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ABSTRACT

Purpose - The role of nostalgia in the context of retailing is an intriguing area of research. However, previous research has mainly focused
on consumer nostalgia in the context of product advertising. This paper aims to identify the main features of consumers’ retail nostalgia
and to determine a framework for classification and analysis.

Methodology - The paper presents the results of an extensive review of the recent literature on the role of nostalgia in the retail context
and consumer-related behaviour.

Findings - Useful insigths for both retailers and marketers are provided in order to better understand the concept of consumer nostalgia
and to enhance the overall retail experience of nostalgic consumers. Consequently, it helps target and capture the segment of nostalgic
consumers more effectively.

Conclusion - The paper summarizes the relevant retail-related research on consumer nostalgia and provides a framework for an improved
understanding of nostalgic consumers in the retailing environment.

Keywords: Consumer nostalgia, nostalgic brands, nostalgic consumers, retail environment.
JEL Codes: L81, D11, M31

1. INTRODUCTION

In the context of retail store, creating an appealing store atmosphere is an extremely challenging task. Nowadays, retail
environments are designed intentionally to evoke memories of the past (Babin and Borges, 2009). For this reason, many
firms use nostalgia to stimulate positive emotions and awaken consumers’ childhood memories (Kardes, Cronley and Cline,
2011). Moreover, nostalgia evoked by brands is at the forefront of contemporary marketing theory and practice (Bartier
and Friedman, 2013). As regards the retail space, it has been suggested that the essential interplay between product, ritual
and aesthetics creates positive moods of belonging and sharing and may increase satisfaction (Hamilton and Wagner,
2014). Furthermore, the feelings that accompany nostalgia create approach behaviours that may lead to shopping value,
but the feelings themselves also create value directly in the form of hedonic shopping value (Babin and Borges, 2009).

In addition to brand's physical attributes, brands that are associated with life event experiences can be stored in consumer
memory (Ratnayake and Andrews, 2016). Consequently, consumers may feel personal or emotional attachment to the
brands used during childhood. As stressed by Elliott and Percy (2007), brands can acquire deep meaning for consumers by
their involvement in the socialization process of growing up, and from then on brands can evoke profound feelings of
nostalgia. Additionally, Levy, Weitz and Grewal (2014) pointed out that the value of the brand is largely based on the
associations that customers make with the brand name.

Over the past two decades, there has been growing interest in the issue of nostalgia, mainly in the context of marketing,
and specifically product advertising. There is a considerable amount of literature on nostalgic advertising and consumers’
responses to nostalgia-themed advertisements (e.g., Pascal, Sprott, and Muehling, 2002; Muehling and Sprott, 2004;
Bambauer-Sachse and Gierl, 2009; Kusumi, Matsuda and Sugimori, 2010; Muehling and Pascal, 2011; Marchegiani and
Phau, 2012; Muehling and Pascal, 2012; Merchant et al., 2013; Chou, 2014; Muehling, Sprott and Sultan, 2014; Zhao,
Muehling & Kareklas, 2014; Chang and Feng, 2016; Ju et al., 2016a; Ju et al., 2016b; Srivastava, Maheswarappa and
Sivakumaran, 2017). In light of this, nostalgic advertisements have been proved to evoke more positive emotions and more
intensive mental images than non-nostalgic advertisements, which in turn affect consumers’ attitudes toward the product
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and their purchase intentions (Bambauer-Sachse and Gierl, 2009). In addition, the role of nostalgic feelings in online brand
communities was also explored (Koetz and Tankersley, 2016).

However, contrary to the above-mentioned studies, not much is known about the role of nostalgia in the retail context. To
advance understanding of consumers’ nostalgia in the retail environment, the paper presents the results of an extensive
review of the recent literature on consumers’ nostalgic behaviour. The purpose of the paper is to identify the main features
of consumers’ retail nostalgia and to determine a framework for classification and analysis. To this end, the paper is
structured as follows. Following the introduction, the concept of nostalgia is discussed in the second section. The third
section examines key components of nostalgic brands, whereas the features of nostalgic consumers are analysed in the
fourth section. Finally, some conclusions are drawn in the last section.

2. THE CONCEPT OF NOSTALGIA

In their paper on the phenomenon of nostalgia in consumer behaviour, Holbrook and Schindler (1991) defined nostalgia “as
a preference (general liking, positive attitude, or favourable affect) toward objects (people, places, or things) that were
more common (popular, fashionable, or widely circulated) when one was younger (in early adulthood, in adolescence, in
childhood, or even before birth)”. When examining the emotional components of nostalgia, Holaka and Havlenab (1998)
placed a great emphasis on the complexity of the emotions elicited in nostalgic experience. As a result, positive emotions
such as warmth, joy, affection, and gratitude are linked with sadness and desire to produce a mixed affective response.

On the one hand, Sedikides and Wildschut (2016) stressed that nostalgia endured a negative reputation as an unhealthy
preoccupation with one's past. On the other hand, they highlighted that nostalgia strengthened approach orientation,
raised optimism, evoked inspiration, boosted creativity, and kindled prosociality. Similarly, Hetsroni (2012) associated the
nostalgic mood with warmth, spontaneity, a change of time perception, and the maintenance of some mental distance
from everyday life. Furthermore, Huang, Huang and Wyer (2016) argued that nostalgia could counteract loneliness and
promote prosocial behaviour.

It can be observed that two types of nostalgia are mainly reported in the literature - historical and personal (Stern, 1992). In
examining the two prevalent types of nostalgia, Muehling (2013) reported that responses of a personally nostalgic nature
tended to predominate and were more influential in shaping brand attitudes. In their research, Sultan, Muehling and Sprott
(2010) argued that nostalgia was intensely personal and that it worked the best for current consumers who had personal
attachments with the brand used during childhood. Likewise, LaTour, LaTour and Zinkhan (2010) found that memories from
early childhood were more predictive for understanding current brand attitudes than memories coming from adolescence.
However, although personal nostalgia has been found to be distinctly different from historical or ‘unified’ nostalgia,
Marchegiani and Phau (2009) stressed a lack of empirical research conducted. Furthermore, in her paper on nostalgia in the
context of branding entertainment media, Natterer (2015) found that personal and historical nostalgia effect on attitude,
buying intention, affective response, and mood after consumption were highly significant.

Further, Boym (2001) looked at restorative and reflective nostalgia. In that context, it has been emphasized that restorative
nostalgia evokes national past and future, whereas reflective nostalgia is connected with individual and cultural memory. In
their analysis, Kessous and Roux (2008) focused on the most important features of nostalgia, i.e. “long-standing nostalgia”
(continuity) and “first-time nostalgia” (discontinuity). As a result, a typology of four nostalgic moments linked to specific
brands and objects was determined, including everyday past, uniqueness, tradition and transition. In addition to previously
mentioned categorization, Zhao et al. (2014) investigated two types of consumer nostalgias - individualistic nostalgia and
collectivistic nostalgia. According to Cook and Ryan (2015), nostalgia is a part of a globalized and shared consumer culture
that emphasizes collective emotion.

Overall, nostalgia is considered to influence attitudes and behaviours (Routledge, 2015). As proposed by Shin and Parker
(2017), three distinct types of consumer nostalgic memories related to retailing experiences can be identified, i.e., general
autobiographical memories, specific autobiographical memories, and retailer feature-based memories. Following this, six
key elements that comprise retailer-related consumer nostalgic memories were highlighted. More specifically, elements
that shape retailer nostalgic memory include individuals, merchandises, store servicescape, retailer knowledge,
promotional materials, and usage/shopping occasions (Shin and Parker, 2017).

Although nostalgia has been identified as a universal and persistent phenomenon encountered globally (Jain, Chandani and
Ganesh, 2016), Zhao et al. (2014) state that nostalgia appeals are unlikely to be universally effective. Likewise, as observed
by Marchegiani and Phau (2010), treatment of nostalgia as a “unified” concept may be inaccurate in predicting true
consumer responses. Based on these findings, it can be observed that more research is still needed to better identify the
concept of consumer nostalgia, in particular with regard to nostalgic cues in the retailing environment.
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3. DETERMINING KEY COMPONENTS OF NOSTALGIC BRANDS

In the literature there seems to be no clear definition of nostalgic brands. In that context, Bartier (2012) highlighted that
researches have failed to provide an agreement on the definition and the composition of nostalgic brands. According to
Levy, Weitz and Grewal (2014), “brand associations are anything linked to or connected with the brand name in a
consumer’s memory” (p. 435). In the sense of nostalgic attachment, it is argued that the brand should evoke pleasant
memories because the consumer used it in the past (de Chernatony, McDonald and Wallace, 2011). In addition, Lemmetti
and Tuominen (2017) pointed out that nostalgic brand associations could be drawn from either consumer's personal or
communal associations. Notwithstanding, as observed by O'Shaughnessy (2015), what is nostalgic for one audience is not
necessarily nostalgic for another.

It is important to emphasize that nostalgic brands are sometimes mistaken for retro brands. Although retro brands are
perceived as nostalgic (Hemetsberger, Kittinger-Rosanelli & Mueller, 2010), a distinction should be made between retro
brands and pure nostalgic brands. According to Kral (2012), “retro branding refers to the revival or re-launch of a product or
service brand from a prior historical period, which is usually, but not always, updated to contemporary standards of
performance, functioning or taste” (p. 115). In other words, retro brands include the attribute of updating. In light of this,
Cattaneo and Guerini (2012) found that consumers appeared to prefer updated brands with nostalgic associations to pure
retro brands. The study by Orth and Gal (2012) indicated that nostalgic rather than non-nostalgic brands boosted
consumers’ moods. Likewise, it is argued that nostalgic brands have been found to boost consumers’ moods and drive
behavioural intention (Percy and Elliott, 2016).

Life satisfaction was identified as an antecedent variable for evoked nostalgia (Ju et al., 2017). As outlined by Bartier (2012),
the level of nostalgia evoked by a brand may vary from one consumer to another as well as from one nostalgic brand to
another. In addition, three characteristics that form the power of nostalgia toward the brand consist of perceived oldness
of brand, recall of consumers’ lived or learned past memories and elicitation of feelings (Bartier, 2012). Consumers’
preference for nostalgic brands can be based on recapturing past feelings or memories. In that context, Shields and Johnson
(2016a) defined childhood brand nostalgia as a positively valenced emotional attachment to a brand.

In general, brand communication is concerned with conveying the voice of the brand (Wang, 2013). In light of this, nostalgic
attachment is a valuable starting point for building long-lasting brand relationships (Lemmetti and Tuominen, 2017). On the
other hand, Demirbag-Kaplan et al. (2015) affirmed that nostalgia might play an important role in maintaining an otherwise
failed brand relationship. Despite different scales developed to measure the propensity to be nostalgic, little attention has
been paid to measure consumers’ perceptions of the nostalgia aroused by brands (Bartier and Friedman, 2013). In that
sense, Zhao et al. (2014) emphasized that evoked nostalgia about a brand was positively related to attitude toward the
brand.

Likewise, Kessous, Roux and Chandon (2015) examined consumer—brand relationships change in the context of brands
perceived as nostalgic and those perceived as non-nostalgic. The results showed that a brand's nostalgic status had a
positive effect on attachment, self-brand connections, and storytelling, whereas the nostalgic status of a brand had positive
effects in terms of intention to purchase the brand as a gift and collect brand-derived products. Similarly, the relationships
and attitudes of consumers towards nostalgic brands were found to be systematically stronger than for non-nostalgic
brands (Kessous and Roux, 2010). Further, the study by Orth and Gal (2015) provided evidence that less authentic nostalgic
brands evoked higher levels of mixed emotions whereas authentic brands evoked lower levels of mixed emotions. In her
recent study, Kessous (2015) examined the impact of culture on the consumer relationship with brands considered as
nostalgic. The findings revealed that culture involved sweeter rather than bitter nostalgic brand relationships.

4. UNCOVERING NOSTALGIC CONSUMERS IN THE RETAIL ENVIRONMENT

According to Hoyer, Maclnnis and Pieters (2013), “consumer memory is the persistence of learning over time, via the
storage and retrieval of information, which can occur consciously and unconsciously” (p. 102). Previous research on
consumer nostalgia has concluded that nostalgic feelings primarily have a positive effect on consumers, boosting positive
feelings and affective responses (Shields and Johnson, 2016b). In their study, Orth and Bourrain (2004) examined consumer
response to scent-evoked nostalgic memories. Nostalgic memories were found to positively influence consumer affect with
downstream effects onto risk taking, variety seeking, and curiosity-motivated behaviour. On the other hand, it is often
emphasized that nostalgia is one way in which memory clearly links to shopping emotion, experience, and value (Babin and
Borges, 2009).

When examining the use of nostalgia in brand communication, Kessous and Roux (2013) identified four profiles of nostalgic
consumers, i.e., "kidult", traditional, transitional and transgenerational. In addition, highly nostalgic consumers have been
found to be more sensitive to nostalgic triggers (Kusumi, Matsuda and Sugimori, 2010). Further, Orth and Gal (2014)
showed that two forms of authenticity, indexicality (a genuine historic link to the past), and iconicity (a symbolic link)
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influenced behavioural intention through the diverging emotion elicited by nostalgic memories and perceived persuasive
intent.

In general, consumers who belong to the same age group face crucial life stages approximately at the same time. As a
result, the values and symbolism used to appeal to them can evoke powerful feelings of nostalgia (Solomon et al., 2006).
For example, the phenomenon of population aging is worth mentioning. It can be argued that aging has been identified as a
critical element affecting changes in consumers’ retail buying behaviour. As observed by Kusumi, Matsuda and Sugimori
(2010), aging facilitates a predisposition toward nostalgia. More recent evidence (Kazlauske and Gineikiene, 2017) suggests
that the bigger the discrepancy between one’s chronological and cognitive age, the more nostalgic products one buys.

Another important issue refers to the effects of consumers' insecurity on their preferences for nostalgic products. In light of
this, Zhou et al. (2013) noticed that existential insecurity and social insecurity enhanced consumers' preference for nostalgic
products. In addition, the conditions under which consumers experience an increased preference for nostalgic products are
worth examining. With this in mind, Loveland, Smeesters and Mandel (2010) pointed out that the consumption of nostalgic
products successfully satiated the need to belong. Their findings revealed that consumers for whom the need to belong was
an active goal experienced a significantly stronger preference for nostalgic products. Furthermore, the relationship
between nostalgia and consumer patience is diminished when people perceive a nostalgic experience to be repeatable or
when they intensify their memory of the experience (Huang, Huang and Wyer, 2016).

As regards packaging design, evoking nostalgic feelings through design can generate positive emotions to enhance
consumer satisfaction effectively (Chen, 2014). Additionally, consumers’ recalled experiences involving packaging were
analysed by Ryynanen, Joutsela and Heinonen (2016). In that context, the dimensions of nostalgic experience included the
involvement of key persons, the places and physical spaces in which the experience happened, and actions or practices
involving packaging during an experience. Further, Kessous, Magnoni and Valette-Florence (2014) investigated the role of
nostalgia in the consumer-brand relationships in the luxury sector. The results of their study indicated that the nostalgic
luxury car brands lead to stronger consumer-brand relationships. Moreover, brand nostalgia had a direct positive effect on
brand attachment and separation distress. Additionally, Chen, Yeh and Huan (2014) analysed consumption intentions of
customers of nostalgic-themed restaurants. In examining links between nostalgia and food consumption, Vignolles and
Pichon (2014) suggested six themes of food nostalgia, i.e., childhood, yearning, substitute, homesickness, special occasions
and rediscovery. However, the issue of nostalgic consumption in the context of services remains largely unknown (Seger-
Guttmann and Vilnai-Yavetz, 2015).

Further, Rindfleisch, Freeman and Burroughs (2000) addressed the roles of nostalgia and materialism in shaping consumers’
preferences for everyday products and services. The results from their studies suggested that nostalgia was negatively
related to materialism. Furthermore, materialism and nostalgia were found to be somewhat oppositional. For this reason,
marketers should pay a great deal of attention when combining these appeals. Likewise, in their study, Lasaleta, Sedikides
and Vohs (2014) found that feeling nostalgic decreased people’s desire for money. Similarly, research on the relationship
between nostalgia, innovativeness and consumer purchasing decisions revealed that innovativeness and nostalgia might act
in opposite directions (Barauskaite and Gineikiene, 2017).

5. CONCLUSION

Based on a comprehensive review of literature, the paper summarizes the relevant retail-related research on consumer
nostalgia. Moreover, it provides a framework for an improved understanding of nostalgic consumers and their retail-related
behaviour. Further, the paper contributes to the existing body of literature on consumer nostalgia and nostalgic consumers
in the retailing environment by synthesizing different research on the issue. The paper also provides useful insights for
retailers and marketers approaching nostalgic consumers and developing products and services to meet their requirements.

As was pointed out previously, the concept of consumer nostalgia in the retail context remains an understudied topic.
Future studies should concentrate on uncovering the links between retailer-related consumer nostalgic memories and the
overall retailing experience. Nevertheless, due to the complexity of consumers’ feelings, thoughts and memories, an
interdisciplinary approach should be considered to cover the issue in more depth. Consequently, in the context of retail
environment, future work should deal with nostalgic triggers affecting consumers’ shopping behaviour, as well as nostalgic
memories related to retailing experiences.

The findings presented in the paper may be useful to all subjects involved in creating an appropriate retailing environment
for nostalgic consumers. Such an environment can affect consumers’ relationship with the retailer, and positively influence
their shopping behaviour. Moreover, retailers’ effort to build consumer nostalgia might result in improving brand loyalty,
and developing consumers’ long-term loyalty toward a retailer. For this reason, understanding nostalgic consumers is
crucial for both retailers and marketers in order to target this market segment more effectively.
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In conclusion, the paper provides the synthesis of the most current theoretical and practical knowledge available. As such, it
can serve as a basis for conducting future empirical research in the field. Taking into consideration that no empirical
analysis has been undertaken, the paper lacks a contribution to the field from an empirical point of view. To this end,
additional research is needed to provide empirical support to broaden current knowledge of retail nostalgia and to deepen
understanding of the topic.
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ABSTRACT

Purpose: Even though previous literature has drawn the attention to explore influential factors on repurchase intention and positive word-
of-mouth of customers (PWOM), however, this study instead is the first one to consider the simultaneous impacts of advertising messages
and negative switching barriers. In order to clarify the focus for the above purpose, this study will not take into consideration the major
factor - service quality - which impacts on the main dimensions of attitudinal loyalty had been proved already.

Methodology: The Structure Equation Model was employed in this study to test the proposed hypotheses with the questionnaires sampled
from 289 cell phone users in Vietnam’s mobile telecommunication market.

Findings: The study’s results indicate that advertising message has a negative impact on repurchase intention as well as on customers’
intention of spreading positive word-of-mouth. Regarding negative switching barrier, the results show that it is positively associated with
repurchase intentions, but, negatively associated with positive word-of-mouth.

Conclusion: The findings of this study not only contribute to theoretical aspects, but also arise practical issues for Vietnam’s
telecommunication market. It suggests that mobile carriers in Vietnam should figure out more effective tools to reduce “junk” or “spam”
messages in order to enhance loyalty from existing subscribers. In addition, the mobile carriers need to realize the negative switching
barrier, which should be considered while making strategies of retaining customers. Under such manner, it then could help cell phone
network providers be more profitable in the current intensely competitive environment.

Keywords: Negative switching barrier, advertising message, repurchase intention, positive word-of-mouth, attitudinal loyalty, mobile
telecommunication, Vietnam.
JEL Codes: MO0, M31, M37

1. INTRODUCTION

Some previous literature exploring consumer behaviors in the mobile telecommunication service market have examined
the effects of switching barrier on customer loyalty (Kim, Park, & Jeong, 2004; Aydin & Ozer, 2005; Liu, Guo, & Lee, 2011).
However, most of them only emphasized the perspectives of switching cost. Among these studies, Kim et al. (2004)
explored in detail the antecedents of switching barrier, which could be composed of switching cost, attractiveness of
alternatives, and interpersonal relationships. More recently, some researchers have decomposed the concept of switching
barrier into “positive” and “negative” points, and have examined the effects on repurchase intentions and
recommendations in different industries (Carrasco & Foxall, 2006; Casielles, Alvarez, & Lanza, 2009). The current study will
adopt the second approach to consider the concept of switching barrier, however, the research emphasizes on negative
switching barriers which arises objectively from outside of the current service supplier due to that caused by alternative
provides or by psychosocial perspectives around existing customers. In addition, to our knowledge, none literature has
examined the effects of adverting message on major dimensions of attitudinal loyalty, such as repurchase intentions and
positive word-of-mouth, in the mobile telecommunication market sector. Therefore, a combination of exploring the
simultaneous impact of negative switching barrier and adverting message on attitudinal loyalty of customer is extremely
meaningful, especially in Vietnamese telecom market. It is expected that the current study will not only fill the theoretical
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gap, but also sketch the practical picture which can be a reference for the cell phone service providers in the Vietham’s
market.

The paper firstly begins with literature review. Related key concepts will be explored in order to develop the hypotheses
proposed in this study. The methodologies of questionnaire design and sampling will be presented in the following section.
Data analysis and research findings will be addressed in detail, and, discussions and conclusions follows.

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
2.1. Negative Switching Barrier and Key Manifestations of Customer Loyalty
2.1.1. Negative Switching Barrier

Switching barrier refers to any obstacle that might be incurred when customers consider changing current providers.
Previous researchers have approached the concept of switching barrier in different ways. For instance, Jones et al. (2000)
and Kim et al. (2004) detailed the factors for causing the switching barrier. Based on their findings, switching barrier could
be formed by switching cost, attractiveness of alternatives, and interpersonal relationships. These may lead to customers
perceive a difficulty to make decision when they consider changing their service providers. Furthermore, as for the mobile
telecommunication services, Kim et al. (2004) asserted the corresponding switching cost could include loss cost, adaptation
cost, and move-in cost.

A second approach distinguished switching barrier into two categories, including negative and positive aspects (Carrasco &
Foxall, 2006; Casielles, Alvarez, & Lanza, 2009). Switching barrier is recognized as negative aspect if customers “have to stay
with the relationship” or “are locked into” relationship; on the other hand, switching barrier is acknowledged as positive
aspect if consumers “want to stay with relationships” because this relationship bring benefits or value for them (Burnham,
Frels, & Mahajan, 2003; Casielles et al., 2009). Unlike positive switching barrier, negative switching barrier arises objectively
from outside of the current service supplier due to that caused by alternative provides or by psychosocial perspectives
around existing customers (such as from friends, colleagues, or family members). This study adopts the similar approach,
and then focuses on examining the effect of negative switching barrier on two main manifestations of customer loyalty —
repurchase intention and positive word-of-mouth (Tho, Lai, & Yan, 2017).

2.1.2. Negative Switching Barrier and Two Key Manifestations of Customer Loyalty

The concept of customer loyalty can be approached from either attitudinal or behavioral, or both perspectives. However,
the behavioral approach has been criticized because it put too much emphasizes on the behavioral outcomes (such as
purchase rate or repeat purchase frequency), and did not take into account the psychological perspective of loyalty (Jacoby
& Kyner, 1973; Oliver, 1999; Casielles et al., 2009; Ansari & Riasi, 2016; Tho et al., 2017). On the other hand, attitudinal
loyalty focuses more on the psychological explanations of the reasons of customer loyalty (Aaker 1996; Oliver, 1999; Maity
& Gupta, 2016). According to Casielles et al. (2009), there are three key manifestations of attitudinal loyalty, including
repurchase, positive recommendation, and price tolerance. However, a reasonable price is one of the most critical factors in
the mobile telecommunication service market, and can be integrated with other factors to enhance the level of consumers’
evaluation towards overall service quality. In addition, with the fact of intense competitive market in the mobile
telecommunication, it is impossible for network operators to charge higher price than others. Moreover, Tho et al. (2017)
supposed that repurchase intention and positive word-of-mouth are two main dimensions of customer loyalty in the cell
phone network sector, and it is suitable to adopt this viewpoint in this study.

Negative switching barriers have been regarded as an antecedent factor which can influence customers’ intentions to
continue the relationship with current service provider (Carrasco & Foxall, 2006), or to spread positive word-of-mouth to
others (Julander & Soderlund, 2003; Casielles et al., 2009). When customers perceive they are “locked into” the relationship
with currently service provider due to the existence of negative switching barrier, they are less likely to recommend the
products or services to others (Julander & Soderlund, 2003; Casielles et al., 2009). On the other hand, as for the repurchase
intention, two above studies pointed out that when negative switching barriers are highly perceived, customers are more
likely to stay with current providers. However, because customers are forced to remain with their current suppliers,
therefore they are less likely to spread positive word-of-mouth. Thus, two following hypotheses are proposed based on the
above arguments:

H1: Negative switching barrier will be positively associated with repurchase intention

H2: Negative switching barrier will be negatively associated with positive word-of-mouth
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2.2. Advertising Message, Repurchase Intention and Positive Word-of-Mouth
2.2.1. Advertising Message

Advertising message (also known as short message service-SMS advertising) is a part of mobile marketing that gives
business organizations the chance to send messages to consumers through their mobile phone devices (Zhang and Mao,
2008). The revolution of mobile telecommunication has made text message to be the most popular advertising media,
because it has been considered an easy major tool to spread advertisement to and interact with consumers (Ranjbarian,
Rehman, 2014; Salem, 2016). Moreover, advertising message can create a lot of opportunities for companies to promote
their products or services effectively (Aamir, lkram, Ali, Hasnu, & Zaman, 2013), and persuade customers to purchase or
continue using services. In order to attract more customers and keep existing consumers, some companies deliver games,
ring tones, and prizes to their subscribers through SMS advertising (Zabadi & Elsayed, 2012). That is because customers
often bring mobile device with them at any time, and, advertising message can be personalized or customized in order to
reach targeted customers. However, because the content of advertising message is limited in terms of characters and
customer’s mobile phone device only can store a few messages, therefore subscribers cannot be easy to find out particular
advertising messages while they would like to take reference.

2.2.2. Advertising Message and Repurchase Intention

Previous studies have pointed out contradictory results regarding customers’ behaviors toward message advertisements.
According to Liu et al. (2011), informative advertisements are likely to positively influence both customers’ attitudes and
purchase behaviors. Receivers will possess positive reactions to message advertisements once they perceive those
messages contain useful and appropriate information (Chowdhurry, Parvin, Weiteberner, & Becker, 2006; Aitken, Gray, &
Lawson, 2008).

However, Ranjbarian & Rehman (2014) noted that most of the empirical researches had revealed the negative consumers’
attitudes towards receiving mobile advertising message, because it might cause perceptions of irritation. In addition, since
consumers might be forced to receive message advertisements much often than ever (Salem, 2016), it'll be probably
generated negative behavioral outcomes. Moreover, overlapping and confusing information provided by message
advertisements might annoy customers. Therefore, it may consequently lead to negative impacts on purchase intentions.
Furthermore, Stewart & Pavlou (2002) and Ahmadi, Masrour, & Khaksar (2013) argued that cell phone users may be
annoyed by many irrelevant and distracting information from message advertisements as an intrusion into their privacy, as
a consequence, they will show negative attitudes and repurchase behavior. Also, mobile phone subscribers may perceive
message advertisements are risky because they sometime contain unexpected ads, game invitations, even phishing attacks
via their cell phone (Tho et al., 2017). Thus, the following hypothesis was proposed:

H3: In the mobile telecommunication service, the more advertising messages customers receive, the less likely they intent to
repurchase

2.2.3. Advertising Message and Positive Word-of-Mouth

Positive word-of-mouth of advertising message, in this study, can be defined as consumers spread message or positive
words to others. The willingness for customers to spread positive word-of-mouth depends on whether cell phone users
consider the messages received valuable or risky. Positive word-of- mouth is a result of consumer’s tendency to share their
thoughts regarding to the services or products they use based on the advertising messages they encountered. When mobile
subscribers perceive advertising messages which related to the services they use are useful, then they may forward the
message to others or recommend services to others. The positive recommendation services among customers and message
forwarded by them are extreme benefits for mobile network providers. Because advertising messages which are forwarded
by friends and positive recommendation from others may gain more trustworthy than advertisements coming directly from
advertisers (Almossawi, 2014; Maisam & Mahsa, 2016). In addition, friends or relatives do not forward messages unless
they themselves have read and recognize that it has value worthy enough to be forwarded to others (Almossawi, 2014).

Contrariwise, advertising messages can be perceived as intrusive, annoying, or risky (Tho et al., 2017). Most cell phone
users concern about receiving risky messages, such as unexpected ads, game invitations, or phishing attacks. In these cases,
customers will express negative attitudes to advertising messages and want to block incoming ones. Therefore, customers
will not spread positive word-of-mouth when provider’s services/products are considered in highly risky circumstances, and
they may spread negative word-of-mouth instead (Tho et al, 2017). From the above opinions, it seems there is a negative
relation between advertising messages and word-of-mouth more likely to happen rather than positive one. Therefore, we
proposed the following hypothesis:

H4: In the mobile telecommunication service, the more advertising messages consumers receive the less likely they spread
positive word-of-mouth about provider’s services to others
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Based on literature review and hypotheses development mentioned above, the theoretical framework is proposed as
shown in Fig. 1 below:

Advertising Repurchase
Message Intention

Megative Positive
Switching Barrier Word- of-Mouth
Ha ()

Figure 1. Theoretical Framework

3. METHODOLOGY
In order to launch the hypotheses testing proposed in this study, the following research methodology was employed.
3.1. Questionnaire

A self-completion questionnaire was used for survey. Four new items were created to measure the construct of advertising
message. In addition, three items (NS1, NS2, NS3) were selected from previous studies (Aydin & Ozer, 2005; Casielles et al.,
2009), and one new question was created in this study (NS4), which were used to evaluate the concept of negative
switching barrier. In order to measure the concept of repurchase intention, three questions were selected and synthesized
from previous studies (Kim et al., 2004; Eshghi, Roy, & Ganguli, 2008; Casielles et al., 2009; Nasir & Mushtaq, 2014; Zhang &
Feng, 2009). Lastly, three items were used to assess the concept of positive word-of-mouth, two of them were synthesized
from previous studies (Kim et al., 2004; Eshghi et al., 2008; Casielles et al., 2009; Nasir & Mushtaq, 2014)

3.2. Sampling

This study used the samples which were collected via offline method. First, the pilot study was conducted to pretest
through a group of 30 cell phone users to validate the wording, phrasing and relevance of questionnaires. Afterwards, the
finalized questionnaires were delivered for data collection during three days of the Vietnam’s national exam for college
entrance in 2017, from June 22 to 24, in fifteen locations situated in Nghe An and Ha Tinh province. A total of 289 valid
questionnaires were collected for analysis then. The respondents were using the systems provided by Viettel (40.1%),
Vinaphone (31.8%), MobiFone (26.0%), and others (2.1%). These results are consistent with the real market share in
Vietnam where three first major operators, which mentioned above, dominate the market with around 95 percent.

4. DATA ANALYSIS AND RESULTS
4.1. Reliability and Convergent Validity

Reliability of research measurement was validated by using the value of Cronbach’s Alpha (a) and Composite Reliability
(CR). As shown in Table 1, the Cronbach Alpha calculated for each item, and the composite reliability (CR) were both exceed
the threshold of 0.7. Hence, mesuarement reliability was approved.

Convergent validity refers to the degree to which two measures of constructs that theoretically should be related, are in
fact related. Convergent validity was checked by using the value of average variances extracted (AVE) and consider the
loading of items. As shown in Table 1, all constructs have the average variance extracted (AVE) values greater than the
recommended value of 0.5. In addition, item loadings of all constructs are exceeding the critical value of 0.6. Thus, it can be
said that convergent validity was satisfy.
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Table 1: Reliability Test

Scale/items Item Cronbach’

loading Alpha (a)

Advertising Message (CR =0.87; AVE = 0.62) 0.867
AML1.: | receive advertising message from network provider very frequently 0.69 0.845
AM2: | have been convinced to continue using this cell phone network by 0.85 0.805
provider’s advertising messages
AM3: My decision to repurchase is influenced by network provider’s advertising 0.86 0.806
message
AMA4: | trust on network provider’s advertising message 0.75 0.861
Negative Switching barrier (CR =0.78; AVE = 0.52) 0.785
NS1: | would have to dedicate a lot of time, money, and effort to find the best 0.66 0.741
option to meet my need
NS2: | would have to inform my friends or relatives about the change of number 0.66 0.747
NS3: | would be concerned if people (ex-friends, ex-colleagues, or 0.81 0.670
clients) dial my previous number but could not reach me
NS4: My family members do not want me to change to other providers 0.75 0.768
Repurchase intention (CR =0.84; AVE = 0.63) 0.837
RP1: lintend to continue using current network in the long run 0.75 0.787
RP2: This mobile phone network is my best option 0.88 0.737
RP3: If | were to choose a mobile phone provider today, | would choose my 0.75 0.800
present service provider again
Positive WOM (CR =0.89; AVE = 0.75) 0.897
W1: | would recommend this mobile phone network to others 0.86 0.855
W2: | always praise this cell phone network when anybody who seeks my advice 0.86 0.840
W3: | have only positive things to say about this cell phone network 0.87 0.863

4.2. Discriminant Validity

The discriminant validity test was used to assessthe extent to which constructs or latent factors are distinct and
uncorrelated. The rule of discriminant validity is that observed variables should relate more strongly to their own construct
than another construct. The AVE method (average variance extracted method) was employed to test discriminant validity in
this study. Accordingly, if the average variances extracted (AVE) by the correlated latent variables is greater than the square
of the correlation (CORRAZ) between the latent variables then discriminant validity was satisfied (Fornell and Larcker, 1981).

Table 2: Discriminant Validity Test

AVE/CORR/"2 1 2 3 4

1. Advertising Message 0.62

2. Negative Switching Barrier 0.03 0.52

3. Repurchase Intention 0.59 0.33 0.63

4. Positive WOM 0.16 0.11 0.05 0.75

Model fit indices: Chi-square = 157.605; Df = 71; Chi-square/df = 2.220; p-value =0.000
GFl =0.926; AGFI =0.891; CFl =0.956; RMSEA = 0.67
Note: The values in diagonal row are AVE

Table 2 shows all pairs of constructs (advertising message & negative switching barrier; advertising message & repurchase
intention; advertising message & positive WOM; negative switching barrier & repurchase intention; repurchase intention &
positive WOM) satisfy the discriminant validity. In addition, the results also exhibit that the model has acceptable goodness-
fit-indices (Chi-square = 157.605; Df = 71; Chi-square/df = 2.220; p-value =0.000; GFI =0.926; AGFI = 0.891; CFl = 0.956;

RMSEA = 0.67).
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4.3. Hypothesis Testing

As seen in Table 3, the findings supported all proposed hypotheses, the absolute t-values of all hypothesized paths are
greater than 1.96 with corresponding p-values are less than 0.05. In addition, the evidences also showed the model
possessed goodness-fit indices (Chi-square = 715.327; DF = 336; Chi-square/df = 2.129; GFI = 0.901; AGFI = 0.846; CFl =
0.902; RMSEA = 0.065).

Table 3: Structure Parameter Estimates

Hypothesis/Path Standardized t-value p-value Result
Coefficient
H1: Advertising Message -> Repurchase intention -0.261 -4.072 rHE Significant
H2: Advertising Message -> Positive WOM -0.194 -2.552 0.01 Significant
H3: Negative Switching Barrier-> Repurchase intention 0.209 2.505 0.01 Significant
H4: Negative Switching Barrier -> Positive WOM -0.229 -2.206 0.02 Significant
Chi-square = 715.327; DF = 336; Chi-square/df = 2.129; GFI = 0.901; AGFI = 0.846; CFl = 0.902;

RMSEA = 0.065
Note: *** significant at 1% level

5. DISCUSSION AND CONCLUSION

The findings show that advertising message has a negative impact on repurchase intention (coefficient = - 0.261, p < 0.01).
Also, as hypothesis H2 was supported (coefficient = - 0.194, p < 0.05), advertising message affects negatively significant,
although the parameter is weak, on positive word-of-mouth. Available literatures have found that the relationships of
behavioral outcomes with advertising message might be negative or positive. Indeed, there was a contradictory affirmation
between different researchers. According to Liu, Sinkovics et al. (2011), it is likely to positively influence customer’s
attitude and purchase behavior. However, Ranjbarian & Rehman (2014) noted that most of the empirical researches had
revealed the negative consumers’ attitudes towards receiving mobile advertising message, because it might cause
perceptions of irritation.

Advertising message can result in negative impacts on customer repurchase intention as well as on word-of mouth
recommendation, which reason could be too many message advertisements every single day (Salem, 2016). Consequently,
customers feel their privacy would be violated, abused and harassed by mobile operators that send irrelevant texts to them
(Bamba & Barnes, 2007). In addition, advertising messages may disturb consumers and interfere in their everyday
important activities. In this situation, advertising messages can be perceived as intrusive, annoying, or risky (Tho et al.,
2017). As a consequence, customers will show negative attitudes in term of repurchase behavior (Stewart & Pavlou, 2002;
Ahmadi el al., 2013). Similarly, since cell phone users are confronted everyday with more risky messages rather than useful
ones, they may spread negative instead of positive word-of-mouth to others. As a matter of fact, due to the market
structure of Vietnamese mobile telecommunication service has not been stable yet and the regulations or legal frameworks
for the market have not been efficient until now, cell phone users in Vietnam have received many unwanted advertising
messages, game invitations, even phishing attacks every day.

As shown in Table 3, negative switching barrier has a positive significant impact on repurchase intention and negative
influence on word-of-mouth. These findings are consistent with previous studies (Casielles et al., 2009; Julander &
Soderlund, 2003), which have confirmed that when customers are “blocked in the relationship” with provider due to
negative switching barrier, they will be less likely to make recommendations to others. In regard to repurchase intention,
subscribers seem to be forced to remain with their current service provider. That is because it might incur various types of
monetary loss, time waste, effort, and even psychological disturbance if switching to other providers. This is the reason why
negative switching barrier are positively associated with repurchase intention (Casielles et al., 2009; Julander & Soderlund,
2003).

In conclusion, this is the first study which aims at examining the effects of negative switching barrier and advertising
message on two manifestations of customer loyalty (repurchase intention and positive word-of-mouth). In order to focus
on this purpose, the study did not take into account the factor of service quality, which have been confirmed its influence
on the attitudinal loyalty. The findings indicate that advertising message has a negative impact on repurchase intention as
well as on positive word-of-mouth. Regarding negative switching barrier, the results show that it has positively significant
impact on repurchase intention. However, it has a negative association with positive word-of-mouth. The empirical analysis
results presented in this study provides evidences, both on scientific as well as practical aspects, to suggest that mobile
carriers in Vietnam should figure out more effective tools to reduce “junk” or “spam” messages in order to enhance loyalty
from existing subscribers. Moreover, the mobile carriers need to realize the negative switching barrier, which should be
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considered while making strategies of retaining customers. As a result, it then could be more profitable for cell phone
network providers in this intensely competitive environment.
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ABSTRACT

Purpose- In our age, “success” has been promoted as the ultimate aim and result in life. Failure has been underrated in our society.
However, failure is important and necessary. The contradiction of success promoting mentality is that in order to be successful failure is
essential. However, we do not come across failure stories as much as success stories. Success is nice and positive, but failure is unpleasant
and most of the time is not welcomed by the society and our close relations. Therefore, managing failure is highly important and is not
taught or mentioned anywhere. This study tries to show the possible connection between the Fear of Failure (henceforth FoF) and
occupational choices by including wide range of career options (e.g. being a social entrepreneur, being an academician, being a paid
employee either in a private company or public office, being self-employed/entrepreneur and being not working at all if it is possible).
Methodology- Survey method is used as a research instrument and 413 university students accepted to be the part of the study. Multiple
regression analyses were performed to test the proposed relationships.

Findings- Among them only two models constructed with entrepreneurial intention and not working at all (if it is possible) was found
significant.

Conclusion-. Alongside different findings of the study, negative connotation attached to the FoF for entrepreneurial intentions are still
valid.

Keywords: Fear, failure, fear of failure, occupational choice, entrepreneurial intention.
JEL Codes: M10, M12, D23

1. INTRODUCTION

This study is a part of an ongoing scientific effort which aims to reveal underlying reasons for occupational choices in
Turkey. Although there are several studies working on occupational choices, still many more issues are waiting for
enlightenment (Baum and Locke, 2004; Mitchell et al., 2007). For today, many of the efforts directed towards
entrepreneurship in career literature are directed to draw a line between entrepreneurial intentions and intentions of being
employed. Here, the primary objective is to understand the personal and environmental factors and suggest policy tools for
supporting entrepreneurship (Shane 2009; Wennekers et al., 2005). Nonetheless, even there are still not satisfactory
findings about why some people want to be self-employed and run their own businesses (Carsrud and Brannback 2011;
Markman, Balkin, and Baron 2002; Sieger and Manson, 2015). This may be due to the fact that entrepreneurship is a
complex, dynamic phenomenon and therefore understanding what influences entrepreneurial career choice can be quite
challenging (Shane et al., 2009). Beyond that, there is a need to explore other career options on which this study is based.

For the rest of the study, firstly brief literature on Fear of Failure (FoF), the role of it shaping occupational choices are given.
By briefly discussing what FoF denotes and the giving a multidimensional structure of it would be helpful to approach the
FoF and its possible aversive consequences. After, the methodological orientation of the study including research
objectives, research setting and participants, measurement instruments are discussed separately. Lastly, findings are
presented respectively and discussed consequently.
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2. LITERATURE REVIEW
2.1. Fear of Failure (FoF)
Approaching towards an understanding of Fear of Failure (FoF)

Human beings primarily evaluate the outside world, appraise the threat and risks which causes some degree of change in
some of their metabolic functions and correspondingly behaviors. Therefore, they approach the threat and fight against it,
escape it or paralyze in front of the threat (freeze) (Gray 1971 and Lazarus 1991 cited in Cacciotti and Hayton, 2015). The
nature of it yields that it could be either a good friend to achieve something and keep going in the face of ups and downs or
an enemy/foe causing high anxiety, underachievement, reduced resilience, and leading some to learned helplessness
(Martin and Marsh, 2003).

As already discussed in psychology literature and attracting the attention of many people, FoF refers the “disposition to
avoid failure and/or the capacity for experiencing shame and humiliation as a consequence of failure” and as the
“disposition to become anxious about failure under achievement stress” (Atkinson, 1966:13; Atkinson and Litwin, 1973:146
cited in Cacciotti, Hayton, Mitchell and Giazitzoglu, 2016; Conroy, 2001). Although it is assumed as avoidance-based motive
disposition in the achievement domain (Elliot and Trash,2004), it could also lead to approach behaviors (Cacciotti et al
2016).

Multidimensionality of Fear of Failure

In literature, multidimensional nature of fear of failure is discussed and such discussions result in five aversive
consequences / cognitive beliefs about aversive consequences of failure: (a) experiencing shame and embarrassment, (b)
devaluing one’s self-estimate, (c) having an uncertain future, (d) important others losing interest, and (e) upsetting
important others (Conroy, 2001; Conroy and Elliot, 2004; Conroy, Metzler and Hofer, 2003; Conroy, Willow, and Metzler,
2002; Conroy et al 2016). While accepting the influential capacity of environmental circumstances, fear of failure is deemed
as a stable disposition along these dimensions (Cacciotti et al 2016). This also signals a dichotomy in literature approaching
fear of failure either as a stable disposition or temporary emotional state. On the one hand, there are arguments
concerning fear of failure as stable dispositions which are enduring for the rest of people’ lives. On the other hand, the
others consider fear a negative emotion just same as other emotions holding either a positive or negative tone (Li, 2011) as
such as stress, loneliness, mental strain, grief (Patzelt and Shepherd, 2011), joy, anger (Welpe, Spérrle, Grichnik, Michl and
Audrestch, 2012; Simth and Ellsworth,1985), guilt, hope (Lazarus and Smith 1988).

While accepting the value of both approaches to understand the fear of failure, this study is particularly based on a multi-
dimensional structure of FoF. The multidimensional structure of FoF is composed of five factors, encompassing both intra-
personal and inter-personal vulnerabilities/evaluations. Therefore, individual beliefs in each of the aforementioned aversive
consequences of failing indicate fear to a certain extent (Conroy and Elliot, 2004).

The first dimension is fear of experiencing shame and embarrassment which explain possibility of personal shame and
public embarrassment after failure (Conroy,2001). The other aversive consequence is fear of devaluing one’s self-estimate
which is particularly related to vulnerabilities relative to ourselves such as personal diminishment, fears stemming from a
lack of ability and fears arising from a lack of control. This vulnerability emerges from a belief that one cannot hold
necessary skills for being successful, therefore signals loss of self-confidence to control the events in one’s life to
accomplish desired goals. Fear of having an uncertain future is another utilized concept regarding affective consequences of
FoF . The other dimension fear of upsetting important others implies an inter-personal perspective in which vulnerability is
addressed relative to perceptions of the beliefs of other key individuals. (Robert and Dean, 2011; Stuart, 2013). As
considered in the fear of upsetting important others, fear of losing social influence emerge as another dimension that
represents the belief that individuals lose their social influence when they fail. Involuntarily, this would also create a social
distance from others and creates a feeling of useless as a social object (Conroy, 2001).

2.2. The Role of FoF in Shaping Occupational Choices

In literature, the link between occupational choices and the FoF is mostly constructed under the phenomena of
entrepreneurship (e.g. Arenius and Minniti 2005; Langowitz and Minniti 2007; Minniti and Nardone 2007; Morales-
Gualdron and Roig, 2005 ; Wagner2007). Since, there is a general tendency to question entrepreneurial outcomes as either
success or failure, FoF is often included in entrepreneurship research. Thus, entrepreneurs are motivated towards doing
their best and endowed with an idea of avoiding failure in business life through effective opportunity identification,
selection or development, maximum performance on entrepreneurial tasks and action (Cacciotti, and Hayton, 2015).
Moreover, such a fear is regarded as a psychological barrier for entrepreneurial intent and action. However, this limited
perspective to understand entrepreneurial intent and actions is supplemented with an idea of fear of failure is not only
prohibiting but also with some possibility of stimulating more efforts towards being an entrepreneur. (Cacciotti, and
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Hayton, 2015; Mitchell and Shepherd 2011). Therefore, FoF could produce both approach and avoidance behaviours.
Despite significant efforts towards a new understanding which instills an idea of every failure is a learning opportunity,
negative connotation is prevailing in the field (Cacciotti, and Hayton, 2015). Career intention literature has been shaped
particularly around entrepreneurial intention and an intention of being a paid employee. Studies in the field mainly aspires
to reveal the factors differentiating entrepreneurs and ones accepting to be a paid employee and to produce road maps on
how to boost entrepreneurship (Shane,2009; Wennekers et al 2005) . Regarding this limitation, this study tries to extend
the literature by adding other occupational choices in relation to fear of failure. In this context, being a paid employee
either in a private company or public office, being a social entrepreneur, being an academician and being not working at all
(if it is possible) are included as career options in the analyses.

2.DATA AND METHODOLOGY

In this part, research objectives, research setting, participants and measurement are explained correspondingly.

3.1. Research Objectives

The main objective of this study is to understand whether FoF is an inhibiting or enabling factor on the way of deciding
which career path is pursued. Rather than solely focusing on the entrepreneurial intention, other career options are
included in analyses.

3.2. Research Setting and Participants

Data for this study was collected from 413 students both from Faculty of Economics, Faculty of Business Administration and
Faculty of Engineering of a state university located in Istanbul. Snowball sampling was used in order to reach as much
students as possible. The main aim of choosing students is to understand whether FoF is an influential factor for
determining the career path and if it is, to help them to manage the fear before facing the reality of business life. The
study’s sample is composed of 197 females and 216 male students. Sample distribution by gender, faculty, the year is
shown below:

Table 1: Gender and Faculty Cross Tabulation

PARTICIPANTS Faculty

Economics Business Administration| Engineering Total

Female Count 171 21 5 197
% within Faculty 50,4% 38,9% 27,8% 47,7%
% of Total 41,4% 5,1% 1,2% 47,7%

Count 168 33 13 216
Male % within Faculty 49,6% 61,1% 72,2% 52,3%
% of Total 40,7% 8,0% 3,1% 52,3%

Count 339 54 18 413
Total % within Faculty 100,0% 100,0% 100,0% 100,0%
% of Total 82,1% 13,1% 4,4% 100,0%

As shown in the table above, 171 of 197 female students are coming from Faculty of Economics, the other 21 and 5
students are from Faculty of Business Administration and Faculty of Engineering respectively. Out of 216 male students, 168
of them is coming from Faculty of Economics, 33 and 13 are from Faculty of Business Administration and Engineering
respectively. As shown in the table below, 410 students responded the year in the university, 196 of them is female and 214
of them is male. Most of them are either freshman or second year student (Female: 71 freshmen and 89 second year; Male:
64 freshman and 93 second year).

Table 2: Gender and Year Cross Tabulation

PARTICIPANTS Year Total
1 2 3 4

Count 71 89 29 7 196

Female o - o o o o 9
% within Year 52,6% 48,9% 44,6% 25,0% 47,8%
% of Total 17,3% 21,7% 7,1% 1,7% 47,8%

Count 64 93 36 21 214
Male % within Year 47,4% 51,1% 55,4% 75,0% 52,2%
% of Total 15,6% 22,7% 8,8% 5,1% 52,2%

Count 135 182 65 28 410
Total % within Year 100,0% 100,0% 100,0% 100,0% 100,0%
% of Total 32,9% 44,4% 15,9% 6,8% 100,0%
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3.3. Measurement Instruments

Survey method has been chosen to collect data. Scales used have been constructed after a deep literature review and have
been adapted to the Turkish culture by using the method of translation and back translation as suggested in the literature.

FoF is measured through using the Performance Failure Appraisal Inventory (PFAI), originally developed and tested across
groups and time by David E. Conroy (2003). This 25-item inventory includes five-first order beliefs (Stuart, 2013) including
(a) fear of experiencing shame and embarrassment; (b) fear of devaluing one’s self-estimate; (c) fear of having an uncertain
future; (d) fear of important others losing interest; and (e) fear of upsetting important others. In terms of dependent
variable, students were asked which career path they intend to pursue after completion of their studies. Options range
from being a self-employed through to not working at all (if it is possible). Participants were asked to indicate their degree
of agreement with the statements on a six-point scale ranging from “strongly disagree” =1 to “strongly agree” = 6.

4.FINDINGS AND DISCUSSIONS

In this part, firstly, results of Exploratory Principal Component and Reliability analyses are given, then the results of
regression analyses are presented.

4.1. Data Analysis
4.1.1. Exploratory Principal Component and Reliability Analyses

The data were analyzed using the Statistical Package for the Social Sciences (SPSS) 21.0 software. Firstly, Factor and
Reliability Analyses of all measurement instruments were conducted and their factor structure was revised based on the
results.

As shown in the Table 03.below, FoF index resulted in four factors differently from original first order scale of PFAI
inventory. 1 item was eliminated after the first factor analysis, because it was the only one loaded on the factor 5. Then
factor analysis was run again, however 1 item was excluded from further analysis due to low reliability level. Based on the
results of third factor analysis, 1 item was eliminated because of both low and multiple factor loadings.

According to Factor and Reliability analyses results, there are four first order scales, all of which imply a higher order scale
of fear of failure. Among the factor structure, first one is a combination of fear of devaluing one’s self estimate and fear of
having an uncertain future with Cronbach’s alpha (o). 879 (8 items). The second one is labelled fear of important others
losing interest with Cronbach’s alpha (a). 875 (7 items). The third one is about fear of experiencing shame and
embarrassment with Cronbach’s alpha (a) 784 (3 items). The last one of the first order scale which is fear of upsetting
important to others has Cronbach’s alpha (o) 772 (4 items).

Table 3: Factor and Reliability Analyses of Fear of Failure

Factor Variance Cronbach’s Number of
FEAR OF FAILURE Loading Explained Alpha Items
Fear of devaluing ?ne s self estimate and fear of 19,649 879 3
having an uncertain future
When | am failing, it is often because | am not smart 781
enough to perform successfully. !
When | am failing, my future seems uncertain. ,718
When | am failing, | blame my lack of talent. ,668
When | am failing, | believe that my future plans will 639
change. !
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Table 3: Factor and Reliability Analyses of Fear of Failure (Cont’d)

When | am failing, | am afraid that | might not have

,769
enough talent.
When | am failing, it upsets my “plan” for the future. | ,687
When | am not succeeding, | am less valuable than
,577
when | succeed.
When | am not succeeding, | get down on myself 51
easily. !
Fear of important others losing interest 18,356 ,875 7
When | am failing, | lose the trust of people who are 552
important to me. !
When | am not succeeding, people are less 763
interested in me. !
When | am not succeeding, people seem to want to 695
help me less. !
When | am not succeeding, people tend to leave me 641
alone !
When | am failing, | believe that everybody knows | 527
am failing. !
When | am not succeeding, some people are not 831
interested in me anymore. !
When | am not succeeding, my value decreases for 750
some people. !
Fear of experiencing shame and embarrassment 11,441 ,784 3
When | am failing, it is embarrassing if others are 637
there to see it !
When | am failing, | worry about what others think 749
about me. !
When | am failing, | worry that others may think | am 745
not trying. !
Fear of upsetting important to others 11,313 ,772 4
When | am failing, it upsets important others. ,760
When | am failing, | expect to be criticized by 614
important others. !
When | am failing, important others are not happy. ,826
When | am failing, important others are
. . ,734
disappointed.
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,916
Bartlett's T(?st of Sphericity 4472,725
Approx Chi-Square
df 231
Sig. ,000
Overall Reliability Statistics: Cronbach’s Alpha ,919
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4.1.2. Results of Regression Analysis

Direct effects of FoF on occupational choices were tested with Multiple Regression Analysis. However, among the six
models, only two of them was found statistically significant. Therefore, following two tables show the results of FoF that is
regressed on being a self -employed (entrepreneur) and being not working at all (if it is possible) respectively.

Regarding the Model | which explains the ,035 variance in being a self-employed (entrepreneur), findings show that there is
a statistically meaningful but negative relation between fear of devaluing one’s self-estimate and fear of having an
uncertain future and being a self-employed (entrepreneur) (f=-,223, p=,000).

Table 4: Regression Analysis- Fear of Failure and Being Self Employed (Entrepreneur)

Coefficients®

Unstandardized Coefficients Sctan;if?r.d 'Z:d
Model I OETTICIENtS t Sig.
B Std. Error Beta

(Constant) 4,417 ,280 15,784 ,000
Fear of devaluing one’s self estimate and -,328 ,093 -,223 -3,518 ,000
fear of having an uncertain future

Fear of important others losing interest ,112 ,100 ,076 1,125 ,261
Fear of experiencing shame and -,016 ,080 -,014 -,203 ,839
embarrassment

Fear of upsetting important to others ,124 ,073 ,094 1,699 ,090

Model 1. R=,187 R>=,035. F (3, 687) = p<.05

a. Dependent Variable: Being Self Employed (Entrepreneur)

Following Table 5. also shows the results of second regression analysis regarding the Model Il in which FoF was regressed
on another career option of “not working at all (if it is possible)”. Results show that there is again a statistically meaningful
and but positive relationship between fear of devaluing one’s self-estimate and fear of having an uncertain future and being
not working at all (if it is possible) (B=,134, p=,036).

Table 5: Regression Analysis- Fear of Failure and Being not working at all (if it is possible)

Coefficients®

Standardized

Unstandardized Coefficients ..
Coefficients

Model II. t Sig.
B Std. Error Beta

Constant) 2,580 ,353 7,303 ,000
Fear of devaluing one’s self estimate and

. . ,248 ,118 ,134 2,106 ,036
fear of having an uncertain future
Fear of important others losing interest ,078 ,126 ,042 ,617 ,538
Fear of experiencing shame and 048 100 032 483 630
embarrassment
Fear of upsetting important to others -164 092 - 099 -1,781 076

Model 2: R=,166 R’=,028 F (2,905)= p<.05

a. Dependent Variable: Not working at all (if it is possible)
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5. CONCLUSION

This study is a part of an ongoing scientific effort which aims to reveal the underlying reasons for occupational choices in
Turkey. Although this study seems to replicate the previous academic initiatives conducted in university or sports settings, it
differentiated itself from them in several ways: First and foremost, the study approaches FoF from an overall career
perspective including other occupational choices. This study was conducted in an emerging country whose cultural patterns
and norms are very different from that of Northern America and the UK. According to the results, only two of the models
were found to be statistically significant. One of them shows that there is a negative but significant relationship between
fear of devaluing one’s self estimate and fear of having an uncertain future and entrepreneurial intention. These findings
unfold several implications: Firstly, devaluing one’s self estimate was loaded on the same factor with considerations of the
future. Likewise, it is the only factor that is found significant along the continuum of being self-employed and of being not
working at all (if it is possible). The other factors constituting the higher order of FoF are insignificant to explain the
relationship between FoF and other occupational choices (e.g. paid employee in a private or public office, being a social
entrepreneur, being a academician). Alongside different findings of the study, negative connotation attached to the FoF for
entrepreneurial intentions are still valid. Therefore, the education in universities should be reorganized so that students
would become adults upon their graduation knowing how to deal with the fear or knowing how to transpose negative
feelings and to use them stimulate their efforts.

Besides the contribution of the study, it has subject to certain limitations. Firstly, this study has used the Performance
Failure Appraisal Inventory (PFAIl) to understand higher order factor of Fear of Failure. However, as stated in many times in
literature there is a need to approach capturing a combination of cognition, affect and action regarding FoF and
Occupational Choices. Most of the studies considering FoF is conducted either in universities or sports settings in literature,
although this study tries to extend the career research by including other options instead of merely stating
entrepreneurship, it was again conducted in the university context. Due to the complex nature of business life, it would be
replicated in another study with professionals to understand the role of FoF for career choices. Furthermore, whether the
level of their FoF has changed during their career paths and which situations have triggered such a change would be a
valuable research avenue for future studies. This would also enable us to clarify the stable dispositions and temporary
emotional states of individuals.

Particularly, considering entrepreneurs there is a need to have inductive investigation with in-depth interviews to reveal the
sources of fear in their journeys. However, these interviews should be iterated covering several phases of entrepreneurial
development, therefore they would signal different fear elements for entrepreneurs.

Besides the need of longitudinal studies, experimental studies could be conducted with students. Autobiographical call
would be used to make them remember the incident in their lives that causes fear, then career preferences of student
would be asked after controlling emotions with manipulation checks.

Fear and underlying cultural norms also deserve attention for further research. Since, if fear is perceived as a common way
of life, then this would be ineffective to determine the important decisions of people.
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ABSTRACT

Purpose- Values are “conceptions of the desirable that guide the way social actors to select actions, evaluate people and events and
explain their actions” (Schwartz, 1999, 124). People re motivated by the values they hold, and who have values receive stronger work
outcomes (Tevriz et al., 2015). The purpose of the current study is to understand the effect of work values on different types of employee
voice.

Methodology- The questionnaires were distributed to randomly selected companies located in Istanbul. Some of them were personally
given to respondents and some were sent by e-mail. In total, 300 questionnaires were distributed of which 244 were returned (%81,3
return rate).

Findings- Employee voice is determined by work values using “work goals” scale of Tevriiz et al. (2010) and “employee voice” scale of
Maynes and Podsakoff (2014), and help to determine the motivational source of promotive or prohibitive voice.

Conclusion- Research exploring the employee voice and work values relationship is scant. The present study will contribute to the existing
area by considering different point of view. Why people voice or not can be understood with the held work values.

Keywords: Growth values, normative values, extrinsic values, promotive voice, prohibitive voice
JEL Codes: M10, M19, M14

1. INTRODUCTION

Employee voice is critical for the development and sustainability of organizations. Voice is defined as “any attempt at all to
change rather than to escape from an objectionable state of affairs” (Hirschman, 1970, 30). Voice was firstly conceptualized
by Hirschman (1970) as voting behavior. Freeman and Medoff (1984), and Farrell (1983) analyzed the term in work settings
and defined as “sharing constructive ideas and opinions with managers and coworkers which might contribute company’s
growth and development” (Morrison, 2011, 374). The term voice is based on the idea that; managers are not able to cope
with every work issue by themselves, they will need the support and help from their coworkers.

Maynes and Podsakoff (2014) asserted that, voice does not necessarily have to be constructive but might also be
destructive in its nature. They developed a new voice framework covering both positive and negative aspects of the term
(promotive vs. prohibitive, active vs. passive) to expand the domain and clarify what types of behaviors should be
considered voice. They validated a new scale including four types (supportive, constructive, defensive, and destructive) of
voice behavior along with two axes (preservation-challenge and promotive-prohibitive). Supportive voice includes voluntary
behavior which support current policies and procedures of the company or business unit. Constructive voice is expressing
constructive opinions and ideas for the sake of the company. The purpose of this type of voice is contribute to the company
in handling change process and development. Defensive voice includes behavior which express objections about possible
changes in the organization even they are needed and verbally indicate negative attitude towards work policies. Destructive
voice is voluntarily manifesting counterproductive actions to damage company well-being.

Motivation is “the processes that account for an individual’s intensity, direction, and persistence of the effort toward
attaining a goal” (Robins and Judge, 2013, 202). Held values have significant impact on individuals’ judgments, decisions and
attitudes. What is desired by the person is shaped by the held values. Elizur and Sagie (1999) state that, life values
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correspond with work values. Work values are aroused with the drive to satisfy some relevant needs (Super, 1969). Hogan
and Hogan (1996) evaluate work values as facilitators in motivating employees. That is why work values have a significant
role in motivating people. Therefore, the way people develop their attitudes are related with these values (Ueda and
Ohzono, 2012). In classifying work values there are different approaches. The most and frequently used classification is
intrinsic and extrinsic work value groups (Ueda and Ohzono, 2012). Intrinsic work values cover helping others, freedom at
work and task variety; extrinsic values on the other hand include high salary, having prestigious job and work-life balance.

Additional to these two groups, social and environmental values are identified (Ginzberg et al., 1951; Manhardt, 1972;
Elizur et al., 1991). Current study is applied for Turkish employees. Specifically, for this context a Turkish originated scale
which is developed by Tevriiz and her friends (2004) is used. Therefore, the study is an emic approach Tevriiz and Turgut
(2004) started a longitudinal value research which tried to conceptualize Turkish work values. Their research found three
group of work values, namely growth, normative and extrinsic function of work values (Tevriz et al., 2015). Growth or

" u

individualistic function includes intrinsic values such as “to perform the desired profession”, “to be enriched in knowledge

and to use it” and “to have a meaningful life”. Normative function includes “to contribute to society”, “to avoid missteps”
and “to fulfill religious duties”. Extrinsic or worldly function covers “to ensure livelihood” and “to gain status”.

Research results are generally evaluated and justified based on intrinsic versus extrinsic value groupings. For example,
Wang, Chen, Hyde and Hsieh (2010) found positive effect of intrinsic values on pay satisfaction and negative effect on
turnover intention. Vansteenkiste et al. (2007) implied that, extrinsic work values have comparatively more negative effects
on some job outcomes than intrinsic values.

2. LITERATURE REVIEW
In the present study, we aim to understand the relationships among work values people have and kind of voice they use.
2.1. Work Values and Employee Voice

Based on Tevriiz et al.’s (2015) classification of work values, growth values reinforce employees’ career satisfaction and
success, and when they are utilized, individuals’ commitment and productivity are fostered (Erdogan, Kraimer, and Lidan,
2004). When growth work values are held by employee, they are predisposed to work for the sake of the company which
might constructive and supportive voice more possible than other voice types. People who care about their job and career
might try to contribute to their work processes more than others who do no not. They might find possible improvement
with constructive and supportive opinions and ideas in achieving organizational objectives or sustainability. Moreover,
people with growth work values help their coworker in handling overload and work for the sustainability of their company
(Liang, 2012). Intrinsically motivated people want to use their full potential and look for novelties and challenges (Tevruz et
al., 2015). When considered from this point of view, constructive and supportive voice might be increased by growth work
values.

People with extrinsic work values are motivated by external factors such as salary, promotion or job security (Ueda and
Ohzono, 2012). Because employee voice is aroused as a voluntary act without considering rewards, extrinsic work values
might not predict employee voice. Normative work values are related with values regarding the harmony of each employee
for the sake of society (Tevriz et. al.,, 2015). If the individuals perceive their job as a way to reach their normative
obligations, they will object any changes in the organization that will increase defensive voice in case of change (Maynes
and Podsakoff, 2014).

Since researches regarding the relationship between work values and employee voice is not sufficient enough to propose a
hypothesis, our research question is to understand How work values (extrinsic, growth and normative) effect employee
voice (supportive, constructive, destructive, defensive)?

3. DATA AND METHODOLOGY
3.1. Sampling

In the study, 400 questionnaires are distributed and 244 (N) of them are answered (the rate of return is 61%). There are 152
females and 92 male participants, and there are 11 high school graduates, 123 university graduates, 91 master and 19 PhD
graduates. The mean age is 33,45 (SD= 6,44), and the mean of work experience is 10,47 years (SD= 6,43). In terms of
participants’ company size, 112 of them work in a company with 10-250 employees, and 132 of them work in a company
with more than 250 employees.
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3.2. Data Collection

Surveys are collected by sending an online form to the employees of small to big-scale range of companies which are in
service in Istanbul. The surveys are collected within two months (May-June 2017) by convenience sampling method.

3.3. Instruments

Work values scale- “Work goals” survey of Tevriiz, Turgut and Cinko (2010) has been used. CFA gave 12 items in total (62%
variance), and items’ factor loading ranges from ,57 to ,84. Three value types (extrinsic, growth, and normative) are
occurred. There are items such as “work to perform the desired work with pleasure”, and “work to spend time, keep the
mind busy, and make use of the spare time”, and participants were asked how important these are in their lives.
Participants responded to each item on a 6-Likert scale (from 1=Not important at all to 6=Extremely important).

Employee Voice Scale- “Employee voice” scale of Maynes ve Podsakoff (2014) has been used in the study. Turkish version
of (Unler and Caliskan, in press) the survey is used. CF gave 19 items in total (67% variance). Four voice types (supportive (a
=,82), constructive (a =,87), destructive (o =,86), and destructive voice (a =,86)) are occurred. The scale involves items
such as “I defend useful organizational policies when other employees unfairly criticize the policies”, “I vocally argue against
changing work practices, even when making the changes is necessary”, “l often suggest changes to work projects in order to
make them better”, and it has been asked in what degree they agree with these items. Participants answered every item on

a 6-Likert scale (from 1=Strongly disagree to 6=Strongly agree).
3.4. Data Analysis

Reliability and factor analysis are practiced for each scale. The effect of independent variable (work values) on different
forms of employee voice is practiced through regression analysis.

4. FINDINGS AND DISCUSSIONS

4.1. Factor Analysis

Principal component analysis and Varimax rotation are practiced for two scales we used. Two scales diverged into sub
factors, their KMO values are higher than ,50 and Bartlett’ test is significant. Here is the factor analysis of the scales.

Work Values- Four factors have been found with factor analysis of Work Values survey. Iltem 11 is removed since it has
similar factor loadings under two factors. Factors explain 64,52 % of the variance, which is more than Tevriz et al. (2010).
The reliability values of the factors in order are ,75; ,56; ,68; ,52. The factor “Extrinsic” and “Normative” of work values
protected their place as in Tevriiz et al. (2010). Factor 2 covered some items of two dimensions “Growth” (two items) and
“Normative” (one item) together, and named as “Achievement” by the authors. Table 1 shows how items are dispersed
along with factor and reliability results.

Table 1: Factor Table of Work Values

Factors Factor Loadings Factor Variance (%) a
Factor 1: Growth Values 19,97 ,75
To be busy ,76

To have an active life ,74

To have a pleasant life ,73

To have a meaningful life ,57

Factor 2: Achievement Values 17,54 ,68
To perform the desired profession ,75

To contribute to society ,74

To be enriched in knowledge and to use 73

it ’

Factor 3: Extrinsic Values 13,75 ,52
To ensure livelihood ,84

To gain status ,73

Factor 4: Normative Values 13,27 ,56
To fulfill religious duties ,87
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To avoid missteps ,61
Total 64,52
KMO 77

Bartlett Test of Sphericity Test Chi-

725,273 df 66 p | ,000
Square

Employee Voice- Employee voice scale’s factor analysis showed four factors. Factors explain 69,92% of the variance. The
reliability values of the factors in order are ,77; ,88; ,90; ,90. Factors are in coherence with four factors (supportive,
constructive, defensive and destructive voice) found before. Table 2 shows factor and reliability analysis results.

Table 2: Factor Table of Employee Voice

Factor Factor Variance o
Factors Loadings (%)
Factor 1: Supportive Voice 12,92 77
| express support for productive work procedures when others ,76
express uncalled for criticisms of the procedures
| defend useful organizational policies when other employees 78
unfairly criticize the policies !
| defend organizational programs that are worthwhile when ,74
others unfairly criticize the programs
| speak up in support of organizational policies that have merit ,78
when others raise unjustified concerns about the policies
Factor 2: Constructive Voice 18,24 ,88
| frequently make suggestions about how to do things in new or ,84
more effective ways at work
| often suggest changes to work projects in order to make them 78
better !
| often speak up with recommendations about how to fix work- 75
related problems !
| frequently make suggestions about how to improve work ,86
methods or practices
| regularly propose ideas for new or more effective work 83
methods !
Factor 3: Defensive Voice 21,45 ,90
| stubbornly argue against changing work methods, even when 78
the proposed changes have merit !
| speak out against changing work policies, even when making 80
changes would be for the best !
I vocally oppose changing how things are done, even when 83
changing is inevitable ’
I rigidly argue against changing work procedures, even when ,82
implementing the changes makes sense
I vocally argue against changing work practices, even when 80
making the changes is necessary !
Factor 4: Destructive Voice 17,31 ,90
| often bad-mouth the organization’s policies or objectives /66
| often make insulting comments about work-related programs 70
or initiatives !
| frequently make overly critical comments regarding how things 90
are done in the organization !
| often make overly critical comments about the organization’s ,87
work practices or methods
| harshly criticize the organization’s policies, even though the ,60
criticism is unfounded
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| Total 69,92
KMO ,84
Bartlett Test of Sphericity Test Chi-Square | 2550,855 df | 171 | p ,000

4.2. Descriptive and Correlation Analysis

Based on factor analysis, descriptive and correlations between sub-factors among scales are analyzed as shown in Table 3.
Based on the correlation levels between employee voice and work values, highest relationship is between “achievement
values” and employee voice factors which are “supportive voice” (r =,25), “constructive voice” (r =,27), “defensive voice” (r
= -,18), and “destructive voice” (r = -,28). Also, “growth values” have significant correlation with “supportive voice” (r =
,24), and destructive voice (r = -,16). Extrinsic values are not correlated.

Table 3: Correlation Table of the Variables

Variables Mean SD 1 2 3 4 5 6 7 8
1.Growth 4,20 0,96 -

2.Normative 3,30 1,35 ,33%* -

3.Achievement 5,00 0,83 ,A2%* ,34%* -

4.Extrinsic 4,65 0,93 ,18%* ,16* ,02 -

5.Supportive 4,26 0,93 ,24%% ,03 ,25%* ,04 -

6.Constructive 4,79 0,81 ,09 ,11 ,27*%* ,13 ,26*%* -

7.Defensive 1,89 0,96 -0,33 0,12 -,18* ,07 -,01 -,03 -
8.Destructive 1,86 0,89 -,16* -,02 -,28%* -,00 511 -,14* ,67%* -
*p<,05, ¥*p<,01

4.3. The Relationship of Work Values and Employee Voice

The relationship is analyzed with linear regression. As a result, there is a significant relationship between “achievement
values” and all voice subscales (supportive, constructive, defensive, destructive) (B =,21; p =,007; B =,29; p =,000; B = -,24;
p =,002; B =-,29; p =,000), and there is significant relationship between “growth values” and “supportive voice”; and
“normative values” and “defensive voice”. Thus having “achievement work values” contribute to giving ideas and
comments for the sake of the organization and prevent negative voices. Table 4 presents multiple linear regression results.

Table 4: Work Values and Employee Voice

Dependent variable: Supportive voice

Independent Variables Beta t p

Growth ,18 2,35 ,020
Normative -,10 -1,33 ,185
Achievement ,21 2,75 ,007
Extrinsic ,02 ,30 ,768

R2 =,09; Adj. R2=,07; F = 5,187; p = ,001

Dependent variable: Constructive voice

Independent Variables Beta t p

Growth -,06 -,76 ,450
Normative ,01 ,16 ,872
Achievement ,29 3,84 ,000
Extrinsic ,13 1,90 ,059

R2 =,09; Adj. R2=,07; F = 5,185; p =,001

Dependent variable: Defensive voice

Independent Variables Beta t p

Growth -,00 -,02 ,983
Normative ,20 2,70 ,008
Achievement -,24 -3,17 ,002
Extrinsic ,04 ,50 ,616
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R2 =,07; Adj. R2=,05; F = 3,830; p =,005

Dependent variable: Destructive voice

Independent Variables Beta t p

Growth -,07 -,87 ,388
Normative ,10 1,39 ,165
Achievement -,29 -3,86 ,000
Extrinsic -,01 -,07 ,946

R2 =,09; Adj. R2=,07; F = 5,165; p =,001

5. CONCLUSION

Present study aims to explore the effect of work values on different forms of employee voice. According to the results,
“achievement work values” predict supportive and constructive voice positively, defensive and destructive voice negatively.
Additionally, it is found that, normative work values effects defensive voice positively.

The factor structure of working values scale could not be found similar with the original scale. Although original scale is
composed of three factors, present study factor results delivered four scale. Normative, growth and extrinsic values are
corresponded but the third factor covers both normative and growth value items. The authors named it as “achievement”
because the items imply individuals achieved results and contribution in work settings. The reason of different factor result
might be because of the sample characteristics. Future research should analyze different sample types with same value
scale.

The relationship between employee voice and work values can be explained based on Conservation Resource Theory (COR).
COR states that individuals are motivated to obtain, sustain and foster their resources (Hobfall, 1989). They fight for or
approach to satisfaction or pleasure and flight from uncomfortable environments to keep their individual resources. COR
has basic two principles as resource conservation which motivates people to keep silent for retaining the resources and
resource accumulation which guides people to share their opinions for impressing others for the purpose of expanding their
networks (Gorgievski and Hobfoll, 2008). From this point of view, people having work values like “to perform the desired
profession” and “to be enriched in knowledge and to use it” might predispose to obtain resources and act for the sake of
company. Their constructive voice might be increased to help others and the company. Throughout the way they will be
able to foster and sustain their resources. The negative effect of these work values on defensive and destructive voice
might be explained with the flight approach (Hobfall, 1989). People avoid situations that can cause loss of resources. In
both destructive and constructive voice, individuals prefer to voice not to protect the company but to damage it. Negative
effect of these values imply loss aversion approach of employees. We can see “growth values” with items like “to have a
meaningful life” work the same way with supportive voice (positively) and destructive voice (negatively) but we see that
new factor “achievement values” have more explanation over four types of employee voices.

The last but not the least result that normative values covering “fulfillment of religious duties” and “avoiding missteps”
have positive effect on defensive voice. Defensive voice is speaking out against company practices despite their utility. This
result might be explained by “the level of risk aversion” employees have. People with normative work values are
predisposed to keep their stability and might perceive any change as a risk for their situation (Tevrlz et al., 2015). That is
why, they might not accept any change not to lose their position or resources without questioning its outcomes.

Finding out the positive and negative effect of work values on different forms of employee voice is critical and useful
information for the companies. During recruitment process, person-job fit is an important match to deliver positive
organizational results. Having “achievement” and “growth” work values might provide significant insights in identifying this
fit. For instance, having such values related to constructive and supportive voice might be valuable in jobs where creative
thinking is vital. To build fairness and democracy in organizational settings can be built upon the level of employee voice.

The employee voice scale of Maynes and Podsakoff (2014) delivered consistency with the original factors which might be
interpreted as a source of scale validation for Turkish sample, adding to Unler and Caliskan (in press). Voice literature is
needed to be enriched with different kinds of variables. Specifically, Turkish employees are predisposed to keep silent
rather than speaking out. For example, employees who offers new way of doing a task is said to be constructive, but if they
publicly complaint their company as a deliberate act it is destructive one. But we have scant knowledge about the types of
voice exercised specifically in Turkey. It is recommended to increase number of studies in relation with different forms of
voice in future.

According to Unler and Caliskan (in press) employees who trust their managers voice constructively more than who do not
trust. Additionally, managers’ attitude towards voice has a positive impact on employees’ level of psychological safety
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which results higher speaking up behaviors. Individuals who care conservation based values more than new experiences
might look for higher psychological safety levels that make them comfortable in voicing towards their managers.

The present study has some limitations. First of all, the sample scope should be increased covering other regions of Turkey
to understand the difference between regions in holding work values. Also, the way individuals voice might be varied
depending on environmental contingencies. Secondly, additional variables should be added to expand the scope of the
study.
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ABSTRACT

Purpose - In this study, we wanted to examine the role of brand love and customer engagement over brand loyalty whether they are
differentiating by demographic or socio-economic factors or not. It is expected to make a contribution to the literature by expanding brand
love and customer engagement by also relating it with brand loyalty.

Methodology — We collected data with survey method from 386 participants on internet by promoting it via social media advertisements.
Data has been analysed with SPSS 23, using ANOVA, T-test and F-test.

Findings- Results seem to be proving that demographic and socio-economic factors are differentiating brand love, customer engagement
and brand loyalty levels and there are significant differences between some sub age groups, education levels and gender.

Conclusion- In consideration of the results, managers of retail clothing sector could benefit from those sub-group differences while
positioning their brand or building their brands at first glance.

Keywords: brand love, customer engagement, brand loyalty, customer-brand relationships, brand relationship quality
JEL Codes: M30, M31, M39

1. INTRODUCTION

After the relationship between a brand and a customer has been grounded on relationship theories, customer-brand
relationships and the measurement of this relationship’s quality has gained importance. Referred as brand-customer
relationship, brand relationship and consumer-brand relationship in various studies, has also attracted attention to its
quality accordingly. Concepts like Brand Relationship Quality(BRQ) and Brand Love have been emerged in order to measure
this quality. On the other side, customer engagement has also emerged as a concept to examine the psychological state of a
customer through co-created business relations. Even though it is a relatively new concept in marketing literature, it is
getting an increased level of attention in the last few years. It is also viewed by the managers as a construct to enhance
stable relationships with their customers and obtain sustainability in their commercial life.

Though brand loyalty has been studied for decades, there is still no concensus over the exact definition and dimensions of
it. Its usage is so widespread that it has begun to lose its meaning(Demir, 2012). Some scholars are focused on the repeated
purchases and some others are focused on cognitive or affective aspects of brand loyalty. There are also scholars arguing
that a hybrid view on brand loyalty dimensions should be applied such as Dick & Basu(1994) and hence, we thought that it
would be more beneficial to examine the sub-dimensions too.

Recent studies on brand love has been swarmed around sectors like smartphones however we thought that these studies
should be also expanded to other sectors such as clothing. We made a pre-test with 58 participants to decide on which
sector this study should be done besides smartphones. According to the pre-test results, we decided to make this study on
clothing sector as participants claimed that they are connected to brands with love mostly on clothing after smartphones.
Therefore, we decided to conduct the study on clothing sector.
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Rolu”(Turkish), accepted at Istanbul University Institute of Social Sciences Department of Business in 2016.
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In this study, we aimed to measure brand love, customer engagement and brand loyalty levels of the participants and
wanted to examine if they significantly differ by the effect of demographic, socio-economic factors. That would give
managers and other researches some hints over the process of these constructs. We defined three main research questions
in this phase of the the study:

1) Does level of brand love differs by demographic and socio-economical state of an individual?
2) Does level of customer engagement differs by demographic and socio-economical state of an individual?
3) Does level of brand loyalty differs by demographic and socio-economical state of an individual?

In the light of these questions, our study was conducted and along with the relevant literature and findings are
summarised.

2. LITERATURE REVIEW
2.1. Brand Love

As derived from interpersonal relations area, brand love is “the degree of passionate emotional attachment a satisfied
consumer has for a particular trade name”(Carroll & Ahuvia, 2006). As Carroll and Ahuvia argue in the same article, it is
should also includes an individual’s statement’s about a particular brand, signifying love. In the literature, brand love is
somehow synonymous with brand-consumer relationships probably because of love is a relational concept and defines the
quality of a relationship.(Kolodny, 2003)

Even though it has been derived from interpersonal love, not all of the aspects of interpersonal love is relevant with brand
love as there are types of love and some dimensions are not related with brand love. For example sexual love is different
from brand love and thus brand love is not totally the same with interpersonal love(Batra et al., 2012). Therefore, brand
love should be seen as a different construct than interpersonal love however there are some similarities may be present
and future research could be beneficial.(Batra et al., 2012) The construct which merges these love dimensions on marketing
literature is considered as Shimp and Madden’s study and Shimp and Madden(Shimp & Madden, 1988) calls these term as
“consumer-object love”, which is seen as more appropriate by Carroll and Ahuvia(2006), to marketing context.

Fetscherin and Heinrich’s(2014) “Brand Feelings Matrix” defines brand love and brand passion as a state both signifies
strong relationship with the brand and positive feelings toward the brand. Therefore, brand love can also be considered as
a construct which signifies the level of brand-consumer relationship and brand relationship’s quality. In some studies, brand
love is seen synonymous with brand relationship quality.

2.1.1. Measurement of Brand Love

Considering that brand love is a recent construct, it can still be claimed that measurement of brand love is subject to
debate. Developed scales are limited in number and their developers are in concensus that further research needed. Albert
and Valette-Florence(2010) has summarised Carroll and Ahuvia’s and Thomson et al.’s studies about brand love scales and
proposed a new scale. These scale consists of two dimensions as Affection and Passion and higher values of R? compared to
other two scales with a total of 10 items.

As stated before, brand love both needs definitional and quantitative support in future researches as interpersonal love
items are subject to debate because of the difference of love.

2.2. Customer Engagement

Customer Engagement is defined as “psychological state that occurs by virtue of interactive, cocreative customer
experiences with a focal agent/object (e.g., a brand) in focal service relationships”(Brodie et al., 2011). Vivek et al.(2012)
takes this definition beyond the brand by also underlining service aspects of the brand such as physical aspects and
organizations around the brand. With these definitions, customer engagement differentiates itself from the kernel term
engagement, by also extending its borders to the psychological state of an individual which interacts with the brand. It is
also a bilateral term signifiying the co-creative process of the relationship. It is relatively new construct amongst
researchers and therefore it draws attention of scholars.

As these definitions underline strongly, CE is a state effected by the interactive experiences and thus, bilaterally considered
and a step beyond Customer Relationship Management(CRM) viewpoint, which could be argued as inbalanced towards the
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customer and company oriented. CE is about to balance this in favour of customers and this viewpoint can be seen more
aligned with contemporary customer-brand relationship context.

On the other hand, when considered that customer engagement is a relatively new area of study, relevant literature is
delimitative and needs to be broadened.

2.3. Brand Loyalty

Brand Loyalty(used synonymous in form of customer loyalty in brand context) is a famous construct in marketing literature
and widely studied for more than 50 years. However, scholars still have not agreed on a single viewpoint and continuing to
define brand loyalty from different viewpoints. These viewpoints have swarmed around cognitive, conative and affective
aspects of brand loyalty. Even though a lot of contribution has been made to marketing literature, this dispute may make
things more difficult when elaborating on this field for especially young researchers. These viewpoints on brand loyalty can
be divided in two as: (1)behavioral and (2)attitudinal. However, there is also a hybrid viewpoint pointing to both intentions
and behaviours should be seen to define brand loyalty.

Tucker(1964) uses brand loyalty synonymous with repated purchases. He simply ignores any of the psychological processes
in the brain and focuses solely on the repurchase. If an individual buys a specific product again, he/she seen as loyal to the
brand. This definition also ignores substitute and rival products. 9 years later, Jacoby and Kyner(1973) has criticised this
viewpoint with empirical support and also adding rival products to this equation by also expanding the scope to include
attitudinal factors. This dispute can be seen yet in academic researches however it is gladsome that both viewpoints are to
be included in various studies.

Dick and Basu(1994) revolutionarily merged these concepts in their framework and taken both viewpoints into account.
Oliver(1997) has also underlined a rival product or brand’s presence in order to claim that there is a loyalty and thus
broadened the concept. It can be claimed that hybrid approaches in brand loyalty studies are showed contemporarily.
Researchers in this study also wanted to examine the hybrid approach while measuring brand loyalty.

2.4. Theoretical Framework

In this study, researchers wanted to test whether brand love, customer engagement and brand loyalty levels differentiating
by demographic and socio-economic factors(age, gender, income, occupation, education) along with repurchase frequency
and having made a purchase from specific brand in the last 3 months or not. Our theoretical framework could be
summarised as in below:

Figure 1: Theoretical Framework

Brand Loyalty
-Conative

Demographic and Socio-Economic Factors -Cognitive
-Age -Affective
-Gender
-Education Level
-Income
-Occupation

Customer Engagement

Repurchase Frequency

Brand Love
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According to the proposed framework, researchers have developed these hypotheses below:

Hi.Brand loyalty level change significantly by demographic and socio-economical factors.
H,.Customer engagement level change significantly by demographic and socio-economical factors.
Hs.Brand love level change significantly by demographic and socio-economical factors.

H,.Brand loyalty level change significantly by repurchase frequency.

Hs.Customer Engagement level change significantly by repurchase frequency.

H,.Brand Love level change significantly by repurchase frequency.

3. DATA AND METHODOLOGY

3.1. Sector Decision

At first step, we wanted to decide on which sector we should conduct our research. Previous researches on brand love are
usually focused on smartphones and hedonic products, we decided to extend the scope of brand love researches to
another field. Therefore, we made a pre-test with 58 participants to decide our sector by asking them if they claim
themselves connected to a specific brand with love or not firstly. Then, we asked the participants to give the name of the
brand which they feel they are connected with love. We evaluated the results and clothing sector was second behind
smartphones. In order to make a different contribution to the literature, we decided to focus our research on clothing and
apparel sector.

3.2. Sampling

In this study we defined people aged more than 18 years and defining themselves as they are connected to specific brand
with love as our universe. There is no info known about the parameters of the universe, therefore, we took standard error
as 0.5 and in convenience sampling, our sample was calculated as 384 at 95% confidence interval.

3.3. Data Collection and Questionnaire Design

Survey method was used in this study to collect data. As scale development process would take an enormous time, we
decided to use statistically valid and reliable scales into consideration and used relevant scales in alignment with the
present literature. We used following scales from the respective studies below:

1) Brand Love Scale(Albert & Valette-Florence, 2014), 2 dimensions and 10 items
2) Customer Engagement Scale(Vivek et al., 2014), 3 dimensions and 10 items
3) Brand Loyalty Scale(Quester & Lim, 2003), 3 dimensions and 16 items

As we decided to conduct our research in Turkey, scales were translated into Turkish by researchers. A pre-test with 5
academicians from Istanbul Technical University and Istanbul University was conducted and items were found meaningful
in Turkish context. We also added socio-economic and demographic factors’ questions, along with the repurchase
frequency and built our questionnaire.

Our survey was conducted with more than 700 respondents from various cities of Turkey and they were gathered with help
of Facebook and Google advertisements on an online survey platform. However, only 383 of them were appropriate for the
research and they were taken into consideration.

4. FINDINGS AND DISCUSSIONS
4.1. Analysis of Results

As we wanted to test differences in these variables, we used IBM SPSS 23 program to use ANOVA, F and T tests to examine
whether brand love, customer engagement and brand loyalty differentiating by demographic, socio-economic factors and
repurchase frequency. Test were conducted with means and means are summarised as below:

Table 1: Means Used in This Study

Variable Mean
Brand Love 2.85
Customer Engagement 2.98
Cognitive Brand Loyalty 3.87
Affective Brand Loyalty 3.52
Behavioral/ Conative Brand Loyalty 3.07
Overall Brand Loyalty 3.47
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4.2. Findings

As we conducted relevant tests, we have noticed that our hypotheses have been partially supported. In example, we found
that none of the variables have differentiated by income level, marital status and occupation. However, we found that
there are significant differentiations in some of the demographic factors such as age, gender, education level and made
post-hoc tests afterwards. Researchers wanted to elaborate on these findings.

4.2.1. Age

After conducting ANOVA test, we found that customer engagement, affective brand Loyalty and overall brand loyalty
significantly differantiates by age. In order to see which groups are creating the differences, we used Tukey test and found
that affective brand loyalty differentiates between 18-25 age group and 36-45(Sig:0.032) age group. Overall brand loyalty
differentiates between 18-25 and 36-45(Sig: 0.047) age groups and 26-35 and 36-45(Sig: 0.033) age groups. We finally
found that customer engagement differentiates between 18-25 and 36-45(Sig: 0.004) and between 26-35 and 36-45(Sig:
0.002) age groups.

18-25 age group has a higher affective brand loyalty than 36-45 age group. In overall brand loyalty, 18-25 age group has a
higher level than 36-45 and 26-35 age group has a higher level than 36-45. In customer engagement, 18-25 and 26-35 age
groups have significanlty higher level than 36-45 age group.

These age group differences brough generation differences on our minds. However, Gur(2012) argues that loyalty profiles
of millennials and X generation is mainly similar. On the other hand, Lazarevic(2012) argues that Y generation customers
generally present significantly low levels of brand loyalty. We want to underline that 18-25 age group’s brand loyalty differs
mainly on affective brand loyalty and overall brand loyalty of this age groups is higher than other two groups because of
this and we argue that this should question the viewpoint of brand loyalty amongst the researchers.

Table 2: Tukey Test for Age Group Differences

Mean
Dependent Variable Difference | Std. Error | Sig.
(1-)
18-25 .51942" | ,15235 ,004
Customer 36-45 | 26-35 55611 | ,15438 | ,002
Engagement
46+ -,40863 ,19747 ,165
overall 18-25 -,36585 ,14058 ,047
Brand 36-45 26-35 -,38950 ,14245 ,033
Loyalty 46+ -,22093 118221 ,619
Affective 18-25 -,41188 ,14997 ,032
Brand 36-45 26-35 -,38456 ,15197 ,057
Loyalty 46+ 08725 | ,19439 | ,970
Behavioural/ 18-25 -,38503 ,18108 ,147
Conative 36 - 45 26-35 .,48388° | ,18349 ,043
Brand
Loyalty 46+ -,46365 ,23471 1199
4.2.2. Gender

Men are found to be cognitively more loyal to brand than women. This could be seen as men tend to give more importance
to product charecteristics however, more research is needed on this area. Meyers-Levy and Sternthal(1991) argues that
women’s threshold for message cues are lower than men and it can be interpreted from this that men need more
information to elaborate on characteristics of a specific product. However, researches on this differences is subject to
debate.
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Table 3: Tukey Test for Gender Differences

Std.
Variable Gender | N Mean L. T Sig.p.
Deviation
Male 1371]2,87 |0,869
Brand Love 0,064 | 0,800

Female | 246 2,85 [0,740
Customer Male 13712,97 ]0,956
Engagement | Female | 246 | 3,00 | 0,868
Cognitive Male 13714,05 |0,753

Brand 9,059 0,003
Female | 246]3,79 |0,836

0,070 0,792

Loyalty
Affective Male 13713,53 10,879
Brand 0,001 | 0,980
Female | 246 ] 3,53 |0,886
Loyalty
Behavioural/ | Male 13713,18 |1,019
Conative
2,108 0,147
Brand Female | 246 3,01 | 1,080
Loyalty
Overall Male 13713,55 10,803
Brand 1,774 0,184
Female | 246 | 3,43 |0,835
Loyalty

Melnyk et al.(2009) argues that women are more loyal to employees whereas men are more loyal to companies and this
signifies that women’s loyalty could be depending on social aspects of the company, rather than men’s loyalty to
information oriented loyalty.

4.2.3. Education Level

We found that primary school and secondary school graduates’ brand love, brand loyalty and customer engagement are
significantly higher than individuals graduated from higher levels of education, except for Ph.D graduates as no significant
difference with Ph.D has been found. We can interpret from this as much as education level increases, brand loyalty, brand
love and customer engagement levels decrease. As a social class symbol, when an individual has higher level of education,
brand loyalty level decreases(Kanwar & Pagiavlas, 2012). Kanwar and Pagiavlas interpret that with the increase of education
level, sensitivity to marketing communication activities decrease.

4.2.4. Purchase Frequency

In this study we found that customers who made at least a single purchase from the brand they love has higher levels of
brand love, customer engagement and brand loyalty than customers who do not. We also found that customer who make
repurchases in once a week and once in two weeks has higher levels of brand love, customer engagement and brand loyalty
than customers who make purchases less frequent than them. This also supports the repeated purchase on brand loyalty,
aligned with previous studies on brand loyalty.

5. CONCLUSION

First finding points to the generation differences which is also proven by other researches. Generation Y loves brands,
engages as a customer and more loyal to brands. Therefore, a specific company should concentrate on creating the brand
that Generation Y loves because they are ready to love you if your company really deserve it. Lazarevic(2012) describes Y
generation as “fickle” in this article’s title, however, one should also interpret that their loyalty dynamics could be different
than previous generations, rather than being “fickle”. Researchers of this study believes that more research is needed on
different generations’ loyalty types.

As much as education level increases, brand love, customer engagement and brand loyalty levels decrease. That signifies
that it is hard to achieve these if a company is serving to a group of highly educated consumers. If there is a low level of
loyalty, a company’s customers might be migrating to another company if they find a better set of offers. This can also be
an opportunity for rival companies to attract new customers to their company, thus their brand.
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Men are significantly more loyal to brands than women on cognitive perspective. Men are found to be in need of deep
information about any product and technical aspects are very important for them. If a company is to attract men to their
brand, you should be precisely informative. Recent studies on gender differences on information processing and loyalty
have different results than another, therefore, further research on different contexts are needed.

Customers may be loving a specific brand but the love is at the strongest point if customers are buying from the brand at
least one time in two weeks. Hereby, any type of brand love and customer engagement should be supported by frequent
purchasing. Leading customers to frequent purchasing by promotion mix elements could be generating non-spurious loyalty
to a specific brand in some contexts.

There are also a group of customers who are loyal to a brand and love the brand, however, did not purchase anything from
this brand for a significant time. They should be triggered to purchase more frequently to ensure that it is not spurious
loyalty, according to Dick & Basu(1994).

Considering that brand love and customer engagement are relatively fresh areas of study, more and more research is
needed. As researchers, we believe that there is a lack of variety of scales in these areas even though present scales and
valid and reliable.
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ABSTRACT

Purpose - This descriptive field study aims to reveal customer retention strategy formulation insights among top level marketing
professionals of the organized ready-to-wear textiles retailers, who are members of United Brands Association (BMD) both active in off-line
and online channels, in the Turkish market.

Methodology - Regarding the literature review conducted a research model with seven variables was proposed, and depending on the
proposed research model, six hypotheses were formulated. The research is conducted by a questionnaire which has been applied on-line,
by e-mail, post; which is designed specifically to test the proposed relationships, namely the hypotheses constructed. Factor analysis has
been conducted to reveal the dimensionality of the variables in the research model. In this regard, principle component analysis using
Varimax rotation was performed and the reliabilities of the scales have been assessed by alpha coefficient. Depending on the results of the
factor analysis, correlation and regression analyses have been used to test the hypotheses of the study.

Findings - Results indicate that perceived product quality, service support and complaint handling, customer experience and suggestions
provided and perceived price fairness have significant and positive effects on customer satisfaction. Furthermore, customer satisfaction,
trust towards service provided, trust towards company and brand, corporate reputation and corporate social responsibility have significant
and positive effects on customer retention.

Conclusion - The outcomes and findings of the study were found to support the objectives of the study and the results of the statistical
analysis were found to accept hypotheses of the study. Perceived product quality, perceived service quality, perceived price fairness, trust
and corporate image are some vital challenges for customer retention.

Keywords: Customer retention, customer satisfaction, trust, corporate image, organized ready-to-wear textile retailers in Turkey.
JEL Codes: M31, M30, M10

1. INTRODUCTION

Customer retention (CR) is the set of activities an organization undertakes in order to reduce customer defections.
Companies can boost profits by almost 100 percent by retaining just 5 percent more of their customers (Reichheld and
Sasser, 1990, p.105). Rust and Zahorik (1993), Reichheld (1996), and Mcllroy and Barnett (2000, p. 347) have highlighted
that the financial implications of attracting new customers may be five times as costly as keeping existing customers. The
current literature mainly concentrates only on consumers’ perspective and question their point of view. This study’s
originality comes from being the pioneer attempt to bring out an effective model to formulate customer retention
strategies in ready-to-wear textile sector in Turkey. The aim of this descriptive field research is to uncover and have a better
understanding about the marketing related factors influencing customer retention strategies used by organized ready-to-
wear textile retailers, based on marketing professionals’ insights whose companies are members of United Brands
Association (BMD) that are both active in offline and online channels. The proposed model in the dissertation is designed a
after through literature review to explore the factors that are capable of defining the variables in the hypotheses
constructed and determine the relationship between the extracted factors and the ways they interact with each other. The
research attempts to obtain tangible conclusions with its adjusted research model based on the findings of the field survey
which has been applied on-line.
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2. LITERATURE REVIEW

2.1.Customer Relationship Management, Customer Loyalty and Customer Retention

In contemporary marketing practice Customer Relationship Management (CRM) is seen as an excellent marketing discipline
with the mission of establishing a long-term relationship between the company and customers through which both sides
win better value (Pepi¢ and Duman, 2015, p.225). Rowe and Barnes (1998 cited in O’Malley and Tynan, 2000, p.801)
identify what they consider to be four tangible manifestations of Relationship Marketing (RM) in consumer markets: (1)
Locking in customers (cf. Barnes, 1994; Turnbull and Wilson, 1989; Palmer, 1995), (2) Customer retention (CR) (cf. Berry,
1983), (3) Database marketing (Copulsky and Wolf, 1990; Tracy and Wiersema, 1993), and (4) Close personal relationships
(cf. Barnes, 1994; 1995). The relationship between customer loyalty and satisfaction, profitability and customer retention is
described within the framework of relationship marketing (Mcllroy and Barnett, 2000, p.p. 347). Kotler et al. (2003) clearly
highlights that winning companies are more productive in acquiring, keeping, and growing customers. The hierarchical
structure that, Ziethalm and Bitner (2000, p. 140) describe between acquiring, satisfying, retaining and enhancing
customers has been used as the main distinction in this study. The role of CRM is to assist firms in leveraging “the
information and experience in acquisition, development and retention of a profitable customer portfolio,” which Wayland
and Cole (1997, p. 32) call customer knowledge management. Ranaweera and Parabhu’s (2003) CR definition highlighting
“future propensity of a customer to stay with the service” are in line with Zeithalm’s (1996) “future behavioral intentions”,
the target is to sustain future customer portfolio. Relationships conducted via online channel tools are also under focus.
Mcllroy and Barnett (2000, p. 348) define customer loyalty as “a customer's commitment to do business with a particular
organization, purchasing their goods and services repeatedly, and recommending the services and products to friends and
associates”. Virtual communities are a platform to share information between members or customers. Sands (2003 cited in
Nikhashemi et al., 2013, p.82) describe online community as one e-group where the members receive the messages or
emails posted and replied by other members in the group. Customers, who have used the product or the service, can use
blogs, company sites, or other online platforms to share useful information which are also a source for companies to collect
customer feedback and market their brands, products and services.

Customer retention has a direct impact on profitability and past research has claimed that it can be five times more
expensive to obtain a new customer than to retain one Haywood (1989, cited in Mcllroy and Barnett, 2000, p. 347). “As a
customer’s relationship with the company lengthens, profits rise. And not just a little. Companies can boost profits by
almost 100 percent by retaining just 5 percent more of their customers (Reichheld and Sasser, 1990, p.105). Gan,

Stum and Thiry (1991, cited in Gan, Cohen, Clemes, and Chong, 2006, p.84) argue that, retained customers do demonstrate
immunity to competitive pull. This is supported by Strandvik and Liljander (1994) in an exploratory study of customer
relationship strength.

2.2. Perceived Service Quality

Daughtrey, Vowles, and Black (2013, p.294) also support that service quality based satisfaction results in loyalty.
Furthermore it was found that service organization employees form particularly close relationships with customers because
employees and customers often work together in the creation of many services, where services are produced by employees
and consumed by customers simultaneously (Lovelock, 1981; Berry, 1980, cited in Gan et al., 2006, p.88). Thus, employees
actually become a part of the service. Aflaki and Popescu (2013) focus on managing service, as they evaluate it as a more
effective driver of customer retention than prices; and they refer to supportive findings of Liu (2007), and Pfeifer and
Ovchinnikov (2011). Potter-Brotman (1994, pp.55-56) concludes that “everyone who interacts with customers must
become an active agent for customer retention.” Parasuraman, Zeithalm and Berry (1985, cited in Shahin, n.d., p.2)
proposed that ten dimensions determine service quality: reliability, responsiveness, competence, access, courtesy,
communication, credibility, security, understanding/knowing the customers, and tangibles. Thus, they proposed that the
differences between perceived performance and expected performance of these ten dimensions determine overall
perceived service quality.

Brady and Cronin (2001, pp.34-49) has gathered remarkable previous studies on perceived service quality in the co-joint
article. The conceptualizations are given in Figure 1. The best thing a company can do is to make it easy for the customer to
complain. Suggestion forms, toll-free numbers, web sites, and e-mail addresses allow for quick, two-way communication
(Kotler and Keller, 2006, p. 155).
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Figure 1: Conceptualizations Advanced in Literature

Az The Nordic Model B: The SERVQUAL Model
(Griinroos 1984) (Parasuraman, Zeithaml, and Berry 1988)
Perverved Service Quality
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What? How?
C: The Three-Component Model D: The Multilevel Model
(Rust and Oliver 1994) (Dabholkar, Thorpe, and Rentz 1996)
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Diimensions
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Product Delivery Environment Subdimensions

Source: Brady, M.K., Cronin, Jr.J.J., 2001. Some New Thoughts on Conceptualizing Perceived Service Quality: A Hierarchical Approach. The
Journal of Marketing, Vol. 65, No. 3, p.35

Figure 1, Panel A identifies two service quality dimensions: functional quality represents how the service is delivered; that
is, it defines customers' perceptions of the interactions that take place during service delivery. Technical quality reflects the
outcome of the service act, or what the customer receives in the service encounter. Panel B, which views service quality as
the gap between the expected level of service and customer percep-tions of the level received. Panel C: Offer a three-
component model: the service product (i.e., technical quality), the service delivery (i.e., functional quality), and the service
environment. Panel D: Because of the reports of SERVQUAL's inconsistent factor structure, Dabholkar, Thorpe, and Rentz
(1996) identify and test a hierarchical conceptualization of retail service quality that proposes three levels: (1) customers'
overall perceptions of service quality, (2) primary dimensions, and (3) subdimensions (Brady and Cronin, 2001).

2.3. Perceived Product Quality

Gumesson (2002) argues that perceived quality is the value of the customers’ experiences with the product/service that is
important to consider when developing products and services. Hinterhuber, Matzler (1998) and Buttle (2008) highlight
Kano’s (1984) product quality model that distinguishes between three forms of quality. Basic qualities are those that the
customer routinely expects in the product. The second form is linear quality. These are attributes of which the customer
wants more or less. The third form is attractive quality. These are attributes that surprise, delight and excite customers.
Further studies developed Kano’s model (1984) developed into 5 types of different product requirements: (1) Attractive
quality, (2) One-dimensional quality, (3) Must-be quality, (4) Indifferent quality: respondent’s saying is “I can live with it that
way” in others words has no difference, (5) Reverse quality: respondent’s saying is “I dislike it that way” (Wu, Tang and
Shyu, 2010).

2.4. Price Fairness

In business markets, value “is the worth in monetary terms of the technical, economic, service, and social benefits a
customer company receives in exchange for the price it pays for a market offering” (Anderson and Narus, 1998, p. 54). The
clearer the pricing policy is, the higher the price receptiveness; a difficult task for manufacturers given the sensitiveness of
customers and the current strong competition (Preikschas, Cabanelas, Rudiger, and Lampdn, 2017, p.415). Ranaweere and
Neely (2003) support the hypothesis that the better the perceived price is, the greater is the level of repurchase intentions.

2.5. Customer Satisfaction

Gustafsson, Johnson and Roos (2005, p.210) define customer satisfaction as: a customer’s overall evaluation of the
performance of an offering to date (Johnson and Fornell 1991). Askhay (2007) developed an e-satisfaction model, which
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consists of five major contexts; under these five contexts there are eighteen factors that influence e-satisfaction. These five
contexts are convenience, merchandising, site design, security and serviceability. As Danesh, Nasab, and Ling (2012, p.142)
stated “The literature review recognized customer satisfaction has traditionally been regarded as a most important
characteristic of long-term customer behavior (Oliver, 1980; Yi, 1990). The more satisfied customers are, the greater is their
customer retention (Anderson and Sullivam, 1993; Fornell, 1992; Lee et al., 2001; Ranaweera and Prabhu, 2003). In a study
by Cronin and Taylor (1992) and Patterson et al. (1997), it is recognized that customer satisfaction has a meaningful and
positive effect on the repurchasing of a customer in a special classification of services. It is expressed by a team of
researchers that customer satisfaction is an indisputable manner in determining the degree of customer retention for the
current buyers in the professional services (Day et al., 1988). It is also reiterated by Day et al. (1988) and Kotler (1994) that
the customer satisfaction is a significant factor to customer retention”.

2.6. Trust

Fukuyama (1995) defines mutual trust as a kind of social capital. Customer trust is likely to be a strong driver of customer
retention (Ranaweera and Prabhu, 2003). Mayer, Davis and Schoorman (1995, cited in Danesh, Nasab and Ling, 2012,
p.142) define trust as “the willingness of a party to be vulnerable to the actions of another party based on the expectation
that the other will perform a particular action important to the trustor. Trust is developed successively as a result of gradual
dependence on the relationship resulting from mutual adaptation to the other party’s needs (Gounaris, 2003).

2.7. Corporate Image

According to Barich and Kotler (1991), the corporate image describes how the public views the company’s goodwill toward
society, employees, customers, and other stakeholders. Their holistic image framework is composed of corporate social
conduct, corporate contributions conduct, corporate employees conduct, company brand conduct, product, salesforce,
communications, distribution channels, service, support and price. Accordingly, a number of factors such as quality
products, quality services and reasonable prices are deemed to influence value judgement (Gan et al., 2006, p.86). Kotler
(2003, p.206) states that, “The consumer develops a set beliefs about where a set of beliefs about where each brand stands
on each attribute. The set of beliefs about a brand make up the brand image. The consumer’s brand image will vary with his
or her experiences as filtered by the effects of selective perception, selective distortion and selective retention”. A person’s
image of a certain brand also contributes to its corporate image.

According to Gronroos (1990, cited in Akbar, 2013, p.46) “(corporate) image is a filter which influence the perception of the
operation of the company”. Corporate image is considered a sum of beliefs, ideas, and impressions that the customer has
of a firm; which can be the result of experiences with purchasing and consuming goods or of information consumers
extracted from their surroundings (Nguyen, Leclerc, and LeBlanc, 2013, p. 98). Bitner (1990) proposes that cues from the
physical environment are instrumental in communicating the firm’s purpose and image.

3. DATA AND METHODOLOGY

The study aims to measure the respondents’ (top managers) attitudes towards customer satisfaction and customer
retention. Depending on the literature survey conducted the effects of perceived product quality, perceived service quality
and perceived price fairness on customer satisfaction is examined. Due to the importance of customer retention for the
companies, in the next step the effects of customer satisfaction, trust and corporate image on customer retention are
analysed. In other words, the study aimed to draw a picture of the factors that affect customer satisfaction and finally
customer retention. In this regard, it is proposed that the findings of the study will shed light on marketing managers’
customer satisfaction and retention strategies by revealing the factors that lead customer satisfaction and customer
retention.

The study population is selected members of the United Brands Association (BMD), who are organized ready-to-wear
retailers operating both in real and virtual markets (with their own website). They form the target population of the field
research of this thesis. In order to have more similar archetype and formulation of firm strategies, footwear only retail
sector is excluded from the target population as footwear sector has epigenetic characteristics.

The research is conducted by user questionnaires. A total of 46 respondent questionnaires are collected (out of 54
companies). Several methods have been utilized in the data collection process, such as conducting the questionnaire by
mail, electronic mail (accompanied by a cover letter) and phone calls. 46 of the questionnaires obtained included in the
analysis. 5 point Likert scale “1=Strongly Disagree” to “5=Strongly Agree” was employed to measure all the items in the first
part of the questionnaire. The survey statements; between 1 and 12 are related with basic facts and demographic
information, between 13 and 55 are related with the hypotheses, 56 and 57 are open-ended questions, which will be
contributing to the related hypothesis at the end of the study.
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Regarding the literature review, following model (Figure 2) was designed and was proposed to be used in the study.
Depending on the research model proposed, six hypotheses were formulated:

Figure 2: Proposed Research Model

Perceived Product Quality H
1

Customer Satisfaction HA

Customer Retention
Perceived Service Quality H
2 Trust H
5
Perceived Price Fairness H3 Corporate Image Hs

The hypotheses can be summarized as follows (question links are given at Figure 3-8):

Hy: There is a significant and positive effect of perceived product quality on customer satisfaction.
H,: There is a significant and positive effect of perceived service quality on customer satisfaction.
Hs: There is a significant and positive effect of perceived price fairness on customer satisfaction.
H,: There is a significant and positive effect of customer satisfaction on customer retention.

Hs: There is a significant and positive effect of trust on customer retention.

Hg: There is a significant and positive effect of corporate image on customer retention.

The details about the items (questions) used in the questionnaire to measure the related variables are summarized in the
following figures. The survey question 18 (SQ18 = We believe that, we have a high level of customer satisfaction), measures
the customer satisfaction level from the perspective of the managers.

Survey questions for each hypothesis is given in the below figures (Figure 3-8).

Figure 3: The Questions Designed for Measuring H,

S.Q.: Survey Question

S.Q.16: Offering as many product
types as possible in the on-line
(internet) channel is important for
customer satisfaction.

S.Q.13: Providing detailed S.Q.15: Offering a wide range of
information, sufficient products, ensuring that you find
introduction, user opinions etc. what you need, without having to
about the products is important in browse another site is crucial to
terms of customer satisfaction. customer satisfaction.

S.Q. 17: Offering as many product
types as possible in the off-line
(store) channel is important for
customer satisfaction.

S.Q.14: The accuracy and quality of
the information given about the
product is important for customer
satisfaction.

H1: There is a significant and
positive effect of perceived
product quality on customer
satisfaction.

Survey questions designed for measuring H; are detailing accuracy and detail of the product information, assortment
variety and types of the offered products in summary.
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Figure 4: The Questions Designed for Measuring H,

S.Q.: Survey Question

S.Q.22: The availability of

S.Q.19: Having the on-line (internet) different channels such as on-

store always working condition and line (internet) service and e-

proper functioning of all functions is mail other than tele-support

S.Q.23: Sharing information about
product or service experience via on-
line (internet) communities or club is
important for customer satisfaction.

important for customer satisfaction. as a service affects customer

satisfaction positively.

S.Q.20: Continuous updating of the on-

line (internet) store is important for b

customer satisfaction.

S.Q. 24: Clearly specifying the return
policy, the guarantee terms and how to
get the money back is important for
customer satisfaction.

H2: There is a significantand
5.Q.21: Itis important for customer positive effect of perceived service

satisfaction to have customer service quality on customer satisfaction.

and support from the beginning to the
end of the buying period.

S.Q. 25: Offering suggestions according
to customers' shopping preferences at
the on-line (internet) store is important
for customer satisfaction.

S.Q. 27: Off-line (store)
service quality level is an

S.Q. 28: On-line (internet) service quality
level is an important determinant of important determinant of

customer satisfaction. customer satisfaction.

S.Q. 26: Offering suggestions based on
customer's on-line navigation history is
important for customer satisfaction.

Survey questions designed for measuring H, are detailing full functionality and updating of websites, service support,

service quality, online experience sharing, offering suggestions to the consumer.

Figure 5: The Questions Designed for Measuring H;

S.Q.: Survey Question

S.Q.29: When the product price is explained with its $.Q.32: It is important for
advantages, and comparison opportunity is given, it the customer satisfaction
offers an advantage in terms of customer that the price paid by the
satisfaction. customers is appropriate in
terms of product quality.

S.Q.33: It is important for
customer satisfaction that
the price of products on the
on-line (internet) and off-line
(store) sales channels are

S.Q.30: Sending special discount invitations to your
cristamers ic imnartant far clistamer caticfactinn

A

S.Q.31: Keeping history of the products that
customers are interested in and proposing discounts
at the on-line channel is important in terms of
customer satisfaction.

Survey questions designed for measuring Hz are detailing prices, discount invitations,

channel on customer satisfaction.

Figure 6: The Questions Designed for Measuring H,

S.Q.: Survey Question

S.Q.37: Employees' willingness to
listen to customers' needs has a
positive impact on customer
retention.

S.Q.35: Customer service support and a
successful complaints management
process contribute to customer retention
by increasing customer satisfaction.

S.Q.36: Being able to produce effective
solutions to customer complaints
contributes to our ability to retain
customers.

H4: There is a significant and
positive effect of customer
satisfaction on customer retention.

H3: There is a significant and
positive effect of perceived price
fairness on customer satisfaction.

always the same.

S.Q. 34: Better price on on-
line (internet) channel is
important for customer
satisfaction.

pricing policies according to the

S.Q.38: If any, a price advantage
explained with its reasons offered
in the on-line (internet) channel
has a positive effect on customer
retention.

S.Q.39: Keeping on-line (internet)
offored products in stock
contribute positively to customer
retention.

Survey questions designed for measuring H, are detailing service support, complaints management, listening to the
customers, price differentiation policies between on-line and off-line channels and inventory level policies on retention.
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Figure 7: The Questions Designed for Measuring Hs

S.Q.: Survey Question

S.Q.40: On-line (internet) information
security, such as credit card information,
personal information and purchase
records, has a positive impact on
customer trust.

S.Q.43: In the case of on-line

(internet) orders, the trust that
the customer's product will be
shipped is important for the
retention of customers.

S.Q.44: It is important to be
honest with customers and
provide accurate information on
time.

S.Q.41: Customer confidence in our
ability to fulfill our commitments has a

T

H5: There is a significant and positive

S.Q.45: Customer trust in the
ability of employees to offer
products and services is important
in terms of customer retention

positive effect on our ability to retain
customers.

effect of trust on customer retention.

v

S.Q.47: Customers' trust in the
brand contributes positively to
their retention.

S.Q.46: Customer confidence that
employees are knowledgeable
and competent at what they do is
important for retaining
customers.

S.Q.42: The customer's trust that the
product will be delivered at the stated \
delivery time will have a positive effect

on the customer retention.

Survey questions designed for measuring Hs are detailing on-line security, customer trust in various perspectives from to
the brand, delivery, to ability to perform, and honesty to the customer and trying to highlight their effects on customer
retention.

Figure 8: The Questions Designed for Measuring Hg

S.Q.: Survey Question

S.Q.51: Sending newsletters to our
customers has a positive impact on
customer retention.

S.Q.52: A unique website
design is important for
customer retention.

S.Q.48: Sensitivity to the environment and
social responsibility activities contribution
to the corporate image are important in
terms of clictnmer retention

H6: There is a significant and
positive effect of corporate image
on customer retention.

S.Q.53: Off-line store
atmosphere is important for
clictnmer retentinn

S.Q.49: | think that the reputation of the
company plays an important role in
retaining customers.

S.Q.54: On-line (internet)
store design is important for
customer retention.

S.Q.50: The fact that the firm's physical
areas are in good condition is important
for customer retention.

S.Q.55: The firm's involvement in social
responsibility activities is importan for
the retention of customers.

Survey questions designed for measuring Hg are detailing environmental sensitivity, reputation, effects of physical
condition/design and atmosphere, effect of newsletters, social responsibility, and website design on customer retention.

Several analyses have been performed in this study. Despite frequency analysis, factor analysis has been conducted to
reveal the dimensionality of the variables in the research model. In other words, the aim of the factor analysis was to find
out whether the variables are unidimensional or not. In this regard, principle component analysis using Varimax rotation
was performed and the reliabilities of the scales have been assessed by alpha coefficient.

Depending on the results of the factor analysis, correlation and regression analyses have been used to test the hypotheses
of the study. There are seven variables in the research model. Since six of them has more than one question, factor analysis
was performed for all of these six variables that are perceived product quality, perceived service quality, perceived price
fairness, trust, customer retention and corporate image. Among the seven variables in the research model, only customer
satisfaction was measured by one question (Q18 = We think that, we have a high customer satisfaction level), which means
that there is no need to assess the unidimensionality of this variable. The results of the factor analysis are summarized as
follows:

Factor Analysis for Perceived Product Quality: To reveal the dimensions of material values scale exploratory factor analysis
with Principle component factoring and Varimax rotation was conducted. In order to test the appropriateness of the data
for factor analysis Kaiser-Meyer-Olkin measure of sampling adequacy and Bartlett test of sphericity tests were employed. In
the initial analysis the scores were adequate to conduct factor analysis.
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Next, the diagonals of the anti-image correlation matrix were examined and it is concluded that other than question 13
(anti image correlation value = 0.498) all the values are higher than 0.50 supporting the idea that these items of the scale
are appropriate for the factor analysis. This outcome required the exclusion of question 13. After this step, the factor
analysis was conducted again on four items of the perceived product quality scale.

The results of the test mentioned were satisfactory pointing out that data is adequate for conducting factor analysis
(KMO=0.616; Bartlett Test: Approx.Chi-Square= 36.583; df=6; Sig=0.000). In fact, KMO levels between 0.60 — 0.70 signals
moderate levels of appropriateness but considering the low sample size this values can be regarded as acceptable and well
enough for this study (Durmus, Yurtkoru and Cinko, 2011, p.80).

In this second factor analysis, the diagonals of the anti-image correlation matrix were examined again and it is concluded
that all the values are higher than 0.50 supporting the idea that each item of the scale is appropriate for the factor analysis.
Factors with eigenvalues over one were retained while the items with factor loadings below 0.50 were discarded (Hair,
Anderson, Tahtam and Black, 1998).

The results of the factor analysis for perceived product quality point out the unidimensional structure of the variable. In
other words, there is only one factor explaining the 51.579% of the total variance (KM0=0.616; Bartlett Test: Approx.Chi-
Square = 36.583; df=6; Sig=0.000). The items under this variable and the reliability values (Cronbach’s Alpha Values) are
explained in the table below. As can be seen from Table 1, Cronbach’s alpha level of the factor is acceptable since it is
higher than 0.70 (Nunnally, 1979).

Table 1: Results of the Factor Analysis for Perceived Product Quality

Factor-1: Perceived Product Quality

Q14: The accuracy and quality of the information given about the product is important for customer satisfaction.

Q15: Offering a wide range of products, ensuring that you find what you need, without having to browse another site is crucial to
customer satisfaction.

Q16: Offering as many product types as possible in the on-line (internet) channel is important for customer satisfaction.

Q17: Offering as many product types as possible in the off-line (store) channel is important for customer satisfaction.

(Total Variance Explained= 51.579%, Eigenvalues=2.063; Cronbach’s Alpha=0.712)
Note: Since only one factor was extracted factor loadings cannot be displayed.

Factor Analysis for Perceived Service Quality: The same steps were followed for the factor analysis of perceived service
quality. In the initial analysis the anti-image correlation value of Q20 (question 20) was lower than 0.50. Due to this factor
Q20 was discarded and the factor analysis was repeated.

The second factor analysis results showed that the data are available for conducting factor analysis (KM0=0.826; Bartlett
test = Approx. Chi-Square=227.197; do=36 Sig=0.000). Factor loadings and the results of the reliability analysis were all
satisfactory including values within the acceptable range. As a result no items were eliminated in the factor analysis and
two factors were obtained. The total variance explained was approximately 67%. The results of the exploratory factor
analysis for perceived service quality are summarized in Table 2 (KMO=.826; Bartlett test = Approx.Chi-Square=227.197;
df=36 Sig=0.000).
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Table 2: Results of the Factor Analysis for Perceived Service Quality

Factor % of Eizenvalues Cronbach’s
Loading | Variance B Alpha

Factor-1: Service Support and Complaint Handling 34.817 4.837 0.846
Q21: It is important for customer satisfaction to have customer service and

L ) ) 0.902
support from the beginning to the end of the buying period.
Q24: Clearly specifying the return policy, the guarantee terms and how to get 0.784
the money back is important for customer satisfaction. ’
Q28: On-line (internet) service quality level is an important determinant of 0736
customer satisfaction. ’
Q22: The availability of different channels such as on-line (internet) service
and e-mail other than tele-support as a service affects customer satisfaction 0.628
positively..
Q27: Off-line (store) service quality level is an important determinant of 0.530
customer satisfaction. ’
Factor-2: Customer Experience and Suggestions Provided 32.289 1.203 0.813
Q26: Offering suggestions based on customer's on-line navigation history is 0.887
important for customer satisfaction. ’
Q25: Offering suggestions according to customers' shopping preferences at 0.872
the on-line (internet) store is important for customer satisfaction. ’
Q19: Having the on-line (internet) store always working condition and proper 0.596
functioning of all functions is important for customer satisfaction. ’
Q23: Sharing information about product or service experience via on-line 0.588
(internet) communities or club is important for customer satisfaction. :

(KMO=.826; Bartlett test = Approx.Chi-Square=227.197; df=36 Sig=0.000)

Factor Analysis for Perceived Price Fairness: Due to low factor loadings and anti-image correlation values Q33 and Q34
were excluded from the analysis depending on the results of the initial factor analysis. After the elimination of these items,
the factor analysis was repeated. Based on the final factor analysis results the KMO and Bartlett test values are satisfactory
(KMO=0.649; Bartlett test = Approx.Chi-Square=33.724; df=6 Sig=0.000). Also results revealed that this variable is
unidimensional. In other words, there is only one factor explaining the 52.724% of the total variance. The Cronbach’s Alpha
value of this factor is also acceptable (a = 0.699). Other values are: Total Variance Explained=52.724%, Eigenvalues=2.109,
Cronbach’s Alpha=0.699.

Table 3: Results of the Factor Analysis for Perceived Price Fairness

Factor-1: Perceived Price Fairness

Q29: When the product price is explained with its advantages, and the comparison opportunity is given, it offers an advantage in terms
of customer satisfaction.

Q30: Sending special discount invitations to your customers is important for customer satisfaction.

Q31: Keeping history of the products that customers are interested in and proposing discounts at the on-line channel is important in
terms of customer satisfaction.

Q32: It is important for the customer satisfaction that the price paid by the customers is appropriate in terms of product quality.
(Total Variance Explained=52.724%, Eigenvalues=2.109, Cronbach’s Alpha=0.699)

Factor Analysis for Customer Retention: The results of the factor analysis for customer retention point out the
unidimensional structure of the variable. In other words, there is only one factor explaining the 59.543% of the total
variance (KM0=.793; Bartlett test = Approx.Chi-Square=92.379; df=10; Sig=0.000). All the values for KMO and Bartlett test
are above the acceptable levels.

When the Cronbach’s Alpha value of the factor was examined, it is noted that this value is 0.793. But as can be seen from
Table 4, deletion of Q38 increases the Cronbach Alpha level by approximately 7%. Depending on the results of the reliability
analysis Question 38 is discarded and the factor analysis is repeated.
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Table 4: Cronbach’s Alpha Values If Items Are Deleted

Survey Scale Mean if Scale Variance if Corrected Item- Cronbach's Alpha

Qustion Item Deleted Item Deleted Total Correlation if ltem Deleted
Q35 16.20 6.161 0.748 0.699
Q36 16.22 6.618 0.727 0.715
Q37 16.48 6.211 0.666 0.723
Q38 17.04 7.154 0.291 0.862
Q39 16.50 6.833 0.561 0.758

The results of the final factor analysis are similar with the first one pointing out the unidimensional structure of the
variable. But it is noted that this time, the factor obtained explained the 71.326% of the total variance. All the values for
KMO and Bartlett test are above the acceptable level again (KMO=.779; Bartlett test = Approx.Chi-Square=88.857; df= 6,
Sig=0.000). As expected the deletion of Q38 increased the Cronbach Alpha level to 0862. Values of factor analysis are: Total
Variance Explained=71.326%, Eigenvalues=2.853; Cronbach’s Alpha=0.862. The statements under the customer retention
factor are summarized in Table 5.

Table 5: Results of the Factor Analysis for Customer Retention

Factor-1: Customer Retention

Q35: Customer service support and a successful complaints management process contribute to customer retention by increasing
customer satisfaction.

Q36: Being able to produce effective solutions to customer complaints contributes to our ability to retain customers.

Q37: Employees' willingness to listen to customers' needs has a positive impact on customer retention.

Q39: Online (internet) satigsa sunulan Grtinlerin stokta olmasi musterilerin elde tutulmasina olumlu katki saglar.
Total Variance Explained=71.326%, Eigenvalues=2.853; Cronbach’s Alpha=0.862

Factor Analysis for Trust: The same steps were followed for the factor analysis of trust. Results of the tests conducted
showed that the data are available for conducting factor analysis (KMO=.758; Bartlett test = Approx.Chi-Square=215.200;
df=28, Sig=0.000). The results of the factor analysis pointed out that there are two factors explaining the 71.345% of the
total variance. The reliability values of the factors are within the acceptable range. The results of the exploratory factor
analysis for trust are summarized in the table below.

Table 6: Results of the Factor Analysis for Trust

Factor % of Eizenvalues Cronbach’s
Loading Variance g Alpha

Factor-1: Trust Towards The Services Provided 39.133 4.322 0.880

Q43: In the case of on-line (internet) orders, the trust that the customer's 0.876

product will be shipped is important for the retention of customers. :

Q42: The customer's turst that the product will be delivered at the stated 0.831

delivery time will have a positive effect on the customers retention. ’

Q41: Customer confidence in our ability to fulfill our commitments has a 0.812

positive effect on our ability to retain customers. :

Q44: It is important to be honest with customers and provide accurate 0.807

information on time. ’

Factor-2: Trust Towards The Company and Brand 32.212 1.386 0.810

Q46: Customer confidence that employees are knowledgeable and competent 0.925

at what they do is important for retaining customers. ’

Q45: Customer trust in the ability of employees to offer products and services 0.869

is important in terms of customer retention. ’

Q47: Customers' trust in the brand contributes positively to their retention. 0.650

Q40: On-line (internet) information security, such as credit card information, 0.534

personal inf. and purchase records, has a positive impact on customer trust. ’

(KMO=.758; Bartlett test = Approx.Chi-Square=215.200; df=28, Sig=0.000)
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Factor Analysis for Corporate Image: The initial factor analysis performed required the deletion of Q50 due to low factor
loading (0.402). After discarding this item the factor analysis was performed again. The results of the second factor analysis
showed that the data are appropriate for conducting factor analysis with values of (KM0O=0.633; Bartlett test = Approx. Chi-
Square=109.352; df=21, Sig=0.000). Depending on the results of the factor analysis it is concluded that there are two
factors with eigenvalues greater than one, explaining the 62.536% of the total variance. When the Cronbach’s Alpha values
are examined it is revealed that the deletion of Q51 in the second factor increases the Cronbach’s Alpha value by
approximately 12%. Thus, Q51 is discarded and the factor analysis was repeated for the third time.

The results of the last factor analysis showed that the data are appropriate for conducting factor analysis with values of
(KMO=.613; Bartlett test = Approx.Chi-Square=96.633; df=15, Sig=0.000). Depending on the results of the factor analysis it
is concluded that there are two factors with Eigenvalues greater than one, explaining the 68.712% of the total variance. The
Cronbach’s Alpha values of the factors are also acceptable. The results of the factor analysis conducted for corporate image
is summarized in the following table (Table 7).

Table 7: Results of the Factor Analysis for Corporate Image

Factor % of Eizenvalues Cronbach’s
Loading | Variance B Alpha
Factor-1: Corporate Reputation 38.559 2.774 0.750
Q54: On-line (internet) store design is important for customer retention. 0.829
Q52: A unique website design is important for customer retention. 0.768
Q53: Off-line store atmosphere is important for customer retention. 0.730
Q49: | think that the reputation of the company plays an important role in 0.655
retaining customers. ’
Factor-2: Corporate Social Responsibility 30.153 1.348 0.859
Q55: The firm's involvement in social responsibility activities is importan for the 0.940
retention of customers. :
Q48: Sensitivity to the environment and social responsibility activities
contribution to the corporate image are important in terms of customer 0.900
retention.

(KMO=.613; Bartlett test = Approx.Chi-Square=96.633; df=15, Sig=0.000).

Research Model and Hypotheses after the Factor Analysis: Since three of the variables in the model have more than one
dimension, there is a need to adjust the research model considering these dimensions of the factors. In other words,
depending on the results of the factor analysis research model and the hypotheses are reformulated. The following figure
(Figure 9) summarizes the research model after factor analysis results.

Figure 9: Adjusted Research Model after Factor Analysis

Trust
T i Provi
Perceived Product Quality e Trust towards Services Provided
H, e Trust towards Comp. & Brand
HSa H5b
Perceived Service Quality v
® Service Support & Hza Customer i Customer
Complaint Handling > >
e Customer Experience & Satisfaction Retention
Suggestions Provided Hap Y
Hea Heb
Perceived Price Hs Corporate Image
Fairness e (Corporate Reputation
e Corporate Social Responsibility
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Hy: There is a significant and positive effect of perceived product quality on customer satisfaction.

H,: There is a significant and positive effect of a) service support and complaint handling and b) customer experience and
suggestions provided on customer satisfaction.

Hs: There is a significant and positive effect of perceived price fairness on customer satisfaction.
H,: There is a significant and positive effect of customer satisfaction on customer retention.

Hs: There is a significant and positive effect of a) trust towards services provided and b) trust toward company and brand on
customer retention.

Hg: There is a significant and positive effect of a) corporate reputation and b) corporate social responsibility on customer
retention.

So, depending on the results of the factor analysis nine hypotheses are provided in total. In total, six of these are
formulated as sub hypotheses of H,, Hs and He.

Results of the Correlation and Regression Analyses: In order to test the hypotheses of the study multiple regression
analysis is conducted. The first multiple regression analysis was conducted to reveal the effects of perceived product
quality, service support and complaint handling, customer experience and suggestions provided and perceived price
fairness on customer satisfaction. Since there are several independent variables and only one dependent variable
(customer satisfaction) multiple regression analysis was employed.

The other multiple regression analysis was conducted to examine the effects of customer satisfaction, corporate
reputation, corporate social responsibility, trust towards services provided and trust towards company and brand on
customer retention. But before the multiple regression analysis a correlation analysis was performed to reveal the
correlations between the independent variables. The results of the Pearson correlation analysis are summarized below:

As can be seen from Table 8, perceived product quality, service support and complaint handling, customer experience and
suggestions provided and perceived price fairness have statistically significant correlations between customer satisfaction
(Sig values (p values) respectively are= 0.001; 0.000; 0.000 and 0.000). The correlation levels of customer satisfaction with;
(1) Perceived product quality is 46.6%, (2) Service support and complaint handling is 65.8%, (3) Customer experience and
suggestions provided is 55.1, (4) Perceived price fairness is 52.4%.

Table 8: The Results of the Pearson Correlation Analysis -1

Correlations
CustomerExp
CustomerSati | PerceivedQua | ServiceSuppo | erienceandSu | PerceivedPric
sfaction lity nComplaint ggestions eFairness
CustomerSatisfaction Pearson Correlation 1 ,466" ,658" ,551" ,534"
Sig. (2-tailed) 001 ,000 ,000 ,000
N 46 46 46 46 46
PerceivedQuality Pearson Correlation 466 1 407" 347 302
Sig. (2-tailed) ,001 ,005 018 042
N 46 46 46 46 46
SemviceSupportComplaint ~ Pearson Correlation ,658" ‘407" 1 ,668" ,632"
Sig. (2-tailed) ,000 005 ,000 ,000
N 46 46 46 46 46
CustomerExperienceand  Pearson Correlation 5517 347 668" 1 6117
Suggestions Sig. (2-tailed) 000 018 000 000
N 46 46 46 46 46
PerceivedPriceFaimess  Pearson Correlation 5247 302" 6327 6117 1
Sig. (2-tailed) ,000 042 ,000 ,000
N 46 46 46 46 46

** Correlation is significant atthe 0.01 level (2-tailed).
* Correlation is significant atthe 0.05 level (2-tailed).
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The next correlation analysis was performed to reveal the correlations between customer retention, customer satisfaction,
trust towards service provided, trust towards company and brand, corporate reputation and corporate social responsibility.
The results of the Pearson correlation analysis can be seen from Table 9.

As can be seen from Table 9 customer satisfaction, trust towards service, trust towards company and brand, corporate
reputation and corporate social responsibility have statistically significant correlations between customer retention (Sig
values (p values) respectively are= 0.000; 0.000; 0.000 and 0.048). The correlation levels of customer retention with; (1)
Customer satisfaction is 53.6%, (2) Trust towards service is 71.6%, (3) Trust towards company and brand is 82.3%, (4)
Corporate reputation is 65.5%, (5) Corporate social responsibility is 29.3%.

Table 8 and Table 9 point out that although there are correlations between independent variables; there is no
multicollinearity since all the correlation levels are below 0.70 (Hair, et.al, 1998, p.193).

Table 9: The Results of the Pearson Correlation Analysis - 2

Correlations
TrustTowardC CorporateSoc
CustomerSati CustomerRet | TrustTowardS | ompanyandBr | CorporateRep | ialResponsibi
sfaction ention emvice and utation lity

CustomerSatisfaction Pearson Correlation 1 ,536" ,397" ,502" ,280 137
Sig. (2-tailed) ,000 ,006 ,000 ,060 365
N 46 46 46 46 46 46
CustomerRetention Pearson Correlation 536 1 716 823" 655 293
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,048
N 46 46 46 46 46 46
TrustTowardSenvice Pearson Correlation 397" 716 1 5327 555 169
Sig. (2-tailed) ,006 ,000 ,000 ,000 263
N 46 46 46 46 46 46
TrustTowardCompanyan  Pearson Correlation 5027 823" 5327 1 605 460
derand Sig. (2-tailed) ,000 000 000 000 001
N 46 46 46 46 46 46
CorporateReputation Pearson Correlation 280 655 555 605 1 1333
Sig. (2-tailed) ,060 ,000 ,000 ,000 024
N 46 46 46 46 46 46
CorporateSocialRespons  Pearson Correlation 137 293 169 460" 333 1

ihility Sig. (2-tailed) 365 048 1263 001 024
N 46 46 46 46 46 46

** Correlation is significant atthe 0.01 level (2-tailed).
*. Correlation is significant atthe 0.05 level (2-tailed).

Since multicollinearity is a critical barrier for multiple regression analysis VIF coefficients are also to be analysed while
regression analysis is conducted. The results of the multiple regression analyses are summarized in Table 10 and Table 11.

As can be seen from Table 10, all the VIF scores are below 10 indicating that multicollinearity is not a problem (Hair, et.al,
1998:193). So the results of the multiple regression analysis can be interpreted.

The results of the multiple regression analysis point out that perceived product quality, service support and complaint
handling, customer experience and suggestions provided, perceived price fairness have statistically significant positive
effects on customer satisfaction (The sig values/p values respectively are = 0.049; 0.018; 0.042 and 0.001. They are all
below 0.05 which means that the alternative hypotheses are accepted). Thus, it can be concluded that H,, H,,, Hap, H3 are
accepted as expected.
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Table 10: Results of the Multiple Regression Analysis - 1

Dependent Variable: Unstandardized Stand.
Customer Satisfaction Coefficients Coeff.
Sig.

Independent Variables B Std. Error Beta t (p) VIF
Constant -.354 .739 -.478 .635

) . .238 132 .219 1.803 .049 1.215
Perceived Product Quality
Service Support & Complaint .566 .229 405 2.471 .018 2.223
Handling
Customer Experience and .153 .187 129 821 .042 2.042
Suggestions Provided
Perceived Price Fairness 167 .204 123 .821 .001 1.867

R=0.710; R’=0.504; Adjusted R’= 0.456; F =10.425; p =0.000

In order to see the power of effects of the independent variables on customer satisfaction the Beta coefficients are
examined in Table 10. Among the independent variables, service support and complaint handling has the greatest impact
on customer satisfaction (Bservice support and complaint handling =0.405). It is followed by perceived product quality,
customer experience and suggestions provided and perceived price fairness respectively (Bperceived product quality
=0.219, Bcustomer experience and suggestions provided =0.129, Bperceived price fairness =0.123).

Interpretation of the overall results points out that approximately 50.4% of the variation of customer satisfaction can be
explained by the independent variables listed above (perceived product quality, service support and complaint handling,
customer experience and suggestions provided, perceived price fairness). The related values of the regression model are
R=0.710; R2=O.504; Adjusted R’= 0.456; F =10.425; p =0.000.

In order to see the effects of customer satisfaction, trust towards services provided, trust towards company and brand,
corporate reputation and corporate social responsibility on customer retention another multiple regression analysis was
conducted. The results of this analysis are summarized in Table 11. Since all the VIF scores are below 10 indicating that
multicollinearity is not a problem the results of the multiple regression analysis can be interpreted.

Table 11: Results of the Multiple Regression Analysis - 2

Dependent Variable: Unstandardized Stand.

Customer Retention Coefficients Coeff.

Independent Variables B Std. Error Beta t Sig. (p) VIF
Constant .162 .344 470 .641

Customer Satisfaction .085 .067 .105 1.271 .011 1.409
Trust Toward Service 282 081 314 3.486 001 1.675
Provided

Trust Toward Company & 525 101 552 5.181 000 2.348
Brand

Corporate Reputation 131 .087 .143 1.517 .007 1.834
Corporate Social .060 063 076 950 002 1312

Responsibility
R=0.898; R’=0.807; Adjusted R’= 0.782; F =33.368; p =0.000

The results of the multiple regression analysis point out that customer satisfaction, trust toward services provided, trust
toward company and brand, corporate reputation and corporate social responsibility have statistically significant positive
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effects on customer retention (The sig values/p values respectively are = 0.011; 0.001; 0.000; 0.007 and 0.002. They are all
below 0.05 which means that the alternative hypotheses are accepted). Thus, it can be concluded that H,, Hs,, Hsp,, He, and
Hgp, are accepted as expected.

In order to see the power of effects of the independent variables on customer retention the Beta coefficients are examined
in Table 11. Among the independent variables, trust toward company and brand has the greatest impact on customer
retention (Btrust toward company and brand=0.552). It is followed by trust toward services provided, corporate reputation,
customer satisfaction and corporate social responsibility respectively (Btrust toward services provided=0.314, B corporate
reputation=0.143, B customer satisfaction=0.105, Bcorporate social responsibility=0.076).

Interpretation of the overall results points out that 80.7% of the variation of customer retention can be explained by the
independent variables listed above (customer satisfaction, trust toward company and brand, trust toward services
provided, corporate reputation, corporate social responsibility). The related values of the regression model are R=0.898;
R?=0.807; Adjusted R’=0.782; F =33.368; p =0.000 signalling a very high level of variance explanation.

4. FINDINGS AND DISCUSSIONS

The research was conducted among the members of the BMD, the leading association of the retail sector in Turkey, whose
members also have a high representation ability of the sector that is under focus. In today's competition based
marketspace additionally considedring the fact that customer retention is an undeniable fact, that each company should be
improving and giving priority in the formulation of her marketing strategies and action plans.

The outcomes and findings of the study were found to support the objectives of the study and the results of the statistical
analysis were found to accept hypotheses of the study. Results indicate that perceived product quality, service support and
complaint handling, customer experience and suggestions provided and perceived price fairness have significant and
positive effects on customer satisfaction. Furthermore, customer satisfaction, trust towards service provided, trust towards
company and brand, corporate reputation and corporate social responsibility have significant and positive effects on
customer retention.

The survey question about providing detailed information, sufficient introduction, user opinions and etc. about the
products has been eliminated in the initial analysis as a result of factor analysis. On the contrary, accuracy and quality of the
information given about the product is perceived to increase customer satisfaction as one of the main product quality
obligations. Offering a wide range of products, ensuring that the customer finds what she needs without having to browse
another site is emphasized as a perceived product quality centric determinant that have positive effect on customer
satisfaction.

Statistical analyses outcomes disclose that marketing executives, not only respect customer retention efforts, but also try to
position their customer satisfaction operations to a broader level than just listening to complaints. It is delightfully amusing
that marketing mix components are not only considered as futile copy paste marketing activities; on the contrary they are
regarded as comprehensive tools to / in reaching customer satisfaction which is suggested to have two vital elements;
service support and complaint handling and customer experience and suggestions provided. The factors extracted from the
data with high reliability and depicted that executives place great emphasis on service support and complaint handling
practices to make a significant difference for consumers. A customer service starting from welcoming stage to after sales is
the backbone of the system, supported by a clearly defined return policy, multi-channel customer support mechanism,
simultaneously taking care of both off-line and on-line store service quality levels to provide satisfactory customer
experience.

The survey questions inquiring the effect of continuous updating of on-line (internet) store has eliminated in initial analysis
as a result of factor analysis due to their low anti-image correlation value. It can be considered that this service is seen as a
must, lacking it might have negative effects, but doing it will only have companies to keep the pace and does not sustain a
perceived remarkable advantage in reality by the respondents.

Further analyses of the responses show that customer experience and suggestions provided at both off-line and online
channel are positioned as main pillars of service quality to be sustained by placing emphasis on suggestions provided
according to individuals’ search and purchase histories. 24/7 full functionality of company websites is also regarded as a
customer satisfaction criteria.

It is also depicted that, although experience sharing via online communities and clubs are not seen as significantly
important as online search and purchase histories based recommendations, they have also remarkably centered into
interest area and have taken part in customer retention strategy formulation of the executives.

Regarding perceived price fairness it is revealed that, marketing professionals value offering customized special discount
invitations or discounts for the goods that the customers have shown interest by using their on-line channel surfing history
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is another tool that the executives are using to sustain customer satisfaction. Either having identical prices at off-line and
on-line or better prices at on-line channel have been discarded while factor analysis. It can inferred that customers are
flexible to accept different prices whether at off-line or on-line channel. Explaining the product’s price with its advantages
and giving the opportunity of comparison is used to increase customer satisfaction. Additionally the executives emphasize
that, customers are more satisfied when they perceive that the price they pay is appropriate for the quality of the product
they receive.

Customer service support and a successful complaint handling process are considered as vital by the professionals.
Employees’ willingness to listen to their customers' needs is seen at utmost importance in a customer service and support
system to reach high customer retention rates. On the other hand, keeping on-line (internet) listed products in stock in
sufficient amounts is a target carried out by the retailers to reach higher customer retention values.

The research also revealed that trust towards the services provided and trust towards the company and the brand are the
main trust related factors extracted that clearly indicate trust’s perceived positive effect on customer retention. The
trust/confidence that the customer will receive the product at on-line (internet) orders and customer trust that employees
are knowledgeable and competent at what they do make a positive impact on customer retention are among the most
significant components that has a positive impact on customer retention. Being honest and providing timely accurate
information and customers' trust in the brand are perceived critically important.

Regarding corporate image related components of the research model, the factors extracted and the relationships
computed bring out two significant factors sustaining customer retention, which are corporate reputation and corporate
social responsibility of the firm. The survey questions asking about firm's physical areas’ condition and submitting
newsletters to customers have been discarded during factor analysis. A firm’s social responsibility activities and sensitivity
to the environmental issues are the main contributors which are perceived to result in a better corporate image and are
important in terms of customer retention. The research findings also highlight that the respondents not only care for their
online store design and try to have a customized/unique website, but also give importance to off-line store atmosphere. It
is seen that these issues surpass emphasis given on the corporate reputation to sustain customer retention.

5. CONCLUSION

The target group is composed of executives who literally direct the sector with their daily applications. Stemming from the
respondents’ characteristics to have day-to-day interactions about the subject supplies the research a superior feature.
“Customer Retention” is an area of research with vital importance; adding the dynamic profile and flexibility of the ready-
to-wear organized retailers to adapt and deploy global or local new practices into their business model, this research gains a
prominent character. Additionally, information and communication technologies (ICT) are transforming data and making it
ready to be deployable/reachable to any individual customer, in a way which is generating information almost into a sub-
symmetric form. These advancements and challenges have the potential to become more remarkable in emerging countries
due to intensive investment attractiveness, and will surely affect marketing efforts so that customer retention strategies
will be keeping a focal position for academic studies. In managing customer retention efforts Yiksel’s (2017, p.282) notes
can be taken into account: “The unique qualities imposed by the current way of doing business overwhelm the traditional
habits of linear mindset in an age of fluidity. Organizations are far from being capable to grasp the very insight of the
emergent phenomena just by dismantling the whole into parts”; so that customer insight would be studied in a complexity
thinking mindset to result in insight based actions.

This paper represent originality being the first attempt in Turkey trying to find out decision making criteria and strategy
formulation beliefs and practices of top managers of organized retailers with special focus on ready-to-wear textiles sector.
The study also facilitates a path for further research based on its theoretical framework. Performed statistical analyses
verify that the proposed factors of the adjusted research model significantly contribute to customer retention strategy
formulation activities.

The outcomes and findings of the study were found to support the objectives of the study and the results of the statistical
analysis were found to accept hypotheses of the study. Results indicate that perceived product quality, service support and
complaint handling, customer experience and suggestions provided and perceived price fairness have significant and
positive effects on customer satisfaction. Furthermore, customer satisfaction, trust towards service provided, trust towards
company and brand, corporate reputation and corporate social responsibility have significant and positive effects on
customer retention. Service support and complaint handling (from welcoming to after sales), customer experience and
suggestions provided and trust toward company and brand especially play a key role for sustaining customer retention.

This study was conducted in a leading Turkish retail association (BMD) and may not be generalized in other industries.
However, by employing these constructs and deploying them even in identical form to other industries, researchers would
be able to depict factors that are actively used by industry managers in the same manner and can also produce generic
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results. Cultural differences should be considered when this model is applied in another country. While this study has
explored characteristics of the dimensions and differences in the perceived importance among executives, future research
may detail the reasons of the differences among other industry segments. This study specifically focuses on organized
ready-to-wear retailers; nevertheless as customer retention is vitally important; other sectors or industries may be subject
to further research. Potential opportunistic behaviour of the managers should always be kept in mind as they might be
depicting a more optimistic picture as per the desired condition of their companies while responding to the survey
questions.

The research results also provide tools for both real and virtual markets. On the other hand, application of the same model
by targeting customers of the ready-to-wear sector can be an interesting field of study which can be used to reveal what
customer do prioritize and/or value. A larger sample of countries from different nations would be appropriate to provide
geographical or country level benchmark on the basis of organized ready-to-wear retailers to figure out potential
differences in cultural perspectives. Carrying out similar research at other sectors and bringing out sector by sector
comparisons can be used as an extensive area of research. In conclusion, this research has drawn attention to the
progressive importance of customer retention sustaining efforts in ready-to-wear sector that is under intense competitive
pressure.
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ABSTRACT

Purpose - The purpose of this study is to classify the consumers according to their attitudes towards e-shopping and their differences in e-
shopping adoption levels, to determine the characteristics of the acquired consumer groups, and make suggestions to businesses for
encouraging these consumers to do online shopping.

Methodology - Data were collected through a questionnaire from a convenience sample of 340 consumers living in Ankara. Descriptive
analysis and Kruskal Wallis and Mann-Whitney U tests were done.

Findings- Participants were classified into 4 groups considering whether and how often they do online research and shopping, and
consumer profiles are defined in terms of how those people evaluate Internet shopping specific factors and their perspectives of Internet
shopping. Generally, it can be said that those who adopt e-shopping are mostly 18-29 years old, high-income and well-educated
consumers.

Conclusion- The findings show that consumers are actively using the Internet even before the purchasing stage, and that different
strategies should be developed to encourage consumers to do e-shopping since they have different behaviors and attitudes towards e-
shopping.

Keywords: E-shopping, in-store shopping, buying behavior, information searching behavior, consumer classification.
JEL Codes: D10, M30, M31

FARKLI TUKETICi GRUPLARININ E-ALISVERISE iLiSKiN TUTUM VE DAVRANISLARINI ORTAYA
KOYMAYA YONELIK AMPIRiK BiR ARASTIRMA

OzZET

Amag¢ - Bu calismanin amaci tiketicilerin, e-alisverise iliskin tutum ve e-alisverisi benimseme duzeylerindeki farkhliklara gore
siniflandiriimasi, elde edilen tiiketici gruplarinin 6zelliklerinin belirlenmesi ve bu tilketicileri Internet Gzerinden alisveris etmeye tesvik
etmeleri igin isletmelere 6neriler sunulmasidir.

Yontem - Veriler, Ankara’da yasayan 340 tiketiciden olusan kolayda bir 6rneklemden anket formu araciligiyla toplanmistir. Elde edilen
verilerle tanimlayici analizler, gruplar arasi karsilastirmalar icin de Kruskal Wallis ve Mann Whitney U testleri gergeklestirilmistir.

Bulgular- Internet lzerinden aligveris yapma durumu ve sikligi ile Internet Gzerinden arastirma yapma sikhigi bilgileri dikkate alinarak
katilimcilar 4 gruba ayrilmis ve bu kisilerin Internet alisverisine 6zgi 6zellikleri nasil degerlendirdikleri ve Internet aligverigine iliskin bakis
acllan dikkate alinarak tlketici profilleri tanimlanmistir. Genel olarak bakildiginda, e-alisverisi benimseyenlerin daha ¢ok 18-29 yas
arasindaki, ytiksek gelirli, nlisans-lisans mezunu katilimcilar oldugu séylenebilir.

Sonug- Elde edilen bulgular tiketicilerin Internet’in satin alma asamasindan 6nce de aktif olarak kullandigini, e-alisverise yonelik farkh
davranis ve tutumlara sahip olduklar igin farkh tiketici gruplarini e-alisveris yapmaya tesvik etmek igin farkh stratejilerin gelistiriimesi
gerektigini ortaya koymaktadir.

Anahtar Kelimeler: E-alisveris, magaza igi alisveris, satin alma davranisi, bilgi arastirma davranisi, tiketici siniflandirmasi
JEL Kodlari: D10, M30, M31

1
This article is expanded version of the paper presented at the Global Business Research Congress 2017.
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1. GiRiS

Yeni ekonomide internet kullanicilarinin sayisinin ve internet kullanim oranlarinin artmasi ile birlikte Internetin kullanim
alanlari da artmaktadir. Bu alanlardan biri de e-ticaret ve dolayisiyla e-aligveristir. isletmelerin geleneksel kanallarina
yogunlasan gabalarini gevrimigi (online) kanallari da kapsayacak sekilde genisletmesi ve ¢oklu kanal pazarlamasinin ortaya
¢ikmasi, tiketicilerin bu durum karsisindaki tepkilerinin ve ahlsveris aliskanhklarinda yasanan degisimin incelenmesi
gerekliligini dogurmustur. Magazadan satin alma davranisi ana akim yaklasim olmakla birlikte, Griini magazada yakindan
gbrip inceleyen tiketiciler, internet baglantisi olan mobil araglari kullanarak benzer Urinler arasinda 6zellik ve fiyat
karsilastirmasi yaparak, Grlint internet tzerinden satin almayi tercih edebilmektedir. Bununla birlikte, e-aligverisin risklerini
neden olarak gostererek bundan kaginan fakat internetin sundugu avantajlarin farkinda olan bazi tiketiciler ise satin almayi
magaza iginde gerceklestirseler bile ozellikle Griin ve fiyat bilgisi edinmek ve karsilastirma yapmak amaciyla ‘Interneti’
kullanmakta, satin alma silirecinin arastirma asamasini online ortamda, satin alma asamasini ise magaza icinde
gerceklestirerek, farkh bir yaklasim da benimseyebilmektedirler.

Yeni ekonomi tanimina temel teskil eden ‘internet’in tiiketici davraniglarina yansimalari, stratejik 6nem arz eden bir
pazarlama konusu olmaktadir. Bu baglamda calismanin amaci; internet’in satin alma karar siirecinin farkli asamalarinda
kullanim durumunun incelenmesi, tiketicilerin e-aligverise iliskin tutum ve e-alisverisi benimseme dulzeylerindeki
farkhlklara gore siniflandiriimasi ve elde edilen tiketici gruplarinin 6zelliklerine gére isletmelere 6neriler sunulmasidir.
Calismanin bundan sonraki kisminda 6ncelikle e-ticaret ve e-alisveris kavramlari agiklanmis, e-alisverise iligkin tutum ve
davraniglarina gore tiketicilerin siniflandirilmasi amaciyla gercgeklestirilen calismalar aktarilmistir. Calismanin sonraki
bolimlerinde ise arastirmanin yontemi agiklanarak ve bulgulara yer verilmistir. Son kisimda ise sonug ve oneriler bashgi
altinda galismanin bulgulari tartisilmis ve farkh tutum ve davranislara sahip tiiketicilere hitap etmek isteyen isletmeler igin
oneriler sunulmustur.

2. LITERATUR INCELEMESI
2.1. Internet ve E-Ticaret

Bilgi teknolojilerine dayali yeni ekonomik iliskilerin, yeni is alanlarinin olusmasi ve mevcut is alanlarinin yeni iletisim
kanallarinin kullanilmasi ile tekrar sekillenmesi olarak tanimlanan yeni ekonominin ortaya ¢ikmasiyla birlikte, geleneksel is
modellerinin yerini bilgi ve iletisim teknolojilerine dayali modeller almaya baglamistir (Barisik, Yirmibescik, 2006: 40). Yeni
ekonominin savunuculari insanlarin elleri ile degil beyinleri ile galistiklari bir diinyadan bahsetmektedirler (Rimmel, Diedrich,
2000). Kuresellesmenin gi¢lenmesine katki saglayan bilgi ve iletisim teknolojileri, yeni ekonominin itici glicii olarak 6nemli
bir rol oynamaktadir. Ozellikle internetin ortaya cikisiyla birlikte sinirlar 6nemini yitirmis, kiiresellesme ¢ok uluslu biyik
isletmelerle sinirli kalmamig ve kiglk isletmelerin is diinyasinda énemli birer oyuncu olmalarinin 6ni agilmis, geleneksel
yontemlerle yapilan ticaret de elektronik ortama tasinmaya baslamistir (izgi, Sahin, 2013; Rimmel, Diedrich, 2000).

Bankalarin EFT (elektronik fon transferi) faaliyetleri ile birlikte 1960’larin ortasinda hayatimiza giren elektronik ticaret (e-
ticaret) kavrami (Schneider, 2014: 9), mal ve hizmetlerin dagitim, pazarlama, satis ve teslimatinin Internet ve diger bilgisayar
aglar gibi elektronik sistemler Uzerinden gergeklestirilmesini kapsamaktadir (ITC, 2009: 12). Genel olarak isletmeler
arasinda (B2B) gerceklesen ve tiiketiciler arasinda (B2C) gergeklesen e-ticaret kavrami, ozellikle bilgisayar ve Internetin
hanelere girmesiyle birlikte pazarlama ve 6zellikle tiketici davranigi ¢alismalarinin konusu haline gelmistir. Tlketicilerin
sanal magazalar ile fiziki magazalar arasindaki tercihlerinin belirlenmesi, 6zellikle e-ticarete atilmayi diistinen, daha énce
ulagamadiklari farkh pazar bolimlerine Internet Gzerinden ulasmayi amaglayan ve goklu kanal stratejisi uygulamaya ¢alisan
isletmeler igin oldukga 6nemli bir konudur (Chiang, Chhajed & Hess, 2003).

2.2.E-Aligveris ve ilgili Calismalar

Internetin en ¢ok etkiledigi alanlardan biri pazarlamadir. Alanda, elektronik magaza, elektronik perakendecilik, alisveris
siteleri gibi kavramlarin ortaya ¢ikmasina neden olan Internetin ticaret kapsaminda degerlendirilmesi ile birlikte Internet
Gzerinden aligveris kavrami literatiire girmistir. Internet Gzerinden aligveris (online alisveris, e-aligveris), e-ticaretin isletme
ve tlketici (B2C) arasinda gergeklestirilen boyutu ile ilgili olup, tiiketicilerin internet (web siteleri) Gzerinden her tirli mal
veya hizmete ulasmasi, mal/hizmet hakkinda bilgi edinmesi, rakip firmalarla kiyaslama yapabilmesi, elektronik 6deme,
elektronik bankacilik ve sigortacilik, danismanlk islemler gibi faaliyetleri yapabilmesidir (Amagan, Turan, 2014:2).
Magazadan alisverise kiyasla Internet lzerinden alisverisin sundugu gece giindlz erisilebilir olma, benzer Grinlerin kolayca
kiyaslanabilmesi, zaman ve eneriji tasarrufu gibi kolayliklar (Kaufman-Scarborough, Lindquist, 2002:335; Kacen, Hess &
Chiang, 2013: 12) e-aligsverisin benimsenmesini ve yayginlasmasini saglamaktadir. Bununla birlikte detayli trln bilgisine
kolayca ulasabilme ve urlin gesitliligi internet Gzerinden alisverisi tuketiciler igin gekici kilan diger 6zelliklerdir (Enginkaya,
2006: 12; Zhou, Dai & Zhang, 2007: 41).
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E-aligverisle ilgili calismalar incelendiginde genel olarak iki bakis agisinin hakim oldugu gérilmektedir: Teknoloji odakli bakis
acisi ve tuketici odakh bakis agisi (Zhou, Dai & Zhang, 2007: 41). Teknoloji odakli ¢alismalarda tlketicilerin e-aligverisi
benimseme davranisini ve satin alma niyetini agiklamak ve tahmin etmek i¢in daha ¢ok online magazalar ve alisveris
sitelerinin teknik ozellikleri, kullanighiligi, sunduklari yararlar gibi kavramlardan faydalaniimaktadir (Hausman, Siekpe, 2009;
Vijayasarathy, 2004; van der Heijden, Verhagen, 2004). Tiketici odakli ¢calismalarda ise daha g¢ok tiketicilerin e-alisverise
iliskin inanglarina ve demografik ozelliklerine odaklaniimaktadir (Donthu, Garcia, 1999; Brown, Pope & Voges, 2003;
Rodgers, Harris, 2003; Soopramanien, Robertson, 2007). Yaklagim farkliliklarina ragmen bu iki gérisin birbirini besledigi
(zhou, Dai & Zhang, 2007: 41) ve e-aligverisin tiiketici davranislari agisindan incelenmesi noktasinda daha bitiincil bir bakis
sagladigl soylenebilir. Bu galismada tiiketici odakl bir yaklasim benimsenmis olup, farkh tlketici tiplerinin e-alisverise
bakislarindaki farkliliklarinin ortaya konulmasi amaglanmaktadir.

2.3. E-Aligverise iliskin Tutum ve Davraniglarina Gore Tiiketicilerin Siniflandinimasi

Internet kullaniminin yayginlagmasi ile birlikte, Internetin insanlarin hayatlarina ne derece ve nasil dahil oldugu, karar verme
streglerinde Internetten nasil faydalandiklari ve bazi alanlarda Interneti kullanmaktan neden gekindikleri gibi sorulara
cevaplar aranmaya baslanmistir. E-alisveris kapsaminda degerlendirildiginde, ozellikle alisveris sitelerinde gezinen bazi
tiketicilerin alisveris sepetlerine Grlnleri ekledikten sonra bunlari almaktan vazge¢meleri e-ticaret yapan isletmeler igin
nedeni arastiriimasi gereken bir sorun olarak karsimiza ¢ikmaktadir. Bu durumun nedeni e-alisveris sirasinda karsilasilan,
tedarik ve teslimatta yasanan gecikmeler, yanlis veya hatal trin teslimi, insan etkilesiminin olmamasi, Grin fiyatina nakliye
maliyetlerinin eklenmesi gibi sikintilarin insanlari geleneksel magazalara yonlendirmesi olabilir (Mardesich, 1999; McCarthy,
2000; Kacen, Hess & Chiang, 2013: 12). Bununla birlikte, Internet Gzerinden Urlinlerle ilgili arastirma yapan ama alisverisi
sanal ortamda tamamlama niyeti olmayip Griini magazadan almak isteyen tiiketicilerin de oldugunu savunanlar (Kaufman-
Scarborough, Lindquist, 2002) bu tiketicilerin alisveris sepetlerini sadece gelecekte yapacaklari satin alimlar igin liste
olusturabilmek amaciyla kullandiklarini belirtmektedir. Bu noktada Internet kullanicilarini ve e-aligveris davraniglarini daha
iyi anlamak gerekliligi dogmus (Korgaonkar, Wolin, 1999) ve Internet kullanicilari ile e-alisverisi tercih edenlerin 6zelliklerini
ve insanlari e-alisverise yonelten nedenleri arastiran ¢ok sayida calisma gergeklestirilmistir.

Internet, tiketicilerin mal-hizmet satin alma sekillerini, tercihlerini ve tutumlarini etkilemektedir (Alba, Lynch, Weitz vd.
1987; Forsythe, Shi, 2003; Soopramanien, Robertson, 2007; izgi, Sahin, 2013). Aslinda, tiiketiciler teknolojinin kendisinden
¢ok Internetin alisveris deneyimini nasil gelistirebildigi ve neticede daha iyi kararlar vermelerine katkida bulunup
bulunmadig ile ilgilenmektedirler (Burke, 2002). Tiketici bakis acisiyla tanimlandiginda (Ha, Stoel, 2009: 567) e-alisveris;
“bilgi arastirma, web sitesi tarama/gezinme, siparis etme, ddeme, misteri hizmetleri etkilesimleri, teslimat, satin alma
sonrasi sorunlarin ¢6ziimi ve kisinin alimlariyla tatmin olmasi” gibi birtakim faaliyet ve deneyimleri ifade eder. Bu baglamda
degerlendirildiginde, Internetin sadece Uriinlin satin alinmasi asamasinda degil satin alma karar siirecinin diger
asamalarinda da kullanildigi soylenebilir. Baska bir ifadeyle, Internet Gizerinden alisverisi benimsemeyen tiiketiciler bile satin
alma karar sirecinin bilgi arastirma ve alternatifleri degerlendirme asamalarinda (Curtis, 2000) Internetin sundugu
avantajlardan faydalanma yoluna gitmektedirler. Buna gore, e-alisverisi sadece satin alma niyeti ve/veya davranisi ile
aciklamak yeterli olmayacak, Internet lizerinden arastirma davranisini da e-alisverisin bir pargasi olarak kabul etmek uygun
olacaktir.

Internet lzerinden aragtirma yapmanin satin alma ile birebir iligkili olup olmadigini arastiran ¢alismalar (Lindquist and
Kaufman- Scarborough, 2000) mevcuttur. Bununla birlikte, arastirma davranisini ayri bir faaliyet olarak gorenlerin yani sira,
ne alacagini ¢ok iyi bildigi icin satin alma 6ncesinde arastirma yapmaya gerek duymayanlarin da oldugu disiintldigiinde bu
iki kavram arasinda tam bir eslesmenin oldugu soylemek ¢ok dogru olmayabilir (Kaufman-Scarborough, Lindquist, 2002).
Guvenlik kaygisi, bilgisayar veya akilli telefonlari kullanma konusunda yetersiz olma, alisveris sitelerinin kullanisli olmamasi,
sipariglerin yavas ulasmasi gibi nedenlerle tiketiciler arastirma asamasini Internet ortaminda gergeklestirip, Grini
magazadan almayi tercih edebilmektedirler (Koprowski, 2000; Levy, Nilson, 1999). Bununla birlikte, arastirma yapmayi ve
edindigi bilgiyi baskalari ile paylasmayi seven kisiler, satin alma amaci olmadan da Urinlerle ilgili arastirma yapmayi tercih
edebilirler.

Internet Gzerinden yapilan aligveris rakamlarindaki artisa ragmen donlsim oraninin (ziyaretgilerin musteriye donisme
orani) istenilen diizeyde olmamasindan sikayet eden perakendecilerin endiselerine deginen Moe ve Fader (2004), bu oranin
distklGgiini, bir Grinle ilgili Internet Gzerinden yapilan arastirmanin geleneksel yollarla yapilan arastirmadan daha disik
maliyetli olmasi ile iliskilendirmislerdir. Bununla birlikte isletmenin web sitesini inceleyip internet {izerinden alisveris
yapmayan tuketicilerin akabinde Urinii magazadan satin alma olasiligi gz éniinde bulunduruldugunda (Soopramanien,
Robertson, 2007) donidsim oraninin istenilen dizeyde olmamasinin isletmeler igin ¢ok da sikintili bir durum olmadig
soylenebilir. Bu noktada, ozellikle ¢oklu kanallardan pazarlama stratejisini benimseyen isletmelerin, Internet sayfalarini
ziyaret eden tiiketicilerin farkh davranis tiplerini, 6zel ihtiyaglarini, beklenti ve endiselerini anlamalari, sayfalarini ve aligveris
streglerini de buna gére diizenlemelerinin rekabet avantaji saglayacagi sylenebilir. Bu baglamda tlketicileri, Interneti satin
alma karar slrecinin hangi asamasinda (bilgi arastirma veya satin alma) kullandiklari bilgisine gore bélimlendirip incelemek
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faydali olabilir. Ornegin, magaza ici alisverisi tercih eden ama arastirma asamasini sanal ortamda gergeklestiren tiiketicileri
sanal ortamda aligverise tesvik etmek igin farkl, arastirma asamasini da geleneksel yontemlerle yapmayi tercih eden
tiiketicileri tesvik etmek igin farkli stratejiler gelistirilmesi uygun olur.

Internet Ulzerinden aligveris yapan ve yapmayan tlketicileri siniflandiran (Kaufman-Scarborough, Lindquist, 2002;
Soopramanien, Robertson, 2007; Brashear et al., 2009; Nesar, Sabir, 2016) ve bu kisilerin 6zelliklerini karsilastiran (Donthu,
Garcia, 1999; Korgaonkar, Wolin, 1999) calismalarda genel olarak, internet (zerinden alisveris yapanlarin, alisveris
yapmayanlara kiyasla daha yasli, daha yiiksek gelire sahip kisiler oldugu goriilmektedir. Bu kisilerin ayrica, risk almaktan ¢ok
kaginmayan ve erkeklerin ¢ogunlukta oldugu bir tiiketici grubu olarak tanimlandigi da goériilmektedir. internet
ahsverisgilerinin genellikle e-alisverisin sundugu kolayliklardan faydalanmak isteyen, yenilik¢i ve gesitlilik arayan tiketiciler
oldugu da ortaya konulmustur. Bununla birlikte Internet alisverisini benimseyen tiketicilerin de kendi iglerinde farkl
ozelliklere ve farkli aligveris motivasyonlarina sahip tiiketici gruplarindan olustugunu ortaya koyan galismalar (Brown, Pope
& Voges, 2003) da mevcuttur. Butlin bu ¢alismalarin ortak amaci farkl 6zellik ve davranis sekillerine sahip bu tiiketicilere
Ozel stratejiler gelistirebilmek adina isletmelere yol gostermektir.

3. ARASTIRMA VE YONTEM
3.1.Aragtirmanin Amaci ve Yontemi

Tirkiye istatistik Kurumu'nun 2015 yilinda gerceklestirdigi Hane halki Bilisim Teknolojileri Kullanim Arastirmasi (TUIK, 2015)
sonuglarina gore ilkemizde internet erisimi saglayanlarin orani %55,9 olup, her bes kisiden biri internet tizerinden alisveris
yapmaktadir. Her gegen yil artan kullanim oranlari ile paralel olarak llkemizde, tiiketicilerin Internet Gzerinden alisverise
yonelik tutumlarinin, bu kisilerin demografik o6zelliklerinin ve davranislarini etkileyen faktérlerin belirlenmesine yénelik
calismalarin (Ozgiiven, 2011; izgi, Sahin, 2013; Miiriitsoy, 2013; Armagan, Turan, 2014; isler, Yarangiimelioglu & Gimdild,
2014) sayisi da artmaktadir. Bu ¢alismada 6nceki ¢alismalardan farkl olarak tuketicilerin Internet Gzerinden bilgi arastirma
davraniginin da ayr bir degisken olarak ele alinmig olup, tiketicilerin e-aligverige iliskin tutum ve e-aligverisi benimseme
dizeylerindeki farkliliklara gore siniflandirilmasi ve elde edilen tlketici gruplarinin 6zelliklerinin belirlenmesine galisiimistir.

Arastirmada analize tabi tutulacak verileri toplamak icin anket teknigi kullanilmistir. Literatlirde yer alan g¢alismalardan
(Kaufman-Scarborough, Lindquist, 2002; Soopramanien, Robertson, 2007; Nesar, Sabir, 2016) yola ¢ikilarak hazirlanan soru
kagidinda, internetten aligveris yapma sikhigl, alisveris dncesinde internetten arastirma yapma sikligi, giinlik olarak
internette harcanan siire, internetin hangi araclar tizerinden ne siklikla kullanildigi, Internet alisveriste hangi arayiiziin tercih
edildigi gibi tanimlayici sorularin yani sira tlketicilerin e-alisverise iliskin tutumlari ile Internet Gzerinden alisverisin kendine
dzgii 6zelliklerine bakislarini belirlemeye yénelik ifadeler bulunmaktadir. Bunun yani sira, interneti kullanma amaglarinin
onem diizeyine gore siralanmasi istenerek aligveris amacinin hangi sirada yer aldigi da belirlenmeye calisilmistir. Alisveris
éncesinde internet (zerinden hangi tir bilgilerin arastirildigi (http://blog.fieldagent.net/omnichannel-special-the-
webrooming-phenomenon-beyond-survey) ve demografik 6zellikler (cinsiyet, yas, gelir, egitim durumu) da sorulan sorular
arasinda yer almigtir.

3.2.Evren ve Orneklem

Calismanin evrenini Ankara’da yasayan tiketiciler olusturmakta olup, veriler olusturulan anket formu araciligiyla, kolayda
orneklem yontem ile ulagilan katilimcilardan toplanmistir. Sahada 364 adet anket uygulanmis olup 340 adet kullanilabilir
anket elde edilmistir. Daha 6nce internetten alisveris yapmamis kisilerin de en azindan bilgi arastirma kisminda
(alternatiflerin  belirlenmesi, Griin  bilgisinin arastirilmasi, kullanici  yorumlarinin incelenmesi gibi) internetten
faydalanabilecegi dusiincesi ile sadece e-alisveris yapanlara degil, daha 6nce bu deneyimi yasamamis olan tiiketicilere de
ulagiimaya galisiimistir.

4. BULGULAR VE TARTISMA
4.1. Katilmcilarin Tanimlayici Ozelliklerine iliskin Bulgular

Katilimcilarin cinsiyet, yas, aile geliri ve egitim durumlarini gésteren bilgiler Tablo 1’de sunulmustur. Buna gore katilimcilarin
cinsiyet acgisindan homojen dagildigi soylenebilir. 18-29 yas araligindaki katihmcilarin 6rneklemin yarisini teskil ettigi,
katilimcilarin yaklasik %56’sinin dnlisans-lisans mezunu oldugu goérilmektedir. Gelir agisindan bakildiginda ise katimcilarin
yarisindan fazlasinin 4101 TL ve Uzerinde aile gelirine sahip olduklari soylenebilir. Internet Gizerinden daha 6nce aligveris
yaptigini ifade edenlerin oraninin yiiksek olmasi (yaklasik %87), e-aligverisin tlkemizde gittikge yayginlastigi bilgisi ile paralel
bir bulgudur. E-alisveris yapma orani, lilkemizde gergeklestirilen gegmis calismalarda (Aksoy, 2006; Usta, 2006; Armagan,
Turan, 2014) elde edilen sonuglara kiyasla oldukga yuksektir.
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Tablo 1: Katilmcilarin Demografik Ozellikleri

Sikhk | Yizde | Sikhk | Yizde
(f) (%) (f) (%)
o Kadin 169 49,7 8 2,4 1300 TL ve alti
Cinsiyet

Erkek 171 50,3 30 8,8 1301-2000 TL
18-29 175 51,5 29 8,5 2001-2700 TL . .
Aile geliri

Yas 30-44 113 33,2 35 10,3 2701-3400 TL

45-60 52 15,3 50 14,7 3401-4100 TL

Esiti Lise 76 22,4 188 55,3 4101 TL ve Ustu
BUM | Gnlisans- Lisans | 191 | 562 | 204 | 865 Evet | Internet
durumu ..
Lisansistu 73 21,5 46 13,5 Hayir aligverisi

Toplam 340 | 100,0 | 340 | 100,0 Toplam

Daha once Internet tizerinden alisveris yaptigini belirten katiimcilarin (n=294) yaklasik %38’i yilda birkag kez, %33’0 ise ayda
birkag kez Internet tizerinden aligveris yaptiklarini belirtmislerdir (Tablo 2).

Tablo 2: Internet Uzerinden Aligveris Yapma Sikhgi

Siklik (f) Yizde (%)
Nadiren 63 21,4
Yilda birkag kez 112 38,1
Ayda birkag kez 98 33,3
Haftada birkag kez 18 6,1
Her glin 3 1,0
Toplam 294 100,0

Online ahsveris yapan katiimcilara, alternatif erisim seceneklerinden hangilerini tercih ettikleri de sorulmus olup
katihmcilarin biytk bir kisminin alisveris yaptiklari sitenin orijinal internet sayfasi gorinimuini tercih ettikleri, sadece
%17’lik kesimin sitelerin telefon uygulamalarini (app) kullanmayi sectigi belirlenmistir (Tablo 3). Bu sonucun, ozellikle,
Urinlerini cep telefonu uygulamalari Gzerinden satmak igin tiiketicileri bu kanala yonlendiren isletmeler tarafindan dikkate
alinmasi faydali olabilir. Uygulamalarin kullanici dostu hale getirilerek iyilestirilmesi tlketicilerin isteksizligini gidermek igin
bir yol olabilir.

Tablo 3: Online Aligveris Yaparken Tercih Edilen Format

Siklik (f) | Yuzde (%)
Alisveris sitesinin orijinal internet sayfasi 235 79,9
Mobil gérinimli sayfa 24 8,2
Sitenin mobil uygulamasi 51 17,3

Katilimcilarin aligveris yapmadan once Internet {izerinden arastirma sikliklarini gdsteren Tablo 4 incelendiginde, genel olarak
orneklemin ¢ogunlugunun en az ayda birkag kez arastirma yaptigi goriilmektedir. Internet lizerinden alisveris yapanlar ele
alindiginda, katihmcilarin yaklasik %39’unun en az haftada birka¢ kez arastirma yaptiklari sdylenebilir. Internet Gzerinden
alisveris yapmayanlarin yaklasik %35’i de higbir zaman Internet tGzerinden arastirma yapmadiklarini ifade etmislerdir.

Tablo 4: Alisveris Yapmadan Once internet Uzerinden Arastirma Yapma Sikhg

Tam Internetten Internetten

Katilimcilar Alisveris Yapanlar Alisveris Yapmayanlar

Sikhk (f) | Yuzde (%) Sikhk (f) Yizde (%) | Siklik (f) | Yuzde (%)
Higbir zaman 16 4,7 0 0 16 34,8
Nadiren 92 27,1 74 25,2 18 39,1
Yilda birkag kez 35 10,3 31 10,5 4 8,7
Ayda birkag kez 78 22,9 76 25,9 2 4,3
Haftada birkag kez 83 24,4 81 27,6 2 4,3
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Her glin 36 10,6 32 10,9 4 8,7
Toplam 340 100,0 294 100,0 46 100

4.2. Katiimcilarin Internet Uzerinden Arastirma ve Alisveris Yapma Sikliklarina Gore Siniflandiriimasi

Katilimcilarin internetten aligveris yapma durumu ve sikligi ile Internet Gizerinden arastirma yapma sikhigi bilgileri dikkate
alinarak katilimcilar 4 gruba ayrilmistir. Birinci grup Interneti alisveris veya arastirma igin kullanmayanlar “Internet
sevmeyen” tiiketicilerden olusmustur. ikinci grupta Internetten alisveris yapmayan ama arastirma yapan kisilerin yer aldig
“Arastirmacilar” grubudur. Ugilincii grupta Interneti arastirma yapmak igin kullanan ve diizenli olmasa da (nadiren ve yilda
birkag kez) Internetten alisveris yapan tuketiciler yer almakta olup bu tlketicilere “Ara sira alisveris yapanlar” ismi
verilmistir. Son grup ise Interneti arastirma yapmak igin kullanan ve diizenli olarak (en az ayda birkag¢ kez) alisveris yapan
tiiketicilerden olusmus olup, bu gruba “Internet alisverisgileri” adi verilmistir. Bu gruplarin demografik 6zellikleri Tablo 5'te
sunulmustur.

Tablo 5: Dort Tiiketici Grubunun Ozellikleri

G1* G2 G3 G4
(n=16- %4,7) (n=30- %8,8) (n=175- %51,5) | (n=119- %35)
Cinsiyet Kadin 6 (%37,5) 13 (%43,3) 88 (%50,3) 62 (%52,1)
Erkek 10 (%62,5) 17 (%56,7) 87 (%49,7) 57 (%47,9)
18-29 5(%31,3) 19 (%63,3) 88 (%50,3) 63 (%52,9)
Yas 30-44 4 (%25,0) 8 (%26,7) 53 (%30,3) 48 (%40,3)
45-60 7 (%43,8) 3(%10,0) 34 (%19,4) 8 (%6,7)
Dusiik (<2000) 4 (%25,0) 9 (%30,0) 17 (%9,7) 8 (%6,7)
Gelir Orta(2001-4100) 7 (%43,8) 13 (%43,3) 55 (%30,9) 40 (%33,6)
Yiiksek (4101<) 5(%31,3) 8 (%26,7) 104 (%59,4) 71 (%59,7)
Lise 9 (%56,3) 9 (%30,0) 40 (%22,9) 18 (%15,1)
Egitim Onlisans-lisans 5(%31,3) 17 (%56,7) 101 (%57,7) 68 (%57,1)
Lisansustl 2 (%12,5) 4(%13,3) 34 (%19,4) 33 (%27,7)
Ginlik olarak | 0-1saat 8 (%50,0) 6 (%20,0) 20 (%11,4) 7 (%5,9)
Internette 1-2 saat 5(%31,3) 6 (%20,0) 37 (%21,1) 24 (%20,2)
harcanan 2-3 saat 2 (%12,5) 9 (%30,0) 50 (%28,6) 33 (%27,7)
sire 3 saatten fazla 1(%6,3) 9 (%30,0) 68 (%38,9) 55 (%46,2)
Alisveriste Orijinal sayfa - - 142(%81,1) 93(% 78,2)
tercih edilen Mobil gériinim - - 15(%8,6) 9(%7,6)
format App (Uygulama) - - 24(%13,7) 27(%22,7)
Toplam 16 (%100) 30 (%100) 175 (%100) 119(%100)

*G1= Internet sevmeyenler (arastirma yok-satin alma yok); G2= Arastirmacilar (arastirma var- satin alma yok); G3= Ara sira alisveris
yapanlar (arastirma var- satin alma diizensiz); G4= Internet alisverisgileri (arastirma var- satin alma diizenli)

Tablo 5’te gorildiigu Gizere, Internet lzerinden aligveris yapanlar cinsiyet agisindan homojen dagilim gostermekle birlikte e-
aligverisi kadinlarin daha gok tercih ettigi sdylenebilir. Bu sonug, erkeklerin kadinlara gére internet lizerinden aligverise
daha meyilli oldugunu ortaya koyan ¢alismalardan (Korgaonkar, Wolin, 1999; Emmanouilides, Hammond, 2000; Teo, 2002;
Diindar, Yorik, 2009) farkhhhk teskil etmektedir. Bununla birlikte E-alisverisi benimseyenlerin daha g¢ok 18-29 yas arasindaki,
yuksek gelirli, 6nlisans-lisans mezunu katilimcilarin oldugu séylenebilir. Bununla birlikte e-aligveris yapanlarin ¢cogunlugunun
giinde en az 2 saatlerini Internette harcadiklari séylenebilir. Bu sonuglar, internet alisverisini tercih eden tiiketicilerin geng
yasta ve egitimli kimseler oldugunu ve Internette daha ¢ok zaman harcadiklarini gosteren galismalarla (Swinyard, Smith
2003; Allred, Smith & Swinyard, 2006; izgi, Sahin, 2013) benzerlik géstermektedir. Internet iizerinden alisveris yaparken
tercih edilen format agisindan bakildiginda katilimcilarin en ¢ok orijinal sayfa gériniminl tercih ettikleri, Internet
ahsverisgilerinin, telefon uygulamalarini kullanmaya daha meyilli olduklari séylenebilir.

4.3. Farkh Tiiketici Gruplarinin Interneti Kullanma Amaglarinin incelenmesi

Internetin alisveris digi kullanimlarinin da dikkate alindigi calismada, katiimcilarin en ¢ok hangi amaglarla Interneti kullandig|
da belirlenmeye calisilmistir. Bu amagla katimcilarin nceden belirlenen amaglari (is, e-posta okumak-géndermek, Eglence-
sosyallesme, Kitap-gazete-dergi okumak, Arastirma yapmak, Alisveris yapmak, Bankacilik islemleri i¢in) 6nem dlzeyine gore
siralamasi (ilk bes) istenmistir. Buna gére interneti sevmeyenler (G1) grubunda yer alan katilimcilarin Interneti en ¢ok e-
posta okumak ve gondermek igin kullandigi, bunu kitap-dergi okumak ve eglence ve sosyallesme amaglarinin izledigi tespit
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edilmistir. Arastirmacilar (G2) grubundaki katilimcilarin ise Interneti en ¢ok arastirma yapmak igin kullandiklari
belirlenmistir. is icin Internet kullanimi ikinci sirada yer alirken, eglence ve sosyallesme bu grup icin de {giincii sirada
degerlendirilmistir. Internetten ara sira aligveris yapanlarin yer aldig gruptaki (G3) katiimcilar da Interneti en gok arastirma
yapmak igin kullandiklarini dile getirirken, ikinci sirada e-posta okuma ve génderme yer almistir. Internet aligveriscileri (G4)
icin oncelikli amag yine arastirma yapmak olurken, diger gruplardan farkli olarak alisveris yapma amaci besinci amag olarak
dile getirilmistir. Bu sonuglara gore, Interneti sevmeyenler grubu disindakilerin Internetin arastirma amaciyla yogun olarak
kullandiklari, aligveris amacinin ise sadece Internet aligsveriscileri tarafindan kayda deger dizeyde dile getirildigi
gorulmistiir. Buna gore, Internet kullaniminin 6ncelikli amaglarindan biri satin alma davranisi olmamakla birlikte, karar
sirecinin bilgi arastirma ve alternatifleri degerlendirme asamalarini da kapsayacak sekilde arastirma davranisinin ilk sirada
yer almasi 6nemli bir bulgudur.

4.4. Farkh Tiiketici Gruplarinin Internet Uzerinden Arastirma Davranislarinin incelenmesi

Algveris Oncesinde Internet (zerinden arastirma yapan (¢ tuketici grubunun (G2-Arastirmacilar, G3-Ara Sira Aligveris
Yapanlar, G4-Internet Aligverisgileri) hangi tiir bilgiyi edinmek igin arastirma yaptiklarina bakildiginda arastirmaya konu olan
ilk Gi¢ baslik ortak olmakla birlikte siralamada farkhliklar s6z konusudur (Tablo 6). Buna gore, Internet Uzerinden alisveris
yapan tiketicilerin (G3 ve G4) en ¢ok fiyat bilgisi edinmek igin arastirma yaptiklari, bunu kullanici yorum ve onerileri ile Grin
bilgisi bilgilerinin izledigi goriilmektedir. Arastirmacilar grubu (G2) igin ise en ¢ok Urlin bilgisinin arastirildigi, bunu fiyat bilgisi
ile kullanici yorum ve onerilerinin izledigi soylenebilir. Bu farkhlik Internet Gzerinden alisveris yapma egilimini disik olan
Arastirmacilar grubundaki tiketicilerin fiyat karsilastirmasi yerine, alternatiflerin belirlenmesi ve degerlendirilmesi
asamasinda Internet arastirmasi yapmalarindan kaynaklanmis olabilir. Bununla birlikte Internet (izerinden alisveris yapan
tiketicilerin daha ¢ok en uygun fiyatli alternatifi bulmak igin arastirma yaptiklari séylenebilir.

Tablo 6: Farkl Tiiketici Gruplarinin Internetten Arastirilan Bilginin Tirlerinin Karsilastiriimasi

(G2)Arastirmacilar (G3) Ara Sira Aligveris (G4) InFer.net‘
Yapanlar Alisveriscileri
Siklik (f) | Yizde (%) Siklik (f) Yizde (%) Siklik (f) Yiizde (%)
Fiyat bilgisi 17 56,7 154 88 110 92,4
Kullanici yorum-6nerileri 16 53,3 135 77,1 107 89,9
Uriin bilgisi (agiklamasi) 19 63,3 108 61,7 91 76,5
Temel Urlin 6zellikleri 14 46,7 84 48 69 58
SSS cevaplari 4 13,3 50 28,6 46 38,7
Uriin gérselleri-videolari 15 50 87 49,7 65 54,6
Teknik talimatlar 5 16,7 37 21,1 33 27,7

4.5. Farkh Tiiketici Gruplarinin Internet Uzerinden Alisverise iliskin Tutumlarinin Karsilastiriimasi

Internet Gzerinden arastirma ve aligveris yapma durumlarina gore dort gruba ayrilan katihmcilarin Internet aligverisine 6zgi
ozellikleri nasil degerlendirdiklerini ve Internet alisverisine iliskin tutumlarinin farkllik gosterip géstermedigini arastirmak
icin gruplar arasi karsilastirma yapilmistir. Bu amagla dncelikle elde edilen verilere normal dagilim testi uygulanmistir.
Kolmogorov-Smirnov testi sonuglarina gore verilerin normal dagilim gostermedigi (p<0,005) tespit edilmis, bu nedenle
gruplarin karsilastiriimasi icin Kruskal Wallis testi gergeklestirilmistir. Elde edilen bulgular %95 giiven araliginda, %5
anlamhhk dizeyinde degerlendirilmistir.

Tablo 7: Tiiketicilerin Geleneksel Alisverise ve Internet Alisverisine iliskin Tutumlarinin Karsilastiriimasi

N Ortalama | Ortalama Ki-Kare | Anl.
sirasi
1. int " | ) internet sevmeyenler 16 4,6875 284,66
a nszeer?:ear:1§: "ez:zxdan Arastirmacilar 30 4,4000 25803 | 95 018 | ,000
yap . v . & . . Ara sira aligveris yapanlar 175 3,6514 183,51 ! !
aligveris etmeyi tercih ederim 2
Internet aligverisgileri 119 2,8655 113,95
2. Bir iiriinii internetten veya internet sevmeyenler 16 3,0625 109,41
magazadan almadan once Arastirmacilar 30 3,8667 145,58
P, - - 17,830 | ,000
daha diisiik fiyathisini bulabilir | Ara sira alisveris yapanlar 175 4,0400 164,71
miyim diye arastiririm Internet alisverisgileri 119 4,3529 193,50
3. internetten aligveris internet sevmeyenler 16 1,7500 90,75
yapmak zaman gegirmek igin Arastirmacilar 30 1,6667 85,92 65,269 | ,000
iyidir Ara sira aligveris yapanlar 175 2,5486 160,51
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Internet alisverisgileri 119 3,2185 217,24
4. internetten veya internet sevmeyenler 16 3,7500 156,53
magazadan aligveris yaparken | Arastirmacilar 30 3,8333 151,67 6.668 083
her zaman indirimlere ve 6zel Ara sira aligveris yapanlar 175 4,0057 163,55 ’ !
tekliflere bakarim Internet aligverisgileri 119 4,2521 187,34
internet sevmeyenler 16 3,1250 130,84
5. indirim ve odiiller satin Arastirmacilar 30 3,2333 126,42
. - 22,581 | ,000
alma kararimi etkiler Ara sira aligveris yapanlar 175 3,8114 162,21
Internet aligverisgileri 119 4,2017 199,13
6.8 liol d fivat internet sevmeyenler 16 2,9375 126,50
d;,i:‘ee": : ‘::I’I‘ flaerfce 'ya Arastirmacilar 30 3,0333 132,67 0031 | o019
& . .y. sverts Ara sira aligveris yapanlar 175 3,6229 176,23 ! !
deneyiminin sunulmasidir ——
Internet aligveriscileri 119 3,6807 177,53

Tablo 7’de goruldigl gibi Internet sevmeyenlerin “Internetten alisveris yapmak yerine magazadan alisveris etmeyi tercih
ederim” ifadesine katilm dizeylerinin diger gruplardan daha yiksek oldugu, Internet lizerinden arastirma ve alisveris
yapma egilimi arttikga bu ifadeye katim diizeyinin azaldigi sdylenebilir. Ozellikle Internet alisveriscilerinin magazadan
ahsverisi tercih etme durumunu yansitan bu ifadeye katihm diizeylerinin disiik oldugu goriilmektedir. Buna gére Internet
sevmeyenlerin daha alisveris konusunda daha “gelenekgi” olduklari séylenebilir.

“Bir Urlini internetten veya magazadan almadan 6nce daha diisiik fiyathisini bulabilir miyim diye arastiririm” ifadesine
katihm dizeylerine bakildiginda gruplar arasi farkin yine anlamli oldugu, Internet Gzerinden arastirma ve alisveris yapma
sikligi arttikga daha dusik fiyathyr bulmak igin arastirma yapma egiliminin de arttigi gérilmektedir. Bu durum, daha once
belirtildigi Gzere Internet alisverisini tercih eden gruplarin, Internet tzerinden en ¢ok fiyat bilgisi arastirdiklari bulgusunu da
destekler niteliktedir. Nesar ve Sabir (2016) bu ifadeye katilim diizeyleri yiksek olanlari “sémirici” olarak nitelendirmis
olup, Internet alisverisgilerinin bu baglamda daha sémiriici bir tutuma sahip olduklari séylenebilir.

Alisverisi, bir seyler satin almak disinda bos zaman gegirme faaliyeti olarak géren ve bilgi edinmek ve iyi vakit gecirmek icin
magazalarda (Bellinger, Korgaonkar, 1980; Ohanian, Tashchian, 1992) ve Internette (Kaufman-Scarborough, Lindquist, 2002;
Nesar, Sabir, 2016) gezinen tiiketiciler bulunmaktadir. Bu baglamda “internetten alisveris yapmak zaman gegirmek icin
iyidir” ifadesine katilim duzeyleri incelendiginde, Internet lzerinden aligveris yapanlarin bu isi daha eglenceli olarak
gordukleri, Arastirmacilar ve Internet Sevmeyenler grubundakilerin Internet alisverisinin iyi vakit gecirmek icin uygun
oldugunu distinmedikleri goriilmektedir. Bunun yani sira Internet alisveriscilerinin de bu ifadeye katiim diizeylerinin gok
yuksek olmadig bilgisiyle katilimcilarin eglenmek disindaki amaglarla, 6rnegin daha disik fiyath Grini satin almak, Internet
ahsverisini tercih ettikleri sdylenebilir.

Tiketicilerin alisveris konusundaki fiyat duyarliliklarini degerlendirmek (Nesar, Sabir, 2016) igin kullanilan iki ifadeden ilkine
(internetten veya magazadan aligveris yaparken her zaman indirimlere ve 6zel tekliflere bakarim) katilim diizeylerinin biitiin
gruplar icin yuksek oldugu ve istatistiksel olarak gruplar arasi farkin gozlenmedigi tespit edilmistir. Buna gore, tercih edilen
aligveris sekli ne olursa olsun katilimcilarin her zaman indirimlere ve 6zel tekliflere duyarli olduklari séylenebilir. Fiyat
duyarlihgini yansitan ikinci ifadeye (indirim ve édiller satin alma kararimi etkiler) katiim diizeylerinin gruplar arasinda
farkhhk gosterdigi, oOzellikle Internet aligveriscileri grubundaki katihmcilarin, Internet sevmeyenler ve Arastirmacilar
gruplarindakilere kiyasla satin alma kararini alirken indirim ve 6dillerden daha g¢ok etkilendikleri, “fiyat duyarliliklarinin”
daha fazla oldugu goriilmektedir.

Son olarak “Onemli olan sadece fiyat degil, en iyi alisveris deneyiminin sunulmasidir” ifadesine katihm dizeyleri
incelendiginde, Internet Uzerinden arastirma ve alisveris yapma egilimi arttikca bu ifadeye katilim dlzeyinin arttigi
gorilmektedir. Buna gore fiyat duyarliligl daha fazla olmakla birlikte Internet aligverisgilerinin sadece fiyat avantajindan
degil, Internet aligverisinin sundugu diger faydalardan da etkilendikleri, online alsverisi bir “deneyim” olarak
degerlendirdikleri séylenebilir.

Tiketicilerin Internet alisverisine 6zgu Ozellikleri iceren ifadelere iliskin degerlendirmeleri ve gruplar arasi karsilastirma
sonuglari Tablo 8’de sunulmustur.
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Tablo 8: Tiiketicilerin Internet Alisverisine Ozgii Ozelliklere iliskin Degerlendirmelerinin Karsilastirilmasi

N Ortalama | Ortalama Ki-Kare | Anl.
sirasi
internet sevmeyenler 16 1,8125 76,06
7. Sadece markal Griinleri Arastirmacilar 30 2,0000 90,65 43028 | 000
internet lizerinden alabilirim Ara sira aligveris yapanlar 175 3,3200 188,19 ’ !
Internet alisverisgileri 119 3,1765 177,32
internet sevmeyenler 16 3,1875 95,69
8. internetten aligveris Arastirmacilar 30 3,8667 150,87
- - 21,542 | ,000
yapmak gittikge kolaylasiyor Ara sira aligveris yapanlar 175 4,0800 164,04
Internet aligveriscileri 119 4,3950 195,01
9. S6z konusu olan meblag internet sevmeyenler 16 3,3750 180,34
(para) yiiksek oldugunda Arastirmacilar 30 2,8333 139,93 14833 | 002
internet lizerinden aligveris Ara sira aligveris yapanlar 175 3,4857 188,61 ’ !
yapmam Internet aligverisgileri 119 3,0252 150,24
internet sevmeyenler 16 2,2500 104,56
10. internet iizerinden 6deme Arastirmacilar 30 1,9333 77,57 47 873 000
yapmak giivenlidir Ara sira aligveris yapanlar 175 3,1257 173,62 ’ !
Internet aligverisgileri 119 3,4370 198,20
internet sevmeyenler 16 2,3750 64,22
11. internetten alisveris Arastirmacilar 30 2,5333 89,00
- 69,578 | ,000
yapmak kullanighdir Ara sira alisveris yapanlar 175 3,5886 166,15
Internet aligverisgileri 119 4,0420 211,73
internet sevmeyenler 16 3,4375 203,22
12. internetten aligveris Arastirmacilar 30 3,2667 192,23
I - 21,224 | ,000
yapmak risklidir Ara sira aligveris yapanlar 175 3,2571 185,32
Internet alisverisgileri 119 2,7311 138,83

“Sadece markal Urinleri internet Gzerinden alabilirim” ifadesine katilm dizeylerine bakildiginda, Internet sevmeyenlerin ve
Arastirmacilarinin, Internet alisverisine iliskin genel yaklasimlari dogrultusunda bu ifadeye katilim dizeylerinin de alisveris
yapanlara kiyasla (G3 ve G4) istatistiksel olarak daha diisiik oldugu gériilmektedir. ilk iki grupta yer alanlarin genel olarak
Internet Uzerinden aligverise olumlu bakmadiklari dislintldigiinde, markali Uriinlerin bile bu durumu degistirmeye
yetmedigi sOylenebilir. Ara sira alisveris yapanlarin, Internet alisveriscilerine kiyasla bu ifadeye katilma dizeylerinin daha
yiksek olmasi, bu gruptakilerin markali Grinler igin Internet aligverisini tercih ettikleri, markali Grinlerin verdigi giiven
duygusunun Internet lzerinden alisverisi daha givenilir hale getirdigi seklinde yorumlanabilir. Bununla birlikte Internet
aligverisgilerinin, Grliniin markasiz olmasinin o irlini satin almalarina engel olmadigini dusiindikleri de sdylenebilir.

“internetten alisveris yapmak gittikce kolaylasiyor” ifadesine katilim diizeyleri incelendiginde, Internet tizerinden arastirma
ve alisveris yapma egilimi arttikca bu ifadeye katilim diizeyinin arttigi gérilmektedir. Buna gore, interneti sevmeyenlerin bile
internetten aligverisin kolaylastigini distndikleri, bununla birlikte, Internet Gzerinden alisveris yapanlarin deneyimleri
dogrultusunda bu gelisimi daha net bir sekilde gorebildikleri sdylenebilir.

“S6z konusu olan meblag (para) yiiksek oldugunda internet Uzerinden alisveris yapmam” ifadesine Ara sira aligveris
yapanlarin, Internet alisverisgilerine kiyasla daha ¢ok katildiklari gérilmektedir. Internet lGzerinden alisveriste daha ¢ok
markali Urlinleri tercih ettikleri bilgisine dayanarak bu katihmcilarin (G3) internet aligverisinin riskli yanlarini markali
Grunlerle ve daha dusik fiyath tercihlerle azaltmaya galistiklari sdylenebilir.

“internet zerinden 6deme yapmak giivenlidir” ifadesine katilim diizeyleri incelendiginde Internet iizerinden 6demeyi en
riskli bulan grubun Arastirmacilar grubu oldugu, bunu Internet sevmeyenlerin izledigi gorilmektedir. Internet alsverisgileri
odemeyi daha givenli bulurken, ara sira aligveris yapanlarin daha 6nce de belirtildigi gibi bu gruba kiyasla Internet
aligverisini daha riskli algiladiklari soylenebilir.

internet aligverisinin kullanishiligi agisindan bakildiginda (internetten aligveris yapmak kullanislidir) alisveris yapanlarin (G3
ve G4) internetten alisveris yapmayanlara (G1 ve G2) oranla Internet ahlisverisini daha kullanish bulduklari gérilmektedir.
Ayrica, Internet aligverisgilerinin diger tiim gruplara kiyasla Internet alisverisini daha kullanish olarak degerlendirdikleri de
soylenebilir.

Tasidigi riskler agisindan bakildiginda (internetten alisveris yapmak risklidir), internet iizerinden arastirma ve alisveris yapma
egilimi arttikga risk algisinin da azaldigi gorilmektedir. Bununla birlikte ara sira alisveris yapanlarin, Internet aligverisgilerine
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kiyasla risk algisinin istatistiksel olarak daha yiiksek oldugu da belirlenmistir. Bu durum o6nceki bulgularla paralellik
gostermektedir.

4.5. Farkh Tiiketici Gruplarinin internet Uzerinden Alisverisi Tercih Etme Durumlarindaki Degisimin
Karsilastiriimasi

Son olarak katiimcilara 6nceki yillara kiyasla Internet lizerinden alisverisi magaza ici alisverise tercih etme durumlarindaki
degisiklik diizeyini belirlemek igin de bir soru sorulmus ve online alisveris yapanlarin yer aldigi iki grup (G3 ve G4) arasinda
farklihk olup olmadigi Mann Whitney U testi ile analiz edilmistir. Buna gore Internet alisveriscilerinin, ara sira aligveris
yapanlara kiyasla, son bir yil igerisinde online alisverisi magaza aligverisine daha ¢ok tercih ettikleri sonucuna ulagiimistir
(Tablo 9).

Tablo 9: Tiiketicilerin Internet Uzerinden Alisverisi Tercih Durumlarindaki Degisimin Karsilastiriimasi

N Ortalama Ortalama 3 . | Anl
sirasi degeri
1.3. On.cek.l Ylllara klyasla son Ara sira aligveris yapanlar 175 31086 12541
bir yil igerisinde online
ahgverisi magaza ici aligverise | Internet aligveriggileri -5,627 | ,000
daha cok tercih ediyorum 119 3,8571 179,98

5. SONUC VE ONERILER

Bilgi ve dijitallesmenin 6n planda oldugu yeni ekonomik olusumda e-ticaret yapan isletmelerin ve dolayisiyla internet
lizerinden alisveris yapan tiiketicilerin sayisi her gecen giin artmaktadir. Bununla birlikte internetin satin alma kararinin
oncesinde bilgi arastirmak icin de kullaniimasi s6z konusudur. Bu agidan bakildiginda, e-alisverisi, sadece Internet lizerinden
mal/hizmet satin alinmasi olarak gérmemek, satin alma kararini almadan 6nce Griin ve fiyat bilgisi edinmek, alternatifleri
karsilastirmak, kullanicilarin degerlendirmelerini incelemek igin internet {izerinden gergeklestirilen arastirma ¢abalarini da
icerecek sekilde tanimlamak daha buttncul bir yaklasim olacaktir.

Tiketicilerin e-aligveris davranislarinin belirlenmesi amaciyla gergeklestirilen bu ¢alismaya katilanlarin  blyik bir
cogunlugunun (%87) internet (zerinden alisveris deneyimlerinin oldugu anlasiimaktadir. Bu oranin, (ilkemizde
gerceklestirilen gecmis c¢alismalarda elde edilen sonuglara kiyasla oldukg¢a yiiksek olmasinin nedeni Turkiye'de
telekomiinikasyon alt yapisina yapilan yatirimlar, yeni nesil akilli cep telefonlari ile birlikte internet erisiminin yer ve zaman
bagimliliginin azalmasi ve internet iizerinden aligverisin daha giivenli hale gelmesi olabilir. Bununla birlikte, cogunlugu, belli
araliklarla ziyaret edilen iki alisveris merkezinin dniinde gondlllliik esasina gore ankete cevap veren tiketicilerden olusan
orneklemin farkl alisveris yontemlerini denemeye agik olmasi da bu oranin yiiksek olmasina yol agmis olabilir.

Bu calismada, erkeklerin kadinlara gore internet (izerinden aligverise daha meyilli oldugunu ortaya koyan calismalardan
farkh olarak, katilimcilar, Internet Gzerinden aligveris ve arastirma yapma davranislari agisindan cinsiyete gore dengeli bir
dagiim gdstermislerdir. Bununla birlikte 18-29 yas arasi genglerin ve geliri yiiksek olanlarin internet lizerinden daha sik
ahsveris yaptiklari tespit edilmistir. Calisma sonucunda, tiiketicilerin telefon uygulamalarindan ¢ok alisveris yapilan sitenin
orijinal internet sayfasi gériiniimiiniin tercih edildigi tespit edilmistir. internet erisimini en cok cep telefonlar {izerinden
gerceklestiren katilimcilarin, buna ragmen telefon uygulamalarini tercih etmemeleri distindiriicidir. Bunun nedeni
katilimcilarin diizenli olarak alisveris yapmamalari olabilecegi gibi, uygulamalarin goriinim ve kullanislilik agisindan
geleneksel web sayfalarina kiyasla daha olumsuz algilanmasi olabilir.

Katihmcilarin alisveris yapmadan o6nce Internet Uzerinden arastirma sikliklari incelendiginde, genel olarak 6rneklemin
gogunlugunun en az ayda birkag¢ kez arastirma yaptigi, Internet Gzerinden aligveris yapanlar ele alindiginda ise katilimcilarin
yaklagik %39’unun en az haftada birkag kez arastirma yaptiklari séylenebilir. Internet Gzerinden alisveris yapmayanlar
incelendiginde bu katilimcilarin yaklasik %35’inin Internet Uzerinden hi¢ arastirma yapmadigl, %39’unun ise nadiren
arastirma yaptigi tespit edilmistir. Buna gore Internet lzerinden alisverisi benimsemeyenlerin satin alma asamasindan 6nce
arastirma yaparken de Interneti cok tercih etmedikleri sdylenebilir.

Calismada farkli tiketici gruplarinin Internet lzerinden alisverise iliskin tutum ve davraniglarinin karsilastirilabilmesi igin
oncelikle, internetten alisveris yapma durumu ve sikligi ile Internet Gizerinden arastirma yapma sikhg bilgileri dikkate
ahinarak katihmcilar 4 gruba ayrilmis ve bu gruplarin karsilastiriimasi yapilmaya ¢alisilmistir. Genel Ozellikler itibariyle
degerlendirildiginde, Internet lzerinden arastirma ve diizenli olarak aligveris yapan “Internet aligverisgileri” kategorisinde
daha ¢ok 18-29 yas arasindaki, yiiksek gelirli, 6nlisans-lisans mezunu tiiketicilerin yer aldigi, bu kisilerin gogunlugunun giinde
en az 2 saatlerini Internette harcadiklari belirlenmistir. Bu sonug internet alisverisini tercih eden tiiketicilerin geng yasta ve
egitimli kimseler oldugunu gosteren galismalarla benzerlik géstermektedir.

DOI: 10.17261/Pressacademia.2017. 727 393



Journal of Management, Marketing and Logistics -IMML (2017), Vol.4(4),p.384-397 Sertoglu, Ors, Catli

Ortaya c¢ikan farkh tiiketici gruplari Interneti kullanma amaglari agisindan karsilastirildiginda, Internet ahisveriscileri disinda
alisverisin 6ncelikli amaglar arasinda yer almadigi, bununla birlikte Interneti sevmeyenler disindaki gruplar igin Internetin en
¢ok arastirma yapmak amaciyla kullanildigi tespit edilmistir. Buna goére Interneti satin alma asamasinda kullanmayan
tiketicilerin bile bilgi arastirma, alternatifleri belirleme ve degerlendirme asamalarinda Internetten faydalandiklari

....................................... sOylenebilir. Tiketicilerin, satin alma karar suirecinin farkli asamalarini farkli kanallar Gzerinden gergeklestirebiliyor olmalari
ozellikle ¢oklu kanal uygulamalarini benimseyen isletmeler igin avantaj olarak gorilebilir.

Aligveris 6ncesinde Internet Uzerinden arastirma yapan lg tiiketici grubunun arastirdiklari bilgi tirleri de dikkate alinmis,
Internet Uzerinden alisveris yapan tuketicilerin (Ara Sira Alisveris Yapanlar ve Internet Alsveriscileri) en ¢ok fiyat bilgisi
edinmek i¢in arastirma yaptiklari, Arastirmacilar grubundakilerin ise en g¢ok Urilin bilgisi edinmek icin arastirma yaptigi
belirlenmistir. Farkli tiketici gruplarinin arastirdiklari konularin farklihk gostermesi ve bunun bilinmesi, bu tiiketici gruplarini
hedefleyen isletmeler agisindan oldukga 6nemlidir.

Farkh tiketici gruplarinin Internet lizerinden alisverise bakis agilarinin belirlenmesi, 6zellikle e-alisverise sicak bakmayan
tiiketicileri bu kanala yoneltmek igin ¢aba harcayacak isletmeler i¢in 6nemli bir husustur. Bu amagla hazirlanan ifadelere
verilen cevaplar dikkate alinarak elde edilen dort farkli tiketici grubu icin profil olusturulmaya ¢alisiimistir. Buna gére;

Internet sevemeyenler- Bu grupta yer alan tlketiciler magazadan alisverisi tercih eden, bir Griintin disuk fiyatlisini bulmak
icin diger gruplardakilere kiyasla daha az g¢aba harcayan ve satin alma kararini verirken indirim ve &6dillerden g¢ok
etkilenmeyen kisilerdir. Bu tiiketicilere gore, Internet alisverisi zaman gegirmek igin gergeklestirilen bir faaliyet degildir.
Markali Griinler s6z konusu oldugunda bile e-alisverisi tercih etmeyen bu kisiler icin Internet lzerinden 6deme yapmak
glvenli degildir ve e-alisveris oldukga risklidir.

Arastirmacilar- ilk grup gibi magazadan alisverisi tercih eden ve bir Griiniin disik fiyathsini bulmak icin ¢ok caba
harcamayan Kkisilerin yer aldigi arastirmacilar grubundakiler icin e-alisveris zaman gegirmek eglenceli bir yol degildir.
Internet alisveriscilerine kiyasla karar verirken indirim ve o&dillerden daha az etkilenen arastirmacilar Internet
sevmeyenlerden farklh olarak alisverisi bir deneyim olarak goérirler. S6z konusu meblag yiksek oldugunda e-alisverise en
soguk bakan bu kisiler markal Grlnler icin de e-alisverisi tercih etmediklerini belirtmektedirler. Internet (izerinden 6deme
yapilmasini hig giivenli bulmayan arastirmacilar igin e-alisveris kullanissiz ve oldukga risklidir.

Ara sira alisveris yapanlar- Internet alisveriscilerine kiyasla daha geleneksel yollari tercih eden ve fiyat konusunda daha az
arastirma yapan bu tlketiciler karar alirken de indirim ve odillerden daha az etkilenirler. Internet lzerinden alisveris
yapmayan ilk iki gruptakilere nazaran bu gruptakiler alisverise bitiincil bir deneyim goziyle bakarlar. Internet tizerinden
ahsveriste markal Grtinleri tercih eden bu kisiler meblag yiksek oldugunda, Internet aligveriscilerine kiyasla e-alisverisi daha
az tercih etmektedirler. Bu gruptakilerin, Internet tGzerinden 6demevyi ilk iki gruptakilerden farkli olarak gilivenli ve kullanigh
bulduklari, buna karsin Internet alisverisgilerine oranla e- alisverisin risklerinden daha ¢ok g¢ekindikleri sdylenebilir.

Internet alisveriscileri- E-aligverisi, magaza ici alisverise tercih eden kisilerin yer aldigl bu gruptakiler en dustk fiyathsini
bulmak igin arastirma yapmayi severler. E-aligverisin iyi vakit gecirmek igin kullanilabilecegini diistinen Internet aligverisgileri
satin alma kararlarinda indirim ve 6dillerden en gok etkilenen grup olmakla birlikte en diistik fiyatin yani sira en iyi alisveris
deneyiminin de pesindedirler. Meblag ylksek oldugunda bile e-aligverisi tercih eden bu kisiler Internet tGzerinden édemeyi
guvenli ve e-aligverisli kullanish bulmaktadirlar. Internet aligveriscileri igin, genel kaninin aksine, e-aligveris riski yliksek
degildir.

Bu calisma ile internet alisverisini tercih eden ve etmeyen tiiketicilerin profili ve davranislari ortaya koyulmaya galisiimistir.
isletmeler internet sayfalarini ve dijital ortamda gerceklestirdikleri faaliyetleri tiiketici davranis ve tercihleri dogrultusunda
gelistirdikleri takdirde tiketicilerin e-alisverisi benimseme oraninin artacagl diisiinilmektedir. Bu amagla, farkh tutum ve
davraniglara sahip tiiketicilere hitap etmek isteyen e-ticaret isletmeleri icin bazi pratik 6neriler Tablo 10’da 6zetlenmistir.

Tablo 10: E-Ticaret Yapan isletmeler icin Oneriler

Tiiketici Grubu isletmelere Oneriler

1. Internet Gzerinden aligverisin glvenilirligi konusunda ikna edici ¢alismalar
yapilabilir
Internet sevmeyenler 2. Gergek bir magazanin olmasi durumunda magaza galisanlari, sanal ortamin
sundugu faydalari anlatarak musterileri Internet sayfalarina yénlendirmeye
yardimci olabilir

Arastirmacilar 1. Internet kullanicisi olan bu tiiketicileri e-aligverise yonlendirmek igin
oncelikle e-aligverisin riskli olmadigi anlatilabilir
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2.0deme giivenliginden duyduklari endiseyi azaltmak adina giivenlik
onlemleri arttirilabilir (3D secure 6deme gibi)

3. Internet aligveriginin kullanish olmadigini disinen bu tiketicilere e-
ahsverisin kullanisliligini anlatan reklam galismalari yapilabilir

4. Arastirmayi seven bu grubun bilgi ihtiyaglari dogrultusunda (fiyat bilgisi,
kullanici yorum ve 6nerileri, Griin bilgisi) internet sayfalarinda iyilestirme ve
diizenlemeler yapilabilir

5. Alisveris sepetine atilan Urilnlerin daha sonra satin alinmak Uzere
listelenmis olabilecegi diistintlerek sepette Urlin tutma slreleri uzatilabilir

1. Fiyat konusunda Internet alisverisgileri kadar olmasa da duyarh olan bu
tiketiciler igin fiyat indirimler ve odullerin yani sira fiyat karsilastirmasina
izin veren ara ylzler sunulabilir

2. Ahsverigse deneyim olarak yaklasan bu gruptakiler igin, 6zellikle ¢coklu kanal
sistemi uygulayan isletmeler, kesintisiz deneyim sunmak adina sanalda
(magazada) baslayan alisverisin magazada (sanal ortamda) bitirilmesine
imkan sunan uygulamalar gelistirebilir

3. Benzer sekilde Internet Gzerinden satin alinan bir Griiniin magazadan teslim
alinmasi veya magazada degisim yapma imkani sunulmasi etkili olabilir

4. Ozellikle yiiksek meblagda alisveristen cekinen bu kisiler icin ddeme
givenligi ve Urin iade-degisim imkanlari tesvik edici olabilir

Ara sira aligveris
yapanlar

1.En duguk fiyath GrtinG bulmak igin arastirma yapan bu kisiler igin fiyat
karsilastirmasina imkan veren web sayfalari faydal olabilir

2.Belli bir miktarda satin alim gergeklestiren tiketicilere indirim ve 6duller
sunularak bu kisiler daha fazla alisveris etmeye tesvik edilebilir

3.Bir 6nceki grup igin sunulan ikinci ve Uglincli oneriler bu grup igin de
gecerlidir.

Internet ahigverisgileri

Genel olarak bakildiginda, calismanin bulgulari isiginda, interneti en cok arastirma yapmak igin kullanan tiiketicilerin, fiyat
karsilastirmasina imkan veren, detayli Uriin bilgisi sunan, kullanici yorum ve onerilerine yer veren, Uriin ve marka gesitliligi
fazla olan sayfalari daha ¢ok tercih edecekleri, isletmelerin sayfalarini bu dogrultuda sekillendirmelerinin faydali olacagi
distniilmektedir.
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ABSTRACT

Purpose- Employer branding has been subject to various studies in strategic human resource field in order to attract high-skilled potential
employees and retain existing employees to create competitive advantage over its competitors with creating high intellectual capital
assets. Present study aims to focus on the effects of symbolic image dimensions of employer on employer attractiveness.
Methodology- In order to test propositions, questionnaires are conducted on 181 last year bachelor, master and PhD students which are
considered as potential employees for organizations in Turkish universities between the years 2016-2017. Data gathered from
questionnaires are analyzed through SPSS program.

Findings- All the suggested hypothesis regarding to research model are accepted and findings are consistent with the literature.
Conclusion- Analysis results revealed that symbolic image dimensions of employer have significant positive affect on employer
attractiveness. All three dimensions of symbolic image have significant effect on all four dimensions of employer attractiveness.

Keywords: Employer brand, employer branding, employer attractiveness, organizational attractiveness, symbolic image
JEL Codes: M50, M51, M54

1. INTRODUCTION

Today, our current business environment is dealing with severe and various challenges of intensive competition, high
degree of risk, uncertainty in environment and rapid technological changes. Organizations seek ways to deal with
competition in order to survive in long run and reach their desired organizational outcomes within the competitive market.
“This has resulted in the changing skills and competency requirements for organizations.” (Srivastava and Bhatnagar, 2010)
“Growing importance of intangible assets and intellectual capital, development of service based economies as well as
overall importance of corporate branding makes employer branding a strategic must.” (Martin et al., 2005) Because of the
most precious and costly capital is human capital, organizations should recognize the value of their high skilled employees,
and try to find out ways of attracting potential high skilled job seekers. This would lead organizations to invest more on new
trend asset which is ‘intellectual capital’. From this point of view, the concept of “Employer Branding” has received much
attention during last decades. Due to this reason, this study proposes a theoretical background and research model for
employer branding, along with organizational attractiveness, instrumental and symbolic benefits. Within the instrumental
and symbolic framework proposed by Lievens and Highhouse (2003), this study aims to come up with affects and
consequences of instrumental and symbolic dimensions on employer attractiveness in terms of employer branding concept.
The study begins with literature review of employer branding concept, instrumental-symbolic framework and employer
attractiveness. Research methodology, sample and data collection, instruments of the research and analysis will be shown
in second section. Findings section comprises final research model, suggested hypotheses and regression analyses results.
Conclusion and recommendations will be discussed in last section of the study.
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2. LITERATURE REVIEW

2.1. Employer Brand

The term ‘employer brand’ have first been mentioned by Ambler and Barrow (1996), defines the employer brand as “the
package of functional, economic and psychological benefits provided by employment, and identified with the employing
company.” “Functional benefits that Employer Brand offers are defined as developmental and useful activities. Economic
benefits represent the monetary and material rewards. And last, psychological benefits are the feelings such as belonging,
direction and purpose.” (Ambler and Barrow, 1996) “Employer branding is therefore concerned with building an image in
the minds of the potential labor market that the company, above all others, is a 'great place to work” (Ewing et al., 2002).
According to Lloyd (2002), “employer brand is the sum of a company’s efforts to communicate to existing and prospective
staff that it is a desirable place to work.” The employer brand puts forth an image showing the organization as a “great
place to work.” (Sullivan, 2004). Kimpakorn and Tocquer (200) stated that employer branding is “An organization’s image as
seen through the eyes of its actual and potential employees.” From these definitions it is clearly understood that main
objective of organizations is to attract new high skilled employees and retain existing staff in order to gain competitive
advantage from its competitors to survive in long run and reach organizational goals in efficient and effective manner.
Human capital is the most valuable and precious capital of an organization. “The practice of employer branding is
predicated on the assumption that investing in human capital brings value to the firm, and through skillful investment in
human capital, firm performance can be enhanced.” (Backhaus, and Tikoo, 2004) Main objective of organizations in long
run is to gain competitive advantage with scarce resource in environment. Hence organizations try to think of ways to
invest and improve on human capital. Resource based view supports this comment, suggesting that characteristics of a
firm’s resources can contribute to sustainable competitive advantage. (Barney, 1991)

Employer branding is a strategic must for organizations to establish and improve in today’s uncertain and rapid changing
environment in order to sustain its productivity and competitive advantage through differentiating the organization from its
existing competitors in the market. The term employer brand entails improving human capital assets for organizational
requirements. The aim is to create well recognized perception of the organization as a good employer and grate workplace
for them which would lead to attract new employees. In this point of view, the concept is considered as a topic in strategic
human resource management. Actually it derived from the human resource practices, but on the other hand the concept
entails efficient and effective applications for strategic management and organization practices on the purpose of gaining
and sustaining competitive advantage in order to reach strategic goals of the organization. This would lead organization to
position itself as a unique employer according to its strategic plans and decisions. According to Sullivan (2002) “employer
branding is a possible way to position organization as a unique and differentiated employer in the eyes of potential
employees, striving towards differentiating the organization from its competitors, and creating their own uniqueness as an
organization.”

The first study regarding to Employer Branding was conducted by Ambler and Barrow (1996) with describing Employer
Branding as “The package of functional, economic and psychological benefits provided by employment, and identified with
the employing company.” Researchers handled the concept in terms of employees’ side of view in the organization. They
realized and expressed the importance of employer brand for the organizations to differentiate themselves rather than
investing all effort on consumer and corporate brand. The idea of creating a successful employer brand is actually about
creating functional, economical and psychological benefits which employees would identify with the organization. This
enables organization to attract new high skilled employees and retain existing employees in order to increase the
intellectual capital of the organization. Ewing, Pitt, Bussy and Berthon (2002) stated that “the anticipated permanent
shortage of skilled workers in the new economy creates unique challenges for knowledge-based organizations in particular,
who will increasingly need to differentiate themselves in order to successfully attract talented employees.” They introduced
the stakeholder theory-which considers employee as a stakeholder- into the marketing framework in terms of employment
brand as an emerging trend. Cable and Turban (2003) examined the beliefs that potential job seekers holds about their
potential employers which they called it “employer knowledge”. According to authors, potential employees’ perception and
attitudes about an organization creates value for the organization. Because how job seekers’ pursue, understand and
associate the information about the organization is an indicator of organizations image outside. The research addresses the
source and dimensions of employer knowledge and draws a framework about why potential employees’ perception and
knowledge represents an important asset for the organization during the recruitment process. Lievens and Highouse (2003)
introduced the ‘instrumental-symbolic framework’ that denotes the main components of organizations’ image as an
employer. According to this framework, image of organization comprises both instrumental and symbolic dimensions.
Instrumental dimensions are in behalf of job and organizational characteristics which are more visible and monetary based
factors comparing to symbolic factors. Symbolic dimensions are more about intangible, subjective factors which employees’
associate them with the organization. The results of the study show that it is easier to differentiate organizations on the
basis of trait inferences of organization rather than job/organizational characteristics. Also trait inferences about
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organization had more incremental variance comparing to job/organizational characteristics in terms of organizations
perceived attractiveness. Backhous and Tikoo (2004) defined employer branding as “Process of building an identifiable and
unique employer identity... concept of the firm that differentiates it from its competitors.” They conceptualized and
examined the relationship between organizational career management and employer branding concept. The study
emphasizes the importance of human capital regarding to internal marketing term. Research draws a framework about
developing an employer brand in three crucial steps which are developing a value proposition, external marketing and
internal marketing of employer brand. Berthon et al. (2005) developed a scale for measuring the employer attractiveness in
terms of employer branding concept. Scaled is comprised of five factors which are social value, interest value, development
value, economic value and application value. These five factors are dimensions of employer attractiveness in the sense of
potential employees. Authors claimed that “attracting employees with superior skills and knowledge comprises a primary
sources of competitive advantage.” Moroko and Uncles (2008) examined characteristics of successful employer brand in
their study. According to authors there are two key dimensions for a successful employer brand which are attractiveness
and accuracy. Research indicates the similarities and characteristics consistent with corporate branding theory and
employer brand which are grouped under three heading; being noticeable and known, being seen as relevant and resonant,
and being differentiated from direct competitors. Davies (2008) explored the role of employer branding with four chosen
dimensions which are relevant to the employer branding concept. Perceived differentiation, satisfaction, affinity and loyalty
were selected from the consumer branding literature and they were found relative with the employer branding concept.
Kashyap and Rangnekar (2014) examined the leadership perspective of employer branding concept. Rample (2014)
analyzed the relationship between employer brand associations and employer first-choice brands. Study revealed that work
culture and content are main predictors of employer attractiveness.

2.2 Instrumental and Symbolic Image Dimensions

Lievens and Highhouse (2003) introduced the ‘instrumental-symbolic framework’ which denotes the main components of
organizations’ image as an employer. According to this framework, image of organization comprises both instrumental and
symbolic dimensions. Authors posit that potential job seekers initial attraction to an organization cannot be explained solely
on the basis of traditional job and organizational attributes. Potential applicants’ attraction is also based on symbolic
meanings which they may associate it with the organization. In previous studies, scholars have claimed that organizational
attractiveness is influenced by instrumental functions which mean job and organizational characteristics such as payment,
location, career development opportunities, organizational structure etc. However, according to Lievens and Highhouse
(2003), “these job and organizational characteristics are less useful for organizations to help them differentiate themselves
from their competitors because prospective applicants either perceive no differences among them across organizations
within the same industry or because there are simply not many differences to be perceived.” Due to this reason, authors
revealed that prospective employees’ attraction to an organization cannot be explained solely. Their initial attraction is also
based on trait inferences which they call it symbolic functions or symbolic meanings. “Applied to a recruitment context, the
instrumental-symbolic framework proposes that job seekers’ attraction to organizations can be explained by their
perceptions of both instrumental attributes and symbolic traits as key components of organizations’ image as an
employer.” (Lievens et al, 2007 .Authors also claim that symbolic meanings are better tools for potential applicants in order
to differentiate the organizations. Applied to a recruitment context, the instrumental-symbolic framework proposes that
job seekers’ attraction to organizations can be explained by their perceptions of both instrumental attributes and symbolic
traits as key components of organizations’ image as an employer (Lievens et al, 2007). Instrumental meanings or
instrumental attributes are the tangible, product-related, physical or in broad ‘job/organization’ related attributes which
are pay, benefits, job security, educational opportunities (or career development) and task diversity. Authors claimed that
symbolic meanings (trait inferences) describes the job or the organization in terms of subjective and intangible attributes
trait inferences which are sincerity, innovativeness, competence, prestige and robustness. “These symbolic image
dimensions describe the organization in terms of subjective, abstract, and intangible traits.” (Slaughter, Zickar, Highhouse,
& Mohr, 2004) Instrumental and symbolic dimensions are significant predictors of employer attractiveness. With regards to
employer branding, previous researches have shown that organizations which are investing on the symbolic dimensions
would come up with high degree of organizational attractiveness. According to Bag, Hoye and Lievens (2012), “symbolic
traits explained significant incremental variance beyond instrumental attributes and accounted for a greater amount of
predictable variance. In addition, organizations were better differentiated from each other on the basis of symbolic image
dimensions (sincerity and innovativeness) than on the basis of instrumental dimensions (task demands).”

2.3. Employer Attractiveness

“Since competition for the best employees became almost as fierce as competition for customers (Berthon et al., 2005),
“organizations have to differentiate themselves from their competitors and to be seen as attractive employers for
prospective applicants and current employees.” (Lievens, Highhouse, 2003)”. It is an obligation for organizations to
understand and identify what attracts the potential employees and job seekers to an organization. The image of the
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organization which is perceived by potential employers has been identified as one of the major indicator for potential job
seekers. Berthon (2005) defines organizational attractiveness as “the envisioned benefits that a potential employee sees in
working for a specific organization.” Prospective employees perceive the organization with its desirable attraction. “Thus,
employer attractiveness is used to predict organizational pursuit.” (Highhouse et al., 2003) Organizational attractiveness
concept is closely related to employer branding concept in terms of organizations perceived image by its current and
potential employees. Due to the lack of high skilled employees and shortage in labour market, it has become increasingly
important for organizations to seen attractive by potential job seeker employees. It has also become difficulty for
organizations to create and image or change the image to attract the right employees for the organization, a process called
employer branding. (Edwards, 2010) Potential and prospective employees’ feelings and impressions to an organization are
strategically determined in terms of perception of organizational attractiveness. According to Rynes et al. (1991) perceived
organizational attractiveness refers to the degree “how a prospective employee perceives the organization as a place to
work which can be describes as the desirability of the organization in the view of potential employees eyes.” Sullivan (2004)
introduced to literature “great place to work” concept. This argument is directly about job satisfaction which would lead
desirable organizational commitment, retention and lower turnover rates. These consequences determine the degree of
attractiveness in organization. Organizations should seek to find ways to improve satisfaction levels of its existing
employees. Highly satisfied employees would positively affect the prospective employees with word of mouth marketing.
Actually, this five dimension structure is readjustment of three dimension proposed by Ambler and Barrow (1996). They
introduced three dimensions which are psychological benefits, functional benefits and economic benefits. Interest value
and social value are extension of psychological benefits dimension; Development value and Application value are extension
of functional benefits dimension; and of course both study has the common dimension which is economic value.

In the light of literature, the study argues that symbolic image dimensions of employer have positive significant effect on
employer attractiveness in terms of employer branding concept.

3. DATA AND METHODOLOGY
3.1. Research Aim and Theoretical Research Model

Research aims to come up with affects and consequences of symbolic image dimensions on employer attractiveness in
terms of employer branding concept. Research aims to examine; (1) the relationship between symbolic image dimensions
and employer attractiveness provided by employer branding, (2) to gradate the usefulness of each dimension in order to
differentiate organizations. (3) To reveal the variances of sub-dimensions of symbolic image over employer attractiveness

3.2. Sample and Data Collection

The survey of the research is conducted on 181 Turkish university students who are prospective employees to organizations
operating in Turkish market. Last year students of faculty of economics and administrative sciences in various universities in
Turkey are chosen as a sample. Questionnaires were distributed to students and some questionnaires were distributed
through online survey program. Questionnaires obtained from 32 students eliminated because they did not meet the
criteria that ‘respondent should study in faculty of economics and administrative sciences.” Data gathered from 181
questionnaires were analyzed through SPSS program. Theoretical model and related hypothesis tested through regression
analysis after factor and reliability analyses were done.

3.3. Instruments of the Research and Analysis

This research designed to be a quantitative research and required data is collected with survey method. Survey is formed
with 3 sections and 49 questions. The first part is consists of 10 demographic questions in order to determine the
demographic features of respondents. Second part consists of questions related with employer brand attractiveness to
measure the perceptions, attitudes and expectations of prospective employees from an organization. EmpAt scale which
was proposed by Berthon, Ewing and Hah (2005) is used in order to measure employer attractiveness. Third section
contains 14 item questions related with symbolic image dimensions which describes the job or the organization in terms of
subjective and intangible attributes aligned as sincerity, innovativeness, competence, prestige and robustness which is also
adopted from Lievens and Highhouse (2003). Overall, excluding demographic questions, 39 questions asked to respondents
with using 5 Likert-type scale in order to measure instrumental and symbolic dimensions and employer attractiveness. 6
items are deleted because they showed weak loading under factors. Also 3 items are excluded from symbolic dimensions
scale in order to increase the reliability of the scale with increasing Cronbach’s Alpha value.
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3.4. Theoretical Research Model

Theoretical research model shown in Figure 1 illustrates that five dimensions of symbolic image have significant positive
affect on five sub-dimensions of employer brand.

Figure 1: lllustrates the Theoretical Research Model

SYMBOLIC IMAGE EMPLOYER
DIMENSIONS ATTRACTIVENESS
Sincerity Social Value
Innovativeness > Interest Value
Competence Economic Value
Prestige Development Value
Robustness Application Value

4. FINDINGS AND DISCUSSIONS
4.1. Factor and Reliability Analysis

5 factors were loaded under the employer attractiveness variable but one factor had less Cronbach’s alpha value then 0, 70.
So fifth factor is excluded from the model and remaining four factors are named as ‘social environment, reliability,
economic benefits, acceptance and belonging’ in accordance with original scale and meanings of the questions. The
Cronbach’s Alpha values for each factor exceeds the 0, 70 as shown in Table.1 which means all the loaded factors were
reliable in the questionnaire. 3 factors were loaded under the symbolic dimension variable and factors are named as
‘Trustworthiness, innovativeness, and prestige’ in accordance with original scale and meanings of the questions. The
Cronbach’s Alpha values for each factor exceeds the 0, 70 as shown in Table.2 which means all the loaded factors were
reliable in the questionnaire.

Table 1: lllustrates Factor Loadings and Cronbach’s Alpha Values for Employer Attractiveness

FACTOR CRONBACH’S
FACTOR NAME ITEM NUMBER LOADING ALPHA
. 709
A12. ideal/current organization should value and make use of your creativity. ’682
A8. Having a good relationship with your colleagues is important. ,682
A2. A fun working environment is important. /688
A6. Gaining career-enhancing experience is important. ,648 0,886
SOCIAL Al1. Having an innovative employer (novel work practices/forward-thinking) ,644
ENVIRONMENT is important.
A9. Supportive and encouraging colleagues is important. ,601
A10. Working in an exciting environment is a must. ,524
734
A24. An above average basic salary is important for me. 73
. s e ,725
A21. Job security within the organization is important.
. ) - ,699 0,863
ECONOMIC A25. An attractive overall compensation package is important.
BENEFITS A15. Good promotion opportunities within the organization is important. ,619
A23. Happy working environment is important. ,597
A13. Ideal/current organization should produce high-quality products and ,727
services.
A16. Having a humanitarian organization (which gives back to society) to 721
work is important for me. ! 0,794
RELIABLITY Al4.|deal/current organization should produce innovative products and ,667
services.
A18. Opportunity to teach others what you have learned is important. ,648
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A7.Having a good relationship with your superiors is important. ,747

ACCEPTANCE & — — —

BELONGING Al. Recognition/appreciation from management is important. ,597 0,776
A19. Acceptance and belonging within the organization is important. ,571

Table 2; lllustrates Factor Loadings and Cronbach’s Alpha Values for Symbolic Image Dimensions

FACTOR CRONBACH’S
FACTOR NAME ITEM NUMBER LOADING ALPHA
S14. It should be tough and steady. ,844
$10. It should be well respected and highly regarded. ,826
TRUSTWORTHHINESS S9. It should be a leader. ,807 0,879
S11. It should be prestigious. 770
S1. Ideal organization should be honest. ,802
S3. It should be down-to-earth. ,763
PRESTIGE $13. It should be rugged. ,;gz 0,863
S2. It should be sincere. !
S4. It should be trendy. ,848
INNOVATIVENESS S5. It should be contemporary, up to date. ,724 0,696
S6. It should be exciting. ,630

4.2. Modified Research Model and Hypotheses

Figure 2 illustrates the modified research model. Regarding to factor analysis results, two dimensions of symbolic image
have been deleted out and remaining factors have been named in accordance with the meanings of questions and previous
dimensions.

Figure 2: Modified Research Model

SYMBOLIC IMAGE EMPLOYER
DIMENSIONS ATTRACTIVENESS
Trustworthiness Social Environment

Economic Benefits

Innovativeness

Reliability

Prosti
restige Acceptance & Belonging

H1: Trustworthiness significantly and positively affects social environment.

H2: Trustworthiness significantly and positively affects economic benefits.

H3: Trustworthiness significantly and positively affects reliability

H4: Trustworthiness significantly and positively affects acceptance & belonging.
H5: Innovativeness significantly and positively affects social environment.

H6: Innovativeness significantly and positively affects economic benefits.

H7: Innovativeness significantly and positively affects reliability.

H8: Innovativeness significantly and positively affects acceptance & belonging.
H9: Prestige significantly and positively affects social environment.

H10: Prestige significantly and positively affects economic benefits.

H11: Prestige significantly and positively affects reliability.

H12: Prestige significantly and positively affects acceptance & belonging.

H13: Symbolic image dimensions significantly and positively affects overall employer attractiveness.
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4.3. Correlation Coefficients

Table 3 illustrates the correlation coefficients. As shown in Table 3, all correlation coefficients are below which is on the satisfying level to
apply the regression analysis.

Table 3: Correlation Coefficients

Prestige_av Innovativeness_av Trust_av Socen_av Reliability_av Accepbelong_av Econben_av

1 1

2 ,401* 1

3 ,A01% ,530% 1

4 457 533* /638* 1

5 548+ s33* ,583* ,621* X

6 461* s10* ,626* ,703* ,623* X

7 558+ s24* ,687* ,699* 577* ,690* 1
*p <0, 01

4.4. Regression Analysis Results

Regression analysis is conducted to analyze the hypotheses related to the research model after factor and reliability
analysis was done. Figure 1 illustrates the research model and hypotheses are given below.

Table 4: lllustrates the Regression Analysis Results on Symbolic Image Dimensions-Employer Attractiveness Relation

Regression . Dependent Standardized . Adjusted Model
Model Independent Variable Variable 8 Sig. R2 F Value sig.
1 Trustworthiness Social 447 ,000 0,195 44,586 ,000
Environment
2 Prestige Social 666 ,000 ,440 142,307 ,000
Environment
. Social
3 Innovativeness X ,693 ,000 ,478 165,541 ,000
Environment
4 Trustworthiness Economic ,556 ,000 ;305 79,966 ,000
Benefits
5 Prestige Economic ,709 ,000 ,500 180,947 ,000
Benefits
6 Innovativeness Economic 677 ,000 455 151,174 ,000
Benefits
7 Trustworthiness Reliability ,513 ,000 ,259 64,069 ,000
8 Prestige Reliability ,613 ,000 ,373 107,968 ,000
9 Innovativeness Reliability ,475 ,000 ,222 52,229 ,000
10 Trustworthiness Acceptance & 456 ,000 204 47,090 ,000
Belonging
R Acceptance &
11 Prestige . ,638 ,000 ,403 122,570 ,000
Belonging
. Acceptance &
12 Innovativeness . ,706 ,000 ,496 178,052 ,000
Belonging

As shown in Table 4 three dimensions of symbolic image (which are Trustworthiness, Innovativeness and Prestige) have
significant positive affect on 4 dimensions of employer attractiveness (which are Social Environment, Economic Benefits,
Reliability, Acceptance & Belonging) H1,H2,H3,H4,H5,H6,H7,H8,H9,10,H11 and H12 are supported with the significance less
than 0,05 and satisfied adjusted R square and beta values.
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Table 5: lllustrates the Multiple Regression Analysis Results on Symbolic Image Dimensions-Overall
Employer Attractiveness

Unstandardized Standardized

Model Coefficients Coefficients t i
B Std. Error Beta &
1 (Constant) 2,352 ,205 11,452 000
Prestige_av ,465 ,048 ,590 9,787 1000
2 (Constant) 1,582 ,203 7,798 000
movataness_av 324 1045 A11 7,228 000

- ,345 ,044 ,447 7,847 !
,000
898 194 4,628

3 (Constant) ’ ! ! ,000
movataness_av 78 1043 226 4172 000
Trust av - ,211 ,041 ,273 5,099 '000
- ,414 ,052 ,469 8,022 IOOO

a. Dependent Variable: EmpAt_Overall

As shown in Table 5, multiple regression analysis has been done in order to test the relationship between symbolic image
dimensions and overall employer attractiveness. Results revealed that there is positive relationship between variables. Thus
H13 is also accepted.

5. CONCLUSION

Study reveals the importance of symbolic traits in the perception of potential and existing employees related to employer
organization. All three dimensions of symbolic image have significant effect on all four dimensions of employer
attractiveness. Organizations are aware that the most precious capital is human. With creating highly regarded symbolic
traits, organizations would attract high skilled employees to their organization in order to create sustainable competitive
advantage among its competitors which is the first objective of organizations in today’s competitive market.

The findings of the study are consistent with the literature on employer brand, attractiveness, instrumental and symbolic
framework. For instance Bas, Hoye and Lievens (2012) examined the effects of instrumental and symbolic framework on
employer branding with using different employer attractiveness scale. Study showed that symbolic image dimensions have
significant effect on employer branding concept. However, our study does not replicates the previous researches with using
4 factors dimensions of employer attractiveness. Firstly, our study directly examines the relationship between symbolic
traits and employer attractiveness. Previous researches were more consisted on analyzing the instrumental and symbolic
dimensions and compering the meanings and incremental variances of these dimensions. Second, EmpAt scale (Berthon et
al., 2005) which is used to measure employer attractiveness in the study consists of 5 dimensions which are development
value, social value, interest value, economic value and application value. Our factor loadings according were different.
Items were grouped under 4 main factor which named more consistent regarding to the question in order to prevent
ambiguity.

Among symbolic image dimensions, Prestige has more average incremental variance over other dimensions with high r2
loadings to four dimensions of employer attractiveness. This is not surprising when considering the collectivistic structure of
Turkish culture. It is a useful hint for organizations to strategically differentiate themselves with creating high regarded
prestigious perception for employees.

The study has some limitations. The study is conducted on 181 students who are studying in faculty of economics and
administrative sciences and who are studying in business management master, PhD programs. It is recommended that
further studies can be done with conducting questionnaires not only management and economic students but also with
students who are studying in other disciplines in order to have comprehensive measurement. Also in the research one
independent variable (instrumental dimensions) of the instrumental-symbolic framework was excluded due to the results
of previous researches. The reason is that previous researches have shown that symbolic dimensions have incremental
variance over instrumental dimensions. Further researches can be done with including instrumental dimensions as another
independent variable.
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ABSTRACT

Purpose- Compassion, which has entered into the field of positive psychology and has increased in importance in the recent times, is
separated from many characteristics by feeling, empathy and sympathy. Compassion is an emotional response that involves intense
interest, sensitivity, active and positive participation, respect for one's desire to help. The high level of mental ability positively affects
employees' performance outcomes. Therefore, merciful employees create more productive and trustworthy workplaces. In this context,
the research is to examine the relationship between intentional compassion, responsibility personality and employee performance.
Methodology- Research data were obtained from employees working in various sectors. The obtained data were analysed through IBM
SPSS 21.0 and AMOS 22.0 packet programs.

Findings- As a result of the research, significant relationships were found between employees' values of compassion, responsibility and
performance. Employees with higher levels of compassion and responsibility were found to have a higher contextual and task performance
than employees with lower levels of compassion and responsibility.

Conclusion- Only employees' good qualifications should not be set as criteria in purchases to workplaces. It is suggested that humanitarian
aspects such as compassion and responsibility should be examined.

Keywords: Compassion, conscientiousness trait, task performance, contextual performance.
JEL Codes: M10, M16, M19.

SORUMLULUK KiSiLiK OZELLIGiININ GOREV VE BAGLAMSAL PERFORMANS UZERINDEKi ETKiSINDE
MERHAMETIN DUZENLEYiCi ROLU

OzZET

Amag- Pozitif psikoloji alanina giren ve son zamanlarda 6nemi artan merhamet, birgok Ozellikleri ile acima, empati ve sempatiden
ayrilmaktadir. Merhamet, kisinin karsisindakine yardim etme arzusu ile duydugu saygiyi, yogun bir ilgiyi, duyarli olmayi, aktif ve pozitif bir
katilimi igeren duygusal bir yanittir. Bu ruhsal yetenegin yiksek olmasi galisanlarin performans giktilarini olumlu olarak etkilemektedir. Bu
kapsamda yapilan aragtirmanin amaci merhamet, sorumluluk kisilik 6zelligi ve galisan performansi arasindaki iligkilerin incelenmesidir.
Yontem- Arastirma verileri gesitli sektorlerde gorev yapan ¢alisanlardan elde edilmistir. Elde edilen bu veriler, IBM SPSS 21.0 ve AMOS 22.0
paket programlari araciligi ile analiz edilmistir.

Bulgular- Arastirma sonucunda ¢alisanlarin merhamet, sorumluluk ve performans degerleri arasinda anlamli iligkiler gorilerek, merhamet
ve sorumluluk diizeyi yiiksek galisanlarin, disiik olanlara gérece baglamsal ve gorev performanslarinin daha yiiksek oldugu anlagiimistir.
Sonug- isyerlerine calisan alimlarinda sadece ¢alisanlarin iyi nitelikleri kriter olarak belirlenmemeli, bunun yaninda merhamet, sorumluluk
gibi insani yonlerinin de irdelenmesi 6nerilmektedir.

Anahtar Kelimeler: Merhamet, sorumlu kisilik, gérev performansi, baglamsal performans.
JEL Kodlari: M10, M16, M19.
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1. GiRiS

Gegmisten glinimize, hemen hemen her kiltir ve dinde Gstiin ve erdemli bir davranis olarak tanimlanan merhamet,
kavramsal olarak bir bireyin, sikintili halde olan baska bir bireyin durumuna karsi duyarli olmasi ve sorunlarinin ortadan
kalmasina yonelik aktif bir davranis sergilemesi seklinde ifade edilmektedir. Sosyal bir yapi olan 6rgitler, farkli kisilerin bir
arada bulundugu, kisiler arasi etkilesimin hat safhada oldugu yapilar olmalari sebebiyle olumlu etkilesim olusturacak
davraniglara ihtiyag duymaktadir. Calisanlarin iyi oluslarina etki edecek yetenekler ve davranislar, 6rgiitiin performansi,
basarisi ve devamliligina etki etmekte, bu sebeple de arastirmacilar tarafindan siklikla ele alinmaktadir.

Bu anlamda 6zellikle son yillarda sosyal, kisilik ve klinik psikolojisi icerisinde yeni ve 6lgiilebilir bir kavram olarak yerini alan
merhametin, (Raes vd., 2011) orgitsel ortamdaki etkilerinin belirlenmesine yonelik ¢alismalara ihtiya¢g duyulmaktadir. Bu
baglamda merhamet, bireyin etrafindaki diger bireylerin acilarina duyarsiz kalmayip, igtenlik, ilgi ve farkinda olma
duygulariyla bu acilar ve Gzlntileri hafifletme ya da ortadan kaldirma yetenegi (ability) olarak tanimlanabilir (Pommier,
2011; Raes vd., 2011; Akdeniz ve Deniz, 2016).

Merhamet davranigsinin egemen oldugu 6rgitlerde bireyler arasi anlagma, uzlasma, yardimlasma ve iyi olus dizeylerinde
artisin ortaya g¢ikmasi, buna bagli olarakta ¢alisan performansinda artis gézlenmesi 6ngorilmektedir (Gilbert,2009). Bu
baglamda merhametin yalnizca kisiler arasi iliskilerde 6nemli oldugunu ileri sirmekten ote, bu davranisi sergileyen Kkisi
Uzerinde de zihinsel, bedensel ve ruhsal pozitif etkilerinin oldugu ve 6rgiit igerisindeki ¢alisan performansinin arttigi da
yapilan galismalarca ortaya konulmaktadir (Gilbert ve Irons, 2005).

Cahsan performansi Gzerinde biyik etkisinin oldugu bilinen bir diger husus ise ¢alisanlarin kisilik 6zellikleridir. Bu anlamda
alanda genel kabul gérmis kisilik modellerinin basinda gelen biyik bes kisilik modelinin ileri stirdGgu kisilik 6zelliklerinden
birisi olan sorumluluk kisilik 6zelligi, yiksek performans géstermenin en énemli 6ncili oldugundan bu galismada 6zellikle
sorumluluk o6zelligine odaklaniimistir. Sorumluluk kisilik 6zelligine sahip bireyler, detaylara odaklanma, sebat etme,
standartlari ylkseltme gibi vasiflarinin, Ozellikle baglamsal ve goérev performansi Uzerinde oldukga etkili oldugu
gorilmektedir (Robbins ve Judge, 2013).

Calismaya konu olan degiskenler teorik olarak irdelenmistir. Orgiitiin sahip oldugu istiin ve zayif yénlerinin, rekabet
edebilme guiclini belirledigi diistincesi Gizerine inga edilen kaynak Ustlinligi teorisine gore orgiitler, gligli yanlarini 6n plana
cikarirken, zayif yonlerini gligclendirmeye galismalidir. Bu baglamda ilgili kuram gergevesinde bir 6rgitiin belki de en 6nemli
kaynagl olarak tanimlanabilecek olan insan kaynaginin iizerinde durmak gerekmektedir. Orgiit icerisinde bulunan
calisanlarin kisisel ve kisilik 6zelliklerinin GstinlGgl, orglite blylk bir rekabet avantaji saglayacaktir (Boxall,1996). Konu ile
ilgili ele alinan pek ¢ok galisma, rekabet stratejilerinin insan kaynaklari yonetimi ile uyumlu olmasi durumunda isletmenin
performansinin artis gésterecegi yonunde olmaktadir (Truss ve Gratton, 1994; Delery ve Doty, 1996). Calisanlarin sahip
olduklari niteliklerin 6nemi lizerine temellenmis olan bir diger teorik yaklagim ise sosyal bilissel teoridir. Sosyal bilissel teori,
sosyal bir varlik olan insanin, igcinde bulundugu ¢evreden ve kurmus oldugu iliskilerden etkilendigini, gelecekte sergileyecegi
muhtemel davranislari da bu deneyimlere gére belirledigini ileri sirmektedir (Bandura, 2001). Sosyal bilissel teoriye gore bir
bireyin sosyal gozleme dayali 6grenmesinin gerceklesmesi 4 asamadan olusmaktadir. Bunlardan ilki 6grenilecek davranisin
gbzlemlenmesi, ikincisi gézlemlenen bu davranisin hatirda tutulmasi, Gglincisu gézlemlenen davranisin sergilenmesi siireci
ve son olarak dordiincisi, gozlemlenen anlamli davranisin glidilenmesi ve davranisa donismesi siirecidir (Bandura, 1997).
Bu noktada oOrglt icerisinde ¢alisanlar arasinda iyi niyetin yayginlagsmasi, 6rgit i¢i ¢atismalarin azalmasi ve baglamsal
performansi artirici etkisi oldugu bilinen merhametin yayginlasmasi, 6rgltte var olan merhamet dizeyi yiiksek calisanlarca
olabilmektedir. ilgili teori ekseninden bakildiginda &rgiit icerisindeki kisi tiplerinin ne derece énemli oldugu net olarak
gorilmektedir. Merhamet goren calisanlarin, sosyal 6grenme yoluyla gozlemledikleri bu davranisi kendileri de sergileme
egilimine girmekte ve orgiitte merhamet gosterme egilimi daha da artmaktadir. Dolayisiyla ¢alisanlarin sorumluluk kisilik
ozelligi ile birlikte merhamet diizeylerinin yliksek olmasi, performansa dogrudan etki ederek ¢alisanlarin gérev ve baglamsal
performansinin daha ylksek diizeyde gerceklesmesine yol agacaktir.

Yapilan Tirkge yazin taramasinda orgiitsel ortamda uygulanmis herhangi bir merhamet konulu galisma ile karsilasilmamig
olup, yalnizca Akdeniz ve Deniz (2016) tarafindan Universite o6grencileri lzerinde uygulanan sadece bir ¢alismaya
rastlanmistir. Ancak son yillarda merhamet yetenegi orgitler igin dikkat gekici bir konu olmus, ancak buna ragmen 6rgiitsel
ortamda merhametin yeri, 6nemi ve sonuglari konusunda yapilan ¢alismalarin ise sinirl oldugu belirlenmistir. Bu baglamda
yapilan galismanin yazindaki bu bosluklari doldurmasi amaglanmistir. Ayrica ¢alismanin merhamet yetenegi ile ilgili orgitsel
ortamda uygulanan ilk Tiirkge galisma olmasinin da yazina katki saglayacagi distiinilmektedir.

Galismanin devam eden boélimiinde ilgili kavramlar hakkinda genel literatir bilgisi verilecek, ardindan arastirma bolimiine
gegcilecektir.
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2. LITERATUR ARASTIRMASI

Bu béliimde ¢alismamiza konu olan merhamet, ¢alisan performansi ve sorumluluk kisilik 6zelligi kavramlari incelenerek ilgili
kavramlar hakkinda kisa bir literatir bilgi verilecek, sonrasinda da bu kavramlar arasindaki iliskinin incelendigi arastirmaya
yer verilecektir.

2.1. Merhamet

Kisinin gevresi ve digerleri ile ilgili farkindalik ve fedakarliklarini ifade eden, bilissel, duyussal ve davranissal boyutlardan
meydana gelen merhamet kavrami, kisi iliskilerinden dogrudan etkilenen 6rgiitsel yapilar bakimindan oldukga biiyiik Gneme
sahiptir. Asagida yer alan boliimde merhamet ve merhamet kavraminin diger kavramlarla iliskisi agiklanmustir.

2.1.1. Merhamet Kavrami ve Onemi

Hem din, hem psikoloji hem de kiltir 6gesi olarak siklikla karsilagilan bir kavram olan merhamet, yakin zamanlara degin tam
olarak anlasilamamis, bunula beraber kendisinden farkli pek ¢cok kavrami ifade etmek igin kullanilan bir kelime olmustur
(Goleman, 2003; Gilbert, 2005; Pommier, 2011). Seligman’in pozitif psikoloji ¢alismalari sonrasinda iyi olusa etkilerinin
ortaya konulmasiyla merhamet kavrami 6nem kazanmis, psikoloji biliminde siklikla arastirilan bir konuya dontsmustur.

Merhamet kavrami ile ilgili olarak yapilan baslica tanimlamalari siralayacak olursak;

Budizm felsefesine gore merhamet, duygu olarak degil, bir motivasyon (gidilenme) olarak degerlendirilmistir. Bu felsefeye
gore merhamet kavrami, mevcut sorunlarin ortadan kaldirilmasi amaci olarak ifade edilmektedir (Goleman, 2003).

Wang (2005) merhameti, birbirinden farkli bireylerin, sevgi ekseninde bir araya gelmesi ve biz diisturuyla hareket etmeleri
sonucunda, karsilikh fedakarlklarda bulunmalari, verenle alan tarafin yoniniin ortadan kalkmasi durumu olarak ifade
etmektedir.

Merhameti, sevgi ile birlikte kavramsallastiran Sprecher ve Fehr (2005), merhamet kavramini sevgi ekseninde ele alarak
galismalarini “merhametli sevgi” olarak adlandirmaktadirlar. Arastirmacilar bu galismalarinda, bireyin herhangi bir konuda
ihtiyac duyumsamasi sonrasinda, karsi tarafin bu ihtiyaca cevap verebilmek adina, davranigsal, duyussal ve bilissel tutumlar
ortaya koymasinin duygu merkezli oldugu ileri siirmekte, bu sebeple merhamet kavraminin, sevgi ile ayrilmaz bir iliski
icerisinde oldugunu vurgulamaktadirlar (Sprecher ve Fehr, 2005).

Gilbert (2009) merhamet ile ilgili benzer bir tanimlama yaparak, kisinin kendisi ya da digerlerinin yasadiklari sorunlara
yonelik farkindalklari ve bununla birlikte bu sorunlarin ortadan kaldiriimasi amaciyla sefkat gostererek yardim eyleminde
bulunmak seklinde tanimlamis, merhametin giidii, duygu, diisiince ve davranis merkezli yoniine vurguda bulunmustur.

Sayar (2011), baskalarinin problemlerinin ¢6zlime kavusturulabilmesi igin, fedakarlikta bulunmaktan kaginmayan, kisilerin
yasadiklari aci ve istirabi hissedebilen soylu kimselerin géstermis olduklari davranis olarak tanimladigi merhameti, kisinin
gecmis yasantilarindan arindirmis ve empati ile merhamet karmasasini ortadan kaldirmayi amaglamistir.

Merhamet kavramina yonelik yapilan ¢alismalar merhametin kisinin mutluluguna neden olan bir giktisinin oldugunu ileri
sirmektedir. Mutluluk diizeyinin merhamet davranisini sergileyende mi yoksa bu davranistan etkilenen kiside mi daha fazla
oldugu merak konusu olmus ve bu kapsamda gesitli calismalar ylratilmustir. Bu soruya cevap arayan ¢alismalardan biri de
Schwartz vd. (2003) tarafindan yapilan galismadir. ilgili calisma sonucunda carpici bir sonug ile karsilagilmis, merhamet
davranigini sergileyen bireyin bu davranistan etkilenen kisiye gérece mutluluk diizeyinin daha yliksek oldugu gorilmustir.

Merhamet ile ilgili alan yazinini tarayan Cassel (2002), mevcut tanimlamalar dogrultusunda merhametin 3 basamakta ortaya
ciktigini ileri stirmektedir. Cassel’ in ileri sirdigi merhamet olusum siirecinde ilk basamakta 6tekinin sikintisina sahit olma
durumu yer almakta, ikinci basamakta sikintinin kaynaginin kendisinin olmamasi gerekmekte ve son olarak Uglincu
basamakta kisinin mevcut sikintiyi anlayabilecek, kendisini aci gekenin yerine koyabilecek durumda olmasi gerekmektedir.

Kisinin diger bireylere yonelik merhamet davranisinda bulunabilmesi icin dncelikle kendisine kargi merhamet duymasi, 6z
anlayisa sahip olmasi gerekmektedir (Neff, 2003). Oz anlayis, kisinin yasadigi olumsuzluk anlarinda kendisini suclamak
yerine, makul ve kabullenici bir tutum sergilemesi, insanlarin olumsuz deneyimler yasamasinin hayatin bir parg¢asi oldugunu
dislinmesi, yapilan hatalarin, dogruyu gérmek icin iyi yontemlerden biri oldugunu bilmesi seklinde tanimlanmaktadir.

Yapilan galismalarda 6n plana ¢ikan sorulardan biri, merhametin dogustan mi getirildigi yoksa sonradan 6grenilen bir
davranis mi oldugudur. Calismalar sonucunda bu soruya farkli cevaplar verilmekte, bazi galismalar bu davranisin insan
dogasinda bulundugunu ve dogustan getirildigini ileri siirerken bazi ¢alismalar da kisinin iginde bulundugu toplumun deger
yargilari ve kiltirinin kisinin merhamet tanimlamasinda oldukga etkili oldugunu ileri sirmektedir (Morsch ve Nelson,
2006).
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Merhamet davranisi ile ilgili olarak ileri siirtlen bir diger yaklasim, merhametin hem dissal hem de bencil nedenlerinin
varhginin oldugudur. Kendini yalniz hissetmeme istegi, sosyal bilinirlik (6z-imaj) olusturmak gibi nedenler bencil nedenleri,
sadece yardim etme durtUsu ile ortaya konulan davranislar ise digsal nedenleri ifade etmektedir (Wuthnow, 1991).

2.1.2. Merhametin Boyutlari

Pommier (2010), Neff (2003) tarafindan gelistirilmis olan 6z-anlayis modelinden esinlenerek merhamet 6lgegini olusturmus
ve Olgegini Ug bilesen lizerine insa etmistir. Bunun sonrasinda bu (¢ bilesenli 6lgek, kapsayiciliginin arttiriimasi ve sonuglarin
daha net bir gergeve gizebilmesi adina 6lgek her bir boyutun ters (reverse) hali eklenerek toplamda 24 sorudan olusan 6
boyuta cikarilmistir. Pommier tarafindan olusturulan merhamet 6lgegi, Akdeniz ve Deniz (2016) tarafindan Tlrkgeye
cevrilmis, ceviri sonrasinda bu boyutlar; sevecenlik buna karsi olarak umursamaziik, paylasimlarin bilincinde olma buna karsi
olarak baglantisizlik ve son olarak bilingli farkindalik ve buna karsilik olarak iliski kesme seklinde adlandiriimistir.

ilgili boyutlar altinda bulunan sorular incelendiginde, boyutlara verilen Tiirkce isimlerin sorularin anlamlarini tam olarak
kapsamadigi goriilmis, bu sebeple bu calismada kavramin ingilizce anlamlarindan da kopmadan, daha anlasilir oldugu
duslnulen farkl bir adlandirma yapilmistir. Buna gore; boyutlar sefkate karsi kayitsizlik, paylasilan insaniyete karsi ayrisma
ve son olarak farkindaliga karsi geri ¢cekilme seklinde adlandirilmistir. Bu boyutlar asagida agiklanmistir.

Sefkat (tersi, kayitsizlik), Bireyin kendisini ve baskalarini sert bir sekilde yargilamaktan ziyade kendisine ve digerlerine karsi
ilgiyle davranma yetenegini ifade etmektedir. Sefkat egilimi ylksek bireyler uzlagmaci ve iyi iliskiler kurabilme yetenegine
sahip duyarli kimseler olarak dikkat ¢ekmektedirler. Gilbert (2005) sefkat ile olusan yakinligi “igtenlik” seklinde
kavramsallastirmakta ve bu davranisin ¢evreye giiven yaydigini ifade etmektedir. Sefkat davranisi sergilemeyen kimseler
etrafinda olup bitenlerle ilgilenmemekte, diger bireylerle iyi iliski kurmaya isteksiz, umursamaz ve gevreye kayitsiz kisiler
olarak nitelendirilmektedirler.

Paylasilan insaniyet (tersi, ayrisma), Bu boyut, bireylerin basarisizliklarindan dolayi izole edilmesinden ziyade, kusurun insan
yasaminin paylasilan bir yoni oldugu kabul etmelerini ifade etmektedir. Bu egilimdeki bireyler, kimsenin kusursuz
olmayacagini, herkesin hatalar yapabilecegini kabul eder ve hata yapan kimselere kapilarin kapatiimamasi gerektigini
savunurlar. Bu diisiinceden yoksun bireyler, hata ve kusurlari merkeze alarak bu kimseleri gormezden gelmekte, yasadiklari
aci ve 1zdirabi yok saymakta ve dahasi bu kisilerden uzaklasmayi tercih etmektedirler (Neff, 2003).

Farkindalik (tersi, geri ¢ekilme), kisinin yasadigl acinin veya Uziintliniin dramatik yonUnli abartmayarak bunun yerine bu aci
veya UzUntlyu bir denge igerisinde kontrol altinda tutabilme ve kendini bu duruma kaptirmama yetenegidir. Bu yetenekten
yoksun kimseler yasadiklari aci ya da hiizne sebep olan durumu kontrol altina alamamakta ve yasadiklari olumsuz durum
icerisinde tiim kontrollerini kaybetmektedirler.

2.1.3. Merhamet Kavraminin Diger Kavramlarla iliskisi

Yapilan tanimlamalardan yola ¢ikarak, sorunlarin ¢6ziimi amaciyla, sorunun kaynagina inerek anlamak ve ¢6ziime donik
eylemlerde bulunmak seklinde tanimlanabilecek olan merhamet kavrami, sempati, empati, acima, affetme, alturizm gibi
cesitli kavramlarla siklikla karistirilmaktadir. Bu sebeple bahse konu bu kavramlari kisaca tanimlamak merhamet kavraminin
anlasiimasi noktasinda oldukga faydali olacaktir (Gilbert, 2005).

Sempati, bir baska kisinin problemli durumu karsisinda, endiselenme ve tzilme durumu olarak tanimlanabilir (Eisenberg,
1991). Her ne kadar merhametle benzer goriinse de, merhametle sempati arasindaki fark merhametin daha derin bir
duygusal tepki icermesi ve mevcut durum karsisinda daha aktif bir tepkinin sergilenmesidir (Gladkova, 2010). Bir diger fark
ise sempatinin hizinli durumlarda son bulmasi séz konusuyken, merhametin iyi olug ile iliskili olmasidir (Gilbert, 2005).

Empati (Esduyum), otekinin duygularini, iginde bulundugu durumu ya da davranislarindaki motivasyonu anlayarak
icsellestirmek olarak tanimlanabilir. Merhametle birbirine ¢ok benzeyen empatiyi merhamet kavramindan ayiran temel
kavram her ikisinde de kisinin durumunu anlamaya yénelik ¢caba varken merhamette bundan farkli olarak aktif bir bicimde
soruna ¢6ziim olusturma eylemi s6z konusudur (Boellinghaus, Jones ve Hutton, 2013).

Acima, bir baskasina yonelik Gzinti duyumu, birini zavalli bulma olarak tanimlanmaktadir. Merhamet kavramindan séz
edilince akla ilk gelen kavramlardan biri olan acima, 6tekinin durumuna yonelik farkindalik gerekliligi sebebiyle merhamet
ile benzegse de, Acima, aci gekenin acilarini dindirmek adina pozitif bir katilim igermezken Merhamette karsidakine doniik
kuvvetli bir ilgi, saygi ve aktif katilim s6z konusudur (Ekstrom, 2012).

Affetme, Karsidakine yonelik 6fke ve hing duygusunun azalarak, merhamet, sevgi ve iyilik sunma olarak tanimlanan affetme,
merhamet ile karsidakinin iyi olusunu saglama noktasinda benzerlik gostermektedir (Enright, Freedman ve Rique, 1998).
Affetme, yasanan karsilikli ¢atismalar ve anlasmazliklar sonrasinda uzlasma durumu iken merhamette herhangi bir catisma
ya da anlagmazlik séz konusu degildir.
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Altruizm, kisinin herhangi bir yerden 6dil ya da ceza beklentisi olmaksizin, digerlerinin mutluluk ve refahi igin sergilenen
gonilll davranislar olarak ifade edilebilir (Chou, 1996). Merhamet ile oldukga benzer gériinen bu kavram ile merhamet
arasindaki fark, altruizmin prososyal bir nitelige sahip olmasi ve motivasyona hitap etmemesidir. Merhamette ise bir sikinti
giderme amaci ve motivasyon temelli bir aktif davranis s6z konusudur (Pommier, 2011). Gilbert, merhametin her durumda
alturizmi kapsadigini, ancak altruizmin her zaman merhameti kapsayan bir davranis olmadigini ileri siirmektedir.

2.1.4. Merhamet Kavrami ile ilgili Kuramsal Yaklasimlar

Merhamet kavrami farkh arastirmacilar tarafindan farkl sekillerde ele alinmis ve gesitli kuramlarda kendinden soz
ettirmistir. Bunlardan ilki Freud tarafindan psikanalitik bakis agisiyla ele alinan kisilik kuraminda, insanlarin saldirganlik,
cinsellik gibi yok edilemeyen ancak cesitli sekillerde diizenlenmesi gereken davranislarin diizenleyicisi olma noktasinda
merhamet ve sevgi gibi duygularin 6nemli bir yere sahip olduklari savunusudur. Freud, merhamet, saygi, sevgi gibi
davraniglarin, bencil gidilerin baskilayicisi olmak gibi bir islev Gistlendigini ifade etmektedir (Glasser, 2005; Gilbert, 2010).

Bireysel psikoloji ekoliiniin en dnde gelen isimlerinden olan Adler, bireyin benmerkezci ve saldirganlik yénelimini, sosyal ilgi
olarak adlandirdigi kavram ile sinirladigini ileri stirmekte ve merhamet kavramina, sosyal ilginin temelinde yer alan
davraniglar arasinda yer vermektedir. Adler’in ileri strdiGgli yaklasimin Freud’un yaklasimi ile benzerlik gosterdigi
gorilmektedir. Ancak iki yaklasim arasinda sosyal ilginin igsel, siiperegonun ise digsal kaynakli olusu farki s6z konusudur
(Ansbacher, 1978).

Maslow ise Freud’un aksine insanin cinsellik ve saldirganlik egilimlerinden 6te, iyilik, sevgi, merhamet gibi asil gidilerinin
bulundugunu ileri siirmekte ve sosyal ihtiyaglar bashg altinda bireyin iyilik, sevgi, merhamet, baghhk gibi ihtiyaglarinin
varligini savunmaktadir (Franklin, 2010).

Calismamiza da konu olan bes faktor kisilik kuramina gore kisilik, sorumluluk, gelisime agikhk, uyumluluk, disadéniiklik ve
duygusal dengesizlik olmak lzere siniflandirilmistir. Kuramda tanimlanan kisilik tiplerinin kendilerine 6zgu ¢esitli 6zellikleri
bulunmakla beraber uyumluluk kisilik tipinin temel davranislarindan biri merhamet olarak ifade edilmektedir (Gilbert,
2009).

2.2. Kisilik Tipleri

20. yizyihn baslarindan giiniimiize, insanlarin sahip olduklari kisilik ozelliklerini agiklamaya yonelik cesitli ¢calismalar
yapilmistir. Bu galismalarda kisilik 6zellikleri ile ilgili boyutlarin tespit edilebilmesi icin yapilan faktor analizleri sonucunda,
kisilik boyutlarinin 3 ila 7 madde arasinda degistigi goriilmektedir. Calismamizda farkl sekillerde ele alinan bu kisilik
siniflandirmalarindan Bes Faktér Kisilik Modeli esas alinmis olup, bu modelde yer alan “sorumluluk” kisilik 6zelligi
¢alismamizin boyutlarindan birisini olusturmaktadir.

2.2.1. Buyuk Bes Kisilik Modeli (Bes Faktor Kisilik Modeli)

Paul Costa ve Robert McCrea tarafindan 1960’ yillar itibariyla calismalari baslayan beg faktorlu kisilik modellemesi, alan
arastirmacilarinin dikkatini ¢ekmis ve 1980’li yillarin sonrasinda model, kisilik tanimlamalarindaki karmasikhgi ortadan
kaldirmasi sebebiyle genel kabul gériir hale gelmistir(Taggar, Hackett ve Saha, 1999).

Kisiligi temel boyutlari ile ele alan bes faktor kisilik modelinin, Costa ve McCrae (1992:59) tarafindan 4 6zelligine vurgu
yapilmaktadir. Bunlar;

e Modelde belirtilen kisilik faktorlerinin, galisma yapilan toplumlarin timiinde karsiliginin bulunmasi,

e  Modelde belirtilen 6zelliklerin kalitsalligini saptayan calismalarin varhg,

e  Modelde belirtilen faktorlerin gesitli yas, cinsiyet, irk, statl gruplarinda karsilik bulmasi,

e Kuramin ileri strdiigli davraniglarin kisiler lzerinde etkileyici, uzun vadeli ve bir egilim neticesinde
olusmasi.

Bes faktor kisilik modelini, insanlarin birbirlerinden farkli olmalarinin sebeplerini belirleyen, bagimsiz ve degismeyen bes
kisilik ozelliginin hiyerarsik bir organizasyonu seklinde tanimlamak mumkindir (Stormer ve Fahr, s.4). Model ile ilgili
belirtiimesi gereken dnemli bir hususta modelin tanimlayicilik islevine sahipken agiklayicihginin olmamasidir.

Bizlere davranig ve kisilik arasindaki iliskinin incelenebilmesi olanagini sunan model, kisilik boyutlamalari igin bir siniflama
sistemi gorevi Ustlenmektedir (Solmus, 2004). Bes faktor kisilik modelinin boyutlari “Sorumluluk”, “Gelisime Agikhk”,
“Uyumluluk”, “Disad6nlklik” ve “Duygusal Dengesizlik” seklinde siralanmaktadir.
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Tablo 1: McCrae ve Costa 'ya (1992) Gore Bes Faktor Kisilik Ozellikleri

Sorumluluk Gelisime Agikhk Uyumluluk Disadoniikliik Duygusal Dengesizlik
0z disiplin Fikir sahibi Algak gonullu Girisken Agresif
Basari istegi Aktif Darist Heyecan odakh Kirilgan
CGahisma istegi Fantastik Guvenilir Sicakkanli Depresif
Tedbir Duygusal Yumusak basl iddiali Dislincesiz
Dizen Estetik Digergam Olumlu Endiseli
Yeterlilik Deger Bilir Anlayish Sosyal Tutarsiz

Kaynak: Shaye (2009:8).

Bu noktada g¢alismamiza konu olan kisilik 6zelliginin “sorumluluk” kisilik 6zelligi olmasi hasebiyle, bu boyut Uzerinde
durulacak ve sorumluluk kisilik 6zelligi tanimlanmaya galisilacaktir.

2.2.2. Sorumluluk Kisilik Ozelligi

Sorumluluk (conscientiousness) kisilik 6zelligi dilimizde 6z denetim ve 6z disiplin olarakta adlandirilmaktadir. Sorumluluk
kisilik 6zelligine sahip bireyler, bu 6zellige sahip olmayanlara kiyasla titizlik, dirlstliik, diizen, 1srar gibi vasiflara daha
belirgin bir bicimde sahiptirler (Church, 1993). Bu 6zellige sahip bireylerin, tekil, orgltsel, hiyerarsik ve otonom yapilarin
timiinde ve giristikleri bitln islerde ylksek oranda basari elde ettikleri yapilan arastirmalarla ortaya konulmaktadir (Zel,
2006). Sorumlulugu yiiksek olan galisanlar hasta oldugu durumlarda bile (presenteeism) sirf islerini tamamlama arzusu ise
bu durumlarini gérmezden gelip, yine de islerini tamamlama yolunu se¢mektedirler (Yildiz vd., 2017). Sorumluluk kisilik
ozelligi biinyesinde hem bir eylemi hem de odaklanmayi barindirmaktadir. Bu sebeple de bu kisilik 6zelliginin bireyler
Uzerinde hem ilerletici hem de engelleyici etkileri bulunmaktadir. Kisilik 6zelliginin ilerletici etkileri ¢alisma azmi ve basari
istegi ile ortaya gikarken engelleyici etkileri tedbir ve titizlik gibi davranislarla kendisini géstermektedir (Costa vd., 1991).

Tablo 1'de de belirtildigi lizere sorumluluk faktorli, McCrae ve Costa (1992) tarafindan yapilan g¢alisma ile 6 alt boyut ile
tanimlanmistir. Bu boyutlar; 6z disiplin, basari istegi, diizen, tedbir, calisma istegi, yeterlilik seklinde siralamislardir. Bu alt
boyutlar McCrae ve Costa (1992) tarafindan tanimlanarak orneklendirilmis, bu tanimlamalar kisaca su sekilde ifade
edilebilir; 6z disiplin, kisinin is ile ilgili dikkat dagitici etkenlere ve olasi sorunlara ragmen goérevi devam ettirme, sabirli
davranabilme yetenegini ifade etmektedir. Oz disiplin eksikligi olana kisiler yasadiklari olumsuzluklar karsisinda gabuk pes
etme ve planlarini erteleme egilimindedirler. Basari istegi, kisinin yaptigi is ile ilgili olarak lst seviyede bir sonug ortaya
koymak amaciyla ortaya koydugu fedakarlklari ifade etmektedir. Bu egilimde olmayan kisiler ortaya koyacaklari sonug ile
ilgili blyuk fedakarhklarda bulunmamaktadirlar. Diizen, kisinin fiziki is cevresi ile ilgili dlzenliligini ve ise yonelik organize
olma seviyesini ifade etmektedir. Diizen vasfina sahip olmayan kisiler daginiklik ve tutarsiz davraniglar sergileme egiliminde
olmaktadirlar. Tedbir, dikkatli olma, planli ve ihtiyatl davranma olarak davranmayi ifade etmektedir. Bu vasfa sahip
calisanlar, organizasyon becerisi ylksek, magca hizmet edebilen, kendini kontrol edebilme yetisine sahip iken tedbirlilik
egiliminde olmayan calisanlar, dirtli kontroll zayif, tepkisel ve dikkatsiz davranislar sergilemektedirler. Calisma istegi,
galisanin isinden kopamama, icra ettigi isini tutkuyla yerine getirmeyi ifade etmektedir. Son olarak yeterlilik alt boyutuyla
ifade edilmek istenen ise ¢calisanin isi ile ilgili gerekli maharet ve ehliyete sahip olmasidir (Demirci, Ozler ve Girgin, 2009).

2.3. Calisan Performansi

Performans, ¢alisanlarin 6rgite katilimlari sonrasinda, 6rgitiin hedef ve gikarlarina katkida bulunacak her tirli faaliyet ve
davraniglari seklinde tanimlanabilir (Rotundo ve Sackett, 2002). Calisanlarin sergiledikleri performans, orgitlerin
devamliliklari noktasinda hayati 6neme sahiptir. Bu sebeple biitiin érgitler ¢alisanlarinin yiksek performans gostermelerini
istemekte, bunu bazen denetim, bazen 6dillendirme, bazen de cezalandirma yoluyla saglamaya calismaktadir (Uyargil,
2008).

Orgiite mensup her bir calisanin sergiledigi performans, toplamda bahse konu érgiitiin is performansini olusturmaktadir. s
performansi en genel anlamda iki alt boyuttan olugsmakta bunlar, “Baglamsal Performans” ve “Gorev Performansi” olarak
adlandirilmaktadir (Jawahar ve Carr, 2007).

Cahsan performansi ile ilgili genel gerceve alt boyutlarin incelenmesinin ardindan performans Ulzerinde etkili pek ¢ok
unsurun varligi gorilmektedir. Calisan performansinin pek ¢ok unsurdan etkileniyor olmasina ragmen, bizim ¢alismamizda
sorumluluk kisilik 6zelligi ve merhamet kavramlarindan, hem baglamsal performansin, hem de gorev performansinin ne
Olglide etkilendigi arastirilacaktir.
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2.3.1. Gorev Performansi

Gorev Performansi, ¢alisanin 6rgitte bulunma gerekgesi olan, gérev olarak tanimlanmig yukiamliliklerini yerine getirmesi
amaciyla yaratilan her tarld Grin, hizmet ve fikir seklinde tanimlanabilir (Jawahar ve Carr, 2007). Galisanlarin
sergileyecekleri gorev performansi dlzeyi, is ortaminin ahenginden, mesleki tecriibe ve yeterliliklerden, gerekli makine ve
techizat durumundan ve gérev tanimlamasinin netliginden dogrudan etkilenmektedir (Ozdevecioglu ve Kanigiir, 2009).

Orgiit igerisinde yiiritilen gorevler esas alindiginda, gérev performansini iki alt baslikta degerlendirmek gerekmektedir.
Bunlar; “Liderlik Gérev Performansi” ile “Teknik ve idari Gérev Performans” dir (Conway, 1999).

Liderlik gorev performansi, yonetme, kisi idaresi, motivasyon saglama, astlarin denetlenip, degerlendirilmesi gibi
faaliyetlerin icra edildigi gorev performansina verilen addir. Teknik ve idari gérev performansi ise liderlik ile ilgili gorevlerin
disindaki gorevleri kapsamaktadir.

2.3.2. Baglamsal Performans

Baglamsal Performans, en genel anlamda goérev tanimlamasi igerisinde bulunmayan, buna ragmen goérev performansini
destekleyici etkisi bulunan, ¢alisanin kisilik ozellikleri ile niyetlerinin belirleyici konumda oldugu davraniglar seklinde
tanimlanabilir (Ozdevecioglu ve Kanigiir, 2009). Baglamsal performansi ifade etmek igin kullanilan bir diger tanimlamada,
orgutsel gorev ve sorumluluklarin yerine getirilmesine ilaveten, ¢alisma ortaminin sosyal, psikolojik ve organizasyonel
durumunu olumlu olarak etkileyen davranislar seklinde yapilmaktadir (Borman ve Motowidlo, 1997).

Orgitsel anlamda galisanlari ortaya koydugu baglamsal performans érgiit igerisinde is birligi, fazladan ¢alismaya géndilli
olma, diger galisanlara yardim etme, hoggorii ve merhamet gosterme, 6rgltii koruma ve destekleme gibi gonulliilik esasina
dayali davranislari kapsamaktadir (Yice ve Kavak, 2017). Bu noktadan bakildiginda her ne kadar gorev performansindan
farkl bir kavram olarak ele alinsa da baglamsal performans, ciktilari itibariyla gérev performansi lizerinde énemli etkiye
sahiptir savunusu yerinde olacaktir (Van Scotter ve Motowidlo, 1996).

Baglamsal performans, ortaya ¢ikis sekline gore ikiye ayrilmaktadir. Bunlardan ilki, diger ¢alisanlara yonelik yardim severlik,
merhamet, iyi niyet gibi eylemleri kapsayan “Kisiler Arasi Kolaylastiricilik” boyutu, ikincisi ise ¢alisanin i¢sellesmis bir disiplin
ile motive olmus, érgiit hedeflerine ulasabilmek, sorumluluk almak, ¢ok ¢alismak gibi eylemlerini kapayan “ise Adanma”
boyutu olarak adlandiriimaktadir (Van Scotter ve Motowidlo, 1996).

Baglamsal performans gesitli onctiller sonucunda artabilmekte ya da azalabilmektedir. Algilanan &rgitsel destek (Yildiz,
2016), yoénetim inovasyonu, is tatmini (Yildiz ve Dirik, 2017) gibi algi ve tutum degiskenleri ile baglamsal performans
artarken, istismarci yonetim algisi (Yildiz ve Caki, 2016), 6rgite yabancilasma gibi algi ve tutumlar nedeniyle de
azalmaktadir.

2.3. Sorumluluk Kisilik Ozelligi ve Calisan Performansi Arasindaki iliskide Merhametin
Diizenleyici (Moderator) Rolii

Galismamizda sorumluluk kisilik 6zelligi ve performans arasindaki iliskide merhametin diizenleyici (Moderator) rolu
arastirilacak olup, ilgili kavramlarin alt boyutlari arasindaki iliskide arastirmamiz dahilinde ele alinacaktir.

Yapilan literatlr arastirmalari ekseninde biiylk bes kisilik 6zelliginden birisi olan sorumluluk kisilik 6zelliginde ki bireylerin,
detaylara odaklanma, sebat etme, standartlari yiikseltme gibi vasiflarinin, 6zellikle gérev performansi tizerinde oldukga etkili
oldugu gorulmektedir (Robbins ve Judge, 2013). Bu baglamda, sorumluluk kisilik 6zelligi calismamizin 6nemli bir boyutunu
olusturmakta ve performans ile ilgili olarak hangi boyut ile ne dlgude iliskili oldugu ve merhametin diizenleyici durumda
oldugu halde ne gibi bir farkhlk gésterdigi sorusu, calismamiz kapsaminda ele alinacaktir.

Yine yapilan literatiir galismalari kapsaminda merhamet kavraminin, giktilari itibariyle kisilerin mutluluk (iyi olug) diizeylerine
dogrudan etki ettigi ve kavramin 6z itibariyle, kisinin digerleri ile iyi iliskiler kurarak, onlarin yasadiklari olumsuz durumlara
karsi aktif bir katihm gostermeleri neticesinde 6zellikle is yerinde icra getirilen ve kisinin is tanimlamasinin diginda ortaya
koydugu icraatlar ifade eden baglamsal performansini yikselttigi gorilmektedir (Germer ve Siegel, 2012; Schwartz vd.,
2003). Merhametin, gorev performansi ve baglamsal performans tzerindeki etkisi calismamizda cevabi aranacak onemli
sorulardan bir digeridir.

Bu kapsamda asagida yer alan hipotezler ileri stirilmustur (bakiniz Sekil 1):
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Sekil 1: Aragstirma Modeli

Merhamet

Gorev performansi

Sorumluluk Kisilik v

A 4

Ozelligi Baglamsal Performans

3. VERi VE YONTEM

Arastirmanin érneklemi, dlgekleri, gegerlilik ve glvenilirligi, verilerin analizi ve bulgulara iliskin bilgiler asagida detayli olarak
aciklanmistir.

3.1. Arastirmanin Amaci ve Problemi

Sorumluluk kisilik 6zelligi ile ¢alisan performansi (baglamsal ve gorev performansi) arasindaki pozitif iligkide merhametin
duzenleyici (moderator) roliiniin incelenmesidir. Bu agidan arastirmanin temel sorusu: Yiuksek performansin bir gostergesi
olan sorumluluk kisilik 6zelligi calisan performansini pozitif olarak etkilerken, merhametin etkilesimsel roli ile bu iliski daha
da gliglenmekte midir?

3.2. Arastirmanin Hipotezleri

Bu kapsamda asagida yer alan hipotezler ileri stirilmustur (bakiniz Sekil 1):
H1: Sorumluluk kisilik 6zelligi gorev performansini pozitif olarak etkiler.
H2: Sorumluluk kisilik 6zelligi baglamsal performansi pozitif olarak etkiler.

H3: Sorumluluk kisilik 6zelligi ile gorev performansi arasindaki pozitif iliskide merhametin (sefkat, kayitsizlik, paylasilan
insaniyet, ayrisma, farkindalik, geri ¢ekilme) dizenleyici (moderatér) roli vardir. H3 hipotezinin merhametin her bir alt
boyutu degerlendirmeye alindigindan dolayi H3a, H3b, H3c, H3d, H3e ve H3f olmak Uzere alti da alt hipotezi vardir. H3b,
H3d ve H3f hipotezleri diger l¢ boyutun tersi (reverse dimension) oldugundan bu boyutlarin disik (low) oldugu durumlar
bagimsiz ve bagiml degisken arasindaki iliskiyi daha da giliclendirmektedir. Yiksek (high) oldugu durumlar ise bu pozitif
iliskiyi daha da gliglendirmektedir.

H4: Sorumluluk kisilik 6zelligi ile baglamsal performans arasindaki pozitif iliskide merhametin (sefkat, kayitsizlik, paylasilan
insaniyet, ayrisma, farkindalik, geri ¢ekilme) diizenleyici (moderatér) roli vardir. H4 hipotezinin merhametin her bir alt
boyutu degerlendirmeye alindigindan dolayl H4a, H4b, H4c, H4d, H4e ve H4f olmak Uzere alti da alt hipotezi vardir. H4b,
H34 ve H4f hipotezleri diger l¢ boyutun tersi (reverse dimension) oldugundan bu boyutlarin disik (low) oldugu durumlar
bagimsiz ve bagimh degisken arasindaki iliskiyi daha da glglendirmektedir. Yiksek (high) oldugu durumlar ise bu pozitif
iliskiyi daha da gliglendirmektedir.

3.3. Veri Toplama Siireci ve Orneklem

Arastirma verileri kolayda drnekleme yontemi ile gesitli sektorlerden olan tam zamanli ¢alisanlardan online anket araciligi ile
toplanmistir. Anket sorulari online ankette “tiim sorular cevaplansin” segenegi ile olusturuldugundan verilerde herhangi bir
kayip s6z konusu olmamistir. Ustiinkérii doldurulan ve ug veri olarak degerlendirilen anketlerin ¢ikarilmasi sonucunda hali
hazirda gecerli anket sayisi 456 olmustur.

Orneklem kapsamindaki 456 calisanin demografik dagilimlari incelendiginde; calisanlarin %56’si erkek (256 kisi) ve %44’(
kadindir (200 kisi). Ayni zamanda katilimcilarin biyik bir cogunlugu 18-31 yas araliginda (%57), lisans mezunu (%52) ve 1-10
yil araliginda (%72) deneyime sahiptir.
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3.4. Olgekler

Cahismada merhamet igin 24 ifadeden olusan ve Neff‘in (2003) 6z-anlayis modeli esas alinarak Pommier (2011) tarafindan
gelistirilen merhamet (self-compassion) dlgegi kullanilmistir. Olgek Akdeniz ve Deniz (2016) Tiirkge’ ye uyarlanmistir.
Sorumluluk kisilik 6zelligi igcin 9 ifadeden olusan ve John, Donahue ve Kentle (1991) tarafindan gelistirilen sorumluluk
(Conscientiousness) kisilik 6zelligi dlgegi kullamlmistir. Olgegin Tiirkge uyarlamasi Giimiis (2009) tarafindan yapilmistir.
Baglamsal performans i¢in Borman and Motowidlo (1993) tarafindan gelistirilen ve 5 ifadeden olusan baglamsal
(contextual) performans 6lgegi kullaniimistir. Gorev performansi igin 4 ifadesi Beffort ve Hattrup’ un (2003) galismasi ve 2
ifadesi de Karakurum (2005) tarafindan olusturulan goérev (Task) performansi Olgegi kullanilmistir. Baglamsal ve gérev
performansi 6lgeklerinin Tlrkge uyarlamasi Karakurum (2005) tarafindan yapilmistir. Arastirmada kullanilan 6lgeklerdeki
tim ifadeler, besli Likert tipi Olgek ile ol¢tilmustlr (1=kesinlikle katilmiyorum; 5=kesinlikle katiliyorum).

3.5. Gegerlilik

Anderson ve Gerbing’in (1988) iki asamali yaklagimi takip edilmistir. Bu yaklagsima gore éncelikle yapi gegerliligi test edilmeli,
daha sonra ise arastirma modeli test edilmelidir. Bu amagla model test edilmeden 6nce 6ncelikle bir genel dogrulayici faktér
analizi (DFA) yapilmistir (overall CFA). Analiz giktilari dikkate alindiginda, merhamet olgeginin paylasilan insaniyet alt
boyutuna ait 17 ve 20 numarali sorular faktor yiklerinin ¢ok dusik olmasi (r<0.30) nedeniyle analiz digi birakilmistir. Bu
nedenle merhamet 6lgegi 22 madde olarak degerlendirmeye alinmistir. Benzer sekilde sorumluluk kisilik 6zelligine ait 9
numarali soru, gorev performansina ait 1 numarali soru ve baglamsal performansa ait 1 ve 5 numarali sorular analiz disI
birakilmistir. Dolayisiyla sorumluluk kisilik &zelligi 8 madde olarak, gorev performansi 5 madde olarak ve baglamsal
performans 3 madde olarak degerlendirmeye alinmistir. DFA sonucunda degerlendirmeye alinan toplam madde sayisi 38
maddedir.

Dogrulayici faktér analizi sonucundaki uyum indeksleri x2 = 1180.53; df = 621, x2/df = 1.90; GFI = 0.89; CFI = 0.92; TLI = 0.91;
RMSEA = 0.04; ve SRMR = 0.047. DFA sonuglari bir bitiin olarak degerlendirildiginde, modelin iyi diizeyde uyum degerlerine
sahip oldugu soylenebilir (Hair vd., 2010). Hu ve Bentler (1999) ise kabul edilebilir uyum igin uyum indekslerinin birlesimsel
bir kuralint ileri sirmustir. Bu kurala gore 6zellikle arastirmalarda elde edilen uyum indekslerinin su ¢ uyum indekslerinden
en az ikisine uygun olmasini 6nermektedir. Bunlar; SRMR < 0.08, RMSEA < 0.06 ve CFl > 0.95. Bu arastirmada elde edilen
uyum indeksleri ise yukarida gorildigu gibi bu kurali da karsilamaktadir. Sonug olarak, genel DFA sonuglarinin iyi uyuma
sahip oldugu soylenebilir.

3.6. Giivenilirlik

Merhamet 6lgeginin timu igin Cronbach Alfa (a) i¢ tutarlilik katsayisi a=.90 olarak bulunmustur. Alt boyutlar igin i¢ tutarhk
guvenilirlik katsayisi hesaplandiginda ise sefkat (kindness) igin a=.76, kayitsizlik (indifference) i¢in a=.69, paylasilan insaniyet
(common humanity) igin. a=.69, ayrisma (separation) i¢cin a=.65, farkindalik (mindfulness) igin a=.60 ve geri gekilme
(disengagement) igin a=.72 bulunmustur. DeVellis’e (1991: 85) de 0.65-0.70 arasindaki glivenilirlik katsayilarinin minimum
kabul edilebilecek guvenilirlik katsayisi oldugunu ifade etmistir. Nunnaly (1978) Cronbach alfa katsayisi i¢in kesme
noktasinin altinda olan giivenilirlik degerlerinde madde sayisinin dikkate alinmasini 6nermektedir. Ozellikle madde sayisinin
ondan daha az oldugu durumlarda givenilirlik katsayisi daha diisiik degerler alabilmektedir. Bu durumlarda madde-toplam
korelasyonlarinin dikkate alinmasini énerilmektedir. Optimal madde-toplam korelasyonlarinin 0,2-0,4 arasinda degistiginde
(Briggs ve Cheek, 1986, 114), bu degerler glvenilirlik icin yeterli olarak degerlendirilmektedir. Arastirma kapsaminda da
madde-toplam korelasyonlari en disik (minimum) 0.31 oldugundan bu givenilirlik degerleri 6lcek igin kabul edilebilir
dizeyde glivenilir olarak degerlendirilebilir.

Benzer sekilde 6lgegin genel glivenilirliginin a=.90 olmasi da bunu desteklemektedir. Ek olarak elde edilen bu glivenilirlik
duzeyleri, Olgegin glvenilirlik ¢alismasinin yapildigi Akdeniz ve Deniz (2016) tarafindan vyapilan galisma ile de
karsilagtirilmistir. Bu anlamda gerek alt boyutlar gerekse de 6lgegin geneli agisindan Akdeniz ve Deniz (2016) tarafindan
yapilan galismadan daha yiksek diizeyde glvenilirlik katsayilarina ulasilmistir. Sonug olarak 6lcegin kabul edilebilir bir
guvenilirlige sahip oldugu soylenebilir.

Diger yandan, sorumluluk kisilik 6zelliginin (a) i¢ tutarhlk katsayisi a=.88, gorev performansinin a=.84, baglamsal
performans ise a=.70 olarak bulunmustur. Genel olarak bu &lgeklerin de kabul edilebilir givenilirlige sahip oldugu
soylenebilir (Nunnaly, 1978).

3.7. Arastirma Verilerinin Analizinde Kullanilan Prosediirler

Arastirma verilerinin analizlerinde IBM SPSS 21.0 paket programi ve Hayes (2013) tarafindan IBM SPSS ile uyumlu gelistirilen
PROCESS makrosu (makro = bir dizi komut) kullanilmistir. Verilerin normal dagilip dagilmadigini belirlemek igin Kolmogorov-
Smirnov Z testi yapilmistir (p>0.05). Ortak yontem varyansi olasiligini belirlemek igin Harman’in tek faktor testi yapilmistir
(Harman, 1979). Arastirma modelinde yer alan degiskenler arasindaki iliskiyi tespit etmek amaciyla ise Pearson korelasyon
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analizi ve degiskenler arasindaki nedensel etki ve aracilik etkisinin belirlenmesi amaciyla da hiyerarsik regresyon analizinden
yararlanilmistir.

4. ARASTIRMA BULGULARI ve TARTISMA
4.1. Korelasyon Analizi Sonuglari

Tablo 1’de yer alan korelasyon analizi sonuglari degerlendirildiginde, diizenleyici degisken olan merhametin alt boyutu olan
sefkat, kayitsizlik, paylasilan insaniyet, ayrisma, farkindalik ve geri ¢ekilme boyutlari arasinda pozitif (reverse/ters boyutlar
acisindan negatif) ve anlamli iliskilerin oldugu gozlenmektedir. Field’e (2009) gore +.10 korelasyon katsayisi dusiik; .30 orta
dlzeyde; +.50 ise yiksek bir pozitif iliskiyi temsil etmektedir. Buna goére alt boyutlar arasinda orta ve yiksek diizeyde
iliskilerin oldugu soylenebilir.

Bununla birlikte alt boyutlarin bagimsiz degisken olan sorumluluk kisilik 6zelligi ile iliskileri incelendiginde sefkat (r=.40) ve
farkindalik (r=.39) boyutlarinda yiiksege yakin ve diger boyutlarda ise orta diizeyde pozitif veya negatif anlaml iliskilerin
(sirasiyla r=-.26; r=.20; r=-.26; r=-.29) oldugu gozlenmektedir (p<0.01). Sorumluluk kisilik 6zelligi ve merhametin g¢alisan
performansi ile olan iliskileri degerlendirildiginde ise bu degiskenler arasinda orta ve yiksek dizeyde pozitif ve anlaml
iliskilerin oldugu gozlenmektedir (p<0.01). Baglamsal ve gorev performanslari ile sorumluluk kisilik 6zelligi arasinda sirasiyla
r=.57 ve r=.65 diizeyinde yiksek ve pozitif iliskilerin oldugu gézlenmektedir. Bu agidan sorumlulugun gorev performansi ile
olan iliski dizeyinin daha yiksek oldugu soéylenebilir (Field, 2009).

Merhamet ile baglamsal performans arasindaki iliskiler incelendiginde, en yiksek iliskinin oldugu boyut sefkat olmakla
birlikte (r=.43), diger boyutlar agisindan da orta dizeyde iligkilerin oldugu soylenebilir. Bu iliskiler sirasiyla, r=-.25, r=.29, r=-
.23, r=.33 ve r=-.25"dir. Gérev performansi agisindan ise en yiiksek iliskinin oldugu boyutlar farkindalik (r=.43) ve sefkat
(r=.37) olmakla birlikte, diger boyutlar agisindan da orta diizeyde iliskilerin oldugu sdylenebilir. Bu iliskiler sirasiyla, r=-.24,
r=.28, r=-.27 ve r=-.24’d{ir (Field, 2009).

Tablo 1: Korelasyon Analizi Sonuglari

Degiskenler 1 2 3 4 5 6 7 8
1.Sefkat 1
2.Kayitsizlik -,440“ 1
3.Paylasilan insaniyet 447" 222" 1
4.Ayrisma -5027 688" 271" 1
5.Farkindalik 6217 358" 480" -399" 1
6.Geri cekilme -523" 745" 2597 ;737 -,407" 1
7.Sorumluluk 4047 -261" 1997 267 388 200 1
8.Baglamsal performans 437 o245 204" 2237 332" 248" 5657 1
9.Gérev performansi 3747 2437 2787 277 43" 247 6477 687"

**_ Korelasyonlar 0.01 diizeyinde anlamlidir.
4.2. Hiyerarsik Regresyon Analizi Sonuglari

Bagimsiz, duzenleyici ve bagimli degisken arasindaki bu pozitif/negatif ve anlamli iligkilerin belirlenmesi sonucunda,
arastirma hipotezlerini test etmek amaciyla hiyerarsik regresyon analizinden yararlaniimistir. Bu amagla arastirma
hipotezleri IBM SPSS igin gelistirilen PROCESS makrosu ile analiz edilmistir. Bagimsiz ve dlzenleyici degisken modele
girilmeden 6nce merkezilestirme yapilmis ve etkilesim terimi bu degiskenlerin carpimi ile elde edilmistir. ilk adimda
bagimsiz ve diizenleyici degisken modele girilmis ve devaminda etkilesim teriminin (bagimsiz x diizenleyici) bagimh degisken
Gzerindeki etkisi incelenmistir. Alti merhamet boyutu ve iki performans degiskeni test edileceginden toplamda on iki model
test edilmistir.

Sorumluluk kisilik 6zelliginin baglamsal performans lzerindeki etkisinde merhametin alt boyutlarinin dizenleyici roliine
iliskin test sonuglari asagidadir:

Baglamsal performans agisindan birinci adimda kayitsizlik ve sorumlulugun baglamsal performansi pozitif olarak etkiledigi
(p<.001) belirlenmistir. Bu asamada H1 hipotezi desteklenmistir. ikinci adimda ise modele sorumluluk kisilik dzelligi ve
kayitsizlik boyutunun garpimindan olusan etkilesim terimi eklenmistir. Bu asamada etkilesim teriminin anlamh oldugu

DOI: 10.17261/Pressacademia.2017.729 417



Journal of Management, Marketing and Logistics -JMML (2017), Vol.4(4),p.408-422 Yildiz, Kavak

belirlenmistir (p<.01; R’=.34; F=77.78). Modelde yer alan degiskenlerin B degerleri incelendiginde; sorumluluk, kayitsizlik ve
etkilesim terimi igin sirasiyla B=.55, B=-.09 ve B=-.12’dir. Modelin kosullu etkileri (conditional effects) incelendiginde ise
merhametin bir alt boyutu olan kayitsizhgin diistik oldugu (-1 mean) durumlarda sorumluluk kisilik 6zelliginin baglamsal
performans Gzerindeki etkisinin glglendigi belirlenmistir. H3b hipotezi desteklenmistir.

Benzer sekilde yukarida yer alan adimlar merhametin geri ¢ekilme boyutu agisindan da takip edilmistir. Birinci adimda geri
cekilme boyutunun baglamsal performansi negatif ve sorumluluk Ozelliginin ise baglamsal performansi pozitif olarak
etkiledigi (geri gcekilme p<.05; sorumluluk p<.001) belirlenmistir. ikinci adimda ise modele sorumluluk kisilik &zelligi ve geri
¢ekilme boyutunun g¢arpimindan olusan etkilesim terimi eklenmistir. Bu asamada etkilesim teriminin de anlaml oldugu
belirlenmistir (p<.05; R’=.33; F=74.84). H3f hipotezi desteklenmistir.

Diger yandan sefkat, paylasilan insaniyet, ayrisma ve farkindalik boyutlari dogrudan etkiler agisindan baglamsal performansi
pozitif veya negatif (ayrisma agisindan) olarak etkilemesine ragmen, bu alt boyutlarla sorumluluk kisilik 6zelliginin
etkilesiminden olusan diizenleyici degisken (etkilesim terimi) modele eklendiginde ise anlaml bir sonuca ulasilamamistir.
Diger bir ifadeyle bu alt boyutlarla baglamsal performans arasinda sorumluluk kisilik 6zelligi diizenleyici bir role sahip
olmamistir (p>.05). Sonug olarak H3a, H3c, H3d ve H3e hipotezleri desteklenmemistir.

Sorumluluk kisilik 6zelliginin gérev performansi izerindeki etkisinde merhametin alt boyutlarinin diizenleyici roline iliskin
test sonuglari agagidadir:

Gorev performansi agisindan birinci adimda sefkat ve sorumlulugun gorev performansini pozitif olarak etkiledigi (p<.001)
belirlenmistir. Bu asamada H2 hipotezi desteklenmistir. ikinci adimda ise modele sorumluluk kisilik dzelligi ve sefkat
boyutunun garpimindan olusan etkilesim terimi eklenmistir. Bu asamada etkilesim teriminin anlamh oldugu belirlenmistir
(p<.05; R’=.44; F=118.84). Modelde yer alan degiskenlerin B degerleri incelendiginde; sorumluluk, sefkat ve etkilesim terimi
igin sirasiyla B=.63, B=.13 ve B=.11'dir. Modelin kosullu etkileri (conditional effects) incelendiginde ise merhametin ylksek
oldugu (+1 mean) durumlarda sorumluluk kisilik 6zelliginin gérev performansi lizerindeki etkisinin giiglendigi belirlenmistir.
H4a hipotezi desteklenmistir.

Benzer sekilde yukarida yer alan adimlar merhametin kayitsizlik boyutu agisindan da takip edilmistir. Birinci adimda
kayitsizlik boyutunun gorev performansini negatif, sorumlulugun ise gorev performansini pozitif olarak etkiledigi (p<.001)
belirlenmistir. ikinci adimda da modele sorumluluk kisilik &zelligi ve kayitsizlik boyutunun carpimindan olusan etkilesim
terimi eklenmistir. Bu asamada etkilesim teriminin de anlamh oldugu belirlenmistir (p<.01; R’=.43; F=115.43). H4b hipotezi
desteklenmistir.

Bu adimlar merhametin ayrisma ve geri cekilme boyutlari agisindan da takip edilmistir. ilk olarak ayrisma boyutu agisindan
birinci adimda ayrisma boyutunun gorev performansini negatif, sorumlulugun ise gorev performansini pozitif olarak
etkiledigi (ayrisma p<.01; sorumluluk p<0.001) belirlenmistir. ikinci adimda da modele sorumluluk kisilik 6zelligi ve ayrisma
boyutunun garpimindan olusan etkilesim terimi eklenmistir. Bu agsamada etkilesim teriminin de anlaml oldugu belirlenmistir
(p<.05; R’=.44; F=116.29). H4d hipotezi desteklenmistir.

iliskide kalma boyutu agisindan da birinci adimda geri ¢cekilme boyutunun gérev performansini negatif, sorumlulugun ise
gorev performansini pozitif olarak etkiledigi (geri cekilme p<.05; sorumluluk p<0.001) belirlenmistir. ikinci adimda da
modele sorumluluk kisilik 6zelligi ve geri ¢ekilme boyutunun ¢arpimindan olugan etkilesim terimi eklenmistir. Bu asamada
etkilesim teriminin de anlamli oldugu belirlenmistir (p<.05; R’=.43; F=113.23). H4f hipotezi desteklenmistir.

Diger yandan paylasilan insaniyet ve farkindalik boyutlari dogrudan etkiler agisindan goérev performansini pozitif olarak
etkilemesine ragmen, bu alt boyutlarla sorumluluk kisilik 6zelliginin etkilesiminden olusan duzenleyici degisken (etkilesim
terimi) modele eklendiginde ise anlamli bir sonuca ulagilamamistir. Diger bir ifadeyle bu alt boyutlarla gorev performansi
arasinda sorumluluk kisilik 6zelligi duzenleyici bir role sahip olmamistir (p>.05). Sonug olarak H4c ve H4e hipotezleri
desteklenmemistir.

5. SONUC

Kalitimin etkisi oldugu gibi 6zellikle birey Gzerinde daha sonraki yasaminin (aile, arkadas, akrabalar, is cevresi gibi) etkisi
oldugu merhamet kavrami son yillarda yazinda 6nem kazanmistir. Merhametin diger bir ifadeyle diger bireylere yonelik olan
aktif bir duyarl olma eyleminin bireyin gevresinde ve is ortaminda yarattigi olumlu g¢iktilar disiinildiginde, merhametin
gerek 6zel yasam gerekse de is yasami igin ne kadar 6nemli oldugu daha da belirginlesmektedir. Bu kapsamda yapilan
arastirmada merhametin galisan performansi (baglamsal ve gérev performansi) lzerindeki diizenleyici etkisi incelenmistir.
Bununla beraber yiiksek performansin anlaml bir belirleyicisi olan sorumluluk kisilik 6zelligi de daha ¢ok kalitim kaynakh
olan bir 6zellik oldugundan dolayi arastirma modeline dahil edilmistir. Boylece merhamet degiskeninin yiksek veya disiik
oldugu durumlarda, kalitim esasli sorumluluk kisilik 6zelliginde meydana gelen degisimler belirlenmeye ¢alisiimistir.
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Sefkatin yiiksek ve geri ¢ekilmenin diisik oldugu durumlarda sorumluluk kisilik 6zelliginin baglamsal performans lzerindeki
etkisinin daha da guglendigi gorilmektedir. Sefkat davranisinda bulunan kisiler digerlerine karsi anlayis géstermekte ve bu
da yakinhk duygusunun olusumuna sebep olmaktadir. Ayni sekilde geri ¢ekilme egilimi ise yakinlk duygusu olusan kisilerle
kurulan iliskinin devam ettirilmesi igin caba sarf etmeme seklinde ifade edilebilir. Bu tanimlardan hareketle ilgili merhamet
boyutlar, kisiler arasindaki iliskiyi ve rol disi performans olarak ifade edilen baglamsal performansi da dogrudan
etkilemektedir. Dolayisiyla bu yetenege sahip olanlarin baglamsal performanslari daha da Ust diizeylerde gergeklesmektedir.

Sefkat, kayitsizlik, ayrisma ve geri ¢cekilmenin sorumluluk kisilik 6zelligi ve gorev performansi arasindaki pozitif veya negatif
iliskide anlamh bir sekilde diizenleyicilik roline sahip oldugu belirlenmistir. Sefkat; kisinin kendisi ve digerleri igin anlayisli ve
ilgili olmasi olarak ifade edilebilirken kayitsizlik, kisinin digerleri ile ilgili farkindaliga sahip olmama; ayrisma, olaylarin olus ve
sonuglari ile ilgili nedenleri iliskilendirmeme ve son olarak geri ¢ekilme ise kurulmus iliskilerin devamlligi icin ¢aba sarf
etmeme seklinde tanimlanabilir. Bu tanimlamalardan yola gikarak bu yeteneklere sahip olma diizeyi yiiksek galisanlarin,
orgut igerisindeki sinerjiye bagh olarak iyi olus dizeylerinin ylikselmesi, buna bagh olarak da 6rgiitiin bir pargasi olmaktan ve
islerini yapmaktan haz almalari neticesinde gérev performanslarinin yiikselmesi beklenilen bir sonugtur. Ozellikle bireyin
dogumdan sonraki yasamiyla beraber merhamet yetenegi gelisen (kazanilan) galisanlar diger insanlara karsi géstermis
olduklari merhamet ile kendilerini mutlu hissetmektedirler. Bireyler merhamet gostermediklerinde, zihinleri sanki gerekli
eyleme gegmemenin huzursuzlugunu ile mesgul olmaktadirlar. Dolayisiyla merhamet agisindan aktif bir eyleme gegme
bireyi bu huzursuzluk, kaygi ve endiseden kurtarmakta ve bunun sonucunda da galisanlar kendi islerini (gérevlerini) daha
aktif bir sekilde yerine getirmektedir. Bireyin bu kendisi ile barisik ve siklnet hali, onun gérev ve rol fazlasi davranis
gostermesini de tetikleyecektir. Bunun bir sonucu olarak da gerek gorev performansi gerekse de baglamsal performansi
yukselecektir.

Arastirma sonuglari dogrudan etkiler agisindan degerlendirildiginde, merhamet ve sorumluluk kisilik 6zelligi degiskenlerinin
her ikisi de ¢alisganin gorev ve baglamsal performansini pozitif olarak (ters sorular agisindan negatif) etkilemektedir. Bu
anlamda ise tedarik ve secim sireglerinde insan kaynaklari departmanlarinin bu sonucu géz 6niinde bulundurarak ise
ahimlarda 6zellikle yiksek performansin 6ncili olan sorumluluk kisilik 6zelligi yliksek galisanlari istihdam etmeleri onemlidir
(Robbins ve Judge, 2013). Bununla beraber merhamet diizeyi ylksek ¢alisanlarin da istihdam edilmesi etkilesim etkisi ile bu
pozitif etkiyi artirarak, daha yiiksek is ciktilarinin ve performansin elde edilmesini saglayacaktir. Ozellikle sosyal hizmet,
saglik ve egitim sektori gibi merhametin son derece 6nemli oldugu sektor calisanlari dikkate alindiginda, bu sektor
calisanlarinin merhamet kapasitesi 6lgimlerinin yapilarak gercgeklestirilen ise alim siireglerinin daha etkin is ortamlar
yaratacagi dislinilmektedir.

Bu kapsamda gelecekte yapilacak arastirmalarda sorumlulugun bagimsiz degisken ve merhametin de araci degisken oldugu
arastirma modellerinin yapilmasi onerilmektedir. Cikti degiskenleri olarak adlandirilabilecek, Uretkenlik karsiti isyeri
davraniglari gibi degiskenlerin modele dahil edildigi arastirma tasarimlarinin yapilmasi 6nerilmektedir. Benzer sekilde
merhametin diizenleyici (moderatér) degisken oldugu arastirma modelleri de arastirmacilara &nerilmektedir. Ornegin
orgutsel sessizlik, adaletsizlik, sinizm gibi bagimsiz degiskenlerin Uretkenlik karsiti bir davranis olan sapkin isyeri davranislari
Uzerindeki etkisinde merhametin dizenleyici roli incelenebilir. Bununla beraber sektérel degerlendirmeler yapilarak da bu
konuya bir katki yapilabilir. Ozellikle merhametin 6nem kazandigi saglik, egitim ve sosyal hizmet profesyonellerinin dahil
edildigi arastirmalarin yazina katki saglayacagi diislinilmektedir. Ek olarak arastirmanin kolayda 6rnekleme olmasi arastirma
sonuglarinin genellenebilme diizeyini olumsuz etkilemektedir. Bu nedenle gelecekte yapilacak arastirmalarda olasiliga dayali
ornekleme yontemlerinin tercih edilmesi 6nerilmektedir.
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ABSTRACT

Purpose - The purpose of this study is to demonstrate the responses of current Turkish VW customers against the carbon emission crisis
VW passed through in US market in 2015.

Methodology - The target group of this study consists of Volkswagen vehicle owners in Turkey. Due to time and financial restraints,
judgmental sampling has been used. The study is conducted an an online survey and a link to a total of 550 participants at the authors
social media address was delivered. The analyzes were conducted with 212 respondents, who are identified as VW users between April-
May 2016. A Structural Equation Modelling was used to reach the research objectives. Confirmatory factor analysis were performed using
the AMOS program.

Findings- According to the demographic profile, 72% of respondents are male and 28% female. 110 respondents are between 18-34 years
of age and 89 respondents are between 35-54 years. 61% of respondents have bachelor degrees and 36 of respondents’ monthly income is
between 4001-6000 TL, and 29% of respondents’ monthly income is more than 6001 TRY. 70% of the participants are VW users for 1-5
years. In order to test the validity of the scales a single factor confirmatory factor analysis was performed with AMOS 22 program. In the
model the goodness of fit values were sufficient to examine structural model. It is detected that there is a statistically positive correlation
between risk perception and need for information and a statistically negative and high correlation between risk perception and behavior.
The impact of environmental sensitivity on perceived risk and behavior towards brand was not determined.

Conclusion- The Volkswagen Group is undoubtedly in a very difficult period. This event, which deals with all car producers and users
around the world, gives Volkswagen the chance to do a lot of self-criticism and a chance to see its flaws in a healthier way. VW sales
increased in May 2017 by 8.4% in total, which is showing that even a worldwide scandal could be overcome with minimal damage due to
the confidence in the brand.

Keywords: Volkswagen, emission crises, risk perception, behavioral intentions, enviromental sensibility
JEL Codes: M30, M31, M39

VOLKSWAGEN EMiSYON KRizZiNE KARSI TUKETICi TEPKILERi UZERINE BiR ARASTIRMA?

OzZET

Amag— Arastirmanin amaci, Volkswagen (VW) markasinin 2015 yilinda ABD’de yasadigi emisyon krizine iliskin Turkiye’deki mevcut VW
mdusterilerinin davranigini ortaya koymaktir. Bununla birlikte arastirmanin bir diger amaci, musterilerin markaya karsi davranisini ortaya
koyarken davranisa etki eden faktorlerin tanimlandigi bir model 6nerisi gelistirmektir.

Metodoloji— Arastirma evrenini Tlrkiye’deki VW kullanicilari olusturmaktadir. Zaman ve maliyet kisitlari nedeniyle Tesadifi Olmayan
Ornekleme Yéntemlerinden Yargisal Ornekleme kullanilmak kaydiyla yazarlarin sosyal medya adresindeki toplam 550 katilimciya
surveey.com Uzerinden olusturulan bir link online-anket olarak Nisan-Mayis 2016 tarihleri arasinda ulagtiriimistir. VW kullanicisi olduklari
tespit edilen 212 kisi ile analizler gergeklestirilmistir. Arastirma amaglarina ulagabilmek igin Yapisal Esitlik Modellemesinden yararlaniimigtir.
Bulgular- Katihmcilarin %72’si erkek, %28’i kadin olup, 18-34 yas araliginda 110 kisiye, 35-54 yas arasinda 89 kisiye ulasilmistir.
Cevaplayicilarin %61’i tiniversite mezunu olup, gelir seviyesi 4001-6000 TL arasinda %36, 6001 TL ve Usti ise %29 oranindadir. Katihmcilarin
%70’i 1-5 yil arasi VW kullanicisidir. Kullanilan 6lgeklerin gegerliligini test etmek amaciyla AMOS 22 programiyla tim olgekler igin tek
faktorlu Dogrulayici Faktor Analizi yapilmistir. Uyum iyiligi degerlerinin yapisal modelleri incelemek igin yeterli oldugu goriilen modelde,
markaya kargi davranigsal egilim Uzerinde beklendigi gibi tiiketicinin konuya iliskin risk algisinin negatif etki ettigi, davranigsal niyetin marka
davranisini pozitif yonli etkiledigi ve bilgi ihtiyaciyla risk arasinda anlaml bir iliski oldugu tespit edilmistir. Cevresel duyarliligin algilanan risk
Uzerinde ve marka davranigi Gzerinde beklendigi gibi etkisi tespit edilememistir.

! This is an improved version of the paper presented at the 3nd Global Business Research Congress (May 24-26, 2017).
? Bu calisma 3. Global isletmecilik Kongresinde sunulan bildirinin genisletilmis halidir (24-26 Mayis, 2017).

DOI: 10.17261/Pressacademia.2017. 730 423


mailto:gkelemci@marmara.edu.tr
mailto:eyildiz@baskent.edu.tr
mailto:gozde.gusan@marmara.edu.tr
http://www.pressacademia.org/journals/jmml

Journal of Management, Marketing and Logistics =JIMML (2017), Vol.4(4),p.423- 437 Kelemci, Yildiz, Gusan

Sonug¢—- Volkswagen Grubu, stphesiz ki ¢ok zor bir dénemden gegcmektedir. Diinyadaki tim otomobil ureticilerini ve kullanicilarini
ilgilendiren bu olay, Volkswagen markasi icin aslinda pek c¢ok 6z elestiri yapma ve kusurlu yanlarini daha saghkli gorebilme sansi
saglamaktadir. Mayis 2017 VW satislarinin toplamda %8,4 oraninda artis géstermesi, diinya ¢apindaki bir skandalin bile markaya duyulan
gliven sayesinde en az hasarla atlatilabilecegini gostermistir.

Anahtar Kelimeler: Volkswagen, emisyon krizi, risk algisi, davranigsal egilim, cevresel duyarlilik
JEL Kodlari: M30, M31, M39

1. GiRiS

Otomotiv sektori dretimde bulundugu ekonomiye yiiksek katma deger saglayan, teknolojik gelismeleri hizlandiran, ihracat
kanalyla déviz geliri kazandiran, musterisi oldugu birgok sektoriin gelisimine katkida bulunan ve farkh sektorlerle yakin iliski
icinde olmasi nedeniyle; tim sanayilesmis Ulkelerde ekonominin lokomotifi olarak gériilmektedir (Gérener ve Gorener,
2012:1214). 2016 yili itibariyla toplam blyukligl yaklasik 4 trilyon Dolarla diinya ekonomisinin yaklasik %5’ini olusturan
otomotiv sektori diinyada dogrudan ve dolayli olarak 80 milyon kisiye istihdam saglamaktadir (Turkiye Sinai Kalkinma
Bankasi, Otomotiv Sektér Raporu, 2017:7). 2016 yilinda Diinya otomotiv sektoriinde %3,2 oraninda biyime gorilirken,
sektoriin lokomotifi olan Amerika’daki bilylime hizi %2,4’da; Tiirk Otomotiv ihracati i¢in son derece énemli olan Avrupa
pazari ise %1,5'da kalmistir (www.odd.org.tr/web_2837_1/). Tiirkiye ihracatcilar Meclisi verilerine gére, 2016 yili Ocak-
Subat déneminde gergeklesen 3,5 milyar Dolar degerindeki ihracati ile otomotiv endustrisi sektorel siralamada Tirkiye
birinci siradaki yerini korumustur (Otomotiv Sanayii Dis Ticaret Raporu, 2016:2). Tiirkiye'nin toplam tasit araglari Uretimi
(traktor harig) 2000 yilindaki 431 bin adet seviyesinden 2015 yilinda 1 milyon 359 bin adet seviyesine ylikselmis, s6z konusu
16 yillik donemdeki ortalama Uretim bliylime orani %12,7 seviyesinde gergeklesmistir.

2015 yilinda Tirkiye tasit araglar Uretimi siralamasinda Avrupa’da besinci, diinyada ise onbesinci sirada yer almaktadir.
Bununla birlikte Tirkiye Avrupa’nin en biyik ticari arag Ureticisidir. Sektor otomobilde Uretiminin %78’ini, ticari aragta ise
%74’Un0 yurt disina satmaktadir (www.odd.org.tr/web_2837 1). Turkiye birgcok kiiresel tedarikciye ev sahipligi yapmakla
birlikte, ulkeyi tretim lissu olarak kullanan 250'den fazla kiiresel tedarikgi vardir. Bunlarin 28'i en biiylk 50 kiiresel tedarikgi
arasinda yer almaktadir (www.invest.gov.tr/tr-tr/sectors/Pages/Automotive.aspx). Tlrkiye'nin ihracat yaptig dis pazarlar ve
ana sanayide Uretilen yeni modeller g6z 6niinde bulunduruldugunda 2017 yilinda adet bazinda ana sanayii ihracatinin %13
buyime kaydetmesi beklenmektedir (www.odd.org.tr/web_2837_1).

Diinya genelinde AR-GE harcamalarinin sektorel dagihmina gére otomotiv sektori bilisim teknolojisi ve saglik sektorlerinden
sonra Uglinct sirada yer almaktadir. 2015 yilinda diinyada en fazla AR-GE harcamasi yapan 20 firmanin 5’i (Volkswagen,
Toyota, Daimler, General Motors ve Ford) otomotiv sektoriinde yer almaktadir. Diinyada en fazla AR-GE harcamasi yapan
1000 firma iginde ise otomotiv sektoriine ait firmalarin pay1 %16,1’dir. Otomotiv sektoérii ayni zamanda diinyanin en biyik
yatirimlarinin gerceklestigi sektérlerden birisi olarak dikkati cekmektedir. Sektorde, Ar-Ge ve Uretim kapsaminda 85 milyar
Avroluk yatirnm harcamasi gerceklesmekte ve yatirm vyapilan Ulkelerde 433 milyar Avronun (zerinde vergi geliri
saglanmaktadir (http://uzmanpara.milliyet.com.tr/haber-detay/gundem2/otomobile-dunyanin-parasi-
harcaniyor/47000/47588/). ilgili d6nem Tiirk otomotiv ana sanayii icin daha yiiksek katma deger yaratarak diinya pazarina
y6nelik tasarim ve Gretim igin strdirdlebilir kiiresel rekabet stirecine giris dénemi olmustur. Boylelikle Tlrkiye’de otomotiv
sektorli AR-GE yogun bir endistri olarak son 10 yildir en fazla ihracat yapan sektér konumuna yikselmistir. Sektoérliin ana
ihrag pazari olan Avrupa Birligi ekonomilerinde gézlenen biiylime paralelinde otomotiv ihracati 2016’da miktar bazinda %15
artarak 1.141 bin adede ulagsmistir. Bu donemde otomobil ihracatinin %23 artisla 746 bin adede, ticari arag ihracatinin ise
%2 artisla 396 bin adede ciktigl gorilmektedir (Otomotiv Sanayii Dig Ticaret Raporu, 2016:38).

Tirkiye'de otomobil satislari 2016 Haziran itibariyle bir dnceki yilin ayni ayina oranla %5 blyiyerek 71.111 adet, hafif ticari
arag ise %11 buylyerek 20.429 adete ulagsmistir (www.bloomberght.com/haberler/haber/1971765-otomotiv-uretim-ve-
ihracati-da-2016da-rekor-kirdi). 2016 yili sonunda mevcut motorlu tasit sayisinin diinya ¢apinda 1.2 Milyar oldugu bilinirken
2023 yilinda bu sayinin 2 Milyar olmasi beklenmektedir (www.autoparts.com.tr/haber-detay/2625/2016-otomotiv-
sektorunde-neler-oldu).

Ekonomiler icin bu kadar 6nem tasiyan sektérlerde yasanan krizlerin etkilerinin de biyiik olmasi kaginilmazdir. Ozellikle
otomotiv sektdriniin yasadigi en bilyiik kriz olarak nitelendirilen bu emisyon krizinin firma igin yankilari gok biyik olmustur.
Bu denli 6nemli bir konunun bilimsel anlamda ele alinmasi da kaginilmazdir. Arastirmanin bu noktada amaci, Volkswagen
(VW) markasinin 2015 yilinda ABD’de yasadig emisyon krizine iliskin TUrkiye’deki mevcut VW mdsterilerinin davranisini
ortaya koymaktir. Ayrica, misterilerin markaya karsi davranisini ortaya koyarken davranisa etki eden faktorlerin Planlanmis
Davranis Teorisi (Theory of Planned Behaviour) ve Korumaci Eylem Karar Modelinden (Protective Action Decision Model)
faydalanarak bir model 6nerisi gelistirmektir. Bu amaglar ¢ergevesinde ¢alisma bes béliimden olusmaktadir. Teorik altyapi
olarak tanimlanan bir sonraki baglk altinda 6nce emisyon krizine iliskin genel bilgiler verilmis daha sonra ise emisyon krizine
karsi marka davranisini etkileyen degiskenler tek tek ele alinmigtir. Bir sonraki baslkta arastirma konusuna iligskin literattr
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taramasina ve arastirma hipotezlerine yer verilmistir. Dordiinci bashk c¢ercevesinde arastirmanin metodolojisine ve
bulgularina yer verilmistir. Son bélimde sonug ve 6neriler olarak ele alinmistir.

2. TEORIK ALTYAPI
2.1. Volkswagen Emisyon Krizi

Volkswagen Grubu, 1937 yilinda Nasyonal Sosyalist Alman Partisi tarafindan kurulan bir Alman otomobil Ureticisidir. Grubun
en ¢ok taninan Otomotiv B6limindn yaninda ayrica finansal kiralama, sigorta ve diger bankacilik faaliyetlerini yoneten
Finansal Hizmetler Bolimi de bulunmaktadir. Finansal Hizmetler Bolimi ayrica, misterilere ve bayilere finansal hizmetler
ve kredi saglamaktadir (Blackwelder vd., 2016:3).

Almanca’da “halkin arabasi” anlamina gelen Volkswagen, otomobil ve ticari ara¢ kapsaminda, diinyanin 6nde gelen
Ureticilerinden biri ve Avrupa’nin en buyik otomobil uUreticisi konumundadir (www.volkswagenag.com/en/group.html).
Wolfsburg merkezli sirket, yedi Avrupa Birligi Ulkesinde 12 marka, 71 Gretim tesisi ve 420.000 calisani ile faaliyet
gbstermektedir (www.volkswagenag.com/en/InvestorRelations.html). Alman otomotiv devi Volkswagen’in Avrupa’daki
toplam pazar payr 2016 yilinin ilk U¢ ayinda gegen yilin ayni dénemindeki % 24,4 oranindan % 23,4'e gerilemistir
(www.fortuneturkey.com/volkswagenin-pazar-payi-5-yilin-dibinde31889,www.bloomberght.com/haberler/haber/1887173-
volkswagenin-avrupa-pazar-payi-5-yilin-dusugunde). Bu diisiise sebep olan Emisyon Krizi, 18 Eylil 2015 tarihinde Amerika
Birlesik Devletleri Cevre Koruma Ajansi (EPA)'nin, Volkswagen’in TDlI motorlarinda egzoz emisyon degerlerini diisik
gosteren bir yazillm kullandigini duyurmasiyla ortaya g¢ikmistir (Cetin ve Toprak, 2016:60). S6z konusu yazilim ile
Volkswagen’i Temiz Hava Yasasi’ni ihlal etmekle suglayarak, 500 bin araci geri ¢agirmasini istemistir. Volkswagen
otomobillerinin daha sonra tekrar test edilmesi sonucunda firmanin yaptigi geri ¢cagirmanin yetersiz kaldig1 ortaya ¢ikmis ve
Volkswagen'in 6ne slirdGgl hicbir teknik gerekce tekrarlanan testlerdeki yiiksek emisyon degerlerini agiklayamamistir.
Bunun Ulizerine Cevre Koruma Ajansi (EPA), bir agiklama yaparak Volkswagen anormal emisyon sonuglarina tatmin edici bir
aciklama getirene ve bu sorunun 2016 model yili otomobillerinde yasanmayacagini garanti edene kadar firmanin 2016
model higbir dizel aracina sertifika verilmeyecegini agiklamistir. Volkswagen Grubu’na ait diger markalari, BMW ve egzoz
gazi tedarikgisi bir baska Alman sirketi Bosch’u bile etkileyen bu kriz otomotiv sektorinin yasadigi en biyik kriz olarak
tarihe gecmistir(www. bbc.com/turkce/ekonomi/2015/09/150924 volkswagen_avrupa, www. diken.com.tr/bri-krizin-
anatomisi-volkswagen-kendi-egzoz-gazindan-zehirlendi).

Emisyon skandali nedeniyle zor giinler geciren Volkswagen'in emisyon testlerinde usulsizlik hakkinda yillar 6nce
uyarildigina yonelik haberler ortaya ¢ikmis ve VW’in bu uyarilan dikkate almadigi séylenmistir. S6z konusu yazilimi satan
Bosch sirketinin 2007 yilinda gonderdigi yazida, bu yaziimin test amaglh oldugu, araglarin normal kullanim igin
ongorulmedigi ifade edilerek; yazilimin kullaniimasinin yasalara aykiri oldugu vurgulanmistir. ‘Frankfurter Allgemeine
Sonntagszeitung’ gazetesinde yer alan habere gore, sirketin bir ¢alisaninin, 2011 yilinda yonetimi s6z konusu yazilimin
kullanilmasinin yasalara aykiri oldugu yoniinde uyardigi ifade edilmistir (http://aa.com.tr/tr/-ekonomi/volkswagen-boschun-
sozunu-dinlememis).

VW, yaptigl manipilasyonun kamuoyuna yansimasinin ardindan, ABD'de 2009-2015 yillari arasinda VW'nin Urettigi Audi A3
ve VW modellerinden Jetta, Beetle, Golf ve Passat da dahil olmak lizere yalnizca bu araglarda yazilimin kullandigini itiraf
etmis ve kurum sozclisii ABD’de yuritllen sorusturma kapsaminda s6z konusu hileli dizel otomobillerin ABD’de satisinin
durduruldugunu soylemistir (www.dunya.com/sirketler/volkswagen-dizel-arac-satisini-durdurdu-haberi-292680).
Amerika’dan baslayip Avrupa’ya kadar uzanan kriz sonucunda VW’nin yaptigl agiklamada, diinya genelinde 11 milyon dizel
aracin emisyon testi manipilasyonundan etkilendigini, bu araglarin 8 milyonunun Avrupa Birligi tlkelerinde oldugu ve zarari
karsilamak igin 6,5 milyar Euro degerinde butce ayirdigini bildirmistir (http://aa.com.tr/tr/ekonomi/volkswagen-emisyon-
testi-manipulasyonundan-dogan-zarar-icin-6-5-milyar-avro-butce-ayirdi/294881).Raporun yayinlanmasinin ardindan
piyasalardaki ilk islemlerin gerceklestigi glin Volkswagen hisseleri Frankfurt borsasinda %20 deger kaybetmis ve sirketin
piyasa degeri bir giinde 14 milyar Dolar erimistir. ABD’de arag basina 37 bin 500 Dolar toplamda ise 18 milyar Dolar ceza ile
karsi karsiya kalan VW, yaklasik 7 yilin en blylk diistsini yasamis (www.hurriyet.com.tr/dunya-volkswageni-konusuyor-
30137164), sirketin CEQ’su goérevden alinmistir. 78 yillik tarihi boyunca karsi karsiya bulundugu en ciddi kriz olan ve
Volkswagen’in piyasa degerinin Ugte birini yitirmesine neden oldugu gibi kiiresel otomobil sektoriinde de sok yaratan
emisyon krizi kapsaminda VW’in Tirkiye distribGtorligind Gstlenen Dogus Otomotiv'den gelen ilk agiklamada ise; konu ile
ilgili kapsaml bir arastirma yapildigi ancak s6z konusu durumdan etkilenen araglar da dahil olmak Ulzere tim araglarin
Turkiye’deki resmi mevzuatlara, siris ve yol glvenligine uygun oldugu ifade edilmistir
(www.bbc.com/turkce/ekonomi/2015/09/150922_volkswagen_emisyon ).

Volkswagen markasi yasadigl bu krizin ardindan diinya medyasinin giindemine oturmustur. Ozellikle ABD’de ve Avrupa
medyasinda genis ses getiren olay, sirketin uzun bir siire kamuoyu giindeminde yer almasina neden olmustur. Glinimizde
Volkswagen ve emisyon kelimeleri ile diinyanin en blylik arama motoru olan Google’ da arama yapildiginda 43.200.000
adet, Tlrkge sayfalarda yapilan aramalarda ise 403.000 adet veri ile karsilasiimistir. Volkswagen, krizin gergeklestigi 2015
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senesinin Eylil ayindan itibaren 30 glnlik sireg igerisinde Tirkiye'nin en ylksek tirajli 3 gazetesinde de 180 defa haber
olmustur (Akbayir ve Kusay, 2015: 1180).

2.2. Volkswagen Emisyon Krizine Karsi Marka Davranigini Etkileyen Degiskenler

Yasadigimiz ¢evre lzerinde olumsuz etkiler dogurma potansiyeli oldukga yliksek olan emisyon krizinin ortaya ¢ikmasiyla
birlikte tlketicilerin konuya sebep olan markaya karsi davranislarinin ne yonde ortaya cikacagl isletme igcin dnem
tagimaktadir. Bu noktada ¢alisma kapsaminda marka davranisi, tiketicinin s6z konusu markaya karsi gosterecegi (tekrar
satin alma, yakinlarini marka igin ikna etme vb.) tepkileri ifade etmektedir. Herhangi bir markaya karsi belirli bir davraniginin
ortaya ¢ikmasi icin dncelikle o markaya karsi davranigsal niyetin/egilimin olusmasi gerekmektedir (Ajzen ve Fishbein, 1977).
Bu nedenle emisyon krizine karsi marka davranisini etkilemesi beklenen ilk degisken davranigsal niyet/egilim olarak
tanimlanmistir. Bu bolimin alt baslklari altinda marka davranisi Gzerinde etkili olmasi beklenen diger degiskenler ilgili
teorileri gercevesinde sirasiyla ele alinacaktir.

2.2.1. Davranissal Niyet

Kisilerin davraniglarini gerceklestirmede etkili olan ilk degiskenin davranigsal niyet oldugu Ajzen (1985, 1991) tarafindan
Planlanmis Davranis Teorisi (Theory of Planned Behaviour) gergevesinde ele alinmistir. Planlanmis Davranis Teorisi (PDT)
belirli bir cercevede ortaya ¢ikan birey davranislarini agiklamak, s6z konusu davranislari tahmin etmek amaciyla gelistirilen
bir davranis teorisi olarak tanimlanmaktadir (Cetinkaya Bozkurt, 2014:30). Davranisi agiklamaya yonelik olarak sosyal
psikoloji bakis agisiyla gelistirilen ve arastirmacilar tarafindan genis kabul géren bu teori yine Fishbein ve Ajzen tarafindan
1975 yilinda gelistirilen Gerekgelendirilmis Eylem Teorisi (GET)'nin bir sonraki versiyonudur. Niyet, bireylerin ilgili davranigi
gerceklestirme ya da gergeklestirmeme yonindeki egilimlerini ya da planlarini ifade etmektedir (Kocagdz ve Dursun,
2014:140). Kisinin bir davranisi gergeklestirmek i¢in duydugu arzu diizeyi ve ortaya koymayi planladigi ¢abanin yogunlugu
olarak tanimlanan niyet kavrami da bireyin s6z konusu davranisa yonelik tutumunun, 6znel normunun ve algilanan davranig
kontrolliniin bir fonksiyonudur (Ajzen, 1991:182). Burada adi gegen tutum kavramindan anlasiimasi gereken; geleneksel
olarak nesneler, insanlar veya kurumlara yonelik tutumlar degil, bir davranisi sergilemeye yonelik bireyin sahip oldugu
tutumlardir (Kocagdz ve Dursun, 2010:140). Kisisel norm ise, kisinin yasadigi toplum icinde herhangi bir davranisi sergileyip
sergilememeye karsi algiladigi sosyal baski olarak tanimlanmaktadir (Cetinkaya Bozkurt, 2014:31).PDT kapsaminda kisi
tutum ve 6znel normlariyla bir davranisi sergilemeye niyet etmis olsa bile bazi 6rgltsel sartlar araya girerek, bireyi davranisi
yapmamaya sevk edebilmekte ve davranisa yonelik niyeti etkileyebilmektedir (Cetin ve Sentiirk, 2016:244).

2.2.2. Risk Algisi ve Cevresel Duyarlilik

PDT cergevesinde niyeti agiklamaya yonelik ¢ temel degisken bireyin davranisa yonelik tutumu, 6znel normu ve algilanan
davranis kontrolii olarak tanimlanmigstir. Ancak PDT ve benzeri diger teorilerde (6rn. GET) niyetin olusmasi sirasinda bireyin
algiladigr bir risk durumu dikkate alinmamistir. Bu noktadan hareketle 6zellikle dogal afet veya ekolojik tehlike durumda
kisilerde olusan risk algisinin davranigsal niyeti ve buna bagh olarak davranisi etkiledigi Korumaci Eylem Karar Modeli
(Protective Action Decision Model) gercevesinde ele alinmaktadir. Lindell ve Perry (2012) tarafindan genisletilen modelde
risk algisi davranigsal niyetin ve davranisin aciklanmasinda 6nciil degisken niteligi tasimaktadir. Dogal afet veya ekolojik
tehlikelere iliskin olaylarin sosyal iletisim ortaminda genisce yer almasiyla birlikte bireylerin olay hakkindaki bilgi ihtiyaglari
da tatmin edilmis olmaktadir. Literatiir analizi béliminde daha detayli olarak ele alinmis olmakla birlikte tiiketici risk
algisinin Granle iligkili riskli durumlarda da davranissal tepkilere sebebiyet verdigi farkli calismalarda ortaya konmustur (Feng
vd., 2010; Kuttschreuter, 2006; DeMatos ve Rossi, 2007).

Sanayi devriminden glinimiize dogal kaynaklarin bilingsizce kullanilmasi sonucu giderek artan gevre kirliligi sorunu ve
gelisen iletisim teknolojileri sayesinde diinyanin bir ucunda yasanan bir olumsuzlugun dakikalar iginde diger ucunda
duyulabilmesi nedeniyle tiim diinyada tUketiciler arasinda gevre duyarlliginin olusmaya bagladigi goérilmektedir (Cabuk ve
Karacaoglu, 2003:190). Cevre duyarliligi kavrami, ¢evre sorunlari hakkinda olumlu davraniglarda bulunmaya isteklilik olarak
tanimlanabilmektedir (Caliskan, 2002:3). Bu noktada cevre duyarllg yiksek kisilerin dogaya zarar verecek riskli Gretim,
tiiketim gibi konularda daha dikkatli davranacagi kuskusuzdur.

2.2.3. Bilgi ihtiyaci

insanlar, bilgi edinmek icin nadiren bilgiye ihtiya¢ duyarlar. Fakat bilgiye, secim yapmak, refahini iyilestirmek ve toplumun
bir Gyesi olarak rollerini desteklemek gibi farkli hedeflere hizmet etmek igin bir arag olarak ihtiyag duyarlar. Bilgi aramak icin
en temel faktér, anlamlandirmaktir. Bilgi Arama Sireci Modeli, bir kisinin bir alan veya konuyla ilgili bilgi veya anlayis
eksikligini farkina vardiginda bilgi arama girisiminin basladigini belirtmektedir (Huurne ve Gutteling, 2008). Bilgi takip
edilmeye baslandiginda, kisi sik sik bir bilgi ihtiyaci duyar. Bilgi ihtiyaci dogmadigi durumda ise, kisinin aktif bilgi arayisi icin
harekete ge¢cmesi cok glictir. Bu ihtiyag, dahili bir glidisel durum olarak nitelendirilebilir. (Huurne ve Gutteling, 2008).
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3. LITERATUR ANALIZi VE ARASTIRMA HiPOTEZLERINiIN GELISTiRILMESI

Bilgi ihtiyacini arastirmaya odaklanan ve bu ihtiyacin insanlarin risk alma sirecindeki 6nemini ortaya koyan birgok teori ve
galisma vardir. Daha 6nce bahsedilen Korumaci Eylem Karar Modelinde oldugu gibi, bir riskle karsilasan kisinin mevcut
bilgisinin riski degerlendirmek igin yetersiz oldugunu diistinmesi, korumaci davranigi dogrular niteliktedir (Lindell ve Perry,
2012: 618). Riskin varhigin ne kadar az biliniyorsa ya da gerekli bilgi diizeyini algilayanlar ne kadar yliksek olursa, riske duyarl
bilgiye duyulan ihtiya¢ o kadar yiiksek olup ek bilgi talep etme niyeti o kadar artacaktir. Kisiler riskin kesinligi ve siddeti
hakkinda ek bilgi arayarak da bilgi eksikliklerini giderebilmektedir.

Uriin geri cagirma krizlerinde miisteriler, riski degerlendirmeye yardimci olmasi igin bir taraftan iriin kusurlari ve krizin
ilerleyisi hakkinda daha fazla bilgiye ihtiya¢ duyarken; diger taraftan ilgili kuruluslarin resmi veya diger kanallar araciligiyla
daha giincel bilgi saglayabilecegini umarlar (Wei vd., 2016:117-118). Bu sonuglardan yola gikarak arastirmanin ilk hipotezi su
sekilde olusturulmustur:

H,: Bilgi ihtiyaci ile risk algisi arasinda anlamli bir iliski vardir.

Calisma kapsamindaki degiskenlere iliskin literattrdeki ulusal ve uluslararasi galismalari “Tiiketici Risk Algisi ve Marka
Davranisi” , “Tiiketici Cevre Bilinci ve Marka Davranisi” ve “VW Emisyon Krizi ve Marka Davranisi” olarak (¢ baslik altinda
toplamak mimkindar.

“Tuketici Risk Algisi ve Marka Davranisi” baghgi altinda karsilasilan en kapsamli g¢alisma Kellens vd. (2012) tarafindan
gergeklestirilmistir. Bilgi arama modelleri Gizerine inga edilen tehlikelere karsi risk algisi Gzerinde yapilan galismada, algilanan
risk ve algilanan risk bilgisinin katilimcilarda daha yiiksek oldugu ve bu durumun bilgi edinme davranisinda artisa neden
oldugu sonucuna ulasiimistir. Sezgisel-Sistematik Model ¢ergevesinde bireylerin riski nasil algiladiklarina yonelik yapilan
calismada, sistematik islemenin daha ylksek risk seviyeleri algisini 6ngérdigi ve sezgisel islemenin tutarli bir sekilde daha
az risk algilamasini 6ngoérdigi ortaya ¢ikmistir (Trumbo, 2002:374). Ayrica, internetten yapilan alisverislerin, geleneksel
ahsveris merkezlerinden yapilanlara goére daha riskli algilandigini ortaya koyan g¢alismalarda, internetten alisveris yapmama
davranisinin gogunlukla risk probleminden kaynaklandigi sonucuna ulasiimistir (Choi ve Lee, 2003; Hong ve Yi, 2012;
Bhatnagar ve Ghose, 2004). Risk algisi ve davranis arasindaki iliskinin incelendigi bir baska ¢alismada Feng vd. (2010)
tiiketicilerin Grdn kalitesini riskli olarak algiladiklari durumlarda s6z konusu Uriini satin almayr hemen durduklari ve daha
fazla bedel 6deyerek daha yiiksek kaliteli Grlinu riski azaltmak amaciyla satin almayi tercih ettikleri belirlenmistir.
Kuttschreuter (2006) arastirmasinda gida kalitesinde daha yiksek risk algilayan kisilerin riskten sakinmak icin eyleme
gecmeye daha egilimli olduklarini ortaya koymustur.

Ulusal yazinda ulasilabilen en gilincel makale Karabulut’un (2013) tiiketicilerin internetten alis veris yapma egilimlerinin
algilanan risk degiskeni karsisinda Beklenen Fayda ve Karsi Beklenti Teorisi cergevesinde 6lglimlendigi galismadir. Calismanin
temel amaci, risk degiskeninin internetteki alis veris ortaminda tiketicilerin satin alma kararina ne olgiide ve ne sekilde
yansitildiginin farkli iki teorik model gergevesinde agiklanmasidir. Bulgular Beklenti Teorisinin tiiketicilerin internet alis verisi
sirasinda riskten kaginma durumunu agiklamada daha basarili oldugunu ortaya koymustur. Tlketici Risk Algisi ve Marka
Davranigi alanindaki bir baska galisma Karamustafa ve Erbas (2011) tarafindan Kapadokya bolgesine gelen yabanci turistlerin
paket tur satin alma sirecine iliskin risk algilamalarindaki olasi faktorleri belirlemek amaciyla gergeklestirilmistir.
Arastirmada ayrica bu faktorlerin turistlerin demografik ve kltirel 6zellikleriyle ziyaret deneyimlerine gore farkllik gosterip
gostermediklerini ortaya koymak hedeflenmistir. Arastirma bulgularinda dncelikle fonksiyonel risk faktérinin diger risk
faktorlerine gore risk algilamada daha belirgin bir sekilde ortaya ¢iktigi gorilmustir. Ayrica ortaya cikan risk faktorlerinin
turistlerin demografik ve kilturel 6zellikleriyle ziyaret deneyimlerine gore farklilik gosterdigi belirlenmistir. Deniz ve Ercig
(2008) Erzurum merkez ilgede yasayan otomobil sahibi tuketicilerle yaptiklar arastirmada tlketicilerin kisilik 6zelliklerine
gbre Urtin ve hizmetlerle ilgili farkli riskler algiladiklarini ortaya koymustur. Analiz sonucunda uyumlu, sorumluluk sahibi ve
yeniliklere agik olan tiiketicilerin otomobil satin alma ve kullanmayla ilgili olarak daha ¢ok performans riski ve psikolojik risk
algiladiklari ortaya ¢ikmistir.

Ozer ve Giilpinar'in 2005 yilinda hava yolu hizmeti satin alan kisilerin algiladiklari risklerle bu risklerin satin alma amaci,
deneyim, kullanim miktari ve demografik degiskenlere gore degisip degismedigini gormek amaciyla gergeklestirdikleri
calismada tiketicilerin fiziksel, finansal, zaman, sosyal ve psikolojik risk olarak bes risk ¢esidi algiladiklari tespit edilmistir.
Yas ve hava yolu kullanim yili arttik¢a finansal risk; kullanim miktari arttikga finansal ve sosyal risk algisi artarken; egitim
diizeyi azaldik¢a psikolojik ve sosyal risk algisi azalmaktadir. Cinsiyete gore psikolojik, sosyal ve zaman riski algisi kadinlar
lehine azalmakta oldugu gorilmustir. S6z konusu galisma Gulpinar'in (2004) tarafindan hazirlanan algilanan risk ve bilgi
arayisl arasindaki iliskinin ugak bileti satin alan tiketicilere yonelik olarak 6lglimlendigi yiksek lisans tezinin bir bélimiinden
Uretilmistir. Ulusal ve uluslar arasi yazindaki tim bu galismalardan hareketle ve Korumaci Eylem Karar Modeli cercevesinde
arastirmanin tic numarali hipotezi (H;) su sekilde olusturulmustur:

Hs: Risk algisi ile davranissal niyet arasinda negatif yénlii anlamli bir iliski vardir.
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“Tliketici Cevre Bilinci ve Marka Davranisi” bashgl kapsaminda, uluslararasi literatiirde tiketicilerin ¢evresel konularda biling
seviyeleri (Bohdanowicz, 2006; Liu vd., 2012), cevresel duyarlilik konusuna karsi tutumlar (Straughan ve Roberts, 1999;
Pooley ve Connar, 2000; Vijayabanu vd., 2013), ekolojojik davranis niyetleri (Lynne ve Rola, 1988; Kaiser vd. 1999) ve ¢evre
bilinci ylksek ureticilerin markalarina karsi satin alma davranisi (Kleiner, 1991; Schlossberg,1991; Winski, 1991) konulari
cercevesinde ¢alismalarin yapildigi gorilmustir. Straughan ve Roberts (1999) tarafindan Amerika’da yapilan arastirmada,
demografik ozelliklerin yesil tiketiciyi tanimlamakta ¢ok 6nemli etkili oldugu belirlenmistir. Geng katilimcilarin gevresel
kaygilara daha duyarli oldugu; kadinlarin erkeklere gore gevresel konulara karsi daha hassas oldugu; egitim seviyesinin
cevresel tutum ve davraniglarla pozitif iligkili oldugu, sehirlerde yasayan katiimcilarin daha fazla gevresel kaygi igerisinde
olduklari sonuglarina ulasilmistir. Doksanl yillarin basinda tiketicilerin gevresel konulara karsin pozitif tutumlari ile bu
Urdnleri satin alma davranisina donistirmeleri arasinda zayif bir iliski bulunmustur (Kleiner, 1991; Schlossberg,1991; Winski
1991). Buna karsin, yapilan diger ¢alisma sonuglarina gore de, gevresel tutum ve ekolojik davranis arasinda belirgin bir iligki
oldugu sonucuna ulasiimistir (Lynne ve Rola, 1988). Pooley ve Connar’nin (2000) gevreye yonelik tutumlar, inanglar ve
duygular lizerine yaptiklari ¢alismada, cevreye duyarhllik programlarinin bilgilendirici 6zelliklerinin yani sira, cevreye karsi
bilingli ve gevreyle dost insanlarin yetistiriimesine de katki saglamasi gerektigi ortaya ¢ikmistir.

Tiketici Cevre Bilinci ve Marka Davranisi alaninda ulusal yazindaki en yeni arastirma Cifci ve Sakaci’ya (2015) aittir. Calisma
kapsaminda gevre bilingli tlketicilerin; ¢evreye duyarli davranan ve davranmayan firmalara yonelik tepkilerinin ortaya
¢ikarilmasi amaglanmig olup, 405 Universite 6grencisine anket uygulanmistir. Bulgulara gore; katilimcilarin gevresel duyarli
Urdnleri tercih ettikleri, firmalarin ¢evreye duyarsiz davranislarini agizdan agiza iletisimle ¢evrelerindekilere olumsuz olarak
ileterek cezalandirdiklari ortaya gikmistir. Ayrica kadin katihmcilarin erkeklere kiyasla gevre bilingli tiketime daha fazla
onem verdikleri ve gevre bilinci yiksek firmalari daha fazla édillendirme veya tersi durumda cezalandirma egiliminde
olduklari tespit edilmistir. Kardes’in 2011 yilindaki markalarin hem fiziksel (ambalaj, Grtin ham maddesi vb.) olarak hem de
pazarlama kampanyalari ¢ercevesinde sergiledikleri gevresi yaklagimin Tirk tiketici algisini ve tlketicinin marka tercihi
Uzerindeki etkisinin incelendigi ¢calismada da benzer sonuglara ulasiimistir.

Tuketicilerin gevre ve gevre sorunlarina iliskin farkindaliklari ve bunun satin alma davranislarina etkilerinin incelendigi
Aracioglu ve Tathdil’e ait (2009) bir bagka ¢alismada, izmir tiiketicisinin cevre ve cevre kirliligine karsi duyarli oldugu, geri
déniigiim ve geri donistlrilebilir madde ve malzemelere iliskin bilgi diizeylerinin yiksek oldugu belirlenmistir. 2005 yilinda
Ay ve Ecevit tarafindan gergeklestirilen gevre bilingli tiketici davranisiyla demografik ve psikografik ozelliklerin iliskisini
ortaya koymak amaciyla Celal Bayar Universitesinde 460 katilimciyla anket ydntemi kullanilarak verilerin toplandigi diger bir
arastirma sonuglarinda bireylerin ¢evre konusunda kaygli duyduklarinda, cevresel konulari 6nemsedikleri, cevresel
sorunlarla miicadeleye 6nem verdikleri ortaya ¢ikmistir. Calisma sonuglarinda ayrica sosyal ve politik konulara duyarliligin
psikografik degiskenlerle istatiksel agidan anlamli bir iliski icinde oldugu bulunmustur. Konu kapsaminda yapilmis arastirma
sonuglarindan hareketle galismanin dordiinci (H,) ve ikinci hipotezleri (H,) asagidaki sekilde gelistirilmistir. Calismanin
varsayimina gore tiketicilerin gevresel duyarliligi ne kadar yiksekse emisyon krizinin gcevreye verebilecegi zarara o kadar ¢ok
bilebilecekleri igcin markaya karsi olumsuz davranis sergileyeceklerdir.

Hy: Cevresel duyarlilik ile risk algisi arasinda pozitif yénlii anlamli bir iliski vardir.
H,: Cevresel duyarlilik ile marka davranisi arasinda negatif yonlii anlamli bir iliski vardir.

“Volkswagen Emisyon/DSG Krizi ve Marka Davranisi” ile ilgili yapilan uluslararasi galismalar incelendiginde, yasanan krizin
sosyal medya yansimalarinin analiz edildigi (Zhang vd., 2016; Vanzetto, 2016; Jung vd., 2017); VW markal otomobil
kullanicilarinin bilgi isleme ve davranis niyetleri (Wei vd., 2016;); yasanan krizin slrdurilebilir yonetim igin yasal, etik ve
uygulamaya yonelik sonuglari Gzerine vaka ¢alismalarinin yapildigl gérilmistir (Baldassarre ve Campo, 2016; Cavico ve
Mujtaba, 2016; Rhodes, 2016; Stanwick ve Stanwick, 2017). Bu ¢alismanin ¢ikis noktasini olusturan ve VW’nin farkl bir
krizinin (DSG krizi ve arag geri ¢agirma) incelendigi Wei vd. (2016) tarafindan yapilan ¢alismada, musterilerin Griin bilgisinin
krize karsi tepkilerinde 6nemli bir rol oynadigi gérilmistiir. Bu durumda daha fazla bilgiye ihtiya¢ duyarak bilgiyi aramaya
ve islemeye yonlendirdigi, daha sonra olumlu davranigsal niyetlerini fiilen arttirdiklari sonucuna ulagiimistir.

Volkswagen skandalinin, sosyal medya platformlarindaki giktisini analiz etmek igin yapilan ¢alismada, 4131 paydas analiz
edilerek, Volkswagen'in otomobillerine ve stoklarina sahip olan paydaslarin, sosyal medyada gesitli kullanicilar ile karsilikli
etkilesim kurarak skandalin yatistiriimasinda kritik bir rol oynadigini sonucuna ulasilmistir (Jung vd., 2017:1125). Yapilan bir
diger calisma sonucuna gore ise, sosyal medya platformlari arasinda gevrimigi etkilesimin en ¢ok oldugu Twitter’daki mesaj
icerikleri incelenmis, siddetle ifade edilen duygularla belirgin bir sekilde uzun siiren bir krize ve farkh paydas gruplarinin
goruslerinde genis bir gesitlilige neden olabilecegini gdstermektedir (Zhang vd., 2016).

Ulusal yazindaki VW dogrudan emisyon krizinin incelendigi ulasilabilen (¢ arastirmada konuya sosyal medyada kriz iletisim
calismalarinin sosyal medya agisindan ele alindigi gérilmustir (Cetin ve Toprak, 2016; Esener, 2017; Esener ve Bozkurt
Bekoglu, 2017). Cetin ve Toprak (2016) ¢alismalarinda kriz iletisimi esnasinda Benoit’in imaj Restorasyon Teorisi'ne gore
hangi imaj restorasyon stratejilerinin Volkswagen tarafindan kullandigini analiz etmeyi amag edinmistir. Bu baglamda
Volkswagen Emisyon Krizi'nde sirketin Eylil 2015-Mart 2016 tarihleri arasinda resmi Facebook sayfasinda yayimladigi
paylasimlar icerik analizi yontemiyle niteliksel ve niceliksel olarak incelenmistir. Esener ve Bozkurt Bekoglu'nun (2017)
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¢alismasinda markanin yasadigi krizin online ortamda nasil yayildiginin ve yasanan krizin nasil yonetildiginin belirlenmesi
ana amag olarak tanimlamistir. Bu amaglardan hareketle online medyada yer alan (sosyal medya ve internet siteleri) krizle
ilgili paylasimlar analiz edilmistir. Calismada igerik analizinden ve ayrica kantitatif analizlerden faydalaniimistir. Calismanin
sosyal medya analizi kapsaminda Twitter, Facebook, Youtube, Instagram ve Google Plus iginde kurum sayfalari ve
kullanicilarin genel paylasimlari incelenmistir. Bununla birlikte ayrica haber sitelerinde, forumlarda, bloglarda ve sozliiklerde
incelemeler yapilmis, veriler toplanmistir. Ayrica sosyal medya ve internette ¢ikan tim haberleri ayni anda elektronik posta
yollayarak haber veren online medya takip araglari veri olarak kullaniimistir. Arastirma genel bulgularina gore Volkswagen
markasinin, online medyada buyuk bir krize dénlisen bu stireci basarili bir sekilde yonettigi gériilmustlr. Esener belirtilen
¢alismayi ayni yil iginde hazirladigi yayinlanmamis yliksek lisans tezinden Urettigi icin konu kapsamindaki bir diger ¢alismada
yine kendisine aittir.

Futurebright arastirma firmasinin Aralik 2015 yilinda yaptigi arastirma bilimsel bir ¢alisma olarak tanimlanmasa da ulastig
sonuglar 6nemlidir. Firma krizin Turkiye’deki etkisini gormek igin krizin hemen hemen arkasindan énlimuzdeki bir yil igcinde
arag almayi planlayan sifir ve ikinci el arag sahibi, ABC1C2 SES grubu, istanbul, Ankara ve izmir'de ikamet eden 19-44 yas
araliginda236 kadin ve erkekler katilimciyla bir saha ¢alismasi gerceklestirmistir. Arastirma bulgularina gore olayin farkinda
olan %60’k kesimin Volkswagen’e karsi gliven dlzeyi hi¢ degismedigi tespit edilmistir. Volkswagen markasina tepkili olup,
guveni zedelenen kesimin agirlikli olarak 25-34 yas araliginda oldugu goéralmistir. Bu sonug, anlamli bir fark yakalamamig
olsa da ilk aracinin VW olmasini isteyen tiiketicilerde siddetli olmasa da bir engel olusturdugu tespit edilmistir. Orta yas ve
Ustiindeki katihmcilarin krizden neredeyse hic etkilenmedigi belirlenmistir. ikinci el arag se¢im siirecinde olan hedef kitlede
de krizin 6nemli bir etki yaratmadigi goralmustir.

Bir dnceki baghk altinda ele alinan Planlanmig Davranis Teorisi gergcevesinde gelistirilen arastirmalarda davranissal niyetle
marka davranisi arasindaki olumlu iliski bu galismanin bir diger varsayimina temel teskil etmektedir. Davranis niyetleri,
mdisterilerin isletmede kalmaya devam edip etmeyeceklerini gosteren bir sinyal olarak gorilebilmektedir. Dolayisiyla,
tiketicilerin davranissal niyetlerinin belirlenmesi arastirmacilar arasinda énemli bir konudur (Basaran ve Aksoy, 2017:3).
Tuketici davranislari alaninda, tlketicilerin gergekte satin alma davranisini yerine getirip getirmedigini 6lgmek her zaman
mimkin degildir. Bu nedenle tiketicilerin davranislar agiklamakta davranigsal niyetlerin 6lgimlenmesi konusu birgok
¢alismada incelenmis ve niyetle davranis arasinda dogrusal iliskilere rastlanmistir (Chen ve Tsai, 2007; Ryu vd. 2008; Chen ve
Chen, 2010; Wang ve Chen, 2012; Mandan vd., 2013). Bu baglamda tuketicilerin VW markasina karsi davranissal niyetleri ne
kadar olumlu olursa markaya karsi davranislarinin da o kadar olumlu olmasi beklenmektedir.

Hs: Davranissal niyet ile marka davranisi arasinda pozitif yonli anlamli bir iliski vardir.
4. ARASTIRMA METODOLOIJISI
4.1. Arastirma Amaci

Arastirmanin temel amaci Volkswagen (VW) markasinin 2015 yilinda ABD’de yasadigl emisyon krizine iliskin Tirkiye’deki
mevcut VW mdsterilerinin markaya karsi davranisini ortaya koymaktir. Misterilerin davranisini ortaya koyarken séz konusu
davraniga etki eden faktorlerin tanimlandigi bir model 6nerisi gelistirmek ¢alismanin bir diger amacini olusturmaktadir.

4.2. Ornekleme ve Veri Toplama Yéntemi

Arastirma evrenini Tirkiye’deki VW kullanicilari olusturmaktadir. Zaman ve maliyet kisitlari nedeniyle Tesadiifi Olmayan
Ornekleme Yéntemlerinden Yargisal Ornekleme kullanilmak kaydiyla yazarlarin sosyal medya adresindeki toplam 550
katilimciya surveey.com lizerinden olusturulan bir link online-anket olarak Nisan-Mayis 2016 tarihleri arasinda ulastiriimistir.
VW kullanicisi olduklari tespit edilen 212 kisi ile analizler gergeklestirilmistir.

4.3. Aragtirma Modeli ve Olgekler

Arastirma modeli kapsamindaki bagimh ve bagimsiz degiskenleri iceren hipotezlerin de bir arada sunuldugu arastirma
modeli Sekil 1’de gorilebilmektedir.
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Sekil 1: Arastirma Modeli ve Hipotezleri

Bilgi
ihtiyaci

H,

Risk Davranigsal

(+)
H, H, ()

Cevresel
Duyarlilik

Degiskenler arasinda Bilgi ihtiyaci 8 ifadeyle (Wei vd. 2016), Cevresel Duyarlilik 11 ifadeyle (Kaiser vd., 1999), Risk Algisi 5
ifadeyle (Wei vd. 2016), Davranigsal Niyet 3 ifadeyle (Fuan vd., 2008) ve Marka Davranisini 7 ifadeyle (Wei vd. 2016) 5'li
Likert yardimiyla (1: Kesinlikle Katilmiyorum, 5: Kesinlikle Katiliyorum) dlgiimlenmistir.

Marka
Davranist

4.4. Gegerlilik ve Giivenilirlik Analizleri

Kullanilan 6lgeklerin gegerliligini test etmek amaciyla AMOS 22 programiyla tim olgekler igin tek faktorli dogrulayici faktor
analizi yapiimistir. Olgeklerin gecerliliklerinin testi igin olusturulan 8lgiim modellerinin Grettikleri uyum degerleri kabul
edilebilir sinirlar icinde olmadigindan AMOS programin énerdigi modifikasyonlar yapiimistir. Modifikasyonlarda, Bilgi ihtiyaci
Olgeginden BI2 numarali ifade cikartiimis, BI3 ve Bl4 numarali ifadelerin hata terimleri arasinda kovaryans bagintisi
yapilmistir. Cevresel Duyarlilk 6lgeginden CD6 ve CD8 numarali ifadeler ¢ikartilmis CD1 ve CD2 numarali ifadelerin hata
terimleri arasinda kovaryans bagintisi yapiimistir. Risk Algisi 6l¢eginin RA4 ve RA5 numarali ifadelerin hata terimleri arasinda
kovaryans bagintisi yapilmistir. Son olarak Marka Davranisi 6lgeginde de MD5 numarali ifade ¢ikartilmis, MD6 ve MD7
numarali ifadelerin hata terimleri arasinda kovaryans bagintisi yapilmistir. Modifikasyon sonrasi 6lgim modellerinin
Urettikleri uyum degerleri Tablo 1’de gosterilmistir.

Tablo 1: Olgeklerin Uyum Degerleri

X df X*/df GFI CFI RMSEA
Bilgi ihtiyaci Olcegi 44,932 13 3,456 0,94 0,98 0,10
Gevresel Duyarllik 85,506 26 3,289 0,92 0,84 0,10
Olgegi
Risk Algisi Olcegi 5,800 4 1,450 0,99 1 0,04
Davranigsal Niyet 0,013 1 0,013 1 1 0,00
Olgegi
Marka Davranis 25,010 8 3,126 0,96 0,99 0,10
Olgegi
iyi Uyum Degerleri’ <3 20,90 20,97 <0,05
Kabul Edilebilir Uyum <4-5 0,89-0,85 20,95 0,06-0,08
Degerleri

p>.05, X* =Chi-Square; df=Degree of Freedom; GFI=Goodness Of Fit Index; CFl=Comparative Fit Index; RMSEA=Root Mean Square Error
of Approximation Kaynak: Meydan ve Sesen, 2011:37.

Tablo 1'deki degerler kabul edilebilir sinirlar igcinde oldugundan tim olgeklerin tek faktorli yapilari dogrulanmigstir.
Olgeklerin faktor yiikleri ile SPSS 22 programi ile hesaplanan giivenirliliklerine iliskin Cronbach Alfa katsayilari Tablo 2’de
sunulmustur.

Tablo 2: Olgeklerin Faktor Yiikleri ve Cronbach Alfa Katsayilari

Faktor Cronbach

Faktor Adi Ifade Kod viikii Alfa
Emisyon skandalina karsi karisan araglar hakkinda daha fazla bilgiye
s Bl1 0,85
ihtiyacim var.

. Konu hakkinda VW tarafindan yapilan daha fazla agiklamaya ihtiyacim

Bilgi Ihtiyact 5y BI3 0,86 0,94
Emisyon skandali hakkinda daha fazla bilgi edinmek isterim. Bl4 0,92
Emisyon skandali hakkinda daha fazla aragtirma yapmak istiyorum. BI5 0,94
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Faktor Adi ifade Kod Faktor Cronbach

Yiikii Alfa
Konu hakkinda daha fazla bilgi edinmek zorundayim. BI6 0,91
Emisyon skandali hakkinda her gin ¢ikan yeni haberlere ilgi BI7 0,44
duyuyorum.
Mimkinse farkh platformlardan da olay hakkinda bilgi arastirmasi BIS 086
yapmak isterim. !
Sehirdeki park licretlerinin arttirilmasini destekliyorum CD1 0,16
Yakit ve otomobil vergileri gibi cevresel vergiler 6demeye hazirim CD2 0,21
Yerle§|r_n bolgelerinden gecen vyollarda hiz limitlerinin olmasini D3 0,69
destekliyorum
Otomob|I.5|z sehir merkezleri yaratilmasi i¢cin harcanan ¢abalari cD4 0,81
desteklerim
Cevresel
Duyarlilik Eger cok gerekliyse ve ulasim baska bir sekilde mimkiin degilse, araba D5 0.45 0,66
kullanmayi tercih ederim !
Alisverise arabasiz gitmeyi tercih ederim. CD7 0,19
Gelecekte de bir araca ihtiyag duyacagim. CD9 0,17
Bir sonraki aracim miimkiin oldukga kiguk ve ekolojik olacaktir. CD10 0,38
Seyahatlerimde otomobil veya ugak kullanirim. CD11 0,34
VW markasi kullanirken olusabilecek tehlikelerden endiselenirim. RA1 0,87
Bu tiir kusurlu araglari diisiindiigiimde kaygi duyuyorum. RA2 0,89
Risk Algisi Sahip oldugum varliklarin zarar gérmesinden endise duyarim. RA3 0,42 0,82
Bu olay ailemin hayatini tehlikeyle yiiz yize getirecek bir durumdur. RA4 0,57
Bu olay gtinliik hayatimi olumsuz sekilde etkileyecek bir durumdur. RA5 0,51
Gelecekte VW markasina glivenebilirim. DN1 0,94
Davranigsal .
Niyet Gelecekte VW markasini satin almaya devam edebilirim. DN2 0,88 0,83
VW markasini boykot etmeyecegim DN3 0,59
VW markasi hakkinda insanlara olumlu seyler soyliyorum. MD1 0,96
Gelecekteki satin almalarimda VW markasini dikkate alirim. MD2 0,91
Marka Tavsiyeye ihtiyaci olanlara VW markasini 6neriyorum. MD3 0,98
Davranisi Arkada§lar|r.n! ve diger insanlari VW marka araba almalar icin MD4 0.94 0,96
cesaretlendiriyorum. !
VW markasindan memnunum. MD6 0,70
Yeniden arag alsam VW markasini tercih ederim. MD7 0,74

Olgiim araglarinin giivenilirligini tespit amaciyla en yaygin kullanilan yéntem cronbach alfa katsayisidir. Alfa katsayisi 0 ile 1
arasinda degerler alir ve kabul edilebilir bir degerin 0,70 olmasi arzu edilir (Durmus, Yurtkuru ve Cinko, 2013: 89). Tablo 2
incelendiginde Bilgi ihtiyaci, Risk Algisi, Davranigsal Niyet ve Marka Davranisi 6lceklerinin yiiksek seviyede giivenilir olduklar
gorilmektedir. Cevresel Duyarlilik 6lgeginde de Cronbach Alfa katsayisinin istenen degere ¢ok yakin olarak gergeklestigi
gbzlemlenmistir.

4.5. Bulgular ve Tartisma
4.5.1. Katihmcilarin Demografik Ozellikleri

Arastirmaya katilanlarin %28,3’U kadin (n=60), %71,7’si erkek (n=152); %83,5’i kendi aracini (n=177), %16,5’i sirket aracini
(n=35); %31’i Polo modelini kullanmaktadir (n=66). Katihmcilarin %52,4’G 18-34 yas araliginda (n=111); %36,3’4 4001-6000
TL gelir araliginda (n=77); %69,8’inin kullanim suresi 1-5 yildir (n=148). Ankete katilanlarin %44,8’i emisyon skandali
hakkinda bilgi sahibi (n=95); %48,1’i emisyon skandali hakkinda biraz bilgi sahibi (n=102) ve %7,1’i de hig bilgi sahibi degildir
(n=15). Katihmcilarin demografik 6zelliklerine iliskin toplu bilgiler Tablo 3’te gosterilmistir.
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Tablo 3: Katilimcilarin Demografik Ozellikleri

Demografik Ozellikler Frekans Yiizde Demografik Ozellikler Frekans Yiizde
Kadin 60 28,3 Sahsina Ait 177 83,5

Cinsiyet Erkek 152 71,7 Sahiplik Sirket Araci 35 16,5
Toplam 212 100 Toplam 212 100

18-34 111 52,4 1yildan az 27 12,7

35-54 89 41,6 Kullanim 1-5yil 148 69,8

Yas 55-64 12 6 Siresi 5 yildan fazla 37 17,5
Toplam 212 100 Toplam 212 100

Polo 66 31-

1300-2000 16 7,5 Golf 56 26,4

2001-4000 58 27,4 'jiiizt ig 182"53

Gelir Seviyesi | 4401.6000 77 36,3 Kﬂi:!‘?n Scirocco 12 >7

Tiguan 11 5,2

Tl e | = e |5 | 3

Toplam 212 100 Toplam 212 100

Evet konu hakkinda detayli bilgiye sahibim 95 44,8

VM emisyon krizi hakkinda Konu hakkinda biraz bilgim var 102 48,1

bilginiz var mi? Hayir konu hakkinda hicbir bilgim yok 15 7,1
Toplam 212 100

4.5.2. Tanimlayici istatistikler
Arastirmaya iliskin tanimlayici istatistikler Tablo 4’te sunulmustur.

Tablo 4: Tanimlayici istatistikler

Faktor Adi Ortalama Standart Sapma
Bilgi ihtiyaci 3,20 1,04
Cevresel Duyarlilik 3,25 0,53
Risk Algisi 3,16 0,79
Davranigsal Niyet 3,54 0,88
Marka Davranisl 3,64 0,90

Faktor ortalamalari incelendiginde en yiiksek ortalamanin 3,64 ile Marka Davranigi degiskeninde, en diisiik ortalamanin da
3,16 ile Risk Algisi degiskeninde gergeklestigi tespit edilmistir. Davranigsal Niyet ve Marka Davranigi degiskenlerinin genel
olarak ortalama degerden (5'li Likert degerlendirmesine gore 3) yiiksek deger aldiklari gériilmektedir. Bilgi ihtiyaci, Cevresel
Duyarlilik ve Risk Algisi degiskenlerinin de genel olarak ortalama deger seviyesinde deger aldiklari gézlemlenmistir.

Bu bulgulara dayanarak emisyon skandalina ragmen tiiketicilerin VW markasina gliven duyarak satin almaya devam
edecekleri ve markayi boykot etmek gibi bir niyetleri olmadiklari yoniinde bir degerlendirme yapilabilir. Ayni zamanda
marka hakkindaki memnuniyetlerini ve olumlu géruslerini gevresiyle paylasarak diger tlketicileri VW markali arabalari
almaya tesvik edecekleri ifade edilebilir.

Risk Algisi degiskeninin 3,16 ortalamasina istinaden, tlketicilerin emisyon skandalindan kaynaklanan VW markasina iligkin
risk algisi konusunda kararsiz kaldiklari anlagilmistir. Ancak bu kararsizliga ragmen markadan yasadiklari tatmin sayesinde
markayi tekrar satin alma konusundaki istekleri ile markayl diger insanlara tavsiye edebilecek kadar gliven duymalari
esasinda tuketicilerin risk algilarinin olmadiginin bir emaresi olarak degerlendirilebilir.

VW markasina inanan ve markayla arasinda bir bag kuran tiiketicilerin, diinya ¢apinda bir skandal yasanmasina ragmen
daha fazla; bilgiye, detaya, arastirmaya ve firmanin ilave agiklamalarina ihtiyaglari duyduklari yoniinde bir irade ortaya
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koymadiklari da ifade edilebilir. Dolayisiyla markaya olan inang sayesinde, tiiketicilerin skandalla ilgili ilave bilgiye ihtiyag
duymadiklari ve firmalarinin yapilmasi gerekleri yaptigina iliskin endiseleri olmadigi yéniinde bir ngériide bulunulabilir.

4.5.3. Yapisal Esitlik Modeli
Arastirmanin hipotezlerini test etmek amaciyla olusturulan yapisal esitlik modeli Sekil 2'de gosterilmistir.

Sekil 2: Aragtirmanin Yapisal Esitlik Modeli

T4

Kl

D @) € @) @ @)
78 78 17 27

= ~aa] [R5

N
b

Y
@
- E-m E.
~ kS
QS
5w

-ME-mE
£

o
3
w©
&

s
EANS

S
™

@
i

8

@
o
o o

CD1
69

CD2

® ® ©

[e]

Q

@
=

(o] (o] (o]

[} ju) o

3 & £
) IS @ S
2 .

()]
)
=)

o

(o]
NERER
N N =

>

CD1

=

ONONONONONONONONONCONORORONO

Sekil 2’de gorilen yapisal modelin uyum degerlerinin (X2=837,131; df=397; Xz/df=2,109; GFI=0,79; CFI=0,91;, RMSEA=0,07)
kabul edilebilir sinirlar igcinde oldugu goézlemlenmistir. Olusturulan modele gore degiskenler arasindaki standardize edilmis
B katsayilari, standart hata, p, kritik oran ve R’ degerleri Tablo 5’te gosterilmistir.

Tablo 5: Yapisal Esitlik Modeli Katsayilari

Degiskenler Standardize f  Standart Hata Kritik Oran p R’
Bilgi ihtiyaci -Risk Algisi (H,) 0,30 0,068 4,159 kK

Cevresel Duyarlilik -Risk Algisi (H,) 0,19 0,696 1,585 0,113 013
Risk Algisi -Davranigsal Niyet (Hs) -0,69 0,062 -10,392 *okk 0,47

Cevresel Duyarlilik-Marka
Davranisi (Hy)

Davranissal Niyet-Marka
Davranigi (Hs)

-0,04 0,274 -0,881 0,378

0,81
0,89 0,049 19,618 ok

Elde edilen degerler incelendiginde Cevresel Duyarllikla Risk Algisi ve Marka Davranigi arasindaki iliskide p>0,05 oldugundan
degiskenler arasinda istatistiksel agidan anlamli bir iligki tespit edilememistir. Bu nedenle arastirmanin H, ve H, numarali
hipotezleri desteklenmemistir.

Bilgi ihtiyaci Risk Algisini (8=0,30; p<0,05); Risk Algisi Davranissal Niyeti (8=-0,69; p<0,05) ve Davranissal Niyet Marka
Davranisini (8=0,89; p<0,05) etkilemektedir. Bu sonuglar gergevesinde arastirmanin H;, H; ve Hs numarali hipotezleri
desteklenmistir. Modele ait elde edilen Squared Multiple Correlations (R) degerleri incelendiginde de, Risk Algisinin %13;
Davranigsal Niyetin %47 ve Marka Davranisinin %81 oraninda agiklandigi gérilmektedir.
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Marka Davranisi degiskeninin %81 agiklanma oraninin sosyal bilimler igin oldukga yiiksek bir deger oldugu ifade edilebilir. Bu
sonuca dayanarak, Davranissal Niyetin Markaya iliskin Davranislari aciklamada énemli bir degisken oldugu séylenebilir.
Markalarin musteri potansiyellerinin ciddi bir bélimiinin, mevcut misterilerin muhtemel misteriler lizerindeki etkilerine
dayandigi degerlendirilmektedir. Bu etki sayesinde satin alma karar asamasindaki yeni musteriler rakip firmalar yerine
etkisinde kaldigi tiiketicilerin yonlendirmeleriyle bir markaya kanalize olabilmektedir. Dolayisiyla firmalarin pazarlama
stratejilerinde mevcut musterilerine ayri bir 6nem vermeleri gerektigi yoniinde bir 6ngériide bulunulabilir.

Davranigsal Niyetin %46 agiklanma oraninin da sosyal bilimler agisindan orta seviyenin Ust sinirlarinda bir deger oldugu
belirtilebilir. Davranigsal Niyet lGzerinde Risk Algisinin ciddi oranda negatif yonde bir etkisi mevcuttur. Bu sonug firmalarin
tiketicilerin risk algilarini ortadan kaldirmak zorunda olduklari yéniinde bir degerlendirmeyi desteklemektedir. Bunu
basarabilen firmalarin rakiplerine oranla siirdiirtlebilir bir rekabet avantaji saglamada daha sansli olacaklari ifade edilebilir.

5. SONUC VE ONERILER

Gin gecgtikce gelisen ve llke ekonomileri icin Onemi artan bir sektdr olan otomotiv sektorii, diinya ekonomisinin
lokomotiflerindendir. Avrupa’nin en bliylik otomobil Ureticisi konumundaki Volkswagen’inin yasadigi buiylk ¢apli kriz sadece
sirketlerin kendilerini degil bitin paydaslarini da etkilemektedir. Buglin diinyanin bir ucunda yasanan marka skandali,
diinyanin diger ucunda yasayan o marka musterilerini etkilemekte ve bu etkilerin sonuglari ¢ok farkli boyutlarda kendisini
gosterebilmektedir. Bu temel fikirden yola gikilarak yapilan ve VW markasinin 2015 yilinda ABD’de yagadigi emisyon krizine
iliskin Tirkiye’deki mevcut VW musterilerinin davranigini ortaya koymayi amaglayan bu arastirma neticesinde, katilimcilarin
blyilk gogunlugunun yasanan krizden haberdar olduklari gérilmustar.

Risk Algisi, psikolojik bir faktor olarak, Korumaci Eylem Karar Modelinde de oldugu gibi, insanlarin tehlikelere karsi
tepkilerini tahmin etmede biyik 6nem tasimaktadir. Arastirma bulgulari, gesitli risk durumlarindaki gegmis calismalarla
tutarh olarak, VW otomobil kullanicilarinin emisyon krizine iliskin bilgi ihtiyaci ile konuya iliskin risk algisi arasinda anlamli bir
iliski oldugunu gostermektedir. Ayrica, istatiksel agidan anlamli olmamakla beraber gevresel duyarlilikla risk algisi arasinda
pozitif yonlu bir iliski; emisyon krizine iliskin risk algisi ile VW markasina karsi gelistirilecek davranissal niyetle arasinda da
negatif yonla yiksek bir iliski ortaya ¢ikmistir. Litetartirde yer alan Kleiner (1991), Schlossberg (1991) ve Winski (1991)’nin
¢alismalari sonuglarina paralel olarak, gevresel duyarhlik ile marka davranigi arasinda negatif yonli anlamli bir iliski
beklentisi arastirma sonuglarina gére dogrulanmamis, gevreye kargi duyarlilikla VW markasina karsi gelistirilecek davranis
arasinda anlaml bir iliski olmadigi sonucuna ulasiimistir.

Marka Davranisini agiklayan en 6énemli degiskenin Davranissal Niyet oldugu arastirma sonucunda ortaya cikmistir. Bilgi
ihtiyaci ve Davranissal Niyetle ilgili yapilan calismalarda, bilgi aramayi desteklemenin yani sira, misterilerin bilgilerinin
sistematik olarak islemesini kolaylastirmak igin bilgi ihtiyacinin gerekli oldugu, sonrasinda da degiskenin Davranissal Niyet
Uzerinde dizenleyici etkisi oldugu gorilmustir. Buna karsin bu ¢alismada, VW kullanicilarinin emisyon krizine iligkin yiksek
seviyede bilgisi sahibi olduklari belirlenmis ancak buna ragmen markaya karsi niyette ve davranista olumsuz bir gelisme
gbzlemlenmemistir.

Volkswagen Grubu, siiphesiz ki ¢ok zor bir donemden gegmektedir. Diinyadaki tiim otomobil Ureticilerini ve kullanicilarini
ilgilendiren bu olay, Volkswagen markasi icin aslinda pek ¢ok 6z elestiri yapma ve kusurlu yanlarini daha saglikli goérebilme
sansi saglamaktadir. Krizlerin firsata doénUstlrilebilecegi, gecmiste yapilan yanliglarin gelecekte tekrarlanmamak adina
gerekli 6nlemlerin alinabilecegi unutulmamalidir. Yazinda tuketici bakis agisiyla markanin dnemini ifade eden ¢ok sayida
galisma mevcuttur. Mayis 2017 VW satiglarinin toplamda  %8,4 oraninda artis gosterdigi  dusUnuldiginde
(www.milliyet.com.tr/avrupa-da-otomobil-satislari-mayis-otomobil-2469679/), diinya ¢apindaki bir skandalin bile markaya
duyulan gliven sayesinde en az hasarla atlatilabilecegini gostermistir. Dolayisiyla firmalarin marka degerini tiiketici nezdinde
olusturacak ve devamliligini saglayacak pazarlama stratejilerine odaklanmalari 6nerilmektedir. Bununla birlikte belki de en
onemlisi kriz donemlerinde markalarin tlketicilerde glven duygusunu olusturacak ve algiladiklari riskleri minimize edecek
tutundurma faaliyetlerine agirlik vermeleri, Urtinlerle ilgili yasanan problemleri en kisa siirede ve tiketiciyi tatmin edici
¢O6ziimlere kavusturmalari onerilmektedir. Bu baglamda VW vyaptigi hatayr kabul edip sorumlulugunu profesyonelce
Gstlenmis, kaybettigi giveni geri kazanabilmek igin gerek sosyal gerekse geleneksel medyayi iyi kullanmis, hatali olan
araclarinin kontrollerini yaptirmak ve durumdan zarar géren tiketicilere hediye ¢ekleri vermek gibi tatmin edici yontemlere
basvurdugu gorulmustir.

5.1. Arastirmanin Kisitlan ve Gelecek Calismalar icin Oneriler

Zaman ve maddi kisitlar sebebiyle tercih edilen Tesadiifi Olmayan Ornekleme ydntemlerinden Kartopu Ornekleme
Yénteminin segilmis olmasi, bu arastirmanin 6nemli bir kisitidir. Veri toplama ydntemi olarak online anket yénteminin
kullanilmasi ve buna bagli olarak, 6rneklemin sadece internet kullanimi olan kullanicilardan olugmasi; érneklem buyikIUga
bir diger kisit niteligi tagimaktadir.

Kullanilan érnekleme yontemi ve veri toplama yonteminin gelistirilmesi, ayni zamanda daha biiyik bir 6rnek kiitle izerinde
yapilacak yeni galismalar, arastirma bulgularinin genellestiriimesine olanak saglayacaktir. Gelecek galismalarda, arastirma
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kapsaminda kullanilan bilgi ihtiyaci, ¢cevresel duyarhlik, risk algisi, davranigsal niyet ve marka davranisi degiskenlerine ek
olarak marka giliveni degiskenin de arastirma modeline eklenmesi 6nerilmektedir. Bunun yaninda ayrica gevresel duyarliligi
otomobil kullanimina bagli olarak agiklamaya galisan 6lgegin bu ¢alismada ¢ok etkili bir sekilde ¢alismadigi gozlemlenmistir.
Bu alanda yeni bir 6lgek gelistiriimesi ya da genel anlamda diger bir ifadeyle otomobilden bagimsiz olarak gevresel duyarlilik
odakh bir 6lgegin kullanilmasi gelecek ¢alismalarda onerilmektedir. Calismanin Volkswagen marka otomobil kullanicilari
Uzerinde vyapilmasina ek olarak, arastirma ornekleminin sirket calisanlarini kapsayacak sekilde belirlenmesi de
onerilmektedir. Boylelikle markanin farkli paydaslari arasinda davranigsal niyet ve davranig farkliliklarinin olup olmadigini
incelemek ilging katkilar saglayabilecektir.

Tum bu kisitlara ragmen ¢alismanin 6zellikle ulusal literatiirde sadece iletisim boyutunda ele alinan konuya farkl bir bakis
acisi getirmesi nedeniyle dnemli bir katki sagladigini sdylemek mamkanddr.
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ABSTRACT

Purpose- The aim of this study is to examine the effect of store image and word of mouth marketing on customer satisfaction.
Methodology- For this purpose, a face-to-face questionnaire was conducted by the customers of a store operating in the province of
Canakkale in September-October 2016 with easy sampling method. The obtained data were tested by t-test, ANOVA, Factor and Regression
analysis.

Findings- According to the results of the analysis, it was determined that the store image size was the most influenced by the "Personnel"
in the oral marketing. However, the effect levels of store image sizes in oral marketing were respectively staff, price, product, store
atmosphere and convenience.

Conclusion- In this study, it is concluded that store image in terms of store atmosphere, attitude of staffs to costumers, product quality and
reliability and it was reached results that these factors influence costumer satisfactory. Nonetheless, mouth to mouth marketing have also
considerably effect on costumer satisfactory. It has determineted that influencing factors to costumer satisfactory are respectively attitude
of staffs to costumers, mouth to mouth marketing, good quality and reliability.

Keywords: Store image, word of mouth, customer satisfaction, customer loyalty, customer
JEL Codes: M12, M30, M31

MAGAZA iMAJI VE AGIZDAN AGIZA PAZARLAMANIN, MUSTERi MEMNUNIYETINE ETKiSi:
CANAKKALE iLINDE BiR ARASTIRMA

OzZET

Amag- Bu ¢alismanin amaci, magaza imaji ve agizdan agiza pazarlamanin musterilerin memnuniyeti tGzerine etkisinin incelenmesidir.
Metodoloji- Canakkale ilinde faaliyet gosteren bir magazanin musterilerinden 2016 yili Eyliil-Ekim aylarinda kolayda 6rneklem yontemi ile
ylz yuze anket uygulamasi yapilmistir. Elde edilen veriler t-testi, ANOVA, Faktor ve Regresyon analizleri ile test edilmistir.

Bulgular- Yapilan uygulama sonuglarina gore agizdan agiza pazarlamada en fazla magaza imaji boyutu “Personel” etkiledigi tespit edilmistir.
Bununla birlikte agizdan agiza pazarlamada magaza imaji boyutlarinin etki diizeyleri sirasiyla; personel, fiyat, triin, magaza atmosferi ve
uygunluk oldugu sonuglarina ulagilmistir.

Sonug- Bu arastirmada magaza imaji degiskeni fiyat, magaza atmosferi, personelin musterilere karsi tutumu, Urinlerin kalitesi ve
guvenilirlik boyutlarinda incelenmis ve bu boyutlarin tamaminin misteri memnuniyetini etkiledigi sonucuna ulagiimistir. Bununla beraber
agizdan agza pazarlamanin da musteri memnuniyeti Gzerinde 6nemli bir etkiye sahip oldugu tespit edilmistir. Musteri memnuniyetine etki
eden unsurlar 6nem sirasina gore personelin musterilere karsi tavir ve tutumlari, agizdan agiza pazarlama, magaza satilan Grinin kalitesi ve
guvenilirlik olarak tespit edilmistir.

Anahtar Kelimeler: Magaza imaji, agizdan agiza pazarlama, miisteri memnuniyeti, musteri sadakati, musteri
JEL Kodlari: M12, M30, M31
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1. GiRiS

Tuketici davranislari Griin veya hizmetler hakkindaki distinceler, reklamlarin incelenmesi, arkadaslar, aile ile tartisma veya
onlarin fikirlerini alma, satin almaya karar verme, Urin veya hizmet sunan magazalari gezme, Uriin O6zelliklerinin
karsilagtirilmasi ve degerlendirilmesi, satin almanin gerceklesmesi gibi etkinliklerden olusmakta ve bu etkinlikler ise tiiketici
satin alma kararina yol agmaktadir. Tiketicinin tekrar satin alma kararinda ise memnuniyet diizeyi 6n plana g¢ikmaktadir.
Tiiketici memnuniyeti alis veris yapilan yere iliskin imaj ile de iliskilidir. . imaj ise ¢esitli kanallardan, reklamlardan, dogal
iliskilerden, iginde yasanilan kilttrel iklimden, sahip bulunan Onyargillara kadar elde edilen bilgi ve verilerin
degerlendirilmesi (Tolonglic, 2000: 23) olarak tanimlanmakla birlikte mdisterinin sunulan hizmetle ilgili son
degerlendirmelerini kapsayan bir durum olarak da nitelendirilmektedir (Gronroos, 1984: 37). Diger taraftan imaj, bir seye
iliskin insanlarin zihninde bir biitiin olarak canlanan genel izlenimler (Reilly, 1990: 23). Magaza imaji perakendecilere
rekabet GstlinlGgu saglayabilecek 6nemli pazarlama araglardan biridir. Her perakendeci magazanin, farkli, agik ve tutarl bir
imaj olusturmasi ve bu imaji korumasi, musterilerin s6z konusu magazayi, rakipler ile karsilastirildiginda, zihninde daha
uygun bir yere konumlandirmasi igin oldukga énemlidir(Tek ve Orel, 2008).

GlniimUzde, geleneksel pazarlama yontemleri ile musteri ilgisini ¢ekebilmek eskisine gore daha da zorlagsmistir. Artik
misteriler daha ¢ok bilgiye kolaylikla erisebilmekte ve bu bilgileri yakinlari veya diger insanlarla reel ya da sanal ortamlarda
paylasabilmektedir. Bu paylagim Uriin segimlerini ve memnuniyet dizeylerini de etkilemektedir. Agizdan agiza pazarlamanin
hizla yiikselen trendinin baslica nedeni internetin tiiketici hayatindaki artan rolidiir. internet yalnizca iriin veya firma
hakkinda bilgilenme, alternatifleri degerlendirme ya da satin alma gibi tiiketici satin alma karar siireci asamalarinda degil,
ayni zamanda sosyal paylasim ve iletisim ortamlarinda da agizdan agiza pazarlama stratejileri izerinde belirleyici etkiye
sahiptir. Bu nedenle misteri memnuniyetine ve surdirllebilir kara ulasmada magaza imaji ve agizdan agiza pazarlama
blyilk 6neme sahiptir. Bu bilgiler dogrultusunda ¢alisma ilgili literatir bilgilerinin aktariimasinin ardindan, Ganakkale ilinde
faaliyet gosteren bir magazanin musterilerinden 2016 yili Eylul-Ekim aylarinda yiiz ylize anket yéntemiyle toplanan verilerin,
magaza imajl ve agizdan agiza pazarlamanin misteri memnuniyetine etkisini 6lgmek tzere degerlendirilmesiyle son halini
almistir.

2. LITERATUR OZETi

imaj, zihinde tasarlanan ve gerceklesmesi 6zlenen sey, hayal anlamini tasimakta ve psikolojide; duyu organlarinin distan
algiladigi bir nesnenin bilince yansiyan benzeri ya da duyularla algilanan bir uyaran s6z konusu olmadan bilingte beliren
nesne ve olaylar olarak da tanimlanmaktadir (Eren vd., 1998). Kurum imaji, kurumun biitind hakkindaki halkin algisidir (Lee
ve digerleri, 2006). Kurum imaji, insanlarin kurulusu desteklemesini, isletme ile is yapmasini ya da satin alma kararlarini
etkilemektedir (Kandampully ve Suhartanto, 2000, 347). Yiksel (2004), musteri bakimindan imajin herhangi bir Griintin alimi
oncesinde yonlendirici bir etkide bulundugunu savunmustur. Yenigeri'ye gore (2005), perakendecilerin uyguladiklari
stratejilerin sonucunda olusan magaza imaji, tiketicilerin satin alma davranisini etkilemekte ve pek ¢ok magaza arasindan
tiketiciyi belli bir magazaya ¢ekmektedir. Magaza imaji, magazanin fiziksel cevresi, servis diizeyi ve ticaret kalitesi gibi
karakteristikleri kapsamaktadir (Baker vd., 1994). Kim ve Jin (2001) ¢alismalarinda magaza imaji unsurlarinin; pazaryeri,
fiziksel olanaklar, satis hizmetleri, olanaklarin uygunlugu, sirkiilasyon, temiz ve genis atmosfer gibi pek ¢ok bileseni
kapsadigini vurgulamistir.

Theodoridis ve Chatzipanagiotou (2009), personel, atmosfer, Grin, deger, fiyat ve magaza uygunlugu olarak alt boyut
kullanarak magaza imajini 6lgmistir. Personel magazada satis isi ile ugrasmaktadir. Satiscilik, profesyonel anlamda,
potansiyel alicilari bulma, onlara bilgi vererek satin almada yardimci olma, onlari ikna etme, onlarin sorunlarina yardimci
olma ve alicilarla satis sonrasi dostlugu surdiirme sanatidir(Cabuk, 2009, s.8). Atmosfer; Arslan ve Boycu (2006), magazanin
tiketiciler Gzerinde duyusal ve duygusal etkiler yaratan fiziksel Ozellikleri toplamini magazanin atmosferi olarak
tanimlamiglardir. Magaza atmosferi ve onunla paralel giden gorsel sunum, diger butiin faktérlerle birlikte magaza imajini
olusturup pekistiren en 6nemli sembolik 6gelerdendir(Tek ve Orel, 2008). Magaza gevresi ve atmosferi tiiketicilerin satin
alma davranislarini etkilemektedir(Carpenter ve Moore, 2006).

Bir istek veya ihtiyaci karsilamak Uzere bir pazara teklif edilen herhangi bir sey olarak tanimlanan uriin (Kotler, 2000)
perakendeciligin klasiklesmis sozlerinden “iyi alinan Grlnler yari satilmis demektir” sézii perakendeciler agisindan satin
alinan ve satisa sunulan Grinlerin dGnemini vurgulamaktadir. Bir magaza iyi finanse edilmesine karsin, uygun trlnleri, uygun
zamanda ve fiyatta satin almiyorsa zarar edebilir. Magazalar igin basarili olmakta 6nemli husus musterilerin istek ve
ihtiyaclarini satin alim kararindan 6nce analiz etmesidir(Tek ve Orel, 2008).

Deger; tuketicilerin verdikleri ile aldiklari arasinda bir karsilastirma olarak tanimlanabilmektedir(Zeithmal, 1988). Dodds ve
arkadaglarina gore (1991), deger algisi, musterilerin tekrar satin alma davranisini dogrudan etkilemektedir(Dodds vd,
1991:317). isletmelerin uzun vadeli basarilari igin temeli olusturan olgu miisterilerin édedikleri para karsiiginda sunulan
hizmetlerden kazandiklari degerlerdir(Dimitriades, 2006, s.784). Fiyat; bir tiriint elde etmek karsiliginda verilen bedel olarak
tanimlanabilir(Peter ve Olson 1993). Satin alim kararlarinda en fazla dikkat edilen husus fiyatin makul olmasidir. Cabuk ve
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Yagcr'ya gore (2013) fiyat ayni zamanda alisveris islemi sirasinda Griinin algilanan degeri ile ilgilidir ve Griinden beklenen
memnuniyete baghdir. Magaza uygunlugunun; magaza iginde musterileri yonlendiren ve kolaylastirict magaza diizeni ve
tasarimi anlamina geldigini séylemek mimkindir (Theodoridis ve Chatzipanagiotou, 2009). Magazanin konumu ve
ulagilabilirligi de tiketici tercihlerinde 6nemli konulardan biridir. Daha az ¢aba sarf edip, kolayca gidilebilen magazalarda
tiketicilerin daha ¢ok zaman gegirdikleri distnilmektedir(East vd. 2000).

Memnuniyet ya da memnuniyetsizlik, bir Griniin algilanan performansinin ya da kullanim sonucu etkilerinin kisinin
beklentileriyle karsilastiriimasi sonucunda duydugu tatmin ya da hayal kiriklig hisleridir. Bir misterinin yeniden satin alma
olasihgi, ilk satin almada yasadigl hosnutluk diizeyine baglidir(Kotler, 2000). Back’e gore (2001), misteri memnuniyeti,
hizmetin ozelliklerini, hizmeti, sunumunu, satis (hizmet) personelini ve duruma bagl diger degiskenleri de kapsayan,
mdisterinin Griin ya da hizmetle ilgili toplam yargisidir. Misterinin belirli bir Griin veya hizmeti tekrar temin etmeye yonelik
egilimi ya da bu yondeki beklentisi ise musteri sadakatidir(Auh ve Johnson, 2005). Perakendeciler agisindan devamliligin
saglanmasi, tlketicilerin tatmini ile s6z konusu olmaktadir ve bunun igcinde mevcut tiiketicilerini elde tutma stratejileri daha
6nemlidir(Selvi vd. 2007).

Memnuniyet marka sadakatine yol agmakta ve mdasterilerin, bir isletmenin sundugu hizmeti ve Urinlerini begenmeleri
sonucunda baska misterilere de bu deneyimlerini iletmeleri ile isletmelere yeni miisteriler kazandirmaktadir (inan ve
Dogan, 2006). Mlsteri memnuniyeti ve sadakati olusmasi ile de tekrarlanan satin alma davranisi olusacaktir (Marangoz,
2006).

Yiksek misteri tatmininin satin alma niyetini ve agizdan agiza pazarlamayi arttiracagina inanilmaktadir(Park ve digerleri,
2006). Memnuniyete veya memnuniyetsizlige bagh olarak bir Grliini veya hizmeti baskalarina tavsiye etme gelenegi, bir
pazarlama stratejisi olarak literatire WOM (Word of Mouth) adiyla gegmistir. Dilimizde “agizdan agiza pazarlama”,
“dedikodu pazarlamasi”, “fisilti pazarlamasi” ve “kulaktan kulaga pazarlama” gibi ifadelerle karsilik bulmasina ragmen, en
yogun kullanilan iki ifade igin Turk Dil Kurumu tarafindan yapilan tanimlar sdyledir(Bozkurt, 2013, s.120-121);

1. Kulaktan kulaga: Bir kimseden bir baskasina, ondan ona gizlice séylemesi,
2. Agizdan agiza: Herkes birbirine séylemesidir.
3. METODOLOJi

Bu ¢alismada, magaza imaji ve agizdan agiza pazarlamanin misteri memnuniyetine etkisinin tespit etmek amaglanmaktadir.
Bu amagla Canakkale ilinde faaliyet gésteren bir magazanin misterilerinden 2016 yili Eylil-Ekim aylarinda kolayda 6rneklem
yontemi kullanilarak 500 misteriye ylz yuze anket uygulamasi yapilmistir. Anketlerden 34 adet anket cevaplanmamis ¢ok
sayida ifade bulunmasi nedeniyle gegersiz sayilarak degerlendirmeye alinmamistir. Bu g¢alismanin Canakkale ili ile sinirh
olmasi en 6nemli kisittir. Buna ilave olarak zaman ve maliyet bu ¢alismanin diger kisitlaridir.

Magaza imaji, agizdan agiza pazarlama ve musteri memnuniyeti degiskenlerinin bulundugu anket dort bolim ve 47
ifadeden olusmaktadir. Anketin birinci boliminde katilimcilara ait demografik 6zelliklerin belirlenmesi igin sekiz ifade
bulunmaktadir.

Anketin magaza imaji; Uriin, uygunluk, atmosfer, fiyat ve personel boyutlarinda incelenmistir. Uriin boyutundaki ifadeler
icin Theodoridis ve Chatzipanagiotou, 2008; K. Biswal ve digerleri, 2011; Kumar ve Manjunath, 2012); uygunluk boyutundaki
ifadele igin (K. Biswal ve digerleri, 2011; Theodoridis ve Chatzipanagiotou, 2008; Jinfeng ve Zhilong, 2009; J. Yoo ve J. Chang,
2005);atmosfer boyutundaki ifadele icin (Little ve digerleri, 2011; K. Biswal ve digerleri, 2011); fiyat boyutundaki ifadele igin
(K. Biswal ve digerleri, 2011); personel boyutunda yer alan ifadeler icin (Koo ve Sasang-Gu, 2003) tarafindan hazirlanan
Olgekler kullaniimistir.

Misteri memnuniyetini 6lgmek igin (Hsu ve digerleri 2009; Koo ve Sasang-Gu, 2003) tarafindan hazirlanan ve 5 ifadeden
olusan olgekten yararlaniimistir. Agizdan agiza iletisim igin ise (Bridson ve digerleri, 2008) tarafindan hazirlanan ve 3
ifadeden olusan 6lgek kullaniimistir. Bu bdlimlerde ifadeler Likert 6lgeginde hazirlanmis olup, cevaplar ise ‘kesinlikle
katihyorum, katiliyorum, kararsizim, katilmiyorum, kesinlikle katilmiyorum’ olmak (izere bes dereceli bir skalada
degerlendirilmistir.

3.1. Arastirma Modeli

Arastirmada yapilan faktor analizine gére magaza imaji Uriin, uygunluk, atmosfer, fiyat ve personel boyutlari altinda
incelenmektedir. Magaza imaji boyutlarinin her birinin misteri memnuniyetine olan etkisi ve agizdan agiza iletisimin
misteri memnuniyetine etkisi degerlendirilmeye c¢alisilmis bu dogrultuda Sekil 1’de gosterilen arastirma modeli
tasarlanmistir.
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Sekil 1: Aragtirma Modeli
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Cahsmada kullanilan degiskenler arasi iliskileri incelemek amaciyla sekil 1'deki arastirma modeli olusturulmustur. Bu
kapsamda olusturulan hipotezler sunlardir:

H1: Magaza imaji boyutlari misteri memnuniyetini etkiler.
H1a: Uriin boyutu misteri memnuniyetini etkiler.

H1b: Uygunluk boyutu musteri memnuniyetini etkiler.

H1lc: Atmosfer boyutu miisteri memnuniyetini etkiler.

H1d: Fiyat boyutu musteri memnuniyetini etkiler.

H1le: Personel boyutu musteri memnuniyetini etkiler.

H2: Agizdan agiza pazarlama muisteri memnuniyetini etkiler.

4. BULGULAR VE TARTISMA

Tablo 1’e gore ankete katilanlarin biylk bir ¢ogunlugu kadin (%81,8) olup bunlardan yasi 34-41 arasinda (%40,1), medeni
durumu evli (%79,6) olup askeri personel olanlar(%92,4) ile egitim durumu Universite (%60,1) olanlar ¢ogunluktadir.
Hanesinde bakmakla yikimli oldugu kisi sayisi 4 kisi olanlar %40,1 oraninda, aylik geliri 3001-4000 arasi olanlarin orani
%42,9 ve haftada birkag defa aligveris yapan katihmcilarin orani ise %35,7’dir

Tablo 1: Demografik Ozellikler

Yoneltilen soru Secenek Frekans (%)
Cinsiyetiniz Erkek 17,6
Kadin 81,8
18-25 7,6
26-33 26,7
Yasiniz 34-41 40,1
42-49 21,6
50 ve Ustu 3,6
. Evli 79,6
Medeni Durumunuz Bekar 193
Askeri Personel 92,4
v . Emekli 1,2
Mesleginiz Ev Harmrm 1
Ogrenci 1
Yok 2
o Ilkogretim 3
Egitim Durumunuz Lise 31,1
Universite 60,1
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Yiksek Lisans-Doktora 3,4
1 12,2

2 12
Hane Halki Sayisi 3 30,5
4 40,1

5’ten fazla 4,8

1000 ve alti 2,4

1001-2000 6,8

Aylik Geliriniz 2001-3000 30,7
3001-4000 42,9
4000’den fazla 16,8

Her glin 11

Haftada 1 defa 27,5

Ahsveris Yapma Sikhginiz Haftada birkag¢ defa 35,7
Ayda bir defa 12,8

Ayda birkag defa 12,6

Anket yontemiyle elde edilen verilerin ne kadar givenilir oldugunu test etmek ve dogrulamak analiz sonuglarinin
genellestirilmesi agisindan biliylik 6nem arz etmektedir. Anketteki demografik 6zellikler haricindeki sorular kapsaminda
yapilan glivenilirlik analizine gére Croanbach alfa sayisi 0,908 bulunmus ve buna gore anket Olgcegi %90,8 givenilir oldugu
tespit edilmistir. Faktor analizinin uygulanabilmesi icin oncelikle Kaiser Meyer Olkin (KMQO) ve Bartlett testinin sonucuna
bakilmaktadir. KMO testi veri setinin alindigi 6rneklem yeterliligini, Bartlett testi ise korelasyon matrisinin birim matristen

farkl oldugunu test etmektedir.

Tablo 2: Giivenilirlik Analizi Sonucu

Croanbach Alfa Katsayisi

Degisken Sayisi

,908

39

Tablo 3’e gbre KMO 6rneklem yeterliligi testi sonucu 0,90 bulunmus ve 6rneklem sayisi yeterli oldugu sonucuna ulasiimigtir.
Barttlet testinin anlamli olmasi ise korelasyon matrisinin birim matristen farkh oldugu sonucunu gostermektedir. Buna gére
veri setine faktor analizinin uygulanabilir oldugu sonucuna ulasiimistir.

Tablo 3: KMO and Bartlett's Testi

Kaiser-Meyer-Olkin Orneklem Yeterliligi Olgimii

,903

Bartlett's Kiiresellik Testi Ki kare yaklagimi 7307,403
Serbestlik Derecesi 465
Anlamlilik Duzeyi 000

Tabloda faktor analizi sonucunda degiskenlerin 8 faktor altinda toplanabilir oldugu gorilmektedir. Buna gore faktorler
butlin olarak agizdan agiza pazarlama sorunsalinin %66,068’lik oranini agiklamaktadir. Bu oran her ne kadar diisiik gibi olsa
da farkli faktorler ve degiskenler eklenerek bu oran artirilabilir. Bu da ¢alismanin kisitliligini olusturmaktadir.

Tablo 4: Toplam Agiklanan Varyans Tablosu

Toplam % of Variance Kumiilatif Varyans
Faktor 9,555 30,822 30,822
Faktor 2,155 6,953 37,775
Faktor 2,099 6,770 44,545
Faktor 1,915 6,179 50,724
Faktor 1,360 4,387 55,110
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Faktor 1,261 4,066 59,176
Faktor 1'091 3[520 62,696
Faktor 1/045 3’371 66,068

Faktor analizinde faktor yukd 0,40'in altinda olan degiskenler g6z ardi edilmis, faktorler 7 iterasyon sonucunda temel
bilesenler analizi ile degerlendirilmis ve promax déndirme fonksiyonu ile elde edilmistir. Bu durumda elde edilen faktor
analizi sonucu asagidaki gibidir.

Tablo 5: Faktor Analizi Sonucu

Faktorler

S38 ,981
S39 ,959
S37 ,877
S36 ,625
S35 ,589
S21 ,795
S20 ,762
S22 ,747
S23 ,747
S11 ,936
S12 ,835
S10 ,799
S13 ,578
S15 ,541
S14 ,444
S8 ,434
S30 ,859
S29 ,810
S28 ,804
S31 ,712
S1 ,896
S2 ,858
S5 ,795
S24 ,670
S25 ,667
S7 ,600
S6 ,497
S3 ,784
sS4 ,745
S33 ,844
S26 ,801

Bu sonuglara gore birinci faktér 5 sorudan, ikinci faktor 4 sorudan, lglincl faktor 7 sorudan, dordiinci faktor 4 sorudan,
besinci faktor 3 sorudan, altinci faktor 4 sorudan, yedinci ve sekizinci faktor 2 sorudan olusmustur. Bunlarin haricindeki 9,
16, 17, 18, 19, 27, 32 ve 34 numaral sorular birden fazla faktorle iliskili oldugu igin analizden gikariimistir. Bu durumda bir
anket formunda toplamda 31 soru degerlendirmeye alinmistir.

Faktor analizi sonucunda elde edilen 8 faktoriin asagidaki gibi isimlendirilmesi uygun gorilmistiir.
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Tablo 6: Faktorlerin isimlendirilmesi

1. Faktor Kalite

2. Faktor Magaza Ortami

3. Faktor Memnuniyet

4. Faktor Fiyat

5. Faktor Uriin

6. Faktor Guvenilirlik

7. Faktor Personel

8. Faktor Agizdan agiza pazarlama

Buradan elde edilen sonuglara gore agizdan agiza pazarlama faktori bagiml, diger faktorler bagimsiz degisken alinmasi ile
regresyon analizi uygulamasi yapilmistir. Regresyon analizinde azaltimli (geriye donik) yontem kullaniimistir. Buna gére
faktorler 6nce bitiin olarak regresyon analizine girilmekte ve adim adim anlamsiz olan faktorlerin gikarilmasi ile regresyonel
iliskiyi ifade eden anlamli bir model olusturulmaktadir.

Tablo 7: Regresyon Analizi Sonucu

Model Standart olmayan katsayilar | Standart Katsayilar ; Anlamiilik
B Std. Error Beta
(Sabit) 8,097E-18 ,034 ,000 1,000
Fiyat ,223 ,038 ,223 5,853 ,000
Magaza Ortami ,140 ,046 ,140 3,010 ,003
1 Personel ,318 ,041 ,318 7,849 ,000
Uriin ,219 ,039 ,219 5,613 ,000
Guvenilirlik -,060 ,040 -,060 -1,498 ,135
Memnuniyet ,086 ,036 ,086 2,366 ,018
Kalite -,003 ,035 -,003 -,080 ,937
(Sabit) 8,325E-18 ,034 ,000 1,000
Fiyat ,223 ,038 ,223 5,869 ,000
Magaza Ortami ,140 ,046 ,140 3,013 ,003
2 Personel ,318 ,040 ,318 7,880 ,000
Uriin ,220 ,039 ,220 5,692 ,000
Guvenilirlik -,060 ,040 -,060 -1,501 ,134
Memnuniyet ,086 ,036 ,086 2,377 ,018
(Sabit) 1,261E-17 ,034 ,000 1,000
Fiyat ,219 ,038 ,219 5,774 ,000
3 Magaza Ortami ,117 ,044 ,117 2,665 ,008
Personel ,311 ,040 ,311 7,745 ,000
Uriin ,218 ,039 ,218 5,641 ,000
Memnuniyet ,083 ,036 ,083 2,293 ,022

Tablo 7’de regresyon analizi sonucuna yer verilmistir. Geriye doniik regresyon analizinde anlamli modele 3 adimda
ulagilmistir. 1.modelde butiin faktorler bitln olarak regresyon analizine girilmistir. Daha sonra kalite faktoriine ait t testi
sonucuna gore agizdan agiza pazarlama faktéri ile anlamli bir neden sonug iligkisinin bulunmadigl sonucuna dayanarak bu
faktor gikartiimistir. En son modelde ise giivenilirlik faktoriine ait t testi sonucuna gore modelde anlamli bir etkiye sahip
olmadigi tespit edildiginden analizden g¢ikarilmis ve sonug modele ulasiimistir. Elde edilen son modele gore faktorler bagimh
degiskenin %42,1’lik kismini agiklamaktadir.
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En son modelde elde edilen sonuglara gore personel faktoériindeki 1 birimlik degisimde agizdan agiza pazarlama bagimli
degiskeni 0,311 artis géstermektedir. Ayni durumda iken faktérlerin etki diizeyleri sirasiyla personel, fiyat, Giriin, magaza
ortami ve memnuniyet oldugu sonucuna ulasiimistir.

Tablo 8: Cikarilan Faktdrlere ait Regresyon Analizi Sonuglari

Coklu Baglanti
Model Beta it Anlamlilik Kismi Korelasyon Tolerans
2 Kalite -,003b -,080 ,937 -,004 ,952
3 Kalite -,003c -,091 ,928 -,004 ,952
Guvenilirlik  |-,060c -1,501 ,134 -,067 ,732

Tablo 8de ¢ikarilan faktorlere iliskin sonug bilgilerine yer verilmektedir. Buna gére 2.model uretilirken kalite faktord,
3.modelde ise glivenilirlik faktori analizden gikariimistir. Benzer durumda memnuniyet bagimli degisken, digerleri bagimsiz
degisken olarak alinip uygulanan regresyon analizi ile elde edilen sonug asagidaki gibidir.

Tablo 9: Regresyon Analizi Sonuglari (Bagimli degisken: Memnuniyet)

Standart
Standart Olmayan Katsayilar Katsayilar
Model B Standart Hata |Beta It Anlamlilik
1 (Sabit) -1,810E-16 ,042 ,000 1,000
Ag1zdan agiza pazarlama ,131 ,055 ,131 2,366 ,018
Fiyat ,045 ,049 ,045 ,924 ,356
Magaza Ortami ,061 ,058 ,061 1,048 ,295
Personel ,163 ,053 ,163 3,101 ,002
Uriin -,030 ,050 -,030 -,597 ,551
Guvenilirlik ,068 ,049 ,068 1,375 ,170
Kalite ,119 ,043 ,119 2,779 ,006
2 (Sabit) -1,766E-16 ,042 ,000 1,000
Ag1zdan agiza pazarlama ,123 ,054 ,123 2,291 ,022
Fiyat ,045 ,049 ,045 ,932 ,352
Magaza Ortami ,052 ,056 ,052 ,925 ,355
Personel ,163 ,052 ,163 3,097 ,002
Guvenilirlik ,066 ,049 ,066 1,350 ,178
Kalite ,123 ,042 ,123 2,899 ,004
3 (Sabit) -1,743E-16 ,042 ,000 1,000
Ag1zdan agiza pazarlama ,134 ,052 ,134 2,554 ,011
Fiyat ,055 ,047 ,055 1,151 ,250
Personel ,173 ,051 ,173 3,380 ,001
Guvenilirlik ,083 ,046 ,083 1,807 ,071
Kalite ,122 ,042 ,122 2,875 ,004
4 (Sabit) -1,728E-16 ,042 ,000 1,000
IAgizdan agiza pazarlama ,153 ,049 ,153 3,101 ,002
Personel ,176 ,051 ,176 3,432 ,001
Gavenilirlik ,092 ,045 ,092 2,041 ,042
Kalite ,119 ,042 ,119 2,826 ,005

Tablo 9’a gore geriye dénlik uygulanan regresyon analizine gére 4 adimda anlamh bir modele ulagiimistir. Buna goére
memnuniyet bagimli degiskenin lzerinde anlamli etkiye sahip olan degiskenler etki diizeylerine gore sirayla personel,
agizdan agiza pazarlama, kalite ve glvenilirlik olarak bulunmustur. Buna gore elde edilen regresyon modeli asagidaki gibidir.

Memnuniyet=-1,728+0,176*Personel+0,153*Agizdan Agdiza Pazarlama+0,119*Kalite+0,092*Glivenilirlik

Uriin, magaza atmosferi ve fiyat degiskenleri memnuniyet iizerinde anlamli bir etkiye sahip olmadiklari icin modelden
cikarilimigtir.
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5. SONUC

Rekabet Gstiinliigli saglamak isletmeler icin hayati derece énem kazanmaktadir. isletme amaglarina ulasmak igin
misterilerin istek ve beklentilerine tam olarak cevap verebilmeli ve tiiketici zihninde de iyi ve glgli oldugu yonleri ile
hatirlanmaya ¢alismalidir. Bu arastirma sonuglarina goére magaza imaji degiskeni fiyat, magaza atmosferi, personelin
misterilere karsi tutumu, Urdnlerin kalitesi ve glvenilirlik boyutlarinda incelenmistir. Bu boyutlarin tamami musteri
memnuniyetini etkilemektedir. H1 ve alt hipotezlerimiz kabul edilmistir. Bununla beraber agizdan agza pazarlamanin da
misteri memnuniyeti Gzerinde 6nemli bir etkiye sahip oldugu tespit edilmistir. H2 hipotezimiz kabul edilmistir. Musteri
memnuniyetine etki eden unsurlar 6nem sirasina goére personelin misterilere karsi tavir ve tutumlari, agizdan agiza
pazarlama, magaza satilan lriniin kalitesi ve giivenilirlik olarak tespit edilmistir. Bu ¢alisma sonucuna gére memnuniyetin
saglanmasinda ve bunun sonucunda sirdurilebilir kara ulasmada en 6nemli rekabet unsuru olarak personel 6n plana
cikmistir. isletmeler bu calisma sonuglarindan yola gikarak personelini i¢ miisterileri olarak gérmeli ve &ncelikle kendi
personelini memnun etmelidir. Bunun yani sira personelin musteriler ile temas ettikleri sirada gerekli olan bilgi birikimine
sahip olmalarini saglamalidirlar. Personelin egitimi ihtiyaglari belirlenmeli eksiklik oldugu tespit edilen konularda egitim
almalari saglanmalidir.
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ABSTRACT

Purpose- The aim of the paper is to shed light on the issue whether the fun work environments are of strategic importance for
organizations or they are only a new management fad or fashion.

Methodology- The research includes a qualitative study (interview with five Human Resource managers and five management consultants)
and a quantitative study (surveys with 388 with Turkish private bank employees who work for the headquarters of these banks).

Findings- The results of both studies indicate that the respondents do not believe that fun working environments are a management fad or
fashion. The paper also provides evidence that there has been a sustained interest in workplace fun that it is quite unlike the other popular
management techniques that are suggested as panaceas or quick-fixes for organizations.

Conclusion- This study provides evidence that the workplace fun initiatives are neither management fads nor fashions and that they are
believed to be one of those dominant management concepts that survive.

Keywords : Workplace fun, fun at work, fun work environment, management fad, management fashion
JEL Codes: M10, M12, M19

1. INTRODUCTION

The adoption of new management ideas and practices has become an important area of study within organizational
studies, often under the label of “management fads and fashions”. Where the new management ideas and techniques are
analyzed as “managerial fads and fashions”, the organizational consultants are analyzed as “fashion setters” and the
reformers and the managers as “fashion followers”. However, neither the fashion designers in management such as
consulting companies, nor the managers and reformers analyzed as fashion followers are comfortable with this labeling,
believing that the management fashion perspective represents a critique. Because although their advocates represent
these new practices as promising and innovative, they are often criticized for having no or little impact and so for not being
promising and also not innovative and that they are being adopted only because they are fashionable (Benders & van Keen,
2001: 34; Saxi, 2015: 400).

All prominent business magazines regularly run cover stories or articles describing the latest management fashion.
Workplace fun is one of these management ideas which are promoted by popular press. As a result of this, the following
question raises: “Is workplace fun a new management fashion or another passing fad?”

As Abrahamson (2009: 238) noted that pointing to fads and fashions in an area of science undermine its and its participants’
authority. Hence, this paper tries to emphasize the importance of workplace fun, based on the claims of Redman and
Mathews (2002: 52), which is in line with Biro (2013) that it is actually a very serious business issue. And it also aims to
critically discuss the phenomenon of workplace fun, whereby the organizations encourage and promote their employees to
have fun at work.

As Meyer (1991: 823) stated “A central aim of strategic management, perhaps the central aim, has been to understand
sustained competitive advantage and figure out how it can be systematically created.” The organizations are under
substantial pressure to pursue and achieve a competitive advantage through acts of latest innovations (Porter, 1990).
However, the management world is highly susceptible to innovations which are accepted as crazes, namely fads and
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fashions that change so frequently. Thus, it is important to indicate that whether the workplace fun initiatives are regarded
as management fads or fashions. In spite of the attention that the workplace fun draws from many practitioners,
consultants and scholars and in spite of the evidence that the academic studies have provided that it has a positive impact
on both individual and organizational outcomes, the managers are still not sure whether a workplace fun culture should be
a part of their future, believing they might be one of those fads or fashions which are quite popular in business, driven by a
heady mix of desperate and naive managers as well as avaricious consultants (Furnham, 2015). So this research topic is of
great importance in the strategic human resource management literature.

Since the workplace fun initiatives are named by some scholars and practitioners as a management fad or fashion, the
objective of this paper is to discuss the workplace fun phenomenon from a management fad or fashion viewpoint and to
investigate whether the workplace fun activities constitute an example of faddish or fashionable concepts presented in the
management literature.

The selected method is to combine theory and practice, through a literature review, qualitative and quantitative studies.
2. LITERATURE REVIEW
2.1. Management Fads and Fashions

A fad is defined as a craze for something; a short time when there is an exaggerated zeal for a particular idea or practice
(Furnham, 2004: 1) or a nontraditional preoccupation by diffuse collectivities on a circumscribed object or process (Aguirre,
Quarantelli & Mendoza, 1988: 569), where a fashion is defined as “a prevailing custom, a current usage; esp. one
characteristic of a particular place or period of time” (Oxford English Dictionary, 2010).

A management fad is defined as an idea that becomes very popular quickly, stays popular for only a few years, and
experiences a steep decline in interest and attention, leaving little trace (Miller, Hartwick & Le Breton-Miller, 2004: 7), a
new scheme, a panacea, proposed by consultants or educators that is to provide a quick fix to solve management problems
(Manuele, 2003: 40) or a managerial intervention which appear to be innovative, rational, and functional and is aimed at
encouraging better organizational performance (Carson, Lanier, Carson & Birkenmeier, 1999: 321), where a management
fashion is defined as “a relatively transitory collective belief, disseminated by management fashion setters, that a
management technique leads rational management progress” (Abrahamson, 1996a: 257) or “the production and
consumption of temporarily intensive management discourse, and the organizational changes induced by and associated
with this discourse” (Benders & van Veen, 2001: 33).

Although some researchers have used these terms in conjunction with the other but still made a distinction between the
two concepts and note that they describe two very different social processes (i.e. Abrahamson, 1996a; 1996b; Abrahamson
& Eisenman, 2008: 720; Czarniawska, 2008; Kaissi & Begun, 2008: 95), others use these terms interchangeably (Gibson &
Tesone, 2001: 122).

Both the fad and fashion perspectives assume that the diffusion of innovations occurs under conditions of uncertainty
because organizations imitate other organizations’ adoption decisions (Abrahamson, 1991: 597).

Kieser (1997: 57) conceptualized the management fashion as forming an arena in which different groups of participants
such as consultants, professors, managers, editors of management magazines, publishers, commercial seminar organizers,
organizers of internet forums, etc. bustle about. Fashion is not only prevalent in organization theory (Bort & Kieser, 2011:
672) but it is also a striking feature of contemporary organizational life (David & Strang, 2006: 215) and constitute an
important research area.

There is a widespread sense of uneasiness with respect to management fashion and the phenomena have been diagnosed
as a symptom of the simplicity and shallowness that pervade management thinking (Bos, 2000: 1). It is implicitly believed
that the management fashion holds sway only in relatively trivial management matters and this implicit belief exists
because words like “fashion” and “fad”, due to their previous use in primarily aesthetic realms, connote unimportant and
trivial when they are used in technical realms (Abrahamson, 1996b: 121).

The management field has been bombarded with fads (Carson, Lanier, Carson & Birkenmeier, 1999) which now promise to
be never ending in Management Studies (Macdonald & Kam, 2009: 223). Furnham (2001: 15) explained this in claiming that
the management is notoriously faddish, as stressed and troubled managers try to find cheap, quick and effective solutions
to intractable problems and add that like overweight adults, they seek one miracle cure after another, while Starbuck
(2009) has listed the causes that contribute to faddishness in the research in management and organizational theory and
named them as a mass production approach to knowledge creation, an emphasis on mechanistic conceptions, strong
emphasis on formulating generalizations, and over-reliance on statistical methods. Collins (2000: 14) asserted that the term
“management fad” tends to be used in a pejorative sense, to denote the senseless adoption of ideas and initiatives for no
good reason other than the fact that others have embraced these fads of crazes.
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Kieser (1997: 50) noted that today’s management fashions are much more short-lived and add that they still hold much in
common with the early ones like bold promises, bustling consultants, magic and sporadic reference to strict academic
science. Writers such as Hilmer and Donaldson (1996), Micklethwait and Wooldridge (1996) and Eccles, Nohria and Berkley
(1992) have also been skeptical with respect to managerial fashion and they argue that fashionable management ideas
have a poor empirical basis, are presented in an informal way and do not meet scientific standards. In their study, Sorge
and van Witteloostujin (2004) argued the application of healthy organization theories to guide organizational change
instead of these management ideas.

As asserted by Birnbaum (2000); the management fads on organizations have some negative and positive consequences.
The negative consequences are that the people become cynical and resistant to new ideas, the judgment of leaders is
questioned, and funds and energy are seen as being diverted from important institutional activities, where the positive
ones are that the fads contain a “kernel of truth” that can help institutions reconsider familiar processes. In a similar vein,
Miller and Hartwick (2002: 26) claimed that though the term “fad” may seem dismissive, it's not because some fads can
profoundly change organizations, for better or for worse and they can introduce useful ideas that organizations incorporate
into practice, even as the fad itself fades from the scene and add that the fads often fail to deliver on their promises, a
factor that contributes to their short life cycles and rapid decline.

The findings of the study of Staw and Epstein (2000) revealed that the organizations that were closely associated with
popular management techniques (which are regarded by many other scholars as “management fads and fashions”) were
more admired by the public and thought to be more innovative. These organizations were also perceived as having better
managers. The same research confirmed that CEOs of these firms also benefited from increased compensation, regardless
of corporate performance. However, as Nohria and Berkley (1994: 130) also stated, the manager’s job is not to seek out
novelty; but to make sure that the organization gets results. Keeping in mind that the fashionable practices consume scarce
resources and not just time and money, but leadership opportunities and organizational commitment as well, pragmatism
is suggested to be the place where they should start (David & Strang, 2006: 215). This may be the reason why Bort and
Kieser (2011: 655) claimed that the concepts of scientific development do not leave room for fashion.

2.2. Workplace Fun

Workplace fun is defined by various scholars as “predesigned attempts to boost employee commitment through fun
moments and structured fun events” (Fineman, 2006: 279), “engaging in activities not specifically related to the job that are
enjoyable, amusing or playful” (McDowell, 2004: 9), “a work environment that intentionally encourages, initiates and
supports a variety of enjoyable and pleasurable activities that positively impact the attitude and productivity of individuals
and group” (Ford, McLaughlin & Newstrom, 2003: 22) or “playful social, interpersonal, recreational, or task activities
intended to provide amusement, enjoyment, or pleasure” (Lamm & Meeks, 2009: 614). Fun at work involves any social,
interpersonal, or task activities at work of a playful or humorous nature which provide an individual with amusement,
enjoyment, or pleasure (Fluegge, 2008: 15).

One of the missions of the workplace fun movement is to make the office a merrier place (Leo, 1999: 19), because the
organizations have realized that they need to offer their employees something more than just a salary in return for the
high-pressure atmosphere and long hours. A fun work environment might stimulate productivity. And it is crucial for
corporate survival (van Meel & Vos, 2001: 330). Workplace fun is desirable and even necessary for letting go of the
problems and worries of everyday working life. Fun comes with cheerfulness and happiness (Patel & Desai, 2013: 323).
Thus, it is seen as a way to developing happy employees (Biro, 2014). Research also proves that the fun programs at the
workplace help to make the employees happier at work (Chodos, 2003: 43) and that happier employees contribute
significantly to the performance of their organizations (Chan, Gee & Steiner, 2000), while employee morale decreases issues
that hurt organizations, such as turnover rates and absenteeism (Society for Human Resource Management, 2002: 3).

2.3. Is Workplace Fun Regarded As a Management Fad or Fashion?

To Owler’s (2008: 40) question of “Fun at work. Fad or serious business?”, Hamilton (2000) answered “The fun fad is the
modern equivalent of Nero fiddling while Rome burns - more specifically, inexperienced managers with too much funny
money to spend.”, where Nelson (2012) claimed that fun at work is the American management trend of 1990s—2000s and
Kellaway (2013) added that workplace fun is among the top ten management fads and although some internet companies
still appear to believe in the doctrine, it can only be a matter of time. In parallel to the statement of Fleming (2005: 286)
that perhaps somewhat surprisingly, the notion of fun cultures appears to have outlasted the typically brief management
fad lifecycle, with still much practitioner, consultancy, and scholarly interest in it; the Human Resource (HR) managers who
responded to the questionnaire of Ford et al. (2003: 29) stated that they believe that fun working environments are here to
stay and are not just another passing managerial fad. Therefore Baldry and Hallier (2010: 168) emphasized that it is time to
take the workplace fun seriously.
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3. DATA AND METHODOLOGY

As Kieser (1997: 65) claimed that the arena of management fashion is very dependent on managers who apply the fashion
in their organizations and added that the managers are simultaneously the most important players in the arena and also
the most important audience, we, the researchers have first carried out a qualitative study among five HR managers with a
minimum of five years’ experience in large organizations. Researchers have also decided to include five management
consultants to the first part of the study, for their role in supporting and actively promoting the ideas, concepts and
techniques that are later labelled as mere management fashions or fads (Sturdy, 1997; Jackson, 2001: 15; Williams, 2004:
769; Czarniawska, 2008: 850) and for their role to come out with workplace fun recipes, which is frequently sold by them
(Gordon, 1992: 25).

The qualitative research has been planned through interviewing with five HR managers and five management consultants.
These personal interviews were conducted through prior appointments. The interviews mainly revolved around the
following query: “Is workplace fun regarded as a management fad or fashion?”

The four of the HR managers have stated that the workplace fun is neither a management fad nor a management fashion
because the nature of fads and fashion are to come on hard and quickly disappear, and considering the importance of a
lighter workplace which is not very serious and allows playful behavior for the younger workforce, the workplace fun will be
the reality of the future.

This makes sense because, the research reveals that the Y-Generation, who will constitute the 25% of the workforce
(Deloitte, 2014) are well-known for their expectation for their work to be fun (Gravett & Throckmorton, 2007: 56; Alsop,
2008; Sujansky & Ferri-Reed, 2009: 96; MTV, 2012; Owler, 2013).

One of HR managers was quite skeptical about the workplace fun initiatives. He has claimed that these activities are
management innovations that are popularized by consultants and no innovation can remain popular for long. He also stated
that it’s the popular press, that encourages the management to enter the mass consumption and workplace fun, which he
names “a prefabricated idea”, is an ideal example for that. But the majority has agreed that workplace fun initiatives have
already outlasted the management fad and fashion lifecycle, which is typically quite short.

It is interesting that the majority of the HR managers mentioned a fundamental need to strengthen their organization’s
competitive position and in addition to that, success stories told about the new management ideas and techniques sound
quite attractive, by which they are promised to achieve a competitive advantage by adopting a certain concept.

The responses of the participating HR managers demonstrate that, although the workplace fun is introduced by the
management consultants and many practitioners as a quick fix, a bandwagon and a magic wand, this would be a misguided
approach full of good intentions, because here, the organizational culture and the fit of workplace fun activities to this
culture play the most important role. There will be cases that these initiatives won’t suit the organization unless they are
implemented correctly. They also noted that embracing the workplace fun initiatives just because they become a
management fashion and turning fun into a corporate strategy will quickly turn it into its opposite and at this point, it will
cease to be fun.

All of the management consultants who participated in our pilot study believed that workplace fun activities are served by
management consultants as guaranteed to make the organization a success and adopted by the managers to demonstrate
the decisive leadership that kept their organizations competitive. But they added that, when all other organizations and HR
managers are praising these activities, it would be quite risky for a manager to stand out against it, believing it’s another
passing fad so the managers had better not criticize them and act as if they approve these activities to take part in their
organizations. All the management consultants have also admitted that the reason they are propagating these activities are
that they have to offer something new to their clients and this new management idea should be something that would
make the organizations look good on the HR market.

One of the management consultants have judged the corporate community to always want to adopt the latest and greatest
organizational improvement programs, which become a phenomenon in order to be widely recognized in everyday
discourse at work. Another management consultant stated that if you work for an organization that seriously has workplace
fun activities, it makes the organization look more “human” and even if the organizations would believe that it is just a
passing fad or fashion, they would still adopt it and act as if it is the best thing to do. Furthermore, the management
consultants have emphasized that although the leaders suspect adopting the workplace fun initiatives in their
organizations, just because they want to have an image of a leader with a quite new idea and to be popular with it and to
be perceived as human and innovative, they adopt them.

The quantitative study comprises the private banks operating in Turkish Banking Industry and listed in the “Member Banks”
list of The Banks Association of Turkey (https://www.tbb.org.tr/modules/banka-bilgileri/ banka Listesi.asp?

DOI: 10.17261/Pressacademia.2017.732 451


https://www.tbb.org.tr/modules/banka-bilgileri/%20banka_Listesi.asp?%20tarih=18/3/2016

Journal of Management, Marketing and Logistics -JIMML (2017), Vol.4(4),p.448-455 Bilginoglu, Yozgat

tarih=18/3/2016). In this context, the opinions and perceptions of the employees who work for the headquarters of these
banks are taken as base. The main reason for selecting the banking industry is that it is the sector where fun at work
activities are widely used. In this research, 388 employees who work for the headquarters of these banks are reached via
questionnaires and asked whether they believe that the workplace fun initiatives are a management fad or fashion. The
findings of the survey revealed that the respondents do not believe that the fun working environments are a management
fad or fashion.

The findings of the survey have confirmed that the considerations of the employees that the workplace fun initiatives are
not regarded as a management fad or fashion are similar to those revealed in the findings of the pilot study of this research,
which was assessed by five HR managers and five management consultants.

4. FINDINGS AND DISCUSSIONS

This paper explored whether the workplace fun is regarded as a management fad or fashion through a qualitative and
quantitative study. The findings of both studies have revealed that the respondents do not believe that the fun working
environments are a management fad or fashion. That may be the reason why despite the anecdotal evidence of the
benefits of fun, academic research has only begun to test the value of fun within the last decade (Tews, Michel & Stafford,
2013: 370) and it has become an emergent focus for research (Plester, Cooper-Thomas & Winquist, 2015: 381). Just like
Redman and Mathews (2002: 52) and Biro (2013) claimed, fun is no laughing matter and is a very serious business issue.
The evidence for this is the appearance, month after month, of new articles in professional and trade publications calling
for work to be more fun (Lyttle, 2010: 532).

Researchers also want to note that the faddish and fashionable cycles occur in the absence of certain evidence of the
effectiveness of the innovative management idea. But the academic studies have provided evidence that fun has a positive
impact on both individual and organizational outcomes.

Though many techniques once enjoyed the enthusiastic support of consultants, and management scholars, not all but the
most of them have fallen from favor and been replaced by newer ideas and techniques (Staw & Epstein, 2000: 523). The
adoption of new management ideas and practices has become an important and substantial area of study and debate
within organizational studies, often under the label of management fads and fashions. Although adopting these ideas
became a way for organizations to signal to the World that they were progressive and committed to change, research
shows that in the majority of cases, the management fads rarely produced the promised results and it is only for some
businesses, that these new ideas worked (Nohria & Berkley, 1994: 128-129; Sturdy, 2004: 155).

As Gibson and Tesone (2001: 123) asserted, many management practices started as fads. They were discovered or created
by someone, after which they found their way into the management practice. How a fad and a practice can be
differentiated, is related to the age or newness of the practice, where new practices are often old fads. And as Ramsay
(1996: 167) noted, the most important role for academic research is to expose and help to moderate the unproductive
consequences of management fashions. Based on the findings of the present study, we can claim that the workplace fun
activities are neither a management fad nor a management fashion. Thus, they can be expected to have a fairly long life
cycle, merging into a standard management practice. In conclusion, our conceptual contribution provided in this paper
together with empirical research might encourage new challenging research in the area of workplace fun. The results of the
study may also encourage the organizations to take steps in order to make their work environment fun. We also suggest the
managers that they don’t implement the workplace fun activities aiming to blindly signing up as a “cure” without a clear
understanding of what it can and can't do and rather take a look at the academic research on the concept (i.e. Ford,
Newstrom & Mclaughlin, 2004; McDowell, 2004; Karl, Peluchette, Hall & Harland, 2005; Stromberg & Karlsson, 2009;
Fluegge-Woolf, 2014). Finally, we, the researchers want to note that although we believe that workplace fun will be one of
those dominant management concepts that survive, it is only in time, we can make sure if the workplace fun initiatives are
management fads or fashions.

5. CONCLUSION

We consider this article an initial, exploratory effort and believe that whether workplace fun and other management ideas
and practices promoted by management consultants and popular press is regarded as management fads or fashions should
receive further attention by academics and practitioners. While the development of new management ideas and
techniques will continue, the researchers should go ahead in testing and criticizing their validity and efficacy, because it is
only through research that the credibility of these management ideas and the management discipline in general can be
maintained.

This study was limited and only focused on whether the workplace fun is evaluated as a management fad or fashion among
the banking sector employees who work for the headquarters of the private banks in Istanbul, Turkey. Further research is
suggested to collect data over a wider range like the employees of the whole financial sector overall in Turkey or the high-
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technology companies, which are known to have a wide range of workplace fun activities in order to make sure, if the
findings of this study can be generalized.
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ABSTRACT

Purpose-In this study, the purchase intentions of Turkish domestic passengers in respect of ancillary products was determined.
Methodology-For this purpose a quantitative study was performed. A survey based on the literatlire review and past studies was
developed and used for data collection. Data has been analyzed using Statistical Package for the Social Sciences (SPSS).

Findings-According to the results, the tendency of buying ancillary products forTurkish domestic passengers was found low. Moreover,
there was not found any statistical relationship between demografic characteristics of passengers and the intention of passengers buying
airlines’ ancillary products.

Conclusion-In the current market, airline passengers in Turkey domestic market are not willingto buy airline ancillary products with an
extra costs, however, reasonable prices might trigger the buying behaviour.

Keywords: Airline, airline passengers, ancillary product, ancillary revenue.
JEL Codes: L93, H27, M31

TURKIYE i HAT YOLCULARININ HAVAYOLU YAN URUNLERINi SATIN ALMA NiYETLERi UZERINE BiR
ARASTIRMA

OZET

Amag-Bu galismanin amaci Turkiye’deki i¢ hat yolcularinin havayolu yan Urtinlerine dair satin alma niyetlerini ortaya koymaktir.

Yontem-Bu amagla nicel bir calisma gergeklestirilmistir. Literatlir taramasina ve geg¢mis g¢alismalara dayal bir anket gelistirilmis ve veri
toplama amaciyla kullanilmistir. SPSS Paket Programi kullanilarak veriler analiz edilmistir.

Bulgular-Arastirma bulgularina gore Turkiye’deki i¢ hat yolcularinin havayolu yan urinlerini alma egilimleri dustktir. Ayrica yolcularin
egitim, cinsiyet, yas, gelir gibi demografik ozellikleri ile havayolu yan Urlnlerini satin alma niyetleri arasinda anlamh bir farklilik
bulunmamistir.

Sonug-Mevcut pazar yapisinda, Turkiye’de havayolu ile i¢ hatlarda seyahat eden yolcularin havayollarina ek tcret 6deyerek yan urin satin
almaya istekli olmadiklari ancak uygun fiyat sunuldugunda, bunu degerlendirebilecekleri goriilmektedir.

Anahtar Kelimeler: Havayolu, havayolu yolcusu, yan Uriin, yan gelir.
JEL Kodlari: L93, H27, M31

1. GiRiS

Gegmisten glinimiize oldukga duslk olan havayolu endustrisindeki karlilik, son yillarda artan rekabet, ylkselen girdi
fiyatlari, ekonomik krizler, glivenlik sorunlari gibi nedenlerden dolayl daha da diisiik hale gelmistir. Bu sebeple havayolu
isletmeleri ayakta kalabilmek igin farkh stratejiler gelistirmektedirler. Bu stratejilerden biride havayollarinin daha dnce bilet
fiyatina dahil olan Urinlerini ve hizmetlerini ayri ayri fiyatlandirarak musterilerine sunmasidir. Bockelie ve Belobaba (2017)
yan Urunleri, hava seyahat hizmeti ile iliskili olarak havayollar tarafindan sunulan istege bagli mal ve hizmetler olarak
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tanimlamaktadir. Havayollari bu sayede son yillarda 6nemli miktarlarda yan gelir elde etmektedirler. Yan gelir, “bagaj tcreti
ve kabinde sunulan yiyecek ve diger hizmetler gibi, bir havayolu tarafindan temel lriin ya da hizmetini farklilastirma ya da
gelistirme amaciyla bilet digi kaynaklardan ya da hizmetlerden yaratilan gelirler”dir (Vasigh, et al.; 2012). Havayolu yan
gelirleri konusunda son yillarda 6nemli arastirmalar yapan ve danismanlik hizmeti veren bir sirket olan Ideaworks ise yan
geliri “yolcuya seyahat deneyimi kapsaminda bilet satisi disinda direkt veya dolayl olarak yapilan satislar sonucu elde edilen
gelir” olarak tanimlamaktadir(ldeaworks,2016:5).

Bu calismada Turkiye’deki i¢ hat yolcularinin havayolu yan driinlerine dair satin alma niyetleri incelenmektedir. Bu
kapsamda, ilk olarak havayolu yan gelirleri ile ilgili alan yazinda yapilmis galismalar incelenecektir. Daha sonra sirasiyla yan
gelirlerin havayollari igcin dGneminden, yan gelir gesitlerinden ve Tiirkiye’deki havayollarinin yan gelirlerinden bahsedilecektir.
Son olarak ise havayolu yolcularindan anket yoluyla toplanan veriler analiz edilerek yolcularin havayolu yan triinlerine karsi
tutumlari ortaya konulacaktir.

2. LITERATUR iNCELEMESi

Havayolu yan drinleri ve yan gelirleri konusundaki arastirmalar alanyazin igin oldukga yenidir. Bu konuda bulunan sinirli
sayidaki galismanin Grlnlerin kabul edilebilirlik seviyesi ve satin alma konusunda yolcu tercihleri Gzerine odaklandig
gorilmektedir. O’Connell ve Warnock-Smith (2013) havayollarinin yan Griin ve hizmet stratejilerinin olusturulmasinda, bazi
yan Urln ve hizmetler igin yolcu tercihini ve kabul edilebilirlik seviyesini belirlemek amaciyla bir kabul edilebilirlik dlgegi
ortaya ¢ikarmiglardir. Garrow, Hotle ve Mumbower (2012) yan gelirlerin daha gok dusiik maliyetli tasiyicilar tarafindan
benimsendigini belirtmektedirler. Birgcok ag tasiyicisi yan Griin fiyatlandirmasinin diger sistem performans hedeflerini
etkilemesinden dolayi yan Grin fiyatlandirmasindan vazgegecektir. Balcombe, Fraser ve Harris (2009) yolcularin bir ugusu
secerken dikkate aldigi hizmetleri inceleyebilmek igin secim deneyi yontemini kullanmislardir. Arastirmanin sonuglarina gére
yolcular hizmet kalitesini artiran triin ve hizmetlere nispeten daha yiiksek licret 6demeyi kabul etmektedirler. Wittmer ve
Rowley (2014) Avrupa’daki ekonomi sinifinda seyahat eden ag tasiyicilari yolcularinin yan hizmet musteri degerini ortaya
koymuslardir. Bulduklari sonuglara gore bu yolcular yan hizmetleri seyahat deneyimlerine deger ekledigi slirece satin alma
egilimindedirler. Turkiye’de havayolu yan Urinleri ve yan gelirleri konusunda alanyazinda rastlanan tek calisma Peksatici
tarafindan gergeklestirilmistir. Peksatici (2016) diisik maliyetli tasiyicilar igin Turk i¢ hat havayolu pazarindaki yan gelir
firsatlarini incelemistir. Calismanin bulgularina gore katilimcilar birgok yan uriin ve hizmet igin 6deme yapmay kabul
etmektedirler. Arastirmanin bulgulari ayrica katilimcilarin demografik 6zelliklerinin 6deme istekliligi Gizerinde 6nemli
etkilerinin oldugunu ortaya koymustur.

2.1.Yan Gelirlerin Onemi

Yan gelirlerin elde edilmesini saglayan yan Uriin sunumu, her ne kadar havayolu enddistrisi icin nispeten yeni bir uygulama
olsa da aslinda; cesitli drnekleri bircok endiistride gérmek miimkiindiir. Ornek olarak otomobil endiistrisi bu stratejiyi uzun
zamandir kullanmaktadir. Bu endistride temel Urin rekabetgi bir fiyata satilirken diger ek hizmetler ayr ayr
fiyatlandirilmaktadir. Yan drin stratejisi havayolu endistrisinde ilk olarak disik maliyetli tasiyicilar tarafindan
uygulanmistir. Bu havayollari bileti rekabetci bir fiyata satarken daha dnce bilet fiyatina dahil olan bir¢ok hizmeti ayri ayri
fiyatlandirmaya baslamislardir (Imbruglia, 2012:95). Dusiik maliyetli tasiyicilarin is modeli temel olarak geleneksel
havayollarinin sunmus olduklari birtakim hizmetlerden vazgegmek suretiyle elde ettikleri disiik maliyetlere ve dolayisiyla
distk fiyatlara dayanmaktadir (Sengir ve Kuyucak Sengiir, 2017). Daha ucuz bilet fiyati sunan bu tasiyicilar ikincil
havaalanlarindan fiyata duyarli olan yolculan etkileyerek ag tasiyicilarina karsi etkili rekabete girebilmektedirler. istege bagh
hizmetlerin {icretlendirilmesi ek gelir olusmasina ve maliyet azalmasina katkida bulunmaktadir. Ornegin, bagaj Ucretleri
tasinan bagaj miktarini azaltmakta, yiyecek ile icecegin satilmasi ise tasfiye problemini azaltmaktadir (Wit ve Zuidberg,
2012:21).

Artan rekabet, devam eden serbestlesme, degisken ¢evre kosullari son yillarda havayolu gelirlerinin azalmasina neden
olmaktadir. Bu durum kiresel olarak havayollarinin reklam, havayolu urtinlerinde hizmet ayristirma gibi ikincil kaynaklardan
ek gelir yaratma yollari aramasina neden olmaktadir (O’Connell ve Warnock-Smith,2013:12).

IdeaWorks (2016) taslyicilarin yan gelir yaratma yeteneklerini dikkate alarak havayolu kategorileri olusturmustur. Bu sekilde
olusturulan dort kategori su sekildedir:

e Geleneksel Havayollari: Bu kategorideki havayollarinin yan gelirleri daha ¢ok koltuk secimi, fazla bagaj ve sik ugucu
programlarindan elde ettikleri gelirlerden olusmaktadir. Bu kategorideki havayollarina 6rnek olarak Yeni Zelanda
Havayollari ve Tiirk Hava Yollari verilebilir.

e Blyuk Amerikan Havayollari: Amerika Birlesik Devletleri merkezli biylik havayollari bagaj lcretleri ve sik ugan yolcu
programlari gelirleriyle birlikte dGnemli miktarda yan gelir elde etmektedirler. Bu gruptaki havayollarinin faaliyet gelirleri
icerisindeki yan gelir ylizdeleri 2016 yilinda sik ugan yolcu gelirlerindeki iyilesmeler sayesinde %12.3’e yiikselmistir. Bu
havayollarina érnek olarak Delta, Alaska, ve United havayollari verilebilir.
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e Yan Gelir Sampiyonlari: Bu kategorideki havayollari faaliyet gelirleri igindeki en yiksek yan gelir oranina sahip
havayollaridir. Bu havayollarina 6érnek olarak Eurowings, Allegiant, Flydubai, Ryanair ve Hong Kong Express verilebilir.

Dislik Maliyetli Tastyicilar. Bu tip havayollari yiiksek seviyede yan gelir elde edebilmek igin alakart Griin ve hizmet satiglarina
onem vermektedir. Bu gruptaki havayollarinin faaliyet gelirleri igerisindeki yan gelir ylzdeleri 2016 yilinda %11.8 olarak
gerceklesmistir

Tablo 1: 2016 Yili igin Taslyici Tlriine Gére Yan Gelir Tahminleri

Havayolu Kategorisi Topla(;;aa:)Gellr Kor:;:y%fla;avzzlz;igltyar) Alakart (milyar)
Geleneksel Havayollari $26.9 $9.4 $17.5
Buyiik ABD Havayollari $20.2 $12.1 $8.1
Yan Gelir Sampiyonlari $13.4 S0.7 $12.7
Dusiik Maliyetli Tasiyicilar $6.9 $0.3 $6.6
Kuresel Toplam $67.4 $22.5 $44.9

Kaynak: Ideaworks, 2016.

2.2. Havayolu Endustrisindeki Yan Gelir Cesitleri

Ideaworks’e gore havayolu endiistrisindeki yan gelirler dort kategori altinda incelenebilir. Bu kategoriler sunlardir; alakart
Urinlerden elde edilen yan gelirler, komisyon bazli yan gelirler, sik ugan yolcu programlarindan elde edilen yan gelirler ve
reklam ve sponsorluk gibi kaynaklardan elde edilen diger yan gelirler (Ideaworks, 2016). ilerleyen béliimde bu
kategorilerden, havayollari tarafindan siklikla kullanilan ilk ikisiyle ilgili bilgiler verilecektir. Bu g¢alismadaki analizlerde
havayollari tarafindan daha siklikla basvurulmasi nedeniyle ilk iki kategori kullanilacaktir.

2.2.1. Alakart Fiyatlama

“Alakart” terimi havayolu endistrisine turizm endustrisinden gegmistir. Alakart, daha 6nce havayolu bilet fiyatina dahil olan
hizmetlerin ayri ayri fiyatlandiriimasi anlamina gelmektedir (O'Connell& Williams, 2011, s. 148). Bu uygulama, yolculara
6demeye hazir olduklari triinleri ve hizmetleri segme 6zgurligli vermektedir (Belobaba, 2015). Havayollarinin yan gelir elde
etmedeki bagarisi sunulan Grin ve hizmetlerin yolcunun seyahat deneyimine ek fayda saglamasina baghdir
(O’Connell&Warnock-Smith, 2013, s. 19). Havayollarinin alakart fiyatlamaya tabi tuttugu Grlin ve hizmetlerden bazilari
sunlardir; koltuk se¢imi, fazla bagaj, eve bagaj dagitim hizmeti, daha genis koltuk, bilet fiyati sabitleme, rezervasyon
degisikligi ve iptali, kabinde kablosuz internet erisimi. Havayollari bahsedilen bu (iriin ve hizmetleri ayri ayri fiyatlandirarak
yan gelir yaratmaktadir. Alakart fiyatlama “hizmet ayristirma” anlamina da gelmektedir.

2.2.2. Komisyon Bazli Yan Gelirler

Komisyon bazli yan gelirler havayollarinin; Gglinci taraflarin otel konaklamasi, araba kiralama ve seyahat sigortasi gibi
hizmetlerinin satisindan elde ettikleri gelirlerdir (Sorensen&Lucas, 2011). Uglincii taraf ile havayolu, bu hizmetlerin
musteriye sunulmasi konusunda anlasma yapmaktadir. Bu anlagma neticesinde havayolu, misterinin ddedigi Ucretten
kendisine belirli bir oranda komisyon almaktadir. Komisyon bazli hizmetler havayolunun ana {riinii olan koltuk satiginin
tamamlayicisi niteligindedirler ve havayolunun internet sitesinden satin alinabilirler. Ornegin, 2015 yilinda Allegiant
Havayollari yolcularina komisyon bazli olarak 452,272 gecelik otel ve 1,204,982 giin araba kiralama hizmeti satmistir.
Havayolun komisyon bazli gelirleri 40 milyon dolara ulasmistir (Ideaworks, 2016). 2014 yilinda havayollarinin internet
sitelerinden yapilan rezervasyon oraninin %30’a ulasmasi (SITA, 2014) havayollari igin komisyon bazl hizmetlerin gelecekte
daha 6nemli olacagini géstermektedir.

2.3. Tiirkiye’deki Havayollarinin Yan Gelirleri

Tirk tescilli havayollarindan Pegasus, THY ve Onur Air’in yan gelir performanslari konusunda edinilen bilgilere gore, 2015
yilinda Pegasus’un yan gelirleri 246,312,024 ABD Dolarina ulasarak toplam gelirlerinin %19’unu teskil etmistir. Pegasus’un
yan gelir elde ettigi hizmetler sunlardir; uluslararasi uguslarda satilan gimriksiz Uriinler, yiyecek ve icecek satislari, fazla
bagaj Ucretleri, havaalani check-in, rezervasyon degisikligi ve iptali Ucretleri ve koltuk segimi Ucretleridir (Ideaworks,
2016:36). Ayni yilda Tirkiye’'nin bayrak tastyicisi olan Tirk Hava Yollari (THY)'nin yan gelirlerine bakildiginda, toplam
gelirlerinin sadece %2,5 kadarini olusturdugu ve bu gelirin daha ¢ok sik ugan yolcu programlarindan ve fazla bagaj
Ucretlerinden kaynaklandigi gorilmektedir (Ideworks, 2016: 14).

Onur Havayollari ise, yan gelirlerini ugak ici yiyecek ve icecek satisindan, fazla bagaj lcretlerinden, koltuk segiminden ve
havaalani ulagim Ucretlerinden saglamaktadir. Havayolu, ayni zamanda seyahat sigortasi ve araba kiralama hizmetlerinden
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de komisyon bazli gelir elde etmektedir. i¢ hat uguslarinda gelirlerinin yalnizca %2’si yan gelirlerinden olusmaktadir. Bu
oran, Pegasus’un %19’luk oranina nazaran oldukga dusuktur (Peksatici, 2016:34).

3. YONTEM VE BULGULAR

Galismada Turkiye i¢ hat havayolu yolcularinin havayolu yan drtnlerine karsi egilimlerini incelemek tzere veri toplama araci
olarak anket kullanilmistir. Anket, hizli, glivenilir ve sistematik bilgi elde etmek igin dnemli bir aragtir. Anketin, diger veri
toplama tekniklerine (gézlem, gériisme) gore maliyetinin daha disiik olmasi ve farkh bolgelerden gok daha buyik gruplara
hizli uygulama olanaginin olmasi gibi avantajlari vardir. Anketin sinirhliklarini ise cevaplayani gudiilemede sorunlar
yasanmasi, 6nceden hazirlanan sorularin cevaplanmasinin gerekliligi (esnek olmamasi) ve daha gok ytizeysel bilgi toplamaya
uygun olmasi olusturmaktadir (Wolf, 1988’den aktaran Blyukoztiirk, 2005). Bu ¢alismada kullanilan anketteki bazi soru ve
ifadeler yazarlarin izni alinarak O’Connell ve Warnock-Smith’in (2013) calismasindan uyarlanmistir. Ayrica, Tirkiye'de
faaliyet gdsteren havayollarinin internet siteleri incelenerek ve Tiirk yolcularin satin alma aliskanliklari da degerlendirilerek
ankete maddeler eklenmistir. Ankete son hali verilmeden 6nce anket alan uzmanlarina (akademisyenler ve havayolu
pazarlama yoneticilerine) inceletilmistir. Daha sonra ise ankette anlagiimayan ifadelerin olup olmadigini anlamak igin 5
katihmciyla pilot bir calisma gergeklestirilmistir. Daha 6nce ugus deneyimi olan 416 kisiye ¢evrimigi ortamda yapilan anketler
vasitaslyla toplanan veriler, SPSS 15.0 paket programi kullanilarak analiz edilmistir. Veriler, 21 Nisan — 20 Haziran 2017
tarihleri arasinda toplanmistir. Gegerli bulunarak analize dahil edilen toplam anket sayisi 385’dir. Asagidaki grafikte de
gorilecegi Uzere yolcularin %9,7’si (37 kisi) daha 6nce 1 ya da 2 ugus deneyimlerken; %6,8’i (26 kisi) 3 ya da 4 ugus, %83,5
(322 kisi) gibi onemli bir kismi ise 5 ve daha fazla ugus deneyimine sahiplerdir.

Grafik 1: Katihmcilarin Ugus Sikhgi

W 1-2 ugus
® 3-4 ucus %83,5

5ya dadaha
fazla ugus

Katilimcilarin ugus amaglari arasinda ilk siray1 %38,3 ile is amagl seyahatler almistir. Tatil amagh uguslar %32,8’lik bir orana
sahip iken, arkadas ve aile ziyareti amaciyla ugan yolcular érneklemdeki tiim yolcularin %25,2’lik bir kismini olusturmaktadir.
14 yanit ile %3,7’lik orana sahip diger ugus amaglari icerisinde daha ¢ok egitim amaci 6n plana ¢ikmakla birlikte, askerlik ve
umre amaci gibi cevaplar da yer almaktadir. Grafik 2, havayolu yolcularinin ugus amaglarina gore dagilimini gostermektedir.

DOI: 10.17261/Pressacademia.2017.733 459



Journal of Management, Marketing and Logistics -JIMML (2017), Vol.4(4),p.456-464 Kuyucak Sengur, et al

Grafik 2: Ugus Amaglarina Gore Katilimcilarin Dagilimi
M Tatil Amagh
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Amach
m Diger

Grafik 3, katilimcilarin hangi havayolu isletmesi ile seyahat etmeyi tercih ettiklerini, gostermektedir. Buna gore %43,7’lik bir
oranla katihmcilarin 169’u Tirk Hava Yollar’'ni (THY) tercih ederken, onu sirayla Pegasus (%24,6), Anadolujet (%16,5),
AtlasGlobal (%4,7), SunExpress (%4,7), OnurAir (%2,6), Diger (%2,1) ve Borajet (%0,5) takip etmistir.

Grafik 3: Yolcularin Tercih Ettigi Havayolu isletmelerinin Dagilimi
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Katihmcilarin yaptiklari son uguslarinda havayolu yan drinlerinden hangilerini satin aldiklarini soruldugunda, 218
katihmcinin daha 6nce higbir havayolu yan Grini igin ekstra para 6demedigi sonucuna varilmistir. Bu, érneklem sayisinin
%57’sine karsilik gelmektedir. Bu soruda katiimcilara birden fazla segenek segebilme imkani verilmistir. Tablo 2’de
gorilecegi tizere kalan 162 yolcunun 76’si daha 6nce koltuk segimi icin, 65’ yiyecek igecek igin, 38’i fazladan bagaj hakki
icin, 35’i esnek bilet icin, 16’sI bilet fiyatini sabitlemek igin, 8'i ise ugaga oncelikli giris hizmetleri igin bilet fiyati haricinde
para 6deyerek satin aldiklarini belirtmislerdir.
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Tablo 2: Daha Once Belirli Havayolu Yan Uriinlerini Satin Alan Katilimci Sayilari

Havayolu Yan Uriinii Daha 6nce satin alan katilimci sayisi
Koltuk Segimi 76
Yiyecek igecek 65
Fazladan bagaj hakki 38
Esnek bilet 35
Bilet fiyatini sabitleme 16
Ugaga oncelikli binig 8

Ankete katilan yolcularin demografik 6zelliklerine bakildiginda katilimcilarin %46’sinin kadin, %54’tnin erkek oldugu
gorilmustir. Katilimcilarin %15,4’G 18-24 yas araliginda, %38’i 25-34 yas araliginda, %27,5’i 35-44 yas araliginda, %13,9’u
45-54 yas araliginda, %4,2’si 55-64 yas araliginda, %0,5’i ise 65 ve Uzeri yastadir. Katilimcilarin %0,3’0 ilkogretim mezunu,
%13,1’i ortadgretim (lise), %57,3’U Universite, %28,8’i ise yiksek lisans/doktora mezunudur. Katilimcilarin %17,3’G 1000-
2000 gelir arahginda, %25,1’i 2000-4000 gelir araliginda, %25,9’u 4000-6000 gelir araliginda, %12,6’si 6000-8000 gelir
araliginda bulunmakta, %18,6’s1 ise 8000 ve Uzeri gelir elde etmektedir.

Grafik 4: Katiimcilarin Cinsiyet Dagilimi

Grafik 5: Katihmcilarin Yag Dagilimi
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Grafik 6: Katihmcilarin Egitim Diizeyi

Grafik 7: Katihmcilarin Gelir Diizeyi
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Yolcularin daha once tanimlanan alakart hizmetlerin hangisine ne kadar bedel 6demeye yatkin olduklarina dair bilgiler,
Tablo 3’de gosterilmektedir.

Tablo 3: Katilmcilarin Havayolu Yan Uriinleri igin Odemeye Razi Olduklari En Fazla Ucretler

Havayolu Yan Uriin Cesidi og:éi?::;ﬁﬂir;i:‘c:::a Ortalama (TL) Standart Sapma
Alkolsiiz igecek %77,9 5,74 3,10
Sandvig %76,6 8,19 4,48
Ucretli Bagaj (kg) %68,9 4,86 3,16
Sicak Yemek %64,7 16,73 8,17
Koltuk Segimi %53,2 11,89 8,50
Alkollii igecek %51,8 15,53 9,54
Ugakta internet %46,6 9,70 7,07
('j.zel be.kleme salonu (Lounge) %45,0 22,85 16,11
Hizmeti

Ugak ici Eglence %36,1 10,31 8,97
Ugaga Biniste Oncelik %30,2 15,39 12,77

Buna gore yolcularin %77,9’u ugus esnasinda alkolsiiz bir icecek i¢in 6deyebilecekleri en yliksek lcreti belirtmislerdir. Bunu
sandvig, Ucretli bagaj ve sicak yemek izlemektedir. Yolcularin yan Urinler igin 6demeye razi olduklari en ylksek Ucret ise
havaalanlarindaki 6zel bekleme salonlari igin ¢ikmistir. Bunu sicak yemek, alkolli icecek ve ugaga biniste 6ncelik takip
etmektedir. Arastirmaya katilanlarin buyik bir kismi ugak igi eglence ve ugaga biniste dncelik icin 6demeye razi olduklari en
yuksek fiyati belirtmekten kaginmislardir.

Yolcularin bir sonraki i¢ hat uguslarinda hem alakart hem de komisyon bazli havayolu yan drinlerini alma ihtimalleri
soruldugunda elde edilen bulgular ise Tablo 4’te gésterilmektedir.

Tablo 4: Yolcularin Havayolu Yan Uriinii Satin Alma ihtimalleri

Havayolu Yan Uriin Cesidi Urﬁnﬁq Yolcular Tarafindan Satin Alinma
Ihtimali (Likert Ortalamasi)
Otel rezervasyonu 2,11
Koltuk Segimi 2,44
Aracg kiralama 2,33
Fazla bagaj 2,65
Seyahat sigortasi 2,61
Ugaga giriste oncelik 1,81
Otopark 2,35
Yiyecek icecek 2,76
Havaalani Ulagim 2,75
Bilet fiyati sabitleme 2,71
Tur paketi 2,30
Ugakta internet 2,35
Havaalani 6zel bekleme salonu (lounge) 2,37
Esnek bilet 2,87
Glvenlikten hizli gegis noktalar 2,36
Adrese bagaj 2,23
Kisisel ekipman 2,29
Ucak ici eglence 2,16

Anketin bu sorusunda 5'li Likert dlgegi kullaniimistir. Yolculardan bir havayolu yan {riiniini alma ihtimali en yiiksek olanlar
5’i secerken, en dislk olanlar 1'i se¢mistir. Tabloya gore 2,87 ile Likert ortalamasi en ylksek olan Esnek bilet uygulamasi,
yolcularin satin alma potansiyelinin en yiksek oldugu yan Grindur. Esnek bileti sirasiyla yiyecek icecek ve havaalani ulagim
takip etmistir. Ote yandan yolcular igin en anlamsiz bulunan yan iriin ise ucaga giriste dncelik olmustur. Bununla birlikte
higbir yan Griinin Likert ortalamasi 3’e ulasamamistir. Bu ise yolcularin havayolu yan Urinlerine bilet Ucreti haricinde para
odemek konusunda kararsiz, ancak almamaya daha yatkin olduklari anlamina gelmektedir. Havayolu yolcularinin
cinsiyetlerinin bir havayolu yan Grinl almaya etkisi olup olmadigini anlamak igin yapilan bagimsiz T testi sonuglarina gore
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cinsiyet ile havayolu yan drinlerini satin alma ihtimali arasinda anlaml bir farkhhk yoktur (t(378)=1,044; 0,297>.05).
Havayolu yan triniini almada yas grubunun, egitim durumunun ve gelir dlizeyinin etkili olup olmadigini anlamak igin ise
ANOVA testleri yapilmigtir. Tek faktorl varyans analizi sonuglarina gore yasin havayolu yan Grinlerini alma ihtimali arasinda
anlamh bir farkhlk yoktur (F(5,374)=1,203,0,307>.05). Ayni sekilde, egitim ve gelir ile havayolu yan trinleri alma ihtimali
arasinda da anlamh bir farklihigin olmadigi sonucuna ulasiimistir (F(3,376)=0,265, 0,850>.05); F(4,375)=0,848, 0,495>.05).

Bununla birlikte yapilan ANOVA testleri sonucunda tercih edilen havayolu isletmesi ile yan Griin alma ihtimali arasinda
anlamh bir farklilik vardir (F(7,372)=2,235; 0,031<.05). Farkhhklarin hangi ikili gruptan kaynaklandigini gésteren goklu
karsilagtirma Tukey testi sonuglarina bakildiginda Pegasus’un vyolcularinin  yan Grlin satin alma ihtimalleri
(Ort.=2,29;5.5.=0,51) ile Turk Hava Yollari (Ort.=2,51;5.5.=0,55) yolcularinin yan driin satin alma ihtimalleri arasinda anlamli
bir farkhhk oldugu gorulmustir. Bu sonuca gore Tirk Hava Yollari yolcularinin yan Grlin satin alma ihtimali Pegasus
yolcularina gore daha yuksektir.

4. SONUGC VE ONERILER

Son yillarda diinyada 6zellikle bazi havayollari tarafindan yaygin bigimde uygulanmaya baslanan Uriin ve hizmetleri bilet
fiyatindan ayristirarak tek tek tcretlendirme politikasi, havayollarina 6nemli miktarlarda yan gelir elde etme imkani
vermektedir. Avrupali ve ABD’li havayollarinin siklikla basvurdugu bu strateji Tirkiye’deki havayollari igin henliz oldukga
yenidir. Calisma kapsaminda Turkiye i¢ hat yolcularinin havayolu yan Uriinlerini alma konusundaki davranislari incelenmistir.

Havayolu yolcularina uygulanan anketin sonuglarina gore esnek bilet uygulamasi, yolcularin satin alma potansiyelinin en
yiiksek oldugu yan triindir. Esnek bileti sirasiyla yiyecek icecek ve havaalanina ulasim takip etmistir. Ote yandan yolcular
icin en az tercih edilme potansiyeli olan yan Uriin ise ugaga giriste oncelik olmustur. Bununla birlikte higbir yan Grinin Likert
ortalamasi 3’e ulasamamistir. Bu ise yolcularin havayolu yan drinlerine bilet (icreti haricinde para 6demek konusunda
kararsiz, ancak almamaya daha yatkin olduklari anlamina gelmektedir. Yolcular, “yan Urinlerden hangileri igin en fazla ne
kadar odersiniz” diye soruldugunda en yiksek Ucreti havaalanlarindaki 6zel bekleme salonlari ve sicak yemek igin
odeyebileceklerini belirtmislerdir. Yolcularin en az miktarda 6deme yapmaya niyetli oldugu kategori ise kg basina fazla bagaj
ve alkolsiiz iceceklerdir. Burada, yine yolcularin blyik bir kismi alkolsliz icecekler, sandvi¢ ve fazla bagaj icin 6demeye razi
olduklari en yiksek tutari belirtirlerken ugak ici eglence ve ugaga biniste dncelik Uriinleri konusunda Ucret belirtmekten
kagindiklari gorilmektedir. Yolcularin demografik &zellikleri ile havayolu yan Griinlerini satin alma ihtimalleri arasinda ise
anlamh bir farkliliga rastlanmamistir. Bu demografik 6zelliklerden arastirmacilari en ¢ok sasirtani yolcularin gelir diizeyleri
olmustur. Bununla birlikte bir sonraki uguslarinda THY’yi tercih eden yolcularin havayolu yan Griini satin alma egilimleri ile
Pegasus’u tercih edecegini sdyleyen yolcularin arasinda anlamli bir farklihk mevcuttur. Buna gére THY'yi tercih edecegini
belirten yolcularin yan Urinleri satin alma egilimleri fazladir. THY ve Pegasus havayollarinin is modelleri birbirinden oldukga
farkhdir ve THY bir ag tasiyicisi olarak halihazirda birgok Griini (cretsiz bigcimde bilet fiyati icerisinde sunmaktadir.
Dolayisiyla THY yolculari genel olarak havayolu hizmetini yan Urinleri ile birlikte satin almaya aliskin olduklarindan; bu
hizmetlerin bilet Gcretinden ayr fiyatlandiklari durumlarda dahi yolcularin bu driinleri satin almayi disinmeleri dogaldir.
Diger yandan Pegasus’un benimsemis oldugu dusik maliyetli is modelinin temelini basitlestirilmis hizmet sunumu, ucuz
bilet ve yan Urin satislari olusturmaktadir. Buna gore Pegasus’u tercih eden yolcularin da yan Uriinler igin bile olsa fazladan
para 6demeye istekli olmamalari olagan karsilanabilir.

Bu c¢alismanin sonuglar alanyazindaki diger calismalarin sonuglarindan bazi yonlerden farkliik gdéstermektedir. Diger
calismalar havayolu yolcularinin yan driin alma egiliminde olduklarini gdstermektedir. Ozellikle Peksatici (2016)
¢alismasinda havayolu yolcularinin birgok yan iriin ve hizmet icin 6deme yapmayi kabul ettikleri sonucuna varmistir. Bu
farkhhgin ¢alismaya konu olan havayollarinin is modeli farkhliklarindan kaynaklanmasi olasidir. Bu galismada Tirk i¢ hat
pazarinda faaliyet gosteren tim tasiyicilar segilmistir. Bunlar arasinda ag tasiyicilari ve disiik maliyetli tasiyicilarin olmasi
faktorinin katilimer profilini ve goruslerini farklilastirmasi beklenebilir. Ayrica, katiimcilarin demografik 6zellikleri ile 6deme
istekliligi arasinda anlamli bir iliskinin bulunmadigi sonucunun elde edilmesi de arastirmanin diger bir farkliligidir.

Bu calismada i¢ hat havayolu yolcularinin yan iriin satin alma istekliliklerinin diisiik oldugu sonucuna variimistir. Onceden
bilet fiyati dahilinde olan havayolu yan Urinlerinin bilet fiyati haricinde ayri ayri fiyatlandiriimasi Tarkiye i¢ hat yolculari igin
pek de kabul edilebilir bir durum degildir. Arastirmanin en dikkat c¢ekici yani ise, katilimcilara yan drinler igin
odeyebilecekleri en fazla licret soruldugunda katilimcilarin gogunlugunun kendileri icin 6nemli olarak gérdikleri dort Griin
icin Ucret belirtmeleridir. Bunlar, alkolsiiz icecek, sandvig, Ucretli bagaj ve sicak yemektir. Buradan iki degerlendirme
yapilabilir. Birincisi, katilimcilar bu Grinleri satin alma durumu ile karsi karsiya kalmalarini daha olasi gérmis olabilirler.
ikincisi ise, uygun fiyatlar dahilinde katihmcilarin bu iriinleri satin alma diisiincesinde olduklaridir. Buna karsin ugak igi
eglence ve ugaga biniste oOncelik hizmetlerinin katilimcilarin birgogu tarafindan satin alinmasi pek dustnilmemis
olabileceginden, bu Urilinler igin 6demeye razi olduklari en yiiksek fiyati belirtmekten kaginmislardir. Buna gore, i¢ hat
yolculari kendileri igin “makul” gelen bir fiyattan sunulmasi durumunda bazi yan Uriinleri satin alma niyetinde
olabileceklerini belirtmektedirler. Buna karsin, gergekte satin alma davranigini 6lgen sorularda ise satin alma orani dusik
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cikmustir. Dolayisiyla Tiirk yolcularin fiyatlar yiiksek bulmasi ya da ylksek fiyat algisi nedeniyle satin alma konusunda gekinik
davranmasi da mumkindir. Diger yandan bu ¢alisma yalnizca i¢ hatlari kapsadigindan yolculuk siiresinin nispeten kisa
olmasi ve gidilen havaalaninin yabanci bir tlkede olmamasi benzeri faktorler de goz ardi edilmemelidir. Kisa yolculuklarda
kisisel gereksinimler fazla olmazken, yurtdisina gikislarda farkli yemek kdltiirleri nedeniyle yolcunun ugakta daha fazla
yiyecek-icecek tiuketmesi beklenebilir. Gelecekte arastirmanin dis hatlarda ve nispeten uzun yolculuklari da kapsayacak
bicimde genisletilmesi ile onemli bulgular elde edilebilir. Arastirma bulgularinin, havayolu tiketicilerinin davranislari ile ilgili
diger calismalara ve Turk i¢ hat havayolu pazarinda faaliyet gosteren havayolu isletmelerine yol gostermek adina faydali
olacagi dusunilmektedir.
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ABSTRACT

Purpose- Companies have to open up to new markets in order to develop and increase their competitiveness in the face of globalization
and technological revolution. Target market selection is an important issue that needs to be addressed with priority in terms of efficient
use of resources.

Methodology- The problem of market selection is a multi-criteria decision-making problem due to its nature which requires the evaluation
of different and sometimes conflicting criteria in the decision-making process. In real life problems decision makers’ choices and point of
views can be vague which led to the development of fuzzy methods. The Fuzzy VIKOR method considers the uncertainties in the decision-
making process, setting a compromise solution that provides the maximum group benefit for the majority and minimum individual regret
for the opponent.

Findings- In this study, Fuzzy VIKOR method is used to select primary market selection with the decision makers’ from 8 fresh fruit-
vegetable exporter companies and a compromise solution is found.

Conclusion- In this study, Fuzzy VIKOR method is used to determine the target market selection for fresh fruit-vegetable companies. As a
result of the evaluations made with the 8 exporting firms in the fresh fruit and vegetable sector, a compromise solution has been proposed
as to which of the 5 target markets - UK, Netherlands, Saudi Arabia and Hong Kong - will be prioritized or the market will be selected in
terms of expanding the existing market share.

Keywords: Fuzzy Vikor, multicriteria decision making, market selection, target market analysis, export
JEL Codes: C44, Q11, C65

BULANIK ViKOR YONTEMI iLE YAS MEYVE SEBZE SEKTORUNDE HEDEF PAZAR SECiMi

OZET

Amag- Sirketler, kiresellesme ve teknolojik devrim karsisinda rekabet glicini gelistirmek ve artirmak igin yeni pazarlara agilmak
durumundadir. Hedef pazar segimi ise kaynaklarin verimli kullanilmasi agisindan dncelikle ele alinmasi gereken dnemli bir konudur.
Yontem- Dogasl geregi pazar secimi problemleri, karar verme siirecinde ¢ok sayida ve bazen birbiriyle gelisen kriterlerin degerlendirilmesini
gerektirdiginden ¢ok kriterli karar verme problemleridir. Gergek yasam problemlerinde karar vericilerin tercihleri ve gériglerinin muglak
olmasi bulanik yontemlerin gelisimini saglamistir. Bulanik VIKOR yontemi, karar alma sirecindeki belirsizlikleri de dikkate alarak ¢gogunluk
icin maksimum grup faydasi ve rakip igin minimum bireysel pismanlik saglayan uzlasmaci bir ¢c6ziim belirlemektedir.

Bulgular- Bu galismada, yas meyve sebze ihracati yapan 8 firmanin karar vericileri ile 6ncelikli pazarin segimi islemi Bulanik VIKOR yontemi
ile ele alinmig ve bir uzlasmaci ¢6ziime ulasiimigtir.

Sonug- Bu calismada, yas meyve sebze ihracati yapan 8 firmanin karar vericileri ile 6ncelikli pazarin segimi islemi Bulanik VIKOR yontemi ile
belirlenmistir. Yas meyve sebze sektoriinde ihracat yapan 8 firma ile yapilan degerlendirmeler sonucunda 6ne gikan 5 hedef pazar olan
ingiltere, Hollanda, Suudi Arabistan ve Hong Kong’dan hangisine dncelik verilmesi veya mevcut pazar payinin genisletiimesi agisindan hangi
pazarin segilecegi konusunda uzlasmaci bir ¢6ziim dnerilmistir.

Anahtar Kelimler: Bulanik VIKOR, ¢ok kriterli karar verme, pazar se¢imi, hedef pazar analizi, ihracat
JEL Kodlari: C44, Q11, C65
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1. GiRiS

Sirketler, kiresellesme ve teknolojik devrim ile ekonomideki degisen dinamikler karsisinda, strekli bliyimek ve gelismek igin
yeni yollar aramak zorunda kalmaktadir. Hedef pazarlari belirlemek ve yeni pazarlara agiimak, sirketlerin gelecekteki
basarisini etkileyen, karli biyime imkani sunan ve rekabet gliciini gelistirebilecek 6nemli bir unsur olmustur (Gérecka ve
Szatucka, 2013: 31). Pazar segimi; pazardaki rekabet, ilgili pazarin biyime potansiyeli, pazarin karliigi ve galisilan sektore
0zgl diger kriterlere gore alternatiflerin degerlendirilmesi ve alternatif pazarlar arasindan miimkiin olan en iyi olanin
belirlenmesi slrecidir (Yavuz, 2016: 164). Degerlendirme sirasinda karar vericiler nicel ve nitel kriterlerle
karsilagabilmektedirler. Dogalari geregi farkl yapilardaki bu kriterlerin birlikte degerlendirilebilmeleri siradan yontemler ile
oldukga zordur. Bu siiregte yapilacak hatal bir karar, trtinlerin bozulabilir olmalarindan dolayi oldukga yiiksek maliyetlere
yol agabilecektir.

Gok kriterli karar verme yontemleri, tim olabilir alternatifler arasindan, ¢ok ve genellikle birbiriyle celisen karar kriterleri ile
en iyi olan alternatifi bulmaya ¢alismaktadir. Pazar se¢imi de dogasi geregi bircok alternatifin, birbiriyle celisen amag ve
faktore gore degerlendiriimesini gerektirdiginden c¢ok kriterli karar verme (CKKV) problemleri kapsaminda
degerlendirilmektedir (Aghdaie ve Alimardani, 2015: 263). Klasik Cok Kriterli Karar Verme yontemlerinde agirliklar tam
olarak bilinmektedir. Ancak, birgok durumda karar vericiler, kriterlere gore alternatifleri degerlendirmek igin yeterli bilgiye
sahip olmayabilir. Klasik CKKV ydntemleri bulanik ve muglak karakterlerin yer aldigi bu tarz problemleri ele almada yetersiz
kalmaktadir. iste bu durumlarda, bulanik kiime teorisi, kesin olmayan ve bulanik agiklamalarin oldugu verilerde giiclii bir
aracgtir (Vahdani, 2010: 1231). Bu galismada yas meyve sebze ihracatgisi firmalarin alternatif pazarlarindan 6ncelikli olan
pazarin segimi problemi ele alinmistir. Literatiirde yapilan galismalar dogrultusunda bu problem igin genellikle kimeleme
yénteminin tercih edildigi, CKKV yaklasiminin kullaniimadigi gézlenmistir. Bu agidan ele alinan problemin ¢6zimi igin
Bulanik VIKOR ydntemi kullanilmistir. Calisma genel olarak su bélimlerden olusmaktadir: ikinci bélim, pazar segimi ile ilgili
literatiir taramasina ayrilmistir. Uglincii bélimde Bulanik VIKOR y&ntemi tanitilmaktadir. Dérdiincii béliimde uygulama ve
¢6zUm streci adim adim anlatiimis, sonug bolimiinde ise genel degerlendirmeler yapilmistir

2. LITERATUR TARAMASI

Gok Kriterli Karar Verme (GKKV) ile yapilan galismalar son yillarda, tedarikgi segimi, tedarik zinciri yonetimi, hava yollari ve
yatirim gibi pek ¢ok alanda hizla artmistir (Aghdaie ve Alimardani, 2015: 265). Literatiirde pazar segimi ¢ok sayida CKKV
calismasina konu edilmistir. Albadvi Sharifi vd. (2007) iran’da TV pazari igin belirlenen bes pazar bdlimii arasindan hedef
pazari, uzman gorusleriyle olusturduklari pazar c¢ekiciligi kriterleri Gzerinden PROMETHEE metodunu kullanarak
belirlemislerdir. Toksari (2007) galismasinda, niifus ve nifus artis orani ile geng niifus verileri Gzerinde AHP metodunu
kullanarak Ege bodlgesinde mobilya sektori igin pazar segimine yonelik bir uygulama yapmistir.

Toksari ve Toksari (2011) Bulanik AHP yontemini kullanarak rekabet, bolgenin satis hacmi, bolgenin buylme potansiyeli,
dagrtim imkanlari, kar potansiyeli kriterleri ile beyaz esya sektérii icin ic Anadolu Bdlgesinde pazar secimi ile ilgili bir
uygulama yapmiglardir. Priya ve Venkatesh (2012), Hindistan’da bulunan bir demir-gelik firmasi igin cezbedici pazar
lokasyonlarini bulmak igin, g¢oklu regresyon yoéntemi ile seg¢im kriterlerini, AHP yontemiyle kriterlerin agirliklarini
belirledikleri entegre bir pazar se¢im karar modeli kullanmislardir. Aghdaie-Zolfani vd. (2013) sandalye Ureten bir firmada
pazar degerlendirme ve se¢imi problemi igin kriterlerin agirliklarinin belirlenmesinde Bulanik AHP ve pazar bélimlerini en
iyiden en kétiiye siralanmasinda COPRAS-G ydntemini birlikte kullanmiglardir. Mobin vd. (2014) tarafindan, iran fistigi igin
18 ilke pazari, yonetmelik-diizenlemeler; Kiltirel etkenler; nakliye mesafeleri; ekonomik durum; pazar potansiyeli; politik
etkenler ve tespit edilen karsilastirmali avantajlar kriterleri Gizerinden degerlendirilmistir. Kriterleri entropi agirlik metodu
kullanarak agirliklandirmig ve bu agirliklari kullanarak SAW (Simple Additive Weighting), TOPSIS ve VIKOR yontemleriyle
siralamistir. Nganga ve Maruyama (2015), Sahra alti 44 Afrika Gilkesi pazarini AHP yontemini kullanarak degerlendirmislerdir.

Literatlr analizinde goruldugu gibi, hedef pazar segiminde ¢ok farkli CKKV teknigi kullanilmistir. Bunlarin iginde karar
vericilerin 6n yargilarini ve yanli tutumlarini azaltmak igin tercih edilebilecek bulanik mantik yaklasimi ise fazla tercih
edilmemistir. Bu calismada bu eksikligi gidermek Uzere alternatifler arasinda uzlasmaci bir ¢6ziim 6neren VIKOR yontemi
bulanik mantik ile birlestirilmistir.

3. BULANIK ViKOR YONTEMI

Opricovic ve Tzeng (2004) tarafindan gelistirilmis olan VIKOR (V Ise Kriterijumska Optimizacija | Kompromisno Resenje)
metodu, ¢ogunluk icin maksimum grup faydasi ve rakip icin minimum bireysel pismanlk saglayan uzlasmaci bir ¢ézim
belirlemektedir (Opricovic ve Tzeng, 2004: 445). VIKOR metodunda da performans siralamasi ve kriterlerin agirliklarinin
kesin olarak bilindigi varsayilmaktadir. Ancak, tercihleri iceren insan kararlari siklikla net olmadigi igin, gercek yasam
problemlerini tam sayisal verilerle ifade etmek zordur. Bu tir karar problemlerinde kesin veriler yerine dilsel
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degerlendirmeleri kullanmak daha gergekgi bir yaklasimdir. Bulanik VIKOR metodu, ¢ok karar vericili, ok kriterli karar verme
problemlerinde en iyi ve uzlasmaci ¢6ziiml bulmada rasyonel ve sistematik bir stiregtir (Moeinzadeh ve Hajfathaliha, 2009:
526). Bulanik VIKOR yonteminin uygulama asamalari asagida gosterilmistir (Moeinzadeh ve Hajfathaliha, 2009: 527-528,
Akyiiz, 2012:7-9).

Adim 1: Alternatifler, degerlendirme kriterleri ve karar vericiler grubu olusturulur. m adet alternatif, k adet degerlendirme
kriteri ve n adet karar verici oldugu varsayilir.

Adim 2: Dilsel veriler ve karsiligi olan tggensel bulanik sayilar belirlenir. Dilsel veriler, kriterlerin 6nemini degerlendirmek ve
alternatiflerin bu kriterlere gére derecelendirmesini belirlemek igin kullanilir.

Kriterleri degerlendirmede ve alternatifleri derecelendirmede kullanilan dilsel degiskenler ve bunlara karsilik gelen tggensel
bulanik sayilar Tablo 1’de verilmektedir.

Tablo 1: Dilsel Degiskenler ve Bulanik Sayilar

Alternatiflerin derecelendirilmesi igin
kullanilan degiskenler

Kriter agirhklari igin kullanilan
degiskenler

Dilsel Degiskenler

Bulanik Sayilar

Dilsel Degiskenler

Bulanik Sayilar

Cok Diisiik (CD) (0.00, 0.00, 0.25) Cok Kot (CK) (0.00, 0.00, 2.50)
Diistik (D) (0.00, 0.25, 0.50) Kot (K) (0.00, 2.50, 5.00)
Orta (0) (0.25, 0.50, 0.75) Orta (0) (2.50, 5.00, 7.50)
Yiiksek (Y) (0.50, 0.75, 1.00) iyi (i) (5.00, 7.50, 10.00)
Cok Yuksek (CY) (0.75, 1.00, 1.00) Cok iyi (Ci) (7.50, 10.00, 10.00)

Kaynak: Akytiz, 2012: 203

Adim 3: Karar vericilerin tercih ve gorusleri birlestirilir. Kararlar, n adet karar vericinin kriterlere verdikleri bulanik agirliklar
ve alternatiflerin bulanik dereceleri birlestirilerek verilir. Her bir kriterin birlestirilmis bulanik agirhig1 asagidaki gibi

hesaplanir:
~ 1 ~el
W = 2 ] ) = 12,k &

i alternatifin j kriterine gére 6nem agirhg ise asagidaki gibi hesaplanir:

%= %[z’;ﬂxij], i=12,..,m 2)

Adim 4: Bulanik ortalama agirlik ve bulanik karar matrisi olusturulur:

W = [Wy, Wy, o, Wi, j = 1,2,k (3)
A G G G
~ A, X111 %12 o Xag | )
b=". ST CPREI o1 P e 1,2,...mj=12..,k (4)
A U i o
m Xm1 Xmz 7 Xmk

Burada %;;, C; kriterine gore A;alternatifinin derecesi; w;, j kriterinin dnem agirhgidir.

Adim 5: Bulanik en iyi deger (f;") ve en kétii deger (f;7) belirlenir:

fr = ma);??ij fr= mi‘; Xy (5)
Adim 6: 5; ve R; degerleri hesaplanir.

Si=%w; (f —%)/(F - %) ()
Ri = max;[W;(F" — %)/ (" - F7)] )

Burada, S;, A; alternatifinin tiim kriterler agisindan bulanik en iyi degere olan uzakliklarinin toplamidir. R; ise j. kritere gére A;
alternatifinin bulanik en iyi degere olan maksimum uzakhigidir.
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Adim 7:5*,57,R*, R~ ve Q; degerleri hesaplanir.

g+ — min§; §- — maxs; (8)
i i

g+ — minR; R- = maxR; (9)
i’ i

Qi =vE-5)/( -8)+-m(R -R)/(R -F) 10

Burada S*, maksimum grup faydasini, R* ise karsit goriistekilerin minimum bireysel pismanhgini ifade eder. Q; indisi ise grup
faydasi ile karsit gorisiin bireysel pismanligini bir arada degerlendirilerek elde edilir. v, maksimum grup faydasi stratejisinin
agirhgidir. v > 0,5 oldugunda karar maksimum grup faydasi yoniinde, v < 0,5 oldugunda ise karar, karsit gorustekilerin
minimum bireysel pismanhgi yoniinde egilim gosterir.

Adim 8: Ucgensel bulanik sayi Q; durulastirilir ve elde edilen Q; degerlerine gore alternatifler siralanir. Bu calismada
durulastirma adiminda Hsieh vd. (2004) tarafindan 6nerilen BNP (Best Nonfuzzy Performance Value) yontemi kullaniimistir.
Burada u; Uggen bulanik sayinin st degerini, m; orta degerini, |; ise alt degerini gostermektedir.

BNP, = [(u; — 1) + (m; = 1D]/3+ 1 v (11)
Bu indeksin en kiiglk degeri en iyi alternatifi gostermektedir.

Adim 9: Uzlagmaci ¢6zim belirlenir. Eger asagidaki iki kosul saglanirsa, Q; indeksi kullanilarak belirlenen ¢6zim, uzlastirici
¢Oztimdur (4&).

1.Kosul: Kabul edilebilir avantaj:

Q(a") —Q(a’) =2 DQ (12)
DQ = ﬁ (eger m < 4,DQ = 0,25) (13)
Burada m alternatif sayisi, a" degeri, Q degerine gore siralamada ikinci sirayi alan alternatiftir.

2.Kosul: Karar vermede kabul edilebilir istikrar: a' alternatifi, S ve/veya R degerlerine gbre yapilan siralamada da en iyi
alternatiftir. Bu uzlastirici ¢oziim karar verme silrecinde istikrarhdir.

Eger 1. kosul saglanamiyorsa ve Q(a(m))—Q(a’) < DQ ise a™ve o’ ayni uzlagmaci sonuglardir. Ancak, uzlasmaci
¢O6zimler a’, a”,..., a™ ayni oldugu icin a’ karsilastirmali bir Gstlinlige sahip degildir. Eger 2. kosul saglanamazsa, a
karsilastirmali Gistiinlige sahip olsa da karar vermedeki istikrar yetersizdir. Bu nedenle a’ ve a” niin uzlasmaci ¢ézimleri
aynidir.

7

Adim 10: Q(a’) minimum Q, degeri ile en iyi ¢6zim olarak segilir.
4. UYGULAMA

Uygulama yas meyve sebze ihracatgisi firmalarla oncelikli pazar segimi Uzerinde yapilmistir. Yas meyve sebze sektoriinde
ihracat yapan 8 firma ile yapilan degerlendirmeler sonucunda &ne gikan 5 hedef pazar olan ingiltere, Hollanda, Birlesik Arap
Emirlikleri, Suudi Arabistan ve Hong Kong’dan hangi pazarin éncelikli olarak degerlendirilmesine yonelik secimde Bulanik
VIKOR y6ntemi uygulanmistir. Calismanin uygulama asamasinda ve ¢6zim surecinde asagidaki adimlar izlenmistir:

Adim 1: Firmalarin pazarlama konusunda tecriibeli temsilcilerinden, her firmadan bir kisi olmak lizere toplam 8 kisilik karar
verici grubu olusturulmustur. Toksari ve Toksari (2011)’de kullanilan kriterler yurt disi pazar segimine uyarlanmis ve
pazardaki rekabet, Glkenin satin alma hacmi, llke tiketiminin blylime potansiyeli, lojistik imkanlar kar potansiyeli kriterler
olarak belirlenmistir.

Adim 2: Karar vericiler tarafindan kriterlerin 6nem diizeyi ile her bir alternatifin bu kriterlere gére degerlendirmeleri
yapilmistir.

Adim 3: Dilsel degiskenler lggensel bulanik sayilara donustirilmis, 1 ve 3. denklemleri kullanilarak karar vericilerin
tercihleri birlestirilmistir. Kriterlerin bulanik agirhklari asagidaki gibi gikmistir.
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Tablo 2: Kriterlerin Biitiinlestirilmis Bulanik Agirliklar
Bulanik Agirhiklar
Kriterler / m u

Pazardaki rekabet 0,375 0,625 0,844

Ulkenin satin alma hacmi 0.438 0.688 0.906

Ulke tiiketiminin biiyiime potansiyeli 0438 0688 0.906

Lojistik imkanlari 0,563 0,813 0,969

Kar potansiyeli 0,656 0,906 1,000

Adim 4: 2. ve 4. denklemler araciligiyla Bulanik Karar Matrisi olusturulmustur.

Tablo 3: Bulanik Karar Matrisi

. Birlesik Arap . .
Ingiltere Hollanda Emirlikleri Suudi Arabistan Hong Kong

Pazardaki 2,19 | 4,06 | 656 [3,13|563| 813 219|469 | 7,19 |3,13|563 | 813 |2,81| 531 | 7,81
rekabet
Ulkenin satin 4,69 | 7,19 9,38 | 563|813 | 9,69 | 594|844 | 10,00 | 594|844 | 10,00 |3,75| 6,25 | 875
alma hacmi
Ulkenin
tiketiminin 3,44 | 594 | 813 | 500|750 9,38 | 6,25 8,75 | 10,00 | 5,63 | 8,13 | 10,00 | 5,00 | 7,50 | 9,38
bliyiime
potansiyeli
Lojistik imkanlann | 4,69 | 7,19 | 9,69 | 5,94 | 8,44 | 10,00 | 4,06 | 6,56 | 9,06 | 3,44 | 5,94 | 8,44 | 5,00 | 7,50 9,38
Kar potansiyeli 7,19 | 9,69 | 10,00 | 4,38 | 6,88 | 9,38 | 6,88 | 9,38 | 10,00 | 5,31 | 7,81 | 10,00 | 7,50 | 10,00 | 10,00

Adim 5: 5. denklem kullanilarak bulanik karar matrisi incelenmis ve bulanik en iyi ve bulanik en kétu degerler belirlenmistir.

Tablo 4: Bulanik En iyi (f]*-) ve Bulanik En Koti (fj_) Degerler

f}* f;_
Kriterler / m u / m u
Pazardaki rekabet 3,13 | 5,63 8,13 | 2,19 | 4,06 | 6,56
Ulkenin satin alma hacmi 594 | 8,44 | 10,00 | 3,75 | 6,25 | 8,75
Ulkenin tiiketiminin bilyiime potansiyeli | 6,25 | 8,75 | 10,00 | 3,44 | 5,94 | 8,13
Lojistik imkanlari 594 | 8,44 | 10,00 | 3,44 | 5,94 | 8,44
Kar potansiyeli 7,50 | 10,00 | 10,00 | 4,38 | 6,88 | 9,38

Adim 6: 6. ve 7. denklemler kullanilarak alternatiflerin en iyi ve en kétii bulanik degerlere olan uzakligi (S; ve R;)

hesaplanmistir.

Tablo 5: S; ve R, Degerleri

Si R;
Alternatifler I m u 1 m u
ingiltere 1,409 | 2,202 | 2,397 | 0,438 | 0,688 | 0,906
Hollanda 0,913 | 1,310 | 1,529 | 0,656 | 0,906 | 1,000
Birlesik Arap Emirlikleri 0,928 | 1,166 | 1,088 | 0,422 | 0,609 | 0,581
Suudi Arabistan 1,119 | 1,600 | 0,969 | 0,563 | 0,813 | 0,969
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Hong Kong ‘ 0,968 l 1,423 ‘ 1,765 ‘ 0,438 ‘ 0,688 | 0,906 l

Adim 7: 8. ve 9. denklemler kullanilarak 5% S~, R*, R~ hesaplanmustir.

Tablo 6 : §%,§~, R* ve R~ Degerleri

) m u
S 0,913 |[1,166 0,969
S- 1,409 | 2,202 2,397
R* 0,422 |0,609 0,581
R- 0,656 | 0,906 1,000

Adim 8: Bir 6nceki adimda hesaplanan degerler 10. denkleme uygulanarak Q; bulunur. Denklemde yer alan v degeri
konsensusu saglamak igin 0,5 olarak alinmistir. Elde edilen bulanik sayilari durulastirmak amaciyla 11. denklemden
yararlanilmis ve Q;, S; ve R; indeksleri hesaplanmistir. Bu indeks degerlerine gore alternatifler asagidaki gibi siralanmistir.

Tablo 7 : Q;, S; ve R; Degerleri ve Alternatiflerin Bu Degerlere Gore Siralamalari

Q i Qi i S i Rj
Alternatifler I m u Indeks | Sira |Indeks |Sira |Indeks |Sira
ingiltere 0,533 0,632 0,888 | 0,684 5 2,003 5 0,677 2
Hollanda 0,500 0,570 (0,696 | 0,589 4 1,251 3 0,854 4
Birlesik Arap Emirlikleri 0,015 0,000 | 0,042 | 0,019 1 1,060 1 0,538 1
Suudi Arabistan 0,507 0,551 | 0,463 | 0,507 3 1,229 2 0,781 3
Hong Kong 0,088 0,256 | 0,667 | 0,337 2 1,385 4 0,677 2

Adim 9: Uzlasmaci ¢6ziim belirleme asamasinda 1. ve 2. Kosullarin saglanip saglanmadigi arastirilmistir.

1. Kosul: Kabul edilebilir avantaj: Q; degerine gore siralamada
Q(a'") —Q(a") =0,337—-0,019 = 0,318 > 0,25; bodylece Birlesik Arap Emirlikleri diger alternatifler tzerinde
karsilagtirmali bir Gstiinlige sahip olan ¢6ziimddr.

2.  Kosul: Karar vermede kabul edilebilir istikrar: Q;, S; ve R; indekslerine gore yapilan siralamalar agagida verilmistir.

Tablo 8: Karar Vermede Kabul Edilebilir istikrar

Q; BAE>Hong Kong>SA>Hollanda>ingiltere
S; BAE>SA>Hollanda>Hong Kong>ingiltere
R; BAE>Hong Kong>ingiltere>SA>Hollanda

Birlesik Arap Emirlikleri alternatifi, hem birinci kosulu hem de ikinci kosulu saglamaktadir.

Adim 10: Birlesik Arap Emirlikleri alternatifi hem karsilastirmali Gstunluge sahip bir ¢6ziim, hem de karar vermede kabul
edilebilir bir istikrara sahiptir.

5. SONUC

Yas meyve-sebze gibi tasima ve/veya depolama sirasinda bozulabilir Uriinlerde, dogru satis noktasinin segilmesi isletme
acisindan rekabet avantaji saglamaktadir. Uriiniin yasam émriiniin kisith olmasi, dogru ve etkili bir karar vermenin énemini
ortaya koymaktadir. ihracat yapan bir firma agisindan yanlis hedef pazar segimi, iiriin ve gelir kaybinin yani sira miisteri
gbzlinde de prestij kaybina yol agabilmektedir. Bu tlr sorunlarin asilabilmesi etkin bir karar verme siireciyle mimkinddr.
ihracat asamasinda hedef pazar se¢imi kaynaklarin verimli kullaniimasi agisindan éncelikle ele alinmasi gereken dnemli bir
konudur. Hedef pazar segimi problemlerinde, karar verme siirecinde ¢ok sayida ve bazen birbiriyle gelisen nicel ve nitel
kriterlerin degerlendirilmesi gerekir. CKKV metotlari ¢ok sayida ve gogunlukla birbiriyle ¢atisan karar kriterlerinin var oldugu
durumlarda en iyi alternatifin bulunmasi igin karar verme siireciyle ilgilenmekte olup, bu nedenle, hedef pazar secimi bir
CKKV problemi olarak degerlendirilebilir.

Gergek yasam problemlerinde karar vericilerin tercihleri ve gériisleri cogunlukla net sayisal verilerden olusmamaktadir. iste
bu asamada, karar vericilerin muglak goérislerini de degerlendirmeye alabilmek igin bulanik yontemler uygulanmaktadir.
Bulanik VIKOR yontemi, karar alma stirecindeki belirsizlikleri de dikkate alarak ¢ogunluk igin maksimum grup faydasi ve rakip
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icin minimum bireysel pismanlik saglayan uzlasmaci bir ¢ozim belirlemektedir. Bu ¢alismada, yas meyve sebze ihracati
yapan 8 firmanin karar vericileri ile dncelikli pazarin segimi islemi Bulanik VIKOR yontemi ile belirlenmistir. Yas meyve sebze
sektdriinde ihracat yapan 8 firma ile yapilan degerlendirmeler sonucunda éne ¢ikan 5 hedef pazar olan ingiltere, Hollanda,
Suudi Arabistan ve Hong Kong'dan hangisine 6ncelik verilmesi veya mevcut pazar payinin genisletilmesi agisindan hangi
pazarin segilecegi konusunda uzlagsmaci bir ¢oziim 6nerilmistir. Yapilan literatiir taramasinda hedef pazar segimi icin VIKOR
yonteminin tercih edilmedigi gorilmustir. Yontemin dogasi geregi en iyi alternatifi se¢menin yani sira en iyi alternatifin
karsilagtirmali bir Gstinliglu olmadigl durumlarda uzlagsmaci ¢ozimler yardimiyla karar vericiye yol gosterebilmektedir.
Uygulamay farkl yéntemler ile yeniden degerlendirip gelistirmek veya hedef pazarlarin Uriin tedarik ettigi diger tlkeler
incelenerek bulunabilecek farkli kriterler de dahil ederek yeniden bir galisma yapmak mimkindir. Ayrica sonuglarin
gecerliligi icin farkl yontemler ile elde edilen siralamalarin karsilastiriimasi da yapilabilir.
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ABSTRACT

Purpose -  Social media became an essential element of marketing as individuals share their thoughts, experiences and opinions globally
through social network sites. Social media effects consumers’ thoughts about unfamiliar brands more than ever now. The comments and
opinions of peers about product/services on social media affects purchase intentions of the consumers. The aim of this study is to examine
the effect of peer communication on social media over attitudes towards products and purchase intention. Previous studies mostly have
concentrated on the effects of firms’ social media communication effects. This study focuses on peer communication on social media
instead.

Methodology - In this study peer group identification, peer communication, attitude towards product and purchase intention through the
utilization of scales by Algesheimer, Dholakia and Hermann (2005), Moschis and Churchill (1978), Crites, Fabrigar and Petty (1994) and
Houlahan and Gabriel (1975) are utilized.

Findings- According to the results of the study social media peer identification, increases consumption based peer communication. There is
also a significant relationship between attitude towards products and purchase intention.

Conclusion-As seen in this study, social media communications’ effect on consumption habits are not at expected levels. Firms should focus
on applications triggering social media communication of individuals which would affect purchase intention positively.

Keywords: Social media, consumer socialization, peer communication, attitudes towards products, purchase intention
JEL Codes: M31, M39

SOSYAL MEDYADA AKRAN iLETiSiMi VE SATIN ALMA NiYETINE ETKiSi

OZET

Sosyal medya bireylerin duslincelerini, deneyimlerini paylastiklari bir mecra olarak pazarlama igin vazgecilmez bir 6ge haline gelmistir.
Bireylerin daha 6nce tanimadiklari markalar hakkinda disiinceleri sosyal medya tarafindan sekillenmeye baslamigtir. Akranlarinin sosyal
medyada Urilinler hakkindaki paylasimlar bireylerin satin alma niyetlerini etkilemektedir. Bu ¢alismanin amaci sosyal medyada akran
iletisiminin Urline kars! tutum ve satin alma niyeti Gzerindeki etkisini incelemektir. Bugline kadar yapilan ¢alismalarda internet ortaminda
bireylerin satin alma davranislari incelenirken ¢ogunlukla firma yonli iletisime odaklaniimistir. Bu calismada ise sosyal medyada akranlarin,
arkadaslarin iletisiminin etkisi incelenmektedir. Calismada Algesheimer, Dholakia ve Hermann’in (2005) akran grubu ile 6zdeslesme,
Moschis ve Churchill’in (1978) akran iletisimi, Crites, Fabrigar ve Petty (1994)’in Urline karsi tutum ve Taylor, Houlahan ve Gabriel (1975)’in
satin alma niyeti 6lgegi kullanilmistir. Calismanin bulgulari isiginda sosyal medya akran aidiyetinin tiiketim temelli akran iletisimini arttirdig
soylenebilir. Sosyal medyada akranlari ile hakkinda konugtuklar Griin ve markalara iliskin tutum ile satin alma niyetleri arasinda da belirgin
iliski bulunmustur. Bu ¢alismada goéruldugi gibi bireylerin glnlik iletisimlerini sosyal medya Gzerinden yiritmelerinin tiketim aliskanhklari
tzerindeki etkisi beklenildigi diizeyde degildir. Firmalar bireylerin sosyal medyadaki iletisimleriyle marka tutumu ve satin alma davranigini
tetikleyecek uygulamalara yon vermelidirler.

Anahtar Kelimeler: Sosyal medya, tiiketici sosyalizasyonu, akran iletigsimi, trline karsl tutum, satinalma niyeti
JEL Kodlari: M31, M39
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1. GiRiS

Sosyal medya, yaygin kullanimiyla glinimGziin yadsinamaz gergekliklerindendir.2017 yili itibari ile diinyada toplam 2,46
milyar sosyal medya kullanicisi bulunmaktadir (Worldwide social network users, 2017). ilk ¢ikis noktasi gelismis lkeler olsa
da sosyal medya kullanimi gelismekte olan ulkelerde de hizla artmaktadir. Gliniimizde en ¢ok sosyal medya kullanan 5
Ulkeden 4’Uniu Asya (lkeleri olusturmaktadir. Tlrkiye ise siralamada 12. sirada yer almaktadir (Sosyal Medya Kullanim,
2017). Bu yeni mecra, yaygin kullanimi ile bireylerin sosyalizasyonundan, is diinyasina hayatin her alaninda etkisini
gostermektedir. Bu sebeple akademi ve is diinyasinda sosyal medya arastirmalari ve yatirimlari artmaktadir. Yapilan
galismalar incelendiginde ¢ogunlukla firmalarin sosyal medya iletisiminin incelendigi gériilmektedir. Bireylerin sosyal medya
iletisimlerinin etkilerinin incelenmesi ise daha yeni bir galisma alanidir. Bu g¢alismada sosyal medyada firmalarin
iletisimlerine degil, bireylerin kendi sosyal aglarindaki kisilerle iletisimine odaklanilmaktadir. Calismada 6ncelikle yazin
analizi ile sosyal aglar, tuketici sosyalizasyonu ve satin alma niyeti gibi calismada kullanilan kavramlar Uzerinde
durulmaktadir. ikinci bélimde ise ¢alismanin ydntemi ve yazin analizi sonucunda olusturulan hipotezler belirtiimektedir.
Son béliimde ise regresyon analizi sonuglari agiklanip, ¢alismanin kisitlari ve dneriler kismina yer verilmistir.

2. LITERATUR ANALIzi

Sosyal medya insanlarin fotograf, video, mizik, ongéri ve algilarini iceren fikir ve deneyimlerini paylastiklari ¢evrimigi
platformlardir (Turban vd., 2006). Sosyal medya; etkilesim, isbirligi ve icerik paylasimina olanak saglayan cevrimigi
uygulama, platform ve medyadir. Sosyal medya, bireylerin kiiresel boyutlarda paylasim yaparak, bilgi, goris ve deneyimlerin
paylastig bir mecra olarak yeni bir pazar dénemi baslatmis ve pazarlama icin vazgecilmez bir 6ge haline gelmistir (Ulger,
2012). Sosyal ag siteleri, bireylerin kamuya acik ya da yari agik profil olusturduklari, diger kullanicilar ile baglanti
paylastiklari, kendilerinin ve digerlerinin baglanti listelerini gorebildikleri web bazli sinirh sistemlerdir (Ellison, 2007).

Sosyal medya sitelerinin ilk ¢alisma prensipleri 1970’lerde planlansa da buglinkii kullanimiyla, kullanicilarin bir profil
olusturarak diger kullanicilar ile arkadaslik etmesine olanak vererek, ilk kez 1997’de gelistirilen sosyal medya sitesi Six
Degrees ile hayatimiza girmistir. Web 2.0 donemiyle kullanici katilimina, etkilesimine ve isbirligine olanak veren iki yonla
iletisimin yayginlastigi gorilmektedir (Media, 2013).

ilk uygulamalarinin iizerinden sadece yirmi sene gecmesine ragmen hayatin tiim alanlarinda etkileri gériilmektedir. Tiketici
sosyalizasyonu da bu etki alanlarindan biridir. Tiiketici sosyalizasyonu ve toplumsallastirmasi, genglerin tiketim ile ilgili
yetenek bilgi ve tutumlan gelistirdigi surectir (Moschis ve Churchill, 1978). Tlketici sosyallesme slireci gocuklukla baslar,
yasam boyunca devam eder. Ward ise tiiketici sosyalizasyonunu genglerin pazarda faal tiketiciler olmasini saglayacak bilgi
ve yeteneklerin edindigi slire¢ olarak tanimlamistir (Ward, 1974). Moschis ve Churchill'in (1978) ¢alismasinda sosyal sinif,
cinsiyet gibi 6grenmenin etkilendigi sosyal ortamlar sosyal yapisal degiskenler olarak ifade edilmistir. Sosyalizasyon etkeni,
ajanin birey ile iletisimde olma sikhg ve bireyin 6dil ve cezalandiriimasi Uzerindeki kontroll ile sosyalizasyon ile
iliskilendirilen kisi ya da o6rguttir (Brim, 1966). Ajanlar normlari, tutum, glidileme ve davraniglari 6grenene degisik sosyal
ortamlarda iletirler (Moschis ve Churchill, 1978). Calismalar aile ve akranlarin 6nemli tiiketici sosyalizasyonu etkenleri
oldugunu gostermistir (Bush, Smith, Martin, 1999; Shim ve Gehrt, 1996).

Akranlarin distinceleri ergenlikten itibaren sosyalizasyon sirecinde ¢ok 6nemlidir (Valkenburg ve Buijen, 2005). Pazarlama
yazininda akran iletisiminin, tiliketici sosyalizasyon sirecinin gelismesine katkida bulundugunu kanitlayan c¢alismalar
mevcuttur (Churchill ve Moschis, 1979; Moschis ve Moore, 1979; Isler, Popooer, Ward, 1987).

Akran iletisimi, akranlarin birbirine s6zIi destekleme ya da s6zsiiz taklit ile belirli niyetlerin ve davranislarin onaylanmasi ve
tesvik edilmesidir (Lueg ve Finney, 2007). Akran iletisiminin satinalma davranisini ve niyetini etkiledigi gosterilmistir (Lueg,
Ponder, Beatty, Capella, 2006). Eger akranlar bir marka hakkinda konusurlarsa, o Grtnln farkindahgi artar (Xie ve Lee,
2015). Moschis ve Churchill (1978) tarafindan akranlar; arkadaslar, sinif arkadaslari ve yasitlar olarak tanimlanmistir.

Sosyal medya ile kullanicilar akranlarini arkadas aglarina ekleyerek iletisimde bulunurlar (Zhang ve Daugherty, 2009). Sosyal
medya tuketici sosyalizasyonu igin yeni bir kanal haline gelmis ve tuketici davraniglarinda degisiklikler yaratmistir (Lueg vd.,
2006).

Sosyal medya ilk donemlerinde genclerin tek elindeyken, ilerleyen dénemlerde yas, cinsiyet, sosyoekonomik sinif
gbzetmeksizin tim bireylerin siklikla kullandigi bir mecra haline gelmistir. Neredeyse tim tlketici gruplarinin aktif bir
sekilde kullandigl bu mecra pazarlama igin 6nemli bir alan haline gelmistir. Gintimuzde firmalar sosyal medyayi aktif olarak
kullanmaktadirlar. 2011 yilinda yapilan bir ¢alisma Fortune 500 listesinde olan sirketlerin %80’inin sosyal medyayi
kullanmakta oldugunu séylemektedir (Hameed, 2011).

Sosyal medyanin marka itibari Gzerinde de 6nemli etkisi vardir (Kim veKo, 2012). 2008 yilinda yapilan bir arastirmaya gore
tlketicilerin %70’ibilgi almak igin sosyal medya sayfalarini ziyaret etmektedir, %49’u sosyal medyada bulduklari bilgi 1s1§inda
karar vermektedir. Tlketiciler, bilmedikleri markalar hakkinda fikir olustururken giderek daha fazla sosyal medyayi
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kullanmaktadirlar (Baird ve Parasnis, 2011; Naylor vd., 2012).Tiiketicilerin fikirleri ve hem pozitif hem de negatif
deneyimleri, diger tiiketicilerin marka, trlin ya da firma hakkindaki fikirlerini ve satin alma kararini etkilemektedir (Gupta,
2013). Sosyal medyada akranlarin, arkadaslarin Griin ve hizmetlerle ilgili ifade ve yorumlari satin alma davranisini
etkilemektedir (Sin, Nor, Al-Agaga, 2012). Olasi musteriler, mevcut tiiketicilerin yazdiklarini okuyarak, marka ve firma imaji
olusturmanin yaninda driin bilgisi edinerek satin alma kararlarini olusturmaktadirlar (Kozinets vd., 2010; Shin, 2008).

Satinalma niyeti, karar verme sirecinde tiiketicinin bir markaya ya da driine yaklasma niyeti olarak tanimlanmistir (Dodds
vd., 1991;Wells vd.,2011). Satinalma niyeti satinalma karar slrecinin en kritik noktalarindan biridir (Mutlu vd.,2011).
Pazarlama iletisiminin temel amaci tiiketicilerin pazarlanan {riin ile ilgili satinalma niyeti olusturmalaridir. Firmalarin sosyal
medya aktiviteleri tiiketicilerin satinalma niyetini arttirmalidir (Kapferer, 2008).

Tiketiciler satin alma karari verirken, en glivenilir bilgiyi akran tavsiyelerinden edinebileceklerini diisinmektedirler (Smith
vd.,2005). Marka ile ilgili bilgiye geleneksel medya kanallari yerine sosyal kaynaklardan ulasilmasi satin alimi daha fazla
tetikler (Olbrich vd Holsing, 2011; Trusov vd., 2009).Akranlar tarafindan aktarilan bilgi tiiketicinin tanimadigi kaynaklardan
gelenlere gore tiiketiciyi daha fazla etkilemektedir (De Bruyn ve Lilien, 2008). Satin alma kararinin yaninda akran iletigimi
ayni zamanda marka farkindaligi konusunda da pozitif etki gostermektedir (Valkenburg ve Buijen, 2005).

3. VERi VE YONTEM

CGalismanin amaci sosyal medyada akran iletisiminin Griine karsi tutum ve satin alma niyeti lzerindeki etkiyi incelemektir.
Bugtline kadar yapilan ¢alismalarda internet ortaminda bireylerin satin alma davraniglari incelenirken gogunlukla firma yonli
iletisime odaklaniimistir. iletisimde teknolojinin giderek artan etkisinin yani sira insani iliskiler, akran iletisimi énemini
korumaktadir. Sosyal medyada akran iletisimi, tlketici sosyalizasyonu ve satin alma niyeti baglaminda yazin taramasi
yapilmis olup hipotezler olusturulmustur.

H1: Akran grubuna aidiyet, sosyal medyada tiiketim temelli akran iletisimini arttirir.
H2: Sosyal medyada gergeklesen tiiketim temelli akran iletigimi, Urlinlere yonelik tutumlari arttirir.
H3: Uriine iliskin tutumlar, satin alma niyetini artirir.

Anket formu konu ile ilgili yazin taramasi sonucunda Algesheimer, Dholakia ve Hermann’in (2005) akran grubu ile
Ozdeslesme 6lgegi, Moschis ve Churchill’in (1978) akran iletisimi, Crites, Fabrigar ve Petty (1994)'in UrlUne karsi tutum ve
Taylor, Houlahan ve Gabriel (1975)’in satin alma niyeti 6lcekleri kullanilmistir. Olcekler daha dnce Siidas ve Tége (2015)
tarafindan yapilan bir ¢calismada Tirkgeye gevrilmis ve uygulanmistir.

Veriler kapali uglu sorularla yapilandiriimis anket formu kullanilarak toplanmistir. Calismanin ana kiitlesi interneti ve
ozellikle sosyal medyayi aktif kullanan bireylerdir. Sosyal medyayi aktif kullanan bireylere ulasmak igin anketin ilk sorusu son
alti ay igerisinde bireyin ilgilendigi bir tGrin ya da hizmet ile ilgili sosyal medyayi kullanip kullanmadigini belirttigi eleme
sorusudur. Anketin ilk béliminde akran grubuna aidiyet, akran iletisimi; ikinci bolimde ise Grtn ile ilgili tutum ve satin alma
niyeti sorulmustur. Son boélimde ise sosyal ag kullanim sikhigi, kullanilan sosyal aglarin siralanmasi ve sosyal aglarda akranlar
ile konusulan konu basliklari sorulmustur. Orneklem yéntemi olarak kolayda érneklem tercih edilmistir. Calisma Nisan-
Mayis 2016 déneminde Yeditepe Universitesi &grencilerine internet ortaminda uygulanmistir. Toplamda 200 anket
dagitilmis olup, 13 cevaplayici ilk soruda sosyal medya kullanmadigini belirttiginden, 187 anket ile devam edilmistir. Eksik
dolduran formlar ¢ikartildiktan sonra analizlere 166 anket ile devam edilmistir. Veriler SPSS 20 programinda analiz
edilmistir.

4. ARASTIRMA BULGULARI

Arastirmaya katilan cevaplayicilarin yas ortalamasi 23 olup, 87 kadin (%53), 78 erkek (%47) cevaplayici bulunmaktadir.
Katihmcilarin %68.7’si glinde en az bir kere sosyal aglarda akranlari ile iletisime gectigini belirtmistir. Katihmcilarin sadece
%10, 2’si haftada bir ve daha az iletisime gectigini belirtmistir.

Katilimcilardan akranlari ile iletisimde bulunduklari sosyal aglari siralamalari istendiginde, ilk sirada Whatsapp, daha sonra
sirasiyla Instagram, Facebook, Twitter geldigi goriilmistir. Sosyal aglarda katiimcilarin en fazla konustuklari konular ise
sirasi ile arkadaglar, glindem, aligveris, spor ve politikadir.

Veri setinin normal dagilima sahip olup olmadigini tespit etmek igin 6rnek sayisi buyik (6rnek sayisi >50) oldugundan
Kolmogorov-Smirnov testi yapilmis ve p degerlerinin 0.05 degerinin tzerinde oldugu gorilmistir. Hem sosyal medya akran
aidiyeti ve iletisimi hem de Uriin tutumu ve satin alma niyeti Olgeklerindeki ifadelerin hangi faktorler altinda toplandigini
gormek amaciyla tim testler faktor analizine tabi tutulmustur. Sosyal medya akran aidiyeti ve iletisimi sorularinin faktor
analizi sonucunda 10 ifadenin iki faktor altinda toplandigi géralmdistir (Tablo 1).
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Tablo 1: Kesfedici Faktor Analizi
.. Faktor Yukleri
DEGISKENLER (0, 875)
F1 F2 F3 F4
Sosyal Medyada Akran iletisimi (0,918) 266
Sosyal aglarda arkadaslarimla Grtinler/markalar hakkinda konusurum '
Sosyal aglarda arkadaslarimla bir tGriinii/markayi satin almakla ilgili 805
konusurum. '
Sosyal aglarda arkadagslarima triinlerle/markalarla ilgili tavsiyelerini sorarim. .883
Sosyal aglarda arkadaglarimdan urinlerle/markalarla ilgili bilg i alirnm .883
Sosyal aglardaki arkadaslarim beni bir Girtin satin almaya tesvik eder.
.661
Sosyal Medya Akran Grubu Aidiyeti (0,877)
Sosyal aglardaki arkadaslarima oldukga bagliyimdir. .759
Sosyal aglardaki arkadaslarim ve ben ortak amaglara sahibiz. 724
Sosyal aglardaki arkadasliklarim bana ¢ok sey ifade eder. .873
Sosyal aglardaki arkadaslarim bir seyler yapmayi planlarsa bunu onlarin 229
yapacagi seyden ziyade hepimizin yapacagimiz bir sey olarak géririm. '
Kendimi sosyal aglardaki bir arkadas grubunun pargasi olarak gériiyorum.
773
Tutum(0,668)
Hoslandim /Hoglanmadim .597
iyi/koti
.861
Satinalma Niyeti (0,749)
Olasi /Olasi degil .701
Stiphesiz/ Belirsiz .848
Kesinlikle/Kesin degil .832
Aciklanan Varyans %24.34 1%22,46 (%15,29 (%8,53
KMO 0,833
Barlett’s Test of Sphericity 1220,717
df 102
sig. ,000

Regresyon analizinden 6nce temel degiskenler arasindaki iliskiyi incelemek amaciyla korelasyon analizine bagvurulmustur.
Korelasyon analizi neticesinde F2 ve F4 arasinda, F3 ve F2 arasinda anlamli bir iliski bulunamamigstir. En yiksek anlamli iligki

F1ve F2(r=, 532; p=0,000), F3 ve F4 (r=0,491; p=0,000) ve F1 ve F3 arasinda (r=, 253; p=, 000) bulunmustur.

Arastirma modelindeki ifadelerin faktor analizine tabi tutulmasiyla elde edilen doért boyutun agiklayiciliklarini test etmek

Uzere regresyon analizi kullaniimistir.
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Sosyal medya akran aidiyetinin akran iletisimine etkisine iliskin yapilan regresyon analizi sonucuna gore, F testinin 64,176 ve
modelin anlamli (p=, 000) oldugu gorilmustir (Tablo2) Modelin agiklayiciligi ise %27, 8'dir. Buna gore H1, akran grubuna
aidiyet, sosyal medyada tiiketim temelli akran iletisimini arttirir, desteklenmistir.

[Tablo 2: Sosyal medya akran aidiyetinin akran iletisimine etkisi - Regresyon analizi
Bagimli Degisken: Akran iletisimi
Beta tdegeri p degeri
Sosyal Medya Akran Aidiyeti 0,532 8.011 0,000
R: 0,532; R2: 0.282; F degeri = 64,176 ;p degeri=.000

Sosyal medya akran iletisiminin Grlin tutumuna etkisi regresyon analizine tabi tutuldugunda anlamli bulunmamistir ( p
degeri= 0,085). H2, “sosyal medyada gergeklesen tiiketim temelli akran iletisimi, Girtinlere yonelik tutumlari arttirir”,
hipotezini destekleyecek sonug bulunamamistir.

Tablo 3: Uriin ile ilgili tutumun satin alma niyetine etkisi - Regresyon analizi
Bagimh Degisken: Satinalma Niyeti
Beta tdegeri pdegeri
Uriin ile ilgili tutum 0,491 6,948 0, 000
R: 0,491; R2: 0.241; F degeri = 48,271; p degeri= .000

Uriin ile ilgili tutumunun satin alma niyetine etkisine iligkin yapilan regresyon analizi sonucuna gére, F testinin 48,271 ve
modelin anlamli (p=, 000) oldugu gorulmustir (Tablo3). Modelin agiklayiciligl ise %24, 1'dir. Buna gore H3, “lrine iliskin
tutumlar, satin alma niyetini artirir” desteklenmistir.

5. SONUC

Bu g¢alismada 6nerilen arastirma modeli biitiin olarak dogrulanmamasina ragmen bazi degiskenler arasindaki iliskiler tespit
edilmistir. Sosyal medya akran aidiyeti, tiketim temelli akran iletisimini arttirmaktadir. Sosyal agdaki gruba aidiyet hissi
bireylerin tiketim temelli akran iletisimlerini arttirmaktadir. Benzer sekilde Wang, Yu ve Wei (2012) ¢alismasinda da grup
aidiyetinin iletisime pozitif etki ettigi gorilmustir.

Sosyal medyada akranlari ile hakkinda konustuklari Griin ve markalara iliskin tutum ile satin alma niyetleri arasinda da
belirgin iliski bulunmustur. Stidas ve Tége'nin (2015) ¢alismasinda da uriin ile ilgili tutumun satin alma Uzerinde etkisi
gosterilmistir.

Yapilan istatistiki analizler neticesinde akran iletisiminin Wang, Yu ve Wei’'nin (2012) ve Siudas ve Tdge’'nin, (2015)
galismalarinin aksine Grlin tutumuna etkisine ait bulgu saptanmamistir. Calismanin farkh bir zaman ve cografyada yapilmis
olmasi, 6rneklem yas grubunun farkh olmasi, internet kullanim aliskanliklarinin zaman igerisinde degismesi bu bulgunun
sebepleri olabilir.

Bu calismada gorildugu lzere bireylerin gunlik iletisimlerini sosyal medya Uzerinden yiritmeleri tiketim aliskanliklari
Gzerindeki etkisi beklenildigi diizeyde degildir. Diger bir deyisle pazarlama yoneticileri artan sosyal medya kullanimini marka
tutumu ve satin alma davranisini tetikleyecek uygulamalara yon vermelidirler. Akran iletisiminde Griin hakkinda pozitif
tutum olusturacak uygulamalara (oyunlastirma, promosyon) odaklaniimalidir.

Arastirmanin temel kisitlarina bakildiginda verilerin kolayda &rneklem yontemiyle sinirh sayida katiimcidan toplandigi
sdylenebilir. ileride bu konuyu calisacak arastirmacilarin tesadiifi drneklem yéntemiyle daha genis kitlelere ulagsmasi tavsiye
olunur. Bir marka ya da lrln kategorisi belirtilerek yapilacak ¢alismalar konuya katki saglayacaktir.
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ABSTRACT

Purpose - This study aims to compare consumers' brand perception of traditional and non-traditional brands.

Methodology - Consumers who live in Ankara constitute the universe of the study. The data were collected using the face-to-face survey
method. The questionnaire contains statements measuring brand value of both traditional and non-traditional brands for soup and sport
shoes .

Findings- According to the results obtained in the study, brand perceptions of traditional brands were found higher than those of non-
traditional brands.

Conclusion- The study revealed that there was a meaningful difference between consumers' brand perceptions of traditional and non-
traditional brands, and that this difference was in favor of traditional brands

Keywords: Traditional brand, brand equity, association, awareness, loyalty, perceived quality
JEL Codes: M30, M31, M39

FARKLI URUN KATEGORILERI iCIN GENG TUKETICILERIN GELENEKSEL VE GELENEKSEL OLMAYAN
MARKALARA iLiSKiN MARKA DEGERi ALGILAMALARININ KARSILASTIRILMASI

OzZET

Amag- Bu calisma tiketicilerin geleneksel ile geleneksel olmayan markalarin marka degeri algilamalarinin karsilastiriimasini hedeflemektedir.
Yontem- GCalismanin evrenini Ankara’da yasayan tiketiciler olusturmaktadir. Veriler yiz ylze anket yontemi kullanilarak toplanmistir. Soru
kagidinda spor ayakkabisina ve sabun icin geleneksel ve geleneksel olmayan birer markaya iliskin marka degerini 6lgen ifadelere yer
verilmigtir.

Bulgular- Calisma sonucunda elde edilen verilere gére geleneksel markalarin marka degeri algilamalari geleneksel olmayan markalara goére
daha yiiksek bulunmusgtur.

Sonug- Arastirma ile tuketicilerin geleneksel ve geleneksel olmayan markalara iliskin marka algilamalari arasinda anlamli bir fark oldugu ve bu
farkin geleneksel markalarin lehine oldugu sonucuna ulasiimigtir

Anahtar Kelimeler: geleneksel marka, marka degeri, farkindalik, sadakat, ¢agrisim, algilanan kalite
JEL Kodlari: M30, M31, M39

! This article is expanded version of the paper presented at the Global Business Research Congress 2017.
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1. GiRiS

GlniimUzde, hem ulusal hem de uluslararasi pazarlarda, basarili markalara sahip olan isletmelerin tiketici beklentilerini
karsilayarak bunun yani sira, markalarini rakiplerden farklilastiracak belirleyici 6zellikler Gzerine dayandirdiklari gériilmektedir.
Bu baglamda yogun rekabet ortaminda isletmeler marka degerini pazarda basarili olabilmenin anahtari olarak gérmektedir.
Geleneksel marka kavrami gegmisten glinimize kadar varligini siirdiiren, muhtemelen gelecekte de var olacak olan kokli
markalar olarak degerlendirilmektedir. Olgun yasta olan bu markalar, yash markalar olarak goérilebilecegi gibi, kendilerini
surekli yenileyerek kokli ama modern algisi ile bir konumlandirma da yapabilmektedir. Varhgini basariyla surdirebilen
geleneksel markalar, tlketicilere gliven hissi vererek satin alma sirasinda karsilasabilecekleri riski minimize edebilme vaadi
sunmaktadir. Kéklii gecmisleri olan bu markalarin nesilden nesile aktarimi da miimkiin olabilecektir. Ozellikle duygusal,
geleneklerine ve aile degerlerine bagli toplumlarda bu markalarin tercih edilebilirliginin artacagi distinilmektedir.

Tiketicilerin geleneksel markalara iliskin tutumlarinin ne oldugu, pazarlama yonetimi igin olduk¢a 6nemli bir rekabet stratejisi
verisidir. Hofstede’in yasam kalitesi indeksine gore ‘disil kiltir’ 6zelligi gésteren Turkiye’nin geleneksel ve duygusal bir toplum
olmasi dolayisiyla, Tirk tlketicilerinin geleneksel markalara iliskin tutumunun ortaya konmasi, pazarlama teorisyenleri ve
pratikteki pazarlama yoneticileri icin 6nemli bir agigl kapatacaktir. Bu baglamda arastirma amaci; Turk tiketicilerinin
geleneksel markalarin kendileri igin ne ifade ettigini, tercih edilebilirlik diizeyinin ne oldugunu ve geleneksel markalar ile
geleneksel olmayan markalara iligkin marka degerinin ne oldugunu ortaya koymaktir. Bu baglamda &ncelikle galismanin
literatir kisminda, marka, marka degeri ve geleneksel marka kavramlari agiklanmis, sonrasinda, ¢alismanin uygulama
kisminda yer alan sorularin analizini iceren bulgular tablolar yardimiyla gésterilerek yorumlanmustir.

2. LITERATURE iNCELEMESi

2.1. Marka ve Marka Degeri Kavrami

Amerikan Pazarlama Dernegi’ne gére marka, bir satici veya satici grubunun mal ve hizmetlerini tanimlamay: ve rakiplerinden
ayristirmayi amaglayan bir isim, terim, isaret, sembol, tasarim veya bunlarin bir bilesimdir. isletme yeni (iriinii igin yeni bir isim
, sekil ,sembol yarattiginda yeni bir marka yaratmistir (Keller, 2003). Markanin pazari farkl hedef gruplara bélme gérevi vardir
ve arzin farkhlastirimasinda 6nemli bir stratejidir. Marka bir Griinin gegmisi ve gelecegidir, Grinlere anlam katar, yon verir ve
zaman igerisinde tiiketici ile firma arasinda karsilikli bir anlasmaya déniismektedir (iTO, 2006).

Marka degeri tiiketicilere herhangi bir karisikliga mahal vermeden mesajlarin ayirt edilebilmesi, satin alma, kararlarindaki
giiven duygusunun artirilmasi ve miisteri memnuniyetinin yaratilmasi gibi avantajlar sunmaktadir. Ote yandan, saticilar
da pazarlama etkinliginin artirilmasi, marka bagliliginin olusturulmasi, karlihgin artirilmasi ve rakiplerden farklilasma gibi
katkilarda bulunmaktadir (Lin & Kao, 2004). Aaker’a gére marka degeri, isletmelerin tiiketicilere sundugu mal ve hizmetlerin
degerini arttiran veya azaltan, markanin isim veya sembol gibi ayirt edici 6zelliklerine bagli aktif ve pasif varliklar toplulugudur.
(Aaker, 1991) Keller marka degeri igin, tlketicilerin bir markanin pazarlanmasinda verdikleri tepkiler lzerindeki marka
bilgisine bagl fark etkisidir diyerek tiiketici odakli bir marka degeri tanimlamasi yapmis ve marka degerini iyi niyet ve olumlu
etkilerin bir birikimi olarak gormustir. (Keller, 2003). Marka degeri, Marka sadakati, marka farkindahgi, marka ¢agrisimlari,
algilanan kalite seklinde dort boyutta kendisini gdstermektir (Aaker, 1991). Tlketicinin satin alma karar siirecinde marka
farkindaligl, markayi tanima ve hatirlama performansini igeren bir olgudur. Marka farkindaligl, o markayi hatirlamak tzere
tUketiciye verilen Urln kategorisi arasinda, o markanin segilebilme yetenegidir (Alkibay, 2002). Tiketici ne kadar ¢ok o
markayi gorir, duyar, dislnirse, marka hafizalarinda o denli giicli yer edineceginden, tiiketici i¢in deneyim yaratacak
herhangi bir unsur, marka ismi, semboli, logosu, ambalaji veya slogani potansiyel asinaligi ve farkindahg arttiracaktir (Keller,
2003). Algilanan kalite bir markanin tiiketicilerin géziinde nasil algilandigiyla ilgilidir. Uriiniin veya hizmetin niyet edilen
amacina gore, rakiplerine kiyasla genel kalite veya UstUnlugine iliskin musteri algilamasidir (Aaker, 1991). Algilanan kalite
subjektif bir kriter olup tiketicilerin bes duyu organina bagl olarak edindikleri bilgi girdilerinin segilmesi, siraya konulmasi ve
yorumlanmasidir (Alkibay, 2002). Marka sadakati, tiketicilerin bir markayi deneyip, performansindan memnun kalmalari ve
satin almalari durumudur (Kapferer,1992). Bir kategoride pek ¢ok marka arasindan bir markanin tercih edilmesi ve satin
alinmasi da marka sadakati olarak nitelendirilmektedir (Berktam ve Gilson, 1981). Marka sadakati, marka degistirmeyi
Ozendirici tim pazarlama faaliyetlerine ragmen bir Griin veya hizmeti gelecekte tekrar alma taahhldiinde bulunarak, strekli
ayni markay tekrar tekrar satin almak olarak tanimlanabilir (Chaudhuri ve Halbrook, 2001). Bir isletme igin markanin degeri, o
markanin olusturdugu sadik musteriler kadar gergeklesmektedir. Olusturulacak marka sadakatinin, isletme tarafindan bir
deger olarak kabul edilmesi, sadakat olusturmak igin gergeklestirilen programlarla ayni zamanda markanin degeri de
artabilecektir (Aaker, 1996). Tuketici odaklh marka degeri markanin olumlu ¢agrisimlara sahip olmasini gerektirmektedir.
Degerli bir marka yaratmak isteyen bir isletme, yaratacagi markaya; uygun, gicli ve essiz bir marka ¢agrisimi da yaratmalidir.
Marka degerinin ylksek olmasi sadece markanin nitelikleri, faydalari ya da kimligi ile ilgili degil, tuketicilere yaratacagi
gagrisimlarla da desteklenmelidir (Keller, 2003). Cagrisimlar satin ama kararlari ve marka sadakati icin esas teskil
etmektedirler. Cok sayida ¢agrisim olabilir ve bu ¢agrisimlarin deger yaratacagi yollar da gesitlidir (Erdil ve Uzun, 2009).

DOI: 10.17261/Pressacademia.2017.736 480



Journal of Management, Marketing and Logistics -IMML (2017), Vol.4(4),p.479- 492 Catli, Sertoglu, Ors

2.2. Geleneksel Marka

Geleneksel markalar, triinlerin gekirdek degerlerinin ve performansinin givenilir oldugunun kaniti olarak, uzun omir ve
surdirulebilirlik anlamina gelmektedir (Wiedmann, Hennigs, Schmidt, Wuestefeld, 2011). Geleneksellik, uzun 6murlaligi ve
surdirulebilirligi temsil ederek, markanin temel degerlerinin ve performansinin gergek ve kalici oldugunu paydaslar igin bir
vaat olarak sunmaktadir (Urde 2003). Tiketiciler, genel olarak geleneksel markalari tercih etme egilimindedir; ¢linkid bu
markalar daha guvenilir olarak algilanmaktadir. Bu nedenle, bu tlr segimler bir satin alma kararinin algilanan risklerini en aza
indirgemektedir (Leigh, Peter ve Shelton 2006). Gegmise dayanan tarihsel bir genel bakisin aksine, geleneksel markalar sadece

"gecmis" zaman gergevesini degil, "simdiki" ve "gelecegi" de kapsamaktadir (Wiedmann, vd., 2011).
2.3.Geleneksel Marka ve Marka Degeri iligkisi

Geleneksellik, bir markayl daha otantik ve givenilir hale getirmeye yardimci olarak marka igin kaldirag saglamaktadir.
Dolayisiyla, geleneksel markalarin marka algisi (izerinde genel olarak olumlu bir etkisi oldugu soylenebilmektedir (Wiedmann,
vd., 2011). Urde, Greyser ve Balmer, (2007), geleneksel markayi kurumsal marka kimliginin bir pargasi olarak tanimlayip
"marka kimliginde, sicilinde, uzun émdarlaliginde, ¢ekirdek degerlerde, sembollerin kullaniminda ve 6zellikle tarihinin bir
organizasyonel inanci igindeki 6nemli bir boyutu olarak gormektedir. Geleneksellik, markanin algilanan degerine derinlik,
orijinallik ve inanilirlik ¢agrisimlarinin eklenmesini saglamaktadir (Wiedmann, vd., 2011). Geleneksel marka tiiketicilerin
goziinde deger katmak icin 6nemli bir rol oynamaktadir. Bunun yaninda geleneksel marka isletmeler agisindan daha yiiksek
fiyatlari ve daha ylksek tiketici sadakati kabul etme iradesini saglamaktadir (Urde, Greyser, Balmer 2007). Geleneksel marka,
tiiketiciler nezrinde orijinallik, inanilirlik ve giiven anlamina gelmekte olup ve Ozellikle kiiresel pazarlarda bu marka igin
kaldirag saglayabilmektedir (Aaker 1996; George 2004).

Geleneksel markalarda kimlik degeri son derece gliglii olup, bu markalari gliniimize uygun tanimlar ve 6zellikle gcagdas bir
1sikta yeniden yorumlandiginda markaya deger katmaya yardimci olmaktadir. (Aaker 2004). Calismalar, bir markanin imajinin,
tiiketicinin algilanan kalitesi, performansi ve uzerinde dogrudan etkisi oldugunu gostermistir. Geleneksel marka hem marka
algilamasi hem de tiiketici davranisinin 6nemli bir siirlicist olup, marka imajina etkisi 6nemli derecede guglidir (Wiedmann,
vd., 2011).

2.4. Geleneksel Markanin Dezavantajlari

Bazi durumlarda geleneksel markalar "eski" markalar olarak goriilme ve "keskin kenari" Uzerinde olmama sorunuyla karsi
karsiyadir (Aaker 1996). Geng kusaklara hitap etme ve gelecekteki tiiketicilere marka arzusu sunma ihtiyaci nedeniyle bu
markalarin yonetiminin faydalarini korumasi ve yas bariyerinin Ustesinden gelmek igin yenilik¢i olmasi gerekmektedir
(Wiedmann, vd., 2011). Bir marka tuketiciler tarafindan red edilmeye baslandigi andan itibaren eski bir marka olarak kabul
edilebilecektir. Bu markanin kalitesini kaybettiginden degil, tiiketicilerin yeni tatlar, yeni sesler, yeni gériinimleri eskisine
gore daha fazla tercih etmelerinden kaynaklanmaktadir. Boylelikle tiiketiciler basit bir sekilde ve kademeli olarak markayi
unutmaktadir. Bu da zaman igerisinde markanin Pazar payinin azalmasina ve satiglarinin diismesine neden olacaktir (Jean-
Marc Lehu, 2010). Arastirmalar, ¢ogu 'eski' markanin hala tiketiciler tarafindan takdir edildigini gostermektedir. Tuketiciler
halen o markalardan hoslanmakta; ancak o markalari kullanmayip, satin almamaktadirlar. Bu da markalarin bilingli olarak ya
da biling disi kademeli olarak yok olmasina sebep olmaktadir (Aaker, 1991). Bir marka ¢ok eski bir marka olabilir, ancak
tlketicilerin zihninde hala geng ve ¢agdas kalabilmistir. 6rnegin Dr Pepper'e (1885) veya Coca-Cola'ya (1886) bakuldiginda eski
marka olmalarindan ziyade “marka haline gelmis marka” olarak gorilmektedir (Jean-Marc Lehu, 2010).

3. VERi VE YONTEM

Calismanin evrenini Ankara’da yasayan tiketiciler olusturmakta olup, evrenin blyikliglinden dolayi kolayda 6rnekleme ile
arastirma ornegi segilmistir. Veriler anket yontemi kullanilarak ve yiiz ylze gorisme seklinde toplanmistir.. Anket ¢alismasi
sonucunda elde edilen verilerin paket programi kullanilarak hipotezler test edilmis olup, arastirma sonucu ile Tirk
tiketicilerin geleneksel ve geleneksel olmayan markalara iliskin marka degeri algilamalarinin hangi dizeyde olduguna
belirlenmesine ¢alisiimistir.

Calismada katilimcilarin demografik ozelliklerinden, cinsiyet, yas, egitim, ailelerinin yasadiklari ikamet yeri ve ailelerin gelir
diizeyi hakkinda sorular sorulmustur. Bununla birlikte Aaker (1991) Tiiketici Temelli Marka Degeri Ol¢iimi calismasini temel
alinarak hazirlanan 6lgek, bir tane geleneksel marka bir tane de geleneksel olmayan markaya ait marka degerine iliskin
ifadelerin —farkindalik, algilanan kalite, ¢agrisim, sadakat- katiimcilar tarafindan degerlendirilmesi ve karsilagtiriimasi
amaglanarak hazirlanmistir. Bu markalarin segimi éncesinde pilot bir arastirmaya gidilmistir. Katilimcilara 6ncelikle geleneksel
marka ile geleneksel olmayan marka tanimlari verilmis, literatiirden hareketle segilmis olan Uriin kategorilerinde akillarina
gelen ilk geleneksel marka ile geleneksel olmayan markalari yazmalari istenmistir. Elde edilen yanitlar dogrultusunda en fazla
tekrarlanan markalar spor ayakkabisi kategorisinde Adidas ve New Balance olmustur. Sabun kategorisinde Haci Sakir ve Dove
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olmustur. Elde edilen veriler istatistiksel olarak analiz edilmis, geleneksel marka ile geleneksel olmayan marka arasinda
karsilagtirma yapma igin Wilcoxon-Eslenik Cift Testi kullaniimistir.

CGalismanin hipotezleri asagidaki gibidir :

H1:Geleneksel marka degeri algilamasi ile geleneksel olmayan marka degeri algilamasinda arasinda anlamli bir farkhhk vardir.
Hi,: Geleneksel markanin marka sadakati algilamalari ile geleneksel olmayan markanin marka sadakati algilamalari arasinda
anlamh bir farklilik vardir.

Hi,: Geleneksel markanin marka farkindaligi algilamalari ile geleneksel olmayan markanin marka farkindaligi algilamalar
arasinda anlamli bir farkhihk vardir.

Hy.: Geleneksel markanin marka ¢agrisimi algilamalari ile geleneksel olmayan markanin marka ¢agrisimi algilamalari arasinda
anlamh bir farklilik vardir.

Hi4: Geleneksel markanin algilanan kalite algilamalari ile geleneksel olmayan markanin algilanan kalite algilamalari arasinda
anlamh bir farklilik vardir.

H,: Cinsiyet gruplarina gore geleneksel marka degeri algilamasi ile geleneksel olmayan marka degeri algilamasinda arasinda
anlamh bir farklilik vardir.

H;: Gelir gruplarina gore geleneksel marka degeri algilamasi ile geleneksel olmayan marka degeri algilamasinda arasinda
anlaml bir farklilik vardir.

H,: E8itim gruplarina gore geleneksel marka degeri algilamasi ile geleneksel olmayan marka degeri algilamasinda arasinda
anlamh bir farklilik vardir.

Hs: ikamet yerine gore geleneksel marka degeri algilamasi ile geleneksel olmayan marka degeri algilamasinda arasinda anlamli
bir farkhhk vardir.

4. BULGULAR VE TARTISMA

Arastirmada yer alan katilimcilardan elde edilen veriler SPSS Programi yardimiyla analiz edildiginde asagidaki tablo ve
yorumlara ulasiimistir.

4.1. Katiimcilarin Demografik Ozellikleri

Arastirmaya katilan 268 katiimcidan 169’u kadin olup, 99’u erkektir. Arastirmaya katilan katiimcilarin %45,1’i 18-21 yas arasl,
%42,9'u 22-25 yas arasl, %11,9'u 26 yas ve Ustldir. Arastirmaya katilan 268 katimcidan 1300 ve alti kisi %8,6, 1301 — 2700 TL
arasl %32, 2700 -4100 arasi %31,8, 4101 ve Usti %27,6 kisi yer almaktadir. Katilimcilarin %49,3’i lise mezunu, %44,4’i 6n
lisans ve lisans mezunu, %6,3 lisansiisti mezunudur. Katilimcilarin %21,3’G kasaba ve ilgede, %23,5’i sehirde, %55,2’si
blyiksehirde yasamaktadir.

Tablo 1: Katilmcilarin Demografik Ozellikleri

F %
Cinsiyet Kadin 169 63,1
Erkek 99 36,9
18-21 121 45,1
Yas 22-25 115 42,9
26 yas ve ustlu 32 11,9
1300 TL ve alti 23 8,6
1301-2700 TL 86 32
Gelir
2701-4100 TL 85 31,8
4101 TL ve Ustu 74 27,6
Lise 132 49,3
Egitim durumu Onlisans-Lisans 119 44,4
Lisansusti 17 6,3
Ailelerin ikamet yeri | Kasaba ilce 57 21,3
Sehir 63 23,5
Blyuksehir 148 55,2
268 100
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4.2. Marka Degeri Algilamalari

Marka degeri boyutlarini olusturan ifadelerin kendi iglerinde toplanip ortalamasinin alinmasindan once givenirlik testi
amaciyla her bir boyut icin tek boyutluluk faktor analizi gergeklestirilmis olup, faktér yiklerinin 0,45 Gzerinde oldugu boyutlar
icin Cronbach alpha degerlerinin de kabul edilebilir sinirlar icerisinde oldugu gériilmistiir. ifadelerin diizeltilmis madde toplam
puan korelasyonu degerlerinin de 0,35 (izerinde oldugu hesaplanmis olup (Bearden, Hardest, Rose,2001) boyutlarin giivenilir
oldugu goérulmdistir (Tablo 2-3).

Tablo 2: Marka Degeri Olgegine iliskin Tanimlayici istatistikler (Spor Ayakkabisi)

Adidas New Balance
Boyutlar ifadeler ort TPK C.A ort TPK | C.A
Farkindalik 1.Bu markayi herkes tanir. 4,5000 | ,667 3,4664 | ,681
2.Bu marka kolay hatirlanan bir markadir. 45149 | ,733 | 0,76 | 3,3881 | ,705 | 0,79
3 Bu marka sektorde akla gelen ilk markadir. 3,9440 | ,428 2,6642 | ,510
Algilanan 4. Bu markanin dizayni estetiktir. 3,8918 | ,539 3,5149 | ,529
Kalite 5. Bu markanin kullanimi kolaydir. 4,1157 | ,592 077 3,8284 | ,583 076
6. Bu marka benim tiim beklentilerimi karsiliyor. 3,7276 | ,664 ! 3,3657 | ,616 ’
7. Bu marka kategorideki en kaliteli markadir. 3,4925 | ,534 3,0149 | ,513
8. Bu markadan vazgegmem. 2,8209 | ,668 2,5037 | ,638
Sadakati 9. Bu marka igin alternatif markalara oranla daha fazla fiyat 6demeye 3,0560 | ,693 2,6604 | ,685
raziyim.
10. Bu marka icin gevreme referans olurum. 3,2649 | ,613 0,85 2,8918 | ,647 0,84
11. Benimle ayni markayi kullananlarin 6zel olduklarini digtindriim. 2,5000 | ,661 2,3284 | ,613
12. Bu markayla aramda duygusal bir bag vardir. 2,3619 | ,683 2,1567 | ,654
Cagrisim 13. Bu marka alternatif markalardan farkli bir imaja sahip. 3,6157 | ,529 3,1940 | ,516
14. Bu markanin semboliini goziimde canlandirabilirim. 4,4440 412 3,8134 | ,498
15. Bu markanin sloganini hatirlayabilirim. 3,2276 | ,395 0,69 2,5672 | ,424 0,71
16. Bu markayi sunan isletmeye giivenirim. 3,7351 | ,591 3,4328 | ,554
TPK : Diizeltilmis Madde Toplam Puan Korelasyonu  C.A.: Cronbach Alp
Tablo 3: Marka Degeri Olgegine iliskin Tanimlayici istatistikler (Sabun)
Haci Sakir Dove
Boyutlar ifadeler ort TPK CA ort TPK CA
Farkindalik 1.Bu markayi herkes tanir. 4,3955 ,570 4,1754 ,727
2.Bu marka kolay hatirlanan bir markadir. 4,3545 ,681 0,75 | 4,0709 ,668 0,77
3 Bu marka sektorde akla gelen ilk markadir. 3,5448 ,536 3,3918 ,436
Algilanan 4. Bu markanin dizayni estetiktir. 2,7612 ,417 3,8172 ,444
Kalite 5. Bu markanin kullanimi kolaydir. 3,6604 ,484 073 3,9403 ,549 0.75
6. Bu marka benim tiim beklentilerimi karsiliyor. 3,0784 ,637 ! 3,4590 ,645 !
7. Bu marka kategorideki en kaliteli markadir. 2,9216 ,571 3,1828 ,565
8. Bu markadan vazgegmem. 2,3396 ,700 2,6493 ,583
Sadakati 9. Bu marka igin alternatif markalara oranla daha fazla fiyat 2,2500 695 2,5522 671
6demeye raziyim. ’ ’
10. Bu marka igin cevreme referans olurum. 2,5522 ,708 0,87 | 2,9030 ,713 0,85
11. Benimle ayni markayi kullananlarin 6zel olduklarini 2,0896 2,3134
R ,699 ,671
distnlrim.
12. Bu markayla aramda duygusal bir bag vardir. 2,0522 ,687 2,1306 ,682
Cagrisim 13. Bu marka alternatif markalardan farkli bir imaja sahip. 2,7687 ,511 3,1455 ,437
14. Bu markanin semboliinti goziimde canlandirabilirim. 3,1866 ,494 3,8582 ,382
15. Bu markanin sloganini hatirlayabilirim. 2,4179 ,571 0,75 3,0634 ,541 0,63
16. Bu markayi sunan isletmeye gilivenirim. 3,1269 ,613 3,3396 ,509

TPK: Duzeltilmis Madde Toplam Puan Korelasyonu C.A.: Cronbach Alp

Arastirmaya konu olan markalarin marka degeri unsurlari —farkindalik, algilanan kalite, sadakat ve ¢agrisim- ve genel olarak

marka degeri ortalamalari asagidaki tabloda gosterilmistir (Tablo 4).
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Tablo 4: Marka Degeri ve Bilesenleri igin Tanimlayici istatiskler: Adidas-New Balance/ Haci Sakir-Dove

Ortalama S:;:;a Carpiklik | Basikhk Ortalama |Std. Sapma| Carpikhk | Basiklik
Farkindalik Adidas 4,3197 ,72600 -1,676 3,672 |Haci Sakir 4,0983 ,78153 -1,074 1,316
New Balance 3,1729 |,90472 -,220 -527 |Dove 3,8794 | ,79739 -,828 ,462
Algilanan Adidas 3,8069 |,81033 -,629 ,288  [HaciSakir | 3,1054 | ,81755 -,008 ,048
kalite New Balance 3,4310 |,79992 -,113 198 |Dove 3,5998 | ,77234 -,461 ,419
Adidas 2,8007 | ,98033 ,209 -,465 [HaciSakir | 2 7567 ,98593 ,861 ,308
sadalat New Balance 2,5082 |,92283 ,369 -,238 [Dove 2,5097 ,96457 ,545 -,200
Cagnsim Adidas 3,7556 | ,80696 -,450 -,030 [HaciSakir | 2,8750 | ,98669 ,137 -,466
New Balance 3,2519 |,85897 -,250 -,315 |Dove 3,3517 | ,85085 -214 -,155
Marka degeri Adidas 3,6707 |,66323 -,379 ,226  |Haci Sakir | 3,0838 | ,70853 ,226 ,048
New Balance 3,0910 |,71403 -,079 -,347 |Dove 3,3351 ,61651 -,044 454

Arastirmaya konu olan markalarin marka degeri unsurlari —farkindalik, algilanan kalite, sadakat ve ¢agrisim- ve genel olarak
marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda, geleneksel marka ile geleneksel olmayan marka arasinda hem
marka degeri boyutlari agisindan hem de genel olarak marka degeri algilamalari agisindan istatistiki olarak anlaml bir fark
bulunmus olup, Geleneksel marka olan Adidas, New Balance markasina gore, katiimcilar tarafindan hem marka degerinin her
bir boyutu igin hem de genel olarak marka degeri algisi icin daha olumlu degerlendirilmistir. Bu durumda H,, Hy,, Hy,,H, Ve
Hi4 hipotezi kabul edilmistir (Tablo 5). Ancak sabun grubunda geleneksel marka olan Haci Sakir, Dove markasina gore sadece
farkindalik boyutunda daha olumlu degerlendirilmis, diger boyutlarda geleneksel olmayan Dove markasi istatistiki olarak
anlaml bir sekilde daha olumlu degerlendirilmistir.

Tablo 5: Marka Degeri Karsilagtirmasi Wilcoxon-Eslenik Gift Testi: Adidas-New Balance/ Haci Sakir-Dove

Ortalama N z Anl. Ortalama z Anl.
Adidas 4,3197 Haci Sakir 4,0983

Farkindalik 268 -12,584 ,000 -3,471 ,001
New Balance 3,1729 Dove 3,8794
Adidas 3,8069 Haci Sakir | 3,1054

Algilanan 268 | -6,118 ,000 3 -8,085 ,000
kalite New Balance 3,4310 Dove 3,5998
Adidas 2,8007 Haci Sakir 2,2567

Sadakat 268 -5,398 ,000 -4,766 ,000
New Balance 2,5082 Dove 2,5097
. Adidas 3,7556 Haci Sakir 2,8750

Cagrisim 268 -8,574 ,000 -7,420 ,000
New Balance 3,2519 Dove 3,3517
Adidas 3,6707 Haci Sakir 3,0838

Marka 268 | -10,843 | ,000 2 5,635 | 000
degeri New Balance 3,0910 Dove 3,3351

Arastirmaya konu olan markalarin erkekler agisindan marka degeri unsurlari —farkindalik, algilanan kalite, sadakat ve ¢agrisim-
ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda, geleneksel marka ile geleneksel olmayan marka
arasinda istatistiki olarak anlamli bir fark bulunmustur. Geleneksel marka olan Adidas markasi New Balance markasindan
katilimcilar tarafindan hem marka degerinin her bir boyutu icin hem de genel olarak marka degeri algisi icin daha olumlu
degerlendirilmistir (Tablo 6). Ancak sabun grubunda geleneksel marka olan Haci Sakir, Dove markasina gore sadece farkindahk
boyutunda daha olumlu degerlendirilmis, diger boyutlarda geleneksel olmayan Dove markasi istatistiki olarak anlamh bir
sekilde daha olumlu degerlendirilmistir

Tablo 6: Erkeklere Gre Marka Degeri Karsilagtirmasi -Wilcoxon-Eslenik Cift Testi: Adidas-New Balance/ Haci $akir Dove

N Ortalama z Anl. Ortalama z Anl.
Adidas 99| 4,2963 Haci Sakir | 4,1919
- 2 -
Farkindalik New Balance 99 | 13,0471 8,03 /000 Dove 3,8384 3,680 /000
Algilanan | Adidas 99| 3,7045 Haci Sakir | 3,1187
- -4,2
Kalite New Balance 99| 3,2525 4,370 /000 Dove 3,5076 4,270 /000
Sadakat Adidas 99| 2,7091 -4,069 ,000 Haci Sakir | 2,2970 -2,470 ,014
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New Balance 99| 2,3091 Dove 2,4889

. Adidas 99| 3,6439 Haci Sakir | 2,9040
Cagrisim New Balance 99| 3,0051 -6,052 ,000 Dove 32172 -3,786 ,000

Marka Adidas 99| 3,5885 Haci Sakir | 3,1279
.. -7,141 ,000 -2,706 ,007

Degeri New Balance 99| 2,9035 Dove 3,2630

Arastirmaya konu olan iki markanin kadinlar agisindan marka degeri unsurlari —farkindalik, algilanan kalite, sadakat ve
¢agrisim- ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda, geleneksel marka ile geleneksel olmayan
marka arasinda istatistiki olarak anlamli bir fark bulunmustur. Geleneksel marka olan Adidas markasi New Balance
markasindan, katilimcilar tarafindan hem marka degerinin her bir boyutu igin hem de genel olarak marka degeri algisi igin
daha olumlu degerlendirilmistir. Bu durumda H, hipotezi kabul edilmistir (Tablo 7). Ancak sabun grubunda geleneksel marka
olan Haci Sakir, Dove markasina gore sadece farkindalik boyutunda daha olumlu degerlendirilmis ancak anlamli bir farklilik
bulunamamis, diger boyutlarda geleneksel olmayan Dove markasi istatistiki olarak anlamli bir sekilde daha olumlu
degerlendirilmistir

Tablo 7: Kadinlara Gére Marka Degeri Karsilastirmasi - Wilcoxon-Eslenik Gift Testi: Adidas-New Balance/ Haci $akir Dove

N Ortalama z Anl. Ortalama z Anl.
Farkindah | Adidas 169 4,3333 9 695 000 Haci Sakir 4,0434 -1,653 ,098
k New Balance 169 3,2465 ! ! Dove 3,9034
Algilanan | Adidas 169 3,8669 4288 000 Haci Sakir 3,0976 -6,827 ,000
Kalite New Balance 169 3,5355 ! ! Dove 3,6538
Adidas 169 2,8544 Haci Sakir 2,2331 -4,122 ,000
K -
Sadakat I wBalance | 169 | 2,6240 | 038 | 000 Ipoie 2,5219
. Adidas 169 3,8210 Haci Sakir 2,8580 -6,396 ,000
Cagrisim  |'New Balance | 169 3,3964 -6,132 | ,000 [poye 3.4305
Marka Adidas 169 3,7189 8177 000 Haci Sakir 3,0580 -5,009 ,000
Degeri New Balance 169 3,2008 ! ! Dove 3,3774

Arastirmaya konu olan markalarin gelir gruplarina gére marka degeri karsilastirmasi yapilmistir. Buna gére 1300 TL ve alti gelir
grubuna sahip kisiler agisindan marka degeri unsurlari —farkindalik, algilanan kalite, sadakat ve g¢agrisim- ve genel olarak
marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda geleneksel marka ile geleneksel olmayan marka arasinda Adidas
Markasi New Balance Markasina gore daha olumlu degerlendirilmistir. Farkindalik, ¢agrisim ve marka degeri agisindan
istatistiki olarak anlamli bir fark bulunmustur (Tablo 8). Geleneksel marka olan Haci Sakir markasi Dove markasinda goére
sadece farkindalik boyutunda daha olumlu degerlendirilmis ancak anlamh bir farkhhk bulunamamis, sadakat, ¢agrisim,
algilanan kalite ve genel olarak algilanan marka degeri agisindan Dove markasi anlamli bir sekilde daha olumlu
degerlendirilmistir

Tablo 8: 1300 TL ve alti Gelir Grubuna Gére Marka Degeri Kargilastirmasi - Wilcoxon-Eslenik Cift Testi: Adidas-New Balance

N Ortalama z Anl. Ortalama z Anl.
Farkindali | Adidas 23 4,2609 Haci Sakir 3,9130
-4,02 -,04 2
k New Balance 23 2,7391 023 /000 Dove 3,8551 /048 96
Algilanan | Adidas 23 3,6196 Haci Sakir 3,1304
-1,706 088 -3,590 000
Kalite New Balance 23 3,1522 ! ! Dove 3,6848 ! !
Adidas 23 2,7739 Haci Sakir 2,1826
ki . -1 111 . -2,287 22
Sadakat I Balance | 23 | 2.4522 95 ' Dove 2,4870 287\ 0
; Adidas 23 3,6957 Haci Sakir 2,8370
Cagrisim New Balance 23 29674 -3,191 ,001 Dove 34130 -2,904 ,004
Marka Adidas 23 3,5875 Haci Sakir 3,0158
. . -3,437 ,001 -2,381 ,017
Degeri New Balance 23 2,8277 Dove 3,3600

Arastirmaya konu olan markalarin 1301-2700 TL arasi gelir grubuna sahip kisiler agisindan marka degeri unsurlari —farkindalk,
algilanan kalite, sadakat ve ¢agrisim- ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda geleneksel
marka ile geleneksel olmayan marka arasinda Adidas Markasi New Balance Markasina gére daha olumlu degerlendirilmis
olup, farkindalik, ¢cagrisim, sadakat, algilanan kalite ve marka degeri agisindan istatistiki olarak anlaml bir fark bulunmustur
(Tablo 9). Geleneksel marka olan Haci Sakir markasi Dove markasinda gore sadece farkindalik boyutunda daha olumlu
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degerlendirilmis ancak anlamli bir fark bulunamamis, ¢agrisim, algilanan kalite ve genel olarak algilanan marka degeri
acisindan Dove markasi anlamli bir sekilde daha olumlu degerlendirilmistir.

Tablo 9: 1301-2700 TL arasi Gelir Grubuna Gore Marka Degeri Karsilastirmasi - Wilcoxon-Eslenik Cift Testi:
Adidas-New Balance/ Haci Sakir-Dove

N Ortalama z Anl. Ortalama z Anl.
Adidas 4,2093 Haci Sakir 4,1008
Farkindahk New Balance 86 30814 -6,855 ,000 Dove 3.8760 -1,678 | ,093
Algilanan | Adidas 3,7703 Haci Sakir 3,2035
86 -4,701 ,000 -2,910 | ,004
Kalite New Balance 3,2471 Dove 3,4884
Adidas 2,6907 Haci Sakir 2,3442
Sadakat 86 -3,711 ,000 -1,550 | ,121
adaka New Balance 2,3465 Dove 2,4279
y Adidas 3,7064 Haci Sakir 2,9390
Cagrisim New Balance 86 30378 -5,622 ,000 Dove 3,244 -3,145 | ,002
Marka Adidas 3,5942 Haci Sakir 3,1469
L. -6,474 , -2,44 ,01
Degeri New Balance 86 2,9282 6 000 Dove 3,2591 3 015

Arastirmaya konu olan markalarin 2701-4100 TL arasi gelir grubuna sahip kisiler agisindan marka degeri unsurlari —farkindalik,
algilanan kalite, sadakat ve ¢agrisim- ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda geleneksel
marka ile geleneksel olmayan marka arasinda Adidas Markasi New Balance Markasina goére daha olumlu degerlendirilmis
olup, farkindalik, ¢cagrisim, sadakat, algilanan kalite ve marka degeri agisindan istatistiki olarak anlamli bir fark bulunmustur
(Tablo 10). Geleneksel marka olan Haci Sakir markasi, Dove markasinda gore sadece farkindalik boyutunda daha olumlu
degerlendirilmis olup, ¢agrisim ve algilanan kalite agisindan Dove markasi anlamli bir seklide daha olumlu degerlendirilmistir.

Tablo 10: 2701-4100 TL arasi Gelir Grubuna Gore Marka Degeri Karsilastirmasi - Wilcoxon-Eslenik Cift Testi:
Adidas-New Balance

N Ortalama z Anl. Ortalama z Anl.
Adidas 4,3765 Haci Sakir 4,1569

Farkindalk 85 4 -7,208 ,000 > 4 -3,215 ,001
New Balance 3,2235 Dove 3,7922
Adidas 7 Haci Sakir 211

Algilanan gs |>8706 | 1g8 013 > 32118 | 4167 | 000
Kalite New Balance 3,6206 Dove 3,6206
Adidas 2,9059 Haci Sakir 2,5176

Sadakat 85 -2,789 ,005 ? -1,422 ,155
New Balance 2,6753 Dove 2,6118
Adidas 3,8794 Haci Sakir 3,0882

Cagrisim New Balance 85 34441 -4,545 ,000 Dove 3,3912 -3,498 ,000
Mark Adidas 3,7581 Haci $akir 3,2436

arka 85 6,093 ,000 : 1,730 | 084
Degeri New Balance 3,2409 Dove 3,3539

Arastirmaya konu olan iki markanin 4101 TL ve Uzeri gelir grubuna sahip kisiler agisindan marka degeri unsurlari —farkindalik,
algilanan kalite, sadakat ve ¢agrisim- ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda, geleneksel
marka ile geleneksel olmayan marka arasinda marka degeri unsurlari ve marka degeri agisindan istatistiki olarak anlamli bir
fark bulunmustur. Geleneksel marka olan Adidas, katiimcilar tarafindan hem marka degeri unsurlari icin hem de genel olarak
marka degeri algisi icin New Balance markasina goére daha olumlu degerlendirilmistir (Tablo 11). Geleneksel marka olan Haci
Sakir markasi Dove markasinda gére sadece farkindalik boyutunda daha olumlu degerlendirilmis ancak anlamli bir fark
bulunamamis, sadakat, ¢agrisim, algilanan kalite ve genel olarak algilanan marka degeri acisindan Dove markasi anlaml bir
seklide daha olumlu degerlendirilmistir.
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Tablo 11: 4101 TL ve iistii Gelir Grubuna Gore Marka Degeri Karsilastirmasi - Wilcoxon-Eslenik Cift Testi: Adidas-New

N Ortalama z Anl. Ortalama z Anl.
Adidas 4,4009 Haci Sakir 4,0856 -1,074 ,283
Farkindalik 74 -6,713 ,000
arkindatl New Balance 3,3559 Dove 3,9910
Algilanan Adidas 3,8345 Haci Sakir 2,8615 -5,768 ,000
Kalite New Balance 74 3,5135 2,725 /006 Dove 3,6791
Adidas 2,8162 Haci Sakir 1,8784 -4,309 ,000
kat 74 -2,502 012
Sadaka New Balance 25216 | ' Dove 2,4946
. Adidas 3,6892 Haci Sakir 2,5676 -5,135 ,000
Cagrisim New Balance | 74 3,3682 -3,457 001 pove 3.4122
Adid 3,6852 H ki 2,8483 -4,665 ,000
Mavrka. idas 74 5,199 1000 aci Sakir
Degeri New Balance 3,1898 Dove 3,3942

Sonug olarak tiim bu gruplarindan elde edilen sonuglar incelendiginde gelir dediskeni itibariyle H; hipotezi kismen kabul
edilmistir.

Arastirmaya konu olan iki markanin Lise mezunu kisiler agisindan marka degeri unsurlari —farkindalik, algilanan kalite, sadakat
ve ¢agrisim- ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda, geleneksel marka ile geleneksel
olmayan marka arasinda farkindalik, ¢cagrisim, sadakat, algilanan kalite ve marka degeri agisindan istatistiki olarak anlamh bir
fark bulunmustur. Geleneksel marka olan Adidas, katilimcilar tarafindan hem marka degerinin unsurlari hem de genel olarak
marka degeri algisi icin New Balance markasina gore daha olumlu degerlendirilmistir (Tablo 12). Geleneksel marka olan Haci
Sakir markasi Dove markasinda gore sadece farkindalik boyutunda daha olumlu degerlendirilmis ancak anlamli bir fark
bulunamamis, sadakat, ¢agrisim, algilanan kalite ve genel olarak algilanan marka degeri agisindan Dove markasi anlamli bir
sekilde daha olumlu degerlendirilmistir.

Tablo 12: Lise Mezunlarina Gore Marka Degeri Karsilagstirmasi - Wilcoxon-Eslenik Cift Testi:
Adidas-New Balance/ Haci Sakir-Dove

N Ortalama z Anl. Ortalama z Anl.
Adidas 132 | 4,2551 Haci Sakir 4,0404 2920 | 357
Farkndalik =0 Ralance | 132 | 31566 | °°%° 000 Fhove 3,9495
Algillanan | Adidas 132 | 38030 | 000 | Haci Sakir 3,0890 | -5390 | ,000
Kalite New Balance | 132 3,4186 ! ! Dove 3,5284
Adidas 132 | 2,7515 Haci Sakir 2,2015 | 2,930 | ,003
Sadakat I W Balance | 132 | 2,5027 | 102 002 e 2,4076
, Adidas 132 | 3,7443 Haci Sakir 2,8617 | 4726 | ,000
Cagrisim I ew Balance | 132 | 3,045 | 268 000 Fhove 3,3030
Marka Adidas 132 | 36385 | ____ 000 | Haci Sakir 3,082 | -4202 | ,000
Degeri New Balance | 132 3,0756 ! ! Dove 3,2971

Arastirmaya konu olan iki markanin dnlisans ve lisans mezunu kisiler agisindan marka degeri unsurlari —farkindalik, algilanan
kalite, sadakat ve ¢agrisim- ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda, geleneksel marka ile
geleneksel olmayan marka arasinda farkindalik, ¢cagrisim, sadakat, algilanan kalite ve marka degeri agisindan istatistiki olarak
anlamh bir fark bulunmustur. Geleneksel marka olan Adidas, katiimcilar tarafindan hem marka degerinin unsurlari hem de
genel olarak marka degeri algisi igin New Balance markasina gore daha olumlu degerlendirilmistir (Tablo 13). Geleneksel
marka olan Haci Sakir markasi Dove markasinda gore sadece farkindalik boyutunda daha olumlu degerlendirilmis olup,
sadakat, ¢agrisim, algilanan kalite ve genel olarak algilanan marka degeri agisindan Dove markasi anlamli bir sekilde daha
olumlu degerlendirilmistir.
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Tablo 13: Onlisans-Lisans Mezunlarina Gére Marka Degeri Karsilastirmasi - Wilcoxon-Eslenik Cift Testi:
Adidas-New Balance/ Haci Sakir-Dove

N | Ortalama z Anl. Ortalama z Anl.
e e AR A
Pl ook Py g L )
sadalat [ o 119 s | 4 | 90 o T rss | 57| 000
e A R
beger [ewpaanee | 119 | satst ] 72 | 9 [ a0 ] 35| 000

Arastirmaya konu olan iki markanin Lisansiistii mezunu kisiler agisindan marka degeri unsurlari —farkindalik, algilanan kalite,
sadakat ve cagrisim- ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda, geleneksel marka ile
geleneksel olmayan marka arasinda farkindalik, ve marka degeri agisindan istatistiki olarak anlamh bir fark bulunmus olup,
Geleneksel marka olan Adidas, katilimcilar tarafindan hem farkindalik boyutu igin hem de genel olarak marka degeri algisi igin
New Balance markasina gore daha olumlu degerlendirilmistir (Tablo 14). Geleneksel marka olan Haci Sakir markasi Dove
markasinda gore sadece farkindalik boyutunda daha olumlu degerlendirilmis olup, algilanan kalite agisindan Dove markasi
anlaml bir sekilde daha olumlu degerlendirilmistir. Diger boyutlarda anlamli bir farkhlik bulunamamistir. Bu durumda H,
hipotezi kismen kabul edilmistir.

Tablo 14. Lisansiistii Mezunlarina Gore Marka Degeri Karsilagtirmasi - Wilcoxon-Eslenik Cift Testi:
Adidas-New Balance/ Haci Sakir-Dove

N | Ortalama z Anl. Ortalama z Anl.
e e i R
e e e L e - IR
sadaat (o pomnee |17 T aassa | %7 | P2 e ] | A
e Tl R R
dogeri[Newsaamee | 17 | soaiz] 25 | 1 [paet [ aie] 0% | 979

Arastirmaya konu olan markalarin kasabada ve ilgede ikamet eden kisiler agisindan marka degeri unsurlari —farkindalik,
algilanan kalite, sadakat ve ¢agrisim- ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda, geleneksel
marka ile geleneksel olmayan marka arasinda istatistiki olarak anlamli bir fark bulunmus olup, Geleneksel marka olan Adidas,
katilimcilar tarafindan hem marka degerinin tiim boyutlari agisindan hem de genel olarak marka degeri algisi igin New
Balance markasina gore daha olumlu degerlendirilmistir. (Tablo 15). Geleneksel marka olan Haci Sakir markasi Dove
markasinda gore sadece farkindalik boyutunda daha olumlu degerlendirilmis olup, algilanan kalite ve gagrisim agisindan Dove
markasi anlamli bir seklilde daha olumlu degerlendirilmistir. Diger boyutlarda anlamli bir farklilik bulunamamistir (Tablo 15).
Bununla birlikte 45 hipotezinin kismen kabul edildigi séylenebilir.

Tablo 15: Ailesi Kasaba ve ilgede ikamet Edenlere Gore Marka Degeri Karsilastirmasi - Wilcoxon-Eslenik Cift Testi:
Adidas-New Balance

N | Ortalama z Anl. Ortalama z Anl.
Farlandalik Q:i\:\j/a;alance 57 g:igjg -5,730 | ,000 gz\c,'esak” ::;2421; 2,068 | ,039
:(\Lglillznan ﬁce"vfl/a;alance >7 ::gzgg 3473 ,001 EZ\c/Iesakir 2:!25?122 2974 /003
Sadakat ﬁ(:iv(\j/a;alance >7 5:2252 -2:490 013 EZ\C/Iesakir ;::g: -1,387 166
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. Adidas 3,6579 Haci Sakir 3,0482
Cagrisim New Balance >7 3,0921 4073 000 Dove 3,2895 2,065 /039
Marka Adidas 3,5813 Haci Sakir 3,2720
Degeri New Balance | ' 2,9588 -,136 000 o ve 3,3322 1434 A52

Arastirmaya konu olan iki markanin sehirde ikamet eden kisiler agisindan marka degeri unsurlari —farkindalik, algilanan kalite,
sadakat ve c¢agrisim- ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda, geleneksel marka ile
geleneksel olmayan marka arasinda farkindalik, ¢agrisim, sadakat, algilan kalite ve marka degeri agisindan istatistiki olarak
anlamh bir fark bulunmustur. Geleneksel marka olan Adidas katilimcilar tarafindan hem marka degeri unsurlarinin hem de
genel olarak marka degeri algisi igin New Balance markasina gore daha olumlu degerlendirilmistir (Tablo 16). Geleneksel
marka olan Haci Sakir markasi Dove markasinda gore sadece farkindalik boyutunda daha olumlu degerlendirilmis ancak
anlamh bir fark bulunamamis, sadakat, ¢agrisim, algilanan kalite ve genel olarak algillanan marka degeri agisindan Dove
markasi anlamli bir sekilde daha olumlu degerlendirilmistir

Tablo 16: Sehirde Yasayanlara Goére Marka Degeri Karsilastirmasi - Wilcoxon-Eslenik Cift Testi:
Adidas-New Balance/ Haci Sakir-Dove

| N | Ortalama z Anl. Ortalama z Anl.
R e vy
Rl e L P e L e YN
Gagrisim ﬁlzivc\j/a;alance 22 2,2222 4,596 /000 gz\cllesakir ;,iiii 4,530 /000
- e e T

Arastirmaya konu olan iki markanin biyiiksehirde ikamet eden kisiler agisindan marka degeri unsurlari —farkindalik, algilanan
kalite, sadakat ve ¢agrisim- ve genel olarak marka degeri Wilcoxon-Eslenik Cift Testi ile kiyaslandiginda, geleneksel marka ile
geleneksel olmayan marka arasinda farkindalik, ¢agrisim,sadakat, algilan kalite ve marka degeri agisindan istatistiki olarak
anlamh bir fark bulunmus olup, Geleneksel marka olan Adidas katiimcilar tarafindan hem marka degeri unsurlarinin hem de
genel olarak marka degeri algisi icin New Balance markasina gore daha olumlu degerlendirilmistir (Tablo 17). Geleneksel
marka olan Haci Sakir markasi Dove markasinda gore sadece farkindalik boyutunda daha olumlu degerlendirilmis olup,
sadakat, ¢cagrisim, algilanan kalite ve genel olarak algilanan marka degeri agisindan Dove markasi anlamh bir sekilde daha
olumlu degerlendirilmistir.

Tablo 17: Biyiiksehirde Yagayanlara Gore Marka Degeri Kargilagtirmasi - Wilcoxon-Eslenik Cift Testi:
Adidas-New Balance/ Haci $akir-Dove

N Ortalama z Anl. Ortalama z Anl.
Adidas 148 | 43333 Haci Sakir 4,0653 22,532 011
Farlandalik =00 palance | 148 | 32455 | 0°° 000 Fhove 3,8559
Algilanan | Adidas 8 | 38514 | 000 | Haci sakir 3,0709 -6,057 1000
Kalite New Balance | 148 3,5203 ! ! Dove 3,5997
Adidas 148 | 2,8014 Haci Sakir 2,1919 3,679 1000
Sadakat I W Balance | 148 | 25311 | %92 000 e 2,4851
§ Adidas 148 | 3,7584 Haci Sakir 2,8277 75,680 1000
Cagrisim I New Balance | 148 | 3,005 | 1%° 000 Fhove 3,3361
Marka Adidas 48 | 36861 | _ . 000 | Haci Sakir 3,0390 -4,478 1000
Degeri New Balance | 148 3,1468 ! ! Dove 3,3192

Arastirmaya katilan katihmcilara asagidaki Grin gruplari verilerek hangilerinde geleneksel markalar tercih ettikleri
sorulduklarinda gida, mesrubat, giyim ve ayakkabi sekt6éri 6n plana gikmistir (Tablo 18).
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Tablo 18: Katiimcilarin Geleneksel Markalari Kategori Bazinda Tercihleri

Kategori f Kategori f
Giyim 113 Mesrubat 108
Ayakkabi 117 Gida 164
Beyaz Esya 103 Kozmetik 73
Mobilya 69 Kisisel Bakim 74
Otomobil 76 Spor Ayakkabisi 60
Deterjan 90 Teknolojik 88

4.3. Arastirmanin Nitel Sonuglari

“Geleneksel marka demek....” Sorusuna alinan yanitlar:

Tablo 19: Katiimcilar Tarafindan Geleneksel Marka Kavraminin Algilanigi

ifade f
Bilinen marka 51
Uzun yillardir var olan 30
Gegmisten glinimiize gelen 24
Glvenilir 16
Kaliteli 16
Yerli mah 15
Diger 116

Yukaridaki tablodan elde edilen verilere gére geleneksel markanin bir tanimlamasi yapildiginda; “geleneksel marka herkes
tarafindan bilinen, gegmisten glinimlze varligini sirdireni, yillardir var olan, glvenilir ve kaliteli markalaridir”. Bu sorudan
alinan yanitlara gore gelistirilen tanim literatiirdeki tanimlarla da 6rtismektedir. Burada dikkat ceken sonug olarak geleneksel
marka bazi katilimcilar igin “yerli mali” olarak goriilmesidir. Geleneksel markalarin yerli mali algisinin oldugu da

soylenebilmektedir.

“Geleneksel markalari seviyorum/sevmiyorum ¢linkd.....” Sorusuna alinan yanitlar:

Tablo 20: Katilimcilarin Geleneksel Markayi Sevme Nedenleri

Sevenlerin ifadeleri f
Glvenilir 63
Kaliteli 43
Yerli mah 13
Aliskanlik 7
Anilar 7
Kaltarel yakinhk 6

Tablo 21: Katihmcilarin Geleneksel Markayi Sevme Nedenleri

Sevmeyenlerin ifadeleri f
Yeniliklere kapah 17
Pahali 5
Eski algisi 3
Yetersiz 2
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Arastirmaya katilan katihmcilara gore geleneksel markalari en fazla sevme nedeni olarak bu markalarin giivenilir, ve kaliteli
olmasindan kaynakli oldugunu gérmekte olup, bu markalari sevmeyenlerin de gerekgesi geleneksel markalarin yenilige kapali
olmasi olarak gorilmektedir.

5. SONUC

Geleneksel marka ile geleneksel olmayan markalarin marka degeri algilamalarinin tiiketiciler tarafindan karsilastirilmasini
hedef alan bu galisma sonucunda, geleneksel markanin marka degeri algilamasinin Griin grubuna gore degistigi tespit
edilmistir. Buna gore spor ayakkabisi grubunda geleneksel markanin geleneksel olmayan markaya gére marka degerinin daha
yuksek algilandigi, marka degeri boyutlar agisindan da yine geleneksel markanin marka degeri boyutlarinin — sadakat,
¢agrisim, farkindalik, algilanan kalite- olmayanlara gore daha olumlu degerlendirildigi gériilmektedir. Ancak sabun grubunda
geleneksel markalarin geleneksel olmayan markalara goére sadece farkindaligin daha olumlu degerlendirildigi, diger marka
degeri boyutlari agisindan geleneksel olmayan markanin anlamli bir sekilde daha olumlu degerlendirildigi gorilmektedir
Boylelikle H; Hipotezi kabul edilmistir. Uriin gruplari agisindan karsilasilan bu durumun sebebi @riin grubu farkhligindan
kaynaklanabilecegi gibi, Haci Sakir markasinin yeniliklere kapali, eski marka imaji géstermesinden kaynakli olabilmektedir.
Cinsiyet agisindan bir degerlendirilme yapildiginda gerek kadinlarin gerekse erkeklerin spor ayakkabisinda geleneksel
markalarin marka degeri algilamasinin olmayanlara gore daha yiksek algilandigi goriilmektedir. Sabun grubunda ise yine
sadece geleneksel markalarin anlamh olarak farkindalik boyutu yilksek ¢ikmis, diger boyutlar ise geleneksel olmayan
markalarda anlamli olarak yliksek ¢ikmistir. Cinsiyet agisindan H, hipotezi de kabul edilmistir. Gelir gruplari agisindan, 1300 TL
ve alti gelire sahip olanlar igin, spor ayakkabisi kategorisinde algilanan kalite ve sadakat boyutlarinda anlamli bir fark
bulunmamis olup, sabun kategorisinde geleneksel olmayan marka cagrisim, sadakat, algilanan kalite ve marka degeri
acisindan anlamh olarak daha olumlu degerlendirilmistir. yine 1301-2700 TL arasi gelire sahip olanlar igin, spor ayakkabi
kategorisinde tim boyutlarda geleneksel olan marka anlamli bir sekilde daha olumlu degerlendirilmistir. Sabun kategorisinde
ise algilanan kalite, ¢agrisim ve marka digeri agisindan geleneksel olmayan marka anlamli bir sekilde daha olumlu
degerlendirilmistir. 2701-4100 TL arasi gelire sahip olanlar igin, spor ayakkabi kategorisinde yine tim boyutlarda geleneksel
marka anlamli olarak olumlu degerlendirilmistir. Sabun kategorisinde ise sadakat ve marka degeri agisindan anlamli bir
farklihk bulunamamis, diger boyutlarda geleneksel marka daha olumlu degerlendirilmistir. 4101 TL ve Uzeri gelire sahip olanlar
acisindan geleneksel marka anlamli olarak olumlu degerlendirilmistir. Sabun kategorisinde ise farkindalik hari¢ diger
boyutlarda anlamli bir farklihk bulunmustur. Gelir gruplarinda H; hipotezi kismen kabul edilmistir. Egitim agisindan
incelendiginde, spor ayakkabisi kategorisinde lise ve onlisans/lisans mezunlari i¢in geleneksel markanin marka degeri
algilamasinin ve marka degeri boyutlarinin geleneksel olmayan markalara gore daha olumlu bulundugu gorilmistir. Sabun
kategorisinde ise lise mezunlari farkindalik boyutu hari¢ tim boyutlarda, énlisans/lisans mezunlari ise tim boyutlarda anlamli
olarak geleneksel olmayan markayi daha olumlu degerlendirmiglerdir. Yalniz burada lisansiisti mezunlari igin spor ayakkabi
kategorisinde algilanan kalite, sadakat ve ¢agrisim boyutlarinda anlamh bir farklilik bulunmamistir. Sabun kategorisinde ise
farkindalik ve algilalan kalite agisindan anlamli olarak geleneksel olmayan markalar igin daha olumlu bir degerlendirilmede
bulunulmustur. Béylelikle H, Hipotezi kismen kabul edilmistir. ikamet edilen yere gére yapilan analizler sonucunda ailesi ilge
ve kasaba, sehir ve bliyliksehirde yasayanlar agisindan spor ayakkabisi kategorisinde marka degerinin tim boyutlari agisindan
anlamh bir farkhlik bulunmustur. Sabun kategorisinde ise ailesi ilge ve kasabada yasayanlar igin fakindalik, algilanan kalite ve
gagrisimlar geleneksel olmayan markada anlamli olarak daha olumlu degerlendirilmis, ailesi sehirde yasayanlar agisindan
farkindalik boyutu hari¢ tim boyutlarda, ailesi biyliksehirde yasayanlar igin ise tim boyutlarda geleneksel olmayan marka
anlamli olarak daha olumlu degerlendirilmistir.

Yapilan arastirmada elde edilen sonuglara istinaden, spor ayakkabisi kategorisinde Adidas markasinin gerek marka degeri,
gerekse marka degeri boyutlarinin katilimcilar tarafindan daha olumlu degerlendirilip yliksek ¢ikmasinin sebebi; markanin
geleneksel ve kokli olmasiyla birlikte yeniliklere de agik olmasi sirekli kendini gelistirmesi ve gizgisini bozmayarak
degistirmesi olarak goriilebilir. Oyle ki son zamanlarda Tiirkiye pazarinda Adidas, New Balance’in pazara girmesiyle Pazar
payinda gergeklesen azalmay “Superstar” ve “Stan Smith” modelleriyle tekrar yukarilara ¢ekmis, Urtinleri tiketmeden satin
alabilmek adete gii¢c olmustur. 80’li yillarin modeli olan “Superstar” modeli giiniimiiz trendine uyarlanarak pazarda ciddi bir
pay almistir. Ayrica Turkiye'nin genel olarak geleneklerine bagl bir tilke olup, Hofstede’in disillik/eriilik kilttir boyutlarinda
disil bir yapi gostererek duygusal, degerlerine bagli, kolay kolay vazgegmeyen bir yapi sergilemektedir. Bununla birlikte yine
disik belirsizlikten kaginma durumuyla birlikte risk almak istemeyerek, geleneksel markalarin tiiketicilere sundugu gliven
Adidas markasinin daha olumlu degerlendirilmesi sebepleri agisindan yer alabilir. Bununla birlikte sabun kategorisinde bu
duum tersine dénmdis farkindalik hari¢ bltiin boyutlarda geleneksel olmayan marka Dove daha olumlu degerlendirilmistir.
Haci Sakir markasinin farkindaligi yillarin, kokli markasi olunmasindan dolayi ylksek ¢ikmistir, ancak markanin “eski” algisi,
kendini yenilememesi gibi nedenlerden 6tiirii Dove markasi daha olumlu degerlendirilmistir.

Tum bu sonuglar kapsaminda Griin grubunun geleneksel ve geleneksel olmayan markalarin marka degeri algilamalarinda
oldukga onemli bir kriter oldugu, bununla birlikte glvenilir, kokli ve kaliteli algilanan geleneksel markalarin kendilerini
yenilemedikleri siirece eski marka olarak algilanip, tiketiciler tarafindan olumlu degerlendirilmeyecegi gorulebilmektedir.
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Bu bulgu gerek pazarlama bilimine, gerekse pazarlama yoneticisinin pazar bélimlendirme ve hedef pazar segimine iliskin
olusturacagi pazarlama plani ve stratejileri icin dGnemli bir girdi oldugu soylenebilir.
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