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Gliniimiizde insan sagliginm korunmasinin yani sira ¢evrenin korunmasi ve gevre dostu tiikketim de
giderek onem kazanmaktadir. Bu tiiketimin temel adimlarindan biri organik gida tercihidir. Bu
baglamda, miisterilerin organik gidaya yonelik farkindalik, saglik ve fayda bilinci diizeylerinin,
hizmet sunan c¢aliganlarin algilar1 dogrultusunda degerlendirilmesi; tiiketici davraniglarinin
anlagilmasi ve cevre dostu tiiketim siireclerinin gelistirilmesi agisindan Oonem tagimaktadir. Bu
dogrultuda ¢alisma, yiyecek icecek isletmelerinde gorev yapan calisanlarin, miisterilerin organik
gidaya iliskin biling diizeylerine yonelik algilarini belirlemeyi amaglamaktadir. Arastirma kapsaminda
Balikesir ilinde faaliyet gosteren restoranlarda c¢aligan 420 kisiden anket yoluyla veri toplanmistir.
Veriler analiz edilmis, gilivenilirlik ve normallik testleri yapilmis, ardindan t-testi, ANOVA ve
regresyon analizleri uygulanmistir. Bulgular; kadin, bekar ve yash ¢alisanlarin miisterilerin organik
gidaya yonelik farkindaligimi daha yiiksek diizeyde algiladiklarini gdstermektedir. Saglik bilinci
acisindan kadm, yash ve diislik egitim diizeyine sahip calisanlar; fayda bilinci agisindan ise orta yas,
disiik egitim ve disiik gelir grubundaki ¢alisanlar, miisterilerin bu konudaki bilincini daha yiiksek
diizeyde algilamaktadir. Ote yandan, galisanlarin demografik ézelliklerine gore miisterilerin organik
gida tercihlerine yonelik algilarinda anlamli farklilik bulunmamigtir. Elde edilen bulgularin, miisteri
profiline iliskin algilarin anlasilmasina katki saglayacagi ve pazarlama stratejilerinin gelistirilmesinde
yol gosterici olacag1 degerlendirilmektedir.
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In addition to the protection of human health, environmental preservation and eco-friendly
consumption have gained increasing importance in recent years. One of the essential aspects of this
consumption is the preference for organic food. In this context, evaluating customers’ levels of
awareness, health consciousness, and perceived benefits regarding organic food through the
perceptions of service employees is crucial for understanding consumer behavior and improving
environmentally responsible consumption practices. Accordingly, this study aims to determine the
perceptions of food and beverage employees regarding customers’ awareness, health consciousness,
and benefit perception toward organic food. The research was conducted through surveys
administered to 420 employees working in restaurants in the province of Balikesir. The collected data
were analyzed using reliability and normality tests, followed by independent samples t-tests,
ANOVA, and regression analyses. The findings indicate that female, single, and older employees
perceive customers as having higher levels of awareness about organic food. In terms of health
consciousness, female, older, and less educated employees reported higher perceived customer
awareness. Regarding benefit perception, employees in the middle-age group, those with lower
education, and lower-income employees perceived customers as having greater awareness. On the
other hand, employees’ demographic characteristics did not yield significant differences in
perceptions regarding customers’ preferences for organic food. These findings are expected to
contribute to a better understanding of customer profiles in food and beverage businesses and provide
guidance for the development of marketing strategies.
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