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Abstract

The purpose of this study is to investigate whether there is a relationship between social studies
teacher candidates' attitudes towards purchasing geographically indicated products and their status as
conscious consumers. The study was carried out with a total of 211 teacher candidates studying at two
different state universities in Turkey in the spring semester of 2022-2023 academic year. The
relational survey model, one of the quantitative research types, was utilized in the study. The data in
the study were collected through the Attitude Scale Towards Buying Geographically Indicated
Products, developed by Yiice & Korucuk (2020), and the Conscious Consumer Scale developed by
Bugday (2015). The SPSS 22nd statistical program was used in the analysis of the quantitative data
obtained. As a result of the study, the following findings were attained. It was found that the attitudes
of teacher candidates towards purchasing geographically indicated products and their state as
conscious consumers did not demonstrate a statistically significant difference in terms of gender;
similarly, it was observed that there was no significant difference in terms of the "parent average
monthly income" variable. Nevertheless, it was revealed that there was a positive and significant
relationship between the attitudes of pre-service teachers towards purchasing geographically indicated

products and their status as conscious consumers.
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Introduction

As in every field, there have been some great changes and transformations in sociological,
cultural, economic and political fields regarding the technological developments in the world. In this
change and transformation atmosphere experienced in different societies around the world, the
phenomenon of being nationalistic has also had its share, and this situation has accelerated the process
of returning back to basics due to the cultural degeneration apprehension of many societies. The
increase in the value of the local and the return to being national with the phenomenon of
globalization have not only significantly impacted the image of geographically indicated products in

consumers, but also encouraged the individuals to be conscious consumers.

Even though many types of products have been introduced to the market due to the
globalization of trade in the world and the increase in new technological opportunities, this state of
affairs has also brought along some problems. The introduction of poor quality raw materials and
genetically modified products to the market in order to make more profits has, in the long run, put
human health at risk (Alemanno, 2006; De Rosa, 2015; Toklu, Usta Ahmetoglu & Oztiirk Kiigiik,
2016). This situation has led to an increment in quality and reliability concerns among the consumers

and a serious increase in consumers' demands for the local products (Teuber, 2011).
Geographically Indicated Products

Geographical indication is one of the intellectual and industrial property rights (Gokovali,
2007). Geographical indication is a quality mark that shows and guarantees the source of a particular
product, its characteristics and the relationship between the characteristic features of that product in
question and the geographical area (Webl: https://www.turkpatent.gov.tr/cografi-isaret). As it is
possible to define geographical indication as the meeting of the local with the world, it is also possible
to define it as a series of legal measures taken to ensure that authentic (original, authentic) products
are safely transferred to future generations without deterioration (Sahin, 2013; Mertol & Yaylaci,
2021). Culture and the geographical indication as its product can also be defined as a brand today
(Tanrikulu, 2011; Murat & Ergen, 2022). Even though the agricultural products spring to mind when
geographical indication is mentioned, the concept of geographical indications is composed of many
products such as handicrafts, industrial products and mineral products (Oraman, 2015). Geographical
indications and the traditional characteristic descriptions are important tools of the European Union's
product quality policy (Ucuncuoglu, 2020). Nevertheless, the local product sector has become a
growing sector in food consumption all over the world and especially in Europe (Tekelioglu &
Demirer, 2008; Wirth, 2018). Geographical indications (Gls), if used correctly and well protected, are
likely to be an effective marketing tool with great economic value for the country they belong to. Gls

define the cultural identity of a nation, region or a particular area. Therefore, it makes it possible to
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add value to the country's natural wealth and the skills of its people and gives the local products a

distinctive identity (Addor & Grazioli, 2002).

Geographically indicated products are classified and registered under three headings:
"Protected Designation of Origin-PDQO", "Protected Geographical Indication-PGI" and "Traditional
Standard Guaranteed-TSG". (Dikici, Koluman & Aktas, 2013).

Geographical indications are divided into two as the name of origin and indication of origin.
The name of origin

“If all or the essential qualities of a product originate from the natural and human elements
that belong to a certain geographical area, the geographical indications in this case are called “name
of origin” (Web1: https://www.turkpatent.gov.tr/cografi-isaret). The production, processing and other
operation stages of the product in question must take place within the boundaries of the determined
geographical area. The relationship between the product named origin and the geographical region is
very strong (Yiice & Korucuk, 2020). In other words, the product in question must take its qualities
from the geography to which it is connected (Ozgiir, 2011). Afyon double-cream, Amasya Apple,
Erzincan Tulum cheese, Finike Orange, Kars Kashar (Cheddar) cheese, Kars honey, Malatya Apricot,
Gemlik Olive, Taskdprii Garlic etc. products can be mentioned as the examples of origin-indicated

products.
The indication of origin

“The geographical indications, which are the subject of products that are identified with a
certain geographical area in terms of their distinctive quality, reputation or other characteristics, and
whose production, processing or other operations must take place within the specified geographical
region, are called “the indication of origin” (Web1: https://www.turkpatent.gov.tr/cografi-isaret). The
most important point to be considered in the indication of origin is that the quality of the product is
exactly the same and that the raw materials and production and processing methods of the region are
implemented in exactly the same way (Orhan, 2010). In other words, after the raw material or at least
one of the stages in the production process of the product in question is registered as the indication of
origin in the relevant region, other production or processing stages of that product can be carried out
outside the region to which it is connected. The products of such regions as Hatay (Antakya) Kiinefe,
Antep Baklava, Hereke Carpet, Adana Kebab, Afyon Sausage (Turkish style fermented sausage),
Damal (Ardahan) Baby Doll, Siirt Blanket, Isparta Carpet etc. products can be exemplified as the

products with the indication of origin.
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Traditional Product Name

“The names that are proven to have been traditionally used for at least thirty years to describe
a product in the relevant market that are not covered by the name of origin or the indication of origin,

are defined as the traditional product name if they meet at least one of the following conditions.”

a) The fact that there is a situation arising from the traditional production or processing method of the

product or the traditional composition.

b) The fact that the product must be manufactured from a traditional raw material or ingredient
(Webl: https://www.turkpatent.gov.tr/cografi-isaret). The products such as Turkish Delight, Ottoman

sherbet, Baklava etc. can be exemplified as the traditional product names.

As of June 2022, 1139 products have obtained the geographical indication registration
certificates in Turkey. However, there are a total of 722 products for which registration applications
have been made but have not received the registration certificate yet (Webl:

https://www.turkpatent.gov.tr/cografi-isaret).
The Concept of Conscious Consumer

Consumption is an important source that enables the life cycle for all living things (Koéroglu,
2014; Cici Karaboga, 2022). Considering that consumer needs are the basis of economic activities, it
is possible to claim that the role of consumer behavior is of great importance in generating a
sustainable life source in the long run (Buenstorf & Cordes, 2008). Basically, the so-called conscious
consumer can be defined as an individual who knows and uses his/her rights and makes purchases
according to his/her needs (Bugday, 2015). There are five dimensions of being a conscious consumer:
These can be listed as "socially responsible consumption", "ethical consumption”, "modest
consumption", "rational consumption" and "environmental consumption". The individual with these
five dimensions can be defined as a person who possess the qualities of a conscious consumer as a
whole. As individuals tend to be conscious consumers, businesses, decision makers or legislators will

have to act more meticulously, respect human rights and demonstrate more rational behaviors

(Bugday & Babaogul, 2016).

Considering the fact that the individuals, in this day and age, focus on the symbolic meanings
of the products consumed rather than their functional benefits (Unal Kestane, 2020), the basic
characteristics of a conscious consumer are to avoid excessive consumption, spend in accordance with
their needs, and consciously choose the most suitable products among alternatives that do not
endanger the environment and society. It is possible to say that it emerges in the form of choosing
behaviors (Kilig, Aydiner Boylu, Giinay, 2019). In a nutshell, a conscious consumer is an individual
who is fully aware of the effects of each consumption behavior on the society and environment

(Kozinets & Handelman, 2004).
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It is an indisputable fact that the concept of responsibility lies on the basis of citizenship
education (Ersoy & Sariabdullahoglu, 2010). In the world today in which we have turned into a
society of consumers, it is crucial that we take account of our traditions, being nationalistic, and
carefully take into account the interests of the country in every consumption. As far as the need to
illuminate the present in the light of the past by acting with this awareness is concerned, we need to
act with the awareness that we should to be conscious consumers and resort to our own internal

resources while doing this.

There is no doubt that one of the most important courses in schools that fulfills the greatest
responsibility in preparing the individuals for life at educational institutions and educating them with
this awareness is the Social Studies course. The Social Studies teachers are directly responsible for
teaching this course in line with its intrinsic purpose. Therefore, this study was carried out in an
attempt to identify how much the pre-service teachers who would practice the teaching profession in
the future, became conscious consumers and how much they consumed the geographically indicated
products. When the relevant literature is examined, it is assumed that since there are very few studies

on the subject, this study will surely contribute to the relevant field.
Purpose of the Study

The purpose of this study is to investigate the relationship between the pre-service Social
Studies teachers' attitudes towards purchasing geographically indicated products and their status as

conscious consumers.
In line with the purpose of the study, answers to the following questions were sought.

1. Do the attitudes of pre-service social studies teachers towards purchasing
geographically indicated products and their status as conscious consumers differ significantly in terms

of the "Gender" variable?

2. Do the attitudes of pre-service social studies teachers towards purchasing
geographically indicated products and their status as conscious consumers differ in terms of the

"Parent Average Monthly Income Level" variable?

3. Is there a significant relationship between the attitudes of social studies teacher
candidates towards purchasing geographically indicated products and their status as conscious

consumers?
Method
Research Ethics

The necessary permission for the conduct of the study was obtained from the E-95531838-
050.99-37514 document numbered E-95531838-050.99-37514 with the decision dated 23.03.2022
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and numbered 85 from the Scientific Research Ethics Committee of the Agr1 Ibrahim Cegen

University.
Model of the Study

In this study, which investigated the relationship between pre-service teachers' attitudes
towards purchasing geographically indicated products and their status as conscious consumers, the
relational survey model, which is one of the quantitative research types, was utilized. The relational
screening models aim to identify whether there is a co-change between two or more variables and the

degree of existence of this change (Cohen, Manion & Morrison, 2000).
Study Group

The study group of the study consisted of 211 pre-service teachers selected by random
sampling, studying at the Canakkale 18 Mart and Agr1 Ibrahim Cegen Universities in the 2021-2022

academic year.
Data Collection Tools

The data in the study were collected by the method of questionnaire consisting of three
sections. In the first part of the questionnaire, there was a personal information form. In this form,
there were questions that identified the descriptive characteristics of the students (class, gender, etc.).
In the second part, the “Attitude Scale Towards Purchasing Geographically Indicated Products”
developed by Yiice and Korucuk (2020), which consisted of 33 items and whose validity and
reliability studies were conducted, was used to identify the attitudes of the participants towards
purchasing Geographically Indicated Products. In the third part, the Conscious Consumer Scale
developed by Bugday (2015) was used.

Attitude Scale Towards Purchasing Geographically Indicated Products (ASTPGIP)

The “Attitude Scale Towards Purchasing Geographically Indicated Products” developed by
Yiice and Korucuk (2020) was prepared as a five-point Likert type and consisted of 33 items. The
total variance value of the scale was established as 53.46%. The fact that the variance load obtained
from the scale in social sciences was between 40% and 60% indicated that the scale was explanatory
at a sufficient level (Pallant, 2017; Tasgin & Korucuk, 2018; Tavsancil, 2014). The Cronbach's Alpha
reliability coefficient of the scale was established as .95 for the total of the scale. The KMO (Kaiser—
Meyer—Olkin) value of the scale was .928; Barlett Test Value was established as (y2= 4022.375 p=
.000). For the present study, the Cronbach's Alpha reliability coefficient of the scale was established
as .917 for the total of the scale.
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Conscious Consumer Scale (CCS)

The scale developed by Bugday (2015) consists of 4 dimensions and a total of 25 items. The

distribution of the items according to the dimensions is illustrated below.

Dimension Name Number of Items
1. Environmentally Conscious 7
Consumption
2. Ethical Consumption 5
3. Modest Consumption 5
4, Socially Responsible Consumption 8

It was found that the Cronbach's alpha value for the whole scale, which consisted of 25 items
and 4 dimensions, was 0.856. This value can generally be expressed as an acceptable value (Nunnally,
1994, p. 245-246). It was also found that the KMO (Kaiser—-Meyer—Olkin) value of the scale was.
0.914, and Barlett Test Value (y2= 6970,119 p= .000). For this study, the Cronbach Alpha reliability

coefficient of the scale was established as .812 for the total of the scale.
Analysis of the Data

The data of this study were analyzed with the SPSS 22 Statistics program. The Pearson
Moment Correlation Coefficient (r) was calculated in order to evaluate the Relationship between the
Pre-service Social Studies Teachers’ Attitudes towards Purchasing Geographically Indicated Products

and Being Conscious Consumers.
Results
Findings Related to the First Sub-Problem

Do the attitudes of pre-service social studies teachers towards purchasing geographically
indicated products and their status as conscious consumers differ significantly in terms of the

"Gender" variable?
Homogeneity of the Variances

Table 1. The levene test results for the gender variable

Gender Dimension F Sig

(ASTPGIP) - ,286 ,593
Dimension F Sig
Environmentally Conscious 9,685 ,002
Consumption

(CCS) Ethical Consumption 14,303 ,000
Modest Consumption ,881 ,349
Socially Responsible Consumption 19,901 ,000
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Whether the variances were equal was tested with the Levene Test. According to the result
obtained in Table..., it was observed that the variances were evenly distributed in the Attitude Scale
towards Purchasing Geographically Indicated Products (P=.593; P>0.05); however, it was also
revealed that the variances in the Conscious Consumer Scale's Environmental Conscious
Consumption (1), Ethical Consumption (2) and Socially Responsible Consumption (4) dimensions did
not display an equal distribution (P=,002, 000, 000; P < 0.05). Therefore, it was decided to perform
the independent variables T-Test in the 3rd dimension of CCS, and the Mann-Whitney U test, which
is the non-parametric equivalent of the Independent Variables T-Test in the 1st and 4th dimensions of

CCS.

The T-Test Results in terms of the "Gender" variable for the pre-service social studies
teachers' attitudes towards purchasing geographically indicated products and the 3rd dimension of the
scale of being conscious consumers (Modest Consumption) are illustrated below.

Table 2. Gender" variable for the pre-service social studies teachers' attitudes towards purchasing
geographically indicated products

Scale Gender N X SS t *p
Female 117 3,5826 ,64661
(ASTPGIP) Male 94 3,4928 ,63273 1,011 ,313
Total 211
Female 117 2,2803 1,00174
(CCS) 3. Male 94 2,5511 ,94069 -2,005 ,046
Dimension
Total 211

(*p<0.05 significance level was taken into account.)

T-test was implemented to establish the effect of the "gender" variable on the pre-service
social studies teachers' attitudes towards purchasing geographically indicated products and their status
as conscious consumers. When Table.... is examined, it was seen that the attitudes of pre-service
social studies teachers towards purchasing geographically indicated products did not cause any
significant difference in terms of the "Gender" variable. In other words, the attitudes of pre-service
teachers towards purchasing geographically indicated products were statistically similar in the female
(C ) :3,5826) and male participants (( ) : 3,4928) (P=,313; p>.05). On the other hand, when pre-
service social studies teachers' state of being conscious consumers was examined in terms of the
"Gender" variable, it was seen that there was a statistically significant difference in favor of boys
between females ( ) : 2,2803) and males ( ) : 2.5511) in the 3rd dimension of BBL (P=.046;
p<.05). In other words, as far as this result is concerned, it is possible to say that the males were more

conscious in the 3rd (Modest Consumption) dimension of the Conscious Consumer Scale.

The Mann-Whitney U Test Results in terms of the "Gender" variable for the 1st, 2nd and 4th
dimensions of the pre-service social studies teachers as conscious consumers scale are illustrated

below.
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Table 3. The mann-whitney u test results in terms of the "gender" variable

Scale Gender N Rank Average Rank Sum U *p

Female 117 115,78 13546,00

(CCS)l1st Dimension Male 94 93,83 8820,00 4355,000 ,008
Total 211
Female 117 110,98 12985,00

g;ﬁﬁfn Male 94 99,80 9381,00  4916,000 176
Total 211
Female 117 123,13 14406,50

giﬁ;‘;ﬂn Male 94 84,68 7959,50  3494,500 ,000
Total 211

The Mann-Whitney U Test was implemented to identify the effect of the "gender" variable on
the pre-service social studies teachers as conscious consumers. When the status of pre-service social
studies teachers as conscious consumers was examined in terms of "Gender" variable, it is revealed
that there was a statistically significant difference in the 1st and 4th dimensions of CCS in favor of
females between the females () : 115.78; 123.13) and males ( ) : 93.83; 84.68) (P=0.008; 000,
p<.05).

In other words, as far as this particular result is concerned, it is possible to say that the female
participants were more conscious in the 1st and 4th dimensions of the Conscious Consumer Scale. On
the other hand, in the 2nd dimension of CCS, it was observed that the pre-service teachers' status as
conscious consumers did not cause a significant difference in terms of the "Gender" variable. In other
words, it is possible to say that there was a statistically similar point of view in the second dimension
of the conscious consumer scale between the females () : 110.98) and males ( ) : 99.80) (P=,176;

p>.05).
Findings Related to the Second Sub-Problem

Do the attitudes of pre-service social studies teachers towards purchasing geographically
indicated products and their status as conscious consumers differ in terms of the "Parent Average

Monthly Income Level" variable?
Homogeneity of the Variances

Table 4. The levene test results for parent average monthly income level

Grade Level Dimension F dfl df2 Sig

(ASTPGIP) - 1,354 4 206 ,251
Dimension F dfl df2 Sig
Environmentally Conscious 4,156 4 206 ,003
Consumption

(CCYS) Ethical Consumption ,830 4 206 ,508
Modest Consumption 1,015 4 206 ,400
Socially Responsible 3,107 4 206 ,016
Consumption
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Whether the variances were equal was tested with the Levene Test. According to the finding
obtained in Table..., as the variances displayed an equal distribution in the Attitude Scale towards
Purchasing Geographically Indicated Products, it was decided to implement the One-Way ANOVA
Test (P=,251; P>0.05). Nevertheless, it was seen that the variances in the Environmentally Conscious
Consumption (1) and Socially Responsible Consumption (4) dimensions of the Conscious Consumer
Scale did not show an equal distribution (P=.003, 016; P < 0.05). Therefore, it was decided to perform
the One-Way ANOVA Test in the 2nd and 3rd dimensions of CCS, and the Kruskal Wallis test,
which was the non-parametric equivalent of the One-Way ANOVA Test in the 1st and 4th dimensions
of the CCS.

Table 5. The descriptive statistics results related to the parent monthly average income level variable

Scale Parent Average Monthly Income Level N X SS
0-2000 TL 51 3,4427 , 72738
2000-5000 TL 84 3,5819 ,63409
(ASTPGIP) 5000-8000 TL 42 3,5469 ,48169
8000-1000 TL 16 3,6212 ,64889
10000 TL and above 18 3,5724 , 75839
Total 211

Table 6. One-Way ANOVA test results of the pre-service social studies teachers' attitudes towards
purchasing geographically indicated products according to the variable of "parent monthly average
income level"

Scale Source of Variance Sum of Sd Mean Squares F P
Squares
Intergroup ,755 4 ,189
(ASTPGIP) Intragroup 85,432 206 415 ,455 ,769
Total 86,186 210

p<0.05

According to the results of the "Parent Monthly Average Income Level" Variable "One-Way
ANOVA" illustrated in Table 6, it was revealed that the attitudes of the pre-service social studies
teachers towards purchasing geographically indicated products did not cause a statistically significant
difference. As far as these findings are concerned, regarding the Parent's Average Monthly Income
Level 0-2000 TL (X = 3.44), 2000-5000 TL (X =3.58), 5000-8000 TL (X =3.54), 8000-1000 TL (X =
3.62), 10000 TL and above (X =3.57) year range, it is possible to say that the attitudes of the pre-
service social studies teachers towards purchasing geographically indicated products were similar

(P=,769; p>.05).
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Table 7. The descriptive statistics results of the conscious consumption scale and parent monthly
average income level variable

Parent Monthly Average Income =

Scale N X SS
Level

0-2000 TL 51 4,4930 ,60563

(ccs) 0008000 T 0 4sse0 e

1. DIMENSION 8000-1000 TL 16 4,2941 ,98906
10000 TL and Above 18 4,3529 1,05598

0-2000 TL 51 4,3294 , 79682

s BT u o g oo

2. DIMENSION 8000-1000 TL 16 4,3059 91137

10000 TL and Above 18 4,7059 ,55280
0-2000 TL 51 2,3647 1,01091
cco - EeuT %o omm

3. DIMENSION 8000-1000 TL 16 2,6235 ,98459
10000 TL and Above 18 2,3882 1,09652

0-2000 TL 51 4,1005 , 74541

cco - EmouT o oum s

4. DIMENSION 8000-1000 TL 16 4,2132 ,88252
10000 TL and Above 18 3,9853 1,03066

Table 8. Conscious consumer scale “parent average monthly income level” 2nd and 3rd dimension
One-Way ANOVA test results

Dimension Source of  Sum of Mean

Scale Variance Squares Sd Squares F P
Dimension2 Intergroup 2,724 4 ,681 1,397 ,236
CCS Intragroup 100,457 206 ,488
Total 103,181 210
CCS Dimension3 Intergroup 2,568 4 ,642 ,662 ,619
Intragroup 199,951 206 971
Total 202,520 210

Conscious Consumer status of the pre-service social studies teachers given in Table 6 was
examined according to the 2nd and 3rd Dimensions of the Conscious Consumer Scale, according to

the "Parental Average Monthly Income Level" variable.

When the findings obtained are examined, it is seen that there was no statistically significant
difference between the status of being conscious consumers of individuals with different income
levels in the 2nd and 3rd dimensions of the scale. As far as this finding is concerned, it is possible to
say that pre-service teachers had similar mindset in terms of being conscious consumers in the 2nd

and 3rd dimensions of the scale (P=.236; 619; p>.05).
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Table 9. Conscious consumer scale parent average monthly income level 1 and 4 dimensions kruskal-
wallis-h test results

Parent Average

Scale Dimension Monthly Income Level Rank Average Sd x2 *p
- 0-2000 TL 51 99,95
» 2 2000-5000 TL 85 113,31
8 § 5000-8000 TL 41 98,73 4 2,400 ,663
A 8000-1000 TL 17 104,29
- 10000 TL and Above 17 106,85
Total 211
- 0-2000 TL 51 98,46
» 2 2000-5000 TL 85 109,20
8 g 5000-8000 TL 41 108,70 4 1,780 , 776
a 8000-1000 TL 17 114,65
< 10000 TL and Above 17 97,47
Total 211

Conscious Consumer status of social studies teacher candidates given in Table... was
examined according to the 1st and 4th Dimensions of the Conscious Consumer Scale, according to the
"Parent Average Monthly Income Level" variable. As far as the findings are concerned, it was found
that there was no statistically significant difference between the status of being conscious consumers
as individuals with different income levels in the 1st and 4th dimensions of the scale. Accordingly, it
is possible to say that the pre-service teachers had similar mindset in terms of being conscious

consumers in the 1st and 4th dimensions of the scale (P=,663; 776; p>.05).
Findings Regarding the Third Sub-Problem

Is there a significant relationship between the attitudes of social studies teacher candidates

towards purchasing geographically indicated products and their status as conscious consumers?

Table 10. The relationship between the attitude towards purchasing geographically indicated products
and being a conscious consumer (pearson correlations) is illustrated below.

N T **

211 2817 ,000

** p<0.01. * p<0.05

When the table is examined, as a result of the simple linear correlation analysis performed to
reveal whether there was a relationship between the attitudes of pre-service social studies teachers
towards purchasing geographically indicated products and their status as conscious consumers, it was
found that there was a positive and significant relationship between the attitudes of pre-service
teachers towards purchasing geographically indicated products and their status as conscious
consumers (r = 0,281, p < 0.01). Based on this particular result, it is possible to say that there was an
increase in the attitudes of pre-service social studies teachers towards purchasing geographically

indicated products as their status as conscious consumers increased.

230



Educational Policy Analysis and Strategic Research, V18, N1, 2023
© 2022 INASED

Discussion, Conclusion and Recommendations

In this study, in which the relationship between the attitudes of pre-service social studies
teachers towards purchasing geographically indicated products and their status as conscious

consumers were investigated, the following results were obtained.

v' In the present study, when the attitudes of pre-service social studies teachers towards
purchasing geographically indicated products and their status as conscious consumers were
examined in terms of the "gender" variable, it was revealed that there was no statistically
significant difference in the attitudes of pre-service teachers towards purchasing
geographically indicated products. It is possible to interpret this particular finding as follows;
the male and female participants had similar attitudes at the point of purchasing
geographically indicated products.

v Nevertheless, it was observed that there was no significant difference in terms of gender the
variable in the second dimension of the Conscious Consumer Scale (Ethical Consumption). It
is possible to interpret this particular finding as follows; the male and female participants had
similar attitudes in terms of being conscious consumers. On the other hand, it was revealed
that there was a statistically significant difference in favor of females in terms of the gender
variable in the 1st (Environmentally Conscious Consumption) and 4th (Social Responsible
Consumption) dimensions of the Conscious Consumer Scale. The result of the study done by
Cakaloglu and Cagatay (2017) overlaps with the result of the present study. In the study, it
was concluded that the female consumers considered the geographically indicated products as
a brand value and attached more value to these products. In the 3rd (Modest Consumption)
dimension of the Conscious Consumer Scale, it was observed that there was a statistically
significant difference in favor of males.

v When the attitudes of pre-service Social Studies teachers towards purchasing geographically
indicated products and their status as conscious consumers are concerned by the "Parent
Monthly Average Income Level" variable, it was found that there was no statistically
significant difference both in their attitudes towards purchasing geographically indicated
products and in behaviors of acting as conscious consumers (In all dimensions). This situation
can be interpreted as the fact that the income level of the families did not have any impact
over the participants' preference for geographically indicated products.

v The last finding obtained from the study was whether there was a significant relationship
between the attitudes of pre-service social studies teachers towards purchasing geographically
indicated products and their status as conscious consumers. When the findings were
examined, it was observed that there was a positive and significant relationship between the

attitudes of pre-service social studies teachers towards purchasing geographically indicated
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products and their status as conscious consumers. This particular finding can be interpreted as
the fact that the participants acted consciously when choosing geographically indicated
products and they did so deliberately. These results are similar to the results of the studies

conducted by Grunert (2005) and Anselmsson, Bandesson, Johansson (2014).

In the light of the data obtained from the present study, the following recommendations can
be offered.

v This study can be duplicated with the pre-service teachers studying different subjects at
different departments.

v Qualitative studies can be conducted on the concept of geographical indication and being a
Conscious Consumer.

v In order to obtain more qualitative results, the study can be duplicated in different age and

occupational groups.
Policy Implications

Today, due to the rapid changes in technology and internet access, various changes and
transformations are experienced in many areas of life. Accordingly, the comfort of reaching many
products in a short time, although it seems like a useful situation in a short time, brings many negative
situations in the long run. For example, access to poor quality products, loss of local and cultural
products, loss of values, global powers bringing their own markets to the fore, the shrinkage and
shrinkage of national markets, the phenomenon of fraud, the emergence of health problems, the
disappearance of national products, the individual's need for products that are not needed. being
directed as if it is a necessity, etc. Of course, raising individuals who invest in their own domestic and
national products and shape their consumption in line with this perspective in a society is of course a
very important factor in the development of that society and the society's having a say in the export
share to be made in the world global platform. Teachers are undoubtedly important members of the
society who undertake an important mission in transferring this consciousness to future generations.
Students should avoid unnecessary expenditures in the lessons, prefer domestic products in
consumption, create the perception of consuming what is necessary and what you need by moving
away from the concept of consuming for consumption can be expressed as the topics that should be
given importance in the education policies of the societies. Considering that the Social Studies course
is one of the courses that have a say in creating this awareness, it is thought that the Social Studies
teacher candidates who will practice this profession in the future should be trained with this
understanding. Accordingly, it is assumed that this study will contribute to the relevant stakeholders
in the field of education in the current situation and will shed light on the researchers who will work

from now on.
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