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CONSPICUOUS CONSUMPTION AND SOCIAL MEDIA
ADDICTION: THE ROLE OF SOCIAL MEDIA USAGE

Gokhan AKEL! #

Gizem CANDAN?

ABSTRACT

As an unavoidable part of the lives of people, social media has created a consumption
style, attracting attention to its changing consumption habits and transferring to digital
platforms. When social media becomes addictive, its usage affects people in terms of
hedonic consumption, need for sharing, and social competence based on conspicuous
consumption and socialization. Therefore, this study aimed to evaluate the hedonic
consumption, need for sharing, and social competence of individuals based on conspicuous
consumption. We used data on social media usage by students in higher education. An
online Google Form survey was conducted on students from a state university in Turkey,
and 637 participants joined this research. The results show that (a) hedonic consumption,
(b) need for sharing, and (c) social competence affect social media addiction. This effect
occurs from the mediation effect of social media usage. In this study, theoretical and
practical implications and limitations and future areas of research are discussed.

Keywords Conspicuous consumption, hedonic consumption, social media, social media
usage, social media addiction
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GOSTERIiSCi TUKETIM VE SOSYAL MEDYA BAGIMLILIGI: SOSYAL
MEDYA KULLANIMININ ROLU

oz

Bireylerin hayatlarinin vazgegilmez bir pargasi haline gelen sosyal medya, degisen tiikketim
aligkanliklariyla birlikte dikkat ¢eken tiiketim tarzinin dijital platformlara aktarilmasina
neden olmustur. Bagimliliga doniisen sosyal medya kullanimi, gosterisci tiiketim ve
sosyallesme arzusu temelinde hedonik tiiketim, paylasim ihtiyact ve sosyal yeterlilik
acisindan bireyleri etkilemektedir. Dolayisiyla bu ¢alisma bireylerin gosterisei tiiketime
dayali hedonik tiiketim, paylasma ihtiyaci ve sosyal yetkinliklerini degerlendirmeyi
amaglamaktadir. Yiiksek 6grenimdeki Ogrencilerin sosyal medya kullanimina iliskin
veriler incelenmistir. Tiirkiye'de bir devlet liniversitesinden dgrenciler iizerinde ¢evrimici
Google Form iizerinden anket hazirlanmis ve bu arastirmaya 637 kisi katilmistir. (a)
hedonik tiiketimin, (b) paylasma ihtiyacinin ve (c) sosyal yeterliligin sosyal medya
bagimliligim etkiledigini gostermektedir. Bu etki, sosyal medya kullanimmin aracilik
etkisinden kaynaklanmaktadir. Bu ¢aligmada, teorik ve pratik ¢ikarimlar ve sinirlamalar
ve gelecekteki aragtirma alanlari da tartisilmaktadir.

Anahtar Kelimeler Gosterisci titketim, hedonik tiiketim, sosyal medya, sosyal medya
kullanimi, sosyal medya bagimlilig
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1. Introduction

With globalization and technological developments, changing consumption habits
and culture have turned into a social, cultural, and psychological situation and a
process in which people meet their physical needs. Consumption is carried out
for reasons such as benefiting from products and services produced for a certain
value, gaining a place in society, having status, and being noticed. Hence, although
consumption is an economic activity, it can also be accepted as a representation
of social status. On the other hand, Veblen (2016) examined "conspicuous
consumption" by focusing on the conspicuous dimension of consumption. Veblen
states that individuals who want to show their status in society by consuming, aim
to acquire concepts such as their need for sharing, prestige, and reputation. These
can be expressed as the factors that lead to conspicuous consumption. Individuals'
basic purchasing motivations and hedonistic consumption tendencies can be
associated with conspicuous consumption.

The increase in social media usage and popularity is thought to be because it
allows users to share content more easily with others on social media tools and to
share content based on exchange (Jang et al., 2019). The widespread use of social
media tools on smartphones in recent years has led researchers from different
fields to focus on social media usage (Unal, 2020). Because of information
communication technologies and social media tools, communication methods
have changed significantly (Stone & Wang, 2018). Social media, which is now
a part of daily life, has become a substantial part of human life, from shopping
to communication, education, and business (Siddiqui & Sigh, 2016; Boer et al.,
2021; He et al., 2021).

Social media, which started to be used with Web 2.0, is today's most popular
digital platform because it is a participant-oriented, open-to-share communication
environment that provides the opportunity to reach a wide mass. In the absence
of social media, forms of communication are more expensive and controlled by
powerful organizations and media outlets, but this has changed today, with a
variety of cheaper or free platforms empowering individuals to text (Wakefield &
Knighton, 2019). Also, it is possible to say that it can be used for socializing and
entertainment, as well as being instantly aware of an event happening anywhere
in the world, and following the agenda, it has become an indispensable part of the
lives of individuals.

This study evaluates the social media usage and content sharing of young individuals
in the context of conspicuous consumption. This study evaluates whether social
media is preferred and measures the purpose of its use within the framework of the
sample. Although many scientific studies have been conducted on social media,
current research is needed to better understand social media behaviors. This study
aimed to evaluate social media addiction in terms of need for sharing, social
competence, and hedonic consumption. The increase in social media usage has
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caused a fear of missing online information and addiction (Btachnio et al., 2016).
Therefore, social media addiction is a problem often faced by young consumers
(Dalvi-Esfahani et al., 2021).

2. Theoretical Background
2.1. Consumption Culture and Society

The capitalist system has brought about economic and cultural transformations
in the globalizing world since the mid-twentieth century. The consumption
phenomenon that stands out based on the culture of these transformations has
revealed the concept of consumption culture. In the context of these processes, it
is necessary to touch upon the concepts of Fordism and Post-Fordism to evaluate
the main factors in the emergence of the concept of consumption culture.

Fordism is a concept in which mass production occurs, and this situation is
evaluated based on its social and cultural effects. Fordism, which started with
Henry Ford giving eight dollars to workers working on an automobile assembly
line for an eight-hour working day in 1914, laid the foundation for a system
based on mass consumption in the 1950s (Harvey, 2010). Fordism is a mass-
consumption system based on the standardization of products and the use of
machines designed for a single model in large areas (Callinicos, 2001). However,
when other features of the Fordist production system are considered, this system
is not only related to production, but a new social lifestyle has emerged with this
new mode of production pioneered by Henry Ford. This mass production resulted
in mass consumption. With the onset of mass consumption, new consumer groups
emerged, consumption increased in an environment that included lifestyles and
recreational activities, and the cultural values of objects began to be spoken beyond
their monetary values (Chaney, 1999). Gramsci defined Fordism as "the greatest
collective attempt ever witnessed to create a new type of worker and a new type
of person, with an unprecedented speed and with a conscious purpose" (Harvey,
2010) and stated that the basis of cultural transformations started with Fordism.
Thus, the different tastes and purchasing power of consumers were revealed by
examining classical social structures, and the entertainment industry, in general,
began to be used to develop the consumption market (Dagtas, 2006). Parallel to
the changing economic structure, changes started in the social and cultural fields,
and thus Fordist left its place of production for post-Fordist production.

When we look at consumption understanding in the post-reform industry period, it
is seen that individual consumption replaced mass consumption. The post-Fordist
period, including lifestyles and recreational activities, caused consumption to
accelerate and consumption-oriented understanding to prevail (Chaney, 1999).
Postmodern consumption understanding, which takes place in society as a cultural
phenomenon, and with the support of rising advertising, many consumption
activities, from television to holiday packages and even smoking, have formed
the identity indicators of the person (Storey, 2000).
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In this period, characterized as postmodern, when the post-Fordist production
system was dominant, overproduction brought about excessive consumption
(Konyar, 2000:21). Evaluating the consumption society from a negative point
of view, Jameson stated that the consumption culture is nothing more than the
continuous multiplication and repetition of desire, which survives only by feeding
itself and cannot find any way of satisfaction in the outside world (Jameson,
2011). The concepts of consumption culture and consumer society, which were
much more popular in the 1980s, are defined as all kinds of social activities that
people make use of while listing their characteristics or positioning themselves
in Chaney's work "Lifestyles" (Chaney, 1999). With the thought of "buy when
you can get" in the middle levels of the consumption society with the 'laissez-
faire' (let them do it) economic policies dominated in the '80s, orientation towards
consumption has increased (Durning, 1998).

Robins sees consumption as an institutionalized social defense method developed
to cope with the real world (Robins, 1999). Thus, he took refuge in consumption
by moving away from reality, unmanageable fears, and anxiety. Bauman, whether
a person consumes to live or lives to consume; in other words, he states that the
question of whether he is still able to distinguish between living and consuming
creates a dilemma (Bauman, 2012). Therefore, he draws attention to conspicuous
consumption. When discussing the consumption society, it is not meant as an
ordinary determination that all members of society consume something. Here,
indispensable for an individual to survive or a form of consumption beyond
essential needs is meant (Bauman, 1999). Baudrillard also characterizes consumer
society not only with the rapid increase in individual expenditures but also
associates the increase in expenditures undertaken for the benefit of individuals,
especially by the administration, with the consumption of society, which aims to
reduce the unequal distribution of some resources (Baudrillard, 2020).

Stating that the beginning of consumption culture started in the postmodern
period, Baudrillard associated the transition from modern to postmodern with
consumption demand (Baudrillard, 2020). In the postmodern world, individuals
differ from their old normal and become lonely and alienated from crowds
(Bulunmaz, 2013).

Bocock (2014) states that reason consumption has reached such an important
position in people's lives is that it includes the processes of gaining identity and
protecting the identity of individuals. In a consumption society, individuals are
happy and enjoy life when they consume, and they feel deep discontent when
not consuming. Therefore, consumption has the power to continue to rise, even
in periods of economic decline (Bocock, 2014). Belk described this situation
as a culture in which the majority of consumers seek and desire products and
services that provide status and innovation rather than benefit and exhibit them
after obtaining them (Odabasi, 1999). In this regard, it would be appropriate to
mention conspicuous consumption based on the consumption culture.
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2.2. Conspicuous Consumption

Conspicuous consumption was examined in Thorstein Bunde Veblen's book
"The Theory of the Leisure Class: An Economic Study of Institutions" published
in 1899. This concept has gained new meaning by changing and transforming
socioculturally and economically. According to Veblen, conspicuous consumption
is assessed in conjunction with idleness. In the case of idleness, time and effort
are wasted; in the case of conspicuous consumption, there is waste of goods. The
idler perceives productive work as worthless and has enough money to deal with
unproductive things. While productive labor does not mean any value, the labor
given to the idler receives its payoff. Veblen states that the idlers organize balls
and festivals for conspicuous consumption, on this occasion, the conspicuous
consumption has spread to the guests, and the host idler who gives the invitation
will gain more reputation as the guests consume. Veblen has made a classification
within leisure. Accordingly, with the transfer of inheritance in the leisure class,
there is also the transfer of nobility, but this transfer may not always be in equal
proportion, and in this case, the "decayed gentlemanly leisure class" has emerged.
The upper classes take the idle class under conservation, thus increasing their
status, while the savage idler team becomes representative of this status and
property (Veblen, 2016). From this perspective, it can be said that the concept of
status is the basis of conspicuous consumption.

Conspicuous consumption was first defined as a rich consumer, the nouveau
riche class, consuming unreasonably high-cost products or services that could
be considered unnecessary according to utilitarian understanding (Veblen, 2016).
Moreover, conspicuous consumption is seen as a means by which wealthy people
separate themselves from the subsocial group (Law et al., 2020). Conspicuous
consumption refers to a consumer purchasing a product while simultaneously
purchasing status. Conspicuous consumption, which stands out with its search
for a higher status and social class, emerges as a situation based on lifestyle. The
development and maintenance of the social position of consumption alone express
little about individuals’ welfare (Ramakrishnan, 2020). This concept, which
expresses excessive consumption to indicate a person's assets and social status,
suggests that individuals may tend to consume to gain social recognition, create
and develop an image, and gain prestige. Individuals belonging to the upper social
class also tend to consume conspicuous amounts to distinguish themselves from
other lower classes (Shukla, 2008).

The association between conspicuous consumption and status seeking is strongly
associated with culture (Zkaria et al., 2021). Conspicuous consumption tendencies
of consumers of American, Chinese, and Mexican origin were examined and
according to the findings, it was revealed that individuals from three different
cultures were interested in status consumption and materialism (Eastman et
al., 1999). In a study based on conspicuous consumption, the consumption of
Chinese immigrants living in Canada was examined at the cultural level, and
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it was concluded that participants had more conspicuous consumption trends
(Chen et al., 2005). Moreover, Marcoux et al. (1997) examined the conspicuous
consumption behaviors of Polish consumers in their studies and concluded that
students' tendency toward conspicuous consumption was high.

Conspicuous consumption is not limited to the idle class; individuals from all social
classes and income levels (the richest-poorest) can make conspicuous consumption
expenditures. By participating in conspicuous consumption, individuals attain status
(Wang & Chen, 2004). The aim of conspicuous consumption is to increase social
prestige. This can be achieved through public demonstrations and the display of well-
being to others (O’Cass and McEwen 2004). Shukla (2008) argued that a sense of
belonging, security, self-esteem, good relations with others, respect and achievement,
and conspicuous consumption are the result of consumers' desire to show wealth.

Individuals' basic purchasing motivation and inconspicuous hedonic consumption
tendencies have conspicuous consumption interests (Fassnacht & Dahm, 2018). In
this context, today's frequency of use of smartphones and social media channels has
replaced ballrooms, theatres, hotels, and parks, which Veblen defined as conspicuous
consumption environments. Instagram, one of the most frequently preferred tools
by young people, affects their followers even for a short time. Photos, visited places,
cafés, and leisure class habits can be regarded as representations of today. In this
environment, it is accepted that conspicuous consumption motivation by taking 'like'
is to see status and appreciation. The purpose of conspicuous consumption, social
needs, and materials to meet these needs. Therefore, unlike other frequently bought
goods, conspicuous items are bought and consumed not only for functional benefits,
but also for social needs. (Lewis &Moital, 2016). Social networks have also been
found to increase users’self-esteem. When people log into social networks, they
can control the information to be shared; therefore, they may be inclined to present
positive information about themselves on these networks.

Hedonic consumption is particularly concerned with the sensory, fantasy, and
emotional aspects of consumer behavior (Hirschman & Holbrook, 1982). Hedonic
consumption stems from the premise that consumption decisions are driven by
social and psychological drivers, not always by the rational drive of intrinsic
utility maximization (Ordabayeva & Chandon, 2011). Some studies indicate that
developing countries are increasingly using conspicuous consumption, especially
to signal a higher social status (Moav & Neeman, 2012; Jaikumar & Sarin, 2015;
Roychowdhury, 2017).

2.3. The New Environment of Consumption: Social Media

With the beginning of the industrialization and electronic culture era, the spread
of mass media all over the world started a new era, computer systems became
stronger, and the Internet, developed for defense purposes, started to take place in
communication processes. The last point of this process was Internet technology,
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which allowed all computers to connect to each other by the end of the 1990s.
Social media, which can be accessed wherever technical infrastructure is provided
and is a part of users’ daily lives (Chung & Koo, 2015), has been the subject of
various studies on usage and satisfaction (Sundar & Limperos, 2013). Through
Web 2.0, digital media, which is fast, inexpensive, and can access information
more quickly, has reached the power to transform and direct society in a short
period. Social media platforms have also been at the forefront of this formation.

Social media is a web-based platform used to build social relationships among
people with similar background values, interests, and connections (Boyd &
Ellison, 2007). On Web 2.0, the audience has turned into active users, not just
viewers. Thus, opportunities to comment on and evaluate, share, and participate
in established communities have emerged. With the emergence of social networks
and an increase in their number, people's opportunities to form communities
according to their interests or ideologies and to make their ideas heard and lead
opinions have increased. Users cultivate and improve their social lives in virtual
environments (Cao et al. 2020).

Users of social media to acquire information are examined in terms of their
utilitarian value (Hu et al., 2017). However, aspects of social media offer more
pleasure and satisfaction, such as socializing and having fun points in the hedonic
value dimension (Wang, 2010). Therefore, it is necessary to evaluate social media
in terms of conspicuous consumption in today's postmodern period, where hedonic
benefits are more important than utilitarian benefits. With the development of
the internet and smartphones, the use of social media networks has increased
significantly among young people (Demirci et al., 2020). Social media refers to
relationships, peers, organizations, and customers (Harrigan et al., 2015). Social
media influencers include individuals who are aware of social networking sites
through online and video blogging (Crisafulli et al., 2020). The users who make
up the content of Web 2.0 are "creative consumers.” The friends and networks of
these consumers who create content on social media also constitute the "social"
aspect of social media, while the media is the means of transferring the content.
Content in the form of text, sound, or image is created by users from all over the
world; in other words, creative consumers (Tuncer, 2013).

Content such as photos, videos, music, text, and comments is produced and shared
on social media. Users may have different reasons for creating the content; for
example, content can be created with the expectation of economic income or
to convey information. Users may want to keep their photos and memories in a
digital environment by creating a personal archive, or they can meet new people,
have fun, and spend time.

Human relations are the basis of social media research, which is the subject of
many disciplines such as business, psychology, and digital media. Accordingly,
the mutual interaction aspect of social media is directed toward the establishment
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and sustainability of communication (La Rose, 2009). In situations where human
consumption exists, it is inevitable to examine user behavior. Social media is
naturally relational (Lee et al., 2018). Social media tools, defined as applications that
allow users to share their personal information or communicate with other users for
mutual interaction (Constantinides and Fountain, 2008), consist of seven elements.
These elements were divided into identity, chat, sharing, location, relationships,
reputation, and groups. While some features may stand out more than others on a
social media tool, they may not be available on another tool. Social media tools can
be evaluated on the basis of these features. Identity is one of the most basic features
of a social media platform. In addition to their demographic information, users can
reflect their interests and thoughts on their identities. Moreover, by chatting with
social media tools, users can establish relationships with others, gain a reputation,
and meet users from different groups while keeping in touch with new people by
following people with location information (Kietzmann et al., 2011). In addition,
socializing/entertainment and following the latest news can be mentioned among
the options of social media usage.

It can provide tangible results on the trajectory of resource mobilization and
social changes, with symbolic communication tools where a lot of things happen
online (Yang & Ji, 2019). It aims to provide the desired accessibility according
to the wishes and expectations of the individuals through the developed Internet
infrastructure and various social media tools offered to individuals in the consumer
society. This consumption culture, which covers every developed or developing
society, increases the desire of society to consume (Yaniklar, 2006). In this social
structure, the mission of a consuming individual rather than a producing individual
has been undertaken. This refers to the consumption norms imposed on consumers
(Bauman, 1999). Social networks enable individuals to be involved in a range of
activities, such as information exchange, socializing, seeking entertainment, and
seeking personal status (Quan-Haase & Young, 2010). As with social media tools,
individuals' indicator consumption includes characteristics such as seeking status,
revealing their differences, and seeking innovation, reflecting their consumption
culture behavior. As a result, consumer cultures have emerged, which have
characteristics such as individuals' desire to feel pleasure until satisfaction,
prioritize commodities, and only focus on consumption (Aytag, 2006).

2.4. Social Media Addiction

Although addiction can be interpreted outside of technology, such as fast food
addiction (Farah & Shahzad, 2020), this study emphasizes technology-based
addiction. Technology addiction is categorized into computer addiction (e.g.,
programming, online games), cybersex (i.e., online pornography), information
search, net compulsions (i.e., online shopping, trading, or gambling), mobile
phone addiction, online relations, and social media addiction (Young et al. 1999;
Choliz2010; Kuss & Griffiths 2011; Turel et al. 2011; Griffiths 2012). Social media
usage has rapidly become widespread, and with the excessive use of social media
and the Internet, individuals' addiction is beginning to increase (Kumpasoglu
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et al., 2021). Social media addiction is a type of technology addiction in which
individuals have to use social media excessively (Choliz, 2010; Starcevic, 2013).

Social media, when used efficiently, presents ease of access to any person or
information (Hou et al., 2016; Hou et al., 2019) However, it also has negative
consequences, such as addiction as a result of abuse and excessive use (Hou et
al., 2017; Hou et al., 2019). Considering that excessive use of social media is
the biggest factor, social media addiction may also occur for reasons such as
hedonism, the need for sharing, and gaining social competence. Social media
addiction is expressed as an individual's avoidance of scientific and professional
activities, and even social relations, due to the excessive use of networks (Liu,
2016). Individuals with social media addiction are extremely anxious and act with
uncontrollable impulses to access social media (Andreassen & Pallesen, 2014).
Excessive usage can cause negative effects such as reduced positive emotions,
distraction, addiction, and poor performance (Bevan et al. 2014; Fox & Moreland,
2015). Social media addiction has become a significant problem in recent years
(Guedes et al., 2016), and many studies have been conducted in this area from
different perspectives (Wu et al., 2013; Monacis et al., 2017; Lundahl, 2020).

Although social media accounts are generally suitable for individual use, considering
that posts and manifestos can affect the masses, it turns into a winding that includes
many people and/or groups. It is more appropriate to consider social media as a
form of communication that can create wide effects not only at the individual but
also at the institutional level (Xu, 2020). Social media users want to include others
in every moment of their lives because of instincts, such as being noticed and liked
by the crowded world population. Users want to share what is happening about
them through social media tools, be liked and appreciated, gain social competence,
and obtain pleasure and satisfaction while doing all these. The fact that users make
social media networks part of their daily routines everywhere and at any time has
increased the importance of these networks (Dunne et al. 2010).

Many generations have experienced social media as a prevalent part of life
(Sutherland et al., 2020). Social media user types are grouped under the four
headings of Kozinets (1999). A classification was made according to whether
its relationship with consumption was high or low, and whether its ties with the
community were strong or weak. According to this classification, users who have
a strong relationship with consumption and have weak ties with the community
are called devotees if their relationship with consumption is high, and strong ties
with the community are called insiders if their relationship with consumption is
low and their ties with the community are weak; finally, if their relationship with
consumption is low and their ties with the community are strong, they are called
mings (Kozinets, 1999). Therefore, social competence is related to social media
usage (Bevan et al. 2014; Fox & Moreland, 2015).

Brandtzaegand Heim (2011) evaluated social medianetworks according to the users'
participation purpose and participation level. In his study where he classified user

nn

typologies, he created four different categories "sporadic", "lurkers", "socializers",
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"debaters" and "actives". Low-participation and information-seeking users were
classified as infrequent, low-participation, entertainment-seeking users, hidden
users, high-participation and information-seeking users, discussions, and, finally,
high-participation and entertainment-seeking users, socializers. There are many
examples in the literature in addition to these classifications or typologies. No
consensus has been reached between these classifications.

3. Hypothesis development
Figure 1 shows the proposed research model.

3.1. Conspicuous Consumption, Social Media Usage, and Social
Media Addiction

To effectively and efficiently analyze social media users, it is necessary to focus
on different utility determinants based on conspicuous consumption and social
media addiction. Many researchers have stated that hedonic consumption, social
competence, and the need for sharing are the main determinants of social media
usage and addiction. Conspicuous consumption components evaluated to measure
social media addiction are also estimated to affect social media usage. However,
the mediating role of social media usage with regard to conspicuous consumption
components and social media addiction played a key role in this study. Thus,
the research model measures social media usage and addiction. The factors in
the research model consisted of determinants that may affect users’ social media
addiction and usage. It is necessary to measure social media addiction using
conspicuous consumption dimensions of users and social media usage.

Hedonic
Consumption

The Need for
Sharing

Social
Media
Addiction

Social
Competence

Figure 1. Proposed Research Model
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Social media usage, which is used to examine social media addiction, was included
in the study to examine the motivations of users to maintain their addiction to
using social media tools. This study aimed to determine the effect of conspicuous
consumption levels of young people on social media addiction and social media
usage. The research model includes hedonic consumption, social competence, and
the need for sharing in the conspicuous consumption dimension.

H1. Hedonic consumption is positively related to social media addiction.
H2. The need for sharing is positively related to social media addiction.
H3. Social competence is positively related to social media addiction.
HA4. Hedonic consumption is positively related to social media usage.
H5. The need for sharing is positively related to social media usage.

HG6. Social competence is positively related to social media usage.

3.2. The Mediating Role of Social Media Usage

We evaluated conspicuous consumption in terms of hedonic consumption, social
competence, and need for sharing. The purpose of this model is to show the social
media usage level and social media addiction from three perspectives: hedonic
consumption, social competence, and the need for sharing. By examining the
effect of social media addiction and the other three dimensions, a model that
includes the mediating effect of social media use is presented.

In this study, three interactions with a single mediator variable were evaluated.
First, the mediating role of social media usage on hedonic consumption and
addiction was investigated. Second, the mediating role of social media usage on
social competence and addiction was investigated. Third, the mediating role of
social media usage on the relationship between need for sharing and social media
addiction was investigated. Based on these findings, the following hypotheses
were formulated:

H7: Social media usage mediates the relationship between hedonic consumption
and social media addiction.

HS8: Social media usage mediates the relationship between the need for sharing
and social media addiction.

HY: Social media usage mediates the relationship between social competence and
social media addiction.
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4. Methodolog
4.1. Sample and Data Collection

The research population consisted of all social media users, who were students
at a state university in Antalya. This study was conducted with 941 participants.
Table 1 shows the demographic characteristics of the participants, such as gender,
age, and department. The Ethical Committee approval for this research was
obtained by the Antalya AKEV University Scientific Research and Publication
Ethics Committee (Date: 28.12.2021, Issue: 1/5).

Table 1. Demographic of participants

Category Frequency (n) Percent (%)
Gender Female 321 50.4%
Male 316 49.6%
17-20 433 64.92%
Age 21-24 152 22.79%
25-28 24 3.59%
>29 58 %38.70
Maths 88 13.81%
Ve Tiend
Biology 47 7.38%
Space Science Technology 47 7.38%
Law 41 6.44%
Psychology 39 6.12%
Management Information 35 5.5%
Systems
Gastronomy and Culinary Arts 32 5,02%
Department Business Administration 29 4,56%
Justice 27 4,24%
Chemistry 24 3,77%
Radio, gf;:;on, and 19 2.98%
Tourist Guiding 19 2,98%
Civil Aviation Cabin Services 16 2.51%
Sociology 16 2,51%
Social Work 15 2,35%
Tourism Management 15 2,35%

Others 71 11,15%
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In Table 2, the most used social media tools and the purposes of using social
media tools are indicated. Multiple-answer marking was allowed for the question
regarding the participants' purposes for using social media tools.

Table 2. Usage Purposes of Social Media Tools

Category Frequency (n)

Instagram 363
Most used social media Twitter 151
tools Facebook 105
Others 88
Following the recent news 507
Socializing/having fun 433
Sharing photos/stories 401
Following the posts of 400

people
Getting professional 309

Social Media usage ) knowlédge )
purposes Keeping up with the times,

not staying behind popular 245

culture
Shopping 235
Following famous people 198
Following companies 166
Finding new friends 119
Playing games 110

4.2. Measures

A Likert-type scale was used in the questionnaire form. Data were collected using
face-to-face and online questionnaires. The questionnaire form (39 items in total)
consisted of four parts: demographic information, conspicuous consumption,
social media usage, and social media addiction.

A 5-point Likert scale (1 = strongly disagree to 5 = strongly agree) was used. The
three conspicuous consumption variables -hedonic consumption, need for sharing,
and social competence- were adapted from Otrar and Argin (2015) and Eastman et
al. (2019). The social media usage variable was adapted from the study by Usluel
et al. (2014). Social media addiction was adapted from Sahin and Yagc1 (2017).
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4.3. Results and Analysis
4.3.1. Scale Validation

In this study, exploratory factor analysis (EFA) was used for the factor structure,
and Cronbach’s alpha (o) was used for reliability. For the EFA, the KMO value
and Bartlett test were used by controlling with the varimax rotation method. The
sample size was considered to be sufficient (Krejcie & Morgan, 1970) for the
factor analysis because the KMO value was 0.793, the Bartlett sphericity test
result was o = 0.000, and the X2 value was 902,309. As a result of the EFA, the
explained variance of the scales was 71,331 (see Table 3). Cronbach’s alpha (o)
was used to assess the reliability. The reliability of the structures was tested after
factor analysis, and their a scores ranged between 0.665 and 0.931. A value of
0.60 or over 0.70 is generally accepted (Nunnally, 1978). However, if the HC4
item is deleted, the overall o score increases to 0.941 for hedonic consumption.
Based on the reliability analysis, it was determined that the data were appropriate
for analysis.

As seen in Table 3, it is seen that there is a three-dimensional structure that explains
71,331% of the total variance and the factor loadings of the items related to these
structures are at a good level.

The data on the correlation values between the subscales of the scales used in
this study are shown in Table 4. There is a positive, moderate, and significant
relationship between social media usage and social media addiction (r=.698,
p<0.1). While hedonic consumption weakly correlates with social media usage
(r=492, p<0.1), the need for sharing moderately correlates with social media
usage (r=.681, p<0.1), and social competence moderately correlates with social
media usage (r=.681, p<0.1). Furthermore, social media addiction was moderately
correlated with hedonic consumption, need for sharing, and social competence
(r=.549 and r=.679)

Table 3. Exploratory Factor Analysis Results

Variance Explained Cronbach’s

Construct Loading (in %) a
71.331 0.808
NS 30,024 0,931

I like to talk with my friends about the posts I

see on social media tools. 0.842
I like to comment on posts on social media 0.838
tools.

I like my posts to be liked by my friends. 0.825

I think that I can reach people with whom I
have the same interest with me through social 0.840
media tools.
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It makes me happy when my friends

0.755
comment on my posts.
I like to share texts, photos, videos, and
. . . 0.762
music on social media tools.
I am happy to spend time on social media
tools. 0.820
I like to be informed about the events 0.819
organized through social media tools.
SC 19,393 0,889
I want to be noticed by others through social
. 0.837
media tools.
I think I am not alone thanks to social media
0.778
tolos.
I can express my feelings more easily to my 0.839
friend through social media tools. ’
I think that my need for prestige is met 0.820
thanks to social media tools. ’
I think I gained a new personality thanks to
. . 0.803
social media tools.
HC 21,915 0,665
I would use social media tools just because it
has status
I am interested in new social media tools 0.905
with status 0.905
I would spend more time for a social media 0.910
tools if it had status -0.745
The status of a social media tools is irrelevant 0.874
to me (R)
Social media tools are valuable to me.
SMU 0.901
SMA 0.753

In addition, first- and second-order confirmatory factor analyses (CFA) were used
to determine whether the factor structure of the original form of the scale was
confirmed in the sample of this study. CFA is a validation method that is used,
especially in adapting measurement tools developed for different samples. It also
aims to examine the extent to which a predetermined or constructed structure
is verified using collected data. CFA, which was performed to validate the
previously developed scales using the data collected for this study, was used to
predict whether the variables would be based on the conspicuous consumption
variable. Many fit indices are used in the CFA to determine whether the model
is fit. Crowley and Fan (1997) and Cabrera-Nguyen (2010) suggested using
more than one fit index in the evaluation of model fit, as each fit index provides
information about a different aspect of model fit. For the DFA made in this
study, Chi-Square Goodness, GFI (Goodness of Fit Index), RMSEA (Root Mean
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Square Error of Approximation), CFI (Comparative Fit Index), NFI (Normed Fit
Index), and AGFI (Adjusted Goodness of Fit Index) fit indices were examined.
The acceptable fit value is 0.85 and the perfect fit value is 0.90 for AGFI indices
(Schermelleh-Engel & Moosbrugger, 2003). The acceptable fit value was 0.90,
and the perfect fit value is 0.95 for the GFI, CFI, and NFI indices (Bentler, 1980;
Baumgartner & Homburg, 1996; Marsh et al., 2006). For RMSEA, the acceptable
fit range is .05< RMSEA<.08. The perfect fit range is .00< RMSEA<.05 (Browne
& Cudeck, 1993). In this study, fit indices of need for sharing, social competence,
hedonic consumption, and conspicuous consumption variables were examined
using CFA. Data from the First-order CFA are shown in Figure 2.

o

Chi-Square=293.55, df=113, P-value=0.00000, RMSEA=0.069

Figure 2. The First-order CFA

As Figure 1 is examined, it was seen that the fit indices of conspicuous consumption
consisting of 18 items and three factors were significant (X?>= 293.55, df=113,
p=-000, X2/df=2.59). The fit index values were found as RMSEA=.069, NFI=.93,
NNFI= .95, CFI=.96, AGFI=.88, GFI=.91. When the fit indices results of this
structural model created in the first-order CFA analysis are examined, it can be
said that the X*/df (2.59) value is in the acceptable range. Also, it can be said that
NNFI and CFI values are perfect, and RMSEA, NFI, AGFI, and GFI values are
acceptable (Bentler, 1980; Browne & Cudeck, 1993; Baumgartner & Homburg,
1996; Schermelleh-Engel & Moosbrugger, 2003; Marsh et al., 2006).

In addition, t values between factors and items were examined. Joreskog and
Sorbom (1996) state that the absence of a red arrow related to t values is significant
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at the .05 level for all items. In this study, all items were found to be significant at
the .05 level in terms of t values.

Meydan and Sesen (2011) state that second-order multi-factor models of
multidimensional scales should also be tested. Therefore, the second-order CFA
results related to the research model are shown in Figure 3.
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Chi-Square=344.27, df=130, P-value=0.00000, RMSEA=0.070

Figure 3. The Second-order CFA

As Figure 2 is examined, it was seen that the second-order CFA fit indices of
conspicuous consumption consisted of 9 items and three factors, and one main
factor was significant (X*>= 344.27, df=130, p=.000, X?/df=2.64). When the fit
indices results of this structural model created in the second-order CFA analysis
are examined, it can be said that the X?/df (2.64) value is in the acceptable range.
The fit indices values were found as RMSEA=.070, NFI=.93, NNFI=.95, CFI=.96,
AGFI=.87, GFI=.90. When the fit indices results of this structural model created
in the second-order CFA analysis are examined, it can be said that the X*/df (2.64)
value is in the acceptable range. Also, it can be said that NNFI and CFI values are
perfect, and RMSEA, NFI, AGFI, and GFI values are acceptable (Bentler, 1980;
Browne & Cudeck, 1993; Baumgartner & Homburg, 1996; Schermelleh-Engel &
Moosbrugger, 2003; Marsh et al., 2006).
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Table 4. Results for Composite Reliability and Construct Validity Tests

Reliability Check Convergent Validity Check
CR AVE
NS 0,939 0,661
SC 0,908 0,665
HC 0,869 0,757

The construct reliability for each construct exceeded the recommended 0.70 level,
and the average variance extracted (AVE) values for each construct exceeded
0.50 (Hair et al., 2010) (see table 4). Also, discriminant validity presents that a
construct is unique in measuring a construct in such a way it cannot capture by
another construct (Hair et al., 2017). Discriminant validity of the model constructs
is given in Table 5.

Table 5. Discriminant Validity Check

Constructs SMU SMA HC NS SC
SMU 1
SMA 550%%* 1
HC 341%* A468%* 1
NS .580%* .339%* 105%* 1
SC 544+ 568%* 430%* A414%* 1

Notes: SMU=social media usage; SMA=social media addiction; HC=hedonic consumption; NS=the
need for sharing; SC=social competence. N = 637. **p<.01.

4.3.2. Testing Hypothesis

The mediation model is shown in Figure 3. This model of mediation in Figure
4 shows a direct effect between (XY) and an indirect effect between (XMY)
(Baron & Kenny, 1986). Indication of two variables with a single arrow indicates
a direct effect, and an indirect effect indicates that there is at least one intermediate
variable (M). Therefore, a mediation effect is created when a third variable is
included between the other two related variables (Hair, 1995).

M (Social Media
Usage)

X (Conspicuous Y (Social Media
Consumption) Addiction)

A 4

Figure 4. Mediating Model
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Baron and Kenny’s (1986) approach has been used to test the mediation effect
of social media usage. So, the hierarchical regression analysis has been used.
For the mediation hypothesis to be accepted, the independent variable must be
related to the mediator variable as well as the dependent variable. Table 6 gives
the regression analysis testing the mediating effect of social media usage.

Model 1 examines the effects of hedonic consumption, the need for sharing, and
social competence variables on social media addiction. According to the results of
Model 2, it is understood that social media usage, which is the mediator variable
of hedonic consumption, need for sharing, and social competence, has been
statistically significant. Moreover, when the use of social media is added to the
hedonic consumption variable in Model 3, it is seen that social media addiction is
a significant variable.

Table 6. Results of Hierarchical Regression Analyses

Modell (SMA) (B) Model2 (SMU) (B) Model3 (SMA) (B)

IV: HC 0,468 0,341 0317
MV: SMU - - 0,442
R? 0,219 0,116 0,392
Adjusted R? 0217 0,114 0,388
AR? ] ; 0,392

AF 95,083 44,617 108,862
IV: NS 0,298 0,506 0,029
MV: SMU - - 0,533
R? 0,089 0,256 0,303
Adjusted R? 0,086 0,254 0,299
AR? ] ; 0,303

AF 33,158 116,501 73,614
IV: SC 0,568 0,544 0,382
MV: SMU - - 0,342
R? 0,323 0,296 0,406
Adjusted R? 0,321 0,294 0,402
AR? - - 0,406

AF 161,748 142,500 115,320

Notes: N = 637. IV=independent variable; MV=mediation variable; SMU=social media usage;
SMA=social media addiction.
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Consistent with H1, H2, and H3, Model 1 shows that hedonic consumption has
positively related to social media addiction (= 0.468, p <0.001) which supports
H1, the need for sharing has positively related to social media addiction (f =0.298,
p <0.001) which supports H2, social competence has positively related to social
media addiction (B = 0.568, p <0.001), which supports H3. Consistent with H4,
HS5, and H6, Model 2 shows that hedonic consumption has positively related to
social media usage (B= 0.288, p <0.001) which supports H4, the need for sharing
has positively related to social media usage (= 0.311, p <0.001), which supports
HS5, social competence has positively related to social media usage (B = 0.190,
p <0.001), which supports H6. These results suggest that hedonic consumption,
the need for sharing, and social competence are positively related to social media
usage and social media addiction. So, H1, H2, H3, H4, HS, and H6 are accepted.

Sobel test values have been shown in Table 6. Consistent with H7, HS, and
H9, Model 3 shows that social media usage partially mediates the relationship
between hedonic consumption and social media addiction (f = 0.317, p <0.001)
which supports H7. Furthermore, social media usage also partially mediates the
relationship between social competence and social media addiction (f = 0.382,
p <0.001) which supports H9. However, social media usage fully mediates the
relationship between the need for sharing and social media addiction ( = 0.029,
p <0.001) which supports HS. These results show that the H7 and H9 hypotheses
are partially accepted, and H8 is fully accepted.

Table 7. Sobel Test

Sobel Test p-value
HC — SMU — SMA 5.091 0.000
NS — SMU — SMA 4.637 0.000
SC — SMU — SMA 3.227 0.000

Notes: SMU=social media usage; SMA=social media addiction; HC=hedonic consumption; NS=the

need for sharing; SC=social competence.

Furthermore, the Sobel test was also applied to determine whether the difference
between the regression weights was significant (see Table 7). It was concluded
that social media use has a mediating effect between hedonic consumption and
social media addiction. The value of the test performed to determine the mediation
effect was found to be z=5.091 and p=.000. Therefore, the effect of hedonic
consumption on social media addiction shows that the mediating effect of social
media use is important. Hence, H7 is accepted. It has been concluded that the use
of social media has a mediating effect between the need for sharing and social
media addiction. The value of the test performed to determine the mediation
effect was found to be z=4.637 and p=.000. Therefore, the effect of sharing needs
on social media addiction shows that the mediating effect of social media use is
important. Hence, H8 is accepted. It was concluded that social media use has a
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mediating effect between social competence and social media addiction. The test
value to determine the mediation effect was found to be z=4.637 and p=.000.
Therefore, the effect of social competence on social media addiction shows that
the mediating effect of social media use is significant. Hence, H9 is accepted.

5. Discussion

Economic, social, and technological advances have brought about many
innovations and changed the definitions of the consumption concept. Consumption
has emerged as meeting people’s needs for goods and services produced at a
certain price. Over the years, the meanings attributed to consumption have also
varied; it has turned into a concept realized by individuals not only to meet needs,
but also to have a place in society and the desire to have status. Veblen stated
that conspicuous consumption is an important factor in determining consumer
behavior for all classes, not for a particular class. Conspicuous consumption
appears to be a way to show the reputation and status we have in society. In an
age where hedonistic understanding is constantly imposed on minds with changes
in the world, consumption is now the duty of the individual. Individuals need
to gain admiration feeds conspicuous consumption. With the development of
communication technologies, social networks have become indispensable to
consumption trends and conspicuous consumption.

Today, different social media tools have emerged with purposes such as
socializing, sharing videos or photos, realizing business goals, expressing
thoughts, and following the agenda. Today, social media causes the emergence
of ideas that affect consumption trends. The fact that people now share almost
every development about them on social media tools has provided easy access
to any information about other users, and this information has started to be used
for political and commercial purposes. In this study, Instagram, which is the most
used social media tool by the participants, stands out with the opportunity to share
photos/stories and socialize. Individuals can instantly share the places they visit,
their social environments, and what they eat, and they have the opportunity to
exhibit their most beautiful forms on social media with various filters. So, social
media tools also provide status under conspicuous consumption.

Instagram and Facebook provided finding friends, sharing photos, videos, and
updating status. Also, the concept of "like" has become an expression of popular
and consumer culture by offering the feature of "like" to Instagram and Facebook
users. Founded as a photo editing and sharing application, Instagram continued to
grow after being bought by Facebook and became one of the most used tools in
the world. The platform, which is preferred with its filter options in photo sharing,
has added a different dimension to social networks with its stories feature,
allowing users to instantly share their content. Therefore, the fact that conspicuous
consumption is not experienced when no one sees it as an expression of today's
situation is reinforced by the story-sharing of Instagram.

Competitive personality in the 3M model emphasizes the pursuit of social prestige
and encourages conspicuous consumption (Mowen, 2000; Mowen, 2004). So,
hedonic consumption is based on the need to gain status and social prestige. It
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is possible to associate the details that come to the fore in different meanings
ascribed to consumption beyond purchasing products or services with the desire
of individuals to gain social status. The content shared through social media tools
also benefits from the status provided by the product or service it consumes.
Conspicuous consumption based on social media can be associated with the
socialization and sharing needs of university students who constitute the sample
of the study and their desire to gain status.

The fact that the emotional and psychological dimensions of the consumption
phenomenon come to the fore, reveals the cultural dimension of consumption
in terms of individuals positioning themselves according to this phenomenon in
the social structure they live in, which has turned into a means of pleasure and
satisfaction, determining their lifestyle, and ensuring intercultural interaction.
Hedonic consumption, which is considered one of the elements of conspicuous
consumption with the development of new media technologies and becoming a
lifestyle, the need for sharing and social competence phenomena in social media
take their place as reflections of consumption culture. In this direction, it’s seen
that social media addiction and social media use, which constitute the hypotheses
of the study, are positively related to hedonic consumption, need for sharing, and
social media.

This study mainly focused on hedonic consumption, the need for sharing, and social
competence, examining social media usage and social media addiction. While
trying to draw attention to social media addiction, these issues have been tried to
be evaluated both by the individual and the society and argued that it is necessary
to evaluate it based on the consumption culture and conspicuous consumption.
This study presents a model examining the mediating role of social media usage
between HC, NS, SC, and social media addiction. Regression analysis supports
hypothesized effects between HC, NS, SC, SMU, and SMA. According to the
results obtained, it was determined that conspicuous consumption factors (HC,
NS, and SC) affect SMA through SMU. HC, NS, and SC are positively associated
with SMU and SMA. SMU partially mediates the relationship between HC/SC
and SMA. However, SMU fully mediates the relationship between NS and SMA.

Social networks enable the continuation of relations with others without being tied
to physical space. It can be said that individuals who need SC isolate themselves
from social media tools. More time can be spent on social media for reasons such
as coping with loneliness, being appreciated, and freedom of expression. SMU has
turned into a shelter when individuals feel unhappy, a tool to satisfy the feeling
of freedom, and a situation that is effective enough to prefer socialization in the
digital environment to real life.

6. Theoretical and Practical Implications

This study makes several important theoretical implications to the current literature.
First, the relationship of HC, the need for sharing, and SC factors with social
media usage brings a different perspective to social media studies. The current
research demonstrates that SMU by young people is related to achieving status,
meeting needs, and competencies rather than usual consumption. When evaluated
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from this point of view, it enriches the literature on SMU. Second, the findings
also expand the literature on SMA. Also, this study reveals a system in which
social media usage mediates the relationships between conspicuous consumption
and SMA. Moreover, considering that social media is more effective for young
users, it also reveals the expectations of young people from social media tools.
Results show that the HC and SC dimensions of SMU mediate partially on SMA
but fully mediate with the need for sharing. These results fill the gap in previous
research.

Also, this study provides important implications for business and social media
managers. First, the findings show that those who value conspicuous consumption
are more prone to social media addiction. Therefore, practitioners can address the
points where individuals emphasize conspicuous consumption for greater SMU.
Second, practitioners need to be aware of the different consumption dimensions
regarding the use of social media tools that appeal to a wide target audience. It
is necessary to be aware that social media users should serve different roles and
benefit levels rather than only providing goods and services.

7. Limitations and Future Research

In addition to the contributions of the study, this study has some limitations.
First, the research suggests the mediating effect of social media addiction with
conspicuous consumption and social media usage. The study can be developed
by considering different consumption and utility dimensions. Second, empirical
studies can be conducted by examining in more detail the roles of social media
usage by individuals with different characteristics in the future. Third, since the
research is a quantitative study, the resulting results are expected to lead to the
development of prospective research questions.

This study offers considerations for future research. Researchers who think to
work on this subject can work on Baudrillard's new and entertaining concepts
of "gadget" and "replica" and "kitsch" in the sense of imitation additionally,
introduced within the scope of conspicuous consumption (Baudrillard, 2020). Also,
it is recommended to carry out more comprehensive and detailed studies in the
future that include issues such as intercultural and intergenerational differences in
conspicuous consumption, consumer behaviour and values, consumption trends,
and lifestyle.

8. Conclusion

This study is one of the first to assess higher education students from different
perspectives by investigating how social media use affects social media addiction
through the dimension of conspicuous consumption. Findings show that social
media usage is associated with conspicuous consumption dimensions among
young people. The results revealed how young people's use of social media
works and how social media usage triggers conspicuous consumption and social
media addiction. Besides, as mentioned in the limitations of this research aims to
encourage academics to apply interdisciplinary research approaches to explore the
basis of young people's use of social media tools.
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ABSTRACT

Consumers are showing a growing awareness of the environmental impact of their
consumption choices, and in response to this trend, firms are increasingly including
environmentally friendly options in their product portfolios. To develop marketing
strategies that drive demand for these products, it is important for firms to know exactly
who their environmentally conscious customers are and how the profile of environmentally
conscious consumers is evolving. This study uses actual household-level purchase data in
the laundry detergent category, collected in 2013 and 2018 from approximately 55,000
households in the United States, to examine the demographic characteristics that predict
preference for environmentally friendly products and, in particular, how this profile
changes over time. Using regression analysis, the effects of the demographic variables
of age, education, and income on preference for green product options are examined. The
results show that younger and better educated households in high income brackets tend to
prefer green products. In terms of dynamics, the results suggest a widening of the age gap
in green consumption, with younger consumers increasingly switching to green options,
while middle-aged and older groups appear to be reluctant to adopt green products. The
theoretical and managerial implications of these findings are discussed.
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YESIL TUKETICIiLERIN DINAMIK PROFILi

0z

Tiiketim tercihlerinin cevresel etkileri konusunda farkindaligin artmasiyla firmalar
iiriin portfoylerine ¢evre dostu segenekleri giderek daha fazla dahil etmektedir. Cevre
dostu iiriinlere talebi arttiracak pazarlama stratejileri gelistirmek i¢in, firmalarin yesil
tiketicilerin kim oldugunu ve yesil tiiketici profilinin zaman i¢inde nasil degistigini iyi
anlamas1 dnemlidir. Bu calisma, ¢evre dostu tiriinlere yonelik tercihi belirleyen hanehalki
ozelliklerini ve bu profilin zaman i¢indeki degisimini 2013 ve 2018 yillarina ait gergek
hane diizeyinde satin alma verileri kullanarak incelemektedir. Sonuglar, yiiksek gelirli,
geng ve egitimli hanelerin yesil iiriinleri tercih etme olasiliginin daha yiiksek oldugunu
vurgulamaktadir. Tercihlerde zaman iginde goriilen degisim, geng tiiketicilerin giderek
daha fazla cevre dostu secenekleri benimsemesiyle yesil tiiketimde yas farkinin
genisledigini ve 45 yasin lzerindeki tiiketicilerin yesil iiriin benimseme konusundaki
isteksizliklerinin kirtlamadigimi géstermektedir. Sonug boliimiinde bu bulgularin teorik ve
yonetsel ¢ikarimlar tartigilmaktadir.

Anahtar Kelimeler: Yesil pazarlama, ¢evre dostu iriinler, gézlemsel veri, panel veri
yontemleri, ampirik yontemler



A Dynamic Profile of Green Consumers 281

1. Introduction

Some of the most important environmental issues currently facing the world,
such as global warming, plastic pollution, deforestation, food and water scarcity,
are directly affected by our consumption choices. For example, it is estimated
that greenhouse gas emissions, which play a major role in global warming, can
be reduced by 70% by changing our consumption habits (White et al., 2019a).
In many product categories, demand for sustainable consumption options is
increasing in parallel with awareness of these important environmental threats.
Surveys in the U.S. suggest that 87% of customers have some awareness of the
environmental impacts of their consumption choices and are willing to purchase
green products (Lai et al., 2010). According to the Natural Marketing Institute, the
market for green products grew to $845 million in 2015, and recent surveys show
that brands with sustainability claims are growing twice as fast as the average in
their respective categories. It is important that policymakers support this trend
and that companies develop product and marketing strategies that facilitate the
transition to green consumption.

Effective management of these efforts requires a good understanding of the current
green consumer profile and how it is evolving. This knowledge is important both
to drive demand among existing customers and to identify segments that are not
currently choosing green options and should be targeted in customer acquisition
efforts. With this perspective, the current study uses actual purchase data from the
laundry detergent category to lay out the dynamics of the demographic profile of
green consumers.

Previous research has examined the demographic characteristics that define
environmentally conscious shoppers (Jansson et al., 2010; Royne et al. 2011
Thegersen & Zhou 2012, Muenzel et al., 2019). However, as meta-analyses by
Zhuang et al. (2021) and Zaremohzzabieh et al. (2021) show, these studies rely on
surveys, and use data collected at a single point in time. This paper differs from
the existing literature in two key ways. First, it provides results from real purchase
data, which can more truthfully reflect actual consumer preferences compared to
surveys. This point may be particularly important in the current context, given
that an " attitude-behavior gap" is often observed in topics related to sustainability
(White et al., 2019b, Zaremohzzabieh et al., 2021). Second, rather than taking
a static perspective, the analysis makes use of the time dimension of the data to
focus on dynamic changes in the profile of green consumers, considering a range
of demographic characteristics such as age, household size, education, and income.

The empirical setting for the study is the laundry detergent category. The market
for laundry detergents is large globally, estimated by Research and Markets (2021)
to be worth more than $61 billion as of 2020. Approximately 90 million tonnes of
laundry detergent are consumed annually worldwide. Among the countries with
the highest per capita consumption of detergents (as of 2019), Turkey ranks first
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with 37 kg per person, and the United States, where the data used in this study
come from, ranks third, with 30 kg per person. (Indexbox, 2021). Because of this
high consumption, large quantities of detergents and their byproducts are released
into the environment every day (Warne & Schitko, 1999). Since conventional
detergents can contain significant amounts of environmentally harmful substances
such as TDS, chlorides, sulphate, carbonate, and bicarbonate, the use of detergents
is generally associated with major ecological problems including water and soil
pollution. (Goel and Kaur, 2012; Golsteijn et al., 2015). Consequently, there
are numerous studies analyzing green product attitudes in the laundry detergent
category (e.g., Roozen, 1997; Kruschwitz et al., 2014; Isa et al., 2017).

The data used in this study come from the Nielsen Homescan panel, which tracks
the purchases of a large, representative sample of 50000 to 60000 US households
on an annual basis. In addition to the purchase history of these households over
the course of the year, data on household demographic characteristics is also
provided for each panel year. Another important advantage of the data is that
it has a temporal dimension, which allows us to compare purchase decisions in
2013 with those in 2018. This allows an analysis of how the impact of household
characteristics predicting green consumption has evolved over the intervening
five years, in a long-term perspective.

A combination of methods is used to identify the eco-friendly detergent brands,
including word matching as well as a review of online customer recommendation
platforms and the brands' websites. The share of eco-friendly purchases is calculated
as the ratio of the combined share of these brands within the household's total
detergent purchases over the year. Regression analysis is employed to examine how
this share is predicted by household demographic variables. The regression model
controls for market and year fixed effects to account for unobserved variation in
supply variables such as distribution, price, promotion, and advertising.

The results confirm survey findings from previous literature that age, education,
and income are important predictors of green consumption. In general, younger,
more educated, and higher income households are more likely to choose green
products. Being under 40 years old and belonging to the highest income quintile
significantly increases the proportion of green purchases.

In terms of dynamics, estimates suggest that the increase in green consumption
from 2013 to 2018 is entirely attributable to younger populations. Individuals
over the age of 40 show no change in the likelihood of choosing green products
over time. These estimates suggest significant age differences in green product
adoption - a finding that policymakers and companies adopting green policies
should consider.

The remainder of this article is organized as follows. The next section reviews the
relevant literature on green marketing. In the following section, we describe the
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data used in the study. The next section presents the empirical approach, followed
by the Results section. The Conclusion section provides an overview of the
study’s findings and discusses the implications.

2. Literature Review

Green product marketing is a growing area of research. Chamorro et al. (2009)
examine a database of 112 articles on green product marketing and classify these
articles by topic and method of analysis. They find that about a quarter of these
articles take a theoretical approach, while the rest of the studies are empirical. Of
the empirical papers, about two-thirds use survey data, while the rest use other
primary data collection techniques such as laboratory experiments and personal
interviews. Review of the literature confirms that most existing studies in this area
rely on surveys rather than observational data and generally lack a time dimension
that would allow for temporal comparisons (Leonidou and Leonidous, 2009;
Zhuang et al., 2021; Zaremohzzabieh et al., 2021).

In general, previous findings emphasize the role of environmental awareness in
customer attitudes toward green products. Psychologically, attitudes toward green
purchases are determined by ecological knowledge (Chan, 2001). Cheah et al.
(2011), using the results of a survey of 600 students at a large Australian college,
find that knowledge of environmental hazards increases consumer interest in
green products. Albayrak et al. (2013) study opting out of paper invoices as an
indication of consumers' pro-environmental attitudes and highlight concern for the
environment as a determinant of environmentally sensitive consumer behavior. In
a laboratory study conducted with 312 Norwegian consumers, Koenig-Lewis et al.
(2014) find that purchase intention for environmentally harmful products decreases
significantly with concern for the environment. Jansson et al. (2011) show that
adopters of alternative fuel vehicles have a high awareness of the consequences of
fuel consumption. In a face-to-face survey of 696 consumers, Sandra et al. (2021)
find that consumers who are more concerned about the environment have a higher
appreciation for green textile products.

The research also points to certain psychographic characteristics as potential
correlates of green product preference. Based on a survey of 3264 respondents,
Shrum et al. (1995) describe the green consumer as a cautious buyer, an opinion
leader, and skeptical of advertising. In parallel, Ng (2013) finds that brand
credibility influences whether customers believe brands' "green" claims. Straughan
and Roberts (1999) and Akehurst et al. (2012) emphasize "perceived consumer
effectiveness" and altruism as correlates of environmentally conscious consumer
behavior.

Studies show that consumers are generally willing to pay a higher price for
environmentally friendly products (Morone et al., 2021; Notaro et al., 2022; Ruf
et al, 2022). At the same time, the high cost of many environmentally friendly
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alternatives is a barrier to their adoption (Sandra and Alessandro, 2021 Flores and
Jansson, 2022). In this context, Thegersen & Zhou (2012) found that proponents of
green products tend to have higher incomes. Among other demographic variables,
schooling has been shown to have a significant impact on the adoption of green
innovations (Jansson et al., 2010). There is also evidence that education level has
a significant impact on the adoption of alternative fuel vehicles (Jansson et al.,
2011) and car sharing ( Miinzel et al., 2019). Laroche et al. (2001) find that this
consumer segment tends to be female, married, and with at least one child in the
household.

The current study extends the strand of survey-based literature on the green
consumer profile by focusing on the evolution of these demographic effects using
household purchase data.

3. Data

The empirical analysis in this article draws on household-level detergent purchase
data recorded in the AC Nielsen Homescan consumer panel for the years 2013
and 2018. Access to this data is provided to academic researchers through an
agreement with the Kilts Center for Marketing at the University of Chicago Booth
School of Business.?

Table 1. List of Eco-friendly Detergent Brands in the Data Sample

All Nature's Discovery Ecos Mountain Green
Baby Ganics Ecover Mrs Meyers
Berkley Green Four Nuts by Nature Natural Products
Bio Pac Global Balance Nature Clean
Bi-o-Kleen Good Natured Nature's Miracle
Clorox Green Works Grab Green Nature's Power
Common Good Grab Green Nature's Sunrise
Earth Friendly Green Mark Phurity Green
Earthrite Green Shield Planet
Earth's Best Green Works Rebel Green
Eco Cool If you care Rock in Green
Eco Max Life Tree Seventh Generation
Eco Path Live for Tomorrow Simple Green
Eco Store Method The Honest CO.

Data include a panel of 40,000-60,000 U.S. households for each year. The panel
households provide Nielsen with information on their household characteristics

2 Academic users from all countries can access these data by paying an annual subscription fee. Detailed infor-
mation about the datasets can be found at https://www.chicagobooth.edu/research/kilts/datasets.
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such as place of residence, household size, income level, age, education level, and
occupation of the household head, together with the household's shopping history
for throughout the year. All U.S. states and all major markets are included in the
Homescan data. Households come from a variety of geographic regions and cover
all demographic profiles.

For each purchase, Nielsen records the product and brand name, but does not
provide information about the product's ingredients or whether the product is
labeled as environmentally friendly. The following procedure is used to identify
the environmentally friendly detergent brands:

1) Brand names are reviewed for indications of environmental friendliness. Any
brand name that contains the following words (or equivalent acronym) is
classified as eco-friendly: "organic", "ecological", "earth", "green", "nature",
"planet".

2) Customer review blogs and websites are searched to identify brands endorsed
as "eco-friendly" by consumers. Additional brands identified in this manner
include "Baby Ganics", "Common Good", "If you care," "Life Tree," "Live for
Tomorrow," "Method," "Mrs Meyers," "Seventh Generation," and "the Honest
co."

3) For each brand identified as above, the brand website is reviewed to verify that
the brand has an environmental claim.’

Table 2. Summary Statistics

2013 2018
$ share of eco-friendly purchases (069110500) (%9122378)
Young (Age younger than 40) (8333) (8238)
Univ. graduate (8232) (8233)
Yearly income (in 10003) é;g) (g;;g)
Household size 5;2?) (?‘3‘;(1))

No. obs. 56606 55580

3 For example, the "Seventh Generation" brand makes the following statement on its website: "We have been
on a mission to create a more healthy, sustainable, and equitable world for the generations to come." In
another example, the brand "Mrs. Meyers" describes its products as follows: "Made with plant-derived ing-
redients, essential oils and other thoughtfully formulated ingredients, our products work hard against dirt and
grime, but they're absolutely delightful to use," and also mentions the "cruelty-free" chemical formula of their
products and "recyclable packaging that uses less pumps and caps" to back up their claim.
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This procedure identifies 42 eco-friendly brands, which are listed in Table 1.
Together, these brands account for 1.50% of household detergent purchases in
2013. This share increases to 2.38% in 2018 (Table 2). Table 2 also provides
summary statistics on the demographic characteristics of households in the
Nielsen Homescan panel for the two panel years. The 2013 panel includes 56606
household-year-level observations, and the 2018 panel year includes 55580
household-year-level observations. The demographic variables that characterize
households have similar means and standard deviations in the two panel years,
suggesting a similar distribution.

4. Empirical Model

The main objective of this study is to investigate (i)how household demographic
characteristics affect the likelihood of preferring environmentally friendly
products and (ii) how the effects of these characteristics change over time. To this
end, we estimate a flexible regression model that takes the following form:

eco_sharep, = Li—; Bycyoungy: + Yi-1 Bichhsizey, + Xi-; Biincomey, +

E§=1 Bereducy + B I(t = 2) + Bryny + &ne N

The dependent variable in this model is and it represents the dollar share of eco-
friendly options in household /4’s yearly detergent purchases in panel year ¢. Data
includes two time periods, with =1 if year is 2013, and =2 if year is 2018.

The model focuses on the effects of key demographic variables that include age,
household size, income level, and education. Age is represented by the dummy
variable young, which takes the value 1 for households in which either household
head (male or female) is under 40 years old. The variable denotes the number
of members that household /4 contains, and income denotes the household’s total
yearly income. The effect of education is accounted for by the dummy variable
educ, which indicates whether either household head has a university degree.

The effects of these variables are allowed to take different values for the two panel
years (=1 and =2). For example, can be opened up as , where is the coefficient
for the variable for /=1, and is the coefficient for the same variable five years later,
at =2. The difference between the respective coefficients would indicate how
the effect of the respective variable has changed over time. For example, if and
both estimates have a positive sign, this would indicate that younger households
have become increasingly more likely to prefer ecological products over time
compared to older households.

The model includes the dummy variable which takes the value 1 for observations
from the 2018 panel year. The coefficient on this variable, , measures the average
increase in preference for green products over time due to other factors not
accounted for in the model.
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To control for differences in the market characteristics from which households in
the sample are drawn, the equation includes a market fixed effect , where m(#) is
household #’s city of residence. These fixed effects can account for differences
in relative prices, product availability and marketing activity across markets. In a
more stringent specification, we allow these market fixed effects to vary by year,
in which case the fixed effect is written as . In this form, the model compares the
probability of choosing green products between households in the same panel year
who reside in the same market. The final term in the equation, is the regression
error term that accounts for household and year level deviations in the purchase
share of ecological products from the mean value suggested by the explanatory
variables.

Equation 1 is estimated using ordinary least squares (OLS), as recommended
by Angrist and Pischke (2009, p. 102) for limited dependent models where the
dependent variable is a probability or a share value. We also provide robustness
checks of the main results using a logit and probit specification.

5. Results
Pooled results

This section reports the average effects of the demographic variables, pooling
panel years and ignoring temporal differences in impact. The results are presented
in Table 3. The dependent variable in these regressions is the share of ecological
purchases over the year. Column 1 contains the OLS results. The results of the
logit and probit models, which suggest similar effects, are reported as robustness
checks in columns 2 and 3.

Overall, preference for environmentally friendly products increases with education
and income. Holding the other variables constant, a university degree increases
the proportion of environmentally friendly purchases by 0.96%, and an income
above the median increases this proportion by 0.44%. Considering that the average
proportion of green purchases among households ranges from 1.50% to 2.38%,
these variables are important predictors of the likelihood of green consumption.

Older households (captured by age of household head) are less likely to use green
products. For each increasing age group indicated on the x-axis of Figure 1, the
linear formulation predicts a 0.53% decrease in the share of green consumption.

Household size has a negative impact on the probability of choosing green products.
For each additional household member, the probability that the household chooses
a green detergent decreases by 0.3%. It should be noted that this decrease occurs
after controlling for income level, making this estimate independent of variations
in household purchasing power. Finally, the estimated coefficient for the 2018
dummy, which indicates the baseline change in green consumption preference,
shows an overall increasing trend.
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Year-by-year effects

Table 4 reports year-by-year estimates of the effects of the demographic variables,
based on Equation 1. Column 1 controls for market fixed effects. Column 2 includes
more stringent, year-interacted market fixed effects that allow marketing variables
related to price, distribution, advertising, and promotion to change by market year.
The two specifications provide very similar estimates for all demographic effects
considered. The following discussion focuses on the estimates from the more
conservative second specification.

Table 3. Pooled Estimates

@ ) 3)

OLS Logit Probit

Univ. eraduate 0.00964° 0421 0.195™
-8 (0.000721) (0.0312) (0.0142)
Income above median 0.00439"* 0.286™ 0.132"
(0.000736) (0.0301) (0.0140)
Ave -0.00530™ 0.176™ -0.0843™
g (0.000200) (0.00711) (0.00346)
Household size -0.00300™" -0.0259" 0.0118"
(0.000286) (0.0110) (0.00523)

- 0.00141°" 0.0608"* 0.0286™
I(year=2018) (0.000162) (0.00659) (0.00308)
No. obs. 112186 112186 112186
(Pseudo) R 0.0138 0.0384 0.0386

Coefficient estimates from OLS, Logit and Probit models. Models include market fixed effects. The
R? value for the OLS model and Pseudo R? values for the logit and probit models are provided at the

bottom row. Standard errors indicated in parentheses. * p<0.10, ** p<0.05, *** p<0.01

Comparing the change in coefficient estimates from 2013 to 2018, the positive
effect of education on green consumption appears to have strengthened over time.
A college degree increases the likelihood of buying green products by 0.90% in
2013, and the effect increases by about one-tenth, to 1.0% in 2018. Note that the
time differences in the effects for education and all other demographic variables
are statistically significant at all levels.

There is also an increase in the income effect, and in terms of magnitude this
increase is much more significant compared to the increase in the effect of
education. In the previous panel year, an income level above the median would
predict the share of green purchases to be higher by 0.22%. Five years later, this
effect is estimated to be 0.59%, about three times larger.



A Dynamic Profile of Green Consumers 289

The gap between younger and older generations in the likelihood of consuming
green products also appears to have widened over time. In 2013, each step into
an older age group represents an average 0.37% decrease in the share of green
consumption preference. In 2018, the average difference between successive age
groups is 0.66%, almost twice as large.

The same pattern is observed for household size. Based on 2013 data, one
additional household member results in a 0.2% decrease in the likelihood of green
consumption. In 2018, this effect doubles, reaching a magnitude of 0.38%.

Table 4. Year-by-year Effects

1 @
$ share of eco-friendly $ share of eco-friendly
University graduate
0.00925™" 0.00899"
2013 (0.00102) (0.00102)
0.0101™ 0.0101™
2018 (0.00102) (0.00102)
Income above median
0.00272"" 0.00215™
2013 (0.00104) (0.00105)
0.00612" 0.00586""
2018 (0.00104) (0.00104)
Age
2013 -0.00378™" -0.00373™"
(0.000299) (0.000299)
2018 -0.00654 -0.00661
(0.000270) (0.000271)
Household size
2013 -0.00203 -0.00196
(0.000411) (0.000411)
2018 -0.00390™" -0.00382™"
(0.000398) (0.000398)
_ 0.00591™
I(year=2008) (0.000770)
No. obs. 112186 112186
R? 0.0143 0.0167

Coefficient estimates from OLS models. Column 1 includes market fixed effects and Column 2
includes market-year fixed effects. Standard errors indicated in parentheses. * p<0.10, ** p<0.05,
skskok

p<0.01
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An alternative model specification shows the year-by-year effects in a more
flexible way by allowing the effects to vary for different levels of the demographic
variables. Figure 1 shows the coefficient estimates of this model, in which age
effects are allowed to vary by group. Overall, the curve representing 2018
purchases is higher than the 2013 curve, indicating an overall higher propensity to
consume green products. Both curves are generally downward sloping, confirming
the linear model result that green product preference is higher among younger
age groups. A new finding from this model is that the rate of increase in green
consumption is not the same across different age brackets. The gap between the
youngest and oldest groups is about 2% in 2013 and increases to 4% by 2018. This
reflects the fact that green preference is increasing among those under 45, while
no significant change is observed among older generations; the 2013 and 2018
coefficient estimates are essentially identical for the latter group. Thus, the overall
increase in green preference from 2013 to 2018 appears to be entirely attributable
to younger populations.
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Figure 1. Share of Eco-friendly Purchases by Age

The income graph in Figure 2 shows that in 2013, only the richest households
from the top quintile purchased green products. For the lower quintiles, the share
of green purchases is not significantly different from zero. As of 2018, green
consumption increases for all income groups, albeit at different rates. While the
curve for 2013 is flat between the first- and fourth-income quintiles, the curve
for 2018 shows an increasing pattern, suggesting that green product adoption has
increased more in the higher income groups.

Finally, we examine time trends in education effects. Auniversity degree is expected
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to increase the share of green purchases by 3% in 2018, and a postgraduate degree
is expected to increase this share by one-third to 4%. The estimates indicate a
parallel upward shift between panel years, suggesting similar rates of increase in
green purchases at all levels of education.
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6. Discussion of Findings

Overall, the analyses suggest a positive effect of income and education on pro-
environmental consumption. These results, based on actual household purchase
histories, support earlier survey-based findings. For example, the positive
effect of income on green product adoption confirms the findings of Thegersen
& Zhou (2012), who found a positive relationship between income and green
product preference among Chinese consumers. The finding that preference for
environmentally friendly products increases with education level is consistent
with survey-based findings of Jansson et al. (2011) and Muenzel et al. (2019) for
the adoption of alternative fuel vehicles and car sharing, respectively. The negative
effect of household size on green purchases extends the findings of Laroche et al.
(2001) that environmentally conscious consumers are more likely to have at least
one child in the household by showing that the effect of household size becomes
negative with a larger number of children.

Importantly, the results reveal how the demographic profile of the environmentally
conscious consumer changes over time, an issue that has not been addressed
in previous literature. A comparison of purchases in the earlier and later panel
years of our data suggests that the effect of income as a determinant of green
product choice has strengthened over time; not only the level but also the rate of
green product adoption is higher among wealthier households. According to our
estimates, the difference in the effect of age over time is particularly significant:
while the younger population appears to increasingly prefer green product options,
there is no measurable increase in green product adoption among the population
over age 45, suggesting that the younger population alone is driving the growth in
green product demand.

7. Conclusion

This study uses purchase data from a large panel of U.S. households collected in two
cross-sections five years apart to examine household demographic characteristics
that predict green product adoption. The results provide an overview of the current
profile of the green consumer and how that profile has changed over the five years
from 2013 to 2018.

The study's findings have implications for management and public policy.
The findings suggest that green product marketing should primarily target the
relatively older demographic over the age of 45 in customer acquisition, which
tends to be more reluctant to adopt green products. Since lack of awareness could
be a major barrier in this older segment, policymakers could focus particularly on
this group in their efforts to create awareness of the environmental consequences
of consumption choices. Firms can participate in these efforts through targeted
advertising and promotion campaigns. Considering that low income appears to be
a barrier to environmentally friendly consumption, another conclusion from the
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study is that firms should develop and offer green products at affordable prices to
increase adoption among low-income households.

The study has two main limitations. First, the data used in the analysis are from
households in the United States, so the generalizability of the results to other
countries may be questionable. Second, the analysis focuses on the laundry
detergent category. Other product categories where green options are available,
such as other household and personal care products, paper products, and food,
were not examined. Future research could revisit the analysis and expand it to
other product categories and geographic regions.

The results of this article are based on real purchase data and can therefore provide
reliable estimates of the actual profiles of green shoppers. At the same time, the
psychological mechanisms that shape this demographic profile cannot be explored
with this data alone. Future research that combines purchase data with surveys to
capture the underlying mechanisms driving the documented relationships between
demographic characteristics and green product adoption could provide a more
complete profile of the environmentally conscious consumer.
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BiR ALISVERIS MEKANI OLARAK SOSYETE PAZARLARI:
TUKETICI MOTiVASYONLARINA ILiSKiN NiTEL BiR
DEGERLENDIiRME
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Sosyete pazarlari, Tirkiye’de ozellikle biiyiik sehirlerde alisveris kiiltiiriiniin dnemli
bir pargasi haline gelmis olan ve periyodik pazarlarin yeni nesil versiyonu olarak
nitelendirebilecegimiz fiziksel aligveris mekanlaridir. Bununla birlikte, sosyete pazarlari
konusuna literatiirde ¢ok smirli ¢alismada deginilmis olmasi, bu c¢alismanin c¢ikis
noktasini olusturmustur. Arastirmada sosyete pazarlar1 olgusu, tiiketicilerin bu pazarlari
tercih etme nedenleri ve bu nedenlerin altinda yatan psikolojik motivasyonlar baglaminda
ele alinmigtir. Arastirma, yiiz ylize milakat ve odak grup goriigmesi tekniklerinden
faydalanilarak gerceklestirilmis ve veriler igerik analizi ile incelenmistir. Bu kapsamda
Ankara ilinde ikamet eden ve sosyete pazarlarindan aligveris yapan tiiketiciler ile
Cayyolu ve Batikent sosyete pazarlarinda faaliyet gosteren saticilar aragtirmanin evrenini
olusturmustur. Toplam 41 tiiketici ve 15 satic1 arastirmada katilimer olarak yer almistir.
Arastirmanin sonuglari, tiiketicilerin sosyete pazarlarini tercih etmelerinin, “uygun fiyat,
cesitlilik, kaliteli iiriinler, samimi ortam, her seyin bir arada olmasi, pazarlik imkani
ve ihra¢ fazlasi markali diriinlerin satilmasi” gibi faktorlerle iligkili oldugunu ortaya
koymustur. Tiiketicilerin sosyete pazarlarindan aligveris yapma motivasyonlari, Henry
Murray’in psikojenik ihtiyaglar listesi ¢ercevesinde degerlendirildiginde ise, “edinme,
yakin iliski, sosyal iligki, gosterme, taninma/onaylanma ve {stiinliik” ihtiyag¢larinin 6n
plana ¢iktig1 goriilmiistiir.
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HIGH SOCIETY BAZAARS AS A SHOPPING PLACE: A QUALITATIVE
EVALUATION ON CONSUMER MOTIVATIONS

ABSTRACT

High society bazaars are physical shopping venues that have become an important part of
the shopping culture in Turkey, especially in big cities, and can be described as the new
generation version of periodic bazaars. However, the fact that the subject of high society
bazaars has been mentioned in very limited studies in the literature. As a result, it served as
the impetus for this study, which examined the phenomenon of high society bazaars in the
context of consumer preferences for these markets and the psychological motivations that
underlie those preferences. The research was carried out using interview and focus group
interview techniques and the data were analyzed with content analysis. In this context,
consumers residing in Ankara and shopping at high society bazaars and sellers operating
in Cayyolu and Batikent high society bazaars formed the universe of the research. A total
of 41 consumers and 15 sellers took part in the research as participants. The results of
the research revealed that consumers' preference for high society bazaars is related to
factors such as “affordable prices, variety, quality products, friendly atmosphere, finding
everything together, bargaining opportunity and sale of export surplus branded products”.
When the motivations of consumers to shop at high society bazaars are evaluated within
the framework of Henry Murray's list of psychogenic needs, it is seen that the needs of
"acquisition, affiliation, social intercourse, exhibition, recognition and dominance" come
to the fore.

Keywords: Periodic bazaars, new generation periodic bazaars, high society bazaars,
consumer motivation
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1. Giris

Pazarlar, geleneksel anlamda alict ve saticilarin karsi karsiya geldigi, dnceden
belirlenmis halka acik alanlarda ve belirli araliklarla kurulan ve tiiketicilerin gida,
giyim-kusam, arag-gereg vs. gibi ¢ok ¢esitli ihtiyaglarini karsilayabildikleri ticaret
mekanlaridir. Pazarlar, insanligin tarihsel siirecinde en eski ticaret kurumlarindan
birisidir. Pazar kavrami, yiizyillardan beri varligini siirdiirerek Tiirkiye'de periyodik
pazarlar olarak giinlimiize ulasmistir (Topgu, 2006) ve gegmisten giiniimiize dek
Tiirk toplumsal hayatinda Snemli bir yere sahip olmustur. Oyle ki, Tiirk kiiltiiriinde
pazarlar ayn1 zamanda bir gelenektir (Kuzay Demir, 2018). Periyodik pazarlar
Asya, Kuzey Afrika ve Latin Amerika’da 6zellikle gelir seviyesi diisiik kesimler
i¢cin ge¢cmis donemlerden beri dnemli aligveris yerleri olmuslardir (Tungel, 2009).
Kimi yazarlara gore pazarlar geligmekte olan iilkelere 6zgii goriilse de ve bu
iilkelerde daha belirgin bir yere sahip olsa da, Fransa, Ingiltere ve Hollanda gibi
gelismis iilkelerde de kurulmaktadirlar (Ozgii¢ ve Mitchell, 2000).

Periyodik pazarlar, giiniimiiziin degisen tiiketim anlayigina ragmen zaman ve
kiltlir baglamina duyarli esnek yapisi sayesinde Tiirkiye’de de aligveris kiiltliriiniin
halen 6nemli bir par¢asidir. “Cumhuriyet doneminde yerini bakkal, manav, kasap
gibi diikkanlara birakan Osmanli doneminin geleneksel agik ve kapali pazarlari,
bugiin bile pek cok il ve ilgede Tiirk perakendeciliginin bir parcast olmaya
devam etmektedir” (Erkip, Kizilgun ve Mugan, 2013:331). Gaube ve digerleri
(1976:9) yakin dogudaki pazarlart ele aldigi ¢aligmasinda benzer sekilde bu
durumu “En geleneksel sistemlerde bile periyodik pazarlarin modern gelismeler
karsisinda oldukga esnek oldugu agiktir™ seklinde agiklamistir. Bromley'’e (1998)
gore ise ekonomik modernlesmeye ragmen periyodik pazarlarin sayilarinin ve
biiyiikliiklerinin artmasi, sehirlerin ihtiyaclarina uyum saglama kapasitelerinin bir
gostergesidir. Tiirkiye’de periyodik pazarlar zaman igerisinde sayilari hizla artan
siipermarketler ve modern aligveris merkezlerinin yarattigi rekabet ortaminin
tehdidi altinda kalsa da bugiin perakende sektoriindeki yerini ve Onemini
korumaktadir.

Tiirkiye’deki perakende sektorii acisindan degerlendirdiginde “Sektoriin ana
aktorleri, marketler, geleneksel pazarlar ve kiiglik sokak diikkanlarindan olusan
geleneksel perakendeciler ile alisveris merkezleri ve outlet magazalar1 da dahil
olmakizere organize perakendecilerdir” (Erkip ve diger.,2013: 340). Kiiresellesme
ve ekonomik modernlesme nedeniyle perakende pazarlamanin degisen karakterine
ragmen, periyodik pazarlar Tiirkiye'de hane halki aligverisindeki 6nemli yerini
korumaya devam etmektedir (Er, Yasar ve Ozcelik, 2016). Bunun en 6nemli
gostergesi ise periyodik pazarlarin sayisinin her gecen giin artis gostermesidir.
Ulke niifusundaki artisa paralel olarak, bakkal, siipermarket, biiyiik alisveris
merkezilerinin sayisindaki artisa ragmen, haftalik pazarlarin sayis1 hem sayica
hem de ¢esit agisindan artmigtir (Tungel, 2009). Artan rekabet ortamina ragmen
periyodik pazarlarin sayica artmasi, pazarlarin uyum saglama kapasitelerinin bir
yansimasi olarak degerlendirilebilir (Dokmeci, Yazgi ve Ozus, 2006). Bununla
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birlikte, pazarlarin sadece sayilarmin degil, ¢esitlerinin de artmasi tiiketiciler
acisindan bu yondeki talebin varligi ile agiklanabilir. Tungel (2009), periyodik
pazarlara iligkin caligmasinda biiyiik sehirlerde sira disi olarak nitelendirilebilecek
yeni nesil pazarlarin olugtugundan bahsetmis ve sosyete pazari, antika pazari,
0zel miilkiyet pazarlar1 ve ekolojik {irlin pazarlarini ‘ikinci nesil pazarlar’ veya
‘modern pazarlar’ olarak tanimlamistir.

Yeni nesil pazarlar arasinda, her gegen giin artan sayilar1 ve buna paralel olarak
da hatir1 sayilir bir miisteri kitlesine hitap etmeleri nedeniyle “sosyete pazarlar1”
one c¢ikmaktadir. Sosyete pazarlari, aligveris merkezleri ve magazalarin sayica
artmasina ragmen, dzellikle sehirlerde popiilerligini artirmaktadir (Vicdan ve Firat,
2015). Onceleri sadece Istanbul’da yaygin olan sosyete pazarlari, Ankara, Istanbul,
Bursa, Kayseri, Konya, Eskigehir ve Edirne gibi diger biiyiiksehirlere de hizli bir
sekilde yayilmis ve sayilar1 her gegen giin artmustir. Istanbul’da kurulan sosyete
pazarlarinin baslicalar1 Ulus Sosyete Pazari, Yesilkoy Pazari, Kadikdy Sali Pazari,
Bakirkoy Sosyete Pazari, Besiktag Cumartesi Pazari, Fatih Carsamba Pazari olarak
ifade edilebilir. Diger biiyiik sehirlerde de hizla yayginlasan sosyete pazarlarina
pek cok ornek verilebilir. Ornegin, Ankara’nin degisik semtlerinde Umitkdy
Gergek Istanbul Sosyete Pazari, Bahgelievler Etiler Sosyete Pazari, Dikmen
Sosyete Pazari, Batikent Sosyete Pazar1 gibi haftanin bir veya birkag¢ giliniinde
kurulan ¢ok sayida sosyete pazari bulunmaktadir. Kimi sosyete pazarlarina ise
cevre illerden ve hatta komsu iilkelerden de ziyaretgiler gelmektedir. Ornegin,
Edirne’de her cuma kurulan Ulus sosyete pazarina sadece cevre illerden degil,
Bulgaristan ve Yunanistan’dan da miisteriler gelmektedir. Oyle ki, tur sirketlerinin
bu iilkelerden Edirne’ye diizenledikleri turlar ilgi gérmektedir (Habertiirk, 2018).

Sosyete pazarlari, en genel anlamda, “Tiirkiye 'de geleneksel semt pazarlarinin,
zaman igerisinde degisen kosullar ve ihtiyaclar paralelinde sekil degistirdigi,
cok ¢esitli giyim ve aksesuar iiriinlerinin agwrlikta oldugu, liiks markalt iiriinlerin
sahtelerinin ve ihrag fazlast iiriinlerin yani sira, yoresel ve ev yapimi dogal gida
tiriinlerinin tezgahlarda alict buldugu yeni nesil periyodik pazarlar” olarak
tanimlanabilir. Sosyete pazarlari, bir yandan satilan iirtinler (tipi, ¢esitliligi, kalitesi
ve fiyatlar1), bir yandan da hitap ettigi kitle agisindan geleneksel pazarlardan
ayrigmaktadir. Meyve ve sebze gibi gida tiriinlerinin agirlikta oldugu normal semt
pazarlarindan farkli olarak, sosyete pazarlarinda giyim, tekstil ve aksesuar gibi
driinler agirliktadir. Satilan {iriinlerin niteliginin, sosyete pazarlarindan aligveris
yapan misteri kitlesi agisindan belirleyici oldugu sdylenebilir. Topgu’ya (2006)
gore sosyete pazarlari, daha yiiksek gelir grubuna hitap etmesi ve buna bagh
olarak satilan mallarm c¢esitliligine ve genel atmosferine yansiyan karakteristigi
ile alternatif aligveris mekanlari durumuna gelmistir. Benzer sekilde, Vicdan ve
Firat’a (2013) gore, bir zamanlar alt siif kimliginin gostergesi olan pazarlar,
Tiirkiye'de st siniflar1 da i¢ine alarak, sosyete pazarlart haline gelmistir. Modern
aligveris mekanlarmin her gegen giin artmasina ragmen, sosyete pazarlarinin
farklilasan yonleriyle geleneksel pazar anlayisini giiniimiize uyarlayarak, eski ile
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yeni arasinda basarili bir sentez olusturdugu sdylenebilir. Ozgii¢ ve Mitchell’e
(2000) gore modern aligveris mekanlari, geleneksel semt pazarlarini etkilemekte
ve doniisiime ugratmaktadir. Bu baglamda geleneksel pazarlarinin sosyete
pazarlarina doniistimii evrimsel bir bakis agisiyla, dogal bir adaptasyonunun
icsellestirilmesi olarak degerlendirilebilir.

Tiirkiye’de perakende sektoriiniin aktdrlerinden birisi olan sosyete pazarlarinin
Tirk tiiketicileri acisindan artan popiilaritesine ragmen, bu alana 06zgl
literatiirdeki calismalarin oldukga sinirli oldugu goriilmektedir. Bu ¢ercevede,
Vicdan ve Firat’in (2013, 2015) sosyete pazarlarina yonelik caligsmalari diginda,
literatiirde sosyete pazarlar1 kavramina genel anlamda periyodik pazarlara iligkin
calismalarda kisaca deginilmis ve bir periyodik pazar ¢esidi olarak ele alinmistir
(Ornegin; Tungel, 2009, 2018; Topgu, 2006). Vicdan ve Firat (2013) geleneksel alt
sinif pazarlarini ele aldiklari calismalarinda, sosyete pazarlari baglaminda tiikketim
dinamiklerinin Tiirkiye'deki iist siniflar1 da icerecek sekilde nasil sekillendigini
incelemislerdir. Vicdan ve Firat’in (2015) diger calismasinda ise sosyete pazarlari
batili ve geleneksel unsurlarin bir arada oldugu, iist ve alt segmentlerin birbirlerini
deneyimledikleri ve yeni benlikler olusturabildikleri yerler olarak ele alinmis ve bu
baglamda tartisilmistir. Dolayisiyla bu arastirmanin ¢ikis noktasini, su ana kadar
iizerinde hentiiz yeterince arastirmanin yapilmadigi sosyete pazarlari olgusuna, bu
pazarlardan aligveris yapmayi tercih eden tiiketicilerin penceresinden 11k tutma
gayesi olusturmustur. Diger yandan, sosyete pazarlari1 konusunun, sadece yeni nesil
bir perakende aligveris mekani olarak iizerinde yapilan arastirmalarin sinirli olmasi
itibariyle degil, kendine 6zgii karakteristigi nedeniyle de arastirmaya deger bir alan
oldugu diisiiniilmektedir. Gerek pazarlama arastirmacilar1 gerekse pazarlamacilar,
geleneksel ile modern tliketim anlayisinin hibrit bir yapida bulustugu ve tiim gelir
seviyesinden tiiketicileri kendisine ¢ekebilen bir perakende aligveris yaklagimindan
edinecekleri ipuglari ile farkli bakis acilar1 ve pratikler gelistirebilirler. Bu ¢aligma
ile ayn1 zamanda diger periyodik pazar arastirmalarindan farkli olarak, goriinen
titketici tercihlerinin altinda yatan motivasyonlar1 da belirlemeye yonelik nitel
bir degerlendirme sunmak amacglanmistir. Pazarlama agisindan insanlart neyin
motive ettiginin belirlenmesi 6nemlidir ¢link{i tiiketicilerin satin alma davranisi bir
ihtiyaci tatmin etmeye yoneliktir. Pazarlamacilar tiiketicilerin i¢ motivasyonlarini
anladiklar1 takdirde dogru bir sekilde hedef pazar segmentleri olusturabilir ve
pazarlama iletisimlerini o oranda etkili hale getirebilirler.

Aragtirma kapsaminda tiiketici motivasyonlarinin belirlenmesine yonelik olarak,
kapsaml1 bir gergceve sunmasinedeniyle Murray (1938, 1955) tarafindan gelistirilen
ve yaygin olarak kullanilan bir dizi kisilik testi i¢in temel yapilar olarak hizmet eden
psikojenik ihtiyaglar listesinden faydalanilmistir. Murray'in teorisi, psikologlara
bir insan giidiileri s6zIigi saglamakla itibar kazanmistir (McClelland, 1987)
ve olusturdugu temel ihtiyaglar listesi, edinme, basari, takdir ve sergileme gibi
tiikketici davraniglarinda 6nemli bir rol oynadigi1 varsayilan bircok giidiiyii icerdigi
icin pazarlamacilar agisindan da ayrintili bir liste sunmaktadir. Ayrica, Murray’in
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insan motivasyonlari listesi ¢ok kapsamli oldugundan, insan motivasyonunu
kiiltiirleraras1 bir perspektiften diisiiniirken kullanmak i¢in 6nemli bir ara¢ olarak
kabul edilmektedir (Markus ve Kitayama, 1991). Murray’in siniflandirmasi
tiikketici motivasyonlarma yonelik ¢ok sayida arastirmada kullanilmistir (Ornegin;
Evans, 1959; Kuehn, 1963; Claychamp, 1965; Fowles, 1976, 1982; Todd, 1990;
Varma ve Manjula, 2012; Fidan, 2017; Seo ve Lang, 2019).

Ozetle bu calismada “tiiketicilerin bir alisveris mekani olarak bu pazarlari tercih
etme nedenleri” ile “bu nedenlerin altinda yatan motivasyonlar1” ortaya koymak
amagclanmistir. Bu kapsamda makalede oncelikle sosyete pazarlan ile tiiketici
motivasyonlart baglamimda motivasyon kavramimin kuramsal c¢ergevesine yer
verilmis, sonrasinda arastirma yontem ve metodolojileri hakkinda bilgi verilmis,
takip eden boliimde arastirmanin bulgular1 paylasilmis ve son kisimda arastirmanin
sonugclari tartisilmistir.

2. Pazar ve Sosyete Pazar1 Kavramlarimin Kuramsal Cercevesi

Pazar (Bazaar) kavrami, Fars¢a kokenli bir kelimedir ve Tirk Dil Kurumu
Sozligii’'nde (2022a)  “Saticilarin  belirli gilinlerde mallarin1 satmak igin
sergiledikleri belirli gegici yer” olarak tanimlanmistir. Hodder’a (1965) gore
mabhalle pazarlari veya haftalik pazarlar veya sadece pazarlar olarak adlandirilan
periyodik pazarlar, belirlenen bir zamanda belirlenmis bir yerde satici ve alicilarin
resmi olarak toplanmalaridir. Wolfe (1963:4) ise pazar kavramini “bir diikkanlar
toplulugu- oryantal, dogulu veya sanayilesmemis anlayis Ozelliklerinin hala
varoldugu {ilkelerde bulunan bir diikkanlar kompleksi” olarak tanimlamistir.
Bromley’e (1971) gore pazar, gelistirilen ilk ticaret kurumlarindan birisidir
ve belirli mallarin ticareti konusunda, drnegin hayvancilik gibi, en gelismis
toplumlarda bile halen 6énemini korumaktadir. Asya, Afrika ve Latin Amerika'da
pazar denildigi zaman, haftanin ¢gogu giinii agik olan kentsel pazarlar veya haftada
bir-iki giin faaliyet gosteren ¢iftgi-zanaatkar pazarlari kastedilmektedir (Sarkar,
2022). Turkiye’de giindelik hayatta “pazar” (periyodik pazar, haftalik pazar, semt
pazari) denildiginde hane halklarmin her tiirli gida, giyim-kusam, ziiccaciye,
diger arag-gereg vs. gibi ihtiyaglarini karsiladiklar1 ve bu iirlinleri uygun fiyatlarla
alabildikleri, haftanin belirli giinlerinde ve belirli yerlerde kurulan aligveris
mekanlar1 akla gelmektedir. Aliefendioglu’na (2002) gore “Mekan olarak
pazaryerleri tizeri kapatilmis tezgahlar ve oturma yerleri bulunan donanimli alanlar
olabilecegi gibi tezgah, oturak ve semsiye vb. gibi donanimlarin satici tarafindan
getirilerek kurulup toplandig, alt yapisi olmayan bos alanlar da olabilir”. Pazar
kavrami, bu tanimlamalarda ifade edildigi sekliyle bu galismada miisteriler ile
saticilarin kars1 karsiya geldigi fiziksel mekanlar baglaminda ele alimmustir.
Bununla birlikte, giiniimiiz diinyasinda alicilarin ve saticilarin bir araya gelmesi
icin her iki tarafin da fiziksel olarak ayni ortamda bulunmasina gerek yoktur. Bu
karsilasma durumu, iletisim olanaklarinin artmasi ile birlikte sanal platformlar
iizerinden de gergeklesmekte veya genel anlamda internet tabanl olabilmektedir.
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Pazarlara iliskin olarak iki teorik yaklagim vardir: Daha eski yaklagimlar pazarlarin
modern kapitalist piyasalarla benzerliklerini vurgularken, yeni yaklagimlar modern
kapitalist piyasalardan farkliliklarmi vurgulamaktadir (Fanselow, 1990). Onceki
yaklagimlar pazarlart modern piyasalarin bir prototipi olarak ele alirken (Tax, 1953),
pazarlarin farkliliklarin1 vurgulayan goriisler irrasyonel taraflarina odaklanmistir
(Geertz, 1992). Tax’a (1953) gore pazar yeri, ideal olarak atomistik, acik, 6zgiir ve
rasyoneldir. Fiyat, arz ve talebe gore belirlenir ve iktisatcilarin ifade ettigi sekliyle
"miitkemmel pazar"a karsilik gelir. Geertz’e (1992) gore pazarda bilgi kit ve son
derece degerlidir; iiriin kalitesinden, satig fiyatlarma veya iiretim maliyetlerine
kadar bu durum gegerlidir; pazarin isleyisi ise bu bilgisizligi azaltma, artirma ya da
savunma ¢abasi olarak degerlendirilebilir. Bu baglamda Geertz (1992), pazarlarin
kurumsal 6zelliklerine vurgu yapmus, is boliimii, pazarlarin yerellesmesi, lirtiinlerin
heterojenligi, yogun fiyat pazarligi gibi 6zellikleri bunlar arasinda saymistir.

Pazarlar, kendine 6zgili birtakim ortak 6zelliklere sahip olmanin yani sira, bazi
ozellikleri itibariyle de birbirlerinden farklilasirlar. Bromley (1971:126) pazarlan
“glinliik pazarlar, periyodik pazarlar ve 6zel pazarlar” olarak ii¢ kategoride ele
almigti. Bu smiflandirmaya gore giinlik pazarlar haftada bir-iki kez kurulan
biiyiik 0Olgekli pazarlardir. Periyodik pazarlar, haftanin/ayin belirli giinlerinde
kurulmakla birlikte nispeten daha kiiciik pazarlardir. Ozel pazarlar ise genellikle
yillik festivallerde kurulurlar. Tiirkiye’deki haftalik pazarlara iligkin literatiirde tirtin
tiirlerine, kurulma yer ve zamanlaria gore veya satictya gore ¢esitli siniflandirmalar
yapilmistir (Tungel, 2009, 2018; Kuzay Demir, 2018). Pazarlar haftanin belirli
giinlerinde, kimi zaman y1lin belirli ddnemlerinde (6rnegin yaz veya giiz aylarinda),
kurulabilmekte, ¢ogunlukla giin igerisinde, ancak bazi durumlarda 6rnegin turistik
pazarlarda oldugu gibi gece de kurulabilmektedir (Tungel, 2009). Tungel (2018),
periyodik pazarlari siniflandirdigi ¢caligmasinda, periyodik pazarlari satilan iiriinlere
gore geleneksel ve geleneksel olmayan pazarlar olarak iki kategoriye aymrmistir.
Yazara gore geleneksel pazarlarda her tiirli gida ve emtia satilirken (Ornegin
hayvan pazari, otomobil pazar1), geleneksel olmayan pazarlar iki kategoride
degerlendirilebilir; siradis1 pazarlar (Ornegin; bit pazari, antika pazari) ve yeni nesil
pazarlar (sosyete pazarlari, 6zel miilkiyet pazarlari ve ekolojik pazarlar). Kuzay
Demir (2018) ise pazarlar1 satilan mala gore ii¢ kategoride incelemistir; gidaya
yonelik pazarlar, kiyafet pazarlari, hayvan pazarlar ve ikinci el {irlin satan pazarlar.
Ayrica saticilarm tiirline gore pazarlar koylii pazari, kadinlar pazar gibi isimler de
almaktadir. Bu smiflandirmalarda Tungel (2009), sosyete pazarlarm “ikinci nesil
pazarlar” veya “modern pazarlar” sinifinda ele alirken, Kuzay Demir (2018) ise
kiyafet pazarlar kategorisinde degerlendirmistir.

“Sosyete” kelime anlamu itibariyle, “Bir topluluktaki gelir diizeyi yiiksek ve
kendilerine 6zgili yasama bigimleri olan topluluk™ olarak ifade edilmektedir
(Tirk Dil Kurumu Sozliigii, 2022b). “Sosyete Pazar1” ise, “genellikle taklit veya
defolu tiriinlerin satildig1, ucuz aligveris yeri” olarak tanimlanmaktadir (Tiirk Dil
Kurumu So6zliigii, 2022c¢). Ilber Ortayli (2003), sosyete pazarlarini sdyle tarif
etmistir; “Bizdeki hos bir deyimdir; markali giyim malzemesi ve esyanin agikta
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satildig1 ve yiiksek kira 6deyen diikkana gore, gliya ¢ok ucuz oldugu pazarlar
sosyete pazari diye adlandiriliyor.” Sosyete pazarlarinda, 6zelikle meyve ve
sebze gibi gida triinlerinin agirlikta oldugu normal semt pazarlarindan farkli
olarak giyim, tekstil ve aksesuar agirliktadir. Bir ailenin kisisel ve ev ihtiyaclari
icin gerekli her tirli kiyafet, i¢ camasiri, taki, ayakkabi, aksesuar, parfiim,
kozmetik, plastik, oyuncak, hali, ev konfeksiyonu, mutfak ara¢ ve gerecleri gibi
iiriinleri bulmak miimkiindiir. Bu pazarlarin 6ne ¢ikan bir baska 6zelligi ise, pek
¢ok ihra¢ fazlast markali Uriiniin ve liikks markali iiriinlerin birebir kopyasi olan
taklit tirtinlerin bu pazarlarda tiiketiciye sunulmasidir. Sosyete pazarlarinda satilan
iirlinlerin niteligi, bu pazarlardan aligveris yapan miisteri kitlesinin yapisinda da
belirleyici olmustur. Periyodik pazarlar ¢cogunlukla diisiik ve orta gelir gruplar
tarafindan tercih edilirken, (Topgu, 2006), sosyete pazarlar yiiksek gelir
grubundaki tiiketiciler tarafindan da tercih edilmektedir. Hatta, sosyete pazarlar
ismi de Istanbul’da sosyete olarak adlandirilan kisilerin bu pazarlardan alisveris
yaptiklarini belirtmeleri sonucu ortaya ¢ikmistir (Tungel, 2009). Vicdan ve Firat’a
(2015:252) gore, “Bu halk pazarlarinin sosyete olarak adlandirilmasinin nedeni,
her agidan yiiksek kaliteye doniisiimdiir”. Bu pazarlarin sosyete pazari olarak
anilmasinin baska bir sebebi de giyecek tezgahlarinda yer alan iiriinlerin kiyafet
modasini yakindan takip ediyor olmasidir (Haberturk, 2015).

Topgu’ya (2006) gore ister kentsel ister kirsal olsun, periyodik pazarlar ii¢ temel
ozellige sahiptir; tekrarlama (belirli glinlerde var olmak), hareketlilik (yerler arasi)
ve degisebilirlik (pazarlama kalemlerini degistirmek). Sosyete pazarlari da kendine
0zgl birtakim yonleri ile birlikte bu 6zellikleri biinyesinde barindirmaktadir.
Ornegin semt pazarlar1 belli noktalarda haftada 1 veya 2 giin gibi sinirl siirelerde
kurulabilirken, sosyete pazarlarinin kuruldugu giin sayisi1 haftada 6 giine kadar
cikabilmektedir. Bu durum, sosyete pazarlarinda faaliyet gosteren esnaflarin
diger pazar yerleri arasinda daha az hareketli olmasina neden olabilmektedir.
Sosyete pazarlariin birbiriyle rekabet halinde olmasi1 hizmet verdikleri giinleri de
etkilemektedir. Ornegin, Ankara’da kurulan Cankaya Nisantas1 Pazari’nin Gergek
Istanbul Sosyete Pazari ile ayn1 giinlerde hizmet vermesi bir tesadiif degildir. Kimi
sosyete pazarlari Belediye’nin belirledigi iistii agik pazar yerlerinde kurulurken,
kimi sosyete pazarlari kapali mekanlarda kurulmaktadir. Ayrica, semt pazarlarinda
iiriin ¢esitliligi daha ¢ok sebze-meyve gibi gida trilinleri iizerineyken, sosyete
pazarlar1 daha ¢ok giyim, tekstil ve aksesuar gibi iiriinlerde moday1 da yakindan
takip eden bir gesitlilige sahiptir. Uriinlerin &zelligi geregi semt pazarlarinda
miisteriye Uriiniin satilmasi siireci daha ¢ok anlik olarak gerceklesirken, sosyete
pazarlarinda miisteriler gesitli tezgahlar1 gezip, triinleri degerlendirip, sonraki
haftalarda gelip tirlinleri alabilmektedir. Bu nedenle, sosyete pazari miisterileri
satin alacaklar iiriinle iligkili olarak esnafla daha uzun soluklu bir iletisim igine
girebilmektedir. Ayrica, sosyete pazarlarinda birim bagina aligverisi yapilan tiriiniin
fiyat: semt pazarlarina gére daha yiiksek olabilmektedir. Ornegin, tiiketiciler semt
pazarlarina kiloyla sebze-meyve almak i¢in gelirken, sosyete pazarlarindan 3000
TL’ye bir ¢anta veya hali alinabilmektedir.
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Tiiketicilerin Tiirkiye’de genel olarak neden periyodik pazarlar tercih ettigine
iligkin yapilan arastirmalar pazarlarin 6zellikle diisiik fiyat, tazelik, gesitlilik
ve yakinlik gibi 0Ozellikleri nedeniyle tercih edildigini gostermektedir. Er
ve digerlerine (2016) gore, birgok Tiirk tiiketicisi, sayica artan aligveris
merkezlerine ragmen periyodik pazarlardan aligveris yapma aliskanliklarini
devam ettirmektedirler. Dokmeci ve digerleri (2006), Istanbul’daki periyodik
pazarlara iligkin c¢aligmalarinda tiiketicilerin “diigiik fiyatlar ve c¢ok cesitli
iiriinler” nedeniyle pazarlar tercih ettigini belirlemislerdir. Caligkan (2007),
Bursa ve Canakkale pazarlarini ele aldigi calismasinda periyodik pazarlarin
diisiik fiyatlar nedeniyle alicilar tarafindan daha ¢ok tercih edildigini ifade
etmistir. Aksoy (2009:33), Istanbul’da Bakirkdy ilgesi 6zelinde yaptig1 ¢alismada
“pazara gelenlerin %87’si pazarlik imkani oldugu, daha bol mal bulabildigi,
sebze-meyve taze oldugu icin pazar tercih ettiklerini” ifade etmislerdir. Koday
ve Celikoglu (2011:243) ise Bartin kadinlar pazarina iligskin arastirmasinda “taze
ve organik Uriinlerin bulunabilmesi, {iriin seceneginin fazla olmasi, pazarlik
yaparak fiyat diisiirme olanaginin bulunmasi, fiyatlarin manavlara ve marketlere
gbre uygun olmasi1” gibi nedenlerle pazarin tiiketiciler agisindan cazip oldugunu
tespit etmislerdir. Aliagaoglu’nun (2013) Balikesir pazarlarina iliskin yaptig
calismanin sonuglarma gore triinlerin gesitliligi ve tazeligi pazarlan tiiketiciler
acisindan cazip kilmaktadir. Ak¢i’nin (2015) Adiyaman semt pazarlarina iligkin
yaptig1 arastirmada da benzer sekilde “fiyatlarin diisiikliigi, tirlinlerin tazeligi ve
cesitliligi™ tiiketiciler agisindan pazarlar1 cazip kilmaktadir. Ayrica, yazara gore
“pazarlarin yakinligi, rahat aligveris imkani, genel olarak bir sorun yasanmamasi,
pazarda gezmekten zevk alinmas1” gibi nedenler de 6ne ¢ikan diger unsurlar arasina
sayilmigtir. Er ve arkadaslarinin (2016: 102) Kiitahya semt pazarlarina iligkin
yaptiklari aragtirmanin sonuglarina gore, hane halkinin aligverislerinde periyodik
pazarlari tercih etmesinin en énemli nedenleri “gok ¢esitli {irlinlerin mevcudiyeti,
diger perakende magazalara kiyasla daha diisiik fiyatlar ve pazardaki daha taze
iiriinlerin mevcudiyeti” olarak belirtilmistir. Ayrica, yazarlara gore “yasanilan
yerlere yakinlik, diger perakende magazalara kiyasla daha dogal {irlinlerin
mevcudiyeti, tiiketicilerin aligkanliklari, pazarda gezmenin tiiketicilerin hosuna
gitmesi, pazarlik imkani, diiriist aligveris ve arkadas/akrabalarin tercih etmesi”
tiiketicilerin tercihinde etkili olan diger nedenlerdir. Akbas (2019:26), Manisa-
Salihli semt pazarlarina iligkin c¢aligmasinda tiiketicilerin bu pazarlar tercih
etmelerinin “ucuzluk, tazelik, se¢cme hakki, ikamet alanina yakinlik, kolay degisim
ve iade hakki, iiriin miktarinin fazla olmas1” gibi nedenlerden kaynaklandigim
tespit etmislerdir. Kasimoglu ve Ozcan (2020), Cankir1 kdylii pazarlarina iliskin
calismasinda, bu mekanlarin ilgi gdrmesinin, lriinlerin organik, dogal ve taze
olmasi ile iligkili oldugunu belirtmistir. Koran (2020), Tiirkiye’deki geleneksel
pazarlarla aligveris merkezlerini tiiketici tercihleri baglaminda kiyasladigi
calismasinda, makul fiyatlar, tazelik ve kalite nedeniyle geleneksel pazarlarin
tiketiciler tarafindan tercih edildigini belirtmistir. Tiketicilerin pazarlardan
aligveris yapmasinin baslica nedenleri, diisiik fiyatlar ve ¢ok ¢esitli triinlerdir.
Ote yandan, pazarlarin diger kiiltiirlerde yapilan ¢alismalarda da benzer sonuglar
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ortaya ¢ikmistir. Maruyama ve Trung (2010) Vietnam &rneginde, gida iirlini
aligverisinde ucuz fiyat ve yakimlhigin tiiketicilerin pazarlari tercih etmesinde
etkili oldugunu belirlemislerdir. Pakistan’da yapilan bir diger aragtirmada,
geleneksel pazarlarin uygun fiyatlar ve toplu tasimaya erisilebilirlik nedeniyle
tercih edildigi tespit edilmistir (Igbal, Nazir ve Memon ,2022). Hindistan’da
yapilan bir arasgtirmada ise sebze kalitesi satin almada en 6nemli faktdr olarak
degerlendirilmistir (Saibaba ve Vadde, 2009). Pazarlar, fonksiyonu itibariyle
sadece tiiketicilerin giindelik tiikketim ihtiyaclarini karsilamakla sinirli mekanlar
degildir, hem ekonomik agidan hem de sosyal acidan cesitli iglevlere sahiptir.
Webber ve Symanski (1973), periyodik pazarlarin aligverigin yani sira, toplumun
sosyal ihtiyaclar1 agisindan da onemli islevlere sahip oldugunu belirtmistir.
Aliagaoglu’na (2013) gore haftalik pazarlar, istthdam, ucuzluk, sosyal etkilesim,
statli sergileme firsat1 gibi farkli islevleri yerine getirirler. Dokmeci ve digerlerine
(2006) gore, periyodik pazarlar kiiltiirel agidan farkli insanlar1 bir araya getirerek,
sosyal etkilesim, eglenme ve yeni arkadagliklar kurma imkani saglarlar ve ayni
zamanda piyasada fiyatlarin kontrolii agisindan da rekabetci bir ortam yaratirlar.

Bir periyodik pazar tiirii olarak sosyete pazarlari, {irlin tipi ve ¢esitliligi, kalite ve
fiyat acisindan diger periyodik pazarlardan ayrigmaktadir. Sosyete pazarlarinda
farkli segmentlere hitap edebilecek kalite ve cesitte tiriinler bulmak miimkiindiir.
Vicdan ve Firat’a (2015) gore iist siniflar gegmiste kendilerini pazardan dislamis
olmalarma ragmen, yiiksek kaliteli ve siradan olmayan deneyim nedeniyle
sosyete pazarlarimdan aligveris yapmaktadirlar. Atesoglu ve Erdogan (2009),
marka taklit¢iligini konu alan c¢alismasinda sosyete pazarlarindaki taklit
iriin satisina vurgu yapmig, bu durumu “Marka iriinlerin taklitleri beste bir
fiyatina sosyete pazari olarak da bilinen semt pazarlarinda ve igportada satisa
sunulmaktadir”seklinde aciklamistir. Sosyete pazarlar1 sadece triin cesitliligi
ve kalitesi agisindan degil, sosyallesme baglaminda da ziyaretgilerine farkli bir
deneyim sunmakta ve bu anlamda diger periyodik pazarlardan ayrigmaktadir.
Yilmaz (2009), kadmnlarin disariya agilimimin mesru bir sekli olarak alisverisi
ele aldig1 ¢alismasinda, Tiirkiye’nin 1990’11 yillarin baslarinda tanistigi sosyete
pazarlar1 {izerinden kadinlarin kamusal alanla iliskisine deginmistir. Yilmaz’a
(2009) gore aligveris kadinlarin bir c¢esit sosyallesme bi¢imidir ve sosyete
pazarlarinda cinsiyet rollerinin gevsedigi bir karnaval yasanir. Vicdan ve Firat’a
(2015) gore sosyete pazarlari, insanlarin geleneksel ve modern kiiltiirlerin dayattigi
rollerinden ve toplumsal konumlarindan siyrilarak Gtekiligi deneyimlemelerine
olanak saglayan bir ortamdir. Aras (2018), 2000 y1l1 sonrasinda Istanbul’da neo-
liberal politikalarin Istanbul’daki etkisini ele aldig1 ¢alismasinda, Atasehir bolgesi
Ozelinde sosyete pazarlarmin bu sekilde anilmasinin, farkli sosyal statiiden
kisileri agirlamasi ile iligkili oldugunu belirtmistir. Durakbasa ve Cindoglu (2002)
aym siniftan aligveris yapanlarin karakter olarak tamamen farkli ortamlarda
aligveris yapabildiklerini belirtmislerdir. Yazarlara gore drnegin, Istanbul'un iist-
orta sinif semtlerinden Etiler'de, hem liikks bir aligveris merkezi Akmerkez hem
de Ulus sosyete pazari, bu bolgenin ihtiyaclarina hitap etmektedir. Dolayisiyla
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sosyete pazarlari, her gelir diizeyinden tiiketicinin, ihtiya¢ duyduklari iiriinleri
satin almalarinin yaninda, geleneksel ile modern tiiketim anlayisinin bulustugu
bir atmosferde, sosyallesme ihtiyag¢larint da c¢esitli sekillerde karsilayabildikleri
aligveris mekanlaridir. Vicdan ve Firat’a (2015) gore sosyete pazarlari, kalite ve
tiir bakimindan muazzam gesitlilikte liriinler sunmakta, sosyallesme yerleri olarak
islev gormekte ve karnaval gibi bir deneyim yaratmaktadirlar. Bu baglamda
sosyete pazarlarmin belki de en onemli 6zelligi, geleneksel semt pazarlarinin
yerel kiiltlirli yansitan yonleri ile zaman igerisinde degisen ve gelisen tiiketim
anlayisinin ¢esitli yonlerini harmanlayan bir yapiya sahip olmasidir.

2.1. Tiiketici Motivasyonu

Insan davranislarin1 neyin motive ettigi sorusu cesitli motivasyon teorileri ile
aciklanmaya calisilmis ve pazarlamacilar da bu teorilerden yola ¢ikarak tiiketici
motivasyonlari baglaminda kendi ¢ikarimlarini olusturmaya c¢alismiglardir.
Motivasyon kavrami, davranislart baglatan diirtiileri, tutkulari, istekleri veya
arzulari ifade eder (Bayton,1958). Giidii (motive) ise "Bireyin harekete gegmesine
neden olan bir seydir (ihtiyag veya arzu) (Merriam Webster Dictionary, 2022).
Kotler’e gore giidii, kisiyi harekete gecirmek icin yeterince zorlayan bir ihtiyagtir
(Kotler, 2002). Cogu durumda motivasyon, ihtiyag¢ karsilandiginda bir tiir 6diille
sonuc¢lanan davranislara yol acan bazi ihtiyaglardan kaynaklanir (Shanks, 2011).
Bu ¢ercevede tiiketici motivasyonu, “Bireylerin tiiketim yoluyla elde etmeye
calistiklar1 arzu edilen son durumlar” olarak tanimlanabilir (McClelland, 1985).

Motivasyon, birey i¢in dengesizlik durumu yaratan gerilim sistemlerinin bir
sonucudur ve bireyin gerilimlerden kurtulmasma yonelik bir dizi psikolojik
olay1 tetikler (Bayton, 1958). ihtiyaglar karsilanmadiginda gerilim ortaya
cikar. Tiiketici giidiileri, ihtiyaglardan dogan gerilimi azaltmaya veya ortadan
kaldirmaya yoneliktir. Bu gerilimler biyolojik oldugu gibi, psikolojik ve sosyal
nitelikli gerilimler de olabilir. Giidiiler, tiiketicinin diirtiisiinii belirli bir tepkiye
yonlendiren 6zel motivasyon unsurudur (Mahato, 1989) ve satin almalar ve
diger tiim insan davraniglarini (refleksler hari¢) yonlendirir (Mcneal, 2007).
Dolayisiyla, giidiiler tiiketici tercihleri agisindan 6nem tasimaktadir. Statt
(1997), satin almayi, satin alma yetenegi, firsat ve giidiilenmenin bir fonksiyonu
olarak ele almistir. Giidillenmenin olusabilmesi i¢in ise birtakim unsurlarin varligi
gereklidir. Williams (1981:56) bu unsurlari,” belirli bir amaca yonelten giidiileyici
durum”, “amaca yonelik davranig” ve “amaca ulagmak™ olarak belirtmistir.
Bireysel amaglar, tiikketicinin ihtiyact dogrultusunda bir {irlinii arama ve satin alma
motivasyonunu saglar. Tiiketici, ihtiyacin karsilanmasina iligkin olarak faydaci
(utilitarian) Uriiniin islevsel 6zelliklerine iligskin) veya hedonik (hedonic) olarak
iki tiir fayda beklentisi i¢inde olabilir. Faydac1 yararlar, islevsel iirlin nitelikleridir
(Engel, Blackwell ve Miniard, 1990). Hedonik faydalar ise, duygusal tepkileri,
duyusal zevkleri, hayalleri ve estetik kaygilar1 kapsar (Hirschman ve Holdbrook,
1982). Tiiketicinin amaci1 dogrultusunda pazarlamacilar, bu faydalara yonelik
olarak tiiketicinin gerilimini azaltacak olan iiriin ve hizmetler yaratmaya caligirlar.
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Pazarlama agisindan insanlart neyin motive ettigi konusu Onemlidir ¢ilinkii
tiikketiciler triinleri bir ihtiyact tatmin etmek i¢in satin alirlar. Bu ihtiyag, agligini
gidermek gibi biyolojik bir ihtiyac olabilecegi gibi son model bir araba ile tatmin
etmeye c¢alisilan bir gii¢ ihtiyaci da olabilir. Bu nedenle pazarlamacilar {iriin ve
markalarin tatmin ettigi glidiileri tespit etmeli ve pazarlama karmasini bu giidiilere
gore olusturmalidir (Hawkins, Best ve Coney, 1998). Pazarlamacilar motivasyon
teorilerinden yola ¢ikarak tliketici davraniglarini anlamaya c¢alismiglardir.
Motivasyon teorileri, ilk basta biyolojiye odaklanmis, sonrasinda daha karmagik
sosyal-bilissel motivasyonlara dogru evrilmistir. Freud (1933) diirtiiler kavramini
ortaya atmis; Murray (1938) Psikojenik Ihtiyaclar Teorisi’ni gelistirmis; Maslow
(1943), ihtiyaclar hiyerarsisini gelistirmis; Herzberg, Maslow'un c¢aligsmalarini
genisletmis ve Motivasyon- Hijyen (Iki Faktdr) Teorisini 6nermis (Herzberg,
Mausner ve Snyderman, 1959); Jung, insan motivasyonunun temel bir itici giicii
olarak bilingaltinin roliine odaklanmig (Jung, Franz, Henderson, Jacobi ve Jaffe,
1964); McClelland (1987) ise bireyin davraniglarinin iliski kurma (affiliation),
glic kazanma (power) ve basarma (achievement) olarak ii¢ gereksinimin etkisi
altinda gerceklestigini savunmustur. Bu teoriler insan giidiilerinin anlasilmasina
onemli bir katki yapmis olsa da ¢agdas bakis acgilari Henry Murray'in (1938,
1955) calismasina ¢ok sey borgludur. Murray, kapsamli olarak insan giidiilerine
yonelik ampirik temelli bir siniflandirma {ireten ilk kisidir. Bir bagka deyisle,
Murray'in teorisi insan davranisinin karmagsikligini biitiiniiyle yakalamaya yonelik
ilk girisimlerden birini temsil eder. Murray (1938; 1955), yirmi sekiz psikojenik
ihtiyacin ayrintili bir listesini hazirlamistir (Tablo 1). Murray, insanlarin psikojenik
ihtiyacglarini, cansiznesnelerle iliskili ihtiyaglar; hirs, gii¢, bagari ve prestiji yansitan
ihtiyaclar; insan giicii ile ilgili ihtiyaglar; sado-mazosist ihtiyaglar, engelleme ile
ilgili ihtiyaclar; insanlar arasindaki sevgiyle ilgili ihtiyaclar ve sosyal iligki ile
ilgili ihtiyaglar olmak {izere ana basliklar halinde siniflandirmistir. Murray’e gore
her ihtiya¢ kendi basina 6nemlidir, ancak ihtiyaglar birbiriyle iliskili olabilir, diger
ihtiyaclari destekleyebilir veya onlarla catisabilir.

Tablo1. Murray’in Psikojenik Ihtiyaglar Listesi

Cansiz Nesnelerle iligkili ihtiyaclar Sado-Mazosist ihtiyaclar

Edinme Saldirganlik

Koruma Algaltma

Diizen Engellemeyle ilgili ihtiyaclar

Tutma Suglamadan kaginma (su¢lamay1 dnlemek igin)

Yapi/insa etme !ns.anlar Arasindaki Sevgiyle Ilgili
Ihtiyaclar

Hll:s, Giig, Basari ve Prestiji Yansitan Yakin iliski

Ihtiyaclar

Ustiinliik Reddetme

Basan Yetistirme (garesizi beslemek, yardim etmek

veya korumak igin)
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Taninma/onaylanma
Gosterme
Dokunulmama (dokunulmaz tutum)

Kaginma (utang, basarisizlik, asagilama veya
alaydan kaginmak)

Savunma (savunmaci tutum)

Yardim istegi (yardim, koruma veya sempati
aramak igin)

Oyun

Sosyal iliskiyle ilgili ihtiyaclar (Sorma ve
Anlatma Ihtiyaclarr)

Kavrama-anlama (sorgulayici tutum)

Aciklama (sergileyici tutum)
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Karsi saldirt (karsi tutum)
Insan Giiciiyle Ilgili Ihtiyaglar
Ustiinliik

Itaat

Benzerlik (6nerilen tutum)
Bagimsizlik

Farkli olma (digerlerinden farkli davranmak)

Kaynak: Henry A. Murray, “Types of Human Needs,” in David C. McClelland, Studies in
Motivation (New York : Appleton-Century-Crofts, 1955)

Murray’in ihtiyaglara yonelik olusturdugu siniflandirma, gelistirilen diger
siniflandirmalara da temel olusturmustir (Omegin; Rotter,1954; McClelland,
1961; Jackson, 1989; Sheldon, Elliot, Kim ve Kasser, 2001; Reiss, 2004, 2008).
Barenbaum ve Winter’a (2003) gore Onerilen ¢esitli siniflandirmalardan higbiri
bir¢ok alanda siirdiiriilebilirlik ve etki agisindan Murray'i gegememistir.

Murray, bireyin kapsamli bir sekilde anlagilmasi i¢in igsel ve dissal degiskenlerin
etkilesiminin hesaba katilmasi gerektigini savunmus ve (sezgisel olmaktan ¢ok)
daha sistematik bir yaklagim benimsemistir. Murray, ihtiyaglari hem "arayan" hem
de ¢evrenin ¢esitli yonlerine yanit veren dahili dinamik varliklar olarak tanimlamis
ve esas olarak gerilimi azaltma acisindan kavramsallastirmistir.  Murray'e
gore ihtiyaglar, davranisi belirli hedeflere veya son durumlara yonlendiren
varsayimsal yapilardir. Murray, herkesin ayni temel ihtiyaglara sahip olduguna
inanmakla beraber, bireylerin bu ihtiyaglara gore dncelik siralamasinda farklilik
gosterdigi goriisiindedir. Murray, davranis iizerindeki dis etkileri hesaba katmak
i¢cin “bask1” kavramini ortaya atmistir. Murray bu kavrami ¢evrenin ihtiyaglarin
tatmin edilmesini kolaylastiran veya engelleyen yonlerini tanimlamak igin
kullanmistir. Bir olay veya durum hakkinda "baskic1" olan (Murray, 1938) olaym
kendisi degil, daha ¢ok kisinin beklentileridir ve bu beklentiler de biiyiik 6l¢iide
yasanmis deneyimlere ve karsilagtigi baskiya dayanmaktadir. Murray, ihtiyaglar
ve baski arasindaki etkilesimi agiklamaya yonelik olarak “tema” ve “seri tema”
terimlerini kullanmistir. Tema tek bir davranisi, seri tema ise tekrarlayan ihtiyag-
baski etkilesimlerini ifade etmektedir. Buna goére zamanla, insanlar ge¢cmiste etkili
oldugunu gordiikleri davranis kaliplarii aliskanlik haline getirirler. Yinelenen
ihtiyag-baski etkilesimleri bir kisinin yasaminda karakteristik kaliplar olarak
yerlesir. Ayrica, Murray’e gore engellenen (veya bastirilan) ihtiyaglar, kisilerin
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diistinceleri, duygular, algilar1 ve eylemleri {izerinde gitgide daha biiyiik bir etki
yaratir. Bu durumun sonucu olarak, kisiler ihtiya¢ tatmini yoluyla ortaya ¢ikan
gerilimi bilingli veya bilingsiz olarak azaltacak sekilde davranis gelistirirler.

Murray'in ihtiya¢ smiflandirmasma dayali olarak bir dizi kisilik 0lgiisii
gelistirilmistir. Bunlardan en yaygin olarak kullanilanlar Tematik Algi Testi (TAT;
Murray, 1938), Kisilik Arastirma Formu (PRF; Jackson, 1989) ve Edwards Kisisel
Tercih Cizelgesidir (EPPS; Edwards, 1954). Her ii¢ ara¢ da Murray'in belirttigi
ihtiyaclarin tamamini veya ¢ogunu Slger. Mayer, Faber ve Xu'ya (2007) gore,
genel giidiilerin en yaygin kullanilan dlctitleri Tematik Algilama Testi ve Kisilik
Arastirma Formu'dur. Murray, iyi bilinen bir yansitmali ara¢ olan Tematik Algilama
Testini (TAT) gelistirmistir ve bu test tiiketicilerin temel giidii egilimlerini ortaya
cikarmak icin en yaygin kullanilan projektif teknikler arasinda yer almistir.

Murray (1938), kisiligin tek bagina degil, gevrenin ve deneyimin etkisiyle caligtigini
ifade etmek igin “personoloji” kavramini kullanmistir. Murray'in takipgilerinden
biri olan McAdams (1996) “kisilik, kisisel kaygilar ve yasam Oykiileri’ni i¢eren
iic katmanl bir ¢ergeve Onermistir. Murray’in “personoloji” kavramini kullanan
Baumgartner (2002) ise McAdams (1996) tarafindan gelistirilen ti¢lii yapidan
yola cikarak tiiketici personolojisi gelistirmek amaciyla ii¢ boyutlu bir satin alma
davranisi tipolojisi gelistirmistir.

Murray’in belirledigi 28 giidii (psikojenik ihtiyaglar), motivasyon teorisi ve
kisilik degerlendirmesi alanlarinda temel olusturmaya devam etmesi nedeniyle
giiniimiizde halen 6nemini korumaktadir. Dolayisiyla tiiketici davranislarinda
onemli bir rol oynadig1 varsayilan bircok gilidiiyii igerdigi i¢in pazarlamacilar
acisindan da ayrintili bir liste sunmaktadir. Murray'in temel ihtiyaglari, tiiketici
davranislarina iligkin yapilan gesitli ¢alismalarda kullanilmistir. Evans (1959),
Ford ve Chevrolet otomobil sahiplerini analiz ettigi c¢alismasinda psikolojik
degiskenlerin sahip olunan arabanin markasiyla sistematik olarak ilgili olmadig1
sonucuna varmistir. Evans'in c¢alismasi sonraki bazi ¢aligmalarda elestirilmistir
(Steiner, 1961; Winick, 1961; Kuehn 1963). Kuehn (1963) iki psikolojik
degiskenin, yakin iliski ve istiinliigiin, marka se¢imiyle gii¢lii bir sekilde iligkili
oldugu gostermistir. Claychamp (1965), kisilik degiskenlerinin, yanitlayanin bir
bankanin veya tasarruf ve kredi kurulusu miisterisi olup olmadigini demografik
degiskenlerden daha iyi tahmin ettigini bulmustur. Fowles (1976, 1982), Murray'in
ihtiyaglar listesi temelinde reklam c¢ekicilikleri iizerine kapsamli arastirmalar
yapmistir. Fowles (1976, 1982), Murray'in ihtiyaglarina dayali olarak hedef
kitlenin motivasyonel ihtiyag ¢ekiciliklerinin reklamlara yansidigini iddia etmistir.
Murray'in psikojenik ihtiyaglari listesinden on sekiz ihtiyag ¢ekiciligini reklamcilik
alaninda uygulamistir. Bu dogrultuda Fowles (1982) Murray’in psikojenik
ihtiyaclar kavramini benimsemis ve tiiketicilerin genellikle motivasyonel
ihtiyaglarini kargilamak i¢in satin aldiklarini savunmus ve bu ihtiyaglarin bireyin
diger kisilik boyutlartyla yiiksek oranda iliskili olduguna dikkat c¢ekmistir.
Todd (1990), bir kadin moda dergisindeki parfiim reklamlarinda Murray’in
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ihtiyaglar listesini baz alan Fowles'm (1976) 6lgegini baz alarak motivasyonel
ihtiyag ¢ekiciliklerini aragtirmistir. Varma ve Manjula (2012) heyecan arama
ozelliklerinin araba satin alma ile ilgili motivasyonel ihtiyaglar izerindeki etkisini
arastirmislardir. Yazarlar, heyecan arayisinin, satin almada ana faktorlerden biri
oldugunu gostermisler ve tiiketicilerin kisilik 6zelliklerinin pazarlama agisindan
onemine dikkat ¢ekmislerdir. Fidan (2017), Tiirkiye’de 6grencilerin tiiketim
davraniglarii inceledigi ¢aligmasinda, burslu ve burssuz 0grencilerden olusan
iki grubun kimi durumlarda benzer, kimi durumlarda farkli psikolojik ihtiyaglarla
giidiilendiklerini tespit etmistir. Seo ve Lang (2019), Murray’in psikojenik
ihtiyaclar listesinden yola ¢ikarak bazi psikojenik ihtiyaclarin (yani benzersiz
olma ihtiyaci, kendini tanitma ve sosyal kimlik) bireylerin giyim kisisellestirmeyi
algilama bi¢imini ve bu baglamdaki satin alma niyetini incelemislerdir.

Tiiketici arastirmacilart 1970'lerin basinda demografinin yan1 sira tiiketici
pazarlarmin motivasyon/kisilik dzelliklerine ve yasam tarzlarina (Orn., VALS ve
VALS2) géreboliimlere ayrilmasiiizerinde gesitli calismalar yapmislardir. Ornegin,
Maslow'un teorisi tiiketici arastirmalarina dogrudan uygulanmustir (Ornegin;
Tiiketici kendini gergeklestirme testi, Brooker, 1975). Fakat bu psikolojik temelli
segmentasyonlar, herhangi bir markaya, {irline veya kategoriye 6zgii olmamalar1
nedeniyle elestirilmis, bu nedenle pazarlamacilar, {iriinlere 6zgi niteliklerle
giderek daha fazla ilgilenmeye baglamislardir. Bu durumun bir yansimasi olarak,
daha spesifik bir sekilde yapilan Olgiimlerle, tutumlarm daha Ongoriilebilir
olduguna iliskin goriisler ortaya cikmustir. Ornegin, Ajzen ve Fishbein (1977),
belirli bir davranista bulunma niyetinin gelecekteki davraniglarin genel tutumlarin
dlgiilerinden ¢ok daha iyi bir tahmin edici oldugunu savunmustur. Uriine 6zgii
tutumlara odaklanma ise tiiketicilerin ihtiyag temelli olarak gruplandirilmasina yol
agnustir. Thtiyac temelli segmentasyon, tiim motivasyon teorilerinin ortak olarak
paylastigi, tatmin edilen ihtiyaglarin motive edici olmadig1 yoniindeki anlayisin
uygulanmasi ile daha da gelistirilmistir.

3. Arastirmanin Tasarimi ve Metodolojisi
3.1. Arastirmanin Amaci ve Deseni

Bu caligsma, tiikketicilerin sosyete pazarlarindan alisveris yapmayi tercih etmelerinin
nedenleri ile bu nedenlerin altinda yatan motivasyonlar1 ortaya ¢ikarmay1
amaglamaktadir. Ozellikle son yillarda tiiketiciler nezdinde popiiler hale gelmis
olan ve Tirkiye’deki perakende sektoriiniin aktdrlerinden birisi olan sosyete
pazarlar1 baglaminda literatiirdeki ¢alismalarin ¢ok sinirlt oldugundan hareketle,
bu ¢aligma alandaki bosluga katki saglamay1 amaglamaktadir. Caligmanin amacina
yonelik olarak arastirma sorulari agagidaki gibi belirlenmistir:

1) Tiiketicilerin sosyete pazarlarindan alisveris yapma nedenleri nelerdir?

2)Tiiketicilerin sosyete pazarlarindan alisveris yapmalarimin altinda yatan
motivasyonlar nelerdir?
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Konunun tiiketici bakis acistyla derinlemesine ele alinabilmesi agisindan ¢alismada
olgubilimsel bir tasarim tercih edilmistir. Bu yoOntemle, bireyler tarafindan
deneyimlenen olgular aragtirilabilmektedir (Baker, Wuest ve Stern, 1992).

3.2. Evren ve Orneklem

Aragtirmanin evreni Ankara’da yerlesik tiiketiciler ve Ankara’daki sosyete
pazarlarinda esnaflik yapan saticilardir. 2019 yili Aralik aymda yiritiilen
calismada, sosyete pazarlarindan aligveris yapmakta oldugunu ifade eden toplam
41 tiiketici ile Cayyolu ve Batikent sosyete pazarlarinda gorev yapan 15 satici
arastirmaya dahil edilmistir. Arastirmada tiiketicilere iliskin 6rneklem ile saticilara
iliskin 6rneklem ayr1 ayr1 raporlanarak analiz edilmistir. Sosyete pazarlarindan
aligveris yapan kitle agirlikli olarak kadinlardan olustugu icin 6rneklem igerisinde
kadinlar agirlikli olarak yer almistir. Calismada amagli orneklem yontemi
kullanilmistir. Amagli 6rneklemde evrenin soruna en uygun kismi gézlem konusu
yapilir (Sencer, 1989). Bir baska deyisle bu yontemde amag¢ evrenin yeterince
temsiliyeti degil, arastirmanin amacina uygun bir O6rneklem belirlenmesidir.
Arastirmaya katilanlarin demografik dagilimi Tablo 2 ve Tablo 3’de gosterilmistir.

Tablo 2. Arastirmaya Katilan Tiiketicilerin Demografik Dagilim1

Demografik Kiritlim Kategoriler N=41 (Tiiketici)
19-30 4
31-40 6
Yas Yas 41-50 19
51-60 9
61 ve tlizeri
Cinsiyet Kadn 37
Erkek
Emekli
Ev Hanimi
Meslek Kamu Calisan1 12
Ozel Sektor Calisani 13
Serbest Calisan 1
[kogretim 5
Lise 5
Egitim Onlisans 3
Universite 26

Yiiksek Lisans 2
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Tablo 3. Arastirmaya Katilan Saticilarin Demografik Dagilimi

Demografik Kiritlhm Kategoriler N=15 (Satic1)
19-30 3
31-40 7
Yas
Yas 41-50 3
51-60 2
o Kadm 9
Cinsiyet
Erkek 6
[kdgretim 2
o Lise 11
Egitim . )
Universite 1
Yiiksek Lisans 1

3.3. Veri Toplama, Ol¢iimleme ve Analiz Teknigi

Arastirma iki yontemden, miilakat ve odak grup gorlismesi tekniklerinden
faydalanilarak gerceklestirilmistir. Nitel bir ¢aligmada arastirmanin amacina,
aragtirma sorularina ve mevcut kaynaklara uygun 6rneklem secilmesinin dnemi
nedeniyle, sosyete pazarlarindan alisveris yapmakta oldugunu belirten tiiketiciler
ve bu pazarlarda faaliyet gosteren saticilar ile goriismeler yapilmistir. Goriismeler
asagidaki sekilde ylritilmistir:

1. Tiiketicilerle odak grup goriismesi: Sosyete pazarlarindan aligveris yapmakta
oldugunu ifade eden 5 tiiketiciden olusan bir grupla, dnceden hazirlanmis olan
acik uclu sorular iizerinden bir odak grup goriismesi gergeklestirilmistir. Grup
goriismesi tiim katilimcilarin fiziksel olarak hazir bulundugu bir ortamda yiiz yiize
gerceklestirilmis, katilimcilara 6nceden hazirlanmis olan yapilandirilmis sorular
yonlendirilmistir. Odak grup goriismesinde, arastirilan konu ile ilgili olarak,
moderatdr aracilifiyla katilimeilara sorular yoneltilir ve katilimcilarin goriisleri
almir. Odak grup goriismesi, kiiciik bir grup ile lider arasinda gergeklestirilen
yapilandirilmamig bir tartigmada grup dinamigini de kullanarak derinlemesine
bilgi edinilmesi ve diisiince iiretilmesidir (Bowling, 2002).

2. Tiiketicilerle miilakat: Sosyete pazarlarindan aligveris yapmakta oldugunu
belirten 36 tiiketiciile yiiz yiize goriismeler yapilmis, bu goriismelerdekatilimeilarla,
acik uclu sorulardan olusan yapilandirilmis goriismeler gercgeklestirilmistir.
Goriligmeler her bir katilimci ile ayr1 ayri ve yiiz yiize bir ortamda gergeklestirilmis,
katilimeilara dnceden hazirlanmis olan yapilandirilmis sorular yonlendirilmistir.
Miilakatla veri toplama teknigi, sosyal bilimlerde siklikla kullanilan bir yontem
olup, amag¢ arastirma konusunda iligkin olarak katilimcilarin gdriislerinin
derinlemesine tespit edilmesidir. Bu yontem, goriislerine bagvurulacak katilimei
ile karsilikli konugmaya dayalidir.
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2. Saticilarla miilakat: Sosyete pazarlarinda esnaflik yapan 15 satici ile yiiz
ylize goriismeler yapilmis, bu gériismelerde katilimcilara 6nceden hazirlanmis ve
yapilandirilmis agik uglu sorular yoneltilerek goriismeler gergeklestirilmistir.

Caligsmanin arastirma sorularina yonelik olarak hem yiiz yiize goriismelerde hem
de odak grup gorlismesinde katilimcilara demografik sorularin yani sira asagida
yer alan agik uglu sorular yoneltilmistir;

* Sizce bu pazarlara neden sosyete pazarit denilmektedir? (Tiiketici ve satici-
ortak soru)

* Sosyete pazarlarinin aligverig merkezlerinden farkli olarak ne gibi avantajlar
vardir? (Ortak soru)

* Sosyete pazarlariin normal semt pazarlarimdan farkli olarak ne gibi avantajlar
vardir? (Ortak soru)

* Sosyete pazarina hangi siklikla gelmektesiniz? (Tiiketici)

* Dahacok hangiiiriinleri satin alirsiniz? Neden? (Ttiketici) / Sosyete pazarlarinda
en fazla ragbet edilen iiriinler nelerdir? (Satici)

* Daha ¢ok kimler sosyete pazarlarindan aligveris yapmaktadir? (Satici)

e Sosyete pazarindan aligveris yapmayi tercih etme sebepleriniz/sebepleri
nelerdir? (Ortak soru)

e Satilan tirlinlerin kalitesini ve fiyatlarini nasil buluyorsunuz? (Tiiketici)

Verilerin analizine yonelik olarak QDA Miner programi kullanilmistir. Veriler
icerik analizi ile incelenmistir. Icerik analizi, verilerin kodlanmasi, temalarin
olusturulmasi, kod ve temalarin diizenlenmesi ve bulgularin ortaya ¢ikarilarak
yorumlanmasi adimlarindan olusur (Sigr1, 2018). Yapilan goriismeler 1g1g8inda
belirlenen kodlar, alt boyutlardan faydalanarak olusturulan temalarin altinda
frekans-yiizde analizi ile incelenmistir. Motivasyona iliskin kod ve temalarimin
belirlenmesinde, tiikketici motivasyonlari baglaminda daha detayli bir liste sundugu
disiiniildiigiinden, Murray’in (1938; 1955) ihtiyaclar listesi temel alinmistir.

3.4. Giivenilirlik ve Gecerlilik

Aragtirmada katilimcilara yoneltilmek tizere yapilandirilmis agik uclu sorulardan
olusan goriisme formlarinin belirlenmesi asamasinda 6ncelikle konuya hakim olan
uzmanlarin gorlislerine bagvurularak soru formlari olusturulmustur. Odak grup
goriigmesi ve birebir miilakatlar i¢in ayni goriisme formu kullanilmis, saticilara
yonelik ise ayri bir goriisme formu olusturulmustur. Sorularin hazirlanmasinin
ardindan, 3 gonilli katilimer ile pilot goriismeler gergeklestirilerek, sorularin
katilimcilar nezdinde net ve anlagilabilir olup olmadig1 degerlendirilmistir. Pilot
uygulamanin ardindan, 36 tiiketici ile yiiz ylize miilakatlar gergeklestirilmis;
5 tiiketici ile bir odak grup goriismesi yapilmis; ayrica bilgi kaynaklarinin
farklilastirilmasi maksadiyla, sosyete pazarinda saticilik yapan 14 katilimer ile
yiiz yiize miilakatlar gerceklestirilmistir. “Ucgenleme” olarak bilinen bu yaklagim,
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aragtirmacilarin  caligmalarinda farkli kaynaklar arasinda uyusma aradig
gecerlilige iliskin bir prosediirdiir (Creswell ve Miller, 2000). Arastirmada ulasilan
sonuglarin tiirdes platform veya gruplara uyarlanabilirligini temin etmek icin
amagl drneklemden faydalanilmistir (Baskale, 2016). Bu nedenle, tiiketicilerle
goriismeler kapsaminda aktif olarak sosyete pazarlarindan aligveris yapmakta
oldugunu ifade eden farkli demografik profillerden katilimcilar arastirmaya dahil
edilmistir (Tablo 1). Arastirmanin giivenilirligini artirmak i¢in katilimcilarla
yapilan goriismelerin teyit ederek gerceklestirilmesine 6zen gosterilmistir.

Tiiketicilerle gergeklestirilen goriismelere (odak grup ve yiiz yiize miilakatlar) yonelik
olarak potansiyel katilimcilar ile sosyal aglar {izerinden iletisime gec¢ilmis, dncelikle
calismaya iligkin bilgi verildikten sonra, sosyete pazarlarindan aligveris yaptigini
ifade etmis olan adaylara arastirmaya katilmay isteyip istemedikleri sorulmustur.
Odak grup goriismesi katilimeilar agisindan uygun olan, dnceden kararlastirilmig
olan ortak bir sosyal alanda gerceklestirilmistir. Goriismede yapilandirilmis agik uglu
sorular yoneltilerek, katilimcilarin sorulara iligkin olarak goriislerini bildirmeleri
istenmis ve goriisme toplamda 15 dakika civarinda stirmiistiir. Grup goriismesi,
katilimeilarin izni ile kaydedilmistir. Tiiketicilerle yapilan yiiz yiize goriismelerde
ise yine katilimeilara agik uclu sorular yonlendirilmis, goriismeler ortalama 10’ar
dakika kadar siirmiis ve kayit alinmasina miisaade eden tiiketicilerin goriismeleri
kayit altina almmustir. Saticilarla yapilan goriismeler sosyete pazari ortaminda,
kendilerine konuya iligkin bilgi verilmesi sonrasinda goniillii olan saticilar ile
kendi isyerlerinde gerceklestirilmistir. Saticilara acik uglu sorularin yoneltildigi
goriigmeler ortalama 10’ar dakika siirmiis, kayit alinmasina miisaade eden saticilarin
goriigmeleri kayit altina alinmustir. Gortismelerin giivenilirligini artirmak amaciyla,
goriismelerde teyit edilerek ilerlenmistir.

Aragtirmada kullanilan temalarin ve kodlarin belirlenmesinde hem nitel arastirma
verilerinden faydalanilmis hem de arastirmayla ilgili yazin taramasi yapilmus,
literatiirden alman kodlar da analize dahil edilmistir. Tiiketici motivasyonlarina
iliskin kod ve temalarinin belirlenmesinde Murray’ in (1938, 1955) yirmi sekiz
psikojenik ihtiyagtan olusan ihtiyaglar listesi dikkate alinmistir.

4. Arastirmanin Bulgular:

Aragtirmanin bulgulan tiiketicilerle yapilan goriismeler ve saticilarla yapilan
gorlismeler agisindan ayri ayri raporlanarak analiz edilmistir. Arastirmaya iliskin
kod ve temalarin detayli listesine bu boliimiin sonunda yer verilmistir.

4.1. Tiiketicilerle Yapilan Goriismelerin Bulgulari

Aragtirma sorular1 kapsaminda katilimcilara oncelikle “Neden bu pazarlarin
“sosyete pazar1” olarak adlandirildigini diistindiikleri” sorulmustur. Katilimcilarin
kullandiklar1 ifadeler asagidaki tabloda detaylandirilmistir (Tablo 4). Buna gore
katilimeilarin bu pazarlarin “sosyete pazari” seklinde adlandirilmasinin nedeni
olarak kullandiklar1 ifadelerin baslicalar1 “miisteri ¢ekmek, ihra¢ fazlasi markali
iiriinlerin satilmasi, her kesime hitap etmesi, list segmente (sosyeteye) hitap etmesi
ve likks markali Girtinlerin sahtelerinin satilmasi” olarak siralanmistir.
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Tablo 4. “Sosyete Pazar1” Isminin Anlamimna Iliskin Kullanilan ifadeler

Kod F Kod F

Miisteri gekmek igin 12 Kaliteli iriinler satildigi i¢in
ihrag fazlasi (mari;ﬁ) iiriinler satildigi 7 Modayt takip ettigi icin 4
Her kesime hitap ettigi i¢in 6 Cesit bol oldugu i¢in 4
Ust segmente (sosyete) hitap ettigi icin 6 Ucuz oldugu i¢in 4
Liiks markal1 iiriinlerin sahteleri satildig1 5 Pahali oldugu icin 3

igin

Sosyete pazarlarinin aligveris merkezlerine kiyasla avantajlarina iliskin
katilimcilarm ifadelerine Tablo 5’te yer verilmistir. Buna gore sosyete pazarlarinin
aligveris merkezlerine kiyasla tiiketiciler agisindan baslica avantajlar1 sirasiyla
“fiyatlarin uygun olmasi, ortamin daha samimi olmasi, pazarlik imkani olmasi,
iirlinlerin ¢esitliligi ve her seyin bir arada bulunabilmesi” olarak belirtilmistir.

Tablo 5. Sosyete Pazarlarinin Aligveris Merkezlerine Kiyasla Avantajlarina liskin
[fadeler

Kod F Kod F
Fiyatlarin uygun olmasi 16 Her seyin bir arada bulunabilmesi 6
Daha samimi olmast 8 Fiziksel mekanin elverisliligi 5
Pazarlik imkan1 olmasi 8 Servis imkani/ulagim 2
Uriinlerin gesitliligi 7 Ihrag fazlas1 (markali) tirtinlerin buluna- )

bilmesi

Katilimcilar agisindan sosyete pazarlarinin semt pazarlarina kiyasla baslica
avantajlart “giyim, aksesuar gibi iirlinlerin ¢esitliligi, tirtinlerin daha kaliteli
olmasi, fiziksel ortamin elverisliligi ve yoresel iiriinlerin bulunabilmesi” olarak
ifade edilmistir (Tablo 6).

Tablo 6. Sosyete Pazarlarinin Semt Pazarlarina Kiyasla Avantajlarma iliskin Ifadeler

Kod F Kod F
Giyim/aksesuar vb. iiriin ¢esitliligi 21 Ihrag fazlasi iiriinlerin bulunmasi 3
Daha kaliteli tirtinler 11 Ortamin daha samimi olmast 2
Fiziksel ortamin elverisliligi 4 Liiks markal ﬁﬁfg;glsahtelerinin bu- 2
Yoresel iiriinlerin bulunmasi 4 Servis avantajt 1

Fiyatlarin uygunlugu 3

Tiiketicilerin sosyete pazarlarindan aligveris sikliklar1 6rnek bazinda %49 oraninda
ayda en az 1 kez, %16 oraninda iki haftada bir, %22 oraninda haftada en az 1-2
kez olarak ifade edilmistir (Tablo 7).
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Tablo 7. Sosyete Pazarlarindan Alisveris Yapma Sikligina iliskin Ifadeler

Kod Ornek %
Ayda 1 %48,60
Haftada 1-2 %21,60
2 Haftada 1 %16,20
Yilda 3-4 %8,10
Thtiyag duydugunda %3,10
Yilda 1-2 %5,40
Yilda 5-6 %S5,40

Tiiketicilerin satin almayi tercih ettikleri {iriinlerin baslicalari ise sirasiyla “giyim
tekstil, gida, zliccaciye, taki ve ayakkabi/terlik” olarak ifade edilmistir (Tablo 8).

Tablo 8. Sosyete Pazarlarindan Satin Alman Uriinlere Iliskin Ifadeler

Kod F Kod F
Giyim tekstil 26 Ev tekstil 3
Gida 10 Hediyelik 3
Ziiccaciye 7 Canta 3
Taki 6 I¢c camasiri 3
Ayakkabi/terlik 4 Kozmetik 1

Sosyete pazarindan aligveris yapan miisterilerin buradan aligveris yapma nedenleri
ise Tablo 9’da detayli olarak gosterilmistir. Bunlarm baslicalart sirastyla “uygun
fiyat, ¢esitlilik, kaliteli iirinler, samimi ortam, her seyin bir arada olmasi, pazarlik
imkan1 olmasi, ihrag fazlasi (markali) {irinlerin satilmasi ve yoresel ve ev yapimi
gida iirtinlerinin satilmas1” olarak ifade edilmistir.

Tablo 9. Tiiketicilerin Sosyete Pazarlarindan Aligveris Yapma Nedenleri

Kod F Kod F

Uygun fiyat 60 Yoresel ve ev yapimi gida {iriinlerinin 9
satilmast

Cesitlilik 55 Fiziksel mekan 7

Kaliteli iiriinler 28 Liiks markali tirinlerin sahtelerinin sa- 4

tilmast

Samimi ortam 22 Ulagim/Servis imkant 4

Her seyin bir arada olmasi 19 Aliskanlik 3

Pazarlik imkani olmasi 10 Uriinii degistirme imkani 2

Ihrag fazlasi (markali) tiriinlerin satilmas1 9
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Katilimcilarin sosyete pazarlarimi tercih etmelerinde en basta gelen nedenler
iriinlere iligskin olarak uygun fiyat, gesitlilik ve kalite gibi tirline iliskin 6zellikler
olmakla birlikte, “samimi ortam” da sik¢a dile getirilen bir 6zellik olmustur. Bazi
katilimcilar, sosyete pazarlarindaki samimi ortami sevdikleri i¢in geldiklerini
ozellikle ifade etmislerdir. Ornegin, her ay sosyete pazarina gitmekte oldugunu
belirten bir tiiketici ortamin samimiyetine iliskin olarak sdyle bir yorumda
bulunmustur (Kadin, 41); “Ortam olarak rahatlatir... Daha samimi”. Bir tiiketici
ise sosyete pazarindan aligveris yapma nedenini soyle aciklamistir (Kadin, 41);
“Daha uygun tiriinler alabilmek adina gidiyorum. Biraz da daha eglenceli geliyor
ortam. Insanlarin alisveris yapmasi, saticilarin miisterilerle olan diyaloglar
daha ilgi ¢cekici geliyor”.

Her seyin birarada olmasi da tiiketiciler agisindan onemli bir kriter olarak
goriilmektedir. Bu konuda bir tiiketici sosyete pazarlarinin avantajini sdyle ifade
etmistir (Erkek,52); “Uriinler hepsi bir arada oluyor, sosyete pazarinda diiz ayak
hepsi sergide. Begenmen, ¢tkarman kolay”.

Sosyete pazarlarinin tiiketiciler tarafindan tercih edilmesinde 6nemli faktorlerden
bir digeri ise, pazarda satilan ihra¢ fazlasi (markali) {riinleri ve lilks markali
iriinlerin taklitlerini bu pazarlardan satin alabilmeleridir. Bir tiiketici, neden bu
pazarlardan aligveris yapmayi tercih ettigini su sozlerle agiklamistir (Kadin, 35);
“Orijinal olan, takip ettigimiz ancak pahali olan markalarin iiriinlerini daha
uygun fiyata alabilmem . Baska bir tiiketici ise sosyete pazarindan aligveris yapma
sebebini soyle anlatmistir (Erkek, 52); “Orijinalinden bir farki yok, anlasiimuyor.
Levis giydigim t-shirtii Viyana’'da sordum anlamadilar...”.

Sosyete pazarlarini tercih sebebi yapan bir diger 6zelligi ise, yoresel, ev yapimi ve
dogal tirlinlerin tezgahlarda satiliyor olmasidir. Haftada 1-2 giin mutlaka sosyete
pazarina geldigini belirten bir tiiketici sosyete pazarina gelme nedeni olarak gida
iirlinlerini tercih etmesini belirtmis ve bu konudaki goriiglerini soyle aktarmistir
(Kadin, 41); “Gida iiriinlerini tercih ediyorum. Ozellikle mandira iiriinleri cok
cesitli ve taze oluyor”. Bagka bir tiiketici (Kadin, 63) ise sOyle bir yorumda
bulunmustur. “Burada ¢ok ¢esitli, her yorenin iirtinii var, yoresel peyniri, zeytini,
ekmegi, marmelatlari, regelleri”.

Tiiketicilerin sosyete pazarlarindan alisveris yapmalarinin altinda yatan
motivasyonlar ise Murray’in (1938, 1955) psikojenik ihtiyaclar listesinde yer
alan “edinme, yakin iligki, sosyal iliski (kavrama-agiklama), gosterme, taninma/
onaylanma ve iistiinliik” ihtiyaglari ile iligkili ¢ikmistir (Tablo 10).

Tablo 10. Tiiketicilerin Sosyete Pazarlarindan Alisveris Yapma Motivasyonlari

Kod F Kod F
Edinme 174 Gosterme 9
Yakin Tliski 23 Taninma/Onaylanma 9
Sosyal Iliski 23 Ustiinliik 9
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Murray (1955), insanlarin psikojenik ihtiyaglarini, cansiz nesnelerle iliskili
ihtiyaglar; hirs, gii¢, basar1 ve prestiji yansitan ihtiyaglar; insan giici ile ilgili
ihtiyaglar; sado-mazosist ihtiyaglar, engelleme ile ilgili ihtiyaclar; insanlar
arasindaki sevgiyle ilgili ihtiyaglar ve sosyal iligki ile ilgili ihtiyaglar olarak
ana basliklar halinde siniflandirmistir. Arastirmada sosyete pazarlarma iliskin
olarak “edinme, yakin iliski, iistiinliik, gdsterme, taninma/onaylanma ve sosyal
iligki” motivasyonlari 6n plana ¢ikmisti. Murray’in listesine gore elde etme
gereksinimi (acquisition), cansiz nesnelerle ilgili; yakin iligki (affiliation) insanlar
arasindaki sevgiyle ilgili; Gstlinliik (superiority), insan giicii ile ilgili; gdsterme
(exhibition) ve taninma/onaylanma (recognition) ihtiyaclari, hirs, gii¢, basar1 ve
prestij gereksinimleri ile ilgili motivasyonlardir. Sosyal iliski (social intercourse)
gereksinimi ise kavrama-anlama ve agiklama ihtiyaglari ile iliskili bir motivasyon
olarak Murray tarafindan ele alinmistir. Buna gore elde etme gereksinimi mal-
miilk sahibi olmak ile ilgiliyken; taninma-onaylanma, 6vgii ve takdir uyandirmak;
gosterme-sergileme giidiisii, kisinin sahsina yonelik ilgi gosterilmesi; iistiinliik
giidiisii, basar1 ve taninma ihtiyaglarina yonelik olarak hirsli bir tutuma sahip olmak;
yakin iliski gereksinimi, kisinin arkadasliklar ve iliskileri sekillendirmesi; sosyal
iligki ihtiyact ise sorma ve anlatma ihtiyaclar1 ile karakterize olan ihtiyaclardir
(Flett, 2014).

Tiiketicilerle yapilan goriismelerin tiim kod, tema ve frekanslari asagidaki tabloda
(Tablo 11) detayli olarak verilmistir.

Tablo 11. Tiiketici Goriismelerine iliskin Kod, Tema ve Frekanslar

TEMA KOD ADET KOD ORNEK ORNEK
% %
i‘;slzzf Pazan Miisteri gekmek icin 12 %60 10 %27,00
Thrag fazliihgg:ri?? rtinler 7 %0.90 7 %18.90
Her kesime hitap ettigi i¢in 6 %0,80 6 %16,20
Ust segrner:)ttet:i ésioiz}ifsteye) hitap 6 %0.80 6 %1620
Liiks marl;ii]l;g?liz;n sahteleri 5 %0.70 5 %13.50
Kaliteli tirtinler satildig1 i¢in 4 %0,50 4 %10,80
Moday takip ettigi i¢in 4 %0,50 4 %10,80
Cesit bol oldugu i¢in 4 %0,50 4 %10,80
Pahali oldugu igin 3 %0,40 3 %38,10
Ucuz oldugu i¢in 4 %0,50 3 %8,10
Aligveris
Merkezlerine Fiyatlarin uygun olmasi 16 %2,10 16 %43,20

Gore Avantajlari
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Urtinlerin ¢esitliligi 7 %0,90 7 %18,90
Daha samimi olmasi 8 %1,10 6 %16,20
Her seyin bir arada bulunabilmesi 6 %0,80 6 %16,20
Pazarlik imkani olmasi 8 %1,10 6 %16,20
Fiziksel mekanin elverisliligi 5 %0,70 4 %10,80
Servis imkani/ulagim 2 %0,30 2 %5,40
Ihra;ffjiiﬁﬁgerm 2 %030 2 %5,40
Semt
Pazarlarina Giyim/aksesuar vb. {iriin ¢esitliligi 21 %2,80 20 %54,10
Gore Avantajlari
Dabha kaliteli tirtinler 11 %1,50 10 %27,00
Fiziksel ortamin elverigliligi 4 %0,50 4 %10,80
Fiyatlarin uygunlugu 3 %0,40 3 %8,10
Yoresel tiriinlerin bulunmasi 4 %0,50 3 %8,10
Thrag fazlasi iiriinlerin bulunmasi 3 %0,40 3 %38,10
Ortamin daha samimi olmasi 2 %0,30 2 %35,40
Liks markal;) :lllrlllllrlllllel:;;rll sahtelerinin ) %0.30 ) 9%5.40
Servis avantaji 1 %0,10 1 %2,70
Aligveris Siklig Ayda 1 21 %2,80 18 %48,60
Haftada 1-2 8 %1,10 8 %21,60
2 Haftada 1 7 %0,90 6 %16,20
Yilda 3-4 3 %0,40 3 %38,10
Ihtiya¢ duydugunda 3 %0,40 3 %38,10
Yilda 1-2 2 %0,30 2 %35,40
Yilda 5-6 2 %0,30 2 %S5,40
gféflilgredﬂen Giyim tekstil 26 %3,50 25 %67,60
Gida 10 %1,30 7 %18,90
Ziiccaciye 7 %0,90 7 %18,90
Taki 6 %0,80 6 %16,20
Ayakkabi/Terlik 4 %0,50 4 %10,80
Ev tekstil 3 %0,40 3 %38,10
Hediyelik 3 %0,40 3 %38,10
Canta 3 %0,40 3 %3,10
I¢c camasiri 3 %0,40 3 %38,10
Kozmetik 1 %0,10 1 %2,70
Tercih ctme Uygun fiyat 60 %800 29 %7840

sebepleri
Cesitlilik 55 %7,30 28 %75,70
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Kaliteli tirtinler 28 %3,70 20 %54,10
Her seyin bir arada olmasi 19 %2,50 15 %40,50
Samimi ortam 22 %2,90 14 %37,80
Ihrag fazlas1 (markalr) iiriinlerin 9 %1.20 9 %24.30
satilmast
Fiziksel mekan 7 %0,90 6 %16,20
Pazarlik imkani olmast 10 %1,30 6 %16,20
Yéresel Viii\ifnysaaﬁﬁr; aggllda irtinle- 9 %1.20 6 %1620
Liiks markahsiéillt'ﬁrrlrllzrslln sahtelerinin 4 %0.50 4 %10.80
Ulasim/Servis imkani 4 %0,50 3 %8,10
Aliskanlik 3 %0,40 2 %5,40
Uriinii degistirme imkani 2 %0,30 2 %5,40
E:fi‘fa:;‘:slan Edinme 174 %2320 37 %100,00
Yakin iliski 23 %3,10 15 %40,50
Sosyal iligki 23 %3,10 14 %37,80
Gosterme 9 %1,20 9 %24,30
Tanimmma/Onaylanma 9 %1,20 9 %24,30
Ustiinliik 9 %1,20 9 %24,30

4.2. Saticilarla Yapilan Goriismelerin Bulgular:

Saticilarla yapilan goriismelerin kod, tema ve frekanslarina iliskin detayli bilgiye
Tablo 12°de yer verilmistir. Saticilar agisindan bu pazarlarin “sosyete pazari”
seklinde adlandirilmasinin baglica nedenleri “ihra¢ fazlast markali {irlinlerin
satilmasi, ¢esidin bol olmasi, ucuz olmasi, her kesime hitap etmesi, {ist segmente
(sosyeteye) hitap etmesi” olarak siralanmigtir. Buna gore tiiketiciler agisindan en
basta gelen neden “miisteri gekmek” iken saticilar agisindan en basta gelen neden
“ihrag fazlas1 markali tirtinlerin satilmas1”dur.

Saticilarin sosyete pazarlarinin aligveris merkezlerine kiyasla tiikketiciler agisindan
avantajli oldugunu diigiindiikleri baslica o6zellikleri “fiyatlarin uygun olmasi,
ortamin daha samimi olmast ve her seyin bir arada bulunabilmesi” olarak
belirtilmistir. Dolayisiyla hem saticilar hem de tiiketicilerin bakis acisindan
“fiyatlarin uygunlugu” sosyete pazarlarini aligveris merkezlerine kiyasla avantajh

kilan en 6nemli 6zelligidir.

Semt pazarlariyla kiyaslandiginda ise saticilar acgisindan sosyete pazarlarinin
baslica avantajlar1 “giyim, aksesuar gibi {irlinlerin gesitliligi, fiziksel ortamin
elverisgliligi, ortamin samimiyeti, fiyatlarin uygunlugu ve hizmet verilen giin
sayis1” olarak ifade edilmistir. “Giyim, aksesuar gibi iriinlerin ¢esitliligi ayn1
zamanda tiiketiciler agisindan da semt pazarlarina kiyasla sosyete pazarlariin dne
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¢ikan 0zelligi olarak goriilmektedir. Sosyete pazarlarimin fiziksel mekan sartlarinin
elverigli olarak algilanmasina iligkin olarak bir satict su yorumda bulunmustur
(Kadin, 39); “Ben burada on yillik esnafim, benim de sirkiilasyonum iyi. Yani
bunu cadde iizeri bir diikkanda agmis olsam, bu kadar cadde iistii miisteri ayni
anda girmez ama burada kapisi olmadig1 i¢in muhakkak beni burada goriiyor...”.

Sosyete pazarlarindan satin alinan iiriinler bazinda bir degerlendirme yapildiginda,
saticilara gore tiiketiciler en ¢ok “giyim tekstil, gida ve ayakkabi/terlik” gibi
iiriinleri satin almaktadir. Tiiketiciler de benzer sekilde en fazla “giyim tekstil
ve gida” iriinlerini aldiklarini belirtmislerdir. Burada satilan {riinlerin dogal
ve yoresel iiriinler olmas1 sosyete pazarlarmin gida agisindan tercih edilmesi ile
iligkili goriilmektedir. Bir gida {iriinleri saticisi tiikketicilerin sosyete pazarini tercih
etme sebebini soyle ifade etmistir (Kadin, 45); “Gida agisindan séyliiyorum,
tiretici kendi sattigr icin, daha dogal geldigi icin. Marketlerde ¢ogu iiriin
fabrikasyondur...”.

Saticilar agisindan tiiketicilerin sosyete pazarlarini tercih etmelerindeki baslica
nedenler “uygun fiyat, ¢esitlilik, samimi ortam, her seyin bir arada olmas1 ve
liikks markal1 iirlinlerin sahtelerinin satilmasi” olarak siralanmustir. Tiiketiciler
acisindan da uygun fiyat ve gesitlilik en dnde gelen unsurlar olmakla birlikte,
“kaliteli iirtinler” ti¢lincii sirada yer almis ve “her seyin bir arada olmasi, samimi
ortam ve ihra¢ fazlasi (markali) {riinlerin satilmasi” tiiketiciler tarafindan da
baslica nedenler arasinda ifade edilmistir. Ortama iliskin olarak 11 yildir sosyete
pazarinda esnaflik yaptigini belirten bir igyeri sahibi goriislerini su sekilde ifade
etmistir (Kadin, 39); “Burada bir samimiyet var. Buraya geldiklerinde bir abla,
bir abi, samimi, giiler yiiz, birebir sohbet var. Magazadaki personelle bunu
yasayamiyor. Belli bir seviyede tutuyor, burada oyle degil. Cogu bayan mesela
evindeki dertleri bile iki dakikada burada anlatiyor, ¢cocugunu kocasint anlatiyor.
Anlatiyor ve gidiyor, burada desarj oluyor”. Sosyete pazarlarinda liikks markali
iiriinlerin satilmasinin bir tercih nedeni olmast durumu saticilar tarafindan da
dile getirilmistir. Bu konuda bir saticinin yorumu soyle olmustur (Kadin, 39);
“Yandaki ¢cantaci gelen miisterilerin cogunu isim olarak biliyor. Mesela bu Ankara
gazetelerinin sayfalarinda jet sosyete hammlar- iste buradaki biiyiik fabrika
sahiplerinin hammlari- buradan aligveris yapryor. Niye? Ciinkii her davette ayrt
canta takmak zorunda ve ciddi paralar vermek istemiyor, ama kimse gérdiigiinde
“fake” demesin diye basarili ¢akmalart var, onlart gelip buradan alvyorlar”.

Saticilara sosyete pazarlarindan en ¢ok kimlerin aligveris yaptigi soruldugunda
“tim gelir gruplarmin” ve 6zellikle “kadinlarin” buralardan aligveris yaptiklarini
ifade etmislerdir. Konuya iliskin olarak bir satict mevcut durumu sdyle anlatmistir
(Erkek, 33); “Agirliklt bayanlardan her yas grubundan geliyor. Ev hanimi daha
yvogunlukla geliyor. Calisanlar da ozellikle pazar giinii geliyor”. Gelenlerin gelir
seviyelerine iligkin olarak bir katilimci su yorumda bulunmustur (Kadin, 39);
“Bunun bir skalasit yok. Yani en alt seviyeden cebine 50 TL'yi koyup da gelen
miisteri de var, kredi kartinda sonsuz limiti olan miisteri devar.... Mesela yanimdaki
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cantacidan bahsedersek, orijinal tirtinlerin 20-30 bin TL ye sahip olabilecekleri
tirtinleri buradan 2-3 bin TL ye alyyor ama girdigi sosyal ¢evrede o ¢anta orijinali
imis gibi goriiniiyor... Buradan herkes alisveris yapiyor...”. Diger bir katilime1
da benzer sekilde gelenlerin gelir seviyelerine iliskin olarak su yorumu yapmistir
(Erkek, 40); “Buraya herkes geliyor. En zengini de geliyor, en fakiri de geliyor.
Zengin niye geliyor? Zengin altinda Mercedes, orijinal giyinmiyor ama replika
giyiniyor ama herkes iizerinde orijinal var zannediyor... Yani buradaki tiriinlerin
%99 'u replika, ama nasil replikalar? Birebir ayni kopyasi... Range Rover’la gelip
aligveris yapryorlar. Simdi buradan aldigi 1000 TL lik takimi da 300 TL ye almast

>

hosuna gidiyor...”.

Tablo 12. Satic1 Goriismelerine iliskin Kod, Tema ve Frekanslar

TEMA KOD ADET K(f/) D ORNEK OR;J EK
(1] (]
Sosyete Pazari Thrag fazlasi (mwar}(a}h) iriinler 5 942,25 5 %33.30
Anlam1 satildigi igin
Cesit bol oldugu icin 4 %1,80 4 %26,70
Ucuz oldugu i¢in 4 %1,80 3 %20,00
Her kesime hitap ettigi i¢in 3 %1.,35 3 %20,00
Ust segmente‘ gs'o‘syeteye) hitap ) 9%0.90 ) %1330
ettigl 1¢in
Miisteri cekmek icin 2 %0,90 2 %13,30
Kaliteli tirtinler satildig1 i¢in 2 %0,90 2 %13,30
Liiks markalt url.‘m!el.rln sahteleri 1 940,45 1 %6.70
satildig1 i¢in
Aligveris
Merkezlerine Fiyatlarin uygun olmasi 11 %4.,95 11 %73,30
Gore Avantajlari
Daha samimi olmasi 4 %1,80 4 %26,70
Her seyin bir arada bulunabilmesi 4 %1,80 4 %26,70
Fiziksel mekanin elverisliligi 2 90,90 2 %13,30
Servis imkani/Ulagim 2 %0,90 2 %13,30
Uriinlerin ¢esitliligi 1 %0,45 1 %06,70
Thrag fazla51h urun?erm 1 940,45 | %6.70
bulunabilmesi
Semt
Pazarlarina Giyim/aksesuar vb. {iriin ¢esitliligi 9 %4.,05 9 %60,00
Gore Avantajlart
Fiziksel ortamin elverigliligi 2 %0,90 2 %13,30
Ortamin daha samimi olmasi 2 %0,90 2 %13,30
Fiyatlarin uygunlugu 2 9%0,90 2 %13,30
Hizmet verilen giin sayis1 2 %0,90 2 %13,30

Daha kaliteli tirtinler 1 %0,45 1 %06,70
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Yoresel tiriinlerin bulunmasi 1 %0,45 1 %06,70
Ihrag fazlasi tiriinlerin bulunmasi 1 %0,45 1 %6,70
Servis avantaji 1 %0,45 1 %06,70

fereih edilen Giyim tekstil 9 %405 9 %60,00
Gida 7 %3,15 7 %46,70
Ayakkabi/Terlik 3 %1,35 2 %13,30

Tak1 2 %0,90 2 %13,30

Canta 2 %0,90 2 %13,30

Kozmetik 2 %0,90 1 %6,70

Ev tekstil 1 %0,45 1 %6,70

I¢ camasiri 1 %0,45 1 %06,70
;fféiﬁieiﬁme Uygun fiyat 21 %946 11 %73,30
Cesitlilik 14 %6,31 9 %60,00

Samimi ortam 12 %S5,41 6 %740,00

Her seyin bir arada olmas1 9 %4,05 7 %46,70
Liiks markallslallﬁllrlllllzrslln sahtelerinin 3 %3.60 5 %33.30
Kaliteli tiriinler 7 %3,15 6 %40,00
Aliskanlik 6 %2,70 5 %33,30

Ihrag fazlas; ;Ei?;l;:lh) tirtinlerin 4 %1.80 4 %26.70
Fiziksel mekan 4 %1,80 3 %20,00
Ulasim/Servis imkani 3 %1,35 3 %20,00
Uriinii degistirme imkani 3 %1,35 2 %13,30
Yoresel ve ev yapimi gida iiriinle- 5 940.90 ) 9%13.30

rinin satilmast ’ ’

yK;I‘Erer ahgveris Tiim gelir gruplart 9 %405 9 %60,00
Ust gelirli 7 %3,15 7 %46,67

Kadinlar 5 %2,25 8 %53,33

Alt gelirli 5 %2,25 5 %33,33
Sosyete 3 %1,35 3 %20,00

Orta gelirli 2 %0,90 2 %13,33

Erkekler 2 %0,90 2 %13,33
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5. Tartisma ve Sonuc¢

Sosyete pazarlari, Tiirkiye’de perakende sektoriin ana aktdrleri arasinda yer alan
geleneksel pazarlarin gliniimiiz sartlarina adapte olmus yeni nesil versiyonlaridir.
Biiylik sehirlerde sayilari her gegen giin artan sosyete pazarlari, gliniimiiziin
degisen ve gelisen modern tiiketim kiiltiiriinlin bir parcast olan modern aligveris
merkezlerine, magaza ve siipermarketlere alternatif alisveris mekanlar1 haline
gelmiglerdir. Bununla birlikte sosyete pazarlart konusunun, literatiirdeki sinirli
birkag aragtirma (Vicdan, Firat, 2013, 2015) disinda hak ettigi ilgiyi gérmedigini
sOylemek miimkiindiir. Bu arastirmada sosyete pazarlar olgusu, tiiketiciler
nezdinde bir aligveris mekani olarak ragbet gérmelerinin nedenleri ve bu nedenlerin
altinda yatan motivasyonlar baglaminda nitel bir bakis acisiyla ele alinmistir.
Aragtirmanin siirli 6rneklemi dahilindeki bulgular, tiikketiciler agisindan “uygun
fivat, cesitlilik, kaliteli iiriinler, samimi ortam, her seyin bir arada olmasi, pazariik
imkani, ihrag fazlasi (markali) iiriinlerin satilmasi ve yoresel, ev yapimi ve dogal
gida iiriinlerinin satilmasi” gibi nedenlerle tiiketicilerin bu pazarlardan aligveris
yapmay1 tercih ettiklerini ortaya koymustur. Saticilar agisindan ise tiiketiciler
“uygun fiyat, ¢esitlilik, samimi ortam, her seyin bir arada olmasi ve liiks markall
tiriinlerin sahtelerinin satilmasr” gibi nedenlerle sosyete pazarlarindan aligveris
yapmaktadirlar. Hem tiiketiciler hem de saticilar agisindan “uygun fiyat, ¢esitlilik
ve samimi ortam” sosyete pazarlarimi tliketiciler agisindan tercih sebebi haline
getiren baslica ortak nedenler olarak ifade edilmistir.

Tiiketicilerin neden periyodik pazarlar tercih ettigine iliskin literatlirdeki
arastirmalar, pazarlarin “disiik fiyat, tazelik, cesitlilik, yakinlik, ortam, pazarlik
imkani, dogal tiriinlerin bulunabilmesi” gibi 6zellikleri nedeniyle tercih edildigini
gostermektedir (Dokmeci ve diger., 2006; Caligkan ,2007; Aksoy, 2009; Saibaba ve
Vadde, 2009; Maruyama ve Trung, 2010; Koday ve Celikoglu, 2011; Aliagaoglu,
2013; Akgi, 2015; Er ve diger., 2016; Akbas, 2019; Kasimoglu ve Ozcan, 2020;
Koran, 2020; Igbal ve diger., 2022). Bu arastirmanin sinirli sonuglari, sosyete
pazarlariin geleneksel periyodik pazarlarla birtakim benzer nedenlerle tiiketiciler
tarafindan tercih edildigini gosterirken, diger yandan bazi 6zellikleri itibariyle
de geleneksel pazarlardan farklilastigin1 ortaya koymustur. Bu ¢ercevede hem
sosyete pazarlarinda hem de periyodik semt pazarlarinda “fiyatlarin uygun olmas,
cesitlilik, dogal iiriinlerin bulunmasi, aliskanliklar, ortam, pazarlik imkant” gibi
unsurlar ortaktir. Bununla birlikte sosyete pazarlar “iiriinlerin kalitesi, ihrag
fazlast (markaly) dirtinlerin ve liiks markali tiriinlerin sahtelerinin satilmast,
tiriinleri degistirme imkaninin olmast, fiziksel mekanin elverisliligi ve pazarlara
servis imkant” gibi 6zellikleriyle geleneksel pazarlardan ayrigmaktadir.

Tiiketicilerin igsel motivasyonlarini anlamak, pazarlamacilar agisindan hedef
pazar segmentlerini dogru bir sekilde olusturmak ve ona gore etkili pazar
iletisimleri gelistirmek agisindan 6nemlidir. Murray’in psikojenik ihtiyaglar listesi,
motivasyon teorisi ve kisilik degerlendirmesi alanlarinda temel olusturmaya devam
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etmesi nedeniyle giiniimiizde halen 6énemini korumaktadir. Murray’in listesi ayni
zamanda tiiketici davraniglarinda 6nemli bir rol oynadig1 varsayilan bir¢ok giidiiytli
icerdigi i¢in pazarlamacilar agisindan kapsamli bir bagvuru kaynagi niteligindedir
ve ¢ok sayida tiiketici davranigi calismasinda kullanilmistir. Bu nedenle, ¢alismada
tiikketicilerin sosyete pazarlarindan aligveris yapma motivasyonlart Murray’in
ihtiyaclar listesinden faydalanilarak degerlendirilmistir.

Murray’in psikojenik ihtiyaglar siniflandirmasi temelindeki arastirma bulgular
degerlendirildiginde, tliketiciler acisindan “edinme, yakin iliski, iistinliik,
gosterme, taninma/onaylanma ve sosyal iligki” motivasyonlarmin 6n plana ¢iktigi
goriilmustiir. Sosyete pazarlarina aligveris yapmaya gelen tiiketiciler agisindan
“edinme” ihtiyacinin en biiyiik paya sahip olmasi beklenen bir durumdur. Edinme
ihtiyaci, Murray’in listesinde “cansiz nesnelerle ilgili” bir motivasyon tiiriidiir.
Sosyete pazarlarindaki {irtinlerin fiyati, cesitliligi, kalitesi, dogalligi, ulasim
imkanlar1 ve her tiirlii lirinlin bir arada bulunabilmesi gibi nedenlerle tiiketiciler
ihtiya¢ duyduklar tirlinlere erisim saglayabilmekte ve hizli ve pratik bir sekilde
“edinme” ihtiyaclarii karsilayabilmektedirler. Bunun birlikte, calismada elde
edilen bulgular sosyete pazarlarmin, bir aligveris mekani olmanin Gtesinde,
ayn1 zamanda miidavimleri i¢in “yakin iliski” ve “sosyallegsme” agisindan da bir
karsiliginin oldugunu gostermistir. Katilimcilar ortamin samimiyetini bu pazarlara
gelmelerinde etkili olan baslica nedenlerden birisi olarak ifade etmislerdir.
Saticilarla miisteriler arasindaki iliskilerin samimi bir zeminde siiriip gitmesi, ayni
zamanda miisteriler agcisindan hem siirekli aligveris yaptiklar saticiya yonelik
hem de belirli iiriinlere yonelik bir aliskanligin olusmasinda da etkili olan bir
unsur olarak géze carpmaktadir. Baz: tiiketiciler ise arkadaslariyla ve yakinlartyla
birlikte eglenceli vakit gecirebildiklerini diisiindiikleri i¢in sosyete pazarlarina
geldiklerini ifade etmislerdir. Ortamm samimiyeti, saticilar ile misteriler
arasindaki karsilikli diyaloglar, saticilarin miisterileri tezgaha ¢ekme cabalari,
pazarliklar, ortamin hengamesi ve kalabaligi, sosyete pazarlarinin atmosferini
kendine has ve eglenceli bir hale getirmektedir. Literatiirdeki diger caligmalar da
pazarlarin, fonksiyonu itibariyle sadece tiiketicilerin glindelik tiiketim ihtiyag¢larini
karsilamakla sinirli mekanlar olmadigini, sosyal agidan da gesitli islevlere sahip
oldugunu gostermistir. Webber ve Symanski (1973), periyodik pazarlarin toplumun
sosyal ihtiyaglart agisindan da 6nemine dikkat ¢cekmistir. Williams ve Paddock
(2003), ozellikle varlikli kesimlerin eglence ve sosyallik gibi nedenlerle alternatif
tiilketim pratiklerine yoneldigine vurgu yapmislardir. Dokmeci ve arkadaslar
(2006), periyodik pazarlarin kiiltiirel agidan farkli insanlar1 bir araya getirerek,
sosyal etkilesim, eglenme ve yeni arkadagliklar kurma imkan1 sagladigini ifade
etmiglerdir. Aliagaoglu (2013), haftalik pazarlarin, sosyal etkilesim ve statii
sergileme firsati gibi farkli iglevleri yerine getirdigine dikkat ¢gekmistir. Vicdan ve
Firat (2015), sosyete pazarlarinin, sosyallesme yerleri oldugunu ve karnaval gibi
bir deneyim yarattigini vurgulamiglardir.
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Arastirmada, iistiinliik, gosterme ve taminma/onaylanma ihtiyaglart 6ne ¢ikan
diger motivasyonel unsurlar olmustur. Ustiinliik, “insan giicii” ile ilgili; gosterme
ve taminma/onaylanma ihtiyaglar ise “hirs, giig, basar1 ve prestij” gereksinimleri
ile ilgili motivasyonlardir. Sosyete pazarlari, satilan {iriinlerin niteligi itibariyle
farkl miisteri segmentlerine hitap edebilmektedir. Liiks tiiketimle iliskilendirilen
iiriinler sosyete pazarlarinda her kesimden tiiketiciler nezdinde ragbet gérmektedir.
Vicdan ve Firat’a (2015) gore sosyete pazarlari hem alt hem de iist sosyal siniflarin
bir digerini tecriibe ettigi bir mekandir. Yazarlara gore iist simiflar gegmiste
kendilerini pazardan dislamig olmalarina ragmen, yiiksek kaliteli ve siradan
olmayan “deneyim” nedeniyle sosyete pazarlarmin miidavim miisterileri haline
gelmisglerdir. Tiketiciler sosyete pazarlarindan markali ve belli bir kalitedeki
ihrag fazlasi tirlinleri (etiketleri sokiilerek) piyasaya gore cok daha uygun fiyatlara
alabilmekte ve ayni zamanda iinlii markalarin birebir kopyalarmi da satin
alabilmektedirler. Statii sembolii niteligindeki bu {iriinleri her gelir grubundan
tiikketici almakla beraber, 6zellikle “sosyete” olarak toplumun adlandirdig: yiiksek
alim giicline sahip tiiketiciler de bu {riinlere ragbet etmektedir. Bu durumun
nedenlerini literatiirdeki cesitli goriislerle agiklamak miimkiindiir. Ornegin,
Veblen ([1899] 1994), liks 6gelerin, psikolojik degerlerle iligkili oldugundan
bahsederken, {ist siniftaki insanlarin kendilerini digerlerinden ayirmak istedikleri
icin, alt sinifa mensup insanlarin daha yiiksek bir statii olarak algilanmaya
caligtiklart i¢in, liiks tiikketimini bir basar1 araci olarak gordiiglinii belirtmistir.
Benzer sekilde Goffman (1959) ve Freedman’a (1991) gore sadece varlikli
insanlar statii Girlinlerini tiikketmekle kalmaz, ekonomik diizeylerinden bagimsiz
olarak tiiketiciler bir servet imaj1 yansitan iirlinler satin almak ve sergilemek
isteyebilirler ve statli sembolleri insanlar tarafindan bir sosyal sinifa ait oldugunu
belirtmek icin kullanilabilir. Bununla birlikte, gercek liiks markalar Tiirkiye gibi
gelismekte olan iilkelerdeki diisiik gelir seviyesine sahip birgok tiiketici igin
finansal olarak erisilemez, bu nedenle de bu markalarin sahtelerini satin almak
bir segenektir. Liiks mallarin taklitleri, gercek litkks mallarin yasadisi, diisiik fiyath
ve genellikle disiik kaliteli kopyalari olarak da bilinir (David, 2011). Ticari bir
markanin yaydigi ilgili prestij ve statii sembolii, tiiketicilerin lilks markalarin
taklitlerini satin almalar1 i¢in bir itici giictiir (Cordell, Wongtada ve Kieschnick,
1996). Sahte {irtinler statii sinyalleri olarak islev goriir ve statii arayist kimligine
katkida bulunurlar (Bian, Wang, Smith ve Yannopoulo, 2016). Dolayisiyla sosyete
pazarlarinda diinyaca {inlii markalarin sahtelerine ve ihrag fazlasi markali irlinlere
olan ilginin her kesimden insani1 cezbetmesi sasirtici degildir.

Arastirmanin sonuglari, sinirli 6rneklemi temelinde sosyete pazarlari baglaminda
tiikketici ihtiya¢ ve motivasyonlarina iliskin detayli bir tablo ortaya koymustur.
Sosyete pazarlari, Tiirkiye’ye 6zgili bir periyodik pazar tiirli olmakla birlikte, bu
calisma pazarlarin zaman igerisinde degisen ve geligen tiikketim anlayisi karsisinda
esnek bir yapiya sahip oldugu konusundaki goriislere (Gaube ve diger, 1976;
Miossec, 1990; Bromley, 1998;) somut bir 6rnek iizerinden katki saglamaktadir.
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Geleneksel pazarlar, daha ¢ok gelismekte olan iilkelere 6zgii gorilmekte ve
degisimlere adapte olabilen yapisi sayesinde halen pek c¢ok kiiltiirde perakende
aligverisin 6nemli bir aktorii olmaya devam etmektedir. Sandikci ve Ger’in (2001)
de ifade ettigi gibi, gelismekte olan {ilkelerin tiiketim alanlar1 Batili tiiketim
tarzlarinin birebir kopyasi degildir. Bu ¢ergcevede sosyete pazarlari eski ile yeninin
bir arada var oldugu hibrit bir perakende aligveris modelinin basarili bir 6rnegidir.
Diger yandan, sosyete pazarlar1 konusunun, iizerinde heniiz yeterince aragtirmanin
yapilmadig1 bir alan oldugu goz oniine alindiginda, bu ¢alisma alandaki bosluga
sosyete pazarlar1 Ozelinde katki saglamakla birlikte, ayn1 zamanda konuyu
motivasyonel bir bakis acist ile ele almasi acisindan periyodik pazarlara
iligkin diger c¢alismalardan ayrigmaktadir. Bunlarin yani sira, ¢alismanin smirli
bulgularmin, perakende sektdriinde faaliyet gdsteren pazarlamacilar agisindan da
titketicileri motive eden unsurlara iligkin uygulamaya yonelik ipuglar saglayacagi
diistintilmektedir. Cok farkli gelir grubundan kisilerin sosyete pazarlarindan
aligveris yapmalarmin, motivasyonel anlamda “edinme, yakin iliski, iistiinliik,
gosterme, tammmma/onaylanma ve sosyal iligki” ihtiyaglart ile iligkili oldugu
gbz oOniine alindiginda, perakende sektoriinde gdrev yapan pazarlamacilarin
miisterilerine sunduklar iiriinlerin kalitesi, niteligi ve ¢esidi gibi unsurlarin yan
sira bu tirtinlerin hangi gelir grubundaki kisiler i¢in nasil bir motivasyonel karsiligi
oldugunu dikkate almalar1 son derece 6nemlidir. Ciinkii bu sayede dogru hedef
pazar segmentleri olusturabilir ve pazarlama iletisimlerini o oranda etkili hale
getirebilirler. Ornegin; “iistiinliik, gosterme ve taninma/onaylanma” ihtiyaglari
prestij ve statiiyii yansitan triinlerle iligkilidir ve bu {irinler farkli segmentlerden
tiikketiciler i¢in farkli nedenlerle bir cazibe unsuru olabilir. Diger yandan, kimi
misteriler i¢in “Uriin” 6n planda olabilirken, kimi misteriler agisindan “yakin
iligki” ve “sosyal iliski” ihtiyact 6nde gelebilir.

Arastirma, evren, orneklem ve 6l¢iimleme a¢isindan birtakim sinirlamalara tabidir.
Oncelikle, ¢aligma nitel goriisme teknikleri ile olgular1 derinlemesine ortaya
¢ikarmaya yonelik olarak tasarlandigi i¢in arastirmanin evreni temsil kabiliyeti
sinirhidir. Arastirmanin verileri, Ankara ili sinirlar igerisinde ikamet eden ve
sosyete pazarlarindan aligveris yapan tiiketicilerden ve Cayyolu ve Batikent sosyete
pazarlarinda faaliyet gosteren saticilardan elde edilmistir. Ayrica, calismaya
sosyete pazarlarindan aligveris yapmakta oldugunu ifade eden katilimcilarin
dahil edilmesi, arastirmanin diger bir kisitidir. Tiiketici motivasyonlarinin
belirlenmesine yonelik olarak, aragtirmanin bulgulari Murray’in ihtiyaclar listesi
ile simirlidir. Bu kisitlar, bulgularin genellenebilirligini etkilese de gegerliligini
etkilememektedir. Murray’in ihtiyaclar listesi, tiiketici motivasyonlar1 baglaminda
pazarlamacilara olduk¢a kapsamli bir ¢erceve sunmaktadir. Bu ¢alisma, sosyete
pazarlari olgusu baglaminda, Murray’in teorisinde yer alan “edinme, yakin iliski,
sosyal iliski, gdsterme, taninma/onaylanma ve {stlinliik” ihtiyaclarinin, tiiketici
motivasyonlarini agiklamak konusunda iglevsel oldugunu gostermistir.
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Sosyete pazarlari baglaminda daha genis katilimc1 kitleleri iizerinden
yapilacak Olgekli arastirmalarla, alana iligkin daha kapsamli ve genellenebilir
sonuclara ulagilabilir ve eklenebilecek farkli degiskenlerle 6zgilin ¢alismalar
gergeklestirilebilir. Ayrica, modern pazarlara bir drnek olusturmasi itibariyle
sosyete pazarlarinin, satilan {irlinlerin niteligi ({irlinlerin kalitesi, markali tirtinler,
markali iirlinlerin taklitleri) ve bu tirlinleri satin alan miisteri profilleri baglaminda
pazarlama arastirmacilar1 agisindan tiiketici motivasyonuna yonelik c¢alismalar
yapabilecekleri bakir bir saha oldugu degerlendirildiginde, gelecek calismalar
acisindan 6nemli firsatlar sundugu diisiiniilmektedir.
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HIGH SOCIETY BAZAARS AS A SHOPPING PLACE: A QUALITATIVE
EVALUATION ON CONSUMER MOTIVATIONS

EXTENDED ABSTRACT
1. Introduction

A new generation periodic bazaars, namely High Society Bazaars (HSBs), have
emerged as popular shopping places in Turkey, especially in the big cities. Despite
the increase in the number of modern shopping venues such as shopping malls and
stores, HSBs are increasing their popularity day by day. Despite the increasing
popularity of HSBs for Turkish consumers, studies in the literature specific to this
field seem to be quite limited. Therefore, in this study, it is aimed to deal with the
phenomenon of HSBs, on which there has not been enough research so far, and in
this context, it is aimed to reveal "the reasons why consumers prefer these bazaars
as a shopping venue" and "the underlying motivations of these reasons".

2. Theoretical Framework

HSBs are the new generation periodic bazaars where traditional neighborhood
markets in Turkey change shape over time, where a wide variety of clothing and
accessory products are predominant, where fakes of luxury branded products and
export surplus products, as well as local and homemade natural food products
are sold. Despite the increasing number of modern shopping venues, it can be
said that HSBs have created a successful synthesis between the old and the new
by adapting the traditional bazaar notion to the present. Although this situation
may seem surprising at first glance, from an evolutionary point of view, it can be
considered as an internalization of a natural adaptation.

Despite the increasing popularity of HSBs for Turkish consumers, it is seen that
the studies in the literature specific to this field are quite limited. In this context,
apart from Vicdan and Firat's (2013, 2015) studies on HSBs, the concept has been
briefly mentioned in the literature on periodic markets in general and has been
considered as a type of periodic bazaar (For example; Tungel, 2009, 2018; Topgu,
2006).

Studies in the literature on why consumers prefer periodic markets show that
markets are preferred because of their features such as "low price, freshness,
variety, proximity, environment, bargaining opportunity, availability of natural
products" (Dokmeci et al., 2006; Caliskan ,2007; Aksoy, 2009; Saibaba and Vadde,
2009; Maruyama and Trung, 2010; Koday and Celikoglu, 2011; Aliagaoglu, 2013;
Akgi, 2015; Er et al., 2016; Akbas, 2019; Kasimoglu and Ozcan, 2020; Koran,
2020; Igbal et al., 2022).

The question of what motivates human behavior has been tried to be explained by
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various motivation theories and marketers have tried to create their own inferences
in the context of consumer motivations based on these theories. In most cases,
motivation stems from some need that leads to behaviors that, when the need is
met, result in some kind of reward (Shanks, 2011).

From a marketing perspective, what motivates people is important because
consumers buy products to satisfy a need. This need can be a biological need
such as satisfying hunger, or it can be a power need that is tried to be satisfied
with a state-of-the-art car. For this reason, marketers should identify the motives
that products and brands satisfy and create the marketing mix according to these
motives (Hawkins, Best and Coney, 1998).

Within the scope of the study, the motivations of consumers to shop at HSBs
were evaluated by using Murray's (1938, 1955) list of needs. Murray's list of
psychogenic needs remains relevant today, as it continues to form the basis of
motivation theory and personality assessment. It is also a comprehensive reference
for marketers, as it contains many of the motivations that are presumed to play
an important role in consumer behavior and has been used in numerous consumer
behavior studies.

3. Methodology

A phenomenological design was preferred in the study in order to be able to
deal with the subject in depth from a consumer point of view. The universe of
the research is the consumers residing in Ankara and the sellers in Cayyolu and
Batikent HSBs in Ankara. A total of 41 consumers who stated that they were
shopping at HSBs and 15 sellers working in Cayyolu and Batikent HSBs were
included in the research. Purposive sampling method was used in the research.

The research was carried out by using two methods, interview and focus group
interview techniques and and open-ended questions were asked to participants.
Three type of interviews were conducted as follows;

- Focus group interview with consumers: A focus group interview was
conducted with a group of 5 consumers who stated that they were shopping at the
HSBs.

- Interview with consumers: Face-to-face interviews were conducted with
another 36 consumers.

- Interviews with sellers: Face-to-face interviews were held with 15 sellers
working in HSBs.

For the analysis of the data, using the QDA Miner software, the data were analyzed
with content analysis. In the light of the interviews, the codes determined by
the researcher were examined by making frequency-percentage analysis under
the themes obtained by making use of the sub-dimensions. In determining the
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themes and codes used in the research, both qualitative research data were used
and a literature review was conducted, and the codes taken from the literature
were also included in the analysis. The needs list of Murray (1938; 1955) was
taken as a basis in determining the motivation-related codes and themes, since it
is thought to provide a more detailed list in the context of consumer motivations.
Because Murray's list of human motivations is so extensive, it is considered an
important tool to use when thinking about human motivation from an intercultural
perspective (Markus and Kitayama, 1991).

4. Results

The results of the research revealed that consumers' preference for HSBs is related
to factors such as “affordable prices, variety, quality products, finding everything
together, friendly atmosphere and sale of export surplus branded products”. The
limited results of our research show that while HSBs are preferred by consumers
for some similar reasons with traditional periodic markets, on the other hand, they
differ from traditional markets in terms of some characteristics. In this framework,
elements such as "affordability, diversity, availability of natural products, habits,
environment, bargaining opportunities" are common both in HSBs and periodic
neighborhood markets. However, HSBs differ from traditional markets with their
features such as "quality of products, sale of export surplus (branded) products and
of fakes of luxury branded products, possibility to change products, convenience
of physical space and availability of services to bazaars".

When the motivations of consumers to shop in HSBs are evaluated within the
framework of Murray's list of psychogenic needs, it is seen that the needs of
"acquisition, affiliation, social intercourse, exhibition, recognition and dominance"
come to the fore. For those who come there to shop, of course, it is expected that
the need to " acquisition " has the most important share. However, the results
of the research clearly showed that HSBs, beyond being a shopping place, also
provide an environment for their regular customers to develop close relationships
and socialize. Moreover, HSBs appeal to different customer segments due to
the nature of the products sold. Consumers can buy branded and export surplus
products of a certain quality (with the labels removed) at a much more affordable
price than the market, and they can also buy exact copies of famous brands. While
Veblen ([1899] 1994) mentioned that luxury items are related to psychological
values, he stated that he sees luxury consumption as a means of success because
upper class people want to distinguish themselves from others and lower class
people try to be perceived as a higher status. On the other hand, counterfeit goods
function as status signals and contribute to status-seeking identity (Bian, Wang,
Smith and Yannopoulo, 2016). Therefore, the popularity of products associated
with luxury consumption among consumers in the HSBs is related to the needs
of exhibition, superiority and recognition in Murray's list of psychogenic needs.
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5. Conclusion

Considering that the phenomenon of HSBs is an untouched area in the literatiire,
it is thought that the research will contribute to the existing gap in this respect.
The study differs from the other studies on periodic bazaars in that it examines
the phenomenon of periodic bazaars in the context of new generation bazaars and
deals with the subject with a motivational perspective. We believe that the study
will also shed light on the marketing practitioners operating in the retail sector
regarding the factors that motivate consumers. Moreover this study showed that
in the context of the phenomenon of HSBs, the needs of "acquisition, affiliation,
social intercourse, exhibition, recognition and dominance" in Murray's theory are
functional in explaining consumer motivations.

Since the research is designed to reveal the facts in depth with qualitative
interview techniques, its ability to represent the universe is limited. In addition, the
inclusion of participants who stated that they shop at HSBs is another limitation
of the research. In order to determine consumer motivations, the findings of the
research are limited to Murray's list of needs. Although these constraints affect
the generalizability of our findings, they do not affect their validity. With the
comprehensive and scaled future studies, more generalizable results regarding
the HSBs and related consumer motivations can be achieved. In addition, since
the area of HSBs is an untapped field, where marketing researchers can conduct
studies on consumer motivation in terms of the quality of the products sold and
the customer profiles who buy these products, it is thought to offer important
opportunities for future studies.
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TUKETICIi DAVRANISINDA ZAMAN KAVRAMI!

Bahadir AYAR 2*

Sebnem BURNAZ?
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[lk olarak filozoflarin tanimlamaya ¢alistigi zaman kavrami, Sanayi Devrimi ile modern
insanin yasaminda en Onemli kaynaklardan biri haline gelmistir. Ekonomistlerin ve
sosyologlarin onciiliigiinde zaman kavrami akademik bir calisma alani olmustur.
Pazarlama akademisyenleri ise oncii ¢alismalarda zaman kavramini teorik olarak ele almis
ve pazarlama ve tiiketici davranislari i¢in dnemini agiklamaya ¢alismistir. Daha sonralari,
ozellikle Kuzey Amerika merkezli pazarlama akademisi merkezli ¢alismalarla tiiketici
davranisinda ve pazarlama yonetiminde zamanin 6nemli bir faktdr oldugu tespit edilmistir.
Bu ¢aligsmada, bibliyometrik analiz ile Kuzey Amerika merkezli olan ve temelde zamani
inceleyen tiiketici davranisi ¢alismalarmin genel bir ¢ergevesi ¢izilmistir. Uluslararasi
calismalarin biiyiik bir kisminda nesnel zaman deneysel tasarim kullanilarak iirin yasam
dongtisii, Uirlin benimseme, karar verme, bekleme siiresi, tiiketici memnuniyeti, zaman
kisit1 ve bagis davranisi gibi ¢esitli konu bagliklari altinda incelenmistir. Ulusal pazarlama
literatiiriinde ise zamanin oldukea sinirlt bir sekilde ele alindig1 tespit edilmistir. Ayrica,
calismada ulusal pazarlama literatiiriindeki zaman konulu ¢aligmalarin igerikleri
incelenerek gelecekte bu konuda arastirmacilarin inceleyebilecegi arastirma soru
onerilerinde bulunulmustur.
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THE CONCEPT OF TIME IN CONSUMER BEHAVIOR

ABSTRACT

The concept of time, which has long been a subject of philosophical inquiry, has assumed
a critical role as a valuable resource in the lives of individuals with the advent of the
Industrial Revolution. Under the guidance of economists and sociologists, the study
of time has emerged as an academic field of interest. At the same time, marketing
scholars have engaged in theoretical investigations, delving into the concept of time and
highlighting its relevance to the ficlds of marketing and consumer behavior. Subsequently,
the understanding of time as a key determinant in consumer behavior and marketing
management has gained prominence, particularly within the context of North America-
based marketing studies. This study uses bibliometric analysis to provide a general
overview of North America-based consumer behavior studies that focus primarily on the
concept of time. Extensive international research has predominantly used experimental
designs to examine objective time in various domains, including product life cycle, product
adoption, decision making, waiting time, consumer satisfaction, time constraints, and
donation behavior. In contrast, the study of time within the domestic marketing literature
is found to be significantly limited. This study examines the content of existing studies
on time in the national marketing literature and proposes potential research questions for
future investigation by researchers in the field.

Keywords: Marketing, time, consumer behavior, bibliometric analysis
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1. Giris

Sanayi devriminin bir sonucu olarak zaman kavrami giinliik yasamda kendisini
daha fazla hissettiren bir olgu haline gelmistir. Filozoflar tarafindan antik ¢aglardan
itibaren tartisilan zaman kavrami, akademik bir ¢alisma alani olarak 20. yiizyilda
sosyologlarin ¢aligmalari ile 6n plana ¢ikmaya baslamistir. Bu ¢alismalarda zaman,
giindelik yasamdaki bir kavram olarak ele alinirken, 1960’11 yillardan itibaren
ekonomistler zamani bir kaynak olarak gérmeye baslamis, psikologlar ise algilanan
zaman kavramina odaklanmistir (Venkatesan ve Anderson, 1985). Bu gelismelerin
yasandigi yillarda Nicosia ve Mayer (1976) zamanin tiiketici davranislarinin en
onemli belirleyicilerinden biri olabilecegini ileri siirmiistiir. Pazarlama, tiiketici
davranislar1 ve zaman tliggeninde cesitli arastirmalar yiiriitiilmiis olsa da pazarlama
alaninda zaman bir yap1 olarak ele alinip Onemine iliskin derinlemesine bir
degerlendirme yapilmamistir (Yadav, 2017). Son yillarda yapilan ¢esitli calismalar
ile pazarlama agisindan zaman kavrami sistematik literatiir taramasi ile incelenmis
ve zamanin pazarlama baglaminda hangi anlamlara geldigi ve nasil kullanildig:
aciklanmaya ¢alisilmistir (Carlson vd., 2019; Lallement ve Gourmelen, 2018).

Mevcut caligmalarin ortaya koydugu bulgular dogrultusunda zaman kavraminin hem
tiiketim davranisinin hem de pazarlama yonetiminin 6nemli bir belirleyicisi oldugu
sdylenebilir (Carlson vd., 2019; Lallement ve Gourmelen, 2018). Ornegin, bir iiriiniin
veya hizmetin nerede ve nasil tiiketileceginin yani sira, pazar boliimlendirmesinde ve
olusturulacak magaza atmosferinde zaman kavraminin goz 6éniinde bulundurulmasi
kaginilmazdir. Zamanin saat ve gilin gibi birimlerle oOlgiilebilen boyutunun
Otesinde, bireyler tarafindan psikolojik ve sosyolojik temellere gore farkli algilanig
bi¢imlerinin de oldugu disiiniildiigiinde, tiiketici davranigin1 anlamlandirabilmek
adma ¢esitli bakis acilari ile incelemelerin yapilmasi gerektigi sdylenebilir.

Ozellikle Kuzey Amerika merkezli uluslararasi pazarlama literatiiriinde zaman
kavrami 1960’11 yillarin ortasindan baglamak iizere farkli baglamlarda ele
almmustir. Ornegin; harcanabilir bir kaynak olarak zaman (Okada ve Hoch, 2004),
zamanin bagiglanmasi (Liu ve Aaker, 2008; Macdonnel ve White, 2015), iiriin
degerlendirme siireglerinde zamanin rolii (Monga ve Saini, 2009; Suve Gao, 2014),
zaman ve tiiketim davranisinin planlanmasi (Tsai ve Zhao, 2011) bu bagliklardan
sadece bazilaridir. Ulusal pazarlama literatiirii incelendiginde ise zaman
kavraminin gerek pazarlama yonetimi gerekse tiiketici davranislari baglaminda ele
alimmadig1, insan davraniginin en 6nemli belirleyicilerinden biri olan bu kavramin
yeterince irdelenmedigi tespit edilmistir. Ulusal pazarlama literatiiriinde zaman
kavrami reklama yonelik tutum (Madran, 2004), perakendecilik (Cabuk, Orel
ve Iplik, 2008; Konuk, Sarikaya ve Pirtini, 2005; Ozmen, 2006; Polat ve Kiilter,
2007), marka sadakati (Dogan ve Ozkara, 2013; Konyalioglu ve Sekerkaya, 2020)
kavramlartyla iliskilendirilerek incelenmistir.

Bu calismada, zaman kavraminin pazarlama akademisyenleri tarafindan yapilan
calismalar kapsaminda incelenmesi amaglanmis ve pazarlama yonetiminde ve
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titketici davranislarinda zaman kavramimin yeri ve onemine odaklanilmigtir.
Inceleme i¢in Kuzey Amerika merkezli pazarlama calismalari temel almmis
ve uluslararas1 literatiir bibliyometrik yontemlerle degerlendirilmistir.
Ayrica ulusal pazarlama literatiiriindeki zaman konulu ¢alismalarin igerikleri
incelenmis ve degerlendirilmistir. Bunun yaninda, c¢alisma, ulusal pazarlama
arastirmacilarinin - zaman konusuna dikkatini ¢ekmeyi amaclamaktadir.
Uluslararasi ve ulusal pazarlama literatliriinde zaman kavraminin ele alinigi ortaya
konularak ulusal pazarlama aragtirmacilarinin zaman ile ilgili arastirma sorulari
gelistirmeleri ve Tiirkiye’de yerlesik tiiketicilerin zaman algilarini anlamaya
ve zamanin farkli boyutlarmin tiiketim davranislarini nasil etkiledigine yonelik
arastirmalar yiiriitiilmesinin tesvik edilebilmesi amaclanmistir. Onceki literatiir
incelemelerinden (Carlson vd., 2019; Lallement ve Gourmelen, 2018) farkli
olarak, bibliyometrik analiz araglar1 kullanilarak uluslararasi literatiirde tiiketici
davranisi ¢aligmalarinda zaman kavramimin degerlendirmesi yapilmistir. Ayrica,
Carlson vd. (2019) ve Lallement ve Gourmelen (2018)’in izledigi akisa ek olarak
uluslararasi literatiiriin yaninda belirli bir iilkede (Tirkiye) yayinlanan zaman
temali ¢calismalar da incelenmis ve ¢esitli degerlendirmelerde bulunulmustur.

2. Zaman Kavram ve Tiiketici Davranisi
2.1. Zaman Kavram

Zaman, antik caglardan itibaren insanlarin ilgi alanina girmis, endiistri ¢agi ile
akademik olarak ele alinmaya baslamistir. Zamanin; doga bilimleri, sosyal bilimler,
edebiyat, sanat, din, ekonomi, siyaset ve diger disiplinlerle iliskili oldugundan
entelektiiel sorgulamalarm ve uygulamanin vazgegilmez bir pargasi oldugu
goriilmistiir. Bdylece zaman insan zihnini en fazla mesgul eden kavramlardan
birisi haline gelmistir (Turetzky, 1998). Felsefe, sosyoloji, psikoloji ve hatta fizik
gibi farkl disiplinlerden farkli bakis agilarinin zaman kavramini degerlendirmesi
net ve lizerinde anlasilmis bir tanim yapilmasinin 6niine ge¢mistir.

Turetzky (1998), zaman felsefesinin gelisimini inceledigi “Zaman” isimli caligmasinda
Platon, Aristoteles ve Newton’un zaman hakkindaki goriiglerini su sekilde agiklamuisti;
Platon zamani evrenin hareketi tizerinden ele almistir. Ona gére zaman, evrenin degisim
stiresinin tamamidir. Aristoteles ise zamani degisimle iligkilendirmistir. Aristoteles’e
gore zaman, gecmiste ve gelecekte gergeklesen hareketlerin sayisinin toplamidir. Bu
tamimda hareket ifadesi ile kastedilen yasanan degisimlerdir. Zamam bir formdan
bagka bir forma gegis olarak gdren bu bakis agisinda degisim nitelikte ve mekanda
gerceklesebilir ve bir durumdan baska bir duruma gegis s6z konusudur. Newton’a
gore zaman, Aristoteles’in taniminin aksine, gerceklesen hareketlerin sayisindan
ziyade onlarin varlik miktaridir ve zaman diinyanin varligindan veya yoklugundan
bagimsiz olarak kendi dogasma sahiptir. Zamanin, yaratilmis diinyamn varligindan
veya yoklugundan bagimsiz olarak kendi dogasi vardir. Zamani matematiksel bir bakig
acisi ile ele alan Newton’a gére zaman, diinyanin varligindan 6nce de mevcuttur ve
sonsuz gecmisten sonsuz gelecege kadar uzanmaktadir. Bir diger ifadede ise zamanin
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lineer bir ¢izgide aktigindan s6z edilmektedir. Augustinus zamanin tanimlanmasinin
oldukea zor oldugunu ifade etmis ve ne olursa olsun zamanin dogasi geregi 6znel
bir kavram oldugunu vurgulamstir (Roecklein, 2008). Locke, Decartes, Kant, Hegel
ve Leibniz gibi birgok filozof zaman kavrami {izerine ¢alismalar yapmis ancak
kendilerinden o6nceki filozoflarda oldugu gibi onlar da zamanin ortak bir tanimm
izerinde anlasamamistir (Turetzky, 1998).

Bir fizik¢i olarak Newton un zaman konusunda sahip oldugu diistinceler Einstein’a
kadar yaygin goriis olarak kabul edilmistir. Ancak Einstein fizigi ile Newton’un
goriisleri arka planda kalmis ve zamanin herkes i¢in ayni1 olmadig1 ve kisiden kisiye
degisebilecegi diisiincesi 6n plana ¢ikmaya baslamistir. Izafiyet teorisi, zamanin
bireye gore hizlanan veya yavaglayan bir yapiya sahip oldugunu savunmustur.
Bireylerin hareketleri sonucunda zamanin degisime ugrayabilecegini ileri siiren
Einstein, “uzay-zaman” kavramini ortaya atmis, Aristo ve Newton’un aksine
hareket ve zamanin birbirlerinin 6nciilleri olmadigini, aksine hareket ve zamanin
bir araya gelerek bir sistem olusturdugunu ortaya koymustur (Einstein, 2018).

Sosyolojik agidan yapilan incelemeler zamanin semboller iizerinden algilandigini
gostermektedir (Borst, 1997). Dogum, 6liim gibi degisiklikler zaman algisinin
bir belirleyicisi olmustur. Ote yandan toplumlar igin zamami algilamanin bir
diger yontemi de dogada yasanan degisiklikler olmustur. Nil Nehri’nin algalma
ve ylikselme donemlerine gore olusturulan bir takvim dogaya endeksli zaman
anlayisinin bir 6rnegidir (Karmaz, 2018). Orta Cag’da zamanin OSlglilmeye
baslamasi ile zaman bir toplumsal statii ve gii¢ sembolii olarak kullanilmaya
baslamistir (Fabian, 2014). Ticaretin gelismesi ile herkesin kabul edecegi ve ona
uygun olarak faaliyetlerini planlayacagi “ortak zaman” ihtiyaci ortaya ¢ikmistir
(Harvey, 1997). 19. ylizyilda kiiresellesmenin hizlanmasi ile eszamanli hareket
edebilmek ve verimliligi saglayabilmek adina diinya genelinde standart zaman
uygulamasina gecis i¢in ¢esitli calismalar yapilmis ve kiiresel zaman reformu ile
tiim diinya tizerinde bir zaman sisteminin kullanilmasi saglanmistir (Ogle, 2018).
Sosyolojik agidan bakildiginda zamanin Sl¢iilebilir olmasinin 6n planda oldugu
ve toplumsal hayatin bu dl¢iim {lizerine kurgulandig1 goriilmektedir.

Sanayi devrimi ile zamanin ekonomik degeri 6n plana ¢ikmaya baslamis ve iktisat
teorisinde bir ara¢ olarak kullanilmigtir (Mosselmans, 2005). Becker (1965)’1n
A Theory of the Allocation of Time isimli makalesi zamanin bir meta olarak ele
alindig ilk ¢alisma olmustur. Calisanlarin zamani, satin alinabilen ekonomik bir
kaynak olarak ele alimmustir (Pfeffer ve Devoe, 2012). Is hayatinda zamanin verimli
bir sekilde kullanilmasina yapilan vurgu zamanin para gibi ekonomik bir kaynak
olarak degerlendirilmesine yol agtig1 sOylenebilir (Lakoff ve Johnson, 1999).
Benjamin Franklin’in “vakit nakittir” anlayisi, Anglosakson diinyada zamanin
ekonomik degerini acikg¢a ifade eden bir yaklasimdir. Zamanin bosa harcanmasi
(wasting time), zaman tasarrufu (saving time), zamani verimli kullanma (using
time profitably) gibi ifadeler bu diinyada zamanin ekonomik bakis agisiyla ele
aliis bigiminin bir diger gostergesidir (Lakoff ve Johnson, 2003).
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Farkli disiplinler tarafindan yapilan tanimlamalar ve acgiklamalar zaman
kavraminin oldukga genis ve karmasik bir kapsama sahip oldugunu gostermektedir.
Karmasikliginin yani sira yagamin her alanin1 kapsayan zaman kavrami iizerine
yapilan incelemeler ¢esitli zaman tiirlerinin varligin1 ortaya koymustur. Passing
(2004)fiziksel, biyolojik ve psikolojik olmak {izere i¢ farkli zaman tiirii tanimlamistir.
Fiziksel zaman, saat ile 6lgiilen ve gegmisten gelecege hareket eden bir siirekliliktir.
Biyolojik zaman, canli organizmalardaki dongiisel davranislart belirleyen biyolojik
“saatler” tarafindan tanimlanan ve kontrol edilen biyolojik siirecleri ifade etmektedir.
Fiziksel zaman gibi biyolojik zaman da siireklidir. Ge¢misten gelecege dogru
hareket eder ve fiziksel zamana baglhdir. Psikolojik zaman, fiziksel ve biyolojik
zamandan farkli olarak biling tarafindan deneyimlenmektedir. Siirekli degildir ve
psikolojik anlar olarak isimlendirilen birbirinden farkli birimlerden olusmaktadir.
Bu birimler kronolojik bir sekilde siralanmamistir. Bu zaman tiirlerine ek olarak
Ben-Baruch (2000) sosyokiiltiirel zaman olarak isimlendirdigi bir diger zaman tiirii
tanimlamistir. Ona gore, zaman her bir birey, grup, orgiit ve kiiltiir tarafindan farkli
sekilde algilanmaktadir. Bu zaman tiirlinde zaman ile kurulan iligki 6n plandadir.
Farkli kiiltiirler gecmise, simdiye veya gelecege daha fazla 6nem atfedebilir ve
yasamlarini daha fazla 6nem atfettikleri zaman gore diizenleyebilirler.

Kiiltiirel baglamda yapilan degerlendirmeler sosyokiiltiirel zamanin yaninda
nicel zaman ve nitel zaman tiirlerini de ortaya koymustur. Giiniimiizde bati
diinyasinda zamana yonelik fiziksel bir bakis agis1 hakimdir ve nicel zaman
olarak isimlendirilmektedir. Nicel zaman, saniye, dakika, saat gibi kiicik ve
oOlgiilebilen birimlerden olugmaktadir. Zaman ge¢misten gelecege dogru lineer bir
sekilde ilerlemektedir. Dogu kiiltiirlerinde ise standart uzunluklara sahip olmayan
birimlerle ifade edilen nitel zaman algis1 baskindir. Nitel zaman, dongiisel bir
zaman anlayisini ifade etmekte ve bireylerin odak noktasinin “simdi” olmasina
yol agmaktadir. Bu g¢ergevede, gelecege yonelik planlar yapmanin bir anlam
yoktur ¢linkii gelecek ge¢misin tekraridir (Zakay, 1998).

Zamanin smiflandirilmasinda bir diger degerlendirme ise Gronmo (1989)
tarafindan yapilmistir. Bu simiflandirmada {i¢ farkli zaman tiirii ele alinmistir;
mekanik zaman, dogal zaman ve sosyal zaman. Mekanik zaman, saat ve takvim
tarafindan tanimlanan zaman tiiriidiir. Lineer olan bu zaman tiirii, fiziksel zaman
ve nicel zaman tanimlamalarinda oldugu gibi yil, ay, hafta, giin, saat, dakika ve
saniye gibi birimlere ayrilmistir. Kiiresel zaman reformu ile diinya farkli zaman
dilimlerine ayrilmis olsa da (Ogle, 2018) zaman birimlerinin uzunlugu bdlgeden
bolgeye degisiklik gostermemektedir. Dogal zaman, dogadaki degisimler temel
almaktadir. Giin ve gece devinimi, giin dogumu ve giin batimi, mevsimlerin
degismesi gibi dogadaki degisimler {izerine kurulu olan bu zaman tiirii dongiiseldir
ve diinyanin farkli yerlerinde farkli zamanlarin yasanmasi s6z konusudur. Sosyal
zaman, bireyler ve onlarin sosyal faaliyetleri ile iligkilidir. Sosyal siire¢lerdeki
degisimleri ifade eden bu zaman tiirii bireyin sahip oldugu sosyal ¢evreye veya
iiyesi oldugu topluma gore degisiklik gosterebilir (Gronmo, 1989).
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Zamanm nasil algilandig1 da aragtirmacilar tarafindan degerlendirilmistir. Zaman algist
ilk olarak nesnel zaman ve éznel zaman olarak ele alinabilir. Nesnel zaman, saat gibi
bir aragla tarafindan 6lgiile bilen zamani nitelemektedir. Oznel zaman ise toplumsal
olarak olusturulan ve bireyler ve kurumlar tarafindan farkli sekilde deneyimlenen
zaman algisini ifade etmektedir (Hornik, 1984; Orlikowski ve Yates, 2002). Benzer
amagcla, Guy, Rittenburg ve Hawes (1994) ii¢ farkli zaman algis1 modeli 6nermistir;
lineer zaman (linear-seperable), dongiisel-gelencksel zaman (circular-traditional) ve
prosediirel-geleneksel zaman (procedural-traditional). Lineer zaman algisi gegmisten
simdiye ve simdiden gelecege bir akisi ifade etmektedir. Bu bakis agisinda gegmis,
simdiye katkida bulundugu siirece degerlidir ve zaman gelecekte elde edilecek getiriler
icin bir yatirm araci olarak goriilmektedir. Dongiisel-geleneksel zaman algisinda
gecmisten gelecege dogru yasanan bir akigtan ziyade benzer olaylarm onceden
belirlenmis bir dongiide yasandigi algist s6z konusudur. Bireylerin odak noktast
simdiki zamandir ve bireyler ayni andan birden fazla faaliyette bulunma egilimine
sahiptir. Son olarak, prosediirel-geleneksel zaman algisi ise mevcut bir goreve ve bu
gbrevin en iyi sekilde hangi prosediir ile tamamlanacagina odaklanmaktadir. Gorevin
ne kadar siirede tamamlanacagi énemli degildir, nemli olan goérevin dogru zaman
geldiginde planlanmasidir. Bireylerin zaman algilart kesin net smirlarla ayrilmig
olsa da zamana bagh olarak farkli algilar1 benimseyebilirler. Ornegin Anglosakson
kiiltiirlerde bireyler ¢aligma saatlerinde lineer olarak ayrilabilir zaman algisina
sahipken, tatillerde prosediirel-geleneksel zaman algisina sahip olabilirler.

Ilgili literatiir incelendiginde zaman tiirlerinin ve zaman algis1 boyutlarmin
zamanin bir aragla Olgiilmesi veya dongiisel olmasina gore olusturuldugu
goriilmektedir. Bu bilgiler 1s1g1nda, yukarida agiklanan zaman tiirleri ve zamanin
algilanig bi¢imleri Tablo 1°de gosterilmistir.

Tablo 1. Zamanin Niteligine Gore Zaman Algilar1 ve Tiirleri

Zamanin

Niteligi Zaman Algis1
Nesnel Zaman Olciim Yéntemi Lineer QIg:um .
Zaman Yontemi
B Fiziksel Saniye, daki-
Olciilebil .. . . ;
;‘;:mlnen Fiziksel Zaman Saniye, dakika, saat, giin, Zaman ka, saat, giin,
Mekanik Zaman hafta, ay, y1l gibi zaman Mekanik hafta, ay, yil
Nicel Zaman birimleri Zaman gibi zaman
Nicel Zaman birimleri
Dongiisel-Geleneksel Olgiim Yontemi
Dongiisel Zaman
7z Biyolojik Zaman Gilin ve gece devinimleri, - -
aman . . > .
Nitel Zaman biyolojik ve fizyolojik
Dogal Zaman degisimler
Oznel Zaman Ol¢iim Yontemi Prosediirel-Gelencksel
Zaman
Diger Psikolojik Zaman

Sosyokiiltiirel Zaman b]isltiri?i];el(:;;gfl_ lrzr, ((:rzt) -
Sosyal Zaman P
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Zaman varolugsal bir kavramin Otesinde birey ve toplum yasaminin her
noktasina sirayet etmistir. Bireyin zaman bilincini kaybetmesi durumunda tiim
zihinsel yetileri zarar gorebilir (Koktiirk, 2017). Insan yasamui icin bdylesine
onemli bir kavram pazarlama ve tiiketim faaliyetlerinde de olduk¢a 6nemli bir
rol oynamaktadir (Bergadaa, 1990). Calismanin ilerleyen boliimlerinde zaman
kavramu tiiketici davranislart baglaminda incelenmistir.

2.2. Tiiketici Davranisinda Zaman Kavram

Literatiirde zaman ile ilgili ¢alismalarin pazarlama i¢in 6neminden s6z edilmektedir
(Carlson vd. 2019). Tiiketiciler bir tirlinii veya hizmeti satin alabilmek i¢in
temel degisim kaynagi olarak parayi kullansalar da bir iiriin veya hizmet tercih
edildiginde zamanlarin1 nasil kullanacaklarimi da belirlemis olurlar. Tiiketim
zamaninin nasil algilandigi iiriin se¢imini ve kullanim seklini etkileyebilir.
Tiiketici agisindan tirlin veya hizmet se¢iminin bir belirleyicisi olmanin yani sira
zaman kavrami pazarlama yonetimi i¢in de 6énemli bir karar degiskeni olarak
tamimlanmaktadir. Ornegin pazar boliimlendirmesi yapilirken yeni y&ntemler
zaman temelli olarak gelistirilebilir (Schary, 1971). Zamanin bir bdliimlendirme
kriteri olarak kullanilabilecegi 6nerisi Darian ve Cohen (1995) tarafindan yapilan
calisma ile hayata gegirilmis ve pazarlama ydnetimi i¢in dikkate deger bulgular
elde edilmistir. Ayrica, pazarlama ve zaman ekseninde yapilan ilk ¢aligmalarda
tiikketicilerin tizerindeki zaman baskisinin ve sahip olduklari bos zamanin kolayda
iiriinlerin tercih edilmesinde 6nemli bir role sahip olabilecegi tartisilmistir (Schary,
1971). Zaman kavraminin pazarlama literatiiriinde ne sekilde ele alindiginin
ortaya konmasi gelecek aragtirma onerilerine de 151k tutacaktir.

3. Zaman Kavramina lligkin Bir inceleme
3.1. Uluslararasi Tiiketici Davramisi Literatiiriinde Zaman Kavrami

Tiketim davranist baglaminda zamani inceleyen Oncii ampirik c¢alismalar
ekonomistler tarafindan yapilmistir (Becker, 1965; Linder, 1970; Mincer, 1963;
Mabry, 1970; Stigler, 1961). Becker (1965) hane halklarinin satin aldiklar1 gamagir
makinesi ve bulasik makinesi gibi ev esyalarinin ve igslenmis hazir gidalarin zaman
kazanmak i¢in tercih edildigini ortaya koymustur. Mincer (1963) ve Stigler (1961)
fiyat dis1 degiskenlerin lirline 6denen paranin ve toplam maliyetin bir belirleyicisi
olabilecegini ileri siirmiis ve iirline dair bilgi edinme siirecinde harcanan zamanin
firsat maliyetinin bir maliyet girdisi olarak degerlendirilmesini gerektigini ortaya
koymuslardir. Ekonomistler tarafindan yapilmis olsa da tiiketici davranislari ile en
yakindan iligkili ¢alismanin bir iirline veya hizmete sahip olabilmek i¢in harcanan
bekleme siiresinin 6denen fiyatin algilanismi etkileyecegini one siirmiis olan
Nichols, Smolensky ve Tideman (1971) tarafindan ortaya konuldugu séylenebilir.
Elde edilen bulgulara gore zamanlarma farkli degerler bicen tiiketiciler bekleme
siireci sonunda karsilastiklari fiyatlar1 farkli sekilde algilamaktadir ve zaman firsat
maliyeti algis1 yiiksek olan tiiketiciler daha fazla fiyat 6demeye egilimlidir.



Tiketici Davranisinda Zaman Kavrami 349

Pazarlama akademisyenleri tarafindan yapilan ilk ¢alismalarda ise zaman daha ¢ok
teorik diizlemde ele alinmis ve ampirik ¢aligmalar daha sonra gergeklestirilmistir.
1970’li, 1980’li ve 1990’larin basinda yapilan ¢alismalarda nesnel bir zaman
perspektifi olusturmanin 6tesinde zaman kavramsallastirilmaya calisilmis ve
tiikketici davraniglari agisindan neden incelenmesi gerektigi agiklanmistir (Carlson
vd., 2019). Nicosia (1966)’ya gore tiiketici davraniglarinin anlasilabilmesi i¢in
geemis, simdi ve gelecek kavramlariin derinlemesine bir sekilde ele alinmasi
gerekmektedir. Howard ve Sheth (1969) zaman baskisint 6nemli bir digsal
degisken olarak alict davranisi teorisine dahil etmislerdir. Kotler (1972) teorik bir
diizlemde bireylerin zamana iiriinlerden daha fazla 6nem atfettigini savunmustur.

1970’liyillarakadartiiketicilerin parayinasil harcadiklari konusunda derinlemesine
incelemeler yapilmasina ragmen zamanin nasil harcandig1 konusu yeteri kadar
acik degildir (Schary, 1971). Zaman ¢ergevesinde yapilan ilk ampirik ¢calismalarda
bir iiriine sahip olabilmek i¢in zamanin nasil kullanildig1 incelenmistir. Uriine dair
bilgi arayis1 ve zaman harcama egilimini merkezine alan bu ¢aligmalarda zaman
baskis1 hisseden tiiketicilerin yeni markalar1 ve yeni iirinleri deneme egiliminin
bilgi arama siirecinde harcanacak zamandan dolay1 daha az oldugu tespit edilmistir
(Frank, Massy ve Morrison, 1965; Myers, 1967). Bu dénemlerde yapilan diger
caligmalarda ise tiliketicilerin magaza tercihinde alisveris icin harcadiklari
stirenin bir belirleyici oldugu ortaya koyulmustur. Magazaya gidis, alisveris ve
O0deme i¢in harcanan siireler biitiinciil bir sekilde ele alinarak bir degerlendirme
yapimistir (Brunner ve Mason, 1968; Downs, 1961). 1990’11 yillarin ikinci
yarisina gelindiginde ise zaman ve tiiketim davranis1 arasindaki iliskiyi inceleyen
calismalarin sayilar1 dikkate deger bir sekilde artmistir (Guy, Rittenburg ve
Hawes, 1994). Giinlimiizde ise 6zellikle Kuzey Amerika merkezli ¢calismalarda
tiikketici davranislarinda zaman kavraminin 6nemi mutluluk ile iligkisi, gosterisei
tilketim, bagis davranisi, kitlik gibi farkli boyutlar ile ele alinmaktadir (Aaker,
Rudd ve Mogilner, 2011; Bellezza, Paharia ve Keinan, 2017; Langan ve Kumar,
2019; May ve Monga, 2014; Mogilner ve Aaker, 2009; Monga, May ve Bagchi,
2017; Monga ve Saini, 2009; Wan, 2018; Zhu, Bagchi ve Hock, 2019).

Jacoby, Szybillo ve Berning (1976)’e gore tiiketici davraniglari temelinde zamanin
lic temel 6zelligi vardir;

* Tiiketiciler i¢in zaman sinirlt bir kaynaktir ve bu sebeple degerlidir,

e Zaman soyut Ozellikleri olan bir kaynaktir, depolanamaz. Ancak diger
kaynaklarin miibadelesi ile 6zgiirce kullanilabilir.

e Zaman tiiketici davranisi ¢alismalarinda bir onciil (bagimsiz degisken) veya
sonu¢ (bagimli degisken) olabilir.

Zaman, arastirmacilar tarafindan harcanabilir bir kaynak olarak degerlendirilmekte
ve paranin yaninda bir diger degisim araci olarak kabul gérmektedir (Mogilner ve
Norton, 2016; Okada ve Hoch, 2004). Bir satin alma islemi gerceklestirilirken
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tilketiciler para ve zaman harcamanin yaninda bir¢ok durumda zamani paranin
ikamesi bir kaynak olarak kullanmaktadir (Jacoby, Szybillo ve Berning, 1976). Bu
bakis agisindan yola ¢ikarak zamani tiiketici davraniglari baglaminda inceleyen
caligmalarda harcanabilir kaynaklar olarak zamana karsi para kiyast 6n plana
cikmaktadir. Zaman ve para harcama davraniglari arasindaki farkliliklart inceleyen
Okada ve Hoch (2004)’un bulgularima gore tiiketiciler para harcarken riskten
kaginma egilimi gostermekle beraber, yiiksek risk igceren ancak yiiksek getirisi
olan segenekler icin daha fazla zaman harcama egilimindedirler. Bunun sebebi
olarak zamanin degerinin belirsiz ve firsat maliyetinin hesaplanmasinin zor olmasi
olarak gosterilebilir. Diger yandan, Okada (2005) iiriin temelli bir degerlendirme
yaparak tiiketicilerin hedonik iiriinler i¢in zaman, faydaci iiriinler i¢in ise para
harcama egiliminde oldugunu belirlemistir. Karar verme siireclerinde harcanabilir
birer kaynak olarak zamanin ve paranin ne gibi etkileri olacagini inceleyen Saini
ve Monga (2008) bilgi isleme siireci goz Oniinde bulunduruldugunda, zamani
degerlendirmenin parayr degerlendirmekten daha zor oldugunu ve zamanin
muhasebesinin yapilmasinin zorlastigini ortaya koymuslardir.

Zaman ve para harcanabilir kaynaklar olarak ele alinsa da farkli dogaya sahiptir
ve tiiketici zihninde farkli diisiince yapilari olusturmaktadir. Bagis davranisi
Ozelinde Liu ve Aaker (2008) zaman ya da para verme temelinde farkli diisiince
yapilarina sahip tiiketicilerin bagis davranislarini incelemislerdir. Bireylerden
bagista bulunmalarimi isterken paradan ziyade zaman odakli bir yaklasim
sergilemenin onlarn daha fazla miktarda kaynak bagislamalarini sagladigi ortaya
¢ikmistir. Benzer bir diger ¢alismada ise tiiketicinin zihninde zaman kavraminin
etkinlestirilmesinin 6zellikle deneyimsel {iriinlere yonelik daha olumlu tutumlar
gelistirilmesini saglayacagi tespit edilmistir (Mogilner ve Aaker, 2009). Zaman ve
para temelli diisiince yapilarinin {iriin seceneklerini degerlendirme tizerinde farkli
etkileri oldugu Su ve Gao (2014) tarafindan ortaya koyulmustur: zamani temel
alarak diisiinen bireyler degerlendirme siire¢lerinde alternatif iiriinleri g6z 6niinde
bulundurmakta ve segeneklerle ilgili biitiinciil bir yargiya ulagsmaya ¢alismaktadr,
paray1 temel alarak hareket eden bireyler ise iiriin 6zelliklerini odak noktas1 olarak
belirleyip degerlendirme siireclerini tamamlamaktadir. Bagis davranigini zaman
ve para perspektifinden inceleyen bir diger ¢alismada zamanin bireylerde soyut
bir diisiince yapist olustururken paranin somut bir diisiince yapisi olusturdugu
goriilmektedir (Macdonnel ve White, 2015). Buna bagl olarak bireylerin soyut
bir diisiince yapisina sahip olduklart durumlarda zaman bagiginda bulunmalarini
istemenin daha comert davraniglar sergilenmesini sagladigi ortaya konmustur.
Analiz biriminin isletmeler oldugu bir baska calismada ise kurumsal sosyal
sorumluluk faaliyetlerinde isletmenin paradan ziyade zaman bagisi yaptigini
vurgulamasinin tiiketicilerin isletmeye yonelik daha olumlu tutum gelistirmesine
yardimci oldugu goriilmiistiir. Bunun nedeni incelendiginde ise isletmenin zaman
bagist yapmasmin daha fazla emek sergilendigi algisi1 yarattigi ve tiiketicilerin
bu alg1 iizerinden isletmenin topluma daha fazla hizmet ettigi yargisina ulastigi
saptanmistir (Langan ve Kumar, 2019).
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Degerlendirme siireclerine yonelik bir diger yaklagim g6z dniinde bulunduruldugunda
zamanin duygusal bir degerlendirme siirecini, paranin ise analitik bir degerlendirme
stirecini tetikledigini 6ne siirlilebilir. Bu durum tiiketicilerin {irlin tercihlerinin
tutarhiligint ~ etkilemektedir. Zaman géz Oniinde bulundurularak yapilan
degerlendirmeler {iriin tercihlerinde tutarlilig1 arttirmaktadir (Lee vd. 2015). Zaman ve
para temelli diisiinmenin {iriin tercihlerinde tutarliligin yaninda tercih edilen iiriinlerin
ozelliklerini de etkiledigi belirtilebilir. Wan (2018)’e gore zaman temelli diislince
yapisina sahip tiiketiciler kigisellestirilmig tirtinleri daha ¢ok tercih etmektedir.

Son olarak, tiiketicilerin sahip olduklar1 kaynaklar1 harcarken nasil bir planlama
yaptiklar incelendiginde ise bireyler zamani bir kaynak olarak kullanacaklar
durumlarda daha ¢ok kisa vadeli planlar yapma egilimindeyken, parayi bir kaynak
olarak kullanacaklari durumlarda kisa ve uzun vadeli planlar yapma egilimlerinin
esit oldugu ortaya konmustur (Lynch Jr, vd. 2010).

Zaman kavrami, tiikketici davranisi galismalarinda 6zellikle zamana karsi para
baglaminda ele alinmig olsa da tiiketimin birgok farkli boyutu ile iligkilendirilerek
de gesitli aragtirmalar yapilmistir. Hornik (1984), zamanin 6l¢limiiniin nesnel olsa
da algilanisiin 6znel oldugunu savunmustur. Elde ettigi bulgularda tiiketicilerin
bekleme stirelerini 6znel olarak algiladiklarini ve abartma egiliminde olduklarini
ortaya koymustur. Zaman 6znel olarak algilansa da gevresel faktdrler zaman
algisii etkilemektedir. Ornegin, bir {iriinii satin almak igin kuyrukta bekleyen
insanlarin sakin bir miizige maruz kalmalari durumunda bekleme siiresini daha
az olarak algiladiklar1 bulunmustur (Kellaris ve Mental, 1996). Zaman bilincine
sahip olmak bekleme siiresinin daha dogru tahmin edilmesine yardimci olmaktadir.
Bekleme siiresinin kronometre gibi bir 6l¢iim araciyla belirtildigi bir ortamda
titketiciler kronometrenin geriye dogru saydigi durumlarda zamanin daha hizl
gectigini algilamaktadir (Shalev ve Morwitz, 2013). Bu bulgular perakendecilikte
ve pazarlama yonetiminde magazacilik igin gelistirilecek stratejiler igcin 6nem
tagimaktadir. Zaman, bireylerin diisiinceleri ve davranislari iizerinde etkili olan
karmagik bir kavramdir. Zamanin kit - bol, yakin - uzak veya ge¢mis odakli -
gelecek odakli olmak iizere farkli bigimlerde kavramsallagtirilmas: bireylerin
zamani harcama sekillerini de etkilemektedir (Mogilner ve DeVoe, 2019). Darian
ve Cohen (1995) zaman kithig1 ve zaman bollugu yasayan bireyler iizerinde
yaptiklari incelemelerde zaman kitlig1 yasayan tiiketicilerin kolayda iirtinleri daha
fazla tercih ettigini tespit etmistir. Bu bulgu pazarlama yonetimi agisindan ele
alindiginda, 6nce bahsedildigi gibi zaman bir pazar boliimlendirme kriteri olarak
kullanilabilir.

Literatiirde satin alma davranigini zamana dayali bakis agisiyla inceleyen ¢alismalara
da rastlanmaktadir. Mogilner, Aaker ve Pennington (2008)’a gore plansiz satin alma
davranigi sergileyen tiiketiciler olumsuz bir sonucun Oniine gecebilecek iiriinler
icin daha fazla para 6deme egilimindeyken, satin alma kararmi vermek i¢in yeteri
kadar zamani olan tiiketiciler olumsuz sonucu Onleyecek bir iiriine degil de en
iyi ¢ciktyr saglayacak iiriine daha fazla 6deme yapma egilimindedir. Ote yandan,
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tilketiciler kayiplarla sonuglanan zaman araliklarim1 kazanglarla sonuglanan
zamana araliklarindan daha kisa olarak algilamaktadir (Bilgin ve LeBoeuf, 2010).
Kayiplarin ve kazanglarin aksine, tiiketiciler eglenceli bulduklari etkinlikler igin
harcadiklar1 zamani oldugundan uzun algilarken, hoslanmadiklari i¢in harcadiklar
zamani oldugundan kisa algilamaktadirlar. Ayrica, algilanan tiiketim siiresi tiiketim
faaliyetinin degerlendirilmesini de etkilemektedir (Tsai ve Zhao, 2011). Siddiqui,
Monga ve Bueche (2017) zamani saat ve giin gibi 6lglim birimi temelinde ele almig
ve hedonik sonuglar elde edilen durumlarda biiyiik zaman birimlerinin (kiigiik
zaman birimlerine gore) algilanan bekleme siiresini kisalttigini ve sabr arttirdigin
saptamiglardir. Zamanin 6l¢iim birimleri lizerine yapilan bir baska caligmada belirli
bir zaman araliginin nasil tamimlandiginin bireylerin hedeflerine yonelik nasil
hareket ettiklerini etkiledigi goriilmiistiir. Zaman tarih (6rnegin; 20 Agustos’a kadar)
iizerinden degil de siire (rnegin; iki hafta sonra) tizerinden tanimlamak tiiketicilerin
hedefe yonelik hareket etme egilimini arttirmaktadir (Munichor ve LeBoeuf, 2017).
Zhu, Bagchi ve Hock (2019) bir gorevin en son bitirilecegi tarihin tiiketicilerin
zaman harcama davramiglarmin bir belirleyicisi oldugunu ortaya koymustur. Bir
gorevin bitirilmesi i¢in verilen siire uzadikg¢a bireyler verilen gorevin zor oldugunu
algilamakta ve amaca ulagmak i¢in daha fazla zaman harcamaktadirlar.

Zamanini ¢esitli faaliyetlere ayiran bireyler daha fazla mutluluk elde ettigi ortaya
konulmakla beraber, bu noktada algilanan siire belirleyici bir 6zellige sahiptir.
Uzun siirelerde birden fazla etkinlige katilmak mutlulugu artirirken, kisa zaman
araliklarinda cesitli etkinliklere katilmak mutlulugu azaltmaktadir. Bu bulgular,
pazarlama iletisimi ile verilecek mesajlarin sekillendirilmesinde rol oynayacaktir.
Ornegin, uzun siire kullanilabilecek bir iiriin icin hazirlanan mesajlarda {iriiniin
¢esitli kullanim alanlarini ve durumlarini vurgulamak {iriiniin tercih edilme oranini
arttiracaktir (Etkin ve Mogilner, 2016).

Daha once, gecmis, simdi ve gelecek kavramlarinin anlasilmasinin tiiketici
davraniglariin anlasilabilmesi i¢in gerekli oldugu ifade edilmisti (Nicosia, 1966).
Buradan hareketle Kim, Zauberman ve Bettman (2012) gelecekteki zamani
tanimlarken kullanilan terimlerin tiiketicilerin siire algisinda degisikliklere yol
acgtigini saptamistir.

Tiiketiciler, finansal kaynaklarin yaninda, zaman1 da gosteris¢i tiikketim igin
kullanmaktadir. Mesgul olmak, bir diger ifade ile bos zamana sahip olmamak bir
statii sembolii olarak goriilmektedir. Bunun yaninda, insanlar mesgul kisilerin
daha fazla beseri sermayeye sahip olduklarini diisinmektedir (Belleza vd., 2017).
Benzer sekilde, Keinan, Bellezza ve Paharia (2019) zamanin farkli etkinliklere
paylastirilma karariin sembolik bir degeri oldugunu ve bireylerin zaman harcama
yontemlerinin gosterisci tiiketim egilimi i¢in bir ara¢ oldugunu tespit etmistir.

Zamanin farkli tiirlerinin incelendigi tiiketici davranisi calismalarmin biiyiik
bir kisminda nesnel zamana yonelik dl¢ltimler gerceklestirilmistir (Carlson vd.,
2019). Nesnel zamanin incelendigi calismalarda dakika, saat, gilin, hafta ve ay
gibi zaman 6l¢tim birimleri kullanilmistir (Okada ve Hoch, 2004; Saini ve Monga,
2008). Oznel zamanin incelendigi sinirl sayida calismada ise katilimcilarin belirli
bir siireyi nasil ve ne kadar algiladiklarina yonelik sorular sorulmustur (Darian ve
Cohen, 1995; Kellaris ve Mental, 1996).
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3.2. Uluslararas1 ve Ulusal Tiiketici Davramisi Literatiiriinde Zaman
Kavraminin Bibliyometrik incelemesi

3.2.1. Arastirmanin Amaci ve Kapsami

Calismada pazarlama akademisyenleri tarafindan yapilan ¢aligmalarda zaman
kavrami bibliyometrik araglarla incelenmesi amaglanmistir. inceleme i¢in Kuzey
Amerika merkezli pazarlama akademisi merkezli caligmalar ve ulusal pazarlama
literatiiriindeki zaman konulu ¢alismalar temel alinmistir.

3.2.2. Uluslararasi Literatiire Yonelik Arastirmanin Yontemi

Kuzey Amerika merkezli ¢alismalarda tiiketici davranisi ve zaman konusunda
yapilan g¢aligmalarin genel durumunu gorebilmek i¢in 8 Kasim 2022 tarihinde
Web of Science (WoS) iizerinden elde edilen veriler kullanilarak bibliyometrik
analiz yapilmistir. Daha genis bir zaman araligimi kapsamasi (Goodman ve Deis,
2007) ve kabul goren en kapsamli bilimsel veri tabani olmasi (Echchakoui, 2020;
Singh vd., 2021) nedenleriyle bu ¢alismada WoS veri tabaninin sundugu veriler
bibliyometrik analiz i¢in tercih edilmistir. Tablo 2°de Kuzey Amerika merkezli
caligmalarda tiiketici davranigi ve zaman konusunda yapilan ¢alismalara iliskin
bibliyometrik analiz i¢in veri toplama siirecinde izlenen adimlara yer verilmistir.

Tablo 2. Veri Toplama Siireci

1. Veri Tabaninin Belirlenmesi  =» Web of Science (WoS)
Adim
2. Aranan Kelimelerin .
Adim Belirlenmesi > Zaman (Time)
Arama Yapilan Sekme: Makale Baslig1
veya Anahtar Kelimeler
Web of Science Kategorisi: Yonetim veya
Veri 3. Arama Filtrelerinin > Isletme
Toplama Adim Belirlenmesi Dergi Listesi: AMA Who Went Where
Siireci Raporu
Yayn Tiirii: Makale
Zaman Sinirlamasi: Yok
A:i‘;m Verinin Elde Edilmesi > 815 Makaleden Olusan Veri Seti
5. Verinin Aviklanmast Makale Ozetlerinin Incelenmesi ve 528
Adim Y Makalenin Veri Seti Arasindan Cikartilmasi
Analize Dahil Edilen Makale > 287
Sayist

WoS arama ekraninda ayrmtili arama araci kullanilarak makale bagliginda veya
anahtar kelimeleri arasinda “time” kelimesi yer alan ¢aligmalar aratilmistir.
Detayli arama yapilirken segilen tiim filtrelere Tablo 3’te yer verilmistir.
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Tablo 3. WoS Uzerinden Arama Yaparken Kullanilan Filtreler

Filtre Tiirii

Filtre icerigi

Calisma Basliginda Aranan Kelime

Anahtar Kelimeler Arasinda Aranan Kelime
Web of Science Kategorisi

Belge Tiirti

Zaman Sinirlamasi

Zaman (Time)
Zaman (Time)

Yénetim ve Isletme (Management and
Business)

Makale (Article)
Yok

Kuzey Amerika merkezli ¢alismalarin incelenebilmesi i¢in WoS {izerinden arama
yapilirken Amerikan Pazarlama Dernegi (AMA) tarafindan yayimlanan Who
Went Where listesinde de yer alan “yiiksek nitelikli” ve “nitelikli” dergiler temel
almmigtir. S6z konusu dergilerin bes adeti yiiksek nitelikli kategorisinde yer
alirken, 29 dergi nitelikli olarak siniflandirilmistir. Bu dergilere Tablo 4’te yer
verilmistir (Dogan ve Goral-Nazlioglu, 2022).

Tablo 4. Dergi Listesi

Dergi ismi

Dergi Kategorisi

European Journal of Marketing

Industrial Marketing Management
International Journal of Advertising
International Journal of Consumer Studies
International Journal of Market Research
International Journal of Research in Marketing
International Marketing Review

Journal of Advertising

Journal of Advertising Research

Journal of Brand Management

Journal of Business & Industrial Marketing
Journal of Business Research

Journal of Business-to-Business Marketing
Journal of Consumer Affairs

Journal of Consumer Psychology

Journal of Consumer Research

Journal of Interactive Marketing

Journal of International Marketing

Journal of Macromarketing

Journal of Marketing

Journal of Marketing Management

Journal of Marketing Research

Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Nitelikli
Yiiksek Nitelikli
Nitelikli
Nitelikli
Nitelikli
Yiiksek Nitelikli
Nitelikli
Yiiksek Nitelikli
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Journal of Product and Brand Management Nitelikli
Journal of Product Innovation Management Nitelikli
Journal of Public Policy & Marketing Nitelikli
Journal of Retailing Nitelikli
Journal of Retailing & Consumer Services Nitelikli
Journal of Service Research Nitelikli
Journal of Services Marketing Nitelikli
Journal of The Academy of Marketing Science Yiiksek Nitelikli
Marketing Letters Nitelikli
Marketing Science Yiiksek Nitelikli
Marketing Theory Nitelikli
Psychology & Marketing Nitelikli

WoS lizerinden yapilan aramada makalenin bashginda veya ozetinde “time”
kelimesi gecen makalelerin tiimii listelenmistir. Tablo 4’te yer verilen dergilerden
Journal of Business-to-Business Marketing hari¢ tiim dergilerde s6z edilen kosullar
saglayan toplam 815 makale saptanmistir. Ancak bu ¢aligmada zaman ve tiiketici
davranis1 incelendigi i¢in 815 makalenin her birine ait 6zet boliimleri yazarlar
tarafindan taranarak tiiketici davranis ile iliskili olmayan makaleler (6rnegin; yeni
iirlin gelistirme, zaman serisi analizi, satis personeli iizerindeki zaman baskis1 vb.)
arama sonuglar1 arasindan ¢ikarilmis ve tiiketici davranisi ve zaman kavramini konu
edinen ve 29 farkli dergide yayimlanan 287 makale listeye dahil edilmistir. Tablo
5’te dergilerin hangisinde ka¢ adet zaman ve tiiketici davranigi konulu makalenin
yayimlandigma yer verilmistir. Zaman ve tiiketici davranisini konu edinen ¢aligmalar
en fazla Journal of Business Research, Journal of Consumer Research ve Journal of
Retailing and Consumer Services dergilerinde yayimlanmustir.

Tablo 5. Yiiksek Nitelikli ve Nitelikli Dergilerde Yayimlanan Zaman ve Tiiketici
Davranis1 Konulu Makalelerin Sayis1

Dergi ismi Makale Sayisi
Journal of Business Research 35
Journal of Consumer Research 29
Journal of Retailing and Consumer Services 26
Journal of Retailing 22
Journal of Marketing 20
Psychology & Marketing 19
Journal of Marketing Research 18
Journal of Services Marketing 14
Journal of The Academy of Marketing Science 10
Journal of Advertising 9

European Journal of Marketing 8
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International Journal of Research in Marketing

Journal of Consumer Affairs

Marketing Science

Journal of Advertising Research

Journal of Service Research

Marketing Letters

International Journal of Consumer Studies
Journal of Interactive Marketing

Journal of Marketing Management

Journal of Product and Brand Management
Marketing Theory

Industrial Marketing Management

Journal of Brand Management

Journal of Macromarketing

Journal of Product Innovation Management
Journal of Public Policy & Marketing
International Marketing Review

Journal of Consumer Psychology

Toplam

[ \S TR \O R S R U8 R O - T - T %2 BV, B =) =) W =) SN e o ]

287

Elde edilen 287 makaleye iliskin bilgiler {izerinden RStudio’da R programlama
dili araciligiyla Bibliometrix ve Biblioshiny paketleri kullanilarak s6z konusu
makalelerin yillara gére dagilimlarini, anahtar kelimeleri temel alarak birlikte
calisilan kavramlari ve galismalarda basit, yeni ortaya ¢ikan, doyuma ulasmis ve
en fazla iizerine odaklanilan temalar1 ortaya koyabilmek amaciyla bibliyometrik

analiz gergeklestirilmistir.

3.2.3. Bibliyometrik Analiz Sonuclari

Analiz sonucunda elde edilen genel bilgiler Tablo 6’da belirtilmistir. WoS veri
tabaninda arama yaparken herhangi bir zaman aralig1 belirlenmemistir.

Tablo 6. Makalelere iliskin Temel Bilgiler

Tamimlamalar Sonuglar
Makalelerin Yayimlandig1 Zaman Araligt 1966-2022
Makalelerin Yayimlandig1 Dergi Sayis1 29
Makale Sayisi 287
Makale Sayisinin Yillik Artis Orant %4,2
Makalelerin Ortalama Yasi 14,7
Makale Bagina Ortalama Atif Sayisi 56,89
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Yapilan arama sonucunda s6z konusu 29 dergide 1966-2022 yillar1 arasinda zaman
ve tiiketici davranisi konulu calismalarin yayimlandigi goriilmektedir. Makalelerin
ortalama yil1 14,7 olup zaman ve tiliketici davranisi konusunda yayimlananlarin
sayisiin yillik artig orani1 %4,2 dir.

Sekil 1°de yayimlanan ¢alismalarin yillara gére dagilimi gosterilmektedir.

.Yll
Sekil 1. Yillara Gore Zaman ve Tiiketici Davranigt Konulu Makale Sayilari

1966-1990 yillar1 arasinda her yil yayimlanan makale sayisi1 2-3 arasinda
degisirken, 1991 yilinda yayimlanan makale sayisi 6 olmus ve bir sigrama
gerceklesmistir. Benzeri bir gelisme 2008 yilinda yasanmis ve zaman ve tiiketici
davranigini konu edinen makale sayis1 yillik bazda 12’ye ulagmistir.

Sekil 2’de makalelerde kullanilan anahtar kelimeler, aragtirmacilarin yerlesik
olduklart iilkeler ve yaymm yapilan dergiler temel alinarak olusturulan Sankey
diyagramina yer verilmistir. Sankey diyagrami; akiglar, akislarn iliskileri ve
doniigtimleri hakkindaki nicel bilgiyi gorsellestirmek i¢in kullanilmaktadir

(Riehmann vd., 2005).
DE AU_CO so
I customer satisfaction
journal of business research
W cuitire
. journal of consumer research
Ml consumer behaviour
journal of marketing
Wi /)7
. @ /1 ”
L
P, _’ Z journalof ve(amnql
Witimeipressure
e, -/ ,oumaw of retailing,and,consumer services
> ,
[lisstisfaction Jouvnal of services marketing
\ australia o
N <_ ’,
— ‘;‘ -
canada ~ o ,/',.f joUrnallof marketing research
| [BF5 - i e
S ‘ germany e N
e — o o B, P/cholooy-\e marketing
—— - ~— (" Junited kingdsm £ S S
Ul . -
| ~ [ Jfrance D journaliof: adverﬁsmql
[ Jnetherlands’ -
Wl Srsimption } Sl journal of the academy-of marketing scien:e.

Sekil 2. Anahtar Kelimeler, Ulkeler ve Dergiler ile Olusturulan Sankey Diyagrami



358 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:16, Say:: 2, Mayis 2023, ss. 341-380

Diyagrama gore, miisteri memnuniyeti ve zaman kavrami en fazla Amerika Birlesik
Devletleri’nde yerlesik arastirmacilar tarafindan ¢aligilmigken, diyagramda yer
alan dergilerde en fazla yaymni yine bu arastirmacilar yapmistir. Dergi temelli
degerlendirme yapildiginda ise zaman kavramini konu edinen ¢aligmalarin en
fazla Journal of Business Research’te yayimlandigi tespit edilmistir.

Bunlara ek olarak, anahtar kelimelerden olusan ag haritasi Sekil 3’de goriilebilir.
Bu ag haritasina gére zaman ve tiiketici davranigi konulu ¢aligmalarda miisteri
memnuniyeti kavrami en fazla hizmet kolaylig1 ve bekleme siiresi ile birlikte
kullanilmastir.

P

N i
: future time perspective
time orientation

o4

services chronological age

consiramnt

service recovery

service convenience

customer satisfaction

omStens retailing

waiting time culture

time

satisfaction

loyalty

Sekil 3. Anahtar Kelimeler Ag Haritasi

Makalelerde kiiltiir ve zaman odaklilik bir arada kullanilan bir diger anahtar kelime
cifti olurken, gelecek zaman algis1 ise kronolojik yas ile birlikte kullanilmistir.
Ayrica, zamanin ve zaman baskisinin birlikte incelenen bir diger 6nemli anahtar
kelime ¢ifti oldugu tespit edilmistir. Zaman temelli calismalarda hizmet telafisi ve
duygular arastirmacilarin 6nem verdigi bir diger konu olmustur.

Sekil 4’te yayimlanan 287 makalenin anahtar kelimeleri izerinden yapilan tematik
analiz goriilebilir. Tematik analiz, kavramsal bir konuda calisilan alt basliklari
gorsellestirmek icin kullanilmaktadir. Bu analizde dort farkli tema mevcuttur; nis
temalar, motor temalar, yeni veya kaybolan temalar, basit temalar. Nis temalar,
cok fazla galigilmayan temalarken, motor temalar literatiiriin en fazla yogunlastig
ve birlikte kullanilan temalaridir. Yeni veya kaybolan temalar ya yeni ortaya
¢ikmaktadir ya da onemini kaybeden konulardan olusmaktadir. Basit temalar
ise motor temalar ile iliskili olan ancak daha az kullanilan temalardir (Cobo vd.,
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|
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! time
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— time orientation convenience

diid I?iltud:] future time perspective
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Sekil 4. Tematik Analiz

Zaman ve tiiketici davranisimi konu edinen calismalarda iki adet nis tema,
yedi adet motor tema, ii¢ adet yeni veya kaybolan tema ve son olarak bes adet
basit tema mevcuttur. Nig temalar “e-ticaret, inaniglar ve kamu politikasi” ve
“marka, kalict ilgi ve hedonik uyum” iken, “zaman, hizmetler ve kolaylik” ve
“miisteri memnuniyeti, perakendecilik ve sadakat” one ¢ikan motor temalardir.
Analizler sonucunda yeni ve kaybolan temalarda “tiiketim, aile ve yapisal
esitlik modellemesi” temasi 6n plana ¢ikmaktadir. Son olarak “zaman baskisi ve
kalabalik” ve “tiiketici, algilanan deger ve insan bi¢imlilik” basit temalarda dikkat
ceken temalar olarak saptanmigtir.

Uluslararasi pazarlama literatiiriinde zaman kavramini konu edinen ¢aligmalarin
bir kismi1 Tablo 7°de listelenmektedir.

Tablo 7. Uluslararas1 Pazarlama Literatiirinde Zaman Kavrammi Inceleyen
Calismalar

Veri Toplama Zaman

Yazar(lar) Yontemi Tiirii Degiskenler Bulgular
Zaman Kazandiran Stra-  Calisan ve ¢aligmayan
Nickols ve  Deneysel Nesnel tejiler, kgdmlarm bulundugu
Fox (1983) Tasarim Zaman Zaman Tasarrufu Stra- aileler farkli zaman
tejileri, Giinlikk Caligma  tasarrufu stratejileri
Stiresi, Hane Geliri kullanmaktadir.
Perakendecilikte Zaman Gergek bekleme siiresi
Nesnel  Algilamasi, Algilanan I
. S ve tiiketicilerin algilanan
Hornik Deneysel ve Bekleme Siiresi, Gergek bekleme siiresi arasinda
(1984) Tasarim Oznel  Bekleme Siiresi, Algila-

oldukga fazla fark tespit

Zaman nan Aligveris Eglencesi, edilmistir

Aligveris Siklig
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Wilkes
(1995)

Darian
ve Cohen
(1995)

Kellaris
ve Mental
(1996)

Kumar vd.

(1997)

Mantel ve
Kellaris
(2003)

Okada
ve Hoch
(2004)

Okada
(2005)

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Nesnel
Zaman

Oznel
Zaman

Oznel
Zaman

Nesnel
Zaman

Oznel
Zaman

Nesnel
Zaman

Nesnel
Zaman

Hane Halki Yagam Don-
giist,
Uriin Harcamalar1

Kadimlarin Is Hayatinda
Harcadiklar1 Zaman,
Hane Geliri, Hizli Tiike-
tim Gidalari, Algilanan
Bos Zaman

Algilanan Zaman, Uya-
rilma, Bekleme Siiresi,
Miizik Tiirii

Bekleme Siiresi,
Miisteri Memnuniyeti

Bilissel Kaynaklar,
Algilanan Zaman, Za-
man Dilimi

Zaman Harcamak, Para
Harcamak, Memnuniyet

Tuketici Tercihi,
Hedonik ve Faydaci
Uriinler

Hane halkinin yasam don-
giisii degistikce iirtinler
i¢in yapilan harcamalarin
da degistigi saptanmustir.

Zaman kitlig1 yagayan
tiiketicilerin kolayda iirtin-
leri daha fazla tercih ettigi
ortaya konmustur.

Kuyrukta bekleyen insan-
larin sakin bir miizige ma-
ruz kalmalar1 durumunda
bekleme siiresini daha az
olarak algiladiklar tespit
edilmistir.

Miisteri memnuniyetinin;
bekleme siiresi baginda,
sirasinda ve sonunda isle-
min tamamlanma siiresini
belirten ve belirtilen siire
igerisinde islemi tamam-
layan isletmelerde daha
yiiksek oldugu belirlen-
mistir.

Tiiketicilerin sahip olduk-
lar1 ve ihtiyag duyduklart
biligsel kaynaklarin etkile-
simi zaman algisini sekil-
lendirmektedir.

Tiiketiciler para harcarken
riskten kaginma egilimi
gostermekle beraber, yiik-
sek risk i¢eren ancak yiik-
sek getirisi olan segenek-
ler i¢in daha fazla zaman
harcama egilimindedirler.

Tiiketiciler hedonik {iriin-
ler i¢in zaman harcama
egilimindeyken, faydaci
iriinler i¢in daha fazla
para harcama egilimi
sergilemektedir.
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LeBoeuf
(2006)

Liu ve Aa-
ker (2008)

Mogilner,
Aaker ve
Pennington
(2008)

Saini ve
Monga
(2008)

Mogilner
ve Aaker
(2009)

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Nesnel
Zaman

Nesnel
Zaman

Nesnel
Zaman

Nesnel
Zaman

Nesnel
Zaman

Indirim Orani, Zaman
Aralig1

Zaman ve Para Bagisi,
Duygusal Zihin Yapisi,
Degeri Maksimize Eden
Zihin Yapisi, Mutluluk

Plansiz Satin Alma
Davranisi,
Zaman ve Para Harcama

Bilgi isleme Siireci,
Zaman, Para

Zaman Temelli Diisiince
Yapist,

Para Temelli Diisiince
Yapist, Uriin Tiirleri,
Utiine Yonelik Tutum

Indirim oranlarinin
algilanisgi, zaman
araliginin tanimlanma
sekline gore degisiklik
gostermektedir. Zaman
araliklariin belirli
tarihlerle (Ornegin;

15 Subat — 15 Mart)
tanimlanmasina kiyasla
birkag aylik bir kapsami
ifade edecek sekilde
tanimlanmasi indirimlerin
gecikmeden kaynaklanan
indirim oraninin daha
fazla algilanmasina neden
olmaktadir.

Bireylerden bagista bulun-
malar istenirken paradan
ziyade zaman odakl1 bir
yaklagim sergilemek,
onlarin daha fazla miktar-
da kaynak bagislamalarini
saglamaktadir.

Plansiz satin alma davra-
nis1 sergileyen tiiketiciler
olumsuz bir sonucun
Oniine gegebilecek tirtinler
i¢in daha fazla para dde-
me egilimindeyken, satin
alma kararini vermek i¢in
yeteri kadar zamani olan
tiiketiciler olumsuz sonucu
onleyecek bir tirline degil
de en iyi ¢ciktiy1 saglaya-
cak tirtine daha fazla 6de-
me yapma egilimindedir.
Bilgi isleme siireci goz
ontinde bulunduruldu-
gunda, zamani islemenin
paranin islenmesinden
daha zor oldugu ve zama-
nin muhasebesinin yapil-
masinin zorlastig1 tespit
edilmistir.

Tiiketicinin zihninde
zaman kavraminin etkin-
lestirilmesinin 6zellikle
deneyimsel iiriinlere yone-
lik daha olumlu tutumlar
gelistirilmesini saglayaca-
&1 tespit edilmistir.



362 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:16, Say:: 2, Mayis 2023, ss. 341-380

Monga
ve Saini
(2009)

Lynch Jr,
vd. (2010)

Tsai ve
Zhao
(2011)

Shalev ve
Morwitz
(2013)

Su ve Gao
(2014)

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Deneysel
Tasarim

Nesnel
Zaman

Nesnel
Zaman

Nesnel
Zaman

Nesnel
ve
Oznel
Zaman

Nesnel
Zaman

Uriin Hakkinda Bilgi
Arayisi,
Zaman ve Para Harcama

Uzun Vadeli ve Kisa
Vadeli Planlar, Zaman
ve Para Harcama, Plan
Yapma Egilimi

Algilanan Tiiketim Sii-
resi,

Tiiketimin Degerlendi-
rilmesi

Algilanan Bekleme
Siiresi,
Uriin Ozellikleri

Zaman, Para,
Uriin Degerlendirme

Bilgi arama siirecindeki
bir parasal maliyet aza-
lis1 bilgi arama niyetini
artirmaktayken, zaman
maliyetinin azalmasi bilgi
arama niyeti izerinde
¢ok daha zayif bir etkiye
sahiptir.

Bireylerin zamani bir
kaynak olarak kullanacak-
lar1 durumlarda daha ¢ok
kisa vadeli planlar yapma
egilimindeyken, paray1 bir
kaynak olarak kullanacak-
lart durumlarda ise kisa ve
uzun vadeli planlar yapma
egilimlerinin esit oldugu
belirlenmistir.

Tiiketim zamani, tikketim
kararinin bir belirleyicisi-
dir ve tiiketimi sistematik
bir sekilde etkilemektedir.

Gergek bekleme siiresi
kronometre gibi bir arag
ile tiiketicilere bildiril-
diginde tiiketiciler kro-
nometrenin geriye dogru
sayim yapt181 durumlarda
zamanin daha hizli gecti-
gini algilamaktadir.

Zamani temel alarak
diisiinen bireyler deger-
lendirme siireglerinde
alternatif tiriinleri goz
onilinde bulundurmakta ve
seceneklerle ilgili biitiin-
ciil bir yargiya ulagmaya
caligmaktayken, paray1
temel alarak hareket eden
bireyler ise liriin 6zellik-
lerini odak noktasi olarak
belirleyip degerlendirme
stireglerini tamamlamak-
tadir.
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Lee vd. Deneysel
(2015) Tasarim
Macdonnel Denevsel
ve White Tasar?m
(2015)

Etk“? Ve Deneysel
Mogilner Tasarim
(2016)

Munichor Denevsel
ve LeBoeuf Tasar?m
(2017)

Siddiqui,

Monga ve  Deneysel
Bueche Tasarim
(2017)

Nesnel
Zaman

Nesnel
Zaman

Nesnel
Zaman

Nesnel
Zaman

Nesnel
Zaman

Zaman, Para, Tiiketici
Tercihleri, Uriin Deger-
lendirme

Zaman ve Para Bagisi,
Kurgulama Diizeyi

Mutluluk, Zaman Dilimi,
Cesitlilik

Zaman Araligi, Tarihin
Tanimlanmasi,

Siirenin Tanimlanmasi,
Amaca Yonelik Hareket
Etme

Zaman Algisi,
Hazc1 ve Deneyimsel
Tiiketim

Zaman duygusal bir {iriin
degerlendirme siireci orta-
ya ¢ikarirken, para analitik
bir degerlendirme siirecini
tetiklemektedir. Bu durum,
tiiketicilerin iiriin tercihle-
rini etkilemektedir.

Zaman soyut, para ise
somut diisiince yapist
olusturmaktadir. Soyut
diisiince yapisina sahip bi-
reylerden zaman bagisinda
bulunmalarini istemek
daha comert davranmala-
rint saglamaktadir.

Uzun zaman dilimlerinde
(6rnegin bir giin) ¢esitli-
lik mutlulugu arttirirken,
kisa zaman dilimlerinde
(6rnegin bir saat) gesitlilik
mutlulugu azaltmaktadir.
Uzun zaman dilimlerinde
cesitlilik bireyleri zama-
nin verimli kullanildigina
yonelik bir diisiinceye
sevk ederken, kisa zaman
dilimlerinde ¢esitliligin
varli§1 zamanin verimli
bir sekilde kullanilmadigi
algisini olusturmaktadir.

Belirli bir zaman araligi-
nin nasil tanimlandiginin
bireylerin hedeflerine y6-
nelik nasil hareket ettikle-
rini etkiledigi goriilmiistiir.
Zamani tarih (6rnegin; 20
Agustos’a kadar) iizerin-
den degil de siire (6rnegin;
iki hafta sonra) {izerinden
tanimlamak tiiketicilerin
hedefe yonelik hareket
etme egilimini arttirmak-
tadur.

Hedonik sonuglar elde
edilen durumlarda biiyiik
zaman birimlerinin (vs.
kii¢iik zaman birimlerine
gore) algilanan bekleme
stiresini kisalttig1 ve sabr1
arttirdig1 sonucuna ulagil-
mistir.
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Deneysel
Wan (2018) Tasarim
Langan Deneysel
ve Kumar Tasarim
(2019)
Zhu, Bagc-
hi ve Hock ?:;‘2’;61
(2019)
Donnel vd.  Deneysel
(2022) Tasarim

Nesnel
Zaman

Nesnel
Zaman

Nesnel
Zaman

Nesnel
Zaman

Zaman Temelli Diisiince
Yapisi, Para Temelli
Diisiince Yapist, Kisiles-
tirme, Uriin Tercihi

Zaman ve Para Bagis1
Kurumsal Sosyal Sorum-
luluk, Algilanan Caba

Teslim Tarihi Etkisi,
Hedefler, Erteleme, Za-
man Kisit1 ve Kitligt

Zaman Dilimi,
Zaman Algist, Planlama

Zaman temelli diisiince
yapisina sahip tiiketiciler
kisisellestirilmis iirtinleri
daha ¢ok tercih etmektedir

Isletmenin paradan
ziyade zaman bagisi
yaptigini vurgulamasinin
tiiketicilerin isletmeye
yonelik daha olumlu
tutum gelistirmesine
yardimei oldugu
goriilmiistiir. Bunun
nedeni incelendiginde
ise isletmenin zaman
bagist yapmasinin daha
fazla emek sergilendigi
algis1 yarattig1 ve
tiiketicilerin bu algt
iizerinden igletmenin
topluma daha fazla hizmet
ettigi yargisina ulastigi
gOrillmiigtiir saptanmustir.

Bir gorevin en son bitiri-
lecegi tarihin tiiketicilerin
zaman harcama davra-
niglarinin bir belirleyicisi
oldugunu tespit edilmistir.
Bir gorevin bitirilmesi
i¢in verilen siire uzadikca
bireyler verilen gorevin
zor oldugunu algilamakta
ve amaca ulagmak i¢in
daha fazla zaman harca-
maktadirlar.

Esit siireli zaman dilim-
lerinin her zaman esdeger
algilanmadigini ve bu
nedenle ¢esitli alanlarda
tiiketici kararlarini etkile-
digini ortaya koymaktadir.
Zaman dilimleri farkl
zaman kategorilerine ya-
yildiklarinda tiiketiciler
tarafindan daha uzun ola-
rak algilanmaktadir.
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Tablo 7°de 1983-2022 yillar1 arasinda yayimlanmig ¢alismalarin bir kismina yer
verilmistir. Yirmi sekiz ¢aligmanin tamaminda deneysel tasarim kullanilmis olup
iiglinde 6znel zaman kavramu, iki tanesinde nesnel ve 6znel zaman kavrami birlikte
ve 23 tanesinde ise nesnel zaman kavrami incelenmistir. S6z konusu calismalarda
zaman kavrami giinliik caligma siiresi (Nickols ve Fox, 1983), algilanan bekleme
siiresi (Hornik, 1984; Kellaris ve Mental, 1996; Kumar vd., 1997), indirim orani
(LeBoeuf, 2006), tiriin hakkinda bilgi arayis1 (Monga ve Saini, 2009), bagis
davranisi (Langan ve Kumar, 2019; Macdonnel ve White, 2015), mutluluk (Etkin
ve Mogilner, 2016) gibi bir¢ok degiskenle iligkilendirilerek tiiketici davranisi
baglaminda tartisilmistir.

Zaman ve tiiketici davranisi temelli ¢alismalar incelendiginde, nesnel olarak
Olciilen ancak 0Oznel olarak hissedilen zamanin (Hornik, 1984), tiiketicilerin
davraniglarii ve tutumlarini nasil etkiledigi Sekil 5’te gosterilmistir.

Bireysel Psikolojik Sosyokiiltiirel

Faktérler Fakiorler Faktorler
Nesnel Oznel Davraniglar
Zaman Zaman Tutumlar

Sekil 5. Zaman, Davranislar ve Tutumlar iliskisi

Objektifbir sekilde 6l¢iimii gergeklestirilen, tiim bireyler icin ayni siireyi ifade eden
dakika, saat, giin gibi zaman birimleri ¢esitli kisisel (yas, cinsiyet vb.), psikolojik
(zamansal yonelim, vb.) ve sosyokiiltiirel (iginde yetisilen veya bulunulan grup,
toplum, vb.) faktorler nedeniyle bireyler tarafindan farkl: sekilde algilanmaktadir.
Zamanin algilanigiin bireysel olarak farklilik gdstermesi ise davraniglarin ve
tutumlarin da degisiklik gostermesine, bireylerin ayni nesnel zaman birimine
farkl tepkiler vermesine neden olmaktadir.

3.2.4. Ulusal Tiiketici Davranisi Literatiiriinde Zaman Kavrami

Uluslararas1 pazarlama literatiirinde kapsamli bir sekilde ele alinan zaman
kavraminmn, ulusal pazarlama literatiirinde smirli bir sekilde incelendigi
sOylenebilir. 11 Kasim 2022 Google Scholar iizerinden “zaman” ve “tiiketici
davranis1” anahtar kelimeleri kullanilarak yapilan taramada 10 adet ¢aligmaya
erisilebilmistir. Bu ¢alismalarin {i¢ii kongrelerde sunulmus bildiriler iken, yedi
tanesinin makale olarak yayimlandigi goriilmektedir.

Algilanan zaman baskisi, s6z konusu caligsmalarda en fazla incelenen kavram
olmustur. Sayisal agidan sinirli olan bu ¢alismalarda zaman odaklilik ve reklama
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yonelik tutum (Madran, 2004), perakendeci tercihi ve satin alma davranisi (Konuk,
Sarikaya ve Pirtini, 2005), zaman alg1s1 ve miisteri tatmini (Ozmen, 2006), alisveris
siiresi ve magaza tercihi (Polat ve Kiilter, 2007), zaman baskis1 ve tiiketici tatmini
(Cabuk, Orel ve Iplik, 2008), zaman baskis1 ve plansiz satin alma davranisi (Torlak,
Dogan ve Ozkara, 2013), zaman baskis1 ve marka degistirme egilimi (Dogan ve
Ozkara, 2013), zaman odaklilik ve tiiketici yenilikgiligi (Yaprakli, Absalan ve
Unalan, 2017), zaman baskis1 ve satin alma sonrasi pismanlik (Bozaci, 2019),
zaman kisithiligi ve tepkisel satin alma davranisi (Konyalioglu ve Sekerkaya,
2020) incelenmistir.

llgili galismalarda veri toplama yontemi olarak en fazla anket tercih edilirken,
sadece Konyalioglu ve Sekerkaya (2020) deneysel tasarimi veri toplama yontemi
olarak tercih edilmistir. Ulusal pazarlama literatiiriinde zaman kavramini konu
edinen caligsmalara iligkin ayrintilara Tablo 8’de yer verilmistir.

Tablo 8’de goriilecegi iizere, ulusal pazarlama literatiirlinde zaman kavramini
konu edinen ve erigilebilen ¢aligmalar 2004-2020 yillar1 arasinda yayimlanmigtir.
On ¢alismanin 8’inde anket yontemi ile veri toplanmisken, bir calismada deneysel
tasarim kullanilmig ve diger bir ¢calismada ise literatiir taramasi yapilmistir. Bu
¢aligmalarin tamaminda 6znel zaman kavrami ele alinmistir.

Tablo 8. Ulusal Pazarlama Literatiirinde Zaman Kavramii Inceleyen Calismalar

Veri Zaman
Yazar(lar)  Toplama - Degiskenler Bulgular
I . Tiirii
Yontemi
Zaman Odaklilik, Bugiin 0(1ak11 zaman a lgls..l ’ {ek-
Reklama Yénelik lamlarin 6nemli oldugu yoniin-
Madran Oznel deki inang ile iligkilidir. Gegmis
Anket Olumsuz Tutum, Rek- .
(2004) Zaman gt ve gelecek odaklilik ile reklama
lama Yonelik Inang, Lo
Reklamdan Kagimma yonelik inang ve tutumlar arasin-
> dailigki tespit edilememistir.
Tiiketici Ozellikleri,
Konuk, - " . . T .
- Magaza Ozellikleri, Tiiketicilerin siipermarket terci-
Sarikaya Oznel . [ . N <
. Anket Perakendeci Tercihi, hinde en yiiksek agiklayiciliga
ve Pirtini Zaman o . ..
(2005) Marka Tercihi, sahip faktor zamandir.
Satin Alma Davranisi
Tiiketim i¢in harcanan zaman g6z
6niinde bulundurulmalidir. Za-
man harcamak i¢in yapilan satin
= . . -. Perakendecilikte Za- al}na{l a{d a ahsveris mekanlarinin
Ozmen Literatiir ~ Oznel . g0z oniinde bulundurulmasi,
man Algilamasi, Miis- . e
(2006) Taramas1  Zaman incelenmesi gerekmektedir. Tii-

teri Tatmini

keticilerin zaman algilamasi ve
elde edilen memnuniyetin pazar-
lamacilar tarafindan incelenmesi
gerekmektedir.
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Polat ve
Kiilter
(2007)

Cabuk, Orel
ve Iplik
(2008)

Torlak,
Dogan ve
Ozkara
(2013)

Dogan ve
Ozkara
(2013)

Yaprakli,
Absalan
ve Unalan
(2017)

Bozaci
(2019)

Konya-
lioglu ve
Sekerkaya
(2020)

Anket

Anket

Anket

Anket

Anket

Anket

Deneysel
Tasarim

Oznel
Zaman

Oznel
Zaman

Oznel
Zaman

Oznel
Zaman

Oznel
Zaman

Oznel
Zaman

Oznel
Zaman

Magaza Ozellikleri,
Uriin Cesitliligi,
Uriin Kalitesi,
Aligveris Siiresi

Aligveris Ortaminin
Kalabaliklig1, Zaman
Baskisi, Tiiketici Tat-
mini

Algilanan Zaman
Baskast,

Plansiz Satin Alma
Egilimi

Marka Degistirme
Egilimi,

Marka Sadakati,
Zaman Baskisi, Pro-
mosyon

Zaman Odaklilik,
Tiiketici Yenilik¢iligi

Bireysel Zaman Bas-
kist,

Aligveriste Zaman
Baskasi,

Satin Alma Sonras1
Pismanlik

Marka Tutumu, Kisi-
nin Duygu Durumu,
Algilanan Rekabet,
Zaman Kisiti, Marka
Kisiti, Tepkisel Satin
Alma Davranigt

Tiiketicilerin perakendeci seci-
minde etkili olan faktérlerden biri
kisa zamanda alisveris imkanidir.

Hissedilen zaman baskisi arttik¢a
tiiketicilerin algilanan kalabalik
diizeyi de artmaktadir. Tiiketiciler
tizerlerindeki zaman baskisinin
arttigini hissettikge aligveristen
aldiklar1 tatmin azalmaktadir.

Algilanan zaman baskis1 erkek
tiiketicilerin plansiz satin alma
davranisini etkilerken kadin
tiiketiciler plansiz satin alma
davraniglarinda algilanan zaman
baskisindan etkilenmemektedir.

Algilanan zaman baskist ile mar-
ka degistirme davranisi arasinda
olumlu bir iligki tespit edilmistir.
Bu iliskide markalarin sundugu
promosyonlar etkili olmaktadir.

Gegmis ve gelecek odaklilik ile
tiiketici yenilik¢iligi arasinda
olumlu bir iligki ortaya koyul-
mustur.

Bireysel zaman baskisi, aligve-
riste hissedilen zaman baskisini
ve satin alma sonrasi pismanligi
etkilemektedir.

Zaman kisit1 hissetmeyen tiiketi-
ciler memnuniyet duygularinda
artis ile tepkisel satin alma dav-
ranis1 sergilemektedir. Markaya
gbre zaman kisitt hisseden tiike-
ticiler yiiksek diizeyde uyarilma
sonucunda tepkisel satin alma
gerceklestirmistir.

Ulusal pazarlama literatiiriinde erisilebilen ¢caligmalarda anket yonteminin yaygin
kullanildig1, 6znel zaman algisi lizerine arastirmalar s6z konusu iken, uluslararasi
literatiirdeki ¢aligmalarda agirlikli olarak deneysel tasarim tercih edilmis ve nesnel
zaman kavrami incelenmistir. Ayrica, ulusal pazarlama literatiiriindeki ¢caligmalar
reklam, perakendecilik ve marka konularinda sinirli kalmisken, uluslararasi
literatiirde yer alan calismalar hane geliri, perakendecilik, algilanan bekleme
stiresi, miisteri memnuniyeti, mutluluk, {iriin gruplari, bagis davranisi, duygusal
zihin yapisi, algilanan tiiketim siiresi gibi daha fazla cesitlilik i¢ceren konularda

yapilmistir.
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4. Sonuc¢

[k gaglardan giiniimiize kadar iizerinde derinlemesine tartismalarin yapildigi
zaman kavrami, ekonomi, psikoloji ve sosyoloji gibi farkli bilim dallan
tarafindan ele alinmis ve bireylerin yasamindaki énemi farkli perspektifierden
aciklanmaya calisilmistir. Zaman konusunda arastirmalarin yapildigi bir diger
sosyal bilim ise pazarlama olmustur. Zaman, pazarlama yonetimi ve tiiketici
davranis1 perspektifinden bakildiginda akademik arastirmalar ve ydnetimsel
uygulamalar icin dikkate deger bir calisma alamdir. Oncelikle ekonomistlerin
onciligiinde yapilan galismalar (Becker, 1965; Linder, 1970; Stigler, 1961) ile
zamanin tiiketici davranigini anlamak icin bir degisken olabilecegi goriilmiistiir.
Bunu izleyen yillarda pazarlama akademisyenleri zamani teorik boyutta ele
almis ve pazarlama ve tiiketici davraniglar i¢in zamanin 6nemini anlagilabilir
kilmaya ¢alismiglardir (Jacoby, Szybillo ve Berning, 1976; Howard ve Sheth,
1969; Kotler, 1972; Nicosia, 1966; Schary, 1971). Bu o6ncii teorik ¢aligmalarla
es zamanli bir sekilde gesitli ampirik ¢alismalar da yiiriitilmiistiir (Brunner ve
Mason, 1968; Downs, 1961; Frank, Massy ve Morrison, 1965; Myers, 1967).
Ancak 1990’11 yillarin basina kadar yapilan ¢aligmalarin birgogu zamanin tiiketici
davranislart baglaminda kavramsallastirilmasini amaglamistir. 1990’11 yillarin
basindan itibaren zaman kavramimi konu edinen g¢aligmalarin sayisinda artis
gozlemlenmistir. Ozellikle 2000°1i yillardan itibaren ise Kuzey Amerika merkezli
pazarlama calismalart tiiketici davraniglarinda zaman kavramini kapsamli bir
sekilde arastirmaya baglamistir ve 2012 yilinda ise 17 makale ile yillik en fazla
yayin sayisina ulasilmigtir. Bu ¢alismalarin ele aldig1 konularin bir kismi bir iiriine
veya hizmete zaman ayirma, irlin yasam dongiisii, lirlin benimseme oranlari,
iiriin degerlendirme, karar verme, bir {liriin veya hizmete sahip olabilmek ic¢in
katlanilan bekleme siiresi, bilgi isleme siireci ve zamanin bagislanmasi seklinde
Ozetlenebilir. Ayrica, anahtar kelime analizi; miisteri memnuniyeti ve hizmet
kolayligi, kiiltiir ve zaman odaklilik, zaman kisitinin en fazla galisilan kavramlar
arasinda yer aldigini gostermektedir. Yayimlar tematik baglamda incelendiginde
aile ve marka tercihi temelli temalarin literatiirde doyum noktasina ulastigi,
e-ticaret, inanislar, kalic1 ilgi ve hedonik uyum iizerine yapilan calismalarin nis bir
alan1 olusturdugu belirtilebilir. Literatiiriin en fazla yogunlastig1 temalar miisteri
memnuniyeti, perakendecilik ve hizmet ile iliskili iken, algilanan deger ve zaman
baskisi ¢aligmalarin dikkate deger bir miktarinin odaklandigi bir temadir.

Ulusal pazarlama literatiiriinde zaman iizerine yapilan c¢aligmalarm algilanan
zaman baskis1 kavramiyla (Cabuk, Orel ve Iplik, 2008; Torlak, Dogan ve
Ozkara, 2013; Dogan ve Ozkara, 2013; Bozac1 2019) sinirl kaldigi, zamanin
farkli boyutlarinin derinlemesine ele alinmadigi goriilmistiir. Ulusal literatiirde
erisilebilen ilk caligmanin 2000°li yillarin basinda yapildigi ve sonrasinda
2009-2012 yillar1 arasinda zaman kavraminin pazarlama baglaminda hic¢ ele
alimmadig1 tespit edilmistir. Son yillarda bazi1 ¢alismalar yapilmis olsa da zaman
baskis1 ve zaman kisiti bu ¢alismalarin (Yaprakli, Absalan ve Unsalan, 2017;
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Bozaci, 2019; Konyalioglu ve Sekerkaya, 2020) merkezinde olmus ve farkli
yapilar lizerine arastirma yapilmamistir. Bu noktada, ulusal literatiir uluslararasi
literatiir ile birlikte degerlendirildiginde her ikisinde de zaman baskisi, zaman
kisit1, marka ve perakendecilik ortak calisma alanlar1 olmustur. Ulusal pazarlama
akademisyenlerinin zaman kavramini, perakendecilikte zaman baskisi ve zaman
kisit1 ve marka kavramlarindan teye tasiyarak farkli bakis agilart ile irdelemeleri
onem arz etmektedir. Bireysel ozelliklerin, birey psikolojisinin ve sosyokiiltiirel
ortamin zamani deneyimleme iizerinde etkili oldugu diistiniildiigiinde iilkemiz
tiketicisinin davraniglarinda zamanin roliinii anlayabilmek i¢in kapsamli
caligmalarin yapilmasi gerektigi asikardir. “Sinirli bir kaynak olarak zaman
tiikketiciler tarafindan nasil algilanmaktadir?” sorusuna verilecek cevap, zamani
harcama davranisinin anlasilabilmesi agisindan pazarlama akademisyenlerine
ve profesyonellerine farkli bakis acilar ve uygulama alanlari sunacaktir. Onceki
boliimlerde tartisildigi iizere biyolojik oOzelliklerin, zamanin algilaniginda ve
cesit arayisinda onemli bir rolii oldugu bilinmektedir (Etkin ve Mogilner, 2016).
Ulusal pazarlama arastirmacilari, 6rnegin giliniin farkli saatlerinin cinsiyetlere
gore nasil algilandigina yanit arayabilir. Bu soru temelinde elde edilecek bulgular,
Tiirkiye’de yerlesik tiiketicilerin giin icerisinde gerceklestirdikleri tiiketimlerde
iiriine dayali gesit arayiglarini ortaya koyabilir. Teorik olarak tiiketicinin zamani
algilama bi¢iminin belirlenmesinin yani sira, elde edilecek bulgularin pazarlama
yOnetimi i¢in yeni uygulamalarin gelistirilmesine yardime1 olacagi soylenebilir.

Uluslararast literatiirdeki ¢alismalarin birgogunda nesnel zaman {izerinden 6l¢iim
yapilmis olsa da bireyler 6znel zaman algilar1 dogrultusunda davraniglarini ve
tutumlarini sekillendirmektedir (bkz. Sekil 5). Oznel zaman iizerine yapilacak
incelemeler zaman ve tiiketici davranisi iliskisinde farkli boyutlarin ve bulgularin
ortaya koyulmasina yardimci olacaktir. Biyolojik zaman ve dogal zaman gibi diger
zaman tiirleri arasindaki etkilesimin tiirii ve bu etkilesimin tiiketici davranisini
nasil etkiledigine iliskin sorular1 konu edinecek ¢alismalar tiikketici davraniginin
anlagilmasina ve pazarlama yonetiminde yeni yontemlerin uygulanmasina katkida
bulunabilir. Tiirkiye’de ¢ok farkli sosyokiiltiirel yapida bireylerin yasadigi
diistintildiigiinde, kiiltiir ve zaman etkilesimini ortaya koyacak ¢alismalarin 6nemi
dikkate deger olacaktir.

Ulusal ¢aligmalarin biiyiik bir gogunlugunda anket ile veri toplama yontemi tercih
edilmistir. Gelecek c¢alismalarda nedensellik ileri siirebilmek adina deneysel
calismalarin sayisinin artmasi aragtirma sorulari baglaminda arastirmacilarin
sebep-sonug¢ ¢ikariminda bulunmasina ve bu ¢ikarimlar iizerinden zaman ve
tiikketici davranisina iliskin teorik bilgi birikimine katkida bulunulabilir (Dogan,
2019).

Bu calisma ile ulusal literatiirde zaman ve tiiketici davramislarimi konu
edinen caligmalarin eksikligine dikkat c¢ekilmeye c¢alisilmis ve pazarlama
akademisyenlerinin dikkatlerinin bu alana c¢ekilmesi hedeflenmistir. Diger
yandan, pazarlamada zaman kavramini sistematik literatiir taramasi ile inceleyen
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caligmalarin yaklasimlari ve bulgulari (Carlson vd.,2019; Lallement ve Gourmelen,
2018), bu ¢aligmanin yaklasimi ve bulgulari ile kiyaslanabilir. Lallement ve
Gourmelen, (2018), 1990-2017 arasinda yayimlanan 198 ¢alismada tiiketici i¢in
zamanin “bir kaynak olarak zaman” ve “bir kisilik 6zelligi olarak zaman” olmak
iizere iki farkli gruba ayrilabilecegini ortaya koymustur. Bu yaklasima gére zaman
titketim icin bir kaynak olarak degerlendirilmekte ve aragtirmacilar nesnel zaman
algisindaki farkliliklar1 agiklamaya calismaktadir. Ote yandan, zaman bir kisilik
ozelligi olarak degerlendirildiginde ise zamanin akiginin bireyler tarafindan nasil
algilandigina odaklanmakta ve zamanin deneyimlenmesi biling ile agiklanmaya
calisilmaktadir. Carlson vd. (2019), inceledikleri 853 caligmada zamanin 6znel
ve nesnel zaman olmak iizere iki farkli sekilde kavramsallastirildigini ortaya
koymustur. Bu ¢alismada ise bibliyometrik analiz araglar1 kullanilarak uluslararasi
literatiirde tiiketici davranisi ¢alismalarinda zamanin hangi degiskenler ile birlikte
incelendigi, ¢aligmalarin temalarmin neler oldugu tespit edilmistir. Yapilan
incelemelerde ¢alismalarda 6znel ve nesnel zaman 6l¢iimlerinin yapildigi ve nesnel
zamanin daha fazla incelendigi tespit edilmistir. Bu bulgu, Carlson vd. (2019)’nin
calismasinin sonuglari ile benzerlik gostermektedir. Ayrica, Carlson vd. (2019) ve
Lallement ve Gourmelen (2018)’den farkli olarak uluslararasi literatiiriin yaninda
belirli bir iilkede (Tiirkiye) yayinlanan zaman temali ¢aligmalarda incelenmis ve
cesitli degerlendirmeler yapilmisgtir.

Bu calismada yapilan degerlendirmelerin, sadece AMA tarafindan yayimlanan
Who Went Where listesinde yer alan 34 dergide yayimlanan makalelerin
kullanilarak yapilmasi ve verinin sadece WoS veri tabani kullanilarak elde edilmesi
calismanin bir kisitidir. Farkli dergilerde yayimlanmis makalelerin ve Scopus ve
Google Scholar benzeri veri tabanlarindan elde edilecek verilerin kullanilmasi
ile yapilacak degerlendirmeler daha kapsamli bulgulara ulasilmasina imkan
saglayabilir. Ayrica, ulusal literatiirde Google Scholar lizerinden derinlemesine
bir inceleme yapilmasina ragmen sadece 10 c¢aligmaya erisilebilmistir. Google
Scholar tlizerinden erisilemeyen ve gelecekte yayimlanacak ¢aligmalar dikkate
almarak ulusal literatiire yonelik farkli degerlendirmeler ortaya konulabilir.
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THE CONCEPT OF TIME IN CONSUMER BEHAVIOR

EXTENDED ABSTRACT
1. Introduction

With the advent of the Industrial Revolution, time became a central phenomenon
in the fabric of daily life. Throughout history, philosophers have engaged in
extensive discourse on the concept of time, culminating in its emergence as a
prominent area of academic investigation in the 20th century, particularly through
the efforts of sociologists. At the same time, economists began to recognize time
as a valuable resource in the 1960s, while psychologists delved into the study of
perceived time (Venkatesan & Anderson, 1985). In parallel, Nicosia and Mayer
(1976) postulated that time could serve as a critical determinant of consumer
behavior. Despite the abundance of research on the marketing triangle, consumer
behavior, and time, the marketing field has not regarded time as a distinct construct,
nor has its importance been comprehensively assessed (Yadav, 2017).

In the North American marketing literature, the concept of time has received
considerable attention and has been studied from a variety of perspectives since the
mid-1960s. Various contexts have been studied, including time as an expendable
resource, time donation, the role of time in product evaluation processes, time
planning, and its influence on consumer behavior. However, a review of the
Turkish marketing literature reveals that time has not received adequate attention
in marketing research. Therefore, this study attempts to explain the discourse
surrounding the concept of time in consumer behavior studies within the North
American marketing literature and aims to provide a general framework of these
research efforts.

2. Literature Review
2.1. The Concept of Time

Time, a subject of enduring fascination for humanity throughout history, has
attracted scholarly attention primarily during the industrial era, marking the
beginning of its formal academic study. Given its intricate connections to
disciplines ranging from the natural sciences, social sciences, literature, art,
religion, economics, politics, and more, time has assumed an indispensable role
in intellectual inquiry and practical endeavors. As a result, it has become one of
the most compelling concepts to capture human consciousness (Turetzky, 1998).

According to sociological research, time is perceived and understood through
symbolic representations (Borst, 1997). In particular, pivotal events such as birth
and death have played a crucial role in shaping individuals' perceptions of time.
In addition, the observation of natural phenomena has served as an important
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mechanism for temporal cognition. A vivid example of this nature-centered
approach to time can be observed in the creation of calendars based on the annual
rise and fall of the Nile River (Karmaz, 2018). During the Middle Ages, along
with the emergence of time measurement practices, time acquired symbolic
connotations associated with social status and authority (Fabian, 2014). Moreover,
as trade relations flourished, the need for a “common time” emerged, allowing
individuals to synchronize and coordinate their activities (Harvey, 1997). In the
19th century, in response to the accelerating forces of globalization and the search
for increased efficiency, extensive efforts were made to establish a standardized
global time system. As a result, global time reform was realized, which included
the adoption of a universally applicable time system (Ogle, 2018).

2.2. The Concept of Time in Consumer Behavior

In the early stages of academic inquiry in the field of marketing, the
conceptualization of time was approached primarily from a theoretical standpoint,
with empirical investigations emerging later. Researchers embarked on initial
efforts to conceptualize time beyond a purely objective temporal perspective,
emphasizing the importance of studying time in the context of consumer behavior
(Carlson et al., 2019). In particular, Nicosia (1966) emphasized the need to
delve deeply into the concepts of past, present, and future in order to gain a
comprehensive understanding of consumer behavior. In addition, Howard and
Sheth (1969) incorporated time pressure as a critical exogenous variable in the
theory of buyer behavior. Building on a theoretical foundation, Kotler (1972)
argued that Americans attribute greater importance to time than to products.

In contemporary research, particularly within North America-based studies, the
significance of the concept of time in consumer behavior is extensively explored
from various dimensions, including its association with factors such as happiness,
conspicuous consumption, donation behavior, and scarcity (Aaker, Rudd, &
Mogilner, 2011; Bellezza, Paharia, & Keinan, 2017; Langan & Kumar, 2019; May
& Monga, 2014; Mogilner & Aaker, 2009; Monga, May & Bagchi, 2017; Monga
& Saini, 2009; Wan, 2018; Zhu, Bagchi, & Hock, 2019).

3. Method

As previously highlighted, the concept of time holds a significant position within
the North America-based international marketing literature. Therefore, in order to
gain a comprehensive understanding of the existing body of research on consumer
behavior and time, a systematic search was conducted on the Web of Science
(WoS) database, specifically targeting articles with the term “time” in the title or
among the keywords. This search was conducted within the journals categorized
as “A-Level” and “B-Level and Lower” as outlined in the “Who Went Where”
list published by the American Marketing Association (AMA). Of the journals
selected, five were classified as A-Level, while 29 journals fell into the B-Level
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and Lower category. For a detailed list of these journals, please refer to Table 4
on page 13.

A comprehensive search on Web of Science (WoS) was conducted to compile
a list of articles featuring the term “time” in their titles or abstracts. Out of the
journals listed in Table 4, with the exception of the Journal of Business-to-
Business Marketing, a total of 815 articles were identified that met the above
criteria. However, considering the focus of this study on time and consumer
behavior, the authors carefully reviewed all 815 articles and excluded those that
were not directly relevant to consumer behavior, such as articles on new product
development, time series analysis, or the impact of time pressure on salespeople.
As a result, a final selection of 287 articles published across 29 different journals
was included in the list.

4. Findings

The distribution of articles focusing on time and consumer behavior across
various journals is presented in Table 5 (see page 14). In particular, the Journal of
Business Research, the Journal of Consumer Research, and the Journal of Retailing
and Consumer Services have emerged as the primary outlets for publications in
this area. A bibliometric analysis was conducted on these 287 articles using the
Bibliometrix and Biblioshiny packages within the R programming language in
RStudio to examine the distribution of articles over time, identify the concepts
commonly studied in relation to time based on keywords and thematic analysis.

An examination of the studies on time and consumer behavior shows that they
were published in 29 journals between 1966 and 2022. The average age of these
articles is about 14.7 years. In addition, an analysis of the annual growth rate of
the number of articles published on this topic shows an average increase of 4.2%
per year (see Table 6). Using the Sankey diagram, it can be seen that researchers
based in the United States have predominantly contributed to the exploration
of the concepts of customer satisfaction and time, and they are the authors of a
significant proportion of the publications appearing in the journals represented in
the diagram (see Figure 2). Furthermore, the keyword network map shows that
“customer satisfaction” is often coupled with “service convenience” and “waiting
time”, while the combination of “culture” and “time orientation” emerges as
another significant keyword pair in the articles. Additionally, perception of future
time is often explored in relation to chronological age (see Figure 3). Thematic
analysis of research on time and consumer behavior reveals that studies include
two niche themes, seven motor themes, three new or declining themes, and five
foundational themes (see Figure 4).

An examination of the concept of time in the Turkish marketing literature reveals
a comparatively limited amount of research compared to the extensive discussions
found in the North American marketing literature. A total of ten publications
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have been identified that specifically examine the relationship between time and
consumer behavior. Among these studies, the concept of perceived time pressure
emerges as the most extensively explored topic (Bozaci, 2019; Cabuk, Orel &
Iplik, 2008; Dogan & Ozkara, 2013; Torlak, Dogan & Ozkara, 2013).

5. Conclusion

The intersection of time, marketing management, and consumer behavior
represents a significant and noteworthy area for both academic research and
managerial application. The exploration of time as a variable in understanding
consumer behavior originated in studies conducted by economists who recognized
its potential influence (Becker, 1965; Linder, 1970; Stigler, 1961). Subsequently,
marketing scholars delved into the theoretical aspects of time to emphasize its
importance in marketing and consumer behavior (Jacoby, Szybillo, & Berning,
1976; Howard & Sheth, 1969; Kotler, 1972; Nicosia, 1966). At the same time,
several empirical studies emerged alongside these pioneering theoretical works
(Brunner and Mason, 1968; Downs, 1961; Frank, Massy, & Morrison, 1965). In
the early 1990s, however, the focus shifted to conceptualizing time in the context of
consumer behavior. Particularly since the 2000s, North America-based marketing
studies have undertaken comprehensive investigations into the concept of time
in relation to consumer behavior. These studies have examined various aspects,
including time spent on products or services, product life cycles, product adoption
rates, product evaluation, decision-making processes, waiting for products or
services, information processing, and time donation.

In the Turkish marketing literature, the study of time has primarily focused on the
concept of perceived time pressure (Cabuk, Orel, & Iplik, 2008; Torlak, Dogan
& Ozkara, 2013; Dogan & Ozkara, 2013; Bozaci, 2019), with limited attention
paid to the multifaceted dimensions of time. Given that individual characteristics,
individual psychology, and sociocultural factors significantly influence the
experience of time, it becomes clear that comprehensive studies are needed to
understand the role of time in consumer behavior in Turkey. Gaining insights into
how individuals perceive time as a finite resource and their corresponding time-
spending behaviors will provide marketing scholars and practitioners with diverse
perspectives and practical applications.
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STRENGTH AND UNIQUENESS OF A FOCAL BRAND’S CORE
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ABSTRACT

This research adopts a portfolio perspective to co-branding practices, and explores how
the number and congruence of co-branding partners influence the evaluations of a focal
brand’s core associations in an alliance. While most co-branding research to date has
investigated single-partnerships (i.e., a focal brand collaborating with another brand),
limited work has focused on multiple partnership strategies (i.e., a focal brand collaborating
with multiple other brands). Based on Keller’s (1993) brand equity framework, we
specifically explore how the strength and uniqueness of a focal brand’s core associations
are influenced by the changing number and congruence level of its co-branding partners.
Our results show that when the number of congruent co-branding partners increases, the
strength and uniqueness of the focal brand’s core associations enhance. Each additional
congruent partner helps strengthen the focal brand meaning. However, when the number
of incongruent co-branding partners increases, the strength and uniqueness of the focal
brand’s core association do not decrease further compared to when it partners with a
single brand. These findings suggest that increasing the number of co-branding partners
influence the strength and uniqueness of a focal brand’s core associations only when the
constituent brands are congruent.
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ORTAK MARKA ORTAKLARININ SAYISININ VE UYUMUNUN
BiR ODAK MARKANIN TEMEL CAGRISIMLARININ GUCU VE
BENZERSIZLiGi UZERINDEKI ETKiSi

oz

Bu arastirma, bir ortak markalama uygulamasindaki ortaklarin sayisinin ve uyumunun,
odak markanin temel c¢agrisimlarmin degerlendirmelerini nasil etkiledigini arastirir.
Bugiine kadar yapilan ortak marka aragtirmalarimin ¢ogu, tekli ortakliklart (yani, baska
bir markayla isbirligi yapan bir odak markay1) aragtirmistir. Sinirli sayida ¢alisma, ¢coklu
ortaklik stratejilerine (yani, baska bircok markayla isbirligi yapan bir odak markaya)
odaklanmustir. Bu ¢alisma ise, Keller'in (1993) tiiketici temelli marka degeri ¢ercevesine
dayanarak, bir odak markanin temel ¢agrisimlarinin giicliniin ve benzersizliginin, ortak
marka ortaklarinin degisen sayisi ve uyum seviyesinden nasil etkilendigini inceler. Sonuglar,
uyumlu ortak marka ortaklarmin sayisi arttiginda, odak markanin temel ¢agrisimlarinin
giiciiniin ve benzersizliginin kuvvetlendigini gosterir. Ortak markalama yapilan ve
odak marka ile uyumlu olan her ek uyumlu ortak, odak marka anlamini gii¢lendirmeye
yardimet1 olur. Bununla birlikte, uyumsuz ortak markalama ortaklarinin sayisi arttiginda,
odak markanin temel ¢agrisiminin giicli ve benzersizligi, tek bir uyumsuz markayla ortak
oldugu duruma kiyasla azalmaz. Bu bulgular, ortak markalama ortaklarinin sayisinin
arttirilmasinin, yalnizca bir araya gelen markalar uyumlu oldugunda odak markanin temel
cagrisimlariin giiciinii ve benzersizligini etkiledigini gostermektedir.

Anahtar Kelimeler: Ortak markalama, marka isbirlikleri, marka degeri, marka bilgisi
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1. Introduction

Co-branding (also called brand alliance) is a marketing strategy, where two or a
higher number of individual brands partner to form an alliance, and brand names
are jointly used on the co-branded product or service offering. For example, a cream
cheese brand may collaborate with a chocolate brand to create chocolate flavoured
cream cheese (e.g., Philadelphia with Milka), or two fashion brands may collaborate
to introduce joint collections (e.g., North Face Gucci clothing line). Partnering
brands may combine their power with the intention to enter new markets, increase
their customer base, brand visibility, profit and sales, firm value and brand equity
(Besharat and Langan, 2014; Newmeyer et al., 2018; Paydas Turan, 2020).

The extant research on co-branding mostly explored single partnerships, where
a focal brand collaborates with another brand. Limited research has explored
multi-brand partnerships, where a brand partners with several other brands
simultaneously or at different time periods. In practice, pursuing multiple co-
branding activities is prevalent in marketplace. For example, fashion brand
H&M collaborates with a different designer brand each year to introduce joint
collections (e.g., H&M Versace, H&M Balmain, H&M Moschino and H&M Karl
Lagerfeld collections; Preuss, 2019). Likewise, American Airlines collaborates
with multiple hotel chains, car rental firms, cruise companies and financial services
under its loyalty program (American Airlines, 2023). Oreo is one of the many
food brands that occasionally co-brands with other food brands as an ingredient
partner, such as Wall’s Oreo ice-cream, Milka Oreo chocolate bar and M&Ms
with Oreo. Limited line of work on multi-brand partnerships demonstrates that
having one or multiple co-branding partners both help enhance a focal brand’s
evaluations, but does not reveal any differences between evaluations of single and
multiple partnership strategies (Gammoh et al., 2010; Mishra et al., 2017; Voss
and Gammoh, 2004). Nevertheless, these studies mostly focus on understanding
consumers’ evaluations of an unknown focal brand and the co-branded product.
Extending these findings, we aim to understand how the strength and uniqueness
of a focal brand’s core associations are influenced by the number and congruence
of'its co-branding partners.

Driven by real world examples, our research aims to contribute both to theory and
practice. Theoretically, first, our work responds to calls for further investigation
of conditions in which pursuing multiple partnership strategies will be beneficial
for a brand (Gammoh et al., 2010; Newmeyer et al., 2014). In consumer behavior
context, co-branding research has typically explored co-branded product
evaluations, or the partnering brands’ general evaluations as a result of a co-
branding activity. Our findings extend the growing line of research on consumers’
attitudes toward multi-brand partnerships. Second, different than prior research,
we adopt Keller’s (1993) brand equity framework based on the associative network
memory model, and examine how two important brand knowledge components
- the strength and uniqueness of a brand’s core associations - are influenced as
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a result of co-branding activities. We show that co-branding partners can act as
informative cues and influence existing knowledge dimensions (i.e., strength and
uniqueness) of a brand in consumer’s memory. To the best of our knowledge,
this is the first study that uses brand equity framework as a theoretical lens, and
explores how the strength and uniqueness of a brand’s core associations change
based on the number of its co-branding partners.

With respect to its managerial contributions, our work shows that pursuing
multiple co-branding partnerships may both reinforce and weaken the strength and
uniqueness of a brand’s core associations. Congruence of associations between
the focal and the partner brands moderates this relationship. Collaborating with
congruent brands (e.g., a luxury band collaborating with another luxury brand)
may enhance the focal brand’s core associations, whereas collaborating with
incongruent brands (e.g., a luxury brand collaborating with a non-luxury brand)
may hurt the focal brand’s core associations. Our results suggest that increasing
the number of congruent partners helps strengthen the focal brand meaning, hence
it is advantageous for brands to pursue a portfolio of partnerships as long as
chosen partners are similar to the focal brand. While brands should refrain from
partnering with incongruent allies, interestingly, our results reveal that increasing
the number of incongruent partners does not hurt the core brand meaning further
compared to a single-partner strategy.

Our article is organized as follows. We begin by discussing consumers’ motivations
behind owning multiple products that are associated with a brand and summarize
previous work on multi-brand partnerships. Then, we present our hypotheses in
light of Keller’s (1993) brand equity framework. We present two pre-tests and
two main studies that test the hypotheses. Finally, we discuss the theoretical and
managerial implications of our findings, and propose future research questions.

2. Literature Review and Hypotheses Development
2.1. Brand Synergy Effects

Consumers buy products not only for their functional value, but also for what they
symbolize (Levy, 1959). Brands act as cues and influence purchase decisions.
For example, consumers liked their favorite brand beer only when it was labeled
(Allison and Uhl, 1964), and preferred their favorite Tropicana orange juice to
the identical orange juice that was labeled differently (Hoegg and Alba, 2007).
Consumers may assign personality qualities to brands (Aaker, 1997) and think
that a specific brand reflects their identity or desired image (Belk, 1988; Fournier,
1998). They may use a brand to diverge from others (Berger and Heath, 2007),
show brand loyalty (Johnson et al., 2006), mark their social groups (Solomon,
1988), or to get the quality associated with the brand. But, why would consumers
prefer to purchase multiple products that are associated with a specific brand?

Extant research shows that people enjoy owning products from the same brand
for several reasons. Rahinel and Redden (2013) demonstrated that people enjoy
having products from the same brand (vs. different brands) more, which they
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called the “brand matching effect”, because they think that products from the
same producer work well together (e.g., TV and DVD player of the same brand).
Shine et al. (2007) also showed that synergy effects occur from owning a set
of complementary products of the same brand. It creates desirability to possess
several related products from the same firm, a phenomenon they called “set-
completion hypothesis”. This may signal the expertise of the company to produce
compatible products or simply consumers’ enjoyment of possessing products
from the same company. In brand extensions context, prior work also revealed
that when consumers have favorable attitudes toward a brand, they are likely to
evaluate extensions of that brand positively (Aaker and Keller, 1990; Boush and
Loken, 1991). Likewise, consumers tend to have greater confidence in brands that
are affiliated with more products (Dacin and Smith, 1994).

Given that consumers enjoy having products that are associated with a brand they
like, presumably this should hold for co-branded offers of that brand too. Thus, it
is plausible to think that consumers will be interested in possessing multiple co-
branded offers of a liked brand. For example, if a consumer has a preference for
Oreo cookies, s/he will be likely to buy Oreo’s co-branded offers such as Wall’s
Oreo ice-cream, Milka Oreo chocolate bar or M&Ms with Oreo.

2.2. Portfolio Perspective in Co-branding

The primary purpose of a co-branding activity is to transfer positive associations of
the partnering brands to the co-branded offer. Several factors contribute to success
of a co-branding activity. Scholars have specifically focused on the importance of
fit between partners (Dickinson and Heath, 2006; Simonin and Ruth, 1998). Fit is
described with two dimensions; functional attribute congruence (i.e., product fit)
and brand image congruence (i.e., brand fit). Higher fit between the constituent
brands’ product categories, as well as brand images, is likely to elicit more positive
co-brand evaluations. Preexisting brand attitudes and brand familiarity is also an
important contributor to success of an alliance (Ruekert and Rao, 1994; Simonin
and Ruth, 1998; Washburn et al., 2004). When the constituent brands have positive
evaluations and high quality ratings, the co-branded offer is likely to derive positive
evaluations. Pairing two brands enhances the value of the partnering brands and the
resultant co-branded offer. However, partnering with other brands is not without
risks; it may benefit as well as hurt the constituent brands’ images. Spillover effects
may occur when unwanted associations transfer from the co-brand to the partnering
brands (Raufeisen et al., 2019), such as when low quality perception of a co-branded
offer negatively influences the partnering brands’ images.

While most co-branding research to date has investigated single-partnerships
(i.e., a focal brand collaborating with another brand), limited research has focused
on multiple partnership strategies (i.e., a focal brand collaborating with several
other brands to develop multiple co-branded offers). Therefore, we have limited
knowledge about the effects of having multiple co-branding partners on a brand’s
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evaluations. Newmeyer et al. (2014) conceptually argued that having a higher
number of cobranding partners should decrease the partner brands’ influence
on evaluations of the focal brand, because each additional partner provides
only partial information about the focal brand. However, they did not provide
empirical evidence for this. Voss and Gammoh (2004) showed that having a well-
known co-branding partner increases evaluations of a previously unknown focal
brand, but adding a second partner does not enhance the evaluations compared
to a single partner condition. Along similar lines, Gammoh et al. (2010) did not
find support for higher evaluations of an unknown focal brand in case of having
three (vs. a single) co-branding partners (partner), whether the partnering brands
were from the same or different product categories. Mishra et al. (2017) examined
how the characteristics of well-known partnering brands influence evaluations of
an unknown new focal brand in co-promotions context (e.g., an airline company
promoted with car rental and hotel chains within the same advertisement). They
showed that having one or multiple partners enhance perceived quality of the
unknown focal brand equally compared to a no-partner condition. These findings
conclude that having a single and multiple co-branding partners help enhance
a focal brand’s evaluations, however do not reveal any differences between the
success of a single and a multiple partnership strategy. Importantly, this line of
research has predominantly focused on understanding consumers’ evaluations of
an unknown focal brand. Also, they explored quality, consideration, attitudes and
purchase intentions of the focal brand and the co-brands as dependent variables.
Differently, we explore both previously known and unknown brands, and
specifically focus on understanding whether the focal brand’s core associations
are susceptible to change as a result of having multiple co-branding partners.

2.3. Dimensions of Brand Knowledge

Keller (1993) defines brand equity as “the differential effect of brand knowledge
on consumer response to the marketing of the brand”. High brand equity indicates
that consumers have positive and strong associations about a brand, consider it
as being high quality and are loyal to it. Brand equity provides value both to
customers and firms (Aaker, 1991). Keller (1993) conceptualized customer based
brand equity using an associative memory model. He focused on brand knowledge,
which involved brand awareness and brand image components. Brand knowledge
refers to all of the totality of brand-related information in a consumer’s memory.
Based on this conceptualization, in order to create brand equity, managers first
need to create brand awareness. Then, they need to convey a brand image that is
composed of a set of positive associations about the brand. High brand awareness
and a positive brand image increase the likelihood of brand choice and customer
loyalty. Brand knowledge can be inferred from other entities that are linked to the
brand such as people, place, events or other brands (Keller, 2003). Accordingly,
we suggest that co-branding partners can influence the existing knowledge
dimensions of a brand.
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2.3.1. Brand Awareness

Brand awareness refers to the likelihood and ease with which a brand name will
come to mind. Once a piece of information is stored in memory, it doesn’t perish
easily. However, mere availability of information doesn’t lead to its accessibility.
According to associative network model (Anderson, 1983), memory is represented
by a network of nodes and links. Nodes symbolize the stored information, and
links symbolize the strength of associations connecting the nodes. Activation of a
specific node by a retrieval cue spreads to other linked nodes, and help its contents
to be recalled. When a node is activated, strongly linked other nodes are likely to
be activated as well (Collins and Loftus, 1975).

While primary attribute associations are derived from direct experience and
knowledge about a brand, indirect links occur when the brand associations are
linked to other information sources in memory. Keller (1993) calls such indirect
links “secondary associations”. When a brand becomes identified with another
entity, this entity provides secondary associations about the meaning of the brand.
Country of origin, company, celebrity spokesperson, or distribution channel
information may act as sources of secondary associations for a brand. Although
weaker than primary associations, secondary associations can also activate the
focal brand node leading to its retrieval in memory. In co-branding context, when
a brand forms a partnership, it becomes identified with another brand in memory.
Hence, the partner brand creates a secondary association for the focal brand. In other
words, the partner brand provides a new source of information (i.e., a new node)
through which the consumer can access the focal brand information. Exposure to
the partner brand information increases the likelihood of accessing (or retrieving)
the focal brand information in memory. For example, exposure to Pixar brand
name may lead to retrieval of Disney brand information due to their long-standing
partnership. They provide indirect memory links (i.e., secondary associations)
for each other. As the number of brand partners increases, additional sources of
secondary associations will be formed. Based on the associative network model,
each partner brand information will act as a retrieval cue for the focal brand,
hence the focal brand information will be accessed in more ways, as opposed to
having a single partner. We hypothesize that forming a higher number of retrieval
cues through multiple co-branding partnerships may not always be ideal, unless
these retrieval cues signal consistent information about the focal brand. Next, we
discuss the brand image components to understand when increasing the number
of brand associations through co-branding partnerships would be beneficial for
the focal brand.

2.3.2. Brand Image

A brand is represented in memory as a set of associations (Lynch and Srull, 1982),
which create the brand image. In general, brand associations indicate thoughts that
come to mind when the brand is thought of. Three important aspects of brand image
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that determine consumers’ attitudes toward a brand are the favorability, strength and
uniqueness of associations (Keller, 1993). Presence of strongly held, favorable and
unique associations provides advantage to a brand over other brands. It also leads to
successful brand positioning. For example, NyQuil has been successfully positioned
as a night-time cough medicine. It is a brand known to be used at night (unique),
it is known to ease sleeping and relaxation (favorable) and it is strongly associated
with being a night time cough medicine (strength), (Pitta and Katsanis, 1995). These
indicate a clear positioning and differentiation of NyQuil brand.

2.3.2.1. Strength of Associations

Knowledge, or stored information in memory, consists of a set of nodes and links
that differ in strength. Association strength is determined by how information
enters and is maintained in memory (Keller, 1993). Stronger associations are
accessed more easily. Although a piece of information may be available in
memory, it may not be retrieved if strong associations, which will act as retrieval
cues, do not exist.

According to the associative network memory model of brand knowledge, as the
number of associations that are linked to a brand name increases, the strength
of each link tends to decrease. Because, total brand name activation spreads
to a larger set of associations (Anderson, 1983). Weaker links make the focal
brand name retrieval more difficult due to having a higher number of diverse
associations. Moreover, as the number of associations increases, the likelihood of
retrieving competing associations increases (Anderson, 1976). Accordingly, we
predict that although having more brand partners will create more pathways by
which the focal brand can be accessed, each additional partner may increase as
well as decrease the strength of the focal brand’s associations, based on whether
they signal congruent information.

Having strong associations is important for any brand. Strong associations increase
the retrieval likelihood, and accordingly the consideration of the brand for purchase.
When associations are weak, consumers may get confused about what the brand
represents. As a result of the weakening strength of the focal brand association
with each additional co-branding partner, the intended brand meaning transfer
between the brands may not be established. In co-branding, attitudes toward a brand
can spillover to the partner brand (Simonin and Ruth, 1998). As the strength of
associations with the partner brands decreases, it will also be less likely to observe a
spillover effect from its partners to the focal brand. Moreover, weak associations can
be influenced and changed more easily by competitor moves (Keller, 1993).

Congruent associations help a brand signal consistent information. Congruence
of associations refers to the extent of meaning and content a brand association
shares with another brand association (Keller, 1993). When a brand has congruent
associations, existing associations can be recalled more readily and additional
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associations can be linked to the existing associations more easily. Also, according
to the bookkeeping model of schema modification, additional new information
leads to modifying the existing schema (Weber and Crocker, 1983). With each
additional incongruent association, the consumer will update his/her beliefs about
a brand. As a result of successive updates, the brand image may get diffused.
Based on these findings, when there is congruence between the core associations
of two partnering brands, the core associations should be strengthened for both
brands. For example, Mercedes Amex co-branded credit card may strengthen the
“prestige” association of the partnering brands, since both Amex and Mercedes
share the common core associations of “prestige” and “exclusivity”. Amex has
generally been associated with congruent brand partners such as luxury hotels,
airlines and retailers. Its core prestige association is likely to be strengthened as
a result of their congruent partner selection strategy. On the other hand, Amex
Walmart partnership lacks congruence of core associations, so may weaken the
“prestige” association of Amex. We suggest that as the number of co-branding
partners increases, the incongruence of associations between the focal brand and
its partners leads to weakening of the focal brand’s core associations. However,
if partnering brands’ associations are congruent, the core associations of the focal
brand will be strengthened. More formally, we suggest that;

Hla: Having a higher (vs. lower) number of co-branding partners will increase
the strength of focal brand associations if brands (the focal and the partners) have
congruent brand associations.

H1b: Having a higher (vs. lower) number of co-branding partners will decrease
the strength of focal brand associations if brands (the focal and the partners) have
incongruent brand associations.

2.3.2.2. Uniqueness of Associations

Uniqueness of associations refers to the extent to which a brand association is
perceived as distinct within its product category (Broniarczyk and Alba, 1994;
Keller, 1993). Associations that are unique to a brand, compared to other brands
in the product category, provide superiority and competitive advantage. Hence,
unique associations help with brand positioning and are critical to a brand’s
success. Having a higher number of unique associations relative to competing
brands leads to a higher brand equity (Krishnan, 1996).

Some brand associations may be common and descriptive of a product category.
For example, Columbia brand and outdoor equipment product category may
share the “durability” association. Some brands may share common associations
with other brands in its category. For example, Nike and Reebok may share the
“athletic” association. However, unique associations distinguish a particular brand
from others, such as Nike having unique associations of “Micheal Jordan” or its
logo “swoosh”.
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We suggest that the uniqueness of a brand’s core associations can be strengthened
or weakened via its co-branding activities, based on the congruence of the
partnering brands’ core associations. For example, Harley Davidson Best Western
Hotel co-branded reward program, which provides special treatments for Harley
Davidson users in Best Western hotels, highlights the unique “adventurous”
association of both brands. If Harley Davidson partners with additional brands
with “adventurous” associations, its unique “adventurous” association can further
be strengthened. On the contrary, partnering with brands that have incongruent
brand associations will potentially weaken the existing unique associations of the
focal brand. Accordingly, we suggest that;

H2a: Having a higher (vs. lower) number of co-branding partners will increase
the uniqueness of focal brand associations if brands (the focal and the partners)
have congruent brand associations.

H2b: Having a higher (vs. lower) number of co-branding partners will decrease
the uniqueness of focal brand associations if brands (the focal and the partners)
have incongruent brand associations.

3. Methodology

We tested our hypotheses across two main studies that were preceded by two
pre-tests. Studies are conducted either with university students or on Prolific
crowdsourcing platform for scientific research. Student participants obtained
course credit, and Prolific participants received monetary compensation for their
involvement. Prolific online platform is widely used in behavioral research and
is proven to yield high data quality (Eyal et al., 2021). Ethical approval dated
10.02.2022 and numbered 2022/02/04 was obtained from Ozyegin University.

In Study 1, we used a fictitious airline company named Cheapfly as the focal
brand, and a number of hypothetical hotel chains as the partners. In Study 2, we
selected Prada as the focal brand and Gucci, Louis Vuitton and Burberry (vs.
H&M, Zara and Gap) brands as the congruent (vs. incongruent) brand partners.
We chose Prada as a realistic focal brand example, because it is a fashion brand
that has previously involved in a number of different co-branding activities. We
examined the product fit (for Study 1 and 2), core attribute of the focal Prada brand
(for Study 2) and familiarity of the constituent brands (for Study 2) in the pre-tests.
Co-branding activities among airlines and hotels, and among fashion brands that
sell clothes, accessories, bags and shoes are prevalent in marketplace. Therefore,
our co-branding examples rely on realistic product categories and brands.

3.1. Pre-tests

The first pre-test was conducted with two purposes, First, we aimed to identify the
perceived product fit between the selected product categories that were planned to
be used in the main studies: (1) airlines and hotels, (2) clothes, accessories, bags
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and shoes. Second, we wanted to understand the core attribute that Prada brand
was associated with. We recruited 96 individuals on Prolific online panel (Mage
=34.77, SD = 12.67, 44% women). Respondents from USA who had a minimum
approval rate of 95% on Prolific were selected in both pre-tests. Participants
indicated whether they thought a connection between the given product categories
was plausible (‘I think these products fit each other’ and ‘I think these products
are consistent’; Bhat and Reddy, 2001; Simonin and Ruth, 1998), (1 = strongly
disagree, 7 = strongly agree). Both groups of product categories were perceived
as having high fit, with mean values above the mid-point 4; airlines and hotels (M
= 5.74, SD = 1.15); clothes, accessories, bags and shoes (M = 6.24, SD = 1.03).
Accordingly, airlines and hotels (Study 1) and clothes, accessories, bags and shoes
(Study 2) were selected as product categories with high fit. Participants were also
asked to indicate one adjective which they would use to describe Prada brand
with. 47 people (%49) indicated “luxury” or “luxurious”, 15 people indicated
“expensive”, 10 people indicated “premium”, 8 people indicated “prestigious”, 6
people indicated “exclusive”, 3 people indicated “high-end”, 1 person indicated
“posh”, “designer”, “classy”, “interesting”, “pretentious”, “wealthy” or “money”.
Based on the responses, we used “luxury” association as the core attribute of
Prada brand in Study 2.

While we selected highly known fashion brands to be used in Study 2, we
conducted a second pre-test to make sure that participants were familiar with the
selected brands, and that the brands were distinguished on their luxury attributes.
Depending on their brand positioning, average price range and target market, we
chose Gucci, Louis Vuitton and Burberry as the congruent brand partners; H&M,
Zara and Gap as the incongruent brand partners. We recruited 64 individuals on
Prolific online panel (Mage = 41, SD = 14.34, 59% women). Participants were
shown Prada, Gucci, Louis Vuitton, Burberry, H&M, Zara and Gap brands in
a random order, and indicated their familiarity (‘I am familiar with this brand’;
Simonin and Ruth, 1998) and perceived luxury association of the presented brands
(‘I think this brand is luxurious™), (1 = strongly disagree, 7 = strongly agree). The
respected familiarity scores in order was as follows: Prada (M = 4.58, SD = 1.78),
Gucci (M =4.66, SD = 1.68), Louis Vuitton (M = 4.53, SD = 1.83), Burberry (M
=4.55, SD = 1.66), H&M (M = 4.89, SD = 1.62), Zara (M = 4.52, SD = 1.91),
Gap (M =4.97, SD = 1.67). These values are all above the scale mid-point 4.00,
verifying that participants were highly familiar with the selected brands. Also,
as expected, Prada (M = 5.47, SD = 1.02), Gucci (M = 5.31, SD = 1.02), Louis
Vuitton (M =5.25, SD = 1.14) and Burberry (M = 5.06, SD = 1.33) were perceived
as highly luxurious brands, with values all above the scale mid-point 4.00. On the
other hand, H&M (M = 3.06, SD = 1.38), Zara (M = 3.91, SD = 1.54) and Gap
(M =3.62, SD = 1.30) scored low on their luxury attribute, with values all below
the scale mid-point 4.00, and significantly lower than Prada’s luxury association.
Therefore, Gucci, Louis Vuitton and Burberry (vs. H&M, Zara and Gap) were
used as congruent (vs. incongruent) brand partners of Prada in Study 2.
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3.2. Study 1
3.2.1. Method

The first study had a within-subjects design and used a fictitious brand. Fifty-five
students from a European university participated in the study as part of a subject
pool (Mage = 20.44, SD = 1.05, 48% women). Participants were told that a new
low cost airline company called Cheapfly would soon enter the marketplace and
the managers were considering different co-branded partnership strategies for
the launch of the brand. Participants read brief descriptions of three partnership
alternatives, which were presented in a random order. First partnership scenario
indicated that Cheapfly would collaborate with a low cost hotel chain to provide its
customers discount on this hotel chain. Second partnership scenario indicated that
Cheapfly would collaborate with four different low cost hotel chains to provide
its customers discount on these hotel chains. Third partnership scenario indicated
that Cheapfly would collaborate with two high cost hotel chains and two low cost
hotel chains to provide its customers discount on these hotel chains.

Then, participants indicated how they would evaluate the focal brand Cheapfly
upon seeing these partnerships. Strength of Cheapfly’s low cost attribute was
measured with three statements (1 = This (these) partnership(s) will decrease
the low cost image of Cheapfly, 7 = This (these) partnership(s) will increase the
low cost image of Cheapfly / 1 = After this (these) partnership(s), being low cost
is not relevant at all for Cheapfly brand, 7 = After this (these) partnership(s),
being low cost is very relevant for Cheapfly; Till et al., 2011/ “After this (these)
partnership(s), I think Cheapfly brand is strongly associated with being affordable”
1 = strongly disagree, 7 = strongly agree). Uniqueness of Cheapfly’s low cost
attribute was measured with three statements (“After this (these) partnership(s),
I think Cheapfly brand is distinct in terms of its low cost association from other
brands of airlines” / “After this (these) partnership(s), I think Cheapfly stands out
from other airline brands in terms of its low cost association” / “After this (these)
partnership(s), I think Cheapfly is unique from other airline brands in terms of its
low cost association” 1 = strongly disagree, 7 = strongly agree; Netemeyer et al.,
2004). Cronbach's alpha for the strength and uniqueness items were above.73, and
the responses were averaged to form strength and uniqueness composite scores.

3.2.2.Results

First, a repeated measures ANOVA was performed to compare the effect of three
partnership strategies on the strength of the focal brand’s “low cost” association.
The results showed that the strength of Cheapfly’s low cost association differed
statistically significantly among three partnership alternatives (F(1.499, 80.929)
= 24.52, p < 0.001). Specifically, strength of Cheapfly’s low cost association was
statistically lower in the two low cost, two high cost partnership scenario (M = 4.06,
SD = 1.58) compared to single low cost partnership scenario (M = 5.28, SD = 1.26;
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F(1,54)=20.27, p <.001) and four low cost partnership scenario (M = 5.64, SD =
1.13; F(1, 54) =35.57, p <.001). Strength of low cost association was also lower in
the single low cost partnership scenario than the four low cost partnership scenario
(M=5.28,SD=1.26vs. M=5.64,SD=1.13; F(1, 54) = 5.19, p <.05).

Then, a repeated measures ANOVA was performed to compare the effect of three
partnership strategies on the uniqueness of the focal brand’s “low cost” association.
The results showed that uniqueness of Cheapfly’s low cost association differed
statistically significantly among three partnership scenarios (£(1.719, 92.841) =
17.60, p < 0.001). Specifically, uniqueness of Cheapfly’s low cost association was
statistically lower in the two low cost, two high cost partnership scenario (M = 3.96,
SD = 1.39) compared to single low cost partnership scenario (M =4.72, SD = 1.00;
F(1,54)=11.11, p <.001) and four low cost partnership scenario (M = 5.18, SD =
1.15; F(1, 54) = 1242.37, p < .001). Uniqueness of low cost association was also
lower in the single low cost partnership scenario than the four low cost partnership
scenario (M =4.72,SD =1.00 vs. M =5.18, SD = 1.15; F(1, 54) = 8.28, p < .001).

The results of Study 1 support our hypotheses by showing that the strength and the
uniqueness of a focal brand’s core associations increase as the number of co-branding
partners increases, if the focal brand and its partners have congruent associations
(Hla and H2a). On the contrary, strength and the uniqueness of the focal brand’s
core associations decrease as the number of co-branding partners increases, if the
focal brand and its partners have incongruent associations (H1b and H2b). While
Study 1 provides preliminary support for our predictions, it used a fictitious, rather
than a real brand. It also employed student participants, and was conducted as a
within-subjects design study. These attributes weaken the external validity of the
results, hence a more stringent test of the hypotheses is undertaken in Study 2.
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Figure 1. Strength and uniqueness scores of focal brand Cheapfly Study 1
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3.3. Study 2
3.3.1. Method

The second study had a 2 (congruence: low, high) X 2 (number of partnerships: low,
high) between-subjects design and used real brands. Two hundred and seventy-two
individuals from Prolific online panel participated in the study (Mage =39.42, SD =
14.32, 58% women). Respondents from USA who had a minimum approval rate of
95% on Prolific were recruited. Prada was used as the focal brand, and “luxury” as
its core brand association. Gucci, Louis Vuitton and Burberry (vs. H&M, Zara and
Gap) were used as congruent (vs. incongruent) brand partners. In the low congruence
condition, participants were told that Prada brand recently collaborated with H&M
brand (vs. with H&M, Zara and GAP brands) to produce a new co-branded product
(new co-branded products). In the high congruence condition, participants were told
that Prada brand recently collaborated with Gucci brand (vs. Gucci, Louis Vuitton
and Burberry brands) to produce a new co-branded product (new co-branded
products). Then, participants indicated how they would evaluate the focal brand
Prada upon seeing these partnerships. Strength and uniqueness of Prada’s “luxury”
attribute were measured with the same items that were used in study 1. Cronbach's
alpha for the strength and uniqueness items were all above .61, and the responses
were averaged to form strength and uniqueness composite scores for each group.

3.3.2. Results

First, we examined whether having a higher number of co-branding partners
increases the strength and the uniqueness of focal brand associations if the focal
and partner brands have congruent associations (Hla and H2a). The ANOVA
analysis revealed that when Prada partnered with Guccei, LV and Burberry brands

(vs. with Gucci brand only), both the strength (M, .\ vpupery = 9-50 VS M =
5.03; F(1,134) =7.16, p <.05); and the uniqueness (M ..\ vpupery — 4-59 V8- M,

=4.12; F(1, 134) = 4.42, p < .05) of its luxury association were higher.

Then, we examined whether having a higher number of co-branding partners
decreases the strength and the uniqueness of focal brand associations if the focal
and partner brands have incongruent associations (H1b and H2b). The ANOVA
analysis revealed that when Prada partnered with H&M, Gap and Zara brands (vs.

with H&M brand only), the strength (MH&I\/LMP’Z&ra =412 vs. M, ., = 4.08; F(1,
134)=0.03, p =.87); and the uniqueness (MH&M’Gap’me 3.63vs. M., =3.73; F(1,

134) = 0.16, p = .69) of its luxury association did not significantly differ.

Subsequently, we examined whether having a congruent (i.e., luxurious) versus
having an incongruent (i.e., non-luxurious) brand partner would make any
difference in the luxury perception of the focal Prada brand. The ANOVA analysis
revealed that when Prada partnered with Gucci (vs. with H&M), the strength of
its luxury association was higher (M, . = 5.03 vs. M, = 4.08; F(1, 134) =

ucci H&M
22.32, p <.05); and the uniqueness of its luxury association was also directionally,



Impact of the Number and Congruence of Co-Branding Partners on Evaluations of the Strength And
Uniqueness of a Focal Brand’s Core Associations 395

although marginally significantly, higher (M, . =4.12vs. M, =3.73; F(1, 134)
=2.92,p=.09).

The results of Study 2 partially support our hypotheses. When the number of
congruent co-branding partners of Prada increased, the strength and uniqueness
of its luxury association enhanced, supporting Hla and H2a. Each additional
partner helped strengthen the luxury association of the focal brand. In other
words, increasing the number of similar co-branding partners benefited the focal
brand. However, when the number of incongruent co-branding partners of Prada
increased, the strength and uniqueness of its luxury association did not change
compared to when it partnered with a single incongruent brand. Therefore, H1b
and H2b were not supported. This is contrary to Study 1 findings, which showed
that the focal brand’s core association strength and uniqueness decreased with
the increasing number of incongruent partners. However, Study 1 used fictitious
brands and the focal brand’s core association was implied directly by its name
(Cheapfly). On the other hand, Study 2 used real brands and obtained participants’
genuine brand evaluations. This makes Study 2 results relatively more powerful.
Importantly, the strength and uniqueness of Prada’s luxury association was
significantly higher both when it allied with a single and multiple congruent
partners, compared to when it allied with an incongruent partner. Overall,
these findings suggest that increasing the number of co-branding partners helps
enhance the strength and uniqueness of a focal brand’s core associations when
the constituent brands are congruent. Comparatively, partnering with incongruent
brands decreases the strength and uniqueness of the focal brand’s core association.
Nevertheless, increasing the number of co-branding partners does not hurt the
focal brand further, when the constituent brands are incongruent.

7
6
5
4 —@— Strength of “luxury”
association
3 «--«@--- Uniqueness of
5 “luxury” association
1
0
Prada — Prada - Prada - Prada -
Gucci, LV, Gucci H&M, Gap, H&M
Burberry Zara

Figure 2. Strength and uniqueness scores of focal brand Prada_Study 2
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4. Discussion and Implications

Co-branding has been a popular marketing strategy, and a broadly researched topic
in marketing for the last two decades. Despite the popularity of pursuing multiple
co-branding activities with different partners in practice, multiple-partnership
strategies have been of lesser interest in academic research. Addressing the need
for further investigation of when and why pursuing multiple partnership strategies
would be advantageous for a brand (Gammoh et al., 2010; Newmeyer et al.,
2014), this research contributes to the growing body of work on multiple brand
partnerships. Also, different than prior research, it uses Keller’s (1993) brand
equity framework based on the associative network memory model, and shows
that a brand’s co-branding partners may act as signals and influence consumers’
evaluations of the strength and uniqueness of the focal brand’s core associations.

Prior literature has established that attitudes toward individual brands may change
after they take place in a co-branding activity. We proposed that reciprocity effects
in multiple-brand partnerships can be both positive; strengthen the brand attitude,
and negative; damage it. In particular, we predicted that increasing the number of
congruent (vs. incongruent) partners would enhance (vs. diminish) the strength
and uniqueness of a focal brand’s core associations. We found partial support for
our hypotheses. In line with previous literature on the importance of brand fit in
co-branding, our results indicate that having a congruent (vs. incongruent) partner
increases the strength and uniqueness of a focal brand’s core associations. As
predicted, we show that as the number of a brand’s congruent partners increases,
the strength and uniqueness of the focal brand’s core associations enhance. Each
additional congruent partner that is associated with the focal brand strengthens
its core brand meaning. This is also in line with findings in brand extensions
research, which revealed that extending a brand into multiple categories enhances
consumers’ evaluations of the brand as long as the brand extensions are of
consistent quality with the original brand (Dacin and Smith, 1994).

Surprisingly however, our results demonstrate that increasing the number of
incongruent partners do not change the evaluations of a focal brand’s core
associations. One reason for why we found insignificance may be due to examining
a limited number of partnerships. We examined two, three and four-partnership
strategies in our studies. If a brand involves in a higher number of incongruent
partnerships, such as in the case of introductory H&M and American Airlines
partnership examples, this may distort the evaluations of its core associations. Our
results seem to contradict with previous findings on evaluations of multiple brand
partnerships. We found that multiple brand allies, if congruent, enhance evaluations
of a focal brand, relative to a single ally; whereas previous research did not reveal
any differences between evaluations of single and multiple partnership strategies
(Gammoh et al., 2010; Mishra et al., 2017; Voss and Gammoh, 2004). We predict
that this difference may result from the aforementioned previous studies using
unknown, rather than known brands, and also not exploring the specific strength
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and uniqueness associations of the focal brand, unlike our work. They focused
on understanding the more general consumer attitudes, purchase intentions and
the quality perceptions of the focal brand and the resultant co-branded products.
Furthermore, previous co-branding literature mostly used signaling approach as
a theoretical lens in investigating dual-brand (e.g., Ruekert and Rao, 1994) and
multi-brand partnerships (e.g., Gammoh et al., 2010). To the best of our knowledge,
no other work has used brand equity framework (Keller, 1993) and the associative
network memory model (Anderson, 1983) as a theoretical basis in co-branding
context. Adopting a novel approach, we explore how allied partners in a co-
branding activity act as informative cues and influence existing brand knowledge
dimensions (i.e., strength and uniqueness) of a focal brand in consumer’s memory.

Our results provide important managerial implications. Developing new brands
is costly and risky for companies. It is getting more difficult with the increasing
competition and rapidly changing consumer trends. Reflected by the rising
number of co-branding practices in the marketplace (Besharat and Langan, 2014),
this makes co-branding with established brands a viable option for companies
to introduce new products in the market. However, choosing a brand partner is
an important decision as it also signals information about the focal brand. Our
findings suggest that marketing managers should primarily choose congruent
brand partners, regardless of the number of partners, to elicit positive consumer
evaluations. When it comes to diversifying the portfolio of partnerships, choosing
similar brand partners will benefit the focal brand by creating consistent links,
which will help reinforce the strength and uniqueness of the focal brand’s core
associations. With each additional similar partner, the core brand meaning is
further enhanced in consumers’ mind. As long as the chosen partners are consistent,
managers can take the opportunity and diversify their brand portfolio through
multiple co-branding activities. While partnering with an incongruent brand is
risky for the focal brand and should be refrained from, our findings reveal that
increasing the number of incongruent partnerships (e.g., having two, three or four
co-branding partners) doesn’t hurt the focal brand any further. There may be a
threshold point to this insignificance level in terms of the number of partnerships,
which we did not explore in our work. Overall, our results suggest that increasing
the number of co-branding partnerships affects subsequent evaluations of the
original brand, hence companies should undertake this strategy with caution.
Depending on the level of brand congruence of the partners, this may both help
strengthen the original brand’s core meaning, as well as hurt its core associations.

5. Limitations and Future Research Directions

Our research has several limitations. Importantly, our studies are cross-sectional
and do not allow for long-term tracking of consumers’ evaluations of the focal
brand. In real practice, brands may pursue multiple partnerships simultaneously
(e.g., American Airlines) as well as at different time periods (e.g., H&M). Hence,
consumers may update their thoughts with incoming information about a brand
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over time. Also, brands may form partnerships as limited edition offers to be
sold for a predetermined duration of time (Disney’s partnership with Burger
King for the Lion King movie), or as long-term partnerships (e.g., Disney’s
partnership with Pixar). These context variables such as the timing and duration
of a co-branding activity were not incorporated in our research, but may influence
consumers’ evaluations of alliances. In our studies, we used both unknown and
real brands, different product categories and diverse participant groups. However,
our analyses rely on self-reported data. As with any controlled experimental lab
study on consumer behavior, replicating the results by observing real attitudes in a
field study would be ideal to increase the external validity of our findings.

As noted, another important question that remains to be answered is the extent to
which a brand can partner with incongruent brands. We empirically tested two,
three and four partnership strategies. Further research may examine cases, where
a brand extensively involves in co-branding activities with many other brands,
such as our introductory examples of H&M and Oreo brands. It is important for
such brands to understand the marginal value of adding partners to its portfolio of
co-branding activities. Future research may also explore the effect of a multiple
partnership strategy on perceptions of the secondary brand. For example, H&M is
known for collaborating with a high-end designer brand each year. How does this
influence consumers’ attitudes toward H&M’s partners? Finally, we specifically
focused on understanding brand image factors (i.e., strength and uniqueness of
the focal brand’s core associations) as dependent variables. Future research may
explore how brand awareness factors, such as brand recall and brand recognition,
will be influenced as a result of increasing number of co-branding activities, ideally
in a longitudinal study. We predict that increasing the number of partners may
enhance a focal brand’s recall and recognition likelihood, due to creating a higher
number of links by which the focal brand will be remembered. Apparently, there
may be potential moderating variables in this relationship, such as the congruence,
similarity and favorability of the constituent brands.
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BRAND VALUE IN THE BANKING SECTOR THROUGH PANEL
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ABSTRACT

This paper aims to investigate the effect of ad expenses on brand value in the banking
sector. The study was conducted based on the marketing investment approach, one of
Keller and Lehmann's (2003) brand value chain model stages. In the study, banks that
published their financial reports on the Public Disclosure Platform (PDP) between 2012-
2021 and were in the top 100 in the Brand Finance Turkey-100 brand value ranking report
in the same period were included. In this direction, data on the firms’ ad expenses were
obtained from the PDP, and brand values were collected from Brand Finance Turkey-100
reports. Panel Data Analysis was used to reveal the effect between ad expenses and brand
value. Findings showed that ad expenses have a significant and strong positive effect on
brand value.
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BANKACILIK SEKTORUNDE REKLAM HARCAMALARININ
MARKA DEGERINE ETKIiSiNiN PANEL VERI ANALIZi
ARACILIGIYLA iINCELENMESI

oz

Bu calismanin amaci bankacilik sektoriinde reklam harcamalarinin marka degerine
etkisini arastirmaktir. Calisma, Keller ve Lehmann'in (2003) marka deger zinciri modeli
asamalarindan biri olan pazarlama yatirimi yaklagimi temel alinarak yapilmistir. Calismaya
2012-2021 yillar1 arasinda KAP'ta finansal raporlarini yaymlayan ve aynt donemde Brand
Finance Tirkiye-100 marka degeri siralamasinda ilk 100'de yer alan bankalar dahil
edilmistir. Bu dogrultuda reklam harcamalarina ait veriler bankalarin Kamuyu Aydinlatma
Platformunda yer alan finansal raporlarindan, marka degerlerine ait veriler ise s6z konusu
yillarda yayinlanan Brand Finance Turkey-100 raporlarindan elde edilmistir. Reklam
harcamalar1 ile marka degeri arasindaki etkiyi ortaya ¢ikarmak igin Panel Veri Analizi
kullanilmistir. Bulgular, reklam harcamalarinin marka degeri {izerinde anlamli ve giiglii
bir pozitif etkiye sahip oldugunu gostermektedir.

Anahtar kelimeler: Bankacilik, reklam harcamalari, marka degeri, panel veri analizi.
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1. Introduction

Brand is a firm’s most valuable asset, and firms use different tools to make their
brands more valuable than their competitors (Aaker, 1991). R&D expenses
(Peterson and Jeong, 2010), sales promotion (Chu and Keh, 2006), public relations
efforts (Tosun, 2007) are some of these tools. Apart from these, ads are among the
most frequently used tools firms use to increase their brand value (Herremans et
al., 2000).

Firms use this tool to increase their brand value and spend a significant amount
on ads each year. Some published reports (statista, 2023a) emphasize that ad
expenses of firms are increasing year by year at the global level. The report stated
that increasing ad expenses between 2000 and 2010 were over 10%. Since 2011,
ad expenses growth, on average, is roughly five percent. Moreover, though there
has been a decrease in ad expenses during the COVID pandemic (statista, 2023a),
global ad expenses in 2022 increased by 59 billion dollars and approximately
6.5% compared to the previous year (statista, 2023b).

On the other hand, ad expenses in Turkey, as of 2021 are more than seven times
compared to 2010. It is seen that the size of the sector, which was less than 10
billion TL before 2020, increased to 13 billion TL in 2020 and over 27 billion TL
in 2021, an increase of approximately two times compared to the previous year
(statista, 2022).

The size of the ad expenses has also attracted the attention of researchers,
and studies have been carried out on the effect of ads on brand value in both
international and national literature.

Herremans et al. (2000) revealed that the effect of ad expenses on some global
brands' values in the Financial World list. Chaudri (2002) examined the indirect
effect of ad expenses on brand value in his study. Chu and Keh (2006) investigated
the effect of ad expenses on global brands' value based on Interbrand's list. Simon
and Sullivan (1993) evaluated the effect of ad expenses on brand value for firms
that meet certain criteria among firms listed on the stock exchange in the USA.
Wang et al. (2009) discussed the effect of ad expenses on brand value in their
study involving firms in a database in the USA.

In a limited number of studies conducted in Turkey, authors (Apan, 2020; Cici and
Sekeroglu, 2021; Kahraman and Gacar, 2019; Kendirli and Kakag, 2018; Onder,
2019) mostly focused on the relationship between brand value and financial
performance. As for in studies other than these, Can (2016) investigated the effect
of ad expenses on brand value elements with the data obtained from consumers
in the fast food sector, Poyraz and Mirgen (2020) examined the brands in the
Brand Finance Turkey 100 report in general, and Tosun (2007) dealt with the topic
at a conceptual level. In limited studies examining the Turkish banking sector,
Divanoglu et al. (2019) determined the financial brand values of banks operating in
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Turkey and compared their results with Brand Finance reports. Also, Divanoglu and
Bagc1 (2022) was tackled Turkish banks' brand values on a consumer perspectives,
Gilinay (2021) investigated the factors affecting the brand values of the banks in
the Brand Finance Turkey 100 List, and Isik and Ay (2022) examined the effect of
service quality on the brand value of banks. However, according to Brand Finance
Turkey 100 reports prepared in recent years (2017; 2018; 2019; 2020; 2021) are the
sector in which the banking sector has the highest brand value proportionally among
the top 100 brands in Turkey. Therefore, further investigation of the sector is worth
examining in terms of filling the gap in the literature.

In this context, the current study has been prepared to contribute to the literature
by considering the effect of banks' ad expenses on brand values in Turkey with a
longitudinal evaluation. The current study proposes to test the effect of ad expenses
on brand values in the banking sector. At the end of this paper, the reader will find
the answer to the following question.

RQ: Do ad investments of firms contribute to their brand values?

The paper is organized as follows: The reader will get to the theoretical background
of the study in the next chapter. Then, a literature review on the study subject will
be presented. Then, the data collection process steps of the study and the analysis
methods used will be explained in detail, and then the findings will be presented.
The study will be completed with discussion, conclusions and recommendations.

2. Theoretical background

The resource-based approach is based on the competitive advantage of a firm's
valuable, rare and inimitable assets and providing above-normal returns (Barney,
1991). If the firm has an asset that is difficult to imitate relative to its competitors,
it is more likely to gain an advantage over its competitors (Hunt and Morgan,
1995).

This situation is presented in the literature as the Comparative Advantage Theory
of Competitive (CAToC), developed by Hunt and Morgan (1995). Criticizing the
neoclassical theory of perfect competition, the theory emphasizes that marketing
researchers and practitioners should avoid neoclassical discourses and practices
in changing market conditions, such as the homogeneity of demand, the relatively
low cost of obtaining information from consumers, and balanced competition
(Hunt and Morgan, 1995).

In this context, from a marketing perspective, assets belonging to the business
lead to important outputs (Morgan, 2012). Assets that are not easy to imitate,
such as brands, are important tools for businesses to gain a competitive advantage
(Hunt, 1999). Such tools help businesses offer their products to consumers at
a lower cost and create a superior value perception by market segments (Hunt,
1999). Moreover, with such tools, businesses can achieve significant gains, such
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as competitive advantage and increased financial performance in the market
(Roberts and Dowling, 2002).

Hunt and Morgan (1995) stated that firms could gain a competitive advantage in
the market only when the resource cost is low, and the produced value is high.
Srivastava et al. (1998) stated that high brand value could help businesses at this
point. As stated by Madhavaram and Hunt (2008), the intangible assets of firms,
such as brand, are the heart of competitive advantage and performance in the
market. Moreover, these assets act as leverage for firms to gain a competitive
advantage and form the basis of differentiation (Fang et al., 2008). In the context
of the theory explained above, in the next section, the relationship between brand
value and ads will be mentioned.

3. Literature review

Brands are the most important assets for firms because having a valued brand
ensures firms an advantage over their competitors in the market by providing higher
and continuous sales. However, firms struggle to produce a positive image for their
brands (Aaker, 1991). A valued brand is important for firms because the firm’s
identity can be transferred to the target audience more easily with the effect of the
value to be created through communication with the target audience (Tosun, 2007).

Moreover, a valuable brand contributes to the improvement of the financial
performance of a firm, supports the firm in competitiveness and helps the firm to
focus more on marketing activities. Apan (2020) in his study, which deals with
the data of Turkish deposit banks covering the years 2012-2018, reached findings
showing that the brand values effect banks' financial performance. Similarly, Cici
and Sekercioglu (2021), in their study in which they examined the brand values
and financial performances of the companies listed as the most valuable brands
in Turkey between 2013 and 2018, found that the brand value affects the changes
in financial factors such as sales and profitability. Also, the findings of the studies
of Kendirli and Kaka¢ (2018) covering the Turkish banking sector reveal that
as the brand value of the companies increases, their financial performance also
increases.

Similar findings were also revealed in studies conducted outside of Turkey. For
instance, Karimi et al. (2022) found that brand value positively affects the financial
performance of the firms in their study, using the 21-year data of 27 companies
operating in the Iran food industry. Likewise, Wang et al (2015) found that the
brand values of firms strongly positively effect their financial performance in a
study using data from high-tech firms in Taiwan between 2010 and 2013.

Gupta et al. (2020), in their study on retailers in the fashion industry, claimed that
companies with high brand value are more competitive in the market than those
with low brand value. Moreover, the findings of the study reveal that brand value
has a strong positive effect on the marketing orientation of companies.
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These benefits of having a valuable brand have canalized companies to seek ways
to make their brands more valuable. There are several instruments that companies
can utilize make their brands more valuable. At this point, ads are one of the tool
firms commonly use to have a positive brand image (Ailawadi et al., 2003; Keller,
1998). Ads help firms increase their brand awareness, have positive associations
for their brands, and make a relatively higher quality brand perception and brand
loyalty (Frazen, 2002).

First, firms target to increase the awareness of their brands through attention-getting
ads that will enable their brands to be recognized and remembered. Moreover,
firms attempt to construct an identity by including brand elements in ads. Thus,
the target audience can distinguish the firms’ brands from the others in the market.
Also, firms try to attract the attention of their target audience to their own brands
through ads (Chu and Keh, 2006). In addition, firms aim to make an identity and
attract the attention of the target audience, as well as associate their brands with
positive features. At this point, firms can try to conceive a bond between the target
audience and the brand by including emotional elements in ads. Except, firms can
promise a certain level of quality for the brand by conveying the benefits of the
brand to the target audience with ads. Thus, firms expect an advantage over their
competitors (Frazen, 2002). With the formation of brand elements mentioned above,
ads help firms to acquire loyal customers (Utd and Popescu, 2013). A mass audience
is formed who are willing to pay higher prices for brands that can differentiate
themselves in the market under the influence of ads. This situation also means an
entry barrier for the firm’s competitors considering entering the market. This helps
the brand to maintain its position in the market (Mizik and Jacobson, 2003).

3.1. Relationship between ad expenses and brand value

Ad expenses are one of the items with the highest ratio among a firm’s marketing
expenses. As a result, firms considerably increase the budget they allocate for ad
expenses to differentiate from their competitors and thus gain superiority in the
market (Delgado-Ballester et al., 2012). However, previous studies on the effect
of ads on brand value reveal different findings.

For example, Can (2016), in his study of fast food brands, which included 444
participants, revealed findings that ad expenses do not significantly affect the
perceived quality and brand loyalty. Chu and Keh (2006) evaluated the top 100
brands between 1999 and 2005 in the Interbrand Business Week magazine. They
found that though ad expenses affect brand value more than other marketing
expenses and R&D expenses, it has a statistically significant negative effect. Also,
Rajavi et al. (2022) found that especially informative ads have a weak effect on
the brand value of firms.

On the other hand, the findings of many studies show that ad expenses have
positively affected brand value. Cho et al. (2020), which included 271 participants
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in South Korea, revealed that ad expenses positively affect consumers' perceptions
of brand value. As a result of the study, the authors emphasized the importance of
using ad activities to consumers through different channels to increase the brand
values of firms. In their study, Clark et al. (2009) found that ads had a partially
positive effect on consumers' perceptions of brand value. The findings of Du
et al.'s (2016) study showed that ads strongly affect consumers' perceptions of
brand value in a positive way. Eng and Keh (2007) reached findings showing
the existence of a positive relationship between ad expenses and brand value in
their study based on the Financial World's ranking. Grullon et al. (2004) exposed
findings showing the existence of a positive relationship, albeit indirectly, between
ad expenses and brand value. Herremans et al. (2000), in their longitudinal study
using data on ad expenses and brand values of 10 global brands, divulged the
existence of a high level of positive relationship between ad expenses and brand
value. Moreover, the findings also showed that in some categories, the increase
in brand value is proportionally higher than the ad expenses compared to the
previous year. Kirmani (1990) found that the perceived cost of ads significantly
affects consumers' brand value evaluations. Similarly, the findings of Kirmani
and Wright (1989) showed that consumers' perceptions of ad expenses have a
positive effect on their perception of brand value. The findings of Nkomo et al.'s
(2017) study conducted with 300 participants in South Africa unveiled that ad
expenses have a positive effect on consumers' perceptions of brand value, albeit
indirectly. Peterson and Jeung (2010) took the Financial World and Interbrand
Group's ranking as a basis in their study covering 1991-2007. The findings of
the study (2010) showed that ad expenses positively affect brand value. Poyraz
and Mirgen (2020) found that ad expenses have a significant positive effect on
brand value in their study, which included 9 years (2010 — 2018) and 24 of the
100 brands in the Brand Finance Turkey report. Similarly, Tsai and Honka (2021)
found that increasing ad expenses have a significant positive effect on consumers'
perception of brand value. Also, Wang et al. (2009), in their study, in which they
evaluated the 11-years (1996 - 2006) data of 367 firms and found that ad expenses
positively affected the brand value of the firms.

Based on the findings of previous studies presented in detail above, the hypothesis
of the study is expressed as follows:

H : Ad expenses positively affect the brand values of firms.

In the next section, the process carried out in testing the hypothesis of the study
will be explained.

4. Methodology

This study focuses on the effect of ad expenses on brand value in the banking
sector in Turkey. The study is based on the marketing investment approach, which
Keller and Lehmann (2003) refer to as the first stage of the brand value chain and
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aims to investigate the effect of ad expenses on brand value (Wang et al., 2009).
In this context, in the reports prepared by Brand Finance (2017;2018; 2019; 2020;
2021), the banks with the highest ratio in the total value of the 100 most valuable
brands in Turkey in recent years are evaluated. The study sample consists of banks
that publish their financial statements on the Public Disclosure Platform (PDP)
and are included in the list of Turkey's most valuable brands announced in the
Brand Finance reports.

In this direction, first of all, banks whose financial reports are included in the PDP
were identified. During the first search, it was determined that the financial reports
of 12 banks are presented on the PDP. As the reports in question are presented
in quarterly periods, and the reports prepared by Brand Finance are annual, ad
expenses were obtained from financial reports that provide annual data. A fterward,
Turkey's Most Valuable and Powerful Brands reports prepared by Brand Finance
over the years were examined to determine the brand values of the banks whose
financial reports can be accessed. The earliest report available from the reports
was based on 2012, and the brand values of 12 banks whose financial reports
could be accessed were examined from these reports. At this point, since brand
value data for all years were needed for analysis, 9 banks whose brand value
was presented in all reports were included, and three banks were excluded from
the sample. As a result, ten years of data belonging to 9 banks could be reached,
which is the highest amount of data possible.

In the study, ads and notice expenses were evaluated as the most suitable item
to be the independent variable of the study, since ad expenses were not directly
included in the banks’ reports. The ad expenses in the banks’ financial reports
were calculated in Turkish Lira and the brand values were calculated in USD.
Therefore, the ad expenses were transformed into the dollar rate to standardize the
data based on the Central Bank's year-end exchange rates, and then the analysis
part commenced.

Panel Data Analysis (PDA) was used to achieve the aim of the study. PDA is a
method that allows the use of both time series and cross sections together. In other
words, PDA makes it possible to analyse the data of different time sections of
different units in detail. In this context, considering the hypothesis of the study,
the equation regarding the effect of ad expenses on brand value in line with the
PDA is presented as follows:

BV=8,+p,AE + ¢ (Equation 1)
Where: BV symbolizes brand value, and AE symbolizes ad expenses.

Due to the nature of the PDA, some assumptions must be tested before the
analysis. These tests include correlation analysis between variables, cross-section
dependency test, panel unit root test, Hausman test, autocorrelation, and varying
variance tests. Torres-Reyna (2007) and Baltagi (2008) emphasized that some
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tests are not necessary for data covering less than 20 years. Therefore, the data
of the current study were subjected to PDA after being analysed using descriptive
statistics, correlation analysis between variables, a Breusch-Pagan cross-section
dependency test, Pesaran’s CADF test, a Hausman test, and a modified Wald
variability test respectively. In the next section, after the descriptive analysis of
the data, the findings of the above-mentioned analyses will be presented.

5. Findings

Ad expenses and brand values of banks by years are presented in Table 1, which
shows the bank with the highest ad expense in the years covered by the study was
the bank with 5 codes, followed by bank 4. The bank with the lowest ad expense
is the bank with code 7. Looking at the brand values, the bank with the highest
brand value over the years is the bank with code 1, followed by banks 3 and
5, respectively. Looking at the sum of brand values by years, the bank with the
lowest brand value is the bank with code 7, followed by 2 and 6, respectively and
with very few differences.

Table 1. Ad Expenses and Brand Values of the Banks by Years”

Banks / 1 2 3 4 5 6 7 8 9

Years

AE 57359 4,019 39562 54,710 100,492 9,635 0,772 43,836 47,333
2012

BV 1,582 84 1434 859 1.569 84 44 737 1,138

AE 56,767 2414 53782 70206 92,533 9,887 0,690 46,046 53,517
2013

BV 2,121 88 1,579 1,063 2,061 109 67 829 1,117

AE 46,539 3509 47,966 62,711 94365 8,400 0450 32,781 58,518
2014

BV 1,983 102 1364 761 1,893 111 71 842 1,099

AE 49875 4216 62352 58,186 98969 6,071 0579 34,030 53,532
2015

BV 2516 139 1,953 978 2,445 126 59 725 1,393

AE 36322 5190 50,772 47,108 61,962 2,709 0388 26,927 32,413
2016

BV 1,589 71 1,520 958 1,297 107 48 739 980

AE 36,013 6,158 50,765 58324 73482 5068 0,523 34215 37725
2017

BV 1,579 133 1,555 806 1,252 110 68 594 951
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AE 22,894 4583 39426 36943 44,568 4,695 0275 34,496 25249
2018
BV 1,649 103 1,584 757 1,334 136 66 622 937
AE 24135 2334 27,737 34962 42380 0,837 0247 33,174 21,083
2019
BV 934 60 1,344 428 1,135 41 47 396 642
AE 20247 0871 21,487 36338 33,603 0,642 0,144 23635 20,439
2020
BV 998 83 1,538 408 951 48 54 458 876
AE 16372 0,737 18,634 37,601 27229 1079 0070 21,867 13,798
2021
BV 917 80 1,190 421 1,193 41 34 509 836
" Ad expenses express as $1,000, Brand Values as $1,000,000.
Table 2 shows descriptive statistics based on the data of the study.
Table 2. Descriptive Statistics of the Study’s Data
n Min Max X SD
AE 90 70 100,492 30,527.59 25,660.27
BV 90 34 2,516 803.79 658.04

Correlation analysis findings reveal a moderately significant relationship between
independent and dependent variables (7: .5532; p<.001). In the study, the Breusch-
Pagan LM test was used for the analysis of cross-sectional dependency. Table 3
presents Breusch-Pagan LM test results in detail. The Breusch-Pagan LM test
results show that is out of question cross-sectional dependency of the study model

(x*: 89,194; p<.001).

Tablo 3. Breusch-Pagan’s Correlation Matrix of Residuals Test Results

1 2 3 4 5 6 7 8 9
1 1.000
2 4855 1.000
3 5018 .6925 1.000
4 3576 2514 2934 1.000
5 8976 2958 3578 .3890 1.000
6 7963 6781 4366 3338 .5363 1.000
7 5918 5825 2946 -0720 3436 71233 1.000
8 1777 .-0860 .-1800 7221 2962 2768 -0904 1.000
9 8736 4349 4997 4292 .8487 .5989 .3405 2235 1.000
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After the analysis of the findings above, Pesaran’s CADF was performed to
stationarity test. The analysis findings reveal the rejection of the H1 hypothesis
for both variables (p>.05). Pesaran’s CADF results are shown in Table 4.

Tablo 4: Pesaran’s CADF Test Results

Critical Values

CADFtest 1% 5% 10%
AE -2.642 -3.510 -3.100 -2.870
BV -1.746 -2.850 -2.470 -2.280

The Hausman test was carried out to determine which estimator is more suitable
for the model of study. As a result of the Hausman test, which is used in PDA to
determine the advanced analysis method, the HO hypothesis was rejected, and
the Random Effects Test was found to be consistent. The findings of the test are
presented in Table 5.

Tablo 5. Hausman Test Results

Variable Fixed Effects Model Random Effects Model
AE -.0021706 -.0013761
Chi-Square -18.84
p value <.001
Chosen Model Random Effects Model

Another test that should be applied before moving on to model estimations in
studies on PDA is a variable variance test. It is stated in the literature that variance
testing can be done with different methods. In this study, the Modified Wald
Variable Variance Test was applied. Table 6 shows the results of the Modified
Wald Variable Variance test.

Tablo 6. Modified Wald Variance Test

Observation Group Time period x? p
Equality 90 9 10 255.95 <.001

Finally, the findings of the Pesaran CADF test results indicating that the data were
not stationarity required a robust estimator test (Stock and Watson, 2008). Robust
estimator test aims to reduce the effect of outliers by finding reliable results when
the observations in the data set are not homogeneously distributed in the panel data
analysis. As seen in Table 7, the findings of robust test show that ad expenses have
a statistically significant positive effect on the brand values of banks. Moreover,
the estimation model used in the study reveals that ad expenses alone explain the
brand value of banks at a rate of .0034. In other words, 1 unit of ad expense by
banks causes an increase on brand values of .0034.
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Tablo 7. Robust PDA Results
Dependent Variable Brand Value
Period 2012-2021
Number of Observation 90

Number of Groups 9
R~ 3061
Coefficients Std. Error z p>1z| %95 Confidence Interval
Ad Expenses 0.0034212" 0.0002138 16.00 <.001  0.0030021 0.0038404
Constant 369.4771 5.850605 63.15 <.001 358.0101 380.9441
™ p<.001

6. Discussion and Implications

This study focused the effect of ad expenses on brand value. 9 banks were included
to scope of the study which are published their financial reports on the PDP and in
the top 100 in the Brand Finance Turkey's brand ranking. Ad expenses data were
procured from banks’ financial reports while the brand values gathered from the
Brand Finance Turkey. In accordance with the purpose of the study, PDA was used
in the analysis of the data. The findings of the study reveal crucial implications for
both theoretical and managerial.

Firstly, the findings of study expand the scope of the CAToC, which was developed
by Hunt and Morgan (1995) and evaluated in different sectors and countries
(Eckhart et al., 2019; Li et al., 2021; Varadarajan, 2020), through revealing that it
also works in the Turkish banking sector.

Also, the findings of current study complement the studies conducted both in
Turkey and in other countries and contribute to the findings of these studies. In
Turkey, several studies on brand value in the banking sector focused on brand
performance (Apan, 2020: Onder, 2019: Kendirli and Kakag, 2018), while some
others aimed to identify the factors affecting brand value. In this direction, for
instance Giinay (2021) elicited that economic added value and market added value
affect the brand value of banks. Isik and Ay (2022) found that service quality
has strongly positive effect on banks’ brand values. Also, Kahraman and Gacar
(2019), stated that the financial performance is another determinant that can use
determining brand values in the banking sector.

Moreover, there are some studies in both national and international literature on
the effect of ad expenses on brand value in different countries and sectors. Though
there is no consensus on the relationship between these variables in the findings
of previous studies, the findings of this study indicated the existence of a strong
relationship between the variables. Hence, the findings concluded that the effect
of ad expenses on brand value is validated empirically, at least in the banking
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sector. These findings contrast with those of Can (2016) and Rajavi et al (2022),
which were carried out with data obtained from consumers, which may be one
of the important reasons for this difference. The fact that the findings of this
study overlap with the findings of many studies conducted with data obtained
from companies both in different countries (Eng and Keh, 2007; Herremans et al.,
2000; Karimi et al., 2022; Peterson and Jeung, 2010; Wang et al., 2009) and in
Turkey (Poyraz and Mirgen, 2020) indicates this.

The findings of both the current study and the previous studies (Cho et al., 2020;
Du et al., 2016; Nkomo et al., 2017; Poyraz and Mirgen, 2020; Tsai and Honka,
2021) given above clearly show that the effect of ad expenses on brand value is
independent from the sector and geographical area. Besides, based on the findings
of the present study, considering the effect of advertising on brand value, it can be
said that advertising is a powerful tool for managers who aim to have a valuable
brand for their firms.This necessitates sector managers to show the necessary
sensitivity to the issue. Managers can determine a roadmap for how they should
act, taking into account the findings on the effect of ad expenses on brand value,
which are clearly revealed in the study. However, as a recommendation to the
managers, it is worth noting that the resources of the companies are limited
(Popescu et al., 2022), and the return on ad expenses decreases after a point.
Therefore, determining the optimal ad expenses is the most critical decision for
managers.

As a final word, to return to the research question presented to the reader in the
introduction part of the study, in sum, the advertising investments made by the
firms are an important tool that contributes to the increase of brand values.

The current study focused on the causal relationship between ad expenses and
brand value. Moreover, the study focused on the banking sector. Therefore, in
further research, researchers can contribute to the literature by using data from
different sectors in future studies. Also, due to the design of the study, evaluating
the data on ad expenses as a single item, destroyed the chance of revealing which
advertising channel(s) was more effective. Therefore, future studies can make a
significant contribution to the literature by focusing on the ad expenses made in
different channels and revealing which channel has the most impact on brand
value. Moreover further research can contribute to the literature by examining the
other factors affecting the brand value of companies and comparing their findings
with the findings of current study.
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MARKA DENEYIiMI iLE MUSTERI SADAKATI ARASINDAKI
ILISKININ INCELENMESI, YIYECEK iCECEK iSLETMELERI
UZERINDE BiR UYGULAMA
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Bugaligmaninamaci, markadeneyimiilemiisterisadakatiarasindakiiligkininincelenmesidir.
Bu amagla Kiitahya ilinde faaliyette bulunan yiyecek icecek isletmelerinden hizmet satin
alan miisterilerden anket yontemi ile 523 adet veri toplanmis ve toplanan veriler {izerinde
gegerlilik, giivenilirlik, kesfedici faktor analizi ve kanonik korelasyon analizi yapilmistir.
Yapilan analizler sonucunda marka deneyimi seti ile miigteri sadakati seti arasinda anlamli
ve gl¢li bir iliski tespit edilmistir. Marka deneyiminin alt boyutlarindan olan davranigsal
deneyiminin hem marka deneyimi seti igerisindeki en fazla katki: yapan boyut oldugu hem
de miisteri sadakati seti ile en fazla iligkili boyut oldugu belirlenmistir. Ayn1 zamanda
miisteri sadakatinin alt boyutu olarak belirlenen yeniden satin alma niyeti boyutunun
hem miisteri sadakati seti igerisindeki en fazla katki yapan boyut oldugu hem de marka
deneyimi seti ile en fazla iliskili boyut oldugu goriilmiistiir.
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EXAMINING THE RELATIONSHIP BETWEEN BRAND EXPERIENCE
AND CUSTOMER LOYALTY, AN APPLICATION ON FOOD AND
BEVERAGE BUSINESSES

ABSTRACT

The aim of this study is to examine the relationship between brand experience and customer
loyalty. For this purpose, data were collected by 523 questionnaires from customers
purchasing service from food and beverage businesses operating in Kiitahya province
and validity, reliability, exploratory factor analysis and canonical correlation analysis
were performed on the collected data. As a result of the analysis, a significant and strong
relationship was determined between the brand experience set and the customer loyalty
set. It has been determined that behavioral experience, which is one of the sub-dimensions
of brand experience, is both the most contributing dimension in the brand experience set
and the most related dimension with the customer loyalty set. Also, it has been seen that
the repurchase intention dimension, which is determined as a sub-dimension of customer
loyalty, is both the most contributing dimension in the customer loyalty set and the most
related dimension with the brand experience set.

Keywords: Brand experience, customer loyalty, food and beverage businesses, canonical
correlation analysis.
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1. Giris

Glinlimiizde disarida yemek yeme eylemlerinin temel ihtiyaglar disina ¢ikip
giindelik aktivite haline doniigsmesi, disarida yemek yeme kiiltiiriiniin yayginlagmasi
ve yemek yeme-i¢me aktivitesine karsilik verecek zincir isletmelerinin kurulmasi
restoran isletmeleri arasinda rekabetin artmasina sebep olmustur. Restoran
isletmeleri artan rekabete kars1 koyabilmek ve siirdiiriilebilir kar saglamak i¢in
misterileri memnun etmek ve bu memnuniyetin kalicti olmasina saglamaya
yonelik cesitli calismalar yliriitmek zorundadirlar (Barber vd., 2011). Bu
calismalar icerisinde, miisteri memnuniyetini arttirmak i¢in satin alma, hazirlama
ve sunma hizmetlerinin kalitesini ylikseltmeye yonelik calismalar yer almaktadir
(Yilmaz, 2007). Misterinin kendisine sunulan hizmetten memnun kalmasi miisteri
ve igletme arasinda baglilik duygusunu uyandiracaktir ve isletmeden memnun
ayrilan miisteride sadakat duygusu olugsmaya baslayacaktir (Arabaci, 2010).

Marka deneyimi, miisterinin bir iiriinii satin almasindan 6nce, satin alma siirecinde
ve satin alma gerceklestikten sonra markayla kurdugu bagdir (Bapat ve Thanigan,
2016). Aaker (1997), marka deneyiminin ger¢ek duyum, bilis ve davranigsal tepki
ile ilgilendigini belirtmektedir. Marka deneyimi tiikketimin gerceklesmesinden
sonra ortaya cikmakla birlikte, miisterinin markayla hem dogrudan hem de
dolayli yollarla temas etmesiyle de olusabilmektedir (Sahin vd., 2011). Marka
deneyiminin miisteri memnuniyetini ve sadakatini pozitif yonde etkiledigi yapilan
calismalarla ortaya konulmustur (Tsai vd., 2015). Miisteri sadakati kullaniminin
¢ok yogun olmasindan 6tiirii tek bir anlam ifade etmemekle birlikte kullanim
itibari ile miisterinin psikolojik satin alma giidiilerini arka planda birakir ve
davranigsal sadakatin gozlemlenebilen yonii olan tekrar satin alma olarak
degerlendirilir. Bagka bir ifade ile miisteri sadakati; satin alma siklig1, satin alma
orani, satin alma ihtimali gibi davranissal Olgiitlerle ifade edilmektedir (Demir,
2012). Miisteri sadakatini etkileyen faktorler arasinda yer alan hizmet kalitesinin
sadakati dogrudan etkiledigi gézlemlenmistir ve restoranlarda yiyecek-igecek
kalitesi, fiyatlar1 ve fiziksel ortamin kalitesi miisteri sadakatini ekleyen onemli
faktorler olarak belirtilmistir (Haghighi vd., 2012).

Bu c¢aligmanin amaci marka deneyimi ile miisteri sadakati arasindaki iligkinin
incelenmesidir. Bu amacla, dncelikle her iki kavramla ilgili literatiir taramasi
yapilmis ve kavramlar arasindaki iliskileri inceleyen arastirmalar ve bu
arastirmalarin sonuglar1 incelenmistir. Yapilan bu inceleme sonucunda marka
deneyimi ile misteri sadakati arasindaki iligskiyi test eden hem yerli hem de
yabanci literatiirde ¢cok sayida ¢alisma oldugu goriilmistiir (Ryu, 2005; Devrani,
2009; Zarantonello ve Schmitt, 2010; Iglesias vd., 2011; Heung ve Gu, 2012;
Shanmim ve Muhammed, 2013; Runyan, 2013; Nadzri ve Musa, 2014; Nysveen
vd., 2013; Othman vd., 2013; Erdogan, 2014; Kim vd., 2015;Askin ve Ipek, 2016;
Kara ve Kimzan, 2016; Aybar ve Kircova, 2017; Ong vd., 2018; Nikhashemi vd.,
2019; Ercis vd., 2019; Yildiz, 2019; Aydin ve Onayli, 2020; Glimiis ve Onurlubas,
2020; Senyurt, 2021; Sekmen ve Arslan, 2021; IIban vd., 2021). Literatiirde yer
alan bu calismalarda marka deneyimi ile miisteri sadakati arasindaki etki veya
iligki incelenmis olmakla birlikte miisteri sadakatinin alt boyutlar1 olarak biligsel
sadakat, tutumsal sadakat, davranissal sadakat ele alinmistir. Bu c¢alismanin
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literatiirde yer alan diger calismalardan en 6nemli farki; miisteri sadakatinin alt
boyutlar1 olarak daha fazla 6deme istegi, agizdan agiza iletisim, yeniden satin alma
niyeti alt boyutlarindan olugmasidir. Yapilan literatiir taramasinda bu alt boyutlari
Ong vd., 2018 yilinda yapmis oldugu calismada kullanmis olduklart tespit
edilmigtir. Ong vd.’nin, (2018) ¢alismasinda restoran isletmelerinde hizmet satin
alan 228 miisteriden veri toplanmis ve toplanan veriler Kismi En Kii¢iik Kareler
Yapisal Esitlik Modellemesi (PLS-SEM) ile analiz edilerek marka deneyiminin
misteri sadakati lizerindeki etkisi 6l¢lilmiistiir. Literatiirde yer alan ve bu alanda
yapilmig diger ¢alismalar incelendiginde ise genellikle ya marka deneyiminin
miisteri sadakati tizerindeki etkisinin 6l¢iildiigli ya da marka deneyimi ile miisteri
sadakati arasindaki iligskinin basit korelasyon analizi ile test edildigi gortilmiistiir.
Bu ¢aligmanin Ong vd., (2018)’nin ¢alismasindan ve literatiirde yer alan diger
caligmalardan en temel farki toplanan veriler tizerinde kanonik korelasyon analizi
uygulanarak setler arasindaki iligkinin 6l¢iilmiis olmasidir.

Caligsmanin literatiire yapacagi ilk katki marka deneyimi seti ile miisteri sadakati
seti arasindaki iliskiyi 6l¢mesi olacaktir. Bu iki de§isken arasindaki iligkinin diizeyi
misteri sadakati saglamak isteyen yiyecek icecek isletmelerinin hangi deneyim
boyutuna daha fazla 6nem vermeleri gerektigini ortaya koyacaktir. Calismanin
ikinci katkis1 ise, marka deneyimi ve miisteri sadakati setinde yer alan alt
boyutlarin hangisinin miisteri nezninde daha énemli oldugunun tespit edilmesini
saglamasidir. Ciinkli hem marka deneyimi hem de miisteri sadakati setlerinde yer
alan alt boyutlarin hangisinin setler iizerindeki etkisinin daha 6énemli oldugunun
belirlenmesi yiyecek icecek isletmelerinin faaliyetleri esnasinda hangi deneyim
ve sadakat boyutunun miisteri icin daha onemli oldugunun goriilmesini ve bu
boyutlar iizerinde daha dikkatli davranmalar1 gerektigini gosterecektir. Ozellikle
yerli literatiirde yiyecek icecek igletmeleri 6zelinde marka deneyimi ve miisteri
sadakati degiskenlerinin arasindaki iliskinin kanonik korelasyon analiziyle test
edildigi baska bir calismaya rastlanmamis olmasi bu alandaki boslugu doldurmasi
acisindan bu ¢alismanin literatiire yapacagi tiglincii katkiy1 ortaya koymaktadir.
Calismanin literatiire saglayacagi dordiincii katki ise, ozellikle caligmanin
Kiitahya ilindeki birinci sinif yiyecek i¢ecek isletmeleri lizerinde yapilmis olmasi
nedeniyle yerel bazdaki igletmelerin miisterilerinin deneyimlerinin sonuglarini
gormelerini ve hizmet sunumlari siireclerinde bu deneyimlerin miisterilerin ayni
restorandan tekrar hizmet satin alip almama kararlari, o restorandan hizmet satin
almak i¢in daha fazla 6deme yapmaya istekli olup olmamalari ve o restorani
etraflarina tavsiye edip etmemesi yani agizdan agiza iletisim istekleriyle nasil ve
ne sekilde iliskili oldugunu gérmelerini saglamasidir. Bu katki, 6zelde Kiitahya
ilinde faaliyette bulunan yiyecek icecek isletmeleri genelde ise Tiirkiye’de bu
statiide yer alan yiyecek igecek isletmelerinin hizmet kalitelerini degerlendirirken
bir yol haritasi ¢izmeleri agisindan dnemlidir.

2. Marka Deneyimi

Marka deneyimi hizmet sektorii i¢erisinde yer alan restoranlar ig¢in oldukc¢a dnemli
bir husustur. Deneyimin 6zgiin olusu restoranlar i¢in siirdiiriilebilir rekabet araci
olarak hizmet etmektedir (Chuan, vd., 2018). Marka deneyimi Brakus vd. (2009)
tarafindan “markanmin tasarim ve kimligine, ambalajlamasina, iletisimine ve



Marka Deneyimi ile Misteri Sadakati Arasindaki iliskinin incelenmesi,
Yiyecek icecek isletmeleri Uzerinde Bir Uygulama 425

cevrelere ait marka ile iliskili uyaranlar tarafindan uyandwrilan oznel/ siibjektif,
i¢ tiiketici tepkileri (duyular, hisler ve kavramalar) ve davranissal tepkiler”
seklinde tanimlanmigtir. Miisterilerde goriilen marka deneyimlerinin bazilari ani
olarak gelisir ve kisa siireliyken, bir diger kismi ise planlidir ve uzun siirelidir.
Uzun siireli ve planli olan deneyim, miisterilerin zihninde daha uzun siire kalarak
miisteri memnuniyeti ve sadakati olusturmaktadir (Keskin ve Yildiz, 2010). Marka
deneyimi, yalnizca marka ile alakali duygusal iliski anlamina gelmemektedir. Bu
duygusal iliski haricinde markadan miisteriye ulagan uyaricilar sayesinde ortaya
¢ikan diisiinsel, davranigsal, duyusal ve duygusal tepkilerin toplamindan olusur
(Brakus vd., 2009). Marka deneyimi bireysel ve ortak deneyimler olmak tizere
iki baslikta incelenmektedir. Bireysel deneyimler duyusal, duygusal ve diisiinsel
deneyimleri kapsarken; iliskisel ve davranigsal deneyim ise ortak deneyim
kategorisinde yer almaktadir (Chang ve Chieng, 2006).

Marka deneyimi kavrami ¢ok uzun yillardir pazarlama literatiiriinde kullanilan
bir kavram olmasina karsin marka deneyiminin alt boyutlar1 olarak tanimlanan
ve stratejik deneyimsel modiil olarak kavramlastirilmis bes modiil Schmitt (1999)
tarafindan gelistirilmistir. Bunlar: Duyusal deneyimler, (6rn. Volkswagen New
Beetle’1in 6zgiin tasarimi), duygusal deneyimler (6rn. Volkswagen New Beetle’in
duygusal yakinlik, nostalji gibi hisler uyandirmasi), diisiinsel deneyimler (6rn.
Volkswagen New Beetle tasariminin ge¢cmis ve gelecege ait 6geleri ayni anda
igermesi), davranigsal deneyimler (6rn. Volkswagen New Beetle satin alan
tiikketicilerin bireyselci davraniglarini yansitabilmesi) ve iliski deneyimleri
(6rn. ortak deneyimlere sahip olan Volkswagen New Beetle sahiplerinin ayni
toplulugun tyeleri olmalari). Schmitt’e gore (1999), isletmelerin bu modiiller
aracilig1 ile miisterilere farkli deneyimler sunabilmeleri miimkiindiir. Duyusal
marka deneyimi; duyulara hitap eden modiildiir. Yani; dokunma, gérme, tat
alma, duyma ve koku alma gibi bes duyu organi yoluyla deneyim olusturarak
duyulara hitap etmeyi amaglar (Ong vd., 2018). Duyusal deneyime 6rnek olarak
bir restoranda yemegin kokusu, hizmetin verildigi ortamin atmosferi, miizik gibi
hususlart gostermek miimkiindiir (Kement, 2021). Duygusal marka deneyim;
isletmenin miisteriler tizerinde giiglii ve olumlu duygular gelistirmesini ifade
etmektedir (Ong vd., 2018). Isletmelerin rekabetin yogun oldugu pazarlarda basar1
elde edebilmesi; miisterilerinin duygularini dikkate almalarina ve miisterilerinde
olumlu olarak ilerleme kaydeden duygusal durumun saglamasina baglidir
(Kement, 2021). Diisiinsel (entelektiiel) marka deneyimi; miisterilerin dikkatini
¢ekerek bilissel, problem ¢6zme deneyimleridir (Ong vd., 2018). Diisiinsel
deneyimler miisterilerin diisiincelerine hitap eder ve isletmenin, markanin ve
iirlinlerin tekrar degerlendirilmesi adina miisterileri ayrintili bir sekilde diisiinmeye
yonlendirmektedir (Dirsehan, 2010). Davranigsal deneyim; miisterilerin bir
isletmeden iiriin satin alirken yasadiklari fiziksel deneyimlerini, yasam bigimlerini,
uzun bir siire sonucunda sahip olduklar1 davranig kaliplarini ve ¢evresi ile olan
etkilesim sekillerini degistirmeyi amaglayan modiildiir (Ong vd., 2018; Kement,
2021). iliskisel deneyimde ise miisteri, iiriin ya da markalar vasitastyla benligini
cevredeki insanlar ile paylasma imkani elde etmektedir. iliskisel deneyiminin
olusumunda diger modiillerden yararlaniimaktadir (Kement, 2021).
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3. Miisteri Sadakati

Hizmet sektorii icerisinde yer alan restoran endiistrisinde isletmenin devamliligi
i¢in miisterilerin miisteri sadakati olduk¢a Onemli bir husustur. Bir isletmenin
giiclii miisteri tabani ve yiiksek pazar pay1 elde etmesinde sadik miisteri 6n
kosuldur (Chuan, vd.,2018). Miisteri sadakati, miisterinin bir markaya karsi
gostermis oldugu olumlu tutum ve tekrardan satin alma davranisi arasindaki
iliski olarak ifade edilmektedir (Dick ve Basu, 1994). Miisteri sadakati, miisteri
ile marka arasinda kurulan duygusal baga dayanmaktadir. Kurulan bu duygusal
bag, miisteriler acisindan isletmenin verdigi hizmete yonelik talebin siirekliligine
dair bir iistlenme iken, isletme agisindan ise verilen hizmetlerin kalitesine iliskin
bir listlenmeyi ifade etmektedir (Bilgin, 2017). Miisteri sadakati ise isletmeler
icin mevceut tiiketicilerini korumak ve bu tiiketicileri daimi hale getirmek rakip
pazarda kalicilig1 saglamak agisindan 6nemli bilesendir (Dekimpe vd., 1997).
Aaker (1991) yapmis oldugu calismada miisteri sadakatinin sermaye icin temel
unsurlardan biri oldugunu beyan etmistir. Isletmeler sadik miisteri aracilig1 ile
pazar paylarini arttirmaktadirlar. Daha fazla pazar pay1 ve rakiplere oranla yiliksek
fiyat gibi {istlin marka performansi sonuclari, daha fazla miisteri sadakatinden
kaynaklanmaktadir. Bu sadakat, markaya duyulan giiven ve markanin ortaya
cikardig1 duygular tarafindan belirlenebilir (Chaudhuri ve Holbrook, 2001).

Miisteri sadakatinin o6lgiilmesine yoOnelik yapilan aragtirmalar g¢ogunlukla
davranigsal sadakat Olgekleri ve tutumsal sadakat Olgeklerinin kullanildig:
iki baglik altinda gergeklestirilmistir. Miisteri sadakatinin bu iki yaklagimdan
hangisine gore dlgililecegi noktasinda fikir birligi olmamasina ragmen, tutumlarin
davranisi ortaya ¢ikardigi ifade edilmektedir (Demir, 2011). Davranigsal sadakat,
miisterinin bir markaya ait olan hizmeti satin alma davranisini ifade etmektedir.
Bagka bir ifade ile davranigsal sadakat, miigterinin markay1 tekrar tekrar satin
almaya yonelik egilimidir (Cat1 ve Kogoglu, 2008). Davranigsal sadakatte daimi
sadakat yoktur. Bir markay:1 tercih eden miisteri ayni hizmette baska bir markay1
cazip sebepler ile tercih edebilir, bu nedenle tekrar satin alma davraniginin
gosterilmesi her zaman taahhiit olmayabilir (Karakas vd., 2017). Tutumsal sadakat
davranigsal sadakate oranla taahhiit derecesiyle ilgili bir kavramdir. Tutumsal
sadakatte miisteri, hem sadik bir miisteri olarak markayi tekrar satin almakta
hem de ¢evreye isletme ve marka hakkindaki tavsiyelerini ifade etmektedir (Lin
ve Wang, 2006). Literatiirde yer alan hem tutumsal hem de davranigsal sadakati
kapsayan biligsel sadakat kavrami ise gegmisteki tecriibelere ve marka inancina
dayanan sadakat boyutudur. Biligsel sadakat, miisteri sadakatinin boyutlarmin
yani sira igletmeye yonelik olusan sadakatin hangi boyutta ve asamada oldugunu
gostermekle birlikte, isletmelerin miisterilerine uygulamasi gereken stratejilerin
belirlenmesini saglamasindan dolay1 da 6nemli bir yere sahiptir. (Kilighan ve
[lhan, 2016).

Miisteri sadakatini nelerin olusturdugu konusunda akademisyenler arasinda bir
fikir birligi olmamasina ragmen miisterilerin gercek marka sadakatini 6lgmek
icin ¢ok boyutlu bir yontem kullanilmasi gerektigi konusunda hemfikir olundugu
bir gercektir (Pan vd., 2012 ). Bu nedenle miisteri sadakatini daha genis bir
perspektiften degerlendirebilmek i¢in miisterinin gercek marka sadakati hem
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tutumsal hem de davranigsal boyut dahil edilerek Olgiilmesi gerekmektedir
(Pan vd., 2012). Miisteri sadakatinin tutumsal ve davranigsal boyutu literatiirde
genellikle Oliver’in gelistirdigi kuramsal alt yap1 ¢er¢evesinde incelenmektedir.
Oliver (1999), miisteri sadakati dort boyutta toplamis ve bu boyutlari, “biligsel
baglilik”, “duygusal baglilik”, “arzusal baglilik” ve “davranigsal baglilik” olarak
adlandirmigtir. Her ne kadar Oliver miisteri sadakatini bu dort boyutla incelemis
olsa da, mevcut literatiirdeki heterojen bulgular ve cesitli ¢alisma kosullari
nedeniyle, farkli bagitilar ve sadakat arasindaki iliskinin dnceden belirlenebilmesi
zordur. Bu farkl bulgular, akademik arastirmacilarin miisteri sadakati konusunda
acik ve kapsamli bir anlayis gelistirme ¢abalarini karmagik hale getirmektedir.
Ayni zamanda; mevcut literatiirde sadakat yapisinin kavramsallastirilmasi ve
islevsellestirilmesi konusunda bir anlasma olmadigi da goriilmektedir. Literatiir
incelendiginde, sadakat 6l¢lim araglarinin se¢iminin biraz keyfi oldugu ve bu da
arastirma bulgulariin ¢aligmalar arasinda genellestirilmesini zorlastirdigi ortaya
cikmaktadir. Bazi yazarlar, “ihtiya¢ paymi” (yani, bir markanin alic1 tabani i¢inde
acikladigi hacmin oranini) en uygun sadakat Ol¢iisii olarak goriirken (Baldinger
ve Rubinson, 1997), digerleri ise sadakati incelemek igin davranigsal dlglimlere
(6rnegin, marka tercihi, olumlu agizdan agza iletisim saglama istegi) dayali bir
kuramsal alt yap1 olusturmuslardir (Rundle-Thiele, 2005; Ong vd., 2018),

Bu calismada miisteri sadakati davranissal ol¢iimlere dayanan kuramsal alt
yapiya dayandirilarak degerlendirilmis ve miisteri sadakatinin boyutlar1 daha
fazla 6deme istekliligi, agizdan agza iletisim ve yeniden satin alma niyeti olarak
incelenmigtir. Miisteri sadakatine bagli ortaya ¢ikan tliketicinin daha fazla 6deme
istegi, Shin vd. (2017)’e gore miisterilerin bir {lirtin i¢in 6diill fiyati 6demeye
istegidir. Arastirmacilar, miisterilerin 6zellikle ¢evre ve saglik acgisindan 6nemli
alanlarda satin aldiklar1 iirlinler i¢in daha fazla 6deme egiliminde bulunduklarini
ifade etmislerdir. Miisteriler sevdikleri marka i¢in daha fazla 6deme yapmaya
isteklidirler. Rakip firma daha cazip firsatlar sunmus olsa bile kendilerine cazip
gelen markadan vazgegcmezler (Yildiz, 2019). Sadik miisteriler, sadakat duyduklari
markadan elde ettikleri degerin diger alternatiflerde olmadigina inanirlar ve bu
nedenle fiyat hassasiyetleri daha diisiiktiir ve sadik olduklari markanin tirtinlerine
daha fazla 6deme yapmaya razidirlar (Kazangoglu, 2011). Ayni1 zamanda,
isletmelerin miisterilerinde gelistirecekleri marka giiveni ve marka deneyimi
sayesinde miisterilerin o markay1 satin almak i¢in gelecekte daha yiiksek fiyat
o0deyeceklerdir (Dwivedi vd., 2018).

Miisteri sadakati sayesinde gerceklesen agizdan agiza iletisim ise tiiketici
davraniglarinin sekillenmesi bakimindan olduk¢a 6nemli bir unsurdur. Miisteriler,
markalarla ilgili tecriibelerini agizdan agiza iletisimle etraflarina yayarlar. Bir
iiriiniin tekrar satin alinmasinda veya degistirilmesinde agizdan agiza iletisimin
onemli bir etkisi vardir (Ozkan, 2014). Isletmeye sadik miisteriler, aradan uzun
yillarsa ge¢mis olsa bile isletmeyi terk etmeyip sadik kalarak diger miisterilere
gore daha fazla hizmet satin alirlar ve daha az fiyat duyarliligi gostererek satin
aldig1 hizmet i¢in daha fazla fiyat 6derler ayrica isletme ile ilgili olumlu konusarak
isletmenin ¢evreye reklamini yaparlar (Marangoz, 2007). Agizdan agiza iletisimin
satin alma davranigini etkileyen énemli bir faktordiir ve miisterilerin satin alma
davraniglart agizdan agiza iletisim sonucunda gerceklesmektedir (Silverman,
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1997; Mangold vd., 1999) Wangenheim ve Bayon (2004) yapmis olduklar
calismada, agizdan agiza iletisim sayesinde miisterilerin satin aldiklari dirlinleri
degistirdiklerini ifade etmislerdir. Babin vd. (2005) ise restoran miisterileri
lizerine yaptiklari ¢aligmada, agizdan agiza iletisimde hizmet kalitesi ve miisteri
memnuniyetinin etkili oldugunu belirtmislerdir.

Yeniden satin alma niyeti, miisterinin bir isletmeden satin aldigi hizmeti ileri
zamanda tekrar ayni1 yerden satin almasi olarak ifade edilmektedir. Bu davranig
bireyin deneyimine ve gelecekteki beklentisine dayanmaktadir (Kim vd., 2011).
Hellier vd. (2003) tarafindan yeniden satin alma, bireyin kendi durumunu ve
ihtimal dahilinde olan kosullarmi dikkate alarak ayni isletmeden ayni hizmeti
yeniden satin almasi olarak tanimlanmistir. Sadakatin tanimini olusturan yeniden
satin alma eylemi, davranigsal bir sekilde yapilan ve tekrar tekrar gerceklestirilen
satin alimlar1 kapsamaktadir (Kim vd., 2011). Barnes vd. (2014) turizm alaninda
yapmis olduklar1 aragtirmada, memnuniyetin ayni destinasyon yerini tekrar ziyaret
etme ve ¢evreye onerme davranisinda belirleyici oldugunu belirtmislerdir.

4. Metodoloji

Bu boliimde; arastirmanin amaci ve Onemi, evren ve drneklem, veri toplama
yontemi ve verilerin analizi, aragtirma sorulari, aragtirma modeli ve bulgular yer
almaktadir.

4.1. Arastirmanin Amaci ve Onemi

Calismanin amaci1 yiyecek igecek sektoriiniin 6nemli bir aktorii olan restoranlardan
hizmet satin alan miisterilerin restoranlardan hizmet satin alirken yasadiklar
deneyimleri ile sadakatleri arasindaki iligskiyi kanonik korelayon analizi
incelemektir. Bu amagla literatiirde marka deneyiminin alt boyutlar1 olan duyusal
deneyim, duygusal deneyim, davranigsal deneyim ve entelektiiel deneyim ile,
miisteri sadakatinin alt boyutlar1 olan daha fazla 6deme istegi, agizdan agiza
iletisim ve yeniden satin alma niyeti arasindaki iliski bir model araciligi ile ortaya
konulmustur.

Ozellikle miisteri sadakati literatiiriinde cogunlukla ele alman miisteri sadakatinin
altboyutlarindan (biligsel sadakat, duygusal sadakat, arzusal sadakat ve davranigsal
sadakat) farkli olarak miisteri sadakati alt boyutlarinin daha fazla 6deme istegi,
agizdan agiza iletisim ve yeniden satin alma niyeti olarak incelendigi az sayida
calisma olmasi ve bu calismanin da bu boyutlar1 yiyecek icecek sektoriinde
uygulayan az sayida calismalardan biri olmasi calismanin 6zglnliigini ve
literatiirde bu alanda var olan boslugu doldurmasi agisindan da onemini ortaya
koymaktadir.

4.2. Arastirmanin Evreni ve Orneklem

Arastirmanin evrenini, Tiirkiye’de faaliyette bulunan yiyecek icecek isletmelerinin
misterileri olarak belirlenmistir. Ancak arastirma evreninin ¢ok genis bir cografik
alana yayilmis olmasi ana kiitle {izerinde tam bir sayim yapilmasini zorlastirdigi
ve aragtirmanin maliyet ve zaman agisindan sinirlarinin bulunmasindan dolay1
ornekleme yontemi kullanilmistir. Arastirmada kullanilan 6rneklemin tespit
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edilmesinde kararsal 6rnekleme yontemi tercih edilmistir. Bu érnekleme yontemi
ile Kiitahya ili merkez ilgesinde faaliyette bulunan isyeri Acma ve Calisma
Ruhsat1 Yonetmeligine gore birinci sinif lokanta statiisiine sahip ve faaliyetlerini
belediyeye bagli olarak gergeklestiren yiyecek igecek isletmelerinden hizmet satin
alan miisteriler 6rneklem olarak secilmistir.

4.3. Veri Toplama Yontemi ve Verilerin Analizi

Arastirmada kullanilacak veriler anket teknigi ile toplanmistir. Anketlerin
uygulanabilmesi i¢gin Kiitahya Dumlupimar Universitesi Sosyal ve Beseri Bilimler
Bilimsel Arastirma ve Yayin Etik Kurulu'nun 15.08.2022 tarih ve 2022/07 sayili
kararylaetik onay alinmistir. Orneklemkitleyle, Subat - Mart 2022 tarihleri arasinda
yliz ylize goriiserek 523 tane anket elde edilmistir. Anketin yapilma siirecinde 4
cevaplayici anketi yarida birakmis ve bu anketler calisma kapsamina alinmamastir.
Toplanan 523 anketin tamami eksiksiz ve sorunsuz bir sekilde cevaplandirildig
icin tiim anketler degerlendirmeye alinmistir. Arastirmada kapsaminda kullanilan
anket formunun ilk bdliimiinde cevaplayicilarin demografik 6zelliklerinin tespit
edilebilmesi i¢in olusturulmus 5 adet soru yer almaktadir. Anketin ikinci bolimii
cevaplayicilarin duyusal deneyimlerini 6lgmek iizere 3 adet ifade, duygusal
deneyimlerini O0lgmek tizere 3 adet ifade, davranigsal deneyimlerini 6lgmek
iizere 3 adet ifade, entelektiiel deneyimlerini 6lgmek iizere ise 3 adet ifadeden
olusan toplam 12 adet marka deneyimi ifadesinden olugmaktadir. Anketin {igiincii
boliimiinde ise; miisteri sadakatinin alt boyutlar1 olarak belirlenen daha fazla
O0deme istegini 6lgmek iizere 3 adet ifade, agizdan agiza iletisimi 6lgmek iizere
3 adet ifade ve yeniden satin alma niyetini 6l¢gmek iizere de 3 adet ifadeden
olusan toplam 9 adet ifade yer almaktadir. Anketin marka deneyimi ve miisteri
sadakati boliimlerinde yer alan ifadeler Ong vd. (2018) ¢alismasindan alinarak
uyarlanmistir. Ong vd.’nin (2018) gelistirdikleri 6l¢ek ozellikle hem marka
deneyimi hem de miisteri sadakati degiskenlerinin alt boyutlarinin net ve anlasilir
bicimde kurgulanmasi hem de Olgegin gegerlilik ve giivenilirliginin yiiksek
olmasi nedeniyle tercih edilmistir. Ong vd.’nin (2018) gelistirdikleri 6l¢egin,
yabanci dil (Ingilizce) alaninda uzmanliga sahip iki farkli akademisyen tarafindan
terciimesi yaptirilmis ve ayn1 zamanda Tiirk Dili ve Edebiyati boliimiinde gorev
yapan akademisyenlere son kontrolleri yaptirilarak 6lgek nihai haline getirilmistir.
Olgegin gecerlilik ve giivenilirlik analizleri gerceklestirilmis ve analiz sonuglar
ilerleyen bolimlerde sunulmustur. Ankette 5°li Likert 6l¢egi kullanilmistir
(1:Kesinlikle Katilmiyorum, 5:Kesinlikle Katiliyorum). Toplanan veriler tizerinde
SPSS 21 paket programi ile istatistiksel analizler gergeklestirilmistir. Yapilan
istatistiksel analizler ile Oncelikle; arastirma Olgegi ve dolayisiyla dlgtimlerin
giivenirlik ve gegerliligi stnanmis daha sonra arastirma kapsaminda gelistirilen
modelde yer alan degiskenler arasindaki iliskiler ve olusturulan arastirma sorulari
kanonik korelasyon analizi kullanilarak test edilmistir.

4.4. Arastirma Sorulari

Arastirma kapsaminda olusturulan teorik modelde yer alan degiskenler arasindaki
iligkiyi test etmek amaciyla asagidaki arastirma sorulart gelistirilmistir.

*  Marka deneyimi ile miisteri sadakati arasinda iliski var midur?
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e [lliski varsa, hangi deneyim boyutu miisteri sadakati iizerinde daha etkilidir?
*  Hangi deneyim boyutunun kanonik iligki setinde etkisi daha fazladwr?

*  Hangi sadakat boyutunun kanonik iliski setinde etkisi daha fazladir?

4.5. Arastirmanin Modeli

Aragtirma sorularinin test edilebilmesi igin Sekil 1’de verilen aragtirma kavramsal
modeli gelistirilmistir. Arastirma modeli, ¢alismanin ilk boliimlerinde kavramsal
gergevesi olusturulmus olan miisterilerin triin satin alirken yasadiklar1 duyusal,
duygusal, davranigsal ve entelektiiel deneyimlerinin; miisteri sadakatinin alt
boyutlari olarak belirlenen daha fazla 6deme istegi, agizdan agiza iletisimleri ve
yeniden satin alma niyeti degiskenleri arasindaki iliskiye dayanmaktadir.

X1
Duyusal —
Den.
Y1
Daha Fazla
Odeme Istegi
X2
Duygusal —
Den.
Xi Yi Y2
» Marka —> Miisteri Agizdan
X3 Deneyimi Sadakati Apiza letigim
Davranigsal —|—
Den
Y3
Yeniden Satin
X4 -~
Entelektiiel |—| Alma Niyeti
Den.

Sekil 1: Arastirma Kavramsal Modeli

Arastirma kapsaminda olusturulan modelde yer alan degiskenlerin arasindaki
iligkiyi test etmek icin kanonik korelasyon analizi kullanilmistir. Kanonik
korelasyon analizinde bagimli-bagimsiz degisken seti ayrimi yoktur. Ancak,
analiz siirecinde kullanilan degiskenler, bagimli ve bagimsiz degisken setleri
seklinde isimlendirilmektedir. Kanonik korelasyon analizi; bagimsiz degisken
seti ile bagimh degisken seti arasindaki iliskiyi Slger ve bu setler arasindaki
iliskinin daha iyi anlagilmasimi yani setlerde yer alan degiskenler arasindaki
iliskinin degisimin tam olarak ortaya konulmasini saglamakla birlikte, kanonik
agirliklar iligkili olduklart degiskenin nispi 6nemini gosterir (Akgiil ve Cevik,
2005). Kanonik korelasyonun bu dzelliklerinden dolay1 arastirma modelinde yer
alan bagimli ve bagimsiz degisken setlerinin hem kendi i¢lerinde hem de birbirleri
arasindaki iligkiyi 6lgebilmek ve setler i¢inde yer alan degiskenlerin kanonik
agirliklan ile degisken seti igindeki nispi dnemini tespit etmek amaciyla kanonik
korelasyon analizi tercih edilmistir. Arastirmanin bagimli degiskeni (X.) marka
deneyimidir. Bagimsiz degisken ise (Y,) miisteri sadakatidir. Kanonik degiskenler
ortiik (latent) degiskenleridir. Kanonik Korelasyon Analizi veri setinde yer alan
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ve X" ve Y olarak adlandirilan dogrusal kombinasyonlar (kanonik degiskenler)
arasindaki 111$k1ye dayanir. Bu kanonik degiskenler arasindaki iligkiler Kanonik
Korelasyon Katsayilariyla (p,) olgiiliir (Cilan ve Can, 2013).

5. Bulgular

Bu boliimde, arastirma kapsaminda kullanilan 6l¢eklerin gegerlilik ve giivenilirlik
analizleri, kesfedici faktor analizi ve degiskenler arasindaki iliskiyi test etmek
amaciyla gerceklestirilmis olan kanonik korelasyon analizi sonuglarma yer
verilmistir.

5.1. Gegerlilik ve Giivenilirlik Analizleri

Arastirma kapsaminda gelistirilen model test edilirken, Anderson ve Gerbing’in
(1988) énerdigi iki asamali modelleme ydnteminden faydalanilmistir. Oncelikle
arastirmada kullanilan 6lceklerin giivenilirliklerini test etmek icin, modelde
bulunan yedi tane Ortiik Degiskene (LV) ait 6l¢iimler Gdzlemlenen Degiskenden
(MV) faydalanilarak Cronbach’s alfa (o) hesaplanmistir. Cronbach’s alfa (a)
katsayilar1 Tablo 1°de sunulmustur. Daha sonra arastirmada kullanilan dlgeklerin
gecerliliklerini test etmek icin kesfedici faktor analizi yapilmistir. Ayn1 zamanda
Olceklerin ayirma (AVE) ve birlesme (CR) gegerliliklerini ne diizeyde sagladigina
bakilmistir. Yapilan analizler sonucunda elde edilen bulgular Tablo 1°de verilmistir.

Tablo 1. Gegerlilik, Giivenilirlik ve Kesfedici Faktor Analizi Sonuglari

A.Var.
LV MV I AVE CR
D
Marka deneyimi (¢=0,89; KMO=0,91;df=66, x>=2264,38;sig=,000; Toplam Varyans= %70,22)
Bu restoran, duyularima hitap etmesi agisindan 0.77
ilgingtir. ’
Duyusal Bu restoran, duyularima hitap etmesi agisindan 0.80
Deneyim bende giiglii bir olumlu izlenim birakiyor ’
Bu restoran, olumlu duyusal deneyime 068 0,77 1838 0,56 0,79
odaklantyor ’
Bu restoran, olumlu duygular uyandirtyor 0,66
B hakk ti¢lii olumlu hisleri
Duygusal u restoran hakkinda gii¢lii olumlu hislerim 0.67
. var
Deneyim

Bu restoran, olumlu duygusal deneyime 071
odaklaniyor > 0,76 16,21 0,46 0,72

Bu restoran, bana yapabilecegim aktiviteleri

0,81
hatirlatmaya galistyor.
Davranigsal Bu restoran, bana yagsam tarzi hakkinda 0.65
Deneyim diistinmeye sevk ediyor. ’
Bu restoran, etkinlikler yoluyla deneyime 058 076 18,08 047 0,72
odaklaniyor ’
Bu restorana gittigimde ¢ok fazla olumlu 0.87
Entelektiiel diiglinceye giriyorum. ’
. Bu restoran merakimi uyandiriyor. 0,53
Deneyim -
Bu restoran, olumlu diisiinceler yoluyla 0.80

deneyime odaklantyor ’ 0,78 17,47 0,55 0,78




432 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:16, Say:: 2, Mayis 2023, ss. 421-450

Miisteri Sadakati (0=0,86; KMO=0,85; df=36; x*=1673,34; sig=,000; Toplam Varyans= %71,95)

Bu restorana baglryim. 0,86
Dgha Fazla Burestoran i¢in diger restoranlara gore daha 0.65
Odeme yiiksek bir fiyat 6demeye razryim. ’
Istegi Fiyatlar1 artsa bile bu restoranda yemek 0.82
yemeye devam ederim. ’ 0,78 24,57 0,61 082
Bir sohbette bu restorandan bahsedilmisse, 0.83
B tavsiye ederim. ’
Agizdan Bu restorani arkadaslarima veya aileme tavsiye
Agiza . 0,78
e ettim.
Hletisim Birisi bu restoran hakkinda olumsuz bir yorum
0,69 081 2416 056 081
yaparsa, onu savunurum.
Bir dahaki sefere arkadaglarimla veya ailemle
yemek yiyebilecegim yerler aradigimda bu 0,70
Yeniden restoranda yemek yerim.
Satin Alma Gelecekte bu restoranda yemek yemeye devam 0.84
Niyeti etmeyi planliyorum. ’

Bu restorana ihtiyacim oldugunda miisait

. . ,81
degilse (doluysa), bagka bir zaman alacagim. 08 0,79 23,19 0,61 0,82

Tablo 1’den de goriildiigii gibi; tiim Cronbach’s alfa (o) katsayilar1 6nerilen deger
olan 0,70 esik degerinin iizerindedir. Ayn1 zamanda her bir gdzlemlenen degisken
(MV), iligkili oldugu ortiik degisken (LV) igindeki degisimin en az 0,70’lik
boliimiinii agiklamaktadir. Bu sonuglar; arastirmada kullanilan Slgeklerin igsel
tutarliliga (Internal Consistancy) ve biitiinsel giivenilirlige (composite relaibility)
sahip oldugunu gostermektedir. Olcegin giivenilirligi test edildikten sonra,
gegerliligini test etmek igin kesfedici faktdr analizi yapilmis ve ayni zamanda
6lgegin ayirma (discriminant) ve birlesme (convergent) gecerlilik diizeylerini
ne kadar sagladigina bakilmistir. Olgegin gecerliliginin tespit edilebilmesi icin
ilk olarak temel bilesenler (principle components) ve varimax faktdr rotasyon
yontemleriyle kesfedici faktor analizi (KFA) gergeklestirilmistir. Yapilan KFA
analizi sonucunda; Barlett kiiresellik test degerinin anlamli oldugu ve KMO
degerinin 0,70’in {izerinde ¢iktig1 gorilmiistir ve bu sonug¢ faktor analizi
gerceklestirilebilir oldugunu ifade etmektedir (Nakip, 2003). Eger her bir 6l¢iim
yalnizca ait oldugu faktdre yiikleniyorsa yani gozlemlenen degiskenlere (MV)
ait faktor yiiklerinin (A) ait oldugu ortiikk degiskende (LV), ait olmadigi ortiik
degiskene oranla daha yiiksek bir degere sahip ise bu durum &lgegin birlesme
gecerliligini saglamis oldugunu gostermektedir (Compeau ve Higgins, 1995).
Ayn1 zamanda 6l¢lim modeli yap1 gegerliligi acisindan da analize tabi tutulmustur.
Olgekler; yap1 gecerliligini saglayabilmek icin uyusma (birlesme) ve ayrisma
gecerliligine sahip olmalidir (Ong ve Van Dulmen, 2007). Uyusma ya da diger bir
ismiyle birlesme gegerliligi faktor yiikleri, CR degeri yani yap1 giivenilirligi ve
AVE degeri yani agiklanan ortalama varyans ile 6l¢iilmistiir. Uyusma (birlesme)
gegerliligi igin faktor yiiklerinin ideal deger olan 0,70 veya iizerinde bir degere
sahip olmasi1 ve en diisiik faktor ylik degerinin 0,50 olmasi gerekmektedir (Hair
vd., 2009). Eger faktor yiikleri yiiksekse ve ait oldugu faktore anlamli bir sekilde
yiiklendiyse, 6l¢egin uyusma gegerliligi yliksek olarak degerlendirilir. Tablo 1°de
de goriildiigii gibi MV’lere ait faktor yiiklerinin 0,50°den biiyiiktiir ve ait oldugu
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faktorlere anlamh olarak yiiklenmektedir. Ayn1 zamanda uyusma gecerliliginin
diger bir kanit1 olan AVE (agiklanan ortalama varyans) ve CR (bilesik glivenilirlik)
degerlerine de bakilmistir. Olgegin uyusma gegerliligini saglayabilmesi igin
AVE degerinin 0,50°den biiyiikk olmasi ve CR degerinin de AVE degerinden
biiylik olmasi gerekmektedir (Fornell ve Larcker, 1981; Hair vd., 2009). Tablo
1 incelendiginde; her bir faktoriin CR degeri AVE degerinden yiiksektir. Ancak;
duyusal deneyim ve davranigsal deneyim faktorlerinin AVE degerlerinin esik
deger olarak kabul edilen 0,50’den diisiik oldugu gériilmektedir. Olcege ait
diger giivenilirlik Slgiimleri yeterli seviyede oldugu i¢in bu iki faktore ait AVE
degerinin 0,50°den biraz diisiik olmasi kabul edilebilmektedir. Duyusal deneyim
ve davranigsal deneyim faktorlerinin o, CR ve faktor yiikleri degerlendirildiginde
gerekli olan gilivenilirlik sartlarii sagladigi i¢in bu faktorlerin modelde kalmasi
uygun bulunmustur. Tim bu sonuglara bagl olarak, 6lgegin uyusma gecerliligi
icin gerekli olan tiim sartlar1 sagladig tespit edilmistir.

Olgegin uyusma gecerliligini sagladig1 belirlendikten sonra ayrisma gegerliligi i¢in
gerekli sartlar saglayip saglamadigina bakilmistir. Ayrigma gecerliliginin tespit
edilebilmesi i¢in, AVE katsayisinin karekokleri ile faktorler arasindaki ¢apraz
korelasyon katsayilar1 incelenmistir. Olcege ait ayrisma gecerliligi sonuglar
Tablo 2’de verilmistir.

Tablo 2. Ayrisma Gegerliligi

Duyusal Duygusal Davramgsal Entelektiiel Daha F. Ag@zdan Yeniden
Deneyim Deneyim  Deneyim Deneyim  Od.list. Agizai. S.A.N.

Duyusal

Deneyim 0,74
Duygusal 0,56 0,67
Deneyim
Davramgsal = 5 0,66 0,68
Deneyim
Entelektel - 1, 0,63 0,57 0,74
Deneyim
Daha Fazla
Odeme ist. 0,42 0,63 0,57 0,72 0,78
Agizdan
o 0,60 0,60 0,60 0,53 0,53 0,74
Agiza llet.
Yeniden
Satin Alma 0,45 0,46 0,51 0,43 0,43 0,60 0,78
Niyeti

Not: Kosegende yer alan koyu ve italik sayilar AVE karekokleri, diger sayilar ¢apraz korelasyon
degerleridir.

Compeau ve Higgins (1995), arastirma kapsaminda kullanilan 6lgegin ayrisma
gegcerliligi i¢in gerekli sartlar1 saglayabilmesi i¢in faktorlerin ¢apraz korelasyon
katsayillarimin  AVE’nin karekok degerlerinden diisik olmasi1 gerektigini
belirtmislerdir. Tablo 2’de gortldiugii gibi tim AVE’lerin karekok degerlerinin,
altinda ve yaninda bulunan g¢apraz korelasyon degerlerinden yiiksek oldugu
goriilmiistiir. Bu sonuglara bagli olarak dlcek, ayrisma gegerliligini saglamaktadir.
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5.2. Marka Deneyimi ile Miisteri Sadakati Arasindaki Iliskilere Yonelik
Bulgular

Marka deneyimi ve miisteri sadakati degiskenleri arasindaki karsilikli ve ¢oklu
iliskiyi ortaya koyabilmek amaciyla kanonik korelasyon analizi kullanilmustir.
Kanonik korelasyon analizinin uygulanmasi i¢in bazi varsayimlarin saglanmis
olmasi lazimdir. Bu varsayimlarin ilki elde edilen verilerin normal dagilim
gostermesidir. Verilerin normal dagilima uygunlugu carpiklik ve basiklik
degerlerine bakilarak incelenmis ve tiim degiskenlerin carpiklik ve basiklik
degerlerinin +1,5 ve -1,5 smirlart arasinda oldugu tespit edilmistir. Carpiklik
ve basiklik degerlerinin bu degerler arasinda olmasi dagilimm normal dagilim
oldugunu gostermektedir (Tabachnick ve Fidell, 2013).

Kanonik korelasyon analizinin uygulanabilmesi i¢in karsilanmasi gereken ikinci
varsayim ise, ayni veri setinde yer alan degiskenlerin arasinda ¢oklu baglanti
(multicolinearty) sorununun olmamasi gerekliligidir (Temurtas, 2016). Bu sorunun
olup olmadiginin tespit edilebilmesi amaciyla ikili korelasyonlara bakilmis ve
sonuglar yukarida yer alan Tablo 2’de verilmistir. Tablo 2’den de goriilebilecegi
gibi; aym veri setinde yer alan degiskenler arasinda 0,80 degerinden yliksek
bir korelasyon degerinin bulunmamasi ¢oklu baglanti sorununun olmadigini
gostermektedir. Ayn1 zamanda Tablo 2 incelendiginde; marka deneyiminin
alt boyutlart olan duyusal deneyim, duygusal deneyim, davranigsal deneyim,
entelektiiel deneyim hem kendi i¢lerinde hem de miisteri sadakatinin alt boyutlari
olan daha fazla 6deme istegi, agizdan agiza iletisim, yeniden satin alma niyeti
arasinda anlamli, pozitif ve orta diizeyde bir iliski oldugu belirlenmistir. Benzer
sekilde miisteri sadakatinin alt boyutlar1 olan daha fazla 6deme istegi, agizdan
agiza iletisim, yeniden satin alma niyeti faktorlerinin de kendi iginde anlamli,
pozitif ve orta diizeyde bir iliskiye sahip olduklar gériilmektedir.

Kanonik  korelasyon analizinde, hesaplanan kanonik korelasyonlarin
yorumlanabilmesi, anlamli olan kanonik korelasyonlarin belirlenmesiyle
gergeklestirili. Bu c¢alismada anlamlilik testi olarak Wilks’ Lambda Testi
kullanilmistir. Sonuglar; kanonik korelasyon katsayisi, kanonik yiik, kanonik
capraz ylik ve aciklanan varyans oranlar1 yardimiyla yorumlanacaktir.

Arastirmada bagimsiz degiskenler marka deneyimi boyutlari, bagimli degiskenler
ise misteri sadakti boyutlarindan olusmaktadir. Arastirmada marka deneyimi
setinde 4, misteri sadakati setinde ise 3 adet degisken bulunmasi nedeniyle 3
tane kanonik degisken ¢ifti tespit edilmistir. Tablo 3’te de goriildiigii gibi, analiz
sonucunda tespit edilen 3 kanonik fonksiyondan 2 tanesi istatistiki agidan
anlamlidir. Buna gére marka deneyimi ve miisteri sadakati arasinda anlamliiligkiler
bulunmaktadir. Yapilan analizler sonucunda tespit edilen {i¢ kanonik fonksiyona
ait 6z degerler ve kanonik korelasyon degerleri Tablo 3’te sunulmustur.
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Tablo 3. Kanonik Korelasyonlar ve Anlamliliklar

Kanonik Kanonik Korelasyon Kanonik

Fonksiyon Katsayis1 (Rc) Ozdeger Kok(Rc?) F P Wilks 2
1 0,99 49,37 0,98 406,78 ,000 0,01
2 0,61 0,61 0,37 39,29 ,000 0,61
3 0,05 0,003 0,002 - e 0,99

Tablo 3’e gore marka deneyimi ve miisteri sadakati arasinda anlamli ve giicli
diizeyde iliskiler bulunmaktadir. Birinci kanonik degisken c¢ifti arasindaki
basit korelasyon katsayisi 0,99; ikinci kanonik degisken cifti arasindaki basit
korelasyon katsayist ise 0,61 olarak hesaplanmistir. Kanonik kok (Rc?) ise iki
kanonik degisken arasi paylasilan varyansin toplamidir ve bu iki veri seti birinci
kanonik fonksiyonda %98, ikinci kanonik fonksiyonda ise %37 oraninda varyans
paylagmaktadir. Anlamli olan kanonik degisken ciftlerinden birincisi (V,W)),
ikinci kanonik degisken cifti ise (V,W,) olarak gosterilmektedir. Ancak kanonik
korelasyon analizde; elde edilen kanonik fonksiyonlarm anlamli olmasinin yani
sira, iki degisken seti arasindaki varyansi en fazla agiklama giicline sahip olan
fonksiyon yorumlanmaktadir (Temurtas, 2016). Bu nedenle yalnizca, iki degisken
seti arasindaki varyansi en fazla agiklama giicline sahip olan birinci kanonik
fonksiyon yorumlanacaktir.

Kanonik katsayilar, kanonik korelasyon analizinin yorumlanmasinda
kullanilmaktadir. Kanonik katsayilarm yorumlanmasi, regresyon denklemindeki
beta katsayilarinin yorumlanmasina benzer ve oransal olarak daha biiylik agirliga
sahip orijinal degiskenler, kanonik degiskene daha fazla katki yapar. Birinci
kanonik fonksiyona iliskin standardize edilmis kanonik katsayilar Tablo 4’de
verilmistir.

Tablo 4. Setl ve Set2’ye Ait Standartlastirilmig Kanonik Korelasyon Katsayilari

Setl Set2
Standardize Edilmis Standardize
. Edilmis Kanonik
Kanonik Katsayilar
Katsayilar
Duyusal D. (X,) -0,15 Daha Fazla Ode Is (Y1) -0,24
Duygusal D.(X,) -0,26 Agizdan Agiza Ile. (Y2) -0,19
Davranigsal D. (X,) -0,91 Yenid. Sat.Al. Niy. (Y3) -0,95
Entellektiial D (X,) -0,26

Tablo 4’de sunulan ilk kanonik degisken ¢iftine ait modeller standartlagtirilmis
katsayilar dikkate alinarak kuruldugunda asagidaki esitlik ortaya ¢ikmaktadir.

V= (0,15X+ (-0,20)X,+ (-0.9)X,+ (-0,26)X,
W = (-0,24)Y + (-0,19)Y,+ (-0,95)Y,
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Bu esitlikler incelendiginde, birinci degisken ciftini ifade eden V| kanonik
degiskeninin olusmasindaki en fazla etki X, (davranigsal deneyim) degiskenine
aittir. Ikinci kanonik degisken ciftini ifade eden W, kanonik degiskeni i¢inde en
fazla etkiye sahip olan ise Y, yani yeniden satin alma niyeti degiskenine ait olarak
ortaya ¢ikmugtir.

Kanonik degiskenlere ve kanonik korelasyon katsayisina en yiiksek katkiyi
saglayan orijinal degiskenlerin tespit edilmesini kanonik yiikler saglar. Buna gore
Setl’deki bagimsiz degiskenlerin V| kanonik degiskeni ile olan korelasyonlari ve
Set2’deki bagimli degiskenlerin W, kanonik degiskeni ile olan korelasyonlar ise
Tablo 5’de sunulmustur.

Tablo 5. Birinci Kanonik Degisken Ciftine Ait Kanonik Yiikler

Vi W,
Duyusal D. (X)) -0,15 Daha Fazla Ode Is (Y1) -0,24
Duygusal D.(X,) -0,26 Agizdan Agiza Tlet. (Y2) -0,19
Davranigsal D(X,) -0,91 Yeniden Sat.Al. Niy. (Y3) -0,95
Entellektiial D(X,) -0,26

Tablo 5’ye gore marka deneyimi degiskenine ait olan Setl’deki bagimsiz
degiskenler ile V| kanonik degiskeni arasindaki korelasyonlar incelendiginde
Setl’e en fazla katki yapan bagimsiz degiskenin X, (davranigsal deneyim)
degiskeni oldugu goriilmektedir. Miisteri sadakati degiskenine ait olan Set2 i¢inde
yer alanbagimli degiskenlerinin W, kanonik degiskeni ile olan korelasyonlari ise
incelendiginde ise Set2’ye en fazla katki yapan degiskenin Y, (yeniden satin alma
niyeti) oldugu goriilmektedir.

Degiskenlere ait kanonik ¢apraz yiikler ise Tablo 6’de sunulmustur.

Tablo 6. Birinci Kanonik Degisken Ciftine Ait Kanonik Capraz Yikler

Bagimh

Orijinal Kanonik Ol‘l:]lnal Ba.glmslf.Kano-
Bagimsiz Degisken Degisken Bagumh nik Degisken

g s18 sl Degisken \D)
W)

Duyusal D. (X,) -0,15 Daha Fazla Ode Is (Y1) -0,23

Duygusal D.(X) -0,26 Agizdan Agiza ile. (Y2) -0,19

Davranigsal D.(X,) -0,90 Yeni. Sat.Al. Niy. (Y3) -0,94
Entellektiial D.(X,) -0,26

Tablo 6’da sunulan Setl iginde yer alan bagimsiz degiskenlerin Set2 kanonik
degiskeni ile olan korelasyonlarma bakildiginda miisteri sadakati ile en fazla
iligkiye sahip bagimsiz degiskenin X, (davranigsal deneyim) degiskeni oldugu
goriilmektedir. Set2 i¢inde yer alan bagimli degiskenlerin Setl kanonik degiskeni
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ile olan korelasyonlarina bakildiginda ise marka deneyimi ile en fazla iliskiye
sahip bagimli degiskenin Y, (yeniden satin alma niyeti) oldugu belirlenmistir.

Aciklanan varyans oranlari; degisken setlerinden herhangi birinin, diger setlerin
varyansini ne oranda agikladigini belirler ve her bir kanonik korelasyona yonelik
hesaplanmaktadir. Tablo 7’da Setl ve Set2 i¢in hesaplanan agiklanan varyans
oranlar1 sunulmaktadir.

Tablo 7: Aciklanan Varyans Oranlar1 (Gereksizlik Olgiitleri)

Setl’in 5 , Set2’nin Set2’nin
Kanonik kendi icinde Seg 11121:3:21 de | endiicinde Set1’de
Degisken agikladign srcadis agikladign agikladign
varyans
varyans varyans varyans
1 0,25 0,24 0,33 0,32

Tablo 7°e gore Setl’i olusturan bagimsiz degiskenler bu setin %25’ini agiklarken,
bu degiskenler Set2’nin % 24’iinii aciklayabilmektedir. Diger bir ifade ile marka
deneyiminin miisteri sadakatini agiklama oran1 %24’diir. Miisteri sadakati setini
olusturan bagimli degiskenler ise, bu setin %33’ilinli aciklamaktadir. Set2’nin
Set1’i yani miisteri sadakatinin marka deneyimini agiklama orani ise %32 olarak
bulunmustur.

6. Tartisma ve Sonug¢

Marka deneyimi ile miisteri sadakati arasinda iligkiyi inceleyen ¢ok sayida ¢aligma
olmasina karsin, yerli literatiirde misteri sadakatinin alt boyutlari olarak daha fazla
o6deme istegi, agizdan agiza iletisim ve yeniden satin alma niyetinin kullanildigi
calisma sayist sinirhdir. Bu g¢aligmada; marka deneyiminin alt boyutlar1 olan
duyusal deneyim, duygusal deneyim, davranigsal deneyim ve entelektiiel deneyim
ile miisteri sadakatinin alt boyutlar1 olan daha fazla 6deme istegi, agizdan agiza
iletisim ve yeniden satin alma niyeti arasindaki iliskinin kanonik korelasyon
analizi ile incelenmesi ve yiyecek igecek sektoriinde uygulamasiin yapilmasi
agisindan 6nemli sonuglart barindirmaktadir.

Arastirmada elde edilen ilk sonu¢ marka deneyimi ile miisteri sadakati arasinda
anlamli ve giiglii (Rc= 0,99) bir iliskinin ortaya ¢ikmasidir. Bu sonug ilk arastirma
sorusunun karsiligr olmaktadir. Arastirma sonucunda elde edilen bu sonucu
destekleyen; farkli sektorlerde, farkli tilkelerde ve farkli 6rneklem kitleler iizerinde
gercgeklestirilmis calismalar bulunmaktadir. Shanmim ve Muhammed (2013) marka
deneyimi ve sadakat arasinda dogrudan bir iligski oldugu sonucuna ulagmislardir.
Nysveen vd. (2013) marka deneyimi 6l¢egini 10 farkli telekom hizmeti markasi
kullanarak test ettigi calismada, hizmet isletmelerinde marka deneyiminin; marka
kisiligi, marka memnuniyeti ve miisteri sadakati {istiinde gii¢lii bir etkisinin
oldugunu belirtmislerdir. Iglesias vd. (2011) ¢alismalarinda marka deneyiminin
misteri sadakati {izerinde dolayli bir etkiye sahip oldugunu tespit etmislerdir.
Jones ve Runyan (2013) yapmis olduklar1 ¢aligmada, marka deneyiminin
misterilerin memnuniyeti ve sadakatini davranigsal yonde etkileyen sonuglarinin
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oldugunu tespit etmislerdir. Ryu 2005 yilinda gergeklestirdigi ¢alismada; liiks
restoranlarin se¢iminde, hem miisteri memnuniyetinin hem de duyusal uyaricilarin
miisterilerin daha sonra yapacagi satin alimlariyla alakali davranigsal niyetlerini
biiyilik oranda etkiledigini belirlemistir. Ancak bu ¢alismanin; yukarida belirtilen
benzer sonuglara sahip diger ¢alismalardan farkli olarak; hem o6zelde Kiitahya
ilinde faaliyette bulunan yiyecek igecek isletmelerinde kapsaminda marka
deneyimi ile miisteri sadakati arasindaki iliskiyi ortaya koymasi hem de 6zellikle
yerli literatiirde miisteri sadakatinin alt boyutlar1 olarak; daha fazla 6deme istegi,
agizdan agiza iletisim ve yeniden satin alma niyeti boyutlarmin kullanildig1 nadir
caligsmalardan biri olmasi arastirma sonucunda elde edilen bu bulguyla literatiire
katk1 saglandig1 ifade edilebilir.

Aragtirmada tespit edilen ikinci sonug ise; marka deneyimi setinde en yiiksek temsil
giicline sahip alt boyutun davranigsal deneyim, miisteri sadakati setine en fazla
katk1 yapan alt boyutun ise yeniden satin alma niyeti oldugudur. Bu sonug arastirma
kapsaminda olusturulan igiincii ve dordiincii sorularinda cevabini vermektedir. Yapilan
analizler sonucunda ortaya konulan diger bir sonug ise miisteri sadakati ile en fazla
iliskiye sahip deneyim boyutunun davranigsal deneyim; marka deneyimi ile en fazla
iliskiye sahip sadakat boyutunun ise yeniden satin alma niyeti oldugudur. Bu sonug
aragtirma kapsaminda olusturulan ikinci sorunun cevabini vermektedir. Arastirmanin
bir bagka sonucu ise iki degisken seti arasinda paylasilan varyansin orta diizeyde
olmasidir. Her ne kadar iki degisken seti arasinda anlamli bir iligkiyi olsa da, gereksizlik
indeksine gore marka deneyimi miisteri sadakatinin %24’liik kismimi agiklamaktadir.
Aragtirma sonucunda elde edilen bu bulgulara literatiirde yer alan farkli sektorlerde,
farkll iilkelerde ve farkli 6rneklem kitleler {izerinde gerceklestirilmis ¢alismalarin
sonuglart ile Ortiismektedir. Perakende marka deneyimi iizerinde arastirma yapan
Nikhashemi vd. (2019) perakende deneyiminin miisterilerin daha fazla 6deme istegi,
devamli satin alma niyeti ve agizdan agza iletisimi gergeklestirme gibi davraniglari
etkiledigini tespit etmislerdir. Lin ve Hsieh 2007 yilinda yapmus olduklari ¢aligmanin
sonucunda davranigsal niyetin, miisterilerin isletmeden hizmet almaya devam edip
etmeyeceklerinin bir gostergesi oldugunu belirlemislerdir. Liu vd. (2005) davranissal
niyetin boyutlarmin; tekrar satin alma, yeniden ziyaret etme, baskalarina tavsiye etme
ve pozitif gozlemler oldugunu yaptiklari caligma ile ortaya koymuslardir. Zeithaml vd.
(1996) olumlu davranissal deneyim sonucunda miisterinin; igletme ile ilgili olumlu
konustugunu, igletmeyi etrafina tavsiye ettigini, isletmeye sadik kaldigini, isletmenin
iirtinleri i¢in daha fazla para harcadigini ya da isletmenin iiriinlerine daha fazla
iicret 6demeye razi oldugunu belirtmistir. Benzer bir caligmada ise Nadzri ve Musa
(2014), markalarin miisterilerine deneyim sunmasinin, sonraki satin alma davranislar
iizerinde etkisi oldugu sonucuna ulasmislardir. Zarantonello ve Schmitt (2010) marka
deneyiminin biitiinsel miisterileri cok giiclii, faydaci miisterileri ise ¢ok zay1f bigimde
etkiledigini belirlemislerdir. Heung ve Gu (2012), restoran atmosferinin miisterinin
memnuniyetini ve davranigsal deneyimlerini 6nemli derecede etkiledigini belirtmisler
ayrica memnun olan miisterilerin igletmeyi etraflarina tavsiye etmeye ve daha fazla
0deme yapmaya istekli oldugunu tespit etmiglerdir. Othman vd.’nin (2013) Malezya'da
gerceklestirdigi ¢alismada, Malay restoranlarinin hizmet eksiklerinin ve hizmetlerini
tyilestirme yoniindeki egilimlerinin miisterilerin davranigsal niyetleri tizerinde 6nemli
bir etkisi oldugunu belirtmislerdir. Yildiz (2019), spor ayakkabi iizerine yapmis
oldugu caligmada daha fazla 6deme isteginin davranigsal sadakat iizerinde anlamli
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bir iliskisi oldugunu ifade etmistir. Ev yemekleri yapan restoranlarin daha fazla tercih
edilmesi lizerine arasgtirma yapan Atilgan ve Kog (2019), miisterilerin fiyatlara yonelik
duyarlihgmin ve hizmetle ilgili deneyimlerinin davranigsal niyet iistiinde olumlu
etkisi oldugu gézlemlenmis ve ayrica fiyat duyarlihigi ve hizmet kalitesine bagl olarak
davranissal deneyimin de daha fazla 6deme istegi ile iliskili oldugu gézlemlenmistir.
Kazangoglu (2011) havayolu isletmeleri {izerinde yapmis oldugu ¢aligmada, miisteri
sadakatinin miisteri davranigina doniistigii ve firmanm bilet fiyatlarinda artis yapsa
bile miisterinin daha fazla 5deme istegi ile firmay terk etmedigini ifade etmistir. ilban
vd. (2021) tatil satin alma siirecinde agizdan agiza iletisimin davranigsal deneyim
iizerinde olumlu ve olumsuz etkisinin oldugunu belirtmislerdir. Chang vd.’nin 2012
yilinda yaptiklari ¢aligma sonucunda, miisteri deneyimlerinin ve memnuniyetlerinin;
davranissal niyeti, tekrar ziyaret etme istegini, tavsiye etme oranini, daha fazla 6deme
yapma istekliligini ve agizdan agza iletisimi etkiledigini tespit etmislerdir. Sahin
(2015), deneyim boyutlarimim miisteri memnuniyetini etkiledigi ve marka deneyimi
ile tekrar satin alma niyeti arasinda olumlu bir iligki bulundugunu belirlemistir. Kara
ve Kimzan 2016 yilinda mobilya sektériinde bir aragtirma gerceklestirmis ve marka
deneyiminin, tatmin aracilityla miisterilerin yeniden satin alma niyetleri istiinde
pozitif bir etkiye sahip oldugunu tespit etmislerdir. Ayrica arastirmada davranigsal
deneyimlerin artmasinin miisterilerin tatmin diizeylerini ve tekrar satin alma niyetlerini
arttigini belirlemiglerdir. Vestel marka cep telefonu kullanicilan iizerinde arastirma
yapan Gilimiis ve Onurlubag (2020), marka deneyiminin alt boyutlar1 olan duyusal,
duygusal ve eylemsel deneyimlerin miisterilerin tekrar satin alma niyetleri iistiinde
etkili oldugu sonucuna ulagmislardir. Kim vd. (2015) SPA sirketi (Zara ve Uniqlo)
iizerinde yaptiklar1 calismada, miisteri sadakati tizerinde marka deneyiminin; duyusal,
duygusal, davramigsal ve entelektiiel deneyim boyutlarmin tamaminin anlamli bir
etkiye sahip oldugunu belirtirken entellektiiel deneyimin etkili olmadigini belirtmistir.
Yukarida verilen benzer sonuglara sahip calismalardan farkli olarak bu caligma;
marka deneyimi ve miigteri sadakati degiskenleri arasindaki iliskiyi ve degiskenlerin
alt boyutlarinin nispi 6nemini Kiitahya ilindeki yiyecek icecek isletmeleri agisindan
ortaya koyan ilk ¢caligma olmasi agisindan hem literatiire hem de bolgesel sektore katki
saglamaktadir.

Sektore yonelik oneriler: Bu sonuglara bagl olarak; yiyecek icecek sektdriinde
faaliyette bulunan isletmelerin miisterilerin hizmeti satin alirken yasadiklari
deneyimlerinin onlarin aldiklart hizmet i¢in daha fazla &deme isteklerini,
etraflarina isletmeyle ilgili tavsiyelerde bulunmalarint ve tekrar ayni igsletmeden
hizmet satin alma niyetlerini etkiledigini godz Oniinde bulundurmalari
gerekmektedir. Ozellikle hizmetlerin soyut olma ve iiretimi ile tiiketiminin
es zamanl olma ozelliklerinden dolay1 yiyecek icecek isletmelerinde marka
deneyiminin hizmetin tiiketimi esnasinda olugmasi, satis 6ncesi ve satig sonrasi
siireclerin s6z konusu olmamasi, hizmet kalitesinin degerlendirilmesinde sadece
satis esnasi siirecin degerlendirilmesine ve deneyiminde bu siliregte ortaya
¢ikmasina neden olmaktadir. Bu nedenle yiyecek icecek isletmeleri miisterilerinin
restoranlarina girdikleri andan ¢iktiklar1 ana kadar gegen siireci ve bu siirec
icerisinde miisterilerinin deneyimlerini pozitif yonde etkileyecek uygulamalar
gerceklestirmek durumundadirlar. Bu uygulamalarin yiyecek icecek isletmesinin
yapisina, iirlin gamina ve hedef pazarinin yapisina uygun bir sekilde planlanmasi
da stratejik bir 6neme sahiptir.
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Siirdiiriilebilir kar saglamak isteyen yiyecek igecek isletmeleri igin miisteri sadakati
oldukga biiylik bir éneme sahiptir. Bu nedenle yiyecek igecek isletmelerinin
misteri sadakati saglayabilmeleri i¢in miisterilerinin isletmelerinden aldiklar
hizmete yonelik deneyimlerinin olumlu olmasi ve bu sayede etraflarina o isletmeyi
tavsiye etmelerini saglamalar1 gerekmektedir. Hizmetlerin pazarlanmasinda insan,
siire¢ ve fiziksel 0gelerin pazarlama karmasi elemanlarina eklenmesi nedeniyle
misterilerin restorana yonelik deneyimleri iizerinde calistirdiklar1 personelin,
hizmetin sunum siireglerinin ve restoranin fiziksel unsurlarmin da etkisini goz
ard1 etmemeleri gerekmektedir. Bu ii¢ unsurda yapilacak olan iyilestirmelerin de
misterilerin deneyimleri ve dogal olarak hem agizdan agiza iletisim hem yeniden
satin alma niyeti hem de daha fazla 6deme istekleri {izerinde olumlu bir etkisi
olacagi unutulmamalidir. Miisterilerin deneyimlerini olumlu yonde etkileyecek
tiim ¢abalarin bir maliyet degil yatirim oldugu gergegi kabul edilmeli ve yiyecek
icecek isletmeleri stratejik planlarini bu ¢ercevede yapmalidirlar.

Akademiye yonelik oneriler: Bu calisma; marka deneyimi ile miisteri sadakati
arasindaki iligkiyi ortaya koyabilme agisindan 6nemli sonuglar ortaya koymus
olsa da, marka deneyimi ile miisteri sadakati arasindaki iligkinin anlasilmasinda
daha fazla arastirmaya ihtiya¢ duyulacagi gercegi goz oniinde bulundurulmalidir.
Ayrica, bu calisma sadece Kiitahya ilinde faaliyette bulunan yiyecek igecek
isletmelerinden hizmet satin alan miisteriler iizerinde uygulanmis olmasi,
yiyecek icecek sektoriiniin bolgesel olarak farkli ve kendine has karakterinin
olmasi ve ¢alismanin kesitsel bir arastirma olmasi ¢alismanin énemli kisitlarini
olusturmaktadir. Bu nedenle arastirma sonucunda elde edilen bulgularin tiim
popiilasyona genellenmesi konusunda simirliliklar bulunmaktadir. Gelecekte
yapilacak olan ¢alismalarin farkli illerde ve farkli O6rneklemler {izerinde
gerceklestirilmesi ve elde edilecek bulgular ile Kiitahya ili 6zelinde yapilan bu
calismanin sonuglarinin karsilastirma imkaninin ortaya ¢ikmasi literatiire katki
saglamasi acgisindan 6nemli faydalar saglayacaktir.

Ayn1 zamanda; gelecekte yapilacak olan calismalarda marka deneyimi haricinde
misteri sadakati tizerinde etkili veya miisteri sadakati ile iligkili bagka degiskenlerin
degerlendirmesi faydali olacaktir. Miisteri sadakati konusu oldukca hassastir ve
farklh birgok degiskenden etkilenmektedir. Miisteri sadakatinin oncelleri olarak
literatiirde ¢ok farkli degiskenler (giiven, marka itibari, marka imaji, miisteri
iligkileri, hizmet kalitesi, algilanan deger, marka degeri, marka gériinimii, miisteri
sikayet yonetimi, orgiit kiiltiirii, tutundurma cabalar1 vb.) belirlenmistir. Gelecekte
yapilacak olan ¢alismalarda bu farkli degiskenlerin miisteri sadakati ile arasindaki
iliski yiyecek igecek isletmeleri 6zelinde incelenerek elde edilecek olan bulgular
sayesinde literatiire katki saglanabilir.

Tim bunlara ek olarak bu calisma hizmet sektoriiniin aktorlerinden biri olan
yiyecek igecek isletmeleri tizerinde gerceklestirilmistir. Ancak hizmet sektoriinde
farkli 6zelliklere sahip konaklama isletmeleri, tur operatorleri, seyahat isletmeleri
gibi baska isletmeler de yer almaktadir. Bu c¢alisma kapsaminda ele alinan
marka deneyimi ile miisteri sadakati arasindaki iliski bu isletmeler iizerinde
de incelenebilir. Ayn1 zamanda hizmet isletmeleri haricinde iretim isletmeleri
kapsaminda da bu degiskenler arasindaki iliski gelecekte yapilan calismalarda
incelenerek ozellikle yerli literatiire katki saglanabilir.
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EXAMINING THE RELATIONSHIP BETWEEN BRAND EXPERIENCE
AND CUSTOMER LOYALTY WITH CANONICAL CORRELATION
ANALYSIS, AN APPLICATION ON FOOD AND BEVERAGE
BUSINESSES

Introduction

Today, the fact that eating out activities have gone beyond basic needs and have
turned into daily activities, the spread of eating out culture and the establishment
of chain businesses to respond to eating and drinking out have led to a severe
competition among restaurant businesses. Therefore, restaurants carry out
various studies to increase customer satisfaction and loyalty in order to resist this
competition and maintain their sustainability by making profit (Barber etal.,2011).
Among these studies are those to increase the quality of purchasing, preparation
and delivery services in order to increase customer satisfaction (Yilmaz, 2007).
The customer's satisfaction with the service offered to them will create a sense of
loyalty between the customer and the business so that they will begin to have a
sense of loyalty when they leave the establishment (Arabaci, 2010).

Theoretical Framework

In the service sector, customer loyalty is a very important issue for the continuity of
the business for the restaurant industry since a loyal customer is a prerequisite for a
business to gain a strong customer base and high market share (Chuan, et al., 2018).
Customer loyalty is expressed as the relationship between the customer's positive
attitude towards a brand and repetitive purchase behaviour. (Dick & Basu, 1994).

The consumer's willingness to pay more due to customer loyalty, according to Shin
et al. (2017), is their willingness to pay a reward price for a product. Customers
spread their own experiences through word of mouth communication, which is an
effective factor in repurchasing or changing service (Ozkan, 2014). Repurchase
intention is expressed as the customer's future purchase of a service from the same
place. The act of repurchasing, which constitutes the definition of loyalty, refers
to behaviourally realized and repeated purchases (Kim et al., 2011). Customers
who are loyal to the business do not leave the business even after many years
have passed, they buy more services than other customers by staying loyal, they
pay more for the service they buy by showing less price sensitivity, and they also
advertise the company by talking positively about it. (Marangoz, 2007).

Brand experience is a very important issue for restaurants in the service sector.
The authenticity of the experience serves as a sustainable competitive tool for
restaurants (Chuan, et al., 2018). Brand experience concept is defined by Brakus et
al. as “subjective, internal consumer reactions (senses, feelings and perceptions)
and behavioural responses evoked by brand-related stimuli of the brand's design
and identity, packaging, communication and environment” (Brakus et al., 2009).
Brand experience does not only mean the emotional relationship with the brand,
but is also the sum of the sensory, affective, intellectual and behavioural reactions
that develop under the influence of the stimuli coming from the brand (Brakus
et al., 2009). Brand experience is examined under two headings: individual and
shared experiences. Sensory, affective and intellectual experiences are stated as
individual experiences, while behavioural and relational experiences are stated as
shared experiences (Chang & Chieng, 2006).
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Methodology

The aim of this study is to examine the relationship between brand experience
and customer loyalty with canonical correlation analysis. For this purpose, 523
pieces of data were collected from customers purchasing services from food and
beverage businesses operating in the province of Kiitahya by survey method and
validity, reliability, exploratory factor analysis and canonical correlation analysis
were performed on the collected data. The first part of the survey form used in
the research involves 5 questions to determine the demographic characteristics of
the respondents, while the second part includes 12 brand experience statements
to measure the experiences of the respondents and the third part consists of 9
customer loyalty statements. Statements in the brand experience and customer
loyalty sections of the survey were adapted from the study of Ong et al. (2018).
The extent to which the respondents supported the statements in the questionnaire
was measured using a S5-point Likert scale (1: Strongly Disagree, 5: Strongly
Agree). The data obtained from the data collection tools in the research were
analysed using the SPSS 21 package program.

The research questions developed within the scope of the research are as follows.
* [s there a relationship between brand experience and customer loyalty?

* [f'there is a relationship, which experience dimension has the most impact on
customer loyalty?

*  Which experience dimension has the greatest impact in the canonical relation-
ship set?

*  Which loyalty dimension has the greatest impact in the canonical relationship
set?

Findings & Discussion

A two-stage modelling strategy recommended by Anderson and Gerbing (1988) was
used in testing the research model. First of all, in order to test the reliability of the
scales used in the research, Cronbach's alpha coefficient (o) was calculated by using
the Measurements (Manifest Variable - MV) related to seven Latent Variables (LV)
in the model. Then, exploratory factor analysis was performed to test the validity
of the research scale. Particular attention was paid to the extent to which the scale
met the discriminant (AVE) and convergent (CR) validity conditions. As a result
of the analyses, as all o values were above the recommended threshold of 0.70 and
each MV explained at least 0.70 of the change in the associated LV, the research
scale was found to have composite reliability and internal consistency. In order to
test the validity of the research scale, exploratory factor analysis was performed.
Particular attention was paid to the extent to which the scale met the discriminant
and convergent validity conditions. Since the value of Barlett’s test of sphericity was
significant and the KMO test result was above 0.70 in the preliminary examinations,
factor analysis was found to be feasible (Nakip, 2003). As a result of the exploratory
factor analysis, it was seen that the factor loads of each observed variable were
greater than 0.50 and that they were significantly loaded on the factor they belonged
to. In addition, AVE (explained mean variance) and CR (composite reliability)
values were examined as another evidence for concordance validity, and it was
found that the AVE values were higher than 0.50 and the composite reliability CR
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value was higher than the AVE value. Therefore, it was seen that the scale provided
the necessary criteria in terms of congruent validity. Afterwards, it was examined
whether the scale had discriminant validity. In discriminant validity, the square roots
of the Explained Variance (AVE) and the cross-correlation coefficients between the
factors were examined and it was seen that all AVE square root values were greater
than the cross-correlation values below and next to them, which showed that the
scale used in the research had discriminant validity.

Canonical correlation analysis was conducted to reveal the reciprocal and multiple
relationship between brand experience and customer loyalty. The findings obtained
as a result of the analyses are given in Tables 3.,4,5,6 and 7.

Table 3: Canonical Correlations and Their Significance

Canonical Canonical Correlation Eigenval- Canonical

Function Coefficient (Rc) ue Root (R¢?) ¥ P Wilks 2.
1 0,99 49,37 0,98 406,78  ,000 0,01
2 0,61 0,61 0,37 39,29 ,000 0,61
3 0,05 0,003 0,002 - - 0,99

Table 4: Standardized Canonical Correlation Coefficients of Setl and Set2

Setl Set2
Standardized Canonical Standar(.hzed
Coefficients Canonical
Coefficients
Sensory D. (X)) -0,15 Willingness to pay more (Y1) -0,24
Affective D.(X,) -0,26 Word of mouth com. (Y2) -0,19
Behavioural D. (X) -0,91 Repurchase Intention (Y3) -0,95
Intellectual D (X)) -0,26
Table 5: Canonical Loads of the First Canonical Variable Pair
V1 W,
Sensory D. (X)) -0,15 Willingness to pay more (Y1) -0,24
Affective D.(X,) -0,26 Word of mouth com. (Y2) -0,19
Behavioural D. (X;) -0,91 Repurchase Intention (Y3) -0,95

Intellectual D (X)) -0,26

Table 6: Canonical Cross Loads of the First Canonical Variable Pair

.. Dependent Original Independent
Original . . .
Independent Variable Canonical Dependant Canonical Vari-
P Variable (W) Variable able (V)
Sensory D. (X)) -0,15 Willingness to pay more (Y1) -0,23
Affective D.(X,) -0,26 Word of mouth com. (Y2) -0,19
Behavioural D. (X;) -0,90 Repurchase Intention (Y3) -0,94
Intellectual D (X)) -0,26

Table 7: Ratios of Variance Explained (Criteria of Redundancy)

Canonical The variance The variance The variance The variance
. explained by Setl  explained by Setl  explained by Set2  explained by Set2
Variable .. . . .
in itself in Set2 in itself in Setl

1 0,25 0,24 0,33 0,32
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Conclusion & Recommendations

The first result of the research is a significant and strong (Rc= 0.99) relationship
between brand experience and customer loyalty. This result corresponds to the first
research question. The second result determined in the research is that the most
representative sub-dimension in the brand experience set is behavioural experience,
while the sub-dimension that contributes the most to the customer loyalty set is
repurchase intention. This result gives the answer to the third and fourth questions
formed within the scope of the research. Another result revealed as a result of
the analyses is that the experience dimension that has the most relationship with
customer loyalty is behavioural experience, while the loyalty dimension that has the
most relationship with brand experience is repurchase intention. This result gives
the answer to the second question formed within the scope of the research. Another
result of the study is that the variance shared between the two variable sets is at
moderate level. Although there is a significant relationship between the two sets
of variables, brand experience explains 24% of customer loyalty according to the
redundancy index.

It can be suggested depending on these results that businesses operating in the
food and beverage sector should consider that the experiences of customers while
purchasing the service affect their willingness to pay more for the service they
receive, recommending the business to others, and intention to purchase services
from the same business again. In particular, due to the intangibility of services and
the simultaneous nature of their production and consumption, the formation of
brand experience in food and beverage businesses during the consumption of the
service, the absence of pre-sales and post-sales processes, causes the evaluation of
the service quality only during the sale process and its experience in this process.
For this reason, food and beverage businesses have to implement practices that
will positively affect the customers' experiences from the moment they enter their
restaurant to the moment they leave.

In particular, due to the intangibility of services and the simultaneous nature of
production and consumption, formation of brand experience in food and beverage
businesses during the consumption of the service and absence of pre-sales and
post-sales processes cause the evaluation of the service quality only during the
sale process and the emergence of experience in this process. Therefore, food and
beverage businesses have to implement practices that will positively affect the
customers' experiences from the moment they enter their restaurant to the moment
they leave.

Although this study revealed important results in terms of revealing the relationship
between brand experience and customer loyalty, more research will be needed to
understand the relationship between brand experience and customer loyalty. In
addition, important limitations of the study are that it was only applied to customers
purchasing services from food and beverage businesses operating in the province
of Kiitahya, that the food and beverage industry has regionally different and unique
characteristics, and that the study is a cross-sectional study. For this reason, there
are limitations in generalizing the findings obtained as a result of the research to the
whole population. In future studies, it will be useful to evaluate other variables that
are effective on customer loyalty and related to customer loyalty, both on different
samples and apart from brand experience.
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TEDARIKCIYE OZEL YATIRIM iLE YENi URUN PERFORMANSI
ARASINDAKI iLiSKi: CIKTI VE SUREC KONTROLUNUN
YONLENDIRICI ETKILERI

0z

Gelismekte olan pazarlardaki sirketler, yeni {riinlerin performansini iyilestirmek igin
tedarik¢ilerle olan baglantilarin1 bu calisma sonucunda daha net anlasilacak sekilde
yonetmelidir. Bu arastirma Ozelinde iliskisel bakis ve islemsel maliyet ekonomisi
perspektifinden yaklasarak, iki kontrol mekanizmasinin, yani siire¢ ve sonug kontroliinin,
tedarikgilere 6zel yatirim ve yeni {irlin performansi arasindaki iliski tizerindeki etkilerini
incelenmektedir. Bu ¢alismada Tirkiye'de toplanan 125 ikiliden (yani 125 tretici ve 125
ana tedarik¢i) olusan veri seti, tedarikgiye 6zel yatirimin {ireticilerin yeni iiriin performansi
arasinda olumlu bir iliski ortaya koymaktadir. Ayrica, sonuglar ¢ikt1 kontroliiniin yeni tiriin
performansiyla dogrudan ve olumlu bir sekilde iliskili oldugunu, siire¢ kontroliiniin ise
yeni iirlin performansi lizerinde olumsuz bir etkiye sahip oldugunu gosteriyor. Son olarak,
bu c¢alismada sunulan sonuglar, ¢ikt1 kontroliiniin tedarik¢iye 6zel yatirim ile yeni iiriin
performansi arasindaki iliskiyi olumlu yonde etkiledigini ortaya koymaktadir. Aksine,
ampirik veri analizi siire¢ kontrolii, tedarik¢iye 6zgii yatirim — yeni triin performans
iligkisi tizerinde olumsuz bir etkiye sahip oldugunu gostermektedir.

Anahtar kelimeler: Tedarik¢iye 6zel yatirim, siire¢ kontroli, ¢ikt1 kontrolii, yeni {iriin
performanst
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1. Introduction

The impacts of new products on company performance are much stronger in
developing markets than in developed economies, making new product creation
a crucial performance indicator of successful marketing strategies (Bahadir,
Bharadwaj and Srivastava, 2015; O’Cass and Heirati, 2015; Srivastava, 2018).
Nevertheless, small and medium-sized businesses (henceforth, SMEs) in emerging
economies have less access to loan or equity capital both internally and externally
than larger companies (e.g., Yeniara and Golgeci, 2023; Schiffer and Weder,
2001). Due to insufficient internal resources, businesses inevitably require outside
funding to operate, create new goods, and invest in production facilities (Yeniaras,
Kaya and Dayan, 2020). Under such resource-constraints the relationships that
enterprises establish with their suppliers give the SMEs right to use the skills and
resources of those suppliers, which may be used to boost business (e.g., Hunt and
Davis, 2008; Pulles, Ellegaard and Veldman, 2023) and new product success (e.g.,
Fang, Palmatier and Evans, 2008; Song and Di Benedetto, 2008). Nevertheless,
supplier do not only distribute these skills and resources unequally among buyers
(Mitsuhashi and Greeve, 2009; Takeishi, 2002) but also, they mostly prioritize some
buyers over others. This creates buyer heterogeneity in terms of competitiveness
(Wang, Tai and Grover, 2013; Yeniaras, 2023). In this direction, a 2022 Price
Waterhouse and Coopers & Lybrand survey on supply chain trends reveals that
operations and technology opinion-leaders largely (68 percent of 244 participants)
believe that supplier operational issues may become the micro-foundation of
competitive advantage®. For instance, a recent lack of semiconductors forced
automakers to reduce production by 1.3 million vehicles globally in the first
quarter of 2021 (Keohane, Bushe and Miller, 2021). Similarly, a 2021 EY report*
shows that 97 percent of the participation 200 senior-level supply chain executives
identify supply chain disruption as a major risk. Such disruptions and operational
issues that are highlighted as major concerns, imply that suppliers may prioritize
some buyers over others in their resource allocation decisions (Pulles, et al., 2023;
Yeniaras and Kaya, 2022).

Buyers’ investment in specific suppliers are recently documented in several
studies as being an important factor in suppliers' resource allocation decisions
(e.g., Huo, Guo and Tian, 2023; Lo, Zanarone and Ghosh, 2022; Pulles et al.,
2023; Yoon and Moon, 2019). These supplier-specific investments (henceforth,
SSIs) refer to the agreement partners' hard-to-assign-or-move assets, whether
they be tangible or intangible (Barney, 1999; Riordan and Williamson, 1985).
SSIs can be made in either physical assets, such as specialized design tools and
engineering procedures for a new product that is made to order, or in people assets,

3 Last access: 28/07/2022: https://www.pwc.com/us/en/services/consulting/business-transformation/digi-
tal-supply-chain-survey.html

4 Last access: 28/03/2023 https://www.ey.com/en_tr/supply-chain/how-covid-19-impacted-supply-chains-
and-what-comes-next
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such as task-specific training that is pertinent to client preferences or production
competencies (Fang, Palmatier and Evans, 2008). SSIs are investments made by
the purchasing organization that are only focused on a specific supplier. Therefore,
SIs are frequently used to incentivize the supplier for the partnership and to return
the investment made by the buyer (Bensaou and Anderson, 1999) in an effort to
have access to heterogeneously distributed supplier resources (Wang, Huo, and
Tian, 2021).

We draw from the relational view (Dyer and Singh, 1998), which suggests that
relation-specific investments by partners yields firm-level performance benefits
(e.g., Dyer and Hatch, 2006; Hunt and Davis, 2008; Kim and Choi, 2018; Pulles
et al., 2023), and propose that supplier-specific investment may result in enhanced
new product performance levels for the investing manufacturer. Nevertheless, the
extant literature pertinent to relation-specific investment also indicates that there
may be possible negative effects of such investments, which may take the form
of a perceived lock-in effect (Dyer, Singh and Hesterly, 2018; Rokkan, Heide
and White, 2003). This lock-in effect caused by the buyer’s supplier-specific
investment may lessen the necessity for the supplier to distribute its best resources.
It may also create the opportunity for the supplier to distribute its resources to
rival accounts without fear of negative consequences (Casciaro and Piskorski,
2005), since the bargaining power of the supplier that makes fewer investments
increases (Dyer, Singh and Hesterly, 2018).

The buying firm that invests in specific suppliers seek to access supplier’s resources
to establish competitive advantage and enhance new product performance (Pulles
et al., 2023). Nevertheless, the supplier may not be as motivated to allocate its
valuable resources to the investing buyer due to perceived lock-in effects and
increased bargaining power. Accordingly, drawing from the transaction cost
economics theory (henceforth, TCE) (Williamson, 1979), we suggest that the
twin concepts of formal control mechanisms, namely process and outcome control
(Jaworski, Stathakopoulos and Krishnan, 1993) may be leveraged to mitigate
transaction risks and minimize the possibility of opportunistic behavior (Heide,
Wathne and Rokkan, 2007; Poppo and Zenger, 2002 ; Wllliamburg and Schaffler,
2014) in supplier-specific investment efforts.

Contractual commitments and official organizational structures for collaboration
that specify the roles and responsibilities as well as the processes and outputs
that are regularly monitored make up formal control (Li, Xie, Teo and Peng,
2010). Process control refers to monitoring and evaluating supplier’s behavior
and processes (Nakos and Brouthers, 2008). The extant formal control literature
pertinent to buyer-supplier relationships suggests that process control, by allowing
buyers to monitor processes minimizes supplier opportunism and/or misbehavior
ascertaining supplier allocation of valuable resources (Bello and Gilliland, 1997;
Das and Rahman, 2001). The other type of formal control, namely output control
refers to a more laissez-faire type of control, which focuses only on results rather



The Relationship Between Supplier Specific Investment and New Product Performance:
The Moderating Effects of Output and Process Control 455

than supplier behaviors and/or processes (Murray, Kotabe and Gao, 2011). While,
outcome control appears to provide more freedom to the supplier that the buyer
invests in, not being constantly watched signals greater confidence in the abilities
and intentions of the supplier, reducing the risk of opportunism and/or misbehavior
(Kale, Singh and Perlmutter, 2000).

In light of this, we add to the relevant literature by filling two gaps. While the
literature establishes the positive direct relationship between supplier-specific
investment and firm-level performance, little is known about the formal control
mechanisms play in the said relationship. Accordingly, by concurrently drawing
from relational view and TCE we first examine the role that output control plays
in supplier-specific investment — new product performance relationship. Second,
we concurrently examine whether process control enhances the supplier-specific
investment — new product performance relationship. In addition, we provide
empirical evidence of the best possible levels of process/output control for higher
new product performance for firms that engage in supplier-specific investment.
To that end, we use a dyadic survey data of a total of 250 SMEs. To capture both
the manufacturer’s and the supplier’s perspectives, we used dyads that consist of
125 manufacturer and 125 main suppliers of those manufacturers. In a nutshell,
the aim of our study is to provide SMEs a managerial toolbox that may assist them
in ascertaining new product performance when they engage in supplier-specific
investment.

2. Theoretical framework: Relational view and transaction cost economics

The relational view proposes that dyads and networks create firm heterogeneity
through inter-firm value creation and relational rents in alliances (Dyer and Singh,
1998). The term relational rents describes the difference between the value produced
by a certain alliance and the value produced by the alliance or market connection
that is the next closest competitor. Hence, competitive advantage also exists
when a relational rent does (Dyer, Singh and Hesterly, 2018). The relational view
suggests that complementary resources and capabilities, relation-specific assets,
knowledge-sharing routines, and effective governance are the primary factors that
contribute to relational rents. Trading partners can increase productivity in the
value chain by making relation-specific investments and combining resources
in novel ways (Asanuma, 1989; Dyer, 1996). This suggests that buyer-supplier
dyads that bundle resources creatively may gain an edge over rival companies
that can't or are reluctant to take this step (Asanuma, 1989; Ndubisi et al., 2020).
Accordingly, in this study, we focus on relation-specific assets and examine
whether SSIs lead to rents in the form of new product performance.

The theoretical explanation of TCE examines and explains the structure of
interactions between participants in an alliance (Nyaga, Whipple and Lynch,
2010; Williamson, 1975, 1985). TCE puts forward formal control as a mechanism
that may restrict opportunistic behavior of alliance partners (Heide et al., 2007;
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Dekker, 2004). Specifically, TCE suggests that process and output controls
(Jaworski et al., 1993) may play an important role in opportunism minimization
(Wallenburg and Schaffler, 2014). Considering that SSIs do not necessarily equate
to access to supplier resources as we argued earlier, we believe that the use of
process and outcome control may impact buyer relational rent obtainment.

Previous studies argue that SMEs lack financial means and focused organizational
assets (Quayle, 2001; Ramsey, 2001) and only have small purchasing volumes
(Adams, Khoja and Kauffman, 2012; Yeniaras, Di Benedetto and Dayan, 2021).
In that vein SMEs may find themselves in an asymmetric relationship in terms of
bargaining power and struggle with a lack of negotiating power with suppliers
when trying get access to unequally distributed supplier resources. In addition,
extant literature argues that SSIs may still be beneficial for SMEs in ascertaining
relational rent with suppliers (Adams e al., 2021; Krajewski, Wei and Tang,
2005). Accordingly, we investigate whether process and outcome controls have
dissimilar effects on the relationship between SSI and new product performance.
The conceptual framework is shown in Figure 1 below.

Formal control

Process control

Supplier-specific l New product
investment A performance

Formal control

Cova*iates
-Industry controls
-Firm size

-Firm age

-Length of
relationship
-Positive affectivity
-Negative affectivity

Qutcome control

Figure 1. Conceptual framework
3. Hypotheses

Due to its information and resource requirements, the process of developing new
products incorporates both a web of multi inter-firm procedures and a network of
intra-firm activities (Mele, Spena, and Colurcio, 2010). Such requirement makes it
necessary for manufacturers to work closely with suppliers (Petersen, Handfield,
and Ragatz, 2003). Working closely with suppliers transforms the reconfiguration
of inter-organizational approaches, procedures, and actions into synchronized
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collaborations to create value that otherwise might not be conceivable (He,
Lai, Sun, and Chen, 2014; Jayaram and Tan, 2010). Under such conditions,
manufacturers may decide to take part in unique investments that are specialized
in their connection with their suppliers in order to enhance the performance of
new products. These supplier- or relationship-specific investments, which are
hard to recoup (Ganesan, 1994), are dedicated solely to a single provider and do
not add much value outside of that particular relationship (Bensaou and Anderson,
1999). These investments show commitment and a desire to maintain a long-term
partnership, which motivates the supplier to commit to the alliance and return
the buyer's investment because it might prompt the supplier to give the investor
manufacturer precedence over other clients (Mesquita, Anand and Brush, 2008).
Whilst SSIs may enable manufacturers to access supplier resources that they
would not be able to access otherwise, they also ensure performance benefits,
which may lay the foundation of new product performance (Dyer and Hatch,
2006; Ghosh and John, 1999; Pulles et al., 2022).

Nevertheless, the extant literature underlines a possible dark-side of the coin
when it comes to SSIs. SSIs present an intrinsic conundrum since they may both
encourage or reduce supplier opportunism and resource allocation decisions
(e.g., Rokkan, Heide and Wathne, 2003). SSIs may also lead to value-claiming
challenges (Ghosh and John, 1999). Accordingly, the key research question is
whether the supplier (e.g., the recipient in the relationship) will use the potential
for expropriation through opportunistic behavior and limit the resources it puts
in the buyer-seller relationship. TCE suggests that opportunism is likely to occur
when such behavior is economical for a party (Gundlach, Achrol and Mentzer,
1995; Hill, 1990), whilst a separate stream of research accentuates the performance
benefits of SSI. These contradictory theoretical assertations about SSIs point
towards a theoretical hiatus in the SSI — performance relationship where they may
exist possible intervening variables. Accordingly, drawing from TCE, we argue
that the manufacturer choice of formal control mechanisms in the form process
and outcome control may create differences in SSI — performance relationship.

3.1. SSI — New product performance relationship: the moderating effect of
process control

In buyer-supplier relationships (i.e., manufacturer-supplier relationship),
quantifiable performance goals are set by the controller (i.e., manufacturer
controlling supplier) via outcome controls, and the amount to which controlee (i.e.,
supplier) meets these goals determines how much the supplier is rewarded (Turner
and Makhija, 2006; Sihag and Rijsdijk, 2019). Because outcome control does not
necessitate close observation of the supplier behavior, manufacturers can save
time and money, controlling their partners (Kreutzer, Walter and Cardinal, 2015).
That is because, the manufacturers are not obligated to comprehend how inputs
are converted into products in order to successfully use outcome control (Ouchi,
1979), In addition because outcome control exemplifies a hands-off strategy for
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overseeing the supplier, it delegates task execution the supplier that is actually
carrying the actual work (Rijsdijk and van den Ende, 2011), relaxing the resource
constraints that SME manufacturers may face. As a result, outcome control
produces goals that are clear and detailed, resulting in a shared understanding of
project goals among all relevant parties (Turner and Makhija, 2006). Furthermore,
exercising outcome control does not only result in a greater supplier autonomy,
independence task autonomy (Atuahene-Gima and Li, 2006) but also gives
suppliers discretion over their behavior. This, in turn, increases supplier’s sense
of commitment and participation (Snell, 1992). Thus, the suppliers become
motivated since outcome control enhances freedom to choose how they want to
reach the predetermined relational objectives (Kreutzer et al., 2015).

Outcome control also ensures minimization of conflict and speculation between
the manufacturer and supplier since the manufacturer can assess the work done by
the supplier and provide them with the feedback so that they can accommodate
modifications or further advancements (Carbonell and Rodriguez-Escudero, 2013).
As aresult, outcome control allows the suppliers to effectively fulfil manufacturer’s
requests (Sihag and Rijsdik, 2019). In that vein, the extant literature underlines
the positive product performance consequence of outcome control (Lewis, Welsh,
and Dehler, 2002; Lukas and Menon, 2004). Recall that SSIs carry an inherent
paradox. Suppliers may perceive SSIs as signals of commitment and manufacturer’s
willingness to maintain a long-term partnership. Therefore, they become more
willing to prioritize the investing manufacturer over the others (Mesquita et al.,
2008). Nevertheless, opportunism may still occur when such behavior is economical
for the supplier (Gundlach, Achrol and Mentzer, 1995; Hill, 1990), considering
that SMEs have limited financial resources and purchasing power (Quayle, 2001;
Ramsey, 2001 et al., 2003). We believe that outcome control may minimize the
possibility of such an occurrence and hypothesize the following:

H : Outcome control positively moderates the relationship between SSIs and new
product performance.

3.2. SSI — New product performance relationship: the moderating effect of
outcome control

Recall that this study previously made the case about SSIs causing lock-in effects
and increasing supplier’s bargaining power within the manufacturer-supplier
relationship. Such possible negative consequences of SSIs may cause the supplier
to allocate less significant resources to the investing manufacturer and share these
resources to rival accounts (Casciaro and Piskorski, 2005). Considering that the
manufacturer’s motivation behind SSIs is to establish competitive advantage
by increasing new product performance (Pulles et al., 2023), the literature
recommends manufacturers to use formal control mechanisms to mitigate potential
negative consequences (e.g., Poppo and Zenger, 2002; Williamburg and Schaffler,
2014). Process control, which refers to the observation and assessment of supplier
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behaviour and operations (Nakos and Brouthers, 2008) may cause adverse
consequences in new product development. That is because process control, which
is far from ideal in product development projects may be unsuitable and lead to
counterproductivity in innovative and technical projects in today’s markets that
are becoming more dynamic and uncertain (Bonner, Ruekert and Walker, 2002).

Process control improves the rigor, thoroughness, and attention applied to the creation
of novel products (Lukas and Menon, 2004). In addition, process control ensures
that the processes and key tasks are undertaken by the supplier in accordance with
the agreed-upon arrangement (Tatikonda and Montoya-Weiss, 2001). Also, process
control is argued to be a mechanism that helps coordination and communication
between the manufacturer that engages in SSIs and the supplier (Carbonell and
Rodriguez-Escudero, 2016). Nevertheless, a strict reliance on process control may
result in a rigid, bureaucratic relationship where every process and activity are built
into the development course increasing not only development times but also the
costs (Carbonell and Rodriguez-Escudero, 2016; Cooper, 2011). That is because
process control makes it obligatory to adjust to unforeseen circumstances which are
probable throughout the creation of new products. In addition, it is well recognized
that such processes frequently result in overzealous scheduling, evaluating, and
decision-making (Kessler and Chakrabarti, 1996). As such, we believe that when
manufacturers combine their SSIs with process control, new product performance
may decline. Accordingly, we hypothesize the following:

H,: Process control negatively moderates the relationship between SSIs and new
product performance.

4. Method
4.1. Sample

We employed a dyadic inquiry method to analyze the conceptual model (shown in
Figure 1) and to include the viewpoints of both the manufacturer and the supplier.
We administered the surveys to one product manager from the primary supplier and
one logistics manager from a manufacturing company form a dyad that is matched
by a number code in the relevant survey. Firstly, we selected 3,420 manufacturing
SMEs in Turkey at random from a list of manufacturers compiled by the Union
of Chambers and Commodities Exchanges of Turkey in order to gather this
matched, multi-source, and multi-respondent data set. Every SMEs in the country
mentioned on the list had their phone numbers and email addresses listed. Second,
132 out of the 842 manufacturing companies we approached agreed to take part in
our research. Third, we invited the manufacturing companies that chose to name
their primary suppliers, and we requested those suppliers to participate in our
study to avoid any potential single-source bias issues. As a result, we were able
to create 125 pairs of manufacturing companies and their primary suppliers. On
May 24, 2018, the American University of Sharjah's internal review board gave its
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approval for the data gathering, which was given the document number EFRG18-
AAB-SBA-80°.

The enterprises ranged in size from 25 to 250 full-time workers, with a mean of
60. Out of 125 suppliers, 50 provided components and materials for consumer
goods, while 75 provided parts and supplies for industrial items. With the youngest
supplier being operational for one year and the oldest being 20 years old, the mean
supplier age was about 12 years. Also, the suppliers collaborated with a mean of
9 manufacturers, ranging from 5 to 15. The number of items the manufacturer-
supplier dyads worked on mean was 14, with a high of 21 and a low of 1. Table 1
below provides the details.

Table 1. Correlations and Summary Statistics

Reliabil-
ity of
multi-
AVE/CR  item In-In-p ot Naf- Out- Pro
Mean Std Size Age Length dus- dus- SSI
scores scales vl trv2 fect fect putc cessc
(Cron- y y
bach
alpha)
Size - - 1.96 145 1.00
Age - - 338 1.52 34" 1.00
Length - - 324 132 .08 30" 1.00
Industry1 - - 60 49 .09 -07 .191" 1.00
Industry2 - - 06 24 -06 -02 -05 -32 1.00

Paffect  .58.79 .67 325 94 .06 -05 -08 .11 .12 1.00
Naffect ~ .70/.88 .78 282 1.14 -06 .03 .1 .05 .05 .05 1.00

Outputc  .58/.80 .63 432 70 -10 01 -11 .12 01 -08 .09 1.00

Processc  .69/.90 .84 423 90 -05 .04 -14 -0l .03 -05 .02 .74" 1.00

SSI 62/87 73 346 93 -04 -05 -05 .12 -16 -09 -05 367 41" 1.00
NPP 55/86 72 366 .86 -09 -03 .06 -04 -06 -05 .04 367 527 43"

**_ Correlation is significant at the p<0.01 level (2-tailed).

*. Correlation is significant at the p<0.05 level (2-tailed).

Notes: size- firm size; age- firm age; Industry 1 &2- industry controls; Paffect-
positive affectivity; Naffect- negative affectivity; Outputc- output control;
Processc- process control; SSI- supplier specific investment; NPP- new product
performance

A native Turkish speaker who is also a proficient English speaker translated
the questionnaires from English to Turkish. A second multilingual expert then
translated the questionnaire into English. We then made the necessary changes
based on earlier domain study (Yeniaras, 2023). Firstly, as part of the pre-tests, we
asked nine randomly chosen professionals to evaluate the content and significance

5 Destekleyen Kurum: American University of Sharjah, United Arab Emirates, Proje Numarasi: EFRG-18-
AAB-SBA-080



The Relationship Between Supplier Specific Investment and New Product Performance:
The Moderating Effects of Output and Process Control 461

of the survey questions. In order to confirm the suitability of the scale objects
utilized in our inquiry, we then spoke with four experts in pertinent domains. In
response to suggestions from practitioners as well as scholars, we revised the
items.

5. Measures

We used scales that had previously been used in the pertinent literature in this
investigation. We used a five-point Likert scale to evaluate each measure. We
gauged new product performance by having participants evaluate their company's
new product performance over the previous three years in terms of sales, market
share, profitability, and ROI to that of their top competitors (1=much worse and
S5=much better) (Joshi and Sharma, 2004; Yeniaras and Unver, 2016). To measure
process control, which refers to monitoring partner behavior to direct it toward
specific goals and objectives (Nakos and Brouthers, 2008), we used Jaworski
and Maclnnis’ (1989) 4-item process control scale. Similarly, output control —
the second control mechanism which focuses on the results were measured by
Jaworski and Maclnnis’ (1989) 4-item output control scale. Buyer-specific
investment refers to investments, which are difficult to be diverted towards another
relationship without a loss in value, made by the buyer in support of a given
supplier (Rokkan, Heide, and Wathne, 2003). To assess buyer-specific investment,
we adapted a 4-item scale from Rokkan et al., (2003).

5.1. Control variables

The effectiveness of new products and new product performance have been
shown to be correlated with a variety of organizational variables, including firm
size, firm age, the quantity of co-manufactured products, and industry effects. To
address it, we controlled new product performance for firm size, firm age, length
of buyer-supplier relationship, industry effects, and negative and positive affect.
The inclusion of these controls into the model allowed us to reduce any potential
presence of diseconomies and/or economies of scale (Bain, 1968), industry/size
(Lee, 2006) and social desirability effects.

5.2. Measurement model

This study assesses the reliability and validity of the hypothesized model via the
use confirmatory factor analysis (henceforth, CFA). The results that we obtained
did not necessitate the deletion of any items of multi-item constructs due to low
factor loadings (<.40). CFA provided evidence of acceptable fit for the sample
[(Minimum Discrepancy Function/degrees of freedom (CMIN/DF) =  1.26,
goodness of fit index (GFI)= .85, comparative fit index (CFI)= .95, root mean
square error of approximation (RMSEA)= .46, PCLOSE= .646]. Additionally,
we assessed convergent validity via the calculation of composite reliability
(CR>.60) and average variance extracted (AVE>.40) scores. The square of the
intercorrelations between two constructs was smaller than the AVE estimates of
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the same pair (Fornell and Larcker, 1981). This provided evidence of discriminant
validity. Reliability and validity scores may be seen in Table 1.

5.3. Method of analysis

To test the web of relationships illustrated in Figure 1., we used a moderated
hierarchical regression analysis. We mean-cantered the variables that define
moderation (i.e., buyer-specific investment x process control; buyer-specific
investment X outcome control) to lessen the risk of multicollinearity (Aiken and
West, 1991). To assess collinearity for regression coefficients, we analyzed the
variance inflation factor. Further, to estimate the relationship between buyer-
specific investment and new product performance at low, medium and high
levels of process and outcome control (i.e., conditional moderated effects) we
used Preacher and Hayes’ (2004) bootstrapping method. The use of this method
let us minimize the power problems, which may be caused by asymmetries and
nonnormality in the sample distribution (Shrout and Bolger, 2002) as it does not
make any assumptions regarding the shape of distribution of the variables (Efron
and Tibshirani, 1994).

6. Results

Table 2 provides empirical evidence of the direct relations of buyer-specific
investment, output control and process control to new product performance.
Additionally, Table 2 shows evidence of the moderated relationships. An initial
examination reveals that buyer-specific investment was directly and positively
related to new product performance (b=.222; SE=.078; p<.01). Similarly, we found
that process control directly and positively related to new product performance (b=
.589; SE=.129;p<.01). Conversely, we found that the direct relationship between
output control and new product performance was negative and insignificant (b=-
.174; SE=.148; p>.05).

Next, we visited the hypothesized moderated relationships. Recall that in H1 we
hypothesized that outcome control would negatively moderate the relationship
between buyer-specific investment and new product performance. The results
provided empirical evidence to suggest that output control, in fact, negatively
moderates the aforementioned relationship as hypothesized, seen in Table 2,
model 4 (b=-.331; SE=166; p<.05). This provided evidence to suggest that while,
buyer-specific investment is positively related with new product performance, the
implementation of output control reverses the said relationship. Conversely, we
found that process control, which refers to monitoring partner behavior to direct
it toward specific goals and objectives (Nakos and Brouthers, 2008), negatively
moderated the relationship between buyer-specific investment and new product
performance (b=.251; SE=.123; p<.05).
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Table 2. Hypothesis Testing

Dependent  Model 1 Model 2 Model 3 Model 4
variable:

b SE b SE b SE b SE
New product
performance
Constant 3.722%% 417 3.515%% 377 3.346%* 341 3.414** 339
Control vari-
ables
Firm size -.045 .058 -.035 .053 -.016 .048 -.027 .048
Firm age -.021 .059 -.017 .053 -.047 .048 -.048 .048
Length of 057 065 076 059  .133% 054  .124% 054
relationship
Idustrycon- 133 179 214 162 -236 148 -179 150
trol 1
Industrycon- o3 344 108 312 -272 283 -239 289
trol 2
Positiveaffec- 518 086 016 077 038 070 028 070
tivity
Negative 025 070 038 063 034 057 02 057
affectivity
Main effects
Buyer-specific A409%* 077 222%% 078 209%%  .077
investment
(BSI)
Moderators
Output control -.110 146 -.174 .148
(00)
Process con- 523** 123 S589%* 129
trol (PC)
Interaction
effects
BSIxOC -331%* 166
BSIxPC 251%* 123
R? .023 215 375 400
F-model 393 3.939 ** 6.791** 6.161%*
AR? - 192 .160 .025

**_Correlation is significant at the p<0.01 level (2-tailed).
*. Correlation is significant at the p<0.05 level (2-tailed).
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Next, we more closely scrutinized the moderation effects of output and process
controls on the relationship between buyer-specific investment and new product
performance. With that regard, we examined the conditional moderated effects.
To do that, we examined the relationship between buyer-specific investment and
new product performance at low, medium and high levels of both output and
process control. To calculate the thresholds, we first mean centered both control
mechanisms and added and subtracted one standard deviation from each. The
results showed us that the relationship is at its highest at low levels of output control
and high levels of process control. Conversely, we found that the relationship
between buyer-specific investment and new product performance is at its lowest
when both process and output controls are at their highest. The results are shown
in Table 3 below.

Table 3. Conditional effects of buyer-specific investment to new product
performance at low, medium and high levels of output control and process control

Output control  Process control  Effect SE p-value

levels levels

-.7089 -.8669 .2308 1012 p<.05

-.7089 .0000 4486 1368 p<.01

-.7089 .7440 .6355 .2097 p<.01
.0000 -.8669 -.0035 1337 p>.05
.0000 .0000 2143 .0773 p<.01
.0000 .7440 4012 1173 p<.01
.6694 -.8669 -.2247 2247 p>.05
.6684 .0000 -.0070 1391 p>.05
.6694 .7440 .1799 .1032 p<.05

7. Discussion and conclusions

This study examines the moderating effect of the twin formal control mechanisms,
namely process and output control on the relationship between manufacturer’s
supplier specific investment on new product performance. Recall that SSIs are
hard-to-recoup and/or move investments, which focus on specific suppliers.
Manufacturers mostly leverage SSIs to incentivize the suppliers to be prioritized
by them in resource allocation. While the extant literature mostly suggest that
SSIs equate to increased firm-level performance (e.g., Kim and Choi, 2019; Pulles
et al., 2023), a separate stream of research points towards a possible dark-side
where the suppliers do not deliver their best resources. That is because small-
medium sized manufacturers especially, generally lack bargaining power due to
smaller purchase volumes (Dyer, Singh and Hesterly, 2018). The consequences of
such lack of resources may encourage suppliers to engage in opportunistic action
and distribute their resources to competing accounts without fear of negative
consequences (Casciaro and Pskorski, 2005).
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7.1. Theoretical implications

This study makes important contributions to the extant literature and has notable
theoretical implications. The first contribution of our study lies in the empirical
evidence that shows positive relationship between supplier-specific investment
and new product performance. This finding adds to the extant literature that
underlines the firm-level benefits of the use of SSIs (e.g., Dyer and Hatch, 2006;
Hunt and Davis, 2008; Kim and Choi, 2018; Pulles et al., 2023) and link SSIs to
new product performance. Recall that, our conceptual model simultaneously draws
from the relational view and TCE literature and makes two additional notable
contributions. First, we make the case that to minimize the threat of opportunistic
action and ascertain access to valuable supplier resources, manufacturers may
resort to the use of formal controls. In that vein, we draw from TCE (Williamson,
1979), which suggests that given the right circumstances all exchange parties may
engage in opportunistic action. We argue that the use of process and output control
may not always equate to increased new product performance.

Secondly, our finding adds to both relational view and TCE literatures and
suggests that output control results in enhanced new product performance levels
for manufacturing SMEs that invest in specific suppliers. This adds to the extant
literature, which argues that output control has positive performance benefits
(e.g., Lewis, Welsh, and Dehler, 2002; Lukas and Menon, 2004) and indicates that
output control contributes to new product performance of manufacturing SMEs
that engage in SSIs. Contrarily, we find that process control negatively moderates
the relationship between SSIs and new product performance as hypothesized. This
shows that a heavy dependence on process control could lengthen development
times and increase expenses of manufacturing SMEs (Carbonell and Rodriguez-
Escudero, 2016; Cooper, 2011). This finding is important in itself since it clarifies
the mixed findings on formal control — new product performance relationship
with some findings suggesting negative (e.g., Bonner et al., 2002), positive (e.g.,
Tatkionda and Montoya-Weiss, 2001) and nonsignificant (e.g., Rijsdijk and van
den Ende, 2011) relationships.

7.2. Managerial implications

We previously established that new product development is a critical performance
indicator of effective strategies in emerging markets because the effects of new
products on firm performance are substantially larger in developing markets
than in developed nations (e.g., Bahadir et al., 2015; Srovastava. 2018). While
the importance of product development is well recognized, emerging-economy
SMEs find themselves in a conundrum where they cannot engage in new product
development due to lack of internal and/or external access to equity capital (e.g.,
Yeniaras. Kaya, and Dayan, 2020; Yeniaras, 2023). This resource restriction
challenge forces emerging-economy SMEs to upstream facing activities (Dong
and Sivakumar, 2017) centered in co-production of value offerings (Kathuria,
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Karhade, and Konsynski, 2020) through leveraging relational rents with suppliers
(Dyer and Singh, 1998). Nevertheless, suppliers favor some customers above
others while also unequally allocating these resources and expertise across their
customers (Mitsuashi and Greeve. 2009; Wang et al., 2013), which may be
damaging to new product development efforts.

Our study produces a managerial toolbox to managers working for emerging
economy SMEs that decide to allocate already restricted resources to investment
in support of a given supplier (Rokkan, Heide, and Wathne, 2003) in attempt to
enhance new product performance. Our results show that these managers must
monitor and evaluating supplier’s behavior and processes (Nakos and Brouthers,
2008) rather than focusing only on results (Murray, Kotabe and Gao, 2011) to
increase new product performance. Recall that supplier-specific investments
are difficult to be diverted towards another relationship without a loss in value
(Rokkan et al., 2003) and resource restriction problem of emerging-economy
SMEs. Accordingly, we advise managers to choose process control to ascertain
obtaining the best resources from suppliers. This managerial implication is
particularly important since the bargaining power in manufacturer-supplier
relationship may be tilted towards suppliers considering the resource restrictions
of emerging-economy SMEs. Accordingly, process control may enable firms to
engage in supplier-specific investments without the fear of negative consequences
(Casciaro and Piskorski, 2005). In a nutshell, this study makes the managerial
recommendation of relying on output control to manufacturing SMEs that engage
in SSIs to enhance new product performance. Simultaneously, we would urge the
management of SME manufacturers to not to depend on process control if they
were to aim enhanced new product performance via the use of SSIs.

8. Limitations

Because of its numerous limitations, the study's conclusions must be assessed
and taken with care. First, the moderating effects of output and process control
on the SSIs — new product performance relationship may be lagged. The cross-
sectional nature of the data employed in this study prevents us to test a possible
lagged effect. Second, the use of objective performance metrics could increase the
validity of the evidence. Nevertheless, the new product performance that we use
in this study is a subjective, self-report measure. Another problem is non-response
bias. Due to a lack of resources, we were unable to follow up with employees who
did not respond straight away. Yet, our study provides opportunities for future
research to re-test and improve our findings.
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(Arastirma)

TUKETICILERIN DUYGUSAL MARKA DENEYIiMi VE
MARKA ILiSKiSI ALGILARININ
MARKA EVANGELIiZMi UZERINDEKI ETKIiSi

Mehmet OZER '3

irem BURAN?

oz

Marka evangelizmi son on yilda tiiketici-marka iliskileri kapsaminda ele alinan ve bu
iliskilerin asirt veya yogun tiirleri arasinda kabul edilen bir kavramdir. Markalarin
tiiketicilerle iliski kurma cabast uzun yillardir arastirilmakta olan bir konudur. Ancak
evangelizm davranigi i¢in ayni seyi sOylemek miimkiin goriinmemektedir. Konuya
iligkin ¢aligmalarin az olmasinin yani sira, markalarin iliski kurma temelli 6zellikleri ve
tiiketicilerin bu yondeki algilarinin evangelizm ve duygusal marka deneyimi iizerindeki
etkilerine iligkin neredeyse hi¢ ¢aligma bulunmamaktadir. Bu ¢alisma, duygusal marka
deneyimini merkeze alan bir model &nermekte ve markalarin iliski odakli olma
ozelligi ile miisterilerin iliski kalitesi algilarmin duygusal deneyim tizerindeki etkilerini
incelemektedir. Ayrica model, duygusal marka deneyiminin tiiketicilerde asir1 tiiketici
davranislarindan kabul edilen marka evangelizmi iizerinde etkili olacagini 6nermektedir.
Cevrimici yontemler kullanilarak 300 anket toplanmistir. Arastirma hipotezlerini test etmek
icin veri seti yapisal esitlik modellemesi ile analiz edilmistir. Sonuglar, tiim hipotezleri
dogrulamaktadir. Buna gore, markalarin iliski odakli olmast ve tiiketicilerin iligki kalitesi
algisi, tiiketicilerin duygusal marka deneyimi algilarini pozitif yonde etkilemektedir.
Duygusal marka deneyimi ise hem marka evangelizmini hem de evangelizmin alt boyutlar1
olan satin alma niyeti, pozitif marka degerlendirmeleri ve rakip markalardan vazgegirme
davranisi egilimlerini pozitif yonde etkilemektedir.

Anahtar kelimeler: Tiketici-marka iliskisi, iliski odaklilik, iligki kalitesi, duygusal
deneyim, marka evangelizmi, satin alma niyeti, pozitif marka degerlendirmeleri, rakip
markalardan vazgecirme
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THE EFFECTS OF EMOTIONAL BRAND EXPERIENCE AND
CONSUMERS’ RELATIONSHIP PERCEPTIONS ON BRAND
EVANGELISM

ABSTRACT

Brand evangelism, which has been examined in the context of consumer-brand
relationships in the last decade, is considered one of the extreme and intense types of
these relationships. Brands’ attempts to establish a relationship with consumers have been
researched for a long time. However, the same is not true for brand evangelism. There
is a general lack of research on brand evangelism, and previous studies have not dealt
with its relationship with brands’ relationship-based attributes, consumers’ relationship
perceptions and emotional brand experience. This study proposes a model investigating the
effect of relationship orientation and relationship quality on emotional experience which
results in brand evangelism. We collected 300 questionnaires by online tools. To test the
research hypotheses, we analysed the dataset by Structural Equation Modelling. Results
affirmed all the hypotheses. Accordingly, brands’ relationship orientation and consumers’
perceptions of relationship quality positively impact emotional brand experience. Also,
emotional brand experience positively influences brand evangelism and its sub-dimensions
(purchase intention, positive brand referrals, and oppositional brand referrals).

Keywords: Consumer-brand relationship, relationship orientation, relationship quality,
emotional experience, brand evangelism, purchase intention, positive brand referrals,
oppositional brand referrals
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1. Giris

Tiiketici marka iliskileri uzun yillardir pazarlama arastirmalarinda O6nemli
bir yer tutmaktadir (Smit vd., 2007; Molinillo vd., 2017; Huaman-Ramirez ve
Merunka, 2019; Jain ve Sharma, 2019; Japutra vd., 2021). Konunun teorik agidan
incelenmesinin yani sira pratikte de biiylik 6nemi bulunmaktadir. Ciinkii kaliteli
tiikketici-marka 1iliskileri, isletmelere pazarda Onemli avantajlar saglamaktadir
(Becerra ve Badrinarayanan, 2013). Ayrica, bu iliskiler sadakat, katilim gibi
diger tiiketici davraniglarii da etkileme giiciine sahiptir (Keller, 2012). Ancak
bahsedilen bu iligkiler genellikle markalar agisindan olumlu pazarlama ¢iktilari
seklinde goriilmektedir. Konuya iliskin ¢aligmalar, tiiketici-marka iliskilerinin
markalar, tiiketiciler veya rakipler agisindan olumsuz sonuglar dogurabilecegini
ortaya koymustur. Ornegin, Japutra vd. (2018), markaya baglanmanin ii¢ olumsuz
tiikketici davranisi lizerindeki etkisini arastirmistir. Arastirmanin bulgularina gore
markaya baglanma rakip markalar hakkinda negatif bilgi yayma (Trash-talking),
rakip markalari basarisizliklarindan kotii niyetle zevk alma (Schadenfreude) ve
baglanilan marka igin karsit davranislar (Anti-brand action) gergeklestirmeye
yol acmaktadir. Buna gore, markaya baglanma hem rakip markalar hem de
tiikketicinin iliski kurdugu marka i¢in olumsuz sonuglar dogurabilir. Okazaki vd.
(2019) konuyu farkli bir bakis acisiyla ele almis ve marka katiliminin tiiketiciler
acisindan olumsuz sonuglarini arastirmigtir. Caligma, marka katiliminin diirtiisel
sosyal medya kullanimina, sosyal medyayla olan bu iliskinin ise kompulsif
satin almaya tesvik edecegini bulmustur. Psikoloji ¢alismalarina gére kompulsif
davraniglar psikiyatrik bir bozukluktur (Aladwani ve Almarzouq, 2016) ve bu tiir
davraniglarin markalarla olan iliskiler sonucu ortaya ¢ikmasi konuyu pazarlama
arastirmalari agisindan 6nemli hale getirmektedir.

Tiiketici-marka 1iliskilerinin olumsuz etkileri ya da yogun ve asir1 tiiketici
davranigi gibi sonuglarina olan ilgi son yillarda artis gostermistir (Becerra ve
Badrinarayanan, 2013). Cok sayida calisma, tiiketici-marka iligkilerinin diirtiisel
satin alma, rakip markalar kétiileme (Japutra vd., 2022), marka takintis1 (Japutra
vd., 2014), vandalizm (Johnson vd., 2011), marka karsiti davraniglar (Thomson
vd., 2012), markadan intikam alma (markanin ¢alisanlarina sikayet, markadan
¢almak ve markanin miilkiine zarar vermek) (Hegner vd., 2017) gibi olumsuz
ve asirl davraniglar arasindaki iliskileri incelemistir. Marka evangelizmi de bu
asirt ve yogun tiiketici davraniglarindan biri olarak kabul edilmektedir. Marka
evangelizmi, tliketicilerin markay1 satin alma, marka hakkinda olumlu bilgiler
yayma ve rakip markalar1 kotiileyerek baskalarini vazgecirme gibi eylemleri iceren
davranigsal ve sozel destegi olarak tanimlanmaktadir (Becerra ve Badrinarayanan,
2013).

Marka evangelizmi agisindan onemli bir yere sahip olan ve tiiketici davranist
iizerindeki etkileri uzun zamandir bilinen pozitif ve negatif agizdan agiza pazarlama
(Harrigan vd., 2021; Merig¢ ve Yiice, 2021), bugiin gelisen teknoloji ile birlikte
isletmeler i¢in hem daha biiyiik riskler tasimakta hem de daha 6nemli firsatlar
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sunmaktadir (Scarpi, 2010). Ayrica, evangelist olarak adlandirilan kisiler tipki
markanin ¢aliganlari gibi hareket etmekte ve markalar icin misteri degerinden daha
fazla anlam ifade etmektedir (McConnell ve Huba, 2013). Yukarida da deginildigi
gibi, tiiketici-marka iliskisi tiirlerinin farkli bir bi¢imi olan evangelizm davranisi
pazarlama pratiginde de onemli bir yer isgal etmektedir. Ornegin, IBM, Southwest
Airline, Krispy Kreme Doughnuts gibi ¢ok sayida sirket marka evangelistlerini
verimli bir sekilde kullanmaktadir (McConnell ve Huba, 2013). McConnell ve
Huba (2013) bu sirketlerin miisterilerinin miisteri olmayan kisileri ikna etmeye
calistiklarint ve bazi durumlarda sirketin bir satis gorevlisi gibi davrandigini
ifade etmektedir. Ayrica evangelistler bu tiir davranislarla hem markanin kisa
vadeli performansini arttirmakta (6rn. satiglari arttirmak) hem de marka imajina
katkida bulunarak uzun vadeli marka hedefleri i¢in yardimci olmaktadir (Fierro
vd., 2014). Buna karsin, tiiketici-marka iligkileri agisindan 6nemli ¢iktilara sahip
olan evangelizm konusuna iliskin ampirik kanitlar oldukg¢a azdir. Konuya iligkin
onct kisilerden olan Becerra ve Badrinarayanan (2013), marka giiveni ve marka
0zdeslesmesinin marka evangelizmi lizerindeki pozitif etkilerini ortaya koymustur.
Bagka bir ¢alisma ise, yenilige aciklik ve disadontikliik kisilik 6zellikleri ile
markaya olan tutkunun evangelizm tizerindeki etkilerini incelemis ve disadoniikliik
ve markaya olan tutkunun pozitif etkilerini dogrulamistir (Matzler vd., 2007).
Bu galigmalar, marka evangelizminin olusmasinda tiiketicilerin 6zelliklerinin,
markalarla iliskili duygu durumlarinin ve markayla kurduklar iliski boyutlarinin
evangelizmle iliskili oldugunu gostermektedir. Ge¢miste ¢ok sayida ¢alisma, bu
tiir faktorleri markaya baglanma, marka sadakati, markaya katilim gibi tiiketici
davraniglariin Onciilleri olarak incelemistir (6rn, Kaur vd., 2020; Leckie ve
Johnson, 2016; Ebrahim, 2020). Ancak marka evangelizmini tiiketici-marka
iligkileri, tiikketici duygular1 baglamlarinda arastiran ¢aligmalarin sayisi oldukga
kisithdir. Bu sebeple, bu galismada 6nceki arastirmalardan yapilan ¢ikarimlar
dogrultusunda markalarin iliski odakliligi, tiiketicilerin algiladig iligki kalitesi,
duygusal deneyim ve marka evangelizmi degiskenlerinden olusan iliskiler agini
arastirmak amaclanmaktadir.

Calismada markalarin iliski odakli olmasmin ve algilanan iligki kalitesinin
tiiketicilerin duygusal deneyim algilarin1 pozitif yonde etkileyecegi One
striilmektedir. Ayrica, iliski odakliigm da iliski kalitesini arttiracagi
beklenmektedir. Son olarak, markalarla duygusal deneyimler yasamanin kisilerin
marka evangelizmi egilimlerini arttiracag diistiniilmektedir. Marka evangelizmi
onceki caligmalardatek biryapiolarak ele alindigi gibi (6rn., Mansoor ve Paul, 2022)
belirli alt boyutlarin bir toplami (6rn. Harrigan vd., 2021) seklinde de incelenmistir.
Bu ¢alismada marka evangelizmini kavramsallagtiran arastirmalarda dnerilen ¢ok
boyutluluga en ¢ok uyum sagladigi diisliniilen Becerra ve Badrinarayanan’in
(2013) ¢ok boyutlu (satin alma niyeti, pozitif marka degerlendirmeleri, rakip
markalardan vazgegirme) yaklasimi benimsenmis ve duygusal deneyimin hem
bu ii¢ boyut iizerindeki etkileri hem de marka evangelizmi {lizerindeki etkileri
incelenmistir.
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Onceki paragrafta da bahsedildigi gibi evangelizm iizerine yapilan ¢alismalarin
sayist oldukg¢a kisitlidir. Evangelizm ve tiiketici davranigina iligkin ampirik
kanitlarin saglanmasi konuya yonelik anlayisin gelismesine katkida bulunacaktir.
Yukarida bahsedilen iliskiler ampirik olarak test edilmedigi i¢in c¢alismanin
tiiketici-marka iliskileri literatiiriine katki saglayacag diisiiniilmektedir. Oncelikle,
duygusal marka deneyimi ve marka evangelizmi iligkisinin arastirilmast literatiir
icin dikkate degerdir ¢iinkii duygularin insan davranisiyla iliskisi tizerine yapilan
geemis calismalar, duygularin insanlarin gevreyi nasil algiladiklarini degistirdikleri
ve davraniglari motive ettigi konusunda hemfikirdir (Morrison ve Crane, 2007).
Ayrica, markalaraiiriinlerinin ve hizmetlerinin metalasmasi durumunda miisterilere
unutulmaz deneyimler yasatmanin bir kurtarici olabilecegi onerilmektedir (Pine
ve Gilmore, 1998). Bu duygusal deneyimler, miisterilerle kalict baglar kurmakta
oldukga ige yaramaktadir (Morrison ve Crane, 2007). Sadakat, tatmin, satin alma
niyeti gibi davraniglar lizerinde etkileri olan (Khan ve Rahman, 2015) duygusal
deneyimlerle marka evangelizmi arasindaki iligki belirsiz oldugundan bu ¢alisma
tiikketici-marka iligkisi literatiiriine kayda deger bir katki sunmaktadir. Ayrica,
duygusal deneyimin evangelizmin hem alt boyutlart hem de biitiinii tizerindeki
etkilerinin belirlenmesi, konuya iliskin mevcut bilginin daha da gelismesini
saglamaktadir. Tiketici-marka iligkileri agisindan 6nemi ortaya konan duygusal
deneyimin Onciillerinin belirlenmesi de pazarlama arastirmalar1 ve pratigi i¢in
onem tasimaktadir. Nitekim, nelerin duygusal deneyime katki sagladiginin
arastirilmasi ge¢mis calismalarca onerilmektedir (Khan ve Rahman, 2015).
Deneyime iliskin gegmis ¢aligmalar genellikle marka deneyimine odaklanmis ve
biiyiik bir cogunlugu marka deneyiminin sonuglarini incelemistir. Bazi ¢alismalar,
etkinlik pazarlamasi (Zarantonello ve Schmitt, 2013), pazarlama iletisimi ¢abalari,
marka ipuglari (Khan ve Fatma, 2017), tiikketici katilim1 (Khan vd., 2016) gibi
faktorlerin deneyim tizerindeki etkilerini arastirsa da markalarin iliski odaklilig
ve algilanan iliski kalitesinin duygusal deneyim iizerindeki etkileri tam olarak
bilinmemektedir. Bu ¢alisma ile, belirtilen bu bosluga katki sunulmaktadir.

Caligmanin ilerleyen boliimlerinde ilk dnce ¢alismada ele alinan degiskenler
acgiklanmistir. Ardindan hipotezlerin gelistirilmesini saglayan mantiksal tartismaya
yer verilmig ve hipotezler Onerilmistir. Yontem boliimiinde veriye ve analize
iliskin bilgiler yer almaktadir. Son olarak, edilen bulgular 15181nda, aragtirma
sonugclari teorik ve pratik agilardan ele alinarak tartigilmistir.

2. Kavramsal Cerceve
Tiiketici-Marka Iliskisi

Glinlimiizde basarili isletmeler, kalici bir tiikketici marka iligkisi yaratmanin
faydalar1 sebebiyle odak noktalarini islemsel pazarlamadan iligkisel pazarlamaya
cevirmislerdir (Fournier, 1998; Khamitov vd., 2019). iliskisel pazarlamanin
yayginlagmasiyla birlikte tiiketici ve marka arasindaki iliskiler giderek Gnem
kazanmustir. Tiiketici-marka iliskisi, iliskisel pazarlama ¢er¢evesinde tiiketiciler ve
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markalar arasindaki uzun vadeli baglari ele almaktadir (Breivik ve Thorbjornsen,
2008; Erdogan ve Torun, 2009). Bu kavram, tiiketicilerin bir markanin Gstiinliigii
veya performansindan otiirli tercih edilmesinden ziyade markanin tiiketicide
uyandirdig1 ve yagamina anlam katan derin iligkiler sebebiyle satin alinmasini
ifade etmektedir (Pulh vd., 2019). Bu anlamlar, tiiketici ve marka arasindaki
yakin, kisisel ve derin baglar sebebiyle ¢ok sayida iliskiyi (islevsel ve duygusal)
ortaya ¢ikarmaktadir (Fournier, 1998; Kumar ve Kaushik, 2020).

Tiiketici-marka iliskisi teorisi, bireysel iligkilerden yola ¢ikilarak bireylerin
etkilesime girdikleri farkli insanlarla gelistirdikleri iliskiler varsayimina
dayanmaktadir (Keller, 2012). Bu kavrama farkli bir bakis agisi sunan Aaker
(1996), tiiketici ve marka iligkisini bireyler arasi iligkiye benzeterek aktif bir
tiiketici marka iliskisinin geligsebilecegini, boylece markalar a¢isindan tiiketicilerin
adeta markanin sahibi gibi aktif olarak hareket edebilecegini ileri stirmiistiir.

Tiiketiciler glin gectikce binlerce markayla etkilesim halinde oldugundan dolay1,
biitiin markalar ile anlamli ve giiglii iligkiler gelistirmesi miimkiin olmamaktadir
(Kumar ve Kaushik, 2020). Bu yiizden tiiketiciler ve markalar arasindaki iligkileri
gelistirebilecek faktorleri arastirmak onemli kabul edilmektedir. Hali hazirda,
marka baglilig1 (Park vd., 2010), marka giiveni (Chaudhuri ve Holbrook, 2001),
marka sevgisi (Batra vd., 2012), marka katilimi (Brodie vd., 2013), marka kimligi
(Stokburger-Sauer vd., 2012), marka deneyimi (Kumar ve Kaushik, 2020) gibi
temel faktorler arastirmalara konu olmustur. Ayrica, bu alan dinamik yapisi
sebebiyle, arastirmacilara tliketiciler ve markalar arasindaki iliskileri farkli
agilardan inceleme firsatt sunmaktadir (Kumar ve Kaushik, 2020). Bu agidan,
marka ve tliketici arasindaki iliskinin gelismesine katkida bulunan unsurlar
belirlemeye yonelik calismalar her zaman kiymetli kabul edilmistir (Veloutsou,
2007).

Bu arastirma, giiclii ve olumlu bir tiiketici-marka iliskisi gelistirmede 6ne ¢ikan
markanin iliski odaklilig1, iliski kalitesi ve duygusal marka deneyimine (Bahia
ve Babay, 2022; Kumar ve Kaushik, 2020) odaklanmaktadir. Marka ve tiiketici
arasindaki iligkinin gelismesine katkida bulunan unsurlar1 belirlemeye yonelik
¢ok az calisma yapilmistir (Bahia ve Babay, 2022; Veloutsou, 2007). Buna yonelik
caligmalardan bazilari, marka-tiiketici iligkisinde tiiketici yoniine ve tiiketicinin
bagliligl, satin alma niyeti gibi ¢iktilara odaklanmistir (Fernandes ve Moreira,
2019; Wang vd., 2019). Ote yandan, tiiketici marka iliskisinde marka tarafi ve
markanin tiiketici ile iliskisini giiclendirmek icin neler yapabilecegi de aragtirmak
ilgi ¢ekici olmustur (Bahia ve Babay, 2022). Markanin bu iliskisel yonelimi,
tilketici-marka iligskisinin énemli bir yliziinii olusturmaktadir. Tiiketici a¢isindan
bakildiginda, tiiketicinin beklentilerine gore markanin iligkisel yoneliminin somut
ciktilar1 olumlu deneyim 6zellikle marka evangelizmini ortaya ¢ikaran bir faktor
olmaktadir (Harrigan vd., 2021).
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Markamn Iligki Odaklilig

Markanin iliski odaklilig1, bireyler arasi iliskinin temel bilesenleri olan iletisim,
anlama, etkileme ve karsilik verme gibi psikolojik faktorlerle iligkilendirilmektedir
(Aurier ve Lanauze, 2012). Bu kavram, marka odakliligin uzun vadeli rekabet
avantaji saglamada tiiketicilerle siirekli etkilesimin kurulmasi, saglanmasi ve
korunmasindan siiregelmektedir (Bahia ve Babay, 2023). Calismada ele alinan
markanin iliski odaklilig1, “tiiketicilerle iliskiler gelistirme ve siirdiirme istekliligi
ve yetenegi” anlamina gelmektedir (Aurier ve De Lanauze, 2012).

Nitekim Fournier (1998), tiiketicilerin markalar1 insanlara benzetme egiliminin,
markanin tiiketicilerle ikili iligkilerin gelistirilmesinde 6nemli bir role sahip
olabilecegini ileri siirmistiir. Bu bakis acisindan hareketle, bireyler arasi
iliskiden yola c¢ikilarak markalarin insani niteliklere sahip birer varlik olarak
adlandirilmas tiiketicilere maddi faydalarin 6tesinde ask, baglilik, comertlik gibi
duygusal deneyim odakl1 baglara doniisen iliskisel faydalar saglamaktadir (Batra
vd., 2012; Kumar ve Kaushik, 2020). Ozetle, marka iliski odaklilig1, tiiketici
ve marka arasinda daha fazla samimiyete yonelik iliskisel katilim ve iligkisel
derinlik icermesi sebebiyle tiiketici-marka iliskisinin sinyali olarak goriilmektedir
(Puzakova ve Kwak, 2017).

Marka Iliski Kalitesi

Marka iliski kalitesi, bir markanin bilissel ve duygusal degerlendirilmesine atifta
bulunan ve markalar ile tiiketiciler arasindaki iligkilerin genel dogasini yansitan,
miisteri temelli gosterge olarak ifade edilen iist diizey bir yapidir (Hudson vd.,
2015; Palmatier vd., 2006).

Fournier (1998)’e gore marka iliski kalitesi, duygusal ve sosyal (ask, tutku,
yakinlik ve nostaljik), davranigsal (baglilik, sadakat) ve biligsel faktorleri (giiven,
diirtistliik) iceren ¢ok boyutlu bir yapidir (Chaudhuri ve Holbrook, 2001). Bu
faktorler, giiclii ve istikrarh bir tiikketici-marka iliskisi saglamaktadir (Kim vd.,
2014). Gigli bir iliski kalitesi, tiiketici ihtiyaglarii karsilamak ve baglilik
yaratmada onemli bir faktordir (Fernandes ve Pinto, 2019). Calismada Akrout
ve Nagy (2018)’nin yaklasimi benimsenerek marka iliski kalitesi ¢ok boyutlu bir
yap1 olarak ele alinmistir. Yazarlara gore markadan tatmin olma, markaya olan
baglilik ve giiven degiskenlerinin tiiketicilerin toplam iliski kalitesi algilarini
belirlemektedir.

Duygusal Marka Deneyimi

Gecgmiste marka deneyimi iizerine yapilan arastirmalar duygunun tiiketici
deneyimindeki roliine odaklanmistir (Argan vd., 2018; Holbrook ve Hirschman,
1982). Duygular, tiiketici-marka iliskisini yonlendiren énemli bir giictiir (Bapat
ve Thanigan, 2016). Duygusal markalama, tiiketicileri duygu ve hislerle mesgul
etmek olarak adlandirilmaktadir. Bu duygusal durum, tiiketici ve marka arasinda



480 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:16, Say:: 2, Mayis 2023, ss. 473-506

kalici, samimi bir bag kurmaya yardimec1 olmakta ve tiiketiciye duygusal bir
doyuma yol acan biitiinsel bir deneyim saglamaktadir (Gobe, 2001; Morrison ve
Crane, 2007). Bir diger ifadeyle, tiiketicinin duygusal marka deneyimini etkili
bir sekilde yonetilmesi, tiiketicilerin duygusal ihtiyag ve beklentilerini karsiladigi
veya astig1 bir ortam yaratmak anlamina gelmektedir (Berry vd., 2002).

Olumlu duygusal deneyim ile tiiketicilerin tiiketicinin markay1 tekrar tercih
etme olasilig1 yiiksek olmaktadir (Morrison ve Crane, 2007). Bir baska ifadeyle,
olumlu deneyim, olumlu bir marka degerlendirmesiyle sonuglanmaktadir (Bapat
ve Thanigan, 2016).

Marka Evangelizmi

Marka evangelizmi, tiiketicilerin en sevdikleri markalar1 baska tiiketicilerin
kullanmasi i¢in ikna etmeye calistigi duygu odakli bir propaganda davranigidir
(Schnebelen ve Bruhn, 2018). Ikna edici gérev odakli olan bu kavram,
tiikketicilerin en sevdigi marka hakkinda konusmanin 6tesinde olan, agir1 agizdan
agiza pazarlama olarak da ifade edilmektedir (Mansoor ve Paul, 2022). Marka
evangelizmi davranigini sergileyen kisilere verilen ad olan evangelistler marka
fanatizmini ¢agristiran davraniglar gostermektedir ve bu kisiler markalar tizerinde
etkili olan kiiciik tiiketici gruplaridir (Hsu, 2019). Marka evangelistleri markay1
tavsiye etmelerinin yani sira kendi coskularini ve etkilesimlerini yansitmak
amaciyla markay1 satin almaktadirlar (Becerra ve Badrinarayanan, 2013).

Marka evangelistleri, marka hakkinda olumlu duygu ve diisiincelerini
paylagmalarinin yani1 sira, markanmn tarzini sevdikleri i¢in diger tiketicilere
s0z konusu markay1 kullanmalarina yonelik ikna konusunda oldukga aktif ve
heveslidirler (Matzler vd., 2007). Bu nedenle tiiketiciler, markay1 tutkuyla tavsiye
etmenin ve savunmanin yani sira markay1 gii¢lii bir sekilde benimsedikleri i¢in
rakip markalardan vazgecirmeye yonelik davranista da bulunmaktadirlar (Becerra
ve Badrinarayanan, 2013).

3. Arastirma Hipotezleri
a. Markann Iliski Odaklhihgi ve Marka iliski Kalitesi

[liskisel bir bakis agistyla, tiiketiciler yalmzca algilanan kaliteye dayali gegmis
degerlendirmelerden ziyade iliskinin kalitesine ve gelecegine 6nem vermektedirler
(Aurier ve Sere’de Lanauze, 2012). liski pazarlamasi teorisi, tiikketicilerin markayla
olan iliski kalitesine iligkin algilarinin, tiiketici davraniglarini sekillendirdigini
one siirmektedir (Verhoef, 2003). Iliskisel pazarlama yaklasimu, tiiketiciler ile
ayricalikli iliskiler gelistirerek iligki kalitesini ve bagliligini arttirmaya calismaya
yonelik bir alandir (Aurier ve Sere’de Lanauze, 2012). Mevcut literatiir, bir
markanin giiclii iligki kalitesi sonuglar1 elde etmesi igin tiiketicilerle biligsel ve
duygusal yollarla baglant1 kurmas1 gerektigini ileri siirmektedir (Nyffeneger vd.,
2015). Marka iliski odakli yaklasimda, tiiketicilerin bir markanin kendileriyle
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iligki gelistirme ve siirdiirme konusundaki istekliligi ve yetenegi olarak ifade
edilmektedir (Aurier ve Sere’de Lanauze, 2012) ve dolayisiyla markanin iliski
yonelimli olmasi iliski kalitesini de olumlu etkileyecektir.

Tiiketiciler satin alma kararlar1 verirken bir markanin hem islevsel hem de
iligkisel faydalarini géz 6niinde bulundurmaktadirlar (Casidy vd., 2018). Kervyn
vd. (2012)’ye gore, tiiketiciler bir markanin 6zelliklerinin ve faydasinin yani sira
iligki yonelimli olup olmadigini da 6nemsemektedir. Tiiketiciler, iliski odakli bir
markaya yonelik baglilik, tatmin ve giiven duymay1 ¢ok 6nemserler (Long-Tolbert
ve Gammoh, 2012). Bu durum, markanin iliski odakli olmas1 sonucunda saglanan
etkilesim sebebiyle tiiketicide giiven baglilik ve tatmin saglayarak tiiketicinin
icinde bulundugu iliskiye yonelik kalite algisint olumlu etkileyecektir.

H : Markamn iliski odakliliginin tiiketicilerin iliski kalitesi algist iizerinde pozitif
etkisi vardir.

b. Markanin iliski Odaklihgi ve Duygusal Marka Deneyimi

Gegmis tiiketici-marka iligkisi ¢aligmalari, markalarin tiiketicilere duygusal
faydalar elde etmelerini sagladigini ileri siirmektedir (Pawle ve Cooper, 2006).
Duygular, tiiketici marka iligkilerinde 6nemli rol istlenmektedir (Dall’Olmo
Riley ve Chernatony, 2000). Duygusal bag ve iletisim markanin iliski yonelimli
olmasiyla agiklanmaktadir (Veloutsou, 2007). Markalarla derin iliskiler kuran
tiketiciler, iki yonlii iletisim siirecine, yani bilgi saglama ve alma siirecine aktif
olarak dahil olma deneyimlerini arttirirlar (Veloutsou, 2007). Markanin iliski
odakli olmasi, tiiketicide olumlu hislere yol agacagi igin, marka tiiketici etkilesimi,
markayla ilgili deneyimlerin tiiketici ile markali {iriin arasinda duygusal baglar
yaratacagi ileri siiriilebilir (Morgan-Thomas ve Veloutsou, 2013).

Tiiketici marka iligki teorisi kapsaminda iligki yonelimli markalar, birey ve marka
arasinda duygusal baga atifta bulunur (Fournier, 1994). Onceki ¢alismalar, tiiketici-
marka iliskilerinin, alict ve satici arasindaki piiriizsiiz iletisimi kolaylastirdigini
kabul etmektedir (Schultz, 2004). Bu iletisim, tiiketicilerin markaya yonelik
algisini etkileyerek duygusal bir deneyim hissetmelerini saglamaktadir (Kumar
ve Kaushik, 2020).

Hz:dMarkanm iliski odakliliginin duygusal marka deneyimi iizerinde pozitif etkisi
vardr.

¢. Marka iliski Kalitesi ve Duygusal Marka Deneyimi

Fournier (1994) marka iliski kalitesini, tiiketiciler ile markalar arasindaki siirekli
iligkiden yola ¢ikarak tiiketiciler ve markalar arasindaki etkilesimin giicii ve
derinligi olarak ifade etmistir. Bu kavram, duygusal ve sosyal baglar (nostalji,
agk, tutku, sevgi), davranigsal baglar (baglilik) ve destekleyici biligsel faktorler
(gliven) gibi ¢esitli bilesenlerden olusan ¢ok boyutlu bir yapidir (Fournier, 1994).
Bu bilesenler giiclii bir iliskiyi ortaya koyarak marka iligki kalitesini gliven, tatmin
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ve baglilig1 iceren tist diizey bir yapi olarak ele almistir (Morgan ve Hunt, 1994).

Tiiketiciler ile giiclii ve derin iliski kuran markalar, tiiketicide tatmin ve giiven
olusturacagi i¢in tliketicinin markaya yonelik deneyimi artacaktir (Gobe, 2001).
Onceki aragtirmalar bu agiklamay1 destekleyerek, giivenin ve baghligin tiiketicide
duygusal bir tepkiye yola agarak deneyimi etkiledigini tespit etmistir (Kabaday1
ve Alan, 2012). Buna gore, marka giiveni ve baglilik, duygusal bir tepki olan
marka deneyimini belirleyen biligsel bir etken olarak degerlendirilmektedir (Kim
vd., 2018). Ayrica, iligkisel pazarlama ¢alismalarina gore, tiiketiciler ile kaliteli,
giivene ve sadakate dayali iliski sonucunda bir dizi olumlu davranis gelismektedir
(Itani vd., 2019). liski kalitesinin bir sonucu olarak, tiiketicilerin markaya yonelik
duygusal deneyimleri olumlu olmaktadir ve tiikketici markayla olan iligkisini devam
ettirmek istemektedir (Jiang vd., 2018). Ozetle, bir markanin tiiketicileri anlamasi
ve tiiketicilerle yakin iligkiler kurmasi o markanin tiiketicilerin beklentilerini
onemsedigini gostermektedir ve tiiketicilerin marka deneyimi hakkindaki
duygusal degerlendirmelerini etkilemesi muhtemeldir.

H : Tiiketicilerin iliski kalitesi algisimin duygusal marka deneyimi iizerinde pozitif
etkisi vardir.

d. Duygusal Marka Deneyimi ve Marka Evangelizmi

Marka evangelizmi, olumlu fikir ve deneyimleri paylasmaya ve diger tiiketicilerin
ayni markayla iligki kurmasini saglamaya yonelik yogun ikna ¢abalaridir (Becerra
ve Badrinarayanan, 2013). Baglilik teorisine gore, tiiketiciler olumlu deneyimler
yasadig1 markalar ile dogrudan (satin alma, ask, sadakat, katilim) veya dolayli
(sosyal medya iizerinden yorum yapma, koruma) katkilar sunmaktadir (Pansari ve
Kumar, 2017). Olumlu marka deneyimi sonucunda tiiketiciler sosyal medyada veya
herhangi bir ortamda marka hakkinda fikirlerini paylasma egiliminde olmaktadir
ve bu durum tiiketicilerin karar vermelerinde 6nemli bir etki yaratmaktadir (Giertz
vd., 2022; So vd., 2016). Bu agiklamay1 destekler nitelikte olan Purohit vd.
(2023)’nin hizmet baskin mantik kapsaminda marka evangelizmi {izerine yapilan
kapsamli arastirmalarinda marka deneyimlerinin, tiiketici evangelizmini énemli
Olciide arttirdig1 sonucuna ulagmislardir.

Tiiketici deneyimleri sonucunda markalar ile kurulan duygusal iliskiler tiiketicinin
baglhihigini arttirmakta, tiiketicilerin sosyal ortamlarda marka hakkinda olumlu
deneyimlerini paylagmakta, markay1 6vme gibi davranislarda bulunmaktadirlar
(Nkoulou Mvondo vd., 2022). Markayla duygusal deneyimleri olumlu olan
hevesli tiikketiciler, marka evangelisti olarak kabul edilmektedir (Kautish, 2010).
Evangelistlerin yalnizca olumlu agizdan agza mesajlar yaymakla kalmayip,
ayn1 zamanda diger tiiketicileri markay1 satin almaya ikna etmeye veya rakip
markalardan vazgegirmeye yonelik agir1 bir agizdan agza iletisim bigimi olarak
gormesi (Schnebelen ve Bruhn, 2018) duygu odakli bir davranis olarak tiiketicilerin
duygusal deneyimleri sonucu gelismektedir.
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Tiiketicilerin markalara olan olumlu deneyimleri sonucu markaya yonelik sevgileri
ve bagliliklar1 artmaktadir (Japutra vd., 2022). Bagh ve tutkulu tiiketiciler, marka
ile ilgili deneyimlerinin aktif yayilmasimi ve hatta rakip markalar1 asagilama
boyutuna kadar giden bir baglilik sonucu davranigta bulunmaktadir (Becerra
ve Badrinarayanan, 2013; Nawas vd., 2021). Bundan dolay1 markalarla olumlu
duygusal deneyim yasayan tiiketicilerin marka evangelizmini (markay1 satin
alma, olumlu marka yonlendirmesi, rakip markalardan vazgecirme) arttirdigi ileri
stirtilebilir.

H : Duygusal marka deneyiminin marka evangelizmi iizerinde pozitif etkisi vardur.

H 4.,("1 Duygusal marka deneyiminin markayr satin alma iizerinde pozitif etkisi
vardir.

H ,: Duygusal marka deneyiminin olumlu marka yonlendirmesi iizerinde pozitif
etkisi vardir.

H, : Duygusal marka deneyiminin rakip markalardan vazgegirme iizerinde pozitif
etkisi vardir.

Aragtirma hipotezlerine dayanarak Onerilen kavramsal model Sekil 1’de
gOsterilmistir.

Marka

evangelizmi
Markanin

Hiski ~_ Markahyl: satn

Odaklihi g ~_ H2+ o

~
.
- Pozitif marka
Hi+ “al  Duygusal Hdabc+ snlendirmesi
Marka yonlendirmesi
¥ 4 >
Deneyimi

e | R
Iligki Kalitesi markalatdan
vazgegirme

Sekil 1. Kavramsal model
4. Yontem
a. Olciim ve Veri

Aragtirma verisi, ¢cevrimigi kanallar kullanilarak anket yontemiyle elde edilmistir.
Bu veri toplama metodu arastirmacilara hem zaman ve maliyet tasarrufu
saglamakta hem de veriyi daha etkili bir sekilde toplama imkém vermektedir
(Lefever vd., 2007). Bu nedenle ¢evrimici anket yontemi tercih edilmistir.
Anket formunun olusturulmasinda kullanilan ifadelerin belirlenmesinde ge¢mis
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pazarlama calismalarda kullanilan gegerli-giivenilir 6lcekler kullanilmistir. fliski
odaklilik degiskeni Puzakova ve Kwak (2017)’1n ii¢ ifadesiyle, duygusal deneyim
ise Brakus vd. (2009)’nin ii¢ ifadeli 6l¢egi ile dl¢iilmiistiir. Tliski kalitesi ve marka
evangelizmi degiskenleri {icer alt boyuttan olusmaktadir. Iliski kalitesi Akrout
ve Nagy (2018)’nin tatmin, baglilik ve giliven boyutlarindan olusan 6lgegi ile
Ol¢iilmiistiir. Marka evangelizmi ise satin alma niyeti, pozitif marka yonlendirmesi
ve rakip markalardan vazgecirme boyutlarindan olugmaktadir ve Becerra ve
Badrinarayanan (2013)’1n gelistirdigi 6l¢ek ile dl¢lilmiistiir. Bahsi gegen Olgiim
ifadeleri Tablo 1°de gdsterilmistir.

Hazirlanan soru formu Google Forms platformu iizerinde diizenlenmis ve sosyal
medya kanallari, e-posta ve kisisel mesajlagsma araglart kullanilarak kisilere
ulastirilmistir. Son yillarda kullanimi artan ¢evrimigi anket yontemi, daha genis
popiilasyonlara ulagsmada etkili oldugu i¢in siklikla kullanilmaktadir (Esteban-
Santos vd., 2018). Olgek ifadeleri Ingilizce dilinde gelistirildiginden, ifadeler
Tiirkgeye ¢evrilmistir. Bu sebeple, ifadelerde anlam kaybi olup olmadiginin
belirlenmesi i¢in ¢eviriler iki pazarlama akademisyeni tarafindan kontrol edilmistir.
Kontrol sonrasi uzman onerileri dikkate alinarak yapilan diizenlemeler sonrasinda
anket baglantis1 30 kisiye gonderilmistir. Ilk 30 ankette dlgek ifadelerinde gecerlik
ve giivenilirlik agisindan sorun ¢ikarabilecek unsurlart gormek amaclanmistir.
30 anket ile yapilan On-testler sonrasinda bazi Olceklerdeki ifadelere iliskin
hatalar giderilmis ve anket ana c¢alismaya hazir hale getirilmistir. Bdoylece,
anket formunun web baglantis1 18 yasindan biiyiik kisilere gonderilmistir. Ana
calisma igin toplanan anketlerden dikkat sorusuna bagli olarak elenen gézlemler
sonrasinda analize hazir 290 anket kalmistir. Ayrica, veri kalitesini arttirmak i¢in
Mahalanobis uzaklik analizi ile olasi u¢ degerler belirlenmis ve 18 anket analizden
cikartlmistir (Goukens et al., 2009; Morrison, 1967). Boylece, toplamda 272 anket
ile veri analizine devam edilmistir.

b. Bulgular
i. Tammmlayici istatistikler ve verinin dagilimi

Katilimcilar cinsiyet a¢isindan dengeli bir dagilim gostermektedir (Kadin: % 50,4;
Erkek: % 49,6). Biiylik bir ¢ogunlugu geng bireylerden olusan (18-26: % 19,1;
27-35: % 35,3; 36-44:% 28,3; 45-60: %17,3) anket katilimcilar egitim diizeyi
acisindan farkli 6zelliklere sahiptir (Lise ve ilkogretim: %10,3; Lisans: %48,5;
Lisansiistii: %41,1).

Arastirma verisinin dagilimi ¢arpiklik ve basiklik degerleriyle incelenmistir.
Gozlenen degiskenlere ait ¢arpiklik degerleri -1,435 ile 1,173 arasinda, basiklik
degerleri ise -0,533 ile 2,845 arasinda degismektedir. Bu deger araliklari 6nerilen
degerlerden (Carpiklik i¢in 2, basiklik i¢in 7) kiiciik oldugu igin veri setinde
onemli bir sapma bulunmamaktadir ve normal dagilima uymaktadir (Tang vd.,
2014; West vd., 1995).



Tiiketicilerin Duygusal Marka Deneyimi ve
Marka iliskisi Algilarinin Marka Evangelizmi Uzerindeki Etkisi 485

ii. Ortak Yontem Varyansi

Caligsmanin veri seti tek bir kaynaktan toplandigindan yapilar arasindaki iliskileri
yapay bir sekilde arttirabilen veya azaltabilen ortak yontem varyansi sorunu
ortaya ¢ikabilmektedir ve bu durum, caligsma verisi agisindan énemli bir risktir.
Oncelikle bu sorunun ortaya ¢ikmasmin 6nlenmesinde kullanilan ve verinin
kalitesini arttiran prosediirel yontemler kullanilmistir (Bairrada vd., 2018). Bu
amagla, anket baglantisinin giris kisminda, anket ifadelerinden hemen once
katilimcilara, verilen cevaplarin gizli kalacagi, sorularin belirli bir dogru ya da
yanlig cevabmin olmadig1 ve sorulara cevap verirken rahat olmalar gerektigi
aciklanmigtir. Bununla birlikte, katilimcilara sadece anketin konusu hakkinda
genel bir bilgi verilmis ve aragtirmanin amaci detayli bir sekilde agiklanmamuistir.
Ortak yontem varyansi sorununun analiz agamasinda ise Harman tek faktor testi ve
dogrulayici faktor analizinde tek faktorlii model testi yapilmistir. Tiim gozlemlere
ayn1 anda faktor analizi yapilmasi ile uygulanan Harman tek faktor testinde ortak
yontem varyansi sorununun olmamasi i¢in faktor analizinde birden fazla boyutun
ortaya ¢ikmasi veya birinci boyutun agiklanan varyansiin toplam varyansin
¢ogunlugunu agiklamamasi gerekmektedir (Podsakoft vd., 2003). Yapilan faktor
analizi ok faktorlii (dort boyut) bir yapmin varhigini gostermektedir (Ozdeger >
1) ve ilk boyutun aciklanan varyansi %46’dir. Tek faktorlii model testi sonuglari
da Harman tek faktor testi sonuglarinin desteklemektedir. Tiim gozlemlere tek bir
gizil degisken altinda dogrulayici faktor analizi yapildiginda ortaya ¢ikan model
uyum degerleri ¢ok diisiik seviyededir [y2 = 2163,162, df = 170, y2/df = 12,724;
CFI = 0,58; TLI = 0,53; GFI = 0,51; RMSEA = 0,208]. Tiim bu sonuglar, ayni
kaynaktan toplanan veride, ¢calismanin sonuglarini etkileyebilecek bir yanliligin
bulunmadigini ve ortak yontem varyans sorununun olmadigini gostermektedir
(Podsakoff vd., 2003).

iii. Ol¢ciim giivenilirligi, gecerligi ve 6lciim modeli

Teorik modelin veri setiyle uyumunun tespiti i¢in dogrulayici faktor analizi (DFA)
yapilmistir. DFA sonuglart model uyumunun kabul edilebilir seviyede oldugunu
gostermektedir (Hair vd., 2010; Kline, 2015). [¢2 = 337,480, df = 152, y2/df =
2,220, CFI = 0,96, TLI = 0,95, GFI = 0,89, SRMR = 0,078, RMSEA = 0,067].
Ayrica gozlenen degiskenlerin faktor yiikleri dnerilen degerin iizerindedir (Field,
2005). Olgiimlerin giivenilirligi i¢in Cronbach Alpha katsayilar1 incelenmistir.
Tiim degiskenlerin Alpha katsayilar1 0,7 degerinin iizerindedir. Faktor yiikleri ve
giivenilirlik katsayilart Tablo 1°de goriilmektedir.
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Tablo 1. Giivenilirlik ve faktor analizi sonuglari

" ;
Degisken  ifade Faktor Cronbach’s

yiikii Alpha
Markam miisterileriyle yakin iliskiler kurmaya 0.91
calistyor gibi goriiniiyor. ’
Liski Markam benimle yakin bir iligki kuruyor gibi
A 0,94 0,92
odakhilik  goriiniiyor.
Markamla  aramizda bir yakinlik duygusu
L 0,95
hissediyorum.
Markamin {riinlerinden memnunum. 0,92
- Tatmin Markamdan memnunum. 0,95 0,93
§ Markami kullanmaktan mutluyum. 0,94
S 5 Markama duygusal olarak baglt hissediyorum. 0,94
B Baghhk* . . L 0,87
2 Markam benim i¢in bilyiik bir anlama sahiptir. 0,94
~
Markamin iiriinlerinin kalitesine giivenirim. 0,93
Giiven o L 0,84
Markamuin iirtinlerini satin almak giivenlidir. 0,93
Duygusal ~Markam bende olumlu duygular uyandirir. 0,94 0.88
Deneyim*  Markam hakkinda giiglii olumlu hislerim var. 0,94 ’
Yakin gelecekte muhtemelen markamdan bir {iriin 0.96
satin alacagim. ’
Satu? alma Yakin gelecekte markamdan bir iirlin satin alma 0,95
niyeti . A . 0,97
. olasiligim yiiksektir.
§ Yakin gelecekte markamdan bir iiriin satin alacagim 0,94
§° Markam hakkimda ¢evreme olumlu seyler sdylerim. 0,93
S . .
g Yén Markami arkadaglarima tavsiye ederim. 0,94 0.92
S Eger arkadaslarim ilgili bir {irlin ariyorlarsa, onlara
5 . o 0,91
S kendi markamdan satin almalarmni sdylerim.
Eger arkadaglarim ilgili bir {irlin artyorlarsa, onlara
= . 0,89
diger markalardan satin almayin derim.
Rakip ) L 0,73
Diger markalar hakkinda ¢evreme olumsuz bilgiler 0.89
yayarim. ’

* Baghlik ve duygusal deneyim degiskenlerinin iiciincii ifadeleri ¢apraz yiikleme sorunu
nedeniyle analizden ¢ikarilmigtir:

Yon: Pozitif marka yonlendirmesi, Rakip: Rakip markalardan vazgegirme

Hipotez testinden oOnce yapilarin gegerligi ve giivenilirligi incelenmistir.
Bu kapsamda, yakinsama gecerligi ve ayrim gegerliginin kontrolii igin yap1
giivenilirligi (CR) ve ortalama agiklanan varyans degerleri (AVE) incelenmistir.
Tiim gozlenen degiskenler istatistiksel olarak anlamli (p<0.01) bir sekilde kendi
faktorlerine yliklenmektedir. Gozlenen degiskenlere ait faktor ytikleri Tablo 1°de
sunulmustur. Onerilen siir degerlerin {izerinde olan yap1 giivenilirligi (>0,7)
ve ortalama agiklanan varyans degerleri (>0,5) Tablo 2’de gosterilmektedir.
Sonuglar, yakinsama gecerligini dogrulamaktadir. Ayrim gecerligi, degiskenler
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arast korelasyonlar ile AVE degerlerinin karekdklerinin karsilastirmasiyla
belirlenmistir (Fornell ve Larcker, 1981). Tablo 2’de goriilecegi gibi yalnizca iliski
kalitesinin AVE degerinin karekokii duygusal deneyim ile olan korelasyonundan
daha kii¢iiktilir. Ancak bu fark sinirda denilebilecek diizeyde diisiik bir farktir. Bu
sorunu degerlendirmek i¢in degiskenlerin ayrim gecerligi Heterotrait-Monotrait
(HTMT) yontemi ile yeniden analiz edilmistir. Henseler vd. (2015), 0,85
esiginin daha siki bir deger oldugunu 0,90 esiginin ise kabul edilebilir bir diizey
oldugunu belirtmektedir. Tablo 3’de goriilen sonuglara gore en yiikksek HTMT
orani 0,89’dur. Bu sebeple, calismanin degiskenlerinin ayrim gegerligini sagladigi
sonucuna varilmistir.

Tablo 2. Ortalama, standart sapma ve degigkenler arasi korelasyonlar

Ort. SS CR AVE 1 2 3 4 5 6
io 433 135 0,93 0,81 0,90
K 525 089 0,85 0,67  0,26%** 0,82
Deneyim 5,44 1,04 0,88 0,79  0,40%** (0,84*** (0,89
Rakip 2,74 1,31 0,76 0,62 0,40%** -0,01 0,10 0,79
Yon 548 1,18 0,92 0,80  0,39%** (,73*** (,77*%** 0,12} 0,89
Satin 5,81 1,19 0,95 0,87 0,15% 0,80***  0,67*** -0,08 0,67%%% 0,93

Koyu renkli degerler AVE degerlerinin karekokiinii gostermektedir.

i0: iliski Odaklilik, iK: iliski Kalitesi, Yon: Pozitif marka yonlendirmesi, Rakip: Rakip markalardan vaz-
gecirme, Satin: Satin alma niyeti

T p <0.100; * p <0.050; ** p <0.010; *** p<0.001

Tablo 3. HTMT Oranlari
1 2 3 4 5 6
iligki Odakhlik
fligki Kalitesi 0,334
Deneyim 0,407 0,875
Rakip 0,386 0,060 0,014
Yén 0,384 0,748 0,772 0,031
Satin 0,159 0,761 0,665 0,160 0,683

Yon: Pozitif marka yonlendirmesi, Rakip: Rakip markalardan vazgecirme, Satin: Satin alma niyeti

iv. Yapisal model ve hipotezlerin testi

Hipotezlerin testi i¢in yapisal esitlik modellemesi kullanilmistir. Yapisal modelin
uyum degerleri kabul edilebilir diizeydedir (Hair vd., 2010; Kline, 2015). Model
uyum degerleri ve hipotez testi sonuglart Tablo 4’te sunulmustur. Sonuglar tiim
hipotezlerin veri tarafindan desteklendigini gostermektedir. Buna gore, markalarin
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iliski odakli olmasi tiiketicilerin iliski kalitesi algilarmi (B = 0,27; p < 0,001) ve
duygusal deneyim algilarmi (f = 0,18; p < 0,001) pozitif yonde etkilemektedir.
Ayrica, tiiketicilerin markalarla kurduklari iligkiyi kaliteli algilamalarinin markalarla
duygusal deneyim yasamalart (B = 0,86; p < 0,001) iizerinde giiclii bir etki
bulunmaktadir. Sonug olarak, H1, H2 ve H3 hipotezleri dogrulanmistir. Duygusal
deneyimin marka evangelizmi {iizerindeki etkisinin incelenmesi caligmadaki
onemli amaglardan bir tanesidir. Bu etki ¢alismada iki farkli sekilde incelenmistir.
Once, duygusal deneyimin marka evangelizmi alt boyutlar1 iizerindeki etkileri
incelenmigtir. Sonuglar, duygusal deneyimin satin alma niyeti (B =0,75; p <0,001),
pozitif marka yonlendirmesi (f = 0,82; p < 0,001) ve rakip markalardan vazgegirme
(B =0,03; p <0,05) davranislari tizerinde pozitif etkiler oldugunu dogrulamaktadir.
Duygusal deneyim ve marka evangelizmi iligkisi, evangelizm tek faktor olarak ele
alinarak da incelenmistir. Duygusal deneyim bu durumda da tiiketicilerin evangelist
davranma egilimlerini pozitif yonde etkilemektedir (f = 0,94; p < 0,001). Bu
sonuclar, H4, H4a, H4b ve H4c hipotezlerini dogrulamistr.

Tablo 4. Hipotez testi sonuglari

Standardize

edilmis Standart Kritik oran p
hata
katsayilar
H1  Tliski odaklilik iliski kalitesi 0,27 0,045 4,045 K
H2  iliski odaklilik Duygusal deneyim 0,18 0,030 4,169 kK
H3  Iiliski kalitesi Duygusal deneyim 0,86 0,069 13,452 oAk
H4  Duygusal deneyim Marka evangelizmi 0,94 0,079 13,771 ok
H,a  Duygusal deneyim Satm alma niyeti 0,75 0,075 13,08 ok
H4, Duygusal deneyim  —  Yonlendirme 0,82 0,080 13,912 ok
H4,  Duygusal deneyim  —  Rakip 0,03 0,117 2,904 woE

#% 0 < 0,001, ** p < 0,01
Model uyumu: ¥2= 436,351, df=161; y2/df= 3,089; CFI=0,94; TLI=0,93, NFI= 0,91, RMSEA=0,079)]
R? iligki kalitesi: % 7, R* Duygusal deneyim: % 85, R> Evangelizm: % 88

Sonug¢

Tiketicilerin belirli markalarla derin ve anlamli iliskiler kurmasi, tiiketici-
marka iliskilerine dair ¢aligmalarin glincelligini korumasini saglamaktadir (Roy
vd., 2022; Sashittal vd., 2022; Sharma vd., 2022). Bu kapsamda asir1 ve yogun
bir tiiketici-marka iligkisi bigimi olan marka evangelizmine olan akademik ilgi
son yillarda 6nemli dl¢iide artmistir (Purohit vd., 2023). Marka evangelizminin
markay1 yeniden satin alma, olumlu agizdan agza pazarlama, baglilik, tutku ve
markay1 savunma gibi ¢iktilart gbz oniine alindiginda evangelist tiiketicilerin
tiikketici-marka iliskilerinde stratejik dneme sahiptir (Panda vd., 2020). Bu calisma
titketici-marka iligkilerinin 6zel bir tiirii olan marka evangelizmini aragtirarak
iligkisel pazarlama literatiiriine katki saglamay1 amaglamaktadir.
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Arastirmada yer alan H1 ve H2 hipotezlerine iliskin bulgulara goére, markanin
iligki odakli olmasi iliski kalitesini pozitif yonde etkilemektedir. Long-Tolbert ve
Gammoh, (2012)’ye gore tiiketiciler, iliski odakli bir markaya yonelik baglilik,
tatmin ve gliven duymayi1 ¢ok onemserler, dolayisiyla bu bilesenler markanin
iligki kalitesini olusturdugu i¢in markanin iligki odakli olmasi iliski kalitesini
olumlu etkilemektedir. iliski pazarlamasi teorisine gore, markalarin tiiketiciler ile
ayricalikli iligkiler gelistirmesi iliski kalitesini arttirmaktadir (Aurier ve Sere’de
Lanauze, 2012). Bir diger ifadeyle iliski kalitesi, bir markanin iliski odakliligina
iliskin degerlendirmeleri yansittig1 i¢in markalarin tiiketiciler ile iliskiye énem
vermesi, tiiketicilerin markaya yonelik giiveni, baglilig1 ve tatminini arttiran bir
unsur olacaktir iliski odakli olmasi (Khan vd., 2022).

Calismanin bir diger bulgular1 (H, ve H, hipotezleri), markanin il.igki odaklilig
ve iliski kalitesi duygusal marka deneyiminin itici giicidiir. Iligki kalitesi-
duygusal deneyim iliskisine dair bulunan sonug, iliski kalitesi algisinin yiiksek
olmas1 sonucu duygusal marka deneyiminin giiclendigini belirten Prentice vd.ni
(2019) desteklemektedir. Bu sonug, tiiketici deneyimi sonucu iligki kalitesi
algisiin olustugunu savunan goriisiin (Jung ve So, 2012; Kerviler ve Rodrigez,
2019) aksine, tiiketicilerin iliski kalitesini yiiksek algiladiklar1 markalarla daha
olumlu deneyimler yasadiklarini isaret etmektedir. Mevcut arastirmada yer alan
bulguya gore tiiketicilerin markalarla kurduklar1 iliskiye yonelik kalite algisi
duygusal deneyimi olumlu etkilemektedir (H,), Gobe (2001)’e gore, tiiketiciler
ile giicli ve derin iliski kuran markalar, tiikketicide tatmin ve giiven olusturacagi
icin tliketicinin markaya yonelik deneyimi artmasina yonelik ifadesi ¢aligmanin
bulgusunu desteklemektedir. Dolayisiyla tiiketicilerin markalara yonelik duygusal
deneyimleri markalarin iliskileri, tiiketicilerin marka ile iligkileri sonucunda
meydana gelen etkilesimleri sonucu olugsmaktadir. Markalarin tiiketiciler ile
kurduklar1 olumlu bir iliski, iliski kalitesi boyutlarindan olan marka giiveni
sagladig icin, tiiketicilerin markalara yonelik giiven duymasi da markayla olumlu
duygusal deneyim yasamalarini saglayacaktir, Ha ve Perks (2005) tarafindan
yapilan g¢alismada bu bulguyu destekler nitelikte olup, tiiketiciler markalara
giivenirlerse olumlu deneyim yasamalar1 artmaktadir. Benzer sekilde, tiiketiciler
iligki kalitesini yiiksek olarak algiladiklart markalara baglanarak ve tatmin olarak
olumlu deneyimlerini arttirdig1 sdylenebilir.

Calisma, marka evangelizminin olumlu duygusal marka deneyimi yoluyla
gelisebilecegini gostererek marka evangelizmine yonelik c¢alismalara katki
sunmaktadir (Becerra ve Badrinarayanan, 2013; Purohit vd., 2023; Sharma, 2022).
Calismada tiiketicilerin markalarla olumlu duygusal deneyimlerinin sonucu
olarak marka evangelizmi (satin alma, rakip markalardan vazgecirme ve marka
savunuculugu) arttirdigr arttigi sonucuna ulagilmistir. Bu sebeple, bag kurduklart
markalartyla duygusal deneyim yasayan tiiketiciler, markay1 satin almanin da
Otesinde, hem yakinlarina bu markayla ilgili olumlu bilgiler yayma hem de rakip
markalardan vazgecirme gibi iki 6nemli davranisi gergeklestirmektedirler.
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Teorik Cikarimlar

Marka ve tiiketici iligkileri kapsaminda iliski odaklilik ve kalitesi etrafindaki 6nceki
caligmalarin 6nemli uzantilar1 olan duygusal deneyimin marka evenagelizmi ile
ilgili sonuglari ele alinmistir. Hizmet baskin mantigindan yola ¢ikarak, markanin
iligki odakli olmasi ve iligki kalitesinin 6l¢iilebilir bir sonu¢ olan duygusal
marka deneyimini yonlendirmede giiclii bir rol oynadigin1 ve duygusal marka
deneyiminin marka evangelizminin 6nciilii oldugu ortaya c¢ikarilmistir.

Hizmet baskin mantik c¢ergevesinde tiiketicilerle kurulan olumlu iligkilerin
ve markalarin odak noktalarinin iliski gelistirme olmasi tiiketicilerde olumlu
duygusal deneyim ve bunun sonucunda marka evangelizmi gelistirmede
Oonemini vurgulanmistir. Bu sonuglar, hizmet baskin mantik kapsaminda tiiketici
marka iligkilerini marka duygusal deneyimi saglama konusunda teorik olarak
gelistirmektedir. Benzer sekilde duygusal deneyimi ve marka evangelizmini
birlikte agiklamak bu ¢alismanin 6nemli bir teorik ¢iktisidir. Marka evangelizmi
literatiiriine de hizmet baskin mantik teorisi kapsaminda genigletmektedir.

Yonetimsel Cikarumlar

Aragtirmanin markalarin iliski kalitesi ve iliski odakli olmasina yonelik bulgular
marka yoneticileri i¢in 6nemli g¢ikarimlar ortaya koymaktadir. Ilk olarak,
markalarin iligki odakli olmasi ve tiiketicilerde giiven saglayarak kurduklar
iliskiye yonelik kalite algilarinin artmasi marka ile yasanan duygusal deneyimin
belirleyicisi olmaktadir (Kim vd., 2018). Olumlu marka deneyimi yaratmada,
tiiketici marka etkilesiminin 6nemi ve markalarin iliski odakli olmas1 ve iliski
kalitelerini gelistirmesinin kritik bir unsurdur. Markanin iliski odakli olmasi
ve iliski kalitesine yonelik algi, giiven ve baghilik duyuldugunda, tiiketicilerin
markay1 desteklemek i¢in satin alma ve savunma gibi zor davraniglarda bulunma
ihtimali arttirmaktadir. Ozellikle marka yoneticileri, tiikketicilerin markaya yonelik
giiven, baghlik ve tatmin olusturmak i¢in markalarinin iliski odakli olmalarina
Ozen gostermeleri tavsiye edilmektedir.

Ikinci ve dnemli bir ¢ikarim ise, marka evangelizmi saglamada olumlu marka
deneyimi yaratmada etkili olan faktorler iligskisel bakis agisiyla ele alinmasi
isletme yoneticilere bu yonde stratejik c¢ikarimlar saglamaktadir. Markalar
tiikketicilere aittir ve tiiketicilerin markaya karsi evangelist olmasi isletme icin
bir kazanimdir (Harrigan vd., 2021). Bu nedenle, pazarlamacilar, tiiketicilere bu
adimlan kullanarak, markayla iliski kurma ve marka iliski kalitesinin artmasina
yonelik kaynaklari saglayarak deneyimin ve marka evangelizmin yaratilmasini
kolaylastirmali dahasi dikkatli bir sekilde gelistirmesi gerekmektedir. Bu
baglamda, tiiketicilerle marka odakli iligkiler gelistirmek evangelist tiiketici
yaratmada uygun bir yol olmaktadir.

Son olarak, pazarlamacilar, miisterinin markayla olan iliskisinin muhtemelen
duygusal oldugunu (Harrigan vd., 2021) ve bunun markay1 satin alma, rakip
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markalardan vazge¢cme ve markay1 savunuculugunu giiglendirdigi hatirlatilmalidir.
Tiketici ve marka iliskisini beslemenin kritik bir anahtar olmasi ve marka
acisindan olumlu psikolojik, duygusal ve davranissal sonuglar1 barindirdigi igin
¢ok onemlidir.

Arastirmanin Kisitlart

Calismanin belirli smirliliklar1 bulunmaktadir. Bunlardan ilki, spesifik bir
marka veya {rlin kategorisinin yer almayisidir. Bu durum, bulgularn {irlin
kategorileri ve spesifik markalara uygulanabilirligini sinirlamaktadir. Bu
sebeple, marka evangelizmini daha iyi anlamak i¢in gelecekteki ¢aligmalarin
spesifik bir marka veya iirlin kategorisi (hizmet veya iiriin markasi gibi) ile ele
almarak daha kapsamli bilgiler iiretilmesine ihtiya¢ vardir. Hatta bazi sektorlerde
marka evangelizmi davranislarinin goriildiigli belirli markalar bulunmaktadir.
Ornegin Xbox ve PlayStation kullanicilar1 arasindaki ¢ekisme evangelizmin
kavramsallastirilmasindaki yapilar ile olduk¢a benzer bir goriintii ¢izmektedir.
Konunun bu gibi markalar ¢ergevesinde arastirilmasi marka evangelizmine olan
bilginin gelismesini saglayacaktir. Ek olarak, bu ¢caligma tiiketici marka iligkilerini
ele alirken markanin iliski odakli olmasi1 ve iliski kalitesinin (gliven, tatmin ve
baglilik) duygusal deneyimin belirleyicileri olarak degerlendirmistir. Bu gerceveyi
genisletmek i¢in diger psikolojik ve tiiketici-marka iliskisini etkileyebilecek
degiskenler ele alinabilir. Marka evangelizmi, fanatiklik veya markaya adanma
gibi davraniglarla yakin iliskilidir. Gelecekteki ¢aligmalarin evangelizm ile bu ve
benzeri yapilari.
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EXTENDED ABSTRACT

1. Introduction

Consumer-brand relationships have been gaining the attention of marketing
researchers for a long time (Smit et al., 2007; Molinillo et al., 2017; Huaman-
Ramirez and Merunka, 2019; Jain and Sharma, 2019; Japutra et al., 2021).
Even though numerous studies investigated the positive marketing outcomes of
consumer-brand relationships, limited research (e.g., Japutra et al., 2018; Okazaki,
2019; Aladwani and Almarzouq, 2016) focused on the negative and extreme
aspects for brands and consumers. Brand evangelism is one of these extreme
consumer behaviours that stem from consumer-brand relationships. Prior studies
researched brand evangelism in different contexts and released a few connections
with specific consumer characteristics, attitudes, and behaviours, such as brand
trust, identification (Becerra and Badrinarayanan, 2013), openness to newness,
extraversion (Matzler et al., 2007). These studies imply that consumers’
characteristics, emotional states, and relations with brands can be the source of
brand evangelism. However, a general lack of research on brand evangelism
with a relationship and emotion approach exists. That is, brands’ relationship
orientation and consumers’ perception regarding relationship quality could be the
antecedents of emotional brand experience, which results in brand evangelism.
This study proposes a model investigating the network of relationships mentioned
above. By providing evidence to evangelism literature, this research extends our
knowledge of the topic. Also, findings related to emotional brand experience
and brand evangelism relationship, which is one of the important aspects of the
study, contribute to the existing knowledge on brand evangelism. Finally, this
study examines brand evangelism as a second-order construct that consists of
oppositional brand referral intentions, purchase intentions, and positive brand
referral intentions. Thus, we probed the effect of emotional brand experience
on both the brand evangelism construct and its sub-dimensions. This approach
provides additional evidence with respect to brand evangelism.

2. Conceptual Background

The variables of the study are explained in the following sentences. Relationship
orientation means the brands’ abilities and willingnesses to create and maintain
customer relationships (Aurier and De Lanauze, 2012). Relationship quality is
consumers’ subjective, cognitive, and emotional evaluation of relationships and
reflects the nature of the relationship between consumers and brands (Hudson et
al., 2015; Palmatier et al., 2006). This study adopts Akrout and Nagy’s (2018)
multi-dimensional approach to examine and measure relationship quality.
Accordingly, satisfaction, trust, and commitment constitute a consumer’s
relationship quality perception. Consumers’ emotional state helps them establish
a sincere bond with the brands and leads to an experience that results in emotional
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satisfaction (Gobe, 2001; Morrison and Crane, 2007). Finally, brand evangelism
is an emotional propaganda behaviour that consumers attempt to convince others
to use their favourite brands (Schnebelen and Bruhn, 2018). People who act the
brand evangelism behaviour are called evangelists, and such consumers, which
are small influential groups, show fanaticism lookalike behaviour (Hsu, 2019).
In addition to sharing positive thoughts and feelings about the brand, evangelists
are active and enthusiastic about convincing others to use their favourite brands
(Matzler et al., 2007). Besides supporting their favourite brands, they discourage
others from buying the competing brands (Becerra and Badrinarayanan, 2013).

3. Hypothesis Development

Consumers consider a brand’s functional and relational benefits when purchasing
(Casidy et al., 2018). According to Kervyn et al. (2012), consumers are concerned
about the relationship orientation of a brand in addition to its features and benefits.
Consumers attach great importance to feeling loyalty, satisfaction, and trust
toward a relationship-oriented brand (Long-Tolbert and Gammoh, 2012). This
situation positively affects consumers’ quality perceptions towards the
relationship in which consumers are in by providing trust, loyalty, and
satisfaction due to the interaction provided due to the relationship orientation of

the brand.
Consumers who establish deep relationships with brands increase their experience

of being actively involved in two-way communication, namely providing
and receiving information (Veloutsou, 2007). Brand-consumer interaction
and experiences related to the brand will create emotional bonds between the
consumers and the branded product since the brand’s relationship-oriented
nature will lead to positive feelings in the consumer (Morgan-Thomas and
Veloutsou, 2013). Emotional bonds formed due to the brand being relationship-
oriented affect consumers’ perception of the brand and enable them to feel an
emotional experience (Kumar and Kaushik, 2020).

Relationship marketing studies show that positive behaviors develop due to
quality, trust, and loyalty-based consumer relationships (Itani et al., 2019). As a
result of relationship quality, consumers’ emotional experiences towards the brand
are positive, and consumers want to continue their relationship with the brand
(Jiang et al., 2018).

HI1: The relationship orientation of the brands positively affects consumers’
perception of relationship quality.

H2: The relationship orientation of the brands positively affects consumers’
emotional brand experience.

H3: Relationship quality positively affects the emotional brand experience.

As a result of consumers’ positive experiences with brands, their love and
loyalty toward the brand increase (Japutra et al., 2022). Committed and
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passionate consumers behave as a result of a commitment that leads to the active
dissemination of their experiences with the brand and even to the extent of
humiliating rival brands (Becerra and Badrinarayanan, 2013; Nawas et al.,
2021). Therefore, consumers with a positive emotional experience with brands
increase brand evangelism (brand purchase, positive brand orientation,
discouragement of rival brands).

HA4: Emotional brand experience has a positive effect on brand evangelism.
Hd4a: Emotional brand experience positively affects purchase intention.

H4b: Emotional brand experience positively affects positive brand referrals.
Hd4c: Emotional brand experience positively affects oppositional brand referrals.

The study’s conceptual model is shown in Figure 1 based on the research
hypotheses.

Brand
Evangelism
Relationship
Putch:
orientation S~ m:;::
T H2+
~
™~ -
~
. Positive brand
o Emotional
H1+ A rgo :n H4dabe+ referral
v ran > intentions
experience
Relationship _— “H3+ Oppositional
quality - brand
referral
intentions

Figure 1. Conceptual Model

4. Methodology
Measurement and data

We collected the data through online channels such as email, social media, or
personal texting services. Measurement tools were taken from the relevant branding
literature, and reliable and valid scales were adapted to the current study’s setting.
We measured relationship orientation by three items developed by Puzakova and
Kwak (2017) and emotional experience by Brakus et al.’s (2009) three items.
Both relationship quality (Akrout and Nagy, 2018) and brand evangelism
(Becerra and Badrinarayanan, 2013) were measured as second-order constructs,
and each variable included three sub-dimensions: Satisfaction, commitment, and
trust constitute relationship quality, whereas brand evangelism consists of
purchase
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intention, positive brand referrals, oppositional brand referrals.
Analyses and Findings

In the data analysis, Confirmatory Factor Analysis and Structural Equation
Modelling were used by SPSS AMOS. Confirmatory Factor Analysis results
revealed satisfactory model fit indices. Also, discriminant validity and convergent
validity were achieved based on the factor loadings, CR values, AVE values, and
inter-variable correlations (Table 1). Since the square root of the AVE value of
relationship quality is slightly lower than its correlation with emotional experience,
to ensure the discriminant validity, we also used HTMT analysis. Table 2 shows
HTMT results supporting discriminant validity (Henseler et al., 2015).

Table 1. Means, standard deviations, and inter-variable correlations

M SD CR AVE 1 2 3 4 5 6
RO 433 1,35 093 081 0,90
RQ 525 0,89 085 0,67 026%** 0,82
Exp 544 1,04 088 0,79 040%** 0,84*** 0,89

Opposite 2,74 1,31 0,76 0,62 0,40*** -0,01 0,10 0,79
Positive 5,48 1,18 0,92 0,80 0,39%** (0,73*** 0,77*** 0,12F 0,89
PI 581 1,19 095 087 0,15*% 0,80***  0,67*** -0,08 0,67*** 0,93

Bold values indicate the square roots of the AVE values.

RO: Relationship orientation, RQ: Relationship quality, Exp: Emotional experience, Opposite:
Oppositional brand referrals; Positive: Positive brand referrals; PI: Purchase intention

Model fit indices: [y2 = 337,480, df = 152, ¥2/df = 2,220, CFI = 0,96, TLI1 = 0,95, GFI = 0,89,
SRMR = 0,078, RMSEA = 0,067].

Tp<0.100; * p<0.050; ** p <0.010; *** p <0.001

Table 2. HTMT Ratios

1 2 3 4 5 6
RO

RQ 0,334

Exp 0,407 0,875

Opposite 0,386 0,060 0,014

Positive 0,384 0,748 0,772 0,031

PI 0,159 0,761 0,665 0,160 0,683

RO: Relationship orientation, RQ: Relationship quality, Exp: Emotional experience, Opposite:
Oppositional brand referrals; Positive: Positive brand referrals; PI: Purchase intention

We analysed the hypotheses by Structural Equation Modelling. Path analysis
results supported all hypotheses (Table 3). Thus, brands’ relationship orientation
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positively impacts relationship quality (B = 0,27; p < 0,001) and emotional
experience (f = 0,18; p < 0,001). Also, relationship quality has a positive effect
on emotional experience (f = 0,86; p < 0,001). These results confirmed H1, H2,
and H3. The effect of emotional experience on brand evangelism was examined
in two ways. First, brand evangelism was taken as a composite variable, and the
emotional experience’s effect on it was analysed. The result supported H4. That
is, emotional experience positively affects brand evangelism (f = 0,94; p <0,001).
Second, we analysed the effect of emotional experience on each sub-dimension of
evangelism. According to the findings, emotional experience positively affected
oppositional brand referrals (p = 0,03; p <0,05), positive brand referrals (f = 0,82;
p < 0,001), and purchase intention (B = 0,75; p < 0,001). Thus, data supported
H4a, H4b, and H4c.

Table 3. Results of the hypothesis testing

Standardized Standard Critical

coefficients error ratio
H1 Re.latlor.lshlp Relationship quality 0,27 0,045 4,045
orientation
H2 Rf?latlor.lshlp Emotional experience 0,18 0,030 4,169 wx
orientation
g3  Relationship Emotional experience 0,86 0,069 13,452 ===
quality
pg Pmotional o evangelism 0,94 0,079 13,771 =%
experience
H4 Emot{onal — Purchase intention 0,75 0,075 13,08 xxx
2 experience
H4, Emotional =5 ive brand referrals 0,82 0,080 13,912
experience
H4, Emotional . Oppositional brand 0,03 0,117 2,904 *%

experience referrals
*k p < 0,001, ** p<0,01

Model fit: y2=436,351, df=161; x2/df= 3,089; CFI=0,94; TLI=0,93, NFI= 0,91, RM-
SEA=0,079)]

R? Relationship quality: % 7, R? Emotional experience: % 85, R? Evangelism: % 88

5. Discussion and Conclusion

The fact that consumers form solid and significant relationships with certain
brands keeps the studies on consumer-brand relationships up to date (Roy et al.,
2022; Sashittal et al., 2022; Sharma et al., 2022). In this context, academic interest
in brand evangelism, an extreme and intense consumer-brand relationship, has
increased significantly in recent years (Purohit et al., 2023). Considering the
outcomes of brand evangelism, such as brand repurchase, positive word-of-mouth
marketing, loyalty, passion, and brand advocacy, evangelist consumers have
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strategic importance in consumer-brand relationships (Panda et al., 2020). This
study aims to contribute to the relationship marketing literature by investigating
brand evangelism, a particular type of consumer-brand relationship.

According to the findings related to hypotheses H1 and H2, the relationship
orientation of the brand positively affects the relationship quality. Another study
finding (H2 and H3) is that a brand’s relationship orientation and relationship
quality drive emotional brand experience. The study contributes to studies on
brand evangelism by showing that brand evangelism can develop through
positive emotional brand experience (Becerra and Badrinarayanan, 2013; Purohit
et al., 2023; Sharma, 2022). In the study, consumers’ positive emotional
experiences with brands increase brand evangelism due to their positive
emotional experiences with brands.

The research findings on brand relationship quality and relationship orientation
reveal important implications for brand managers. Firstly, the relationship
orientation of brands and the perception of relationship quality are determinants
of emotional experience (Kim et al., 2018). Secondly, considering the factors that
effectively create a positive brand experience in providing brand evangelism from
a relational perspective provides strategic implications for business managers in
this direction. Finally, it is crucial as it is a critical key to nurturing the consumer
and brand relationship and has positive psychological, emotional, and behavioral
consequences for the brand.
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(Arastirma)

COVID-19 SURECINDE TUKETiCi REFAHININ DONUSUMU:
KIRILGAN VE KIRILGAN OLMAYAN TUKETICI
GRUPLARININ KARSILASTIRILMASI !

Elif KARAOSMANOGLU 2#
Mehmet OKAN 3

Didem Gamze ISIKSAL *
Nesenur ALTINIGNE 5

Elif IDEMEN ¢

Ozge DEMIR’

oz
Dontstiirticti  tiikketici  arastirmast  olarak tasarlanan bu c¢alismayla, COVID-19
pandemisinin tiiketiciler lizerindeki etkilerini, ana hatlariyla tilketim aligkanliklarindaki
degisim, kirilganlik, bireysel yilmazlik, sosyal sermaye ve tiikketimde 6zdenetim iizerinden
inceleyerek politika onerileri getirmek amaclanmigtir. Bu amacla degiskenler, salginin
gorece kontrol altina alinabildigi Temmuz—Agustos 2020 doneminde ve salginin ikinci
dalgasinin yogun olarak hissedildigi Kasim—Aralik 2020 déneminde olmak iizere panel
veri (N=616) seklinde degerlendirilmistir. Caligmanin 6nemli bulgularini inceledigimizde:
(1) Sosyal medya bagimlilig, online aligveris bagimliligi, yeme bagimlilig1 gibi tiiketim
ortintiilerinde pandemi nedeniyle artan stres ile birlikte bozulmalar oldugu saptanmustir.
(2) Beklenenin aksine, gida tiiketim bagimliliginin sosyal izolasyon arttik¢a, diger
bir deyisle birey kendisini daha fazla yalmz hissettikge, psikolojik esenlige olumlu
yansimalarmin oldugu goriilmistiir. (3) Diger yandan artan stres, ekonomik kirilganlik
ile birlikte psikolojik esenligin daha fazla etkilenmesine neden olmaktadir. Bu bulgular
dogrultusunda politika yapicilari bu tip kriz donemlerinde saglikli beslenme, stresten
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korunma gibi konularda saglik iletisimine agirlik vermesi onerilmektedir. Yine bu tiir
kriz donemlerinde sosyal izolasyonun etkisinin azaltilmasi i¢in &zellikle de ekonomik
kirilganlik yasayan tiiketicilerin yerel yonetimler / sivil toplum tarafindan belirlenerek
ticretsiz iletisim olanaklarina erismelerinin saglanmasi faydali olacaktir. Belediyeler ve
muhtarliklar gibi yerel yonetimlerin ve sivil toplumun birlikte kuracagi yardimlagma
aglari, gerek ekonomik olarak dezavantajli gruplara destek olmak, gerekse kurulabilecek
psikolojik danisma merkezleri araciligiyla psikolojik kirilganliklar ve stresle bas etme
konusunda faydali olabilecektir.

Anahtar Kelimeler: Tiketim aliskanliklari, kirilganlik, yilmazlik, psikolojik esenlik,
sosyal sermaye, toplum yanlis1 davranis, tiketimde 6z-denetim
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TRANSFORMATION OF CONSUMER WELFARE DURING COVID-19:
COMPARING VULNERABLE AND NON-VULNERABLE CONSUMERS

ABSTRACT

This study has been designed as transformative consumer research to investigate the
impact of COVID-19 pandemic on consumption pattern changes, vulnerability, individual
resilience, social capital, and regulatory consumption behaviors and hence to offer policy
measures. A panel data (N=616) was collected in two waves: one during the normalization
period, where the pandemic was relatively in control around July—August 2020, and
the second during the second peak of the pandemic around November—December 2020
period. Some significant findings of the study can be summarized as: (1) Consumption
patterns have been adversely affected by the increasing levels of stress exacerbated by the
pandemic. (2) Contrary to expectations, food addiction positively affects psychological
well-being at high levels of social isolation when consumers feel lonelier. (3) On the
other hand, increased stress levels combined with economic vulnerability have an even
more pronounced effect on psychological well-being. In light of these findings, in such
crisis policymakers may focus on healthy eating awareness and stress reduction activities
to affect consumption pattern disorders. Again, reducing the effects of social isolation on
economically vulnerable populations by enabling free access to means of communication
might be helpful. Local governments and civil society may cooperate in building social
aid networks to support economically disadvantaged groups and setting up psychological
counseling centers to help cope with psychological vulnerabilities and stress.

Keywords: Consumption patterns, vulnerability, resilience, psychological well-being,
social capital, prosocial behaviors, regulatory consumption
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1. Giris

COVID-19 déneminde DISK-AR (Tiirkiye Devrimeci Is¢i  Sendikalart
Konfederasyonu Arastirma Merkezi) tarafindan raporlanan donemsel arastirma
sonuclarma gore DISK iiyesi iscilerin %63’ii ¢alismak zorunda olduklarini, aksi
takdirde gelirlerinin kesilmesi durumunda birikimleri ile ancak bir ay ge¢imlerini
saglayabileceklerini belirtmislerdir®. Uluslararasi yazin da COVID-19 testinin en
diistik gelir grubunda %38 oraninda, en yliksek gelir grubunda ise %65 oraninda
negatif ¢iktigina vurgu yaparak sosyo-ekonomik esitsizliklerin bireylerin salgina
kars1 daha savunmasiz kalmasina ve kirilganliginin artmasina sebep oldugunu
acikea ortaya koymustur (Schmitt-Grohe, Teoh ve Uribe, 2020).

Tiirkiye’de yapilan COVID-19 donemi arastirmalari pandemiden en ¢ok zarar
gorenlerin olusturdugu kirilgan grubun, iilke niifusumuzun yaklagik %40’ na
karsilik geldigini (33,6 milyon kisi) gostermektedir (Universal McCann, 2020).
Bu nedenle, bu proje kapsaminda kirilgan ve kirilgan olmayan tiiketici gruplarinin
COVID-19siirecinde ve sonrasinda tiiketim aliskanliklarindaki degisimi tetikleyen
psikolojik ve sosyal etkilerin arastirilmasi amaglanmastir.

Salgin déneminde, tiikketim aligkanliklarimizdaki en 6nemli degisikliklerden biri
e-ticarete yonelimdeki artistir. Yapilan arastirmalar, 2020 sonu itibariyle Tiirkiye’de
e-ticaret kullanim oranmin 2019 yilina kiyasla %41 artarak %71 seviyesine
ulastigimi gostermektedir (HootSuite Global Report Q4 Update, 2020). Bu veriler
bize sosyal mesafe ve izolasyon kosullar1 altinda online kanallara yoneldigimizi
gosterse de DISK-AR arastirmasina dayanarak toplumun her kesiminin bu siireci
ayni sekilde yonetemedigi soylenebilir. COVID-19 doneminde kirilgan tiiketiciler
cesitli kaynaklara erisimlerinin ya da kaynaklar tizerindeki kontrollerinin kisitli
olmasi nedeniyle faaliyetlerini eskisi gibi siirdiirememis ve bu kisitlardan dolay1
savunmasiz kalarak zarar gérmeye acik hale gelmislerdir (Hill ve Sharma, 2020).

IPSOS’un diizenli araliklarla gergeklestirdigi COVID-19 dénemi kamuoyu
arastirmalarina gore, salginda ilk dalga esnasinda bireylerin endiseleri ilk bir ay
igerisinde %79’dan %95’¢ yiikselmistir. Ozellikle ikinci dalga ile beraber Ekim
ve Kasim 2020 aylar arasinda, salginin tilkemiz {izerindeki etkileri konusunda
kétiimser hissedenlerin orani %33 ten %61’ e ¢ikmistir (Ipsos Koronaviriis Salgim
ve Toplum: 31. Dénem Genel Kamuoyu Arastirmasi, 2020). Ikinci dalgayla
beraber uzayan sosyal izolasyon donemi, endise ve stres diizeyindeki artigin
insanlarin zihinsel sagligina ve esenligine zarar verdigi gériilmiistiir (Holmes vd.,
2020). Buna gore bu calismada, kirilgan ve kirilgan olmayan tiiketici gruplarinin
strese bagli olarak tiiketim egilimlerinin olumsuz yonde degisecegi ve bu durumun
genel psikolojik esenlikleri izerinde olumsuz etkileri olacagi ongdrilmiistiir.

Bu noktada, kisaca bireylerin stres ile basa ¢ikabilme yetisi olarak tanimlanabilen

9 DISK-AR, Salgmin Calisma Yasamina Etkileri: COVID-19 Iscileri Nasil Etkiledi, Temmuz 2020, http:/disk.
org.tr/2020/07/disk-ar-raporu-yayinlandi-covid-19-iscileri-nasil-etkiledi/
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yilmazlik (resilience) kavrami (Kimhi, 2016) 6n plana ¢ikmaktadir. Twentify
aragtirma sirketi tarafindan yapilan donemsel aragtirmalar COVID-19 déneminde
bireylerin y1lmazligi ile stres oranlar1 arasinda ters yonlii iligskiye isaret etmektedir
(Twentify Korona Giinliikleri v11, 2020). Bu da stresin yarattigi olumsuz
etkilerin lstesinden yilmazlik sayesinde gelinebilecegi ipucunu vermektedir.
Yine ayni arastirmada bu salgin déneminde bireylerin yasanan olumsuzluklara
kars1 daha saglam durabilmelerini saglayan y1lmazlik faktorleri arasindan “destek
alma”, “gercekeilik” ve “kontrol bende” boyutlarin 6ne ¢iktigi gézlenmistir.
Bu bulgulara dayanilarak, bu calismada da dezavantajli tiiketicilerin aldiklari
sosyal, finansal, duygusal ve aragsal destekler sayesinde bireysel yilmazlik
gelistirmelerinin miimkiin olacag1 dngoriilerek bu konularda pandemi siirecinde
nasil bir degisim gergeklestiginin arastirilmasi amaglanmistir.

Tiketicilere COVID-19 pandemisi gibi olagandisi donemlerde yardimci
olabilecek bir diger mekanizma da i¢inde bulunduklart toplumun yilmazligidir.
Aldiklar1 destek ve toplumsal y1lmazligin da etkisiyle bireysel yilmazligi gliglenen
tiikketiciler, kendilerini psikolojik olarak degisen kosullara daha kolay adapte
edebileceklerdir. Bu pozitif durum, bireylerin kendi ¢evreleri ve toplumun geneli
icin de harekete gegmelerini saglayacak motivasyonu elde etmelerine yardimci
olacaktir. Bdylece bireylerin sosyal sermaye olusturma ve toplum yanlist davranig
gosterme egilimleri de artacaktir. Toplumsal yilmazligin yiiksek algilandigi
toplumlarda, bireysel yilmazlig1 yiiksek olan bireyler bu becerilerini toplumsal
baglar1 ve sermayeyi kuvvetlendirecek olan davraniglara yoneltebilmektedirler
(Blanchard ve Horan, 2000). IPSOS’un kiiresel mutluluk aragtirmasiin Ekim 2020
sonuglart da bunu vurgulamaktadir. Arastirmaya Tirkiye’den katilanlarin %57si,
COVID-19 salgini sirasinda kendilerini en ¢ok mutlu eden seyler soruldugunda,
diger insanlara yardimci olmak ve/veya yardim kuruluglarina bagisladig: para ve/
veya zaman seklinde cevap vermislerdir'®. Bu gibi kriz donemlerinde bireylerin
parcast olduklar1 topluma katkida bulunmaktan duyduklari haz, yine toplumun
geneline katkida bulunma yoniinde tiiketimde 6z-denetim egilimi seklinde kendini
gosterebilecektir.

Ozetle bu galismada COVID-19 salgintyla beraber toplumda daha belirgin bir hal
alan tiiketici kirilganligl ve degisen tiiketim aligkanliklari tizerine odaklanilmis,
pandeminin ilk yavaglamaya basladigi donem ile ikinci kez artig gosterdigi iki
donem arasindaki olasi degisimlerin kirillgan ve kirilgan olmayan gruplar icin
nasil gerceklestigi anlasiimaya ¢alisilmistir. Ozellikle bireysel ve sosyal temelli
kavramlarm farkli kirillganlik seviyelerindeki tiiketiciler i¢in farklilik gosterip
gostermedigi ve tiketim aliskanliklarindaki degisimin tiiketicilerin psikolojk
esenligi iizerindeki etkisi incelenmistir. Ayrica, basa c¢ikma mekanizmalari
olarak bireysel ve toplumsal yilmazlik, sosyal sermaye olusturma, toplum
yanlis1 davraniglar gosterme egilimleri ele alinmis ve bu kavramlarin bireylerin

10 Global Happiness 2020: What Makes People Happy in the Age of COVID-19, IPSOS Global, Ekim 2020
https://www.ipsos.com/en/global-happiness-study-2020
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gelecek tiiketimlerinde 6z-denetim gosterme egilimleri ile iligkileri anlagilmaya
calisilmistir. Diinyanin biiyiikk bir kriz yonetimi sinavi verdigi COVID-19
doneminde, tiiketicinin talep olusturma ya da kisma egilimini ve bunlarin altinda
yatan mekanizmalari anlamanin O6nemi gelecekte yasanacak krizleri basartyla
atlatabilmek acisindan degerlidir. Bu calisma ile lilkemizde gelecekte yasanmasi
olast kriz donemlerinde de kirillgan ve kirillgan olmayan tiiketim gruplarina
yonelik olarak alinabilecek tedbir dnerilerinin neler olabilecegi ortaya konulmaya
calisilmustir.

2. Literatiir
2.1. Tiiketim Oriintiisii Degisimi ve Psikolojik Esenlik

COVID-19 pandemisi sirasinda kapanmalar ve saglik riskinden korunmak i¢in
sosyal mesafe uygulamalar1 giindeme gelmistir. Bu nedenle bireyler daha ¢ok
evlerinde zaman gegirmek durumunda kalmis ve giinlilk sosyal ortamlarindan
uzaklasmak zorunda kalmistir. Bu zorunlu uygulamalar bireylerin hem psikolojik
esenliklerinde hem de giinliik tiiketim pratiklerinde degisimlere neden olmustur.
Bu calismada da online aligveris, sosyal medya ve yeme/igme tiikketimi ve
psikolojik esenlik iligkisi agisindan degisimler ele alinmistir.

2.1.1. Online Ahsveris ve Sosyal Medya Bagimlihig

Bagimlilik davranislari, cesitli olumsuz duygular ve olaylardan kagmak icin
gosterilen tekrarli davranislar ve etkisinden kurtulunamayan (Miiller vd., 2015)
veya akildan ¢ikmayan distinceler (Sussman, Lisha ve Griffitith, 2010) olarak
tanimlanmaktadir. Dijital hayatin popiiler hale gelmesi ile online aligveris (Zhao,
Tian ve Xin, 2017) ve sosyal medya tiikketimi (van den Eijnden, Lemmens ve
Valkenburg, 2016) yeni bagimlilik davraniglari olarak karsimiza ¢ikmaktadir. Bu
bagimliliklar bireyin giinlik yagsamini, sosyal hayatini ve ekonomisini olumsuz
yonde etkileyebilmektedir (Rose ve Dhandayudham, 2014). Ozellikle, stres
altinda kompulsif bozukluklarin etkisinin arttig1 bilinmektedir.

COVID-19 salgim tedbirleri sirasinda da tiiketicilerin saglik ve gelecek ile ilgili
belirsizlikten kaynaklanan kaygilarinin yiiksek olmasi, online aligveris ve sosyal
medya bagimliliklarinin artmasina veya giin yliziine ¢ikmasina neden olmustur.
COVID-19 pandemisi sirasinda ozellikle Amazon gibi e-ticaret alanindaki
firmalarin satiglarini ciddi sekilde arttirdigi goriilmistiir (Murray ve Meyer, 2020).
Ayni sekilde Tirkiye’de de Getir firmasi en hizl biiyliyen girisimler arasina
girmistir (Bas, 2020). Rahmani ve Kordrostami (2023) ¢aligmalarinda pandemi
sirasinda tiikketim davranigsinda artis yoniinde degisimler oldugunu ve ozellikle
yiksek fiyatli ve liikks {iriinlere yonelimin arttigini gostermistir. Bu gelismeler
gostermektedir ki, COVID-19 pandemisinin getirdigi kayiptan kaginma egilimi
daha fazla iiriin tiiketerek kendini ddiillendirmek yoniinde olmustur (Rahmani ve
Kordrostami, 2023).
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COVID-19 pandemisi sirasinda sosyal medya kullanimmin da tiiketicinin
giinliik yasantisinin en énemli aktivitesi haline geldigi goriilmektedir. Ozellikle,
kapanmalardan kaynakli sosyal izolasyon sirasinda eglenmek, baskalar1 ile
uzaktan da olsa baglant1 halinde olabilmek i¢in sosyal medya 6nemli bir kaynak
haline doniismistiir (Lelisho vd., 2023). Her ne kadar eglenceli igeriklere
erismek i¢in sosyal medya kullanilsa da saglik tedbirleri ile ilgili bilgilerin de
bu yolla erisilebilir hale gelmesi olas1 saglik risklerini hatirlatarak bireylerin
mental psikolojilerinin olumsuz yonde etkilenmesine de yol agmistir (Son vd.,
2020). Bireylerin duygu durumlarint olumlu yéne ¢evirmek i¢in online aligveris
yapmaya ve sosyal medyada aktivitede bulunmaya daha ¢ok yonelmeleri bu
eylemlerin bagimliliga doniismesi tehlikesini de ortaya ¢ikarmistir (van den
Eijnden, Lemmens ve Valkenburg, 2016; Zhao, Tian ve Xin, 2017). Bagimliliklar
sosyal iligkilerde sorun yasanmasina ve aile i¢i ¢atigmalarin olugmasina yol
acabilmektedir (Zhao vd., 2017). Bu da bireylerin genel olarak ruhsal ve fiziksel
iyl olma hali sayesinde hayatlarindan memnuniyet duymalari olarak tanimlanan
psikolojik esenliklerinin (Viot ve Benraiss-Noailles, 2019; Sood ve Sharma,
2020) zedelenmesiyle sonuclanabilmektedir. Tiim bu tartisma gostermektedir ki,
bireylerin COVID-19 sirasinda aligveris ve sosyal medya bagimliligi gostermesi
genel psikolojik esenliklerini olumsuz yonde etkileyebilecek ve bu durum sosyal
izolasyon arttik¢a daha da bozulabilecektir. Bunlara dayanarak asagidaki hipotez
kurulmustur:

H : COVID-19 pandemisi sirasinda alisveris bagimligi ve sosyal medya bagimlilig
artarken genel psikolojik esenlik azalmaktadw. Bu azalma daha yiiksek sosyal
izolasyon algilayanlarda daha giiclii sekilde gergeklesecektir.

2.1.2. Yeme / igme Davrams Degisikligi

Sosyal izolasyon icinde olmak ve kaynaklara erisimde kisitlilik hissetmek,
COVID-19 salgin tedbirleri gibi kriz anlarinda belirsizlige bagli olarak
davranislarda asiriliklarin gosterilmesine neden olmustur (Ross, 2023). COVID-19
pandemisi yeme ve gida konusunda bireylerde karar alma ve uygulama konusunda
cesitli bozukluklarin ortaya ¢ikmasina zemin hazirlamistir. Bu bozukluklar, ilgili
yazinda yapilan ¢alismalarda, yoksunluk hissedilen yiyecekleri agir1 tiiketme (veya
tilketimi tamamen birakma) ve azaltilmak istenen yeme (veya yememe) kararinin
uzun siire davranis olarak devam ettirilememesi olarak tanimlanmaktadir (Meule
ve Kiibler, 2012). Yeme bozuklugu biyolojik oldugu kadar psikolojiktir ve kisinin
duygusal durumunu dengelemek i¢in atigtirmak veya tam tersine moral bozuklugu
yliziinden yemeyi birakmasi seklinde gerceklesmektedir (Gearhardt, Corbin ve
Brownell, 2009). Her ne kadar bireyler yemek ile daha ¢ok ilgilenerek COVID-19
pandemisi sirasinda -diizenleyici odak teorisinin belirttigi gibi- kayiplardan
kacinma davranisi gdsterme egiliminde olsalar da (Rahmani ve Kordrostami,
2023; Ross, 2023), gidanin fazla tiiketimi yerini daha sonra psikolojik olarak iyi
hissetmemeye birakabilmektedir. Genel psikolojik esenligin bozulmasi panik satin
almalarin artmasina ve dolayisiyla tedarik zincirinin ¢ikmaza girmesine de neden
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olabilmektedir (Ross, 2023). COVID-19 sirasinda 6zellikle sosyal izolasyonun
bireylerin stres seviyelerinin artmasina ve bunun yeme/igme davranisinin
degismesine de neden olabilecegi ongoriisiinden yola ¢ikarak asagidaki hipotez
gelistirilmistir.

H,: COVID-19 pandemisi sirasinda yeme bagimlilig: artarken genel psikolojik
esenlik azalmaktadir. Bu azalma daha yiiksek sosyal izolasyon algilayanlarda
daha giiclii sekilde gerceklesektir.

2.2 Kirillganhkliklar ve Psikolojik Esenlik

Tiiketicinin kaynaklara erisiminin ya da kaynaklar {izerindeki kontroliiniin kisith
olmasi, tiiketicilerin bu kisitlar nedeniyle zarar gérmeye agik hale gelmesine
neden olabilir. Bu durum tiiketici kirilganlig1 (consumer vulnerability) olarak
adlandirilmaktadir (Hill ve Sharma, 2020). Tiiketici arastirmalarinda kirilganlik
bireysel, toplumsal ve digsal kaynakli nedenlere baglanmaktadir (Saatgioglu ve
Corus, 2016). Kirilganligin nedenleri arasinda bazi biyofiziksel ya da psiko-sosyal
ozelliklerin (6rn; ergenlik, engellilik ya da yaslilik) ya da bazi ¢evresel kosullarin
(6rn; kirsal alanlarda saglik hizmetlerine erisim) bulundugu bilinmektedir. Ancak
bu yaklagimlar ile gelistirilen genellemeler, kirilgan olmayan tiiketicileri igerip,
gergekten kirilganlik riski altindaki bazi tiiketicileri disarida birakabilmeleri
nedeniyle elestirilmektedir (Baker, LaBarge ve Baker, 2016). Kirillganligin
degerlendirilmesinde daha gelismis bir yaklagim ise kirilganligin nedenleri ile ilgili
¢esitli taksonomiler olusturmaktir. Bu taksonomiler, benzer durumlar karsisinda
farkli derecelerde zarar goren gruplarin gézlemlenerek kirilganlik olusturan farkli
kaynaklar ortaya koymaya ¢aligmaktadir (Frerks ve Bender, 2004).

Bireysel acidan bakildiginda kirilganlik, 6rnegin ciddi saglik sorunlari nedeniyle
yasandig1 zaman, gelecek kaygisi, yasam tarzlarini devam ettirememe korkusu ya
da benlik algilarinda degisimler gibi sonuclar dogurmaktadir. Bu gibi durumlarda
tiketim aligkanlhiklarinin bu yeni gerceklikle uyusacak sekilde degistigi
goriilmektedir. Ancak tliketim degismis haliyle, giicliikle dahi olsa siirmekte
ve hatta bireyin kimligini korumasi adina daha fazla 6nem kazanabilmektedir
(Mason ve Pavia, 2016). Biiytik bir afet sonrasinda yasanan bireysel ve toplumsal
kirilganlik hallerinde ise can ve mal kayiplart ile saglik ve giivenlik endiseleri
daha da belirginlesmektedir. Ancak tiiketim yine devam etmekte ve bireyler
yasanan zafiyet sonrasi kayiplarini hem tiiketerek hem de bireysel ve toplumsal
olarak doniigserek karsilamaktadirlar (Baker, Hunt ve Rittenburg, 2007).

COVID-19 pandemisi, hastaliga yakalananlarda ciddi saglik sorunlar1 yarattig
gibi, evinde sosyal izolasyon kurallarina uyanlarda ya da isi geregi disar1 ¢ikmak
zorunda olanlarda da farkli agilardan 6nemli bir stres kaynagi olmustur. Sosyal
ve fiziksel kaynaklardan uzak kalan tiiketicilerin fayda ve psikolojik esenliklerini
maksimize etme sanslar1 diismektedir. Bu da tiiketicilerin ekonomik, fiziksel veya
psikolojik olarak zarar gorme seviyeleri diger bir deyisle ekonomik ve psikolojik
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kirilganliklarinin artmasina neden olmaktadir (Smith ve Cooper-Martin, 1997). Bu
kirilganliklarin, tiiketiciler tarafindan saglikla ilgili duyulan kaygiya bagli olarak
artan stresle de daha da artmasi olasidir. Bu nedenle, tiiketici kirillganliginin bu
donemde tiiketicilerin psikolojik esenligine olumsuz sekilde yansiyabilecegi 6n
gorlilmektedir. Bu tartismalardan yola ¢ikarak asagidaki hipotez gelistirilmistir.

H : COVID-19 pandemisi sirasinda ekonomik ve psikolojik kirilganliklar artarken
bireylerin psikolojik esenlikleri azalmaktadir. Bu iliski artan stres ile daha da
yogun olarak hissedilecektir.

2.3. Psikolojik Esenlik ve Bireysel Yilmazhk

Genel psikolojik esenlik (psychological well-being) bireyin duygusal ruh sagligim
ve yasamimin genel isleyisini tanimlamak icin kullanilmaktadir (Ryff, 1989).
Huppert (2009) psikolojik esenligi, iyi hissetmenin ve etkili bir sekilde ¢aligmanin
birlesimi olarak tanimlamaktadir. Yapilan ¢alismalar psikolojik esenligi yiiksek
olan bireylerin yasam kalitelerinin arttigini, daha az sosyal sorun yasadiklarini,
daha saglikli ve uzun 6miir siirdiiklerini gdstermektedir. Dahas1 psikolojik esenlik
ile kisilerin gelirleri ve goniilliiliik gibi toplum yanlis1 davranislar (prosocial
behavior) gosterme egilimleri arasinda da dogrusal bir iliski saptanmistir
(Kubzansky vd., 2018). Ote yandan giinden giine ayn1 derecede stresli olaylar ve
deneyimler yasamak psikolojik esenlik iizerinde farkli bir etki yaratabilmektedir.
Her ne kadar kisa siireli stres kaynaklar1 psikolojik esenligi azaltsa da ileride
bireysel yilmazligin gelismesine neden olabildikleri Onceki calismalarda
gosterilmistir (Khoshaba ve Maddi, 1999; Soloman, Berger ve Ginsberg, 2007).
Koronaviriis kaynakli haberlerle artan stres diizeyi, zorlasan yasam kosullari ile
degismek zorunda kalan tiiketim aligkanliklar1 ve sosyal izolasyon ile siirekli bir
hal alan giinliikk olumsuz deneyimlerin kisiye devamli bir rahatsizlik vermesi en
direngli kisilerin bile olumsuz ruh haline biiriinebilmelerine ve hatta depresyona
girmelerine neden olabilir. Dolayisiyla kisa siireli sikintilar psikolojik esenligi
baskilayarak yilmazlik olusumuna yardimci olabilirken, uzun siireli stres ile
psikolojik esenligin uzun siire baskilanmasi ise kardiyovaskiiler hastalik, diyabet
ve gesitli bagisiklik sistemi sorunlarini tetikleyebilmektedir (Chandola vd., 2008).

COVID-19 saglik krizi ile birlikte, bireylerin hayatlarinda travmatik degisikliklere
yol acabilme potansiyeli olan olaylar karsisindaki uyum saglama beceri ve
yetenekleri onemli hale gelmistir. Kisinin yilmazhik diizeyi, kisiyi potansiyel
travmatik olaylarin olumsuz psikolojik sonug¢larindan korumada kilit bir konudur
(Kimhi, 2016). En genel anlamiyla yilmazlik kavrami, insanlarin stres igeren
olaylarla ve stresle bag etme becerilerini ifade etmektedir (Kimhi, 2016). Bu
beklenmedik stresli kosullar ile bas etme becerisi oncelikle bireyin bireysel
yilmazhig ile ilgilidir. Bireysel yilmazlik “kisinin saglikli isleyen aktivitelerini
veya gelisimini bozma veya yok etme potansiyeline sahip olumsuz deneyimlere
maruz kalmasi sirasinda veya sonrasinda bireyin gosterdigi pozitif uyumun
siireclerini, kapasitesini veya oriintiilerini ifade etmektedir” (Masten ve Obradovic,
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2008: 2). Bireysel yilmazlik ayn1 zamanda, bireylerin iginde bulunduklart talihsiz
ve sikintili durumlarda kendilerini psikolojik olarak toparlama, uyum saglama ve
hatta kendilerini gelistirme becerilerini icermektedir (Rees vd., 2015). Bireysel
yilmazligin afetleri ve toplumsal felaketleri de i¢eren bir¢ok orgiitsel ve toplumsal
baglamda bireylerin fiziksel ve zihinsel sagliklari ile dogrudan iliskili nemli bir
yetenek oldugu bir¢ok calisma tarafindan ortaya konulmustur (Lii vd., 2014; Rees
vd., 2015; Liddell ve Ferreira, 2019; Sood ve Sharma, 2020).

Yilmazlhigin saglanmasi igin bireysel yilmazlik ile birlikte bireyin iginde
bulundugu toplumun veya sosyal gruplarin yilmazligi da énem kazanmaktadir.
Toplumsal yilmazlik en genel anlamiyla bireylerin iginde bulundugu toplumun
veya topluluklarin kriz durumlari ile bas etme ve ayakta kalma becerileri olarak
tanimlanmakatadir (Leykin vd., 2013). Toplumsal yilmazlik, toplumun sosyal
sermayesini, fiziksel altyapilarini, kiiltiirel ortintiilerini kullanmasi, meydana gelen
carpict degisimler ve krizdonemlerinde yenilenebilme ve ayakta kalma becerilerini
icermektedir (Ungar, 2011). Toplumsal y1lmazlik ile bireysel y1lmazlik birbirinden
ayrigan ama ayni zamanda iliskili kavramlar olarak ortaya ¢ikmaktadir (Kimhi,
2016). Bu ¢alismada, bireylerin psikolojik esenlikleri (psychological well-being)
ile bireysel yilmazliklari arasindaki iliskide, toplumsal yilmazligin belirleyici
nitelikte oldugu diistiniilmektedir. Ge¢mis c¢aligmalar, bireylerin psikolojik
esenlikleri ve sagliklari igin hem bireysel y1lmazligin hem de toplumsal yilmazligin
birlikte bir etkiye sahip oldugunu ve ikisinin de degerlendirilmesi gerektigini dile
getirmektedir (Lee, Lee ve Suh, 2016; Lyons, Fletcher ve Bariola, 2016). Ayrica,
sosyal izolasyonun yogun sekilde gerceklesmesi, bireylerin ekonomik, duygusal ve
aracsal destek bulmalarini da olumsuz sekilde etkilemektedir. Bu agilardan destek
alabilmis olan bireylerle bulamamislar arasinda da farklar gozlemlenebilecektir.
Bu tartismalara dayanarak agasidaki hipotez gelistirilmistir.

H;: COVID-19 pandemisi sirasinda psikolojik esenlik azaldik¢a bireysel
yilmazliklar artmaktadir. a) Bu iliski toplumsal yilmazlik algisinin yiiksek oldugu
bireylerde ve b) ekonomik, aragsal ve duygusal destek bulabilen bireylerde daha
giiclii sekilde gerceklesecektir.

2.4. Tiiketimde Ozdenetim ve Toplum fliskisi

Duygularin, gelecekteki tiiketimimizi etkileyen en 6nemli gidiileyiciler oldugu
bilinmektedir (Bagozzi ve Moore, 1994). Gelecekte mutlu olacagina inanmak
(Joshanloo, Park ve Park, 2017), diger bir deyisle hayata karst umut beslemek
tiketim davranisimizi, eger gelecekteki hedef olumlu ise (tatile gitmek gibi)
olumlu, olumsuz ise (evde sosyal izolasyona devam etmek gibi) olumsuz yonde
etkilemektedir (MaclInnis, De Mello ve Patrick, 2004). Eger tiiketiciler gelecekteki
tiikketimleri tizerinde kontrollerinin yiiksek oldugunu diisiiniiyorlarsa, sonucu elde
etmeye yonelik olarak davranis gosterirler. Tersi durumda ise riskten kaginma
egiliminde olacaklari i¢in tiiketim davraniglarini negatif yonde degistirirler (Carver
ve Scheier, 2001). Eger bireyler aksiyonlarini planlayip kontrol edebiliyorlar
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(Scholz vd., 2009), davraniglarint fikren simiile edebiliyorlarsa ve standartlart
dogrultusunda gozlemleyip yonlendirebileceklerine inaniyorlarsa (Ward ve
Morris, 2004), diger bir deyisle 6z-denetime sahip olduklarini diisiiniiyorlarsa
(Baumiester, Heartherton ve Tice, 1994), kendi ¢ikarlarini gozeten davraniglar
gosterebilmektedirler (Gollwitzer ve Sheeran, 2006). Her ne kadar bireysel
yilmazliklarin, uzun siiren stresli durumlar sonunda daha da gelistigi ve bireylerin
0z-denetim mekanizmalarinin gelismesine katkida bulundugu biliniyor olsa
da (Masten ve Obradovic, 2008), bireyin toplumsal bir varlik oldugunun da
unutulmamasi gerekmektedir. Kriz donemlerinde toplumsal olarak zorluklara
kars1 durabilmek de bireyleri desteklemektedir (Ungar, 2011; Leykin vd., 2013).

2.4.1. Toplum Yanhsi1 Davramslar

Toplum yanlis1 davramiglar (prosocial behaviors), bireyin kendisinden ¢ok,
icinde bulundugu toplum veya sosyal gruptaki diger bireylerin faydasina yonelik
gosterilen ve bireyin kendisi i¢in genellikle bir risk veya maliyet iceren davraniglar
kapsamaktadir (Twenge vd., 2007). Kurumlara ve bireylere yapilan bagislar, farkli
nitelikteki yardim davranislari, goniilliiliik esasina dayali toplumsal davranislar,
hayir kurumlarinda ¢aligmak gibi farkli niteliklerdeki bir¢ok davranist kapsayan
toplum yanlisi davranislar (Korndorfer, Egloff ve Schmukle, 2015), sosyal
sermayenin ingas1 i¢in gerekli olan sosyal miibadeleyi ve destegi saglamaktadir
(Lim ve DeSteno, 2016). Genellikle olumlu hayat deneyimlerinin toplum yanlist
davranislart besledigi diisiiniilse de sanilanin aksine afetler, toplumsal felaketler
ve bireylerin basina gelen travmatik olaylar da bireylerin 6zgecil egilimlerini
giiclendirmekte ve onlar1 toplum yanlis1 davraniglara itebilmektedir (Vollhardt,
2009). Toplum yanlis1 davranislar yilmaz bireyler i¢in birer bas etme mekanizmasi
olarak on plana ¢ikmaktadir (Vollhardt, 2009). Bireysel yilmazliga sahip olan
bireyler empati becerileri sayesinde zor durumda olan diger bireyler i¢in endise
duymalarini saglayacak merhamet egilimlerine gostermektedirler. Uyum becerileri
sayesinde de olumsuz kosullar altinda ayakta kalabilmeyi bagarmakta ve dahasi
zor durumda olan bireyler i¢in toplum yanlis1 davraniglar sergileyebilmektedirler
(Lim ve DeSteno, 2016).

Ozellikle mutluluk beklentisi yiiksek olan bireyler, gelecegin giizel olacagina ve
hedeflerinin gerceklesecegine dair bir inang duyduklarindan zor da olsa ig¢inde
bulunduklar1 durumla basa ¢ikmak ve bir degisim yaratabilmek i¢in daha fedakar
olabilmektedirler (Vohs ve Schmeichel, 2002; Bruininks ve Malle, 2005; Ramezani
ve Gholtash, 2015). Diger bir deyisle, gelecekteki mutlulugu yasayabilmek adina,
mutluluk beklentisi yiiksek olan bireyler toplum yanlis1 davranislar géstermeye ve
tilketimde kisitlamalar yapmaya daha egilimlidirler.

H: COVID-19 pandemisi sirasinda toplum yanlis1 davraniglar arttikca tiiketimde
0z-denetim de artmaktadir. Bu iliski gelecekte mutluluk beklentisi yiiksek olan
bireyler igin daha gii¢liidiir.
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2.4.2. Sosyal Sermaye

Insanlik, tarih boyunca her donemde farkli felaketlerle (depremler, salginlar,
savaglar vb.) karsilasmis ve bunlarla bas etmek durumunda kalmistir. Bu felaketler
bireyin ve toplumun iligski aglariin gelismis olmasi ile, diger bir deyisle, yliksek
sosyal sermaye olusmasi sayesinde daha kolay atlatilabilmektedir (Hawkins ve
Maurer, 2010).

Sosyal sermaye, kisilerin ya da toplumlarin sahip oldugu sosyal iletisim aglarinin
da bir gesit servet oldugu fikrine (Field, 2008) dayanmaktadir. Bourdieu (1986:
248-249) sosyal sermayeyi “karsilikli tanisiklik, taninirlik veya grup iiyeligi ile
belli bir seviyede (az veya ¢ok derecede) kurumsallastirilmis iliskilere dayanan,
devamli ve kalic1 aglarla elde edilen, gercek ve potansiyel kaynaklarin toplami”
olarak tanimlamaktadir. Sosyal iligkilerin, aglar araciligiyla, kaynaklara erisimde
bireye belli faydalar saglamasi ve kaynaklarin niteligi ve niceligi, sosyal
sermayenin iki ana unsurunu olusturmaktadir (Portes, 2000).

“Bireysel bir kaynak” olarak degerlendirildiginde sosyal sermayenin odagi
bireylerin sahip oldugu sosyal iligkiler, bireylerin kaynaklara erisimi ve bu
iligkilerin bireye olan faydalaridir (Adler ve Kwon, 2000; Lin, 1999). Buyaklagimda
bireylerin iliskilere yaptiklari yatirimlar, sik iletisim kurduklar: kisilerle iligkileri
ve bu iligkilerin yapis1 incelenmektedir (Lin, 2001). Sosyal sermaye “toplumsal
bir kaynak” olarak degerlendirildiginde ise belli gruplarin sosyal sermayeyi
kolektif getiriye doniistirmelerine ve bireylerin digsal baglantilarina iliskin
aidiyet hislerine odaklanmaktadir (Adler ve Kwon, 2000). Kolektif getirilerin
bireyler tizerindeki faydasini ve etkilerini inceleyen bu makro yaklagimda toplum
dogrudan, birey ise dolayli faydalanicidir (Newton, 2001).

Bireyler bir felaketle karsilastiklarinda, yasadiklarina izole bireyler olarak degil, olaya
iliskin belirli tanimlart ve durumlart yorumlayan ve/veya destekleyen sosyal gruplarin
tiyeleri olarak cevap vermektedirler (Parra-Requena, Rodrigo-Alarcon ve Garcia-
Villaverde, 2013). Bireyler yagsanan olaydan her ne kadar dogrudan etkileniyor olsalar
da yasadiklar1 durum karsisinda bir toplulugun parcasi olarak hareket ederler. Bu
nedenle, bireyler arasindaki aktif sosyal baglarin giivenilirligi, yogunlugu, paylasilan
deger ve normlarm varligi, toplumsal ve bireysel yilmazliktan beslenerek yasanilan
durum karsisinda is birligi iginde ¢6ziim {iretme ve harekete gegmeyi miimkiin
kilmaktadir (Wood, Boruff ve Smith, 2013; Aldrich ve Meyer, 2015).

COVID-19 pandemisinde sahit oldugumuz sosyal izolasyon durumunda bireyler,
fiziksel temastan kagcinmak zorunda olsalar da kendi sosyal aglan ile farkh
kanallardan iletisimlerini siirdiirerek bu donemin negatif etkilerinden korunmaya
calismislardir. Ortak bir sorun karsisinda birlesmis ayni sosyal agin pargast olan
bireyler, bu agn i¢indeki bir diger bireyin yasam kosullarinin kdtiilesmesi halinde,
ona maddi ya da manevi olarak yardimci olmaya ¢alismaktadir (Brooks, 2005). Bu
durum sosyal sermayeyi olusturan baglarin yogunlugunu arttirarak, onu daha da
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giiclendirmektedir. Bununla birlikte, yasam kosullarinin kdtiilesmesinden endise eden
bireyler tiiketim aliskanliklarmi farklilagtirarak daha fazla tasarruf etme egiliminde
bulunabilmektedirler (Bourdieu, 1986). Her iki durumda da altta yatan temel
amag ortaya ¢ikan sorunla basa ¢ikmak ve hayatin normal seyrini etkin bir sekilde
stirdlirmenin bir yolunu bulabilmektir. Bireysel ya da toplumsal sermayeyi olusturan
sosyal aglar ne kadar siki ve giivenilirse, yasanan felaketler nedeniyle olusabilecek
negatif etkilerin yumusatilmasi o kadar etkin ve sonrasindaki iyilesme siireci o kadar
hizli olacaktir (Wood vd., 2013). Ileride olusabilecek tiiketimde esitsizlik sorunlari,
bireylerin tiikketimde olusacak zararlardan sakinma davranigi géstermeleri ve boylece
icinde bulunduklari sosyal aga katkida bulunmalar1 seklinde gelisebilecektir.

Mutluluk beklentisine yonelik yapilan ¢aligmalar gostermektedir ki, ozellikle
empati duygusu yliksek olan bireylerde sosyal baglar kurmak (6rn, toplum
yanlis1 davraniglar sergileme, sosyal sermaye birikimi) mutluluk beklentisini
etkilemektedir (Jonason ve Tome, 2019). Ozellikle saglik, gelir, is ve barinma ile
ilgili olumlu beklentilerin, bireyin mevecut doyumunu arttirdigin1 goriilmektedir
(Donovan ve Halpen, 2002; De Juan, Mochon ve Rojas, 2014). Toplum yanlist
davranislarda ve sosyal sermayede artig gdzlemleyen bireyler gelecegi daha fazla
dikkate almakta (De Juan, Mochon ve Rojas, 2014) ve gelecekte iyi deneyimler
icin umutlu olmaktadirlar (Loewenstein ve Elster, 1992; Camerer ve Loewenstein,
2004; van Praag ve Ferrer-i-Carbonell, 2004). Diger bir deyisle bugiinkii
egilimlerini gelecekteki mutluluk beklentileri de belirlemektedir. Bu tartigmadan
yola ¢ikarak asagidaki hipotez gelistirilmistir.

H : COVID-19 pandemisi sirasinda sosyal sermaye arttikga tiiketimde 6z-denetim
de artmaktadwr. Bu iliski gelecekte mutluluk beklentisi yiiksek olan bireyler icin
daha gii¢lidiir.

3. Arastirma Tasarimi
3.1. Arastirmanin Amaci

Bu aragtirmada COVID-19 pandemisinin ilk senesinde ekonomik ve psikolojik
kirilganliklar yasayan tiiketicilerin tiiketim aligkanliklarindaki degisimler ele
almmaktadir. Bu kirillganliklarin ve tiiketim degisimlerinin psikolojik esenlik
iizerindeki etkisinin neler olabilecegi ve bunun gelecekteki tiikketimde 6z-denetim
egilimi ile olan olasi iligkisi ortaya konulmaya ¢alisiimistir. Kirilganliklarin olasi
negatif sonuglariin giderilebilmesi i¢in sosyal sermaye, bireysel ve toplumsal
yilmazlik, toplum yanlis1 davranislar gosterme egilimlerinin onarict mekanizmalar
olarak ortaya ¢ikip ¢ikmadigi da incelenmistir. Ayrica, sosyal izolasyon, buna
bagli olarak olasi stres, sosyal destek (ekonomik, duygusal, aragsal) ve mutluluk
beklentisi degisimlerinin diizenleyici etkisi de test edilmistir. Bu calismanin
etik kurallara uygunlugu, Istanbul Teknik Universitesi Universitesi, Sosyal ve
Beseri Bilimler Insan Deneyleri Etik Kurulu tarafindan 145 proje numarasi ile
degerlendirilmis ve 11.06.2020 tarihinde onaylanmistir.
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3.2. Veri Toplama Siireci ve Verinin Yapisi

Veri toplama siireci COVID-19 pandemisinin ortaya ¢iktigt 2020 yilmin 20
Temmuz — 10 Agustos ile 20 Kasim — 10 Aralik 2020 tarihleri arasinda iki
dalga olarak, pandeminin devam etmesinden dolay1 telefonla goriisme yontemi
ile gergeklestirilmistir. Telefon ile goriisiilecek panele Tiirkiye Arastirmacilar
Dernegi’'ne iiye olan deneyimli bir saha sirketi tarafindan olusturulmus panel
iizerinden erisilmistir. 10 Agustos 2020 itibari ile toplanan veri (N= 812) birinci
dalga, 10 Aralik 2020 itibari ile toplanan veri (N= 616) ikinci dalga olarak
raporlanmistir. Hem birinci hem ikinci dalgada tekrarli olarak veri toplanan 616
katilimcinin ilk dalgada verdikleri cevaplar eslesen panel olarak degerlendirilmis
ve analizler bu eslesen veri lizerinden yapilmistir.

Bu siiregte COVID-19 pandemisindeki degisimle ilgili Tiirkiye Cumhuriyeti Saglik
Bakanlhigmin sagladigi verilere dayali olarak (http://covid19.saglik.gov.tr/) veri
toplama siirecinde Tiirkiye’deki hasta vefat ve vaka sayilarinda meydana gelen
degisimler Tablo 1’de Ozetlenmistir. Bu sayilara gore COVID-19 pandemisinin
etkisinin Kasim 2020 ayindaki ikinci dalga veri toplama siirecinde daha ¢ok arttigin
sOyleyebiliriz. Hem vaka hem de vefat sayilar1 Kasim - Aralik 2020 ay1 rakamlarinda,
Temmuz - Agustos 2020 ay1 rakamlarina gore en az bes kat daha fazladir.

Tablo 1. Veri toplama Siirecindeki COVID-19 Kaynakli Vaka ve Vefat Sayilari

Birinci Dalga ikinci Dalga
Veri Toplama Veri Toplama Veri Toplama Veri Toplama
Baslangic1 Bitisi Baslangic1 Bitisi
Tarih 20 Temmuz 2020 10 Agustos 2020 20 Kasim 2020 10 Aralik 2020
Gilnlik Vaka o, 1.193 5.103 5.918
Sayis1
Giinliik Vefat 17 14 141 220
Sayisi

Birinci ve ikinci dalgada eslesen veri incelendiginde, katilimcilarin - %46,9’unu
kadinlarin olusturdugu goriilmektedir. Katilimcilarin  %30°u  36-45 yaslar
arasindadir ve 6rneklem i¢inde en fazla temsil edilen yas grubu bu gruptur. Egitim
durumlar incelendiginde %43 oraninda ilkdgretim mezunlarinin ve medeni
duruma bakildiginda agirlikli olarak evli katilimecilarin (%71,1) ¢alismada yer
aldig1 gdzlemlenmektedir. Katilimcilarin %48,9’u arastirmanin yapildigi dénemde
caligsmaktadirlar.

3.3. Olgekler ve Olcek Sadelestirme

Bu calismaya konu olan degiskenler su calismalardan alimmigtir: bireysel
yilmazlik (Connor ve Davidson, 2003; Karairmak, 2010), sosyal sermaye (genel)
(Parra-Requena, Rodrigo-Alarcon ve Garcia-Villaverde, 2013), sosyal sermaye
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degisimi (arastirmacilar tarafindan), stres (Cohen, Kamarck ve Mermelstein,
1983), mutluluk beklentisi (Joshanloo vd., 2017), sosyal medya bagimlilig
(van den Eijnden vd., 2016), yeme bagimlilig1 (Gerhardt, Corbin ve Brownell,
2009), online aligveris bagimliligi (Zhao vd., 2017), ekonomik kirillganlik (Aysan,
1993), psikolojik kirilganlik (Aysan, 1993), toplum yanlist davranig (Baumeister
ve Siegel, 2019), tiiketimde 6zdenetim (Baumeister, 2002°den uyarlanmistir),
duygusal, bilgi saglama ve ekonomik sosyal destek (Ryff ve Singer, 2008) ve
genel psikolojik esenlik (Hervas ve Vazquez, 2013).

Bu kavramlar i¢in yapilan agiklayici faktor analizi, Varimax (varyansit maksimize
eden) doniisiimii uygulandiginda on ii¢ faktorli yapr bulunmustur (agiklanan
varyans= %73). Kaiser-Mayer-Olkin Orneklem hacminin yeterliligi (KMO=
0,858 > 0,70) istatistigine gore drneklem hacmi analiz i¢in uygundur ve Bartlett
Kiiresellik testi istatistigine gore ifadeler arasindaki korelasyonlar anlamlidir
(p=0,000<0,05). Agiklayici faktor analizi sonucunda bireysel yilmazlik 6l¢eginden
bir, sosyal sermaye (genel) dlgeginden bes, gida tiiketim bagimlig1 6l¢eginden
bir, psikolojik kirilganlik 6l¢eginden iki, toplum yanlis1 davranis dlgeginden dort,
tikketimde 6zdenetim Slgeginden bes ve mutluluk beklentisi dlgeginden bir ifade
faktor yiiklerinin ve ilgili degiskenin faktor yapist ile paylastiklart varyanslarin
(communality) 0,50’nin altinda kalmasi dolayisiyla ¢ikarilmistir (Yaslioglu,
2017). Olgeklere ait dogrulayici faktdr analizi sonuglart EK 1°de verilmistir.

4. Analiz Sonugclari

Tablo 2’de tiim degiskenlere ait icsel tutarlilik (Cronbach alpha), ortalama,
standart sapma degerleri iki veri seti i¢in ayr1 ayri raporlanmis; bagimli 6rneklem
t-testi ile yapilan karsilagtirmalar gosterilmistir. Bu tabloda 6zetlenen sonuglara
gore bireysel yilmazlik, sosyal sermaye, mutluluk beklentisi, yeme bagimliligi,
online aligverig bagimliligi, toplum yanlisi davranis ve duygusal ve ekonomik
destek alma degiskenlerinde bagimli 6rneklem t-testlerinde bir artis veya azalis
tespit edilmemistir (bu degiskenlerde p > 0,05).

Bununla birlikte en goéze c¢arpan degisimler tiiketicinin stres ve psikolojik
kirilganlik diizeylerinde goriilmektedir. Tiiketicilerin stres diizeylerinin Kasim/
Aralik 2020 aylarinda Temmuz/Agustos 2020 aylarina gore daha yiiksek oldugu
gozlemlenmistir (t = -7,24; p < 0,001). Benzer sekilde Kasim 2020 ayma
gelinceye kadarki siiregte 6rneklemimizdeki tiiketicilerin psikolojik agidan daha
kirilgan hale geldikleri gozlemlenmistir (t = -6,14; p < 0,001). Bu iki degisken
ile iliskili olabilecek bir sekilde tiiketicilerin davranigsal agidan sosyal medya
bagimliliklarinda da artis gdzlemlenmistir (t =-3,59; p <0,001). Yeme bagimlilig
ve online aligveris davranislarinda bir degisimin gozlemlenmemis olmast;
tilketim Orilintiistinde meydana gelen degisimin sadece sosyal medya 6zelinde
gerceklestigi sonucunu dogurmaktadir. Ayrica, olumlu anlamda, 6z-denetime
dayali davraniglarda iyilesmenin oldugu ve tiiketimde 6z-denetim davranisi
egiliminin yiikseldigi de goriilmektedir (t =-2,76; p = 0,006).
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Tablo 2. Temmuz ve Kasim 2020 Verilerinin Bagimli Orneklem t-testi Sonuglari
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Psikolojik kirillganlik yiikselirken ekonomik kirilganligin Temmuz 2020 ayindan
Kasim 2020 ayina kadar gegen siirede diistiigli gozlemlenmistir (¢=2,29; p=0,022).
Duygusal ve ekonomik acidan tiiketicilerin algiladigi sosyal destek diizeylerinde
bir degisiklik gozlemlenmemis olsa bile; bilgi saglama veya bilgilendirilme
(aragsal destek) konularinda bir disiisiin gergeklestigi goriilmektedir (¢ = 2,08; p
<0,038).

Online aligveris yaptigini belirten ve bu konudaki tiikketim oriintiisii sorularina
cevap veren 0rneklemde ¢oklu regresyon testi uygulanmas; tiim 6nciil degiskenlerin
(tiiketim ortintiisii degiskenleri ve kirilganlik degiskenleri) psikolojik esenlik
iizerinde olan etkileri ¢coklu regresyon ile test edilmistir. Coklu regresyon testi
sonuglarina gore diger tiiketim Oriintiisii degiskenleri (yeme bagimliligi ve sosyal
medya bagimliligi) psikolojik esenligi anlamli diizeyde agiklarken, online alisveris
bagimliliginin psikolojik esenligi anlamli bir diizeyde aciklamadigi goriilmiistiir.
Analiz sonuglar1 asagidaki tabloda raporlanmistir (Tablo 3).

Tablo 3. Online Aligveris Yapanlar i¢in Coklu Regresyon Sonuglari

Psikolojik Esenlik
Yordayicilar B (std. hata) t(p)
Regresyon sabiti 3,58 (0,34) 8,31 (<0,000)
Online Aligveris Bagimlilig1 0,01 (0,07) 0,12 (=0,91)
Ekonomik Kirtlganlik 0,02 (0,03) 0,25 (=0,81)
Psikolojik Kirilganlik -0,10 (0,09) -1,10 (=0,29)
Sosyal Medya Bagimlilig -0,16 (0,07) -2,25 (=0,03)
Yeme Bagimliligt 0,18 (0,06) 2,60 (=0,01)
R? 0,034
F 2,41 (p=0,04)

Ayrica hem birinci dalgada hem de ikinci dalgada ekonomik kirilganliklart ve
psikolojik kirilganliklar1 yliksek ve diigiik gruplar i¢in tiim i¢-yapisal kavramlar
(diizenleyici, endojen ve egzojen degiskenler dahil) acgisindan fark gozlenip
gbzlenmedigi de test edilmistir. Her bir dalgadaki ekonomik (M =330, M, =
3,19) ve psikolojik kirilganlik M, =343, M, = 3.44) ic- yaplsal kavramlarin
ortalamalari alinmis, ortalama alt1 kalanlar dusuk kirilganlik gruplari, Gistiinde

kalanlar yiiksek kirilganlik gruplar olarak belirlenmistir.

Birinci dalga verisindeki ekonomik kirilganliklart diisiik ve yiiksek gruplar
titketimde 6z-denetim, stres seviyesi, yeme bagimliligi, sosyal sermaye degisimi,
toplum yanlist davranig gosterme, mutluluk beklentisi, online aligveris bagimliligi
ve ekonomik destek almak konularinda birbirlerinden ayrigmaktadir. Ekonomik
kirilganliklart yiiksek olanlar gelecekte tiikketimlerini daha ¢ok diizenleyeceklerini
(M= 3,86), daha stresli olduklarmni (M= 2,88), daha fazla gida tiikketme egiliminde
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olduklarmi1 (M= 2,64) ve bunlar arasinda online aligveris edenler daha fazla
online aligveris yapmaya yoneldiklerini (M= 2,32) belirtmislerdir. Ekonomik
kirilganliklar1 diistik olan grup ise daha ¢ok sosyal sermaye degisimi algiladiklarini
(M= 2,83), daha fazla toplum yanlis1 davranig gosterdiklerini (M= 3,44), gelecekte
daha mutlu olabileceklerini diisiindiiklerini (M= 3,60) ve daha ¢ok ekonomik
destege ulagabildiklerini (M= 2,51) belirtmislerdir (Bkz. Tablo 4).

Tablo 4. Ekonomik Kirilganliklar1 Yiiksek ve Diisiik Bireylerin Degiskenler
Bakimindan Farklar1 (Birinci Dalga — Temmuz/Agustos 2020)

Ekonomik
Kirilganhk M F p ! s.d. p
. N . Diistik 3,60 12,03 0,00 -4,26 593 0,00
Tiiketimde Oz-denetim
Yiiksek 3,86
Diistik 2,68 1,31 0,25 -2,04 593 0,04
Stres
Yiiksek 2,88
Diisiik 2,43 0,01 0,93 -2,35 593 0,02
Yeme Bagimlilig1
Yiiksek 2,64
Sosyal Sermaye Diistik 2,83 15,14 0,00 2,24 593 0,03
Degigimi Yiiksek 2,68
Toplum Yanlis1 Dusuk 3,44 22,66 0,00 4,21 593 0,00
Davranig Yiiksek 3,10
o Diisiik 3,60 13,62 0,00 2,89 593 0,00
Mutluluk Beklentisi
Yiiksek 3,38
Online Aligveris Diistik 2,13 1,33 0,25 -2,27 593 0,02
Bagimlihi Yiiksek 2,32
Sosyal Destek Diistik 2,51 15,63 0,00 3,44 593 0,00
(ekonomik) Yiiksek 2,19

Ikinci dalgada ayni bireylerin, gelecekte tiikketimde 6z-denetim gdsterme, sosyal
sermaye degisimi, toplum yanlisi davraniglar ve online aligveris bagimlilig
bakimindan birbirlerinden ayrismadiklart goriilmiistiir. Birinci dalgadaki gibi
ekonomik kirilganliklar1 yiiksek olanlarin stres seviyesi (M= 3,39) ve yeme
bagimlihig (M = 2,67) yiiksek iken, ekonomik kirilganliklar1 diisiik olanlarin
mutluluk beklentileri (M = 3,69) ve ekonomik sosyal destek bulma imkanlar1 (M
= 2,63) daha yiiksektir. Ikinci dalgada ayrica, ekonomik kirtilganliklar1 yiiksek
olanlari diisiik olanlara kiyasla toplumsal yilmazliklar1 (M = 3,40) daha diisiiktiir;
daha diisiik sosyal sermaye (M = 3,68) algilamaktadirlar ve genel psikolojik
esenlikleri de (M = 3, 14) daha diisiiktiir (Bkz. Tablo 5).
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Tablo 5. Ekonomik Kirilganliklar1 Yiiksek ve Diisiik Bireylerin Degiskenler
Bakimindan Farklari (ikinci Dalga - Kasim/Aralik 2020)

Ekonomik

Kirillganhk M F P ¢ s.d. P
Diisiik 3,57 560 0,02 232 580 0,02
Toplumsal Yilmazlik
Yiiksek 3,40
Diisiik 3,79 0,22 0,64 1,96 593 0,05
Sosyal Sermaye (Genel)
Yiiksek 3,68
Diisiik 2,98 888 0,00 -486 534 0,00
Stres
Yiiksek 3,39
Diisiik 2,30 22,92 0,00 -390 588 0,00
Yeme Bagimliligt
Yiiksek 2,67
. . . Diisiik 3,36 840 0,00 2,80 586 0,01
Genel Psikolojik Esenlik
Yiiksek 3,14
. Diisiik 3,69 10,19 0,00 338 580 0,00
Mutluluk Beklentisi
Yiiksek 3,39
. Diisiik 2,63 13,50 0,00 4,21 531 0,00
Sosyal Destek (ekonomik)
Yiiksek 2,21

Birinci dalgada psikolojik kirilganliklar yiiksek ve diisiik gruplara baktigimizda
bireysel yilmazlik, sosyal sermaye algisi, mutluluk beklentisi, online aligveris
bagimligi, duygusal ve ekonomik destek bulmak konusunda farklilastiklari
goriilmektedir. Bu degiskenler agisindan psikolojik kirilganliklar yliksek olanlar
psikolojik kirilganliklar1 diisitk olanlara kiyasla daha yiiksek ortalamalara
sahiptir. Bu grup her ne kadar psikolojik olarak daha kirilgan ise de daha fazla
bireysel yilmazlik gostermek durumunda kalmakta (M= 4,02), psikolojik
kirilganliklarini azaltmak igin daha fazla i¢inde bulunduklart toplumla
dayanismaya g¢alismaktadirlar (sosyal sermaye) (M= 3.81). Bu grup ayrica
daha fazla ekonomik (M= 2,45) ve duygusal destek (M= 2,97) bulabildigini
belirtmistir. Bu destek bulabilme durumunun mutluluk beklentilerine de
(M= 3,57) yansidig1 goriilmektedir. One ¢ikan bir diger durum da psikolojik
kirilganliklart yiiksek olanlarin online aligveris yapma egilimlerinin kirilganlig
az olan gruba kiyasla daha yiiksek (M= 22,37) olmasidir (Bkz. Tablo 6).
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Tablo 6. Psikolojik Kirilganliklar1 Yiiksek ve Diisiik Bireylerin Degiskenler
Bakimindan Farklar1 (Birinci Dalga — Temmuz/Agustos 2020)

Psikolojik

Kirilganhk F P ¢ s.d. P
. Diisiik 392 362 006 -1,97 593 0,05
Bireysel Yilmazlik
Yiiksek 4,02
Diistik 366 0,02 09 -332 593 0,00
Sosyal Sermaye (Genel) R
Yiiksek 3,81
- Diisiik 337 0,18 0,67 -2,58 593 0,01
Mutluluk Beklentisi
Yiiksek 3,57
. . Diisiik 2,13 0,79 037 -2,81 593 0,01
Online Aligveris Bagimlilig
Yiiksek 2,37
Diistik 2,54 0,07 0,79 -454 593 0,00
Sosyal Destek (duygusal) R
Yiiksek 2,97
. Diisiik 2,19 297 0,09 -293 593 0,00
Sosyal Destek (ekonomik)
Yiiksek 2,45

Ikinci dalgada psikolojik kirilganliklar: yiiksek olan grup ile diisiik olan grup
arasinda sosyal sermaye algisi, mutluluk beklentisi, online aligveris etme
bagimliligi ve ekonomik agidan sosyal destek almak konusundaki farklar ayni
sekilde korunmustur. Ancak ikinci dalgada birinci dalgadaki bireysel yilmazlik
algis1 ve duygusal destek bakimindan goriilen farklar ortadan kalkmistir. Bunlar
yerine stres, sosyal medya bagimliligi, yeme bagimliligi, genel psikolojik esenlik
ve toplum yanlisi davraniglar bakimindan farklar gézlemlenmistir. Psikolojik
kirilganliklar1 yiiksek olan bireyler diisikk olanlara gore daha fazla stresli
olduklarin1 (M= 3,39) ve daha fazla toplum yanlis1 davranig gosterdiklerini (M=
3,44) belirtmislerdir. Bunlarin tersine, psikolojik kirilganliklar diisiik olan bireyler
yliksek olanlara kiyasla daha yiiksek sosyal medya bagimlilig1 (M=2,76) ve daha
yliksek yeme bagimlilig1 sergilemistir (M= 2,62). Psikolojik kirilganliklar: diigitk
olanlarm genel olarak psikolojik esenlikleri (M= 3,35) de psikolojik kirilganliklar:
yiiksek olanlardan daha iyidir.
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Tablo 7. Psikolojik Kirilganliklart Yiiksek ve Diisiik Bireylerin Degiskenler
Bakimindan Farklar1  (Ikinci Dalga - Kasim/Aralik 2020)

Psikolojik
Kirilganhk F P ! s.d. P
Diisiik 366 0,12 0,73 -2,64 593 0,01
Sosyal Sermaye (Genel)
Yiiksek 3,81
Diisiik 304 1,68 020 420 593 0,00
Stres
Yiiksek 3,39
Diisiik 2,76 0,29 0,59 3,97 593 0,00
Sosyal Medya Bagimlilig1
Yiiksek 2,36
. Diisiik 2,62 0,01 090 2,56 593 0,01
Gida Tiiketim Bagimlilig:
Yiiksek 2,38
. . . Diisiik 3,35 21,15 0,00 3,13 547 0,00
Genel Psikolojik Esenlik
Yiiksek 3,10
Diisiik 3,17 457 0,03 -3,07 590 0,00
Toplum Yanlist Davranig
Yiiksek 3,44
. Diisiik 3,66 13,85 0,00 332 563 0,00
Mutluluk Beklentisi
Yiiksek 3,37
. . Diisiik 2,71 046 0,50 4,01 593 0,00
Online Aligveris Bagimlilig
Yiiksek 2,32
. Diisiik 2,58 1,29 026 -540 593 0,00
Sosyal Destek (ekonomik) .
Yiiksek 3,10

Diizenleyici etki analizleri i¢in Hayes’in (2013) PROCESS Makrolarindan
faydalanilmistir. Bu makrolarda Model 1 olarak tanimlanan model kullanilarak
tekli diizenleyici etki test edilmistir. Stres, sosyal destek degiskenleri, sosyal
izolasyon ve mutluluk beklentisi degiskenlerinin diizenleyici etkileri ayr1 ayr test
edilmistir. Yine Hayes’ten (2013) hareketle diizenleyici etkisi olan degiskenlerin
irdelemesi yapilmistir. Tablo 8’de tiim diizenleyici etki analiz iligkileri, dogrudan
etki istatistikleri, etkilesim etkisi istatistikleri ve sonuglar 6zetlenmistir.

Oncelikle, tabloda ozetlenen tiim modellerde diizenli dogrudan iliskinin
gozlemlendigi iligkilerin sadece yeme bagimliligi ve sosyal izolasyon ile
psikolojik esenlik arasindaki pozitif yonli iligkiler oldugunu dile getirebiliriz.
Diger degiskenler arasindaki anlamli dogrudan etkiler, tanimlanan diizenleyici
degiskenin etkisiyle anlamsiz hale gelebilmektedir.
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Tablo 8. Diizenleyici Degisken Analizleri
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[Ik olarak stres seviyesinin diizenleyici etkisine bakilmistir. Teorik olarak
titketicilerin  kirilganliklar1 ile psikolojik esenlikleri arasindaki iliskiyi
tiiketicilerin stres seviyesinin diizenledigi ileri siiriilmektedir. Yapilan diizenleyici
etki analizinde stres seviyesinin diizenleyici etkisi hem psikolojik hem de
ekonomik yilmazlik degiskenleri agisindan dogrulanmistir. Etkilesim etkilerini
inceledigimizde tiiketicilerin stres seviyeleri arttikca hem psikolojik hem de
ekonomik kirillganliklart ile psikolojik esenlikleri arasindaki negatif iliski
giiclenmektedir (Ekonomik Kirtlganlik:  =-0,063; std. hata = 0,029; t=-2,17; p
= 0,03; Psikolojik Kirilganlik: B = -0,16; std. hata = 0,043; ¢t =-3,74; p = 0,002).

Sosyal destek degiskenlerinin diizenleyici etkileri test edildiginde ise duygusal
ve aragsal destegin diizenleyici bir etkisinin olmadigi goriilmekle beraber,
tilketicilerin algiladigi ekonomik destek alma diizeyleri yiikseldik¢e psikolojik
esenlikleri ile bireysel yilmazliklar1 arasindaki iliski kuvvetlenmektedir (j3
= -0,08; t = -3,26; p = 0,001). Son olarak toplumsal yilmazlik ve tiiketicilerin
gelecekle ilgili mutluluk beklentilerinin diizenleyici etkileri test edilmistir ancak
bir diizenleyici etki bulunmamistir.

Sosyal izolasyonla ilgili yapilan diizenleyicilik analizlerinde ise sosyal izolasyonun
yeme bagimliligr ile ilgili tiiketim Oriintiilerini diizenledigi goriilmistiir (B = -0,01;
t=-2,39; p = 0,02). Tiiketicilerin yiiksek sosyal izolasyon durumlarinda (daha fazla
yalniz olduklar1 durumda) yeme bagimliliklar ile psikolojik esenlikleri arasinda
pozitif yonlii bir iligki gézlemlenirken; bireylerin sosyal izolasyon seviyeleri diistiikge
(daha fazla sosyal iligkileri oldugu durumda), bu iligski ortadan kalkmaktadir. Bununla
birlikte sosyal izolasyonun, sosyal medya bagimliligr ile ilgili tiiketim Oriintiileri ile
psikolojik esenlik arasinda bir diizenleyici roliiniin olmadig1 goriilmiistir.

5. Tartisma
5.1. Teorik Tartisma

COVID-19’un kiiresel capta bir pandemiye doniigsmesi ile birlikte hem Tiirkiye
hem de diinyadaki bir¢ok iilkede egitim-6gretime ara verilmesi, seyahat yasagi,
karantina, sokaga c¢ikma yasagi gibi bireyler arasindaki fiziksel ve sosyal
mesafeyi artirict nitelikte birgcok dnem alinmistir. Bu durum insanlarin sosyal
olarak izole olmalarina neden olmus, aileleri, yakinlar1 ve arkadaslan ile yiiz
ylze goriigmelerini engellemistir. Uyulmak zorunda olunan karantina ve sosyal
izolasyon kosullari, bireylerin gilinlilk yasam, calisma ve tiikketim pratiklerinin
onemli 6l¢iide degismesine ve zihinsel sagliklarinin etkilenmesine sebep olmustur
(Usher, Bhullar ve Jackson, 2020). Bu ¢alismada, COVID-19 salgin1 6nlemleri
sirasinda bireylerin tiiketim aligkanliklarindaki degisimlerin ve kaynaklara
erisim olanaklarinin tiiketiciler {izerindeki etkilerinin anlasilmasi amag¢lanmustir.
Doniistiirticti tiiketici arastirmasi (transformative consumer research) bakis
agisinin bensimsendigi bu ¢alisma ile kriz donemlerinde tiiketim davranislarinin
ve tiiketicilerin psikolojik esenliklerinin ele alinmasinin hem Tiirkiye’deki hem de
diinyadaki politika yapicilara yon gosterici olacag diisiiniilmektedir.
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Bu calisma kapsaminda alt1 aylik siirecte iki farkli donemde panel veri toplanmustir.
Ayni katilimcilar tarafindan yanitlanan soru setinin ilki Mart 2020’de baslayan
karantina doneminin sonuna gelindigi ilk dalganin bireyler {izerindeki yogun
etkilerinin hafifledigi kontrollii normallesme donemi olan 20 Temmuz - 10 Agustos
2020 arahiginda toplanmistir. Ikinci veri toplama dénemi ise ikinci dalganin ve
yeniden kapanmalarin basladigi 20 Kasim — 10 Aralik 2020 dénemini icermektedir.

Bu agidan incelendiginde iki donem arasinda ayni katilimeilarin sorulara verdigi
yanitlar arasindaki degisimler arasinda en belirgin olani tiketicinin stres ve
psikolojik kirilganhk diizeylerinde yasanan farkhilasmadir. Ikinci veri toplama
doéneminin salginin ikinci dalgasia denk gelmesi ve gelen yeni dalga ile beraber
bireylerin dnlerindeki donemin olumsuz getirilerini gegmis ilk dalgadan edindikleri
deneyimlerinden ¢ikarimlartyla daha somut bir sekilde Ongorebilmeleri bu
degiskenlerdeki belirgin artisin tetikleyicileri olarak degerlendirilebilir. Ote yandan
uzayan sosyal izolasyon ve artan hastalanma korkusu sonucu insanlarin dayanma
noktalarmin smirlarina geldigi, direncglerinin giderek zayifladigi goriilmektedir.
Amerika’da hastaliga yakalananlar arasinda yapilan bir ¢alismaya gore her 17
kisiden birinde hayatinda ilk defa kaygi bozuklugu, depresyon ve uykusuzluk
rahatsizliklar1, uyum bozuklugu ve travma sonrasi stres bozuklugu ortaya ¢ikmistir
(Roxby, 2020). Cambridge Universitesinde yapilan baska bir ¢alisma da kirilganlig
yiiksek gruplarin ayni psikolojik sonuglarla (endise bozuklugu, depresyon ve
uykusuzluk) bas etmeye calistigini gostermektedir (McCracken vd., 2020).

Tiiketicilerin yasadiklar stres ve psikolojik kirilganliklarindaki artis ile es zamanh
olarak sosyal medya bagimliliklarinda da belirgin bir artis oldugu gézlemlenmistir.
Glinlimiizde sosyal medyanin ¢ekiciligi ve her an elimizin altinda olusu bireylerin
bu mecrada daha fazla zaman gegirmesine ve bu mecranm yasamlarinin ayrilmaz
bir parcasi haline gelmesine neden olmus ve onlari giderek daha ¢ok sosyal medya
kullanmaya itmistir (Guazzini vd., 2019). Ozellikle karantina déneminde, sosyal
aglar bireylerin tek sosyallesme araci haline gelmistir. Ancak, sosyal medya
araciligryla insanlarla sosyal temasi uzaktan stirdiirmek ilk etapta izolasyonun
psikolojik etkilerini azaltsa da Ozellikle stresi azaltmak i¢in kullanildiginda
bagimlilik yaratmak gibi gesitli riskler dogurmaktadir (Kiraly vd., 2020). iletisime
duyulan ihtiyag, bos zaman gecirme, ait olma gibi ihtiyaglarin agiriligi sosyal medya
deneyimi bozuklugu davraniglarinin (dysfunctional social media experience) agiga
¢tkmasina neden olmustur (Duradoni, Innocenti ve Guazzini, 2020).

Bireylerin ayn kaldiklar1 donemde dis diinya ile baglarin1 koparmama arzusu, ait
olma ihtiyact onlar1 daha da ¢ok iletisim kurmaya itmistir. Evde gegirilen zamanin
bos zaman olarak algilanmasi, sosyal medyada gegirilecek bog zaman olanagi
yaratarak bu diirtiiye karsi koymay1 zorlastirmigtir. Dolayisiyla altta yatan tiim bu
insani diirtiiler nedeniyle bireyler giderek daha ¢ok sosyal medyaya bagimli hale
gelebilmektedir (Hormes, Kearns ve Timko, 2014). Bu iyi niyetli yolculuk belli bir
noktadan sonra sosyal medya yorgunluguna doniigebilmektedir. Bireylerde begeni
ve etkilesim toplama endisesi ve yapilan kisiler arasi karsilagtirmalar (Cramer, Song
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ve Drent, 2016), sosyal medya araciligi ile hissedilen stres (Yamakami, 2012; Chen
ve Lee, 2013), diirtiisel sosyal medya kullanimi ve geligsmeleri kagirma korkusu (fear
of missing out) (Dhir vd., 2018) sosyal medya yorgunlugunun belirleyicileri olarak
sayllmaktadir. Sosyal medya yorgunlugunun bireylerin yasam doyumunda diistise,
iiretkenlikte azalmaya (Lee vd., 2016; Zhan vd., 2016) ve hatta uzun déonemde kaygi
bozuklugu ve depresyona yol agtig1 ve bu nedenlerle de bireyin psikolojik esenligi
iizerinde olumsuz etkiye sahip oldugu gézlemlenmektedir (Dhir vd., 2018).

Sosyal medya bagimliligiile paralel olarak artis gosteren bir diger tiikketim oriintiisii
davranigt da online aligveris bagimliligidir. Arastirmamizin  karsilastirmali
sonuglar1 bize anketlerin gerceklestirildigi iki donem arasinda tiiketicilerin
online aligveris bagimliliklarinda anlamli diizeyde bir artisa isaret etmektedir.
Nitekim her yil diinya genelinde aligveris seferberligine neden olan Black Friday,
COVID-19 doneminde de tiiketicilerin egilimlerine dair ipuglar1 vermistir. 2020
yilinda Black Friday indirim giinlerinde gergeklesen e-ticaret hacmi ile aym
donemin bir 6nceki y1l verileri kiyaslandiginda diinya genelinde e-ticaret %36,31
artarken Tirkiye’de de %9,63 oraninda artis gdstermistir. Ayn1 aragtirma bulgular
tiiketicilerin mobil ziyaretlerinin diinya genelinde %71,90, Tiirkiye’de ise %49,23
arttigm gostermektedir (1¢6zii, 2020).

Bir diger tiiketim Oriintiisii degiskeni olarak dl¢iimledigimiz yeme bagimliliginin
tilketicinin psikolojik esenligi iizerindeki etkisi ise hissettigi sosyal izolasyon
diizeyine gore degisim gostermektedir. COVID-19 siiresince karantinada olmanin
yeme bagimlilig1 olarak nitelendirilen yiiksek kalorili yiyeceklerin agir1 tiiketimini
tetikledigini diger calismalar da ortaya koymustur (Lippi vd., 2020; Pearl, 2020).
IPSOS (2020) tarafindan Tiirkiye’de gergeklestirilen hane halki tiiketim egilimleri
aragtirmasinda!’  da ilk eve kapanmalar yasandigi sirada daha ¢ok temel gida
ve dezenfektan alimi s6z konusuyken, zaman gegtikge hane halkinin satin alma
davranislarinda artig gosteren kategoriler listesinde cips, ¢ikolata ve sekerlemelerin
basi ¢ektigi goriilmektedir.

Kamuoyu arastirmalarinin bu doénemde bireylerin en fazla 6zlem duydugu
durumlarin digar1 ¢ikip ylirimek ve arkadaslariyla vakit gegirmek oldugunu
gosterdigi'? gbz oniine alindiginda, calismamiz gida bagimliliginin, sosyal baglarin
eksikligini gidermek ve mevcut duygu durumunu diizenlemek amaciyla sigmilan
bir liman olarak goriildiigiini gostermektedir. Beklenenin aksine tiiketicinin
gida ile olan yogun iliskisi genel psikolojik esenligini kisa vadede olumlu yonde
etkilemektedir. Sonuglara dayanarak insanlarin yeniden sosyallesmeye baslamasini
takiben bu etkinin de es zamanli olarak azalacagini sdylemek miimkiindiir.

Tiiketiciler {izerinde olumsuz etkileri bulunan bir diger degisken ise tiketici
farilganligidir. Genel olarak soklara, diismanca ortamlara veya olumsuz olaylara

11 IPSOS, 27 Mart 2020, Hanelere Giren Atistirmalik Uriinlerde Artis Goriildii, https://www.ipsos.com/tr-tr/hanele-
re-giren-atistirmalik-urunlerde-artis-goruldu

12 IPSOS, Koronaviriis Salgmi ve Toplum: Genel Kamuoyu Arastirmasi, 5. Dénem 9-13 Nisan 2020, https://www.
ipsos.com/tr-tr/koronavirus-surecinde-kamuoyunun-nabzi-sosyallesmek-en-ozlenen-durum
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maruz kalma nedeniyle kisinin fiziksel, duygusal veya psikolojik sagligina yonelik
risk olarak kavramsallastirilan kirilganliga getirilen dnemli elestirilerden biri bu
kavramin tiiketicilere atfedilirken yanlis anlasildigi yoniindedir (Baker, Gentry
ve Rittenburg, 2005). Buna gore kirilganligin, tiikketicinin demografik 6zellikleri
ve karsilanmamis ihtiyaclar1 ile aciklanmasi, ayrimcilik veya dezavantajla
eslestirilmesi dnemli bir faktoriin gdézden kagmasina neden olmaktadir (Glavas
vd., 2020). Nitekim tiiketiciler "kim olduklar1" tizerinden degil, ancak kirilganligin
temel tanimindaki gibi "karsilagtiklari sey" {izerinden tarif edildiginde dogru
tespitler ortaya konulmasi ve etkin ¢oziim onerileri getirilmesi miimkiin olacaktir
(Buckle, Graham ve Smale, 2005).

Bu fikirden hareketle bu caligmada tiiketiciler demografik o6zellikleri yerine
psikolojik ve ekonomik kirilganliklarina gore gruplara ayrilmis olup “karsilastiklar:
sey”’in onlarda yarattig1 stresin, durumlar1 {izerindeki diizenleyici etkileri ele
almarak degerlendirilmislerdir. Buna gore tiiketicilerin kendini hali hazirda
ekonomik yonden kirilgan hissetmelerinin psikolojik esenlikleri iizerindeki
olumsuz etkileri yasadiklart stres ile derinlesmektedir. Nitekim ekonomik daralma
ve bireylerin psikolojik esenligi arasindaki iligki lizerine yapilan ¢aligmalara gore,
olumsuz ekonomik deneyimler, bireylerde depresyonun en belirgin nedenlerinden
biridir (Shah, Shafir ve Mullanaithan, 2015). Ote yandan, tiiketici psikolojik
olarak kirilgan hissettiginde bu tek basina tiiketicinin psikolojik esenligi lizerinde
anlamli bir etki dogurmazken, COVID-19 déneminin getirdigi kisitlamalarla
beraber tiiketicilerin stres diizeylerindeki artigin tiiketicinin psikolojik esenligi
iizerinde olumsuz etkiler olusturdugu goriilmektedir.

Psikolojik kirillganlik psikoloji yazininda daha ¢ok olumsuz ¢iktilarla
iligkilendirilmis olmasina ragmen insanlar stresli ve olumsuz olaylar sonucunda
tecriibe ettikleri psikolojik kirilganliktan fayda da saglayabilmektedir. Daha
acik bir ifadeyle stresli ve olumsuz deneyimler bireyin benlik algisinin
degismesine, sosyal aglartyla iliskilerinin gliclenmesine, kisisel gelisimine ve
yasam Onceliklerinde degisime neden olabilmektedir (Taylor, 1983). Taylor’in
(1983) biligsel adaptasyon teorisine (cognitive adaptation theory) dayanan bu
durum, bireylerin onlar kirillganliga iten deneyimleri nedeniyle kaybettiklerini
geri kazanma motivasyonundan kaynaklanmaktadir. Bu teori, olumlu yeniden
yorumlama, secici odaklanma ve degerlendirmenin, bireylerin kendilerine
ve diinyaya iligkin goriiglerini geri kazandiran mekanizmalar oldugunu
varsaymaktadir (Updegraff ve Taylor, 2000). Buna gore bir krizle kars1 karsiya
olan birey, i¢inde bulundugu durumla bas edebilmek i¢in ¢evresel destege daha
¢ok ihtiya¢ duyacak (Stewart vd., 1986) ve bunun igin aile ve arkadaslan ile
daha iyi iliskiler kurmaya yonelecektir (Updegraff ve Taylor, 2000). Ayn1 sekilde
yasanan zor zamanlar bireyleri kirilgan hale getirse de ayni zamanda bireylerin
kendilerinden daha sanssiz insanlar1 gorerek sosyal karsilastirma yapmasini ve
yasama bakis acilarinin farklilasmasini saglayarak onceliklerinin degismesine
neden olabilmektedir (Taylor ve Lobel, 1989). Calismamizin yazini destekleyen
bulgular1 da gdostermektedir ki tiiketicilerin ekonomik destegi arttik¢a psikolojik
esenlik ile bireysel yilmazlik arasindaki pozitif yonlii iliski kuvvetlenmektedir.
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5.2. Uygulamaya Yonelik Oneriler

COVID-19 salgini, tiiketicilerin giinlik yasamlarinda benzeri goriilmemis
kesintiler yaratmistir. Sosyal mesafe, karantina ve tam 6l¢ekli tecrit uygulayan
diizenlemeler ile yaslilar, sosyal veya maddi agidan dezavantajlilar gibi kirilgan
tilketici gruplarindaki mevcut riskleri daha da arttirmistir. Ancak bu kisitlamalar
pandemi Oncesinde yani normal kosullarda kirilgan kabul edilmeyen bireylerde
dahi gegici kirilganliga neden olmustur (Yap, Xu ve Tan, 2021). Ornegin, okur-
yazarhig1 diisiik tiiketiciler, pandemi hakkinda onemli bilgileri sentezleyebilme
becerisi gostermekte zorlanmiglardir (Stewart ve Yap, 2020). Ruh saglig
sorunlart olan bireylerin diger bireylere nazaran sosyal izolasyondan daha
olumsuz etkilenme potansiyeline sahip olduklar1 goriilmiistiir (Smith ve Judd,
2020). Pandemi, kirilgan gruplarin risklerini artirmanin yani sira yeni giivenlik
aciklart da dogurmustur. COVID-19 salgini sirasinda, normalde kirilgan kabul
edilmeyen bireyler de is kaybi, sosyal etkilesim eksikligi ve saglik hizmetlerine
erisim eksikligi gibi nedenlerle kirilgan hale gelmislerdir (Kirk ve Rifkin, 2020).

Afet arastirmalarinda kirilganligi incelemek i¢in demografik, taksonomik,
durumsal ve kavramsal olmak tiizere dort alternatif yaklagim bulunmaktadir:
Demografik ve taksonomik yaklagimlarin sinirlamalari, afet arastirmacilarini
durumsal yaklagimlara yoneltmistir (Baker, 2009). Durumsal yaklasim,
kirilganligi, demografik ve taksonomik yaklagimlar gibi statik bir durum olarak
degil, daha ziyade dinamik ve ¢ok boyutlu bir durum olarak ele almaktadir (Baker
vd., 2005). Bu yaklasimda, kirilganligin var olup olmadigi, baglam, bireysel
ozellikler ve ig¢inde olunan durum gibi mevcut faktorlerin bilesimine baglidir
(Wisner, 2004) ve gegici bir durum olarak kabul edilmektedir (Baker, 2009). Bu
arastirma da durumsal yaklasimdan hareketle, gelecekte ayni faktorler bir araya
geldiginde ve bu tip krizlerle karsilasildiginda mevcut durumla bas edebilmek igin
hangi alanlara odaklanilabilecegi konusunda 6ngoriiler sunmaktadir.

COVID-19 pandemisi gibi olaganiistii durumlarda tiiketici topluluklarmda kontroliin
ve dayanikliligin yeniden tesis edilmesi, toplumsal sonuglari olan krizler sonrasi
toparlanma g¢abalarinda son derece énemlidir. Bu ¢aligma, kirilganliklar ve cesitli
tilketim davramig1 Oriintiilerinin degismesine bagl olarak zedelenen psikolojik
esenligin tiiketicilerin iginde bulunduklari duygu durumu (stres) ve sosyal kosullar
(sosyal izolasyon seviyesi) nedeniyle de farklilagabildigini gdstermektedir. Bu
nedenle, bu faktorlerin iyilestirilmesi kriz donemlerinde 6nemli hale gelmektedir.

Pandemi doneminde evden calisgan ya da evde zaman gecirmek durumunda
olan bireyler, yeme bagimliligi tehdidi ile karsi karsiya kalmiglardir. Bu
calisma gostermektedir ki, Ozellikle sosyal izolasyonun yiiksek oldugu
durumlarda, tiiketiciler daha c¢ok gida tiiketmeye baslamislar ve secimlerini
daha sagliksiz iiriinlerden yana yapmuslardir. Gelecekte bizleri ayni izolasyonu
tekrarlamak durumunda birakabilecek bagka bir afet s6z konusu oldugunda,
bu tehdidin farkinda olmak ve bu durumun 6niine gegmek amaciyla toplumun
saglikli yemek yeme aliskanliklariin desteklenmesi 6nem arz etmektedir. Bu
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acidan degerlendirildiginde, toplumda saglikli beslenme konularina zamansiz
yaklagilarak topluma saglikli aliskanliklar edindirilmelidir. Bu amaca yonelik
diizenli bilgilendirmeler, halkin genelini bilinglendirmeye yonelik kamu
spotlarinin yayinlanmasi, saglikli yemek yeme/hazirlamaya 6zendirecek iletigim
calismalarinin yapilmasi faydali olacaktir. Evde saglikli yemek hazirlamanin,
ebeveynlerin ¢ocuklar ile birlikte zaman gecirebilecekleri bir aktivite olarak
sunulmasi ya da saglikli gida hazirlamanin terapotik faydalariin vurgulanmasi
farkl: tiiketici gruplariin dikkatini bu yone ¢ekmeye yardimer olabilir.

Pandemi kosullarinda bireylerin ekonomik ve psikolojik kirilganliklarinda
meydana gelen degisimlerin gelecekte karsi karsiya kalinabilecek her tiirli afette
yasanmasi yiiksek ihtimaldir. Bu durumun tiiketicilerin psikolojik esenliklerine
yansimalarini asgari diizeyde tutabilmek icin, bireyler iizerinde stres yaratan
unsurlarin iyilestirilmesi 6nemlidir. Her ne kadar pandemi ve afet kosullarinda
tiiketicilerin stres durumlarina siirli miidahale edilebilse de kirilgan tiiketiciler ile
iletisim halinde olan bireylerin (aile ve arkadaslar) onlarla iletisimi koparmamasi
sayesinde, kirilgan tiiketicilerin duygu durumlarn iyilesebilecektir. Iletisimin
devam ettirilmesiyle kirilgan tiiketicilerin, stres seviyelerinin diigmesine yarayan
cesitli aktivitelerde bulunmalart saglanmis ve kirilganliklarinin psikolojik esenlik
izerindeki olumsuz yansimalar1 azaltilmis olacaktir.

Tiiketicilerin kendi ¢evreleriyle ve iginde bulunduklari toplumla olan etkilesiminin
ve bagliliginin kuvvetlendirilmesi, onlarin ayni1 zamanda sosyal sermayelerinin
de iyilesmesi anlamia gelmektedir. Mahalle bazinda mubhtarlar ve belediyeler
araciligiyla yapilacak dayanigma iletisimlerinin hem hane bazinda telefonla hem
de sosyal medya araciligiyla yapilabilmesi, bilgilendirme ve giizel dayanisma
orneklerinin paylasilmasi Onerilmektedir. Bu faaliyetler ile tiiketicilerin yakin
cevre ve yasam alanlartyla baglarmin arttirtlmasi saglanabilir. Artan baglar
sayesinde tiiketiciler, daha yiiksek sosyal sermaye algilayabilecekler ve bu da
onlarin bireysel yilmazliklarini ve genel psikolojik esenliklerini arttiracaktir.

Bireylerin ekonomik olarak kirillgan bir seviyede olmalar1 psikolojik esenlikleri
ile iliskili en 6nemli faktordiir. Bununla birlikte psikolojik esenliklerinin bireysel
yilmazliga doniisebilmesinde ¢evrelerinden gordiikleri finansal destegin de dnemli
bir rolii oldugu goriilmiistiir. Bu sebeple hem tiiketicilerin sosyal g¢evresinin
hem de kurumlarin (yerel yonetimler ve sivil toplum kuruluglarinin) ekonomik
yardimlasma ag1 kurmalar1 ve bu siiregte kirillganliklari artan gruplara destek
olmalar1 kritik 6neme sahiptir. Hem yerel hem de ulusal diizeyde kurulabilecek
ekonomik yardimlagma aglarinin bireylerin sadece ekonomik degil, psikolojik
olarak da afet kogullarini ve siirecini basarili sekilde atlatmalarini saglayabilecektir.

Aragtirmamizin sonuglarina gore tiiketiciler, karantina ve sosyal izolasyonun
getirdigi psikolojik kirilganlik, stres ve yalmizlik duygusuyla bas edebilmek
ve psikolojik esenliklerini korumak i¢in sosyal medyaya yonelmektedirler.
Pandeminin ikinci dalgasinin ortaya c¢iktigi Kasim 2020 ayinda Temmuz 2020
ayina gore bu yonelimin de arttigi gorilmektedir. Ancak, sosyal izolasyonun,
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psikolojik esenlikleri {izerindeki olumsuz etkilerini azaltma niyetiyle baglandiklar
sosyal medya, bireylerin psikolojik esenliklerini tehdit etmeye baslamaktadir.
Ustelik aragtirmamiz sosyal izolasyonun azalmasinin bu bagimlili1 azaltmadigimni
da gostermektedir. Bu noktada, tiiketicilerin sosyal medya kullanimi konusunda
0z-denetim sahibi olmalarin1 saglamak amaciyla ilgili bakanliklar ve yerel
yonetimlerin ortak c¢aligmasiyla, bilgilendirici brosiirler dagitilmasi, teknoloji
okuryazarligiin arttirilmasi i¢in seminer veya gesitli kurslarin verilmesi, Bilgi
[letisim Teknolojilerinin (ICT) daha faydali sekillerde kullanilmasina ve bu yolla
toplumun esenliginin artirilmasia yardimci olabilir. Sosyal medyaya alternatif
olusturabilecek, sanatsal etkinliklerin (konser, sinema, tiyatro) online platformlarda
varligiin desteklenmesi bu tiirde zor zamanlar i¢in bir yatirim niteligi tasimaktadir.
Pandemi gibi olaganiistii durumlarda bu uygulamalarin {icretsiz olarak ekonomik
acidan kirilgan gruplara ulastirilmasi psikolojik esenligin artmasini, stresin
azalmasini, dayanigma ve bireysel yilmazligin artmasini kolaylastiracaktir.

6. Cahsmamn Simirhiiklari ve Gelecek Calismalar i¢in Oneriler

Bu ¢alisma COVID-19 pandemisinin ilk senesinde iki ayr1 déonemde toplanan
panel veri sonuglarina dayanmaktadir. Pandemi nedeniyle ylizylize goriismelerin
yapilamasindan dolay1 veri telefon araciligiyla toplanmistir. Telefonla wveri
toplamada 6zellikle anket formundaki soru sayisinin yliksek olmamas: ve daha
kisa soru kaliplariin ve cevaplamasi kolay olan &lgek tiplerini igeren sorularin
sorulmasi onerilmektedir (Malhotra, 2019). Ancak bu calismada, arastirma etigi
geregi COVID-19 saglik krizinin temel gerekliligi olan sosyal mesafe kurallarinin
korunmasi kuralina uymak durumunda kalindigi i¢in telefon goriismeleri igin
gbrece uzun olan bir anket formu ile devam edilmistir. Bu nedenle, sorularin
odaklanilarak cevaplanamamas1 gibi bir cevaplayici yorgunlugundan verinin
etkilenmis olmas1 gdzoniline alinarak sonuglar degerlendirilmeye calisilmistir.
Ayrica, COVID-19 doénemi stresin yogun olarak yasandigi bir donem
oldugundan yine cevaplayicilarin cevaplarindaki stres etkisi ¢alismanin sonuglari
degerlendirilirken g6z 6niinde bulundurulmalidir.

Gelecekteki caligmalarda, bu calismada ele alinan kavramlarin baska sosyal,
politik veya saglik kriz donemlerinde de yeniden ele alinmasi sadece saglikla
ilgili krizlerde degil diger kriz tiplerinde de tiiketim Oriintlilerinin anlasilmas1 ve
kriz donemlerine genellenebilecek bir genel teorik catinin olusturulabilmesi i¢in
onemlidir. Ayrica bu calisma, kiiltiirler aras1 farklarin (bireyselcilik, kollektivistlik,
akilcilik, sipiritiiellik vb.) ortaya konabilecegi sekilde de ele alinabilirse politika
yapicilara farkl kiiltiirel yapilar i¢in ayrisan uygulamalar onerilebilir. Diger
yandan, ekonomik ve psikolojik kirilganliklarin gelismiglik diizeyi farkli olan
ekonomilerde baska seviyelerde yasanabilecegi dngoriisiinden yola ¢ikarak kriz
donemlerinde farkli gelismislik diizeyindeki {ilkeler arasinda karsilagtirmalar
yapilmasi da anlamli olacaktir.

Tesekkiir: Bu proje TUBITAK (Proje No: 120K323) tarafindan desteklenmistir.
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Ekler

Ek 1. Dogrulayic1 Faktor Analizi Sonuclar:

Olgiim Modeli Uyum 22 s.d. RMSEA GFI NFI NNFI CFI  AGFI
Indeksleri* 319,42 84 0,068 0,93 0,95 0,95 0,99 0,91

SMC  tdegeri

Toplumsal Yilmazhk

Cor 1 Yasadigim toplumda insanlarmn birbirine bagliliklart yiiksektir. 0,66 22.99
Cor 2 Iginde bulundugum toplumun insanlarimin gelecege dair umudu vardir. 0,65 22,83
Cor 3 Iginde bulundugum toplumda insanlar birbirine yardim eder. 0,60 21,47
Cor 4 Toplumumdaki insanlar ihtiya¢ duyduklari hizmetlere erisebilirler. 0,53 19,60
Cor 5 Toplumumdaki bireyler, toplumu gelistirmek i¢in birlikte ¢alisir. 0,36 15,31
Stres

Stres 1 Aniden beklenmedik bir sey olacak diye kaygiliyim. 0,82 23,73
Stres 2 Hayatimdaki 6nemli seyleri kontrol edemiyorum gibi geliyor. 0,86 18,63
Stres 3 Sik sik gergin ve stresliyim. 0,74 24,22
Mutluluk Beklentisi

Hap 1 fleride daha mutlu olacagimi diisiiniiyorum. 0,81 28,08
Hap 3 Hayat her seye ragmen giizel olacak. 0,76 26,69
Hap 4  Gelecek igin gok umutluyum. 0,89 26,13
Tiiketimde Oz-denetim

Reg 1 Aldigim bazi {iriinleri eskisinden daha az tiiketecegim. 0,46 16,57
Reg 2 Aligverislerimi daha planli yapacagim. 0,55 18,51
Reg 5 Canim istiyor diye degil ihtiyacim oldugu igin aligveris yapacagim. 0,36 14,43
Reg 6 Bundan sonra bir seyi satin almadan 6nce ince eleyip sik dokuyacagim. 0,52 17,85
icsel Tutarhiik Kompozit((;)iivenilirlik Cronbach Alpha (&) Ortalar;aan?g(n(l)(i?:;m Var-
Toplumsal Yilmazhk 0,90 0,874 0,56

Stres 0,85 0,891 0,80
Mutluluk Beklentisi 0,93 0,758 0,72
Tiiketimde Oz-denetim 0,78 0,875 0,47

Nomolojik gecerlilik: Saglanmistir. RMSEA < 0,08; NFI, NNFI, CFI => 0,95 (iyi uyum); GFI ve AGFI => 0,90 (kabul edilebilir
uyum)

Doniisiim gegerliligi: Saglanmistir. Tim t degerleri => 1,96 (0,95 giiven aralig1); Cor_5=0,36; Rrg_1= 0,46; reg5 = 0,36 harig
tiim Coklu Korelasyonlarin Kareleri (SMC) => 0,50; Tiiketimde Oz-denetim= 0,47 hari¢ tiim Ortalama Agiklanan Varyanslar
(OAV) > 0,50

* x2— Ki-kare; sd — serbestlik derecesi; RMSEA — Root mean square error of approximation (parametrelerin, anakiitlenin kovar-
yans matrisi ile uyum derecesi); GFI — Iyi uyum indeksi (Goodness-of-fit index); NFI — Normatif uyum indeksi (Normated-fit
index); NNFI - Normatif olmayan uyum indeksi (Non-normated fit index); CFI — Karsilastirmali uyum indeksi (Comparative-fit
index); AGFI — Diizeltilmis iyi uyum indeksi (Adjusted goodness-of-fit index); SMC — Coklu korelasyonlarm karesi (degiskenin
kendi giivenilirlik seviyesi) (Squared multiple correlation)

Anderson ve Gerbing (1988) metoduyla yapilan ayrisma analizi sonuglarinda tiim ikili korelasyon esitlemelerinin y2 farklar1 sd=1
icin kritik deger olan 3,84’ten biiyiiktiir ve ayrisma gegerliligi de saglanmistir
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Olgiim %2 s.d. RMSEA GFI NFI NNFI CFI AGFI
Modeli Uyum
indeksleri* 218,1 59 0,067 0,95 0,95 0,95 0,97 0,92

SMC t degeri
Sosyal Medya Bagimhhig
SM 1 Sosyal medyaya bakma fikrini kafamdan atamaz oldum. 0,79 26,66

Sosyal medyada daha fazla zaman harcamak isteyip yapamayinca bir

SM_2 seylerden eksik kaldigimi hissetmeye bagladim. 0,71 24,77
SM_3 Sosyal medyay1 kullanamadigimda kendimi mutsuz hissetmeye basladim. 0,60 21,96
SM 4 Sosyal medyada daha az zaman gegirmeye ¢alistim, ama basarili olama- 0.57 21,12
- dim.
Yeme Bagimhihig:
Food_1 Yemek yerken, normalden fazla yemeye basladim. 0,87 28,06
Food 2 Bazi1 zamanlarda gereginden fazla yedigim i¢in sugluluk duygumla bas 0.67 2330
—  edemez oldum.
Food 3 Can.l,n.l sikkin veya stresl-1 olsam da genelde yedigim yiyecekleri eskiden 0.62 223
yedigim kadar tiiketmeyi bagardim.
Ekonomik Kirilganhk
VUlE_1 Busiiregte ciddi gelir kaybettim. 0,76 26,21
VulE 2  Faturalarimi 6demekte zorlandim. 0,83 28,01
VulE_3  Temel ihtiyaglarimi (gida / hijyen tiriinler vb.) karsilamakta giigliik ¢cektim. 0,70 24,59
Psikolojik Kirilganhk
VulP 1 Bussiiregte birilerine sarilmak, dokunmak isterdim. 0,50 17,03
VulP_2  Diger insanlarla yiizyiize goriisememek beni rahatsiz ediyor. 0,59 18,75
VulP_3  Sosyal izolasyon nedeniyle yalnizlik ¢ekiyorum. 0,51 17,45
Kompozit
icsel Tutarhlik Giivenilirlik Cronbach Alpha (6) Ortalama A¢iklanan Varyans
(OVA)
®
Sosvyal Medya Bagim- 0.89 0.886 0.67
hihg
Gl(ja Tiiketim Bagim- 0.88 0.856 0.73
g
Ekonomik Kirilganhk 091 0.886 0,76
Psikolojik Kirilganhk 0,77 0,749 0,53

Nomolojik gecerlilik: Saglanmistir. RMSEA < 0,08; NFI, NNFI, CFI, GFI => 0,95; AGFI => 0,95

Déniisiim gegerliligi: Saglanmustir. Tiim t degerleri => 1,96 (0,95 giiven araligi); Tiim Coklu Korelasyonlarin
Kareleri (SMC) => 0,50; Ortalama Agiklanan Varyanslar (OAV) > 0,50

* x2— Ki-kare; sd — serbestlik derecesi; RMSEA — Root mean square error of approximation (parametrelerin,
anakiitlenin kovaryans matrisi ile uyum derecesi); GFI — Iyi uyum indeksi (Goodness-of-fit index); NFI —
Normatif uyum indeksi (Normated-fit index); NNFI - Normatif olmayan fit indeksi (Non-normated fit index);
CFI — Karsilagtirmali uyum indeksi (Comparative-fit index); AGFI — Diizeltilmis iyi uyum indeksi (Adjusted
goodness-of-fit index); SMC — Coklu korelasyonlarin karesi (degiskenin kendi giivenilirlik seviyesi) (Squared
multiple correlation)

Anderson ve Gerbing (1988) metoduyla yapilan ayrisma analizi sonuglarinda tiim ikili korelasyon esitlemele-
rinin 2 farklar1 sd=1 igin kritik deger olan 3,84’ten biiyiiktiir ve ayrisma gegerliligi de saglanmistir.
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Olciim Modeli Uyum %2 s.d. RMSEA GFI NFI NNFI CFI AGFI
Indeksleri* 420,02 84 0,081 0,92 091 0,91 0,93 0,88

SMC t degeri

Bireysel Yilmazhk

IndR 2 Yasamdaki zorluklarla ugragma konusunda kendimi giiglii bir insan olarak goriiriim. 0,54 18,51
IndR 3 Uziintii, korku ve 6fke gibi hos olmayan ve ac1 verici duygularla bas edebilirim. 0,46 16,95
IndR 4 Oniime ¢ikan her seyle basa ¢ikabilirim. 0,44 16,31
IndR_5 Stresle miicadele ederken daha da gii¢lendigimi hissederim. 0,51 17,87

Sosyal Sermaye (Genel)

Cap 4 lletisimde oldugum insanlar birbirlerine saygi, sevgi cergevesinde baglidir. 0,33 13,72
Cap 5 lletisimde oldugum insanlar birbirlerine giivenir ve dostlukla yaklasur. 0,54 18,70
Cap 6 Basima birsey gelse yakin ¢evrem yardimima kosar. 0,51 10,63
Cap 9  Cevremdeki insanlar amag ve hedeflere ulagsmak i¢in ortak ¢alisir. 0,46 16,92
Cap 10 Cevremdeki insanlar ortak degerlere sahiptir. 0,52 18,23
Sosyal Sermaye Degisimi

CapD 2 Cok daha uzaklastik / ¢ok daha yakinlastik 1,02 29,56
CapD_3 Cok daha az giiveniyorum / ¢ok daha fazla gliveniyorum 0,79 24,81

Genel Psikolojik Esenlik

WBP_1 Bu dénemde kendimle gurur duyacak bir sey yaptim. 0,54 19,53
WBP_2 Bu dénemde gergekten keyif aldigim anlar oldu. 0,74 23,49
WBP_3 Bu donemde kendimi ddiillendirdigim zamanlar oldu. 0,63 21,44
Toplum Yanlhs1 Davranis

Pros 1 Busiirecte diger insanlara yardim etmeye ¢aligtim. 0,66 22,94
Pros 3  Bu siirecte yardima ihtiyaci olan insanlar i¢in hi¢ beklemeden harekete gegtim. 0,59 21,28

Bu siirecte yiiksek risk altindaki gruplarin (yaslhlar, kronik hastalar gibi) korunmalar1 igin

Pros_4 elimden geleni yapryorum. 0.71 24,28
Pros 5 Busiiregte sahip oldugum bilgi ve donanimi bagkalariyla paylagsmaya ¢alistyorum. 0,44 17,44
i¢sel Tutarliik Giiljeolinil?rolizli(t ) Cronbach Alpha (&) Ortalama A(%lg:l;an Varyans
Bireysel Yilmazhk 0,79 0,743 0,48
Sosyal Sermaye (Genel) 0,77 0,761 0,46
Sosyal Sermaye Degisimi 0,95 0,830 0,88
Genel Psikolojik Esenlik 0,84 0,838 0,64
Toplum Yanhs1 Davrams 0,85 0,848 0,60

Nomolojik gecerlilik: Saglanmistir. RMSEA < 0,08; NFI, NNFI, CFI ve GFI => 0,90; AGFI = 0,88 (0,80 - 0,90 kabul edilebilir
uyum araligindadir).

Doniisiim gegerliligi: Saglanmistir. Tiim t degerleri => 1,96 (0,95 giiven araligi); Ind_3= 0,46; Ind_4= 0,44; Cap_4=0,33;
Cap_9=0,46; Pros_5= 0,44 hari¢ Tiim Coklu Korelasyonlarin Kareleri (SMC) => 0,50; Bireysel YImazlik = 0,48 ve Sosyal
Sermaye = 0,46 hari¢ Ortalama Agiklanan Varyanslar (OAV) > 0,50

* x2— Ki-kare; sd — serbestlik derecesi; RMSEA — Root mean square error of approximation (parametrelerin, anakiitlenin kovar-
yans matrisi ile uyum derecesi); GFI — Iyi uyum indeksi (Goodness-of-fit index); NFI — Normatif uyum indeksi (Normated-fit
index); NNFI - Normatif olmayan uyum indeksi (Non-normated fit indeks); CFI — Karsilastirmali uyum indeksi (Comparative-fit
index); AGFI — Diizeltilmis iyi uyum indeksi (Adjusted goodness-of-fit index); SMC — Coklu korelasyonlarin karesi (degiskenin
kendi giivenilirlik seviyesi) (Squared multiple correlation)

Anderson ve Gerbing (1988) metoduyla yapilan ayrisma analizi sonuglarinda tiim ikili korelasyon esitlemelerinin y2 farklar1 sd=1
i¢in kritik deger olan 3,84’ten biiyiiktiir ve ayrisma gegerliligi de saglanmistir
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TRANSFORMATION OF CONSUMER WELFARE DURING COVID-19:
COMPARING VULNERABLE AND NON-VULNERABLE CONSUMERS

EXTENDED ABSTRACT
1. Introduction

The DISK-AR report published during COVID-19 pandemic reveals that the blue
collar workers who were members of DISK had 3.2 times more positive cases
than the general public. 63 per cent of these workers who participated in this study
have mentioned that they had to work during the pandemic in order not to lose
their jobs and income, and that they can only support themselves for one month on
their savings if they stopped working. The studies covering COVID-19 times state
that only 38% of COVID-19 tests were negative in lower income groups, whereas
65% of the same tests were negative in the higher income groups.

These figures indicate the socio-economic inequalities among individuals,
such that some have become more vulnerable and unprotected against the
consequences of the COVID-19 pandemic (Schmitt-Grohé et al., 2020). These
studies also demonstrate that the vulnerable groups that were more exposed to the
negative consequences of COVID-19 pandemic constitute 40% of the population
(33,6 million citizens) in Turkey (Universal McCann, 2020). Drawing on these
dramatic facts, this study has been designed as transformative consumer research
to investigate consumption pattern changes, vulnerability, individual resilience,
social capital, and regulatory consumption behaviors and offers policy measures.
For this purpose, the study is conducted in two phases in order to detect changes
regarding these variables.

2. Theoretical Framework

During the pandemic, one of the most prominent changes that may have occured
in our consumption habits was leaning towards e-commerce. Research has shown
that by the end of 2020 in the World and in Turkey e-commerce has reached 74%
and 71% respectively (Hootsuite Global Report Q4 Update, 2020). This figure
indicates a dramatic 41% increase compared to 2019 (Hootsuite Global Report
Q3 Update, 2020). Even though these statistics demonstrate that individuals have
started to prefer e-commerce significantly, this change has not been experienced
similarly in different layers of the society. During COVID-19, since vulnerable
consumers had limited access to or control over the resources, they could not
continue to satisfy their basic needs or activities, hence they have become more
open to harmful consequences of the pandemic (Hill and Sharma, 2020).

The second wave of the pandemic has exacerbated such vulnerabilities as well as
the changes on the consumption patterns due to prolonged social isolation, increased
anxiety and stress levels in the society. This study has assumed the potential negative
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consequences of such physical and psychological changes on vulnerable groups
in the population and has focused on the psychological well-being of vulnerable
groups from the perspective of consumption. IPSOS’ regular field studies during
COVID-19 pandemic has shown that in the first month of the first wave, the anxiety
level of individuals have risen from 79% to 95%. Although there may have been
individual differences in anxiety levels, its impact on people has endured during the
pandemic. Especially, in the second wave between October and November 2020,
the percentage of people who were pessimistic about the negative consequences of
the pandemic has shown a dramatic increase; from 33% to 61% (Ipsos Koronaviriis
Salgini ve Toplum: 31. Donem Genel Kamuoyu Arastirmasi, 2020).

Apart from this reseach mentioned, international multi-disciplinary studies
have indicated that during the pandemic due to the prolonged social isolation
conditions have deepened the feeling of loneliness, health concerns and stress
among individuals. Moreover, destabilized economic conditions have added on
negatively to their mental health and well-being (Holmes et al., 2020). Accordingly,
this study aims to understand the changes in these variables for the vulnerable and
non-vulnerable groups. It is expected that any such changes in the issues above
triggered by changes in consumption patterns may have a negative impact on
consumers’ psychological well-being.

Individual resilience is seen as a mechamism to deal with such negative
consequences. The research by Twentify has demostrated that there is a negative
relationship between individual resilience and stress (Twentify Korona Giinliikleri
vll, 2020). Besides, it illustrates that having support, rationality and feeling in
control make individuals feel more resilient. Accordingly, this study takes social,
financial and emotional support into account as mechanisms supporting resilience
and examines their changes during the pandemic.

Another mechanism that may help consumers in such crisis situations like
pandemic is considered as societal resilience. In addition to the supports mentioned
above, if consumers feel that they belong to a social group or a society at large
that is capable of dealing with crisis conditions, consumers would feel empowered
and could adapt themselves to changing conditions. This state will not only bear
positive personal outcomes, but also motivate these empowered consumers to act
and do more for others around them. In other words, this may lead to social capital
development and prosocial behaviours (Blanchard and Horan, 2000).

The research on global happiness that has been done regularly since 2011 by
IPSOS demonstrate that by October 2020, the most prominent indicators that lead
to happiness for Turkish consumers are health, their relationships with others, and
helping others or donating money or time to human support organizations (57% of
respondents). Drawing on this finding, in this study, it is expected that consumers
will regulate their consumption due to higher responsibility feeling that is built
upon higher individual and societal resilience development.
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3. Method

This study adopted descriptive research design using survey method for data
collection. A panel that was provided by a field research company that is a member
of the Turkish Researchers Association was used in this study. A panel data of
616 individuals was collected via CATI method in two waves: one during the
normalization period of pandemic in Turkey, where the pandemic was relatively
under control around July—August 2020, and next, during the second peak of the
pandemic around November—December 2020 period. The data is analysed by
measurement model assessment (confirmatory factor analysis), a series of paired
sample t-tests, regression analysis and moderation analyses by Hayes” Model 1
and Model 2 Process macro models. The following contstructs are measured in
the study: individual resilience (Connor and Davidson, 2003; Karairmak, 2010),
social capital (Parra-Requena et al., 2013), stress (Cohen et al., 1983), happiness
(Joshanloo et al., 2017), social media addiction (van den Eijnden et al., 2016),
eating disorder (Gerhardt et al., 2009), online shopping addiction (Zhao et al.,
2017), economic vulnerability (Aysan, 1993), psychological vulnerability (Aysan,
1993), prosocial behaviour (Baumeister and Siegel, 2018), consumption regulation
(adapted from Baumeister, 2002), emotional, information and economic social
support (Ryff and Singer, 2008) and general psychological well-being (Hervas
and Vazquez, 2013).

4. Findings

Some significant findings of the study can be summarized as: (1) Consumption
patterns have been adversely affected by the increasing levels of stress exacerbated
by the pandemic. (2) Contrary to expectations, food addiction positively affects
psychological well-being at high levels of social isolation when consumers feel
lonelier. (3) On the other hand, increased stress levels combined with economic
vulnerability have an even more pronounced effect on psychological well-being.

5. Conclusion

In light of these findings, in such crisis policymakers may focus on healthy eating
awareness and stress reduction activities to affect consumption pattern disorders.
Again, reducing the effects of social isolation on economically vulnerable
populations by enabling free access to means of communication might be helpful.
Local governments and civil society may cooperate in building social aid networks
to support economically disadvantaged groups and setting up psychological
counseling centers to help cope with psychological vulnerabilities and stress.
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HAVAYOLU SEKTORUNDE HiZMET KALITESININ
DEGERLENDIRILMESI: TURKIYE VE AZERBAYCAN ORNEGI

OZET

Bu calisma, havayolu hizmet kalitesinde Tiirk ve Azeri tiiketicilerin degerlendirmelerini
karsilagtirmali olarak ele almaktadir. Elde edilen veriler, bilgi entropili bulanik-6nem-
performans-etki analizi ile degerlendirilmistir. Yoneticiler i¢in aksiyona doniisecek
sonuglar, bu yontemle elde edilmektedir. Mevcut literatiir, hizmet kalitesinde yoneticilerin
algilarin1  yeterince degerlendirmemektedir. Bu yontemle, havayolu isletmecileri
kaynak tahsisinde en dogru kararlar1 alabilmektedirler. Caligma 956 katilimer ile
gerceklestirilmistir. Elde edilen sonuglara gore, kiiltiirel yakinliga ragmen Tiirk ve Azeri
tiiketicilerin hizmet kalitesi algilar1 farklidir. Yoneticiler ise bu farki dikkate alarak hareket
etmemektedirler. Vaka galigmasi ile yoneticilerin (1) yeterli kaynak ayirdiklari nitelikler
(2) daha fazla yonetim odag1 gerektiren nitelikler (3) gereginden fazla kaynak ayirdiklari
nitelikler (4) kaynak ayrilmasi gereken nitelikler belirlenmistir. Bu ¢alismanin en 6nemli
katkisi, Azeri ve Tiirk tiiketicilerin havayolu hizmet kalitesi algilarini karsilastirmasi ve
hizmet kalitesini yonetici bakis agisiyla ele almasidir.

Anahtar Kelimeler: Havayolu hizmet kalitesi, Kaynak tahsisi, Bulanik 6nem performans
etki analizi, Azerbaycan, Tiirkiye
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1. Introduction

When it comes to customer satisfaction in the service sector, the first concept
that comes to mind is the concept of quality. Therefore, businesses should have a
certain standard of service quality and be able to improve themselves. Businesses
can stay strong in their market as long as the services they provide are satisfactory.
Services such as goods are not tangible. Therefore, a quality assessment is difficult.
Therefore, in quality measurement, first, the expectations of the customers are
discussed and then it is determined whether these expectations are met. Therefore,
expectations and perceptions were compared (Parasuraman et al., 1988). The
presence of customers whose expectations are met is an indicator of service
quality. This leads to customer satisfaction. Many studies have shown that service
quality affects customer satisfaction (Chow et al. 2007; Okumus and Asil 2007).

Consumers assess service quality differently owing to their different cultural
characteristics; therefore, service quality assessment becomes more complicated
(Pantouvakis, 2013). The airline industry, which brings together many different
cultures by its nature, must reach multicultural standards and increase efforts to
provide service quality in line with this (Pantouvakis and Renzi, 2016). Airline
customers perceive service quality differently, depending on their cultural
background (Crotts and Erdmann, 2000). Therefore, to provide multinational
service quality, it is necessary to evaluate and compare the evaluations of
customers from different nationalities. As a result of this research carried out
for this purpose, it is aimed to provide information that will contribute to the
achievement of international service quality standards. The aim of this study
is to determine priority factors for customers in airline transportation by using
importance, performance, and impact analysis, and to develop suggestions that
will enable business managers to allocate their resources in the most effective
way.

Different methods have been used to measure service quality (Seth et al., 2005).
Servqual is the most common of these methods, and is used in many different
sectors (Parasuraman et al., 1988). However, changing sociocultural and economic
processes may cause the service quality attributes included in the Servqaul model
to be insufficient. In this respect, it is important for service quality attributes to be
up-to-date and measurable. For this reason, in this study, importance is given to
up-to-date attributes that are evaluated in terms of service quality. As a matter of
fact, for this purpose, service quality attributes were determined by the evaluations
of academicians who are experts in their fields and managers experienced in the
sector. Within the scope of the research, Turkish and Azerbaijani consumers
evaluated the determined service quality attributes according to their degree of
importance and then evaluated these attributes as performance. In the analysis
phase, FIPIA with information entropy method was used. Atalay et al. (2019) used
this analysis method in air transportation, Ozden and Celik (2021) in the cargo
sector.



554 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:16, Say:: 2, Mayis 2023, ss. 551-584

FIPIA with information entropy method was developed by Atalay et al. (2019).
In the process of developing the FIPIA method, it is first necessary to mention
the Importance-Performance Analysis (IPA) method. IPA is a method by which
consumers evaluate the importance and performance of service quality (Martilla
and James, 1977). In this method, importance and performance evaluations are
performed by consumers simultaneously (Deng, 2008). Lin and Vlachos (2018)
suggested adding the evaluations of the managers in this method. This addition,
called impact analysis, provides information that enables managers to see their
current status in resource allocation and to allocate resources to the right areas.
With the addition of the impact analysis, this method was named IPIA. According
to Atalay et al. (2019), on the other hand, reconsidered IPIA analysis by adding
fuzzy logic and information entropy. In this method, called FIPIA with information
entropy, the fuzzy nature of certain human perceptions is considered by reducing
uncertainty and eliminating managers’ bias (Atalay et al., 2019). Importance
performance analysis provides important information regarding resource
allocation (Azzopardi and Nash, 2013). However, this method is two-dimensional
and has various shortcomings that reduce its reliability and usefulness (Lin and
Vlachos, 2018). IPA may be insufficient in terms of the construct validity of the
importance dimension, reliability of the performance dimension, and handling the
relationships between the two. FIPTIA with information entropy and fuzzy logic
is a new hybrid method used to identify priority service quality attributes and
optimize resource allocation (Atalay et al., 2019). FIPIA allows the presentation
of service quality priorities from the perspectives of both consumers and business
managers. This method allows the identification of the most important service
quality priorities of consumers and the attributes that will provide the best resource
allocation for business managers.

Past research on airline transportation has emphasized the relative importance of
attributes developed through the views of passengers rather than expert views in
the airline industry (Kim and Park, 2017). However, the views of experts, that
is, decision makers in the industry, should be taken into account. Despite the
high number of studies conducted on air transportation, many airline companies
do not allocate their resources accurately and place costs such as fuel or labor
above customer satisfaction (Curtis et al., 2012). Priorities of managers in air
transportation and which priorities should allocate resources should be determined.
In this study, FIPTA with the information entropy method is used to deal with the
Azerbaijan Airlines Company in a multidimensional way in terms of managers
and Turkish and Azerbaijani consumers. Therefore, this study is important both
in terms of the method used and in terms of being the first to compare the airline
service quality assessments of both Turkish and Azeri consumers.

Azerbaijan and Turkey are two countries that consider each other a closest/
friend to them (Mardanov, 2012). Azerbaijan is the Turkic republic with the
most intense cultural and commercial relations of Turkey (Bulut, 2021). The two
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countries are very close to each other. The relations formed between Azerbaijan
and Turkey with the idea of one nation-two state have gained much more strength
with the development of strategic and economic cooperation (Aslanli, 2018). Of
the Turkic republics, most visits to Turkey were from Azerbaijan (Evcin, 2017;
Gulbahar, 2015). Turkey's 2023 Turkey Tourism Strategy includes organizing
special promotions and campaigns for the Turkic Republics and increasing
market share in these countries (Turkey Tourism Strategy, 2007). It is also seen
that the strategic plan of the Ministry of Culture and Tourism includes the aim of
developing political, economic, cultural, social and scientific cooperation with the
Turkish world (Republic of Turkey Ministry of Culture and Tourism, 2018). As
can be seen, the close relations between both countries are of great importance for
both their administrators and their citizens. In this context, it is believed that the
evaluations of the citizens of Turkey and Azerbaijan regarding the service quality
in air transport and the determination of the factors that the decision makers of
both countries in this sector allocate their resources to will serve the national
goals. In addition, it is thought that this study will make a valuable contribution
to the related literature and the developments of airline companies operating in
Azerbaijan and Turkey.

The following sections will focus on the concept, characteristics and factors
of service quality in air transportation. Next, FIPIA with information entropy
method will be transferred and a comparative field study using this method will
be presented. Finally, research findings, conclusions, limitations and suggestions
for practitioners and researchers will be presented.

2. Literature Review

Services are perishable and intangible, as they have a structure that includes
customers as a co-producer (Fitzsimmons and Fitzsimmons, 1994). Therefore,
the evaluation of service quality is much more complex than other sectors. Air
transport is one of the most intangible services, because it has all the service
features of intangibility, inseparability, variability, and perishability (Chang and
Yeh, 2002; Hapsari et al., 2017). For this reason, the quality should be evaluated
multidimensionally in air transport. As a matter of fact, airline service quality is
a driving force in terms of customer satisfaction, loyalty and preference (Singh,
2015) and the value perceived by customers increases as the quality of service
increases (Hapsari et al., 2017). Airline service quality provides businesses with
a competitive advantage, profitability, increases operational performance and
sustainable growth, contributes to the growth of market share in the sector, and
increases the efficiency of airline transportation (Ghorabaee et al., 2017). Service
quality in airline transportation affects passenger attitudes (An and Noh, 2009;
Busbin et al., 2008; Farooq et al., 2018; Hussain et al., 2015; Zins, 2001).

The Servqual model is widely used to evaluate airline service quality (Zeithaml et
al., 1990). This model, was developed by Parasuraman et al. (1988) and it can be
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used in many different sectors. It consists of tangibility, reliability, responsiveness,
assurance and empathy factors (Parasuraman et al., 1988; Zeithaml et al., 1990).
Servqual has been used in airline transportation as in many factors (for example,
Chau and Kao, 2009; Gupta, 2018; Jeeradist et al., 2016; Liou et al., 2011b;
Pakdil and Aydin, 2007). Although it is widely used, it can be seen that this scale
is not sufficient to measure current factors such as technological development,
digitalization in flight or environmental effects; besides, Covid-19 pandemic that
emerged in 2020 caused changes and transformations in airline transportation
(Kavus et al., 2022). At the same time, Cronin and Taylor (1992) stated that the
expectations factor in Servqual Scale was insufficient. Carman (1990) stated that
this scale was not generalizing enough to be applied in all service sectors, and the
appropriateness of the difference between expectations and performance has not
been sufficiently proven. Brady et al. (2002) stated that service quality can only
be measured based on performance.

Gronroos (1990) developed another widely used model for measuring airline
service quality. Gronroos (1990) developed a model that focuses on customer
perceptions when measuring service quality. According to this model, service
quality comprises three dimensions: technical, functional, and image. Technical
quality refers to “what” the customer receives, while functional quality refers
to “how” the customer receives the service. Functional quality is perceived
subjectively from the customer's point of view. The image dimension is formed as
a result of the technical and functional attributes of the service. Gronroos (1990)
defined service quality as the evaluation result of consumer perceptions. Another
model of service quality was developed by Zeithaml et al. (1990). According to this
model, service quality is defined as the difference between customer expectations
and perceptions. The higher the difference between consumers' expectations and
perceptions, the lower is the service quality. If expectations and perceptions are
equal, service quality can be achieved.

Increasing service quality and ensuring customer satisfaction are important in all
sectors (Fitzsimmons and Fitzsimmons, 1994). Frequent evaluation of quality in
the service sector is important for businesses to adapt to changing conditions and
ensure customer satisfaction. Consumers’ general satisfaction is understood by
their perceptions of service quality and quality (Munoz et al., 2020).

When factors used in airline transportation service quality are examined in studies
conducted, it can be seen that Hu and Hsiao (2016) and Wu and Cheng (2013)
used the factors of interaction quality, physical environment quality and outcome
quality factors. The factors in Li et al. (2017)’s study were employees, facilities,
flight schedule and information, support service and physical environment.
Batouei et al. (2019) emphasized reliability, tangibility, responsiveness, usability,
image and empathy. The factors in Hussain et al. (2015)’s study were reliability,
responsiveness, assurance, tangibility, safety, security and communication. Liou
and Tzeng (2007) used the factors of employee service, safety and reliability, timely
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performance, cabin service, program and frequently flying passenger programs.
The factors in Liou et al. (2011a)’s study were ticketing service, check-in, booking
service, baggage handling, boarding process, cabin service, baggage delivery and
responsiveness. Alkhatib and Migdadi (2018) determined the factors of reliability,
responsiveness, tangibility, empathy and assurance. Agarwal and Gowda (2021)
focused on the factors of passenger satisfaction in environment factors, passenger
satisfaction in terms of relationship quality and passenger satisfaction in terms of
services provided. Medina-Muiioz et al. (2018) used the factors of ticket price and
promotional prices, additional charges, booking channels and payment methods,
flight conditions, cabin characteristics, on-board service, airline operation, ground
services, staff professionalism and feelings of a passenger about a particular
airline. Kim and Park (2017) determined the factors of flight schedule, safety,
in-cabin and fast check-in processes, price, flight safety, flight ticket purchase
procedures. Carlos Martin et al. (2008) used the factors of price, ticket change
fee, flight frequency, comfort (room for feet), food and reliability (compensation
in case of delay). Milioti et al. (2015) found the factors of safety and reliability,
nonstop flights, flight schedule, number of cities the airline flies, airline image, in-
flight fun, friendly and helpful staff, friend/agency advice, fee, frequently flying
passenger program. In their study, Rose et al. (2012) focused on the factors of
flight time, departure time, ticket price and flight time variability. The factors in
Teichert et al. (2008)’s study are price performance, efficiency/punctuality, price,
comfort and flexibility.

Managers and consumers’ evaluations should be considered in terms of service
quality. The priorities of managers indicate areas where resource allocation will
be made. When these evaluations of the managers coincide with customer priority
and performance evaluations, quality has been achieved. For this reason, there are
different studies that consider the point of view of managers in service quality,
but they are not sufficient. For example, Narangajavana and Hu (2008) conducted
a study on hotel managers at different star levels. As a result of this study, they
found that service delivery, hotel employees, guest facilities and surroundings, and
prestige factors were not associated with star levels in Thai hotels. Mosadeghrad
(2014) conducted a study with healthcare providers, administrators, policy
makers, and payers to evaluate service quality in the health sector. According to
these results, healthcare managers believe that service quality is limited due to a
lack of resources, and patient concerns are not taken into account. Mosadeghrad
et al. (2013) stated in their study that frequent change of management is a threat to
achieving quality, and a successful service quality management requires supportive
and dedicated leadership. This research has shown that employees are not satisfied
with the functioning of the organization; senior managers are very effective in
quality management, but satisfaction can be achieved by including other employees
in the program. Shabbir and Rehman (2015) compared environmental barriers
to the service quality of Islamic and traditional banks. In this study conducted
with managers, it was observed that the biggest obstacle in service quality was
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the human resource environment. Opoku et al. (2009) conducted a study with
managers of a large bank in Ghana. The results of this study show that internal
marketing affects service quality. According to this research, appropriate marketing
techniques promote service quality, which creates customer satisfaction. Amin et
al. (2013) emphasized the importance of the role hotel managers play in service
quality. According to researchers, hotel managers should attach importance to
developing relationships with their customers. Service quality dimensions were
found to be related to customer satisfaction. According to Guirao et al. (2016),
it is difficult to determine the service quality attributes in public transportation.
Therefore, they developed a new technique to directly predict the importance of
the quality characteristics. Based on hierarchical processes, this survey method
helps managers choose from a long list of service attributes.

From a consumer or managerial point of view, the right attributes must be
considered when evaluating service quality. Attributes that accurately represent
the service make it easier to reach the most objective result in priority and
performance evaluation. In many studies on airline service quality, the factors
determining service quality are conceptualized differently, but the attributes are
similar. In their extensive study conducted in 2022, Kavus et al. (2022) found that
four factors called environment, pandemic, digital technology and information
systems should be added to the traditional factors of Servqual Scale. Consequently,
they developed a 9-factor scale with 88 characteristics. It can be seen that the
study is valuable in terms of being up-to-date and including factors suitable for
today’s conditions, while the fact that it includes too many attributes is thought to
weaken applicability.

The perception of service quality was evaluated in terms of consumers of different
nationalities (Choi and Chu, 2000; Huang et al., 1996; Kozak, 2001; Sabiote et al.,
2012). When these studies are examined, it can be seen that Sultan and Simpson
(2000) reported that American passengers had higher perceptions of airline service
quality than European passengers. Gilbert and Wong (2003) conducted a study
on four nationalities from Hong Kong international airline passengers, as North
America, Western Europe, China and Japan. They found that Japanese consumers
had higher expectations, while North Americans and Western Europeans had more
expectations from loyalty programs when compared with Chinese and Japanese
passengers. Okumus and Asil (2007) found that domestic and foreign passengers
had different expectations in Turkey. While domestic passengers attach importance
to physical factors, foreign passengers prioritize accurate and reliable service
factors. Lu and Ling (2008) found differences between service quality perceptions
of Taiwan and mainland China passengers. The Taiwanese thought Taiwan Airline
performance was low in terms of flight facilities and services, communication, and
responsiveness capacity. Mainland Chinese consumers scored in-flight facilities
and services low. In their study, Chau and Kao (2009) found that there were no
differences between the service level expectations of Taiwanese (Eastern) and
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English (Western) consumers. Kim and Lee (2009) showed that Southern Korean,
Japanese, Chinese and American passengers had different complaining behaviors.
While Chinese passengers tended to complain, Japanese passengers tended not to.
American and Korean passengers had a moderate tendency to complain. In their
study conducted on Italians and native English speaker consumers, Pantouvakis
and Renzi (2016) found that Italians were significantly less pleased with all factors
related to Italian Airlines.

Consequently, the service's value creation or positive perception results in
customer satisfaction (Rust and Oliver, 1993). Achieving the desired quality
in the target market is possible with a better recognition of the target audience.
Therefore, serving in a multinational area, such as airlines, requires considering
the quality perceptions of consumers from different nationalities. Simultaneously,
it should be ensured that resources are allocated to the right areas, taking into
account managers’ priorities in this sector. Therefore, this study compares
Azerbaijani and Turkish consumers’ perceptions of the service quality. To the
best of our knowledge, no study has compared the service quality perceptions
of the citizens of these two countries. This study is important in that it contains
results that will enable multinational airlines to determine their priorities in terms
of service quality and allocate resources to the right areas.

3. Research Design and Methodology
3.1. The Aim of The Research

This study aims to evaluate the air transport service quality comparatively in terms
of Turkish and Azerbaijani consumers. In addition, within the scope of the study,
impact assessments of the decision makers in air transportation will be made, and
suggestions will be developed for the best resource allocation.

3.2. The Importance of the Research

It is necessary to consider the service quality evaluations of consumers of different
nationalities in air transportation with international attributes. Thus, businesses
can develop more accurate strategies by better understanding their target audience
and improving service quality. In addition, because the evaluations of the decision-
makers in this sector are not taken into account sufficiently considered, problems
may arise in resource allocation. Considering the service quality evaluations of
managers, the qualifications for which sufficient resources are allocated, which
require more management focus, which are allocated more than necessary and
which need to be allocated, are determined. As a result, concrete and practical
suggestions have been developed for business managers.

3.3. Sampling

The study population consisted of consumers older than 18 years. Using the
convenience sampling method, 489 consumers from Turkey and 467 consumers
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from Azerbaijan were reached, in accordance with the size of the population. With
0.05 sampling error, and p=0.05, g=0.05, and in the case of a population between 1
million and 100 million, the sample size should be 384 (Yazicioglu and Erdogan,
2004). Therefore, it was decided that the number of participants was sufficient.
Convenience sampling is a non-random sampling method, in which the sample
to be selected from the population is determined by the researcher’s conclusions.
This widely used method is easy, economical, and fast.

Since different airline transportation companies have different service quality
assessments, Azerbaijan Airlines was selected to ensure consistency and eliminate
prejudices. 1875 consumers participated in the study, 956 of whom evaluated
Azerbaijan Airlines.

To address the impact of managers’ quality evaluations in airline businesses, four
managers were asked to assign impact values to predetermined attributes. These
managers have professional experiences of between 15-25 years. It was found that
managers had the lowest undergraduate degree. One of the managers is senior and
three of them are middle level managers.

3.4. Measurement Instruments

The questionnaire used in the research consists of four parts. In the first part, the
participants were asked which airline they used the most. In this section, the names
of all airline companies flying between Azerbaijan and Turkey are written. The
second part includes the importance level of the attributes determined for service
quality. In the third part, there are performance evaluations of these attributes. In
the fourth part, there are questions about age, gender and educational status. The
survey was conducted on a 5-point Likert-type scale. Performance level responses
are very poor (1), poor (2), medium (3), good (4), very good (5). Decision makers,
one senior manager and three middle managers, were asked about the same
qualifications in the survey. Managers scored these attributes from important to
insignificant, with (1) being the least and (5) the most. Triangular fuzzy numbers
corresponding to these linguistic terms are shown in Table 1.

Table 1. Corresponding Relationship Between Linguistic Terms and Fuzzy
Numbers 4

Linguistic terms for Linguistic terms for .

. Triangular fuzzy numbers
importance performance

Very unimportant Very Poor 1,1,2)

Unimportant Poor 1,2,3)

Medium Medium (2,3,4)

Important Good (3,4,5

Very important Very good 4,5,95)
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Since the study included Azeri and Turkish consumers, the scale was translated
into Azerbaijanese by an expert. In order to prevent the errors in translation, the
translated survey was back translated to Turkish again by two individuals whose
native language was Azerbaijanese but who spoke Turkish well. The resulting
survey was compared with the Turkish survey. A pilot study of 30 individuals was
then conducted to test whether the questions were understood correctly and to test
the validity of the scale and the participants flew between Turkey and Azerbaijan
at least four times. 16 of these participants were female, while 14 were male, they
were between the ages of 28 and 42 and they had undergraduate degree at the
least.

The surveys were applied between September 2022 and January 2023. They were
applied face-to-face and online. The surveys were on the air for about five months.
The compliance of this study with ethical rules was approved by the Social and
Human Sciences Research Ethics Committee of Ondokuz Mayis University, with
the decision dated at 30.09.2022 and numbered 2022-787.

3.5. Analysis

In FIPIA, participants first score the service quality attributes according to their
importance. Subsequently, the participants evaluated the performance of the
same attributes simultaneously. These attributes were determined by focus group
studies, as explained in the next section. Then, the same attributes are evaluated
by managers in the sector according to their importance. These evaluations of
managers provide an impact score. Thus, it is possible to make comparisons
by ensuring that participants and managers evaluate the same attributes. Deng
(2008) used FIPIA method by stating that fuzzy cluster reflected uncertainties
better. It can be seen that this method has been used in various sectors such as
education (Wang and Tseng, 2011; Lin, 2017), cargo services (Ozden and Celik,
2021) or transportation (Chen et al., 2016). Information entropy FIPIA consists of
four steps. In the first step, the relevant literature is examined and attributes are
determined (Churchill, 1979).

In this step, the participants are represented shown in Eq. (1):
n(i =1,..,n) 0]

At this step, the attributes are represented shown in Eq. (2):
G=1,.,m) )

In the second step, performance and significance surveys were applied to
consumers. Zadeh (1965) states that fuzzy numbers should be used to cope with the
subjectivity of human perceptions and attitudes in the decision-making process.
Therefore, linguistic terms should be converted into fuzzy numbers. In this study,
triangular fuzzy numbers were used to identify the attributes that participants
considered the most important and to increase the reliability of the performance
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Through triangular fuzzy numbers, views of participants are turned into
quantitative values. While represents iz respondent for j¢4 attribute is a triangular
fuzzy number that is presented in Eq. (4) and Eq. (5).

:—jimp = (lijamijn uij)imp )

5T = (g g,y ®)
The third step uses the importance measurement values of the participants. For each
quality, exploratory factor analysis is performed using values. The explanatory
factor analysis is used for calculating the importance score (). The defuzzification
is applied for each of values by using Eq. (6).

deffi™ =L - gy )

fj is obtained for j = 1, ..., m by using Eq (5).

At this stage, performance scores of the participants are calculated by using Eq.
(7) and Eq. (8).

; ~ n f_perf
77T = Gomy ) =B =1 m N

def fPer = m =Perfj, j=1,..,m ol

In the third step, impact scores are calculated to find out the attributes that managers
use in resource allocation. Information entropy was used in the evaluation of
these 5-Likert surveys. Information entropy is used to eliminate the prejudices of
managers and to eliminate the negative factors that prevent from reaching the real
result (Abramson, 1963). The function is as follows Eq. (9)

__ Xkj

—m_}:l,...,mk:l,...,t 9)

Then, information entropy () is computed using Eq. (10) and Eq. (11).

1 ;
E = —mziﬂ(“’ki InPy;) j=1,..,m (10)
I o=t -1 11
mpact; = g -j =1 ..m 11
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Finally, an FIPIA diagram is presented in the fourth step. In this diagram, X axis
shows the importance score of attributes, while Y axis shows the performance
score. The intersection points of the axes in the diagram are determined by the
importance and performance median values of the attributes. In summary, in the
FIPIA with information entropy method, service quality attributes are determined
through focus group studies. Then, when these attributes are found suitable for
the evaluations of experienced managers in the sector, the survey stage is started.
The questionnaire included both priority and performance evaluation sections
for the same attributes. The participants evaluated the service quality attributes
in the sector according to their priority order and then simultaneously evaluated
the same priorities as performance. The same attributes were then presented
to expert managers in the sector. Managers in this sector score these attributes
according to their priority order. The obtained data were evaluated using FIPIA
with information entropy analysis. As a result of this analysis, the importance
scores and performance evaluations that consumers attach to service quality
attributes emerge. In addition, the extent to which these evaluations coincide with
managers’ evaluations was revealed. Thus, it is understood that managers allocate
resources to the right areas.

Data were analyzed using IBM SPSS V23. Exploratory factor analysis was used to
determine the structures of the scales. The principal component analysis method
was used for factor extraction, and the varimax method was used for the rotation
process in the exploratory factor analysis. The Cronbach's alpha coefficient
was used to assess the reliability of the scale. Comparison of importance and
performance scores was made with t-test.

4. Results

The first step of the FIPIA with information entropy model is to determine the
attributes of airline transportation. For this reason, airline transportation literature
was reviewed and five managers working in airline were asked to evaluate the
attributes obtained. Four of these managers who were between the ages of 35
and 57, who had an undergraduate or graduate degree and who had a working
experience between 7 and 22 years were female, while one was male. Three of
these managers were directors, while two were vice directors. The managers stated
the attributes they wanted to add or remove and they grouped these attributes.
The attributes determined were evaluated in focus group studies. Focus group
participants were 1 moderator and 1 assistant moderator, three managers with
more than 12 years of experience in airline transportation, three customers who
had frequent flights between Azerbaijan and Turkey, an expert in airline service
quality and an expert in methodology. In focus group studies, it is ideal to have
6-12 participants (Morgan, 1997). Having a moderator and an assistant moderator
is also essential for an ideal focus group study (Krueger and Casey, 2000). Three
focus group sessions were carried out until a consensus was reached. The attributes
agreed upon were presented to managers again and the attributes were finalized.
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Demographic information of the participants is shown in Table 2.

Table 2. Descriptive Statistics

Frequency (n) Percentage (%)
Gender
Male 441 46.1
Female 515 53.9
Age
18- 28 162 16.9
29-39 249 26.0
40-50 264 27.6
51-61 152 15.9
>62 129 13.5
Educational status
Primary 51 53
High school 161 16.8
University 467 48.8
Graduate 172 18.0
Doctorate 105 11.0
Nationality
Azerbaijan 467 48.8
Turkey 489 51.2

Eq. (7) is used in the fuzzy mean calculations of each factor in order to obtain
performance values. The defuzzification is applied using Eq. (8). The results
regarding the performance values of Azerbaijan and Turkey are presented in Table
3 and Table 4, respectively.

Table 3. TFN for Performance for Azerbaijan

Q1 Q2 Q3 .. Q23,4,5) Q25 Q26
1 (3,4.5) 3,4,5) (3,4.5) (3,4.5) (2,3,4) (3,4.5)
2 (3,4.,5) 3,4,5) (3,4.,5) (3,4.,5) 4,5,5) 4,5,5)
3 4,5,5) (3,4,5) 4,5,5) (3,4,5) 4,5,5) (3,4,5)
4 3,4.5) 3,4,5) 4,5.,5) 4,5.,5) 4,5,5) 4,5.5)
5 (3,4.,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5) (3,4.,5)
6 4,5,5) (3,4,5) 4,5,5) 4,5,5) (3,4,5) 4,5,5)
7 (3,4.5) 3.,4,5) (3,4.5) 4,5.,5) 4,5,5) 4,5.,5)
8 4,5.,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5) (3,4.5)
9 (3,4,5) (3,4,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5)
10 4,5.5) 4,5,5) 4,5.,5) (3,4.5) 3.4,5) 3,4.5)
11 (3,4.,5) 3,4,5) 4,5,5) (3,4.,5) 4,5,5) 4,5,5)
12 4,5,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5)
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13 4,5,95) 4,5,5) 4,5,5) 4,5,95) 4,5,5) 4,5,95)
14 4,5,5) 4,5,5) 4,5,5) 4,5,95) 3,4,5) 4,5,5)
15 4,5,95) 4,5,95) 4,5,95) (2,3,4) 3,4,95) (2,3,4)
16 3,4,95) 3,4,5) (3,4,5 4,5,95) 4,5,5) (3,4,95)
17 4,5,5) 4,5,5) 4,5,5) 4,5,95) 4,5,5) (3,4.,5)
18 4,5,95) 4,5,95) 3,4,5 3,4,95) 4,5,5) 4,5,95)
19 4,5,95) 4,5,5) 4,5,5) 3,4,5) (3,4,5) (3,4,95)
20 4,5,95) 4,5,5) 4,5,5) 3.4,95) 4,5,5) 4,5,5)
(3.756, (3.511, (3.583, (3.485, (3.436, (3.436,
4.756, 4511, 4.583, 4.485, 4.436, 4.436,
4.953) 4.974) 4.944) 4.919) 4.897) 4.904)
4.556 4.377 4.424 4.343 4.301 4.303
Table 4. TFN for Performance for Turkey
Q1 Q2 Q3 Q23,4,5) Q25 Q26
937 4,5,9) 4,5,95) 4,5,95) 4,5,9) 4,5,95) 4,5,95)
938 4,5,95) 3,4,95) 4,5,5) (3,4,5 3,4,95 3,4,95)
939 4,5,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5)
940 4,5,9) 4,5,95) 4,5,95) 4,5,9) 4,5,9) 4,5,95)
941 4,5,95) 3,4,95) 4,5,95) (3,4,5 3,4,95) 4,5,95)
942 4,5,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5)
943 4,5,9) 4,5,95) 3,4,95) 4,5,9) 4,5,95) 4,5,95)
944 4,5,95) 4,5,95) 4,5,95) 4,5,95) 4,5,95) 4,5,5)
945 4,5,5) 4,5,5) 3,4,5) 4,5,5) 4,5,5) 4,5,5)
946 4,5,9) 4,5,95) 4,5,95) 4,5,9) 4,5,95) 4,5,95)
947 4,5,95) 3,4,95) 4,5,5) 4,5,95) 4,5,95) 4,5,5)
948 4,5,5) (3,4,5) 4,5,5) 4,5,5) (3,4,5) (3,4,5)
949 4,5,9) 4,5,95) 4,5,95) 4,5,9) 4,5,95) 4,5,95)
950 4,5,95) 3.,4,95) 4,5,95) 4,5,95) 4,5,95) 4,5,5)
951 (3,4,5) (3,4,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5)
952 4,5,9) 4,5,95) 4,5,95) 4,5,9) 4,5,9) 4,5,95)
953 4,5,95) 4,5,95) 3,4,5) 4,5,9) 4,5,95) 4,5,5)
954 (3,4,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5) 4,5,5)
955 4,5,9) 4,5,95) 4,5,95) 4,5,9) 4,5,95) 4,5,95)
956 3,4,5 4,5,95) 3,4,95) 4,5,9) 4,5,95) 4,5,5)
(3.855, (3.754, (3.793, (3.879, (3.842, (3.869,
4.855, 4.754, 4.793, 4.879, 4.842, 4.869,
4.994) 4.996) 4.994) 4.996) 4.992) 4.992)
4.639 4.565 4.593 4.658 4.630 4.650
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By applying defuzzification, importance values are calculated for each factor. At
this stage, defuzzification is applied for all answers by Eq. (6). The results are
presented in Table 5 and Table 6.

Table 5. TFN for Importance and Defuzzfied Value for Azerbaijan

Q1 Deff. Q2 Deff. Q(j)’ 3 Deff. ... Q24 Deff. (gzg, Deff. Q26 Deff.
(1,2,3) 2 (1,2,3) 2 (1,2,3) 2 ...(L,2,3) 2 (1,2,3) 2 (2,3,4) 3

4,5,5) 475 (4,5,5) 4.75 (4,5,5) 475 ... (4,5,5) 4.75 (4,5,5) 475 (4,5,5) 4.75
4,5,5) 475 (2,3,4) 3 (4,55 475 ... (4,55 475 (4,5,5) 475 (4,5,5) 4.75
4,5,5) 475 (4,5,5) 475 (2,3,4) 3 ... (4,55) 475 (4,5,5) 475 (4,5,5) 4.75
(4,5,5) 475 (4,5,5) 475 (4,5,5) 475 ... (4,5,5) 475 (4,5,5) 475 (4,5,5) 4.75
4,5,5) 475 (4,5,5) 4.75 (4,5,5) 475 ... (4,5,5) 4.75 (4,5,5) 475 (4,5,5) 4.75
4,5,5) 475 (4,5,5) 475 (4,5,5) 475 ... (2,3,4) 3 (2,3,4) 3 (2,34 3
(4,5,5) 475 (4,5,5) 4.75 (4,5,5) 475 ... (4,5,5) 475 (4,5,5) 475 (4,5,5) 4.75
9 (4,5,5) 475 (4,5,5) 475 (4,5,5) 475 ... (4,5,5) 475 (4,5,5) 4.75 (4,5,5) 4.75
10 (4,5,5) 475 (4,5,5) 4.75 (4,5,5) 475 ... (4,5,5) 475 (4,5,5) 4.75 (4,5,5) 4.5
11 (4,5,5) 475 (4,5,5) 475 (2,3,4) 3 .. (4,55 475 (4,5,5) 475 (4,5,5) 4.75
12 (4,5,5) 475 (4,5,5) 475 (4,5,5) 4.75 ... (4,5,5) 475 (4,5,5) 4.75 (4,5,5) 4.75
13 (4,5,5) 475 (4,5,5) 475 (4,5,5) 475 ... (4,5,5) 4.75 (4,5,5) 475 (4,5,5) 4.75
14 (4,5,5) 475 (4,5,5) 475 (4,5,5) 475 ... (4,5,5) 4.75 (4,5,5) 475 (4,5,5) 4.75
15 (4,5,5) 475 (4,5,5) 475 (4,5,5) 475 ... (4,5,5) 4,75 (4,5,5) 475 (4,5,5) 4.75
16 (4,5,5) 475 (4,5,5) 475 (2,3,4) 3 ... (4,55 475 (4,5,5) 475 (4,5,5) 4.75
17 (4,5,5) 475 (4,5,5) 475 (4,5,5) 475 ... (4,5,5) 4,75 (4,5,5) 475 (4,5,5) 4.75
18 (4,5,5) 475 (4,5,5) 475 (4,5,5) 4.75 ... (4,5,5) 475 (4,5,5) 4.75 (4,5,5) 4.75
19 (4,5,5) 475 (4,5,5) 475 (4,5,5) 475 ... (4,5,5) 475 (4,5,5) 475 (4,5,5) 4.75
20 (4,5,5) 4.75 (4,5,5) 475 (4,5,5) 475 ... (4,5,5) 475 (4,5,5) 4.75 (4,5,5) 4.75

@R 1NN AW N -
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Table 6. TFN for Importance and Defuzzfied Value for Turkey
Q1 Deff. Q2 Deff. Q(j)’ 5 Deff. ... Q24 Deff. %’2g’ Deff. Q26 Deff.
937 (1,2,3) 2 (1,2,3) 2 (1,2,3) 2 ...(4,55) 475 (4,5,5) 475 (4,5,5) 4.75
938 (4,5,5) 475 (4,5,5) 475 (2,3,4) 3 ... (4,55 475 (4,5,5) 475 (2,3,4) 3
939 (2,3,4) 3 (2,3,4) 3 (23,4 3 .. (455 475 (4,55) 475 4,5,5) 475
940 (1,2,3) 2 (1,2,3) 2 (1,2,3) 2 ...(4,55) 475 (4,5,5) 475 (4,5,5) 4.75
941 (2,3,4) 3 (1,2,3) 2 (1,2,3) 2 .. (45,5 475 (4,5,5) 475 (4,5,5) 475
942 (2,3,4) 3 (2,3,4) 3 (4,55 475 ... (45,5 475 (4,5,5) 475 (4,5,5) 475
943 (2,3,4) 3 (1,2,3) 2 (2,3,4) 3 ... (4,55 475 (4,55) 475 (4,5,5) 4.75
944 (2,3,4) 3 (1,1,2) 475 (4,5,5) 475 ... (2,3,4) 3 (4,5,5) 475 (4,5,5) 475
945 (2,3,4) 3 (1,2,3) 2 (23,4 3 .. (455 475 (4,55 475 4,5,5) 475
946 (2,3,4) 3 (2,3,4) 3 (4,55 475 ... (4,5,5) 475 (4,5,5) 475 (4,5,5) 4.75
947 (1,2,3) 2 (4,5,5) 475 (2,3,4) 3 .. (2,3,4) 3 (4,55) 475 (2,3,4) 3
948 (1,2,3) 2 (1,1,2) 475 (1,2,3) 2 ... (1,2,3) 2 (23,4 3 (23,4 3
949 (1,2,3) 2 (1,2,3) 2 (1,2,3) 2 ...(4,55) 475 (4,55) 475 (4,5,5) 4.75
950 (1,2,3) 2 (2,3,4) 3 (1,2,3) 2 .. (45,5 475 (4,5,5) 475 (4,5,5) 475
951 (1,2,3) 2 (1,2,3) 2 (23,4 3 .. (455 475 (4,55 475 (4,5,5) 475
952 (2,3,4) 3 (1,2,3) 2 (1,1,2) 475 ... (4,5,5) 475 (4,5,5) 475 (4,5,5) 4.75
953 (2,3,4) 3 (1,1,2) 475 (1,2,3) 2 ... (4,55 475 (4,5,5) 475 (4,5,5) 4.5
954 (1,2,3) 2 (1,1,2) 475 (1,2,3) 2 ... (45,5 475 (4,5,5) 475 (4,5,5) 475
955 (2,3,4) 3 (2,3,4) 3 (1,2,3) 2 ... (4,55 475 (4,55) 475 (4,5,5) 4.75
956 (4,5,5) 4,75 (4,5,5) 4.75 (4,5,5) 475 ... (4,5,5) 475 (4,5,5) 475 (4,5,5) 4.75

In exploratory factor analysis, principal components analysis method was used for
factor extraction, while varimax method was used for rotation process. KMO value
of the scale was found as 0.85, while Bartlett test Chi-square value was found as
10486.12 (p<.001). These values show that the data set is suitable for factor analysis.
As a result of the analysis, a 6-factor structure consisting of empathy, responsiveness,
assurance, reliability, pandemic and tangibility was revealed. Cronbach's alpha
coefficient for the overall scale was found as .751 and the scale was found to be very
reliable. Exploratory factor analysis and reliability results are as shown in Table 7.
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Table 7. Results of EFA (n=956).

A}
Attributes Factors Cronbach'’s Extraction
alpha
Meeting passenger special needs 0.857
Financial empathy (rational ticket prices, overweight 0.860
baggage price) Empathy 0.935 '
Transportation between the city and the airport 0.834
The kindness and responsiveness of the crew 0.802
Web site and mobile applications 0.620
The chance to choose seat 0.564
The speed with which requests and complaints are
. 0.539
handled Responsiveness 0.795
Booking services 0.523
Digital interaction 0.405
Extended travel services (accommodation, etc.) 0.422
Convenience of the flight schedule 0.574
Modernity and cleanliness of the aircraft 0.553
Feeling safe during the flight 0.517
. Assurance 0.756
Aircraft technology 0.549
Appearance of the crew 0.486
Check-in and check-out services 0.388
Timely service/performance 0.603
Consistent ground and flight service o 0.617
) o ) Reliability 0.741
Professional training of flight attendants 0.540
Fast and accurate baggage delivery 0.523
Disinfecting the aircraft and the airport 0.727
Social distance Pandemic 0.817 0.727
Contactless transactions 0.692
In-flight amenities (reading texts, light, air condition-
. - 0.661
ing, digital tools) o
Quality of food service Tangibility 0-559 0.557
Seat comfort (seat space, etc.) 0.452

The results of characterizing the service quality attributes of the managers in the
sector according to the degree of importance are shown in Tables 8 and 9.

Table 8. Scores For Azerbaijan

Importance Performance Impact
0.4983 4.556 0.0385
2 0.6076 4377 0.0385
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3 0.4243 4.424 0.0385
4 0.8508 4.474 0.0385
5 0.8275 4.494 0.0384
6 0.7540 4.362 0.0385
7 0.6160 4.406 0.0385
8 0.7758 4.428 0.0385
9 0.6825 4.395 0.0385
10 0.7167 4.394 0.0385
11 0.6852 4.419 0.0385
12 0.5344 4.393 0.0385
13 0.5730 4.390 0.0385
14 0.7709 4.473 0.0385
15 0.8162 4.499 0.0385
16 0.7050 4.471 0.0384
17 0.7937 4.487 0.0385
18 0.7277 4.527 0.0385
19 0.7000 4.506 0.0384
20 0.5747 4.490 0.0383
21 0.7097 4.471 0.0384
22 0.6950 4.499 0.0385
23 0.7481 4.499 0.0384
24 0.8170 4.343 0.0385
25 0.7724 4.301 0.0384
26 0.7060 4.303 0.0385
Table 9. Scores for Turkey

Importance Performance Impact

1 0.7370 4.6393 0.0385
2 0.7913 4.5645 0.0385
3 0.6541 4.5932 0.0385
4 0.8172 4.6522 0.0385
5 0.8202 4.5932 0.0384
6 0.6945 4.5666 0.0385
7 0.6852 4.5938 0.0385
8 0.7136 4.6009 0.0385
9 0.6638 4.5932 0.0385
10 0.6813 4.5815 0.0385
11 0.9419 4.6440 0.0385
12 0.8862 4.5574 0.0385
13 0.8591 4.5553 0.0385
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14 0.9444 3.1716 0.0385
15 0.9216 3.1619 0.0385
16 0.9432 3.1322 0.0384
17 0.7204 3.2449 0.0385
18 0.6979 4.7059 0.0385
19 0.6782 4.7116 0.0384
20 0.5812 4.6778 0.0383
21 0.6427 4.6501 0.0384
22 0.6108 4.6778 0.0385
23 0.5420 4.6614 0.0384
24 0.7933 4.6583 0.0385
25 0.8003 4.6296 0.0384
26 0.8537 4.6496 0.0385

Equation (10) calculates the effect values for each factor. At this stage, information
entropy is used. In this step, it was ensured that four managers in the airline
transportation business gave an impact score to each factor. They used 1-to-5-point
scale for evaluating the impact scores of factors. Equations (9)-(11) were used for
calculating the information entropy. It is presented in the second column of Table 8.

Finally, the FIPIA diagrams were illustrated with the X-axis symbolizing
performance and the Y-axis symbolizing importance scores and it is presented in
Figure 1 and Figure 2.

Importance_Performance_AZ
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Figure 1. Graphics of Performance and Importance for Azerbaijan

Four service attributes were identified as concentrated for Azerbaijan. These service
attributes are dimensions of assurance and pandemic. According to data included
in Table 8 and Figure 1, Q6 (The modernity and cleanliness of the aircraft), Q24
(Disinfecting the aircraft and the airport), Q25 (Social distancing), and Q26 (Contactless
Transactions) are determined as the concentrated service attributes for Azerbaijan.
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Figure 2. Graphics of Performance and Importance for Turkey

Four service attributes were identified as concentrated for Turkey. These
service attributes are dimensions of empathy. According to data included in
Table 9 and Figure 2, Q14 (the kindness and responsiveness of the crew), Q15
(financial empathy (rational ticket prices, overweight baggage price, etc.), Q16
(transportation between city and airport), and Q17 (meeting passenger special
needs) are determined as the concentrated service attributes.

Figure 4 and Figure 5 are FIPIA diagrams. These diagrams show the performance
and impact values of the attributes with low and high importance values. Q and
numbers represent attributes and statement numbers on the scale.
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Figure 3. Graphics of Performance and Impact for Azerbaijan

According to data included in Table 8 and Figure 3, Q2 (Seating comfort (seat
space, etc.), Q3(Appearance of the crew), Q24 (Disinfecting the aircraft and
the airport), Q25 (Social distancing), and Q26 (Contactless Transactions), are
also determined as relatively high impact and relatively low performance for
Azerbaijan. According to the results obtained, businesses should focus on these
five service quality attributes (Figure 3).
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Figure 4. Graphics of Performance and Impact for Turkey
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According to data included in Table 9 and Figure 4, Q14 (the kindness and
responsiveness of the crew), Q15 (financial empathy (rational ticket prices,
overweight baggage price, etc.), Q16 (Transportation between the city and
the airport) and Q17 (meeting passenger special needs) are also determined as
relatively high impact and relatively low performance. According to the results,

businesses should focus on these four service quality attributes (Figure 4).

By looking at the difference between the importance and performance values
for Azerbaijani and Turkish consumers, the general satisfaction levels were
determined (Table 10).

Table 10. Comparison of importance and performance items

Azerbaijan Turkey
Importance Performance Testist Importance Performance Testist. P
1 53-95) 42-5) -11.637  <0.001 53-5) 2(1-95) -19.035  <0.001
2 52-5) 4(1-95) -11.012  <0.001 53-5) 2(1-95) -19.168  <0.001
3 5(2-5) 4(1-5) -7.510  <0.001 53-5) 2(1-95) -19.080 <0.001
4 5(1-5) 2(1-95) -17.134  <0.001 53-5) 2(1-95) -19.375  <0.001
5 5(1-5) 2(1-5) -17.097  <0.001 5(2-5) 1(1-95) -19.243  <0.001
6 5(2-95) 4(1-5) -6.831  <0.001 53-5) 2(1-95) -18.855  <0.001
7 5(2-95) 4(1-5) -6.530  <0.001 53-5) 2(1-95) -19.113  <0.001
8 53-95) 4(1-5) -7.867  <0.001 5(2-5) 2(1-95) -19.392  <0.001
9 5(2-5) 4(1-5) -7.169  <0.001 5(2-5) 2(1-95) -19.304  <0.001
10 5(2-95) 4(1-5) -8.167  <0.001 53-5) 2(1-95) -19.274  <0.001
11 53-95) 4(1-5) -6.616  <0.001 53-5) 5(1-5) -8.949  <0.001
12 53-5) 42-95) -5.641  <0.001 5(2-5) 5(1-5) -6.015  <0.001
13 5(2-5) 4(1-5) -7.156  <0.001 5(2-5) 5(1-5) -6.129  <0.001
14 52-5) 2(1-95) -17.548  <0.001 3(L-5) 5@3-5) -18.389  <0.001
15 53-95) 2(1-5) -18.359  <0.001 3(L-5) 5(2-5) -18.200 <0.001
16 5(2-5) 2(1-5) -17.864  <0.001 3(2-5) 5@3-5) -18.324  <0.001
17 53-95) 2(1-5) -18.146  <0.001 3(2-5) 5@3-5) -18.134  <0.001
18 5(1-5) 2(1-95) -18.481  <0.001 53-5) 2(1-95) -18.967  <0.001
19 53-95) 2(1-5) -18.502  <0.001 53-5) 2(1-95) -19.368  <0.001
20 5(2-5) 2(1-95) -18.204  <0.001 53-5) 2(1-95) -19.104  <0.001
21 53-5) 2(1-95) -18.417  <0.001 53-5) 2(1-95) -19.368  <0.001
22 52-5) 2(1-95) -18.400  <0.001 53-5) 2(1-95) -19.304  <0.001
23 5(2-5) 2(1-5) -18.298  <0.001 53-5) 2(1-95) -19.170  <0.001
24 5(2-5) 5(1-95) -1.586 0.113 53-95) 5(2-595) -6.916  <0.001
25 5(2-5) 5(1-95) -0.561 0.575 53-95) 5(2-595) -7.091  <0.001
26 5(2-5) 5(1-95) -4,957  <0.001 53-95) 5(2-595) -7.085  <0.001

*Wilcoxon testi, ortanca (minimum — maksimum)
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There is a statistically significant difference between the performance and
importance scores of Azerbaijani and Turkish consumers. It has been observed
that the performance scores of Azerbaijani consumers are higher than that of
Turkish consumers. In this case, it shows that the general satisfaction level of
Azeri consumers is higher than that of Turkish consumers.

5. Conclusion

The air transport industry is growing. Therefore, service quality is a priority for
businesses. The most important indicator is the abundance of studies conducted on
the evaluation of service quality in this sector. Frequent and updated assessments
of service quality make it easier for businesses to revise themselves and to canalize
their resources to the right areas. In fact, service quality does not improve when it
is not measured regularly (Reichheld and Sasser, 1990). This situation may prevent
effective source allocation. Studies that consider administrators’ perceptions in the
evaluation of service quality are limited. For example, Miranda etal. (2010) evaluated
the importance of performance analysis in terms of consumers and managers, and
determined that they had different priorities. Slack (1994), on the other hand, showed
that managers know very little about their customers and competitors. Lemieux et
al. (2013), on the other hand, found that the perception of administrators is generally
low in their studies, in which they investigated the perceptions of the administrators
about the performance of the institution. In addition, Shafii et al. (2016) in the health
sector, Weber et al. (2020) in tourism, Gray et al. (2011) in managers' evaluations
of SMEs, Kim et al. (2013) in the construction industry, and Dawes and Patterson
(2020) conducted studies on industrial enterprises.

In this study, FIPIA with information entropy method, which provides a
multidimensional perspective in the evaluation of service quality, was used. This
multidimensional perspective is important both in terms of enabling managers to
evaluate their service quality qualifications and to address the evaluations of citizens
of two different countries. Therefore, this study is important because it deals with
the perception of service quality comparatively and considers the perception of
managers. Airline service quality has been discussed in different cultures in related
literature (Bruning et al., 2009; Chen and Chao, 2015; Lim and Tkaczynski, 2017;
Park et al., 2009), although the number of these studies is not sufficient. Cultural
differences have been found in studies that used importance-performance and impact
analyses. FIPIA with information entropy ensures that the subjective judgments of
consumers are eliminated and manager evaluations are included. It can be seen that
FIPIA with the information entropy method is used in airline service quality in the
related literature (Atalay et al., 2019); however, no comparative analysis has been
conducted. This method was used for the first time in Azerbaijan Airlines.

The first contribution of this study is that FIPIA with the information entropy
method was used for the first time to compare Turkish and Azerbaijani consumers.
Another contribution of this study is that it shows that there are obvious differences
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in the service quality assessment of different cultures, although these cultures have
similar characteristics. At the same time, this study is the first to evaluate Azerbaijan
Airlines’ service quality both with the method used and by including current factors.

The service quality evaluation of consumers of different nationalities makes it possible
to provide services that meet international standards. Turkish and Azeri consumers
are part of two close cultures, so much so that the citizens of both countries can
understand each other in their native language. Different performance evaluations of
the two cultures, so close to each other, are remarkable. Despite cultural closeness,
Azerbaijan is a country that came out of the Soviet regime and experienced various
deprivations. It can be said that Turkey is a more developed country than Azerbaijan.
Related literature shows that airline service quality perceptions of consumers differ
according to cultures (Kim and Lee, 2009; Lu and Ling, 2008; Pantouvakis and
Renzi, 2016; Park and Jung, 2011; Sultan and Simpson, 2000;).

According to the results, Azeri consumers scored low performance in one quality of
each of the tangibility (seat comfort), assurance (appearance of crew), and pandemic
factors, while Turkish consumers scored low performance on the empathy factor.
Relevant literature shows that there should be improvements in the attributes of
tangibility (Atalay et al., 2019; Carlos Martin et al., 2008; Chen and Chao, 2015;
Han, 2013; Kim and Park, 2017; Wen and Lai, 2010; Vink and van Mastrigt, 2011),
appearance of the crew, kindness, and empathy (Abdullah et al., 2007; Batouei et
al., 2019; Curtis et al., 2012; Lim and Tkaczynski, 2017; Topal et al., 2019; Wen
and Lai, 2010), and pandemic (Kavus et al., 2022) factors. It can be seen that there
are limited number of studies on pandemic factor in literature. It is obvious that it is
essential to be prepared for extraordinary situations, such as the pandemic.

Finally, when the general satisfaction levels of Turkish and Azerbaijani consumers
are examined, it is seen that Azeri consumers give higher points to business
performance than Turkish consumers. As mentioned before, it can be thought
that Azeri consumers may have lower expectations due to the economic problems
they have experienced in the past, or that Turkish consumers may have higher
expectations due to their socio-economic status. However, businesses must be
able to satisfy their customers of all nationalities in order to reach international
standards. Therefore, these differences should be taken into account.

Managerial implications

When the research results are evaluated in terms of managers; It is seen that
resources should be allocated for service quality attributes for the pandemic factor
for Azerbaijani consumers. Disinfecting aircraft and airports and regularly sharing
these studies with consumers can be effective. In addition, it is important to create
environments where social distance can be maintained and to offer the opportunity
to carry out transactions by taking this quality into account. Finally, due to both
the pandemic and the necessity of the digital age, contactless transactions need to
be expanded.
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The attributes that are in balance and that need to be conserved are as follows:
meeting passenger special needs, rational ticket prices, overweight baggage price,
transportation between the city and the airport. The convenience of the flight
schedule, feeling safe during the flight, and aircraft technology attributes are given
sufficient importance by the managers and they need to focus on other factors. It
can be said that some of the resources allocated to the following services can be
directed to the pandemic factor: Digital interaction, the speed with which requests
and complaints are handled and check-in and check-out services.

The quality of service attributes that managers should focus on for the Turkish
consumer are financial empathy, transportation between city and airport, courtesy
and responsiveness of the team. Turkish consumers want an empathetic approach
to them in air transportation. Therefore, managers should allocate resources to
this area. Despite this situation, Turkish consumers state that aircraft cleaning,
contactless transactions and social distancing are maintained. Therefore, the
resources allocated to these attributes are in balance and should be protected.
Managers should focus on other priorities, as consumers do not attach equal
importance to the following attributes to which resources are allocated: Web
site and mobile applications, the chance to choose a seat, the speed with which
requests and complaints are handled, digital interaction, and extended travel
services. Consumers do not attach as much importance to the following quality of
service attributes as the empathy factor: Modernity and cleanliness of the aircraft,
appearance of the crew, timely service/performance and consistent ground and
flight service. Therefore, managers should focus on high-priority and low-
performing attributes.

Limitations and further research

The first limitation is that the study was conducted via Azerbaijan Airline. Future
studies should consider service quality in different airlines and evaluate manager
perspective. Thus, it will be possible to represent a larger group in terms of
marketing for airline business managers. Since Turkey is a member of the Star
Alliance global airlines association, it is thought that it would be beneficial to
evaluate different airline business managers.

It is thought that studies should focus on intercultural differences in airline
industry. In particular, it can be ensured for citizens of countries who use the
same airline company frequently to evaluate service quality. Consumers can have
special demands from the companies of countries they fly frequently and find
themselves culturally close. Therefore, international airline companies should
take into consideration the demands of cultures they fly to. Another limitation
of this study is the fact that it was conducted with 956 participants. Future
studies can be conducted with higher number of participants and by considering
different demographic characteristics. Considering the perspectives of staff in the
evaluation of service quality can provide more effective results.
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Yazarlara Not
I. Genel Kurallar

1- Pazarlama ve Pazarlama Arastirmalar1 Dergisi y1lda iki say1 (Ocak ve Temmuz)
olarak yayimlanmaktadir.

2- Pazarlama ve Pazarlama Aragtirmalart Dergisi’ne yazi gdnderimi http://
pazarlama.org.tr/dergi/ sitesinden Makale Y dnetim Sistemi’nden yapilacaktir.

3- Ulusal ve Uluslararasi aragtirma ve yayin etigi kurallarina uyulmalidir. Dergiye
gonderilen yazilar bagka bir yerde yayimlanmamis ya da yayimlanmak iizere
gonderilmemis olmalidir. Ulusal Pazarlama Kongrelerinde ve diger konferanslarda
sunulan bildiriler dipnotta belirtilmek suretiyle veya gelistirilmis halleriyle yayin
icin dergiye gonderilebilir. Bu yazilar tekrar hakem degerlendirilmesine sunulur.

4- Yazilarin uzunlugu dergi formatinda tablo ve sekiller dahil, kaynakga harig
olmak iizere 25 sayfay1 ve 10.000 sézctigli gegmemelidir.

5- Yazilar yayimlanmak iizere kabul edildiginde Pazarlama ve Pazarlama
Arastirmalart Dergisi, biitiin yayin haklarina sahip olacaktir.

6- Yazarlarin, unvanlarini, dgrenci ya da ¢alisan olduklar1 kurumlarmi (Universite/
Kurum ismi; varsa Fakiilte/Enstitii ve Boliim olarak), haberlesme adresleri ile
telefon numaralarini ve e-posta adreslerini Makale Yonetim Sistemi’ne girmeleri
gerekmektedir. Ancak, Makale Yonetim Sistemi’ne yiiklenen ¢alismalarda yazar
isimlerine yer verilmemelidir. iletisin kurulacak yazarin adi ve e-posta adresi
dipnotta belirtilmelidir.

7- Dergiye verilecek yazilar Yayin Kurulu’nca ilk degerlendirilme yapildiktan
sonra iki hakeme gonderilecek, hakemlerden gelecek rapor dogrultusunda yazinin
basilmasina, rapor ¢ercevesinde diizeltilmesine, yazinin geri ¢evrilmesine ya da
ticlincii bir hakeme gonderilmesine karar verilecek ve durum yazara en kisa stirede
bildirilecektir. Yayimlanmayan yazilar yazara geri gonderilmeyecektir.

8- Yazardan diizeltme istenmesi durumunda, diizeltmenin en ge¢ 3 ay icerisinde
yapilarak Makale Yonetim Sistemi’ne yiiklenmesi gerekmektedir. Ug ay iginde
hakemler tarafindan oOnerilen/istenilen diizeltmelerin yapilmamasi durumunda,
yazinin degerlendirme siireci bastan baslatilacaktir.

9- Pazarlama ve Pazarlama Arastirmalar1 Dergisi’nin yazi dili Tirk¢e olmakla
birlikte, Ingilizce olarak yazilmis calismalar da yayimlanmaktadir. Yazi bu
dillerden hangisinde yazilmis olursa olsun, en ¢ok 200 sozciikten olusan Tiirkce
Oz ve Ingilizce Abstract ayr1 bir sayfa olarak yazilmalidir. Ayni sekilde, hangi
dilde yazilmis olursa olsun yazinin bashigmn Tiirk¢e ve Ingilizce olarak yaziya
eklenmesi, ayrica yine Tiirkge ve Ingilizce olarak en az 3 anahtar sdzciigiin
belirtilmesi gerekmektedir.

10- Yayimlanan yazinin 5 adet tipkibasimi ve bir adet dergi yazara ticretsiz olarak
gonderilecektir.
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II. Yazim Kurallan

1- Yazi, Word formatinda, 1.5 satir araliginda, ana boliimlerinde 11 punto harf
biiylikliigiinde ve Times New Roman karakterinde yazilmalidir.

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

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

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

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

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

III. Yollamalar ve Kaynak¢a

Yollamalar ve kaynakca APA (American Psychological Association) kurallarina
uygun olacaktir. Metin i¢inde yapilacak yollamalar ayrag i¢inde gosterilecektir.
Kaynakga da bu yollama sistemine uygun olarak hazirlanacaktir. Asagida farkl
nitelikteki kaynaklarin metin i¢indeki yollamalarda ve kaynakcadaki yazilis
bigimleri 6rneklerle gosterilmistir:

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

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

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

Kurum yayinlari:
(TUIK, 2015: 145).

2. Kaynakc¢a
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Ikiden ¢ok yazarli makaleler:
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