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Ozet
Amag: Tiiketim olgusu caglardan beri insanin yaninda duran, insanla var olan bir kavramdir. Buna ragmen tiiketimin
akademik anlamda incelenmesi Sanayi Devrimi sonrasina rastlamaktadir. Mevcut ¢alisma tiiketim kavramina sosyolojik
acidan kronolojik bir bakis sunma ve akademide nasil ele alindigini agiklama amacindadir.
Tasarim/metodoloji/yaklasim: ilgili konuda yer alan kaynaklardan literatiir taramasi yapilmisgtir.
Bulgular: Tiiketimin, Sanayi Devrimi, 2. Diinya Savasl, internetin ortaya ¢ikisi gibi toplumu doniistiiren donemlerden
gecip pratiginin nasil degistigi incelenmistir. Tiikketim eyleminin barindirdigi semboller ve bu sembollerin sosyologlar
tarafindan nasil yorumlandig tartisilmistir. Birinci kisim, tiiketim sosyolojisi alaninda ilk ¢alismalarin yapildig1 Mark,
Weber, Durkheim ve Veblen’in dnciiliigiinii yaptig1 doneme denk gelmektedir. Bahsi gecen sosyologlarin calismalari
ampirik acidan desteklenmese de tiiketim sosyolojisinin diisiinsel temelleri bu dénemde atilmustir. ikinci kisimda,
2.Diinya Savasindan sonra degisen toplum yasantisi ve Frankfurt Okulu ele alinmaktadir. Uciincii kisimda tiiketim
toplumu ve tiiketim katedrallerinden s6z edilmis ve son olarak tiiketimin karanlik tarafi ve yarini lizerine bir tartisma
yapilmistir. Glinlimiizde tiiketim eyleminin giderek yayginlastig, akademik olarak da tiiketim ¢alismalarina verilen
onemin arttigl gdzlemlenmistir.
Ozgiinliik: Bu calisma vasitasiyla titketimin doniisiimii ve gelecegi anlagilmaya calisilmistir. Tiirkge literatiirde tiiketim
sosyolojisinin tarihsel doniistimiinii toplumsal ve akademik a¢idan ele alan ilk makale olma hedefini tasimaktadir.

Anahtar Kelimeler: Tiiketim sosyolojisi, Sanayi Devrimi, Frankfurt Okulu, Tiiketim katedralleri
Makale tiirii: Derleme

Abstract

Purpose: Consumption phenomenon has been come into being with human for ages. Notwithstanding that, academic
studies of consumption were taken into account only after the Industrial Revolution. The purpose of this study is to
examine the sociology of consumption in the chronologic evidence from contemporary literature and to explain the
academic understanding of consumption.

Design/methodology/approach: Literature review has been conducted from the related sources.

Therefore, we discussed the evolution of consumption in terms of meaning and practice through the important periods
in history, such as the Industrial Revolution, World War II and the discovery of World Wide Web. Additionally, in the
study, we mentioned the consumption symbols and how sociologists investigated their meanings. The first part covers
the beginning of debates on sociology of consumption among leading sociologists as Marx, Weber, Durkheim and Veber;
even though their studies are not supported with empirical findings. The second part demonstrates the daily life after
World War II and the implications of Frankfurt School. In the third part, the consumption cathedrals are mentioned and
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in the last part we argued the dark side as well as the future of consumption. Nowadays, it is observed that the act of
consume becomes a widespread and academic studies for consumption gain importance.

Originality: By means of the study, evolution of consumption and its future are discussed. This article has the purpose
of being the first article in the Turkish literature addressing the historical transformation of the sociology of

consumption socially and academically.

Keywords: Sociology of Consumption, Industrial Revolution, Frankfurt School, Cathedrals of consumption

GIiRIiS

insanlik tarihinde on binlerce yil iiretim olmadan
gecmisse de, tiiketim olmadan hayatta kalmak soz
konusu olamaz (Egilmez, 2018). Bu baglamda
diisiintldigiinde tiiketimin kendisi bir eylem
olmaktan ziyade hemen hemen tiim eylemlerde
bulunan anlardir. Dolayisiyla tiiketimi yalnmizca bir
para aligverisine indirgemek tiiketimin simgesel
degerini aciklamada yetersiz kalacaktir (Warde,
2005). Tiiketim, kelime anlami olarak; “liretilen mal
ve hizmetlerin insanin gereksinim ve isteklerini
karsilamak amaciyla  kullanilmas1” seklinde
tanimlanmaktadir. En genel manada, bir ihtiyaca ya
da stratejik bir amaca hizmet eden, bununla beraber
cesitli rolleri de iginde barindiran bir kavram olarak
goriilmektedir (Solomon, 1983). Kavram, her ne
kadar insana ait siradan bir davranis olarak ele
alinsa da (Uusitalo, 1996) ezelden beri tiim canlilar
“tliketmektedirler” (Bauman, 1998).

Warde (2005) tiiketimin 3 A’sindan
bahsetmektedir. Bu A’larin her biri yukarida bahsi
gecen tiilketim anlarini agiklamaktadir. Nesne ilk
once “edinilir’ (acquisiton), daha sonra nasil
kullanildigiyla ilgili olarak “benimsenir”
(appropriation) ve son olarak da yarattigi1 ¢cagrisima
gore o nesneye bir “deger bicilir” (appreciation)
(Evans, 2019). Bu anlar yorumlara oldukea agiktir
ve bir kisinin tiiketim aliskanligi, ekonomik ve
sosyal konumu hakkinda o6nemli ipuglan
barindirmaktadir. Kisi, tiiketim davranislariyla,
kimligini sergilemektedir. Kimlik hayat dénemleri
boyunca degistikce bu davranislar da degisiklik
gostermektedir (Setiffi ve Setiffi, 2014). Asamalar
ile dolu bir silreci igerisinde barindiran bu
degisiklikler; “tiikketimin islevi” ve “toplumsal
baglamda tiiketimin tasidig1 dnem” olarak ortaya
¢ikmaktadir (Uusitalo, 1996). Bauman (1983), bahsi
gecen tlim asamalari, yenicagin bir safagi olarak

degil, eskinin en son paradoksu olarak
tanimlamaktadir.
Atalarimiz  yiyeceklerini tliketmek icin

haftada 15 - 20 saatlik bir dizi siirece ihtiyag
duyarken, giinlimiiz tiiketicisi i¢in nasil olur da bir
magaza ortaminda sadece 30 dakika gecirmek
yeterli hale gelmistir? Ariely ve Norton (2008)
tarafindan isaret edilen bu doniisiimiin izlerini
toplumlarin tarihlerinde aramak dogru olacaktir.
Nasil ki, eski toplumlar, birer “lretici toplumu”
olarak goriilmekteydi ise, gliniimiiz toplumu da bir

“tliketim toplumu” olarak nitelendirilmektedir
(Bauman, 1998). Tiiketimin sosyal ve Kkiiltlirel bir
siirecin sonunda gergeklesiyor olmasi (Zukin ve
Maguire, 2004) ifade edilen paradoksun anlasilmasi
icin geriye doniik sosyolojik bir bakis a¢isini gerekli
kilmaktadir. Béylece, Bauman’in (1998) vurguladigi
“tliketmek i¢cin mi yasiyoruz?”, “yasamak i¢cin mi
tiiketiyoruz?” sorularinin cevaplarina yaklasmak
mimkiin olabilecektir. Buradan hareketle bu
calisma, tiikketim olgusunun ge¢misten gelecege bir
slire¢ olarak sosyolojik agidan ele alinmasini
amaglamaktadir.

Tirkece alan literatiiriinde tiiketim sosyolojisine
tarihsel bir yaklasimda bulunulmadigy, farkh
donemlerde yasayan sosyologlarin tiiketim iizerine
goriislerinin tek bir c¢alismada derlenmedigi
gorilmistiir. Bu eksikligi gidermek adina Sanayi
Devrimi'nden itibaren ortaya c¢ikan diislinceler
literatlir taramasi yapilarak incelenmistir. S6z
konusu c¢alisma tiketim sosyolojisinin gecirdigi
degisimi kavramsal olarak ele alma amacindadir.
Mevcut c¢alismada, tiketim kavraminin ¢ikis
noktasindan giinlimiize kadar nasil bir degisime
maruz kaldigi, bireylerin tiiketime yiikledikleri
anlamin zaman icinde nasil degistigi ele alinacaktir.
Sosyal bir eylem olan tiiketim eyleminin,
sosyologlar tarafindan irdelenme bigimleri tarihsel
olarak degisen sosyolojik olgu ve yaklasimlarla
incelenecektir. Tiiketim kavraminin ortaya ¢ikisi ve
kelimeye yiiklenen temel anlamlardan bahsedilecek
daha sonra tiiketim sosyolojisinin agiklanacag li¢
tarihsel siireg ele alinacaktir. Sonrasinda Tiirkiye'de
yapilan arastirmalara deginilerek, sonug¢ boliimiine
gecilecektir.

TUKETIM SOSYOLOJisi

Tiiketimin Kapsaminin Degismesi

Tiketimi liretimin tamamlayicisi olarak géren Marx
icin odak noktas1 “homo faber” olmustur. “Ttiketici”
kavramindan heniiz s6z etmemis olan Marx
ireticilerin yasam Kkosullarma odaklanmistir.
Consommateur kavramindan De Condillac soz
edecek ve tiiketimi oOncelikle gida tiiketimiyle
eslestirecektir (Ilmonen, 2011). Gergekten de gida
tiikketimi en temel ihtiyaclardan olmasi dolayisiyla
insanlara tliketici sifatini kazandirmistir. Ernst
Engel’den ismini alan Engel Yasasina gore, “bir aile
ne kadar yoksullasirsa, gidaya harcayacagi oran da
o denli artacaktir” (Stigler, 1954). Harcama
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odagmin gida olmasi insanlarin tarihin ilk
giiniinden beri tiiketici oldugunu géstermektedir.

Her ne kadar tiiketiciler ve tiiketim tarihin en
basindan beri var olduysa da bu kavramlar: ifade
eden kelimeler ortaya c¢ok sonralari ¢ikmistir.
Kelimenin tarihsel kokeninde iki farkli agiklama
bulunmaktadir.  Birincisi  negatif  ¢agrisimh
harcamak, bitirmek anlamina gelen Latince kdkenli
kelimedir. Digeri ise, Ureticinin karsiti olarak ve
ireticiden ayirmak amach kullanilan anlamidir
(Warde, 2015). Zaman igerisinde tiiketimin basit bir
yok etme eylemi olmadig1 anlasilmis ve tiiketime
daha karmasik anlamlar yiiklenmeye baslanmistir.
Kisiler icin, sosyal iligkiler kurmak evrimsel bir

gerekliliktir. Bu ylizden de bireyler, sosyal
iliskilerini giiclendirecek tiiketimlerde
bulunmaktadirlar (Mead vd., 2011). BelK'in

Genisletilmis Benlik Teorisi, tiiketici davranisinin
bireylerin var olmasina daha genis bir anlamda nasil
katkida bulundugunu anlamanin pesindedir.
Buradaki diisiince, Kisilerin Kkendilerini ifade
ederken tiiketimin bir mesaj icerdigini anlamaktir
(Belkvd., 1982; Belk, 1988). Birey tiiketimle kendini
yeniden olustururken bir yandan da toplumun
degismesine katki saglar. Toplum degisirken birey
yeniden degisir. Boylece tiiketim-birey ve toplum
iliskisi goz ardi edilemez dolayisiyla sosyolojik
cikarimlara siirekli ihtiya¢ oldugunu soéylemek
yanlis olamayacaktir (Stryker, 2008). Ureten ve
tiiketen homo faber icin tiiketme eylemini sosyal
davranistan ayr1 diisiinmek miimkiin degildir.
Tiketmenin kendisi sosyal bir eylem olarak kabul
edilmektedir (Solomon, 1983).

Tiiketim uzun zamandir insanlarla i¢ ice bir kavram
olmasina ragmen tiketim c¢alismalarinin hala
gelisme asamasinda oldugu diisiiniilmektedir
(Warde, 2015). Hatta sosyolojinin bu alani
besleyebilecek zengin bir potansiyeli olduguna
inanilmaktadir (Lee, 1990). Ciinkii teknolojik
gelismeler ekonomik yeniliklerle birlikte tiiketim
kaliplarini degistirmekte, degisen tiiketim bigimleri
kiiltiriic yeniden sekillendirmektedir (Zukin ve
Maguire, 2004). Boylece tiiketimde dongiisel bir
degisiklik bulunmaktadir. Dolayisiyla tiiketimi
isletme, pazarlama ve antropoloji farkli bakis
acilariyla  incelerken, tiikketimin bireysel ve
toplumsal diizeyde anlasilmasi sosyolojinin
konusudur (Kennedy ve Krogman, 2008).

Tiiketim Sosyolojisi Kronolojisinde Birinci
Dalga: Marx, Weber, Durkheim ve Veblen

17. yiizyll kisilerin hayat tarzlarinda kokli
degisikliklerin yasandigi bir doéneme
rastlamaktadir. Bu déneme miiteakiben gelecek
olan Sanayi Devrimiyle, yasanan bu degisiklikler
topluma iyice niifuz etmis ve giliniimiizde hala
gecerli olan teorilerin gelistirilmesine ortam
hazirlanmistir. Hizli niifus artisi, orta sinifin
zenginlesmesi, tiiketim mallarina yodnelik artan

talepler, 18. ve 19. yiizyi1lda insan ve hayvan giiciiyle
calisan iretim araglarinin buharla ¢alisan
makinelere donlismesini saglamistir. Avrupa’da
yasanan bu Kkitlesel liretime gecis siireci Sanayi
Devrimi adiyla anilmaktadir (Egilmez, 2018).

17. ylizyilda zenginlesen ve biiyiiyen bir niifus s6z
konusudur. Kalabaliklasan nitifusta aykir1 gruplar
olusmaya baslamistir. Bu gruplarin kontrol altina
alinmas1 giliciin dogasinin degismesi anlamina
gelmektedir. Eskiden yonetenlerin toplum tizerinde
kontrolii direkt olarak gozlemlenemezken, bu
doénemde acik bir baski ortaya ¢cikmaya baslamistir.
Bu sebeple insanlar, “insan olmay1” 6grenmeye ve
tek bir tip yasam tarzina yoneltilmeye baslamistir.
iste bu noktada yoksul halk is giicii olarak
degerlendirilmekte boylece bu kimselerin iizerinde
hem bedensel hem de eylemsel kontrol
saglanmaktadir. Kisi bedeni iizerindeki otonomisini
kaybettikce  tiikketimle  Ozgiirlesme  arayisini
girmistir (Bauman, 1983).

18. yiizyila gelindiginde ingiltere basta olmak iizere
Avrupa Ulkeleri Sanayi Devrimine tamiklik etmistir.
Bu donem “tiiketim toplumunun” dogusu anlamina
gelmektedir (Trigg, 2001). Beslenme gibi temel
tiiketim bicimleri insanlarin giinlik yasaminda
eskiden beri odak halinde olsa da Sanayi Devrimi
sonucunda degisen toplum dinamikleriyle ortaya
¢ikan yeni tiiketim kaliplar1 19. ytizyilda farkl bir
ilgi gdrmeye baslamistir (Ilmonen, 2011).

Sosyoloji biliminin kurucusu olarak bilinen Aguste
Comte’'un baslangicta sosyal fizik adin1 verdigi
sosyoloji, kavram olarak ilk kez bu dénemde, 1839
yilinda, kullanilmistir. Comte, toplumun sorunlarini
¢6zmek ve daha iyi bir toplum yasantisina ulasmak
icin bu alana da doga sorunlarina fizik, kimya ve
biyoloji ile yaklasildig: gibi yaklasilmasi gerektigini
savunmustur. S6z konusu bilim dallarinda yasanan
gelismeleri sadece bir bilgi olarak degil, ayn
zamanda toplumu degistiren teknolojik
gelismelerin itici gilicii olarak gormiistiir. Bu
baglamda, modern diinyanin ortaya ¢ikisini, sadece
bilginin  varligima degil, bilginin toplumu
doniistiiricii ve istekleri diizenleyici giiciine
atfetmistir. Comte, toplumun doniisiimii icin gerekli
olan asamalar1 “li¢ hal kanunu” adin1 verdigi bir
stirec ile aciklamistir. Bu asamalardan ilki, teolojik
asamadir. Toplum, bu asamada teolojik kanunlar ile
diizenlenmekte ve her sey tanrisal ilkeler ile
aciklanmaktadir. fkinci asamayi, metafizik asama
olarak tanimlayan Comte, asamanin detaylarini net
bir sekilde ifade etmemekle birlikte, buray bir gecis
asamasl olarak gormiistiir. Bu noktada tann
kavramindan ¢ok s6z edilmemekte ancak, yine de
aciklamalar soyut kavramlar ile yapilmaktadir.
Bilimsel asama olarak tanimlanan son asamada ise,
her sey bilimsel metotlara bagldir ve agiklamalar
dogrulanabilir teorilere dayandirilmaktadir
(Comte, 1858). Comte, Sosyoloji bilimini de burada
konumlamaktadir.
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Bununla birlikte bu doénem ampirik ¢alismalar
acisindan ¢ok zengin bulunmamaktadir. Ancak
donemin degerli sosyologlarinin hemen hepsi
tiketim konusuyla ilgilenmistir. Zira 1800’lerin
basinda Paris Pasajlar1 ve 1800’lerin sonunda
Fransiz departman magazasi olarak adlandirilan
yeni tiiketim araglar gilinliik hayatta mevcut hale

gelmistir  (Ritzer, 2019a). Degisen tiiketim
bicimlerini bdylelikle gozlemlemek miimkiin
olmaktadir.
Karl Heinrich Marx ve Tiiketim Uzerine
Diisiinceleri
Karl Marx, tiketim nesnelerinin degisim ve

kullanim degerleri arasinda bir fark oldugunu éne
siirerek tiiketim sosyolojisine 6nemli bir kavramsal
katki saglamistir (Ilmonen, 2011). Marx’a gore
kullanim degeri, iirtiniin fiziksel 6zelliginden ileri
gelmekte ve bu deger tiketim esnasinda
anlasilmaktadir. Fakat nesnenin bu 6zelligi sosyal
anlami1 hakkinda bilgi vermemektedir. Nesnenin
parayla olciilemeyen sosyal degeri, o nesneyi
iretmek amaciyla harcanan zaman, degisim
degerini meydana getirmektedir (Marx, 1859).
Tiiketime bakis agist minimal bir tavir sergileyen
Marx’a gore hayatta kalmaya yetenden fazlasinm
tilketmek meta fetisizmidir (Zukin ve Maguire,
2004). Bu noktada meta fetisizmiyle eslesen,
nesnelerin kullanim degeri degil degisim degeridir.
Sorun, bu degisim degerinin fetisist bir hale
gelmesidir. Kisacasi sembolik deger barindiran her
sey Marx tarafindan bir meta fetisizmine
indirgenmistir (Daloz, 2007).

Marx, bir toplumun isleyisini ve 0zelliklerini
6grenmek icin o toplumun iiretim tarzini olusturan
sosyal iligkilere, kurumlarina ve uygulamalarina
odaklanmak gerektigini savunmustur. Bu baglamda,
Amerika Birlesik Devletleri'ni 6rnek gostererek
ABD’yi demokratik bir toplum olarak degil,
kapitalist diizene sahip iilkelerin en iyisi olarak; bir
tiiketici toplumu, Yahudi - Hristiyan toplum ve
hatta modern toplum olarak tanimlamistir. Marx’i
materyalist toplum konseptini benimseyen diger
teorik bakis agilarindan ayiran sey; ekonomik
liretim sistemine ve sosyal sinif iligkilerine atfettigi
Oonem olarak bilinmektedir (Royce, 2015).

Marx’a gore kapitalizm, insanlar1 sistemin akilci ve
kacinilmaz olduguna ikna ederek yanlis bilinci
derinlestirir (Agger, 1991). Bodylece soOmiiriilen
siniflar mevcut diizeni sorgulamadan hayatlarina
devam etmektedirler. Marksist yaklasimin bir diger
kapitalizm elestirisi de is sahiplerine yoneliktir.
Daha fazla miisteri elde etmek ugruna fiyatlar
stirekli diisiirme amacinda olan is sahipleri, maliyet
tasarrufunu iscilerin maasi lizerinden yapmaktadir
(Taylor, 2014). Iscilerin maddi yetersizlikle birlesen
koti galisma kosullar1 “yabancilasma” kavramini
beraberinde getirmektedir. Is yerinde Kkisinin
trettigi kendi eseri olmamakta ve boylelikle

iretilen nesne ve benlik arasinda hi¢cbir uyum
kalmamaktadir. Kisi, trettigi iriin {lzerindeki
kontroliini kaybetmekte ve ona
yabancilasmaktadir (Gecas, 1982). Marksist teori
19. ylizyildan bu yana tiiketime elestirel yaklasimin
temelini olusturmaktadir (Dujarier, 2015).

Max Weber ve Tiiketim Uzerine Diigiinceleri

Sosyoloji alaninda degerler sosyolojisi denildiginde
Max Weber one c¢ikmaktadir. Weber, toplumda
deger kavraminin Onemini ve yerini arastiran
calismalar ile literatiire katkilar sunmus ve
toplumsal eylemin y6niinii sahip olunan degerlerin
belirledigini ileri siirmiistiir (Aksan, 2016). Bununla

beraber, geleneksel ve modern toplumlarin
degerler yoniinden ayristigi ancak beklenen
degisimin minimal diizeyde kaldig1 bilgisine

ulasilmistir. Yasam bigimlerinin ¢ikarlardan c¢ok,
degerlere dayandigini savunan Weber, degerlerden
bagimsiz olarak, toplumun rasyonellesmesini,
teorik, pratik, bicimsel ve 06ze dayali olarak
siniflandirarak agiklamistir. Bu noktadan hareketle,
modern toplumlardaki rasyonellesme siirecinin
pratik, teorik ve bigimsel rasyonalizasyon olarak
dikkat ¢ektigini belirtmistir (Kalberg, 1980).

Max Weber sosyoloji alaninda onemli eserler
vermenin Otesinde, ekonomi, siyaset ve din gibi
alanlarda g¢alismalarda bulunmustur. Tiketim
sosyolojisinin anlamlandirilmaya ¢alisildigi bu ilk
donemde, oOzellikle tiketim motiflerinin ve
kapitalizmin yiikselisinin anlasilmasia yardimci
olacak iki degerli yaklasim ©One siirmiistir.
Bunlardan ilki “Akilcilastirma”, digeri ise “Protestan
Ahlaki Tezi”dir (Kim, 2007).

Weber'e gore akilcilastirma, muglak kurallar
olmadan ve Kkisinin kendi karar mekanizmasini
kullanmasina gerek kalmadan, insanlarin bir amaca
en optimum sekilde ulasmaya calismasidir (Ritzer,
2019b). Glinimizde akilcilastirmanin elemanlari
olan verimlilik, 6ngorilebilirlik ve denetimin,
bireyleri tiikketime nasil yonelttigi de yine Weberyan
bir yaklasimla anlasilmaya c¢alisiimaktadir. Her
alanda akilcilastirilan tiiketim, hayatin icinden
normal bir eylem haline gelmistir (Kennedy ve
Krogman, 2008).

Protestan Ahlaki Tezi ise, dini bir yasayis bi¢ciminin,
kapitalizmin ortaya ¢ilkmasina nasil zemin
hazirladigini konusuna odaklanmaktadir. Calvin’in
doktrini kisilerin cennete gidip gitmeyeceklerinin
onceden belirlendigi iizerine kuruludur. Bu
sebepten Protestanlar “cennete uygun” bir yasam
siirmekte ve giinahtan uzak durmak icin tiim
yasamlarint  sitki  bir g¢alisma temposuyla
gecirmektedirler. Israftan kacinan bu cemaat
zamanla sermaye birikimine ve  bdylece
kapitalizmin dogusuna sebep olmustur (Dolgun,
2019).

Weber, ekonomik davranislar1 acgiklarken maddi
motiflerin yetersiz kaldigini goézlemlemis bu
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sebeple, Kkiiltiirel, tarihsel 6gelere odaklanmak
gerektigini savunmustur (Dirikog, 2019).

Emile Durkheim ve Tiiketim Uzerine
Diisiinceleri

Sosyoloji kiirsiisiinii kuran akademisyen olarak
anilan Durkheim sanayilesme déneminde toplumun
nasil degistigiyle ilgili gozlemlerde bulunmustur
(Dolgun, 2019). Oyle ki, Comte’un ortaya koydugu
felsefenin  daha  sistematik  bir  disipline
donlismesinde 6nemli bir rol oynamistir.
Calismalarinda kullandig tarihsel ve politik cergeve
ile sosyoloji literatiiriine gecerliligi yiiksek
akademik calismalar sunmustur (Thompson, 1982).
Sosyal biitlinlesme ve dayanisma kavramlarina
dikkat ¢ekerek toplumun birbirine nasil bir bag ile
baghh oldugunu arastiran Durkheim, modern
toplumlarin  biitiinliiklerini is  boélimiinden
kaynaklanan bagimlliklar ile siirdiirdiiklerini ileri
stirmiistiir. Ancak, bu durumun geleneksel
toplumlarda bulunan gérev ve sorumluluklar ile
ayni olmadigini belirtmistir. Kisiligi ortaya ¢ikaran
seyin bireysel niteliklerden olustugu ve Kisiyi
digerlerinden ayiran o&zelliklerin de s6z konusu
nitelikler oldugunu savunmustur.

Durkheim’in tiiketime bakis acis1 ise oldukca
karanliktir. Ona gore tiiketim, toplumu sarsabilecek
kadar tehlikeli bir olgu, hatta toplumda gorilen
ahlaksizligin bas sorumlusu olarak goriilebilecek
ticari tutumdur (Ilmonen, 2011; Zukin ve Maguire,
2004).

Klasik sosyologlar olarak bilinen Karl Heinrich
Marx, Max Weber ve Emile Durkheim modernitenin
dogusuna onciiliik eden ilk teorisyenler olarak
goriilmektedir. Biiyiik bir toplumsal degisimin
yasandigi bu cagi, bilimsel bir bakis acisiyla
gozlemleyenler olarak one c¢ikan sosyologlarin
¢alismalari, yeni kapitalist diizen ya da endiistriyel

toplumun kokenleri ve tanimlayict o6zellikleri
lizerinde  yogunlasmistir. Bununla beraber,
gecmisin  geleneksel  toplumunun ne gibi
siireclerden gecerek modern topluma gecis

yaptigin1 sorgulamislar ve modernitenin dogasina
yonelik sorulara aradiklar1 cevaplar1 hayatlarinin
merkezine oturtmuslardir (Royce, 2015).

Thorstein Bunde Veblen ve Tiiketim Uzerine
Diisiinceleri

Tiketim sosyolojisinin ilk dalgasim
donemde “Aylaklik” ve “Gosteris¢i Tiketim”
kavramlarini literatiire kazandiran Thorstein
Bunde Veblen’'in 6nemli bir yeri bulunmaktadir.
Veblen’e gore, “Aylaklik durumunda zamanin ve
¢abanin bosa harcanmasi, gosterisci tlketim
durumunda ise mallarin bosa harcanmasi s6z
konusudur” (Veblen, 2017[1899]).

Sanayilesme sonrasinda gelisen teknoloji, tiretim
fazlasiyla sonug¢lanmistir. Bu durum, ekonomik
biiylime ve iiretim tesviki icin siirekli daha fazla

olusturan

tiketim anlamina gelmektedir (Taylor, 2014;
Veblen, 2017).

Mallarin bir stati semboli oldugu disiincesi
Veblen’le ortaya ¢ikmistir (Gusfield ve Michalowicz,
1984). Ashinda gosteris¢i tiiketim kavrami da
zenginlik  unsuru  sayilabilecek  nesnelerin
digerlerine kars: statiisel bir istlinliikk saglamasi
amaciyla sergilenmesi anlamina gelmektedir (Hinz
vd., 2015; Kennedy ve Krogman, 2008). Bu noktada
islevselci yaklasimin statii kazanma yolunda
meslege  atfettifi 6nem  yerini tiiketime
birakmaktadir. Ciinkii Veblen’e gore, servet statiiye
dontsebilmektedir.  Stati, toplumun  diger
lyelerinin ~ bireyin  toplumdaki  konumunu
belirledigi yargilardan meydana gelmektedir.
Bunun i¢in de bireyin bir servet gosterisi yapmasi
ve bunu sosyal bir etkilesime dayandirmasi
gerekmektedir. Veblen’e gore bu iki sekilde
mimkin goriilmistir. Bunlar;; “kapsamli bos
zaman etkinlikleri ve liriin ya da hizmetlere yapilan
comert harcamalar” seklinde ifade etmistir (Trigg,
2001). Bu durumda, iirtiniin faydacil kullanimi daha
az gozetilmektedir (Agger, 1991; Ariely ve Norton,
2009). Mallarin asil arzulanma sebebi, tiiketiciye
sagladigt “yan anlamlar”, bir baska deyisle,
sembollerdir.

Veblen tarafindan dile getirilen bir diger kavram
olan “Asagi-sizma etkisi” st smif tarafindan
sahiplenilen nesne veya zevklerin, toplumun alt
basamaklarinca taklit edilmesidir (Trigg, 2001). Bu
yaklasimla yine tiiketim-statii-sosyal konum gibi
kavramlarin i¢ ice gectigini ve birbirinden
beslendigini s6ylemek miimkiindiir.

Donemin dnde gelen sosyologlarinin tiiketime bakis
acis1 6zetlenmeye calisilmistir. Nesneler, tiiketim ve
bunlarin Kkisilerdeki ve toplumdaki Kkarsiliklar:
iizerine ¢ok degerli diisiinceler iiretilmis ancak
ampirik calismalarla bu diisiinceler ¢ogunlukla
desteklenmemistir. Bir sonraki baslikta, Elestirel
Teori'nin yaklasimlar1 ve savas sonrasi yillarin
tiiketim Kkaliplar1 incelenecektir.

Tiiketim Sosyolojisi Kronolojisinde ikinci Dalga:
ikinci Diinya Savas1 Sonrasi1 Degisen Tiiketim
Anlayis1

Tiketim sosyolojisi ¢alismalarinda ikinci dalga,
diinya savaslar1 arasinda gecen yillar1 ve sonrasini
kapsamaktadir (Ilmonen, 2011). Ozellikle 2. Diinya
Savasi’nmin  baslamasiyla  yasanan  yenilikler
ekonomik yasamda c¢ok ciddi degisikliklere yol
acmistir. En goze carpan yenilik gelisen teknolojiyle
birlikte karmasik bir karaktere biirtinen iiretim
boyutunda yasanmistir. Artik makineler bilek
gliciiniin yerini almanin 6tesinde, liretim siirecini -
insanin yerine- kumanda eder hale gelmistir
(Galbraith, 2007). Bu durum biiytliyen Kkitlesel
tiretimin habercisi konumundadir. insanlarin
kullanimina daha fazla mal sunulmaya baslamistir.
Artik bireyler cesitli mallarin keyfini siirmekte,
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araba kullanmakta, daha iyi beslenmekte ve daha
biiyiik evlerde barinmaktadirlar (Warde, 2015).
Savas sonras1 yillar kisilerin is ve eglenceye bakis
acillarmin  farklilasmast  sebebiyle  tliketim
toplumuna geciste O6nemli bir dénemeg
sayllmaktadir. 1850-1950 yillar1 arasinda kisiler
siki bir bicimde calismakta, birikim yapmakta ve
kendilerini is ahlakiyla ifade etmektedirler.
1950’den sonra ise, Kisilerin kendini ifade bicimi
haz ve tiiketim eksenine kaymaya baslamaktadir
(Trentman, 2009).

Bu donemde, tiiketimin daha ¢ok makroekonomi
altinda incelendigi, en goze c¢arpan sosyolojik
katkilarin ise Frankurt Okulu tarafindan yapildig:
gozlemlenmektedir (Zukin ve Maguire, 2004).
Frankfurt Okulu tarafindan gelistirilen Elestirel
Teori'nin savunucular1 arasinda Theodor W.
Adorno, Max Horkheimer, Herbert Marcuse ve
Walter Benjamin bulunmaktadir. Bu diisiince okulu,
19. ylizyll ortalarinda Marx tarafindan dile getirilen
sosyalist devrimin neden gergeklesmedigine agiklik
getirmeye c¢alismistir. Marcuse, Adorno ve
Horkheimer, Marksizmin mantigini, 20. ytzyilin
kapitalist anlayisiyla yeniden yorumlamistir.
Frankfurt teorisyenlerine goére Mary, is¢i sinifinin ve
hatta ailelerinin bilingsizliginin ne denli yanlis
yonlendirilebilecegi ve somiiriilebilecegini goz ardi
etmistir. Bunun yani sira Marx'in, sermayenin belli
kisilerde toplanmasi, kendi irettigini tiilketemeyen
isciler gibi kapitalizmin i¢sel bir celiski yarattig:
diisiincesine  katilmaktadirlar  (Agger, 1991).
Adorno ve Horkheimer, siddetli bir bigimde
kapitalizmi ve insanlarin tiiketime
yonlendirilmesini elestirmektedirler (Ilmonen,
2011). Marcuse’e gore ise, aile kurmak, ¢cok ¢alismak
gibi dertleri olan asir1 mesgul bireyler, bir sekilde
tek ozgiirligli tiketimde bulmaktadir (Agger,
1991).

Glinimize yaklastikca tiiketim TUlzerine giderek
daha fazla s6z sdylenmeye baslamistir. Son asamada
tiketim katedralleri, McDonaldlasma, degisen
tiiketim kaliplari gibi konular ele alinacaktir.

Tiiketim Sosyolojisi Kronolojisinde Uciincii
Dalga: Tiiketim Toplumu

Ampirik tiiketim calismalarinin 1980’lere kadar
gozlemlenmedigi goriilmektedir (Warde, 2015). Bu
donemde medyanin sahip oldugu o6nemli bir
pozisyon bulunmaktadir. Kapitalizm ve meta
fetisizmi, medya yardimiyla kisileri sosyal hayattan
koparmakta, siirekli yayinda olan fantezi, eglence,
spor ve politika diinyasina, “gosteri toplumuna”
hapsetmektedir (Hancock ve Garner, 2015).
Tiiketici penceresinde durum bu haldeyken; tiretici
penceresinde emegin metalasmasi s6z konusudur.
Donemin iscileri 6zel beceriler gerektiren islerde
¢alismadiklarindan kolayca harcanabilir konumda
olduklarini bilmektedirler. Bu yiizden de is yeri ve

yapilan isle duygusal bir iliskiye girmekten
sakinmaktadirlar (Bauman, 2018).

Artik her sey tiiketilebilir hale gelmistir. Nesneler
ara¢ olmaktan ¢ikmis, tasidiklari anlam sebebiyle
birer amag¢ haline gelmis ve ihtiyacin tanimi
bulaniklasmistir. Bilgi dahi bir tiiketim nesnesi
haline gelmistir. Kisiler, internetten ulasilan
“konsantre” bilgiyi tiiketmektedirler (Taylor, 2014).
Gercek anlamda tiiketim odakli ¢alismalarin
basladigt 1980’ler sonrasi bu doénem tiiketim
sosyolojisi kronolojisinin li¢linci dalgasina denk
gelmektedir. Fransiz sosyolog Pierre Bourdieu,
Veblen ve Simmel'in “Asag1 Sizma Etkisi” olarak
ifade edilen diisiincelerini genisletmistir. Veblen
tiketimin bir sosyal farklilasma araci oldugunu
savunurken, Bourdieu bu farklilasmay1 daha igsel
bir kavram olan “habitus” ile ac¢iklamaktadir
(Ilmonen, 2011; Solomon, 2010). Bourdieu’niin
Fransiz tiliketicilerin kullandiklar1 mallar1 ve
begenileri lizerine yaptig1 c¢alismasi “Ayrim” (La
Distinction), belirli zevklerin ya da tiketim
kaliplarinin belirli bir grup tarafindan sevilip
anlasilabilecegini 6ne stirmektedir. Ust sinif, kendi
“listiin” zevkleriyle digerlerinden “ayrilmaktadir”.
Bourdieu'nlin bu eseri, sosyal siif kavraminin
kiiltirel, ekonomik ve sosyal sermaye sahipligiyle
sekillendigini gostermektedir (Zukin & Maguire,
2004). Kisiler davraniglarimi zikredilen sermayeleri
arttirmak amaciyla sergilemektedir (Schein, 2017).
Bourdieu'niin  gorisleri  tiiketim  sosyolojisi
literatiiriinde siklikla referans olarak alinsa da
tiiketim aliskanliklar1 ve sosyal smif ayrimi
diisiincesine Kkarsi elestiriler de bulunmaktadir.
Mary Douglas her tiirli tiikketim malina ulasmanin
olduk¢a kolay oldugu giinlimiiz toplumunda,
tiketim aliskanliklarinin  sosyal smif simgesi
olduguna katilmamakta ve Bourdieu'niin yaptig
zevk ve statii eslesmesini elestirmektedir (Kennedy
ve Krogman, 2008). Douglas, Bourdieu’niin yaptigi
teshiste yalnizca Fransiz toplumundan yola
ciktigii, bu nedenle de ¢alismanin sonucundan
tiilketime dair evrensel bir ¢ikarim yapmanin
miimkiin olamayacagini diisiinmektedir (Douglas,
1996). Bunun yani sira Douglas ve Isherwood ortak
calismalarinda  nesnelere  yiliklenen  sosyal
anlamlarla daha ¢ok ilgilenmislerdir. Onlara gore
nesneler noétr olsa da tasidiklari anlamlar sebebiyle
sosyal farklilasma ya da birlesme yaratabilmektedir
(Douglas ve Isherwood, 2002). Bu yorumdan
tiiketim Kkaliplarmin, sosyal simf aliskanliklarinin
sonucu oldugu degil, nesneler sayesinde siniflar
aras1 degisimin daha akiskan hale geldigi sonucu
¢ikmaktadir.

Baudrillard (1970) ise tiiketilen seylere yiiklenen
anlamlara dikkat ¢ekmektedir. Buna gore, kisilerin
cevreleri kodlarla donatilmistir. Hatta insanlar artik
diger insanlar tarafindan degil “nesneler tarafindan
kusatilmistir”. Kennedy ve Krogman (2008)’e gore,
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basarili bir ¢alisansaniz, bu kodlara uyar, iyi bir
arabaya biner ve kredi kart1 kullanirsiniz.

S6z konusu bolluk kavrami degisen aligveris
araclariyla da somut bir bicimde hissedilmektedir.
Artik departman magazalar1 ve pasajlar degil,
“drugstore”lar  giindemdedir. Dev  AVM’ler
tiiketicinin ihtiyaci olan her seyi sunmaktadir. Her
acidan sinyallere bogulan birey bir ¢esit “haz
zorlamas1” ile kendini her seyi deneyimlemek
zorunda hissetmeye baslar. Baudrillard’a (1970)
gore tiikketimde bir secim ozgurligi
bulunmamaktadir. Birgok tiiketim bi¢imi bir 6dev
haline gelmistir. Dahasi, digerlerinden farklilasma
ugruna, kisiler ¢ok da hoslarina gitmeyen bir
tiiketim bigimini tercih edebilmektedirler. Hatta
kisiler konseptler hatirina daha negatif bir deneyim
yasamay1 dahi goze almaktadirlar (Ariely ve Norton,
2009). Bu dogrultuda tiiketimin kendisi artik bir
deneyime donlismiistir.

Bu deneyim bombardimani ve nesne bollugu
bireyde  dongiisel bir tiketim ihtiyacim
tetiklemektedir. Statli sembolii mallar stirekli takip
edilmeli ve kullanilmalidir. Alt smnif séz konusu
tiiketim seklini edinince, Ust sinifta yeni bir arayis
bas gostermektedir. Boylece kisiler kendilerini
stirekli yenileme ihtiyaci hissetmektedir. Kisinin
nasil “yenilenecegi” ise, tiiketim kiiltiiriiniin sézciisii
olan medya tarafindan Kkisilere oOgretilmektedir
(Featherstone, 2013).

Toplumsal kimlik kuramina gore, bireyler sahip
olduklari kimlikleri, liye olduklar1 sosyal gruplar ve
kisinin kendini digerlerinden ayiran kendine has
ozellikler sayesinde olusturmaktadir (Howard,
2000). Dolayisiyla tiiketim davranislarinda sosyal
grup midahalesi bariz bir etkidir. Sosyal agidan
dislanmis bireylerin, grup egilimi dogrultusunda
zararll madde kullanimina dahi daha sicak
bakabilecekleri bulgulanmistir (Mead vd., 2011).
Post-striiktiiralist yaklasimi benimseyen
Baudrillard tiikketimin bir dil olmadigini, tiketim
nesnelerinin tek bir anlami olamayacagini ifade
etmistir (Ilmonen, 2011). Tiiketilen nesnelerin ya
da yasanan deneyimin anlamimin gruptan gruba
farklilasmasinin sebebi, anlamin gruplarin icinde
belirlenmesidir. Bazi bireyler ait olunan grup
icerisinde de kisisel farkliliklarini ortaya koymak
isteyebilmektedir (Ellemers vd., 2002). Bu durumda
kisi aradigr farklilign yakalayabilmek igin yine
nesnelere basvuracaktir. Tipki nesnelerin tek bir
anlam barindiramayacagl gibi birtakim tiiketim
nesnelerini Kkisilerin benlikleriyle eslestirmek de
miimkin olmamaktadir. Benlik kiiltiirel izler tasir
ve evrensel bir benlik yoktur (Callero, 2003). Bu
durumda nesnenin anlami baglamda yer alan
kiltiire gore sekillenecektir. Begeniler yoluyla
kisilerin = birbirinden farklilasmasi sebebiyle
“kiiltiir” kavrami bazi sosyologlar tarafindan
ayristiricl bir giic olarak tanmimlanmistir. Ornegin
Bauman, “kiltiir ayrimlar yapma,

siniflandirma...etkinligidir’ demistir (Bauman,
2018).
Calisma saatlerinin azalmast “bos zaman”

aktivitelerinin artmasina ortam hazirlamistir. Bos
zamanin nasil degerlendirildigi, sosyal bir olgudur.
Farkli sosyal sinif liyelerinin farkli aktivitelerle bos
zamanlarini doldurduklari gorilmektedir.
1970’lere dogru gelindiginde, ¢alismadan geriye
kalan siire artis gdstermektedir. Buna ragmen bos
zaman da azalmaya baslamistir. Unutulmamalidir
ki, calisiimayan zaman bos zaman anlamina
gelmemektedir. Bu anlamda bos zamanin
azalmasinin sebebi kisilerin kendilerine, evlerine ve
¢ocuklarina daha fazla alisveris zamani ayirmaya
baslamasidir. Gergek anlamla bos zaman aktivitesi
ise bu tarihlerde televizyon izlemek haline gelmistir
(Wilson, 1980). Diger yandan ¢ok daha uzun saatler
calisip bos zaman aktivitesi i¢in zamani oldukc¢a
kisith bireyler de mevcuttur. Bu kimseler, kisa siireli
bos zamanlarini pahali aktivitelerle, liiks
deneyimlerle doldurarak bir anlamda ¢alisilan
saatleri telafi etmektedirler (Kennedy ve Krogman,
2008).

1980-1990’larda yapilan tiiketim sosyolojisi
calismalarinin bir odag1 da beslenme konusudur.
Gida tiiketimi basitce karin doyurma islemi
olmaktan cok oteye gecmis ve sembolik bir hal
almistir. Disarida yemeye harcanan biitgeler
biiylimektedir. Yemek yeme artik siradan bir
hayatta kalma aktivitesi degil, haz odakli bir
eylemdir (Warde, 2015). I¢cme suyu dahi
birbirinden farkli marka ve fiyatlarla tiiketici
begenisine sunulmaktadir (Ariely ve Norton, 2009).
Burada birincil amag iyi beslenme gibi goriinse de
bedensel ihya daha ¢ok arzulanan bir hedeftir. Kisi
diger alanlarda 6zgir olmadigindan bedeni
iizerinde bir kontrol kurma ihtiyacindadir. Hatta
Bauman, “tiiketimcilik” (consumerism) kavramini
viicudun daha fazla iirtini tiiketebilir hale gelmesi
olarak yorumlamaktadir. Kisi bedenine bir seyler
katma, onu “tamamlama” ihtiyacindadir. Bunu
bazen moda araciligiyla bazen de sofistike
yiyeceklerle gerceklestirmektedir (Bauman, 1983).
Fakat beden aracilifiyla farklilasma ya da beden
kontrolii  asiriliklara  kacabilmektedir. Yeme
bozukluklari, degisen giizellik algis1 karsisinda
stirekli bozulan psikolojiler, gergeklestirilen ug
estetik ameliyatlar;, beden kontroliiniin negatif
sonuglart olarak siralanabilmektedir (Reischer ve
Koo, 2004).

Tiketimin bir dayatma haline gelmesi, tiikketim
alanlarinin ~ bolluguyla ve her seyi icinde
barindirmasiyla da ilgilidir. Ritzer bu alanlari
“Tiiketim Katedralleri” olarak adlandirmaktadir. Bu
katedraller mal ve hizmetlerin alindig1 yerlerdir.
“Bliyiisii Bozulmus Diinyay1 Biiyiilemek” kitabinda
Ritzer (2019a), tiiketim Kkatedrallerinin daha
biiytilti, daha fantastik olmasi1 gerektiginden
bahsetmekte ve Disneyland’i 6rnek gostermektedir.
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Disney, gelen miisterilere gergekiistii bir ortam
sunmaktadir. Oyle ki alanda biriken ¢épler bile
yeralti tlipleriyle hemen ziyaretcilerden
uzaklastirilir. Disney’de kotii higbir tecriibeye yer

yoktur. Disneyland’in bu masals1 karakteri
Baudrillard'in  “Simiilasyon” kavramini akillara
getirmektedir. Disney’in olusturdugu bu

simiilasyonda, gercek olup olmamasinin artik bir
onemi kalmamistir (Aktas, 2016; Sah, 2016). Kisiler
tecriibe ettikleri, icinde yer aldiklar1 simiilasyonla
var olmaktadirlar.

Tiiketim Sosyolojisi ve Tiiketimcilik Kavrami
Tim bu bilgiler 15181nda tiiketim davranisinin daha
iyi anlasilmasi i¢in sosyal etki ve degisimlerin rol ve
6nemini vurgulamak yanlis olmayacaktir. Sosyoloji
arastirmalarinda bir harita olarak kabul edilen
sembolik etkilesim yaklasimi, tiikketim
arastirmalarinda da faydal bir temel teori olarak
gorilmektedir. Oyle ki, tiiketici benlik kavrami ve
irin sembolizmi alanlarinda yapilan ¢alismalarda
sembolik etkilesim bakis acist sikca
kullanilmaktadir (Lee, 1990).

Bauman (1998), tim canllarin ezelden beri
tiikettiginden bahsetmistir. Ancak, insan yapisi ile
hayvan yapisi arasinda da onemli farkliliklar
bulunmaktadir. George Herbert Mead, insan
dogasinin, kendi basina bir sosyallik icerdigini 6ne
siirmistir. Karincalar ve arilar gibi cesitli
boceklerin son derece gelismis sosyal formlarina
karsilik, insanlhigin biyolojik uzmanlasma ve
dogustan gelen davranis bicimlerinin
farklilagsmasiyla kati bir is boliimii sistemini garanti
etme olasiligl bulunmadigina dikkat ¢ekmistir. Bu
baglamda Mead, sembolik etkilesime atifta
bulunarak toplumsal analizin sadece makro
sosyolojik cercevenin icerisinde sinirli kalmamasi
gerektigini savunmus (Joas, 1981) ve sosyal benlik
kuramini ortaya ¢ikarmustir (Oztiirk, 2018).

Sosyal etkilerle inga edilen benlik, sinirli bir birey ya
da psikolojik 6zelliklerin basit bir ifadesi olarak
kabul edilmemektedir. Benlik, her ne kadar tekil bir
kavram olarak algilansa da iktidar iliskileri
tarafindan  belirlenen kavramlar, imge ve
anlayislardan olusan sosyal bir olgu olarak tarif
edilmektedir (Callero, 2003). Diger analizlerde
sembolik anlamlarin énemini vurgulayan bir bakis

acis1  bulunmamaktadir. Sembolik  etkilesim
yaklasiminda insanin giinliik yasantisinda karsisina
¢ikan  deneyimlere odaklanmilmakta, islevsel

yonelimlerin aksine nesne ve olaylara verilen anlam
kategorileri ~ vurgulanmaktadir. Bu anlam
kategorileri, toplumun deneyimlerini algilayip ait
olunan Kkiiltiirel ya da dilsel formlar temelinde
olusmaktadir (Gusfield ve Michalowicz, 1984). S6z
konusu nesne ve anlamlarin giinliik hayatta bireyin
karsisina ¢cikma sekillerinden biri de bireyin tiiketici
roliinii listlendigi durumlarda goriilmektedir.

Uriin sembolizminin rol beklentileri ile ilgili bir
iletisim bicimi olarak goriilmesinden dolay1 sahip
olunan anlamlarin ve tiiketimi tesvik eden
kosullarin kaynagina ulasilmasi adina 6nemli
ipuglar1 verecegi miimkiin goriilmektedir (Solomon,
1983). Benzer bir ifadeyle, tiiketim bir bilgi sistemi
olarak tiiketici ile nesne arasindaki iliskiyi yeniden
yapilandirmaktadir. Bu baglamda, tiiketim islevinin
kullanilabilir bir kavram olmasi i¢in her iiriiniin
ardinda yatan gizli anlamin dogru anlasilmasi
gerekmektedir (Gusfield ve Michalowicz, 1984).
Bununla birlikte, Solomon (1983), tiiketimden
kaynaklanan 6znel deneyimin bireyde giiven
duygusunu  uyandirdigini  ve  davranislarin
yapilandirdigini ileri siirmiistiir. Bu da toplumsal
rol taleplerini karsilamak baglaminda bireylerin
irinlerdeki sosyal anlamlara giivendigi tespitini
beraberinde getirmistir.

Bilgi teknolojilerinde yasanan devrim en biiylik
etkisini liretim alanindan ziyade tiiketim ve bos
zaman kullanimi iizerinde gdstermistir. S6z konusu
degisim “ev - merkezli toplum” kavramini ortaya
cikarmistir. Boylelikle ev temelli tliketimin
hizlanmasinin da 6ni agilmistir (Kumar, 1995).
Degisen tiiketim davranisi dinamikleri, tiiketimde
bireysellesme ve hazcilik, ihtiyac kavraminin
anlamin1 yitirmeye baslayan rasyonel boyutu
tiiketici davramislarina bakis acilarinda da
degisikliklere yol a¢mistir (Bati, 2015). Yeni
hiyerarsik diizenin ortaya c¢ikardigi bu yeni yasam
tarzi (Bauman, 1983) bos zaman etkinliklerinin
artisiyla birlikte “tiiketimcilik” kavramini ortaya
cikarmistir (Aytag, 2006). Tiiketimcilik, lretim
faaliyetlerini ele geciren giliciin 1srarli {retim
baskisinin sonucu olarak goriilmektedir. Toplumun
iiretici rolii reddedilirken insan sosyal olarak daha
fazla tiiketmeye tesvik edilmektedir (Bauman,
1983). Bu kavram, stirekli olarak tiiketimi savunan
tiikketim toplumunun énemli bir 6zelligi durumuna
gelmistir (Swagler, 1994). Bahsi gecen siireklilik
tiiketimin hi¢ durmadan devam etmesi anlami
tasimaktadir. Soyle ki; Veblen statii kazanmanin tek
seferlik bir tiiketmeyle miimkiin olmayacagindan
bahsetmistir. Insan icerisinde var olan siirekli
olarak bir tiiketme arzusu ile yasamak durumunda
kalmaktadir (Trigg, 2017). Boylece, bireyin
arzuladigi sosyal grubun icerisinde kalmaya devam
etmesi saglanmaktadir. Ciinki, sosyal baglantilarin
insanlarin  hayatlarini  derinden etkileyebilme
giiciine sahip oldugu bilinmektedir. Bir grubun
disinda kalan bireyin psikolojik olarak sorunlar
yasamasli daha muhtemel goriilmektedir. Bir gruba
olan aidiyet diizenli bir tiiketim ile garanti altina
alindigt durumda Dbireyin kendini giivende
hissetmesi de saglanmis olmaktadir. Bu baglamda
sosyal dislanmishgin etkisi altina girecegini
hisseden kisinin sosyal refahi ugruna kisisel ve
finansal refahindan feragat edebilecegi
beklenmektedir (Mead vd., 2011).
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Tiirkiye’de Yapilan Tiiketim Calismalarinda One
Cikan Basliklar

Tirkee yazinda one ¢ikan ¢alismalarin 6nemli bir
kisminin gosterisci tliiketim kavrami iizerine
odaklandig1 goérilmektedir (Ag¢ikalin ve Erdogan,
2004; Papatyave Ozdemir, 2012; Kirci, 2014; Kocak,
2017). Bunun yani sira, kiiresellesmenin ortaya
cikardign  degisikliklerin  toplumsal etkilerini
inceleyen ¢alismalar (Akti, 2008; Coskun, 2011) ile,
s6z konusu etkileri Islami acidan ele alan
arastirmalar (Erkilet, 2012; Koéroglu, 2012) o6ne
¢ikmaktadir. Tirkee literatiirde tiiketim
cercevesinde goze carpan diger bir arastirma
basligi, “alisveris merkezleri” olarak gorilmistiir.
Bu baglamda Coskun, 2011 yilinda yaptig
calismasinda tiliketicilerin alisveris merkezlerine
olan egilimlerinin arttigindan bahsetmistir. Ceylan
(2010) ise, artan bu egilimin tiiketicide hangi
ihtivact  karsiladigina  iliskin  incelemelerde
bulunmustur. Giderek Dbireysellesen insanin
(Papatya ve Ozdemir, 2012) kendi bedenine daha
once olmadigl kadar énem atfettigini vurgulayan
bazi ¢alismalar (Giinindi Erséz, 2010; Kurtdas,
2018), Tiirkce yazinda dikkat cekmektedir. Tiirkce
ve yabanci literatiirdeki bilgiler dikkate alindiginda
San ve Hira (2004)'nmin vurguladigi gibi tiketim
toplumunun farkl tarihlerdeki iktisadi ve sosyolojik
gelisimleri cesitli kuramlar ile ele alinmistir.
Acikalin ve Giil (2006) yapilan arastirmalarin genel
anlamda bireysel temeller lizerinde
yogunlastigindan bahsederek konuya iliskin
sosyolojik ve psikolojik faydalarin da iizerinde
durulmasinin 6nemine dikkat cekmislerdir. Yapilan
bu ¢alismanin bir diger katkis, tiiketim olgusunun
so6z konusu faydalarinin incelenmesinde yol
gosterici bilgiler icermesidir.

SONUC VE GELECEGE YONELIK BEKLENTILER
Insan 1rki o veya bu sekilde tiiketimle hep i¢ ice
yasamistir. Fakat tarih boyunca yasanan degisikler
kisilere tiretici ve tiiketici sifatlarini yapistirmis ve
bu sifatlarin sosyolojik anlamlar1 farkli bilim
insanlar1  tarafindan  incelenmistir.  Yasanan
kronolojik gelismelerden tiiketimin hem niceliksel
olarak arttig1 hem de tiiketime yiiklenen anlamlarin
cogaldig1 gozlemlenmektedir.

“Uretici” sifatindan aylirma amaciyla
kavramlastirilan “tiiketici” kavrami, hayatin i¢inde
bir olgu olmakla birlikte akademik incelemelere
konu olmasi nispeten ge¢ gerceklesmistir.

Tiketim sosyolojisinin ilk dalgasi olarak tarif edilen
boliimde tiiketim tanimlanmaya baslamis ve
tiketime  dair ilk  sosyolojik  ¢ikarimlar
yayimlanmistir. Daha sonra diinya savaslarinin
oldugu déonemde degisen ekonomik, siyasal ortamin
tiketimi dontstirdiigi goézlemlenmistir. Savas
sonrasindan gliniimiize dogru uzanan yillarda ise
tiiketim, toplumu etkileyen 6nemli bir yapitasi
haline gelmistir. Bu doénem, tiiketimin ivmesinin

hizlandig1 ayrica kapsaminin stirekli genisledigi bir
doénemdir. Giiniimiizde yapilan “Tiiketim Toplumu”
betimlemesi, tiiketimin sosyal gelisimde ne kadar

etkili bir fenomen oldugunun ipuglarim
vermektedir.

Tiketim artik fiziksel ihtiyaglarin, bir bedel
karsilifinda basitce giderilmesinden o6te bir

kavramdir. Nesneler ve deneyimler kisiligin bir
ifadesi, sosyal konumun bir gostergesi,
digerlerinden farklilasmanin ©6n kosulu haline
gelmistir. Bireyin tiiketim nesneleriyle kusatilmis
olmasi, bu durumun bireyin disinda gergeklestigini
gostermemektedir. Oyle ki, tiiketimcilik
cercevesinde bedeni daha fazla tiiketebilen bir arag
haline getirmek s6z konusudur. Bu tiiketim yalnizca
farkli gidalar1 deneyimlemek, en son moday: takip
etmek olarak gorilmemelidir. Bedenin kendisi
bizzat bir tiiketim nesnesi haline gelmis ve beden,
digerlerinden farkli olmanin bir aracis1 olarak
goriilmeye baslamistir. Bu durum, bedenin siirekli
egitilmesine, cesitli yemek ritiiellerine, giizellesme
ihtiyaciyla bedenin ¢esitli nesnelere maruz
birakilmasina yol agmistir.

Gosterisli tiiketim merkezleri, biiyiileyici vitrinler,
yeni bir benlik i¢in yeni tiiketim nesneleri, daha
fazla irilinii sindirebilen bedenler... Bugiin
gozlemlenen bu olgular uzun siire daha tiikketim
davranislarina hakim olmaya devam edebilecek
midir?

Gelir adaletsizligi, kaynaklarin hunharca
tiketilmesi ve  bircok  tiiketim  ¢esidinin
stirdiirtilebilir olmamasi tiiketimin karanlik yiiziinii
ortaya koymaktadir. Zygmunt Bauman bu durumu
garpict  bir ornekle anlatmaktadir: “1870’te
sanayilesmis Avrupa’da kisi basina gelir, diinyanin
yoksul iilkelerindekinin on bir katiydi. Sonraki
yuzyllin gidisati icinde bu say1 bes kat artti ve
1995’te elliye ulast1” (Bauman, 2018). Tiiketimin
isiltill  vitrinlerden ibaret olmadig, o6zellikle
cevresel tahrip konusunda ciddi endiselerin oldugu
hatirlatilmaktadir (Trentman, 2009). Kisiler giinliik
hayatlarinda elektrik, petrol, su gibi kaynaklari
harcarken, bu kaynaklarin devamlilig1 {izerine bir
fikir iretmemektedirler (Warde, 2015). Bu agidan
tiiketimin siirdiriilebilirligi (izerine daha ¢ok
diisinmek gerekmektedir. Cevresel sosyoloji insan
davraniglarinin doga lizerine etkisini tartismaktadir
(Kennedy ve Krogman, 2008). Siirdirilebilir
davranislarin hem tiiketicilere hem de ireticilere
asilanmasi konusunda yesil pazarlama alani 6nemli
katkilar sunmaktadir. Uygulayicilarin c¢evresel
tahribi en aza indirmeye yonelik alacagi 6nlemler
gerekli goriinmektedir.

Tiketim katedralleri insanlarin her yaninda var
olmakta ve istedikleri mal ve hizmetlere hizla
kavusmalarini garanti etmektedir. Akilcilastirilmig
magazalar, restoranlar Kisilerin isteklerine siiratle
cevap vermektedir. Bu esnada yasanan dijital
gelismeleri unutmamak gerekir. Kisilerin tiiketmek
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icin 6dedikleri bedel de degisim gostermektedir.
internet perakendecileri tiikketimi, mallara ulasmay1
hi¢ olmadig1 kadar basit hale getirmistir.
Tiiketicinin icinde kayboldugu bu bolluk ortaminda
tiiketimin negatif yanlary, tiikenen diinyevi
kaynaklar, tliketime dayali olarak olusan sosyal
esitsizlik unutulmamalidir. Tiiketirken hem yitirilen
dogal kaynaklar hem de iiretim asamasidakilerin
calisma sartlar1 géz 6ntinde bulundurulmalidir.
Tiiketim araglarinin ¢ogalmasi, tiilketim nesnelerine
yiklenen anlamlarda yasanan degisim tiiketimin
daha uzun seneler sosyoloji, psikoloji ve pazarlama
gibi alanlarda ilgi odag1 olacaginin habercisi
niteligindedir.

Yeni tiiketim anlayisinin ortaya ¢ikardigi bir baska
etki ise, bilginin kullanimi seklinde 6ne ¢cikmaktadir.
S6z konusu yeni anlayis, bilgiyi de pazarda bulunan
kiilttrel bir triin olarak degerlendirmektedir. Post-
modern anlayisin igerisinde bilgi evrensel bir
sermaye olarak goriilmektedir. Bilgide nesnel bir
gerceklik aranmamasindan dolay1 tiiketimi oldukga
siddetli bir sekilde tesvik edilmektedir. Bunun
sebebi ise, iiretimi i¢cin harcanmasi1 gereken bir
maddi maliyetinin olmamasindan ileri gelmektedir.
Ayrica, depolanmast da herkes tarafindan
bilinmeyen algoritmalar tarafindan yapilarak
arama motorlar1 sayesinde tiiketime hazir hale
getirilmektedir (Taylor, 2014). Giiniimiiz tiketim
anlayisinin gecmisten farkli bir boyut kazandig
goriilmektedir. Bu bilgiler referans alindiginda,
gelecekteki tiikketim anlayisinin bugiinden farkh
olabilecegi muhtemeldir. Ancak, gelismelerin ne
yonde ilerleyecegini tahmin etmek i¢cin gelecegin

sosyal ve Kkiiltiirel c¢evresine konuk olmak
gerekecektir.

Alan arastirmasina iliskin bir degerlendirme
yapilmasi gerektiginde, tiiketim ve sosyolojik

davraniglar ic¢ ice olsa da, alana yon veren Simmel,
Veblen ya da Weber c¢ok degerli katkilarda
bulunmus olmalarina ragmen, daha once de
vurgulandigr gibi, ortaya koyduklari teorilerin
ampirik acidan test edilmedigi sonucu ortaya
¢ikmaktadir (Belk vd., 1982; Daloz, 2007). Zukin ve
Maguire (2014)’'ye gore, tiiketimin ampirik bir
bicimde ¢alisilmasi, bu konunun hak ettigi degeri
gormesi oldukca ge¢ kalinmis bir fenomendir.
Yazarlar bu durumu, tiiketimin statii cagrisimi
yapmasiyla ve kadinlarin erkeklerden daha ¢ok
tikettigi inanciyla, cinsiyetci bir yaklasim olarak

algilanabilecegi  korkusuyla agiklamaktadirlar.
Gelecek donemde alana iliskin  yapilacak
arastirmalarin bu ayrima dikkat etmesi degerli
gorilmektedir.

Son donemde artan sayilariyla tliketiciyi siirekli
uyaran tiiketim katedralleri, alisverisi hi¢ olmadig:
kadar kolaylastiran e-ticaret siteleri, tiiketim
nesnelerinin semboliklesmesi gibi olgular toplumun
dinamiklerine etki etmektedir. Tiiketim bi¢imleri,
yasam bicimi haline gelmekte ve tiiketim
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sosyolojisinin odagina girmektedir. Tiiketimin,

giinlik yasamin bu denli odaginda oldugu bir

ortamda tiikketime getirilecek yeni yorumlara

siirekli ihtiyag¢ olacagi disiiniilmektedir.

Bu ihtiyact karsilamak bakimindan gelecek

calismalar 6nem arz etmektedir. Mevcut calisma

tiiketim kavramina getirilen bakis agilarina getirilen

kronolojik bir yorum olma dzelligindedir. Gelecekte

yapilacak daha spesifik ¢alismalara ihtiyag

bulunmaktadir.
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Abstract

Purpose - This study aims to segment customers in an emerging economy based on behavioral intention to use multi-channel
banking and experience. The study also profiles the customer segments in terms of perceived ease of use, perceived usefulness,
perceived risk, and innovativeness.

Design/methodology/approach - An online survey was distributed by using convenience sampling in Turkey, and a total of
164 financial customers participated in the survey. A two-step cluster analysis was conducted to segment customers on
behavioral intention to use multi-channel banking and experience scores. The profiles of the clusters were then examined
according to perceived ease of use, perceived usefulness, perceived risk, and innovativeness.

Findings - As a result of clustering analysis, financial customers were divided into three segments including “enthusiastic
experts”, which had the share of nearly half of the sample, “reluctant experts” and “reluctant amateurs.

Limitations - A non-parametric one-way ANOVA on ranks revealed differences among the segments. Future studies should
conduct parametric analysis to reveal the differences if the assumptions are satisfied.

Social/Economic/Sectoral value - The findings of this study can respond to international investors who would be interested
in the banking industry in a developing country.

Originality - The current study offers unique insights to understand distinct consumer segments according to behavioral
intention to use multi-channel banking and experience.

Keywords: Multi-channel banking, intention, experience, technology acceptance model, cluster analysis, emerging economy,
developing country
Paper Type: Research Article

Introduction Sharma et al, 2017; Mbama and Ezepue, 2018).
With the development of new communication and Digitalization also contributed to the opportunity for
information technologies like the internet and companies to provide goods and services through more
digitalization, companies have changed the way they than one channel of distribution, which is called a
operate. Many companies today use digital channels to  multi-channel strategy (Coelho and Easingwood,
provide better services to their customers. The 2008).

financial sector also benefits from digitalization. Banks =~ The multi-channel strategy refers to benefiting from
couldserve their customers through mobile and physical and virtual stores in the distribution of
internet banking, thanks to digitalization. There is a  merchandise(Swaminathan and Tayur, 2003), andthe
considerable amount of literature on how to serve  multi-channelconsumeris described as a consumer
financial customersin digitalized banking who use two or more channels in their operations
platforms(Wessels and Drennan, 2010; Mann and (Kumar and Venkatesan, 2005; Venkatesan, Kumar and
Sahni, 2012; Shankar and Kumari, 2016; Chawla and Ravishanker, 2007; Cortifnas, Chocarro and Villanueva,
Joshi, 2017; Manser Payne, Peltier and Barger, 2017; 2010). A comprehensive understanding of multi-
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channel consumer behavior and the characteristics of
distinct segments utilizing multi-channel would be a
key forproviding a holistic customer experience(Dalla
Pozza et al., 2018). Therefore, businesses should try to
understand how and why consumers use different
channels to understand consumer’s multi-channel
consumer behavior and adopt suitable multi-channel
segmentation strategies(De Keyser, Schepers and
Konus, 2015). Previous research established that
Technology Acceptance Model (TAM) would providea
useful way to understand multi-channel consumer
behavior (Kim and Lee, 2008; Heinhuis and De Vries,
2009; Frasquet, Ruiz-Molina and Molla-Descals, 2015;
Arora and Sahney, 2018).

The multi-channel strategy has also been utilized in the
financial sector for a long time (Pikkarainen et al,
2004) and utilized in the banking sector as using more
than one of the available banking channels (Patel and
Brown, 2016). Namely, the banking sector involves
many services such as money transfer, bill payment,
credit card, information update, credit, deposit and
demand deposit transactions trading via many
channels. The mentioned channels could bea mobile
application, internet banking, physical branch, ATM
and call center. Alternative channels offered by banks
are essential for customers to find the most
appropriate channel for them and perform their
transactions on this channel or channels. In particular,
banks should wunderstand the expectations of
customers and the reasons behind their channel
preferences so that they can serve their customers in
the best possible way.TAMhasalso emerged as a key
model in many studies in finance sector(e.g. Ramayah
et al, 2003; Deb and Lomo-David, 2014) and has been
used to understand a user acceptance of the new
technology.

According to TAM, behavioral intention is specified as
a major determinant of performing a usage behavior.
Perceived ease of use and perceived usefulness are the
two component variables of TAM to explain the
behavioral intention(Davis, 1989). Considering these,
the conceptual framework of this study is based on the
TAM since it suggests a forceful explanation for
consumer acceptance and wusage behavior of
information technology. Moreover, TAM is one of the
models that most suitable to enhance with many
different variables. In a multi-channel context,
behavioral intention to use multi-channel banking not
only depends upon perceived usefulness and perceived
ease of use but also depends on the risk involved in
multi-channel usage.On the other hand, innovativeness
is a crucial variable to understand why consumers
adopt a new technology or not. Namely, it describes a
user’s choice to try new and different products. There
is a considerable literature on TAM enhanced with
perceived risk(Lee, 2009; Giovanis, Binioris and
Polychronopoulos, 2012; Sanayei and Bahmani, 2012;
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Mutahar et al, 2018)and innovativeness(Lassar,
Manolis and Lassar, 2005; Joo, Lee and Ham, 2014;
Alalwan et al, 2018). Taking into account all of these,
extended TAM enhanced with additional predictors of
perceived risk and innovativeness was used in the
current study to understand the behavioral intention to
use multi-channel banking of financial customers.

As well as understandingwhythe financial customers
behave in a particular wayin multi-channel banking
context, it would also be critical to know who act
similarly and who they are(Ennew and Waite, 2007).
Segmentation is a practical approach to allow the banks
for learning about their markets and tailoring their
strategies for each market segment
accordingly(Meidan, 1984). Existing segmentation
studies have tried to identify financial customer
clusters and profilethem by using psychographic
variables like ‘attitude’(Laukkanen, 2007), ‘loyalty’
(Sousa and Voss, 2012), and ‘channel usage
patterns’(De Keyser, Schepers and Konus, 2015).
Additionally, previous studies learned more about
financial customer segments by using experience
(Mattsson and Helmersson, 2005; Laukkanen, 2007) or
behavioral intention (Chawla and Joshi, 2017)as
describing variables.Since many studies have stated
that usage experience is related to consumers'
intention or adoption of behavior
(Jaruwachirathanakul and Fink, 2005; Lee, Kwon and
Schumann, 2005; Polasik and Wisniewski, 2009; Zhou,
2012; Patel and Brown, 2016), behavioral intention to
use multi-channel banking and experience would be
efficient in discriminating financial customers.After
identifying financial customer segments, further
description of segments is essential for
respondingspecifically to the needs of financial
customers(Ennew and Waite, 2007). Therefore,within
the scope of extended TAM, describing the segments
further with the variablesof perceived ease of use,
perceived  usefulness,  perceived risk and
innovativeness would provide a closer recognition of
the customer segments and allow banks to develop
specific marketing strategies for each segment.

While most researchers identified multi-channel
consumer behavior in developed countries(P1¢, 2006;
Konus, Verhoef and Neslin, 2008; Cortifias, Chocarro
and Villanueva, 2010), there is also a need to identify
multi-channel consumer behavior in emerging
economies(Dalla Pozza et al, 2018). Turkey, as an
emerging economy has many opportunities for
international investors such as a strategic location with
profitable export opportunities, a diversified economy,
a young population and an entrepreneurial business
ecosystem. Turkey is the 13th largest economy in the
world, according to GDP at purchasing power parity in
2019(Trading Economics, 2020). The banking sector is
an integral part of the financial system, is one of
Turkey's fastest-growing sector.As of December 2019,
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a total of 53 banks including 34 deposit banks, 13
development and investment banks and six
participation banks operate in the Turkish banking
sector and according to the ownership group
distinction; public banks have a share of 41%, domestic
private banks 33% and foreign banks 26%/(Banking
Regulation and Supervision Agency, 2019). Depending
on the opportunities brought by digitalization and
investments, bank customers can now perform their
banking transactions through many different channel
alternatives such as mobile application, internet
banking, physical branch, ATM and call center in
Turkey.According toThe Banks Association of Turkey
(2020),the number of active digital banking customers
in the period of January-March 2020 is 56 million 324
thousand Moreover, out of this figure, approximately 4
million people performed “internet banking only”,
while 44 million performed “mobile banking only”. The
number of users who make both mobile and internet
banking transactions is 8 million 412 thousand.

In pursuit of identifying and describing financial
customers segments in a multi-channel context in a
developing economy, the objectives of this study were
threefold. The first was to segment financial customers
in Turkey based on behavioral intention to use multi-
channel banking and their experience in multi-channel
banking. The second was to describe the financial
customer segments based on extended TAM by using
perceived ease of use, perceived usefulness, perceived
risk and innovativeness. The third was to offer insights
to international investors interested in capitalizing in
an emerging economy.This paper begins with a
theoretical background, following by methodology and
results.Then, the final sectionincludes a discussion of
the significant findings along with implications, future
research directions and limitations.

Theoretical background

Technology Acceptance Model And Experience

TAM is used widely in empirical studies (Mathieson,
1991; Adams, Nelson and Todd, 1992; Chin and Todd,
1995; Chau, 1996) and it is considered most effective
model using to express a person’s acceptance of the
information systems (Lee, Kozar and Larsen, 2003).
TAM was originally proposed byDavis, Bagozzi and
Warshaw (1989)to determine the adoption of a new
information system (IS) depending on the attitude of
the user towards the IS and hence, the intention to use
it (Natarajan, Balasubramanian and Kasilingam, 2017).
The intention is determined by the individual’s
perceptions about his/her attitude and usefulness of IS,
while attitudes are made up of a person's beliefs about
IS (Szajna, 1996). Perceived ease of use (PEU) and
perceived usefulness (PU) of any technology are two
core variables to predict the attitude in TAM(Natarajan,
Balasubramanian and Kasilingam, 2017). However, the
attitude was eliminated by Venkatesh and Davis (1996)
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from the TAM because it has been revealed that
attitude is not significantly related to the use of
technology(Thompson, Higgins and Howell, 1991).
There is a discussion (Nistor and Heymann, 2010; Teo,
Faruk Ursavas and Bahgekapili, 2011) about whether
attitude is a mediator between these two variables. The
non-attitude TAM proposed by (Venkatesh and Davis,
1996) was used in this research since the results of the
attitude included model did not differ significantly
from non-attitude models was not much(Nistor and
Heymann, 2010).

Although the TAM is excellent in explaining the
acceptance of the individual the IS technology, the
influence of other variables on the acceptance of the IS
should be examined as noted in the study of Davis
(1989). Several studies extended TAM by integrating
different variables such as trust and risk to explain the
acceptance of e-commerce(Pavlou, 2003), perceived
enjoyment to understand emotional and cognitive
responses of consumers on the web (Koufaris, 2002),
personal innovativeness and user interfaceto examine
the adoption of mobile learning(Joo, Lee and Ham,
2014). Researchers also extended TAM by integrating
new variables to explain consumer’s intention or
adoption of internet banking (Chau and Lai, 2003;
Wang et al., 2003; Guriting and Oly Ndubisi, 2006; Hua,
2008) or mobile banking (Amin et al., 2008; Gu, Lee and
Suh, 2009). Additionally, the behavioral intentionto use
targeted technology may be affected by the consumers’
experience level. When the experience of consumers
with the targeted technology increases, they tend to
adopt this technology more confidently (Wang, Lin and
Luarn, 2006; Wessels and Drennan, 2010; Venkatesh,
Thong and Xu, 2012).The predictive capability of TAM
can easily be enhanced by integrating additional
variables to the model. Thus, to examine behavioral
intention to use multi-channel banking of financial
customers, the TAM is expanded in this study involving
the variables of perceived risk andinnovativeness.

Perceived Ease of Use

Perceived ease of use was described “the degree to
which a person believes that using a particular system
would be free of effort” (Davis, 1989: 320) and
reflected an individual's status of complexity in using
technology. According to TAM, perceived ease of use
and perceived usefulnessare two variables affecting the
intention to use. It was also found that there is a
positive correlation between them (Davis, Bagozzi and
Warshaw, 1989; Davis, 1993). Several studies
investigated the role of perceived ease of use on the
behavioral intention to use banking channels (e.g. Chau
and Lai, 2003; Wang et al., 2003; Guriting and Oly
Ndubisi, 2006; Amin et al,, 2008; Hua, 2008; Gu, Lee and
Suh, 2009). Additionally, users with less experience in
IS have been shown to be more affected by perceived
ease of use(Venkatesh et al, 2003). Thus, perceived
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ease of usewould be efficient in describing the
segments with different levels of behavioral intention
to use multi-channel banking and experience.

Perceived Usefulness

Perceived usefulness is one of the main external
variable of TAM and was described by Davis (1989)as
"the degree to which a person believes that using a
particular system would enhance his or her job
performance”. Perceived usefulness also refers to the
subjective evaluation of a user about the improvement
in his or her performance as a result of using a certain
application (Pikkarainen et al, 2004). Previous
research has established that perceived usefulness
positively affected the intention to use mobile banking
(Deb and Lomo-David, 2014; Wang et al, 2014;
Shankar and Kumari, 2016). Additionally, Rajaobelina,
Brun and Ricard, (2019) segmented live chat service
users in the banking industry and mentioned that the
channel preferences of consumers are related to the
perceived usefulness. Considering these studies and
the multi-channel alternatives in the banking industry,
the perceived usefulness of consumers become a
significant predictor of behavioral intention to use
multi-channel banking and experience in multi-channel
banking. Thus, perceived usefulness could be a
significant variable to describe the segments with
different levels of multi-channel banking behavior and
experience.

Perceived Risk

Risk is described as the results of behavior that a
person views as negative and cannot predict(Bauer,
1960). Accordingly, perceived risk has been defined by
many researchers. Bauer (1960) mentioned that the
term ‘perceived risk’ referred to ‘a combination of
uncertainty plus the seriousness of outcome involved’.
Additionally,Featherman and Pavlou (2003) defined as
the potential for loss in the pursuit of the desired
outcome of using an e-service.In the context of the
technology acceptance, the perceived risk variable has

an important impact on the intention to use different
channels of banks(Brown et al., 2003; Luo et al,, 2010;
Alsheikh and Bojei, 2014). The negative influence of
perceived risk on internet banking adoption or usage
intention has been revealed in many studies(e.g. Abadi,
Ranjbarian and Zade, 2012; Kesharwani and Singh
Bisht, 2012).Moreover, perceived risk has been a major
obstacle in the behavioral intention to use mobile
banking (Abadi, Ranjbarian and Zade, 2012). A
segmentation study conducted by Mann and Sahni
(2012) showed that perceived risk was found to be a
main factor in the adoption of internet banking. Thus,
perceived riskmight characterizedistinct segments of
financial customers with different levels of behavioral
intention to use multi-channel banking and experience
in the current study.

Innovativeness

Innovativeness was described as “the degree to which
an individual is relatively earlier in adopting an
innovation than other members of his system” (Rogers
and Shoemaker, 1971). According to Midgley and
Dowling (1978), innovativeness represents a person's
preference to try new and different products and do
intensive research for new products. Previous studies
suggest that there is a positive and significant
correlation between innovativeness and intention to
use online banking or mobile banking(Ald4s-Manzano
et al, 2009; Slade et al, 2015; Abbas et al, 2018).
Namely, more innovative peopletend to have a greater
sense of pleasure and ease of use of mobile
applications(Natarajan, Balasubramanian and
Kasilingam, 2017). Individuals who have a high level of
innovativeness are also willing to use more channels
like mobile, internet banking in the finance
sector(Chaoqun Han and Shuiqing Yang, 2010; Siu and
Chang, 2015). Thus, innovativeness could be helpful to
describe the financial segments according to usage
intention of multi-channel banking and experience

4 . N\ N\ /7 \
@ *Behavioral I
¢  Intention to use < *Perceived ease of
g= multi-channel o ) £ g use
s banking & Cluster analysis of || & 2
&b = financial s © 5 *Perceived
= N customers g § = usefulness
b5 % ; ; ~ =9 . .
= Experience in 5 9 *Perceived risk
&b multi-channel g, .
0.) .
A banking [:> [::>Q Innovativeness
\ VAN J . J

Figure 1: Conceptual framework



Oktay ve Yetkin Ozbiik / Pazarlama I¢gériisii Uzerine Calismalar (4)1, 2020; 13-26

Methodology
Data Collection and Instrument Design
The questionnaire included validated measurement
itemswith minor modifications from previous research
to fit in with the context of multi-channel banking. The
items were translated from English to Turkish and
then, back-translated to provide functional equivalency
with the help of a certified translator and an expert in
consumer behavior discipline.

The questionnaire consisted of three main sections.
The first section: A brief explanation was given
aboutmulti-channel  banking behavior of
consumers. Multi-channel behavior was explained
as the use of more than one different channels for
transactions(Kumar and Venkatesan, 2005; Sousa
and Voss, 2006). It was mentioned that financial
customers might use mobile banking, internet
banking, physical branch, ATM or call center for
transactions (Cortifias, Chocarro and Villanueva,
2010).

The second section involves some psychographic
variables:

o Fouritems for perceived ease of use(Sharma et

al, 2017) measured on a five-point scale

ranging from “Strongly disagree” (1) to

“Strongly agree” (5).

Three items for perceived usefulness
(Venkatesh et al, 2003) measured on a five-

point scale ranging from “Strongly disagree”

(1) to “Strongly agree” (5).

Four items for perceived risk(Featherman and

Pavlou, 2003; Chen, 2013; Alalwan et al,

2016)measured on a five-point scale ranging

from “Strongly disagree” (1) to “Strongly

agree” (5).

Four items for innovativeness (Lu, Yao and Yu,

2005) measured on a five-point scale ranging

from “Strongly disagree” (1) to “Strongly

agree” (5).

Three items for behavioral intention to use

multi-channel banking(Gu, Lee and Suh, 2009)

measured on a five-point scale ranging from

“Strongly disagree” (1) to “Strongly agree” (5).

Multi-channel banking experience measured

on a five-point scale ranging from “Strongly

disagree” (1) to “Strongly agree” (5).

The frequency of carrying out banking

transactions measured on a five-point scale

ranging from “Never” (1) to “Always” (5).

Please see the appendix.

The third section: Some demographic variables

such as gender, age and education was asked.

The content validity of the items was ensured with the

help of two experts from financial services. Six master

students help to ensure face validity with their

feedback on the readability and clarity of the items. A

pilot test was conductedwith 25 participants with the
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final version of the questionnaire to ascertain the
adequacy of the items.

Data was collected after minor alterations on the
wording of the items through an online questionnaire
by using convenience samplingin Turkey during
February-March 2020. Convenience sampling is
commonly adopted in the banking and segmentation
studies(e.g. Paluri and Mehra, 2016; Baabdullah et al,,
2019). No incentive was given. A total of 165
participants completed the questionnaire. The
frequency of banking transactions was used as a
filtering question which enabled to exclude
participants who never make transactions at banks
from the final data set. After the exclusion of
participants according to filter question (n=1), 164
usable responses were available for further data
analysis. It took approximately 5 minutes for the
participants to complete the questionnaire. An
introduction part was included in the questionnaire
form to inform the participants about the aim of the
questionnaire and ensured their anonymity.

Sample Characteristics

Out of 164 participants, about 65.2% were female, and
34.8% were male. The mean age of the participants was
29.55 years old. Among the participants, about 48.2%
hold a graduate degree, followed by high-school
graduates (22.6%). Regarding the frequency of
carrying out banking transactions, 45.1% indicated
that they always carry out banking transactions,
followed by 41.5%, indicating that they often carryout
banking transactions. Only a small percentage of the
respondents (3.7%) replied that they rarelycarry out
banking transactions.

Preliminary Analysis

Before data analysis, first, one item from
innovativeness was coded reversely. Second, data
screening procedures were performed to check
incomplete responses and underlying assumptions of
further data analysis (linearity, normality, and
homoscedasticity)(Hair et al., 2010).Third, exploratory
factor analysis (EFA) was conducted to ensure
construct reliability. Exploratory factor analysis (EFA)
using varimax rotation was conducted to assess the
factor structure and dimensionality of the
measurement scales of perceived ease of use, perceived
usefulness, perceived risk,innovation and behavioral
intention. Kaiser-Meyer-Olkin (KMO) values for the
scales were above 0.7, and the Bartlett sphericity tests
were significant at p< 0.001(Bartlett, 1954; Kaiser,
1974). EFA produced 5-factor structures which
accounted for 83.200% of the total variance. One item
from innovation was removed due to low factor loading
below 0.5 in accordance with the suggestion of Hair et
al. (2010).Cronbach’s alpha values for all scales were
above 0.858showing an adequate level of reliability
(Nunnally, 1978) (Table 1).
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Variables Means Standard Loadings Cronbach's
Table 1:Descriptive Statistics, Factor Deviations (EFA) alpha («)
Loadings and The Reliability of PEOU
Variables peoui 3.79 1.354 0.899
peou: 3.87 1.249 0.933 a=0.965
peous 3.84 1.238 0.942
peous 3.73 1.234 0.904
PU
pu1 4.21 1.067 0.898
pu2 416 1.070 0.912 @=0.976
pus 4.23 1.047 0.902
PR
pri 2.84 1.184 0.931
prz 2.90 1.191 0.958 a=0.954
prs 2.73 1.178 0918
pra 291 1.218 0.907
INNO
innos 4.10 0.901 0.858
innoz 3.77 1.216 0.864 «=0.858
innos 4.09 1.059 0.906
INT
int1 3.90 1.189 0.815
intz 3.84 1.215 0.846 «=0.858
ints 3.77 1.200 0.803
Data Analysis As a result of hierarchical cluster analysis, a three-

Second, a two-step cluster analysis approach was
performed with the segmentation variables of
behavioral intention to use multi-channel banking and
experience in multi-channel banking. An overall score
for behavioral intention to use multi-channel banking
is used in the analysis by adding the scores of each item
and dividing this by three. An initial hierarchical cluster
analysis was conductedto discover the number of
clusters, then, k-means cluster analysis was utilized to
identify cluster memberships of each observation.
Afterwards, a non-parametric one-way ANOVA on
ranks was used to describe the clusters further based
on the variables of perceived ease of use, perceived
usefulness, perceived risk and innovativeness.

Results

A hierarchical cluster analysis was carried out based on
the meanscore of behavioral intention to use multi-
channel bankingand experience. Analyzing the
dendrograms and  agglomeration  coefficients
providedthe number of clusters (Hair et al., 2010).

Cluster analysis

cluster solution was obtained. Then, k-means cluster
analysis was conducted to evaluatethe stability
ofclusters. Three clusters differed from each other
according to the mean scores on the behavioral
intention and experience (Please see Table 2). The
clusters are labeled according to these results. The
members of Cluster 1 constitutethe largest share of the
sample, with 50% of all participants, and have quite
high levels of behavioral intention to use multi-channel
bankingand experience. Therefore, the members of this
cluster is labeled “enthusiastic experts”. The
participants of Cluster 2 comprise 23.17% of all
participants. Although they are alsoexperienced in
multi-channel banking transactions, they do not have
behavioral intention to use multi-channel banking.
Thus, “reluctant experts” is the label of Cluster 2. The
participants of Cluster 3 constitute 26.83% of the
sample. This cluster has the lowestbehavioral intention
to use multi-channel bankingand experience, so the
subjects in this segment are labeled “reluctant
amateurs”.

Table 2: Mean Scores for the Threeclusters

Cluster 1 Cluster 2 Cluster 3
Enthusiastic Reluctant Reluctant Overall Mean
experts experts amateurs Scores
(n=82; 50.00%) (n=38; 23.17%) (n=44; 26.83%) (N=164; 100%)
Behavioral intention 4.66 3.09 2.95 3.84
Experience 4.57 4.39 2.36 3.94
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Description of Clusters

After three cluster-cluster solution was determined
and labeled based on the scores of segmentation
variables of behavioral intention and experience, the
differences between the segments were figured out.
One of the most well-known methods to compare the
group differences statistically is Analysis of Variance
(ANOVA). However, when the normality and
homoscedasticity assumptionsare not met, a non-
parametric one-way ANOVA on ranks should be
used(Hair et al, 2010).The assumptions of parametric
one-way ANOVA were not satisfied in the current
research, so Kruskal-Wallis H tests with Dunn-
Benforroni post-hoc tests were utilized to detect
differences between each cluster on perceived ease of
use, perceived usefulness, perceived risk and
innovativeness.

First, mean scores for perceived ease of use, perceived
usefulness, perceived risk, and innovativeness were
compared across all clusters to discover the profiles of
each segment. Enthusiastic experts (Cluster 1) have the
highest perceived ease of use, perceived usefulness
innovativeness. Perceived risk of enthusiastic experts
is quite low. Reluctant experts (Cluster 2)are averagely
innovative and possess moderate perceived ease of use
and perceived usefulness.Similar to enthusiastic
experts,reluctant amateurs have quite low levels of
perceived risk.Reluctant amateurs(Cluster 3) have the
least perceived ease of use, perceived usefulness,

innovativeness, and their perceived risk level is the
lowest among the three clusters.

Then, non-parametric Kruskal-Wallis H tests for one-
way ANOVA by Ranks with Dunn-Bonferroni post hoc
tests were conducted to compare the group differences
statistically. Enthusiastic experts (Cluster
1)differedhighly from reluctant amateurs (Cluster 3)
on perceived ease of use (The rank difference between
cluster 1 and 3 = 49.160;p<0.001). Similarly, reluctant
experts scored higher than reluctant amateurs based
on perceived ease of use (The rank difference between
cluster 2 and 3 = 27.952; p=0.021).According to
perceived usefulness, enthusiastic experts differed
from reluctant experts (Rank difference between
cluster 1 and 2 = 30.181; p=0.002) and reluctant
amateurs (Rank difference between cluster 1 and 3 =
48.958; p<0.001). There is a significant difference only
between enthusiastic experts and reluctant amateurs
on perceived risk (The rank difference between cluster
1 and 3 = -21.198; p=0.047). Finally, based on
innovativeness, enthusiastic experts differentiated
from reluctant experts (The rank difference between
cluster 1 and 2 = 32.623; p<0.001) and reluctant
amateurs (The rank difference between cluster 1 and 3
=31.871; p<0.001) (Table 3).

Table 3: Comparison of Clusters Based on non-parametric Kruskal-Wallis H tests

Cluster 1 Cluster 2 Cluster 3
Clusters Enthusiastic experts Reluctant experts Reluctant amateurs Overall
(n=82) (n=38) (n=44)
Mean Mean Mean Mean | Chi2 (2)
Variables (SD) Rank (SDb) Rank (SDb) Rank (SD) | (p-value) (p<.05)*
4.19 3.75 3.16 3.81 31.716
Perceived ease of use (1.11) 100.60 (1.21) 79.39 .(1.11) 51.44 (1.21) | (p<.001) 1-3 & 2-3
4.58 4.03 3.65 420 36.467
Perceived usefulness (0.86) 102.63 (1.06) 72.45 (1.05) 53.67 (1.04) | (p<.001) 1-2&1-3
4.31 3.69 3.62 3.98 19.379
Innovativeness (0.73) 98.61 (0.91) 65.99 (1.10) 66.74 (0.94) | (p<.001) 1-2&1-3
2.72 2.70 3.19 2.84 6.585
Perceived risk (1.09) 76.85 (1.07) 76.70 (1.16) 98.05 (1.12) (p<.05) 1-3

*Different clusters based on Dunn-Bonferroni post hoc tests

Conclusions

The principal objective of this study was to segment
financial customers according to behavioral intention
to use multi-channel bankingand experience in multi-
channel banking, and then to describe them further
forperceived ease of use, perceived usefulness,
perceived risk and innovativeness. This study clustered
financialcustomersinto ~ three  groups, namely,
“enthusiastic experts”, “reluctant experts”, and
“reluctant amateurs”. These groups were identified
according to their scores on behavioral intention and
experience. Afterwards, the groups were characterized
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with respect to their differences in perceived ease of
use, perceived usefulness, perceived risk and
innovativeness. The following presents theoretical
contributions and managerial implications of the
current study.

This paper gives an account of multi-channel banking
consumer’s typology. The results highlight that
behavioral intention and experience are useful
variables to understand and compare multi-channel
banking consumer groups. “Enthusiastic experts”
possessed the highest behavioral intention and
experience scores among three clusters. “Reluctant
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experts” hadlow levels of behavioral intention and high
levels ofexperience. “Reluctant amateurs” were found
to have the lowest behavioral intention and experience
scores.Experienced consumers who tend to use multi-
channel banking(Cluster 1: enthusiastic experts)have
the largest share of all participants. This result is in
accord with those of previous studies which concluded
financial customers tend to use a multiple numbers of
channels (Liao and Cheung, 2002; Cortifias, Chocarro
and Villanueva, 2010).

Multi-channel behavior is highly related to customer’s
preferences, perceptions and properties(Pertiwi,
Guihua and Pingfeng, 2016). Thus,the profiles of three
typology groups based on the describing variables of
perceived ease of use, perceived usefulness, perceived
risk and innovativenesshelp to gain a better
understanding of the behavioral intention to use multi-
channel bankingand experience.In particular, firstly,
the level of perceived usefulness and innovativeness
significantly differed between clusters 1 and 2
(enthusiastic experts and reluctant experts), and also
clusters 1 and 3 (enthusiastic experts and reluctant
amateurs).This finding suggests that perceived
usefulness and innovativeness are effective in financial
customersintention to use multi-channel bankingsince
these groups differed only in intention but have similar
scores on experience.This finding is consistent with
previous studies that showed perceived usefulness
(Guriting and Oly Ndubisi, 2006; Gu, Lee and Suh, 2009;
Lee, 2009; Chong et al, 2010; Shanmugam,
Savarimuthu and Wen, 2014)and
innovativeness(Aldas-Manzano et al, 2009; Thakur
and Srivastava, 2014; Frimpong et al.,, 2017; Chauhan,
Yadav and Choudhary, 2019)were significant
predictors ofbehavioral intention to use multi-channel
banking.

Secondly, perceived ease of use levels significantly
differed between the between clusters 1 and 3
(enthusiastic experts and reluctant amateurs), and also
clusters 2 and 3 (reluctant experts and reluctant
amateurs).This finding indicates that perceived ease of
use of multi-channel banking is an effective
discriminatorin the perceived experience of multi-
channel banking transactions. Financial customers
perceive themselves experienced when their perceived
ease of use of multi-channel banking increases. This
finding is in line with other research which found a
relationship between experience and perceived ease of
use (Yoon, 2010; Zhou, 2012; Alsamydai, 2014).
However, perceived ease of use does not affect
behavioral intention to use multi-channel banking. This
outcomeis contrary to the previous studies which have
suggested that  perceived ease of  use
significantlyaffects behavioral intention to use multi-
channel banking(Jham, 2009; Lee and Im, 2015; Patel
and Brown, 2016).
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Thirdly, perceived risk provided significant differences
among the clusters 1 and 3 (enthusiastic experts and
reluctant amateurs). This finding suggests that when
the perceived risk of financial customers is high as
observed in Cluster 3, financial customers can neither
tend to use multi-channel banking nor perceive
themselves experienced. Previous studies have also
reported that perceived risk is a significant
prerequisite  of mobile or online banking
behavior(Aldas-Manzano et al.,, 2009; Lee, 2009; Abadi,
Ranjbarian and Zade, 2012; Kesharwani and Singh
Bisht, 2012; Chen, 2013).

The results of the current study also have important
implications for managers and marketing strategiststo
satisfy their customers. First, about half of the financial
customers both perceive themselves as experienced
and tend to use multi-channel banking. This ratio is
expectable, considering that nearly 8 million out of 56
million digital banking customers use only internet and
mobile banking channels together (The Banks
Association of Turkey, 2020).Customer retention and
loyalty of this segment are critical for banking industry
since they comprise the largest share of the sample.To
buildlong-term relationships with enthusiastic experts,
banking industry should offer this group innovative
financial products and services since enthusiastic
experts differed from reluctant experts and reluctant
amateurs in terms of innovativeness. Additionally,
enthusiastic experts possessed the highest perceived
usefulness of multi-channel banking; therefore,
managers may use communication strategies for this
group to emphasize the convenience of multi-channel
banking.

Second, reluctant experts perceive themselves as
experienced in multi-channel banking, but they are
reluctant to use. The underlying causes of this group
fornot tointend to use multi-channel banking may be
related to their low levels of innovativeness and
perceived usefulness. It may be difficult for managers
to reveal reluctant experts’ innovative capabilities, but
they may emphasize the convenience and speed of
multi-channel banking to increase reluctant experts’
perceived usefulness level.

Third, managers should identify the reluctant amateurs
and then, they would reduce reluctant amateurs’
perceived risk levels. For example, channel
transparency or uniformitymay be provided by giving
information about theirtransaction’s status in a certain
channel or by ensuring consistency among different
channels to reduce risk (Xu and Jackson, 2019). After
reducing risk levels of financial customers, perceived
ease of use and perceived usefulness should be by
communication strategies which emphasize
convenience and ease of use of multi-channel banking.
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Future research directions and limitations

This research may have some limitations. To begin
with, this study employed a convenient sampling of
financial customers in a small region. Therefore, the
findings cannot be generalized to other populations.
Further data collection is required. Future studies may
improve generalizability by using a wider sample of
bank customers. Extending this work in a developed
country allows for comparative studies of behavioral
intention to use multi-channel banking by cultural
differences. Moreover, users who use two or more
banking channels are involved due to the focus of the
study. It may causes problems in generalizing the
results to the whole population. For that reason, future
research may investigate and segment financial
customers in an omnichannel banking context.

The current study segmentedfinancial customers
according to behavioral intention to use multi-channel
banking and experience, then further describe the
segments with the components of extended TAM.
However,in future studies, clusters can be defined in
more detail by adding other variables such as social
influence, trust, or lifestyle.
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PEOU

Perceived ease of use(Sharma et al., 2017)

peou:

I find it easy to complete my tasks using multi-channel banking.

peouz

[ find it easy to learn to use multi-channel banking.

peous

It is understandable to complete my tasks using multi-channel.

peous

I expect to become skilled at multi-channel banking.

PU

Perceived usefulness (Venkatesh et al, 2003)

pui

Using the multi-channel banking to carry out a banking transaction accelerates me.

puz

Being able to use multi-channel banking is useful to me.

pus

Being able to use multi-channel banking makes my life easier.

PR

Perceived risk (Featherman and Pavlou, 2003; Chen, 2013; Alalwan et al., 2016)

pri

[ feel that using multi-channel banking could subject my banking account to potential fraud.

prz

I feel that using multi-channel banking could put the privacy of my information at risk.

prs

[ feel that using multi-channel banking could subject my banking account to financial risk.

pra

[ feel that my private information could be hacked when using multi-channel banking.

INNO

Innovativeness (Lu, Yao and Yu, 2005)

inno1

If [ heard about a new information technology, I would look for ways to experiment with it.

innoz

Among my peers, | am usually the first to explore new information technologies.

innos

I like to experiment with new information technologies.

innos

In general, I am hesitant to try out new information technologies. (R)

INT

Behavioral Intention(Gu, Lee and Suh, 2009)

inty

I plan to use multi-channel banking in future.

intz

[ intend to use multi-channel banking.

int3

I recommend use of multi-channel banking among peers and relatives.

EXP

Experience

exp

[ have experience using multi-channel banking services.

FREQ

Frequency

freq

What is the the frequency of carrying out banking transactions?

R: Reversed coded item

26




Pazarlama i¢goériisii Uzerine Calismalar
(Studies on Marketing Insights)

Cilt/Vol:4 Sayi/lssue:1 2020

Studles on Marketing Insights
Pazariama lggériish Ozerine Calismalar

Ofke Boyutlar Sikdyet Davramisi A¢isindan Farklilasir M1? Hava Yolu
Sektoriinde Bir Uygulama *

Do Anger Dimensions Differ in Terms of Complaint Behaviour? An Application in the
Airline Industry

irfan Soylu
orcid.org/0000-0001-6846-335X
Akdeniz Universitesi Sosyal Bilimler Enstitiisti, Antalya, Tiirkiye

Prof. Dr. Olgun Kitapci
orcid.org/0000-0002-5316-985X
Akdeniz Universitesi Uygulamal Bilimler Fakiiltesi Pazarlama Béliimii, Antalya, Tiirkiye

Makale Kabul: 30.06.2020 Diizeltme: 08.07.2020/14.07.2020 Yayina Kabul: 16.07.2020

Ozet
Amag: Hizmet deneyiminden memnun olmayan 6fkeli bir miisterinin hangi 6fke boyutunda (saldirgan, kaygil ve
sakin olma) nasil bir sikdyet davranisi sergileyecegini kesfetmek calismanin ana amacidir.
Metodoloji: Veri toplama siirecinde ¢evrimici anket uygulamasi yapilmistir. 01.09.2018 ile 31.01.2019 tarihleri
arasinda son {i¢ ay i¢cinde hava yolu firmasindan hizmet alip memnun kalmayan ulusal miisterilerden toplanmistir.
Gecgerli olan 541 anket formu iizerinde istatistiksel paket programi araciligiyla Faktér Analizi ve Varyans Analizi
(ANOVA) yapilmistir.
Ozgiinliik: Hava yolu sektdriinde sikdyet davranisinin 6fke boyutlar acisindan nasil farklilastiginin aragtirilmasi
calismaya 6zgiinliik katmaktadir.
Bulgular: Olumsuz agizdan agiza iletisim ve firmay1 boykot etme agisindan 6fke boyutlar1 arasinda anlamh bir
farklihik bulunamamistir. Firmaya dogrudan sikayet agisindan 6fke boyutlar1 arasinda kismen anlamli bir farklilik
bulunmaktadir. Buna gore, sakin olan miisteriler saldirgan ve kaygili olan miisterilere gore firmaya dogrudan sikayet
davranisini daha fazla gostermektedir. Firmaya dogrudan sikayet agisindan kaygili olanlarin ortalamasi ile saldirgan
olanlarin ortalamasinin kiyaslanmasi anlamh degildir.

Anahtar Kelimeler: Miisteri Sikayet Davranisi, Ofke, Hava Yolu Sektérii, Tiirkiye.
Makale Tiirii: Arastirma Makalesi

Abstract
Purpose: The primary purpose of the study is to discover how an angry customer who is not satisfied with the service
experience will behave in terms of anger dimensions (aggressive, anxious and calm).
Methodology: During the data collection process, an online questionnaire was applied. The data were collected from
national customers who received service from the airline company in the last three months between 01.09.2018 and
31.01.2019. Factor Analysis and Variance Analysis (ANOVA) was performed on the 541 valid questionnaire forms
through statistical package program.
Originality: Investigating how the complaint behaviour differs in terms of anger dimensions in the airline sector adds
originality to the study.
Result: There was no significant difference between anger dimensions in terms of negative mouth-to-mouth
communication and boycott. However, there is a partially significant difference between the anger dimensions in
terms of direct complaints to the company. Accordingly, calm customers show more direct complaint behaviour to the
firm than aggressive and anxious customers. No significant difference was found between the average of those who
were anxious and aggressive about direct complaints to the firm.

Keywords: Customer Complaint Behavior, Anger, Airline Industry, Turkey.
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GIRIiS

Miisteri yasadigi hizmet deneyiminin ardindan
olumlu tepki vermesiyle memnuniyet olusmaktadir
(Giilmez ve Dortyol, 2013: 214). Memnununiyet,
miisterinin mutluluk gibi olumlu duygusal tepkiler
vermesini saglamaktadir (Weiss ve Cropanzano,
1996: 11). Hizmet deneyimi 6ncesinde miisterinin

deneyimleyecegi  hizmetten  bir  beklentisi
bulunmaktadir. Misterinin yasadigi deneyim
beklentisini  karsilamiyorsa memnuniyetsizlik

olusmaktadir (Giilmez ve Dértyol, 2013: 214).
Memnuniyetsizlik misterinin 6fke gibi olumsuz
duygusal tepki vermesine yol agmaktadir (Weiss ve
Cropanzano, 1996: 11). Miisteri, memnuniyetsizlik
sonucunda isletmeye karsi geri bildirimini sikayet
davranisinda bulunarak vermektedir (Bell vd,
2004: 113). Memnuniyetsizlik sonucunda olumlu
duygular azalarak yerini olumsuz duygulara
birakmaktadir (Westbrook ve Oliver, 1991: 85).
Memnuniyetsizligin sikdyet davranisina doniismesi
kiside olumsuz duygularin yasanmasina yol
acmaktadir (Russell-Bennett vd., 2011: 168).
Duygular degerlik, etki gilicii, yogunluk ve
aktivasyon olarak dort boyuta ayrilmaktadir
(Smith ve Ellsworth, 1985: 813). Degerlik boyutu,
bir olayin miisteri tarafindan olumlu veya olumsuz
olarak algilanmasinin degerlendirilmesiyle iki
duygudan birinin hissedilerek ac¢iga c¢ikmasidir
(Smith ve Ellsworth, 1985: 816). Kotii bir hizmet
deneyimi yasayan miisteri problemi
degerlendirmesinin ardindan duygusal tepki olarak
(Weiss ve Cropanzano, 1996: 22; Bonifield ve Cole,
2007: 85) olumsuz duygulardan biri olan o6fke
hissetmektedir (Weiss ve Cropanzano, 1996: 11).
Yogunluk, asir1 duygusal deneyime bagli olarak
degismektedir (Russell, 1978: 1152; Daly vd,
1983: 445). Aktivasyon boyutu ise “savas ya da
kac¢” tepkisidir. “Savas” ta ¢aba harcanmaktadir
“ka¢” ta ise sessiz kalinmaktadir (Smith ve
Ellsworth, 1985: 819). Koétii bir hizmet deneyimi
yasayan miisteri problemi degerlendirmesiyle
davramissal tepki vermektedir (Weiss ve
Cropanzano, 1996: 22; Bonifield ve Cole, 2007: 85).
Davranissal tepki ise satin alma sonrasi deneyim
sonucunda olusan davraniglardir. (Bougie, vd,
2003: 377). Bu durum Day ve Landon’in (1977:
432) Tiiketici Sikayet Davranisi modeline gore
ofkeli bir miisterinin ya bir sikdyet davranisinda
bulunarak memnuniyetsizligini gostermesi ya da
hicbir sikdyet davramsi gostermeyerek sessiz
kalmasiyla agiklanmaktadir.

1970’lerden  giiniimiize dek arastirmacilar
tarafindan Tiketici Sikdyet Davranisina olan ilgi
artarak devam ederken (Folkes, 1984: 398),
duygularin dogasinin kesfedilmesinin ardindan
1990’lardan giinlimiize dek Tiiketici Sikayet

Davranisi (Garcia ve Pérez, 2011: 1398) ve diger
bircok alanda duygular arastirma konusu
olmustur. Nitekim; restoranlardaki hizmetten
memnun kalmayan miisterilerde 6fke ve pismanlik
duygularinin  satin alma sonrast davranis
tizerindeki etkisi {izerine yapilan calisma
mevcuttur (Bonifield ve Cole 2007: 85). Restoran
ve otel hizmetlerinde yasanilan
memnuniyetsizligin, 6fke ve pismanlikla iligkisi
arastinlmistir.  Ofke ve pismanligin isletmeyi
boykot etme, firmaya dogrudan sikayet davranisi
gosterme ve olumsuz agizdan agiza iletisimle
iligkisi lizerine yapilan calisma mevcuttur (Garcia
ve Pérez, 2011: 1397). Restoran hizmetlerinde
miisterinin memnuniyetsizlik duymas1 sonrasinda
duygusal tepkilerini 6l¢mek icin; o6fke, hayal
kirikligy, pismanhk ve kaygili olmalarinin,
miisterinin davranislarina etkisi lizerine yapilan
calisma mevcuttur (Mattila ve Ro, 2008: 89).
Miisterilerin hava yolu seyahatindeki ucus
deneyiminden  beklentileri lizerine yapilan
calismalar mevcuttur (Aksoy vd. 2003: 343;
Yilmaz, 2019: 239). Miisterinin  seyahat
deneyiminden  beklentisinin = Kkarsilanmasiyla
memnuniyet olusmaktadir. Memuniyeti etkileyen
faktorlerin neler oldugu iizerine yapilan ¢alismalar
mevcuttur (Celikkol vd., 2012: 70; Isildak ve Tunca,
2018: 241; Topal vd., 2019: 119; Yilmaz, 2019:
239). Yapilan ¢alismalarda miisterilerin
beklentilerine ve seyahat deneyiminden duyulan
memnuniyete, hava yolu isletmelerinin 6nem
vermeleri gerektigi goriilmektedir. Ulasim araci
olarak diger vasitalara gore hava yolunun daha sik
tercih edilmesinin basinda kisiye zaman tasarrufu
gibi avantajlar saglamas1 gelmektedir. Hava
yolunun tercih edilmesi, isletmenin miisteri
memnuniyetine verdigi 6nemi arttirarak, bugiin ve
gelecekteki varligi ile karliligina olumlu bir sekilde
yon vermesini saglamaktadir. Hava yolunun
insanlar tarafindan tercih edilmesine bagh olarak
hanehalki  biitgesinde hava yolu ulasimi
harcalamalar1 6nemli bir paya sahip olmaktadir.

Tiirkiye Istatistik Kurumu (TUIK) 2018 hanehalki
tiiketim harcamasi dagilimina goére harcama tiirleri
icerisinde ulasim sektdri icilincii sirada yer
almaktadir ~ (TUIK, 2018). Hane halki
harcamalarinda ulasim icin ayrilan payin ytiksek
olmasinda, ulasim araci olarak hava yolunun rolii
biiyiiktiir. Nitekim; Sivil Havacilik Genel Midurligi
Faaliyet Raporuna gore, 2018 yili toplam yolcu
sayist 210 milyon, i¢ hat yolcu sayisi ise 112
milyondur (SHGMFR, 2018: 32). Hava yolunun
insanlar tarafindan yaygin ve sik kullanilmasiyla
isletmelerin  miisterilerine  verdikleri  6nem
artmistir. Boylece, miisterilerinin hava yolu hizmet
deneyiminden memnun kalmalar1 isletmeler i¢in
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o6nemli bir amag¢ haline gelmektedir. Fakat her
kosulda her zaman memnuniyet saglamak
miimkiin olmamaktadir. Hava yolu ile seyahat eden
bir miisteri yolculuk stirecinde kotii bir deneyim
yasadiginda  memnuniyetsizlik  hissedecektir.
Memnuniyetsizlik sonucu miisteri isletmeye karsi
ofke duyabilmektedir. Kotii bir deneyim yasayan
miisterinin hangi 6fke boyutunda nasil bir sikdyet
davranisi sergiledigiyle ilgili literatiirde bir ¢alisma
bulunmamaktadir. Ofke boyutu ile kastedilen dfkeli
bir miisterinin 6fkesini saldirgan, kaygili ya da
sakin bir sekilde ifade etmesidir. Buna gére mevcut
arastirmanin amaci Tiiketici Sikayet
Davranis’larindan firmaya dogrudan sikayet,
olumsuz agizdan agiza iletisim ve boykot etme
acisindan Cok Boyutlu Ofke Olgegi'nde yer alan
saldirgan, kaygili ve sakin olma boyutlar1 (Balkaya
ve Sahin, 2003: 199) arasindaki farka bakilacak
olmas1 ayni zamanda g¢alismanin 6zginligiini
ortaya koymaktadir. Hava yolu tasimacilig
sektorliinde faaliyet gosteren isletmeler, mevcut
misterilerini elinde tutup potansiyel miisteriler
kazanarak karhliklarini uzun émiirlii stirdiirmeyi
amaclamaktadir. Bu amagla miisteri beklentilerine
uygun bir deneyim yasatmalar1 ve beklentisi
karsilanmayan miisterilerinin
memnuniyetsizliklerinin ~ kaynagi  6grenilerek
probleme karsi ¢oziim sunmalari isletmeler igin

hayati bir o6nem tasimaktadir. Hava yolu
isletmelerinin amaglari dogrultusunda
uygulamalarina yoénelik c¢ikarimlar saglamasi,

yapilan bu calismanin 6nemini gostermektedir.
Ayn1 zamanda sikdyet davranisi agisindan o6fke
boyutlar1 arasinda anlamli  bir farkliligin
arastirillmas1 akademik bilgi birikimine katk:
saglayarak calismanin hem Onemini hem de
amacini ortaya koymaktadir.

Bu arastirmada, oncelikle 6fke ve miisteri sikayet
davranisi literatiiriine deginilmistir. Sonrasinda,
ofke ve sikdyet davramisi iligkisiyle birlikte
litertiirde yapilmis olan ¢alismalarla arastirmanin
hipotezleri olusturulmustur. Ofkeli bir miisterinin
nasil bir sikayet davranisi sergiledigine dair
sonuclara ve bulgulara yer verilmistir. Ofkeli bir
miisterinin sergilemis oldugu sikayet davranisinin
yonetimsel etkileri ile onerilere yer verilerek
calismanin hangi kisitlar altinda yapildigina ve

gelecekte yapilacak olan c¢alismalara tavsiye
verilerek ¢alisma sonlandirilmistir.

LITERATUR

Ofke

Kisiler duygularini ifade ve davranis yoluyla disa
vurmaktadir (Day, 1984: 497; Westbrook ve Oliver,
1991: 84; Kalyoncu, 2014: 11). Duygularin ifade
edilmesi zamanla 6grenilmektedir. Nitekim
“6grenmenin en fazla hissedildigi duygu ofkedir”

(Ozmen, 2006b: 42). Ofke, bireyi olusturan ana
duygulardan bir tanesidir (Ayhan-Ersoy, 2010: 16).
Duygular, yasam bi¢imi ve davranis kalibina uygun
olarak ortaya cikan (Adler, 2007: 233) insanlari
harekete geciren sosyal sozlesmeler ve rollerdir
(Averill, 1983: 1157).

Ofke, genel anlamda kisinin 6nem verdigi bir seyin
olmamasit veya gerceklesememesinden otiirii
duyulmaktadir (McLaren, 2011: 269). Kisinin
ofkesinin gozle goriilen kismi davramistir. Kisiyi
ofkelendiren bir olayin varligiyla bu durumun
ofkeye donlismesindeki engellenme, haksizlik hissi
diistincesi 6fke duygusunu yaratmakta ve bu duygu
ile de davranis meydana gelmektedir (Sakiroglu,
2017: 15). Tablo 1’deki ifadeler ofkeyi atesleyen
tetikleyen durumlarin olusmasiyla, beynin viicuda
ofkeyi harekete geciren sinyaller gondererek ofke
hislerinin ortaya c¢ikmasina yol agan nedenleri
gostermektedir (Puff ve Seghers, 2016: 115).
Duygularin ifade ve davranisa doniismesinde
degerlendirme vardir (Weiss ve Cropanzano, 1996:
22). Degerlendirmede kisinin = menfaatinin
korunmasi amaci vardir (Kumar ve Oliver, 1997:
17; Baris, 2008: 44). Menfaatini korumak isteyen
kisi duygularini disa vurmaktadir (McLaren, 2011:
56). Her insan, yastan bagimsiz olarak ofke
duygusunu yasamaktadir. Ofke duygusu her
insanda var olan evrensel bir duygu olmasina
karsin 6fkeyi yonetmek ve ifade etme sekli kisiden
kisiye degismektedir. Ofkeyi ifade etmek, éfkenin
nasil yasandigimi gostermektedir (Ozmen, 2006a:
44; Koéroglu, 2017: 123). Ofkeli bir kisi 6fkesini
disar1 vurmak veya ifade etmek icin kullandigi
cesitli yollar vardir (Koknel, 1985: 155). Bu
yollardan biri tepkidir. Tepki, gosterilen Kkarsi
etkidir. “Herhangi bir etkiye karsi cevap olarak
dogan soz veya davranistir” (Tiirkge Sozliik, 1988:
1455). Nitekim saldirganlik 6fkenin olumsuz ifade
edilme yontemidir (Durak-Batigiin, 2009: 50).
Saldirganlik, fiziksel ve sozel olarak (Gerrig ve
Zimbardo, 2014: 538) dogrudan veya dolayh
olarak ifade edilebilmektedir (Werner ve Crick,
1999: 615). Ofkesini saldirganlikla ifade eden bir
kisinin jest ve mimiklerinden 6fkesinin ne kadar
siddetli oldugu c¢ogu zaman anlasilabilmektedir
(Koknel, 1996: 20). Saldirganlik eylemini
gosterecek olan kisinin yiizii bembeyaz kesilmekte
ve karsi tarafa (6fkenin kaynagi olan veya o6fkenin
kaynagi olarak goriilen kisi ya da kisiler) yonelerek
yapilan el kol hareketi ile bedenin bir harekete
hazir olmasi1 ile de diger kisiler tarafindan
anlasilabilmektedir (Kéknel, 1996: 139). Olumsuz
duygularin yasanmasi durumunda genel anlamda
kaygi ortaya ¢ikmaktadir (Baltas ve Baltas, 1987:
100). Kaygi, engellenme durumunda olusan
duygusal durumdur (Kéknel, 1985: 61). “Kaygil bir
kisinin dis goriiniisii her tarafa yetismek isteyen
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ama bir tiirli se¢im yapamayan hali vardir. Yiiz
ifadesi de acil yardima ihtiyaci olan bir insanin ytiz
halini yansitmaktadir” (Baltas ve Baltas, 1987:
100). Ofkenin normal bir duygu oldugu ve éfkeye
sebebiyet veren problemin yapicit bir davranisla
¢oziim yollarinin aranmasi 6fkenin sakin olarak
ifade edildigini gostermektedir. Sakin olma tavri,
ofkelenilen bir olaya veya kisiye karsi ofkenin
kontrol edilerek ifade edilmesidir (McKay ve

Dinkmeyer, 1998: 71). Bu durum su acidan
degerlendirilebilmektedir. Ofke yonetimi bir nevi
duygularin sorumlulugunu almak demektir. Etkili
ofke yonetimi (Puff ve Seghers, 2016: 91) 6fkenin
istesinden gelmek amaciyla serinkanli bir tavrin
benimsenmesiyle 6fkenin olumsuz etkilerinden
kisiyi koruyabilmektedir (Gupta, 2005: 10;
Koéroglu, 2017: 119).

Tablo 1 Ofkeyi Ortaya Cikartan Faktérler

Ofkenin Ortaya Cikmasindaki Faktérler

Yazar

Engellenme

Koknel 1985: 154; Debaryshe ve Fryxell 1998: 207;
Robins ve Novaco, 1999: 336; Durmus vd. 2000: 23;
Koékdemir, 2004: 7; Gupta, 2005: 5; Ozmen, 2006a: 23;
Sahin, 2006: 51; Akdeniz, 2007: 8; Ayhan-Ersoy, 2010: 16;
Ozmen- Siiata¢ 2010: 49; Yegin, 2010: 237-238; Oztiirk,
2012: 6,7; Alkis, 2016: 29; Puff ve Seghers, 2016: 265;
Yildiz, 2016: 204; Koroglu, 2017: 117; Sakiroglu, 2017: 25.

Hayal kiriklig

Lewis vd., 1990: 745; Allcorn, 1994: 3,27,41; Robins ve
Novaco, 1999: 336; Kokdemir, 2004: 7; Ozmen, 2006a: 24;
Puff ve Seghers, 2016: 25; Kéroglu, 2017: 118.

Allcorn, 1994: 3; Dogan vd., 2001: 26.

Kaygi
Incinme

Averill, 1983: 1148-1149; Alschuler ve Alschuler, 1984:
26; Kokdemir, 2004: 7; Ozmen, 2006a: 24; Yegin, 2010:
237-238; McLaren, 2011: 251; Yildiz, 2016: 204; Kéroglu,
2017:117.

Gozdag:

Koéroglu, 2017: 117.

Zarar gorme

Alschuler ve Alschuler, 1984: 26; Kayaoglu, 2012: 17.

Asagilik duygusu, Prestij kaybi, Saldiriya ugrama

Kékdemir, 2004: 7; Ozmen, 2006a: 23; Oztiirk, 2012: 6-7.

Saldirganca davranis

Koéroglu, 2017: 117.

Yaralanma

Kokdemir, 2004: 7.

Adaletsizlik

Ayhan-Ersoy, 2010: 16; Yenilmez, 2011: 14; Ozyiirek ve
Ozkan, 2015: 281.

Kizginhk

Lopez ve Thurman, 1986: 245; McKay ve Dinkmeyer,
1998: 83; Dogan vd., 2001: 26.

Doyurulmamis istek durumunda

Soykan, 2003: 20; Ozmen, 2006a: 32; Albayrak ve Kutly,
2009: 58; Oztiirk, 2012: 6,7.

Beklenti

Allcorn, 1994: 3,27,41; Soykan, 2003: 20; Ozmen, 2006a:
24; Albayrak ve Kutlu, 2009: 58; Alkis, 2016: 29.

Haksizlik durumunda

Martin vd. 2000: 870; Kékdemir, 2004: 7; Sahin, 2006: 51;
Eniseler, 2007: 23; Ayhan-Ersoy, 2010: 16; Ozmen-Siiatac,
2010: 49; Yenilmez, 2011: 14; Kayaoglu, 2012: 17;
Ozyiirek ve Ozkan, 2015: 281; Puff ve Seghers, 2016: 265;
Yildiz, 2016: 204; Kéroglu, 2017: 118; Sakiroglu, 2017: 16.

Tehdit

Rubin 1986: 116; Kennedy, 1992: 145; Allcorn, 1994:
3,27,41; Durmus vd., 2000: 23; Ozmen, 2006a: 23; Ayhan-
Ersoy, 2010: 16; C)zmen-Siiata(;, 2010: 49; Yenilmez, 2011:
14; Ozyiirek ve Ozkan, 2015: 281; Alkis, 2016: 29; Mill vd,,
2018: 2; Puff ve Seghers, 2016: 266; Yildiz, 2016: 204.

Hakaret durumunda

Alkis, 2016: 29; Martin vd., 2000: 870.

Elestirilme Deffenbacher vd., 1996: 150; Ozmen, 2006a: 32; Ozmen-
Stiatag, 2010: 49.
Kiicimsenme Oztiirk, 2012: 6,7; Puff ve Seghers, 2016: 120.

Kisisel kanunlar ile kurallar

Sakiroglu,2017: 27.

Tahammiiliin azalmasi ve Kisilik sorunlari

Kayaoglu, 2012: 17.
_

Miisteri Sikayet Davranisi

Sikdyet davranisi, miisterilerin istek ihtiyac ve
beklentilerinin (Saydan, 2008: 124; Trappey vd.,
2010: 1) isletme tarafindan yerine getirilmemesi

(Gyasi, 2012: 85) ya da eksik hatali yerine
getirilmesiyle, kotli bir deneyim (olumsuzluk)
yasayan misterinin (Baris, 2008: 22; Seyran, 2009:
75; Oh, 2006: 169; Jacoby ve Jacard, 1981: 5;
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Richins, 1983: 76) bu deneyimini degerlendirmesi
sonucunda (Day, 1980: 211) davranissal ya da
davranissal olmayan tepkiler gostermesidir (Day,
1980: 211; Singh, 1988: 95).

Memnun olmayan miisteri ¢ sekilde davranis
gosterebilmektedir. Agik eylem (firmaya dogrudan
sikayet, lciincii partilere sikdyet ve yasal eylem)
gostererek yanit verebilir, 6zel eylem (isletmeyi
boykot etme ve olumsuz agizdan agiza iletisim)
gostererek yanit verebilir veya hicbir sey
yapmayarak, deneyimi unutarak, bir eylemde
bulunmayarak yanit verebilmektedir (Day ve
Bodur, 1978: 264; Wirtz ve Lovelock, 2016: 734).
Yasadig1 deneyimden memnun olmayan miisteri ya
eyleme gecmektedir ya da eylem
gostermemektedir (Day ve Landon, 1977: 432; Day
ve Bodur, 1978: 265; Bearden ve Oliver, 1985: 224;
Stephens ve Gwinner, 1998: 172). Eyleme ge¢cme
asamasinda kisinin sikayete olan egilimi 6nemlidir.
Egilim, bir kisinin alim sonucunda
memnuniyetsizligini diizeltmek isteyip
istemedigini ve yapilacak eylemin niteligini de
etkileyen degiskenlerden olusmaktadir (Day ve
Landon, 1977: 434). Beklentinin memnuniyet
diizeyi ve satin alma kosullari kisiden kisiye bazen
de aym kiside farkli zamanlarda degisiklik
gostermektedir (Day ve Landon, 1976: 264).
Miisterinin yasadigi memnuniyetsizlige karsi eylem
gostermemesi sadakat kavramiyla
aciklanabilmektedir. Miisteri sadakati uzun yillar
Kisinin tekrarlayan satin alim yapmasinin yaninda
isletmeye olan begeninin ¢evreye tavsiye
edilmesidir (Wirtz ve Lovelock, 2016: 671). Sikayet
etmeme egilimi ne kadar yliksekse olumsuzluklara
katlanma siiresi de o kadar uzun olmaktadir. Fakat
bu durumun isletme agisindan uzun vadede bir
garantisi yoktur (Seyran, 2009: 14).

Kisinin bekledigi performans ile deneyimledigi
performans arasinda kalan bolgeye hosgorii
bolgesi denilmektedir. Hosgoriilen performans da
istenilen ve yeterli goriilen performans arasindadir
(Estelami ve De Maeyer, 2002: 206). Bu nedenle
ayni problemle karsilasan iki kisiden biri problemi
farkli degerlendirerek eyleme gecerken bir digeri
sessiz kalabilmektedir (Keltner vd., 1993: 751;
Stephens ve Gwinner, 1998: 175).

Eyleme gecen miisteri sikayetini acik ve 6zel eylem
ad1 altindaki ifadelerden biriyle ya da birkaciyla
gostermektedir (Day ve Bodur, 1978: 265; Bearden
ve Oliver, 1985: 224; Stephens ve Gwinner, 1998:
172). Acgik eylemler, memnun edici olmayan bir
deneyimin ardindan isletmeye yonelik sikayetci
davramislardir (Singh, 1988: 95). Ozel eylemler,
belirli mal veya hizmetin, kullanimi veya 6zellikleri
hakkinda diger tiiketicileri yonlendirme amaci olan
gayri resmi iletisim tlirtidir (Westbrook, 1987:
261).

Miisterilerin  eylem  gostermeleri; isletmeye
dogrudan sikayet ederek tazminat almak, yasal
eylemde bulunmak ve ig¢ilincii tarafa sikayet
etmeleri halinde acgik eylemde bulunduklarini
gostermektedir.  Misterilerin markay1 veya
isletmeyi boykot etmeleri ile olumsuz agizdan
agiza iletisim eylemlerinden birinde
bulunmalariyla 6zel eylemde bulunduklarini
gostermektedir (Day ve Landon, 1977: 432; Day ve
Bodur, 1978: 265; Bearden ve Oliver, 1985: 225;
Stephens ve Gwinner, 1998: 172). Mal ve hizmet
satin aliminda koétii bir deneyim yasamasi halinde
¢ogu zaman (Seyran, 2009: 75) telafi arayisinda
sorunun diizeltilmesi amaciyla (Mattila ve Wirtz,
2004: 149) firmaya dogrudan sikayette
bulunularak hatanin telafisi i¢in tazminat talep
edilmektedir (Day, 1977: 153). Miisteri telafi
kapsaminda hizmetin kosullarina bagl olarak
degisim/yinelenme talep etmekte, tam veya kismi
geri 6deme istemekte ya da (Gilly, 1987: 296;
Mattila ve Wirtz, 2004: 149; Baris, 2008: 128),
gelecek alimlarda indirim (Baris, 2008: 128) talep
etmektedir. Hukuki siire¢ baslatma ya da diger bir
ifadeyle yasal eylemde bulunmak, kamu veya 6zel
kuruluslara sikayette bulunmak {glinci taraf
eylemleri altinda gruplandirilmaktadir (Singh,
1988: 99). Uciincii taraf sikdyetleri, “miisterilerin
sikayetini iletmek icin isletme disindaki kurumlara
yonelmesidir” (Gyung-Kim vd., 2010: 979). Ugiincii
taraf sikayeti, diizenleyici kurumlara, tiiketici
gruplarina (Singh, 1988: 99) ve devlet kurumlarina
sikayeti icermektedir (Singh, 1988: 99; Russell-
Bennett vd., 2010: 2). Ulkemizde {igiincii
partilerden biri “tiiketici hakem heyeti” dir.
Tiketici hakem heyetlerinin amaci tiiketicinin
haklarinit korumaktir (Tiirkiye Cumhuriyeti Ticaret
Bakanligi, 2019). Olumsuz agizdan agiza iletisim
miisteriler arasinda verilen tavsiyedir. Diger
misteriler memnuniyetsiz miisterilerin yorumunu
referans alarak 0 markay1 tercih
etmeyebilmektedir (Richins, 1984: 698; East vd,,
2008: 215). Olumsuz bilgi tiiketicilerde olumlu
bilgilerden daha fazla etki yaratmaktadir. Bunun
nedeni ise isletmenin yoénlendirmesi disinda
tarafsiz  bir miisteri deneyimi yorumunun
olmasidir (Richins, 1984: 698; Bansal ve Voyer,
2000: 175). Olumsuz agizdan agiza iletisim
misterilerin liriin marka veya isletmeleri boykot
etme eylemine yonlendirebilmektedir (Zoghlami
vd., 2016: 1). Boykot etmek isletmeyi degistirmek
(Cornwell vd., 1991: 3), satin almama karar1 ve
(Singh, 1988: 95; Kozinets ve Handelman, 1998:
475) hosnutsuzluga tepki gostermek amaciyla
yapilmaktadir (Giilmez ve Dortyol, 2013: 41).

31



Soylu ve Kitapci / Pazarlama I¢gériisii Uzerine Calismalar (4)1, 2020; 27-43

Ofke ve Miisteri Sikdyet Davramisi

Miisterilerin memnun olup olmadiklari kelimelerle
oOlciilerek duygu durumlariyla anlamaya
calisiimaktadir (Baris, 2008: 44). Memnuniyet ve
memnuniyetsizlik deneyimin duygusal yoniini
belirlemektedir (Oliver, 1992: 242).
Memnuniyetsizlikle birlikte olumsuz duygusal
tepkiler verilmektedir (Westbrook ve Oliver, 1991:
85). Ofke, hizmet basarisizhgiyla ortaya cikan
olumsuz duygusal bir tepkidir (Taylor, 1994: 56;
McColl-Kennedy ve Sparks, 2003: 251; Baris, 2008:
44; Gelbrich, 2010: 567; He ve Harris, 2014: 140).
Tiiketici 6fkesinin {i¢ nedeni vardir. Bunlar; yerine
getirilmemis vaatler (koti hizmet, ¢alisanlarin
hatasi, probleme karsi yanitsizlik), haksiz davranis
(bekleme siiresi) ve diismanliktir (¢alisanlarin
kabaligi, genel deneyim sonucu tizgiinlik duyma)
(Funches, 2011: 425).

Duygularin davranis tlizerinde onemli bir etkisi
vardir (Zeelenberg ve Pieters, 2004: 445).
Duygular sikdyet davranisinda o6nemli bir rol
oynamaktadir (Tronvoll, 2011: 126) Olumsuz
duygular ise sikdyet davramisim daha iyi
aciklamaktadir (Tronvoll, 2011: 127). Miisteri 6fke

duygusu ile problemle nasil basa ¢ikilacagini, neler
yapilabilecegini degerlendirmektedir (Kumar ve
Oliver, 1997: 17).

Sikayeti olan bir miisteri dnce hizmet saglayicisina
gitmektir. Sikayet miisteri ile hizmet saglayicisi
arasinda ¢oziilmemesi durumunda (Joe ve Choi,
2019: 3122; Hogarth vd., 2001: 74) bir sonraki
adim olumsuz agizdan agiza iletisim olacag ileri
(Joe ve Choi, 2019: 3122) siiriilmektedir. Olumsuz
duygular, tiiketicilerin olumsuz agizdan agiza
iletisim yapmalarini (Pogorzelski, 2018: 73; Nikbin
ve Hyun, 2017: 84) ve isletmeyi degistirmesini
tetiklemektedir (Pogorzelski, 2018: 73). Birgok
misteri sorunu aciklarken, sikayette bulunurken
“6fke kusmaktadir”. Ofkeli bir durumda sikayette
bulunurken ¢evresini bu isletmeden uzak tutacagi
tehdidinde bulunmaktadir (Baris, 2008: 90). Ofkeli
bir miisterinin olumsuz agizdan agiza iletisim
davranisinda bulunmasindaki amag¢ 6fkesini disa
vurmak ve intikam almaktir (Wetzer vd. 2007:
676). Olumsuz deneyimini baskalariyla paylasmak
ofke, hayal kirikhigt ve kaygiy1 azaltmaktadir
(Sundaram vd., 1998: 530).

Tablo 2 Ofke ve Sikayet Davranisi iliskisiyle ilgili Literatiirde Yapilmis Olan Calismalar

Yazarlar

Bulgular

Wen-Hai vd., (2019: 818)

Sung ve Yih (2019: 1344)

Chuang ve Tai (2016: 932)
He ve Harris (2014: 132)

Tuzovic vd., (2014: 100)
Garcia ve Pérez (2011: 1399)

Gelbrich, (2010: 570)

Mattila ve Ro (2008: 89)

Bonifield ve Cole (2007: 95)
Wetzer vd., (2007: 661)
Ettenson ve Klein (2005: 199)
Bougie vd., (2003: 389)

Nyer (1997: 302)

Singh (1990: 80-81)

Folkes vd., (1987: 539)

Ofkenin olumsuz agizdan agiza sikdyet davranisina doniismesinde intikam
arzusunun aracilik etkisi vardir.

Ofkenin isletmeye zarar verme niyeti ve gelecekteki satin alma niyetine dogrudan
etkisi vardir.

Ofke isletmeyi degistirme/boykot etmeyi etkilemektedir.

Basarisizliga karsi hissedilen 6fkenin yliksek olmasinin ahlaki kimlik ile olumsuz
agizdan agiza iletisimde etkisi vardir.

Ofke ile olumsuz agizdan agiza iletisim arasinda olumlu bir iligki vardur.

Ofkenin isletmeye dogrudan sikdyet etme ve olumsuz agizdan agiza iletisim kurma
tizerinde olumlu etkisi vardir.

Ofkenin saldirgan bir sekilde ifade edilmesi olumsuz agizdan agiza iletisimini
gliclendirmektedir.

Ofkeyle dogrudan sikdyet davranisi, olumsuz agizdan agiza iletisim ve isletmeyi
boykot davranislari arasinda iliski vardir.

Ofke satin alma sonrasi davranisi etkilemektedir.
Ofke ile olumsuz agizdan agiza iletisim arasinda iliski vardr.
Ofkenin boykot etme iizerinde etkisi vardir.

Ofke isletmeyi boykot etme, olumsuz agizdan agiza iletisim ve igiincii tarafa
sikdyet etmeyle dogrudan iligkilidir.

Olumsuz duygu olan 6fkenin olumsuz agizdan agiza iletisimde bulunmada etkisi
vardir.

Ofke isletmeye dogrudan sikayet etme, olumsuz agizdan agiza yayma ve isletmeyi
degistirmek/boykot etme ile iligkilidir.

Ofkenin firmaya dogrudan sikdyet etme ve tekrar satin alma niyeti iizerinde
dogrudan ve dolayl etkisi vardir.
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Hava yolu sirketinin ucus iptalini idare edememesi
miisteri 6fkesine (Yee Liau, ve Pei Tan, 2014: 1356)
ve sikayet davranmisina (Rajain, 2016: 13) yol
acmaktadir. Ofke sikdyet etme niyetini etkileyerek
(Weiss ve Cropanzano, 1996: 22; Casado Diaz ve
Mas Ruiz, 2002: 131) arttirmaktadir (Immonen ve
Luomala, 2017: 2740). Hava yolu seyahatinde
ucagin saatinde kalkmamasi ve algilanan bekleme
sliresinin fazla olmasi sonucunda miisterinin
seyahat etmesinin engellenmesi o6fke duygusunu
ortaya ¢ikartirken (Taylor, 1994: 59; Casado Diaz
ve Mas Ruiz, 2002: 131) gecikmedeki belirsizlik
kaygiyla birlikte ofkeyi ortaya ¢ikarmaktadir
(Taylor, 1994: 59). Gecikmeli ucusu bekleyen
misterilerin, gecikmeli hizmetin algilanabilir
kontrol edilmesi (problem ve ¢6zlim iizerinde
isletmenin kontrol edebilir olmasi) ve hizmet
probleminin istikrarinin isletmeye duyulan éfkeye
etkisiyle, sikdyet etme istegi ile tekrar satin alma
niyetini etkilemektedir (Folkes vd. 1987: 538).
Hava yolu seyahatinde bagaj, 6ncelikli oturma,
yiyecek ve icecekler, yastiklar gibi iicretlerin tek
tek alinmasinin éfkeyi etkilemektedir. Ucrete bagh
ofkenin olumsuz agizdan agiza sikayete etkisi
vardir (Tuzovic vd., 2011: 4).

Literatiirde o6fke boyutlar1 (saldirganlik, kaygili
olma ve sakin olma) ve sikdyet davranisiyla ilgili
arastirmalarin az olmasi sebebiyle Tablo 2’de yer
alan ofke ve sikayet davranisiyla ilgili literatiirde
yapilmis olan ¢alismalarin ardindan arastirmanin
hipotezleri olusturulmustur.

Arastirma, 6fkenin saldirganlikla, kaygili olmayla
ve  sakinlikle ifade edilmesinin  sikayet
davranislarindan; firmaya dogrudan sikayet,
firmay1 boykot etme ve olumsuz agizdan agiza
iletisim davranisi arasinda anlamli bir farkin
varligini arastirmaktadir. Arastirmanin hipotezleri:
H1: Firmaya dogrudan sikdyet davranisi agisindan
o6fke boyutlar1 arasinda anlamli bir farklilhik
bulunmaktadir.

H2: Firmay1 boykot etme davranisi agisindan 6fke
boyutlar1  arasinda anlamhi  bir  farklihk
bulunmaktadir.

H3: Olumsuz agizdan agiza iletisim davranisi
acisindan 0fke boyutlar1 arasinda anlamli bir
farklilik bulunmaktadir.

ARASTIRMANIN YONTEMi

Arastirmanin evrenini hava yolu firmasindan
hizmet alip memnun kalmayan ulusal miisteriler
olusturmaktadir. Evrenin hesaplanmasinin tam
olarak mimkiin olmamasindan (sikdyet etmeyen
miisteriler ve sikdyet eden miisterilerin sikayet
yollarinin farkli olmasiyla hava yolu seyahatinde
kot deneyim yasamis Kkisilerin tam sayisinin
bilinmemesi) o6tiiri mevcut c¢alismada sosyal
bilimlerde genel gecer kabul edilen %95 giiven

araliginda, %5 oOrnekleme hatasi1 dikkate alinarak
orneklem biiylikligi 384 olarak esas alinmigtir
(Girbliz ve Sahin, 2016: 131). Arastirma
ornekleminin belirlenmesi siirecinde, panel veri
sunan isletmelerden hizmet alimi yoluyla
gerceklestirilmistir. Dénemsel olarak 01.09.2018
ile 31.01.2019’u tarihleri arasinda sirket tarafindan
cevrimici anket araciligiyla  cevaplayicilara
ulasilmistir. Saha calismasinin yapildigr bes aylik
donemde katilimcilarin anketi cevapladigi giin baz
alinarak ge¢mise doniik son ii¢ ay icerisinde hava
yolu seyahatinden memnun olup olmadiklari
sorulmustur. Son ii¢ ay icerisinde hava yolu
seyahatlerinde memnun olmayan ulusal
misterilerden veriler toplanarak veri seti
olusturulmustur.

Arastirmada Olglim aract olarak  nicel
yontemlerden biri olan anketten yararlanilmistir.
Anket, bigimlendirilmis bir formla kisilerin duygu,
diistince ve davranislarinin 6grenilmesi ve (Giirbiiz
ve Sahin, 2016: 179) arastirmanin amacina
ulasmasi icin bir ara¢ olmaktadir (Nakip, 2013:
173). Anket formu aciklayic1 bir dnyaz1 ve dort
béliimden olusmaktadir. Onyazi ile katiimcinin
bilgilerinin  herhangi bir igciinci kisilerle
paylasilmamasi taahhiit edilerek sorulari icten ve
diiriistliikkle cevaplamasi amaglanmistir. Birinci
béliimde yolcunun hava yolu seyahatleriyle,
tercihleriyle ve yasadiklar1 kotii deneyim/ler
hakkinda bilgi sahibi olunmaya calisilmistir. ikinci
bolimde ofke boyutlar1 (saldirganhik, kaygih
k2olma ve sakin olma) 5li likert ©o6lcegiyle
Olglilmiistiir. 5’'li Likert olcegi iilkemizde yapilan
calismalarda yaygin olarak kullanilmaktadir
(Nakip, 2013: 200). Likert 6lcegi ifadeleri, 1= Hig
yansitmamaktadir 5= Kesinlikle yansitmaktadir
seklinde bes aralikta belirlenerek
siniflandirilmistir. Anketin ti¢iincii boéliimiinde Day
ve Landonin (1977: 432) sikayet davranisi
modelindeki boyutlar; firmaya dogrudan sikayet
davranisi, boykot etme davranisi, olumsuz agizdan
agiza iletisim davranisi, hukuki siireg, eylemsizlik
ve sadik miisteri 5’li likert 6lgegiyle olciilmistir.
Likert oOlcegi ifadeleri, 1= Asla yapmam .. 5=
Kesinlikle yaparim  seklinde bes aralikta
siniflandirilmistir. Anketin son boéliimiinde ise
katilimciya demografik sorular yoneltilmistir.

Hava yolu seyahatinde kotii deneyim yasamis
ulusal miisterilerin 568’ine ulasilarak ¢evrimigci
anket  gerceklestirilmistir.  Ornekleme  disi
hatalardan yani katihmcilar tarafindan sorularin
bir kisminin bos birakilmasiyla dogan 27 anket
cevapsizlik hatasi (tamamlanmamis cevap hatasi)
nedeniyle degerlendirmeye alinmamistir. Bunun
sonucunda 541 anket formu degerlendirmeye
alinmis ve ilgili paket programina girisi yapilarak
analiz edilmistir.
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Gecgerli olan 541 anket formu lizerinde istatistiksel
paket programi araciligiyla Faktdr Analizi ve
parametrik testlerden biri olan Varyans Analizi
(ANOVA) yapilmistir. Tiiketici Sikayet Davranisi
modelindeki firmaya dogrudan sikayet davranisi,
boykot etme davranisi, olumsuz agizdan agiza
iletisim davranisi, hukuki streg, eylemsizlik ve
sadik misteri boyutlar1 ifadelerine Promaks
(Promax) dondiirme yontemi kullanilarak faktor
analizi yapilmis ve li¢ sikdyet davranisi boyutu
faktorlesmistir. Calismada hava yolu seyahatinden
memnun olmayan bir miisterinin firmaya

dogrudan sikayet, firmay1 boykot etme ve olumsuz
agizdan agiza iletisim davranisi agisindan o6fke
boyutlar1 arasinda anlamli bir farklihk var midir?
sorusuna cevap aranmistir.

ARASTIRMANIN BULGULARI

Bu béliimde arastirmaya katilan 541 katilimcinin
temel tanimlayici istatistikleri olarak seyahat, ucus
deneyimi ile ilgili bilgilere bakilmasinin ardindan
varyans analizi (ANOVA) ile test edilen hipotezlerin
bulgular yer almaktadir.

Tablo 3 Katthmalarin Son U¢ Ay icerisinde Hava Yolu Seyahatinde Yasadiklar: Kétii Deneyim

Kotii Deneyim Frekans %

Kayip bagaj sorunu 75 13,9

Hasarli bagaj sorunu 120 22,2

Ugusun gerekeesiz iptali 67 12,4

Kabin i¢cinde kotii hizmet sunumu 75 13,9

Satis, rezervasyon ve biletleme sorunu 80 14,8

Boarding kapanis nedeniyle u¢aga alinmama 35 6,5

Ugagin gerekeesiz uzun rotar yapmasi 254 47,0

Diger problemler 16 3,0
Tablo 3’e gore katillmcillarmm hava yolu 1,043; boykot=-606; olumsuz agizdan agiza
seyahatlerindeki son ¢ ay icerisindeki koti iletisim=-,755) ve basiklik (saldirganlik=531;

deneyimlerinin basinda ugagin gerekcesiz uzun
rotar yapma problemi gelmektedir. Ardindan
hasarli bagaj sorunu ile satis, rezervasyon ve
biletleme problemi takip etmektedir.

Parametrik hipotez testlerinde verilerin normal
dagilmas1 gerekmektedir. Merkezi limit teoremine
gore, ornek hacimlerinin yeteri kadar biiyiik olmasi
(n=30) ve tiim boyutlarin Carpiklik (Skewness) ve
Basiklik  (Kurtosis) katsayilarina bakildiginda
carpiklik (saldirganlik=1,122; kaygili olma=-,289;
sakin olma=-952; firmaya dogrudan sikayet=-

kaygili olma=-,394; sakin olma=1,353; firmaya
dogrudan sikayet=1,411; boykot=-,180; olumsuz
agizdan agiza iletisim=,510) degerlerinin + 1,5
arasinda yer almasi verilerin normal dagildiginm
gostermektedir (Kalayci, 2014: 73).

ANOVA tablosuyla gruplar arasinda anlamli bir
farkin varligina bakilmaktadir. Anlamli bir fark
varsa hangi gruplarin birbirinden farkli oldugunu
belirlemek amaciyla ¢oklu karsilastirma testine
bakmak gerekmektedir (Glindogdu, 2014: 311).

Tablo 4 Tek Faktorlii Varyans Analizi Tablosu

Kareler Serbestlik Kareler F Anlamhhk
toplami derecesi ortalamasi
Gruplararasi (iliskisiz gruplar) ,687 2 ,343 ,386
Boykot Gruplarici (iliskili gruplar) 445,448 501 ,889 630
ortalamasi ’
Toplam 446,135 503
Gruplararasi (iliskisiz gruplar) 14,837 2 7,419 | 14,755
FDS Gruplarici (iliskili gruplar) 246,874 491 ,503 000
ortalamasi ’
Toplam 261,711 493
Gruplararasi (iliskisiz gruplar) 3,432 2 1,716 2,476
O0AAI Gruplarici (iliskili gruplar) 346,471 500 ,693 085
ortalamasi ’
Toplam 349,903 502
Tablo 4’deki tek faktorli varyans analizi bulunmalarn arasinda anlamli bir farklihk
sonuclarina goére saldirgan, kaygil veya sakin olan  bulunmamaktadir. Bagka bir ifadeyle firmaya
katilmcilarin firmaya dogrudan sikdyet etmeleri dogrudan sikdyette o6fke boyutlarnt farklilik

arasinda anlamh bir farkliik vardir (F=14,755,
p<0,05). Saldirgan, kaygili veya sakin olan
katilimcilarin boykot etme (F=0,386, p>0,05) ve
olumsuz agizdan agiza iletisimde (F=2,476, p>0,05)

gosterirken boykot etme ve olumsuz agizdan agiza
iletisim davranisinda bulunmak anlamli bir
farklilik gostermemektedir. Bu sonuglara gére H1
hipotezi kabul edilirken H2 ve H3 hipotezleri ret
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edilmektedir. H1 hipotezinde yer alan Firmaya
dogrudan sikayet davramisi boyutundaki farkliligin
hangi ikili gruptan (gruplardan) kaynaklandigim
gormek icin ¢oklu karsilastirma testi sonuglarina
bakmak gerekmektedir.

Cok sayida coklu karsilastirma testi bulunmaktadir.
Hangi testin kullanilacagina karar vermede
oncelikle belirleyici olan varyansin homojenligidir.
Varyansin homojen bulunup bulunmamasina bagh
olarak yapilacak olan c¢oklu karsilastirma testine
karar verilecektir.

Varyansin esitligi varsayimini Levene’s testi ile test
edilmigtir. Levene testinde sonuglarinin
yorumlanmasinda %5 anlamhlik diizeyinde
anlaml ¢ikmayan sifir hipotezi (esit varyanslik
iddias1 gergerli) kabul edilmektedir. Baska bir

ifadeyle p degeri p> 0,05’den biiyiik oldugu zaman
varyanslar homojen dagilmaktadir. Levene’s
testinde Firmaya dogrudan sikayetin (p<0,05,
p=0,000) varyansi1 homojen dagilmamaktadir. Bu
nedenle c¢oklu Kkarsilastirma testinde firmaya
dogrudan sikayette homojen olmayan dagilimlarda
kullanilan tekniklerden biri tercih edilecektir.

Post Hoc (¢oklu karsilastirma) testlerinde
varyanslarin homojen olmadigi ve gruplardaki
gozlem sayisinin  esit olmadigi durumlarda
Dunnett’s T3 testi uygulanabilmektedir
(Gindogdu, 2014: 314). Firmaya dogrudan sikdyet
davranisi agisindan 6fke boyutlarindaki farkliligin
hangi gruplardan kaynaklandigina bakmak i¢in
parametrik ¢oklu karsilastirma testlerinden biri
olan Dunnett’s T3 methoduyla yapilmistir.

Tablo 5 Coklu Karsilastirma Tablosu

Bagimh Yapilan - g Gruplararasi Fark

Degisken Test (1) Ofke Boyutlar1 | (j) Ofke Boyutlar: () P
Kaygil -476 ,161
Firmaya Saldirgan Sakin -690 020
Dogrudan Dunnett’s Kaygih Saldlr.gan 476 161
Sikéyet T3 Sakin -213 ,011
Y Sakin Saldirgan 690 020
Kaygili ,213 ,011

Coklu karsilastirma; saldirgan, kaygili ve sakin
olmanin firmaya dogrudan sikayette bir farklilik
olup olmadigini test etmektedir. Tablo 5’e gore
sakin olanlarin ortalamasi saldirgan olanlarin
ortalamasindan daha yiiksek oldugu icin sakin
olanlar saldirgan olanlara gore daha fazla firmaya
dogrudan sikayet etmektedir. Sakin olanlarin
ortalamasi kaygil olanlarin ortalamasindan daha
yuksek oldugu icin sakin olanlar kaygili olanlara
gore daha fazla firmaya dogrudan sikayet
etmektedir. Firmaya dogrudan sikayet acisindan
kaygili olanlarin ortalamasi ile saldirgan olanlarin
ortalamasinin (p>0,05, p=0,161) Kkiyaslanmasi
anlaml degildir.

SONUC VE TARTISMA

Bu bolimde arastirma  bulgular1  dnceki
arastirmalar ile sentezlenerek tartisilacak, daha
sonra uygulamaya yoénelik ¢ikarimlara yer
verilerek ¢alismanin sinirhliklari ele alinip gelecek
calismalar i¢in 6nerilerde bulunulacaktir.

Firmaya dogrudan sikayet acisindan 6fke boyutlar
arasinda anlamli bir farklihik kismen kabul
edilmistir. Ofke ile firmaya dogrudan sikayet
arasinda iliski oldugunu gosteren ¢alisma bulgusu,
literatiirde goriilen bazi calismalar (Garcia ve
Pérez, 2011: 1399; Mattila ve Ro, 2008: 89; Singh,
1990: 80-81; Folkes vd. 1987: 539) destekler
niteliktedir. Problemle basa ¢ikmak isteyen ofkeli
misteriler (Smith ve Ellsworth, 1985: 822) hava
yolu isletmesine sikdyet etmektedir (Folkes vd.,

1987: 535). Ciinkii 6fke sikdyet davranisinin itici
bir giiciidiir (Tronvoll, 2011: 127).
Kaygili olan kisiler duygularini gizleyip daha

olumlu bakis acisiyla tekrar degerlendirme
yaparak akla yatkin sekilde hareket etmektedir
(Laux ve Weber, 1991: 246). Ay1 zamanda

misterinin akla yatkin sekilde hareket etmesinin
altinda  kayginin  hissedilen  yogunlugu ve
problemle basa ¢ikmanin gii¢, karmasik olmamasi
yatmaktadir (Ciiceloglu, 1993: 278). Kaygil
misteriler, akla yatkin sekilde hareket ederek
problemi planh sekilde ¢6zmeyi amaclamaktadirlar
(Ciiceloglu, 1993: 278; Yi ve Baumgartner, 2004:
308). isletmeden yeterli gordiigii destege bagh
olarak tavsiye ve tesvik alabilecek baska yollara
basvurabilmektedir (Yi ve Baumgartner, 2004:
308). Yapilan c¢alismada sakin olanlar kaygili
olanlara gore daha fazla firmaya dogrudan sikayet

davranisinda bulunuyor olmasit kaygili olan
miisterilerin akillarina yatan baska bir ¢6ziim yolu
dogrultusunda hareket edebilecegini

gostermektedir seklinde yorumlanabilir. Sakin
olanlarin saldirgan olanlara gore daha fazla
firmaya dogrudan sikdyet davranisinda bulunuyor
olmasi ofkelerini saldirgan bir sekilde ifade eden
miisterilerin, ofke aninda mantikli
diisinememesiyle olay1 abartarak (Yildiz, 2016:
205) ofkenin olumsuz etkisiyle hayal kiriklig
(Werner ve Crick, 1999: 615) ve engellenmenin
(Aydin, 2005: 129; Aksu, 2015: 3) hissedilen
yiksekligine gore fiziksel, soézel, dolayli veya
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dogrudan davranis bigimleriyle o6fklerini ifade
etmektedir (Werner ve Crick, 1999: 615).
Saldirganlikla ifade edilen o6fkede hakli ¢ikma
amaciyla problemin ¢ézliimiinden uzaklasarak Kkisi
kendini giligcli ve {tstiinlik kazandigi hissiyle
davranirken (Koroglu, 2017: 75) sakin bir sekilde
Ofkesini ifade eden kisiler yapici bir sekilde
diistinerek, iradesini kullanarak serinkanli bir
sekilde yasadigi problemi ¢éziime kavusturmanin
yollarin1 aramak (Luhn, 2004: 54) i¢in firmaya
dogrudan sikdyet davramisinda bulunmaktadir.

Dogrudan sikdyetlerde isletmenin basarisiz
olmasinin (Gyung-Kim vd., 2010: 980) ardindan
miisteri coklu basa ¢ikma stratejileri

kullanmaktadir (Richins, 1987: 29). Bu nedenle
isletmelerin misterilerin yapmis oldugu sikayeti
degerlendirerek (Benoit, 2018: 13) problemi
¢bzmesi, misterinin bir adim sonra yapacagl
eylemin engellenmesini saglayabilmektedir.
Firmay1 boykot etme ag¢isindan o6fke boyutlarn
arasinda anlaml bir farklilik bulunmamaktadir. Bu
durum tekel piyasada misterilerin alternatif
isletmeleri degerlendirme imkaninin bulunmamasi
ile agiklanmaktadir (Tronvoll, 2007: 26).
Miisterinin gidecegi yere sefer yapan tek hava yolu
firmasinin olmasina bagh olarak miisteri ne kadar
memnuniyetsiz olursa olsun se¢imin miimkiin
olmamasiyla, hava yolu isletmesine karsi boykot
davranisini gésterememektedir.

Olumsuz agizdan agiza iletisim agisindan o6fke
boyutlar1  arasinda anlamhi  bir  farklihk
bulunmamaktadir. Sikdyet icin ¢aba gostermek
istemeyen bir miisteri ilk olarak en az caba
gosterilen olumsuz agizdan agiza iletisimle yayma
davranisini gosterebilmektedir (Russell-Bennett
vd., 2011: 168). Yapilan c¢alismada bu durum
misterinin ¢aba harcadigin1 gostermektedir. Aym
zamanda oOnceki deneyimdeki sikayetlerinden
memnuniyet elde etmis olmalar1 (Best ve
Andreasen, 1977: 730) da firmaya dogrudan
yapilan sikayetlerin nedenlerini agiklamaktadir.
Yapilan ¢alismada olumsuz agizdan agiza iletisim
ve boykot davranislarinin anlamsiz ¢ikmasinin
nedenleri literatlirdeki bazi1 ¢alismalar tarafindan
aciklanmaktadir. Memnun olmayan miisterilerin
isletmeye dogrudan sikdyet etmesi ve isletmenin,
sorunlar1 etkili bir sekilde ¢6zmesiyle bir sonraki
adim olan misterinin olumsuz agizdan agiza
iletisimle c¢evresine yasadigi koti deneyimi
yaymasini engellemektedir (Gilly vd., 1991: 296;
Panda, 2014: 1). Yasanilan koti deneyim
sonucunda hissedilen memnuniyetsizligin
ciddiyetinin kii¢iik olmasi tepkinin az olmasina ve
olumsuz agizdan agiza koti deneyimin yayilma
davranisinin goériilmemesine yol agabilmektedir.
Boylelikle memnuniyetsizligin biyiik bir problem
haline gelmeden ydneticilerin memnuniyetsizlikten

haberdar
miidahale

olmasi ve problemin
edilmesi  sansinin  yakalanmasini
saglamaktadir (Richins, 1983: 76). Boykot
davranmisinin =~ anlamlhi  ¢ikmamasinin  sebebi
alternatif bir isletmenin olmamasi (Voorhees vd.,
2006: 520; Tronvoll, 2007: 25) ile agiklanirken,
alternatif bir isletmenin hi¢bir zaman var
olmayacagi gerceginden isletmeleri
uzaklastirmamalidir. Nitekim alternatif bir hava
yolu sirketinin miisterinin seyahatini
gerceklestirecegi  glizergaha sefer yapmaya
baslamasi, basta alternatifi olmayan boykot
davranisi gosterilemeyen isletmeye karsi ofkeli
misteri tarafindan boykot etme davranisinin
gosterilmesine yol acabilmektedir.

biiytimeden

Uygulamaya Yoénelik Cikarimlar

Tazminat “bir yanlisin dogru hale getirilmesi” dir
(Baris, 2015: 125). Yapilan ¢alismada son ii¢ ay
icerisinde hava yolu seyahatinde kotii deneyim
yasamis olan miisterilerin yasadigi problemin
ucagin gerekcesiz uzun rotar yapma probleminin
oldugu goriilmektedir. Miisteriler rotar
probleminin bir gerekcesi olmadigi diisiincesiyle
ofkelenebilmektedir. Roétar probleminin bircok
nedeni olabilmektedir. Bunlardan biri isletme
acisindan maliyetlerini diisiirmek amaciyla yapilan
ucak sefer sayisinin arttirilmasidir (Rupp, 2009:
27). Hava yolu isletmelerinin ucak sefer sayisinin
artmasiyla birlikte bir seferde yasanan aksamalar
diger seferlerin zamaninda yapilamamasina neden
olmaktadir. Bu ve baska sebeplere bagh olarak
isletmenin miisterisine basta vadettigi
hizmetlerden biri olan u¢agin zamaninda kalkis
yapma s0ziinll yerine getirememesi gibi durumlar
ortaya cikmaktadir. Isletmelerin miisterilerine “siz
bizim i¢in degerli ve 6zelsiniz” anlayisiyla kotii bir
deneyim yasayan oOfkeli miisterinin o6fkesini
azaltmak icin  telafi arayisinda olmasi
gerekmektedir (Dennet't vd., 2000: 91). Telafi
amaciyla firmaya dogrudan sikayet eden miisteri
¢6zliim olarak tazminat almak istemektedir. Hava
yolu isletmelerinin miisterilerine sunacaklari
tazmin bicimleri sunlar olabilmektedir (Baris,
2015: 178). Bilet fiyatinin iade edilmesi
saglanabilir. Hava yolu seciminde bilet fiyati
(Alamdari, 1999: 205; Ong ve Tan, 2010: 212;
Ukpere vd., 2012: 5444) ve seyahat etmedeki amag
(Ong ve Tan, 2010: 212) isletme seciminde 6nemli
kriterlerdir. Bu nedenle biletin fiyat1 ugagin iptal
edilmesi veya ucagin rotarl kalkis yapilacaginin
duyurusuyla birlikte miisterinin talebi
dogrultusunda 6dedigi fiyatin hava yolu isletmeleri
tarafindan geri 6deneceginin veya bir sonraki
ucusu icin sakhh kalacagina dair hizmetin
zamaninda yerine getirilememesinden otiird
cayma haklar1 korunmalidir. Telafi arayisinda hava
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yollarinin kisiye 6zel olarak seyahat ettikce puan
biriktirilebilen ve puanlarla promosyon saglanan
sadakat Kkartlar1 miisterilerde = memnuniyet
yaratmaktadir (Dennet't vd., 2000: 91; Kili¢, 2010:
153). Miicbir bir sebep olmadik¢a ucagin
zamaninda kalkmamasi durumunda yolcularina
hediye puan imkani sunulmasi 6fkeli miisterilerin
hissedilen 6fke yogunlugunun azaltilmas ile olasi
sikdyetin memnuniyete doniismesi saglanmalidir.
Yapilan ¢alismada kayip ve hasarli bagaj problemi
gerekcesiz uzun rotar probleminden sonra en ¢ok
yasanilan problemler arasinda yer almaktadir.
Hasarli bagajin tamir edilerek miisteriye verilmesi,
miisterinin kaybindan az bir ¢éziim sunulmasidir.
Hasarli bagajin hasar alan bagaj Kkalitesinde
yenisiyle degistirilmesi miisterinin kayb1 kadar bir
¢oziim sunulmasini saglamaktadir (Baris, 2015:
175). Isletmelerin miisterilerinin hasarli bagaj
problemiyle karsi karsiya kaldiklarinda en az
miisterinin kaybi kadar telafi edilmesi miisteri
memnuniyeti ac¢isindan o6nemlidir. Kayip bagaj
probleminde ise kaybolan bagaja es deger bir
bagajin verilmesi miisterinin memnun olmasi i¢in
yeterli olmamaktadir. Misterinin  bagajinda
bulunan kisisel esyalarinin maddi degerine es
deger parasal kaybin 6denmesi ve yeni bir valizin
hediye edilmesi miisterinin memnun olmasini
saglayabilir. Kaylp bagaj problemi yasayan
miisterinin memnun edilmesine yonelik hava yolu
isletmelerinin gosterdigi diger ¢abalar onemlidir.

Cinkii kayip bagaj problemi hasarli bagaj
probleminden daha ©nemli problemdir. Bu
nedenle, hava yolu isletmesinin kayip bagaj

probleminde, hasarli bagaj problemine yo6nelik
gosterdigi miisteri memnuniyet ¢abalarindan daha
cok caba gostermesi gerekmektedir. Nitekim belirli
bir zaman dilimindeki ucuslarda gecerli olacak
sekilde Kisiye 6zel indirimler yapilmasi veya belirli
bir limitte Ucretsiz ugus hakkinin verilmesi gibi
miisteriyi memnun edici ¢abalarin gosterilmesi
onerilmektedir.

Unutulmamasi gereken husus yasanilan koti
deneyimin telafi edilmesinin aliskanlik hale
getirilmemesi,  olumsuzlugun  onlenilmesinin

saglanmas1 ve miisterinin yasadigli olumsuz
duygularin yonetilerek isletmelerin siirekli bir
6grenme siirecinde olmas1 gerekmektedir (Garcia
ve Pérez, 2011: 1404). Bu bilgiler 151ginda hava
yolu isletmelerinin misteri memnuniyetinde
tutundurma faaliyetleriyle ofkeli bir miisterinin
ofkesini azaltabilmektedir. Hava yolu
Isletmelerinin  memnuniyet arttiria  bu  tip
uygulamalar yapmasi 6nerilmektedir.

Calismanin Stmirhiliklar:
Kisi gecmis deneyimlerini hatirlarken, hatirlama
sirasinda o an icinde bulundugu ruh hali 6nemlidir.

Eger ruh hali deneyimle uyumluysa ge¢miste
yasadig1 deneyimi ¢ok iyi hatirlamaktadir (Bower,
1981: 129). Yapilan c¢alismada katilimcilarin
sorulari cevaplarken ki ruh hali ile yasamis oldugu
problemin hemen ardindan hissettigi ruh halinin
ayni olup olmamasinin bilinmemesinden dolay:
deneyimi hatirlayip hatirlamadigina bagh olarak
yasadigi duyguyu tam olarak cevaplarina
yansitamamasl arastirmanin bir kisitidir.

Duygular ve onlarin ifade edilmesini saglayan
fizyolojik ve davranissal belirtiler yasanilan olayin
ardindan birka¢ saniyede sona ermektedir. Bazi

durumlarda ise duygunun ortaya ¢ikmasin
etkileyen nedenleri sorgulaylp  yargilamak
duygularin daha uzun siire hissedilmesini

saglamaktadir (Keltner vd., 1993: 752). Yapilan
¢alismada katilimcilarin sorulari cevaplarken o ani
hatirlamas1 ve duygu yogunlugunu hissederek
cevaplayip cevaplamadiginin bilinememesi
¢alismanin bir kisit1 olmaktadir.

Duygular, tetikleyici bir uyarici veya durumdan
kaynaklanan ve uyaric1 ortadan kalktiginda veya
durum degistiginde azalmaya meyilli bir uyarilma
durumudur (Day, 1984: 497). Tetikleme uyarisi
kaldirildiginda veya durum degistiginde duygular
azalmaktadir (Day, 1984: 497; Westbrook ve
Oliver, 1991: 84). Yapilan ¢alismada katilimcilarin
probleminin isletme tarafindan uygun bir sekilde
yonetilmesi ile problemin ilk ¢iktig1 andaki duygu
ile cevaplama sirasindaki duygunun ayni olmamasi
arastirmanin bir diger kisitidir.

Gelecek Calismalara iligkin Oneriler

Arastirma evreni hava yolu seyahatinde koti
deneyim yasayan ulusal miisterilerdir. Sonuglarin
daha genel bir anlam ifade etmesi i¢in evrenin hem
sayl olarak, hem de icerdigi ulus cesitliligi
acisindan gelistirilmesi énerilmektedir. Ulkeler ve
kiltirlere gore sikdyet etme davranisinda
farkliliklar bulunmaktadir (Jin, 2010: 88; Swanson
vd.,, 2011: 220). Bu ¢alisma farkh kiiltiirlerde
yapilarak sonuclar1 bakimindan karsilastirma
yapilarak zenginlestirilebilir.

Calismada Day ve Landon (1977: 432)'in Tiiketici
Sikdyet Davranisi modelindeki ifadeleri dondiirme
yontemi kullanilarak faktér analizi yapilmis ve li¢
sikayet davranisi boyutu faktdérlesmistir. Tiiketici
Sikdyet Davranisi modelindeki tiim boyutlarin
ofkeyle olan iliskisine bakilmasi bu calismanin
daha kapsamli bir hale getirilmesiyle literatiire
katki saglanabilir.

Calismada sikayet davranislarindan; firmaya
dogrudan sikayet, boykot etme ve olumsuz agizdan
agiza iletisim agisindan saldirganlik, kaygili ve
sakin olma arasinda anlaml farklihiga bakilmistir.
Yapilan c¢alismada sikdyet Oncesi, sikayet
davranmisinin  6fke boyutlar1 agisindan nasil

37



Soylu ve Kitapci / Pazarlama I¢gériisii Uzerine Calismalar (4)1, 2020; 27-43

farklilastigina ~ bakilmistir.  Yapilacak  olan
calismalarda sikayet davramisi sonrasinda ofke
boyutlar1 iliskisine bakilabilir. Sikayet oncesi ve
sikdyet sonrasi 6fke boyutlar1 agisindan farkliliga
bakilabilir.
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Abstract
Purpose - In this paper, we investigate the business disruption effects of mobile technologies for the videogame
industry in Turkey. Previous research shows that before mobile gaming became prevalent globally, Turkish
videogame industry was extremely small and lacked any success stories for either console or PC platforms.
Design/methodology/approach - To capture the nuances of this disruptive transition, we performed structured
interviews with industry experts and analyzed prominent discussion forums. We especially focused on answering the
following questions: (1) how prepared were Turkish videogame development companies in handling the mobile
disruptive change; (2) what kind of transformations they experienced in their business plans and practices; (3) how
the disruption affected the way they viewed their customer base; and (4) what future disruptions they expect in their
industry.
Findings - Analysis of interview and discussion data revealed some recurring themes that we discussed in detail: (1)
ability to handle disruptive change (e.g., technical resources and fast-changing industry trends); (2) business
transformations (e.g., agile vs. slow development, marketing-oriented business practices, and market burn-outs); (3)
re-definition of the customer base (e.g, generalizations, niche categories, piracy, and clone games); (4) future
disruptions (e.g, AR/VR and the maturity of mobile gamers); and (5) other general themes (e.g, stigma about gaming
and localization of global titles vs. local production of original IPs).
Social/Economic/Sectoral value - In order to create a stronger local industry, state bodies and non-governmental
organizations can facilitate positive outcomes from these disruption periods by addressing and creating solutions for
the issues revealed in this work.
Originality - This paper offers unique insights to understand the videogame industry in Turkey.

Keywords: Videogames, Digital Games, Games, Mobile, Disruption
Paper Type: Research Article

INTRODUCTION rising interest is partly past-due compared to the
Although videogames have surpassed the revenues early years of the industry (between the 1980s and
of media industries such as movies (Chatsfield, 2000s) when Turkey had only a few business
2009)—in fact, it has been reported that in 2016  ventures or production companies for videogames,
the revenues of mobile videogames only have not to mention the limited human resources and
surpassed movie industry by itself (Superdata, public attention lacking by then. According to an
2017)—and music (Cheng, 2007) in many archival research by Yilmaz and Cagiltay (2005),
geographies for a while now, it wasn’t until the less than 25 videogame titles were produced in
recent years that they have managed to draw  Turkey between the years of 1980 and 2005, and
bigger attention from the business scene, the aggregated sales of all these games only
academics, and government bodies in Turkey. This  amounted to a 4-digit-number.

44



Sengiin ve Oztiirkcan / Pazarlama I¢gériisii Uzerine Calismalar (4)1, 2020; 44-56

However, before the first decade of the 2000s came
to an end, a burst in production and sales was
experienced. On the consumption side, this growth
translated into a young, vibrant, and promising
videogame market (Petitte, 2012; Ico Partners,
2013) reported being worth 830-850 million USD
annually comprising of 30-32 million players
nationwide (Gaming in Turkey, n.d.; Kurt, 2017).
The expected annual compound growth rate of the
market was 16% till 2018 (Newzoo, 2015), which
slightly surpasses the global growth rates that
were experienced between 1985 and 2010 ranging
from 9% to 15% (Zackariasson and Wilson, 2010).
An updated report in 2017 reported the Turkish
gaming market as the 18t market in the world
(Newzoo, 2017). On the production side, there
have also been notable improvements. In 2012, the
Turkish Federation of Digital Games (currently
dispersed) reported that there were 20 videogame
production companies in Turkey that employed 10
or more people (Tidof, 2012). A more recent
archival research by Tuker, Yilmaz, and Cagiltay
(2015) asserted that, as of 2013, there were
around 1,000 professionals working in the field.
However, these studies typically fail to cover one-
person or small (indie) development groups. A
research facilitated by OYUNDER, Game Developers,
Designers, and Publishers Association in Turkey, has
shown that almost 60% of developers in Turkey
were depending on individual or micro-team
efforts, and an additional 20% considered
themselves to be only small or indie development
groups (Sengiin, 2018). As of 2020, OYUNDER had
around 160 members ranging from individual
developers to companies employing tens of staff.
The disproportion of growth in local consumption
vs. local production was also apparent in the
market share. In 2015, only 5% of the yearly
revenue of Turkish videogame spending was
earned by local producers (AA, 2016). This
percentage may be recognized as low considering
that the previous research shows that Turkish
gamers tend to prefer videogames which have
Turkish language options and are likely to behave
ethnocentric in consumption habits in general
(Sengiin, 2014; Kahraman, 2015).

While many different factors may be recognized to
affect this growth in Turkish videogame
production and business scene, its synchronization
with what might be called an era of global mobile
revolution in the videogame industry is prominent.
Egenfeldt-Nielsen, Smith, and Tosca (2016) report
that global videogame sales tripled in the first
decade of the 2000s and especially after the
introduction of Apple’s iPhone, the mobile device
became a “hotbed for [..] game development” (p.
102). Consequently, videogame developers who
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specialize in mobile platforms emerged and they
were supported by platform owners (e.g., Apple
and Google) and network operators since gaming
was one of the hardware and service seller
motivations (Feijo6, 2012). The share of mobile
gaming revenues to total industry revenues
(encapsulating software sales in mobile, PC,
console, and handheld console platforms) rose
from 6% in 2008 to 20% in 2012 (Marchand and
Hennig-Thurau, 2013). The rise of mobile
platforms also affected the identity of videogame
development efforts. Coupled with the enabling of
connectivity and higher-performing broadband
data, indie communities (see Literature Review
section for a discussion of indie developer identity)
of developers became the new face of videogame
development (Guevara-Villalobos, 2011). Small-
scale fast production pipelines resulting in
compact videogames optimized for short-term play
sessions paved the way to the so-called “casual”
videogames and gamers (Kuittinen et al, 2007;
Juul, 2010).

In this paper, we analyse this transition process of
the Turkish industry from pre-mobile to mobile era
within the lens of business disruption terminology.
We are especially interested in answering the
following questions: (1) how prepared were
Turkish videogame development companies in
handling the disruptive change; (2) what kind of
transformations they experienced in their business
plans and practices as a result; (3) how the
disruption affected the way they viewed their
customer base; and finally (4) what future
disruptions they expect in their industry. To

capture the region-specific nuances of this
transition, we conduct a double-layered
investigation. First, we perform structured

interviews with eight industry experts. These
interviews represent the experiences of small-
(participants #8 and #3), medium- (#5 and #2),
and large-sized (#1 and #4) companies, and
educational institutions (#6 and #7). Second, we
gather insights from online discussions within
Game Developers @Turkey (GDT) closed Facebook
group.! GDT 1is an invite-only six years old
community which had almost 1,700 members as of
July 2020. It is one of the biggest professional game
development communities in Turkey that has also
achieved exposure internationally (Kaya, 2013;
Kretschmer, 2016). We scan for discussion threads
that address the state of Turkish industry and that
relate to answering our research questions in
general.

The rest of this paper is organized as follows. First,
we perform a literature review and define the
dichotomies of casual vs. hardcore gaming and
indie vs. AAA videogame development which
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partially mirrors the discussions of mobile vs. non-
mobile gaming. Additionally, we define the
approaches in business disruption research and list
other factors that might have affected this process
for the Turkish industry. Second, we outline our
methodology in conducting and analysing the
interviews and forum data. Finally, we present and
discuss our results.

Literature Review

We begin the literature review by defining some
dichotomies in videogaming industry (specifically,
casual vs. hardcore gaming and gamers, and indie
vs. AAA development companies). Next, we briefly
introduce the business disruption concept.
Although our primary aim is to analyse the
transition between the pre-mobile and mobile era
in the Turkish videogaming industry through the
lens of business disruption research, we also list
some other factors that might have affected the
change in the industry.

Dichotomies of Definitions in Contemporary
Videogaming Industry

The phenomenon of casual gaming is recounted as
one of the most prominent transformations that
the videogame industry has gone through (Kultima,
2009). Although many definitions of casual
videogames exist (Nielsen, 2009; Trefry, 2010; and
even examples that resist the casual/hardcore
divide like Bogost, 2007), here we adopt
Fortugno’s (2008) approach that defines casual
videogames as “a gateway for non-gamers to
engage in digital play.” (p. 144) In contrast,
hardcore games are typically perceived to require
more investment in time, money, as well as more
complex control and gameplay schemes (Bogost,
2007). Kuittinen et al. (2007) note that casual
videogames are sometimes referred to as a genre
within the general gaming taxonomy, and at other
times, genres like puzzles, card games, and board
games are referred as casual videogames.

The same dichotomy permeates to both the
identity of gamers (casual vs. hardcore gamer) and,
to a degree, to the development practices (indie vs.
AAA developers). In contrast to casual gamers,
hardcore gamers are defined as starting gaming at
a younger age (Juul, 2010; Adams and Ip, 2002)
and spending more time for their gaming hobbies
(Elmer-Dewitt, 1993). However, there are various
contradictions that revolve around the question of
whether the ‘casual’ identity inherently adheres to
the videogames or the gamers (Kuittinen et al,,
2007). For example, is a hardcore player who
cannot find time to play demoted to the status of a
casual player, or a casual player who spends a lot
of times on casual videogames can instead be
accepted as a hardcore gamer? In any case, the
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distinction seems convenient in industry terms to
facilitate customer base targeting.

In terms of production practices, indie developer
companies refer to small-to-medium, independent,
and typically under-funded videogame
development groups (Mathews and Wearn, 2016),
while AAA (or triple-A) developers refer to big and
well-funded development companies that typically
produce the platform-seller titles for consoles and
PC (Binken and Stremersch, 2009). In perception,
casual videogames are typically attributed to indie
developers, and platform-seller star videogames
are attributed to AAA developers. In close
examination though, this also may become a poorly
defined, superficial divide.

Mobile Transition as a Business Disruption for
the Videogame Industry

In this paper, when we mention mobile disruption
for the videogame industry, we refer to a
combination of sustaining and disruptive
innovation (Christensen and Overdorf, 2001).
Sustaining innovation is defined as “innovations
that make a product or service perform better,”
while disruptive innovations are those that “create
an entirely new market through the introduction of
a new kind of product or service.” (Ibid., p. 72) On
the one hand, the introduction of mobile gaming,
much like a sustaining innovation, made the
videogaming industry perform better (more
products, more revenue, and more players). On the
other hand, mobile gaming, much like a disruptive
innovation, also created an entirely new kind of
market with distinct dynamics. Transition into
mobile provided late-comer regions, like Turkey,
competitive advantage in the global videogame
development arena. Christensen (2001) asserts
that “several factors have conferred powerful
advantages on the companies that possessed them-
-economies of scale and scope, integration and
non-integration, and process-based core
competencies.” (p.105) These factors resonate on
the transition between pre-mobile and mobile eras
of production: mobile videogames (a) could be
produced with less budget (economies of scale);
(b) less and compact content (economies of scope);
and (c) smaller teams (vertical integration).
However, from a disruption vs. disintegration
perspective (Christensen et al., 2002a), mobile did
not weaken the preceded platforms (e.g., console
or PC gaming). In a similar fashion, Gilbert (2003)
defines the three stages of business disruption: (1)
a new non-competitive lateral market is
established; (2) the new lateral market expands
and slows the main one; (3) when the lateral
market gains enough momentum, it replaces the
main. In the case of mobile vs. previous platforms,
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it is easy to conclude that this process halted half-
way, and there seems to be no indication that in
the future there is going to be a progress through
the remaining stages.

Although in this paper we are specifically focusing
on the disruptive effects of mobile technologies in
the Turkish videogaming industry, other research
also outlines various factors that affected the
growth and transformation of the industry (Binark
and Bayraktutan, 2012; Sisler, 2013; Sengiin, 2018;
Tuker et al, 2015; Tuadof, 2012; Yilmaz and
Cagiltay, 2005). An aggregated up-to-date snapshot
of the factors that have affected Turkish videogame
production/business scene within the last decade
are: (1) the investments by multinational publisher
companies (such as Riot Games Turkish Branch
founded in 2012, Peak Games founded in 2011,
Crytek Turkish Branch founded in 2013, etc.); (2)
the rising interest of the state as demonstrated by
grants offered by various state agencies to
videogame developers (Tezateser, 2016); (3) the
social coalescence of developers (such as jams,
meetings, and online developer groups, etc.); (4)
the educational alternatives (as of 2020, five

undergraduate and five graduate university
degrees,i as well as various other non-academic
vocational  training  programs); (5) the

establishment of the local digital distribution
channels (e.g.,, Playstoreiil); and (6) the emergence
of a competent workforce.

METHODOLOGY

To understand how mobile gaming disrupted the
business scene for Turkish videogame developers,
we conducted structured interviews with eight
members of OYUNDER, Game Developers,
Designers, and Publishers Association in Turkey. The
interviewees were evenly distributed in the
association’s small-, medium-, and large-sized
company categories and academic members. The

interviewees were proffered by the association
authorities and contacted to check whether they
had the time and motivation to participate, thus,
constituting a combination of convenience and
judgment sampling. Previous research meta-
reviews demonstrate that these two sampling
methods are already the most popular in business
research practices (Randall and Gibson, 1990; Yang
et al., 2006). The association endorsed the privacy
and anonymity of the provided data to ensure the
authenticity of the sensitive information. The
structured interviews were conducted over the
course of September and October 2017 by email.
McCoyd and Kerson (2006) list various advantages
and disadvantages of email interviewing compared
to face-to-face and telephone interviews. Since, in
our case: (1) we were interested in business
insights only and not in verbal, tonal, or visual
cues; and (2) we were conducting a structured
questionnaire instead of unstructured discussions,
email communication was adequate for our
purposes.

Our interview was based on four questions (see
Appendix A), three of which also had three sub-
sections each. We formulated these questions
based on previous research that outlines the
processes and challenges of business disruption.
As our first question (Q1), we asked the
participants to compare the resources, processes,
and values of their companies before and after the
mobile disruption. These three factors were
suggested by Christensen and Overdorf (2000) as
the main capabilities of companies to meet
business challenges and disruptions. As a part of
the same question, each factor was asked
separately, and we urged the participants to
elaborate on pre-determined detailed themes in
simplified terms (see Table 1).

Table 1. Capabilities of companies to meet disruptive business challenges and changes as offered by

Christensen and Overdorf (2000, p. 68-69).

Resources Tangible resources “People, equipment, technologies, and cash”
Intangible resources “Product designs, information, brands, relationships with
suppliers, distributors, and customers”
Processes “Patterns of interaction, coordination, communication, and decision making”
Values “Standards by which employees set priorities,” core structure, and business model

We adapted the second question (Q2) from
Anthony et al’s “assessing your innovation
environment” exercise from their book (2008).
This exercise is designed to help companies to
assess the suitability of their business
environments in transforming disruptive changes
into innovative growth. We asked participants to
rate the three external environment factors—
industry maturity, competitive dynamics, and asset
intensity—for their mobile and non-mobile
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production and business cycles. These three
factors respectively outline the dichotomies of
mature vs. uncertain, slow- vs. fast-moving, and
major vs. little investment dependent markets.
Previous studies outline that videogame industries
organized in low-proximity interfirm networks
(Balland et al, 2012) with nationally specific
evolutionary contexts (Izushi and Aoyama, 2006).
Accordingly, we expected the Turkish industry to
form a regionally specific and closely
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interconnected dynamics for dealing with change
and disruption.

As the third question (Q3), we asked our
participants to define and compare their customer
bases for their mobile and non-mobile products.
We based this question on Christensen, Johnson,
and Rigby’s (2002b) assertion that new customer
base definitions were one of the main strategies in
creating disruptive business growth. (The other
strategy they define is building a business model
from the low end.) The process of defining a new
customer base depends on three tests: (1) creating
alternatives for customers’ lack of skill and finance;
(2) catering to a segment of customers who desire
a simpler product; and (3) transforming previous
experiences into more easy and accessible ones.
We already established that mobile platforms
constructed a casual vs. hardcore player dichotomy
globally (see Literature Review section), and all
these three tests resonate on this novel
segmentation. Overall, mobile videogames helped a
customer base who had less recreational time and
less motivation to invest in mental and physical
gameplay skills to acquire gaming habits. We
wanted to test if the same definitions and
viewpoints echoed in a similar fashion regionally.
In our fourth and final question (Q4), we asked our
participants about their predictions for future
disruptions in the industry. We grounded this
question on Ip’s (2008) research in the
convergence of technology, content, and market in
the videogame industry. We asked our participants
to elaborate on all three themes and foresee: (1)

the technologies that are likely to be adopted by
the gaming industry in the near future; (2) the
novel content sources and storytelling techniques
that could facilitate business change; and (3) the
convergence possibilities of global markets and
communities that might affect their practices.

The interviews were conducted in Turkish and the
quotes in this paper were translated by the
authors. We asked respectively for CEOs, managing
directors, or company owners to participate and
provide the answers.

To complement our interview data, we scanned the
previously mentioned GDT group discussions that
took place within 2016. We isolated five discussion
threadsv with a total of 196 entries and 21,756
words and perform a textual analysis of these
discussions for additional insight into the
outcomes of the disruption processes. Four of
these threads took place within 2016 and the fifth
was linked through one of the first four.

RESULTS

Previous research asserts that open-ended
questions answered through online channels (e.g.,
surveys and emails) can provoke richer (Gunter et
al, 2002) and more intimate (Miller and Slater,
2000) responses. Similarly, in our case, we also
received rich and detailed answers to our
questions. The mean word count for an interview
was X = 830 and the total word count for all
responses was N = 6,640 (see Table 2 for detailed
word count breakdowns).

Table 2. Word count and mean breakdowns for the responses we have received.

Q1 Q2 Q3 Q4 Total (N)
X 403.6 176.8 116.8 132.9 830
n 3,329 1,414 934 1,063 6,640

Two authors independently coded the responses
and identified the themes for each question, as well
as the themes in general. Five forum threads were
also analysed and included in the theme

Table 3. The identified themes from the interviews.

discussions for additional insight. These are
summarized in Table 3 and discussed in detail
below.

Source

Themes

Q1. Ability to handle disruptive change

Ability to access to technical resources @

Fast-changing industry trends b

Q2. Business transformations

Agile vs. slow development practices

Marketing-oriented business practices

Market burn-outs (especially investors)

Q3. Re-definition of customer base

Generalizations and niche categories

Piracy and clone games

Q4. Future disruptions

Next disruption: AR and VR

Maturity of mobile gamers

General themes

Stigma about gaming in general ¢

Localization of global
production of original IPs d

successful titles vs. local
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a Discussion thread #1 also dealt with this issue (21 entries, 1,450 words)

b Discussion thread #4 also dealt with this issue (15 entries, 764 words)

¢ Discussion thread #2 also dealt with this issue (8 entries, 876 words)

d Discussion threads #3 and #5 also dealt with this issue (152 entries, 18,666 words)

Themes Regarding the Ability to Handle
Disruptive Change

The primary barrier in handling the disruptive
change for Turkish videogame industry is offered
as the ability to timely access to technical
resources. This is in parallel to the previously
identified  tech-implementation  barrier  for
businesses (Wessel and Christensen, 2012). This
barrier operates at two levels: (a) language barrier
and (b) technology barrier. On the language level,
participant #7 notes: “issues about user experience
and videogame design are updated very regularly
[.] these updates are impossible to keep up with in
Turkish.” Participant #1 contributes to the issue:
“since there are no pervasive [local or Turkish]
resources [..] the upcoming labour force has to
learn [the industry skills] by themselves through
experimentation.” Participants concur that the
local education alternatives are extremely positive
(see Literature Review section for a brief overview
of these alternatives), however, they only benefit
bilingual individuals. 90% of the current graduate
and under-graduate game design programs in
Turkey are in English. A quick scan through their
curricula reveals that the programs typically do not
separate mobile design and development versus
design and development on other platforms such
as gaming consoles and PC. On the technical level,
the access barrier regulates the acquirement of
development tools, Kits, and pre-release hardware.
Participants #2 and #6 outline the hardships that
they experience in professional access to some
development tools and kits. All participants note
the positive effects of the changes in business
models of popular game development engines (e.g.,
Unity and Unreal adopting monthly subscription or
royalty fees,” instead of requiring large single
license payments upfront). These effects have
already been identified by previous research as the
democratization of game development (Banks and
Deuze, 2009; Ruffino, 2012) wherein easy or free
access to high-fidelity development tools pave the
way to diverse content and community. However,
one participant (#2) additionally notes that they
don’t have the privilege of receiving hardware or
operating systems’ upgrade previews from
platform owners, which may sometimes limit their
abilities to provide timely content. This participant
also recounts the time that their company applied
to receive a development kit for a leading
videogame console, but they were not taken
seriously due to the Turkish national industry
having little-to-no exposure globally.
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Another prominent barrier is recounted as the fast-
changing industry trends. This barrier also
operates on two levels: (a) business practices and
(b) products. These two were also identified by
previous research as a business model barrier and
an ecosystem barrier (Wessel and Christensen,
2012). On the business practices level, participant
#3 perceives the videogame development
companies as perfect fits for agile start-up
mentality and finds the traditional corporate
structures cumbersome especially for mobile
videogame development. Participants #2 and #6
also underscore that videogame development is
more of a creative industry than a technical one. As
a result, in their perception, the creative workforce
tends to require more flexibility and comfort,
which could not be built around traditional
business structures. Previous research supports
the observation that videogame development is
typically organized as a creative industry (Tschang,
2009) and consequently requires balancing the
tensions between creative and business decisions
(Caves, 2000; Tschang, 2007).

On the product level, mobile gaming trends are
reported to be very hard to catch-up with.
Participant #8 notes that “the biggest risk in
mobile gaming is the very fast changing customer
trends, for example, the videogame that you
developed in 12 months can stay popular just
briefly, only to be surpassed by an upcoming
videogame that was developed in one month only.”
Although regional research asserts that different
trends are adopted independently by different
regions (e.g., the case of Japan by Chan, 2008; the
cases of US, Spain, and the Czech Republic by
Okazaki et al., 2008), the constant demand for new
types of videogames is identified as an all-
encompassing and challenging “divide between the
industry and the consumers.” (Feijoo et al,, 2012, p.
219) Participant #8 also asserts that global
companies with strong financials have the power
to use large-scale mobile advertising campaigns to
orient these trends and use them in their own
advantage.

Themes Regarding Business Transformations

In parallel to fast-changing industry trends, mobile
videogame developers feel the need to adopt
increasingly agile production and business
processes. Participant #6 notes that they are
constantly on the lookout for tools and software
that will fasten up their production crunches. For
the industry, crunch time is described as “periods
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of extreme work overload [...] mainly in the weeks
that precede the final deadline for project delivery
[when] more than 12 hours a day is common, from
6 to 7 days per week, without intervals for rest.”
(Petrillo et al., 2009) It has been reported that
crunch times can have serious physical and
psychological effects on videogame developers
(Schreier, 2016) and their families (Dyer-
Witheford and Peuter, 2006). Participant #8
additionally notes that although business models
for mobile videogames are more or less defined
(e.g., freemium, free-to-play, ad revenue, in-app
purchase, etc.), there is a race against time to
determine and implement the model that can
produce the best revenue during the brief period
that the videogame stays on top of videogame store
or app store charts. Participant #4 observes that
this fast-moving structure of the market makes it
hard to maintain a consistent quality.

Participants #1, #2, and #3 assert that there is an
ongoing burn-out on several layers of the industry
that requires change and adaptation. Previous
research identified this as a momentum barrier
(Wessel and Christensen, 2012). Participants
discuss this issue respectively from the lenses of
foreign investment, local investment, and
production teams. Participant #1 lists some
Turkish videogame development companies (e.g.
Peak Games, Arcade Monk, and Gram Games) that
have acquired venture capitals from international
funds but notes that these have sources dried
during the past few years almost to a point of total
stop. Participant #2 observes that between 2008
and 2010, there was an extensive interest from
local sources to invest in the videogame industry,
which has also lost momentum in the last few years
although not perished. Participant #3 notes that
there has also been a burn-out for production
teams, especially for those who “blindly
transitioned into [the mobile] industry,” however,
those that have survived the transition became
stronger and more mature. The same participant
also correlates the burn-out of teams and
investors: since developer teams struggle in
making quality content within acceptable
timeframes and instead resort to producing low-
polished and superficial mobile videogames in
short timeframes, they fail in a way that drives
investors away.

Keith (1960) identifies the journey of emerging
companies from a production-oriented one to a
marketing-oriented  business  practice.  The
transition of a pre-mobile to mobile era for the
Turkish industry approximates this journey.
Participants #8 and #5 note that to succeed in
mobile gaming, the marketing of a videogame is as
important as its design and content. Comparing the
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process with non-mobile platforms, they both
assert that marketing is less of a concern (or not
one of the primary ones) in non-mobile
development. Participant #2 reveals that although
mobile videogames require %50-70 fewer
production budgets than their games on other
platforms, the required marketing budget is
equally more. Participant #3 observes that the
development groups which can’t afford extensive
marketing campaigns, instead try to focus on
“community management [and] original context
and ideas that advertise themselves.” However,
participant #6 is pessimistic about the capabilities
of Turkish videogame developers in marketing
practices and define the handling of marketing in
the industry as “lacking methodology and vision.”
Other association-facilitated research highlights
that Turkish videogame developers demonstrate
rising interest but low self-efficacy in marketing
activities (Sengiin, 2018).

Themes Regarding the Re-definition of
Customer Base

Participants consistently defined the casual and
hardcore player dichotomies, with several of them
adding mid-core (#4, #1, and #3) to the mix. Their
definitions rely on: (a) time investment (starting
from 5-10 minutes a day for casual players to 8
hours a day for hardcore players); (b) age (e.g.,
young gamers are perceived to be hardcore, while
older ones are perceived to be casual); and (c)
gender (e.g., hardcore gamers are perceived to be
mainly male, older female gamers are perceived to
be mainly casual, etc.). However, participants #1
and #4 additionally state that these are only
generalizations and that there are many other
niche definitions out there that were enabled by
mobile gaming. Participant #1 especially notes
genre preference as an entrance to defining the
niche categories. Participant #4 also warns that
although there are various niche gamer bases, not
all of them are profitable to cater. As an example,
#4 cites age 45+ female players as a surprisingly
profitable customer base for casual gaming.

While mobile gaming facilitated the definition of
new customer segments, not all of these new
gamer bases are equally committed or loyal to
brands and videogames. Participant #4 reminds of
the widespread practice of piracy in Turkey for
pre-mobile or non-mobile gaming. Piracy is not a
concern solely for the region and previous research
reports a wide-range of revenue loss due to piracy
all over the world (Coleman and Dyer-Witheford,
2007). PC platform is reported to be especially
affected by the piracy gaming practices (Simms,
2012). For Turkey, since the distribution chains for
videogame products were not established in the
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early years, piracy was a prevalent and blunt
practice (Yilmaz and Cagiltay, 2005; Binark and
Bayraktutan, 2012; Sisler, 2013). Although for
mobile platforms piracy is not an equally major
issue, it is replaced by the issues of clone gaming
and low customer loyalty. Since mobile videogames
often rely on simplified gameplay mechanics, they
are easier to replicate, and successful mobile
videogames typically get cloned within a short time
after their release with only marginal differences in
graphics and even product names (Fahey, 2017).
Clone videogames are defined as “abuse [from]
copycats and seekers of quick profits.” (Alha et al,,
2014, p. 4) Participant #1 asserts that mobile
customer bases display low loyalty to brands and
videogames and their main motivation is just fast
fun. This low loyalty results in a business
environment where clone videogames have
prominent potentials to hurt the original ones.
Participant #4 also notes that (compared to non-
mobile gamers) mobile gamers do not feel enough
loyalty for mobile videogames to spend money on.
As a result, when they are faced with a payment
barrier, the players prefer to move on to the next
free mobile videogame instead of investing in the
current one. Participant #8 supports this argument
by underscoring the perception that hardcore
gamers are more likely to have emotional
connections with the non-mobile videogames that
they invest time and money in. In comparison,
mobile players only invest money “when [the
investment] makes it easy for them to compete
against other players.”

Themes Regarding Future Disruptions

The consensus of all participants is that the next
disruption in the videogame industry will be due to
Augmented Reality (AR) and Virtual Reality (VR)
technologies. Participant #1 explains that they had
already started research and prototyping in this
field. Participant #3 asserts that AR and VR will
initially be adopted by hardcore gamers and much
later by the casual customer base. Participants #6
and #5 additionally point out the new content
possibilities that could be introduced with AR and
VR technologies: #6 underscores new modes of
gameplay, while #5 focuses on new modes of
storytelling techniques. For some academic and
research perspectives about what AR and VR can
bring to the videogame industry research such as
that of (Yuen et al, 2011; LaViola, 2008) can be
further examined.

A concern that divides the viewpoints of
participants is the question of how mobile gamer
customer bases will mature in the future. On the
one hand, participants #1 and #2 point out that the
download numbers of all mobile apps in general
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are in decline and they foresee a serious drop in
the popularity of mobile gaming. This prediction is
supported by data such as average US smartphone
users’ number of app download per month being
zero (Frommer, 2014), or the downloads of
popular apps declining by as much as 20% in 2016
(Kafka, 2016). On the other hand, participants #3,
#7, and #8 expect a transition of mobile casual
gamers towards hardcore gaming practices on
either mobile or other platforms. In this viewpoint,
now that these customers are introduced to
gaming through simplified mobile videogames,
they are more likely to seek advanced gaming
experiences instead of abandoning the hobby.
Participant #3 especially underscores convergence
of platforms or cross-platform gaming as the future
disruption. Participants #2, #4, #5, and #8 also
speculate that videogame development companies
will have to become more specialized to survive.
This specialization might be oriented towards
certain genres, customers bases, or technologies.

General Themes

Two general themes were repeated across several
discussions: (1) stigma towards videogames, and
(2) the dichotomy of localized videogames vs.
locally produced ones.

Participants #2 and #3 observe that the gamer
identity and gaming as an activity were seen as
trivial or in low regard, especially before mobile
gaming. After the rise of mobile videogames,
participant #3 asserts that “gaming became a more
acceptable hobby.” Participant #7 notes that after
the mobile disruption “it was easier to explain our
business to people.” Participant #8 underscores
that even now it is hard to discuss some gaming
concepts and issues with the general public
because there is “either no experience or too much
speculation and secondary  information.”
Participant #3 also relays an anecdotal occurrence
of stigma towards the local industry where a casual
gamer complained to them about why “good
games” like 1010!v cannot be produced in Turkey.
In reality, 1010! is a popular mobile videogame
with 50 million global downloads developed by the
Turkish studio Gram Games. A previous study has
also observed the stigma and lack of confidence of
local gamers and consumers towards the local
industry (Sengilin, 2014). The phenomenon was
explained as an extreme ethnocentric stance to the
point of rejecting local producers’ efforts in the
expectancy and fear that they will be of low quality
and represent the nation poorly.

In parallel, we see a discussion of comparing the
localization practices of global successful titles
with the local production of original intellectual
properties. Participant #2 points out that Turkish
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investors typically prefer less risky ventures when
it comes to the videogame industry and localizing a
global videogame franchise is perceived as less
risky than creating a local IP. Participant #3
observes that this tendency to invest in localization
rather than production impeded the growth of
local videogame development companies before
the 2010s. The same participant also observes that
this was partially engendered by initial videogame
production companies in Turkey which originally
organized in software company structures instead
of design, media, or entertainment ones.
Accordingly, many first videogame ventures failed,
leading the investors to believe that local
production was a risky endeavour. Participant #3
also comments on the use of local and ethnic
elements in videogames and asserts that they are
not effective enough to pull Turkish consumers
into investing in the videogame by themselves.
Although local stories, characters, and locations
may initially feel interesting or marketable to
investors, “the element of fun and the principles of
videogame design” override their presence. In this
light, it is asserted that some local IPs focused
heavily on local content but not enough in design
aspects, resulting in a failure.

Discussion

In this paper, we aimed to capture the local
nuances of the transition from the pre-mobile to
the mobile era of the videogame industry in
Turkey. Introduction of mobile technologies—
particularly smartphones—provided late-comer
countries that also include Turkey with an
opportunity to gain competitive advantage in the
global videogame development scenery. We
approached this transition from the lens of
business disruption research and performed a
double-layered analysis. First, we conducted
structured interviews with eight industry experts.
These companies and contacts were proffered by
OYUNDER, Game Developers, Designers, and
Publishers Association in Turkey. Next, we scanned
the Game Developers @Turkey (GDT) Facebook
social group for discussions regarding our research
topics. GDT is one of the biggest and most
prominent social hangouts for videogame
development scene in Turkey. We identified five
rich discussion threads about our topics and
analysed them for additional insights.

By analysing the interviews and reinforcing our
results with the forum data, we identified several
themes and discussed them in detail. In summary,
the barriers to handle disruptive change for
Turkish videogame developers were offered as
their lack of ability to gain timely access to
technical resources and the demanding and fast-
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changing structure of the industry. The developers
had to transform their businesses to conform to
agile development cycles and marketing-oriented
approaches. Their transformation processes also
focused heavily on avoiding burnouts of resources
and funding. They were aware of the superficiality
of the casual vs. hardcore player divide, and they
seemed to be in search of other niche customer
segment definitions. Low customer loyalty was the
main concern, especially for fast-moving markets
like mobile, where free alternatives and clone
videogames were almost always available. Their
consensus about the future was identifying AR and
VR technologies as the next big disruption for the
industry, however, they were also unsure about the
future behaviours of the gamer segment who were
introduced into videogames through mobile
platforms. Finally, two themes kept repeating
across all of their answers: stigmas about gaming
in general and the tensions between the localized
global franchises and locally produced IPs.

Despite each local industry having its own
dynamics, the dilemmas experienced by the
Turkish videogame industry might be applicable to
other emerging national videogame development
scenes. The disruptive force of mobile revolution
for videogame development may have provided
the local industry with an opportunity to become
more competitive globally, however, it is not
perpetual. Overall, Turkish videogame developers
seem to project a strong determination to catch the
next technological disruption (e.g., AR and VR) and
put their learnings from the mobile transition to
use. To create a stronger local industry, the state
bodies and non-governmental organizations can
facilitate positive outcomes from these disruption
periods by addressing and creating solutions for
the issues revealed in this work.

References

AA Anadolu Agency. (20 February 2016). Turkish
gamers and designers eye $91 billion worth
lucrative market. Daily Sabah. Retrieved from
http://www.dailysabah.com/technology/201
6/02/20/turkish-gamers-and-designers-eye-
91-billion-worth-lucrative-market

Adams, E., & Ip, B. (5 June 2002). From casual to
core: a statistical mechanism for studying
gamer dedication. Gamasutra. Retrieved from
http://www.gamasutra.com/view/feature/1
31397 /from_casual_to_core_a_statistical_.php

Alha, K., Koskinen, E., Paavilainen, J., Hamari, J., &
Kinnunen, ]J. (2014). Free-to-play games:
professionals’ perspectives. In Proceedings of
Nordic Digra Conference.

Anthony, S. D., Johnson, M. W,, Sinfield, J. V., &
Altman, E. ]J. (2008). Innovator’s guide to



Sengiin ve Oztiirkcan / Pazarlama I¢gériisii Uzerine Calismalar (4)1, 2020; 44-56

growth: putting distruptive innovation to work.
Boston, MA, USA: Harvard Business Press.

Balland, P. A,, De Vaan, M., & Boschma, R. (2012).
The dynamics of interfirm networks along the
industry life cycle: the case of the global video
game industry, 1987-2007. journal of
Economic Geography, 13 (5), 741-765.

Banks, ]. & Deuze, M. (2009). Co-creative labour.
International Journal of Cultural Studies, 12
(5),419-431.

Binark, M. & Bayraktutan, G. (2012). A critical
interpretation of a new “creative industry” in
Turkey: game studios and the production of a
value chain. In J. Fromme & A. Unger (Eds.),
Computer games and new media cultures (pp.
371-391). Netherlands: Springer.

Binken, J. L. & Stremersch, S. (2009). The effect of
superstar software on hardware sales in
system markets. Journal of Marketing, 73 (2),
88-104.

Bogost, 1. (9 October 2007). Persuasive games:
casual as in sex, not casual as in friday.
Gamasutra. Retrieved from
https://www.gamasutra.com/view/feature/1
937 /persuasive_games_casual_as_in_

Caves, R. E. (2000). Creative industries: contracts
between art and commerce. Cambridge, MA,
USA: Harvard University Press.

Chan, D. (2008). Convergence, connectivity, and the
case of Japanese mobile gaming. Games and
Culture, 3 (1), 13-25.

Chatsfield, T. (27 September 2009). Videogames
now outperform Hollywood movies. The
Guardian. Retrieved from
http://www.theguardian.com/technology/ga
mesblog/2009/sep/27 /videogames-
hollywood

Cheng, J. (23 June 2007). Report: video game
spending to surpass music spending this year.
Ars Technica. Retrieved from
http://arstechnica.com/gaming/2007/06/re
port-video-game-spending- to-surpass-
music-spending-this- year/

Christensen, C. M. (2001). The past and future of
competitive advantage. MIT Sloan
Management Review, 42 (2).

Christensen, C. M. & Overdorf, M. (2000). Meeting
the challenge of disruptive change. Harvard
Business Review, 78 (2), 66-77.

Christensen, C. M., Verlinden, M., & Westerman, G.
(2002a). Disruption, disintegration and the
dissipation of differentiability. Industry and
Corporate Change, 11 (5), 955-993.

Christensen, C. M., Johnson, M. W., & Rigby, D. K.
(2002b). Foundations for growth: how to
identify and build disruptive new businesses.
MIT Sloan Management Review, 43 (3), 22-31.

53

Coleman, S. & Dyer-Witheford, N. (2007). Playing
on the digital commons: collectivities, capital,
and contestation in videogame culture. Media
Culture Society, 29 (6), 934-953.

Dyer-Witheford, N. & de Peuter, G. S. (2006). “EA
spouse” and the crisis of video game labour:

enjoyment, exclusion, exploitation, and
exodus. Canadian Journal of Communication,
31 (3).

Egenfeldt-Nielsen, S., Smith, ]J. H, & Tosca, S. P.
(2016). Understanding video games: the
essential introduction. New York, NY, USA:
Routledge.

Elmer-Dewitt, P. (27 September 1993). The
amazing video game boom. Time. Retrieved
from
http://content.time.com/time/subscriber/art
icle/0,33009,979289-2,00.html

Fahey, R. (14 July 2017). Tackling mobile's “game
cloning” issue. Games Industry Biz. Retrieved
from
http://www.gamesindustry.biz/articles/2017
-07-14-tackling-mobiles-game-cloning-issue

Feijo6, C. (2012). An exploration of the mobile
gaming ecosystem. In P. Zackariasson & T. L.
Wilson (Eds.), The video game industry:
formation, present state, and future (pp. 76-
95). New York, NY, USA: Routledge.

Feijoo, C., Gomez-Barroso, . L., Aguado, |]. M., &
Ramos, S. (2012). Mobile gaming: industry
challenges and policy implications.
Telecommunications Policy, 36 (3), 212-221.

Fortugno, N. (2008). The strange case of the casual
gamer. In K. Isbister & N. Schaffer (Eds.),
Game usability: advice from the experts for
advancing the player experience (pp. 143-
158). Burlington, MA, USA: Morgan Kaufmann
Publishing.

Frommer, D. (22 August 2014). Most smartphone
users download zero apps per month. QZ.com.
Retrieved from
https://qz.com/253618/most-smartphone-
users-download-zero-apps-per-month/

Gaming in Turkey. (n.d.). Turkish game market
2019 report. Gaming in Turkey. Retrieved
from
https://www.gaminginturkey.com/en/turkis
h-game-market-2019

Gilbert, C. (2003). The disruption opportunity. MIT
Sloan Management Review, 44 (4), 27-33.

Guevara-Villalobos, 0. (2011). Cultures of
independent game production: examining the
relationship between community and labour.
In Proceedings of DiGRA 2011 conference.

Gunter, B., Nicholas, D., Huntington, P., & Williams,
P. (2002). Online versus offline research:



Sengiin ve Oztiirkcan / Pazarlama I¢gériisii Uzerine Calismalar (4)1, 2020; 44-56

implications for evaluating digital media. Aslib
Proceedings, 54 (4), 229-239.

Ico Partners. (1 November 2013). New report:
video games in Turkey market research. ICO

Partners. Retrieved from
http://www.icopartners.com/blog/archives/
3398

Ip, B. (2008). Technological, content, and market
convergence in the games industry. Games
and Culture, 3 (2).

Izushi, H., & Aoyama, Y. (2006). Industry evolution
and cross-sectoral skill transfers: a
comparative analysis of the video game
industry in Japan, the United States, and the
United Kingdom. Environment and Planning,
38,1843-1861.

Juul, J. (2010). A casual revolution: reinventing
video games and their players. Cambridge, MA,
USA: MIT Press.

Kafka, P. (8 June 2016). The app boom is over.
Recode. Retrieved from
https://www.recode.net/2016/6/8/1188351
8/app-boom-over-snapchat-uber

Kahraman, E. (27 October 2015). Turkish gamers
prefer competitive, free-to-play and local
video games. Daily Sabah. Retrieved from
http://www.dailysabah.com /feature/2015/1
0/28/turkish-gamers-prefer-competitive-
free-to-play-and-local-video-games

Kaya, C. (17 June 2013). Diren teyze. Hurriyet.
Retrieved from
http://www.hurriyet.com.tr/diren-teyze-
23522732

Keith, R. ]. (1960). The marketing revolution.
Journal of Marketing, 24 (1), 35-38.

Kretschmer, P. (19 August 2016). Political
checkmate for Turkey’s game developers.
DW.com. Retrieved from

http://www.dw.com/en/political-checkmate-
for-turkeys-game-developers/a-19486670

Kuittinen, J., Kultima, A., Niemel§, J., & Paavilainen,
J. (2007). Casual games discussion. In
Proceedings of the 2007 conference on future
play (pp.105-112). ACM.
Kultima, ]. (2009). Casual game design values. In
Proceedings of MindTrek 2009 conference.
Kurt, U. (7 February 2017). Tirkiye 30 milyon
oyuncu ile 600 milyon dolara kosuyor...
Oyunder.org. Retrieved from
http://www.oyunder.org/turkiye-30-milyon-
oyuncu-ile-600-milyon-dolara-kosuyor/

LaViola, Jr. J. J. (2008). Bringing VR and spatial 3D
interaction to the masses through video
games. [EEE Computer Graphics and
Applications, 28 (5).

Marchand, A. & Hennig-Thurau, T. (2013). Value
creation in the video game industry: industry

54

economics, consumer benefits, and research
opportunities.  Journal  of  Interactive
Marketing, 27, 141-157.

Mathews, C. C. & Wearn, N. (2016). How are
modern video games marketed? The
Computer Games Journal, 5 (1-2), 23-37.

McCoyd, J. L. M. & Kerson, T. S. (2006). Conducting
intensive  interviews using email: a
serendipitous  comparative  opportunity.
Qualitative Social Work, 5 (3), 389-406.

Miller, D. & Slater, D. (2000). The internet: an
ethnographic approach. New York, NY, USA:
Bloomsbury Academic.

Newzoo. (15 September 2015). Newzoo market
series #20: Turkish games market. Newzoo.
Retrieved from
http://newzoo.com/insights/infographics/ne

wzoo-summer-series-20-turkish-games-

market/
Newzoo. (6 July 2017). The Turkish Gamer | 2017.
Newzoo. Retrieved from

https://newzoo.com/insights/infographics/t
he-turkish-gamer-2017/

Nielsen. (28 August 2009). Insights on casual
games: analysis of casual games for the PC.
Nielsen. Retrieved from
http://www.nielsen.com/us/en/insights/rep
orts/2009/Insights-on-Casual-Games-
Analysis-of-Casual-Games-for-the-PC.html

Okazaki, S., Skapa, R, & Grande, [. (2008).
Capturing global youth: mobile gaming in the
US, Spain, and the Czech Republic. Journal of
Computer-Mediated Communication, 13 (4),
827-855.

Petitte, 0. (21 June 2012). Turkish gaming climbs
to $450 million in 2012 (infographic). Venture
Beat. Retrieved from
http://venturebeat.com/2012/06/21/turkish
-gaming- infographic/

Petrillo, F., Pimenta, M., Trindade, F., & Dietrich, C.
(2009). What went wrong? a survey of
problems in game development. Computers in
Entertainment (CIE), 7 (1).

Randall, D. M. & Gibson, A. M. (1990). Methodology
in business ethics research: a review and
critical assessment. Journal of Business Ethics,
9 (6),457-471.

Ruffino, P. (2012). Narratives of independent
production in video game culture. Loading..., 7
(11).

Schreier, ]J. (26 September 2016). The horrible
world of video game crunch. Kotaku.com.
Retrieved from https://kotaku.com/crunch-
time-why-game-developers-work-such-
insane-hours-1704744577

Simms, C. (5 March 2012). The economy of piracy:
how game publishers are killing the PC. Cnet.




Sengiin ve Oztiirkcan / Pazarlama I¢gériisii Uzerine Calismalar (4)1, 2020; 44-56

Retrieved from
https://www.cnet.com/news/the-economy-
of-piracy-how-game-publishers-are-killing-
the-pc/

Sisler, V. (2013). Video game development in the
Middle East: Iran, the Arab world, and
beyond. In N. B. Huntemann & B. Aslinger
(Eds.), Gaming globally: production, play, and
place (pp. 251-271). New York, NY, USA:
Palgrave MacMillan.

Superdata. (1 February 2017). Mobile games
generated more than $40 billion in 2016.
Superdata. Retrieved from
https://www.superdataresearch.com/unity-
and-superdata-launch-major-mobile-games-
and-vr-report/

Sengiin, S. (21 June 2014). “Tirkler yaptiysa bir
cacik olmaz...” vs “Tiirkler cin ali bile yapsa
desteklerim”. Sercansengun.com. Retrieved
from http://sercansengun.com/vot/turkler-
yaptiysa-bi-cacik-olmaz-vs-turkler-cin-ali-
bile-yapsa-desteklerim/

Sengiin, S. (2018). A survey of marketing
management for videogames industry in
Turkey. In S. Ozturkcan & E. Y. Okan (Eds.),
Marketing management in Turkey (accepted,
in print). Somerville, MA, USA: Emerald
Publishing.

Tezateser, B. (2016). Oyun sektdriine yonelik
ekonomi bakanhgi destekleri hakkinda faydali
bir 06zet. Oyunder.org. Retrieved from
http://www.oyunder.org/oyun-sektorune-
yonelik-ekonomi-bakanligi-destekleri-
hakkinda-faydali-bir-ozet/

Trefry, G. (2010). Casual game design: designing
play for the gamer in all of us. Burlington, MA,
USA: Morgan Kaufmann Publishers.

Tschang, T. (2007). Balancing the tensions between
rationalization and creativity in the video
games industry. Organizations Science, 18 (6),
989-1005.

Tschang, T. (2009). Creative industries across
cultural borders: the case of video games in
Asia. In L. Kong & J. O’Conner (Eds.), Creative
economies, creative cities (pp. 25-42).
Netherlands: Springer.

Tuker, C., Yilmaz, E., & Cagiltay, K. (2015). Video
games around the world (Turkey). In M. |. P.
Wolf (Ed.), Video games around the world (pp.
565-578). Cambridge, MA, USA: MIT Press.

Tiidof. (27 December 2012). Tiirkiye’de ve
diinyada dijital oyunlar sektoérii hakkinda
genel rapor. Bilgi Toplumu Stratejisi.
Retrieved from
http://www.bilgitoplumustratejisi.org/tr/doc
/8a3247663bb37964013bb38795300000

55

Wessel, M. and Christensen, C. M. (2012). Surviving
disruption. Harvard Business Review, 90 (12),
56-64.

Yang, Z., Wang, X, & Su, C. (2006). A review of
research methodologies in international
business. International Business Review, 15
(6),601-617.

Yilmaz, E. & Cagiltay, K. (2005). History of digital
games in Turkey. In Proceedings of DiGRA
2005 conference: changing views - worlds in
play.

Yuen, S. C,, Yaoyuneyong, G., & Johnson, E. (2011).
Augmented reality: an overview and five
directions for AR in education. journal of
Educational Technology Development and
Exchange, 4 (1).

Zackariasson, G. & Wilson, T. L. (2010). Paradigm
shifts in the video game industry.
Competitiveness Review, 20 (2), 139-151.

YAZARLAR:

Dr. Sercan Sengun is a researcher, teacher, and
game designer, exploring phenomena at the

intersections of video game studies, gamer
communities, cultural informatics, virtual
identities, and interactive narratives. He is

currently an Assistant Professor of Creative
Technologies (Game Design) at Illinois State
University. In the past, he conducted research as a
part of MIT CSAIL (Computer Science and Artificial
Intelligence  Laboratory), @ MIT ICE Lab
(Imagination, Computation, and Expression
Laboratory), and Hamad Bin Khalifa University's
QCRI (Qatar Computing Research Institute), and
taught graduate and undergraduate game design
courses at Northeastern University, Bahcesehir
University, and Istanbul Bilgi University.

Dr. Selcen Oztiirkcan continues her academic
career as an Associate Professor of Business
Administration specialized in marketing (since
08/2018) with a permanent position at the School
of Business and Economics of Linnaeus University
(Sweden), and as a Network Professor (since
03/2020) at the Sabanci Business School of
Sabanci University (Turkey). Dr. Oztiirkcan has
designed and taught over 40 different Ph.D,,
Graduate, and Undergraduate courses in 17
different universities in nine countries (Belgium,
Finland, France, Germany, Portugal, Sweden,
Turkey, UK, and the US). Her research, which
appeared as journal articles, books, book chapters,
and case studies, is accessible at
http: //www.selcenozturkcan.com




Sengiin ve Oztiirkcan / Pazarlama I¢gériisii Uzerine Calismalar (4)1, 2020; 44-56

Appendix A - Interview Structure

1. Please compare the Turkish videogame industry
before and after the development of mobile
technologies using the following themes:

(@) Resources: Human, technology,
equipment, funding, etc.;
(b)  Processes: Business, planning,

communication, coordination, etc.;

(c) Values: Opportunities, limitations, etc.
2. Please compare your production cycles in mobile
and non-mobile platforms using the following
themes:

(a) Industry maturity;

(b) Competitive advantage;

(c) Funding requirements
3. Please provide your customer definitions for
mobile and non-mobile platforms
4. Please comment on the future of mobile gaming
using the following themes:

(a) Technology;

(b) Content;

(c) General market

Endnotes

i Game Developers @Turkey Facebook Group
http://www.facebook.com/groups/gamedevturkey/

ii (a) Bahgesehir University Game Design bachelor and
master’s degrees at http://buglab.bau.edu.tr/; (b)
Middle East Technical University Game Technologies
master’s degree at http://gate.ii. metu.edu.tr/; (c)
Hacettepe University Computer Animation and Game
Technologies master’s degree at http://www.bil-
grafik hacettepe.edu.tr/animasyon.html; (d) Izmir
Ekonomi University Computer Games and
Technology master’s degree at
http://fbe.ieu.edu.tr/game/en; (e) Isik University
Computer Graphics and Animation master’s degree;
(f) Istanbul Bilgi University game design bachelor
degree at
http://www.bilgi.edu.tr/en/education/faculty-and-
schools/faculty-communication/digital-game-
design/; and (g) Marmara University Computer
Education and Instructional Technology master’s
degree; (h) Istanbul Aydin University Digital Game
Design bachelor degree
https://www.aydin.edu.tr/tr-
tr/akademik/fakulteler/guzelsanatlar/dijital-oyun-
tasarimi/; (i) Istinye University Digital Game Design
bachelor degree
https://gstm.istinye.edu.tr/en/bolumler/digital-
game-design; and (j) Beykoz University Digital Game
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Design bachelor degree
https://www.beykoz.edu.tr/icerik/567-dijital-oyun-
tasarimi.

it Playstore is a Turkish digital videogame distribution
platform, accessible at https://www.playstore.com/

iv Below are the 5 discussion threads we have analyzed:

(a) Thread #1: Discussions about Turkish resources for
game development
https://www.facebook.com/groups/gamedevturkey
/permalink/1397653556983310/

(b) Thread #2: Discussions about how Turkish industry
is seen and stigma regarding it
/1305610419520958/

(c) Thread #3: Discussions about local production and
themes /1296746737073993/

(d) Thread #4: Discussions about the trends in the
industry /1235950933153574/

(e) Thread #5: Another discussion thread about local
production and themes /751362144945791/

v Unity updated its subscription model in 17 June 2016
(http://www.cgchannel.com/2016/06 /unity-to-get-
new-subscription-pricing-model/) and Unreal
Engine in 2 March 2015
(https://www.unrealengine.com/en-US/blog/ue4-
is-free)

vi 1010! http://gram.gs/game-detail-1010.html



