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ABSTRACT

Purpose- The aim of the study is to contribute to the recently developing field of evolutionary economic geography field by developing a synthetic
theoretical framework to explain the evolutionary dynamics of regional clusters. The theoretical framework combines elements of multi-level
imprinting theory and general Darwinism to model how hereditary factors and environmental influencers interact to render regional clusters more
receptive or immune to triggering conditions.

Methodology- The study employs historical-comparative analysis (HCA) to highlight the influence of past events and reveal evolutionary
mechanisms based on two cases of regional clusters from the empirical literature. Evidence from each case is used to identify the mediator and
reinforcing mechanisms of imprints.

Findings- The analysis of two empirical case studies significantly corroborated our theoretical insights and displayed a considerable fit with our
proposed analytical model. Not only our understanding towards variation, selection and retention mechanisms is enhanced, but also the
conditions that affect the success of imprinting are identified.

Conclusion- Empirical cases illustrated that sensitive periods do not automatically result in evolution of a cluster. For a successful imprinting during
a sensitive period, the presence of a VSR mechanism is necessary. VSR mechanism, on the other hand, is found to be affected by both
environmental factors and genetic/hereditary factors. Additionally, MLIT should be revisited to include political influencers, which seems to be a
potent environmental source of imprinting.

Keywords: General Darwinism, imprinting, economic geography, regional development history, regional growth.
JEL Codes: B25, B52, R11

1. INTRODUCTION

Over the past three decades, key theoretical developments have pushed the analysis of regional economic change and evolution
to the center stage in the field of economic geography (Martin and Sunley, 2015). Particularly, economic geographers have moved
away from the static interpretation of locational economic analysis and discovered insights from more dynamic forms outside the
mainstream economics (see Martin and Sunley, 2001; Bathelt and Gluckler, 2003; Martin and Sunley, 2017).

Since the early- to mid-1990s well known economist Paul Krugman and his followers formalized elegant economic growth models
and labelled them as ‘New Economic Geography’, which explains the location choices of firms through dynamics and
competitiveness of the economy. At the same time, as an influential business economist, Michael Porter, manifested his well-
known ‘diamond model’ to capture the impact of spatial facets on the productivity of firms in order to explain the competitive
dynamics of the economy. Since their interest has been on the process of spatial agglomeration of economic activities as a source
of increasing returns, they both neglect the importance of history in the economic landscape. On the contrary, the geographic
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distribution of resources and potentials for development are shaped by historical factors (Capello, 2011), concentrating the
research attention on the mechanisms by which geographical landscape evolves over time.

Moreover, neither local development theories like ‘The growth pole theory’ (Perroux, 1955); ‘Milieux innovateurs’ (Camagni,
1991; Maillat et al., 1993), Learning region (Lundvall, 1992) nor growth theories like ‘New economic geography’ (Krugman, 1991),
‘Endogenous growth model’ (Lucas, 1988; Romer, 1986) suffice to represent complex evolutionary dynamics of regional clusters.
As a consequence of ‘evolutionary turn’, evolutionary approaches in economic geography have gathered increasing support and
evolutionary concepts such as path-dependence, imprinting, variety/selection and complexity theory have become increasingly
popular among economic geographers (Boschma and Van der Knaap, 1997; Rigby and Essletzbichler, 1997, 2006; Storper, 1997;
Amin, 1999; Essletzbichler and Rigby, 2005a, 2005b; Martin and Sunley, 2006; Boschma and Frenken, 2006; Marquis and Tilcsik,
2013).

Evolutionary Economic Geography not only complements neoclassical and institutional works of analysis in the economic
geography but also explains the spatial evolution of firms, industries and regions through a variety of approaches (Boschma and
Frenken, 2006). However, in spite of the surge in the number of studies in economic geography, which take an evolutionary
perspective, researchers are still far from formulating a coherent and holistic view of the phenomenon (Essletzbichler and Rigby,
2007).

This study aims to contribute to the debate on the evolution of regional clusters by advancing ecological frameworks, which build
over analogies between evolutionary biology and evolutionary economics. In this vein, the study not only extends the main
debates offered by multi-level imprinting theory (MLIT) to model how regional clusters emerge, establish and perish based on
environmental changes occurred in historical time (Marquis and Tilcsik, 2013), but also contributes to the drawing of an
evolutionary model of economic dynamics. The convergence of MLIT and concepts, which are clearly defined in evolutionary
biology, may significantly enhance our theoretical lenses to address the extant gaps in existing theoretical arguments.

Much of the distinctiveness of the approach derives not just from giving primary emphasis to the ‘historical unfolding’ of the
economic landscape, but also from the deliberate exploration and use of explicitly evolutionary concepts, analogies and
metaphors inspired by evolutionary ideas, developed in biology, physics, ecology and related fields of enquiry.

Accordingly, the study focuses on clarifying mechanisms that mediate the success of imprinting process, thereby opening up the
black box of how clusters of firms become receptive or immune to certain variations in their environments. In the vicinity of the
nature vs nurture debate, the study reveals how heredity factors (nature) incorporate with environmental influencers (nurture)
and introduces the main concepts and mechanisms of General Darwinism (GD) to lay the foundation of the basic evolutionary
engine: variation, selection and retention processes.

The study, in so doing, presents MLIT and its proposed stamping mechanisms to introduce the dynamics of discontinuous change
processes built over sensitive periods. The extensions to the MLIT, mainly, explains how the logic of MILT incorporates with
evolutionary mechanisms to stamp clusters of firms and retention mechanisms, which enable perpetuation of the imprints. To
substantiate its theoretical arguments, the study briefly revisits two empirical case studies, namely the British Motor Sports
Industry (Pinch and Henry, 1999) and Leipzig Cultural Production Industry (Bathelt and Boggs, 2003) to help readers digest how
environmental triggers affect or fail to affect clusters, and how changes in each cluster are reproduced or dropped. The study
concludes by discussing the contributions made to the evolutionary economic geography approach to clusters through its dialogue
with evolutionary theories developed in biology with reference to the MLIT framework.

The paper is organized as follows. Section 2 provides the literature review highlighting the importance of ‘Evolutionary turn’ and
contribution of evolutionary concepts within the economic geography. In the section 3, the link between environmental
influencers and evolutionary process is discussed and a conceptual model explaining evolutionary mechanisms is described. In the
following sections, two cases from the empirical literature are revisited and evidence from the cases is used to identify
evolutionary mechanisms. Lastly, results are discussed, and conclusion is presented

2. LITERATURE REVIEW

One of the major obstacles of economic geography is that embeddedness of regions in their environmental landscape is often
overlooked and clusters are modeled as isolated entities (Breschi and Malerba, 2001). Porter (1990) has acknowledged the role
of historical events (like wars or natural disasters etc.) in his work on industrial clusters, but instead of opening the black box of
such ruptures and explaining the casual mechanisms, he generalizes them as chance factors. On the other hand, there has been
accumulating evidence suggesting that the existence and spatial behavior of regions can be understood through analyzing their
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dynamics over time (Audretsch and Feldman 1996; Pouder and St. John 1996; Menzel and Fornahl 2009; Ter Wal and Boschma
2011) and regions may be understood as products of history (Martin and Sunley 2006). ‘Evolutionary turn’ is both promising a
new way of thinking about uneven geographical development and presenting an opportunity for linking different concepts and
theoretical approaches from different schools of thoughts.

2.1. Evolution of Regions

Studying patterns of economic activities across space showed that the development of economic geography perspective and
evolutionary approach complements the field of economic geography by revealing historical processes, which have produced
these patterns (Frenken and Boschma, 2007). Evolutionary theory explains a current state through history, as Dosi (1997, p.1531)
stated ‘the explanation to why something exists intimately rests on how it became what it is’.

Industry life-cycle studies pioneered by Griliches (1957), Abernathy and Utterback (1978) and Klepper (1996) constitute an
important place in the body of work. These studies generally model the focal spatial collective in four stages: emerging, growing,
sustaining, and declining and analyze different dynamics of each stage. According to Lifecyle models there exists a high level of
technological and market uncertainty during the initial stage, resulting in competing designs with high rates of entry and exit.
When a winning model emerges, heterogeneity narrows rapidly, selection pressure intensifies, entry rates fall, and market
concentration increases (Essletzbichler and Rigby, 2007). Although this perspective provides cues about evolutionary dynamics, it
does not clarify the interplay between environment and focal entity, including deliberate manipulation of powerful actors and
uneven competitive struggles during emerging stage. Moreover, regions may face technological and market uncertainty periods
in different stages of their life cycle. Furthermore, during the initial stage of development, existing or related regional labor
markets and knowledge institutions may facilitate the ability of particular regions to establish new high-tech industries (Boschma
and Knaap, 1999). Therefore, history and environmental conditions should be analyzed in a more comprehensive manner rather
than stage by stage basis.

Staged approach is not well matching the evolutional reality and the major external shocks forces system changes in a quick and
dramatic way in the evolutionary process. There are several studies in external economies indicating more than one long-run
equilibria. Not only economics but also institutionalists realize that there is plurality of equilibriums. Paleo-biologists Gould and
Eldredge’s (1972) landmark work on punctuated equilibrium (or ‘homeostatic equilibria as they call it) shows that the evolution
occurs in rapid steps in a short period rather than a slow transformation. From institutional perspective, institutional change
means going from one state of common parameter values (like salient patterns of social interactions, shared beliefs) associated
with a particular equilibrium to another equilibrium (Aoki, 2000). In the long run, as a result of this punctuations and cyclic
interplay between environment and focal entities, distant populations will tend to develop different characteristics and possess
distinct histories of development.

Consequently, an evolutionary perspective is essential to develop a fuller understanding of such issues as the geographies of
technological progress, dynamic competitive advantage, economic restructuring, and economic growth. In this context, there is
thus considerable scope and potential for applying and extending the ideas from evolutionary economics to the analysis of
regional development. The recently developing field of evolutionary economic geography tries to explain not only how economic
landscape changes over historical time but also how geography matters in determining the nature and trajectory of the evolution
of economic system (Boschma and Martin, 2010).

2.2. Evolutionary Economic Geography

The basic concern of evolutionary economic geography is with the processes by which the economic landscape — the spatial
organization of economic production, circulation, exchange, distribution and consumption - is transformed from within over time
(Boschma and Martin, 2010). Evolutionary economic geography (EEG) enhance our understanding towards the development of
clusters. Industries have roots in pre-existing economic and institutional structures, which orient the behavior of socio-economic
actors in the present by specifying initial conditions of resources and interests (Martin and Sunley, 2006). Factors shaping cluster
evolution are pre-existing industrial structures, technological conditions and institutional settings, which change through external
shocks such as new technologies or market shifts (Belussi and Oliver, 2016).

Modern evolutionary economic theory emerged in the 1970s based on issues that is less addressed by the neoclassical economics
(Nelson and Winter, 1974, 1982), including technological change (Arthur, 1983), the role of institutions (Hodgson, 2001) and
economic growth (Nelson, 1995). The fundamental purpose of evolutionary economics is to understand the influencing
mechanisms of firm behavior in a market environment, in which they function (Nelson and Winter, 1982). There are three main
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approaches identified by Boschma and Martin (2010) for analyzing the evolution: Path dependence, complexity theory and
generalized Darwinism. Even though path dependence has significantly contributed to evolutionary economics via emphasizing
the historical dimension, the process of path creation is still unclear. In other words, why certain alternative paths are chosen,
whereas others disappear remains to be developed (Martin and Sunley, 2006).

Historical ‘triggering’ events based on ‘chance’ factors represent the central notion of path dependency theory. According to
Martin and Sunley (2006, p.424):

“Most path dependent models explain the initiation of paths in terms of (small) events that are in some ways exogenous to, or
orthogonal to, the key system properties. Typically, these events are described as being ‘chance’, ‘serendipitous’ or simply as
‘historical accidents’. This would seem to suggest that there are innumerable different possibilities and that the preceding sequence
of events (past history) plays no role in determining what new ‘historical accident’ occurs or whether or not it initiates a new
techno-economic path; that is, paths emerge from a chaotic swirl of random events.”

Complexity theory represents another promising branch to study economic geography. Beinhocker (2006) suggests the use of
‘complexity economics’ as an umbrella term for synthesized theoretical and empirical work linked to ‘complexity thinking’.
Beinhocker (2006) defines complex economics systems as open, dynamic, nonlinear systems, which are far from equilibrium.
These systems are operated with agents, who are prone to errors and biases. These agents also tend to learn and adapt to
unfolding conditions via networks of relationships that change over time and suggests that there is no distinction between micro-
and macro-economics as macro patterns are emergent results of micro-level behaviors and interactions. On the other hand, it is
almost impossible to explain the lasting impact of environmental influencers by only focusing on the micro-adaptive nature of
complexity theory. Dopfer et al. (2004) suggested that macro level is the population or deep structure of meso-rules, which defines
how rules co-ordinate with each other, and includes origination, diffusion, adaptation, retention and replication mechanisms.
These meso units are the dynamical building blocks of an economic system and regional economic change depends on
understanding how these rules, which are composed of knowledge connections, emerge and are institutionalized in particular
regions (Dopfer et al. , 2004). Consequently, the micro orientation of complexity approach and its pitfalls to explain dynamic
change of regional clusters requires scholars to concentrate their efforts to find better fitting theoretical solutions. In this vein,
GD offers an interesting avenue to explore in terms of its keen focus on biological analogies and dynamic stance.

2.3. Generalized Darwinism in Evolutionary Economic Geography

Generalized Darwinism offers an appealing approach for evolutionary economics and its extension into economic geography. GD
asserts that the core principles of evolution provide a general theoretical framework for understanding evolutionary change in all
domains (from physical to social systems), but the meaning of those principles, and the way that they operate is specific to each
domain (Hodgson, 2002; Hodgson and Knudsen, 2006).

There are strong conceptual links between GD and understanding organizational collectives from an evolutionary perspective.
Darwin’s evolutionary theory explains how populations change over time. Here, the mechanism of variation, inheritance and
selection, producing a cycle of fitness in a given population. Akin to the idea, Darwinism makes comparisons between market
competition and the struggle for survival based on natural selection, which is present in the animal world.

Instead of assuming that the mechanisms of social and biological evolution are similar, GD suggests that there is a degree of
ontological communality between them, as the Darwinian principles apply both to biological and social systems (Hodgson and
Knudsen, 2010) On this basis, the mechanisms of Darwinism (variation, selection and retention/inheritance) can help us to
determine the sources of growth or survival of firm collectives from a historical standpoint. Understanding economic evolution of
regions from the approach of GD requires understanding of how key concepts (variation, selection and inheritance) shall be
operated in within a dynamic system of economic geographies.

2.4. Multi-level Imprinting Theory (MLIT)

The concept of imprinting emerged in 19th century with the studies of British biologist Douglas Spalding, who reported common
behavior of birds that tend to follow the first-seen moving object in their early life. After that it was Stinchcombe’s (1965) seminal
work, which describes the stamps of the environment on an organization in its early phase and how these stamps persist after
this early phase in spite of subsequent environmental changes (Johnson, 2007; Marquis, 2003). The concept of imprint has been
utilized in different branches of organizational research like organizational ecology,(Carroll & Hannan, 1989; Swaminathan, 1996),
network analysis (McEvily, Jaffee, & Tortoriello, 2012) or institutional theory (Johnson, 2007; Marquis & Huang, 2010). Marquis
and Tilcsik (2013, p.199) describes imprinting as: “a process whereby, during a brief period of susceptibility, a focal entity develops
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characteristics that reflect prominent features of the environment, and these characteristics continue to persist despite significant
environmental changes in subsequent periods.”

As stated above there are three essential features of imprinting, namely, the presence of a sensitive period, the powerful impact
of environment and persistence of stamped characteristics beyond the sensitive period (Marquis and Tilcsik, 2013). Sensitive
periods are conceptualized as brief periods of significant transition and there is the possibility of multiple sensitive periods in the
life-cycle of an entity. Imprinting theory resembles punctuated equilibrium perspective, as both refers to brief discontinuous
periods of intense change and link them with the changes in environmental conditions.

In the multilevel view of imprinting Marquis and Tilcsik (2013) offers four sources of imprinting mechanisms, namely, economic
conditions, technological conditions, institutional factors and individuals. The environment is conceptualized by Marquis and
Tilcsik (2013) as rich and modular with a hierarchical depth. There are several empirical studies showing that organizational
collectives, which are stamped by imprints carry these imprints of their founding environment, rooted in economical,
technological and institutional conditions or stamp of an entrepreneur. Table 1 below shows sources of imprinting mechanisms
with given examples.

Table 1: Source of the Imprints on Organizational Collectives (Marquis and Tilcsik, 2013)

Source of Imprint Mechanisms & Examples on Organizational Collectives

1. Mechanism: External economic and technological conditions serve as a constraint on new

Economic and organizations, and the initial patterns are maintained by subsequently founded
technological organizations imitating prior organizations.
conditions Example: Stinchcombe (1965) on employment structure of different industries; Marquis

(2003) on travel technology influencing the density of local inter-corporate networks

2. Mechanism: Collectives have different standards of legitimacy that not only shape initial
organizations, but also continue to influence more recent entrants.

Example: Lounsbury (2007) on different corporate strategies of investment firms across US
cities; Dobbin (1994) on different organizational types of railroad firms across countries.

Institutional factors

3. Mechanism: Political leaders and influential founders create powerful policies or
organizations that define the arrangements and templates of a field or industry in an
enduring way

Example: Mao Zedong's ideology of self-reliance having a lasting influence on industrial
structure in China (Raynard, Lounsbury, & Greenwood, 2013); Rockefeller developing the
vertically integrated oil industry through Standard Oil (Chernow, 1998)

Individuals

The original model of multilevel imprinting depicted in Figurel represents multiple sensitive periods and defines environment as
a varied, n-dimensional space with economic, technological, institutional conditions and individual influencers. The first block on
the Figurel presents the first sensitive period of cluster: foundation. During foundation cluster is vulnerable to its environment.
Environmental forces emerge from economical, technological and institutional sources or surface because of the influence of
individuals and stamp their mark during the early years of the cluster. Second part shows the imprint persistency. During the non-
sensitive period the stamp of foundation is still carried by the cluster. Imprinting process might occur multiple times during a life
course and the last section of the model illustrates other possible multiple sensitive periods. During a new sensitive period,
different forces come into play and lead to either a new imprint, modification, replacement or decay of the existing imprint. As
described in the multi-level imprinting theory, according to Marquis and Tilcsik (2013) the factors that contribute to the
persistence of imprint over time are namely the limited learning in the non-sensitive period, the lack of competitive threat, taken
for granted nature of status quo and inertial forces (e.g vested interests).
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Figure 1: General Model of Multilevel Imprinting,

Sensitive Period Non Sensitive Peried Sensitive Period
(Imprint Establishment) (Imprint Maintenance) (New Imprint Establishment)
| ] ) |
| | | |
Environment Environment Environment

o/ ¢ eI¢3 OAS
l l .

Focal Entity Focal Entity .Fﬂgititv-
o/ CH I o/ CH oAtk

Secondhand
Imprinting

Factors of persistance
- Limited learningin non-sensitive
period
- Lack of competitive threat
- Taken for granted nature of status quo
- Inertial forces

Source: Marquis and Tilcsik (2013)

Even though MLIT offers a rich insight based on environmental influences and emphasizes a dynamic process of multiple imprints,
which adopts a historical view, it still suffers from a series of shortcomings. Only recognizing that history matters does not help to
understand how it matters (Jones & Khanna, 2006; North, 1990). To date, much research has focused the features, sources of
imprint and how they are persisted. Less attention has been given to the explanation of imprinting process through evolutionary
mechanisms. General model of imprinting is a promising and powerful approach to address how environment contributes to the
evolution of a focal entity in a multidimensional way, but it cannot explain why some imprinting attempts or powerful
environmental conditions fail to cast their mark on the focal entity even if there is a sensitive period. Marquis and Tilcsik (2013)
adverted some mechanisms like “window of imprintability” or emulation of imprint, but these mechanisms are not explained in
their model explicitly. Considering the model, there are four fundamental research opportunities are located:

First, even though MLIT assesses the imprints in different levels, the model is unidimensional and works for each level. For
example, when an organization collective is under study, it does not reveal how organizational level variations subsequently
translate into population imprints. The model treats collective as a whole without considering that collective is also the sum of all
organizational members.

Second, not every imprinting attempt by the environment stamps its mark, therefore it is necessary to reveal how the
characteristics of environment pass to the focal entity in a more comprehensive manner. To locate an imprint, tracing the
blueprints of focal entity is necessary, the imprinting process can be understood through explaining how hereditary factors that
defines all explicit and implicit characteristics of a focal entity interact with environmental variables. In this way, we can reach a
fuller understanding of the triggers, enablers, mechanisms in pattern formation, which are not described in the original model of
multilevel imprinting.

Third, explaining WOI is necessary to capture the underlying causes in the particular case, where imprinting factors favor one
region to another as well as the elimination of firms and their routines previously sheltered from environmental conditions. Thus,
an evolutionary type of explanation about how imprinting factors favor one region over the other is necessary.

Lastly, features of the emulation mechanism and inheritance of imprints need further conceptualizing in the model. Marquis and
Tilcsik (2013) explained that the patterns, which are established during the sensitive periods are then perpetuated by subsequent
organizations’ emulation of the older members residing in that collective. This process is defined as the secondhand imprinting,
but the sub-mechanisms of secondhand imprinting is not defined. Thus, an evolutionary approach is necessary to explain the
diffusion of imprinted elements, and how variation of few firms amplifies an imprint on the population scale.
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In the next section, our aim is to conceptualize a refined model based on an evolutionary perspective to further investigate these
black spots. Distinguishing evolutionary mechanisms and how they operate in different analytical levels will help us to understand
a holistic picture of the collective interaction of environment and organizations.

3. CONCEPTUAL MODEL
3.1. Linking Evolutionary Process and Environmental Influencers

A framework explaining the evolution of cluster through linking evolutionary process and environmental underpinnings would
enhance our understanding towards how imprinting theory works in organizational collectives. This study is one of the very few
attempts to address evolutionary mechanisms that influence cluster of firms, but also it offers the blending of two different
evolutionary approaches, namely, Imprinting Theory and General Darwinism.

As we have previously discussed, MLIT, originated from biological ecology, has considerably leveraged our understanding towards
how historical environmental influencers leave their mark on focal entities (e.g. organizational collectives). Yet, biological ecology
also tells us that nurturing (environment) is not the only influencer shaping entities, as nature (genes and hereditary factors) is
another strong influencer in the process. Hull, Langman and Glenn (2001) argued that both gene replication and interaction
between the organism and its environment play part in the evolutionary process. Nature is, therefore, a highly referred influencer
in the evolutionary economic geography under generalized Darwinism literature. As one most fertile approach to use ideas and
concepts in evolutionary economic geography, variation, selection and retention can also highlight the causality about the
conditioning factors embedded in the imprinting process.

Since it is hard to identify whether heredity or environmental influencers are responsible for a particular trait of a focal entity,
most researchers acknowledge that both nature and nurture influence the behavior and its developmental patterns. If we accept
the ontological communality of biological and social domains, then the application of it in the social domain should highlight how
rules of nature (General Darwinism and others) work with rules of nurture (Imprinting). We suggest that in order to understand
what constitutes suitable social interactors and how interaction with the environment results in a potential selection should be
carried to the domain of organizational collectives. By enhancing imprinting theory with variation, selection, retention (VSR)
mechanisms in the Figure 2, the basis for the analytic framework, which explains how clusters are shaped by unfolding events in
history, can be established.

Figure 2: Imprinting on Organizational Populations, VSR Mechanisms and Window of Imprintability
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The imprinting requires a sensitive period. Temporary conditions, shocks, as well as historical ‘accidents’ may create this sensitive
period, but the main indicator to be classified as sensitive period is increased malleability of focal entity by environmental
conditions than in normal times. During the foundation a focal entity is often vulnerable to its environment and environmental
forces. Although, it is well established that there may be multiple sensitive periods within the life cycle of a focal entity, foundation
represents a recurrent stage for sensitivity due to the scarcity of both symbolic and material resources.

The window of “imprintability” is only open during the sensitive periods as economical, technological, institutional conditions and
powerful individuals try to stamp their imprints on a focal entity within a cluster. However, not every environmental influencer
succeeds to put its stamp in this brief sensitive period. Hereditary factors apart from environmental ones play an important role
in the selection. Thus, understanding the mediation dynamics in the selection and retention mechanisms are important to locate
the success factors of imprints at the cluster level. The last step of the imprinting process is retention as the retention mechanism
carries the impact of the imprint to the critical mass via replication and/or diffusion. During the retention step information
(features) concerning adaptations is passed on to other entities in the cluster. Retention step leads imprint persistency through
local spin-offs and localized learning.

The original multilevel imprinting model explains the imprinting in only three steps: Existence of a brief sensitive period, imprinting
with a powerful impact of the environment and persistence of the characteristics developed during the sensitive period. In the
next section we complement the original MLIT steps with evolutionary mechanisms of VSR.

3.2. Variation

Variation is generated through transformation and emergence of new properties and provides the fuel for evolutionary change.
Without variation, the population would be stuck in equilibrium (Hodgson 2001; Essletzbichler, 2012). This change could be the
result of random mutation, Schumpterian entrepreneurial actions, recombination of existing characteristics, routines or
importation of new characteristics from other places (Essletzbichler, 2012). In any manner, variation is necessary for selection to
occur. After variations occur, selection process operates on the variations. In order to understand why certain varieties survive,
we need to understand the selection mechanism.

3.3. Selection

Selection entails that those interactors with traits that fit the locally and historically specific environmental context better are
characterized by higher survival rates, and, in turn, higher rates of replicative success. Darwinism offers an algorithmic logic
predicated on a feedback loop between variety, inheritance and selection that can explain adaptive complexity. A general
description of the selection process is made by Hodgson and Knudsen (2010, p.92): “Selection involves an anterior set of entities
that is somehow being transformed into a posterior set, where all members of the posterior set are sufficiently similar to some
members of the anterior set, and where the resulting frequencies of posterior entities are correlated positively and causally with
their fitness in the environmental context. The transformation from the anterior to the posterior set is caused by the entities’
interaction within a particular environment”. Here, selection does not have to lead to the most efficient outcomes. Beyond that,
cooperation is at least as important as competition considering multilevel (or group) selection processes (Sober and Wilson, 1998)

As stated by Price (1995) subset of elements from an anterior set is selected and this selection changes the composition of a
population. After an industrial crisis or shock a group of firms from anterior set are selected (selection of interactors) and this
selection will result not only in the elimination of some firms but also the removal of their routines from the population (selection
for replicators) because the selection process will not stop until variation disappears, and changes in population are caused by a
systematic interaction between fitness and survival (Essletzbichler, 2012).

There are two complexities related to selection process for firms or firm groups. First, selection as a result of changes in the
environment could work on multiple traits of entities, which makes the selection process more complicated. Second, survival of
firms also depends on their adaptability in response to the changes observed in the environment. The environment is not totally
exogenous to the firm and the interaction of firms or group of firms with their environment represents an important factor for
the selection process.

3.4. Retention / Inheritance

Selection process is followed by replication process, which creates the new path for the surviving subset. The inheritance refers
to a different mechanism, including diffusion and other forms of replication, by which information concerning adaptations is
passed on or copied through time (Hodgson and Knudsen, 2010).
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The environment acts directly on interactors but not replicators. Yet, the role of replicators (e.g. routines) on social interactors
(e.g. firms) under pressures of the particular environmental context, in which the interactor operates, is important for
understanding the retention process. A replicator is a structure hosted by the entity, which is causally involved in the replication
process. The frequency of similar replicators within the population is increased and the fitness in social evolution is achieved
through either by diffusion of replicator to other interactors (eg. knowledge spillovers, localized learning) or by making copies of
the interactor (e.g. spin-offs), by this way the characteristics of the interactors are passed on by replicators (Essletzbichler, 2012).

As stressed by Essletzbichler (2012), replicated information by itself is inadequate to provide a complete description of the
emerging interactor, as the replicator does not replicate by itself but includes building instructions for the development of
interactors that are stimulated by particular environmental conditions. The information that makes the copy entity similar to its
source is obtained during its creation. Since the environment does not act on (recognize) replicators directly, replicating entities
are not manipulated directly by the environment and for this reason, information (adaptive experience) is able to accumulate
over generations (Essletzbichler, 2012). The replicators related for each interactor are relatively durable compared to their host
interactor, in an example, routines, apprenticeship are passed on other firms and continues even if individual firms hosting them
do not survive.

Applying GD to economic geography then requires an understanding how the abstract principles of variation, selection and
inheritance can be operationalized to explain the historically specific, inconstant and differentiated geography of capitalism. GD
is not contradicting but complementing existing work in EEG (Essletzbichler, 2012). How industries emerge and develop across
space, how regional economies function as ‘selection’ environments, how far and in what ways various ‘retention” mechanisms
reinforce spatial patterns of economic activity require aggregation and synthesis of different approaches. Accordingly, we will try
to solidify how mechanisms of VSR can be integrated with the mechanisms of MLIT to better explain the evolutionary dynamics
of specific clusters. The next section details our historical comparative analysis framework and selection of historical case studies
to empirically illustrate the operationalization of the aforementioned mechanisms.

4. DATA AND METHODOLOGY

In our study, we argue that in order to enhance our understanding about the spatial behavior of cluster, there is the need to
uncover its specific evolutionary path, which is based on relatively sensitive and insensitive periods and a multitude of imprints.
This effort needs exploring the cluster as a contextually bounded system over time. Moreover, the enhanced framework
established to develop the imprinting phenomena suggests that deep understanding of the mechanism with its mediators requires
using comparative cluster cases, each based on rich historical data. Comparisons between clusters is necessary to demonstrate
the causality between changes in economic and social landscape over historical time and the trajectory of the cluster. From this
perspective, historical-comparative analysis would help us to enhance our insight.

Historical-comparative analysis (HCA) is an important research approach in the social sciences, especially in political science and
sociology, which often works at the meso- or macro-level and employs variety of comparative and within-case methods (Lange,
2014). Influenced by pioneers like Adam Smith and Max Weber, HCA methods have been applied for a long time to analyze
scientific revolution, social change, and democratic movements during the nineteenth century. HCA emerged as a new research
tradition specifically after 2000s (Mahoney and Rueschemeyer, 2003). Small number of comparative cases and within-case
analysis are two of the most distinguishing features of HCA, which tend to positively influence each other in terms of validity and
reliability (Lange, 2014). Even though narrative studies have a disadvantage in generalizing causal arguments, they possess several
advantages (Abbott, 1995; Mahoney 2000; Rueschemeyer and Stephens, 1997) like: (1) comparing a holistic phenomenon; (2) in-
depth understanding of actual path leading to the results; (3) highlighting the influence of past events; (4) analyzing mechanisms.

As Yin (2003) eloquently expressed, case studies are often utilized when researchers deliberately want to uncover the influence
of contextual conditions on the phenomenon of the study. Thus, in terms of our focus, type of problem and unit of analysis a
historical case study research becomes the most convenient approach for the study. HCA mostly utilize secondary data sources
like written historical books, articles, eyewitness accounts, life stories. As a qualitative research approach, reliability is much more
about consistency and validity is related to authenticity (Neuman and Robson 2014). In the next section, two cases from the
empirical literature are revisited, evidence from the cases is used to identify the mediators and reinforcing mechanisms of
imprints. Once mechanisms are clarified their relations with the contextual conditions are also unraveled.

The first case is written by Steven Pinch & Nick Henry (1999), entitled “Paul Krugman's Geographical Economics, Industrial
Clustering and the British Motor Sport Industry”. In their article, Pinch and Henry originally examine the applicability of Krugman’s
ideas for explaining the geographical cluster of British motor sport industry and its remarkable upsurge. They argue that Krugman'’s
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emphasis upon accidents of history and external economies of scale provides only partial explanation for the evolution of this
cluster and underrepresents potential explanations offered by the social constructionist processes. The case data are based on
face to face semi structured interviews with 50 senior managers, designers, engineers and enormous secondary data gathered
from literature surveys on car racing industry, biographies and professional journals.

The second case is written by Bathelt and Boggs (2003) and titled “Towards a Re-conceptualization of Regional Development
Paths: Is Leipzig’s Media Cluster a Continuation of or a Rupture with the Past?”. In their article Bathelt and Boggs examine the
evolution of two media industries in Leipzig, Germany, namely the new TV/ film production and interactive digital media cluster
and the old book publishing media cluster. These clusters are shown as connected structures, indicating the continuing history in
media industries of Leipzig. On the other hand, Bathelt and Boggs (2003) argue that technological and political crises act as
mechanisms, which rupture the regional development paths and trigger localized learning as the driver of economic growth.

5. FINDINGS AND DISCUSSIONS
5.1. Case One: British Motor Sport Industry (BMSI)

This industry is located around Oxfordshire in England and considered as “Motor Sport Valley”. Approximately 75% of the total
single seated racing cars including Formula One, Indy Racing League, Championship Auto Racing cars are designed and
manufactured in this cluster, which hosts small, flexible, technologically sophisticated companies, with a high degree of export
orientation (Pinch and Henry, 1999). Between WWI and WWII there was no British-designed and manufactured car participating
in a grand prix race in Europe. Right after the WWI!I Italian companies such as Ferrari, Alfa Romeo and Lancia began to dominate
motor racing. However, within a few years, the small companies in southern England cathed up and began to dominate motor
racing and maintained their pole position since then (Pinch and Henry, 1999). Aston and Williams (1996), attempted to explain
the rapid rise of the BMSI through series of accidental factors, which are summarized below:

1) Accident at Le Mans racetrack in 1955, in which a Mercedes racing car spun off, resulting in 183 spectators being either killed
or injured and withdrawal of Mercedes team from motor sport,

2) Unused airfields after WWII provided infrastructure for motor racers and nest for local racing clubs fostering enthusiasm and
practical experience,

3) Despite the vertically integrated manufacturers like Ferrari and Porsche, which are building cars exclusive to their own teams,
British-based constructors would sell their cars to anyone,

4) The ban on cigarette advertising on British television in 1965 resulted in the channeling of their marketing expenditures to
racing sponsorships, beginning with Lotus in 1968.

Explaining the rise of BMSI only through these accidental factors would be insufficient and misleading. Explaining how history
plays its role on regional configuration of economic activity requires more than spotting the historical accidents. Moreover, it
should also be noted that the British-based manufacturers were quite well established before the cigarette manufacturers entered
the fray, so it is a consequence not an antecedent (Pinch and Henry, 1999). The withdrawal of Mercedes, utilization of unused
airfields might provide a 'window of opportunity' effect but these accidents only explain the contingent characteristics of the
sensitive period not the mechanism itself. In order to reveal this mechanism, referring to the imprinting theory, the whole feature
set of the environment (economic, technological, and institutional) or individuals, who provide notable influence on the focal
entity during sensitive periods should be examined. Pinch and Henry (1999) provides convincing explanations on the mechanism
while supporting the theoretical lens of imprinting.

5.1.1. Evolution of Motor Sports Industry and the Source of Imprint

The history of motor racing provides a classic example of a radical shift in technology and changes on the technological conditions
originated mostly from aerospace industry rather than car manufacturing (Pinch and Henry, 1999). They explain the technological
superiority of British-designed cars as:

“The lightweight mid-engined racing cars produced by the British-based constructors in the 1960s were superior to the heavy,
front-engined cars produced in Italy. These British-designed cars called for radically different types of knowledge to those
previously incorporated into motor sport. First, there were changes in engines; large heavy units were replaced by lightweight
aluminum configurations. Second, aerodynamics became essential in racing car design. Third, as weight reduction became crucial,
experience in composite materials that could combine strength and weight came to the fore.”
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Development of Britain aerospace industry can be traced back to governmental support for aircraft manufacturing in the 1920s
and 1930s under military race. After WWII, British aerospace industry remained massive in relation to the size of the country
(Hebb, 1993). The table2 below shows the main aerospace-derived influences on technological innovation in the motor sports. As
a result of this technological shift, the locus of the industry shifted very rapidly from northern Italy to southern Britain.

Table 2: Key Aviation-Inspired and Automotive-Inspired Innovations in Formula One Racing (Pinch and Henry, 1999)

Innovation Aviation Use Formula One use

Active suspension Computer based control Improved handling (banned in 1993)

Aerodynamics Efficiency in the air, fuel economy, speed
etc.

Combination of light weight with high
power output

Used in aircraft structures

Speed but also downforce

Aero engines Combination of light weight with high
power output

Widely used in early chassis / cockpit
design

Used in monocoque construction

Aluminum

Carbon composites Used in aircraft structures

Carbon disc brakes

High efficiency and light weight braking

High efficiency and light weight braking

Carbon fiber clutch

Not directly used but aviation inspired

Light weight and strength

Computer based telemetry

Rapid communication of technical data

Rapid communication of technical data

Fly-by-wire Weight saving electronic control Weight saving throttle-by-wire control

Turbo charging
Wind Tunnels

Extra performance at high altitude High power output (banned)

Testing aerodynamics Testing aerodynamics

Wings/ winglets Support in the air Downforce for grip

5.1.2. Source of Variation

The first point is to reveal the source of variation, by which the changes in environmental conditions become significant for the
focal cluster. In the diamond model, which defines the microeconomic foundations of economic development, Porter (1998)
highlights the importance of specialized factors that are integral to the innovation and marks trained personnel as the most
obvious element in improving factor conditions. Highly skilled workers were pivotal in transferring the necesary knowledge from
aerospace industry. By the 1950s, over 16% of Britain's qualified scientists and engineers were engaged in research and
development in the aviation and despite the Italian industry, many of the leading designers and engineers in motor sport were
originally trained in aeronautical engineering (Pinch and Henry, 1999)

5.1.3. Selection Mechanism

The withdrawal of Mercedes could have provided a WOI for all manufacturers in motor sports industry, but British manufacturers
exploited this gap more than their competitors in Italy. This was possible through lightweight aluminum configurations and weight
reduction know-how, which were acquired from aerospace connections. Contrarily, Italian Industry did not have the same amount
of aircraft-inspired know-how, and as a result, powerhouse of the industry shifted from northern Italy to southern Britain (Pinch
and Henry, 1999)

5.1.4. Retention Mechanism

As being technology driven, the new knowledge generation is crucial for motor sports industry and competitiveness depends on
supremacy in this continuing process. For this very important reason, knowledge dissemination is much more important for
technological imprinting cases. In the case of British motor sport industry, need for knowledge supremacy creates a frictionless
reinforcement process through diffusion of aviation-inspired technologies. Knowledge about design, production and operation of
racing cars are mostly possessed by designers, engineers, fitters and mechanics, and carried by them. The main knowledge
dissemination processes are listed as high staff turnover, information leakage through component suppliers, high rate of new firm
formation after failures, informal collaborations, information gained through personal contacts and observations during races
(Pinch and Henry, 1999). Staff exchange acts as the main carrier of crucial information between companies as it is quite often in
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BMSI. Analysis of professional career histories showed that the average move during the career is eight times, which equals to 3,7
years of tenure in each company (Pinch and Henry, 1999).

It is obvious that the flourishing of BMSI is not solely based on accidental factors. Although, there were powerful endogenous
factors like the presence of local racing clubs and the tradition of engineering industries, the variation that led to the technological
superiority was the intervention of aerospace industry through mobilization of its factor conditions. Withdrawal of Mercedes
reinforced the effect of window of opportunity, but the competitive edge of British industry was the ultimate factor that enabled
it to prevail against Italian industry. In this sense, the main environmental influencer was technological conditions, not the
Mercedes accident.

5.2. Case Two: Leipzig’'s Media Cluster

Leipzig media cluster, which includes different media branches consisted of 1500 firms in year 2000 (Bentele et al., 2000).
Although, in national terms, Leipzig media cluster is smaller than other clusters and does not qualify as a primary media cluster,
the current scale is enough to produce further agglomeration (Bathelt,2002). The media sector had 25,600 permanent employees
and 14,600 freelance consultants, which amounts to about 16% of the regional labor force (Bentele et al., 2000). Survey conducted
by Bathelt (2002) indicated that, most of the survey firms operates under new electronic services/interactive media branch with
35,3%, followed by PR/marketing (26,5%) and Film/TV production (23,5%).

After the German Reunification in 1990, most industries faced with crisis and downsized dramatically due to the breakdown of
the state-planned economy. The media industry of Leipzig is born in this period (Bathelt and Boggs, 2003). Since the birth of the
media industry in Leipzig was very recent, most of the firms were quite young. While 115.000 workers were employed in the
manufacturing/mining/construction business in 1991, this number dropped to 59.000 in 1997. By July 1999, around 19,000
workers were employed in Leipzig’s manufacturing sector (Statistisches Landesamt des Freistaates Sachsen, 2000). This decline
resulted in the relocation of workforce from East to West Germany, where significantly more employment opportunities existed.

Moreover, Leipzig did not have a tradition and never held an important position in radio, TV industry (Sagurna, 2000). During DDR
the radio and TV industry was mostly concentrated in East Berlin — Potsdam which attracted actors, technicians and other media
workers from all over the country (Bathelt,2002). This concentration in Potsdam can be recognized even today and was still
referred as the center of the German Film Industry (Krdatke & Scheuplein, 2001). Despite the lack of tradition in media industry,
development of new media cluster is quite interesting. Although, some of the local politicians and city planners interrelated birth
of new media cluster with the pre-War book publishing industry, Bathelt and Boggs (2003) showed that the evolution of two
clusters have detached paths. The evolution of Leipzig cultural production industries were analyzed in 3 main periods, first,
evolution of the book publishing industry until 1945, second, book publishing industry during the G.D.R (The German Democratic
Republic) and reunification, lastly birth of new media cluster in Leipzig after German reunification.

5.2.1. The First Period: Evolution of Book Publishing Industry Until 1945

Leipzig held a strong tradition in book publishing. The first book printer-publisher was established around 1481 in Lepizig, 30 years
after the invention of moveable-type printing press, which changed the economic geography of publishing in Central Europe
(Menz 1942; Schulz 1989; Schénstedt 1991). Gutenberg’s invention not only integrated traditional suppliers like paper
manufacturers, rag millers, page illustrators and book binders to the new industry, but also created new type of suppliers such as
type-casters and press manufacturers. Thus these developments revolutionized the structure of the industry and the division of
work. Subsequently, printing press diffused to all Central Europe through printers’ apprentices, who sought out new urban
markets (Bathelt and Boggs, 2003).

During the period of technological diffusion, Leipzig also had a main locational advantage, it had a central position in trading routes
(Gormsen 1996). At the same period, Frankfurt was also one of the most important fair towns due to its central geographical
location. In the 16th century, Frankfurt was also a principal book market in the Western World, but by the end of the 17th century
Leipzig had dominated the book publishing (Weidhaas, 2009). By the end of 18th century, Leipzig book publishing industry
developed into a Marshallian industrial district with its comprehensive competitive and complementary activities, accompanied
by well integrated interregional and international markets (Boggs 2001). The reason behind the primacy of Leipzig and collapse of
Frankfurt in book publishing can be understood through the analysis of the VSR mechanism.
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5.2.1.1. Source of Variation

Reformation changed the precapitalistic European social and economic order. By 1519, Luther had become Europe’s most
published author with 45 original compositions with nearly 300 editions. Luther personally agreed with top printers from Leipzig,
and only in three years, Luther had produced around 160 writings addressing the Christian people of Germany in their own
language (Pettegree, 2017). Leipzig’s book printers were specialized in German dialect texts and heretical works, where Frankfurt
was focused more on Latin texts. This differentiation was a heredity factor for both agglomerations, which was carried till the
rupture by the Gutenberg’s invention.

5.2.1.2. Selection Mechanism

Gutenberg’s invention of the moveable-type printing press opened a window of opportunity for both Leipzig and Frankfurt.
However, the study of Dittmar (2011) showed that the diffusion of printing press is based on the distance from Mainz. Leipzig
enjoyed the window of opportunity rather than Frankfurt, since it was closer to Mainz.

Possessing cultural proximity to protestant reformation helped for publishers in Leipzig to capture the opportunity, which helped
the local industry to become a major location for reformist printing since early 16th century. Leipzig’'s book fairs were also far
friendlier than Frankfurt’s to the reformationists (Bathelt and Boggs, 2003). Frankfurt’s book fair, on the other hand, was mostly
dominated by Latin texts with International participants. This variation worked in the advantage of Leipzig as the demand for Latin
texts declined and demand for German texts surged during the next few centuries. Leipzig was attracting foreign publishers, but
published increasingly more German dialect texts. (Bathelt and Boggs, 2003)

5.2.1.3. Retention Mechanism

The process, which was used to cast movable metal type mill was complex. In order to produce the suitable metal type, printers
needed a type of alloy which was strong and ductile; hard and nonporous; non-corrosive and maintained the plane-parallel shape
of the castings when cooled (Dittmar, 2011). This know-how was a trade secret and the printers, who established presses in cities
across Europe were almost exclusively Germans. Most of them had been apprentices of Gutenberg and his business partners in
Mainz, or had learned from former apprentices (Dittmar, 2011). As these apprentices looked for new urban markets, the
geography of production and local economies had changed dramatically. The demand for new suppliers as type casters, press
manufacturers etc. put its stamp on urban division of labor, and as a result, Leipzig not only became an important trade center
but also one of the Central Europe's earliest book publishing sites (Bathelt and Boggs, 2003).

5.2.2. The Second Period: Evolution of Book Publishing Industry during the G.D.R
(The German Democratic Republic) and Reunification

Before the World War Il Leipzig book publishing industry contained 300 book publishers, 500 allied firms and the German Library
(the Deutsche Biicherei). However, during WWII 80% of all physical plants were destroyed by air strikes and skilled labor were
relocated into other crucial industries during the wartime (Bathelt and Boggs, 2003). Furthermore, during GDR regime,
nationalization, censorship and U.S. attraction drove away the remaining skilled workforce from Leipzig to the West zone. Not
only workers but also institutions were relocated in the West. Among these institutions, which were moved to the West were
Frankfurt Borsenverein (German Publishers Association) and the Deutsche Bibliothek (German National Library). Frankfurt Book
fair was restored after 200 years, as Leipzig lost its status in the industry (Bathelt and Boggs, 2003). GDR was running a soviet-
style planned economy, which was blocking not only market-oriented competition, but also hindering the sophistication of the
demand. Furthermore, book publishers in Leipzig became technologically underdeveloped and poorly equipped compared to their
Western competitors during the GDR rule. (Karrasch 1989; Volpers 1991; Gormsen 1996; Wittmann 1999; Boggs 2001)

In 1990, after German Reunification, the Férderverein Medienstadt Leipzig (Development Association of the Media City Leipzig),
initiated a program for re-development of the Graphisches Viertel as a site of book publishing and affiliated industries (Schubert,
2000) and restored the city as a major center of book publishing in Germany. The Forderverein’s mission to position Leipzig as a
media city with media-related businesses and institutions failed. Neither the importance of Leipzig’s book fair was restored nor
did publishing houses flourish. Instead the industry underwent massive de-industrialization. (Volpers 1991; Lemke 1992;
Borsenblatt 1993; Bach 1995; Denzer and Grundmann 1999; Wittmann 1999; Boggs 2001; Berg et al. 2001). The political initiative
didn’t create any change in the cluster dimensions.
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5.2.3. The Third Period: Birth of New Media Cluster in Leipzig after German Reunification

Although, some of the local politicians and city planners interrelated birth of new media cluster with the pre-War traditional
industry of book publishing, the birth and growth of the new media industry in Leipzig was influenced more by the establishment
of MDR (Mitteldeutscher Rundfunk; or Middle German Broadcasting Service), a public television and broadcasting network
(Denzer and Grundmann 1999). Moreover, Leipzig had never played an important role in the television and film industry (Sagurna
2000). The G.D.R. television and film industry had a rigid hierarchical characteristic and was concentrated in East Berlin and nearby
Potsdam. Leipzig only housed a small studio during the GDR rule (Graf 2001; Kratke, and Scheuplein 2001).

5.2.3.1. Source of Variation

Actually, the establishment of MDR in Leipzig was a political action, Leipzig was located in the center of southeastern Germany
close to three German states (Lander) Saxony, Saxony-Anhalt and Thuringia. Leipzig was the only city in Saxony, which could be
accepted by politicians from all states that could benefit from the investment in media sector due to its central location (Bathelt
2002). The formation of this cluster was not embedded in historical roots in the book publishing industry. It has developed by
local start-ups and different facilities that served for the MDR (Berg et al. 2001). The location of new media industry was not the
Graphical Quarter, which housed book publishers, but the Leipzig-Connewitz, that was located at the city’s southern district
(Denzer and Grundmann 1999).

MDR’s foundational strategy was to outsource its functions to its separate subsidiaries and local suppliers. In order to accomplish
this strategy MDR called for experts from different professions like film teams, technicians, cutters, reporters, news agencies and
other media specialists from other regions to establish a branch in Leipzig and offered them long term contracts (Bathelt 2002).
By this way, suppliers and service providers forced to establish their branches in Leipzig and they brought professional expertise
to the region. Establishment of MDR triggered the development of specialized competencies, which, in turn, initiated other start-
up activities from within the region (Bathelt 2002).

5.2.3.2. Selection Mechanism

Although Leipzig did not possess capabilities required by TV and film industries, the new media industry developed around MDR,
which became the anchor organization in the cluster (Sagurna 2000; Schubert 2000; Bathelt 2001). The cluster firms were deeply
connected with MDR and with each other. Furthermore, they were also connected to other actors in the region like new Leipzig
convention center, which indicated that there were strong vertical relations between the firms of the cluster. After its
establishment, MDR rapidly became the anchor organization in TV and media industry in Leipzig, which was the one of the few
economic sectors that grew in the post-Reunification period (Sagurna 2000; Schubert 2000; Bathelt 2001). Here, as opposed to
the old publishing industry case of Leipzig, new firms that were established around MDR were subject to a selection mechanism
within the cluster rather than between clusters.

5.2.3.3 Reinforcing Mechanism

The new media industry was born through the re-organization of Leipzig’s local assets and interactive learning. The industry
became one of the few economic sectors that helped Leipzig’s economic growth after the reunification. The education institutes
which supported local learning during the process are listed below (Bathelt 2002).

The University of Leipzig (Institute for Communications and Media Studies)

Hochschule fir Technik, Wirtschaft und Kultur (HTWK—College for Technical, Economic and Cultural Studies)
Hochschule fir Graphik und Buchkunst (College for Book and Graphic Arts),

Fachschule der Deutschen Telekom (German Telecom Training Centre),

Fernsehakademie Mitteldeutschland (Middle German TV Academy),

Medienakademie Leipzig (Media Academy Leipzig)

Sachsische Akademie der Werbung (Saxon Marketing Academy)

NouhkwdNe

The higher education institutes and special training programs not only supported the creation of specialized knowledge base in
media but also they enabled the accumulation of practical experience through joint research projects with media firms from TV
and film production, multimedia and internet applications (Bathelt 2002). The graduates from these institutions created a
specialized knowledge base in a wide variety of media-related fields. The students were able to gather practical experience during
their studies and conducted research projects together with local media firms, especially in the area of TV and film activities and
multimedia and internet applications. Moreover, another way to gain practical experience for many students was having part-
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time jobs or working during the semester breaks, which, in turn was conducive for local media firms to acquire and accumulate
knowledge (Bathelt 2002).

In 1998, a joint bureau for start-up consulting and finance (ugb- the Unternehmensgriinderbiiro) was established by the Leipziger
Sparkasse (an important local bank), the City and County of Leipzig and an industry association. The state programs, such as
Saxony’s Filmférderung, provided financial support for film festivals and European Social Fund of the European Union provided
financial support for start-ups (Bathelt 2002). These initiatives served to establish an attractive environment for new entrants and
spinoffs, which played an important role to reinforce the imprint of MDR.

In 2000, the Media City Leipzig was established as an incubator and technology center with 36,000 m2 of office space, workshop
and studio space for TV and film-related firms (Schubert, 1999; 2000). The facilities provided not only working areas for firms but
opportunities for interfirm communication, knowledge transfer and interactive problem solving. Furthermore, MDR also forced
its subcontractors and suppliers to establish their business in the Media City (Bathelt, 2002). In addition to Media City Leipzig, the
media center called The Medienhof Leipzig-Stotteritz housed 20 firms and Business & Innovation Centre Leipzig (BIC Leipzig) in
Leipzig-Plagwitz provided workspace mostly for start-ups (Schubert, 1999, 2000).

Moreover, in the private media clubs, which primarily limited their user base to media people, professionals from media industry
gathered after work and shared their ideas, discussed various issues related to project Bathelt (2002). Thus, it is probable that
these business circles acted as an incubator for new knowledge creation and new start-ups.

6. CONCLUSION

As we have discussed in the previous parts, existing explanations about regional clusters fail to offer vivid mechanisms by which
historical unfolding of clusters in different regions are explicated. Although recent approaches like MLIT provide us with fairly
satisfactory explanations, their analyses are often too generalized and do not adequately address how clusters, made up of
multiple interactive firms evolve or do not evolve over historical time. In this vein, we synthesized the theoretical model of Marquis
and Tilcsik (2013) by classical GD motor — variation, selection, retention- to represent how clusters evolve and which
environmental and hereditary factors determine such evolution. By opening the black box of MLIT, the model explains how the
history influences the sustained configuration of spatial economic activity.

Our historical comparative analyses of two empirical case studies -Pinch and Henry’s BMSI and Bathelt and Boggs's LMG-
significantly corroborated our theoretical insights and displayed a considerable fit with our proposed analytical model. The
summary of our findings about each case in terms of their evolutionary dynamics are presented in Table 5. In the case of BMSI,
Pinch and Henry (1999) highlighted the origins and development of motorsport industrial cluster and provided crucial insights on
key elements. As being a creative industry, it is not surprising to observe the important role of changes in the technological
trajectories and effects of knowledge dissemination among firms. Nevertheless, the case of British Motor Sport Industry fits our
synthetic imprinting model and provides information on the variation, selection and reinforcing mechanisms. Replacement of the
qualified workforce (designers, engineers etc.) from aviation industry was the source of variation in the technological know-how
of few firms and as the superior know-how diffused among firms of the cluster, it subsequently changed the whole motor sports
industry. The know-how change should be understood as a change in the replicators of initially varied forms, which were selected
by the environment because of their superior performance. WOI opened after the Mercedes accident was more effectively
leveraged by BSMI instead of Italian motor sports industry due to the technological superiority acquired from aerospace industry.
Spin-offs and other knowledge dissemination mechanisms among the pioneering firms of the BMSI acted as a retention
mechanism as the superior replicators diffused among all firms in the cluster, entirely transforming them.

The second case written by Bathelt and Boggs (2003) was composed of three episodes, each of which contained different sensitive
and insensitive periods on their own. All three episodes provided valuable information about the mediating factors and reinforcing
mechanisms to solidify our synthetic model.

During the born of early stage book publishing industry, the main technological development was the invention of Gutenberg’s
moveable-type printing press. This technological trajectory created a sensitive period, opened a WOI and led to the flourishing of
publishing industry in Leipzig instead of Frankfurt, which was closer to Mainz where new technology was invented. Same
trajectories with similar favorable initial conditions resulted in two different ends. The main reason behind the difference was the
presence of a heredity factor (specialization in German texts) at the time of sensitive period. Being close to protestant reform
movement favored publishers clustered in Leipzig and German text, whereas Frankfurt’s book fair was mostly dominated by Latin
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texts with International participants. The demand condition established in the sensitive period of technological change worked
against the publishers in Frankfurt, which lacked necessary replicators, and mediated the selection of Leipzig cluster.

Having its 80% of physical plants destroyed and skilled labors relocated after the World War Il, book publishing industry in Leipzig
was never restored despite the several initiatives. Moreover, during GDR, nationalization, censorship and U.S. attraction
disintegrated the remaining skilled workers from Leipzig and book publishers in Leipzig become technologically underdeveloped
and poorly equipped compared to their Western competitors. In 1990, after German Reunification, a program was initiated for
re-development of the book publishing industry in Graphisches Viertel but this program failed. But why did not this favorable
political condition turn into a stamp on book publishing? The reason behind malfunction of the environmental condition in this
sensitive period was the absence of a successful VSR mechanism. Book publishing industry in Leipzig was suffering not only from
the lack of necessary skilled workforce, but also technological infrastructure. Thus, the initiative could not create a sufficient
variation, which could result in the positive selection of pioneering firms. The resource and capability sets of existing firms in
Leipzig could not absorb the variation and the WOI was not even opened for them.

Another political initiative after German Reunification was the establishment of MDR, the public television and broadcasting
network. This initiative did not intend to establish an industry at all. The establishment of MDR in Leipzig was the result of a
political move, which triggered the establishment of a new media industry in Leipzig. MDR became the anchor organization in the
cluster by outsourcing its functions to local suppliers, attracting media specialists from other regions and forcing them to establish
their branches in Leipzig. In this process, not only higher education institutes, special training programs and joint research projects
but also start-ups supported by incubators acted to reinforce the stamp of MDR. Moreover, MDR was the vehicle that facilitated
the imprint of political interference and acted as a selection mechanism itself. This type of evolutionary mechanism much more
suits to example the Wrightian (Genetic) Drift. In genetic drift, replication that does not depend on environmental fitness, and like
in the example of MDR, it is much more related to the ‘founder organization’.

The Leipzig media cluster case shows that political decisions has intended or unintended consequences. Both resurrecting efforts
for Leipzig’s book publishing industry and establishment of MDR were local political decisions. Both cases show us that the
imprinting model should be revisited to include political influencers as another branch of the environmental sources of imprinting.
By this way, environment could be conceptualized in a richer and deeper manner. Moreover, our cases illustrated that sensitive
periods do not automatically result in evolution of a cluster. In order for a cluster to evolve during a sensitive period is the presence
of a VSR mechanism. VSR mechanism, on the other hand, is found to be affected by both environmental factors and
genetic/hereditary factors. Thus, we argue that in order to explain the evolution of clusters in historical time, a synthetic approach,
which combines multiple imprinting theory and generalized Darwinism is beneficial.
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Table 5: Summary of Case Findings
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ABSTRACT

Purpose- This study intends to investigate the factors that affect the enrollment in Taiwan's colleges and universities. The subjects were selected
by random sampling methods from senior high school graduates who were about to enter colleges.

Methodology- By implementing the Alyuda Neurolntelligence software, this study applied neural network simulation and prediction analysis on
the data of 100 questionnaires.

Findings- The results showed that the influencing factors of school enroliment and their degree of relevance and importance are: (1) curriculum,
(2) chance of oversea study, (3) faculty, (4) scholarship, (5) tuition, (6) location, (7) internship, (8) career, (9) campus and (10) reputation.
Conclusion- It is hoped that the research results discovered in this study can help relevant schools to understand students' total evaluation of
schools and willingness to study, and serve as an important reference for schools to strengthen enrollment strategy and improve the quality of
school operation in the future.

Keywords: University enrollment, influencing factors, artificial intelligence, neural network, forecast
JEL Codes: 121, 123

1. INTRODUCTION

It is widely known that the higher education plays a critical role in the development of a country and achievement of personal
career, thus, the quality and performance of the higher education is fundamental to the competitiveness of a nation.

In recent years, Taiwan's higher education market is under significant impact by the influence of fewer birth rate and the
establishment of too many colleges and universities over the past 20 years. Some colleges and universities have decided to reduce
enrolment or even stop student recruitment because of insufficient students. The Ministry of Education of Taiwan has initiated a
blacklist of schools with poor performance, therefore, enroliment has become the most important task for colleges and
universities, and the success of high enrollment rate has become the key to the survival and sustainable development of colleges
and universities.

In order to solve the enrollment problems faced by Taiwan's colleges and universities, it has become a necessary and urgent task
to fully understand and well manage the influencing factors of successful enrollment. This study aims to investigate and analyze
the influencing factors of enrollment in Taiwan's colleges and universities. Instead of using the traditional methods of statistical
analysis, this study utilized neural network to analyze data collected from a questionnaire survey and developed a model for
successful enrolment. By training and testing the neural network model, the generated results of the model are analyzed, and the
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correlation and priority of the influencing factors are compared. Consequently, the students' overall evaluation of the universities
and willingness to study can be revealed. The outcomes of this study can be an important reference for universities to strengthen
enrollment strategy and to improve the quality and performance of future operation.

This paper is composed of the following sections, the introduction, literature review, research methodology, data analysis and
conclusion.

2. LITERATURE REVIEW

Artificial intelligence (Al) refers to the intelligence shown by machines made by human beings, which means the technology of
realizing human intelligence through computer programs. Alan Turing (2009), a British mathematician, first proposed the concept
of machine intelligence in 1950, while the term "artificial intelligence" was used by researchers at a meeting of Dartmouth College
in 1956, when it was officially named by John McCarthy, the creator father of LISP, who was responsible for organizing the meeting.
Because of this, Dartmouth Conference became the classic origin of Al (McCarthy, 1989). Since then, many fields such as
mathematics, logic, cognitive science and life science actively carried out theoretical researches on Al. In the late 1990s, advances
in computer hardware and software technology also promoted the research of Al to make major breakthroughs, and then to
achieve application of Al in various fields around human beings (Ghahramani, 2015).

With regard to artificial intelligence, computer scientists expect to directly imitate the operation of biological neurons, so they
design mathematical models to simulate the structure and functions of animal neural networks. Artificial intelligence neural
networks are functional calculus imitating the operation of neurons, which can receive the stimulation of external information
input and convert the input into output response according to the weight of different stimulation effects, or can be used to change
the intrinsic function to adapt to mathematical model under different situations (Hagan et al., 1996). Simply speaking, artificial
intelligence neural network simulates the operation of biological neurons with mathematical functions, simulates the nerve
conduction and response of organisms through mathematical models, through which it receives stimulus from external
information input and converts such input into output response according to different stimulus influence weights.

In 1951, a scientist Marvin Minsky built Snarc, the world's first neuron simulator, which can cross the maze with the help of 40
agents and a reward system (Kelemen, 2007). In 1957, Frank Rosenblatt of Cornell Aeronautical Engineering Laboratory designed
Perceptron of neural networks (Rosenblatt, 1958). Scholars of artificial intelligence neural network were very excited about it,
believing that this breakthrough would eventually lead the artificial intelligence toward a new stage of development. In 1970s,
however, due to the lack of large-scale data and unimproved computational complexity, the researches in the field of artificial
intelligence was unable to expand the small-scale problem into a large-scale problem, which led to stagnation of the research due
to the inability to obtain more investment in budget for scientific research in the field of calculators. By 1980s, scientists first
designed new calculating methods to simulate human neurons through breakthroughs in thinking, leading to the renaissance
period of the development of neural networks (O’Leary, 1997). In 1982, physicist John Hopfield first published Hopfield neural
networks, which opened up the thinking that neural networks can be designed recursively (Hopfield, 1982). In 1986, Professor
David Rumelhart of the University of California, San Diego, proposed Back Propagation (Rumelhart, Hinton and Williams, 1988),
which measures the change of "stimulus" through each input of data to calculate the weight that needs to be corrected and feed
back to the original function, further refreshing the significance of machine learning. Scientists have further extended neurons
into neural networks. Artificial intelligence neural networks formed by multi-layered neurons can retain more "stimulated"
“memory” in function expression (Rumelhart et al., 1995).

At present, the multi-layer artificial intelligence neural network model mainly includes input layer, hidden layer and output layer.
In addition, according to the direction of data input flow, it can be divided into one-way flow or back propagation method which
can update the weights of the previous layer (Hecht-Nielsen, 1992). Because the neural network model relies heavily on the
capacity of computing scale, in order to increase the flexibility of the highly abstract data layer, computer scientists compounded
it into a model with greater complexity and multiple layers supported with multiple nonlinear transformations, which is named
as Deep Learning (LeCun, Bengio and Hinton, 2015). Deep learning is a branch of machine learning and also the mainstream
direction of Al development. Its concept is mainly compounding artificial intelligence artificial neural network with complex multi-
layer structure, and making multiple nonlinear transformation of its functions to add highly abstract data and memory data
influence ability (Bengio, 2009).

The development direction of Al is to design and analyze some algorithms that allow computers to "learn" automatically, so that
computers can establish rules from the process of automatic analysis of data, and use these rules to predict unknown data that
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have not been analyzed. In the process, statistical techniques are often used and converted into computer programs, and then
the demarcation conditions of data are calculated to make prediction. With regard to the way of development in the field of
artificial intelligence, whether it is supervised learning or unsupervised learning, when the data is collected in large scale, rapidly
transmitted through the Internet and then computed by cloud architecture, it is no longer an unreachable goal to solve basic
problems of human beings by Al technology (Ramos, Augusto and Shapiro, 2008). At present, artificial intelligence neural network
is also one of the most widely used technologies in artificial intelligence commerce. It has been proved that it can be successfully
applied in search engine, image recognition, biometric recognition, speech and handwriting recognition and other fields. In the
future, more practical applications will be realized in various fields (Russell and Norvig, 2016).

3. RESEARCH METHODOLOGY

This study investigated the factors that affect the enroliment in Taiwan's colleges and universities. The subjects were selected by
random sampling methods from senior high school graduates who were about to enter colleges. This study collected relevant
literature on influencing factors of enrollment in Taiwan's colleges and universities, and summarized students' opinions and
reactions to the needs during selection of school departments and the willingness to study. This study took 10 factors of
enrollment, namely location, tuition, reputation, career, scholarship, internship, oversea study, curriculum, faculty and campus,
as independent variables, and students' total evaluation of the school as a dependent variable. A random sampling survey was
conducted among 100 junior high school graduates who participated in an enrollment initiative of a university in Taiwan. Likert
Scale 5-point attitude scale was used to divide the influencing factors of enroliment and the events of the total evaluation of the
school into five levels: very high, high, medium, low and very low in order to understand the attitudes or opinions of the subjects
on the influencing factors of a certain enrollment.

In this study, analysis based on the back-propagation neural network model, the basic principle of which is to minimize the error
function by using the concept of Gradient Steepest Descent Method. The structure of back-propagation neural network includes
input layer, hidden layer and output layer, as shown in Figure 1.

Figure 1: Structure of Back-Propagation Neural Network

Input Layer Hidden Layer Output Layer

Input layer: To represent input variables of neural network. The number of its processing units depends on the problem. Linear
transformation functions are used, as shown in Equation (1):

fl) =x (1)

Hidden Layer: To represent the interaction between input processing units. There is no standard method to determine the number
of processing units. Usually, the optimal number of processing units is determined by experimental method. Non-linear
transformation functions are used. The network can have more than one hidden layer or no hidden layer.

Output Layer: To represent the output variables of neural network. The number of processing units depends on the problem.
Nonlinear transformation functions are used.
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The relationship between input value and output value of processing unit can generally be expressed by the function of the
weighted product sum of the input value, as shown in Equations (2) and (3):

Y; = f(net;) (2)
netj = Z WUXL_BI (3)
where,

Y; = Output variables, which imitate the output signals of the biological neuron model

f = Conversion function, which imitates the non-linear processing program of the biological neuron model. It is a mathematical
formula used to convert the weighted product sum of input values of processing units into the output of processing units.
Conversion function is usually used, as shown in Equation (4):

fl) =

When the independent variable approaches positive or negative infinity, the value of the function approaches (0, 1), as shown in
Figure 2.

1
1+e™*

(4)

Figure 2: Conversion Function

f(x)

\ L1 Lo
6 5 -4 -3 -2-1 01 2 3 4 5 6
X

W;; = Link weighted value, which imitates the synaptic strength of the biological neuron model.
X; = Input variables, which imitate the input signals of the biological neuron model.
0; = Partial Weight, which imitates the threshold value of the biological neuron model

According to the back-propagation neural network model, this study uses Alyuda Neurolntelligence software to process the
questionnaire data, develop prediction model and finally obtain solution to the problem. Through training and testing of the
neural network model, the output results are analyzed and summarized to determine the influencing factors of school enroliment
and level of correlation, so as to understand the students' total evaluation of the school and their willingness to study.

The research processes are as follows:
Step 1: Establish research motivation and purpose, and define research topics.
Step 2: Collect relevant literatures on influencing factors of enrollment in colleges and universities.

Step 3: Design questionnaire after summarizing and collating relevant literatures and students' opinions and reactions to the
needs in choosing the school and their willingness to study.

Step 4: Conduct questionnaire survey among 100 senior school graduates by random sampling. Collect the data, compile it into
excel worksheet and then import the data into neural network software.
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Step 5: Implement the Alyuda Neurolntelligence software and apply neural network simulation and prediction analysis on the
data of 100 questionnaires. Among them, 70 data are used for training and testing for modeling, and 30 data are used for
prediction and analysis after obtaining the model.

Step 6: Analyze and compare the influencing factors. With the initial predicted value as the benchmark, this study revises the
input value of 10 influencing factors in turn. A total of 10 modifications are executed, with one influencing factor modified each
time. Then, record the initial predicted value and the modified predicted value.

Step 7: Calculate the difference between the initial and modified predicted value by using Root Mean Square Error (RMSE) and
analyze the correlation degree and importance ranking of the influencing factors for the overall evaluation of the school.

Step 8: Conclude the study.
4. DATA ANALYSIS

With the above-mentioned research methods, this study investigated the factors influencing the enroliment of Taiwan's colleges
and universities. The results of the relevant data analysis are as follows:

The questionnaire survey were collected and compiled into excel worksheet, and input into Alyuda Neuro Intelligence software,
as shown in Figure 3.

Figure 3: Data Input

B Import from MS Excel file - trainingdata.xls O x|
File preview: Worksheets:
A le] ¢ o] e | F | ¢ | w 1A
1 |Location Tuton Reputation Career Scholarship Internship Overseastudy Curriculim Facul
2 |3 2 4 5 3 3 3 2 2
3 |2 2 4 5 4 3 3 3 3
4 |3 3 3 5 5 4 2 3 2
5 |2 2 3 4 2 2 4 3 3
s |4 3 3 5 3 3 2 2 2
7 | 2 I3 4 3 2 2 3 2
s |2 33 5 5 3 2 3 3
9 |2 2 3 5 4 2 2 3 2
103 4 3 4 4 3 3 3 3
113 2 4 4 4 2 3 4 2
123 3 3 3 3 3 3 3 2
13 [4 2 3 5 5 2 3 3 3
14 [3 4 3 5 5 3 5 3 3
15 [3 2 4 4 3 3 3 3 3 Range
53 3 3 3 4 4 3 2 4 S
73 3 3 5 5 2 2 3 3
zE 8 o : ’ : s W st row contains colum
85 2 3 4 4 3 3 3 3
2|2 2 4 5 5 4 3 4 s |,
< > 0K | Cancel |

The processing flow of Alyuda Neurolntelligence software are analyzing, preprocessing, design, training, testing and prediction.
After data importation, Alyuda Neurolntelligence analyzed the data to define parameters and test whether there were
abnormalities in the data. This study took 10 factors of enrollment, namely location, tuition, reputation, career, scholarship,
internship, oversea study, curriculum, faculty and campus, as independent variables, and students' total evaluation of the school
as a dependent variable, as shown in Figure 4.
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Figure 4: Data Analysis
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After data analysis is completed, data preprocessing is carried out. The main purpose of data preprocessing is to convert the
original data of each column into the data that can be analyzed by the software. Alyuda Neurolntelligence software will convert
the values of independent variables into [1, -1], and the values of dependent variables into [0, 1], as shown in Figure 5.

Figure 5: Data Preprocessing
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After data preprocessing is completed, Alyuda Neuro Intelligence software is used to design the neural network architecture, and
set the architecture of input layer, the hidden layer and the output layer of the network, as well as the number of neurons in
hidden layer, as shown in Figure 6.

DOI: 10.17261/Pressacademia.2019.1051 114



Research Journal of Business and Management- RJBM (2019), Vol.6(2). p.109-120 Liu, Chen, Wei

Figure 6: Neural Network Design
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Ready for training.

After completing the design of neural network architecture, some relevant parameters must be set before data training. Limited
Memory Quasi-Newton is selected as the training algorithm, and 500 training cycles are set as well, as shown in Figure 7.

Figure 7: Neural Network Training Algorithm
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After completing the setting, data training is carried out by the software. When training is completed, the relevant messages and

graphics showed that the neural network model has converged, as shown Figure 8.
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Figure 8: Data Training
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After obtaining the model through data training, data testing can be carried out to examine the prediction accuracy of the model.
After testing the model in this study, the relevant messages and graphics indicated that the neural network model presented good
prediction accuracy, and therefore, the initial model of the neural network was successfully completed, as shown in Figure 9.

Figure 9: Data Testing
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The model developed by the software was then used to predict the remaining 30 data, and results are as shown in Figure 10.
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Figure 10: Data Prediction
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The predicted data are then exported and the predicted results are recorded as the initial predicted values, as shown in Figure 11.

Figure 11: Initial Predicted Values
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To determine the relative importance of influencing factors, the initial predicted values are taken as the benchmark, and the input
values of the 10 factors are modified in turn, with one factor modified at a time, and a total of 10 modifications are conducted
sequentially. While the input values are modified, all the original values of the influencing factors are changed to 1, as shown in
Figure 12. Then the modified input values are sequentially incorporated into the neural network that had been modeled to obtain
the modified predicted values of 10 influencing factors.

Root mean square error is used to calculate the difference between the initial predicted value and the modified predicted value
and analyze the level of correlation and priority of each influencing factor to the total evaluation of the school, as shown in Figure
13. The larger the root mean square error of the influencing factor is, the higher the modified initial predicted value is, that is, the
higher the degree of correlation priority of the influencing factor to the total evaluation of the school.

The results showed that the influencing factors of enrollment and their degree of relevance and importance are: (1)curriculum,
(2)chance of oversea study, (3)faculty, (4)scholarship, (5)tuition, (6)location, (7)internship, (8)career, (9)campus and
(10)reputation.

Figure 12: Modified Input Values
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Figure 13: Correlation and Priority of Factor to Evaluation of University

All Location  Tuition Reputation Career Scholarship Internship Oversea st Curriculum Faculty  Campus
381549 4.029993 4031263 4.050442 4070188 4.020055 4.032254 3.986213 3.99678 3.98845 4.046894
3830248 4.061902 4.058319 4076505 4.080096 4.042704 4058145 4.02676 4023026 3997748 4061904
3.523058 3.005443 3901417 4037216 4019991 3977914 3987488 3.958264 3.960045 394627 4007344
4138592 4.02205 4.041935 4.047523 4.042860 4.020087 4020065 3.999879 3.992281 3.985718 4056218
3814086 4.045233 4.047064 4090481 4071241 4031436 4043125 4.015648 4.012247 3968186 4062134
3.937781 3.997632 3.998926 4.045344 4038826 3982835 3.995249 3.978519 3.963434 3.954537 4003346
8 | 4216716 4027927 4022214 4068508 4063012 4010466 4.023409 3.963679 3.974482 397936 4.033015
9 | 374014 4002862 4010025 4023916 4028664 3992655 4.005363 3.885614 3.962749 3961065 4.020842
10 | 4263947 3.99449] 3906745 4.042496 4023978 3980173 3990796 3.975834 3.900245 3.952018 4.012324
11 | 3.82057% 3.997269 3.988563 4.011957 4009068 3980167 4001562 3.971931 3.970706 3.966361 4008005
12 | 4382721 4.008611 4010244 4029163 4048567 3995994 4010453 3.977497 3974831 3966305 4038554
13 | 4083881 3.995743 3985806 4.037309 4033828 3975794 3990881 3.956375 3.955038 3.945581 4008557
14 | 4311534 3.991657 3.98245 4033635 4.016893 3972128 3.987137 3.953084 3.950739 3.960207 4002856
15 | 3744654 4.014419 400716 4053643 4024917 3998013 4010099 3.978735 3.958730 3.084742 4002557
16 | 4.384276 3.880075 35069738 3.995797 3935504 387400 380519 3.855443 385355 3802891 3932142
17 | 2.825458 3.963018 3.962015 4.006911 4005174 3547364 395516 3.93809 3.837306 3.914509 3975492
18 | 3.988184 3.999223 4.003135 4046567 401632 398936 4.006702 3.969753 3.49790186 3.957099 4017077
19 | 4396064 3.997616 3994885 4.045316 4.039066 3982491 3.999401 3.965763 3.963683 3.954808 401537
20 423878 3.96656 3.961225 4036587 3992309 3944732 3.962184 3.940322 3.925707 3916624 3977758
21 408701 3.9090142 3.994775 4041343 4023046 3980454 3.995139 3.861551 3.958621 3963201 3.99562%
22 4540099 4079018 4069219 4.001691 4.108957 4058128 4.073462 4.030122 4.014593 4014205 4.088562
23 4211327 3.98089 3.960893 4.009166 4006370 3940193 3.962388 3.527335 3.926461 3916499 3.990862
24 394396 4.021887 4018103 4063105 4033489 4004509 4.01408 3.986125 3982325 3973892 4033162
25 | 3901896 4.000302 4000212 4.042506 4024759 3982152 3.996538 3.962967 3.959934 3951313 4012115
26 425701 3998986 3.939197 4.012801 4036278 3978412 3.939543 3.972646 3.957898 3.967099 4.010361
27 | 4403808 4038205 4028415 4078038 4069399 4019234 4028086 3.97413 3984657 3980803 4.047944
28 | 3504371 39090702 3.995275 4014636 4023529 3984204 3.905681 3.862331 397325 3963944 4011249
29 3884016 4.088372 4092078 4.113447 4109704 4083334 4006055 4.065491 4.049416 4038152 4098953
30 | 4083881 3.995743 3985806 4.037309 4033828 3975794 3990881 3.956375 3955038 3.945581 4.006557
31 4303864 3.993504 4000822 4.041093 4023019 3981504 3.992166 3.963462 3959036 3.951257 4.023521
2 |[RMSE 0.35595 0.35682 0.35028 0.35268 0.35808 0.35534 0.36239 0.36507 0.3601 0.35143

© R W e

1o

32 RANK 6 3 10 g 4 7 2 1 3 9
34

> RMSE Average all location tuition reputation career scholarship inter .. (& <
5. CONCLUSION

This study investigated the factors that affect the enroliment in Taiwan's colleges and universities. The subjects were selected by
random sampling methods from senior high school graduates who were about to enter colleges. By implementing the Alyuda
Neurolntelligence software, this study applied neural network simulation and prediction analysis on the data of 100
guestionnaires. Among them, 70 data were used for training and testing for prediction modeling, and 30 data were used for
prediction and analysis after modeling. Through training and testing of the neural network model, the output results were
analyzed and summarized to find out the influencing factors of school enroliment and their correlation degree, so as to understand
the students' total evaluation of the school and willingness to study.

The results showed that the influencing factors of school enrollment and their degree of relevance and importance are
(1)curriculum, (2)chance of oversea study, (3)faculty, (4)scholarship, (5)tuition, (6)location, (7)internship, (8)career, (9)campus
and (10)reputation. Curriculum, faculty and chance of oversea study have greater correlation to and more significant influence on
school enrollment. In other words, students pay more attention to these items while selecting universities and they are also the
key factors influencing students' evaluation and willingness to study. In addition, scholarship, tuition, location and internship are
the second most important factors affecting school enrollment. Career, campus and reputation, however, do not have significant
influence on school enrollment. It is hoped that the research results presented in this study can help relevant schools to
understand students' total preferences of choosing the university, and serve as an important information for universities to
formulate enrollment strategy and relevant future operational activities.
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ABSTRACT

Purpose- Leadership styles such as delegative, democratic, autocratic, and ethical leadership with respect to various aspects of trust and their
causal relations along with determining the salient leadership style at public schools are the purpose of this research. Our assumption is that
organizational trust is at the crux of human resource management since a healthy relationship between leaders and employees is a prerequisite
for open communication, knowledge sharing and conflict management.

Methodology- Our research question is to understand the basic relationships between leadership styles and trust between principals and teachers.
We are conducting a survey at designated school sites. Our questionnaire is comprised of three sections: Socio-demographic variables, leadership
styles and organizational trust.

Findings- We have employed structural equation modelling (SEM) and found significant relationship between leadership styles and trust and vice
versa. In sum, managerial trust has a significant effect on leadership styles which reveals the fact that dyadic relationships between leaders and
employees enhance mutual trust.

Conclusion- In sum, managerial trust has a significant effect on leadership styles which reveals the fact that dyadic relationships between leaders
and employees enhance mutual trust. Such relationships need to be considered in human resource management (SHRM).

Keywords: Leadership theories, SHRM, SEM, trust and competencies.
JEL Codes: M10, M12, M19.

1. INTRODUCTION

We are living in a business epoch of strengthening social networks based on interest and weakening social organizations and
communities based on trust. Open communication and sharing problems as well as opportunities support both collaboration and
learning, which are indispensable for effective leadership and human resource management at various sectors. Leaders at work
and at schools enable their followers to be in a state of flow so that efficiency is attained according to Mihaly Csikszentmihalyi,
who is one of the founding fathers of positive psychology (1990). He focuses on leadership competencies with particular emphasis
on “flow theory” where flow is:

” A mental state in which a person performing an activity is fully immersed in a feeling of energized focus, full involvement, and
enjoyment” (2012).

Csikszentmihalyi’s theory of flow focuses mainly on ethical leadership framework, that is derived from well-known basic theories.
According to him, among the 29 leadership competencies four are directly linked to his notion of flow: (1) Strategic thinking
(setting clear meaningful goals), (2) Applying personal strengths for a common goal (such as self-esteem), (3) Balancing skill and
challenge level (focusing on competencies and efforts along with results), and (4) Frequent feedback on performance all of which
are relevant to trust, ethical responsibility and understanding of multiple perspectives.
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Lately, leadership development and styles are gaining importance in the process of properly managing human resources in
education. In this article, we have used (Ates, 2005) are derived from Clark (1997 and 2004). We have analyzed ethical, autocratic,
democratic and delegative (laissez-faire) leadership with respect to various aspects of trust and socio-demographic characteristics
of educators/ teachers.

Organizational trust is the crux of strategic human resource management since a healthy relationship between leaders and
employees is a prerequisite for open communication, knowledge sharing, and learning. Competencies which consist of knowledge,
attitude and behavior are shaped and prospered in a positively reinforced learning environment. Organizational trust is regarded
as a fundamental threshold, since it enhances job security at times of uncertainty and risk (Blomqvist & Stahle, 1998, p. 11);
further, consistent and expected behavior of leaders also enriches the trust environment.

That is why, leadership style is a significant factor in the formation of organizational and/or managerial trust. However, leadership
styles and trust may not enhance predictability, harmony and strategic flexibility in planning and implementation if there is no
incremental and/ or systematic development on the whole. Hence, with increasing trust between managers and subordinates,
the perceived level of risk increases with uncalculated actions. Blomqvist and Stahle have based their theoretical framework on
both interpersonal and managerial trust (1998; 12). We have employed Scott’s (1981) and Adams’ (2004) scales of organizational
trust which has been inspired from Luhmann’s framework (1979) and it is adapted by Kanten (2012).

As an emergent economy, Turkish education system is continually changing both its programs as well as its structures. Therefore,
principals as well as teachers at both primary and secondary schools have difficulty in adapting and internalizing new priorities.
Consequently, particular leadership styles may become more predominant as hands-off policy often followed by principals at
times of uncertainty and complexity. Further, organizational trust may have a significant effect on leadership styles, since
especially dyadic relationships between leaders and employees enhance mutual trust under such fluid circumstances of
uncertainty. We have limited our research to this interactive process between trust and leadership styles selected for the sake of
brevity.

2. LITERATURE REVIEW

The leadership literature is replete with theoretical frameworks and models, describing different leadership styles. Leadership is
the social interaction process within teams through which followers participate voluntarily in decision-making; whereas,
leadership style is the pattern of attitudes and behaviors of leaders towards their teams. Lewin, Lippit and White’s seminal piece
(1939) have first defined three major leadership styles as: autocratic, democratic, and laissez faire/ delegative (Bhatti, Maitlo,
Hashmi & Shaikh, 2012; p. 192-193).

We have employed here Donald Clark’s four operationalized leadership styles that includes ethical leadership since it is especially
significant within the context of education sector (1997). Clark has made research in middle schools and his questionnaire
emphasized the effectiveness of these four leadership styles particularly between school principals and teachers (2004). Since our
research is limited to state schools, and education systems have continuously been transformed by governments, it is not possible
to employ multifactor leadership questionnaire of modern leadership theories. Besides, operationalization of classical leadership
styles is both widely accepted and definitions and demarcation lines between these styles are clear. Below are the definitions of
these styles:

v' Democratic leaders have participative style and they tend to include subordinates in all decision-making; therefore, it
is time-consuming for some sectors despite the fact that it enhances tolerance and satisfaction ( Oshagbemi and Gill,
2003; Bhatti, Maitlo, Shaikh, Hashmi, & Shaikh, 2012, p. 193),

v" Autocratic leaders have rule-abiding/ bureaucratic and controlling style and they tend to monitor and correct
subordinates closely and expect strict obedience (Rast, Hogg, & Giessner, 2013, p. 636),

v'  Delegative (laissez-faire) leaders reveal a yielding and withdrawn style and they tend to avoid conflict and
responsibilities, further they tend to hesitate in guidance or feedback. They either avoid being the center of attention
or act too late when problems arise (Buch, Martinsen, & Kuvaas, 2015, p. 117),

v" Ethical leaders walk the talk and integrity, fairness along with trustworthiness of leaders are highlighted. Such leaders
act as role models for subordinates who learn and internalize the attitudes and values through social learning theory
(Brown, Trevino and Harrison, 2005; Resick, Hargis, Shao, & Dust, 2013, p. 954).
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Previous research on trust has mostly been ambiguous (Barber, 1983). Most research on trust at the individual, group/ team, and
organizational levels of analysis typically suffer from unidimensional conceptualization and operationalization (Barber, 1983;
Luhmann, 1979). Luhmann’s writings on trust are very well-known and largely cited by researchers in many disciplines. Yet, only
the ‘early’ writings of Luhmann have been widely used. (See Janne Jalava’s dissertation for further information on Luhmann’s later
advanced systems theory and its relation to his early studies of trust).

Following “early” Luhmann, in our model of organizational trust, we have also regarded trust as a decision and/ or a prerequisite
of communication and management. According to Luhmann, “to trust is to take a risk (1979; p. 24). Moreover, he distinguishes
between familiarity, trust and confidence and three levels of analyses favoring confidence in his later works. Thus, we have only
differentiated managerial trust and interpersonal trust, which are both dyadic and mutual and regarded organizational trust as a
subsystem simply at these two analysis levels that are operationalized. However, personal trust and interpersonal are not enough
to explain the wider processes according to Luhmann.

We have not focused on organizational trust at a higher level or “systemic confidence”, that is comprised of programs and codes,
since “late” Luhmann’s advanced systems theory is beyond the scope of this paper. We have employed Scott’s (1981) and Adams’
(2004) scales of organizational trust which has been inspired from Luhmann’s framework and it is adapted by Kanten (2012). In
the below conceptual framework, we have analyzed trust and leadership styles both as dependent and independent variables
since they have effect on each other.

Figure 1: Conceptual Model

LEADERSHIP STYLES

ORGANIZATIONAL TRUST * Autocratic Leadership
*Managerial Trust *Democratic Leadership
*Interpersonal Trust *Delegative Leadership

*Ethical Leadership

3. DATA AND METHODOLOGY

We are conducting a survey at state school sites and our questionnaire is comprised of three sections: Socio-demographic
variables, leadership styles and organizational trust. The demographic characteristics that are considered are: age, gender,
education, seniority/ tenure track, marital status, hometown (during upbringing of teachers during primary and secondary
schooling years between 7-19 of age).

We have conducted a survey and reached 314 teachers and 12 principals and 26 vice principals gathered from 12 different junior
high schools and out of 2197 teachers in a district of Istanbul, Turkey. For the sake of brevity, we have used convenience sampling.
We analyzed demographic data through descriptive statistics and used explanatory factor analysis using SPSS. We employed
AMOS program for SEM.

Demographic features of teachers are demonstrated in Table 1 through descriptive statistics:
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Table 1: Demographic Variables

Group Frequency %Percent
Gender Female 191 60,8
Male 123 39,2
Total 314 100,0
Marital Statues Married 147 46,8
Single 167 53,2
Total 314 100,0
Seniority Less than 1 year
63 20,1
1-5 years 204 65,0
6-10 years 29 92
11-15 years 15 48
21 years and over 3 1.0
Total 314 100,0
Age 20-29 years 171 54,5
30-39 years 113 36,0
40-49 years 25 8,0
50 years and over
Y v 5 1,6
Total 314 100,0
Hometown Village 32 10,2
Sub -district 15 4,8
Town /District 83 26,4
Province 67 21,3
Metropolitan city 117 37,3
Total 314 100,0

Our major research question is to understand the relationship between the leadership styles and trust as well as determining the

salient leadership style in our sample. Our suggested hypotheses are:

PoNPE

Ethical leadership has a significant effect on organizational trust or vice versa.
Democratic leadership has a significant effect on organizational trust or vice versa.
Autocratic leadership has a significant effect on organizational trust or vice versa.
Delegative (laissez faire) leadership has a significant effect on organizational trust or vice versa.

In sum, organizational trust - be it managerial or interpersonal - encourages people to take risks and draw lessons from errors.
Therefore, trust is a challenge for people to learn and develop their competencies better in trustworthy environments where
people are not afraid of the fact that others might take advantage of them. Interpersonal trust has both cognitive and affective
components. The cognitive aspect is based upon prior experience and familiarity from the past and it is conditional, while the
latter focuses on reciprocal emotional investments for the future. Thus, open and transparent communication, collaboration and
teamwork depends on trust, flow, and leadership as suggested by Clark (1997), Csikszentmihalyi (1990) and Luhmann (1979).
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4. FINDINGS AND DISCUSSIONS

Below we have summarized the descriptive statistics on scales of leadership styles. 40 Questions with their frequencies are as
follows: (See the research questionnaire with 56 questions excluding demographic variables at the Appendix).

Table 2: 40 Survey Questions and their Frequencies

Frequency Ids.trongly 1 do not undecided | agree | strongly Mean 5 S.td..
%Percent isagree agree agree eviation
F 59 57 30 109 59
Q1 requency 3,17 1,418
Percent 18,8 18,2 9,6 34,7 18,8
71 59 26 103 55
Q2 Frequency 3,04 1,458
Percent 22,6 18,8 8,3 32,8 17,5
Frequenc 23 51 34 118 88
Q3 quency 3,63 1,250
Percent 7,3 16,2 10,8 37,6 28,0
F 58 55 49 91 61
Qa requency 3,13 1,403
Percent 18,5 17,5 15,6 29,0 19,4
F 12 17 20 90 175
Q5 requency 4,27 1,054
Percent 3,8 5,4 6,4 28,7 55,7
14 17 22 109 152
Q6 Frequency 4,17 1,071
Percent 4,5 54 7,0 34,7 48,4
F 13 16 16 91 178
Q7 reguetey 4,29 1,055
Percent 4,1 51 51 29,0 56,7
F 21 29 44 122 98
Qs requency 3,79 1,176
Percent 6,7 9,2 14,0 38,9 31,2
F 19 25 26 112 132
Q9 requency 4,00 1,171
Percent 6,1 8,0 8,3 35,7 42,0
13 23 33 90 155
Q10 Frequency 4,12 1,120
Percent 4,1 7,3 10,5 28,7 49,4
F 16 26 42 109 121
Q11 reguetley 3,93 1,144
Percent 51 8,3 13,4 34,7 38,5
F 10 11 20 78 195
Q12 requency 4,39 ,980
Percent 3,2 3,5 6,4 24,8 62,1
F 9 8 15 77 205
Q13 redueney 4,47 ,919
Percent 2,9 2,5 4,8 24,5 65,3
13 9 40 85 167
Q14 Frequency 4,22 1,049
Percent 4,1 2,9 12,7 27,1 53,2
F 4 20 53 125 112
Q1s requency 4,02 1947
Percent 1,3 6,4 16,9 39,8 35,7
F 29 25 87 91 82
Q16 requency 3,55 1,220
Percent 9,2 8,0 27,7 29,0 26,1
F 17 15 49 86 147
Q17 requency 4,05 1,142
Percent 5,4 4,8 15,6 27,4 46,8
12 17 33 86 166
Q18 Frequency 4,20 1,076
Percent 3,8 5,4 10,5 27,4 52,9
10 14 26 81 183
Q19 Frequency 4,32 1,017
Percent 3,2 4,5 8,3 25,8 58,3
10 9 22 64 209
Q20 Frequency 4,44 ,972
Percent 3,2 2,9 7,0 20,4 66,6
F 10 11 21 77 195
Q21 requency 4,39 ,983
Percent 3,2 3,5 6,7 24,5 62,1
Q22 Frequency 12 8 27 80 187 4,34 1,006
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Percent 3,8 2,5 8,6 25,5 59,6
F 25 45 35 113 9%
Q23 requency 3,67 1,266
Percent 8,0 14,3 11 36,0 30,6
25 42 90 97 60
Q24 Frequency 3,40 1,171
Percent 8,0 13,4 28,7 30,9 191
13 23 85 110 83
125 Frequency 3,72 1,062
Percent 41 7,3 27,1 35,0 26,4
F 7 23 33 114 137
Q26 requency 4,12 1,012
Percent 2,2 7,3 10,5 36,3 43,6
F 13 24 34 72 171
Q27 L) 4,16 1,145
Percent 4,1 7,6 10,8 22,9 54,5
83 51 30 83 67
Q28 Frequency 3,00 1,531
Percent 26,4 16,2 9,6 26,4 21,3
17 20 36 92 149
Q29 Frequency 4,07 1,153
Percent 5,4 6,4 11,5 29,3 47,5
F 5 14 18 83 194
Q30 requency 4,42 1906
Percent 1,6 4,5 5,7 26,4 61,8
F 6 16 33 95 164
Q31 requency 4,26 1969
Percent 1,9 51 10,5 30,3 52,2
F 23 31 67 102 91
Q32 requency 3,66 1,202
Percent 7.3 9,9 21,3 32,5 29,0
6 16 47 61 184
Q33 Frequency 4,28 1,019
Percent 1,9 5,1 15,0 19,4 58,6
F 9 19 35 97 154
Q34 requency 417 1,037
Percent 2,9 6,1 11 30,9 49,0
F 13 12 38 94 157
Q3s requency 4,18 1,057
Percent 4,1 3,8 12,1 29,9 50,0
F 10 8 29 69 198
Q36 requency 4,39 1980
Percent 3,2 2,5 9,2 22,0 63,1
16 15 42 95 146
Q37 Frequency 4,08 1,116
Percent 51 4,8 13,4 30,3 46,5
F 11 13 34 102 154
Q3s requency 4,19 1,022
Percent 35 41 10,8 32,5 49,0
F 12 10 44 86 162
Q39 requency 4,20 1,045
Percent 3,8 3,2 14,0 27,4 51,6
F 14 14 42 91 153
Q40 requency 4,13 1,090
Percent 45 45 13,4 29,0 48,7

As may be seen from the above table; the items that have the highest scores are questions 13, 20 and 30. “It is the leader’s job to
help subordinates find their “passion.” has a mean of 4.47”, “When there are differences in role expectations, | work with them to
resolve the differences.” has a mean of 4.44. “As a rule, leaders should allow subordinates to appraise their own work.” has a mean

of 4.42.

Likewise, the items that have the lowest scores are questions 28, 2 and 4. “Employees seek mainly job security.” has a mean 3.00.
“Effective leaders give orders and clarify procedures so that responsibilities are clear.” has a mean 3.04 and “As a rule, employees
must be given rewards or punishments in order to motivate them to achieve organizational objectives.” has a mean of 3.13.

On table 3 are the decriptive statistics on the scale of organizational trust:
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Table 3: Descriptive Statistics of the Trust Scale

Frequenc | strongly I do not Undecided | agree | strongly Mean Std.
'VPgrcenty disagree agree agree Deviation
(J
F 19 19 24 76 176
Q1 ey 4,18 1,181
Percent 6,1 6,1 7,6 24,2 56,1
Frequency 15 18 55 94 132
Q2 3,99 1,122
Percent 4,8 5,7 17,5 29,9 42,0
Frequency 14 8 14 74 204
Q3 4,42 1,012
Percent 4,5 2,5 4,5 23,6 65,0
Frequency 9 11 20 75 199
Q4 4,41 ,963
Percent 2,9 3,5 6,4 23,9 63,4
Frequency 9 13 18 85 189
Q5 4,38 ,972
Percent 2,9 4,1 5,7 27,1 60,2
Frequency 10 8 38 66 192
Q6 4,34 1,003
Percent 3,2 2,5 12,1 21,0 61,1
Frequency 18 15 38 96 147
Q7 4,08 1,138
Percent 5,7 4,8 12,1 30,6 46,8
Frequency 16 18 44 93 143
Q8 4,05 1,134
Percent 51 5,7 14,0 29,6 45,5
Frequency 9 15 34 93 163
Q9 4,23 1,013
Percent 2,9 4,8 10,8 29,6 51,9
Frequency 13 26 40 94 141
10 4,03 1,133
a Percent 4,1 8,3 12,7 29,9 44,9 ¢ ’
Frequency 9 25 78 79 123
11 1,1
a Percent 2,9 8,0 24,8 25,2 39,2 3,90 ,100
Frequency 11 19 64 106 114
Q12 3,93 1,060
Percent 3,5 6,1 20,4 33,8 36,3
Frequency 10 12 23 91 178
Q13 4,32 ,990
Percent 3,2 3,8 7,3 29,0 56,7
F 11 3 31 82 187
Q14 ey 4,37 ,955
Percent 3,5 1,0 9,9 26,1 59,6
Frequency 9 13 30 88 174
Q15 4,29 ,996
Percent 2,9 4,1 9,6 28,0 55,4
14 16 57 77 150
Q16 Frequency 4,06 1,125
Percent 4,5 51 18,2 24,5 47,8

As can be seen from the table above; the statements concerning “organizational trust” are questions 3, 4 and 5 consequently. “/
can count on my immediate supervisor for help if | have difficulties with my job.” has a mean of 4.42, “I have complete trust that
my immediate supervisor will treat me fairly.” has a mean of 4.41, “I feel free to discuss work problems with my immediate

supervisor.” has a mean of 4.38.

Likewise, the items that have the lowest scores are questions are 11, 12 and 2. “/ can share sensitive information with members
of my workgroup because | know group members will hold it in strict confidence.” has a mean of 3.90, “The level of trust among
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people | work with on a regular basis is very high.” has a mean of 3.93 and “If | make a mistake my supervisor is willing to “forgive
and forget.”” has a mean of 3.99.

Explanatory factor analysis of the leadership scale is as follows:

Table 4: Factor Analysis of the Leadership Scale

Component

Democratic Ethical Delegative Autocratic -Controlling Autocratic -rule abiding
L1 ,809
L2 ,852
L3 ,655
L4 ,540
L5 ,675
L6 ,701
L7 ,732
L8 ,746
L9 ,659
L10 ,695
L11 ,567
L12 ,794
L13 ,740
L14 ,713
L17 ,663
L18 ,744
L19 ,790
L20 ,766
121 ,732
122 ,738
L23 ,719
L24 ,654
L25 ,728
L26 ,571
L27 ,630
L29 ,595
L30 ,667
131 ,662
L32 ,564
L33 ,604
L34 ,783
L35 ,792
L36 ,770
L37 ,749
L38 ,770
L39 ,807
L40 ,809

Three questions that are found to be below .50 (i.e., questions 15, 16 and 28) are omitted from the analysis. Democratic leadership
component of the scale explained 44 % of variance where the total variance was almost 65 % (See Table 5 in the Appendix).
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Explanatory factor analysis of the organizational trust scale is as follows:

Table 5: Factor Analysis of Trust Scale

Component
Managerial Trust Interpersonal Trust
Qi 811
Q2 653
Qs ,810
Q4 778
Qs ,834
Qa6 771
Q7 ,780
Qs ,826
Qs ,654
Q10 855
Q11 ,863
Q12 ,594
Q13 676
Q14 735
Qis 1648
Q16 782

Managerial trust component of the scale explained 64 % of variance where the total variance was almost 73 % (See Table 7 in the
Appendix).

Internal consistency and reliability is high for both leadership (0.954) and trust (0.962). (See the Table 8 on Reliability/ Cronbach’s
Alpha in the Appendix).
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Figure 2: SEM Model 1 - The Effect of Trust on Leadership Styles
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Table 6: Structural Equation Model 1 SEM Model 1 R?
DL/ LF =0,559* (MT) 0,312
AC = 0,353*( MT) 0,125
EL =0,876*( MT) 0,768
DL =0,824*( MT) 0,679

(Goodness of fit: Cmin/df:2.365; GFI:0.726; CFl: 0.873; AGFI: 0.701; PGFI: 0.666; NFI: 0.8; TLI: 0.876). (Bootstrap:900 max likelihood).
The first SEM has been found significant at 5 % confidence level. In this model, dependent variable is leadership style and the
independent variable is organizational trust.

There is a positive causal relation between delegative leadership and managerial trust (+0.559 standardized weight/ coefficient).
Managerial trust has explained with an effect of 31.2 % of delegative leadership style.

There is a positive causal relation between autocratic (controlling) leadership and managerial trust (+0.353 coefficient).
Managerial trust has explained with an effect of 12.5 % on autocratic (controlling) leadership style.

There is a positive causal relation between ethical leadership and managerial trust (+0.876 coefficient). Managerial trust has
explained with an effect of 76.8 % on ethical leadership style.

There is a positive causal relation between democratic leadership and managerial trust (+0.824 coefficient). Managerial trust has
explained with an effect of 67.9 % on democratic leadership style.

DOI: 10.17261/Pressacademia.2019.1052 130



Research Journal of Business and Management- RIBM (2019), Vol.6(2). P.121-136 Yuksel, Oran

Figure 3: SEM Model 2 - The Effect of Leadership Styles on Trust
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Figure 2: SEM MODEL 2: The effect of Leadership Styles on Trust

Table 7: Structural Equation Model 2

SEM MODEL 2 R2
IT =-0,942*AR+0,661*AC+0,536*EL+0,655*DL 0,803

MT =-0,586*AR+0,507*EL+0,692*DL 0,877

(Goodness of fit: Cmin/df:2.414; GFI:0.721; CFI: 0.869; AGFI: 0.694; PGFI: 0.657; NFI: 0.797; TLI: 0.862).(Not multivariate normality ; Bootstrap:900
max.likelihood)

The second SEM has been found significant at 5 % confidence level. In this model, dependent variable is organizational trust and
the independent variable is leadership style.

There is a negative causal relation between interpersonal trust and autocratic (rule- abiding) leadership (-0.942 standardized
value/ coefficient). Rest of the relations are all positive. There are positive causal relationships between interpersonal trust and
autocratic (controlling) leadership (0.661 coefficient), ethical leadership (0.536 coefficient), democratic leadership (0.655
coefficient). Autocratic (rule — abiding), autocratic (controlling), ethical and democratic leadership styles, in other words, total
leadership styles have explained with an effect of 80.3 % of interpersonal trust.

There is a negative causal relation between managerial trust and autocratic (rule- abiding) leadership (-0.586 coefficient). Rest of
the relations are all positive. There are positive causal relationships between managerial trust and ethical leadership (0.507
coefficient), democratic leadership (0.692 coefficient). Autocratic (rule — abiding), ethical and democratic leadership styles, in
other words, total leadership styles have explained with an effect of 87.7 % of managerial trust. On table 8, the reliability
(Cronbach's Alpha) scores and on Table 14 are correlations displayed.
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Table 8: Reliability

Variables Cronbach's Cronbach's A!pha Based on
Alpha Standardized Items N of Items
Democratic Leadership ,958 ,960 18
Ethical Leadership ,944 ,946 10
Delegative Leadership ,720 ,722 3
Autocratic —Controlling ,736 ,731 3
Autocratic - Rule abiding ,607 ,617 3
Leadership Total ,954 ,959 37
Managerial Trust ,946 ,948 9
Interpersonal Trust ,938 ,938 7
Organizational Trust
g ,962 ,963 16
Total
Table 9 : Correlations Matrix
Democratic Ethical Delegative Autocratic— | Autocratic— | Manager Interpersonal
Spearman's rho Leadership Leadership Leadership Controlling rule abiding ial Trust Trust
Democratic  Correlation 1,000 746" 511 1143 254" 730" 606"
Leadership Coefficient
Sig. (2-tailed) ,000 ,000 ,011 ,000 ,000 ,000
N 314 314 314 314 314 314 314
Ethical Correlation . . . o o -
Leadership Coefficient ,746 1,000 ,484 ,189 ,253 ,766 ,661
Sig. (2-tailed) ,000 ,000 ,001 ,000 ,000 ,000
N 314 314 314 314 314 314 314
Delegative Correlation 5117 484 1,000 218" ,299™ 432 ,380"
Leadership Coefficient
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 314 314 314 314 314 314 314
Autocratic Correlation ,143° ,189° 218" 1,000 410" 1117 173"
Controlling Coefficient
Sig. (2-tailed) ,011 ,001 ,000 ,000 ,050 ,002
N 314 314 314 314 314 314 314
Autocratic Correlation o x . . B
Rule abiding Coefficient 1254 1253 +299 410 1,000 131 /110
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,021 ,052
N 314 314 314 314 314 314 314
Managerial Correlation ,730° 766" 432" 111° ,131° 1,000 755"
Trust Coefficient
Sig. (2-tailed) ,000 ,000 ,000 ,050 ,021 ,000
N 314 314 314 314 314 314 314
Interpersonal - Correlation 606" 661" ;380" 173" 1110 755" 1,000
Trust Coefficient
Sig. (2-tailed) ,000 ,000 ,000 ,002 ,052 ,000
N 314 314 314 314 314 314 314

**_ Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05 level (2-tailed).
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Table 10: Mann - Whitney U Test with respect to Demographic Differences on the Two Scales

Dependent Variable Independent Variable
z Sig. Explanation
Hometown
Village -
Town/district 2278 023
69,33 53,63 There is significant
Sub -district difference between
Town/District 2681 007 the teachers whose
’ ’ hometowns are
Delegative leadership 67,50 46,25 villages and small
Sub -district Province towns versus the
-2,390 ,017 others. The first
54,70 38,54 perceives more
Sub -district | Metropolitan City delegative leadership
-1,958 1050 style than the latter.
84,57 64,18
Age
20-29 age 30-39 age
-2,525 ,012
132,56 157,54 Older teachers are
20-29 age 50 years and over perceiving their
Delegative leadership 22199 028 principals’ styles as
87,07 137,50 more delegative than
the others.
30-39 age 50 years and over
-1,959 ,050
58,21 88,60
Age
20-29 age 50 years and over
2,791 /005 Older teachers of age
86,67 151,10 50 years and over are
30-39 age 50 years and over ivi i
Democratic leadership & v pe.rce?lvmg, their
2,544 ,011 principals’ styles as
57,82 97,50 more democratic than
the others.
40-49 age 50 years and over
-2,025 ,043
14,06 22,70
Age
20-29 age 50 years and over
2,537 011 Older teachers of age
86,84 145,30 50 years and over are
30-39 age 50 years and over ivi i
Ethical leadership & v pe.rcellvmg’ their
-2,342 ,019 principals’ styles as
57,96 94,40 more ethical than the
others.
40-49 age 50 years and over
-2,379 ,017

13,80 24,00
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P.S: There is no significant between autocratic leadership &
relation demography.
Age
20-29 age 50 years and over
-2,649 ,008
86,77 147,60 Older teachers of age
30-39 age 50 years and over 50 yea.rs and over
Interpersonal Trust have higher
“2,526 /012 interpersonal trust
57,84 97,00 than the others.
40-49 age 50 years and over
-2,504 ,012
13,72 24,40

Out of five demographic variables (gender, education, seniority, marital status, hometown, and age, only the latter two variables
have been found significantly meaningful.

5. CONCLUSION

We have limited our sample to secular state schools where principals are appointed rather than selected. Meanwhile, our survey
has been distributed and collected by principals and vice principals; that is why, teachers have felt somewhat uneasy. This might
have effected their anwers. Autocratic leadership has been broken down into two components: rule-abiding and bureaucratic
versus controlling styles. The first one has been found significant, while the latter has insignificant paths as independent variables.
This might be as a result of the representative nature of principals of the education system in state schools. It would be more
appropriate to include private junior high schools (primary and secondary) in future research.

Moreover, autocratic rule-abiding leadership style has high negative effect on both managerial and interpersonal trust. Rigid rules
and high expectations of compliance based on “procedural justice” without taking specific context into account might have led to
negative results such as decreasing motivation of teachers. However, autocratic controlling leadership has positive effect on
interpersonal trust which may be interpreted as a perception of “distributive or restorative justice” among colleagues.

As an emergent economy, education system is continually changing both its programs as well as its structures. Therefore,
principals have difficulty in adapting and internalizing new priorities and expectations. Delegative leadership style has become
more predominant as a consequence of hands-off policy often followed by principals at times of uncertainty and complexity.
Further studies may be done concerning the two cultural dimensions such as power distance, uncertainty avoidance which are
particularly high (Hofstedte; 1980).

Only managerial trust has a significant effect on leadership styles which reveals the fact that dyadic relationships between leaders
and employees enhance mutual trust. Managerial trust has high explanatory power on ethical and democratic leadership styles
as compared to the other styles, since they both have higher degrees of interaction. We have not employed the systemic level of
analysis i.e., organizational level which reduces complexity that Luhmann had suggested in his definition of confidence and
communication, since he regards them both essential for coordination within and among system at large. Future studies may
take into account the organizational trust separately.

On the whole, Csikszentmihalyi’s four major leadership competencies that are directly linked to his notion of flow are also found
to be significant and relevant to managerial trust as well as ethical leadership as we have anticipated: (1) Strategic thinking (e.g.,
setting clear meaningful goals), (2) Applying personal strengths for a common goal (such as self-confidence, interpersonal
communication), (3) Balancing skill and challenge level (e.g., focusing on competencies and efforts, that is, labor along with
results), and (4) Frequent feedback and encouragement on performance and interpersonal relations.

In future studies on primary and secondary schools (junior high schools) in the metropolitan city (Istanbul), a larger sample size is
needed to be able to generalize the findings to the population at large. Moreover, a comparison between secular as opposed to
religious schools as well as public contrasted with private schools may be queried. However, Istanbul is representative of the
diversity of the country and the appointed teachers are from diverse socioeconomic backgrounds, and the students of the district
we have chosen are mostly from migrant families within Turkey.
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ABSTRACT

Purpose- Today, many reasons such as the rapid development of technology and the differences among the demands and needs of the consumers
have led the enterprises to identify the elements that can distinguish themselves from their competitors. Therefore, researching the elements
that can create brand loyalty is very important in terms of developing the right strategies. The aim of the study is to investigate the mediation role
of brand love and brand experience in the effect of self-brand connection on brand loyalty.

Methodology- The research population consists of 18-year-and older university students living in Erzincan province. After the mistaken and
deficient answers in the questionnaire have been eliminated, 300 questionnaire forms have been evaluated.

Findings- The results obtained show that self-brand connection has a significant effect on brand loyalty. On the other hand, it is determined that
brand love and brand experience have mediation roles in the effect of self-brand connection on brand loyalty.

Conclusion- Brand loyalty, brand experience and brand love are effective in creating brand loyalty.

Keywords: Brand, self-brand connection, brand love, brand experience, brand loyalty
JEL Codes: M30, M31, M39

BENLiIK-MARKA BAGININ MARKA SADAKATi UZERINDEKi ETKiSINDE MARKA ASKI VE DENEYiMINiN
ARACILIKROLU *

OzZET

Amag- Glnimuzde teknolojinin hizla gelismesi, tiiketicinin istek ve ihtiyaglarinin farklilik géstermesi gibi bircok sebep isletmeleri, kendilerini
rakiplerinden ayirt edebilecek unsurlar tespit etmeye itmistir. Bu ylizden marka sadakati olusturabilecek 6gelerin arastiriimasi dogru stratejilerin
gelistirilmesi agisindan oldukga 6nemlidir. Bu arastirmanin amaci; benlik-marka baginin marka sadakati tizerindeki etkisinde, marka agki ve marka
deneyiminin aracilik roliintn arastiriimasidir.

Yontem- Arastirmanin ana kitlesini Erzincan il sinirlarinda yasayan 18 yas ve Uzeri Universite 6grencileri olusturmaktadir. Anketlerin hatali ve
eksik cevaplari elendikten sonra 300 adet anket formu degerlendirmeye tabi tutulmustur.

Bulgular- Elde edilen sonuglar benlik-marka baginin marka sadakati Gzerinde anlamli etkiye sahip oldugunu gostermektedir. Bununla birlikte
benlik-marka baginin marka sadakati Gizerindeki etkisinde marka aski ve marka deneyiminin aracilik rolleri oldugu tespit edilmistir.

Sonug- Marka bagliligi yaratmada benlik marka bagi, marka deneyimi ve marka aski etkilidir.

Anahtar Kelimeler: Marka, benlik marka bagi, marka aski, marka deneyimi, marka sadakati,
JEL Kodlari: M30, M31, M39

1Bu ¢alisma Global Business Research Congress —2019’da tam metin bildiri olarak sunulmustur.
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1. GiRiS

Pazardaki triinlerin kolay bigimde taklit edilebilmesi, firmalarin benzer nitelikteki Griinleri kolayhkla pazarlara sunabilmeleri ve
surekli artan rekabet degerli marka yaratmanin 6nemini daha da artirmistir. Bu nedenle isletmeler, kendilerine 6zgl degerleri,
ozellikleri, karakteristikleri yansitan farkli markalar yaratmak zorunda kalmislardir (Kotler ve Keller, 2009: 277). Literatlrde yer
alan galismalarda; Brakus ve dig. (2009), Chang ve Chieng (2006), Nadiri ve Guinay (2013) ile Zarantonello ve Schmitt (2010), dogru
pazarlama gabalari neticesinde memnuniyet duygusu gelistiren musterilerin marka deneyimlerinin zaman igerisinde miusteri
sadakatine donlstigi sonucuna ulasmislardir. Misteriler kendileriyle 6zdeslestirdikleri markalarin cazibesine kapilmaktadirlar.
Bu nedenle misteri ve marka arasindaki baglanti musterinin markayi kendisiyle benzestirmesiyle harekete gegmekte, markanin
imaji ve kisilik 6zellikleri araciligiyla gelismektedir (Ridgway, 2011: 20).

isletmeler, markalarin somut 6zelliklerine odaklanmaktan ziyade misterilerinin duygularina ve kalplerine hitap ettikge,
musterilerine fayda sagladikga ve bireylerin hayatlarina deger kattikga rekabet ortaminda avantaj sahibi olabileceklerdir (Knapp,
1999: 8-9). Huang (2017) marka deneyimi (izerinde marka askinin etkisini incelemis; marka askinin hem davranissal hem de
tutumsal marka sadakati Gzerinde etkili oldugunu bulmustur. Benzer sekilde Alnawas ve Altarifi (2016) yaptiklari galismalarinda
marka aski ve sadakati arasinda olumlu bir iliski oldugunu belirlemislerdir. Yang ve dig. (2017) ise marka deneyimin marka sadakati
Uzerinde etkisi oldugunu ifade etmislerdir. Yine Hussein (2018) olumlu marka deneyiminin marka sadakati lizerinde pozitif etkisi
oldugu sonucuna ulagsmistir. Van der Westhuizen (2018) yaptigi calismada benlik-marka baginin marka deneyimi ile olumlu bir
iligkisi oldugu sonucuna ulagmis, benlik-marka bagi ve marka sadakati arasinda marka deneyiminin aracilik etkisi oldugunu da
belirtmistir. Eelen ve dig. (2017) benlik-marka bagi lizerinde yaptiklari ¢alismalarinda ise marka sadakati ile benlik-marka bagi
arasinda pozitif iliski oldugu sonucuna varmislardir. Grubb ve Grathwohl (1967) bireyin benligiyle uyumlu olan marklari veya
Urdnleri tercih etmesini benlik teorisiyle agiklamislardir. Benlik uyumu benlik kavraminin dogal bir uzantisi olarak distinilmektedir.
Benlik uyum teorisindeki temel varsayim, bir tlketicinin kendi benligine uyan Uriin veya markalari segme egiliminde oldugu
yonindedir. Bu varsayim uyum derecesi ne kadar yliksekse satin alma niyetinin de o kadar yiksek oldugunu ortaya koymaktadir
(Sirgy ve dig., 1991: 364; Usakh ve Baloglu, 2011: 116). Liu ve dig. (2012) markaya yonelik tutum ve sadakat Uzerinde benlik
uyumunun etkisi oldugunu belirtmislerdir. ilgili literatiir destegi dogrultusunda marka sadakatine etki eden degiskenler olarak
benlik-marka bagi, marka aski ve marka deneyimi kavramlari ele alinmis, ayrica marka deneyimi ve marka askinin aracilik etkisi
arastirilarak yazina katki saglanmasi amaglanmistir. Calisma dért béliimden olusmaktadir. ilk bliimde; benlik-marka bagi, marka
sadakati, marka aski ve marka deneyimi kavramlari hakkinda literatiir taramasi yapilarak agiklamalar sunulmustur. ikinci bélimde;
calismanin amaci, yéntemi, sinirlari, kullanilan lgekler, model ve hipotezler hakkinda bilgiler verilmistir. Uglincii béliimde;
bulgular degerlendirilerek analizler yapilmis olup, son bélimde ise sonuglar belirtilerek bir takim énerilerde bulunulmustur.

2.TEORIK CERGEVE
2.1. Benlik-Marka Bagi

Benlik-marka bagi benlik uyum isleyis bigimiyle alakalidir. Tiketicinin kimligini olusturan ve bu kimlikle uyum saglayan unsurlari
ele almaktadir (Aguirre-Rodriguez ve dig., 2012: 1180). Diger bir ifadeyle benlik-marka bagi; “Bireyin benligine markayi ne élgiide
danhil ettigi veya benligiyle birlestirme derecesidir.” (Escalas, 2004: 170; Escalas ve Bettman, 2005: 378). Van der Westhuizen (2018:
173) ise benlik-marka bagini 6zel bir marka ile tlketici arasindaki benlik bagi olarak ifade etmistir. Benlik-marka bagi tiketicilerin
benliklerinin olusmasinda 6nemli bir rol oynamaktadir. Benlik-marka bagi kavraminda bireyler; kendilerini kimlik hedeflerine
ulastiracak, kimliklerinin olusmasina yardimci olacak, kendilerini temsil edebilecek, kimlik gériinlimlerini hem kendilerine hem de
diger bireylere sunabilecek Griin ve markalari kullanmak istemektedirler. Yine marka ve tiketici arasinda olusan kuvvetli ve anlaml
bag benlik-marka bagi ile ifade edilmektedir (Escalas ve Bettman: 2003, 340). Benlik-marka bagi oldukga 6znel bir yapidir. Bir baska
ifadeyle benlik-marka bagi, tiiketici odakli olup kisisel iligskiler Gzerine odaklanmaktadir (Van der Westhuizen, 2018: 172). Ercis ve
dig. (2017) yaptiklari galismada ideal ve gergek benlik uyumunun duygusal marka baglilig tizerinde etkisi oldugunu belirtmislerdir.
Benlik-marka bagi yiiksek olan musteriler markaya yonelik olumlu bakis agisina sahiptirler. Clinkl benlik bagi hem bireyin markaya
glclu duygular beslemesine hem de markaya yonelik davranissal boyuta 6nemli etkiler yaratmaktadir (Ferraro ve dig., 2013: 477).
Hemsley-Brown ve Alnavas (2016) yaptiklari ¢alismalarinda benlik-marka bagi ile marka sadakati arasinda olumlu bir iliski
oldugunu ifade etmistirler. Hwang ve Kandampully (2012) yaptiklari galismalarinda misterinin benlik-marka bagi arttikga markaya
duydugu askin, duygusal marka sadakatinin ve marka yonelik tutumsal sadakatinin artacagi sonucuna ulagsmiglardir. Lee ve Jeong
(2014) ise benlik imaj uyumunun online marka deneyimi Gzerinde olumlu etkisi oldugunu belirtmislerdir.
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2.2. Marka Agki

Tiketici davranislarina olumlu yonde etki eden, Urlinlerin fiyatlari ne olursa olsun tiiketicilerin tekrar tekrar satin almalarini
saglayan, hakkinda tiiketicilerde pozitif izlenimler olusturan kavrama marka aski denir. Diger bir ifadeyle tiiketicilerin markalara
duygusal yoénden kendilerini yakin hissedip baglanmalarini saglayan durum markalara duyulan askla izah edilmektedir. Son yillarda
ozellikle tuketici davranislari alaninda yogun bir sekilde ele alinan marka aski; bir markayi veya trini kullanmak suretiyle tatmin
olan bir tiketicinin sahip oldugu tutkulu duygusal baghhgin derecesi seklinde tanimlanmaktadir (Carroll ve Ahuvia, 2006: 81).
Marka aski bireyler arasi ask ve bagllik teorilerini temel almaktadir. Bu baglamda tiiketici ile marka arasindaki iliskinin bireyler
arasindaki ask ve baghlikla benzerlik gostermesi birtakim arastirmacilari bireyler arasi ask teorilerini tiiketici arastirmalarina adapte
etmeye yonlendirmistir (Garg ve dig., 2016: 136).

Samimiyet, tutku ve karar/baglilik boyutlarindan olusan Stenberg’in (1986) Ucgen Ask Teorisi bireyler arasi ask ile ilgili yapilmis en
dnemli kuramlardan birisidir. Ucgen Ask Teorisini esas alarak tiiketici ile tiiketim nesnesi arasindaki iliskinin incelendigi
¢alismalarinda Shimp ve Madden (1988), tiiketicilerin tiiketim nesnelerine yonelik hislerini ve ask duygularini inceleyerek ask
kavramini pazarlama disiplinine dahil etmiglerdir. S6z konusu ¢alismada tiiketici ile tiketim nesnesi arasindaki baglanti begenme,
dzlem ve karar/bagllik boyutlari olmak izere iice ayrilmistir. iliskinin begenme boyutu; baghlik ve diskiinlik gibi duygulari ifade
ederken (6rnegin; bir cocugun sevdigi oyuncak bebekten ayrilmamasi), 6zlem boyutu; tiiketicinin nesneye sahip olmaya yonelik
gliclii ve kuvvetli arzusunu (8rnegin; bireyin dzel bir spor arabaya sahip olma arzusu) ifade etmektedir. iliskinin karar boyutunda;
tlketicinin kisa dénemde markanin ya da tiketim nesnesinin 6zelliklerinin/yararlarinin tiiketicinin beklentilerine dénuk
olmasindan dolayi belli bir mali, hizmeti ya da markaya karsi sevgi duymasi s6z konusuyken baglilik boyutunda ise tlketicilerin
tiketim nesnelerine duyduklari sevginin srekliligi s6z konusudur (Shimp ve Madden, 1988: 164-165).

Ahuvia (1993) calismasinda bireylerin ask duyduklari nesnelere karsi yogun duygular hissettigini ve ask duyulan nesnenin ise
kisiden kisiye gore degiskenlik gosterdigini ifade etmektedir. Fournier (1998) ¢alismasinda ise tiketicilerin markalarla kurduklari
uzun sureli iliskilerde markalara duyulan askin 6nemini incelemistir. Marka ve ask igerikli calismalar ele alindiginda, tatminkar
bireylerin belirli bir markaya karsi duyduklari hisleri belirtmek lizere literatiirde marka aski adiyla yeni bir olgu ortaya ¢ikmistir.
Marka aski kavraminin temelinde, bireylerin markalar hakkinda hissettiklerini nicel olarak 6lgmek ve tatminkar bireylerin markaya
karsi hislerindeki farkliliklari net bir sekilde ortaya ¢ikarma distincesi yer almaktadir (Carroll ve Ahuvia, 2006: 80-81).

2.3. Marka Deneyimi

Marka deneyimi kavraminin pazarlama ¢abalarinda gittikge nemli bir yer edinmesi ile birlikte pazarlamacilar, marka deneyiminin
gelisen pazarlama stratejilerinin etkinligi agisindan oldukga kritik bir 6neme sahip oldugunu fark etmeye baslamiglardir (Brakus ve
dig., 2009: 52). Marka deneyimi; musterinin pazarda karsilagtigi trlinin kendisi, logosu, ismi, ambalaji, brosirii ve reklami ile
yasadig tecribeleri kapsayan stratejik unsurlardir (Schmitt, 2003: 117). Marka deneyiminin temelinde deneyimsel pazarlama ve
onun uygulamalari yer almaktadir. Marka deneyimi, marka ile ilgili bitlnsel bir degerlendirme olup (Khan ve Rahman, 2015: 61)
markaya yonelik duyusal uyaricilarla karsilasma aninda bu uyaricilara verilen yanit olarak ortaya ¢ikmaktadir (Chang ve Chieng,
2006: 931).

Misteriler marka deneyimini Griine temas ettiklerinde, Grinle karsilastiklari an hissettiklerinde, herhangi bir kitle iletisim aracinda
gordiklerinde veya magaza tasariminda yasamaktadirlar. Kisacasi bir markanin herhangi bir etkinligine katilmak, reklamlariyla
karsilagsmak, logosunu veya ismini duymak, o markayi daha énceden kullanmis kisilerden olumlu veya olumsuz fikirler almak gibi
tim olaylar o marka ile deneyim yasanmasi ile sonuglanmaktadir (Brakus ve dig., 2009: 53). Marka deneyimi bireysel ve ortak
deneyimler olmak lizere iki kategoriye ayrilmaktadir. Duyusal, duygusal ve dislinsel deneyimler bireysel deneyimler olarak kabul
edilirken; davranissal ve iliskisel deneyimler ise ortak deneyimler olarak kabul edilmektedir (Chang ve Chieng, 2006: 931).

Duyusal Marka Deneyimi; Duyusal marka deneyimi; bes duyu organi yardimiyla bireylerin zihninde olusmaktadir (Dirsehan 2010:
33). Marka, bireylerde ne kadar fazla duyu organina hitap eder ve gti¢lii bir duyusal uyum saglarsa, bireylerde o kadar fazla ilgi
yaratmaktadir. Bu durumun temelinde her duyunun bir digeriyle i¢sel bir baginin olmasi yer almaktadir. Bir baska ifadeyle marka
ile bes duyu arasinda anlaml ve glgla bir sinerji yaratilabilirse, markanin da bireylere yasatacagi deneyim o kadar gekici ve etkili
olmaktadir (Schmitt ve Rogers, 2008: 209).

Duygusal Marka Deneyimi; Duygusal marka deneyimi; markaya yonelik hafif duygulardan glgli duygulara kadar farklihk
barindiran, bireylerin 6zel hislerine ve duygularina yonelik deneyimlerdir (Konuk, 2014: 40). Bireyler satin alma davranisi
sergilerken Uriin ya da marka ile ilgili duygularina bagli olarak tercihlerde bulunmaktadirlar. Bu nedenle duygularin ve duygularla
birlikte yasanilan deneyimlerin markalama igin 6nemli oldugu bilinmektedir (Bati, 2013: 115). Duygusal deneyimler bireylerin
anilarinda ve fantezilerinde yer alarak marka hakkinda olumlu duygular olusturabilmelerine yardimci olmaktadir (Beckman ve dig.,
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2014: 648). Bu nedenle isletmeler pozitif duygular ortaya koyan iyi bir pazarlama stratejisi sayesinde musterileriyle uzun siireli ve
glcll bir marka sadakati saglayabilmektedirler (Konuk, 2014: 40).

Diistinsel Marka Deneyimi; Dislinsel marka deneyimi; bireylerde ilgi ve merak uyandirarak bilissel problem ¢6zme deneyimleridir.
Akla hitap eden bu deneyim marka, Grin ve isletmelerin tekrar degerlendirilebilmesi icin bireyleri etraflica disiinmeye
yonlendirmektedir. Bu nedenle basarili bir diisiinsel deneyimin unsurlarini; gorsel, sozel veya zihinsel olarak bireylerin talep
ettiklerinden fazlasini, umut ettiklerinden daha iyisini sunarak saskinhk yaratip ilgilerinin ¢ekilmesi olusturmaktadir (Schmitt, 1999:
61).

Davranissal Marka Deneyimi; Davranigsal marka deneyimi; bireylerin yasam bigimlerini, fiziksel olarak yasadiklari deneyimleri ve
diger bireylerle olan iletisim bigimlerini etkilemektedir (Schmitt, 1999: 62). Davranigsal marka deneyimleri sayesinde isletmeler
bireylere yasamlarini zenginlestirecek essiz deneyimler sunmaktadirlar (Beckman ve dig., 2014: 648).

iliskisel Marka Deneyimi; iliskisel marka deneyimi; yukarida bahsedilen marka deneyimlerinin sonucu olusan ve deneyim
vasitasiyla birey ve marka arasinda baglanti kurmaya odakl bir stratejidir. Bireyin; icinde bulundugu sosyal sinif, ait oldugu sosyal
kimlik, marka ile kurduklari iletisim, ortaya cikardigi sosyal etki, ideal rol modelleri, mensubu oldugu gruplar ve sahip oldugu
kiltirel unsurlarriliskisel marka deneyiminin olusmasinda 6nem arz etmektedir (Schmitt, 2010: 69).

2.4. Marka Sadakati

Marka sadakati; tiiketiciler tarafindan tercih edilen bir markanin Grinlerini satin alan, markadan vazge¢meye sebebiyet verecek
kosullar ve rakiplerin sergilemis olduklari pazarlama gabalarina ragmen ayni markanin Grinlerinin yine tiiketiciler tarafindan
gelecekte de stirekli olarak satin alinacaginin veya tekrar tiiketicisi olunacaginin séztdur (Oliver, 1999: 34). Diger bir ifadeyle marka
sadakati; tlketicinin bir markaya duydugu baglihiginin bir géstergesi olup markanin fiyatinda veya triiniin niteliklerinde olasi bir
degisiklik yapilmasi durumunda tiketicinin baska markalari tercih etmesinin ne kadar olasi oldugunu yansitan bir kavramdir
(Aaker, 2009: 58). Fitzgibbon ve White (2004: 215) ise marka sadakatini; bir mal veya hizmete karsi sergilenen olumlu bir tutum
ve o mal veya hizmetin tutarl bir sekilde satin alinmasi olarak tanimlamiglardir.

Marka sadakati isletmelere rekabet avantaji sagladigi icin olduk¢a 6nemlidir. Degisen diinya ile birlikte glinlimiizde isletmeler
ozellikle fiyat bazli rekabetin yasandigi pazarlarda kendi markalarini satin alan sadik tiketici profilleri olusturmayi amaglamaktadir.
Marka sadakati, markanin giin gectikce artan 6neminin en temel nedenleri arasinda yer almaktadir. Bu sebeple isletmeler,
tUketicilerde kendi markalarina yonelik sadakat yaratmak igin ¢ok ciddi yatirimlar yapmaktadirlar (Onan, 2006: 98). Marka
sadakatinin Olgtilmesi isletmelere biyuk katkilar sagladigi igin olduk¢a 6nem ifade etmektedir (Ha, 1998: 51). Marka sadakatini
dogru oOlgebilen isletmeler hem bakis acilarini genisletmekte hem de sadakati karhlkla iliskilendirebilmektedir. Bu nedenle
isletmeler musterileriyle daha fazla baglanti kurmaya g¢alismali ve misterilerinin ihtiyaglarini karsilayabilmelidirler (Schoenbachler
ve dig., 2004: 488). Algharabat (2017) yaptigi calismada marka sadakati (izerinde marka askinin etkisi oldugu sonucuna ulagsmistir.
Marka sadakati kavrami ile ilgili yapilan ¢alismalar incelendiginde, sadakat dlgiimlerinde davranissal ve tutumsal olmak Uzere iki
tr yaklagsimin oldugu gorilmdastar.

Davranissal Sadakat Yaklasimi; Davranissal sadakat; misterilerin satin alma davranislari, aliskanliklari ve musterilerin isletmenin
ayni markali Grinlerinin gegmise donik satin alma davranislarinin hesaplanmasiyla ifade edilir (Mascarenhas ve dig., 2006: 399).
Davranissal sadakat yaklasiminin en 6nemli avantaji, niyet ve beklentilerin yerine gercek verilere dayanmasidir. Bu sayede
verilerden olusan gézlemlenebilir davranislarin 6lgiimi tutumsal sadakat yaklasima gére son derece kolay ve ucuz olacaktir (Brink
ve dig., 2006: 17).

Tutumsal Sadakat Yaklasimi; Tutum; bireylerin aile, arkadas gevresi ve sosyal cevrelerinde arastirma yapip bilgi edindikten veya
deneyim elde ettikten sonra zaman igerisinde ortaya ¢ikardiklari veya gelistirdikleri bir davranistir (Fandos ve Flavian, 2006: 650).
Tutumsal sadakat ise tiketicinin markaya yonelik olumlu duygular besleyip marka ile iliskisini stirdirmesiyle veya bir tercih s6z
konusu oldugunda ayni markayi segmesiyle agiklanmaktadir (Mascarenhas ve dig., 2006: 399). Tutumsal marka sadakati belirli bir
markanin kendisine 6zgl degerleri oldugunu ve bu degerlerin ise sadakati kuvvetlendirdigini ifade etmektedir (Chaudhuri ve
Holbrook, 2001: 82).
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3. METODOLOVJI
3.1. Arastirmanin Amaci, Kapsami ve Kisitlari

Bu arastirmanin amaci; tiketicinin kimligini olusturan ve bu kimlikle uyum saglayan unsurlarin mal veya hizmetin tutarli bir sekilde
satin alinmasi tzerindeki etkisinde markalara duygusal yonden kendilerini yakin hissetmelerinin ve yasadiklari tecriibelerin aracilik
rolinu arastirmaktir. Arastirma yliz ylize anket uygulamasi yontemiyle Erzincan merkez ilgede 18 yas ve Usti cep telefonu
kullandigini ve genellikle belirli bir markayi tercih ettigini ifade eden 384 Universite 6grencisinin katilimiyla gerceklestirilmistir. 384
kisiye uygulanan anketin hatali ve eksik cevaplari elendikten sonra 300 adet anket formu degerlendirmeye tabi tutulmustur. Elde
edilen sonuglar bu 6rneklem igin gegerli olup, diger trtin gruplari, markalar ve sehirler icin genellenemez.

3.2. Arastirmanin Modeli ve Hipotezler

ilgili teoriden hareketle arastirmanin kapsamina; benlik-marka bagi, marka sadakati, marka aski ve marka deneyimi degiskenleri
dahil edilmistir. Bu degiskenler arasindaki iliskiler ise kuramsal bilgiler 1s18inda kurgulanmis olup bu dogrultuda arastirma modeli
ve hipotezleri gelistirilmistir.

Sekil 1: Arastirmanin Modeli

MARKAASKI

MARKA .
BENLIiK MARKA SADAKATI
BAGI *Davranigsal Sadakat

*Tutumsal Sadakat

MARKA DENEYiMi
*Duyusal Marka Deneyimi
*Duygusal Marka Deneyimi
*Davramgsal Marka Deneyimi
*Diigiinsel Marka Deneyimi

Arastirmanin amaci ve modeli dogrultusunda test edilmek Gzere asagidaki hipotezler gelistirilmistir:
H1: Benlik-marka baginin marka agki tizerinde etkisi vardir.

H,: Benlik-marka baginin marka deneyimi tzerinde etkisi vardir.

Hs: Benlik-marka baginin marka sadakati tizerinde etkisi vardir.

Hi:Marka askinin, benlik-marka bagi ile marka sadakati arasinda aracilik etkisi vardir.

Hs:Marka deneyiminin, benlik-marka bagi ile marka sadakati arasinda aracilik etkisi vardir.

He: Marka askinin marka sadakati tizerinde etkisi vardir.

H7: Marka deneyiminin marka sadakati Gzerinde etkisi vardir.

3.3. Veri Toplama Yontem ve Siireci

Arastirmanin ana ktlesini Erzincan’da yasayan 18 yas ve Uzeri Universite 6grencileri olusturmaktadir. Arastirma verileri yliz ylze
anket yéntemi kullanilarak elde edilmistir. Orneklem yéntemi olarak, kolayda 6rnekleme yéntemi kullanilmistir.

Anket formunda yer alan sorular dort farkli gruptan olusmaktadir. Birinci grupta yer alan sorular kullanicilarin tercih ettikleri cep
telefonu markasina yonelik benlik-marka bagini belirlemek amaciyla sorulmus olup Escalas ve Bettman (2003) tarafindan yapilan
calismadan faydalanilmistir. ikinci grupta yer alan sorular kullanicilarin tercih ettikleri cep telefonu markasina yénelik marka
asklarini belirlemek amaciyla sorulmus olup Carroll ve Ahuvia (2006) ¢alismasindan yararlanilarak hazirlanmistir. Uglincii grupta
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yer alan sorular kullanicilarin tercih ettikleri cep telefonu markasina yonelik marka deneyimlerini belirlemek amaciyla sorulmus
olup Brakus ve dig. (2009) tarafindan gelistirilen 6lgekten faydalaniimistir. Dérdiincii grupta yer alan sorular ise kullanicilarin tercih
ettikleri cep telefonu markasina yonelik marka sadakatlerini belirlemek amaciyla sorulmus olup Chaudhuri ve Holbrook (2001) ile
Kumarive Patyal (2017) galismalarindan alinmistir. Anketin son bélimiinde ise demografik 6zellikler ile ilgili sorular yer almaktadir.

Olgekler gevrilirken dil uzmanlarina basvurulmus olup, anket sorularinin gevrilmesinde ortaya cikabilecek olan yanlishklari ortadan
kaldirabilmek amaciyla dlgeklerin gevirisi yaptirilmistir. Olgeklerin gevirisi yapildiktan sonra 20 kisilik bir 6rnekleme 6n galisma
uygulanmis ve ankete son sekli verilmistir. Anket ¢calismasi 03.12.2018 -21.12.2018 tarihleri arasinda yapilmistir. Kesin anket formu
dizenlendikten sonra 384 kisiye anket uygulanmis yanlis ve eksik doldurulan anketler elendikten sonra 300 anket formu
degerlendirmeye alinmistir. Veriler SPSS 22.0 paket programinda analiz edilmistir. Verilere; tanimlayici istatistikler, glvenilirlik
analizi ile regresyon analizi uygulanmistir.

4. ARASTIRMA BULGULARI
4.1. Demografik Ozellikler

Arastirmaya katilanlarin demografik Ozelliklerine iliskin bilgiler su sekildedir: Katiimcilarin %56’si erkek ve %44’G kadindir.
Katilimcilarin yas gruplarina gore dagilimlarinda; gogunlugu %83 ile 18-24 yas grubu olusturmaktadir. Katiimcilarin genel olarak
%61 ile 1000 TL ve alti gelire sahip olduklari gérilmektedir.

4.2. Olgeklere iliskin Giivenilirlik Analizi

Cronbach’s Alpha degeri sorular arasindaki korelasyona iliskin uyumdur. Katsayilarin yorumunda ise Cronbach’s Alpha degerinin
0,70 ve Usti olmasi durumunda 6lgegin glivenilir oldugu kabul edilir. Fakat soru sayisinin az oldugu durumda bu sinir 0,60 degeri
ve Ustl olarak kabul edilebilir (Durmus vd., 2013: 89).

Tablo 1: Guvenilirlik Sonuglar

Degiskenler Cronbach’s Alpha Degeri
Benlik-marka Bagi 0,91
Marka Agki 0,92
Marka Deneyimi 0,91
Marka Sadakati 0,96

Tablo 1’e bakildiginda olgeklerin glivenilir oldugu goriilmektedir.
4.3. Regresyon Analizi Sonuglari

Benlik-marka baginin marka aski, marka deneyimi ve marka sadakati tGizerindeki etkisinin belirlenmesi amaciyla dogrusal regresyon
analizi yapilmistir. Sonuglar Tablo 2, Tablo 3 ve Tablo 4’te gosterilmistir.

Tablo 2: Marka Aski Uzerinde Benlik-Marka Baginin Etkisi

Bagimh Degigsken: Marka Aski R R? Diizeltilmis R Kare
Bagimsiz Degisken: Benlik-Marka Bagi | 0,80 0,64 0,64
ANOVA Degerleri Kareler Toplami Serbestlik Derecesi Ortalama Kare
Regresyon 199,122 1 199,122
Artiklar 111,838 298 0,305
Toplam 310,960 299

B=0,661 (=0,800 Std. Hata=0,029 F=530,576 t=23,034 p=0,000

Tablo 2'de goruldugu gibi olusturulan regresyon modeli %5 6nem diizeyinde istatistiki agidan anlamlidir ve R2 degeri 0,64 olarak
bulunmustur. Modelde yer alan benlik-marka bagi marka askini etkilemektedir (B =0,800: p=0,000<0,05). Bu sonug isiginda H;
hipotezi kabul edilmistir. Bireyin benligiyle uyumlu gordiigi marklara yonelik duygusal yakinlik hissettigini sdylemek mimkiindar.
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Tablo 3: Marka Deneyimi Uzerinde Benlik-Marka Baginin Etkisi

R R? Diizeltilmis R? Kare

Bagimli Degisken: Marka Deneyimi
Bagimsiz Degisken: Benlik-marka Bagi | 0,79 0,62 0,62
ANOVA Degerleri Kareler Toplami | Serbestlik Derecesi | Ortalama Kare
Regresyon 155,534 1 155,534
Artiklar 93,730 297 0,316
Toplam 249,264 298

B=0,585 (=0,790 Std.Hata=0,026  F=492,835 t=22,200 p=0,000

Tablo 3’de gorildigi gibi olusturulan regresyon modeli %5 6nem diizeyinde istatistiki agidan anlamhdir ve R2 degeri 0,62 olarak
bulunmustur. Modelde yer alan benlik-marka bagi marka deneyimini etkilemektedir (B =0,790: p=0,000<0,05). Bu sonug isiginda
H, hipotezi kabul edilmistir. Bu dogrultuda insanlar 6z kimligiyle uyumlu gordiigli markalardan daha ¢ok tecriibe kazanabilirler.
Clinkd kisinin benligiyle iliski kurdugu markanin yasatacagi deneyimlere verecegi yanit daha olumlu olacaktir.

Tablo 4: Marka Sadakati Uzerinde Marka Aski, Marka Deneyiminin ve Benlik-Marka Bagi Etkisi

Bagimh Degisken: Marka Sadakati R R? Diizeltilmis R? Kare
Bagimsiz Degisken: Marka Aski, Marka

Deneyimi, Benlik-marka Bagi 0,88 0,77 0,76

ANOVA Degerleri Kareler Toplami Serbestlik Derecesi Ortalama Kare
Regresyon 240,150 3 80,050

Artiklar 73,559 296 0,249

Toplam 313,719 299

Marka Deneyimi; B=0,278 B=0,248 Std. Hata=0,071 F=322,077 t=3,892 p=0,000

Marka Aski; B=0,510 B=0,508 Std. Hata=0,065 F=322,077 t=7,787 p=0,000

Benlik-Marka Bagi; B=0,136 p=0,163 Std. Hata=0,041 F=322,007 t=3,337 p=0,000

Tablo 4’de gorildiugu gibi olusturulan goklu regresyon modeli %5 6nem diizeyinde istatistiki agidan anlamlidir ve R? degeri 0,77
olarak bulunmustur. Modelde yer alan marka deneyimi, marka aski ve benlik-marka bagi marka sadakatini etkilemektedir (B
=0,248, 3 =0,508, B =0,163; p=0,000<0.05). Bu sonuglar isiginda He H7 ve Hs hipotezleri kabul edilmistir. Bu baglamda markanin
tekrar tekrar satin alinmasi veya misterinin markaya kendini adamasi igin duygusal bir yakinlik kurulmasi, kisinin 6z varligiyla

ahenk igerisinde olmasi ve markayla yasadigi anilari hatirlamasi 6nemlidir.
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4.4. Aracilik Etkisi Analizleri

Araci degisken; iki degisken arasindaki sebep-sonug iliskisinin bir pargasidir (Mckinnon ve dig., 2010: 594). Ayrica arastirmalarda
aracilik etkisi arastirilirken Baron ve Kenny (1986) tarafindan dnerilen araci degisken analizi yontemi kullanilmistir. Analize gore
bagimsiz degiskenin araci degiskenin lzerinde etkisi olmalidir. Ayrica bagiml degisken Uzerinde bagimsiz degiskenin etkisi
olmalidir. Son olarak ise araci degisken analize dahil edildiginde bagimsiz degisken ve bagimli degisken arasindaki iliskide azalma
meydana gelmeli veya aradaki iliski anlamsizlagmalidir (Baron ve Kenny, 1986: 1173).

Arastirma modelinde araci degisken olarak yer alan marka aski degiskeninin benlik-marka bagi ile marka sadakati degiskenleri
arasinda aracilik etkisinin olup olmadigi regresyon analizi ile incelenmistir. Tablo 5’de benlik-marka bagi ile marka sadakati
arasinda marka askinin aracilik etkisi analizinin sonuglari gosterilmistir.

Tablo 5: Benlik-Marka Bagi ile Marka Sadakati Arasinda Marka Agkinin Aracilik Etkisi

Adimlar B :::a B t R? Diiz. R? F p
1.Adim:
Benlik-marka Bagi Marka 0,661 0,029 0,800 23,034 0,640 0,639 530,576 0,000
Aski
2.Adim:
Benlik-marka Bagi Marka 0,635 0,031 0,765 20,506 0,585 0,584 420,504 0,000
Sadakati
3.Adim: 0,177 0,040 0,214 4,455 0,755 0,754 456,909 0,000
Benlik-marka Bagi Marka Aski
Marka Sadakati 0,693 0,048 0,688 14,340

Tolerans=0,359 VIF=2,788 p=0,000

Tablo 5’'de goruldigi lGzere, birinci adimda benlik-marka baginin marka aski lizerinde istatistiksel olarak anlaml bir etkisi vardir
(B=0,800; p=0,000). ikinci adimda, benlik-marka bagi ile marka sadakati arasinda istatistiksel olarak anlamli bir etki tespit edilmistir
(B=0,765; p=0,000). Son olarak tiglinct adimda, benlik-marka bagi ve marka sadakati ile marka aski (araci degisken) modele dahil
edilmis ve sonucun istatistiksel olarak anlamli oldugu saptanmistir (B=0,214; p=0,000). ikinci adimla karsilastirildiginda Ggiincii
adimin Beta (B) degerinde azalma oldugu gorilmektedir. Beta degerindeki azalmanin anlamli olup olmadiginin tespit edilmesi igin
Sobel Testi yapilmistir. Sobel Testi neticesinde Uglincli adimin Beta degerindeki dislisiin istatistiksel olarak anlamli oldugu
gorulmustlr (Z=12,719; p=0,000). Son olarak t¢lincli adimda analize dahil edilen bagimsiz degiskenler arasinda ¢oklu dogrusallik
(multicollinearity) olmadigi belirlenmistir (Tolerans=0,359>0,2; VIF=2,788<5). Bu sonuglar dogrultusunda, benlik-marka bagi ile
marka sadakati arasinda marka askinin aracilik etkisinin oldugu belirlenmis ve Hs hipotezi kabul edilmistir. Bireyin kimligiyle uyumla
olan markaya duydugu bagliliga duygularinin da etki ettigi gorilmektedir.

Arastirma modelinde araci degisken olarak yer alan marka deneyimi degiskeninin benlik-marka bagi ile marka sadakati degiskenleri
arasinda aracilik etkisinin olup olmadigi regresyon analizi ile incelenmistir. Tablo 6’da benlik-marka bagi ile marka sadakati arasinda
marka deneyiminin aracilik etkisi analizinin sonuglari gosterilmistir.

Tablo 6: Benlik-Marka Bagi ile Marka Sadakati Arasinda Marka Deneyiminin Aracilik Etkisi

Std. 2 i 2

Adimlar B Hata B t R Diiz. R F p

1.Adim: 492,83

Benlik-marka Bag Marka Deneyimi 0,585 0,026 0,790 22,200 0,624 0,623 5 0,000

2.Adim: 420,50

Benlik-marka Ba Marka Sadakati 0,635 0,031 0,765 20,506 0,585 0,584 4 0,000
380,41

3.Adim: 0,239 0,042 0,288 5,746 0,721 0,719 5 0,000

Benlik-marka Bagi Marka Deneyimi

Marka Sadakati 0,674 0,056 0,602 12,001

Tolerans=0,376  VIF=2,660 p=0,000

Tablo 6’da gorildigi lizere, birinci adimda benlik-marka baginin marka deneyimi Gzerinde istatistiksel olarak anlamli bir etkisi
vardir (B=0,790; p=0,000). ikinci adimda, benlik-marka bag ile marka sadakati arasinda istatistiksel olarak anlamli bir etki tespit
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edilmistir (B=0,765; p=0,000). Son olarak tglincii adimda, benlik-marka bagi ve marka sadakati ile marka deneyimi (araci degisken)
modele dahil edilmis ve sonucun istatistiksel olarak anlamli oldugu saptanmistir (B=0,288; p=0,000). ikinci adimla
karsilastirildiginda Gglinci adimin Beta (B) degerinde azalma oldugu gorilmektedir. Beta degerindeki azalmanin anlamli olup
olmadiginin tespit edilmesi igin Sobel Testi yapilmistir. Sobel Testi neticesinde Uglinci adimin Beta degerindeki dististin
istatistiksel olarak anlamli oldugu gérilmistlr (Z=10,134; p=0,000). Son olarak Uglincii adimda analize dahil edilen bagimsiz
degiskenler arasinda ¢oklu dogrusallik (multicollinearity) olmadigi belirlenmistir (Tolerans=0,376>0,2; VIF=2,660<5). Bu sonuglar
dogrultusunda, benlik-marka bagi ile marka sadakati arasinda marka deneyiminin aracilik etkisinin oldugu belirlenmis ve Hs
hipotezi kabul edilmistir. Bireyin kimligiyle uyumla olan markaya duydugu bagliliga yasadigi tecriibeler veya kazandigi deneyimler
etki etmektedir.

5.SONUC VE ONERILER

Rekabetin yogun oldugu pazarlarda marka bagliligi yaratabilmek firmaya uzun vadede karllik ve stratejik avantaj saglamaktadir.
Ozellikle teknolojinin hizli gelismesiyle Uriinler arasindaki farkliliklarin ortadan kalkmasi, firmalarin marka sadakati olusturacak
unsurlari dogru tespit etmesini gerekli kilmaktadir. Calisma kapsaminda cep telefonu sektoriindeki firmalarin diger isletmelerden
kendini ayirt etmesini saglayacak bir diger ifadeyle marka sadakati olusturabilecek 6geler arastiriimistir. Marka sadakatini
etkileyen unsurlar olarak; benlik-marka bagi, marka aski ve marka deneyimi ele alinmistir. Elde edilen bulgulardan su sonuglara
ulasilmistir:

Benlik-marka baginin marka aski ve marka deneyimi tizerinde anlamli etkisi bulunmaktadir (Van der Westhuizen, 2018; Hwang ve
Kandampully, 2012). Benlik-marka baginin marka aski tizerindeki etkisi ele alindiginda bireyi tam olarak anlayan veya taniyan
firmalar musteri ile marka arasinda gu¢li duygular yaratabilirler. Clinkii birey benligiyle, duygulariyla ve markaya duydugu askla
bir bittinddr. Dolayisiyla marka bireyi ne kadar yansitirsa misteri o kadar marka igin tutkulu duygular hissedecektir. Benlik-marka
baginin marka deneyimi lizerindeki etkisi incelendiginde ise kendisiyle uyumlu olan marklari tercih eden musterilerin o markayi
butliniyle daha ¢ok sahiplendigi gozlenmektedir. Markanin bireyin benligine uygun olmasi musterilerin yasayacagi deneyimi
etkilemektedir. Bu bulgular dogrultusunda firmalara su 6nerilerde bulunulabilir; misteriler yakindan taninmali, 6zel ilgi alanlari ve
istekleri belirlenmeye galisiimali, bu konuda teknolojinin sundugu firsatlardan yararlaniimalidir. Sosyal medya hesaplari firmalar
tarafindan aktif kullanilmahdir. Ayrica bu mecray: firsata gevirmek icin tlketicilerin ilgi alanlari dikkatlice incelenmelidir. Mobil
iletisim araclari ise firmalarin tuketicilerin distincelerini 6grenmek igin kullanilabilecekleri diger bir alandir.

Marka sadakati Gizerinde marka askinin, benlik-marka bagi ve marka deneyiminin etkisi oldugu gorilmustir (Van der Westhuizen,
2018; Hemsley-Brown ve Alnawas, 2016; Lin ve dig., 2017; Huang, 2017; Hwang ve Kandampully, 2012). Marka askinin marka
sadakati tizerinde etkili olmasi ele alindiginda tlketicilerin duygusal tercihleri marka baghliklarini etkilemektedir. Bu sayede marka
ve birey arasinda yogun duygular yaratabilen firmalar markaya yonelik sadakat olusturabilirler. Duygusal yarar saglayarak marka
bagi olusturan firmalar tiiketicinin yasadigi hazdan uzun vadeli karllk olarak geri donis alabilirler. Marka sadakati izerinde etkili
olan diger bir degiskenimiz ise benlik-marka bagidir. Bireyin marka sadakati gostermesi icin markada kendinden bir seyler bulmasi,
markanin bireyi yansitmasi gerekir. Benliklerinden izler tagiyan markalari tercih eden misteriler bu markalarla uzun vadeli iliskiler
kurmaya gonilli olacaklardir. Marka deneyimi ise marka sadakati izerinde etkili olan diger bir degiskenimizdir. Markayla olumlu
deneyim yasayan misterilerin yasadigi pozitif duygular onlari memnun edecek ve hatta sadik bir misteri olmalarinda 6nemli katki
saglayacaktir. Benligin, askin, deneyimin sadakat Uzerindeki etkisinden yola ¢ikarak firmalara su onerilerde bulunulabilir;
gorulmektedir ki musteriler duygusal yaklasimlara 6nem vermektedirler. Firmalar somut 6zelliklerden ziyade duygulara
yoénelmelidirler. Reklamlarda Griinlin rengi, logosu ve tasarimina daha estetik 6zellikler katmalidirlar. Benlik kavramiyla anlatilmak
istenen ise misterinin 6z kimligidir. Bu ylizden bireyin markayi tercih etme sebebi belirlenip ona gore tanitimlar yapiimalidir.
Ornegin gdsterisci tiiketim veya statii kazanmak icin tercih edilen bir marka icin fiyat olgusundan ziyade kullanimdan dogacak statii
kazanimi vurgulanmalidir. Ayrica markanin kendine has 6zellikleri olmali, bu bazen renk bazen bir logo veya tasarim olabilir. Kimi
zaman ise bireyin markayla benlik bagi kurmasinin ardinda markanin hikayesi karsimiza gikabilir. Benzer sekilde bireyin duygularina
ve deneyimlere hitap etmede ¢alisanlar da 6nemli rol oynamaktadir. Calisanlarin markanin savunucu olmasi ve misterinin olumlu
anilar yasamasina katkida bulunmasi gerekir. Marka deneyimi boyutlarindan disiinsel yaklagsim ise sadakatin olusmasi igin akla
veya zihne hitap etmenin goz ardi edilmemesi gerektigini gosterir. Boyle bir durumda ise tiketicinin ihtiyacinin marka tarafindan
karsilanip karsilanmadigi sorgulanir. Firmanin yapmasi gereken ise ihtiyaclari tam olarak belirlemekle yetinmeyip karsilanmamis
ihtiyaglari ve musterinin sikayetlerini ¢éziime ulastirmaktir. Bu ylizden firmalar marklarina tutkun masteriler yaratmak isterken
markanin c¢agrisimlarina dikkat etmelidirler. Giinimizde G6zellikle cevreye duyarli markalar misteri nezdinde daha olumlu
algilanmaktadir. Cep telefonu sektori agisindan diisiinildiginde geri donlisime katki saglanabilir. Firmalar Gretim sireglerinde
dogayi diistinerek faaliyet gosterebilir. Zihinlerde yer edinebilmek igin maskotlar kullanabilir. Bu sayede marka hem duygulari
harekete gecirir hem de daha cezbedici bir hal alir.
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Cahismanin asil amacini olusturan aracilik etkisine iliskin bulgular ise marka aski ve marka deneyiminin benlik-marka bagi ve marka
sadakati arasinda aracilik etkisine sahip olmasidir (Van der Westhuizen, 2018; Aydin, 2017). Misterinin benligiyle marka arasinda
iliski kurmasi veya markanin tiketicinin benligini yansitimiyla yasanan marka aski marka sadakati Gzerindeki etkiyi arttiracaktir.
Benligiyle marka arasinda baglanti olan bireylerin, marka aski yasamakta ve gelisen marka aski sonucunda marka sadakati
duymaktadirlar. Ayrica marka deneyiminin aracilik etkisi ele alindiginda ise; misterinin benligiyle marka arasinda iliski kurmasi
veya markanin tiketiciyi yansitimiyla yasanan marka deneyimi marka sadakati Gzerindeki etkiyi arttiracaktir. Benligiyle marka
arasinda baglanti olan bireyler, marka deneyimi yasamakta ve gelisen marka deneyimi sonucunda marka sadakati duymaktadirlar.
Bu sonuglar 1s18inda firmalar marka sadakati olusturmada tiiketiciyi yansitan, onu dogru sekilde tanimlayan o6zelliklerin {izerinde
durmanin yani sira agsk ve deneyim unsurlarini da dikkate alarak baglilik diizeyini etkileyebilirler. Bu sonuglar géstermedik ki
insanlarin psikolojik yapisi bir bitiin igerisindedir. Bireyin igsel yapisini iceren benligi ile yasadigi duygularinin ortiismesi
baglhliklarini etkilemektedir.
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