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ABSTRACT

Purpose- In addition to the product development of shoes, which is an integral element of people's lives and whose discovery dates back
many years, the quality growth in people's thinking continues. Although quality dimensions differ between persons and product kinds, a
significant number of samples may be used to assess quality perception in shoes. The purpose of this study is to determine how individuals
perceive quality in shoes.

Methodology- During the face-to-face survey, participants were asked why they thought the shoes they discovered were of excellent quality
or low quality. In the MAXQDA 2022 program, 135 individuals were interviewed and their data was examined.

Findings- As a consequence of the research, 14 key characteristics of shoe quality were identified. Durability, convenience, perceived quality,
beauty, dependability, health, price, diversity, materials, services, cleanliness, accessibility, and environmentalism are the dimensions listed
in order of their frequency of mention. When looking at the word cloud, words like comfortable, durable, helpful, appropriate, and model
appear often. Nike, Adidas, and Kinetix are three brands that have excellent quality perceptions among consumers in terms of product
quality. Because the majority of reviews for Nike and Adidas are favorable, it is clear that people have high expectations for these companies.
Conclusion- As a result, when individuals' perceptions of shoe quality are analyzed, it has been discovered that durability, appropriateness,
perceived quality, and aesthetics are the most essential criteria. Individuals' perceptions of shoe quality have been shown to be represented
by the phrases comfortable, durable, useful, appropriate, and model, respectively. When it comes to brands, Nike and Adidas have been
shown to have a good quality perception. Finally, it was discovered in the connected study that for a shoe to be of excellent quality, it must
be long-lasting, comfortable, and have a strong brand image and product design.

Keywords: Footwear, quality, product quality, quality perception, quality dimensions.
JEL Codes: MO0, M11, M31

AYAKKABIDA KALITE BEKLENTILERI: NiTEL BiR ARASTIRMA

OzET

Amag- Kesfi yillar 6ncesine dayanan ve bireylerin hayatlarinda vazgegilmez pargalardan biri olan ayakkabinin Griin gelisimine ek olarak
bireylerin zihninde ki kalite gelisimi halen devam ettirmektedir. Kisilere ve trln tirlerine gore kalite boyutlar degisim gostermekle birlikte
ayakkabi Gzerinde olusan kalite algisinin yeterli sayida 6rneklem ile 6lgtilmesi mimkiindiir. Bu galismanin amaci, bireylerin ayakkabi tGizerinde
gelistirdigi kalite algisini 6lgmektir.

Yontem- Yiiz ylize olarak gergeklestirilen anket ¢calismasi ile katihmcilarin kaliteli ya da kalitesiz bulduklari ayakkabilarin neden kaliteli ya da
kalitesiz bulduklarina yonelik sorular sorulmustur. Toplam 135 katimci ile gorisulmus ve verileri MAXQDA 2022 programinda analiz
edilmistir.

Bulgular- Yapilan analizler sonucunda ayakkabi kalitesi ile ilgili 14 adet ana boyut belirlenmistir. Bu boyutlar deginilme sikliklarina gore;
dayaniklilik, uygunluk, algilanan kalite, estetik, giivenirlilik, saghk, fiyat, cesitlilik, malzeme, hizmetler, temizlik, erisebirlik ve gevrecilik
boyutudur. Kelime bulutu incelendiginde, rahat, dayanikh, kullanisli, uygun ve model gibi kelimeler sik tekrarlanan kelimelerdir. Sirasiyla Nike,
Adidas ve Kinetix markalari bireylerin Giriin kalitesi gergevesinde kalite algilarinin yiiksek oldugu markalardir. Nike ve Adidas markalariyla ilgili
degerlendirmelerin cogunun olumlu olmasi sebebiyle bu markalar tizerinde bireylerin kalite algilarinin yiiksek oldugu gézlemlenmektedir.
Sonug- Sonug olarak bireylerin ayakkabida kalite algisi incelendiginde en 6nemli unsurun dayaniklilik, uygunluk, algilanan kalite ve estetik
oldugu belirlenmistir. Sirasiyla rahat, dayanikh, kullanisli, uygun ve model kelimelerinin bireylerde ayakkabi kalite algisini temsil eden
kelimeler oldugu gorilmastir. Markalar incelendiginde ise Nike ve Adidas markalarinin olumlu kalite algisina sahip oldugu gézlemlenmistir.
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Son olarak ilgili arastirmada bir ayakkabinin kaliteli olmasi igin uzun 6mirli olmasi, rahat olmasi, markanin imaji ve Urlin tasariminin
katilimcilar igin 6nemli oldugu gézlemlenmistir.

Anahtar Kelimeler: Ayakkab, kalite, mamul kalitesi, kalite algisi, kalite boyutlari.
JEL Kodlari : MOO, M11, M31
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