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AMACA YONELIK PAZARLAMA VE TUKETICi TERCIHLERI:
MARKA BIiLINiRLiGi, BAGIS CERCEVELEMESIi VE
MARKAYA YONELIK TUTUMUN ROLU!

Volkan OZBEK?

Umit ALNIACIK3
Mehmet Selim DIKiCi*
Mehmet Emin AKKILICS

OZET

Amaca yonelik pazarlama (cause-related marketing — CRM) kampanyalarinin basarisi,
firmanin pek ¢ok degiskeni etkili bir bicimde bir araya getirmesiyle saglanabilir.
Kampanya tasariminda hangi degiskenlerin daha basarili sonuglar verecegine yonelik
mevcut ¢aligmalar ¢eliskili sonuglar ortaya ¢ikarmistir. Bu aragtirmada, marka bilinirligi
ve bagis ¢ergevelemesi degiskenlerinin amaca yonelik pazarlama kampanyasinin basarisi
(satin alma niyeti ve daha fazla 6deme istegi) tizerindeki etkisi ve bu etkide markaya
yonelik tutumun diizenleyici rolii incelenmistir.

Marka bilinirligi (yiiksek ve diisiik) ile bagis cergevelemesi (parasal ve oransal)
degiskenleri kisa bir hikaye ile manipiile edilerek 2x2 gruplar arasi deneysel bir tasarim
kurgulanmistir. Aragtirma, kolayda drnekleme yontemi ile segilen 450 tiniversite 6grencisi
iizerinde gergeklestirilmistir. Hipotezler iki yonlii varyans ve kovaryans analizleri ile test
edilmistir. Analizler sonucunda, markaya yonelik tutumun, marka bilinirligi ile kampanya
basarisi arasindaki bagintiyr anlamli bir sekilde degistirdigi belirlenmistir. Ancak, bagis
cer¢evelemesi ile kampanya basarisi arasinda anlamli bir baginti saptanamamuistir. Bulgular
tartisilmig, firmalara ve arastirmacilara 6nerilerde bulunularak ¢aligma tamamlanmistir.

Anahtar kelimeler: Amaca yonelik pazarlama, marka bilinirligi, bagis gergevelemesi,
markaya yonelik tutum, satin alma niyeti
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CAUSE-RELATED MARKETING AND CONSUMER PREFERENCES:
THE ROLE OF BRAND FAMILIARITY, DONATION FRAMING,
AND BRAND ATTITUDES

ABSTRACT

The success of cause-related marketing (CRM) campaigns depends on the company's
ability to effectively manage a number of factors. In the existing literature, studies on
which variables will yield more successful results in CRM campaign design have revealed
conflicting results. This study examines the effects of brand familiarity and donation
framing on the effectiveness of CRM campaigns (in terms of purchase intention and
willingness to pay more) and the moderating role of attitude towards the brand.

The study involves a 2x2 between-groups experimental design. Brand familiarity (high vs
low) and donation type (direct monetary vs percentage of sales) were manipulated using
vignettes. The research was conducted on 450 university students selected by convenience
sampling method. Hypotheses were tested with two-way analyses of variance and
covariance. Data analyses revealed that attitude towards the brand significantly moderates
the association between brand familiarity and campaign effectiveness. However, donation
framing was found to exert no significant effect on campaign effectiveness. The findings
are discussed, and theoretical and practical implications are presented.

Keywords: Cause-related marketing, brand familiarity, donation framing, attitude towards
the brand, purchase intentions
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1. Giris

Kurumsal sosyal sorumluluk (Corporate Social Responsibility — CSR) faaliyetleri
firma bagarisinin bir anahtar1 olarak sirketler tarafindan giin gectikce daha
fazla tesvik edilmekte ve bu sayede hayir kurumlarina daha fazla finansman
akist saglanmaktadir. Firma ile hayir kurumlarmin katilimiyla toplum yararina
hizmetlerin sunulmasin1 saglayan ¢ok farkli bicimlerde CSR girisimleri
yapilabilmektedir (Chang, 2008). Dogrudan hayirseverlik, sponsorluk ve amaca
yonelik pazarlama en sik kullanilan CSR bigimleri olarak 6ne ¢ikmaktadir
(Zasuwa, 2017).

Etkili bir CSR tiirii olarak amaca ydnelik pazarlama (Cause-Related Marketing
— CRM), tiiketicilerin satin aldiklari iirlin bedelinin bir kisminin sosyal bir amag
icin firma tarafindan 6nceden belirlenmis bir hayir isine (sosyal amag ya da dava)
bagislanmasi olarak tanimlanmaktadir (Varadarajan ve Menon, 1988). Daha
basit bir ifadeyle CRM, firmalarin satilan her bir iiriin i¢in bir hayir kurumuna
bagis yapmayi taahhiit ettigi bir CSR tiriidiir (Moosmayer ve Fuljahn, 2010). Bir
pazarlama stratejisi olarak CRM kampanyalar1 tiiketicilerin firmanin triinlerini
satin almasin1 gerektirir. Ancak, sosyal amag ile sirketin kar1 arasinda belirgin
bir baglant1 algilanmas1 halinde, CRM kampanyalar1 tiiketicilerin olumsuz
degerlendirmelerini de beraberinde getirebilmektedir (Melero ve Montaner,
2016). Dolayistyla, CRM kampanyalarinin tiiketiciler tarafindan kabul gérmesine
ve firma basarisini artirmasina neden olan faktorler nemli bir aragtirma alanidir.

CRM kampanyalariin tiiketicilerin tutumlarini, satin alma niyetlerini ve iiriine
daha fazla fiyat 6deme isteklerini artirdigina dair literatiirde gesitli kanitlar
mevcuttur (Koschate-Fischer vd., 2012). Ancak, CRM kampanyalarinin
etkisinin hangi durumlarda ve nasil gergeklestigini anlamaya yonelik tiim sorular
cevaplanmamigtir. Zira CRM kampanyalarinin basarisi, uygulamayla iliskili pek
cok faktorden (kampanya konusu, siiresi, kapsami, destek miktari, firmanin ya da
markanin bu konudaki gegmis faaliyetleri, kampanya kapsaminda ortaklik yapilan
kurum vb.) etkilenmektedir.

Tutum Erisilebilirligi (The Attitude Accessibility Theory) teorisine gore,
belirli bir nesneye yonelik tutum giigliiyse, bilginin hafizada saklanmasi ve bu
bilgiye hafizadan erisilmesi daha kolay olmaktadir (Fazio ve Williams, 1986).
Tiiketiciler markaya asina olduklarinda mesaji, bilgi sahibi olduklari bir mesaj
olarak algilarlar ve dolayisiyla markanin daha gercek¢i mesajlar sundugunu
disiinebilirler (Lafferty, 2009). Bu dogrultuda, marka bilinirliginin CRM
kampanyasinin bagarisi iizerinde etkili olmasi beklenebilir. Ancak, ilgili literattirde
bu konunun yeterince incelenmedigi goriilmektedir. Ayrintilandirma Olasiligi
Modeli (Elaboration Likelihood Model) ise (Petty ve Cacioppo, 1986), ikna edici
iletisimde bireylerin mesaji1 islemek i¢in izledigi yol (merkezi ya da ¢evresel)
ve harcadig bilissel ¢aba miktarmin tutum degisikliginin 6nemli belirleyicileri
oldugunu ileri siirmektedir. CRM kampanyalari ile ilgili ikna edici iletigsimde,
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bagis ¢ergevelemesinin parasal (tutar) ya da satiglarin belirli bir orani (ylizde)
seklinde ifade edilmesinin, mesajin islenme seklini etkileyerek kampanyanin
basarisini artirabilecegi degerlendirilmektedir. Nitekim kampanya iletisiminde
kullanilan ifadelerin tiiketiciler tarafindan dogru anlasilmasi ve kafa karisikligina
neden olmamasi gerekmektedir. Tiiketicilerin oransal katk: ifadelerini anlamakta
zorluk yasayabilecegi, dogrudan parasal katkiya igaret eden ifadeleri ise daha
kolay yorumlayabilecegi bulgusundan hareketle (Chang, 2008),CRM kampanya
iletisiminde bagis miktariin ne sekilde ifade edilmesi gerektigi konusunun daha
derinlemesine incelenmesinin literatiire katki sunabilecegi diisiiniilmektedir.

Yukarida ifade edilen teorik alt yapt ve CRM alanmma yonelik uygulamali
caligmalardan hareketle, bu c¢alisma kapsaminda marka bilinirligi ve bagis
cergevelemesinin CRM kampanyalariin basarisi iizerindeki etkisi irdelenmistir.
Bilinirligi yiiksek ya da diisiik markalardan hangisinin CRM kampanyasinin
daha basarili olacaginin ortaya konulmasiyla, arastirmacilara ve pazarlama
profesyonellerine katki sunulacagi umulmaktadir. Ayrica, CRM kampanyalarinda
bagis tlirliniin parasal ya da oransal bigimde ifade edilmesinin kampanya basarisini
etkileyip etkilemediginin belirlenmesinin de literatiire katki sunmasi ve kampanya
yoneticilerine yardimci olmasi beklenmektedir.

2. Kavramsal Cerceve

Giiniimlizde, CRM kampanyalarinin hem sirketler hem de tiiketiciler tarafindan
benimsenmesi ile firmalar kendi stratejik planlamalari i¢in firma, tiiketici ve
sosyal amag arasindaki iligkileri anlamada daha fazla bilgiye ihtiya¢ duymaktadir
(Lee ve Rim, 2017). Cilinkii hatali planlanmig bir CRM kampanyasi firmaya olan
giiveni sarsabilmektedir (Varadarajan ve Menon, 1988). Bu nedenle, firmanin
hangi sosyal amaca destek vermesi gerektigi, bunu yaparken firma ile sosyal amag
arasindaki uyumun nasil algilandigi, CRM kampanyasinin planlama ve uygulama
stirecinde tiiketicileri etkileyebilecek ve firmaya giiven duymasii saglayacak
unsurlarin neler oldugu gibi konular dogru irdelenmelidir.

CRM kampanyalarinin basarisina etki eden pek cok faktdr bulunmaktadir.
Firmalar bu faktorler arasindan kendisine en uygun kompozisyonu olusturmak
durumundadir. Bu ¢alismada, literatiirde daha 6nce birlikte kullanilmamis olan
marka bilinirligi ve bagis ¢ercevelemesi faktorleri ile olusturulan senaryolar
iizerinden CRM kampanyasinin basarisi incelenmistir. Boylelikle yiiksek ve diigiik
bilinirlikteki markalar ile parasal ve oransal bagis cergevelemesinin kullanildigi
CRM senaryolarindan hangisinin tiiketiciler iizerinde daha etkili oldugu
belirlenerek ilgili literatiire ve uygulayicilara katki sunulmasi hedeflenmektedir.
Calisma bu yoniiyle literatiirdeki diger ¢calismalardan farklilasmaktadir.

2.1. CRM ve Marka Bilinirligi

Genel anlamda marka bilinirligi, tiiketicilerin dogrudan ya da dolayli deneyimler
yoluyla marka hakkinda edindigi bilgiler olarak tanimlanabilir (Singh ve Duque,
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2020). Bu kavram marka hakkinda tiiketici hafizasinda yer alan ¢agrisimlarin
toplamini ifade etmektedir. Tutum Erisilebilirligi teorisinden (Fazio ve Williams,
1986) yola ¢ikarak, bilinirligi yliksek markalarin, tiiketicilerin hafizasindaki
yogun c¢agrisimlardan dolay1 giiglii tutumlara neden olabilecegi, onlar1 asina
olduklar1 markalar konusunda daha istikrarli davranmaya sevk ederek pazardan
gelen yeni bilgilere daha az duyarli hale getirebilecegi sdylenebilir. Bilinirligi
diisiik ya da pazara yeni girmis bir markaya yonelik tutumlar ise ya olusmamis
ya da hafizadan gelen cagrisimlarin yetersizliginden dolay1 daha diisiik diizeyde
olugmustur. Boylelikle piyasadan yeni bir bilgi geldiginde bu markalarin
degistirilme olasiliklar1 artabilmektedir (Lafferty, 2009). Bununla birlikte,
tiiketicilerin bir firma ya da onun markas1 hakkinda sahip oldugu olumlu bilgi,
sadece firma tiriinlerine yonelik tutumunu etkilemekle kalmamakta, sirkete yonelik
olumlu duygularinin olusmasina da yardimei olmaktadir (Lee ve Rim, 2017). Bu
acidan, bilinirligi yliksek bir markanin CRM kampanyasina yonelik olumlu tutum
olusturmada, bilinirligi diisiik ya da pazara yeni girmis bir markaya gore daha
sansli oldugu sodylenebilir. Bu durumda, CRM kampanyasina girisen bilinirligi
diisiik bir markanin, yiiksek bilinirlikteki markalara gére kampanya planlamast,
uygulamasi ve duyurulmasinda daha dikkatli bir se¢im yapmasi gerekir (Eastman
vd., 2019).

2.2.CRM ve Bagis Cercevelemesi

CRM kampanyasi yliriiten firmalar bagis miktarinin tiiketicilere nasil iletilecegi
konusunda kararlar almak zorundadir. Bagis cergevelemesi ifadesi, kampanya
sonunda yardim kurulugunun alacagi bagis tutarinin potansiyel tiiketicilere
(diger bir deyisle bagiscilara) iletildigi formati ifade etmektedir (Terblanche
vd., 2023).CRM literatiirtinde bagis tiiriiniin en yaygin siniflandirilma bigimi
islem bazl1 ve islem bazli olmayan bagislardir. Islem bazli bagislar tiiketicilere
yapilan satig iizerine temellendirilmekte ve CRM kampanyalarinda daha yaygin
kullanilmaktadir. Ciinkii bu bagis tiiriinde firma-tiiketici etkilesimi daha fazladir.
Bu uygulama dogrudan parasal (tutar), oransal miktar (yiizde) veya satin
alman her {iirtin basina belirli miktarda tirtin bagis1 bigiminde yapilabilmektedir
(Cui vd., 2003). Uriin bagma bir {iriiniin bagislanmasi, maliyetinin yiiksek ve
inandiriciligimin  diisilk olmasindan dolayt CRM kampanyalarinda daha az
kullanilan bir uygulamadir. Parasal bagis, genellikle iiriin satis tutarinin belirli
bir miktar1 bigiminde herhangi bir para birimi cinsinden, oransal bagis ise satis
tutarmin belirli bir ylizdesi seklinde yapilmaktadir. CRM iletisimi agisindan
Oonemi vurgulanan bu bagis tiirlerinden hangisinin daha etkili olduguna yonelik
calismalarin sayisinin yetersiz oldugu goriilmektedir. Oysa CRM kampanyalarinin
tiikketiciler tarafindan nasil algilanacaginin bilinmesi firmalarin kampanya
amaglaria ulasip ulagsmadiklarini gérebilmeleri igin son derece dnemlidir. Nitekim
bir ¢alismada tiiketicilerin %71’inin CRM kampanyasinda verilen mesajlar1 kafa
karigtirici olarak algiladiklari bulunmustur (Kureshi ve Thomas, 2020).

CRM ¢aligmalarimin bir kisminda sadece parasal (Koschate-Fischer vd., 2012;
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Moosmayer ve Fuljahn, 2010; Moosmayer ve Fuljahn, 2013; Lee ve Rim,
2017), bazilarinda ise sadece oransal bagis tiiriiniin kullanildig1 goriilmektedir
(Subrahmanyan, 2004; Luan ve Phan, 2024). Her iki bagis tiiriinii karsilastirmalt
olarak inceleyen sinirli sayidaki calismada, parasal bagisin CRM basarisi
iizerinde daha etkili oldugu tespit edilmistir (Chang, 2008). Bu bulguyu, CRM
caligmalarinin gerekcelendirildigi teorilerden biri olan Ayrintilandirma Olasilig
Modeli temelinde degerlendirmek miimkiindiir. Bu modele gore, bireylerin bir
konuya yonelik ilgilenimi, bilgi isleme motivasyonu ve yetenegi arttiginda merkezi
yoldan ikna ger¢eklesmektedir. Bu durumda, ikna edici iletigime yonelik ayrintili
bilgi isleme ve daha fazla biligsel gaba gdsterme olasiligi da artmaktadir (Petty ve
Cacioppo, 1986). Bu noktadan hareketle, dogrudan parasal tutar seklinde ifade
edilen bagis tiirlinlin tam olarak anlasilabilmesi i¢in bireyin fazlaca biligsel ¢aba
sarf etmesine gerek yoktur. Aksine, oransal olarak ifade edilen katki miktarinin
anlagilabilmesi i¢in bireyin zihninde matematiksel bir islem yapmasi, dolayisiyla
daha fazla biligsel ¢aba sarf etmesi gerekmektedir. Bu durum, ikna siirecinde
merkezi yolun izlenmesi sonucunu dogurabilir. Merkezi yoldan ikna, daha giiclii
arglimanlar gerektiren, daha zor, ancak daha kalic1 bir ikna yontemidir.

2.3.CRM Kampanyasinin Basarisiile Marka Bilinirligi ve Bagis Cercevelemesi
Arasindaki iliskiler

CRM kampanyalarinin baglica amaglari arasinda ulusal goriiniirliigiin artirilmast,
kurumsal imajin iyilestirilmesi, satiglarin artirilmasi, yeniden satin alimlarin tesvik
edilmesi, marka bilinirliginin ve imajimin artirilmasi gibi unsurlar 6ne ¢ikmaktadir
(Varadarajan ve Menon 1988). CRM kampanyasinin bagar1 gostergeleri olarak,
markaya yonelik olumlu tutum gelistirilmesi, marka imajimnin giiglendirilmesi,
titketicilerin marka/firma {rlinlerini satin alma niyeti ve bu iiriinlere daha fazla
O0deme isteginin (willingness to pay a price premium-WTP) artmasi gibi somut
¢iktilar incelenmektedir (Chang, 2008; Kuo ve Rice, 2015). Bu ¢alismada CRM
kampanyasinin basarisi, satin alma niyeti ve daha fazla 6deme istegi olarak ele
alinmastir.

Firmalarkendileriyle 6zdeslesebilecekiyibir projeye imzaattiklarinda, tiiketicilerin
firmaya ve markaya yonelik tutumlarinin daha olumlu hale gelmesini, satin alma
niyetlerinin ve WTP diizeylerinin artmasini beklemeleri dogaldir (Varadarajan ve
Menon, 1988). Zira firmanin CRM kampanyasindan beklentisi hem kendi finansal
amaglarimi gerceklestirmek hem de toplumsal refaha katki sunmaktir. Bu durumda,
kendisini tiiketiciler gdziinde degerli olan sosyal amaglarla yan yana getirerek
bununla anilir olmak dahi firma i¢in bir kazangtir. CRM kampanyasinin basarisi
iizerine yapilan ¢aligmalarda, kampanyanin markaya yonelik olumlu tutumlari ve
satin alma niyetini artirdigi bulunmustur (Tsai, 2009; Robinson vd., 2012; Lee ve
Rim, 2017).

Lafferty (2009), tiiketicilerin bilinilirligi disiik bir markadan ziyade yiiksek
bilinirlikteki bir markayr CRM kapsaminda desteklemeye daha yatkin oldugunu



Amaca Yonelik Pazarlama ve Tiiketici Tercihleri:
Marka Bilinirligi, Bagis Cercevelemesi ve Markaya Yonelik Tutumun Rolu 597

belirlemistir. Bilinirligi yiiksek bir markanin CRM kampanyasinda, markaya
yonelik tutum ve satin alma niyeti, bilinirligi diisiik markaya gore daha giigliidiir.
Ayrica, sosyal amag ile marka arasinda uyumun olmadigi durumlarda bile,
bilinirligi yiiksek marka i¢in tutum ve satin alma niyeti daha ytiksektir. Bu bulgu
marka bilinirliginin yiiksek olmasinin dnemini ortaya koymaktadir. Ancak, bu
konudaki bir bagka ¢alismada marka bilinirliginin firmaya yonelik tutum tizerinde
anlamli bir etkisi bulunamamistir (Lee ve Rim, 2017).

Tiiketicilerin bir {iriin i¢in 6demek istedigi maksimum para miktar1 olarak
tanimlanan WTP kavrami, CRM kampanyasinin basarisinda énemli bir degisken
olarak dikkate alinmaktadir. Zira firmalarin CRM kampanyalari ile elde etmek
istedikleri finansal sonuglardan biri de tiiketicilerde WTP olusturmaktir (Koschate-
Fischer vd., 2012). Ancak, her CRM kampanyasinin WTP ile sonuglanmasi
mimkiin degildir. Zira {iriiniin fiyat, kalite ya da kolay erisim gibi fonksiyonel
ozelliklerine odaklanan ciddi bir tiiketici kitlesi bulunmaktadir (Pinto ve Mekoth,
2013). Konuyla ilgili onceki arastirmalarin bulgular1 dikkate alindiginda,
CRM kampanyalarmin her durumda daha yiiksek bir satin alma niyeti ve WTP
olusturmadig1 ve ¢esitli durumlarda marka bilinirliginin bu degiskenler arasindaki
bagintiya etki edebilecegi degerlendirilmektedir. Literatiirde bu konuda tam
bir fikir birligi olmamakla birlikte, CRM kampanyalarinda marka bilinirliginin
satin alma niyeti ve WTP {izerinde bir etkisinin olabilecegi diisiiniilmektedir. Bu
dogrultuda asagidaki hipotezler gelistirilmistir.

H: Bilinirlik diizeyi yiiksek bir markanin CRM kampanyast bilinirlik diizeyi
diigtik bir markanin CRM kampanyasina kiyasla daha yiiksek bir satin alma niyeti
ortaya ¢ikarr.

H,: Bilinirlik diizeyi yiiksek bir markanin CRM kampanyast bilinirlik diizeyi
diigiik bir markanin CRM kampanyasina kiyasla daha fazla fivat 6deme istegi
ortaya ¢ikarir.

CRM fizerine yapilan ¢aligsmalarda bagis ¢cercevelemesinin dogrudan incelendigi
az sayida aragtirma bulunmaktadir. Oysa CRM kampanyasinin tiiketicilerde
kafa karigikligina sebep olmamak icin seffaf ve kolay anlasilabilir bigimde
ifade edilmesi gerekmektedir (Pracejus vd., 2003). CRM etkinligi konusunda
yapilan bir meta analiz ¢aligmasinda seffaflik ve samimiyet algilanmasi halinde
kampanya basarisinin daha yiiksek oldugu, zayif iletisimin ise tutumlari olumsuz
etkileyebilecegi vurgulanmaktadir (Schamp vd., 2023). Kampanya sunumunda 6ne
¢ikan bagis biyikliigiiniin ¢er¢evelenmesinin seffaf bir bicimde ortaya konmasi
onemlidir. Benzer bir meta analiz ¢aligmasinda ise CRM kampanyasinin temel
faktorleri arasinda iletisim faktoriiniin 6nemine vurgu yapilmaktadir (Thomas
vd., 2020). Satin alman {irin bedelinin yiizdesi seklinde bir ifade, tiikketicinin
gercek bagis degerini matematiksel adimlarla hesaplamasini gerektirmekte ve
anlagilabilirligi azaltmaktadir (Chang, 2008). Bu noktadan hareketle, seffaflik
ve iletisim agisindan degerlendirildiginde, oran bigiminde ifade edilen bagisin,
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parasal ifadeye gore daha sorunlu ve muglak oldugu sdylenebilir. Bununla birlikte,
bir CRM kampanyasinda satin alma basina bagislanan miktar tam olarak ifade
edildiginde, tiiketicilerin bunu daha seffaf bir iletisim olarak degerlendirdikleri
ve kampanyaya katilma niyetlerinin arttig1 ifade edilmektedir (Miiller, Fries
ve Gedenk, 2014; Eastman vd., 2019). Bu konuda yapilan bir bagka calismada
parasal bagisin oransal bagisa gore daha yiiksek satin alma niyetine neden oldugu
tespit edilmistir (Kureshi ve Thomas, 2020). Bagis g¢ercevelemesine yoOnelik
baska bir arastirmada ise, parasal unsurlar1 hatirlatacak ipuclarinin kullaniminin
tiikketicilerin kampanyay1 bir promosyon faaliyeti olarak algilamasina yol actigi
iddia edilmektedir (Vlachos vd., 2016). Bagis cer¢evelemesinin satin alma niyeti
iizerindeki etkisini inceleyen bir baska calismada ise parasal bagisin oransal
bagisa gore daha yiiksek satin alma niyetine yol ag¢tig1 bulunmustur (Terblanche
vd., 2023). Farkli arastirma bulgularindan hareketle, asagidaki hipotezler
gelistirilmistir.

H : Parasal bagus i¢eren bir CRM kampanyast oransal bagis bi¢iminde tasarlanan
bir CRM kampanyasina kiyasla daha yiiksek bir satin alma niyeti ortaya ¢ikarr.

H ; Parasal bagus igeren bir CRM kampanyasi oransal bagis bigiminde tasarlanan
bir CRM kampanyasina kiyasla daha fazla fiyat odeme istegi ortaya ¢ikartr.

3.1. Markaya Yonelik Tutumun Diizenleyici Etkisi

Bilinirligi ytiksek bir marka i¢in genellikle markaya yonelik giiclii bir tutum
olmasi beklenir. Zira, hafizadan kolay bigimde erisilebilen bilinirligi yliksek
markalara yonelik tutumlar, davramsi etkilemede daha belirleyicidir. Ote
yandan bu kavram, bilinirligi diisiik markalara da tiiketici tutumlarini olumlu
hale getirme ve satin alma niyetine neden olma noktasinda destek olmaktadir
(Lafferty, 2009). Tiiketicilerin CSR’ye yonelik tutumlarinin, bu faaliyet bir firma
ya da firmanin markasi tarafindan gergeklestirildigi i¢in firmaya ya da markaya
yonelik tutumla da dogrudan iliskili oldugu diisiiniilebilir (Yuen vd., 2016). Ancak
marka bilinirliginin CRM kampanyasinin basarisina etkisinin dogrudan marka
bilinirliginden mi, yoksa markaya yonelik gii¢lii tutumdan m1 kaynaklandigi sorusu
onceki ¢alismalarda tam olarak yanitlanmamistir. Tiiketicilerin bilinirligi yiiksek
bir markaya yonelik (markaya asina olmaktan kaynaklanan) gii¢lii tutumlarinin,
kampanya tasarimindaki farkli unsurlar ile kampanya basarisi arasindaki iligkiler
iizerinde diizenleyici bir rol oynamast muhtemeldir. Bu nedenle, CRM kampanya
tasarim unsurlart ile kampanya basarist arasindaki iliskiler incelenirken markaya
yonelik tutum degiskeninin sabit tutulmasi faydali olacaktir. Bu ¢er¢cevede marka
bilinirligi, CRM kampanya basaris1 ve markaya yonelik tutum degiskenleri
arasindaki etkilesime iligkin asagidaki hipotezler gelistirilmistir.

H : Markaya yonelik tutum CRM kampanyalarinda marka bilinirligi ile satin alma
niyeti arasindaki iligkide diizenleyici etkiye sahiptir. Soyle ki; markaya yonelik
gliclii bir olumlu tutum oldugunda bilinir markalar icin CRM kampanyalari
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bilinirligi diisiik markalara kiyasla daha fazla satin alma niyeti ortaya ¢ikarirken,
markaya yonelik tutumun etkisi sabit tutuldugunda bilinmeyen markalar igin
CRM kampanyalar: daha fazla satin alma niyetine sebep olacaktir.

H,: Markaya yonelik tutum CRM kampanyalarinda marka bilinirligi ile daha fazla
fivat ddeme istegi arasindaki iligkide diizenleyici etkiye sahiptir. Soyle ki; markaya
yonelik giiclii bir tutum oldugunda bilinir markalar icin CRM kampanyalari
bilinirligi diisiik markalara kiyasla daha fazla 6deme istegi ortaya ¢ikarirken,
markaya yonelik tutumun etkisi sabit tutuldugunda bilinmeyen markalar icin
CRM kampanyalar: daha fazla 6deme istegine sebep olacaktir.

[lgili literatiirde CRM kampanyalarinin basarisinda parasal bagisin oransal bagisa
gore daha etkili olduguna yonelik arastirma bulgularinin markaya yonelik tutumdan
mi1 yoksa CRM kampanyasinin etkisiyle mi ortaya ¢iktigina yonelik bir saptamaya
rastlanmamigtir. Zira tiiketiciler olumlu tutuma sahip olduklar1 bir markanin CRM
kampanyasinda bagis tiiriiniin parasal ya da oransal olmasini énemsemeyebilir.
Aksine, bilinirligi diigitk markalarin CRM kampanyalarinda bagis miktart ile ilgili
algilanabilecek bir muglaklik, kampanyaya ve sirketin gercek amacina yonelik
giiveni azaltabilir. Bu dogrultuda markaya yonelik tutumun, bagis cercevelemesiile
CRM kampanyasinin basarisi arasindaki iliskide diizenleyici etkisinin olabilecegi
diistinilmektedir. Bu noktadan hareketle, asagidaki hipotezler gelistirilmistir.

H.: Markaya yonelik tutum CRM kampanyalarinda bagis ¢ergeveleme ile satin
alma niyeti arasindaki iligkide diizenleyici etkiye sahiptir. Soyle ki; markaya
yonelik giiclii bir tutum oldugunda parasal bagis iceren CRM kampanyalart
oransal bagis iceren kampanyalara kiyasla daha fazla satin alma niyeti ortaya
ctkarirken, markaya yoénelik tutumun etkisi sabit tutuldugunda oransal bagis
iceren CRM kampanyalar: daha fazla satin alma niyetine sebep olacaktir.

H: Markaya yonelik tutum CRM kampanyalarinda bagis gerceveleme ile daha
fazla fiyat édeme istegi arasindaki iliskide diizenleyici etkiye sahiptir. Soyle
ki; markaya yonelik giiclii bir tutum oldugunda parasal bagis iceren CRM
kampanyalart oransal bagis iceren kampanyalara kiyasla daha fazla odeme istegi
ortaya ¢ikarirken, markaya yénelik tutumun etkisi sabit tutuldugunda oransal
bagis iceren CRM kampanyalar: daha fazla 6deme istegine sebep olacaktir.

3. Yontem
3.1.Arastirmanin Amaci ve Modeli

Bu aragtirmanin amaci, CRM kampanyalarinda marka bilinirligi ve bagis
cergevelemesine gore tiiketicilerin satin alma niyeti ve daha fazla fiyat 6deme
isteginin nasil sekillendigini belirlemektir. Bunailaveten, bu degiskenler arasindaki
etkilesimde markaya yonelik tutumun diizenleyici rolii de incelenmistir.

Aragtirmanin amaci ve literatiir calismasi sonucunda elde edilen bilgiler
dogrultusunda olusturulan teorik model Sekil 1°de gosterilmektedir. Modelde
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marka bilinirligi ve bagis cergevelemesi degiskenleri ile satin alma niyeti ve
daha fazla 6deme istegi arasindaki iliskide markaya yonelik tutumun diizenleyici
etkisine iliskin hipotezler yer almaktadir. Bu hipotezlerin test edilmesi igin
deneme modeli bir arastirma tasarlanmistir. 2x2 gruplar arast deneysel tasarim
seklinde olusturulan arastirma kapsaminda marka bilinirligi (yiliksek-diisiik)
ve bagis cergevelemesi (parasal-oransal) degiskenleri kisa bir taniim metni ile
manipiile edilmis, satin alma niyeti, daha fazla 6deme istegi ve markaya yonelik
tutum degiskenleri ise ¢ok sorulu 6lgeklerle 6l¢iilmistiir.

Markaya Yoénelik
Tutum
Hs He Hy Hs

Marka Biliniligi H

i e Satin Alma Niyeti

iiksek-Diisiik B 0
(Yiikse stik) v H, v///

Bag lemesi =

AglsGepevelmest H Daha Fazla Odeme Istegi
(Parasal-Oransal) 4

Sekil 1. Arastirmanin Teorik Modeli
3.2. Arastirmanin Orneklemi ve Veri Toplama Siireci

Aragtirmanin ana kiitlesini iiniversite dgrencilerinden olusan geng tiiketiciler
olusturmaktadir. Zaman ve maliyet kisitlar1 nedeniyle, orta 6lgekli iki farkli devlet
iniversitesinden kolayda drnekleme yontemiyle secilen 6grenciler lizerinde bir
uygulamayapilmistir. Arastirmadaveritoplamaaraciolarak, bagimsizdegiskenlerin
manipiilasyonu i¢in kisa bir hikaye (vignette) ve bagimli degiskenlerin 6l¢iimiine
yonelik sorular1 igeren bir soru formu kullanilmistir. Calismanin ve kullanilan
anket formunun etik kurallara uygunlugu, Balikesir Universitesi Sosyal ve Beseri
Bilimler Arastirmalar1 Etik Kurulu tarafindan 05.04.2024 tarihli ve 371759 sayili
karariyla onaylanmistir. Caligmanin verileri, Ocak — Mart 2024 tarihleri arasinda
300’1 yliz yiize ve 195 i¢evrimici anket uygulanarak toplam 495 katilimcidan elde
edilmistir. Verilerin yiiz ylize ve ¢evrimig¢i toplanmasinin nedeni, zaman kisitinin
oniine gecmek ve daha fazla katilmciya ulagmaktir. Anket formlarindan eksik
veya hatali doldurulan, sorularin biiyiik bir kisminda ayni segenekler isaretlenen,
kontrol sorularina hatali yanitlar verildigi gozlenen 45 form analiz kapsaminin
disinda birakilmis, toplam 450 anket degerlendirmeye alinmistir.

Arastirmada kullanilan soru formunun ilk boliimiinde cevaplayicilarin demografik
ozelliklerinin tespitine yonelik sorular yer almaktadir. Anketin ikinci bolimiinde
bulunan marka bilinirligine iligkin 6l¢ek Lafterty’nin (2009: s.374) ¢alismasindan
almarak uyarlanmustir. Ugiincii béliimde yer alan markaya yonelik tutum sorular
Myers vd. (2012)’den, satin alma niyeti sorular1 Topuz vd. (2022)’den ve daha
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fazla fiyat 6deme istegine iligkin sorular Netemeyer vd. (2004)’den alinmis ve
aragtirmaya uyarlanarak kullanilmigtir. Cevaplayicilarin 6lgeklerdeki ifadelere
katilma diizeyleri 5 aralikli Likert tipi (1= Kesinlikle katilmiyorum, 5=Kesinlikle
katiliyorum) bir skalada alinmaistir.

Calismada marka bilinirligi ve bagis ¢er¢evelemesi manipiile edilmistir. Marka
bilinirligi manipiilasyonu i¢in bir &n ¢alisma yapilmustir. Universite dgrencileri
iizerinde gergeklestirilen bu 6n ¢alismada (n=54) ana aragtirmada kullanilacak {iriin
tiirlii (dondurma) ve iki farkli marka (bilinirligi yiiksek marka “Algida” ort:6,36;
bilinirligi diisiik marka “Alpedo” ort:2,04) belirlenmistir. Bagis cercevelemesi
manipiilasyonu i¢in, bu iki markanin bir sosyal sorumluluk kampanyasina parasal
tutar ve oransal tutar seklinde iki farkli yontemle katkida bulunmasi anlatilmigtir
(Ek 1). Kampanya c¢ergevesinde isbirligi yapilan hayir kurumu ve sosyal
davanin ortaya cikarabilecegi olasi yanlilig1 ortadan kaldirmak amaciyla, tiim
versiyonlarda ayn1 kurum adi (Tirk Egitim Vakfi-TEV) ve dava konusu (ihtiyac
sahibi ¢cocuklarin egitimini desteklemek) kullanilmistir.

Ana arastirmada kullanilan soru formu dort ayri versiyon halinde hazirlanmistir.
[k versiyonda bilinirligi yiiksek olan Algida markasinin ¢ocuklarin egitimini
desteklemek amaciyla satin alinan her 100 TL’lik dondurma i¢in TEV’e 25 TL
(parasal bagis) bagis yapilacagina dair bir senaryo bulunmaktadir. ikinci versiyon,
Algida markali her 100 TL’lik dondurmanin %25’inin (oransal bagis) TEV’e
bagislanacag bir senaryo icermektedir. Ugiincii versiyonda bilinirligi diisiik olan
Alpedo markasinin satin alinan her 100 TL’lik dondurma i¢in ayn1 kuruma 25 TL
bagis yapacaginin belirtildigi bir senaryo yer almaktadir. Dordiincti versiyonda ise
Alpedo markali her 100 TL’lik dondurmanin %25’inin TEV’e bagislanacagi bir
senaryo bulunmaktadir. Katilimcilar bu dort versiyondan birine rastgele atanmustir.

Aragtirma kapsaminda elde edilen verilerin analiz islemleri SPSS 22 paket
programi kullanilarak gerceklestirilmistir. Bu siirecte yapilan analizlerin bulgular
asagida sunulmustur.

4. Bulgular
4.1. Betimleyici Istatistikler

Katilimcilarin ~ demografik  6zelliklerine iligkin  bulgular incelendiginde,
cevaplayicilarin %55,3’linli kadinlarin, %44,7’sini ise erkeklerin olusturdugu
goriilmektedir. Cevaplayicilarin yas ortalamasi 24,14°tiir. Ayrica, ifadelere yanit
veren kisilerin toplam hane halki aylik gelir ortalamas1 47.493,74 TL olarak
hesaplanmistir. Arastirmanin bagimli degiskenlerini 6lgmek i¢in kullanilan
Olceklerin faktor yapilari kesifsel faktor analiziyle, gilivenilirlikleri ise igsel
tutarlilik (Cronbach Alpha) katsayisi ile degerlendirilmistir.
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4.2. Kesifsel Faktor Analizi ile Giivenilirlik ve Gegerlilik Bulgulari

Tablo 1. Degiskenlere Iliskin Tanimlayici Istatistikler, Faktor ve Giivenilirlik

Analizleri
Faktor Art.Ort.  Std.Sapma  Faktoryika ~sianan  Cronbacho
Varyans Katsayisi
0,919
M k b
Bilinriig 3,51 1,48 0,943 48,29 0,97
s 0,941
0,753
Markaya 0,813
Yonelik 3,59 0,78 0,826 15,20 0,82
Tutum 0,788
0,644
0,854
Satin Alma 0.855
3,62 0 ’ 10,82 0.75
Niyeti ’ ’77 0’791 > ,7
0,854
0,897
Daha Fazl >
odeme Iotesi 13 1,03 0,881 6,13 0,89
§ 0,830

Tablo 1°de goriildiigii gibi, Varimax rotasyonu kullanilarak yapilan temel
bilesenler analizine gore, toplam varyansin %80,44’linii agiklayan dort faktor
ortaya c¢cikmistir (KMO=0,903, Bartlett’in Kiiresellik Testi p<0,001). Her bir
degisken tek boyutlu yapidadir ve sorularin faktorlere dagilimi Ongorildigi
sekildedir. Olgeklerin igsel tutarliligmi degerlendirmek igin yapilan giivenilirlik
analizi sonucunda hesaplanan Cronbach Alfa katsayilari, tim degiskenler igin
yliksek derecede giivenilirlige isaret etmektedir.

Tablo 2. Yakinsama ve Ayrisma Gegerliligine iliskin Bulgular

Marka Markaya  Satin Daha Fazla
AVE CR e .. YOnelik Alma  Fiyat Odeme
Bilinirligi .. P,
Tutum Niyeti Istegi
Marka Bilinirligi 0,87 0,95 0,933*
Markaya Yonelik Tutum 0,59 0,87 0,489 0,768*
Satin Alma Niyeti 0,70 0,90 0,128 0,502 0,837*
Daha Fazla Fiyat Od
is:egai aca Hlyat DEEMe 076 090 0,128 0341 0,504 0,872*

* Koyu olarak gosterilen sayillar AVE degerlerinin karekokiidiir.
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Tablo 2’de 6l¢eklerin yakinsama ve ayrigma gecerliligini ortaya koymak amaciyla
hesaplanan degerler yer almaktadir. Yakinsama gecerliligi icin ilgili faktor
yiiklerinin 0,5’ten (ideal olarak 0,7’den), AVE’nin 0,5’ten ve CR degerlerinin ise
0,7°den biiyiik olmasi1 beklenmektedir. Bulgular, Tablo 1°deki faktor yiikleri ile
birlikte degerlendirildiginde kabul edilebilir diizeydedir (Hair vd., 2014: s.618-
619). Ayrisma gegerliligi i¢in Fornell-Larcker kriterine gore yapilan hesaplamalar
dogrultusunda, AVE degerlerinin karekdklerinin faktorler arasi korelasyonlardan
daha biiyilik oldugu goriilmektedir. Bu bulgular ayrisma gegerliligi i¢in dnemli
birer kanittir (Fornell ve Larcker, 1981).

4.3. Manipiilasyonlarin Kontrolii

Farkl1 senaryolarda bilinirligi yliksek ve diisiik marka ile parasal ve oransal bagis
tiirleri kullanildig1 igin katilimeilarin bu farkliligi dogru algilamasi 6n kosuldur.
Dolayistyla bu iki degiskenin ortalamalarinin farkli senaryolarda farklilagmasi
beklenmektedir. Marka bilinirligi ve bagis ¢erceveleme degiskenleri i¢in yapilan
manipiilasyonun dogru sekilde calisip ¢alismadigi bagimsiz 6rneklem t-testleri ile
ortaya konmustur (Tablo 3).

Tablo 3. Marka Bilinirligi ve Bagis Cercevelemeye iliskin Manipiilasyon
Kontrolii

Std.

Degiskenl G Ortal t df
egiskenler rup n rtalama Sapma p
Mark: Yiiksek (Algida 197 4,76 0,515
o (Algida) 2585 3542 <0,001
Bilinirligi  Diisiik (Alpedo) 253 2,54 1,236
& Parasal 190 3,97 1,755
Bags 5,62 4336 <0,001
Cergevelemesi Oransal 260 2,97 2,003

Tablo 3’teki bulgulara gore, katilimcilar tarafindan Algida markasi bilinirligi
yiiksek, Alpedo markasi ise bilinirligi diisiik markalar olarak algilanmistir. Benzer
bicimde parasal bagis ve oransal bagis tiirleri de katilimcilar tarafindan dogru
olarak algilanmistir. Bu bulgulara gore, marka bilinirligi ve bagis ¢er¢evelemesi
icin manipiilasyonlar dogrulanmistir.

4.4. Hipotezlerin Testi

Tiiketicilerin satin alma niyetinin, CRM kampanyas1 gerceklestiren markanin
bilinirligine bagli olarak farklilagip farklilasmadigini test etmek icin tek yonlii
varyans analizi (Anova) yapilmistir. Analizler sonucunda bilinirligi yiiksek
markanin CRM kampanyasina iliskin hikayeyi goéren cevaplayicilarin satin alma
niyeti ortalamasinin (M:3,69, sd:0,74) bilinirligi diisiik markanin CRM
kampanyasina iliskin hikayeyi goren cevaplayicilarin ortalamasindan (M:3,57,
$d:0,79) daha yiiksek oldugu ve bu iki ortalama arasindaki farkin marjinal
diizeyde anlamli oldugu belirlenmistir (F, ,,.:2,733; P=0,099). Bu sonuca gore
H, hipotezi desteklenmistir. Tiiketicilerin daha fazla fiyat 6deme isteginin,
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CRM kampanyasimi yiiriiten markanin bilinirlik diizeyine gore farklilasip
farklilagsmadigimn test etmek amaciyla Anova yapilmistir. Buna gore, bilinirligi
yliksek markanin CRM kampanyasina iligkin hikayeyi okuyan cevaplayicilarin
daha fazla fiyat 6deme istegi ortalamasinin (M:3,17, sd:1,03), bilinirligi diisiik
markanin hikayesini goren cevaplayicilarin ortalamasindan (M:3,12, sd:1,02)
yiiksek oldugu, fakat bu iki ortalama arasindaki farkin istatistiki olarak anlaml
olmadigr tespit edilmistir. (F.445:0,335; P=0,563). Bu sonuca gére H, hipotezi
desteklenmemistir. Satin alma niyetinin, CRM kampanyalarinda kullanilan
bagis cercevelemesine bagli olarak degisip degismedigini belirlemek igin
yapilan Anova sonucunda, parasal bagis kullanilan CRM kampanyasina iliskin
hikayeyi cevaplayan katilimcilarin satin alma niyeti ortalamasinin (M:3,63,
$d:0,52) oransal bagis kullanilan kampanyay1 goéren cevaplayicilarin ortalamasi
ile neredeyse ayn1 (M:3,61, sd:0,81) oldugu ve bu iki ortalama arasindaki farkin
istatistiki olarak anlamli olmadigi belirlenmistir (F ,,:0,128; P=0,721). Bu
sonuca gore H, hipotezi desteklenmemistir. Daha fazla fiyat 6deme isteginin,
CRM kampanyalarinda kullanilan bagis c¢ercevelemesine gore farklilasip
farklilasmadigint test etmek icin yapilan Anova sonucunda, parasal bagis
kullanilan CRM kampanyasina iligskin hikayeyi cevaplayan katilimcilarin daha
fazla fiyat 6deme istegi ortalamasinin (M:3,22, sd:0,97) oransal bagis kullanilan
CRM kampanyasina iliskin hikayeyi goren cevaplayicilardan (M:3,09, sd:1,06)
daha yiiksek oldugu bulunmustur. Ancak bu iki ortalama arasindaki fark
istatistiki olarak anlamh degildir (F,,:1,768; P=0,184). Bu sonuca gére H,
hipotezi desteklenmemistir.

Markaya yonelik tutumun CRM kampanyalarinda marka bilinirligi ile satin alma
niyeti arasindaki iliskide diizenleyici etkiye sahip olup olmadigini irdelemek i¢in
kovaryans analizleri gerceklestirilmis ve “markaya yonelik tutum” degiskeni
eslikei (covariate) olarak modele dahil edilmistir (Sekil 2a ve 2b).

Estimated Marginal Means of SatinAlmaNiyeti Estimated Marginal Means of SatinAlmaNliyeti

g

Estimated Marginal Means
H
Estimated Marginal Means
8
kil

:

T T
Algide At
Marka Adi

Marka Adi

Covariates appearing inihe madal ars avaluated at the following valuzs: MarkaTutumu = 3 5848

Sekil 2a: Markaya Yonelik Tutumun Sekil 2b: Markaya Yonelik
Etkisi Sabitlenmeden Once Satin Tutumun Etkisi Sabitlendiginde
Alma Niyeti Satin Alma Niyeti
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Sekil 2b’ye gore; bilinirlik diizeyleri farkli iki markaya yonelik tutum ortalama
degerde (3,58) sabitlendiginde, satin alma niyeti i¢in beklenen marjinal ortalamalar
su sekilde olugmustur. Bilinirligi yiiksek markanin CRM kampanyasina iliskin
hikayeyi goren cevaplayicilarin satin alma niyetine iligkin beklenen marjinal
ortalamasinin (M:3,46, sd:0,05), bilinirligi diisiik markanin CRM kampanyasina
iliskin hikayeyi goren cevaplayicilarin satin alma niyetine iliskin beklenen
marjinal ortalamasindan (M:3,74, sd:0,043) daha diisiikk oldugu bulunmustur.
Bu iki ortalama arasindaki fark istatistiki olarak anlamli oldugundan(P<0,001)
H, hipotezi desteklenmistir. Ayni igerikte CRM kampanyasi gergeklestiren iki
markadan, bilinirligi yiiksek olan markaya ydnelik satin alma niyeti (markaya
yonelik tutumun etkisi sabitlenmeden once) daha fazla iken (Sekil 2a); markaya
yonelik tutumun etkisi sabitlendiginde, bilinirligi diisiikk olan markaya yonelik
satin alma niyeti daha yiiksek hale gelmistir (Sekil 2b).

Markaya yonelik tutumun CRM kampanyalarinda marka bilinirligi ile daha
fazla 6deme istegi arasindaki iliskide diizenleyici etkiye sahip olup olmadigini
irdelemek icin kovaryans analizleri gerceklestirilmis ve “markaya yonelik tutum”
degiskeni eslik¢i (covariate) olarak modele dahil edilmistir (Sekil 3a ve 3b).

Estimated Marginal Means of FazlaOdemeNMiyeti Estimated Marginal Means of FazlaOdememiyeti
3.8 33
'EE 3,67 Eg
=" £
E s £
“‘i In I
3, 240
Ntlltlﬂ Al):d:\ Ahlﬂ! CJ;U:\
Marka Adi Marka Adi
Covariates apoesting n tre rnedel are valuatee al the fellowing values: MarkaTuimy = 35348
Sekil 3a: Markaya Yonelik Sekil 3b: Markaya Yonelik
Tutumun Etkisi Sabitlenmeden Tutumun Etkisi Sabitlendiginde
Once Daha Fazla Odeme Istegi Daha Fazla Odeme Istegi

Sekil 3b’ye gore; her iki bilinirlik diizeyinde markaya yonelik tutum ortalama
degerde (3,58) sabitlendiginde, daha fazla 6deme istegi i¢in beklenen marjinal
ortalamalar, bilinirligi yliksek markanin daha fazla fiyat 6deme isteginde 2,96
(sd:0,07), bilinirligi diisiik markada ise 3,29 (sd:0,063) seklinde gergeklesmistir.
Bu iki ortalama arasindaki fark istatistiki olarak anlamli oldugundan (P<0,001)
H, hipotezi desteklenmistir. Ayni icerikte CRM kampanyasi gergeklestiren iki
farkli markadan, bilinirligi yiiksek olan markaya yonelik daha fazla 6deme istegi
baslangicta (tutumun etkisi sabitlenmeden dnce) daha yiiksek iken (Sekil 3a);
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markaya yonelik tutumun etkisi sabitlendiginde, bilinirligi diisiikk olan markaya
yonelik satin alma niyeti daha yiiksek olmustur (Sekil 3b).

Markaya yonelik tutumun CRM kampanyalarinda kullanilan bagis ¢er¢evelemesi
ile tiiketicilerin satin alma niyeti arasindaki iliskide diizenleyici etkisini ortaya
koymak i¢in kovaryans analizi (Ancova) yapilmistir. Buna gore, parasal ve
oransal bagis iceren CRM kampanyasinda markaya yonelik tutum ortalama
degerde (3,58) sabitlendiginde, satin alma niyeti icin beklenen marjinal
ortalamalar parasal bagis igeren CRM kampanyasinda 3,59 (sd:0,05) iken
oransal bagis iceren kampanyada 3,64 (sd:0,041) olarak hesaplanmistir.
Ortalamalar arasindaki fark istatistiki olarak anlamli bulunmadigindan dolay1
(P>0,05) H, hipotezi desteklenmemistir. Bu sonuca gore, markaya yonelik
tutum; bagis cercevelemesi ile satin alma niyeti arasindaki bagintida herhangi bir
diizenleyici etkiye neden olmamaktadir.

Markaya yonelik tutumun CRM kampanyalarinda kullanilan bagis cergevelemesi
ile daha fazla 6deme istegi arasindaki iliskide diizenleyici etkisini test etmek
amactyla Ancova yapilmistir. Buna gore, parasal ve oransal bagis iceren CRM
kampanyasinda markaya yonelik tutum ortalama degerde (3,58) sabitlendiginde,
daha fazla 6deme istegi i¢in beklenen marjinal ortalamalar parasal bagis igeren
CRM kampanyasinda 3,18 (sd:0,07) olarak gerceklesmistir. Oransal bagis igeren
kampanyada ise ayni ortalama 3,11 (sd:0,06) olarak hesaplanmistir. Bu iki
ortalama arasindaki fark istatistiki olarak anlamli olmadigi i¢in (P>0,05) H,
hipotezi desteklenmemistir. Bu sonuca gore, bagis cercevelemesi ile daha fazla
fiyat 6deme istegi arasindaki bagintida markaya yonelik tutumun istatistiki olarak
anlamli bir diizenleyici etkisinin olmadig1 soylenebilir.

5. Tartisma ve Sonug¢

Sirketlerin artan rekabet ortaminda basarili olabilmeleri i¢in yeni miisterilere
ulagmalari, rakiplerinden farklilagmalari, imajlarini giiclendirmeleri ve satiglarini
artirmalar1 gerekmektedir. Sosyal sorumluluk faaliyetleri tim bu gerekliliklere
ulasmada destek olabilecek unsurlardan biri olarak 6ne g¢ikmaktadir. Bir CSR
faaliyeti olarak CRM, firmalarin hem kurumsal hedeflerine ulasabilmesi hem
de kar amaci giitmeyen toplumsal beklentilere uygun davranabilmesi igin iyi bir
secenektir. Ancak, CRM kampanyalarina yonelik tiiketici tepkileri karmasiktir.
Zira, CRM kampanyalarinin basarisini etkileyebilecek ¢ok sayida degisken
bulunmaktadir. Bu arastirmada, bu degiskenlerden ikisine odaklanilmistir: marka
bilinirligi ve bagis cergevelemesi.

Geng tiiketicilertizerinde gergeklestirilen bu deneysel ¢alismada, CRM kampanyasi
gerceklestiren markanin bilinirliginin yiiksek olmasi durumunda tiiketicilerin daha
yiiksek bir satin alma niyeti sergileyecegi belirlenmistir. Bu bulgu, literatiirdeki
bazi arastirmalarin sonuglariyla ortismektedir (Lafferty, 2009; Fan vd., 2020).
Ancak, markaya yonelik tutum diizenleyici degisken olarak modele dahil edilip
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etkisi sabit tutuldugunda, sonug tersine déonmekte ve bilinirligi diisiik markaya
yonelik satin alma niyetinin yiiksek bilinirlikteki markaya gore anlamli bir bigimde
arttig1 gortilmektedir. Bu bulgu, literatiir arastirmasi kisminda da deginildigi gibi,
bilinirligi yiiksek markalara yonelik olumlu tutumlarin tiiketicileri etkiledigini
ve markaya yonelik tutumun istatistiki olarak sabit tutulmasi durumunda
bilinirligi diisitk markanin avantajli konuma gectigini gostermektedir. Nitekim
Singh ve Duque (2020) caligmalarinda ifade ettigi gibi, diisiik bilinirlige sahip
bir markanin, nispeten yiiksek bilinirlikteki bir hayir kurumuyla (bu caligmadaki
TEV 0Orneginde oldugu gibi) eslestiginde, hayir kurumuna olan olumlu tutum
markaya da yanstyabilmektedir. Bu sonugtan hareketle, CRM kampanyasi yiiriiten
firmanin tiiketiciler goziinde olumlu bir tutuma sahip olmasimin ciddi bir avantaj
olusturacagi soylenebilir. Bilinirligi diisiik ya da pazara yeni girmis bir firmanin
ise Oncelikle markasima yonelik tiiketici tutumlarini giiclendirmesi ve bilinirligi
yiiksek bir hayir kurumuyla kampanya yiiriitmesi faydali olacaktir.

Arastirmada ortaya cikan bir diger sonug, marka bilinirliginin CRM-WTP
bagintisinda bir farklilik olusturmadigidir. Bu bulgu, literatiirdeki bir aragtirmanin
sonucuyla benzerlik gostermektedir (Pinto ve Mekoth, 2013). Dolayisiyla
bilinirligi yliksek bir marka ile diisiik bir markanin CRM kampanyasi yiiriitmeleri
halinde, tiiketicilerin bu markalara yonelik daha fazla fiyat édeme istekleri
arasinda bir farklilik olusmamaktadir. Ancak markaya yonelik tutum diizenleyici
degisken olarak modele dahil edilip etkisi sabit tutuldugunda, marka bilinirliginin
WTP iizerinde anlamli bir etkisi ortaya c¢ikmaktadir. Bu durumda bilinmeyen
markaya yonelik daha fazla fiyat 6deme istegi bilinen markaya kiyasla daha
yliksek olmaktadir. Bu bulgu, CRM kampanyalarina daha fazla fiyat 6deme
isteginin marka bilinirliginden ziyade markaya yonelik tutum esliginde olustugunu
gostermesi bakimindan énemlidir. Bu dogrultuda, CRM kampanyas1 yiiriitmek
isteyen firmalarin, bu faaliyet sonucunda {rlinlerine daha fazla fiyat 6deme
isteginin olugmasi i¢in, dncelikle markalarina yonelik olumlu tutum gelistirmeleri
gerektigi soylenebilir.

Arastirma bulgular1 bagis cercevelemenin satin alma niyeti ve daha fazla fiyat
O0deme istegi iizerinde etkili olmadigin1 gdstermektedir. Parasal bagis tiirii, her
iki bagimli degisken acisindan da oransal bagisa kiyasla daha etkili sonuglar
gostermesine ragmen aradaki farklar istatistiki agindan anlamsizdir. Bu bulgunun
aksine daha once yapilmis bazi ¢alismalarda, diisiik fiyatl tirlinlerde parasal bagis
ifadesi oransal ifadeye gore daha etkili bulunmustur (Chang, 2008, Terblanche vd.,
2023). Bu ¢alismada da diisiik fiyatl bir {iriin (dondurma) kullanilmasina ragmen
aragtirma sonucu farklilik gdstermistir. Markaya yonelik tutum diizenleyici
degisken olarak modele dahil edildiginde de sonu¢ degismemektedir. Dolayisiyla
bu sonuca gore, firmalarin CRM kampanyalarinda hayir kurumlarina yapacaklar
bagis1 parasal ya da oransal olarak ifade etmelerinin CRM kampanyasinin bagarisi
iizerinde etkili olmadig1 soylenebilir. Firmalar bu noktada amaclarma uygun
segenegi tercih edebilirler. Ancak bu aragtirma sonuglar1 aradaki farki dogrulamasa
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da ilgili literatiire dayanarak firmalarin en azindan tiiketicilerde kafa karisikligina
sebep olmamak adina net parasal bagisi kullanmalari 6nerilebilir. Nitekim benzer
bir ¢alismada da bagis ¢ercevelemesinin kiiciik bir etkisi bulunmasina ragmen,
firmalarin CRM kampanyasimin etkinligini artirmak i¢cin bu degiskene dnem
vermesi gerektigi vurgulanmistir (Fan vd., 2020).

Bu bulgularin bazi kisitlar cercevesinde degerlendirilmesi gereklidir. Aragtirmada
kolayda 6rnekleme yonteminin kullanilmis olmasi bir sinirliliktir. Bu 6rnekleme
yontemi kullanildiginda arastirma bulgular1 genellenemeyecegi icin, gelecekteki
calismalarda tesadiifi Ornekleme yontemlerinden birinin kullanilmasi ile
sonuglarin  gegerliligi artirilabilir. Universite 6grencilerinden olusan bir
orneklemin kullanilmis olmasi da bir baska kisit olarak goriilebilir. Ancak deneysel
tasarim igeren tiiketici aragtirmalarinda 6grenci 6rnekleminin kullanimiyla sik¢a
karsilasilmaktadir (Cui vd., 2003; Chang, 2008; Koschate-Fischer vd., 2012;
Bigne-Alcaniz vd., 2012; Melero ve Montaner, 2016). Daha fazla katilimciya daha
hizli ulagabilmek amaciyla anketlerin iki farkli sekilde (yiiz yiize ve g¢evrimigi)
uygulanmis olmast da bir baska kisit olarak degerlendirilebilir. Gelecekte bu
konuda arastirma yapacak olanlara, ¢aligmalarina farkli {irtin siniflarin1 (6nemsiz-
faydaci gibi) ve farkli iirlin tiplerini (begenmeli-liikks gibi) ekleyerek arastirmay1
genisletmeleri 6nerilebilir. Ayrica, CRM kampanyasinin basarisini etkileyebilecek
olan degiskenlerden yakinlik (kampanyanin yerel, ulusal ya da uluslararasi
olmasi) faktoriiniin ¢aligmalarda kullanimimin gerek literatiire gerekse sektore
katki sunacagi disiiniilmektedir. Bununla birlikte, ilgilenim (tliketicilerin sosyal
sorumluluk faaliyetlerine ilgilerinin yiiksek ya da diisiik olmas1) ve sosyal amacin
tiirdi (stirekliligi olan ya da kisa siireli bir sorun) gibi unsurlara yonelik ¢aligmalar
yapilmasinin teorik ve pratik katkilar sunacagi degerlendirilmektedir.
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Ek 1: Bagimsiz Degiskenlerin Manipiilasyonu icin Kullanilan Tanitim Metni

Algida / Alpedo ) olarak biz, 2024 yili boyunca satin alacaginiz her 100 TL’lik
Algida markali dondurma i¢in ( 25 TL / Satis fiyatinin %25’ini) ihtiya¢ sahibi
¢ocuklarin egitimini desteklemek amaciyla Tiirk Egitim Vakfina (TEV)
bagiglayacagiz. (Algida / Alpedo) ilebirlikte ¢ocuklarimizin egitimine siz de
katkida bulunun. Birlikte daha giizel bir gelecek yazalim.
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EXTENDED ABSTRACT

Introduction

Cause-related marketing (CRM) is a specific form of corporate social responsibility
(CSR) in which companies devote part of their revenues to promote or support
worthwhile causes (Varadarajan and Menon, 1988). A review of the literature
reveals a substantial body of evidence indicating that CRM campaigns are
effective in influencing consumers' attitudes, purchase intentions, and willingness
to pay a premium (WTP) for the product (Koschate-Fischer vd., 2012). However,
the full picture has yet to emerge regarding the circumstances under which CRM
campaigns are most effective and the mechanisms through which they exert their
influence. Drawing on a synthesis of theoretical and empirical research in the
domain of CRM, this study explores the impact of brand awareness and donation
framing on the effectiveness of CRM campaigns. This research will contribute to
resolving the contradictions in the literature regarding the effectiveness of CRM
campaigns.

Literature Review

Brand awareness can be defined as the information that consumers accumulate
about a brand through direct or indirect experiences. It is the level of familiarity
and recognition a consumer has with a particular brand or product. The positive
(negative) perceptions that consumers hold about a company, or its brand not only
influence their attitudes toward the company's products but also contribute to the
formation of positive (negative) sentiments towards the company (Lee and Rim,
2017).

In a CRM campaign of a brand with high awareness, attitudes and purchase
intentions towards the brand are often stronger than those of a brand with low
awareness, which seems to emphasize the importance of brand awareness (Lafferty,
2009). However, the existing literature has yielded some controversial results. For
instance, Lee and Rim (2017) found no significant effect of brand awareness on
attitudes toward the company in a CRM campaign. Consumers’ WTP, another
critical indicator of CRM campaign success, is defined as the maximum amount
of money that consumers are willing to pay for a product. One of the financial
outcomes that companies want to achieve with CRM campaigns is to create higher
WTP among consumers (Koschate-Fischer et al.., 2012). Nevertheless, it is not
always the case that CRM campaigns result in higher WTP. It is a well-established
fact that consumers attach considerable importance to functional features such as
price, quality, and ease of access (Pinto and Mekoth, 2013). A brand with high
brand awareness will be perceived as having a stronger position in terms of these
key features. Thus, we propose that the CRM campaign of a brand with high brand
awareness will result in a higher purchase intention (H1) and a higher WTP (H2)
compared to a brand with low awareness.
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There are various ways in which companies can contribute to a cause as part
of a CRM campaign. The two most prevalent forms of donations employed in
CRM campaigns are monetary and proportional donations. Monetary donations
are typically made in the form of a specified amount derived from product sales,
expressed in any currency. In contrast, proportional donations are made in the
form of a designated portion derived from sales, expressed as a percentage. The
two distinct categories of donations can elicit disparate outcomes contingent on
the specific circumstances. Nevertheless, further clarification is required regarding
the relative efficacy of these two donation methods in different scenarios. There
is a lack of conclusive research examining the effect of donation framing in CRM
studies (Chang, 2008). Additionally, there is a gap in the literature regarding
empirical studies that examine the interactive effects of donation framing and
brand awareness on CRM campaign success.

Expressing the CRM campaign donation in a proportional format may prove more
problematic and ambiguous than the monetary format. This is because a percentage
of the sale price requires the consumer to perform a mathematical calculation to
ascertain the actual donation value, thereby increasing the complexity of the task
and the level of comprehension (Chang, 2008). CRM campaigns in the form of
monetary donations per unit are more easily comprehended than those expressed
as a percentage of the sale price. Furthermore, it has been demonstrated that
when the amount donated per purchase in a CRM campaign is precisely stated,
consumers perceive this as a more transparent form of communication, leading to
an increased intention to participate in the campaign (Miiller, Fries, and Gedenk,
2014; Eastman et al., 2019). Based on these discussions, we propose that the
purchase intention (H3) and WTP (H4) for a product in a CRM campaign where
the donation amount is expressed as an exact monetary amount will be higher,
compared to a campaign where the donation amount is expressed as a proportion
of sales price.

For a brand with high awareness, a strong attitude towards the brand is typically
anticipated. Nevertheless, the question of whether the impact of brand awareness
on the success of the CRM campaign is directly attributable to brand awareness
(or a strong attitude towards the brand) remains unresolved. Consumers' strong
attitudes toward a well-known brand (resulting from familiarity with the brand)
are likely to play a moderating role in the relationships between different
elements in campaign design and success. In this context, an examination of
the moderating effect of attitude towards the brand on the relationships between
brand awareness and purchase intention (H5) and willingness to pay (H6) may
contribute to the existing literature on the subject. The extant literature does not
address the question of whether the observed superiority of monetary donations
over proportional donations in the context of CRM campaigns is attributable to
the existing brand attitudes. Here, we propose that the attitude towards the brand
may exert a moderating influence on the relationships between donation framing
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and purchase intention (H7) and WTP (HS).
Method

This study aims to determine how brand awareness and donation framing in CRM
campaigns affect consumers' purchase intentions and WTP. In particular, the
following questions were addressed: (a) Does how the amount given to charity per
sale is presented (in direct monetary amount or as a percentage of the sale price)
affect consumer attitudes and intentions? (b) Will the donation framing described
above interact with brand awareness? (c)Does existing attitudes towards the brand
have a moderating role in the interaction between these variables?

We tested the study hypotheses using a survey-based 2x2 between-subjects
experiment. Vignettes were used to manipulate brand awareness (high vs. low) and
donation framing (monetary vs. proportional). The study population has consisted
of young consumers. Research data was collected from a convenient sample of
450 university students, via the administration of four versions of a questionnaire.
The study employed multi-item scales to assess purchase intentions, WTP, and
attitudes toward the brand.

Findings

Before hypothesis testing, the unidimensionality and reliability of the scales
employed to measure the dependent variables were validated. Subsequently,
manipulation checks were performed.

The results of the t-tests indicated that the average purchase intention of the
brand with high awareness was higher than that of the brand with low awareness
(H1 supported). Subsequent t-tests revealed that consumers' WTP did not differ
according to brand awareness (H2 not supported). Furthermore, it was demonstrated
that purchase intention and WTP did not differ according to donation framing (H3
and H4 not supported). The results of the ANCOVA analysis indicated that attitude
towards the brand exerts a moderating influence on the relationship between
brand awareness and purchase intention and WTP in CRM campaigns (H5 and
H6 supported). In contrast, no moderating effect of attitude towards the brand on
the relationship between donation framing and consumers' purchase intention and
WTP could be identified (H7 and H8 not supported).

Conclusion

In this experimental study conducted on young consumers, it was found that
consumers would be more likely to purchase if the brand running the CRM
campaign had a high level of awareness. This finding is in line with the previous
studies in the literature (Lafferty, 2009). However, when the attitude towards the
brand is included in the model as a moderator variable and its effect is held constant,
the result is reversed, with a significant increase in purchase intention towards the
brand with a low awareness compared to the brand with a high awareness. In light
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of these findings, it can be posited that a favorable consumer perception of the
company (or brand) running the CRM campaign will confer a notable competitive
advantage. It would be advantageous for a company with low brand awareness
or a new market entrant to focus on strengthening consumer attitudes toward its
brand before launching a CRM campaign.

aThe findings of the research indicate that brand awareness does not exert a
significant influence on the CRM-WTP relationship. This finding is analogous
to the results of previous studies (Pinto & Mekoth, 2013). Consumers’ WTP
for the brand is not influenced by the level of brand awareness. However, when
the attitude towards the brand is included in the model as a moderator variable
and its effect is kept constant, our findings indicate a significant effect of brand
awareness on WTP. In this case, WTP for a brand with low awareness is greater
than for a brand with high awareness. Thus, we conclude that companies wishing
to implement a CRM campaign must first cultivate a positive brand attitude to
engender a WTP for their products. The research findings indicate that donation
framing does not affect either purchase intention or WTP. We concluded that how
companies promote their donations, whether in monetary or proportional amounts,
poses no significant effect on the success of CRM campaigns.

Appendix 1: Vignette Used to Manipulate Independent Variables

As (Algida/Alpedo), we will donate (25 TL / 25% of the sales price) for every 100
TL worth of (Algida/Alpedo) brand ice cream purchased to the Turkish Education
Foundation (TEV). These funds will be used to support the education of children
in need. By contributing to the education of our children in partnership with
(Algida/Alpedo), we can collectively shape a brighter future.
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SOSYAL MEDYA PAZARLAMA CABALARI VE
SATIN ALMA NiYETi:
MARKA DEGERi BOYUTLARI KAPSAMINDA ARACI VE
DOGRUDAN ETKIiLERIN iINCELENMESI

oz

Caligmanin amaci Oncelikle tek bir kavramsal model lizerinde sosyal medya pazarlama
¢abalarinin (SMPC) marka degeri boyutlari izerine ve marka degeri boyutlarinin satin alma
niyeti tizerine olan etkisini incelemektir. Bununla birlikte bir diger amag ise SMPC’nin
satin alma niyetine olan etkisi baglaminda marka degeri boyutlarinin araci etkilerini
aragtirmaktir. Aragtirmada veri seti olarak 907 Turk iiniversite 6grencisi analiz edilmistir.
Bulgular SMPC ve satin alma niyeti baglaminda marka degeri boyutlarinin dogrudan ve
araci etkilerini ortaya ¢ikarmistir. Marka degeri boyutlarinin etkileri degerlendirildiginde,
marka sadakati ve algilanan kalitenin marka farkindaligi/cagrisimlarina gore daha yiiksek
etkilerinin oldugu gozlemlenmistir. Calisma, anlamli dogrudan ve araci etkiler ile SMPC
ve satin alma niyeti baglaminda marka degeri boyutlarinin énemini gostermistir. Buna
ek olarak arastirmanin bulgulart SMPC’nin verimli bir sekilde kullanilarak marka degeri
olusturulmasinda ve sonrasinda tiiketicilerin gelecek satin almalarina doniisen bu siirecte
pazarlama yoneticilerine de yol gostermektedir.

Anahtar Kelimeler: Sosyal medya pazarlamasi, marka degeri boyutlari, satin alma niyeti,
yapisal esitlik modeli, aracilik analizi
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1. Introduction

At the beginning of the 2 1st century, the world has witnessed drastic technological
advancements that have affected people’s lifestyles. One of the most influential
concepts is social media. As of January 2024, there are 5.04 billion social media
users in the world (Statista, 2024). In addition to these powerful statistics, the
intensity of the usage is also massive. Social media is now part of consumers’ lives
(Mathur, 2018). Consumers use social media anytime, anywhere, as long as they
have the necessary infrastructure. As consumers have become highly involved
in this type of “media,” it is important for companies to consider the concept of
social media. In fact, social media is highly crucial for many businesses (Kaplan
& Haenlein, 2010). Social media have been used in the majority of companies’
communication strategies (Beukeboom et al., 2015) and marketing strategies. In
addition, it has also become an important concept in the research field (Kumar et
al., 2013). Recent articles studied social media topics in highly respected journals
(e.g., Bil et al., 2022; Baycur & Karaca, 2022; Tiirk, 2022). Furthermore, social
media marketing has been gaining importance in the literature for the last decade
(Yadav & Rahman, 2018). In summary, social media is a concept that is highly
connected with marketing, considering both academia and marketing practitioners.

Social media marketing has been taken into consideration by businesses (Yadav
& Rahman, 2017). In particular, companies have been incorporating social media
marketing activities (SMMA) in their marketing strategies. Social media has
considerable effects on consumers and brands (Campbell et al., 2014; Beukeboom
etal., 2015). In the literature, there are studies that investigated the effect of SMMA
on the creation of brand equity (e.g., Godey et al., 2016) that approached brand
equity as a holistic concept. Moreover, there are also papers that analyzed the
effect of SMMA on brand equity dimensions such as brand awareness/associations
(e.g., Schivinski & Dabrowski, 2015; Morra et al., 2018), brand loyalty (e.g.,
Balakrishnan et al., 2014) and perceived quality (e.g. Schivinski & Dabrowski,
2015; Morra et al., 2018; Shanahan et al., 2019; Zubair et al., 2022). However,
the results of the above-mentioned studies are contradictory. On the other hand,
there are also articles investigating the effect of brand equity dimensions on the
purchase intentions of customers (e.g., Chakraborty and Bhat, 2018; Martins
et al., 2019). To our knowledge, none of the studies considered the effect of
SMMA on brand equity dimensions and brand equity dimensions on purchase
intentions in one single conceptual framework. In that respect, there is a gap in
the literature. The first aim of the paper is to investigate the impact of SMMA on
brand equity dimensions and brand equity dimensions on purchase intentions in
one single conceptual framework. By analyzing these effects in a single model in
the same context, there will be much more coherent insights by eliminating the
differences between the chosen industry and the sample that are done separately in
multiple studies. The findings of the related direct effect analyses have important
contributions to the literature and marketing practitioners.
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Furthermore, there are few studies in the literature testing the mediating effect of
brand equity regarding the impact of SMMA on purchase intentions (e.g., Godey
et al., 2016). However, the mediating effects of brand equity dimensions in the
context of SMMA and purchase intentions have not been studied in the literature.
Moslehpour et al. (2022) tested the mediating effect of the brand image regarding
the effect of social media marketing activities on purchase intentions. Raji et al.
(2019) tested the mediating effect of brand image on the relationships between
social media advertising content, sales promotion content, and behavioral intention.
In another recent study, Chakraborty (2019) investigated brand equity dimensions
as a mediator between online reviews and purchase intentions. It can be seen that
research on brand equity dimensions as mediators is a relevant and important
topic; however, it has not been studied with the common brand equity dimensions
in the context of SMMA and purchase intentions. Consequently, there is another
gap in the literature. The second aim of the study is to investigate the mediating
effects of brand equity dimensions between SMMA and purchase intentions. It is
important to know whether SMMA only affects purchase intentions directly or
also through brand equity dimensions. Moreover, the strength of the mediating
effects is also important, as it shows the more important brand equity dimension(s)
to focus on. The results of the mediation analyses provide additional insights into
the literature with significant managerial implications. Considering the two main
aims of the study, the study will provide the important dimension(s) of brand
equity to focus on when designing SMMA, which will lead to higher purchase
intentions of customers. This shows the importance of the study for both academic
and managerial contributions, which are discussed in the discussion section.

The rest of the paper is organized as follows. The second section provides a
literature review, conceptual framework, and development of hypotheses. The
third section is the methodology section, which contains information regarding
procedure, sample, and measurement procedures. The fourth section presents the
results of the direct and mediation effect analyses. The last section of the paper
consists of a summary and discussion of the results and managerial implications,
concluding with limitations and future research recommendations.

2. Conceptual Framework and Hypotheses Development
2.1. Social Media Marketing Activities

SMMA can be defined broadly as diverse marketing activities that is communicated
through social media platforms. Businesses need to consider SMMA in their
branding strategies since it is as important as traditional marketing activities
(Godey et al., 2016). Additionally, SMMA contributes to the promotion of the
brand (Kim & Ko, 2012) and allows engagement with consumers (Mishra,
2019). In the marketing literature, Kim and Ko’s (2012) conceptualization of
SMMA has been commonly used. Their conceptualization of SMMA consists
of five dimensions: entertainment, interaction, trendiness, customization, and
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word of mouth. It is important to note that as in Kim and Ko’s (2012) study,
this paper approaches SMMA on the consumer level, which means that SMMA
reflects consumers’ perceptions of a brand’s SMMA. Furthermore, to conduct
a comprehensive literature review, papers including topics such as firm-created
social media communication, consumer brand engagement, etc., which are not
conceptualized as SMMA but can be indirectly considered as SMMA, were also
included in the study as SMMA. Nevertheless, in this paper, SMMA consists of
five dimensions drawn from Kim and Ko’s (2012) study.

The first dimension is entertainment. It is about consumers’ perceptions of
SMMA as fun and interesting. Fun content also increases the use of social media.
The second dimension is interaction. Social media is a two-way construct. Any
interaction, such as knowledge sharing, post sharing, etc., is about the interaction
dimension. Trendiness measures whether the brand’s SMMA is trendy and
contains the newest information. Customization refers to the extent to which the
SMMA offers customized services and information searches. The last dimension
is word of mouth, which is the degree to which consumers share information
and experiences about the brand with one another. Additionally, uploading
brand’s social media contents to personal blogs is another example for word of
mouth dimension (Muntinga et al., 2011; Kim & Ko, 2012; Godey et al., 2016;
Algharabat, 2017; Seo & Park, 2018; Torres et al., 2018; Yadav & Rahman, 2018).

2.2. Brand Equity Dimensions

In the literature, researchers approach to brand equity concept from a financial-
based perspective (e.g., Simon & Sullivan, 1993) and a customer-based perspective
(e.g., Aaker, 1991; Keller, 1993). Marketing researchers’ consideration of the
brand equity concept is mainly customer-based. Furthermore, marketers also
imply customers’ perceptions rather than the financial value of the brand when
using brand equity terms (Wood, 2000). Financial-based brand equity involves
the financial value of the firm, while customer-based brand equity focuses on the
brand’s value to the customer (Kim et al., 2003). This paper considers the brand
equity concept from a customer-based perspective. Throughout the paper, brand
equity term implies customer-based brand equity (CBBE).

Brand equity can be defined as “the added value with which a given brand endows
a product” (Farquhar, 1989, p. 24). The added value is the key element regarding
brand equity. Keller (1993, p. 2) defines brand equity as “the differential effect of
brand knowledge on consumer response to the marketing of the brand”. Aaker’s
(1991, p. 15) definition of brand equity has been widely used in the literature,
which is:

“A set of brand assets and liabilities linked to a brand, its name, and symbol, that
add to or subtract from the value provided by a product or service to a firm and/or
to that firm’s customers.”
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There are also different approaches regarding customer-based brand equity.
Keller’s (1993) conceptualization draws on the brand knowledge framework,
which includes brand awareness and brand image as the two dimensions of
brand equity. On the other hand, Aaker (1991) considers brand equity as a five-
dimensional construct consisting of brand awareness, brand associations, brand
loyalty, perceived quality, and other proprietary brand assets. Usually, the last
dimension is not included in the studies (e.g., Yoo et al., 2000; Yoo & Donthu,
2001; 2002; Washburn & Plank, 2002; Atilgan et al., 2005; Pappu et al., 2005;
Buil et al., 2008; Chen & Chang, 2008). Moreover, it is common to consider
brand awareness and brand association dimensions as one single dimension (e.g.,
Schivinski & Dabrowski, 2015; Morra et al., 2018). For the purposes of this study,
brand awareness/associations (BAA), brand loyalty (BL), and perceived quality
(PQ) are the three dimensions of the brand equity construct.

Brand awareness is related to a potential customer’s ability to recall or recognize
a brand with a specific product category (Aaker, 1991). So, the two important
components of brand awareness are recall and recognition. Brand awareness is
defined as “the strength of a brand’s presence in the consumer’s mind” (Aaker,
1996a, p.10). As the brand’s presence in the consumers’ minds increases, brand
awareness creates potential values. For instance, brand awareness constitutes trust
and high quality for consumers (Kapferer, 2008). Attitudes and perceptions are also
affected by brand awareness (Aaker, 1996b). Without being aware of the brand,
it is impossible to form any kind of attitude or behavioral intention towards the
brand. Brand associations are “the other informational nodes linked to the brand
node in memory and contain the meaning of the brand for consumers” (Keller,
1993, p. 3). In other words, brand associations are anything that can be linked
or connected in memory to a brand (Aaker, 1991). Positive brand associations
create crucial advantages for the brand. For instance, it protects the brand from
competitive actions (Narteh, 2018).

Brand loyalty is another important dimension of brand equity. Brand loyalty is
about the attachment of the consumer to the brand, and a highly loyal customer
base may form the center of brand equity (Aaker, 1991). Brand loyalty is the top
component of the brand resonance pyramid (Keller, 2013), and customers with
true resonance have high interaction with the brand and share their experiences
with other consumers (Atilgan et al., 2005). High-brand loyal customers also have
low brand switching behavior. As products offer functional benefits, consumers
may become more loyal (Poushneh & Vasquez-Parraga, 2019). The last dimension
of brand equity is perceived quality. Perceived quality is related to the subjective
judgments of consumers reflecting quality perceptions of a brand (Yoo & Donthu,
2001). It is consumers’ evaluations of a product’s excellence or superiority
(Zeithaml, 1988). As the perceived quality of the brand increases, consumers tend
to be more comfortable paying price premiums. Moreover, it helps to differentiate
the brand from its competitors (Jalilvand et al., 2011).
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2.3. Purchase Intentions

Purchase intentions can be considered as one of the initial stages of purchasing
action. Customer satisfaction may affect purchase intentions (Summerlin & Powell,
2022), and as the purchase intentions of consumers increase, the probability of
actual purchasing also rises (Martins et al., 2019). Purchase intentions can be
defined as the possibility of a consumer’s willingness to buy a product or service
in the future (Wu et al., 2011). Kim and Ko (2012) mention that purchase intention
is related to the probability of buying a product and the consumer’s interest in a
product. It is about buying or switching to another brand (Keller, 2013). Purchase
intentions are also related to consumer’s behavioral influence regarding the
brand’s SMMA (Mishra, 2019). In that respect, it is an important concept in the
context of SMMA and brand equity.

There are five variables in the study as dependent, independent, and mediator
variables, which are SMMA, brand awareness/associations, brand loyalty,
perceived quality, and purchase intentions. The conceptual framework of the
study, including all variables, can be seen in Figure 1.
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Figure 1. Conceptual Framework
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2.4. The Effect of Social Media Marketing Activities on Brand Equity
Dimensions

Developed by F. Bartlett, schema theory has recently been used by articles (e.g.,
Yadav & Rahman, 2018) as an explanatory theory regarding the effect of SMMA
on brand equity. Consequently, schema theory can also be used as a supportive
theoretical ground for the effect of SMMA on brand equity dimensions. When
there is a high activation level, and the necessary triggering conditions exist, a
schema predicts action (Eysenck & Keane, 2005). In other words, schema theory
explains the effect of previously learned information on the understanding process.
In that regard, the brand’s SMMA forms prior information regarding the brand,
and in a pattern, it positively affects the perception of brand equity dimensions,
which are brand awareness/associations, brand loyalty, and perceived quality.

In the literature, it was found that SMMA positively affects brand awareness
(Bruhn et al., 2012; Hutter et al., 2013; Godey et al., 2016; Seo & Park, 2018;
Stojanovic et al., 2018). SMMA also has a positive effect on the brand image
(Godey et al., 2016). Drawing on Keller’s (1993) view of brand image, it can
be concluded that SMMA positively affects brand associations. Consumers using
social media are exposed to the brand’s SMMA, which creates awareness and
positive associations for the brand. Additionally, articles approaching brand
awareness and brand associations as a single dimension also observed the positive
effect of SMMA on brand awareness/associations (Schivinski & Dabrowski,
2015; Morra et al., 2018). As a result, the first hypothesis of the study is:

H: Social media marketing activities positively affect brand awareness/
associations.

Brands' social media activities also have an important effect on brand loyalty. For
instance, a fan page of a brand on social media creates intimacy with consumers,
which can result in brand loyalty. Moreover, as communication and interaction
are instant in social media, SMMA may affect brand loyalty as a result of fast
and reliable interactions through social media. The positive effect of SMMA on
brand loyalty has been mainly found in the literature (Balakrishnan et al., 2014;
Godey et al., 2016; Ismail, 2017; Ibrahim & Aljarah, 2018; Shanahan et al., 2019).
However, Schivinski and Dabrowski (2015) and Morra et al. (2018) hypothesized
a positive effect but could not find support. Therefore, it is important to test the
related effect, as it has not been found in recent relevant studies. Considering
the majority of the literature findings, the second hypothesis of the study can be
formulated as:

H : Social media marketing activities positively affect brand loyalty.

Lastly, it is expected that SMMA will positively affect the perceived quality of the
brand. Perceived quality is a concept that is based on the subjective perceptions
of consumers. As a result, marketing activities through social media may create
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positive quality perceptions, as consumers are highly involved with social media.
Shanahan et al. (2019) found the positive effect of SMMA on perceived quality.
On the other hand, Schivinski and Dabrowski (2015) and Morra et al. (2018)
hypothesized the positive effect of SMMA on perceived quality but failed to
support the hypothesis. The effect of SMMA on perceived quality has conflicting
results in the literature. Nevertheless, based on the positive assumptions regarding
the positive effect of SMMA on perceived quality, the third hypothesis of the
paper is:

H : Social media marketing activities positively affect perceived quality.
2.5. The Effects of Brand Equity Dimensions on Purchase Intentions

The perceptions and feelings of consumers regarding brand equity dimensions
may have an effect on their purchase intentions of the related brand. This causal
effect can be based on information processing theory. Consumers make choices
among different brands, and only a piece of information is required to select one
of the two similar alternatives (Miller, 1956). Information processing theory is
explanatory for consumer behavior regarding cognitive processes (Tybout et
al., 1981). In the first step, a consumer perceives information from outside and
then transfers it to memory. If there is a need, the consumer recalls the necessary
information and turns it to consumer behavior. In the literature, related studies
on brand equity (e.g., Leong, 1993) and purchase intention (e.g., Kang & Park,
2018) also make use of information processing theory. As the purchase intentions
concept is part of consumer behavior, it can be said that information related to
brand equity dimensions has a positive effect on purchase intentions. The positive
aspects regarding brand awareness/associations, brand loyalty, and perceived
quality create information about the brand, and when needed, this information
positively affects the purchase intentions of consumers.

Consumers need to be aware of the brand to consider the brand in the purchasing
process. Brand awareness plays an important role in the consumer’s decision
process (Keller, 1993). As the brand awareness of a particular brand increases,
the recall and recognition of the brand also increases, which in turn affects the
probability of purchasing that brand. Brand associations are also crucial for
purchase intentions as they are the base of purchase decisions (Aaker, 1991).
Purchase intentions are part of the consumer’s purchase-related decision process,
and it can be said brand awareness/associations have a positive impact on the
purchase intentions of consumers. There are studies that reported a positive effect
on purchase intentions regarding the impact of brand awareness (Jalilvand et al.,
2011; Wang & Li, 2012; Lin et al., 2014; Chakraborty & Bhat, 2018; Martins
et al., 2019), brand associations (O’Cass & Lim, 2001; Jalilvand et al., 2011;
Wang & Li, 2012) and brand awareness/associations (Aydin & Ulengin, 2015).
Accordingly, the fourth hypothesis of the study is:
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H ;: Brand awareness/associations positively affect purchase intentions.

Brand loyalty is another factor influencing the purchase intentions of consumers.
It is the most influential element of purchasing behavior (Tellis, 1988). As a part of
purchasing behavior, it is also crucial in the context of purchase intentions. High
brand loyalty decreases the switching behavior and price sensitivity of consumers,
indicating a positive influence on purchase intentions. In the literature, there are
also studies that found the positive impact of brand loyalty on purchase intentions
(Jalilvand et al., 2011; Wang & Li, 2012; Aydin & Ulengin, 2015; Liu et al., 2017;
Osei-Frimpong et al., 2019). As a result, the fifth hypothesis is:

H: Brand loyalty positively affects purchase intentions.

Perceived quality creates a reason for consumers to buy the brand, and it is related
to purchasing decisions (Aaker, 1991). Perceived quality is based on consumers’
subjective perceptions rather than objective measures. For instance, a superiorly
positioned brand is more desirable compared to other brands with similar product/
service properties. As a result, it is expected that the perceived quality of the brand
has a positive impact on purchase intentions. The positive influence of perceived
quality on purchase intentions was also reported in the literature (Jalilvand et al.,
2011; Wang & Li, 2012; Aydin & Ulengin, 2015; Liu et al., 2017; Chakraborty
& Bhat, 2018; Tong & Su, 2018; Osei-Frimpong et al., 2019). The related sixth
hypothesis can be formulated as:

H : Perceived quality positively affects purchase intentions.
2.6. Mediating Effects of Brand Equity Dimensions

Perceived SMMA may have a positive effect on purchase intentions through brand
equity (Kim & Ko, 2012). Moreover, Godey et al. (2016) found the mediating effect
of brand equity between SMMA and consumer response, where brand preference
is one of the dimensions of consumer response, which is highly related to purchase
intentions. Accordingly, it can be articulated that brand equity dimensions have
a mediating effect regarding the effect of SMMA on purchase intentions. Scant
information is available in the literature considering the mediating effect of brand
equity dimensions. In a recent study, Chakraborty (2019) explored the mediating
effects of brand equity dimensions (i.e., brand awareness, perceived value, brand
personality, organizational associations, and perceived quality) between source
credible online reviews and purchase intention. In another study, Raji et al. (2019)
investigated the mediating effect of brand image (which is one of the dimensions of
brand equity) on the relationships between sales promotion content, social media
advertising content, and behavioral intention. These contextually similar articles
also indicate that brand equity dimensions may have a mediating effect between
SMMA and purchase intentions. Lastly, Moslehpour et al. (2022) found the partial
mediating effect of brand image (which is part of brand equity and especially
related to brand associations) regarding the effect of social media marketing
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activities on purchase intentions. Consequently, the last three hypotheses of the
study are:

H_: Brand awareness/associations mediate the effect of social media marketing
activities on purchase intentions.

H: Brand loyalty mediates the effect of social media marketing activities on
purchase intentions.

H: Perceived quality mediates the effect of social media marketing activities on
purchase intentions.

3. Methodology
3.1. Procedure and Sample

The study contains five variables that are SMMA, brand awareness/associations,
brand loyalty, perceived quality and purchase intentions. Brand awareness/
associations, brand loyalty, and perceived quality are also mediators for the
purposes of the study. All variables are latent variables consisting of several items.
Items were measured using a 7-point Likert ranging from “strongly disagree —
(1)” to “strongly agree — (7)”. All of the items were adopted from scales that
were developed and/or tested by other articles (Yoo & Donthu, 2001; Washburn
& Plank, 2002; Chen & Chang, 2008; Kim & Ko, 2012), which can be seen
in the Appendix - Table Al. To construct face/content validity, all items were
translated into Turkish, and translations, and the questionnaire was checked by
six researchers.

For the purposes of this study, the technology industry was chosen. Regarding
social media marketing-related articles, the luxury brands industry (e.g., Kim &
Ko, 2012; Godey et al., 2016), the airline industry (e.g., Seo & Park, 2018), the
automotive industry (e.g. Hutter et al., 2013), e-commerce industry (e.g. Yadav and
Rahman, 2017; 2018) were some of the recently studied industries. However, the
technology industry has not been studied extensively. In addition to this, without
the technology industry, it is not possible to access social media, and in that sense,
customers have important perceptions regarding the brands in that field. Moreover,
according to Interbrand’s Best Global Brands 2023 list (Interbrand, 2024), the top
5 brands are related to the technology industry, which makes this industry suitable
and relevant for a brand-related study. These are the reasons for choosing brands
from the technology industry. As major and head-to-head competitor brands in the
technology industry, Samsung and Apple were selected for this paper.

There were different criteria for respondents to be eligible for the study. They
need to use social media and have prior information and perceptions regarding the
brand that they selected. Additionally, they should have perceived (as in the study
of Bruhn et al., 2012) any SMMA of the brand they chose. At the beginning of
the survey, participants needed to select one brand (Samsung or Apple) and then
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continue the survey relating items to that particular brand (e.g., I am aware of
brand X, where X represents either Apple or Samsung). Respondents who failed
to satisfy any of these criteria were not included in the study.

Prior to the main study, a pilot study was conducted with a representative of 45
respondents. Firstly, they were asked to select only one brand from 16 international
technology brands that they perceived on social media. After that, they continued
to the survey with that particular brand in mind. Thirty-eight respondents chose
either Samsung or Apple, which provided sufficient information for choosing
Samsung and Apple for the main study. Moreover, all respondents filled out
the survey easily and meaningfully and there were not any negative feedbacks
regarding the context and structure of the questionnaire. Lastly, before conducting
the main study, official ethical approval was received for the questionnaire from
the ethics committee (Akdeniz University Social and Human Sciences Scientific
Research and Publication Ethics Committee; date - 17 May 2018; approval code
-71).

For the main study, a total of 907 data were analyzed. The data were collected face
to face and the sample consists of Turkish university students. In the social media
context, recent studies analyzed data where the majority of the respondents were
students (e.g., Morra et al., 2018; Mishra, 2019), even with a %100 student
sample (e.g., Jain et al., 2018; Gambo & Ozad, 2021). The context of the present
study is highly related to social media, and to reach a convenient sample, data
were collected from university students as in recent research. Regarding the
sample characteristics, the mean age of respondents was approximately 21. The
spread regarding the gender of the respondents was quite balanced, where 54.2
percent of the sample were female, and 45.8 percent were male. The
approximate total monthly household income of less than 450 USD represented
34.6 percent; 31 percent consisted of 450 USD to 900 USD; 22.8 percent of the
sample stated 900 USD to 1,800 USD; 11.6 percent declared to have more than
1,800 USD. The daily average frequency of social media usage was 3 hours and
12 minutes. Instagram, Facebook and Twitter were the top three social media
platforms used by the respondents respectively. The characteristics of the sample
can be seen in Table 1.

Table 1. Characteristics of the Sample

Gender Percentage (%) A.T.M.H. Income Percentage (%)
Female 54.2 <450 USD 34.6

Male 45.8 450-900 USD 31

Total 100 900-1,800 USD 22.8

>1,800 USD 11.6
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Total 100
Mean age 21
Daily social media usage frequency 3 hours 12 minutes
Top three social media platforms Instagram, Facebook, Twitter (respectively)

3.2. Measurement Procedures

Although the items used in this study were adopted from previously developed
and tested scales; initially, exploratory factor analysis (EFA) was conducted using
SPSS software. As one of the most commonly used rotation methods (Tabachnick
& Fidell, 2007), VARIMAX rotation was chosen for EFA. The results of EFA
were promising. Brand awareness/associations formed one factor, while brand
loyalty and perceived quality were the remaining two factors of brand equity. One
factor represented purchase intentions. Lastly, SMMA consisted of two factors,
which is in line with previous research that also observed a smaller number of
factors (e.g., Kim and Ko, 2012). For each construct, Cronbach’s alpha scores
were greater than 0.7 establishing reliability (Nunnally, 1978). KMO scores were
acceptable as all were above 0.6 (Tabachnick & Fidell, 2007). Factor loadings
were higher than 0.5 without cross-loadings of the items, and the total variance
explained for each variable is greater than 60 percent as the appropriate cutoffs
(Hair et al., 2006). These results implied strong validity measures. For the rest of
the paper, the analyses were conducted based on EFA.

The remaining analyses were conducted using AMOS software. Confirmatory
factor analysis (CFA) was performed to establish convergent validity (CV) and
discriminant validity (DV) and to observe an acceptable model fit. In order to
assess CV, factor loadings, composite reliability (CR), and average variance
extracted (AVE) values were analyzed. To begin with, all factor loadings were
above 0.5, and from Table 2, it can be seen that CR and AVE values are acceptable
as CR values were greater than 0.7 and AVE values were above 0.5 (Hair et al.,
2006). As a result, a CV was achieved.

Table 2. CR, AVE, and MSV Values

CR AVE MSV
BL 0.89 0.73 0.71
BAA 0.92 0.67 0.31
PI 0.95 0.86 0.71
SMMA 0.83 0.71 0.70

PQ 0.91 0.78 0.66
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Table 2 depicts that AVE values are greater than maximum shared variance (MSV)
values. Furthermore, the square root of the AVE of any construct is higher than
the related intercorrelations between constructs (Table 3). Consequently, DV was
established (Hair et al., 2006).

Table 3. Square Root of AVE Values and Correlations Between Constructs

BL BAA PI SMMA PQ
BL 0.85
BAA 0.38 0.82
PI 0.84 0.5 0.93
SMMA 0.74 0.45 0.83 0.84
PQ 0.78 0.56 0.81 0.74 0.88

Notes: Italic (diagonal) figures represent the square root of AVE values. Other values are cor-
relations between constructs.

Prior to hypotheses testing, it is important to check model fit measures. The
model yielded an acceptable fit. CMIN/df value was 3.52; comparative fit index
value (CFI) was 0.97; goodness-of-fit index (GFI) value was 0.93, and adjusted
goodness-of-fit index (AGFI) value was 0.91, which are all greater than the
acceptable cutoff values. In addition, the root mean square error of approximation
(RMSEA) value was 0.053 which provided an acceptable value (Hair et al., 2006).

Hypotheses were tested through structural equation modeling using AMOS
by averaging all latent variables’ items. Regarding mediation analysis, the
bootstrapping method was performed as in recent research (e.g., Nayeem et al.,
2019).

4. Results and Implications

The results of standardized regression beta coefficients and R’ values regarding
the structural model can be seen in Figure 2.
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Figure 2. Standardized Regression Beta Coefficients and R’ Values on Conceptual
Framework

Firstly, the results of the direct effect hypotheses will be elaborated. Direct effect
hypotheses consist of the effect of SMMA on brand equity dimensions (H1, H2,
H3) and the impact of brand equity dimensions on purchase intentions (H4, H5,
H6). The findings indicated that SMMA positively affects brand awareness/
associations, supporting HI (f = 0.40; p < 0.001). SMMA explained that 16
percent of the variance was related to brand awareness/associations. Regarding
the second hypothesis of the study, the positive effect of SMMA on brand loyalty
was observed (f = 0.60; p < 0.001). As a result, H2 is supported. 35 percent of
the variance in brand loyalty was explained by SMMA. Additionally, explaining
39 percent of the variance in perceived quality, the results showed that SMMA
has a positive impact on perceived quality that supports H3 (f = 0.62; p <
0.001). Considering the positive effect of SMMA on brand equity dimensions,
the weakest effect was observed on brand awareness/associations. For the rest of
the direct effect hypotheses, the positive effect of brand awareness/associations,
brand loyalty, and perceived quality on purchase intentions were observed, which
supports H4 (f = 0.12; p < 0.001), H5 (f = 0.49; p < 0.001) and H6 (ff = 0.44;
p < 0.001) respectively. 66 percent of the variance in purchase intentions was
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explained by brand equity dimensions. Brand awareness/associations had the
weakest effect on the purchase intentions of customers.

There are three mediating effect hypotheses in the study. These are related to
the mediating effects of brand equity dimensions regarding the effect of SMMA
on purchase intentions. The results showed that brand awareness/associations
mediated the impact of SMMA on purchase intentions (# = 0.05; p < 0.001).
Therefore, H7 is supported. However, the impact was weak. Furthermore, brand
loyalty and perceived quality acted as mediators regarding the effect of SMMA on
purchase intentions, which supports H8 (f =0.29; p <0.001) and H9 (B=0.27;p <
0.001), respectively. The findings depicted that brand equity dimensions mediated
the effect of SMMA on purchase intentions. To conclude, all nine hypotheses
developed in this study are supported. The results of all hypotheses can be seen
in Table 4.

Table 4. Results of all Hypotheses

Hypotheses B Result
HI1. SMMA->BAA 0.40%** Supported
H2. SMMA->BL 0.60%** Supported
H3. SMMA->PQ 0.62%** Supported
H4. BAA>PI 0.12%** Supported
HS5. BL>PI 0.49%** Supported
H6.PQ->PI 0.444%% Supported
H7. SMMA->BAA->PI 0.05%** Supported
H8. SMMA->BL->PI 0.29%%* Supported
H9. SMMA->PQ->PI 0.27%%* Supported
*** p<0.001

5. Discussion and Conclusion

The present study is one of the first attempts to investigate the effect of SMMA
on brand equity dimensions and the impact of brand equity dimensions on
purchase intentions in one single conceptual framework. Additionally, few articles
investigated the mediating effects of brand equity dimensions in the context of
social media (e.g., Chakraborty, 2019; Raji et al., 2019). In that respect, the second
aim of the paper is to investigate the mediating effects of brand equity dimensions
between SMMA and purchase intentions. The findings provide significant
contributions to the literature and marketing practitioners.

The results showed that SMMA positively affects all brand equity dimensions. In
line with previous studies (Schivinski & Dabrowski, 2015; Morra et al., 2018),
SMMA has a positive impact on brand awareness/associations. However, the
effect is weaker compared to the other brand equity dimensions. The reason
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for the weaker effect may be due to the well-known technology brands that are
chosen for the study. Since the brands already have high awareness, the effect of
the SMMA may not be very high. Theoretically, the impact of SMMA on brand
loyalty and perceived quality is more important. It was observed that SMMA
has a positive effect on brand loyalty and perceived quality. These findings are
also mostly consistent with previous research (Godey et al., 2016; Shanahan et
al., 2019). The strength of the effect on brand loyalty and perceived quality is
strong and similar. Some of the recent research in a similar context (Schivinski
& Dabrowski, 2015; Morra et al., 2018) could not find a positive effect on brand
loyalty and perceived quality. Consequently, the results of the present paper
make an important theoretical contribution by observing the majority of the past
research findings regarding the impact of SMMA on brand equity dimensions.
Regarding the context of the study, it is found that the content perceived by
customers through SMMA creates higher loyalty and better-quality perceptions
of the brand. Considering the impact of brand equity dimensions on purchase
intentions, it was found that brand awareness/associations, brand loyalty, and
perceived quality positively affect the purchase intentions of customers. These
results are also in line with previous research regarding the impact of brand
awareness/associations (e.g., Aydin & Ulengin, 2015), brand loyalty (e.g., Osei-
Frimpong et al., 2019), and perceived quality (e.g., Chakraborty & Bhat, 2018).
The impact of brand awareness/associations is weakest compared to brand loyalty
and perceived quality. Theoretically, the results of this paper suggest that brand
loyalty and perceived quality are more significant dimensions of brand equity in
the context of SMMA and purchase intentions of customers. This can be because
of the characteristics of the customers regarding the technology brands chosen
in the study. Customers act as advocates of the selected two brands, and in line
with this, loyalty and quality perceptions are more important dimensions of
purchase intentions. Nonetheless, the present paper contributed to the literature
by providing the positive effect of SMMA on brand equity dimensions and the
positive impact of brand equity dimensions on purchase intentions in one single
conceptual model.

One of the other main findings of the study is the mediating effects of brand equity
dimensions between SMMA and purchase intentions. The results showed that
brand awareness/associations, brand loyalty, and perceived quality mediate the
effect of SMMA on purchase intentions. In a similar context, Chakraborty (2019)
investigated the mediating effects of brand equity dimensions between credible
source online reviews and purchase intention. Although brand equity dimensions
are a little different in that study, the results showed the mediating effect of brand
awareness but not for perceived quality. In another contextually similar recent
study, Raji et al. (2019) reported the mediating effect of brand image regarding the
relationship between social media advertising content, social media sales promotion
content and behavioral intention. The results of the present study contribute to the
scant literature on the mediating roles of brand equity dimensions in the context of
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SMMA and purchase intentions. It was found that brand awareness/associations,
brand loyalty, and perceived quality have a mediating effect between SMMA and
purchase intentions. The mediating roles of brand loyalty and perceived quality
are more significant compared to brand awareness/associations. The reason for
the weaker mediating effect of brand awareness/associations may be, again, the
high recognition and recall of the brands chosen for the study. SMMA supports the
building of awareness/associations that affect the purchase intentions; however,
as there is already high brand awareness, SMMA could not have a considerable
effect on awareness/associations compared to loyalty and quality.

To conclude, drawing on schema theory and information processing theory,
the first aim of the study was to explore the impact of SMMA on brand equity
dimensions and the effect of brand equity dimensions on purchase intentions in
one single conceptual framework. The second aim of the study was to investigate
the mediating effects of brand equity dimensions between SMMA and purchase
intentions. The results of this study revealed the positive direct effects and
mediating effects regarding brand equity dimensions in the context of SMMA and
purchase intentions. It can be concluded that brand loyalty and perceived quality
dimensions of brand equity are more important compared to brand awareness/
associations in the context of SMMA and purchase intentions.

5.1. Managerial Implications

The results of the paper delineated the importance of brand equity dimensions.
Accordingly, marketing practitioners should carefully consider brand equity
concept. First of all, it was observed that SMMA positively affects brand equity
dimensions. Marketers should include social media related marketing activities
in the marketing plan especially as a brand building tool. For the integrated
marketing communication strategy, SMMA are indispensable. In order to create
recognition/recall for the brand and position the brand with important image
related associations, brands should consider SMMA by using various social media
platforms. Although SMMA are also effective for brand awareness/associations,
the results revealed that marketers should make use of SMMA especially for
increasing brand loyalty and perceived quality. In that sense, brands could use
endorsers such as celebrities and influencers in social media who are regarded as
credible and trusted in the related field that will increase the quality perceptions and
loyalty for the brand. Moreover, as the social media related marketing activities are
more entertaining, trendy and encourage interaction and word of mouth activities,
these increase brand awareness/associations, brand loyalty and perceived quality
of the brand. Brand equity concept is also important regarding purchase intentions
of customers. Marketers should put effort on brand building process to increase
brand equity. Especially, concentrating on social media content that are recent,
informative and triggering WoM behavior and engagement such as using hashtags
(#) and tags (@) will create higher brand equity. Consequently, higher brand
awareness/associations, brand loyalty and perceived quality result with purchase
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intentions of customers. Since purchase intentions indicates the probability of
actual purchasing (Martins et al., 2019), focusing on brand building is important
for marketing practitioners for higher sales and revenues. Particularly, marketers
should design marketing activities that increase brand loyalty and perceived quality
of the brand which have stronger impact on purchase intentions of customers. For
the brands that are already well-established regarding the awareness/associations,
it is much more important to invest on quality and loyalty increasing aspects
such as loyalty programs, building sense of community, brand merchandising,
WoM triggering content based on quality etc. that will eventually have higher
impact on sales through higher purchase intentions. Lastly, it was observed that
brand equity dimensions mediates the relationship between SMMA and purchase
intentions. Brand loyalty has the strongest mediating effect followed by perceived
quality with a similar effect. The brand loyalty of a brand’s customer base can
be considered as the core of brand equity (Aaker, 1991); as a result, marketing
practitioners should design SMMA especially for increasing brand loyalty and
perceived quality. For brand loyalty, the brands may design fan pages in different
countries as different accounts, and also have a global fan page. Moreover, using
endorsers related to the field that the customers are fan of will lead to higher
loyalty for the brand. Similarly, using credible celebrities and influencers will
increase quality perceptions. Last but not least, creating technical “how to” content
such as reels or podcasts in the specific social media platforms in the related field
will result in higher quality perceptions. These suggestions for increasing brand
loyalty and perceived quality are important for marketing managers in order to
efficiently convert social media related marketing investments into revenues.

5.2. Limitations and Future Research Recommendations

The present study considers brand equity from Aaker’s (1991) conceptualization
of brand equity. Future studies may apply other brand equity conceptualizations
in similar contexts. The sample consists of Turkish university students. Testing
the similar conceptual framework in other cultural and demographic contexts
provide additional insights. For the purposes of the study, technology industry
and two brands were selected. Future research may re-test the hypotheses in other
industries with different number of brands.
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Appendix — Table A1. Scales/Items and References of the Constructs
Construct Item References
Social media ENT1: “Using brand X’s social media is fun”. .

. . . . Kim & Ko
marketing ENT2: “Contents shown in brand X’s social media seem 2012)
activities interesting”.

INT1: “Brand X’s social media enables information sharing
with others”.
) ) INT2: “Conversation or opinion exchange with others is
Dimensions: possible through brand X’s social media”.

. INT3: “It is easy to deliver my opinion through brand X’s

Entertainment . .

social media”.
Interaction TREL: “Contents shown in brand X’s social media is the

newest information”.
Trendiness TRE2: “Using brand X’s social media is very trendy”.

CUSI: “Brand X’s social media offers customized information
Customization ~ search”.
Word of mouth CUS2: “Brand X’s social media provides customized service”.

WOMI1: “I would like to pass along information on brand,

product, or services from brand X’s social media to my

friends”.

WOM2: “I would like to upload contents from brand X’s

social media on my blog or micro blog”.

BAWI1: “I can recognize brand X among other competing Yoo & Donthu
Brand brands”. (2001)
awareness/ BAW2: “I am aware of brand X”.

BAW?3: “I know what brand X looks like”. Washburn &
associations BASI1: “Some characteristics of brand X come to my mind Plank (2002)
Brand loyalty quickly”™

BAS2: “I can quickly recall the symbol or logo of brand X”.
Perceived BAS3: “I can easily imagine brand X in my mind”.
quality BLOLI: “I consider myself to be loyal to brand X”".

BLO2: “Brand X would be my first choice”.

BLO3: “T will not buy other brands if brand X is available at

the store”.

PQ1: “The likely quality of brand X is extremely high”.

PQ2: “The likelihood that brand X would be functional is very

high”.

PQ3: “Brand X is of high quality”.

PI1: “I would like to buy brand X”. Yoo & Donthu

PI2: “I intend to purchase brand X”. (2001)
Purchase
intentions Chen and

PI3: “I am willing to purchase brand X in the future”. Chang (2008)
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THE IMPACT OF ATTITUDE TOWARDS TRAVEL
INFLUENCERS ON SOCIAL MEDIA ON CONSPICUOUS
CONSUMPTION AND FOMO!
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ABSTRACT

The aim of the paper is to examine the impact of attitudes towards travel influencers on social
media on conspicuous consumption and the fear of missing out (FOMO) and to present the
accumulated knowledge and recommendations expected to create a widespread impact on
tourism businesses. In this context, the population of the paper consists of individuals aged
18 and over living in Tiirkiye who use Instagram as a social media channel, and the sample
consists of a total of 388 people selected through the convenience sampling method.
According to the findings, influencer credibility, consumption interest, and personal image
representation have a positive effect on both personal and social FOMO. These findings
indicate that trust in influencers increases participants' fear of missing out on things both
personally and socially. Additionally, it is stated that individuals who tend to purchase
branded products for increased consumption and to stand out increase their concerns when
they are not active on social media.
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SEYAHAT FENOMENLERINE YONELIK TUTUMUN SOSYAL
MEDYADA GOSTERISCi TUKETIM VE FOMO UZERINDEKI ETKIiSi

0z

Caligmanin amaci, seyahat fenomenlerine yonelik tutumun sosyal medyada gosteriggi
tiiketim ve giinceli kagirma korkusu (FOMO) iizerindeki etkisinin incelenmesi ve turizm
igletmeleri temelinde konuyla ilgili yaygin etki olusturmasi beklenen bilgi birikimi ve
Onerilerin sunulmasidir. Bu kapsamda, ¢alismanin evrenini Tiirkiye’de yasayan 18 yas
ve lizeri sosyal medya kanali olarak Instagram kullanan bireyler, 6rneklemini ise kolayda
ornekleme yontemiyle secilmis toplam 388 kisi olusturmustur. Elde edilen bulgulara
gore, fenomen giivenirligi, tiiketim ilginligi ve kisisel imaj temsiliyeti kisisel ve sosyal
FOMO {izerinde pozitif bir etki olugturmaktadir. Bu bulgular, fenomenlere olan glivenin
hem kisisel hem de sosyal anlamda katilimcilarin bir seyleri kagirma duygularini daha
fazla artirdigini gostermektedir. Ayrica daha fazla tiiketim ve 6ne ¢ikmak amaciyla
marka iriinleri satin alma egiliminden olan bireylerin sosyal medyada aktif olmamalari
durumundaki endiselerini artirdig ifade etmektedir.

Keywords: Gosterisci tiikketim, FOMO, Sosyal medya, Fenomen, Turizm.
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1. Introduction

With the advancement of technology and the widespread use of the Internet, the
transition from traditional methods to modern methods in marketing activities
has been experienced in all sectors, including the tourism sector (Bulunmaz,
2016). This process, called digital marketing, is a social management process
where different tourists or tourist groups' needs and desires are met, products that
create value for others are offered and exchanged, and technological elements
are used as tools (Kotler et al., 2008; Lopez Garcia et al., 2019). In the realm of
the tourism sector, social media marketing stands out as a crucial and extensively
utilized digital channel (Tiago and Verissimo, 2014). Social media marketing is
defined as an active marketing approach that creates attractiveness for tourists
within dimensions such as entertainment, trends, personalization, interaction,
and word-of-mouth communication (Kim and Ko, 2012). It is known that social
media offers significant opportunities in terms of promotion, access, and reaching
a wider audience in the tourism sector with very low costs and even cost-free
in some cases (Darma and Noviana, 2020). Therefore, social media marketing
is considered a highly important digital marketing channel for the components
of the tourism sector that aim to follow modern approaches in line with global
developments and gain advantages in the global competitive environment.

The effects of social media on consumers' materialistic tendencies and their
intentions to showcase this consumption to others bring the focus to conspicuous
consumption behavior (Avci, 2023). Veblen (1899), who first introduced the
concept of conspicuous consumption within the framework of leisure approaches,
defines conspicuous consumption as the act of consuming or displaying one's
consumption or earnings in order to compete with others and gain a reputation
in society (Beall et al., 2021). In a broader sense, conspicuous consumption
is the tendency of individuals to showcase their social status, wealth, taste, or
image to reference groups by consuming products publicly (Chen et al., 2008).
Considering the rising amount of time that individuals worldwide spend in virtual
environments (Thoumrungroje, 2014), conspicuous consumption has started
exerting a notable influence on their daily lives. Therefore, it is observed that
social media and conspicuous consumption phenomena lead people to engage in
more consumption, especially towards tourist products.

The increasing time spent on virtual platforms serves various purposes, such
as connecting, searching for information, and buying or selling products.
Simultaneously, the widespread adoption of objects positioned on social media
and the act of social sharing by others drive increased consumption. This, in turn,
triggers the FOMO, shaping consumption habits and significantly impacting the
behavioral dimensions of consumption (Argan and Argan, 2020). FOMO is seen
mainly due to social media posts, particularly through influencers, offering more
options than could generally be followed, depending on personal limitations such
as economic status and lack of time (Przybylski et al., 2013). In the tourism sector,
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where unique experiences are limited and valued (Dursun et al., 2023), people
tend to consume more to showcase and share their experiences. This behavior is
driven by social media posts. Additionally, they fear missing out on current topics,
interactions, and experiences due to personal reasons and the pressure exerted
by social media. Conceptually, FOMO is defined as the fear of not being able to
access the pleasurable experiences one desires due to the perception that others
are having better experiences (Zhang et al., 2020). FOMO is known as a form of
internet addiction (Tomczyk and Selmanagic-Lizde, 2018) and is driven by the
fundamental elements that create a focus on imitation in individuals (Dinh and
Lee, 2022). Therefore, it can be said that FOMO emerges in individuals due to the
influence of social media and influencers who create a focus on imitation.

With 92% of people trusting influencers more than commercial or traditional
celebrities (Ooi et al., 2023), promotion and marketing activities with influencers
on social media become appealing for businesses aiming to reach larger audiences
and grow. As the tourism sector continues its activities in a globally competitive
environment due to globalization and technological advancements diversifying
communication channels and reducing distances between countries, it becomes
one of the sectors that most need travel influencers for promotional and marketing
purposes on social media. Destinations and tourism businesses, as components of
tourism, frequently resort to impressive marketing activities that allow them to
reach a larger audience, including travel influencers, and thus gain the opportunity
to reach more audiences in a shorter period (Xu and Pratt, 2018; Ooi et al.,
2023). Therefore, when considered as a whole, people are influenced by travel
influencers' captivating posts when making vacation-related purchase decisions.
They lean towards increased consumption and showcasing what they consume.
Furthermore, they also fear missing out on experiences due to the wide array of
options showcased by these influencers.

Considering the information provided above as a whole, it is observed that
attitudes towards influencers, conspicuous consumption, and FOMO variables
are generally addressed separately in the relevant literature associated with
social media. However, no research has been encountered that comprehensively
addresses the impact of attitudes towards influencers on conspicuous consumption
and FOMO 1n the context of social media. Therefore, this situation underscores
the starting point and significance of this research. Additionally, Instagram users
have been chosen as the sample group in the paper. The rationale behind this
choice includes the critical role of Instagram as a tool in tourism-related preference
processes and the influence of travel influencers on these preference processes on
Instagram (Kilipiri et al., 2023). Furthermore, considering that there are more than
one billion active users on Instagram worldwide, with over two billion weekly
ad impressions and approximately 4.2 billion planned events (Kaushik et al.,
2022), it is evident that Instagram is one of the most important platforms to be
considered in the tourism sector operating in the global market amidst increasing
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competition. Based on this information, the aim of the research is to determine the
impact of attitudes towards travel influencers on conspicuous consumption and
FOMO among Instagram users.

2. Literature Review

With the widespread use of technology and internet-based applications in recent
years, social media is perceived as an important marketing tool in the tourism sector
(Islam, 2021). Especially there has been a significant increase in the inclination
toward promotion and marketing activities conducted through influencers
who have a guiding influence and enhance attractiveness through their posts,
primarily based on destinations and tourism businesses. People inclined towards
more consumption and showcasing what they consume due to the influence of
influencers also harbor a fear of missing out or not being able to keep up with
the plethora of options presented on social media (Hays et al., 2013). Hence, the
undeniable impact of social media and its promotional activities on consumers
and businesses has spurred significant scholarly discourse, particularly within the
tourism sector, offering substantial guidance and insights.

2.1. Attitudes Towards Travel Influencers

While there are studies evaluating the impact of social media influencers on
consumer purchasing behavior in various sectors due to their importance, the
focus of this research has been on examining studies related to the tourism
sector (Chatzigeorgiou, 2017; Xu and Pratt, 2018; Cholprasertsuk et al., 2020;
Ooi et al., 2023; Zorlu and Candan, 2023). For instance, Santateresa-Bernat et
al. (2023), analyzing the impact of influencers on tourists' behavioral intentions
within the framework of information adoption, social identity, and parasocial
interaction models, showed that tourists' future attitudes were influenced by trust
and perception of useful messages from influencers. Chatzigeorgiou (2017) in
his study focusing on how the attractiveness of rural tourism businesses can be
enhanced through social media, emphasized that social media and influencers are
the most important tools for reaching the target audience, and found that Generation
Y, which constitutes the target audience of the study, shapes the selection and
decision-making process of rural tourism businesses.

Considering previous studies, Magno and Cassia (2018), investigating the influence
of influencers, considered opinion leaders, on the attitudes and decisions of their
followers, revealed that influencers affect intentions related to travel and are perceived
as independent guides in tourism. The most emphasized and expressed limitation
in this research is the necessity of determining whether influencers influence only
loyal followers or a wider audience. Besides, Xu and Pratt (2018), in their study,
recommended that tourism sector components benefit from influencers due to their
positive contributions to consumers' intentions to visit destinations. Additionally,
Zorlu and Candan (2023), in their research, where they found that participants'
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perception levels towards influencers differed across generations, revealed that
influencers also have a significant influence on destination preferences and that
this influence varies according to generations. Last but not least, Cholprasertsuk
et al. (2020) concluded in their study that influencers wield considerable influence
in shaping travel decisions. Their research analyzed diverse variables and revealed
that influencers are beneficial in aiding individuals in their quest for travel-related
information. However, the pivotal factors influencing preferences are the perceived
experience and reliability attributed to influencers. In the light of previous studies,
H, and sub-hypotheses were developed within the scope of the research:

H: Attitude towards travel influencers has a positive effect on conspicuous
consumption on social media.

H, : The attractiveness of travel influencers has a positive effect on
a
conspicuous consumption on social media.

H ,: The credibility of travel influencers has a positive effect on conspicuous
consumption on social media.

H, : The expertise of travel influencers has a positive effect on conspicuous
consumption on social media.

2.2. Conspicuous Consumption and Social Media

The meaning of conspicuous consumption evolves with the development of
societies and consumption values, and the fundamental components of conspicuous
consumption vary over periods (Chen et al., 2008). This evolutionary process has
been accelerated, especially with the increase in social media usage, attracting
the attention of researchers to the related processes (Chen et al., 2008; Wai and
Osman, 2019; Beall et al., 2021; Russell, 2022). Akel and Candan (2023), stating
that social media creates a digital consumption style, found that the trend towards
seeking more interaction on social media has become part of consumption culture,
shaping the current state of conspicuous consumption. Correia et al. (2016)
conducted research on individuals with varying statuses in their daily lives.
The researchers revealed that social media significantly influences perceptions
and experiences related to travel, often leading to conspicuous consumption.
Furthermore, their study revealed that individuals with higher status tend to
engage in more conspicuous consumption, using it as a means to differentiate
themselves from the mainstream.

Russell, in alignment with previous studies, has highlighted that social media
drives increased consumption among tourists. The research has shown that people
are more likely to engage in conspicuous consumption, driven by motivations
such as signaling wealth, standing out from peers, and diminishing others (2022).
Furthermore, Serour et al. (2022) evaluated conspicuous consumption within the
framework of a phenomenon based on social media and defined as e-word-of-
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mouth communication and found that social media usage increases interest in
e-word-of-mouth communication, and e-word-of-mouth communication addiction
increases conspicuous consumption. Their research focuses on conspicuous
consumption based on self-esteem. Additionally, Wai and Osman (2019) found
that positive self-esteem significantly moderates the relationship between social
media usage and conspicuous consumption, indicating that social media usage
significantly influences conspicuous consumption. In other words, it is observed
that individuals turn to social media usage and conspicuous consumption with the
aim of enhancing their self-value. These implications from the relevant literature
allowed the development of H, and its sub-hypotheses:

H ,: Attitude towards travel influencers has a positive effect on FOMO.
H, : The attractiveness of travel influencers has a positive effect on FOMO.
H,,: The credibility of travel influencers has a positive effect on FOMO.
H, : The expertise of travel influencers has a positive effect on FOMO.
2.3. FOMO and Social Media

Parallel to the intensity of social media usage, especially with the effect of
comparison and envy (Seker et al., 2022), not only conspicuous consumption
tendencies but also individuals' fear of missing out (FOMO) are emerging.
Therefore, besides the aforementioned studies in the relevant literature, it is
observed that research on FOMO, which is fundamentally shaped by social media,
is increasing day by day (Przybylski et al., 2013; Hetz et al., 2015; Tomczyk and
Selmanagic-Lizde, 2018; Argan and Argan, 2020; Lee et al., 2020; Zhang et al.,
2020; Dinh and Lee, 2022; Dursun et al., 2023; Uslu and Tosun, 2023). Przybylski
et al. (2013), who stated that FOMO is caused by the provision of more options
than can be followed on social media, found in their research that the level of
FOMO is higher among young people especially young men. They also found
that individuals with higher levels of FOMO tend to engage more in social media
interaction, indicating that the fear of missing out has a significant and strong
influence on intensive social media usage.

In a study conducted by Dinh and Lee (2022) on social media and FOMO, they
suggested that as social media usage increases, people perceive influencers as role
models and imitate them more, and FOMO plays a significant role in explaining
purchase behaviors observed through imitation of influencers. Besides, Dursun et
al. (2023), addressing event-based fear of missing out, revealed that the search for
excitement-based tourism activities leads to FOMO, in addition to conspicuous
consumption. Moreover, Uslu and Tosun (2023), evaluating museum visits based
on the desire for continuous learning, found that the desire for continuous learning
positively influences FOMO and increases the tendency to visit. Investigating the
impact of FOMO on conspicuous consumption and assimilation in the sample
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of Generation Z, Yilmazdogan et al. (2021) determined that FOMO affects
participants' holiday preferences in terms of conspicuous consumption and
assimilation, and participants demand tourist attractions that they believe will
provide them with prestige due to the influence of FOMO. In this context, the
following hypotheses have been developed:

H,: Conspicuous consumption on social media has a positive effect on FOMO.
H, : Consumption interest has a positive effect on FOMO.
H,,: Personal image representation has a positive effect on FOMO.
H, : Sharing satisfaction has a positive effect on FOMO.

3. Methodology

The population of the paper consists of individuals aged 18 and over living in
Tiirkiye who use Instagram as a social media channel. The sample of the paper
consists of 388 individuals selected through the convenience sampling method. The
data used in the paper was collected online between December 2023 and February
2024. Although there is no data regarding the population size, it is accepted as
sufficient to have a sample size of 384 to achieve the research objectives in all
studies (Karasar, 2003; Yazici, 2018), and considering the approach that reaching
5-10 times the quantitative value of the survey items is sufficient sample size
(LoBiondo-Wood and Haber, 2002; Shultz and Whitney, 2005), it has been
observed that an adequate number of samples were reached in the paper. The
ethics committee permission document required for the collection of research
data was obtained from the Erciyes University Social and Human Sciences Ethics
Committee with decision number 268 and dated 25/07/2023.

Since the data collected through the questionnaire was collected from a single
source, common method bias was tested using Harman's single factor test.
According to Harman's single-factor test, the variance explained in a single factor
should be below 50% (Podsakoff et al., 2003; Kline, 2015). In the study, the
amount of variance explained in one factor was 41.283%, and since the measured
value was below 50%, it was concluded that there was no common method
error. The factors taken into consideration to prevent common method bias when
collecting data on paper using the survey technique are as follows: Different time
intervals (weeks, months) were used in data collection, and the data was collected
between December 2023 and February 2024. The physical environments where
the participant is located during data collection are different. The scales were made
using a five-point Likert scale ranging from "strongly disagree" (1) to "strongly
agree" (5). Again, in the survey, statements about the independent variables are
included first, and then the dependent variable statements are included (Podsakoff
etal., 2012; MacKenzie and Podsakoff, 2012; Cizel et al.; 2020).

The survey used in the paper consists of four parts. The first part includes the
"Phenomenon Attitude Scale" developed by Ali and Temizkan (2022) based
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on Ohanian (1990), Ohanian (1991), Eisend (2006), Djafarova and Rushworth
(2017), Miiller et al. (2018), Belanche et al. (2021), the second part includes
the "Conspicuous Consumption Scale in Social Media" developed by ilhan and
Ugurhan (2019), the third part includes the "FOMO Scale" developed by Zhang
et al., 2020 and, adapted to Turkish by Celik and Ozkara (2022), and the fourth
part includes statements measuring participants' demographic characteristics (age,
gender, educational status, marital status, income status) and questions regarding
internet and social media usage statistics. Additionally, the scale includes screening
questions such as “Do you use Instagram?”” and “Do you follow a travel influencer
on Instagram?” Reliability, correlation, and multiple linear regression analyses
were conducted within the research model for the paper data. The model of the
paper is as follows:

Conspicuous
" Consumption on Social
H |
Attitudes Towards Hs
Travel Influencers i

H
: \ Fear of Missing Out
(FOMO)

Figure 1. Research Model
4. Analysis and Findings

The analysis results of the demographic information of the participants are shown
in Table 1:

Table 1. Results Regarding Participants' Demographic Characteristics

Gender n % Educational Status n %
Female 166 42.8 Primary/Middle School 37 9.5
Male 222 57.2 Associate-Bachelor's Degree 286 73.7
Marital Status n % Postgraduate 65 16.8
Married 107 27.6 Income n %
Single 281 72.4 0-5000 TL 168 433
Age n % 5001-10000 TL 31 8

20 years and under 72 18.6 10001-20000 TL 61 15.7
21-40 years old 277 71.4 20001 TL and above 128 33
41 years and above 39 10.1

Total 388 100 Total 388 100
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42.8% of the participants in the research are male, 57.2% are female, 27.6% are
married, and 72.4% are single. The majority of the participants are in the age
range of 21-40 (71.4%), and 43.3% of them have an income between 0-5000 TL.

Table 2. Internet and Social Media Usage Statistics

Daily Internet Usage n % Daily Instagram Usage %
Frequency Frequency
less than 1 hour 20 5.2 Less than 1 hour 61 15.7
1-2 hours 123 31.7 1-2 hours 176 45.4
3-4 sat 128 33 3-4 hours 105 27.1
5 hours or more 117 30.2 5 hours or more 46 11.9
. . Preferred Social Media
ﬁ::;oljlsned Social Media n % Platf.orn{ When Choosinga n %
Destination
Facebook 11 2.8 Facebook 6 1.5
Instagram 303 78.1 Instagram 294 75.8
YouTube 44 11.3 YouTube 45 11.6
twitter 19 4.9 twitter 16 4.1
TikTok 5 1.3 TikTok 10 2.6
Other 6 1.5 Other 17 4.4
Total 388 100 Total 388 100

When looking at the internet and social media usage statistics of the participants,
33% use the internet for 3—4 hours, 31.7% for 1-2 hours, and 30.2% for 5 hours
and above daily. The most-used social media platform is Instagram, with 78.1%.
In terms of Instagram usage frequency, 45.4% use Instagram for 1-2 hours daily.
Finally, the preferred social media platform when choosing a destination is
Instagram, with 75.8%.

4.1. Reliability and Validity

Cronbach's Alpha coefficient was examined to analyze the reliability of the scales
used in the paper. For a scale to be considered reliable, the Cronbach's alpha
value should be .70 or higher (Hair et al., 2017). In the research, the convergent
validity method was used to test the construct validity, and to ensure validity, the
AVE value should be higher than .50, the CR value should be higher than .70,
and the CR value should also be higher than the AVE value (Hair et al., 2010).
In addition, the discriminant validity of the scales used in the paper was also
examined. Fornell Larcker criterion coefficients suggested by Fornell and Larcker
(1981) were calculated. The analysis results regarding the reliability and validity
of the scales included in the study are given in the tables below:
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Table 4. Reliability and Convergent Validity Analyzes of Scales

Dimensions Expressions Factor Loading  Cronbach Alpha AVE CR
PA2 .949
q PA3 937
I
et PA4 929 951 837 962
Attractiveness
PA1 .888
PAS .870
PR2 .929
PR3 .904
Inﬂ}legger PRI 903 921 760 .940
Reliability
PRS .874
PR4 738
PE2 961
PE4 955
Influencer 961 895 971
Expertise PE3 .950
PEI 919
CRE3 .860
) CRE2 .858
Consumption CRE4 829 884 688 916
Relevance
CRES 812
CREI 787
PIR4 942
PIR2 .939
Personal Image PIR3 924 948 830 960
Representation
PIRS .890
PIR1 .860
SS1 920
i SS3 .908
Sharing 908 783 935
Satisfaction SS4 .886
SS2 .823
PF2 928
PF4 914
Personal FOMO PF3 913 946 .824 .959
PF5 911
PF1 .873
SF3 956
SF1 937
Social FOMO .950 872 964
SF2 932

SF4 910
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According to Table 4, when the reliability analysis results for the sub-dimensions
of attitude towards travel influencers, conspicuous consumption on social media,
and fear of missing out (FOMO) scales are examined, it is observed that all
dimensions have Cronbach's alpha coefficient values above .70. Therefore, it can

be said that the scales are reliable (Kalayci, 2009).

Furthermore, all scales used in the paper have an AVE value above .50 and a CR
value above .70. Additionally, the CR values are higher than the AVE values. In
this case, all factors ensure construct validity (Giirbliz and Sahin, 2018).

The results regarding the discriminant validity of the scale are given in Table 5.

Table 5. Fornell and Larcker Criterion Coefficients
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In the Fornell and Larcker criterion, the square roots of the AVE values must be
higher than the correlation coefficients between the factors (Fornell and Larcker,
1981). According to Table 5, it can be seen that all factors provide discriminant
validity.

4.2. Multiple Regression Analysis Results

Multiple linear regression analysis was conducted to determine the effect of
attitude towards travel influencers (attractiveness, reliability, expertise) on
conspicuous consumption (interest in consumption, personal image representation,
sharing satisfaction) and FOMO (Personal FOMO and Social FOMO), as well as
the effect of conspicuous consumption on FOMO (Personal FOMO and Social
FOMO) on social media. However, it is necessary to determine whether there is
multicollinearity before conducting multiple regression analyses. Therefore, the
tolerance value should be above 0.1, the VIF values should be below 10 (Hair
et al., 2010), and the Durbin-Watson values should be between 1.5 and 2.5 to
avoid autocorrelation problems between variables (Karagdz, 2019). The analysis
revealed that there were no multicollinearity problems or autocorrelation issues.
The values are provided in the regression tables.

4.3. The Impact of Attitude Towards Travel Influencers on Conspicuous
Consumption

The findings regarding the effect of attitude towards travel influencers
(attractiveness, reliability, expertise) on conspicuous consumption (interest in
consumption, personal image representation, sharing satisfaction) are presented
below.
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Table 6. Analysis Results on the Effect of Attitude Towards Social Media
Influencers on Conspicuous Consumption in Social Media

Unstan- Linearity Statistics
Dependent Independent s .an Model y
R . dardized t p F Tolerance  VIF
Variable Variables
Beta (p) Values Values
Stable 1.145 8.842 .000
Infl At-
o niuencer 032 523 602 368 2715
o tractiveness
§ Influencer
-;—‘; o .286 3.786 .000 320 3.124
~ Reliability
. Influencer 13.517 .000
'g . 015 240 810 355 2.818
g Expertise
2 R?:.309 Corrected R2: .096 Durbin-Watson: 2.153
o} Stable 972 6544 000
Influencer At-— o0 956 339 368 2715
tractiveness
Infl
pruencet 253 2921 .004 320 3.124
o o Reliability
&n
3
3 Infl
E g mueneet 033 471 638 16762 .000 355 2.818
75 § Expertise
2 & R% .340 Corrected R%: .116 Durbin-Watson: 2.336
£ &  Stable 1322 7.529 .000
Influencer At 0 3120 002 368 2715
.g tractiveness
k31
£ Influencer 119 1164 245 320 3.124
- Reliability
% fl
e Influencer 172 2,073 .039 32142 .000 355 2.818
= Expertise
7 R?: .448 Corrected R?%: .201 Durbin-Watson: 2.147

The results of the regression analysis indicate that there is a positive effect of
influencer reliability on consumption interest, while influencer attractiveness
and expertise have no significant effect. On the other hand, it is observed that
influencer reliability has a positive effect on personal image representation, while
influencer attractiveness and expertise do not have any effect. Additionally, it has
been found that influencer attractiveness and expertise have a positive effect on
sharing satisfaction, whereas influencer reliability does not have any effect.

4.4. The Impact of Attitude Towards Travel Influencers on FOMO

The findings regarding the impact of attitude towards travel influencers (influencer
attractiveness, influencer reliability, and influencer expertise) on FOMO (personal
FOMO and social FOMO) are presented below.
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Table 7. Analysis Results for the Effect of Attitude Towards Social Media
Influencers on FOMO

S Linearity Statistics
N
- = T - Model
= o @» S =
L o = 2 S t p F Tolerance Tolerance
T = g = s )
5= &= < P Values Values
st £L 2
=g =2 =
Stable 952 7.240 .000
Infl
nrueneer 019 299 765 368 2715
Attractiveness
Infl
Personal oo 398 5191  .000 320 3.124
Reliability
FOMO Tnfl
rHuencet 084  -1352 177 20.890 .000 355 2818
Expertise
R2?: 375 Corrected R*: .140 Durbin-Watson: 2.284
Stable 1.123 8.469 .000
Infl
nueneer 084 -1325 .186 368 2715
Attractiveness
Social Influencer
e 442 5.704 .000 320 3.124
FOMO Reliability
Infl
rHuencer 2127 2031 043 14.097 000 355 2818
Expertise
R?: .315 Corrected R*: .099 Durbin-Watson: 2.101

As a result of the analyses, it has been observed that influencer reliability has a
positive effect on personal FOMO, while influencer attractiveness and expertise
have no effect. On the other hand, concerning social FOMO, it has been seen
that influencer reliability has a positive effect, influencer expertise has a negative
effect, and influencer attractiveness has no effect. Therefore, according to the
obtained findings, only H,, is accepted.

4.5. The Impact of Conspicuous Consumption on FOMO in Social Media

The findings regarding the impact of conspicuous consumption on FOMO
(personal FOMO and social FOMO) in social media (consumption interest,
personal image representation, sharing satisfaction) are presented below.
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Table 8. Analysis Results for the Effect of Conspicuous Consumption on FOMO

Linearity
Statistics

p F  Model
()

Dependent Variable
Independent Variables
Unstandardized Beta
-

Tolerance
Values
Tolerance
Values

Stable .547 5.507 .000
Influencer 440 6.235 .000 335 2.983
Attractiveness
Influencer .199 3.118 .002 .305 3.277
Reliability
Influencer .031 898 370 88.628  .000 .694 1.441
Expertise
R?:.640 Corrected R%: .409 Durbin-Watson: 2.279
Stable 746 7.206 .000
Influencer 485 6.605 .000 335 2.983
Attractiveness
Influencer 175 2.639 .009 305 3.277
Social Reliability
FOMO  [yfiyencer ~100  -2.814 .005 66.055 .000 694 1.441
Expertise
R?: .583 Corrected R .340 Durbin-Watson: 2.127

Personal
FOMO

The analyses conducted on the impact of conspicuous consumption on
FOMO indicate that the sub-dimensions of conspicuous consumption, namely
consumption interest and personal image representation, have a positive effect
on personal FOMO, while sharing satisfaction has no effect. On the other hand,
it is shown that the sub-dimensions of conspicuous consumption, consumption
interest, and personal image representation have a positive effect on social FOMO,
while sharing satisfaction has a negative effect. The overall findings indicate that
hypotheses H, and H,_ are accepted.

5. Conclusion and Suggestions

The purpose of the paper is to examine the impact of attitudes towards travel
influencers on conspicuous consumption and FOMO on social media. In this
context, data was collected through a survey technique from 388 Instagram users
aged 18 and over living in Tiirkiye. The obtained data were subjected to various
analyses that were in line with the aim of the research. According to the analyses
conducted, the data obtained regarding the age, income status, and duration of
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social media usage of the participants indicate that they consist of individuals
suitable for the purpose of the paper. In other words, the predominance of
Instagram usage, which is more intense among young individuals and those who
use social media extensively, where attitudes towards social media influencers
influencing conspicuous consumption and FOMO are more prominently observed,
demonstrates the suitability of the participants for the purpose of the paper. The
research model, which constitutes the basic structure of the paper and is necessary
to achieve the aim, is built on the assumption of the relationship between attitudes
towards social media influencers, conspicuous consumption, and FOMO variables.
In the correlation analysis conducted to determine the relationship between the
sub-dimensions constituting the scale, it was found that there are low, moderate,
and high-level relationships among all sub-dimensions, with the general majority
being moderate. Therefore, it was observed that the assumption of the relationship
between the variables included in the research model is valid.

In the analyses conducted to determine the effect of attitudes towards travel
influencers on conspicuous consumption, it was observed that the reliability of the
influencers has a positive effect on consumption interest and sharing satisfaction,
while the attractiveness and expertise of the influencers have a positive effect on
sharing satisfaction. No effect was detected among the other variables. The point
that emerges here is that there is no common variable that can express the effect of
attitudes toward travel influencers on conspicuous consumption. In other words,
it was observed that none of the independent variables, such as attractiveness,
reliability, and expertise of the influencers, which are sub-hypotheses of the
first hypothesis of the paper, have a common dependent variable. The findings
indicating the detected effects show that trust in social media influencers directs
individuals towards more consumption and increases the tendency to purchase
branded products in order to stand out. Especially at the point of directing more
consumption, Magno and Cassia (2018), Cholprasertsuk et al. (2020), and Zorlu
and Candan (2023) support the findings regarding the influencers being an
independent guide or determinant. The findings by Ali and Temizkan (2022) that
influencers have a positive effect on purchase intention show that the findings of
the paper are supported. Additionally, it is observed that social media influencers
with expertise and attractive features encourage participants to increase their
individual shares to obtain more interaction.

Analyses were conducted within the scope of the paper to determine the effect
of attitudes towards travel influencers on FOMO. According to the findings, the
reliability of the influencers has a positive effect on both personal and social
FOMO, while the expertise of the influencers has a positive effect only on social
FOMO. Therefore, only the sub-hypothesis 'The reliability of travel influencers
has a positive effect on FOMO' of the second main hypothesis of the paper was
accepted. These findings indicate that trusted influencers increase participants' fear
of missing out both personally and socially. In other words, reliable influencers
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increase concerns about exclusion from social groups, feelings of inadequacy,
etc., if individuals are not active on social media. It is also observed that expert
influencers increase concerns about exclusion from social groups, feelings of
inadequacy, etc., for individuals who are not active on social media for a certain
period. Similar findings were detected by Starosta and Izydorczyk (2020), Dinh
&and Lee (2022), and Dursun et al. (2023), and they observed that people's
tendency to imitate social media influencers increased FOMO levels.

Analyses were conducted to determine whether conspicuous consumption on
social media has an effect on FOMO. According to the findings, consumption
interest and personal image representation have a positive effect on both personal
and social FOMO. These findings indicated that the sub-hypotheses 'Consumption
interest has a positive effect on FOMO.' and 'Personal image representation has
a positive effect on FOMO.' of the third hypothesis of the paper were accepted.
On the other hand, it was also observed that sharing satisfaction has a positive
effect on social FOMO. Therefore, these findings showed that individuals with a
tendency towards more consumption and purchasing branded products to stand
out have a positive impact on their concerns about exclusion from social groups,
feelings of inadequacy, etc., if they are not active on social media. Additionally,
it was observed that individuals who increase their individual shares to obtain
more interaction increase concerns about exclusion from social groups, feelings of
inadequacy, etc., if they are not active on social media. Argan and Argan (2020),
Saavedra and Bautista (2020), and Akel and Candan (2023), the tendency to
receive more interaction has implications for changing consumption culture and
affecting FOMO, supporting the findings of this paper.

The results of this paper, which aims to determine the effect of attitudes towards
travel influencers on conspicuous consumption and FOMO on social media,
cover findings that can be associated with all sectors; however, it is possible to
present some suggestions for tourism businesses based on the results obtained
for tourism businesses in line with the scope of the paper. In this context, for
tourism businesses to sustain their existence in the competitive environment due
to globalization and technological advancements, it is recommended that they
keep track of innovations and changes. Subsequently, they should reach their
target audience by making their social media accounts and websites accessible.
Then, it is suggested that they focus on digital marketing practices such as social
media marketing, search engine optimization, affiliate marketing, pay-per-click
advertising, and others.

Based on the findings obtained within the scope of the paper:

e Considering that trust in social media influencers is directed towards more
consumption and purchasing brand products to stand out, it is recommended
to implement digital marketing practices with reliable influencers.
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e Inlinewiththefinding thatinfluencers with expertise and attractive personalities
encourage more individual sharing, focus on increasing interactions through
activities involving such influencers.

e Conveying a sense of trust and conveying useful message perceptions to
consumers.

e Increasing demand with independent influencers like influencers.

e Since it has been found that trustworthy influencers increase the fear of
missing out, digital applications that evoke the same feelings from the target
audience should be implemented.

e Tourism businesses wishing to use FOMO as a marketing strategy should
organize effective marketing communication campaigns.

e Identifying consumers prone to FOMO, which increases the need to belong as
a target audience in marketing and advertising campaigns.

e Positioning marketing strategies to create a valuable and recognized brand
perception.

e [tis recommended to embrace individuals who are inclined to consume more
and purchase brand products to stand out as the target audience.

The paper contains some limitations. Firstly, the sample size of the paper is
limited to a specific number of participants using Instagram in Tiirkiye. Another
limitation is that the data is collected in a limited time period, which allows
the data to be captured in a specific time period and to reveal the cause-effect
relationships within that time period. Additionally, the survey technique was
used as the data collection method in the paper. There are limitations, such as the
potential for misinterpretation of surveys and a lack of insight into participants'
thought processes and motivations. Another limitation is that quantitative analysis
techniques were used in this paper. In future studies, to generalize the results, more
samples could be included in the research, and results could be compared by using
different analysis techniques (such as experimental studies). Additionally, studies
could be conducted including individuals using different social media platforms,
or studies focusing on attitudes or perceptions towards specific influencers on
Instagram could be conducted. Furthermore, it is recommended to conduct
intergenerational and cross-country comparisons in future studies.
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OTELLERE DAIR MUSTERI TATMINININ TAHMINLENMESI:
MAKINE OGRENMESI TEKNIiKLERI iLE BiR UYGULAMA
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Fatma Selin SAK 2
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0z

Yapay zeka algoritmalarinin pek c¢ok alanda kullanimmin yaygilasmasiyla birlikte,
pazarlama g¢alismalarindaki kullanimi da giindeme gelmeye baslamistir. Bu ¢aligmanin
amaci bir yapay zekd uygulamasi olan makine 6grenmesi tekniklerinin pazarlamada
kullanimma dair bir 6rnek sunmaktir. Bu amagla miisteri tatmininin makine dgrenme
teknikleri ile tahminlenmesinin hangi basar1 diizeyi ile miimkiin oldugu arastirilmistir.
Arastirmada, diinyadaki en biiyiik seyahat platformu olma 6zelligini tagiyan Tripadvisor
web sitesinden elde edilen veriler kullanilmistir. 993 otele ait 6zellikler ve bu otellerin
tatmin skorlar1 arastirmacilar tarafindan kayit altina alimmustir. Otel 6zellikleri ile tatmin
skoru arasindaki iligkiler dikkate alindiginda; ‘isletme olanak sayist’, ‘odalardaki 6zellik
sayis1’, ‘oda tiirli sayist’, “yer skoru’, ‘temizlik skoru’, ‘deger skoru’ ve ‘yorum sayisi’ ile
tatmin skoru arasinda orta diizeyde iligski oldugu; ‘hizmet skoru’ ile de yiiksek diizeyde
iligki oldugu sonuglar1 elde edilmistir. Veri seti, % 70 egitim verisi, % 30 test verisi olacak
sekilde ikiye ayrilmistir. Modeller, egitim verisi ile egitilmis, sonra da model basarilari test
verileri ile ortaya konmustur. ilgili degiskenlere dayal1 olarak en diisiik % 71, en yiiksek
% 81 basari oraniyla otellere dair tahminlemenin yapilmasimin miimkiin oldugu sonuglar1
elde edilmistir.
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O0grenmesi
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PREDICTING CUSTOMER SATISFACTION REGARDING HOTELS:
AN APPLICATION USING MACHINE LEARNING TECHNIQUES

ABSTRACT

With the increasing use of artificial intelligence (Al) algorithms in many areas, applying
Al in marketing studies has also begun to emerge. The aim of this study is to present an
example of the use of machine learning techniques, an artificial intelligence application,
in marketing. For that purpose, the accuracy rate of predicting customer satisfaction with
machine learning techniques was investigated. In this research, data obtained from the
Tripadvisor website, which is the largest travel platform in the world, was used. The features
0f 993 hotels and their satisfaction scores were recorded by the researchers. Considering
the correlations of hotel features with satisfaction score; while medium level of correlation
was observed with ‘number of amenities’, ‘number of room features’, ‘number of room
types’, ‘location score’, ‘cleanliness score’, ‘value score’, and ‘number of reviews’; high
level of correlation was found with the ‘service score’. The dataset was divided into 70%
training data and 30% test data. Models were trained with the training data and then their
performance was tested with the test data. Using these variables, it was found that it is
possible to predict satisfaction with accuracy rates ranging from a minimum of 71% to a
maximum of 81% through various machine learning methods.

Keywords: Customer satisfaction, Hotel customer reviews, Artificial intelligence,
Machine learning
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1. Giris

Harcanabilir gelirlerin artmasi, iletisim ve ulasim olanaklarinin gelismesiyle
birlikte kiiresel bir egilim haline gelen turizm, giiniimiizde birgok iilke i¢cin dnemli
ekonomik kaynaklardan biri olarak nitelendirilebilir. Tirkiye, biiyiik 6l¢ekli
turizm ekonomilerinden biri olarak turizm sektoriinde 6nemli bir potansiyele
sahiptir ve 21. Yiizy1l’da kiiresel siralamada 20. siradan 16. siraya yiikselerek iyi
bir artig gdstermistir. Gelisen teknolojiye ve dijitallesmeye bagli olarak turizm
altyapisinin teknolojik hale getirilmesi bu alandaki 6nemli trendlerden biri
olarak goriilmektedir (Istikbal, 2022). Etkisi gdz 6niinde bulunduruldugunda
turizme dogrudan ya da dolayl olarak etki eden gelismelerin takip edilmesi
onemli bir sorun halini almaktadir. Bu acidan degerlendirildiginde nispeten
yeni bir uygulama olan yapay zekanin kullanimmin giderek yayginlagmasi ve
farkli alanlardaki kullanimi dikkat ¢ekmektedir. Turizm pazarlamasi alaninda
da kullanim 6rneklerine rastalanmaktadir. Ancak bunlar daha ¢ok duygu analizi,
otel 6zelliklerinin belirlenmesi, talep tahminleri, rezervasyon iptallerinin tahmin
edilmesi (Akyol, 2021; Chen vd, 2023; Nguyen vd, 2023; Pereira ve Cerqueira,
2022; Singgalen, 2024) amaglariyla yiiriitiilen calismalarla sinirlidir ve yapay zeka
uygulamalarmin turizm pazarlamasmdaki kullanim alanlarmin genisletilmesine
katki saglayacak pek ¢ok calismaya ihtiyag vardir.

Turizmle ilgili bilgi teknolojisi, bir pazarlama araci olarak kullanilmaktan ote
bilgiye dayali bir yaratim aracina donlismiistiir (Suyunchaliyeva vd., 2020). Bilgi
teknolojilerinin kullanimi genis kitleler tarafindan benimsendikge, internet tabanli
sosyal aglarin kullanimi artmistir. Bu sayede ¢evrim ici siteler araciligiyla gegmis
misteri deneyimlerinin incelenebilmesini saglayan ¢esitli bilgi edinme platformlari
ortaya ¢ikmistir (Kafa ve Demircioglu, 2022). Kullanicilarin goriislerini internet
tabanliuygulamalar vasitasiyla daha fazla yayinlamasiyla, bu platformlarin kitlesel
etki yaratma rolil de giderek artmaktadir. Bu platformlar kullanicilarin iiriin ve
hizmetlerle ilgili deneyimlerini az bir maliyetle ¢evrimi¢i topluluklara etkili bir
sekilde yaymalaria olanak tanir (Banerjee ve Chua, 2016). Deneyimi yayma
motivasyonlari, hizmet tesislerine olanaklarini iyilestirmeleri konusunda yardime1
olacak oneriler sunmak, diger tiiketicilerin karar vermelerine yardimci olmak
ya da tatmini ifade etmek seklinde siralanabilir (Gretzel ve Yoo, 2008; Hennig-
Thurau vd., 2004). Oteller hakkinda yapilan degerlendirmelerin miisterilerin
otel se¢imi lizerinde Onemi bir etkiye sahip olmasi, kullanicilar tarafindan
olusturulan igeriklerin incelenmesi gerekliligini beraberinde getirmektedir
(Ergiit, 2019). Guiniimiizde, tiiketicilerin iiriinler hakkindaki goriislerini sosyal
aglarda ifade etmesinin giicline taniklik edilen bir siire¢ s6z konusudur (Araque
vd., 2017). TripAdvisor, otellerle ilgili bilgi arayisi amaciyla en fazla ziyaret
edilen web sitelerinden birisidir (Banerjee ve Chua, 2016). Bu ¢alisma ile makine
o0grenmesi teknikleri ile otellerin miigteri tatminini tahmin edilebilir mi? sorusuna
cevap aranmistir. Bunun i¢in TripAdvisor’da miisteri deneyimlerine dayali
olarak olusturulan bilgiler incelenerek miisteri tatminini etkileyen parametreler
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belirlenmeye cgaligilmistir. Calismanin amaci, tiiketicilerin gelecek davraniglarini
kestirebilme becerisine sahip yapay zeka algoritmalarimin islerligini belirlemektir.
Son yillardaki 6nemli yeniliklerden biri olan yapay zeka sayesinde miisteri verileri
kullanilarak gelecek davranislarin tespit edilmesi miimkiin oldugundan 6nemine
vurgu yapilmasi gereken bir konu haline gelmistir (Bayuk ve Demir, 2019). Yapay
zeka algoritmalar tiikketicilerin gelecekteki davraniglarini 6ngdrebilme yetenegine
sahiptir. Bu sayede pazarlama uzmanlarinin miisteri davranislarin1 daha dogru bir
sekilde anlamas1 miimkiin hale gelmektedir (Aktas ve Cavusoglu, 2023). Calisma
kapsaminda makine 6grenme (ML) yoluyla tatmini belirleyen parametrelere
ait gercek miisteri deneyimlerine dayali olarak elde edilen veriler islenmistir.
Parametrelere ait belirli 6zellikleri tasiyan konaklama isletmelerinin gelecekteki
miisteriler tarafindan hangi puanlarla dereceleneceginin basarili sekilde tahmin
edilip edilmeyecegi belirlenmistir.

2. Literatiir Taramasi
2.1. Miisteri Tatmini

Miisteri tatmini, pazarlama literatiirlinde ve uygulamasinda merkezi bir rol
oynamaktadir (Yi vd., 2021) ve isletme sadakati i¢in dnemli bir olgudur (Khan
vd., 2022; Nguyen vd., 2020). Miisterilerin tatmin olmalar1 halinde, tekrar
aligveris yapmalar1 ve baskalarima da ayni yerden aligveris yapmalarini tavsiye
etmeleri miimkiin olmaktadir (Purba vd., 2022). Tatmin olan bir miisteri olumlu
agizdan agiza bilgi yayarak, isletme adina goniillii tanitimlar yapmakta ve yeni
misteri gekme maliyetini diistirmektedir (Wulandari, 2022). Bu baglamda biiyiik
veya kiiclik bir isletmede tatmin, isletmenin basarisina yol agan ana faktordiir ve
her isletme igin ¢ok 6nemli bir hedeftir. Oyle ki, isletmeler arasindaki rekabet
yalnizca lriin kalitesinde degil, ayn1 zamanda satis Oncesinde, sirasinda ve
sonrasinda gosterilen 6zen konusunda giderek siddetlenmektedir (Tien vd., 2021).
Bu agidan miisterinin nasil tatmin olacaginin anlasilmasi1 6nemli bir ihtiyag haline
gelmektedir.

Miisteri tatmini en genel anlamiyla; performansin beklentiler ile uyumlu olmasi
veya beklentileri agmasi durumudur. Aksi halde miisterinin tatminsizligi s6z
konusu olmaktadir (Sao Mai ve Tri Cuong, 2021; Bi vd., 2020; Yi vd., 2021).
Miisteri tatmini ayni zamanda bir {irlin veya hizmetin basarisini anlamak igin
kullanilan bir 6l¢iidiir. Miisterilerin degerlendirmeleri ile miisteri tatminine
yonelik seviye Ongoriilebilir ve buna uygun iiriin veya hizmetler sunulabilir
(Khairawati, 2020). Ozellikle konaklama sektdriinde miisteri tatmini, miisteri
sadakati, tekrar satin alma, olumlu agizdan agiza iletisim ve nihayetinde daha
yiiksek karlilik ve otellerin finansal performansini iyilestirmeye biiyiik Sl¢iide
katkida bulundugu i¢in ilgi ¢eken bir konu olarak kabul edilmistir (Zhang ve Kim,
2021). Miisteri tatmini otel hizmetlerinin miikemmelliginin bir gdstergesi olarak
goriilmekte ve tiiketici bakis agisina gore iiretilen hizmetlerin performans 6l¢iisii
olarak kullanilmaktadir (Kim ve Chung, 2020).
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Otel sektoriinde miisteri tatminine yonelik yakin zamanda yapilan caligmalara
bakildiginda kalite (Nunkoo vd., 2020; Jacksen vd., 2021), verimlilik (Kim ve
Chung, 2020; Firman ve Ilyas, 2021), deneyim (Kim ve Kim , 2022; Nguyen ve
Ho, 2023), sadakat (Rahmah vd., 2021; Tabelessy vd., 2023), yenilik¢ilik (Truong
vd., 2020; Cabral ve Marques, 2023), katilim (Han ve Anderson, 2022; Sharma
ve Singh, 2021), degerin birlikte yaratilmasi (Jin ve Chen, 2021; Bouchriha vd.,
2023) gibi konular dikkati ¢gekmektedir ve bu ¢aligmalar, miisteri tatmininin otel
isletmelerine olumlu olarak katkida bulundugunu dogrulamaktadir.

Misteri geri bildirimi ve tatmini, konaklama sektoriinde basarinin kritik
gostergeleridir. Misteri yorumlarmin diger miisterilerin ziyaret kararlari ve
otellerin marka itibar1 tizerindeki etkisi, otel yoneticilerinin miisteri tatminini
kapsaml1 bir sekilde arastirmasini gerektirmektedir (Shu vd., 2023). TripAdvisor
gibi cevrimigi platformlar miisterilerin algisin1 sekillendirirken, rezervasyon
kararlarin1 etkilemektedir (Kaludewa ve Abeywickrama, 2023). Mevcut
misterilerin yasadiklar1 deneyim sonucunda goriis ve yorumlarint paylasmalari,
potansiyel miisteriler i¢in alternatiflerin belirlenmesi ve degerlendirilmesinde yol
gosterici olmakta ve dolayisiyla isletmelerin eksik ya da gelistirilmesi gereken
yonlerinin belirlenmesinde 6nem tasimaktadir. Boylece isletmelerin hizmetlerini
iyilestirmeleri i¢cin dogru adimlarin atilmasi ile miisteri tatmini saglanabilmektedir
(Yilmaz, 2020).

2.2. Miisteri Deneyimlerinin Degerlendirilmesi

Bilgi teknolojilerinin kullanimi genis kitleler tarafindan benimsendikce internet
aglarma ulasim imkan1 artmistir, bu sayede cevrim ici siteler araciligiyla
geemis miisteri deneyimlerinin incelenebilmesini saglayan cesitli bilgi edinme
imkanlar1 ortaya ¢ikmustir (Kafa ve Demircioglu, 2022). Isletmelerin tek tarafli
bilgi iireten roliiniin benimsendigi anlayis terk edilmis yerine tiiketicilerin de
bilgiyi iirettigi, yonettigi ve deneyimleriyle ortak bilgi tretici rolii {istlendigi
anlayis ortaya ¢ikmistir (Arica ve Corbact, 2019). Sonugta, turistlerin deneyim
Oncesi arastirmalar yapmak, seyahatlerini planlamak ve deneyim sonrasi bilgi
paylagmak gibi faaliyetlere katilabilecegi mecralar s6z konusu olmustur (Hyde,
2008). Bu mecralardaki paylagimlar tiiketicilerin duygularimi, diisiincelerini
ve tutumlarint paylasgtiklart zengin icerikli degerlendirmelere ve tavsiyelere
dontigmiistiir. Kullanicilarin bu alanlarda olusturduklar1 igerik giin gectikte
genislemektedir (Berezina vd., 2016). Buna paralel olarak bu platformlardaki
misteri paylasimlarinin sayis1 (Arica ve Corbaci, 2019) ve otel rezervasyonu
yapmadan once ¢evrimigi degerlendirme platformlarindan bilgi edinen miisteri
sayisi artig gostermektedir (Anderson, 2012).

Gergeklesmis misteri deneyimlerine dayali degerlendirmeler potansiyel
misterilerin seyahat kararlarint 6nemli Olciide sekillendirmektedir (Arica ve
Corbac1,2019; Erdem, 2020; Kafave Demircioglu,2022; Narangajavanavd.,2017).
Tiiketici degerlendirmelerine bagli olarak otellere dair degerlendirme puanlarinin,
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diger tiiketicilerin otel rezervasyon niyetini énemli bigimde etkiledigini ortaya
koyan calismalar s6z konusudur. Oteller hakkindaki olumlu degerlendirmeler fazla
oldugunda tiiketicilerin rezervasyon niyetleri artis gosterirken, degerlendirmelerin
olumsuz olmasi tiikketicinin s6z konusu otele rezervasyon yaptirma niyeti 6niinde
bir engel olusturmaktadir (Chan vd., 2017). Puana dayali degerlendirmelere ilave
olarak olumlu yorumlarin da tiiketici giivenini arttirdig1 ortaya konmustur (Sparks
ve Browning, 2011).

TripAdvisor, otellerle ilgili bilgi arayisi amaciyla en fazla ziyaret edilen web
sitelerinden birisidir. Bu web sitesinde kullanicilarin olusturdugu icerik ve
degerlendirmeler yer almaktadir. (Banerjee ve Chua, 2016). Tripadvisor her ay
463 milyon miisteriye ulasabilen diinyadaki en biiyiik seyahat platformudur. 8,6
milyon konaklama yeri hakkinda degerlendirme ve yorumlara ulasabilme imkani
sunmaktadir (tripadvisor.com, 2024). Bu yoniiyle TripAdvisor platformu tiiketicileri
ciddi sekilde etkileme potansiyeline sahiptir. TripAdvisor benzeri degerlendirme
platformlari, turistlerin deneyim 6ncesi bilgi edindigi ve hizmet sonrasi deneyime
katilabilecekleri alanlardir. Otel se¢imlerine dair karar siireclerinde baska
miisterilerin tUrettigi bilgiyi kullanirlar, deneyim sonrasi ise kendileri de igerigi
gelistirmeye katki saglayabilirler (Ak ve Altunéz Siiriict, 2018).

Bazi tiiketiciler tutumlarini ve tatminlerini yansitmanin bir yolu olarak, bazilar1 ise
diger tiiketicilere yardimci olmak amaciyla degerlendirmeler yapabilirler. Hizmet
saglayicilarin olanaklarinin iyilestirilmesi konusunda igletmeye oOneri sunmak
amaciyla degerlendirmeler yapilmasi da s6z konusu olmaktadir (Hennig-Thurau
vd., 2004; Gretzel ve Yoo, 2008). Isletmeler de miisterilerin memnuniyetlerini
arttirabilmek adina elde edilen bu yorumlar ile pazarlama faaliyetlerini yeniden
degerlendirebilmekte ve iyilestirme ¢aligmalari yapabilmektedir (Arica ve Corbaci,
2019; Zhao vd., 2019; Kafa ve Demircioglu, 2022). isletmelere sagladig1 fayda
acisindan degerlendirildiginde tiiketici deneyimlerine dayanan yorumlar etkili
sekilde ve az bir maliyetle yapilabilen isletme reklamlari olarak ifade edilebilir
(Unal, 2019).

Gelisen teknoloji, yapay zeka uygulamalari sayesinde deneyimlerin paylasilmasina
olanak saglamaktan da oteye gitmektedir. Yapay zeka kavrami makinelerin
diistinebilmesi ve diisiinerek hareket edebilmesi yetenegini kazandiran teknoloji
seklinde aciklanabilir. Bu o0zelliklere sahip makinelerin ve yazilimlarin
kullanimi, insanlara ve isletmelere yardimei olabilmektedir (Ercan, 2020). Cesitli
caligmalarda yapay zeka uygulamalariyla seyahatler hakkinda karar siireglerine
dair belirsizliklerin giderilmesinde, turizm ve akilli sistemlerin birbirlerini
tamamlayan nitelikte oldugu ortaya konmustur. Miisteri iliskileri yonetimi, satin
alma karar destegi, 6deme sistemleri ve seyahat danigmanliklar1 bu uygulamalara
ornek olarak gosterilebilir (Zlatanov ve Popesku, 2019). Yapay zeka, pazarlama
alaninda kisisellestirme, gergekei kestirimlerde bulunma, yeniden hedefleme,
yeniden pazarlama, programatik reklamcilik, pazar boliimlendirme, yerellestirme
ve gorintii tanima gibi bircok uygulama alaninda kullanilabilir (Aktas ve
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Cavusoglu, 2023). Bir yapay zeka uygulamasi olan makine 6grenme yontemleri
ise biiyiikk 6lcekli ve yapilandirilmamis verileri isleyebilmektedir ve giiclii bir
tahmin performansina sahiptir. Makine 6grenme ile metinler, gorseller, videolar ya
da sesler gibi yapilandirilmamis sekildeki verilerin ya da ag verilerinin iglenmesi
miimkiindiir. Tahminleme amaciyla da etkili olarak kullanilabilen bir uygulamadir
(Mave Sun, 2020). Turizm alanindakiki caligsmalar degerlendirildiginde yapay zeka
uygulamalar1 ile otellerdeki olasi iptal durumlariin tahmin edilebilecegi ortaya
konmustur. Bu sayede dogru iptal tahminleri ile yonetimsel karar siireclerinde
pratik katkilar saglanmasi amaglanmistir. Elde edilen dogru ve yorumlanabilir iptal
tahmini, otelcilere yonetimsel karar alma siireglerinde pratik ¢ikarimlar sunmaya
daha da katkida bulunmaktadir (Chen vd., 2023). Makine 6grenmesi teknikleri
ile otellere dair duygu analizlerinin yapilmasi son yillarda 6rnekleri goriilen bir
uygulamadir. Nguyen vd. (2023) Agado ve Booking platformlarindaki miisteri
yorumlarini temel alarak yiiriittiikkleri ¢alisma ile mutlu depresif, kizgin ve umutlu
olacak sekilde miisteri duygulariin 6n plana ¢iktigini belirlemistir. Misterilerin
gergek hizmet deneyimleri sonucu ortaya c¢ikan memnuniyet durumlart bu
analiz ile tespit edilebilmektedir. Miisterilerin duygularmin tanimlanmas ile
taleplerin kesfedilmesi ve hizmetlerin iyilestirilmesi miimkiin olabilmektedir.
Bir bagka calismada da makine &grenmesi uygulamalariyla otellere taleplerin
belirlenmesinin geleneksel tahmin yontemlerinden daha iyi sonuglara ulastirdigini
ortaya koymustur (Pereira ve Cerqueira, 2022). Makine 6grenmesi yontemlerinin
iyi tahmin yapabilme yetenegi géz 6niinde bulunduruldugunda miisteri tatmininin
belirlenmesi konusunda da katki saglama potansiyeli oldugu diisiiniilmektedir.

3. Yontem

Bu calismada sayisal verilere dayali olarak degerlendirme yapilarak niceliksel
aragtirma yaklasimi benimsenmistir. Calismanmn amact otellerde konaklamig
miisterilerin deneyim sonrasi tatminlerini (tripadvisor skorlarini) belirleyen
degiskenlere bagli olarak, makine 6grenmesi teknikleriyle, miisteri tatmininin tahmin
edilmesinin miimkiin olup olmadigini ortaya koyacak 6rnek bir uygulama yapmaktir.

3.1. Verilerin Toplanmasi

Caligsmanin verilerini Tripadvisor sitesinde yer alan Antalya bolgesindeki otellerin
miisteri degerlendirmeleri olugturmaktadir. Veriler 22.01.2024-02.02.2024
tarihleri arasinda, arastirmacilar tarafindan kayda alinmistir. Otel aramasi
yapilirken en fazla otel sayisina sahip yerlerden biri oldugu igin veri sayisini
maksimum tutmak adma Antalya sehri tercih edilmis ve her lokasyonun ziyaret
edilme amaci ve beklenen 6zellikleri farkli oldugu i¢in arastirma bu sehirle siirli
tutulmustur. 15.02.2024 - 15.03.2024 tarihleri olacak sekilde belirli bir tarih aralig
icin arama yapilmistir. 993 otele ait veriler kullanilarak calisma yiriitilmiistiir.
Degerlendirmeye alinan degiskenler; otel yildiz sinifi, oda sayisi, konusulan dil
sayisi, isletme olanak sayisi, odalarin 6zellik sayisi, oda tiirii sayisi, yer skoru,
hizmet skoru, temizlik skoru, deger skoru, yiiriinebilirlik, 1 km igerisindeki
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restoran sayisi, 1 km igerisindeki gezilecek yer sayisi ve yorum sayisi; tatmin
degiskeni olarak da tripadvisor skoru gibi sistematik olarak ulasilabilen tiim
bilgileri kapsamaktadir.

3.2. Verilerin Analizi

Tatmin degiskeni hakkinda tahmin yapabilmek icin bir yapay zeka teknigi olan
makine O6grenme smiflandiricilarindan faydalanilmistir. Uygulamaya hazirlik
olarak, tiim degiskenlerin tatmin ile olan iliskileri hakkinda fikir verebilmesi
icin korelasyon analizi Python programlama dili ile yapilmis ve 1s1 haritasi ile
gosterilmistir. Veri seti normal dagilim gostermedigi i¢in Spearman korelasyon
katsayist kullanilarak (Biiyiikoztiirk, 2015) sonug degiskeni ile (tatmin) diisiik,
orta ve yiiksek iliskili degiskenler tespit edilmistir. Orta ve yiiksek diizeydeki
iligkiler ile makine 6grenmesi uygulamasina gecilmistir.

Makine 6grenmesi, temel olarak verilerin, verilere ait sinif etiketlerine (tatmin
skoru) gore dogru smiflandirilmasina dayanmaktadir. Bunu gergeklestirebilmek
icin temel prensip su sekildedir; Oncelikle tiim veriler egitim ve test verisi
olmak tizere ikiye ayrilir (Genelde %20-30 arasi test verisi). Egitim verileri,
sinif etiketleriyle birlikte makine 6grenmesi algoritmasma girdi verisi olarak
verilir. Algoritma, veriler ile ait olduklar1 siniflar arasinda oOriintiiler ¢ikarir ve
bu oriintiileri kullanarak bir egitilmis model olusturulur. Sonrasinda test verileri,
egitilmis modele girdi olarak verilir ve 6grenmis oldugu oriintiileri kullanarak
her bir verinin sinif tahminini yapar. Daha sonra, modelin tahminleri ile gergek
siif etiketleri karilagtirilir ve karmasiklik matrisi olusturulur. Bu matristen yola
cikarak, degerlendirme metrikleri yardimi ile modelin basarisi dl¢tilmiis olur.

Calismada Destek Vektor Makinesi (Support Vector Machine - SVM), Rastgele
Orman (Random Forest - RF), K-En Yakin Komsuluk (K-Nearest Neighbor
- KNN) ve Karar Agaclar1 (Decision Tree) makine 6grenme algoritmalari ile
siniflandirmalar gerceklestirilmistir. Son olarak SPSS araciligi ile korelasyon
analizleri uygulanmig ve sonuglarin tutarli olup olmadigi, makine 6Zrenme
uygulamasinda kullanilan degiskenlerin sonu¢ degiskeni iizerinde anlamli
etkilerinin olup olmadig: tespit edilmistir.

3.3.Makine Ogrenmesi Yontemleri

Destek Vektor Makinesi veya Support Vector Machine (SVM), Vapnik (1999)
tarafindan simiflandirma ve regresyon amaciyla kullanilan denetimli bir 6grenme
yontemidir. SVM’ler, giiclii bir yapisal risk minimizasyonu teorisinden tiiretilmis,
egitim sirasindaki kayiplar yerine yapisal riskleri azaltmayir amaglamaktadir
(Vapnik, 1998; Suykens ve Vandewalle, 1999). SVM algoritmasinin teknik
amaci, farkli smiflarin veri noktalarini ayirt etmeye yarayan bir hiperdiizlem
tanimlamaktir (Sekil 1) ve bu sayede veri siniflandirma, regresyon, kiimeleme
gibi uygulamalarda, kabul edilebilir verimliliklerinden dolay1 yaygin olarak
kullanilmaktadir (Sun vd., 2009; Garla vd., 2013; Fayed ve Atiya, 2021).
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Sekil 1. SVM Tarafindan Ornek Uzayda Veri Simiflandirmast Amactyla Tanimlanan
Bir Hiperdiizlem [Xia vd., 2015]

Rastgele Orman veya Random Forest (RF), Breiman (2001) tarafindan tanitilan
ve smiflandirma, regresyon gibi amaglar icin sikg¢a tercih edilen, bir topluluk
o0grenme modeli ve gelismis bir karar agaci yontemidir (Aria vd., 2021). Yapisi
geregi RF modelleri, smiflandirma esnasinda her bir digiimiinde farkli 6rnek
kiimeleri barindiran bir¢ok karar agaci olugturmakta (Sekil 2) ve olusturulan her bir
agacin performanslarmin ortalamasi sayesinde daha dogru bir nihai dogruluk elde
ettiginden dolayi, RF algoritmasi siklikla tercih edilmektedir (Liang ve Zhao, 2019).

Sekil 2. Rastgele Orman Algoritmasinin Genel Mimarisi (Witten ve Frank, 2002)

K-En Yakin Komsuluk veya K-Nearest Neighbor (KNN), makine 6grenmesinde
parametrik olmayan ve 6rnek tabanli, en kolay yaklagimli bir siniflandirict modelidir
[Zhang vd., 2017a; Zhang vd, 2017b]. KNN ilk olarak her bir test verisi i¢in uzaklik
hesaplamasi kullanarak, egitim setindeki en yakin k sayidaki komsu 6rnekleri bulur
(Zhu vd., 2014). Daha sonra en yakin k sayidaki egitim verisi arasindan ana sinifa
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sahip 0rnekleri temel alarak, test verilerinin atanmasi gereken siniflarmi tahmin eder
[Deng vd., 2016]. Sekil 3’te, k=3 (en icteki daire) ve k=5 (distaki daire) olmak
iizere, yesil verinin sinif etiketinin tahminlenmesi gosterilmistir.

Sekil 3. KNN Smiflandirmas: Ornegi (k=3 (icteki daire) ve k=5 (distaki daire)
olmak iizere) (Prasatha vd., 2017)

Karar Agaglart veya Decision Trees (DT), veri smiflandirma uygulamalarinda
kullanilan en 6nemli makine 6grenimi smiflandiricilarindan biridir. Genelde
yukaridan asagiya (timden gelim) bir yaklasim ile 6zyinelemeli ve bol-ve-
fethet mantigi ile siniflandirma iglemini gergeklestirir (Breiman, 2017; Witten ve
Frank, 2002). Agag yapist bir kok ve bu koke baglh diiglimler ile yapraklardan
olugmaktadir. Her diiglim, bir 6zniteligi temsil eder ve drnekler (veriler), digimii
olusturan 6zniteligin varsaydigi degerler tarafindan belirlenen alt dallara boliiniir
(Witten ve Frank, 2002; Colledani vd., 2023). Agaci sonuna gelindiginde her bir
ulasilan yaprak diiglim, o verinin atanacak smifin1 temsil etmektedir (Sekil 4).

Caloui & Med
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_
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Sekil 4. Karar Agaci Ornegi (www.edrawmax.com)




Otellere Dair Musteri Tatmininin Tahminlenmesi:
Makine Ogrenmesi Teknikleri ile Bir Uygulama 683

3.3.1. Hiperparametre Optimizasyon Teknigi

Grid Search, makine 6grenmesi modellerinin hiperparametre optimizasyonu i¢in
yaygin olarak kullanilan bir tekniktir. Hiperparametrelerin tiim kombinasyonlarinin
bir tabloda tanimlanmasi ve kapsamli bir sekilde denenmesinin basit bir yaklagim
oldugu bilinmektedir [Michalski vd., 1984]. Her ne kadar tiim hiperparametre
kombinasyonlarinin hesaplanacagi garanti edilse de; hesaplama agisindan son
derece zaman maliyetli olmasi, gozlemlenen sonuca uyum saglayamamasi ve
hesaplama sayisini sinirlayamamasi gibi 6nemli dezavantajlart da bulunmaktadir.
Ayrica hiperparametre sayisi arttikca kombinasyon sayisi da katlanarak artar ve
bu da verimsiz performanslara neden olur (Pontes vd., 2016; Ensor ve Glynn,
1997).

3.3.2.Degerlendirme Metrikleri

Her bir modelin performansint dlgmek i¢in; Accuracy (Dogruluk), Precision
(Kesinlik), Recall (Duyarlilik) ve F1 Score (f1 puani) metrikleri uygulanmistir.
Metriklerin formiilleri sirasiyla (1) - (2) - (3) - (4) denklemlerinde ggsterilmistir.
TP, TN, FP ve FN kisaltmalar1 sirasiyla True-Positive (Dogru-pozitif), True-
Negative (Dogru-negatif), False-Porisive (Yanlig-pozitif) ve False-Negative
(Yanlig-negatif) anlamina gelmektedir.

. Dogru tahminlerin sayisi
Dogruluk = — — Y
Tam tahminlerin sayisi

TP
Kesinlik = —— (2)
TP + FP
TP
Duyarlilik = ——— ®)
TP + FN
FLP _ 2 kesinlik x duyarlilik
uant = kesinlik + duyarlilik (4
4. Bulgular

4.1. Is1 Haritasimin Olusturulmasi

Calismaya dahil edilen tiim degiskenlerin tripadvisor skoru ile olan korelasyonunun
belirlenebilmesi i¢in Python Programlama Dili ile Spearman Sira Farklari
Korelasyon Katsayis1 kullanilarak 1s1 haritas1 olusturulmustur. Iliskilerin diizeyine
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karar verebilmek icin Biiylikoztiirk (2015) tarafindan o6nerilen araliklar kriter
olarak kabul edilmistir. Sekil 5’te verilen 1s1 haritasina gore tripadvisor skoru
ile otel smifi, oda sayisi, konusulan dil sayisi, yiirlinebilirlik, 1 km igerisindeki
restoran sayist, 1 km igerisindeki gezilecek yer sayisi arasinda diisiik diizeyde
iligki oldugu; isletme olanak sayisi, odalardaki 6zellik sayisi, oda tiirii sayisi,
yer skoru, temizlik skoru, deger skoru, yorum sayis1 arasinda orta diizeyde iliski
oldugu, hizmet skoru ile de yliksek diizeyde iligki oldugu sonuglari elde edilmistir.
Buna gore sonug degiskeni tlizerindeki nispi etkileri dikkate alinarak orta ve yiiksek
diizeyde iliskileri oldugu tespit edilen degiskenlerle makine 6grenme uygulamasi
gerceklestirilmistir.

Sinifi - 1.00 | 0.3 Galei=R8 - A

Oda Sayis -

-10

-0.8

Korngulan Dnl Sayis
isletme Olanak Sayisi
Ddadaki Qzellik Sayisi -
Oda Tard Sayis
er Skoru g
Hizmigt Skoru
Ternizlik Skoru g
Deger Skoru
worunebilirlik % -ECHl
1 km Igindeki Restoran Sayis
1 ki lginddeki Gezilecek Yer Sayis) -

wirum Sayis

i Advisor Skory m m
2
£
W
¥

Sumufi
Oda Sayrst
Konugulan Dil Sayes
isletme Olanak Sayist
Odadaki Ozellik Says
Oda Tl Says
Hizmet Skon -
Deger Skoru -
runebdiriik % -
1 km igindeki Mastaran Sayi
orum Says
Trip Advisor Skomnu -

1 km igindeki Gezilecek Yer Sayms

Sekil 5. Is1 Haritasi
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4.2. Makine Ogrenme Uygulamalarina Ait Bulgular

Verilerin dogru siniflandirilmasi ve basarilarinin yiiksek olmasi, makine 6grenmesi
simiflandiricilarinin optimum seviyede modellenmesiyle miimkiin olmaktadir.
Bu optimum modelleme ise, hiperparametrelerin en uygun sekilde atanmasi ile
saglanmaktadir. Bu sebeple, ¢alismada kullanilan her bir makine &grenmesi
modeline, Grid Search hiperparametre optimizasyonu uygulanmis ve en optimum
modeller olusturularak, makine 6grenmesi uygulamasi yapilmistir.

Veri seti; %70 egitim ve %30 test verisi olmak iizere ikiye ayrilmistir. Egitim
verileri ile modeller egitilmisg; test verileri ile model basarilart smnanmistir.
Test verileri sonrast model basarist dogruluk, kesinlik, duyarlilik ve fl puani
degerlendirme metrikleri yardimi ile dl¢iilmiis ve her bir modelin performansi
analiz edilmistir.

Tablo 1, SVM modeline ait performans sonuglarini géstermektedir. Tabloya gore;
tatmin skoru 2 ve 3 olan otel verilerine ait sonuglarda, modelin olduk¢a dogru
sekilde egitildigi goriilmektedir. Modelin genel basar1 ise %76 dogruluk oraninda
sonu¢lanmistir. Bu durumda SVM modeli ile tatmini tahmin etme bagarisinin %
76 oldugu soylenebilir.

Tablo 1. SVM Modelinin Degerlendirme Sonuglari

Tatmin Skoru Kesinlik Duyarhhk F1 Puam Dogruluk
2 0,95 0,96 0,95
3 0,90 0,83 0,87
4 0,76 0,41 0,54 0,76
5 0,53 0,85 0,66
Ortalama 0,79 0,76 0,75

Tablo 2, Random Forest modeline ait performans sonuglarint gdstermektedir.
Bu modelde, tiim skorlardaki otellerin verilerinin oldukg¢a basarili bir sekilde
egitilebildigi goriilmektedir. Modelin genel basarist ise %81 dogruluk oraninda
sonu¢lanmistir. Random Forest modelinin tatmini tahmin etme basarisinin % 81
orant ile en basarili model oldugu goriilmektedir.

Tablo 2. Random Forest Modelinin Degerlendirme Sonuglari

Tatmin Skoru Kesinlik Duyarhhk F1 Puam Dogruluk
2 0,85 0,95 0,90
3 0,85 0,81 0,83
4 0,78 0,62 0,69 0,81
5 0,76 0,88 0,82

Ortalama 0,81 0,82 0,81
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Tablo 3, KNN modeline ait performans sonuglarini gdstermektedir. Analiz
sonuclarina gore, basarist en diisiik olan model KNN modeli olmustur. Bunun
sebeplerinden biri, tatmin skoru 4 ve 5 olan otel verilerinin, model egitimine
olumsuz yonde etki etmesidir. Modelin genel basari ise %71 dogruluk oraninda
sonuclanmuistir.

Tablo 3. KNN Modelinin Degerlendirme Sonuclar1

Tatmin Skoru Kesinlik Duyarhhik F1 Puam Dogruluk
2 0,86 0,99 0,92
3 0,70 0,87 0,78
4 0,58 0,45 0,50 0,71
5 0,61 0,52 0,56
Ortalama 0,69 0,71 0,69

Tablo 4, Decision Tree modeline ait performans sonuglarini gostermektedir.
Tablodan da anlagilacag: iizere; tatmin skoru 2, 3 ve 5 olan otel verilerine ait
sonuglar, modelin dogru sekilde egitildigini gostermektedir. Modelin genel basart
ise %76 dogruluk oraninda sonuglanmustir.

Tablo 4. Decision Tree Modelinin Degerlendirme Sonuglari

Tatmin Skoru Kesinlik Duyarhhk F1 Puam Dogruluk
2 0,85 0,89 0,86
3 0,76 0,81 0,78
4 0,68 0,61 0,64 0,76
5 0,73 0,72 0,73
Ortalama 0,75 0,76 0,75

Tiim sonuglar degerlendirildiginde, mevcut veri seti i¢in en basarili ve uygun olan
makine 6grenmesi modelinin Random Forest modeli oldugu; en basarisiz modelin
ise KNN modeli oldugu goriilmektedir.

4.3. SPSS Uygulamalarina Ait Bulgular

Makine 6grenme uygulamasiyla tahmin basarisinin belirlenmesinde tatmin ile
orta ve yiksek korelasyonu oldugu goriilen degiskenler ele alinmistir. Ancak
burada degiskenlerin anlamli ya da anlamsiz olan etkileri belirlenememektedir.
Bu uygulamalarin pazarlama arastirmalarindaki kullanimlart oldukga yeni oldugu
icin alanda kullanilan klasik yontemlerle karsilastirma yapilarak tutarli sonuglara
ulasilip ulagilmayacaginin belirlenmesi gerekli goriilmiistiir. Bu amagla SPSS
programi ile de korelasyon analizi gergeklestirilmistir.

Gergeklestirilen normallik testi ile veri setinin normal dagilim gostermedigi
icin nanparametrik veri setinde kullanilmasi Onerilen Spearman Brown Sira
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Farklar1 korelasyon katsayisi kullanilmistir. Bu katsay1 onceki asamada Python
programlama dilinde de kullanilan ile aynidir. Korelasyon analizi sonuglar1 Tablo
5’de gosterilmektedir.

Tablo 5. Korelasyon Analizi Sonuglari

Tripadvisor skoru

r R? p
Isletme olanak sayis1 337 L1 L00%*%*
Odalardaki 6zellik sayis1 ,379 14 ,00%**
Oda tiirii say1st 351 12 L00%**
Yer skoru ,500 25 ,00% %
Hizmet skoru 728 52 L00%**
Temizlik skoru ,482 23 ,00% %
Deger Skoru ,643 41 L00%**
Yorum sayist ,301 ,09 ,007%%*

*xkp< 001

Tablo incelendiginde tripadvisor skoru ile isletme olanak sayisi arasinda orta
diizeyde pozitif ve anlamli bir iliski oldugu (p<,001); odalardaki 6zellik sayisi ile
orta diizeyde pozitif ve anlamli bir iliski oldugu (p<,001); oda tiirii sayisi ile orta
diizeyde pozitif ve anlamli bir iligki oldugu (p<,001); Yer skoru ile orta diizeyde
pozitif ve anlaml bir iliski oldugu (p<,001); hizmet skoru ile yliksek diizeyde
pozitif ve anlamli bir iligki oldugu (p<,001); temizlik skoru ile orta diizeyde
pozitif ve anlaml1 bir iliski oldugu (p<,001); deger skoru ile orta diizeyde pozitif
ve anlamli bir iliski oldugu (p<,001); yorum sayisi ile orta diizeyde pozitif ve
anlaml bir iligki oldugu (p<,001) sonuglar1 elde edilmistir.

Determinasyon sayisi (R?) degerlendirildiginde ise tatmindeki varyansin % 11’inin
isletmelerdeki olanak sayisindan, % 14’iiniin odalardaki 6zellik sayisindan, %
12’sinin oda tiirii sayisindan, % 25’inin yer skorundan, % 52’sinin hizmetten,
% 23’lUntn temizlikten, % 41’inin degerden, % 9’unun yorum sayisindan
kaynaklandigi goriilmektedir. Tiim degiskenlerle tripadvisor skoru arasinda pozitif
yonli bir iliski oldugu gorilldiigiinden degiskenlerin sayisal degerleri arttikca
tripadvisor skorunun artis gosterdigi, azaldikca da diisiis gosterdigi sdylenebilir.

5. Sonug¢

Yapay zeka teknolojilerinin kullanim alanlart ve kullanim yogunluklar1 her
gecen giin artis gostermektedir. Son yillarda turizm pazarlamasi alanindaki
cesitli kullanimlart da s6z konusu olmaya baslamistir. Turizm hizmetlerinin
pazarlanmasinda makine Ogrenme algoritmalarmin daha ¢ok duygu analizi
calismalarinda kullanildigi goriilmekle birlikte (Acar ve Ugur, 2021; Ahmetoglu
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ve Das, 2020; inan, 2019; Nguyen vd, 2023; Singgalen, 2024), otellerde en ¢ok
etkisi olan Ozelliklerin belirlenmesinde (Akyol, 2021), otellere yonelik talebin
tahmin edilmesinde (Pereira ve Cerqueira, 2022), rezervasyon iptallerinin
tahmin edilmesinde (Chen vd, 2023) kullanilabilecegini gosteren calismalar da
bulunmaktadir.

Calismada elde edilen sonuglara gore isletme olanak sayisi, odalardaki 6zellik
sayisi, oda tiirli sayisi, yer skoru, temizlik skoru, hizmet skoru, deger skoru ve
yorum sayisi ile tripadvisor skorlar1 arasinda orta ve yiiksek diizeyde iliskiler
belirlenmistir. Bu degiskenler kullanilarak, cesitli makine 6grenme yontemleri
ile en diisiik %71, en yiiksek ise %81 basar1 oranlariyla tatminin tahmin
edilmesinin miimkiin oldugu goriilmektedir. Gergeklestirilen uygulamalar genel
olarak basarili olsa da sinirhi bir bakis a¢is1 sunmaktadir. Bu uygulamalarin
pazarlama arastirmalarinda kullanilabilecegini ifade edebilmek icin alanda
siklikla kullanilan diger uygulamalarla da karsilastirilmast yapilmistir. Analizler
sonucunda makine dgrenme yoluyla tahmin yapmada kullanilan degiskenlerin
sonug degiskeni olan tatmin ile orta ve yiiksek diizeyde iliski i¢erisinde oldugu ve
bu degiskenlerin tatmini pozitif ve anlamli sekilde etkiledigi goriilerek sonuglarin
makine 6grenme uygulamasi ile tutarli oldugu bulunmustur. Bu ilave galigmalar
sonucunda tahminleme yapmak amaciyla gergeklestirilecek calismalarda Random
Forest yonteminin kullanilabilecegi ifade edilebilir. Goriilmektedir ki belirli
parametrelere dair veriler mevcut oldugunda, makine 6grenme modelleri basarili
sekilde tahminleme yapma potansiyeline sahiptir.

Teknolojinin gelismesiyle birlikte turzim isletmelerinin yoneticileri i¢in de ¢esitli
firsatlar s6z konusu olmaktadir. Turistlerin tatillerinden memnun ve tatmin olmus
olarak ayrilmasi bu kisilerin tripadvisor gibi web sayfalarinda oteli yiiksek sekilde
puanlanmasina neden olarak diger tiiketicileri etkilemekteedir. Ayrica turizm
isletmelerine geri bildirim saglayarak iyilestirmelerin yapilabilmesine olanak
saglamaktadir. Yeni uygulama araglarinin gelismesiyle birlikte ise ger¢eklesmis
deneyimlerden hareketle heniiz gergeklesmemis deneyimlerin tahmin edilebilmesi
miimkiin olmaktadir. Calisma sonuglarina gore isletmeler daha iyi olanaklara
sahip olduklarinda, odalarin 6zellik ve tiir sayisi fazla oldugunda ya da daha temiz
otellere sahip olduklarinda miisteri tatmininin artmasini saglayabilirler.

Sayica ve anlamca tutarli olan veri setleri ile yiritiilecek gelecek ¢alismalarda,
model basarilarinin artis gdsterecegi de ifade edilebilir. Ayrica makine dgrenmesi
siniflandiricilarina ek olarak sayica daha biiylik veri setleri ile uygulanan derin
o0grenme yontemlerinin kullanimi ile tahmin etme performanslari daha basarili
olan modeller gelistirilerek arastirma kisitlari ortadan kaldirilabilir.

Makine Ogrenmesi yontemleri, onemli arastirma konularinin ele alinmasina
yardime1 olma konusunda biiyiik bir potansiyele sahiptir. Oniimiizdeki on yillar,
makine 6grenmesi yontemleriyle desteklenen otomatik yapay zeka aracilarinin
teknoloji, biiylik veri ve rekabetin etkisiyle is ve pazarlamanin her alaninda
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yayginlagmasi beklenmektedir (Ma ve Sun, 2020). Bu ve benzeri ¢alismalarin
aragtirmacilar tarafindan uygulanmasiyla birlikte yapay zeka uygulamalarinin
pazarlamada hangi alanlarda kullanilabileceginin belirlenmesi 6nemlidir.
Bu calisma ile onemli sonuglar elde edilmis olmakla birlikte yeni bir bakis
acist sundugundan dolayr smirli yonleri oldugu goéz Oniinde bulundurularak
degerlendirildiginde daha faydali olacagi unutulmamalidir. Biiyiik potansiyeline
ragmen turizm pazarlamasi arastirmalarindaki kullanim alanlarmin smirh
oldugu dikkat ¢ekmektedir. Bu calisma ile makine 6grenme uygulamalarinin
turizm pazarlamasindaki kullanim alanlarinin genisletilmesine katki saglamak
amaglanmustir.
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EXTENDED ABSTRACT

PREDICTING CUSTOMER SATISFACTION REGARDING HOTELS:
AN APPLICATION USING MACHINE LEARNING TECHNIQUES

1. Introduction

This study aims to identify customer satisfaction parameters by examining
information derived from customer experiences on TripAdvisor. The study aims
to determine the effectiveness of artificial intelligence algorithms in predicting
consumers’ future behaviors. Emphasizing the importance of this topic is essential
since artificial intelligence, one of the significant innovations in recent years,
enables the identification of future behaviors using customer data (Bayuk &
Demir, 2019). Artificial intelligence algorithms have the capability of predicting
consumers’ future behaviors. Consequently, marketing experts can understand
customer behaviors better (Aktas & Cavusoglu, 2023). This study processed the data
obtained from actual customer experiences that determine satisfaction parameters
using machine learning (ML) techniques. The main goal is to accurately predict
the ranks of accommodations that possess certain characteristics of parameters for
future customers.

2. Conceptual Framework

Customer satisfaction, in its broadest sense, occurs when performance aligns
with or exceeds expectations; otherwise, customer dissatisfaction arises (Sao
Mai & Tri Cuong, 2021; Bi, Liu, Fan, & Zhang, 2020; Yi, Yeo, Amenuvor, &
Boateng, 2021). Customer satisfaction is also a measure used to understand the
success of a product or service. The level of customer satisfaction can be observed
through customer evaluations, and appropriate products or services can be offered
accordingly (Khairawati, 2020). In the hospitality industry, customer satisfaction
is considered an important topic because it significantly contributes to customer
loyalty, repeat purchases, positive word-of-mouth communication and ultimately,
higher profitability and improved financial performance of hotels (Zhang & Kim,
2021). Customer satisfaction is seen as an indicator of the excellence of hotel
services and is used as a performance measure of the services produced from the
consumer’s perspective (Kim & Chung, 2020).

Some consumers write reviews to reflect their attitudes and satisfaction, while
others do so to help other consumers. Reviews can also be made to provide
suggestions to improve the service providers’ facilities (Hennig-Thurau et al.,
2004; Gretzel & Yoo, 2008). Review platforms such as TripAdvisor are the
platforms where tourists can gather information before their experiences and
participate in post-service experiences. They use the information produced by
other customers in their decision-making processes regarding hotel choices and
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contribute to the development of content themselves after their experiences (Ak
& Altundz Siiriicii, 2018).

3. Method

This study adopted a quantitative research approach by evaluating numerical
data. The study aims to demonstrate, through an exemplary application, whether
it is possible to predict customer satisfaction (TripAdvisor scores) using machine
learning techniques based on variables that determine the post-experience
satisfaction of customers who have stayed in hotels.

The data for the study consists of customer reviews of hotels in the Antalya region
found on the TripAdvisor website. The researchers recorded the data between
January 22, 2024 and February 2, 2024. The hotel search was limited to Antalya,
and searches were conducted on a specific date range from February 15, 2024,
to March 15, 2024. The study was conducted using data from 993 hotels. The
evaluated variables include hotel star rating, number of rooms, number of languages
spoken, number of amenities, number of room features, number of room types,
location score, service score, cleanliness score, value score, walkability, number
of restaurants within 1 km, number of attractions within 1 km and the number of
reviews. The TripAdvisor score represents the satisfaction variable, encompassing
all systematically accessible information.

Machine learning classifiers, an artificial intelligence technique, were utilized
to predict the satisfaction variable. As a preparatory step for the application, a
correlation analysis was conducted using the Python programming language
and Google Colab platform to provide insights into the relationships between all
variables and satisfaction, visualized through a heat map. Since the dataset did
not exhibit a normal distribution, the Spearman correlation coefficient was used
to identify variables with low, medium and high correlations with the outcome
variable (satisfaction) (Biiyiikoztiirk, 2015). Consequently, machine learning
applications were then performed with medium and high-level relationships.

Advancing technology goes beyond enabling the sharing of experiences through
artificial intelligence applications. The concept of artificial intelligence can be
explained as the technology that endows machines with the ability to think and
act intelligently. Machine learning methods, an artificial intelligence application,
can process large-scale and unstructured data and possess strong predictive
performance. It is possible to process unstructured data such as texts, images,
videos or sounds, as well as network data, using machine learning. It is an
application that can be effectively used for prediction purposes (Ma & Sun, 2020).

4. Analyses and Findings
4.1. Creation of the Heat Map

According to the heat map, a low correlation was found between the TripAdvisor
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score and variables such as hotel star rating, number of rooms, number of
languages spoken, walkability, number of restaurants within 1 km, and number
of attractions within 1 km. A medium level of correlation was observed with the
number of amenities, number of room features, number of room types, location
score, cleanliness score, value score, and number of reviews. A high level of
correlation was found with the service score. Based on these relative effects on
the outcome variable, a machine learning application was performed using the
variables identified to have medium and high levels of correlation.

4.2. Findings from Machine Learning Applications

The dataset was divided into 70% training data and 30% test data. Models were
trained with the training data, and their performance was tested with the test data.
After testing, model performance was measured using evaluation metrics such as
accuracy, precision, recall and F1 score so that the performance of each model
was analyzed.

According to the performance results of the Support Vector Machine (SVM)
model, it was observed that the model was trained quite accurately for hotel data
with satisfaction scores of 2 and 3. The overall success of the model resulted
in an accuracy rate of 76%. Therefore, it can be said that the success rate of
predicting satisfaction with the SVM model is 76%. For the Random Forest (RF)
model, it was observed that it could successfully train the hotel dataset with all
scores. The overall success of the model resulted in an accuracy rate of 81%. The
Random Forest model was the most successful model, with an 81% success rate
in predicting satisfaction. According to the results of the analysis, the K-Nearest
Neighbor (KNN) model was the least successful. One of the reasons for this is
that hotel data with satisfaction scores of 4 and 5 negatively affected the model
training. The overall success of the model resulted in an accuracy rate of 71%. The
performance results of the Decision Tree (DT) model indicate that the model was
accurately trained for hotel data with satisfaction scores of 2, 3, and 5. The overall
success of the model resulted in an accuracy rate of 76%.

Considering all results, it is observed that the most successful and suitable machine
learning model for the existing dataset is the RF model, while the least successful
model is the KNN model.

4.3. Findings from SPSS Applications

A normality test was conducted, and since the dataset did not exhibit a normal
distribution, the Spearman-Brown Rank Correlation Coefficient, which is
recommended for non-parametric datasets, was used. This coefficient is the same
as the one used in the previous stage with the Python programming language.

A moderate positive and significant relationship was found between the number of
amenities and the TripAdvisor score (p<.01). When the coefficient of determination
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(R2) is evaluated, it is observed that the number of amenities explains 11% of
the variance in satisfaction. A moderate positive and significant relationship was
found between the number of room features and the TripAdvisor score (p<.01).
It is observed that the number of room features explains 14% of the variance in
satisfaction. A moderate positive and significant relationship was found between
the number of room types and the TripAdvisor score (p<.01). It is observed that
the number of room types explains 12% of the variance in satisfaction. A moderate
positive and significant relationship was found between the location score and
the TripAdvisor score (p<.01). It is observed that the location score explains
25% of the variance in satisfaction. A high positive and significant relationship
was found between the service score and the TripAdvisor score (p<.01). It is
observed that the service score explains 52% of the variance in satisfaction. A
moderate positive and significant relationship was found between the cleanliness
score and the TripAdvisor score (p<.01). It is observed that the cleanliness score
explains 23% of the variance in satisfaction. A moderate positive and significant
relationship was found between the value score and the TripAdvisor score (p<.01).
It is observed that the value score explains 41% of the variance in satisfaction.
A moderate positive and significant relationship was found between the number
of reviews and the TripAdvisor score (p<.01). It is observed that the number of
reviews explains 9% of the variance in satisfaction.

Since there is a positive relationship between all variables and the TripAdvisor
score, it can be said that as the numerical values of the variables increase, the
TripAdvisor score also increases.

5. Conclusions and Recommendations

The results identified moderate to high-level relationships between the number of
amenities, room features, room types, location score, cleanliness score, service
score, value score, and the number of reviews with the TripAdvisor scores. Using
these variables, it was found that it is possible to predict satisfaction with accuracy
rates ranging from a minimum of 71% to a maximum of 81% through various
machine learning methods. Although the applications carried out were generally
successful, they provide a limited perspective. To assert that these applications can
be used in marketing research, comparisons were made with other commonly used
applications in the field. The analyses revealed that the variables used in machine
learning prediction have moderate to high-level relationships with the outcome
variable, satisfaction and that these variables positively and significantly affect
satisfaction, making the results consistent with the machine learning application.
Consequently, it can be suggested that the Random Forest method could be used for
predictive studies. It is evident that when data on certain parameters are available,
machine learning models have the potential to make successful predictions.
Furthermore, it can be stated that in future studies conducted with numerically and
semantically consistent datasets, model success rates will improve. Additionally,
using deep learning methods applied to larger datasets can develop models with
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better prediction performance.

Machine learning methods hold great potential in addressing important research
topics from all these perspectives. The coming decades are expected to see the
proliferation of automated artificial intelligence agents supported by machine
learning methods across all areas of business and marketing, driven by technology,
big data and competition (Ma & Sun, 2020). Determining the areas in marketing
where artificial intelligence applications can be used through the implementation
of such studies by researchers is crucial. Although significant results have been
obtained with this study, it is important to remember that it offers a new perspective
and should be evaluated with its limitations in mind to be more beneficial.
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GONULLU SADELIK VE MINIMALiZMiN SURDURULEBILIR
SATIN ALMA DAVRANISI UZERINDEKI ETKISINDE
SURDURULEBILIR CEVRESEL BiLINCIN ARACI ROLU!

Tugba KOYSUREN?
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Gilnliik hayatimizin vazgecilmez bir unsuru olan tiiketim, glinlimiizde ihtiyaglarin
karsilanmasinin yani sira insanlara itibar kazandiran, haz elde ettiren bir olguyu ifade
etmektedir. Ozellikle son yillarda tiiketimin zaman ve mekan smirlandirilmasindan
¢ikarak sanal ortamlara da taginmasi asiri tiiketimin her gegen giin daha da ¢ok artmasina
sebep olmaktadir. Kontrolsiiz olarak gerceklesen siirekli artan asir1 tiikketim ise ekosistem
iizerinde olumsuz etkilere sebep olmaktadir. Ortaya ¢ikan bu olumsuz etkiler ise insanlar1
alternatif yasam tarzi arayigina itmektedir. Goniillii sadelik ve minimalist yasam tarzlari
ekosistem tizerindeki olumsuz etkileri minimum bir seviyeye indirgeyen alternatif
yasam tarzlari olarak karsimiza ¢ikmaktadir. Bu dogrultuda bu ¢aligma, goniillii sadelik
ve minimalizmin siirdiiriilebilir satin alma davranis1 iizerindeki etkisinde siirdiiriilebilir
cevresel bilincin aracilik roliiniin belirlemek amaciyla nicel arastirma deseninde
tasarlanmistir. Calismada ilgili degiskenlere iligkin katilimcr tutumlarmi tespit etmek
amaciyla minimalizm 6l¢egi, goniillii sadelik 6lgegi, siirdiiriilebilir cevresel biling dlgegi,
stirdiiriilebilir satin alma davranisi 6l¢egi kullanilmistir. Caligmanin evrenini Tiirkiye’de
tilketim davranisi sergileyen tiiketiciler olusturdugundan online veri toplama teknigi
ile Tiirkiye’den katilan 997 tiiketiciye ulasilmigtir. Elde edilen veriler AMOS ve SPSS
22.0 for Windows paket programi kullanilarak analiz edilmis ve minimalizm ile goniilli
sadeligin siirdiiriilebilir satin alma davranisi tizerinde etkili oldugu belirlenmistir. Ayrica
goniillii sadeligin stirdiiriilebilir satin alma davranisi tizerindeki etkisinde siirdiriilebilir
cevresel bilincin bir araci roliiniin bulundugu tespit edilmistir.

Anahtar Kelimeler: Siirdiiriilebilir Satin Alma Davranisi, Minimalizm, Gontilli Sadelik,
Stirdiiriilebilir Cevresel Biling.

Doi: 10.15659/ppad.17.3.1409250

1 Bu makale Tugba Kdysiiren tarafindan Dog. Dr. Emine Sener danismanliginda yiiriitilen “Tiiketim Karsiti
Yasam Tarzlarimin Siirdiiriilebilir Satin Alma Davramsi Uzerindeki Etkilerinin Belirlenmesine Yonelik Bir
Arastirma” baslikli doktora tezinden iiretilmistir. Calismanin baslangicinda yol gosterici katkilarindan dolay:
Prof. Dr. Banu Kiilter Demirgiines’e tesekkiir ederiz. Bu ¢aligmanin etik kurallara uygunlugu, Kirsehir Ahi
Evran Universitesi Etik Kurulu tarafindan 22.11.2022 tarihli ve 13 sayisi karartyla onaylanmistir.

2 Doktora Ogrencisi, Kirsehir Ahi Evran Universitesi, Sosyal Bilimler Enstitiisii,
tugbakoysurenl@gmail.com,

ORCID NO: 0000-0001-8295-0242, Sorumlu Yazar

3 Dog. Dr., Kirsehir Ahi Evran Universitesi, iktisadi ve idari Bilimler Fakiiltesi, isletme Boliimii,

esener@ahievran.edu.tr,
ORCID NO: 0000-0002-8903-1684
Gelis Tarihi / Received: 24.12.2023, Kabul Tarihi / Accepted: 04.09.2024



https://dergipark.org.tr/tr/pub/ppad/issue/87363/1409250

704 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say:: 3, Eylil 2024, ss. 703-734

THE MEDIATING ROLE OF SUSTAINABLE ENVIRONMENTAL
AWARENESS IN THE IMPACT OF VOLUNTARY SIMPLICITY AND
MINIMALISM ON SUSTAINABLE PURCHASING BEHAVIOR

ABSTRACT

Consumption, an indispensable element of our daily lives, expresses a phenomenon that
gives people a reputation and pleasure as well as meets their needs. Especially in recent
years, the fact that consumption has moved out of time and space limitations and moved to
virtual environments causes excessive consumption to increase day by day. Uncontrolled
and ever-increasing overconsumption causes negative effects on the ecosystem. These
negative effects push people to seek alternative lifestyles. Voluntary simplicity and
minimalist lifestyles appear as alternative lifestyles that minimize the negative effects
on the ecosystem. Accordingly, this study was designed in quantitative research design
to determine the mediating role of sustainable environmental awareness in the effect of
voluntary simplicity and minimalism on sustainable purchasing behavior. In the study, the
minimalism scale, voluntary simplicity scale, sustainable environmental consciousness
scale, and sustainable purchasing behavior scale were used to determine participant
attitudes toward the relevant variables. Since the population of the study consists of
consumers exhibiting consumption behavior in Turkey, 997 consumers from Turkey were
reached through an online data collection technique. The data obtained were analyzed
using AMOS and SPSS 22.0 for Windows package programs and it was determined that
minimalism and voluntary simplicity are effective on sustainable purchasing behavior. In
addition, it was determined that sustainable environmental awareness has a mediating role

in the effect of voluntary simplicity on sustainable purchasing behavior.

Keywords: Sustainable Purchasing Behavior, Minimalism, Voluntary Simplicity,
Sustainable Environmental Consciousness.
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1. GIRiS

Insanlar, hatta diinyadaki biitiin canlilar hayatlarini devam ettirebilmek
i¢in siirekli olarak tiiketim egilimindedir. Bu egilim bircok faktdriin etkisi
altindadir. Sanayi ve teknoloji alanindaki gelismeler, hizli bir sekilde degisen
yasam kosullari, tirlin ve hizmet ¢esitliligindeki yogun artis insanlarin tiiketim
aliskanliklarini giin gectikge degismesine sebep olmaktadir. Zamanla insanlar
ihtiyaclarimi karsilamanin da Otesinde toplum tarafindan saygi gdrme, ait
olma, kimlik olusturma, haz almak ve farkliligini géstermenin bir yolu olarak
hizl1 ve asir tiikketime yonelmektedirler. Kapitalizmin de etkisiyle ¢evresine
ve kendisine daha az zaman harcamaya mecbur kalan gliniimiiz tiiketicileri,
hizli ve asirt tiikketim ile birlikte adeta nesnelerin esiri haline gelmislerdir.
Hayatlarinin merkezine nesneleri koyan tiiketiciler, istek ve ihtiyaglarina
ulagmak i¢in nesneleri bir arag¢ olarak gérmekten ¢ok hayatlarinin bir amaci
olarak gormektedirler. Hizl1 ve asir1 tiiketimin insa ettigi bu durum kaynaklarin
bilingsiz bir sekilde hizla tilkenmesine, maddi doyumsuzluklara, israfa,
kiiltiirel yozlagmalara, kiiresel iklim degisikliklerine ve ¢evre kirliliklerine
sebep olmaktadir. Ortaya ¢ikan bu olumsuz etkiler bazi isletmelerin ve
tiketicilerin dikkatini ¢ekmektedir. Bu tiiketiciler hizli ve asir1 tiikketime karsi
direnerek tiiketim karsit1 hareketler sergilemektedirler (Albinsson vd., 2010:
414; Ulker, 2021: 786).

Tiiketim karsit1 hareket eden tiiketiciler sade ve minimalist bir hayat tarzim
benimseyerek bilingli bir sekilde satin alma davraniglarinda tutumlu olmay1 tercih
etmektedirler. Bu baglamda tutumlu davranarak satin alma davraniglarinda yerel
iiriin ve yesil enerji sirketlerini tercih etmekte, organik tirtinler kullanmakta ve yesil
olarak nitelendirilen doga ile uyumlu markalar1 kullanmaktadirlar (Chatzidakis ve
Lee, 2012: 196). Ayrica tiiketim karsit1 bu tiiketiciler daha ¢ok islevselligi olan,
basit ambalajli, rasyonel faydasi 6n planda olan iriinleri tercih etmektedirler.
Bu tiiketiciler, bir {irliniin veya bir markanin ¢evreye daha az zarar verecegini
bildikleri siirece piyasadaki diger {irlin veya markalara nazaran daha fazla para
O0demeye razidirlar (Palafox, 2020: 87). Maddiyata énem vermeyen gevresel
bilince sahip tiiketim karsiti tiiketiciler genel olarak kullandiklar: tirtinlerin ise
Omiirlerini uzatmaya ¢aligmaktadirlar. Bozulan tirtinleri tamir ederek veya tiriinler
iizerinde bir takim degisiklik yaparak yeni kullanim alanlar1 insa etmektedirler
(Ulker, 2021: 786). Cope atmak yerine tamir etmek ise son yillarda bazi ¢evre
dostu tireticiler ve magazalarin da katilimiyla moda sektdriinde giderek biiyiliyen
bir trend haline gelmistir.

Tiiketicileri goniillii sade ve minimalist yasam tarzlara yonelten baslica sebepler;
maddi durumlari, ilgileri, tutumlari, kisisel imaj kaygilari, saglik kosullari,
benimsedikleri degerler, dini inanglari, ¢evresel kaygilari, ¢evresel farkindaliklar
ve cevresel bilingleridir. Cevresel biling, siirdiiriilebilirligin saglanilabilmesi igin
kritik bir 6neme sahiptir. Yiiksek ¢evre bilincine sahip tiiketiciler genel olarak
stirdiiriilebilir satin alma davraniginda bulunmaktadirlar. Fakat her bilingli tiiketici
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sahip oldugu bilgileri davranislarina yansitmamaktadir. Béylece bilmek ile yapmak
arasinda ciddi bosluklar olusmaktadir. Bu dogrultuda bu ¢alismanin amaci, goniilli
sadelik ve minimalizmin siirdiiriilebilir satin alma davranigi {izerindeki etkisinde
stirdiiriilebilir ¢evresel bilincin aracilik roliinii belirlemektir. Bu temel amag
dogrultusunda ¢alismanin alt amaglar ise su sekildedir:

* Gonilli sadelik ve minimalizmin siirdiiriilebilir satin alma davranisi iliskisini
incelemek.

e Goniillii sadelik ve minimalizmin siirdiirtilebilir c¢evresel biling iliskisini
incelemek.

* Goniillii sadelik, minimalizm, siirdiiriilebilir ¢evresel biling, silirdiiriilebilir
satin alma davranisi iliskisini incelemek.

Literatiirde goniillii sadelik yasam tarzinin siirdiriilebilir satin alma davranist
iizerindeki etkisini inceleyen ¢alismalar  olmasina karsilik minimalizmin
siirdiirilebilir satin davranigi {lizerindeki etkisini inceleyen calismalar sinirlt
sayidadir. Ozellikle minimalizmin siirdiiriilebilir satin alma davranis1 iizerindeki
etkisinde siirdiiriilebilir ¢evresel bilincin araci roliiniin ortaya konuldugu bir
calismaya rastlanilmamistir. BOylece ¢alismanin sonuglar1 literatiire katki
saglayacak niteliktedir. Ileriki dénemlerde goniilli sadelik, minimalizm,
surdiiriilebilir ¢evresel biling ve siirdiiriilebilir satin alma davranisi konulari
ile ilgili arastirma yapmak isteyenlere bilimsel alt yapi olusturmasi agisindan
yiiriitiilen bu calisma dnemlidir. Ayrica bu ¢aligma pazarlamacilarin ve tiiketicilerin
cevresel farkindalik ve biling diizeylerinin artmasini saglayacak niteliktedir. Artan
cevresel biling diizeyi ise ortaya ¢ikan ¢evre sorunlarinin iistesinden gelinmesi ve
sorunlarin daha ileri boyutlara gitmemesi konusunda oldukga etkilidir.

2. LITERATUR VE HiPOTEZ GELISTIRME
2. 1. Tiiketim Karsit1 Yasam Tarzlari

Tiiketim karsithigi, tiiketime karsit bir direng, hosnutsuzluk veya reddetmeyi
ifade etmektedir (Zavestoski, 2002: 121). Asirt tiiketimin diinya {izerinde
olusturdugu olumsuz etkileri azaltmayi amag edinen tiiketim karsitligi, kelime
anlami olarak her ne kadar hig tiikketim yapmamay1 ¢agristiriyor olsa da tamamen
tiiketime kars1 bir durumu ifade etmemektedir (Chatzidakis ve Lee, 2013: 194).
Ciinkii tiiketim, glindelik hayatin vazgecilmez bir unsurudur. Buradaki tiiketim
karsithigi, tiiketicilerin satin alma giiclinlin bulunmasina ragmen bir iirlin, marka
veya tiiketime yonelik gesitli sebeplerle tepki gosterilen genel bir direnis olarak
karsimiza ¢ikmaktadir (Diilek ve Comert, 2018: 109).

Glinliimiiz postmodern diinyasinda goniillii sadelik ve minimalizmi benimseyerek
bu bilinci hayat felsefesi edinen tiiketiciler, tiiketim karsit1 bir tutumu sergileyen
gruplarin bir kismini olusturmaktadir.



Goniillt Sadelik Ve Minimalizmin Stirdiriilebilir Satin Alma Davranisi Uzerindeki Etkisinde
Surdurilebilir Cevresel Bilincin Araci Rolu 07

2.1.1. Goniillii Sadelik

Gonillii sadelik, tiiketim odakli degerlerin daha basit degerlere doniisiimiini
saglayarak bireylerin daha kaliteli yasamasina zemin hazirlayan bir akimdir.
Goniillii sadelik, bireylerin goniillii olarak tiiketim ¢ilginligindan vazgecerek
yasamlarinda gerek gérmedikleri nesnelerden uzaklastiklari daha sade bir yasam
tarzin1 ifade etmektedir (Iwata, 1997: 233). Buradaki 6n plana ¢ikan sadelik
kavrami; bireylerin sahip olduklar1 karakter yapisina, yasadiklari ortama, orf
ve adetlere bagl olarak farklilik gosteren bir olgudur. Dolayisiyla bireyler veya
toplumlar arasinda farkli olarak kendini gosteren goniilli sade yasam tarzi,
bireylerin hem dis diinyasina hem de i¢ diinyasina hitap eden bir kavramdir
(Zavestoski, 2002).

Goniilli sade yasam tarzinin temelinde bes deger bulunmaktadir. Bunlar; ekolojik
farkindalik, maddi sadelik, kisisel gelisim, insani Ol¢ii ve bireysel kararhliktir
(Barton, 1981: 244). Shama ise bu degerlere uygun teknolojiyi de ekleyerek
goniillii sade yasam tarzinin temelinde alt1 degerin bulundugunu ileri stirmektedir
(Shama, 1985: 57- 58). Goniillii sade yasam tarzi hakkinda teknolojiden uzak
durma, yoksullugun benimsenme diigiincesi gibi birtakim yanilgilar bulunmaktadir.
Oysa goniillii sade bir yasam, teknolojinin avantajlarin1 gelisigiizel reddetmek
veya maddi durumu yetersiz bireylerin az tiiketimde bulunduklari anlamina
gelmemektedir. Cilinkii yoksulluk goniillii sadeligin tam tersini ifade etmektedir.
Gondillii sadelikte asil olan ise bireylerin tiikketimden bilingli ve goniillii bir sekilde
vazgecerek mutlulugu kesfetmeleridir (Demireli, 2014: 324).

Elgin ve Mitchell’e (1977) gore bireyler goniilli sadelik derecelerine gore dort
sinifa ayrilmaktadir. Bunlar:

Tam Géniillii Sadeciler: Bu sinifta yer alan bireyler, tiim kalbiyle goniilli sade bir
hayat yasamaktadirlar. Geri doniisiim, bahge diizenlemek, ise bisiklet ile gitmek,
organik yiyecekler tiiketmek, aile odakli meditasyon yapmak ve tatillerde sirt
cantasiyla gezmek bu sinifta yer alan bireylerin karakteristik dzellikleridir.

Kismi Goniillii Sadeciler: Bu smifta yer alan bireyler, goniilli sadeligin temel
unsurlarinin bir kismina baglh olarak yasamaktadirlar. Bu bireyler genel olarak
sehir merkezinde yasayan ve orta yash kesimdir.

Goniillii Sadelige Yénelik Sempatizanlar: Bu sinifta yer alan bireyler ise
goniilli sadelik ile ilgili gergeklestirilen faaliyetlere iliskin degerlere sempati
duymaktadirlar. Fakat buna gore hareket etmemektedirler.

Goniillii Sadelige Karst Kayitsiz: Gonillii sadelikten habersiz ya da buna karsi
olan bireylerdir. Goniillli sadelige karsi tiiketiciler genel olarak yoksulluk i¢inde
yasayan ve bolluk hayatinin kendilerine sunacagi firsatlardan vazge¢cmeyen
kesimdir. Ya da basari odakli bir hayat siirdiikleri i¢in goniillii sade yasam tarzlarini
bir tehdit olarak algilamaktadirlar (Elgin ve Mitchell, 1977: 17- 18).
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2.1.2. Minimalizm

Sanat alaninda sadelesme olarak ortaya ¢ikan minimalizm, giin gectikge mimari
alanda etkisini yogun olarak hissettiren bir kavram olmustur. Sanatla dogan bir
akimi temsil eden minimalizm, giiniimiizde insan iliskilerine ve giindelik hayatta
tiiketim aliskanliklarma yon veren bir alan haline gelmistir. Ozellikle mimar1 ve
tasarim alanlarinda adindan ¢ok fazla soz ettiren minimalizmin, son zamanlarda bir
yasam tarzi olarak benimsendigi goriilmektedir. Abartidan uzak daha sade mobilya
tercihleri, evi daha ferah gdsteren beyaz veya agik tona sahip renklerin hakim oldugu
mekan tasarimlari, fazlalik niteliginde ve kullanilmayan esyalardan olabildigince
uzak durmak minimalist tiiketim olarak nitelendirilmektedir (Zhang, 2022: 64).
Minimalizmi benimseyen tiiketicilerin hayattaki en temel amagclar g¢evreci ve
stirdiirtilebilir davranislar sergileyerek hayat kalitelerini olabildigince artirmaktir.

Asirt tiikketime karsi bir direnis niteligi tasiyan minimalizm kavrami, fazlalik
olusturabilecek her seyden olabildigince uzaklasarak sade, mutlu bir hayata
ulagsmay1 arzu eden bir akimdir (Dopierala, 2017: 71; Matte vd., 2021: 3).
Minimalizm mantig1 itibariyle goniillii sadelik ile ¢ok benzeyen iki kavram
olmasma ragmen bir takim farkliliklar1 da biinyesinde barindirmaktadir.
Minimalizm ve goniillii sadelik arasindaki bazi temel farklar su sekildedir:

» Dabha genis bir anlami bulunan goniillii sadelik kavraminin minimalizme gore
literatiirde daha uzun bir tarihi ge¢misi bulunmaktadir.

*  Minimalizm satin alinan iiriin miktarinin azaltildigi daha smirli bir yasam
tarzini ifade ederken goniillii sadelik ise 6ziinde sadeligi vurgulamasina ragmen
daha kapsamli bir yagam tarzini ifade etmektedir

* Minimalizm daha ¢ok sahip olunan esyalarin miktar1 ile iligkili olmasina
ragmen goniillii sadelik ise hayat icerisinde daha fazla bosluk olusturmak,
belirsizliklerden uzaklagmak ve zihinsel karmasay1 azaltmak ile iliskilidir.

* Minimalizm genel olarak daha aziyla daha fazlasini gergeklestirmekle ilgili bir
kavramdir. Goniillii sadelik ise isleri kolaylastirmakla, basitlestirmekle ilgili
bir kavramdir.

*  Minimalizm bir siiregtir. Goniilli sadelik ise bir varolus bigimidir.

* Minimalizm daha ¢ok sahip olunan esyalarin miktarma odakli oldugu icin
daha o6lg¢iilebilir bir kavramdir. Goniillii sadelik ise daha ¢ok bir zihniyet veya
bir hisse odakli oldugu i¢in 6l¢iilmesi daha zordur (Tas, 2020: 52; Ofei, 2024).

Minimalizm gerek goriilen {iriin veya hizmetlere yer agmak icin gereksiz goriilen
her seyi ortadan kaldirmaktir. Minimalizmi benimseyen tiiketiciler bolluk iginde
hayatlarini siirdiirmek i¢in ¢aba sarf etmektedirler. Fakat buradaki bolluk genel
olarak gozle goriilebilen bir unsur degildir. Liiks bir sekilde dizayn edilmis bir ev
veya ¢ok fazla giysiler bulunan sik bir gardirop degildir. Bolluk kelimesi ile kast



Goniillt Sadelik Ve Minimalizmin Stirdiriilebilir Satin Alma Davranisi Uzerindeki Etkisinde
Surdurilebilir Cevresel Bilincin Araci Rolu 09

edilen maddi olmayan yollarla elde edilmis manevi degerlerdir. Bu degerlerin
tilketicilere kalici ve gercek mutluluk getirecegi diisiiniilmektedir. Minimalizmin
mutluluk getirecegine dair bir baska yol gosterici ilke ise Italyan ekonomist
Vilifredo Pareto tarafindan 6ne siiriilen 80/20 kuralidir. Bu kural ¢ogu olay igin
elde edilen sonuglari %80’inin, sarf edilen ¢abanin %20’sinden kaynaklandigin
belirtmektedir. Bu kural ile tiiketicilerin sahip olduklar1 kiyafet veya esyalarm %20
’sini %80 oraninda kullandiklar1 varsayilmaktadir. 80/20 kuralina gore tiiketiciler
bilingli bir sekilde esya veya zaman kayiplarmin %80’ini kisarak enerjilerini,
paralarini ve zamanlarini daha verimli bir sekilde kullanabilirler (Sanderson, 2018).

2.2. Siirdiiriilebilir Cevre Bilinci

Cevre bilinci, bireylerin ¢evre ile dengeli bir sekilde hayat siirdiirebilmeleri i¢in
sergilemesi gereken tutum, davranis ve disiince seklidir. Bir baska ifadeyle ¢evre
bilinci, gevreyi tahrip etmemek ve korumak icin caba gosterirken giiclii bir gevresel
sorumluluk duygusuna sahip olmaktir (Alsmadi, 2007: 341). Cevre bilinci; enerji
verimliligi, dogal kaynaklarin korunmasi ve atik ydnetimi gibi bir¢ok konuda
farkindalik sahibi olmak anlamina gelmektedir.

Siirdiiriilebilir ~ ¢evresel biling ise tiiketicilerin gelecek nesillere karsi
sorumluluklarint bilmesi, ¢evrenin korunmasina iliskin duyarli olarak hareket
etmesi ve bu duyarli hareketlerini davraniglarina  yonlendirmesidir.
Siirdiiriilebilir ¢evresel bilincin siirdiiriilebilir bilgi, siirdiiriilebilir tutum,
siirdiiriilebilir davranig olmak iizere 3 alt boyutu bulunmaktadir (Marcos-Merino
vd., 2020: 2). Bu alt boyutlar her tiiketici de ayni oranda geligim
gostermemektedir. Kimi zaman tiiketicilerin cevresel bilgi diizeyleri yiiksek
olmasma karsilik tutum ve davranislarina sahip olduklart  bilgiyi
yansitamamaktadirlar. Dolayisiyla ¢evre bilincine sahip her tiiketici, her zaman
cevre yanlist bir sekilde hareket etmemektedir. Bu tiiketiciler her ne kadar
cevresel Dbilince sahip olsalarda uygulama agisindan gerekli 6zeni
gostermemektedirler.

Literatiirde ¢evresel biling ile siirdiiriilebilir tiiketim davranis1 arasinda anlamli ve
pozitif yonlii bir iliski olduguna dair bulgular mevcuttur (Schlegelmilch vd., 1996:
35; Ergin ve Dal, 2023: 28). Cevre bilincine sahip tiiketiciler alisveris yaparken
¢evre dostu iiriin veya hizmetleri son yillarda daha ¢ok tercih ettigi goriillmektedir.
Bunun temel sebebi ise saglikli bir segenek olmasinin yani sira nesiller boyu
cevresel siirdiiriilebilirligin saglanabilmesi i¢indir (Andrés ve Martinez, 2006:
26). Cevre bilincine sahip tiiketiciler ¢evreyi koruma icgiidiisii ile satin alma
tercihlerinde daha se¢ici olmaktadirlar.

2.3. Siirdiiriilebilir Satin Alma Davranisi

Surdiirtilebilirlik; is yasamindan teknolojiye, ekolojiden c¢evreye, beslenme
davranigindan kisisel hayata kadar pek ¢ok olguyu i¢inde barindiran bir kavramdir.
Siirdiiriilebilirlik gelecek nesillere daha yasanilabilir bir diinya birakabilmek igin
hayatin her noktasinda ¢evreyle uyum icerisinde yasamay1 gerekli kilmaktadir
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(Mizikaci, 2020: 9). Insanlarin hayatlarin1 devam ettirebilmek igin gerekli olan
ihtiyaclarini karsilarken gerceklestirmis olduklari davranisin diinya {izerindeki
cevresel, toplumsal ve ekonomik etkilerini inceleyerek bilingli bir sekilde asiri
tilketimden vazgegmeleri siirdiiriilebilir tiiketim kavramini ifade etmektedir. Bu
biling ile insanlar ¢evreye olumsuz etkisi ¢ok az diizeyde olan veya olmayan
cevre dostu iirlinlere yonelmektedirler (Hansen ve Schrader, 1997: 445). Tiim bu
yonelimler siirdiiriilebilir olarak gergeklesen satin alma tutumuna dayanmaktadir
(Zafar vd., 2021: 1).

Mevcut liretim ve tiikketim aligkanliklarini degistirerek gelecek nesillerin ihtiyaglarimi
karsilamay1 amaclayan siirdiiriilebilir tiiketim, literatiirde gesitli alt boyutlar temel
alinarak aciklanmaya calisiimaktadir.  Ozgiil (2010) siirdiiriilebilir tiiketimin
cevresel etki ve tasarruf olmak iizere iki alt boyutunun bulundugunu belirtmektedir.
Benzer sekilde Sener ve Hazer de (2007: 10) ¢alismalarinda para kullanimi ve gevre
korunmasina yonelik davranislara odaklanarak siirdiiriilebilir tiiketimin bu iki alt
boyutunu ele almislardir. Ergin ve Dal’a (2023: 30) gore ise siirdiiriilebilir tiiketim
davranisi, 4 alt boyuttan olusmaktadir. Bunlar; tasarruf, yeniden degerlendirme,
cevre duyarliligr ve ihtiyag disi satin almadir. Fuchs ve Lorek de (2005: 262)
stirdiiriilebilir tiiketimi iki kisima ayirarak aciklamaya calismiglardir. Bunlar
giiclii ve zayif siirdiiriilebilir tiiketim davranisidir. Zayif siirdiiriilebilir tiiketim
davraniginda tiiketiciler, araba almak istediklerinde ¢cevreye daha az zarar veren yakit
tasarrufu elde edebilecekleri bir arabayi tercih ederler. Giicli siirdiiriilebilir tikketim
davraniginda ise tliketiciler genel olarak toplu tagima araglarini tercih etmektedirler.

Siirdiirtilebilir satin alma istekliligi, bilingli bir satin alma niyetini ifade etmektedir
(Lai ve Cheng, 2016: 69). Bu biling ile tiiketiciler sprey tiiplii lirlinlerden kaginarak
yerel magazalarda satilan, organik, geri doniistimlii, daha az ambalajli, etik olarak
ifade edilen adil ticaret iiriinleri satin almaktadirlar (Gilg vd., 2005: 485- 486).
Bireylerin yalnizca tiiketime odaklanarak hayatlarini siirdiirmesi minimalist
ve gOnillii sadeciler tarafindan elestirilmektedir. Tiiketim aliskanliklarimi
stirdiiriilebilirlik olgusu iizerine sekillendiren minimalizm ve goniillii sadeligi
benimseyen tiiketiciler, asir1 tiiketimden uzaklagmalarinin yani sira hayatlarini
devam ettirebilmek i¢in belirli iirlin ve hizmetlerin gerekliligini de savunmaktadirlar.
Bu noktada Maslow’un ihtiyaglar hiyerarsisi devreye girmektedir (Etzioni, 1999:
16). Boylece minimalist veya goniillii sadeci olarak nitelendirilen tiiketiciler satin
alma davranislarinda dncelikle fizyolojik ihtiyaclarina yonelmektedirler. Minimalist
yagam tarzinda satin alinan her bir iiriin ise bir faydasi ve amaci bulunmaktadir.
Minimalist tiiketiciler, hayatlarinda gereksiz hicbir sey satin almamaya Ozen
gostermektedirler (Tungay ve Cobanoglu, 2019: 276). Goniillii sade tiiketiciler ise
daha ¢ok kisisel gelisim ve sahip olduklari manevi degerlerine odaklanarak satin
alma davraniglarim sergilemektedirler (Craig-Lees ve Hill, 2002: 191).

Son yillarda siirdiiriilebilirlik konusunun ekonomiden g¢evreye, yasam tarzindan
beslenmeye kadar bircok alanda ev sahipligi yaptigi goriilmektedir. Gelecekteki
nesillere sahip oldugumuz degerlerin aktarilabilmesi i¢in bilyiik bir 6nem arz eden
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stirdiiriilebilirlik, yasam tarzlarmi etkisi altina alarak tiiketiciler tarafindan degeri
anlagilmaya baglanan bir kavramdir. Tiiketicilerin sectikleri yasam tarzlar1 ve sahip
olduklart gevresel biling diizeyleri satin alma davraniglarina yon veren unsurlar
temsil etmektedir. Bu dogrultuda goniillii sadelik ve minimalist yasam tarzlarmin
stirdiiriilebilir satin alma davranisi iizerinde bir etkisinin olup olmadig1 ve bu etkide
stirdiiriilebilir cevresel bilincin araci roliiniin tespit edilmesi bu ¢aligmanin problemini
olugturmaktadir. Goniillii sadelik ve minimalist yasam tarzlarn dogrultusunda
gerceklestirilen  siirdiiriilebilir satin alma davranigina yon veren degiskenin
stirdiiriilebilir gevresel biling olup olmadigi belirlemek ¢alismanin problemidir.

2.4. Goniillii Sadelik, Minimalizm, Siirdiiriilebilir Satin Alma Davramsi ve
Siirdiiriilebilir Cevresel Biling iliskisi

Literatiirde goniillii sadelik ile siirdiiriilebilir satin alma niyeti ve davranisi arasinda
anlamli ve pozitif yonlii bir iliski olduguna dair sonuclar mevcuttur. Ornegin;
Campos vd. (2023) tarafindan yiiriitiilen ¢calismada, ¢evresel aktivizmin ve gontillii
sadeligin siirdiiriilebilir moda satin alma niyeti iizerindeki etkisi incelenmektedir.
Calismanin sonucunda ¢evre aktivizm ve goniillii sadelik degerlerini benimseyen
tiiketicilerin siirdiirtilebilir moday1 satin almaya olumlu bir sekilde egilimli olduklar
tespit edilmistir. Ballantine ve Creery (2010) tarafindan yiiriitiilen ¢aligmada ise
goniilli sadeligi benimseyen tiiketicilerin genel tiiketim davraniglari baglaminda
tasarruf faaliyetleri incelenmektedir. Caligmanin sonucunda goniillii sadeligin
satin alma, geri doniisiim, ikinci el iirlinlere yonelme kararlarini etkiledigi tespit
edilmigtir. Literatiirde bu ¢alisma ile dogrudan ilgili olmasa da goniillii sade yasam
tarzinin siirdiiriilebilir tiikketim tizerindeki etkileri inceleyen calismalar mevcuttur
(Ozgiil, 2010; Ergen, 2014; Chatterjee, 2020). Bu calismalara uyumlu olarak Umut
vd. (2021) tarafindan yiiriitiilen ¢aligmada iireten tiiketicilerin goniillii sade yasam
tarzi ve siirdiiriilebilir tiiketim ile iliskisi incelenmektedir. Calismanin sonucunda
goniilli sade yasam tarzinin; siirdiiriilebilir tiiketim boyutlari igerisinden ihtiyag dist
satin almay1 negatif yonlii istatistiksel olarak anlamli bir sekilde etkiledigi tespit
edilmistir. Ayrica goniillii sade yasam tarzinin; siirdiiriilebilir tiiketim boyutlarindan
yeniden kullanilabilirlik, tasarruf ve ¢evre duyarliligini pozitif yonlii istatistiksel
olarak anlaml bir sekilde etkiledigi tespit edilmistir (Umut vd., 2021). Bu bilgiler
1s18inda ¢aligmanin ilk hipotezi su sekilde olusturulmustur:

“H : Goniillii sade yasam tarzi ile siirdiiriilebilir satin alma davramst arasinda
istatistiksel olarak anlaml bir iliski vardir.”

Literatiirde minimalizm ve siirdiiriilebilir satin alma davranis1 arasindaki iliskiyi
inceleyen sinirli sayida ¢alisma mevcuttur. Bu bilgi bosluguna dayanarak Rasheed
ve Balakrishnan (2023) tarafindan yiiriitiilen calismada minimalizmin, paylasilan
hizmetlerin satin alma davranist ilizerindeki etkisini incelemek igin plank
davranis teorisi ve deger- tutum- davranis teorisi kullanilarak bir teorik ¢ergeve
ortaya konulmaya calisilmistir. Calismanin sonucunda tiiketici minimalizminin
satin alma kararlarimi etkileyen 6nemli bir egilim oldugu tespit edilmistir. Pir
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ve Derindzlii (2021) tarafindan yiiriitiilen ¢aligmada minimalizm ile ikinci el
satin alma niyeti arasindaki iligski incelenmektedir. Bu ¢alismada minimalizmin
tiikketicilerin hayatlarini ve satin alma davraniglarini etkileyen bir degisken oldugu
tespit edilmistir (Pir ve Derindzlii, 2021). Planli davranis teorisini kullanarak
tiikketicilerin minimalist yasam tarzi benimsemelerine odaklanan Druica vd. (2023)
ise minimalizmin tiiketicileri siirdiiriilebilir davraniglara dogru yonelmesini
destekleyen bir yaklagim oldugunu belirtmislerdir (Druica vd., 2023). Bu bilgiler
151¢1nda ¢alismanin ikinci hipotezi su sekilde olusturulmustur:

“H,: Minimalist yasam tarzi ile siirdiiriilebilir satin alma davranmist arasinda
istatistiksel olarak anlamli bir iliski vardir.”

Kurtulus vd. (2019) tarafindan yiiriitilen ¢aligma; organik {iirlin satin alan
titketicilerin ¢evre bilinci, goniillii sadelik ve degerler agisindan pazar boliimlerini
incelemektedir. Bu amag¢ dogrultusunda organik iirlin alan tiiketicilerin gevresel
bilince yonelik tiikketim davraniglari, kisisel ve cevresel degerleri, goniillii
sade yasam tarzlarina iligkin davranig yapilari degerlendirilmektedir. Caligma
kapsaminda elde edilen veriler sonucunda toplumsal organik tiiketiciler, bireysel
organik tiiketiciler ve modaya uygun organik tiiketiciler olmak {izere {i¢ farkli
pazar bolimi olusturulmustur. Modaya uyarak organik iirlin alan tiiketicilerin
diger boliimlerde yer alan tiiketicilere gore gevresel biling diizeyleri ile goniillii
sade yasami benimseme egimlerinin olduk¢a diisiik oldugu tespit edilmistir.
Karaduman ve irge (2018), tarafindan yiiriitiilen ¢alisma, kusaklar aras1 goniillii
sadelik algisinin tliketici karar verme tarzlarina etkisini incelemektedir. Caligma
sonucunda goniillii sadelik algisinin tiiketicilerin karar verirken daha bilingli
ve siirdirilebilir bir sekilde hareket etmeye egilimli olduklar1 tespit edilmistir.
Literatiirde minimalist yasam tarzi ile sirdiiriilebilir satin alma davranisi
arasindaki iliskide siirdiirtilebilir ¢cevresel bilincin araci roliine dair ¢calismaya ise
rastlanilmamustir.

Bu bilgiler 1g1g1nda ¢alismanin diger hipotezleri su sekilde olusturulmustur:

“H : Goniillii sade yasam tarzi ile siirdiiriilebilir satin alma davranisi arasindaki
iliskide siirdiiriilebilir cevresel bilincin araci etkisi vardir.

H : Minimalist yasam tarzi ile siirdiiriilebilir satin alma davranisi arasindaki
iliskide siirdiiriilebilir cevresel bilincin aract etkisi vardir.”

Calismanin  hipotezleri dogrultusunda olusturulan model Sekil 1’de
gosterilmektedir.
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Siirdiriilebilir Cevresel Biling

D -
Goniillii Sadelik

Tiiketim Kargit1 Davranig / Sii;(liﬁlﬁlebilir Satin
ma Davranisi

Minimalizm
/ -

Sekil 1. Calismanin Modeli

Calismanin modeli norm aktivasyon teorisine yonelik tasarlanmistir. Norm
aktivasyon teorisi, gevre ve toplum yanlisi davraniglarin tahmin edilmesinde siklikla
kullanilmaktadir. Bu teorinin temel dayanak noktasi kisisel normlardir. Kisisel
normlar ise iki Onciil degisken tarafindan sekil almaktadir. Bu degiskenlerden
ilki, tiiketiciler sergiledikleri davraniglarin sonuglarindan farkinda olmalaridir.
Ikincisi ise gergeklestirdikleri bu davramslari sonuclarindan dolayr sorumluluk
hissetmeleridir. Tiketicilerin sahip olduklar1 farkindalik seviyesi ve sorumluluk
hissi ise kisisel normlarin gelisimini saglamaktadir (De Groot ve Steg, 2009: 426).
Ornegin, bir tiiketici bir iiriiniin ¢evreye verdigi zararin farkindaysa ve kendisi o
iiriinii satin aldiginda bu sorun iizerinde bir etkisinin oldugunu kabul ederse, bilingli
bir sekilde o iiriiniin tiiketimini azaltmak veya tiiketmemek igin kisisel normlar
gelistirecektir. Tiiketiciler, davranislarinin sonuglarindan farkinda olduklarinda ve
bu sonuglardan dolay1 bir sorumluluk hissi tastyorsa kisisel norm ve davranislar
arasindaki iliski daha c¢ok giiclenmektedir (Basar, 2016: 55- 56). Bu dogrultuda
yiiriitiilen bu caligmada goniillii sade ve minimalizmi benimseyen tiiketicilerin
cevresel bir biling dogrultusunda m1 hareket ettigi ve bu biling ile hareket ediyorsa
da sahip olduklar gevre bilinglerinin satin alma siirecine nasil bir katki yaptig1 ele
almmugtir. Boylece goniillii sade ve minimalist olarak nitelendirilen bu tiiketicilerin,
¢evre konularina karsi sahip olduklar1 farkindalik ve sorumluluk hissinin bilingli
bir sekilde satin alma davranigina doniisiip doniismedigi calismada incelenmektedir.

3. Yontem

Bu calisma nicel desende tasarlanmis kesitsel bir arastirmadir.
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3.1. Orneklem

Caligmanin evrenini Tiirkiye’de yasayan 18 yas lstli tiiketim deneyimi olan
bireyler olusturmaktadir. TUIK verilerine gére Tiirkiye niifusu 2022 yilinda 85
milyon 279 bin 553 kisidir. 18 yas istii niifus ise 62 milyon 701 bin 175 kisidir
(TUIK, 2023). Yazicioglu ve Erdogan’a gére 0,05 hata payr araliginda 100
milyonluk bir ana kiitlede en az 384 kisiye ulasilmas1 gerektigini belirtmislerdir
(Yazicioglu ve Erdogan, 2004: 50). Bu calismada, belirtilen kisi sayisindan daha
fazla kisi ile iletisime gegilerek calismanin drneklemi belirlenmistir.

Calismanin verileri 16.11.2022 - 24.12.2022 tarihleri arasinda kolayda 6rnekleme
yontemi ile belirlenen 1000 tiiketici ile iletisime gecilerek caligmanin verileri,
gerekli etik kurul izinleri alarak (Kirsehir Ahi Evran Universitesi Etik Kurulu
22.11.2022 tarih ve 13 sayisi karar1), online anket yontemi ile toplanilmistir.

Modern diinyada en yaygin olarak kullanilan anket yontemi online anketlerdir.
Ciinkii son yillarda insanlar artik giindelik hayatinin bir¢ok yoniinii online olarak
gerceklestirmektir. Cogu birey sosyal medya ve e-posta araciliiyla iletisim kurma
konusunda uzmanlagmistir (Cashwell, 2021: 80). Giderek artan sosyal medya
kullanimi ile birlikte web tabanli teknolojilerin hizla gelismesi bu platformlarin
sosyal bilimciler tarafindan daha ¢ok kullanilmasina sebep olmustur. Sosyal medya;
ulasilmast zor niifuslardan veri toplamak, maliyet ve verimlilik avantajlarindan
yararlanmak i¢in arastirmacilar tarafindan tercih edilen ger¢ek zamanli veri toplama
teknigidir. Sosyal medya platformlar1 hem pasif yollarla (biiyiik veri analizi, veri
kazima) veri toplamak ve analiz etmek hem de kullanicilardan aktif olarak veri
toplamak icin kullanilmaktadir (Stern vd., 2016: 2).

Bu calismada da sosyal medya platformlari kullanicilardan aktif olarak veri
toplamak i¢in kullanilmigtir. Bu dogrultuda Google Forms araciligi ile hazirlanan
anket formlari, katilmcilara WhatsApp, Facebook, Instagram gibi sosyal medya
kanallarindan ulastirilmistir. Hatali dolduruldugu tespit edilen 3 anket formu
ise caligma kapsami digina almarak geriye kalan anket formlar gegerli kabul
edilmistir. Bu bilgiler kapsaminda ¢alismanin 6rneklemini, Tiirkiye’de yasayan
997 tiiketici olusturmaktadir. Calismaya dahil olan 997 tiiketicinin ¢ogunlugu
kadin (% 55,1), evli (% 50,2), 26- 35 yas araliginda (% 37), 6grenim diizeyi lisans
(% 47), memur (% 28), 10.000 ile 15.000 TL araliginda bir aylik gelirinin (% 25)
oldugunu belirtmislerdir.

3.2. Veri Toplama Siireci ve On Analizler

Caligmanin veri toplama siirecinde kullanilan anket formu iki bdliimden
olugmaktadir. Birinci boliimde katilimcilarin demografik 6zelliklerini belirlemeye
yonelik ifadeler bulunmaktadir. ikinci béliimde ise katilimcilarm minimalizm,
goniillii sadelik, siirdiiriilebilir cevresel biling ve stirdiiriilebilir satin alma davranisi
konularindaki degerlendirmelerini belirlemeye yonelik ifadeler bulunmaktadir.
Anket formunda bulunan tiim ifadeler ise 5’1i likert 6l¢ek kullanilarak 6l¢tilmiistiir.
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Calismada katilimcilarin minimalizm tutumunu 6l¢mek icin Wilson ve Bellezza nin
(2021) caligmasinda bulunan ifadelerden, goniillii sadelik tutumunu O6lgmek
icin ise Iwata (2006) ve Ergen’in (2014) calismalarinda bulunan ifadelerden
faydalanilmistir. Siirdiiriilebilir gevresel biling tutumunu 6lgmek i¢in Marcos-
Merino, Corbacho-Cuello, Hernandez-Barco (2020) ve Hao ve Chenyue’nin
(2020) calismalarinda bulunan ifadelerden faydalanilmistir. Siirdiiriilebilir
satin alma davranigini 6lgmek i¢in ise Kumar vd. (2017) ¢alismasinda bulunan
ifadelerden faydalanilmisgtir.

Wilson ve Bellezza (2021) tarafindan minimalizm dl¢eginin gecerlilik ve giivenilirlik
degerlerini tespit etmek amactyla yapilan analiz sonucunda 6zdegerleri birden biiyiik
olan ii¢ temel faktor (miilk sayisi, estetik, dikkatli bir sekilde tiiketim) belirlenmistir.
Minimalizm 6lgeginin genel Cronbach’s alfa katsayisi da 0,88 olarak hesaplanmustir.
Iwata (2006) tarafindan goniillii sadelik 6lgeginin gecerlilik ve giivenilirlik degerlerini
tespit etmek amaciyla yapilan analiz sonucunda dikkatli aligveristeki tutumlar, kendi
kendine yetebilme ve sade bir hayat1 goniillii olarak tercih etme istegi olmak {izere ii¢
temel faktor belirlenmistir. Bu faktdrlerin Cronbach’s alfa katsayilari ise sirastyla 0,75,
0,82, 0,71 olarak hesaplanmustir. Ergen (2014) tarafindan goniillii sadelik 6l¢eginin
gecerlilik ve giivenilirlik degerlerini belirlemek amaciyla gergeklestirilen analiz
sonucunda KMO o6rneklem yeterliligi 0,88 (p<0,05) olarak hesaplanmis ve agiklanan
toplam varyans %48,43 olarak belirlenmistir. Analiz sonucunda kendi kendine
yetebilmeye yonelik tutum, planl aligverise yonelme, uzun siireli kullanim géz 6niinde
bulundurularak aligverige yonelme olmak {izere ti¢ faktor belirlenmistir. Bu faktorlerin
Cronbach’s alfa katsayilari ise sirastyla 0,84, 0,69, 0,72 olarak hesaplanmistir. Hao
ve Chenyue (2020) tarafindan cevresel biling Slgeginin gegerlilik ve gilivenilirlik
degerlerini belirlemek amaciyla yapilan analiz sonucunda calismada kullanilan
veri setinin kesfedici ve dogrulayici faktor analizine uygun oldugu belirlenmistir.
Gergeklestirilen giivenilirlik analizi sonucunda Cronbach’s alfa katsayisi ise 0,73
olarak hesaplanmistir. Marcos-Merino vd. (2020) tarafindan siirdiiriilebilir biling
Oleeginin gegerlilik ve giivenilirlik degerlerini belirlemek amaciyla gergeklestirilen
analiz sonucunda KMO o6rneklem yeterliligi 0,77 (p<0,05) olarak hesaplanmis ve
aciklanan toplam varyans %359 olarak belirlenmistir. Gergeklestirilen giivenilirlik
analizi sonucunda Cronbach’s alfa katsayisi ise 0,71 olarak hesaplanmistir. Kumar
vd. (2017) tarafindan siirdiiriilebilir satin alma 6lgeginin gegerlilik ve giivenilirlik
degerlerini tespit etmek amaciyla yapilan analiz sonucunda ise Cronbach’s alfa
katsayis1 0,87 olarak hesaplanmustir.

Veriler AMOS yapisal esitlik modelleme programi ve SPSS 22.0 for Windows
paket programindan yararlanilarak analiz edilmistir.

3.2.1. Aciklayict Faktor Analizi

Caligmada goniillii sadelik, minimalizm, stirdiiriilebilir gevresel biling ve siirdiiriilebilir
satm alma davranis1 6lgekleri ile ilgili kullanilan veri setinin, faktor analizine uygun
olup olmadigini belirlemek {izere Kaiser- Meyer- Olkin (KMO) testi ve Barlett’s Test
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of Sphericity testi uygulanmistir. Elde edilen degerlere bakildiginda goniillii sadelik
Olgegine ait KMO degerinin %77; minimalizm Slgegine ait KMO degerinin %79;
stirdiiriilebilir ¢cevresel biling dl¢egine ait KMO degerinin %73; siirdiiriilebilir satin
alma davramsina ait KMO degerinin %74 oldugu goriilmektedir. Caligmada Barlett’s
Test of Sphericity anlamlilik diizeyleri ise p=0,000 olarak hesaplandig1 gériilmektedir.
Elde edilen bulgular sonucunda goniillii sadelik, minimalizm, siirdiiriilebilir ¢evresel
biling ve siirdiiriilebilir satin alma davranisi 6l¢eklerine ait kullanilan veri setinin,
faktor analizine uygun oldugu sdylenebilir. Olceklere iliskin agiklayici faktor yiiklenim
degerleri Tablo 1’ de yer almaktadr.

Tablo 1. Olgeklere iliskin Agiklayici Faktor Yiiklenim Degerleri

Goniillii Minimalizm Siirdiiriilebilir Cevresel Siirdiiriilebilir Satin
Sadelik Biling Alma Davranisi
gsl minl s¢bl ssadl
0,748 0,581 0,748 0,723
gs2 min2 scb2 ssad2
0,739 0,811 0,710 0,665
gs3 min3 s¢b3 ssad3
0,778 0,800 0,656 0,830
gs4 min4 s¢b4 ssad4
0,358 0,774 0,794 0,822
gs6 min5 s¢b5
0,598 0,852 0,775
gs7 min6
0,533 0,779
gs8
0,525
gs9
0,611

Analiz sonucunda faktor yiikiiniin 0,30’dan diisiik olmas1 sebebiyle 1 ifadenin
gonillii sadelik Ol¢eginden c¢ikarilmasina karar verilmistir. GoOniillii sadelik
Olcegine iliskin yapilan agiklayic1 faktdr analizi sonucunda 2 alt faktdr grubu
ortaya ¢cikmis ve ilgili 6lgege iliskin faktor yiiklerinin 0,35 ile 0,77 arasinda
degisim gosterdigi tespit edilmigtir. Ortaya ¢ikan bu 2 alt faktér grubu toplam
varyansin %351,36’sin1 acgiklamaktadir. Minimalizm 6lgegine iliskin yapilan
aciklayict faktor analizi sonucunda da 2 alt faktor grubu ortaya ¢ikmis ve ilgili
6lgege iligkin faktor yiiklerinin 0,58 ile 0,85 arasinda degisim gosterdigi tespit
edilmistir. Ortaya ¢ikan bu 2 alt faktdr grubu toplam varyansin %63,07’sini
aciklamaktadir. Siirdiiriilebilir ¢evresel biling dlgegine iligkin yapilan agiklayici
faktor analizi sonucunda ilgili 6lcege iliskin faktdr yiiklerinin 0,65 ile 0,79 arasinda
degisim gosterdigi tespit edilmistir. Ortaya ¢ikan bu faktdr ise toplam varyansin
%354,46°s1n1 agiklamaktadir. Siirdiiriilebilir satin alma davranisi dlgegine iligkin
yapilan agiklayict faktor analizi sonucunda ilgili 6lgege iliskin faktor yiiklerinin
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0,66 ile 0,83 arasinda degisim gosterdigi tespit edilmistir. Ortaya ¢ikan bu faktor
ise toplam varyansin %58’ini agiklamaktadir.

3.2.2. Dogrulayict Faktor Analizi

Calismada bagimsiz degisken olarak kullanilan goniilli sadelik 6lgeginin
gecerliliginin test edilebilmesi i¢in birinci diizey ¢ok faktorlii dogrulayici faktor
analizi uygulanmistir. Uygulanan analiz sonucunda ortaya ¢ikan uyum indeksleri
Tablo 2’de yer almaktadir. Bu tabloya gore goniillii sadelik degiskenine ait uyum
degerlerinin kabul edilebilir diizeyde oldugu goriilmektedir.

Tablo 2. Géniillii Sadelik Olgegine Ait Uyum Indeksleri

X?/df 3,483 <3 <4-5
GFI 0,993 >0,90 0,89-0,85
AGFI 0,975 >0,85 >0,8
CFI 0,989 >0,97 >0,9
NFI 0,984 >0.95 >0,9
RMSEA 0,050 <0,05 0,06- 0,08

Calismada bagimsiz degisken olarak kullanilan minimalizm 6lgeginin
gecerliliginin test edilmesi i¢in birinci diizey ¢ok faktdrlii dogrulayici faktor
analizi uygulanmistir. Uygulanan analiz sonucunda ortaya ¢ikan uyum indeksleri
Tablo 3’te bulunmaktadir. Bu tabloya gore minimalizm degiskenine ait uyum
degerlerinin kabul edilebilir diizeyde oldugu goriilmektedir.

Tablo 3. Minimalizm Olgegine Ait Uyum Indeksleri

indekseri Degorist 1 Uyom Indeksteri K00 GO0 B
X¥df 3,948 <3 <4-5
GFI 0,991 >0,90 0,89-0,85
AGFI 0,973 >0,85 0,8
CFI 0,985 >0,97 0,9
NFI 0,980 >0.95 0,9
RMSEA 0,054 <0,05 0,06- 0,08

Calismada aract degisken olarak kullanilan siirdiiriilebilir ¢evresel biling
degiskeni i¢cin kullanilan dlgegin gecerliliginin test edilmesi igin birinci diizey
tek faktorlii dogrulayici faktor analizi uygulanmistir. Uygulanan analiz sonucunda
ortaya ¢ikan uyum indeksleri ise Tablo 4’te bulunmaktadir. Bu tabloya gore
stirdiiriilebilir gevresel biling degiskenine ait uyum degerlerinin iyi diizeyde
oldugu goriilmektedir.
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Tablo 4. Siirdiiriilebilir Cevresel Biling Olgegine Ait Uyum Indeksleri

indkoleri Degertori i Uyum ndeksteri S#PE 0 E0 EEvA
X2/df 2,975 <3 <4-5
GFI 0,999 >0,90 0,89-0,85
AGFI 0,985 >0,85 >0,8
CFI 0,998 >0,97 >0,9
NFI 0,997 >0.95 >0,9
RMSEA 0,045 <0,05 0,06- 0,08

Calismada bagimli degisken olarak kullanilan siirdiiriilebilir satin alma davranisi
degiskeni icin kullanilan dlgegin gecerliliginin test edilmesi igin birinci diizey
tek faktorlii dogrulayicr faktor analizi uygulanmistir. Elde edilen uyum indeksleri
Tablo 5’te gosterilmektedir. Bu tabloya gore siirdiiriilebilir satin alma davranisi
degiskenine ait uyum degerlerinin kabul edilebilir diizeyde oldugu goriilmektedir.

Tablo 5. Siirdiiriilebilir Satin Alma Davranisi Olgegine Ait Uyum indeksleri

indleri Degerieri 131 Uyum Indeksteri K800 AT T
X2/df 4,648 <3 <4-5
GFI 0,995 >0,90 0,89-0,85
AGFI 0,976 >0,85 >0,8
CFI 0,993 >0,97 >0,9
NFI 0,991 >0.95 >0,9
RMSEA 0,061 <0,05 0,06- 0,08

Calismada goniillii sadelik, minimalizm, siirdiiriilebilir ¢evresel biling ve
stirdiiriilebilir satin alma davranis1 6lgeklerine iliskin dogrulayici faktor yiiklenim
degerleri Tablo 6’da yer almaktadir.

Tablo 6. Olgeklere Iliskin Dogrulayici Faktor Yiiklenim Degerleri

Géniillii Sadelik Minimalizm Siirdiiriilebilir Cevresel Siirdiiriilebilir Satin Alma

Bilin¢ Davranmsi
gsl minl s¢bl ssadl
0,920 0,558 0,628 0,571
gs2 min2 s¢b2 ssad2
0,483 0,761 0,426 0,501
gs3 min3 s¢b4 ssad3
0,505 0,683 0,829 0,801
gs6 min4 s¢bS ssad4

0,682 0,718 0,811 0,782
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gs8 min5
0,550 0,576
2s9 min6
0,603 0,719

Goniilli sadelik dlcegine iliskin yapilan faktor analizi sonucunda iki alt faktor
grubu ortaya ¢ikmis ve ilgili 6lgege iliskin faktor yiiklerinin 0,48 ile 0,92 arasinda
degisim gosterdigi tespit edilmistir. Minimalizm &lgegine iliskin yapilan faktor
analizi sonucunda iki alt faktdr grubu ortaya ¢ikmis ve ilgili dlgege iliskin faktor
yiiklerinin 0,55 ile 0,76 arasinda degisim gosterdigi tespit edilmistir. Stirdiiriilebilir
cevresel biling dlgegine iligskin yapilan dogrulayici faktdr analizi sonucunda ilgili
Olcege iliskin faktor yiiklerinin 0,42 ile 0,82 arasinda degisim gosterdigi tespit
edilmistir. Stirdiiriilebilir satin alma davranigi 6l¢egine iligkin yapilan dogrulayici
faktor analizi sonucunda ise ilgili dlgege iliskin faktdr yiiklerinin 0,50 ile 0,80
arasinda degisim gosterdigi tespit edilmistir.

3.2.3. Giivenilirlik Analizi

Caligsmada kullanilan goniillii sadelik, minimalizm, siirdiiriilebilir ¢evresel biling,
siirdiirtilebilir satin alma davranisi Olgeklerinin glivenilirliklerini test etmek
icin giivenilirlik analizi uygulanmistir. Tablo 7’de giivenilirlik analizi sonuglar
bulunmaktadir.

Tablo 7. Giivenilirlik Analizi Sonuglari

Faktorler Ifade Sayist Giivenilirlik Diizeyi
Minimalizm 6 0,762
Goniilli Sadelik 6 0,731
Stirdiirtilebilir Cevresel Biling 4 0,771
Stirdiiriilebilir Satin Alma Davranigi 4 0,749

Tablo 7’de yer alan analiz sonucuna gdore minimalizm Slgegi i¢in Cronbach’s
alfa katsayis1 0,76; gonilli sadelik 6lgegi icin, 0,73; siirdiiriilebilir gevresel
biling dlgegi i¢in 0,77; siirdiiriilebilir satin alma davranist 6l¢egi icin 0,75 olarak
hesaplandig1 goriilmektedir. Bu dogrultuda calismada yer verilen Slgeklerin
hepsinin giivenirlik diizeylerinin 0,70’den yiiksek olmasi &lgegin oldukca
giivenilir oldugunu belirtmektedir (Nakip, 2013: 205).

Calismada carpiklik ve basiklik degerlerine bakilarak kullanilan veri setinin,
normal dagilima uygun olup olmadig1 incelenmistir. Tablo 8’de normal dagilim
uygunluk testine dair bulgular bulunmaktadir. Elde edilen ¢arpiklik ve basiklik
degerlerinin -3; +3 araliginda yer almasi veri setinin normal dagilim gosterdigini
belirtmektedir (Ozdemir ve Sunaoglu, 2022: 16).
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Tablo 8. Normal Dagilim Uygunluk Testi

Carpikhk Basikhik
Goniillii Sadelik Olgegi -0,803 2,115
Minimalizm Olcegi 0,073 -0,242
Siirdiiriilebilir Cevresel Biling Olgegi -0,996 1,824
Siirdiiriilebilir Satin Alma Davranis1 Olgegi -0,618 0,753

4. Hipotez Testleri

Calismanin modeli dogrultusunda olusturulan hipotezlerin test edilmesi amaciyla
ilk olarak dogrudan etki incelenmistir. Dolayisiyla ilk olarak ¢caligmanin bagimsiz
degiskenleri olan goniillii sadelik ve minimalizmin siirdiiriilebilir satin alma
davranis1 arasindaki iligki degerlendirilmistir. Sekil 2’de calismaya ait yapisal
esitlik modeli gosterilmektedir.

Sekil 2. Yapisal esitlik modeli

Gergeklestirilen analizler sonucunda elde edilen yapisal esitlik modeli Sekil 2’de
gosterilmektedir. Elde edilen yapisal esitlik modeline ait uyum degerleri ise Tablo
9’da yer almaktadir. Bu tabloya gore c¢aligma modeline ait uyum degerlerinin
kabul edilebilir diizeyde oldugu goriillmektedir.
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Tablo 9. Yapisal Esitlik Modeli Uyum Degerleri

_ Uyum Uyum Indeksi Iyi Uyum Kabul Edilebilir Uyum

Indeksleri Degerleri Indeksleri Indeksleri
X¥/df 4,238 <3 <4-5

GFI 0,947 >0,90 0,89-0,85
AGFI 0,925 >0,85 >0,8
CFI 0,926 >0,97 >0,9
NFI 0,905 >0.95 >0,9

RMSEA 0,057 <0,05 0,06- 0,08

Minimalizm ve goniillii sadelik ile siirdiiriilebilir satin alma davranigi arasinda
olusturulan yapisal esitlik modeline ait katsayilar Tablo 10’da gosterilmektedir.

Tablo 10. Yapisal Esitlik Modeli Katsayilari

Standardize Standart Kritik

B Hata Oran P
Siirdiiriilebilir Satin Alma < Goniilli Sadelik 0,258 0,072 4,744 Hkk
Davranisi
Stirdiiriilebilir Satin Alma <« Minimalizm 0,250 0,055 4,832 Hkk
Davranisi

Goniillil sadelik, siirdiirtilebilir satin alma davranigim ($=0,25, p<0,05) pozitif
yonde ve anlamli olarak etkilemektedir. Bu dogrultuda ¢aligmanin birinci hipotezi
(H,) desteklenmistir. Minimalizm, siirdiriilebilir satin alma davranisini (=0,25,
p<0,05) pozitif yonde ve anlamli olarak etkilemektedir. Dolayisiyla ¢aligmanin
ikinci hipotezi (H,) kabul edilmistir. Elde edilen Squared Multiple Correlations
(R?) degerlerine bakildiginda ise siirdiiriilebilir satin alma davranisinin %20’sini
minimalizm ve gontllii sadelik tarafindan agiklanmaktadir.

Gonilli sadelik ve minimalizmin slirdiiriilebilir satin alma davranisi arasindaki
iliskide stirdiiriilebilir ¢evresel bilincin aracilik etkisi Baron ve Kenny’nin 6ne
siirdiikleri {i¢ asamadan olusan yontem baz alinarak incelenmistir. Baron ve
Kenny’e gore calismada bir aracilik etkisinden bahsedilebilmesi igin ti¢ kosulun
saglanmasi gerekmektedir. Birinci kosul bagimsiz degiskenlerin (goniillii sadelik,
minimalizm) arac1 degisken (surdiiriilebilir ¢evresel biling) lizerinde bir etkisi
bulunmalidir. Tkinci kosul bagimsiz degiskenlerin (géniillii sadelik, minimalizm)
bagimli degisken (sirdiiriilebilir satin alma davramisi) tzerinde bir etkisi
bulunmalidir. Ugiincii kosul ise arac1 degisken (siirdiiriilebilir ¢cevresel biling)
modele dahil edildiginde, bagimsiz degiskenlerin (goniillii sadelik, minimalizm)
bagiml degisken (sirdiiriilebilir satin alma davranist) tzerindeki etkisi
azalirken, araci degiskenin (sirdiiriilebilir ¢evresel biling) de bagimli degisken
(stirdiiriilebilir satin alma davranist) lizerinde anlamli bir etkisi bulunmalidir.
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Birinci agamada test edilen bagimsiz degiskenlerin bagimli degisken iizerindeki
olusturdugu etkiler Sekil 2°de yer almaktadir. Baron ve Kenny’nin 6ne siirdiikleri
ikinci ve li¢lincli asamanin incelenmesi i¢in olusturulan yapisal esitlik modeli ise
Sekil 3’te yer almaktadir.

Sekil 3. Aracilik Etkisi Dogrultusunda Olusturulan Yapisal Egitlik Modeli

Araci degiskenin etkisini dlgmek ic¢in olusturulan yapisal esitlik modeline ait
hesaplanan uyum degerleri Tablo 11°de gosterilmektedir. Bu tabloya gore ¢alisma
modeline ait uyum degerlerinin kabul edilebilir diizeyde oldugu goriilmektedir.

Tablo 11. Arac1 Degiskeni Olgmek I¢in Olusturulan Yapisal Esitlik Modeli Uyum
Degerleri

Uyam indeksteri U B indeitert Usam Indeksir
X2/df 4,487 <3 <4-5
GFI 0,929 >0,90 0,89-0,85
AGFI 0,905 >0,85 >0,8
CFI 0,912 >0,97 >0,9
NFI 0,890 >0.95 >0,9
RMSEA 0,059 <0,05 0,06- 0,08

Tablo 12’°de araci degiskenin etkisini belirlemek amaciyla olusturulan modele ait
katsayilar yer almaktadir.



Goniilli Sadelik Ve Minimalizmin Sirdirilebilir Satin Aima Davranigi Uzerindeki Etkisinde
Surdurilebilir Cevresel Bilincin Araci Rolu 23

Tablo 12. Siirdiiriilebilir Cevresel Bilincin Aracilik Etkisini Olgmek Igin
Olusturulan Yapisal Esitlik Modeli Katsayilart

Standardize Standart Kritik

Degiskenler B Hata Oran

Stirdiiriilebilir Cevresel Biling ~ Goniillii Sadelik ,442 ,098 7,155 ek
Stirdiiriilebilir Cevresel Biling Minimalizm ,084 ,059 1,815 ,069
Stirdiiriilebilir  Satin ~ Alma  Goniilli Sadelik -,050 ,068 -1,090 276
Davranisi

Stirdiiriilebilir  Satin ~ Alma Minimalizm ,181 ,050 4,379 dekk
Davranisi

Stirdiiriilebilir  Satin  Alma  Sirdirilebilir , 704 ,050 13,321 *%%*
Davranigi Cevresel Biling

Elde edilen bulgulara gore goniillii sadelik degiskeni anlamh (B=0,44, p<0,05)
olarak siirdiiriilebilir ¢evresel bilinci etkilemekte, siirdiiriilebilir ¢evresel biling de
stirdiiriilebilir satin alma davranigt anlamli ($=0,70, p<0,05) olarak etkilemektedir.
Tiim bunlarin yani sira, siirdiiriilebilir ¢evresel bilincin modele dahil edilmesiyle
goniilli sadeligin (B=-,050, p=,276) stirdiiriilebilir satin alma davranis1 iizerindeki
etkileri anlamsizlagsmistir. Buna gore, goniillii sadeligin siirdiiriilebilir satin alma
davranisi lizerindeki etkisinde siirdiiriilebilir ¢evresel bilincin tam araci etkisinden
s0z edilebilir. Minimalizm degiskeni ise (=0,84, p=,069) anlamli olmayarak
stirdiiriilebilir gevresel bilinci etkilemektedir. Buna gore, minimalizmin siirdiirtilebilir
satin alma davranisi {izerindeki etkisinde siirdiiriilebilir ¢evresel bilincin araci etkisi
bulunmamaktadir. Dolasiyla ¢alismanin H, hipotezi kabul edilmistir. Fakat H,
hipotezi red edilmistir. Elde edilen Squared Multiple Correlations (R?) degerlerine
bakildiginda ise siirdiirtilebilir ¢evresel bilincin %24°1, siirdiiriilebilir satin alma
davraniginin %57’si minimalizm ve goniillii sadelik tarafindan agiklanmaktadir.

5. SONUC VE ONERILER

Son yillarda degisen iklim kosullari, artan hava, su ve toprak kirlilikleri, ormanlarda
¢ikan yanginlar, salginlar gibi gergeklesen bircok felaket tiim diinyayi olumsuz
bir sekilde etkilemektedir. Bu sebeple ortaya c¢ikan olumsuz etkilerin azaltilmasi
ve stirdiiriilebilirligin saglanilabilmesi i¢in insanlar, siirdiiriilebilir bir ¢evre bilinci
kazanarak miicadele etmektedirler. Siirdiiriilebilir ¢evre bilinci ile hareket eden
tiiketiciler genel olarak ¢evre dostu, siirdiiriilebilir, yesil olarak nitelendirilen {iriin
veya hizmetlere yonelmektedirler. Bu durum siirdiiriilebilirligi tercih etmeyen
isletmelerin satiglarinin diismesine sebep olmaktadir. Cevresel olaylara karsi
kamuoyunun ilgisi de dahil olmak iizere tiiketicilerin ¢evre hassasiyeti, isletmelerin
stirdiiriilebilirlige yonelmelerini saglamaktadir. Goniilli sade ve minimalizmi
benimseyen tiiketiciler ise ¢evresel, toplumsal ve bireysel gelisime dnem vererek
¢evre odakli stratejiler gelistiren isletmelerin {irlin veya hizmetlerini daha ¢ok tercih
etmektedirler. Boylece goniillii sade ve minimalizmi benimseyen tiiketicilerin satin
alma egilimlerinde ise siirdiiriilebilirligin izlerini gormek daha yiiksektir.
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Bu caligmada goniillii sadelik ve minimalizmin, siirdiiriilebilir ¢evresel biling ve
siirdiiriilebilir satin alma davranisi arasindaki iliski incelenmistir. Calisma sonucunda
goniilli sade yasam tarzlarinin siirdiirtilebilir satin alma davranisi izerinde istatiksel
olarak pozitif yonli ve anlamli bir etkisinin oldugu tespit edilmistir. Literatiirde
konu ile elde edilen sonuglar caligmay1 destekler niteliktedir (Shama, 1985: 61;
Ballentine ve Cheery, 2010; Ergen, 2014; Chatterjee, 2020; Umut vd., 2021;
Campos vd., 2023). Ayrica bu ¢alismada, minimalizmin siirdiiriilebilir satin alma
davranis1 {izerinde istatiksel olarak pozitif ve anlamli bir etkisinin oldugu tespit
edilmistir. Rasit ve Balakrishnan’nin (2023) ¢alismalarinda da benzer sonuglar elde
edilmistir. Ayrica tiiketici minimalizminin satin alma kararlarini etkileyen 6nemli
bir egilim olduguna dair elde edilen bulgularda calismamizi destekler niteliktedir
(Pir ve Derindzlii, 2021; Druica vd., 2023). Calismada goniillii sade ve minimalist
yasam tarzlarmi benimseyen tiiketicilerin siirdiiriilebilir satin alma davranisina
egilim gosterdikleri tespit edilmistir. Bu durum goniillii sade ve minimalist olarak
nitelendirilen bu tiiketicilerin ekolojik, sosyal ve ekonomik agidan ¢evreye duyarl
stirdiiriilebilir tikketim davranisi sergiledigini belirtmektedir.

Caligma sonucunda goniillii sadeligin siirdiiriilebilir satin alma davranisi izerindeki
etkisinde siirdiirtilebilir cevre bilincin tam aracilik rolii oldugu tespit edilmistir. Boylece
goniillii sadeligi benimseyen tiiketicilerin siirdiiriilebilir ¢evre bilinci ne kadar artarsa
stirdiiriilebilir satin alma davraniginin da o kadar arttig1 goriilmektedir. Dolayistyla
tiiketicilerin ¢evre bilingleri arttik¢a satin alma davranislarinda siirdiiriilebilirligin
izleri daha ¢ok artmaktadir. Tiiketiciler goniillii sadelik algisi ile karar verirken daha
bilingli ve siirdiiriilebilir bir sekilde hareket etmeye egilimlidirler. Literatiirde konu ile
elde edilen sonuglar cahismay: destekler niteliktedir (irge ve Karaduman, 2018; Ergin
ve Dal, 2023). Kurtulus vd. (2019) ise konuya farkli bir bakis agisindan yaklagarak
modaya uyarak organik iirlin alan tiiketicilerin gevresel biling diizeyleri ile goniillii
sade yasami benimseme egimlerinin oldukea diisiik oldugunu belirtmislerdir.

Caligmanin bir diger sonucunda ise minimalizmin siirdiiriilebilir satin alma
davranis1 tizerindeki etkisinde ise siirdiiriilebilir ¢evresel bilincin araci roliiniin
bulunmadig: tespit edilmistir. Bu durum ise minimalizmi benimseyen tiiketicileri
stirdiiriilebilir satin alma davranigina iten sebebin farkliligini vurgulamaktadir. Bu
sebep kimi zaman maddi durumlar olurken kimi zaman ise kisisel imaj kaygisi
olabilmektedir. Tiiketicilerin ¢evresel farkindalik ve gevresel kaygilarinin da
otesinde saglik durumlari ve dini inanglar da siirdiiriilebilir satin alma davranisina
yonelmesine sebep olabilmektedir. Bu dogrultuda galismada yer verilen H , H,, H,
hipotezleri kabul edilmistir. H, hipotezi ise red edilmistir.

Bu ¢aligma, arastirmaya katilmay1 kabul eden katilimcilar ve onlarin konuya yonelik
bakis agilar1 ile kisithdir. Ayrica galismada yer verilen goniillii sadelik Olgegi,
minimalizm 6lcegi, siirdiirtilebilir ¢evresel biling 6lgegi ve siirdiiriilebilir satin alma
davranigi 6lgegi ile calismanin kapsami sinirlandirilmistir. Calismada elde edilen veriler
AMOS ve SPSS 22.0 for Windows paket programi ile analiz edilmistir. Caligmada
yalnizca bu iki programa yer verilmesi ¢alismanin bir diger kisitini olusturmaktadir.



Goniillt Sadelik Ve Minimalizmin Stirdiriilebilir Satin Alma Davranisi Uzerindeki Etkisinde
Surdurilebilir Cevresel Bilincin Araci Rolu 25

Bu calismada, goniillii sadelik ve minimalist yagsam tarzlarmin siirdiiriilebilir
satin alma davranis1 arasindaki iliskiler nicel arastirma yontemi esas alinarak
yiiriitiilmiistiir. Ileriki yapilacak olan ¢aligmalarda nitel arastirma yontemlerine de
yer verilerek tiiketicilerin goniillii sadelik, minimalizm, siirdiiriilebilir satin alma
ve stirdiriilebilir ¢evresel biling tutumlarina yonelik detayli ve derinlemesine bilgi
toplanilabilmesi agisindan 6nemli sonuglar elde edilebilinir. Minimalist yasam
tarz1 son yillarda popiilerligini artiran bir konudur. ileride minimalizm ve goniillii
sadelikte dahil olmak iizere siirdiiriilebilir gevre biling ve siirdiiriilebilir tiiketimin
daha ¢ok caligmaya konu olmasi biling ve tutumu olumlu ydénde etkileyerek
farkindalik olusturmasi agisindan faydali olacaktir. Ayrica gelecekte yiiriitiilecek
calismalarin degisim gdsteren ¢cevre kosullart dogrultusunda ¢alismanin hipotezleri
gelistirilerek daha farkli sonuglar elde edilebilinir. Benzer ¢alismalarin bolge veya
sehir kisitlamalar yapilarak 6rneklem belirlenmesi onerilebilir. Ayrica farkli ana
kiitleler {izerinden 6rneklem belirlenmesi iilke bazinda karsilastirmalar yapilarak
kiiltiirel alg1 farkliliklar1 ortaya konulabilir.

Diinya gelecegi icin siirdiiriilebilir ¢evresel bilincin artarak siirdiiriilebilir tiiketimin
biitiin toplumlar tarafindan benimsenmesi, minimalist ve goniillii sade yasam
tarzlarinin daha ¢ok kesim tarafindan tercih edilmesine olanak saglayacak sekilde
6zendirilmesi son derece 6nemli konulardir. Uluslararasi ve ulusal kurumsal rgiitlerin,
biirokratlarin, hiikiimetlerin siirdiiriilebilir tiiketim tizerine halki bilinglendirerek
minimalist ve goniillii sade yasam tarzlarinin benimsenmesi ve yaygin hale gelmesi
konusuna yonelik adimlar atmalidirlar. Bu dogrultuda sivil toplum kuruluslari,
isletmeler, egitim kurumlar ekolojik denge acisindan daha yasanabilir bir diinya
icin istlerine diigen sorumluluklar yerine getirmelidirler. Milli egitim bakanhgi,
egitim miifredatina siirdiiriilebilir tilketim ve ¢evre bilinci konulari ile ilgili dersler
eklemelidir. Gelecek adina, ¢ocuklarin ve genglerin ¢evre bilinci ve sorumlulugu
kazanabilmeleri i¢in 6gretmenlerin ¢evre konular ile ilgili bilgi diizeylerini arttiracak
caligmalar yapilmalidir. Yoneticiler ise ¢alisanlarin ¢evreye olan olumsuz etkilerini
en az seviyeye indirmeye yonelik stratejiler gelistirmelidirler. Cevreye duyarl is
modelleri ile faaliyetlerini gevresel hedefleri dogrultusunda planli ve sistemli bir sekilde
yiiriitmelidirler. Minimalist dekorasyon tarzini da i¢inde barindiran siirdiiriilebilir
ofis ortamlar1 olusturularak calisanlara daha verimli bir ¢alisma alan1 sunulmalidir.
Minimalist ve goniillii sade yasam tarzlarinin yayginlagmasi ile beraber isletmeler,
siirdiiriilebilir tiiketime uygun stratejiler gelistirmelidirler. Bu tiiketici grubuna
yonelik inovatif, siirdiiriilebilir, ¢gevre dostu iiriin veya hizmetler sunmalidirlar.
Hiukiimetler vergi avantajlari sunarak isletmelerin siirdiiriilebilir faaliyetlerini
arttirabilmek i¢in kanuni diizenlemeler yapmalidirlar.
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EXTENDED SUMMARY

THE MEDIATING ROLE OF SUSTAINABLE ENVIRONMENTAL
AWARENESS IN THE IMPACT OF VOLUNTARY SIMPLICITY
AND MINIMALISM ON SUSTAINABLE PURCHASING
BEHAVIOUR

Developments in the field of industry and technology, rapidly changing living
conditions, and intense increases in the variety of products and services cause
people’s consumption habits to change day by day. Over time, people tend
towards fast and excessive consumption as a way of being respected by society,
belonging, creating identity, getting pleasure, and showing their difference beyond
meeting their needs. Today’s consumers, who are forced to spend less time on
their environment and themselves with the influence of capitalism, have become
almost prisoners of objects with fast and excessive consumption. This situation
built by fast and excessive consumption causes unconsciously rapid depletion
of resources, material insatiability, waste, cultural degeneration, global climate
change, and environmental pollution. To reduce these negative effects, some
consumers turn to voluntary simple, and minimalist lifestyles. These consumers
consciously prefer to be frugal in their purchasing behaviour. In addition to
frugality, they use products that are compatible with nature, which are described
as green in their purchasing behaviours.

This study, it is aimed to determine the mediating role of sustainable environmental
awareness in the sustainable purchasing behaviours of consumers who adopt
voluntary simplicity and minimalism.

Conceptual / Theoretical Framework

In today’s postmodern world, consumers who adopt voluntary simplicity and
minimalism and adopt this consciousness as a philosophy of life constitute some
of the groups that exhibit an anti-consumption attitude. Voluntary simplicity is a
movement that prepares the ground for individuals to live a better quality of life by
transforming consumption-oriented values into simpler values. Voluntary simplicity
refers to a simpler lifestyle in which individuals voluntarily give up the frenzy
of consumption and move away from objects that they do not need in their lives.
Minimalism, on the other hand, is a movement that desires to reach a simple, happy
life by resisting excessive consumption. Minimalist consumption is characterized
by simpler furniture preferences that are far from an exaggeration, space designs
dominated by white or light-toned colours that make the house more spacious, and
avoiding excessive and unused items as much as possible.

The concept of sustainable consumption refers to the fact that people consciously
give up excessive consumption by examining the environmental, social, and
economic effects of their behaviour on the world while meeting their needs to
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continue their lives. With this awareness, consumers engage in sustainable
purchasing behaviour by turning to environmentally friendly products with little
or no negative impact on the environment. The main reasons that lead consumers
who adopt voluntary simplicity and minimalism to sustainable purchasing
behaviour are their financial situation, interests, attitudes, personal image
concerns, health conditions, values they adopt, religious beliefs, environmental
concerns, and environmental awareness. Environmental awareness is critical for
ensuring sustainability. Consumers with high environmental awareness generally
engage in sustainable purchasing behaviour. However, not every conscious
consumer reflects his/her knowledge of his/her behaviour. Thus, there are serious
gaps between knowing and doing. Accordingly, the purpose of this study is to
determine the mediating role of sustainable environmental awareness in the effect
of voluntary simplicity and minimalism on sustainable purchasing behaviour. In
line with this purpose, the hypotheses of the study are,

“HI: There is a statistically significant relationship between voluntary simple
lifestyle and sustainable purchasing behaviour.

H2: There is a statistically significant relationship between a minimalist lifestyle
and sustainable purchasing behaviour.

H3: There is a mediating effect of sustainable environmental awareness in the
relationship between voluntary simple lifestyle and sustainable purchasing
behaviour.

H4: Sustainable environmental awareness has a mediating effect on the
relationship between minimalist lifestyle and sustainable purchasing behaviour.”
is the form of.

Although there are studies examining the effect of a voluntary simplicity lifestyle
on sustainable purchasing behaviour in the literature, there are a limited number of
studies examining the effect of minimalism on sustainable purchasing behaviour. In
particular, no study reveals the mediating role of sustainable environmental awareness
in the effect of minimalism on sustainable purchasing behaviour. Thus, the results of
the study will contribute to the literature. In addition, this study will increase the level
of environmental awareness and consciousness of marketers and consumers.

Methodology

This study is a cross-sectional study designed in quantitative design. The population
of the study consists of individuals with consumption experience over the age
of 18 living in Turkey. The data of the study were collected by contacting 1000
consumers determined by convenience sampling method between 16.11.2022 -
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24.12.2022 and the data of the study were collected by online survey method
by obtaining the necessary ethics committee permissions. The most widely used
survey method in the modern world is online surveys. Because in recent years,
people now realise many aspects of their daily lives online. Most individuals
have specialised in communicating via social media and e-mail. In this study,
social media platforms were actively used to collect data from users. In this
direction, the questionnaire forms prepared through Google Forms were delivered
to the participants via social media channels such as WhatsApp, Facebook, and
Instagram. The 3 questionnaire forms that were found to be filled out incorrectly
were excluded from the scope of the study and the remaining questionnaire
forms were accepted as valid. Within the scope of this information, the sample
of the study consists of 997 consumers living in Turkey. The majority of the 997
consumers included in the study were female (55.1%), married (50.2%), between
the ages of 26 and 35 (37%), with a bachelor’s degree (47%), civil servant (28%),
and a monthly income between 10,000 and 15,000 TL (25%).

The data obtained during the data collection process of the study were analysed
using AMOS structural equation modelling software and SPSS 22.0 for Windows
package program.

Findings and Discussion

To test the hypotheses formed in line with the model of the study, firstly, the
relationship between the independent variables of the study, voluntary simplicity
and minimalism, and sustainable purchasing behaviour was evaluated. As a result of
the analyses, voluntary simplicity has a positive and significant effect on sustainable
purchasing behaviour (=0.25, p<0.05). Minimalism has a positive and significant
effect on sustainable purchasing behaviour (f=0.25, p<0.05). Considering the
Squared Multiple Correlations (R2) values obtained, 20% of the sustainable
purchasing behaviour is explained by minimalism and voluntary simplicity.

The mediating effect of sustainable environmental consciousness on the relationship
between voluntary simplicity and minimalism on sustainable purchasing behaviour
was examined based on the three-stage method proposed by Baron and Kenny.
According to the findings, the voluntary simplicity variable significantly (=0.44,
p<0.05) affects sustainable environmental consciousness, and sustainable
environmental consciousness significantly ($=0.70, p<0.05) affects sustainable
purchasing behaviour. In addition to all these, the effects of voluntary simplicity
(B=-.050, p=.276) on sustainable purchasing behaviour became insignificant with
the inclusion of sustainable environmental consciousness in the model. Accordingly,
the full mediating effect of sustainable environmental awareness on the effect of
voluntary simplicity on sustainable purchasing behaviour can be mentioned. The
minimalism variable (=0.84, p=.069) is not significant and affects sustainable
environmental awareness. Accordingly, there is no mediating effect of sustainable
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environmental awareness on the effect of minimalism on sustainable purchasing
behaviour. Considering the Squared Multiple Correlations (R2) values obtained,
24% of sustainable environmental awareness and 57% of sustainable purchasing
behaviour are explained by minimalism and voluntary simplicity.

Conclusion and Recommendations

In this study, the relationship between voluntary simplicity and minimalism,
sustainable environmental consciousness, and sustainable purchasing behaviour
was examined. As a result of the study, it was determined that voluntary simple
lifestyles have a statistically positive and significant effect on sustainable purchasing
behaviour. As another result of the study, it was determined that sustainable
environmental consciousness has a full mediating role in the effect of voluntary
simplicity on sustainable purchasing behaviour. Thus, it is seen that the more the
sustainable environmental awareness of consumers who adopt voluntary simplicity
increases, the more sustainable purchasing behaviour increases. Therefore, as the
environmental awareness of consumers increases, the traces of sustainability increase
more in their purchasing behaviour. Consumers tend to act more consciously and
sustainably when making decisions with the perception of voluntary simplicity.

As aresult of the study, it was determined that there is no mediating role of sustainable
environmental awareness in the effect of minimalism on sustainable purchasing
behaviour. This situation emphasizes the difference in the reason that pushes consumers
who adopt minimalism to sustainable purchasing behaviour. In this direction, the H1,
H2, and H3 hypotheses in the study are accepted. H4 hypothesis is rejected.

In the future, more studies on sustainable environmental awareness and sustainable
consumption, including minimalism and voluntary simplicity, will be beneficial
in terms of raising awareness by positively affecting awareness and attitude. In
addition, different results can be obtained by developing the hypotheses of the
study in line with the changing environmental conditions of future studies. It may
be suggested to determine the sample by making regional or city restrictions for
similar studies. By determining the sample over different main masses, cultural
perception differences can be revealed by making comparisons on a country basis.
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SAGLIK KRiZLERi DONEMINDE iNTERNETTEN SATIN ALMA

DAVRANISININ; KORKU VE YASAM DOYUMU IiLIiSKIiSINDE
ARACILIK ETKIiLERi: COVID - 19 SALGINI ORNEGI!

Hande MERCAN?
Pinar BASGOZE?

Oz

COVID - 19 salgininin, ge¢cmis salginlara benzer olarak bireyler tizerine psikolojik etkileri
goriilmiistiir. Korkunun artmasi ve yagam doyumunun azalmasi bunlardan yalnizca bazi-
laridir. Salginin davranigsal etkileri ise sosyal izolasyon ile birlikte ortaya ¢ikmis, drnegin
internet kullaniminda artis tespit edilmistir. Buna gore, ¢alismanin amaci, salgin dénemin-
deki davranigsal ve psikolojik degisimler arasindaki iliskinin incelenmesidir. Dolayisiyla,
calismada internetten satin alma davraniginin korku ve yasam doyumu arasindaki aracilik
etkisi incelenmistir. Bu amag dogrultusunda, ¢alismanin verisi COVID — 19 salgin done-
minde, anket yontemiyle ¢evrim i¢i ortamda, kolayda 6rneklem yontemi ile 338 kisiden
toplanmustir. Calismanin bulgulari, SPSS PROCESS Model 4 kullanilarak elde edilmistir.
Calismanin sonuglarina gore, COVID — 19 korkusu fiziksel ve zihinsel korku olmak tizere
ikiye ayrilmistir. Bununla birlikte, fiziksel COVID — 19 korkusunun, yasam doyumu ve
internetin satin alma i¢in kullanimi iizerinde herhangi bir etkisinin olmadig1 tespit edilir-
ken, zihinsel COVID — 19 korkusunun internetin satin alma i¢in kullanimin arttirdigi ve
yasam doyumunu azalttig1 ortaya konmustur.

Anahtar Kelimeler: COVID — 19 Korkusu, Yasam Doyumu, Internetten Satin Alma Dav-
ranist, Saglik Krizleri

Doi: 10.15659/ppad.17.3.1469120
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MEDIATING ROLE OF INTERNET USE FOR PURCHASE BEHAVIOR
IN THE RELATIONSHIP BETWEEN FEAR AND LIFE SATISFACTION

DURING HEALTH CRISES: THE CASE OF COVID - 19 PANDEMIC

ABSTRACT

The COVID — 19 pandemic has had psychological effects on individuals, similar to past
health crises. Increased fear and decreased life satisfaction are just some of these. Besides,
the behavioral effects of the pandemic emerged with social isolation, for example, an
increase in internet use was noticed. Accordingly, the aim of the study is to examine the
relationship between behavioral and psychological changes during the pandemic period.
Therefore, the mediating effect of online purchase behavior between fear and life satis-
faction was examined in the study. For this purpose, the data of the study was collected
from 338 people using a convenient sampling method and online via a survey, during the
COVID-19 period. The findings of the study were obtained using SPSS PROCESS Model
4. According to the results of the study, fear of COVID — 19 is divided into two physical
and mental fear. However, while it was found that physical fear of COVID — 19 did not
have any effect on life satisfaction and the use of the Internet for purchase behavior, it was
revealed that mental fear of COVID — 19 increased the use of the Internet for purchase
behavior and reduced life satisfaction.

Keywords: Fear of COVID — 19, Life Satisfaction, Internet Use for Purchase Behavior,
Health Crises
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1.Giris

Tarih boyunca, salgin potansiyeline sahip bulasici hastaliklar diizenli olarak ortaya
ctkmig ozellikle aver — toplayici toplumlardan tarimsal toplumlara gecis, bulasici
hastaliklarin yayilmasini hizlandirmigtir (Dobson vd., 1996). Toplumlar arasindaki
genisleyen ticaret sinirlar ile birlikte insanlar arasindaki etkilesim artmus, viriis ya-
yilimi kolaylagsmigtir. Genisleyen sehirler, biiyiiyen ticaret bolgeleri, artan seyahat
ve insan niifusu nedeniyle toplumlarda goriilen salgimlar, ortaya ¢cikmaya devam
etmistir (Lindahl vd., 2015). Veba, kolera, ebola, siddetli akut solunum sendromu
koronavirtisii (SARS) ve Orta Dogu solunum yolu sendromu koronaviriisii (MERS)
gibi biiylik salginlar insanoglunu biiyiik 6l¢iide etkilemistir. Ttim bu salginlarin ar-
dindan son olarak da yeni koronaviriis (COVID — 19) salgin1 ortaya ¢ikmistir.

Saglik krizleri beklenen etkilerine ve cografi bolgelerdeki yayilma alanlar ile iligkili
olarak endemik, salgin, epidemi ve pandemi seklinde nitelendirilmektedir. Endemik
bir durum, sinirl bir toplumda etkileri tahmin edilebilecek bir sekilde ortaya g¢ikar.
Salgin, bir hastalik durumunda artan sayida insanda ve alanda bu hastaligin goriilmesi
ile iliskilidir. Epidemi, salgina kiyasla daha genis cografi alanlara hastaligi yayilma-
sidir. Pandemi ise kiiresel dlcekte hissedilen bir epidemidir (Grennan, 2019).

Kiiresel salginlar, insanlarin giinliik yasamlarini 6nemli dl¢tide etkilemektedir. 2003
yilinda yasanan SARS, 2014 yilinda yasanan Ebola, 2015 yilinda yasanan MERS
gibi gecmis salginlar yiliksek bulasiciliklar1 sayesinde sadece bireylerin sagligina
zarar vermekle kalmamis ayn1 zamanda temas kurduklari kisi ve cevrelere de kayip
ve zarar vermistir (Choi vd., 2022). Bu tiir salgin hastaliklar yalnizca fiziksel saglig
degil, ayn1 zamanda duygusal ve psikolojik refah1 da derinlemesine etkilemekte-
dirler. Salgia neden olan viriisiin yayilma hizi, semptomlari, saglik sistemlerinin
Ongoriilemez kapasitesi ve toplumlarin ekonomik dengesi gibi faktorler, insanlarda
karmagik bir duygu ¢esitliligi uyandirabilmekte, insanlarin giinliik yasamlarini ve
psikolojik sagliklarini biiylik dlciide etkilemektedir. Hong Kong’da 30 ay boyun-
ca SARS hastaligini gecirmis kisiler ile bu hastaligin sebebiyet verdigi risk fak-
torlerini aragtiran grup caligmasinda, bireylerin hissettikleri psikiyatrik sikintilarin
orani %58,9°dur (Mak vd., 2009). Yiiksek 6liim oranina sahip olan Ebola viriisiine
10000°den fazla kisi yakalanmis ve atlatmis olmasina ragmen, fakat ¢ogunda fizik-
sel ve zihinsel komplikasyonlar uzun yillar devam etmistir (Vetter vd., 2016).

Yeni bir patojenin ortaya ¢ikmasi, hastaligi bulastirma derecesi, hastaligin yayilma
hiz1 ve hastalik nedenlerinin belirsizligi gibi nedenler yiiksek diizeyde korku duygu-
sunu da beraberinde getirir ve bu korkudan kaynaklanan zararlar, hastaligin gériilme
siklig1 ve 6liim oranlarinin 6niine geger (Price-Smith vd., 2009, s.28). Bulundu-
gumuz yiizyilin ilk salgin hastaligi olarak goriilen SARS salgini bu paradigmanin
ornegi olarak gosterilebilmektedir. Tayland Bagbakani Thaksin Shinawatra, SARS
salgini ile birlikte ortaya ¢ikan pandemik korkuyu “SARS korkusu, SARS virii-
stinden daha koétiidiir.” seklinde ifade etmistir (Crampton, 2003). SARS salgin bir
“korku krizi” olarak adlandirilmistir, ¢linkii birgok dogal fiziksel felaketin maliyeti
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insan ve sermaye kaynaklarini dogrudan etkilerken SARS, vatandaslarin enfeksiyon
korkusu nedeniyle normal faaliyetlerinin psikolojik nedenler ile uzun siireli ve ciddi
sekilde bir krizle karakterize edilmistir (Forster vd., 2005). Korku temelli davranig-
lar, SARS salgimindan sonra goriilen Ebola salgininda da oldukea sik gézlemlenmis-
tir. Bu salgin hastalik ile birlikte hastalig1 atlatanlar ve saglik ¢alisanlarina karsi or-
taya ¢ikan korku kaynakli damgalanma (Karafillakis vd., 2015), yakin ¢evresinden
uzak durma (Kond¢ vd., 2017) gibi davranislar sergilenmistir. Ebola salginindan
kaynaklanan korku, siddetli sikintiya ve normal aktivitelerin bozulmasma da neden
olabilmektedir. Bu siirecte insanlar evlerinden ¢ikma, sosyal etkinliklere katilma
veya gilinliikk yasam sorumluluklarini yonetme konusunda korkular gelistirmislerdir
(Perkins, 2022). Pandemik korkunun yogun hissedildigi diger bir salgin da MERS
salginidir. MERS hastalariyla temas nedeniyle 2 hafta boyunca izole edilen bireyle-
rin; korku, izolasyon ve toplumsal damgalanma gibi daha biiyiik anksiyete belirtileri
ile birlikte, yogun 6fke hissettigi gézlenmis, halkin %46’s1 duygusal sikint1 yasadi-
g1 bildirmislerdir (Jeong vd., 2016). Ayrica bu salgim esnasinda, niifusun %80’den
fazlasinin MERS enfeksiyonundan korktugu bilinmektedir (Lee vd., 2016).

Anksiyete, depresyon ve agresiflik gibi negatif duygular, yasam doyum diizeyini
etkileyen faktorler olarak gosterilmektedir (Szlenk-Czyczerska vd., 2023). Dep-
resyon, yasam doyumunda azalmayla iligkilendirilmistir (Hsu vd., 2003). Yasam
doyumu, fiziksel ve zihinsel saglikla iligkilidir ve insan hayatindan énemli bir role
sahiptir. Bu tiir salgin hastaliklar, yalnizca fiziksel saglig1 etkilemekle kalmayip ayni
zamanda psikolojik saglik ve refah1 da derinlemesine etkilemektedirler (Sandin vd.,
2020). Salgina neden olan viriisiin yayilma hizi, semptomlari, saglik sistemlerinin
Ongoriilemez kapasitesi ve toplumlarin ekonomik dengesi gibi faktorler, insanlarda
karmagik bir duygu ¢esitliligi uyandirabilmekte, insanlarn giinliik yasamlarini ve
psikolojik sagliklarini biiyiik 6lciide etkilemektedir (Castellano-Tejedor vd., 2021).
Ornegin, SARS viriisiiniin hayati tehlike arz etmesinden &tiirii ortaya ¢ikan korku
ile beraber, yagsam doyumunda uzun vadeli bir azalma gézlemlenmistir (Guo vd.,
2019). Benzer sekilde, MERS salgini doneminde yapilan bir ¢alismada, hastalig
gecirenlerin, gegirmeyenlere kiyasla yagsam doyumlarinda azalma bulunmustur (Ba-
tawi vd., 2019). Yine, SARS ve COVID — 19 hastalig1 sonrasi taburcu olan hastalar-
da diistik seviyelerde yasam doyumu bulunmustur (Chen vd., 2020).

Salgin hastalik déonemlerinde yasanan izolasyon sonucu 6nem kazanan bir diger
konu da internetin kullanimidir. Tiiketici davraniglari bakis agisina gore, interne-
tin aligveris nedeni ile kullanimmin incelenmesi anlamhdir. Internetin alisveris
icin kullanimi salgmm dénemlerinde; izolasyon ve korku krizinin hakimiyeti nede-
ni ile geleneksel aligveris ortamlarina 6nemli bir alternatif olmasi nedeniyle 6nem
kazanmustir. Viriisiin yayilmasina tepki olarak SARS salgini doneminde internet
tizerinden aligverislerde net bir artis yasandigi gdzlemlenmistir (Forster vd., 2005).
MERS salgmi sirasinda ise Amerika Birlesik Devletleri’nde yetiskinlerin %84’
Interneti kullanirken, niifusun yarisindan fazlasi (%57,4) cevrim igi aligveris yap-
mistir (Jung vd., 2016). Benzer sonuglar Kore’de de gozlemlenmistir; ii¢ yas ve lize-
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ri niifus arasinda internet kullananlarin %83,6 iken ve 2014 yilinda masaiistii, mo-
bil, tablet veya diger ¢cevrim i¢i cihazlar araciligiyla lirlin veya hizmet satin alanlarin
orani %51,3’tlir (Jung vd., 2016). Salgin hastaliklar sirasinda ¢evrim i¢i satin alma-
nin benimsenmesi, COVID — 19 déneminde de oldukga siklikla ele alinmistir. Addo
ve arkadaslar1 (2020), pandemi sirasinda tiiketicilerin satin alma davranislarindaki
degisiklikleri incelemisler ve COVID — 19’un yayilmasi sirasinda insan etkilesi-
minin azalmasi, seyahat kisitlamalar1 ve geleneksel magazalarin kapanmasinin, bi-
reylerin gevrim i¢i aligveris davranisina yonelme egilimini artirdigini bulmuslardir.

COVID - 19 salgini, gegmis saglik krizlerinin psikolojik sonuglarina benzer birgok
psikolojik sonu¢ dogurma potansiyeline sahiptir. Bu salginin dogurdugu farkli ruhsal
sikintilar ve degiskenler, birlikte ele alindiginda farkli sonuglar ortaya ¢ikabilmektedir.
Daha 6nce gortilen salgin hastaliklar ile birlikte ortaya ¢ikan sonuglar ve alinan ders-
ler gliniimiiz salgmn hastaliklart ve gelecek potansiyel salgin hastaliklarda da gecerli
olarak kabul edilmektedir (Kelvin vd., 2020). Literatiirde yer alan ¢aligmalar ince-
lendiginde (Addo vd., 2020; Samsa, 2023), COVID — 19 korkusu internet iizerinden
satin alma davraniginin artmasina neden olmustur. Bunun yam sira, literatiirde CO-
VID — 19 korkusunun yasam doyumu iizerine dogrudan etkileri de mevcuttur (Peker
vd., 2021; Dymecka vd., 2021). Tiim bunlara ek olarak, COVID — 19 déneminde
internet lizerinden satin alma davranisinin bireylerin yasam doyumunu artirdigi da
goriilmiistiir (Ayhan vd., 2022). Ancak, farkli degiskenlerin COVID — 19 korkusu ile
yasam doyumu arasindaki araci etkileri incelenirken (Dymecka vd., 2021; Solmaz
vd., 2024; Lathabhavan, 2023; Duong, 2021; Kaya, 2023) internet iizerinden satin
alma davranisinin bu iliskide aracilik etkisi incelenmemistir. Halbuki, korkunun ya-
sam doyumunu azalttig1 salgin doneminde internet kullanimi araciligt ile bireylerin
yasam doyumlart artabilecektir. Bu nedenle g¢alismanin amaci, COVID — 19 salgin
doneminde internet {izerinden satin alma davraniginin, korku ve yasam doyumu ara-
sindaki aracilik etkisini incelemektir. Bu tiir ¢alismalar, saglik krizi donemlerinde
insanlarin psikolojik ve davranigsal tepkilerini anlamak ve bu tepkilerle basa ¢ikma
stratejileri gelistirmek bakimindan 6nemli olabilecektir.

2. Literatiir Taramasi
2.1. Salgin Doneminde Yasanan Korku, Internet Kullanimi ve Satin Alma

Korku duygusu, belirli bir dis tehlikeye iligkin stresli kosullarda ortaya cikan ve
uyum gelistirmeyi saglayan duygusal bir tepkidir (Steimer, 2002). Tehlike aninda
bireylerde kendini gosteren, biitiinsellige ve kendini korumaya yardimci olan bu
duygu (Biissing vd., 2020), endisenin evrimsel bir disa vurumu olarak da goriil-
miistiir (Butter, 2012; Shultz vd., 2016). Pandemi dénemindeki korku ise, bireyler
arasinda enfeksiyonu 6nlemek amaciyla koruyucu ve onleyici davraniglara adapte
olmay1 kolaylastiran bir faktordiir (Nazari vd., 2023). COVID — 19’un pandemi bo-
yutunda bir salgin olmasi nedeniyle, korku duygusu da daha belirgin hale gelmistir
(Tanner, 2020). Salginin dogal bir eslikgisi olan korku duygusu bireylerde farkli
boyut ve sekillerde ortaya ¢ikmaktadir. Aragtirmalar ve klinik gozlemler (Taylor,



740 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say:: 3, Eylil 2024, ss. 735-774

2019), geemis saglik krizlerinde insanlarin gelistirmeleri muhtemel korkulari su
bagsliklar altinda toplamustir; (i) enfekte olma korkusu, (ii) enfekte olmasit muhte-
mel ylizey, nesne veya bireylerle temas etme korkusu, (iii) sosyo-ekonomik korku
(is kaybi vs.), (iv) olas1 pandemilerin beraberinde getirdigi kisitlamalar hakkinda
gelistirdikleri korku, (v) tramvatik stres kaynakli korku. Farkli dl¢ekler s6z konusu
farkli korku tiplerini dlgliimlemislerdir, Ahorsu ve digerleri (2020) de olusturduklart
“COVID — 19 Korkusu Olgegi (FCV-19S)” ile enfekte olma korkusuna odaklanmis-
lardir (Mertens vd., 2020; Quadros vd., 2021). Bu calismada, s6z konusu enfekte
olma korkusu, pandemiler esnasinda en yaygin goriilen reaksiyonlardan biri olmasi
nedeni ile (Choi vd., 2020), Ahorsu ve digerlerinin (2020) 6l¢egi kullanilacak ve
bireylerin COVID — 19 viriisiine yakalanma korkusu temel olarak ele almacaktir.

COVID — 19’un neden oldugu asir1 korku, bireylerin rasyonel diisiinme yetenekleri-
ni olumsuz etkileyebilmistir (Masa’deh vd., 2023). Bu tiir salgin krizi déonemlerinde
yogun bir sekilde hissedilen korku duygusu psikolojik ve davranissal sorunlara yol
acabilmektedir (Holmes vd., 2020; Winter vd., 2020; Harper vd., 2020). Farkl1 d6-
nemlerde yaganmis kiiresel bulasici salginlar1 esnasinda niifusta pandemik korku
ve beraberinde gelen bircok ruh sagligi sorunlari arasinda da anlamli bir iliski ol-
dugu gosterilmistir (Su vd. 2007, Chong vd., 2004). i1k olarak 2003 yilinda Cin’de
goriilen SARS viriisii kisa siire icerisinde Kuzey Amerika, Giiney Amerika, Avrupa
ve Asya olmak iizere 29 iilkede goriilmiistiir (Diinya Saglik Orgiitii, 2003). SARS
hastalar1 iizerinde yapilan arastirmada (Maunder vd., 2003) belirlenen en belirgin
duygulardan bir tanesi korku duygusudur. Hastaliga yakalanmis bireyler, sevdik-
lerini enfekte etme ihtimali, hastaligin potansiyel Slimcilliigi ile ilgili duyduklari
endise, toplum igerisinde damgalanma gibi nedenlerle korku duygusunu oldukca
yogun. 2014 yilinda goriilen Ebola salgini, viriisiin yiiksek bulasiciligi, hizli ilerle-
yisi ve yiiksek 6liim oranina sahip olmasi sebebiyle olaganiistii korku yaratmis ve
korku salgini olarak da adlandirilmistir (Morganstein vd., 2020). SARS virtisiiniin
goriilmesinden 10 yil sonra ilk MERS viriisti Suudi Arabistan’in Cidde eyaletinde
goriilmistiir. 2012 — 2020 yillar1 arasinda, 27 iilkede hastaliga yakalandigi kabul
edilen toplam 2519 kisi arasindan 866 6liim rapor edilmistir (Diinya Saglik Orgiitii,
2020c). MERS salgin1 dogasi geregi toplu tagima kullanimin yaygin olmasi, digari
¢ikma zorunlulugu, devletin yeterli 6nlemleri almadig1 hissiyati, belirsizlik ve en-
fekte olma korkusu gibi birgok risk faktorii yoniinden COVID — 19 pandemisi ile
benzer goriilmiistiir (Esterwood vd., 2020). MERS salgini sirasinda halkin %80,2’si
enfekte olma korkusu yasarken, %46’sin1n ise duygusal problemlere maruz kaldig:
sOylenmistir (Jeong vd., 2016).

Diinya’nin kars1 karsiya kaldig1 en bilyiik pandemi olarak nitelendirilen COVID
— 19 salgininda da benzer nedenlerden kaynakli bireyleri hem fiziksel hem ruhsal
acidan ciddi anlamda etkilemistir. Viral salginlar sirasinda yapilan 6nceki aras-
tirmalara paralel olarak, COVID — 19 ile ilgili arastirmalar, diinya ¢apinda artan
korku seviyelerine dair kanitlar bulmustur (Alyami vd., 2020; Knipe vd., 2020).
Hastaligin diinya ¢apinda hizla yayilmasiyla birlikte kiiresel 61¢ekte alinan 6nlem-
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ler, bireylerde stres, kaygi, depresif belirtiler, uykusuzluk, 6fke ve korku gibi ruh
saglig1 sorunlarina yol agmistir (Xiang vd., 2020). Bu duygular arasindan korku,
COVID - 19 pandemisi esnasinda popiilasyonda en sik goriilen psikolojik tepki-
lerden bir tanesi haline gelmistir (Wang vd., 2020).

COVID — 19 salgini ile birlikte artan sosyal izolasyon 6nlemleri ile birlikte insan-
larmn internet kullanimi da artmigtir. Gliniimiizde internet kullaniminin yayginlag-
mast psikolojik, sosyolojik ve toplumsal acidan ele alinmasi gereken kavramlar-
dan biri haline gelmistir (Kaya, 2023). internet kullanimi bireylerin zamanlarini
daha etkili bir sekilde yonetmelerine ve stresi azaltmaya yardimci olmasindan
dolay1 artan yasam doyumu ile iliskilendirilmektedir (Robinson vd., 2000; Hayt-
hornthwaite vd., 2002). Eger ve arkadaslar1 (2021) tarafindan yapilan ¢alismaya
gore, COVID — 19 korkusunun tiiketicilerin satin alma davraniglarini biiyiik 6lgii-
de etkiledigi gézlemlenmistir. Bu salgin hastalik doneminde yapilan arastirmada,
COVID - 19 salgininin yayilmasi ile birlikte ortaya ¢ikan ve gelisen pandemik
korku durumunun {irlin ve hizmet satin alma ile anlamli ve pozitif yonlii bir iligki-
si bulunmustur (Addo vd., 2020). Benzer sekilde korku ve satin alma davranislart
iizerinde yapilan arastirmalarda COVID — 19 salgini ile birlikte artan giivenlik
endiselerinin bireyleri ¢cevrim i¢i aligveris aliskanliklart kazanilmasi konusunda
tetikledigi goriilmiistiir (Ali, 2020). Bu bilgiler dogrultusunda arastirmada test
edilecek birinci hipotez asagidaki gibidir:

H,: Pandemi siirecinde hissedilen COVID — 19 korkusunun internet tizerinden
satin alma davranist tizerinde olumlu bir etkisi vardir.

2.2. Salgin Doneminde Yasanan Korku ve Yasam Doyumu

Salgin hastalik doneminde ele alinmasi gereken psikolojik kavramlardan birisi de
yasam doyumudur. Yasam doyumu, bireylerin hayattan ne kadar keyif aldigin1 ifade
eden (Tokay Argan vd., 2020) ve genel refahlar1 ve yagsam kalitelerine dair duygu-
sal ve biligsel degerlendirmelerini ifade eden yasam doyumu (Diener vd., 1985) bir
Oznel iyi olus halidir. Yasam doyumu birgok avantajli sonug ile iliskilendirilmistir.
Aragtirmalar, yiiksek yasam doyumuna sahip olan bireylerde genellikle daha olumlu
sosyal iliskilere, daha fazla sosyal destek almaya ve yiiksek evlilik doyumu yasama-
ya egilimli oldugunu gostermektedir (Barger vd., 2009; Diener vd., 2002; Pavot vd.,
2008). Ayrica, yiiksek yasam doyumuna sahip bireyler, mesleki basarilar agisindan da
avantajli olarak goriilmektedir. Yiiksek yasam doyumu, daha iyi is performansi, daha
fazla kariyer memnuniyeti, artan orgiitsel bagllik ve azalan isten ayrilma niyetleri ile
iligkilidir (Erdogan vd., 2012). Yasam doyumu ayrica saglik ve uzun 6miirle iligkilidir.
Daha yiiksek yasam doyumu seviyeleri, daha iyi genel fiziksel saglik ve daha az uzun
vadeli saglik sorunlari ile iligkilidir (Siahpush vd., 2008). Dahast, yiiksek yasam doyu-
mu olan bireylerin, diisiik yasam doyumuna sahip bireylere kiyasla anlamli derecede
daha diistik bir mortalite riski vardir (Lyyra vd., 2006).

I¢inde yasadigimiz yiizyilin saglik krizi olarak goriilen SARS, Ebola, MERS ve
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COVID — 19 salginlar1 esnasinda da 6znel bir iyi olus hali olan yasam doyumunda
belirgin degisimler gézlemlenmistir. Ebola salginina maruz kalmig toplumlarda,
artan izolasyon ve sosyal damgalanma sebebiyle yagsam doyumunun etkilendi-
§i gozlemlenmistir (Davtyan vd., 2014). Yasam doyumu kavrami MERS salgini
sirasinda da farkli bir¢cok yoniiyle ele alinmigtir. Batawi ve digerlerinin (2019)
yapmis olduklar1 calismada yaklasik 14 ay boyunca MERS hastaligint gecirmis
kisiler gézlemlenmis ve yasam doyumlarimin MERS gecirmeyen kisilere kiyasla
daha diistik oldugu gézlemlenmistir.

COVID - 19 salginindan etkilenen yasam doyumu kavrami, Zacher ve arkadaslari
2020 yilinda yayimladiklari ¢aligmalarinda, Aralik 2019 ve Mayis 2020 yillari
arasinda dort farkli zamanda gergeklestirdikleri 6l¢timler ile Almanya’da yasayan
979 birey lizerinde ele alinmistir. Arastirmanin ilk yarisinda bireylerin yasam do-
yumlarinda anlamli bir degisimin olmadigini gézlemlerken ikinci yarisinda ise bu
degiskende diisiis gbzlemlediklerini dile getirmislerdir. Literatiirde diisiik yasam
doyumu puanlarina sahip bireylerin, yiiksek yasam doyumu puanlarina sahip bi-
reylere kiyasla depresyona girme olasiliklarinin daha yiiksek oldugu bulunmustur
(Lewinsohn vd., 1991). Yine ayni ¢aligmada insanlarin zor yasam kosullariyla
karsilastiklarinda, yasam doyumlarinda azalma oldugu goézlemlenmektedir. Ya-
sam kosullarinda koklii degisikliklere sebep olan salgin déonemlerinde ve sonra-
sinda kalic1 psikolojik rahatsizliklara sebebiyet vermemesi agisindan, yasam do-
yumunun ele alinmasi 6nemli bir husustur.

COVID - 19 salgint ile birlikte normal yagsam aktiviteleri sinirlanan bireylerde ge-
lecege yonelik belirsizlikler yogunlasmistir. Bu belirsizliklerin neden oldugu CO-
VID — 19 korkusunun bireylerin yasam doyumlari {izerindeki etkileri de bircok
aragtirmanin konusu olmustur. Korku duygusu ¢ok yonlii bir kavramdir ve olumsuz
ruh hali ve yasam doyumuna sik¢a neden olarak gosterilmektedir (Elsharkawy vd.,
2021). Salgin dncesi doneme kiyasla fiziksel aktiviteleri kisitlanan bireylerde 6znel
iyi olus hali olan yagsam doyumu olumsuz etkilenmis, stirekli korku hissetmek yasam
doyumunun azalmasina sebebiyet vermistir (Blasco-Belled vd., 2020). Literatiirde
yer alan calismalarda, COVID — 19 korku seviyeleri arttik¢a yasam doyumlarmin
azaldigi bulunmustur (Ahuja vd., 2020; Sanli Gorgoz vd., 2023). Buradan hareketle
arastirmada test edilmesi planlanan ikinci hipotez asagidaki gibidir:

H: Pandemi siirecinde hissedilen COVID — 19 korkusunun yasam doyumu iize-
rinde olumsuz bir etkisi vardir.

2.3. Salgin Doneminde Internet Uzerinden Satin Alma Davramsi ve Yasam
Doyumu

Giderek artan sayida arastirma, tiiketimden elde edilen anlik hedonik faydanin, daha
uzun vadeli bir yasam goriisii olan yagam doyumuna uzanip uzanmadigini incelemek-
tedir (Brown ve Gathergood, 2017; Dumludag vd., 2015; Gokdemir, 2015; Vredeveld,
2021; Wang vd., 2019). Bu konudaki geleneksel inanis, DeLeire ve Kalil’in (2010, s.
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166) ifade ettigi gibi: “Para mutlulugu satin alamaz” seklindedir ve “maddi mallara
yapilan harcamanin mutluluk getirmedigi” anlamina gelmektedir. Yapilan ¢alismala-
rin birgogunda (Frey, 2018; Holder ve Coleman, 2009: Moeini vd., 2018) bireylerin
mutluluk diizeylerinde artig, satin alma davranigindan ¢ok sosyal etkilesimin artmasi
durumunda gozlemlenebilmektedir. Buna gore salgin dénemlerinde bireylerin yasadi-
&1 izolasyon ve yalnizlik diizeyinin yiiksek olmasi, sosyal iliskilerin azalmasinin yani
sira saglik endiselerinin artmasini beraberinde getirmis, boylelikle mutluluk duygula-

rinin azalmasina yol agmustir (Heinrich ve Gullone, 2006).

Bu tiir dissal kaynakli krizlerde, tiiketicilerin duygusal sikintilar1 “bireylerin belirli
bir olaya yonelik verdikleri duygusal tepki olarak aci ¢ekmesi durumu” olarak ta-
mimlanmis (Ingram vd., 1987; Lajante ve Ladhari, 2019) ve yasamlarini, tutumlari-
n1 ve hatta satin alma davramiglarini da degistirmesine sebebiyet vermistir. Bireyin
yasaminda 6nemli degisiklikler meydana geldiginde, tiikketim davranis1 da “siireci
kolaylastirmak™ amaciyla degisiklik gosterir ve yeni duruma uyum saglar (Ken-
nett-Hensel vd., 2012, s. 52). Ortaya ¢ikan bu yeni tiikketim davranisi; digsal krizin
yarattig1 tehdit duygusu ve iiriinlerde kitlik algisi, bilinmeyenden korkma, tiiketi-
cilerin endiselerini gidermek ve yasamlar iizerindeki kontrolii yeniden kazanmak
amaciyla benimsedikleri davranigsal basa ¢ikma stratejilerinin yani sira, gegmise
duyulan nostalji ve sosyal etkilesim eksikliginden kaynaklanan yalmzlik duygular
gibi farkli degiskenlerden kaynaklanabilmektedir (Yuen vd., 2020). Her ne kadar
birgok ¢alismada (Richins, 1987; Richins. 1994; Sirgy vd., 1998), daha materyalist
olan bireylerin, bir biitlin olarak yagamlarindan (yasam standartlari, aile hayati vb.)
daha az mutlu ve daha az tatmin oldugu ortaya konmus olsa da salgin donemlerinde
satin alma ve yasam doyumu arasindaki bu iliski farklilik gdstermistir. Bunun nede-
ni, yasam doyumunun temel belirleyicileri arasinda bireylerin sahip olduklar saglik
kosullart ve sosyal iliskilerin yer almasidir (Allas vd., 2020).

Literatlirde bireylerin aligveris yoluyla i¢inde bulunduklar1 stresli zamanlar ile
basa ¢ikmasi ve duygusal sikintidan kurtularak kendilerini daha iyi hissetmele-
ri perakende terapisi olarak adlandirilmis (Rath, 2010) ve sorunlardan kagmak,
stresle bagsetmek ve olumsuz ruh halini diizeltmek icin stratejik bir araci olarak
goriilmustiir. Buna gore, tiikketim insanlari giindelik sorunlardan uzaklagtirarak
zihinsel ve ruhsal bir terapi ortam1 saglayabilmektedir (Ozcan, 2007). Bireylerin
aligveris deneyimleri, yalnizca bir {irlin satin almakla kalmamis ayn1 zamanda bi-
reylerin olumsuz ruh hallerini hafifletmeye de yardimci olmustur (Ko vd., 2015).
Bireyler, tiiketim aracilig1 ile gergek diinya ile kurduklar iliskilerden kaynaklanan
kayg1 ve korkulardan siyrilarak (Robins, 1999) psikolojik yararlar saglamislardir
(Gardner vd., 1988). Ornegin, Rick ve digerleri (2014) ¢alismalarinda satin alma
davranisinin bireylerin ¢evresi lizerindeki kontrol hissini geri kazandirdigini ve
lzlintiiyli azalttigini ifade etmislerdir. Bireyler satin alma davranisi ile beraber
kendilerini mutlu hissederek aligverig ortaminin olumsuz yonlerini gézardi edebi-
lirler (Uyar, 2019).

Hayatta kalma psikolojisi dogrultusunda, salgin hastaliklar gibi biiyiik olaylar bi-
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reylerin davranislarinda degisikliklere yol agabilecegi ve sosyal yasamlarimi bo-
zabilecegi disiiniildiigiinden (Leach, 1994), bu donemlerde tiiketicilerin ¢esitli
alisilmadik davraniglar sergilemesi de olagan karsilanmistir (Laato vd., 2020).
Mevcut salgin doneminde beklenmedik, olagan dis1 ve kontrol edemedikleri du-
rumlar ile kars1 karsiya kalan bireyler, satin alma davranisi ile duygu durumlarini
dengelemek, degistirmek ve iyilestirmek (Khair ve Malhas, 2022) i¢in perakende
terapisi araci olarak algilar ve boylelikle satin alma davranisina olan yonelim artar
(Malhotra, 2021). Ayrica, bu tiir tiikketimin, salgin donemlerinde hem ¢evrim igi
hem ¢evrim dis1 kanallar araciligiyla bireylerin 6znel iyi oluslari tizerinde olumlu
bir etkiye sahip oldugu ifade edilmistir (John vd., 2022), Bu nedenle, alisilmisin
disinda salgin donemlerinde, satin alma davranisi tiikketicilerin mutluluk diizeyleri
veya yasam doyumu lizerine olumlu etkisi olabilecektir. Nitekim literatiirde yer
alan bazi ¢alismalar bu goriisii destekler niteliktedir.

Sonug olarak, salgin doneminde internetten yapilan satin almanin, bireylerin ya-
sam doyumunu olumlu yonde etkileyebilecegi sOylenebilir. Buna gore;

H : Pandemi siirecinde internet iizerinden satin alma davraniginin yasam doyumu
tizerine olumlu bir etkisi vardur.

2.4. internet Uzerinden Satin Alma Davramisinin Aracihk Etkisi

Yapilan arastirmalarda COVID — 19 korkusunun, ¢evrim i¢i aligkanliklarinda dra-
matik bir artisa neden oldugu gozlemlenmistir (Sarwari, 2023). Salgin 6ncesinde
fiziksel olarak magazaya giderek aligveris yapmaya alismis olan insanlari, COVID
— 19 korkusu nedeniyle yalnizca gevrim i¢i kaynaklardan aligveris yapmaya basla-
diklan ifade edilmistir (Giingordii Belbag, 2021). Biitiin bunlar ile birlikte tiiketi-
cilerin COVID — 19 korkusu ne kadar artarsa ¢evrim i¢i alisveris gibi dijital kanal
kullanimlarinin da o derece arttig1 bulunmustur (Ekinci vd., 2020).

Internet kullanimimin yasam doyumu ile olumlu bir iliskisinin oldugu literatiirde
yer almaktadir (Sahin vd., 2019; Zheng vd., 2021). Genel olarak bahsedilen bu
calismalardan hareketle ¢evrim i¢i aligveris ile olumlu 6znel bir iyi olus hali olan
yasam doyumu iligkilendirilmektedir.

COVID - 19 korkusunun psikolojik sorunlar1 arttirmasi ile beraber insanlarin
stres, anksiyete ve ruh hali bozukluklar1 ortaya ¢ikarak 6znel iyi oluglarini olum-
suz bir sekilde etkilenir (Satici vd., 2020; Bidzan-Bluma vd., 2020). COVID — 19
korkusu insanlarin 6znel iyi olus hali olan yasam doyumunu azaltmaya sebep olur
(Ozmen vd., 2021; Schou-Bredal vd., 2021).

Literatiirde COVID — 19 korkusu ve yasam doyumu arasinda aracilik etkisi yapan
birgok kavram incelenmistir. Dymecka ve arkadaslar1 (2021) ¢alismalarinda taham-
miil seviyesinin COVID — 19 korkusu ile yasam doyumu arasindaki aracilik etkisini
incelemisler ve bu degiskenin korku ve yasam doyumu arasinda anlamli bir araciliga
sahip oldugunu bulmuslardir. Yiiksek tahammiil seviyesine sahip bireylerin COVID
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— 19 korkusu ile daha etkili bir sekilde basa ¢ikabildikleri gézlemlenirken, salgin
hastaligin beraberinde getirmis oldugu olumsuz duygu durumlarmin stres, depres-
yon ve kaygiya donlisme oraninin daha az olmasindan kaynakli yagsam doyumlari-
nin da daha yiiksek seyrettigi gozlemlenmistir (Dymecka vd., 2021). COVID — 19
korkusu ve yasam doyumu arasinda aracilik etkisi yapan bir diger degisken de iy
ve yasam hayati ¢atismasidir. COVID — 19 salginina bagli olarak bireylerin is ve
ev hayatlarinda yasam tarzlarinin degismesinin, COVID — 19 korkusu ve yasam
doyumu iligkisinde negatif bir aracilik etkisi yaptig1 gdzlemlenmistir (Solmaz vd.,
2024). Lathabhavan (2023) ¢alismasinda depresyon, anksiyete ve stres gibi psikolo-
jik sikintilarin COVID — 19 korkusu ile yasam doyumu arasindaki iliskide aracilik
rolii Gistlendigini bulmustur. Benzer sonuglar Duong (2021) ¢alismasinda bulunmus,
psikolojik sikinti ve uyku bozukluklarimin COVID — 19 korkusu ile yasam doyumu
arasinda aracilik etkisine sahip oldugu gézlemlenmistir. Yapilan literatiir taramasi
sonucu, ¢alismalarin ¢ogunun tiiketicinin olumsuz duygulari ile internet kullanimi
arasinda dogrudan iligkilere baktiklar goriilmektedir. Aracilik etkisi ile ilgili litera-
tiir incelendiginde de daha ¢ok psikolojik faktorlerin aracilik etkisinin incelendigi
saptanmustir. Halbuki, davranigsal birtakim faktorlerin de korku ile yasam doyumu
arasinda aracilik etkisi olabilecegi diisiiniilmektedir. Bu dogrultuda, salgin done-
minde yasanan korku duygusu nedeni ile kullanimi artan (Kaya, 2023) ve yasam
doyumu iizerinde de olumlu etkilere sahip olan (Robinson vd., 2000; Haythornt-
hwaite vd., 2002; Guillen-Royo, 2019) internet lizerinden satin alma davranisi, sal-
gin déonemlerinde korku ve yasam doyumu arasindaki iligkide aracilik rolii oynaya-
bilecektir. Buna gore;

H Tiiketicilerin internet tizerinden satin alma davranisi, COVID — 19 korkusu
ile yasam doyumu arasindaki iligkide aract bir etkiye sahiptir.

Son donemlerin en biiyiik saglik krizi olarak kabul edilen COVID — 19 salgimni
ile birlikte hayatimiza giren COVID — 19 korkusu kavrami heterojen bir kavram
midir? Giinliik yasam dongiilerinde karsilastiklar olaganiistii durumlar ile birlik-
te bireylerde goriilen korku duygusu herkeste ayni tiirden seyreder mi? Bulasici
hastaliklar ile birlikte ortaya ¢ikan ve karakteristik bir dzelligi haline gelen bu
korku duygusu (Ozmen vd., 2021) farkli duygu durumlari ile birlestiginde ayni
sonuglart m1 dogurmaktadir? Bu arastirmada Ahorsu ve arkadaslarinin (2020) ge-
listirdikleri COVID — 19 korkusu 6lgeginin farkli boyutlari ele alinarak (fiziksel
ve zihinsel), COVID — 19 salgmina karsi verilen psikolojik ve fiziksel tepkileri
daha iyi anlama ve bu boyutlarin yasam doyumunu nasil etkiledigi, tiikketicilerin
internet iizerinden satin alma davraniginin bu degiskenlere nasil aracilik ettigini
anlamamiza yardimci olacak ¢erceveyi ¢cizmek amaglanmaktadir. Bu konuda ya-
pilan arastirmalarin 6nemli sonuglar1 ve bulgulari ile birlikte iki boyut arasindaki
etkilesimler ele alinacaktir.

2.5. Teorik Cerceve ve Arastirma Modeli
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Caligmanin temel konusu olan; salgin doneminde uygulanan kisitlamalarin, birey-
lerin yasam doyumunu azaltmasi, benzer ¢aligmalarda ele alinmis olan “Psikolojik
Direng Teorisi” g¢ergevesinde degerlendirilmistir (6rn. Akhtar vd., 2020). Brehm
(1966) tarafindan gelistirilen “Psikolojik Direng Teorisi”, bireylerin tutumlarini ve
davranigsal ozgiirlikklerini kisitlayabilecek herhangi bir eyleme karsi nasil ve ne-
den tepki verdiklerini agiklamaktadir. Teori, bireyin kisitlanmig veya tehdit edilmis
hissettigi donemde, 6zgiirliigiinii yeniden kazanma motivasyonuna sahip oldugunu
ifade etmektedir (Brehm vd., 1966; Rosenberg vd., 2018). Dolayisiyla, COVID — 19
salginin sebep oldugu kisitlamalar nedeniyle, tiiketici tutum ve davraniglarindaki
degisikliklerini anlamada kullanilabilmektedir (Kavvouris vd., 2020).

Psikolojik Direng Teorisi; algilanan 6zgiirlikk, 6zgiirlige yonelik tehditler, psiko-
lojik direng ve 6zgiirliigiin yeniden saglanmasi olmak iizere dort boyut icermekte-
dir (Akhtar vd., 2020; Brehm vd., 1981; Youn vd., 2019). Bu ¢alismada, 6zgiirliik
algisini, COVID — 19 salgini sirasinda uygulana ev hapisleri, kisitlamalar sekil-
lendirmistir. COVID — 19 ile birlikte ortaya ¢ikan hastaliga yakalanma korku-
su, Ozgiirlige yonelik tehditlerdir. Bireylerin 6zgtrliiklerini kisitlayan herhangi
bir tehdide karst hos olmayan bir duygu durumunun gelisimi olarak tanimlanan
psikolojik direng, bu ¢alisma kapsaminda yasam doyumunun azalmasi olarak ele
alinmaktadir. Benzer sekilde Windsteiger vd. (2022) de calismalarinda, COVID —
19 salgini siirecinde uygulanan kisitlamalar ile birlikte 6zgiirliikleri kisitlanan bi-
reylerin yasam doyumlarinda azalmalar oldugunu ifade etmislerdir. Teorinin son
boyutu olan 6zgiirliigiin yeniden saglanmast, bireylerin alternatif segenekleri kul-
lanarak segimlerindeki 6zgiirliiklerini yeniden saglamalar1 anlamina gelmektedir.
Bireylerin 6zgiirliikleri kisitlandiginda, 6zgiirliiklerini yeniden kazanma gibi tep-
kiler gosterdikleri gozlemlenmistir (Argouslidis vd., 2018). Ornegin, COVID-19
kisitlamalar1 s6z konusu oldugunda, bireyler aligveris 6zgiirliiklerini ¢evrim igi
kanallar ile giivence altina almayi tercih etmislerdir (Akhtar vd., 2020). Bu calis-
mada internetten satin alma davraniginin gelistirilmesi bir gesit 6zgiirliigli yeniden
kazanma sekli olarak kargimiza ¢ikmaktadir.

Internet Uzerinden

Satin Alma Davranisi

H ¢
COVID - 19 Korkusu > Yasam Doyumu
Ha ¢

Sekil 1. Arastirma Modeli
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3. Yontem
3.1. Orneklem

Bu c¢alismanin 6rneklem ¢ergevesini, COVID — 19 salginina maruz kalmis, 15 —
65 yas arasi Tiirkiye’de yasayan bireyler olusturmaktadir. Orneklem biiyiikliigii
icin, Tabachnick ve digerlerinin (2013) bagimsiz degisken sayisini temel alarak
gelistirdikleri formiil kullanilmistir. Bu formiile gére minimum 6rneklem boyutu
58 olmalidir. Mevcut ¢alisma i¢in toplamda 338 kisiden veri toplanmis ve iste-
nen orneklem sayisina erisilmistir. Elde edilen anket verileri bilgisayar ortaminda
analiz edilmistir. Orneklem se¢me ydntemi olarak, olasilikli olmayan érneklem
se¢cme yontemlerinden kolayda 6rneklem kullanilmistir.

3.2. Ol¢ekler ve Anket Formunun Olusturulmasi

Calismanin amagclarina paralel olarak ii¢ boliimden olusan bir anket Google For-
ms araciligiyla hazirlanmistir. Ingilizce’den Tiirkge’ye ¢evrilerek uygun siraya
dizilen oSlgekleri iceren anket formu linki katilimcilara gevrim igi olarak gonde-
rilmistir. Caligmada COVID — 19 korkusunun dl¢iimii i¢in Ahorsu ve arkadaslar
tarafindan 2020 yilinda gelistirilen 7 ifade igeren COVID — 19 Korkusu Olgegi
(FCV - 19S), yasam doyumu 0l¢iimii i¢in Diener (1985) tarafindan gelistirilen 5
ifadeli yasam doyum 0lcegi ve internetin satin alma i¢in kullanilmasi 6lgegi igin
Shklovski ve digerleri (2006) tarafindan gelistirilen 27 ifadeli internet kullanim
cesitliligi 6lcegi kullanilmistir (Bknz. Ek — 1) Internetin kullanim cesitliligi 6lcegi,
kisilerin interneti hangi amaclar i¢in kullandigini ve bahsedilen bu 27 adet internet
etkinligini gergeklestirip gergeklestirmedigini gdzlemlemek i¢in kullanilmaktadir.
Bu etkinlikler iletisim kurmak, bilgi almak, eglenmek ve {irlin ya da hizmet satin
almak seklinde dort farkli boyut altinda toplanmistir. Calismanin etik kurul izni
Hacettepe Universitesi Etik Kurulu’ndan 30.11.2023 tarihinde E-66777842-300-
00003226328 sayisi karari ile onaylanmistir. Calismada kullanilan dlgekler igin
gerekli izinler 6l¢ek sahiplerinden alinmistir.

3.3. Verilerin Analizi ve Degerlendirilmesi

Aragtirmanin modelinde bagimsiz degisken olarak COVID — 19 Korkusu, bagimli
degisken olarak yasam doyumu ve aract degisken olarak internetin satin alma igin
kullanimi ele alinmistir. Katilimeilarin demografik bilgilerini belirlemek i¢in ta-
nimlayicr istatistikler yapilmistir. Ayrica, demografik degiskenler arasindaki cin-
siyet, yas, 6grenim durumu ve meslek gibi degiskenlere gore calisma degisken-
lerindeki farkliliklar: analiz etmek icin t — testleri ve varyans analizi yapilmistir.
Dogrudan ve aracilik etkilerinin analizi i¢in SPSS 25.0 programinin bir eklentisi
olan Hayes PROCESS’in (Hayes, 2017) Model 4’1 kullanilmigtir.
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3.3.1. Orneklem Ozellikleri ve Tamimlayici Istatistikler

Planlanan analiz islemine gec¢ilmeden once arastirmada kullanilmasi planlanan
verilerin analize uygun olup olmadigina bakilmis ve gerekli 6n kontrolleri yapil-
mustir. 338 kisiden olusan 6rneklemde 7 adet anket formunda kayip veri goriilmiis
ve analizden ¢ikarilmistir. Analizler 331 kisi lizerinden yapilmaistir.

Arastirma o6rnekleminin demografik yapisini belirlemek amaciyla SPSS 25.0
programinda betimleyici analizler yapilmistir. Katilimeilarin %77°si kadinlardan
olusurken, anket formunu cevaplandiran kisilerin %80°1 25 ila 35 yag arasindadir.
Katilimcilarin %71°1 en az lisans derecesine sahip ve %37’si 6zel sektorde ticretli
calisandir. Sonuglarin ayrintili halleri Tablo 1°de gosterilmistir.

Tablo 1. Katilimcilarin Demografik Ozellikleri

Sikhik Oran (%) Gegerli Oran Birikimli Oran

(%) (%)
Erkek 76 23 23 23
Kadin 255 77 77 100
1520 yas 14 4,2 4,2 4,2
21 -35yas 266 80,4 80,4 84,6
36 — 50 yas 43 13 13 97,6
51— 65 yas 8 2,4 2,4 100
65 + yas 0 0 0 0
Tlkokul 1 0,3 0,3 0,3
Lise 23 6,9 6,9 7,3
Universite 236 71,3 71,3 78,5
Yiiksek Lisans/ 7
Doktora 21,5 21,5 100
Ogrenci 65 19,6 19,6 19,6
Memur 30 9,1 9,1 28,7
?zel Sektorde 122
Ucretli Calisan 36,9 36,9 65,6
Serbest Meslek 35 10,6 10,6 76,1
Ev Hanim 27 8,2 8,2 84,3
Issiz 45 13,6 13,6 97,9
Emekli 7 2,1 2,1 100

3.3.2. Verilerin Normallik Degerleri ve A¢iklayic1 Faktor Analizi

Verilerin normallik dagilimini karsilayip karsilamadigini gérmek i¢in basiklik ve
carpiklik degerlerine bakilmistir. Tabachnick ve arkadaglarinin (2013) ¢alismasi-
na gore -1,5 ile +1,5 arasindaki basiklik degeri ¢ogu psikometrik amag i¢in kabul
edilmektedir. Normallik analizi sonuglari, incelenen degiskenlerin normal dagili-
ma uygun oldugunu gostermektedir.
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COVID - 19 Korkusu, yasam doyumu ve internetin satin alma i¢in kullanimi
Olceklerinin yap1 gegerliliklerini tespit etmek ve faktor yapilarini ortaya koymak
amaciyla agimlayici faktdr analizi (AFA) yapilmistir. Bunun i¢in temel biligenler
ve dogrudan egik dondiirme yontemi kullanilmistir. Bunun nedeni temel bilesen-
ler yonteminin uygulamada en sik ve kolay uygulanabilen yontem olmasi, dogru-
dan egik dondiirme yonteminin ise faktorler arasinda iligki oldugu diisiiniildiigiin-
de kullanilmasidir (Biiyiikoztiirk, 2011).

Oncelikle Kaiser — Meyer — Olkin (KMO) 6rneklem yeterlilik degeri COVID —
19 Korkusu 6lgegi, yasam doyumu 6lgegi ve internetin kullanim ¢esitliligi 6lgegi
icin sirastyla 0,824; 0,808 ve 0,84 bulunmus ve 6rneklem biiytikliigliniin AFA igin
yeterli oldugunu gostermistir. Bu deger 0,50 nin {izerinde oldugunda yeterli goriin-
mekte 0,80 — 0,90 arasi1 “harika” kategorisinde siniflandirilmaktadir (Field, 2009).
Ayrica Barlett Kiiresellik Testi sonucu COVID — 19 korkusu 6lgegi i¢in X?(21)
=1.213,030; p<0,05, yasam doyumu &l¢egi i¢in X*(10)=575,473; p<0,05, internetin
kullanim gesitliligi 6l¢egi icin X*(22) =3.276,592; p<0,05 olarak bulunmustur. Bu
bulgular maddeler arasindaki korelasyonun yeterince biiyiik oldugunu gostermistir.

Ahorsu ve digerleri (2020) tarafindan gelistirilen tek boyut ve 7 maddeden olu-
san COVID — 19 korkusu 6lgeginin, AFA sonucunda iki alt boyutlu (faktorlii) bir
yapiya sahip oldugu bulunmus ve bu iki faktdriin toplam varyansin %73,51ini
acikladigi tespit edilmistir. Buna gére COVID — 19 korkusunun gegerli 6zellik
gosterdigi sonucuna ulagilmistir. Ayrica alt boyutlardan ilki varyansin %56,88 ni
ikincisi ise %16,64’inii aciklamaktadir. Tablo 2°de maddelerin faktorlere gore
dagilimi ve faktor yiikleri verilmistir.

Tablo 2. COVID — 19 Korkusu Olgegi Faktor Analizi Bulgular

Maddeler Faktor 1 Faktor 2
Fear 7 0,914
Fear 6 0,868
Fear 3 0,825
Fear 2 0,906
Fear 1 0,883
Fear 5 0,781
Fear 4 0,698
Oz Deger 3,981 1,164
Acikladig1 Varyans 56,878 16,635
Aciklanan Toplam Varyans 73,513

Daha once literatiirde yer alan ¢aligmalarda (Tiirk vd., 2023; Sanli Gorgoz vd., 2023;
Lathabhavan, 2023) tek boyutlu olarak ele aliman COVID — 19 korkusu 6lgegi, Tablo
2’de goriildiigii lizere iki alt boyuta ayriimustir. ifadelere ait faktor yiikleri en diisiik
0,698 olarak tespit edilmistir. Dolayistyla 0,40 ve lizeri faktor yiikleri ideal olarak
kabul edildigi i¢in (Field, 2009), bu maddelerin faktorlere dnemli katk: yaptiklari de-
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gerlendirilmelidir. Ayrica “Coronaviriis-19’u diisiinmeye bagladigimda kalp atisim
hizlanyor ya da carpimt1 yastyorum.” Ifadesindeki gibi korkunun sebebiyet verdigi fi-
ziksel etkiler “Fiziksel COVID — 19 Korkusu” olarak adlandirilirken “Coronaviriis-19
hakkindaki haberleri ve gelismeleri sosyal medyadan takip ettigim zaman kendimi
gergin ve endiseli hissediyorum.” Ifadesindeki gibi korkunun sebebiyet verdigi ruhsal
etkiler “Zihinsel COVID — 19 Korkusu” olarak adlandirilmustir.

Bagimli degisken olarak ele aliman yasam doyumu 6lgeginin AFA sonucunda 5
maddeden olusan bir alt boyutlu (faktorlii) bir yaprya sahip oldugu ve bu tek fak-
toriin toplam varyansin %58,63 iinii agikladig1 tespit edilmistir. Buna gore yasam
doyumu gegerli 6zellik gosterdigi sonucuna ulagilmistir. Tablo 3’te maddelerin
faktorlere gore dagilimi ve faktor yiikleri verilmistir.

Tablo 3. Yasam Doyumu Olgegi Faktor Analizi Bulgular

Maddeler Faktor 1
LifeSat 3 0,84
LifeSat 2 0,824
LifeSat 1 0,751
LifeSat 4 0,731
LifeSat 5 0,67
Oz Deger 2,932
Acikladig1 Varyans 58,631
Aciklanan Toplam Varyans 58,631

Tablo 3’te goriildiigii tizere faktor yiikleri en diisiik 0,670 olarak tespit edilmistir.
Dolayisiyla 0,40 ve iizeri faktor yiikleri ideal olarak kabul edildigi i¢in (Field,
2009), bu maddelerin faktorlere 6nemli katki yaptiklar1 goriilmektedir.

Bireylerin pandemi siirecinde ¢evrim i¢i etkinliklerini gdzlemlemek i¢in kullani-
lan internet kullanim ¢esitliligi 6l¢egi Shklovski ve arkadaslarinin (2006) ¢alis-
masinda bulunmustur. Tablo 4’de maddelerin faktorlere gore dagilimi ve faktor
yiikleri verilmistir.

Tablo 4. Internet Uzerinden Satin Alma Davranisi Olgeginin AFA sonugclari

Madde Uriin ya da Hizmet Satin Almak
used 0,672

usel2 0,635

usel0 0,614
use6 0,654

usell 0,669

Not: 0.5’ten kiigiik faktor yiikleri tabloda gosterilmemistir.
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Calismanin verileri tam kapanma doéneminde toplanmistir. Caligmada pandemi
stirecinde artan ¢evrim i¢i aktivitelerin devamlili§int anlamak ve bireylerin dene-
yimledikleri ¢cevrim i¢i satin alma aligkanliklarinin 6lgmek adina internet kulla-
mim cesitliligi 6l¢eginin alt boyutlarindan olan ve bes maddeden olusan “interne-
tin iiriin ya da hizmet satin alma icin kullanilmas1” boyutu ele alinarak internetten
satin alma davranisinin 6lglimlenmesi planlanmistir.

COVID — 19 korkusu boyutu igin yapilan faktér analizi sonucunda korkunun;
fiziksel COVID — 19 korkusu ve zihinsel COVID — 19 korkusu olmak tizere iki
boyuta ayrilmasi (Tablo 2) nedeniyle, ¢calismanin hipotezleri fiziksel ve zihinsel
COVID — 19 korkusunun ayr etkilerinin incelenebilecegi sekilde yeniden belir-
lenmistir. Buradan hareketle olusan yeni hipotezler asagidaki gibidir:

H : Pandemi siirecinde hissedilen COVID — 19 korkusunun internet iizerinden
satin alma davranist iizerinde olumlu bir etkisi vardur.

H, : Pandemi siirecinde hissedilen fiziksel COVID — 19 korkusunun inter-
net tizerinden satin alma davranisi tizerinde olumlu bir etkisi vardur.

H ,,: Pandemi siirecinde hissedilen zihinsel COVID — 19 korkusunun inter-
net iizerinden satin alma davranisi tizerinde olumlu bir etkisi vardur.

H ,: Pandemi siirecinde hissedilen COVID — 19 korkusunun yasam doyumu lize-
rinde olumsuz bir etkisi vardir.

H, : Pandemi siirecinde hissedilen fiziksel COVID — 19 korkusunun yasam
doyumu tizerinde olumsuz bir etkisi vardir.

H,,: Pandemi siirecinde hissedilen zihinsel COVID — 19 korkusunun yasam
doyumu tizerinde olumsuz bir etkisi vardir.

H,: Pandemi siirecinde internet iizerinden satin alma davraniginin yasam doyumu
tizerindeki olumlu bir etkisi vardir.

H,: T tiketicilerin internet iizerinden satin alma davranisi, COVID — 19 korkusu ile
yasam doyumu arasindaki iliskide araci bir etkiye sahiptir.

H, : Tiiketicilerin internet iizerinden satin alma davranisi, fiziksel COVID
— 19 korkusu ile yasam doyumu arasindaki iliskide aract bir etkiye sahiptir.

H, : T tiketicilerin internet iizerinden satin alma davranisi, zihinsel COVID
— 19 korkusu ile yasam doyumu arasindaki iliskide aract bir etkiye sahiptir.

3.3.3. Coklu Korelasyon Analizleri

Fiziksel COVID — 19 korkusu, zihinsel COVID — 19 korku, yasam doyumu ve inter-
net lizerinden satin alma davranig1 6lgegi arasindaki iliskiyi tespit etmek amaciyla Pe-
arson Korelasyon Analizi kullanilmigtir. Elde edilen veriler Tablo 5°de gésterilmistir.
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Tablo 5. Fiziksel COVID — 19 Korkusu, Zihinsel COVID — 19 Korkusu, Yasam Do-
yumu ve Internet Uzerinden Satin Alma Davranisi Olgegi Arasindaki [ligki

FK 7K YD SA

Fiziksel COVID — 19

P 1 SRk _156%% 0047
Korkusu (FK) earsonr , i ,
Zihinsel COVID - 19

P 1 - 128% 27(%*
Korkusu (ZK) earson r 128 270
Yasam Doyumu (YD) Pearson r 1 135%

** Korelasyon p < 0,01 diizeyinde anlamlidir. (2-tailed)
* Korelasyon p < 0,05 diizeyinde anlamlidir. (2-tailed)

Korelasyon katsayisi O ‘a yaklastik¢a degiskenler arasi iliskinin kuvveti zayiflar, sifir
ise iki degisken arasinda dogrusal bir iliskinin olmadigini gosterir. Sosyal bilimlerde,
iki degisken arasindaki korelasyonun 0,80’in {izerinde olmasi ¢oklu bagint1 problemi-
ne neden olur (Berry vd., 1985). Yapilan korelasyon analizi sonucunda, degiskenler
arasinda ¢oklu baginti probleminin olmadigi saptanmistir (Tablo 5). Fiziksel COVID
— 19 korkusu ile yasam doyumu negatif yonde (r=-0,16, p<0,01), internet {izerinden
satin alma davranisi ile iligskisi bulunmamaktadir. Zihinsel COVID — 19 korkusu ile
yasam doyumu negatif yonde (r=-0,13, p<0,05), internet {izerinden satin alma davra-
nisi ile pozitif yonde (r=0,27, p<0,05) iligkilidir. Yasam doyumu ve internet {izerinden
satin alma davranisi ile pozitif yonde (r=0,14, p<0,05) iliskilidir.

3.3.4. Hipotez Testi Analizleri

Bu c¢aligmada dogrudan etki ve arac etkisi analizi i¢in Andrew Hayes tarafindan
gelistirilen SPSS tabanli PROCESS makrosunun Model 4’1 kullanilmistir. CO-
VID — 19 korkusunun fiziksel ve zihinsel boyutlari ile yasam doyumu arasindaki
iligkide internet iizerinden satin alma davranisinin dogrudan ve aracilik etkisi i¢in
5000 bootstrap ve %95 giiven aralig1 (CI) kullanilmistir.

Calismanin ilk hipotezini desteklemek amaciyla, bagimsiz degisken COVID —
19 korkusunun araci degisken internet iizerinden satin alma davranisi tizerindeki
etkisi analiz edilmistir. Bu ¢ergevede fiziksel ve zihinsel COVID — 19 korkusunun
internet lizerinden satin alma davranisi tizerindeki etkisini gosteren analizi so-
nuglart incelenmis ve Tablo 6’da gosterilmistir (a yolu). Fiziksel COVID — 19
korkusunun internet iizerinden satin alma davranisi lizerinde istatiksel bakimdan
anlamli bir iliski bulunamazken, zihinsel COVID — 19 korkusu ve internet tizerin-
den satin alma davranigi arasinda bu iligki olumlu diizeyde ve anlamli (b= ,205,
%95 GA [,125; ,284], t=5,090, p < ,05) ¢ikmistir. Zihinsel COVID — 19 korkusu,
internet tizerinden satin alma davranis1 %7’sini (R?>=,073) agiklamaktadir.

Bu bulgulara ek olarak, yapilan siklik analizi sonuglarma gore dmeklemimizin
%85,8’lik kismmin fiziksel COVID — 19 korkusunu hissetmedigi goriiliirken,
%61,6’11k kisminin zihinsel COVID — 19 korkusunu Aissettigi goriiliiyor. Boylelikle
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PROCESS analizi ile buldugumuz COVID — 19 salgimi1 déneminde insanlarin fi-
ziksel COVID — 19 korkusunun internet {izerinden satin alma davranisi lizerindeki
etkisinin olmamasi tam aksine zihinsel COVID — 19 korkusunun internet iizerinden
satin alma davranigi iizerindeki etkilerinin anlaml ¢ikmasi siklik analizi sonuglart
ile ek bulgularla desteklenmektedir. Bu analiz sonuglar ile birlikte zihinsel COVID
— 19 korkusunun aracilik etkisi analizlerine devam etmek i¢in uygun ortam varken
fiziksel COVID — 19 korkusunun aracilik etkisi analizi i¢in uygun ortam saglana-
mamistir. Ayrica zihinsel COVID — 19 korkusunun internet {izerinden satin alma
davranigini anlamli diizeyde ve olumlu yonde etkiledigi goriilmektedir.

PROCESS analizinde anlamli iliskinin varligt LLCI — ULCI degerlerinin sifir de-
gerini kapsamamasindan ve p<0,05 olmasindan anlagilmaktadir. Kisacasi “Birey-
lerin pandemi siirecinde hissettikleri zihinsel COVID — 19 korkusunun artmasi ile
birlikte internet lizerinden satin alma davranmisini da arttirirken, fiziksel COVID
— 19 korkusunun internet {izerinden satin alma davranis1 {izerinde herhangi bir
etkisi bulunmamaktadir.” Tablo 6’da elde edilen sonuglara gore H , hipotezi des-
teklenirken H, hipotezi desteklenmemektedir.

Analizin ikinci bolimiinde araci degisken olan internet iizerinden satin alma davra-
nis1 (b yolu) ve bagiml degisken olan yasam doyumu ile bagimsiz degisken zihinsel
COVID - 19 korkusunun (¢’ yolu) aract degisken varliginda bagimli degisken olan
yasam doyumu lizerindeki etkisi ele alinmaktadir. Buna gore korkunun araci degis-
kenin var oldugu modelde yasam doyumu tizerindeki etkisinin anlamli diizeyde ve
olumsuz yonde oldugu tespit edilmistir (b= -,147, %95 GA [-,239; -,056], t=-3,166, p
< ,05). Internet iizerinden satm alma davranisinin yasam doyumunu anlamli diizeyde
ve olumlu yonde etkiledigi goriilmektedir (b= ,200, %95 GA [,080; ,321], t=3,264,
p <,05). Yapilan analiz sonuglar1 zihinsel COVID — 19 korkusunun yagam doyumu
iizerinde anlaml bir etkisinin oldugunu ortaya koymaktadir. Zihinsel COVID — 19
korkusu ve yasam doyumundaki degisimin yaklasik %5°ni (R?=,047) agiklamaktadir.
Bu ¢gergevede test edilmek istenen H, ve H, H,, hipotezi desteklenirken H, hipotezi
desteklenmemektedir. Sonuglar Tablo 6’da gosterilmistir.

Araci degiskenin olmadig1 bir modelde, zihinsel COVID — 19 korkusunun, yasam
doyumu iizerindeki etkisi (c yolu), yani toplam etki Tablo 6’da gdsterilmektedir.
Buna gore, internet iizerinden satin alma davranisi degiskeninin olmadigi durum-
da, zihinsel COVID — 19 korkusunun yasam doyumu {izerinde anlamli diizeyde
ve olumsuz yonde etkiledigi goriilmektedir (b= -,106, %95 GA [-,195; -,017], t=-
2,338, p<,05). Bu gergevede test edilmek istenen H, hipotezi desteklenmektedir.

Son analizde, zihinsel COVID — 19 korkusunun araci degisken internet {izerin-
den satin alma davranisi degiskeni vasitasiyla yasam doyumu degiskeni tizerin-
deki dolayl etkisine bakilmistir. Direkt etkide zihinsel COVID — 19 korkusunun
araci degisken (internetin satin alma igin kullanilmasi) olmadan yasam doyumu
iizerindeki etkisini ortaya koyarken, dolayl etkide ise araci degiskenin (internet
iizerinden satin alma davranisi) analize dahil edilmesi etki diizeyini istatistiki ola-
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rak anlamsiz hale gelmesi ya da etki degerinin diismesi beklenmektedir. Yapilan
analize iligki detayli bilgi Tablo 6’da yer almaktadir.

Analiz sonuglar1 degerlendirildiginde zihinsel COVID — 19 korkusu ve internet
iizerinden satin alma davranisinin yasam doyumu iizerindeki dolayh etkisi etkile-
sim degisken araciligiyla belirlenmistir. Zihinsel COVID — 19 korkusunun yasam
doyumu iizerinde dolayl etkisinin anlamli oldugu; dolayisiyla da internet iize-
rinden satin alma davraniginin zihinsel COVID — 19 korkusu ile yasam doyumu
arasindaki iligkiye aracilik ettigi goriilmektedir (b=,041, %95 GA [,014; ,073]).

Calismamizda b degeri -0,147 olarak bulunurken, araci degiskenin modele da-
hil edilmesiyle bu degerin ,041‘a geriledigi goriilmektedir. Boylelikle zihinsel
COVID - 19 korkusunun yasam doyumu tizerindeki etkisinde internet {izerinden
satin alma davraniginin kismi bir aracilik etkisinin oldugu ve bu etkinin p<0,05
diizeyinde anlamlilig1 goriilmiistiir. Bu dogrultuda Hayess PROCESS analiz so-
nuglarina gore “internetin satin alma ic¢in kullanilmasinin zihinsel COVID — 19
korkusu ile yagsam doyumu arasindaki iligskide araci bir etkiye sahip oldugu” orta-
ya konulmaktadir. Arastirmanin test edilmek {izere ileri siiriilen H,, hipotezi des-
teklenirken H, hipotezi desteklenmemektedir.

Yapilan analizlere iliskin detayli bilgi Tablo 6°da yer almaktadir;
Tablo 6. Aracilik Etkisi Analizleri Sonu¢ Tablosu

iliski i SH. LLCI ULCI p
Fiziksel COVID-19 Korkusu — Internet
Uzerinden Satin Alma Davranis 0,039 0,046 -0,051 0,13 0,393
(a yolu)
Zihinsel COVID-19 Korkusu — Internet
Uzerinden Satin Alma Davranisi 0,205 0,04 0,125 0,284 0,00
(ayolu)

Internet Uzerinden Satin Alma Davranigi — 02 0,061 0,08 0.321 0,00
Yasam Doyumu (b yolu)

Zihinsel COVID - 19 Korkusu — Yagam
Doyumu (¢’ yolu)

Zihinsel COVID - 19 Korkusu — Yagam
Doyumu (c yolu)

Zihinsel COVID — 19 Korkusu — Internet
Uzerinden Satin Alma Davranis1 — Yasam 0,041 0,046 0,015 0,071 0,002
Doyumu

-0,147 0,046 -0,239  -0,056 0,00

-0,106 0,045 -0,195 -0,017 0,02

4. Sonuc, Oneriler ve Kisitlamalar
4.1. Cahismanin Akademik Katkilari

Bu calismanin literatiire olan yenilik¢i katkilar1 cok yénliidiir. 1lk olarak, icinde
bulundugumuz yiizyilin en biiyiik saglik krizi olarak goriilen COVID — 19 salgimn
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baglaminda hissedilen korku duygusu literatiirde olduk¢a énem verilen bir konu
iken bireylerde yarattig1 fiziksel ve zihinsel kaygilar1 arastiran bir ¢alismaya rast-
lanmamigstir. Bu dogrultuda arastirma sonuglar1 degerlendirildiginde COVID — 19
korkusunun alt boyutlari olarak ele alinan fiziksel ve zihinsel COVID — 19 korkusu
kavramlar literatiire katk: saglayabilecek dnemli bir bulgudur. Bu salgin siirecinin
hissedilen korkunun yarattig1 terleme, kalp ¢arpintisi, uykusuzluk gibi fiziksel belir-
tileri bireylerin %14,2’lik kismi hissederken; endise, kaygi, gerginlik ve depresyon
gibi zihinsel belirtilere hissedenlerin oran1 %61,6 oldugu goriilmiistiir.

Ikinci olarak, COVID — 19 korkusunun farkli boyutlariin, internet lizerinden sa-
tin alma davranisi ile olan iligkilerine bakilmistir. Literatiirde COVID — 19 kor-
kusu ve internet iizerinden satin alma davranisi ile ilgili farkli ¢aligmalar bulun-
maktadir. Bu c¢alismalarda hissedilen COVID — 19 korkusu ne kadar fazla ise
¢evrim i¢i aligverisin de o kadar arttigi bulunmustur (Baarsma vd., 2021; Eger
vd., 2021; Samsa, 2023). Calismanin bu gercevede literatlire kazandirdig1 yeni-
lik¢i bakis agisi, hissedilen fiziksel COVID — 19 korkusunun, internet {izerinden
satin alma davranisinin herhangi bir etkisinin olmadigi bunun aksine hissedilen
zihinsel COVID — 19 korkusunun artmasi ile birlikte internet {izerinden satin alma
davranisinin da artmasi yoniindedir. Aligveris yapmak amagli magazalara giden
bireyler kendilerini fiziksel olarak bir sekilde koruyacaklarina inanmis olmalarina
karsi, o esnada enfekte olacagina dair zihinsel kaygilarini1 yonetememis ve inter-
neti satin alma amagli kullanmalar1 artmistir. Calisma, COVID — 19 korkusunun
farkli boyutlarmin ve bu korkunun ¢evrim i¢i aligveris aligkanliklari ile iligkisinin
incelenmesiyle yeni kavramlar1 ve iliskileri ortaya koyar. Bu, akademik literatiire
yeni bir bakis agis1 getirir ve aragtirmacilarin bu konular1 daha derinlemesine in-
celemesini tesvik eder.

Uciincii olarak, COVID — 19 korkusunun yasam doyumu iizerindeki etkisine ba-
kilmistir. Literatiirde yer alan daha dnce yapilmis ¢alismalarda, Diinya capinda
biiyiik etkiler yaratan COVID — 19 salgimn ile birlikte ortaya ¢ikan korkuyu, ytik-
sek seviyelerde hisseden bireylerde yasam doyumunun azaldigi gézlemlenmis-
tir (Ahuja vd., 2020; Satici vd., 2020; Lathabhavan, 2023). Calismamizda ise bu
calismalarla paralel olarak, zihinsel COVID — 19 korkusunun yagsam doyumunu
olumsuz etkiledigi goriiliirken, fiziksel COVID — 19 korkusunun bu siiregte her-
hangi bir etkisinin olmadig1 gézlemlenmistir. Bireylerde zihinsel korkunun sebe-
biyet verdigi endise, stres, depresif duygularin yine bir psikolojik bir iyi olus hali
olan yasam doyumunu etkilerken, bu siiregte korku ile birlikte ortaya g¢ikan kalp
carpintisi, terleme gibi fiziksel komplikasyonlarin yasam doyumu {iizerinde etkisi
olmadig1 bulunmustur.

Calismanin dordiincii katkisi olarak, salgin donemlerinde internet iizerinden sa-
tin alma davraniginin yagam doyumu {izerindeki etkisi ele alinmis, bu siirecte in-
terneti satin alma i¢in kullanan bireylerde yasam doyumunun artti§i sonucuna
ulastlmistir. Elde edilen bu bulgu daha dnce yapilan ¢aligmalar ile ortiisen sonug-
lar bulunmustur (Yu, vd., 2018; Sabatini vd., 2011; Zheng vd., 2021). Salgn ile
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birlikte glindelik hayatlarinda ani ve beklenmedik degisikliklere gitmek zorunda
kalan bireyler, internet tizerinden alisveris yaptik¢a salginin etkilerinden siyrilmis
ve yasam doyumlari artmig olabilir.

Calismanin son ve dnemli katkilarindan birisi de COVID — 19 korkusu ile yasam
doyumu iliskisine, internet iizerinden satin alma davraniginin aracilik etkisinin dahil
edilmesidir. Fiziksel COVID — 19 korkusunun bu modele herhangi bir etkisi ol-
mazken, zihinsel COVID — 19 korkusunu hisseden bireylerde, yasam doyumunun
azaldig1 ve internet lizerinden satin alma davraniginin bu iligkiye kismi aracilik ettigi
gozlemlenmistir. COVID — 19 korkusunun bireylerde yaratti1 psikolojik etkiler,
yasam doyumlarini azaltirken internet tizerinden satin almalar bu etkiyi nispeten
azaltmakta ve yasam doyumunu arttirmaktadir. Bu kismi aracilik etkisi caligma-
nin ortaya koydugu 6nemli sonuglardan birisidir ve literatiirde benzer bir ¢caligmaya
rastlanmamistir. Bu tiir aracilik analizleri, sosyal bilimler alaninda 6nemli bir aras-
tirma yontemi olarak kabul edilir ve gelecekteki ¢alismalara ilham verir.

4.2. Calismanin Yonetsel Katkilar:

I¢inde bulundugumuz yiizyilda arastirmacilar COVID — 19 saglik krizi dncesinde
SARS ve MERS olmak iizere iki saglik krizini ele almis fakat gelecek pandemiler
icin bir plan ve strateji gelistirme konusunda basarisiz olmusglardir (Booth vd.,
2007; Khan vd., 2024). Bu durum, uygulayicilar i¢in COVID — 19 salgim stire-
cinde is diinyasi i¢in ciddi sorunlar dogurmustur (Khan vd., 2024). COVID - 19
sonrast diinyanin kurumsal, ekonomik ve sosyal agilardan insanlik i¢in daha zorlu
ve kritik oldugu goz 6niinde bulunduruldugunda, bu calisma farkli alanlarda yer
alan uygulayicilara tiikketici davraniglarini anlamak ve sekillendirmek bakimindan
alternatif ¢oziimler yaratma firsatt sunmaktadir. Salgin dénemlerinde tiiketicilerin
korku duygularini anlamak, farkli sektorlerde uygun ¢oziimler iiretmeye yardim-
c1 olacaktir (Emanuel vd., 2020; Bt Jaafar vd., 2020). Bu nedenle, ¢alismanin
yonetsel katkilar1 ve pratik uygulamalar1 6zel bir tartisma gerektirir. Herseyden
once ¢aligsmanin bulgulari salgin doneminde bireylerin fiziksel ve zihinsel olmak
tizere iki farkli korku yasayabileceklerini ortaya koymaktadir. Bu nedenle, yo-
neticiler tiiketicilerinin korku duygularin1 yonetirken bu iki farkli korkuya ayr
ayr1 odaklanmalar1 6nemli olabilecektir. Calismada fiziksel korkudansa, zihinsel
korkunun internet lizerinden satin almay: etkiledigi saptanmistir. Bu dogrultuda
salgin durumunda isletmeler tiiketicilerin zihinsel kokularina odaklanan iletisim
stratejileri ile internetten satin alimlarii artirabileceklerdir. Boylece daha ¢ok zi-
hinsel korkunun neden olabildigi goriilen yasam doyumunun azalmasini da engel-
leyebileceklerdir. COVID — 19 salginimin zihinsel saglik iizerindeki uzun vadeli
sonuclarini inceleyen c¢alismalar hala nadirdir. Mevcut COVID — 19 salgimi do-
neminde bireyleri giiclendirmeye ve gelebilecek herhangi bir salgin durumunda
ise zihinsel saglig1 koruma amacl bir yatirim olarak degerlendirilebilir. Olas1 bir
saglik krizinin uzun vadeli sonuglarini aragtirmak, saglik sistemini bilgilendirmek
ve olas1 negatif zihinsel saglik sonuglarini azaltmak i¢in Onleyici stratejileri uygu-
lamak 6nemlidir. Psikologlar, danigmanlar, sosyal hizmet uzmanlar1 ve psikiyatri
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hemsireleri gibi zihinsel saglik uzmanlari, pandemik korkuyu onleme ve genel
olarak toplumda zihinsel sagligi koruma konusundaki miicadelede hususunda bu
arastirmanin bulgularindan faydalanabilirler.

Bu calisma ve literatiirde yapilan benzer ¢aligmalarin sonuglarindan yararlanila-
rak, COVID - 19 korkusunun yagam doyumu ile iligkili oldugu, internet {izerin-
den satin alma davraniginin bu iliskide araci bir etkiye sahip oldugundan hareketle
zihinsel COVID — 19 korkusunun yiiksek oldugu bireylerde internet iizerinden
satin alma davraniginin arttig1 ve biitiin bunlarin yasam doyumuna katki saglaya-
cak davranislar arttiric bir rol oynadig1 sonucuna ulagilabilir.

4.3. Cahsmanin Kisitlamalari ve Oneriler

Bu ¢alisma COVID — 19 saglik krizini yasamis Tiirkiye’deki bireyler ile sinirl
tutulmustur. Orneklem ulusal olarak temsil edici olmayabilir, bu nedenle buradaki
bulgularin Tiirkiye i¢inde ve disinda daha biiylik, daha ulusal temsilci ¢alismalarla
tekrarlanmasi gerekebilir. Benzer bir calisma farkl iilkelerde saglik krizine maruz
kalmig bireylerden olusan 6rneklemlerde tekrarlanmasi daha faydali olabilir.

Calisma tasarimi kesitsel olarak ele alinmig oldugundan, incelenen degiskenler
arasindaki nedensellik iliskileri konusunda kesin sonuglar ¢ikarmak miimkiin de-
gildir. Iliskilerin yoniinii belirlemek i¢in uzunlamasina ¢alismalara ihtiyag vardir.
Bir siireg olarak ele alinan, baslangici ve sonucu analiz edilerek karsilastirma ya-
pilabilen ¢aligmalar litaratiire onemli katkilar saglayabilir.

Aragtirma degiskenleri olarak, fiziksel ve zihinsel COVID — 19 Korkusu, inter-
net lizerinden satin alma davranigi ve yasam doyumu olarak belirlenmistir. Biitiin
bunlara ek olarak bu konu hakkinda yapilacak farkli meta analizlerin yapilmasi
aragtirmanin gegerliligini arttirabilir. Araci degisken olarak farkl: tiiketici davra-
niglart konularinin kullanilabilmesi, arastirma degiskenleri arasi iliskilerin belir-
lenmesine katki saglayacaktir.

Gelecekteki calismalarda, COVID — 19 korkusunun 6tesinde tiiketicilerde bu
korku ile birlikte hangi duygularin tetiklendigini, duygularin ¢evrim i¢i aligveris
deneyimini ne Ol¢iide etkiledigini ve iirlin kategorilerine gore ¢evrim i¢i aligve-
risteki farkliliklarm incelenmesi faydali olabilir. Yas, cinsiyet ve medeni durum
gibi demografik faktdrlerin ¢evrim i¢i aligverisi de etkiledigi bilinmektedir, ancak
calismanin dogasi geregi, bu degiskenleri inceleyen ¢ok az ¢aligma bulunmakta-
dir. Gelecek galismalar bu demografik degiskenleri ele alarak modeli tekrar ince-
leyebilir.

Calisma psikolojik duygulari 6l¢gmek i¢in 6z bildirimli anketleri kullanmistir ve kli-
nik tan1 koymamustir. Yapilandirilmis klinik goriisme ve fonksiyonel norogdriintii-
leme teknikleri bu alanda psikiyatrik tan1 koymaya yardimci olabilmektedir. Gele-
cekteki caligmalar bu yontem ile daha dogru sonuglara ulasabilir.
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EXTENDED ABSTRACT

Introduction

Global pandemics have a profound impact on the daily lives of individuals. An
instance of this is MERS, which took place in 2015 and had detrimental effects
on both the well-being of individuals and the people and settings they interacted
with, resulting in loss and destruction (Choi et al., 2022). As a result, pandemic
diseases have a profound impact on both emotional and psychological well-being,
in addition to physical health. Factors such as the appearance of a new pathogen,
the extent of disease transmission, the speed at which the disease spreads, and
the ambiguity around its causes contribute to a significant level of dread (Price-
Smith et al., 2009, p.28). An adverse emotional state, such as anxiety, can have
an impact on one’s overall level of life satisfaction (Szlenk-Czyczerska et al.,
2023). For instance, researchers have noted that the dread induced by the SARS
virus diminishes overall life satisfaction (Guo et al., 2019). Another significant
behavioral shift that becomes more prominent during epidemic periods, due to
the fear and isolation measures implemented for epidemic control, is the surge
in internet usage. Internet usage for purchase purposes has become increasingly
crucial during epidemic periods. This is because it serves as a significant alternative
to traditional retail locations, given the prevailing conditions of isolation and fear.
During the SARS epidemic, there was a noticeable rise in online buying, as shown
by Forster et al. (2005). The study aims to quantify the role of consumers’ internet
shopping behavior in mediating the association between fear of COVID-19 and
life satisfaction.

Theoretical Background

Fear is an emotional response that occurs in individuals at times of danger, serving
to preserve their well-being and protect themselves. Research has shown that the
level of fear related to pandemics tends to rise among the general public during
global outbreaks of infectious diseases, such as COVID-19 (Alyami et al., 2020;
Knipe et al., 2020). The global development of diseases has resulted in widespread
mental health issues such as stress, anxiety, depression, insomnia, anger, and terror
(Xiang et al., 2020). These adverse feelings also resulted in certain alterations in
conduct. As an illustration, the COVID-19 pandemic has caused a shift in people’s
online shopping behaviors (Ali, 2020). Based on this information, the hypothesis

H : The fear of COVID-19 experienced during the pandemic has a positive impact
on the use of the internet for purchasing purposes

Life satisfaction pertains to the emotional and cognitive assessments that
individuals make regarding their overall well-being and quality of life (Diener
et al., 1985). Increased levels of life satisfaction are linked to improved overall
physical well-being and reduced incidence of chronic health issues (Siahpush et
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al., 2008). For instance, in societies that have experienced the Ebola outbreak, it
has been noted that life satisfaction is impacted by heightened isolation and social
stigma (Davtyan et al., 2014). Based on this information, it may be concluded that
the dread of COVID-19 experienced during the pandemic has a detrimental impact
on one’s overall life satisfaction. Based on this information, the hypothesis;

H,: The fear of COVID-19 experienced during the pandemic has a negative
impact on life satisfaction.

Jung et al. (2016) discovered that during the MERS pandemic, customers
transitioned from physical marketplaces to digital markets by utilizing mobile
devices and the internet. According to Jung et al. (2017), there was a 7.9% decline
in the frequency of shopping from offline markets over this time period, while
there was a 7.03% increase in the frequency of shopping from online markets.
Based on this information, it can be concluded that utilizing the internet to buy
goods and services during the COVID-19 epidemic has a beneficial impact on
overall life satisfaction. Based on this information, the hypothesis;

H: During the COVID-19 pandemic, the use of the internet for purchasing
purposes has a positive effect on life satisfaction.

The literature has extensively explored several notions that link life pleasure and
dread of COVID-19. Upon reviewing the literature on the mediation effect, it
was discovered that the majority of studies focused on examining the mediating
influence of psychological elements (Dymecka et al., 2021; Solmaz et al.,
2024; Lathabhavan, 2023). Nevertheless, it is believed that certain behavioral
characteristics may operate as intermediaries between fear and life happiness.
During epidemic periods, the use of the internet for purchase purposes diminishes,
despite its increasing popularity owing to fear (Kaya, 2023). However, it is worth
noting that the internet has been found to have good effects on life satisfaction
(Robinson et al., 2000; Haythornthwaite et al., 2002; Guillen-Royo, 2019). It
could potentially operate as a mediator in the connection between fear and overall
life happiness. Based on this information, the hypothesis;

H : The use of internet for purchasing purposes by consumers serves as a mediator
in the relationship between the fear of COVID-19 and life satisfaction.

Method

The study’s sample frame comprises individuals residing in Turkey, aged 15 to
65, who have been exposed to the COVID-19 outbreak. The fourth version of the
Hayes PROCESS model (Hayes, 2017) was employed to examine the direct and
mediation effects. Through factor analysis, fear related to COVID-19 has been
identified as comprising two distinct dimensions: physical fear and mental dread.
Consequently, the study’s assumptions were modified to allow for the investigation
of the distinct impacts of physical and mental dread related to COVID-19.
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Findings

The results indicate that there was no significant correlation between physical fear
of COVID-19 and online shopping behavior. However, there was a positive and
significant correlation between mental fear of COVID-19 and online purchasing
behavior (f= .205, 95% CI [.125, .284], t=5.090, p < .05). Furthermore, it was
found that whereas physical fear did not have a notable impact on life satisfaction,
mental dread had a substantial and adverse effect (B=-.147, 95% CI [-.239, -.056],
t=-3.166, p < .05). Furthermore, utilizing the internet for making purchases had
a significant impact on life satisfaction (f=.200, 95% confidence interval [.080,
321],t=3.264, p <.05). Previous research has identified that the use of the internet
for purchase has a mediation influence on the association between mental worry
and life satisfaction.

Conclusion

The study found a positive correlation between the level of mental fear and the
frequency of online shopping. Although anxiety, stress, and depressive emotions
resulting from mental fear can impact an individual’s overall life satisfaction, a
study has shown that physical symptoms like heart palpitations and sweating,
which accompany fear, do not have any influence on life satisfaction. It was
determined that persons who used the internet for purchase saw an increase in life
happiness. This finding is in line with earlier investigations. The psychological
anxiety induced by COVID-19 diminishes overall life contentment, but it
concurrently amplifies internet buying tendencies, which can potentially enhance
life happiness through this behavior. The study has identified a significant partial
mediation effect, which is a unique finding not before reported in the literature.
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EK-1
ANKET FORMUNDA KULLANILAN OLCEKLER

COVID-19 Korkusu Ol¢egi

ifadeler

En ¢ok coronaviriis-19 hastaligindan korkuyorum.

Coronaviriis-19’u diistinmek beni rahatsiz eder.
Coronaviriis-19’u diisiindiigiimde ellerim {isiimeye baslar.
Coronaviriis-19 yiiziinden hayatimi kaybetmekten korkuyorum.

Coronaviriis-19 hakkindaki haberleri ve gelismeleri sosyal medyadan takip ettigim zaman
kendimi gergin ve endiseli hissediyorum.

Coronaviriis-19 kaygilarim sebebiyle uyuyamiyorum.

Coronaviriis-19’u diisiinmeye basladigimda kalp atisim hizlaniyor ya da ¢arpint1 yastyorum.

Yasam Doyumu Olgegi

ifadeler

Hayatim ¢ogu yonden benim ideallerime yakindi.

Hayat kosullarim miitkemmel
Hayatimdan memnunum
Bu siirecte istedigim seylere sahip olabildim.

Bu siireci bagindan yasayabilseydim, nerdeyse higbir seyi degistirmezdim.

internetin Kullanim Cesitliligi Olcegi

ifadeler

. E-posta gondermek ve okumak i¢in

. Cevrim i¢i haberleri almak i¢in

. Borsa kurlarini ya da faiz oranlari gibi finansal konular1 takip etmek igin

. Satin almay1 diigiindtigiim {irlin ya da hizmetler hakkinda bilgi sahibi olmak i¢in

. Otel degerlendirmeleri ve ugak bilet fiyatlari gibi seyahat unsurlart hakkinda bilgi almak i¢in
. Saglikla ilgili bilgileri arasgtirmak igin

. Spor miisabakalar1 skorlarini1 kontrol etmek i¢in

. Isim ile ilgili bilgi edinmek ve aragtirma yapmak igin

O 0 9 N L WD~

. llgi alanlarim ve hobilerim ile ilgili aragtirmalar yapmak igin

10. Herhangi bir 6zel sebebi olmaksizin sadece eglenmek ve vakit gegirmek i¢in
11. Cevrim i¢i arkadaslarima anlik mesaj géndermek igin

12. Kitap, oyuncak kiyafet gibi lirlinleri ¢evrim i¢i satin almak igin

13. Yetigkin web sitelerini ziyaret etmek i¢in
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14. Aile soyagacimi arastirmak i¢in

15. Ugak bileti, otel odasi veya kiralik araba gibi bir seyahat hizmeti satin almak veya rezervasyon
yapmak i¢in

16. Miizik dinlemek ve indirmek igin

17. Is ile ilgili bilgi edinmek igin

18. Yasayacagim yer hakkinda bilgi edinmek i¢in

19. Cevrim i¢i bankacilik islemleri i¢in

20. Video filmi izlemek i¢in

21. Hisse senedi, yatirim fonu ya da bono satmak veya almak

22. Cevrim i¢i oyun oynamak i¢in

23. Filmler, kitaplar, miizikler ya da diger bos zaman aktivitelerini arastirmak igin
24. Yerel ya da ulusal devlet islerini takip etmek igin

25. Dini ya da spritial bilgi edinmek i¢in

26. Cevrim i¢i miizayedeye katilmak igin

27. Internet araciligi ile ¢evrim ici telefon goriismeleri yapmak icin

28 DIGET (-neneteniiee e )
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OZET

Anketler pazarlama arastirmalarinda sik¢a kullanilan 6l¢iime dayali veri toplama
araglarindandir. Olgiim araglar1 tasarlandigi smirlar disinda uygulanmak istendiginde
ise bir takim uyarlama siire¢lerinden ge¢mek durumundadir. Bu siirece dair
aragtirmactilarin farkli Onerileri olsa da bircogunda ortak asamalar bulunmaktadir.
Makalenin kavramsal ¢ergevesinde Ol¢ek uyarlama siirecinin nasil yiiriitiilmesi
gerektigine yonelik arastirmalarda Onerilen asamalar birlikte degerlendirilmis ve ortak
yanlart belirlenmistir. Ardindan, pazarlama alaninda Tiirkgeye uyarlamasi yapilmis
caligmalar incelenerek uyarlama siirecini uygulayip uygulamadiklart degerlendirmek
amactyla bibliyometrik analiz yapilmistir. Calismanin son asamasinda ise uyarlama
stireci karart i¢in igerisinde kriterler barindiran, pazarlama arastirmalarinda Tiirkge 6lgek
uyarlama siireci i¢in karar agaci tabanli bir yaklasim gelistirilmistir.
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A DECISION TREE-BASED APPROACH TO THE PROCESS OF
ADAPTING SCALES TO TURKISH IN MARKETING RESEARCH

ABSTRACT

Surveys are measurement-based data collection tools frequently used in marketing
research. When measurement tools are intended to be applied outside the boundaries
they were designed for, they must go through a series of adaptation processes. Although
researchers have different suggestions for this process, many of them have common stages.
Within the conceptual framework of the article, the stages suggested in studies on how the
scale adaptation process should be carried out were evaluated together and their common
aspects were determined. Then, studies adapted to Turkish in® the field of marketing were
examined and a bibliometric analysis was conducted to evaluate whether the adaptation
process was applied. In the last stage of the study, a decision tree-based approach was
developed for the Turkish scale adaptation process in marketing research, which included
criteria for the adaptation process decision.

Keywords: Scale adaptation, decision tree, bibliometric
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1. Giris

Insanlik, tarih boyunca 6lgmeye ve &lgiim araglarina ihtiyag duymustur. Eski
uygarliklara bakildiginda karsilastigimiz birgok yapi, dl¢limiin modern toplumda
oldugu kadar gecmis yiizyillardadane kadarhayatini¢cinde ve ne kadar 6nemli oldugunu
gostermektedir ve yine tarihe bakildiginda ayak 6l¢iist, el ve parmak genisligi gibi
kullanilan ilkel dl¢ii birimleri zaman igerisinde gelismis ve standartlasmustir. Olgiim
su anda yasadigimiz toplum igerisinde belirleyici oldugu kadar verilen kararlart
ve secimleri etkileyen en onemli faktorlerden biridir. Olgme, bilimin ayrilmaz
yapitaslarmdan olup, konu bilimsel arastirma oldugunda, bilim dallarindaki deneysel
(ampirik) ve kuramsal yonlerin iligkisinin kurulmasina, yani kuramsal yapi {izerinden
neticelendirilen iligkinin dogrulugunun analizi igin gereklidir. Galileo, “6l¢ilebilir
olan her seyi dl¢iin ve heniiz 6yle olmayanlar1 6lciilebilir hale getirmeye c¢alisin”
(Adlassnig, 1986) ifadesiyle 6lgmenin 6nemini vurgulamstir.

Pazarlama arastirmalarinda kullanilan 6l¢iime dayali veri toplama araglari, sozlIi
ifadelerin islenmesini kolaylastir, sozIlii ifade edilemeyecek hassasiyete sahip
derecelerdeki kavramlar rahatca ifade etmemizi saglar ve hatta degiskenler
aras1 iliskileri aciklamayr da miimkiin kilarlar (Stamper, 2001). Igerisinde
Olciim maddelerini barindiran ve 6lgmeye dayali gelistirilen bu araglara olgek
adi verilmektedir. Zikmund’a gore Olgekler siirekli spektrum ya da kategoriler
serisidir (Zikmund, 2004: 102). Buna ek olarak Glimiis (1977: 26) 6lg¢eklerin,
degiskenlerin sayisal bicimde ifade edilmesine olanak saglayan sekil ve yontemler
oldugunun altin1 ¢izmistir. Bayat (2015)’a gore ise “Olgek, bilimsel arastirmanin
konusu olan olay, olgu, nesne ve varliklarin 6l¢iilmek istenilen 6zellikleri referans/
dikkate alinarak hazirlanmis veri toplama (gozlem) aracidir”. Arastirmacilarin
Olcek secimini yapmadan once Olgmek istedigi seye net olarak karar vermesi
gerekmektedir, ¢linkii 6l¢ekler birbirinden farkli istatistiksel analiz teknikleri
gerektirmektedir (Gay vd., 2009: 145; Gegez, 2019: 150).

Renis Likert’in 1932 yilinda doktora tezinde kullandigi 6l¢ek, 6lgme araglari
arasindayeralanilk caligmalardandir. Bu calismanin tutumlarin (enternasyonalizm,
emperyalizm gibi) dl¢iilebilirligini ortaya koymasi, Likert dlgegini popiiler hale
getirmistir (Hasiloglu, 2022: 150).

Aragtirmacilar, yiiriitecekleri arastirma konusu ile ilgili var olan 6l¢ekleri kullanir
veya sifirdan kendileri gelistirirler. Ancak 06l¢ek gelistirme, basli bagina bir
arastirma siireci oldugundan, genellikle var olan, gecerligi glivenirligi kanitlanmis
6lgekleri kullanmak tercih edilen bir yontemdir. Diger yandan orijinal 6lg¢eklerin
farkli tilkelerin dillerinde kullanilmasi gerektiginde uyarlama siireci gerektirebilir.

Olgegin farkli dillere uyarlama siireci de yine yogun bir aragtirma ¢abas1 gerektirir.
Hatta Glgek uyarlamasinin nasil yapilacagini agiklayan ¢ok sayida ¢aligma da
bulunmaktadir (Bracken ve Barona, 1991; Guillemin vd., 1993; Geisinger,
1994; Cavusgil ve Das, 1997; Hambleton, ve Patsula, 1999; Beaton vd., 2000;



778 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say: 3, Eylil 2024, ss. 775-800

Agisdottir, vd., 2008; Gjersing vd., 2010; Sousa, ve Rojjanasrirat, 2011).
Aragtirmacilar uyarlama siirecine iliskin farkli adimlardan olusan onerilerde
bulunmuslardir. Ornegin Agisdottir, vd. (2008) bu adimlari: geviri, ceviri sentez,
cevrilen dgelerin hedef dilin gramer yapisina uygun sekilde yeniden yazilmasi,
geri ¢eviri, orijinal ve geri ¢evrilmis versiyonlarin karsilastirilmasi, ¢eviri/geri
ceviri yinelemesi, 6lgegin hangi versiyonunun kullanilacagina karar verilmesi,
on test, giivenirlik/gecerlilik, esdegerligin degerlendirilmesi seklinde belirtmistir.
Ancak hangi durumda 6l¢ek uyarlama siirecine ihtiya¢ duyuldugu sorusunun
cevabi net degildir. Bu karar, kosullara bagh olarak degiskenlik gostermektedir.

Bu aragtirmada ilk olarak 6l¢ek uyarlama siirecinin nasil yiiriitiilmesi gerektigine
yonelik arastirmalar degerlendirilerek uygun asamalar belirlenmistir. Ardindan,
orijinal Olgekten Tiirkceye c¢evrilmis pazarlama alanindaki tarama kriterleri
eksenindetiim ¢calismalarincelenerek uyarlamasiirecini uygulayip uygulamadiklar
degerlendirilmistir. Calismanin son asmasinda ise uyarlama siireci karari igin
icerisinde kriterler barindiran, pazarlama arastirmalarinda Tiirkge 6lgek uyarlama
stireci i¢in karar agaci tabanli bir yaklasim gelistirilmistir. Boylece baska bir dil
veya kiiltiirde gelistirilmis olan 6l¢eklerin, kullanilacak olan dile adapte edilirken
uygulanmasi gereken asamalar literatiire dayali olarak net bir bicimde ortaya
koyulmustur. Bunun yaninda o6lgeklerin uyarlamaya ihtiyact olup olmadigi
noktasinda kararsiz kalan arastirmacilar i¢in karar agaci tabanli bir yaklasim ile
karar vermeyi kolaylastirict bir rehber olusturulmustur. Literatiirde arastirmacilar
tarafindan tavsiye edilen adimlarin bircok arastirmaci tarafindan uygulanmiyor
olmasi ve hatta uyarlama calismalarinda Uluslararasi Test Komisyonu (ITC)
yonergelerinden dahi bahsedilmiyor olmasi (Rios ve Sireci, 2014; Hernandez vd.,
2020) ¢alismanin gerekliligi yoniinde motivasyon kaynagi olmustur.

2. Olgek Uyarlama

Glinlimiizde kiiltiirlerarasi aragtirmalar bir¢ok alanda ortaya konulmaktadir. Bu
calismalarda o6zellikle dlgiim araglar1 kritik bir éneme sahiptir. Olgiim araglar,
testler ya bir topluma 6zgli olarak kullanilacagi sinirlarda olusturulur ya da
halihazirdaki bir testi uyarlama yoluyla o topluma uygun hale getirecek sekilde
tasarlanir (Hambleton ve Bollwark, 1991). Calismalar birden ¢ok Kkiiltiirel
grubu kapsayabilir, aragtirma i¢in biiyiik bir 6rnekleme ihtiyac olabilir veya
dogrudan kiiltiirel bir karsilagtirma maksadi glidebilir (Sperber, 2004). Bir dl¢egi
gelistirilmis oldugu kiiltiirden farkli bir kiiltiirde uygulamak i¢in, onu gereklerine
uygun bir bicimde (Tablo 1°de yer alan uyarlama ile ilgili arastirmacilarin 6nerdigi
yonergeler dogrultusunda) uyarlamak gerekmektedir (Yasir, 2016).

Farkli kiiltiirel gruplarin karsilastirilmasimin ilgi ¢ekiciligi ve ihtiya¢ haline
gelmesi, testlerin uyarlanmasiyla gelistirildigi kiiltiirel gruptan farkli gruplara
uygulanmasini saglamistir (Hambleton ve Bollwark, 1991; Van de Vijver ve
Hambleton, 1996). Bir 6l¢gme aracinin uygulanacag kiiltiir, lilke, dil ve kiiltiirel
arka plan1 aracin gelistirildigi popiilasyondan farkli ise bu durumda &lgek veya
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testin kiiltiirleraras1 adaptasyonu gerekmektedir (Jesus ve Valente, 2016). Bu tiir
calismalarda farkli kiiltiirel popiilasyonlara ait, goriislerin, tutumlarin, deger ve
yeteneklerin karsilastirilmasina firsat verir (Kankaras ve Moors, 2010).

Globallesen diinyada yasanan goclerin etkisi ile, toplumlarin yapist tek
kiltlirlii olmaktan ¢ikararak cok dilli ve kiiltiirlii topluluklar haline gelmistir.
Bu durum arastirmalarin yapisimi degistirerek, yapilan c¢alismalarin iilkeler
aras1 kiyaslamalari, kiiresel isletmelerin ise alimlarinda uyguladiklar1 formlar
vb. sekillerde farkl kiiltiirlere ve dillere yonelik ¢aligmalara evrilmesine ve
bu calismalarin dogrulugunun saglanmasi i¢in uyarlama konusunda izlenen
yontemlerin standart hale gelmesine sebep olmustur (Prieto, 1992; Van de Vijver
ve Poortinga, 1997; Kankaras ve Moors, 2010) Benzer goriisti Epstein vd. (2015)
ve Hernandez vd. (2020) de savunmaktadir. Ayni1 sorularin farkl kiiltiirlerde
Olciilmesi i¢in o dillere ait ayn1 dlgme aracinin saglanmasi gereklidir. Eger bir
Olcek farklr bir dilde gecerli ve giivenilir sonuglar vermis ise arastirmacilar yeni
bir 6lgek gelistirmek yerine var olani uyarlayabilirler (Epstein vd., 2015). Bununla
beraber Lee vd. (2009), arastirmalarin ne kadar ¢ok farkli grup igerisinde yapilirsa,
sonuclarin da o derecede genellenebilir olabilecegi goriigiinii savunmustur.

Olgme araglarmin gelistirilmis oldugu dilden, diger dillere uygun bir bigimde
¢evrilmesi uzun bir terciime ve dogrulama siirecini igerir (Bracken ve Barona, 1991).
Bunun yaninda ¢eviri ve uyarlama terimlerinin birbirinden farkli oldugu aragtirmacilar
tarafindan kabul edilmis olan bir gercektir (Geisinger, 1994; Arafat vd., 2016). Ceviri,
uyarlama stirecinin bagta gelen adimlarmdan yalmizca biriyken, uyarlama 6lgekler
arasindaki denkligi korumak icin, adaptasyon siirecinin tiim asamalarini igeren
kapsamli bir terimdir (Geisinger, 1994; Beaton vd., 2007; Borsa vd., 2012; Epstein
vd., 2015; Arafat vd., 2016; International Test Commission, 2018).

Testlerin uyarlanmasinin tarihsel gelisimi 1900’lerin basinda psikolog Alfred
Binet’e ait zeka testlerine kadar uzanmaktadir (Hambleton, 1993; Hambleton
ve Patsula, 1999). Sonrasinda ise egitim alaninda yapilan TIMMS, PISA vb.
karsilastirmali calismalar, Novell ve Microsoft gibi dev sirketlerin tirettigi kimlik
dogrulamalari, ¢ok uluslu sirketlerin ise alim siireclerinde uyguladiklari testler
uyarlama siirecinin giiniimiizde hizla devam ettigini gdstermektedir (Hambleton ve
Kanjee, 1995; Maxwell, 1996; Hambleton, 1996; Van de Vijver, 1998; Hambleton
ve De Jong, 2003; International Test Commission, 2018).

1992 yilinda ITC tarafindan uyarlama calismalarina iliskin kendilerine Avrupa
Psikolojik Degerlendirme Dernegi, Avrupa Test Yaymcilar1i Grubu, Uluslararasi
Kiiltiirleraras1 Psikoloji Dernegi, Uluslararas1 Uygulamali Psikoloji Dernegi,
Uluslararas1 Egitimsel Basariyr Degerlendirme Dernegi, Uluslararast Dil Testi
Dernegi ve Uluslararast Psikolojik Birimler Birliginin de yardim ettigi bir proje
baslatilmistir (Hambleton ve De Jong, 2003). Bu projenin amaci uyarlama
calismalarina yonelik yonergeler olusturup, dil ve kiiltiir gruplari arasindaki puan
denkligini saglayabilmektir (Hambleton ve De Jong, 2003). Yayinlanan kilavuzlar
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uyarlama caligmalar1 yapan arastirmacilara yol gdstermektedir (Hambleton ve
Patsula, 1999).

Uyarlama siirecinde taraflara rehberlik edecek olan ITC yonergelerinin kullanimi
ise Rios ve Sireci’nin 2014 yilinda yaptiklari caligmaya bakildiginda hayal
kirikligina ugratmis, yonergelerdeki tavsiyeler aragtirmacilar tarafindan dikkate
almmamis, hatta kilavuzlarin yaymlanmasindan sonra yapilan bir¢cok ¢aligmada
ITC yonergelerine atifta dahi bulunulmamistir (Rios ve Sireci, 2014; Hernandez
vd., 2020). Bu durum arastirmacilarin uyarlama siireglerini gerceklestirmek igin
izleyebilecekleri yonergelerin daha fazla dikkate alinmasi gerektigini gostermektedir.

Bu dogrultuda uyarlama siirecine daha fazla dikkat g¢ekilmesi ve uyarlama
asamalarinin 6nem diizeylerine iliskin daha net adimlarin ortaya koyulmasinin
gerekliligi dogmustur.

3. Uyarlama Siireci

Bir 6l¢gme araci, gelistirilmis oldugu dil ve kiiltiiriin disinda bir dil veya kiiltiirde
kullanilmak isteniyorsa, 0l¢egin uyarlanmasi gerekmektedir (Beaton vd., 2000).
Olgiim araglarinin uyarlanmasi siirecinde amag kaynak dil ve hedef dil arasinda
miimkiin oldugunca esdeger bir aracin ortaya c¢ikarilmasidir. Laake vd. (2007)
standart ve dogrulanmis 6l¢iim araglari kullaniyor olmay1 hem arastirma sonuglarinin
karsilastirilabilirligi agisindan hem de Olgiilmek istenen seyin dogru bir bicimde
Ol¢iilmesi agisindan oldukca 6nemli oldugunu vurgulamistir (Gjersing vd., 2010).
Tablo 1’de yer alan 6ne ¢ikan isimler 6lgme araglarinin uyarlanmasi metodolojisi
konusunda adimlar1 gosteren kilavuz caligmalar yaymlamislardir. Tablo 1°de bu
calismalarin ve uygulanmasi tavsiye edilen adimlarin bir 6zeti bulunmaktir.

Tablo 1. Uyarlama Calismalarinda Onerilen Adimlar
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Ceviri v v v v v v v v v

Ceviri Sentez v v v

Cevrilen Ogelerin Hedef Dilin

Gramer Yapisina Uygun Sekilde v

Yeniden Yazilmasi

Geri Ceviri v v v v v v v v

Orjinal ve Geri Cevrilmis
Versiyonlarin Karsilagtirilmast
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Ceviri/Geri Ceviri Yinelemesi v 4
Olgegin Hangi Versiyonunun
Kullanilacagina Karar Verilmesi
On Test v v v v v v v v v
Giivenirlik/Gegerlilik

Esdegerligin Degerlendirilmesi v 4

Uzman Komitesi v v v v % v

Degerlendirimeler igin
Belgelerin Gelistiricilere veya
Koordinasyon Komitesine
Sunulmast

Saha Testi v v v v v v
Norm Gelistirme

Arastirma Yapisinin Teorik
Alaninin Belirlenmesi

Ornekleme Tasariminin
Olusturulmasi

Verilerin Yorumlanmast v
Puanlarin Standartlastirilmasi v 4

Dogrulama Arastirmasinin
Yapilmasi

Kullanicilar i¢in Kilavuz ve
Diger Belgelerin Gelistirilmesi

Kullanicilarin Egitilmesi v v

Kullanicilardan Gelen Tepkilerin
Toplanmast

Geri Ceviri Sentez

Revize Edilmis Arag
Operasyonel Denklik Arastirmasi
Kesifsel ve Dogrulayici Analiz
Nihai Arag

Mevcut Testi Uyarlamaya veya

NN

Yeni Bir Test Gelistirmeye Karar v
Verin
Nitelikli Cevirmenler Se¢in 4 v

Uyarlanmig Testin Siirekli
Izlenmesi

Puanlarin Agirliklandirilmasimin
Yeniden Incelenmesi

Tablo 1°de goriilecegi lizere bazi arastirmacilar ek asamalar Onermistir

(Uyarlanmis testin siirekli izlenmesi, kesifsel ve dogrulayici analiz, kullanicilar
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icin kilavuz ve diger belgelerin gelistirilmesi vb.). Kullanimi diger asamalara
kiyasla sik tercih edilmeyen asamalar kapsam disinda tutulmustur. Diger taraftan
uyarlama ¢aligmalari i¢in kilavuz sunan isimlerin ¢aligmalarinda, uyarlama asama
ve adimlarinda birtakim farkliliklar bulunmaktadir. Incelenen calismalarda 6ne
cikan/sik kullanilan adimlara bakildiginda; ¢eviri, esdegerligin degerlendirilmesi,
cevirilerin sentezi, uzman komitesi, geri ¢eviri, 6n test ve saha testi oldugu
goriilmektedir. Tim degerlendirmeler dogrultusunda gergeklestirilmesi zorunlu
olan uyarlama siireci agsamalari su sekildedir:

1. Asama: Esdegerligin degerlendirilmesi
2. Asama: Ceviri; Nitelikli gevirmenlerin se¢ilmesi, ¢evirilerin sentezi

3. Asama: Geri ¢eviri; geri ¢evirilerin sentezi, orijinal ve geri ¢evrilmig
versiyonlarin karsilastirilmasi

4. Asama: On test
5. Asama: Saha testi
Asama-1: Esdegerligin degerlendirilmesi

Esdegerligin degerlendirilmesi, kaynak dilde 6l¢gme aracindaki ifadelerin hedef dilde
ve kiiltiirde de mevcut olup olmadigiyla ilgilidir ki eger kavram ve ifadelerin hedef dil
ve kiiltiirde karsiligi bulunmuyorsa 6gelerin ¢evrilmesi durumu s6z konusu olamaz
(Herdman vd., 1998). Bu asamada incelenmesi gerekenler iki dilde ve kiiltiirde
kelimelerin tasidig1 anlam ve gramerdeki zorluk durumu ile ilgili anlamsal esdegerlik,
giinliik konusma dili ve kullanilan deyimler ile ilgili deyimsel esdegerliktir. Giinliik
hayata iliskin 6geler ve birtakim tasvir durumlan ile ilgili olarak ise deneyimsel
esdegerlik ve kelimelerin farkli kiiltiirlerde degisik kavramsal anlamlari olmasina
istinaden kavramsal esdegerlik olup olmadigidir (Hambleton ve Patsula, 1998; Beaton
vd., 2000). Hambleton ve Patsula (1998) yap1 esdegerliginin bulunmadigi durumlarda
merkezden uzaklastirma olarak gecen yapi taniminin dilsel ve kiiltiirel olarak esdeger
olmas1 yoniinde incelenip degisiklikler yapilmasini Gnermistir.

Asama-2: Ceviri; Nitelikli ¢evirmenlerin se¢ilmesi, ¢evirilerin sentezi

Bircok aragtirmaci i¢in uyarlamanin ilk asamasi olan ¢eviri; 6lgme aracinin kaynak
dilden hedef dile, hedef kiiltiiriin 6zellikleri dogrultusunda, degerlendirme ilkeleri
hakkinda bilgi sahibi, bir veya birden fazla cevirmen tarafindan, yap1 ve formati aynm
olacak bi¢imde doniistiiriilmesidir (Bracken ve Barona, 1991; Beaton vd., 2000;
Egisdottir vd., 2008). Bu asamada birden fazla ¢evirmen bulunmasi, olusabilecek
yanliligi oniine gecilmesi agisindan tavsiye edilmekte olup, bu ¢evirmenlerden
birinin 6l¢iim aracinda s6zl gegen kavramlardan haberdar ve konuya asina olmasi
onerilirken, diger ¢evirmenin konu hakkinda bilgi sahibi olmamas1 6nerilir (Beaton
vd., 2000; Egisdottir vd., 2008; Sousa ve Rojjanasrirat, 2011).
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Cevirilerin sentezinde ise iki ¢evirmen ile iki dil ve kiiltlire agina olan bir bagimsiz
gbzlemcinin bir araya gelerek ortaya ¢ikan ¢evirilerin bir sentezini olusturmasi
ve bu siiregte ortaya ¢ikan sorunlara karst nasil bir yol izlendigini raporlamasi
gerekmektedir (Beaton vd., 2000; Sousa ve Rojjanasrirat, 2011).

Asama-3: Geri ceviri; geri ¢evirilerin sentezi, orijinal ve geri ¢evrilmis
versiyonlarin karsilastirilmasi

Geri ¢eviri adimmna gelindiginde g¢eviri siirecinde oldugu gibi nitelikli baska
¢evirmenler tarafindan g¢evrilmis olan Olglim araci tekrar kaynak dile g¢evrilir
geri ¢evirilerin sentezi yapilarak, denklik saglanana dek bu isleme devam edilir
(Egisdottir vd., 2008; Sousa ve Rojjanasrirat, 2011).

Asama-4: On test

Pilot test asamasi uygulamada karsilagilabilinecek sorunlarin belirlenmesi igin
olduke¢a 6nemli olup, kaynak ve hedef popiilasyonlarin sonuglarinin karsilastirtlmasi
acisindan da gereklidir (Hambleton ve Patsula, 1999). Bu asamada 30-40 kisilik
bir gruba test yapilmali, 6geler ve verilen yanitlar karsilastirilarak anlam agisindan
degerlendirilmeli ve gereken diizeltmeler yapilmalidir (Beaton vd., 2000).

Asama-5: Saha Testi

Saha testi asamasinda ise On testi yapilmis ve bu dogrultuda revize edilmis
olan Olglim araci yeterli biiyilikliikteki bir 6rnekleme uygulanir ve i¢ tutarlilik,
giivenilirlik, test- tekrar test, madde analizleri gibi veri analizlerine tabii tutulur
(Geisinger, 1994). Ayrica Ol¢tim aracinin gelistirilmis oldugu dil ve kiiltiirdeki
sonuglar ile karsilastirma yapilir. (Geisinger, 1994). Bu asamada daha 6nce fark
edilemeyen sorunlarin tespiti yapilabilmektedir (Hambleton ve Patsula, 1998)

4. Calisma 1: Bibliyometrik Analiz
4.1. Amag ve Kapsam

Bibliyometri, bilimmetri ve enformetrik terimleri, literatiirlerinin {iretiminde
yansitilan disiplinlerin dinamiklerinin incelenmesi ile ilgili bilesen alanlarini
ifade etmektedir (Hood ve Wilson, 2001: 291). Yayin ve yazar sayilari, yayinlara
yapilan atiflar bibliyometrinin temelini olusturmaktadir. Caligmanin amact hedef
dili Tiirk¢e olmak {izere pazarlama ile ilintili konularda yapilmis olan uyarlama
caligmalarinin derlemesinin yapilmasidir.

Uyarlama c¢alismalarinda izlenen yol ve yontemlerin durumunu ortaya koymaya
yonelik yapilan bu ¢alismada tez ve makalelerde ayri ayri olmak iizere, uyarlama
caligmalarinda izlenen adimlar, yapilan istatistiksel analizler, yaymlarin yillara
gore dagilimi, yayinlarin atif oranlari incelenmistir.



784 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say: 3, Eylil 2024, ss. 775-800

4.2. Yontem

Bu ¢aligmanin arama kriter hedef dil Tiirkge olmak iizere, sosyal bilimler alaninda
pazarlama ile ilintili olarak yapilmis olan uyarlama ¢alismalarin tespitidir. Tlgili
calismalara ulagmak i¢in 01.10.2021- 20.07.2023 tarihleri arasinda, 2023 yili ve
oncesi (2023 yili verileri nihai degildir) Google Scholar veri tabaninda ve YOK
Tez Merkezinde “pazarlama” “uyarlama” “gecerlilik, “giivenilirlik, “gecerleme”
anahtar kelimeleri kullanilarak ayr1 ayr1 arama yapilmistir. Segilen ¢aligmalarda
uyarlama yapildigini agikca belirtmeleri veya uyarlama metodolojisinin takibinin
tespit edilebilirligi kriter olarak alimmistir. Analiz kapsaminda sadece uyarlama
calismalarina odaklanildigindan, yabanci dildeki kaynaklar baz alinarak
olusturulan olgekler ile ilgili olarak “elde edilmistir”, “temel alinmistir”, “esas
almmigtir”, “faydalanilmistir”, “yararlanilmistir” ve “alinmistir” ibarelerini
kullananlar arastirma kapsami diginda birakilmaistir.

LR INT

Arama sonuclar1 dogrultusunda pazarlama ile ilintili konulardaki 752 caligsma
inceleme kapsamina dahil edilmis olup bu ¢alismalarin 216 (9%28,72)’s1 tez ve 536
(%71,28)’s1 makalelerden olugsmaktadir. Tez ve makaleler ayr1 kategoriler olarak
degerlendirmeye almmis ve incelenmistir. Olgceklerin uyarlanmasinda tek bir
dogru olmamakla beraber bu alanda farkli isimlerin takip edilmesini 6nerdikleri
siirecin standartlagsmasi lizerine prosediirler mevcuttur (Tablo 1). Bu aragtirmada
uyarlama g¢aligmasi yapan isimlerin kullandigi adimlarin siklig1 {izerinden bir
¢ikarimda bulunulmasi amaglanmustir.

4.3. Uyarlama Bulgularn

Arastirma kapsamindaki ¢alismalarin kullandiklar1 uyarlama adimlariin frekans
dagilimlar1 Tablo 2’de verilmistir.

Tablo 2. Uyarlamada Kullanilan Adimlarin Dagilim1

Uyarlama Calismalarinda incelenen Tez Makale
Adimlar Say1 % Say1 %
Esdegerligin degerlendirilmesi 6 2,78 19 3,54
Ceviri 216 100 536 100
Geri geviri 82 37,96 203 37,87
On test 86 39,81 151 28,17
Saha Testi 216 100 536 100

Uyarlamanin ilk adimi olarak kabul edilen ileri ¢eviri asamasinin tez (%100) ve
makalelerde (%100) kullanim dagilimi oldukea yiiksek olup, yazarlar geri geviri
ve bir pilot test yapilmasina da oldukg¢a 6zen gostermislerdir.

Tablo 3’te incelenen uyarlama g¢alismalarinda Cronbach’s Alpha, dogrulayici
ve agiklayici faktor analizlerine basvurulma oranlart yer almaktadir. Arastirma
kapsaminda incelenen c¢aligmalarin hemen hemen tiimiinde Cronbach’s Alpha
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degerine bakilmis olup bunun yaninda dogrulayici ve agiklayici faktor analizine
de ¢alismalarda yer verilmistir.

Tablo 3. I¢ Tutarlik ve Faktor Analizlerinin Kullanim Dagilimi

Uyarlama Cahsmalarinda istatistiksel Tez Makale
Analizler Say1 % Say1 %
Cronbach’s Alpha 197 91,20 471 87,87
Faktor Analizi / Agiklayict Faktor Analizi 139 64,35 315 58,77
Dogrulayici Faktor Analizi 80 37,04 238 44,40

Incelenen tezlere iliskin yaym atif oranlarina Tablo 4’te yer verilmistir. Alan
bilgilere dayanarak bulundugu yila ait tez basina yillik ortalama atif sayisinin en
yiiksek oldugu yillar 2002 (1,86), 2006 (1,81) ve 2015 (1,12) dir.

Tablo 4. incelenen Tezlerin Yayin Atif Oranlar

Yil Yayin Atif X Y
2002 1 41 1,86 1,86
2003 0 0 0,00 0,00
2004 0 0 0,00 0,00
2005 1 11 0,58 0,58
2006 4 130 7,22 1,81
2007 2 22 1,29 0,65
2008 2 2 0,13 0,06
2009 4 20 1,33 0,33
2010 8 60 4,29 0,54
2011 9 41 3,15 0,35
2012 13 126 10,50 0,81
2013 11 62 5,64 0,51
2014 19 187 18,70 0,98
2015 12 121 13,44 1,12
2016 19 82 10,25 0,54
2017 31 69 9,86 0,32
2018 15 21 3,50 0,23
2019 35 24 4,80 0,14
2020 9 0 0,00 0,00
2021 9 18 6,00 0,67
2022 9 3 1,50 0,17
2023 1 0 0,00 0,00

*X: Bulundugu yila ait tezlerin yillik ortalama atif sayisi, *Y: Bulundugu yila ait tez basina yillik
ortalama atif say1st
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Incelenen uyarlama makalelerine iliskin yaym atif oranlarma bakildiginda ise
bulundugu yila ait makale bagina yillik ortalama atif sayisinin en yiiksek oldugu
yillar 2006 (2,67), 2009 (2,64) ve 2012 (2,32)’dir (Tablo 5).

Tablo 5. incelenen Makalelerin Yayin Atif Oranlari

Yil Yayin Atif X Y
2002 2 2 0,09 0,05
2003 0 0 0,00 0,00
2004 4 61 3,05 0,76
2005 3 26 1,37 0,46
2006 3 144 8,00 2,67
2007 10 363 21,35 2,14
2008 11 379 23,69 2,15
2009 9 356 23,73 2,64
2010 13 214 15,29 1,18
2011 13 287 22,08 1,70
2012 8 223 18,58 2,32
2013 24 494 44,91 1,87
2014 18 154 15,40 0,86
2015 27 374 41,56 1,54
2016 50 445 55,63 1,11
2017 62 303 43,29 0,70
2018 67 275 45,83 0,68
2019 60 125 25,00 0,42
2020 75 63 15,75 0,21
2021 38 70 23,33 0,61
2022 25 16 5,33 0,21
2023 10 0 0,00 0,00

*X: Bulundugu yila ait makalelerin yillik ortalama atif sayis1, *Y: Bulundugu yila ait makale

basina yillik ortalama atif sayist
5. Calisma 2: Karar Agaci1 Modeli
5.1. Problem ve Amacg

Caligma 1’in bulgulari, arastirmamiz kapsaminda yeni temel bir aragtirma sorunun
dogmasina neden olmustur: Uyarlama ¢alismasi olmayan ancak Tiirkge ¢alisilmig
bir dlgek i¢in tekrar uyarlama siirecine ihtiyag var midir veya uyarlamaya ihtiyag
olup olmadiginakarar vermek igin bir kriter belirlenebilirmi? Ornegin SERVQUAL
Olcegi cok sayida Tiirkce toplanan verilerde kullanilan 6lgme araglarindandir. Bu
calismada uyarlama siirecine ihtiya¢ duyulmayabilecek durumlari tespit etmek
lizere bir karar agaci gelistirilmesi amaglanmaistir.



Pazarlama Arastirmalarinda Olceklerin Tiirkceye Uyarlama Siirecine Yénelik
Karar Agaci Tabanl Bir Yaklagim 787

5.2. Yontem

Pazarlama arastirmalarinda Tirk¢e Olgek uyarlama siirecinin gerekliliginin
siniflandirilmasi i¢in karar agaci temelli yaklasima bagvurulmustur. Analiz
kapsaminda incelenen tez ve makale olmak iizere toplam 752 calismanin
uyarlama asamalarinin belirtilmemis oldugu ¢alismalardaki dlgeklerin uyarlama
gerekliligi olup olmadigi konusunda iki uzmandan ayr1 ayr1 goriis alinmis ve
sonuglarin tutarlilik analizi i¢in Scott’s Pi analizi yapilmistir. Uzmanlar pazarlama
alaninda caligmakta olup Olceklerin her birini uyarlama gerekliligine gore ayr
ayr1 degerlendirmislerdir. Daha sonra RapidMiner Studio araciligiyla makine
O0grenmesi yoluyla karar agaci olusturulmustur.

Uzmanlarin degerlendirmelerinin birbirleri ile tutarliligi hesab1 i¢in Scott’s Pi
analizinden yararlanilmistir. Bu analiz, iki uzmanin birbirinden bagimsiz bir
sekilde verileri siniflandirmasi ve uzlasilan kararlarin oranlarinin hesaplanmasina
dayanan bir yontem olup (Craig, 1981) formiili:

_ Pr(a) —Pr(e)
~ 1-Pr (e)

seklindedir. Burada; Pr(a)degeri ortak evet, ortak hayir ve ortak belkilerin
toplaminin marjinal toplama boliinmesi ile ve Pr(e) degerleri marjinal toplamlarin
ortak oranlarinin kareleri toplami seklinde hesaplanir. Yapilan Scott’s Pi analizi
sonuglart ise Tablo 6’da gosterilmekte olup uyarlama yapilmasi gereken ve
gerekmeyen 6lgekler bu sonuglara gore belirlenmistir. Performans degerlendirmesi
sonucu 0,861716 olarak bulunmus olup bu deger 1’e ne kadar yakinsa uzmanlarin
goriigii o kadar tutarlidr.

Tablo 6. Scott’s Pi Analizi Degerleri

Asama 1 Evet Hayr Belki M.Toplam
Evet 102 0 10 112
Hayir 3 79 14 96
Belki 0 0 86 86
M.Toplam 105 79 110 294
Asama 2 Uzman 1 Uzman 2 Ortak Oran Or;;l:rg:an
Evet 105 112 0,369048 0,136196
Hayir 79 96 0,297619 0,088577
Belki 110 86 0,333333 0,111111
TOPLAM 0,335884

Pr(e)
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102 + 79 + 86
Pr(a) = —— - —— = 0,908163

_0,908163 — 0,335884

= =0,861716
1-0,335884

Calismaya dahil olan toplamda 752 adet tez ve makaleden uyarlama siireci
gergeklestirilmeyen c¢aligmalardan toplamda 294 Glgek (uyarlama  siireci
gerceklestirilmeyen calismalarda yer verilen Olgeklerin  toplam  sayisi)
degerlendirilmistir. Analiz sonucunda caligma igerisinde uyarlama siirecini gerektiren
fakat siireci verilmemis olan bir 6l¢egin bulunmasi ¢aligmanin, uyarlama yapilmasi
gerekenler olarak adlandirilmasi ile sonuglanmustir. 216 tezden 35’1 uyarlama
asamalarina yer vermemis ve analiz sonucu igerisinde uyarlanmasi gereken fakat
uyarlama asamalar1 belirtilmemis olan dlgek veya dlgeklerin bulundugu 14 galisma
var iken yapilan analiz sonucu 21 ¢aligmanin ise uyarlanmasina ihtiya¢ olmadigt
sonucuna varilmistir. Incelenen 536 makalede ise 187 calismanin uyarlama
asamalarina yer vermedigi, 91 caligmanin igerisinde uyarlama yapilmas: gereken
fakat uyarlanmamis 6lgek veya dlgeklerin bulundugu ve 96 caligmanin uyarlanmaya
ihtiyaci olmadigi karar verilmistir (Resim 1 ve Resim 2).

Tezler

11,57

6,48

= Uyarlama Siireci Gergeklestirenler (81,95) = Uyarlama Siireci Gergeklestirmeyenler (18,05)
Uyarama Yapilmasi Gerekenler (6,48) Uyarlama Yapilmasi Gerekmeyenler (11,57)

Resim 1. Incelenen Tezlerin Uyarlanmasi Durumu

Makaleler

1791
34,80
16,98

R

= Uyarlama Siireci Gergeklestirenler (65,11) = Uyarlama Sireci Gergeklestirmeyenler (34,89)
Uyarlama Yapilmas: Gerekenler (16,98) Uyarlama Yaptlmast Gerekmeyenler (17,91)

Resim 2. Incelenen Makalelerin Uyarlanmasi Durumu
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Resim 3’te makalenin farkli kosulara gore karar agaci dagilimi yer almaktadir.
Karar agacinin olusturulmasinda Rapid Miner veri madenciligi yazilimindan
yararlanilmistir.  Agactan da goriilecegi iizere Olcegin gegmiste Tiirkceye
uyarlanmamigsa ve Ol¢egin Tiirkgelestirilmis bir format1 yoksa bu 6lgek mutlaka
uyarlama siirecine uygun asamalarla uyarlanmalidir. Eger 6l¢egin Tiirkcelestirilmis
formati var ve o 6lgege yapilan Tiirkge alint1 say1s1 27’ den fazla ise uyarlama siirecine
gerek yoktur. Tiirkge alinti sayis127°den az ise 6l¢egin uyarlama siirecine tabi tutulup
tutulmamasi toplam alint1 sayisina baglidir. Toplam alint1 sayis1 1.437°den fazla ise
yine uyarlamaya gerek yoktur. Pazarlama arastirmalar1 caligmalari i¢in ulagilan bu
sinir degerler derin 6grenme degil makine 6grenmesi ile elde edilmis oldugundan
zaman icerisinde degisebilecegi bulgularimizin bir kisitidir.

(")lgegin gegmiste uyarlama | = Evet

s . ul
siireci var mi? e, o

I

I
| = Belisiz |
i -4
is

HAYIR

Olgegin Tirkgelestirilmis
formati var nu?

- ° o ’

et ) [
Tl LT ) ‘

EVET HAYIR

Uyarlamaya Gerek Var
Tiirkge alinti

sayist
e w om
Betssz o 0
T W8 0T
=27 =27
Uyarlamaya Gerek Yok
Toplam alinti
sayisi
Kaegar =
- o o
i % %
Boiss 4 .
Toplem ™o W
> 1434 <1434
Uyarlamaya Gerek Yok Uyarlamaya Gerek Var

Ratesi 5 n K L3

aEwt 1 1 B s

i 56 5 oy o7
Btz 13 3 Betim: E

17
Mnas 0 w1 s LN BT
Toplam wWs 9 Toplm w00

s

152

Resim 3. Karar Agaci
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Karar agacinin dogrulugu analizi i¢in performans matrisi kullanilmigtir. Tablo
7’de yer alan performans matrisine gore gercekte uyarlamaya gerek oldugu halde
(172 6lgek), bunlar arasinda yanlis tahmin edilen 6lgek sayisi 1°dir. Benzer olarak
gercekte uyarlamaya gerek olmadigi halde (122 6lgek), bunlar arasinda yanlis
tahmin edilen 6lgek sayisi 1°dir. Belirsiz olarak siiflandirilan 20 ¢alismanin 7’si
uyarlanmamasi gerekli olarak tahmin edilmistir.

Tablo 7. Performans Matrisi

Tahmin
Evet Hayir Belirsiz Toplam
Evet 171(TPD) 1 0 172
Gergek
Hayir 1 121 (TPF) 0 122
Belirsiz 13 7 0 (TPP) 20
Toplam 185 129 0 314

Genel dogruluk degeri matrisin kdsegenlerinin toplaminin, matrisin tiim
degerlerine toplamina bdliimiinden elde edilir:

171+ 121+ 0
Genel Dogruluk = = 0,9299
171+1214+0+1+0+1+4+0+7+ 13

Elde edilen deger 1’e yakin oldugundan karar agacinin performansi gii¢liidiir.
6. SONUC

Bir bagka dil veya kiiltiirde hazirlanan 6lg¢eklerin baska bir dil ve kiiltlire uyarlama
stireci son derece hassasiyet gerektiren bir konudur. Bircok arastirmaci bu siireg
icin farkli asamalar Onermistir. Calismalar incelenerek derlenmis ve arastirmacilarin
kullanimi i¢in stiregler net bir hale getirilmistir. En sik kullanilan ve 6nerilen asamalar
esdegerlik degerlendirmesi, ceviri, geri ceviri, pilot test ve saha testi calismalaridur. 11k
caligmada, sosyal bilimler alaninda pazarlama ile ilgili ve hedef dili Tiirkge olan tez ve
makaleler ayr1 ayr1 olmak {izere uyarlama galigmalari tespit edilmistir. Bibliyometrik
analiz yontemiyle bu calismalarin izledigi uyarlama metodolojisi incelenmistir.
Sonuglar, 6zellikle esdegerlik degerlendirmesi gibi kritik bir adimin yeterince titizlikle
ele alinmadigmi ortaya koymaktadir. Esdegerlik, Olgeklerin kiiltiirel veya dilsel
farkliliklardan kaynaklanan anlam karmasalarin1 gidermede temel bir rol oynar ve bu
nedenle, uyarlama siirecinde 6zel bir 6neme sahiptir. Uyarlama ¢alismalarinda amag
kaynak ve hedef dil arasinda denkligin bulundugu bir 6l¢iim aracini ortaya gikarmaktir.
Bundan dolayi, ileriki arastirmalarda bu adimin daha derinlemesine incelenmesi
ve degerlendirilmesi gerekmektedir. Ayrica, yapilan ileri ¢evirilerin geri gevirisinin
yapilmasi gibi 6nemli bir adimin da yeterince dikkate alinmadig belirtilmelidir. Dil
sorunlarmi gidermek ve dlgeklerin dogru anlasiimasini saglamak icin bu adimlarin
daha fazla dnemsenmesi gerekmektedir. Ayrica tez ve makalelerin ayri ayr yaym atif
oranlari ve ig tutarlilik ve faktor analizlerinin kullanim dagilimina bakilmustir.
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Diger yandan, ikinci caligmada Tiirkce 6l¢ek uyarlama siireci igin karar agaci tabanli
bir yaklagim gelistirilmistir. Bu yaklagim, arastirmacilarin olgeklerin uyarlama
stirecine gergekten ihtiyag duyup duymadigimi belirlemelerine yardimer olacaktir.
Literatiirde dayali olarak 6l¢ek uyarlama siire¢ 6nerilerinde bulunan arastirmacilarin
ortak adimlarindan hareketle Onerilen uyarlama asamalarinda yararlanabilirler
(esdegerligin degerlendirilmesi, ¢eviri, geri geviri, On test, saha testi). Bu ¢caligmanin,
uyarlama siirecini daha net ve kapsamli bir sekilde agiklamak ve bir model sunmak
suretiyle gelecek arastirmacilara rehberlik etmesi hedeflenmektedir.

Calismanin kisitlarinda ise makale ve tezlerde yazarlarin uyarlamaya dair beyanlari
ve uyarlama metodolojisinin takip edilebilirliginin dikkate alinmasi belirtilebilir.
Ayrica karar agact siirecine iligkin olarak da bunun bir makine 6grenmesi olmasi
derin 6grenme olmamasi sebebiyle belirtilen tarihler arasindaki veriler ile sinirli
olmasi dolayisiyla zaman igerisinde degisebilecegi aragtirmanin diger bir kisitidir.
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EXTENDED ABSTRACT

A DECISION TREE-BASED APPROACH TO THE ADAPTATION
PROCESS OF SCALES TO TURKISH IN MARKETING RESEARCH

1. Introduction

Humanity has needed measurement and measurement tools throughout history.
Measurement is one of the most important factors that determines the decisions and
choices made in the society we live in today. Measurement-based data collection
tools used in marketing research facilitate the processing of verbal expressions, allow
us to easily express concepts with degrees of precision that cannot be expressed
verbally, and even make it possible to explain the relationships between variables
(Stamper, 2001). These tools, which contain measurement items and are developed
based on measurement, are called scales. Researchers use existing scales related to
the research topic they will conduct or build their own from scratch.

In this study, firstly, studies on how the scale adaptation process should be carried
out were evaluated and appropriate stages were determined. Then, all studies in the
marketing field translated from the original scale into Turkish were examined in
terms of screening criteria and evaluated whether they applied the adaptation process.
In the last stage of the study, a decision tree-based approach was developed for the
Turkish scale adaptation process in marketing research, which included criteria for
the adaptation process decision. Thus, the steps to be applied when adapting scales
developed in another language or culture to the language to be used have been clearly
outlined based on the literature. In addition, a decision tree-based approach has
been created to facilitate decision-making for researchers who are undecided about
whether the scales need adaptation. The fact that many researchers do not apply the
steps recommended by researchers in the literature and that the International Test
Commission (ITC) guidelines are not even mentioned in adaptation studies (Rios and
Sireci, 2014; Hernandez et al., 2020) has motivated the necessity of the study.

2. Literature review

Today, cross-cultural studies are conducted in many areas. Measurement tools are of
critical importance in these studies. Measurement tools and tests are either created
within the boundaries of the society in which they will be used or are designed
to adapt an existing test to that society (Hambleton and Bollwark, 1991). If a
measurement tool is intended to be used in a language or culture different from the
language and culture in which it was developed, the scale must be adapted (Beaton
et al., 2000). The adaptation process of measurement tools aims to create a tool that
is as equivalent as possible between the source language and the target language.
The method of adapting the scale to different languages also requires an intensive
research effort. There are many studies on how to adapt the scale (Bracken and
Barona, 1991; Guillemin et al., 1993; Geisinger, 1994; Cavusgil and Das, 1997;
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Hambleton and Patsula, 1999; Beaton et al., 2000; Egisdéttir et al., 2008; Gjersing
et al., 2010; Sousa and Rojjanasrirat, 2011). Researchers have made suggestions
consisting of different steps regarding the adaptation process. Stages that are not
preferred to be used frequently compared to other stages have been excluded from
the scope. When we look at the prominent/frequently used steps in the examined
studies, translation, equivalence assessment, synthesis of translations, expert
committee, back translation, pre-test, and field test are seen. The adaptation process
stages that should be carried out in line with all evaluations are as follows:

Phase 1: Assessment of equivalence
Phase 2: Translation; Selection of qualified translators; Synthesis of translations

Phase 3: Back translation; synthesis of back translations; comparison of original
and back-translated versions

Phase 4: Pre-testing

Phase 5: Field testing

Study 1: Bibliometric Analysis
3. Objective and method

In this study, which was conducted to reveal the status of the paths and methods
followed in adaptation studies, the steps followed in adaptation studies, statistical
analyses performed, distribution of publications by year, and citation rates of
publications were examined separately in theses and articles. The search criterion
of this study is to determine adaptation studies related to marketing in the field
of social sciences, with the target language being Turkish. To reach the relevant
studies, a separate search was conducted between 01.10.2021 and 20.07.2023,
in the Google Scholar database and the YOK Thesis Center for the year 2023
and before (2023 data is not final) using the keywords “marketing,” “adaptation,”
“validity,” “reliability,” and “validation.” The criteria for the selected studies were
whether they clearly stated that adaptation was made or whether the adaptation
methodology could be followed. Since the analysis focused only on adaptation
studies, those that used the phrases “obtained,” “based on,” “utilized,” “based
on”,” and “taken” regarding scales created based on foreign language sources
were excluded from the scope of the research. According to the search results,
752 studies on marketing-related topics were included in the scope of the review;
216 (28.72%) of these studies were theses, and 536 (71.28%) of them consisted of
articles. Theses and articles were evaluated and examined as separate categories.

4. Findings

The frequency distributions of the adaptation steps used in the studies within the
scope of the research are given in Table 2.
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Table 2. Distribution of Steps Used in Adaptation

Thesis Article

Steps Examined In Adaptation Studies

n % n %
Assessment of equivalence 6 2.78 19 3.54
Translation 216 100 536 100
Back translation 82 37.96 203 37.87
Pre-testing 86 39.81 151 28.17
Field Testing 216 100 536 100

In the adaptation studies examined, Cronbach’s alpha, confirmatory, and
explanatory factor analysis rates were examined. Cronbach’s alpha value was
examined in almost all of the studies examined within the scope of the research,
and confirmatory and explanatory factor analysis was also included in the studies.
Publication citation rates of the theses and articles examined were examined.
Based on field information, the years with the highest annual average citation
number per thesis for the year it was found were 2002 (1.86), 2006 (1.81), and
2015 (1.12). When the publication citation rates of the adaptation articles examined
were examined, the years with the highest annual average citation number per
article for the year it was found were 2006 (2.67), 2009 (2.64), and 2012 (2.32).

Study 2: Decision Tree Model
5. Objective and method

The findings of Study 1 led to a new fundamental research question within the
scope of our research: Is there a need for a re-adaptation process for a scale
that has not been adapted but has been studied in Turkish, or can a criterion be
determined to decide whether adaptation is needed? For example, the SERVQUAL
scale is one of the measurement tools used in a large number of Turkish-language
data. In this study, it was aimed to develop a decision tree to identify situations
where adaptation may not be needed. A decision tree-based approach was used
to classify the necessity of the Turkish scale adaptation process in marketing
research. Within the scope of the analysis, two experts were consulted separately
on whether the scales in the studies where adaptation stages were not specified
required adaptation, and Scott’s Pi analysis was performed for the consistency
analysis of the results. The experts work in the field of marketing and evaluate
each of the scales separately according to the necessity of adaptation. Then, a
decision tree was created using machine learning via RapidMiner Studio.

6. Findings

Scott’s Pi analysis was used to calculate the consistency of the experts’ evaluations.
The performance evaluation result was found to be .861716, and the closer this value
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is to 1, the more consistent the expert opinions are. Of the 752 theses and articles
included in the study, 294 scales (the total number of scales included in the studies
without adaptation) were evaluated from the studies without adaptation. While 35 of
the 216 theses did not include an adaptation phase, there were 14 studies that included
scales or needed to be adapted but did not specify the adaptation phases, the analysis
concluded that 21 studies did not need to be adapted. It was decided that 187 studies
out of the 536 articles examined did not include an adaptation phase, 91 studies
included scales that required adaptation but were not adapted, and 96 studies did
not need adaptation. According to the decision tree created, if the scale has a format
adapted to Turkish and the number of Turkish citations to that scale is more than
27, there is no need for adaptation. If the number of Turkish citations is less than
27, whether the scale will be subject to the adaptation process depends on the total
number of citations. If the total number of citations is more than 1,437, there is still no
need for adaptation. The performance matrix was used in the accuracy analysis of the
decision tree. According to the performance matrix, although adaptation was really
needed (172 scales), the number of scales that were incorrectly estimated among them
was 1. Similarly, although adaptation was really not needed (122 scales), the number
of scales that were incorrectly estimated among them was 1. It was predicted that 7 of
the 20 studies classified as uncertain would not need adaptation.

7. Discussion and conclusion

The process of adapting scales prepared in another language or culture to another
language and culture is a subject that requires extreme sensitivity. Many researchers
have suggested different stages for this process. The studies have been reviewed and
compiled, and the processes have been clarified for researchers to use. The most
frequently used and recommended stages are equivalence assessment, translation,
back translation, pilot testing, and field-testing studies. In the first study, adaptation
studies were determined separately for theses and articles related to marketing in
the field of social sciences and whose target language was Turkish. The adaptation
methodology followed by these studies was examined using the bibliometric analysis
method. The results reveal that a critical step, especially equivalence assessment, was
not handled meticulously enough. In addition, the publication citation rates of theses
and articles separately and the distribution of use of internal consistency and factor
analyses were examined. On the other hand, in the second study, a decision tree-based
approach was developed for the Turkish scale adaptation process. This approach will
help researchers determine whether the scales really need an adaptation process.

8. Limitations

The limitations of the study include considering the authors’ statements about
adaptation in articles and theses and the traceability of the adaptation methodology.
In addition, regarding the decision tree process, another limitation of the research
is that it is a machine learning process and not deep learning, and therefore it is
limited to data between the specified dates and therefore may change over time.
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This paper synthesizes the notions of agency, assemblage, and practice as explorative
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complex standpoint. The three-tier cycle is proposed as a contribution to the theoretical
grounds of consumer culture research, supplying an extension to the interpretative
investigation toolbox. The proposed guideline enables better navigation for future studies
that focus on understanding relational processes manifesting through consumption and
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UC ASAMALI DONGU:
TUKETIM KULTURU ARASTIRMALARINDA KARMASIKLIGI

YAKALAMAK

(0)/

Bu makale karmagsiklik bakis acisini benimseyecek tiiketici kiiltiirii arastirmalarinin
kullanimma yonelik bir arastirma yoOnergesinde faillik, Obeklesme, ve uygulama
methumlarmi kesfedici mercekler olarak sentezlemektedir. Bu kavramsal ¢alisma yoluyla
tasarlanan ti¢ asamali dongt, tliketici kiltiirii arastirmalarinin teorik temellerine bir
katk1 olarak sunulmustur. Onerilen yonerge, tiiketim ve pazarla ilgili olgular dolayisiyla
giin yliziine ¢ikan iliskisel siire¢lerin anlasilmasina odaklanacak gelecekteki ¢aligmalar
i¢cin daha iyi bir aragtirma siirecini miimkiin kilmaktadir. Bu amagla sunulan yaklagim,
degisim halindeki postmodern kiiltiirdeki ortak yaratict etkilesimleri ¢ok boyutlu bir
bakis agisindan kavramaya yonelik ¢alismalara yol gosterebilir. Bu sayede bu makale,
karmagiklik teorilerini kullanacak cagdas tiiketim kiiltiirii arastirmalarinin isleyisine
yonelik verimli olabilecek metodolojik ¢ikarimlar sunmaktadir.

Anahtar Kelimeler: Faillik, 6beklesme, uygulama, Deleuze, DeLanda, Schatzki, kirinim
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1. Introduction

“So, when we read these three texts on top of each other, what will we encounter?
I am going to ask this.” - Baker, 2014a (trans. from Turk. to Eng.)*

The popularization of interpretivism has triggered a qualitative turn in research
(Alasuutari, 2010). This growing shift can be taken into consideration in parallel
with the accelerating postmodernist thinking of our era. This implies that the
culture of today is understood as liquid (Hewer, 2022), in constant flux since its
subjective reality is vague in form and open to multiple interpretations (Firat and
Dholakia, 2017). However, this paper is not concerned with the far-reaching goal
of delivering an in-depth question about the state of culture in postmodernity
or debating the underlying reasons for this state. Rather, the concern here is to
provide a rejuvenated discussion on how consumer culture research can approach
today’s culture. Indeed, postmodern postmodernism initially inspired consumer
research that takes an interpretative cultural approach and is currently pushing
toward its limits (Askegaard and Scott, 2013). The field of consumer culture
research continues to explore the “dynamic network of boundary spanning
material, economic, symbolic, and social relationships or connections” (Arnould
and Thompson, 2018: 4). As such, it is relevant to contribute to the constructive
endeavours that are labouring on what theoretical notions can be useful to adapt
into the interpretative scheme of cultural consumer research, to enable conceptual
advances that can leverage future studies.

Postmodern complexity theories, drawn mainly from Deleuzo-Spinozian
philosophy, are being widely appropriated in various research fields. Coleman and
Ringrose (2013) pointed out that Deleuzian thinking is often viewed as a “high
theory” since, as the ideas work upon such an abstract level, notions constituting
complexity in the discussion are argued to carry little relevance to inform real-life
actionable research. To benefit more fully from the scattered approaches, Mazzei
and McCoy (2010) invited contributions aimed at converting Deleuzian concepts
from their abstract forms into practical implications for research. Koro-Ljungberg
and Barko (2012) pondered upon the applicability of researching through a
Deleuzian understanding of the world, and they criticized approaches that offer
generalized guidelines for it. There is, surely, no single way to operate with
complexity theories, and, for different motivations regarding different research
fields, there should be discussions on how to tailor them according to specific
needs.

Marketing scholarship, particularly Consumer Culture Theory (CCT) and
Interpretative Consumer Research (ICR), has been engaging with relational
approaches to investigate consumption and market-related phenomena. In the
face of the abundance of empirical papers and theoretical discussions, there is

4 (org. in Turk.): “Yani acaba ii¢ metni st liste koyarak okudugumuzda, neyle karsilasacagiz? Bunu soraca-
gim.” - Baker (2014a: 117).
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the absence of a thorough paper that demonstrates a research framework that
can align the merits of different yet complementary complexity theories to
clear a pathway for future consumer culture studies. To address this matter, this
paper aims to provide an integrated reading of the key notions of now widely
appropriated streams of complexity theories. By communicating those notions
as research operation guidelines in an interpretative framework, this paper helps
shape a multidimensional perspective developed specifically for the realms of
consumer research that can comply with the shifting understandings on the culture
of consumption.

The initiative of engaging different theories into a curated perspective is called
“diffraction” (Barad, 2014). As Smith and Monforte (2020) put it, diffraction
is an attempt to embrace the foundations of the old to be re-used in the name
of thinking anew. This paper is an attempt towards a cohesive reading for the
operationalization of consumer culture research to advance exploratory studies
designed to understand the current interplays between consumers, markets, and
contemporary culture from the gaze of complexity theories. In this sense, this
paper will offer diffraction by employing a Deleuzian notion of agency, combined
with the analytical stance of DelLanda’s (1997; 2006; 2016) assemblage theory,
and linked to the practice theory as in Schatzki’s (2000; 2011) definition, for
consumer culture research.

Jaakkola (2020) shared a variety of templates for constructing conceptual papers,
among which the “theory adaptation” will be the research design currency of
this study. The goal of this study is to provide a perspective that emphasizes
multidimensionality in cultural consumer research based on the immersion of the
notions of agency, assemblage, and practice. Therefore, in line with the theory
adaptation approach, the core objectives are firstly to revise the mainstream
understanding of these notions and, secondly, to reinvigorate the relationships
between these in a collaborative guideline. Subsequently, the literature review
in the following section will highlight the pivotal aspects of various studies
that adopt complexity theories and then underline the complexity tenets that
can be purposefully emphasized in a collaborative guideline as described in
this paper. Secondly, the following section will draft the theoretical background
by discussing the key notions of the proposed guideline. The last section will
illustrate the methodological implications of the three-tier cycle for informing
research operating in tangent to consumer culture research.

2. Complexity in cultural consumer research

Complexity theories, namely practice theory (Warde, 2014) and assemblage
theory (Canniford and Bajde, 2015), have been valued for alternative theorization
in consumption contexts. A conceptual confrontation with the normative
assumptions in marketing scholarship was initiated by Giesler and Fischer
(2017), introducing the market system dynamics as correctives to existing biases.
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One dynamic they discussed is the awareness of “markets as complex social
systems” by acknowledging agents in the market beyond the consumer-producer
dichotomy. Another is the exploration of the “co-constitution of marketplace
reality” through inquiring about micro-meso-macro relationships rather than
reducing the market-related phenomena to the interactions of individuated agents.
The last is the encouragement to “focus on change and development” in aiming
to understand the relationships between heterogeneous agents in the process
of becoming. We will now amplify the impulses of these dynamics and render
three tenets of complexity, which are observed to be conceptually discussed and
empirically scrutinized in market and consumer research (Table 1). The tenets we
signify here are i) acknowledgement of agency, ii) inquiry about inter-contextual
links, and iii) focus on flow. Although we acknowledge the disparities in this
overview, we merge the separate conceptual discussions that provided marketing
scholarship with examinations of these tenets to show how these three discussions
purposefully converge in terms of grasping complexity. Examples of empirical
scrutiny corresponding to these theoretical efforts are also featured.

Table 1. Aligning Conceptual and Empirical Studies under the Tenets of
Complexity.

Complexity Tenet Conceptual Discussion Empirical Scrutiny

“Object-Oriented Ontology”
Acknowledgement of Franco et al. (2022)

Agency - Heley et al. (2019)

“Relational Ontologies” - Mello etal. (2021)

Lucarelli and Giovanardi (2019)

- Schéps et al. (2019)

Context Of Context _Huffet al. (2021)

Inquiry About Askegaard and Linnet (2011)

Contextual Links

“Methodological Situationism”

Woermann (2017) - Parmentier and Fischer

(2015)

“Process Theorization” - Anderson et al. (2017)

Focus On Flow Giesler and Thompson (2016)

2.1. Acknowledgement of agency

Franco et al. (2022) offer a fresh translation of object-oriented ontology for
consumption and market-related research using assemblage thinking. Owing to
posthuman sensibility in complexity theories, the object in their framework is
an analyzed unit that can transcend purely human or non-human qualities. They
also argue that objects yield affective capacities which constantly evolve through
“processes of assembling going on beyond-human knowledge that may or may
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not be acknowledged as affecting us at some point” (Franco et al., 2022: 410).
Accordingly, the acknowledgement of agency corresponds to the orientation of
research on the doing together with the doer, circumventing the separation of
individual components and structural capacities (object/subject). On the one
hand, an entity’s human, non-human, or beyond-human nature as the object of
study is fuzzy, while on the other hand, the status of knowledge acquired through
the analysis of that object is regarded as bounded in particular space-time and
discretion of the research practice.

As the literature in consumer culture research has readily developed around
orientating on human agency, that is, on disputing the manifestations of
consumer subjectivity in co-creating cultures and markets, we briefly highlight
here the studies that delved into capturing beyond human agency. Heley et al.
(2019) discussed materially-grounded globalization using the case of a soft-
drink product. They emphasized the importance of the trajectory of the object
for grasping the in situ entanglements that territorialize global brands as they
are uniquely embodied in each local context where products interact. To
object-oriented storytelling, Mello et al. (2021) recently added a plot twist by
centralizing the consumer’s cosplay experience in case of the absence of an
object. They argue that the agency of objects can operate in direct and indirect
ways, extended to the object’s potential of presence, which is established by
relating to the imagery of the tangible presence.

Referenced studies share the acknowledgement of beyond-human agency of
objects with affective capacities in their own right, which requires to “ground
assemblages according to their own scales (...) as ‘objects’ that are not solely
determined by their relational contexts” (Franco, 2022: 405). Another quality of
these studies, however, is, scrutinizing the object-context interactions: soft-drink
in glocalization (Heley et al., 2019), and absent-object in negotiated consumer
experience (Mello et al.,, 2021). This is far from disregarding the external
relationality of objects altogether since things, human or non-human, don’t exist
in a vacuum. Ultimately, consumer culture research aspires to delve into the
contextual backgrounds through which the explored consumption and market-
related phenomena emerge. This interest invites the first tenet of complexity to
stretch from asking “what is” the object questioned for the agency to asking the
situated question of “where is” the object (Wilde, 2020).

2.2. Inquiry about contextual links

Lucarelli and Giovanardi (2019: 92) accentuate “relational ontology” for market
and consumer research that strives to “challenge the notion of an independent and
stable domain of reality”. In this respect, the object of study is placed into its wider
surroundings, with a sensibility of cultural fluidity. This connects to a reflexive
epistemology found in Askegaard and Linnet’s (2011: 391) touchstone “context of
context” discussion in which they call for “adequate attention to social and cultural
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context” in the analytical approach of cultural consumer research. Woermann (2017:
151) echoes this stance with “methodological situationism” as an imperative towards
fulfilling the “empirical duty of the researcher to show how exactly the macro-social
phenomenon is made present and reproduced in local situations”. Hence, the inquiry
about contextual links can be achieved by mapping the traces between the cultural
context and the consumption and market-related phenomena.

Schops et al. (2019) defined Instagram as a digital market assemblage with
aspects of ubiquity, fluidity, and interactivity. This market is discussed as a
relational object that consists of varying actors, including consumers, brands, and
the algorithmic nature of the platform itself. Concentrating on brands located in
this rather new habitat, they investigated how conversations among these actors
transform the market. Huff et al. (2021) demonstrated the interactive manner
through which product, market, and meta-market are nesting into each other in
their explanation regarding the legitimization of the cannabis market in some
parts of the United States. Moreover, they presented the culture of consumption
as constantly fluctuating due to changing consumption practices and adversary
mitigations between the components of entwined nests.

Respective to the referencing sequence (Schops etal., 2019; Huffetal., 2021), these
studies, in line with the complexity tenet of concern here, posit stances that stick
multiple analytical layers together: micro (digital brand, contested product), meso
(co-created market, legitimizing market), macro (brand-consumer engagement,
socio-political transformation). Seeking beyond what the object of research is,
and moreover, going after where it is located in the time-space matrix, is a crucial
move towards understanding the internal and external plays occurring in and
through the consumption and market-related phenomena in relation to greater
cultural reality. Efforts of scratching micro-meso-macro connections “emphasizes
a shift from permanence to flux, from structure to agency, from scripted social
activities to the processes leading to their emergence” (Lucarelli and Giovanardi,
2019: 90). In this vein, for instance, Price and Coulter (2019) offered brands as
active subjects, for grasping the culture in the making with an assemblage analysis
of decentralized consumer-brand-culture interactions.

2.3. Focus on flow

Giesler and Thompson (2016) reflect on the storyline behind cultural consumer
studies that perpetuate attention on the ongoing changes in connection to the
researched phenomena through the “process theorization” framework. They
articulate the “key implication of process theorization is that structures are
constituted through relations” (Giesler and Thompson, 2016: 506). This seamlessly
links the analytical appreciation of inter-contextual dynamics by constituting
the consumption and market-related phenomena in relation to the cultural
sphere, with the final complexity tenet of concern being the focus on flow. Each
interaction claims a movement, and due to the very nature of the act affecting the
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involved parties, these interactions can have impacts of varying extents, triggering
events with magnitudes differing from subtle encounters to drastic disruptions.
Processes are formed through the consideration of changes among separately
assembled realities within an alignment by narrative. These changes may emerge
through certain structurally, agentically, or recursively initiated impacts, whose
controllability alters in degrees.

Parmentier and Fischer (2015) utilized complexity theories to primarily situate
the object of study as brands being assemblages of heterogeneous components.
They then discussed an unexpected destabilizing influence driven by consumers
over brand identity. Anderson et al. (2017), in studying the death of buildings,
shaped their object with the care of the material aspects, such as the historic
architectural features, and the cultural associations, like the visitors’ mourning
for losing buildings they cherished. All of these were attached to the decay of the
building. They further situated their object in lieu of the changing priorities of
contemporary life and the concurrently transforming urban spaces, in which some
buildings are becoming dead in particular ways. Their findings were based on the
consumers’ impressions reflected on deteriorating buildings’ lifespan, regarding
the consumers as subjects of cultural shifts.

With the goal in mind focusing on the flow of how the agentic relations would
be working in the context of a process of doings, sayings, and happenings, the
given examples can be read as follows: recording the disassembling of the study’s
primary object by a component agent of it and spotlighting the coming together
of the object in a different form during the implication of the research (Parmentier
and Fischer, 2015), and, underscoring the object’s experience in terms of a process
of becoming obsolete and constructing linkages to consumers’ perception of
socio-material changes (Anderson et al., 2017). Thinking in the streams of flow
can be a means for signifying an unforeseen occurrence during research as a result
of granting agency to the objects of study and constantly looking out for viable
inter-contextual clues. Likewise, this processual practice focus can accelerate the
evolution of the discussion over the period of the study. Going with the flow helps
to modify the research operation and the theoretical take on it because this enables
a nonlinear way of seeing.

3. The three-tier cycle

Aside from the examples in the prior section, the ICR and CCT literature generally
shows that influential studies intrinsically follow a multidimensional framework,
whether or not in terms of complexity tenets. Karababa and Ger (2011) produced
one of the pinnacle studies that embraced all three tenets of complexity in a latent
manner before complexity theories became prized as an alternating current in
consumer culture research. The research initially empirically pivots on the research
object, consumer subjects that embody the formation of non-western consumerism
by the terms original to it. The analysis is inter-contextual, embedding the object
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of research into a historical fabric woven with religious and socio-political threads
as shaping this consumer in context. The big-picture theoretical scheme of the
study, thereon, focuses on the process of the emergence of this consumer subject.
In many other cases, consumer culture researchers incorporate a multidimensional
interpretative approach into their research through a tacit cycle.

On the empirical level, for studies adopting a cultural approach to consumption,
the orientation of research points towards the object. At this level, researchers
set out to define what the object of their study is and differentiate it from what
it is not. On the analytical level, the analyzed unit is switched to the unit of
analysis, and central to the efforts is the relationality through which the object
emerges. Then, researchers ought to dive into where the research object is located
in the sense of exploring the wider cultural context of the market or consumer
phenomenon. The theoretical level thereon builds with speculation regarding
the object-context dynamics. This means that at this level, researchers need to
critically reflect on how the interplay between the culture, consumer, market, and
consumption enfold. This may include asking why an existing explanation of a
similar consumer phenomenon works in a different cultural context and not in the
case of the research at hand. Broadly following this outline, the empirical level
exploration starts with closely observing the ways in which market or consumer
activity is practised. Then, the analytical level proceeds by questioning how the
cultural phenomenon is assembled. Thereon, the theoretical level is accomplished
through the investigation of which potentials and constraints emerge and why
within the circumstances of their related cultural context. However, switching
between these dimensions of thinking is certainly no straightforward path; it is,
rather, a messy iterative process. There is no doubt that such deliberation requires
a strong conceptual background to play on, in addition to rich data to manifest.
Thus, the complexity standpoint, as we suggest, can be empowering for taking
over this challenge.

The motivation of the three-tier cycle guideline overlaps with the ongoing project
of rejuvenating the investigative toolbox in marketing and consumer culture
research drawing from re-envisioning different theories (Woodward, 2011; Zajc,
2015; Giesler and Fischer, 2017; Hewer, 2022; Skalén et al., 2022). To serve this
project, we read and connect the notions found in postmodern complexity theories.
Moreover, we melt those notions in a research operation framework as detachable
lenses to offer a more transparent guideline of the rather concealed multidimensional
interpretative cycle of cultural consumer research. The “three tiers” phrasing of
Huff et al. (2021), which is used for describing their analytical strategy based on
assemblage theory, is repurposed here as an encompassing indicator of shifting
dimensions of an interpretative cycle which characterizes a complexity standpoint.
We propose that a diffractive take on complexity theories can be devoted to the
ambitions of the multidimensional research process. This argument is put forward by
submitting familiar notions as snap-on explorative lenses to be used for appropriate
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research levels corresponding to complementary interpretation tiers. As such, the
notions we select to inform each lens, and already discussed in the literature review
section to an extent, are practice (Schatzki, 2000; Hui, Schatzki, and Shove, 2017),
assemblage (DeLanda, 2006; DeLanda, 2016), and agency (Deleuze and Guattari,
1987; Bowden, 2014). These notions are customized and drawn together in this
section to respond to the empirical, analytical, and theoretical needs of the layered
dimensions of consumer culture research.

The revision of the complexity notions in a specific progression for this section
(practice, then assemblage, and finally agency) by no means implies a step-by-step
usage of them. None of the conceptual papers we mentioned previously encourage
strict adherence to a synthetic mechanism to apply the tenets of complexity because
these studies are targeting to function within a chaotic understanding of culture.
As this is the case with regard to most qualitative research, consumer culture
researchers don’t simply begin their work at the empirical level, skip to analysis,
and finish with theoretical discussion (Belk et al., 2013). It is worth repeating here
that we attest to the fact that these levels are extremely messier organic phases
than perfectly sanitized steps. This is why it is important to stress that explorative
lenses are emphasized to be detachable and interchangeable and arranged within an
active interpretive cycle for the requirements of different research levels between
which researchers circulate back and forth to reflect iteratively until gradually
reaching the study’s finale.

3.1. Practice lens

Practice theories track macro and meso influences through micro-scale practice
performances (Schatzki, 2000). This aspect of inter-scale relationality in practice
theories can be seen under the light of micro-history (Levi, 1992; Ginzburg,
1993); as equally in practice theories, to understand macro scales, it is meaningful
to explore how sociality is enfolding, based on lived instances. Drawing on
Reckwitz’s (2002) take on Schatzki’s (2000) theoretical procedure, Warde (2005)
denoted that practice theories indeed intersect with the core claims of complexity
approaches. It is appropriate to mention here that what is referred to as practice
theories do not represent a homogeneous paradigm due to distinctive branches of
thinking across practices.

There are two main branches among practice theories (Schatzki, 2000). Firstly, there
is an array of practice theories in line with the human-centric approach in mainstream
social sciences. There, the human mind is at the core of any practice; meanwhile,
research strives to understand human conceptions of their practices, which follows
a phenomenological stance. The other branch is a coalesce of practice theories in
the posthumanism trail, challenging the asymmetry in the traditional ontology of
humans and non-humans. This frontier presents a parallel to the first tenet in cultural
consumer studies based on the complexity approach. Schatzki (2000) draws another
two veins, in this case, among the practice theorists within the post-humanist stance.
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One is practice research that appropriates a stance given due to beyond-human
entities and embellishing them with symmetrical agency. But inevitably, humans are
still at the centre of knowledge creation in these practices. The other vein is practice
theories that centralize not on humans as individual agents but on the collectively
arranged practices in their research agenda.

From a Deleuzian complexity standpoint, the individual local phenomenon and the
collective global phenomena repetitively mirror each other in differing degrees of
reality (Baker, 2009). When the notion of practice is appropriated as an explorative
lens for the empirical level of consumer culture research, the issue may arise of
how, from the complexity gaze, it is possible to access consumption and market-
related phenomena in a cultural context. Woermann (2017: 156) puts it as follows;
“Iw]e thus find a quintessentially postmodernist move, (...) shifting the basal
unit of the social world from individuals and their deeds to practices and their
manifestations in routine doings (...) to reformulate every entity, quality, or state
as such a doing: doing being old, doing value, doing a brand (...)”. Consistently,
humans have the role of a doer within the social phenomenon, yet their singled-
out perceptive understandings of their doings are not located at the heart of
the research. This means that “[p]ractical understandings, ways of proceeding,
and even setups of the material environment represent forms of knowledge (...)
propositional knowledge presupposes and depends on them” (Schatzki, 2000:
21). This can be seen as deliberately undermining the dominance of human-based
insight from its position as the sole determinant in the empirical level of research.
This effort was also previously underlined by Franco et al. (2022).

3.2. Assemblage lens

DeLanda’s (2006; 2016) discussion of an assemblage theory was motivated by
an urge to make better use of Deleuzian philosophical advancements for social
sciences (Dolphin and Van Der Tuin, 2012). The core argument propagated against
the assemblage theory is its fuzziness since, from its gaze, the reality is in constant
transformation (Dovey et al., 2018). In alignment with Tsing (2015), assemblages
simply can be thought as open-ended organizations. As revealed by Williams
(2018: 33-34), assemblage theory puts the emphasis on the doing over the done, on
the “flux, contingency and dynamism, and to uncovering the multiple movements
that together constitute an effect (...) [where] the process of assembling, rather
than the assemblage as a resultant formation is therefore prioritized conceptually”.
Soulier (2012) proposed a coalition of Schatzki’s (2011) notion of arrangements in
practice theory and DeLanda’s (2006) assemblages. This proposition emphasizes
that similar to assemblage theory, in practice theories, social and material things
hang together, acting and reacting via nexuses and setting up the stage for action
in a flat co-existence (Schatzki, 2016). From this point especially, practice theory
can clearly be associated with assemblage theory (Strengers et al., 2014; Antczak
and Beaudr, 2019).

The continuous interplay of agency and structure (Rutzou and Elder-Vass, 2019)
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is where assemblage emerges. Withal, this unrest can be valuable for flexible
thinking if it can be moulded into a methodological strategy. In a reflection on
Spinozism, Baker (2009) argues that, according to the laws of motion, while
a body is fixed relative to a certain speed and slowness ratio, what emerges is
called an individual. Thus, an individual is always more or less a combination
of sub-individuals; it is a fluid structure. Importantly, things may vary from the
infinitesimal to the gargantuan, while all is regarded as an infinitely complex
‘individual’ of an unlimited sequence of limited compositions. Individuality
thereby is a level, a degree, and a scale of being (Baker, 2014b). The very idea of
composing here can be found as definitive to the operation through the assemblage
lens. The underlying idea claiming that there are links crossing the boundaries of
the researcher’s thinking is, rooted in the emphasis on historicity. Accordingly, if
things are of things, there are co-requisites of their pasts, presents, and futures,
while all are uniquely referring to the same flat reality. This perpetuity can be
explored through an assemblage lens on the analytical level, which could bring
the interpretation upon the context of context (Askegaard and Linnet, 2011).

Assembling things, or in other terms, composing ‘individual’ entities as emerging
out of relationships with other entities (Elder-Vass, 2007), endows an analytical
stance of bracketing reality towards a certain direction. The ‘metropolitan life’ can
be an assemblage of many human and non-human components, varying agents
with volatile properties and hybrid capacities. A ‘building’ can be considered as an
assemblage removed from any role given to humans, focusing on the components
made of cement, iron, glass, voltage, door knobs, sewage, and the geographical
condition on which it sits. A ‘marble desk’ can be an assemblage of the shape,
size, office culture, taste signifiers, colour, position, and a family photo on top;
the ‘formation of marble’ can be an assemblage of minerals and thousand years
of natural forces of nonlinear pressure (DeLanda, 1997). Meanwhile, ‘making a
pot of meal’ can be taken as an assemblage created by a collection of ingredients
and chemical reactions in a practice called cooking involving a cook, and it can be
mentioned that the way of thinking here works itself out as a hodgepodge. A bodily
conspicuous consumption activity can be identified as a social practice (Schatzki,
1996) which can be assembled with culturally coded material components
(Schatzki, 2010). It is a matter of analytical scanning, this merging of sociality
and materiality (Elder-Vass, 2017), for which the assemblage lens serves to probe
boundlessly.

3.3. Agency lens

Bowden (2014: 61) notes, “Agency is inseparable from the different ‘assemblages’
of heterogeneous affective bodies that a given body enters into, where everybody
is itself an assemblage of more elementary bodies, and so on”. There are
miscellaneous examinations of agency in recent theoretical disputes (Allana
and Clark, 2018). Relevant here as a Deleuzian concept, agency is understood
as a rather expansive form of relationality, being, thus, the agent’s capacity to
impact, involve, transform, to affect both its internalities and externalities. These
agents can be considered as signified individuals of a networked reality, as in the
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sense of assemblages existing in the form of an ephemeral practice constellation.
Nevertheless, important to mention is that individual agents are indispensable
components of the assemblages they affect. Reality, as understood in complexity
theories, emerges through active relationships between wholes and parts, which
can come across in varying qualities and scales. Thus, reality generates the
practical (Reckwitz, 2017). Drawing on this view, agency as a lens enables the
visibility of the relationality practically at play.

Agents with differing natures and capabilities are formed in a never-ending
process of becoming, of which they are all a part (Deleuze, 1990). Capacities are
empowered by energizing the links between components in the unique existence
of the agent’s entity, while effects show themselves in the agency degrees, which
it has at a particular point (Deleuze and Guattari, 1987; DeLanda, 2006). This
agency, when in a given situation, takes the form of a quasi-causal role (Bowden,
2014). Quasi-causality can be understood as a postmodernist replacement or
even a correction of direct causation within the modernist thinking tradition in
recognition of the multifinality of the fluctuating world instances. It is necessary
to see that at no time in history has reality unfolded in such a planar form, so
drawing a straight line from A to B is regarded as the only possible pathway.
Consequently, within a culture in flux, social vitality resides in comprehending the
manifoldness of the traces of causality (DeLanda, 1997; Baker, 2014b). Withal,
any line can still be drawn from A to B. Urry (2005) recites, from the sight of
non-linearity, that a fully predictable relationship between causes and effects is
unreal, but specific circumstances produce their own emergent influences. Parallel
to the already mentioned conversations, the agency lens can show that the agent’s
relational ties are “certainly ‘out there’ in their actions such as these interpreted or
made sense of by others” (Bowden, 2014: 238).

The agency has for some time been scrutinized in consumer culture research,
commonly in the sense that it gives due to materiality and to the agency of
consumers in varying topics and considerations (Belk, 1988; Southerton, 2001;
Borgerson, 2005; Scott et al., 2014; Fernandez, 2015; Tiire and Ger, 2016). Rather
recently, the relationality aspect of Deleuzian materialist agency has received
special attention (Scott et al., 2014). The particular form of agency, which
is of value for the framework being drafted here, draws from this intersection
and highlights a research approach in which relations receive central attention
(Sandikct and Kravets, 2019). Following this line, the agency lens supplies a
stimulus for theorizing how the formation of the links through which the inter-
contextual interactions occur and understanding of the object under research and
its underpinning drives that transform the context while becoming transformed
by it. After all, for Deleuze, the agent enables the structure, and structure enables
the agent; they are interlinked through quasi-causal relations. This way, cultural
consumer researchers can connect the dots in their study and tie it all together
within an overarching problematization of how object/subject symbiosis unfolds.
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4. Methodological Implications

Table 2. Operational directions of the three-tier cycle.

empirics of the analytics of the theoretics of the
practice lens assemblage lens agency lens
1) mapping the research 1) speculating over research

1) framing the consumer L. . .
) £ S object inductively from the findings
culture research object in .
. first-hand data analysis . . .
terms of practice 2) discussing possible
. 2) tracing the links between explanations of the
2) designing the data ) g . p‘ .
. . . research object and cultural relationality between
collection according to its . )
. context deductively from the research object and cultural
practice nature e
existing insight context

The radical power of complexity theories is hindered by institutional requirements
and academic justifications for the theoretical frenzy, obstructing the specific
discussions on the importance of the broader notion of agency in the sense of
Deleuzian understanding. This creates the problem of underutilization of the
critical power that distinguishes the complexity standpoint, through which there
is an opportunity to think differently. This thinking can fuel a reflexive push for
acknowledging the connections between the components that are united through
each of their distinct yet collaborative agencies, as this avails the ground to further
scrutinize such relations and multifocal as well as deep-rooted reasons behind
their conditions. Therefore, as discussed by Belk and Sobh (2019), the complexity
theories themselves are not the magic wand. While so, the creative play that their
powers can grant would be relevant as a guiding insight for the projects positioned
within the pursuits of consumer culture research.

Accordingly, taking a glance at the project through the practice lens for the
empirical level of research can inspire an ontological initiative by 1) framing the
object of study as a practice or a constellation of practices and 2) designing the
method of data collection in accordance with its lived practice nature. The need
is to look at in situ doings, sayings, and happenings to see how a consumption or
market-related phenomenon can become an object by looking at it in relation to
research. This calls for both the close observation of the socio-material production
of the practice in its direct setting and the tracking of the practice’s positioning
in the indirect cultural setting (Rokka, 2010). Indeed, this lens operates trivially;
however, a deliberate move towards grasping the practice nature of consumption
performances can drastically prompt the researcher’s re-envisioning of the data set
towards experimentation with methods, which conventionally consist of consumer
interviews (Arsel, 2017). In the study of Venkatraman, Ozanne, and Coslor
(2024), how the creative practice of drag provides consumers with an embodied
resistance opportunity against the stigmatization of gender performances that are
perceived beyond the binary norms was explored. For this pursuit, the body is
conceptualized as an agentic corporeal ground fuelled by creativity and sociality
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that engenders a play between shame and pride, which is termed within a body-
in-practice framework. In line with this approach, researchers benefitted not only
from interviewing but also from visual methods in enriching their understanding
of the consumers’ experience with drag as a performance art. The photographic
documentation of drag performers’ transformation from their everyday life
modes into their glamorous drag queen personas helped brilliantly capture how
this practice unfolded on an embodied level. Aiming to grasp a research object
conceptualized on a practice level would call for incorporating photography,
videography, participatory mapping, and photo-elicitation. Getting knowledgeable
about visual methods then becomes imperative (e.g., Cavusoglu and Belk, 2024;
Kravets and Karababa, 2022; Atik and Ozdamar Ertekin, 2011).

Thus, investigating practices as performed by heterogeneous agents in the process
of entangling is appropriate for an assemblage analysis of practice lens inputs.
Adopting the assemblage lens for the analytical level encourages interlinked
inductive to deductive phases proceeding by 1) mapping the properties (material
components such as commodities, expressive components such as values, etc.)
and the capacities (affective potentials like a product’s use values, sign values,
etc.) of the components (human, non-human, internal, external, etc.) to compose
the object within the data, and, 2) tracing how an object locates within the cultural
context (narrating the territorializing, deterritorializing, and re-territorializing
currents in the research storyline) through the data. This move may seem like
another frail twist, yet it has a use beyond the design of an analytical strategy
coherently to the interpretative background of a study with a complexity
standpoint. An assemblage lens can be useful for experimenting with unexpected
levels of data analysis (Canniford and Bajde, 2015). Responding to the calls to
increase methodological sensitivity in research (Canniford, 2012; Cheetham
et al., 2018) will be helpful for retrieving insights regarding the components
of a market or consumption phenomena that a standard coding strategy would
otherwise neglect. To this end, in Tastan and Ozdamar Ertekin (2024), an
Instagram-based community consisting of Turkish homemaker women, namely
the presenteers (sunumcular), was conceptualized as a self-organized consumer
tribe that assembled around the consumer-created practice of presenteering
(sunumculuk). To grasp the emergent ideologies directly or indirectly at play
in the enactments of this community, researchers employed netnographic data
collection and assemblage analysis. In the first stage of the analysis, the goal was
to map the heterogeneous components that composed this tribe. Thus, data were
inductively coded by adopting visual-textual content analysis. Then, deductive
interpretation of the ideological capacities was achieved with thematic analysis.
Accordingly, findings reflected multiple dimensions of ideological entanglements
as existing through the interactions of both complying and conflicting components
of the tribe in terms of equal recognition of materiality and expressivity, as well
as human and non-human agency. Various adaptations of assemblage theory as an
enriching analytical strategy can be found in the existing literature of consumer
culture research (e.g. Diaz Ruiz et al., 2020; Presi et al., 2016; Canniford and
Shankar, 2013).



816 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say:: 3, Eylil 2024, ss. 801-824

Hence, it becomes possible to interpret the mappings and tracings of the
assemblage lens and speculate on the findings with the purpose of explicating
how things work, by whom, with the power of what, through what channels,
where, and why at that time becomes possible. From this approach, wearing
the agency lens for the theoretical level of the research promotes 1) speculating
over the research findings as an extended phase to the data-based analysis and
literature dialogue and 2) discussing possible explanations of the relationality
(forms of emergent processes) between the object (consumption and market-
related phenomena) and the context (culture in flux). Again, appearing as if
it is a simple switch; this is a complicated move. To illustrate, the study of
Weijo, Martin, and Arnould (2018) worked on the changing facade of the
Nordic food culture as initiated by consumers’ involvement growing into a
collective movement. Their discussion delved into emergent pathways through
which consumers’ organized efforts triggered the gastronomy market in their
related context. Once the complexity of the conditions under which an object of
consumer culture research becomes visible to the eye through the assemblage
analysis, grasping the processes in which they intertwine with culture and how
emergent relationships are established becomes open to scrutiny. When the
active agencies (of consumers, marketers, brands, etc.) are resolved through the
research of the lived world under de facto conditions (of the political climate,
economic crisis, cultural transformation, etc.), discourses on the problems are no
longer cul-de-sacs; they also become vulnerable to change. Drawing from this
angle, when benefitted in terms of critical theorization especially, complexity
theories that are discussed here together within a conversation among practice,
assemblage, and agency notions, would help to inquire about “consumption
phenomenon as a result from the agency of different actors who interact in
dynamic arrangements, under changing conditions and circumstances” (Souza-
Ledo and Moura, 2022: 1385).

We thus advocate that researchers can engender fresh discussions motivated
toward the regeneration of the field in accordance with the fluctuating
disposition of culture, not simply by abducting postmodern complexity theories
but purposefully working with them. This meant, for the case of this paper,
delivering a diffractive take on complexity theories for demonstration of how
to operate with them in a cultural consumer research process. Rokka’s (2021)
directions for future research problematize disruptive and constitutive dynamics
in the market and promote complexity theories as an apparatus for questioning
their implications on culture and consumer experience. Making evident the
multidimensional construction of researching on consumption and market-
related phenomena, we suggest that the three-tier cycle can be a significant
tool as a methodological guideline for reflecting on the interpretative steps
researchers take in consumer culture research in pursuit of grasping complexity
and generating well-rounded theoretical insights.
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5. Conclusion

Perspective informs the character of a research project (Dolbec et al., 2021).
We suggest that this paper can contribute to a particularly important mission of
exemplifying novel perspective generation by playing with abstract complexity
notions in association with grasping complexity in consumer culture research.
We believe it is worthwhile to extend the guideline conceptual discussions in
order to improve the accessibility of the current debates related to researching
contemporary culture, consumption, and markets. This will help to improve the
pedagogy of consumer culture research through custom thought pieces under the
umbrella of this niche field of study. With our endeavour, we hope to awaken a
nuanced awareness about the intricacies of the consumer culture research process
for newcomers in the field, such as early career researchers and PhD students
with diverse academic backgrounds. For that, we are providing a language of
postmodern complexity theories to provoke an enriched understanding of the
interpretative cycle often tacitly at work.

In view of the accumulating insights from the consumer culture research over the
culture in flux, we aimed to demonstrate a repeating distinction of the knowledge
production patterns of this cluster from the perspective we find most apt. By
introducing the three-tier cycle, we hope to bring forward a guideline, a potentially
useful tool tailored to the needs of aspiring researchers in consumer culture
research. In speaking of the multidimensionality of the three-tier cycle, we are not
thinking of three successive phases but the three necessary dimensions of cultural
consumer research aiming to grasp complexity. The merit of the interpretative
approach, as described in this paper, is the creation of a reference that guides
researchers in switching among the micro, meso, and macro dimensions within
and beyond their study. This manoeuvring can potentially sharpen the critical
edge in upcoming studies of consumer culture. Therefore, the pedagogical feature
of the three-tier cycle can help new generation researchers to think reflectively,
generate novel problems, and develop interesting explanations. Therefore, this
three-tier cycle also contributes to the extension of the theoretical toolbox of
consumer culture research by marking out a reproductive perspective rooted in
complexity theories, which invites future discussions.
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