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THE EFFECTS OF NEGATIVE EMOTIONS AND CORPORATE
REPUTATION ON ALTERNATIVE VOICE COMPLAINT BEHAVIOR OF
BANK CUSTOMERS

Pmar BASGOZE '3
Oznur OZKAN TEKTAS 2

ABSTRACT

This study examines the effects of both corporate reputation and negative emotions after
failure (annoyance and irritation) on two voice-complaint behaviors, namely, direct firm
and third-party complaints. Survey data were collected from 366 customers who expe-
rienced a banking service failure and complained. The research model was tested with
Partial Least Square SEM using SmartPLS. The results showed that perceived corporate
reputation has a greater impact than negative emotions on direct firm complaints, whereas
negative emotions lead bank customers to 3rd parties. The relationship between corpo-
rate reputation and 3rd party complaints was fully mediated by the intensity of negative
emotions. The study offers broader thinking on customer complaint behavior experience
choices by proposing the notion that underlying antecedents of customers’ different voice
complaint behaviors may come from different sources, such as a bank’s reputation appears
to be judged by customers’ experience or the intensity of the negative emotion after a fail-
ure. This study also contributes to the existing literature by examining the joint effects of
firm reputation and negative emotions on complaint behavior in emerging markets.

Keywords: Customer Firm Complaint, Third Party Complaint, Corporate
Reputation, Negative Emotion
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OLUMSUZ DUYGULARIN VE KURUMSAL iTIBARIN BANKA
MUSTERILERININ ALTERNATIF SIKAYET DAVRANISLARI
UZERINDEKI ETKILERI

0z

Bu ¢aligmanin amaci, kurumsal itibar ve hizmet hatast sonrasi olusan olumsuz duygularin
(rahatsizlik ve irrite olma) iki sikayet davranist (dogrudan firmaya veya ligiincti kurumlara
sikayet) lizerindeki etkilerini bankacilik sektorii 6zelinde incelemektir. Caligmanin veri-
si bankacilik hizmetlerinde hizmet hatasi ile karsilasan ve sikayette bulunan 366 banka
miisterisinden anket yontemi ile toplanmistir. Aragtirma modeli Kismi En Kiigiik Kareler
YEM ile Smart PLS programi kullanilarak test edilmistir. Sonuglar, dogrudan firmaya
yonlendirilen sikayetler iizerinde kurumsal itibarin olumsuz duygulardan daha fazla etki-
ye sahip oldugunu; olumsuz duygularin ise, banka miisterilerini daha ¢ok ti¢iincii taraflara
sikayete yonlendirdigini gdstermektedir. Olumsuz duygular ayn1 zamanda kurumsal itibar
ile liglincii taraflara sikayet arasinda diizenleyicilik etkisi gostermektedir. Calisma, tiiketi-
cilerin farkli sikdyet davranislarinin altinda yatan onctillerin farkli kaynaklardan etkilene-
bilecegi fikri ile literatiire katkida bulunmaktadir. Calisma ayni zamanda kurumsal itibar
ve olumsuz duygularin sikayet davranis tiirleri iizerindeki birlikte etkisini incelemesi agi-
sindan da katki saglar niteliktedir.

Anahtar Kelimeler: Firmaya sikayet, Ugiincii taraflara sikdyet, Kurumsal Itibar, Olum-
suz Duygular.
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1. Introduction

As in many service sectors, in the banking sector, it has been realized that
directing firm resources and efforts toward customer satisfaction through
satisfactory complaint handling has strategic importance to be successful because
of the increasingly intense competitive pressures and deregulations in emerging
economies (Yavas et al., 2004). In many of such economies, consumer protection
and consumer rights remain a very big challenge preventing customer retention
(Donoghue and Klerk, 2009). A way of protecting customers is to establish an
efficient redress environment. Despite the improvements in service recovery
regulations in the banking sector (Reid, 2007), failures in banking services
still appear quite frequently (Petzer et al., 2017). Therefore studying customer
complaint behavior as a part of service recovery has become crucial for the success
of the banking sector in emerging economies.

Voice complaint is a critical form of complaint behavior in an efficient redress
environment by providing firms a chance to recover problems, offer ideas for
improving products and services (Heung and Lam, 2003). Redress seekers do
not always communicate directly with the firm and may complain through 3
party organizations (Istanbulluoglu et al., 2017). Although 3 party organizations
provide important feedback (i.e., the nature of the problem), they may fall short or
may even be costly in providing information (Davidow and Dacin, 1997). Thus,
the best approach for a corporation is to encourage and maximize complaints to
the firm rather than to a 3 party (Fornell and Wernerfelt, 1987).

Antecedents of the firm complaints and 3™ party complaints (voice complaint)
were studied in the service recovery literature (Table 1). Accordingly, customers
prefer different complaint channels ranging from self-service interaction to face-
to-face employee interaction, depending on whether they can solve the problems
themselves or not (Microsoft’s, 2017). Yet there is still a call for research focusing
on whether there is a hierarchy in complaint channel choice (Van Vaerenbergh et
al., 2019).

The antecedents of customer responses to banking service failures may reflect
situation-specific issues. More specifically, perceived risk, perceived costs and
benefits, probability of redress, and negative emotions may influence the choice of
alternative actions among exit, voice complaint, and loyalty behavior (see Table
1). Yet, no prior study has examined how consumers choose between making a
direct complaint to the bank or a 3" party. Thus, the primary focus of this study is
to gain further insight into channel selection between alternative voice complaints
in the banking sector.

Applied to the service recovery process, when customers experience a service
failure, they have an emotional reaction before service recovery, which is called
pre-recovery emotions (Foelstad and Kvale, 2016). Research indicate that one of the
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antecedents of customers’ complaint channel selection is pre-recovery emotions
(e.g., White and Yu, 2005; Bougie et al., 2003). To gain further insight into the
choice of an alternative voice complaint channel, we need to understand how the
magnitude of a customer’s negative emotions after a service failure affects their
complaint process.

Table 1. Antecedents of Voice Complaint

&
Study = ’§_ Antecedents Results | Industry
S =]
= &
Richins. 1980 X Perceived costs and benefits of com- positive NA
’ plaining effects
"fgygcgand Brown, X Ease of complaining NA
McKee et al., - . .. positive
2006 X Likelihood of success in complaining offects health care
Susskind, 2000 | X Complaint self-efficacy positive dln%ng o
effects | perience
. Anxiety level, non-adequate initial content
MeAlister and remedy, good access to the legal system analysis of
Erffmeyer X . NA .
(2003) and other formal agencies, other com- complaint
plaining options researches
gender,
lan-
Bligh, 1987 X | Demographic factors ﬁ:sge minorities
positive
effects
banking ser-
vices than
Singh and Wil- X Responsiveness to voiced complaints positive | for medical
kes, 1996 and the value of redress actions effects care or
automotive
repair
Singh, 1990 X | Attitude, success, cost and benefit positive Medical
effects
Halstead and X Attitudes about channel members’ re- positive carpet brand
Droge, 1991 sponsiveness effects P
Moreira and X | Satisfaction and word of mouth positive health club
Silva, 2016 W Y effects Y
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Neg-

Luetal, 2018 |X Intangible costs ative hotel
effects

Ran and Zhou, X Customer-company identification, cus- | positive | online take-

2019 tomer commitment, voice efficacy effects away

Blodgett et.al., | negative  Redress seeking, the likelihood of suc- | positive retail stores

2018 WOM cess effects

. Attitude towards complaining, Custom- | Positive
Ndofi 2020 | X o > fast-outlet
dofirepi, 2020 er loyalty, Likelihood of success effects ast-outiets

Moreover, customers might be more inclined to forgive failure, especially for
corporates with an excellent reputation, but are more destructive to corporates
with an average reputation (Ghalandari, 2013). That is, customers may prefer to
complain directly to the bank with an excellent perceived reputation because they
believe that the bank will successfully handle the recovery experience. The role and
importance of customers’ negative emotions and corporate reputation are widely
studied (Mattila, 2001; Hess, 2008; Ozgen and Kurt, 2012; Ozkan-Tektas and
Basgoze, 2017). Yet, existing frameworks fail to consider the determinants of the
differentiation between alternative voice complaint behaviors (direct complaint to
the firm and complaint to a 3™ party) after a banking service failure.

Therefore, this study aims to test an integrative model that proposes both corporate
reputation and negative pre-recovery emotions as predictors of voice-compliant-
channel choice of bank customers. It also tests the mediating role of negative
emotions between corporate reputation and voice complaint behavior.

2. Theoretical Background
2.1. Customer Complaint Behavior

Well-known taxonomy has divided complaint behavior into two, namely
behavioral and non-behavioral (Bearden, 1983). Subsequently, researchers
proposed different labels, such as ‘“action” and ‘“no-action” responses (Day
and Landon, 1977) or “activists” and “non-activists” (Pfaff and Blivice, 1977).
The fundamental work of Hirschman (1970) identified exit, voice, and loyalty
as customers’ behavioral responses when faced with dissatisfaction. After
Hirschman (1970), Day and Landon (1977) classified action responses into public
and private complaining. Private actions are not directly visible to the company
and include negative word-of-mouth behavior, whereas the company recognizes
public actions because customers seek redress. The customer may seek a remedy,
complete or partial compensation, or repairs—depending on the firm’s recovery
process. Therefore, a redress-seeking customer is basically considering achieving
any form of remedy to reclaim satisfaction (Deutsch, 1975). Actions aimed at
obtaining redress do not always address the company; customers may also use
3™ parties, such as consumer protection agencies or legal institutions, for this
purpose. Thus, they classify public action as directly seeking redress (from the
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firm, manufacturer, or retailer), legal action (to obtain redress), and complaints
to a 3" party (such as agencies or the government) (Day and Landon, 1977,
Bearden et al., 1979; Mattila and Wirtz, 2004). Singh (1990) defined customers
who complain directly to the firm as “voicers.” However, Bligh (1987) suggested
that people who direct their complaints to the business or a 3™ party agency are
“voice complainers,” and those who do not communicate their dissatisfaction
have a non-voiced complaint. Although voice complainers provide important
information, 3™ party organizations may fall short or maybe costly in providing
information (Davidow and Dacin, 1997). The best approach is to encourage and
maximize complaints to the organization rather than to a 3™ party (Fornell and
Wernerfelt, 1987; TARP study in Bligh, 1987) to make customers complete their
whole consumption experience in the firm. Therefore, satisfaction with complaint
handling can enhance the positive evaluation of service experiences (Bitner et al.,
1990).

Having established the importance of understanding direct firm complaints,
some studies examined and found that constructs, such as perceived costs and
benefits of complaining (Richins, 1980; Lu et al., 2018; Mei et al., 2019), ease
of complaining (Tax and Brown, 1998; Sirisena, 2019), the likelihood of success
in complaining (McKee et al., 2006; Blodgett et.al., 2018; Ndofirepi, 2020), and
complaint self-efficacy (Susskind, 2000; Ran and Zhou, 2019), may significantly
influence consumers’ decisions to complain directly to the business.

Moreover, customers who want to complain publicly might address their complaints
to 3rd parties, such as legal organizations, consumer protection organizations, or
social media. Feick (1987) defined these types of 3™ party complaints as higher
level (difficult actions) complaints according to the hierarchical structure of the
complaint; yet, online 3 parties were not common. Today, 3™ party complaints are
especially important and troublesome to marketers; thus, the structural hierarchy
of the complaints changed due to technological developments. According to
McAlister and Erffmeyer (2003), a complaint to a 3™ party normally indicates
a degree of customer dissatisfaction and company unresponsiveness; however,
today, customers do not wait for company responses and may complain directly to
a 3" party as soon as dissatisfaction occurs.

2.2. Negative Emotion and Its Importance in Complaint Choices

Emotional responses are fundamental components of consumption experiences
(e.g., Westbrook, 1987). The cognitive-emotive model states that the process of
reacting to a negative event starts with an appraisal of the harmful event and the
emotions it generated (Lazarus, 1966). When customers experience aservice failure,
they experience an emotional reaction before recovery. Further, the magnitude of
a service failure creates a pre-recovery emotional reaction associated with the
size of the customer’s loss (Hoffman et al., 1995; Smith et al., 1999). The nature
of this pre-recovery emotional reaction may affect the entire recovery process
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evaluation. That is, service recovery evaluations, which can lead to post-recovery
dissatisfaction, negative word-of-mouth, and even switching to another service
provider, are significantly shaped by these initial emotional reactions (Chebat and
Slusarczyk, 2005; Mattila, 2001; Schoefer and Ennew, 2005). More recently, the
cognitive appraisal approach has used emotions’ underlying motivational and
evaluative roots to explain their influences on consumption-related behaviors
(Watson and Spence, 2007). Day (1984) posited that a customer’s emotional
state of dissatisfaction provides a motivational basis for subsequent complaining
behaviors.

Additionally, Zeelenberg and Pieters (2004) found that emotions have a direct
impact on behavior, over and above the effects of dissatisfaction. They focus
on the valence-based approach to model the interactions between emotions and
satisfaction-related behaviors. The valence-based approach is a dimensional
theoretical approach that consists of all types of emotions in a single currency
according to its valence. It emphasizes different valence (positivity—negativity) of
emotion causes different behaviors, and consumers are more likely to complain
according to the intensity of their negative emotions (Zeelenberg and Pieters,
2004).

The specific emotions approach, on the other hand, focuses on the varying
effects of different negative emotions on dissatisfaction (Zeelenberg and Pieters,
2004). Richins (1997) considered the broad range of emotions experienced by
consumers. Izard (1991) proposed an emotional scale to define a customer’s
negative emotions (e.g., anger, disgust, contempt, sadness, guilt, shame, and
fear) that were categorized after a dissatisfactory service. Although customers
can experience a wide variety of negative emotions after a disappointing service,
in their very first study Bell and Zemke (1987) define the negative feeling as
“annoyance.” After their study, research focused on “annoyance” in-service
failure (e.g., Hedrick et al., 2007; Mattila, 2001). For instance, Mattila (2001)
measured a customer’s emotional response to a service failure with two negative
emotions: annoyance and irritation. In another study (Hedrick et al., 2007),
participants specify “annoyance” after a service failure within in-depth interviews.
Annoyance refers to a minor feeling of “irritation” after service failure (Mattila,
2001). Thus, annoyance and irritation semantically refer to the sub-feelings of
sadness (Johnson-Laird and Oatley, 1989).

Another research stream, on the other hand, focuses on the magnitude of discrete
emotions. The logic behind this approach is that first; the customers feel different
negative emotions in different service failure situations. For instance, serious
experiences like flight accidents or terrorism may be measured by much more
dominant emotions such as fear or anger. However, experiences that cause
mild reactions, such as service recovery, may be measured by lighter emotions
such as sadness (Kim and Cameron, 2011). Secondly, each customer may feel
different levels of discrete negative emotions (Mattila, 2001). For instance, one



434 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt: 14, Say:: 3, Eyltl 2021, ss. 427-452

customer might be extremely annoyed by a 20 minutes delay in a flight while
another one might consider the same delay as less serious. Research by McAlister
and Erffmeyer (2003) suggests that 3™ party actions are most likely to occur
when customers experience high anxiety levels about the situation causing the
complaint. Thus,

Hla: Customers’ negative emotions affect the firm complaints.
H1b: Customers’negative emotions affect the 3 party complaints.

Hlic: Customers choose different voice behavior based on their level of negative
emotions.

2.3. Corporate Reputation and Its Importance in Complaint Choices

Corporate reputation refers to consumers’ value judgments about an organization’s
qualities formed over a long period regarding its consistency, trustworthiness,
and reliability (Bennett and Rentschler, 2003). Reputation may influence the
impression of a firm’s ability to create valuable outcomes (Bennett and Gabriel,
2001) for its customers and create a halo effect. According to Expectancy Violation
Theory (Burgoon, 1978), an expectancy is a tool for evaluating a 3™ party’s actions
based on its past behavior and predictions about its future behavior. Violated
expectancies may cause negative consequences. When customers attribute a high
reputation to a corporate, they have high expectations about the performance
of the service the firm provides. Walsh and Beatty (2007), argue that customer
orientation, good employer, reliable and financially strong company, product and
service quality, social and environmental responsibility may be the dimensions
of corporate reputation. Further, reputation is built and managed on day-to-day
actions, such as making phone calls, sending e-mails, making decisions, and
taking actions (Marken, 2002). Complaint handling can be viewed as a part of this
process because an excellent versus average reputation of a service provider may
differentiate consumer expectations and recovery activities, as well as complaint
behavior (Zeithaml et al., 1993; Hess, 2008). That is, a highly reputable firm can
be expected to develop appropriate recovery policies and procedures to satisfy
buyer complaints. When a customer has experienced a service failure, a complaint
is lodged if the customer has expectations regarding the ability of the institution
to process the issue to a satisfactory conclusion (Nel et al., 2000). Taken together,
bank customers may prefer to complain directly to the bank if they perceive that
the bank has an excellent reputation as they believe that the bank will successfully
handle the recovery process. In contrast, in the case of an average reputation, they
may think that the recovery process will be problematic. In this case, they may
prefer to complain to a 3 party rather than the bank. Thus:

H2a: Customers’perceived corporate reputation affects the firm complaints.

H2b: Customers’ perceived corporate reputation affects the 3" party complaints.
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H2c: Customers choose different voice behavior based on their perceived level of
corporate reputation.

2.4. The Mediation Effect of Corporate Reputation between Emotions and
Complaint Choice/Behavior

The direct effects among reputation-emotion-complaint (Kim and Lennon, 2013;
Day, 1984; McAlister and Erffmeyer, 2003; Mattila and Wirtz, 2004) are accepted
in service recovery literature. In these studies, there is a general agreement
that corporate reputation is a cognitive representation of a company’s ability to
meet expectations (Grunig and Hung- Baesecke, 2015). It is also believed that
consumers’ positive reputation perceptions generate positive emotions consistent
with their beliefs and lead to favorable behaviors (Zeithalm et al., 1993). This
mechanism is supported by very early cognitive consistency theory (Heider,
1946), which states that people try to maintain psychological consistency among
their beliefs, attitudes, and behaviors. Thus, we can use the cognition-emotion-
behavior framework to support the mediating role of emotions. Further, according
to Mehrabian and Russell’s Stimulus-Organism-Response model, environmental
stimuli (e.g., corporate reputation) lead to an emotional reaction that evokes
behavioral responses (e.g., complaint behavior) (Kim and Lennon, 2013).

Thus, it can be argued that corporate reputation and negative emotions work
together while influencing the voice complaint choice of customers. That is, after
a service failure, customers who perceive a positive corporate reputation may be
more likely to engage in positive evaluations reducing their negative emotions
and subsequently resulting in direct firm compliant behavior. On the other hand, if
customers believe that the corporate has a low reputation, they may tend to dwell
on the firm’s mistakes and may focus more on the negative aspects of the situation.
This tendency may increase the annoyance and irritation levels of customers that,
in turn, lead them to make their complaints to a 3" party. Thus:

H3a: Negative emotions mediate the relationship between corporate reputation
and complaint directly to the firm.

H3b: Negative emotions mediate the relationship between corporate reputation
and complaint to the 3" party.

3. Methodology

This study was designed as a quantitative descriptive study. The research
instrument of the study was a three-part, self-administered questionnaire. Partial
Least Square Structural Equation Modeling (PLS-SEM) was conducted to test
the research model (Figure 1). PLS-SEM aims to generate latent variable scores
that jointly minimize the residuals of the ordinary least square regressions, and
therefore to maximize the explanation in the model (Sadidi et al., 2018). PLS is a
composite-based method that utilizes bootstrapping in the estimation of standard
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errors, which leads to more precise estimates (Hair et al., 2017). Therefore, it is
a useful tool for testing hypotheses and mediation effects (Carrion et al., 2017).
Besides, PLS is useful especially when the data distribution is skewed, such
as surveying a specific gender (Wong, 2013). Since 87% of our survey data is
collected from male bank customers, we believe PLS-SEM is a proper technique
for this study.

Direct Firm
Complaint

Firm Reputation

H3a,b
-
Negative 3 Party
Emotions Complaint
H1

Figure 1. Research Model
3.1. Sample and Data Collection

Retail banking service was selected for the test of the research model, for the
reason that, according to Nimako and Mensah (2014), understanding the responses
of customers use for complaining about banking services, especially in emerging
economies, are important. The banking sector is seen as one of the leading service
sectors and generates one of the highest customer complaints levels in the service
sector (Bengiil and Yilmaz, 2018). Further, retail banking is a sector based on
customer satisfaction, any feedback received from customers will contribute to
the development of the sector (Erduran and Lorcu, 2020). However, very little
is known regarding customer complaints towards banking services from an
emerging economy perspective. Since Turkey is classified as an emerging market
(Al-Shammari, 2016), this study may provide a better understanding of complaint
behavior in emerging economies. The participants of the study are customers
who have already experienced a banking service failure and have complained to
the bank itself or to an online organization, which is the first and largest online
complaint platform in Turkey. The website works as a 3™ party complaint-handling
agency, and its major function is to organize the resolution process. A total of
366 complainers who had complained to the website were willing to complete
the questionnaire. Permission to collect data was obtained by contacting the site
administrators. The participants were accessed through site administrators. The
data was collected anonymously. It is not known which bank the complaints are
about and by whom. The participants were asked to answer the questions by
thinking about the subject they complained about. A majority of respondents were
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in the 25- to 44-year (74%, M=31) age group, with the overall sample ranging
from 19 to 63. A total of 81% of the respondents had bachelor’s degrees, 14% have
high school degrees, and approximately 5% have master’s and doctorate degrees.
A total of 87% of the respondents were male. Since the majority of the participants
were male, possible gender-based differences in the model variables were tested
by an independent sample t-test. The results were revealed that there were no
significant differences among males and female participants. Thus, hypotheses
tests were conducted with aggregate data.

3.2. Measures

The scale items used for each construct were taken from the relevant literature
and adjusted for personal banking services. The level of negative emotions after
service failure was adopted from Mattila (2001) and was measured with two items
representing participants’ irritation and annoyance levels. Corporate reputation
was adopted from Nguyen and Leblanc (2001) and measured using three items,
such as “In general, I believe that ABC always fulfills the promises that it makes
to its customers.” Finally, firm and 3™ party response items were used from the
scale of Liu and McClure (2001). Firm complaint measures include “if a problem
occurs: I discuss the problem with manager or representative of the firm”, 3 party
complaint intention was asked such as, “I write a letter to the local newspaper
about the bad experience.” The respondents were first asked if they experienced
a service failure in their banking transactions. They then answered the rest of
the survey considering the complaint that they reported. All measurement items,
except demographics, were measured on a five-point Likert-type scale. A pre-test
was conducted with 34 initial respondents to ensure that there was no problematic
measurement item.

3.3. Preliminary Analyses

Primarily, we checked for reliability and validity. All reliability coefficients of
Cronbach’s alphas exceeded the threshold value of 70%. To detect convergent
validity, we used correlation coefficients between items of both independent
and dependent variables. The results show that high correlations exist between
inter-variable items that support convergent validity (correlation coefficients
are between .41 and .73). Average Variance Extracted (AVE) can also provide
evidence for convergent validity (Fornell and Larcker, 1981). The correlation
coefficients are presented in Table 2, and the means, standard deviations, and
Cronbach’s alpha values are presented in Table 3.
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Table 2. Correlation Coefficients and HTMT Ratios

1 3 4
1. Reputation - .29 .08 .33
2. Complaint Firm 25%* 71 10
3.Complaint 3 Party .07 S6** - 21
4. Negative Emotion -28%* .08 A7EE -

*Correlation is significant at the 0.05 level (2-tailed).** Correlation is significant at the 0.01 level
(2-tailed).***Italic values represent the HTMT results.

Table 3 represents AVE and Composite Reliabilities as the indicators of Convergent
Validity. All composite reliability measures are greater than .60, providing a
reliable measurement of the construct. Since all average variance extracted values
are above the critical point of .50, we can conclude that the construct captures
a higher amount of variance in the indicators compared to that accounted for
measurement error (Diamantopoulos and Siguaw, 2000). Also, all CR values
are greater than AVEs supporting the convergent validity. For the discriminant
validity, we adopted Heterotrait-Monotrait Ratio (HTMT) method (Table 2).
HTMT results confirm established discriminant validity between constructs as all

values below the threshold value of .90 (Hair et al., 2017).

Table 3. Means, Standard Deviations, AVE, and CR Values

Factor

M SD | Alpha | AVE | CR Loadings
1. Reputation 282 | 1.14 .89 .82 | .93
-In gener.al, Ibelze.zve that ... glwaysfulﬁlls 254 | 123 88
the promises that it makes to its customers
- ... has a good reputation. 3.05 | 1.26 93
- [ believe that the rjeputatlon of ... is better 288 | 127 90
than other companies.
2. Complaint Firm 4.09 | .90 .83 .67 | .89
- Discussed the problem with the manager 416 | 1.02 26
or other employee of the firm
- Asked the firm to take care of the problem | 432 | 91 .90
- Informed the firm about the problem so
that they will do better in the future 3.92 1 1.05 78
3.Complaint 34 Party 4.02 | .85 75 79 | .88
-Reported the problem to a consumer 397 | 120 71
agency
-Wrote a letter to the {ocal newspaper 408 | 99 94
about your bad experience
- Took legal action against the firm 3.96 | 1.03 .83
4. Negative Emotion 4.40 | .77 .82 85 | .92




The Effects Of Negative Emotions and Corporate Reputation on Alternative Voice

Complaint Behavior of Bank Customers 439
-How annoyed were you 445 | 83 91
-How irritated were you 436 | .84 93

3.4. Data Analysis

After evaluating the measurement model, the structural model was tested by using
Partial Least Square Structural Equation Modelling in the SmartPLS 3.2.8 program.
We assessed Stone-Geisser’s Q? value (Geisser, 1974) for predictive relevance. Q?
values of .055 and .028 indicate that exogenous constructs, Corporate reputation,
and Negative Emotions, have a moderate predictive relevance for Firm Compliant
and 3" Party Complaint respectively since Q* values are greater than zero. We
adopted the procedure developed by Nitzl et al. (2016) to the mediation effects
on PLS-SEM. First, the significance of direct effects was checked; after that, the
significance and the strength of indirect effects when the mediator is included
in the model were checked. If any of these effects are insignificant, there is no
mediation effect. Since the strength of the indirect effect determines the size of the
mediation, testing the difference between direct and indirect effects is not needed
(Carrion et al., 2017).

3.5. Findings

Direct Effects: Standardized path estimates and t-values of direct effects are
presented in Table 4 provides the path diagram of the SEM. From Table 4, the
results revealed that all of the structural model relationships are significant,
confirming our hypotheses about the construct relationships. In general, both
corporate reputation and negative emotions after failure have significant positive
effects on the firm and 3™ party complaints. Specifically, negative emotions affect
both firm and 3™ party complaints significantly, which provides support for Hla
and H1b. Results also revealed that corporate reputation affects both firm and
3" party complaints significantly, which provides support for H2a and H2b. An
examination of the individual paths across complaint types provides some notable
distinctions between the corporate reputation effects and negative effects providing
support for Hlc and H2c. For instance, the positive effect of Corporate reputation
on Firm Complaints (30, t=5,98, p<.01) is stronger than the positive effect of
Corporate reputation on 3™ Party Complaints (.12, t=2,34, p<.05). The predictors
of 3" Party Complaints show that the effect of Negative Emotions (.20, t=3,39,
p<.01) is greater than the effect of Corporate reputation (.12, t=2,34, p<.05). The
Effect of Negative Emotions on firm complaints (.39, t=6,66, p<.01) is stronger
than the effect of Negative Emotions on 3™ party complaints (.33, t=6,06, p<.01).
Thus, Hlc and H2c¢ are accepted.
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Table 4: Significance Testing Results of the Structural Model Path Coefficients

Paths SPE(B) t-value Pvalue
Reputation — Firm Complaint 301 5.982 .000*
Reputation — 3™ Party Complaint 129 2.348 L018**
Negative Emotion — Firm Complaint 168 2.967 .003*
Negative Emotion — 3 Party Complaint 209 3.393 .001%*
Reputation — Negative Emotion -.286 5.331 .000*

*p<.01, ¥* p<.05, SPE= Standardized Path Estimates

Mediation Effects: Table 5 displays the direct, indirect, and mediation effects.
As shown in Table 5, indirect effects of Reputation on Firm Complaint (t=2.78,
p<.01) and 3" Party Complaint (t=2.98, p<.01) through negative emotions are
significant. After the significance of the indirect effect is established, we examined
the strength of the mediator through the use of total effect and variance account
for (VAF). Hair et al. (2017) state that partial mediation is established when VAF
exceeds the .2 threshold level and that full mediation is established when it exceeds
.8 value. Table 5 indicates that 17% of Reputation’s effect on Firm Complaints can
be explained via the Negative Emotion mediator. Although the indirect effect is
significant, the VAF value is below the .20 thresholds. Therefore, we conclude
that Negative Emotions have no mediating effect on the Reputation—Firm
Complaint link. Thus, H3a is rejected. When we consider the 3™ Party complaint,
%386 of Reputation’s effect on 3™ Party Complaint is explained via the Negative
Emotions mediator. This VAF result is considered to be full mediation. Thus, H3b
is accepted.

Table 5. Structural Relationships and Hypothesis Testing

. Std
Path | Indirect Total .
Procedure Path Coof | effect effect VAF t P | Hypothesis
Dev
Step 1:
Direct Eﬁ_‘:r‘:tc': 301 n/a 5.982 | .000
Effect ’
Reput -> H3a
Firm Co. 252 wa
Step 2: Rejected
Indirect | NP1 oge 255 | 045 [2.789 | 005 |
Neg.Emo
Effect Neo E -.045 .017
eg. Emo >
Firm Co. 168




The Effects Of Negative Emotions and Corporate Reputation on Alternative Voice

Complaint Behavior of Bank Customers 441
Step 1:
> rd
Direct g:ﬁ“t 3 1129 n/a 2348 | 018
Effect Y
> 3rd
Reput-=3% 1 069 | n/a H3b
Party
Step 2: Al
. > ccepted
Indirect izp“émo -286 069 | .861 |2.98 |.003
Effect £ -059  |.020
Neg.Emo ->
34 Party .209
*VAF (Variance Account For) = indirect effect/total effect. Hair et al. (2017) state that if VAF is higher than
.20; there is a partial mediation effect, if it is higher than .8; there is a full mediation effect.

In an attempt to determine the effect of different levels of corporate reputation
and negative emotions on two different complaint behaviors as the dependent
variables, two separate Multivariate analysis of variance tests were performed.
Corporate reputation and negative emotion scores were re-coded and combined
under three categories that indicate low medium, and high levels and are used
as the within-groups factor. Voice complaint tendencies (i.e., complaint to
the firm and complaint to a 3™ party) are used as the criterion variables. The
multivariate test results indicate that the main effect of corporate reputation (£ (4,
724)=4,304, p<.01; Wilk’s A= .95, partial n2= .023) and negative emotions (F (4,
724)=2,488, p<.05; Wilk’s A= .97, partial n2=.014) are significant, indicating that
both corporate reputation and negative emotions create differences in the tendency
of customers to complain. This general result is consistent with path analysis.
The univariate tests, following the multivariate test of significance, indicating
that a corporation’s reputation has a statistically significant effect on customers’
tendency to complain to the firm (F (2, 363)= 7,30; p< .01; partial n2= .039).
Yet, there is no statistically significant difference for the tendency to complain
to a 3" party (F (2, 363)= 1,068; p>.05; partial 2= .006) (Table 6). A post hoc
comparison using the Tukey HSD test indicated that, for the complaint-to-the-firm
variable, the mean score for a high reputation was significantly different from
that for a medium reputation (mean difference= .30, p<.01) and a low reputation
(mean difference= .39, p< .01). However, the high reputation condition did not
significantly differ from the medium reputation condition (mean difference= .08,
p> .05). Taken together, these results suggest that, in the case of a high corporate
reputation, customers’ tendency to complain to the firm increases significantly.
However, the reputation level does not appear to significantly change customers’
tendency to complain to a 3™ party.

In the case of negative emotions, the univariate test results showed that a negative
emotion level has a statistically significant effect on customers’ tendency to
complain to a 3" party (F (2, 363)= 4,18; p< .05; partial n2=.023), but is not
significant for the tendency to complain to the firm. A post hoc comparison using
the Tukey HSD test indicated that, for the 3 party complaint variable, the mean
score for high levels of negative emotions was significantly different than for low
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levels of negative emotions (mean difference= .30, p<.05). Taken together, these
results indicate that, when the magnitude of negative emotions is high, customers’
tendency to complain to a 3™ party increases significantly. These results provide
additional statistical evidence for Hlc and H2c of the study.

Table 6. Mean and Standard Deviation for the Dependent Variables

Low Reputation Medium Reputation High Reputation

Variables (n = 140) (n = 145) (n=81) F(2,363)

Firm Complaint 3.88 (1,11) 4.19 (.62) 4.27 (.56) 7.30%

3" Party Complaint 3.95(1,03) 4.10(.82) 4.01(.81) 1.06
Lovgnlie%if;no. Medu.l(rrrlli\fgggj Emo. ng(hnI\T:efi,r%};)mo. F2,363)

Firm Complaint 3.96(.73) 4.19(.65) 4.09(.85)

3" Party Complaint 3.4(.93) 4.03(.77) 4.15(.91)

#p<.0]

4. Results and Discussion
4.1. Theoretical Implications

Customers who experienced a service failure may approach different complaint
behaviors depending on certain situational factors (Mattila and Wirtz, 2004).
Although prior studies show findings of the firm complaint (Lu et. al., 2018;
Ran and Zhou, 2019; Ndofirepi, 2020) or 3rd party complaint (Moreira and
Silva, 2016) apart, the current study contributes to the existing service recovery
literature by examining the joint direct and indirect effects of firm reputation
and post-failure negative emotions after a service failure on the voice complaint
choice of bank customers to the firm and a 3rd party. More specifically, we first
focused on whether firm reputation and negative emotions cause a difference in
the complaint choices of customers. Second, we examined the mediation effect of
pre-recovery negative emotions on the relationship between firm reputation and
complaint behavior choices.

The findings revealed that both the bank’s reputation and negative emotions
significantly affect the complaint behavior of the bank’s customers. These findings
correspond to the fundamental notion that emotions affect complaint behavior
(Day, 1984). Although prior studies show the effects of complaint management
on corporate reputation (e.g. Breitsohl, Khammash and Griffiths, 2010), this
study also highlights the reputation of a service provider which may differentiate
consumer expectations and recovery activities, as well as complaint behavior
(Zeithaml et al., 1993; Hess, 2008). More specifically, regarding firm complaints,
a bank’s perceived reputation has a stronger impact than customers’ negative
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emotions. This means that the bank’s reputation may be much more related to
direct complaints to the bank. This finding can be explained by the halo effect of
the corporate reputation. Corporate reputation is the collective total of all previous
experiences regarding the service provider and requires consistency of a retailer’s
actions over extended periods (Herbig and Milewicz, 1995). This consistency
creates a halo effect and evokes the feeling of satisfactory complaint handling
management.

When we consider 3" party complaints, the effect of negative emotions is stronger
than the effect of the bank’s reputation. This result supports the previous studies
stating the significant effects of the level of negative emotions on the complaining
behaviors of customers in service encounters (White and Yu, 2005; Bougie et al.,
2003). Moreover, our study showed that annoyance and irritation significantly and
directly affect the tendency to complain to a 3™ party rather than to the firm.

For the mediation effect of negative emotions, our results implied that the direct
positive effect of corporate reputation on 3 party complaint behavior vanishes
when negative emotions are taken into account. This result can be explained
by the cognition-emotion-action sequence of the “hierarchy of effects” model
(Solomon, 2018). That is, consumers first build cognitive thinking, representing
their perception of corporate reputation. This cognitive evaluation causes a
decrease (or increase) in the level of negative emotions that will eventually affect
their 3™ party complaint behavior. Therefore, corporates may have a chance to
reduce 3" party complaint intention of their customers by using their reputation.

When negative emotions are considered as a mediator for the reputation and firm
compliant relation, our results stated that although there is a significant mediation
effect of negative emotions, this effect is statistically too weak. Together with
the direct effect, this result means that, when customers consider the corporate
reputation, they intend to make their complaint directly to the firm because of the
halo effect, and negative emotions have no effect in this relation. These mediating
effect results of our study offer a better understanding of how reputation can
contribute to mitigating negative emotions after a service failure, which eventually
leads to voice complaint behavior.

4.2. Managerial Implications

Several recommendations about complaint management are possible for the
banking sector. Service quality is a function of bank reputation where the empathy
dimension is mostly related to the complaint handling strategies of the company
(Wang et al., 2003). Therefore, increasing the empathy ability of the employees
may enhance the customer’s reputation perception. This may help banks to
improve their complaint mechanisms and encourage dissatisfied customers to
complain directly to the service provider (Loftus, 2018).
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The study also shows that customers who feel high negative emotions after a
failure in a banking transaction will have a higher tendency to complain to a 3
party. Accordingly, banks need to manage their customers’ emotions effectively
to prevent 3™ party complaints. As 3™ party complaints are based on the causal
explanations for the failure (based on the Attribution Theory - Weiner, 1985), bank
managers should explore the antecedents of the negative emotions by examining
these causal attributions. For instance, if the customer thinks that the failure is
systematic or controllable (Bitner, 1990) they are likely to feel anger, annoyance,
sad or upset (Nikbin et al., 2015). According to Harrison-Walker (2012), when
the customer perceives that the failure is deliberate or unjustified, then they may
also feel anger. Therefore, the more constant, manageable, conscious, or unfair the
service problem is, the more likely the customer is to express negative emotions.
The company should emphasize that the nature of the failure was inevitable and
unusual. The results of the study suggest that both bank managers and employees
should be aware of if the customer blames the bank or the employee for the
problem and if the problem is likely to reappear. Explaining why the failure
will not reappear in the future may decrease the annoyance or irritation. Bank
managers should continuously collect information about the failure and improve
their complaint management standards. If the failure resulted from incompetence,
they should train the employees accordingly.

Considering the mediation effect, managers need to focus on enhancing the
bank’s reputation that will encourage the customers to direct their complaints to
the bank itself. There are no zero-defect banking services, but making the service
experience as pleasurable as possible can mitigate the negative emotions that
can occur after a service failure. Further, emotional communications are needed
to target feelings during bank service consumption. Stories and values, such as
cultural and historical, that may be used in bank advertisements may enhance the
emotional bonds between the customer and the bank. Also, a cognitively surprised
customer may provide cognitive consistency and problem-solving experiences
that are the basic points of reputation. For example, the service delivery system
can be designed to minimize perceived waiting time which normally may irritate
the customers. We hope that this study enables bank managers to understand some
of the antecedents that may influence customers’ complaint experiences and keep
them within the firm after a service failure to benefit post-recovery satisfaction/
experiences of customers.

5. Limitations and Future Research

This study has several limitations and further research suggestions. First, in
addition to firm reputation and negative emotions, the direct and moderating
effects of some other variables, such as customer commitment types and levels,
may be examined. Second, the data used in this study were collected from a single
industry. Future research should replicate the proposed relations for different
services industries. In addition, a qualitative examination of the antecedents of
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the complaint experience of consumers may provide a richer understanding of the
underlying reasons for different complaint channel choices of consumers. Finally,
while this study was conducted in the context of a web-based complaint channel,
the theoretical findings have implications for social media-based complaints. For
instance, Mei et.al. (2019) notes that consumers who evaluate their experience
as important may tend to share their unfavorable experiences via social media.
In addition, to vent frustration they may complain via social media sites. Thus,
traditional complaint channels and social media-based complaints can be
compared in future researches.
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TRANSFER EDILEN RiTUEL iLE TUKETICIi TUTUMU VE SATIN
ALMA DAVRANISLARI ARASINDAKI iLiSKi: KARA CUMA ORNEGI

Aycan DURAN TEKOGLU *3
Zeliha ESER 2

0z

Bilginin ulus 6tesi sinirlarda hizla yayilmasi, farkli kiilttirleri tanima imkaninin artmasi,
kiiresellesme ve gogler sonucunda ritiieller doniisiim gegirmekte veya farkli cografyalara
transfer edilerek o bolgelerde de uygulanmaktadir. Bati orijinli Kara Cuma da kiiresel
pazarda firmalarin pazarlama kampanyalarini sekillendirdigi tilketimle yakindan iligki-
li ritiiellerden biri olarak diinyanin ¢esitli bolgelerine transfer edilmektedir. Bu ¢alisma,
Tiirkiye’deki tiiketicilerin Bati’dan transfer edilen bir ritiiele yonelik tutumlari ve satin
alma davranislarini, tiikketicilerin tutumlariyla satin alma davranisi arasindaki geliskiyi ve
bu ¢eliskiye ragmen neden satin alma davraniginda bulunduklarini incelemeyi amagla-
maktadir. Bu amagla biligsel uyumsuzluk kurami ve tiiketici sinizmi, tiiketicilerin tutum
ve satin alma davranislarina yonelik agiklayici bir ¢ergeve olarak kullanilmistir. Bu aras-
tirmada, Kara Cuma ritiieli hakkinda tiiketicilerin ¢ogunlukla psikolojik, dini ve kiiltiirel
nedenlerle kapitalizme ve asiri tiiketime iliskin diigiincelerden dolay1 olumsuz tutum ser-
giledikleri gortilmiistiir. Ayrica tiiketicilerin tutumlart ile satin alma davraniglari arasinda
bir ¢eligki oldugu, tiiketicilerin satin alma davraniglarini gesitli gerekgelere dayandirarak
rasyonellestirmeye calistiklart sonucuna varilmistir. Bunun yani sira, bazi tiiketicilerin
Kara Cuma’da diirtiisel satin alma davranisi gerceklestirdigi sonucuna ulagilmastir.

Anahtar Kelimeler: Ritiiel transferi, Kara Cuma ritiieli, tiiketici tutumu, satin alma dav-
ranigl, biligsel uyumsuzluk kurami, sinizm
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THE RELATIONSHIP BETWEEN TRANSFERRED RITUAL WITH
CONSUMER ATTITUDE AND PURCHASING BEHAVIORS: THE CASE
OF BLACK FRIDAY

ABSTRACT

Rituals are transformed or transferred to different geographies and applied in those re-
gions due to the rapid spread of knowledge across transnational borders, increasing the
possibility of getting to know different cultures, globalization, migration. Originated in the
West, Black Friday is also transferred to various regions of the world as one of the rituals
related to consumption that companies shape their marketing campaigns in the global
market. This study aims to examine consumers’ attitudes and buying behaviors towards
a ritual transferred from the West in Turkey, the contradiction between the buying behav-
ior and the attitudes of the consumers, and why they engage in buying behavior despite
this contradiction. Therefore, cognitive dissonance theory and consumer cynicism were
used as an explanatory framework for consumers’ attitudes and buying behaviors. In this
study, it was seen that consumers have negative attitudes about Black Friday, mostly due
to psychological, religious and cultural reasons, as well as thoughts about capitalism and
overconsumption. Additionally, it was concluded that there is a contradiction between the
attitudes of the consumers and their buying behavior, and that consumers try to rationalize
their behaviors by basing them on various reasons. Moreover, some consumers performed
impulsive buying behavior on Black Friday.

Keywords: Ritual transfer, Black Friday ritual, consumer attitude, buying behavior, cog-
nitive dissonance theory, cynicism
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1. Giris

Birey, sosyal ve kiiltiirel agidan iliskilerini, tutumunu ve davranigini etkileyen ri-
tiiellerle bir arada yasamaktadir. Ritiieller dogumdan 6liime dek insan yagaminin
tiim evrelerinde soz sahibi olmaktadir. S6z konusu ritliel davraniglar genellikle
dramatik, térensel ve dinsel durumlarda tiiketilen mal ve hizmet aligverisini iger-
mektedir (Rook, 1985). Oyle ki tiikketim, modern yasamin temel ritiieli olarak bile
yorumlanmaktadir (Wright ve Snow, 1980) ciinkii ortalama bir insan her giin sa-
yisiz aligilmig davranis sistemine katilmaktadir (Browne, 1980).

Zaman iginde tekrarlanma egilimindeki birden fazla davranistan olusan bir tiir
ifade edici, sembolik aktivite (Rook, 1985) olan ve kiiresellesmenin etkisi ile diin-
ya ¢apinda kutlanan, kutsal veya kutsal olmayan ritiieller farkli cografyalardan
transfer edilmektedir. Ornegin Noel, Hristiyan gelenegi olmayan iilkelerde bile,
diinya ¢apinda her y1l kutlanan birkag ritiielden biri haline gelmistir (McKechnie
ve Tynan, 2006). Gerek Bat1 kiiltiirel emperyalizminin ve kiiresel homojenles-
menin kaniti olarak gerekse melezlesme ve yerele ait olanlarin benimsenme bi-
cimleri olarak, Batil ritiiellerin Batili olmayan iilkelere yayilmasi ve diinyanin
cesitli yerlerinde yerel ritiiellerin yeni formlarda yeniden canlanmasi énem ka-
zanmaktadir (Sandik¢1 ve Omeraki, 2007). Nitekim, Bati’dan Dogu’ya gergekle-
sen ritiliel transferi Dogu diinyasinin kendi ritiiellerini bir kenara birakip yalnizca
transfer edilen ritiiellerin uygulanmasina sebep olmamakta; yerlesik ritiieller ile
transfer edilen ritiieller birlikte uygulanma egilimi gostermektedir. Oyle ki ar-
tik yasadigimiz cografyada bir bebegin dogmadan 6nce Bati’dan transfer edilen
“Baby Shower” ritiieli ile gelisinin kutlandigi, ayn1 sekilde Cinsiyet Partisi ile
cinsiyetinin 6grenilerek aile yakinlari ile paylasildigi, dogumunun ise daha koklii
ve Islam dinine 6zgii bir ritiiel olan Bebek Mevlidi ile kutsandig1 goriilebilmek-
tedir. Bu ritiielleri Dis Bugday1 Partisi, Dogum Giinii, Sevgililer Giinii, Anneler
Glinii, Babalar Giinii, Y1lbas1 Kutlamalari, Kurban Bayrami ve Ramazan Bayrami
gibi ritiieller takip etmektedir. Dolayisiyla ritliel transferi, karma ritiiel uygula-
masinit beraberinde getirmektedir. Creighton’un (1993) Japonya’daki Sevgililer
Guni’ne iligskin ¢aligmasi transfer edilen bu ritiielin sadece nasil benimsendigini
degil ayn1 zamanda nasil adapte edildigini de ortaya koymaktadir. Benzer sekil-
de diigiin ritiielleri, kiiresellesmenin etkisiyle yerel ve Bati tarzlarinin karigimini
igermektedir (Befu, 1984).

Diger taraftan her ne kadar Bati’dan Dogu’ya gergeklesen ritiiel transferi Dogu’da
yerlesik ritiiellerle beraber uygulansa da ritiiellerin ait oldugu kiiltiire derinden
bagli dogas1 sebebi ile Bati’dan transfer edilen ritiiellerin benimsenmesi hi¢ de
kolay olmamaktadir. Gregory, Munch ve Peterson (2002) kiiltiirtin, kisinin deger
ve inanglari, fikir ve tutumlari ve iletisim yontemleri olarak kullanilan semboller
ve nesneler ile baglantili oldugunu belirtmektedir. Tarihsel bir olgu olan ritiiel de
kendini olugturan toplumsal kosullardan, inang¢ sistemlerinden, kiiltiirel yapidan
beslenmektedir. Oyle ki birey bir iiriin satin alirken bile sahip oldugu degerler-
den etkilenmektedir. Uriin, bireyin benimsedigi degerleri ile sembolize ediliyor-
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sa bu iirtine kars1 bireyin daha olumlu bir tutum sergileyecegi ve bu iiriinii satin
alma olasiliginin artacagi ancak reddettigi bir degeri simgeleyen bir iiriine karsi
ise bireyin olumsuz bir tutum sergileyecegi ve o iirlinii satin alma olasiliginin
daha diisiik olacag: belirtilmektedir (Allen, Gupta ve Monnier, 2008). Ornegin
Tayland, Hindistan, Kenya gibi {ilkelerden Amerika’ya go¢ etmis bireyler lizerine
yapilan bir aragtirmada baz1 gogmen annelerin dogumdan 6nce hediye verdikleri
veya aldiklari takdirde bebege bir seyler olacagindan endise ettikleri ve bu sebeple
“Baby Shower” ritiieline kars1 olduklari; bazi gogmen annelerin ise bu ritiieli ken-
di kiiltiirlerinde yer almasa dahi gergeklestirdikleri goriilmistiir (Wamwara-Mbu-
gua, 2008). Bu baglamda bireyin benimsedigi degerler ile yakindan iliskili olan
“ritielin davranis iizerinde son derece gii¢lii bir etkisi” bulunmaktadir (Tetreault
ve Kleine, 1990).

Markalarin ve miisterilerin 6nemsedigi bir indirim giinii olarak yeni satis rekorla-
riyla giindeme gelen Kara Cuma (Akcan, Gengylirek Erdogan ve Karagor, 2020;
Kilig, Budak ve Kilig, 2020; Onbas, 2020), 2012 yilindan beri Tiirkiye’de Ka-
sim ayimin son cuma giinii diizenlenen bir ritiiel halini almistir. 11k kez Amerika
Birlesik Devletleri (ABD)’nde ortaya ¢ikan Kara Cuma Bat1 kiiltiiriinde tekrar-
layan, sembolik ve kutsal rolleri ile bir ritiiel olarak degerlendirilmektedir (Bell,
Weathers, Hastings ve Peterson, 2014). Tiiketici ilgisi agisindan olumlu olmasi
beklenen bir etkinlige iliskin olarak Tiirkiye’de 6zellikle sosyal medya {izerinden
yogun elestirilerin yapildigi goriilmiistiir (Cetinkaya ve Ceng, 2018). Hatta Kara
Cuma baz tiiketiciler tarafindan Islami degerler ve kapitalizm baglaminda elesti-
rilmektedir (Dagtas ve Yildirim, 2018). Kara Cuma ritiielinde tiikketim oranlarinin
yiksek olmasina karsin tiiketicilerin olumsuz tutumlari bir ¢eligki olusturmak-
tadir. Bu baglamda Bati’dan transfer edilen Kara Cuma ritiieline iliskin tiiketici
tutumu ve satin alma davranislar arasindaki c¢eligskinin ve bu ¢eliskinin nedenle-
rinin arastirilmaya deger oldugu diistiniilmektedir. Ayrica arastirmacilar aligveris
ortamlarindaki kalabaliklagmanin (Mattila ve Wirtz, 2008) ve {irlinlerdeki indi-
rimlerin (Dholakia, 2000) diirtiisel satin almaya yol agabilecegini saptamislardir.
Bu kapsamda tiiketicilerin yogun ilgi gdsterdigi Kara Cuma ritiielinin plansiz bir
satin alma davranis1 olan diirtiisel satin alma davranisina da neden olabilecegi
Ongoriilmektedir.

Cesitli arastirmalarda, transfer edilen ritiiel ve kiltiir iligkisi (Langer, Liiddec-
kens, Radde ve Snoek, 2006; Langer, 2011; Werbner, 1986), ritiieller ile satin
alma davranis1 arasindaki iliski (Kazangoglu ve Aytekin, 2014; Ratcliffe, Bax-
ter ve Martin, 2019; Rook, 1985; Sandik¢1 ve Omeraki, 2007), tiiketici sinizmi
(Atilgan, Ince ve Y1lmaz, 2017; Bozoklu ve Ermeg, 2020; Giiven, 2016; Ozkaya
ve Ulker, 2020; Tokgdz, 2020), tiiketicinin “Kara Cuma” adlandirmasina yonelik
sinik tutumu ve basina yansimalar1 (Akcan vd., 2020; Cetinkaya ve Ceng, 2018;
Dagtas ve Yildirim, 2018; Yetmez, 2020), Kara Cuma’ya iliskin kampanya ana-
lizleri (Onbas, 2020), tiiketicilerin Kara Cuma’ya iliskin tutumlari ve satin alma
davranisglar arasindaki geligki (Sahin ve Yiinagti, 2018) gibi farkli noktalara degi-
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nilmistir. Literatiir taramas1 kapsaminda Bati’dan transfer edilen bir ritiiele iliskin
satin alma davranisi gergeklestiren tiiketicilerin sinik tutumlarmin nedenlerini,
kiiltiirle iliskisini ve satin alma davraniglarinin altinda yatan gerekcelendirmeleri
biligsel uyumsuzluk kurami ¢ergevesinde ele alan bir ¢alismaya rastlanmamustir.
Bu calismada ritiielin kiiltiir ile baglantis1 kurularak ve tiiketicilerin transfer edi-
len bir ritiiele iliskin tutum ve satin alma davranislar1 ortaya konularak literatiirde
tespit edilen s6z konusu agiklarm kapatilmasi hedeflenmektedir. Ayn1 zamanda
Bati disindaki baglamlarda gézlemlenen tiiketim ritiieli galigmalari, ritiiellerin di-
namizmini ve ritlieller ile modernite ve kiiresellesmeye dayali yapisal gelismeler
arasindaki iligkiyi anlama konusunda daha fazla bilgi saglamaktadir (Sandik¢1 ve
Omeraki, 2007). Bu nokta ¢aligmanin diger bir motivasyon kaynagidir.

Diger taraftan arastirma bulgularinin pazarlama stratejilerini olusturmak adina
uygulayicilar i¢in faydali olacagi disiiniilmektedir. Transfer edilen bir ritiiel ile
tiikketicinin tutum ve davraniglar arasindaki iligkiyi ve tiiketicinin etkilendigi ye-
rel kiiltiiriin bu iliskideki roliinii agiklayabilmek, ayrica pazarlama uygulayicilar
icin tiiketicilere yonelik uygun stratejileri olusturmak agisindan konunun tiiketici
tutum ve davraniglari, bilissel uyumsuzluk ve tiiketici sinizmi ¢ergevesinde ilgili
kuram ve yaklasimlarla ele alinmasinin katki gosterecegi degerlendirilmektedir.
Aragtirmada bu amaglar dogrultusunda asagidaki sorulara cevap aranmaktadir:

Arastirma Sorusu 1: Transfer edilen bir ritiiele iligkin tiiketicilerin tutum ve satin
alma davranislar: arasindaki iliski nasildur?

Arastirma Sorusu 2: Yerel kiiltiir, tiiketicilerin transfer edilen ritiiele iligkin tutum
ve davranislarini nasil sekillendirmektedir?

2. Kavramsal Cerceve
2.1. Ritiiel ve Ritiielin Kiiltiirle Baglantis1

Gilinlik yasamda insanlar gerek bireysel gerekse grup olarak birtakim ritiiellerin
parcast olmaktadir. Rook (1985) ritiiel terimini sabit, aralikli bir sirada meydana
gelen ve zaman iginde tekrarlanma egiliminde olan birden fazla davranisin olus-
turdugu bir tiir ifade edici, sembolik aktivite olarak tanimlamaktadir. Tetreault ve
Kleine (1990) ise ritiieli, amagl ve sosyal baglamda standartlasmis olan aktivite
dizileri olarak ele almaktadirlar. Bununla birlikte bu yazarlar (1990), iiyelerin or-
taklaga katilabilecegi yogun, ¢ok sesli, belirsiz, duygusal ve biligsel anlamlar agim
cagrigtirarak ve ileterek toplumsal karsilikli bagimliligi tekrar dogrulayan ritiielin
hem sosyal hem de ahlaki diizeni korumak ve iletmek i¢in tasarlanmis oldugundan
bahsetmektedirler. Tanimlardan yola ¢ikarak ritiielin ortak bir gegmise sahip olan
bireyler arasinda meydana gelen, toplumu dogrudan ilgilendiren, bir arada yasa-
manin geregi olan sosyal ve ahlaki diizeni koruyan temalar oldugunu sdylemek
miimkiindiir. Bu baglamda ritiielin kiiltiirle iliskili oldugu gériilmektedir. Oyle
ki Tetreault ve Kleine (1990), ritiiel i¢in sosyal olarak standartlagtirilmis kural-
larin hem agik hem de ortiilii geleneksel gerekliliklerden olustugunu belirtmekte
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ve gizli kiltiiriin bir parcasi olarak ortiik kurallarin davranis {izerinde son derece
giicli bir etki yarattigini ifade etmektedirler.

Kiiltiir “paylasilan tutumlar, inanglar, kategoriler, 6z tanimlar, normlar, rol tanim-
lar1 ve degerler modeli” olarak tanimlanmistir (Triandis, 1996). Kiiltiiriin goster-
geleri olan degerler, kahramanlar, ritiieller ve semboller ise bireyin davranigini et-
kilemektedir (Hofstede, 1997). Bu baglamda McCracken (1988), ritiielin bireylere
kiltlirel diizenin geleneksel sembollerini ve anlamlarint dogrulama, animsatma,
belirleme veya gozden gecirme firsat1 sundugunu belirtmektedir. Ornegin, bireyin
dini ritiiellerine katilmasi o dinin iiyeleri arasinda duygusal bir bag yaratmakta,
dini sinirlarin i¢inde giliveni tesvik etmekte ve dindarligin birgok temel yoniini
olusturmaktadir (Mathras, Cohen, Mandel ve Mick, 2016). Dinin kiiltiiriin bir
formu oldugu diisiiniildiigliinde (Cohen, 2009), ritiiel kiiltiirden bagimsiz goriil-
memektedir. Kiiltiirle sekillenen ritiiel, ortak paylagim sayesinde benimsenmekte
ve sembolik aktivitelere doniismektedir. Bu kapsamda ritiielin belirli bir kiiltiire
ait olmasi o kiiltiire mensup bireylerin s6z konusu ritiieli devam ettirmelerini de
kolaylastirmaktadir.

2.2. Ritiielin Tiiketim ile Baglantisi

Hayatimizin bir parc¢asi haline gelmis olan ritiiellerin siklikla tiiketimle bir arada
gerceklestigi goriilmektedir. Ornegin, dini ritiiellerden olan Ramazan Bayrami’n-
da, Kurban Bayrami’nda ve mevlitte gelen misafirlere yiyecek ikram edilmesi,
dini kitaplar misafirlere hediye edilmesi veya dini olmayan ritiiellerden olan
Sevgililer Giinii’nde, Anneler Giinii'nde, dogum giinlerinde hediyeler verilmesi,
cesitli yiyecekler ile bu gilinlerin kutlanmas ritiielin tiikketimle yakindan iligkili
oldugunu gostermektedir. Bu baglamda {irlinlerin bir ritiielin pargasi olarak tii-
ketilebildigi (Luna ve Gupta, 2001) goriilmektedir. Glinliikk hayatimizda biiyiik
bir yer kaplayan ritiieller tiiketici davranislarini da etkilemekte ve onlar1 bilingli
veya bilingsiz bir sekilde tiilketime sevk etmektedir. Bu noktada Luna ve Gupta
(2001), ritiiellerin mal ve hizmet tiikketimini igermesi sebebi ile tiiketici davranist
icin 6nemli oldugundan bahsetmektedirler. Bununla birlikte ayn1 yazarlar, pazar-
lamacilarin eylemlerinin, ritiiele iliskin davraniglar1 bi¢imlendiren ve onlarin ya-
yilmasina yardim eden reklamlar araciligiyla ritiieller ile tiikketici davranisi arasin-
daki karsilikli iliskiyi 1limli kildigia deginmektedirler. Ornegin, reklamlaridaki
belirli semboller ile Hallmark ve Kodak gibi firmalar bize 6zel bir an1 kutlamak
icin bir kart gdndermemiz veya film almamiz gerektigini hatirlatirlar (Otnes ve
Scott, 1996). Zarantonello ve Luomala (2011) tarafindan yapilan bir aragtirma-
da tiiketicilerin ¢ikolata tiiketimlerinin ritiielleri pekistirdigi sonucuna varilmistir.
Aragtirmada Paskalya’da ¢ikolata vermenin ve almanin esas olarak uzun siiredir
devam eden gelenek ve ritiiellerden kaynaklandig1 belirtilmektedir. Bununla bir-
likte ritlieli pekistirme araci olan ¢ikolata tiikketim deneyimi, aligilmis davranislar,
kiiltiirel adetler ve genellikle aile {iyeleri ve arkadaslarla paylasilan degerli veya
zorunlu deneyimlerin aracilart olarak hizmet eden ritiiellerle iliskilendirilmektedir
(Fournier, 1991). Hatta c¢ikolata, Sevgililer Giinii ritiielinin de tarihsel doniisii-
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miinde Dogu ve Bati, yerel ve kiiresel, tiiketici ideolojisi ve pratigi arasinda sem-
bolik anlam transferi agisindan merkezi ve uzlastirici rol oynamaktadir (Minowa,
Khomenko ve Belk, 2011). Bu kapsamda ritiiellerin hem tiiketim hem de pazarla-
ma ile i¢ ice oldugu goriilmektedir.

2.3. Ritiiel Transferi

Ritiiel transferi, bir ritlielin bir baglamdan digerine aktarilmasini veya -daha genel
olarak- ritiieli ¢evreleyen baglamin degismesini ifade eder (Langer vd., 2006).
Gog, ulus otesi topluluklarin ortaya ¢ikisi, kiiresellesme, cogulculuk, bilgi toplu-
mu, diinya ¢apinda entegrasyon veya temel kimliklerin (etnik koken veya din gibi)
yeniden ortaya ¢ikmasi gibi kosullar altinda ritiiel transferi, ritiiellerin gelisimine
yeni bir bakis acis1 sunmaktadir (Langer vd., 2006). Werbner (1986) ¢alismasin-
da ritiiel transferinin, ritiielleri olusturan metaforlar ve kiiltiirel imgeleri duragan
kabul eden “sinir isaretleme arac1” veya kiiltiirel yer degistirmenin sorunsuz oldu-
gunu ve ritiielin yenilige yol agmasi gerekmedigini kabul eden bir “kopyalama”
olarak goriilmemesi gerektiginden bahsetmektedir. Yazara gore ritiiel canlt olup
yeni deneyimlere tepki vermektedir. Bu baglamda ritiiel transferi, ritiielin tutarli
anlamsal yapisina siddet uygulamadan veya s6zdizimsel ilerleyisini baltalamadan
gerceklesir (Werbner, 1986). Sonug olarak meydana gelen, ritiielin gegmis ve sim-
di arasinda baglanti kurarak yeni bir baglama yerlesmesidir.

Gegmisten giliniimiize farkli toplumlar arasinda gerceklesen birgok ritiiel trans-
feri s6z konusudur. Kiiltiirle yakindan iliskili olan ritiielin farkli bir kiiltiirde
yer edinmesi ise kolay olmamaktadir. Transfer edilen ritiielin kimi zaman yerel
kiltiire adapte edildigi kimi zaman ise toplumda benimsenmedigi goriilmektedir.
Ornegin, Minowa vd. (2011) tarafindan yapilan arastirmada, Japonya’da Sevgili-
ler Giinii’niin kiiltlirel olarak melezlenmis bir tatil ritiieli oldugu ifade edilmekte-
dir. S6z konusu arastirmada, Sevgililer Giinii’niin Japon kiiltiirel normlarina gore,
kadlarin erkeklere ¢ikolata ve hediye verdigi ticari olarak insa edilmis bir tiiketi-
ci tatili olarak benimsendigi anlasilmaktadir. Bu kapsamda Bati’dan transfer edil-
mis olan Sevgililer Glinli’niin Japon kiiltiiriine gore yeniden uyarlandigi sonucuna
ulastlmistir. Ayrica Sandik¢1 ve Omeraki (2007) calismalarinda dini bir ritiiel olan
Noel’in Japonya, Hindistan, Cin gibi Hristiyan niifusun azinlikta oldugu iilkelerde
de kutlandigini, ancak bu iilkelerdeki Noel kutlama ritiielinin, Noel’i yerel kiiltiire
dahil etmeye yardimc1 olan hibritlestirilmis veya melezlestirilmis adaptasyonlar
oldugunu belirtmektedirler. Bu baglamda, transfer edilen ritiielin yeniden yorum-
landig1 goriilmektedir.

2.4, Bilissel Uyumsuzluk Teorisi

Bir birey birbiriyle ilgili ancak tutarsiz iki veya daha fazla bilgi unsuruna sahip
oldugunda, bireyde olusan rahatsizlik hali bilissel uyumsuzluk olarak tanimlan-
maktadir (Harmon-Jones ve Harmon-Jones, 2008).
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Festinger (1962) biligsel uyumsuzluk kavramini bir drnek ile soyle agiklamakta-
dur:

“Esiniz igin esit derecede ¢ekici bulacagindan emin oldugunuz iki hediye
alin. Her ikisini ... kariniza gésterin ve her birinin kendisine ne kadar ¢e-
kici oldugunu séylemesini isteyin. Cekiciligin iyi bir él¢iimiinii yaptiktan
sonra, hangisini secerse se¢sin, onlardan birine sahip olabilecegini soy-
leyin. Digerini magazaya geri gotiireceksiniz. Se¢imini yaptiktan sonra,
bir kez daha her birinin ¢ekiciligini degerlendirmesini isteyin. Secimden
once ve sonra ¢ekiciligin degerlendirmelerini karsilastirirsaniz, muhte-
melen segilen hediyenin ¢ekiciliginin arttigini ve reddedilenin azaldigin
goreceksiniz.”

Festinger (1962) bilissel uyumsuzluk teorisinin, bir kisinin birbiriyle psikolojik
olarak tutarli olmayan seyleri bildiginde ¢esitli sekillerde onlar1 daha tutarli hale
getirmeye calisacag: fikri etrafinda odaklandigindan bahsetmektedir. Insanlarin
duygu, diisiince ve davranigi arasinda bir denge aradigi, bu denge olmadig1 zaman
ortaya ¢ikan bilissel celiskinin kisiyi rahatsiz ettigi ileri siirtilmektedir (Festin-
ger, 1957). Taylor, Peplau ve Sears’a (2006) gore uyumsuzluk, “tutumlarimizla
tutarsiz olan bazi davraniglarda bulundugumuzda ortaya cikan, itici giidiisel bir
durum” olarak tanimlanmaktadir.

Bilissel uyumsuzluk teorisine gore (Albarracin, Cohen ve Kumkale, 2003), ikna
edici bir mesajin sonuglariyla gelisen bir davranigta bulunduklarinin farkinda olan
kisilerin davranislarini rasyonellestirebilecekleri ileri siiriilmektedir. Ornegin, bi-
reyler daha Onceki bir durumla ¢elisen davranislarda bulunduklarinda kaygi ya-
sayabilir ve uyumsuzlugu azaltmaya calisabilirler. Bu durumda, ¢catismaya maruz
kaldiklarinda catisma yasamadan Onceki duruma kiyasla séz konusu davrani-
sin daha olumlu 6zelliklere sahip oldugu sonucuna varabilirler (Albarracin vd.,
2003). Insanlar biligsel uyumsuzlugu gidermek ve tutarsizligi rasyonellestirmek
icin tutumlarini degistirebilirler yani sectikleri segenegin énemini vurgularlar ve
mevcut diger alternatiflerin ¢ekiciligini gormezden gelmeye calisirlar (Sharifi ve
Esfidani, 2014). McGrath (2017) calismasinda bilissel uyumsuzlugu gidermek
icin bireylerin tutumlarini degistirmelerinin yani sira farkli yontemlere de bas-
vurduklarini belirtmistir. Bireyler dikkatlerini uyumsuz bilislerinden uzaklastira-
rak, uyumsuzluga neden olan olumsuz duygulanim durumundan kaginarak veya
uyumsuzlugu unutmaya birakarak; bilissel uyumsuzluga yol agcan davraniglarini
onemsizlestirerek veya kendini onaylama ile tutarsiz bir eylemin dnemini zay1f-
latarak; davranislarinin sorumlulugunu reddederek; tutarsizlifa yol agan davra-
nig1 degistirerek; inang sistemine, davranist ile uyumlu bilisler ekleyip tutarsiz
davranisi rasyonellestirerek veya dnceki ancak sorunlu bir davranisla tutarli olan
yeni bir eylem gergeklestirerek biligsel uyumsuzlugu giderebilir (McGrath, 2017).
Ornegin, hamilelik sirasinda sigara igmenin zararl etkileri hakkinda bilgi sahi-
bi olunmasi ve sigaradan uzak durmaya yonelik sosyal baskiya maruz kalinma-
sina ragmen sigara icmek biligsel bir uyumsuzluk yaratmaktadir. Goszczynska,
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Knol-Michatowska ve Petrykowska (2016) tarafindan yapilan ¢alismada, sigara
icen hamilelerin sigaranin zararli olduguna iligkin bir bilince sahip olmalarina
ragmen “sigara i¢mek belirli bir trimester doneminde zararsizdi, az sayida si-
gara i¢cmek fetiisiin saghgina tehlike olusturmaz/az tehlikelidir.” gibi 6znel ifa-
delerle sigara igmelerine iliskin destekleyici gerekgeler olusturduklar: ve biligsel
uyumsuzlugu gidermeye calistiklarindan s6z edilmistir.

Sabit deger ve tutumlara ters diisen tercihler de bilissel uyumsuzluga yol agmak-
tadir (Odabas1 ve Baris, 2002°den aktaran Eliistiin, 2020). Bu kapsamda, Tiirki-
ye’de Kara Cuma ritiieline iligkin her ne kadar olumsuz tutum sergilense de satis
rakamlarinin yiiksek olmasi tiiketicilerin biligsel uyumsuzluga sahip olabilecekle-
rini diistindiirmektedir.

2.5. Tiiketici Sinizmi

Sinizm, hem genis hem de spesifik odakli olabilen ve biligsel, duyussal ve davra-
nigsal bilesenlere sahip olan olumsuz bir tutum olarak tanimlanmaktadir (Stanley,
Meyer ve Topolnytsky, 2005). Sinizm genellikle giivensizlik, siiphecilik, yetkili-
lerin (satis personeli, firma, servis personeli gibi) yonlendirmelerine gilivensizlik,
memnuniyetsizlik, yabancilagsma ve yetkililere karst direnis ve hatta diismanlik
tepkileri ile ilgilidir (Chylinski ve Chu, 2010). Ornegin, Burning Man gibi an-
ti-tiiketici festivallerinin de tiiketici sinizminin bir sonucu olarak ortaya ¢iktigi
sOylenebilir.

Sinizm giiclii ve kritik bir psikolojik ara¢ olarak goriilmektedir. Oyle ki bu arag
tiiketicilerin, ikna etme girisiminin arkasindaki manipiilasyonu gormelerini sagla-
mak ve tiiketim toplumunun dayattig1 tiikketim kodunu desifre etmek i¢in “pazarla-
manin gizli yoniiniin” (Cherrier ve Murray, 2004) ortaya ¢ikarilmasinda yardimei
olmaktadir (Odou ve De Pechpeyrou, 2011). Tiiketiciler hedefleri ve degerleri
dogrultusunda degerlendirmelerde bulunmakta ve algilanan tutarsizliga yanit ola-
rak bir dizi davranis benimsemektedir.

Tiiketici sinizminin pazardaki davranislar1 ve algilan etkiledigi, pazan sekillen-
dirdigi veya tiiketici aktivizmine neden oldugu, elestirel davranislar1 ve goniillii
sade yasam tarzini benimseyerek pazardan ¢ekilme davraniglarina yol agtigi gos-
terilmektedir (Helm, Moulard ve Richins, 2015).

Helm ve digerlerine gore (2015) sinik tiiketicilerin inanglari {i¢ kategoride sinif-
landirilmaktadir:

1- Pazarda, kisa vadeli performansa asir1 vurgu ve {ist yonetim ile ¢aliganlari
ve miisterileri arasindaki mesafe gibi <iyi» isletmelerin rekabet etmesini
zorlastiran sistemik hatalar vardir.

2- Yasal sistem ve devlet kurumlar1 veya serbest piyasa gibi koruyucu sis-
temler etkin bir sekilde ¢calismamaktadir.
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3- Tiketiciler, firmalar1 6diillendirip cezalandirarak ve diger tiiketicileri et-
kileyerek daha biiyiik pazar sistemini sekillendirme sorumluluguna sa-
hiptir.

Cetinkaya ve Ceng (2018), Kara Cuma’ya iligskin sosyal medya ortaminda ifa-
de edilen goriiglerle ilgili olarak tiiketici sinizmi baglaminda duygusal bir ana-
liz calismasi gerceklestirmistir. S6z konusu ¢aligmada, tiiketicilerin genel olarak
degerleriyle uyumsuz oldugu, giivenmedikleri ve siiphe duyduklari i¢in sosyal
medya ortaminda bu giine iliskin goriislerini olumsuz olarak dile getirdikleri
sonucuna ulagilmigtir. Chylinski ve Chu’ya (2010) gore de sinik davranislarin sik-
lig1 ve siddeti, tiiketicilerin hedefleri veya daha biiyiik dl¢lide degerleri ile firma
eylemleri arasinda tekrarlanan uyumsuzluktan kaynaklanmaktadir. Bu baglamda
Bati’dan transfer edilen ve sosyal medyada olumsuz olarak nitelendirilen Kara
Cuma ritiielinin Ttirk toplumunun degerleri ile uyusmamasi halinde, tiiketicilerin
Kara Cuma’da satin alma davranisinda bulunmalarina ragmen bu giine iliskin si-
nik tutuma sahip olabilecegi ongorilmektedir.

2.6. Ritiielin Satin Alma Davranisi ile Baglantisi

Bireylerin veya kurumlarin ekonomik degeri olan iiriin ve hizmetleri satin alma-
larin1 ve kullanmalarini kapsayan karar verme siireci satin alma davranisi olarak
adlandirilmaktadir (Tek, 1999). Tiiketici satin alma kararinda kiiltiirel degisken-
lerin, sosyal degiskenlerin, kisisel degiskenlerin ve psikolojik degiskenlerin et-
kili oldugu ve s6z konusu degiskenlerin birbiri ile yakin iligkisinin bulundugu
goriilmektedir (Eser, Korkmaz ve Oztiirk, 2011). Bir iiriiniin satin alinmasinda
mallarin sahip oldugu ekonomik, teknolojik ve islevsel faydalarimin yani sira sem-
bolik anlamlarmin da etkili oldugu goriilmektedir (Witt, 2010). Ornegin, Cinliler
icin hediye satin almak dostlugu ifade etmekte ve gelecek icin iyi bir iligki, bir
gayretin basarili bir sonucu, comertlik veya yapilan bir iyilik i¢in takdir umudunu
sembolize etmektedir (Yau, Chan ve Lau, 1999).

Sembolik anlamlar tasiyan ritiiellerin hem tiikketim hem de pazarlama ile i¢ ice
oldugu goriilmektedir. Ritlieller yiyecek ve igecek tiikketimi ile baglantilidir
ve sosyal bag, duygusal degisim ve artan tiiketici algis1 gibi psiko-sosyal fay-
dalarla ilgilidir (Ratcliffe vd., 2019). Ornegin, dogum giinii, Sevgililer Giinii
gibi ritiiellerde hediye verilmesi destek ve samimiyetin birer sembolleri olarak
degerlendirilmektedir (Blau, 1964).

Kwon ve Brinthaupt (2015), Kara Cuma’da aligveris yapan tiiketicilerin yapma-
yanlara kiyasla daha fazla hedonik aligveris giidiisii sergiledikleri, indirimleri ve
kampanyalar1 takip ettikleri, daha fazla para harcadiklari, aligveris i¢in daha fazla
zaman sarf ettikleri ve daha fazla magazayi ziyaret ettikleri sonucuna ulagmis-
lardir. Bu kapsamda Kara Cuma ritlielinin tiiketicilerin satin alma davranisi ile
iliskili olacag1 dngoriilmektedir. Ozellikle hedonik motiflerin diirtiisel satin alma
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iizerinde olumlu bir etkiye sahip oldugu (Giiltekin ve Ozer, 2012) gdz oniinde
bulunduruldugunda Kara Cuma ritiielinin diirtiisel satin alma davranigina da yol
acabilecegi diigiiniilmektedir.

3. Arastirmanin Yontemi
3.1. Bir Ritiiel Transferi: Kara Cuma Ornegi

Kara Cuma, Siikran Giinii’nden sonraki cuma giinii, ABD’de perakende sektorii
tarafindan Noel tatili aligveris sezonunun basladigini1 gosteren giine verilen isim-
dir. Siikran Giinii, Kasim ayimin dérdiincii persembe giinii, Kara Cuma ise Siikran
Giinii’nden sonraki cuma giinii kutlanmaktadir (Simpson, Taylor, O’Rourke ve
Shaw, 2011). Kara Cuma teriminin ilk kez ne zaman ortaya ¢iktig1 tam olarak
bilinmese de kentsel bir mite gore ilk kez bu terimin 1965 yilinda Philadelphia
sehir merkezindeki bir trafik polisi tarafindan “Kara Cuma” giinii meydana gelmis
trafige ve aligveris yapan miisteri yogunluguna atifta bulunmak i¢in kullanildigi
belirtilmektedir (Apfelbaum, 1966). 1980’lere gelindiginde, perakendeciler bu te-
rimi tercih etmis ve zararlarin kirmizi miirekkeple, karlarin ise siyah miirekkeple
kaydedildigi muhasebe uygulamalarini ifade etmek i¢in kullanmislardir (Simpson
vd., 2011; Thomas ve Peters, 2011).

ABD’de yapilan bir aragtirma kapsaminda tiiketicilerin Kara Cuma’yi tatil aligve-
risi ve Ozellikle de hediye ihtiyaglarinin giderilmesi agisindan faydali goérdiigii or-
taya ¢ikmistir (Swilley ve Goldsmith, 2013). Bununla birlikte, Thomas ve Peters
(2011) tarafindan ABD’de yapilan bir baska aragtirmada Kara Cuma alisverisle-
rinde tiiketicilerin belirli stratejilerinin ve asamali planlarinin bulundugu da goriil-
mektedir. i1k olarak aligveris yapan kisi, yakinlariin yani ailesinin bu etkinlikte
ona eslik etmeleri i¢in katilim gostermelerini saglar (yani ailesel bag). Grup daha
sonra satiga sunulan en iyi lirlinleri satin almak i¢in en verimli yola dayali ayrintilt
bir atak plan1 olusturur (yani stratejik planlama). Ugiincii olarak grup indirimli
iiriinleri kapmak i¢in magazalara kosar (yani biiyiik yarig). Son olarak grup aym
seyl yapmaya calisan diger tim aligveris yapanlarin pahasina indirimli iiriinleri
satin alarak basariya ulasir (yani gérev tamamlandi). “Olayin ortak dogas1 (Kara
Cuma aligverisi), onceden yapilan ayrintili planlama ve aktivitenin zamana bagh
dogasi, Kara Cuma’yi, Siikran Giinii, Cadilar Bayrami gibi geleneksel tatil ritiiel-
lerinden 6diing alinan ritiielin bir boliimii gibi gostermektedir... Bu nedenle Kara
Cuma, geleneksel aligveris ritliellerinin unsurlarini geleneksel tatil ritiiellerinin
unsurlariyla harmanlayan, toplumsal yapisinda benzersiz bir tiiketim ritiielidir”
(Thomas ve Peters, 2011). Aragtirma kapsaminda ayrica Kara Cuma’nin hem tii-
ketim hem de aligveris ritiiellerinde bulunmayan macera, rekabet ve aciliyet un-
surlarina sahip olmasi nedeniyle tiikketimle iligkili bu ritiiellerden farkli oldugu
sonucuna varilmaktadir (Thomas ve Peters, 2011). Bell vd. (2014) tarafindan ya-
pilan ¢alismada da ABD’de 6nemli yillik bir etkinlik olan Kara Cuma, Rook’un
ritiiel taniminda yer alan tekrarlayan, sembolik ve kutsal unsurlar1 saglamasi ile
bir ritiiel olarak goriilmektedir.
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ABD’de ortaya ¢ikmis bir ritiiel olan Kara Cuma, Tiirkiye’ye de transfer edilerek
Silk and Cashmere firmasi tarafindan ilk kez 2012 yilinda uygulanmaya baslan-
mustir. Silk and Cashmere firmasinin CEO’su Aysen Zamanpur ile gerceklestirilen
ve 24 Kasim 2019 tarihinde Aksam gazetesinde yayinlanan roportajda Zamanpur,
Kara Cuma’yi Tiirkiye’ye uygulama kararlari ile ilgili su ifadeleri kullanmistir:

“Oglum, Amerika’da okudugu yillarda ‘Black Friday’ indirimlerinden
cok faydalanmis. Hem de okulda bu konuyu islemisler. 2012 de Tiirki-
ye’ye doniiyordu. ‘Neden biz de yapmiyoruz’ gibi bir fikirle geldi. Ben
bu fikre karst ¢iktim, “Hem kara hem cuma bize hayatta uymaz” dedim.
Ferhat, ise yeni girmis ve CEO’yu ikna etmeye kararl bir ¢alisan gibi
¢ok ciddi bir dosya hazirladi. Ve bize son derece bilimsel bir sunum yapti.
Bu sunumda satis artis verilerinden, neden ‘black’ dendigine kadar akla
gelebilecek tiim sorularin yanitlart vardi.”

Zamanpur Kara Cuma ismi ile iligkili goriislerini ve satis karin1 asagidaki ifade-
lerle dile getirmistir:

“Amerika’da bir yil Siikran Giinii'nden sonraki cuma Sikago’da Noel
aligverisi basladiginda o kadar yogun bir trafik olmus ki, insanlar saat-
lerce evlerine gidememis. Ertesi giin bir gazete de ‘Kapkara bir cumaydi
diye manget atmis. Fakat ortaya ¢ikiyor ki o giin muhasebe hesaplarinda
biitiin zarar rakamlar: pozitife donmiis. Bir kése yazart ‘kara cuma’lafint
kullanyyor ve o giin oyle anilmaya baglaniyor. Dini bir gonderme kesin-
likle yok. Baktik 2-3 aylik satiglar da 2-3 giin i¢inde yapilyor, ikna olduk
ve 2012 de biz de bunu uygulamaya basladik.

>

Magaza koordinatoriim sabah beni aradi ve ‘Aysen Hanim bunu gérme-
niz lazim’ dedi, soktaydi. Ilk yil inanilmaz bir satis yaptik. Ik yillarda bu
kampanyada yalnizdik ama son 3 senedir herkes yapiyor.”

Kara Cuma ismine yonelik goriislerini dile getiren Zamanpur, bu isme iligkin dini
bir géndermenin bulunmadigindan bahsetmektedir. Ote yandan Kara Cuma’nin
dini bir agilim1 olmadigindan bahsedilmesi konunun dini baglamda da ele alinmis
oldugu izlenimini vermektedir. Oyle ki Kara Cuma ismine tepki olarak Diyanet
Isleri Baskanlig1 tarafindan Aralik 2017°de hazirlanan “Giinesin Dogdugu En Ha-
yirli Giin: Cuma” isimli Cuma Hutbesinde su ifadeler yer almaktadir (Giinesin
Dogdugu En Hayirli Giin: Cuma, 2017, parag. 7-8):

“...Son zamanlarda stk¢a duydugumuz “Kara Cuma” ifadesi, miiminler
olarak hepimizi rahatsiz etti. Zira bizim inancimizda biitiin giinler Al-
lah’wmdw. Her giiniin sabahi, aydinlik bir gelecege uyanistir. Bir inancin
semboliinii hedef alan ve mensuplarini yok sayan boylesi saygisiz ifade ve
yvaklagimlarin bizim gelenegimizde yeri yoktur. Bir dinin kutsalimin ¢ilgin-
ca ve sinrsizca bir tiiketim anlayisina alet edilmesi asla kabul edilemez
bir durumdur.
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Kardegslerim! Zihinlerde olumsuz bir algi olusmasina sebep olacak bu tiir
gayretler karsisinda miiminler olarak bizlere diisen, dinimize ve deger-
lerimize simsiki sartimaktir. Bugiin insanliga karst en onemli gérevimiz,
Yiice Dinimiz Islam’1, hidayet rehberimiz Kur’an'’i, Alemlere Rahmet
Peygamberimizi en iyi sekilde temsil etmektir, dogru tanitmaktir. Unut-
mayalim ki biz bu ugurda gayret ettigimiz miiddetce Allah in yardimi da
bizimle beraber olacaktir.”

Her ne kadar satis rakamlarinin artti8i, tiiketicilerin yogun bir sekilde alisveris
yaptig1 bir glin olsa da hutbede de belirtildigi izere dini agidan kutsallik atfedilen
cuma glinii i¢in “kara” ifadesinin kullanilmasi tepkilere yol agmaktadir. Tiirki-
ye’de Kara Cuma ritiielinin islami degerler baglaminda elestirilmesinin yani sira
bu ritiiele iligkin kapitalizm elestirisinin de 6n plana ¢iktig1 goriilmektedir (Dagtas
ve Yildirim, 2018).

3.2. Arastirmanin Amaci ve Onemi

Bu ¢aligmanin amaci Bati’dan transfer edilmis ve tiiketimi icinde yogun sekilde
barmdiran bir ritiiel olan Kara Cuma’ya iliskin Ttrkiye’deki tiiketici davranigi-
n1 gozlemlemek, tiiketicilerin tutumu ve satin alma davranigini degerlendirmek,
tilketicilerin sdylemleri ile davraniglart arasindaki geliskiyi biligssel uyumsuzluk
teorisine, tiikketici sinizmine, kiiltiir ve degerlerle iligkisine gore ortaya koymaktir.
Yapilan alanyazin taramasinda Kara Cuma ritiielini bilissel uyumsuzluk teorisi ve
tiikketici sinizmi biitiiniinde ele alan bir ¢aligmaya rastlanilmamistir. Bu nedenle
calismanin akademik yazina katki saglayacag diisiiniilmektedir.

3.3. Arastirma Deseni

Caligma, tiiketici tutumu ve satin alma davranisi arasindaki ¢eliskiyi anlamaya
yonelik olup konuyu derinlemesine ve ayrintili bir sekilde arastirmay1 amagla-
maktadir. Belli bir durum baglaminda deneyimin orijinal taniminda yer alan an-
lamli somut iligkilerin anlasilmasi, fenomenolojik bilginin birincil hedefini olus-
turmaktadir (Moustakas, 1994). Bu bakimdan fenomenolojik bir arastirma modeli
lizerine ¢aligmanin temellendirilmis olmasinin bireylerin yasadigi deneyimlerin
ortak anlaminin incelenmesine olanak saglayacagi diisiiniilmektedir.

3.4. Orneklem

Bu calismada amach orneklem yontemlerinden biri olan &lgiit 6rnekleme
yontemiyle orneklem olusturulmustur. “Amagh 6rneklem, sayidan ziyade, amag-
lanan konuya bizi en iyi gotiirebilecek olan denek grup ve kisilerin secimini esas
almaktadir” (Sigr1, 2017). Olgiit 6rneklem ise énceden belirlenmis Slciitleri karsi-
layan durumlari, gdzden gecgirmeyi ve incelemeyi igermektedir (Suri, 2011). Y1ldi-
rim ve Simsek (2008) s6z konusu dlglitlerin arastirmaci tarafindan ya da énceden
hazirlanmig bir 6l¢iit listesi araciligtyla olusturulabilecegini ifade etmektedirler.
Kisisel bir gelire sahip olmak satin alma davranisini etkileyen énemli faktdrlerden
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biri olarak goriilmektedir (Qazzafi, 2020; Ramya ve Ali, 2016) Bu kapsamda, ¢a-
lismada Kara Cuma ritiieline iliskin tiiketici tutumu ve satin alma davranisi ince-
lendiginden Kara Cuma giinii aligveris yapmis ve diizenli geliri olan emekli veya
calisan bireyler tercih edilmistir. Bununla birlikte tiiketicilerin o gilinkii satin alma
davranisini yakindan gézlemlemis olabileceklerinden 6tiirli magaza ve kargo cali-
sanlarinin goriiglerine de yer verilmistir.

Katilimcilar, belirli konularda ayni1 seyleri tekrarlamaya baslayana kadar ve edini-
len her yeni bilgi bir 6ncekinden ¢ok az yeni bilgi igerecek sekilde azalarak bir sey
ifade etmeyene kadar (Thietart, 2001) yani satiirasyon seviyesine ulasilana kadar
miilakatlara devam edilmistir.

Aragtirma kapsaminda 25 tiiketici, 2 magaza gorevlisi ve 2 kargo sirketi ¢alisan
ile birebir goriismeler gerceklestirilmistir.

3.5. Veri Toplama Araci ve Siireci

Tiiketicilerin gortsleri bilissel uyumsuzluk teorisi, sinizm, satin alma davranisi ve
tiiketici tutumuna iligkin literatiire dayanan yar1 yapilandirilmis miilakat sorular
ger¢evesinde alinmistir. Bag ve Akturan (2013) arastirmacinin, aragtirma amacini
ve kendisini katilimciya agikga ifade etmesinin énemine deginmekte; aktif bir
dinleyici olmasi gerektigini vurgulamakta, miilakata genel konulardan ve sorular-
dan baglayarak daha sonra detay ve 6zel konulara deginmesinin faydali olacagin
belirtmektedir. Bu ilkeler gergevesinde goriismeler gerceklestirilmistir.

Arastirma, Ankara’da 27.11.2019 tarihinde Kara Cuma giini gergeklestirilmistir.
Oncelikle alisveris merkezine gidilerek magazada 6deme yapmak iizere kasa si-
rasinda ve harcama yaptiklari i¢in ¢ekilise katilmak {izere danigma sirasinda bek-
leyen tiiketiciler ile ayn1 giin internet lizerinden aligveris yapmis olan tiiketicilerle
goriismeler gergeklestirilmistir.

Ayn1 zamanda magaza ve kargo sirketi gorevlilerinin de gortisleri alinmistir. Go-
riismeler ortalama 5 ila 15 dakika aras1 siirmiistiir. Goriisme sirasinda katilimcila-
rin izni dahilinde ses kaydi alinmis olup kayitlar arastirmacilar tarafindan desifre
edilmistir.

3.6. Giivenilirlik ve Gegerlilik

Miilakat sorulari alaninda uzman iki akademisyene gosterilmistir. Ardindan so-
rularin yeterince agik olup olmadigini test etmek amaciyla bes kisi ile pilot uy-
gulama gergeklestirilmistir. Uzman ve pilot uygulama katilimeilarinin goriisleri
dogrultusunda miilakat sorularindan bazilar ¢ikarilarak ve birlestirilerek gerekli
diizenlemeler yapilmistir. Miilakat sorular her bir katilimciya ayni sira ile sorul-
mustur.

“Caligmanin yapildig1 ortamda bulunmak arastirmacinin dnyargilarini kontrol
etmesine yardimci olmaktadir ” (Baskale, 2016). Bu baglamda, verilerin toplandi-
&1 aligveris merkezine rutin ziyaretler gergeklestirilmis ve Kara Cuma gilinii maga-
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zalarin agilig saatinden kapanig saatine kadar miilakatin gergeklestirildigi ortamda
bulunulmustur. Ayni1 giin internet ilizerinden alisveris yapmis olan tiiketicilerle
gorligmeler gerceklestirilirken de yeterli vakit ayrilmigtir. Elde edilen sonuglarin
benzer ortam ya da gruplara aktarilabilirligini saglamak i¢in amacl 6rnekleme
yontemi kullanilmig ve 6rneklem se¢iminin nasil yapildigi belirtilmistir (Bagkale,
2016; Halic1 ve Cimen: 2021). Bununla birlikte, “giivenilirligin saglanmasi i¢in
farklh kaynaklar” (Yagar ve Dokme, 2018) olan tiiketiciler, magaza calisanlari,
kargo gorevlileri ile goriismeler gergeklestirilmis ve “bulgularda katilimeilarin
demografik 6zelliklerine yer verilmistir” (Baltaci, 2019). Ayrica veri toplama
araclarinin olusturulmast ve analiz edilmesi asamalarinda da uzman goriisiine
bagvurulmustur.

Veri toplama siirecinin detayli anlatim1 ve ham verinin dogrudan alintilar ile veril-
mesi arastirmanin gegerliligini saglamak icin 6nemli goriilmektedir (Creswell ve
Miller, 2000). Bu baglamda detayli anlatima yer verilmis ve miilakatlar sirasinda
katilimeilarin izni dahilinde ses kayitlart alinmis olup arastirmada katilimeilarin
gortislerine dogrudan yer verilmistir. Arastirmada, miilakat sorularina verilen
cevaplarla ilgili literatiir kapsaminda olusturulmus olan tema ve kodlarin tutarli
oldugu goriilmistiir. Biligsel uyumsuzluk kurami gergevesinde biligsel uyumsuz-
lugu giderici ifadelere, tiiketici sinizmini diga vuran ifadelere ve tiiketici tutumunu
yansitan ifadelere dayali tema ve kodlarin miilakat sirasinda katilimci yanitlarinda
karsilik buldugu saptanmaistir. Ayrica miilakat sirasinda ve veri analizinde tarafsiz-
ligin korunmasina dikkat edilmistir.

3.7. Veri Analizi Teknigi

Arastirma kapsaminda elde edilen veriler, nitel arastirmalarda kullanilan yazilim-
lardan biri olan QDA Miner programinda analiz edilmistir. Bu program, “verilerin
bilgisayar ortamina aktarilmasi” ve “cesitli kavramlar, kategoriler, ctimleler, pa-
ragraflar vb. anlamsal ifadelerin bu program ile sayisal ifadelere doniistiiriilmesi”
prensibiyle ¢alismaktadir (S1gr1, 2018). Katilimeilarin yanitlarindan olusan nitel
veriler, QDA Miner programina yiiklenmis olup her bir katilimcinin miilakat soru-
laria vermis oldugu yanitlar literatiir kapsaminda 6nceden olusturulmus olan kod
listesi dikkate alinarak okunmustur. Her bir ifadenin kod listesinde yer alan hangi
kavrami kargiladig1 kesfedilmeye calisilmistir. Ardindan katilimcilarin ifadele-
rinde yer alan paragraf, climle veya sozciikler ile ilgili olan kodlar eslestirilerek
igerik analizine tabi tutulmustur. Program araciligiyla katilimcilarin ifadelerinde
s0z konusu kodlarin ne kadar siklikla kullanildig: ve literatiirdeki teorik ¢ergeve-
si ortaya konulmustur. Ayrica katilimcilarin ifadelerine dogrudan yer verilmistir.
Elde edilen veriler dogrultusunda ¢ikarimda bulunulmustur.

4. Bulgular
4.1. Katihmcilarin Demografik Ozellikleri

Katilimcilara iligkin bilgiler Tablo 1°de gosterilmektedir. Calismanin 6rneklemini
olusturan katilimcilarin 17’sinin kadin, 12’sinin ise erkek oldugu goriilmektedir.
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Arastirma kapsaminda katilimcilarin ¢ogunlugunun 21-30 ve 31-40 yas araligin-
da oldugu tespit edilmistir. Katilimeilarin egitim durumu incelendiginde ¢ogunun
lisans mezunu oldugu goriilmektedir. Evli katilimcilarin sayisinin yiiksek oldugu
ve katilimeilarin genellikle aylik 5.000 TL ila 10.000 TL araliginda gelire sahip
olduklar1 saptanmistir.

Tablo 1. Katilimcilarin Demografik Ozellikleri

N =29 kisi
Demografik Kategori N
21-30 12
31-40 10
Yag

41-50
51-60 4
Kadin 17

Cinsiyet
Erkek 12
Lise 7
. Lisans 17
Egitim .
On Lisans
Yiiksek Lisans 4
Evli 17
Medeni Durum
Bekar 12
2500-5000 10
5001-10000 16
Gelir Durumu (Aylik/TL)

10001-15000 1
15001-20000(dahil) 2

4.2. Tiiketicilerin Kara Cuma’ya iliskin Tutumlar1 ve Biligsel Uyumsuzluk

Tiiketicilerin Kara Cuma’y1 ve Kara Cuma ismini nasil degerlendirdikleri yoniinde
goriigleri alinmis olup miilakatlarda belirttikleri ifadeler biligsel uyumsuzluk te-
orisi, sinizm, Kara Cuma ritiieli, satin alma davranis1 ve tiiketici tutumuna ilis-
kin literatiirdeki kavramlar ¢er¢evesinde olusturulan kodlarla iligkilendirilmistir.
Bu kodlara iliskin sikliklar ise frekans analizi ile elde edilmistir. Katilimcilarin
Kara Cuma’ya iligkin olumsuz tutum nedenleri ve bilissel uyumsuzlugu giderme
ifadeleri Tablo 2’de gosterilmistir. Tiiketicilerin 16’sinin Kara Cuma’ya iliskin
olumsuz tutum sergiledikleri goriilmektedir. Ancak olumsuz tutum sergilemeleri-
ne ragmen Kara Cuma giinii aligveris yaptiklar1 gozlemlenmektedir.
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Tablo 2. Tiiketicilerin Tutumlari ve Bilissel Uyumsuzlugu Giderme ifadeleri

Tiiketiciler

Olumsuz Tutum Nedenleri

Bilissel Uyumsuzlugu
Giderme ifadeleri

Katilimer 3
Katilimer 4
Katilimer 5
Katilime1 6
Katilime1 9
Katilimer 10
Katilimer 11
Katilimer 15
Katilimer 18
Katilimer 19
Katilimer 20
Katilimer 21
Katilimer 22
Katilimer 23
Katilimer 24
Katilimer 25

Kiiltiirel ve Psikolojik

Dini ve Kiiltiirel

Kapitalizm ve Tiiketime Tesvik

Psikolojik

Dini ve Psikolojik

Dini ve Kiiltiirel

Dini

Psikolojik, Kapitalizm ve Tiiketime Tesvik
Psikolojik

Psikolojik

Kiiltirel, Kapitalizm ve Tiiketime Tesvik
Dini ve Kiiltiirel

Kiiltiirel ve Psikolojik

Kapitalizm ve Tiiketime Tesvik

Psikolojik, Kapitalizm ve Tiiketime Tegvik

Dini, Kapitalizm ve Tiiketime Tesvik

Cocuklarim igin
Ihtiyac
Cocuklarim i¢in
Ihtiyac

fhtiyag ve Cocuklarim igin
Ihtiyac

Ihtiyac

Indirim

Indirim

Indirim ve Thtiyag
Indirim

Ihtiyac

Indirim

Indirim ve Thtiyag
Indirim

Indirim ve Thtiyag

Ornegin Katilime1 9’un (Erkek, 46) bu ritiiele dair goriisleri soyledir:

“Ona ¢ok karsyyim. Tamam ekonomik kriz diyorlar ama Amerika’da
bir ekonomik kriz cuma ginii olmus. Ama bence alakasi yok, tamamen
Islamiyet karsit1 bir sey oldugunu diisiiniiyorum.”

Katilimc1 9’a neden Kara Cuma giinii alisveris yaptig1 soruldugunda ise asagidaki
ifadelerle aligverisini gerekg¢elendirmistir:

“[lk defa bu sene yaptilar cocuklarim. O da Kara Cuma olarak bahsedil-
medigi icin ben aslinda geldim. Muhtesem Cuma, biraz ¢evrildi ya. Ticari
amag guidiildiigii icin geldim, yoksa diger tiirlii olsaydi yine hi¢chir sey
aldirmazdim. A¢ik soyleyeyim aldirmazdim yani. Yarin gelir alirdim, fazla

para éderdim. Ama bugtin yine aldirmazdim.’

Diger bir katilimcinin bu giine dair diislincesi ise su dogrultudadir:

“Ben reddediyorum Cuma Miisliimanlarin karast olamaz. Ben Kara Cu-
ma’yt reddediyorum. Cumartesi yapsinlar. Pazar yapsinlar. Bati Miislii-
manlart oldiiriiyor ama gavurlarin bocegini bile éldiirmiiyor. Ama benim
psikolojimle oynamiyorlar ben oynattirmiyorum yani. Ben su aldigim
tirtinii ihtiyacimdan dolayr aldim” (Katilime1 10, Erkek, 55).
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Biligsel uyumsuzluk teorisine gore bilissel uyumsuzlugun azaltilmasi, secilen al-
ternatifin ¢ekiciligini psikolojik olarak artirarak ve/veya reddedilen alternatifin
c¢ekiciligini zihinsel olarak azaltarak, verilen kararin 6nemini bilissel olarak gelis-
tirerek, davranis degistirerek (Schewe, 1973) ya da tutum-davranis iligkisini daha
mantiklt veya hakli gdsteren bilisler ekleyerek (Simon, Greenberg ve Brehm,
1995) saglanabilir. Bu kapsamda tiiketicilerin Kara Cuma’ya iliskin olumsuz tu-
tumlarma ragmen gergeklestirdikleri satin alma davraniglarini gerekgelendirmek
amaciyla Kara Cuma’da aligveris yapma sebeplerini birtakim gerekgelere dayan-
dirmaya ¢alistiklar1 goriilmektedir. S6z konusu gerekgelerle tiiketicilerin inang
sistemlerine, gerceklestirdikleri davranislari ile uyumlu bilisler ekledikleri goriil-
mektedir. Tablo 3’°te olumsuz tutum ve bilissel uyumsuzlugu giderme nedenlerine
iligkin kod listesinde de kullanilmis olan ifadelere ve bu ifadeleri kullanan tiiketi-
cilerin sayisina yer verilmistir.

Tablo 3. Tiiketicilerin Olumsuz Tutum Nedenleri ve Bilissel Uyumsuzlugu Gide-
rici Ifadeleri

Olumsuz Tutum Nedenleri N

Psikolojik

e  Olumsuz anlam

e Olumsuz ¢agrigim
e  Antipati
L]

Itici

Dini 6

e  Miisliiman

e islam

e  Miibarek

e Namaz

e  Mubhafazakar
Kiiltiirel 6

e  Bati Kiiltiirii

e Yurtdisi
Kapitalizm ve Tiiketime Tesvik 6

e  Para harcamak

e  Kapitalizm

Bilissel Uyumsuzlugu Giderme ifadeleri N

intiyac 9
indirim 8
Cocuklarim i¢in 3

Olumsuz tutuma sahip olan tiiketicilerin cogunlugu kara sifatinin negatif bir an-
lama sahip oldugunu belirtmektedir. Bununla birlikte dliimii, tiziintiyii ve koti
giinii ¢agristirdigini belirtmektedirler. Bu baglamda psikolojik agidan Kara Cuma
ismine iligskin olumsuz tutum sergilendigi goriilmektedir. Miisliimanlar tarafindan
mibarek kabul edilen cuma giiniiniin kara olarak nitelendirilmesinin de tiiketiciler
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tarafindan olumsuz tutum sergilenmesine yol agtig1 yapilan miilakatlar sonucunda
elde edilmektedir. Ayrica, Kara Cuma Bat1 kiiltlirline ait olarak goriilmekte ve
Tirk kiltiirt ile bagdastirilamamaktadir. Bu baglamda kiiltiirel agidan da tiiketici-
lerin olumsuz tutum i¢inde olduklar1 goriillmektedir. Bununla birlikte, Kara Cuma
“tiiketim ¢ilginlhig1”, “kapitalist sistemin bir parcasi” gibi ifadelerle anilmaktadir.
Tiiketicilerin “kapitalizm” ve “tiikketime tesvik™ kavramlari ile Kara Cuma’y1 ne-
gatif anlamlandirdig1 gorilmektedir.

4.3. Kara Cuma’nin Tiiketici Sinizmi ile Baglantisi

Tiiketicilerin degerleri ile firma degerleri arasindaki uyumsuzIluk tatminsizlige ve
zaman igerisinde tiiketici sinizmine yol agmaktadir (Giiven, 2016). Chylinski ve
Chu, 2010 yilinda yaptiklar arastirmada tiiketici sinizmini duygusal, bilissel ve
davranigsal olmak tizere {i¢ boyutta siniflandirmiglardir. Arastirmalarinda biligsel
boyutta giivensizlik ve siiphe; davranigsal boyutta direng ve diismanlik; duygusal
boyutta ise yabancilagma ve tatminsizlik kavramlart ile ele alinmaktadir.

Katilimcilarm 18’inin kullandiklar ifadeler kapsaminda Kara Cuma’ya ve Kara
Cuma’y1 diizenleyen firmalara iliskin glivensizlige, diigmanca duygulara, tatmin-
sizlige ve aldatilma korkusuna sahip olduklar1 goriilmektedir.

Katilime1 13 (Kadin, 31) indirimlerin inandirici olmadigini ve bu indirimlere ilis-
kin stiphe duydugunu belirtmektedir:

“Baslarda heyecanlandiriyordu indirimler beni. Kara Cuma ’y1 bekliyor-
dum. Almak istedigim tiriinleri indirimli alayim diye bekliyordum. Ama
son donemde iste indirimlerin gercek¢i olmadigi, fiyatlarin once artirilip
sonra yeniden diistiriildiigii gibi yorumlar okuyunca, bu yonde bir seyler
goriince sosyal medyada paylasimlar goriince bir parca sogudum. Indi-
rimler, gercekgiligi var mi yok mu diye stiphe uyandirdi bende.”

Katilime1 16 (Kadin, 23) da indirimlerin gergekei olmadigimi ifade etmektedir:

“Kara Cuma’da biraz gostermelik indirimler yapildigini diisiiniiyorum.
Ama ona karsi da bir tutumum yok yani.”

Katilimer 22 (Kadin, 26) Kara Cuma’yi firsatgilik olarak nitelendirmektedir:

“Yani bazi kalemlerde eger takip edersen ¢ok giizel indirimler olabiliyor
Kara Cuma’da. Bunun pesine diismek lazim. Ama bazilarimi gercekten
sadece firsat¢ilik olarak goriiyorum.”

Katilimc1 23 (Kadin, 24) Kara Cuma’yz tatmin edici bulmadigini ifade etmektedir:

“Gereksiz. Ekonominin devam etmesi i¢in olmasi gereken, gerektigi diisii-
niilen ve bize boyle empoze edilen giinler olarak diisiiniiyorum.”
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Katilimci 10°un (Erkek, 55) Kara Cuma’ya iliskin giivensiz bir tutum i¢inde ol-
dugu goriilmektedir:

“Kara Cuma ... hikaye. Kesinlikle hikaye. Su fivat gecen hafta da ayniyd:
bugiin de ayni. Yarin da ayni olacak... Ben Kara Cuma yi reddediyorum.”

Aragtirmada, Helm vd. (2015) tarafindan gelistirilen ii¢ alt boyuttan olusan tiike-
tici sinizmi 6lgeginde ve ilgili literatiirde yer alan kavramlardan faydalanilarak
olusturulan kodlar ile miilakatlardaki ifadeler eslestirilmis ve siklik analizi ger-
ceklestirilmistir.

Tiiketici sinizmine iligkin en sik kullanilan kodlar Sekil 1’de gosterilmektedir.

S0
8
8
6
4
; |

Katinme 1 Katiimer 11 Katiimei 13 Katilim @18 Katiimar 20 Kati Katiln Katiimei
katiimar 10 katilimel 12 Katiimer 14 katiimer 19 katimar 22 Katiimal 6 katilimel & Katlimei 25

[® Algatma @ Firsatgiik @ Suistimal etmek  Algi Oyun Satis Poliikasi |

Sekil 1. Tiiketici Sinizmine Iliskin Katilimer Goriisleri

Indirimlerin gergekei olmamasi aldatma kavramu igerisinde yer almakta olup firma-
larin tiiketicileri diistinmeden sadece kendi ¢ikarlari i¢in hareket etmesi firsatgilik
kavrami ile aciklanmaktadir. Bununla birlikte tiiketicilerin iyi niyetlerinin firmalar
tarafindan kotiiye kullanilmasi suiistimal etmek kavrami ile bagdastirilmaktadir. Ti-
keticilerin Kara Cuma’y1 algi oyunu olarak nitelendirmeleri de bu kavramin sinizm
baslig1 altinda degerlendirilmesini olanakli kilmaktadir. Son olarak, Kara Cuma’nin
firmalarin tiiketicileri piyasaya ¢ekmek i¢in diizenlenmis bir satis politikast olarak
goriilmesi sebebi ile satis politikasi kavrami da sinizm gergevesinde ele alinmaktadir.
Bu baglamda, tiiketicilerin Helm vd. (2015) tarafindan gelistirilen sinizm 6l¢eginde
yer alan genel firsatcilik, dogrudan tiiketicilere yonelik firsatcilik ve aldatma boyut-
lart ile iliskili ifadelerde bulunduklari ve sinik tutuma sahip olduklari gériilmektedir.

4.4. Kara Cuma’ya lliskin Kargo Calisam Gériisleri

Kargo calisanlart ile gergeklestirilen goriismeler ¢ercevesinde Kargo Calisani 1’in
(Erkek, 30) goriisleri soyledir:

“Cok fazla talep oldu. Biz de yetismekte zorlandik. Teslimatlar da gecikti
haliyle.”
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Kargo Calisan1 2 (Kadin, 29) ise Kara Cuma’ya dair deneyimlerini sdyle ifade
etmektedir:

“Bu indirimlerden dolayr bir yogunluk yasadik. Kargolarin bir giinde
teslim edilmedikleri oldu. Bu konularla ilgili ¢cok sikinti yasadik. Geldigi
kadar da iade gitti. O kadar fazla oldu yani. Gecikmeler hem taleplerden
hem de mesela Trendyol ekrani kapatti. Bir saatten sonra fatura kesimi
olmadi. O yiizden de miisterilerin kargolar: gecikti. Yani bir giinde ¢ika-
cagina iki giin sonra ¢ikti, diger giin ¢ikti. Onlarda sikinti yasadik.”

Goriismeler kapsaminda gerek kargo sirketlerinde yasanan yogunluk sebebi ile
gerekse satici firmalarin tutumlar: sebebi ile tiiketiciye tirlinlerin ulastirilmasinda
gecikmelerin yasandigi goriilmektedir. Bununla birlikte kargo sirketlerinde diger
giinlere kiyasla daha fazla bir yogunlugun yasandigi anlasilmaktadir. Powers ve
Jack (2015) bir iiriinle ilgili memnuniyetsizligin duygusal bir uyumsuzluga yol
acacagini, bu uyumsuzlugun da iriin iadeleri ile pozitif iliskili oldugunu bul-
muglardir. Kara Cuma giinii iadelerin satin alinan rlnler kadar fazla olmasi,
tiikketicilerin diirtiisel satin alma yapmis olabileceklerini veya {iriin iadelerini bilis-
sel uyumsuzluk kapsaminda yasanan pigsmanlig1 gidermek amaciyla gergeklestir-
mis olabileceklerini diisiindiirmektedir.

4.5. Kara Cuma’ya lIliskin Magaza Calisam Goriisleri

Magaza gorevlileri ile gerceklestirilen goriismeler gercevesinde Magaza Gorevlisi
1’in (Kadin, 27) goriisleri soyledir:

“Sabah 9’dan itibaren buradaydim. Yani 10°da AVM kapanyyor ama daha
devam eder bu yogunluk. ladeler ¢ok oluyor.”

Magaza Gorevlisi 2 (Kadin, 32) Kara Cuma giinii ¢calismanin fazla mesai gibi
degerlendirildigini belirtmektedir:

“Primimiz var. Kisisel olarak degil ama o saatte ¢alisiyorsan ve magaza
satist yiiksekse fazla mesai gibi diigtiniiliiyor.”

Magaza calisanlarinin ifadelerinden Kara Cuma aligverisinde tiiketici ragbetinin ve
iiriin iadelerinin fazla oldugu goriilmektedir. Kara Cuma’da aligveris yogunlugunun
diger giinlere nazaran daha fazla oldugu, bu giinde aligveris merkezlerinde ¢aligan-
lara prim verilmesi yoluyla motivasyon saglanmasindan da anlasilmaktadir.

4.6. Kara Cuma’nin Satin Alma Davramsi ile fliskisi

Gortismeler kapsaminda 25 tiikketiciden 16’siin olumsuz tutuma sahip olmasina
ragmen satin alma davranisi gergeklestirdikleri gortilmektedir.

Ornegin Katilimer 4 (Erkek, 56) Kara Cuma’ya yonelik olumsuz tutuma sahip
olmasina ragmen o giin satin alma davranis1 gerceklestirmistir:
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“Cuma miibarek bir giindiir. Cuma Miisliimanin bayrami. Yurtdisinda
anladim ben Tiirk olmamin, Miisliiman olmanmin degerini. O kadar sans-
lyiz ki Tiirk oldugumuz icin.. Bakma yani.. Kara Cuma olmaz kardesim.
Oyle bir sey mi olur? Miisliimaniz Elhamdulillah.

... Biz buraya geldik yani kuyumcuya geldik. Baska yerde bulamadik bu-
rada varmis buraya geldik. Sirf o yiizden alisveris yaptik.”

Katilime1 18 (Erkek, 43), Kara Cuma’nin isim olarak kendisinde olumsuz bir an-
lam uyandirdigini belirtmesine ragmen satin alma davranisinda bulunmustur:

“Isim olarak bir garip geliyor da, yabancilardan alisik oldugum igin boyle
indirim oldugunu... Yoksa isim olarak Kara Cuma ¢ok indirimi yansitmi-
yor ashnda. Lyi bir seymis gibi gelmiyor. Daha farkli bir isim bulunabi-
lirdi. Kotii bir seymis gibi. Indirim gibi gelmiyor. Yani ters bir sey, o giin
sanki aligveris yapma der gibi. Olumsuz.

... O kadar ¢ok reklam oldu ki yani beynime igledi herhalde. Televizyonda,
Youtube'da... Inanmilmaz etkilendim yani. Béyle normalde istedigim seyler
vardi, hepsini bu vesileyle aldim.”

Kara Cuma giinii tiiketicilerin 9’u (K5, K7, K8, K10, K13, K14, K15, K18 ve
K24) ise akillarinda olmayan triinleri de satin aldiklarini belirtmektedirler. Ka-
rarin genellikle magazada o an verilmesinden dolay1 bu tiiketicilerin yaptiklar
satin alma, diirtlisel satin alma olarak adlandirilmaktadir (Cobb ve Hoyer 1986)
ve s0z konusu satin alma davraniglari ideal olan kararlarin karsisinda goriilmekte-
dir (Chen ve Wang, 2016). Oyle ki bu katilimcilar arasindaki 5 kisinin (K5, K10,
K15, K18, K24) ayn1 zamanda Kara Cuma’ya iliskin olumsuz tutum sergilemesi-
ne ragmen satin alma davranigi gerceklestirdikleri goriilmektedir.

Katilime1 15 (Kadin, 30) Kara Cuma’ya iliskin olumsuz tutuma sahip olugunu
ancak aklinda olmayan iiriinleri o giin satin aldigini su ifadelerle belirtmektedir:

“Kapitalist bir sistemin parg¢ast oldugunu diisiiniiyorum. Kara Cuma es-
kiden kéle ticaretinin yapildigi giinii ifade ediyormus. Kole fiyatlarinin
diigtiriilerek satildig1 bir giin. Bu ismin buradan geldigine yonelik her-
kesin bilgili oldugunu diisiinmiiyorum. Aslinda olumsuz bir isim olarak
degerlendiriyorum. Ayrica kapitalizmin bir tiriinii. Bazen yiiksek fiyatlar-
daki iiriinler indirilmis olarak gosteriliyor. Ancak aslinda fiyatlarda bir
indirim olmuyor Aslinda bir algi oyunu. Tiiketicilere yonelik bir kandirma

yapiliyor.

... Her sene alisveris yapiyorum. Indirimden faydalanmak icin alisveris
yapiyorum. Aslinda genelde de ¢ok alisveris yapan biri oldugum icin aldi-
&im tirtin miktarinda degisiklik olmuyor... Evet aklimda olmayan seyleri
aldigim oluyor.”
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Katilimcilarin, Kara Cuma’y1 isim olarak olumsuz bulduklari, islam dini agisin-
dan uygun gormedikleri, kendi kiiltiirleri agisindan benimsemedikleri, kapita-
lizmle ve agir1 tiikketimle iliskilendirdikleri i¢in olumsuz tutuma sahip olduklari
gorlilmektedir.

4.7. Kod ve Tema Listesi

Helm vd. (2015) tarafindan tiiketici sinizmine iligskin gelistirilen 6lgekten, Fes-
tinger’in (1957) bilissel uyumsuzluk teorisine iligkin ¢alismasindan, olumlu ve
olumsuz tutum ile diirtisel satin almaya iliskin literatiirde bu kavramlar igin
yapilmig tanimlardan ve s6z konusu teori ve kavramlarin yer aldig1 gegmis aras-
tirmalardan yola ¢ikilarak kod ve tema listesi olusturulmustur. Miilakatlarda
katilimeilarin yogun vurgu yaptigi ve literatiirde yeri olan kavramlar da kod liste-
sine eklenmistir.

Helm vd. (2015) ¢alismalarinda, tiiketici sinizmine iliskin literatiire ve tiiketicilerle
yapilan goriismelere dayali bir dlgek gelistirmistir. Tablo 4’te 6zetlenen tiiketici
sinizm Olgegi sekiz maddeden olugsmaktadir. Yapinin ilk kavramsallastirilmasina
uygun olarak, revize edilmis ve son hale getirilmis 6l¢ek sinizm kavraminin iig
unsurunun timiinii kapsar: genel firsat¢ilik (madde 4, 23, 32 ve 34), 6zellikle tii-
keticilere zarar veren firsatgilik (madde 7, 13, 14) ve aldatma (madde 18).

e  Genel Firsatcilik: Firmalar, temel ilkelere veya nihai sonuglara bakilmak-
sizin kendi ¢ikarlarini gozetir.

e  Dogrudan Tiiketicilere Yonelik Firsatcilik: Firmalar kendi miisterileri
icin bile nihai sonuglar1 goz ardi ederek kendi ¢ikarlarii gozetir.

e Aldatma: Aldatic1 pazarlama uygulamalarini 6zellikle vurgulayan firsat-
cilik uygulamalaridir.

Tablo 4. Tiiketici Sinikligi: Son Olgek Maddeleri

4) Cogu sirket yasalar1 ¢ignemeyi dnemsemez; para ve davalari sadece is yapmanin bir maliyeti
olarak goriiyorlar.
7) Cogu isletme, tiiketicilere hizmet etmekten daha ¢ok kar elde etmekle ilgilenir.
13) Sirketler tiiketicileri manipiile edilecek kuklalar olarak goriiyor.
14) Ureticiler iiriinii satin aldiktan sonra ne olacagimi umursamiyorlar.
18) Paramin kargiligin1 almak istersem, bir sirketin bana ne sdyledigine inanmiyorum.
23) Cogu sirket kar elde etmek i¢in her seyi feda edecektir.
32) Kar elde etmek igin sirketler ellerinden gelenin en iyisini yapmaya isteklidir.
34) Cogu isletme kar marjlarini artirmak icin ellerinden geleni yapacaktir.
Kaynak: Helm vd., 2015

Sekil 1’de yer alan tiiketici sinizmine iliskin katilimci goriiglerinde, Helm vd.
(2015) tarafindan gelistirilen olcege paralel olarak tiiketicilerin aldatma, firsatgi-
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lik, suiistimal etmek, algi oyunu ve satis politikasi gibi genel firsat¢ilik, dogrudan
titketicilere yonelik firsat¢ilik ve aldatma boyutlari ile ilgili ifadelerde bulunduk-
lar1 goriilmektedir. Bilissel uyumsuzluk kurami dogrultusunda tiiketicilerin, satin
alma davranislarini daha tutarl hale getirmek icin ihtiyaglarini, ¢ocuklarinin is-
teklerini ve indirimleri gerekce olarak sunduklar1 goriilmektedir. Bununla birlikte
akillarinda olmayan tirtinleri aldiklarimi ifade etmeleri diirtiisel satin alma davrani-
sinda bulunduklarina isaret etmektedir. Tiiketiciler olumsuz tutumlarini ise Tablo
3’te yer alan kodlar1 kapsayan psikolojik, dini ve kiiltlirel nedenler ile kapitalizm
ve agiri tilketimle iliskilendirmislerdir.

5. Tartisma ve Sonuc¢

Calismanin bulgulari, transfer edilen Kara Cuma ritiieline iliskin tiiketicilerin si-
nik tutumlarini, bu tutuma ragmen gerceklestirdikleri satin alma davraniglarinin
gerekgelerini ortaya koymasi, tiiketicilerin sahip oldugu degerler ile baglantisin
ele almasi yoniinden literatiire katki saglamaktadir.

Tiiketicilerin biiyiik cogunlugunun Kara Cuma ritiieli hakkinda olumsuz tutu-
ma sahip olduklar1 goriilmiistiir. S6z konusu olumsuz tutumun nedenleri basta
psikolojik olmak iizere dini ve kiiltiirel nedenler ile kapitalizme ve asir1 tiiketime
iliskin diislincelerden kaynaklanmaktadir. Schwartz’a (2009) gore kiiltiirel deger
vurgulari birey ve grup inanglarini, eylemlerini ve hedeflerini sekillendirmektedir.
Bu bakimdan ¢alisma kapsaminda tiiketicilerin ifadelerinde de siklikla kullandik-
lar1 kiiltiirel deger vurgularinin bireylerin tutumlarini sekillendirdigi sonucuna ula-
silmustir. Ote yandan kiiltiirel deger vurgulari her ne kadar tiiketicilerin tutumlarmna
yansimis olsa da bu vurgularin satin alma davranislarina yansimadigi goriilmek-
tedir. Kara Cuma’nin kendi kiiltiiriine uygun olmadigini belirten tiiketicilerin de
o glin aligveris yaptiklar1 goriilmiistiir. Chaharsoughi ve Yasory’nin (2012), kiiltii-
riin degerler, kahramanlar, ritiieller ve sembollerle kendini gosterdigini, degerlerin
kiiltiirin 6ziini olusturdugunu ve tiliketici davranisini etkiledigini belirtmelerine
karsin bu aragtirma gercevesinde tliketicilerin vurguladiklar kiiltiirel degerleri ile
uyusmayan bir satin alma davranisinda bulunduklar1 goriilmiistiir.

Ayrica tiiketicilerin kullandiklar1 ifadeler kapsamimda Kara Cuma’ya ve Kara
Cuma’y diizenleyen firmalara iligkin giivensizlige ve aldatilma korkusuna sahip
olduklar1 goriilmektedir. Literatiirde Kara Cuma ritiielinin tiiketiciler tarafindan
dini degerler ve kapitalizm baglaminda elestirilmesi (Dagtas ve Yildirim, 2018),
ayrica sosyal medya kullanicilarinin bu giine iliskin olumsuz tutumlarinin ¢ogun-
lukla deger uyumsuzlugu, siiphecilik-glivensizlik ve yikicilik-saldirganlik ile ilis-
kili olmasi caligmanin bulgulari ile paralellik gostermektedir.

Arastirmada olumsuz tutuma sahip olan tiiketicilerin satin alma nedenlerine de
yer verilmis ve biligsel uyumsuzlugu gidermek i¢in tiiketicilerin, davraniglarini
aklamaya yonelik hakli yanlar aradiklar1 gortilmistiir. Tiiketicilerin biiyilik ¢o-
gunlugu Kara Cuma giinii ihtiya¢ ve indirim sebebi ile satin alma davranisinda bu-
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lunduklarimi ifade etmistir. Goszczynska vd. (2016) tarafindan yapilan ¢alismada,
sigara icen hamile kadinlarin hamilelik doneminde sigaray1 birakmanin, gereksiz,
imkansiz, etkisiz ve hatta zararli oldugunu siibjektif olarak rasyonalize ettiklerin-
den bahsedilmistir. Benzer bigimde, arastirmamizda tiiketicilerin Kara Cuma’ya
iligkin olumsuz tutumlarina ragmen satin alma davranisinda bulunmalar1 ve bu
davranislarma iligkin siibjektif gerekgeler sunmalar1 da bilissel uyumsuzluk ku-
rami ile ortiismektedir. Ayrica bu sonug, Sahin ve Yinacti’nin (2018) ¢aligma-
larinda ulastiklar: bulgular ile de uyumludur. Sahin ve Yiinagti (2018) tarafindan
yapilmis olan ¢alismada, tiiketicilerin toplumun ¢ogunlugunun dini, kiiltiirel, ide-
olojik, psikolojik nedenlerden dolay1 Kara Cuma ritiieline iliskin olumsuz tutuma
sahip olduklarini belirttikleri ve kendilerinin de olumsuz tutum icinde olduklari
ancak bu kiiresel ritiielde satin alma davranisi gosterdikleri ifade edilmistir. Bu
kapsamda transfer edilen bir ritiiele iliskin katilimcilarin ¢gogunlugunun olumsuz
tutuma sahip olduklar1 ancak bu tutuma ragmen satin alma davranisinda bulun-
duklar1 goriilmiistiir.

Magaza gorevlileri ve kargo sirketi ¢alisanlarinca, Kara Cuma giinii satin alinan
mallarin ertesi glinlerde iade edildiginin belirtilmesi tiiketicilerin biligsel uyum-
suzluklarmi gidermek i¢in (Powers ve Jack, 2015) bdyle bir davranista bulunduk-
lar1 sonucunu desteklemektedir.

Cavusoglu, Demirag ve Durmaz (2020), Kara Cuma’da aligveris merkezlerinin
ozellikle gorsel, isitsel ve duyusal uyaricilar ile magazalarin ambiyansini iyiles-
tirdikleri, isletmelerin indirimli {iriin satis stratejileri ile alisveris merkezlerindeki
cazip ortamin hedonik tiiketimin bir unsuru olan plansiz satin alma davranisini
(durtiisel satin alma) tetikledigi ve hedonik egilimli tiiketicileri daha fazla har-
camaya ittigini belirtmektedir. Al-Zyoud ve Amman (2019) calismalarinda Kara
Cuma ritiielinin diirtiisel satin alma davranigina yol agtig1 sonucuna ulagmislardir.
Bu calismada da Kara Cuma giinii aligveris yapan bir kisim tiiketicinin diirtiisel
satin alma davranisinda bulundugu sonucuna ulasilmaktadir. Nitekim arastirma
kapsaminda tiiketicilerin bir kism1 akillarinda olmayan {iriinleri de satin aldikla-
rin1 ifade etmistir.

Calismanin ulastig1 sonuclarin pazarlama uygulayicilarina da fayda saglayacagi
disiiniilmektedir. Tiiketicilerin bir ritiiele iligkin sahip oldugu olumsuz tutum,
satin alma davranisi gerceklestirmelerini engellemese dahi yasadiklart biligsel
celiski veya verdikleri anlik kararlar onlart sonrasinda almis olduklari iirlinleri
iade etmelerine yonlendirebilmektedir. Bu kapsamda biligsel ¢eliskiyi ve anlik
satin almanin verdigi pismanlig1 giderici pazarlama stratejilerinin firmalarin kar-
liligin artirabilecegi ongoriilmektedir. Reklamlar ve promosyonlar yoluyla dog-
ru bilgileri sunabilen sirketler, tiiketicilerin marka sadakati gelistirmeleri konu-
sunda sanshdirlar (Fallon, 2012). Bu ¢alismada elde edilen bulgular tiiketicilerin
firmalarin yapmis oldugu indirime giiven duymadiklarini ortaya koymaktadir.
Firmalarin tliketicilerin giivenlerini kazanmalarinin marka sadakatini artiracagi
degerlendirilmektedir.
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Bati’dan transfer edilen bir ritliel olarak Kara Cuma’nin ekonomik boyutunun
yani sira toplumsal ve kiiltiirel yonlerinin de diinyada ve Tiirkiye’de irdelenmeye
baslandig1 goze carpmaktadir. Yerlesik kiiltiirlere ickin ekonomik uygulamalarla
birlikte transfer edilip hibrit formlar alan ritiieller, giiniimiizde oldukca etkin birer
tilketim aract olarak goriilmeye baslanmigtir. Calismamizin konusu olan, Tiirki-
ye’deki tiiketicilerin bu giline yonelik tutumlar1 ve satin alma davraniglari, tiiketi-
cilerin tutumlartyla satin alma davranisi arasindaki ¢eligki ile bu ¢eliskiye ragmen
satin alma davraniglarindaki gerekgelerine yonelik yapilan tespit ve agiklamalar
gostermektedir ki; Bati’dan transfer edilen Kara Cuma ritiieli hakkinda tiiketiciler
cogunlukla olumsuz tutum sergilemekte, Kara Cuma olgusu ve ismine yonelik ne-
gatif bir yaklasimi paylagmaktadirlar. Diger taraftan, bu olumsuz tutum ve sinizm,
onlar1 aligveris yapmaktan alikoymamaktadir.

6. Kisitlar ve Gelecek Calismalara Oneriler

Aragtirma Ankara ilinde gergeklestirilmis olup farkli sehir ve iilkeleri kapsayan
calismalarin yapilmasinin sonuglarin genellestirilmesine yardimci olabilecegi
diistintilmektedir. Ayrica, transfer edilen ritliel ile tiiketici tutumu ve satin alma
davranislar arasindaki iliski bu ¢aligmada Kara Cuma ritiieli iizerinden gercekles-
tirilmis olup farkli 6rneklemlerde ve farkli ritiieller baglaminda yapilacak benzer
calismalarin ilgili literatiire katki sunacagi diisiiniilmektedir. Bununla birlikte, tii-
keticilerin zaman i¢inde farklilasan tutum ve davraniglarinin gelecek calismalarda
g6z Oniine alinmasi gerekmektedir.

Calismada, Kara Cuma ritiielinin diirtiisel satin alma davranisina da yol actigi
sonucuna ulasiimistir. Hedonik motiflerin diirtiisel satin alma tizerinde olumlu bir
etkiye sahip olmasi sebebi ile gelecekteki ¢aligsmalarda tiiketicilerin sahip oldugu
hedonik egilimin géz 6niinde bulundurulmasinin faydali olacagi diistiniilmekte-
dir. Bilissel uyumsuzluk teorisi kapsaminda bir ritiiel transferi olan Kara Cuma
orneginde tiiketicilerin inang sistemine, davranisi ile uyumlu bilisler ekleyip tutar-
siz davranisi rasyonellestirdikleri goriilmiis ancak tiiketicilerin davranis ve tutum
degisikligi gibi diger yontemleri uygulayip uygulamadiklarini géormek igin gele-
cek caligmalarda derinlemesine miilakatlar ve boylamsal bir aragtirmanin yapila-
bilecegi 6ngdriilmektedir.
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THE RELATIONSHIP BETWEEN TRANSFERRED RITUAL WITH
CONSUMER ATTITUDE AND PURCHASING BEHAVIORS: THE CASE
OF BLACK FRIDAY

EXTENDED ABSTRACT

1.Introduction

Rituals, a kind of expressive, symbolic activity (Rook, 1985) consisting of mul-
tiple behaviors that tend to be repeated over time, and celebrated worldwide with
the effect of globalization, are transferred from different geographies. For exam-
ple, Christmas has become one of the rituals celebrated annually worldwide, even
in countries without a Christian tradition (McKechnie and Tynan, 2006). Similar-
ly, wedding rituals involve a mixture of local and Western styles under the influ-
ence of globalization (Befu, 1984). On the other hand, although the ritual transfer
from the West to the East is carried out together with the rituals in the East, it is
not easy to adopt the rituals transferred from the West due to the deep connection
of'the rituals to the culture they belong to. Especially transferred rituals have been
examined in terms of their effects on marketing habits. However, no one study
that examined the relationships of a transferred ritual with consumer attitude and
buying behaviors was confronted before. Thus, we will analyze in this study this
issue with reference to cognitive dissonance theory and cynicism.

On the other hand, it is thought that the research findings will be useful for prac-
titioners to create marketing strategies. It is considered that addressing the subject
with relevant theories and approaches within the framework of consumer attitudes
and behaviors, cognitive dissonance theory and consumer cynicism will make the
research unique by contributing to the analysis of the relationship between the
consumer attitude, buying behavior, the culture that consumer interacts with and
the transferred ritual.

2.Theoretical Framework

Gregory, Munch and Peterson (2002) state that culture is linked to values and be-
liefs, ideas and attitudes, and symbols and objects used as communication meth-
ods. Ritual, a historical phenomenon, is nourished by the social conditions, belief
systems and cultural structure that constitute it. For example, in a study conducted
on individuals who immigrated to America from countries such as Thailand, India
and Kenya, it is stated that some immigrant mothers are worried that something
will happen to the baby if they give or receive a gift before birth. Therefore they
are against the “Baby Shower” ritual. However, some immigrant mothers per-
form this ritual even if it is not included in their own culture (Wamwara-Mbu-
gua, 2008). In this context, “ritual has an extremely powerful effect on behavior”,
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which is closely related to the values adopted by the individual (Tetreault and
Kleine, 1990).

There are many studies in the literature that deal with the relationship between
rituals and buying behavior. (Kazangoglu and Aytekin, 2014; Ratcliffe, Baxter
and Martin, 2019; Rook, 1985; Sandik¢1 and Omeraki, 2007). As one of the novel
rituals that are transferred from the West, Black Friday arouses curiosity among
researchers. Since 2012, Black Friday, held on the last Friday of November, has
become a consumption ritual in Turkey. In addition, purchasing rates of consum-
ers are high on Black Friday (Akcan, Gengyiirek Erdogan and Karagor, 2020;
Kilig, Budak and Kilig, 2020; Onbas, 2020). It has been observed that intense
criticism was made especially on social media, regarding an event that is expected
to be positive in terms of consumer interest (Cetinkaya and Ceng, 2018). In fact,
Black Friday is criticized by some consumers in the context of Islamic values and
capitalism (Dagtas and Yildirim, 2018). Despite the high consumption rates in the
Black Friday ritual, consumers’ negative attitudes create a contradiction.

In various studies, the relationship between the transferred ritual and culture
(Langer, Liiddeckens, Radde and Snoek, 2006; Langer, 2011; Werbner, 1986),
the relationship between rituals and buying behavior (Kazangoglu and Aytekin,
2014; Ratcliffe et al., 2019; Rook, 1985; Sandik¢1 and Omeraki, 2007), consumer
cynicism (Atilgan, Ince and Yilmaz, 2017; Bozoklu and Ermeg, 2020; Giiven,
2016; Ozkaya and Ulker, 2020; Tokgdz, 2020), consumer cynicism towards the
name of “Black Friday” and its reflections on the media (Akcan et al., 2020;
Cetinkaya and Ceng, 2018; Dagtas and Y1ildirim, 2018; Yetmez, 2020), campaign
analysis on Black Friday (Onbas, 2020), the contradiction between consumers’
attitudes towards Black Friday and their buying behaviors (Sahin and Yiinagti,
2018) were examined. Within the scope of the literature review, no study has been
found that reveals the reasons for the cynical attitudes of consumers engaged in
buying behavior regarding a ritual transferred from the West, the relationship of
these attitudes with culture and the justifications underlying the buying behavior
of consumers within the framework of the cognitive dissonance theory.

3.Methodology

In this study, an interview was conducted in order to reveal the relationships of
Black Friday as a ritual with consumer attitude and buying behaviors. The opin-
ions of the consumers were taken within the framework of semi-structured inter-
view questions based on the literature on cognitive dissonance theory, cynicism,
buying behavior and consumer attitude. The research was carried out on Black
Friday on 27.11.2019 in Ankara.

In the research, the purposeful sampling method was used. Since consumer at-
titudes and buying behavior regarding the Black Friday ritual were examined,
individuals who had a regular income and had shopping on Black Friday were
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preferred. In addition, the opinions of store and cargo employees were also in-
cluded in the study.

Qualitative data were analyzed through the QDA Miner program and the frequen-
cy of the codes was revealed. Helm, Moulard and Richins (2015) developed a
scale based on the literature on consumer cynicism and interviews with consum-
ers. Scale encompasses all three elements of the concept of cynicism: general
opportunism, particular opportunism that harms consumers, and deception. Based
on the scale developed, related literature and the concepts obtained within the
scope of the interview, the code and theme list related to cynicism was created.
Regarding the cognitive dissonance theory, a code and theme list was created
based on related literature, Festinger’s (1957) article and consumer opinions.

The interviews continued until the participants started to repeat the same things
on certain topics (Thietart, 2001), that is, until the saturation level was reached.
Within the scope of the research, one-on-one interviews were conducted with 25
consumers, two store attendants and two cargo company employees.

4. Results

Within the scope of the interviews, it was seen that 16 out of 25 consumers show
buying behavior despite having negative attitudes. The majority of consumers
who have negative attitudes state that the adjective “black” has a negative con-
notation. Besides, they state that it evokes death, sadness and bad day. In this
context, it is seen that there is a negative psychological attitude towards the name
Black Friday. As a result of the interviews, the fact that the Friday, which is re-
garded as blessed by Muslims, is described as black leads to a negative attitude
by consumers. Moreover, Black Friday is seen as belonging to Western culture
and cannot be reconciled with Turkish culture. In this context, it is seen that con-
sumers have a negative attitude in terms of culture. Furthermore, Black Friday is
referred to as “consumption frenzy” and “part of the capitalist system”. Therefore,
consumers negatively interpret Black Friday with the concepts of capitalism and
overconsumption.

The obtained findings also display that 18 consumers have mistrust and fear of
being deceived regarding the companies organizing Black Friday. From the state-
ments of the store employees, it was concluded that consumer demand and prod-
uct returns were high in Black Friday shopping.

5.Conclusion

In the light of the research, it has been observed that consumers have a negative
attitude about the Black Friday ritual transferred from the West, mostly due to psy-
chological, religious and cultural reasons, as well as thoughts about capitalism and
excessive consumption, and they share a negative approach to the Black Friday
phenomenon and its name. In addition, it was concluded that there is a clear con-
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tradiction between the attitudes of the consumers and their buying behavior. It was
observed that consumers try to rationalize their buying behaviors by basing them
on various reasons. Moreover, it was concluded that some consumers performed
impulsive buying behavior on Black Friday.
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Ek-1 MULAKAT SORULARI

Degerli Katilimet,

Yapacagimiz bu miilakat ile Kara Cuma indirimlerinin tiikketici tutumu ve satin
alma davranisi tizerine etkisi aragtirilacaktir. Vereceginiz cevaplarin dogru veya
yanlis sonuglar1 yoktur. Onemli olan kendi bakis aginiz dogrultusunda dogru ol-
duguna inandigimiz goriislerinizi samimi bir sekilde paylasmanizdir. Sorulara ve-
receginiz cevaplar tamamen gizli tutulacak ve ii¢lincii sahislarla bilgi paylasimi
yapilmayacaktir.

Demografik Bilgiler

Egitim:
Cinsiyet:
Meslek:
Medeni Durum:
Yas:

Gelir Diizeyi: Yillik ortalama geliriniz ne kadar?

Tiiketici Tutumu ve Sinizm

Kara Cuma’ya iliskin ne diisiiniiyorsunuz? Sizin i¢in neyi ifade ediyor?
Neden? (Sinizm)

Kara Cuma isminin kullanilmasi hakkinda ne diisiiniyorsunuz? Neden?
(Sinizm)

Sizce toplumun Kara Cuma ismine iligskin goriisii nedir? Bu goriisii 5nem-
siyor musunuz? (Sinizm)

Kara Cuma’ya iliskin goriiglerinizi ¢evrenizle ve/veya sosyal medyada
paylasiyor musunuz? (Sinizm)

Artik firmalar tarafindan bu giinlin ismi degistiriliyor? Efsane Cuma,
Muhtesem Cuma gibi isimler tiiretiliyor. Bu konu hakkinda ne diisiinii-
yorsunuz?

Siz firmalarin yerinde olsaydiniz Kara Cuma ismiyle mi indirim kampan-
yasi yapardiniz? Ne zaman bu indirimi diizenlerdiniz?

O giin aligveris yaparken neler hissediyorsunuz? Stoklarin sinirlt olmast,
bir¢ok insanin alisveris yaptyor olmasi sizi nasil hissettiriyor?

Ritiiel
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e Kara Cuma giinii 6ncesi yapacak oldugunuz aligverisinize iligkin bir pla-
niniz/stratejiniz oluyor mu? Ornegin:

> Indirimleri takip etmek
» Nerede alisveris yapilacagina karar vermek
» Magazalar haritalandirmak
» Magaza ici eylem planlar1 gelistirmek
e Her sene Kara Cuma’da aligveris yapiyor musunuz?
e Kara Cuma aligverisini giinlin hangi saati yapiyorsunuz?
Satin Alma Davranisi
e Neden Kara Cuma giinii aligveris yapiyorsunuz?

e Kara Cuma giinii harcamaniz veya aldiginiz iiriin miktar1 diger giinlere
kiyasla fark ediyor mu?

e O giin aklin1zda olmayan seyleri de aldiginiz oluyor mu?

e Nereden aligveris yapmayi tercih ediyorsunuz? (Internet, AVM, AVM di-
sindaki magazalar)

e Bu aligveris genel olarak beklentinizi karsiliyor mu? (Sinizm)
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ABSTRACT

The study aims to examine the publications related to digital marketing published in 1985-
2021 with the social network analysis method and to reveal the research trends in the
digital marketing field. For this aim, publications with “digital marketing” in the title
were scanned in the Scopus database. In the study, bibliometric data of 469 publications
downloaded from the Scopus database were used. Bibliometric analysis was carried out
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DIiJITAL PAZARLAMA LITERATURUNUN BiBLIiYOMETRIK VE
GORSELLESTIiRME ANALIZi iLE iNCELENMESI

oz

Aragtirmanin amaci, 1985-2021 yillarinda yaymnlanmis dijital pazarlama ile ilgili ya-
yinlart sosyal ag analiz ile incelemek ve dijital pazarlama alanindaki egilimleri ortaya
¢ikarmaktir. Bu amagla Scopus veri tabaninda bashiginda “digital marketing” gegen
yayinlar taranmistir. Calismada Scopus veri tabanindan indirilen 469 yaymin bibliyometrik
verileri kullanilmistir. Yayin dili, yayin yili, yayn tiirleri, dergi atif agi, anahtar kelime ve
konu egilimleri ve yazar ortak atif ag1 i¢in bibliyometrik analiz yapilmistir. Elde edilen
bulgulara gore dijital pazarlama olan ilginin 2017 yilindan itibaren 6nemli dlgiide arttigi
sOylenebilir. Yayimlar agirlikli olarak konferans bildirileri ve makalelerden olugmaktadir.
Yayinlarin dilleri Ingilizce, Portekizce ve Ispanyolcadir. Yaymlarin orijin iilkeleri ise si-
rastyla Hindistan, Amerika ve Birlesik Kralliktir. “Digital Marketing” dergisi en sik atif
alan dergi olurken, Kannan ve Li (2017) en ¢ok atif alan makale olarak belirlemistir. Geng
yetiskinlerin ilgileri, gelisen biiyiik veri ve tiiketici satin alma davranisi en ¢ok ¢alisilan
konulardir. Yayinlarda yaygin olarak kullanilan anahtar kelimeler dijital pazarlama, pazar-
lama, ticaret, sosyal medya, satig, sosyal aglar, insan, yapay zeka, internet ve biyiik veri
olmustur.

Anahtar Kelimeler: Dijital pazarlama, sosyal ag analizi, bibliyometrik, citespace
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1. Introduction

The field of marketing and its applications are changing with the widespread use
of the Internet and the development of information technologies. Digital trans-
formation has started in the field of marketing as in every field as a result of the
Internet and the developing technologies in recent years. With the digital transfor-
mation, the habits of people have also changed, and the problem of space and time
has disappeared. Therefore, it can be said that digital media is an indispensable
communication tool for people. Today, traditional marketing activities have also
entered the digitalization process as every field is affected by digital technologies
(Sengtiler, 2019). With technology and the internet, digitalization has begun, and
the concept of digital marketing has emerged (Ertugrul, 2018). With digital mar-
keting, the way in which many issues such as consumer behavior, factors affecting
purchase intention, customer complaints process, and new behavior patterns are
handled has also begun to change.

Digital marketing has received increasing attention in the last ten years in the
marketing literature. The study’s main purpose is to examine the international
studies in the field of digital marketing with social network analysis. In the study,
bibliometric analysis, which is one of the social network analyses, was used. Bib-
liometric and visualization analysis is the application of mathematical and statis-
tical methods to studies published in a given year (Pritchard, 1969). In bibliomet-
ric studies, certain features of publications are included in the analysis, and their
findings regarding scientific networks are revealed (Al and Costur, 2007). For
this reason, bibliometric and visualization analyses can be conducted in countries,
journals, authors, etc., which guide the study on a particular subject and provide
a roadmap for the research to be done (Aydin, 2014). The current research aimed
to examine the studies focused on digital marketing in the WoS database with
bibliometric analysis. Thus, trends in digital studies can be revealed, and sugges-
tions can be made for future research. Within its scope of marketing for digital
marketing, the study aims to answer the following questions: “What is the current
status of the studies in the literature on digital marketing?”, and “What are the
subject trends in the studies on digital marketing?”. Within the scope of this study,
the data of 469 publications with the word “digital tourism” in their titles were
downloaded from the Scopus database. The data were analyzed in the CiteSpace5
social network analysis program. In the study, the past of digital marketing in the
marketing field was shown, and suggestions for future study topics were made.

2. Development of Digital Marketing

Technological developments have not only affected information and communi-
cation tools, but also changed the needs of people. Thus, the concept that human
needs are essentially endless has emerged while laying the foundations of a con-
sumer-oriented marketing era (Ay and Unal, 2002). In this context, the American
Marketing Association made a definition of marketing in 1985. According to this
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definition, marketing is the planning and implementation process of determining
the prices, promotion, and distribution of services, products, and ideas to cre-
ate changes that will enable achieving organizational and personal goals (Tekin,
2007). Over the years, modernization in the field of marketing has led to contin-
uous transformation and change. Therefore, marketing strategies have adapted
to current process requirements, and thus marketing has succeeded in meeting
changing consumer needs over time. The significant shift in marketing strategies
is the transformation of marketing operations into digital environments with tech-
nological developments. This digitalization, which combines technical communi-
cation applications and marketing, brings consumers and producers much closer
today (Merisavo, 2006).

With the new order shaped after the Second World War, globalization and new
information technologies have accelerated. In all areas, the transition from tradi-
tional understandings to more modern ones has begun. Over time, countries with
changing political administrations, socio-economically changing regions, and
new generations have differentiated their previous habits, needs, and priorities.
While marketing strategies were production-oriented in the 1930s, they switched
to product-oriented in the 1950s. Then, in the 1980s, marketing strategies began
to be more sales-oriented. Finally, marketing strategies are now customer-orient-
ed (Gileryiiz, 2019). Today, technological developments and modern marketing
methods, which are used more and more, form digital marketing activities. Mod-
ern and technological methods, such as methods that have changed with some
existing traditional methods, also bring new areas used in digital marketing. When
they are examined in general, they can be listed as relationship marketing, da-
ta-based marketing, viral marketing, and network marketing.

Relationship marketing focuses on providing profitability to the enterprise by in-
creasing sales by considering the needs of customers and establishing and devel-
oping relationships with consumers. Data-based marketing is the use of informa-
tion such as name, surname, gender, age, e-mail, telephone number, purchased
products as a marketing tool, in which customer information is stored as an ar-
chive (Kash and lban, 2009). Viral marketing occurs when customers share their
positive or negative thoughts on the Internet through various social networks as
a result of their experiences with the company’s products and services and affect
other customers (Avcilar, 2005). With the new era that started with the increase
in technological developments and the spread of the Internet, the structural fea-
tures of the internet not only remained in the technological field, but also began
to integrate into life socially. Therefore, the Internet has gained value both as a
technological innovation and as a new formation that has a social place. With
the widespread use of the Internet, the variety of marketing types has increased.
Marketers who actively use the Internet and aim to reach consumers directly have
focused on social networks. With the effect of globalization, marketing practices
on social networks have diversified (Castells, 2004).
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In the last years of the 20th century, access to the Internet has increased rapidly
with the technological revolution. The Internet, which was used only for military
purposes at first, later became used for commercial and social purposes in the
1990s. Technological developments in the 21st century and the formation and
spread of the digital environment have affected consumption and purchasing as
well as marketing. This innovation has made it an area preferred by businesses,
institutions, and brands searching for a new target audience (Cizmeci and Ercan,
2015). Furthermore, with the use of the Internet on mobile devices over time,
people have started to spend their time on the Internet on mobile devices. There-
fore, mobile devices connected to the Internet have affected the lives of people
and changed their purchasing behaviors and habits. Thus, today businesses have
started to include digital marketing in their budgets to market their products and
services (Ryan, 2016).

According to Merisavo (2006), digital marketing is a form of marketing that aims
to spread promotional activities efficiently through the opportunities offered by
information and communication technologies. Simoes et al. (2019) state that dig-
ital marketing is the marketing of products and services through digital platforms
that use digital technology to satisfy customers, increase brand awareness, sales,
and customer loyalty. According to Odabas1 and Oyman (2003), digital marketing
is the use of internet-related digital technology to achieve marketing objectives
and assist existing marketing methods such as consumer or business orientation.
Digital marketing is also called online marketing, e-marketing, interactive mar-
keting, and web marketing. In order to promote the brand and business, digital
marketing refers to the continuity of the business by using interactive networks
such as the Internet and mobile instead of traditional media tools such as maga-
zines, television, and radio (Altindal, 2013). Kogak et al. (2018) defined digital
marketing as the use of Internet and mobile platforms tools to support all market-
ing activities in this process while promoting and marketing the businesses and
products in which they operate.

With the integration of technology with social life and corporate life, significant
developments and differences have emerged. Many subjects in conventional mar-
keting have started to change rapidly with the unlimited possibilities offered by
technological developments in digital marketing (Bulunmaz, 2016). Digital mar-
keting has gained importance with the rapid access of people to the Internet and
smartphones. Digital marketing has brought significant benefits to both businesses
and consumers. With digital marketing, businesses have a new area to sell their
products and services with different promotional activities. On the other hand,
consumers have the opportunity to make a purchase at any time and place they
want, without incurring time costs. The most important benefits of digital market-
ing are that it is more practical and less costly compared to other types of market-
ing (Stewart and Zhao, 2000). With digital marketing that develops with digitali-
zation, consumers can get information about products and make purchases faster
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by spending less time in more comfortable environments. With digital marketing,
physical storage, time, place, and geographical location have become unimportant
details (Ryan, 2016).

3. Bibliometric Studies in the Field of Marketing

The most important benefit of digital marketing to businesses is that it gives con-
sumers the opportunity to reach certain target audiences related to personalized
products. Therefore, the subject of digital marketing has started to attract a lot of
attention in the academic field in recent years. Bibliometric analyses are needed to
identify growing interest, past studies, and future study topics. While bibliometric
studies describe a current situation, they are based on statistical and mathematical
analyses of studies in the literature, such as the evolution of studies in different
disciplines and publication types (Broadus, 1987). Social network analysis, which
is used in bibliometric studies, explains the relationships between publications,
authors, topic clusters, and keywords. While bibliometric studies give an idea to
the authors regarding a field, these studies contribute to the acquisition of essential
authors and their perspectives in that field (Benckendorff and Zehrer, 2013).

Sakar and Cehit (2013) analyzed bibliometrically the articles on marketing pub-
lished in SSCI journals from Turkey between 1980 and 2012. As a result, they
determined that studies on marketing are multi-authored, and publications in the
field of tourism are in the foreground. It has been revealed that keywords used
most frequently are international marketing, global marketing, consumer prefer-
ences, brand, and quality. Zeren and Kaya (2020) conducted a bibliometric analy-
sis with 334 studies in the national literature within the scope of digital marketing.
According to the results, studies on digital marketing have started in the national
literature since 2003, and it continues to increase every year. The authors deter-
mined that digital marketing, mobile marketing, and social media marketing were
the keywords used mostly.

Oztiirk (2020) examined 32 publications published in the field of niche market-
ing bibliometrically. The author has determined that there has been an increasing
study interest in niche marketing since 2017 and determined that the words used
together are information technology, textile, clothing, and agriculture. Kavak and
Sunaoglu (2020) carried out bibliometric analysis of graduate theses prepared in
the field of marketing science in 2010-2020. As a result, it has been determined
that the three most studied topics are brand and brand management, consumer
behavior, and marketing communication.

Nicolas et al. (2020) examined the marketing publications published in Web of
Science and Scopus databases between 1990 and 2017. The authors determined
that the most interesting topics in the field of marketing are advertising, consumer
behavior, trust, innovation, and customer satisfaction. Patrick and Hee (2020) re-
viewed 789 publications on online marketing that they accessed from the Scopus
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database. According to the study results, they determined that in the field of online
marketing, they mainly focus on social media marketing tools such as Facebook,
Twitter, and Instagram.

Yal¢in and Sarigiil (2021) performed a bibliometric analysis of publications on
green marketing from the Web of Science database. According to the findings, the
most used word in green marketing is sustainability. In the context of keywords,
the most used concepts are green product, sustainable development, environment,
green consumption, sustainable consumption, corporate social responsibility, and
consumer behavior. Saleem et al. (2021) subjected 1025 publications on green
marketing published between 1977 and 2020 to bibliometric analysis. Accord-
ing to the word analysis they carried out, it was revealed that the topics of sus-
tainability, sustainable development, sustainable marketing, and environmental
marketing related to green marketing were the mostly researched in the last ten
years. Eryasar and Gontillioglu (2021) were analyzed and examined the studies
on “nudging” prepared in the field of marketing between 1996 and 2020. As a
result of the research, it has been observed that nudge will help marketing stud-
ies and social structures related to marketing in developed countries. Even if the
keywords are chosen broadly to connect the two main fields, the youngness of the
study field also shows that there is a need for scientific publications in this field.

Erkan (2020) analyzed 1054 studies that were included in the title, abstract or
keyword of the word digital media in the Scopus database with the R software.
According to the study results, the most used keywords are social media, big data,
and electronic commerce. Furthermore, the author determined that the countries
with the most studies were America, India, and England. This study carried out
has two differences from those studies. The first study is to do with a total of
469 publications where the word digital marketing is mentioned only in the title.
The reason why it was chosen only in the title is that although the word digital
marketing is mentioned in the abstract, some studies do not focus on digital mar-
keting. The second difference is that the visualization was also made using the
CiteSpaceS program, which is a bibliometric analysis program that has proven
itself in social network analysis.

4. Method

The purpose of the study is to examine the publications related to digital mar-
keting published in the Scopus database between 1980-2021. In the Scopus da-
tabase, the concept of “digital tourism” was scanned only in the title, and it was
determined that there was a total of 469 publications. Relevant data for these
469 publications were downloaded from the Scopus database on May 22, 2021.
Bibliometric analysis was conducted to reveal author co-citation networks, pub-
lication co-citation networks, journal co-citation networks, topics, and keyword
trends. The CiteSpace$5 statistical program was used. The data of 469 publications
obtained from the Scopus database were uploaded to the Citespace5 software, and
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analysis was performed. CiteSpace5 is a Java-based program used to analyze and
visualize trends (Chen et al., 2010).

The term “bibliometrics” is a concept originally coined by Alan Pritchard in 1969.
Pritchard defines bibliometrics as the application of mathematical and statisti-
cal methods to analyze written communication and to guide the processes of this
communication and the reality and development of a discipline (Lawani, 1981).
Bibliometrics is one of the methods revealing the development of the field by ex-
amining the studies carried out in a certain field (Al, 2012). In addition, bibliomet-
ric analysis is a method that can use many analysis techniques such as co-entity,
co-citation, co-author, bibliographic matching (Nova-Reyes et al., 2020).

Network densities, average silhouette values, and modularity values were calcu-
lated with the analyses performed. Network density determines the extent to which
potentially existing connections in a network are used (Al and Dogan, 2012). The
modularity value determines whether a network will be divided into independent
clusters. The modularity value takes a value between 0 and 1. If the modularity
value is low, it means that the network cannot be divided into clusters with clear
boundaries. If the modularity value is high, it can be said that the network can be
divided into clusters, and the network is well-structured. The average silhouette
value is used to determine the maximum number of clusters. The silhouette takes a
value between (1) and (-1) (Chen et al., 2010). An average silhouette value greater
than 0.7 indicates that the cluster is strong (Simovici, 2007).

In the study, journal citation network, publication citation network, author co-cita-
tion network, digital marketing topic clusters, and word analysis were determined
according to centrality value. The centrality value shows the connection level of
a node with other nodes that are not connected to each other. The high centrali-
ty value of a node indicates that it is a bridge connecting other nodes (Ni et al.,
2017). The log-likelihood ratio (LLR) algorithm was used to determine the topic
trends of the publications.

5. Findings

There are a total of 469 publications on digital marketing in the 1985-2021 peri-
od. While the first publication was made in 1985 (1 publication in 1985), it was
determined that there was a rapid increase in publications related to digital mar-
keting every year. There are a total of 92 publications in 2019 and a total of 124
publications in 2020. The distribution and percentages of publications by year are
given in Table 1.
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Table 1. Distribution of Publications by Years

Year N %
2021* 46 9.81
2020 124 26.44
2019 92 19.62
2018 54 11.51
2017 31 6.61
2016 30 6.40
2015 19 4.05
2014 19 4.05
2013 12 2.56
2012 8 1.71
1985-2011 34 7.25
Total 469 100

*From January 01 to May 22

Distribution and percentages related to publication types are given in Table 2.
When we look at the types of publications, the first three publication types related
to digital marketing are 240 articles, 126 conference papers, and 39 book chapters.
While there are 24 compilation publications, there are six books. As we get closer
to today, the number of articles continues to increase very rapidly, which shows
that the field attracts attention. Since the research was conducted in 2021, the
number of articles is expected to increase in the following period.

Table 2. Distributions by Publication Type

Type N %

Article 241 51.28
Conference Paper 126 26.92
Book Chapter 39 8.33
Compilation 24 5.13
Editor’s Note 16 3.42
Brief Study 10 2.14
Book 6 1.28
Notes 4 0.85
Conference Critic 3 0.64
Total 469 100

The distribution and percentages of the studies related to the publication languag-
es are given in Table 3. When we examine the publication languages, there are
English (449 publications), Spanish (8 publications), Portuguese (7 publications),
German (3 publications), French (1 publication), and Japanese (1 publication).
There are no publications available in Turkish. The fact that English is accepted
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as an international academic language, that important sources in the field of digital
marketing are published in English.

Table 3. Publication Language Distribution

Language N %
English 449 95.74
Spanish 8 1.71
Portuguese 7 1.49
German 3 0.64
French 1 0.21
Japanese 1 0.21
Total 469 100

When the origin countries of the publications are examined, the first five countries
are India (83 publications), America (62 publications), United Kingdom (36 pub-
lications), Indonesia (31 publications), and Portugal (24 publications). There are
no publications from Turkey.

5.1. Journal Citation Network

The results of the social network analysis applied to reveal the journals in which the
publications are widely cited and important publications related to digital marketing
are visualized are presented in Figure 1 according to the degree of centrality.

DIGITAL MARKETING

=4
JOURNAL OF MARKETING
JOURNAL OF BUSINESS RESEARCH

Figure 1. Journal Citation Network Image

According to the findings of social network analysis, a journal citation network
consisting of 400 links and 1610 nodes was obtained. There are 52 clusters in the
journal citation network. The density of the cluster was calculated as 0.0202. The
modularity value was calculated as Q = 0.67, and the average silhouette value
was 0.85. These values show that the journal co-citation network has clusters that
are clearly separated from each other and that the clusters have a strong structure.
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The network values of the first five journals that have an important place in the
network are summarized in Table 4.

Table 4. Top Five Journals in the Journal Citation Network

Journal F Year Cluster#
Digital Marketing 52 2017 1
Journal of Marketing 40 2013 0
Journal of Business Research 30 2018 1
Journal of Interactive Marketing 28 2014 1
Harvard Business Review 25 2012 0

The first journal with the highest number of citations in studies published on dig-
ital marketing is “Digital Marketing,” with 52 citations. While the second journal
is “Journal of Marketing,” with 40 citations, the third journal is “Journal of Busi-
ness Research,” with 30 citations. These sources are sources with a high impact
factor as well as having a lot of studies in terms of publication number. It is im-
portant for researchers who will work in this field to turn to these journals in order
to increase the impact of their research.

5.2. Author Co-Citation Network

An author citation network consisting of 167 clusters, 265 links, and 152 nodes
was obtained according to the degree of centrality obtained by the social network
analysis applied to reveal the author-common citation network. The density of the
cluster was calculated as 0.0043. The modularity value is calculated as Q = 0.95,
and the average silhouette value is 1. These values show that the journal co-cita-
tion network has clusters that are clearly separated from each other and that the
clusters have a strong structure. The network values of the top 10 authors who
have an important place in the network are summarized in Table 5.

Table 5. Citation Number of Top 10 Authors

Author F Year Cluster#
Gupta S 4 2020 13
Ahuja V 4 2015 58
Martin EJ 3 2015 125
Grilo A 3 2015 17
Martins J 3 2018 1
Kumar GA 2 2019 66
Nigam D 2 2020 64
Mekonnen A 2 2016 70
Dumitru D 2 2019 21
Bajpai C 2 2017 8
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As seen in Table 5, the studies published on digital marketing and examined in the
present study mostly cited Gupta’s work, with four citations. After Ahuja, Martin,
Grilo, and Martins are the most cited authors, in that order.

5.3. Publication Citation Network

According to the results of the social network analysis conducted to reveal the
common citations of the publications examined in the study, the publication cita-
tion network consists of 465 nodes and 2638 links. The publication citation net-
work is visualized as in Figure 2.

Binleow TS
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Dahiya R (2018)

Figure 2. Publication Citation Network by Degree of Centrality

The publication citation network consists of 200 clusters. The density of the clus-
ter was calculated as 0.025. The modularity value was calculated as Q = 0.50.
These values show that the journal co-citation network has clusters that are clearly
separated from each other and that the clusters have a moderate structure. The
network values of the first five publications that are important in the network are
given in Table 6.
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Table 6. Citations from Citation Sources (Top 5 Publications)

Publication Tag

Kannan, PK. and Li, H. (2017). Digital marketing: A framework, review
and research agenda. International Journal of Research in Marketing,
34(1), 22-45.

Tiago, M. and Verissimo, C. (2014) Digital marketing and social media:
why bother?. Business Horizons, 57(6), 703-708.

Smith, K.T. 2012. Longitudinal study of digital marketing strategies tar-
geting millennials. Journal of Consumer Marketing, 29(2), 86-92.

Jarvinen, J. and Karjaluoto, H. (2015). The use of web analytics for digi-
tal marketing performance measurement. Industrial Marketing Manage-
ment, 50, 117-127.

Wang, Y. and Tang, T. (2003). Assessing customer perceptions of web-
site service quality in digital marketing environments. Journal of Orga-
nizational and End User Computing, 15, 14-31.

F Cluster#
260 0
173 0

90 0

89 0

73 1

As seen in Table 6, the most cited (260 citations) publication about digital market-
ing is the article by “Kannan and Li” in 2017. The second is the article published

by Tiago and Verissimo in 2014,
5.4. Digital Marketing Topic Clusters

The citation network of the publication obtained in the study also reveals the trend
themes in a field. Citing different studies in a particular field to a particular re-
search has often referred to the similar themes of these studies (Uksul, 2016). The
identified digital marketing topic clusters are summarized in Table 7.

Table 7. Digital Marketing Topic Clusters

Subject LLR p-value Cluster F Silhouette  Year
Young adult interests 89.72, 1.0E-4 0 62 0.935 2016
Developing big data 62.81, 1.0E-4 1 49 0.742 2017
Consumer buying behavior 66.16, 1.0E-4 2 42 0.862 2018
Consumer buying intend 60.08, 1.0E-4 3 39 0.814 2017
Digital marketing platform 38.88, 1.0E-4 4 33 0.864 2014
Digital marketing compliance 41.22, 1.0E-4 5 28 0.776 2019
Modern portfolio theory 65.82, 1.0E-4 6 26 0.906 2016
Innovative digital marketing trend 81.25, 1.0E-4 7 26 0.903 2017

When the subject clusters were examined, it was determined that the most studied
subjects were “young adult interests” with 62. The silhouette value of the cluster
with the theme of young adult interests is 0.935, and it can be said that it is ho-
mogeneous. Studies in the cluster refer to publications published in 2014, 2016,

2017, 2018, and 2019.
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5.5. Word Analysis

To better understand the relationship between the digital marketing collaborative
studies, keyword analysis was carried out using the frequency of keywords occur-
ring together. According to the findings of the social network analysis, a keyword
network consisting of 391 nodes and 1605 links was obtained. There are 42 clus-
ters in the keyword network. The density of the network was calculated as 0.021,
the modularity value Q = 0.60, and the average silhouette value 0.85. These values
show that the journal co-citation network has clusters that are clearly separated
from each other and that the clusters have a strong cluster structure. Table 2 sum-
marizes the top 10 common keywords used in publications in terms of frequency
and centrality.

Table 8. Common Keywords and Centrality Values Used in Publications (Top 10)

Word F Word Centrality
Digital marketing 255 Trade 0.37
Marketing 145 Marketing 0.25
Trade 113 Social media 0.21
Social media 59 Advertisement 0.15
Sales 26 Consumer behavior 0.12
Social network 23 Artificial intelligence 0.11
Human 22 Big data 0.10
Artificial intelligence 19 Sales 0.09
Internet 17 Human 0.09
Big data 15 Social network 0.08

According to the result, the first three keywords are digital marketing, marketing,
and trade, while the top three keywords in terms of centrality are trade, marketing,
and social media.

6. Conclusion, Recommendations, and Limitations

The study is a bibliometric analysis of studies on digital marketing. Each biblio-
metric analysis study obtains results related to its specific field. This is a limitation
of the study. As a result of the bibliometric analysis of the data obtained by using
secondary data in the study, by analyzing digital marketing studies in the field of
marketing, it is aimed to reveal the historical, subject, and content relationship and
trends in the field of digital marketing. According to the study findings, the topic
of digital marketing is getting more and more attention every year, and the number
of publications is increasing every year. According to the publication types, most
publications on digital marketing are articles, while the most published language
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is English. According to the results of Erkan’s (2020) study, while the first three
countries of origin are America, India, and England, respectively, in this study,
India, America, and England are determined.

According to the results of the journal citation network, the most cited journal
on digital marketing is “Digital Marketing” (52 citations). Out of 469 published
studies on digital marketing, Kannan and Li’s (2017) article is centrally located
in the publication citation network with 260 citations. According to the digital
marketing topic cluster analysis, the top three clusters of topics are “young adult
interest,” “developing big data,” and “consumers purchasing behavior” clusters.
According to the word analysis carried out, it is recommended that those who
want to do a study on digital marketing should consider consumer behavior, social
media, artificial intelligence, big data, and social networks. For researchers who
want and are interested in doing research in the common field of digital marketing,
reviewing the most cited articles and the most published journals within the scope
of the study will help them both get to know the field better and find research
topics to study in the field.

In this study, the time interval in which the data of the study was obtained is a
limitation of the study. Considering that both marketing and digital marketing
literature will develop over time, as in all disciplines, it is recommended to repeat
studies with the bibliometric method, which provides longitudinal analysis, con-
sidering that the results of the study will differ in different time periods. However,
only bibliometric analysis results are included in this study. The theoretical foun-
dations of digital marketing literature are evaluated with a subjective approach
within the framework of the main themes obtained as a result of bibliometric
analysis. For this reason, it is recommended to evaluate trends in digital marketing
literature by combining different analysis methods such as content analysis and
meta-analysis, together with bibliometric analysis in future research. Although
theoretical studies have been made on digital marketing in general, it can be said
that there are limited studies on this subject. Therefore, it will provide guidance
to both marketers and academics to research the subject of digital marketing and
provide a competitive advantage to businesses. Determining digital marketing on
the basis of sectors by examining it with bibliometric analysis on the basis of sec-
tors will contribute to both the literature and enterprises.
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KUSURLU URUN KRiZi VE URUN GERi CAGIRMA
LITERATURU UZERINE KAVRAMSAL BiR iINCELEME !¢
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Kalite ve is siireglerindeki gelismelere ragmen yakin ge¢miste yasanan pek ¢ok olay gos-
termistir ki, kusurlu triin krizleri ve bu krizlere bagl olarak gergeklestirilen iiriin geri
cagirmalar hem tiiketicileri hem de firma ve paydaslarini etkileyen karmasik siirecleri
beraberinde getirmektedir. Her bir krizin kendine 6zgii olmasi, baglaminin birbirinden
farklilasmasi ve arastirma yaklasimlarindaki farkliliklar nedeniyle alanda ¢ok sayida ca-
lisma bulunmaktadir. Bu durum bir yandan konuya iliskin bilginin derinlesmesine katk1
saglarken ayni zamanda alan yazinin olduk¢a yogun ve karmagik hale gelmesine de yol
acmaktadir. Diger yandan, kusurlu iiriin krizleri izerine yapilan ¢aligmalarin agirlikli ola-
rak gelismis iilkelerde yogunlastigi, Tiirkiye gibi geligmekte olan iilkelerde ise konuya il-
ginin yeni yeni artmaya bagsladig1 goriilmektedir. Bu ¢alisma, Tiirkiye’den aragtirmacilarin
bu konuya ilgilerini ¢ekebilmek ve alanda yapilacak yeni calismalar tesvik edebilmek
i¢in alana iliskin temel kavram ve siiregleri agiklamayi, alanda yapilan ¢aligmalar
sistematik bigimde sunmay1 ve gelecekte yapilabilecek arastirmalar i¢in 6neriler getirmeyi
amaglamaktadir. Bu kapsamda oncelikle temel kavram ve siiregler agiklanmig, sonrasinda
alanda yapilmis ¢aligmalar sunulmus ve gelecek ¢alismalar i¢in Oneriler getirilmistir.
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A CONCEPTUAL REVIEW ON PRODUCT-HARM CRISIS AND
PRODUCT RECALL LITERATURE

ABSTRACT

Despite the developments in quality and business processes, many recent incidents have
shown that product-harm crises and product recall based on these crises have brought
along complex processes affecting both consumers and the company and its stakeholders.
There are many studies in the field due to the unique nature of each crisis, the differ-
entiation of its context, and the differences in research approaches. While this situation
contributes to the deepening of the knowledge on the subject, it also causes the related
literature to become quite intense and complex. On the other hand, studies focusing on
the product-harm crisis are mainly concentrated on developed countries while the interest
in the subject has just been increasing recently in developing countries such as Turkey.
Therefore, this study aims to explain the basic concepts and processes, present the studies
in the field systematically, and make suggestions for future researches to attract research-
ers from Turkey to encourage new studies in the field. In this context, firstly the basic con-
cepts and processes have been explained, then the studies in the field have been presented
and suggestions for future studies have been made.

Keywords: Product-harm crisis, product recall, crisis response strategy
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1. Giris

2016 yilinda Samsung tarafindan piyasaya siiriilen Galaxy Note 7 serisi dnemli
bir kusurlu iiriin krizi yaratmis, beraberinde de kapsamli bir geri ¢cagirmaya konu
olmustur. Uriiniin satisa ¢tkmasinin hemen ardindan telefonunun asir1 1sinma so-
nucu patladigr yoniinde sikayetler gelmeye baslamistir (Forbes, 2017). Samsung
ilk olarak, yeni iirlinlerin piyasaya ¢ikmasini durdurmus, arkasindan yaptigi de-
taylt inceleme ile Galaxy Note 7 serisinde kullanilan bataryalarin hatali oldugu
gerekeesiyle diinya genelinde 2.5 milyon iiriinii kapsayan bir ‘goniilli geri cagir-
ma’ baslatmistir (Reuters, 2016). Firma, tedarik¢i degisikligine giderek sorunu
cozmeye calissa da sikayetlerin devam etmesi nedeniyle 11 Ekim itibariyle Ga-
laxy Note 7 serisi telefonlarin iiretim ve satislarini tamamen durdurmus, miiste-
rilerine de ilgili modeli kullanmay1 birakmalar1 yoniinde duyuruda bulunmustur.
Yasadig itibar kaybina ek olarak geri cagirmalar ve {irlin kontrolleri i¢in yaklasik
5.3 milyar dolar harcayan firmanin yilin 3. ve 4. ¢eyreklerinde pazar paymin ve
karliligmin diistiigii goriilmiistiir (Reuters, 2016; The Washington Post, 2018).

Samsung Ornegi, diinyanin en biiylik ve basarili firmalarinin bile kusurlu iirin
krizleri ile karsilasabileceginin ve bu gibi durumlarda 6nemli dl¢lide zarara ug-
rayabileceklerinin (Gibson, 1995; Singh vd., 2019) yakin tarihli 6rneklerinden
birisidir. Firmalarin en biiylik kabuslarindan olan (Van Heerde vd., 2007) kusurlu
tiriin krizleri (Product-harm crisis, PHC), ¢ok sayida bilesenin g6z 6niinde bulun-
durulmast gereken hassas bir yonetim siirecini ifade etmektedir (Huang, 2008).
Bu agamada firmalarin krize yonelik yaklagimlari, kriz slirecinin nasil yonetile-
cegi noktasinda belirleyici olmaktadir (Bernon vd., 2018). Zira, krizler karsisinda
firmalarin geri cagirma (product recall), telafi, iletisim vb. hususlara yonelik izle-
yebilecegi cesitli stratejiler sz konusudur. Fakat her krizin 6zgiin bir yapiya sahip
olmasi nedeniyle (Darling vd., 2009), stratejik kararlar 6ncesinde firmalarin krizin
kaynagimi ve diger karakteristik 6zelliklerini dogru sekilde anlayabilmesi (Ketc-
hen vd., 2014), sonrasinda bu bilgilere dayanan uygun stratejik adimlar izlemesi
gerekmektedir (Gundel, 2005). Dahasi, krizin degerlendirilmesi ve uygun strate-
jilerin belirlenmesi siirecinde firmalarin sahip oldugu kurumsal itibar (Grunwald
ve Hempelmann, 2010) ve marka denkligi (Rea vd., 2014) gibi soyut degerlerin
de g6z onilinde bulundurulmasi 6nem tagimaktadir. Boylelikle, krizin olumsuz et-
kilerinin azaltilabilmesi ve tiiketiciler tizerinde olumlu bir izlenim yaratilabilmesi
miimkiin olabilecektir (Lee, 2005; Chiu vd., 2013). Bu kapsamda, kusurlu iiriin
krizlerinin olas1 sebeplerini, kriz siirecinin ¢ok degiskenli yapisini, kriz strate-
jilerini ve bu tiir krizlerin sebep olabilecegi ciddi sonuglari ortaya koyabilmek
amaciyla pazarlama alaninda ¢ok sayida arastirma yapilmistir. Farkli aragtirma
yaklagimlar (6rnek olay incelemeleri, deneysel tasarimlar vb.) da alandaki ¢esit-
liligi arttirmistir. Alana yonelik bu yogun ilgi, bir yandan bilgi birikimini énemli
6l¢iide artirmis ama ayni zamanda da alan yazinin olduk¢a yogun ve karmasik
hale gelmesine yol agmistir. Bu durum kusurlu iirtin krizleri ve iiriin geri ¢cagirma
literatiirli ¢ercevesinde derleme ve sistematik literatiir taramalarina ihtiyacin dile
getirilmesine neden olmustur (Liu ve Shankar, 2015; Wowak ve Boone, 2015;
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Cleeren vd., 2017; Khamitov vd., 2020). Uluslararasi alan yazinda son yillarda bu
amagla gergeklestirilmis derleme ve alan yazin ¢aligmalari olmakla birlikte (bkz.
Wowak ve Boone, 2015; Cleeren vd., 2017; Khamitov vd., 2020), iilkemizde bu
konu yeni yeni ilgi duyulan (bkz. Buran, 2011; Ozdemir Cakir, 2013; Kahraman,
2016; Yakut, 2018a; Yakut, 2018b; Akin vd., 2018; Ozdemir, 2018; Ergen Keles,
2019; Kilig, 2019, Erzurumlu, 2019; Erol, 2020; Kiling ve Baycu, 2020) bir alan
haline gelmistir. Kusurlu iiriin krizleri her tilkede yasanmakla birlikte, gelismis
iilkelerde gerek yasalar gerekse tiiketici farkindaligi nedeniyle konuya daha fazla
onem verildigi goriilmektedir. Bu durum sadece uygulama agisindan degil aka-
demik ilgi acisindan da gecerlidir. Dolayisiyla, alanda gelismekte olan iilkeler
acisindan literatiir 5Snemli bir bosluga sahiptir (Cleeren vd., 2017). Ulkemizde de
uygulamanin gelismesine paralel olarak akademik calismalarin da artmas1 gerek-
tigi diistiniilmektedir.

Tiim bu gerekgelerden hareketle bu ¢alisma, Tiirkiye’den arastirmacilarin bu ko-
nuya ilgilerini ¢ekebilmek ve alanda yapilacak yeni ¢aligmalart tesvik edebilmek
icin alana iligkin temel kavram ve siirecleri agiklamayi, alanda yapilan ¢aligsmalari
sistematik bigimde sunmay1 ve gelecekte yapilabilecek arastirmalar igin Oneriler
getirmeyi amaglamaktadir. Bu amag¢ dogrultusunda ilk olarak, kusurlu iiriin krizi
ve iirlin geri ¢cagirmalara yonelik genel bir ¢erceve c¢izilmis, krizlerin temelinde
yer alan karakteristik 6zellikler, kusurlu {iriin krizi ve {iriin geri ¢agirma siirecin-
de firma davranisi, bu tiir krizlerin farkli taraflar {izerindeki olast sonuglar1 ele
alimmigtir. Devaminda, gegmis arastirma akimlart ve bu arastirmalarin baslicalar
tarafindan ele alinan konular, bu arastirmalarin bulgulari ve genel egilimleri orta-
ya konulmustur. Sonug boliimiinde ise konuya yonelik genel bir degerlendirmede
bulunulmus ve gelecek arastirmalara yonelik oneriler getirilmistir.

2. Literatiir incelemesi
2.1. Temel Tanim ve Kavramlar

Giiniimiizde firmalar ileri teknolojik olanak ve liretim siireclerine ya da operas-
yonel agisindan basarili deneyimlere sahip olsalar bile, pazara kusursuz iiriin
sunma noktasinda hala sorunlar yasayabilmektedir (Ahsan ve Gunawan, 2014).
Gegmis aragtirmalar tiriinlerin giderek daha karmasik bir hal almasi, medyanin
bu tiir konulara yonelik ilgisinin artmasi, tiriin giivenligi mevzuatlarinda yasanan
gelismeler (Dawar ve Pillutla, 2000; Klein ve Dawar, 2004) ve firmalar arasinda
artan rekabet (Souiden ve Pons, 2009) gibi gelismeleri bu duruma sebep olarak
gostermektedir. Bu anlamda her gecen yil artan oranlarda meydana gelmeye de-
vam eden kusurlu iirlin krizleri (Gao vd., 2015), firmalar agisindan ciddi bir tehdit
olarak dikkat cekmektedir (Clark, 1988). Nitekim Kraft’in bagirsak enfeksiyonu-
na neden olan fistik ezmeleri (2007), Mattel’in kursunlu boya i¢eren oyuncaklari
(2007), Toyota’nin gaz pedali takilmasi sorunu (2010), Takata’nin kusurlu hava
yastiklar1 (2013-giliniimiiz), General Motors’un hatali kontak anahtarlar1 (2015),
Volkswagen’in emisyon skandali (2015), Samsung’un asir1 1sinma problemine
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sahip Galaxy Note 7 modeli (2016) ve Boeing’in sistem hatasi kaynakli sorun-
lar yasayan 737 Max serisi ugaklari (2019) yakin ge¢cmiste yasanan kusurlu {iriin
krizlerinin yalnizca birkagidir (Van Heerde vd., 2007; Korkofingas ve Ang, 2011;
Ahsan, 2013; Jiang vd., 2018; Lee ve Atkinson, 2019; Johnsson vd., 2019).

Literatlirde kriz tiirlerinin agiklanmasina yonelik ¢esitli yaklasimlarin yer aldigi
goriilmektedir. Buna karsin genel bir anlayisla kusurlu {iriin krizlerini, triinlerin
performanslarina yonelik problemleri konu alan marka krizleri olarak konumlan-
dirmak miimkiindiir (Dutta ve Pullig, 2011; Baghi ve Gabrielli, 2019).
Kavramsal agidan ise ‘kusurlu diriin krizi®’, “Uriinlerin kusurlu, giivensiz ve
tehlikeli oldugu karmasik durumlari” ifade etmektedir (Dawar ve Pillutla, 2000).
Diger bir deyisle, kusurlu iiriin krizini “lirtinlerin hatali, hatta tehlikeli oldugu
tespit edilen, medya-nin giindeminde One ¢ikan karmasik olaylar” seklinde
tanimlamak miimkiindiir (Siomkos ve Kurzbard, 1994). Ote yandan kusurlu {iriin
krizi literatiiriinde genis bir yere sahip olan ‘iirlin geri ¢agirma’ kavrami ise
belirli triinlerin olast giiven-lik riskleri nedeniyle iiretim, satis ve diger
operasyondan uzaklastirilmasini ifade etmektedir (Ahsan ve Gunawan, 2014).
Bu anlamda kusurlu iiriin krizleri olayin 6ziinii teskil ederken {irlin geri ¢agirma,
bu tiir krizlerin bir sonucu olarak karsimi-za ¢ikmaktadir (Wei vd., 2016).

Uriinlerin yasam dongiisiinde ani bozulmalara sebep olan (Siomkos ve Kurzbard,
1992) kusurlu {iriin krizlerinin genellikle; tiretici ihmali, {irliniin hatali kullani-
mi1 ve/veya sabotaj gibi sebeplerden kaynaklandigi goriilmektedir (Siomkos ve
Malliaris, 1992). Cleeren vd. (2017), kusurlu {iriin krizlerine sebep olan unsurlari
“kriz Onclilleri” olarak ifade etmekte ve bunlarin firmanin ge¢mis geri cagirma
deneyimi, ge¢mis liretim tecriibeleri, Tirtin kalitesi ve {irlin yelpazesinin genisli-
ginden meydana geldigini belirtmektedir. Berman (1999) ise giivenlik kaygila-
rina dayanan bir kusurlu {iriin krizinin ve devaminda gergeklestirilen {irlin geri
cagirma faaliyetlerinin tasarim hatasi, liretim hatasi, daha o6nce giivenli oldugu
diisiiniilen bir {iriin veya malzemenin tehlikeli oldugu/olabilecegi yoniinde yeni
bilimsel bilgilerin ortaya ¢ikmasi, yanlislikla doganin kirletilmesi, iirtiniin etkileri
hakkinda yaniltici/gizleyici birtakim islemlerin yapilmasi, 6ngoriilemeyen hatali
kullanim veya giivenlik standartlarinin saglanamamasi gibi sebeplerden kaynak-
lanabilecegini ileri siirmektedir. Bu anlamda kusurlu riin krizleri ¢ok ¢esitli 6n-
ctillerden/sebeplerden kaynaklanabilmektedir. Giinlimiizde ¢ok sayida sektor ve
iiriin grubunun bu tiir krizlere konu oldugu bilinmekle birlikte, 6zellikle otomobil,
ilag, tibbi cihaz, elektronik alet, oyuncak ve gida iiriinlerinin (Hora vd., 2011)
siklikla geri cagrildig1 goriilmektedir. Ayrica bu geri cagirmalar yalnizea ilgili
iiriiniin tiiketicilerine degil, firma ve is birlikgileri ve faaliyet gosterdigi endiistri
kolu agisindan ¢esitli sonuglar dogurabilmektedir (Ahsan ve Gunawan, 2014). Bu

Gergeklestirilen literatiir taramast sonucunda kavramin Tiirkg¢e karsiligi noktasinda lizerine anlagmaya
varilmis ortak bir kullanimin mevcut olmadigi goriilmektedir. Bu nedenle ¢alismada “Product-harm crisis”
kavramina yonelik tanimlamalardan hareket edilerek “kusurlu iiriin krizi (KUK)” seklinde bir kavramsal-
lastirmaya gidilmis ve ¢aliymanin tamaminda bu sekilde kullanilmistir.
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noktada kusurlu iirlin krizinin sonuglari, firmanin geri cagirma siirecini yonetmek-
teki basarisina bagli olarak sekillenmektedir.

Ust diizey yonetimden alt diizey deger zinciri faaliyetlerine kadar firmanin gesit-
li boyutlarina yonelik 6nemli hususlar1 etkileyen iiriin geri ¢agirma (Steinback,
2016), daha 6nce de ifade edildigi tizere temel olarak giivenlik standartlarini kar-
stlamayan {irlinlerin yenisiyle degistirilmesi veya pazardan toplanmasi islemidir
(Zavala ve Ramirez-Marquez, 2019). Fakat gecmis uygulamalar géz 6niinde bu-
lunduruldugunda, tiim kusurlu iiriin krizlerinin iirlin geri ¢cagirma ile sonuglan-
madig1 goriilmektedir (Anwar, 2014; Cleeren vd., 2017). Chu vd. (2005) krize
konu olan bir {iriinlin geri ¢agrilmasi i¢in ilgili irliniin tiiketiciler agisindan dnemli
diizeyde tehlike arz etmesi, tehlikeli maddeler icermesi, yanlis kullaniminin ciddi
sakatlik veya oliim riski tasimasi ve/veya {iriin giivenlik standartlarin1 ve diizen-
lemelerini ihlal etmesi gerektigini ifade etmektedir. Nitekim, belirtilen gerekce-
lerden bir ya da birkaginin tiretici, distribiitor, ithalatci, kullanict veya ilgili resmi
kurum tarafindan tespiti geri ¢agirma siirecinin baslatilmasina neden olmaktadir
(Chu vd., 2005; Magno, 2012). Sekil 1°de gosterildigi lizere geri cagirma siire-
ci sorunun {retici veya yetkili makamlar tarafindan tespiti durumunda dogrudan
baslatilmaktadir. Sorunun tiiketiciler tarafindan tespit edilmesi durumunda ise bu
stirec iiretici firmanin konuya yaklasimina bagli olarak daha gecikmeli bir sekilde
baslatilabilmektedir. Bu anlamda geri ¢agirma siirecinin resmi olarak baglatilmasi
kriz yasayan firmanin, ilgili resmi kurumun ya da bu iki tarafin ortak karariyla
gerceklesmektedir (Chu vd., 2005).

Tiiketicinin T oo Tiiketicinin q
Sorunun N — Ureticinin etlili Resmi
titketici ey konuyla ilgili b4 makamlarin
saticl ile 3 makamlara e a3
tarafindan P geri doniig - tiretici ile
tespit edilmesi LA Vapmamasi LR goriismesi
kurmasi bulunmasi \
Ureticinin
Sorunun firetici sorunu kabul
tarafindan etmesi ve geri
tespit edilmesi gagirmayl
\_ baslatmasi

J

Tiiketicinin geri ¢agumayla ilgili
bilgilendirilmesi

Sorunun yetkili
makamlar
tarafindan

tespit edilmesi

Sekil 1: Geri Cagirma Siireci (Ahsan ve Gunawan, 2014)

Geri ¢agirma siirecine yonelik resmi kararin verilmesi sonrasinda ilk adim bir geri
cagirma bildiriminde bulunulmasidir. Ilgili firma veya resmi kurumlarca yapilan
bu bildirim geri ¢cagirmanin kim tarafindan gergeklestirildigi, hangi tirline yonelik
oldugu, iiriinle ilgili sorunun ne oldugu, tiiketicilerin hangi yollar izleyebilecegi
(lirtintin kullanimina yonelik giivenlik veya uyar1 mesaji, {iriiniin nereden iade edi-
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lebilecegi gibi), liriin iadesi, onarim1 veya degisimi i¢in bagvuru noktalar1 ve daha
detayl1 bilgi i¢in iletisim bilgilerini igermektedir (Ahsan ve Gunawan, 2014). Geri
cagirma siireci kapsaminda sorumlu firmalar yaygin olarak, kusurlu iiriiniin atil-
masini istemek, tiiketiciye tamir kiti gondermek, iirlinii tamir i¢in servis alanlari-
na ¢agirmak, liriinii yenisiyle degistirmek icin servis alanlarina ¢agirmak ve/veya
tiiketiciye lirlin bedelini iade etmek gibi yaklasimlar izlemektedir (Ni vd., 2014).
Esasen bu noktada yapilmasi beklenen, sorun yasanip yasanmadigina bakilmaksi-
zin kusurlu iirlin krizine konu olan tirlinlerin tamaminin geri cagrilmasidir (Eilert,
2013). Fakat {iriin, bilgi ve nakit akisi gibi hususlar1 kapsayan bir ters lojistik
faaliyeti olan geri ¢agirma siireci (Ahsan, 2013), firmanin sahip oldugu stratejik
kaynaklara ve siireci yonetmedeki basarisina bagli olarak sekillenmektedir. Bu
anlamda firmalar, sorunlu iiriinlerin tamamina ulasildig1 kusursuz bir geri ¢agir-
ma, sorunlu Giriinlerin yani sira risk tagiyabilecegi diisiiniilen {irlinleri de kapsayan
bir asiriya kagan geri ¢agirma, sorunlu iriinlerin partiler halinde geri ¢agrildigi
bir kademeli geri ¢cagirma veya geg aksiyon alinan ve sorunlu iirliniin ne oldugu,
kimlerde bulundugu vb. bilgilerin belirsiz oldugu gibi sebeplere dayanan bir eksik
geri ¢cagirma yaklasimi izleyebilmektedir (Ketchen vd., 2014).

Kusurlu iirlin krizi kaynakli geri ¢agirma uygulamalar1 her gecen giin daha da
yayginlagmaktadir (Li ve Wei, 2016). Nitekim, 1966 senesinde Amerika’da oto-
mobil ve otomobil bilesenlerine yonelik geri ¢agirma sayis1 58 iken, 2008 yi-
linda bu rakamin 684’¢ yiikseldigi goriilmektedir (Bae ve Benitez-Silva, 2013).
Yine Amerika’da tliketici iiriinlerine yonelik artan bir geri ¢agirma trendinin s6z
konusu oldugu goriilmektedir. 1988 yilinda 8 milyon tiiketici iiriiniini kapsayan
221 geri ¢agirma gerceklestirilmisken; 2010 yilinda 124,7 milyon adetten fazla
iiriinii kapsayan ¢ok sayida geri cagirma gerceklesmistir (Chen ve Nguyen, 2013).
Tiim diinyada artma egilimi gosteren geri ¢agirma rakamlar1 (Samaraweera vd.,
2014), cesitli ¢evreler acisindan kaygi verici bir duruma da isaret etmektedir
(Luo, 2008). Zira, Amerika Tiiketici Uriin Giivenligi Komisyonu (US Consumer
Product Safety Commission, CPSC) verilerine gore 2014-2015 yillar1 arasinda
Amerika’da kusurlu veya tehlikeli tiiketici {iriinleri nedeniyle 15 milyonu askin
yaralanma (CPSC, 2016) ve yaklasik 4200 oliim (CPSC, 2017) gergeklesmistir.
Kusurlu iirtin krizlerinin neden olabilecegi bu riskler, geri ¢agirmalarin artmasi-
nin yani sira iilkelerin ¢esitli kurum ve kuruluslar gelistirmek suretiyle tedbirleri
artirmalar1 sonucunu da beraberinde getirmistir. Bu ¢abalarin neticesinde Ameri-
ka’da Ulusal Karayolu Trafik Giivenligi Idaresi (National Highway Traffic Safety
Administration, NHTSA), Gida Giivenligi ve Muayene Servisi (Food Safety and
Inspection Service, FSIS), Gida ve Ilag idaresi (Food and Drug Administration,
FDA), Tiiketici Uriin Giivenligi Komisyonu (Consumer Product Safety Commis-
sion, CPSC) ve Cevre Koruma Kurumu (Environmental Protection Agency, EPA)
gibi federal kuruluslar (Ni vd., 2014); Yeni Zelanda da Tiiketici Isleri Bakanli-
&1 (Ministry of Consumer Affairs), Ana Sanayi Bakanlig1 (Ministry of Primary
Industries), Ulastirma Kurumu (Transport Agency), Ilag Giivenligi Online Geri
Cagirma Veri Tabani1 (Medsafe Online Recall Database) ve Yeni Zelanda Tiike-
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ticileri (Consumer NZ) birimleri (Ahsan ve Gunawan, 2014); Avrupa Birligi’nde
acil durum alarm sistemi RAPEX (http-1), Brezilya’da PROCON (Brandao vd.,
2016), Avustralya’da Uriin Yénetimi (Australian Therapeutics Goods Administ-
ration) birimi (Eagle vd., 2005) faaliyet gostermektedir. Bu kapsamda Tiirkiye’de
ise Ticaret Bakanligi’nca yliriitiilen Piyasa Gozetimi ve Denetimi uygulamalari
(http-2) ile Bilim, Sanayi ve Teknoloji Bakanligi'na baglh kurulan Sanayi Uriinleri
Giivenligi ve Denetimi Genel Midiirliigii (http-3) gibi girisimler bulunmaktadir.

Ozetle, kusurlu iiriin krizleri firmalarin yasadig1 beklenmedik ve cesitli tehditler
barindiran olaylari, geri ¢agirma ise bu tiir durumlarda firma tarafindan atilacak
adimlar1 ifade etmektedir. Bu tiir krizlerin temelinde birtakim onciiller yer almak-
ta, bu onciiller ve krizin karakteristik 6zellikleri firma davraniglarinin sekillen-
mesine yardimci olmaktadir. Firma davraniglari ise basta tiiketici ve firma olmak
iizere cesitli paydaslar agisindan krizin olasi sonuglarini sekillendirmektedir. Sii-
recin igleyisinin daha iyi anlasilmasi amaciyla asagida Sekil 2 i¢inde verilen mo-
del olusturulmustur.

Kusurlu Uriin Krizinin . Kusurlu Uriin
. Firma Davranisi . .
Sebepleri Krizlerinin Sonuglart
Firma Kaynakh Tiiketiciye Yonelik
- Tasarnum hatalan - Kriz tepki stratejisi - Maddi & fiziksel zarar
- Uretim hatalar - Kize tepki verilen - Olumsuz duygu
- Etiket kaynaklt Zaman - Sug atfi ’
sorunlar - Telafi stratejisi - Satw alma niyeti
- Giivenlik - Kiiz iletisimi )
standartlarinin ihlali
Firma ve

Doganun kirletilmesi . "
Isbirlikcilerine Yonelik

Firma Dis1 Kaynakh

- Maddi maliyetler
- Yeni bilimsel bulgular - Yasal yaptinmlar
- Sabotaj Kusurlu Uriin Krizlerinin Karakteristik Ozellikleri - Salig ve pazar payl
- Marka degeri
Krize iligkin Firmaya lligkin Tiiketiciye [liskin - Hisse ﬁym.hf“
- Kurumsal itibar
- Kiiz tiirii - Kriz gegmisi - Sug atfi - Malka 1maji
- Krizin siddeti - Diger unsurlann - Uriin kalitesine - Orglitsel 6grenme
- Benzﬁr krizlerin 1‘<.atflum ) yonellk gegmis Endiistriye Yonelik
sikhigr - Uriin geri inanglar
B Kayné_igl.r!. saguma - Olumsuz yayilma
belirsizligi
- Krizin basinda
tuttugu yer

Sekil 2: Kusurlu Uriin Krizi Siireci (Yazarlar tarafindan gelistirilmistir)

2.2. Kusurlu Uriin Krizlerinin Temelinde Yer Alan Karakteristik Ozellikler

Her kriz dogasi geregi farkli bir yapiya sahip olmakla birlikte (Darling vd., 2009),
Oziinde tiim krizlerin degisen diizeylerde olsa bile birtakim ortak temel unsurla-
11 barindirdig1 goriilmektedir (Fink, 2000°den aktaran Kalbassi ve Kauf, 2017).
Krizlerin karakteristik 6zelliklerini meydana getiren bu unsurlarin kapsam ve dii-
zeyleri, hem tiiketicilerin krize yonelik algi, tepki ve davraniglarinin anlagilmasi
(Jung, 2011), hem de firma tarafindan dogru stratejik adimlarin atilabilmesi agi-
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sindan oldukga biiyiik bir dneme sahiptir (Gundel, 2005). S6z konusu karakte-
ristik 6zelliklerin nelerden olustugu noktasinda net bir anlayis olmadigi, gegmis
arastirmalarca bu kapsamda cesitli faktorlerin ele alindig1 goriilmektedir. Nite-
kim, bu karakteristik 6zellikleri Steinbach (2016) krizin siddeti (severity), firma-
nin kriz ge¢misi (history), benzer krizlerin siklig1 (frequency) ve diger unsurlarin/
paydaslarin katilimi (involvement of other entities); Liu ve Shankar (2015) krizin
basinda tuttugu yer (media coverage), siddeti ve iirlin kalitesine iliskin gecmis
inanclar; Hsu ve Cheng (2018) ise olumsuz haber (negative publicity), sug atifla-
rinda bulunma (blame attribution) ve iiriin geri ¢cagirma seklinde ifade etmektedir.
Ayrica kriz kaynaginin belirli olup olmamasi (ambiguity) (Pearson ve Clair, 1998;
Germann vd., 2014) ve kriz tiiriinii de (fype of crisis) (Coombs, 1998; Hora vd.,
2011) kusurlu {irtin krizlerinin karakteristik 6zellikleri kapsaminda degerlendiren
calismalar bulunmaktadir. Her bir karakteristik 6zellik, kusurlu {iriin krizlerine
yonelik 6nemli bir noktay1 temsil etmekle birlikte, bazilarinin kaynak ve/veya
kapsam agisindan birbiriyle ortiismekte oldugu goriilmektedir. Nitekim, kriz tiirii,
krizin siddeti, benzer krizlerin siklig1, kaynagin belirsizligi ve krizin basinda tut-
tugu yer krize iliskin ozellikler, kriz gegmisi, diger unsurlarin katilimi ve tiriin geri
cagirma firmaya iligkin ozellikler ve sug atfi ile Uriin kalitesine yonelik gecmis
inanclar ise tiiketiciye iligkin ozellikler seklinde bir mantiksal ayrima tabii tutmak
miimkiindiir. Bu noktada, ilgili karakteristik 6zelliklerin ifade ettikleri anlamlarin
ve varsa birbirleriyle olan benzer yonlerinin agiklanmasi 6nem tasimaktadir:

e Kriz tiirii, krizin neden kaynaklandig1 sorusuna yanit aramaktadir. Zira,
kusurlu triin krizleri dogal afet veya asilsiz sdylentiler gibi ¢ok cesitli
sebeplere dayanabilmektedir (Hyun ve Choi, 2018). Bu acidan kriz tiirti
krizin 6nciiliinii bagh olarak sekillenmekte, tiiketicilerin ve firmanin krize
yonelik algi ve tutumlar tizerinde etkili olabilmektedir (Coombs, 1998).

o Krizin siddeti, kusurlu iirlin krizinin neden oldugu yaralanma ve dliimleri,
zarar goren mal ve miilkleri, toplum ve ¢evre iizerindeki etkileri ve olu-
san maddi kayiplari ifade etmektedir (Coombs, 2006). Kriz siddeti, neden
oldugu zarar ve kayiplardan hareketle yaygin bir sekilde ii¢ diizey iizerin-
den ele alinmaktadir. Buna gore ilk diizey, siddetin en biiyiik oldugu ve
ilgili Giriinii kullananlarin ciddi ve kalici saglik sorunlariyla karsilagtigi ve
hatta 6liimleriyle sonuglanan durumlart; ikinci diizey, siddetin orta derece
oldugu ve ilgili iirtinti kullananlarin gegici olarak saglik sorunlar1 yasadigi
durumlari; Gigiincti diizey ise siddetin en diisiik oldugu ve ilgili tirtint kul-
lanan kisilerin saglig1 iizerinde herhangi bir tehdidin s6z konusu olmadigi
durumlari ifade etmektedir (Kumar ve Budin, 2006).

o Benzer krizlerin sikligi, herhangi bir {irlin grubunun ilgili firmanimn yani
sira diger firmalar tarafindan ne siklikla geri ¢agrildigimi agiklamaktadir
(Steinbach, 2016).

o Kaynagin belirsiz olmasi, diger unsur/paydaslarin katilimiyla yakin ilis-
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kili bir karakteristik 6zelliktir. Zira kaynagin belirsizligi temel olarak
krizin kimden kaynaklandiginin (iiretici, tedarik¢i veya dagitici kaynak-
I1 gibi) bilinmedigi durumlar1 (Furnham ve Ribchester, 1995) ve krize
yonelik bilginin miktar, tiirli, giivenilirligi gibi noktalara yonelik soru
isaretlerini ifade etmektedir (Ellsberg, 1961).

Krizin basinda tuttugu yer, olumsuz haberler boyutunu da kapsamakta
ve krize yonelik basinda yer alan gelismeleri/haberleri ifade etmektedir.
Krize yonelik olumsuz haberler, tiiketicilerin risk algisi lizerinde oldukga
biiyiik etkiye sahiptir (Siomkos ve Kurzbard, 1994) ve kusurlu iiriin krizi
gibi ciddi konular karsisinda tiiketicilerin iireticiden ziyade basina giiven-
digi goriilmektedir (Ahluwalia vd., 2000).

Kriz gegmisi, ilgili firmanin benzer krizlerle daha 6nce de karsilasip kar-
stlagsmadig1 sorusuna yanit vermektedir (Coombs, 2006).

Diger unsurlarin/paydaslarin katilimi, s6z konusu kusurlu iiriin krizinde
sorumlulugun kime ait oldugunun tespitine yonelik siirece ilgili firmanin
yani sira iiretici, dagitici, tedarikgi, perakendeci vb. paydaglarin da dahil
edilmesiyle ilgilidir (Steinbach, 2016).

Uriin geri cagirma, kusurlu iiriin krizleri durumunda firmalar agisindan
onemli bir stratejik arag¢ olarak kullanilabilmektedir. Her ne kadar krizle-
rin tamamu iiriin geri ¢agirma ile sonuglanmasa da (Anwar, 2014; Cleeren
vd., 2017) ilgili {iriiniin geri ¢agrilip cagrilmamasina yonelik bir deger-
lendirme siireci tiim kusurlu iirlin krizleri i¢in s6z konusudur (Siomkos
ve Kurzbard, 1994).

Suc¢ atfi, kaynagin belirsiz oldugu ve cesitli unsurlarin/paydaglarin s6z
konusu oldugu kriz durumlarinda bireylerin igerisinde bulundugu gerilimi
ve belirsizligi azaltmak/ortadan kaldirmak i¢in ¢esitli ipuclarindan hare-
ketle birtakim sug atiflarinda bulunma egilimi gosterdigini aciklamaktadir
(Laufer ve Coombs, 2006). Atfetme Teorisi (Attribution Theory) temelli
bu yaklasima gore bireyler ¢evrelerinde gergeklesen olaylarin nedenlerini
anlayabilmek igin cesitli gerekcelerden hareketle birtakim atiflarda bu-
lunmakta ve boylelikle i¢erisinde bulunduklart durumu anlamlandirmaya
calismaktadir. Bu agidan atif siireci, 6zellikle kusurlu tirlin krizleri gibi
olumsuz ve dogas1 geregi cogunlukla kaynagin belirsiz oldugu (Pearson
ve Clair, 1998) durumlarin anlamlandirilmasi noktasinda 6nemli bir isle-
ve sahiptir (Baghi ve Gabrielli, 2019).

Uriin kalitesine iliskin gecmis inanclar, krizin kendisine dair faktorler
ve kriz siirecinde firma davraniglarinin 6tesinde tiiketicilerin {irline yo-
nelik gecmisten gelen degerlendirmelerinin kriz siirecine yonelik deger-
lendirmeleri iizerindeki etkisini agiklamaktadir (Dawar ve Pillutla, 2000).
Bu noktada tiiketicilerin firmaya yonelik algi, degerlendirme ve beklen-
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tilerinin sekillenmesine aracilik eden kurumsal itibar ve marka denkligi
gibi unsurlar da etkili olabilmektedir. Zira firmanin kurumsal itibar dii-
zeyi (yiiksek veya diisiik), kusurlu tirtin krizleri karsisinda uygun firma
davraniglariin belirlenmesi siirecinde diizenleyici bir rol oynamaktadir
(Souiden ve Pons, 2009; Xie ve Keh, 2016). Buna gore yiiksek kurumsal
itibarin, krizin algilanan 6nemini diisiirmede diisiik itibarh firmalara gore
daha basarili oldugu (Siomkos ve Kurzbard, 1994) ve tiiketicilerin yiik-
sek itibarli firmalar1 glivenilir, sorumlu ve hosgiiriilebilir olarak degerlen-
dirmeye meyilli olduklar1 goriilmektedir (Wang, 2019). Benzer sekilde
marka denkliginin de ilgili siire¢ iizerinde 6nemli etkileri bulunmaktadir
(Dawar ve Pillutla, 2000; Rea vd., 2014).

Ozetle, kusurlu iiriin krizi ve iiriin geri ¢agirma siireci ¢ok sayida faktdriin 5Sneme
sahip oldugu karmasik ve hassas bir ddnemdir. Bu anlamda s6z konusu karakteris-
tik 6zellikler, firmalar acisindan krizlerin anlasilmasi ve krizler karsisinda uygun
stratejik adimlarin atilabilmesi noktalarinda 6nemli ipuglar1 saglayarak bu karma-
sik siirecin anlamlandirilmasina katki saglamaktadir.

2.3. Kusurlu Uriin Krizi ve Uriin Geri Cagirma Siirecinde Firma Davramsi

Kusurlu iiriin krizi ve bu tiir krizlere bagli olarak gergeklestirilecek iiriin geri ca-
girma siirecinde firma davranislari; kriz tepki stratejisinin® (response strategy)
belirlenmesi, ilgili irlinlin geri ¢agrilmasi i¢in uygun zamanin (recall time) tespiti,
sorunun telafisine yonelik (recovery-remedy) adimlarin planlanmasi ve kriz ileti-
simine (crisis communication) yonelik kararlarin verilmesi gibi birtakim stratejik
faktorlerden meydana gelmektedir (Dawar ve Pillutla, 2000; Jung, 2011; Eilert
vd., 2017; Liu vd., 2017). Bu stratejik faktorlerin dogru sekilde planlanip uygula-
nabilmesi i¢in ise daha 6nce de belirtildigi iizere s6z konusu krizin karakteristik
ozelliklerinin anlasilabilmis olmas1 gerekmektedir (Li ve Wei, 2016). Ayrica, ku-
rumsal itibar ve marka denkligi gibi firmanin sahip oldugu soyut degerler de fir-
ma davranisinin sekillenmesini etkileyen dnemli faktorler olarak 6ne ¢ikmaktadir.
Zira, bu degerler kimi durumlarda firmaya koruma saglarken kimi durumlarda ise
daha kirilgan bir ortamin olusmasina neden olabilmektedir (Rea vd., 2014; Zheng
vd., 2018).

Kriz tepki stratejileri “ilgili kurulusun bir krizden sonra sdyledigi ve yaptigi sey-
ler” olarak ifade edilmektedir (Coombs, 2006). Bu anlamda kriz tepki stratejileri,
kusurlu iirtin krizleri karsisinda firmanin olaya nasil yaklasacagi, ne tiir bir siireg
yonetimi sergileyecegi ve hangi sonuclara ulasacagi gibi asamalar iizerinde belir-
leyici olan etkin bir siireci kapsamaktadir. Tiiketicilerin algi, tutum ve davranis-
lar1 {izerinde etkili olan (Pizam, 1999; Coombs, 2012; Turk vd., 2012) kriz tepki

Kusurlu {iriin krizleri kargisinda firma tarafindan atilabilecek stratejik adimlar literatiirde tepki stratejisi
(response strategy), geri ¢agirma stratejisi (product recall strategy), kurumsal tepki & yanut stratejisi (cor-
porate response) gibi anlamsal agidan ayni noktay: isaret eden farkli kavramlarla ifade edilmektedir. Bu
nedenle ¢alismada da s6z konusu kavramlar es anlamli olarak kullanilmustir.
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stratejileri kuruluglarin itibarini, tiiketici ve diger paydaslarin giivenini koruma ve
yeniden tesis etme gibi fonksiyonlara sahiptir (Utz vd., 2013). Firmalarin kusur-
lu {irtin krizleri karsisinda izleyebilecekleri ¢esitli stratejiler s6z konusudur. Bu
stratejileri krizlerin tasidiklar1 karakteristik 6zelliklere ve firmanin yaklagimina
bagl olarak cesitlendirmek miimkiindiir (Siomkos ve Kurzbard, 1994; Chen vd.,
2009). Nitekim, ¢esitli arastirmacilar tarafindan 6ne siiriilen kategoriler Tablo 1
yardimiyla d6zetlenmisgtir:

Tablo 1. Kriz Tepki Stratejilerine Yonelik Cesitli Kategorik Yaklagimlar

Yazarlar Onerilen Kategorik Yaklagim
Marcus ve Goodman Uyum (accommodative strategies) veya savunma stratejilerinden (de-
(1991) fensive strategies) olusan aksiyonlardir.
Reddetme (denial), goniilsiiz geri ¢agirma (involuntary recall veya
Siomkos ve Kurzbard Jorced compliance), goniilli geri ¢agirma (voluntary recall) ve siiper
(1994) caba (super-effort) seklinde dort farkli yaklasimdan olusan firma yanit
stirecidir.

Engellemeden (stonewalling) kesin destege (unambiguous support)

Dawar ve Pillutla (2000) uzanan firma davraniglaridir.

Atfetme Teorisi temellerinden hareketle diisiikk uyumlu stratejiler
(reddetme), 1limli uyum stratejileri (basitge kabul etme ve/veya
mazeret sunma) ve yiiksek uyumlu stratejiler (siiper ¢caba) seklinde {i¢
temel diizeyde yiiriitiilebilecek firma ¢abalaridir.

Coombs (2007)

Proaktif (proactive strategies) veya pasif (passive strategies) firma

Chen vd. (2009) yaklagimlaridir.

Tabloda 6zetlendigi lizere, kriz tepki stratejileri gesitli arastirmacilar tarafindan
benzer bir mantik cercevesinde farkli sekillerde kategorilere ayrilmigtir. Buna
karsin tim bu sistematik yaklasimlar arasinda Siomkos ve Kurzbard (1994) ta-
rafindan One siiriilen yaklagim, aragtirmacilar tarafindan yaygin bir sekilde kabul
gormekte ve literatiirde reddetme ve goniilsiiz geri ¢agirmanin pasif yaklagimlar,
gonillii geri cagirma ve siiper ¢abanin ise proaktif yaklasimlar olarak ifade edil-
mektedir (Dawar, 1998; Chen vd., 2009; Hora vd., 2011; Wowak ve Boone, 2015;
Bortoli ve Freundt, 2017; Bernon vd., 2018). Bu noktada ilgili stratejilerin detay-
landirilmasinda yarar goriilmektedir:

e Reddetme stratejisi, firmanin ortada bir kriz oldugunu veya krize yonelik
sorumlulugunu kabul etmedigi tepki stratejisidir (Laufer, 2012). Bu stra-
teji daha ¢ok firmanin krizin etkilerini azaltmaya ¢alistig1 ve ¢6ziim odak-
It adimlar atmay1 kabul etmedigi yaklasimi ifade etmektedir (Shrivastava
ve Siomkos, 1989). Ge¢cmis arastirmalar, bu stratejinin firmalarin dar go-
rliglii, savunmaci ve bencil olarak algilanmasina ve dolayisiyla krizden
olumsuz etkilenmesine neden olacagini ortaya koymaktadir (Siomkos ve
Shrivastava, 1993). Ote yandan reddetme stratejisinin 1980’lerde Audi
5000 modelinde yasanan ani hizlanma sorunu (Bates vd., 2007), 1989
yilinda gerceklesen Exxon Valdez Kazasi (Williams ve Olaniran, 1994)
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ve 2019 yilinda gerceklesen Boeing’in 737 Max serisi ugaklarinin sistem
hatas1 nedeniyle diismesi (Johnsson vd., 2019) gibi krizler karsisinda uy-
gulandigi bilinmektedir.

o Goniilsiiz geri cagirma stratejisi, esasen firmanin geri ¢agirmayi kabul
etmedigi, fakat hitkiimet ya da yetkili 6rgiitlerin talepleri sonucunda fir-
manin geri ¢agirmaya mecbur kalarak (Siomos ve Kurzbard, 1994) konu-
ya iligkin asgari yasal zorunluluklar1 yerine getirdigi uygulamadir (Kabak
ve Siomkos, 1990). Bu tiir geri ¢agirmalarin 6zellikle Amerika, Avrupa
Birligi gibi sivil orgiit vb. kuruluslarm yaygin ve etkin olduklari yerler-
de s6z konusu oldugu gériilmektedir. Ote yandan géniilsiiz geri cagirma
stratejisi, tiikketicilerin firmaya yonelik algi ve tutumlari {izerinde olumsuz
etkilere neden olabilmektedir (Laufer ve Coombs, 2006).

o Goniillii geri cagirma stratejisi, tiriin kalitesi ve giivenilirligine yonelik
endiselerin ve/veya olumsuz tespitlerin s6z konusu oldugu durumlarda
firma tarafindan proaktif bir anlayisla ilgili iiriiniin geri ¢agrildig stratejik
yaklasimdir (Ahsan ve Gunawan, 2014). Bu stratejinin temelinde hiikii-
met, yetkili 6rgiit vb. faktorlerin talepleri degil, firmanin tiiketici gliven-
ligine verdigi onem nedeniyle kendi inisiyatifiyle geri ¢cagirma siirecini
baslatmasi yer almaktadir (Laufer, 2012). 2007 senesinde Fisher-Price
firmasi tarafindan gergeklestirilen ve 500.000 oyuncagi kapsayan geri ¢a-
girma, gonilli geri ¢agirma uygulamasinin en bilinen drneklerindendir
(Chen vd., 2009).

e Siiper ¢aba, firmanin goniillii geri ¢cagirma faaliyetlerini daha da Gteye ta-
styarak tiiketiciyle etkin iletisim kurdugu ve sorunun giderilmesinin Gte-
sinde memnuniyet yaratacak birtakim ilave c¢abalarin ortaya konuldugu
yaklagimi ifade etmektedir (Laufer ve Coombs, 2006). Nitekim siiper caba
stratejisinin uygulanmasi silirecinde firma, geri ¢cagirma siirecini miisteri
lehine kolaylastirmak, ¢esitli indirim kuponlar1 tanimlamak ya da bagka
tiriinlere ait ticretsiz drnekler vermek gibi uygulamalara gidebilmektedir
(Siomkos, 1989). 1982-1986 yillar1 arasinda Johnson & Johnson’in karsi
karsiya kaldig1 Tylenol krizi doneminde firmanin izledigi strateji, siiper
caba icin giizel bir 6rnek teskil etmektedir (Murray ve Shohen, 1992).

Kusurlu iiriin krizi ve triin geri ¢agirma siirecinde firma davranisinin diger bir
onemli stratejik bileseni kriz tepki zamanidir. Zira firmanin kriz karsisinda gos-
terecegi reaksiyonun zamani tliketicilerin firmaya yonelik degerlendirmelerini
etkilemektedir (Mowen, 1980). Buna gore krize miidahalede yasanacak gecik-
meler para cezalari, bor¢ tazminatlari, azalan firma itibar1 (Ahmad vd., 2015) ya
da olayin derinleserek daha karmasik bir hal almasi (Davies ve Walters, 1998)
gibi ¢esitli dogrudan ve/veya dolayli maliyetlere yol acabilmektedir. Buna karsin
firmalarin kriz tepki zamanlar1 birtakim unsurlarin varligima ve diizeyine bagh
olarak belirlenmektedir. Nitekim, krizin altinda yatan sebebin tespitine yonelik
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yapilan arastirmalarin siiresi (Standop, 2006), basinin olaya ydnelik ilgisi ve ¢e-
sitli resmi kuruluslarin yaklagimi (Siomkos, 1999), firmanin krize yonelik proaktif
mi yoksa pasif bir yaklasim mi belirleyecegi, krize neden olan kusurun kaynagi
(Gretim hatas1 veya tasarim hatasi) ve geri ¢agirma siirecinin tedarik zincirinin
hangi halkas1 (iiretici, dagitici, perakendeci) tarafindan yiirtitiilecegi (Hora vd.,
2011) gibi hususlar kriz tepki zamaninin belirlenmesinde dnemlidir.

Telafi, kriz yonetimi siirecinin temel bilesenlerindendir (Hale vd., 2005). Kriz
literatiiriinde yer alan gesitli aragtirmalar, kriz sonrasi telafi ¢abalarinin miisteri
memnuniyeti ve sadakati gibi biligsel (Roschk ve Gelbrich, 2014) ya da agizdan
agza iletisim ve tekrar satin alma niyeti gibi davranigsal (Gilly ve Hansen, 1985)
yapilar tizerinde etkili olabildigini gostermektedir. Genellikle, tercih edilen kriz
tepki stratejisi, geri ¢agirmanin gergeklestirilme zamani, krizin telafisine yonelik
olarak tiiketicilere sunulan kolayliklar ve kriz siirecinde firma tarafindan benimse-
nen iletisim sekli gibi kriz yonetimi siirecine yonelik stratejik enstriimanlar, firma-
nin krize yonelik tutumuna bagli olarak birbirleriyle uyumlu bir diizen igerisinde
planlanip yiiriitiilmektedir. Buna karsin firmalar stratejik adimlar arasindaki uyu-
mu bazi kosullarda kismen de olsa goz ardi edebilmektedir. Mesela telafi uygu-
lamalari, krize konu olan iiriin ve miisteri sayisina bagli olarak kimi durumlarda
oldukea yiiksek maliyetli olabilmektedir. Bu nedenle firmalarin yiiksek maliyetli
durumlarda genis kapsamli telafi ¢abalarindan kagindig1 fakat krizin siddeti biiytik
ise kapsamli telafiler onermeye daha yatkin oldugu goriilmektedir (Liu vd., 2016).

Kusurlu iirlin krizi ve iiriin geri ¢agirma siirecinde firma davranigi kapsaminda
ele alinacak son stratejik unsur ise kriz iletigimidir. Kriz donemleri taraflar aci-
sindan belirsizlik ve stresin s6z konusu oldugu bir siire¢ olabilmektedir. Bu an-
lamda firmanin paydaslarla olan iletisimi 6nemlidir. Etkin bir kriz iletigiminde
olayin derinlesmesini 6nlemek amaciyla krizin gerekgesi ve ¢oziime yonelik ne
gibi adimlarin atilacagi yoniinde bilgiler verilmelidir (Bortoli ve Freundt, 2017).
Bu noktada Williams (1957), kriz dénemlerinde durumun ne kadar karisik oldu-
gu, eszamanli olaylarin sayis1 ve bu olaylarla ilgili hizli ve dogru bilginin 6nemi
gibi unsurlara bagh olarak mevcut iletisim kanallarindan saglanan bilgi akiginin
artirilmasi gerektigini ifade etmektedir. Ote yandan kimi durumlarda kriz iletisimi
stirecinin gecikmeli olarak yiiriitiilmesi de stratejik bir yaklagim olabilmektedir.
Zira, olayin gerceklesme anindan iletisime gegilecek zamana uzanan siiregte kri-
zin gerekgesi ve ¢oziimiine yonelik daha hassas bulgulara ulasilabilmesi ve bdy-
lelikle daha uygun stratejilerin gelistirilebilmesi miimkiin olabilmektedir (Ulmer
ve Sellnow, 2000). Buna karsin, kriz iletisiminde yasanacak gecikmelerin sebep
olabilecegi ciddi riskler bu konuda firmalarin kararlarini oldukga dikkatli sekilde
vermelerini gerektirmektedir.

2.4. Kusurlu Uriin Krizi ve Uriin Geri Cagirmanin Sonuclar

Firmalarm kusurlu tiriin krizi ve iiriin geri ¢agirma siirecindeki davranislari gesit-
li paydaslar agisindan farkli sonuglar dogurabilmektedir. Geleneksel agidan kriz
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siirecinin paydaslari, her ne kadar ilgili iiriinii pazara sunan firma ve o lriiniin
miisterileri olsa da pazarlarin kiiresellesmesi ve hibrit iirlinlerin artmasi gibi gelis-
melere paralel olarak paydas kavraminin kapsami1 da genislemistir (Muralidharan
ve Bapuji, 2009). Bu anlamda giinlimiizde kusurlu iiriin krizi firmanin kendisi,
misteriler, Uiretici, toptanci, perakendeci, yatirimcilar, stratejik ortaklar, rakipler
ve hiikiimet gibi ¢esitli gruplar {izerinde etkilere sahip olabilmektedir (Gibson,
1995; Singh vd., 2019). Bu etkiler ise daha 6nce de ifade edildigi iizere paydaslar
arasinda farkliliklar gosterebilmektedir. Firma i¢in olumsuz olan bir kriz, firmanin
rakipleri icin gesitli firsatlar yaratabilmekte (Cleeren vd., 2017) veya miisteriler
kriz kaynakli olumsuz deneyimler yasarken firma bu olay1 orgiitsel 6grenme agi-
sindan basarili bir siirece doniistiirebilmektedir (Haunschild ve Rhee, 2004). Bu
nedenle kusurlu {irlin krizi ve iiriin geri ¢agirmanin paydaslar tizerindeki etkileri-
ni, s0z konusu etkilerin benzerlikleri ve farkliliklarindan hareket ederek tiketiciye
yonelik sonuglar, firma ve is birlik¢ilerine yonelik sonuglar ve endiistriye yonelik
sonuglar seklinde li¢ farkli grup {izerinden ele almak miimkiindiir.

Tiiketiciye yonelik sonuglar, mevcut ve potansiyel tiiketicileri kapsamaktadir. Her
ne kadar kusurlu triin krizleri ¢ok cesitli paydaslar tizerinde etkili olsa da kriz-
ler temel olarak oncelikle tiiketicileri etkilemektedir (Ahsan ve Gunawan, 2014).
Kusurlu triin krizleri, tiiketicilerin esyalarinin zarar gérmesi, yaralanmasi, sakat
kalmasi ya da 6liimiiyle sonuglanabilen durumlara neden olabilmektedir (Zygli-
dopoulos, 2001; Hora vd., 2011). Gegmis arastirmalar kusurlu iiriin krizi ve {liriin
geri ¢agirmalarin tliketicilerde duygusal degisimlere neden olarak (Jung, 2011)
ofke, korku, saskinlik, kii¢iik diisme gibi birtakim olumsuz duygularin (Choi ve
Lin, 2009) agiga ¢ikmasina neden oldugunu ortaya koymaktadir. Ayrica, krizlerin
tiikketicilerin sug atiflar1 (Laufer ve Gillespie, 2004), iirin degerlendirmeleri (Klein
ve Dawar, 2004) ve tekrar satin alma niyetleri (Siomkos ve Kurzbard, 1994; Van
Heerde vd., 2007) {izerinde de olumsuz etkilere sahip oldugu bilinmektedir. Son
olarak, bu etkilerin mevcut tiiketicilerin yani sira potansiyel tiiketiciler i¢in de
s6z konusu oldugu goriilmektedir (Cleeren vd., 2017). Buna karsin ilgili triine
sahip olup olmamaya bagl olarak kriz ve geri ¢agirmalarin yansimalari mevcut
ile potansiyel tiikketiciler lizerinde farklilagabilmekte, bu durum firmalarin mevcut
ile potansiyel tiiketicilerin farklilasan beklentilerine yonelik cesitli yaklagimlar
gelistirmesini gerektirmektedir (Dawar ve Pillutla, 2000).

Firma ve is birlikcilerine yonelik sonuclar, firmanin kendisi, iiretici, toptanci,
perakendeci, yatirimeilar, stratejik ortaklar, diizenleyici ve denetleyici kurulus-
lar gibi kriz ve geri ¢agirmalardan olumlu veya olumsuz olarak benzer sekilde
etkilenen ve birbirleriyle dogrudan veya dolayli olarak iliski igerisinde bulunan
unsurlar1 kapsamaktadir. Ik olarak konuya firma perspektifinden yaklasilacak
olursa, kusurlu iirlin krizi ve geri ¢agirmanin firma tizerindeki etkilerini dogrudan
ve dolayl etkiler seklinde ikiye ayirmak miimkiindiir (Shrivastava vd., 1988; Pe-
arson ve Clair, 1998; Hora vd., 2011; Eilert vd., 2017). Buna gdre geri ¢agirma-
nin maliyeti, kusurlu {irliniin tamiri, yenisiyle degisimi veya licret iadesi ve yasal
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yaptirimlardan kaynaklanan tazminat ve diger masraflar bu siirecin firma agisin-
dan dogrudan etkileri olarak 6ne ¢ikmaktadir (Berman, 1999; Ahsan ve Gunawan,
2014). Ayrica kriz ve geri ¢agirmalarin tiiketici giiven ve inancini azaltmasi so-
nucunda (Xie ve Peng, 2009) firma satis ve pazar payinin daralmasi (Van Heerde
vd., 2007; Rubel vd., 2011), marka degerinin zarar gormesi (Anwar, 2014) ve
hisse senedi fiyatlarinin diigmesi (Chen vd., 2009) gibi baskaca dogrudan etkileri
de gozlenebilmektedir. Kriz siirecinin yonetilmesinde firmaca kurumsal itibar ve
marka degeri gibi faktorlere dayanan uygun stratejik adimlarin atilmadigi kosul-
larda ise birtakim dolayl etkiler de s6z konusu olabilmektedir (Siomkos ve Kur-
zbard, 1994; Cleeren vd., 2008; Grunwald ve Hempelmann, 2010; Korkofingas
ve Ang, 2011). Dogrudan etkilere kiyasla daha uzun bir siire zarfinda giin yiizline
cikan dolayl etkiler, agirlikli olarak firmanin soyut degerleri iizerinden gercekles-
mektedir. Nitekim, kusurlu {irtin krizi ve geri cagirmalar uzun vadede marka ima-
j1 (Cleeren, 2015), marka denkligi (Dawar ve Pillutla, 2000) ve kurumsal itibar
(Coombs, 2007) gibi unsurlar iizerinde agindirici etkilere sahip olabilmektedir. Bu
noktada Rupp (2004) dogrudan etkilere kiyasla dolayl etkilerin firmalar agisindan
daha biiyiik tehditler barindirdigini ileri siirmektedir.

Kriz ve geri ¢agirmalarin is birlik¢iler agisindan etkilerinin firma ile benzer ol-
makla birlikte daha farkli diizeylerde gerceklesebildigi goriilmektedir. Nitekim,
kusurlu {irlin krizi ve {irlin geri ¢agirma iiretici agisindan maliyetlerin artmasi ve
iiretici firmanin piyasa degerinin diismesi (Chu vd., 2005); toptanci ve perakende-
ci agisindan tiiketici beklentilerinin karsilanamamasi, olayin basinda yer almasi,
marka degerinin azalmasi ve tiiketici ve/veya yetkili kuruluslardan gelebilecek ya-
sal yaptirnmlar (Anwar, 2014); yatirimcilar agisindan hisse senetlerinde yasanacak
disiisler (Jarrel ve Peltzman, 1985); stratejik ortaklar agisindan tiiketicilerin sug-
lamalar1 neticesinde sorumlu firmayla benzer olumsuzluklarla karsilasma (Singh
vd., 2019); denetleyici ve diizenleyici kuruluslar agisindan ise ilgili endiistri da-
linin daralmasi, issizlik (Gibson, 1995) ve denetimlerin sikilagsmasina yonelik ar-
tan beklentiler (Ahmad vd., 2015) gibi sonuglar dogurmaktadir. Ote yandan kimi
durumlarda kusurlu tiriin krizi ve iiriin geri ¢cagirma firmalarda orgiitsel 6grenme
(organizational learning) noktasinda olumlu etkilere de sahip olabilmektedir (Le-
vinthal ve March, 1993).

Endiistriye yonelik sonuclar, rakipleri ve endiistri kolunu kapsamaktadir. iliskisel
Ag Teorisi’nin de (4ssociative Network Theory, Collins ve Loftus, 1975) ortaya
koydugu tizere kusurlu iirlin krizi ve iiriin geri ¢agirmalar, yalnizca ilgili firmanin
krize ve devaminda geri ¢agirmaya konu olan triiniine yonelik mevcut ve gele-
cek donemdeki satislarint degil, olumsuz yayilma (negative spillover) gostererek
firma portfoyilinde yer alan diger {iriinleri de etkileyebilmektedir (Sullivan, 1990;
Roehm ve Tybout, 2006). Bu durum rakip firmalarin satislar1 {izerinde de birta-
kim etkiler yarabilmektedir (Muralidharan ve Bapuji, 2009). Mesela, tiiketicilerin
kriz yasayan firmaya ait tiriinlerin diisiik kaliteye sahip oldugu yoniindeki inanisi
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(Van Heerde vd., 2005) bu kisilerin satin alma davraniglarini bagka markalara
ait benzer iriinlere yoneltmesine neden olabilmektedir (Ma vd., 2010). Dahasi,
rakip firmalar tutundurma ¢abalarini artirmak ve/veya fiyatlarda indirime gitmek
(Cleeren vd., 2017) gibi adimlarla rekabeti daha da ileri tagiyabilmektedir (Tsang,
2000). Ote yandan bir firmanin yasadig1 kusurlu iiriin krizi, o firmanin rakipleri ve
hatta endiistri kolu i¢in birtakim tehditler de barindirabilmektedir. Nitekim, kimi
durumlarda tiiketiciler krize konu olan {iriiniin kategorisine ve krizin sebebine
bagli olarak (Bala vd., 2017) iiriin kategorisinin tamamindan vazgecebilmektedir
(Trump ve Newman, 2017). Bu durum ise tiiketicilerin krizin nedenini endiistri
genelinde bir sorun olarak kabul etmesi, pazardaki rakip firma sayisi ve yogunlu-
gu (Bortoli ve Freundt, 2017) gibi faktorlere bagli olarak krizin biitiin endiistri ko-
lunu olumsuz etkilemesine neden olabilmektedir (De Alessi ve Staaf, 1994; Mar-
sh vd., 2004; Gao vd., 2012; Cleeren vd., 2013). Bu anlamda kusurlu {iriin krizi ve
iiriin geri cagirmanin nedenleri ve olasi yansimalarinin endiistri kolunda faaliyet
gosteren diger firmalarca dogru sekilde anlasilmasi biiylik 6nem arz etmektedir.

2.5. Kusurlu Uriin Krizi ve Uriin Geri Cagirmaya Yonelik Gecmis Arastir-
malar

Kusurlu tirtin krizi ve iiriin geri ¢agirma konusu, ¢esitli disiplinler tarafindan il-
giyle karsilanan ve bu ilgiye paralel olarak halihazirda ¢ok sayida arastirmanin
gerceklestirildigi onemli bir ¢aligma alanidir (Ferrer ve Perrone, 2017). Gegmis
calismalardan hareketle kusurlu iiriin krizi ve liriin geri cagirma konusunu ele alan
pazarlama arastirmalarini {i¢ ana akim kapsaminda siiflandirmak miimkiindiir
(Van Heerde vd., 2005; Cleeren vd., 2017). Buna gore ilk akim, vaka calisma-
lar1 araciligtyla kriz sirasinda ve sonrasinda benimsenebilecek yonetsel adimlar
arastiran ¢alismalar1 (bkz. Weinberger ve Romeo 1989; Smith vd., 1996; Mitroff,
2004; Laufer ve Coombs, 2006) kapsamaktadir. Bu akim, kriz siireci ve sonra-
sinda olas1 firma davraniglart agisindan 6nemli i¢goriiler sunmakla birlikte arka
planda isleyen yapilarin anlagilabilmesi noktasinda yetersiz kalmaktadir (Van He-
erde vd., 2005). ikinci akim, ¢esitli teorik yaklasimlarin ve siirece etki eden kont-
rol yapilarinin 6n planda oldugu laboratuvar deneylerini (bkz. Siomkos ve Kur-
zbard, 1994; Dawar ve Pilluta 2000; Vassilikopoulou vd., 2009) kapsamaktadir.
Bu akimdaki aragtirmalar, kriz siirecinin agiklanmasina yonelik 6nemli sonuglar
saglamakla birlikte digsal gegerlilik noktasinda kisitlara sahiptir (Van Heerde vd.,
2005; Ma vd., 2010). Ugiincii akim ise kriz dncesi, esnasi ve sonrasi gibi genis
zaman araliklarina yonelik panel verinin 6ne ¢iktig1 ve matematiksel modelle-
melerin yaygin olarak kullanildig1 arastirmalar1 kapsamaktadir (bkz. Van Heerde
vd., 2007; Cleeren vd., 2008). Bu akim kapsamina giren arastirmalar, krizin firma
satig ve pazar payma (Rhee ve Haunschild, 2006; Zhao vd., 2011) veya borsa
degerine (Salin ve Hooker, 2011) etkisi gibi birtakim performans gostergeleri tize-
rindeki etkilerinin anlasilmasina yonelik 6nemli bilgiler saglamakla birlikte (Ma
vd., 2010), kriz siirecinin arka planinda yer alan mekanizmalarin ve bu mekaniz-
malarin isleyislerinin detaylica anlasilmasi noktasinda yeterli goriilmemektedir
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(Van Heerde vd., 2005). Bu anlamda her bir aragtirma yaklagiminin kendine has
birtakim gii¢lii ve zay1f yonlere sahip oldugu anlasilmaktadir.

Kusurlu iiriin krizi ve iiriin geri ¢cagirma literatiiriine yonelik ilginin 1980’11 yil-
lardan gilinlimiize uzanan siiregte artarak devam ettigi goriilmektedir (Laufer vd.,
2018). Bu ilgi, 6zellikle Dawar ve Pillutla (2000) nin ¢aligmalar1 sonrasinda artig
gostermeye baglamistir (Cleeren vd., 2017). Bu kapsamda, 2000 yilindan giinii-
miize uzanan siire¢ icerisinde International Journal of Research in Marketing,
Journal of Consumer Research, Journal of Marketing, Journal of Marketing Re-
search, Journal of Retailing, Journal of the Academy of Marketing Science, Mar-
keting Science, Journal of Consumer Psychology, Management Science, Marke-
ting Letters ve Quantitative Marketing and Economics gibi pazarlama alaninin
onemli ve etki faktorii yliksek dergilerinde yer alan ¢aligmalarin degerlendirilme-
sinde yarar goriilmektedir. Bu noktada, Khamitov vd. (2020)’ye benzer bir mantik
benimsenmis ve 2000-2017 yillart arast donem igin Cleeren vd. (2017)’nin aras-
tirmalarinda yer alan ¢alismalar dogrudan inceleme kapsamina dahil edilmistir.
2017-2021 yillar1 arast donem igin ise ilgili dergiler taranmistir. Tarama kapsami-
na yalnizca marka krizi, kusurlu tirlin krizi, liriin geri ¢agirma ve kriz tepki strate-
jisi kavramlarii igeren ¢aligmalar dahil edilmis; hizmet hatasi ve etik dig1 firma
uygulamasi gibi geri cagirma siirecine konu olamayacak boyutlar kapsam diginda
birakilmistir. Arastirmaya konu olan makalelerin se¢im stireci Sekil 3 yardimiyla
Ozetlenmistir:

Taranacak Dergilerin Belirlenmesi

Taranacak Anahtar

-Inter. J. of Research in Marketing Kelimelerin Belirlenmesi
Tarih Arahgmm Belirlenmesi - Of:f??ﬁ::;:};zcamh
-I. of Marketing Research -Marka Krizi
2000-2021 -J. of Retailing . . -Kusurlu Uriin Krizi
-J. of the Academy of Marketing Science -Uriin Geri Cagirma
-Marketing Science -Kriz Tepki Stratejisi

-J. of Consumer Psychology
-Management Science
-Marketing Letters
-Quantitative Marketing and Economics

Sekil 3: Makale Se¢im Siireci

Belirlenen kriterler kapsaminda erisilen makaleler ve temel bulgulari ise Tablo 2
yardimiyla kronolojik olarak siralanmustir:
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Tablo 2. Baslica Gegmis Arastirmalar ve Temel Bulgulart

Yazarlar

Temel Bulgular

Dawar ve Pillutla (2000)

Pennings vd. (2002)
Haunschild ve Rhee
(2004)

Klein ve Dawar (2004)

Van Heerde vd. (2007)

Cleeren vd. (2008)

Lei vd. (2008)

Chen vd. (2009)

Rubel vd. (2011)

Thirumalai ve Sinha
(2011)

Zhao vd. (2011)

Lei vd. (2012)

Cleeren vd. (2013)

Kalaignanam vd. (2013)

Puzakova vd. (2013)

Kriz sonrast marka denkligi, tiiketicilerin markadan beklentileri ile
firmanin izledigi stratejinin uyumuna bagli olarak sekillenir.

Kiik karsisinda tiiketici tepkilerinin anlagilabilmesi noktasinda
risk-tepki davranislarinin risk algilamasi ve risk tutumu seklinde
ayri yapilar olarak ele alinmasi daha dogru bir anlayis gelistirilebil-
mesine katki saglar.

Goniillii geri ¢agirma, goniilsiiz geri ¢agirmaya kiyasla daha fazla
orgiitsel 6grenme ile sonuglanir.

Kiik karsisinda tiiketicilerin sug atiflarinin azaltilmasinda kurumsal
sosyal sorumluluk 6nemli bir faktordiir.

Kiik temelde firmanin satis ve pazarlama araglarinin etkinliklerini
kaybetmesi, rakiplerin pazarlama araglarina yonelik ¢apraz duyarli-
ligin artmasi ve firmanimn kendi pazarlama araglarinin ¢apraz etkisi-
nin azalmasi risklerini tagir.

Tiiketicilerin marka sadakati ve kategori kullanimi, kriz doneminde
firmaya koruma saglamaktadir. Ayrica, krizden etkilenen firmanin
tekrar satig yapabilmesi noktasinda reklamlar ikna edici bir aragtir.

Kiik’iin etkilerinin firma portfoylinde yer alan markalar arasindaki
yayilimimnin siddeti, marka birliklerinin giiciiniin yani sira iligkileri-
nin de bir sonucudur.

Kiik’lin proaktif bir yaklagimla ele alinmasi ilgili firmanin borsa de-
gerini, krizi pasif bir yaklasimla ele almasi durumundan daha olum-
suz etkiler.

Optimum kriz 6ncesi reklamcilik azalirken, kriz sonrasi reklamcilik
kriz olasilig1 (veya hasar orani) arttikca artar.

Tibbi cihazlara yonelik geri ¢cagirmalarin mali sonuglarinin biiyiik-
[igl firmanin tirlin kapsamu, satiglari, bitytime beklentileri ve serma-
ye yapisindan etkilenir.

Kiik stireci ve sonrasinda riskten kaginma egilimi artan tiiketicilerin
kriz sonrasi reklam ve fiyat duyarlilig1 azalir.

Taban oran bilgisinin (base-rate information) sug atiflar1 tizerindeki
etkisi, bireylerin markaya yonelik ge¢mis inanglart ve krizin gegmis
krizlerle benzerligine baglidir.

Kiik sonrasi basinin olaya yaklagimi ve bireylerin sug atifiari, firma-
nin reklam etkinligi ve fiyat politikasi iizerinde etkilidir.

Geri ¢agirma sayilarinda yasanacak artis, gelecekteki yaralanma ve
geri ¢cagirmalarin sayisinin azalmasini saglar.

Kisilik istikrarma inanan tiiketiciler olumsuz haberlere konu
olan antropomorfize edilmis markalari, antropomorfize edilme-
mis markalara gore daha az olumlu goriir. Ote yandan kisiligin
sekillendirilebilecegine inanan tiiketicilere gore tek bir olumsuz
reklamin insana benzeyen bir markayr degersizlestirme olasiligi
daha disiiktiir.
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Germann vd. (2014)

Gao vd. (2015)

Liu ve Shankar (2015)

Borah ve Tellis (2016)

Hsu ve Lawrence (2016)

Liu vd. (2016)

Whelan ve Dawar (2016)

Eilert vd. (2017)

Liu vd. (2017)

Cleeren vd. (2017)

Shah vd. (2017)

Akpinar vd. (2018)

Hansen vd. (2018)

Trendel vd. (2018)

Reich vd. (2019)

Marka baglilig diizeyinin yiiksek olmasi, diisiik hasarli krizlerde
koruma saglarken yiiksek hasarli krizlerde tepkileri artirir.

Firmanin geri ¢agirma oncesi reklam faaliyetlerini artirmasi/azalt-
masi, Uriinlin yeni olup olmamasi ve krizin siddetine bagh olarak
hisse senedi fiyatlarini olumlu ya da olumsuz sekilde etkiler.

Medyanin yogun ilgi gdsterdigi, ciddi sorunlarin s6z konusu oldugu
veya geri ¢agirmaya konu olan tiriine yonelik kalite algisinin yiik-
sek oldugu kosullarda tiiketicilerin geri cagirmaya yonelik tepkileri
daha olumsuzdur.

Geri ¢agirmaya yonelik 6ziir amagh reklamlar hem ilgili markay1
hem de rakiplerini olumsuz etkiler. Bu durum, satiglar1 ve borsa
performansini da etkiler. Cevrimigi sohbet, geri cagirmanin sonraki
satiglar lizerindeki olumsuz etkisini artirir.

Geri ¢agirma ilgili firmay1 olumsuz sekilde etkiler. Cevrimigi
agizdan agiza iletisimin hacmi, degeri (valansi) ve bilyiime orani bir
iiriiniin geri ¢agrilmasinin firma degeri lizerindeki olumsuz etkisini
artirir.

Telafinin maliyetli oldugu durumlarda firmalar tam bir telafi sun-
maktan kacinir. Fakat tehlike yiiksek ise tam bir telafi sunma ola-
siligt artar. Ayrica CEO’larmn hedefleri, telafi kararlari tizerinde be-
lirleyicidir.

Baglanma stili su¢ atiflar1 iizerinde etkilidir. Giivenli baglanma ile
korkulu baglanma stiline sahip bireylerin sug atiflar1 daha diisiiktiir.

Kriz siddetinin geri ¢agirma zamani izerindeki etkisi, giligli
marka itibar1 ve gegmis geri ¢agirma deneyimlerine bagli olarak
azalabilmektedir.

Uriin geri cagirma hacminin olumsuz etkisi zamanla azalir. Goniilli
geri ¢cagirma ve firmanin olumlu tutumu bu siirecin olumsuz etkile-
rini yumusatir.

Kiik literatiiriine yonelik genis kapsamli bir sistematik inceleme ve
gelecek arastirmalar i¢in projeksiyon sunmustur.

Uretimle ilgili geri ¢agirmalar, iiriin cesitliligi ve tesis kullanimiyla
pozitif iliskilidir, ancak tesis ¢esitliligi ile iligkili degildir. Dahasi,
tesis ¢esitliligi ve kullaniminin ortak etkisi artan geri ¢agirmalarla
pozitif bir iligkiye sahiptir.

Bagimsiz benlik kurgusu kisilerin Kiik ile ilgili bilgileri paylas-
ma ihtimalini azaltir. Bagimli benlik kurgusu ise bilgi paylasimi
noktasindaki isteksizligi azaltir.

Bir marka krizi sonrasi sosyal medyada ¢ikan olumsuz ifadeler kisa
ve uzun vadede ilgili markay1 olumsuz yonde etkiler.

Yaniltict reklamlar ve {iriin geri ¢agirma konularinda daha etkili
uyartlar yapabilmek i¢in yazi yerine resim temelli materyallerin
kullanilmasi hem ag¢ik hem de ortiik tutumlarin degistirilmesinde
daha etkilidir.

Bireyler kimi durumlarda kusurlu {iriin kaynakli yasanan bir sorun-
dan dolayr magduru suglayabilir. Bu su¢lamanin diizeyi, krizin sid-
deti ve bireyin adalet anlayigina bagl olarak degisir.
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Kiik, servis hatasi ve telafisi ile marka ihlallerini teori, dinamik y6n-
Khamitov vd. (2020) ler ve yontem iizerinden sistematik bir anlayisla ele almis, kavram-
lar arasindaki benzerlik ve farkliliklara yonelik bir ¢er¢eve ¢izmistir.

Dissal marka krizlerinden hareketle kriz tiirlerine yonelik bir ayrim
Whitler vd. (2021) gelistirmis ve krizlerin 6nlenmesi, etkilerinin azaltilmasi ve telafisi-
ne yonelik oneriler sunmustur.

Kaynak: Cleeren vd. (2017)’den yararlanarak gelistirilmistir.

Incelenen c¢aligmalarda ana odak noktasmin yaygin olarak tiiketici, firma/marka
ve yatirimcilar oldugu goriilmektedir (6r: Dawar ve Pillutla, 2000; Gao vd., 2015;
Hansen vd., 2018). Ayrica bu ¢alismalarda geri cagirmaya konu olan iirtinler kap-
saminda agirlikli olarak otomobil ve tiiketici {iriinlerinin ele alindig1 (6r: Cleeren
vd., 2013; Liu ve Shankar, 2015; Borah ve Tellis, 2016; Liu vd., 2017) ve verile-
rin genellikle Amerika ve ¢esitli Avrupa {ilkelerinden elde edildigi anlasilmakta-
dir (6r: Hsu ve Lawrence, 2016; Eilert vd., 2017). Dahasi, bu arastirmalarin ¢ok
biiylik bir kism1 ampirik veya deneysel tasarim odakli arastirmalardan meyda-
na gelmektedir (6r: Dawar ve Pillutla, 2000; Pennings vd., 2002; German vd.,
2014; Hsu ve Lawrence, 2016). Ek olarak ge¢mis ¢calismalarda daha ¢ok Atfetme
Teorisi (Attribution Theory), Durumsal Kriz Iletisim Teorisi (Situational Crisis
Communication Theory, SCCT), Iliskisel Ag Teorisi (4ssociative Network The-
ory), Adalet Teorisi (Justice Theory), Baglanma Teorisi (Attachment Theory) ve
Tiiketici-Marka Iliski Teorisi (Consumer-Brand Relationships Theory) gibi teorik
yaklasimlarin benimsendigi goriilmektedir (Coombs, 2007; Khamitov vd., 2020).

Son olarak, konuya yonelik ilginin son yillarda Tiirkiye’de de artmaya basladigi
goriilmektedir. Bu kapsamda Ulusal Tez Merkezi ve Google arama motoru tizerin-
den herhangi bir tarih kisit1 koymaksizin tarama gergeklestirilmistir. {lgili tarama
kapsamina yalnizca marka krizi, kusurlu {iriin krizi, {iriin geri ¢cagirma ve kriz tep-
ki stratejilerini kusurlu {iriin krizi baglaminda ele alan aragtirmalar dahil edilmis;
genel kapsama sahip kriz ve kriz yonetimi, geri ¢cagirmaya konu olamayan hizmet
telafisi ve halkla iliskiler odakli calismalar ise kapsam disinda birakilmigtir. Ni-
tekim, Tiirkiye’de gerceklestirilen arastirmalarin baslicalar1 ve ortaya koyduklar
sonuglar Tablo 3 yardimiyla paylasilmigtir:

Tablo 3. Tiirkiye’de Gergeklestirilen Baglica Arastirmalar ve Bulgulari

Yazarlar Temel Bulgular

Marka itibari ve satin alma egilimi ile marka giiveni ve satin alma niyeti

Buran (2011) arasinda olumlu dogrusal bir iliski vardir.

Proaktif stratejilerin marka imaji {izerinde olumlu, inkar stratejisinin ise
Ozdemir Cakir (2013) olumsuz etkisi vardir. Ayrica kriz, marka imaji ile satin alma niyeti tize-rinde
benzer etkilere sahiptir.

Isletmenin kurumsal sosyal sorumlu davranislari, tiiketicilerin tekrar satin alma
Kahraman (2016) niyetlerini pozitif yonde etkiler ve isletmenin kurumsal sosyal sorumluluk
diizeyi azaldikea tiiketicilerin tekrar satin alma niyeti de azalir.

Krizler karsisinda tiiketicilerin dogrundan firma tarafindan bilgilendi-rilmesi

Alan vd. (2018) marka degeri ve marka giiveninin sinirli diizeyde azalmasina neden olmaktadir.
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Kurumsal itibar (yiiksek-diigiik) ve hatadaki kasit (kasitli-kasitsiz) de-
Yakut (2018a) giskenlerinin farkli diizeylerinden hareketle firmaya kars: tutum ve tek-rar satin
alma niyeti gruplar arasinda anlamli bir sekilde farklilagsmak-tadir.

Uriin geri cagirmalar1 atfetme teorisi baglaminda degerlendirerek geri

Yakut (2018b) cagirmalara yonelik tiiketici tepkisini etkileyen faktorleri ortaya koymaktadir.
Ozdemir (2018) Uriin geri ¢agirma, marka imaj1 ve satin alma niyetini olumsuz etkiler.
Ergen Keles (2019) Geri gagirma mesajinda yer alan farkl bilgilerin firma degerini hangi diizeyde

ve ne yonde etkiledigini arastirilmis ve krize iliskin aciklayict bilgiler
verilmesinin daha olumlu etki yarattig1 tespit edilmistir.

Marka krizi durumunda marka giiveni, olumsuz bilgiye karsi direng ve tekrar

Kili¢ (2019) satin alma niyeti tizerinde etkilidir. Ayrica marka duygusu da tekrar satin alma
niyetine tizerinde etkiye sahiptir. Son olarak, ¢evre bi-lincinin marka giiveni ve
olumsuz bilgiye kars1 direng iliskisinde diizen-leyici rolii vardir.

Oncelikle gesitli sektorlerde basarisiz olan iiriinlerin, firmalarin piyasa degeri ve
piyasa riski tizerindeki etkilerini belirleyen faktorler, sonrasin-da ise inovatif

Erzurumlu (2019) urtinlerin geri ¢agirilmasinin hem firma piyasa degerinde (kisa ve uzun vadeli)
hem de piyasa riskinde (sistematik olmayan hisse senedi riski) neden oldugu
degisimler ortaya konulmustur.

Kriz tepki stratejilerinin (proaktif-pasif) tekrar satin alma niyeti iizerin-deki
etkisine aracilik eden yapilar ve kurumsal itibarin (yiiksek-diisiik) ilgili dolayli
etki tizerindeki diizenleyici rolii kiiltiire bagli olarak se-killenmektedir. Buna

Erol (2020) gore, toplulukgu ve belirsizlikten kaginma diize-yi yiiksek Tiirkiye’de sug atfi
ve olumsuz duygularin diizenlenmis seri aracilik etkisi (yiiksek itibar igin daha
biiyiik), bireyci ve belirsizlikten kaginma diizeyi diisiik ABD’de ise fonksiyonel
degerlendirmenin dii-zenlenmis aracilik etkisi (diisiik itibar icin daha biiyiik)
s6z konusudur.

Kriz tiirleri satin alma niyeti tizerinde anlamli farkliliklara neden olmaz-ken kriz

tepki stratejileri bu noktada anlamli farkliliklar gostermektedir. Ayrica, gesitli

(2020) duygusal tepkiler hem kriz tirii hem de kriz tepki strateji-si agisindan
farklilagmaktadir.

Kiling ve Baygu

Tirkiye’de gerceklestirilen arastirmalarin ana odak noktasinda daha c¢ok firma
ve markanin yer aldig1 goriil-mektedir (6r: Buran, 2011; Ozdemir Cakir, 2013;
Kahraman, 2016). Ote yandan yatirimcilara yonelik giktilar saglayan finansal
performans odakli arastirmalar da bulunmaktadir (6r: Ergen Keles, 2019;
Erzurumlu, 2019). Ayrica Tiirkiye’de gerceklestirilen arastirmalarda iirin grubu
olarak otomobil ve tiiketici trlinleri 6n planda yer almaktadir (6r: Yakut, 2018a;
Kilig, 2019; Erol, 2020). Arastirmalarin biiyiik bir kismi regresyon analizi tekni-
ginin kullamldig1 ampirik ¢alismalardan olusurken (6r: Buran, 2011; Ozdemir
Cakir, 2013; Kahraman, 2016) deneysel tasarima sahip c¢alismalar da s6z
konusudur (6r: Yakut, 2018a; Erol, 2020; Kiling ve Baycu, 2020). Son olarak
arastirmalarda Atfetme Teorisi’nin olduk¢a oOne ¢iktig1 goriilmektedir (Or:
Kahraman, 2016; Yakut, 2018a; Yakut, 2018b; Erol, 2020).

3. Sonuc¢ ve Degerlendirme

Her ne kadar firmalar tarafindan izlenebilecek en dogru strateji titiz bir yonetim
sergileyerek kusurlu iiriin krizlerinden kaginmak olsa da bu tiir krizlerin 6nlenme-
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si her zaman miimkiin olmamaktadir (Cleeren vd., 2017). Nitekim, 2013 yilinda
yiiriitiilen bir aragtirma kapsaminda goriisiilen firmalarin %44’ gegmis yil igeri-
sinde en az bir kriz yasadigini, %56°s1 ise gelecek yil icerisinde kriz yasamalarinin
olas1 oldugunu ifade etmistir. Bu a¢idan kusurlu iirlin krizleri firmalar agisindan
pek de uzak olmayan ihtimallerdir (Kim ve Woo, 2019). Artan kusurlu iiriin krizi
ve bu krizlere bagli gerceklestirilen iirlin geri ¢agirma uygulamalar1 da bu 6ngo-
riyl destekler niteliktedir (Gao vd., 2015). Dahasi, kusurlu {iriin krizlerinin ¢ok
sayida faktoriin etkili oldugu karmasik yapisi ve tiliketici, firma ve is birlikgileri
acisindan barindirdigr riskler konunun 6nemini artirmaktadir. Ayrica konunun ar-
tan 6nemine karsin Tiirkiye gibi gelismekte olan iilkeler agisindan nispeten az
calisilmis olmasi da 6nemli bir noktayi isaret etmektedir. Dolayisiyla bu ¢alisma,
Tiirkiye’den arastirmacilarin bu konuya ilgilerini ¢ekebilmek ve alanda yapila-
cak yeni caligmalar1 tesvik edebilmek igin alana iligkin temel kavram ve siirecleri
aciklamayi, alanda yapilan ¢aligmalari sistematik bigimde sunmayi1 ve gelecekte
yapilabilecek arastirmalar i¢in Oneriler getirmeyi amaglamistir.

Kusurlu iirlin krizleri tiikketici giivenligi iizerinde risklere neden olmakta, tiiketici
alg1 ve davranislar iizerinde olumsuz etkiler yaratan bu riskler ise firma hedefleri
acisindan tehdit yaratmaktadir. Bu nedenle kriz siirecinin dogru sekilde yonetile-
bilmesi hem tiiketici giivenligi hem de firmalarin siirekliligi agisindan dnemlidir.
Dogru yonetim siireci oncelikli olarak s6z konusu krizin sebebinin ve karakteris-
tik ozelliklerinin anlagilmasiyla miimkiindiir. Zira, kusurlu {irtin krizi karsisinda
firma tarafindan tepki stratejisi, telafi, geri ¢agirma zamani ve kriz iletigimi gibi
hususlara yonelik verilmesi gereken stratejik kararlar, krizin sebebi ve karakte-
ristik dzelliklerine gore tasarlanmalidir (Ketchen vd., 2014). Tlgili stratejik un-
surlarin tasarimi noktasindaki basar1 ve basarisizliklarin ise tiiketiciler, firma ile
paydaslar1 ve endiistri agisindan 6nemli sonuglar1 beraberinde getirecegi aciktir.
Bu anlamda kusurlu iiriin krizinin 6nciilleri, karakteristik 6zellikleri, ilgili krize
yonelik firma davraniglari ve bu siirecin olasi sonuglart konunun teorik isleyisine
yonelik biitlinciil ve sistematik bir anlayis saglamaktadir. Ayni perspektiften ha-
reketle gelecek arastirmalara yonelik oneriler getirilecek olursa oncelikli olarak
farkli onciillerin ele alindig1 arastirmalara ihtiya¢ duyuldugu diisiiniilmektedir.
Ciinkii krizin altinda yatan farkli sebepler tiiketicilerin algilamalari, sug atiflar1 ve
davranigsal niyetleri iizerinde farkli etkilere neden olabilmektedir (Dutton, 1986).
Dahasi, teorik isleyisten hareketle her bir onciiliin kusurlu triin krizinin karak-
teristik 6zellikleri tizerinde farkli diizeylerde etkiler yaratacagi anlasilmaktadir.
Benzer bir 6neri kusurlu iirlin krizlerinin karakteristik 6zellikleri icin de s6z ko-
nusudur. Zira, ¢esitli unsurlardan meydana gelen bu 6zellikler firma davranisinin
belirlenmesi ve krizin olast sonuglar {izerinde 6énemli dl¢lide etkiye sahiptir. Bu
anlamda ¢esitli karakteristik 6zelliklerin farkli diizeylerini konu alan arastirma
kurgularinin dogru firma davranigina ve bu davraniglarin sonuglarina yonelik bir
anlayisin gelistirilmesine katki sunacagina inanilmaktadir. Gelecek arastirmalarda
iizerinde durulmasi gereken diger bir dnemli nokta ise firma davranigidir. Esa-
sen kriz oOnciilii ve gesitli karakteristik 6zelliklerden hareketle firmalarin ne tiir
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stratejiler izleyebilecegini ve bu stratejilerin olas1 yansimalarini ortaya koymay1
hedefleyen yaklagimlar (6rnegin durumsal kriz iletisim teorisi) mevcuttur. Fakat
krizlere neden olan ve/veya kriz yonetimi stirecine etki eden faktorlerin cesitliligi
ve her gecen giin daha da artmasi bu alana yonelik bilgi ihtiyacini glincel tutmak-
tadir. Nitekim, krizin sebepleri ve karakteristik 6zelliklerinden hareketle dogru
kriz tepki stratejisinin belirlenmesi dnemini koruyan bir noktadir. Ciinkii strateji
belirlemek dinamik bir siiregtir ve her kosulda basarili sonuglar saglayacak tek bir
stratejik yaklagim s6z konusu degildir. Nitekim, kimi durumlarda reddetme stra-
tejisi izlemek, bazi alternatif stratejilere kiyasla daha uygun bir yaklasim olabil-
mektedir (Singh vd., 2019). Bu anlamda baglama uygun tepki stratejilerinin tes-
pitine yonelik arastirmalar 6nem tasimaktadir. Dahasi, strateji belirleme siirecinde
firmanin soyut degerleri olan kurumsal itibar ve marka degeri gibi faktorlerin de
onemli oldugu goriilmektedir. Ornegin yiiksek kurumsal itibar diizeyinin tiiketici
algi ve tutumu lzerinde olumlu etki yarattig1, tiikketicilerin kusurlu {irtin krizleri
karsisinda yiiksek itibarli firmalar1 diisiik itibarli firmalara kiyasla daha az sugla-
dig1 (Xie ve Keh, 2016), tiriine yonelik degerlendirmelerinin daha olumlu (Wang,
2019) ve tekrar satin alma niyetinin daha yiiksek oldugu goriilmektedir (Siomkos,
1999). Ote yandan tiiketici beklentilerinin artmasina neden olan yiiksek kurumsal
itibar (Su vd., 2019) kimi durumlarda tiiketicilerin hayal kirikligina ugramasina
ve dolayisiyla daha biiyiik tepkiler gostermesine de neden olabilmektedir (Rhee
ve Haunschild, 2006; Aichner vd., 2020). Benzer sekilde marka denkliginin de
kriz donemlerinde koruyucu ya da asindirict etkileri olabilmektedir (Dawar ve
Pillutla, 2000; Rea vd., 2014). Bu durum, firmalarin kusurlu iiriin krizleri kar-
sisinda atacaklar1 her adimin sonuglarmin baglamsal oldugunu gdstermektedir.
Bu nedenle gelecek arastirmalarda kurumsal itibar ve marka denkligi gibi soyut
degerlerin diizenleyici rollerinin dnciil, karakteristik 6zellik ve strateji agisindan
farklilasan kurgular yardimriyla ortaya konulmasi 6nem tasimaktadir. Kriz tepki
stratejilerinin yani sira gelecek arastirmalarda odaklanilmasi gerektigi diistiniilen
diger bir husus ise krizin telafisidir (Whitler vd., 2021). Ciinkii firma/marka ve
titketici agisindan optimal dengeye sahip telafi uygulamalarinin belirlenebilmesi,
gerek firma/markanin varligini siirdiirebilmesi gerekse krizin olumsuz etkilerinin
azaltilabilmesi agisindan 6nemlidir. Ancak bu 6nemine karsin krizin telafisine yo-
nelik arastirmalarin da gorece az oldugu diistiniilmektedir.

Kusurlu {irlin krizi ve geri ¢agirma siirecinin isleyisinden hareketle gelistirilen
Onerilerin yani sira ge¢mis arastirmalarin bulgu ve ortak egilimlerinin de gele-
cek arastirmalara yonelik birtakim ipuglar1 sundugu diisiiniilmektedir. Oncelikle
paydas kavraminin genisleyen kapsamindan hareketle (Muralidharan ve Bapuji,
2009) kusurlu iiriin krizi ve geri ¢agirma siirecinin ve sonuglarinin tedarikgi, pera-
kendeci vb. paydaslar agisindan incelenmesi daha spesifik sonuglar saglayacaktir.
Bu noktada Singh vd. (2019)’nin stratejik ortaklara yonelik ¢aligmasi, genisleyen
paydas kapsaminin énemine yonelik bir gosterge niteligi tasimaktadir. Benzer
sekilde, gecmis arastirmalarin agirlikli olarak otomotiv ve tiiketici iiriinleri gibi
sektorlere yonelik olmasi, farkli iiriin gruplarini ele alan arastirmalara yonelik ih-
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tiyaci ortaya koymaktadir. Ciinkii krize konu olan {iriiniin iglevsel ya da sembolik
degeri, tiiketici degerlendirmeleri agisindan dnemli bir faktordiir. Diger yandan
pazarlarin kiiresellesmesine bagli olarak kusurlu iiriin krizi ve iirlin geri ¢agir-
malarin ¢esitli kiiltiirler iizerinde neden olabilecegi farklilasan etkilerin (Taylor,
2000; Samaraweera vd., 2014) énemli bir arastirma potansiyeli tasidigina inanil-
maktadir (Cleeren vd., 2017). Bu nedenle Amerika ve Avrupa iilkeleri haricinde
baska bolge/iilkelerden saglanacak verilerle gerceklestirilecek arastirmalara ihti-
ya¢ duyulmaktadir. Bu noktada, Tiirkiye’den arastirmacilarin konuya gosterecegi
ilginin degerli oldugu aciktir. Dahasi, kusurlu {iriin krizi ve {irtin geri ¢agirma ko-
nularia yonelik mevcut bakis agisini genisletebilmek i¢in gelecek arastirmalarda
farkl teorik yaklagimlarin benimsenmesi de oldukca énemlidir (Wowak ve Boo-
ne, 2015; Cleeren vd., 2017). Ayrica gliniimiizde dijital mecralarin artan 6nemine
karsin bu kapsama yonelik gorece az sayida arastirmanin bulunmasi (bkz. Borah
ve Tellis, 2016; Hsu ve Lawrence, 2016) tiiketicilerin bu mecralar lizerinden kriz
ve geri ¢agirmalara yonelik algi, tepki ve davranislarinin anlagilmasi noktasin-
da 6nemli firsatlarinin bulundugunu gostermektedir. Bu nokta Whitler vd. (2021)
tarafindan gelecek arastirmalara yoneltilen “firmalar tarafindan farkli iletisim
kanallar1 nasil kullanilmali ve bu durumun olasi sonuglar1 nelerdir?” sorusuna
paralel bir gerekliligi de isaret etmektedir. Son olarak, ge¢mis arastirmalara yone-
lik tarama kapsamina dahil edilen dergiler ve belirlenen tarih araligi ¢aligmanin
kisitin1 olusturmaktadir.
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A CONCEPTUAL REVIEW ON PRODUCT-HARM CRISIS AND PRO-
DUCT RECALL LITERATURE

EXTENDED ABSTRACT
1. Introduction

Product-harm crises represent a delicate management process (Huang, 2008). Sin-
ce each crisis is unique (Darling et al., 2009), companies must correctly unders-
tand the antecedent and characteristics of the crisis before making strategic deci-
sions (Ketchen et al., 2014). In this context, many researches have been done in
marketing. However, this situation has caused the literature to become quite inten-
se and complex. Reviews and systematic literature reviews within the framework
of product-harm crises and product recall literature have become necessary (Liu
and Shankar, 2015; Wowak and Boone, 2015; Cleeren et al., 2017; Khamitov et
al., 2020). Moreover, there is also an important gap in the literature for developing
countries (Cleeren et al., 2017). Therefore, this study aims to explain the basic
concepts and processes, present the studies in the field systematically, and make
suggestions for future researches to attract researchers from Turkey to encourage
new studies in the field.

2. Conceptual Framework

Product-harm crisis refers to “complex situations where products are defective,
unsafe and dangerous” (Dawar and Pillutla, 2000: 215). The concept of a product
recall, which has an important place in the product-harm crisis literature, refers to
the removal of certain products from production, sales, and other operations due
to possible risks (Ahsan and Gunawan, 2014). In this sense, while product-harm
crises constitute the essence of the event, product recalls emerging as a result of
such crises (Wei et al., 2016). Product-harm crises that cause sudden disruptions
in the life cycle of products (Siomkos and Kurzbard, 1992) are usually caused
by antecedents such as manufacturer negligence, product misuse and/or sabotage
(Siomkos and Malliaris, 1992). These antecedents have effects on shaping the
characteristic features underlying all crises. Moreover, these antecedents and cha-
racteristics are determinants in shaping firm behavior such as response strategy,
recall time, crisis recovery, and crisis communication towards crisis (Dawar and
Pillutla, 2000; Jung, 2011; Eilert et al., 2017; Liu et al., 2017).

In the past studies examined within the study, it is seen that the main focus is
mostly on consumers, companies/brands and investors. Besides, automobile and
consumer products are mainly handled as products subject to recall, and the rese-
arch data were generally obtained from America and various European countries.
Also, in previous studies, it is seen that mostly approaches such as Attribution
Theory, Situational Crisis Communication Theory (SCCT), Associative Network
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Theory, Attachment Theory, and Consumer-Brand Relationships Theory have
been used (Coombs, 2007; Khamitov et al., 2020). Similarly, studies conducted in
Turkey have also been examined. Thus, studies carried out in Turkey are mostly
located on companies and brands. There are also financial performance-oriented
studies that provide outputs for investors. Besides, automobiles and consumer
products are at the forefront as a product group. Finally, Attribution Theory stands
out in the researches as the theoretical approach.

3. Conclusion

The antecedents of the product-harm crisis, characteristics of crisis, firm behavi-
ors towards the crisis, and the possible consequences of this process provide a ho-
listic and systematic understanding of the theoretical functioning of the subject. At
the same time, this theoretical process sheds light on important points for future
researches. First, it is important to understand the effects of various antecedents,
characteristics, and firm behaviors. Moreover, moving from the expanding scope
of the stakeholder concept (Muralidharan and Bapuji, 2009), it is important to
examine the functioning and consequences of the crisis process on different sta-
keholders. In addition, future research needs to focus on different product groups.
On the other hand, the effects of culture on the consequences of product-harm
crises (Taylor, 2000; Samaraweera et al., 2014) are believed to have an important
research potential (Cleeren et al., 2017). In addition, it is very important to adopt
different theoretical approaches in future research to expand the current perspec-
tive on the subject (Wowak and Boone, 2015; Cleeren et al., 2017). Finally, more
research is needed to understand social media’s function in understanding consu-
mer perceptions, reactions, and behaviors towards crises (see Borah and Tellis,
2016; Hsu and Lawrence, 2016).
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Kanun o6niinde 6ziirsiiz bireyler ile esit haklara sahip olsalar da sosyal yasama dahil
olabilme olanaklari kisitli olan 6ziirlii bireylerin toplumsal yasama katilabilmesi ve temel
ihtiyaglarini baska bir kisinin yardimi olmadan yerine getirmesi son derece onemlidir.
Satin alma istegi ve satin alma giicli olan Oziirlii bireyler karsilastiklar1 giiclikkler
nedeni ile tiiketim faaliyetlerini gerceklestirmede sorun yasamaktadir. Arastirmanin
amaci, perakendeci diizeyinde temel ihtiyaglarin Oziirliiler tarafindan bireysel olarak
karsilanmasini engelleyen durum ve kosullarin belirlenerek, engelleri ortadan kaldirict
stratejiler ile gesitli ¢oziim Onerilerinin sunulmasidir. Arastirmanin ana kiitlesini Bolu ilin-
de yasayan ortopedik ve gdrme 06ziirlii tiiketiciler olusturmaktadir. Amagli 6rneklem yon-
temi ile belirlenen toplam 10 6ziirli tiiketici ile yapilan derinlemesine goriisme ve gézlem
yontemleri ile veri toplanmistir. Arastirmada elde edilen sonuglara gore 6ziirlii bireylerin
stipermarket aligverisleri siiresince yasadiklar1 temel sorunlar; bagkalarina bagimli olmak
zorunda olmalari, siipermarketlerin fiziki kosullarinin uygun olmamasi ve gorevlilerin
ilgisizligi olarak ii¢ baslik altinda toplanmaktadir.
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DOES THE RETAILERS SIGHT THE DISABLEDS?

ABSTRACT

Although they have equal legal rights as individuals without disabilities, it is critical for
disabled people with limited opportunities to participate in social life and meet their ba-
sic needs without the assistance of another person. People with disabilities who have a
willingness to purchase and purchasing power but are unable to do so due to their dis-
abilities have difficulties performing consumption activities. This study’s starting point is
to determine whether they can easily shop from retailers to meet their most basic needs,
as well as to identify obstacles that disabled people may face while providing their basic
needs. The study’s population consists of orthopaedic and visually impaired consumers
from the Bolu province. The purposeful sampling method was used to collect data from
10 disabled consumers through in-depth interviews and observation methods. The main
issues encountered by disabled people while shopping at supermarkets is classified into
three categories: reliance on others, unsuitable physical conditions of the supermarkets,
and staff indifference.

Key words: Disabled consumer, disability, retailing, qualitative research
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1. Giris

Yaygin sekilde kullanilan ve Diinya Saglk Orgiitii (WHO) nun da tanimladig
sekilde 6ziirlii olma “kisiden ya da bir biitiin olarak viicuttan beklenilen davranis-
lar, yetenekler ve gorevler olarak ifade edilen aktivitelerin yerine getirilmesindeki
eksiklik ya da sinirlilik” olarak ifade edilir (WHO, 2021). Teknolojinin gelisimi
saglik ve insan haklarinin giindeme gelmesi ile birlikte 6ziirlii olma konusuna
iligkin son yiizyilda cesitli 6nlemlerin alindig1 goriilmektedir. Birlesmis Millet-
ler tarafindan 1981 yilinin “Oziirliiler Yilr” ilan edilmesinin ve &ziirliiler igin her
konuda insan hak ve hiirriyetlerinden yararlanmasini saglayan eylem planinin
hazirlamasinin ardindan, ilkeler olanaklar1 dogrultusunda oziirliilerin toplumla
biitiinlesmesini saglayici ¢alismalar yapmistir (Artar ve Karabacak, 2003). Oziir-
lillerin egitim, calisma, sosyal giivenlik gibi haklarinin yasalarla glivence altina
alinmasina karsin en temel haklardan olan sosyal yasama dahil olma, toplumla bii-
tiinlesme adina temel ihtiyaglarin karsilanmasi noktasinda yetersizlikler yasanmis
ve yasanmaya da devam etmektedir. Bunun yaninda 6ziirliiler yagamlari igerisin-
de sosyal hayata dahil olamamakta ve ¢evreden gelen sosyal baskilardan dolay1 da
yalmizliga itilmektedir (Sahin, 2012). Oziirlii olma ile engelli olma arasindaki te-
mel farka dikkat edilmesi 6nem tasir. Aslinda yaygin kullanim alani bulan engelli
olma durumu, farkli anlama sahiptir. Engellilik; insan olma halinin bir pargasi
olarak degil, kisitlanan yasam kosullarin1 normal olarak yasayamama durumunu
ifade eder. Bu anlamda engelli olunmaz ancak 6ziirlii olanlara engel yaratilarak
toplum tarafindan bu duruma getirilir. Bu bakis agisi1 ile engelli kavrami yerine
Oziirli kavraminin kullanilmasinin farkindalik yaratmada 6nem tastyabilecegi dii-
stiniilmektedir.

Diinya Engellilik Raporu’na gore diinya niifusunun yaklasik yiizde 15’ine karsilik
gelen 1 milyardan fazla insan bir tiir 6ziirliiliik ile yagamaktadir (WHO, 2021).
TUIK verilerine gore Tiirkiye’de niifusun yiizde 7’si gérme; yiizde 4,5’i isitme;
ylizde 6,51 ylirtime, yiizde 8,7’si merdiven ¢ikma veya inme, ylizde 5,1°1 yasitla-
rma gore dgrenme fonksiyonlarmi yerine getirememektedir (TUIK, 2021a).

Niifusun 6nemli bir bolimiinii temsil eden Oziirlii bireylere iliskin Amerika ve
Avrupa Birligi tilkelerinde ¢alismalar olsa da Tiirkiye’de oziirliilere yonelik aras-
tirma ve veri tabani olugturma girisimleri yeterli degildir. Ancak Tiirkiye’de son
yillarda Avrupa Birligi uyum politikalar1 ¢cercevesinde gerekli yasal diizenlemeler
gergeklestirilse de 6nemli olan giindelik yasamda ve sosyal iliskiler baglaminda
Oziirlii bireyler icin nelerin, hangi uygulama ve davranislarin “engellendiginin”
ortaya konulmasidir (Burcu, 2016).

Oziirlii bireylerin haklarin1 korumaya yonelik mevzuata iliskin oncelikle
Anayasa’da ve Engelli Kanunu’nda ¢esitli alanlar i¢in diizenlemeler yapilmistir.
Ancak yasalara ve mevzuatlara insan haklar1 agisindan bakildiginda, 6ziirlii bi-
reyler ile 6ziirsiiz bireyleri birbirinden ayiran bir durum bulunmamaktadir. Sahin
(2012)»nin de belirttigi gibi “Oziirlii insanlar sorunlari, kiiresel insan haklar1 so-
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runudur ve Tiirkiye’de de 6zellikle toplumla biitiinlesme yoniinde yogun sorunlar
yasadiklar bilinmektedir. Yasamin pek ¢ok alanina yayilan bu sorunlar, 6ziirlii
bireylerin toplumla iglevsel bir biitiinliik i¢inde yasamalarini giiclestirmektedir”.
Oziirliilerin toplumsal hayata katilabilmeleri i¢in “erisilebilirlik” konusu son derece
onemli bir konudur. Yasam alanlarinin erisilebilir olmasi, birtakim standartlarin
diizenlenmesi ile miimkiin olmaktadir (Medlis, 2020) (http://www.medlis.com.tr,
2020). Oziirlii bireylerin karsilastigi problemler ile ilgili arastirmalarda agirlikli
olarak saglik, ulagim, turizm ve istihdam alanlarinda yasadiklari sorunlarin in-
celendigi ve bununla birlikte 6ziirliiliik temelinde bir diger grup arastirmanin da
yas almaya bagli olan ve yash tiiketicilerin yagam kalitelerini sinirlayict kismi
Oziirliiliik durumlarimi ele aldig1 goriilmektedir. Bu noktada oziirlii bireylerin, ayni
zamanda birer tiiketici olmasindan yola ¢ikilarak, 6zellikle aligveris yaparken
karsilastiklart sorunlar ile ilgili aragtirmalarin literatiirde sinirliligr dikkat gekici-
dir (Biyiiktiirkoglu, 2007).

Oziirlii bireyler de dziirsiiz bireyler gibi aligveris yapma, sosyallesme, tiiketici
olma, satin alma ihtiyacina ve istegine sahiptir (Kaufman-Scarborough, 1998).
Her ne kadar oziirlii bireylerin sosyal yasamlarinda karsilastiklart sorunlari
bertaraf etmeye yonelik yasalar ve diizenlemeler olsa da giinliikk yasamlarinda
karsilastiklart engellerden otiirii sosyal yasama katilamadiklar1 goriilmektedir
(Bozac1, 2016). Ornegin dziirlii bir tiiketici, kendi bagina dzgiirce aligveris deneyi-
mi yagayamamakta ve satin almak istedigi tiriinlerde alternatif iiriin segeneklerine
ulasamamaktadir. Oziirlii bireyler de birer tiiketici olmasina karsin perakendeciler
ve pazarlama yoneticileri tarafindan bir tiiketici grubu olarak ¢ogu zaman go-
rillmemektedir. Oziirlii tiikketiciler i¢in tutundurma faaliyetleri yok denecek kadar
azdir. Oziirlii bireyleri, tiiketici olarak kabul edip, tiiketici ve tiiketim haklarmin
taninmas1 yoniinde perakendecilerin bilinglenmesi ve ilgili diizenlemelerin yapil-
masi, Ozlrll tiiketicilerin de tiiketici olarak sosyal hayata dahil olabilmeleri agi-
sindan biiyiik dnem tagimaktadir (Ay, 2004; Biiyiiktiirkoglu, 2007). Buradan yola
¢ikildiginda aragtirmanin amaci, Oziirlii bireylerin tiiketici olarak karsilastiklar
sorunlar1 tespit ederek hem literatiire hem de sektore katki saglamaktir. Bu ko-
nuda yapilan aragtirmalarin sinirh ¢er¢evede kalmasi, aragtirmanin 6zglinliigiini
destekler niteliktedir. Arastirmadan elde edilecek sonuglardan yola ¢ikilarak gelis-
tirilecek Onerilerin, ilgili literatiire katk1 saglamas1 umulmaktadir.

2. Kavramsal Cerceve

Oziirlii olma durumu sosyolojik olarak “bireysel engellilik modeli” ve “toplum-
sal engellilik modeli” olmak {iizere iki farkli model ile incelenmektedir (Giddens,
2013). Bireysel engellilik modelinde 6ziirlii insanlarin kars1 karsiya kaldig1 sorun-
larin ana nedeni bireysel kisitlamalardir. Bireysel engellilik modelinde bedensel
“anormallik” bir dereceye kadar “6zirliiliik” ya da iglevsel sinirlamalarin nedeni
olarak goriilen, bireyin daha genis bir siniflandirma iginde “giiriik” olarak goriil-
mesinin zeminini olusturur. Bireysel engellilik modelinin temelinde 6ziirliiliik
durumuna yénelik “kisisel trajedi yaklasimi” yer alir. Oziirlii birey, talihsiz bir
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kaza kurbani olarak goriiliir. Tip uzmanlari, 6ziirlii bireyin “sorunlarini” teshis
ve tedavi etme gibi gorevlerinin sonucunda, bireysel modelde kilit rol {istenir. Bu
nedenle bireysel modele “tibbi model” denilmektedir. Ancak bireysel engellilik
modeli son yillarda daha fazla sorgulanmaktadir (Giddens, 2013). Toplumsal en-
gellilik modeli ise ingiltere’de &ziirlii haklarin1 korumaya yénelik kurulan Union
of Physically Impaired Against Segregation (UPIAS) tarafindan gelistirilen ve
bireysel engellilik modeline yapilan itiraz niteligi tagimaktadir. UPIAS 6ncelik-
le “6ztrlilik” ve “engellilik” kavramlar1 arasindaki ayrimi tanimlamaktadir. Bu
tanima gore (UPIAS, 2016) “oziirliiliik; bedende herhangi bir uzvun bir kisminin
ya da tamaminin eksik olmasi ya da kusurlu bir uzuv, organ ya da diizenegin
bulunmasi durumu iken engellilik ise fiziksel sakatlig1 bulunan kisilerin, ¢cagdas
toplumsal Orgiitler tarafindan hi¢ hesaba katilmamasi ya da ¢ok az géz Oniinde
bulundurmasi dolayisiyla yaygin toplumsal etkinliklerden dislanmalari ile sonug-
lanan kisitlanma ya da magduriyet durumudur”. UPIAS, “engelliligi” toplumsal
terimlerle tanimlayarak, engelliligi bireysel bir sorun olarak degil, 6zirlii olan
insanlarin toplumla tam olarak kaynasmalarini engelleyen toplumsal engeller
sorunu olarak gormektedir (Giddens, 2013). Oliver (2004) toplumsal engellilik
modelini savunarak, 6zellikle sanayi devriminden sonra Oziirliilerin isgiiclinden
dislanmasiyla toplum ile tam olarak kaynasamadiklari ger¢egini vurgulamaktadir.
Bu durum yillar gectikge Oziirlii bireylerin toplumdan kopmalarina neden olan
toplumsal bir sorun halini almistir (Oliver, 2004). Toplumsal modelin iki 6n kabu-
lii vardir. Bunlar (Winter, 2004 akt: Ozgokgeler ve Alper, 2010):

1. Sosyal sartlar 6ziirlii insan1 degil, 6ziirliiliigiin kendisini bir engellilik durumuna
doniistlrr.

2. Oziirliiler ile ilgili ¢abalarin odak noktas1 dziirliiliigiin kendisi degil, bu insan-
larin kisilikleri ya da kendi 6ziirliiliikk halleri ile birlikte nasil yagayacaklarina dair
bagimsiz kararlar alma becerisi ve hakki olmasidir. Dolayisiyla burada séz konusu
olan asil sorun “6ziirlii ferdin refahi’ndan 6te; “6ziirli ferdin insan haklar1”dir.
Glintimiizde tlim diinyanm kabul ettigi toplumsal model, dziirliilerin 6niindeki
engellerin ortadan kaldirilarak topluma tam katilimlarinin saglanmasina odaklan-
maktadir (Giddens, 2013).

Oziirlii Tiiketici

Tiiketim hakkindaki ¢aligsmalar insanlarin iki ya da {i¢ sinirli amagla (maddi refah,
psisik refah-haz ve gosteris) iiriin satin aldiklarimi varsaymaktadir. ilk ikisi bireyin
beslenme, barinma, giyinme gibi maddi refahi ile zihinsel gevseme ve eglence
ihtiyaglarini, sonuncusu ise toplumsal ihtiyaglar1 gidermeye yoneliktir (Douglas
ve Isherwood, 1999). Tiiketim, ister hi¢bir 6zrii olmasin, isterse 6ziirlii olsun, tiim
bireylerin istek ve ihtiyaglarinin karsilamasi igin gergeklestirilmektedir. Fakat
Oziirli bireyler, karsilastiklar: bir takim engellerden dolay: giinliik yasamlarinda
sanki tiiketim faaliyetlerini gerceklestirmiyor gibi algilanmaktadir. Oysa 6ziirliiler,
oziirlii olmayan bireyler gibi ekonomik ve sosyal acidan birer tiiketicidir. Oziirlii
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tiikketicinin ulagim, iletisim, saglik, istthdam vb. konularin yaninda tiiketici olmasi
nedeniyle tiiketici haklart bakimindan da hak ihlaline ugradigi gériilmektedir. Bu-
giine kadar yasalarda, ticari ve idari uygulamalarda hi¢ deginilmeyen ve gormez-
den gelinen 6ziirlii tiiketici haklar1 dikkat bile cekememistir (Dogan vd., 2003).

Yapilan arastirmalara gore ozirliilerin yilizde 75°1 ara sira aligverigse ¢ikmakta,
ylizde 13’1 aligverise hi¢ ¢ikmamakta, sadece yiizde 12’si aligveris yapabilmek-
tedir. Aligverise hi¢ ¢ikmayanlarin tamamina yakini zihinsel oziirliilerden olus-
makta ve 0zrii aligveris yapmasina engel teskil etmektedir (Biiytliktiirkoglu, 2007).

Oziirliiler i¢in yapilan diizenlemeler, sosyal yasamda 6ziirlii tiiketicilerin birtakim
hizmetlere ulasabilmesi konusunda ¢dziim Onerileri gelistirmis olsa da sadece ma-
gazalarn fiziki kosullarinda bir takim degisiklikler yapmak, oziirlii tiiketicilerin
hissettigi sikintilar1 giderebilmek igin yeterli gelmemektedir. Oziirlii tiiketicilerin
duygulari, satig elemanlari ile iliskileri, magazada yasadiklar1 deneyimler, diger
titketicilerin 6ziirli tiiketicilere kars tutumlart ve iiriin ¢esitliligi gibi degigkenler,
Oziirlii tiiketicilerin algiladigr engelleri tespit edebilmek igin arastirilmasi gere-
ken degiskenlerdir (Baker vd., 2007). Ornegin; magaza kapilarmin ¢ok agir ol-
masindan dolay1 6ziirlii tiiketiciler tarafindan agilmasinin ¢ok zor olmasi, yollarin
tekerlekli sandalyeler icin ¢ok dar olmasi, magaza ici koridorlarin dar olmasi,
fazla tirinlerin koridorlara koyulmasi ile gecis yollarinin kapanmasi, magazalarda
tekerlekli sandalye temin edilememesi gibi sorunlar 6ziirlii tiiketicilerin aligve-
ris faaliyetlerini engellemektedir (Kaufman, 1995). Isletmeler, &ziirlii tiiketicileri
cogu zaman bir hedef grup olarak gérmedikleri i¢in magazalar1 onlara gore tasar-
lamay1 ¢ok maliyetli ve gereksiz bulmaktadir. Ancak 6ziirlii tiikketiciler de belirli
bir ddeme giiciine ve satin alma istegine sahiptir. Dolayisiyla, ziirlii tiiketiciler de
isletmelerin satiglarini etkilemektedir. Ayrica oziirlii tiikketiciler, kendilerine uygun
magaza bulduklarinda sadik birer tiiketici olmaktadir. Dolayisiyla 6ziirlii bireyleri
de tiiketici olarak kabul edip magaza ortamini bu tiiketici grubuna gore tasarla-
mak, Oziirlii tiiketicilerin ihtiyaglarinin karsilanmasini saglayacaktir (Kaufman-
Scarboroguh, 1998). Ingiltere’de dziirlii bireylerin giinliik market aligverislerinde
karsilasabilecekleri giigliikleri 6nlemek adina birtakim diizenlemeler gergekles-
tirilmistir. Ingiltere Marketler Birligi bir kitap¢ik hazirlayarak perakendecilerin
oziirlii miisterilerine nasil davranmasi gerektigi ile ilgili talimatlar belirlemistir.
Bu kitapgiga gore iyi bir miisteri hizmetleri gelistirmek 6ziirlii bireylerin market
aligverislerini kolaylastirmak adina son derece dnemlidir. Ingiltere Marketler Bir-
ligi’ne gére hem magaza ici ve dis1 yapilacak diizenlemeler ile hem de magazada
calisan personelin 0ziirlii bireylere nasil davranmasi gerektigi konusunda egitil-
mesi ile 6zirlii bireylerin perakende aligverislerini kendi baslarina gerceklestir-
meleri saglanabilir. Magaza i¢i ve dis1 diizenlemeler yapmak sanilanin aksine
yliksek maliyetli degildir (ACS, 2021). Literatiir incelendiginde, 6ziirli tiiketici-
lerin tiiketici haklarinin korunmasi bakimindan da haksizliga ugradigi ve 6ziirli
tiikketicilerin aligveris yaparken karsilagtiklari sorunlarin belirlenebilmesi, 6ziirlii
tiikketicinin haklar1 konusunda giindem olusturulmasi ve kamuoyu olusturulmasi
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amaciyla “Oxziirlii Tiiketici’nin Haklar1” projesi gelistirilmis ve proje kapsaminda
ilk olarak konuyu tespit eden bir rapor hazirlandig1 goriilmiistiir. Rapor igin 13-15
Haziran 2003 tarihinde, Istanbul’da gerceklestirilen Oziirliiler Sempozyumu’nda
yapilan anket ¢alismasinda katilimcilara siipermarket aligverisi ile ilgili bir simii-
lasyon uygulanmis, anket sonuglarinda, 6ziirlii bireylerin zorunlu tiiketim ihtiyag-
larin1 karsilamak i¢in bile sipermarketlere gidemedigi sonucuna ulasilmistir.

Uluslararasi literatiir incelendiginde, pazarlama alaninda 6ziirliilere yonelik ya-
pilan ilk calismalardan birinin Vezina vd. (1995)’1n nitel arastirma yontemleri
kullanarak gerceklestirdikleri caligmalar1 oldugu goriilmiistiir. Ilgili calismada,
tiikketici davranigi arastirmalart ile 6ziirlii tiiketicilerin 6zel ihtiyaglarinin kamu
politikas1 belirleyicilerine sunulmasi dnerilmektedir (Vezina vd. 1995). 1990 y1-
linda imzalanan Oziirlii Amerikalilar Yasas1 (ADA) ile &ziirlii tiiketicilerin ha-
yat tarzlarina olan farkindalik artmistir. Yasaya gore tiim mallara ve hizmetlere
Oziirli tiiketicilerin sorunsuz sekilde ulagsmasi gerekmektedir. Ayrica ilgili yasa,
oziirlii tiiketicilerin hem hizmetlere erisimi noktasinda hem de giinliik ihtiyagla-
i1 gidermek amaci ile ziyaret ettikleri perakendecilerde tirlinlere erisimleri ile
ilgili diizenlemelerin de yapilmasi gerekliligi vurgulanmaktadir. ADA’ya karsin
pazarlama karmasinin etkinligini inceleyen ¢aligmalarda, 6ziirlii tiikketicilerin hala
ana miisteriler olarak diigiiniilmedikleri goriilmektedir. Amerika’da her 10 tiike-
ticiden dordiinii, oziirlii bireyler olugturmaktadir. Ayrica insanlarin yaslandikca
hayatlarim kisitlayan birtakim engelleri de ortaya ¢ikmaktadir. 55-64 yaslari ara-
sinda bulunan her ii¢c Amerikalidan biri, ¢esitli engellere sahiptir (Stephens ve
Bergman, 1995). Arastirmalar ADA ile gelen degisikliklerin perakendecilerin ma-
liyet ve karliligi etkiledigini gdstermektedir. Oziirlii bireyler alisveris i¢in ma-
gazalara erisebildiklerinde aligveris yaptiklart magazanin sadik miisterisi olmak-
tadir. (Kaufman-Scarborough, 2001). isletmelerin de 6ziirlii tiiketicilere gereken
hassasiyeti gdstermesi ve Oziirlii tiiketicilerin istek ve ihtiyaglarini dikkate alarak
pazarlama faaliyetlerini tasarlamasi gerekmektedir.

Stephens ve Bergman (1995) ADA’nin, pazarlamacilar1 dogrudan etkiledigini ve
bu durumun beraberinde yeni uygulamalar getirdigini agiklamaktadir. Bu acik-
lamalar1 igeren ¢alisma, 12 bdliimde incelenmis ve kamuya agik tiim birimlere
(oteller, restoranlar, firinlar, bakkallar, alisveris merkezleri, diger perakendeciler
vb.) Oziirlii bireylerin erisiminin saglanmasi yoniinde onerilerde bulunulmustur.
Bu onerilerden birkag1; 6ziirlii bireylerin farkli isteklerine gore aligveris yaptiklar
alanlarin diizenlenmesi ve satig ekibine 6ziirli tiiketicilere nasil hizmet etmeleri
gerektiginin 6gretilmesi seklindedir. Burnett (2006) ¢alismasinda 6ziirlii tiiketici-
ler ile iletisimin daha ¢ok ¢evrimigi kanallar ile saglanabilecegini ortaya koymak-
ta ve gevrimici ortamin 6ziir durumuna gore diizenlenmesi ile bu tiir tiikketiciler ile
daha rahat iletisim kurulabilecegi belirtilmektedir.

Literatiirde, 6ziirli tiikketicilerin normal tiiketicilerden ayristirilarak Gtekilestiril-
diklerine iliskin ¢alismalar goriilmektedir. Oziirlii bireylerin birer tiiketici olarak
goriilmesi ise kendilerine 6zel rehabilitasyon iiriinlerinin (tekerlikli sandalye ya
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da oziirleri ile ilgili diger medikal iiriinler) sunulmasi ile birlikte ortaya ciktig
seklindedir (Adeoye ve Bozic, 2007; Ludke ve Levitz, 1983).

Cheng (2002) baz1 perakendecilerin, dziirliiler i¢in {iretilen tirtinler ile diger insan-
lar i¢in sattiklar1 Uiriinleri bir arada sattiklarinda, 6ziirlii bireylerin de normal birey-
ler gibi rahat aligveris yapabildigini ve hem 6ziirlii hem de diger bireylerin sada-
katlerinin arttigini ifade etmistir. Her ne kadar kimi perakendeci, dziirlii bireyleri
de tiiketiciler olarak varsaysa da onlar1 nis bir pazar olarak gérmekte ve diger
tiikketicilerden ayirarak hareket etmektedir. Perakendecilerin 6ziirlii tiikketicileri bu
sekilde gormesi, literatiirde oziirlii tiiketicilerin “savunmasiz tiiketiciler” olarak
tanimlanmasina sebep olmakta ancak bir tiiketicinin herhangi bir 6zrii olmasi, sa-
vunmasiz olarak tanimlanmasii gerektirmemektedir (Ringold, 1995; Baker vd.,
2005; Eskyté, 2019).

Yapilan aragtirmalarda, oziirlii tiikketicilerin yaptiklari aligverislerin belirli asama-
larinin incelendigi ve belirli iirlinlere odaklanilarak yapildigi goriilmektedir. Fa-
kat yapilan ¢aligmalarda 6ziirlii tiikketicilerin istek ve ihtiyaglarinin neler olduguna,
satin aldiklar1 tirtinlere iligkin bilgilere nasil ulasabileceklerine, diger tiiketiciler
icin gerceklesen siireclerin Oziirli tiiketiciler icin nasil gerceklesecegine iliskin
genis bir ¢ergeveden bakilmamigtir (Eskyté, 2019).

Ulusal literatiir incelendiginde pazarlama alaninda oziirliilere yonelik yapilan ¢a-
ligmalarin sayica ¢ok smirli oldugu ve mevcut ¢aligmalarin ise yash yani kismi
oziirlii durumda degerlendirilen tiiketicilere yonelik oldugu goriilmektedir (Bii-
yiikttirkoglu, 2007). Tiirkiye’de 2000°’1i yillarin basindan itibaren 6ziirlii bireyler,
sosyolojik arastirmalara dayali olarak tartisilmaya ve incelenmeye baglamistir
(Burcu, 2015). Ancak 6ziirlii olma ve engel yaratma konusunun tilkemizde sosyo-
lojinin yani sira diger sosyal bilimlerin kuram ve metodolojisi ile de incelenmesi
gerekmektedir (Burcu, 2015). Ulusal literatiirde Yayl ve Oztiirk (2006)’iin ko-
naklama igletmelerinin 6zirlii pazarina bakis acilarinin incelendigi ¢alismalari,
pazarlama alani ile iligkilendirilebilir. Pazarlama alaninda yapilan farkli bir ¢alis-
ma da Canbulut ve Atik (2016) tarafindan gergeklestirilmistir. ilgili arastirmada
nitel arastirma yontemleri ile hem 6ziirlii bireylerin pazarlamaya bakis agisi, hem
de pazarlama aktorlerinin Oziirlii bireylere bakis acisi anlasilmaya calisilmistir.
Aragtirmada 0ziirlii bireylere yonelik mal ve hizmetlerin olmadig1 ve pazarlama
karmasinin 6ziirliilere yonelik kurgulanmadigi noktas1 6nem tagsmaktadir.

Bozaci (2016) yaptig1 calismada, oziirliilerin; tiiketici olarak karar alabilmesi,
aligveris ve bos zaman faaliyetlerinde bulunabilmesi noktasinda karsilastiklar1 so-
runlar1 ele almigtir. Ulusal literatiirde 6ziirlii tiiketiciler ile ilgili diger caligmalarin
genellikle turizm odakli oldugu goriilmistiir. Yapilan arastirmalarda, literatiirdeki
diger aragtirmalara benzer olarak 6ziirlii tiiketicilerin toplum tarafindan yok sayil-
dig1, onlarla empati kurulamadigi ve 6ziirlii bireylerin istek ve ihtiyaglarinin goz
ardi edildigi belirtilmistir. Aragtirmalarda, ayrica turistik konaklama tesislerinin
de oziirlii tiiketicileri diisiinerek dizayn edilmedigi, calisanlarin tutum ve davra-
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nislarmnin rahatsiz edici oldugu belirtilmektedir. Oziirlii tiiketicilerin de tipk1 diger
tiiketiciler gibi eglenmek ve dinlenmek igin tatile gittikleri, fakat toplumun onlara
kars1 davranislar1 nedeniyle rahatsiz olduklart ifade edilmistir. Diger bir aragtir-
mada ise Oziirlii bireylerin yeme igme alanlarinda karsilastiklari zorluklar incelen-
mis, ayni sekilde bu calismada da TSE tarafindan gerekli standartlar tanimlansa
da oziirlii bireyler icin gerekli diizenlemelerin tesis edilmedigi ifade edilmistir
(Toker ve Kagmaz, 2015; Cengiz ve Akséz 2018; Burak, 2018; Tekin ve Telliog-
lu, 2018; Sahingdz ve Keskin, 2018; Merig ve Isik, 2019; Uzun, 2019; Tatar vd.,
2019; Ozeren, 2019: Erkili¢ ve Eren, 2020).

Hacettepe Universitesi Engelliler Arastirma ve Uygulama Merkezi tarafindan ya-
pilan aragtirmada ise sosyal bilimlerde yapilan 6ziirliiler ile ilgili akademik ¢alis-
malarin genellikle egitim alaninda yogunlastig1 goriilmektedir (http://www.engel-
siz.hacettepe.edu.tr/derleme.shtml, 2020).

Ara@ttrmamn amaci ve arastirma sorulari

Oziirliilerin tiiketim davramglarinin, bu kimselerin ailelerinden ayr1 diisiinii-
lemeyecegi goz Oniine alindiginda, oziirlii tiiketicilerin karsilastiklar1 sorun-
larin, Tirkiye’de 30 milyondan fazla kisiyi birinci derecede etkiledigi ortaya
cikmaktadir (TUIK, 2021a). Ciinkii dziirliilerin tiikketim davranislarini genellikle
aileleri gerceklestirmekte ve aileleriyle birlikte diistiniildiiglinde 6ziirli iligkili
niifus bu rakamlara kadar ulasabilmektedir. Tiirkiye’de oOziirliller temelinde
tiikketici olma hakk1 ¢ergevesinde yapilan bilimsel ¢alismalar sinirlidir (Yaylh ve
Oztiirk, 2006; Canbulut ve Atik, 2016; Bozaci, 2016) ve yapilan diizenlemeler
oziirliilerin sosyallesmelerine fazla katki saglayamamaktadir. Buradan hare-
ketle oziirlii bireylerin aligveris yapabilmelerine olanak saglayacak engellerin
belirlenmesi ve stratejilerin gelistirilmesi, bu ¢calismanin baslangi¢ noktasidir. Bu
kapsamda arastirmanin amaci, 0ziirlii bireylerin hangi tirlinleri, ne amagla aldigin
sorgulamak degil, perakendeci diizeyinde temel ihtiyaglarin 6ziirliiler tarafindan
bireysel olarak karsilanmasii engelleyen durum ve kosullarin belirlenerek (6r-
negin; Oziirlii birey bir slipermarkette ihtiyag duydugu sampuani yiiksek raflarda
bulundugu ve onlara ulasamadigi i¢in satin alabiliyor mu? vb.) bu yonde engelleri
ortadan kaldirici stratejiler ile ¢esitli ¢oziim Onerilerinin, bilimsel ve sektorel dii-
zeyde katki saglayacak yonde gelistirilerek sunulmasidir.

Aragtirmanin temel sorusu, “0ziirlii tiiketicilerin giinliik hayatlarinda aligveris ya-
parken karsilastiklar1 sorunlar nelerdir?” olarak belirlenmistir. Bu baglamda aras-
tirmanin diger sorulari;

- Aligveris yaparken diger miisterilerin 6ziirlii tiiketicilere kars1 bakis agis1 nedir?

- Calisanlarin aligveris sirasinda oOziirli tiiketicilere karsi tutum ve davraniglart
nelerdir?

- Market ortaminda 6ziirlii tiiketicilerin karsilagtig1 sorunlar nelerdir?
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- Bu sorunlar ile ilgili nasil ¢6ziim dnerileri gelistirilebilir?
- Oziirlii tiiketiciler nasil bir market ortaminda alisveris yapmak ister?
3. Arastirma Yontemi

Bu calismada nitel arastirma yontemi uygulanmistir. Nitel arastirmada, arastir-
manin konusunu olusturan olgu ya da olay, i¢inde bulunduklar1 dogal ortamda
incelenmelidir. Clinkii dogal ortamla, manipiile edilen ortam (deneysel ortam
gibi) arasinda 6nemli farklar vardir ve sosyal bilimler i¢cin dogal ortamda olusan
gercekler daha anlamhidir (Y1ldirim ve Simsek, 2013). Oziirlii bireylerin yasadik-
lar1 zorluklari, hayata bakisi, diger bireylerin onlara yonelik yaklasimlarini daha
objektif ve b Calismanin inandiriciligini artirmak i¢in arastirma sonuglar1 benzer
arastirmalarin sonuclari ile karsilastirilarak ¢caligmalardaki benzerlik ve tutarlilik-
lar belirlenmistir (Eisenhart ve Howe, 1992; Silverman, 2000). Ayrica, katilimci-
larin kendi ifadelerine de yer verilerek ¢alisma verilerinin giivenilirligi saglanmis-
tir. Gegerligi saglamak adina verilen cevaplarin birbiri ile ortiistip ortiismedigini
kontrol etme amaci ile benzer igerikli sorular da katilimcilara sorulmustur. Bu
sayede katilimcilarin ifadeleri ile aragtirmacilarin kayit altina aldiklar1 ifadeler
karsilikli denetlenmistir (Guba, 1981; Creswell, 2013). iitlinciil ortaya koyma
amacindan hareketle nitel aragtirma yonteminin se¢ilmesi uygun gorilmiistiir.

3.1.Ana Kiitle ve Orneklem

Arastirmanin ana kiitlesini Bolu ilinde ikamet eden ortopedik ve gérme oziirlii
bireyler olusturmaktadir. Bu kapsamda degerlendirildiginde ve nitel arastirmala-
rin amacinin indirgemeci olmamasi nedeniyle 6rnekleme yontemlerinden amach
ornekleme yontemi kullanilmigtir. Amaclh 6rnekleme, pek ¢cok durumda olgu ve
olaylarin kesfedilmesinde ve agiklanmasinda yararli olmaktadir. Amagli drnek-
leme yontemlerinden kartopu yontemi zengin bilgi kaynagi olabilecek oziirlii
bireylerin saptanmasinda ve bu bireylere ulasma amaci ile kullanilmistir. Nitel
arastirmada Orneklem sayisinin belirlenmesine iliskin literatiirde farkli goriigler
olsa da Guest vd. (2006) ve Mason (2010) 6rneklem sayisinin elde edilen verinin
doygunlugu ile baglantili oldugunu ve arastirmacinin bu sayiy1 ¢alismanin 6zel-
liklerine bagli olarak belirleyebilecegini belirtmektedir.

Nicel arastirmalar ile karsilastirildiginda, nitel aragtirmalar az 6rneklem veya kii-
ciik caligma gruplar ile yiiriitiilebilir. Orneklemin diisiik sayida tutulmasi, aras-
tirmacilara belirli 6rneklemlerle detayli ve derinlemesine inceleme imkani sag-
lar (Kvale, 1994; Pope vd., 2006; Baltaci, 2018; Marshall, 1996; Teddlie ve Yu,
2007). Bu kapsamda arastirmada birinci agsamasini olugturan derinlemesine goriis-
me boliimiinde 6rneklem sayisinin 18 yasindan biiyiik, gérme ve ortopedik &zir-
li bireylerden olusacak toplam 10 katilimcidan olugsmasi ve bu katilimcilardan
5’inin gérme 6ziirlil ve 5’inin de ortopedik 6ziirlii katilime1 olmasi planlanmustir.
Ancak verinin doygunluga ulasmamasi halinde sayinin artirilacagi yoniinde calis-
ma yapilmasina karsin gérme 6ziirli katilimcilarda ilk dort, ortopedik 6ziirlii ka-
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tilimcilarda ise dort birey sonrasi doygunluga ulasilmistir. Ancak her iki grup igin
planlanan sayiya erismek adima 5’er katilimer ile calisma siirdiiriilmiistiir. Ikinci
asama olan gézlem boliimiinde ise derinlemesine goriigme yapilan katilimcilardan
gontlli olmay1 kabul eden biri gorme, digeri ortopedik ozirlii iki katilimcinin
aligveris deneyimi gozlemlenmistir.

3.2.Veri Toplama Yontemi

Aragtirmada veriler “derinlemesine goriisme” ve “gdzlem” araglari ile toplanmustir.
Derinlemesine goriisme i¢in hazirlanan sorular aragtirmacilar tarafindan ilgili lite-
ratlirden yararlanilarak ve ¢alismanin amacina uygun olacak sekilde hazirlanmig-
tir. Derinlemesine goriisme, dnceden belirlenmis amag i¢in yapilan, soru sorma ve
yanitlamaya dayali karsilikli ve etkilesimli iletisim siireci olarak tanimlanir. Ay-
rica derinlemesine goriismenin; esneklik, yanit orani, veri kaynagmin teyit edil-
mesi, ortam tizerindeki kontrol (Yildirim ve Simsek, 2013) gibi gii¢lii yonlerinin
olmasi, analize olumlu katki saglamaktadir.

Gozlem ise “belli bir kimse, yer, olay, nesne, durum ve sartta ait bilgi toplamak
icin” belirli hedeflere yoneltilmis faaliyetlerdir. G6zlem, herhangi bir ortamda ya
da kurumda olusan davranisi ayrintili olarak tanimlamak amaciyla kullanilan bir
yontemdir. Arastirmaci, herhangi bir ortamda olusan bir davranisa iligkin ayrintili,
kapsamli ve zamana yayilmig bir resim elde etmek istiyorsa, gézlem yontemini
kullanabilir. Gozlem tekniginin en onemli 6zelligi, gézlenenlerin kendi dogal
ortamlar1 i¢inde bulunmasidir (Yildirim ve Simsek, 2013; Karasar, 2005). Kati-
limcilar ile yapilan goriismeler neticesinde elde edilen bilgilerden sonra gézlem
yapilarak elde edilen bilgilerin tutarli olup olmadigi da kontrol edilebilir. Dolayi-
styla gozlem, ilgili konunun bir biitiin olarak algilanmasinda énemli bir rol oyna-
maktadir (Mulhall, 2003).

Uygulamanin birinci asamasinda; gorme ve ortopedik 6ziirlii olma 6lgiitiine uy-
gun adaylardan, goniillii olan katilimeilar ile derinlemesine gorlisme yapilmistir,
Goriligmeleri biri moderatdr olmak iizere, not tutma ve gézlem yapma amagl {i¢
arastirmaci gerceklestirmistir. Arastirmacilar, nitel analiz konusunda calismalari
ve tecriibesi olan dgretim liyelerinden olusmaktadir. Gorlismelerde katilimcilardan
izin alinarak ses kayit cihazi kullanilmis ve not tutulmustur. Goriismeler ortalama
45 dk./1 saat stirmiistiir.

Uygulamanin ikinci agamasinda; Bolu’da faaliyet gosteren ulusal diizeyde pera-
kendeci zincir magazada mevcut diizene bagl kalarak ortopedik ve gérme 6ziirlii
bireylerin ayri1 ayr1 magazaya ulasimindan baslayarak, magazaya giris ve satin
almak istedikleri tiiketim tiriinlerini bireysel ve yardimsiz saglayabilme vb. yasa-
nan durumlar gézlemlenmistir. Goézlem yontemi; katilimcilara takilan (izinlerin
alinmas: suretiyle ve goniilliiliilk esasiyla) aksiyon kameralar yoluyla kayit altina
alinmis ve diger taraftan da arastirmacilar tarafindan detayli notlar tutularak goz-
lemler yapilmustir.
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3.3.Veri Analizi

Nitel arastirmalarda veri analizi genel olarak; verilerin hazirlanmasi ve organi-
zasyonu ile baslayarak, veriyi sekiller, tablolar veya tartisma halinde raporlamay1
igeren, belli basamaklar1 kapsayan ve sabit dogrusal diizlem yerine, belli yoriin-
gede hareket eden siirectir (Creswell, 2013). Veri analizi siirecinin dongiisel iler-
lemesi (Creswell, 2013) analizin esnek ve geri doniislii olarak yapilmasina imkan
vermektedir. Bu kapsamda, ilk olarak derinlemesine goriismeler sirasinda tutulan
notlar ve ses kayitlar1 desifre edilmistir. Desifrelere, aksiyon kamera kayitlarina
dayali gozlem notlar1 da eklenerek tiim toplu kayitlar, bilgisayar ortamina akta-
rilmistir. Nitel veri analizinde NVIVO 10 programi kullanilmigtir. Nitel veri ana-
lizinde, NVivo gibi yazilimlar1 kullanmak, gézden kacirilabilecek verilere daha
farkli agilardan bakma olanag: saglamaktadir (Bazeley ve Jackson, 2015). Bu
aragtirmada betimsel veri analiz siireci Nvivo 10 nitel veri analizi programinda
“Nodes” boliimiinde gerceklestirilmistir.

4.Bulgular

Tablo 1’de sunuldugu lizere arastirmaya katilan katilimcilarin besi gérme 6ziirli,
besi ortopedik dziirliidiir. Oziir durumlari ise genellikle yiizde 90 ve iizeridir.

Tablo 1. Demografik Bulgular

Katilimer Cinsiyet Yas Oziirlii Olma Tiiri Oziir Oram
K1 Erkek 23 Gorme % 90
K2 Erkek 20 Gorme % 90
K3 Erkek 19 Gorme % 90
K4 Kadin 40 Gorme % 90
K5 Kadm 36 Ortopedik % 90
K6 Erkek 55 Ortopedik % 90
K7 Erkek 45 Ortopedik % 90
K8 Erkek 70 Ortopedik % 96
K9 Kadin 50 Gorme % 92
K10 Kadm 35 Ortopedik % 90

Ortopedik Oziirlii ve gérme Oziirlii bireylerle yapilan goriismeler ile aksiyon ka-
mera kayitlarinin izlenmesi ile yapilan gozlem sonucunda elde edilen bulgular
NVIVO programinda, kelime bulutlari ile 6zetlenmistir.
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Sekil 1. Gorme Oziirlii Katilimeilarin Sorunlart

Gorme Oziirli katilimcilar, bagimli olma sorunu yasadiklarini, tek baslarina higbir
sekilde aligveris yapmaya gidemediklerini ifade etmislerdir. Gérme 06ziirli kati-
limcilar, mutlaka aile {iyelerinden birisi ya da eslerinin kendilerine refakat ettigi
takdirde disar1 ¢ikabildiklerini belirtmislerdir. One ¢ikan bir diger sorun ise sii-
permarkete girdiklerinde gorevlilerin yardimci olmamasidir. Katilimcilar gorev-
lilerin kendiliginden yardimci olmadiklarini ancak gorevliyi cagirdiklari zaman
bir karsilik alabildiklerini ifade etmislerdir. Bu sorunlarin yani sira cogu markette
kapilarin sensorlii olmayist da giris ¢ikislarda oldukga biiyiik bir sorun olarak 6n
plana ¢ikmaktadir. Kapilarin tek yonlii acilip kapanmasi, gdrme 6ziirlii katilim-
cilarin giris ¢ikislarda gesitli tehlikeler atlatmasina neden olmaktadir. Tek bagina
c¢ikilan aligveriglerde, 6deme sirasinda belirtilen tutarin gergek tutar1 yansitip yan-
sitmadig1 konusunda yasanan giivensizlik de baska bir sorun olarak gortilmiistiir.
Gorme Oziirlii katilimeilarin siipermarket i¢inde karsilastigi bir diger sorun ise
reyon aralarinin dar olusudur. Gérme 06ziirlii katilimeilar, reyonlarda hangi iiriin-
lerin oldugunu géremedikleri i¢in reyon aralarindan gecerken bir seylerin kirilip
dokiilebilecegi konusunda sikinti ¢ekmektedir. Ortopedik 6ziirlii katilimceilarin
siipermarket aligverisinde yasadig1 sorunlar Sekil 2’de goriildiigii iizere kelime
bulutunda 6zetlenmistir.
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Sekil 2. Ortopedik Oziirlii Katilimeilarin Sorunlari

Stipermarketin fiziki kosullari, ortopedik 6ziirlii katilimcilar i¢in oldukga fazla so-
runa sebep olmaktadir. Oncelikle giriste bir rampa olmamasi ya da var olan ram-
panin tekerlekli sandalye ve akiilii arabalarin ¢ikabileceginden daha yiiksek bir
egime sahip olmasi, ortopedik 6ziirlii katilimcilarin daha siipermarkete giremeden
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birtakim sorunlar yagsamasina neden olmaktadir. Kapilarin sensorlii olmayisi da
girig sirasinda karsilagilan sorunlar arasinda yer almaktadir. Bir sekilde siipermar-
kete girebildiklerinde ise reyon aralarinin araba gecisine miisait olmayacak kadar
dar olmasi, raflarin erisemeyecekleri kadar yiiksek olmasi, reyon aralarinda pa-
letlere yerlestirilen iirlin yigma sistemi, kasa araliklarinin araba geg¢isine miisait
olmamasi ve kasanin 6ziirlii arabasina gore yliksekte kalmasi, 6deme sorunlarina
sebep olmaktadir. Karsilagilan 6nemli sorunlardan birisi de gérme Oziirliilerin ya-
sadig1 gibi yardim sorunudur. Ortopedik 6ziirlii katilimcilar da siipermarket go-
revlerinin yardimci olmama egiliminde olduklarini ifade etmiglerdir. Gérme 6ziir-
lii bireylerin siipermarket tercih etme nedenlerini 6zetleyen kelime bulutu Sekil
3’te goriilmektedir.

Sekil 3. Gérme Oziirlii Katilimcilarin Market Tercih Nedenleri

Yapilan calismada, gérme 6ziirlii katilimeilar, belirli marketleri tercih ettiklerini ve
bu tercihlerinin en temel nedeninin de markete yakinlik oldugunu ifade etmislerdir.
Ayrica gorme Oziirlii katilimeilar, siirekli aligveris yaptiklart marketlerin hem gidis
yolunu hem de market i¢inde hangi reyonda, hangi rafta hangi iiriiniin oldugunu
ezberlediklerini dolayisiyla ezberlerinde olan marketi tercih ettiklerini belirtmisler-
dir. Gérme 6ziirlii katilimcilar igin tercih nedeni olan bir diger 6ge ise tercih ettik-
leri marketin giivenilir olmasidir. Ortopedik 6ziirlii katilimeilarin tercih nedenlerini
Ozetleyen kelime bulutu Sekil 4’te goriildiigii gibi 6zetlenmistir. Ortopedik 6ziirlii
katilimcilarin tercihinde siipermarket giris ¢ikislarinin araba gegisine uygun olmasi
ve market i¢inde dolasimin rahat sekilde gerceklesebilmesi 6n plana ¢ikmaktadir.
Marketin yakin olmas1 ayr1 bir tercih nedeni olarak goriilmektedir.

Sekil 4. Ortopedik Oziirlii Katilimeilarin Market Tercih Nedenleri

Gorme Oziirlii bireyler, tirlinleri, fiyatlari, markalar1 ve {irlin gramajlarim gore-
medikleri icin mutlaka aile bireyleri ya da arkadaslar1 gibi refakatciye ihtiyac
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duymaktadir. Oysa gérme Oziirlii katilimcilardan Braille alfabesi okuyabilenler,
iiriinlerin lizerine Braille alfabesi ile eklenecek olan bilgiler ile kendi kendilerine
aligverig yapabilmelerinin miimkiin olacagini ifade etmektedir. Sekil 5’te gérme
Oziirli katilimeilarin 6nerileri goriilmektedir.

Sekil 5. Gorme Oziirlii Katilimeilarin Onerileri

Bir katilimcinin “son kullanma tarihi yazsa Braille olarak hangi iiriiniin ne oldu-
gu yazsa gayet cazip olabilir aslinda. O zaman fiyat fazla bile olsa giderim ashin-
da” ifadesi ile Braille alfabesinin kendisini ne kadar rahatlatacagini belirtmistir.
Gorme Oziirli katilimeilar, market iginde gelistirilecek sesli bir sistem ile iiriin,
marka, fiyat ve gramaj bilgilerini, hangi reyonda hangi iiriinlerin yer aldiginin bil-
dirilmesini ve 6deme tutarmin sesli olarak bildirilmesinin tek baslarina alisveris
yapabilmeleri i¢in olduk¢a faydali olacagini ifade etmislerdir. Gorme Oziirlii bir
katilimeinin “en azindan bir seslendirme sistemi olsa o da yeter bizim icin” sek-
lindeki diistincesi ile diger bir katilimcinin “bu sesli komut sisteminin daha yararh
olacaginm diistintiyorum ben” seklinde belirttikleri sesli komut sisteminin sorunsuz
aligveris yapabilmelerine yardimci olacagini vurgulamalart dnemli bir bulgudur.
Gorme 0Oziirli katilimcilar, Braille alfabesi ve sesli sistem 6nerilerinin yani sira en
azindan market icinde kendilerine rehber olabilecek sar1 ¢izgilerin yer almasinin
da sorunsuz aligveris yapabilmelerini kolaylastiracagini belirtmistir. Bir katilime1
“yerde sart ¢izgi olabilirse en azindan onunla daha rahat gidecegim yeri bulabili-
rim” ifadesi ile kendisi i¢in sar1 ¢izginin onemini belirtirken, diger bir katilimci da
“hani raflar atiyorum sey olur bu metrolarda da oluyor ya hocam sart ¢izgi 20-30
cm ilerisinde diisecegini ifade eder oranin gerisine hafiften bir kabarti koyarlar
gorme oziirliiler ge¢cmesin diye markete de hani kirtlacak bir seyler oldugu zaman
va da rafa yaklastigimizda mesela raf surada suraya bir ¢izgi koyarlar baston
oraya degince biz dururuz en azindan orada raf oldugunu anlayabiliriz” ifadesi
ile aslinda siipermarket tarafindan yapilabilecek basit bir diizenleme ile yapila-
cak aligverisin son derece kolay hale gelecegini vurgulamistir. Gorme 6ziirli ka-
tilimeilarin ilettigi en 6nemli sorunlardan birisi, gérevlilerin kendilerine yardimci
olmamasi ile baglantilidir. Bir katilimcinin “gérevlilerin giiler yiizle yaklasmast,
yvardim istediginizde geri ¢cevirmemeleri iyi olur” seklindeki distincesi dikkat ce-
kicidir. Gorme 6ziirlii katilimeilar tirlinleri dokunarak anlamaya ¢aligtiklart igin,
raf ile Griin arasinda bir bosluk olursa iiriinlere daha rahat dokunabileceklerini
ifade etmislerdir. Calismaya katilan ortopedik Oziirlii katilimeilarin sorunsuz bir
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aligveris i¢in 6ne siirdiikleri oneriler, Sekil 6’da ortaya konulan kelime bulutunda
Ozetlenmistir.
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Sekil 6. Ortopedik 6ziirlii Katilimeilarin Onerileri

Ortopedik 6ziirlii katilimcilar, sorunsuz bir aligveris yapabilmeleri i¢in en 6nemli
sorunu, reyon aralarmin darligi olarak belirtmektedir. Bir ortopedik oziirlii ka-
tilimel, “igerisi biraz daha genis olmali bence. Reyonlarin aralari biraz daha
genis olmasi gerekiyor” seklinde diistincesini sunarken, bir diger katilimc1 “bir
kere alan ¢ok genis olmali ¢iinkii boyle donebilecegimiz alanlar ¢iinkii bu ara-
balar ¢ok rahat dénemiyorlar. Market iginde bir yerde kalabiliyoruz ¢iinkii don-
me stkintumiz var. O yiizden alan genisligi ¢cok onemli” seklinde alan genigliginin
kendileri i¢in énemini vurgulamistir. Bir baska katilimci ise “i¢erde reyonlarin
arast genis olursa dolagmamiz rahat olur” seklinde reyon araligi genisliginin
onemini vurgulamistir. Alisverisi kolaylastiracak baska bir énemli diigiince ise
engelli arabalari ile aligveris sepetlerinin kullanilamamasidir. Katilimcilardan biri
“oncelikle o sepet isini hallederdim. Yani bir sekilde o sepeti arabaya takabile-
cegimiz arkaya ya da one takabilecegimiz mesela ben boyle gittigimde aldigimi
atardim, aldigimi atardim béyle geze geze” seklinde arabaya takilabilecek sepetin
Oonemini vurgularken, bir baska katilime1 da “Avrupa’da marketlere girdiginiz
zaman engellilerin kullanabilecegi araba igin engelli sepetleri var. Onu oniine
koyuyorsun siire siire gidip aliyorsun” seklinde goriisiinii ortaya koymustur. Orto-
pedik ozirlii katilimcilar, markete giris sorunu i¢in de ya market girislerinin diiz
olmas1 ya da market girislerine yapilan rampalarin daha az egimli olmas1 seklinde
diistincelerini ifade etmiglerdir. Raf boylarinin yiiksekligi ve raf sayisi ortopedik
Oziirlii bireylerin erisebileceginden daha yiiksek olmaktadir. Buradan yola ¢ikil-
diginda, ortopedik oziirlii bireyler, daha az sayida ve daha alcak raf sistemlerinin,
kendi baslarina daha kolay aligveris yapabilmelerini saglayacagini vurgulamiglar-
dir. Raf yiiksekligi ile ilgili olarak katilimeilar, “aslinda, hani bes katl yapmasina
de gerek yok. En fazla ii¢ katl yapsin, iki kat yapsin, fazladan yapsin raflari. Ben
boyle diisiintiyorum. Mesela engel olarak, kisa viicutlu, ayakta olsa bile boyu kisa
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olan insanlar var. O zaten hi¢bir seye erisemeyecek”. “Raflar bize gore yapilsa
¢ok problem yok bence. Daha ¢ok iiriin verilir hani yerden kisitlanabilecek evet
ama az katli ama yaygin olabilir” seklinde, raf yiiksekliklerinin kendileri i¢in ne
kadar 6nemli oldugunu vurgulamaktadir. Katilimcilar, marketlerin tahsis edecegi
servislerin, ortopedik 6ziirlii bireylerin markete gidis doniislerini oldukga rahatla-
tacagini ifade etmistir.

5. Sonuc ve Oneriler

Bolu il merkezinde yasayan oziirlii bireylerle yapilan ¢alismadan elde edilen
en onemli sonug, Oziirlii bireylerin birer tiiketici olarak goriilmedigi ve hedef
pazar olarak tanimlanmadigidir. Bu durum, gliniimiiz pazarlama anlayisinin
geldigi noktada ve sorumlu pazarlama stratejileri kapsaminda son derece
olumsuz bir duruma isaret etmektedir. Ozellikle zincir siipermarketler diizeyinde
oziirlii bireylere yonelik ¢ok temel uygulamalar goriilse de (rampa vs.), yerel
siipermarketler i¢in durumun ayni oldugu goriilmektedir. Caligmadan elde
edilen bir diger dnemli sonug, 6zlir durumuna bagli olarak hayata gecirilmesi
gereken uygulamalarin siipermarket diizeyinde Onemli oranda farklilagmasi
gerekliligidir. Bu sonug¢ Stephens ve Bergman (1995)’nin farkli engellere sahip
olan 6ziirli tiiketicilerin farkl ihtiyaclari oldugu ve fiziksel 6ziirlii bir bireyin bir
magazada aligveris yaparken karsilasacag: giigliikler ile gérme Oziirlii bir bireyin
karsilasacagi giicliiklerin birbirinden farkli olacagi sonucu ile oOrtiismektedir.
Ozellikle Tiirkiye’nin farkl1 bolgelerinde ve cografyalarinda (akraba evliligi, sehit,
afetzede, yash vb. olma durumu) belli basli 6ziirlii tiiketicilerin sayica yogunluk
gostermesi bu tiir farkliliklar1 dikkate almanin 6nemine de vurgu yapmaktadir.
Ornegin Karedeniz bolgesinde ortopedik oziirliilerin yogunlugu, Giineydogu
Anadolu bélgesinde gérme &ziirliilerin yogunlugu (TUIK, 2021b), gibi.

Calisma sonuglar1 detayl degerlendirildiginde, Bolu il merkezinde yasayan 6ziirlii
bireylerle yapilan derinlemesine miilakatlar ve magaza i¢i ve aksiyon kamera ka-
yitlarina dayali gozlem sonucunda, 6ziirlii bireylerin siipermarket aligverislerinde
temelde yasadiklari sorunlar; gorevlilerin ilgisizligi, bagkalarma bagimli olma ve
siipermarketin fiziki kosullar1 olarak ii¢c temel baslik altinda toplanmugtir.

Gorme Oziirli katilimeilarin tek baslarina aligveris yapamamalarindaki en 6nemli
sorunlardan bir tanesinin birine bagimli olma durumu, ortopedik 6ziirlii katilimcilar
acisindan bakildiginda gérme 6ziirlii katilimcilar kadar 6nemli olmadig1 sonucuna
ulastlmistir. Bu kapsamda en 6nemli 6neri, gorme Ozilrlii katilimcilarin market
aligveriginde sorun yasamamak i¢in Braille alfabesi ile olusturulacak kabartmali
etiketler, fiyat-marka bilgileri ya da Braille alfabesi ile olusturulmus raflara
yerlestirilecek kabartmali bilgilendirici etiketlerin olmasidir. Braille alfabesi ile
olusturulacak etiketlerin olmamasi1 durumunda ya da her gérme 6ziirlii bireyin
Braille alfabesi okuyamamasi varsayildiginda ise sesli sitemler kullanilabilir.

Ayni anda hem gérme hem de ortopedik 6ziir tiiriine sahip olan katilimeilarin dik-
kat ¢ektigi nemli sorunlardan biri, ¢calisanlarin ilgisizligi ve yardimci olmamalari
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durumudur. Aslinda katilimcilar sadece siipermarketten iceri girdiklerinde giiler
yiizlii bir kargilama, ihtiyaglar1 oldugunda kendiliginden yardimci olmay1 dneren,
ayristirmayan ancak 6ziirlii miisterileri gormezden gelmeyen cana yakin bir perso-
nel ve miisteri hizmetleri umduklarmi belirtmistir. Oziirlii tiiketicileri rencide edi-
ci kelimelerle tanimlamak yanlistir. Magaza caligsanlarinin hizmet ederken hatali
davranislari, 6ziirlii miisterilerin istek ve ihtiyaclarini kargilamadaki yanitlari, ¢ok
asirt ilgisi ya da ilgisizligi de 6ziirlii miisterilerin magaza hakkindaki tutumlarini
etkiledigi sonucu, Bitner (1999) ve Baker vd. (2002) tarafindan yapilan ¢aligsma-
larla da desteklenmekte, magazanin fiziksel kosullarinin iyilestirilmesi kadar, ca-
lisan personele mutlaka 6ziirlii miisterilere nasil davranilmasi gerektigi konusun-
daki egitimlere de vurgu yapilmaktadir.

Etkili bir pazarlama programi olusturabilmek i¢in pazarlamacilarin 6ziirlii tiikketi-
ciler ile empati kurmasi, onlarin umut ve hayallerini anlayabilmesi cok énemlidir.
Bu noktada perakende sektoriinii ele alirken ve pazarlama stratejileri gelistirirken,
biitiinciil bir yaklagimla sadece magaza i¢i diizenlemeler diginda hedef kitlenin
oziirlii tiiketiciler oldugu noktasindan hareketle konumlandirma stratejilerinden
tutundurma karmasima kadar hedef kitle gozetilmelidir. Ornegin; reklamlarda,
Oziirlii bireylerin de kullanilmasi hem satislarda hem de markaya geri doniisler-
de olumlu bir etki yaratacaktir. Reklamlar1 hazirlarken 6nyargili bir tavir takimil-
mamal1 ya da 6ziirlii bireylerin alinabilecegi, olumsuz etkilenebilecegi durumlari
diisiinmeden bir kampanya hazirlanmamalidir. Oziirlii olma halinin sadece dogus-
tan gelen bir durum olmadigi, daha sonra gergeklesen, kontrol disi ¢esitli kazalar
sonucunda da olusabilecegi unutulmamalidir. Dolayisiyla Menzel vd. (2007) nin
caligmasinda yer alan ve market ¢alisanlarinin karsilama deneyimini aktaran bir
katilmeinin “magazaya girdigimde normal bir miisteri gibi karsilandim. Kimse
bacagima bakmadi. Herkes kendi alisverigini yapti. Ben de kendi aligverigimi yap-
tim. Yardima ihtiyacim oldugunda, gorevli istedigim iiriinii verip kendi isini yap-
maya devam etti. Normal insanlar gibi aligveris yapip arabama bindim. O yiizden
bu magaza deneyimini hos olarak tanimladim ” seklinde ifadesi durumu destekler
niteliktedir. Menzel vd. (2007)’ne gore katilimcinin magaza deneyimini “hosa gi-
den” olarak tanimlamasinin nedeni, magazada katilimciya bir “engeli” varmuis,
“farkliymis” gibi hissettirilmemesinden, farkli olmayan bir miisteri olarak dav-
ranilmasindan kaynaklanmaktadir. Yapilan bu ¢aligmada da katilimcilar, magaza
gorevlilerinin ve diger miisterilerin bakis agilarinin kendilerini etkiledigini ifade
etmistir. Katilimeilara, sadece size 6zel diizenlenen bir marketten mi, aligveris et-
meyi yoksa Oziirliiler i¢in gerekli diizenlemelerin yapildigi ama 6ziirlii ve 6ziirsiiz
herkesin aligveris edebilecegi bir marketten mi aligveris yapmayi tercih edecekleri
soruldugunda, istisnasiz biitiin katilimcilarin; “0ziirlii-6ziirsliz tim miisterilerin
bir arada olacagi slipermarketi tercih ederiz” seklindeki ifadeleri dikkat ¢ekicidir.
Dolayisiyla aslinda gerekli sartlar saglandiginda 6ziirli bireyler de diger insan-
lar gibi rahatca giinliik hayatlarini siirdiirmek istemektedir. Buradaki tek engel,
gerekli sartlarin 6ziirli bireylere gore diizenlenmemesinden kaynaklanmaktadir.
Ciinkii giindelik hayatta oziirlii bireylerin karsilastiklar1 en 6nemli sorunlardan
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bir tanesi kendi baslarma market aligverisi yapamamalar1 durumudur. Ortopedik
oziirlii katilimcilar i¢in en basta market oniinde rampa olmamasi ya da kapinin
zor agilmasi, magaza icinde ise yliksek raflar, tekerlekli sandalyeye entegre ola-
mayan aligverig sepeti ya da arabasi olmamasi ve kasalar arasindaki mesafenin
dar olusu, yiirime 6ziirli bireylerin siipermarket aligverislerini kendi baslarina
yapmalarini1 olanaksiz hale getirmektedir. Ayn1 sekilde goérme 6ziirlii bir bireye
ayni simiilasyon uygulandiginda, en biiyiik sorun satin almay1 disiindiigii iiriin
hakkindaki bilgileri ve fiyat1 i¢eren etiketi okuyamamasidir (Dogan vd., 2003).
Caligsmada ortaya konulan sonuglar Dogan vd. (2003)’nin ¢aligmalari ile destek-
lenmektedir. Tiirkiye’de de ingiltere’de hazirlanan “Ingiltere Marketler Birligi Ki-
tapcigi’na benzer sekilde siipermarketlerin, tim 6ziir kategorilerini dikkate alarak
tasarimlanmasina iliskin kitap¢ik, yonerge vb. hazirliklar yapmasi ve uygulamasi
beklenmektedir. Ornegin; magaza disina koyulacak rampalar, giris kapilarinin
diizenlenmesi, magaza i¢inde ise koridorlari oziirliilerin gegebilecekleri sekilde
diizenleme, tekerlekli sandalyede olanlar ile ayni seviyede goz kontagi kurma,
tekerlekli sandalyedeki bireyler i¢in daha algak tezgahlar kullanma, 6deme
islemlerini basitlestirme, koltuk degnegi kullanan oziirliilerin oturabilecekleri bir
alan yaratarak satin almak istedikleri iiriinleri dogrudan onlara getirmek, kilavuz
kopeklerin magazada oziirlii bireye eslik etmesine izin verme, gérme oziirlii
bireylere magaza i¢inde kilavuzluk yapma ve kullanicinin izni olmadan tekerlekli
sandalyesini magaza i¢inde itmeye kalkmama gibi uygulamalar perakende maga-
zalarin Oziirlii miisterilerini kazanabilecekleri i¢cin uygulayabilecegi basit kural-
lardir. Oziirlii bireylerle de diger miisterilere davramldig: gibi davranmak, neden
sakatlandig1 hakkinda soru sormamak, yaninda bir refakatgisi olsa da 6ziirlii miis-
terinin ne istedigini ya da ihtiyacin1 dogrudan o6ziirlii bireye sormak, normal bir
ses tonu ile hitap etmek, 6ziirlii bireylerin, diger miisterilerden biraz daha fazla
zamana ihtiya¢ duyduklarini unutmamak, sabirli ve kibar tavir takinmak, magaza
personelinin 6ziirlii miisterilere daha iyi bir hizmet vermesini ve daha iyi bir ile-
tisim kurmasini saglayacaktir (ACS, 2021). Bununla birlikte perakendeciler, baz1
ipuclart ile 6ziirlii bireylerin farkina varacagi ve tercih edecegi bir magaza imajt
yaratabilir (Kaufman-Scarborough, 1999). Ornegin sinyalizasyonun dénemini vur-
gulayan perakendeci diizeyinde bir magazanin, tekerlekli sandalyeye oturtulan bir
manken yardimiyla gerceklestirdigi magaza ici teshiri, magazanin 6zlirlii-6ziirsiiz
tiim misterilerine uygunlugunu gosteren ve olumlu imaj yaratan bir magaza po-
litikasidir (Menzer vd., 2007). Benzer uygulamalar stipermarketler diizeyinde de
uygulanabilir. Magaza veri tabaninda yer alan miisterilere ¢esitli iletisim kanallar
ile ulasilarak, slipermarket; 6ziirlii miisterilerin rahatga aligveris yapabilecegi ola-
naklara sahip hale getirilip ilgili duyurular yapilabilir. Oziirlii tiiketicilerin istek ve
ihtiyaclarina odaklanmak, isletmelerin iyi bir i mantig1 gelistirmesinin yant sira
ileride bir 6zdenetim mekanizmasi ve mevzuatin gelismesine de katki saglayacak-
tir (Stephens ve Bergman, 1995).

Pek ¢ok global isletme yeni teknoloji sistemlerini kullanarak oziirliilere, engelleri
ortadan kaldiran kolayliklar yaratmistir (Ozyiirek, 1988). Tiirkiye’de de dzellikle
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hizmet sektdriinde GSM operatorlerinin gérme ve isitme engelli tiiketiciler igin
hayata gecirdigi sesli kiitiiphane, dijital isaret dili gibi uygulamalari ve reklamlari
onci nitelikte goriilebilir. Bu konuda hizmet sektdriiniin yani1 sira 6ziirli tiiketi-
ciler i¢in sosyallesme araclarindan biri olarak da goriilen fiziki alisveris davranisi
cercevesinde perakendecilik sektoriinde de uygulamalarin yayginlagsmasi ¢caligma-
nin amacini da destekleyici etkiye sahiptir.

Herhangi bir magazada hizmet almak isteyen bir 0ziirlii bireye nasil davranildigi
onemlidir. Isletmeler tarafindan bu konuda hizmet igi egitim programlar1 uygu-
lanmalidir. Olumsuz yonde bir galisan davranisi, isletmenin da kotii bir imaj ka-
zanmasina neden olabilmekte ve bu durum dogrudan temsil ettigi isletmeyi yan-
simaktadir. Dolayisiyla 6ziirlii miisterileri i¢in giiler yiizlii, yardimsever ¢alisan
barindiracak siipermarketlerin, rakiplerine gére daha fazla tercih edilecegi agiktir.
Stipermarket girislerinin 6ziirli bireylere gore diizenlenmesi, market i¢i diizenle-
meler yapilmasi ve 6ziirlii bireylere yardimei olabilecek personel bulundurulmast,
stipermarketlerin 0ziirlii tiiketici sayisini artiracaktir. En 6nemlisi de yapilacak
cok basit degisiklikler ile 6ziirlii bireylerin de rahat¢a giinliikk yasama katilimim
saglamak hepimizin gorevi olmalidir.

6. Kisitlar ve Gelecek Calismalar

Calisma belirli kisitlara sahiptir. Aragtirmanin siipermarket diizeyinde sadece
gorme ve fiziksel oziirliiler temelinde ele alinmasi birinci kisit1 olusturmaktadir.
Isitme Oziirlii bireylerin kismen diger Oziir tiirlerine gdrece daha az sorun
yasayacagl varsayimi iki Oziir temelinde calismay1 temellendirmistir. Ayrica
zihinsel 6zirliiliik durumu, pazar olma kosulunu saglamadigindan kapsam dist
tutulmustur. Calismanin nitel yonteme dayali ger¢ceklesmesi ve 6rneklemin sinirli
olmast durumu her ne kadar nitel aragtirmalar i¢in uygunluk gosterse de calis-
manin 6ziirlil bireyler temelinde gerceklestiriliyor olmasi genis kitlelere ulasma
noktasinda kisit olarak goriilebilir.

Stipermarketler diizeyinde gercgeklestirilen bu calismadan elde edilen sonugla-
rin, Tiirkiye’de ozellikle hizmet sektoriinde 6ziirlii bireyleri hedefledigi goriilen
calismalarla biitiinlestirilerek, sorumlu pazarlama geregi tiim sektorlere ve basta
perakendecilik sektoriiniin diger ¢alisma alanlarina, yayginlagtirilmasi beklen-
mektedir. Ozellikle Tiirkiye Perakendeciler Federasyonu gibi drgiitleri de gelecek
calismalara dahil ederek tiyelerinin bilinglenmesi ve o6ziirli tiiketicilere yonelik
diizenlemelerin federasyon diizeyinde uygulanmasi onerilir.
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EXTENDED ABSTRACT
DOES THE RETAILERS SIGHT THE DISABLEDS?
Introduction

The disabled intend and need to purchase, shop, and be consumer-like non-dis-
ableds (Kaufman-Scarborough, 1998). Although there are laws and regulations
aimed to eliminate the problems faced by disabled people in their social lives, it
is observed that the disabled cannot participate in social life due to the obstacles
they face in their daily lives (Bozac, 2016). For example, a disabled consumer is
not able to have a shopping experience freely on one’s own, and she/ he can not
reach alternatives of the products she/he wants to buy.

Also, the disableds are consumers; however, they are often not seen as a consum-
er group by retailers and marketing managers. There are almost no promotional
activities for disabled consumers. Disabled people should also be considered as
consumers and in this context. It is necessary to raise the awareness of retailers
and make relevant regulations for the recognition of consumer and consumption
rights. This situation has great importance for disableds to join in social life as
consumers (Ay, 2004; Biiyiiktiirkolu, 2007).

Research Purpose

The consumption behavior of the disableds, cannot be considered separately from
their families. In this context, it can be stated that the problems faced by disabled
consumers affect more than 30 million people in Turkey in the first degree. Be-
cause disabled people generally carry out their consumption behaviors by their
families. In Turkey, scientific studies conducted within the framework of the right
to be a consumer on the basis of disabled people are limited. Moreover, the reg-
ulations are not able to contribute much to the socialization of disabled people.
From this perspective, the starting point of this study is to identify the obstacles
that block disabled people from shopping. The study aims to determine the situ-
ation and conditions that prevent the basic needs from being met individually by
the disabled people at the retailer level (for example; can a disabled person buy
the shampoo he needs in the supermarket because it is on high shelves and cannot
reach them?). Furthermore, to present strategies and solutions to eliminate obsta-
cles in this direction and to develop in scientific and sectoral parts.

Methodology

The qualitative research method was used in the study. Orthopedic and visually
impaired individuals residing in the province of Bolu, constitute the main mass of
the study. A purposeful sampling method was used among the sampling methods.
Data collection consists of two phases.

In the first stage; In-depth interviews were conducted with volunteers from can-
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didates suitable for visual and orthopedic disability criteria. In the second stage,
adhering to the existing order in the retail chain store at the national level, start-
ing from the transportation of orthopedic and visually impaired individuals to
the store separately, entering the store and providing the consumer products they
want to buy individually and without assistance etc., situations/ experiences were
observed. Observation method; it was recorded through Action Cameras attached
to the participants (by obtaining permissions and voluntarily). On the other hand,
detailed notes were taken, and the researchers made observations. In-depth inter-
view transcripts and observation notes based on action camera recordings were
transferred to the computer for analysis. The NVIVO 10 software was used in
qualitative data analysis.

Findings and Conclusions

When the study results are evaluated in detail, results of in-depth interviews with
disabled people living in the city center of Bolu and observation based on in-store
and action camera recordings, the main problems experienced by disabled people
in supermarket shopping are grouped under three main titles. These are insouci-
ance of employees, depending on others and the physical conditions of the su-
permarket. One of the most important problems in visually impaired participants
not being able to shop alone is the dependency of one person. However, from the
perspective of orthopedically disabled participants, it was determined that it is not
as important as visually impaired participants.

In this context, the most important suggestion is to have embossed labels and
price-brand information created in the Braille alphabet to avoid problems in the
shopping of visually impaired participants and/or there should be informative la-
bels placed on shelves created with the Braille alphabet. In the absence of labels to
be created with the Braille alphabet and/or as it is assumed that not every visually
impaired individual can read the Braille alphabet, audio systems can be used. One
of the important problems of the participants who have both visual and orthopedic
disabilities at the same time is the insouciance and unhelpfulness of the employ-
ees.

The participants said that they like to have only a friendly welcome when they
enter the supermarket,

suggesting help by employee-self when they need it, not segregating or ignoring
disabled customers, and hoping for friendly staff and customer service. In reality,
participants indicated that they only hope for a warm greeting as they reach the
store, friendly employees, and customer service that offers random support when
they need it, and that does not segregate nor ignores disabled customers. It is
incorrect to use insulting language to identify disabled customers. It is wrong to
describe disabled consumers with offensive words. The results; misconduct of the
employees while serving, the responses of disabled customers in meeting their
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requests and needs, too much interest or insouciance also affects the attitudes of
disabled customers about the store, are supported by Bitner (1992) and Baker et
al. (2002) studies. Moreover, as well as improving the physical conditions of the
store, training employees on how to behave disabled customers is also crucial.

Misbehavior of store employees when serving, responses of disabled customers
in meeting their requests and needs, excessive interest or indifference often affect
disabled customers’ attitudes toward the store; as a result, Bitner (1992) and Baker
et al. (2002), emphasis is placed on training on how to treat disabled customers as
well as improving the physical conditions of disabled customers.

When the participants were asked whether they would prefer to shop from a mar-
ket specially designed for themselves, or in a market where the necessary arrange-
ments are made for the disableds but where everyone —both ablest and disabled-
can shop, all participants without exception; the statements such as “we prefer a
supermarket where all disabled and unimpaired customers will be together” were
remarkable. Therefore, when the necessary conditions are met, disableds want
to continue their daily lives comfortably like other people. The only obstacle here
stems from the fact that the necessary conditions are not arranged according to
disabled people. Therefore, it is essential to consider how a disabled person is han-
dled in any store. Businesses should implement in-service training programs in
this regard. Negative employee behavior can also cause the business to gain a bad
image, and this situation directly reflects the business it represents. Therefore, it is
clear that supermarkets with friendly and helpful employees for disabled custom-
ers will be preferred more than their competitors. Arranging supermarket entranc-
es for disabled individuals, making market arrangements, and having employees
who can help disabled people will increase the number of disabled consumers for
supermarkets. Most importantly, our duty should be to ensure that disabled people
can participate in daily life comfortably with very simple changes.
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Tiiketicilerin ¢evrimigi davraniglari, pazarlamanin en yeni ve en ¢ok ilgi ¢eken ¢alisma
alanlar arasinda yer almaktadir. Yeni dijital pazarlarda tiiketici igin deger yaratmak, za-
mana kars1 stirdiiriilen yarig, yogun rekabet ve diisiik sadakat diizeyinde giderek daha
zor bir hal almaktadir. Bu kapsamda online tiiketici davranigini olusturan Oriintiilerin
tespit edilmesinin aragtirmacilar ve uygulayicilar i¢in olduk¢a donemli oldugu diisiiniil-
mektedir. Oziinde insan davranigini modelleyen tiiketici davranisina Higgins’in Benlik
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THE REFLECTIONS OF SELF- DISCREPANCY THEORY ON ONLINE
CONSUMER BEHAVIOR

ABSTRACT

One of the newest and most interesting areas in marketing is online consumer behavior.
Value creating for consumers in the new digital market is becoming progressively tough
due to time pressure, low loyalty and as such the level of vigorous competition. In this
context, it is considered that understanding the consumers’ behavior patterns is crucial
for researchers and practitioners. Consumer behavior which basically reflects human be-
havior, was examined in the framework of Higgins’ Self Discrepancy Theory and experi-
mental design was used to trigger its premises. According to this perspective, participants’
perception of physical attractiveness and current self-perception have been examined, and
the stimuli’ engagement/avoidance behaviors have been ascertained. It was also examined
whether the results differed by gender. Results reveal that individuals tend more towards
self-representing stimuli. As the difference between ideal and actual increases, the avoid-
ance behaviours of individuals increase in parallel with the theory. The group with the
highest avoidance tendency among the groups is the participants who are above the de-
sired weight. Once and for all, no effect of gender has been detected.

Keywords: Consumer behavior, online buying behavior, eye tracking
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1. Giris

Dijitallesen diinyada, tiiketiciler de online satin alma siireglerinde yeni davranis
kaliplar gelistirmektedir. Hem bireysel hem de sosyal boyutu ile devamli degisen
ve evrimlesen tiiketici davranigi, bu yenigagin gereklilikleri ile farkli bir boyuta
gecmistir. Dijital alanda pazarlama stratejileri olusturmanin en 6nemli yolu; tiike-
ticilerin online ortamdaki isteklerini, ihtiyaglarin1 anlamak ve bu alanda tiiketici-
lere yonelik her tiirlii bilgiyi pazarlama stratejilerinin temeline koymak olacaktir
(Solomon, 2002). Bu sebeple tiiketicilerin dijital ortamdaki davranig oriintiilerini
anlamak, dijital ¢agda tiiketici i¢in deger yaratabilmede oldukg¢a dnemlidir.

2. Kavramsal Yap:1 ve Hipotezlerin Olusturulmasi
2.1 Online Ahsveris

Hizla gelisen teknoloji, pazara sunulan iiriin ve hizmetlerde oldugu kadar, dagitim
kanallarinda da biiyiik bir ¢esitlilik saglamistir. Dolayistyla yeni yiizyilin tiiketici-
leri, yalnizca iiriin ve hizmetler diizeyinde degil, satin alma sekillerinde de 6nemli
Olciide alternatiflere kavusmuslardir. Bu alternatiflerin en hizli yiikselenlerinden
biri olan online aligveris, kisa siirede toplumun biiylik kesimlerinde yayginlagmistir.

Yapilan galismalar, bu kanalin basarisinin altinda; tiiketicilere sunulan zaman ve
enerji tasarrufu (Wolfinbarger ve Gilly; 2001; Alreck ve Settle; 2002; Saydan,
2008), eglence (Fiore vd., 2005; Scarpi vd., 2014), {iriin hakkinda etraflica bilgi
edinebilme, karsilastirabilme ve 6zgiirce karar verebilme imkan1 (Wolfinbarger ve
Gilly; 2001; Lee ve Lin, 2005; Yoon vd., 2013), istenilen zamanda aligveris ya-
pabilme (Miyazaki ve Fernandez, 2001), iade/ degisim iglemlerinin kolay olmasi
(Yolcu vd., 2017) gibi faydalar yattigini ortaya koymaktadir. Bunun yani sira onli-
ne aligverisin tiiketiciler tarafindan algilanan risk (Ko vd., 2004; Huang vd., 2004;
Thakur ve Srivastava, 2015), teknoloji kullaniminda yasanan zorluklar (Lim vd.,
2016) ve triinlerin teslim siiresi (Miyatake vd., 2016) gibi negatif kosullardan da
etkilendigi goriilmektedir.

2.1.1 Online Alsveriste Tiiketici Davramislar:

Tiiketicilerinin kendilerine sunulan alternatifier arasinda nasil tercih yaptiklarinin
ve bu tercihleri etkileyen unsurlarin belirlenmesi (ister online ister offline), pa-
zarlama stratejilerinin olusturulmasi acisindan biiyiik 6nem tasimaktadir. Ciinkii
giintimiiz tliketicileri artik yalnizca {irtiniin sundugu salt fonksiyonel fayda ile ye-
tinmeyi birakmis, duygusal ve hedonik faydalara da yonelmislerdir (Aytekin ve
Ay, 2015). Alisveris siireci de basli bagina liriin ya da hizmetin bir tamamlayicisi
ve tiiketici davranisinin gilidiileyicisi olarak gorev almaktadir. Bu derece 6znel
ve goreli degiskenler de tiiketici davranislarini tahmin etmeyi ve motive etmeyi
zorlastirmaktadir (Unal ve Ceylan, 2008).

Tiiketicileri hedonik satin almaya yo6nlendiren unsurlar yalnizca alternatiflerin



582 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt: 14, Say:: 3, Eyliil 2021, ss. 579-604

cesitliligi degildir. Literatlirde hazci tiiketim genel anlamda iiriin ve hizmetlerin
sembollestirilmesiyle de iliskilendirilmektedir. Tiiketiciler belli referans gruplari-
n1 temsil eden {irtinleri tercih edebilmektedir. Arnold ve Reynolds (2003) bu tip
giidiilenmelerin altinda; rahatlama, macera yagama, sosyallesme, firsat yakalama
ve baskalarini sevindirme gibi motivasyonlar da oldugunu belirtmektedir. Bir
diger goriise gore ise; toplumsal deneyim kazanma, gergeklerden kaginma, diger-
lerinin takdirini toplama ve ideal benliklere yaklasma da sebepler arasinda sayil-
maktadir (Ozdemir ve Yaman, 2007).

Dikkatle izlendiginde, belirtilen unsurlarinin ¢ogunun benlige iliskin bilissel 6ge-
ler oldugu goriilmektedir. Bu sebeple, genel anlamda insan davraniginin bir fonk-
siyonu olan tiiketici davranigini anlayabilmek i¢in; genetik, antropoloji, sosyoloji,
felsefe gibi insanin 6zilinli anlamaya yonelik gelistirilen disiplinler arasinda bulu-
nan ve pazarlama ile ¢ogu kez ¢ok yakin iligki i¢inde olan psikoloji ¢ercevesinden
de bakabilmek gereklidir.

2.2 Benlik

Benlik; felsefe, antropoloji ve sosyoloji gibi psikoloji alaninin da siklikla tizerinde
durdugu olgular arasinda yer almaktadir. Arastirmacilar donemler boyunca kisinin
kendini algilayisiyla birlikte bu kapsamda olusturdugu tutum ve davranig setlerini
anlamlandirmaya g¢alismislardir. Psikoloji agisindan da benlik ile ilgili olan ilk
tartismalar benligin degisime ag¢ik olup olmadig1 yoniindedir. Bazi aragtirmacilar,
bilissel bir unsur olan benligin, zamanla veya kisinin i¢inde bulundugu kosullara
bagl olarak degisebilecegini savunurken (Sarbin, 1952; Markus ve Wurf, 1987),
bazi kisiler i¢in benlik algisinin degismez bir unsur oldugunu 6ne siirmiiglerdir
(Shavelson vd., 1976; Swann ve Read, 1981).

Bir diger ayrim da benlik kavraminin boyutlarina iliskin olarak yapilmistir. Ben-
lik, Allport (1943) tarafindan “kisiligin tiim yonlerini kapsayan igsel gereksinim
ve digsal gergeklerin sentezi” olarak tanimlanmis ve benlik imajmin giiglendiril-
mesi konusunda bir glidiileyici olarak konumlandirilmistir. Bu tekil goriigse karsit
olarak Rogers, benligin iki boyutundan bahsetmistir (Aktaran: Geller, 1982). ilki,
kisinin kendini algilamas1 sonucunda ulastig1 ve gercek hayatta uygulamada bulu-
nan cevapken, ikinci boyut ise bireyin ulagsmak istedigi kimlik olarak tanimlanan
“ideal benlik™tir. James (1950), Rogers’in (1961) bu smiflandirmasina bir boyut
daha ekleyerek “digerleri tarafindan algilanan benlik” kavramini tanitmistir (Ak-
taran: Yilmaz, 2016). Benligin bu boyutu da kisinin kendini algilamasi ile ilgili
olup, ayn1 zamanda giidiileyici bir fonksiyona sahiptir.

Biligsel ve davranigsal yaklagimlarin yani sira benlik, psikoanalitik kurama dayali
olarak Freud (1948) tarafindan da incelenmistir. Burada benlik, bilince benzer bir
nosyon olarak tanimlanmaktadir ve “hayal ile gercegi” ayirt etme ile iligkilidir.
Freud’a gore benlik; ego ve siiperego ile birliktedir ve diirtiileri kontrol altinda

tutmak tizere gelistirilmistir. Jung (1960) da belli noktalarda Freud’la paralel se-
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kilde benligi, “biling ve bilingalt1 arasindaki dengeyi saglayan olgu” olarak tanim-
lamaktadir (Aktaran: Urban, 2005). Bu denge, bireyin i¢sel tutarliligini koruya-
bilmesi i¢in olduk¢a 6nemlidir. Benligin tiim zihinsel temsilleri gercek benlik ile
ortiisme egilimi gostermelidir. Aksi halde birey psikolojik gerilim yasayacaktir
(Aquino vd, 2009). Birey bu ¢eliski sonucu olusan psikolojik gerilimi ortadan
kaldirmak i¢in yansitma, inkar, direng ve benzeri bir ¢ok farkli savunma meka-
nizmasini devreye sokabilir. Rogers (1961), bu savunma mekanizmalarindan en
cok kullanilanlarin inkar ve ¢arpitma oldugunu belirtmistir. inkar siireci, bireyin
aktif bir sekilde gergekligi inkar ettigi bir yontemken carpitma iglevi, gercekligin
benlik ile uyumlu hale getirildigi nispeten pasif bir yontemdir. Bu husus bir¢ok
arastirmaci tarafindan farkli modeller ile agiklanmistir (Festinger, 1957; McGuire,
1968; Newcomb, 1968; Abelson, 1983). Higgins (1987) tarafindan ortaya konan
Benlik Uyusmazlig1 Teorisi de bireyin benlik algisinin belli kosullar altinda yarat-
t1g1 gerilime ve bu gerilimi azaltmaya yonelik reaksiyonuna agiklama getiren en
onemli yaklasimlardan biridir.

2.2.1 Benlik Uyusmazhg Teorisi

Higgins (1987), Rogers’in (1961) teorisini genisleterek Benlik Uyusmazlig: Te-
orisi’ni gelistirmistir. Bu davranigsal teoride Rogers’a ek olarak ii¢ farkli benlik
temsili tanimlanmaktadir. ilki bireyin sahip oldugunu diisiindiigii 6zellikleri ta-
mimlayan “gergek benlik”, ikincisi bireyin sahip olmak istedigi 6zelliklerin ta-
mami olan “ideal benlik” ve son olarak iigiinciisii; bireyin sahip olmak zorunda
oldugunu diisiindiigii niteliklerden, gorevlerinden ve sorumluluklarindan olusan
“zaruri benlik’tir. Rogers, benlik kavramini bireyin dis diinyayi algilama ve an-
lamlandirma sekillerinin biitiinii ve tutarli hali olarak tanimlamaktadir. Benlik
algist akigkandir ve degisime agiktir. Benzer sekilde bireyin olmak istedigini ta-
nimlayan ideal benlik de degisime agik bir olgudur. Birey, i¢inde bulundugu siireg
ve farkindalik dogrultusunda mevcuttan biiyiik sapmalar olmadan benlik algisini
ve ideal benlik algisin1 giinceller. Insanin 6ziinde bulunan kendini gerceklestir-
me egilimi de zaten bu motivasyonla temellenmektedir. Kendini gerceklestirme
egilimi, bireye sagladigi tatmin ile yarattig1 fayda kadar, benlik kavramini denge-
de tutarak igsel tutarliliga da hizmet etmektedir (Cervone ve Pervin, 2008). Hi-
ggins’in igsel tutarlilik konusundaki goriisleri de Rogers ile paraleldir. Higgins’e
gore birey, kendisini digerleri ile kiyaslamakta ve ideal olana yaklasmak iizere
hareket etmektedir. Bu ¢aba sonucunda gercek benlik ile ideal benlik arasinda
o6nemli bir fark bulunmas1 durumunda ise hayal kirikligina ugrayacak, stres yasa-
yacak ve sonunda savunma mekanizmalarint devreye sokacaktir. Gergek benlik
ile zaruri benlik arasinda bir fark algilandiginda ise bu gerilim; korku, agresyon ve
kizginlik ile sonuglanacaktir (Strauman ve Higgins, 1988). Higgins’e gore farkl
benlik temsillerinde deneyimlenmesi beklenen duygular ¢esitlilik gostermektedir.
Bununla beraber yapilan arastirmalar benlik ve ideal benlik arasindaki farkliligin
genellikle depresif duygular ve kaginma davranisi ile iliskilendirildigini goster-
mektedir (Stevens, Lovejoy ve Pittman, 2014).
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Tekrar denge durumuna kavusturulmasi i¢in Benlik Uyusmazligi Teorisi dog-
rultusunda olusan psikolojik gerilimin birey tarafindan kisa siirede giderilmesi
gerekmektedir. Bu sebeple birey, gerilimi azaltmaya yonelik davranislarda bu-
lunacak, pekistiren uyaranlardan ise kaginacaktir. Gergeklestirilecek davranigin
yogunlugu, hizi, siklig, yapici ya da yikici bilesenleri gibi faktorler tecriibe edilen
gerilim ile sekillenmektedir. Gerilimin deneyimlendigi an es zamanli ve objektif
olarak 6l¢iilebilmesi, davranig oriintiisiiniin dogru belirlenebilmesi i¢in 6nem tagi-
maktadir. Bu sebeple arastirma kapsaminda psikofizyolojik 6lgiim yontemlerinin
kullanilmasina karar verilmistir.

2.3 Noropazarlama

Bireylerin ideal benlik algilari, ona erismek i¢in gelistirdikleri tutumlari ve
bunlarin sonucunda davranislarinin altinda yatan mekanizmalar1 sekillendirmek-
tedir. Ulasilmak istenen ideal benligin bir yansimasi da bireyin i¢inde bulundugu
toplumda kendini temsili ile yakindan ilgilidir. Bu varolus, bireyin sosyal rolleri
ile uyumlu olmak iizere hem icsel hem de digsal yonleriyle tutarli ve sistema-
tiktir. Bu belirleyici roliine karsin tutumlar, dogrudan gézlemlenemeyen ancak
¢iktilar olarak nitelendirilebilecek davranislar yoluyla degerlendirilen bilesenler-
dir. Bireyin kendine yonelik algisini tanimlayan benlik kavramina biiyiik oranda
bilingaltinda kodlanan, yalnizca kismen akil yiiriitme yoluyla sekillendirilen bir
olgu olarak 6z degerlendirme yoluyla ulasilmasi ¢ogu kez zor hatta neredeyse
imkansizdir. Bu sebeple pazarlama 6zelinde davranisa yonelik calismalar yapan
aragtirmacilar, geleneksel aragtirma yontemlerinin yani sira néropazarlama gibi
yeni hibrit yontemlere basvurmaya baslamislardir.

Her an aktif olan girdilerin iglenmesi ve ¢ikt1 olarak karar alinmasini kapsayan sis-
temin, biligsel boyutta nasil ilerledigi ¢ogu ydniiyle hala gizemini korumaktadir.
Bu belirsizlik sebebiyle “kara kutu” olarak adlandirilan insan beyni, 6zlinde bir
karar alma siireci olan satin alma davraniginin anlasilmasi i¢in de 6nem tagimak-
tadir (Lindstrom, 2009). Pazarlamanin en biiyiik gayelerinden biri olan tiiketici
davranigini anlamlandirma ¢abasi, ndropazarlama uygulamalariin yakin zaman-
da giindeme gelmesi ile yeni bir doneme girmistir.

Noropazarlamanin bir diger 6nermesi de tiiketicilerin ¢cogu zaman ne istediklerine
biling diizeyinde karar vermedikleri seklindedir. Noropazarlama arastirmacilari
satin alma kararini olusturan siireclerin bircogunun duygusal ve bilissel faktorler
sebebiyle bilingaltinda yiiriitiildiigiinii 6ne siirmektedirler. Bu 6nermeler tamamen
bilingsiz bir satin almay1 tariflemekten ziyade, karar verme siireglerindeki biligsel
mekanizmalarin domine edici etkisini vurgulamak iizere gelistirilmektedir. Anket
ve miilakat gibi geleneksel aragtirma yontemleri ile uygulamadaki sonuglar ara-
sinda kalan bosluk, tiiketicinin zihninde gelisen ve sonlanan siirecler ile agiklan-
maya c¢alisiimaktadir.

Noropazarlama uygulamalari 6zetle; norometrik, psikometrik ve biyometrik 6l-
¢lim yontemlerininden faydalanarak tiiketici davranisini anlamlandirmaya galis-
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maktadir. Beyin gorilintiillemeden, gdzbebegi hareketlerinin takibine kadar bircok
uygulamayi1 i¢eren bu yaklasim ¢cogunlukla saglik bilimleri tarafindan kullanilan
tibbi cihazlarla duygu-durum belirlenmesine yonelik olarak veri toplama amaci
tagimaktadir. Toplanan verilerin tiiketicileri yalnizca davranissal ¢iktilar ile deger-
lendirmekten ziyade, tutum ve davranislarin olusum siireclerinin de kavranabil-
mesi bakimindan 6nemli ipuglar sagladig: diisliniilmektedir.

Noropazarlama uygulamalarinin belirtilen avantajlarinin yani sira, digsal faktor-
lere kars1 oldukca hassas ve fazlasiyla karmasik fizyolojik tepkiler ile calisiima-
sindan kaynaklanan énemli dezavantajlar1 da bulunmaktadir. Insan viicudunda he-
deflenen olgudan kaynaklanan degisimlerin haricinde bir¢ok siire¢ daha eszamanli
olarak yiiriimektedir. Bunlarin ayirt edilebilmesi olduk¢a maliyetli ve uzun soluklu
caligmalarin planlanabilmesi ve bu multidisipliner alanda gerekli yetkinlige
sahip insan kaynagina ulasilabilmesi en 6nemli zorluklar arasinda sayilmaktadir.
Ayrica toplanan verilerin anlamlandirilabilmesi i¢in mutlaka geleneksel arastirma
yontemleri ile de desteklenmesi gerekmektedir. Tiim bu unsurlar, ndropazarla-
manin belirtilen sorulara tek basimna bir cevap olmasimin miimkiin olamayacagin
gostermektedir. Bu bakimdan néropazarlama uygulamalarinin mevcut durumda
siklikla kullanilan geleneksel arastirma yontemlerinin tamamlayicilart oldugunu
sOylemek miimkiindiir. Bu uygulamalar ile pazarlama arastirmalarinin, tiiketici
zihnine bir adim daha yaklasabilecegi umut edilmektedir.

2.3.1 Goz izleme Teknigi

G0z izleme teknigi (eye-tracking), néropazarlama alaninda siklikla kullanilan bi-
yometrik 6l¢lim yontemlerinden biridir. Temelde goz bebeginin merkezine yon-
lendirilerek goz bebegi ve korneada gergeklesen yansimalarin kizilotesi bir kame-
ra vasitasiyla gdzbebegi hareketlerinin izlenmesine saglayan goz takip sistemleri;
g6z bebegi biiyiikliigii (pupil dilation) ve gbz kirpma (blink) gibi verilerin yan
sira, belirlenen deney tasariminda bireyin hangi bolgeye ne kadar siireyle (fixation
time) ve hangi sirayla (scanpath) baktigini tespit edebilmek de miimkiindiir. G6z
hareketlerinin ¢6ziimlenmesi ile en ¢ok bakilan boliimler belirlenebilmekte, tiim
katilimcilarin verileri iist iiste konularak olusturulan sicaklik haritalar1 (heatmap)
ile genel bir sonuca ulasilabilmektedir. Bu yontem ile gézlemlenen diizensiz sig-
ramalar (saccade) seklinde gerceklesen goz hareketleri; dikkatin dagilmasi (Sulli-
van vd., 2017), stres (Macatee vd., 2017), sikilma (Kim vd., 2018) gibi duygular-
la iligkilendirilirken, odaklanma siiresinin artist; hoslanma (Maughan vd.,2007),
bilingli dikkat (Miller, 2015; Santos vd., 2015), hatirlama (Chandon vd., 2007)
ve bilissel is yiikii (Zagermann vd., 2016) gibi bilissel siirecleri isaret etmektedir.

2.4 Arastirma Hipotezlerinin Gelistirilmesi

Calismanin temel amaci; bireylerin mevcut benlik algilar1 ve tasavvur ettikleri
ideal benlik arasindaki uyusmazligin, online satin alma davranislarina yansima
sekillerinin tespit edilmesidir. Benlik Uyusmazligi Teorisi’ne gore bireylerin
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mevcut benlik algisi ile ideal benlik algis1 arasindaki fark arttik¢a yasayacagi psi-
kolojik gerilim de artacaktir. Bu gerilimin yeniden denge durumuna getirilmesi
icin ise bireyin gerilimi pekistiren uyaranlardan uzaklasmasi gerekmektedir. ilgili
teoriye dayanarak bu ¢aligma 6zelinde; ideal benlik algisindan uzak bir bedensel
algiya sahip olan katilimcilarin mevcut benlik algisini ¢agristiran gorsellerden ka-
¢imacagi ongoriilmektedir.

Bunun i¢in aligveris deneyimi arastirmacilar tarafindan denge durumuna kavus-
mak amaciyla gerceklestirilen bir siire¢ olarak tasarlanmistir. Rohm ve Swaminat-
han’a (2004) gére motivasyon teorileri bireylerin memnuniyet ve tatminini temel
almaktadir. Pozitif bir girdi olan motivasyon, aligveris siireci ile iliskilendirilmis
ve benlik uyusmazligindan kaynaklanan gerilimin siirece nasil yansidigi tespit
edilmek istenmistir.

Caligsmanin bir diger 6n kabulii de cinsiyetten kaynaklanan farkliliklara iligkindir.
Hasan (2010), online aligverisi etkileyen iki unsuru; “cinsiyet ve tutum” olarak
tanimlamistir ve online alisverisi sekillendiren tutumun tiim boyutlarinin cinsiye-
te gore farklilik gosterdigi sonucuna ulagmistir. Satin alma kararinin arkasindaki
motivasyonlarin bir diger siniflandirilmasi da faydaci ve hazci tiiketim stilleri-
ne iligkindir. Faydaci bakis agisindan aligveris motivasyonu iirlinii satin almak
veya temel amag olarak mevcut ihtiyact en verimli sekilde karsilamaktir (Batra
ve Ahtola, 1991; Babin vd., 1994). Bu yaklasimda satin almay1 tetikleyen duy-
gusal girdiler disarida birakilmakta ve pratik fayda on planda tutulmaktadir (To
vd., 2007). Haze1 yaklagimda ise aragtirmacilar duygusal tatminin énemini vur-
gulamaktadirlar (Wakefield ve Baker, 1998). Hazci yaklasim salt bir ihtiyacin
giderilmesinin ve kar maksimizasyonunun 6tesinde duygusal tatmini 6n planda
tutmayi ifade etmektedir (Roy, 1994). Literatiirde hazci ve faydaci tiiketimin egi-
limlerinin cinsiyete diizeyinde incelendigi birgok ¢alisma bulunmaktadir (Asraar
Ahmed, 2015; Wang, 2010; Sramova ve Pavelka, 2019). Yapilan arastirmalarin
bazilar1 kadinlarin duygusal fayda odakli hedonik yaklagima daha fazla egilim
gosterdigini bildirirken (Hati, 2010; Jen-Hung ve Yi-Chun, 2010; Lee vd., 2013;
Davis vd., 2014; Asraar Ahmed, 2015), bazi ¢aligsmalarda ise cinsiyetin bu tiir bir
etkisine rastlanilmamistir (Otnes ve McGrath, 2001; Nguyen vd., 2007; Sangwan
vd., 2009). Kadmlarin hedonik aligverige egiliminin erkeklere gore daha yiiksek
olmas1 goriigiine dayanan ¢alismalar dogrultusunda bu aragtirmada da cinsiyet
arastirma modelinde bir faktor olarak konumlandirilmistir. Kadinlarin hazci yak-
lagima paralel olarak fonksiyonel faydadan ziyade ideal beden algisini temsil eden
iiriinlere daha fazla dikkat gelistirecegi, erkeklerin ise ihtiya¢ gidermek ve pratik
fayda saglamak amaciyla mevcut beden algilari ile uyumlu iriinlere yonelecegi
Ongorilmiistiir.

Katilimcilarin mevcut benlik algilar fiziksel bir 6zellik olan kilo iizerinden tespit
edilmis ve kendilerini “olmak istedikleri kilonun iizerinde, altinda ya da olmak
istedikleri kiloda” olarak tanimlamalar1 istenmistir. Bu sekilde ii¢ ayr1 “mevcut
benlik algis1” grubu olusturulmustur.
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Ayni grubun ideal benlik tasavvurunun tespiti i¢in ise; “O beden, fit ve biiyiik
beden” seklinde ifade edilen mankenlerin fotograflarin1 puanlamalari istenmistir.
Verilen puanlar dogrultusunda katilimcilarin “ideal benlik algis1” tespit edilmistir.

Belirtilen amagclarla gelistirilen deney tasariminda, benlik algis1 farkli olan grup-
lara ayn1 kiyafetin farkli viicut 6l¢iilerine sahip modeller iizerinde sunuldugu bir
gorsel seti izletilmistir. Bu sayede katilimcilarin mevcut benlik algisi ile ideal
benlik tasavvurlari1 arasindaki fark biiyiidiikge mevcut benligi animsatan uyaran-
lardan kaginma davranisinin olusup olusmadiginin incelenmesi amaglanmistir.
Kaginmanin tespitine yonelik olarak ise goz hareketleri ve bakis siiresiyle bireyin
hoslandig1/ hoslanmadig1 uyaranlar ve dikkat diizeyi hakkinda bilgi saglayan g6z
izleme teknolojisinin kullanimina karar verilmistir. Ayrintilar1 bildirilen deney ta-
sariminda sinanan hipotezler asagida belirtilmektedir:

H, Kisilerin farkli beden élgiilerindeki mankenler tarafindan sunulan kiyafetlere
bakzs stireleri; cinsiyetlerine gore farklilasmaktadir.

H, Kisilerin farkli beden élgiilerindeki mankenler tarafindan sunulan kiyafetlere
bakl§ stireleri; mevcut benlik algilarina gore farklilasmaktadur.

3. Yontem

Calismanin 6rneklem biiyiikliigii tespit edilirken literatiirdeki benzer karar verme
calismalari goz 6niinde bulundurulmustur. Tablo 1’de goriilebilecegi gibi; goz ta-
kip caligmalarinda, daha da genis kapsamiyla tiim néropazarlama uygulamala-
rinda, 6rneklem biiyiikliigii belirlenirken yontemin zaman, maliyet, analiz siiresi
ve katilimer sayisi kisitlar1 géz oniinde bulundurulmaktadir. Orneklemin gorsel
psikofizik ve norobilim ¢aligmalarinda siirli tutulmasi kapsamls istatistiki analiz-
ler yapma sansini kisitlarken, kisi bazinda eksiksiz bir karakterizasyon yapmay1
miimkiin kilmaktadir (Vila ve Gomez, 2016). Ayrica Milosavljevic, Navalpak-
kam, Koch ve Rangel’in (2012) da belirttigi gibi bu tiir ¢alismalarda az sayida
katilime1, karar verme siireclerinin altinda yatan mekanizmalar biiylik sapmalar
gostermediginden yeterli bulunmaktadir. Sonu¢ olarak; Roscoe’nun (1975)
30’dan biiyiik ve 500’den kiiclik 6rneklemlerin istatistiki acidan yeterli oldugunu
bildiren ¢aligmasi (Aktaran: Sekaran, 1992) referans alinmig ve ¢alismanin 36
kisilik bir 6érneklem ile yiiriitiilmesine karar verilmistir. Cinsiyete gore esit iki
gruba bdliinmesi planlanan 6rneklemin, géz takip cihazi ile toplanan verileri
analiz edildiginde 4 kadin katilimecinin verilerinde problem tespit edilmis ve bu
veriler ¢alismadan ¢ikarilmustir. Ilgili katilimeilar, deney dncesinde arastirmaci
ve sistem tarafindan kontrol edilerek Sl¢limlerin hata paylarinin diisiiriilmesi
saglayan kalibrasyon siirecinden sorunsuz ge¢mistir. Fakat deney agsamasinda
viicut hareketlerinin fazlalig1 sebebiyle goz hareketlerinin cihazin takip alaninin
disina ¢iktig1 ve verilerin kesikli hale geldigi goriilmiistiir. Sonug olarak calismaya
14’1 kadn, 18’1 erkek toplam 32 katilimcinin verileri dahil edilmistir.



588

Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt: 14, Say:: 3, Eyltl 2021, ss. 579-604

Tablo 1. Goz Takibi Yapilan Calismalarda Orneklem Biiyiikliigii Ornekleri

Calismanin Adi Yazar Yl Dergi Orneklem
Eye Tra.ckmg F or Visualization Goldberg ve Information

1 | Evaluation: Reading Values On Helfman 2011 Visualization 32
Linear Versus Radial Graphs
The Dynamics Of Decision Ma- . .

2 | king In Risky Choice: An Eye-Tra- Fle,,d ler ve 2012 Frontiers In 37

. . Glockner Psychology
cking Analysis
Relative Visual Saliency Differen- | Milosavljevic, Journal Of

3 | ces Induce Sizable Bias In Consu- | Navalpakkam, | 2012 | Consumer 15
mer Choice Koch, Rangel Psychology
Exploring The Effect Of The Hu-

4 | man Brand On Consumers’ Decisi- | Wook Chae, 2013 Online Infor- 13
on Quality In Online Shopping: An | Chang Lee mation Review
Eye-Tracking Approach
The Influence Of Effectiveness
Of Packaging Elements On The Cho- Modern Ma-

5 | Consumers’ Preferences With The | lewa-Wojcik | 2015 | nagement 30
Use Of Marketing Eye-Tracking ve Kawecka Review
Technique

. . Menon, Sigur-
Consumer Attention To Price In dsson. Larsen Journal Of
6 | Social Commerce: Eye Tracking ’ > | 2016 | Business Re- 34
. . Fagerstrom,

Patterns In Retail Clothing search
Foxall

Using Eye-Trackmg.To Understand Guitart, Her- International

The Impact Of Multitasking On .

7 vet, Hildeb- 2018 | Journal Of 36
Memory For Banner Ads: The Role rand Advertisin
Of Attention To The Ad. v £

Katilimcilarin segiminde online aligveris yapiyor olmak 6n kosul olarak kabul
edilmistir. Deney asamasindan Once kisilerin farkli viicut dlgiilerini ¢ekicilik ba-
kimindan nasil degerlendirdiklerini 6grenebilmek icin bir anket caligmasi yapil-
mistir. Bu 6n calisma genel c¢ekicilik algisinin tespitine yonelik olarak gergekles-
tirilmistir bu sayede ideal benlik temsilindeki fiziksel 6zellikler hakkinda bilgi
sahibi olmak amag¢lanmis sonuglar mevcut benlik algilarini temsil eden degerlen-
dirmeler ile kiyaslanarak benlik farkliliginin boyutlar1 ve yarattigi gerilim agik-
lanmak istenmistir. Katilimcilara anket kapsaminda 10 adet “small” beden, 10
adet “medium” beden ve 10 adet “large” beden olmak iizere (Tablo 2) profesyonel
mankenlerin yiizlerinin yer almadig1 toplam 30 adet fotograf verilmis ve “fiziksel
cekicilik™ kriteri gdz onilinde bulundurularak bu fotograflar1 1 puan en diisiik, 10
puan en yiiksek olmak {izere puanlamalari istenmistir (Fotograf 1).
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Tablo 2. Caligma Kapsaminda Small, Medium ve Large Olarak Kabul Edilen Be-
denler

Small Medium Large
Kadin 36 beden ve alt1 36- 38 beden 40 beden ve lstii
Erkek 48 beden ve alt1 48- 50 beden 52 beden ve tistii

Small Medium Large Small Medium Large

Fotograf 1. Fiziksel Cekicilik Algis1 Gorsellerinden Bazilar

Sonraki asamada katilimcilarin mevcut benlik algilarinin tespiti igin viicut agirli-
&1 baz almarak kendilerini degerlendirmeleri istenmistir. Katilimcilar; “istedigim

kilonun altindayim”, “istedigim kilodayim” ve “istedigim kilonun tizerindeyim”
siklar1 arasinda se¢im yapmuglardir.

Son olarak deney asamasinda katilimcilara 30 adet kiyafet, Fotograf 2’de birer
ornegi gortldugii sekliyle 15 tanesi erkek giyim, 15 tanesi de kadin giyim parca-
larina ait olacak sekilde hazirlanmig ve her parga 3 saniye siireyle gosterilmistir.
Tiim gorseller ayni boyutta, 1920x 1080 piksel ¢oziiniirliik diizeyinde ve yesil fon
lizerinde sunulmustur.

Tiim sunum sayfalarinda small beden manken en solda, yalnizca kiyafetin bu-
lundugu ve medium bedeni temsil eden gorsel ortada, large beden manken ise en
sagda yer almaktadir. Biligsel bir siire¢ isletildiginde goz hareketlerinin lateral
eksende soldan saga dogru ilerledigi bildirilmistir (Weiten ve Etaugh, 1974). Ayni
zamanda okuma y0niiniin bir¢ok dilde soldan saga olmasindan kaynaklanan bu
akisin sonuglari etkilememesi amaciyla caligmada tiim uyaranlar hep ayni sirayla
kullanilmis, rastgele bir dagilim tercih edilmemistir. Bu tasarim sebebiyle ilk ba-
kilan uyaran ve bakis sirasi analizlerde gbz onilinde bulundurulmamigtir. Bunun
yerine katilimcilarin uyaranlara odaklanma siireleri, Maughan, Gutnikov ve Ste-
vens’in (2007) odaklanma siirelerini pozitif bir duygulanim ile iligkilendirdikleri
calismalarina dayandirilarak katilimcinin gorselden hoslanip hoslanmadigini bil-
dirmek tizere analiz edilmistir.
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18 ¥,

A) Kadin kiyafeti gorseli dmegi B) Erkek kiyafet gorseli dmegi
1 2 3 1 2 3
Small beden Medium beden Large beden Small Medium beden Large beden
manken temnsil eden manken beden manken temnsil eden manken
kiyafet kiyafet

Fotograf 2. Deney Asamasinda Kullanilan; A) Kadin Kiyafeti Gorseli
B) Erkek Kiyafeti Gérseli Sunum Ornekleri

Deney baglangicinda her katilimer igin goz takip cihazinin 9 noktali kalibrasyon
islemi yapilmis ve otomatik ilerleyen sunumun gdsterildigi monitérden 45 cm
uzaklikta konumlanmalar1 saglanmistir. Tiim katilimeilar i¢in deneyin yapildig
odanin konfor diizeyi sabit tutulmustur. Goz takip cihazinin ambient 1g1ktan etki-
lenmemesi i¢in deneyin yapildigi odada yerden aydinlatma tercih edilmistir. G6z
hareketlerinin takibi ve analizi i¢in Gazepoint GP3 HD Eye Tracker 60 Hz g6z
takip cihaz1 kullanilmis ve sicaklik haritalari, odaklanma zamanlari, tarama ha-
ritalari, analizleri cihazin orijinal yazilimi ile gergeklestirilmistir. Kisilerin farkli
gorsellere odaklanma siireleri arasindaki farkin analizi i¢in ise SPSS V.24 istatis-
tiksel analiz programi kullanilmistir.

4. Bulgular

Aragtirmaya dahil olan katilimcilarin sosyodemografik 6zellikleri Tablo 3’te ve-
rilmis olup; 32 katilimcidan olusan 6rneklemin %43,75’ini kadinlar olustururken,
%156,25’ini erkekler olusturmaktadir.

Tablo 3. Katilimcilar1 Sosyodemografik Ozelliklerin Dagilimi (n=32)

n %
Cinsiyet
Kadin 14 43,75
Erkek 18 56,25
Total 32 100

Arastirmada yer alan katilimcilarin; kadinlarin %21,43’{ kendini istedigi kilonun
altinda oldugunu, %35,71°1 istedigi kiloda oldugunu ve %42,86°s1 istedigi kilonun
altinda oldugunu diisinmekte; erkeklerin ise %22,22’si istedigin kilonun altinda
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oldugunu, %33,33"1 istedigi kiloda oldugunu ve %44,44°1 istedigi kilonun {istiin-
de oldugunu belirtmektedir.

Katilimcilarin ideal beden algilarinin tespiti i¢in fiziksel ¢ekicilik degerlendirme
testi uygulanmistir. Her beden tipini temsilen (Fotograf 1) 10’ar manken fotog-
rafinin bulundugu gorselleri begenileri dogrultusunda puanlamalari istenmistir.
Katilimcilarin mankenlere verdikleri puan ortalamalar1 Tablo 4’te verilmektedir.
Analiz sonuglar1 farkli beden mankenlere verilen puanlarin cinsiyetler diizeyinde
farklilasmadigin1 gostermektedir. Bununla beraber fiziksel ¢ekicilik degerlendir-
me testinin Oncelikli amaci hangi beden 6l¢iisiiniin her iki cinsiyet agisindan da
daha c¢ekici bulundugunun tespit edilmesidir. Analiz sonuglart medium bedenin
fiziksel ¢ekicilik degerlendirmesinde 6ne ¢iktigini gostermektedir.

Tablo 4. Katilimcilarin Cinsiyetlerine Gore Fiziksel Cekicilik Puanlarmin Deger-
lendirmelerinin Karsilagtirilmasi (n=32)

Kadin Erkek p
X+£SS Min  Max X +SS Min Max t
p=.646
Small 44,93 + 15,219 20 68 47,50 + 15,816 23 71
t=-0,464
. p=,437
Medium 61,14+ 13,393 39 85 65,22 + 15,330 24 87
t=-0,788
p=.,799
Large 44,29 + 14,866 24 81 43,11 + 11,050 20 63 0257

G0z takip cihazi vasitasiyla milisaniye diizeyinde toplanan bakis siireleri katilim-
cilarin uyaranlara yonelik duygulanimlarini tespit etmek {izere kullanilmigtir. Ma-
ughan, Sergei ve Stevens’in (2007) ¢alismasi bireylerin hoslandiklari/ilgilendikle-
ri unsurlara daha uzun siire bakma egiliminde oldugunu gostermektedir. Tam tersi
yonde olmak iizere Kimble vd. (2010) bireylerin hoslanmadiklari/kagindiklar
unsurlara daha kisa siire bakma egiliminde oldugunu ortaya koymustur. Hati’nin
(2010) caligsmasi, kadinlarin erkeklere gore duygusal fayday1 ve dolayisiyla hedo-
nik egilimleri online aligveris siireclerinde daha 6nde tuttugunu 6ne siirmektedir.
Bu dogrultuda ideal benligi temsil eden iiriinlere duyulan ilgi diizeyinde cinsiyet-
ler arasinda bir fark olabilecegi sorusu goz 6niinde bulundurulmus ve ilk hipotez
olarak konumlandirilmstir.

Katilimeilarin cinsiyetlere gore small, medium ve large boyutlarindaki giysile-
re bakma siirelerinin ortalamalar1 Tablo 5’de yer almaktadir. Elde edilen verilere
gore; small giysilere bakis siireleri ortalamasi kadinlarda (34,07 + 7,956), erkekle-
re gore (28,56 + 7,679) daha fazla oldugu tespit edilmis, fakat istatistiksel agidan
bu farklilik anlamli bulunamamistir (t=1,984, p>0,05). Medium giysilere bakis
stirelerinde ise; erkeklerin bakis siiresinin (29,89 + 7,615), kadinlara gore (25,79
+6,327) daha fazla oldugu bulunmus, fakat istatistiksel agcidan bu farklilik anlaml
bulunamamistir (t=-1,625, p>0,05). Large giysilere bakis siirelerinde ise; erkek-
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lerin bakis siiresinin (18,44 + 6,147), kadinlara gore (15,29 + 7,467) daha fazla
oldugu bulunmus, fakat istatistiksel agidan bu farklilik anlamli bulunamamistir
(t=-1,313, p>0,05). Ozetle bu arastirmanin sonuglar1 kadinlarin fonksiyonel
fayday1 goz ardi ederek hedonik yaklasim sergiledigi 6n kabuliinii destekleme-
mektedir.

Tablo 5. Katilimcilarin Cinsiyetlerine Gore Small / Medium / Large Beden Giysi-
lere Bakis Siirelerinin Karsilagtirilmast (n=32)

Kadin Erkek P
X+SS Min Max X+ SS Min Max t
p=,056
Small 34,07 + 7,956 22 49 28,56 £ 7,679 18
t= 1,984
. p=,115
Medium 25,79 + 6,327 18 42 29,89+ 7,615 18 46
t=-1,625
p=,199
Large 15,29 + 7,467 2 34 18,44 + 6,147 3 =-1313

Benlik Uyusmazlig1 Teorisi, mevcut benlik algisi ile ideal benlik arasindaki fark
arttikca bireylerin mevcut benliklerinden duydugu psikolojik gerilimin artacagi-
n1, dolayisiyla mevcudun temsillerinden kagimacagim one stirmektedir. Fiziksel
¢ekicilik degerlendirmesi testi sonuglart her iki cinsiyet i¢in de ideal beden algisi-
nin “medium” beden dlgiilerinde oldugunu gostermektedir. Bu dogrultuda istedigi
kilonun altinda ya da iizerinde olan katilimcilarin medium bedenden uzaklasan
gorsellerden kacinacagi 6ngoriilmiis ve arastirmanin ikinci hipotezi bu 6n kabule
dayandirilarak olusturulmustur.

Belirtilen farkliliklarin izlenmesi amaciyla arastirmanin denekler arasi deseni; 3
(mevcut benlik algis1) x 3 (small, medium, large beden giysiler) seklinde olustu-
rulmus tekrarli 6l¢iim ANOVA (Repeated Measures ANOVA) analizine basvurul-
mustur (Tablo 6 ve Tablo 7).

Tablo 6. Gruplar Arasi Etki Analizi

Varyansin kaynagi Kareler toplami1 s Ortalama kareler F P
Error 8,286 6 1,381

istedigi Kiloda 20425,485 1 20425,485 702,272 |,000
Error 290,848 10 {29,085

Istedigi Kilonun 27157,714 1 27157,714 2810,484 ,000
Uzerinde

Error 125,619 13 9,663
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Tablo 7. Katilimcilarin Mevcut Beden Algilarina Gére Small / Medium / Large
Beden Giysilere Bakis Siirelerinin Ortalama ve Standart Sapma Puanlar ve Kar-
stlagtirmalar1 (n=32)

ustiindeyim

Varyansin Uvaranlar Ortalama Standart Alt Ust P
kaynagi ¥ Fark Hata Sir Sinir
Medium 1,571 5,028 -10,731 | 13,874 | ,765
Small
Large 14,143 4,166 3,950 |24,336 |,015
Istedigi Small 1,571 | 5,028 13,874 [ 10,731 |,765
Kilonun .
Altinda Medium
Large 12,571 4,664 1,158 | 23,984 |,036
Olanlar
Small -14,143 | 4,166 -24,336 | -3,950 | ,015
Large
Medium -12,571 | 4,664 -23,984 | -1,158 | ,036
Medium ,091 2,484 -5,445 | 5,626 |,972
Small
Large 9,000 2,734 2,909 15,091 | ,008
Istedigi Small -,091 2,484 -5,626 | 5,445 |,972
Kiloda Medium
Olanlar Large 8,909 2,581 3,158 14,660 | ,006
Small -9,000 2,734 -15,091 | -2,909 |,008
Large
Medium -8,909 2,581 -14,660 | -3,158 | ,006
Medium 5,714 4,478 -3,959 | 15,387 | ,224
Small
Large 17,643 4,078 8,832 26,454 | ,001
Istedigi Small 5,714 | 4,478 -15,387 | 3,959 | 224
Kilonun .
Ustiinde Medium
Large 11,929 3,109 5,212 18,645 | ,002
Olanlar
Small -17,643 | 4,078 -26,454 | -8,832 | ,001
Large
Medium -11,929 | 3,109 -18,645 | -5,212 | ,002
Ortalama ve Standart Sapma Puanlari
Small Medium Large
X S X S X s
Istedigim kilonun | 4, 5q¢ 2,607 29,714 2,934 | 17,143 | 2,502
altindayim 2,
Istedigim kilodayim | 27,909 1,371 27,818 1,726 18,909 |2,134
Istedigim kilonun 1 55 2,772 27,500 2255 | 15571 | 1,836

* p<0,001
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Tablo 7°de belirtildigi iizere istedigi kilonun altinda olan katilimcilarin small be-
den giysilere large beden giysilere gore daha uzun siire baktigi goriilmektedir.
Benzer sekilde medium beden giysiye de large beden giysiye gore daha az baktik-
lar1 tespit edilmistir. Bununla beraber en biiyiik sapmanin small giysilere yonelik
oldugu goriilmektedir. Ozetle; istedigi kilonun altinda olan katilimcilar igin Ben-
lik UyusmazIig1 Teorisi’nin etkisi goriilmemektedir.

Yapilan ikili karsilastirma analizinin diger bir sonucu da istedigi kiloda oldugunu
diisiinen katilimcilara yoneliktir. Bu grupta da her ti¢ beden dl¢iistindeki giysilere
bakis siiresinin farklilagtigi goriilmektedir. Bununla beraber en kisa bakilan tirtin
large beden giysilerdir.

Son grup olan istedigi kilonun {izerinde oldugunu bildiren katilime1 grubu, Benlik
Uyusmazlig1 Teorisi’nin etkisinin en net goriildigii gruptur. Arzu ettigi kilonun
altinda veya arzu ettigi kiloda olan katilimcilarda kismi olarak tespit edilen bu
etki, bu grupta oldukca yiiksektir. Beden algis1 ideal beden algisinin {izerinde olan
bireyler, biiyiik beden gorsellerden kaginma davranisi gostermislerdir.

Uyaranlar

Istedigi
Kilonun
Uzerinde
Olanlar

Istedigi
Kiloda
Olanlar

Istedigi
Kilonun
Altinda
Olanlar

Fotograf 3. Gruplara ve Cinsiyete Gore Sicaklik Haritalar
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Bakis siireleri (milisaniye) iizerinden yapilan istatistiksel analizlerin yami sira, ka-
tilimeilarin g6z hareketlerinin ve bu oriintiilerin gorsellestirilebilmesi igin sicaklik
haritas1 analizi gerceklestirilmistir. Mevcut beden algilar1 dogrultusunda olusturu-
lan gruplardaki katilimeilarin tamaminin uyaranlar {izerindeki goz hareketlerinin
iist liste konmasi ile olusturulan analiz sonuglar1 (Fotograf 3) istatistiksel analiz
sonuclarmi destekler niteliktedir. Istedigi kilonun altinda olanlar ve istedigi kiloda
olanlarm farkli bedenlerde sunulan kiyafetlere yonelik bakis siireleri ve dagilimi
istatistiksel olarak anlamli bir farka sahip fakat nispeten birbirine yakinken, is-
tedigi kilonun iizerinde olan katilimcilarin biiyiik beden kiyafetlere yonelik bir
kaginma egilimde olduklar1 s6ylenebilir.

5. Sonuc¢

Online aligveris siteleri arasindaki yogun rekabet ve diisiik marka sadakati g6z
oniinde bulunduruldugunda tiiketici i¢cin deger yaratacak sunum sekillerinin se¢il-
mesinin ve igerik tasariminin énemi 6ne ¢ikmaktadir. Kisiye 6zel iiriin ve hizmet
tasariminin hiz kazandig1 glinlimiizde, markalarin ister gergek hayatta ister dijital
diinyada, tiiketiciyi artik neredeyse bireysel diizeyde tanimalar1 ve buna hitap
eden siirecler gelistirmeleri biiyiik dnem tasimaktadir. Ozellikle de yeni tiiketici
profilinin iizerindeki zaman baskisi, uyaran yogunlugu ve bundan kaynaklanan
hizli karar verme siirecleri gdz 6niinde bulunduruldugunda; dikkat ¢ekmeyecek
ve hatta olumsuz c¢agrisimlar yapabilecek iceriklerin kisi bazinda kullaniciy1
tantyan sistemler tarafindan engellenebilmesi ve ozellestirilmis arayiizler ile
dogrudan fayda saglayacak igeriklere yonlendirilmesinin hem tiiketici hem de
marka i¢in fayda saglayabilecegi diigiiniilmektedir. Bu tiir iyilestirmelerin insan
davranisina odaklanan psikoloji ¢alismalart baz alinarak yapilmasi ve bilimsel
diizeyde temellendirilebilmesi sunulmak istenen degeri artiracaktir. Bu dogrultuda
tasarlanan calismada online tiiketici davraniglar1 benlige iliskin gelistirilen en
onemli teorilerden biri olan Benlik Uyusmazligi Teorisi ile irdelenmistir.

Benlik uyusmazIigi teorisi; temel olarak kisinin mevcut benlik algisi ile idealinde-
ki benlik arasindaki farki ve bu farkin boyutlarindan kaynaklanan bilissel celiskiyi
aciklamaktadir. Teorinin temel varsayimi; farkin arttikca psikolojik bir gerilim
olusturdugu ve bireyin bu gerilimi azaltmak {izere yansitma, inkar ve benzeri fark-
I1 savunma mekanizmalarini devreye soktugu seklindedir.

Bu teorinin tiiketici davraniglarindaki yansimasini incelemek iizere gelistirilen
deney tasariminda, online tliketici davranist hakkinda yapilan bazi ¢aligmalardan
elde edilen ¢ikarimlar kullanilmistir. Arastirmada basvurulan bir diger ¢alisma
konusu ise siklikla kullanilan ndéropazarlama uygulamalarindan olan goz takibi
yontemi ile duygu durum tanimlanmasi olmustur. Belirtilen ¢iktilar 15181nda olus-
turulan arastirmaya online aligveris yaptigini bildiren 32 goniillii katilimct dahil
edilmistir. Katilimcilarin mevcut benlik algilari ve fiziksel ¢ekicilik algilar tespit
edilmis, ardindan g6z takip sistemi kullanilan deney asamasinda ayni kiyafeti {i¢
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farkli durumda (small beden manken, medium bedeni temsil eden sadece kiyafet
ve large beden manken) sunulan gorseller ile incelemeleri saglanmustir.

Kisilerin mevcut benlik algilarina yonelik yaptiklar1 tanimlamalar dogrultusunda
gruplar olusturulmus ve bu gruplarin farkli bedenlerde sunulan gorseller tizerin-
deki bakis siireleri incelenmistir. G6z takip cihazina ait yazilim ile olusturulan
sicaklik haritalar1 dogrultusunda mevcut beden algisi ideal olarak tanimlanan ki-
lonun tizerine ¢iktikca, ilgili gorsele dikkatin azaldigi gézlemlenmistir. Bu duru-
mun benlik uyusmazligi teorisinin 6n kabullerini destekler niteliktedir. Bununla
beraber teorinin one siirdiigli gerilimin ideal bedende veya ideal beden olgiileri-
nin altinda olan katilimcilarda bu derecede biiyiik olmadig tespit edilmistir. Bu
durum, genel anlamda fazla kilonun, benlik uyusmazligini ve neticede kaginma
davranigina daha fazla artirdigini géstermektedir.

Elde edilen veriler; tiiketici davraniglarinda belirleyici unsurlarin giderek cinsiyet
farklarindan uzaklasip, bireysel farkliliklar ve 6z benlik algilar ile sekillendigini
gostermektedir. Cinsiyetlere yonelik basmakalip 6n kabuller yerine, davranisi se-
killendiren onciillerin incelenmesi ve bu dogrultuda kullanic1 deneyiminin tasar-
lanmasi1 uygulamacilar icin fayda saglayabilir.

Yapilan ¢alisma, online aligveriste tiiketici 6zelinde bir hizmet sunulmasina yo-
nelik atilan 6ncii adimlardan yalnizca biri niteligindedir. Tiiketicilere birey bazin-
da hitap etmeyi miimkiin kilan iyilestirmeler ve araytiizler konusunda teknolojik
olarak heniiz baslangi¢ asamasinda olunsa da online davranig oriintiileri hakkin-
da bilgi sahibi olmak, hizla dijitallesen diinya i¢in biiylik 6nem arz etmektedir.
Tutumlardan olusan ve dinamik bilesenleri sebebiyle genellenebilmesi son dere-
ce zor olan davraniglara yonelik gerceklestirilen her ¢alisma, tiiketici zihnine bir
adim daha yaklasmay1 saglayacaktir. Bu oncelikler dogrultusunda konuyla ilgi-
li gelecekte yapilmasi planlanan ¢alismalarda farkli yas gruplar1 ve daha biiyiik
orneklemler ile dogrudan satin alma kararma yonelik olarak ¢alisilmasina karar
verilmistir.
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EXTENDED ABSTRACT

THE REFLECTIONS OF SELF- DISCREPANCY THEORY ON ONLINE
CONSUMER BEHAVIOR

Introduction

One of the newest and most interesting areas in marketing is online consumer
behavior. Creating value for the consumer in new digital markets is becoming gra-
dually difficult in the race against time, intense competition and low loyalty. Due
to mentioned facts, it is thought that it is very important for researchers and pra-
ctitioners to determine the patterns that makeup online consumer behavior. Con-
sumer behavior, which reflects human behavior, was examined in the framework
of Higgins’ Self Discrepancy Theory and experimental design was used to trigger
its premises. According to this perspective, participants’ perception of physical
attractiveness and current self-perception have been examined, and the stimuli’
engagement/avoidance behaviors have been ascertained. It was also examined
whether the results differed by gender.

Research Purpose

The main purpose of the study is to determine the reflection of the inconsistency
between individuals’ current self-perceptions and the ideal self they envision on
their online purchasing behaviors. According to the Self Discrepancy Theory, the
greater the difference between the current self-perception and the ideal self-per-
ception, the greater the psychological tension that individuals will experience.
To bring this tension back to equilibrium, the individual needs to get away from
the stimuli that reinforce the tension. Based on the relevant theory, in this study,
it was predicted that the participants, who have a body perception that is far from
the ideal self, would avoid visuals that evoke their current self-perception, and the
research design was prepared based on testing the two basic hypotheses given.

H : Participants’ gaze duration at the clothes presented by models of different
body sizes; differ according to their gender.

H,: Participants’ gaze duration at the clothes presented by models of different
body sizes; differ according to their current self-perceptions.

Methodology

Thirty-two people (14 women, 18 men) who have experience in online shopping
participated in this experiment which was conducted via the eye-tracking method.
Before the experiment step, a survey was conducted to learn how the participants
evaluate different body measurements in terms of attractiveness and determine
their ideal self-perceptions. The questionnaire used within the scope of the re-
search was created by the researchers. In the first part of the questionnaire, the
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ideal self-perception of the participants and in the second part of the participants’
current self-perception were analyzed.

After the data collection step regarding the self-perceptions of the participants, the
experiment stage was started. Gazepoint GP3 HD Eye Tracker 60 Hz eye tracker
was used for tracking and analyzing of eye movements during the experiment.
Also, heat maps, dwell times, gaze maps were performed with the original softwa-
re of the eye tracker device. SPSS V.24 statistical analysis program was used to
analyze the difference between the focus time on different visuals.

Results

The results show that individuals are more oriented towards the elements that
represent their ideal self-perceptions. As the difference between ideal and actual
increases, the avoidance behaviours of individuals increase in parallel with the
theory. The group with the highest avoidance tendency among the groups is the
participants who are above the desired weight. Once and for all no effect of gender
has been detected.

Conclusion

The self-discrepancy theory; basically explains the difference between one’s cur-
rent self-perception and the ideal self and the psychological tension arising from
the dimensions of this difference. Based on the theory’s basic assumptions, con-
sumer behavior in the online shopping process and the dynamics between this
behavior and self-perception were supported in the research process as a result of
this study. In addition the basic assumptions being supported, an important cont-
ribution of the research to the literature is manifested in the inferences regarding
the role of gender in self-perception. As a result of the study, it has been found that
the determining factors in consumer behavior are gradually moving away from
gender differences and are shaped by individual differences and self-perceptions.
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Abdullah BALLI >3

ABSTRACT

With the pandemic period, there have been differences in online purchasing intention
and behavior due to changes in consumers’ social lives and consumption habits. The
main purpose of this study is to understand the changes in the online shopping attitudes
of consumers during the pandemic period and to obtain a model that will provide the
intention to purchase online. The data obtained in the study were carried out with a digital
questionnaire applied to 329 consumers from different age groups living in Ankara, and
the findings obtained were analyzed and interpreted with the SPSS 25.0 package program.
In this period, it was determined that consumers’ online purchase intentions changed
significantly, and product range, ease of use, satisfaction, experience, and innovation
positively affected consumers’ online purchasing intentions. In this context, suggestions
were made to digital entrepreneurs to work more effectively in the digital market after the
pandemic period.
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SALGIN HASTALIK SURECINDE TUKETICILERIN CEVRIM iCi
SATIN ALMA NiYETLERI UZERINE BiR ARASTIRMA

07/

Pandemi donemi ile birlikte tiiketicilerin sosyal yasamlarinda ve tiikketim aligkanlikla-
rindaki degisiklikler nedeniyle ¢evrimigi satin alma niyet ve davraniglarinda farkliliklar
yasanmistir. Bu ¢alismanin temel amaci, pandemi déneminde tiiketicilerin ¢evrimigi alis-
veris tutumlarindaki degisiklikleri anlamak ve ¢evrimigi satin alma niyetini saglayacak
bir model elde etmektir. Arastirmada elde edilen veriler, Ankara’da yasayan farkli yas
gruplarindan 329 tiiketiciye uygulanan dijital anket ile gergeklestirilmis ve elde edilen
bulgular SPSS 25.0 paket programi ile analiz edilerek yorumlanmistir. Bu siiregte tiiketici-
lerin ¢evrimigi satin alma niyetlerinin 6nemli dlgiide degistigi ve tiriin yelpazesi, kullanim
kolaylig1, memnuniyet, deneyim ve yeniligin tiiketicilerin ¢gevrimi¢i satin alma niyetlerini
olumlu yonde etkiledigi belirlenmistir. Bu kapsamda pandemi déneminden sonra dijital
girisimcilere dijital pazarda daha etkin ¢alismalari i¢in dnerilerde bulunulmustur.

Anahtar Kelimeler: Salgin hastalik, Cevrim I¢ci Satin Alma Davranisi, Cevrim I¢i Satin
Alma Niyeti
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1. Introduction

The developments in information technologies, the widespread use of the Internet,
the disappearance of distances thanks to digital technologies, the use of mobile
phones and mobile applications by large masses, the dynamic changes of consumer
demands and needs have created many changes in the way entrepreneurs and
businesses carry out their commercial activities. Thanks to digital entrepreneurship
activities, businesses offer quality, fast and economical products/services to
consumers. Consumers have the opportunity to compare many products/services
in terms of price and features at the same time without going to any store. This has
increased the interest in online purchasing in recent years, and thanks to this, the
shopping market made on digital platforms has improved significantly. Especially
in the pandemic disease process, online purchasing has become imperative to
meet the needs of consumers. Consumers who did not shop with online tools
before the pandemic disease process have started to shop online through digital
platforms during this period. In this way, many businesses and entrepreneurs have
developed mobile applications for their businesses in order to be able to adapt
to the existing conditions, and businesses have developed some innovations to
enable consumers to shop easily through their web pages. The main reason for this
is the increased consumer interest in the digital market.

Online shopping is a popular phenomenon that an increasing number of
companies continue to exist in the virtual environment, and online sales are one
of these companies’ primary sources of income (Goby, 2006). The phenomenon
of online shopping increasingly makes its presence and importance felt in today’s
economic, commercial and social life (Vijayasarathy, 2004). Online shopping
develops rapidly in parallel with the development of the traditional retailing sector.
Changing consumers and lifestyles involves increasing consumers in the virtual
environment (Saydan, 2008). The growth and development of the e-retail market
have been due to the increase in the socio-economic levels of individuals, the
increase in the interest in online shopping, and the acceleration of the use of social
networks (Chen et al., 2014). With the widespread use of the Internet, e-commerce
constantly evolves day by day. While businesses show more presence on the
Internet, consumers tend to shop online alongside traditional shopping methods.

Due to the pandemic that emerged in 2019, there have been significant changes
in consumers’ online purchasing attitudes and behaviors and the factors affecting
them. Consumers’ interest in online purchasing has increased significantly,
especially due to the restrictions imposed. As a result, the demand for products
that were rarely purchased before on digital shopping platforms has increased
considerably. It is observed that online purchases of durable goods in the USA
have increased significantly. Rice, flour, canned vegetables, and canned legumes
sales increased by 433% in March compared to January. According to a study
conducted in Vietnam, the tendency to stock up on food at home increased by
45%, while online shopping activities increased by 25% (Statista, 2020b). In
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the U.K., canned milk sales increased 3.5 times compared to previous weeks,
while canned fruit sales increased three times and flour sales increased six times
(Criteo, 2020). In another study conducted with 2933 people in England, America,
Germany, and China, it was determined that the food and beverage expenditures
of consumers increased by 43% in China, 22% in Germany, 27% in the U.K., and
27% in the USA (Statista, 2020b). According to the research conducted by the
Ipsos Household Consumption Panel in Turkey, there has been an increase in the
purchase of products such as pasta, pulses, flour, cologne, vinegar, milk, chocolate
products, garbage bags during the school holidays (Ipsos, 2020). In another study
conducted in the USA, the products with the highest consumption increase are
respectively; milk and dairy products, canned foods, and rice (Statista, 2020a).

When Turkey Statistics Institution of digital technology and Internet usage rates
of entrepreneurs according to data from the 2019 investigation, this percentage
is approximately 95%, and it is understood that the website belonging to the
company of 66.6% of entrepreneurs (Tuik.gov.tr, 2019). Consumers’ tendency
towards purchasing by researching the products/services they need through digital
platforms led businesses to develop new strategies for attracting and maintaining
consumers online. The development of e-commerce in Turkey in 2019, the industry
in general with a growth of 39%, realized as 83.1 billion T.L. While online retail
shopping is 48% growth and 30.8 billion T.L. became the most growing segment
of the e-commerce industry (Tubisad.org.tr, 2020). According to the Interbank
Card Center (ICC, 2020), online card payments in Turkey totaled 107 billion T.L.
in the January-June period of 2020; When this is compared to the first six months
of 2019, it is seen that there is an increase of 24%. Compared to April 2019, an
increase of 220% in the market-food sector, 122% in the electronic goods sector,
and 87% in the furniture and decoration sector during the epidemic period. In
the market-food sector, which has the highest increase, payments made over the
Internet have tripled last year and reached 2.4 billion Turkish Liras (FinTech
Istanbul, 2020).

With the pandemic period, significant changes occurred in consumers’ purchasing
behavior. Some of the personal and special needs, especially the basic needs, market
shopping, were met by online purchasing. This situation forced many national and
local entrepreneurs to develop new digital applications. Due to the restrictions
and health measures applied, consumers could meet their needs without leaving
their homes. However, some sectors and enterprises were insufficient to keep up
with the developments in this period. The difficult process experienced caused
changes in the shopping habits of the consumers. Thanks to these changes, it will
be inevitable for entrepreneurs and businesses to develop appropriate strategies by
analyzing consumers’ attitudes towards online purchasing.

This study aims to obtain a model that will affect online purchasing attitudes by
examining the changes caused by the factors that affect the purchasing attitudes
of consumers during the pandemic disease period. In addition, the limited number
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of studies on online purchasing intentions and attitudes of consumers during
the pandemic period, especially in the literature, makes the research important.
Another importance of the study is that it will lead future studies to examine
whether the pandemic process, which impacts consumers’ intention to buy, has
permanent effects on consumers’ repurchase attitudes and behaviors.

2. Online Shopping Process and Factors of Affecting Online Shopping

When the studies on the online shopping process and various factors affecting
this process are examined, it is understood that there are some elements. Although
there are studies that deal with this process and elements separately, research on
the factors that cause consumers to do online shopping in the pandemic process,
which has affected the whole world on a global scale, has begun to be conducted
with the pandemic. In particular, a number of issues such as pre-purchase
behaviors, decision-making processes, purchasing decisions, and post-purchase
attitudes/behaviors towards consumers’ attitudes towards online shopping come
to the fore. However, with the pandemic, some compulsory external factors have
been added to these processes.

Liu et al. (2008) evaluated the purchasing process together with Kotler and
Keller’s (2006) study and stated this process as information seeking, alternative
evaluation, purchasing phase. The qualities of the web pages, the information they
contain, and their usefulness are components of the information-seeking phase.
According to Liu et al. (2008), some of the factors of the purchasing stage; ease of
transaction and payment, security, privacy, post-purchase transactions; delivery is
associated with customer service and customer overall satisfaction factors.

According to Alcaniz et al. (2008), the fact that the websites can be used by the
users and the information obtained from them provides the information that the
consumer is looking for increases the interest of the consumers in online shopping.
In general, consumers’ purchasing decisions begin with determining the need first.
A need-based information search process follows this. Then, in the light of the
information obtained, she/he chooses the option he thinks she/he can meet his
needs most among the available alternatives. Then, by purchasing the service/
product she/he has decided on, he evaluates whether the product/service meets the
desired needs after the purchase (Seock and Norton, 2007: 571). External trust and
risk factors also affect the five stages above (Alghaith et al., 2010: 34).

Before purchasing, consumers take some risks when searching for information
about the products/services they need and when evaluating the alternatives
according to their needs. The main reason for this is that web pages sometimes
provide incomplete or incorrect information (Ozgiiven, 2011b). Another risk is that
consumers share their credit card numbers or personal information with the seller
during online shopping. Since some information of customers may be misused,
post-purchase security risks are also observed (Haas and Kenning, 2014: 430).
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When the studies on the online purchasing process and the factors affecting online
shopping are examined, generally, consumer attitudes and behaviors and the
factors affecting these attitudes and behaviors are emphasized. However, due to
the pandemic experienced since 2019, a new factor (forced shopping) has been
added to the online purchasing process of consumers and the factors affecting this
process. People have to stay at home and shop online due to the measures taken
due to the pandemic is called the pandemic effect. This is the online purchasing
tendency that arises due to the necessity of consumers to shop online due to forced
external factors. Especially in extraordinary times and crisis periods, significant
differences have emerged in consumer purchasing attitudes and behaviors. The
means of communication between buyers and suppliers have also changed due
to quarantines and imposed travel restrictions. The digital age of online, mobile,
and social media marketing has shown rapid progress/development within weeks.
As consumers’ lifestyles change, it has become inevitable to change the products
offered to consumers and the means of distribution. For this reason, it is important
to understand the online purchasing attitudes and behaviors of consumers and the
factors affecting them, especially with the pandemic process.

Elavarasan and Pugazhendhi (2020) argue that the technological changes adopted
may have an impact on how people/consumers will live in the near future. In
the post-pandemic period, it is necessary to analyze the effects of the pandemic
process well to correctly understand and meet consumer demands and needs.

2.1. Online Purchase Process

Consumers first decide what their needs are in order to make the best possible
choice for them in line with their needs. Afterward, they try to get the best in
return for the price they paid by comparing the information and product/service
features required to meet the need. After all these stages, consumers are the ones
who have completed the purchase process by evaluating the product/service they
have purchased.

According to (Perreau, 2014), the consumer purchasing process is as follows:
v' Determination of need
v" Data collection
v’ Evaluating options
v" Purchase decision
v' Post-purchase behavior
2.1.1. Determination of Need

In terms of consumers, defining the need is the most important stage of the
purchasing process and purchasing decision. A difference arises between the real
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need of the consumer and the desired. Therefore, all emerging needs do not result
in a purchase. However, for the resulting need to result in purchasing (product
price, ease of purchase, product availability, etc.), the need must be perceived and
accepted by the consumer (Perreau, 2014: 11).

Some promotions and advertisements that occur when consumers visit their web
pages cause them to approach certain products/services positively. However, the
consumer needs some additional information about the need before making a
purchase decision. The consumer needs some additional information regarding
the need before making a purchase decision. For example, when the customer sees
a new mobile phone, she/he needs information about the new features that this
mobile phone compares to the old mobile phone (Alatawy, 2018).

2.1.2. Data Collection

For studies on online consumer information research, Saleh (2015) has revealed
that consumer characteristics and consumer information levels in the digital era
are distinctive features in consumer acceptance of shopping on online shopping
platforms. In addition, I.T. and computer-technology usage information/habits
that consumers use to obtain information are also effective in the search for
information regarding needs.

The decisions taken by the consumers in accordance with their needs are difficult
since the available information and options are high, and time is limited. First of
all, consumers need to decide on which channel (online-offline) they can get the
information they need about their needs (Talja and Lloyd, 2010: 12). Generally,
consumers decide by taking information in offline environments and evaluating
various options on online platforms (Brosdahl and Almousa, 2013; Rajagopalan
etal., 2010).

Heinrichs et al. (2016) have revealed that the information needed by consumers
according to the needs before purchasing decision was influenced by factors such
as menu types, consumer understanding, and search targets of online advertising.
The researchers have divided the information-seeking process into two groups as
continuous search and pre-purchase information search. However, information
calls about healthcare are an exception because such information searches are
included in both groups as both continuous search and pre-purchase search.

After obtaining the information they need online, consumers decide whether to
shop online by comparing the risks, benefits/gains, and product diversity of online
purchasing (Brosdahl and Almousa, 2013).

2.1.3. Evaluating Options

Online media alternatives offer a different platform to compare different options
during the evaluation phase. After the information is obtained, the consumer
prefers what she/he thinks is the most suitable for her/his needs by evaluating the
different alternatives offered to him/her (Li and Liu, 2014; Heinrichs et al., 2016).
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According to Al-Mowalad and Putit (2012), it is understood that consumers make
an evaluation using the information they obtain from the outside for the options
related to the products/services and evaluate the options related to the experience
by making use of the personal information they have previously obtained. They
have claimed that the searched products/services were more suitable for offline
channels. They have also stated that existing products are more economical than
non-existing products, and considering the distribution costs, it is more economical
to make retail sales through online channels than suitable products.

2.1.4. Purchase Decision

Information quality, sales service, and product range at the purchasing stage help
consumers to decide which products to choose (Al-Maghrabi and Dennis, 2011:
900).

After the consumer determines his/her own need, he/she prefers the product/
service or a certain brand that he/she hopes to meet this need in the best way
(according to price, quality, suitability, security, etc.). The decisions taken are
generally dependent on the value of the product perceived by the consumer,
its features, the information it acquires about the product, and its personal
preference. In addition, consumer decisions are influenced by the purchasing
process knowledge/experience, the quality of the business, the return policy,
and the additional facilities (service/warranty, etc.) provided with the product.
For example, suppose the consumer who wants to buy a product from a well-
known brand has had a negative experience with this business or brand in their
past experience. In that case, this directly affects the consumer’s decision (Engel
etal., 1968: 33).

2.1.5. Post-Purchase Behavior

Finally, the post-purchase behavioral phase becomes an important phase due to
some concerns consumers have about the product/service they have received
because the consumer wants to make sure that it can be solved in case of a problem
with the product/service (Brosdahl and Almousa, 2013: 12).

Behaviors and attitudes of consumers after purchasing can have important
consequences for businesses. For this reason, a customer who is satisfied after the
shopping is likely to exhibit positive attitudes and behaviors about the business
and to share it with the people in the vicinity. This is the case especially for daily
purchases, such as packaged consumer goods and slow-moving consumer goods.
When the experiences that consumers have gained throughout their lives are
brought together, the concept of customer loyalty appears, which is seen as an
important source of income for businesses/brands. In addition to maximizing the
customer experience, it is possible to improve consumer post-purchase behavior
if there is a warranty (for a refrigerator, for example), effective consumer support,
and the ability to communicate directly (Engel et al., 1968: 26).
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Consumers with positive or negative experiences can spread their opinions about
any brand/product on a wider scale through their families, acquaintances, social
networks (Facebook, Twitter, YouTube), or consumer product review websites.
A customer who is dissatisfied with the Internet can have an important power in
damaging a brand through the Internet. Therefore, companies need to be attentive
in this regard.

2.2. Factors of Affecting Online Purchasing

A meta-analysis method was used in order to determine the factors of online
shopping in the context of the research findings made beforehand, the individual
characteristics of the consumers, the acceptance of the technology, the usage
patterns, and the risks posed by online shopping. With the meta-analysis, it was
understood that some online shopping factors affect the attitudes and behaviors
of consumers towards online shopping, but this effect level and shape differ from
person to person (Wu and Ke, 2015). Online tools (applications, technologies,
and innovations) that consumers use during online shopping, factors related to
consumers (personal, social, economic, psychological), features of the products/
services they want to buy (qualities of products/services), prices of products/
services (multiple product/service prices) are important factors of online shopping.

v —

e  Technological factors: It consists of the level of knowledge of the information
technologies/systems consumers have and the ability to use this information
in the online purchasing process.

e Consumer-related factors: Consumers’ previous experiences of online
shopping and the sense of loyalty they developed as a result of these
experiences, consumers; factors such as demographic features such as age,
education and income, perceived risks related to online shopping, information
obtained from the outside world (online-offline), seller recommendations,
consumer reviews.

e Price factor: It is one of the data that consumers use to compare different
alternatives (product, variety, price, quality, etc.) before shopping online.

e  Product/service factors: The online purchasing process is the information-
seeking phase, the product/service comparison, the purchasing phase, and
the detailed information about the product/services provided by the online
platform where the shopping is provided.

There have been studies on many factors affecting online shopping, butamong them,
research on consumers’ online shopping intentions and online shopping behaviors/
attitudes is remarkable. Changes due to the quality of the platform/digital media/
web page/application where the online shopping is done, consumer personal and
demographic characteristics, product/service quality and other external factors
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(Li and Zhang, 2002), perceived benefit, perceived risk, interest in e-commerce,
evaluations on the offer (Teo, 2002), product and product diversity, financial risk,
suitability, price awareness, and accessibility in the physical store (Yaras et al.,
2017) are the factors that affect online shopping. Alghaith et al. (2010) argued
that some online media tools could affect consumers’ online shopping attitudes.
This attitude is positively influenced by some factors, especially in terms of the
online shopping platform that consumers use, which are easy to use, including
quality service, and low risks. Malik and Guptha (2013) have claimed that the
intention to shop online consists of identifying the problem, searching for and
obtaining information, reviewing different alternatives for the desired product/
service, making a purchase decision, and support for post-purchase. They have
also examined the relationships between the relevant factors.

Although there are various studies on the factors that affect online purchasing
intent and repurchasing behavior, one of the most frequently used theories
is “intention to adopt” (Venkatesh and Morris, 2000). However, there are also
rational action theory, planned behavior theory, expectation confirmation theory,
and social cognitive theories (Pappas et al., 2014).

However, apart from these theories, Venkatesh et al. (2003) put forward a “unified
theory for the acceptance and use of technology,” explaining 70% of the variance
of consumers’ intention to adopt. Studies have shown that many factors have an
impact on the adoption of online shopping (Bohn, 2005; Barbonis and Laspita,
2005; Eliot, 2002; Karakaya and Charlton, 2001; Teo, 2002; Udo, 2001). In
addition, cultural, psychological, social, and personal factors play an important
role in consumers’ online purchasing decisions (Armstrong and Kotler, 2000).
These factors are divided into two groups as internal factors, belief, attitude,
motif, need, personality, perception, values, and external factors, demographic,
economic, social, situational, and technological factors (Wu, 2003).

3. Literature Review

Online shopping consists of determining the products/services to meet the needs
of consumers through some online tools (web pages, digital platforms, digital
applications), evaluating the options, making the purchasing decision (Ariff et al.,
2013). According to Levy et al. (2001), online purchasing means that consumers
obtain the product/service they need by interacting with sellers through a number
of online tools. An internet shopping mall is defined as a virtual store or information
system that displays products in a web-based virtual store and provides a variety
of commercial activities such as purchasing, payment, and shipping (Oh et al.,
2006). Online purchasing is also defined as online shopping (Lee and Kim, 2010).
According to Hoffman and Novak (1996), online purchasing consists of the stages
of offering and delivering products/services to consumers through an internet-
based shopping center. Online shopping provides a huge amount of information to
the worldwide I.T. network, and the home internet is a way of buying (Henrichs,
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1995). In online purchasing, consumers visit the shopping site and decide whether
to buy based on the information the site provides about the product. The consumer
performs the payment method online, and the seller delivers the product to the
consumer directly or by courier (Hao and Shin, 2001).

When studies on online shopping are analyzed, Khalifa and Liu (2007) showed
with their empirical study that the positive effects of online shopping habits and
online shopping experience on repurchasing. Rambo et al. (2009) analyzed online
shopping in the context of all stakeholders and addressed the factors affecting
online shopping for consumers and sellers. According to Hand et al. (2009),
online retailers need to understand the triggering role of the situational factors
affecting online market shopping to ensure that online shopping is embraced by
consumers, gaining and retaining new customers. Alghaith et al. (2010) claimed
that consumers’ online purchase intentions were influenced by a number of online
media tools such as online shopping risk perceptions, changing their online
shopping attitudes, meeting their expectations regarding the service they received,
and using online shopping skills. According to Eid (2011), it is the right choice
for modern consumers looking for online shopping, quickness, convenience, and
security. Hernandez et al. (2009) have focused on the decision-making dimension
of the online shopping process. For this reason, they conducted studies on the
perception of problems by consumers, searching for information for the solution
of the problems, deciding to purchase by evaluating the information obtained in
the light of alternatives, and consumer behavior after purchasing. Thamizhvanan
and Xavier (2013) found that trust in online shopping has important implications
for purchasing. Hoda et al. (2014) investigated the relationships between a
subjective norm, online shopping anxiety, and perceived volatility variables
and the technology acceptance model variables associated with customers’
international shopping intentions in the international shopping environment. El
Ahmar et al. (2016) investigated the factors affecting online consumer behavior
and investigated specific experiences of Egyptian online consumers through
qualitative text analysis of the fifteen anecdotal evidences reported. Kanjer and
Bhatia (2018), on the other hand, investigated the impact of online shopping
expertise, which is evaluated with the total shopping experience, in terms of the
number of years of consumer usage and behavior in online shopping sites.

Decisions to be taken and applications to be developed to facilitate online
transactions and services are very important in understanding consumers’ decisions
about online shopping and the factors that affect the decision process (Lin, 2007:
433). As the reason why consumers adopt online shopping more, the possibilities
offered by online shopping on various topics can be listed. These include the
variety of preferences and prices, original services that can be found online but not
found elsewhere, access to easy and abundant information, and consumers feeling
more free compared to the store (Ahuja et al., 2003: 146). There are numerous
studies on various approaches to factors affecting consumers’ online shopping
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attitudes. Apart from the demographic characteristics of consumers, there are
approaches that state that prices and expectations of the consumer, consumer
loans, technological developments, and psychological and socio-cultural factors
are also effective on consumption (Akhter, 2012; Kesbi¢ and Tandogan, 2016).
Regarding purchasing behavior, purchasing intention is defined as an individual’s
willingness to purchase a product (Tirtiroglu and Elbeck, 2008; Raza et al., 2014).
Given the increasing level of online shopping volume and consumer disposition
to online shopping, it is critical to identify factors that affect consumers’ attitudes
and spending. Therefore, it is crucial for businesses and other commercial actors
to address the issue from a consumer perspective.

Another factor affecting consumers’ online shopping intention and purchasing
decisions is age. Sorce et al. (2005) state that there is a difference between age
groups in the purchasing behaviors of consumers who shop online. As a result of
the research, it was stated that young consumers buy all kinds of products, while
older consumers buy certain products. As a result of the research conducted by
Dorie and Loranger (2020), it was determined that individuals over the age of 60
shop very little from different channels (smartphone, tablet, personal computer, and
social media), and they shop more from traditional stores. According to research,
segmentation of the consumer market according to age demographics is of great
importance in identifying needs, trends, attitudes, and various psychological and
social values. This is because all the psychological, social, economic, and physical
characteristics of individuals change with age. This situation significantly affects
the behavior of consumers. According to Hohenschon (2013: 32), businesses need
to complete four main marketing processes in order to take place in the developing
market of elderly consumers. These; understand the wants and needs of consumers
in this age group; develop products and services according to these wishes and
needs; share the benefits of these new products and services with older consumers
and establish and maintain long-term relationships with these consumers. It is
known that young people are more interested in using new technologies such as
the Internet to search for comparative information about products, while older
consumers avoid shopping online (Ladhari et al., 2019: 114). The main reasons
for insufficient use of technology among older consumers are the low attitude
and awareness towards technology in this age group and the lack of interest in
issues such as the design of online websites (Delello and McWhorter, 2017:
5). Basev (2014: 97), in his study on the online shopping behavior of Turkish
consumers; Demographic factors, satisfaction with computers, novelty in
previous experiences, and internet use vary by age. In the literature, besides the
studies that concluded that there is no relationship between age and the tendency
towards online shopping (Li et al., 1999; Thamizhvanan and Xavier, 2013), there
are findings that the tendency towards online shopping increases as the age of
consumers increases (Naseri and Elliott, 2011; Giiltas and Yildirim, 2016). In
addition, as a result of the research conducted by KPMG (2017), in support of the
findings of this study, it is seen that the consumers, who are approximately 36-45
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years old and called the X generation, are the group that makes the most purchases
in the year the research was conducted.

Another important factor is the income of individuals. Some of the studies in
the literature to determine the factors affecting the consumption decisions and
amounts of consumers have directly associated consumption with income and
applied consumption functions in different forms in their studies (Kaya, 2018;
Kesbi¢ and Tandogan, 2016; Ofwona, 2013; Singh, 2014; Tar1 and Caligkan,
2005). Some studies in the literature conclude that income does not affect online
shopping tendency (Ozgiiven, 2011a; Isler et al., 2014). However, studies conclude
that online shopping tendency and online shopping behavior increase as income
increases (Li et al., 1999; Sim and Koi, 2002; Naseri and Elliott, 2011; Ozhan and
Altug, 2015).

It has an important place in the product range and diversity preferences offered
by businesses in the adoption of online shopping by consumers. With the
widespread use of the Internet, the interest in online shopping has increased, and
the competition in the online shopping market has accelerated. This has enabled
consumers to choose the most suitable one for their needs among many product/
service alternatives (Lim and Dubinsky, 2004; Prasad and Aryasri, 2009). One of
the most common incentive factors for consumers to shop online is the wide range
of products offered by the online product/service provider (Jarvenpaa and Todd,
1996; Quinn, 1999). Consumers attach great importance to the unique product
range. The existence of unique and difficult-to-find products enables them to
be found, evaluated, and purchased (Sim and Koi, 2002). When the studies are
examined, it is understood that offering the product/service that consumers need
in many different ways and price alternatives positively affects the intention to
purchase online.

Many businesses that carry out their activities on digital platforms are aware that
the web pages they use should be easy, simple, and understandable. The ease of
use of the web page is an important factor in whether or not consumers adopt
online shopping. Therefore, it is necessary to understand the ease of use in the
context of the consumer in understanding the online shopping intent. Especially,
it is important to provide ease of use for the consumer, who encounters a new
application or technology, to adapt easily to the system (Davis, 1989). According
to Constantinides (2004: 117 -118), many factors affect website usefulness. The
first is that the website can be easily accessed from different internet browsers.
The second is the speed of the site, allowing consumers to shop easily. Researches
revealed that the availability of websites directly affects people’s desire to use
the site (Belanche et al., 2012: 124). The fact that consumers can easily find the
product they want during online shopping and compare the products they want
to buy in terms of price and features positively affects their interest in online
shopping.
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Another of the most important effects on consumers’ online shopping attitudes
and behaviors is their satisfaction with the online shopping they have done and the
product they have purchased. Satisfaction is the sum of the positive impressions
consumers get from their previous purchasing experience. However, although
there are no clear criteria in terms of measuring the satisfaction levels of the
consumers, the timely delivery of the purchased product and the overlap of the
desired product and the purchased product is an important factor in measuring the
level of consumer satisfaction. According to Hsu et al. (2006), consumers’ sense
of satisfaction directly affects their intention to shop online and their intention to
repeat it. Thus, satisfaction positively affects consumers’ online purchases and
intention to repurchase (Lee and Lin, 2005).

Consumers have an attitude towards repurchasing thanks to the experience they
have gained with their online purchase. Experience is considered an important
factor for online sellers to create a positive perception of online shopping in
consumers. According to Liang and Huang (1998), high-level consumers are
more likely to continue using online shopping tools than low-level consumers
because consumers with a high level of experience have a higher interest in
online shopping. Especially, the increase of the online shopping experience of the
consumer results in the direct proportion of the buying habits and the satisfaction
of the online shopping (Pappas et al., 2014). In the context of the study, especially
pandemic disease process was taken as the experience process. The main reason
for this is that consumers who have never made online purchases or who have
never made online market purchases have started online shopping with the effect
of the process and the changes in online consumer shopping habits due to the
process.

Innovativeness is emerging as another factor for consumers to shop online.
Consumer innovativeness means that consumers are eager to use a new
technology/product/service. Whether consumers are willing in this regard plays
a key role in the spread of innovations and their adoption by consumers. (Kim et
al., 2010; Roehrich, 2004; Wang and Cho, 2012). In the literature, there is no clear
decision on which innovativeness approach best measures and reveals consumer
innovativeness (Salari and Shiu, 2015). There are also studies that have different
perspectives. Among these studies, consumer innovativeness is an important
determinant in satisfaction with new products and services (Limayem et al., 2000;
Cowart et al., 2008), or that consumer innovativeness does not have an impact on
satisfaction (Dincer and Dincer, 2015) or this effect is negative. (Pereira et al.,
2017).

Along with the pandemic process, various studies have been conducted on
consumers’ online purchasing attitudes and behaviors. In this process, it is stated
that consumers’ purchasing habits are oriented towards food and medical supplies
(Knotek et al., 2020: 2-4). In other words, it is understood that consumers turn to
products that meet their basic needs (food, health). The finding that consumers
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turn to basic needs during the pandemic process is supported by the research
finding made by Nielsen Research Company. According to the research carried
out by the Nielsen Research Company during the Covid-19 process, it shows that
the practices for consumers to stay at home due to the emergency significantly
reduce the social activities of consumers and engage in activities to meet the basic
needs of consumers (Stanciu et al., 2020: 12). According to He and Harris (2020),
the area with increased consumption is health and wellness. The spike in purchase
and consumption is related to nutritional and medical products such as vitamin
supplements, painkillers, and antipyretics, directly linked to the coronavirus. A
study conducted on online shopping habits in Turkey during the Covid-19 epidemic
stated that the tendency of those participating in the study to shop online during
this period has increased. It is stated that online grocery shopping has increased
significantly during the pandemic process, applications where urgent needs are
delivered to the home, and the most purchased product group online during the
epidemic process is food products (clothing products before the epidemic). At the
same time, it is stated that consumers are satisfied with the purchasing process
of online shopping, and dissatisfaction occurs due to the disruptions in the cargo
process (Danigsmaz, 2020: 89-90).

As consumers are somewhat isolated and quarantined due to the difficulties arising
from the epidemic, there have been great changes in consumers’ shopping behavior.
Consumers’ use of existing and new technologies has increased (Chauhan and
Shah, 2020: 362). Online shopping has become much more important for this
group, especially due to the curfew imposed on 65 years and older. According
to the results of an online survey conducted by Core sight Research of 1,121 US
internet users over the age of 18 in February 2020, 86% of people over the age
of 61 said they would change their shopping online instead of shopping malls
(Enberg, 2020). Although Covid-19 has not changed the saving behavior of this
generation, it has changed some spending habits. Because interacting with crowds
during Covid-19 poses a major health risk to older Americans, this generation
has turned to online shopping (Ledesma, 2020). Shaikh (2020) argues that after
the Covid-19 pandemic, there will be permanent changes in consumer behavior
and some aspects of marketing responses, and brands aware of this situation and
are prepared for this situation will emerge stronger from the epidemic. Goddard
(2020), as a result of his research on the impact of Covid-19 on food retailing
and food services, states that the measures taken in Canada have changed the
reality of consumers’ food purchasing and the food retail system’s confidence
in its ability to maintain consistent food and market availability. It is argued that
some of the consumer responses, such as increased online purchases with grocery
delivery, will continue after the pandemic restrictions are over. However, there are
uncertainties about how consumers will react to the types of food to be purchased
through restaurant visits and food retailing once extraordinary conditions are
lifted. Consumers who do not leave their homes unless they have to, to protect
themselves from the coronavirus epidemic have purchased many products in many
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different categories to continue their lives. According to the research results, it
was concluded that the consumers in the epidemic period in Turkey mostly bought
tea/coffee, household cleaning products, pasta, and dried legumes, respectively.
According to the research findings, the stocking trend of consumers during the
epidemic period positively affects their online purchasing behavior (Cakiroglu et
al., 2020).

4. Methodology
4.1. Research Problem and Scope

Although the number of consumers willing to shop online is quite high, for some
reason, many consumers still meet their needs with classical shopping methods.
This study has been done to reveal the reasons that will allow consumers to
purchase online by changing their buying behavior. In addition, the study provides
information on areas where entrepreneurs/businesses using online shopping
applications can focus on making it easier and safer for consumers to transition to
online shopping.

In their study, hand et al. (2009) determined the situational factors in the adoption
process of the online market shopping behavior and stated the importance of the
online market shopping attitude as a cognitive detailing and an irregular adoption
process. When the online shopping adoption conditions change, the consumer’s
behavior to adopt online shopping also varies. This study aims to examine the
factors that affect online consumers’ intention to purchase online. In this context,
research hypotheses have been created in order to examine the effects of product
diversity, ease of use, satisfaction, experience, and innovativeness factors on
consumers’ online purchase intent.

4.2. Limitation of Research

This study has been analyzed within the scope of the results obtained from the
questionnaire form presented to the people in terms of measuring the tendency
of online shopping in the period of full closure without stretching the rules and
applying intense restrictions due to prohibitions during the pandemic process.
Even if the pandemic limited the number of samples, it was very effective in
revealing the real potential of individuals, especially in online shopping. The
study’s limitations include the fact that certain consumers were reached by using
only the online survey form due to the pandemic conditions and the restrictions
applied and the fact that consumers with a lower technology usage rate in a certain
age group could not be reached.

4.3. Methodology and Data Analysis

The data were analyzed using the Statistical Package for the Social Sciences
version 22.0. The state of the independent variables explaining the dependent
variable was analyzed with the multiple regression model. The relationship
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between continuous variables was examined by Pearson correlation analysis. A
p-value of <0.05 was accepted as statistically significant.

The data used in the study were obtained from 386 consumers of different age
groups residing in Ankara using a digital questionnaire in January 2021. However,
57 participants who participated in the survey were not included in the study
because of their insufficient answers. The digital questionnaire form consisting of
31 questions used in the study (8 of them are demographic and personal questions)
from internationally valid studies (Ganesh et al. 2010; Chiu et al. 2009; Hsu et al.
2006; Chinho Lin 2014; Martin and Herrero 2012; Pappas 2017) are designed by
quoting and the questions have high reliability.

Table 1. Content of Survey Form

Section  Content of the Sections Questions Rank of Questions
1. Questions about Product Range 1-4
2. Questions about Ease of Use 5-9
3. Questions about Satisfaction 10-13
4. Questions about Experience 14-16
5. Questions about Innovativeness 17-20

Questions about Intention to purchase

. 21-23
online

The concept of reliability means that the measured properties are measured
correctly. The high degree of reliability assumes the prerequisite for the validity
of a study. Cronbach Alpha coefficient is one of the most widely used methods
to test reliability. The low value of the Cronbach Alpha coefficient (close to zero)
indicates that the variables are not intrinsically related. For the newly developed
scales, the acceptable Cronbach Alpha coefficient is between 0.50 and 0.60,
while the Cronbach Alpha coefficient greater than 0.70 indicates that the internal
consistency is high (Biiytlikoztiirk, 2007: 45). In this study, the Cronbach Alpha
coefficient was used to evaluate the reliability of the scales in the questionnaire.

Table 2. Reliability Coefficients of Scales

Scale Measuring Range Number of items Cronbach Alpha SaSIiI;l:le

Product Range 5-point Likert scale 3 738

Ease of Use 5-point Likert scale 4 931 329

Satisfaction 5-point Likert scale 3 .856 329
329

Experience 5-point Likert scale 2 719 329

Innovativeness 5-point Likert scale 3 783 g gg

Intention to

purchase online 5-point Likert scale 3 794
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As can be seen from the table, it is understood that the reliability of the scales used
in the research is between .719 and .931, and our scales are reliable.

The universe of the research is the consumers residing in Ankara. The research
data were collected using product range, ease of use, satisfaction, experience, and
innovativeness scales. In this context; To investigate whether there is a statistically
significant relationship between product range, ease of use, satisfaction,
experience, and innovativeness, and the intention to purchase online, a relational
model developed according to the purpose of the research was used.

Income

Product Range

Satisfaction

Intention to Purchase Online

Experience
{Pandemic
disease
process)

—

Figure 1. Factors Affecting Online Purchasing Intent
Source: Created by the Author

In this context, the hypotheses of the research are as follows:
H : Age has a statistically positive effect on consumer online purchasing intent.
H : Income has a statistically positive effect on consumer online purchasing intent.

H: The product range has a statistically positive effect on consumer online
purchasing intent.

H : Ease of use has a statistically positive effect on consumer online purchasing
intent.

H_: Consumer satisfaction has a statistically positive effect on online purchase
intent.

H: Consumer experience (during the pandemic disease experience) has a
statistically positive effect on online purchase intent.
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H : Innovativeness has a statistically positive effect on consumer online purchasing
intent.

4.4. Findings

In this section, analyzes were conducted to examine whether there is a statistically
significant relationship between product range, ease of use, satisfaction, experience,
and innovativeness, and the intention to purchase online.

Table 3. Socio-Demographic and Personal Characteristics of Consumers

Demographic and Personal Characteristics Number %
Age Range

18-25 Age 21 6.3
26-30 Age 78 23.8
31-35 Age 97 29.5
36-40 Age 59 17.9
41-45 Age 35 10.7
46 Age and Over 39 11.8
Gender

Female 138 41.9
Male 191 58.1
Marital Status

Married 113 343
Single 216 65.7
Education Status

Primary Education 27 8.2
High School 91 27.6
University 162 49.3
Master and Ph.D. 49 14.9
Online shopping process (during the pandemic)

None 77 23.4
Since the last month (since the pandemic began) 93 28.2
For the last few months 51 15.5
Before the pandemic began 108 329
Online shopping frequency (during the pandemic)

None 97 294
Once a week 82 24.9
Biweekly 104 31.6
Once a month 29 8.9

More than once a week - -
More than once a month 17 5.2
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Income Level

1000-2200 & -- --
2201-3000 & -- --
3001-4000 35 10.6
4001-5000 48 14.5
5001-6000 & 111 33.8
6001 and Over 135 41.1
Number of individuals at home

Alone 93 28.2
2-3 Person 102 31.0
4-5 Person 119 36.2
6 and Over 15 4.6

Note: (i): n:329

When the socio-demographic characteristics of consumers are examined, it is seen that
approximately 80% of them are under the age of 40. This shows that young and middle-
aged individuals are more willing to shop online. The fact that approximately 60% of
the consumers participating in the study are male indicates that male consumers have
a positive attitude towards online shopping. An interesting data obtained in the study
shows that most of the individuals (65.7%) participating in the study are single, live
alone, or live with their families. In terms of education level, it can be deduced that as
the level of education of consumers increases, their intention to shop online increases.
It is understood that the consumers participating in the research did online shopping
before or during the pandemic disease. However, approximately 30% of the consumers
are still distant from online shopping. In order to direct these consumers to online
shopping, several innovations and applications should be developed to encourage
online shopping intent. In addition, attractive alternatives that will allow consumers
starting in this period to continue shopping online should be offered. A similar situation
to the level of education can be seen at the income level. As consumers’ income levels
increase, their online shopping intentions increase. It seems that there is more interest
in online shopping alone or families of 2-3 people.

Table 4. Relationship and Suitability Between Variables

Scales Mean IS)?VI;:;Z?, KMO Adequacy Bal;:)eﬁz,:i:;i;t of N

Product Range 3411 793 613 .000 329
Ease of Use 4.642 567 851 .000 329
Satisfaction 4.287 715 792 .000 329
Experience 3.921 .663 716 .000 329
Innovativeness 3.864 734 748 .000 329
Intention to 3.987 812 811 000 329

purchase online
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The KMO value varies between 0-1, and the KMO’s value of 1 indicates that the
ability of the variables to predict each other is excellent. The lower limit that can be
accepted for this value is 0.50 (Baytekin, 2005: 42). One test that shows whether
there is a sufficient relationship between the variables is the Barlett sphericity
test. If the value obtained according to the test result is less than 0.05, it can be
mentioned that there is a suitable relationship between the variables (Durmus et
al., 2016: 79). The Cronbach’s alpha values of the scales are reliable, as well as
the Kaiser-Meyer-Olkin Measure of Sampling Adequacy (greater than 0.70) and
Barlett test results (less than 0.05) show that our scales are reliable and sufficient
in explaining the factors.

Table 5. Pearson Correlation Analysis Between Variables

Independent Variables

Dependent variable Eo

Innovativeness

Product Range
Experience

Income
Ease of Use
Satisfaction

Dependent Variable: 534%x - 708**  351%* 844%% - 659%*  736%*  T12%*
Intention to Buy Online .000 .000 .000 .000 .000 .000 .000

Note: (i): n:329

As a result of the Pearson relationship analysis, it is understood that the online
purchase intention has a low-level relationship with independent variable product
range, and there is a high level and meaningful relationship between online
purchase intention and other independent variables (age, income which are taken
as continuous data, ease of use, satisfaction, experience, and innovativeness).
Regression analysis aims to define the effect (Kurtulus, 2010: 186). It was observed
that there was a positive relationship between the coefficients in the analysis table,
and since p values were below 0.05, there was a direct relationship between the
variables, and simple linear regression analysis was performed. In this context,
averages were taken for the expression of each factor, and regression analysis was
performed with these averages.
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Table 6. Intention to Purchase Online Before Pandemic with Multiple Regression
Analysis

Unstandardized Standardized ¢ Si
Model Coefficients Coefficients &
B Std. Error Beta

(Constant) .664 213 3.112 .009
Age 450 187 295 2.407 .010
Income .586 223 .329 2.631 .002
Product Range 437 347 412 1.259 .001
Ease of Use 387 .176 .320 2.195 .023
Satisfaction 584 193 482 3.032 .008
Experience .596 273 274 2.181 .007
Innovativeness 468 206 .370 2.273 004
Dependent Variable: Intention to Buy Online F=32.627 p=.000 R’= .527 Adjusted R*= .523
Predictors: (Constant), Age, Income, Product Range,
Ease of Use, Satisfaction, Experience, Innovativeness

Table 6 only covers the factors affecting the processes of individuals who shop
online before the pandemic. When the R? and adjusted R? values are examined, the
explanatory power of the model will be understood. As a result of the regression
analysis, it was seen that the online purchase intention factor variable explained
the independent variables by approximately 52%.

In the model established to explain the online shopping intention, the effect of
age and income independent variables from demographic data were included in
the model and existing sub-dimensions. In the table, the F value is 32.627, and
the p-value (sig.) is 0.000. This indicates that the regression model created is
generally statistically significant.
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Table 7. Online Purchasing Intent After Pandemic with Multiple Regression
Model

Unstanda'rdized Standarflized ¢ Sig.
Model Coefficients Coefficients
B Std. Error Beta
(Constant) 781 241 3.241 .003
Age .563 197 .369 2.858 .004
Income .651 262 All 2.485 .000
Product Range 491 .382 407 1.206 .000
Ease of Use 471 .196 400 2.270 .002
Satisfaction .635 205 .603 3.098 .001
Experience 764 314 342 2.433 .000
Innovativeness 557 .248 462 2.246 .000
Dependent Variable: Intention to Buy Online F=40.488 p=.000 R’= .635 Adjusted R°= .631
Predictors: (Constant), Age, Income, Product Range,
Ease of Use, Satisfaction, Experience, Innovativeness

When the R? and adjusted R? values are examined, the explanatory power of the
model will be understood. As a result of the regression analysis, it was seen that
the online purchase intention factor variable explained the independent variables
by approximately 63%.

The hypotheses included in the research are tested with the F statistic, and in
this statistic, it is expressed that the independent variable has a statistically
significant effect on the dependent variable when the p (sig) value corresponding
to the F statistic is less than 0.05 (Durmus et al., 2016: 159). Within the scope of
the research, it is seen that age, income, product range, ease of use, satisfaction,
experience, and innovativeness positively impact the online purchase intent. It has
been observed that the change in independent variables has an increasing effect on
the tendency to shop online. Therefore, research hypotheses;
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Table 9. Hypotheses Results

Hypotheses Proposed Effect Result
Age has a statistically positive effect on consumer online
H g .. yPp Supported
! purchasing intent.
The income has a statistically positive effect on consumer
f . . Supported
online purchasing intent.
The product range has a statistically positive effect on
H P ang L yP Supported
3 consumer online purchasing intent.
Ease of use has a statistically positive effect on consumer
H . . yPp Supported
4 online purchasing intent.
Consumer satisfaction has a statistically positive effect on
H . . Supported
3 online purchase intent.
Consumer experience (pandemic disease experience) has a
H . pert (p . pet ) Supported
6 statistically positive effect on online purchase intent.
Innovativeness has a statistically positive effect on consumer
H . . yP Supported
7 online purchasing intent.

5. Conclusion and Recommendations

If businesses want to convince and retain the customers they have acquired during
the pandemic, consumers need to know the problems in this process. To better
understand online customer shopping behavior, businesses need to develop and
implement an effective marketing program for customers. This study aimed to
understand the online shopping behaviors of consumers who have to shop online
due to the restrictions applied during the pandemic and determine the factors that
may affect their online shopping intentions.

It can be said that businesses that develop marketing strategies to reduce these
negative emotions experienced in this period can be more effective on consumers
in certain age groups. Marketing professionals can consolidate the older consumer
audience by leveraging the influence of opinion leaders through social media
and mass media to advertise and increase the use of age-friendly products and
services. These phenomena act as a driving factor in encouraging older consumers
to use online platforms. When older consumers see someone in their age group
talk about the benefits and convenience of using these products and services, they
will be more convinced and have a positive attitude towards online shopping. In
this way, businesses will gain trust and make more sales (Ghosh, 2020: 2). George
(2002, 2004) and Lin (2007) found that these factors are associated with positive
attitudes towards online shopping. In addition, Turkey is a country with a high
population of young people, and individuals up to the age of 35 make up 59.35%
of the total population. According to TUIK data, the median age of Turkey is
32.7 (TUIK, General Population Census 2020). Therefore, age groups have
a critical role in explaining which products consumers prefer and the channels
through which this shopping is done. Since 59.60% of the sample subject to the
study consists of individuals up to the age of 35, the power of online shopping
continues to increase, especially in individuals up to the age of 50, and individuals
over the age of 50 show a reaction to returning to traditional methods after the
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pandemic, the age variable can be distinguished on the online shopping intention
and has been found to have a significant effect. The results obtained from the
study coincide with the result of the research conducted by KPMG (2017) that the
X generation individuals aged approximately 36-45 years have a higher tendency
to shop online.

Within the scope of the research, it is seen that the experience, which has an
effect on the purchasing intent of the consumers, has a higher-level relation with
the online purchase intent compared to other factors. This situation is especially
related to the perception of the application or website used for online shopping
as simple, plain, understandable, and reliable by the consumers who start online
shopping during the pandemic disease process. This is because consumers who
did not shop online before the pandemic disease process were distant from this
form of shopping. It is understood that consumers turned to online shopping in
this period due to some restrictions, especially health concerns. This is understood
by the fact that consumers stated that they started online shopping for the first time
during the pandemic disease in the question asked within the scope of the survey.
For this reason, digital entreprencurs/digital retailers need to develop simple,
understandable, and reliable strategies/practices that are easy to use, especially for
consumers who are new to online shopping. Thus, it will be possible to increase
their profitability by holding existing consumers and gaining new consumers.
Another independent variable that has a high level of relationship and influence
with the online shopping intention variable is experience. In the light of the
data obtained, it is understood that the experience consumers gained during the
pandemic disease affected their online shopping intentions. Digital entrepreneurs/
businesses operating in the market should evaluate this situation well. This is
important for the continuity of the profitability of digital entrepreneurs/digital
businesses. One of the reasons for the positive consumer experience is closely
related to the satisfaction of the consumers after online shopping. Consumers with
a high level of satisfaction are more willing to make their next online purchase, as
they have positive experiences against online shopping. Another variable that has
a high-level relationship with the intention of online shopping is innovativeness.
Innovative products/services mostly attract consumer attention. However, what
is important here is the correct understanding and satisfaction of the innovative
product/service by the consumer. Although one of the most important motivations
in online shopping in Turkey is the availability of more types of products on the
Internet with a rate of 69% (Nielsen Turkey E-Commerce Report, 2019), it was
found in our study that it did not adequately explain the online shopping trend.
Within the scope of the research, it is the product range that has the lowest level of
relationship and influence with online shopping. Although the product range may
seem to be an advantage in terms of its ability to compare many different products
for experienced consumers, it can be seen as a disadvantage for inexperienced
consumers who will just start online shopping. The main reason for this is that
they do not have enough knowledge and experience in online shopping yet,
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because they do not know which product, where, and how. For this reason, digital
entrepreneurs/businesses need to offer solutions to consolidate existing customers
and new customers concerning the product range. As a result, it is important
for the future that consumers have started shopping online due to the external
environment and mandatory reasons. Because whether these people continue
to shop online is closely related to businesses operating in the field of online
retail. For this reason, in order to ensure that consumers who start online shopping
continue to use this method, it is important to closely monitor the online shopping
satisfaction levels of the current consumers, to maintain customer loyalty, to direct
the 30% consumer determined within the scope of the study to online shopping
and to determine appropriate, easy, innovative and open strategies. When the
effect of the age variable was examined, it was observed that, in general, as the
age increased, the online shopping intentions of the people also increased. While
the contribution of only online shoppers to the model was moderate before the
pandemic, it is seen that this effect increased by 25% with the inclusion of people
who directed their tendency to online shopping due to the restrictions brought by
the pandemic. It is another remarkable point that the people who played a role
in the increase of this rate and who will have to shop online after the end of the
pandemic and will change their preference to the old method again consist of
individuals aged 50 and over, comprising approximately 11.9% of the sample. It is
seen that the income variable has a high effect on consumers’ purchase intention.
Although this effect showed its strength in individuals who only shopped online
before the pandemic, it was observed that the effect of the income variable in
the model increased with the inclusion of individuals who had to shop due to
restrictions after the pandemic. According to the data of the Interbank Card Center
(ICC, 2020), more than 5 million card users did online shopping in March and
April, and as of April, the online card payments reached a record level with 24%
of the total card payment amount. It is stated that 1 T.L. of every 4 T.L. card
payments made with a card is an online payment. These figures also reveal the
existence of the potential to use credit cards in line with the income of the people
and the economic size of the online shopping rate.

It can be said that during the Covid-19 pandemic process, there are behavioral
changes in order to avoid the risks that the pandemic may pose, for consumers to
spend a long time at home, to comply with social distance rules. These changes are
due to the differences in the product groups and purchasing points they purchase.
Consumers generally make their purchases through online shopping to meet their
basic needs during the pandemic process. Permanent changes in consumers’
online food purchasing habits, increased labor market restrictions, and greater
intensification in fresh produce distribution and perhaps retail are expected.
Online grocery/food shopping can only be viewed as an app for consumers;
however, this requires building distribution centers, establishing a distribution
network, integrating with physical stores, and expanding geographic reach. Small,
independent neighborhood stores may not compete in an environment where
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consumers demand online grocery options. In order to ensure the continuity of
the changes in consumers’ behavior in the post-pandemic period, online retailers
should increase the product variety on their web pages, maintain their attractiveness
by offering promotions to consumers, communicate more with consumers through
social media and traditional media or their web pages, and provide comprehensive
information about consumers. It will be important at this point that they offer
specific product offers and purchasing conveniences by conducting lifestyle
research that will provide data.

As aresult of the results obtained from the study, the quantitative study based on the
questionnaire can be done with a wider consumer group or applied in comparison
with different generations. After the pandemic period, the same study can be
repeated, and the results obtained can be compared. The shopping motivations
of consumers aged 55 and over can also be investigated in detail. Despite the
limitations, the current study provides findings to learn about consumers’
emotions during the Covid-19 process and their online shopping tendencies. It
is thought that the study will help online retailers better understand consumers
of different age groups and design their marketing strategies accordingly. Given
the number of older individuals and their increasing purchasing power, marketing
professionals should pay more attention to this group of older consumers.
Marketing professionals must convince consumers that online shopping saves
time and money and increases efficiency. Thus, they can make the attitudes of
the elderly consumer group more positive; this will positively affect this group’s
online purchases. In addition, the findings of this study are that trust in online
retailing also contributes to the results that it positively affects the purchase
intention (Chang et al., 2005).

In particular, the reasons why consumers in a certain age group do not prefer to buy
online are their general insecurity, fear, and doubt about using new technology, and
not wanting to use technology products such as computers and the Internet. Being
more prone to cheating (Yoon and Cole, 2008: 248), fear and anxiety caused by
online crimes (Vincent, 2016), and risk perceptions in online transactions (Bruseke,
2016) are some of the reasons that prevent older consumers from participating
in online shopping. The difficulties experienced by this generation from online
shopping include delays in delivery, risk in credit card transactions, inexperience
in using the Internet and computers, and privacy concerns (Dhanapal et al.,
2015). Since these negative thoughts will affect shopping behaviors, businesses
need to develop strategies to eliminate these negative thoughts. Since a positive
attitude towards online shopping is important for the formation of online shopping
intention, online shopping should create a good impression for consumers who do
not make such purchases. In this context, retailers must inform and persuade this
generation about reliability, low risks, security, privacy, convenience, cost savings,
product variety, compatibility, convenience in online shopping, and ease of use.
Given that previous user experience has a strong positive impact on usability
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and compatibility (Lee and Lyu, 2019), retail managers should encourage older
consumers who have never or rarely used online shopping to use them more often.

This study will lead future studies to understand the persistent changes the
pandemic disease process has on consumers’ online shopping intentions and
purchasing behaviors.
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SOSYAL MEDYADA TUKETICi KATILIMI:
SINEMA FiLMI GiSE SATISLARINDAKI DINAMIKLERI VE ETKIiSi

0z

Bu ¢alisma, Facebook ve YouTubedaki tiiketici katilim davraniginin filmin gise satislari
iizerindeki etkisini aragtirmakta ve bu etkileri karsilastirmaktadir. Bu amagla ABD>de 2013
yilinda Subat-Mart aylarinda gosterime giren filmler secilerek panel verisi olusturuldu.
Filmin YouTubedaki resmi fragmaninin ve resmi Facebook sayfasinin goriintiilenme, be-
genilme, begenilmeme ve paylagsma sayist gibi sosyal medya katilim davranis verileri,
IMDBdeki tiiketici ve elestirmen elestiri verileri, filmin gdsterim haftasinda, gosterim
haftasindan dort hafta oncesi ve dort hafta sonrasi kaydedildi. Sonuglar, Facebook
sayfasindaki katilimin, YouTubedaki katilimla karsilastirildiginda filmin gise satislari tize-
rinde daha yiiksek olumlu bir etkiye sahip oldugunu gosterdi. YouTubedaki katilim dav-
raniginin filmin ilk gosterildigi haftalarda en etkili oldugu, Facebook sayfasindaki katilim
davraniginin, filmin daha sonraki gosterildigi haftalarda etkili oldugu goriildii. Tiiketici
ve elestirmen kritiklerinin hacmi, filmin biiyiik bir dagitimei firma tarafindan dagitiminin
ve filmin daha fazla sinema salonunda gdsteriminin, filmin gise satislar1 tizerindeki diger
olumlu etkileri oldugu goriildii. Bulgulara dayanarak, sinema sektoriindeki yoneticiler ve
aragtirmacilar i¢in oneriler verildi.

Anahtar Kelimeler: Tiiketici katilim davranisi, sinema filmi pazarlamasi, sosyal medya,
YouTube, Facebook, IMDB elestirileri
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1. Introduction

More than 1.5 billion people around the world have an account on social media
platforms, out of which 80 percent of users report to interact with these networks
regularly, making social networks a huge repository of active users, which can be
tapped by companies to promote their products and services. For instance, 70.8
percent of the Turkish population was found to be active social media users in
January 2021° which makes a huge opportunity as a potential prospect for com-
panies to reach. Hence, it is no surprise that companies want to understand the
ability of these networks to convert social activity into economic performance. As
with many industries, movie marketers have also realized the benefits of posting
movie trailers on video-sharing sites or other social network sites as a promotion
in addition to traditional movie-marketing materials. Potential movie-goers can
taste a movie by watching a movie trailer on YouTube or Facebook, get infor-
mation on the Facebook page of a movie and even share promotion content with
their friends. Among YouTube users, 78% of them expressed watching trailers on
YouTube influenced their movie choice decision (Google YouTube movie trailers
leaderboard: Oscars 2019). The types of social media are varied and contain dif-
ferent formats (Kaplan and Haenlein, 2010). Previous studies have studied only
one type of social media platform, a few have studied more than one type in one
single study (Smith et al., 2012; Oh et al., 2017) and none of them have compared
the effectiveness of multiple social media types overtime for the movie industry
to the best of the author’s knowledge. Besides, the longitudinal nature of research
data can help to understand the effectiveness of social media types over time.
Comparison of the effect of multiple social media types on the economic per-
formance of movies can enhance the understanding of variability between social
media types and provide managers in creative industries with insights on how to
allocate resources across platforms. To date, customer engagement behavior on
Facebook and YouTube has not attracted as much research attention as the volume
and valence of critics and user reviews on the Internet Movie Database (IMDB).
The current study addresses some of these challenges by focusing on platforms
that are popular and suitable for movie marketing and promotions, namely You-
Tube (a content community) and Facebook (a social network), and investigates
the effect of consumer engagement on movie sales over time.

Social media is found to be the most popular way to engage consumers. For exam-
ple, 78% of marketers report using social media to enhance customer engagement*.
This seems obvious because engagement has been associated with a positive ef-
fect on relationship building, loyalty, and sales (Nobre and Silva, 2014). Consid-
ering the prominence of social media and consumer engagement, as well as their
potential to influence economic performance, there are already some studies look-
ing at the relationship between consumer engagement and economic performance;

https://datareportal.com/reports/digital-202 1 -turkey?rq=turkey
4 https://www.adweek.com/performance-marketing/social-marketing-objectives/
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however, results have been conflicting (de Oliveira Santini et al., 2020). Scholars
have been divided in their opinion on the suitability of social media to be the
right platform for engagement (Brodie et al., 2013; Valck et al., 2009). Moreover,
past researches have taken into account one platform for analysis (Archer-Brown
et al., 2017), whereas, most businesses employ more than one social media for
promotion. Hence, a cumulative perspective is lacking. For example, Facebook is
most of the time considered to be a social networking platform, whereas Twitter
characterizes itself as a microblog; Instagram specializes in photo-sharing, You-
Tube is about media sharing, and Snapchat is all about stories. This study tries to
profoundly understand online consumer engagement concerning its association
with box office revenue, by studying social media activity related to movies. This
research uses platforms that are most used for movie promotion, namely YouTube
and Facebook, and also IMDB as a product-specific platform that specializes in
social review, to measure engagement effects.

The movie industry is a sizable and critical part of the entertainment world. That
is why the movie industry is preferred to study and the results can be applied to
other creative industries. Besides, movies are of great interest among discussions
on social media and social media is used commonly to reach a large audience.

This paper is structured as follows. First, it reviews prior literature on social media
and consumer engagement. Second, research context and social media platforms
were introduced. Third, hypotheses were formulated and discussed. Fourth, it
presents the methodology and the model and reports the results. This follows dis-
cussions and conclusions on research findings, implications for theory and prac-
tice, limitations, and future research.

2. Literature Review
2.1 Social Media Platforms

Social media platforms, such as Facebook, Twitter, and YouTube, have been iden-
tified to help improve organizational productivity throughout the value, and are
the new way to communicate, build a reputation and promote a firm (Becker et
al., 2013). Unlike traditional communication mediums like television and radio,
social media platforms are consumer-centric in nature. Consumers have control
over the content published, as well as timing and frequency are consumer depen-
dent (Vollmer and Precourt, 2008). They have also provided them with immediate
access to information, allowing them to search for information about purchasing
decisions (Vollmer and Precourt, 2008). For this reason, marketers use social net-
working sites to increase brand awareness and brand liking, promote customer
engagement and loyalty, inspire consumer word-of-mouth communication about
the brand, and potentially drive traffic to online and offline brand locations (Ash-
ley and Tuten, 2015).
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While the most used social media platform was found to be YouTube with 94.5%
among Turkish internet users between the age 16 to 64 in January 2021, the re-
maining important ones were Instagram with 89.5%, WhatsApp with 87.5%,
Facebook with 79%, and Twitter with 72.5% (digital-2021- Turkey).

2.2. Consumer Engagement

According to Doorn et al. (2010), consumer engagement refers to behaviors that
go beyond transactions and may be specifically defined as a customer’s behav-
ioral manifestations that have a brand or firm focus, beyond purchase, resulting
from motivational drivers. Simply put, consumer engagement relates to consumer
involvement and interactivity, two factors that reflect a consumer’s interest in a
brand, firm, or product (Abdul-Ghani et al., 2011). This engagement is usually
dependent on consumer needs, motives, and goals, emphasizing the importance of
a marketing strategy that identifies and fulfills these needs, motivations, or goals
(Doorn et al., 2010).

Extant literature has associated customer loyalty (Brodie et al., 2013), customer
satisfaction (Challagalla et al., 2009), and high levels of word of mouth (Cheung
et al., 2011) with high levels of consumer engagement. Engaged consumers par-
ticipate on social media. Participation may be passive involving simply consum-
ing the social content, or active including behaviors like bookmarking, blogging,
referring, liking, clicking, subscribing, submitting, sharing, or purchasing (Hutton
and Fosdick, 2011). Previous studies have also distinguished between two types
of online consumer engagement: social and conventional (Braojos-Gomez et al.,
2015).

Although consumer engagement is a complex construct, owing to its dependence
on the cognitive and emotional states of consumers (Doorn et al., 2010), the be-
havioral measures of engagement make it a suitable proxy for users’ level of en-
gagement (Oh et al., 2017). It can be hence be used to predict the economic per-
formance of firms (Doorn et al., 2010).

2.3. Consumer Engagement on Social Media Platforms

Social media is characterized by digital content and network-based interactions
that are created and maintained by people in the form of user-generated content
(Agnihotri et al, 2012). Applications facilitating this kind of information sharing
help in effective communication and relationship building (Agnihotri et al, 2012;
Hennig-Thurau et al., 2010; Laroche et al., 2012). They represent an increasingly
important way for companies to communicate with attractive audience segments
(Murdough, 2009). Social media allows managers to increase organizational pro-
ductivity, and help them build relationships with consumers (Braojos-Gomez et
al., 2015).
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Consumer engagement on social media involves a variety of activities: passive
consumption of content, participation in content, and/or interaction with con-
tent (Heinonen, 2011). Social media platforms are knowledge-sharing platforms
for both users and organizations: knowledge derived from effective learning
and shared perspectives (Lindblom and Tikkanen, 2010). To encourage knowl-
edge transfer effectively, social media should support interaction among users
in a friendly atmosphere, as in traditional social networks, and be able to bring
about an improvement in organizational procedures to satisfy consumers (Pala-
cios-Marques et al., 2012).

Consumer engagement on social media can be categorized as consumption of
information, participation in social interaction, and community development,
and production of self-expression and self-actualization (Heinonen, 2011; Shao,
2009). This assumes that any passive behavior related to consuming content on
social media platforms is referred to as consumption; following or liking a page
or an account is considered to be participative behavior and commenting or shar-
ing can be related to production. Consumers often involve a joint combination of
these categories while using social media, hence it is hard to distinguish the effect
of different activities (Shao, 2009).

Most studies in trying to understand this construct have used surveys to mea-
sure online consumer engagement, instead of behavioral data. Extant literature
has studied the relationship between social media and consumer engagement on
awareness and business outcomes. The results have confirmed that consumer en-
gagement increased movie performance (Oh et al., 2017). However, the relative
effectiveness of social media platforms and their time effects are still needed for
further research.

3. Research Context: Movie Industry

Movies are associated with keen consumer interest and are followed by a sig-
nificant segment of the population. Since movie theatres were closed worldwide
as a result of the covid-19 pandemic in 2020-2021, 2019 movie industry statis-
tics are more representative to understand the recent size of this industry. The
total number of movie tickets sold in Turkey was recorded as 59556000 in 20195,
While the US consumers spent over $11.32 billion on a movie ticket in 20199,
Turkish moviegoers spent 980 million Turkish liras (approximate $114 million)
in 2019. Turkey was listed as the twenty-second country in rank in terms of total
worldwide box office sales’ and the size of movie industry revenues is increasing.
Movie marketing executives are always trying to predict box office performances
from various activities undertaken for promotion, and social media is now one
of the popular platforms in the marketing communication mix (Oh et al., 2017).

3 https://boxofficeturkiye.com/yillik
6 Statistista.com

7 https://www.the-numbers.com/movies/production-countries/#tab=territory
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Consumers interact with movies on social media platforms, namely Facebook,
YouTube, and IMDB. These platforms were chosen for popularity in general, and
are particularly associated with movie performance in terms of their ability to
share multimedia content, or being movie-specific in nature. The brief informa-
tion is given below:

YouTube

YouTube is currently the world’s largest video-sharing platform and even the
second most used search engine after google. It allows users to create profiles
(channels), view, share, and upload videos, and comment on them. Most videos
on YouTube are publicly accessible without a subscription to a particular chan-
nel or account. Commenting, however, is only allowed to people registered with
YouTube. It is a popular social media platform known for its ability to influence
consumer purchasing decisions, being a visual media, and so is highly relevant to
the context of this study.

Facebook

Facebook is a social media platform with more than 2.7 billion active monthly us-
ers, making it a platform with the most active users worldwide?®. It allows users to
create profiles, groups and pages, as well as join groups, like pages, share content,
and comment on it. Firms can also use the platform for similar purposes as well as
advertising and promotion. These features provide a conducive environment for
information sharing, and increasing customer lifetime value for businesses (Oh et
al., 2017).

IMDB (Internet Movie Database)

IMDB is the world’s largest, most popular, and authoritative database for informa-
tion about movies, TV shows, and celebrities. It has an audience of more than 250
million unique monthly visitors. Consumers seek movie release dates, showtimes,
ticketing, trailers, critic and user reviews, recommendations, photo galleries, en-
tertainment news, quotes, trivia, box-office data, editorial feature sections, and
watch lists on the website. While accounts are restricted to celebrities, users can
rate, review, and recommend movies by logging in via other social media platform
accounts (IMDB, 2017).

4. Hypotheses Development

Previous studies have taken different approaches to explain consumer engage-
ment. Doorn et al. (2010) proposed five dimensions: valence, form/modality,
scope, impact, and consumer goals. Vivek et al. (2012) presented a three-dimen-
sional view of consumer engagement: conscious attention, enthused participation,
and social connection. Furthermore, Gambetti et al. (2012) introduced experien-

8 https://www.statista.com/statistics/2648 1 0/number-of-monthly-active-facebook-users-worldwide/
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tial and social dimensions to the traditional cognitive, emotional, and conative
consumer engagement dimensions. The experiential dimension comprises corpo-
real, physical, and multisensory elements of consumer-brand encounter, whereas,
the social dimension comprises interaction, dialogue participation, co-creation,
and sharing of brand-related contents, emphasizing on the openness of the brand
towards consumers. Braojos-Gomez et al. (2015) proposed social and conven-
tional engagement as types of online consumer engagement, based on information
technology capabilities and customer service performance.

Calder et al. (2009) advised two dimensions of consumer engagement, namely
personal and social-interactive. While personal engagement includes the user’s
stimulation and inspiration through interaction with the content, social-interactive
engagement involves socialization and participation among people. They are both
intrinsically and extrinsically motivated (Calder et al., 2009).

The model by Calder et al (2009) presents a good fit for the analyses at hand and
following similar studies on social media engagement, this paper also adopts it
(Oh et al., 2017). The social media platforms being examined can easily adapt
to the model, and hence can be analyzed for both personal and interactive en-
gagement. Personal consumer engagement is intrinsically motivated and reflects
user experiences. Most studies have called this kind of engagement as passive,
but Calder et al. (2009) define it as not only the consumption of content but also
participatory activities that are based on individual motivations, rather than col-
laborative community-based drivers.

The social media platforms used in the study provide various tactics to consumers
to personally engage with movies: they can view, like, dislike, rate movies, and
share with others. Views, likes, shares, or comments provides an accurate way of
estimating user interest both on YouTube and Facebook page. Engagement levels
were ordered by public expressiveness, from more private to more public as some
views, likes, comments/shares, and external postings (Aldous et al., 2019). Exter-
nal postings represent spreading content through public sharing into other public
networks or platforms. Movie trailers are mostly promoted through social media
before up to one year ahead of the movie release date to create interest and to look
for more information about the movie. When movies are released, studios might
create multiple versions of a movie trailer with changing times and themes. There
are discussions on whether a trailer should be “vague and teasing” or “not a narra-
tive” (Finsterwalder et al., 2012). As a form of advertising, trailers give a chance
to already pretest elements of the service (Finsterwalder et al., 2012). Previous re-
search indicated that when Facebook users “like” a product or service, they spend
five times more compared to those who do not “like” (Hollis, 2011). Facebook page
likes were indicated to have a positive causal effect on offline customer behavior
(Mochon et al., 2017). Movie trailers also were proven to influence box office
sales positively (Du et al., 2008; Epstein, 2005; Gong et al., 2011; Hennig-Thurau
et al.,, 2006). When WOM engagement in social media increases, commitment
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to a product or service rises (Sashi, 2012). The recent research on movie trailers
proved that the prospect of liking a movie increase when moviegoers’ perception
of the understanding of the movie from the trailer increase (Archer-Brown et al.,
2017). In this study, the authors conducted a survey and indicated that liking a
movie and understanding a trailer influence purchase intention of a movie through
WOM intention. However, their study did not use any behavioral data like this
paper and measured only intentions and used only the pre-release period. Overall,
personal consumer engagement on YouTube and Facebook has a positive effect
on movie box office performance; however, the effect is very likely the highest for
Facebook. While YouTube is the only video hosting platform, Facebook is a “vid-
eo also” sharing platform. Video view is counted after 30 seconds of a person has
watched it on YouTube and just after 3 seconds on Facebook. When consumers
open YouTube and watch a movie trailer video, they are mentally ready to watch
video content, but this is not the case on Facebook. Facebook users give attention
to a video on Facebook only when they see a catchy headline, description, or
thumbnail, or many of their friends share the same content or like. Users on Face-
book can share content with their friends and also are exposed to what friends like
or share. The provision of relevant advice is higher between strong ties compare
to weak ties; because strong ties imply more familiarity with one another’s needs
and preferences (Chung and Tsai, 2009). Since Facebook share indicates higher
engagement than likes or views (Aldous et al., 2019), Facebook pages exposed to
more targeted audience and social influence of friends’ likes (i.e., strong ties) on
Facebook is higher compare to strangers’ likes (i.e., weak ties) on YouTube, the
effect of Facebook engagement on box office sales will very likely higher effect
on movie performance than of YouTube engagement one. Thus,

HI: The effect of Facebook engagement on box office sales is greater than the
effect of YouTube engagement on box office sales.

Time Effect and Engagement on YouTube and Facebook

Movies have a short product life and follow predictable exponential patterns sim-
ilar to books (Moe and Fader, 2001; Sawhney and Eliashberg, 1996). Box sales
and volume of consumer ratings are the greatest immediately after launch and
later quickly level off dramatically. Thus, the product life cycle is important when
data is collected. Consumer engagement and movie sales will be the highest at
earlier weeks and levels off in a few weeks after. Different stages after a movie
release influence differently movie success. For instance, the very early stage after
a movie launch determines movie performance mostly (De Vany and Walls, 1996;
Eliashberg and Shugan, 1997; Munoz, 2003).

People that are obsessed with movies are called cinephiles. They will usually
watch it on the opening week no matter what the movie is. Early moviegoers
might more likely to watch the movie trailer on YouTube before pre-release. As a
result, first-week sales are mostly high and later moviegoers will be discouraged
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from watching it because of more concrete and accurate information about the
movie. Early moviegoers are different than non-early moviegoers. Early mov-
iegoers might be cinephiles which can be classified as opinion leaders or influ-
encers, late moviegoers can be classified as consumers who are the late majority,
cautious in making a decision, and might rely on their network to see the movie
(Rogers, 1995). That is why late moviegoers are more probably decide to see
the movie after seeing Facebook shares or likes of their friends. Thus, Facebook
engagement might have a higher influence on box office sales in the late period
compare to YouTube engagement.

H?2. The effect of consumer engagement on Facebook has a greater effect on box
office sales of a new movie in the late period (week 4) of a movie screening than
in the early period (week 1).

H3. The effect of consumer engagement at YouTube has a greater effect on box
office sales of a new movie in the early period (week 1) of a movie screening than
in the late period (week 4).

5. Methodology

Thirty-four movies were selected to be released in the USA between Febru-
ary-March 2013 (see Appendix Al). Weekly word-of-mouth data of the official
movie trailer on YouTube and an official Facebook page was collected four weeks
before the release of a movie. Similarly, weekly post-launch word-of-mouth was
collected for the release week, and four weeks after the release week. As movies
only run-on average for four weeks in the theatre, five weeks period after release
was thought to be sufficient. Box Office Mojo and The-Numbers websites were
used to obtain detailed information for movie revenues and movie-specific vari-
ables, namely box office revenues, number of theatre screens, movie stars, genre,
sequel, distributor, and awards.

The dependent variable is weekly movie gross box office revenue obtained from
Box Office Mojo. This was the measure for a movie’s economic performance, and
has been used in previous literature (Duan et al., 2008a,b; Reinstein and Snyder,
2005; Rui et al., 2013; Eliashberg and Shugan, 1997; Basuroy et al., 2003).

The main explanatory variables which are the research interest of this study are
weekly YouTube engagement and sentiment, Facebook engagement and senti-
ment, the volume of critic and user reviews at IMDB, user rating at IMDB.

For each movie, the number of views, likes, dislikes of its official trailer from
YouTube were collected manually. There were no shares for official trailers on
YouTube. The same was done for “likes” and “shares” of the movie’s Facebook
page, along with the user and critic ratings on IMDB. YouTube views represent
the number of views of a movie trailer and indicate the popularity and consump-
tion of the movie trailer (Susarla et al., 2012). YouTube likes is another personal
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engagement measure representing the number of likes a movie trailer has gathered
on YouTube. YouTube dislikes is another personal engagement measure repre-
senting the number of dislikes a movie trailer has gathered. The sum of these was
the measure of YouTube engagement and it is a measure of consumers’ intrinsic
motivation to connect with the movie. Facebook likes are known to be a key social
media driver and are considered to be an effective tactic to determine user interest.
They are an indication of approval and represent support as a consequence of ex-
isting connection or experience with the movie. Consumers share Facebook mov-
ie content that they get pleasure out of sharing. Sharing is a way to communicate
their feelings about the movie with the click of a button.

IMDB user rating represents user rating on the largest global movie database web-
site. According to the definition based on extant literature (Calder et al., 2009),
this counts as user interest in the movie before it has been released and may have
an effect on box office performance. The rating is done on a scale of one to ten.
Prior research claimed that IMDB users are mostly “elitist” and expert consumers
on movies because they have a stronger engagement with motion pictures (Hen-
nig-Thurau et al., 2012).

To control for exogenous factors, certain control variables were introduced in
the model, as derived from the extant literature. The number of theatres a movie
showcased was controlled. More screens are associated with significant produc-
tion and marketing budgets, a well-known cast, and good distribution, and vice
versa (Oh et al., 2017). This variable is introduced as a control to accommodate
for confounding factors that relate to the difference between high budget and low
budget movies. This is because high-budget movies are associated with high lev-
els of social media platform activity, as well as high gross revenues, as compared
to low-budget ones. The size of movies’ distributors has also been controlled:
Distributor variable represents a dummy variable with value 1 if the distributor
is big —up to 10th ranking’s position with market shares larger than 1.63%— and
0 otherwise. Based on the Market Share for Each Distributor 1995-2021 report
published by The Numbers’, Walt Disney is the biggest distributor with a mar-
ket share of 16.91%. The genre represents the types of movies as categorized by
The-Numbers. Forbes ' listed 1400 actors and their star power which was mea-
sured using their box-office performance, their popularity, and their media expo-
sure. This variable has one to ten cumulative scores for each actor. For this paper,
actors and actresses which act in the selected movie and had at least a score of 5
was considered and coded as 1 (powerful) and the remaining as 0 (not powerful).
The variables and definitions are listed in Table 1.

o https://www.the-numbers.com/market/distributors

10 http://star-currency.forbes.com/celebrity-list/
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Table 1. Variables and Explanations

Variables

Explanation

Gross box office revenue (BoxSales)

weekly box office revenue

YouTube engagement (YT _engage)

Sum of likes, dislikes, views of the official trailer at
YouTube (weekly)

YouTube sentiment (YT_sentiment)

Percentage of the number of likes divided by sum of
likes, dislikes, views of an official trailer

Facebook engagement (FB_engage)

Sum of likes and shares at Facebook(weekly)

The user rating at IMDB (user rating)

Average user rating of a movie at IMDB (weekly)
(10-point rating)

User volume at IMDB (UserVolume)

The volume of user engagement at IMDB. Sum of
positive, neutral, negative comments (weekly)

Critic Volume at IMDB (Critic Volume)

The volume of critic rating at IMDB. Number of
critic rating

Number of Theaters (Theater)

The number of theatres a movie was showcased in
the opening week

Star power > 5 was coded as 1(powerful), otherwise

Star P
ar Power 0

Awards Number of awards that movie has won

Distributor Distributor: 1: Large 0: Small
A movie is a sequel if it is a successor of an already

Sequel released movie. It can have two values “Yes” and
“No.

Research Model

The data is panel data consists of thirty-four movies and five observations per
movie (movie-week level). Star power, awards, distributor, and sequel variables
are movie-specific and do not change over time. YouTube and Facebook engage-
ment, IMDB critic and user volume, and user rating change over time. Since pri-
or WOM was proven to influence current sales, we used the lagged versions of
time-varying predictors. Time effects were controlled with a dummy variable of
the week that a movie screened. The reference week dummy was the release week
(week 0). The standardized versions of variables were used in analyses for three
reasons: 1) Most of the variables are in different units, 2) to be able to compare
the relative importance of variables easily and 3) to test interaction effects easily.
STATA 14 was used to obtain panel regression results.

Panel regression model equation (1) was indicated below. T indicates weeks (t =
0,1, ...,4) and i indicates movies (i=1,...., 34).
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BoxSales, = B, + B, YTengagement,  + B,YTSentiment,  + B,FBengagement,  +
B,FBsentiment,  + B IMDBVolumeCritic,  + 3, IMDBVolumeUser, |+ . IMDB Va-
lenceUser,  + B Distributor, + B Awards, + B, StarPower, + B, Sequel, + B, Theater, +

B,,Drama + B DWeekl, + B, DWeek2, +f , DWeek3. +,, DWeek4, te,

6. Results

Table 2 presents descriptive statistics and Table 3 indicates the correlations among
key explanatory variables. The order of correlations with box sales was Face-
book engagement (0.74), YouTube engagement (0.73), the volume of user reviews
(0.72), number of theatres (0.72), distributor (0.66), the volume of critics (0.56),

star power (0.42), and YouTube sentiment (-0.21).

Table 2. Descriptive statistics

Variables Mean SD Min Max
Box office sales 2.27e+07 4.05e+07 2653 2.15e+08
YouTube likes 2213.1 27458 0 12317
YouTube dislikes 158.9 222.6 0 1334
YouTube views 732639 909646.1 0 3560418
YouTube engagement 735010.9 912225.3 0 3566211
YouTube sentiment 0.0046 0.0039 0.0011 0.0234
Facebook likes 135417.8 257186.1 0 1272697
Facebook shares 32773.8 86731.5 0 541693
Facebook engagement 167202.3 332629.5 0 1745938
Facebook sentiment 0.8486 1144 0.4920 1
User volume 30.8 49.96 0 303
User rating 6.01 1.7 0 8.1
Critic volume 82.2 80.0 0 412
Number of theatres 1104.9 1353.3 1 4065
Table 3. Correlation Among Key Explanatory Variables.
Correlations 1 2 3 4 5 7

1 BoxOffice 1

2 YT engage 0.73* 1

3 YT sentiment -0.21%* -0.29%* 1

4  FB_sentiment -0.12 -0.10 -0.05 1

5 FB_engage 0.74* 0.68* -0.18* -0.23* 1

6  UserVolume 0.72%* 0.52% -0.09 0.01 0.39*

655
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7  UserRating 0.14 0.09 0.19%* -0.01 0.06 0.27* 1

8  CriticVolume 0.56* 0.35%* -0.13 0.16* 031*  0.81* 0.42*

9  StarPower 0.42% 0.30* -0.17* -0.12 0.28*  0.24* 0.11
10 Sequel 0.14 0.19* -0.14 0.12 -0.11 0.12 -0.08
11 Awards -0.12 -0.14 0.10 0.38%* -0.01 -0.05 0.21%*
12 Theater 0.72%* 0.68* -0.25% -0.12 0.59*  0.32%¥  -0.21*
13 Distributor 0.66* 0.60%* -0.22% -0.15 0.54*  0.34%* 0.00

Notes. “ 0.05, ™ 0.01, *"0.001 significance level

8 9 10 11 12 13
8  CriticVolume 1
9  StarPower 0.33* 1
10 Sequel 0.07 0.05 1
11 Awards 0.17*  -0.20%* -0.06 1
12 Theater 0.15 0.45* 0.27*  -0.22%* 1
13 Distributor 0.32% 0.46* 0.18*  -0.09  0.66* 1

The results of four panel regression models were presented in Table 4. Model 0
includes only control variables. Model 1 includes the main effects of YouTube
engagement and sentiment, Facebook engagement and sentiment, IMDB user vol-
ume, critic volume, and user rating. Model 2 includes the time effects of YouTube
and Model 3 includes the time effects of Facebook. All the average variance in-
flation factors are less than 10 in all models, so multicollinearity is not an issue in
analysis.

First, gross box office sales regressed on control variables (Model 0). Movies
distributed by large distributors have significantly higher box office sales than
the one by small distributors (b = 1.249, p < 0.001). Number of theatres have a
marginal positive effect on box office sales (b = 0.136, p < 0.10). Besides, there
was a significant increase in box office sales in four weeks compare to opening
week sales as expected. Model 1 includes all main effects and control variables
as explanatory variables. The random-effect model was tested with Breusch and
Pagan LM test in STATA for Model 1. If the LM statistic is not significant, there
is no significant heterogeneity between movies, and ordinary least squares (OLS)
can be used. The effect was significant (chi2 = 85.72, p < 0.001), indicating sig-
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nificant differences across movies. We also compare models fits with fixed (H1 in
Hausman test) and random effects (HO in Hausman test) and use the Hausman test
to decide between two. Hausman test indicated that the preferred model is random
effect as we expected (chi2 = 9.27, p = 0.23). Being a large distributor (vs small
one) (b=0.433, p <0.001), number of theatres that the movie screened (b =0.236,
p <0.001), Facebook engagement (b = 0.212, p < 0.01), volume of user reviews
at IMDB (b = 0.176, p < 0.001), YouTube engagement (b = 0.155, p < 0.05),
volume of critic reviews at IMDB (b = 0.136, p < 0.01) influenced positively box
office sales respectively. The effect of Facebook engagement on box office sales
was significantly higher than the effect of YouTube engagement (Chi2= 23.37, p
< 0.001), confirming H1. Additionally, being in week 1 influenced positively box
office performance compare to the others. There were no significant effects of
YouTube and Facebook sentiment, user ratings, star power, awards, and sequel
predictors.

The effect of YouTube when the week is first and fourth one compare to the open-
ing week (Model 2) was indicated that the interaction effects between YouTube
engagement and week 1(b = 0.125, p < 0.05) and week4 (b = 0.095, p < 0.05),
were both significant and positive. Thus, the effect of YouTube engagement was
significantly higher in the early stage (week1) than the later stage (week 4) com-
pared to the movie release week (week 0) (chi2 = 16.37, p < 0.01). Besides, the
main effects of Facebook engagement, the volume of critic reviews, the volume
of user reviews, and theatres were still significant strongly in Model 3. The ef-
fect of Facebook when the week is first and fourth one compare to the opening
week (Model 3) was illustrated that the interaction effects between Facebook en-
gagement and week 4 (b = 0.137, p < 0.01) was significant and positive but not
the interaction effect between Facebook engagement and week1. Thus, Facebook
engagement at the late stage of the movie screen has a higher effect on box sales
compare to the release week (week 0).

Movies’ performance and social media engagement impacts might differ with the
genre. As an additional analysis, genre dummies (drama, action, comedy, and hor-
ror as a reference genre category) were included in Model 0 (control) and Model
1(main effects), and models were analyzed again. There were no significant ef-
fects of any genre dummies. To inspect whether genre makes a difference in the
effect of YouTube and Facebook engagement on box sales, the interaction terms
were examined for each genre. Only the effect of Facebook engagement on box
sales was significant positive for action movies compared to horror movies (b =
0.255, p <0.05); however, not the effect of YouTube engagement on box sales for
action movies (b = 0.095, p = 0.46).



658 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt: 14, Say:: 3, Eyliil 2021, ss. 643-668

Table 4. Results of Panel Regression Models

Variable
StarPower

Sequel

Awards

Theater

Distributor

week1

week2

week3

week4

YT engagement
YT sentiment
FB_sentiment
FB_engagement
UserVolume
UserRating
CriticVolume

YT engageXweekl
YT _engageXweek4
FB_engageXweekl
FB engageXweek4
Constant

Ne

R-within
R-between
R-overall

Average VIF
Chi-square

MO
0.221
0.035
-0.009
0.136
1.249%**
0.188*
0.331%#%*
0.431%**
0.502%**

-0.648***
161
0.2203
0.5953
0.5537
1.55
88.98***

M1
0.061
0.062
-0.038
0.236%**
0.433%*
0.166%*
0.067
0.011
0.019
0.155*
0.048
0.023
0.212%*
0.176%**
0.021
0.136**

-0.290%*
153
0.7009
0.8641
0.8641
2.61

44198+

M2
0.052
0.071
-0.036

0.251%**
0.426*
0.175%%*
0.069
0.023
0.016
0.087
0.041
0.016
0.222%**
185 **
0.028
0.133%x*
0.125%
0.095%*

-0.294%*
153
0.7276
0.866
0.8613
2.60

484.54%**

M3
0.045
0.113
-0.038

0.260%**
0.396*
0.162%*
0.066
0.027
0.043
0.112
0.042
0.014
0.219%**
0.174%%*
0.038
0.131%*

0.075
0.137**
-0.287%*
153
0.7199
0.8731
0.8655
2.53
513.87***

Notes. " 0.05, ™ 0.01, **0.001 significance level

2. For a few movies, there were no showings for more than 2-3 weeks.

7. Discussion

Considering the growing number of people who are connected through social me-
dia platforms, YouTube and Facebook are new mediums in which prospective
moviegoers can get information about a movie. Movie studios can get an insight
into a movie’s popularity in advance of release with these platforms. The goal of



Consumer Engagement on Social Media: Its Dynamics and Impact on Box Office Sales 659

this study is to expand the existing literature on movie success and to contribute to
the effects of consumer engagement to official movie trailers on YouTube and the
official Facebook page of a movie. This study offers insight into the effectiveness
of how film studios and movie advertisers can strategically manage movie adver-
tising on social media to increase box office revenues

Moviegoers’ engagement on YouTube and Facebook positively influences box-of-
fice sales. The effect of Facebook engagement on box sales is larger than the
YouTube engagement. While the effect of YouTube engagement on box sales de-
creases over time, the effect of Facebook engagement increases over time. So, it
is very likely that official trailers on YouTube are the primary information source
for moviegoers who are early adopters. Facebook page of a movie is relevant for
late adopters of a movie. The volume of user reviews on IMDB influenced box
sales more than the volume of critics, confirming previous studies (Rosario et
al., 2016). Findings indicated that user ratings did not influence box office sales
which are in line with Duan et al. (2008a). Since the volume of critics and user
reviews are indicators of popularity, it seems that the popularity of a movie guides
moviegoers to go to a movie. The box office sales were influenced the most by dis-
tributor power and the number of theatres. The order of importance effects among
remaining predictors was engagement on Facebook, the volume of user reviews,
engagement on YouTube, and the volume of critic reviews. As previous research
indicated (De Vany and Walls, 1996; Eliashberg and Shugan, 1997), first-week
sales are a significant indicator of movie performance (Munoz, 2003). Awards, se-
quel, and star power did not influence box office performance in the current study
despite the effect sign was positive. Since award nominations are released after
the movie launch, longer periods would probably need to have significant effects.
Alternatively, awards measure could be constructed by the number of awards the
cast and crew of the film have been nominated for and/or won in past films, not
the current one. Insignificant effects of the sequel might be caused by the presence
of only two movies as a sequel in the sample. Star power was claimed to be a not
reliable predictor of movie sales (Simonton, 2009). Films employing well-known

stars were found to have slightly more sales compare to not well-known stars
(Ravid, 1999).

Theoretical implications

Understanding of the effects of consumer engagement on social media platforms
on new product success was extended to the movie industry with this study. This
study contributes to two streams of research: Consumer engagement on social
media platforms and movie marketing. Existing literature on social media has fo-
cused mostly on one type of social networking site, except a few (Oh et al., 2017).
This study extended the study by Oh et al. (2017) using a longitudinal study and
explain further the temporal relationship between YouTube and Facebook. Many
studies on the impact of eWOM on box-office sales have considered online review
websites (i.e., IMDB) which is mostly text-based (Baek et al., 2014; Chang and
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Ki, 2005; Dellarocas et al., 2007; Duan et al., 2008b; Liu, 2006; Rui et al., 2013),
YouTube engagement was underresearched area compare to Twitter or Facebook.

Two different social networking sites, namely YouTube and Facebook, were con-
sidered simultaneously in this study, and comparisons were made with broadly
investigated influence factors, namely user and critic reviews. Moreover, using
behavioral and longitudinal data, time effects of consumers’ social media engage-
ment effects were investigated jointly with other influence factors, namely user
and critic reviews to provide more insight.

Practical Implications

This study confirms that engagement on YouTube and Facebook increases
new product sales. Managers should incorporate social media presence
for their products in their marketing strategies. They should select the
right platforms for a movie promotion at the different lifecycle of a mov-
ie. While official trailer videos on YouTube have a greater effect at an ear-
ly stage in the product life cycle for a movie, Facebook page content has
a greater effect at a later stage in the product life cycle. So, official trailer
videos on YouTube are effective tools to increase movie awareness and
to create interest. Before the movie release or release week, YouTube is a
better outlet for a movie advertisement. However, Facebook is a suitable
outlet for a movie promotion at a later stage of a movie screen. Engaging
Facebook page content can prolong the lifetime of a movie. Retargeted
advertising of a movie can be done for consumers who check the Face-
book page of a movie if the number of moviegoers starts to decrease to
give a push to sales. Additionally, the volume of user and critic reviews
are still the major indicators of a movie’s performance.

Despite the research data covers the movies from 2013, the findings on
the role of YouTube and Facebook in the different life cycles of a movie
are still very likely valid. The digital world is very dynamic and social
media behaviors are changing. For instance, while Facebook has started
attracting an older audience, the younger generations tend to prefer Insta-
gram nowadays. Currently, users can only post a video to Instagram if it
is between 3 to 60 seconds long. However, standard movie trailer videos
take 2-3 minutes. If movie trailers can be designed shorter and eye-catchy
in the future, using the right hashtags, by targeting the right audience ei-
ther relying on age groups or a movie genre, Instagram can be an alterna-
tive media channel to reach younger moviegoers at the pre-release period
to create buzz for the opening week.

Limitations and future research

Although current research contributes to an improved understanding of the effects
of social media engagement related to new products on social media platforms
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for creative industries, some limitations should also be acknowledged. This study
should be repeated with recent movie data of a longer period. One of the limita-
tions of this study was the measurement of YouTube and Facebook sentiment
which were calculated as the percentage of likes over engagement. Alternative
better measures of sentiment can be used in future studies, perhaps using text
sentiment analyses of comments. Genre effects can be further investigated with
larger data. Future research can investigate the effectiveness of engagement on
movie performance on new popular social platforms and compare them. Finally,
comments and valence of comments to official trailers on YouTube or Facebook
pages can be additionally investigated for a better picture for movie promotion
advertising.
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Appendix.

Table A1. Movie List and Characteristics

Movie Release Genre MPAA | Survival Distributor Sequel
date in USA rating | weeks Large (1) Small (0) | Yes (1)

21 and Over 01-03-2013 | Comedy R 11 Relativity media (0) 0
A place at the :
Table 01-03-2013 | Drama PG 11 Magnolia (0) 0
ABC’s death | 08-03-2013 | Action 4 Magnolia (0)
Admission 22-03-2013 | Comedy | PGI13 11 Focus Features (0)
Beyondthe | ¢ 135013 | Drama 7 IFC films (0) 0
Hills
Ble.ss the 22-02-2013 | Drama PG13 7 Arenas Entertainment 0
Ultima 0)
Dark Skies 22-03-2013 | Horror PG13 13 Dimension Films (0) 0
Dead man 08-03-2013 | Action R 6 FilmDistrict(0) 0
down
From Up on

. 15-03-2013 | Drama PG 14 GKIDS (0) 0
Poppy Hill
Gl JoetRe- |57 139013 | Action | PGI3 |7 | Paramount pictures 1
taliation (1)
Gimme the 1 5) 032021 | Drama 8 | IFC films (0) 0
Loot
Ginger & 13-03-2013 | Drama | PGI3 12 | A24(0) 0
Rosa

. International Film
Hava Nagila | 22-03-2013 | Drama 36 Circuit (0) 0
Inescapable 22-02-2013 | Drama R 2 IFC Films (0) 0
Jack the Giant | o1 432013 | Action | PGI3 | 15 | Wamer Bros (1) 0
Slaye
KaiPoche | 22-02-2013 | Drama 10 Egv Motion pictures |,
Koch 01-02-2013 | Drama 16 Zeitgeist Films (0) 0
Love and 22-03-2013 |Drama | PGI3 3 IFC Films (0) 0
Honor
No Place on . .
Earth 05-04-2013 | Drama PG13 18 Magnolia (0) Pictures 0
Olympus has . . S
22-03-2013 | Action R 16 FilmDistrict (0) 0

Fallen
Oz: The Great . .
and Powerful 08-03-2013 | Action PG 19 Walt Disney (1) 0
Phantom 01-03-2013 | Action R 2 RCR Distribution (0)
Reality 15-03-2013 | Drama R Oscilloscope (0)
Snitch 22-02-2013 | Drama PG13 14 Lionsgate (1)
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e¢One Entertainment

Temptation

Starbuck 22-03-2013 | Comedy R 9 0)

Stoker 01-03-2013 | Drama R jo | FoxSearchlight Pic-
tures (0)

The Call 15-03-2013 | Action R 13 TriStar Pictures (0)

The Croods | 22-03-2013 | Action PG 26 | Dwenticth Century
Fox (1)

The Host 29-03-2013 | Action | PGI3 g | OpenRoad Films
(ID) (0)

Eﬁ;lmedlble 15-03-2013 | Comedy | PGI3 8 WarnerBros (1)

The LastEx- | ) 039013 | Action | PGI3 5 CBS Films (0)

orcism II

The Place

Beyond the 29-03-2013 | Action R 13 Focus features (0)

Pines

The Silence | 08-03-2013 | Drama 31 | International Film
Circuit (0)

Tyler Perry’s .

29-03-2013 | Drama PG13 9 Lionsgate (1)
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1- Yazi, Word formatinda, 1.5 satir araliginda, ana boliimlerinde 11 punto harf
biiylikliigiinde ve Times New Roman karakterinde yazilmalidir.

2- Oz ve Abstract 10 punto harf biiyiikliigiinde ve Times New Roman karakterinde
yazilmalidir.

3- Kaynakga 11 punto harf biiyiikliigiinde ve Times New Roman karakterinde tek
satir araliginda yazilmalidir.

4- Tablo i¢indeki yazilar 9 punto harf biiyiikliigiinde ve Times New Roman olarak
yazilmalidir. Tablo ve Sekiller metin igine ortalanarak yerlestirilmedir. Tablo basliklar
tablo iistiine, Sekil basliklar sekil altina yazilmalidir. Tablo bagliklart Times New
Roman ve 11 punto olmali ve kalin formatta yazilmali, numaradan sonra nokta
konularak basliga devam edilmeli (Tablo 1.); baslik da yine Times New Roman ve
kalin olmayan formatta kelimelerin ilk harfleri biiyiik olacak sekilde yazilmalidir.

5- Makale bagligi tiim harfleri biiyiik olacak sekilde Times New Roman, 11 punto,
kalin formatta ve metni ortalayarak yazilmalidir. Yazinin girig ve sonug boliimleri
dahil olmak {izere tiim boliim bagliklari, tiim kelimelerin yalnizca ilk harfleri
biiyiik olacak sekilde kalin punto ile yazilmali ve 1.; 1.1.; 1.1.1.; 1.1.1.1. seklinde
numaralandirilmalidir. Bunlarin disindaki basliklar italik olarak yazilmalidir.

6- Ondalik kesirler ayrilirken makalenin yazildig: dildeki kurallar uygulanmalidir.
Tiirkge i¢in 6rnegin; ,05°; Ingilizce icin ©.05’ seklinde yazilmalidir. Sayilarm ayrin
ise Tiirkce icin 6rnegin 9.900 (dokuz bin dokuz yiiz); Ingilizce icin 9,900 (dokuz bin
dokuz yiiz) seklinde olacaktir. Denklemler, sira numaralari parantez iginde sayfanin
saginda yer alacak sekilde ortalanmis olarak metin i¢inde yer almalidir.

III. Yollamalar ve Kaynakca

Yollamalar ve kaynak¢a APA (American Psychological Association) kurallarina
uygun olacaktir. Metin ig¢inde yapilacak yollamalar ayrag i¢inde gosterilecektir.
Kaynakga da bu yollama sistemine uygun olarak hazirlanacaktir. Asagida farkli
nitelikteki kaynaklarin metin i¢indeki yollamalarda ve kaynakgadaki yazilig
bicimleri 6rneklerle gosterilmistir:

1. Yollama
Tek yazarl kitaplar ve makaleler:
(Baker, 2000); (Baker, 2000: 375).

Ayni yazarin, ayni yul birden fazla eserine yollama yapilmast durumunda:
(Hunt, 2002a: 35); (Hunt, 2002b: 40).

Iki yazarh kitaplar ve makaleler:
(Hunt ve Morgan, 1996); (Hunt ve Morgan, 1996: 107).
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Ikiden ¢ok yazarl kitaplar ve makaleler:
(Lusch vd., 2007); (Lusch vd., 2007: 6).

Kurum yayinlari:
(TUIK, 2015: 145).

2. Kaynakc¢a

Kaynak¢ada Kitaplar
Tek yazarl kitaplar:
Aaker, D. A. (2008). Strategic Market Management. New York: John Wiley & Sons.

Iki yazarh kitaplar:
Cravens, D. ve Piercy, N. F. (2008). Strategic Marketing. London: McGraw-Hill Irwin.

Ikiden ¢ok yazarh kitaplar:

Peter, J. P., Olson, J. C. ve Grunert, K. G. (1999). Consumer Behavior and
Marketing. London: McGraw-Hill.

Kaynakcada Makaleler
Tek yazarli makaleler:

Baker, M. J. (2000). Selecting a Research Methodology. The Marketing Review,
1(3): 373-397.

Iki yazarl makaleler:

Hunt, S. D. ve Morgan, R. M. (1996). The Resource-Advantage Theory of
Competition: Dynamics, Path Dependencies, and Evolutionary Dimensions. The
Journal of Marketing, 60(4): 107-114.

Ikiden ¢ok yazarli makaleler:

Lusch, R. F., Vargo, S. L. ve O’Brien, M. (2007). Competing Through Service:
Insights from Service-Dominant Logic. Journal of Retailing, 83(1): 5-18.

Kaynakc¢ada Konferans Bildirileri

Pleck, J. (1979). Work-Family Conflict: A National Assessment. Annual Meeting
of the Society for the Study of Social Problems, Boston, Mass., May 14-18.

Eryigit, C. (2015). Yeniligin Benimsenme Stireci. 21. Ulusal Pazarlama Kongresi,
Eskisehir, Haziran 6-8.
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Kaynakc¢ada Derleme Yayinlar

Kaslow, W. ve Kaslow, S. (1992). The Family that Works Together: Special
Problems of Family Businesses. Zedeck, S. (Der): Work, Families, and
Organizations. San Francisco, Jossey Bass: 312-361.

Kaynak¢ada Kurum Yayinlari
DPT (20006), Sekizinci Bes Yillik Kalkinma Plani, 2001-2005 (Ankara).

Kaynakcada internet Kaynaklar

Cubukeu, M. (2009). Bu Kimin Zaferi? http://arsiv.ntvmsnbc.com/news/473346.
asp (15.06.2010).

Kaynak¢ada Tezler

Simic, J. (1993). A Comparison of SMEs in Greenland and the Fiji Islands.
Doktora Tezi, University of Fjord








