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EDITORDEN
Degerli okuyucularimiz,

Pazarlama alaninda c¢alismalarin iiretilmesine
katki saglamak amaciyla ¢iktigimiz bu yolda,
Turkish  Journal of Marketing Research
(TUJIOMR)  dergimizin  ikinci  sayisini
¢ikartmanin  heyecanimi  ve  mutlulugunu
yastyoruz. Derginin ulusal ve uluslararasi
akademik alanlarda agirhigimi hissettirmeye
yonelik ¢abalarim arttirarak devam ettirecegine
olan inancimizla yolumuza devam ediyoruz.

Dergimizin ikinci sayisinin yayimlanmasinda
katkilar  saglayan degerli  hocalarimiza,
dergimize ¢alisma gonderen yazarlarimiza, ve
gelen calismalarin degerlendirmelerini yapan
hakemlere tesekkiir ediyoruz.

Yilda iki kez olmak tizere Haziran ve Aralik
aylarinda yayinlanmasi planlanan dergimizin
Cilt 1 Say1 2 olan Aralik 2022 sayisinda {i¢
calismaya yer verilmigtir. Bu ¢aligmada,
Yildinnm ve Bakir, “Deneyimsel Pazarlamanin
Miisteri Memnuniyetine Etkisi: IKEA Uzerine
Bir Arastirma” Tamkidda ve Develi, “Covid
19’un Tiiketici Davramislarina Etkisi: Istanbul
Giyim Sektoriinde Alisveris Uzerine Bir
Uygulama”, Karayilan ve Pirtini, “Cocukluk
Doneminde Yasanan Sosyo-Ekonomik ve
Duygusal Yoksunlugun Kompulsif Satin
Almaya Etkisi Uzerine Kavramsal Bir Calisma”
baglikli c¢alismalar1 ile katki saglamistir.
Haziran 2023 sayisi i¢in dergimize destek ve
katkilarinizin artarak devam etmesini umuyor,
sayg1 ve sevgilerimizi sunuyoruz.

Keyifli bir okuma deneyimi ve gelecek sayida
bulugma iimidiyle...

EDITORIAL
Dear readers,

We are excited and happy to publish the second
issue of our Turkish Journal of Marketing
Research (TUJOMR) on this path we set out to
contribute to the production of studies in the
field of marketing. We continue on our way
with the belief that the journal will continue to
increase its efforts to make its weight felt in
national and international academic fields.

We would like to thank our esteemed professors
who contributed to the publication of the second
issue of our journal, our authors who submitted
studies to our journal, and the reviewers who
evaluated the incoming studies.

Three studies are included in the December
2022 issue of our journal, which is planned to
be published twice a year in June and
December. In this study, Yildirirm and Bakaur,
“The Effect of Experiential Marketing on
Customer Satisfaction Index: A Research on
IKEA” Tamkidda and Develi, “The Impact of
Covid 19 on Consumer Behavior: An
Application on Shopping in the Clothing Sector
in Istanbul”, Karayilan and Pirtini, “Socio
Experience in Childhood”. He contributed with
his studies titled “A Conceptual Study on the
Influence of Socio-Economic and Emotional
Deprivation During Childhood on Compulsive
Buying”. We hope that your support and
contributions to our magazine will continue to
increase for the June 2023 issue, and we offer
our respect and love.

Hoping for a pleasant reading experience and
meeting in the next issue...

Dr. Ziibeyir Celik & Dr. Mehmet Saglam
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DERGI HAKKINDA

Turkish Journal of Marketing Research (TUJOMR),
yilda 2 kez yayimlanan (Haziran ve Aralik),
uluslararasi, ¢evrimi¢i, agik erisimli, ¢ift kor hakemli
bir dergidir. Dergiye Ingilizce ve Tiirkge calismalar
kabul edilmektedir. TUJOMR  Dergisi'ndeki
makaleler, alaninda en az doktora diizeyine sahip
hakemler arasinda ilk editoryal taramadan sonra en az
2 hakem tarafindan incelenir.
TUJOMR''n amaci, Pazarlama Biliminin tiim
yonleriyle ilgili yiiksek kaliteli, bilimsel aragtirma
makaleleri yayimlamaktir. TUJOMR, en yiiksek
titizlik standartlarin1 koruyan ve mevcut yayimlarda
yayimlanandan daha fazla istatistiksel bilgi ve
multidisipliner ~ ¢aligmayr  yansitan  makaleler
yayimlayan, pazarlama bilimine 6zel olarak
odaklanan bir dergi ihtiyacin karsilayacaktir.
Bir makalenin TUJOMR'da yayimlanabilmesi i¢in
asgari olarak asagidaki kriterleri karsilamas1 gerekir:

Pazarlama  alanindaki bir
odaklanmak

Alani ilerleten temelde yeni bilgiler sunmak

Literatiir temelli ve bilimsel olmak

onemli konuya

Ampirik bir ¢alisma ise, metodolojiyi detayli
sekilde ele almak.
Makaleler ampirik aragtirma makaleleri, teorik ya da
derleme makaleler ve vaka calismalar1 olabilir. Bu
hem teorik hem de pratik yonleri ve 6zellikle ikisi
arasindaki iligkiyi igerecektir. Bagvurular tim yil
boyunca kabul edilmektedir. Yazim kurallar1 ve
yiliklenmesi gereken diger belgeler i¢in ¢aligmanizi
gondermeden Once liitfen yazarlar i¢in sekmesindeki
yonergeleri kontrol edin.
TUJOMR, yazarlara inceleme siirecinde miimkiin
olan en kisa siirede bir makaleyi kabul etme veya
reddetme kararini bildirmeyi amaglamaktadir.
TUJOMR Editor Ofisi, makalelerin degerlendirme
siirecinin 60 giinden daha kisa siirede
tamamlanmasimi saglamak igin ortak bir caba sarf
etmektedir. Ancak, zaman zaman geri donis
stiresinin daha uzun oldugu durumlar olabilir.
Makalelerde ifade edilen goriisler
sorumlulugunda  olup,  makalelerin
sorumlulugu yazarlarina aittir.

yazarlarin
bilimsel

ABOUT THIS JOURNAL

Turkish Journal of Marketing Research (TUJOMR) is
an international online, open access, double-blind peer
review journal published 2 times a year (June and
December). English and Turkish manuscripts are
accepted for the journal. Manuscripts in TUJOMR
Journal reviewed of at least 2 referees after an initial
editorial screening among the referees who have at
least doctorate level in their field.

The purpose of TUJOMR is to publish high-quality,
peer-reviewed scientific research articles on all
aspects of Marketing Science. The TUJIOMR will fill
the need for a journal with a special focus on
marketing science that maintains the highest standards
of rigor and publishes articles that reflect more
statistical knowledge and multidisciplinary work
and/or conceptual integration than are published in
current publications.
In order for a manuscript to be published in TUJOMR
it must, at the minimum, meet the following criteria:

Focus on a substantive issue in the domain of
marketing.

Offer fundamentally new insights that advance the
field

Be literature-based and scholarly

Provide evidence of methodological rigor, if an
empirical piece.
Articles can be empirical research, theoretical or
compilation papers, and case studies. This will include
both theoretical and practical aspects and particularly
the relationship between the two. Intensive
contributions from both academics and practitioners
are welcomed. Submissions are welcomed all year
round. For the author guidelines and other documents
that need to be uploaded please check the guidelines
in the for authors tab before submitting.
TUJOMR is committed to providing authors with a
decision to either accept or reject a manuscript as early
as possible in the review process.
The TUJOMR Editorial Office makes a concerted
effort to ensure that the review process of articles is
completed in less than 60 days. However, there may
be occasional instances in which the turnaround time
is longer.
The views expressed in the articles are under the
responsibility of authors and the scientific
responsibility of articles belongs to the authors.
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Article Type: Research

Deneyimsel Pazarlamanin Miisteri Memnuniyeti Endeksine Etkisi: IKEA Uzerine Bir
Arastirma*
Yusuf Ozan YILDIRIM? Nurettin Ozan BAKIR?

(0V7

Son yillardaki hizli gelismeler beraberinde tiiketici ¢esitliliginin artmasini ve pazarlamanin geleneksel boyutlardan
uzaklasarak “Pazarlama 4.0” a doniismesini saglamistir. Giinlimiizde firmalar tiiketici cesitliligi ve tiiketici
algisindaki farklilik sayesinde miisteri odaklilig1 benimsemistir. Bu sayede miisteri deneyiminin ve deneyimsel
pazarlamanin 6nemi hizla artmistir. Arastirmanin temel amaci; deneyimsel pazarlamanin miisteri memnuniyeti
endeksi lizerinde etkisini ve deneyimsel modiillerden hangisinin miisteri memnuniyeti endeks bilesenleri izerinde
etkili oldugunu belirlemektir. Buna gore, gelistirilen arastirma modeli deneyimsel pazarlama modiillerine uyumlu
oldugu belirlenen IKEA 6rnegi tizerinden test edilmistir. IKEA miisterileri ile gergeklestirilen anket ¢aligmasinda
toplamda 348 veri elde edilmis olup verilere yapisal esitlik modellemesi uygulanmistir. Sonug olarak yapisal
modelleme sonrasinda elde edilen regresyon bulgularina gore deneyimsel pazarlamanin miisteri memnuniyeti
endeksi lizerinde genel olarak etkili oldugu tespit edilmistir. Deneyimsel modiillerin miisteri memnuniyeti endeks
bilegenlerine etkileri incelendiginde ise miisteri beklentileri ve algilanan deger tizerinde duyusal modiiliin etkisinin
baskin oldugu, algilanan kalite bileseni lizerinde ise diisiinsel modiiliin baskin oldugu goriilmektedir.

Anahtar Kelimeler: Deneyimsel Pazarlama, Miisteri Memnuniyeti Endeksi, IKEA
JEL Siniflandirma Kodlari: M30, M31

The Effect of Experiential Marketing On Customer Satisfaction Index: A Research On IKEA

ABSTRACT

The increasing development in last years has brought consumer diversity and has changed the marketing from
traditional to “Marketing 4.0”. Because of the diversity of consumers caused to evolve diversity of perceptions,
firms have begun to prefer to be customer oriented. Thus, the importance of customer experience and experiential
marketing has increased tremendously. The main purpose of this research is; determining the effect of experiential
marketing on customer satisfaction index and which of the experiential modules is more effective on the elements
of customer satisfaction index. Accordingly, the developed research model was tested on the IKEA which was
determined to be compatible with experiential marketing modules. In the survey conducted with IKEA customers,
a total of 348 data were obtained and structural equation modeling was applied to the data. As a result, according
to the regression findings obtained after structural modeling, it has been determined that experiential marketing is
generally effective on customer satisfaction index. When the effects of the experiential modules on the customer
satisfaction index elements are examined, it is seen that the effect of the sense module is dominant on customer
expectations and perceived value and the effect of think module is dominant on the perceived quality.

Keywords: Experiential Marketing, Customer Satisfaction Index, IKEA
JEL Classification Codes: M30, M31

“Deneyimsel Pazarlamanm Miisteri Memnuniyeti Uzerine Etkisi: IKEA Uzerine Ampirik Bir Calisma” baslikli tezden
dretilmistir.

L Dr. Ars. Gor., Dicle Universitesi, [iBF, Isletme Boliimii, yusuf.yildirim@dicle.edu.tr

2 Dog. Dr., Marmara Universitesi, Isletme Fakiiltesi, Pazarlama, obakir@marmara.edu.tr
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EXTENDED SUMMARY
Purpose and Scope:

The main purpose of this research is; determining the effect of experiential marketing on customer satisfaction
index and which of the experiential modules is more effective on the elements of customer satisfaction index. In
order to reach the objective a store of IKEA (Bayrampasa/istanbul) has chosen. IKEA stores are known to be
compatible with both experiential marketing (in-store designs, customers' knowledge of products, the opportunity
to try the majority of products in the store, fragrances etc.,) modules and customer satisfaction.

Design/methodology/approach:

In order to find an answer to the research question of whether experiential marketing is effective on customer
satisfaction we have conducted a survey. As a method of sampling convenience sampling from non-random
methods is chosen. The questionnaire form used in the research starts with a preliminary information addressed to
the respondents. Afterwards, 16 items to measure experiential marketing and 10 items to measure customer
satisfaction index were asked. At the last part of the questionnaire form were included demographic characteristics
of the respondents. Research data obtained face-to-face and were collected from customers who have visited the
Bayrampasa/istanbul IKEA store. Total of 400 questionnaires were obtained, incomplete and/or incorrect
questionnaires were eliminated and analyzes were carried out with 348 clean data.

Findings:
In the survey study conducted for the research subject, a total of 6 demographic variables were included in the
survey in order to measure the demographic characteristics of the respondents, such as gender, age, marital status,

educational status (last graduate), occupation and income. 61.8% of the participants were predominantly female,
52.9% single, and 54.9% were between the ages of 25-34.

Standardized regression coefficients indicate that main hypothesis of this work is supported. To test the main
hypothesis a second order factor analysis is conducted. Thus, results explained experiential marketing is effective
on customer satisfaction index. In addition, when the regression weights of the experiential marketing modules
and the customer satisfaction index were calculated from second order factor results. Accordingly, weights ordered
respectively as for experiential marketing modules, it is seen that they are ranked as think, feel-sense, act and
relate. As for the customer satisfaction index of the IKEA store general weight of the index were calculated.
According to this; It has been observed that the customer satisfaction index of the IKEA store is approximately
69%. Afterwards it’s examined which which of the experiential modules is more effective on the elements of
customer satisfaction index. Two elements of customer satisfaction index perceived value and customer
expectations are mostly effected by sense module. Other element of customer satisfaction index ‘Perceived
quality” is mostly effected by relate module.

Conclusion and Discussion:

According to this study, in which the effect of experiential marketing on customer satisfaction was investigated
on the IKEA store; It has been concluded that the implementation of experiential marketing activities has an above-
average effect on customer satisfaction. Accordingly, in order to separate the marketing from the traditional
dimension and to meet the expectations of the customers, companies may need to focus on the experiences of their
customers. Thus, in a challenging competitive environment, experiential marketing can be beneficial for
companies to differentiate themselves from their competitors and to ensure the continuous satisfaction of their
customers.

The effects of the modules on the customer satisfaction index are examined in general, it is seen that the modules
that gain importance for the IKEA store are formed by sensory and intellectual perceptions of the customers.
Which is supported by the highest effect on the perceived value from the customer satisfaction index components
is the sense module. Whereas think module has the strongest effect on perceived quality, which is one of the
components of the satisfaction index. This can be interpreted as methods "displaying the products, testing the
products instantly, leaving the assembly process mostly to the consumer" offered by the IKEA store, are effective
in terms of think module for "perceived quality".

Experiential marketing today keeps 5 different modules together. However, marketing is constantly evolving in
terms of content and application. Starting from the fact that experiential marketing modules are seen as a separate
study subject, this study also indicates which module has highest weight among the modules of experiential
marketing and can be viewed as a future subject in terms of marketing. Think module is mainly followed by the
feel and sense modules. In this case; sense module, which constitutes the third largest weight, when examined
separately, we see that it entered the literature as "Brand Sense™ and "Sensory Marketing". The feel module, which
is in the second place, appears as an element of "Emotional Marketing Concept". When the think module, which
constitutes the highest weight, is examined, it is seen that there is no separate marketing topics in this module yet.
However, there are studies on intellectual activities in various fields such as purchasing and decision-making
motives. For this reason, a new topic for marketing can be suggested by developing an intellectual module with
future researches.
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1. GIRIS

Pazarlama anlayisinin geleneksel pazarlama yontemlerinden farkli olarak miisterilerin deneyimlerine
odaklandig1 ve bu deneyimler vasitastyla biitiinsel bir yaklasimin ortaya kondugu deneyimsel pazarlama
konusu, giiniimiizde bir¢ok firma tarafindan uygulanmaya baglamistir. Deneyimsel pazarlama kavrami
ortaya atildig1 zamandan giintimiize kadar deneyim saglayicilar1 vasitasiyla miisterilere yeni bir diinya
gelistirmistir. Miisterilerin eskiden diisiiniildtigii gibi artik sadece rasyonel degil, ayn1 zamanda duygusal
olabilecegi kanisina varilmistir. Deneyimsel pazarlama bu agidan miisterilere unutulmaz deneyimler
yasatarak, perakende ortaminin sagladigi atmosfer ve sicaklik vasitasiyla tiim modiilleri miisterilere
hissettirtmektedir.

Yuan ve Wu (2008) miisterilere yonelik gelistirilen deneyimsel aktivitelerin miisteri memnuniyeti ile
dogrudan iliskili oldugunu, Zena ve Hadisumarto (2012) deneyimsel pazarlama aktivitelerinin miisteri
memnuniyeti iizerinden miisteri sadakati olusturacagini belirtmektedir. Alkilani vd. (2013) ise
deneyimsel modiiller sayesinde gelisen memnuniyetin, miisteri sadakatine ek olarak baglilik
olusturacagini agiklamaktadir. Ayrica literatiirde deneyimsel modiillerin farkli sektorlerde farkli firma
ornekleri ile birlikte ¢alisilmig olmasi sebebi ile bu aragtirma Schmitt’in 1999 yilindaki makalesinden
yola ¢ikarak, deneyimsel pazarlamanin miisteri memnuniyeti endeksine etkisini incelemektedir. Bu
kapsamda arastirma i¢in miisteri deneyimlerinin satin alma giidiisii tizerinde baskin olabilecek ve
deneyimsel modiillerinin dogasini yansitabilecek bir magaza olan “IKEA” 6rnek olarak se¢ilmistir.

Deneyimsel pazarlama modiilleri, giiniimiizde tek bir ¢ati altinda iken, yapilan arastirmada alt amag
olarak deneyimsel pazarlamanin en ¢ok hangi modiile katki sagladigi incelenmistir. Alt amagta
modiillerin deneyimsel pazarlamaya etkisi yerine ikinci diizey faktor analizi sayesinde deneyimsel
modiillerin agirliklar1 incelenmistir. Deneyimsel pazarlama modiillerinin deneyimsel pazarlamadaki
agirliklarini siralamanin amaci ise bir yandan deneyimsel pazarlamanin memnuniyet endeksine etkisini
gozlemlemek iken diger bir yandan her bir modiiliiniin gelecekte ayr1 bir pazarlama konusu (Duyusal
boyut olan “sense”, duyusal pazarlama “Sensory Marketing” (Hulten, Broweus ve Dijk, 2009) ve
“Brand Sense” (Lindstrom, 2005) olarak literatiirde karsimiza ¢ikmaktadir.) olabileceginin
diisiiniilmesindendir.

2. LITERATUR TARAMASI
2.1. Deneyimsel Pazarlama

Deneyimsel pazarlama, pazarlamanin perakende, turizm, etkinlik, hizmet, liiks tiikketim gibi bir¢cok
alaninda yeni gelismelerin temel tas1 olarak goriilmektedir (Atwal ve Williams, 2008, s.338). Kisacasi
deneyimsel pazarlama, pazarlamacilar tarafindan giinlimiizde olduk¢a onemsenen bir konu haline
gelmektedir. Bilgi paylasimi agisindan sosyal medya, cep telefonlar1 gibi unsurlar sayesinde insanlarin
deneyimlerini en hizli sekilde paylagmasi ile deneyimsel pazarlama hizla yayginlagmaktadir (Yacob vd.,
2016, s.1226). Dolayisiyla deneyimsel pazarlama miisterileri ve firmalar1 bir¢ok noktada bir araya
getirip memnuniyetin ve etkilesimin dnemini ortaya koymaktadir (Karadeniz vd., 2013, 5.49). Bu agidan
deneyimsel pazarlamada memnuniyetinin saglanmasi ve iki tarafli (miisteri/firma) fayda saglamasi ile
nihai hedef miisteriye degerli deneyimler sunabilmektir (Zena ve Hadisumarto, 2012, s.38).

Deneyimsel pazarlamada tasarlanmig deneyimler olusturmayi benimseyen firmalar, deneyimsel
pazarlamay1 aynistiran Ozellikler sayesinde miisteri sayilarmin artmasinda basarili olmaktadirlar
(Leighton, 2007, s.120). Ayrica deneyimsel pazarlama ile miisteriler kararlarinda daha esnek ve her
zamankinden daha fazla segenege sahip olmaktadirlar. Bu tiir sebeplerden dolayi, deneyimsel
pazarlamay1 uygulayan firmalar rekabetin listesinden gelebilmek ve miisterinin deger algisina neyin etki
ettigini bulabilmek adina ¢alismalar yiiriitmelidirler. Boylelikle pazarlama ydneticileri, miigteriye deger
yaratmada sadece iiriin ve hizmetlerin satilmasi degil ayn1 zamanda olaganiistii deneyimler saglamanin
onemini fark etmislerdir (Wiedmann vd., 2017, s.1). Deneyimsel pazarlama, miisterilerin
deneyimlerinin kalici ve degerli olabilmesi adina bes ayri boyuttan olugsmaktadir. Bu boyutlar
misterilere deneyimsel pazarlamayi yasatmak icin stratejik bir ara¢ olarak hizmet etmektedir (Chen ve
Hsieh, 2010, s.1287).

Deneyimsel pazarlamanin 6zelliklerine yonelik olan giincel ¢alismalar deneyimlerin giiclii hatiralar ve
memnuniyet ile sonuglanmasinin miimkiin oldugunu goéstermektedir (Yazici vd., 2016, s.3). Bunun
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sebebi, miisteriler Uriinleri tlikettikleri veya kullandiklar1 zamanda bile deneyimlerin yasanabilecek
olmasindan kaynaklanmaktadir. Ozetle deneyimsel pazarlama ¢ok boyutlu olup ¢esitli ortamlarda ve
farkli 6zelliklerle ortaya ¢ikabilmektedir (Brakus vd., 2009, s.53). Bu boyutlar sayesinde firmalar her
bir alana 6zgii kisisel deneyimleri olusturabilirler (Schmitt, 1999, s.60). Tiiketici aragtirmalar
deneyimlerin boyutlarinin farkli diizeylerde gergeklestigini ileri stirmektedirler. Deneyimsel
pazarlamanin boyutlar1 olan duyular, duygular, diisiinceler, davraniglar ve iliskiler bu farkliliklar1 kendi
iclerinde deneyim olarak yansitmaktadirlar (Sharma, 2017, s.100).

» Duyusal Modiil: Gérme, isitme, dokunma, tatma ve koklama duyularina hitap eden bir iiriiniin
veya deneyimin gorsel ve somut yonleri ile duyusal boyut olusmaktadir (Grundey, 2008, s.139).

» Duygusal Modiil: Duygusal boyutun kullanilmasi i¢in gerekli olan unsurlar; uyaricilarin belirli
duygulart tetikleyebilmesi, firmanin empati kurmasi, ayni zamanda miisterinin de iiriine
yaklagmasi ve empati kurma istegidir. (Schmitt, 1999, s.61). Dolayisiyla, duygusal deneyimde
kisinin gercek benliginin 6zellikle 6nemli oldugu diisiincesinin ac¢iga vurulmasinin 6nemi
vurgulanir (Alkilani vd., 2013, s.264).

» Diisiinsel Modiil: Diisiinsel deneyim boyutunda, problem ¢dzme yeteneginin gelismesine
yonelik miisterilerden aktif olarak daha fazla bilgi aramalarini istemeleri i¢in fiyat, sunulan
hizmetin igerigi, iiriin 6zellikleri gibi unsurlarda detayl bilgiler verilmektedir (Yu ve Ko, 2012,
s.11). Firmalarin miisterileri bu sekilde yonlendirmeleri, miisterilerin zihninde problem
¢Ozmesini ve diislinsel deneyimin olugmasini saglayabilecektir (Song vd., 2013, 5.240).

» Davranigsal Modiil: Davranigsal deneyim boyutu miisterilerin fiziksel deneyimlerini
hedefleyerek alternatif yasam bigimlerini ve etkilesim tiirlerini yansitacak deneyimler
olugtumaktadir. Bu modiilliin temeli, miisterilerin hareket etme deneyiminden
kaynaklanmaktadir. Davranigsal boyutun amaci ise fiziksel deneyimleri iyilestirilmek, davranig
sekilleri ve yasam tarzi iizerinde izlenim olusturmak, uygulanmakta olan stratejinin sosyal
etkilesim kalibin1 zenginlestirmektir (Alkilani vd., 2013, s.264).

> lliskisel Modiil: Miisteriler bir marka ile kendilerine has hisleri, duygulari, diisiinceleri ve
davraniglarim iligkilendirebilmektedir. Bdylelikle marka onlar igin eylemlerin 6tesinde bir
konumlandirma ile iligkisel bir boyut olusturmaktadir (Grundey, 2008, s.140). Bu son modiil
aslinda kendisinden Onceki 4 boyutun biitiin yonlerini bir arada toplamaktadir. Bu yiizden
iligkisel modiil, miisterinin kendi duygularinin 6tesinde gelismektedir (Schmitt, 1999, s.62).

2.2. Miisteri Memnuniyeti Endeksi

Miisteri memnuniyeti, bir miisterinin amag ve hedeflerini keyifle yerine getirdigi ve duygusal olarak
tepki verdigi hizmetler biitiiniiyle saglanmaktadir. Bu yiizden misteri memnuniyeti, miisterilerin
gereksinim duyduklari ve arzuladiklari seylerin karsilanmasi ve anlasilmasi adina énemlidir (Li, 2013,
s.42). 1990’11 yillarin ortalarinda, ABD hizmet pazarlamasi aragtirmacilari tarafindan olusturulan ACSI
modeli, diinyanin bir¢ok iilkesinde miisteri memnuniyeti endeksi modellerinin temelini olusturmustur.
ACSI modeli toplamda 6 faktoérden olugsmaktadir. Bunlardan ilk {igii endeks bilesenleri olan algilanan
kalite, algilanan deger ve miisteri beklentileridir. Bu {i¢ faktoér dordiincii faktoér olan genel miisteri
memnuniyetini etkilemekte ve bunun sonucunda ise miisteri sikayetleri ve miisteri sadakati seklinde iki
faktor ortaya ¢ikmaktadir (Park vd., 2008, s.635). ACSI modeli, miisterilerin satin almis olduklar1 veya
kullanmis olduklar iiriin veya hizmetleri degerlendirmeleri ile iligkilidir. Endeksin basarili olabilmesi
i¢in kriterler ile 6l¢iitlerin birbirini karsilamasi gerekmektedir (Anderson ve Fornell, 2000, s.874). ACSI
modelinin igerigi genel miisteri memnuniyetinin 6lgiilebilmesi ve karsilastirilabilmesi adina iki temel
ozellik barindirmaktadir.

. ACSI modelindeki tiim yapilarin dogrudan farkli miisteri degerlendirme tiirlerini 6l¢ebildigi
kabul edilmelidir. Bu durumda, ACSI modeli genel miisteri memnuniyetini gizli bir degisken
olarak Glgebilmesi i¢in ¢oklu gosterge yaklagimi kullanilmaktadir.

Il.  ACSI modeli sadece tiikketim deneyimini degil, ayn1 zamanda ileriye yonelik olusabilecek tiim
deneyimleri ortaya cikaracak sekilde Olglilmelidir. Bu amagla, ACSI modeli neden-sonug
iligkisine yonelmektedir (Fornell vd., 1996, s.8).

Tiirkiye’de misteri memnuniyeti endeksi iizerine yapilan ilk ¢alismalar 2004 ve 2005 yillar1 arasinda
yapilmistir. Daha sonra ise ilk ulusal model olan “Tiirk Miisteri Memnuniyeti Endeksi (TCSI)” Tiirkiye
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Kalite Dernegi (Kal-Der) ve KA Research Limited tarafindan, 2005 yilinin son ¢eyreginde pilot bir
calisma olarak raporlanmistir. TCSI modelindeki degiskenler ve ifadeler ACSI modeli ile ayni olup
asagida aciklamalari verilmektedir. (Tiirkyilmaz ve Ozkan, 2007, 5.674).

» Misteri Beklentileri: Firmalarin iriinlerinin veya hizmetlerinin satis1 sonrasi miisterilerde
olusan deneyimlerden ortaya ¢ikmaktadir. Miisteri beklentilerinin olugmasi, miisteri
memnuniyeti ile dogrudan iliskilidir (Tiirky1lmaz ve Ozkan, 2007, 5.675). Miisteri beklentileri,
reklam veya agizdan agiza pazarlama olmadan, 6nceki deneyimlenmemis satin alma isleminin
ve firmanin gelecekte sunacagi kalitenin bir gostergesidir (Angelova ve Zekiri, 2011, s.243).
Miisteri beklentileri iki ifade ile genel miisteri memnuniyetine etki etmektedir. Bunlar (CFI
Group, 2014, s.2): kalitenin degerlendirilmesi, {irlin veya hizmet performansinin beklentisidir.

» Algilanan Kalite: Genel olarak miisterilerin bir iriin veya hizmet i¢in miikemmellik
konusundaki iistiinliigii veya tutumudur. Diger bir ifadeyle algilanan kalite, miisterilerin
zihinlerinde beklentileri ile iiriin veya hizmetin performansini karsilastirmalaridir (Li, 2013,
s.42). Algilanan kalite genelde li¢ ifade ile 6l¢iilmektedir. Bunlar (CFI Group, 2014, s.2): iiriin
veya hizmetin genel kalitesi, {irlin veya hizmetin genel giivenilirligi, {irlin veya hizmetin
miisterinin gereksinimlerini karsilama durumu.

» Algilanan Deger: Miisterilerin bir iiriiniin veya hizmetin bedelini dikkate alarak, bu bedelin
karsihgini aldiklarina inanmalaridir. Ornegin, miisterilerin bedelini demis olduklari iiriin veya
hizmetin yiiksek fiyatli oldugunu diisiinmeleri, ancak karsiliginda almis olduklar1 kalitenin
normal oldugunu gérmeleri, miisterinin zihninde daha diisiik bir algilanan deger olusturmaktadir
(Li, 2013, s.43). Algilanan deger iki ifade ile dl¢lilmektedir. Bunlar (CFI Group, 2014, s.2):
iirin veya hizmetin kalitesinin bedeline uyum saglamasi, iiriin veya hizmetin bedelinin
kalitesine uyum saglamasidir.

3. TASARIM VE YONTEM

Magaza ig¢i tasarimlar, miisterilerin irlinler hakkinda bilgi sahibi olmalari, iriinlerin biiyiik
cogunlugunun magazada denenme imkani olmasi vb. gibi ¢esitli unsurlarin bir arada olmas1 sebebi ile
IKEA magazasinin deneyimsel pazarlamanin modiillerini yansitabileceginin diisiiniilmesi iizerine
arastirma sorusu olan deneyimsel pazarlamanin miisteri memnuniyeti endeksine etkisini belirlemek i¢in
Sekil 1°deki arastirma modeline gore cesitli hipotezler gelistirilmistir.

Sekil 1. Aragtirmanin Modeli

DENEYIMSEL PAZARLAMA

e Duyusal Modiil MUSTERI MEMNUNIYETi ENDEKSI
e Duygusal Modiil Hy e  Algilanan Deger

e Diislinsel Modiil e Algilanan Kalite

e Davranigsal Modiil e  Miisteri Beklentileri

e lliskisel Modiil

Kaynak: Deneyimsel Pazarlama: Strategic Experiential Modules (Schmitt, B. 1999) 6lgekteki 16 ifade Chen, Y.K. ve T. Hsiech
(2010) A Study of the Relationship Among Experiential Marketing, Experiential Value and Customer Satisfaction
calismasindan uyarlanmistir. Miisteri Memnuniyeti Endeksi: Toplam 10 ifade Fornell, C., M.D. Johnson, E.W. Anderson, J.
Cha ve B.E. Bryant (1996) The American Customer Satisfaction Index: Nature, Purpose and Findings g¢alismasindan
uyarlanmugtir.

Yukaridaki Sekil 1 ile arastirma sorusunu temsil eden temel hipotez olan “Hi: Deneyimsel pazarlama
misteri memnuniyeti endeksini istatistiksel acidan anlamli olarak etkilemektedir” gelistirilmistir.
Sonrasinda ise Hi hipotezine bagli olarak deneyimsel pazarlama modiillerinin miisteri memnuniyeti
endeksi bilesenlerine etkisinin belirlenmesi amaciyla alt hipotezler kurgulanmustir.

v" Hia: Deneyimsel pazarlama modiilleri algilanan degeri istatistiksel agidan anlamli olarak
etkilemektedir.

v" Hip: Deneyimsel pazarlama modiilleri algilanan kaliteyi istatistiksel agidan anlamli olarak
etkilemektedir.

v" Hic: Deneyimsel pazarlama modiilleri miisteri beklentilerini istatistiksel agidan anlaml olarak
etkilemektedir.
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Arastirmada kullanilan anket formu cevaplayiciya hitaben yazilmis bir 6n bilgi yazis1 ile baglamaktadir.
Sonrasinda deneyimsel pazarlamayr 6lgcmeye yonelik 16 ifade ve memnuniyet endeksini 6l¢gmeye
yonelik 10 ifade 5°1i likert (1=Kesinlikle Katilmiyorum, 5=Kesinlikle Katiliyorum) seklinde
sorulmustur. Belirtilen 6lgeklerin hangi caligmalardan uyarlandigi Sekil 1’in altinda kaynak boliimiinde
aciklanmaktadir. Anket formunun son kisminda ise cevaplayicilarin demografik 6zelliklerini 6lgmeye
yonelik sorulara yer verilmistir. Arastirmada veri toplama yontemi olarak anket formu kullaniimisgtir.
Anketler aracihi@i ile yiiz yiize olarak elde edilen arastirma verileri Bayrampasa/istanbul IKEA
magazasini ziyaret eden miisterilerden toplanmistir. Aragtirmada 6rnekleme yontemi olarak tesadiifi
olmayan 6rnekleme yontemlerinden kolayda 6rnekleme yontemi uygulanmistir. Toplamda 400 anket
elde edilmis, eksik ve/veya hatali olan anketler elenmis ve 348 kullanilabilir anket ile analizler
gergeklestirilmistir.

4. BULGULAR
4.1. Demografik Dagilimlar

Aragtirma konusu i¢in gergeklestirilen anket ¢alismasinda, cevaplayicilarin demografik 6zelliklerinin
Olciilebilmesi adina ankette cinsiyet, yas, medeni durum, egitim durumu (en son mezun olunan), meslek
ve gelir seklinde toplam 6 demografik degiskene yer verilmistir. Katilimcilarin demografik 6zelliklerine
iligkin analizler Tablo 1’de 6zetlenmistir. Buna gore katilimcilarin agirlikli olarak % 61,81 kadin,
%52,9’u bekdr ve %54,9’unun 25-34 yas araliginda oldugu tespit edilmistir. Ayni1 zamanda
katilimeilarin %65,2’unun lisans mezunu, %56,3’linlin 6zel sektor galisant oldugu ve %37,1 nin ise
3501-4500 TL gelire sahip oldugu incelenmistir.

Tablo 1. Katilimeilarin Demografik Ozellikleri

Degiskenler Gruplar Frekans % Degiskenler Gruplar Frekans %
Kadin 215 61,8 Evli 164 47,1
Cinsiyet Erkek 133 38,2 Medeni Durum  Bekar 184 52,9
Toplam 348 100 Toplam 348 100

18-24 59 17,0 Calismiyor 34 9,8
25-34 191 54,9 Ogrenci 46 13,2
Yas 35-44 71 20,4 Meslek Ozel Sektor 196 56,3
45-54 18 5,2 Kamu Calisani 56 16,1

55 ve Ustil 9 2,6 Esnaf 16 4,6
Toplam 348 100 Toplam 348 100
Okur-Yazar 8 2,3 0-1500 TL 58 16,7

. Lise 76 21,8 1501-2500 TL 25 7,2
Egitim Durumu ) o 207 65,2 , i} 2501-3500 TL 78 224
(ciz nsa‘;]'; Mezun [ isansiistii 37 10,6 GCelir Araligs 3501-4500 TL 129 37,1

Toplam 348 100 4501-5500 'I:L . 30 8,6

5501 TL ve lizeri 28 8,0

4.2. Dogrulayici Faktor Analizi

Dogrulayict faktor analizi, 6lgme modellerinin gelistirilmesi agisindan yaygin kullanilan bir analiz
yontemi olarak bilinmektedir. Dogrulayic1 faktér analizinde genellikle belirlenmis bir yapimnin
dogrulanmasi1 amaglanmaktadir (Aytag ve Ongen, 2012, 5.16). Buna gore; uygulanan dogrulayici faktor
analizinde ki-kare istatistigi gozlenen degiskenlerin kovaryans yapilari ve model uyum durumunu
gosteren bir test teknigidir (Uygur ve Dogan, 2013, s.38). Deneyimsel pazarlama ve miisteri
memnuniyeti endeksine ait dogrulayici faktor analizi bulgular1 sirasiyla Sekil 2 ve Sekil 3’de
belirtilmistir.
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Sekil 2. Deneyimsel Pazarlama Dogrulayici Faktor Analizi Sonuglari

@

.

D1 _Sense
23
7 Duyusal
-
D4 Sense

D5_Feel 7

59 Duygusal ‘\
Modul ’
D7_Feel )\
Th Dustunsel
D9_Think ,
D10 Thlnk )

D11 Acl
D12_Act = Davranigsal
< Modiil »
D13_, Act
|I|§k|sel
D15_Relate

Kaynak: Yazar tarafindan tiretilmistir. (X2 =212,461/Df= 92 = 2,309 / GFI= 0,928 / CFI= 0,923 / RMSEA= 0,061)
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Deneyimsel pazarlamaya ait dogrulayici faktor analizinin sonuglarini igeren Sekil 2’ye gore;
X2=212,461/Df=92=2.309, GFI=0,928, CFI=0,923, RMSEA=0,061 olarak gozlemlenmistir. Buna
gore; X2/Df diger bir deyisle CMIN/Df degeri 5’ten kiigiik olmast modelin 6rnek hacminin yeterli
olmasini ifade etmektedir. Diger taraftan yaklagik hatalarin ortalama karekokii olan RMSEA degeri
0,8’den kii¢iik olmas1 durumunda modelde kabul edilebilir bir uyum oldugunu gostermektedir (Bayram,
2010, 5.76). Aym sekilde GFI ve CFI degerlerinin 1’e yakin veya 0,90’1n {izerinde olmas1 modelde iyi
bir uyum oldugunun gostergesidir. Ayrica modelin ilk testinde hata terimleri arasinda kovaryans
cizilmemis olup uyum degerleri kabul edilebilir aralikta olmamasindan dolayi, ilgili model igin
modifikasyon indeksi degerlerine bakilmis olup ifadeler arasinda anlamsal olarak yakin olan ve ayn
modiilde bulunan 6gelere ait hata terimleri arasinda kovaryans ¢izilmistir (Bayram, 2010, s.146). Tiim
bu sonuglar gbz oniine alindiginda, deneyimsel pazarlamaya ait dogrulayici faktor analizi sonuglarina
gbre modelin uyumlu oldugu sonucuna varilmistir.

Miisteri memnuniyeti endeksine ait dogrulayici faktor analizi sonuglar Sekil 3’te 6zetlenmistir. Sekil
3’e gore; X2 =157,231/Df=31=5,071, GF1=0,912, CFI=0,916, RMSEA=0,099 olarak gdzlemlenmistir.
Buna gore; X2/Df ve RMSEA uyum degerleri gerekli aralikta olmadigi gézlemlenmis olup serbestlik
derecesinin (Df) kiigiik ve drneklem hacminin ideal biiyiikliikte olmamasindan kaynakli bu degerlerin
uyum aralifinda olmadigi saptanmistir. Harrington (2009)’a gore ideal Orneklem biiyiikliigiiniin
iizerinde olan veri setlerinde genel uyum degerlerinin (CMIN/Df ve RMSEA) sinira yakin olmasi
durumunda (CMIN/Df i¢in yaklagik 5, RMSEA i¢in maksimum 0, 1) karsilastirmali uyum degerlerinden
en az | tanesinin 1’e yakin olmas1 gerekmektedir. Buna gére CFI ve GFI degerleri yiiksek 6rnek kiitle
hacmi eksikligini goz ard1 ederek 0,90’1n iizerinde olmasindan dolay1 (1’e yakin), miisteri memnuniyeti
endeksine ait dogrulayici faktor analizi sonuglarinin uyumlu oldugu varsayilmistir. Ayrica deneyimsel
pazarlamanin dogrulayic1 faktor analizinde incelenen modifikasyon indeksleri misteri memnuniyeti
endeksine ait dogrulayici faktor analizinde de incelenmis olup birbirine anlamca yakin ve indeks degeri
yiiksek olan ifadelere ait hata terimleri arasinda kovaryans ¢izilmistir.
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Sekil 3. Miisteri Memnuniyeti Endeksi Dogrulayici Faktor Analizi Sonuglari

Algilanan
Deger

Algilanan
Kalite

.56

Musteri
Beklentilen S8

Kaynak. Yazar tarafindan tiretilmistir. (X2 = 157,231/Df=31 = 5,071 / GFI= 0,912 / CFI= 0,916 / RMSEA= 0,099)
4.3. Model Testi

Aragtirmanin ana amaci dogrultusunda Hj hipotezinin test edilebilmesi i¢in gergeklestirilen dogrulayici
faktor analizleri sonrasinda deneyimsel pazarlamaya ait modiilleri ile miisteri memnuniyeti endeks
bilesenleri gozlemlenmis degiskenlere doniistiiriilmiistiir. Gozlemlenmis degiskenler ile ikinci diizey
faktor analizi araciligr ile gozlemlenmemis degiskenler olan deneyimsel pazarlama ile miisteri
memnuniyeti endeksi olusturulmustur. ikinci veya daha iist diizey dogrulayici faktdr analizlerinde
gozlemlenmis degiskenlere ait regresyon katsayilarinin anlamli, model uyum degerlerinin belirlenen
referans araliklarinda olmasi gerekmektedir (Byrne ve Stewart, 2006, s.295).

Sekil 4. ikinci Diizey Faktor Analizi ile Deneyimsel Pazarlamanin Miisteri Memnuniyeti Endeksine Etkisi

Duyusal
Modiil
Duygusal Algilanan
Modiil Deger
Dusunsel Deneyimsel M ehrl:_::ﬂﬁlr; ol Algilanan
Modl Pazarlama e Kalite
Davranigsal Musteri
Modiil Beklentileri
iliskisel
Modul

Kaynak: Yazar tarafindan tiretilmistir. (X2 = 55,824/Df= 19 = 2,938 / GFI= 0,960 / CFI= 0,941 / RMSEA= 0,075)
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Deneyimsel pazarlamanin miisteri memnuniyeti endeksine etkisinin incelendigi yapisal esitlik
modellemesinin yol analizi sonuglari incelendiginde; p=0,000 anlamlilik diizeyinde X2 = 55,824/Df=
19 = 2,938, GFI= 0,960, CFI= 0,941, RMSEA= 0,075 olarak gozlemlenmistir. Buna gére; CMIN/Df
degerinin 2,938 ¢ikmast modelde iyi bir uyum oldugunu gostermektedir. GFI ve CFI degerlerinin
strastyla 0,960 ve 0,941 olarak ¢ikmasi ve bu degerlerin 0,90 nin iizerinde olmasi, gdzlenen degiskenler
arasinda yeterince kovaryansin hesaplandigi ve tahmin edilen kovaryans matrisi ile O hipotezli
kovaryans matrisin karsilastirilmasi sonucu modelin uyumlu oldugu goriilmektedir. Yaklagik hatalarin
ortalama karekokii (RMSEA) degeri ise 0,05<0,075<0,080 olarak hesaplanmis olmasindan dolayzi,
modelde kabul edilebilir bir uyum oldugunu gostermektedir (Bayram, 2010, s.76). Yukarida verilen
bilgiler sonrasinda kurulan modelde ana hipotez olan ve deneyimsel pazarlamanin miisteri memnuniyeti
endeksine etki etme durumunu savunan Hi hipotezine ait standartlagtirilmig regresyon katsayisi
incelendiginde ana hipotezin desteklendigi goriilmektedir.

Ikinci diizey faktor analizi bulgular ile arastirma hipotezinin testine ek olarak deneyimsel pazarlama
modillerinin agirliklart ile miisteri memnuniyeti endeksi hesaplanmistir. Buna gore deneyimsel
pazarlama modiillerinde agirliklara gore siralama olusturulmasi durumunda sirastyla diisiinsel, duygusal
duyusal, davramssal ve iliskisel olarak siralandigi goriilmektedir. Ote yandan calismada miisteri
memnuniyeti endeksinin bilesenlerine yonelik agirliklar ile IKEA magazasinin memnuniyet endeksini
hesaplama ve endeksin genel agirliginin hangi bilesende oldugu agiga cikarilmistir. Buna gore
bilesenlerin agirliklart sirasiyla; algilanan deger 0,333, algilanan kalite 0,656 ve miisteri beklentileri
0,715 seklindedir. Miisteri memnuniyeti endeksinde algilanan kalite ve algilanan deger miisterinin satin
alma davranig1 sonrast gerceklesebilmektedir. Miisteri beklentileri ise satin alma davranigindan ve
deneyimden daha oOnce olusabilir. Buna gore (algilanan kalite + algilanan deger)/2=0,495 olarak
miisterinin satin alma deneyimi sonrasi toplam algisin1 olusturabilecegi diisliniilebilir. Bu degerin
misteri beklentilerinin kagta kagini karsiladigi durumu memnuniyet endeksini ortaya ¢ikarmaktadir
(Anderson ve Fornell, 2000, s.874). Miisteri beklentileri*MME=(Algilanan Kalite + Algilanan Deger)
hesaplandiginda 0,692 oldugu sonucuna varilmaktadir. Buna gore; IKEA magazasinin miisteri
memnuniyeti endeksi yaklasik %69 oldugu gézlemlenmistir.

Dogrulayici faktor analizleri ve ikinci diizey faktor analizi sonrasinda ise arastirmanin ana hipotezine
bagli olan diger hipotezlerin test edilebilmesi ac¢isindan ¢esitli yapisal esitlik modelleri ile yol analizleri
gercgeklestirilmis olup elde edilen bulgular Sekil 5, 6 ve 7°de 6zetlenmistir.

Sekil 5. Deneyimsel Pazarlama Modiillerinin Algilanan Degere Etkisi (Yol Analizi)
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Deneyimsel pazarlama modiillerinin miisteri memnuniyeti endeksi bilesenlerinden algilanan degere
etkisi Sekil 5°te verilen yol analizi ile incelenmistir. Buna gére yol analizine ait uyum degerleri CMIN/df
(4,021) <5, GFI (,957) > ,90, CFI (,953) > ,90 ve RMSEA (,079) > ,08 olup belirlenen referans
araliklarinda oldugu ve modelin uyumlu oldugu bulgusuna ulagilmaktadir. Modeldeki eksojenlerin
endojene etki durumlarinin istatistiksel agidan anlamlilik durumu ise Tablo 2 ile 6zetlenmektedir.

Tablo 2. Deneyimsel Pazarlama Modiillerinin Algilanan Degere Etkisi (Regresyon Katsayilari)

Eksojen Endojen Beta p
Duyusal Modiil ,390 il
Duygusal Modiil ,086 ,180
Diistinsel Modiil > Algilanan Deger ,292 Hx
Davranigsal Modiil ,014 ,834
Iliskisel Modiil ,006 ,925

Uyum Degerleri: CMIN/Df 75,916/129=4,021, GFI: 957, CFI: 953, RMSEA:0,079

Deneyimsel pazarlama modiillerinin miisteri memnuniyeti endeksinden algilanan degere etkisinin
incelendigi Tablo 2’ye gore beta degerlerine bagli p degerlerinin 0,05 diizeyinin altinda olarak anlamli
olan 2 deneyimsel modiil oldugu goriilmektedir. Buna gore deneyimsel modiillerden duyusal modiiliin
algilanan degeri yaklasik olarak %39, diisiinsel modiiliin ise yaklagik olarak %29 etkiledigi goriilmiistiir.
Sonug¢ olarak Hia hipotezi i¢in tiim deneyimsel modiillerde anlamli bir etki tespit edilmedigi icin
hipotezin kismi desteklendigi goriilmektedir.

Sekil 6. Deneyimsel Pazarlama Modiillerinin Algilanan Kaliteye Etkisi (Yol Analizi)

24
- DT Sensdhy, <
. ,- . - \
€3 2 Sens_ ol Duyu§al
€2 3_Sensd - Modul
&

®

D5 Feel 54 06

82 Duygusal @ e
56

D6 Feel Modd

b
ay

ii

D7 _Fee

.02 i so m ‘@
-3 | ]
i Kalite
&
D,

=0 a7

DY Thin 3 Dusunsel =
84

TS, 57 Modul
10_Thin
~E M3 _PQ

D11_Act 138

— .42 Pavranissa
Modal

92

® Q@

=]
w

I

D12_Ac

D13 Act

D14 Rela 38
; — 707 iliskisel
e Modil

RO Q@ C

16_Relatq

Kaynak: Yazar tarafindan tretilmistir.

Deneyimsel pazarlama modiillerinin miisteri memnuniyeti endeksi bilesenlerinden algilanan kaliteye
etkisi Sekil 6’da verilen yol analizi ile incelenmistir. Yol analizine ait uyum degerleri CMIN/Df (3,305)
<5, GFI(,946) > ,90, CFI (,958) > ,90 ve RMSEA (,08) = ,08 olup belirlenen referans araliklarinda
oldugu ve modelin uyumlu oldugu bulgusuna ulagilmaktadir. Modeldeki eksojenlerin endojene etki
durumlarinin istatistiksel agidan anlamlilik durumu ise Tablo 3 ile 6zetlenmektedir.

Tablo 3. Deneyimsel Pazarlama Modiillerinin Algilanan Kaliteye Etkisi (Regresyon Katsayilart)

Eksojen Endojen Beta p
Duyusal Modiil ,064 323
Duygusal Modiil -,017 176
Diisiinsel Modiil > Algilanan Kalite ,142 ,009
Davranigsal Modiil ,096 ,157
Mliskisel Modiil ,286 , Fx*

Uyum Degerleri: 105,759/32=3,305, GFI: 946, CFI: 958, RMSEA:0,080
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Deneyimsel pazarlama modiillerinin misteri memnuniyeti endeksinden algilanan kaliteye etkisinin
incelendigi Tablo 3’e gdre regresyon katsayilarinda p<0,05 diizeyde anlamli oldugu 2 deneyimsel modiil
oldugu goriilmektedir. Buna gore deneyimsel modiillerden diistinsel modiil algilanan kaliteyi yaklasik
olarak %14, iliskisel modiiliin ise yaklasik olarak %29 etkiledigi goriilmistiir. Sonug olarak Hi, hipotezi
icin tiim deneyimsel modiillerde anlamli bir etki tespit edilmedigi i¢in hipotezin kismi desteklendigi
goriilmektedir.

Sekil 7. Deneyimsel Pazarlama Modiillerinin Miisteri Beklentilerine Etkisi (Yol Analizi)
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Kaynak: Yazar tarafindan tretilmistir.

Deneyimsel pazarlama modiillerinin misteri memnuniyeti endeksi bilesenlerinden miisteri
beklentilerine etkisi Sekil 7°de verilen yol analizi ile incelenmistir. Buna gore yol analizindeki uyum
degerlerinin CMIN/Df (3,718) <5, GFI (,918)> ,90 ve RMSEA (,079)> ,08 olarak modelin uyumlu
oldugu bulgusuna ulasilmaktadir. Modeldeki eksojenlerin endojene etki durumlarinin istatistiksel agidan
anlamlilik durumu ise Tablo 4 ile 6zetlenmektedir.

Tablo 4. Deneyimsel Pazarlama Modiillerinin Miisteri Beklentilerine Etkisi (Regresyon Katsayilari)

Eksojen Endojen Beta p
Duyusal Modiil ,402 ekl
Duygusal Modiil ,109 ,129
Diisiinsel Modiil > Miisteri Beklentileri ,185 ,005
Davranigsal Modiil ,280 ,003
Mliskisel Modiil ,090 ,206

Uyum Degerleri: 271,447/73=3,718, GFI: 918,CFI: 898, RMSEA:0,079

Deneyimsel pazarlama modiillerinin miisteri memnuniyeti endeksinden miisteri beklentilerine etkisinin
6zetlendigi Tablo 4’e gore regresyon katsayilarinin anlamli oldugu (p<0,05) 3 deneyimsel modiil oldugu
gorililmektedir. Buna gore deneyimsel modiillerden duyusal modiil miisteri beklentilerini yaklasik olarak
%40, disiinsel modiliin yaklasik olarak %19 ve davranigsal modiiliin ise yaklasik olarak %28 etkiledigi
goriilmektedir. Sonug¢ olarak Hic hipotezi i¢in tiim deneyimsel modiillerde anlamli bir etki tespit
edilmedigi i¢in hipotezin kismi desteklendigi gorilmektedir.
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5. SONUC, TARTISMA VE ONERILER

Deneyimsel pazarlamanin ve modiillerinin miisteri memnuniyeti endeksine etkisinin incelendigi
arastirmaya yonelik elde edilen bulgularin anlamlandirilmasi 6ncesinde arastirmaya dair kisitlarin
bilinmesi gerekmektedir. Oncelikle arastirmanin miisteri memnuniyeti endeksine ait ¢iktilar1 ele
almamas arastirma modeli agisindan kisitlik olarak goriilmektedir. Ote yandan arastirma verisinin elde
edilme asamasinda ise IKEA magazalarinda anket gerceklestirilmesinin yasak olmasi sebebi ile
anketlerin magaza ¢ikisinda miisterilere uygulanmis olmasi deneyimsel pazarlama agisindan bir farklilik
olusturabilecegi goriisii ile diger bir kisit olarak goriilmektedir. Son olarak arastirmada anketlere cevap
veren katilimcilarin anket disinda nitel olarak cesitli degerlendirmelerde bulunmus olmasi aslinda
arastirmanin nitel yoniin eksik oldugunu vurgulayacak bir unsur olarak diisiiniilmiis ve arastirmanin
nicel ¢ercevede kisitli oldugu goriilmiistiir.

Deneyimsel pazarlamanin miisteri memnuniyetine etkisinin IKEA magazasi iizerinde arastirildigi bu
calismaya gore; deneyimsel pazarlama faaliyetlerinin uygulaniyor olmasi firmanin miisteri
memnuniyeti lizerine ortalamanin tizerinde bir diizeyde etkisi oldugu sonucuna varilmigtir. Buna gore
pazarlamanin geleneksel boyuttan ayrilmasi ve miisterilerin beklentilerinin karsilanmasi adina artik
firmalarin eskisi gibi iiriin veya fiyat odakli olmak yerine miisteri ve miisterilerinin deneyimlerine
odaklanmalar gerekebilir. Deneyimsel pazarlamanin uygulanmasi sayesinde miisterilerin deneyimleri
yasamadan onceki beklentilerinin biiyiik bir kismi, deneyimsel aktiviteler ile karsilanarak miisterilerde
memnuniyet algis1 ve daha Gtesi sadakat hissi uyandirilabilir. Bdylelikle zorlu rekabet ortaminda
deneyimsel pazarlama, firmalar icin rakiplerinden farklilasmak ve misterilerinin siirekli
memnuniyetlerini saglamak adina faydali olabilir.

Aragtirmada ilk olarak deneyimsel pazarlamanin miisteri memnuniyeti endeksi {izerindeki etkisi
incelendiginde deneyimsel pazarlama faaliyetlerinin miisteri memnuniyeti endeksini arttirdig:
goriilmektedir. Arastirmada ayn1i zamanda ana hipotez olan “deneyimsel pazarlamanin miisteri
memnuniyeti endeksi iizerine etkisinin” pozitif yonlii ve anlamli bir sonuca sahip olmasi deneyimsel
pazarlama alaninda yapilan (Gentile, C. ve G. Noci (2007), Yuan, Y., ve C. Wu (2008), Zena, P. ve A.
Hadisumarto (2012), Alkilani, K., K., Ling ve A. Abzakh (2013), Uygur, S. ve S. Dogan (2013), Oztiirk,
R. (2015), Basar, B. ve A. Hassan (2015)) calismalar ile benzer sonuglar gostermektedir.

Deneyimsel pazarlama modiillerinin miisteri memnuniyeti endeks bilesenlerine etkilerine yonelik yol
analizleri sirayla incelendiginde miisteri memnuniyeti endeks bilesenlerinden algilanan deger iizerinde
en yiiksek etkiyi olusturan modiiliin duyusal modiil oldugu goriilmektedir. Buna gore tiiketicilerin bes
duyulari iizerinden deneyimler yasamalarinin memnuniyet agisindan magazaya duyulan degeri arttirdigi
sonucuna ulasilmaktadir. Memnuniyet endeksi bilesenlerinden algilanan kaliteye yonelik deneyimsel
modiillerde en giiclii etkiyi ise diisiinsel modiiliin olusturdugu gériilmektedir. Uriin, hizmet ve personele
yonelik olan “algilanan kalite” unsurunda IKEA magazasinin diisiinsel modiilde sunmus oldugu
“Uriinlerin teshir edilme sekilleri, iiriinlerin anlik test edilebilmesi, montaj siirecinin ¢ogunlukla
tiikketiciye birakilmas1” yontemlerinin etkili oldugu diisiiniilmektedir. Deneyimsel modiillerin miisteri
memnuniyeti endeksindeki son bilesen olan miisteri beklentilerine etkileri incelendiginde ise Onceki
bilesenlere en giiclii etkiyi olusturan duyusal ve diislinsel modiiliin agirlikli etkiledigi goriilmektedir.
Sonug olarak miisteri memnuniyeti endeksine modiillerin etkilerine genel olarak bakildiginda IKEA
magazasi i¢in 6nem kazanan modiillerin misterilerin duyusal ve diisiinsel algilar1 tarafindan olusan
modiiller oldugu gortilmektedir.

Deneyimsel pazarlama giiniimiizde 5 ayr1 modiilii bir arada tutmaktadir. Ancak pazarlama, hizla gelisen
yasam kosullarina ayak uydurmasindan dolayi, igerik ve uygulama olarak siirekli gelismektedir. Bu
aragtirmanin baginda da deginildigi gibi deneyimsel pazarlama modiillerinin ayr1 birer ¢alisma konusu
olarak goriilmesinden hareketle bu arastirmada deneyimlere yonelik olan pazarlama aktivitelerinin
agirlikl olarak hangi modiile yiiklendigi incelenmistir. Calismada deneyimsel pazarlamanin modiiller
icinde en yiiksek etkiye sahip olan modiiliin diisiinsel modiil oldugu goriilmektedir. Diisiinsel modiilii
agirlik olarak, duygusal ve duyusal modiiller takip etmektedir. Bu durumda; ii¢iincii en biiyiik agirlig
olusturan duyusal modiil ayr1 bir sekilde incelendiginde, literatiire 2005 yilinda “Brand Sense” ve 2009
yilinda “Sensory Marketing” unsurlari ile literatiire girdigini gormekteyiz. ikinci sirada olan duygusal
modil 2010 yilinda “Emotional Marketing Concept” unsuru olarak karsimiza ¢ikmaktadir. Kisacasi
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duyusal modiil incelendiginde, modiiliin deneyimsel pazarlamadan ayrilmasi durumu literatiirde yer
almaktadir. En yiiksek agirlig1 olusturan diisiinsel modiil incelendiginde ise bu modiilde heniiz ayr1 bir
pazarlama konusu ortaya ¢ikmadigi goriilmiistiir. Ancak yakin dénemde satin alma ve karar verme
giidiileri gibi ¢esitli alanlarda diisiinsel aktivitelere yonelik ¢aligmalar gerceklestigi goriilmiistiir. Bu
sebeple ileride yapilacak olan arastirmalar ile diistinsel modiil gelistirilerek pazarlama i¢in yeni bir konu
oOne siiriilebilir.

Son olarak; IKEA magazasina yonelik memnuniyet endeksinin olusturulmasi, deneyimsel modiillerden
hangilerinde daha giiclii olduklari, deneyimsel pazarlama faaliyetlerinin toplaminin memnuniyet endeks
bilesenlerini nasil hareket ettirdigi bulgular1 arastirmanin sektdre olan katkilar1 arasinda goriilmektedir.
Aragtirmada gergeklesen ikinci diizey faktor analizi sayesinde deneyimsel pazarlama bilesenlerinin
agirliklarina gore siralanmasi ise arastirmanin literatiire katkis1 olarak goriilmektedir. Arastirmada
kisitlik olarak da belirtilen memnuniyet endeksinin ¢ikti bilesenleri “sikdyet ve sadakat” ile yol
analizinin gelistirilerek test edilmesi arastirmacilara Oneri olarak sunulmaktadir. Arastirmada ayni
zamanda IKEA magazalari i¢in memnuniyet endeksi agisindan daha az etkili olan deneyimsel boyutlarin
gelistirilmesi onerilmektedir.

YAZARLARIN BEYANI
Katki Orani1 Beyani: Yazarlar calismaya esit oranda katki saglamistir.
Destek ve Tesekkiir Beyani: Calismada herhangi bir kurum ya da kurulustan destek alinmamastir.

Catisma Beyani: Calismada herhangi bir potansiyel ¢ikar catismasi s6z konusu degildir.
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The Impact of COVID-19 on Consumer Behavior: An Application on Shopping in the Clothing
Sector in Istanbul*
Chaimae TAMKIDDA! Evrim ildem DEVELI?

ABSTRACT

The purpose of this study is to investigate changes in consumer behavior and purchasing patterns during the
COVID-19 crisis. This research is about the impact of COVID-19 on consumer shopping behavior regarding the
population who was staying in Istanbul between the 1st of December 2020 and the 1st of June 2021. Nowadays,
our consumption’s frequencies have been changing. As we become more encouraged to purchase more online than
what we used to be before COVID-19 with such an impulsive behavior. Concerning clothes, people purchasing
in-doors clothes more than out-doors clothes because of lockdown regulations, which state the necessity of staying
home. In this context, a review of the literature on COVID-19 and consumer behavior is conducted. The study's
goal is to analyze how COVID-19 changed consumer-purchasing behavior. The quantitative research techniques
are employed. The primary data was gathered from Istanbul residents. A structured questionnaire was suitable for
this research. The sample size was 150, and the sample consisted of consumers who stayed in Istanbul between
December 1, 2020 and June 1, 2021. According to the findings of the study, the independent variable has a
significant influence on the purchasing and pondering patterns of customers.

Keywords: COVID-19, Consumer-Shopping Behavior, Online Shopping, Clothes, Impulsive Behavior
JEL Classification Codes: E21, E71, M30

COVID-19'un Tiiketici Davramslarina Etkisi: Istanbul Giyim Sektoriinde Alisveris Uzerine Bir
Uygulama

0z

Giyim sektorii diinya ekonomisine dnemli bir katki saglamaktadir. Bununla birlikte, koronaviriis pandemisi,
sektoriin planlanan deger biiylimesinde onemli bir yavaslamaya neden oldu ve tekstil endiistrisinde faaliyet
gbsteren isletmeler icin dnemli bir zorluk olusturdu. Bu ¢alismanin amaci, COVID-19 krizi sirasinda tiiketici
davraniglarinda ve satin alma kaliplarinda meydana gelen degisiklikleri arastirmaktir. COVID-19 déneminde
giyecek konusunda, evde kalmanin gerekli oldugunu belirten sokaga ¢ikma yasagi diizenlemeleri nedeniyle
insanlar acik hava kiyafetlerine gére daha fazla ev ici kiyafet satin almisladir. Calisma kapsamimda COVID-19 ve
tiiketici davranislar ile ilgili literatiir taramas1 yapilmistir. Calismanin amaci, COVID-19'un tiiketici satin alma
davranisini nasil etkiledigini kesfetmektir. Caligmada nicel arastirma teknikleri kullanilmigtir. Arastirmacinin
birincil verileri Istanbul’da yasayan tiiketicilerden almmustir. Bu arastirma icin yapilandirilmis bir anket
kullamilmistir. Orneklem biiyiikliigii 150 olup, érneklem 1 Aralik 2020 ile 1 Haziran 2021 tarihleri arasinda
Istanbul'da yasayan tiiketicilerden olusturulmustur. Bu ¢calismada bagimsiz degisken COVID-19, bagimli degisken
ise tiiketici-aligveris davranigidir. Arastirmanin bulgularina gore, bagimsiz degisken, miisterilerin satin alma ve
diisiinme kaliplari tizerinde anlamli bir etkiye sahiptir.

Anahtar Kelimeler: COVID-19, Tiiketici Aligveris Davranisi, Online Alisveris, Giyim, Diirtiisel Davranis
JEL Siiflandirma Kodlari: E21, E71, M30
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1. INTRODUCTION

COVID-19 epidemic had tremendous impact on everyone's life in terms of socializing, healthcare, and,
in certain circumstances, the way people worked and even the way they shopped. With around 20 million
confirmed cases and a death toll of over 700,000 as of August 9™, 2020 (WHO, 2021), the pandemic is
currently endangering lives on a daily basis all across the world. Such stark numbers compelled
governments and people to explore and implement actions that are not part of "normal” living. Many
governments responded to the remaining danger by instituting quarantines, obligatory facemask zones,
curfews, suspending and/or digitizing schools/universities, postponing sporting events, and other
measures. Many individuals are avoiding busy locations, staying at home unless absolutely necessary,
and wearing facemasks in public and at work. Given that the epidemic affects everyone's social,
professional, and daily life, it is reasonable to predict a shift in consumer behavior. Under the current
circumstances, it is only natural for many customers to be hesitant to leave their homes to go shopping.
As a result, restrictions, curfews, and other variables that limit consumer mobilization should have a
noticeable influence on daily visits to e-commerce sites.

The retail business plays a crucial role in defining and developing the gross domestic product of various
countries (GDP). Retail is seen as an important source of employment as an industry (Syaglova &
Salamovska, 2019). Customers' needs and desires are met by the retail business (Juaneda-Ayensa et al.,
2016). Since the 1930s, marketers have sought to analyze customer purchase behavior in order to
forecast customers' behaviors and future purchases (Waguespack & Hyman, 1993; Srivastava &
Barmola, 2010).

Yet, the retail industry has expanded dramatically in recent decades. Customers reacted differently as a
result of the many channels that were built. In the twenty-first century, new alternatives to brick-and-
mortar stores for purchasing and shopping were developed and made available to customers (Reinartz
& ImschloB, 2017). Due to fast technical progress, a noteworthy cultural shift was observed; as a result,
the retailing sector underwent increased expansion, which provided new retailing channels, quick
growth as e-commerce, and digital marketing (Rita et al., 2019). Because of the shift in consumer
behavior, the digital revolution pushed customers to migrate away from brick-and-mortar retailers,
causing many stores to progressively close and shift to e-commerce (Verhoef et al., 2015).

Consumer buying behavior is a psychological aspect that pertains to the customers' personalities and
purchasing habits (Srivastava & Barmola, 2010). Customers' purchasing habits and methods of selecting
items and shops are influenced by their own purchasing habits (Priest et al.,2013). As the number of
services and possibilities supplied by online channels rose, so did the number of new and current
customers draw to newly created online retail solutions and alternatives (Rita et al.,2019). In the internet
shopping business, there is constant development and transformation. The most recent was caused by
the COVID-19 worldwide outbreak, which struck without warning (Zhao & Bacao, 2021).

COVID-19 epidemic had a significant impact on the retailing business because it fostered the rise of a
new customer behavior pattern. (Laato et al., 2020). The unexpected shift of consumers to online
channels because of need was seen. New preventative techniques and regulations were developed in
response to the observed rise in social awareness linked with anxiety and stress (Hassan & Soliman,
2021). The pandemic was a catalyst for shifting customer behavior toward a new style of purchasing
that had previously been uncommon (Laato et al., 2020). The current consumer purchasing experience,
on the other hand, influences future customer behavior toward certain alterations and adjustments (Rita
et al., 2019). Consumer new ways of behaving and acting during a crisis impact their conventional
purchasing behavior, which is passed down to future generations (Duquenne & Vlontzos., 2013).

The research’s goal is to obtain a great understanding of the changes in consumer purchasing behavior
brought about by COVID-19 in the retailing industry. The scope of this study is confined to customer
purchasing behavior for in-doors or out-doors clothing in terms of choosing between online and offline
retailers. An online survey is used to gather responses of customers. Based on current ideas of consumer
purchasing behavior. Furthermore, the focus of this research is confined to clothing. This is an
experimental and productive paper. The focus of this research is to go over the changes in customer
purchasing behavior during COVID-19 pandemic in greater detail. On the one hand, this paper is
expected to deliver a set of new behavioral patterns that will broaden theoretical knowledge about
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current customer purchasing behavior. The findings of this paper, on the other hand, are expected to
serve organizations in the fashion retailing sector in order to deeply understand the change in customer
buying behavior during COVID-19, which will assist retailing organizations in exploiting current and
future opportunities as a result of the change in customer behavior.

2. LITERATURE REVIEW

For a long time, the COVID-19 pandemic put people under a lot of pressure. As a result, researchers
have grown increasingly interested in assessing social and community turmoil in order to give
psychiatric assistance to the general people. This increased attention could help with the current crises
and also any possible diseases and pandemics. People' reactions to the safety measures put in place to
combat the epidemic varied according on their socioeconomic class. Because they are more prone to
stress, certain people are more likely to experience anxious, depressed, or post-traumatic symptoms
(Saladino et al., 2020).

2.1. COVID-19: Implications for Business

It is had been a year that nearly every company in the globe has been touched by COVID-19.
Nonetheless, performance has varied widely between nations and businesses (The.World.Bank, 2021).
COVID-19 crisis has forced businesses all around the world to, temporarily close their doors in order to
prevent or limit the disease's spread. Many companies, on the other hand, may be able to continue
operating at a lesser volume by having their personnel work remotely while maintaining social distance
or self-isolation (McKinsey, 2021).

2.2. Fashion Industry

COVID-19 and sustainable fashion are events that change our planet and people's value perspectives.
When shoppers grow more conscious of environmental goals and place more conscientious orders,
fashion firms and merchants must ensure that, their production and activities are environmentally aware.
As quick fashion has entered the market, clothing manufacturing has nearly doubled since 2000, and the
fashion sector is blamed for 10% of global greenhouse gas emissions (McFall, 2020).

2.3. Consumer Behavior

To understand better customer behavior, consumer behavior analysis blends behavioral psychology,
behavioral economics, and marketing science (Foxall, 2016). According to Kotler and Keller (2011),
consumer’s purchasing behavior is the study of how people, communities, and organizations buy and
sell products, services, ideas, and experiences to meet their needs and wants. In the 1950s and 1960s,
consumer behavior was a relatively new subject of research. Marketing theories borrowed substantially
from concepts generated in other scientific fields since it lacked a history or field of study of its own.
This new marketing sector includes disciplines such as psychology (the analysis of people), social
science (the examination of communities), social psychology (the studies of how individuals operate in
groups), anthropology (the study of culture's influence on individuals), and economics. Many early
consumer behavior theories were founded on economic theory, which held that people act rationally in
order to maximize their satisfaction while purchasing products or services. Consumers are more inclined
to buy impulsively and are affected not just by family and friends, advertisements, and role models, but
also by mood, circumstances, and emotion, according to later studies. All of the components come
together to meet the entire requirements model of consumer behavior that takes into account both the
cognitive and emotional aspects of consumer decision making (Schieffman & Lazar, 2004).

2.4. Factors Affecting Consumer Buying Behavior

Consumer behavior is a complicated system that marketers and advertising are attempting to understand
in order to answer fundamental issues such as what customers buy, how, when, why, and how much
they spend, among other things. The better marketers understand customer behavior, the more likely a
brand will be selected. Although the answers to these questions are tough to come by since they are
frequently hidden in the consumer's thoughts. Numerous elements have an impact on the customer.
Cultural, social, personal, and psychological aspects are among the uncontrolled elements (Kotler &
Armstrong, 2012).
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2.4.1. Personal Factors

Personal factors are the first to influence customer-purchasing behavior. Personal factors that influence
consumer-purchasing behavior include age and life cycle phases, employment, personality, lifestyle,
and values. (Kotler & Keller, 2016) These are the results of a mix of direct and indirect personal
variables. Some of these have direct effects on consumer purchasing behavior, while others have indirect
effects on consumer purchasing behavior. Businesses should prioritize the human aspect. which is
typically relevant in both every day and specific items (Kotler et al., 2017).

o Age

Age is a unit of time that measures how long an object or creature has been alive. Age and marital status,
according to Paulins and Geistfeld (2003), influence store selection and purchasing time. New born baby
child, kid, young, teenagers, maturing adults, senior citizens, and so on. Our wants, interests, and desires
all change as we get older (Kumar, 2019). A buyer's lifestyle influences his behavior and purchasing
decisions. A customer with a sound and balanced way of life, for example, will want to consume natural
things and go to precise shops, will run often, and will thus purchase shoes, outfits, and so on (Rani,
2014)

e Personality

Personality influences how we see our environment and ourselves as well as how others perceive us.
Self-concept is a multidimensional and multifaceted phrase, as illustrated by Kardes et al. (2011). "Self-
concept is sometimes defined as the sum of an individual's ideas and feelings about himself/herself as
an object.” He implies that the image people have of themselves is shaped by their ideas and convictions.
Numerous businesses have developed a persona and image that contrast with the traits and features of
their customers. It enables customers to communicate with one another through brand selections.

e Occupation

An individual's occupation has a significant impact on his purchasing behavior. A marketing
administrator of an organization, for example, will strive to purchase business suits, whereas a low-level
expert in the same organization will purchase difficult work clothing. A buyer's employment and
purchasing power influence purchase decisions and behavior. The salary level determines what buyers
can afford and their attitude toward money. Individuals with similar vocations have similar tastes in
music, clothing, and relaxation activities. They typically socialize with one another and have similar
characteristics and beliefs. Salary level influences what a buyer can afford and their attitude toward
money (Solomon, 2004).

e Lifestyle

Consumer lifestyle describes how a person is living and spends money. It is built on past experiences,
current circumstances, and intrinsic characteristics. Customers' goods purchases are associated with
their way of life. A person's life style is made up of numerous lifestyle metrics (Khan, 2006). These
dimensions are activities, which explain how consumers spend their time, such as work, hobbies, or
vacations, preferences and priorities of consumers, such as family, home, or food, and views of
consumers' sentiments about various circumstances, such as politics or products (Plummer, 1974).

2.4.2. Psychological Factor

Psychological variables can impact consumer purchasing behavior. Other term for it is an internal factor.
Ramya and Ali (2016). People are typically influenced by the purchases of other product or service
buyers. A consumer could be a friend, close relative, or colleague. (Rani, 2014) Consumers may be
passionate about a new product that has been introduced to the market as a result of the environment.
Psychology and the environment are inextricably intertwined. Certain firms are concerned about this.
The four psychological factors are: Ambition, perspective, education, and memorization. (Kotler &
Keller, 2016).
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3. METHODOLOGY

The following chapter will explain how the research is designed and carried out while upholding the
methods and hypothesis.

3.1. Aim of the Study

The objective of this paper is to discover, expose and analyze the coronavirus impact on consumer
behavior, and more precisely regarding the clothing purchase pattern. The resident of Istanbul city
concerned the research. This chapter explains the approach and method of analysis utilized in the
research proposal and evaluation. The chapter establishes a framework within which the study will be
done in a certain time. The method is founded on empirical studies, research variables, hypotheses model
analysis for research, data collecting equipment and procedures, scales, sample methodologies, and data
analysis methods.

3.2. Research Questions
1. How is the attitude of consumers towards purchasing clothes during the COVID-19 pandemic?

2. How can we describe the impact of COVID-19 on customer purchasing behavior of clothes in istanbul
city?

3.3. Sampling of Research

The data for this research was gathered using Google Forms, an online application tool. A prepared
questionnaire was distributed to 150 respondents through email and social media platforms. Between
the 11th of January and the 1st of February 2022, participants were asked to complete the questionnaire.
It’s used the snowball approach by asking responders to share the survey with their own network of
contacts on social media. By doing so, it’s obtained a considerably larger number of responders in a
short time. For this study the approval of ethical committee no E-65836846-044-235468 dated
07.01.2022 was taken from the Istanbul Commerce University Ethical Committee

3.4. Research Model

By developing the proposed research model, the current study seeks to well understand the consumer
purchasing behavior during the exceptional periods of COVID-19, by merging the information gathered
after the examined literature and the preceding debate. An online survey is employed in this study to
obtain information by sharing it through social media networks. As a result, social media, which serves
as a hub for networking and information exchange, allowed us to engage with a diverse group of people.
The information was gathered from 150 respondents who are customers ranging in age between 18 and
55 years old. The experience of the respondents gathered during the lockdown is more relevant and
provides us an opportunity to push fresh thinking since the virus has changed consumption and
purchasing patterns.

A research design is a comprehensive strategy that defines the tools and approaches that will be utilized
to collect and analyze data for a study. The most common research designs are exploratory, explanatory,
descriptive, and analytical. Exploratory research is the first stage in developing a study plan. Its objective
is to discover a problem and create ideas and suggestions for further research (Bryman & Bell, 2015).

The study employed descriptive research using a descriptive design to allow for the narration of a variety
of actions and their occurrences. It allows for the explanation of events that occur in the population
without causing excessive impact on the individuals. In this example, the descriptive design is utilized
to characterize COVID-19 as a factor influencing consumer behavior regarding clothes shopping.
Descriptive research is focused with the examination of descriptive analysis for the researched elements,
such as frequency, percentages, means, and standard deviations. These are used to estimate the strength
of a factor that influences a customer's purchase behavior. Furthermore, using surveys was the most
efficient approach to collect a large number of responses needed for this research.

3.5. Hypotheses

These hypotheses were determined to analyze the impact of COVID-19 on customer purchasing
behavior specifically towards clothes regarding istanbul population.
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= Hi: COVID-19 has significant effect on, consumers turning from in-store to online customers.

= H,: COVID-19 has significant effect on, customers purchasing less out-doors clothes and more
in-doors clothes.

= Hs;: COVID-19 has significant effect on, customers to become impulsive shoppers.

3.6. Conceptual Model

The Figure 1 expose the propped research model according to thesis subject and purpose. It explains the
sequence of the impact of the independent variable (COVID-19) on the dependent variable (consumer
purchasing pattern), which leads to the appearance of new consumer’s behaviors.

Figure 1: Proposed Research Model

Purchasing in-doors
clothes and less out-
doors clothes

COVID-19 Consumer  purchasing g%rr?l my;'g?; stores
(Independent) > | pattern (Dependent) —>

\ Impulsive shopping

Source: Created by author
3.7. Data Collection Method

A survey is used to collect data for this study. A systematic approach to survey development was
examined. Three primary needs, respectively, challenges, opportunities, and decisions, were taken into
account when creating a standard survey. There were 17 questions that were carefully crafted to ensure
that respondents understood the questions and responded clearly. This contributes in the collection of
credible, transparent, and appropriate replies from respondents. The questionnaire was reviewed
between the 03™ and 08" of December 2021, during this phase, the sections were restructured and
numerous questions were rewritten to introduce responders to new response options. Information was
collected among the 11™ January and the 1% of February. Participants were asked to fill out an
anonymous English-language questionnaire that was delivered to them via social media posts. The
participants were informed about the study's scope and aims in the first segment, who volunteered to
take part in the study. There are three components to the questionnaire. This section illustrates the
distribution method via which respondents acquire apparel. The first portion depicted the retail
consumption pattern. The second section represents the distribution route through which respondents
purchased clothing. Further research on whether subjective standards influence customer behavior
would be valuable. Because the responses will offer a better understanding of the motives behind the
consumer's choice of purchase method and the manner in which customers like to shop. Furthermore, it
will be shown if the existence of e-commerce would divert a portion of sales volumes away from direct
stores, and whether internet tendencies and software are developed enough to exclusively turn shopping
to an ultimate connected technology.

The part two will look into how important COVID-19 was and still is in terms of customer purchasing
behavior. This section attempts to build a knowledge of the psychological triggers that contribute to
impulse clothing and shoe purchases, as well as the sentiments and emotional states that emerge when
consumers finish their purchases before and after the lockdown period. In addition to the preceding, this
section asked participants about their attitudes and behaviors regarding sustainable clothing. The
answers will provide information about the person's personality, sensitivity, emotional expenditures,
and motives for purchasing clothes.
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The purpose was to be completely informed of the survey's participants' profiles due to the pandemic
nature. The demographics component was necessary considered. In the last section, demographic
guestions were constructed to disclose the respondent's social, economic, and educational background.
Understanding clothing purchasing behavior is essential not just for assessing if and how to change
purchasing behaviors under increasing challenges like COVID-19, but also for offering beneficial
suggestions for some company management activities. To encourage respondents to participate, the
online survey was intended to be simple and quick to complete and involve them in providing honest
and accurate responses, several sorts of questions were employed throughout.

The occurrence of two pre-defined statements on customer motives while purchasing in physical or
online stores was examined using a 5-points Likert scale extending from 1 (Strongly Disagree) to 5
(Strongly Agree). The survey includes open-ended questions to get data from respondents who wish to
express themselves on the issue without being confined to a few questions. There are three separate
scales on this survey. The first scale is nominal, which is used to categorize data like gender; the second
is the ratio scale, which is used to rank data like age between (25-30). Finally, interval scales, such as
Likert type scales, are used as a third form of data scale. There is a total of twelve (12) questions prepared
to expose the respondents' history, psychographic profile, and purchase intention. The data was gathered
via the Google form platform, and will be analyzed through IBM SPSS statistics version 24.

3.7.1. Questionnaire Structure

The Table 1 below shows the references used to adapt the necessary scales, as well as and the number
of questions to measure the research’s variables.

Table 1: Questionnaire Structure

Number  Variables Number of questions  References
(Hashmi, Attig, & Rasheed, 2019)

! Online shopping 1-8(8) (Abou Jeb & Choura, 2021)

2 Shopping in COVID-19 9&13 (2) (Abou Jeb & Choura, 2021)

3 Out-doors/ in-doors clothes  10-11 (2) EXZZT?]ie;bAgig,hfu?ae}S;gg% 2019)

4 Impulsive behavior 12 (1) (Hashmi, Attig, & Rasheed, 2019)
4. RESULTS

In this part, the data collected from the survey presented and interpreted into several sections according
to the categorization of the survey.

4.1. Reliability Analysis (N=30)

In this research, a Cronbach alpha test is applied to exam the reliability of the instrument. The Cronbach
values is 0.793 (Table 2) which means that the questions are reliable. After the reliability test, the
questionary forms are sent to 200 people. And 150 of them answered the survey.

Table 2: Reliability Statistics

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items
793 .805 11

First Section: Shopping Consumption Pattern Questions:

The Table 3 shows the first question in the conducted survey. It is considered as a warm up question
that help the respondents feel relaxed while answering the questionnaire. Out of 150 respondents, 96
respondents that present 64 percent, admit that they do love shopping. While 50 respondents that
represent 33.3 * choose to be Neutral. Only four people that represent 2.7 % said “No .
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Table 1: Do You Love Shopping?

Frequency Percent Valid Percent Cumulative Percent
No 4 2.7 2.7 2.7
valid Neutral 50 333 333 36.0
Yes 96 64.0 64.0 100.0
Total 150 100.0 100.0
Table 4: Usually What Motivates You for Shopping?
Frequency Percent Valid Percent  Cumulative Percent
When | have a need 103 68.7 68.7 68.7
Entertainment 15 10.0 10.0 78.7
Valid Promotions 24 16.0 16.0 94.7
Brand loyalty 8 5.3 5.3 100.0
Total 150 100.0 100.0

The second question represents some main factors that are considered as a source of motivation to do
shopping. The respondents can choose more than one option as they can add more factors expressed by
them. As shown in the Table 4, the most chosen factor was “when I have a need” with a 68.7%.
Promotions factor came in the second place with a 16%. Following by the third factor, which is
entertainment that came with a percentage of 10%. The last given factor; brand loyalty represents 5.3%.

Figure 2: Which One of These Alternatives You Prefer?

@ Furchasing from physical stores

@ Purchasing from digital stores
Neutral

@ Both

The participants respond to which alternatives they do prefer to do shopping like the following: As
presented in Figure 2, 72 (47.7%) choose to purchase from physical stores, in the other hand out of 150
participants only 9- (6%) choose to purchase from online stores. While 49 (32.5%) choose the both
alternative, physical and online stores. 21 (13.9%) participants choose to be neutral, which means they
have no typical preferences in terms of how and where they purchase clothes.

Table 5: How Often Do You Do Shopping?

Frequency Percent Valid Percent Cumulative Percent
Daily 5 3.3 3.3 3.3
Once a week 35 23.3 23.3 26.7
Valid Once a month 74 49.3 49.3 76.0
Once a year 19 12.7 12.7 88.7
Rarely 17 11.3 11.3 100.0
Total 150 100.0 100.0

In Table 5 it is shown that the mainstream of participants 74 (49.3%) they do purchase clothes once a
month, followed by 35 respondents (23.3%) they purchase once a week, 17 (11.3%) participants
purchase rarely. In the other hand, there is a chunk of respondents who purchase once a year, that
represent a percentage of 12.7% (19 participants). An interesting response was marked regarding this
question that based on studying the frequency of shopping, which is 5 participants (3.3%) they purchase
daily. We can say that they may purchase one item per day to fulfill the purchasing desire. This case,
remind us that the customer’s behavior is not predictable because it always changes.
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Table 2: How Much Time Do You Do Usually Spend During Shopping?

Frequency Percent Valid Percent Cumulative Percent
15-30 minutes 7 4.7 4.7 4.7
30-1 hour 47 313 313 36.0
Valid 1 hour-2 hours 55 36.7 36.7 72.7
More than 2 hours 41 27.3 27.3 100.0
Total 150 100.0 100.0

The Table 6 demonstrates how much time participants spend while purchasing clothes. Four ranges
were given, the most chose range was from 1 hour to 2 hours with a percentage of 36.7% (55). In the
second place, comes the range of 30 minutes to 1-hour chose by 47 participants (31.3%). More than 2
hours chose by 41 participants (27.3%) and the short period range 15 to 30 minutes was chose by 7
participants (4.7%).

Figure 2: How Would You Rate These Motives When It Comes to Shopping in Physical Stores?

I Strongly disagree [l Disagrae Meutral [ Agree M Strongly agres

40

20

| do enjoy going out with | go shopping alone justfor | go shopping whenever | feel | go shopping in stores in
friends to shopping centars entertainment down, it helps me feal order to get help from sales
relieved assistance

As seen in Figure 3, in order to measure the motives behind the shopping in stores, some specifics
characteristics were selected and the sampling group was asked to degree each one of them from strongly
disagree to strongly agree according to their point of view.

“I do enjoy going out with friends to shopping centers”: (50 participants) agreed with this statement
and 32 of them strongly agreed, while 25 participants disagree with it and 11 respondents strongly
disagree with it. In the other hand 32 respondents choose to stay neutral.

“I go shopping alone just for entertainment”: the majorities (48 participants) agree with the following
statement and 45 of the sampling group choose to play neutral, while 24 respondents disagree with the
presented characteristic and 19 participants strongly disagree with it.

“I go shopping whenever I feel down, it helps me feel relieved”: (45 participants) agree with it and 17
respondents strongly agreed. While 28 disagree and 16 participants strongly disagree. Almost the
majority were neutral 44 participants.

“I go shopping in stores in order to get help from sales assistance”: concerning this statement, three
main different items were selected with a high rating. Agree (41 participants), disagree (39 participants),
neutral (36 participants).
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Figure 3: How Would You Rate These Motives When It Comes to Shopping in Online Stores?

I Strongly disagree [ Disagree Meutral [ Agree @ Strongly agree

60
40

20

n

| do online shopping because it is easy The availability of wide variety of Doesn't requires time and effort
to search and reach products with products
specific preferences

In Figure 4, respondents were asked to rate the giving motives regarding shopping online behavior.
I do online shopping because:
“It is easy to search and reach products with specific preferences”:

The majorities (59 participants) agreed with the statement and (33 respondents) strongly disagree. A
small number of participants disagreed (13) and strongly disagree (11) with this factor. While 34 of the
sampling, choose to play neutral regarding this statement.

“The availability of wide variety of products”: Out of 150 respondents 53 agree on the second motive
and 38 of the sampling strongly agree. Fewer respondents disagreed. Only 17 disagreed and eight
participants strongly disagreed. For the neutral sample, consist of 34 respondents.

“Doesn’t require time and effort”: the same case is repeating with this motive. A fewer participants
disagree (12) and strongly disagree (8). Instead, an important number of participants (63) agree and (30
respondents) of sampling group strongly agree with the statement.

Second Section: The Impact of COVID-19 on the Consumer Buying Behavior:

Figure 4: During COVID-19 Pandemic, Do You Think the Crisis Have Cheered You to Increase Your
Online Shopping?

@ No, | have been always purchasing at
physical stores even before covid-19
pandemic and still doing until now.

@ Nothing changed, | have been always
purchasing at online stores even before
covid-19 pandemic and still doing until
now
Yes, because of covid-19 | became
more concerned purchasing online

In the Figure 5, the respondents were asked if their behavior changed regarding online shopping. In
other words, have COVID-19 pandemic cheered them to increase their online shopping or not. As seen
in figure 9, the majority 53.3% (80 participants) answered, “Yes, because of COVID-19 | became more
concerned purchasing online. While 45 of respondents (30%), choose to refuse the statement, because
they have been always purchasing at physical stores even before the COVID-19 pandemic and still doing
it until now. A chunk of people that represent 16.7% (25 participants), have been always purchasing
from online stores even before the pandemic and still doing it until now, which means their shopping
pattern didn’t change.
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Figure 5: Which of the Following Statements Describes You the Most?

@ Before covid-19 pandemic mainly | used
to buy more the outdoors clothes and
less the indoors clothes.

@ Nothing changed.

@ Before covid-19 pandemic | used to buy
less outdoors clothes and more indoors
clothes.

This phase comes to check on clothes purchasing behavior. As Figure 6 shows the respondents were
asked about out-doors/ In-doors clothes regarding before the pandemic period. Out of 150 participants
69 (45.1%) before COVID-19 used to buy, more outdoors and less indoors clothes. In contrast, the
majority 72 participants (47.1%) answered, “Nothing changed”. This means whatever the
circumstances were, when it comes to clothes, they likely purchase both categories with a normal
frequency and quantity as well.

Figure 6: Which of the Following Statements Describes You the Most?

@ During covid-19 pandemic | used to buy
more the outdoors clothes and less the
indoars clothes.

@ Nothing changed

@ During covid-19 pandemic | used to buy
less outdoors clothes and more indoors
clothes.

The sampling group was asked if they used to buy more outdoors and less indoors clothes during the
pandemic. As seen in Figure 7, the majority 78 (52%) answered with “Nothing changed”. It can be
said, the pandemic did not change their clothes-purchasing pattern. Nevertheless, still the question
gathers an important number of participants 53 (35.3%), who admit that, during COVID-19 pandemic
they used to buy less outdoors and more indoors clothes. In the other hand, also a small range of the
sampling group 19 (12.7%), expressed that during pandemic they used to buy more the outdoors clothes
and less the indoors clothes.

Figure 7: To What Extent Do You Agree or Disagree with Theses Following Statements?

B Strongly disagree [ Disagree 00 Meutral M Agree M Strongly agree

40
20
0 . , - ; .
My purchases ars During covid-19 | become an  During covid-19 | de carefully  Usually when | do shopping |
spontaneous impulsive shopper plan most of my purchases purchase items | had not

intended to buy it

The Figure 8, present the generated data regarding the giving statements, as the population was asked
to choose between the five giving scales. From “strongly disagree” until “strongly agree”.
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“My purchases are spontaneous”: 48 respondents agree with this criterion, when 24 participants
disagree with it. However, almost the majority 50 respondents were neutral in this case, and 15
participants strongly disagree with it.

“During COVID-19, I become an impulsive shopper”: the participants who disagree (45) with this
statement are more than the participants (33) who agree on it. While the majority 52 respondents stayed
neutral. Only two participants who strongly agree with it

“During COVID-19, I do carefully plan most of my purchases”: an important number of sampling
group agree (38) and strongly agreed (22) with this statement. In contrast, only 31 participants disagree
and nine respondents strongly disagreed with it. While the majority (50), stayed neutral.

“Usually when I do shopping, I purchase items I had not intended to buy it”: in the last given
statement, again the majority (53 participants) chose to be neutral. Followed by the (35 respondents)
agreed on the statements. Then comes in the third place 30 participants who disagreed along with 24
respondents strongly disagreed. Only eight people strongly agree with it.

Table 3: In General, Do You Think COVID-19 Crisis Affected Your Purchasing Behavior?

Frequency Percent Valid Percent Cumulative Percent
No 24 16.0 16.0 16.0
valid Neutral 42 28.0 28.0 44.0
Yes 84 56.0 56.0 100.0
Total 150 100.0 100.0

After answering the detailed questions about purchasing clothes (indoors/ outdoors) in two different
periods before and after COVID-19 pandemic, here comes the main question. The respondents were
asked if they think the pandemic affected their purchasing behavior regarding indoors/ outdoors clothes.
Surprisingly the majority 84 respondents (56. %) answered “Yes “as seen in Table 7, admitting the
impact. While only 24 participants (16%) answered “No”, the crisis didn’t affect their purchasing
behavior. 42 participants that represent 28% chose to be neutral in this case, they not admitting nor
refusing the effect. They are likely belonging to consumers who adapt quickly with the environment’s
changes.

Third Section: Identification Part
Table 4: Gender

Freqguency Percent Valid Percent Cumulative Percent
Female 73 48.7 48.7 48.7
valid Male 73 48.7 48.7 97.3
Prefer not to say 4 2.7 2.7 100.0
Total 150 100.0 100.0

In this study, sample’s size was 150 respondents. The respondent was asked about gender. The Table 8
present the results of the distribution by gender show that the number of females 73 and males 73 are
equal. In fact, four participants (2.7%) prefer not say.

Table 5: Age
Frequency Percent Valid Percent Cumulative Percent
18-25 54 36.0 36.0 36.0
26-35 66 44.0 44.0 80.0
valid 36-45 22 14.7 14.7 94.7
46-55 6 4.0 4.0 98.7
<55 2 1.3 13 100.0
Total 150 100.0 100.0

The Table 9 reflects the age group distribution of participants. It is seen that 66 (44%) respondents are
between the ages of 26-35. 54 (36%) respondents are between the ages of 18-25, 22 (14%) participants
are between the ages of 36-45. Six (4%) participants are between the ages of 46-55. Finally, two (1.3%)
participants their age is more than 55 years.
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Table 6: Income in Turkish Lira Currency

Frequency Percent Valid Percent Cumulative Percent
>2500 20 13.3 13.3 13.3
2500-4599 32 21.3 21.3 34.7
4500-6499 33 22.0 220 56.7
Valid 6500-8499 18 12.0 12.0 68.7
8500-10000 15 10.0 10.0 78.7
>10000 32 21.3 21.3 100.0
Total 150 100.0 100.0

The Table 10 presents the circulation of monthly income of respondents. It is seen that 20 respondents
(13.2%), have less than 2500 TL as a monthly income. 32 participants (21.2%) their monthly income is
between 2500 TL and 4499 TL. Followed by 33 participants (21.9%) have a monthly income between
4500 TL and 6499 TL. 18 of the sampling group (11.9%) have a monthly income between 6500 TL and
8499 TL. 15 respondents reached a monthly income between 8500 TL and 10.000 TL. Lastly, 32
participants (21.2%) have monthly income more than 10.000 TL.

Table 7: Education

Frequency Percent Valid Percent Cumulative Percent

Junior high school or lower 2 1.3 1.3 1.3
Senior high school 10 6.7 6.7 8.0
University or college 38 25.3 25.3 33.3
Graduated/ master 90 60.0 60.0 93.3
Valid PHD or higher 8 5.3 5.3 98.7

| just took my P in bachelor but

intending to continue when I’m ready 7 7 93
Just looking for a scholarship 1 v v 100.0
Total 150 100.0 100.0

Results in Table 11, indicate that majority of the respondents are master’s degree students representing
90 (60%) followed by university or college students’ respondents, representing 38(25.3%), senior high
school level followed with 10 (6.7%) and PHD or higher students with 8 (5.3%). By providing the
participants, the chance to add their personal response “Other”, two interesting responses was added.
One participant (0.7%) wrote that he is looking for a scholarship, and the other participants (0.7%) wrote
“I just took my bachelor but intending to continue when I’m ready again”. Only two respondents (1.3%)
are junior high school students. This means that the respondents are well educated, and hence the
information gathered from them may be trusted for this study. There is no question that information is
obtained from highly educated respondents.

Table 8: Occupation

Frequency Percent Valid Percent Cumulative Percent

Valid Student 55 36.7 36.7 36.7

Employed 39 26.0 26.0 62.7

Business owner 25 16.7 16.7 79.3

Government staff 7 4.7 4.7 84.0

Private sector staff 14 9.3 9.3 93.3

Unemployed 6 4.0 4.0 97.3

Others 4 2.8 2.8 100.0

Total 150 100.0 100.0

The gathered result indicates the occupation distribution of sampling group. It is seen in the Table 12
below those 55 (36.7%) respondents are students. Therefore, 39 (26%) respondents are employed. 25
(16.7%) participants are business owner. 6 (4%) respondents are unemployed. 7 (4.7%) work as
government staff. 14 (9.3%) respondents work as private sector staff. The ability to add specifics
answers was given to participants. Hence, four more occupations were added to the result by choosing
“Others” option. One “doctor” (0.7%), one “house-wife” (0.7%), one “software engineer” (0.7%), one
“pensioner or retired” (0.7%), as a total of 4%.
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4.2. Descriptive statistics

For each variable the mean and default variances have been calculated and the results are shown in
Table 13. The average was calculated primarily for each variable by calculating all items for a given
structure or metric in their total value. The term "maximum, minimum, average and standard deviation"
is the maximum and the minimum value of answering questions on a particular framework given by
participants as mentioned below in Table 13. The average score (between M=2.55 and M=3.29) for all
structures is also worthwhile finding. The maximum and minimum values will both be 1.20 and 0.98
with a standard deviation. When we look at the average of the answers, the highest average of mean=
3.29 with Sd=0,98 was "During COVID-19 I become an impulsive shopper”. We can say that most of
the participants become impulsive shoppers during COVID- 19. The question with the lowest average
is “During COVID-19 pandemic, do you think the crisis have cheered you to increase your online
shopping?”. Looking at the average mean=2.23 with Sd=0.88, it can be said that most of the participants
increased their shopping online because of COVID-19.

Table 9: Descriptive Statistics

Items N Range Minimum Maximum Mean Std. Deviation
During COVID-19 pandemic, do you

think the crisis have cheered you to 150 2.000 1.000 3.000 2.23333 .885503
increase your online shopping?

_before COVID-19 outdoor clothes and 150 200  1.00 3.00 25133 51471
indoors clothes

My purchases are spontaneous 150 4.00 1.00 5.00 2.8667 1.10318
During COVID-19 | become an 150 400 1.00 5.00 32933 .98680
impulsive shopper

During COVID-19 I do carefully plan 150 400 1.00 500 27800  1.11650
most of my purchases

Usually when | do shopping, | purchase

items | had not intended to buy it 150 4.00 1.00 5.00 3.1800 112369
In general, do you think COVID-19

crisis affected your purchasing 150 200 1.00 3.00 2.4000 .75084
behavior?

Valid N (listwise) 150

4.3. Reliability analysis for (N= 150)

Table 10: Reliability Statistics

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items
757 .759 11

After conducting reliability analysis for N=30, the result showed that the questions are reliable. Thereby,
after gathering the data of 150 respondents, the reliability test has been done again for N=150 (Table
14), a Cronbach alpha test is applied to assess the reliability of the instrument. The Cronbach values is
0.757 which means that the questions are reliable.

4.4. Factor Analysis

In this part, based on these findings, principal component analysis method and varimax rotation with
Kaiser Normalization, were applied as a descriptive factor analysis of the 11 item.

Table 11: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 731
Approx. Chi-Square 417.561
Bartlett's Test of Sphericity df 45
Sig. .000

As it is presented in Table 15, Kaiser-Meyer-Olkin measured sampling adequacy yielded 0,731 which
is over the minimum value of 0,5.it means the sample size is enough to make factor analysis on the scale
Besides, Bartlett’s Test of Sphericity produced significant results which supports that sampling is
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enough to conduct further analysis (Chi-square:417.561; df:45; Sig:0.000) reflects that the scale is
suitable to perform factor analysis.

Figure 8: Scree Plot

Scree Plot
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When the scree plot test graph is examined (Figure 9), it is seen that the initial eigenvalues show that
there are three factors with greater values than 1 and their cumulative percentage as seen in (Table 16),
is 61.260 % which means it is acceptable for further analysis. The explained variance of factor 1 is
33.186%, and for factor 2 the explained variance is 14.930% as well as for factor 3 the explained
variance id 13.144%.

Table 12: Total Variance Explained

T Extraction Sums of Squared Rotation Sums of Squared
Initial Eigenvalues - -
Loadings Loadings

Component % of % of

Total % of Variance Cumulative % Total oo Cumulative % Total - Cumulative %

Variance Variance

1 3.319 33.186 33.186 3.319 33.186 33.186 2450 24.495 24.495
2 1.493 14.930 48.116 1493 14.930 48.116 1925 19.250 43.746
3 1.314 13.144 61.260 1314 13.144 61.260 1.751 17.515 61.260

Extraction Method: Principal Component Analysis.
**_Correlation is significant at the 0.01 level (2-tailed).

Table 13: Rotated Component Matrix

Component

1 2 3
The availability of wide variety of products .865
I do online shopping because it is easy to search and reach products with specific criteria  .845
Doesn’t require time and effort .826
I go shopping whenever | feel down, it helps me feel relieved .840
I go shopping alone just for entertainment .788
I do enjoy going out with friends to shopping centers .542
Usually when | do Shopping, | purchase items | had not intended to buy it 779
IS 771
SP .343 503
DPP .393 -418

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 5 iterations.
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As presented in Table 1 7, the first factor is associated with “the availability of wide variety of products”,
“I do online shopping because it is easy to search and reach products with specific criteria” and “Doesn’t
require time and effort”. Moving to the second factor, is connected with “I go shopping whenever I feel
down, it helps me feel relieved” and “I go shopping alone just for entertainment”. Finally, the last third
factor is linked with “Usually when I do shopping, I purchase items I had not intended to buy it” and
“Impulsive shopping (IS).

4.5. Correlation analysis

In this part, tables of correlation analysis are presented. In order to interpret the output, we have to
consider following points; strength, nature and the significance.

The following Table 18 shows different values. The Pearson correlation value, significance level value
and sample size. The relationship between the two variables has been calculated, CPB (Consumer
purchasing behavior) and CISO (COVID-19 increasing shopping online). The Pearson correlation value
is (0.424), it lies between (0.3) to (0.7). Thus, we can conclude that the relationship between CPB and
CISO is moderate. The second point is about nature. The nature of the relationship between the CPB
and the CISO is positive, because of the help of Pearson correlation we can conclude it is positive, since
the number (0.424) it is positive and there is no negative sign. The last point to interpret is the
significance. The significance level value is about (0.000), which is less then (0.05). This mean, the
relationship is significant.

Table 14: Correlation Analysis Between CPB and CISO

CPB CISO
Pearson Correlation 1 424"
CPB Sig. (2-tailed) .000
N 150 150
Pearson Correlation 424 1
CISO Sig. (2-tailed) .000
N 150 150

The following Table 19 shows the relationship between the two variables, CPB (Consumer purchasing
behavior) and DCO&IC (During COVID-19 less Out-doors more in-doors clothes). The Pearson
correlation value is (0.223), it is less (0.3). Accordingly, we can conclude that the relationship between
CPB and DCO&IC is weak. Following to the next point is nature. The nature of the relationship between
the CPB and the DCO&IC is positive, because of the help of Pearson correlation we can conclude it is
positive since the number (0.223) it is positive. The significance level value is about (0.006), which is
less then (0.05) this mean that the relationship is significant.

Table 15: Correlation Analysis Between CPB and DCO&IC

CPB DCO&IC
Pearson Correlation 1 223*%*
CPB Sig. (2-tailed) .006
N 150 150
Pearson Correlation 223** 1
DCO&IC Sig. (2-tailed) .006
N 150 150

**_Correlation is significant at the 0.01 level (2-tailed).

The Table 20 shows the relationship between the two variables CPB (Consumer purchasing behavior)
and IS (Impulsive shopping). The Pearson correlation value is (- 0.141), it is less then (0.3)
Consequently, we can conclude that the relationship between CPB and IS, it is weak. The nature of the
relationship between the CPB and IS is negative, because of the help of Pearson correlation we can
conclude it is negative since the number (- 0.141) has a negative sign. The significance level value is
about (0.085), which is more than (0.05) this mean that the relationship is insignificant.
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Table 20: Correlation Analysis Between CPB and 1S

CPB IS
Pearson Correlation 1 -.141
CPB Sig. (2-tailed) .085
N 150 150
Pearson Correlation -.141 1
IS Sig. (2-tailed) .085
N 150 150

4.6. Regression analysis and hypotheses results

The study seeks to investigate the impact of COVID-19 on consumer purchasing pattern towards clothes.
Following hypotheses were proposed.

= Hj: COVID-19 has significant effect on consumers turning from in-store to online customers.

= H,: COVID-19 has significant effect on customers purchasing less out-doors clothes and more
in-doors clothes.

= Hs;: COVID-19 has significant effect on customers to become impulsive shoppers.

Table 16: Model Summary

Model R R Square  Adjusted R Square Std. Error of the Estimate
1 4482 201 184 .67805
a. Predictors: (Constant), IS, DCO&IC, CISO

Table 17: ANOVA a

Model Sum of Squares  df Mean Square F Sig.
Regression 16.876 3 5.625 12.236 .000P
1 Residual 67.124 146 460
Total 84.000 149

a. Dependent Variable: CPB
b. Predictors: (Constant), IS, DCO&IC, CISO

The dependent variable consumer purchasing behavior (CPB) was predicting variables of consumer
turning from in store to online consumer, during COVID-19 customers purchasing less out-doors clothes
and more in-doors clothes (DCO&IC) and impulsive shoppers (IS). The independent COVID-19
significantly predict a change in consumer purchasing behavior. As shown in ANOVA Table 22, F
(3,146) =12.236, p < .01, which indicates that the three factors under study have a significant impact on
consumer purchasing behavior. Moreover, in Model summary table 6, the R? =201 depicts that the
model explains 20.1% of the variance in consumer purchasing behavior.

Table 18: Coefficients a

Model Unstandardized Coefficients Standardized Coefficients t Sig
B Std. Error Beta '
(Constant) 1.380 .334 4,138 .000
1 CISO .330 .065 .390 5.072 .000
DCO&IC 161 .087 141 1.844 .067
IS -.023 .058 -.031 -.398 .691

a. Dependent Variable: CPB

Additionally, as seen in Table 23, coefficients were further assessed to ascertain the influence of each
of the factors on the dependent variable (consumer purchasing behavior). Hi evaluate whether COVID-
19 significantly and positively affects consumer purchasing behavior (B = 0.330, t= 5.072, p =0.000).
hence, Hy was supported.

H> evaluate whether COVID-19 has significant positive effect on customers purchasing less out-doors
clothes and more in-doors clothes (B = 0.161, t = 1.844, p =0.067). Consequently, H, was supported.
For the Hs it evaluates whether COVID-19 has significant positive effect on customers to become

- 108 -



Turkish Journal of Marketing Research / Cilt: 1, Sayi: 2, Aralik 2022, 92-112
Turkish Journal of Marketing Research / Volume: 1, Issue: 2, December 2022, 92-112

impulsive shoppers (B= -0.023, t= -0.398, p= 0.691) since the p-value of the stated relation yielded
0,691 which is far above the significance threshold of 0,050. Consequently, Hz s rejected.

Table 19: Summary of Hypotheses Test

Hypothesis Statement Status
COVID-19 has significant effect on consumers turning from in-store to online

Hi Supported
customers
COVID-19 has significant effect on customers purchasing less out-doors clothes

H: : Supported
and more in-doors clothes.

Hs COVID-19 has significant effect on customers to become impulsive shoppers. Rejected

After conducting all the necessary measurements to analyze the gathered data. Starting from calculating
the reliability, presenting the descriptive statistics, factor analysis and finally regression analysis. After
reaching to a result concerning the hypothesis test, the research model has been revised. As it is
presented in Figure 10.

Figure 9: Revised Research Model

Purchasing more in-
doors clothes and less
out-doors clothes

From physical stores
to online store

COVID-19 Consumer  purchasing
(Independent) e pattern (Dependent)

Source: Own

5. DISCUSSION AND CONCLUSION

Our society is today confronted with new difficulties that must be met with patience and persistence.
Humanity confronts the threat of a disease; wherein civilian lives are often lost. COVID-19 has had a
significant effect on everybody's lives, and there has been a determined attempt in recent months to
discover a cure for such a syndrome. The pandemic appears to be under control in Turkey due to the
precautions and activities. Knowing the society's attitude toward the situation and developing strategies
and modifying habits accordingly are critical in these circumstances. Consumer behavior has been
significantly disrupted as a result of the lockdown and social separation imposed to prevent the COVID-
19 virus. All usage is time and place limited. Consumers have learnt to improvise in unique and
imaginative ways with time freedom but geographical rigidity. People increasingly work, study, and
relax at home, blurring the line between work and life. Because the customer is unable to get to the
business, the store must go to the consumer.

This study investigates the function of COVID-19 in affecting consumer purchasing behavior while
picking clothing and deciding between online and offline channels. The scope of this study is confined
to individuals residing in Istanbul, their purchase habits for both outdoor and indoor clothing, and
whether their conduct was impulsive or typical. Changes in consumer purchasing behavior have been
investigated on samples from the identified community, in accordance with the social restrictions
imposed by the COVID-19 pandemic. Online survey was used in collecting data from consumers for
this study, and the appropriate replies of (150) participants were examined. However, the investigation
yielded two major results and helped to the development of the conceptual model. The study's beneficial
findings are summarized in the following headlines:

The first finding: COVID-19 has significant effect on consumers turning from in-store to online
customers. It has been approved analytically that a vast segment of the study’s population has shifted
their purchases towards online channels because of the pandemic. The survey’s result illustrates a
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majority of 53.3% (80 participants) answered, “Yes, because of COVID-19 | became more concerned
purchasing online”.

The second finding: COVID-19 has significant effect on customers purchasing less out-doors clothes
and more in-doors clothes. It has been confirmed in the study that an important number of participants
53 (35.3%), who admit that, during COVID-19 pandemic they used to buy less outdoors and more
indoors clothes. Due to the change of their lifestyle and COVID-19 restrictions, people are spending
more time at home, exercising their daily and necessary activities like working, studying and socializing
online. have resulted that people started to consider buying less out-doors clothes since thy will not go
out and more indoors-clothes, using online channels as well.

These findings will be useful for companies in the fashion retailing industry, assisting them in predicting
demand on their platforms. Furthermore, the insights will support fashion retailers in dividing their
resources between the various online and offline channels. Not even to add that understanding customer
purchasing behavior can help businesses acquire a competitive advantage by allowing them to adapt to
market shifts effectively.

6. RECOMMENDATIONS AND LIMITATIONS

This study sheds light on customer behavior by comparing pandemic purchase intents and profiles to
COVID-19 consumer purchasing personality profiles, with the goal of gaining understanding and
potentially assisting clothing companies in estimating the probability, or tendency, Forecasting potential
future activities at the consumer level Consumption portfolios, both traditional and digital. This study
focuses on individuals' behavior during the initial quarantine period. The current study can considerably
contribute to the existing research by providing academics and students with beneficial insights. Despite
the fact that the clothing retail industry was expanding rapidly prior to the arrival of COVID-19, this
study will undoubtedly reveal insights on consumer and company reactions throughout the pandemic.
Future study should incorporate a bigger sample size and more questions regarding attitudes, cultures,
views, and lifestyle to offer additional insights about consumer purchase choice motive and process.
The results of the study may be used by marketing executives in the fashion sector to determine which
market categories to target potential clients.

Because of the impact of the virus has changed consumer purchasing behavior, marketers and business
agents must devise new ways to satisfy customers. Safe retailing, increasing customer experiences,
boosting delivery capabilities, strengthening digital channels, and being more responsive to customers
must all be prioritized.

Furthermore, the examination was obtained by an online survey approach. The example in this
examination, like the other online surveys, includes only those who are eager to reply to the questions
in the study, resulting in the limitation. Furthermore, because the members' mental states and moods are
unknown, the consistency of suitable replies might be inaccurate. The last research limitation is the
propensity of the testing approach. Because it was difficult to reach all of the populations under
investigation, | employed a convenience sampling strategy to generate. In any event, the example cannot
be used to represent the entire population. As a result, generalization is not permitted.
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Cocukluk Déoneminde Yasanan Sosyo-Ekonomik ve Duygusal Yoksunlugun Kompulsif Satin
Almaya Etkisi Uzerine Kavramsal Bir Calisma*
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Aile i¢cinde meydana gelen ve bireyin ¢ocukluk doneminde maruz kaldigt olaylarin, bireyin sonraki yillardaki
alacag kararlara etki ettigi bilinmektedir. Ailenin ¢gocuga sunmasi gereken sosyal, ekonomik ve duygusal destegin
hi¢c olmadig1 ya da yetersiz oldugu durumlar, cocugun benlik saygisina zarar vermekte ve duygu durumunda
sorunlara yol agmaktadir. Bu olumsuz kosullar altinda yoksunluk duygusuyla biiyiiyen ¢ocuklar, hayatlarinin
sonraki donemlerinde kompulsif satin alma davranisi sergilemektedirler. Bu ¢aligmada aile igerisinde ¢ocugu
sosyo-ckonomik ve duygusal agidan etkileyen sorunlu durumlarin neler oldugu, bu durumlarin ¢ocugun
psikolojisini dogrudan ya da dolayli olarak ne sekilde etkiledigi, cocukluk déneminde maruz kalinan olaylarin
bireyin tiiketim kararlarini nasil sekillendirdigi var olan literatiir incelenerek aktarilmistir. Literatiir incelemesi
sonucunda ortaya ¢ikan ve kompulsif satin almaya etki eden aile kaynakli ve psikolojik sorunlar ele alinarak
kavramsal bir model olusturulmustur.

Anahtar Kelimeler: Kompulsif Satin Alma, Sosyo-Ekonomik Yoksunluk, Duygusal Yoksunluk, Yasam Seyri
Teorisi, Aile Kaynakli Sorunlar.

JEL Smiflandirma Kodlar: M31, J12, J13

A Conceptual Study on the Influence of Socio-Ecomomic and Emotional Deprivation During
Childhood on Compulsive Buying

ABSTRACT

It is a known fact that disruptive family events an individual is exposed to during his childhood affect the
individual’s decisions in the following years. Situations where a child has no or insufficient social, economic, and
emotional support provided by his/her family, harm the child's self-esteem and cause problems in his/her emotional
state. Children who grow up with a sense of deprivation under these adverse conditions exhibit compulsive buying
behavior in the remaining stages of their lives. In this study, the family-related problems that affect the child socio-
economically and emotionally, how these situations affect the child's psychology directly or indirectly, and how
the events exposed during childhood shape the individual's consumption decisions are conveyed from the literature
review of existing studies. Considering family-related and psychological problems affecting compulsive buying
that emerged as a result of the literature review, a conceptual model was established.

Keywords: Compulsive Buying, Socio-Economic Deprivation, Emotional Deprivation, Life Course Theory,
Family-Related Problems

JEL Classification Codes: M31, J12, J13
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EXTENDED SUMMARY

Purpose and Scope:

It is a known fact that the effects of problems experienced in the family during childhood continue for many years.
While children may be directly involved in these problems, they are also indirectly affected in terms of witnessing
and being exposed to the problems experienced by other family members, especially parents. Family-related
problems experienced in childhood are important in terms of reducing the tangible and intangible family resources
given to the child. These problems also affect children psychologically causing childhood traumas. In this article,
a literature review about the family-related problems and disruptive family events experienced in childhood, socio-
economic and emotional deprivation caused by these problems, direct or indirect psychological effects of family
issues, and compulsive buying as a result of these problems are compiled.

Design/methodology/approach:

In the article, the importance of the family on the child’s development was mentioned, based on the life course
theory which explains how cultural, socio-economic, historical, biological, and psychological changes shape
people’s lives. Four literature summary tables were created using the findings of the existing studies on family-
related problems, disruptive family events, and the effects of these events on the child’s psychological well-being
that may be damaged by insufficient family resources. Using these summary tables and classifying the information
gathered by literature review, a conceptual model that explains how compulsive buying is affected by family-
related problems has been created.

Findings:

As a result of the literature review, it has been revealed that factors such as being separated from the parents,
immigrating from the country of residence, moving to another home, death or illness of family members, changes
in the number of family members, absence of parents for long periods of time, having a parent in prison, divorce
or re-marriage of parents, having to live with a step-parent, experiencing sudden, and major changes in the family's
economic situation, experiencing physical abuse of family members, witnessing physical, and verbal violence
within the family, being exposed to physical and psychological punishments of parents, witnessing domestic
disputes, and arguments, being exposed to criticism of parents, having harsh, overprotective, inconsistent, and
depressive parents, and weakening bonds within family members have negative consequences for the child. It has
also been reported that these problems cause social, emotional, and economic deprivation among children by
reducing family resources such as mainly money, emotional support, food, clothes, shelter, communication, time,
attention, role modeling, discipline, life skills, guidance, love, and leadership. It has been founded that the sense
of deprivation experienced in childhood due to family-related problems causes some psychological problems such
as low self-esteem, high stress, a decline in cognitive development, social inadequacy, and a decrease in the sense
of achievement. Considering the fact that family is an important factor in purchasing decisions, in order to get
away from the effects of the psychological problems and insufficient family resources caused by family-related
problems and disruptive family events, it has been understood that the child tends to express compulsive buying
behavior in the later stages of her/his life as a coping mechanism.

Conclusion and Discussion:

Although the concept of family has appeared in various forms for thousands of years, it is an undeniable fact that
the only thing that does not change when it comes to family is, its effect on our lives. Since family plays an
important role in the life of the individual and affects almost every aspect of her/his life starting from birth, it is a
wise approach to consider it to be a crucial factor in decision making. For better understanding, it is necessary to
know the family history of the individual well, in terms of knowing the roots of her/his consumption habits. It is
important to know how individuals who grew up without adequate resources in childhood exhibit consumption
habits in adulthood, and how they react in order to eliminate the sense of deprivation experienced in childhood.
Although the family does not directly influence compulsive buying, it does indirectly by providing inadequate or
no support at all, both financially, and emotionally. Therefore, it is important to understand the impact of large and
small changes in the family structure on children throughout their whole lives. Especially, when examining the
consumption decisions of individuals who grow up in deprivation, faced difficult economic conditions in terms of
resources in childhood, and experienced family-related trauma, it will be of great benefit to investigate the family
history.
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1. GIRIS

Bireylerin ailelerine olan baglilik diizeyleriyle davraniglari arasinda iliski oldugunu one siiren sosyal
kontrol teorisinde (Hirschi, 2009), bireyin davranislarinin temel olarak gruplarla kurdugu iliskiler
sonucunda sekillendigi, bu gruplardan en 6nemlisi olan aileyle kurulan bagin etkilerinin, bireylerin
genclik yillarinda aileleriyle yasamay1 biraktiklari halde devam ettigi varsayilmaktadir (Wiatrowski,
1978, s.1-3). Bu nedenledir ki, ailelerin ¢ocuklarina sundugu kaynaklar genclik yillarinda elde edilen
basarilara ve duygu durumlarina etki etmektedir (Elder, 1998). Sosyal kontrol teorisinde istenmeyen
davranislar sergileyen bireylerin, toplumla arasinda saglam baglar olugturamadig1 varsayimindan yola
cikilarak, bu istenmeyen davranislarin bireylerin yasaminin biiyiik bir kisminda devam ettigi ortaya
konulmustur (Sampson ve Laub, 1997). Ailenin yasam seyrindeki roliiniin yadsinamaz olmasi, bireyin
yasaminin bir asamasindaki aile yapisinin, ilerideki aile yasaminin gdstergesi olmasi gibi gerceklerden
yola ¢ikilarak; cocugun sahip oldugu aile yapisinin, cocugun ileride edinecegi deneyimlere etki edecegi
asikardir (Uhlenberg ve Mueller, 2003, s.123-127).

Bu makalede bir bagimlilik problemi olan kompulsif satin almanin kaynagina iliskin ailevi ve psikolojik
sorunlar {izerinde durulmustur. Cocugun dogdugu ve biiyiidiigii evde yasanan sorunlu ve travmaya yol
acan ailevi durumlarin neler oldugu, bu durumlarin ¢ocugun psikolojisini ne sekilde etkiledigi, ailede
yasanan sorunlu durumlarin ailenin ¢ocuga sunabildigi hangi kaynaklar1 azalttig: literatiirde halihazirda
yer alan ¢aligsmalar derlenerek aktarilmistir. Bu ¢alismalardan yola ¢ikilarak, literatiirde yer alan ve
cocugu etkiledigi diisiiniilen aile kaynakli sorunlar ortak o6zellikleri goz Oniinde bulundurularak
siniflandirilmistir. Benzer sekilde, ailede yasanan sorunlu durumlarin ¢ocugun psikolojisine olan etkileri
ve ailenin ¢ocuga sunabildigi kaynaklar kompulsif satin almaya iliskin literatiirde siklikla {izerinde
durulan konu bagliklarindan yola c¢ikilarak derlenmistir. Derleme ve siniflandirma araciligiyla
olusturulan aile i¢i sorunlar, kaynaklar ve psikolojik sorunlarin kompulsif satin almayla iliskisi
kavramsal bir model olusturularak gésterilmistir. Olusturulan bu kavramsal modelin ileride aile ile
kompulsif satin alma iligkisi iizerine ¢aligma yiirlitmeyi diisiinen arastirmacilara yol gostererek katki
saglamasi amaglanmigtir.

2. LITERATUR TARAMASI

Settersten Jr. (2018) ailevi iliskilerin diger iligki tiirlerine kiyasla daha 6nemli olmasinin nedenini, ailevi
iligkilerin kisi sayis1 olarak daha kisitli olmasina ve daha uzun siireli olmasina, dolayisiyla da arasindaki
bagin ve destegin daha giiclii olmasina baglamistir. Offer ve Fischer (2018) ise bu destegin 6zellikle kan
bag1 bulunan aile bireyleri arasinda daha kalict oldugunu belirtmistir.

Ebeveynlerin iistlenmesi gereken sorumluluklar1 ¢ocuklarin maddi, psikolojik ve sosyal ihtiyaclarinin
karsilanmasi iizerinden tanimlayan Alwin (2001), her ne kadar aile yapisi zaman igerinde degigse de
cocuklarin bakiminda sorumluluk sahibi olan ailenin dneminin degismedigini belirtmistir. Hockey ve
James (2003), geleneksel ailelerde aile tiyelerinin birbirinden beklentilerinin aile igindeki rollerine gore
olustugunu, Gardner (2002) ise yasam seyrindeki rollerin ailenin i¢inde bulundugu toplumsal ve kiiltiirel
ortamdan etkilendigini belirtmistir. Toplumsal ve ekonomik gelismeler sonucunda aile kavraminda
yasanan degisikliklerin aksine, Alwin (2001) ailenin temel fonksiyonlarimin degisime ugramadigini
savunmustur. Moschis (2019) ise somut ve soyut ailevi kaynaklarin sayica fazla oldugu ailelerin
yasamlarinda meydana gelen degisimlere karsi daha hazirlikli oldugu ve bu degisimlere daha kolay
uyum sagladigin belirtmistir.

Duygu ve davraniglarin kavranmasi anlaminda ¢ocugun iliski kurdugu ilk yapinin aile olmasi (Pratt ve
Fiese, 2004), ailenin ¢ocuk {iizerindeki etkisinin ve 6nemini yadsinamaz kilmaktadir. Her ne kadar
ebeveyn ve ¢ocuk arasindaki iliskinin ¢ocugun ergenlik donemine girmesinden itibaren degisebilecegi
bilinse de (Doty ve Mortimer, 2018), cocukluk déneminde yasanan sikintilarin yetiskinlikte davranissal
sorunlara yol agabilmektedir (McLeod ve Almazan, 2003). McLeod ve Almazan (2003), ¢cocukluk ve
yetigkinlik donemleri arasindaki benzerlik ve degisikliklerin kaynaginin gesitlilik gosterebilecegini, bu
degisikliklerin ¢evresel, kisisel, biyolojik ve psikolojik kaynakli olabilecegini belirtmis ve duygusal ve
davranigsal gelisimde bu degisikliklerin 6nemli rol oynadigina deginmistir. Moschis (2019) ise sorunlu
aile gecmisinin bireyin kompulsif satin alma egilimine dogrudan etki etmeyebilecegini, aile ici
dinamiklerin degismesi sonucu azalan soyut ailevi kaynaklarin bu iliskide araci bir rol {istlendigini
belirtmistir.
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2.1. Yasam Seyri Teorisi

Neves ve Casimiro (2018, s. 7) bireyi yasami boyunca inceleyen yasam seyri yaklagiminin temel amacini
“tarihsel, sosyoekonomik, kiiltiire] ve demografik degisimlerin bireylerin ve kusaklar gibi gruplarin
biyografik gidisatlarina nasil etkiledigini ve sekillendirdigini analiz etmek” olarak agiklamigtir.
Hutchison, (2019) ise yasam seyri yaklasiminin “biyolojik, psikolojik ve sosyal faktorlerin birbirinden
bagimsiz, birikimli ve etkilesimli bir sekilde, anne karnindan baglayarak 6liime kadar ve kusaklar arasi
insanlarin hayatini nasil sekillendirdigini” agiklamaya yaradigini belirtmistir.

Aile bireylerinden birinin yasadigi olayin diger aile bireylerinin gelisimine de etki ettigi bakis a¢isindan
yola ¢ikilarak kavramlagtirilan yasam seyri (Shapiro ve Cooney, 2007), ailenin i¢inde bulundugu
toplumun kiiltiirel yapisi ve ailenin deger ve inang yapisit bakimindan farkliliklar géstermesi nedeniyle,
ailenin ¢ocuk {iizerindeki etkisini karmasik ve hassas bir hale getirmektedir (Alwin, 2001). Ailesini
secmek bireyin kendi elinde olmadigindan, ailede yasanan olaylarin bireyden bagimsiz olarak da
yasanabilecegi gerceginden yola ¢ikilarak (Settersten Jr., 2018), ailede yasanan degisimler cocuklarin
yasamlarina da etki etmekte (Alwin, 2001) ve boylelikle bireyin hayatinin ilk dénemlerinde
deneyimledigi olaylar ileriki yillardaki yasamina yon vermektedir (Alwin, Felmlee, ve Kreager, 2018).

Moschis (2019), bireyin davranislarini agiklarken ge¢mis deneyimleri géz ardi etmenin davranisi tam
olarak agiklamada yetersiz kalacagini, yasam seyrine yonelik davraniglarin bireyin etrafinda yasadigi
degisimlere uyum saglamasi sonucunda ortaya c¢ikabilecegini, buna ragmen ge¢mis deneyimlerin
davranis1 agiklamada tek basina yeterli olmadigini ¢ilinkii davranigsal gelisimlerin ve degisimlerin bazi
durumlarda ge¢mis deneyimlerden bagimsiz olabilecegini belirtmistir. Bu agidan bakildiginda bugiinkii
ve gelecekteki davranisi tahmin etmeye ¢alisirken bireyin gecmiste deneyimledigi olaylarin tek bagina
tim davranis1 agiklayamadigi fakat demografik, sosyal, kiiltiirel, psikolojik ve sosyolojik baska
degiskenlerle birlikte ele alindiginda agiklamaya katki sagladigi sdylenebilir.

Aile igerisinde yasanan degisimlerin etkisinin belirli bir zaman diliminde yok olmamasi, aksine bireyin
yasami boyunca etkilerini devam ettirmesi bakimindan Yasam Seyri Teorisi (Bengtson ve Allen, 1993),
aile-cocuk iligkilerinin etkilerinin ¢ocuk tizerinde uzun yillar boyunca kalici olabilecegi gergegini goz
oniine sermektedir. Aile tarafindan sunulan olumlu ekonomik ve duygusal kaynaklarin ¢ocuklarin
davranislarina pozitif yonde etki ettigi bilinmektedir (Uhlenberg ve Mueller, 2003, s.127-129). Aksine,
arastirmalar ekonomik kaynaklar konusunda dezavantajli olan cocuklarin ise olumsuz yonde
etkilendigini ortaya ¢ikarmistir (Elder vd., 2003, s.13). Bu baglamda incelendiginde, sorunlu ailelerde
yasayan, ekonomik ve duygusal agidan yeterince tatmin olamamis g¢ocuklarm, genglik ve ileriki
donemlerinde, ekonomik ve duygusal yoksunluklarmi gidermek igin, kompulsif davraniglar
sergiledikleri gézlemlenmistir.

2.2. Kompulsif Satin Alma

Smith ve Wedderburn (2021, s.5) kompulsif satin alma yapanlar1 “aligveris yapmak i¢in yasayan,
aligverisi hayatlarinin merkezine koyan... satin almaya iliskin anksiyete ve bagimlilik problemleri
yasayan, anlik satin alma davranisi sergileyen, pahali ve istenmeyen satin alimlar gerceklestiren” kisiler
olarak tanimlamig ve bu kisilerin aligveris sirasinda yogun bir sekilde heyecan duygusu yasadigi
sonrasinda da pismanlik duyduklarini aktarmistir. Kompulsif bireylerin genellikle islerine yaramayan
ya da kullanmadiklan {irlinleri satin aldiklar1 bilgisinden yola ¢ikilarak (Lejoyeux ve Weinstein (2010,
s.2) pismanlik duygusunun nedenlerine iligkin ¢ikarimlarda bulunmak miimkiindiir.

Yapilan c¢alismalarda aligveris sikligi, ayni iiriiniin satin alinma sayisi, birikmis borglarin tutari,
aligveriste harcanan zaman ve para gibi etmenlerin satin almada asirtya kagmaya iliskin ¢ikarimlar
yapmada katki saglayacagini ortaya konmus ve maddi durumu yerinde olmadig1 halde satin almada
asirtya kaganlarin kompulsif satin alma davranigi gosterdikleri belirtilmistir (Miiller ve Mitchell, 2011).
Bu agiklamay1 destekler bir sekilde O'guinn ve Faber (1989, s.147) da kompulsif satin alma egilimi
gosteren tiliketicilerin agir1 ve ritiielistik davranislar sergiledigini aktarmigtir. Buna ek olarak bu tiir
tiikketicilerin karst konulamaz bir dirtiiyle satin alma davramisinda bulunduklar1 da belirtilmistir
(Lejoyeux ve Weinstein (2010, s.2).
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2.3. Sosyo-Ekonomik Yoksunluk

Gerek beslenme gerekse de tibbi olanaklardan yeterince faydalanamadiklari i¢in yoksulluga maruz kalan
cocuklarin biligsel ve gelisimsel agidan geri kaldig1 ve bu durumun da davranigsal ve duygusal agidan
olumsuz sonuglar dogurabilecegi; cocuklarin yoksulluktan hem dogrudan hem de aile i¢i sorunlara yol
a¢cmas1 bakimindan stresli bir ortamda biiylimeleri nedeniyle dolayli olarak etkilendigini bilinmektedir
(Woody ve Hutchison, 2019). Sanayilesme oncesi ¢ocuklarin is giiciine katilarak aile ekonomisine katki
sagladigi donemlerden sonra, zorunlu egitimin de yayginlagsmasiyla ¢ocuklarin ig giiciine katiliminin
oniine gegilmistir (Lopata ve Levy, 2003). Haliyle de gilinlimiizde ¢ocuga yeterli diizeyde ekonomik
olanak sunmak ebeveynlerin sorumlulugu haline gelmistir.

Ozellikle erken yastaki ¢ocuklarda gelisimsel agidan beslenmenin énemine vurgu yapan Woody ve
Hutchison (2019) yetersiz beslenmenin ¢ocuklarin fiziksel gelisimine olumsuz etki ettigine deginmistir.
Ayrica duygusal, fiziksel ve biligsel gelisimin saglikli sekilde ilerleyebilmesi i¢in erken ¢ocukluk
doneminde yeterli beslenmenin biiyiik 6nem tasidig1 da bilinmektedir (Leavitt, Tonniges, ve Rogers,
2008).

2.4. Duygusal Yoksunluk

Cocugun ihtiya¢ duydugu her an ailesinden duygusal destek ve sevgi gorebilmesinin, onlarla bag
kurabilmesinin duygusal gelisim acisindan 6nemine deginen Gillies ve arkadaglar1 (2003) ile Woody ve
Hutchison (2019) gibi, Offer ve Fischer (2018) de ¢ocugun ilerleyen yaslarda bile ebeveynlerinden
duygusal destek bekledigini belirtmistir. Ayrica duygusal sorunlart birlikte ve acik¢a konusabilen
ailelerde yetisen cocuklarin olumsuzluklarla basa ¢ikabilme ihtimallerinin artti§i bilinmekte olup
(Fivush vd., 2004) duygusal agidan destek goren bireylerin sosyal yeterlilik ve uyum baglaminda 6nemli
kazanimlar1 olmaktadir (Eisenberg vd., 2002). Tersi durumda duygusal destekten mahrum kalan
cocuklarm ileriki yaslarda sosyal iliskilerinde sorun yasayabilecegi, bilissel ve sosyal beceri agisindan
yetersiz kalabilecegi ve diirtiilerini kontrol etmede sorunlarla karsilagabilecegi bilinmektedir (Woody ve
Hutchison, 2019). Duygusal siddetin bireyde degersizlik hissi yarattigi (Kumagai, 2016) asikar
oldugundan, tam tersi durumda yani bireyin 6zellikle en yakinlar1 olmak iizere ¢evresindeki kisilerden
gordiigii duygusal destegin bireyde olusturdugu olumlu hisler agisindan 6nemi yadsinamaz bir gergektir.

Cocukluktan ergenlige ve geng yetiskinlige uzanan donemde anneyle kurulan bag kadar babayla kurulan
bag da ¢ok dnemlidir (Woody ve Hutchison, 2019). “Ilgi gésterme ve rehberlik etme sorumlulugunun
olup da bu sorumlulugun yerine getirilmemesi” durumunda olusan ihmal (Kumagai, 2016, s. 4),
ebeveynlerden birinin ya da her ikisinin ¢ocukla ilgili gérev ve yiikiimliiliiklerini yerine getirmemesi
durumunda olugmakta ve bu durum ¢ocugun psikolojisini olumsuz yonde etkilemektedir. Aragtirmalar
ayrica ¢ocuklarin babalarina kiyasla annelerinden daha fazla duygusal destek gordiiklerini ortaya
cikarmis (Offer ve Fischer, 2018) ve annelerle kurulan iliskinin yakinlik diizenin artmasiyla, ¢cocuklarin
psikolojik durumlarinin daha iyiye gittigi, depresyon egilimlerinin daha diisikk oldugu, hayatta
karsilarina ¢ikabilecek olumsuzluklara karsi daha direngli olduklar1 ve benlik saygilari daha yliksek
oldugu sonucuna varilmistir (Doty ve Mortimer, 2018). Benzer sekilde Woody ve Hutchison (2019) da
ebeveynlerinden duygusal destek goren ¢ocuklarin 6zgiiveninin daha yiiksek oldugunu belirtmistir.

Tablo 1: Ailenin Cocuga Sunabildigi Kaynaklar

Para harcama, beslenme, giyim, zaman ve ilgi, disiplin, yasam becerileri ve (Rindfleisch vd.,
yonlendirmeler, duygusal destek ve sevgi, rol modellik ve 6nderlik etme. 1997)

-Somut Kaynaklar (para harcama, beslenme, giyim),
-Soyut Kaynaklar (zaman ve ilgi, yasam becerileri ve yonlendirmeler, duygusal destek (Baker vd., 2013)
ve sevgi, rol modellik ve dnderlik etme)
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-Cocugun Kontrolii Disinda Olan Yapisal Kaynaklar (ailenin geliri, ebeveynlerin

meslegi, ebeveynlerin egitimi, hanede yasayan kisi sayisi, yasanilan evin ve mubhitin

kalitesi, annenin istihdam durumu, ebeveynlerin sayisi, ebeveynlerin saglik durumu),

-Cocugun Etki Edebildigi, Dinamik, Soyut, Siirece Iliskin Kaynaklar (ailenin ¢gocugun (Amato & Ochiltree,
egitiminden umduklar1 ve beklentileri, ebeveynlerin c¢ocuga sagladigi yardim, 1986)

ebeveynlerin ¢ocukla konusarak ilgi ve alaka gostermesi, hanedeki bagrismalar

neticesinde ortaya c¢ikan gerginlik ve hanede yapilan aktiviteler sonucunda olusan

baglilik)

Gida ve Barinma, Finansal Kaynaklar, Aile ile Gegirilen Zaman, Aile Dis1 Kaynaklar,
Cocuk Bakimi, Cocuk I¢in Gerekli Ozel Kaynaklar, Liiks Kaynaklar

(gtinliik iki 6glin yemek, ev ya da apartman dairesi, ihtiyaglar1 satin almak i¢in para, aile
icin yeterli kiyafet, evin ya da apartman dairesinin 1sitilmasi, ev iginde suyun olmasi,
aylik faturalar1 6demek igin para, ebeveynlerin iyi bir iste ¢aligmasi, aile i¢in tibbi
destek, kamusal yardim, ulasim destegi, uyuyabilecek/dinlenebilecek yeterli zaman, ev
ya da apartman dairesi i¢in mobilya, kendine ayiracak vakit, ailenin birlikte
gegcirebilecegi zaman, ¢ocuklarla gecirilebilecek zaman, ebeveynlerin birbirleriyle ya da
yakin arkadaglariyla gegirebilecegi zaman, telefon ya da telefona erisim, ¢ocuklarn
bakimini iistlenme, gocuklar i¢in bakici saglama, ¢ocuklara 6zel geregler almak igin
para, aile i¢in dig bakimi, konusabilecek birinin varligi, sosyallesebilmek i¢in zaman,
fiziksel bakimini yerine getirmek i¢in zaman, ¢ocuklar i¢in oyuncaklar, ebeveynlerin
kendilerine bir seyler alabilmeleri igin para, ailenin eglenmesi igin para, birikim yapmak
icin para, seyahat etmek ve tatile ¢cikmak i¢in zaman ve para).

(Dunst & Leet, 1987)

Esneklik (aile i¢i roller, kurallar ve etkilesim), baglilik (aile i¢i duygusal baglar),

hanehalkinin giindelik isleyise iliskin zaman ve rutinler konusundaki 1srari, 6zel giinlere (Henry & Lovelace,
iliskin aile i¢i kutlamalarin yerine getirilmesi, ebeveyn-gocuk iletisimi, iivey ebeveyn 1995)

ve ¢ocuk arasindaki iletisim

Sosyal destek (arkadas, akraba ve toplum tarafindan saglanan), i¢sel sistem kaynaklari

(aile liyelerinin ihtiyaglarini karsilayacak giiclii yanlar ve varliklar) (Fink, 1995)

Baglilik (aile i¢i yardimlasma ve destek), Disavurumculuk (aile {iyelerinin hislerini
acikca ifade edebilmeleri), Cekisme (aile igi 6fke ve kizginlik ve ¢ekismelerin aileyi ne
derece yansittig)

(Holahan & Moos,
1983) *Aktaran

Annenin kitap okuma siklig1 ve egitim seviyesi (annenin ¢ocuga dgretme kabiliyeti),

ebeveynlerin ¢ocukla ayni evde yasayip yasamadigi (babanin ¢ocukla ayni evde (Lugo-Gil & Tamis-
yasamasinin getirdigi finansal ve kaynak avantaji), toplam hanehalk: geliri (refah diizeyi LeMonda, 2008)

ve gocugun harcamalarma ayrilan kaynaklar)

Ailenin ¢ocuga zaman ayirmasi (Kalil, 2013)

Ebeveynlerin ¢cocuga duygusal agidan destek olmasi (McLoyd, 1998)

2.4.1. Sosyo-Ekonomik ve Duygusal Yoksunlukta Ailenin Rolii

Cocuklarin biiyiidiikleri evden taginmasi ve yetistikleri iilkeden go¢ etmesi gibi durumlarin da psikolojik
anlamda sorunlara yol agtig1 bilinmektedir (Pumariega vd., 2005). Cocukluk doneminde her iki biyolojik
ebeveynin de cocugun hayatinda yer almasinin, ebeveynler tarafindan saglanan maddi kaynaklar
anlamimda olumlu sonuglar dogurdugu (Rydell, 2010), livey anne-babayla yasamanin ise sosyal
yeterlilik acisindan ¢ocugu olumsuz yonde etkiledigi, cocugun stres seviyesini arttirdigi ve duygusal
agidan sorunlara yol agabilecegi (Bray, 2009) aile igindeki karmasik durumlar ve finansal sorunlarin ise
¢ocuklart olumsuz yonde etkiledigi (Berden vd., 1990) yoniindeki arastirmalardan yola ¢ikilarak; aile
icerisinde yasanan ebeveyn yoksunlugu, tasinma, aile yapisindaki degisiklikler gibi durumlarin bireyin
tiikketim kararlarina etki ettigi saptanmigtir (Baker vd., 2013).

Aile iginde yasanan sorunlar ve degisiklikler neticesinde bireyde olumsuz hisler olusabilmektedir.
Olumsuz hisler barindiran bireylerin, benzer sorunlu deneyimlere daha uzun siire maruz kaldiklar1 igin
ozellikle de genglerin, kompulsif satin almaya daha yatkin olduklar (Miltenberger vd., 2003; Moschis,
2019); bu rahatsiz edici hislerden gegici bir siireligine de olsa uzaklagsma veya degisiklikler konusunda
sosyal kabul gérme gibi nedenlerle bireylerin kompulsif davranislar sergiledigi ortaya ¢ikmistir (Jacobs,
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1986). O'Guinn ve Faber, (1989, s. 148) tarafindan “Sahip olma, kullanma ya da bir duyguyu, maddeyi
veya aktiviteyi deneyimlemeye yonelik; bireye ve/ya baskalarina en nihayetinde zarar verecek,
tekrarlanan bir sekilde davranisa yonlendiren, kontrol edilemeyen bir diirtii ya da haz” olarak tanimlanan
kompulsif satin almanin nedenlerinden birini, 6zellikle sorunlu ailelerde yasanan durumlar
olusturmaktadir.

Ayrica arastirmalar sorunlu ailelerde yasayanlarin, nispeten daha stabil bir hayat tarzina sahip ailelerde
yetisenlere kiyasla daha ¢ok materyalist olduklar1 ve kompulsif tiiketime yonelimlerinin daha yiiksek
oldugunu ortaya koymustur (Rindfleisch vd., 1997). Aile yapisinin kompulsif satin almaya etkisi
dogrudan olabilecegi gibi, tasinma, ebeveynlerin ayrilmalar1 ve yeni evlilikler yapmalar1 gibi faktorlere
dayali olarak strese ve anksiyete bozukluguna yol agmasi agisindan, dolayli yonden de olabilmektedir
(Anvd., 1993; Valence vd., 1988).

Kiiltiirel ve ekonomik degisimler her ne kadar yasam seyri acisindan biiyiik degisikliklere yol agmis ve
bireyin yasantisini tahmin edilmesi zor bir hale getirmis olsa da (Briickner ve Mayer, 2005), tiim bu
yasanan degisimlere ragmen aile kavrami diizene ayak uydurarak toplumdaki &nemini korumayi
basarmustir. Ailelerin tarih boyunca tiim kiiltlirlerde varlik gostermesi, ailenin yarattigi etkinin bireyin
giinliik yasantisinin her alaninda kendini gostermesi (Morgan ve Kunkel, 2007) diisiincesinden yola
cikilarak, aile iiyeleri birbirine hem destek olabilmekte hem de tam tersi olarak ihmal edebilmekte, bu
tir durumlar ise aile igerisinde dayamigma duygusunu gelistirebilecegi gibi celiskilere de yol
acabilmektedir (Liischer, 2005). Glinlimiizde aile baglarinin zayiflamasinin (Liischer, 2005) bir sonucu
olarak, aile icerisinde yasanan travmaya yol agan olaylar ve yasam sartlarinin meydana getirdigi
durumlar neticesinde bireyin duygu durumunda hasarlar olusabilmektedir (Wheaton vd., 2006).

Sorunlu evlilik stresi ve bosanma gibi durumlarda travmanin etkilerinin, bireyin daha once
deneyimledigi ve travmayla iliskili stresli durumlarin varligi nedeniyle daha biiyiik olabilecegini belirten
Wheaton vd., (2006, s.52), “travmalarin, bireyin yasamini degistiren olaylara kiyasla daha biiytik bir
tehdit olusturdugunu, travmalarin uzun siiredir devam eden olaylarin sonucunda gerceklesebilecegi gibi
onceki deneyimlerden bagimsiz bir sekilde de olusabilecegini, etkilerinin daha uzun siireli ve daha
biiyiik olabilecegini” belirtmistir. Kumagai, (2016), aile igi siddetin farkli tiirleri oldugunu ve bireyin
hayatinin her asamasinda aile i¢i siddete taniklik edebilecegini belirtmistir. Bu siddet tiirleri arasinda
fiziksel siddet yer alabilecegi gibi, psikolojik ve ekonomik siddet de yer alabilmektedir. Bu arastirmada
fiziksel siddete yer verilmedigi icin psikolojik ve ekonomik siddete yol acan olaylar iizerinde
durulacaktir.

Tablo 2: Ailede Yasanan Sorunlu Durumlar

Cocuklarin savas, iskence, terdr, dogal afetler ve kitlik gibi nedenlerle yetistikleri
iilkeden go¢ etmesi. Cocuklarin gb¢ Oncesi ve sirasinda yakinlariin dliimiine tanik
olmasi ve yakin aile iiyelerinden ayr1 kalmasi.

(Pumariega vd.,
2005)

(Beiser & Edwards,

Gog¢menlik durumunda aile iiyelerinin tamaminin bir araya gelmesinin zaman almas. 1994)

Cocukluk déneminde ebeveynlerden birinin ya da her ikisinin de ¢ocugun hayatinda yer
almamasi, tivey ebeveynle yasama, ebeveynlerin bogsanmasi, yakin bir aile iiyesinin (Rydell, 2010)
6limil, aile tiyeleri arasindaki anlasmazliklar, aile i¢i finansal sorunlar.

Bagska bir iilkeye gd¢ eden ailelerde yasanan finansal sorunlar (Z\égg)e bergh, vd.
Aileye yeni bir iiyenin katilmasi (kardesin dogumu), ebeveynlerden birinin hastanede
yatacak kadar hasta olmasi, ebeveynler aras1 anlagmazliklar, anne veya babanin uzun
saatler boyunca eve gelmemesi, kardesin 6liimii, ebeveynlerin ayrilmas: durumunda
anne ya da babanin eve yeni partnerini getirmesi, ebeveynlerden birinin evi terk etmesi,
ebeveynlerden birinin 6liimii, Ailenin finansal durumunda yasanan diisiis, eve baska bir
yetigkinin daha yerlesmesi, ebeveynlerden birinin cezaevinde yatmasi, aile igi
tartigmalar nedeniyle kardeslerden birinin evi terk etmesi, kardeslerden birinin ciddi
derecede hastalanmasi

(Berden, vd., 1990)
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Yakin bir aile iiyesinin 6liimii veya ciddi sekilde hastalanmasi, maddi durumda yaganan
biliyliik degisiklik, aile tyeleri arasindaki yakinligin derecesinin degigmesi, Aile
tiyelerinin sayisinda artis yasanmasi, yasanilan evden tasiilmasi, ailenin yasam
kosullarinda degisiklikler yaganmasi

Ebeveynlerden birinin ya da ikisinin tekrardan evlenmesi, iivey anne ya da babayla
yasama, iivey anne-baba ve ¢cocukla ayni evde yasamayan biyolojik ebeveyn arasindaki
cekisme, iivey anne babayla cocuk arasindaki ¢ekisme,

Riskten kaginan, elestirel diisiinceye meyilli, miikemmeliyet¢i, asir1 korumaci
ebeveynlere sahip olmak

Aile {iyelerinden birinin igsiz kalmasi, ebeveynlerin bosanmasi ve baskalariyla
evlenmeleri

Ailenin ekonomik durumunda yaganan ani ve biiylik degisiklikler

Ebeveynlerin bogsanmasi ve ebeveynlerden birinin ya da ikisinin birden yeniden
evlenmesi durumunda ¢ocukla olan bagin ve iletisimin zayiflamasi

Ebeveynlerin bosanmasinin ¢gocugun ekonomik kosullarina zarar vermesi

Aile tiyelerinin 6liimii

Aile bireyleri arasindaki paylagim ve iletisimin azalmasi

Ebeveynlerden birinin ya da ikisinin uzun siireler boyunca ve siklikla evde olmamasi,
Baska bir yere ya da eve taginma, Olim disinda aile iiyelerinden ya da sevilen
insanlardan ayr1 kalinmasi, ebeveynler ya da yakin aile iiyeleri tarafindan fiziksel
istismara ugrama, Ebeveynler ve kisinin kendisi de dahil olmak iizere diger aile tiyeleri
arasinda yasanan tartismalar, Ebeveynlerin bosanmasi haricinde aile yapisinda ve aile
iyelerinde meydana gelen degisiklikler (ebeveynlerin yeniden evlenmesi, kendi
¢ocugunun dogumu gibi)

Kardesin dogumu, biiyiik anne ya da biiyiik babanin 6liimii, ebeveynin hastaneye
kaldirilmasi, ebeveynlerin ayrilmasi ya da bosanmasi, ebeveynlerden birinin yeniden
evlenmesi, 6liim, ayrilik ya da bosanma nedeniyle yuvanin dagilmasi, biiyiik anne ya da
babanin o6liimiine sahit olma, ebeveynlerden birinin digerini 6ldiirmeye tesebbiis
etmesine taniklik etme gibi nedenlerle yasanan psikolojik travma, aileye yeni birinin
katilmasi, ebeveynlerden ayr1 kalma,

Annenin veya kardesin hastalik nedeniyle 6lmesi, kardesin kaza gecirmesi, baba
tarafindan zorla aileden uzaklastirilma
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(Abidin vd., 1992;
Harris, 1994; Pesonen
vd., 2006; Radke-
Yarrow vd., 1985)

Ebeveynin depresif olmasi

Aile iiyelerinin birbirlerine fiziksel ve sdzel olarak saldirmasi, ebeveynlerin gocuga
siddet uygulamasi, bagirma, azarlama, hakaret etme, kiiciimseme, tokat atma, dévme, (Hortagsu vd., 2003)
odaya hapsetme, evden kovma, yemekten mahrum birakma

Cocuklarin rol model aldiklar1 ebeveynlerin iglerini kaybetmesi ya da islerinin garanti

olmamasi, yasanilan evden tasinma, gelirin diizensiz olmasi, refah seviyesinin diismesi,

finansal yonden kotiiye gitme, ebeveyn ve cocuk etkilesiminin zarar gormesi, (Kalil, 2013)
ebeveynlerin bosanmasi ya da siirekli ¢ekisme yasayan ebeveynlerin maddi zorluklar

nedeniyle bosanamayip ayni evde yagamak durumunda kalmasi

Sert, baskici, tutarsiz ve yasaklar koyan ebeveyne sahip olmak (McLoyd, 1998)

2.4.2. Sosyo-Ekonomik ve Duygusal Yoksunlugun Kompulsif Satin Alma ile iliskisi

Kompulsif satin alma egiliminde olan bireylerin hissettikleri psikolojik gerginlik ve kaygiy1 azaltmak
icin satin alma eylemini gerceklestirdikleri bilinmektedir (Valence vd., 1988). Komspulsif satin almaya
yol agan psikolojik faktorlerin kaynagina gidildiginde, aile iliskilerinin kotii olmasindan kaynakli
cocukluk déoneminde yasanan yoksunlugun énemli bir rol oynadigi goriilmektedir (Anwar vd., 2020).
Bu yoksunlugun kompulsif satin almaya etkisi dogrudan olabilecegi gibi (Baker vd., 2013), dolayli da
olabilmektedir (An vd., 1993; Valence vd., 1988). Ornegin, ebeveynlerin bosanmasinin ailenin finansal
durumuna olumsuz yonde etki ettiginden (McLeod ve Almazan, 2003; Mortelmans, 2020; Woody ve
Woody, 2019), ailenin ¢ocuga sunabildigi maddi kaynaklar1 etkilemekte, dolayisiyla da kompulsif satin
almaya dogrudan etki etmektedir. Ebeveynlerin bosanmasi ayni zamanda ¢ocukta stres artigina neden
oldugundan (Roberts, 2003), kompulsif satin almay1 dolayli yoldan etkilemektedir. Benzer bir sekilde,
cocugun psikolojik ihtiyaclarini karsilamakla yiikiimlii olan ebeveynin Alwin, (2001) 6liimii halinde,
cocugun psikolojik sorunlar yasadigi (McLeod ve Almazan, 2003; Umberson, 2006), psikolojik
sorunlarin da kompulsif satin alma egilimini artirdig1 arastirmalar sonucunda ortaya konulmustur
(Valence vd., 1988). Bu psikolojik sorunlarin kaynaginda, ebeveynlerin bosanmasi ve olimii gibi
nedenlerle ¢ocugun duygusal destek ve sevgiden yoksun kalmasinin rolii bityiiktiir (Eisenberg vd, 2002;
Fivush vd., 2004; Gillies vd., 2003).

Tablo 3: Ailenin Cocuga Sunabildigi Kaynaklarin Cocuga Olan Etkileri

Benlik saygisi, giindelik yasama iligkin beceriler, sosyal agidan yeterlilik (Amato & Ochiltree,

1986)
. (Henry & Lovelace,
Yasam tatmini 1995)
Materyalizm, kompulsif satin alma (Baker vd., 2013)

(Holahan & Moos,

Yasam stresi 1986)

Lugo-Gil & Tamis-

Biligsel gelisim LeMonda, 2008)
Akademik basar1 ve kazanmmlar, fiziksel ve mental saglik, 6grenme ve calisma (Kalil, 2013)
motivasyonu, toksik stres '

Akademik basari, bilissel gelisim, fiziksel gelisim ve saglik durumu (McLoyd, 1998)
Benlik saygisi (Anwar vd., 2020).

Ailenin ¢ocuga yeterli derecede kaynak sunamamasi durumunda c¢ocugun benlik saygisi, sosyal
yeterliligi, biligsel gelisimi, akademik basarisi ve tatmin duygusu gibi 6zellikleri sekteye ugramaktadir
(Amato ve Ochiltree, 1986; Anwar vd., 2020; Henry ve Lovelace, 1995; Holahan ve Moos, 1986; Kalil,
2013; Lugo-Gil ve Tamis-LeMonda, 2008; McLoyd, 1998). Sosyal, ekonomik ve duygusal agidan
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yoksunluk ¢eken ¢ocuklarin stres, gelisimsel sorunlar, uyumsuzluk, kizginlik, 6fke, korku, davranigsal
bozukluklar, saldirganlik ve giivensizlik gibi birtakim sorunlar yagamaktadir (Abidin vd., 1992; Bray,
2009; Pesonen vd., 2006; Radke-Yarrow vd., 1985; Ramsden ve Hubbard, 2002). Kompulsif satin alma
egilimi yiiksek kisiler bu psikolojik sorunlarin yol actigi kotii hislerle basa ¢ikabilmek icin tiiketim
davranis1 sergilemektedirler (Otero-Lopez, ve Villardefrancos, 2014).

Tablo 4: Ailede Yasanan Sorunlu Durumlarin Cocukta Olusturabilecegi Psikolojik Sorunlar

Stres artist, sosyal yeterlilikte diisiis, digsallagtirma problemi, ergenlikteki geligsimsel

sorunlarla baga ¢ikmada yetersizlik, psikolojik ve duygusal problemler, uyum sorunu (Bray, 2009)

Kizginlik, o6fke, rahatsizlik, korku ve iizlinti gibi duygularda artis; sakinlesme,

giiliimseme, kahkaha, ilgi, engelleyici kontrol gibi duygularda azalig (Pesonen vd., 2006)

(Ramsden &
Saldirganlik Hubbard, 2002)
Davranim bozuklugu, uyum sorunlari (Abidin vd., 1992)
Giivensiz baglanma (anne ve ¢ocuk arasinda) gl&;ggl)(e-Yarrow vd,

Literatiir taramasi sonucunda elde edilen bulgulardan yola ¢ikilarak olusturulan dort tablo kullanilarak,
bulgular siiflandirilmig ve Sekil 1°deki kavramsal model olusturulmustur. Bu modelde, literatiirde
ailede yasanan sorunlu durumlarin neler olduguyla ilgili kavramlara yer verilmis ve bu sorunlu
durumlarin hangi ailevi kaynaklar1 etkiledigi, cocukta ne tiir psikolojik sorunlara yol a¢tig1 ve kompulsif
satin almaya dogrudan ve dolayli olarak nasil etki ettigi yer almustir. ileride aile ve kompulsif satin alma
iliskisi tizerinde ¢alisma yapmak isteyen arastirmacilarin faydalanmasi agisindan 6nem arz etmektedir.

Sekil 1: Kavramsal Model

Ailenin Cocuga Sunabildigi

Kaynaklar
Para
Beslenme
Giyim
Zaman, ilgi ve alaka
Disiplin

Yasam becerileri ve y 6nlendirmeler
Duy gusal destek, sevgi ve bagllik

Ailede Yasanan Sorunlu Durumlar

Rol modellik ve 6nderlik etme

Gog

Yasanilan evden tasinilmasi

Aile iy elerinin 6limii

Aile iiyelerinin ciddi derecede hastalanmasi
Aile iy elerinin say1sinin degismesi

Ebeveynlerden ayri yasamak

Ebey evnlerin anlasamamasi

Ebeveynlerin boganmas1

Ebeveynlerin bagkalariyla evlenmesi

Uvey ebeveynle yasamak

Ailenin ekonomik durumunda yasanan ani ve biyiik degisiklikler
Alle iiyelerinin fiziksel istismarina ugrama

Egitim olanaklar1

Adile i¢i aktiviteler, etkilesim ve iletigim
Konforlu barinma olanaklari

Seyahat ve tatil

Bakici saglama

Aile iiy elerinden ayr1 kalmak Oyuncak
Ebeveynlerin uzun siire eve ugramamasi Fiziksel bakim ve saglik
Ebeveynlerin cezaevinde y atmasi Teknolojik kaynak saglama

Alile i¢i rutinler ve kutlamalar

Psikolojik Sorunlar

Benlik say gis1
Yasam becerileri
Sosyal yeterlilik

Alile igi fiziksel ve sozel siddete taniklik etme Tatmin
Ebeveynlerin fiziksel ve psikolojik cezalarina maruz kalma Stres
Aile i¢i anlagsmazliklar ve tartigmalar Biligsel geligim
Ebeveynlerin elestirilerine maruz kalmak Akademik basari
Sert, asir1 korumaci, tutarsiz ve depresif ebeveyne sahip olmak Motivasyon
Aile iiyeleriy le olan iligkinin, paylagimin ve bagin zay iflamasi Uyum sorunu
Duy gu durum bozuklugu
Kizgmhk
Ofke
Korku
Uziintii
Kayg
Saldirganlik

Davranim bozuklugu
Giivensizlik hissi
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3. TARTISMA VE SONUC

Cocugun dogdugu andan itibaren kisiligini etkileyen, biiylimeye basladikca verdigi kararlara etki eden,
cocugu gelisimsel, davranigsal, bilissel, psikolojik, sosyal ve ekonomik olarak yonlendiren en 6nemli
kaynaklardan biri ailedir. Ailenin ¢ocuga olan etkisi olumlu yonde olabilecegi gibi, aile i¢i iliskilerde
yasanan sorunlar nedeniyle olumsuz da olabilmektedir. Ailede yasanan sorunlu durumlarin ¢cocuga olan
etkisi farkli yas gruplarinda degisiklik gosterse de (Roberts, 2003) bir 6miir boyu siirmektedir (Bengtson
ve Allen, 1993; Wiatrowski, 1978). Ailede yasanan sorunlu durumlarin olusturdugu olumsuz etki,
cocugun ileride verecegi tiiketime iliskin kararlar baglaminda ele alindiginda kompulsif satin alma
davraniginin olugsmasina yol agmaktadir.

Her ne kadar ailede yasanan sorunlu durumlar kompulsif satin almaya dogrudan etki etmese de, bu tiir
sorunlarin ¢ocugun elde edecegi kaynaklari sinirlandirmasi ve ¢ocugun psikolojik gelisiminde sorunlara
yol agmasit bakimindan kompulsif satin almaya dolayli yonden etki ettigi asikardir. Cocugun
dogumundan resit oluncaya kadar gecen siirede, aile iligkilerinin iyi olmamasi, aile icerisinde siddetin
farkli tiirlerine maruz kalmasi, aile yapisinin degigsmesine yol acan durumlari deneyimlemesi gibi
nedenlerle, sosyal, ekonomik ve psikolojik olarak yeterli kaynaklara erisememesi, cocukta psikolojik
sorunlara yol acabilmektedir. Cocuklukta yagsanan yoksunlugun ve psikolojik sorunlarin beraberinde
getirdigi olumsuz duygularla basa ¢ikabilmek icin, birey ileriki yaglarda aligveris yapmay1 yasaminin
vazgegilmez bir pargasi haline getirmekte, anlik gerilimini gidermek i¢in plansiz bir sekilde ve ihtiyaci
olmayan {iriinler satin almaktadir.

Bu makalede, kompulsif satin alma baglaminda ailenin g¢ocugun tiiketim davranigina olan etkisi
incelenmistir. Kompulsif satin alma literatiiriinde yer alan, ailede yasanan sorunlu durumlar, bu
durumlarin etkiledigi kaynaklar, sorunlu durumlarin ve kaynaklarin azalmasinin yol agtig1 psikolojik
sorunlarin neler oldugu literatiirde yer alan ¢alismalar incelenerek aktarilmistir. Literatiirde halihazirda
var olan ¢aligmalar incelendiginde, kompulsif satin almaya yonelik teorik caligmalarin uygulamali
aragtirmalara kiyasla literatiirde daha az yer aldig1 (Yildirim ve Pirtini, 2022), ailenin kompulsif satin
almaya etkisinin genellikle ya ailenin ¢ocuga sunabildigi kaynaklar iizerinden ya da ailede yasanan
sorunlu durumlarin yol agtig1 psikolojik sorunlar {izerinden ayr1 olarak ele alindig1 gézlemlenmistir. Bu
baglamda tim bu degiskenlerin bir arada ele alinmasi literatiire katki sunmasi anlaminda 6nem
tasimaktadir. Derleme ve siniflandirma sonucunda olusturulan kavramsal modelin ileride yapilacak
arastirmalara katki sunmasi beklenmektedir. Ayrica dnceki ¢aligmalarda, ailede yasanan ve ¢ocugu
dogrudan ya da dolayli olarak etkileyen sorunlu durumlarin genellikle belli basli birka¢ durum baz
almarak aktarildig1 anlasilmistir. Bu acidan ailede yasanan ve ¢ocuga etki eden sorunlu durumlarin
oldukea fazla oldugunun anlasilmasi, ileride yapilacak ¢alismalarda bu durumlarin kapsamli bir sekilde
ele alinabilmesi agisindan 6nem arz etmektedir.

YAZARLARIN BEYANI
Katki Orani1 Beyani: Yazarlar calismaya esit oranda katki saglamistir.
Destek ve Tesekkiir Beyani: Calismada herhangi bir kurum ya da kurulustan destek alinmamugtir.

Catisma Beyani: Calismada herhangi bir potansiyel ¢ikar catigmasi s6z konusu degildir.
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