has an order and we
should not interfere with that order and ruin it. When we ruin that order, our
lives are also ruined and now we are passing through that phase. That’s why
| see humans as the most harmful thing for nature, and the most unnatural
thing...We do not live in harmony with nature. We constructed a lot of big
buildings all around and when there is a mouse in our apartments, we move
to another one. When insects exist in our houses, we use disinfestation. But it
was their living areas and we occupied them and now we try to get them out
of there.” (F, 27)

Considering her general questioning attitude towards life and others, when the
discussion goes further, she started to explain how unknown natural miracles

affected her and what nature means for her as it does to many other respondents.

“Nature means infinity for me. I know that there is nothing as infinity and
nothing is infinite but thinking like this, thinking about the things nature can
do, its miracles make me feel happy. For instance, | was shocked when I
learned that deep down in the oceans there are animals who do not need any
oxygene for living. I feel that nature has such powers. It has it’s own loop,
own powers. And when we impose something on it from outside, it does not
work...” (F, 27)
There are also funny behavioral examples of Gen Y showing their sensitivity and
intolerance against careless behaviors towards environment. Despite their financial
status or inclination for comfort, they are very sensitive about other people’s
behaviors. Talking about some examples from real life, a 24 year-old male
respondent, who is also a student with a good level of family income and who is
driving a car while traveling to and from university every day, explains a case that he
personally experienced. Despite his non-sacrifice of comfort which will be discussed
in further sections as a limitation to mindfulness, their mindful mindset is visible in

their behaviors during daily life.
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“I really become mad to the cigarettes thrown out. There were times that |
catch up some cars from which plastic bottles or paper bags are thrown out. |
really cannot tolerate such behaviors. For instance, once | was driving in
Giizelyali, there was a car in front of me. The man just stopped, first threw
out a cigarette from the window. | became really mad, and as my friends
knew me, they tried to tranquilize me. After a while, he again threw out
something, I don’t know, something maybe he ate or a nylon bag, and finally
he threw out a coca-cola bottle. I stopped, | took the coke bottle, in the next
traffic light, 1 caught him, put the bottle from his window back into his car
saying ‘You should throw this into a basket.” He first did not understand but
thanks God, he was not a negative man and he said thanks to me and added
that he will throw it to a basket.” (M, 23)

“They throw basket into the sea. I really hate this, I never do this and when I
see people throwing something into the sea, | step in and say "is this place
your father’s!?" (F, 24)

Even the younger segment of the respondents with lower level of educational
backgrounds or coming from less educated families is aware of the nature’s
destroyed situation. Burak was a 21 year-old high school student, preparing for the
university exam. His family was living in a village, which affected positively and
increased his connection to the nature. Grown up with a dad who always took him
fishing, he honestly explains his love towards nature.

“Human nature generally slaughters the nature. The nature we know, it
produces, and we kill, we slaughter. The fact is that simple... People think
that they will never die and thus have a tendency to destroy, damage. In order
to consume, they kill and destroy nature. Instead of being a mindless
consumer, if you become a mindful consumer, then you will not cause any
harm to anyone else in fact.” (M, 21)

Independent of his thoughts about nature, similar to some other respondents in
previous sections, he also sees life as a journey composed of how people treat one
another, in other words, relationships in life is the meaning for him. The more good
is on earth, the more people behave with good intentions towards each other, life

becomes better for him; and vice versa.

“Nature is equal to life. Some people are trying to have a fight with the
nature. But they are not aware of the fact that they will in fact lose when they
win.” (M, 18)
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Ahmet, who previously mentioned that life is meaningful through making the loved
ones happier, clearly expresses the fight between human nature and nature itself.
Attaching an equal importance to life and nature, he is well aware of the fact that
human beings damage the environment while they are in quest for expanding their

life zones and improving their life qualities.

Summary
The above section summarized the collective dimension of the proposed model of
mindful consumption definition where attitude of Gen Y sample towards others and

environment is analyzed.

Looking at their desire to have positive impact on people (Lancaster and Stillman,
2002), a missionary passionate instinct arose when analyzing their attitudes towards
others. They mostly attach crucial importance to helping others no matter how busy
they are or how much personal obligations they have. They feel happier through the
aid they give to others and even see this as a higher status in life. This is mostly due
to their attached importance to moral values while they are well aware of the system

they should survive within.

Environmental situation and nature is of crucial importance for them. They not only
feel a part of the nature, they feel that they belong to nature, have a control over it
and even feel deficient when they isolate from it. This isolation may even result in
the feeling of isolation from self. It is common to see them associate nature with

“peace”, “freedom”, “happiness” and describe their loneliness without it.

The responces they gave to the questions throughout the interviews show that
mindful mindset aspects such as “a sense of wonder, a feeling of union with nature, a
sense of peace of mind, a feeling of wholeness, a feeling of joy, a feeling of living in
the present movement, and a sense of being accepted within the universe” (Jacob and
Brinkerhoff, 1999) are fluently defined throughout their discourses under diverse
themes. Thus the above section supports that the sample Gen Y of this dissertation
has a “caring and sharing” approach where they consider empathy and caring for
others as core sets of mindfulness logic . Communicating with the local to contribute

to their existence is a signal of this attitude. On the other hand, their sense of having
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a power over nature shows how they are aware of their missionary positions on the
planet. Their discourses such as recycyling, active information processing, caring for
nature, equality, and caring for humanity have an overall supporting signal of their

mindfulness.

As the very first condition of having a mindful consumption is to have a mindful
mindset completed by mindful behavior, the initial set of findings support that the
Gen Y living in Izmir matches the initial sets of mindful mindset which is expected
to shape their consumption behaviors in the same way. In a parallel line, it is
expected to see consumption behaviors or behavioral attitudes in the respondents

complementary to their mindset.

However, as mentioned by diverse scholars, most of the disciplines including
marketing, face difficulty in determining the relationship between attitudes and
behaviors (Mc Donald and Oates, 2006)

Although they are socially aware of sustainability, are socially concerned and aware
of many global issues (Nayyar, 2001; Jayson, 2006; Williams and Page 2011) and
seem to show a tendency to concern about environment (Vining and Ebreo, 1992;
Minto and Rose, 1997), their social awareness has not always been translated into
practice (McCrindle, 2007). It can be seen in the literature review that although most
of the studies, either in sustainability literature or mindfulness literature recently
popularized in marketing discipline focused on the concepts of “sustainability” and
“mindfulness”, they mostly talk about attitude-behavior gaps but none of them
focused on the reasons of those gaps and very few of them analyzed possible

behavior change motivators.

Furthermore, most of the Gen Y literature focuses on the core values of this
generation more in terms of management orientation - in business context - and less
in marketing field through addressing more to their selection criteria in buying
decision, and less questioning the basic reasons of the paradoxical situation in their
attitude-behavior gaps and aiming to discover how to find a permanent solution to

overcome this problem.
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From the previous chapter, the values of the Gen Y sample in this research towards
self, life, others and environment in a more general context can be widely observed.
Yet, the question of how their behaviors are shaped despite their mindsets remained
unexplored. The next chapter will discuss the findings of the dissertation in terms of
Gen Y behaviors and behavioral dimension of the concept through showing how they
differ from the literal definition in the literature. This chapter will fit in the model
where analysis of the findings will be defined in terms of behavioral dimension of
Gen Y definion of mindful “behavior” by also focusing on their pro and anti-

consumption discourses.

3.3 MINDFULNESS ON BEHAVIORAL DIMENSION

Throughout the literature, the concept of mindful behavior has two segments as
mindful mindset and mindful behavior. The previous chapter discussed a new
conceptualization for the “mindful mindset” whereas this chapter will elaborate more
on the behavioral definition and dimension. The basic difference lies within the
definitional framework as the findings suggest that the Gen Y segment totally show
different form of mindful behaviors than it has already been discussed in the
literature. Whereas the literature explains the mindul behavior concept with
“balancing and decreasing consumption” and “novelty in responce to changing
situations”, the findings of the research explore that our sample of Gen Y does not
show a similar tendency in terms of mindful behavior. They do neither show a
tendency to decrease their consumption level on a visible scale but instead justify
their consumption behaviors with reasonable facts nor are open to novelty in
different circumstances. However, they show a set of other mindful behaviors,
perceive and define the concept in a different way than the literature, which will be
discussed in this chapter.

3.3.1 Individual Mindfulness: Need Orientation and Process of Logical
Thinking

The findings of the research reveal that the behavioral attitude of the Gen Y can also

be grouped under two dimensions of “indiviual” versus “collective” orientation. The

first behavioral dimension stands closer to individualistic approach where the
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respondents behave through a rational thinking process of cost-benefit analysis, need

orientation and information processing actions.

To understand and discuss the mindfulness approach of the Gen Y sample and the
paradox that blocks the transfer of their attitudes to behavioral acts which in return
decreases the sustainable action, their core behaviors and values in regarding
consumption behavior -not limited to their shopping habits but instead including all

perspectives of consumption attitude- should be clarified.

Individuality often appears when they talk about personal needs and wants, and in
most of the cases, rationality and rational thinking process occurs to define the
concept in behavioral dimension. Even if they have a positive and hight degree of
environmental attitude, their basic needs determine their priority throughout their
purchase decisions (Chu, Lin and Chi, 2013). With slight differences, the findings
show that mindful consumption is a term related with the amount human beings
“need” to consume for “survival”. Need is differentiated from wants and when asked
about what mindful behavior means, the respondents mostly focus on personal

concerns.

“Consuming and buying only the amount you need.” (M, 25) says a young

Gen Y consumer.

“Buying only what you need. For instance, when | go shopping, | only buy the
amount | need. If I buy more, | only buy with the intention of stocking, I do
not buy more. Because maybe | want it instantly but after shopping, | may say
‘I wish I did not buy’, so I generally buy according to my own need. Aside
from food, it is also same with the clothing. If | really liked a t-shirt, even if it
has several colors, I only buy the one I liked most.” (M,21)

Need calculation is a criteria where respondents decide while making their buying
actions.

“How much will this be beneficial for me and how much will it fit with my
needs, I first think of this. How to say... If I decide ‘yes I need this’ and
calculate how long I can use this, sometimes | buy accordingly, and in other
cases [ just say I want to by this and buy it.” (F, 26)
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As will be discussed in further sections of barriers to mindful consumption, Cansu
can sometimes behave in contrast with her mindset as most of the others do.
However this only happens in cases of unhappiness and where individual despair is

larger than personal mindful attitude.

The need approach is also equated with the amount of happiness it brought back and
being cautious about the fact that the consumption occurred does not give any harm
to others or result in any evil. Although environmental care is more of topic in terms
of sensitivity, Hasan (31) cares for the balance between collective wellbeing as well

as individual need satisfaction.

“The satisfaction of our concrete and abstract needs while paying attention to
prevent any evil while consuming. By concrete needs, | mean the basic needs
that will survive us and by abstract needs that will also make us happier ...
Ok, maybe | do not do anything more than directing the excess amount of
small money in my bank account for planting but if a hundred people do this
like me, this means something for the nature.” (M, 33)

Need minimization

While most of the respondents show similar attitudes, they even more put a certain
limit to the amount of need through indicating minimization as the core necessity.
Even though not most of the findings support the same idea, need minimization
shows a tendency that is in a parallel line to the literature that defines mindful

behavior with “balancing and decreasing consumption”

“Consuming the minimum of your need, that’s what mindful consumption is.
Not wasting, not splurging. 1 am a person who uses something until the
moment it becomes unusable. If it is a food, using it until it’s date of expiry
ends, if it is an electronic device, using it until it is broken down and if
possible having it repaired instead of buying a new one. Most of the
electronical devices, phones, clothes I use, | use them until they are drained
away. For example my phone, I use it for 7 years and when it’s battery is
over, | just changed the battery instead of buying a new phone. I still use the
same.” (F,31)

Mindfulness is perceived as a logical thinking process and a state of awareness

where there are a lot of information proceeding into the human mind.
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“Consuming through thinking the next step, and questioning whether I need
this or thinking what I could do instead of spending that money. Shall | travel
instead? It means acting through thinking...” (F, 24)

This logical thinking process is characterized as a cost-benefit analysis where they
push others to question certain things such as money and the product/ service bought

in return really replies to the need:

“Buying through cost-benefit analysis... Through thinking whether that
product really costs that much and how much it will fit with my needs.” (F,
28)

Birsen, who mentioned about minimization above, also pays attention to this cost
benefit analysis and try to create a balance between her consumption and the cost she

pays for it.

“I try to both minimalize the consumption I make and minimalize the cost of it
at the same time. If there is an alternative equivalent to what | need with a
lower cost, | prefer that one.” (F, 31)

One of the consumers attracted attention to the mindful mindset through focusing on

situation of consciousness with the following sentences:

“If we start by the question of what consciousness is, we talk about a mood of
awareness. We talk about a mood of consciousness... This means, | buy
through being aware of what I need.”’(F, 23)

Openness to novelty, alertness to distinction, sensitivity to different contexts,
awareness of multiple perspectives, and orientation in the present-paying attention to
the immediate situation (Sternberg, 2000) are among the indicators of mindful

mindset, which are visible in above responses.

The psychological dimension of mindfulness, the cognitive qualities of individuals’
state of alertness and awareness that is characterized by active information
processing, continual creation of new categories and distinctions, explore and
attention to multiple perspectives (Langer, 1989) is sometimes clearly defined with

interesting labels by the respondents.
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A female Gen Y who is a graduate student currently not working, clearly defines this
process of buying and consuming as “caution economics” through expressing her
state of consciousness among various messages received from diverse marketing

tools:

“Consuming through paying attention to ‘caution economics’. Being a smart
consumer ... I try to be cautious because a lot of information is received, a lot
of messages we receive every day. We use phones, TVs, we go out and there
are billboards and they always somehow appeal to you, I mean those who
want to sale something. This is why I try to make caution economics” (F, 28)

Among many of the outsourced information mostly addressing to the subconscious
minds of the potential consumer, knowledge is reflected as an essential closely

related to information processing:

“It means, a consumption habit that includes knowing what you buy and why
you buy and for what you use it, and also knowing where it comes from. For
example, let’s assume we will buy a fruit juice. There are juices in glass
bottle or paper box bottles and let’s assume their prices are same. If I do not
buy the glass one, that would make me a mindless consumer because glass
harms the nature less and it’s recycling is easier whereas the melting and
disappearance of paper boxes are harder. Knowing what we do and why we
do, knowing it’s results is what makes us mindful consumers.” (M, 24)

Considering the younger segment, especially when the case is of lower level
incomes, or lower levels of education, it is not easy to clarify whether they are really
saying these with the intention to be perceived as “mindful” because they do not
speak much about their consumption patterns. They are mostly in school during the
day, and in compulsory cases go to shopping except of clothing and food
consumption. In such circumstances, most of them expresses that food consumption

is less controlled and thus the money they spent to food is more.

“Generally, in terms of clothing I buy what I need. I do not have an eye on
more. But when it is about food, I do not have limits.” (M, 18)

Summary

The above section summarizes how Gen Y sample of this dissertation defines the
concept of mindful behavior different than the literature does. The anti-consumption

discourses of the sample support the fact that they have a mindful mindset and shows
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a parallel tendency to their awareness levels while their consumption discourses on
the other hand show a different tendency to be able to evaluate them as “mindful
behavior oriented” group. Thus, instead of grouping or analysing the mindful
behavior with respect to previous literature, the model proposes a new set of
definitions parallel to the mindful mindset groupings in above sections. The section
above summarizes the individual behavioral dimension of the segment grouped and
presented based upon their discourses on the concept. Among those discourses,
process of logical thinking and need based rational choice are two mostly defined
understanding of “mindful consumption behavior” in which throughout the whole
consumption process the Gen Y make decisions of need calculation, need
minimization, caution economics and a process of logical questioning. Their
perception of what is needed to be happy, stay safe and alive all affect their mindful
behavior decisions. Even though need minimization seems to show a supporting
tendency to the definition of mindful behavior as ‘“balancing and decreasing
consumption”, yet not all of their consumption patterns support this. This will be
more visible in the following chapters when the pro consumption arguments of the

same Gen Y segment will be discussed as the barriers against mindful consumption.

The next section will discuss how the Gen Y segment defines mindful consumption
behavior in collective means and how their descriptions form a similar collective

oriented understanding in terms of others and environmental issues.

3.3.2 Collective Mindfulness: Balance and Health for All

On the collective dimension, the findings suggest that while Gen Y sample has an
individualistic approach, they also balance this attitude with a collectivist approach
where they talk about nature, other creatures on earth and the importance of health
for all just as they did in mindset level. While describing what mindfulness and
mindful consumption means to them, they frequently mention about natural
concerns, the damage they give to others and other living creatures and the problem
of consuming unhealthy goods.  Their descriptions do not show a direct
parallelization with the mindful behavior definition within the literature whereas they
support more the mindful mindset keywords. Yet, they make their own definitions of

mindful behavior on a collective level.
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Balance the Nature

Looking back at the literature, the definition of sustainability is more on
environmental concerns for this generation (Hume, 2010). On a parallel tendency,
most of the respondents show high level of sensitivity towards nature and
environment while defining mindful consumption and explaining about their

behaviors.

“Consuming in a way that will both satisfy your need -but your need will be
really satisfied-; and at the same time you will not give harm to the
environment or anyone else.” (F, 23)

In such cases where balancing personal needs while protecting the nature, consumers
make the cost-benefit analysis explained in previous section and decides products

balancing both and responding both needs.

“I prefer things that are beneficial for me and things that will not harm the
nature when | use them. For instance, a very small example, as spray
deodorants are harmful for the ozone layer, | prefer to use roll-on. ” (F, 26)

“I think I may control the nature, because I want to exist in nature. I exist in
nature, | feel a part of it and I try to find a way to live without damaging it.”
(F, 23)

This feeling of belonging to nature and having a control over it is also a signal of
how they feel powerful through having a potential effect on environment through
their actions and they act as catalysts for change when considering sustainable

consumption (Bentley et.al, 2004).

“I try not to use products that are harmful for nature. If I really need to buy
goods that are harmful for nature, for instance batteries, when it is finished, I
try to pay attention to throwing it into baskets that are specially designed for
such recycling products. It became more widespread recently.” (M, 21)

“There are nylon bags, for instance when I go to Tansas, I do not have to put
it into the pochette. Because if | take that nylon bag, when | arrive at home, |
will just throw it away and it will create pollution later on. Instead, I say ‘you
do not need to give me a pochette’, and I prefer to carry it without a nylon
bag.” (M, 24)

Simple acts and choices of one alternative instead of another one are also observed as

a positive contribution to life especially when visual signs are available indicating
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the care for nature. There are supporting arguments that this generation’s priorities

are more about environmentally friendly consumption such as acts of recycling.

“I prefer those products with recycling signs on, I buy them. If we compare, 1
buy those, for instance | try to buy glass.” (M, 33)

“I wish we did not have to drive cars but since we use, then let’s use the
diesel one. If I can go somewhere by bike, I use bike instead of car. Here | do
not have my bike with me, but when | am with my family, | try to go
everywhere by bike. If is it’s a walking distance, I walk. If [ am not in a rush,
| use such simple acts. Garbage for instance, I recycle.” (F, 31)

In such cases, family traditions and what consumers observe or are used to from their
families’ actions are also determinants of their behavior while childhood brought

habits mostly determine the values of the consumers in the long run.

“Glass and plastics are thrown into different baskets in our home.” (F, 26)

“I look at the past, since my childhood, I was not a science student, Turkish-
Mathetamics student actually, but mostly participated to projects of Science
Class. There were actions, in social responsibility associations, such as
planting trees, afforestation... In private school Tema was frequently visiting
our school and I always bought from them. When | look at my life, | see that I
always have a contribution in a way.” (F, 27)

Also, a state of balance between production and consumption is addressed in one of

the responses of a male Gen Y student.

“A balanced consumption style that does not damage the environment and
where you do not consume more than you produce, that’s what mindful
consumption, is.” (M, 23)

As younger sample is less talkative and has less experience in terms of life, they
generally cannot talk about shopping in detail but instead, they reflect their
sensitivity in terms of daily behaviors. Perceiving the nature as a living creature is a

reflection of this.

“Generally I try not to waste around. They are also alive indeed, there are
living creatures. | try not to damage them.” (M, 18)
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Health for All

Human and health orientation is also another dimension of environmental alertness.
Especially in the recent era, most of the respondents are aware of the increased
potential of harm with the changed environmental conditions and effect of adopted
production phases. The findings reflects that most of the respondents care much
about not only their personal health but instead are sensitive about others as well.

“Buying products that will not be harmful for others. For instance, paying
attention to the GDO products, not buying them and preventing others to buy
it and thus contributing to the efforts made for removal of these products from
the market.” (F, 28)

“I really pay attention to eco-friendly products in big supermarkets.
Especially 1 am really obsessed with natural consumption in food and drink.
Maybe it’s because my dad passed away because of cancer... I minimized
additive ingredients and very very few times eat outside.” (F, 26)

Natural products which are perceived to be less harmful for human health are
preferred. In cases where respondents accept that they are not resisting to shopping,
or even if they accept that they like it, they still pay attention to what is good or bad
for them, especially when there is a person in their family who had medical treatment

of illnesses such as cancer.

“I consume a lot of cosmetics. I generally prefer the herbal ones. For
instance, the cream blush brushes or eye shadow brushes | use, | pay
attention to by the eco-friendly ones, maybe that’s why I spend that much
money. Also, I use Clinique’s products for my skin, they are herbal, and also
use the brushes of Eco Tools, a brand whose products are also eco-friendly. |
do not use any chemical things to my hair actually but when I do, I try to
make natural things such as lemon-Aoney mixes.” (F, 26)

“Especially in terms of nutrition, I pay a lot attention to consume natural
food and their freshness. There is a place nearby which sells natural
products. | buy my eggs, milk, yoghurt, butter from there, the amounts that |
can consume in one or two weeks. | do not make stocking much” (F, 31)

Parents, in the sample, independent of age or gender, also pay attention to what they

buy and consume due to health oriented concerns.

“As pork is permitted now, I cannot buy meat from everywhere. As it can be
found in most of the butchers, | have a certain place where | buy the meat.
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The gravy (tomato sauce), the spices | use | brought them from my own
hometown. | never ever buy ready from here because it is not pepper what
you buy from here, it has so many things inside. Milk, | prefer daily milk. |
prefer open milk because I make my own yoghurt.” (F, 31)

“Especially after my daughter was born, we started to use glass. Not for

myself, but for her health...1It feels as if nothing happens to me...” (M, 33)
Interestingly, subconsciously parents generally feel as if nothing happens to them but
instead their children are more open for damage and thus care more about their
health instead of their own. The feeling of being more “powerful” than their children
in life is more or less common in the parents interviewed, shaping their buying
behaviors more sharply than ever in their life circles. In such cases, the perception of
responsibility and mission appears in the mindsets of parents and even the luxury
consumption such as car use is preferred after the birth of the child while the
consumer himself mostly prefers public transportation.

Not only in food, but also in clothing and other goods, health orientation is visible.

“China produced goods and products, they are carcinogenic, so I pay
attention. I mean, we also do this in agricultural products, too, this is a family
tradition. There is logic like ‘everything is brought seasonally’. But today, the
world is not like that. But we try to buy natural agricultural products, natural
ecological ones, and do not buy products other than such.” (F, 27)

“There are jeans, the whitened ones. Once upon a time, | read somewhere
that they are really harmful for human health. I never ever buy them, for
example. | read that there were workers died because of that, and since then |
have never bought whitened jeans even once. | mean, whether it is harmful
for human health, to nature, | really care about this. For instance, even
though it is more expensive, | prefer glass bottles when | go somewhere. |
hate plastics. When | go somewhere, | ask them to bring me glass bottle if
they have, even if it is more expensive, | would give the double amount of
money. Plastic would go into the basket, on the other hand this is glass, how
much harm it can cause.” (M, 24)

Mert accepts sacrificing from money in return for health and applies this not only in
water. He even does not drink ‘ayran’ if they are plastics. He furthermore adopts this
philosophy to usage of car. Living in Alagati during summer time, he explains that he
prefers walking to 20 minutes-walking areas instead of taking the car. He honestly

expresses the comparison between Turkey and Europe by the following words:
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“Look at Europe... Around 17:00 pm, you will see people with suits in metros
or busses. What are we trying to prove here, by all those luxury cars” (M, 24)

The younger segment of the sample do not have much shopping habits due to the fact
that they are mostly still living with their families and do not earn their own moneys.
Thus, their buying behavior is not much affected by markets especially if they are
from families with lower levels of income. Independent of gender or age, they

mention naturalism.

“I try to generally use natural shampoos, cotton clothes in general. I mean, |
try to choose clothes that would not give any harm to me.” (M, 18)

Localization is described as another orientation as big supermarkets are seen as a

threat to human health.

“Even though it is a big or small brand, I try to use local production oriented
places because of the materials used in mass production. | really think that
these give a lot of harm to human health. So | changed my attitude in this.
Also I try to pay attention to the firms [ shop, what’s their attitude towards
environment, etc...”(F, 24)

Localization is also associated with sincerity in addition to healthiness. While feeling
trapped in industrialization, they search for the survival of small local places such as
grocery stores which creates warm feelings, non-artificiality and humanity under
threat of loss by industrialization.

“I think small retailers or handicraftsman should also develop. The chains,
they are self-developing, there is a demand for them anyway, but when the
handicraftsman dissappera, it feels like that spirit will also disappear. For
instance, | am passing by a haberdasher store on my way towards post office.
| see the man there each time I pass by and we say ‘hello’ to each other. What
if he cannot survive? Ok, maybe he can go and work in a supermarket, too,
but it does not give me the same feeling of sincerity or warmness. We live in
such an industrialized life, the other feels more humanistic.” (F, 26)

Anti-macro system is searched with the need for warm and real relationships, away
from industrialized artificialism. Feeling of non-freedom is also expressed in the
system created by rules put down. Here there is a paradoxical situation as while
localization is perceived to be healthier by some respondents and its survival is

preferred by some others, Cansu also attracts attention to the industrialization and
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supermarket effect on decreasing the healthiness and freshness of the food in those

small handicraftsman.

“I try to apply all these, but in fact I cannot do much because those small
handicraftsmen, they have such a low level of demand that the date of expiry
mostly over in those places. | faced this many times so | try to buy from places
where circulation is more.” (F, 26)

Table 2: Summary of Mindful Consumption Definitions of Gen Y Sample in

Izmir

Mindful Consumption Emotional/Affective Rational/Cognitive

Individual Happiness Need recognition
Self-discovery Process of logical thinking
Spiritual evolution
Power

Collective Nature Orientation Balance
Balance

The above section summarizes the collective dimension of the definitions of Gen Y
sample in this research. While need based rational considerations and a process of
logical thinking is present in their understanding of the concept, their responses also
exhibits a different set of understanding which is more collective oriented. They
perceive mindful behavior as “taking into account the needs of others and
environment” while also they attach themselves a missionary role as “balancers” of
the universe. Health for all is another emergent theme they frequently mentioned as
catalysts for balance and equal opportunities for all. They not only care about human
healthy life but also consider the impact they have on all other creatures on planet
earth as well as their health, continious existence on earth and their survival. Their
perception shows an overall tendency of attaching great importance to the unity of
human creature and the planet earth as one and unique, and thus emphasizes the need
to take into account humanity’s mission to contribute and invest in creation of

sustainable conditions for all.

Overall Summary
This chapter discussed what mindfulness means to the Gen Y in the research sample

of the dissertation. The findings say that while the concepts of mindful mindset show
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a parallel tendency in terms of how Gen Y sample respond, the concepts of mindful
consumption and mindful behavior differ from how they are defined in the literature.
Similar to the structuralization in mindset dimension, there seems to appear two
dimensions as individual versus collective orientation. However, whereas the
literature defines the mindful behavior concept as “balancing and decreasing
consumption” and “novelty in responce to changing situations”, the findings not
always support a stron decreased consumption attitude in terms of behaviors. Yet,
they define some sets of mindful behavior discourses which are need orientation
approach and a process of logical thinking where individuality comes first serving
the purchase or consumption decisions. Additionally, there are some other
discourses of collective oriented attitudes that cares and talks about balance and

health for all on earth.

On the overall context, when the themes are analyzed according to the age groups of
the sample, some further categorizations can be presented as shown in Table 3.
While the older segment of the sample has more rational discourses combined with
emotional awareness, the younger segment of those between 1994-2000 has less
rational discourses and more need-based definitions for the concept. This may be
explained with the fact that they are only in the phase of their high school educations,
which offers less theoric knowledge and consciousness than a higher education
offers, and the fact that they are in the early beginnings of an adult mindfulness.
Happiness is a key theme visible in all segments of the population from the youngest
to the oldest one. Talking about themselves and life, the respondents in the first two
segments mention more about self-discovery and spiritual evolution while all of the
groups have a strong tendency to talk about nature. Discourses of joy, sense of
wonder, peace of mind, and feeling of wholeness are present in all segments while
rational discourses such as active information processing appear more prominently in
the first two, older segment. Caring for community is more of concern in the older
groups while caring for self and nature is common in all three segments. On a
parallel tendency to the feeling of caring for community, the first two segments fell
more powerful over the nature, and thus feel the responsibility of shaping the
production and consumption phases. On the other hand, these are also the two
segments who define consumption as power, too, which is included in their pro-

consumption discourses in the next section. It seems that as the age level and
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education level increases, consciousness and transformation of this consciousness to

discourses and practice is higher. It is only the youngest segment in the sample who

mentioned the mindfulness components less but this may be linked to the fact that

they are underdeveloped and hess less practice in terms of how they express

themselves and new to the concept in terms of practical applications as a result of

their ages.

Table 3: Sample distribution of themes according to the age groups

1980-1986

1987-1993

1994-2000

Happiness

Self-discovery

Spiritual evolution

Power

Nature Orientation
Balance

Process of logical thinking
Sense of wonder

Peace of mind

Feeling of wholeness

Joy

Living in present movement
Sense

Being accepted within the
universe

Openness to novelty
Awareness

Active information
processing

Caring for self

Caring for nature

Caring for community

Happiness

Self-discovery

Spiritual evolution

Power

Nature Orientation
Balance

Process of logical thinking
Sense of wonder

Peace of mind

Feeling of wholeness

Joy

Living in present movement
Sense

Being accepted within the
universe

Openness to novelty
Awareness

Active information
processing

Caring for self

Caring for nature

Caring for community

Happiness

Need recognition
Nature Orientation
Feeling of wholeness
Joy

Sense

Caring for self

Caring for nature
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Individualism + Collectivism

Individualism + Collectivism

Collectivism

Emotional+Rational

discourses

Emotional+Rational

discourses

More emotional discourses

Less rational discourses

Yet, even though these discourses are found in their interviews, the gap between
mindset and behavior is also present. The next chapter will tell about these pro-
consumption discourses of the sample which represents the barriers infront of the

mindful behavior which will be further discussed in the discussion section.

3.4 Pro-Consumption Discourses and Barriers To Overcome in Gen Y

Throughout the research, the findings reveal that there were common attitudes of the
respondents showing shifts in their behaviors despite the presence of a mindful
mindset. In most cases, the respondents express their tendency to have a mindful
mindset but when talking about some of their actions, the findings still show that
they have contrasted behaviors with their anti-consumption discourses. This section
intends to explore the basic reasons of these pro-consumption discourses and to
understand what strengthens this gap between mindful mindset and mindless

behavior.

3.4.1 System Pressure vs. Individual Despair

Straughan and Roberts (1999) states that unless people believe that they are effective,
they are less proactive in buying decisions concerning environment. The most
apparent finding among all others that trap the mindful consumption is the feeling of

individual despair against the system already established.

“We should protect the nature. As the humanity, we cannot achieve this now,
we really devastate the environment. | feel really sorry about this,
individually | cannot do anything, there is nothing | can do. | try to pay
attention on my own but when | see something bad about nature or
environment, | really feel so sad. There is an individual despair | have and
the society should become more conscious and mindful to prevent
something.” (F, 31)

Usually the young consumers, with the effect of globalization, compare the

countries’ systems with one another and thus are aware of how Turkish system is
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motivating mindful consumption less than other European countries. They accuse the
system for their pro-consumption choices.

“There are paper bags in Europe, mostly each person has his own bag for
shopping while it’s not common in our country and thus we can see many
nylon bags all around. We need to decrease this as the whole society. Aside
from obligatory circumstances, | also try to use my own bag instead of nylon.
I take my own bag.” (M, 21)

Even though they adopt this behavior of mindfulness to their daily lives, they are
aware of the fact and demotivated by this. They believe that there is an individual
despair and that just one person cannot be much effective in changing the routine
habits that endanger the nature. They even feel that the chaos is the only way to start

from scratch.

“It is necessary that everyone changes, but | think this is also somehow
impossible. If I consume something 10 times, if I decrease this amount to
nine, or eight, and if all the humanity apply this, this might even turn into a
big profit for all. If you really want to change something in the world, you
need to create a chaos. A big chaos... But I think this is impossible... |
mean... I solve the problems on my own, and as I cannot solve the problems
related to nature on my own, | think I will become more and more hard-
hearted or insensible day by day...” (F, 23)

“Now, there is nothing we can do because no matter how much we try to
prevent something, there is mindlessness.” (M, 21)

The power of “mindfulness” concept clearly clashes with the presence of
mindlessness. The belief of still having a chance or that there is an anti-trust to firms
that they really produce products that do not harm the nature are expressed as two

main reasons of yet non-organization of society and people.

The findings show that their discourses about the system does not have to be always
about being able to do something big for earth or others. It is sometimes blocking
them to realize their own selves as explained in the first chapter while defining who
they are. Life is seen as a path and system obligations are blocking them to behave in
harmony with their own natal or learned values. Cansu was expressing that she
deeply feels as if she can do something really good and impactful in life but this

feeling is decreasing day by day leading her towards the feeling of despair.
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“I need isolation. I need an isolated place for this. Environmental factors
should have less impact on me, while I realize something. We all have family
and friends around who expects something from us, we have boyfriends or
girlfriends who expect something form us, and under these conditions we
cannot ignore all these.” (F, 26)

3.4.2 Justification

Frequently, despite their top level of sensitivity towards environment both mentally
and sentimentally, even though they are aware of the harm they give to nature, other
creatures and environment in general by using some of the consumption goods such
as plastic bottles, they still continue the same behavior and have several reasons for
justifying this pro- consumption behavior. The expensiveness of those consumed

goods or services are mostly defined as the excuse for not choosing the alternative.

Burcu, who previously mentioned recycling as the core of mindfulness while talking
about the definition of this concept, later on explained why she cannot buy glass
bottles with the following sentences:

“Generally while consuming, I try to consume things that are both healthy
and high level of usability. For instance, | try to use glass bottles. But, the
glass bottles are a bit expensive...” (F, 22)

Similarly, Gizem who defines her sensitivity about and love of animals, sometimes
even more than people, still uses plastic bottles and explains this with a very daily

and simple reason of comfort.

“I compulsorily use plastic bottles because glass is very heavy.” (F, 24)

As expressed in detail in the previous sections, Burcu, was trying to use equipment
working with sun batteries with longer battery life or definitely rejects using real fur,

still can justify her excuse of not using glass with the cost.

Group psychology and “mob mentality” is another way of justification for high or
mindless consumption. In cases of friendship groups, more than expected

consumption may exist.

“If I am together with friends at the same age, I may sometimes far exceed
the consumption of what I need. Instantaneous ‘mob psychology’ I can say...
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While in a group, you say ‘Let’s buy this, let’s buy that’; and you see that
what you buy far exceeds what you need.” (M,21)

Egemen, who previously mentions about need oriented consumption and how much
he tries to pay attention to behave parallel to this mindset, uses iPhone, as most of
this generation do. The usage of high-tech and famous brands is explained through
diverse justifications. When he is asked about the reason of using iPhone instead of
equal valued other phones, he justifies his choice through combining mob

psychology with brand knowledge.

“I guess, it is because maybe other phones have similar attributes and maybe
this is more expensive but I guess this has more charm and this is much more

preferred by other people. When I see that my friends use it, [ say ‘why do not
1 use this?’”(M, 21)

Comfort and need is expressed as another excuse by Ipek, even though she attaches
high importance to localization and donates a crucial importance to having a power

on nature through addressing her belongingness to nature in previous chapters.

“I have to use technology. At first, I have to use it for my job (she is an
architect). Maybe it’s trust, the middle face it offers between producer and
consumer, I need it” (F, 24)

More or less, nearly all of the respondents were using high tech and well-known
brand phones. This search for comfort is also visible in some cases considering car
usages instead of public transportation. Esra, who is careful about using eco-friendly

products uses her mother’s car for travelling to university.

“The car, it’s not mine, it’s my mum’s so she preferred the one with gas. If it
was mine, | am not sure whether | prefer the one with the tube. What can I do
here? | try not to use it so much, | try to use public transportation in some
cases and I think that’s the only thing I can do. Aside from this, unfortunately
| can also harm the nature as most of the others do.” (F, 26)

3.4.3 Non Sacrifice: Power & Happiness by Shopping

Happiness is among the most frequent reasons of shopping which is told to be
outcome of non-sacrifice from shopping, in most cases show a parallel tendency with
justification. Here, the basic distinction lies in the fact that more or less all of the

justification is made through the happiness concept. As emotionally motivated

96



individuals, consumption is the solution for unhappiness which prevents sacrifices of
those sensitive consumers who seem to care about nature and environment more than
anything else.. Although nature is of crucial importance for them and they seem to
acquire the required criteria of a mindful mindset, they may have subconscious

excuses for their contrasted actions or shopping behaviors.

Secil, for instance, who previously expressed her high level of feeling peace in nature
and associated it with infinity, mostly does not pay attention to actions such as
collecting plastic bottle caps, or less shopping and this is more expressed as a

revenge from undesired outcomes in life that creates unhappiness.

“How to say, by shopping, I feel as if I pay back everything I could not reach
even though I really want to. Let’s say I argued with a friend, or got a low
result from an exam, I just go out for shopping” (F, 23)

Mert, with a high level of spiritual awareness and even search for perfection and

completeness, justifies the non-sacrifice of consumption as a proof to self:

“Consumption, it is a platform for human to meet one’s spiritual and
material needs. It is about proving yourself again to your own selves. If | did
not feel the need to prove myself again to myself, | would not need to wear
this (showing his branded shirt), or buy this watch (again showing his
watch). Or with more people, more friends, more opposite sexual
relationships... It is all about filling a space in one’s self... I guess it is not
something more than the effort to make yourself happy through possessions.”
(M, 24)

In a parallel line, justification for non-sacrifice from consumption is associated with

therapy which even can be defined through spiritual means and spiritual satisfaction.

“It really makes me happy! I mean, it even changes my aura completely when
I am sad. Even if | need it or not, buying something completely changes my
aura. It should not be something big, it might even be a small box that I buy
to myself. When services are of consideration, | feel even happier, because |
feel as if 1 make a self-investment. The consumption of products creates
instant spiritual satisfaction but the service consumption creates a longer
term spiritual satisfaction.” (F, 27)

“Shopping motivates human itself! I mean when [ enter there (meaning the
shopping centers), you feel motivated. Doing something good for self makes
you feel happy, and motivated.” (F, 31)
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As can be inferred from the above quote, self-care is associated with happiness and
power. Cansu, who cares a lot about the naturalization and non-artificial things in
life, still cannot sacrifice from buying new things in cases of unhappiness and
compensates the need of happiness in return of buying, further justifying this by
another dimension of individual despair, also explained in different context in
previous chapters. The non-sacrifice is also justified with re-defining the “need” in

terms of buying happiness.

“When I am unhappy, and when there is nothing I can do, I go shopping, 1
buy something. Sometimes I buy just because of my need and sometimes | buy
because | need to make myself happy. They are both needs in fact, can |
explain?” (F, 26)

The happiness brought by shopping or consuming is also associated with new

beginnings, and the feeling of joy and enthusiasm.

“I feel as if I will make a new beginning when I buy new things. Normally |
do not do much shopping, | mean without any reason, | do not shop actually.
But when I am depressed, or sad, it makes me happy.” (F, 24)

Gizem can be described as a young lady who had bad experiences in the past and
loves animals and nature more than people. In fact she is angry to people and
expresses this anger in her sentences. Though this is out of the topic of this research,
such quotes are not used. Combining heuristic codes with her sentences,
subconsciously, power is equated with happiness for her, and she even feels that
when she has 51% percent of a company sometime in the future, she will not have
any other problems. She will be the happiest person on world and her insecurity or
distrust to others is met by consumption. As many of the other respondents, she was
using an Iphone but different from the rest, she mentioned that she felt very sorry

after buying this.

Summary
The findings clearly show that the sample Gen Y is very prone to find excuses for
their mindless actions. They either accuse the system, justify their pro-consumptions
with several excuses or talk about “mob mentality” effect which are presented as

reasons of mindless consumption. Aware of what they do or not, they even can
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redefine the “need” concept in a way that justifies their mindless consumption
behavior. Furthermore, they have very deeply felt excuses for not sacrificing their
consumption such as happiness, feeling of power and self care.

In general, the findings presents a paradox between the mindset and behavioral
dimensions of the sample which leads to an inadequate realization of mindful
consumption. Whereas their mindsets, initial discourses show an anti-consumption
orientation that supports the ideas such as de-consumption, awareness of and care
about others and environment in overall, yet their own pro-consumption discourses
presents an obstacle for the tranfer of mindfulness concept in practice. The next
section will present what possible motivators can be for decreasing this gap and thus
increase mindfulness both in mindset and behavioral dimension. The findings are

also grouped from the set of research questions throughout the interviews.

3.5 Motivations for Mindful Consumption: “I would Consume Less If...”
The second set of questions are addressed to the idea of what kind of a marketing
strategy can be used to change the behaviors of the consumers and what might affect

them to consume in a mindful way compared to their past actions.

The basic answers show that the Gen Y prefers ads that expand their awareness
levels. They need any kind of strategy that may lead to emotional stability which will
decrease the consumption levels resulting from unhappiness, and they call for a
system that includes re-production instead of total consumption.

3.5.1 Ads

Gen Y mostly calls for less advertising or a more motivating advertising style that
helps them feel a part of nature and belongingness to universe. Although most of
them declare that they are not much affected by the ads, they still feel the necessity to

be under less pressure from marketing tools around them.

“If there were no ads, we would probably consume less. I would like to see
ads that show me the fact that 1 am also a part of the nature. I mean, the
message that when the nature no more exist, I will no more exist...” (F, 23)

A complementary message comes from another female consumer who usually uses

plastic cans just because the glass water cans are so heavy and more expensive.
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Visuality is among the most requested ad type that is expected to have an impact on
this generation for behavior change. Gizem, one of those who justify their use of
plastic bottles due to the cost, expresses her shopping tendency due to unhappiness,

but yet her readiness to change this behavior with the following conditions:

“Those poor animals that are trapped in packages or turtles trapped in
hoops... I feel really bad when I see them. So if they make such an ad that
shows those poor fishes trapped in plastics, when the plastics are thrown out
into the sea,, I would most probably never buy it again. Yes, never ever!” (F,

23)

“They should give me the message that [ am a part of nature, I belong to the
nature. The message that when nature no more exists, |1 will no more exist or
that I will disappear, too.” (F, 24)

Aside from visual exposition, simplicity and information about natural world

conditions is also defined as another requested attribute in ads.

“If they visually show us related ads, I believe that the return will be more,
the society will become more conscious and mindful. The return of all these
activities are a lot to nature, environment. We should not only think about
ourselves. A simple and an effective ad might affect me, 1 guess. | think such
an ad would also affect others, too.” (M, 21)

They are ready to give sacrifice from money or comfort as long as they are motivated
and informed to do so. Ali, defines himself as a mindless consumer as he says he
cannot always pay attention to what he buy, or make mind oriented calculations of
cost-benefit analysis. However, as a not core care taker or an information processor

while shopping, defines the need for further information as such:

“Let’s assume I will buy a printer. It can be either with cartridge, or toner. If
the one with cartridge harms the nature more than the other version, or if it is
production process harms nature, or any way that it harms the environment
and if I did not know this, I can buy that one. But if they gave me the required
information through ads, | would go and buy the alternative version even if it
is 50 TL more. Even if | do not have the potential, 1 would go and buy that
one. And in ads, it is important that producers address and bespeak the
consumers, feature the positive sides of their products and inform us. We, as
the consumer cannot always become aware of these details, but they should
make us aware so that we can choose.” (M, 24)
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They ask for smart and interesting ads addressing both to emotions and lead people
to think, question and dream a vision at the same time while giving humorist
messages. Even though some of them believe that no women can exactly be isolated
from shopping, there are points where they still see ads as a way to increase

awareness levels, societal consciousness and thus behavior change.

“4 smart ad... That would really affect me. For instance, Is Bankasi ad which
gives the message of how a bank could bring a person from one point to
another... The small kid selling the water himself alone first, then buying an
umbrella, and then buying a cap for putting the water in, these are all smart
ideas. The fiction is very good...” (F, 26)

“Even it is in social media, on TV or on newspaper ads, creativity affects me.
In fact, it is related to how smart and intelligent the message is transferred
and directly addressing and communicating with the consumer. How much
the message is clearly and simply transferred to the addressed audience is
important.

Independent of the type of ad or social media message, the message and information
of “damage” to nature given through is also expressed as a motivator for anti-
consumption by stating that knowing that something damages the environment
would change their behavior. Aside from the information requested, some of the
younger respondents attracted attention to collectivism message which is expected to

increase the level of societal mindfulness.

“The ads that direct and motivate people towards collective action... For
instance Coca Cola, recently has many such ads. All people, even the worst
ones wishes collectivism and unity, inside themselves they search for this. (M,
2]) »

3.5.2 Cultural Orientation and Spiritual Self-Development

The cultural background where the consumers grew up mostly determines how they
behave throughout their life. Those who were raised by parents mindfully consume
expressed that encouragement and direction of people for common use of materials is

necessary to decrease consumption levels.

“This is basically something brought from childhood, very early stages of
life. This is totally a consciousness, a mindset given by the family. Family
orientation combined with child’s inner self orientation, how much s/he has...
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I mean, this starts in family circle and is related to how much the child
improves his/her self.” (F, 27)

“As I grew up in a family that always consume at minimum levels, I also
behave like that. That’s what I see. I believe that, it is necessary to
encourage, support and redirect people towards common usage; at least
those who belong to the same family, may apply this.” (F,31)

Birsen, who is a minimalist in consumption, sees balancing the demand and supply
through increasing consciousness as a possible solution for mindless action. Stocking
is rejected in most cases by her, both for providing the freshness of the products she
consume and also expresses this choice with the changed world conditions. Whereas
in the previous ages stocking might be seen as necessary when it was harder to find
much of these goods and products always available, now everything is available for

everyone out in markets.

“In early ages, maybe they need to stock things as it was harder to find them
in rough conditions. But now availability is high. If everyone consumes
parallel to their need levels, then demand for a certain product will be less,
so mindfulness will increase this way I guess.”(F, 31)

Emotions are one of the most important determinants of consumption expressed by
most of the respondents. Especially, unhappiness shown as the ultimate fuse of
spending money is best expected to be overcome by fulfilling the happiness

expectations and spiritual evolutions of this generation.

“If my emotional and spiritual stability is complete, I might consume less. |
mean, if 1 am really and fully happy, all my relations with my family, my
girlfriend is all well, 1 would consume less. The quest for fulfillment
decreases when these are all good.” (M, 23)

Mert’s quest for perfection and his view of life as an evolutionary platform described
explicitly in the first chapter, also becomes visible in what could motivate him to
change consumption patterns. There are similar cases that express personal evolution
and self-development as a solution to over consumption problem and a route to

mindfulness.
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Segil, who is honestly expressing her mindlessness in terms of shopping and justified
this tendency with her quest for replacing unhappiness with shopping happiness, is in

fact willing to consume less.

“If I really experience the feeling of satiation, I would consume less.” (F, 23)

“This is something related to my self~improvement and the things
environment and people around me added to me. The cultural, social, and
economic values | added to myself. The more they improve, the more mindful
I become. In fact, if there are more people like this around you, the
interaction will be more and thus mindfulness can increase.” (F, 27)

Collective action previously requested in ads is further described as an emotional
motivator and in some cases it is equated with power when compared to individual
action. Even though he honestly accepts that he cannot achieve to successfully
transfer his ideas into practice (for instance he could not quit smoking just because
he felt alone and could not find anyone to back him up), he still expresses the need of
any motivator that increases his level of self-control and fulfill his spiritual quest of

feeling not alone.

“This is something related to controlling your will, in other words self-
control. Collective action, or someone doing the same thing with me,
motivates me. For instance, ‘dad let’s quit smoking together! Let’s have a
healthier life and go to sports. | say to my parents and this motivates me. It
would be more resistant and sustainable when you are not alone.” (M, 21)

“Friendship effect, having my family with me, feeling their support, admiring
them would motivate me.” (M, 18)

3.5.3 Education for All, Education from All Channels

Popularity of social media usage is common and there are diverse channels of
marketing available today. Aside from all ads, some consumers mentioned that one
channel of communication is not enough to decrease the consumption levels. Instead,
she pointed out the necessity of public announcements to enhance the consciousness

levels of consumers and redirect consumption patterns with the following sentences:

“We generally use internet actively and I especially try to read blogs. | follow
them. This damaged the nature, this is harmful for human health, etc. | read
them and try to change my habits or addictions. Public announcements and
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conferences that may redirect towards mindful consumption is necessary. |
mean, not only increasing the individual level of awareness, but instead
societal level of awareness is should be enhanced and it should be a a habit
at societal level. A mass transaction is necessary in order to achieve
something. Smart campaigns or ads should be done.” (F, 25)

“Increasing the consciousness level of society is very important. I mean,
today both a kid and a 60-70 years old adult uses social media actively. So,
public announcements, conferences directing people to mindful consumption
not in terms of individual but in terms of expansion in societal level is very
crucial. A mass movement is require and creating this through social media is
more logical.” (F, 26)

Necessity to observe the real damage in nature is expressed as another motivating

factor for mindfulness expanded through educational seminars.

“All educational seminars are given in closed conference halls. Instead,
educators should take people to degenerated places in nature and let them
observe the harm themselves. Such education would be more effective on
consumption patterns of human beings.” (M, 22)

It is more or less requested by all consumers that they need to be informed by any
social media or marketing agency in order to be more aware, conscious and mindful
to change their behaviors. Even though the channel might differ, most of the
respondents feel the necessity to be addressed directly by marketing channels and

indicate that otherwise they can easily ignore.

“If I am aware, I pay attention. That product should tell me that I am such
product, such useful/beneficial, or such harmless; 1 mean if there is a
stimulant, |1 pay attention. Otherwise, if both are empty bottles without
information for instance, | would by the cheaper.” (M, 33)

Rediscovering the production phase and replacing it with perpetual consumption is
finally expressed. A young new graduate female who makes installation at home

expresses this need as follow:

“How we can go back to the basics? What we really need? Do we really need
all we use right now? We need a system that we produce through knowing
what we need, a system we produce more, not only consuming without
reason, a system that we buy after we question what we want. A system that
we ourselves may produce... Because when we are away from production,
our health is also negatively affected. We are distanced from nature and
environment. Everything comes to us with packages. | mean, | can dream of a
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system that is away from packaging, a little bit more organic and that
includes people” (F, 23)

Summary
The findings suggest that the Gen Y sample of the research attaches a great
importance to all channels of marketing as a key motivator for behavior change.
They not only request the marketing channels to push them for more mindful actions
but also insist on demanding those channels to give messages that increase the
awareness level of the society and the mindset of the communities. Ads are requested
that give subconscious messages which makes them feel a part of the nature and that
they are capable of changing something-that they have the power to have an impact
on earth. Additionally, it is expected that the ads should be more clear about
informing the consumers on the positive attributes of the products such as green ones

which less harm the nature.

Cultural oriented collective action from childhood is also requested. Encouraging,
supporting and redirecting people towards re-usage or common usage of goods is
expected since childhood ages so that people grow up with that mindset which

decreases the barriers in front of mindfullness.

Finally, education from all communication channels such as media, tv, newspapers,
blogs are expected to be informative and sustainability supportive. All the messages
are requested to be “mindful” oriented designed so that consumers should learn
which product really cares about nature and personal wellbeing. The findings show
that the consumers expect to be persuaded that they have the power to change the

world even if this is expected to be a dream.
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CHAPTER IV: DISCUSSION AND FUTURE RESEARCH
"The difference between what we do and what we are capable of doing

would suffice to solve most of the world’s problem.”

(Mahatma Gandhi)

Employing three main research questions in this study, this dissertation explored
whether Gen Y has a mindful mindset, how they define the mindful consumption,
and if they do not have a mindful mindset, whether they are ready or open to form
such a mindset. The exploration process in this research was a challenging, and yet a

cognitively provoking one.

The previous chapter explained in detail whether the findings supported the research
propositions or they differed from mindful consumption literature. Also, as most of
the discourses of the research sample somewhat diverged from the literature in terms
of mindful consumption, | presented a novel model suggesting a new way of
structuralization of “mindfulness”. In the light of those findings, this final chapter
intends to discuss the findings and the contribution of the dissertation to theory. The
chapter also presents practical implications of the study, as well as limitations, and

recommendations for further research.

4.1 Conclusions to Research Question One

The first question of this study aimed to explore whether members of Gen Y in this
research have a mindful mindset or not. To better understand the answers to this
question, it was necessary to explore if the members of Gen Y have complementary
attitudes and values in the context of available literature on mindfulness and mindful
consumption. To make such an analysis, definitionary keywords for mindfulness
from diverse fields of literature were compared with the discourses of the Gen Y

sample in this research, in addition to a comparison of mindful mindset definitions.
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Mindfulness keywords from a variety of fields in literature include “a sense of
wonder, a feeling of union with nature, a sense of peace of mind, a feeling of
wholeness, a feeling of joy, a feeling of living in the present moment, a sense of
being accepted within the universe (Jacob and Brinkerhoff, 1999). Turning back to
the discourses of Gen Y members included in this study, most of them show
complementary attitudes and discourses when talking about life and self, which in
the long run are expected to shape their behavioral attitudes, particularly in terms of
consumption orientation. Their priority in life is attached to the meaning of
“happiness”, and they frequently mention about “seizing the moment”, “being
happy”, “enjoying the life as it comes”, “becoming who they are” and similar
complementary attitudes. Their spiritually oriented discourses such as “I feel as if I
have a mission to complete but I don’t know what it is”, “I feel we have a control
over nature both physically and spiritually”, “I think this is aboout human evolution”
supports our premise that they have a sense of being accepted within the universe,
and see themselves as beings who are capable of changing things, both individually

and collectively.

Even though it is convenient to conclude that the members of Gen Y has a certain
level of mindful mindset, looking at their discourses, it also appears that a different
conceptualization of “mindfulness” is present. As depicted in the model proposed in
this study, regardless of cognitive or behavioral level, their discourses and values of
life suggest conceptualizations posited at individual versus collective orientations.
When talking about self and life, they are more individually oriented; whereas when
talking about others and environment, they have tendency to be more collective
oriented. With their world view, awareness, and a source of spirituality, they seem to
be “Millennium Tinkerbell”’s, who believe in the magic of happiness and the power
of human potential. This being said, however, they also express the feeling of being
trapped within the system and complain about being unable to realize themselves on
a more collective level due to external factors such as the system pressure and
marketing tools. They sometimes feel as they are lost despite their consciousness
level, and are open to re-shape their behaviors and perceptions by accepting the
already established “rules of world”, although they express that such a choice would
make them unhappy. They are fragile in terms of their perceptions of others and

environment, deeply caring about helping others and the nature.
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As the origins of “mindfulness” concept in Pali language (coming from the word
“sati”) means “to remember”, the discourses of members of Gen Y in this study
reveal that they recall who they are deep inside, and their mindsets are not far away
from being mindful. They see life as a journey of learning throughout the challenges,
attaching a great importance to the small moments in life where they grab and share
bits and pieces of happiness, and have the potential mindset to become the catalysts
for change under right circumstances, and particularly when they are not restricted.
Coming across restrictions, they feel that they lose their own souls and could not
transform their real attitudes and souls to practical life. Their sensibility is not only
on individual terms, but instead they also show a great sensitivity towards other
people, animals and other creatures on earth. Some of them even define a missionary

role as a capacity to balance the nature and earth through the actions they undertake.

Overall, regardless of age, gender, income, and education level, they show
complementary mindset attributes to the mindfulness literature aside from the fact
that there occurs a new conceptual framework about mindfulness concept in Gen Y
perception. Even though they come from a less educated, lower incomed and
younger segment of the population, they, as living creatures, feel —or learn— the
necessity to contribute to life. By confirming that the sample possess necessary
mental infrastructure to mindfulness, a second research question comes to forefront,

addressing how these individuals define mindefulness from their own points of view.

4.2 Conclusions to Research Question Two

In the light of the literature and the first research question, the second research
question explored how the members of Gen Y perceive and define mindful
consumption. The analysis of the first research question supported the assumptions
that they already have a mindful mindset to the point that makes them aware,
conscious, and sensitive about the world around them. However, looking at their
consumption discourses and justifications about their pro-consumption behaviors, it
is obvious that the attitude-behavior gap, which is also pointed at in the literature
(Vermeir and Verbeke, 2006; McCrindle, 2007) is also the case for the members of
Gen Y. This issue becomes clear particularly when talking about mindful behavior.

The analysis of the second research question reveals that a similar conceptualization
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of “individual versus collective oriented” mindful consumption is apparent in their
perceptions and consumption discourses. When asked about what mindful
consumption means to them, members of this generation take into account individual
need oriented concerns as the underlying factor. They also label “happiness” as one
of their basic needs. Interestingly, they enroot their justification of pro-consumption
behaviors in happiness, and they deeply feel that it is a need for them. Aside from
individual conceptualization, they also mention the collective life on the earth and
thus define mindful consumption as “satisfying individual need while not damaging
others and the nature.” This “balancing” role also includes their quest for “health for
all”, and they believe that mindful consumption behavior includes both replying to
one’s own needs as well as to others’ on planet. Here, their discourses slightly differ
from the literal definitions of already available mindful behavior literature, which is
defined as “balancing and decreasing consumption” and “novelty in response to
changing situations. They care about balancing the consumption, but can not
completely transform the mindset to behavior in practice. These findings demonstrate
the role and importance of underlying powers at work in transformation of mindful
attitudes to behavior. As also shown the model, pro-consumption and anti-
consumption discourses clash in this transformation zone, which most of the time
results in a victory of pro-consumption behaviors. This accords with the literature
that suggests social awareness has not always been translated into practice
(McCrindle, 2007) and that the definition of sustainability for this generation is
ethnocentric (Hume, 2010) and that basic needs have a priority in considering their
purchase decisions (Chu, Lin, and Chi, 2013).

4.3 Conclusions to Research Question Three

The last research question explored what might act as potential changemaking
triggers for the members of Gen Y, so that they will change their orientations to
consumption. Looking at their discourses, this generation is well aware of the
potential they have inside, and the connection they have with the earth. Most of their
discourses support the fact that marketing has a power to shape the consumption
attitude of this generation, and that they are willing to accept a marketing approach
that creates a shift in the consciousness and awareness levels of humanity. In this

context, they actively ask for the marketing institution to convey messages that
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enhance a better understanding of sustainability, and increase the connection between
humanity, nature, and the earth.

Aside from marketing tools, members of generation seek for initiatives that enhance
the human power over nature, as a means of a constructive tool rather than a
destructive instinct, which they believe to lead human beings to overconsumption.
Smart and interesting ads, which touch the heart of consumers and motivate for
collective action are told to be impressive in their potential to change their decisions

in terms of consumption habits.

Actions within the daily lives of the consumers are also searched for change-making.
Interestingly, spiritual self-evolution and any tool or message that helps the
realization of thuman evolution and consciousness is expected by this generation,
with the belief that this would decrease the consumption orientation and waste. Thus,
any tool —or marketing message that would enhance spiritual stability is highly

encouraged by this generation.

Last but not least, education is seen as a crucial element, as a motivating force to
decrease consumption and to put mindfulness in action. Independent of educational
levels of the respondents within the sample, the majority of this generation is highly
surrounded by social media, where they are exposed to a myriad of messagesfrom
various platforms every single day. Therefore, they acknowledge the importance of
education in transfering sustainable and actual information about world problems, as
well as small tips companies do for contributing to the sustainability. Aside from
this, they also feel the necessity to enhance the consciousness level of the society in
its entirety, theough any form of educational tools, such as public announcements,
campaigns, social blogs, and web platforms. They regard awareness as a pre-
condition of mindset shift and behavioral change, however they believe that third-
parties can trigger and enhance the creation such consciousness in the society. This
educational information quest also includes questioning what humanity really needs
to use, and re-creating a new system where production precedes the addicition of

consumption orientation without questioning what is really needed.
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4.4 Overall Discussion

The concept of mindful consumption is proposed by several scholars very recently
(Sheth and Sisodia, 2006; Sheth, Sethia, and Srinivas, 2011; Malhotra, Lee, and
Uslay, 2012) as a solution to the sustainability problem adressed in the marketing
literature (Choi and Ng, 2011). There are several sets of definitions of sustainability
concept, which is already addressed in the literature review. Comparingly, even
though mindfulness concept is not new in the literatute, the concept of mindful
consumption has been discussed less, and the basic vulnerability of mindful
consumption is the way it is perceived by Gen Y. This generation has been the
subject of numerous studies, and from a sustainability perspective, they are regarded
as catalysts for change. However, available academic work do not address how this
population perceives mindful consumption concept, and how they practically define
it. In order to understand how mindful consumption may contribute to sustainability,
we first have to understand how it is perceived, defined, and transformed into to
action by consumers. With this intention, this dissertation aimed to understand the
perception of Gen Y about the concept of mindful consumption, to understand if they
have a mindful mindset or not, and to explore if they are ready to form such a
mindset if they do not already have one.

One of the major issues raised from our findings pertains to the definitions offered.
Looking at the sample interviews, it is evident that a new set of conceptualization is
present in terms of how Gen Y population perceives and defines mindful
consumption. Mindfulness aspects include “a sense of wonder, a feeling of union
with the nature, a feeling of living in the present movement, and a sense of being
accepted within the universe”. The discourses of the sample Gen Y in this
dissertation support the fact that they possess main facets of this mindset. They
frequently talk about how it is crucial for them to be happy, to seize the moment as it
comes, and to respond to instant circumstances on a fruithful way. In literature
mindfulness has been discussed under several domains, which ranges from social
psychology to marketing, as well as including definitions of mindfulness concept
from several perspectives such as individual, psychological, and marketing-related
dimensions. In order to explore if the concept may contribute to fight
overconsumption, first it is necessary to understand what it means to Gen Y.

“Opennes to novelty, alertness to distinction, sensitivity to different contexts,
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awareness of multiple perspectives, and orientation in the present paying attention to
immediate situation” are defined as the individual levels of the concept (Sternberg,
2000; Malhotra, Lee and Uslay, 2012). Looking at the new model proposed in this
dissertation, we see that Gen Y also attaches different meanings to the concept, while
supporting the former ones, leading to a new way of structuralization. Accordingly,
individual and collective oriented definitions exist in the minds of Gen Y, whereas
the literature lacks a collective understanding of the concept. The findings of this
study concludes that there are four dimensions the self, life, others, and
environment. On two different levels of individual versus collective orientation, this
generation perceives the concept as a balance between self and life as well as a
contribution made to others and the environment. Looking at their discourses, they
support the attributes of mindful mindset which is associated with “a sense of caring
for self, for community and for nature” (Sheth, Sethia and Srinivas, 2011), as well as
they show a slight difference in terms of mindful behavior definitions. When
speaking about self and life, they frequently address the keywords such as sense of
wonder, openness to novelty, alertness to distinction, caring for self, excitement,
freedom, peace of mind, joy, and living in the present moment. Moreover, their
discourses about life and self support their spiritual belongingness within the
universe, and their connectedness to nature as well as their feeling of wholeness.
Caring for community, caring for and power over nature, are among the most
frequently described instincts when talking about environment, while on the other
hand, empathy and caring for others are strongly present when talking about others.
Communicating with local small companies such as brasseries for the sustainable
existence of them, a state of alertness for equality of all creatures and human beings
are some examples of their sensitivity in terms of mindset. The core values of this
generation, which can be listed as optimism, civic duty, confidence, idealism,
diversity (Alch, 2000; Reisenwitz and lyer, 2009), and the crucial importance they
attach to happiness in life (Bell and McMinn, 2010) find place in most of their
discourses about self and life. Talking about these two dimensions, their spiritual
blending also reveal out through their discourses on self-evolution and the
importance they attach to the feeling of a union with the nature and universe. Their
need to control their environment, and their desire to have positive impact on people
(Lancaster and Stillman, 2002; Reisenwitz and lyer, 2009) also become apparent in

their discourses about others and environment through supporting the previous
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literature on core values of this generation. They feel incomplete when they are
isolated from nature and this feeling of incompleteness is expressed by extreme

rhetorics such as the feeling of loss of a bodily part.

All of the above facts confirm the presence of a mindful mindset in this generation.
On the other hand, looking at the behavioral dimensions, a similar structuralization
appears on a slightly different path as compared to available definitions in the
literature. Mindful behavior in literature is characterized by “balancing and
decreasing consumption” and “novelty in responce to changing situations”. Looking
at the discourses of Gen Y sample in this research, the already addressed attitude-
behavior gap in terms of consumption (Vermeir and Verbeke, 2006), and the lack of
transformation of sustainability awareness into practice (McCrindle, 2007) are also
valid for Gen Y in terms of mindful behavior. Even though their discourses support
the presence of mindful mindset in accordance with the literature on mindfulness and
mindful consumption, their behaviors in practice do not support the already defined
sets of mindful behavior. Instead, they have pro-consumption discourses well
justified with reasons such as happiness and needs. However, when asked about how
they define mindful behavior, a similar structure of individual versus collective

oriented sets of mindful consumption exist.

Overall, the findings of this research suggest that the Gen Y are “millennium
Tinkerbells” who prioritize a happy life full of love and compassion in terms of
individual oriented mindful mindset, while uniqueness and idealism are their core
values in terms of self-perception. Instead of a monotonous life which evokes a fear
of resembling another person, they choose to perceive life as a gift, where they have
many chances to seize different moments and to invest in themselves. On the
collective dimension of mindful mindset, they represent the motto of “sharing is
caring” with the importance they attach to their role in others and environment. They
are care givers, sharers, and spiritualists, who pay attention to helping others, and
balancing life in any way they can. The individual dimension of their mindset, filled
by love and compassion, impact their approach to others, and lead them to invest in
the well-being other lives, as well as contributing to the balance the nature and
environment in any way they can. They search for a meaning in life, in any aspect of

life, and talk about meaninglessness of materialism when they perceive the infinity in
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the universe, the phase of self-evolution throughout life, and the huge potential of
undiscovered things waiting out there to be explored. Their spiritually-fragile
existence also reflects their potential to see the good in everything, while this also
leads them to feel lost under the system pressure, just because they reject rules and
care more about questioning the reasons of life and existence. They are incorrigable
naturalists feeling themselves an essential part of nature and environment. Being in
the same life, same planet, same universe with many other living creatures is what
determines their attitude towards environment, and is certainly associated with
happiness. They believe in the power they have to control the nature, to shape the
nature, and to help the nature to survive. It would not be wrong to claim that they are
missionary spirituals passing through the earth, who feel trapped under the pressure

of the capitalist system, and existing rules in this system set by former generations.

Looking at the behavioral dimension, findings of this study conclude that their
mindset is not directly transformed into practice. Deviating from the mindful
behavior definitions in literature, the model proposed in this study shows that need
orientation and a process of logical thinking are the individual dimensions of how
Gen Y perceive and define the concept, while balance and health for all is the core of
collective dimension. Accordingly, individual mindful consumption requires
combining awareness and consciousness with active information processing,
cautional economies, need computation and minimization. Of course, what is
perceived as “need” by them is a crucial question to be asked, as they also justify
their pro-consumption attitudes with the need of happiness. On the collective
dimension, their attitude towards others and environment on mindset level show a
similar tendency of how they define the concept. Accordingly, collective
mindfulness is balancing and creating health for all living creatures on earth. They
attach humanity a mission to balance the nature, consume in a way that will both
satisfy the personal needs, by not damaging the environment or any other living
creature on earth at the same time. Existing in nature requires controlling the nature
on a constructive way rather than a destructive one. By saying health for all, they
attach a crucial importance to the fact that none of the consumed goods or services
give any harm to personal well being or the survival of any other creatures and
nature’s sustainability. It is apparent that, despite their high level of awareness on

mindset level, there is still a insufficiency in behavioral dimension. Systemic
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pressure and the feeling of individual despair against the system affect how they
behave, and these therefore exist as a barrier to mindful consumption. They make
comparisons with other European systems, which motivate and foster sustainable
practices, and fall into the trap of the illusion of individual despair against the
system. They feel as if they are individually insufficient in terms of their potential
contribution to change making. This illusion is visible in their discourses such as
“What can I do on my own?” Many justifications for their consumption behaviors
such as the price and weight of the consumed sustainable products as glass bottles,
effects of group psychology or mob mentality, and nonsacrifice due to the power and
happiness brought by shopping are also present as barriers to mindful consumption.

Mindful marketing, which is told to be cultivating mindful consumption through
effective, efficient and, ethical ways, while instanteneously considering the interests
of both buyers and sellers (Sheth and Sisodia, 2006), may be a response to the
problem of mindless behavior (Malhotra, Lee and Uslay, 2012), as well as the gap
that exists in the members of Gen Y between their mindsets and behaviors. Looking
at the discourses of respondents, they also seek for such marketing initiatives, which
were presented as the motivators for mindful consumption in the last chapter of this
dissertation. They seek for mindful consumption oriented marketing, which takes
into account environmental, personal, and economic well-being of the consumers
(Sheth et al., 2011), as well as any educational tools and structures to impose
subconscious messages to the consumer mindsets in order to prompt a behavioral
change. They mention that they would consume less, and are ready to sacrifice
money or comfort if they are happier, to experience a self-evolution process, and are
motivated and informed to do so. Any kind of smart ads appealing to both emotions
and rationality, conveying humorous messages indicating that humanity is a part of
nature are strongly desired. Emotional and spiritual stability, which they see as a part
of human integrity and wholeness, is also considered a key concept for mindful
action, which they also expect to be increased by marketing communications.
Accordingly, the quest for gratification through consumption declines when
emotional and spiritual stability increases. Aside from these, collective action
supported and motivated by marketing channels are also sought with the aim to
increase the power of unity and collectivism on the planet. This generation clearly

expresses that there will be smaller gap between mindset and behavior, provided that
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the consumers are more conscious and happy. By referring to this level of
consciousness, they do not only mention individual consciousness, but instead refer
to a paradigm shift on societal level, which necessiate a public movement. A return
to the former understanding of production which surpasses consumption is sought
for, where consumers are integrated into the production processes of what they
consume, through better understanding and re-defining the “need” they have through
correct information provided by marketing channels. Being not involved in the
production process is believed to negatively influence the system, as this isolates
human beings from nature and environment. Reducing packaging and ready-to-use
products, and in return increasing the production and use of organic goods that
integrates people to all phases of production is suggested as one of many ways to

decrease mindless consumption behaviors.

To sum up, the members of Gen Y possess a certain level of mindful mindset, while
their discourses call for a novel structuralization for the mindful consumption
concept. Both on mindset level and behavioral level, their definitions have an
individual versus collective dimension of understanding, and they define the concept
through four different aspects including their understanding of self, life, others, and
environment. The attitude behavior gap they have mostly results from the
justifications they make for the sake of a happy life and the feeling of self-fulfilment
compensated by consumption phenomenon as an illusion. On mindful behavior level,
their definitions also show a similar conceptualization of individuality versus
collectivity, where they always assume a heavy responsibility on humanity towards

nature and earth, in terms of a missionary role of balancing and changing the world.

It would not be wrong to claim that, with a high level of awareness and the presence
of a strong mindful mindset, this generation has a huge hidden potential as change-
makers for the sake of the world. However, their spiritual awareness, mindful
mindsets, and the passion to steer in life by realizing who they really are, seem to be
restrained by existing rules and systems established by older generations. Available
structure of the marketing institution worldwide that fosters excess consumption by
creating perceptions of beauty ideals, images of better goods and services, causes this
generation to feel trapped between who they really are and whom they should

become. Life does not have a simple road map for human beings which makes them
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easily transform into the person who they should become. Although the mindset has
a strong impact in determining the personality of a human being, transforming this
mindset into behavior requires a long process of learning. This process needs to be
strengthened by the system in which the humankind grows up and live through. In
order to contribute to life, and to create a sustainable change for the upcoming
generations, the very core obligation of producers, companies, in short, marketers is
to help transformation of mindfulmindset into action. This necessiates first to
understand to whom they serve, and how the mindset of these groups of people
perceive the concepts of mindful consumption, and then to contribute to generation
of alternative lifestyles, which would invest in change-making both in mindset levels
and behaviors of newer generations-those who are the current producers of life for

next generations in the future.

4.5 Contribution of the Study

The study contributes to marketing literature on a theoretical basis through offering a
different conceptualization for the concept of mindfulness through the eyes of Gen
Y. Although there has been numerous studies on sustainability, the problem of its
practical application can not be solved to the point where human practices decreases
the world problems such as global pollution, economic crisis, and environmental
degregation. Proposed as a novel concept redounded in marketing literature in the
recent era, mindful consumption has a lot to do with the understanding of mindset,
behavior, and the transformation of mindset into behavior on an overall basis.
However, the concept itself lacks clarification in terms of how it is perceived by
individuals. Again, while a majority of studies on Generation Y states well-defined
attributes and experiences about this generation, there currently exists a gap in terms
of their mindfulness perceptions.

Considering these facts, the study first contributes to marketing literature through
connecting Gen Y and concept of mindful consumption in a manner that it explores
their mindset and integrates it to marketing literature through a different
conceptualization as compared to available versions. The findings reveal that this
generation already has a mindful mindset, and further exploring the dynamics of this
mindset, the paper contributes to theory by offering a novel conceptual model. This

conceptual model differs from previous work in literature in two main aspects: First,

117



it takes into account the already defined dimensions of mindful consumption —
mindset and behavior- seperately from the eyes of Gen Y, and explores them on a
deeper level through demonstrating that these dimensions have further sub-
dimensions in Gen Y mindsets. These are integrated to the literature through a new
conceptualization of “individual versus collective orientation” of mindfulness as well

as a similar categorization in terms of behavioral level.

Also, the study contributes to theory by showing the fact that on behavioral level the
perceptions of Gen Y slightly differ from those offered in the literature. They do
show complementary mindset attributes, while they do have different applications in
practice and a different set of understanding of mindful behavior. The study also
integrates their conceptualization of mindful behavior to the model proposed, in
addition to the complementary anti-consumption behaviors they have, which would

not be wrong to claim more to stay on mindset level or already learned behaviors.

Finally, the study contributes to literature by investigating the pro-consumption
orientations of members of Gen Y, which act as barriers to mindful consumption, and
the underlying motives behind their potential will to change. On a theoretical level,
they claim that they would be willing to change their behaviors despite the
challenges they may have, particularly if they are motivated to do so. As they have
the potential to change with their awareness levels on a more spiritual level —also the
potential of individual change, which is a trigger for collective consciousness and
change for the planet earth— the marketing scholars and marketing practitioners
should take into account this potential both in marketing theory, and marketing

applications.

4.6 Limitations and Recommendations for Future Research

Limitations of this study includes use of a sample only currently living in izmir, and
the fact that qualitative research quality is heavily dependent on the individual skills
of the researcher and more easily influenced by the researcher's personal biases and
idiosyncrasies. This may be perceived as questioning the generalizability of the
findings, but on the overall context they do not limit the value of findings due to the

following reasons:
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First, in order to minimize the limitation about the sample, the sample is divided into
different segments to allow for a higher degree of inclusiveness from different age
groups on an equal basis, as explained in detail in chapter two. Also, different
educational, cultural, and ideological backgrounds are taken into account while
choosing the respondents in order to minimize the effect of similar attributes and
characteristics. Finally, although all the respondents currently reside in Izmir, they
may come from different origins or cities, which enhance their potential to have

different habits, cultural orientations, and attitudes towards life.

To minimize the second limitation of the study that may arose from the personal
biases, several attempts were taken throughout the interview and analysis stages
including applying several different stages of coding process, triangulation among
findings, as well asking the same question more than once in the same interview on
different times to check for the reliability and consistency of responses. Conducting a
research study aiming to explore the perceptions of Gen Y about mindful
consumption, even though limitations of research approach exists by nature, it would
still be more convenient to use qualitative research than a quantitative one and to

question their discourses on a more deeper level.

The limitations of this study also provide directions for further research. Additional
research is required to understand the validity of the findings of this study, as well as
the need to further explore Gen Y conceptualization of mindfulness. It would be
fruitful to enlarge the sample by cross-cultural comparisons, as well as questioning
the potential transformation of their discourses to practice. Aside from cross-cultural
comparison, further research across generations might be useful to understand how
the understanding of mindfulness concept vary across different people from two
different generations. This would also help to understand the real potential of Gen Y
in terms of creating a mindset and behavior shift, and the difference they have

compared to their pioneers and/or followers in terms of mindset level.

Focusing back to the motivations for minful consumption, the findings reveal that
this generation is ready to act as catalysts of change under right circumstances and
state their need to be pushed towards mindfulness from all marketing channels.

However, it would also be convenient to question if their attitude and behavior gap
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can be practically diminished by creating the circumstances and marketing
applications they ask for in the long run.

Finally, deeper exploration about the dimensions of mindfulness proposed in the
model of this study is needed to see how far the mindset of Gen Y can expand.
Further qualitative research might be fruitful to explore how would they define
individual versus collective mindset, and individual versus collective behavior in the

long run.
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APPENDIX |
Research Interview Questions
1) Questions related to the Informant Profile
e Bana kendiniden bahseder misin? Kag yasindasin?
e  Okuyor musun?
e Ailenle mi yasiyorsun? Bize bir giiniinii anlatir misin?
e Hobilerin nelerdir?
e Hayata bakisini tanimlar misin, hayati nasil algilryorsun?
e Hayat amacin nedir?
e Sosyal ve dogal ¢cevrende kendini nasil tanimlarsin?
e Bana kendini tanimlarken asagidakilerden hangisini kullanirsin “sense of wonder”,

CEINNT3

“feeling of union with nature”, “a sense of peace of mind”, “a feeling of
wholeness”, “a feeling of joy”, “a feeling of living in the present movement”, “a
sense of being accepted within the universe”? (3rd person tanimla-kendini bu
insanla 6zdeslestirebiliyor musun?)

¢ Kendini bu sekilde tanimlar misin? “I have a sense of caring for self, for community
and nature”? (Sar1 olanlar sorulmuyor, kendini tanimlarken kullanip
kullanmadiklarima bakiyorum.)

e Biraz ¢evre hakkinda konusalim...

e Biraz insanlar hakkinda konugalim...

e Biraz doga hakkinda konusalim...

2) Questions related to the Consumption Orientation
e Tiketim senin i¢in ne ifade ediyor?
e Ne kadar tiiketim yaparsin?
o  Kendini bir tiiketici olarak tanimlayacak olsan nasil tanimlarsin?
e  Tiiketim aligkanliklarin daha ¢ok nelerdir?
e Daha ¢ok hizmet mi mal tiiketimi mi yapiyorsun?

Questions related to the Mindful Consumption

e  Sizce bilingli/duyarl: tiiketim ne demek?
e Tiiketim yaparken nelere dikkat edersin?
¢ Bilingli olarak tikketmedigin tiriinler var mi1?
e  Tikettigin iiriinlerin dogaya, ¢evreye, diger insanlara etkilerine dikkat eder misin?

e  Tikettigin iiriin veya hizmetlerin reklamlarinda en ¢ok seni hangi 6zellik etkiler?

Questions related to the Mindful Behavior Orientation
e  Tiketim aligkanliklarint degistirmek ister misin?
e Seni daha az tiiketmeye veya daha bilingli tilketmeye ne motive eder?

Probing: Bu anlattiklarinizi uygulayabiliyor musunuz? / Bir 6rnek verebilir misiniz?
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APPENDIX 11

Sample Interviews

iPEK (F, 24)

A: merhaba hos geldin Ipek. Bugiin seninle biraz tiiketim aliskanliklar1 izerine konusacagiz. Ama
once biraz seni tanimak istiyorum. Biraz kendinden bahseder misin? Neler yapiyorsun? Ailenle m
yastyorsun? Okuyor musun? Hobilerin neler?

Ipek: 23 yasindayim ailemle izmir’de yasiyorum. Gegen sene mimarlik boliimiinden mezun oldum.
Daha sonra yiiksek lisans i¢in Ingiltere’ye gittim. Bazi nedenlerden dolay1 biraktim. Simdi dondiim. Is
artyorum hayatima yon vermeye c¢alistyorum bir sekilde.

A: neden dondiin? Hangi {iniversiteden mezundun bu arada?

Ipek: Izmir ekonomi iiniversitesi giizel sanatlar tasarim fakiiltesinden mezun oldum.

A: Ingiltere’de hangi okuldaydmn? Ne yapiyordun?

Ipek: University College London *daydim. Mimari tasarim iizerine mastir yaptyordum.

A: neden biraktin peki?

Ipek: yani mutlu olmadigim igin biraktim isin kisacasi.

A: biraz daha agiklarsan. Yani mutlu olmamanin nedenleri nelerdi mesela?

Ipek: yani bir siire yalmz kaldim orda bir hayat kuramadim gibi oldu. Bunlar bir araya gelince birde
okulda yasadigim sorunlar...

A: okulda ne gibi sorunlar yagsadin?

Ipek: hocalarla iletisimde sorun yasadim okuldaki arkadaslarim vs. ¢evrem pek anlasabilecegim
insanlardan olusmuyordu. Oyle yani giizel zaman gegiremiyordum. Yani bir hayattmm olmamasi
¢aligmanin yaninda en 6nemli etkenlerden biriydi. Burada yasadigim hayati kuramadim orada.

A: peki burada yasadigim hayattan bahseder misin bana? Genel olarak giinliik bir hayatin igerisinde
neler yaptigindan.

Ipek: bunu orada fark ettim ashinda. Burada biraz daha fazla hobilerimle mesgul oldugumu daha fazla
arkadaglarimla vakit gegirmekten hoslandigimi fark ettim. Yani ¢alismanin tek odak noktam
olmadigini, tek bununla yasamayacagimi fark ettim. Yani o yiizden burada kurulu bir diizenimle daha
mutlu bir hayat siirdiirmeyi diisiiniiyorum.

A: peki hobilerin neler? Hobilerini yapamadigindan bahsettin.

Ipek: Piyona calistyordum baska tenis oynuyorum. Onun disinda yazi yaziyorum. Okuldayken daha
once gazete ¢ikariyorduk. Bir seyler yapiyorduk. Yani aktif bir sekilde devam ediyordu genel olarak
hayatim. Sadece derse veya ¢alismaya odakli degildi.

A: Suanda burada ailenle mi yastyorsun?

Ipek: evet ailemle yasiyorum.

A: peki bana bir giiniinii anlatir misin? Bir giin igerisinde neler yapryorsun?

Ipek: sabah erken kalkiyorum. Suanda ise gitmedigim i¢in yoga yapiyorum. Yiiriiyiise ¢ikiyorum,
kitap okuyorum. Yavas yavas iste tasarimla alakali orada devam ettigim projelerime bagladim, kendim

neler yapabilirim diye. Kendim ¢aligmaya basliyorum yavas yavas.
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A peki biraz hayattan bahsedelim istesen. Bana hayata bakisini tanimlar misin? Hayat1 nasil
algiliyorsun. Hayat senin i¢in ne ifade ediyor. O hayatin i¢inde kendini nasil tanimlarsin? Bu hayatta
ki hayata bakigini ifade bana biraz. Rahat ol istedigin kadar diistinebilirsin tek bir cevabi yok clinkii.
Ipek: yani biraz kesfetmeye dayali. Ne kadar ¢ok sey kesfedebilirsem o kadar mutlu oluyorum.
Birazda sevdiklerimle bir arada olmaliyim diye diisiiniiyorum. Yeni insanlar katmak ya da ne bileyim
sanirim bu biraz daha insan iligkilerine odakli hayat dedigim zaman kesfetmek.

A: iletigim.

Ipek: iletisim evet.

A: peki bu hayatin icerisinde kendi nerde goriiyorsun?

Ipek: kendimi nerde gériiyorum? Kendimi siirekli kesfetmeye ¢alisan bir insan olarak goriiyorum
herhalde.

A:Kendini kesfetmeye mi galistyorsun?

IPEK: Once kendimi daha farkli alanlarda farkh seyler yaparak diinyay1 bir sekilde yeryiiziinii
kesfetmek diyebilirim belki de.

A: Peki o zaman bana kendini tanimlarsan bu diinyanin igerisinde nasil tanimlarsin? Kendini bir birey
olarak bir varlik olarak tanimlayacak olsan bu diinyada ki Ipek’i bana tanimlar misin? Yani bu her sey
olabilir. Senin zihinsel, duygusal durusun olabilir. Her sey olabilir.

Ipek: Sanirim biraz anlama ve anlamlandirmayla iliskilendirebilirim kendimi hayatin icinde.

A Biraz agabilirsek.

Ipek: Yani her seyi yiizeysel degil de derinlemesine hissetme ve icsellestirme gibi bir gérevim mi var
diyeyim ne diyeyim bilemiyorum.

A: dyle bir gérev duygusu mu hissediyorsun? Biraz daha agiklayabilir misin?

IPEK: Yani kendimi tanimladigim zaman bunu yapmam gerektigini hissediyorum.

A:Kesfetmek

Ipek: Evet. Zaten dogru kelime oydu.

A: Peki, o zaman bunu biraz spiritiiel bir sey gibi mi algilamaliy1z? Ya da tam olarak nasil? Yani biraz
daha derin anlatabilir misin bana? Tan olarak anlayamadim ¢iinkii.

Ipek: Yani hem spiritiiel olarak algilayabiliriz hem de 6te yandan insanlara bir sekilde yardim etme,
bir sekilde dogaya yardim etmek.

A: Peki, kendini dogayla nasil 6zlestiriyorsun?

Ipek: Yani en son mesela Londra’da yastyordum. Biiyiik bir sehirde yasamaktan da hoslanmadigimi
fark ettim 6te yandan. Gergekten hani dogayla bagim olmadigi zaman bir seylerin eksik kaldigimi
hissetmeye basladim. Yapamadigim zaman doganin i¢ine giremedigim zaman. En azindan simdi. ..

A: Neyin eksik kaldigini hissettin?

Ipek: Kendim olamamaya basladim en basta. Siirekli bdyle bir etiketlerin i¢inde yasamaya basladigimi
fark ettim yani ben kimim? Diyememeye basladim.

A: Biraz daha acabilir misin?

Ipek: Dogaya dokunamadigim zaman gergekten.

A: Yok tamam hayir anliyorum seni anliyorum ama daha agiklayici anlatabilirsen biraz daha

oturabilir. Yani mesela doga ile i¢ ice olmak senin i¢in ne ifade ediyor?
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Ipek: Ne ifade ediyor, kendim olmay1 ifade ediyor yani bas basa kaldigim zaman dogayla ya da
doganin i¢inde oldugum zaman bana dayatilmaya ¢aligilan birtakim seylerden daha uzakta kaliyorum
ve kendimi kesfetmem daha kolay oluyor.

A: sana dayatilmaya caligilan ne gibi seyler oldugunu hissediyorsun?

Ipek: iste mimarim zaten. Hani bir sekilde sehrin olusturdugu o ortam vs. te yandan sistemin
getirdigi seyler benim ben olmami engelliyor. Yani ben sadece bunun i¢inde yasadigim zaman
dogadan ve var olan gergekten var olan seylerden insan eliyle yapilmis seylerden uzak kaldigim
zaman daha rahat bir sekilde kendimle bulusabildigimi fark ettim.

A: peki o zaman u var olan sistemle ilgili ne soyle bilirsin? Bu sistemin senin lizerinde yarattig1 bir
pozitif ya da negatif bir sey mi var?

Ipek: Tamamen negatif bir etki var. Béyle icinden nasil ¢ikabilirim diye diisiiniiyorum.

A: ne hissediyorsun?

Ipek: Yani yapaylastigimi hissediyorum. Kendimin de paylastigimi hissetmeye basliyorum bir
noktadan sonra kendimi taniyamamaya basliyorum kendime disardan baktigim zaman bu ben miyim
demeye baslhyorum. Clinkii stirekli empoze edilmeye ¢alisilan seylerle ¢evriliyiz. Ve hani birey
olmamizi engelliyor 6te yandan bu.

A: sistemin senin birey olmani engelledigini diisiiniiyorsun. Peki, sistemin olmadigin1 diigiiniirsen eger
boyle bir sistemin olmadigini, bir birey olarak dogayla evrenin icerisinde bana Ipek’i nasil
tanimlarsin? Belirli kelimelerle seni bana anlatacak olsaydin nasil anlatirdin? Rahat ol istedigin kadar
diisiinebilirsin.

Ipek: belki daha sakin daha kolay odaklanabilen olabilir.

A:Sakin.

Ipek: Evet.

A: Odaklanabilen.

Ipek: Belki daha yaratici, Meslegimle ilisik oldugu igin sdyliiyorum.

A: Bagka aklina gelen bir sey? Mesela sakinlikten kastin duygusal m1 zihinsel mi bedensel mi?

Ipek: Her anlamda, hepsinin bir arada olmasi lazim zaten, Daha dogrusu herhalde sakinlik dedigim
zaman bunlarin hepsinin bir ayn1 diizleme gelmesi lazim. O yiizden bunun daha kolay
saglanabilecegini diisliniiyorum.

A:Bir biitiinliik duygusundan m1 bahsediyoruz?

Ipek: evet.

A: Peki o biitlinliik duygusunu sana ne hissettirir? Nasil bir sistem hissettirir o biitiinlik duygusunu?
Herhangi bir sey olabilir ya da var mi1 bir cevabin yoksa sonrada donebiliriz buna.

Ipek: galiba yok suan.

A:Peki hayattaki amacin ne? Bir amacin var mi1 ya da hayatta ki amacin ne? Rahat ol. Istedigin kadar
diisiin. Belki birden fazladir bilmiyorum.

Ipek: yani belli dayatmalar olmadi ama kendi isimi yapabilmek sanirmm.

A: Dayatmalar derken neyi kastediyorsun? Yani insanlar m1 sistem mi kurallar m1 sirketler mi aile mi?

Ne seni zorlayan ne?
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Ipek: bu diinyay1r mahveden biiyiik sirketlerin olmadig1 bir diinyada kendimi mutlu, mesut
hissederdim.. At6lyemi vs. igletebilecegim bir ¢evre olugturmak herhalde yani.

A: o atdlyede bir sirket dikkatini ¢ekiyorum. Peki, ¢ok giizel bir noktaya parmak bastin o zaman biraz
titketimle ilgili konusalim. Sence tiiketim nedir? Tiiketim senin i¢in ne ifade ediyor? Tiiketim.

Ipek: Tiiketmeyelim.

A: sence ne tiiketim peki? Tiiketim senin hayatinda nasil bir yerde? Senin i¢in ne ifade ediyor? Senin
i¢cin ne demek?

Ipek: yani hos seyler ifade etmiyor.

A: tamam yani hos olmayan sekilde ifade et bana. SGyleyebilirsin bana.

Ipek: aklima ilk siirdiirememek geliyor bir seyleri.

A: bunu biraz agabiliriz.

Ipek: dogadan girdik zaten. Var olan kaynaklarin yok olmasi yani yok olmak geliyor herhalde
titkketmek dedigimiz zaman.

A: peki sen giinliik hayatinda veya kendi yasaminda ne kadar tiiketim yaparsm? Once onu sdyleyelim.
Ipek: Ne kadar derken?

A: Ne kadarlik bir tiikketimin var? Az mu1 tiikketirsin ¢ok mu tiiketirsin? Ortalama bir tiiketici olarak ne
kadar bir tiiketimin var?

Ipek: Yani az tiiketmeye ¢alistyorum.

A: Peki, kendini bir tiiketici olarak tanimlatacak olsan bana nasil tanimlarsin?

Ipek: Yani ortada diyebilirim. Yani tiikketmem gerektigi kadar tiiketiyorum.

A: Peki, bunlar1 ne belirliyor? Senin onlari tilketmen gerektigi kadar...

Ipek: ihtiyaglarim belirliyor. Yapmam gereken seyler var ve kullanmam gereken bazi iiriinler vs.ler
var. O yiizden tiiketmem gerektigi kadar tikketmeye ¢alisiyorum. Daha fazlasini da yapmamaya
caligtyorum.

A: Peki, belirli kelimeler verecek olsan bana tiiketici olarak kendini tanimla dedigimde. Segecegin
belirli kelimeler olabilir mi? Istedigin kadar siire kullanabilirsin bunlar icin. Ipek sdyle bir tiiketicidir.
Ipek ne bileyim yani sana drnek veriyorum. Yani birisi akill1 bir tiiketiciyim dedi. Sen olsan kendini
nasil tanimlarsin?

Ipek: sanirim duyarli olmaya galistyorum biraz tiiketirken.

A: peki senin igin duyarlilik ne demek? Duyarli ve bilingli tiikketim senin i¢in ne demek?

Ipek: gevreye zarar vermemek diye diisiiniiyorum.

A: peki, bunu biraz agarsan, ¢evreye zarar vermemek kismini agarsan ya da drnek verebilir misin?
Ipek: Yani su noktada durmaya calistyorum. Benim igin siirdiiriilebilirlikte insanin kendini siirdiirmesi
demek. Aslinda doga i¢in bir sey yapmiyoruz, kendimiz i¢in bir sey yapiyoruz demek. Ama ben
kendimi biraz daha doga kismina atmaya ¢alisiyorum. Hani o kismida durmaya calistyorum. Yani
biraz daha ben dogay:1 kontrol edebiliyorum, onu kurtarabilirim den ziyade doga i¢inde nasil
yasayabilirim. Yani hani belli 6l¢iide bir seyleri tiiketerek, belli 6lciide alarak bir seyleri sistemin
iginden ben nasil kendimi iginde var edebilirim doganin. Yani yine bu siirdiiriilebilirlik dedigimde vs.
bu sdylemler yine biraz yukardan bakmak oluyor. Igeriye nasil girebilirim.

A: Yukardan bakmak derken tam anlayamadim ne demek istedigini.
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Ipek: Yani dogay1 ve gevreyi kontrol edebildigini diisiinerek hani bunu baz alarak diger sdylemleri
iiretmek oluyor.

A: yani simdi kendin i¢in mi duyarl tiiketiyorsun yoksa doga i¢cin mi? Burasi karisti. SSylemek
istedigini tam anlayamadim.

Ipek: sanirim doga icin ciinkii ben doganin icinde var olmak istiyorum. Ben doganin i¢indeyim. Hem
kendim i¢in hem doga icin oluyor bir noktadan sonra.

A: anladim. Peki, tiiketim aligkanliklarin neler? Daha ¢ok mal tiiketimi mi yoksa hizmet tiiketimi mi
yaparsin? Tiiketim aligkanliklarin neler?

Ipek: sanirim ikisi de. Yapmak zorunda kaliyoruz.

A: Peki sen tiiketim aligkanliklarini bana tanimlayabilir misin? En ¢ok sunlart alirim, sunlari yaparim.
Ipek: Sanirim elektronik aliyorum daha ¢ok.

A: Neden peki?

Ipek: Yani ihtiya¢ duydugum igin.

A: Peki, tiikketim yaparken nelere dikkat ediyorsun?

Ipek: Uzun siire kullanabilecek miyim ona dikkat ediyorum daha cok.

A: Buda bir gesit siirdiiriilebilirlik mi senin i¢in? yoksa..

Ipek: Gibi evet yani kisa siire, kisa vadede tekrar ayni iiriinii almak istemiyorum.

A: Bagka var m1 dikkat ettigin seyler?

Ipek: Bu nedenle kaliteli olmasima dikkat ediyorum.

A: tamam basgka olabilir aklina yoksa da yoktur yani. Sadece biraz diisiinmen i¢in.

Ipek: Yani kullanilan malzemelerin geri doniistiiriilebilir mi? Vs. bunlara bakiyorum.

A: Bunlara dikkat ediyor musun? Yani mesela tiikettigin tiriinlerin dogaya ¢evreye diger insanlara
etkilerine dikkat ediyor musun? Bir &rnek verir misin ya da uyguladigin bir alani sdyleyebilir misin?
Yani hani bir 6rnekle agiklayabilirsin yani.

Ipek: Yani &rnekle. ..

A: Hani yaptigin bir sey baktigin bir sey dikkat ettigin bir 6zellik olabilir.

Ipek: yani seyi sdyleyebilirim mesela. Kiyafetlerim bdyle ¢ok biiyiik markalardan almamaya
basladim. Bu olabilir belki.

A yani nasil bir iligki kurdugunu anlamak istiyorum. Biiyiik bir marka veya kiiciik bir marka derken
yani neyi kastettigini anlamak istiyorum.

Ipek: Yani kiiciik bir markada degil yani daha ziyade hani lokal iiretim yapan yerlere yonelmeye
basladim.

A: peki neden?

Ipek: Aligveris yaptigim yerlerde insanlarin kullandig1 malzemelerden &tiirii. Sonugta fabrikalarda seri
iiretimler yapiltyor. Bunlarin ¢ok fazla zarar verdigini diigiiniiyorum. Ve hani bu sektoriin ¢cevreye
zarar verdigini diisiiniiyorum. Bu alanda yonelimimi degistirdim. Diger tiirlii de dikkat etmeye
calistyorum. Bu satin aldigim iiriinii {ireten firmanin ¢evreye bakis agis1 nedir?

A: peki bilingli olarak tilketmedigin iirtiinler var m1? Bilinglice mi yani mesela

Ipek: mesela Coca Cola’nin iiriinlerini tiiketmiyorum.
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A: neden peki? Ipek suanda kendisiyle tezat olusturdu. Coca Cola icerken Coca Cola iiriinleri
titkketmiyorum dedi. Bunu da dipnot olarak yaziyoruz.

Ipek: onu dipnot olarak gegmeyelim. Satin almryorum.

A: bunu ben ikram ettim. Tamam, peki neden? Mesela Coca Cola’nin siirdiiriilebilirlikle ilgili ¢ok
reklamlar1 var, ¢cok reklam yapiyor. Neden tiketmedigini agiklayabilir misin?

Ipek: Mesela baz1 firmalarin yaptig1 seylere inanmiyorum. Biraz gostermelik geliyor agikgasi. O
yiizden tiikketmemeye ¢aligtyorum yani.

A: peki biraz 6nce sunu sdyledin biiyiik sirketlerin olmadig: ilk miilakata basladigimizda sdyledigin
bir seydi. Biiyiik sirketlerin olmadig1 bir sistem dedin. Cok kocaman sirketlerin bana bir seyler
dayatmadig: bir sistem dedin. Sence bu sistem birazcik kapitalist sistemden bahsediyoruz. Sence bu
sistem tiiketimi nasil etkiliyor?

Ipek: tiiketimi nasil etkiliyor? Siirekli alryoruz yani siirekli alic1 olarak gdriiliiyoruz. Bir sekilde
etkileniyor insanlar.

A: Etkileniyor musun?

Ipek: Etkileniyordum.

A: Ne degistirdi?

Ipek: Yani neyin degistirdigini bilmiyorum. Olgunlasmayla alakali. Disaridan bir sey degistirmedi. Ne
yaptyorum ben dedigim bir an oldu.

A: Ne zaman bu?

Ipek: Yani dnceden siirekli cep telefonumu degistireyim, bilgisayarimi degistireyim, daha yeni daha
iyi olsun diyordum. Daha sonra vazge¢meye basladim yani manasiz oldugunu fark etmeye bagladim
bunlarin.

A: peki seni siirekli daha iyisini, daha yenisini alayim, ¢abuk degistireyim demeye iten duygu neydi?
Ipek: herhalde gevremdeki insanlar olabilir, reklamlar olabilir.

A: Reklamlar. Peki, reklamlarda tiiketimin veya hizmetlerin reklamlarinda en ¢ok seni hangi 6zellik
etkiler?

Ipek: Yani simdi Cok manasiz olacak. Yani elit ve sade goriinen reklamlar biraz etkiliyor galiba.

A: Elit ve sadeden kastin ne?

Ipek: Belki tasarimla alakali.

A: Biraz agiklar misin?

Ipek: Yani giiven veriyormus gibi geliyor. Yani etkileme dedigim gergekten hani bilingaltina nasil etki
ettigini diisiindiiglim zaman reklamlarin, ama bilingaltina yani sey anlaminda sdylemiyorum, bana
sunulan seyi gergekten anlayarak cevap verdigim ya da aldigim seyleri sdylemiyorum. Ben bunu
neden aliyorum ya da neden tercih ediyorum diye diisindiigiim zaman galiba bu yilizden diyorum.
Baktigim zaman net, temiz ve dogru...

A: ama bu onu sana hissettirebilen bir ...

Ipek: Empoze edilen reklamlar

A: Reklamlar. Peki, bir reklam 6rnegi verebilir misin bana?

Ipek: her sey olabilir mesela Apple *m bir gorseli, internet {izerinde gordiigiim.
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A: Peki bu her sey i¢in mi gegerli? Yani her Apple dedin. Ama bu Apple disinda hizmetle ilgili bir sey
de olabilir. Apple ¢iinkii ¢ok olugsmus bir marka, ¢okta gii¢lii bir sirketin. O senin ¢ok reddettigini
sOyledigin kapitalist sirketlerden birisinin firmasi.

Ipek: Yani neden alryorum dedigim zaman.

A: tamam peki onu bu kadar biiyiik bir aslinda teknolojik bir iirtin. Siirdiiriilebilir olarak ¢okta geri
doniisimii olmayan bir iirtin. Ama bu seni etkilemis neden?

Ipek: Yani teknolojiyi kullanmak zorundayim. Isim i¢in kullanmak zorundayim en basta zaten.
Bilmiyorum verdigi giiven belki de. Bir sekilde olusturdugu ara yiiz mii diyeyim. Uretici ile kullanici
arasinda olusturdugu ara yiizler belki de.

A: ne hissettiriyor sana ne hissediyorsun ¢iinkii bunu yapan ¢ok farkli telefonlarda var. Samsung ‘da
var ayni 0zelliklere sahip android uygulamasi olan Nokialar var. Cok farkli seyler var.

Ipek: Belki de dayatmalarla alakali bir sey. Daha iyi oldugunun gosterilmesi, daha giivenli belki daha
giivenli mi geliyor?

A: Peki etrafindaki insanlarin etkisi olabilir mi acaba? Y oksa tamamen senin...

IPEK: Yok bu konularda etrafimdaki insanlardan etkilenme gibi bir durumda degilim sanirim. Zaten
tasarimla ugrastigim i¢in kullantyorum. O ayri1 bir yon hani tercih etme nedenlerim var,
Uygulamalarini vs. daha sonra indirebilmem, biraz daha agik kaynaga yonelik olmasi. Onlar ayr1 ama
reklam tizerinden konusursak evet daha giivenli bir imaj ¢izdigi i¢in galiba.

A: Tama peki. Biraz ¢evre insanlar, doga konusunda konugalim. Sen bunlardan bahsettin az ¢ok biraz
once konustugumuzda ama kendini bu diinyada bir varlik olarak Ipek’i ifade ederken cevre, insanlar,
doga ile iligkilendirirsen nasil tanimlarsin kendini? Yani arkadas canlist diyebilirsin, sicakkanli
diyebilirsin. Herhangi bir sey diyebilirsin. Sadece drnek olarak sdylityorum. Duyarli dedin zaten.
Ipek: yani evet biraz arkadas canlisi olabilirim mesela. Onun disinda bir seyleri gergekten yasamaya
¢alisan bir insan olabilirim.

A: Nasil yani?

Ipek: iste anlamaya ve anlamlandirmayla iliskilendirdim kendimi daha 6nce zaten. Yani bunu boyle
kaynaga degil de derinde ne oldugu ne bittigi bu doga i¢inde insanlar i¢inde gegerli. Bunu yapmaya
caligtyorum sanirim.

A: Kendini spiritiiel olarak bir seylere ait hissettigini mi ifade ediyorsun aslinda?

Ipek: Dogaya ait hissediyorum aslinda.

A: Dogaya ait hissediyorsun. Ne hissettiriyor sana doga? Nasil bir duygu olusuyor? Doganin
igerisinde kendini nasil hissediyorsun?

Ipek: Kendim gibi hissediyorum.

A: Peki.

Ipek: Dogayi kesfettikge kendimi kesfediyorum anliyorum.

A: Peki, suanda ilk bagta da konugmaya basladigimizda da sdyledin ¢ok fazla yok etmek iizerine
kurulu dedin tiikketim benim i¢in. Peki, sence bunun degisebilmesi i¢in ve daha az tiiketim
yapilabilmesi i¢in nasil bir reklam, nasil bir pazarlama stratejisi seni etkiler? Daha az tliketebilmesi
i¢in veya daha basit bir yagam i¢in nasil bir reklam nasil bir strateji seni etkilerdi sence?

Ipek: daha yerele yonelik olmasi etkilerdi herhalde.
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A: yerele yonelik derken biraz 6rnek verebilir misin? Ya da agiklayabilir misin? Rahat ol istedigin
kadar diistinebilirsin, siiremiz yok yani. Yani siirekli mesela anlamak anlamlandirmak kendini
kesfetmekten bahsediyorsun. Seni etkileyebilecek, bir {irinii tiketmeni ya da tiiketmemeni
saglayabilecek. Her sey olabilir yani. Senin daha az tiikketmen iizerine seni ne motive ederdi? Oyle
soralim.

Ipek: Reklam olmamasi lazim.

A: reklamlar seni bu kadar etkiliyor mu?

Ipek: Yani beni etkilemesinden ziyade genel olarak baktigimiz aman evet tiiketimi etkileyen sey
reklamlar 6nemli bir etken yani yiizdesi biiyiik sonugta. Reklamlar olmasa belki daha az tiiketirdik.
A: O zaman sistemin degismesinden bahsediyorsun. Peki, o zaman $dyle soralim bir sistem hayal
etmeni istesem senden. Nasil bir sistem nasil bir siyasi durus, nasil bir sistem senin veya insanlarin
daha az tiiketim yapmasina, daha bilingli, duyarl tiikketim yapmasina ya da daha siirdiiriilebilirligi
saglayacak sekilde tiiketim yapmasina neden olabilir? Bunu hayal edebilirsin istersen bir bes dakika
diisiin.

Ipek: yani benim diisiincem biraz daha en temele nasil dénebiliriz? Gergekten neye ihtiyacimiz var?
Suan kullandigimiz her seye gercekten ihtiyacimiz var mi? Gergekten kullaniyor muyuz aldigimiz
seyleri? Hani bu seyden de bahsedebilirim. Hani kozmetik iiriinlerinden de, iste diger birgok seyden
de hani ihtiyaglarimizi bilerek iirettigimiz, daha ¢ok tirettigimiz sadece nedensizce tiikketmek degil de,
daha bdyle ben neyi istiyorum sorduktan sonra bir seyleri aldigimizda demek istememem benim hayal
ettigim sey birazda kendimizin tiretebilecegimiz bir sistem. Ciinkii liretimden uzaklastigimizda
sagligimiz etkileniyoruz. Dogadan ve ¢evreden uzaklasiyoruz. Her sey bize paketlerle geliyor. Yani
boyle bir sistem hayal ederdim. Biraz daha dokunabildigimiz bir seyleri. O paketlemeden uzak yani
biraz daha bize hazir gelmesinden uzak.

A: Organik mi?

Ipek: Organik ve biraz daha insanlarinda i¢inde oldugu bir sistem hayal ediyorum.

A: Peki, boyle bir sistemde sirketler, iiriinler senin i¢in nerde durur? Ya da sen bir sirketin sahibi
olsaydin bir iiriin {iretiyorsun o iiriiniin sahibisin. Mimarim diyorsun, bir ev tasarliyorsun dyle diisiin
mesela. O evin reklamini yapacaksin, pazarlamasini yapacaksin. Nasil bir ev tasarlarsin ve bunu nasil
sunarsin?

Ipek: iste ben boyle hazirladigim sundum tasarladim vs. bu sekilde degil de biraz daha mesela iste
insanlarin ne istedigini algilamaya calisip onlarla birebir iletisimde olup, onlarin isteklerine cevap
vermeye ¢alisarak tasarlardim. Hani ben bunu yaptim buyurun seklinde degil de gelin birlikte yapalim
demeye caligirdim insanlara.

A: boyle yapan firmalarda var ama mesela sunu soraymm.

Ipek: ama genel olarak bu yapilmiyor. Size bir residence yapiyorlar, reklamlarini gériiyorsun, hosuna
gidiyor, yerlesiyorsun boyle bir ey ama bir taraftan bunu yapan insanlarda var.

A: Diger tiirliisiinii tercih ediyorsun. Insanlarla birlikte iiretmekten bahsediyorsun? Sence bdyle bir
sistemi nasil kurabiliriz? Ya da kurabilir miyiz?

Ipek: bilmiyorum kurabilir miyiz? Bu noktadan sonra kurabilir miyiz bilemiyorum.

A bu noktadan sonra derken?

145



Ipek: oturmus kurulmus bir sistem, bir diizen var. Biitiin sistemler yikabilir, degisebilir bir sekilde ama
miimkiin mii ok emin degilim. Ote yandan yapmaya c¢alisan insanlar var belki de birbirimize
anlatarak, anlamaya calisarak kurabiliriz. Ya da birileri yaptik¢a digerlerinin daha mutlu oldugunu
gorerek, bilmiyorum.

A:Mutlu olmak.

Ipek: Evet.

A: O zaman senin i¢in mutlu olmanm 6nemli oldugunu sdyleyebiliriz. Peki, genel olarak dogadan
bahsettin. Dogayla i¢ ice olmaktan bir pargas1 gibi hissetmekten bahsettin. Dogay: bir reklamin y da
bir ilanin, ya da bir {irliniin, hizmetin reklamina nasil sokabilirdin? Ya da bir pazarlamacinin bunu
sana nasil vermesini isterdin? Ya da boyle bir sey seni etkiler miydi?

Ipek: etkilemezdi galiba. Yani gercekten icinde olmay1 savundugum igin bunu pazarlamanin icine
sokulmasindan hoslanmazdim diye diisiiniiyorum. Yani hoslanmam.

A: peki sonugcta bir seylerin farkinda olman i¢in bu bir siire¢ ama. Reklam, iiriin. Bir seyleri
bilebilmen i¢in de medya bir arag.

Ipek: anlatmakla sunmakla reklam arasinda bir fark var sonugta. Yani reklamin disinda kullanmak
dedigim...

A: Reklam dedigimde sadece televizyon reklamlarina takilma ama.

Ipek: Hayr, hayir pazarlama.

A: Tamam, sonug itibariyle bu bugiiniin bir gercegidir. Maalesef tiiketimimizin gittik¢e artmasinin
nedenlerinden bir tanesi de senin de en basinda sdyledigin bilingaltimiza hiicum eden seyler. Senin
bilingaltina nasil bir mesaj iletilmesine isterdin ki sen daha az tiiket veya tiiketim aligkanliklarin
degissin?

Ipek: benimde doganin bir pargast oldugum mesajinin verilmesini isterdim.

A: Tamam, giizel. Bagka boyle bir sey olabilir mi var mi1?

Ipek: Yani doga yok oldugunda benim de yok olacagimi.

A: Peki, bu senin daha az tiikketmeni ya da daha bilingli tiilketmeni saglar mi1 sence?

Ipek: Evet saglar.

A: Yani bir eko boyle bir imaj yaratsa? Almaz misin? Ya da sdyle sorayim Samsung bdyle bir algiyla
gelse, Apple kullandigindan bahsediyorsun. Ama Apple boyle bir reklam yapmiyor, Samsung bdyle
bir reklam yapiyor bu senin igin bir tercih sebebi olabilir mi?

Ipek: Olurdu.

A: Tamam. Sunu sdyleyeyim peki. Sen hep ait olmaktan, biraz spiritiiel anlam arayis1 kesfetmekten
bahsediyorsun. Dinle ilgili yorumlarini alabilir miyim senin. Var m1? Din bunun, bu duygunun bir
parcasint m1?

Ipek: Din bir par¢ast mi1?

A: Yani olabilirde olmayabilir de.

Ipek: Bilingli olmayarak bir parcasi olabilir ama bilingli olarak biitiin dinlerin aym1 seyleri s6yledigini.

A: Aciklayabilir misin?
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Ipek: Bizim yeryiiziine ait oldugumuzu diisiiniiyorum. Biraz pagan inanglarina yakimin sanirim. Ama
6te yandan da evet bir toplum i¢inde din 6nemli bir unsur sonugta kiiltiir anlaminda da bir sekilde
etkiliyordur diye diigiiniiyorum beni de. Ama bilingli olarak etkilemedigini diigiiniiyorum 6te yandan.
A: peki sunu sorayim o zaman. Tekrar bir kisaca toparlamani isteyecegim. Senin i¢in duyarli olmak ve
duyarl tiikketim yapmak ne demek?

Ipek: ihtiyacim oldugu kadar tiiketmek ve iiretmeye calismak bir yandan da.

A: Uretmek, iiretirken o iirettigin seyi, sende aslinda bu kapitalist sistemin bir pargast haline getirmek.
Ipek: Hayrr, bireysel olarak iiretmekten bahsediyorum.

A: tamam, bu liretmeyi biraz agabilir misin bana?

Ipek: Uretme dedigim evde kendin ne yapabilirsin? Disariya ¢ikip satin almak yerine bir seyleri kendi
kullanabilecegin sekle nasil getirebilirsin?

A: hi¢ boyle bir seyi yaptyor musun kendin?

Ipek: Yapmaya calistyorum.

A: Ornek verebilir misin kendi yaptiklarindan?

Ipek: Yani en basitinden mesela, enstalasyon yapiyorum ben yerlestirme sanati.

A: Ne yapiyorsun? Adini tekrar alabilir miyim?

Ipek: Enstalation dan geliyor enstalasyon, yerlestirme sanati. Yani parcalar1 disardan almak yerine
evde kendim artik malzemelerden yapiyorum. Ciinkii hani alacagim pargalar fabrikalarda iiretilen,
sonugta bir¢ok siiregten gegerek ortaya ¢ikan malzemeler. Bunlar1 almak yerine bunlar1 bagka
malzemelerle nasil yapabilirim arayisi igindeyim.

A: Suan kendi paran1 kazanmiyorsun degil mi? Ailenle.

Ipek: Evet.

A: Peki, para kazanmaya basladigini diisiinelim, yine de ayni sekilde diisiiniir miisiin sence?

Ipek: Diisiiniiriim diye diisiiniiyorum.

A: Son olarak bir kere daha sana kendini bir tiiketici olarak tanimlamani istersem, belirli kelimeler
bulmaya ¢alisirsan, bunun iizerinde ¢ok durmamistik daha dnce. Nasil tanimlarsin? Biraz diisiin
istersen iizerinde. Ipek tiiketici olarak nasil bir tiiketicidir?

Ipek: duyarli demistim zaten. Ote yandan sistem tarafindan etkilememeye ¢alistyorum, bir yandan izin
vermemeye ¢aligiyorum beni etkilemesine. Gergekten bir seylerin i¢inde olmak istiyorum demistim
hani, igsellestirmek istiyorum demistim, gercekten ihtiyacimin ve isteklerimin ne oldugunu anlayarak
tilketmeye ¢alistyorum. Ote yandan iiretmeye c¢alistyorum dedim bir seyleri. Cevreye zarar
vermemeye ¢aligiyorum, Duyarlilikla alakali zaten.

A: Geri doniisiim yapryor musun?

Ipek: geri déniisiim yapmaya calistyorum elimden geldigi kadar.

A: .Ornek verebilir misin? Yani dikkat ettigin seylere bana drnek verebilir misin mesela?

Ipek: Malzemeleri ayiriyorum, onlari o sekilde atiyorum. Zaten kullandigim bir siirii sey var evde, bir
seyler iiretirken, maket yaparken vs. onlar1 zaten atmryorum, tekrar kullantyorum. Satin aldigim
seyleri uzun siireli kullanmaya ¢alistyorum, daha kaliteli ya da daha saglam hangisiyse onu tercih
etmeye calistyorum bir sekilde.

A: Peki, eklemek istedigin herhangi bir sey var m1 bana aklina gelen?
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Ipek: Suanda yok.
A: Tesekkiir ediyorum.
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NAZLI (F-30)

D:Merhaba nasilsin?

N:Iyiyim sen nasilsin?

D:lyiyim, bana biraz kendinden bahseder misin?

N:Kendimden bahsedeyim tabi, ben 60. Y1l Anadolu Lisesini bitirdim, sonra Ekonomi Universitesi
isletme uluslararasi, yani uluslararasi demeyeyim de ortak lisans programindan mezun oldum, ondan
sonra birazcik Amerika’da galistim, staj yaptim. Is hayatindan bahsediyorum ama?

D:Olsun fark etmez.

N:Orada galistiktan sonra 6 ay, 9 ay kadar toplamda 9 ay kadar geri dondiim burada da Ekonomi
Universitesinde18 ay gecirdim ¢alismami insan kaynaklar1 departmaninda.

D:Uluslararasi Isletme derken Amerika’dan neredeydin oray1 biraz agsana, hangi boliim nerede
kaldin, orada neler yaptin?

N:Orada isletme programinin Ekonomi Universitesinde isletme béliimiiniin uluslararasi ortak lisans
boliimii var yani bu ne demek, ben hem burada okudum izmir’de hem de New York Eyalet
Universitesinde okudum yazlar1 yani mayis ayinda gidiyorduk agustos ayinda déniiyorduk, bu sekilde
donem donem toplamda 4 dénem gittim tabi toefl gegmemiz gerekiyor toefl gectikten sonra orada
okuyabiliyorsunuz. Oradaki ders aldigin dersler burada da sayiliyordu burada aldigim orada
sayiliyordu ve orada da bir tiniversite bitirmis oluyordun.

D:Ne kadar siire kaldin orada?

N:Toplamda 4 donem kaldim ama 3 yila denk geliyor.

D:Sevdin mi orada yagsamayi, sence orada m1 yagsamak daha giizel burada mi1?

N:Burada yasamak daha yani ben birazcik aileye 6nem veren bir insanim o yiizden yakinlarimin
etrafimda olmasini istiyorum o yiizden burada yagsamak daha giizel ama Amerika’da yasamanin benim
bulundugum kasabada New Paltz’daydim ben New York eyaletine bir buguk saatlik uzaklikta olan bir
yer ve otobiisle gidip geliyorduk sehre inecegimiz zaman. Universitesinde bulundugumuz yer kampiis
iiniversitesi yani kasabanin birgogunu kapsiyordu. Sessiz sakin Amerikan kasabasi hayatindaydi. Biz
ogrenci oldugumuz ve uluslararasi programla geldigimiz i¢in orada yagayan halkin bize tavri
yumusak, daha bdyle yardim severdi. Amerikalilar utangag¢ ve komikler, benim gordiigiim oydu ve
¢ok mutluydum, orada rahattim, diizeninden mutluydum.

D:Insanlar genelde gittiklerinde yabancilik hissederdi sen hissetmedin mi?

N:Aslinda g6yle benim gittigim tesadiif oldu ama gitmeden 6nce de ¢ok aragtirma yaptim, giden
arkadaglarimdan bilgi aldim iste nerelere gidiyoruz, nasil bir yer Texas gibi bir yer mi, herkes cebinde
bdyle silahla m1 dolasiyor, sessiz bir yer mi New York’a ne kadar uzaklikta, o bildigimiz filmlerde
gordiiglimiiz gibi bir yer mi siirekli bunlari arastiriyordum. Gidenlere soruyordum aslinda internetten
arastirmak yeterli olmuyor, insanlarin neler sdyledikleri daha 6nemli ve benden {ist sinif olanlardan
bayag1 bir sey 6grenmistim, onlarin gezmelerinden tabi orada 6grenci statiisii farkli Amerikalilar beni
stkmadi Tirkler daha ¢ok sikt1 niye Tiirk 6grencilerin statiisii daha hani belli bir gelir diizeyindeki
insanlarin gocuklar1 oraya gidiyor ayrica biz istanbul Teknik Universitesiyle birlesip gitmistik.
ITU’yle beraber okumustum ben. Biitiin hocalar Amerikali ama kokeni farkli olabiliyor ¢ogu oranin

yerel halkindan 6grenciler de ayni sekilde. Toplamda 30 kisi falandik sinifta, onlar daha saygili,
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yasam alanlar1 belli ve karsidaki kisinin de yasam alanina da sayg1 gosteren kisiler ama Tiirk
ogrenciler okuyor ama hani tiikketiyor da.

D:Tiiketiyor derken?

N:Yani kendi oradaki belli bir imajin1 koruyabilmek i¢in aligveris yapiyor, ¢ok fazla sey genel olarak
bdyle bir imaja yonelik, kendisini daha havali gosterecek, harcamaya yonelik insanlar gidiyor.
Ailelerde dyle, ¢cocuklarda dogal olarak dyle, oradaki yasami anlamaya yonelik yani bizim kasabamiz
Fransizlar tarafindan igsgaledilmis, asil yerel halk kizil derililerden alan Fransizlar ama bunu benim
gibi birkag kisi 6grenmisti, cogu insanlar hafta sonu New York’a inip hani New York sehrinde de ¢ok
giizel miizeler var, Brodway var, tiyatrolar var bu tar sanatsal seylerle ben daha ilgilendigim i¢in onlar
benim dikkatimi daha fazla ¢ekiyordu agikgasi.

D:Aslinda giizel bir seyden bahsediyorsun, ilerleyen zamanda da tiiketim aligkanliklarryla ilgili
konusacagiz orada buna donecegim, burada ailenle mi yastyorsun?

N:Tek yastyorum.

D:Peki bana bir giinii anlatir misin, bir giin i¢inde neler yaparsin hobilerin var midir?

N:Ben ¢alistigim zamanlarda biitlin giiniimii isim aliyordu sonra eve geliyordum kendi kisisel vaktim,
iyi kot yiiriimeyi seviyorum bir sekilde spor yapmay1 seviyorum o sekilde geciriyordum. Ama suan
da sabah kalktigimda gayet giizel bir giine basladigimi hissederek kalkip ne yapacagim bugiin diyelim
ki belli bir plan ¢ercevesinde gitmiyorum ama genel olarak haftalik planlarim oluyor. Bir sinemaya,
tiyatroya gidecek ya da bu hafta bir arkadagimla goriiseceksem onu ayarliyorum art1 Ege
Universitesinde insan kaynaklar1 béliimiinde yiiksek lisans yapiyorum ben, onun iizerine de
caligmalarim oluyor makalelerim falan.

D:Ne iizerine yaziyorsun?

N:Isveren markas iizerine yaziyorum, ¢alisan deger teklifi ya da deger dnermesi olarak gegiyor
Tiirkiye’de bu ne demek? Isveren olarak ¢alisanlarin neden gidip 6zellikle nitelikli dedigimiz belki
isinden memnun degil suan pasif olarak is arastirmak istemiyor biz onlar1 ¢gekmeye ¢alisiyoruz,
igveren olarak nasil gekmeye calisiyoruz igveren markasini kullanarak. Marka dedigimiz sey belli bir
marka kimligi var sirketin olusturdugu, sen o marka kimliginin iizerine seni degerlendirmesi var,
attyorum Is Bankas1 bankacilik sektdriinde bankacilik okuludur diyor. Sen kendini bdyle lanse
ediyorsun ama acaba insanlarin goziinde boyle mi? Bunu da olusturmak gerekiyor. Iyi bir bankaciy1
senin igine yarayacak kritik pozisyonlar i¢in elde bulundurman gereken, rakiplerine {istiinliik
saglayacak durumda olan bir pozisyona eleman bakarken yardimci oluyor sana, degisik bir konu.

D:O zaman seninle ilgili konulara gegelim biraz. Biraz 6nce bahsettin tiikketim igin gidiyorlar diye bu
arada kag¢ yagindasin dnce onu sorayim.

N:Ben 86 dogumluyum, 27.

D:27 yasindasin. Tiiketim senin i¢in ne ifade ediyor, genel olarak tiiketim yapan bir insan misin ya da
ne kadar tiiketim yaparsin ama once tiiketim senin igin ne ifade ediyor?

N:Ben ihtiyacima gore tiiketirim ama ihtiyacimi ne belirliyor onu da anlamak lazim yani bu birazcik
degisik bir kavram, degisik bir sistem 0zellikle ¢ok fazla tiikketen toplumuz, bu son yillarda ¢ok
konusulan bir kavram ama sdyle bir sey var, miimkiin oldugunca ekstra bir sey giizel oldugu igin,

birinde var oldugu i¢in, bana bir prestij katacagi i¢in bir sey almamaya dikkat ediyorum, sadece ben
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ondan nasil faydalanabilirim, en iyi faydayi en az maliyetle nasil saglayabilirim ona bakarak bir seyler
almaya ¢aligtyorum, birde §dyle bir sey var yiiksek fiyat iyi kalite getirir durumu oluyor insanlarda
ama bazen dyle olmuyor hi¢ ummadiginiz yerlerde uygun fiyata kaliteli seylerde alabilirsiniz, bu neyi
gerektiriyor zamani gerektiriyor ¢ilinkii bol zamani olan insanlar ¢ok fazla dolasarak uygun kaliteyi
uygun fiyata bulabiliyorlar ben dyleyim agikgasi. Oyle olmaya calistyorum en azindan.

D:0O zaman tiiketimi tanimlamani istesem kendin i¢in ne ifade ediyor dersem? Senin i¢in tiiketim
yagsaminda ne kadar yer kapliyor ve senin i¢in ne ifade ediyor?

N:Tiiketim ihtiyacim dogrultusunda aldigim seyler, ihtiyacim dogrultusunda aldigim seyler. Thtiyacim
dogrultusunda aldigim iiriinler bazinda tiiketim yapiyorum ben. Benim tiiketim anlayigim biraz dyle.
D:Ornek verebilir misin buna?

N:Cok prestijli oldugunu gosteren bir telefondan bahsedelim, mesela iphone, Iphone aliyorsun bu
konuda ben biraz seyim, Iphone’u aldik iste ¢ok yiiksek fiyatlara alabiliyorsun ama yararl olarak
kullanabiliyorum, mesela siirekli internete girebiliyorum, arkadaslarla iletisime gegebiliyorum bu
benim i¢in ¢ok dnemli, sadece arkadaslarimla degil is ortaminda da gegebiliyorsun, birgok program
indirebiliyorsun, kayboldun yerini bulabiliyorsun, faydasina bakiyorum yani bir tiriinii alirken Ben
bunu nerede kullanacagim, benim i¢in faydali mi, ben bu paray1 verirken buna deger mi bu 6nemli.
D:Peki bunu yapan farkli telefon modelleri de var 6rnegin, Samsung, Nokia bunlarda yapabiliyor
tercihen onu tercih etmenin sebebi ne olabilir senin igin?

N:Dayanikliligi, ben ne i¢in Iphone alirim iste ¢ift ¢ekirdeklidir uzun siire dayandigini diisliniiyorum
ve ¢elik kasadan oldugunu biliyorum ve kolay kolay bozulmayacagini kendisinin update ettigini soyle
bir sey var, telefonun dayanikliligt ve onun kullanilabilirlik 6mrii benim i¢in ¢cok 6énemli, ben o parayi
vereceksem ben onu uzun siire kullanmak isterim ki aldigim genelde mesela herhangi bir iiriin igin,
¢anta olur, masa olur herhangi bir iiriin i¢in fiyat ve kullanilirlik 6mrii benim i¢in ¢ok 6nemli, ya uzun
slire ben bir sey kullanabilirim.

D:Giivenilirlik ve siirdiiriilebilirlik mi?

N:Evet, aynen oyle.

D:Peki bana kendini tiiketici olarak tanimlayacak olsan nasil tanimlarsin?

N:Ben akilli bir tiiketici oldugumu diigiiniiyorum ya.

D:Akilliy1 biraz agabilir misin?

N:Bir sey alirken ben bunu illa alacagim yapardim, bu asamadan gegtim evet ben bu o paray1
biriktirdim ve alacagim agmasindan da gectim ama sonradan diisiindiim ki 6zellikle para kazanmaya
basladigim zamandan sonra daha bir artt1, ben bunu alacagim ama bana ne kadar faydasi olacak,
yerine yeni bir sey ne kadar siirede gelir, fayda agisindan baktigim i¢in daha prestij, konum bir seyden
seni bir yere konumlandirmayacaksa sana fayda saglayacaksa akill bir tiiketici oldugumu
diistiniiyorum, birde gevreyle ilgili de olabildigince mesela aligverige gittigimde kendi ¢antam var onu
gotiiriiriim eko cantast. Insanlar bakiyorlar ¢antanin igine bakip sonra kasada gikarip boyle yaptigim
seyler oluyor. Poset miimkiin oldugunca az kullanmaya calistyorum, ¢ok hoyratca kullaniliyor, ¢opleri
keske ayrigtirabilsek ama ayristiramiyoruz, boyle seylere dikkat ediyorum kendi genel hayatim.
D:Peki tanimlarsan bunu, belli kelimelerle, kendine akilli dedin mesela baska sdyleyebilecegin bir sey

var mu tliketici olarak kendini tanimladiginda?
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N:Geri doniisiime dikkat etmeye ¢aligirim, ufacik bir kagit bile olsa buraya gelirken bile elimde vardi
hani bdyle o kagidi baska birisi olsa atar, ama ben bayag: saatlerce ¢op aradim elimde, kiigiiciikte olsa
cebime koyarim atmam, ¢evreye duyarlryim. Dikkatli olmaya ¢alistyorum ¢iinkii ¢cok fazla bilgi
yiiklemesi yapiliyor suan da, telefonlar1 kullaniyoruz, televizyonlar1 kullantyoruz, sokaga ¢ikiyoruz,
billboardlar var etrafimizda yani siirekli bir sekilde goziiniize kulaginiza yani biitiin duyu
organlarmiza hitap ediyor insanlar, daha dogrusu sirketler {iriin satmak isteyenler akliniza gelen her
iiriin i¢in olabilir bu. Onu dikkat ekonomisi yapmaya ¢alistyorum.

D:Dikkat ekonomisi ¢ok giizel bir kelime oldu bu, var mi1 boyle bir sey?

N:Suan da ¢ikmista olabilir bilmiyorum. Dikkatliyimdir, duyarliyimdir. Ekonomime dikkat ederim.
D:Tiiketim aliskanliklarin daha ¢ok neler? Hizmet mi, mal tiiketimi mi daha ¢ok yaparsin, ya da
bunun kistas1 var midir?

N:Mal derken hizmet veya?

D:Uriin. Daha ¢ok hizmet odakli m1 harcama yaparsin yoksa telefon, yiyecek icecek gibi mal odakli
mi1 senin i¢in harcamalarini ayiracak olsan kafanda? Tiiketim aligkanliklarini merak ediyorum.
N:Tiiketim aliskanliklar1 soyle, ihtiyag kapsaminda dedim ama hizmet odakli galiba daha ¢ok tiiketim
yaptyorum ben, tabi ki de yeme konusunda yeme ve igme konusunda 6nceligim var, saglikli yasam
i¢cin yeme ve igmeme 6zen gosteririm oradan tiiketimi kismam, kismamaya 6zen gosteriyorum.
Hizmet odakli ne olabilir hastalanmam, bir saglik hizmeti almam dikkat ederim. Ya da restorana
gitmem oradaki servis hizmeti onlara da dikkat etmeye ¢aligtyorum, benim i¢in saglikli yasayabilmem
icin gerekli olan hizmetleri tiiketmeye dikkat ediyorum.

D:Siiper. O zaman kendini 6nemsiyorsun?

N:Kendimi 6nemsiyorum evet, kendi yasantimi ve ¢evremdeki insanlarinda dogru seyler tiiketmesini
O6nemsiyorum, sadece ben tiiketeyim buldum aldim degil, onu paylasirim. Agizdan agizda dedikleri
reklam kismi ben oluyorum sanirim. Burada giizel bir sey var, ihtiyacin olursa rastgele bir konusma da
sOylemistir algida segicilik yapabilirim direkt aklima sen geldin burada bu var komik olabilir ama 6yle
bir seyim var.

D:Peki biraz daha seninle ilgili konugmak istiyorum, bana hayat1 bakis agini tanimlar misin, hayati
nasil algiliyorsun?

N:Rahat olmaya ¢alistyorum, daha dogrusu hayatta mutlu olmaya ¢alisiyorum. Hayat algim mutlu
olmaktan ibaret ¢ilinkii boyle siirekli mutlu olmak degil de olabildigince nétr, olaylar1 geldigi gibi
kabul etme ve hani olaylarin pozitif yoniinii gormek negatif yoniinden ders ¢gikarmak dedikleri cok
nadir hep sOylenen ama ¢ok nadir yapilan, bu sekilde daha yumusak almaya ¢alisiyorum gelenleri.
D:Hayatin iginde kendini nasil tanimlarsin?

N:Aceleci, panik atak. Hayr, tabi ki hayatin i¢inde kendimi soyle tanimlarim, daha sakinim ya.
D:Sakini biraz agarsak zihinsel bir sakinlik mi, bedensel mi, sakini biraz agar misin?

N:Zihinsel sakinlik yani bir sey oluyorsa belki o an tepki gosterebilirim dogal olarak her insanin
yapacagi sekilde ama daha sonrasinda bu siirekli beni mesgul etmez, bunun bir seyini diisiiniiriim,
geldigi icin bir nedeni oldugunu diisiiniiriim ve o boyle bende bir sey yaratir bir panik yaratmaz, korku
yaratmaz ¢ok fazla nese yaratmaz sakinlik oluyor yani bdyle bir tek dizelik gibi diistinebiliriz.

D:Kabullenmek mi?
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N:Kabullenmek olabilir evet, hayata genis bakabilmeye ¢aligmak yani istemedigim bir insan ¢evremde
dolastyordur ya da istemedigin bir sekilde istemedigin bir ortamda bulunmak zorundasindir, bu is
hayatimizda ya da arkadas cevremizde ¢ok fazla karsilastigimiz seyler ama istemedigim i¢in ona
stirekli bir dig yani dis bilemek boyle bir sey yapayim tokezlesin diigsiin falan bundan zevk alan bir
insan degilim ama koétii gelen seyi engellemeye ¢aligirim miimkiin oldugunca bana zarar vermemesine
Ozen gosteririm ve iyi gelen seylerde hos gelsin yani.

D:Peki olumlu da olumsuz da olsa kendini bu evrende bu diinya da nasil goériiyorsun biraz dnce
kabullenilmislikten bahsettin, genel olarak bir aidiyet duygusu mu bu nasil bir duygu hissediyorsun?
N:Ben soyle hissediyorum sonugta hepimiz buraya geldik istegimiz diginda geldik bir sekilde yani,
belki de ister miydik istemez miydik orasi da sorgulanir ama sonucta buradayiz, variz, belli bir
hayatimiz bize bigilmis bir Omiir var ve onu kotii yasamak neden? Kotii olarak adlandirdigimiz seyler
icerisinde olumsuz, kotii sikilarak, tiziilerek, kizarak onlar1 sevmiyorum, uzakta durmasini sagliyorum
ya da ben uzakta duruyorum.

D:Peki o zaman bu diinyadaki varligini nasil tanimliyorsun sen, biraz daha spritiiel bir sey belki
sordugum ama yani kendi varliginla ilgili ne hissediyorsun bu diinya da? Dini inancin olabilir ya da
boyle bir sey yoktur da hani biraz 6nce sey dedim bir sekilde variz ya da yokuz bunu bir sekilde
agiklar misin?

N:Soyle diistinliyorum hani mesela diyelim ki enerjiye ¢ok inaniyorum ben gelen olumlu olumsuz
enerjiye ve hani boyle insanlarin kendisini iyi hissettiginde ¢cevreye yayilan bir 151k var gercekten o
151k ¢cevrendeki insanlari da etkiliyor. Sen olumlu diistiniirsen diger insanlarda bir siire sonra olumlu
diistinmeye bir siire sonra, her ne kadar direnis gosterirlerse de, zaten degisimler direnmeden olmuyor,
belli bir direnis gosteriyorlar ama daha sonra direnisin arkasinda gelen bir degisim oluyor, ben
insanlar1 bu yonden degistirmeyi seviyorum olumlu yonde, benim katkim oluyorsa insanlarin hayatina
bu sekilde olursa sevinirim.

D:Boyle bir seyin olduguna mi inantyorsun peki ya da yle mi hissediyorsun?

N:Yani soyle inanip inanmamak benim sdyleyecegim seyle belirlenemez, onu benim arkadaglarima
sormak lazim, eger onlar olumlu seyler hissediyorlarsa benimle tanigtiklari i¢in, ne mutlu bana ki
insanlarin hayatini o yonde degistirebiliyorum. Fikir vermeyi seviyorum insanlara s6yle yapsan boyle
yapsan, diisliniip kendi fikirlerimi sormayi seviyorum, fikir danigmayi seviyorum yani dyle.
D:Bagkalarint da 6nemsedigin sdyledin, onlarin hayatlarini yénlendirmek senin i¢in 6nemli mi?
N:Evet, arkadaglarim ve ¢evremdeki insanlarin ruhsal psikolojik hali benim i¢in 6nemli ¢iinkii bende
onlarla beraber sey olabilirim yani mutsuz olabilir, ¢6ziim bulmay1 ¢ok seviyorum yani onlarin o
mutsuzluklarini ¢oziime ulastirp olumlu seyler yaratmayi seviyorum.

D:Peki kendi ¢evren i¢in mi yoksa hi¢ tanimadigin bir insan i¢inde bu gegerli mi?

N:Yakin ¢evrem i¢in daha baskin ama tabiki toplum igerisinde insanlarin gézlerini agmak diye bir
tabir vardir ya tabiri caizse eger ben boyle bir seyi yapabiliyorsam neden olmasin, yaparim.
D:Hayattaki amacin nedir?

N:Bunu bana sey sormustu, yiiksek lisanstaki basvuru da jiirideki bir hocam sordu, hayatta magin ne,
sen neden buraya geldin ne olmak istiyorsun dedi. Bende sey edim mutlu olmak istiyorum hayatta, o

yiizden boyle sdyleyince insanlar sey yapiyorlar hep insanlar vardir ya miidiir olmak istiyorum
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yonetici olmak istiyorum, bir yere varmak istiyorum ama ¢iinkii 6yle degil ben o yerde olabilirim, ben
sunu gordiim ¢ok biiyiik hedeflerim vardi hala da var ama bu hedefleri insanlar1 aslinda o hedeflere
varimdan mutlu etmedigini gordiim asil ama¢ mutlu olmak yani ¢op topluyor olabilirsin ama mutlu
olmazsan eger yani bir pozitif yoniinii bir seyini gormen lazim, hayattaki varliginin nedenini anlaman
lazim ve bu seni mutlu eder.

D:Hayattaki varliginin nedenini anlaman lazimi biraz agalim, senin icin hayattaki varliinin nedeni
ne?

N:Herhalde insanlarin bir seylerin farkina varmalarini saglamak, yapabiliyorsam yani.

D:Bunu yapabildigini diisliniiyor musun, ya da var m1 bdyle bir 6rnek?

N:Aslinda s0yle, insanlar ig hayatinda belli misyonlar olusturuyorlar, arkadas ¢evresinde rolleri
oluyor, is hayatinda dedigim gibi arkadaslik hayatinda da o kisinin i¢inde olan seyi gormesini
saglamayi seviyorum, ben bir sey goriiyorsam ya sen niye bunu yapmiyorsun ya sende bu var niye
ortaya ¢ikarmryorsun bunlart ona sdylemeyi dogrusuyla yanlisiyla elestirmeyi ¢ok seviyorum. Belki
karsimdaki kisi o an i¢in darilabilir ama bir siire sonra sunu séyleyen ¢ok oluyor, Nazli sen
hakliymigsin, bunu gérmemistik o zaman sdylemistin diyen gok var.

D:Bir 6rnek verebilir misin?

N:Vereyim, ama diisiinmem lazim gimdi.

D:Diisiinebilirsin, bundan da ye.

N:Yiyeyim o zaman, igeri gegelim mi?

D:Yok hig fark etmez.

N:Mesela yiiksek lisans sinifinda goyle bir sey oldu. Yani bizim bir hocamiz var, tabi ki de mezun
olacagimiz i¢in bizi oraya yonlendiriyor ama bunu herkes sey diisiiniiyor aa ne kadar iyi, tabi ki de iyi
ama onun oradaki amaci ¢ok daha farkli, birkag tane amaci var ve ben bunu sdyledigimde bdyle
insanlar diigiinmemislerdir belki de iizerine ama birinci amaci bize is bulmak, dolaysiyla gurur
kaynagiyiz onun, oralarda ¢alistigimizda bak bu benim 6grencim diyebilir ya da iste farkli bir sekilde
sOyle olabilir teoriyi pratikle birlestirsinler diye de yapiyor olabilir ikinci amaci bu, {iglinciisii de sdyle
insanlar her kars: tarafi diisiinmez kendini de diisiiniir dolayisiyla biz ona oradan kaynak sagliyoruz
yani o teori kismini veriyor ama biz pratikte ¢aligsarak, iglerin nasil yiliriidiigiinii ona sdyleyerek onun
teoriyle pratigi birlestirmesi yani pratikteki eksikligi teoriye dokebilmesini sagliyoruz aslinda. O da
bayag! isine yartyor onun, o yiizden karsiliklt win, win durumu oluyor yani hem o kazanmis oluyor
yaptigi yardim nedeniyle hem biz kazanmis oluyoruz ya da mesela bir insanla ilgili ya da bir is
konusunda soyle soyleyeyim bir insanla ilgili ve ya bir arkadas ¢evresinde dncelikle bir elektrik
aliyorsam ilk basta ve bu bak bu bole boyledir dedigimde insanlar en basta onu géremiyorlar ama
daha sonraki zamanlarda evet hakikaten 6yleymis ¢ok 6zel bir sey oldugu i¢in anlatamayacagim bunu
ama yani yaptig1 herhangi bir s6z benim bu sdyledigimi dogrular niteliginde oluyor kanitlamis oluyor
kendi kendini.

D:Sunu sormak istedim ben aslinda insanlarin hayatina dokunmayi seviyorum dedin ya,
yonlendirmeyi gostermeyi vs. boyle yapip da hayatini degistirdigin biri var m1?

N:Var, onu anlatayim. Bir arkadagim vardi benden bir iist sinifta, ayn1 boliimdeydik uluslararasi ortak

lisans boliimiinde, ¢ok panik bir kizd1 gercekten sabirsizdi, panikti ve o bir donem uzatmisti okulu, biz
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geri doniiyorduk biz son senemiz olacakti, ben {igiincii sinifta o dordiincii siiftt ve herkes gittigi i¢in
ekstra lizgiindii ve sadece 2 ders alacakti, haftanin 2 giinii maksimum isi olacakti kalan giinleri bos
olacakti, ne yapacagini bilmez bir haldeydi ben ona neden staj yapmryorsun burada dedim, bdyle bir
fikir ¢ikt1 bilmiyorum ama belki Didem dedim belki sende tanirsin Didem’i bizim soyadini vermemde
mahsur var m1?

D:Yok.

N:Didem Delikanli soyadi.

D:Bilmiyorum simdilik.

N:O dedi ki ya nasil gidecegiz iste oraya falan dedi boyle, dedim ¢ok basit, nerede staj yapabilirsin
diye bak cok iyi olur senin i¢in falan, sonra biz arastirdik Tiirk-Amerikan is birligi olan tamamiyla
Amerikalilara ait olmayan dilimiz belki yeterli olmayabilir bir sekilde tecriibe edilmis olur ve
tamamiyla non-profit bir organizasyonda o kadar eglenceliydi ki stajyer bakiyorlarmig Tiirk-Amerikan
ticaret odasina gittik ve dedi ki benimle gelir misin, buna sen vesile oldun niye stajyer yapmryorsun
diye sorarak. Iyi gelirim bende dedim yani neden olmasin falan diye sonra gittim yaninda ¢ok
heyecanliydi ben onu sakinlestirmeye ¢alistim, Kenan Bey vardi o zaman yetkili olarak, bayagi vardir
ya filmlerde bdyle 18 kat ¢ikarsin falan ondan sonra insanlar asansdrdedir gozliiklidiir etrafinda,
ciktik elimiz ayagimu titriyor, ¢aylagiz neyle karsilasacagiz burada falan diye ama iste orada ben sakin
oldugumu orada anladim, Didem ¢ok panikti bilmedigi bir ortam oldugu i¢in ama aslinda onlarda
insan bizde insaniz sana eksi bir sey yok yani. Gittik beraber girdik hatta oturduk Kenan Bey ikimizle
birlikte konustu hanginiz geliyorsunuz diye ve orada staja baslad1 ve ¢ok iyi igler yapti, hatta Tiirk-
Amerikan ticaret odasinin oraya kayitta olan is adamlarinin yemekleri oluyordu, o yemek i¢in Ajda
Pekkan’in oraya gelmesini sagladi, organizatorliik yapti ¢ok giizel bir sekilde PR yapti. Sonra
Tiirkiye’ye dondii, Tiirkiye’de KUTAS ta calisti, suan da pazarlama yoneticisi olarak galisiyor
bildigim kadariyla ama bir yer degistirdi once KUTAS taydi ama suan nerede bilmiyorum. Benim i¢in
o da soyler o giin belki gitmeseydi o cesareti bulamayacakti ben gitmesem ve ona 0yle bir cesaret
vermis oldum dondiigiimiizde hem o zamani1 degerli gegirdi ve dondiigiinde ¢ok biiyiik artilar1 oldu
burada is bulmasinda yardimci oldu, belli yerlere gelmesine yardimci oldu biraz onu isteyen bir
insandi, ben geye inanirim, bir insan isterse her seyi yapabilir bence.

D:Peki bu sana ne hissettirdi?

N:Ben o kadar onun basarisina sanki benim bagsarim gibi oldu, mutlu oluyorum onun basarili olmasini
cok degisik bir duygu, farkli bir sey.

D:Nasil bir sey?

N:Yani nasil sdyleyeyim ben sanki ona orada el vermis oldum bir seye araci oldum ama fark etmeden
yaptum, o anda farkinda degildim, sadece yardim etmekle ¢iktim yola ama sonrasinda gdyle bir sey
oldu. 1 sene sonra ben mezun olurken ben oraya gittim ve onlar beni ise aldilar staj olarak dyle bir
yani ben bir iyilik yaptim ama bir sey elde etmeksizin yaptim ama sonrasinda bana yaradi.

D:Peki sosyal ve dogal ¢evrende bana kendini tanimlarsan.

N:Nasil tanimlayabilirim var m1 belli bir terimler?

D:Hayir yani seni {i¢iincii bir kisi tanimlasa nasil tanimlar?

N:Bunu bana degil ama bir arkadasa sorman lazim.
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D:Hayir, mutlaka sana séyleyenler olmustur veya sen kendini nasil tanimlarsin?

N:Tanimlayaym. ilk sdyleyecegim sey cok dnemli hani sdyleyimdir.

D:Yok yok dyle bir sey yok dogru bir cevab1 yok, ben kendini tanimlamani istiyorum sadece, dogal
giinliik hayatin icerisinde her sey olabilir yani.

N:Senin bekledigin yoktur ama atryorum ilk boyle diiriistiim ben dersin ona 6nem veriyormussun gibi
olur.

D:Hayir bunun bir siralamasi da yok, diiriistliikse diiriistliik. Is hayatinla ilgili beklentilerin olabilir
sosyal hayatindaki beklentilerin, konumun olabilir, suan olabilir kendini tanimlamani itiyorum.

N:Is hayatimla ilgili kisma gegelim, is hayatimda hizli bir is hayatim oldu 2010’da mezun oldum 4
seneye c¢ok sey sigdirdim, Tiirkiye’de olsaydim 4 sene de bir yerde calistyor olurdum ama 4 sene de 4
sirketle beraber calistim, evet ben burada alacagimi aldim yeni seyler 6greneyim, 6grenmeye agik bir
insanim ve egolarim yoktur. Benim altimda c¢alisan ya da benim iistiim icin her seyi dogru zamanda
dogru sekilde davranmaya ve sdylemeye dikkat ederim ve kendimi boyle bir ig hayatinda igin
sOyliiyorum bunlari, sdyle sdyleyeyim yeniliklere agigimdir, yaratici ve yeni fikirlere agigimdir ama
bu baskici ve hiyerarsik bir diizen i¢inde miimkiin olmuyor, daha rahat ¢alisilabilecek ortamlarda
miimkiin oluyor. Insanin smirmin olmadigmi diisiiniiyorum ben beynin sinir1 yok bence. Diisiinme her
sekilde insan her seyi her sekilde diistinebilir, diisiinceye sinir koyamazsin, bir iilkeye sinir
koyabilirsin, evine bir alan sinirlamasi yapabilirsin ama diisiinceye sinirlama yapamazsin sinir yok.
D:Toparlayacak olursan?

N:Genel olarak sosyal ¢cevrede arkadas canlis1 oldugumu soylerler, elestirel oldugumu séyleyenler
olur, sert kat1 ve dogrucu bir tarafim vardir ama bunlari insan1 kirmadan yapmayi tercih ederim yani
ama bazen de sunu diisiiniiyorum kirilacaksa karsi taraf belki de kirilmasi lazim ki sonradan onun iyi
oldugunu anlasin, ¢ogunlukla dyle oluyor. Kirmiyorum ama bir seyleri gérmesini sagliyorum bunun
icin destekleyici tanimlayabilirler, destekleyici olabilirim. Y &nlendirici olabilirim. Birde hakkiysa bir
insanin hak yemekten hoglanmam, dini, dili, irki ne olursa olsun eger bir sey hakkiysa hakkini vermek
lazim.

D:5-6 kelime sec¢sen kendini anlatan 5, 6 kelimeyle sen kendine baktiginda nasil bir Nazlt
goriiyorsun?

N:Bence daha olmadim diyorum, insan zaten olmuyor yani siirekli yenilenmesi gereken bir varlik gibi
geliyor bana. Ogrenmeye acik, yaratici, yenilikei fikirlere acik, dogruyu konusmaya calisan yani
kendince bildigi kadar, diiriist olmaya ¢alisan, haksizliktan hoslanmayan kesinlikle onun disinda sert
ve kat1 bir yanim var ama bunu gerc¢ekten herkese géstermem gergekten pissedoff vardir ya tellerimin
atmis olmasi lazim, ama onun disinda olabildigince sakin ve yumusak olmaya ¢alisiyorum hayata
bakisim oyle.

D:Peki sence biraz daha tiikketim konularia geri doniiyorum, bilingli ya da duyarl tiiketim ne demek?
N:Bilingli tiiketim akilli tiiketiciyim dedim ya o, sen akilli tiiketici olarak kendini tanimlayabiliyorsan
bilingli tiiketiyorsun demektir Ihtiyag yarattiklar1 dogrultusunda degil de kendi ihtiyacin
dogrultusunda tiiketiyorsun demektir. Bunun i¢inde bir¢ok yan dal giriyor ama olabildigince bilgi
kirliligi yaratmadan dedigim gibi ne ekonomisi dedim ben?

D:Dikkat ekonomisi.
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N:Dikkat ekonomisine 6nem vererek tiiketmek, bilingli tiiketmek bu yani. Su an aklima bagka bir sey
gelmiyor.

D:Peki, sen bunlardan birazcik bahsettin ama daha sonra gelirse ekleyebilirsin. Sen tiiketim yaparken
en cok nelere dikkat ediyorsun, tekrar 6zetler misin?

N:En ¢ok dikkat ettigim sey aslinda bence herkesin dikkat etmesi gerek diye inandigim, kullanilabilir,
uzun siireli, diisiik maliyete fayda sagladigin iirtinleri tiiketmek.

D:Sen tiiketim yaparken bunlara dikkat ediyorsun.

N:Evet.

D:Bilingli olarak 6zellikle tiikketmedigin tiriin var m1?

N:Var.

D:Ne gibi mesela?

N:Mesela paraben ve siilfat igeren sampuan tiiketmiyorum.

D:Neden?

N:Ciinkii ¢ok zararli, sag1 dokiiyor, deriye niifus ediyor ve kanser oranini arttirdigini diigiiniiyorum.
Viicuda zararli olan seyleri tiiketmiyorum.

D:Paraben?

N:Ve siilfat. Sodyum siilfat, tuz ve paraben de bu boyalarda kullandiklari i¢ cephe boyalarinda.
D:Peki bunlart arastirtyor musun yoksa bir yerlerden duyarak mi1?

N:Once tabi ki de mesela sa¢in dokiilmeye basliyor, insan bagina gelmeden anlamaz ya. Bu niye
dokiiliiyor diyorsun ha kansizliktan dolayi, biraz badem yiyeyim, sampuani degistirmeliyim ne tarz
vitaminler almaliyim ve ne tarz iiriinler kullanmaliyima geliyor sonug ben diyorum ki ben bdyle boyle
bir seyle karsilastim siz karsilagirsaniz bunu kullanin. Ne tarz {iriinleri tiiketmiyorum derken sagligima
zarar verecegini diislindiigiim higbir Giriinii tiketmemeye ¢alistyorum. Higbir katki maddesi igeren bu
devirde miimkiin degil belki ama 6zellikle organik seyler tiikketmeye ¢alistyorum. Organik olduguna
inandigim, semt pazarlarina giderim mesela, kiyafette pamuk seyleri, naylon ve polyesterdense
pamuklu seyleri tercih ederim, kullandigim ojeye bile dikkat ederim yani ¢iinkii daha mesela az
siklikta kullanmaya calisirim, onu ¢ikarirken ya da yiiziimii temizlerken daha organik seylere dikkat
ederim.

D:Sadece kendin i¢in mi bunlara dikkat ediyorsun yoksa?

N:ilk basta kendi saghgin igin insan bencil bir varlik ama bunu bana asilayan ailemdir. Ama onlarin
bana agilamis oldugu bakis agis1 dogrultusunda, etrafimdaki insanlarin ihtiyaglari dogrultusunda
onlara da yardimci olmaya ¢aligtyorum.

D:Tiikettigin iiriiniin, dogaya, ¢evreye diger insanlara etkilerine dikkat eder misin?

N:Dikkat ederim, sdyle ki aslinda yurtdisina gittikten sonra ¢ok sey degisti, ben 9-8 yasinda bir
cocukken babama amca baba yere kagit att1 ki kagit organiktir ok fazla zarar vermez ama gidip
uyarabilir miyim dedigim bir insanim. Aa tamam git uyar derdi babamda.

D:Uyarmis miydin?

N:Evet, uyarmistim amca yere kagit attin, bu sizden diistii galiba buyurun dedim.

D:8-9 yasindaydin bunu yaparken.

N:Evet, daha da kiiciik olabilirim.
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D:Ailen soylememisti ama senin i¢inden gelen bir seydi sanirim?

N:Hayir ben kendim soyledim.

D:Bunu bir yerden mi duydun tamamen icinde gelen bir sey.

N:Ben dgretmen anne babanin ¢ocuguyum, onlarin bana agiladigi dogruluk, diiriistliik iste ¢cevreyi
kirletme ¢gocugum sen bu ekosistemde varsin ama senin gibi canlilarda mevcut, bunlar bir biitiin
halinde yasiyorlar sen onlara ne kadar ¢op biriktirirsen o sana onu verir. Bizim evimiz Bodrum’da
yastyor ailem ve ¢ok yakin denize, her kis sunu diisiiniiyorum denize ne kadar ¢op atildiysa ki
Yunanistan’a yakin kiyis1 Datga’ya da var kiyisi oturdugumuz yerde ne kadar lodoslu hava varsa
deniz temiz kalmak i¢in o lodoslu havalarda dalgasiyla beraber i¢indeki kirleri disar1 ¢ikariyor ve
elinden geleni yapiyor, o kiyida biriken esyalari, pislikleri, ¢opleri gérsen kendinden utanirsin, bence
bir insan kendinden utanmali onu atig1 i¢in denize, sen oradan besleniyorsun Omega 3, enerji
kaynagin, giines mesela E vitamini, D vitamini, deodorant kullaniyor insanlar ¢ok fazla miktarda, cok
fazla miktarda egzoz gazi, karbondioksit 6zellikle son yillarda artt1 ve hatta Cin’de Asya-Pasifik
tilkelerinde daha fazla bu ara hava kirliligi. Bunlar ne yapiyor ortamu pislestiriyor, insanlar bilmeden
kendi yasadig1 yerleri 6ldiiriiyorlar, hi¢bir canli bunu yapmiyor.

D:Peki tiikettigin iiriin ve hizmetlerin reklamlarinda seni hangi 6zellik etkiler?

N:Simdi bu kadar ekolojik ve ¢evreden bahsettigime gore ¢cevreye duyarli bir sirketin verdigi bir
reklam beni etkiler ama s6yle suna da bakarim, sadece reklam olmasi i¢in mi yapilmis bu, o an
popiilermis o an i¢in mi yapilmig yoksa ben sirketin 6ziinde 6nemsedigini hissediyor muyum? Sirket
ismi verebilir miyim?

D:Tabi ki.

N:Sana anlattim sanirim bunu Selpak’la ilgili bir reklam. Selpak’in boyle bir seyini hi¢ duymadim.
D:Birdaha anlatabilir misin?

N:Tabi, bu zamanlarda yaymlanan bir reklam var, kendi agacimiz1 dikiyoruz iste ama ekolojik zirai
agac mu1 diyorlar sifati tam bilmiyorum, onlar1 kesip selpak yapiyoruz, agaci dikip yasatiyorsan bu bir
degerdir ama sen diktigin agaci kesip selpak yapiyorsan bunu sdylemenin bir anlam1 yoktur benim
icin bir amaci yoktur, bunun disinda ekstra bir sey yapiyorsan, agaclart kesip selpak kagit iiriiniimiizde
kullaniyoruz ama su kadarlik alan su kadar hektar agag¢ diktik ve bunu korumaya ¢alisiyoruz dersen bu
benim ilgimi ¢eker bir tiiketici olarak. Inandiricilik ve sirket kiiltiiriinde benimsenmis mi buna
bakarim. Belki o imaj1 marka imajin1 olusturmaya caligiyor ama benim géziimdeki imaj1 tamamiyla
¢ok farkl.

D:Ne gibi?

N:Beni inandiramad tiiketici olarak.

D:Tiiketim aligkanliklarini sen sundan bahsettin, yurtdisinda tiiketim i¢in gidiyorlar gibi bir sey
soyledin, bu donemde tiiketim odakli bir donemdeyiz, sen bilingli bir tiiketici gibi bir imajin var ama
Oylesinde, ¢ok fazla tiiketim yaptigini varsayalim ya da bundan da az tiiketim yapmak i¢in tiikketim
aligkanliklarini degistirmek ister misin? Yani daha da az tiikketmek ister misin?

N:Isterim tabi ki.

D:Dabha bilingli, daha az tiikketmeyi ne motive edebilir?
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N:insan sosyal bir varlik oldugu i¢in bu genelden 6zele giden bir tiiketim anlayisim olmali yoksa
6zelden genele mi yayilmali onu tartismak lazim biraz.

D:Tartisalim.

N:Insanlarin benim kendi kisisel bilincim bunun farkinda ama ben bunu ne kadar uygulayabiliyorum
ya da bunu uygularken ¢evrem beni ne kadar etkiliyor? Ben bunun bilincinin farkinda olabilirim ama
sirf cevre nedeniyle bunu tiikketmiyor insanlar, bilingliler ama uygulamiyorlar. Burada aslinda bana
soracak olursan 6zelden genele gitmektense, genelden 6zele gitmek daha mantikli.

D:Bunu biraz agabilir misin?

N:Sosyal bir biling yaratmak gerekir.

D:Sence nasil yaratilabilir?

N:Onu pazarlamacilara sormak lazim, reklamcilarin yaratacagini diisiiniiyorum ben.

D:Nasil bir reklam gorsen, nasil bir pazarlama stratejisine maruz kalsan o iirlinii daha bilingli
titketmeye yonelirsin?

N:insanlar eski beyniyle karar verirlermis karar verirken herhangi bir seye karar verirken, tiiketimde
de sanirim nasil diyeyim, eski beyinleriyle karar verdiklerini diisiiniirsek, tam toparlamam nasil olur
sOyle sdyleyeyim, ben bir sey almaya karar veriyorum ama bu benim duygusal yetilerime dokunmasi
lazim. Duygularima dokundugu zaman onu alip ya da almamaya karar veririm, nedir bu eski beyin
dedigim seyi agayim mi1?

D:Ag.

N:Insanin savunma mekanizmasindan ¢ikan bir beyin, omuriligin iistiinde bulunuyor orta beyin ve
yeni beyin diye ayriliyor. Soyle bir 6rnek var, yaninizda biri diistii ve bayildi yeni beyin ona aciyor
yardim ediyor ama eski beyin diyor ki oh iyi ki ben yaralanmadim. Bunu diyen bir tarafi var insanin o
yiizden bu g6yle bir durum tamamiyla bencil kendine gore karar veren bir beyin var ve bununda karar
vermesini saglayan sey eski beyine dokunan duygular. Eger.

D:Insani benligine dokunan.

N:Evet senin savunma mekanizmana dokunan duygular. Kendimle ilgili saglikli seyler tiikketmeye
calistyorum neden bu benim savunma mekanizmam neden ¢iinkii ben uzun yasamak istiyorum. Ama
aslinda insanlar boyle belli bir tehdit algiladiklarinda kendilerini savunmaya aliyorlar ¢iinkii yalniz
olduklar1 i¢in kendilerini savunmaya aliyorlar bu da dogal olarak tiiketim davraniglarina yansiyor.
D:Nasil bir reklam ya da nasil bir pazarlama stratejisi?

N:Benim duygularima dokunan ve beni gergekten bu baglamda savun yani beni savunmasiz
birakabilecek bir reklam benim o iiriinii almam1 saglar.

D:Beni savunmasiz birakacak derken onu agabilir misin?

N:Mantiginiz, rasyonaliteniz bir yerde gittiginde o iiriinii almaya karar verirsiniz yani gereksiz almaya
karar verirsiniz. O zaman ¢ok fazla bilingli olmuyor insan, o zaman daha bdyle ben bunu alayim
¢linkii bunu alirsam yardimi dokunacak diger insanlara diye diisiinmeye basladigin anda daha sey
digiinmeye bagliyorsun.

D:Peki bu daha bilingli tiiketme i¢gin seni motive edebilecek bir sey, daha az tiiketmek i¢cin motive

edebilecek bir sey var m1?
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N:Dedigim gibi bana dokunmasi lazim, bana ne derece faydali olacak? Benim tiiketim anlayigim
sOyle, ben o iiriinden miimkiin oldugunca ¢ok fazla faydalanacagim, maliyeti diisiik olacak ve
kullanilabilir, siirdiiriilebilir olacak, bu sekilde diigiindiigiim anda ben o iiriinii tilketmeye karar
veriyorum. Ve reklamlarda da bunun iistiine basiyorsa bu benim hayat tarzim bu benim yagam tarzim,
bu yasam tarzima uygun bir reklam varsa ben bunu tiiketmeye karar veriyorum.

D:Sistemi de sey yapalim, sen Amerika’da yasadin ve oraya giden insanlarin daha ¢ok tiiketmek icin
gittiginden bahsettin. Sence bu sistemin etkisi mi? Nasil bir sistem olursa daha az tiiketilir sence?
Ciinkii Amerika’daki sistemden bahsettin onun iizerinde biraz konusalim istersen.

N:Orada insanlar ne igin tiiketiyor, daha fazla prestij saglamak i¢in mi tiiketiyorlar ya da belli bir
yasam standartlar1 var onun altina inmemek i¢in mi tiikketiyorlar? Ama sdyle bir sey varsa dyle bile
olsa o tiiketimin ¢evreye olan faydasini da ekleyerek tiiketmelerini saglamak gerekiyor, burada is
reklamcilara diisiiyor, sen Iphone’u aliyorsun ama bunun zaman geldiginde ne yapiyorsun, nereye
atryorsun, bu nasil geri doniisiim yapiliyor? Bu sorgulamalari tiiketiciye sordurmak lazim o zaman iste
bir seyler degisebilir.

D:Tiiketiciye sordurmak derken?

N:Tiiketiciye soru sordurarak bilinglendirmek lazim, siz bir seyi insanlarin gdziiniin 6niine sokarsaniz
algida segiciyse o konuda algis1 varsa yakinsa ona dikkat eder ama o konuda eger belli bir fikri yoksa
ilgilenmiyorsa bakmaz 6yle bir ¢evre yaratmak gerekiyor ki sen ilgin olmadig1 halde bu neymis ya bir
sorgulama ihtiyaci duymasi gerekiyor bunu yaratmak lazim.

D:Peki sence bu kapitalist sistemde bu kadar tiiketim yapilmasinin tiiketimde etkisi nedir?

N:Yani soyle aslinda insanlar her ne kadar boyle ben ihtiyacima gore tiiketiyorum, ucuzunu tilketmeye
caligtyorum dese de belli bir sistemin ig¢erisindesin sistemin disinda kalamiyorsun yani sistemle
beraber devam ediyor hayatin. Olabildigince kalmaya ¢alisiyorsun kendince 6nlemler alarak. Burada
bireysel biling gbz 6niine alintyor ama 6yle seyler var ki diinyada bu bilincin yayilmasini engelliyor,
herkes bundan para kazaniyor. Buradaki hirs para kazanma, iyi yasama iste insanlarin bencilliginden
kaynakli hirs o zaman ortaya ¢ikiyor, sende iyi yasamak istersin bende bunu her ne olursa olsun
yapmak istersin ama her ne olursa olsun yapmak istememek gerekiyor bence, biraz biitiinsel
diisiinmek lazim.

D:Biitiinseli biraz agar misin?

N:Yani bir seylerin sadece senin etrafinda degil de senle beraber devam etmesi yani senin bir biitiiniin
pargast oldugunu idrak etmen.

D:Bunu nasil bir sistemde yaratabiliriz sence? Var mi kafanda boyle bir sey?

N:Biiyiik markalarin ger¢ekten bir yasam tarzi haline gelmis markalarin buna el atmasi gerekiyor ve
bunu sosyal bir proje seklinde insanlara iletmesi lazim. Islerine geliyor mu ya da ne kadar faydali olur
ama soyle bir durum var, biiyiik bir cogunluk nereye giderse onunda takip edecek insanlar ¢ok olacag:
i¢in bunu yaratmak lazim belki de.

D:Daha bilingli bir toplum yaratmak m1?

N:Daha bilingli ama bilingli olan birkag kisinin bunu fark edip diger toplumu da buna siiriiklemesi.
D:Eklemek istedigin bagka herhangi bir sey var m1?

N:Umarmm daha bilingli yani tirnak i¢inde tiiketen bir toplum oluruz ne diyeyim.
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D:Tesekkiir ediyorum.
N:Bir sey degil, ben tesekkiir ederim.
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FUNDA (F-27)

D:Hos geldin Funda nasilsin?

F:lyiyim sen nasilsin?

D:lyiyim, tesekkiir ederim. Bugiin genel olarak senle tiiketim aliskanhklarindan bahsedecegiz ama
once biraz kendinden bahsetmeni istiyorum, ka¢ yasindasin, ailenle mi yasiyorsun, neler yapiyorsun?
F:27 yasindayim, tek basima yasiyorum izmir’de, 9 senedir buradayim, 9 senedir yalniz sayilirrm ama
aktif olarak 4, 4 buguk senedir yalniz olarak yasiyorum, daha 6nce yurtta kaliyordum. Doktora
yapiyorum felsefe alaninda. Doktora tezimi yaziyorum suan.

D:Tez konun ne?

F:Tez konum itaatsizlik ve politik itiraz tizerine bunlarinda, demokratik kiiltiirle iliskisini tartigmaya
calistyorum, ayni1 zamanda da arastirma gorevlisi olarak calistyorum.

D:Tam da donemindeyiz zaten boyle seylerin.

F:Evet, ama denk geldi yani ben daha dnce segmistim konumu.

D:Cok isine yartyor mu bu Tiirkiye’deki olaylar?

F:Cok yaramiyor ¢linkii ben teorik tartisma yapiyorum ama tabi o da olabilir mi buda olabilir mi
dedigimiz seyleri pratikte gérmek isimizi zaman zaman kolaylastirtyor zaman zaman zorlastiriyor.
D:Lisansin?

F:Uluslararasi iligkiler.

D:Bu alana nasil gegmeye karar verdin?

F:Ben zaten uluslararasi iligkiler okurken de siyaset teorilerine ilgi duyuyordum o yiizden bu alanda
uzmanlasmak istedim, ¢alisabilecegim yani felsefe boliimiindeki hoca kendime uyun gérdiigiim igin
onun yanina gittim o da beni kabul etti ¢okta bir yere gegmis sayilmam yani.

D:Bildigim kadariyla Ankara’dan Izmir’e geldin, o siireci biraz anlatir misin?

F:Universite tercihi yaparken yeni bir hayatim olsun istedim, tek basima yasamak istedim, ailemden
ayr1 okumak istedim ve Izmir’in yasanasi bir yer oldugunu diisiiniiyordum ve geldim.

D:Memnun musun?

F:Genel olarak memnunum ama 9 sene bir sehre aligmak ve o sehirden sikilmak i¢in uzun bir siire.
Artik yeniden bir degisiklik arayigsindayim.

D:Degisken bir ruha m1 sahipsin?

F:Cok.

D:Bir tarafinda sabit oldugunu soyliiyordun ama?

F:Yani s6yle bir yerde bir evim var ve kendimce diizenim var ondan sonrasi sey yapabiliyorum ben
her ay baska bir sehirde de yasayabilirim ama bir sehirde evimin kitaplarimin belli bir yerde duruyor
olmast lazim. Mezun oldugum iiniversite de aragtirma gorevlisi olarak ¢alisiyorum bu da 9 yildir
[zmir’deyim ve 9 yildir ayn1 {iniversitedeyim demek ee sikict oluyor tabi.

D:Ne artyorsun peki?

D:Yeni yiizler, yeni insanlar.

D:Peki bana bir giiniinii anlatabilir misin?

F:Yani aslinda ¢ok giinlerimin birbirine benzedigini sdyleyemem sevmem de birbirine benzeyen

giinler yasamay1. Genel olarak ¢ok erken olmayan ama erken bir saatte uyaniyorum calistigim igin,
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buda genellikle 7 ile 9 aras1 bir saat oluyor. Cok su igerim sabah, hazirlanip ¢ikmam 1 saattir
oyalanirim bayagi evde. Uyanmam i¢in vakit gegmesi gerekiyor, yataktan ¢ikmak benim igin
uyanmak demek degil uyanip kendime gelmem uzun siirdiigii i¢in yarim saat bir saat siirdiigii i¢cin
yarim saat bir saat arasi degisir ¢ikma siirem. Yiiriiyerek gidiyorum ise dolayisiyla is yerindeyim gibi
bir sey. Kahve icerim sonra okumaya baslarim sonra aksam ¢iktigimda genellikle markete falan yani
birkag alternatif var aslinda ¢ok az giinde aksam direkt eve giderim baz1 giinlerde markete falan
ugrayip giderim bazen de arkadasimla bulusup konsere gitmek gibi ki bu daha rutin oluyor sanirim ve
gece yarisina dogru da eve giderim. Gece yarisina dogru eve giderim ama giin bitmiyor 3-4 saat sonra
uyuyorum ¢iinkii.

D:O siirecte neler yapiyorsun genelde?

F:Televizyon ya da bilgisayardan bir seyler izliyorum, bir seyler okudugum oluyor. Giin boyu goziimii
actigimdan itibaren iletisim halindeyim arkadaglarimla cep telefonundan bilgisayarimdan siirekli
mesajlasirim, uyudugumdan uyandigima kadar o yiizden biiyiik bir kism1 sohbet etmekle gegiyor, bir
seyler izlemek ve okumakla gegiyor.

D:Hobilerin neler?

F:Okumak tabi, hobi demekten hoglanmiyorum ama sanati takip etmek, tiyatro, sinema, opera, bale ve
ben simdi ufak ufak miizik dersleri aliyorum onla ugrasiyorum.

D:Nereden aliyorsun?

F:Bir sanat okulunda san dersi altyorum.

D:Sever misin?

F:Cok severim. Hafta da bir saat derse gidiyorum ama biitiin bir haftay1 o bir saat i¢in yagiyor musum
gibi geliyor bazen.

D:Ne kadardir aliyorsun?

F:4 ay falan oldu.

D:O alanda bir sey yapmak istiyor musun?

F:Profesyonel olarak istemiyorum ama yapabilirim yani daha dogrusu hayatimi tamamen ona kanalize
edecegimi zannetmiyorum ama bir donem onunla ilgili bir seyler herhalde yapacagim.

D:Ne gibi bir sey yapmak istiyorsun?

F:Sahnede olmak istemiyorum ama bir yandan da insanlar beni dinlesinler istiyorum o yiizden kiigiik
bir restoranda, kafede insanlar yemeklerini yerken ben béyle usul usul birkag sarki soylesem hatta
insanlar beni goérmeseler bile bir perdenin arkasindan bile sdyliiyor olabilirim yani. Bir CD ¢almaktan
bir farki olmasin istiyorum ama ben canli canli sdyleyeyim sadece 2 enstriiman yanimda.

D:Cok eglenceli, insallah yaparsin. Peki, biraz hayatla ilgili konusmak istiyorum senle, hayata
bakisini tanimlar misin bana hayati nasil algiliyorsun?

F:Yani biraz zor bir soru da siirekli miicadele alani gibi gorilyorum aslinda ve miicadeleyi cok
olumsuz anlamamak lazim hani bir benzetme var bisiklet benzetmesi, pedal ¢evirmezsen diigersin ama
cevirdigin siirece o bisiklet dik durur. Dolayisiyla hayati askiya almak miimkiin degil siirekli bir
seyler yapmasi lazim insanin buda ¢aligmak olur ben siirekli bir seyler yapmak istegindeyim, ben
sessizlikte uyuyamam bile sinirlerim bozulur, bos bos oturamam, ayn1 anda birkag¢ sey yapmak

isterim. Dizi izlerim elimde igne iplik olur, sis olur iste bir sey 6riiyor olurum ya da diziye bakarken
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bir yandan birine mesaj atiyor olurum ama zamani ¢ok iyi degerlendirmek gerektigini diisiiniiyorum
¢linkii hayat uzun pardon sanat uzun hayat kisa ve higbir seye vaktiniz yok o yiizden miimkiin oldugu
kadar kii¢lik zamanlarin igine biiyiik seyler sokmaya calistyorum. Hayata bakis acim herhalde boyle
bir sey.

D:Bunu biraz daha agiklarsan bana?

F:Aslinda ben karamsarda bir insanim ama hayata bakisim o kadar karamsar degil daha dogrusu iyi
seyleri gérmeye basladikca iyi seylerin ¢ogaldigini gériiyorum. $oyle 6zetleyebilirim, saymaya
baglarsaniz yildizlar ¢ogalir. Yani tam da bdyle kafay1 kaldirtyorum aa bir tane yildiz var diyorum
hayir bak surada da var surada da var, bu o yildizlar o anda belirdigi igin degil ben onlar1 yeni
gormeye basladigim i¢in dolayisiyla iyilik yaparsan iyilik bulursun gibi bir sey sdylemiyorum,
iyilikleri gdrmeye baslarsan bagka iyiliklerde goziine carpar, belki algida segicilik ¢ilinkii bir siirii kotii,
sey yasaniyor ama iyi seylerde oluyor.

D:Peki iyilik kavrami ne senin i¢in?

F:Kimseye zarar vermeyen bir sey iyilik sanirim boyle tanimlayabilirim.

D:Biraz daha agiklarsan?

F:Agiklamak zor, yani iyi kotii tanimlari da zor zaten. Ama kotii birine zarar veren bir seydir belki
iyiyi kotli olmayan diye tanimlasak, ¢ok emin degilim. K&tii bagkasina zarar veren bir seydir benim
icin iyi olsa da ¢iinkii dolayistyla ona iyi diyemem.

D:Peki bagkasina zarar vermeyen bir sey derken onu biraz agiklar misin bana?

F:Bak suan tanimlar karist1 ¢linkii iyiye kotli olmayan dersem baskasina zarar vermeyen ama bana
zarar veren bir seye de iyi demis olurum bu olmadi atryorum sigara gibi. Ben tek basima evde sigara
igiyor olabilirim, bu kimseye zarar vermez ama bana zarar veriyor bu da iyi bir sey degil.

D:Bagka tiirlii diigiinebilirsin.

F:Yani aslinda ben ¢ok belki iyi s6zciigiinii ¢ok kullandim da iyi seyler deyip durdum ama g¢ok iyi ve
koti tanimlariyla konugmadim aslinda, olumlu olumsuz demeye ¢alisiyorum belki.

D:Tamam iste senin bakig agindan olumluluk ya da.

F:Ama iste bunlar sifirdan tanimlanabilecek seyler degil daha baglamsal.

D:Ben zaten senin i¢in soruyorum.

F:Benim i¢inde tanim1 yok, her duruma uygulayabilecegim bir tanim1 yok.

D:Her duruma uygulama.

F:Sadece seyi diistiniiyorum, kendini 6nemsemek ¢ok 6nemli ama kendinden baskalarini da
o6nemsemek, sanirim iyilik derken bdyle seylerden yani aklima boyle seylerden dolaniyor. Ben hep
once kendimi diisliniirim ama kendimden bagkalarini diigiinmiiyorsam iyi hissetmem ama sadece
baskalarini diisiinmenin de iyi bir sey oldugunu diisiinmiiyorum insan kendini de diisiinmeli, o yiizden
hem kendini hem baskalarimi diislinerek ve hissederek belki vicdan duygusuyla hareket etmek iyilik
olabilir.

D:Biitiin bu sdylediklerini toparlayacak olursan.

F:Bilmiyorum yani.

D:Sen hayatin i¢inde kendini nasil goriiyorsun? Funda hayatin i¢inde ne ifade ediyor senin i¢in?
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F:Benim i¢in sdyle aliyorum bu soruyu suan, diinyaya gelisimin bir sebebi var mi1, hani bu hayatta da
misyonum ne gibi bir soru olarak aldigim zaman aklima gelen tek sey hani ben insanlarin hayatlarina
dokunmaktan hoslaniyorum, bir giin biri geliyor bana derdini anlatiyor ki insanlar bana ¢ok fazla
dertlerini anlatirlar bu benim ¢okta hosuma gider, ufacikta olsa bir sorunu ¢dziiyorsam, o anlik bile
olsa insanlarin goziinde bir 1s1ltiya sebep oluyorsam ben o giin ¢ok iyi bir sey yaptim, ¢ok degerli bir
sey yaptim ki ben ¢ok kiiciik bir sey yaptigimi zannederken bazi insanlar sen benim hayatimi
kurtardm gibi yorumlarla geliyor bana bu benim igin her seye deger, biitiin hayatimi bu sekilde
gegirebilirim, ufak tefek sorunlari ¢ézmekle.

D:O zaman hayattaki amacini bu sekilde tanimlayabilir misin?

F:Tabi tabi ¢ilinkil ben degigimlerin ufak ufak olduguna inanirim, ben bir insan1 degistiririm ya da bir
sorunu ¢dzerim, o ¢oziim baska bir sorunun daha ¢6ziilmesine neden olur, o iyilik dedigim ama
tanimlayamadigim dedigim alan biiyiir.

D:Ornek verebilir misin hayatindan béyle bir sey?

F:lste birkag sene 6nce oluyor ben yazin bu zamanlariyd, bir dgrenci bana internetten mesaj génderdi
ben iste boliimde hazirlik okuyorum, béliimle ilgili bazi sorularim var sizinle konusmak istiyorum,
bende gel dedim. Ertesi giin yanima geldi bizim boliimiimiizii uluslararasi iliskiler boliimiinii tercih
etmis hazirlik 6grencisi ve sey dedi ben aslinda psikoloji okumak istiyordum, bir sekilde buray1
tutturdum ben simdi birakip yeniden sinava girecegim ve psikoloji yazacagim ¢okta memnun
olmadim yaptigim tercihten dedi ama boliime hi¢ baglamamis bir 6grenciden bahsediyoruz, hazirlik
smifinda. Bende sey dedim &zellikle bizim iilkemizde iiniversiteden iiniversiteye gecis donemi ¢ok
sancili. Birkag saatlik bir sinav, 1 senelik maraton ama aslinda dgrenciler artik giderek ¢ok daha erken
yaslardan bu yarisin igine giriyorlar ve zaten gengliklerinin hayatlarinin ¢ok énemli boliimiinii sinav
ugruna harciyorlar arkadaglariyla gezip eglenmek varken ya da ¢ok daha kiiciik yaslarda hayatin
yiikiinii omzuna almaya bagliyor bende o yiizden o siirece girmesinin higte gerekmedigini sdyledim
iistelik burslu bir 6grenci, gergekten iyi bir puan alip kazanmis demek ki, demek k i iyi ¢aligmis ve bir
iiniversiteye girecek yeterlilige ulasmis, bizim iiniversitemizin de sdyle bir avantaji var, bu 6grenci
cift ana dal yapabilir psikoloji boliimiinde, hayaline de ulasabilir bende ona hig bu siireci gegirme
kendine birkag¢ sene kaybettirme hem de ger¢ekten bu stresi yeniden iizerine alma dedim iyi bir
6grenci ol en azindan ortalamanin iizerinde bir 6grenci ol, bu boliimiin hakkin1 ver sonra ¢ift ana dala
basla, psikoloji okumak istiyorsan onu da sunuyoruz ve yapmak istedigin seyi yap. O giin ikna oldu,
birkag giin sonra ¢ok tesekkiir ederim hayatimi kurtardiniz diye bir mail att1 bana, dedim hani ben
sadece fikrimi sdyledim sonugta senin yerine karar vermedim ama sen yeni durumdan memnunsan
ben ¢ok daha mutluyum. Simdi o 6grenci dordiincii sinifa gecti bu sene ¢okta memnun halinden ve
psikoloji bolimiinden de bekledigini bulamadi yani birakip da eger uluslararasi iliskiler okumayi
stfirdan psikoloji okusaydi belki ¢cok daha mutsuz ve basarisiz bir 6grenci olacakti ¢iinkii en basarili
Ogrencilerimizden biri 0. Ben onun ¢ok iyi ilerledigini gérdiik¢e kendim galiba bunda benim de payim
var ufakta olsa diye diislinliyorum. Ve ona da gelip sorduklarinda yanilmiyorsam tanitim ekibinde de
gorev ald1 bu 6grenci, o da bagkalarina dogru tercihler yapmasi igin yardimi oluyor artik. Ufacikta

olsa bunda benim bir payim oldugunu diisliniiyorum bu da beni ¢ok mutlu ediyor. Ders vermiyorum
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ogrencilere dyle birebir iliskim ¢ok yok ama yolun basindayken bdyle bir etki de bulunmus olmak
beni ¢ok mutlu ediyor.

D:Peki boyle bagka aklina gelen 6rnek var m1?

F:Bariz bir 6rnek yani genellikle tiniversite tercihi doneminde ben bdyle hissediyorum aileler
geliyorlar yanimiza ya da 6grenciler geliyorlar, liniversite adaylar1. Kafalarinda bir siirii soruyla
geliyorlar. Mesela derece yapan bir 6grenci geldi bu yaz, tercih yapacak ve bizim boliim gibi
boliimleri tercih etmek istiyor bir yandan da puani ¢ok iyi oldugu igin baska yerlere yonlendirmeye
calisan var. Birde iste biz siirekli soyliiyoruz bu ¢ift ana dal gibi olasiliklari, dolayisiyla 6grencilerin
aklinda birden fazla sey varsa hepsini deneme firsatlar1 var, bu ger¢ekten iyi bir firsat ¢linkii kimse
sizi 0 2 diplomay1 birden almaya zorlamiyor ve begenmedigi yerde birakabilir onu, boylece bir
boliime baslayip onu begenmeyip sifirdan yeniden baslayip onu da begenmezse gibi vakit kaybina da
ugramryor, moralde kaybetmiyor. Cok iyi bir 6grenci mesela bana sey dedi, bir dogentle goriismiis cift
ana dal yapma, ne gerek var, ¢ift ana dal yapanlarin hayat1 olmuyor, biitiin hayatlar1 ders oluyor yani
¢ok olumsuz yaklagmiglar cocuga ben ¢ok {iziildiim onun adina ¢iinkii benim simdiye kadar karsima
gelen en donaniml adaylardan biriydi, bizim dgrencimizin bile bilmedigi seyleri biliyordu, benim
masamdaki kitaplardan bazilarint mesela alip okumaya calistigini sdyledi bana ki gergekten bazi derin
kitaplardan s6z ediyordu, bende dedim herkesin s6ziinii dinle bir tek yapamazsin diyenlerin séziini
dinleme yani eger yapilabilecegini diisiiniiyorsan yapilabiliyordur, mantiken miimkiin olmayan bir
seyi zaten diisiinemezsin o yiizden ben bunu yapamam ki demektense niye yapamayayim en azindan
denerim demek daha dogru. O ¢ocuk benim yanimdan gozleri 151l 151l parlayarak ayrildi ki gézlerinde
soru igaretleriyle gelmisti. Ne tercih yapti, ne yapti bilmiyorum ama ben orada da o gozlerinde ki 15181
goérmekten mutlu oldum.

D:Peki bana kendini tanimlarsan sosyal ve dogal ¢evrendeki Funda’y1 tanimlarsan nasil tanimlarsin?
F:Yani sifatlar artyorsun galiba? Ben bayagi agresif bir insanimdir, tersimdir. Bir siirii iyi sey anlattim
gibi oldu ama ben her seyi hemen kabul etmem yani, oraya gel derler yok ya oraya gitmeyelim suraya
gidelim, buraya gittik ama suray1 begenmedim, bu adam bunu dedi sundan da hoslanmadim, biraz
gicik ama eglenceli oldugumu soylerler zannediyorum yakin arkadaslarima sorsak, zaten yiiziime de
sOyliiyorlar ama eglenceli oldugumu ¢ok soylerler, ¢ok dert dinlerim. En ketum dediginiz insanlar
bana 6zellerini agarlar. Yardimsever oldugumu soéylerler, canla basla ¢alisirim bir seye yardim etmek
istiyorsam.

D:Peki biraz ¢evre hakkinda konusmak istiyorum, ¢evre, doga ve insanlar. Biraz bunlar hakkinda
konusalim senle bunlar senin igin ne ifade ediyor?

F:Cevre ve doga demem ben zaten doga derim, ¢evre dedigimiz zaman dogay1 insan i¢in tanimlamig
oluyoruz hani insanin ¢evresi oysa doga oradayd1 ve biz sonradan geldik ve onu bizim zannediyoruz.
Ve bizim oldugunu diisiindiigiimiiz i¢inde ona her seyi yapabilecegimizi zannediyoruz ve bizim
oldugunu diisiindiiglimiiz i¢inde ona her seyi yapabilecegimizi zannediyoruz. Doganin bir diizeni var,
bizim odiizene miidahale etmememiz ve o diizeni bozmamamiz gerekiyor, o diizeni bozdugumuz
zaman zaten bizimde hayatlarimiz bozuluyor ve ne yazik ki diinya suan dyle bir agamada ben o
yiizden insanin dogaya en zararli sey oldugunu diisiiniiyorum ve dogal olmadigini da diisiiniiyorum.

D:Dogal olmadigini derken?
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F:Dogaya uygun yasam siirmedigini, bu da dogal olmadig1 anlamina geliyor yani her tarafa binalar
diktik, sonra evimize fare girince bagka bir eve tasiniyoruz, bocekler giriyor biz ilaglamalarla
ugrastyoruz, oysaki onlarin yasama alaniydi biz isgal ettik ve simdi bir bigcimde onlar1 oradan def
etmeye calistyoruz.

D:Doga senin i¢in ne ifade ediyor?

F:Doga benim i¢in sonsuzlugu ifade ediyor, sonsuzluk olmadigini ve sonsuz olmadigin1 biliyorum
ama buna inanmak beni mutlu ediyor.

D:Biraz agiklarsan bunu?

F:Olabileceklerin sinir1 ya da yapilabileceklerin sinir1 yok, hala kegfedilmemis bitkiler hayvanlar var,
dogada kesfedilmemis mucize diyecegimiz seyler var, denizin derinliklerinde oksijene hig ihtiyag
duymadan yasayan hayvanlarin oldugunu 6grenmek benim i¢in ¢ok 6nemli bir seydi.

D:Bir dakika son sodyledigini kagirdim.

F:Okyanus derinliklerinde oksijene hi¢ ihtiya¢ duymadan bir bicimde o bdlgedeki bitkilerin deniz
bitkilerinin tirettigi hidrojenle solunum yapan ve dolayistyla oksijene ihtiya¢c duymayan baliklarin
oldugu 6grenmek benim i¢in inanilmaz bir seydi, ben boyle doganin giigleri oldugunu bilmek
istiyorum.

D:Ne hissettiriyor bu sana?

F:Kifayetsiz hissettiriyor. Hani iste biz dogay1 bizim zannediyoruz ya miidahale edebiliriz, nehrin
yatagini o taraftan bu tarafa kaydiririz, 6yle degil iste kullanamay1z, biz o kadarda giiglii degiliz bunu
hissettiriyor.

D:Biraz daha oray agiklar misiniz bana? Neden giiglii degiliz, neden yapamayiz?

F:Ciinkii doga yasalarini kendisi koyuyor, biz dogaya yasa dayattigimiz zaman o islemiyor ¢iinkii
onun kendi dongiisii var.

D:Buna 6rnek verebilir misin?

F:Iste 6liimsiizliigii bulamadigimiz gibi mesela, ya da émrii ne kadar uzatirsak uzatalim, 60 degil 100
yil olsun yasam ortalamasi, o hala ortalama émrii 100 y1l olan insan 80 yasindayken kaliteli bir yagam
stirliyor olmayacak yine muhtemelen nasil 80 yasindakiler sikintilar yasiyorsa o sikintilar
yasayacaklar.

D:Evren senin i¢in neyi ifade ediyor, biraz dnce hayati sormustum simdi bunlardan bahsederken biraz
birlestirirsen.

F:Evren de sonsuzlugu ifade ediyor ama doga da sonsuzluk dedigim zaman o miidahale edilemezligi
goriiyordum, evrende gergekten sonsuzluk var, siirekli bityiliyor ¢iinkii. Heniiz kesfedilememis ¢ok sey
var evrende. 26. Boyutu falan hesapliyorlar diigiiniiyorlar ben diisiinemiyorum agikgasi. 4’ten 5’ten
fazla boyut diisiinmek gergekten epeyce zor bir sey ve orada kesfedilmemis ¢ok sey var. Ve evrenin
miidahale edilemez olusu insan tarafindan beni ¢ok mutlu ediyor ¢iinki biitiin dediklerimle baglantili
olarak bir iitopya kurdugum zaman yeni bir tufan {itopyas1 kuruyorum ben.

D:Biraz agiklasana bana onu?

F:Yani tufan olacakti Nuh bir gemi yapti, oraya biitiin canlilardan bir ¢ift koydu, ben simdi yeni bir
tufan hayal ediyorum, o geminin igine insan konmayacak hayvanlar olacak sadece. Insan tiirii bu

diinyadan yok olacak bu gezegenden yok olacak ve doga ¢ok kisa bir siire igerisinde kendisine geri
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donecek. Insanin yarattig1 biitiin tahribati ortadan kaldiracak, kendini yenileyecek bu agidan da evrene
giiveniyorum, bir meteordur bir iste ne bileyim ters agidir bir seydir diinya yok olsun.

D:Buna inaniyor musun yoksa sadece hayal ettigin bir sey mi?

F:Yok inaniyorum bir giin hatta inantyorum 6tesinden olmasini istiyorum. Inaniyorum demek dogru
degil ¢iinkii ben buna bir kanit gdsteremem ama bu benim olmasini ¢ok istedigim bir sey.

D:Niye bdyle hissediyorsun?

F:Ciinkii diinyadaki kotiiliigiin bagka tiirlii silinemeyecegini diisiiniiyorum. Bu arada evrende yalniz
olmadigimizi da diisiiniiyorum, dolayisiyla bu gezegen bir sekilde yok oldu belki bagka gezegenlerde
kotiiliik varsa ne olacak? Belki bizim simavimiz kétiiliikledir, biitlin insanlik olarak hepimiz baska bir
tarafindan onunla sinaniyoruzdur. Ama bu kadar kétiiliige esir olmamizi aklim almiyor.

D:Kotiiligil biraz agcar misiniz?

F:Savaslar, soykirim, somiirgecilik, kélecilik bunun bir siirii boyutu var. Bir tarafta cocuklar 6liirken
bir tarafta oh olsun diye giilen insanlar var. Kétiiliik her yerde.

D:Peki biraz insanlarla ilgili konusalim, insanlar senin i¢in ne ifade ediyor?

F:Yani anlamadim soruyu.

D:Insanlardan bahset, insanlar sana ne hissettiriyor?

F:Ozel bir sey hissettirmiyor, tamam biitiin insanlarin esit oldugunu, herkesin esit derecede zgiir
olmasini haklar bakimidan savunuyorum, gergekten diinyaya esit kosullarda gelmis olsaydik diye
c¢ok diisiiniiyorum ama degiliz ne yazik ki. Dolayistyla bir tiir esitlik ve 6zgiirliik miicadelesi
veriyorum kendi hayatimda da ama insanliga, insanlara giivenmiyorum. Insanlara giivenmiyorum,
kétiliigiin bu kadar biiylimiis olmasinin sebebi insanlik ¢linkii.

D:Peki biraz tikketimden bahsetmek istiyorum ¢iinkii dogaya zarar verdigimizden falan bahsettin,
senin i¢in tiikketim ne ifade ediyor?

F:Tiiketim bizim yapmak zorunda oldugumuz bir sey artik bu ¢cagda, agagtan bir elma koparip yemek
titketim degil ¢iinkii zaten o agac¢ o dalda kalarak o agaca ya da o gevreye bir faydasi olmayacak. O
elma orada biiyiidii olgunlasti ve onun zaten iglemi sona erdi. O elma olsa da olmasa da agacin
hayatinda hicbir sey degismeyecek dolayistyla hani agagtan o elmay1 koparip yemek tiiketim degil,
titketimi bu diinyanin degerlerinden bir seyler eksiltmek olarak belki tanimlayabiliriz. Dolayisiyla para
harcamakta tiiketim degil. Belki de sdyle diinyanin degerlerinden bir seyler eksiltmek ve ihtiyacimiz
olmayan seyleri edinmeye ¢alismak belki dyle tanimlayabilirim.

D:Peki aligveris olarak degerlendirirsen?

F:Ben severim ama nasil severim? Yani s0yle mesela aligveris eyleminden ¢ok hoglanmiyorum, boyle
iste gideyim iste tezgahtarla goriiseyim onu tartigayim falan o hosuma giden bir sey degil. Bir seye
karar verirsem de alayim ¢ikayim gibi bir seydeyim. Oradaki insan iletisimi bana hig ¢ekici gelmiyor.
Buyurun yardimet olayim diyor mesela bir diikkana giriyorsunuz, ben arkama bakmadan geri ¢ikarim
¢linkii bana yardime1 olmasin o beni tiiketmeye zorlayacak, o benim orada gérdiigiim nesnelerle
iliskime engel olacak. Bir kitap¢iya girdim diyelim ben sadece bakmak icin girerim, bazen de kitap
beni ¢agirir ve beni ¢agiran kitab1 alirim higbir fikrim yokken, genellikle fikrim olmayan kitaplari
almam yani 100 kitap aliyorsam 2 tanesi hakkinda pek bir fikrim yoktur. Ama ¢ogunlukla iyi

aragtiririm, yazari nasil biridir, cevirmeni nasil bir ¢evirmen, yayin evi nasil bir evi vs. bayagi

168



kurcalayarak alirim ama ben kitapgiya girdigimde aa size su kitabi tavsiye edeyim diyen insanla
muhatap olmak istemem. Birincisi beni tanimiyor ne okuyacagimi bilmiyor bende onu tanimiyorum,
onun donanimini bilmiyorum, bana bir seyler onerecek yeterlilikte oldugunu diisiinmem, bunu kotii
anlamda sdylemiyorum. O fantastik seyler okuyordur ben hi¢c okumam fantastik, dolayistyla bana
fantastik bir kitap dnermesinin higbir anlami yok.

D:Peki ne kadar aligveris yaparsin?

F:Cok, kazandigimin tiimiinii harctyorum desem para olarak.

D:Ne kadar kazaniyorsun, ne kadarini aligverise ya da tiiketime harciyorsun?

F:Simdi tiiketim derken her seyi katiyor muyuz bilmiyorum. Yani kira 6dedigimde.

D:Hepsini dahil edersen, gruplandirirsan bunu?

F:Soyle, %40 gibi bir orani kira ve faturalar olarak harciyorum, %15 gibi bir seyi kitap ve onla iliskili
seylere harciyorum. Yemek igmek tabi o da %15 gibi falandir. %10 gibi bir seyi giyime harciyorum,
gerisi de %10 gibi bir seyi herhalde giyime harcryorum, gerisi de gezmeye mi kaliyor, dyle bir sey.
D:Peki yaptigin aligverisler genellikle ihtiyacin oldugu seyler midir?

F:Yok yani bunu séylemek yalan olur, ihtiyacimdan fazlasini aliyorum. Ben 1 ayda 5 kitap okuyor
olabilirim ama 15 kitap aliyorum. Hatta suan 2 sene kitap almasam 2 sene kadar okuyacak kitabim
var, giysi de 8yle yani ¢ok aliyorum ve ihtiyagtan fazla hakikaten. Ihtiyagtan fazla almadigim tek sey
sanirim yiyecek.

D:Neden bu kadar ¢ok alisveris yapiyorsun, seni bu kadar aligverig yapmaya iten ne?

F:Kitaplar konusunda bir kere onlar eskimiyorlar. Onlar bir yere gitmiyorlar ve ben onlarin benim
olmasini seviyorum kiitiiphaneden bir kitap aliyorum okuyorum, kitabi ¢ok seviyorum ve bende de
olsun istiyorum o sebeple de aldigim oluyor biraz yaptigim isle de baglantili, tez yaziyorum suan o
kitabin 1 ay iginde yeniden maas alana kadar yani suan of bagtan kuruyorum ciimleyi. Suan aldigim
kitap bana bir ay i¢inde lazim olmayacak olabilir ama 1 sene sonra lazim olabilir ve bdyle de oluyor. 2
sene once aldigim ama hi¢ dokunmadigim kitap suan benim igime en g¢ok yarayan kitap olabiliyor.
Kitapta boyle bir sey var ve bunu sonuna kadar savunabilirim.

D:Peki kitap senin igin neyi ifade ediyor?

F:Arkadas, biitlin kitaplar birer arkadagim benim ve benim ¢ok fazla arkadasim var.

D:Kendini bir tiiketici olarak tanimlarsan nasil tanimlarsin?

F:Dikkatli derim herhalde ¢ok harciyorum am savurmuyorum, inceleyerek, bakarak, kargilagtirarak
yaptyorum o aligverisi, dikkatli bir tiikketici oldugumu diistiniiyorum.

D:Savurmuyorum derken?

F:Yani soyle mesela, ben kitaplarimi segtim, hep kitap dedim giysi diyeyim istersen.

D:Hepsinden 6rnek verebilirsin.

F:Savunmuyorum, sdyle bir tane etek aldim hadi bunun 3 rengini daha alayim, ya da ben bunu aldim
ama bunu neyle giyerim, giyebilecegim bir yer yoksa bana o savurmak gibi geliyor. Ya da iste hig¢
bakmadan, 6zelligine, niteligine aa bu da glizelmis bu da giizelmis diye sepete doldurmak
savurmakmis gibi geliyor.

D:Yapar misin bunu?

F:Yok yapmam.
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D:Herhangi bir alanda, illa giysi degil kitapta?

F:Yok yapmam herhangi bir seyi incelemeden gergekten sey olur bazen, ¢gok begenirim, ihtiyacim
yoktur olmadigin1 da sdylilyorum bazen ¢ok altyorum ve alip ta yillarca giymedigim bir siirii seyim
var. Bunu yapmak belki savurmak ya da savurmanin esiginden dondiim. Ciinkii ihtiyacim olmayan ve
kullanmayacagim seyleri almak savurmak olur.

D:Peki sence bilingli tiiketim ne demek?

F:Yani simdiye kadar saydiklarim var dikkatli harciyorum dedigim kisim birde saglikli seyler
tilketmek gibi.Ben kozmetik alirken hayvanlar iizerinde deney yapan bir markay1 almiyorum, bu
bilingli tiiketici davranigi bence.

D:Bunu nereden dgreniyorsun?

F:Hayvan dernekleri basta PETA olmak {izere bunun listelerini yayinliyor ve bizim bir tiiketici olarak
bu aciklamayi onlardan talep etme hakkimiz var eger web sitelerinde bunu yayinlamiyorlarsa ben
tiiketici olarak bilgi edinme hakkina sahibim. Onlara mail atarak ta 6grenebilirim ama ¢ok stikiir ki
bizim i¢in bu isi yapan dernekler var onlarin listelerinden kontrol ediyorum hayvanlarin lizerinde
deney yapiliyor mu diye ya da hayvansal iiriinler kullaniliyor mu diye, ona gore segiyorum. Yine
mesela attyorum bir sirkette grev var, yoneticiler o grevi gérmezden geliyorlar o zaman o sirketin
tirlinlerini kullanmiyorum gibi. Ben insana ve dogaya saygili bir tilketimden s6z edebilirim birde yine
sey var, tilkettigimiz sey saglikli m1? 6 aydan uzun siiredir asitli i¢ecekleri titketmiyorum, ¢iinkii
bunlar bizim keyif i¢in tiikettigimiz seyler ama bize hi¢bir faydasi olmadig gibi zarar1 da var dogaya
da zarar1 var bunlarin, kullanmiyorum sprey deodorant kullanmryorum ozon tabakasina zarar veriyor
bunlar. Alternatifleri var onlara yoneliyorum ¢evremdeki insanlari da ona yoneltiyorum.

D:Béyle etkili olabildigin insanlar oldu mu?

F:Oldu, oluyor mesela anneme de artik deodorant kullandirtmiyorum.

D:Bunlar1 yapmaya ne zamandan beri bagladin?

F:Deodorant ¢ok uzun bir siire, kozmetikte bu hayvansal tiriinlerde 1-2 sene oluyor, genel olarak 3-4
senedir hepsine dikkat etmeye ¢aligiyorum.

D:Egitim etkisi oldu mu sence bu yoksa egitimin etkisi oldu mu, baska nelerin etkisi oldu?

F:Egitim etkisi olmustur ¢iinkii aldigim egitim beni giinden giine daha duyarl bir insan haline
getiriyor. Ama seyde var bu hayvanlarin iitiinde test yapilma meselesi benim ¢ok dikkat ettigim bir
konu degildi, ¢ok yakin bir arkadagim bana bunu séylediginde evet ya ben niye bunu simdiye kadar
diistinmedim diye diisiindiim ve o andan itibaren biitiin iiriinlere dikkat etmeye basladim, bunu
cevremdekilere de s6yledim. 2 marka arasinda kaliyorsam mesela ya da sen kaliyorsun diyelim bana
soruyorsun bende hani sana gerekce olarak diyorum ki bunlar hayvanlar iizerinde test yapiyor bunlar
yapmuiyor, bence hani test yapmayanlarini se¢ bdyle seyler. Ama yakin ¢evrenin burada ¢ok etkili
olacagini diigiiniiyorum, bdyle seyleri forumlardan falan da takip ediyorum, bende internete
yaztyorum bazen ya da yazilanlar1 okuyorum. Onun da etkili olacagini diigiiniiyorum. Forum gibi
yerlerde benzer sorunlar1 dert eden insanlar bir araya geliyorlar egitimle ¢ok ilgili oldugunu
disiinmiiyorum artik her seye ulasilabilecek bir cagdayiz.

D:Peki 6zellikle tiikketmediginiz tirtinler var m1 bilingli olarak?

F:Asitli igecekler var.
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D:Temel sebepleriyle séyler misin?

F:Asitli igecekleri zararh ve faydasiz oldugu i¢in tiikketmiyorum. Sundan da rahatsiz oldum aslinda her
nereye giderseniz yemek yemek icin yanina bir tane asitli icecek geliyor, ikisi arasinda baglant1 da
yok. Birde ben mesela yemek yerken bir sey icmeyi sevmem en fazla bir bardak su olur yanimda ya
da yemekte zorlaniyorsam soda olur ama onu da genellikle yemegimi bitirir onun iizerine igerim,
benim yemek yerken bir sey icme aligkanligim yok ama bu bize dayatilir hale gelmis. O zaman onu
almamayi tercih ediyorum ya da menii sdylememeyi tercih ediyorum. Asla okumayacagim gazeteler
var mesela. Politik sebepler yani yandas yayin yaptiklari i¢in. Yine bu grev yapan is¢ileri gormezden
gelen sirketleri tercih etmiyorum, {irlin olarak degil mesela onun muadilini aliyorum. Mesela Siitas’ta
is¢ilerle ilgili ciddi problemler yasaniyor ben Siitag’in {iriinlerini titketmiyorum baska bir marka siit ya
da yogurt aliyorum.

D:Peki duyarl olmak ne demek?

F:Kendinden baskalarimi diistinmek demek, kendinden baskalar1 derken de sadece insanlar1
kastetmiyorum, biitiin canlilart.

D:Peki tiikettigin iiriin veya hizmetin reklamlarinda en ¢ok seni ne etkiler?

F:Sosyal sorumluluk projeleri ¢ok etkiler, bu tiriinii aldiginizda iiriiniin %10°u x vakfina bagislantyor
gibi bir sey ¢ok etkiler.

D:Alir misin o iiriinii?

F:Bu sebepten almam ama atiyorum bir yogurttur yogurdun gelirimim %10’u bir yogurda
bagislaniyordur, yogurt alacaksam o markay1 tercih edebilirim ama atiyorum bir konser var konserin
geliri iste bir vakif yararina, o konsere gidip gitmeme konusunda kararsizsam gitmeye karar
verebilirim. Bu etkiler. Reklamlarin sessiz igerikli olmamasi etkiler, attyorum bir elektrikli siipiirgesi
reklami o reklamda iiriinii bir erkek kullaniyorsa ¢ok etkilenirim ¢ilinkii bu stereotype’lar1 yikmis olan
bir reklam olur.

D:Peki s6yle sorayim ger¢i bundan bahsetmesem ama tiiketim aligkanliklarini degistirip daha bilingli
hale getirmek ister misiniz? Zatenoldukca duyarli seyler sdyledin ama daha az aligveris yapmak ister
miydin?

F:Evet, isterim o da su sekilde mesela bazen seyi diisliniiyorum, ikinci el iirlinleri ¢ok az kullaniyoruz
ikinci el kullanmakta biraz asagilanir bir sey. Bu esyada da olsun, kiyafette de olsun ben 6zellikle
kiyafette bunu ¢ok yapabilecegimizi diisiniiyorum ¢iinkii attyorum 100 kere giyilebilecek bir tiriinii
10 kere giydikten sonra belki ona dokunmuyoruz ve dolabin bir kdsesinde kaliyor, bunlari kendi
aramizda degistirebiliriz ya da bunlar1 da satilabilir seyler haline doniistiirebiliriz. Bir kiyafet igin
yeniden kumasti, ig¢i emegiydi bunlar1 ortadan kaldirabilecek bir sey. Ya da ip alip kendim bir seyler
ormeyi seviyorum, dolayistyla kendi emegimi katryorum hem de o kadar da sadece tiiketmiyorum
yani hem tiiketip hem iiretiyorum. Ya da iste bir kumas1 alip bir seyler dikmeye ¢aligmak bu ¢ag
¢linkii giderek bizi bundan uzaklastirtyor, her seyin hazir var artik hakikaten inanamryorum
dondurulmus i¢li kofte ¢agi, annelerimiz yogursa diye beklerdik ya da hamuru yoguran hem agan
aletler var garip yani her seyin makinelesmesi. O hamuru hem yoguran hem de borek i¢in hazir hale
getiren alet orada bir insanin yapacagi isi yapiyor dolayisiyla insan emegine mahkiim kalmaktan

kurtariyor.
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D:lyi bir sey mi?

F:lyi tarafi da var, iyi tarafi orada bir insanin orada somiiriilmesini engelliyor olabilir. Giinliik calisma
saati 8’ken belki orada 15 saat ¢aligtirilan biri olacakti ama 6biir tarafta ben evde de bunu yapabilecek
derken hazir1 var deyip tiiketiyorum, o kismi rahatsiz ediyor. Yeniden mesela organik beslenmenin
one ¢iktigini duyunca kendi yogurtlarini, kendi konservelerini yapmaya basladilar bu benim ¢ok
hosuma giden bir sey.

D:Hep boyle miydi yoksa bakis agin degisti mi?

F:Hep boyle degildim, bence dnce politik duyarlilikla bagladim, ama ¢evremde bir seyler gordiikge
dogaya kars1 birazcik daha duyarli olmaya basladim. Ya da s6yle sdyleyeyim, deodorant1 8-9 senedir
kullanmiyorum ama kozmetik {iriinlerde deney yapilmamasi ¢ok yenilik oldu benim i¢in ikisi de
aslinda dogaya duyarlilik ifadesi ama c¢ok farkli zamanlarda ¢ok farkli yerlerde gelisti.

D:ikisi nereden gelisti?

F:Deodorant yanilmiyorsam deodorantin iizerinde okurken oldu hani agik acik {irliniin iizerinde onun
dogaya zararli oldugu yaziyordu, ozon tabakasinin giderek zayifladigini ve bunun bagimiza neler
acabilecegini biliyordum. Bu biraz seydi bizim ders kitaplarimizda da var ortaokulda lisede 6grenciler
bunu dgreniyorlar ama hani hayvanlar tizerinde deney yapilmasi konusu heniiz okul miifredatlarina
girmis degil biraz da belki bu yilizden birazda ge¢ haberdar oldum. Farkli zamanlarda gelisiyor eminim
ileride daha dikkatli olacagim ¢iinkii hayir ben ihtiyacim olmayan seyleri almiyorum derdim belki 2
sene dnce. Ama baska bir sey i¢in para ayirmak istedigimde bunlarin her birini kisitlayabiliyorum,
daha az kitap alabiliyorum, daha az giysi alabiliyorum iste daha az gezebiliyorum vs. hani bagka
seyler i¢in para ayirabiliyorsam onlar o kadarda ihtiyacim degilmis. 5 tane degil 3 tane elbisem olsa
hayati zora girmez demek ki aslinda ihtiyacimdan fazlasini tiikketiyormusum.

D:Peki sence bunu niye bunu yapiyordun?

F:Hosuma gidiyor ve yapabiliyorum. Bir siirii kitabimin olmas1 beni ¢ok mutlu ediyor.

D:Ne hissediyorsun?

F:Okuya okuya bitiremeyecegim kadar kitabin olmasi beni mutlu ediyor, ben diinyanin biitiin
kitaplarint okumak istiyorum ama okuyamayacagimi biliyorum. Birde benim gelecege
birakabilecegim sey bu herhalde bu olur, ben zaman zaman sdylerim arkadaslarima, bak bagima bir
sey gelirse kitaplarima g6yle davranin ya da suraya verin gibi seyler. Bilmiyorum kitaplara sahip olma
duygusunu seviyorum, zannediyorum ki en ¢ok kitap ve giysi de var boyle ihtiyagtan fazlasini
tilketme takintisi. Giyside de Oyle iste farkli seyler giymeyi, her giin baska seyler giymeyi seviyorum,
ama birinin bir tarafi yirtildiginda onu baska sekillerde kullanmaya ¢aligiyorum, bu ara ona ¢ok kafa
yoruyorum, artik giyemedigim seyleri yeniden giyilebilir hale getirmeye calisiyorum. Yani iste kilo
aliyorum kilo veriyorum bazi seyler giyilmez oluyor o siirede.

D:Peki seni daha az tiiketmeye, bilingli tiikketmeye, daha az almaya ne motive edebilir?

F:Séyle oldu Subat ay1 gibiydi Ingiltere’de bir yaz okulu 6grendim. Ingiltere pahali bir iilke ve o yaz
okulunun ticreti falanda epeyce pahaliydi, oradan baktigimda ben buna gidemem hani benim giiciim
buna yetmez gibi diisiindiim ama yaz okulunda ders veren hocalar o kadar iyiydi ki sdyle bir sey
diisiindiim, Subattan Temmuza 5 ayim vardi, yemesem igmesem biriktirsem bence ben gidebilirim

diye diisiindiim ve gergekten Subattan Temmuza gercekten cok az aligveris yaptim, hakikaten gereken
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seyleri aldim hakikaten kenara bir para ayirmaya ¢alistim. Gittim o yaz o kuluna hatta bunu simdi
yeniden diisiinliyorum, ben bunu bir kere yapabildigime gére seneye o0 yaz okuluna bir kere daha
gitmek icin tiiketimi 0 noktasina yaklastirabilir miyim hani boyle bir seyden motive olabilirim. Ya da
Zorunlulukta boyle bir sey yapilabilir. Daha yiiksek bir kira 6diiyorsam daha az tiiketiyor olacagim,
bole seyler olabilir.

D:Nasil bir reklam seni o {irlinii almaya iter veya o iiriinii daha farkli degerlendirmeye iter, nasil bir
reklam daha bilingli tiiketim yapmani saglar?

F:Ben bilingli tiiketimle reklam arasinda bir iligki olmadigin1 diisiiniiyorum suan, reklam bizim
ihtiyacimiz olmayan seyleri tiiketmeye iten bir sey daha gok, reklamlardan bilingli tiiketici ¢ikar m1 bu
¢ok onemli bir soru.

D:Cikar m1? Nasil bir sey olsaydi ya da, nasil bir reklam seni baska iirlin almaya itebilirdi?

F:Itebilir zaten itebilir ama bilingli tiiketimle arasindaki iliski.

D:Bu sekilde diisiin kafanda tasarlamani istiyorum sadece.

F:S6yle mesela reklamlarda mesela iirlinlerimiz hayvanlar {izerinde test edilmemektedir gibi bir ifade
beni o markayi digerlerine tercih etmeye iter ayni zamanda hi¢ bilmeyen insanlara da boyle bir
olasiligin varligimi sdylemis olur yani bazilar1 hayvanlar {izerinde deney yapiyor biz yapmiyoruz yani
bu miimkiin. Ben tabi senaryo hayal edemedim, ya da bunu iinlii insanalar araciligiyla yapilmasi
hosuma gider. Bir kamu spotu reklam saymiyoruz degil mi?

D:Her sey olabilir.

F:O bir {irlinii satmak i¢in degil o ylizden sdyliiyorum.

D:Nasil bir sey, nasil bir sistem, reklam kamu spotu olabilir, nasil bir sey daha bilingli tiikketime iterdi?
F:Yani sistem degil de bu tiir seyler yani ben tinlii insanlarin o agidan dogay1 korumak igin
UNICEF’in iyi niyet elgileri gibi diisiinelim, hayvan derneklerinin de bu tiir iyi niyet elgileri var.
Bunlar reklama da ¢ikip sdyliiyor ya da bir video ¢ekilip paylasiliyor, o kisi diyor ki ben hayvanlar
tizerinde test edilen tiriinleri kullanmiyorum, bu iyi bir sey. Birincisi hi¢ bilmeyen insanlari, o kisinin
takipgilerini bunu yapmaya itebilir, ikincisi benim gibi insanlar1 bu dernek veya bu {iriinde boyle bir
ozellik var ben artik bunu tiiketirim diyebilir. Birde hani birkag sene 6nce bende bdyle bir seyden
haberdar degildim. Dolayisiyla hi¢ bilmeyen bir insan aa bak bdyle bir olasilik varmis hani ben hep
hayvanlar {izerinde deneniyor bunu iyi bir sey olarak diisiiniiyordum ¢iinkii ona zarar vermedigi
slirece bana da zarar vermeyecek, oysaki o hayvana zarar vermeyene kadar o testler yapiliyor
dolayisiyla o hayvana ¢okga zarar veren testler onlar, onlarda bdyle bir testten haberdar olacaklar,
boyle seyler.

D:Tamam, benim sana soracagim bagka bir sey yok aklina gelen, eklemek istedigin bir sey var mi1?
Sunu sdyleyeyim mavi kapak toplamalara katilmis mrydin mesela?

F:Katildim, orada sdyle bir durum var, bunu ¢ok yeni 6grendik zaten, yasalarin degismesiyle ilgili bir
sey. Aslinda kati atik isgileri plastik toplayanlar, kagit toplayanlar vs. ¢ok zor kosullarda yasiyorlar,
bir¢ogunun evi yok ve insanlar nedense giindiiz vakti o insanlar1 sokakta o kagidi, plastigi toplarken
gormek istemiyorlar, ayn1 sekilde ¢op toplayan belediyenin ¢op iscileri de dyle, oysa onlar olmasa

yasanilmaz yerlerdi, yasanilmaz olurdu gercekten, sokaklar bile yasanilir degil. Pis sehirlerde
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yastyoruz maalesef. Onlar bu topladiklarini kilo bagina fiyat alarak satiyorlar, gergekten ¢ok zor
hayatlar1 var ve bu yeni yasayla onlarin o kazandiklar1 kiigiiciik paralara da goz dikildi.

D:Agiklar misin onu?

F:Soyle bir sey oldu, bu atiklar toplama isi birkag sirkete devredildi, bende sokaga cikip kagit
toplayip bunu satabilirdim dnceden simdi bu sirketlere devredildi toplama hakki, simdi bu insanlar
sokakta o kagitlar1 topluyorlar eskiden attyorum kagit toplayip SEKA’ya gotiiriip satryordu ve yine
atiyorum kilo basina diyelim ki 1 lira aliyordu suan topladiklarin sirkete satiyor ve 10 kurus aliyorlar,
dolayisiyla zaten zor olan hayatlar1 yasanilmaz bir hale doniistii, bu mavi kapak hani projesinin
altindan boyle bir sey ¢ikt1 ama 6te yandan ben ayirmaya ¢alistyorum kagitlar ve plastikleri, onlari
konteynira atmiyorum kenarina birakiyorum, en azindan onlarin kazancina katki yapmaya ¢alistyorum
ama bunun i¢in cidden bir sey yapilmasi lazim. Kat1 atik iscilerinin hem ¢ok zor bir hayatlar1 var ve
kat1 atiklarin degerlendirilmesi gerekiyor. Bizde geri doniisiim olmuyor, bizim ¢dplerimiz o ¢op
araglarina atiliyor, hi¢ igerigine bakilmadan. Sagma sapan bir sistemle yoguruluyor ve bir yerlere
gomiiliiyor. Hani hem higbir ise yaramiyor hem de durdugu yerde dogaya zarar veriyor o yiizden de
bir seyler yapilmasi lazim.

D:Telefonla ilgili senin tiiketim aliskanliklarini biliyorum gerg¢i ama teknolojiyle ilgili yaklagimin.
F:Benim telefondan aradigim ne var, mesaj géndermek, konugmak, anlik mesajlasma, birazda internet
kullanim1. Ben bu 6zellikleri tagiyan en uygun fiyath telefonu elde edindim ¢iinkii bana maasim kadar
paray1 bir telefona vermek mantikli gelmiyor ¢iinkii telefon uzun dmiirlii olmayan bir alet. Hani
maagim kadar bir parayi bir bilgisayara verebilirim ¢iinkii ben o bilgisayar1 10 sene kullanirim ama
telefon maksimum 2 sene dmrii olan bir alet ve insanlarin maaslarindan daha fazla yani asgari ticretli
insanin iphone kullantyor olmasini benim aklim almiyor. Bunun igin 24 ay taksit ddemesine hi¢ aklim
almyor ¢iinki o aletin 24 ay kullanim 6mrii yok. O yiizden bilingsiz tiiketimin en baglica 6rnegi
galiba. Birde ben is i¢in kullaniyor muyum bunu kullaniyorum. Benim evimde internet yok mesela,
gerek yok. Ama benim telefonda internete ihtiyacim var mi evet var, bir duyuru yapmam gerekiyor
Facebook’a bir duyuru yaziyorum biitiin 6grencilere ulagiyorum, her birini tek tek arasam yarisina
ulasamam zaten ama mesaj attigimda hepsi 6greniyor. Benim annem telefon alacagim zaman bana
dokunmatik telefon alma dedi, ihtiyaci yok. Benim telefonum arayabilsin, mesaj ¢eksin birde fotograf
¢eksin dedi Oyle bir telefon aldim ve muhtemelen o telefonu annem Ssene kullanacak ¢iinkii o ¢ok
fazla 6zellikli telefon ¢ok kisa dmiirlii telefon, benim annemin telefonda internete ihtiyact yok
dolayisiyla kullanmryor, telefonda internete ihtiyaci yok dolayisiyla kullanmiyor oysa telefonda
internetiniz oldugu zaman kullanmak zorunda kaliyorsunuz, sosyal medya hesabiniz oluyor aslinda
hicbir sey yapmiyorsun kendi arkadaslarini takip ediyorsun, onlara mesaj atryorsun ama zaten
atabiliyordun. Ihtiyacimiz olmayan seyleri teknoloji bize dayatt1. Hani sey vardi bu Facebook ilk
ciktiginda daha ¢ok 6grenciler dnce iiniversitelerde sonra liselerde ama kullarda yayildi, dolayisiyla
¢ogunuzun annesinin Facebook hesab1 yoktu, olmasina gerekte yoktu, simdi annelerimizin
Facebook’a girebilen cep telefonlar1 var bu yiizden de Facebook’lar1 var. Bir sey yapmiyorlar
hakikaten. Aylarca agmiyor bile belki, ya da agtyor fotograflara bakiyor ¢ikiyor. Yapmasinlar
demiyorum ama bu onlarin aligkanlig1 olmayan ya da hi¢bir zaman o telefon olmasaydi

yapmayacaklari seye yoneltti. Ben bir siire telefondan Twitter’a giremedim, biraz eski model bir
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telefonum var ¢iinkii. Bir ara diisiindiim acaba ben telefonumu degistirsem, sonra dedim sagmalama
ne yani Twitter i¢in telefon mu degistirecegim? Arkadasim Twitter’a girebiliyor ama ben
giremiyorum, o zaman girebilecegim bir telefon alayim ama telefonun islevi o degil ki? Kimseyi
arayamtyorsan telefonunu degistir evet, ama Twitter’a giremiyorum diye telefonunu degistirme. Suan
benim telefonumun {izerine bir lastik takili ben kapagini kirdim ve bu lastigi takmadigim zaman
batarya yerinde durmadig i¢in telefon kapaniyor, ben yeni telefon almadim almayacagim. Bu telefon
bagka insanlar1 arayamaz hale gelene kadarda almayacagim.

D:Tesekkiir ediyorum, benim bagka soracagim bir sey yok eklemek istedigin herhangi bir sey var m1?
F:Aklima gelen bir sey yok sanirim pek ¢ok boyutunu konustuk tiiketimin, bizim sorumluluk kismint
da konustuk. Ama belki sey olur tiiketim nedir sorusuna geri donersem sey dedim sanirim.

D:Bu diinyanin degerlerinden bir sey eksiltmek ve ihtiyacimiz olmayan seyleri tiiketmek dedin.
F:Seyleri de ekleyebiliriz belki, yeniden firetilebilecek seyleri yeniden tiretmemek yani geri doniigiimii
buna eklememiz lazim. Aslinda tiiketilmis olmayan seyleri tiiketilmis gibi bir kenara atmakta var.
Yani ben suan bir kagit bardaktan igiyorum, kahveyi i¢ip te bunu ¢épe atarsam 2 kez tiikettim ama
bunu gotiiriip kdgit kumbarasina atarsam en azindan bu diinyanin degerlerine geri donecek bir seyler
daha kazandirdim.

D:Geri doniisiim yapmamak.

F:Evet geri doniisiim yapmamak diye belki 6zetleyebiliriz.

D:Tamam, ¢ok tesekkiir ederim, ¢ok keyifli bir sohbetti, ¢ok tesekkiir ediyorum.
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HASAN (M-33)
D: Hos geldin Hasan merhaba nasilsin?
H: Sagol ben iyiyim sen nasilsin?
D: lyiyim tesekkiir ederim. Bu giin tiiketim aliskanliklarindan bahsedecegiz senle ama &nce bir seni
tanimak istiyorum. Bana biraz kendinden bahseder misin? Ka¢ yasindasin? Calisiyor musun? Ailenle
mi yastyorsun? Evli misin? Hobilerin neler gibi.
H: 33 yasindayim, evliyim, bir kizim var, Ekonomi Universitesinde ¢alistyorum, kiitiiphaneciyim,
D: Kag¢ dogumlusun?
H: 81 dogumluyum. Spordan hoslanirim.
D: Ne tarz sporlar?
H: Yani ne tarz, aslina bakarsan hepsinden hoslanirim, izlemeyi seviyorum pek basarili oldugum
sOylenemez uygulamada da.

: Hig spor yaptin m1?

: Bilardoyu spordan sayiyorsan yaptim profesyonel olarak.

: Saytyorum canim. O da spor.

: Onu yaptim, onun diginda hali saha maglari falan.

: Hal1 saha mag1 genel olarak erkeklerin sevdigi sey.

D
H
D
H
D
H: Onlar1 yaptim, basket oynadim. Genelde evde vakit gegiriyorum ¢ocugum oldugu i¢in.
D: Kag yasinda?
H: iki.
D: Adi ne?
H: Ece
D: Bu okulda ¢ok fazla ¢ocugu olan oldugu i¢in ben artik seyi takip etmeyi kagirdim yani. Nereden
mezunsun?

: Hacettepe tiniversitesi.

: Bu alan m1?

: Tabi dokiimantasyon, enformasyon.

: Kendi se¢imin miydi?

H

D

H

D

H: Tabi kendi se¢imim.
D: istedigin isi yaptyorsun, ¢ok giizel.

H: Aynen oyle.

D: Boyle insanlarla ¢ok az kargilasiyorum.

H: Cok az var gergekten. Herhalde bir tek bizim meslekte vardir ya, ya da asker olanda, polis olanda.
Onun disinda.

D: Sizin meslekte de ¢ok yok, benim bir arkadasim sirf hani ne yapayim ne yapayim diye girdi
mesela. Su an pazarlamada gibi.

H: Iste aslinda en rahat yer burasi.

D: Peki kitap okumay1 sever misin? Se¢gmendeki katkisi.
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H: Hayir kitap okumayi sevmemle bu boliimde okumam sey degil, birbiri ile biitiinlesik degil. Ama
caligma ortami ¢ok nezih, giizel. Hani bir {iniversite de ¢aligmak, ben o boliimden mezun oldugumda
bir tiniversite de calisacagim ya da halk kiitiiphanesinde ¢alisacagim. % 50 ihtimal, halk
kiitiiphanesinde ¢alisirsam daha fazla emeklilerle ya da ilkdgretim 6grencileri ile muhatap olacagim
ama iiniversite kiitiphanesinde ¢alisirsam her zaman geng kalacagim, akademik bir ortamda olacagim.
: O zaman {iniversite tercihini yaparken bunlarin farkinda olarak m1 yaptin? Bilingli bir insan.

: Tabi, ama tabi yani puanim T1p a yetseydi tabi tipa giderdim ama.

: Baga bir tercih ya da istedigin baska alan var miydi?

: Yok imkanlar déhilinde istedigim buydu, oldu.

: Peki Izmir’ de yasiyorsun degil mi? Ne tarafta?

: Evet Balgova’ da.

: Bir giiniinii anlatabilir misin bana? Bir giin i¢erisinde neler yaparsin?

: Tabi anlatayim. Hafta i¢ini anlatayim ben sana o zaman.

: Hafta i¢ini anlat, hafta sonunu da anlatabilirsin.

T U9 T U T U@ 9 T U

: Anlatayim. Sabahin kdriinde kalkiyoruz dogal olarak, efendime sdyleyeyim, kizimi kayinvalideme
ya da anneme birakiyorum. Ondan sonra 08:30 da ise geliyorum, aksam 18:00 de evde oluyorum. Isi
gectim, sonra kizimi almaya gidiyorum, kizimi alip geliyorum, yemek yiyoruz ondan sonra kizimi
uyutuyorum, ondan sonra kendime biraz vakit ayirip yattyorum.

: Kizim1 uyutuyorum, anne ne yapiyor bu arada.

: O da evin islerine bakiyor.

: Kiz uyutma sende galiba.

D

H

D

H: Genelde.
D: Babaci1 mi, anneci mi?

H: Kiz oldugu i¢in babaci

D: O yasta ama anneye de ¢ok diiskiin olurlar.

H: Yok babaci benimki. Ya temel ihtiyaglarini anne karsiliyor ama eglence ihtiyaglarini ben
kargiladigim i¢in ben daha kiymetliyim.

D: Anne galistyor mu?

H: Calisiyor.

D: Biitiin giin onu da gérmiiyor, hanginize 6zlemi daha fazla?

H: Anne hatta cumartesi pazarda ¢alisiyor, hafta i¢i izinli o.

D: Nerede ¢aligtyor esin?

H: Goztepe’ de spor Kuliibiinde. Alt yapida c¢alistigi igin hafta sonu kurslar oluyor o yiizden hafta igi
izinli oluyor. Onunla bir giin gegirebiliyor. Hafta sonunda da zaten sabahtan aksama kadar onunla ben
geciriyorum.

D: Tam babac1 senin ki yani.

H: Tabi ister istemez, bagka caresi yok.

D: Hayir ama anneyi 6zleyip anneye de diisebilirdi. Peki, biraz hayatla ilgili konusalim senle, hayata

bakisini tanimlar misin bana? Hayat sence nedir? Hayat1 nasil algiliyorsun?
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H: Ozellikle su siralarda bosuna yasadigimi algiliyorum. O kadar rutin ki zaten biraz dnce de
soyledim, sabah kalk ise gel, aksam git al, yat, uyut. Sadece yazlar iki hafta belki bir seyler
yapabiliyoruz. Onun diginda su siralar hayattan tat almiyorum demeyeyim de ne igin yasadigimin hig
farkinda degilim yani. Kendim i¢in bir sey yapmiyorum pek.

D: Peki sence hayat nedir? Ya da ne olmal1?

H: Mutlu olmak, mutsuz degilim ama hani mutlu olmak i¢inde pek bir sey yapamiyoruz ister istemez.
D: Senin i¢in mutluluk ne?

H: Istedigim gibi davranabilmek biraz da. Ama su an hayatin zorladig1 gibi davrantyorum. O da bazi
seyleri yarim birakiyor.

D: Bunu biraz daha agiklarsak, bunun {izerine biraz daha konusursak.

H: Mesela bazen oluyor ki 6glenleri bankaya gitmem gerekiyor, devlet dairesine gitmem gerekiyor. O
giindiiz civil civil disartya ¢cikmak inanilmaz giizel bir sey yani ne giizel disarida bir hayat varmis
diyorum. Ama ben yarim saat ya da bir saat o hayata, bankaya gidene kadar dahil olabiliyorum. Su an
mesela disar1 ¢gikmak isterim. Gezeyim dolasayim, deniz kenarinda oturayim, ¢ok basit anlatryorum.
Ama bunlar1 yapamiyoruz. Mecburen o 6zgiirliigiimiizden taviz veriyoruz.

D: Biraz daha bunlardan bahsetmek istiyorum yani disariya ¢ikmak ak isterim dedim mesela. Peki,
hayatin sana ne ifade ettigini merak ediyorum. Hayat algint merak ediyorum. Sence hayat ne,
mutluluk dedin mesela.

H: Mutlu olamaya ¢aligmak aslinda. Hayat ne?

D: Evren, hayat.

H: Mecburen yasadigimiz bir siireg. Istemiyorum anlaminda degil ama doguyoruz, kaosun igine
giriyoruz, bu kaos da mutlu olmaya ¢alismak, mutlu olmak ya da devam edebilmek bir seyler
basarabilmek hayatin temel prensiplerini olusturuyor bu anlamda. Hani biraz da kendi tercihlerimize
gore yasarsak hayat daha anlamli hale geliyor yoksa. Tabii ki hayatta olmak giizel, hayat giizel ama
suan igin.

D: Hep boyle mi diisiiniirdiin, her zaman bdyle mi diigiiniirdiin?

H: Yok, bulundugumuz ortam etkiliyor, iniversitedeyken farkli diisiiniiyordum, lisedeyken farkli
diistiniiyordum. Beni mutlu eden ya da yapmak zorunda oldugum seyler ¢ok farkliydi her dénem i¢in
farkli, su an igin de farkli. Su an ailemle gegirmek zorundayim zamanimi, ha bundan keyif aliyorum
ama yine sartlar bizi o duruma gore yasamaya sevk ediyor.

D: Nasil bir degisim gegirdin kendince mesela? Daha 6nce nasil hissediyordun?

H: Bakis agim giin gegtikge daha genisliyor, yasla dogru orantili gibi bir sey. Diinyam biiyiidiigii igin
bakis agimda gelisiyor daha farkli seylerin var oldugunu anladim. Oncelikler de degisiyor.

D: Daha dnceden hayat senin igin ne ifade ediyordu?

H: Daha kiigtiktii, yasadigim mahalle bile benim i¢in bir hayat: sey yapiyordu. Bir yere gidebilmem
i¢in izin almam gerekiyor da bende ugrasmiyordum, bir yere gitmiyordum 6rnegin. Hayatimiz
mahalledeki arkadasimla, ¢ocukluktan bahsedeyim ne bileyim ev 6devimdi, 6gretmenimdi, okulumdu.
Liseye geldik ergenlikle beraber biraz daha hayat anlayisimiz agildi. U sefer biraz daha genisledi ama
tabi gene ayn1 dogrultuda genisledi. Universiteye geldigimde bu sefer oldugu gibi farklilast: ¢iinkii
aslinda benim simdiye kadar bildigim hayatin sadece pembe bir ¢ergeve gibi bir sey oldugunu fark
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ettim. Yani hayatta kalmak i¢in o iiniversiteyi bitirmek bile yetmiyordu. Orada bir seyler yapmak
gerekiyordu, sonrasini diisiinmen gerekiyordu. Ayakta kalmaya ¢alistik iste yani biraz daha ayakta
kalmaya caligmak oldu, imkanlarim, maddi imkanlarim o kadar yoktu, ailem belli memur, emekli.iste
nasil diyeyim kendi ayaklarinin iistinde durmak bile aslinda mutlu ediyor da tabi biraz daha rahat
durabilmek isterdim.

D: senin i¢in en 6nemli sey ne bu hayatta?

H: Artik kizzim, daha 6ncesinde neydi, iiniversite de diyeyim iyi bir ig sahibi olmakti, giizel para
kazanmak, gezmek, tozmakti ama artik en 6nemli sey benim i¢in kizim.

D: Daha bireyselken bagkalariyla yani bagka birisini diisiinmek mi? Ya da senin igin bunu daha
onemli hale ne getirdi?

H: Kizim1 m1? Zaten insanin kiz1 yani daha 6nemli hale gelmesi i¢in kiz1 olmasi, oglu olmasi neyse
yeterli bir sebep. Ik dogdu 5 dakika sonra benim kucagimdayds, bir saat 5nceye kadar da yine benim
kucagimdaydi. Siirekli benimle beraber, ben ne ona verirsem o onu aliyor, ben nasil egitirsem aynen
Oyle egitiliyor, beni taklit ediyor, o yiizden 6nemim oraya kayiyor ister istemez.

D: Ne ifade ediyor senin igin?

H: Ne, ne ifade ediyor?

D: Kizin.

H: Kizim benim canim, orasi1 kesin. Sorumluluk ifade ediyor. Tabii ki seviyorum ama onun yaninda
onu hayata da hazirlamam gerekiyor. Hem davranigsal, hem egitimsel, karakter olarak, ¢ok kiiciik sey
var, onlar1 bile diistinmek zorundasin, en basitinden 100 metreden bile olsa beni sigara icerken
gdrmesini istemiyorum, bundan etkilenebilir diye. Ya da benim yanima geldigi an bilgisayar1
kapatiyorum. Neden? Bilgisayarda koétii bir sey mi var? Cocuk gegse bilgisayarin basina ne olacak bu
yasta? Higbir sey olmayacak ama demek ki yetiskinler bilgisayarla vakit geciriyor bende bilgisayarla
vakit gecireyim, tesvik unsuru olmayim diye dikkat ediyorum.

D: Bilgisayardan uzak durmasini istemenin temel nedeni ne?

H: Cok sanal bir ortam, sadece arastirma yapilacak olsa bir seyler 6grenmeye dayali bir mekan olsa
internet sikintis1 yok ama bu yaslarda hayal giicii ile beraber 6grenmesi gerekiyor o yiizden de her
firsatta kitap altyorum. Kitap okusun, oradan dgrensin, bana sorsun ban anlatayim seklinde zaten
zamani geldiginde yeterince ben istesem de istemesem de bulasacak.

D: Peki bu hayatin icerisinde bana kendini tanimlar misin?

H: Kendimi, nasil mesela?

D: Bu hayatin i¢inde Hasan nerede? Nasil biridir? Bana kendini tanimlamani istiyorum.

H: Bircok insan tarafindan sevilen biriyim. Yani ger¢ekten sevilen biriyimdir ama iyi biri oldugumu
diistiniiyorum. Sayg1 benim i¢in ¢ok dnemli. Kiiciik bir diinyam var.

D: Bu hayatin i¢in Hasan’ 1 imgelemeni, anlatmani istiyorum.

H: Nasil tarif edecegimi bilmiyorum. Ornek ver.

D: Her sey olabilir, hissettiklerin olabilir, yasam amacin olabilir, hayata bakigin olabilir, senin bireysel
durusun karakter 6zelliklerin olabilir, her sey olabilir. Bunu kime sorsam farkli anlatir bana. Duygusal

dediler iste mantikl1 dediler degisik seyler sdylediler veya ¢ocuklugunu da gelip anlatan oldu. Sen
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kendini ifade et istiyorum, kendin iizerinde diisiin. Bu yasamda dogmus bir birey, evreni diisiin, her
seyl diisiin. Ne hissettiriyor sana yasiyor olmak?
H: Yasiyor olmak bana ne hissettiriyor?
D: Hig diisiinmemis de olabilirsin bunu.
H: Hig diisiinmedim hakikaten yani tarif etmeye ¢aligmadim.
D: Tamam tamam istersen biraz bunu gecelim, diisiin biraz daha sonra tekrar geri doneriz buna.
H: Tamam 6yle olsun. Neyi diislincem ama?
D: tamam o zaman diisiinelim, seni rahatlatmaya ¢alisiyorum sadece. Biraz peki sunu sorayim senin
hayattaki amacin ne? Bunu sordum ben sana ama.
H: Sordun.
D: Bir daha donelim tanimlarsan, mutlu olmak mi dersin sadece bagka seyler de gelir mi?
H: Hayattaki amacim mutlu bir sekilde 6lmek, gorevlerimi yerine getirip 6lme. Ne olacak?
D: Gorevlerim derken;
H: Sorumluluklarimi yerine getirip, aileme kars1 iyi bir evlat olmak, esime kars1 iyi bir koca olmak,
cocuguma iyi bir baba olmak, iyi bir is arkadas1 olmak, iyi bir komsu olmak. Iyi anilmak aslina
bakarsan.
D: Iyi anilmak. Peki, biraz doga ve ¢evre hakkinda konusmak istiyorum seninle. Doga ve ¢evre senin
icin ne ifade ediyor?
H: Doga ve ¢evre olmazsa olmazi ifade ediyor. Ama zor bir siirecte tabi, bir sey yapiyor muyum bunu
kurtarmak i¢in, hesaplarimda kalan kiisuratlar1 aga¢ dikmek i¢in yatirmak diginda pek bir seyde
yapmiyorum aslinda.
D: Boyle bir sey yapiyor musun?
H: Tabi.
D: Ne gibi anlatabilir misin?
H: Internet bankaciliginda bilirsin bagis 6deme kism1 var, bagis 6demeler kismi1 var. Normal
O6demeleri yaptiktan sonra drnegin 16sev, ne kadar kald: 3 lira kaldi. Cekemeyecegim edemeyecegim.
Biiyiik bir sey mi degil. Benim gibi yiiz kisi yapsa bir anlam ifade edecek o 3 liray1 mesela oraya
atarim.

: Gergekten mi? Oyle bir sey mi var?

: Agac dikilsin diye 5 lira. Tabi tabi var.

: Bak ben bunu bilmiyordum.

: Bir sey yapiyor muyum? Pek bir sey yaptigim yok.

D
H
D
H
D: Daha ne yapacaksin, tamam bir siirii sey yapabilirsin ama buda gayet giizel bir katki.
H: Fiziksel olarak pek bir sey yapmiyorum ama.

D: Peki yine doga ve gevre iizerine konusalim biraz, agaglar doga senin i¢in ne ifade ediyor.

H: Piknik, su an bile bakiyorum agaci goriiyorum ama agacin yaninda insaat i¢in olusturulmus bir
kuleyi goriiyorum, doganin artik teknolojiye ve bu doneme direnmekte zorlandig1 diistincesindeyim.
Benim i¢in ne ifade ediyor, tabii ki olmazsa olmaz, nefes aldigimiz yer, ilk firsatta kagtigimiz yer, ya

ormana gidiyoruz ya denize gidiyoruz firsat buldugumuz anda, ondan da 6nemli.
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D: Her zaman bdyle mi hissederdin gevre ile ilgili? Cocuklugunda falan da bu tarz seyler yapmis
miydin?

H: Tabi ki

D: Ornek verebilir misin?

H: Agac dikmeye gittim 6rnegin, agac ilaglamaya gittik. Mesela ¢esitli zamanlarda yapilan seyler. Tek
ornek degil bunlar.

D: Tabii ki degil.

H: Kdyiimiizde yapilan seyler 6rnegin. Her firsat buldugumuzda dogan igine girmeye ¢aligtik. Ama
tabi dyle gidip bir daga ¢ikamiyoruz da su termalin yaninda yiiriiyebiliyoruz en fazla. Aslinda bu
doga, orman, ¢evre cocukken ¢ok seydi bizim i¢in dnemliydi. Yalniz kaldigimiz yerdi orada yani
arkadaglarimizla beraber bir seyler konustugumuz yerdi.

D: Ne ifade ediyor senin i¢in?

H: Ya ¢ok giizel bir sey ya orada vakit gegiriyorsun ha parka gitmigsin ha o ormana girmissin,
manzarali bir yere gitmissin.

D: Bunu hatirladiginda ne hissediyorsun?

H: Boyle bir sey huzur veriyor, o zaman yaptiklarim1 hatirliyorum. Mesela biiyiik bir agacin tek bir
govdesi var o ¢ok bilylik boyle 20 metreye yayilmis, onun altinda onun golgesinde oturup oynamak,
top dahi oynamak hakikaten giizeldi.

D: Ozliiyor musun oray1?

H: Ozliiyorum.

D: Peki biraz insanlar hakkinda konusalim. Insanlar senin icin ne ifade ediyor?

H: Tiim insanlara saygi duyuyorum ama saygi duyman ¢ok da fazla bir sey ifade etmiyor,
tanimadigim insana en fazla saygi duyabilirim. Yani vicdanen tabi birinin yardima ihtiyact olmasi
bdyle basit diisiiniirsek tabii ki gdrevim, insanlik gérevim, yaparim ama aslina bakarsan izlanda’ da
yasayan insanlar ¢ok umurumda degil su anda. Kendi tilkemdeki insanlar1 seviyorum. Herkesi
seviyorum da ister istemez onlarla muhatap olabiliyoruz. Miidiiriim geldi kesiyorum.

D: Kesebiliriz.

H: Daha fazla tanidigim, gordiiklerim, bildiklerim, ne hissettiklerini anlayabildiklerim benim i¢in
daha &nemli.

D: Cok normal. Peki, Tiiketimden bahsetmek istiyorum, tiiketim senin i¢in ne ifade ediyor? Ne
demek, aligveris ve tiikketim?

H: Tiiketim aligveris olarak bir temel ihtiyaglarimizi karsiladigimiz tiiketim var bir de kendimizi
tutamadigimiz ve gerceklestirdigimiz tiiketim var. Temel ihtiya¢ tama gida aliyoruz, kiyafet aliyoruz,
araba altyoruz ama arabanin ses sistemini degistiriyorum, o an bana ¢ok biiyiik haz veriyor ama onu
Oderken ondan sonra sikint1 yasiyorum mesela. Ya da oyun konsolu aliyorum eve, bir ay iki ay acayip
oynuyorum ondan sonra kaliyor, diinyanin parasi, gereksiz masraflar. Tiiketimde iste temel eve siirekli
gergeklestirdigimiz bir tiiketim var bizim i¢in, aligveris yapiyoruz. Bir de arada bir kendimizi mutlu
etmek i¢in yapiyoruz dedigim gibi.

D: Peki tanimlar misin tiiketimi?

H: Gergek bir tanim gibi mi?
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D: Tanim.

H: Isteklerin ya da ihtiyaglarin karsilanmasi icin yapilan alisveris sonucunda ortaya ¢ikan sozciik
deyim ben.

D: Peki ne kadar aligveris yaparsin? Ne kadar harcama ya da tiikketim yaparsin?

H: Parasal olarak m 1?

D: Her agidan yani bunu anlatmani istesem hem maddi hem tanimlayarak.

H: Ne kadar? Ne siklikta ne yaparim gibi mi? Ayda bir defa biiyiik aligveris merkezlerine gidip bir
dolu sepet harcama yapiyoruz ister istemez. Arabaya siirekli benzin aliyoruz. Yilda birka¢ defa bir
yerlere kagip konaklamali tatil seklinde gegirdigimiz zamanlar orada giizel tiiketiyoruz. Gereksiz
titketimlerimiz var biraz 6nce sdyledigim gibi, gergeklestirdikten sonra gereksiz oldugunu anladigim
titketimler yani.

D: Ne kadar harcarsiniz para mesela? Gereksiz oldugunu diistindiigiin bir paray1 harcadigini diistinsek
ne kadar harcama yaparsin gereksiz sence?

H: Aylik olarak sigara ictigim igin, onu da gereksiz sayalim aslinda. 200,00 lira ona gidiyor en
gereksiz sey o. Eve bir 500,00 liralik zaten normal gida falan alintyor, onun disinda da herhalde ayda
bir 300,00 — 400,00 lira gereksiz bir sekilde harcaniyor.

D: Ortalama 1000,00 TL civari bir sey yani.

H: Katarsan daha fazla 1000,00 den de

D: Gereksiz harcama.

H: Gereksiz evet tabi 1000,00 e yakindir.

D: Peki daha ¢ok aligveris aligkanlilarin neler? Daha ¢ok nelere para harcarsin?

H: Gida ve elektronik. Elektronik zaten bagli basina pahali oldugu i¢in genel anlamda ¢ok sik olmasa
bile arada bir yaptigimzda yiiksek seviyeye ¢ikiyor. En fala harcanan kalem olabiliyor, bilgisayar
aliriz, telefon aliriz, ne bileyim oyun konsolu aliriz bu tarz seyler.

D: Bu arada sigara i¢iyorum dedin, neden sigara i¢iyorsun?

: Onu bir bilsem birakacagim zaten.

: Ne zaman bagladin?

12004 — 12 y1l odu.

: Ne idi baslama sebebin?

: Universitede canim sikildi basladim, arkadas falan da yoktu.

: Arkadas etkisi degildi yani.

: Arkadas etkisi degil, arkadas olmamasinin etkisiydi o donem.

. Allah Allah, peki ne hissediyorsun, sigara sana ne hissettiriyor?

I O T O T OI U T

: Zaman gegiriyor, surada 5 dakika bos oturmakla elimde 5 dakika sigarayla oturmak arasinda ¢ok
fark var. Daha mutlu gegiriyorum daha kolay gegiriyorum.

D: Ne hissi veriyor sana bos gegirmekle sigara igmek?

H: Ne bileyim siirekli bir seyle ugrasiyorsun mesela. Zamani gegiriyorsun, diisiiniiyorsun, bir yere
bakip diisiiniince deli gibi hissedebiliyorsun ama o daha bir duygu katiyor olaya.

D: Nasil bir duygu?

H: Aptallik.
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D: Nasil yani?

H: Yani ne bileyim genel alg1 vardir ya efkarlandim yaktim bir sigara. Tamda oturayim diisiineyim
dedim, bir sigara yaktim diislineyim falan.

: Bos durmay1 sevmedigini sdyleyebilir miyiz?.

: Olabilir.

: Genelde bos oldugun zaman alir misin bir sigara eline?

: Genelde bos oldugumuz zaman sigara igiyorum, doluyken igmiyorum.
: Mutlu ediyor mu seni?

: Ediyor, bu yilizden galiba birakamiyorum.

: tadr m1?

: Tad1 degil, hissi.

: Ne hissediyorsun?

Z O T O T O - U I U

: Ya ne bileyim mutlu hissediyorum demek istemiyorum bu konu i¢in ama zamanimi giizel
gecirdigimi hissediyorum kisa vadede, uzun vadede tabi farkli.

D: Peki kendini bir tiiketici olarak tanimlayacak olursan nasil tanilarsin bana?

H: Cok agik soru ya. Nasil tanimlarim kendimi?

D: Hasan nasil bir tiiketicidir?

H: Kontrollii olmaya ¢aligan ama kontrolii her zaman saglayamayan.

D: Kontrollii olmaya ¢aligan. Biraz daha diisiinebilirsin. Bagka bir sey sdyleyebilir misin? Ya da
bunun {izerine konus istersen.

H: Harcamay1 seviyorum, imkanim olsa daha ¢ok harcarim, imkanlar dahilinde tiiketimi seven
birisiyim.

D: Harcamay1 seviyorum dedin, ne hissediyorsun para harcadiginda?

H: Kadinlarda var herhalde, aligveris yapinca mutlu oluyorlar ama ben de oluyorum.

D: Sence niye mutlu oluyorsun?

H: Yeni bir sey alma, ne bileyim onu kurcalama ya da bana hayatta kolaylik sagliyorsa ne bileyim
telefon, bu tarz seyler, ne bileyim mutlu ediyor yani almak.

D: Peki. Hi¢ 6rnek verebilir misin mesela su anda gittim boyle bir aligveris yaptim diye hi¢ aklina
geliyor mu? Daha ¢ok boyle zamanlarda gider aligveris yaparim mesela.

H: Zaman yok, imkanim varsa yaparim. Zaman bir sey diyemiyoruz tabi.

D: Peki sence bilingli ya da duyarl tiikketim ne demek? Tanim yapmani istiyorum bana.

H: Bilingli tiiketim bireysel olarak ihtiyaglarimizi karsilayacak seylerin alinmasi olarak
sOyleyebilirim. Duyarl tiiketimi de ihtiyaglarimizi karsilarken bagka seylere, gereksizliklere,
kotiiliiklere engel olacak sekilde yapilan tiiketim olarak.

D: Bu ikisini daha ¢ok esit tanimlar olarak sdyliiyorum ¢iinkii meitfie conscious 1 Tiirkgelestirelim.
Bilingli duyarli tiiketim, aslinda bilingli tiiketim ama duyarliligi da igeriyor o yiizden bu sekilde
tanimlamani istedim ben senden. Tek bir tanim yapar misin?

H: Anladim. Somut ve soyut ihtiyaclarimizin giderilmesi olarak, somut hayatta kalmamiz i¢in gerekli
olan temel, fiziksel ihtiyaglar. Soyut ise bizi daha fazla mutlu edecek ya da baskasini mutlu edecek

seylerin tiiketimiyle ortaya ¢ikan anlaminda.
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D: Peki aligveris yaparken ya da tiiketim yaparken nelere dikkat edersin? Her ikisini birden diisiin.
H: Fiyat tabii ki canim, illaki fiyata dikkat ediyorum. Ergonomik olup olmamas1 da 6nemli.

D: Ne demek 0?

H: Yani su cihazin parmak kadar1 varken onun gidip kol kadarin1 almak istemem, demek istedigim o.
Her tiirlii zarar, bilindik seyler almaya calisirim, siirprize agik degilim o anlamda. Sonny alirim sany
almam fiyat farki varken, bildigim giivendigim markalara, bilindik markalara bagvururum o anlamda.
Digeri neydi bir sey daha demistin?

D: Aligveris veya tiiketim yaparken nelere dikkat edersin demistim?

H: Beni mutlu etmesi ya da benimle beraber olan bireyleri mutlu etmesi 6nemli aligveris ya da
tiiketim.

D: Mutlu etmesi.

H: Tabii ki, yani gereksiz bir sey olmasin o, karsilig1 olsun yani kiigiiciik bir seyi ben esime alryorsam
onu mutlu edecekse fazla para da verebilirim ona.

D: Baskalarint mutlu etmek senin i¢in énemli mi?

H: Onemli tabi.

D: Ne hissediyorsun mesela? Yani bunu iizerine biraz konusalim.

H: Onlarin mutlu oldugunu gérmek, olarin sevildiklerin fark etmeleri bana mutluluk veriyor, huzur
veriyor, eger imkanim varsa o ylizden o tarz seyler yapiyorum.

D: Peki 6zellikle tiiketmedigin, bilingli olarak tiiketmedigin tirtinler var mi1 ya da almadigin?

H: Marka olarak dyle pek bir seyim yok, Israil markasiymis Amerikan markastymis gibi bir yok,
benim igimi gorecekse verimli bir sekilde dyle bir takintim yok, bilingli olarak tiikketmedigim,
ihtiyacim varsa tiiketiyorum yani 6zel bir sey yok.

D: Herhangi siyasi bir sey olabilir. Almiyorum sunu dedigin.

H: Ulker de yerim, Coca Cola da igerim, ariel de deterjan alirim eve hi¢ benim igin sikint1 degil.

D: Peki tiikettigin tiriinlerin ¢evreye, dogaya ve diger insanlara etkilerine dikkat eder misin?

H: Farkindaysam ederim. O iiriin bana biz bdyle {irliniiz ki bu kadar faydaliyiz ya da bu kadar az
zararliyiz diye bana bir uyarici veriyorsa ederim ama onun diginda ikisi de bos kutuysa uygun olani
alirim gecerim yani faydaliymis degilmis 6zellikle gidip arastirmam dogaya zarar1 varmiymis
bilmemneymis. Onlar bana gosterecekler, sdyleyecekler, farkindalik yaratacaklar.

D: O zaman tercih sebebi olur mu senin igin?

H: Olur tabi olur.

D: Ucreti farkliysa?

H: Atlan deve degilse 6nemli degil.

D: Uygunsa senin i¢in sey yaparsin. Peki, hi¢ 6rnek var m1 mesela bdyle uyguladigin biraz 6nce doga
ile ilgili konustuk ¢iinkii? Bu tarz seyler, plastikler var mesela.

H: Tabi tabi iste geri doniisiimlii, geri doniisiim isareti olan seyler varsa zaten alirim olmayana
kiyaslarsak tabii ki alirim, cam sise almaya ¢aligirim.

D: Cam sige kullantyor musun mesela?

H: Ozellikle gocuk olduktan sonra cam sise kullanmaya basladik her sey i¢in, hani kendim i¢in degil
de.

184



D: Yine bagkasi igin.

H: Tabi bagkasi i¢in. Dogada

D: Niye kendin i¢in dikkat etmiyorsun?

H: Bilmiyorum ki bana zarar1 olacakmig gibi hissetmiyorum yani kendime giiveniyorum o anlamda.
Ya da zararini simdiye kadar gormedigim igin.

D: insanlar niye bdyle acaba? Hig birimiz bana bir sey olmaz diyoruz.

H: Tabi bir sey olmayacagini diisiiniiyorum yani aligsmisiz bir defa diye.

D: Cocuk niye sence ona da belki bir sey olmaz.

H: O saglikl biiyiisiin, o kendi ayaklari tizerinde durabilene kadar ben onu en miikemmel sekilde
hazirlayayim hayata sunayim, o ondan sonrasini kendi getirir zaten, ne istiyorsa onu yapacaktir. Sigara
icecekse igecektir, ben onu engelleyemem yani. Ilgmemesi icin elimden geleni yaparim ama igecekse
icecektir. O ana kadar saglikli gétiireyim onu.

D: Sana bir sey vereyim bu konuda ipucu vereyim. Sigara igmemesini istiyorsan ¢ocugun goziiniin
Oniinde sigara ig, sana sordugu zaman i¢gme ya da igme yani ama olurda bir gekilde goriirse, sana
sorarsa bu ¢ok zararl bir sey deme kesinlikle

H: Nasil diyeyim ya?

D: Ver ona, anneme gocuklugumda bir psikolog kitapta okumus bunu psikolog birinin kitabinda
okumus, sakin ¢ocugunuza o ne diye sorarsa ya da igmek isterse aaa o ¢ok zararli demeyin, ileride
mutlaka icmesine sebep olursunuz verin, nasil igecegini de gdstermeyin, ¢eksin icine, hicbir sekilde ne
yapacagini gdstermeyin zaten bogulacagi i¢in ve ¢ekemeyecegi i¢in o onda bilingaltina yerlesir ve asla
igmez ne olursa olsun.

H: Keske dyle olsaydi, annem bana yapti,

: Annem bana yapti ben igmiyorum.

: Bana yapti onla alakasi yoktur ben i¢iyorum. Hatirliyorum.

: Gergekten mi? Hatirliyorsan sey olmayabilir.

: hatirltyorum hatirlryorum.

: Hatirladigin kag yasindaydin?

: 7 yasinda falandim.

O - U T O T O

: 6 yasa kadar., yani ¢gocugun o hatirlamadigi biling alt1 evresinde hatta 5 yani, 5 yasi civarinda 3,5
yasinda falanmigim ¢iinkii. Hatirlamadigi evre, 6 yasa kadar oturur ¢ilinkii biitiin o kaliplar. Benim bir
psikolog arkadagim var oda bana aynin sdyliiyor. Senin hatirladigin bir yagsmis, yani senin o
ayirabildigin bir yagmis, ondan olabilir olmayadabilir. Ama mesela benim bir arkadagim daha var o da
igmiyor bunu uygulandigi. Ona da 4 yaginda mi1 5 yasinda m1 ne verilmis ayn1 sekilde, mesela o da
igmiyor. Ama gdsterme yani, sen i¢ebilmissin demek ki onu.

H: Demek ki, sartlar beni igmeye itmis.

D: Yani boyle bir sey bilmiyorum hani aklinda bulunsun. Zararh deyince ¢iinkii daha ¢ok
gidiyorlarmis ¢ocuklar.

H: Dogru tabi canim ¢ikma diyorum ¢ikiyor, yapma diyorum yapiyor. igme desen de icecek.

D: Yap de.

H: Yap deyince de yapiyor. O yapacak kafaya koydu mu yapiyor.
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D: Peki bagka bu tarz aklina gelen uyguladigin herhangi bir sey var m1?

H: Yok aklima gelen bir sey yok.

D: Araba kullantyorum diyorsun mesela mazot da ¢ok zarar veren bir sey, toplu tagimayi tercih
etmeme nedenin ne?

H: Ben arabami1 ¢ocuk olduktan sonra aldim, onun rahati i¢in aldim zaten, yoksa yani kent kartimi
cebimden ayirmayan birisiyim. Toplu tasimay1 yoksa tercih ederim tabii ki ediyorum da yalniz bagima
iken ama genel olarak ¢ocukla bir yere gittigim i¢in sabahtan aksama kadar sabah ¢ocukla baslayip
aksam ¢ocukla bitirdigim i¢in araba kullaniyorum mecburen.

D: Peki aldign tiriinlerin veya hizmetlerin reklamlart seni etkiler mi?

H: etkiler.

D: En ¢ok ne etkiler o reklamlarda? Ornek verebilir misin bana?

H: Yaa canimi ¢ektirmeyi basarirsa beni altyor, kazaniyor.

D: Canini ¢ektirmeyi bagsarmasi

H: Gidadan bahsediyorum 6rnegin. Bana dyle bir giizel sunum yapiyorsa televizyonda ya da bagka
yerde benim i¢in basarili o. Bir denerim, begenirim begenmem o baska ama muhakkak uygularim
onu. Iste olumlu dzelliklerinden bahsettiklerinde hakikaten bdyle bir sey olabilir mi diye diisiiniip,
internete girip, bakip, yorumlart okuyup, bende o sonuca ulasabiliyorsam bir pota daha erittigimde
yine o sonug ¢ikiyorsa.

D: Peki en ¢ok ne etkiler bir reklamda seni? Miizik mi, ses mi, i¢erik mi tasarim mi?

H: Reklamda yaraticilik benim igin 6nemli.

D: Yaraticilik.

H: Tabi,

D: Nasil bir reklam mesela yaratici senin igin? Ornek var m1 mesela?

H: Mesela sey benim igin ¢ok hostu, canga reklami vardi, gorile mi orangutan m1 ne? Cocuga
doniistiyordu onu yiyince. Yine annem evi toplamis diyordu, dagitmaya basliyordu falan. Bu diyor ki
bana ne hissettiriyor, ¢ok enerjik bir ¢ikolata galiba bir deneyeyim ben bunu hakikaten boylemiymis
gibisine. O reklam1 gormiissiindiir ya.

D: Belki hatirlamiyorumdur, bilmiyorum.

H: Ya da bir araba reklami olsun, araba o kadar az yakiyordur ki bana onu sunar, bu araba az yakiyor
galiba deyip arastiririm, az yakiyorsa imkanim varsa ona giderim gibi.

D: Peki aligveris aligkanliklarini degistirmek ister misin? Daha az, daha bilingli tiiketim yapmak ister
misin?

H: Daha bilingli tabi yapmak isterim ama su anda ¢ok memnunsuz degilim yani. Kendimi mutlu
edebiliyorum.

D: Aligverisi biraz mutluluk olarak goriiyorsun yani.

H: Temel ihtiyaglar disinda mutluluk olarak gériiyorum.

D: Peki nasil daha farkli, mesela seni daha az tilketmeye ya da daha bilingli tiiketmeye ne motive
edebilirdi? Bunun yerine bunu yapardim desen, 6rnek mesela. Daha mutlu olsan daha az aligveris

yapmak ister miydin?
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H: Daha kompakt iiriinler satarlarsa olabilirdi, drnegin uydu alicis1 ve oyun konsolu ile beraber bir
televizyon satiyorlarsa ben onu alirdim, tek tek ayri bir sey almam. Yani kompakt bir sey olacaksa,
daha iglevsel bir sey olacaksa ister istemez bu miktar1 azaltir.

D: Peki sana en basta seyi sormustum hatirliyor musun? Kendini tanimlamani istemistim, oraya tekrar
bir dénsek biitlin bu konustuklarimizdan sonra.

H: Kendimi nasil tanimlayayim bilmiyorum ki.

D: Bu hayatin igerisinde, ¢linkii yagsamak bu aralar anlamsiz geliyor dedim mesela,

H: Anlamsiz geliyor degil de, ne i¢in yasadigimizi bilmiyorum. Daha yenide bunu diigiindiim,
yastyoruz da dur bakalim ne yapiyoruz, siirekli ayn1 rutinin igerisindeyiz.

D: Cevabini bulabildin mi?

H: Yok bulamadim, herhalde bunu yagamak zorunday1z ki boyle diisindiiriiyor. Hakikaten bunu
oturdum diislindiim yani. Kendimi de ¢ok farkli tanimlayamiyorum iste neysem oyum.

D: Tamam peki bunun {izerine ¢ok fazla gitmeyeyim ben o zaman. Peki, yasam1 sorgulamaktan
bahsettin, daha 6zce sorgulamamig miydin hig kii¢iikken?

H: Ya sorgulamigimdir her halde hatirlamiyorum ama bu anlamda sorgulamamisimdir her halde.
Neden benim de oyuncagim yok diye sorgulamisimdir belki ya da o ¢ocukta varda bende yok diye
sorgulamisimdir. Ama su an tabi farkli pozisyonda oldugum i¢in daha felsefik olarak sorgulamaya
caligtyorum ister istemez.

D: Peki tama yani bu giizel bir seydi de o yiizden sordum yani, merak ettigim i¢in soruyorum, ne
hissediyorsun bunu sorguladigin zaman?,

H: Rutinin igerisindeyim ¢ikamiyorum.,

D: Cikmak istiyor musun?

H: Isterim tabi ama rutinin igerisindeyim.

D: Peki o rutin senin i¢in ne ifade ediyor?

H: Hep ayn1 seyler.

D: Nasil bir hayat isterdin?

H: Dogal olarak rutini biraz daha az olan. Mesela isim. Isimden cok memnunum ama hayatimi farkl
yone ¢ekecekse biraz daha araba kullanarak saga sola gitme tarzinda bir sey isterdim. Ya bulundugun
ortamdan biraz uzaklagsmay1 saglayacak olan sey fayda saglardi.

D: Peki disarist senin i¢in ne ifade ediyor, onu sorayim?

H: Hayat var disarida, akiyor her sey. Onlarin bir paydasi degilmisim gibi hissediyorum. Ornegin o
Karsiyaka Carst’ ya girdigimdeki o hareketlilik siirekli saga sola bakiyorum. Bir seyler var boyle ses
var, akis cok yiiksek, ya da Kemeralt1.

D: Onlari artyorsun?

H: Evet.

D: Benim sana soracagim baska bir sey yok, senin eklemek istedigin her hangi bir sey var m1?

H: Benim eklemek istedigim her hangi bir sey yok.

D: ¢ok tesekkiir ediyorum, ¢ok keyifli bir sohbetti.

H: Rica ederim.
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