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ABSTRACT

Purpose- Personal care items, which are regularly used in everyday life, occupy a significant portion of everyone's existence. In personal care
items that are applied to the skin, sense of quality is critical. As a result, the purpose of this study is to investigate the dimensions of quality
in personal care and to determine which aspects people view to be of high or low quality while using personal care products.
Methodology- With a total of 177 participants in the face-to-face survey, the brands that respondents regard as high or low quality in the
personal care products they use, as well as the reasons behind this, were investigated. The MAXODA 2022 software was used to evaluate
the survey findings.

Findings- The survey resulted in the discovery of 12 dimensions. Health, appropriateness, dependability, performance, perceived quality,
aesthetics, variety, size, durability, extra features, service, and environmentalalism are all repeated throughout most of these aspects. in
terms of suitability; product efficiency, persistent odor, ease of use, cleaning and repair, reliability; performance consistency, trouble-free
and permanence, in terms of performance; repair, stain removal, shaping, covering, dryness removal, color pigmentation, permanence,
cleaning and odor, perceived quality dimensions; brand image, advertisement, and price, in terms of perceived quality dimensions; brand
image, advertisement, and price, in terms of perceived quality dimensions; brand image, advertisement, and price, in terms of perceived
quality dimensions; brand image When word frequencies were studied, it was shown that people frequently used terms like permanence
and color, , odor, dandruff, harm, natural and price. The brands that individuals refer to most are avon, elidor and maybelline. Elidor and
Maybelline brands were evaluated positively, while Avon brand was evaluated negatively.

Conclusion- As a result of the analyzes, when the evaluations of the users' personal care products were examined, it was seen that the most
important factors were dimensions such as health, suitability, reliability and performance. When we examined the word frequencies to
observe the quality perceptions that individuals developed towards personal care products, it was seen that the words such as permanence,
color, odor, dandruff, harm, natural and price were mostly mentioned. When the brands are examined, it is observed that while Elidor and
Maybelline are evaluated as high quality, Avon brand is generally evaluated as poor quality.

Keywords: Personal care, quality, quality dimensions, quality perception, product quality.
JEL Codes: M00, M11, M31

KiSISEL BAKIMDA KALITE BEKLENTILERI: NiTEL BiR ARASTIRMA

OzET

Amag- Glnluk hayatta da sikga kullanilan kisisel bakim Grinleri her insanin hayatinda buyik yer kaplamaktadir. Cogunlukla cilde uygulanan
kisisel bakim drlinlerinde kalite algisi oldukga 6nemlidir. Bu sebepten 6tir ilgili galismanin amaci kisisel bakimda kalite boyutlarini ele almak
ve kullanicilarin kisisel bakim tGrinlerini kullanirken hangi 6zellikleri kaliteli veya kalitesiz olarak algiladiklarini 6lgmektir.

Yoéntem- Yiizylze gerceklestirilen anket calismasiyla, ankete katilanlarin kullandiklari kisisel bakim Grinlerinde kaliteli veya kalitesiz
algiladiklari markalar ve bunun nedenleri toplamda 177 katilimciyla incelenmistir. Anket sonuglari MAXODA 2022 pogramiyla analiz edilmistir.
Bulgular- Anket ¢alismasinin analizi sonucunda toplamda 12 adet boyut bulunmustur. Bu boyutlar en ¢ok tekrarlanana gore; saghk, uygunluk,
glvenilirlik, performans, algilanan kalite, estetik, gesitlilik, boyut, dayaniklilik, ek 6zellikler, servis hizmeti ve gevrecilik olarak siralanabilir. Bu
boyutlarin alt boyutlari olarak saghk boyutunda; organik olmasi, dis saghgi, sa¢ sagligi ve cilt saghgi alt boyutlari, uygunluk boyutunda; Griin
verimliligi, kalici koku, kullanim kolayliligi, temizleme ve onarim alt boyutlari, givenilirlik boyutunda; perfomans tutarlihgi, sorunsuzluk ve
kalicilik alt boyutlari, performans boyutunda; onarma, leke birakma, sekillendirme, kapaticilik, kuruluk giderme, renk pigmentasyonu, kalicilik,
temizlik ve koku alt boyutlari, algilanan kalite boyutlarinda; marka imaji, reklam ve fiyat alt boyutlari, estetik boyutunda; koku, tat ve dis
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tasarim alt boyutlari, servis hizmeti boyutunda; kargo hizmeti alt boyutu bulunmustur. Kelime frekanslari incelendiginde bireylerin en fazla
kalicilik, renk, koku, kepek, zarar, dogal ve fiyat gibi kelimelere degindikleri gortilmustir. Bireylerin en ¢cok degindigi markalar sirasiyla avon,
elidor ve maybelline markalaridir. Elidor ve Maybelline markalariyla iliskili degerlendirmelerin biyik bir gogunlugu pozitif olmasi sebebiyle
bu markalara iliskin kalite algisinin olumlu oldugu, Avon markasina iliskin degerlenirmelerin biyik bir gogunlugu olumsuz olmasi sebebiyle
negatif kalite algisina sahip oldugu gézlemlenmektedir.

Sonug- Analizler sonucunda kullanicilarin kisisel bakim riinleri degerlendirmeleri incelendiginde en 6nemli unsurlarin saghk, uygunluk,
glvenilirlik ve performans gibi boyutlar oldugu gorilmistir. Bireylerin kisisel bakim Urinlerine karsi gelistirdikleri kalite algilarini
gozlemlemek igin s6zclk frekanslarini inceledigimizde en fazla kalicilik, renk, koku, kepek, zarar, dogal ve fiyat gibi kelimelere deginildigi
gorilmistur. Markalar incelendiginde ise Elidor ve Maybelline kaliteli olarak degerlendirilirken, Avon markasinin genellikle kalitesiz olarak
degerlendirildigi gdzlemlenmistir.

Anahtar Kelimeler: Kisisel bakim, kalite, kalite boyutlari, kalite algisi, mamdil kalitesi.
JEL Kodlari : MO0, M11, M31
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