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EDITORDEN
Degerli okuyucularimiz,

Pazarlama alaninda ¢alismalarin iiretilmesine katki
saglamak amaciyla ¢iktigimiz bu yolda, Turkish
Journal of Marketing Research (TUJOMR)
dergimizin yeni sayisini ¢ikartmanin heyecanini ve
mutlulugunu  yasiyoruz. Derginin  ulusal ve
uluslararas1  akademik  alanlarda  agirligim
hissettirmeye yonelik g¢abalarini arttirarak devam
ettirecegine olan inancimizla yolumuza devam
ediyoruz.

Dergimizin yeni sayisinin yayimlanmasinda katkilar
saglayan degerli hocalarimiza, dergimize calisma
gonderen yazarlarimiza ve gelen ¢alismalarin
degerlendirmelerini yapan hakemlere tesekkiir
ediyoruz.

Yilda iki kez olmak iizere Haziran ve Aralik
aylarinda yayimlanmasi planlanan dergimizin
Haziran 2025, Cilt 4 Say1 1'de bes c¢alismaya yer
verilmistir.

Aralik 2025 sayist igin dergimize destek ve
katkilarinizin artarak devam etmesini umuyor, saygi
ve sevgilerimizi sunuyoruz.

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

Dog. Dr. Ziibeyir Celik &

Dog. Dr. Mehmet Saglam

EDITORIAL
Dear readers,

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

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

Five studies are included in the June 2025, Volume
4, Issue 1 of our journal, which is planned to be
published twice a year in June and December.

We hope that your support and contributions to our
magazine will continue to increase for the December
2025 issue, and we offer our respect and love.

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

Assoc. Prof. Ziibeyir Celik &

Assoc. Prof. Mehmet Saglam
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DERGI HAKKINDA

Turkish Journal of Marketing Research (TUJOMR),
yilda 2 kez yayimlanan (Haziran ve Aralik),
uluslararasi, ¢evrimici, agik erisimli, ¢ift kor hakemli bir
dergidir. Dergiye ingilizce ve Tiirkce calismalar kabul
edilmektedir. TUJOMR Dergisi'ndeki makaleler,
alaninda en az doktora diizeyine sahip hakemler
arasinda ilk editoryal taramadan sonra en az 2 hakem
tarafindan incelenir.

TUJOMR'in amaci, Pazarlama Biliminin tim yonleriyle
ilgili yiiksek kaliteli, bilimsel arastirma makaleleri

yayimlamaktir. TUJOMR, en yiiksek titizlik
standartlarint  koruyan ve mevcut yaymlarda
yayimlanandan daha fazla istatistiksel bilgi ve
multidisipliner calismay1 yansitan makaleler

yayimlayan, pazarlama bilimine 6zel olarak odaklanan
bir dergi ihtiyacini karsilayacaktir.
Bir makalenin TUJOMR'da yayimlanabilmesi igin
asgari olarak asagidaki kriterleri karsilamasi gerekir:
Pazarlama alanindaki 6nemli bir konuya odaklanmak
[ Alani ilerleten temelde yeni bilgiler sunmak
[ Literatiir temelli ve bilimsel olmak
Ampirik bir ¢alisma ise, metodolojiyi detayli sekilde
ele almak.
Makaleler ampirik aragtirma makaleleri, teorik ya da
derleme makaleler ve vaka galigmalari olabilir. Bu hem
teorik hem de pratik yonleri ve 6zellikle ikisi arasindaki
iliskiyi i¢erecektir. Bagvurular tim yil boyunca kabul
edilmektedir. Yazim kurallar1 ve yiiklenmesi gereken
diger belgeler i¢in calismanizi géndermeden 6nce liitfen
yazarlar igin sekmesindeki yonergeleri kontrol edin.
TUJOMR, yazarlara inceleme siirecinde miimkiin olan
en kisa siirede bir makaleyi kabul etme veya reddetme
kararimi bildirmeyi amaglamaktadir.
TUJOMR Editor Ofisi, makalelerin degerlendirme
stirecinin 60 giinden daha kisa siirede tamamlanmasini
saglamak icin ortak bir ¢aba sarf etmektedir. Ancak,
zaman zaman geri doniig siiresinin daha uzun oldugu
durumlar olabilir.
Makalelerde ifade edilen goriisler yazarlarin
sorumlulugunda olup, makalelerin bilimsel sorumlulugu
yazarlarina aittir.

ABOUT THIS JOURNAL

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

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

Focus on a substantive issue in the domain of
marketing.
"] Offer fundamentally new insights that advance the
field

"I Be literature-based and scholarly

"] Provide evidence of methodological rigor, if an
empirical piece.

Articles can be empirical research, theoretical or
compilation papers, and case studies. This will include
both theoretical and practical aspects and particularly the
relationship between the two. Intensive contributions
from both academics and practitioners are welcomed.
Submissions are welcomed all year round. For the author
guidelines and other documents that need to be uploaded
please check the guidelines in the for authors tab before
submitting.

TUJOMR is committed to providing authors with a
decision to either accept or reject a manuscript as early as
possible in the review process.

The TUJOMR Editorial Office makes a concerted effort
to ensure that the review process of articles is completed
in less than 60 days. However, there may be occasional
instances in which the turnaround time is longer.

The views expressed in the articles are under the
responsibility of authors and the scientific responsibility
of articles belongs to the authors.
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Makale Tiirii: Arastirma
Article Type: Research

Mense Ulke Kavrami ve Gida Uriinleri Calismalarinin Bibliyometrik Analizi*
Ece SENER! Mehmet TIGLI?
0z

Uluslararasi ticaretin biiyiimesi ve kiiresel pazarlarm gelisimiyle birlikte mense {ilke etkisinin giderek Snem
kazandigin1 ve tiiketicilerin iiriin kalitesi, giivenilirlik ve sembolik anlamlara iliskin algilarii nasil
sekillendirdigini literatiirde son yillarda siklikla incelenen bir konu haline gelmistir. Ozellikle gelismekte olan
iilkelerin kiiresel pazarlarda gida tirtinlerine iligkin artan rekabeti mense {ilke etkilerinin 6nemini arttirmakta ve bir
akademik arastirma alani olarak giinden giine gelismektedir. Mense iilke, gida iiriinlerinin kalitesi hakkinda bir
sinyal gorevi goriirken ayni zamanda tiiketicilerin sosyal statii ve ulusal gurur gibi duygusal degerlerle
iliskilendirdigi bir unsur olarak 6ne ¢ikmaktadir. Bu ¢alismada mense iilke ve gida galismalari bibliyometrik analiz
yontemiyle incelenmis ve ¢alismalarin etkileri kiime analizi ile siniflandirilmistir. Aragtirmada mense iilke ve gida
calismalar1 kapsaminda toplamda 777 adet makale incelenmis ve mense iilke imaj ve kavrammin tiiketici
tercihlerine yonelik 6nemi ve ¢alisilan konular ortaya ¢ikarilmigtir. Mense iilke ve gida alanindaki ¢aligmalarin
bes farkli grupta toplandigi belirlenmistir. Bunlar; tiiketici tutum ve davranislari, gida kalitesi ve gida giivenligi,
gida tirlinleri kabuld, tiiketici se¢imleri ve gida politikalaridir. Bibliyometrik analiz sonucunda gelecek arastirmalar
icin mense iilke ve gida iiriinleri alaninda 6zellikle farkli demografik gruplar ve kiiltiirel arka planlar arasindaki
farklarin incelenebilecegi ve kiiresel pazarlar arasinda rekabet giiciinii etkileyecek faktorler ortaya ¢ikarilarak,
pazarlama stratejilerinin hedef kitleye gore 6zellestirilmesinin saglanabilecegi belirlenmistir.

Anahtar Kelimeler: Mense Ulke, Mense Ulke Imaj1, Gida Pazarlamasi, Kiiresel Gida Pazarlamasi.
JEL Smiflandirma Kodlari: M30, M31

Bibliometric Analysis of the Concept of Country of Origin and Food Products Studies

ABSTRACT

With the growth of international trade and the development of global markets, the influence of the country of
origin has gained increasing importance, shaping consumers' perceptions regarding product quality, reliability, and
symbolic meanings. In recent years, this topic has become frequently examined in the literature. Especially in
developing countries, the growing competition in global markets for food products enhances the significance of
country of origin effects, evolving as an academic research area. The country of origin serves as a signal regarding
the quality of food products while also standing out as an element associated with emotional values such as social
status and national pride among consumers. In this study, country of origin and food studies were examined using
bibliometric analysis, and the impacts of these studies were classified through cluster analysis. The research
reviewed a total of 777 articles within the scope of country of origin and food studies, revealing the importance of
the concept and image of the country of origin on consumer preferences and the topics studied. It was determined
that studies in the field of country of origin and food were grouped into five different categories: consumer attitudes
and behaviors, food quality and food safety, acceptance of food products, consumer choices, and food policies.
The bibliometric analysis indicated that future research in the area of country of origin and food products could
particularly explore differences between various demographic groups and cultural backgrounds. By identifying
factors that influence competitive power among global markets, marketing strategies can be tailored according to
the target audience.

Keywords: Country of Origin, Country of Origin Image, Food Marketing, Global Food Marketing
JEL Classification Codes: M30, M31

* Bu caligma, Marmara Universitesi Sosyal Bilimler Enstitiisii Isletme Anabilim Dali Pazarlama Bilim Dali'nda Prof. Dr.
Mehmet TIGLI danismanliginda yiiriitiilen ve Ece SENER tarafindan hazirlanan doktora tezinden tretilmistir.
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EXTENDED SUMMARY
Purpose and Scope:

This study aims to contribute to the relevant body of knowledge by examining the bibliometric studies related to
country of origin its relation to food products indexed in the Web of Science (WoS) database from a bibliometric
perspective. This study contributes to the current knowledge on counrty of origin research in relation to food
products and proposes a better understanding of the importance of country of origin studies in food marketing.

Design/methodology/approach:

The WoS database was used to obtain studies to be reviewed. A search for “country of origin” + food was
conducted in the Web of Science database, and 1,419 results were found. Among the results, studies published in
SSCI (Science Citation Index Expanded) and SCI (Social Sciences Citation Index) journals from the Web of
Science Index categories were selected, and 1,156 results were obtained. Finally, studies on the relationship
between country of origin and food were requested to be published within the last ten years, and studies between
2014-2024 generated 777 results. A total of 777 studies were analyzed and visualized in terms of evaluative and
relational techniques, and a cluster categorization was established.

Findings:

“Country of Origin” and “food” are the two fields of research where bibliometric studies are carried out more
frequently in the recent years. The change in the number of studies is consistent with the countries where the
studies are published. With the existence of regulations regarding the country of origin and being a leader in food
product exports, the United States ranks first with 164 articles in the last ten years. China, which has very high
food export figures in the world, comes second with 79 studies. When the ten countries with the most publications
in this field are examined, it is seen that six of them are European Union countries. It is observed that the number
of publications in this field from developing countries has increased in recent years, and it can be said that
developing countries such as Brazil (18), Taiwan (19), Chile (33), Malaysia (36), Thailand (37) and Turkey (49)
have begun to attach importance to studies in the field of food. The studies included in the scope of the research
were written by a total of 3269 authors. According to Web of Science data, a total of 35479 citations were found
in the articles within the scope of the study. Co-occurrence analysis was performed on the most frequently
encountered words in the title and abstract. 5 clusters were found among the studies above the threshold value. It
has been determined that studies in the field of country of origin and food are grouped into five different groups.
These can be summarized as consumer attitudes and behaviors, food quality and food safety, food product
acceptance, consumer choices and food policies.

Conclusion and Discussion:

In this study, global trends in country of origin and food studies were examined through academic publications
published in the last decade. In recent years, studies on country of origin and food have gained momentum with
the new trade laws implemented by the United States and the European Union. Research areas can be summarized
as consumer attitudes and behaviors, food quality and food safety, food product acceptance, consumer choices and
food policies. When looking at the research topics, it can be seen that the number of studies examining the effects
of the concept of country of origin on global consumers has increased. There is also an increase in the number of
citations and co-authored studies on the same topics. This rise in consumer behavior research can be interpreted
as an indication that country of origin and food studies will gain importance in marketing strategies in the coming
period. The existence of the European Union's joint trade agreements and the high rates of food import and export
between these countries may have caused the studies to be concentrated in these countries. It is also observed that
the number of publications in this field by developing countries has increased in recent years. As a result of the
research, several topics for potential academic studies related to the country of origin and food products have been
identified:

e Differences between various demographic groups and cultural backgrounds regarding country of origin
and food products can be examined, and factors affecting competitive power among global markets can
be revealed. Such studies can enable the customization of marketing strategies according to the target
audience.

e  The perception of country of origin labeling across different product categories (e.g., organic products,
luxury food items) can be investigated, highlighting the importance of labeling in marketing promotion
strategies.

o The effective use of country of origin image on social media and digital platforms can be explored,
contributing to the development of digital marketing strategies in the food sector.

e How the country of origin image can be integrated into brand identity and value propositions can be
researched, aiding food brands in gaining a competitive advantage in various markets.
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1. GIRIS

Bu arastirmanin amaci mense iilke ve gida {iriinleri literatiiriinii 2014-2024 yillar1 arasinda incelemek
ve mense lilke ve gida {iriinlerinin iligski yapisin1 ve kavramsal gelisimini ortaya ¢ikarmaktir. Genel
olarak literatiir incelemelerinin degeri, akademisyenlere, Ggrencilere ve uygulayicilara bir konu
hakkindaki arastirmanin elestirel bir degerlendirmesini saglar ve belirli bir alanin mevcut bilgi tabanin
siniflandirarak ve degerlendirerek, ana temalar1 ve sorunlar belirler (Kraus vd., 2024, s.301). Mense
ilke ve gida {irlinlerine yonelik caligmalarin analizi, akademisyenler ve yoneticiler agisindan,
tiiketicilerin belirli bir yabanci iilkeden gelen iiriinlere iliskin algilarin, ithal tirlinlere verdikleri tepkileri
ve menge iilkeye dayali genel degerlendirmelerini gida iiriinleri baglaminda daha iyi anlamalarina katki
saglayacaktir. Bu dogrultuda, literatiirde mense iilke perspektifiyle ele alinan gida triinleri ve gida ile
ilgili kavramlar, kiiresel gida pazarlamasi kapsaminda mevcut eksikliklerin tespit edilmesine olanak
taniyacak ve bu alandaki gelecekteki arastirmalara yon vererek, tiiketici tercihlerini etkileyen faktorlerin
daha derinlemesine incelenmesine zemin hazirlayacaktir.

1960 yillardan itibaren, uluslararasi ticaretin biiyiimesi ve kiiresel pazarlarin gelisimiyle birlikte mense
iilke kavramina olan ilgi 6nemli 6l¢iide artmigtir. Uluslararasi rekabet edebilirligi etkileyen diger pek
cok faktorle birlikte, mense iilke etkileri (cogu zaman iilke imaj1 veya iirlin-lilke imaj1 olarak da anilir)
giderek daha fazla dikkat ¢ekmektedir (Al-Sulaiti & Baker, 1998, s.150). Ayn1 zamanda kiiresellesme
ve tedarik zincirlerinin pargalanmasi gibi faktorler nedeniyle ozellikle yeni sanayilesmis ya da
gelismekte olan iilkelerde, firmalarin stratejilerini tiiketicilerin yabanci {iriinlere iliskin algilarina
yonelik olarak yeniden tasarladiklar1 goriilmektedir (De Nisco & Oduro, 2022, 5.592). Bu durum,
isletmelerin uluslararasi pazarlarda daha rekabetci olmalarint saglamak amaciyla stratejilerini siirekli
olarak gozden gecirmelerini ve yenilemelerini gerektirmistir. Kiiresellesmenin etkisiyle tiiketiciler,
iiriinlerin mense iilkesi hakkinda daha fazla bilgi sahibi olmaya baglamis ve bu bilgi, tiiketici tercihlerini
dogrudan etkilemistir.

Mense iilke kavrami ve etkileri, literatiirde gesitli sekillerde tanmimlanmistir. Ozsomer ve Cavusgil
(1991), mense iilkeyi; iiriinii veya markayr pazarlayan sirketin merkezinin bulundugu iilke olarak
tanimlamaktadir (Ozsomer & Cavusgil, 1991, 5.268). Samiee (1994) ise "iiretim iilkesi" kavramini,
genis bir kiiresel operasyon agina sahip olan veya gesitli tedarik¢ilerle is yapan, drnegin fason iiretim
yapan firmalarla iliskili olarak ele almaktadir (Samiee, 1994, 5.579). Nagashima (1970), iirliniin mense
iilkesini tanimlamak i¢in “made in ” terimini kullanmay: tercih etmistir (Nagashima, 1970). Fakat
gittikge kiiresellesen diinyada, tiretimin mense {ilkeden ¢ikip, diger iilkelere hatta pek ¢ok iiriinde bir¢ok
farkli iilkeye aktarilmasi ile mense tilkeyi dogru olarak tanimlamak oldukg¢a karmasik bir hale gelmistir.
Cok wuluslu sirketlerin biiyiimesi ve pek c¢ok kaynaktan bilesenler igeren hibrit {iriinlerin
degerlendirilmesi, "made in ——" etiketlerinin dogrulugunu ve gecerliligini bulaniklastirmistir (Chao,
1993, 5.291). Bu durum, mense iilke kavrammin daha esnek ve dinamik bir sekilde ele alinmasini
zorunlu kilmaktadir.

Mense iilke arastirmalari, ilk olarak mense {ilkenin tiiketiciler igin biligsel bir ipucu, yani tiiketiciler
tarafindan kalite gibi iiriin 6zelliklerine iligkin inanglari ortaya ¢ikarmak i¢in kullanilan bir bilgi kaynag:
olarak kullanimini agisindan sekillenmistir (Bilkey & Nes, 1982, 5.89; Verlegh & Steenkamp, 1999,
$.521). Bu bakis acisina gore mense iilke ve mense iilke imaj1, fiziksel {iriinii degistirmeden {iriiniin
algisim1 degistirebildigi icin tiiketiciler i¢in digsal bir isaret olarak kabul edilmektedir (Szybillo &
Jacoby, 1974, s.74; De Nisco & Oduro, 2022, 5.597). Ancak mense iilke ile ilgili arastirmalar arttikga,
mense iilke kavramina yeni baglantilar ve farkli konseptler de eklenmeye baslanmistir. Bu durum,
kavramin siirekli evrim gegirdigini ve daha karmasik hale geldigini gostermektedir. Mense iilke etkileri,
sadece {iriin kalitesi ile sinirli kalmamakta, ayn1 zamanda tiiketicilerin iilkeye duyduklar giiven, kiiltiirel
baglantilar ve sembolik anlamlar gibi bir¢ok farkli faktorii de igermektedir.

Mense iilke ve ilgili kavramlar, fiyat, marka adi ve perakendeci itibar1 gibi diger digsal faktorlerden net
bir sekilde ayrismamaktadir (Steenkamp, 1990, s.309). Bununla birlikte, gesitli arastirmalar, mense
iilkenin yalmizca baska bir biligsel ipucu olmadigm duyusal/duygusal c¢agrisimlari oldugunu da
gostermistir. Dolayisiyla mense iilkenin tiiketiciler iizerindeki etkisinin tamamen kaliteye bagli bir
sinyal verme olarak agiklanamayacagi ortaya ¢ikmistir. Mense lilke etiketi kalite ipucu roliine ek olarak,
mense llkeye dair sembolik ve duygusal anlamlara sahiptir ve statii, orijinallik ve egzotiklikle gibi
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sinyallerle de iligkilendirilebilir (Steenkamp, 2001, s.30). Tiim bu yaklasimlara ek olarak Fournier
(1998) de mense iilkenin bir iriinii ulusal kimlikle iliskilendirdigini ve bunun belirli markalara ve
iiriinlere giiclii bir duygusal baglilikla sonuglanabilecegini bulmustur (Fournier, 1998, s.343). Bu
duygusal bag, tiiketicilerin belirli bir lilkeye veya kiiltiire duydugu hayranlikla daha da giiglenebilir.
Ayrica, menge lilke kavramu, tiiketicilerin gecmis deneyimleri ve anilari ile de baglantilidir, bu da mense
iilkenin algisin1 daha karmasik hale getirir.

Kavramin siirekli gelisen tanimlar1 ve kiiresel pazarlardaki yansimalarinin esnek ve ¢ok boyutlu yapisi
sebebiyle mense iilke etkileri geleneksel pazarlama karmasinin besinci unsuru olarak da
diisiiniilmektedir. Menge iilke Ozellikle ithal {riinler i¢cin uluslararasi pazarlama stratejilerini ve
tiikketicilerin dis pazarlardaki algilarin1 etkilemektedir (Felzensztein vd., 2004, s.73; Suter vd.,
2020,s.228). Mense iilkenin tiiketici degerlendirmeleri iizerindeki etkisi, bireysel etnosentrizm, ¢evre
bilinci ve iiretimi denetleyen kuruluslara duyulan giiven gibi faktdrlere dayanmaktadir. Ozellikle
gelismekte olan ekonomilerde, gelismis iilkelere ait iiriinlerin tercih edilmesi egilimi, menge tilkenin bir
kalite gostergesi olarak algilandigini ortaya koymaktadir. Mense iilkenin, tiikketici degerlendirmelerini
onemli ol¢iide etkilemesi, sinirli kaynaklara sahip gelismekte olan iilkeler i¢in ihracat firsatlari {izerinde
dogrudan etkiler yaratabilmektedir (Karimov & El-Murad, 2019, s. 265; Sharma, 2011, s. 290). Kiiresel
markalar, bu pazarlarda modernlik, gelecek ve refah sembolii olarak goriilmektedir (Steenkamp, 2000,
s. 30). Bu algi, yabanci iirlinlerin kitligi ve yiiksek maliyetlerine ragmen, kozmopolit elitlerin yabanci
kiiltiirlerle biitiinlesme cabalar1 ve tiiketicilerin liiks iirlinleri tercih ederek Bati tarzi bir yasam slirme
istegi gibi cesitli sosyokiiltiirel nedenlerle sekillenmektedir. Aym1 zamanda giivensizlik ve asagilik
kompleksi ile kiiresel tiiketici topluluguna katilma arzusu da bu algiy1 desteklemektedir (Salnikova &
Grunert, 2020, s. 147). Bu baglamda, mense iilke etkisi, psikolojik ve sosyokiiltiirel dinamiklerin
etkilesimde oldugu cok yonlii ve karmasik bir olgudur. Kiiresel rekabetin artmasiyla birlikte firmalar,
mense iilke stratejilerini daha da gelistirmek zorunda kalmaktadir.

Tiim bu baglamlarla birlikte mense iilke etkilerinin gida {iriinlerinin kiiresel pazarlardaki dolagimim ve
tiikketiciler tarafindan kabul edilebilirligini etkiledigi goriilmektedir. Gida iirtinlerinin tercih edilebilirligi
genis Olcekte cogunlukla tiiketicilerin kiiltiirel gegmisleri ile ilintili oldugu igin de mense {ilke kavrami
gida {riinleri i¢in olduk¢a Onemlidir. Gida {irlinleri ¢aligmalarinda, mense iilke agiklandiginda
tiikketicilerde iirline 6zgii diizeyinde mense iilke etkisinin etkinlestigi goriilmektedir. Mense iilke, gida
iiriinlerinde genel bir kabul veya reddi saglamak yerine, belirli iiriin 6zelliklerinin (6znitelige 6zgii)
degerlendirilmesini etkiler (Chryssochoidis vd., 2007, s.1518). Ornegin, bir iilkenin peynirlerinin
yiiksek kalite ve lezzet ile 6zdeslestirilmesi, tiiketicilerin bu peynirleri digerlerine tercih etmelerine
neden olabilir. Aynmi sekilde, kahve, cikolata gibi iiriinlerde de mense {ilke etkileri belirgin bir rol
oynamaktadir.

Daha 0Once yapilan arastirmalara gore tiiketiciler, gida pazarinda esas olarak tat ve fiyat lizerinden
rekabet ettikleri igin ithal iirlinler yerine yerel olarak {iretilen iiriinleri tercih etme egilimindedir
(Hamilton vd., 2020,s.110; Lloyd, 2017,s4). Bununla birlikte, gelismekte olan iilkelerde, tiiketicilerinin
iyl bir iine sahip {iilkelerden ithal mallar1 sevdigini ve maliyet, ambalaj gibi diger iiriin ipuglarinin
onemsiz veya gizli oldugu durumlarda yerli mallardan daha iyi oldugunu diisiindiiklerini
gostermektedir. Bu nedenle, 6rnegin Tiirkiye gibi gelismekte olan iilkelerdeki gida iireticileri ve diger
ireticiler, menselerini kesin ve net bir sekilde bildirmelidir (Camgo6z & Ertem, 2007, s.87). Bu tiir bir
seffaflik, tiiketicilerin tiriinlere olan giivenini artirabilir ve yerli {irlinlerin rekabet giiciinii ylkseltebilir.
Bu baglamda, mense iilkenin net bir sekilde belirtilmesi, tiiketicilerin iiriin hakkinda daha bilingli
kararlar almasini saglar.

Gida firtinleri ile ilgili ¢ok farkli {irlin gruplan {izerine yapilan ¢aligmalarda, mensge iilkenin gida
{iriiniiniin 6zelligine gore degerlendirildigi goze g¢arpmaktadir. Ornegin, Pakistan'da yapilan bir
calismada fast food tiiketicilerinin, fast food sirketlerinin se¢imleri tizerinde mense iilke kavraminin ¢ok
disiik din ve etnosentrizm seviyelerine sahip oldugunu gostermektedir. Benzer ¢aligsmalarda, mense
iilkeye yonelik tiikketici duygularinin, iirlin ve hizmetlerin kalitesini nasil algiladiklarini etkiledigi olumlu
ya da olumsuz satin alma niyetiyle sonuglandig1 da goriilmistiir (Kashif vd., 2015, s.2344; Muhamad
vd., 2017, s.484). Ya da igecek grubunda tiiketiciler 6zel giinler igin sarap satin aldiklarinda mense
iilkeye cok daha fazla dikkat ederken, kendi 6zel tiikketimleri icin sarap satin alirken, mense tilke daha
az Oonem tasir (Balestrini & Gamble, 2006, s.396). Bu durum, tiiketicilerin farkli kullanim amaglarina
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gore mense lilkeye verdikleri onemin degiskenlik gosterebilecegini ortaya koymaktadir. Ayrica, gida
diriinlerinin farkl kiiltiirel baglamlarda nasil algilandigini anlamak, kiiresel pazarlama stratejileri
agisindan biiylik 6nem tagimaktadir.

Gida iiriin gruplarinin ¢ok genis olmasi ve literatiir taramasi sonucunda gida iiriinlerine yonelik
calismalarin mense iilke kapsaminda olan sonuclarinda tutarsizliklar ve Orneklemler arasi biiyiik
farkliliklar oldugu goze carpmaktadir. Ayni zamanda son yillarda gida iriinleri ile ilgili ¢calismalarin
cesitlendigi ve oOzellikle gelismekte olan pazarlarda c¢aligmalarin arttigir belirlenmistir (Cairns,
2019,5.196; Hempel & Hamm, 2016,s.739; Salnikova & Grunert, 2020,s.157; Santeramo vd.,
2018,s.45). Bu baglamda gida firiinleri ve mense iilke kavramina yonelik calismalarin bibliyometrik
analizinin, kavram ile ilgili en ¢ok ¢alisilan konular1 ve trendleri ortaya ¢ikarmaya yardimci olacagi ve
gelecek calismalar i¢in yol analizi ¢izebilecegi 6ngdriilmiistiir. Bu tiir bir analiz, mense iilke etkilerinin
gida {irtinleri tizerindeki karmasik ve cok boyutlu etkilerini daha iyi anlamamiza yardime1 olabilir ve
gelecekteki arastirmalara yon verebilir. Ayn1 zamanda, bu analizler, isletmelerin pazar stratejilerini daha
etkin bir sekilde olusturmasina ve tiiketicilerin ihtiyaclarina daha iyi yanit vermesine olanak
tantyacaktir.

2. ARASTIRMANIN METODOLOJISI VE VERILER

Bibliyometrik analizler ge¢misi bilmeyi, arastirmalarin ilerlemesini anlamayr miimkiin kilan, aym
zamanda gostergeleri araciligiyla gelecekteki aragtirma hatlarmin gelistirilmesine olanak taniyan
calismalardir (Dinnie, 2004, s. 165). Belirli bir alanin evrimsel niianslarinin a¢iga ¢ikarmasini saglarken
aynt zamanda o alanda ortaya c¢ikan alanlara da 1sik tutmaktadir (Donthu vd., 2021, s.285).
Bibliyometrik analiz, biiyiik hacimli yapilandirilmamis verileri farkli yollarla anlamlandirarak, koklii
alanlarin birikmis bilimsel bilgisini ve farkliliklarini desifre etmek ve haritalamak i¢in kullanilirlar
(Farooq, 2024, s.339). Bu nedenle, iyi yapilmig bibliyometrik ¢aligmalar, bir alan1 yeni ve anlaml
yollarla ilerletmek igin saglam temeller olusturabilir; bilim insanlarinin konuya iligkin genel bakis elde
etmesini, bilgi bosluklarini belirlemesini, arastirma igin yeni fikirler tliretmesini ve alana yonelik
amaglanan katkilarin1 konumlandirmasini saglar ve giiglendirir.

Bu c¢alismada bibliyometrik analiz i¢in verilere Web of Science veri tabani kullanilarak 14 Mart 2024
tarihinde erisilmistir. Mense iilke ve gida triinleri ile ilgili calismalar1 kategorize edebilmek amaciyla
Web of Science veri tabaninda “country of origin” + food aramasi yapilmis ve 1,419 adet sonug
bulunmustur. Sonuglar arasindan &ncelikle Web of Science Index kategorilerinden SSCI (Science
Citation Index Expandedn) ve SCI (Social Sciences Citation Index) dergilerinde yayinlanan galismalar
secilmis ve veri sayis1 1,156 e indirgenmistir. Son olarak mense iilke ve gida iligkisi ile ilgili ¢aligmalarin
son on yil igerisinde yayinlanmis olmalar1 istenmis ve 2014-2024 yillar arasindaki ¢alismalar 777 adet
sonu¢ olusturmustur. Yayinlarin tiimii (n=777) makale formatindadir ve yayin yili, yazarlar, konu
kategorileri, 6zet ve yaymlanan akademik dergileri iceren Web of Science verisine tiim detaylariyla
erisilmistir.

Calismada Van Eck ve Waltman (2010) tarafindan gelistirilen ve kullanicilara agik erigsim olanag:
saglayan VOSviewer programi verilerin analizi i¢in kullanilmistir. VOSviewr bibliyometrik haritalarin
olusturulmas1 ve goriintiilenmesi i¢in gelistirilen bir veri analizi programidir (Van Eck & Waltman,
2010, s.523). Programda kullanilan bibliyometrik analiz dl¢limleri 6zellikle orta ve biiyiik veri
kiimelerinde daha iyi sonuglar vermektedir (Van Eck vd., 2010, 5.2405).VOSviewer programinin veriyi
gorsel olarak haritalamaya, veriler arasindaki iliskileri hesaplamaya ve iki boyutlu olarak
gorsellestirmeye yarayan  harita metodu, yazarlar, iilkeler, anahtar kelimeler ve atiflar igin
kullanilmistir. Ayni programin kiimeleme analizi ise konular1 kiimelemek ve en ¢ok hangi konularda
yayin yapildigini belirlemek i¢in kullanilmistir. Gorsel haritalarin ve analizlerin yorumlart bulgular
boliimiinde detayli olarak agiklanmuistir.

3. ARASTIRMANIN BULGULARI
3.1. Yaymlar ve Cografi Dagilimlarn

Belirli bir alanda yapilan ¢aligmalarin bilimsel bilimsel aragtirma alaninin gelisme trendini 6lgmek i¢in
onemli bir gostergedir (Van Nunen vd., 2018, s.248). Tablo 1 de oOzetlendigi gibi son on yilin
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yaymlarinin sayilarinda artig goriilmektedir. 2015 — 2023 yillar1 arasinda toplam akademik ¢alismalarin
kazandig1 ivme en yiiksek rakamina 2021 yilinda ulasmistir. Bu ani yiikselis Covid-19 pandemisi
sirasinda gida sektoriinde lojistik faaliyetlerinin azalmasi ile yasanan degisimlerle ilgili ¢alismalarin
artmasiyla agiklanabilir. Bu ani yiikselis i¢in bir bagka agiklama da 2012 yilinda baslayan siirecte
Amerika Birlesik Devletleri’nin glimriik ve sinir yasalarinda degisiklige gitmesi ve iilkeye ithal olarak
giren tiim gida triinlerine mense iilke etiketini zorunlu kilmasi olabilir. ABD ve Avrupa Birligi
hiikiimetlerinin ¢ikardig1 yasalar, ¢esitli et, meyve, sebze ve diger cesitli gida {irlinlerinin satin alma
noktasinda mense iilke bilgisinin verilmesini zorunlu kilmistir (Newman vd., 2014, s.505). Bu degisiklik
ozellikle Amerika Birlesik Devletleri ile gida iiriinii ticareti yapan tiim iilkeleri etkilemis ve mense iilke
kavraminin gida tiriinlerine yonelik 6nemini de ortaya ¢ikarmistir.

Tablo 1. Mense Ulke ve Gida Uriinleri ile lgili Calismalarin Sayisi

Yillar icerisinde Mense Ulke ve Gida Uriinleri Calismalari
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
61 66 55 81 76 89 132 97 89 31

Kaynak: Tablo yazarlar tarafindan olugturulmustur.

Calisma sayilarindaki degisim, caligmalarin yayinlandig iilkelerle de uyum gostermektedir. Amerika
Birlesik Devletleri 164 makale ile ilk sirada yer alirken, diinyada gida alaninda ihracat rakamlarinda
oldukea yiiksek olan Cin 79 ¢alisma ile ikinci sirada ve Avrupa Birligi iilkeleri toplamda 430 yayinla
listenin kalanimi olugturmaktadirlar. Menge iilke ve gida ¢alismalan ile ilgili en ¢ok yaymn yapan
iilkelerin siralamasi, makale sayisi, atiflar1 ve toplam baglanti giigleri Tablo.2 de verilmistir.

Tablo 2. Mense Ulke ve Gida Uriinleri Alaninda En ¢ok Atif Yapan Ulkeler

Yazar Ad1 Makele Sayis1 Atf Sayis1 Toplam Ag Giicii
Amerika Birlesik devletleri 164 2876 521
Cin 79 1592 413
Danimarka 28 1110 259
Italya 101 2066 230
Ingiltere 68 1695 220
Almanya 77 1503 219
ispanya 64 1437 182
Avusturalya 52 770 179
Hollanda 38 1187 79
Belcika 30 903 74

Kaynak: Tablo yazarlar tarafindan olusturulmustur.

Bu alanda en ¢ok yayin yapan iilkelerin yayin sayist en yiiksek on iilke incelendiginde alti iilkenin
Avrupa Birligi tilkeleri oldugu goriilmektedir. Avrupa Birliginin ortak ticaret anlagmalarinin bulunmasi
ve Avrupa Birligi lilkeleri icerisinde gida ithalat ve ihracatinin daha yiiksek oranda bulunmasi
calismalarin da bu iilkelerde toplanmasina sebebiyet vermis olabilir. Tiim iilkelere bakildiginda Tiirkiye
46. Siradadir. Aynm1 zamanda listenin kalan1 incelendiginde gelismekte olan iilkelerin bu alanda yayin
sayisinin son yillarda arttig1 goriilmektedir, Brazilya (18), Tayvan (19), Sili (33), Malezya (36), Tayland
(37) gibi gelismekte olan tilkelerin gida alanindaki ¢aligmalar 6nem vermeye basladigi sdylenebilir.

3.2. Yazarlar ve Atiflar

Aragtirmanin kapsaminda olan 777 calisman toplam 3269 yazar tarafindan yazilmigtir. VOSviewer
programinda yazarlarin yayinlart minimum ii¢ adet olarak segildiginde 80 yazarm bu esigi gectigi
goriilmiistilir. 5 ve daha fazla yaym yapan yazarlar ise toplamda 15 kisidir ve tiim yazarlarin %0.45 ini
olusturmaktadir. Bu alanda en ¢ok yayin sayisina sahip ilk on yazar ise, asagidaki tabloda baglanma
gliclerine gore siralanmistir. Belirli bir degisken i¢in toplam baglanti giicli ise sirasiyla bir maddenin
diger maddelerle olan baglanti sayisim1 ve bir maddenin diger maddelerle olan baglantilarinin toplam
gliciinii gosteren bir degerdir. Ortak yazarlik baglantilar1 olmasi durumunda aglantilar 6zelligi, belirli
bir aragtirmacinin diger arastirmacilarla olan ortak yazarlik baglantilarinin sayisini ifade eder. Toplam
baglanti giicli 6zelligi, belirli bir aragtirmacinin diger arastirmacilarla olan ortak yazarlik baglantilarinin
toplam giiclinii gosterir.
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Tablo 3. Mense Ulke ve Gida Uriinleri Alaninda En Cok Yayin Yapan Yazarlar

Yazar Adi Makele Sayisi Atif Sayisi Toplam Ag Giicii
Jessica Aschemann Witzel 5 217 10
Susanne Pedersen 5 217 10
John Thogersen 6 143 10
Mo Chen 6 143 8
Shiju Yin 6 143 8
Zhifeng Gao 18 440 5
‘Wuyang Hu 5 252 5
Chenguang Li 6 80 5
David Ortega 6 204 4
Holly H.Wang 7 262 4

Kaynak: Tablo yazarlar tarafindan olusturulmustur.

Yazarlar arasindaki ortak c¢aligmalara bakildiginda ise ii¢ ve lizeri yayimn yapan 80 yazar arasinda 21
baglant1 bulunmustur. Ortak yazarlik bir alandaki yakin bir konuda calisan yazarlar1 belirtir ve gelecek
is birliklerinin de bir gostergesi olarak kabul edilebilir. Yazarlarin mensge iilke ve gida alanindaki
caligmalardaki is birliklerin Sekil.1 de gosterilmektedir. Sekil igerisindeki kiimelerin biiyiikliigii yaym
sayisini, yazarlar arasindaki baglanti cizgileri ise iki yazar arasindaki is birligini gostermektedir. Bu
baglamda Zhifeng Gao, Holly H. Wang ve Shiju Yin ortak yayin giicii agisindan son on yil igerisindeki
en kuvvetli yazarlardir.

Sekil 1. VOSviewer Ortak Yazarli Calisma Ag Gdosterimi

roosgqy jutta
gao,shijun
grehitus, carola

zheng, qiujie h
chen, junhong li, chenguang ma. NENEYUN nayga, rogelfo m., jr. -
bai, junfei an, fei
wangili holly gao, zhifeng liu, ruifeng hu, viliyang
lai, john yin/shijiu wang, yiqin
ortegd, david |. heng yan
wu,linhai chep, mo

2017 2018 2019 2020 2021
Kaynak: VOSviewer Ortak Yazarli Calisma Ag Gosterimi
3.3. Atif Analizi

Atif analizi menge iilke ve gida alaninda yapilan calismalar igerisinde hangi yaymin kac kere diger
calismalar tarafindan atif aldigin1 gdsteren bir analizdir. Web of Science verileri dogrultusunda
¢alismanin kapsaminda olan makaleler igerisinde toplamda 35479 atif bulunmustur. Es-atif (co-citation)
analizinde ise minimum yirmi kere birlikte atif alan caligsmalar 54 adettir. Es- atif analizi ¢caligmalarin
birlikte atif almasin1 ifade eder ve iki yayin ne kadar fazla birlikte atif aldiysa yayinlarin benzerliklerinin
yiiksek olduklari kabul edilir. Es-atif analizi sonuclar1 Sekil.4 de gosterilmistir. Biiylik kiimeler yaymin
ne kadar atif aldigim belirtirken, iki yayin arasindaki mesafelerin kisaligi kuvvetli bir iliskiyi ve yiiksek
benzerligi ifade eder.
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Sekil 2. Ortak Atif Analizi Yogunluk Gosterimi

001, eur rev

Kaynak: Vosviewer Ortak Atif Analizi Yogunluk Gosterimi

Bu baglamda es-atif sonuglar1 incelediginde gida iiriinlerine iligkin politika, yasalar, gida kalitesi ve gida
giivenligi ile ilgili yaymnlarin birlikte ¢alisilan bir grubu, mense iilke ve gidalara tiiketicilerin algilar
tarafindan yaklasan ¢aligmalarin ise diger bir grubu olusturdugu goriilmektedir.

3.4. Universite ve Organizasyonlar

Calismada kullanilan veri seti igerisinde 777 ¢alisma igin 1343 farkli aragtirma kurumu katki saglamistir.
1343 kurum igerisinden 2 adet yayimi olan kurumlar 6rneklemin %26 smi (n=349), 3 yaymi olan
kurumlar 6rneklemin %12 sini (n=158), 4 yayimni olan kurumlar 6rneklemin %37 sini (n=97) ve 5 yayini
olan kurumlar ise 6rneklemin %4 iinii (n=49) olusturmaktadir. Tablo.4 mense lilke ve gida alaninda en
verimli ve ag giicii en yiiksek ilk on kurumu gostermektedir.

Tablo 4. Mense Ulke ve Gida Calismalarinda En Cok Yaym Yapan Kurumlar

Sira  Kurum Ulke Yayin Sayisi Atif Sayisi Ag Giicii
1 Florida Universitesi AB.D 30 694 22
2 Ghent Universitesi Belgika 15 431 19
3 Zaragoza Universitesi Ispanya 9 120 17
4 Gothenburg Universitesi Isvigre 6 79 15
5 Pecs Universitesi Macaristan 5 41 15
6 College of Natural Resources Bhutan 5 203 13
7 Purdue Universitesi AB.D 9 285 12
8 Arizona State Universitesi A.B.D 8 142 11
9 China Agricultural University Cin 7 183 10
10 Michigan State Universitesi A.B.D 9 260 10

Kaynak: Tablo yazarlar tarafindan olugturulmustur.

Tablo.4 incelendiginde menge iilke ve gida alaninda en yiiksek ag giicline sahip ve en yiiksek atif
sayisina sahip kurumun Florida Universitesi oldugu goriilmektedir. Aynm zamanda 30 yayinla en yiiksek
yayin sayisina da sahiptir. Florida Universitesinin ardindan 15 yaymla Belgika Ghent Universitesi en
yiiksek yayim ve ag giiciine sahip kurumdur. ispanya Zaragoza Universitesi, Purdue Universitesi ve
Michigan State Universitesi 9 ar yayinla yayin sayisinda iigiincii sirada yer almaktadirlar. En ¢ok yayimn
yapan 10 kurum igerisindeki {iniversitelerden dort kurum Amerika Birlesik Devletleri’'nde, dort kurum
Avrupa da iki kurum ise Asya da bulunmaktadir. Universiteler arasindaki is birliklerinde Florida
Universitesi 22 yaynla en yiiksek ortak yayin sayisina sahiptir.
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3.5. Dergiler

Calismada incelenen 777 yaym toplamda 331 farkli dergide yaymlanmistir. Bu ¢aligma kapsamindaki
tiim yayinlar, Web of Science veri tabanindan SSCI ve SCI olarak siirlandirildig1 i¢in tiimii uluslararasi
hakemli dergilerdir. 2 yaymi olan dergiler 6rneklemin %27 sini (n=91), 3 yaymi olan dergiler
orneklemin %16 (n=52), 4 yaym olan dergiler %11 ini (n=37), 5 ve lizeri yaym olan dergiler ise
orneklemin %8 ini olusturmaktadirlar. Mense iilke ve gida alaninda en ¢ok yayma sahip ilk on dergi,
Tablo. 5 de, ag haritas1 goriintiisii ise Sekil.3 de gosterilmistir.

Tablo 5. Mense Ulke ve Gida Caligmalarinda En Cok Yayin Yapan Dergiler

Sira  Yayinci Yayin Sayis1  Atif Sayisi Ag Giicii
1 British Food Journal 58 879 6319
2 Food Quality and Preference 29 684 6258
3 Sustainability 32 441 6083
4 Foods 36 318 5300
5 Food Policy 11 579 3945
6 Agribusiness 12 138 3512
7 Meat Science 14 401 2550
8 Appetite 12 409 2101
9 Journal of Cleanar Production 9 288 2024
10 Canadian Journal of Agricultural Economics 6 56 1934

Kaynak: Tablo yazarlar tarafindan olusturulmustur.

Tablo.5 de goriildiigii izere mense iilke ve gida alaninda en ¢ok yayin yapan dergi 58 yayinla British
Food Journal dir. British Food Journal gida alaninda yayinlara yer ver eden en eski dergilerden biridir
ve gida ile iligkili tiim sektorlere, trendlere ve giincel caligsmalara yer vermektedir. Yayin sayisinda ikinci
sirada bulunan Food Quality ve Preference dergisi de benzer sekilde gida galismalari alaninda en etkili
yayncilardan biridir. Tabloya bakildiginda bu alanda yayinlanan ¢aligmalarin ¢ogunlukla gida konusu
merkezli dergilerde yayinlandigi goriilebilir. Bu alanda 5 ve iizeri ¢alisma yaymlayan ilk otuz dergi
arasinda da pazarlama dergileri bulunmamaktadir. Pazarlama alanindaki dergilerde mense iilke ve gida
ile iligskin ¢aligmalarin yer almamasi ya da yazarlar tarafindan tercih edilmemesi, gida ¢alismalarinin
pazarlamanin biiyiik 6l¢ceginin disinda kaldig1 seklinde yorumlanabilir.

Sekil 3. Alanda Yaym Sunan Dergilerin Ag Gdsterimi
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Kaynak: Vosviewer Alanda Yayin Sunan Dergilerin Ag Gosterimi
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3.6. Konu Kategorileri

Yayinlarin bagliklarinda ve 6zetlerinde kullanilan kelimeler arastirmacilar igin mense iilke ve gida
iligkileri kapsaminda ana ¢aligma konular1 ve aragtirma trendleri ile ilgili ip u¢lart verebilir. Bu ¢aligma
kapsamindaki 777 sonug igerisinde oncelikle es-ortaya ¢ikis (co-occurence) analizi en sik karsilagilan
anahtar kelimeler iizerinden yapilmistir. VOSviewer programinda kelimelerin minimum ortaya ¢ikis
siklig1 10 olarak ayarlanmistir. Bu baglamda yapilan kiimeleme analizi sonucunda, 104 ¢alisma esigi
gecmistir. Esik degerin {izerindeki ¢aligmalar arasinda 5 adet kiime bulunmustur. Kiime analizinin ag
gosterimi ve yillara gore renk kodlu ag gosterimi Sekil.2 ve Sekil.3 de gosterilmistir.

Sekil 4. Es Ortaya Cikis Analizi Ag GOsterimi
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Kaynak: Vosviewer Eg Ortaya Cikis Analizi Ag Gosterimi
Sekil 5. Yillara Gore Es Ortaya Cikig Gosterimi
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Kaynak: Vosviewer Es Ortaya Cikis Analizi Ag Gosterimi
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Ortaya cikan anahtar kelime kiimeleri incelendiginde mense {ilke ve gida ¢aligmalarinda en sik
kullanilan anahtar kelimelerin tiiketici ile iliskili (beklenti, davranis, kabul etme) oldugu goriilmektedir.
Ayn1 zamanda gelisen pazarlar, politika ve gida gilivenilirligi de calismalarda son yillarda ortaya
cikmaktadir. Tablo.6 da gosterildigi gibi, mense iilke ve gida iriinii calismalarinda en sik kullanilan
anahtar kelimeler bes farkli kiime altinda toplanmistir. Bu kiimeler, ilgili arastirma konularinin ve
anahtar kavramlarin gesitli yonlerini vurgulamaktadir. Genel olarak, Tablo 6 da yer alan kelimeler,
mengse lilke ve gida tirlinleri konusundaki arastirmalarda kullanilan temel kavramlar1 ve bu kavramlarin
cesitli yonlerini kapsamaktadir. Bu kavramlar, tiiketici davraniglari, iiriin kalitesi, algilar ve pazarlama
stratejileri gibi genis bir yelpazede dnemli bilgiler sunmaktadir.

Tablo 6. Mense Ulke ve Gida Uriinii Calismalarinda En Sik Kullanilan Anahtar Kelimeler

1. Kiime 2. Kiime 3.  Kiime 4. Kiime 5. Kiime

Anahtar Tutum Tiiketici Tercihleri  Kabul etme Se¢im Politika
Kelimeler Davranig Ozellikler Siniflandirma Saglik Uriinler

Marka Gida kalitesi Beklenti Bilgi

Tiiketici Gida giivenirligi Lezzet Algt

Tiiketici Davranisi  Talep Cografi Isaret Boliimlendirme

Gelisen Pazarlar Odeme istekliligi Etiket Stirdiiriilebilirlik

Gida Uriinleri Tanimlama Tiiketici Davranisi

Bilgi Tercih Kiime Analizi

Yerel Gidalar Kalite

Pazarlama

Inovasyon

Niyet

Etnosentrizm

Kaynak: Tablo yazarlar tarafindan olusturulmustur.

Tablo.6. incelendiginde ilk kiimenin genel olarak tiiketici tutum ve davranislar ile iliskili oldugu
goriilmektedir. Bu kiimede yer alan anahtar kelimeler arasinda "Tutum", "Davranis", "Marka",
"Tiiketici", "Tiiketici Davranis1", "Gelisen Pazarlar", "Gida Uriinleri", "Bilgi", "Yerel Gidalar",
"Pazarlama", "inovasyon”, "Niyet" ve "Etnosentrizm" bulunmaktadir. Bu kelimeler, tiiketicilerin belirli
markalar veya urilinler karsisindaki tutumlarini, davraniglarini ve tercihlerini anlamak i¢in yapilan
arastirmalarda siklikla kullanilmaktadir. Ozellikle gida iiriinleri ve yerel gidalar konularinda tiiketici
davraniglarinin pazarlama stratejilerine etkisi incelenmektedir. Etnosentrizm ve niyet gibi kavramlar,
tiikketicilerin yerli ve yabanci iirlinlere yonelik algilarini ve tercihlerini sekillendiren 6nemli faktorler
olarak 6ne ¢ikmaktadir. Ikinci kiimede ise gida kalitesi ve gida ozelliklerinin mense iilke kavramu ile
iligkinin incelendigi goriilmektedir. Bu kiimede "Tiiketici Tercihleri", "Ozellikler", "Gida Kalitesi",
"Gida Giivenirligi", "Talep" ve "Odeme Istegi" gibi anahtar kelimeler bulunmaktadir. Bu kavramlar,
tilketicilerin gida iirlinlerinin kalitesi ve giivenilirligi konusundaki beklentilerini ve tercihlerini
incelemektedir. Gida kalitesi ve giivenirligi, tiiketici tercihlerini ve 6deme istekliligini etkileyen kritik
faktorlerdir. Bu tiir arastirmalar, gida {irlinlerinin pazarlanmasi ve tiiketici taleplerinin karsilanmasi
acisindan &nemli stratejik bilgiler saglamaktadir. Ugiincii kiimede ise tiiketicilerin gida iiriinlerini
tanimlama ve kabul etme davranmislarima yonelik c¢aligmalar bulunmaktadir. "Kabul Etme",
"Siniflandirma", "Beklenti", "Lezzet", "Cografi Isaret", "Etiket", "Tanimlama", "Tercih" ve "Kalite" gibi
anahtar kelimeler yer almaktadir. Bu kavramlar, tiiketicilerin gida iiriinlerini nasil siniflandirdiklarini,
etiket ve cografi isaret gibi faktorlerin tiiketici algilari iizerindeki etkilerini arastirmaktadir. Uriin
tamimlama ve kabul etme siiregleri, tiiketici beklentileri ve lezzet algis1 gibi unsurlarla yakindan
iligkilidir. Cografi isaretler ve etiketleme, iiriinlerin mense iilke etkisiyle nasil algilandigmi ve
degerlendirildigini gdstermektedir.

Dordiincii kiimede ise kelimelerin tiiketici se¢cimi ve algist alaninda yogunlastigi goriilmektedir. Bu
kiimede "Secim", "Saghk", "Bilgi", "Alg1", "Boéliimlendirme", "Siirdiriilebilirlik" ve "Tiiketici
Davranis1" gibi anahtar kelimeler bulunmaktadir. Bu kavramlar, tiikketicilerin gida tirtinleri konusundaki
secimlerini, saglik algilarin1 ve bilgi diizeylerini incelemektedir. Siirdiiriilebilirlik ve bélimlendirme,
tilketici gruplariin farkli tercih ve algilarim1 anlamak icin Onemlidir. Kiime analizi, tiiketici
davraniglariin ve algilarimin cesitli demografik ve psikografik faktorler gercevesinde nasil farklilik
gosterdigini arastirmaktadir. Son kiimede ise mense iilke ve gida iriinlerine iligkin politikalarin
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incelendigi gorlilmektedir. Bu ¢aligsmalarda gida iiriinleriyle ilgili politika olusturma siireglerini ve bu
politikalarin {irtinler iizerindeki etkilerini arastirmaktadir. Politika, gida giivenligi, kalite standartlar1 ve
pazarlama stratejileri gibi konularda diizenleyici cergeveler olusturulmasinda kritik bir rol
oynamaktadir.

4. SONUC VE ONERILER

Bu arastirmada, mense iilke ve gida ¢alismalarinin kiiresel trendleri son on yil igerisinde yayimlanan
akademik yayinlarla incelenmistir. Mense iilke kavrami ve ilgili ¢alismalar kiiresellesme ile paralel
olarak 1960’11 yillardan beri hiz kazanarak devam etmektedir. Gida iirlinlerinin pazarlama ¢aligsmalari
ise literatiirde ¢ok genis bir yeri olan ve pazarlamanin her alaninda devam eden genis bir arastirma
agindan olusur. Son yillarda Amerika Birlesik Devletleri ve Avrupa Birligi’nin uygulamaya koydugu
yeni ticaret yasalar1 ile mense iilke ve gida konusunda yapilan ¢aligmalar hiz kazanmigtir. Bu ¢calismada
2014-2024 yillar1 arasinda Web of Science veri tabaninda bulunan toplam 777 calisma, 3269 yazar ve
101 iilke calismaya dahil edilmistir.

Mense iilke ve gida alanindaki ¢alismalarin bes farkli grupta toplandigi belirlenmistir. Bunlar; tiiketici
tutum ve davraniglari, gida kalitesi ve gida giivenligi, gida {iriinleri kabulii, tiikketici segimleri ve gida
politikalar1 olarak Ozetlenebilir. Arastirma konularina bakildiginda mense iilke kavraminin kiiresel
tilketiciler acisindan etkilerinin incelendigi c¢aligmalarin arttigr goriilebilir. Ayn1 konularda atif
sayilarinda ve ortak yazarli ¢aligmalarda da artig goriilmektedir. Tiiketici davranigi arastirmalarindaki
bu yiikselis, mense iilke ve gida calismalarinin 6niimiizdeki dénemlerde pazarlama stratejilerinde de
onem kazanacagina dair bir gosterge olarak yorumlanabilir. Ayn1 zamanda gelisen pazarlar, politika ve
gida giivenilirligi de calismalarda son yillarda ortaya ¢ikmaktadir.

Mense iilke ile ilgili regiilasyonlarin varligi ve gida iirlinii ihracatlarinda lider bir konumda olmasi ile
Amerika Birlesik Devletleri en son on yil igerisinde 164 makale ile ilk sirada yer almaktadir.
Calismalarin cografi dagilimina bakildiginda, Amerika Birlesik Devletleri 164 makale ile bag1 ¢ekerken,
Cin 79 makale ile ikinci sirada ve Avrupa Birligi iilkeleri toplamda 430 makale ile liglincii sirada yer
almaktadir. Tiirkiye ise 46. sirada yer alirken, Brezilya, Tayvan, Sili, Malezya ve Tayland gibi
gelismekte olan iilkelerin de bu alanda giderek daha fazla yayin yaptig1 goriilmektedir.

2015-2024 yillart arasinda toplam akademik calismalarin kazandigi ivme en yiiksek rakamina 2021
yilinda ulagmistir. ABD ve Avrupa Birligi hiikiimetlerinin ¢ikardigi yasalar, cesitli et, meyve, sebze ve
diger cesitli gida iirtinlerinin satin alma noktasinda mense {ilke bilgisinin verilmesini zorunlu kilmistir
(Newman vd., 2014). Bu degisiklik, 6zellikle Amerika Birlesik Devletleri ile gida {iriinii ticareti yapan
tiim tilkeleri etkilemis ve mense {ilke kavraminin gida tiriinlerine yonelik 6nemini de ortaya ¢ikarmistir.

Aragtirmanin kapsaminda olan 777 ¢alisma, toplam 3269 yazar tarafindan yazilmistir. Bes ve daha fazla
yayin yapan yazarlar ise toplamda 15 kisidir ve tiim yazarlarin %0.45'ini olusturmaktadir. Bu baglamda,
Zhifeng Gao, Holly H. Wang ve Shiju Yin, ortak yayn giicili agisindan son on y1l i¢erisindeki en kuvvetli
yazarlardir. Web of Science verileri dogrultusunda ¢alismanin kapsaminda olan makaleler icerisinde
toplamda 35,479 atif bulunmustur. Ortak-atif (co-citation) analizinde ise minimum yirmi kere birlikte
atif alan ¢aligmalar 54 adettir. Bu baglamda es-atif sonuglari incelendiginde, gida iirlinlerine iliskin
politika, yasalar, gida kalitesi ve gida giivenligi ile ilgili yayinlarin birlikte ¢alisilan bir grubu; mense
iilke ve gidalara tiiketicilerin algilar1 tarafindan yaklasan caligsmalarin ise diger bir grubu olusturdugu
goriilmektedir.

Calismalar, 1343 farkli arastirma kurumu tarafindan desteklenmistir. Florida Universitesi, 30 yayinla en
yiiksek yayn sayisina sahip kurumdur. Bunu, 15 yayinla Bel¢ika Ghent Universitesi ve dokuzar yayinla
Ispanya Zaragoza Universitesi, Purdue Universitesi ve Michigan State Universitesi takip etmektedir. Bu
calismalarda toplamda 331 farkli dergide yayin yapilmistir. British Food Journal, 58 yayinla en fazla
yayna sahip dergidir. Ikinci sirada Food Quality and Preference dergisi yer almaktadir. Bu dergilerin
cogunlukla gida konusuna odaklandigi ve pazarlama dergilerinde daha az yaym bulundugu
gdzlemlenmistir.

Calisma konularinin kiime analizinin sonucunda mense {ilke kavrami ve gida iirlinlerine iligkin siklikla
calisilan konular belirlenmis ve literatiirde arastirmalarin tiiketici davranisi ve gidalarin 6zelliklerine
iliskin ana bagliklarda toplandigi goriilmiistiir. Bu baglamda mense iilke ve gida iriinleri ile ilgili
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pazarlama arastirmalarinda gelecek caligmalarda incelenebilecek arastirma alanlari da belirlenmistir.
Aragtirmanin sonucunda mense lilke ve gida iirtinleri ile ilgili akademik alanda ¢alisabilecek birkag¢ konu
Onerisi tespit edilmistir.

Mense iilke ve gida triinleri ile ilgili 6zellikle farkli demografik gruplar ve kiiltiirel arka planlar
arasindaki farklar incelenebilir ve kiiresel pazarlar arasinda rekabet giiciinii etkileyecek faktorler
ortaya ¢ikarilabilir. Bu tiir arastirmalar, pazarlama stratejilerinin hedef kitleye gore
Ozellestirilmesini saglayabilir.

Mense ilke etiketlemesinin farkli {iriin kategorilerinde (6rnegin, organik iiriinler, liiks gida {irtinleri)
nasil farkli algilandigini incelenebilir ve pazarlama tutundurma stratejilerinde etiketlemenin 6nemi
ortaya c¢ikarilabilir.

Sosyal medya ve dijital platformlarda mense {ilke imajinin nasil etkili bir sekilde kullanilabilecegini
incelenebilir ve gida alaninda dijital pazarlama stratejilerinin gelistirilmesine katki saglayabilir.

Mense iilke imajinin marka kimligi ve deger tekliflerine nasil entegre edilebilecegini arastirilabilir
ve bu aragtirmalar gida markalarin farkli pazarlarda rekabet avantaji elde etmelerine yardimet
olabilir.

Mense iilke ve gida iiriinleri ¢caligmalarinin degerlendirilmesi, akademisyenlerin ve yoneticilerin, var
olan literatiir 15181nda, tiiketicilerin belirli bir yabanci iilkeden gelen iiriinleri nasil algiladiklarini, ithal
iiriinlere verdikleri tepkileri ve mense iilke iiriinlerine iliskin toplam algilarim anlamaya yardimeci
olacaktir. Bu bilgiler, ayn1 zamanda, tiiketici davranislarin1 ve tercihlerini etkileyen faktorleri daha
derinlemesine anlamamiza olanak tanir.

YAZARLARIN BEYANI

Katki Orani Beyani: Yazarlar ¢calismaya esit oranda katki saglamistir (%50, %50).

Destek ve Tesekkiir Beyani: Calismada herhangi bir kurumdan destek alinmamustir.

Catisma Beyani: Caligmada hi¢bir kurum ya da kisiyle potansiyel ¢ikar ¢atismasi s6z konusu degildir.

Etik Kurul Onay:: Bu ¢alisma igin etik komite onay1 gerekliligi yoktur.
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GENISLETILMIS OZET
Amac ve Kapsam:

Bu arastirmanin amaci Tunus'taki sosyal medya influencer pazarlama kampanyalarinin derinlemesine nitel
analizini ylirlitmektir. Calisma, influencer'larin kitleleriyle nasil etkilesime girdigini ve bu etkilesimlerin tiiketici
davranisini ve marka algisini nasil sekillendirdigini anlamaya odaklanmaktadir. WorldWide Studies'den Samy
Chaffai ve Natura Siberica'dan Yousr Ferjani olmak iizere iki 6nemli influencer'in kampanyalarin1 inceleyerek, bu
arastirma, Tunus'un benzersiz sosyo-kiiltiirel baglaminda influencer pazarlama stratejilerinin etkinligini
kesfetmeyi amaglamaktadir. Calisma, kiiltiirel alaka, 6zgiinliik ve sosyal medya platformlarinda icerigin stratejik
kullanimi gibi faktdrleri goz oOniinde bulundurarak, bu bolgedeki influencer pazarlamasinin dinamiklerini
tanimlamay1 ve agiklamay1 amaglamaktadir.

Yontem:

Bu aragtirma nitel bir yaklasim benimseyerek Yousr Ferjani ve Samy Chaffai'nin kampanyalarini incelemek igin
vaka ¢aligmasi analizini kullanmaktadir. Calisma, kiiresel olarak influencer pazarlamasinin evrimini ve Tunus'taki
belirli tezahiirlerini inceleyen ayrintili bir literatiir incelemesine dayanmaktadir. Veriler, kampanya materyalleri,
sosyal medya gonderileri ve hedef kitle etkilesimleri gibi ikincil kaynaklarin bir kombinasyonu ve bu influencer'lar
tarafindan iretilen icerigin tematik analizi yoluyla toplandi. Analiz, igerik stratejisi, hedef kitle katilimi ve
kampanyalarin marka algist ve tiikketici davranigi iizerindeki genel etkisi gibi temel yonlere odaklandi. Nitel
yontem, influencer'larin kisisel markalarmin ve 6zgiinliigiiniin pazarlama ¢abalarmin basarisina nasil katkida
bulunduguna dair ayrintili bir anlayis saglamistir.

Bulgular:

Bulgular, Tunus'taki influencer pazarlama kampanyalarinin basarisi i¢in 6zgiinliik ve kiiltiirel alaka diizeyinin ¢ok
onemli oldugunu ortaya koymaktadir. Hem Yousr Ferjani hem de Samy Chaffai, kitlelerini etkilemek i¢in kisisel
anlatilarin1 ve giivenilirliklerini etkili bir sekilde kullanmislardir. Yousr Ferjani'nin Natura Siberica i¢in yaptigi
kampanya, kitlenin ilgisini siirdiirmek ve etkilesimi artirmak i¢in Instagram Reels ve TikTok videolar: gibi ¢esitli
igerik formatlarimi kullanmanin 6nemini vurgulamistir. Benzer sekilde, Samy Chaffai'nin egitim kampanyasi,
onlarin beklentileriyle uyumlu degerli ve bilgilendirici icerikler saglayarak kitlesiyle yanki bulmustur. Caligsma,
etkileyicilerin takipgileriyle kisisel diizeyde baglanti kurma becerisiyle birlesen stratejik igerik olusturmanin,
tiiketici giivenini olusturmada ve satin alma kararlarini etkilemede 6nemli bir rol oynadigini bulmustur.

Sonug ve Tartisma:

Aragtirma, Tunus'ta influencer pazarlamasinin, kitlenin kiiltiirel ve sosyal baglamina gore uyarlandiginda en etkili
oldugu sonucuna varmistir. Bu kampanyalarin basarisi, 6zgiinliigilin, stratejik igerik planlamasinin ve kigisel
markasi tanitilan iiriin veya hizmetle uyumlu olan etkileyicilerin dikkatli bir sekilde se¢ilmesinin dnemini vurgular.
Calisma ayrica, ozellikle tiiketicilerin giderek daha bilgili ve segici oldugu Tunus gibi bir pazarda pazarlama
hedeflerine ulagirken 6zgiinliigii koruma zorluklarini da vurgular. Bu arastirmadan elde edilen i¢goriiler, benzer
kiiltiirel baglamlarda etkileyici pazarlamay: kullanmayi hedefleyen markalar i¢cin degerli rehberlik saglar.
Gelecekteki aragtirmalar, bu tiir kampanyalarin marka sadakati ve tiiketici davranigi izerindeki uzun vadeli etkisini
farkli baglamda arastirabilir.
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1. INTRODUCTION

Social media has revolutionized communication and marketing, with influencer marketing standing out
as a particularly effective strategy. Influencers leverage their credibility on platforms like Instagram and
TikTok to engage audiences and promote products in a way that feels authentic (Lou & Yuan, 2019;
Sanny et al., 2020). In Tunisia, where digital engagement is growing rapidly, this approach is
increasingly influential.

With about 66% of Tunisians active on social media as of 2021 (DataReportal, 2021), the country
presents a unique landscape for studying influencer marketing. Local influencers, who cater to a diverse
range of interests, have become central to marketing strategies, offering valuable insights into consumer
engagement and brand perception (Jaziri, 2019).

This article explores the evolution of influencer marketing in Tunisia, focusing on two case studies:
“Study Abroad With Samy Chaffai” and “Yousr Ferjani (YoTips) and Natura Siberica.” By analyzing
these campaigns, the research addresses key questions about the effectiveness of influencer strategies
and provides practical recommendations for brands operating in similar markets.

1.1. Purpose of the Study

The purpose of this study is to investigate the impact and effectiveness of influencer marketing within
the Tunisian market. By examining the strategies and outcomes of influencer campaigns, the study aims
to uncover the factors contributing to successful influencer collaborations and their influence on
consumer behavior. Specifically, it seeks to analyze how influencers in Tunisia engage their audiences,
the authenticity of their promotions, and the implications for brands seeking to leverage this marketing
strategy.

1.2. Problematic

Despite the global success of influencer marketing, there is limited research focused on its application
and impact in emerging markets such as Tunisia. The rapid growth of social media in Tunisia presents
a unique opportunity to explore how local influencers affect consumer engagement and brand
perceptions. Understanding these dynamics is crucial for brands aiming to optimize their influencer
marketing strategies in this context. The key issues addressed in this study include the effectiveness of
different influencer strategies, the role of cultural and contextual factors, and the challenges faced by
brands and influencers in this evolving market.

1.3. Research Questions

- How has influencer marketing evolved in Tunisia, and what strategies and tactics characterize
successful campaigns?

This question aims to map out the development of influencer marketing in Tunisia, identifying key
trends and strategies that define effective campaigns.

- Who are the key social media influencers in Tunisia, and what impact do their campaigns have
on audience engagement and brand outcomes?

This question seeks to identify leading influencers and assess how their campaigns influence consumer
engagement and brand success.

- What insights can be drawn from case studies of influencer campaigns in Tunisia regarding best
practices and challenges in this emerging market?

This question focuses on deriving actionable insights from specific campaigns, highlighting best
practices and potential obstacles faced by influencers and brands.

The research adopts a qualitative approach, utilizing in-depth case studies to provide a nuanced
understanding of influencer marketing in Tunisia. This design is justified for several reasons:

- Contextual Richness: Qualitative methods allow for a detailed exploration of the cultural and
contextual factors influencing influencer marketing in Tunisia. By examining specific case
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studies, the research captures the complexities and subtleties of influencer strategies and their
outcomes.

- In-depth Insights: Case studies of selected influencer campaigns provide comprehensive
insights into the strategies, execution, and impact of marketing efforts. This approach enables a
thorough analysis of how influencers engage their audiences and the effectiveness of their
campaigns.

- Emerging Market Focus: Given the limited existing research on influencer marketing in Tunisia,
a qualitative approach is well-suited to uncover new patterns and insights specific to this market.
The findings will contribute to a deeper understanding of influencer marketing dynamics in an
emerging context.

- Practical Implications: By focusing on real-world case studies, the research offers practical
recommendations for brands and influencers, helping them navigate the challenges and
opportunities within the Tunisian market.

This design ensures a comprehensive analysis of influencer marketing, providing valuable insights that
can inform both academic understanding and practical marketing strategies.

To resume, this research aims to provide a comprehensive analysis of influencer marketing in Tunisia,
highlighting the evolution of this practice, the key players involved, and the strategies that drive
successful campaigns. Through the case studies and analysis presented, the research offers a detailed
look at the unique characteristics of influencer marketing in this market, contributing both to academic
literature and practical marketing strategies.

2. LITERATURE REVIEW
2.1. Social Media Marketing

Social media platforms, such as Facebook, Instagram, Twitter, and LinkedIn, are digital spaces where
users create, share, and interact with content. These platforms facilitate the formation of virtual
communities and enable real-time communication. Social media’s core concepts include user-generated
content, network building, and interactive engagement, which collectively transform how individuals
and businesses communicate and connect (Kaplan & Haenlein, 2010).

In the realm of business marketing, social media has become a pivotal tool for brands aiming to enhance
their reach and engage directly with consumers. It allows businesses to execute targeted marketing
strategies, build brand loyalty, and foster customer relationships. Social media enables brands to
communicate messages effectively, drive traffic to websites, and gather actionable insights through
consumer interactions and feedback (Tuten & Solomon, 2017).

Measuring the success of social media marketing efforts involves analyzing various metrics and
analytics. Key performance indicators include engagement rates (likes, comments, shares), reach (the
total number of unique users who see the content), and impressions (the total number of times content
is displayed). Tools for social media analytics help track these metrics, providing valuable data that
helps brands assess the effectiveness of their campaigns and refine their strategies (Chaffey, 2019).

2.2. Influencer Marketing

Influencers are individuals with the ability to affect others’ purchasing decisions due to their expertise,
authority, or relationship with their audience. Social media influencers specifically utilize platforms like
Instagram, YouTube, and TikTok to build and engage large followings. Their influence stems from their
perceived credibility and their ability to integrate promotional content into their personal brand
authentically (Freberg et al., 2011).

Influencer marketing has transitioned from traditional celebrity endorsements to a broader range of
influencers, including micro and macro influencers. Initially dominated by high-profile celebrities, the
field now includes influencers with smaller, more niche audiences who often achieve higher engagement
rates through personalized interactions. This evolution reflects a shift towards more targeted and
authentic marketing approaches (Brown & Hayes, 2008).
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Social media influencers are categorized based on their reach and niche focus. Mega-influencers have
extensive followings and significant influence, while macro-influencers have large audiences but not at
the celebrity level. Micro-influencers, with smaller yet highly engaged followings, and nano-influencers,
who cater to very niche groups, also play crucial roles. Each type offers different benefits depending on
campaign goals and target audience (Arora et al., 2020).

Effective influencers are characterized by credibility, relatability, and authenticity. Their ability to
connect with audiences is enhanced by their perceived honesty and relevance. Influencers vary in their
content style, engagement frequency, and interaction levels, which all contribute to their impact on
marketing campaigns. The alignment between influencer traits and brand values is critical for successful
collaborations (Hwang & Zhang, 2018).

Successful influencer marketing strategies involve selecting influencers who align with the brand’s
values and objectives. Tactics include sponsored posts, collaborations, giveaways, and influencer
takeovers. Brands often leverage influencers’ unique styles and deep audience connections to create
authentic and compelling content. Effective campaigns are characterized by clear goals, well-defined
metrics, and strategic content integration (Lou & Yuan, 2019).

2.3. Impact of Influencer Marketing on Consumer Behavior

Trust and credibility are fundamental to the effectiveness of influencer marketing. Influencers who are
perceived as trustworthy and knowledgeable can significantly impact consumer attitudes and behavior.
Their endorsements are often viewed as more credible compared to traditional advertisements, leading
to greater influence on consumer decision-making (Sanny et al., 2020).

Relatability and identification with influencers enhance their effectiveness. Consumers are more likely
to engage with influencers who they feel are similar to themselves or who embody desirable attributes.
This connection fosters stronger engagement and can lead to more impactful marketing outcomes
(McCracken, 1989).

The perceived authenticity of influencer content is crucial for successful marketing. Content that appears
genuine and aligns with the influencer’s personal brand tends to resonate more with audiences. High-
quality content that maintains this authenticity can drive higher engagement and influence consumer
perceptions positively (Marwick, 2015).

Influencer marketing can significantly affect consumer purchase intent and behavior. Effective
campaigns can enhance brand visibility, drive engagement, and influence purchasing decisions by
presenting products in a relatable and persuasive manner. The integration of products into influencers’
content in a natural way contributes to these outcomes (Evans et al., 2017).

3. METHODOLOGY
3.1. Research Design

The research design for this study is exploratory, descriptive, and qualitative. This approach is well-
suited to address the complexities of influencer marketing in Tunisia, allowing for a nuanced
examination of the subject.

- Exploratory: This study seeks to uncover new insights into the influencer marketing landscape
in Tunisia, focusing on emerging trends and strategies.

- Descriptive: The research provides detailed descriptions of the execution, strategies, and
outcomes of specific influencer marketing campaigns.

- Qualitative: By focusing on qualitative methods, the research delves into the subjective
experiences and effects of influencer marketing, rather than relying on numerical data.

The chosen methodology is highly compatible with the research subject as it provides a comprehensive
understanding of influencer marketing practices within the Tunisian context. Qualitative methods are
particularly suited for exploring the dynamic and context-specific nature of social media influencer
campaigns, which is crucial for capturing the subtleties of how influencer marketing operates in Tunisia.
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3.2. Qualitative Methods

The qualitative component involves case studies and content analysis to explore the context and content
of social media influencer campaigns. This qualitative analysis aims to provide a contextual
understanding of influencer marketing trends and strategies in Tunisia and a detailed examination of
specific Tunisian influencer campaigns.

- Case Study: A detailed examination of influencer marketing trends and strategies in Tunisia was
conducted to identify key themes, trends, and strategies employed by influencers and brands.
This in-depth research provided insights into the current practices and effectiveness of
influencer marketing in the Tunisian context.

- Campaigns Analysis: A detailed campaigns analysis was performed by analyzing the content
and the execution of two successful specific campaigns conducted by well-known influencers
in Tunisia to understand the strategies and content used by influencers. This approach is selected
for its ability to offer a detailed examination of these campaigns’ execution and outcomes.

Study of Campaign 1: “Study Abroad With Samy Chaffai” London Edition
Study of Campaign 2: “Yousr Ferjani (YoTips) and Natura Siberica”

Each campaign study provides a comprehensive view of the campaign’s objectives, strategies,
execution, and results. This method is chosen to uncover detailed insights into the influencer marketing
practices and their effectiveness in the Tunisian market.

3.3. Selection of the Campaigns

The selection of the two campaigns is based on their prominence and relevance in the Tunisian
influencer marketing landscape. These campaigns are chosen for their distinct approaches and outcomes,
providing valuable examples of different strategies and their impacts. The cases are selected to represent
a range of influencer marketing tactics and provide insights into their effectiveness.

3.4. Data Collection

Regarding the case study about the influencer marketing trends and strategies in Tunisia, the information
was gathered through a comprehensive review of literature, industry reports, and analysis of publicly
available data from social media platforms.

For the campaigns analysis, social media posts, influencer content, and consumer interactions were
collected for this qualitative analysis. Specific criteria, such as the popularity of influencers and the
relevance of content, were used to select the data.

Data collection involves analyzing various aspects of the selected campaigns:

- Campaign Materials: This includes examining promotional content, social media posts, and
other marketing materials related to the campaigns.

- Engagement Metrics: Analysis of engagement metrics such as likes, views and comments to
assess the campaign’s impact.

3.5. Data Analysis

Data analysis is conducted qualitatively, focusing on thematic analysis to identify patterns and themes
within the campaign materials and engagement metrics.

- Thematic Analysis: This involves coding and categorizing data to uncover key insights related
to campaign strategies, influencer roles, and marketing outcomes. The analysis aims to interpret
how different elements of the campaigns contribute to their success or challenges.

- Campaign Evaluation: Evaluating the effectiveness of the campaigns based on their objectives,
strategies, and results. This includes assessing the alignment of the campaigns with their
intended goals and the overall impact on the target audience.

3.6. Validity and Reliability

Ensuring validity and reliability in qualitative research involves establishing trustworthiness and
credibility. This includes:
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- Triangulation: Using multiple data sources to verify findings and enhance the robustness of the
analysis.

- Transparency: Documenting the data collection and analysis processes to ensure clarity and
consistency in the research.

3.7. Ethical Considerations
Ethical considerations were taken into account to ensure the integrity and confidentiality of the research.

All data were collected from publicly available social media posts, ensuring that no private information
was accessed or used without consent. The analysis focuses on publicly shared content and engagement
metrics.

As there are no direct interactions with participants, the focus is on maintaining ethical standards in the
analysis and reporting of campaign data.

3.8. Limitations

The study acknowledges potential limitations, such as the focus on only two case studies which may not
capture the full spectrum of influencer marketing practices in Tunisia. Additionally, the analysis is based
on available campaign materials and engagement metrics, which may not provide a complete picture of
the campaigns’ impact.

4. ANALYSIS AND INTERPRETATION

This part of the article examines two influencer marketing campaigns: “Study Abroad With Samy
Chaffai” London Edition and “Yousr Ferjani (YoTips) and Natura Siberica.” The analysis focuses on
strategies, effectiveness, and impacts on consumer trust, engagement, brand perception, and market
outcomes. It uses thematic analysis to evaluate content strategy, engagement metrics, audience reach,
and consumer trust.

4.1. Campaign 1: “Study Abroad With Samy Chaffai” London Edition
4.1.1. Overview of the Campaign

The “Study Abroad With Samy Chaffai” campaign aimed to promote WorldWide Studies’ educational
programs. Leveraging Samy Chaffai’s influence, the campaign sought to increase inquiries and
enrollments by presenting study abroad opportunities in a manner that was relatable and engaging. Samy
Chaffai, a well-known social media personality, utilized his platform to highlight the benefits of studying
abroad through personal anecdotes and informative content.

4.1.2. Objectives of the Campaign

- Raise Awareness: The campaign aimed to elevate awareness about WorldWide Studies’
educational offerings.

- Build Trust: Establish consumer trust regarding the value and credibility of studying abroad
opportunities.

- Increase Inquiries and Enrollments: Drive higher engagement with the educational programs
and facilitate increased student enrollments.

4.1.3. Thematic Analysis
Content Strategy and Execution:

- Multifaceted Approach: The campaign employed a diverse array of content formats, including
Instagram Reels, Stories, TikTok videos, and live sessions. This multifaceted approach catered
to various content preferences and maximized audience engagement.

- Authenticity and Relatability: Samy Chaffai’s personal storytelling, including his own
experiences and excitement about studying abroad, added a layer of authenticity that enhanced
the campaign’s credibility.
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Engagement Metrics:

- Instagram Reels: The Reels achieved high engagement, with notable metrics such as 650,000
views for the London campuses reel, indicating significant audience interaction.

- TikTok Videos: While engagement on TikTok was somewhat lower compared to Instagram, it
still garnered substantial interest, exemplified by 80,000 views for the London campuses video.

- Instagram Stories: Stories proved effective for real-time engagement, featuring interactive
elements and direct links to the WorldWide Studies website, which facilitated immediate
audience action.

Audience Reach:

- Broader Demographic Reach: The campaign successfully reached a wide range of
demographics by leveraging multiple platforms and employing cross-promotional strategies,
thereby expanding its audience base

Impact on Consumer Trust:

- Building Trust: Transparent communication and personal storytelling significantly contributed
to building consumer trust. The campaign’s authenticity was a key factor in enhancing trust.

- Influencer Credibility: Samy’s established reputation as a trusted content creator played a
pivotal role in the campaign’s effectiveness, reinforcing the message and encouraging audience
engagement.

Outcomes:

- Increased Brand Visibility: The campaign’s strategic content dissemination led to heightened
online visibility for WorldWide Studies.

- Enhanced Inquiries: Direct links and compelling calls to action contributed to increased
inquiries and potential student enrollments.

4.2. Campaign 2: “Yousr Ferjani (YoTips) and Natura Siberica”
4.2.1. Overview of the Campaign

The “Yousr Ferjani (YoTips) and Natura Siberica” campaign focused on boosting Natura Siberica’s
brand visibility and driving product adoption in Tunisia. By leveraging YoTips' engaging and relatable
content, the campaign aimed to enhance brand recognition and foster consumer trust in Natura Siberica’s
products.

4.2.2. Objectives of the Campaign

- Increase Brand Visibility: Enhance Natura Siberica’s presence and recognition within the
Tunisian market.

- Foster Consumer Trust: Build and reinforce consumer trust in the efficacy and quality of Natura
Siberica’s products.

- Drive Sales and Product Adoption: Utilize influencer marketing to stimulate sales and
encourage product adoption through effective content and engagement strategies.

4.2.3. Thematic Analysis
Content Strategy and Execution:

- Multifaceted Approach: The campaign utilized a variety of content formats, including Instagram
Reels, Stories, and TikTok videos. The focus was on unboxing experiences and trendy, visually
appealing content.

- Authenticity and Visual Appeal: Yousr Ferjani’s personal stories, coupled with high-quality
visuals, effectively resonated with her audience, enhancing the campaign’s authenticity and
appeal.

Engagement Metrics:

- Instagram Reels: The reel achieved significant engagement, with notable metrics such as 1.7
million views for the Eye Patches reel, indicating a high level of audience interaction.
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- TikTok Videos: TikTok video also performed well but with slightly less engagement compared
to Instagram, as seen with 660,000 views for the Eye Patches video.

- Instagram Stories: Stories were highly effective, featuring personal routines, promotional codes,
and interactive content that drove deeper engagement and consumer interaction.

Audience Reach:

- Extensive Multi-Platform Presence: The campaign reached a broad audience through its
strategic use of Instagram and TikTok, effectively engaging diverse segments of the market.

Impact on Consumer Trust:

- Building Trust Through Authentic Engagement: Personal and transparent communication by
YoTips built strong consumer trust. Her credibility and genuine endorsements played a crucial
role in reinforcing trust in Natura Siberica’s products.

- Enhancing Credibility: Yousr’s established reputation and personal connection with her
audience significantly enhanced the campaign’s effectiveness.

Outcomes:

- Increased Brand Visibility: The campaign successfully elevated awareness and visibility of
Natura Siberica among Tunisian consumers.

- Enhanced Consumer Trust: The authentic presentations and educational content contributed to
strengthened consumer trust.

- Driven Inquiries and Sales: Effective use of promotional codes and purchase links facilitated
increased inquiries and sales.

4.3. Interpretation of Results

The analysis of the two campaigns provides valuable insights into the effectiveness of influencer
marketing in Tunisia:

- Authenticity and Relatability of Influencers: Authentic and relatable content is crucial for
success. Both campaigns demonstrated that influencers' genuine content fosters trust and
enhances campaign effectiveness.

- Strategic Use of Multiple Content Formats and Platforms: Utilizing a diverse range of content
formats across multiple platforms ensures broad reach and maximizes engagement. The
strategic approach to content distribution is essential for effective influencer marketing.

- Established Credibility of Influencers: The pre-existing trust and credibility of influencers
significantly enhance campaign effectiveness. Established influencers bring added value
through their reputation and relationship with their audience.

- Impact on Consumer Trust and Behavior: Influencer marketing has a substantial impact on
consumer behavior. Effective campaigns shape brand perception and influence purchasing
decisions.

- Effectiveness in Driving Brand Visibility and Sales: High engagement levels and direct calls to
action contribute to increased brand visibility and sales. Both campaigns successfully leveraged
these elements to achieve their objectives.

- Comparative Insights: The tailored strategies for different target audiences underscore the
importance of personalized content. Adapting strategies to specific audience needs and
preferences enhances overall effectiveness.

5. CONCLUSION AND RECOMMENDATIONS

5.1. General Conclusion

This research provides a thorough examination of social media influencer marketing in Tunisia, with a
focus on two key case studies: the “Yousr Ferjani and Natura Siberica” campaign and the “Study Abroad
With Samy Chaffai” campaign. The study aimed to explore how these campaigns leveraged influencer
marketing strategies to achieve their objectives and engage their target audiences within the unique
cultural landscape of Tunisia.
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The literature review established a solid theoretical foundation by exploring the global evolution of
influencer marketing and its relevance in the Tunisian context. It highlighted key themes such as
authenticity, credibility, content strategy, and audience engagement. These elements were crucial in
understanding the effectiveness of influencer marketing within Tunisia's social and cultural framework.

The analysis of the two campaigns revealed that authenticity and relatability are central to the success
of influencer marketing in Tunisia. Samy Chaffai’s campaign, which focused on educational content
and personal narratives, successfully increased inquiries and enrollments by resonating with students’
aspirations. Yousr Ferjani’s campaign for Natura Siberica, on the other hand, effectively promoted
beauty and lifestyle products through a mix of visually appealing content and personal engagement,
enhancing brand visibility and consumer trust.

Key findings indicate that the success of these campaigns was driven by the influencers' ability to
connect personally with their audiences, the strategic use of multiple content formats across platforms,
and the influencers' established credibility. These factors not only influenced consumer behavior but
also strengthened brand perception and engagement.

5.2. Recommendations

Based on the findings, several recommendations can be made for optimizing influencer marketing
campaigns in Tunisia:

- Prioritize Authenticity and Relatability: Brands should collaborate with influencers whose
personal brand aligns with their products or services. Authentic content fosters genuine
connections with the audience, enhancing trust and engagement.

- Adopt a Multifaceted Content Strategy: Utilizing a mix of content formats—such as Instagram
Reels, Stories, and TikTok videos—ensures a broader reach and caters to different audience
preferences.

- Leverage Influencer Credibility: Partnering with influencers who have a strong reputation and
history of producing trustworthy content can significantly enhance the effectiveness of
campaigns.

- Monitor and Adapt Engagement Metrics: Tracking real-time feedback and interactions allows
for timely adjustments to strategies, ensuring sustained engagement and relevance.

- Address Content Fatigue: To maintain audience interest, regularly refresh content and explore
new creative approaches to prevent diminishing returns.

- Incorporate Consumer Education: Providing detailed information about products or services
enhances consumer understanding and confidence, influencing purchasing decisions.

- Use Promotional Incentives: Discount codes and limited-time offers can drive immediate
consumer action and boost campaign impact.

- Conduct Post-Campaign Evaluations: Regular assessments of campaign effectiveness help
refine future strategies and optimize overall impact.

To conclude, this research has thoroughly examined the intricate dynamics of influencer marketing in
Tunisia, providing valuable insights into the strategies, challenges, and outcomes of campaigns in this
unique context. The findings emphasize the importance of authenticity, cultural relevance, and strategic
content creation in crafting successful influencer marketing campaigns. By addressing the research
questions and objectives, this study has contributed to a deeper understanding of the role of influencers
in shaping consumer behavior and brand perception in Tunisia.
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EXTENDED SUMMARY
Purpose and Scope:

With the use of the Internet, which has gained a large place in our daily lives, for commercial purposes, end
consumers meet many of their product and service needs by shopping online, which makes it necessary to know
the factors affecting consumers' online shopping behavior. Although there are many factors affecting consumers'
online shopping behavior, this study investigates the impact of perceived benefits, product characteristics,
consumer experience and sales promotions on consumers' online shopping behavior. Online businesses that want
to establish long-term relationships with consumers need to know the factors that affect consumers' online
shopping behavior. Knowing the impact of these factors on consumers' online purchasing behavior will be useful
for businesses to clarify which consumer profile they will appeal to and to determine their marketing strategies
more accurately.

Design/methodology/approach:

In this study, which examines the factors affecting consumers' online shopping behavior, a questionnaire was used
as a data collection tool. The questionnaire form was adapted from Suki's (2013) study by taking into account the
opinions of experts. The first 7 questions in the first part of the questionnaire, which consists of 27 questions in
total, are questions to determine the gender, marital status, age, title, frequency of daily internet use, internet
shopping experience and frequency. The 8th, 9th, 10th, 11th questions in the questionnaire are aimed at measuring
perceived benefits, 12th, 13th, 14th, 15th questions are aimed at measuring product characteristics, 16th, 17th,
18th, 19th questions are aimed at measuring consumer experience, and 24th, 25th, 26th questions are aimed at
measuring online shopping behavior.

This study was conducted on lecturers working at Yiiziincii Y1l University who have online shopping experience.
It was thought that academic staff would prefer online shopping more because they have higher educational status,
experience time constraints, use the internet and computer technologies more frequently for information search
and research. According to the information obtained from the personnel department of the university, the total
number of academic staff of the university is 1646 as of May 2015. In the drop-and-collect survey, all units of the
university were tried to be reached and the participants were randomly selected. The number of people to be
reached in the sample was calculated as 312 at 95% confidence interval and 5% significance level. For this purpose,
500 questionnaires were distributed and 332 of these questionnaires were returned. Since 17 of the 332
questionnaires were answered incorrectly, incompletely and inaccurately, a total of 315 usable questionnaires were
subjected to evaluation. The collected data were evaluated with SPSS 17 package program.

Findings:

According to the results of the correlation analysis, the variables with the highest correlation with consumers'
online shopping behavior are consumer experience (,679), sales promotions (,677) and perceived benefits (,589)
at 1% significance level. While there is a relationship between perceived benefits and consumer experience (,578)
and sales promotions (,560) at 1% significance level, there is a significant relationship between consumer
experience and sales promotions (,505) at 1% level. There is no statistically significant relationship between
product characteristics and consumers' online shopping, perceived benefits, consumer experience and sales
promotions variables.

Regression analysis was used to test the hypotheses regarding the effects of perceived benefits, product
characteristics, consumer experience and sales promotions on consumers' online shopping behavior. In hypothesis
H1 of the study, it is assumed that perceived benefits have a significant effect on consumers' online shopping
behavior. According to the results of the analysis (1= 0.134; t=2.876; P=0.004), hypothesis H1 is accepted. In
other words, perceived benefits significantly affect consumers' online shopping behavior. In the H2 hypothesis of
the study, it is assumed that product characteristics have a significant effect on consumers' online shopping
behavior. According to the results of the analysis (2= -0.003; t=-0.079; P=0.937), H2 hypothesis is rejected. In
other words, product characteristics do not have a significant effect on consumers' online shopping behavior. In
the H3 hypothesis of the study, it is assumed that consumer experience has a significant effect on consumers'
online shopping behavior. According to the results of the analysis (B3= 0.400; t=8.980; P=0.000), hypothesis H3
is accepted. Accordingly, consumer experience has a significant effect on consumers' online shopping behavior.
In the H4 hypothesis of the study, it is assumed that sales promotions have a significant effect on consumers' online
shopping behavior. According to the results of the analysis (B4= 0.400; t=9.111; P=0.000), hypothesis H4 is
accepted. In other words, sales promotions.

Conclusion and Discussion:

According to the results obtained from the regression analysis, perceived benefits has a significant effect on
consumers' online shopping behavior. Consumers' perception that online shopping is less costly, more attractive
and that they receive better customer service online positively affects their online shopping behavior.
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According to the results of the research, it has been determined that product characteristics do not have a significant
effect on consumers' online shopping behavior. Accordingly, products perceived with different sensory organs do
not affect consumers' online shopping behavior.

As a result of the analysis, it was determined that consumer experience has a significant effect on consumers'
online shopping behavior. It can be said that consumers' perception that marketing activities are appropriate with
the effect of their past experiences and the frequency of purchases create a perception that consumers can buy all
kinds of products, including branded products, online.

According to the results of the study, another factor that significantly affects consumers' online shopping behavior
is sales promotions. The fact that consumers find the prices on the internet cheaper than the prices in the store, that
they find sales promotions such as gifts, points, sweepstakes, price discounts, etc. offered on the internet more
than in stores, and that consumers find these promotions attractive and are affected by these promotions is a
significant factor affecting consumers' online shopping behavior.
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1. GIRIS

Pazarlama faaliyetlerinin yiiriitiilmesinde belki de en 6nemli etken tiiketici istek ve ihtiyaclarinin
belirlenerek dogru stratejilerle tiiketicileri istenilen yonde davranmalarini saglamaktir. Pazarlama
¢abalarmin istenilen hedeflere ulagmasi ancak tiiketici davraniginin ve tiiketici davranigini etkileyen
faktorlerin anlagilmasiyla miimkiindiir.

Tiiketici davranisi teknolojik gelismelerle birlikte siirekli degisim gostermektedir. Ozellikle internetin
yayginlagarak giinliik hayatimizin her alaninda yer edinmesi, tiiketicilerin iiriin ve hizmet taleplerine
yeni boyutlar kazandirmistir.

Internet giinliik yasamimizin énemli bir parcasi haline gelmistir. Internet teknolojisindeki gelismeler,
internete erisimi kolaylastirmis bdylece kullanic sayisi artmistir. Internet world stats 2024 yil1 internet
verilerinin yer aldig1 rapora gore, diinya genelindeki internet kullanicilarinin sayisi 5,44 milyar olarak
gerceklesmistir; bu da kiiresel niifusun yaklasik {igte ikisinin su anda diinya ¢apinda internete bagh
oldugu anlamina gelmektedir. Aynmi raporda, akilli telefonlarin her zamankinden daha ulasilabilir ve
uygun fiyatli olmasi nedeniyle gectigimiz birkag yil iginde mobil internet giderek yayginlastigi ve
popiiler hale geldigi belirtilmektedir. internet kullanicilarinin internette gezinmek igin giderek mobil
cihazlara yonelmesiyle birlikte, mobil internet artik diinya genelindeki toplam internet trafiginin
neredeyse yiizde 59'unu olusturdugu belirtilmektedir.

Internet kullanici sayisinin artmasi sonucunda kullanicilar daha dnceleri giinliik hayatta bin bir zorlukla
ulagtiklar1 iiriin ve hizmetlere internetten istedikleri zaman ulagabilmekte haber, video, egitim, eglence
vb. hizmetlerden faydalanmakta ve hatta sosyallesme gereksinimlerini karsilamaktadirlar.

Internetin giinliik hayatimizin bir pargasi olmastyla birlikte tiiketicilerin satin alma davranislarinda da
degisimler gozlenmektedir. Giiniimiiz tiiketicisi artik bircok mal ve hizmet ihtiyacini internetten
aligveris yaparak karsilayabilmektedir. TUIK'in 2024 yili Hanehalki Bilisim Teknolojileri Kullanim
Arastirmasi verileri de bunu dogrulamaktadir. Buna gore; Son 12 ayda internet kullanan bireylerin
Internet iizerinden 6zel kullanim amaciyla mal veya hizmet satin alma ya da siparis verme (e-ticaret)
orani, 2023 yilinda %49,5 iken 2024 yilinda %51,7 oldu. Bu oran, en son mal veya hizmet satin alma
ya da siparig verme zamanlarina gore incelendiginde; bireylerin %38,8'inin son 3 ay i¢inde (2024 yili
ilk 3 ay1) mal veya hizmet satin aldig1 ya da siparis verdigi goriildii. Bir aragtirmaya gore, e-ticaret
satiglar1 2018 yilinda yaklagik 3 trilyon dolara ulasmistir (Alzoubi vd., 2022, s. 1369).

Ozellikle internette faaliyet gosteren isletmelerin daha ¢ok tercih edilmeleri igin, tiiketicilerin internetten
aligveris davraniglarini etkileyen faktorleri dogru anlamalar1 gerekmektedir. Tiketicilerin internetten
aligveris davranisini etkileyen faktorler dogru anlasilmadan yiiriitillen pazarlama faaliyetleri istenilen
sonuglar1 vermeyecektir.

Gunliik hayatimizda biiyiik dl¢lide yer edinen internettin ticari amaglarla kullanilmas: ile birlikte nihai
titketicilerin birgok {iriin ve hizmet ihtiyaclarini internetten aligveris yaparak gidermesi, tiiketicilerin
internetten aligveris yapmalarina etki eden faktorlerin bilinmesini gerekli kilmaktadir. Tiiketicilerin
internetten aligveris yapmalarini etkileyen birgok faktér bulunmakla birlikte, bu calismada algilanan
fayda, tiriin 6zellikleri, tiiketici deneyimi ve satig promosyonlarinin tiiketicilerin internetten aligveris
davranis1 lizerindeki etkisi arastirilmigtir. Tiiketicilerle uzun vadeli iligkiler kurmak isteyen internet
ortaminda faaliyet gdsteren isletmeler tiiketicilerin internetten aligveris davramiglarini etkileyen
faktorleri bilmeleri gerekmektedir. Bu faktorlerin tliketicilerin internetten satin alma davranisi
iizerindeki etkisinin bilinmesi igletmelerin hangi tiiketici profiline hitap edeceklerini netlestirilmesinde
ve pazarlama stratejilerinin daha dogru bir sekilde belirlenmesinde faydali olacaktir. Ayrica bu
calismanin daha sonra yapilacak ¢aligmalara da katki saglayacagi disiiniilmektedir.

2. INTERNETTEN ALISVERIS

Teknolojideki ilerleme, tiiketicileri ve aligveris yapma bigimlerini hizla doniigtirmektedir (Singh &
Basu, 2023, s. 815). Pazarlarda aligveris sekli internet lizerinden yapilan aligverisle degismistir.
Gectigimiz yillarda internet aligveris sitelerinin sayisi, internet lizerinden sunulan tiriinlerin cesitliligi ve
hizli internet erisimi stirekli artmigtir. Bu gelisme hem internetten aligverisin bir perakende kanali olarak
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olgunlagmasina hem de insanlarin aligveris davranislarinda koklii degisikliklere yol agmistir (Alzoubi
vd., 2022, s. 1369; Le vd., 2022, s. 273).

Internet kullanici sayisi her gecen giin artmaktadir. Artan kullanici sayisi1 internetten satin almalarin da
arttigim  gostermektedir (Overby & Lee, 2006, s. 1160). Internetin ticari kullanimimn artmasiyla,
internetten aligveris gilinliik hayatimizin bir pargast olmustur (Van Noort vd., 2008, s. 59). Yapilan
arastirmalar da bunu dogrulamaktadir. Buna gore internetten aligveris, e-mail géonderimi ve web’de
gezinmenin sonrasinda {igiincii en popiiler internet aktivitesi olmustur (Saydan, 2008, s. 388).

Internet {iriinlerin aranabildigi, incelenebildigi ve dogrudan satin almabildigi benzersiz bir perakende
ortami olarak islev gormektedir (Singh & Basu, 2023, s. 815). internetten aligveris, herhangi bir araci
olmadan dogrudan bir saticidan mal satin alma siireci veya internet lizerinden mal alip satma faaliyeti
olarak adlandirilabilir (Daroch vd., 2021, s. 39).

Internetten aligveris aslinda self servis bir hizmet tiiriidiir ve diinyanin her yerinden tiiketiciler icin 24
saat uygun olmaktadir. Internetten aligveris para ve zaman tasarrufu saglamakta ve tiiketicinin satis
temsilcisi karsisindaki tedirginligini ortadan kaldirmaktadir (Pi & Sangruang, 2011, s. 276). Internetten
aligveris, iiriin ve hizmetlere ulagmak i¢in zaman, ¢aba ve para degisimi olarak da diisiiniilebilir (Wu &
Huang, 2015, s. 71). Tiiketiciler internetten aligveris yaparak trafige, uzun siralara ve kalabaliklara
karismadan kolayca aligveris yapabilmektedir. Ayrica kirsal kesimde magazasi bulunmayan birgok
markanin internette yer almasi isletmelerin tiiketicilere ulagma sorununu ortadan kaldirmaktadir.
Tiiketici fiziki magazalarda bulamadigi bir¢ok iirlin ve g¢eside internetten kolayca ulasabilmektedir.
Internetten aligveris tiiketicinin magazaya gitmesi degil, magazay1 tiiketiciye gotiirme anlayisiyla
gerceklesmektedir (Harn vd., 2006, s. 2033).

Kim'e (2004) gore internetten aligveris, bir iiriiniin satin alinmasi niyetiyle iirlin hakkinda internetten
bilgi toplanmasi, {irliniin arastirilmasi, incelenmesi ve degerlendirilmesidir (Ahmad vd., 2010, s. 227).
Internetten aligveris fiziksel alisverisle kiyaslandiginda, daha ¢ok kisiye dzel uygulamalar icermekte ve
daha fazla interaktif pazarlama firsatlari sunmaktadir. Internette pazarlamacilar tiiketici tercihlerini daha
iyi belirleyebilmekte, her bir tiiketici i¢in pazarlama mesajlarini kisisellestirebilir hale getirerek tiiketici
isteklerine uygun iiriin ve hizmetler tiretebilmektedirler (Wind & Rangaswamy, 2001, ss. 19-20).

Modahl (2001) tiiketicilerin internetten aligveris yapma aligkanligi edinmelerinin ve bunu kabul
etmelerinin ardindaki itici faktorleri ii¢ grupta incelemistir. Ilk olarak tiiketicilerin kariyerlerine
verdikleri 6nemin artmasiyla iste gegirdikleri vaktin uzamasi bundan dolay1 aligverise ayrilan siirenin
kisalmast; ikinci olarak tiiketicilerin aileleri, arkadaslar1 ve diger insanlarla iletisim kurma istekleri; son
olarak da internetin bir eglence araci olarak goriilmesi tiiketicilerin internetten alisverise yonelmelerini
saglamistir (Cigek & Miiriitsoy, 2014, ss. 294-295).

Internetten aligveris davranisi, internet iizerinden {iriin satma ve alma siirecindeki davranislar1 ifade
etmektedir. Saticilar ac¢isindan muhtemel tiiketicilerin ¢ekilmesi ve ikna edilmesi, tiiketicileri tatmin
etme ve tliketici sadakati saglama cabasidir. Tiiketici agisindan ise, internetten aligveris tiiketicilerin
arastirma yapmasi, aligveris iglemlerini tamamlamasi ve bu davraniglarin tekrarlandig1 bir siirectir
(Sahney vd., 2013, s. 279). Internetten satin alma siireci geleneksel alisveris davranisindaki asamalardan
olusur. Internetten aligveris siirecinde, tiiketici bir {iriin veya hizmete ihtiyag duydugunda internete
girmekte ve kendi ihtiyaclar ile ilgili bilgi aramaktadir. Aktif olarak bilgi aramaktan ziyade bazen daha
onceden tretilmis bilgileri kullanmak potansiyel tiiketicilere daha cazip gelmektedir. Daha sonra
titketici alternatifleri degerlendirerek kendi ihtiyaglarin1 karsilayacak olan kriterlere sahip en uygun
alternatifi sececektir. Boylece islem tamamlanarak satin alma islemi ger¢eklesmis olur (Li & Zhang,
2002, s. 508).

Davranigsal agidan internet ortami, fiziksel ortamin aksine tiiketicinin tam anlamiyla 6zgiir oldugu
alandir. Siradan magazalarda karsilasilan davranig normlar1 bu ortamda gecerli degildir. Satin alma
zorunlulugu olmadigindan iiriin ve hizmetlerin kod numaralari, gida tiiziikleri dikkate alinmaz. Internet
aligveris ortamini olabildigince kisisellestirmistir. Alisveris igin fiziksel bir ¢aba sarf edilmediginden
¢ok sayida web sitesi kisa zamanda gezilebilir (Enginkaya, 2006, s. 12).

Arastirmalara gore tiiketicilerin interneti aligveris yapmaktan ziyade, daha ¢ok iiriin ve hizmetler
hakkinda bilgi toplama amagl kullandiklarini géstermistir (Teo, 2002, s. 263). Bilgi toplama amaciyla
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aligveris sitelerine yapilan ziyaretler her zaman aligverisle sonu¢lanmamaktadir. Bazen de tiiketiciler
geleneksel magazalardan alacaklar tirlinii daha once tiiketicilerin yorumlarinin yer aldigi cesitli siteler,
bloglar ve forumlar ziyaret ederek bilgi ihtiya¢larini karsilamaktadirlar.

2.1. internetten Alisveris Davramsim Etkileyen Faktérler

Tiim diinyada internetten alisveris hizla artmaktadir. Isletmeler bu artistan pay alabilmek icin
tiikketicilerin internetten aligveris davramisini etkileyen faktorleri dogru bir sekilde tespit ederek
tiikketicilere sunulacak pazarlama degiskenlerini belirlemelidirler. Tiiketicinin internetten aligveris
davranigini etkileyen birgok faktor bulunmakla birlikte, bu ¢alisma kapsaminda algilanan fayda, {irlin
ozellikleri, tiiketici deneyimi ve satig promosyonlari faktorleri ele alinmustir.

2.1.1. Algilanan Fayda

Algilanan fayda kisinin belirli bir sistemi kullanmasinin is performansim artiracagina iliskin
beklentisidir (Davis, 1989, s. 320). Diger bir ifade ile eger insanlar bir isi daha iyi yapmalarim
kolaylastiracagini diisiiniirlerse bir sistemi kullanacaklardir (Muslichah, 2018, s. 22). Bu baglamda
algilanan fayda kisinin bilgisayar teknolojilerini ve interneti kullanmasinda 6nemli bir etkiye sahiptir.

Internetin mekan ve zaman kavramlarini ortadan kaldirarak sagladigi uygunluk, tiiketicilerin internetten
aligveris yapmalarini etkileyen 6nemli bir faktordiir (Suki, 2013, s. 479). Internetten alisveriste algilanan
fayda, tiiketicinin iiriinii arastirabilmesi, fiyat karsilagtirmas1 yapabilmesi ve diisiik fiyatlardan iiriin
alarak aligveris islemlerinde daha kazangli ¢ikacagina dair inanglaridir (Alba vd., 1997, s. 41). Algilanan
fayda tiiketicinin aligveris sitesine yonelik tutum, niyet ve aligveris davranisini etkiler (Shang vd., 2005,
s. 404). Internetten aligverisin tiiketicilerce daha az maliyetli, daha iyi hizmet saglamas1 ve eglenceli
olarak goriilmesi algilanan fayday1 artirmaktadir.

Tiiketicileri internetten aligveris yapmaya motive eden en yaygin faktorlerden birinin algilanan fayda
oldugu belirtilmektedir (Yew & Kamarulzaman, 2020, s. 327). Algilanan fayda, miisterilerin internete
duydugu giiven lizerinde gii¢lii bir etkiye sahiptir (Nguyen & Khoa, 2019, s. 261). Yapilan galismalar
algilanan faydanin tiiketicilerin internetten aligveris yapma niyetleri iizerinde pozitif bir etkiye sahip
oldugunu gostermistir (Yilmaz, 2018). Wang vd. (2020, s. 400) yaptiklar1 arastirmada, algilanan
kullanim kolayligimin algilanan faydayr olumlu yonde etkiledigini ve hem algilanan kullanim
kolayliginin hem de algilanan faydanin tiiketicilerin teknoloji kullanmaya yonelik tutumlarini olumlu
yonde etkiledigi belirlenmistir. Yazarlar tutum ve algilanan faydanin tiiketicilerin teknolojik bir iirtinii
kullanma niyetini etkiledigini vurgulamislardir.

Web sitesinin kalitesi, tiiketicilerin bu sitelere olan giivenini ve algilanan faydasini etkilemektedir. Web
sitesi igerik, site diizeni, renkler gibi sitesinin kalitesini temsil eden 6zellikleriyle tiikketicilerin daha fazla
ilgisini ¢ekerse, tiiketiciler web sitesini daha fazla giivenilir olarak algilayacaklardir (Al-maghrabi &
Dennis, 2010, s. 33). Tiiketiciler ilk olarak web sitesinin ana sayfasi ile karsilastig1 icin eger sitenin ara
yiizinden etkilenmezse bu site her ne kadar daha ucuz iiriinler, daha iyi hizmet ve daha kisa zamanda
teslim gibi avantajlar saglasa da tiiketici bu siteden ¢ikma egiliminde olacaktir (Y. J. Wang vd., 2011,
s. 46). Site icinde gezinmenin kolay oldugu ve gorsel olarak tiiketiciyi etkileyen iyi dizayn edilmis
internet siteleri tiiketicilerin satin alma kararini1 etkilemektedir (Sorce vd., 2005, ss. 123-124). Online
perakendeciler web sitesinin tiiketicilerin satin alma kararini etkileyen 6zelliklerini ve satin alma
kararim nasil verdiklerini anlarlarsa bu dogrultuda pazarlama stratejilerini belirleyebilir, potansiyel
tiikketicileri daimi miisterileri haline getirebilirler (Chuang & Hu, 2012, s. 287).

2.1.2. Uriin Ozellikleri

Uriin tiiketicilerin istek ve ihtiyaglarmi tatmin etmek {izere tiiketiciler tarafindan alinmasi, kullanilmasi
veya tiiketilmesi igin pazara sunulan seydir (Kotler & Armstrong, 2012, s. 224). Uriin dzellikleri ise
fiyat, kalite, marka ve ¢esit gibi tiiketicilerin satin alma kararinda etkili olan {irliniin nitelikleri ile ilgilidir
(Suki, 2013, s. 479). Fiyat tiiketiciler tarafindan 6denen bedeli, iriin kalitesi iiriiniin tiiketici
beklentilerini agmasini, iiriin ¢esidi secilebilecek alternatif iiriinleri, (Boisvert & Burton, 2009'dan
aktaran, Suki, 2013, s. 479) marka ise Uretici veya saticilarin malini tanitan, onu baskalarmin
mallarindan ayirmaya yarayan isim, terim, simge, sekil veya bunlarin bilesimini ifade etmektedir
(Mucuk, 2007, s. 141).
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Uriin 6zellikleri, miisterilerin tercihlerini anlamak ve belirli pazar kanallarma girebilmek i¢in gerekli
olan temel unsurlardan biridir (Azami, 2019, s. 23). Uriin 6zellikleri tiiketicilerin belirli magazalardan
satin alma niyetini etkilemesi acisindan énemlidir. Internet 6zelikle bazi {iriinlerin pazarlanmast igin
daha iyi firsatlar sunmaktadir (Vijayasarathy, 2002, ss. 411-412). internet alisverisi sirasinda tiiketiciler
satin alma kararlarim1 vermek icin hem {irlin ozelliklerini hem de e-satici bilgilerini arastirir ve
degerlendirir (Zheng vd., 2020, s. 195). Tiiketiciler {irlinii satin almadan once, iiriin 6zelliklerini
belirlemek {izere ¢esitli bloglar vasitasiyla kullanici yorumlarini takip etmektedir (Hsiao vd., 2010, s.
938).

Tiiketicilerin internetten aligveris yapip yapmayacagi satin alacagi {riiniin 6zelliklerinden
etkilenmektedir. Bazi iiriin kategorilerini internetten satin almak daha elverislidir. internet ortaminda
fiziksel bir temas ve yardima ihtiya¢ duyulmamasi bu elverisliligi etkilemektedir. Bazi tiriinler
dokunmaya, koklanmaya, hissedilmeye ve denenmeye ihtiya¢ duyuldugu icin bu iirlinlerin internetten
satin alinmasi uygun degildir (Monsuwé vd., 2004, s. 113). Bunun yani sira kitap, CD ve bilet gibi belirli
iiriinler de internetten satin alinabilir ¢ilinkii bu iiriinlerde kalite belirsizligi diisiiktiir ve bu {irlinlerin satin
almmasinda fiziksel yardima ihtiya¢ duyulmamaktadir (Grewal vd., 2004, s. 706). Tiiketicinin satin
almadan 6nce gorme ihtiyact hissetmedigi bankacilik hizmetleri ve ugak biletlerinin rezervasyonu gibi
hizmetler igin de internet daha uygun bir aligveris kanalidir. Diger taraftan tiiketicilerin satin almadan
once dokunmak, koklamak, yakindan gérmek ve incelenmek istedigi araba, teknolojik aletler, kozmetik
iiriinler ve giyim gibi iirlinlerin internetten satin alinmasi uygun olmayabilir (Aaker, 2009' dan aktaran,
Suki, 2013, s. 479, Chuang & Hu, 2012, s. 288). Bu nedenle daha dogru iiriin bilgisi sunmak ve aligveris
stirecini eglenceli hale getirmek i¢in bir¢ok online perakendeci iiriinii bilgisayar ortaminda gorsel hale
getirerek, tiliketicilerin {iriinle olan etkilesimini ve {iriiniin incelenmesini kolaylastirmaktadir (Kim &
Forsythe, 2010, s. 191).

2.1.3. Tiiketici Deneyimi

Belirli bir zaman i¢inde bilgi ve deneyim birikiminin sonucunda ortaya g¢ikan tiiketici deneyimi,
tiiketicilerin karar vermesinde dnemli bir rol oynar (Song vd., 2023, s. 5). Gili¢lii marka imaj1, satin alma
gegmisinin uzunlugu ve iiriin kullanimimdan dogan memnuniyetler tiiketici deneyimini olumlu yonde
etkilemektedir (Haque vd., 2009, s. 3554). Bir davramisin yeterli derecede tekrarlanmasi ve bu
davranisin daha pratik sekilde yapilmasi deneyimi artirmaktadir. Boylece tekrarlanan davranisin bir
aligkanlik haline gelmesi muhtemeldir (Limayem vd., 2007, s. 714). Tiketici deneyimi arttikgca,
tiikketicinin analiz etme yetenegi de artmakta bu da tiiketicinin biligsel algisini artirmaktadir. Tiiketici
sonraki muhtemel aligveriglerinde bu deneyimler sayesinde liriinleri detayli olarak hatirlayabilecek
(Méenpéad vd., 2008, s. 267) ve aligveris i¢in daha az zaman ve para harcayacaktir bunun sonucunda da
tiikketici tatmini artacaktir.

Tiiketicilerin internetten aligveris deneyimi tiiketicilerin bilgisayar teknolojileri, internet aligveris siireci
ve online perakendeciler hakkindaki algis1 ve bilgisini ifade etmektedir (Chiu vd., 2010, s. 240). Genel
olarak internet teknolojilerine karsi pozitif tutum igerisinde olan tiiketicilerin edinmis olduklar
internetten satin alma deneyimleri satin alma niyetlerini de belirlemektedir (Suki, 2013, s. 479). Bunun
yani sira bilgisayar kullanim siklig1 ve internette gegirilen siirelerin artmasi internetten aligverigin
benimsenmesini etkileyerek internetten aligverise olan giivenilirligi de artirmaktadir (Chang vd., 2005,
ss. 552-553).

Cesitli arastirma sonuglari tiiketici deneyiminin giiveni etkiledigine isaret etmektedir. Internet {izerinden
aligveris yapmay1 deneyimlemis tiiketicilerin online aligveris sitelerine olan giiveninin daha fazla oldugu
belirtilmektedir (Akkus vd., 2019, s. 403). Tiketici deneyimi, giiveni etkilemenin yani sira
memnuniyetin olusturulmasinda da énemli bir rol oynamaktadir (Zaid, 2020, ss. 13-14). Internette
aligveris deneyimi tiiketicilerin internetten aligverise yonelik risk ve fayda algisinda da 6nemli bir rol
oynamaktadir. Kumar & Mishra (2012, s. 8) gore internetten aligveris deneyimi artikga tiiketicilerin
internetten aligverise yonelik risk algilar1 da azaltmaktadir.

2.1.4. Satis Promosyonlari

Satis promosyonlart; kisisel satig, reklam, halkla iligkiler ve dogrudan pazarlama ¢abalari disinda kalan,
genellikle siirekli olarak yiiriitiillmeyen, fuarlara katilma, sergiler, teshirler vb. devamliligi olmayan diger
satig ¢abalaridir (Mucuk, 2007, s. 205). Diger bir tanima gore satis promosyonlari, en temel 6zellikleri

-37 -



Turkish Journal of Marketing Research / Cilt: 4, Say1: 1, Haziran 2025, 31-48
Turkish Journal of Marketing Research / Volume: 4, Issue: 1, June 2025, 31-48

ile tiiketicileri satin almaya, araci kuruluslar (toptanci ve perakendeciler) ve isletmenin kendi satis
giiclinii etkinlige, siirlim ve satislar1 arttirmaya 6zendiren, yonlendiren pazarlama c¢alismalari olarak
tanmimlanabilir (Glilgubuk, 2007, s. 59).

Satis promosyonu, bir iirlin veya hizmetin daha hizli bir sekilde satin alinmasini tesvik etmek icin
tasarlanmis kisa vadeli tegvik araclar1 biitliniidiir. Satis promosyonu, anlik satin alma iizerinde olumlu
bir etkiye sahiptir (Brabo vd., 2021, s. 11358; Ratih & Rahanatha, 2020, s. 20). Ayrica satig
promosyonlari satin alma ve yeniden satin alma niyetlini nemli 6l¢iide etkilemektedir (Gorji & Siami,
2020, s. 1337; Munte vd., 2022, s. 318).

Satis promosyonlari tiiketiciyi irtin hakkinda bilgilendirme, ikna etme, tiiketiciye iiriinii hatirlatma ve
iirliniin potansiyel tiiketicilere daha ¢abuk ve daha fazla satin almalarini saglayan stratejik bir iletisim
bicimidir (Suki, 2013, s. 480). Satis promosyonlar1 tiiketicilerin magazaya olan ziyaret sayisini
artirmaktadir (Esfahani & Jafarzadeh, 2012, s. 9). Internetten yapilan belli bir aligveris tutar1 iizerindeki
aligverislerde bedava kargo, cesitli indirim kuponlari, belirli giin ve tarihlerde 6zel indirimler, belli bir
miktarda alinan Ttriinlere ekstra TUriinler verilmesi ve benzeri uygulamalar bu kapsamda
degerlendirilebilir.

Satis promosyonlar1 uzun vadede karlilik ve satiglarin artmasini saglarken, satis promosyonlarinin
stirekliligi etkinligi azaltmaktadir. Satis promosyonlar tiiketicilerin promosyonlara meyilli hale
getirmekte ve uzun vadede firmanin pazar payini kaybetmesine neden olmaktadir (Haque vd., 2009, s.
3455).

Internetten sunulan satis promosyonlar1 tekrar satin alma niyetini énemli Slgiide etkilemektedir
(Atchariyachanvanich vd., 2007, s. 54). Tiiketicilerin gerek yakin c¢evresinden gerekse de sosyal
medyada ya da herhangi bir internet sitesinden haberdar oldugu promosyon bilgisi tiiketicileri
internetten satin almaya tesvik etmektedir (Suki, 2013, s. 480). Internet ortaminda sunulan
promosyonlarin tiiketicilerin iiriin ve hizmet satin alma isteklerini 6nemli Sl¢iide artirmaktadir (Luo vd.,
2021, s. 2386). Cesur & Memis (2021, s. 152) yaptiklar1 caligmada internette yapilan promosyonlarin
internette anlik satin alma davramisi {izerinde etkili oldugunu ortaya koymaktadir. Internetten sunulan
promosyonlar, dzellikle genglerin internetten aligverisi tercih etmesinde 6nemli bir etkendir (Ersoy,
2016, s. 117). Bunun yami sira internetten yapilan aligverislerde satis promosyonunun miisteri
memnuniyeti tizerinde olumlu ve énemli etkileri bulunmaktadir (Munte vd., 2022, s. 318).

3. ARASTIRMANIN YONTEMI
3.1. Arastirmanin Amaci, Onemi, Simirlari ve Kisitlar

Bu c¢alismada tiiketicilerin internetten aligveris davraniglarini etkileyen faktorleri belirlemek
amaglanmistir. Caligmada algilanan fayda, {iriin 6zellikleri, tiikketici deneyimi ve satis promosyonlarinin
tiikketicilerin internetten aligveris davranisi lizerindeki etkisi arastirilmistir. Aragtirmanin 6rneklemini
olusturan Yiiziincii Y1l Universitesinde gorev yapan &gretim elemanlarina anket uygulanmstir.

Internetin giinliik hayatimizin bir parcas1 olmastyla birlikte tiiketicilerin satin alma davramslarinda da
degisimler gozlenmektedir. Giiniimiiz tiiketicisi artik birgok mal ve hizmet ihtiyacini internetten
aligveris yaparak karsilayabilmektedir. TUIK’in 2024 yili Hanehalk: Bilisim Teknolojileri Kullanim
Aragtirmasi verileri de bunu dogrulamaktadir. Buna gore; Son 12 ayda internet kullanan bireylerin
Internet iizerinden 6zel kullanim amaciyla mal veya hizmet satin alma ya da siparis verme (e-ticaret)
orani, 2023 yilinda %49,5 iken 2024 yilinda %51,7 oldu. Ozellikle internette faaliyet gdsteren
isletmelerin daha ¢ok tercih edilmeleri i¢in, tiiketicilerin internetten aligveris davranislarini etkileyen
faktorleri dogru anlamalar1 gerekmektedir. Tiiketicilerin internetten aligveris davranigini etkileyen
faktorler dogru anlasilmadan yiiriitiilen pazarlama faaliyetleri istenilen sonuglar1 vermeyecektir.

Tiiketicilerin internetten aligveris davranisini etkileyen faktorler ¢esitlilik gostermektedir. Bu ¢alismada
algilanan fayda, iiriin 6zellikleri, tiiketici deneyimi ve satis promosyonlarinin internetten aligveris
davranis iizerindeki etkisi incelenmigstir. Bu faktorlerin tiiketicilerin internetten satin alma davranisi
tizerindeki etkisinin bilinmesi isletmelerin hangi tiiketici profiline hitap edeceklerini netlestirilmesinde
ve pazarlama stratejilerinin daha dogru bir sekilde belirlenmesinde faydali olacaktir. Ayrica bu
calismanin daha sonra yapilacak ¢alismalara da katki saglayacag diisiiniilmektedir.
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Aragtirmanin ana kiitlesi internetten aligveris yapan tiim tliketicilerden olugsmaktadir. Ancak zaman
maliyet ve bu ana kiitleye ulasilabilirlik kisitlarindan dolay1 arastirmaya sadece Yiiziincii Yil
Universitesinde gorev yapan dgretim elemanlar1 dahil edilmistir. Bu nedenle arastirmanin sonuglari tiim
tiikketiciler i¢in genellenemez. Ayrica ¢alisma kapsaminda tiiketicilerin internetten aligveris davranislari,
algilanan fayda, iiriin Ozellikleri, tiiketici deneyimi ve satis promosyonlari faktorlerine gore
degerlendirilmesi, diger faktorlerin calismaya dahil edilmemesi c¢alismanin diger bir kisitim
olusturmaktadir.

3.2. Veri Toplama Yontemi ve Araci

Tiiketicilerin internetten alisveris davranisini etkileyen faktorlerin incelendigi bu ¢alismada veri toplama
araci olarak anket kullanilmistir. Anket formu Suki'nin (2013) ¢alismasindan uzman kisilerin gortisleri
dikkate alinarak uyarlanmistir. Anket formunda 5'li likert 6lgegine gore kesinlikle katilmiyorum (1),
katilmiyorum (2), kararsizim (3), katiliyorum (4) ve kesinlikle katiliyorum (5) ifadeleri kullanilmistir.
Toplam 27 sorudan olusan anketin ilk kismindaki 7 soru tiiketicilerin cinsiyetleri, medeni durumlari,
yagslari, unvanlari, gilinliik internet kullanim sikliklari, internette aligveris deneyimleri ve sikliklarin
belirlemeye yonelik sorulardir. Ankette yer alan 8., 9., 10., 11. sorular algilanan faydayi, 12.,13.,14.,15.
sorular tirlin 6zelliklerini, 16.,17.,18.,19. sorular tiiketici deneyimini, 24.,25.,26. sorular ise internetten
aligveris davranisini 6lgmeye yoneliktir.

Anket calismasi tamamlandiktan sonra elde edilen veriler giivenilirlik analizine tabi tutulmustur.
Giivenilirlik analizi sonucunda Cronbach's Alpha katsayist 0,860 bulunmustur. Bu deger sosyal
bilimlerde genel kabul goren 0,70 degerinden yiiksek oldugu icin anketin yiliksek derecede giivenilir
oldugu soylenebilir.

3.3. Ana Kiitle ve Orneklem Sec¢imi

Bu ¢aligma internetten alisveris deneyimine sahip Yiiziincii Y1l Universitesinde gorev yapan dgretim
elemanlar1 iizerinde uygulanmustir. Ogretim elemanlarinin egitim durumunun daha yiiksek olmasi,
zaman kisit1 yagamalari, bilgi aramalar1 ve arastirmalarindan dolay1 interneti ve bilgisayar teknolojilerini
daha sik kullanmalar1 gibi nedenlerle internetten alisverisi daha ¢ok tercih edecekleri diigiiniilmistiir.
Universitenin Personel Daire Baskanligi'ndan alinan bilgiye gore 2015 Mayzs ay1 itibariyle iiniversitenin
toplam 6gretim elemani sayis1 1646 kisidir. Birak topla yontemiyle yapilan ankette iiniversitenin tiim
birimlerine ulagilmaya ¢alisilmis ve katilimcilar tesadiifi olarak segilmistir. Belirli bir ana kiitledeki kisi
sayis1 bilindiginde drneklemi olusturacak kisilerin sayisi yaygin olarak kullanilan asagidaki formiil ile
hesaplanmustir.

n=Nt2pq/d2 (N-1) + t2pq

Bu formiile gore;

N: Ana kiitledeki kisi sayis1

n: Ornekleme almacak kisi sayisi

p: Incelenen olayin gériiliis siklig1 (olasiligr)

q: Incelenen olayin gériilmeyis siklig1 (1-p)

t: Belirli bir anlamlilik diizeyinde ve saptanan yanilma diizeyinde t tablosunda bulunan teorik deger
d: Olayn goriiliis sikligina gore kabul edilen 6rnekleme hatasini temsil etmektedir.

Eldeki veriler formiilde yerine yazildiginda;

n: 1646x(1.96)2x0.50x0.50/(0.50)2x1646+(1.96)2x0.50x0.50=312 bulunmustur.

Bu formiile gore %95 giiven araliginda ve %5 anlamlilik diizeyinde ulagilmasi gereken 6rneklem sayist
312 olarak hesaplanmistir. Bu amagla 500 anket dagitilmig, bu anketlerin 332 tanesinden geri doniis
almmustir. 332 anketten de 17 tanesi hatali, eksik ve yanlis cevaplandigindan dolay1 toplamda
kullanilabilir 315 anket degerlendirmeye tabi tutulmustur. Toplanan veriler SPSS 17 paket programa ile
degerlendirilmistir.
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3.4. Arastirmanin Modeli ve Hipotezleri

Aragtirmanin modeli Suki'nin (2013) ¢alismasindan esinlenerek olusturulmustur. Bu model Sekil 1' de
sunulmustur.

Sekil 1. Arastirmanin Modeli

Algilanan Fayda

Uriin Ozellikleri

Tiiketicilerin Internetten Alisveris
Davranisi

Tiiketici Deneyimi

Satis Promosyonlari

Aragtirmanin modelinde yer alan algilanan fayda, iriin 6zellikleri, tiiketici deneyimi ve satis
promosyonlarinin tiiketicilerin internetten satin alma davranigi tzerindeki etkisi incelenmistir.
Aragtirmanin modeline uygun olarak gelistirilen hipotezler asagida siralanmustir.

Hi: Algilanan fayda tiiketicilerin internetten aligveris davranisini anlaml bir sekilde etkilemektedir.
H,: Uriin &zellikleri tiiketicilerin internetten alisveris davranisini anlamli bir sekilde etkilemektedir.
Hs: Tiiketici deneyimi tiiketicilerin internetten aligveris davranisin1 anlamli bir sekilde etkilemektedir.
Ha: Satig promosyonlart tiiketicilerin internetten aligveris davranisini anlamli bir sekilde etkilemektedir.

Referans ¢alismada algilanan fayda ve {iriin 6zelliklerinin tiiketicilerin internetten aligveris davranigini
anlamli sekilde etkiledigine iligskin hipotezler reddedilmis, tiiketici deneyimi ve satig promosyonlarinin
tiikketicilerin internetten alisveris davranisini anlamli sekilde etkiledigine iliskin hipotezler ise
desteklenmistir.

4. ARASTIRMANIN BULGULARI

4.1. Katimcillarin Demografik Ozelikleri, Internet Kullammm ve Internetten Alsveris
Alskanliklarina iliskin Bulgular

Katilimcilarin cinsiyet, medeni durum, yas, akademik unvanlari internet kullanma sikliklari, internetten
aligveris tecriibeleri ve internetten aligveris sikliklarina iligkin veriler Tablo 1’de agiklanmistir.
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Tablo 1. Katilimcilara Ait Bilgiler

Gruplar Degiskenler Frekans Yiizde (%)
Cinsiyet Erkek 218 69.2
Kadin 97 30,8
. Evli 228 72,4
Medeni Durum Bekar g7 27.6
21-30 75 23,8
Yas 31-40 141 44,8
41-50 73 23,2
50 ve iistil 26 8,3
Prof. 22 7
Dog. 31 9,8
Akademik Unvan Yrd. Dog. 105 333
Ars. Gor. 99 31,4
Ogr. Gor. 44 14
Diger 14 4,4
1 saatten az 49 15,6
o rer . 1-3saat 161 51,1
Giinliik Internet Kullanma Sikhgi 4 - 6 saat 81 25.7
7 -9 saat 20 6,3
10 saat ve tizeri 4 1,3
1 yildan az 49 15,6
. . N 1-3yil 106 33,7
Internetten Ahsveris Tecriibesi 4-6yi 08 311
7-9yil 38 12,1
10 y1l ve {izeri 24 7,6
Haftada bir 10 3,2
Haftada birkag kez 11 3,5
Iki haftada bir 28 8,9
; . < Ayda bir 74 23,5
Internetten Alisveris Sikhgi 3 ayda bir 50 15.9
6 ayda bir 21 6,7
Yilda bir 17 5,4
Ara sira 104 33
Toplam 315 100

Tablo 1'de katilimcilarm cinsiyetlerine gore dagilimi incelendiginde katilimcilarin 218'inin (%69,2)
erkek oldugu, 97'sinin (%30,8) de kadin oldugu goriilmektedir. Buna goére katilimceilar %69,2 oranla
daha ¢ok erkeklerden olusmustur.

Tabloya gore katilimcilarin 228'inin (%72,4) evli, 87'sinin (%27,6) ise bekar oldugu gorilmektedir.
Katilimcilar medeni durumlarina gére %72,4 oranla daha ¢ok evlilerden olugsmustur.

Tablo da gorildigi gibi katilimceilar yas gruplarina gore dagiliminda en fazla katilimcr sayisi 31 - 40
yas araliginda orta yaslh katilimcilardan olugsmaktadir. 21 - 30 yas araligindaki katilimer sayist 75
(%23,8) kisi, 31 - 40 yas araligindaki katilimci sayis1 141 (% 44,8) kisi, 41 - 50 yas araligindaki katilimci
sayist 73 (%23,2) kisi, 50 ve sti yas araligindaki katilimcr sayisi ise 26 (%8,3) kisidir.

Anket katilimcilarinm 105" (%33,3) Yrd. Dog., 99'u (%31,4) Ars. Gor., 44'ii (%14,0) Ogr. Goér., 31'i
(%9,8) Dog., 22'si (%7,0) Prof. unvanina sahiptir. Katilimcilarin 14'd (%4,4) uzman ve okutmanlarin
olusturdugu digerlerinden olusmaktadir. Ankete daha ¢ok Yrd. Dog. ve Aras. Gor. unvanina sahip
katilimcilar ilgi gostermistir.

Tabloya gore katilimcilarin 161'i (%51,1) giinde 1 - 3 saat arasi internet kullandiklarimi, 81'i (%25,7)
giinde 4 - 6 saat arasi internet kullandiklarini, 49'u (%15,6) giinde 1 saatten az internet kullandiklarini,
20'sinin (%6,3) giinde 7 - 9 saat aras1 internet kullandiklarini, 44 (%1,3) ise giinde 10 saat ve lizeri
internet kullandiklarinmi belirtmislerdir. Tablo 10'a gore katilimcilarin yaklasik yaris1 giinde 1 - 3 saat
arasi slireyle internetten vakit gecirdikleri gézlenmistir.
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Katilimcilarin 106's1 (%33,7) 1 - 3 yil arasi, 98'1 (%31,1) 4 - 6 yil arasi, 49'u (%15,6) 1 yildan az, 38'i
(%12,1) 7 - 9 y1l arasi, 24'd (%7,6) ise 10 yil ve iizeri internetten aligveris tecriibesine sahip olduklarin
belirtmislerdir. Katilimeilarin biiytik ¢ogunlugunun 1 - 3 yil (%33,7) ve 4 - 6 (%31,1) y1l aras1 siire
internetten aligveris tecriibesine sahip olduklar1 goriilmektedir.

Tabloda goriildigi gibi katilimcilardan 1044 (%33,0) internetten alisveris sikligimi ara sira, 74'0
(%23,5) ayda bir, 50'si (%15,9) 3 ayda bir olarak cevaplamistir. Yilda bir olarak cevaplayanlar ise 17
(%5,4) kisidir. 10 (%3,2) kisi internetten aligveris sikligin1 haftada bir, 11 (%3,5) kisi ise internetten
aligveris sikligini haftada birkag kez olarak cevaplamistir.

4.2. Korelasyon Analizi

Aragtirma modelindeki iliskileri gdsteren korelasyon analizi, tiiketicilerin internetten aligveris davranisi,
algilanan fayda, {rlin 6zellikleri tiiketici deneyimi ve satis promosyonlar1 degiskenleri arasindaki
korelasyonu tespit etmek iizere gerceklestirilmistir. Arastirma modelindeki iliskileri gosteren
korelasyon analizine iligkin Tablo 2 asagida yer almaktadir.

Tablo 2. Tiiketicilerin Internetten Alisveris Davranisi, Algilanan Fayda, Uriin Ozellikleri Tiiketici
Deneyimi ve Satis Promosyonlar1 Arasindaki Iliski

1. 2. 3. 4. 5.
1.Tiiketicilerin Internetten Alisveris Davranmsi 1 ,589*%* 010 ,679%* ,OTT**
2. Algilanan Fayda ,589%* 1 ,083 ,578%* ,560%*
3. Uriin Ozellikleri ,010 ,083 1 ,013 -,009
4. Tiiketici Deneyimi ,679%* ,578** 013 1 ,505%*
5. Satis Promosyonlari LOTT** ,560%* - 009 ,505%* 1

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

Tablo 2’deki yer alan sonuglara gore; tiiketicilerin internetten aligveris davranisi ile en yiiksek
korelasyona sahip olan degiskenler tiiketici deneyimi (,679*%*), satis promosyonlart (,677*%*) ve
algilanan fayda (,589**) arasinda %1 anlamlilik diizeyinde bir iliski oldugu goriilmektedir. Analiz
sonucuna gore tiiketici deneyimi, satis promosyonlari ve algilanan fayda artikea tiiketicilerin internetten
aligveris davranisinda artis gdzlenmektedir.

Algilanan fayda ile tiiketici deneyimi (,578**) ve satis promosyonlar1 (,560**) arasinda %1 anlamlilik
diizeyinde bir iliski s6z konusuyken tiiketici deneyimi ile satis promosyonlar1 (,505**) arasinda %1
diizeyinde anlamli bir iligki oldugu goriilmektedir. Buna gore tiiketici deneyimi artik¢a algilanan fayda
artmaktadir. Ayrica satis promosyonlar1 artikca algilanan fayda ve tiiketici deneyimin de arttigi
gbzlenmektedir.

Uriin 6zellikleri ile tiiketicilerin internetten aligveris davranisi, algilanan fayda, tiiketici deneyimi ve
satig promosyonlar1 degiskenleri arasinda istatistiki agcidan anlamli bir iligki bulunamamastir.

4.3. Regresyon Analizi

Algilanan fayda, iiriin 6zellikleri, tiikketici deneyimi ve satis promosyonlarinin, tiiketicilerin internetten
aligveris davranigina etkisine iliskin hipotezleri test etmek icin regresyon analizi kullanilmistir. Bu
degiskenlerin tiiketicilerin internetten alisveris davranisi lizerindeki etkisini agiklayan Tablo 3 asagida
yer almaktadir.

Tablo 3. Algilanan Fayda, Uriin Ozellikleri, Tiiketici Deneyimi ve Satis Promosyonlarinin,
Tiiketicilerin Internetten Aligveris Davramisina Etkisinin Incelenmesi

Bagimsiz Degisken B t- degeri Sig.(P)
Sabit 2,006 ,046
Algilanan Fayda ,134%* 2,876 ,004
Uriin Ozellikleri -,003 -,079 937
Tiiketici Deneyimi ,400%* 8,980 ,000
Satis Promosyonlari ,400* 9,111 ,000

R?2=10,616 F=126,991 Sig, F=0,000 *p <0,01
Bagimh degisken: Tiiketicilerin internetten aligveris davranisi
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Tablo 3 sonuglar1 degerlendirildiginde regresyon modelinin %1 diizeyinde anlamli oldugu (F= 126,991,
Sig, F <0,01) goriilmektedir. Kurulan regresyon modelinde algilanan fayda, iriin 6zellikleri, tiiketici
deneyimi ve satis promosyonlarinin tiiketicilerin internetten aligveris davranisi iizerinde meydana gelen
degisimin yaklasik olarak % 61'ini agikladig1 belirlenmistir. Standardize edilmis regresyon katsayisina
gore (P) tiiketicinin internetten aligveris davramisi lizerinde tiiketici deneyimi (,400) ve satis
promosyonlari (,400) esit onemde etkiliyken algilanan faydanin (,134) etkisi daha azdir.

Aragtirmanin H,; hipotezinde algilanan faydanin tiiketicilerin internetten aligveris davranigini anlamli bir
sekilde etkiledigi varsayilmaktadir. Tablo 3'te goriildiigi lizere (B1= 0,134; t=2,876; P=0,004) H;
hipotezi kabul edilmistir. Yani algilanan fayda tiiketicilerin internetten aligveris davranisini anlamli bir
sekilde etkilemektedir.

Aragtirmanin H» hipotezinde {iriin 6zelliklerinin tiiketicilerin internetten aligveris davranigini anlamli bir
sekilde etkiledigi varsayilmaktadir. Tablo 3'te goriildiigii iizere (B2= -0,003; t=-0,079; P=0,937) H,
hipotezi reddedilmistir. Diger bir ifade ile iiriin 6zelliklerinin tiiketicilerin internetten aligveris davranisi
iizerinde anlamli bir etkisi bulunmamaktadir.

Aragtirmanin Hs hipotezinde tiiketici deneyiminin tiiketicilerin internetten aligveris davranisini anlamli
bir sekilde etkiledigi varsayilmaktadir. Tablo 3'te goriildiigii tizere (B3= 0,400; t=8,980; P=0,000) H3
hipotezi kabul edilmistir. Buna gore tiiketici deneyimi tiiketicilerin internetten aligveris davranigini
anlaml bir sekilde etkilemektedir.

Aragtirmanin Hs hipotezinde satis promosyonlarinin tiiketicilerin internetten aligveris davranisini
anlamli bir sekilde etkiledigi varsayilmaktadir. Tablo 3'te goriildiigii iizere (B4= 0,400; t=9,111;
P=0,000) H4 hipotezi kabul edilmistir. Bagka bir deyisle satis promosyonlari tiiketicilerin internetten
aligveris davranigini anlamli bir sekilde etkilemektedir.

5. SONUC

Internete ulasmanin her gegen giin daha da kolaylasmasiyla, internetten aligveris hacminin de artacag
ongoriilmektedir. Giiniimiizde internet kiyasiya rekabetin yasandig1 biiyiik bir pazar haline gelmistir. Bu
pazarda rekabet etmek isteyen isletmelerin tiiketici davranisini etkileyen faktorleri dogru bir sekilde
anlayarak bu dogrultuda pazarlama faaliyetlerine yon vermeleri gerekmektedir.

Bu calisma algilanan fayda, iiriin 6zellikleri, tiikketici deneyimi ve satig promosyonlarinin tiiketicilerin
internetten aligveris davranisi iizerindeki etkisini belirlemek amaciyla Yiiziincii Y1l Universitesinde
gérev yapan Ogretim elemanlar1 {izerinde uygulanan bir anketle gergeklestirilmistir. Dagitilan
anketlerden geri doniis alman 332 anketten 17 hatali, eksik ve yanlis cevaplandigindan dolay:
calismadan ¢ikarilmistir. Kalan 315 anket, SPSS 17 programi ile degerlendirilmistir.

Regresyon analizinden elde edilen sonuglara gore algilanan faydanin tiiketicilerin internetten aligveris
davranisini anlamli bir sekilde etkiledigi bulunmustur. Tiiketicilerin internetten yaptigi aligverisleri daha
az maliyetli, daha cazip gormesi ve internetten daha iyi miisteri hizmeti aldigina dair algisi tiiketicilerin
internetten aligveris davranisin1 olumlu sekilde etkilemektedir. Internetten aligveris yapan bireylerin
kolaylik, eglence, daha genis secenek, hizmet ve fiyat agisindan Onemli Olgiide daha fazla fayda
algilamaktadir (Yew & Kamarulzaman, 2020, s. 352).

Aragtirma sonuglarina gore iriin 6zelliklerinin tiiketicilerin internetten aligveris davranigi iizerinde
anlamli bir etkisinin olmadig: tespit edilmistir. Buna gore farkli duyu organlar ile algilanan {iriinlerin
tiikketicilerin internetten aligveris davranigini etkilememektedir. Suki (2013) calismasinda benzer sekilde
iriin 6zelliklerinin tiiketicilerin internetten aligveris davranisi tizerinde anlamli bir etkisinin olmadigini
ortaya koymustur. Diger taraftan Azami (2019) calismasinda iiriin 6zelliklerinin tiiketicilerin satin alma
davranisi iizerinde anlamli bir etkisinin oldugunu belirtmektedir.

Yapilan analizler sonucunda tiiketici deneyiminin tiiketicilerin internetten aligveris davranigini anlamli
bir sekilde etkiledigi tespit edilmistir. Tiiketicilerin ge¢cmis deneyimlerinin etkisiyle pazarlama
faaliyetlerini uygun gormesi ve satin almalarin siklig1 tiiketicilerde markali {irlinler dahil olmak iizere
her tiirlii Giriinii internetten satin alinabilecegine dair bir algi olusturdugu sdylenebilir. Song vd. (2023)
gore yiiksek tiiketici deneyimi bilgi arama maliyetlerini ve satin alma siirecinde harcanan zamam
azaltmaktadir. Suki (2013) calismasinda internet lizerinden alisveris yapilmasinda tiiketici deneyiminin

-43 -



Turkish Journal of Marketing Research / Cilt: 4, Say1: 1, Haziran 2025, 31-48
Turkish Journal of Marketing Research / Volume: 4, Issue: 1, June 2025, 31-48

biiylik bir etkisi oldugunu vurgulamaktadir. Bu yoniiyle ¢aligmanin ulastigi sonuglar bu bilgiyi
dogrulamaktadir.

Aragtirmanin sonuglarina gore tiiketicilerin internetten aligveris davranisini anlamli bir sekilde etkileyen
diger bir faktor satis promosyonlaridir. Tiiketicilerin internetteki fiyatlar1 magazadaki fiyatlara gore
daha ucuz bulmasi, internetten sunulan hediye, puan, ¢ekilis, fiyat indirimi vb. satis promosyonlarini
magazalara gore daha fazla bulmasi ve tiiketicilerin bu promosyonlar1 cazip bularak etkilenmeleri
tiikketicilerin internetten aligveris davranisini olumlu sekilde etkilemektedir. Yapilan caligmalarda
promosyon tekliflerinin tiiketicilerin internetten aligveris yapma davraniglar tizerinde etkili olabilecegi
belirlenmistir (Azami, 2019; Brabo vd., 2021; Suki, 2013).

Jadhav & Khanna (2016) yaptiklar1 calismada internetten aligverisi etkileyen ana etkenler; erisilebilirlik,
uygun fiyat, promosyonlar, kiyaslama, kullaniglilik, miisteri hizmetleri, algilanan kullanim kolayligi,
tutum, zamana duyarlilik, gliven ve cesitlilik arayisi olarak belirlemislerdir. Sahin & Topal (2019)
calismasinda internet iizerinden iiriin-fiyat karsilagtirma kolayliginin olmasinin internetten aligverisi
tercih etmede en 6nemli faktor oldugu belirlenmistir. Bunu e-ticaret formlarinda kullanict yorumlarinin
bulunmas: ve iriin detaylarina kolayca ulagilabilmesi takip etmektedir. Bagka bir aragtirmada,
tiikketicilerin internetten iiriin satin almasini etkileyen en 6nemli faktorlerin gizlilik, glivenlik ve giiven,
zamandan tasarruf, kullanim kolaylig1 ve alisveris keyfi oldugu tespit edilmistir (Yagc1 vd., 2017, s.
114).

Birgok iiriin internetten ortaminda duyu organlartyla dogru bir sekilde algilanamadigi i¢in bu iiriinlerin
pazarlanmasinda giicliikler yasanmaktadir. Internetten satis yapan isletmeler bu iiriinlerin
pazarlamasinda tiiketicilerin tiriinii gergege yakin algilamalarini saglayacak uygulamalar sunarak bu
iiriinlerin internetten satin alinmasini kolaylastirabilir. Ayrica siparis edilen {iriinleri en kisa zamanda
tiikketicilere ulastiran igletmeler yasanan rekabette daha avantajli durumda olacaklardir.

Olumlu deneyim yasayan tiiketicilerin ayni internet sitelerini kullanarak aligveris yapmalari
muhtemeldir. Sanal ortamda faaliyet yiiriiten isletmeler sagladiklari hizmetlerle tiiketicilerin sanal
magazalardan memnun ayrilmalarim saglamalidir. internette tiiketicilerin memnuniyetini saglamada
giivenlik en 6nemli unsur olarak goriilmektedir. Bu nedenle tiiketicilerin internetten giivenli bir aligveris
yapmalarini saglayacak sistemler olusturularak yasanan endiselerin ortadan kaldirilmasi gerekmektedir.

Internetten satis yapan isletmeler tiiketicileri kendi sitelerini ¢cekebilmek ve daha fazla satin almalarmi
saglamak i¢in sunduklar1 indirimler, cekilisler, hediyeler, puanlar, iicretsiz kargo vb. satig
promosyonlarini daha etkileyici bir sekilde sunabilir. Ayrica bu alanda faaliyet gosteren isletmeler
mevcut satis promosyonlarinin miktar1 ve sayisimi artirma yoluna da gidilebilir. Nitekim satig
promosyonu tiiketiciler i¢in aligverisi daha keyifli hale getirerek tiiketicinin ayni1 davranigi gostermesini
kolaylastirir.

Arastirma iiniversite 6gretim elemanlar1 tizerinde uygulanmistir. Gelecekte yapilacak ¢aligmalarin ana
kiitleyi tiim ozellikleri ile temsil edecek tiim meslek gruplarinin dahil oldugu bir 6rneklem tizerinde
yapilmasi daha genelleyici sonuglara varilmasimi saglayacaktir. Ayrica calisma kapsaminda tiiketicilerin
internetten satin alma davraniglari, algilanan fayda, Uriin Gzellikleri, tiikketici deneyimi ve satis
promosyonlar1 faktorlerine gore degerlendirilmistir. Yapilacak caligsmalarda diger faktorler de dahil
edilerek daha genis kapsamli sonuglar elde edilebilir.

YAZARLARIN BEYANI

Katki Oram Beyani: Fatih Goniil %70, Biilent KARAKAS %30°dur.

Destek ve Tesekkiir Beyani: Yazarlar bu ¢alisma igin finansal destek almadigini beyan etmistir.

Catisma Beyani: Yazarlar gikar ¢alismasi bildirmemisgtir.

Etik Kurul Onay:: Bu ¢alismanin verileri 2020 yili dncesinde toplandigi i¢in etik kurul izni alinmamustir.
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ABSTRACT

The source credibility model is essential to understanding how influencers can be effectively utilized in marketing
communications. Initially explored within the field of communication, the concept later became a crucial
component of the celebrity endorsement literature. In recent years, with the rapid rise of influencer marketing,
source credibility receives increasing attention from scholars in this domain. Despite this growing interest, there
is a lack of a comprehensive literature review specifically examining how source credibility theory is applied
within influencer marketing. Addressing this gap, the present study aims to explore the use of source credibility
theory in influencer marketing through a comprehensive literature review supported by bibliometric analysis. To
this end, articles indexed in Scopus are reviewed, and 162 eligible articles are identified and analyzed based on
predetermined criteria using bibliometric methods. The findings reveal several key insights: the source credibility
model is most frequently examined in conjunction with parasocial relationship theory. Among the model’s
dimensions, trustworthiness, expertise, and attractiveness are the most commonly studied. Furthermore, the study
identifies the leading authors and most-cited works in the field, highlights core research themes and trends, and
presents a comprehensive discussion of the literature. This research offers a valuable resource for scholars by
synthesizing the key contributions, summarizing influential studies, and identifying emerging topics that guide
further investigations in the field.
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Influencer Pazarlamada Kaynak Giivenilirligi Arastirmalarinin On Yillik Haritalandirmasi:
Bibliyometrik Bir inceleme
(074

Kaynak giivenilirligi modeli, etkileyicilerin pazarlama iletisiminde nasil efektif bir bi¢imde kullanilabilecegini
anlamak i¢in 6nem arz etmektedir. Konsept, literatiirde ilk olarak iletisim alaninda arastirilmis ve daha sonra tinlii
onay1 literatliriiniin 6nemli bir bileseni olmustur. Son yillarda etkileyici pazarlamada yasanan patlama, bilim
insanlarinin kaynak giivenilirligine olan ilgisini arttirmaktadir. Ancak literatiir, artan ilgiye ragmen, kaynak
giivenilirligi teorisinin etkileyici pazarlamada nasil uygulandigmni inceleyen kapsamli bir arastirmadan
mahrumdur. Bu boslugu ele alan caligma, bibliyometrik analizle desteklenen detayli bir literatiir incelemesi
yoluyla etkileyici pazarlamada kaynak giivenilirligi teorisinin kullanimin1 kesfetmeyi amaglamaktadir. Bu amagla
Scopus’ta indekslenen makaleler incelenmis ve belirlenen kriterlere gore elde edilen 162 makale analize tabi
tutulmustur. Bulgular kaynak giivenilirligi modelinin en fazla parasosyal iliski teorisi ile incelendigini ve modelin
en sik kullanilan alt boyutlarinin giivenilirlik, uzmanlik ve gekicilik oldugunu goéstermistir. Ayrica bu ¢alisma ile
alanin 6nde gelen yazarlari ve en ¢ok atif alan ¢aligmalari belirlenmekte, temel aragtirma temalar1 ve egilimler
vurgulanmakta ve literatiiriin kapsamli bir tartigmasi sunulmaktadir. Bu caligma alandaki 6nemli katkilart
sentezleyerek, etkili ¢aligmalar1 6zetleyerek ve gelecek arastirmalara rehberlik edecek yeni konular belirleyerek
arastirmacilar i¢in yol gosterici bir kaynak sunmaktadir.
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GENISLETILMIS OZET
Amac ve Kapsam:

Unliilerin marka onaylayicilar1 olarak kullanilmast 18.yy’a kadar uzanmaktadir (Kaikati, 1987). Topluma mal olan
bu kisiler markalara yonelik olumlu tiikketici tutumlarini sekillendirmede (Kahle ve Holmer, 1985; Wilson ve
Sherrell, 1993; Tormala, Brifiol ve Petty, 2006), marka anlamlarin1 aktarmada (McCracken, 1989; Roy, 2018;
Torres, Augusto ve Matos, 2019) ve tiiketicilerin davranigsal niyetlerini etkilemede (Torn, 2012; Amos vd., 2008;
AlFarraj ve digerleri, 2021) 6nemli bir role sahiptir. Web 2.0 sonrasi sosyal medyanin gelisimiyle beraber ortaya
cikan geleneksel olmayan iinliller olan etkileyiciler (influencers), geleneksel iinliilerin bu roliinii iistlenerek
markalarla pek ¢ok sekilde is birligi yapmaktadir. Bu noktada etkileyicilerin tipki geleneksel {inliilerinki gibi
titketici tutum ve niyetlerini etkileyebilmesi icin 6ne ¢ikan konulardan birisi de algilanan giivenilirlikleridir.

Hem biiyiik isletmeler hem de kiiciik ve orta 6l¢ekli isletmeler iletisim stratejilerinde her gegen giin etkileyicilerin
giivenilirliginden daha fazla yararlanmaktadir. Bu durum, alanda ¢ok sayida arastirma yapilmasina neden
olmaktadir. Ancak markalarin hangi etkileyici dzelliklerinin giivenilirlie neden olabilecegini anlamasi etkileyici
secimleri i¢in dnemli bir kriterdir. Ayrica arastirmacilarin, etkileyicilerin giivenilirligini olusturan unsurlar1 ve bu
giivenilirligin etkilerini bir biitiin olarak gorebilmesi, literatiirde bosluk kalan alanlari tespit edip bu alanlara
yogunlasabilmeleri i¢in 6nem arz etmektedir. Boyle bir tespit ancak veri gorsellestirmesi ile miimkiin
olabilmektedir. Unlii onay1 (Hariningsih vd. 2024), kaynak giivenilirligi (Halder vd. 2021) ve etkileyici pazarlama
(Srivastava, 2021) alaninda ¢esitli caligmalar yapilmis olsa da higbiri etkileyici giivenilirligini bir biitiin olarak ele
almamigtir. Bu nedenle bu ¢alisma dort arastirma sorusuna odaklanmistir:

1) Alanin 6nde gelen aragtirmacilari kimlerdir ve etkileyici giivenilirligi konusunu nasil ele almaktalardir?

2) Alani sekillendiren temel arastirma konulari nelerdir?

3) Etkileyicilere yonelik yapilan en dnemli ¢aligmalar (en yiiksek atifa sahip) etkileyicinin giivenilirligini hangi alt
boyutlar ile agiklamaktadir?

4) Alandaki mevcut ve gelecekteki arastirmalara rehberlik eden trenler nelerdir?

Yontem:

Bu caligmada ele alinan arastirma sorularinin cevaplanabilmesi i¢in alanda yapilan ¢aligmalar, en fazla eseri
barindirdig bilinen Scopus veri tabani araciligiyla elde edilmis (Elsevier, 2024) ve bibliyometrik analiz yontemi
ile incelenmistir. Analizi gergeklestirmek icin Vosviewer (Van Eck ve Waltman, 2014) ve Biblioshiny (Aria ve
Cuccurullo, 2017) yazilimlarindan yararlanilmistir. Analizin Klarin (2024) tarafindan 6nerildigi gibi sistematik bir
akis icerisinde gergeklestirilebilmesi igin Aria & Cuccurullo (2017) nun akis1 takip edilmistir. Eser tiiriine, makale
basligina, makale 6zetine, anahtar kelimelere, arastirma alanina gore yapilan eleme sonucu etkileyici pazarlamada
kaynak giivenilirligi teorisinden faydalanan 173 makale tespit edilmistir. Bu makalelerin her birinin 6zetleri ve
anahtar kelimeleri incelenerek calismanin kapsami disinda kalan 11 makale elenmis ve 162 makale analize
sokulmustur.

Bulgular:

Bu ¢alismanin bulgulari alanda yazilan eserlere gore alanin yillik ortalama biiyliimesinin %25,3 oldugunu, alanin
onde gelen ii¢ yazarinin Lou, Yuan ve Djafarova oldugunu, alanin en ¢ok atif alan {i¢ ¢alismasinin Lou ve Yuan
(2019), Djafarova ve Rushworth (2017) ile Breves vd. (2019)’ne ait oldugunu, alanda 6ne ¢ikan teori ve
yaklasimlar arasinda arasinda parassosyal iliski teorisi, tinlii kullanim modelleri, ayrintilandirma olasilig1 modeli,
kaynak ¢ekiciligi modeli ve uyumun yer aldigini, ele alinan temel arastirma konulariin arasinda milenyum kusagi,
sanal etkileyiciler, yapay zeka, antropomorfizm, giizellik iiriinleri ve reklam ifsasinin bulundugunu, etkileyicinin
giivenilirlik boyutlarindan en fazla uzmanlik, giivenilirlik ve ¢ekiciligin incelendigini, kaynak giivenilirliginin
dogrudan ya da dolayli olarak etkiledigi degiskenler arasinda en ¢ok caligilanlarin giiven, marka giiveni, marka
katilimi, seyahat niyetleri, reklama yonelik tutumlar ve satin alma niyetleri oldugunu ve giivenilirlikleri agisindan
en ¢ok incelenen etkileyici tiplerinin Instagram etkileyicileri oldugunu tespit etmistir.

Sonu¢ ve Tartisma:

Bu ¢alismanin sonuglari alani1 inceleyecek arastirmacilara tematik haritalandirma, es zamanlilik ag1 ve trend analizi
ile etkileyici pazarlama literatiiriinde kaynak giivenilirliginin nasil ele alindigini, hangi konularin bir arada
calisildigini, donemsel olarak popiiler alanlarin neler oldugunu ve arastirma bosluklarinin neler olabilecegini
gostermigtir. Dolayistyla ¢aligma, bu konuda gelecekte c¢alisacak arastirmacilar i¢in zengin bir yol haritast
sunmaktadir.
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1. INTRODUCTION

Celebrity endorsement is one of the most extensively discussed topics in the marketing literature. The
use of celebrities as brand endorsers dates back to the 19th century (Kaikati, 1987). Celebrities play a
crucial role in shaping positive consumer attitudes toward brands (Kahle & Holmer, 1985; Wilson &
Sherrell, 1993; Tormala, Brifiol, & Petty, 2006), facilitating the transfer of brand meanings (McCracken,
1989; Roy, 2018; Torres, Augusto, & Matos, 2019), and influencing consumer behavioral intentions
(Torn, 2012; Amos, Holmes, & Strutton, 2008; AlFarraj et al., 2021). This role of celebrity not only
affects consumers’ behavior towards the brand or product but also transforms society (McCracken,
1986; McCracken, 1989). Recognizing this persuasive power, brands have made celebrity endorsement
a core element of their communication strategies.

The literature categorizes the main celebrity endorsement models under four primary frameworks: the
source credibility model, the source attractiveness model, the meaning transfer model, and the match-
up hypothesis. The match-up hypothesis posits that the effectiveness of the persuasion process increases
when there is a perceived fit or congruence between the endorser and the product or brand (Kahle &
Holmer, 1985; Misra & Beatty, 1990; Kamins, 1990). The meaning transfer model, proposed by
McCracken (1986, 1989), suggests that celebrities serve as cultural conduits, transferring symbolic
meanings to the brands they endorse. The source credibility model asserts that a communicator must
possess certain characteristics—such as trustworthiness and expertises—to be perceived as credible
(Hovland et al., 1953; Wilson & Sherrell, 1993). On the other hand, the source attractiveness model
focuses on attributes such as familiarity, likability, similarity, and physical attractiveness, which
enhance consumer interest in the source (McGuire, 1985). Later, Ohanian (1990) developed a composite
source credibility model by integrating the source credibility and source attractiveness models.

Undoubtedly, all four theoretical models discussed play a significant role in shaping brand adoption and
product consumption. However, this study specifically focuses on the source credibility model. As
previously noted in the literature, there has been a substantial surge in scholarly attention to source
credibility since the early 2000s (Roy, 2018). Moreover, with the rise and evolution of social media,
non-traditional celebrities—commonly referred to as influencers—have emerged as key endorsers,
possessing their unique characteristics. According to Statista, as of February 2025, approximately 5.24
billion people, in other words, 63.9% of the global population, reported using social media (Petrosyan,
2025). Furthermore, the Statista Research Department (2025) reported that the influencer marketing
market size reached $24 billion in 2024. In a related projection, Goldman Sachs (2023) estimated that
the total influencer economy, valued at $250 billion in 2023, is expected to grow to $450 billion by
2027. This situation has raised important questions regarding which influencer characteristics are most
persuasive as a credible source, and how these characteristics influence various consumer attitudes and
behavioral intentions. Both established brands and small and medium-sized enterprises (SMEs)
increasingly leverage influencers' credibility in their communication strategies. As a result, celebrity
endorsement theory has significantly contributed to the rapid expansion of influencer marketing
literature. However, to further advance the field, researchers must be able to identify future research
directions, recognize the most frequently studied topics and theories, pinpoint gaps in the literature, and
discover the leading authors and foundational studies. A comprehensive understanding of the field also
requires access to synthesized insights from these key contributions. Such an endeavor is only possible
through a bibliometric analysis conducted within a systematic and structured research framework.

With the evolution of celebrity endorsement, a number of early studies have sought to examine the
development of the literature (Kaikati, 1987; Erdogan, 1999; Pornpitakpan, 2004). In recent years,
comprehensive bibliometric analyses have also been conducted in the field (Wang & Liu, 2022; Shafie
et al., 2023). However, these studies typically approach the topic as a very broad whole. In other
respects, Rocha et al. (2020) specifically examined celebrity endorsement within the context of
marketing communication, while Halder et al. (2021) focused on the credibility dimension. In a more
narrowly scoped study, Hariningsih et al. (2024) provided a snapshot of the celebrity endorsement
literature, addressing both influencer and traditional celebrities. Moreover, studies on influencer
marketing have also been explored from a broader lens using bibliometric analysis (Srivastava, 2021;
Tanwar et al., 2022). Collectively, these studies offer researchers a valuable foundation for shaping their
scholarly roadmaps. However, within the fields of persuasion literature and communication studies, the
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question of which source characteristics contribute to credibility continues to be actively investigated.
For this reason, the number of studies that use source credibility theory in influencer marketing is rapidly
increasing. Unlike the studies cited above, the present research focuses on a prescription that will guide
researchers who will directly examine influencer credibility. In doing so, this study provides future
researchers with a structured overview—a focused map within a theoretical context—to navigate a
growing and complex body of literature. Based on this rationale, the research questions (RQs) guiding
this study are as follows:

RQ1: Who are the leading researchers in the field, and how do they approach the topic of source credibility in
influencer marketing?

RQ2: What are the key research topics that have shaped the field?
RQ3: Which dimensions of source credibility are addressed in the most influential studies on influencers?
RQ4: What emerging trends guide current and future research in the field?

To conduct this research, the study employs the bibliometric analysis method. For bibliometric analysis to
effectively examine a topic from multiple perspectives and provide meaningful insights for researchers, it must
follow a systematic and structured workflow (Klarin, 2024). Accordingly, this study adopts the workflow proposed
by Aria and Cuccurullo (2017).

The structure of this study is as follows: The next section examines the theoretical background of influencer
credibility. This is followed by a detailed explanation of the research methodology and systematic workflow
adopted for the bibliometric analysis. Subsequently, all retrieved studies were analyzed, and the contributions of
leading authors in the field were evaluated. The analysis continues with factor analysis of authors’ keywords,
followed by the construction of network matrices, including bibliographic coupling and co-occurrence analysis.
In the final stages, a comprehensive overview of the literature is presented through thematic mapping and trend
topic analysis, highlighting current research directions and gaps in the literature. The study concludes with a
general evaluation of the findings and key points for discussion.

2. THEORETICAL BACKGROUND
2.1. Influencer Marketing

In general, influence can be defined as the power to affect a person, situation or event (Brown & Hayes,
2008, p. 50). Influence is not exerted in isolation; it occurs within a specific context or frame of reference
(Levin, 2020). Therefore, for influence to take place, there must be both a stimulating event or message
and a target audience or recipient. In this regard, the primary role of an influencer is to affect the attitudes
and behaviors of their audience by shaping what they communicate, how they behave, and what they
present in digital environments (Vodak et al., 2019).

The earliest studies on interpersonal influence can be traced back to Ryan and Gross's (1943) seminal
work, “The Diffusion of Hybrid Seed Corn in Two lowa Communities”, which laid the foundation for
the Diffusion of Innovations Theory (Valente & Rogers, 1995; Kaminski, 2011). Early adopters play a
pivotal role in the dissemination of innovations. Their influence often facilitates the adoption process
by encouraging the early majority and late majority to accept and try innovations (Chan & Misra, 1990).
Subsequent research highlighted the importance of interpersonal contacts in shaping adoption behavior,
as well as the influence of dissenting or opposing leaders on public opinion (Burt, 1999; Valente &
Davis, 1999). Academic inquiry into consumer influence formally began with the foundational studies
of Katz & Lazarsfeld (1955), which introduced the concept of key opinion leadership (KOL). KOLs are
defined as individuals who exert varying degrees of influence over others’ decisions (Rogers & Cartano,
1962, p. 453). Practitioners have long recognized the value of KOLs and have utilized symbolic or real
figures to shape public perception. For example, Aunt Jemima was introduced in 1889 to personify a
pancake mix, Coca-Cola famously employed Santa Claus in 1931, and the Marlboro Man emerged in
the 1950s as a lasting symbol of rugged masculinity (Glenister, 2021). These figures served not only as
marketing icons but also as opinion leaders, capable of influencing consumers’ beliefs, motivations,
attitudes, and behaviors (Valente & Pumpuang, 2007).

Today, independent third parties, which may also consist of opinion leaders, who shape the attitudes of
those who follow them through social media are called “influencers” (Freberg et al., 2011). One of the
defining characteristics that distinguishes influencers, as the term is understood in both colloquial and

-52-



Turkish Journal of Marketing Research / Cilt: 4, Say1: 1, Haziran 2025, 49-76
Turkish Journal of Marketing Research / Volume: 4, Issue: 1, June 2025, 49-76

academic contexts, is that their public recognition originates primarily from social media platforms,
rather than from traditional media outlets such as television, radio, or film (Khamis et al., 2017; Lou &
Yuan, 2019).

Lou and Yuan (2019, p. 59) emphasize that social media content influencers (SCIs) are, above all,
content creators. They define SCIs as “one who has a status of expertise in a specific area, who has
cultivated a sizable number of captive followers— who are of marketing value to brands—by regularly
producing valuable content via social media.” Unlike traditional celebrities, whose interaction with
audiences is typically limited and one-directional, social media influencers are able to form more
meaningful, sincere, and trust-based relationships through ongoing, personal engagement with their
followers (Breves et al., 2019). In this context, the user—positioned as a potential customer—becomes
the focal point of influencer marketing. Influencers often function as relatable role models with whom
users can identify and emotionally connect (Alassani & Goretz, 2019). Influencer marketing emphasizes
interactive, two-way communication, making it a more effective and personalized approach. As noted
earlier, the bond established with an influencer tends to be perceived as more credible and trustworthy.
In this process, the influencer may serve not only as a distribution channel but also as a strategic
intermediary in marketing communication—delivering persuasive texts, images, and videos that foster
brand engagement (Carter, 2016).

2.2. Source Credibility

The scientific examination of the concept of credibility is as old as the study of rhetoric, tracing back to
Ancient Greek philosophy (Eisend, 2006, p. 2). The term was originally conceptualized as “ethos” by
Aristotle, referring to the audience’s trust in the speaker—a foundational element of persuasive
communication (Giffin, 1967; Ohanian, 1990, p. 41).

The significance attributed to credibility lies in its ability to enhance the persuasiveness of a message
and shape audience attitudes (Hovland & Weiss, 1951, p. 650). From a marketing communication
perspective, consumers often rely on intuitive cues to assess the trustworthiness and accuracy of the
messages they encounter. Research in the persuasion literature suggests that, rather than engaging in
systematic processing of message content, individuals frequently base their judgments on source-related
cues, such as the source's identity (Chaiken, 1980, p. 754). In this context, messages delivered by a
credible source are shown to be more effective in influencing attitudes and beliefs compared to those
from less credible sources (Hovland & Weiss, 1951, p. 650).

However, individuals may already hold pre-existing opinions about a topic before encountering a
persuasive message. In such cases, these initial attitudes serve as a key determinant of how the message
is processed and received. The individual evaluates the degree of similarity between their own opinion
and the message content. When this similarity is high and the source is perceived as highly credible, the
individual is more likely to form a positive cognitive response to the message (Sternthal et al., 1978, p.
252). Moreover, when the message presents strong arguments, and the recipient develops positive
thoughts in response, the perceived credibility of the source amplifies the persuasive effect—Ileading to
more favorable attitudes compared to messages from sources perceived as less credible (Tormala et al.,
2006, p. 684).

The first seminal study to conceptualize source credibility within the context of celebrity endorsement
was conducted by Hovland et al. (1953). Their work established the foundational sub-dimensions of
credibility: expertise and trustworthiness, by analyzing the communicator’s role in shaping message
effectiveness. Trustworthiness is defined as “the degree of confidence in the communicator's intent to
communicate the assertions he considers most valid.” (Hovland et al., 1953, p. 21). In contrast, expertise
refers to “the extent to which a communicator is perceived to be a source of valid assertions” (Hovland
et al., 1953, p. 21). Subsequent research has consistently demonstrated that these dimensions
significantly influence attitude change in the message recipient (Wilson & Sherrell, 1993, p. 102).

In addition to these two dimensions, Friedman & Friedman (1976, p. 48) found a strong correlation
between trust in political figures and their perceived likability. Similarly, Friedman et al. (1978)
identified a significant relationship between trust in celebrities—including actors, athletes, and
entrepreneurs—and both likability and perceived similarity. These findings suggest that a celebrity’s
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similarity to the audience and their likability play a key role in facilitating trust, thereby enhancing
source credibility.

In subsequent research, McGuire (1985) made a significant contribution to the literature by developing
the Source Attractiveness Model. Grounded in social psychology, this model posits that the effectiveness
of a persuasive message is influenced by the familiarity, likability, similarity, and physical attractiveness
of the source (Ohanian, 1990, p. 41). McGuire’s work became a foundational reference point for future
studies aiming to determine the dimensions of source credibility. Building on both theoretical
frameworks, Ohanian (1990) integrated McGuire’s Source Attractiveness Model with the earlier
expertise and trustworthiness dimensions proposed by Hovland et al. (1953). This synthesis resulted in
a more comprehensive model of source credibility, which has since been widely applied in marketing
and communication studies.

As previously emphasized, this study focuses on how source credibility is conceptualized and applied
within the influencer marketing context. Accordingly, the ways in which these two theoretical
foundations intersect and are reflected in the literature will be discussed in detail in the results and
discussion section of the study.

3. METHODOLOGY
3.1. Data Collection and Elimination

This two-stage study consists of a comprehensive literature review in the first phase, followed by data
visualization in the second phase to provide a holistic perspective on the findings. To achieve this, the
most suitable database was first identified. Scopus, one of the most widely used academic databases
(Bergman, 2012; Chadegani et al. 2013), was selected as the data source for this study. According to the
latest report published by Elsevier (2024) in August 2024, Scopus indexes over 7,000 publishers, more
than 25,300 active peer-reviewed journals, and 19 million+ author profiles. Additionally, over 97.3
million publications have been cited more than 2.4 billion times. Based on these statistics, Scopus
provides a more comprehensive dataset compared to another widely used database, Web of Science
(WoS). WoS offers access to over 22,600 journals, books, and conference proceedings and reports that
its database contains 2.26 billion citations for more than 95 million publications (WoS, 2025). Moreover,
similar justifications have been applied in bibliometric analyses conducted in similar fields (Rocha et
al., 2020; Srivastava, 2021, Halder et al., 2024; Hariningsih et al. 2024), ultimately reinforcing the
decision to prefer the Scopus database.

The search criteria were applied by selecting the “article title, abstract, and keywords” tab. The keywords
were kept as broad as possible to ensure that no studies related to source credibility theory were
overlooked. For this reason, the following criteria were considered when determining the keywords:

« Since this research primarily focuses on studies related to the theory of source credibility in influencer
marketing, the abbreviation “IM” (influencer marketing) was included alongside the keyword
“influencer marketing,” as done in previous studies by Srivastava (2021).

* Influencers are categorized based on their number of followers (Campbell & Farrell, 2020). Therefore,
the keywords “mega-influencer,” “macro-influencer,” “micro-influencer,” and “nano-influencer” were
added.

99 <

* Influencers can also be classified according to the platforms on which they create content. Accordingly,
the keywords “Tiktoker,” “Instagrammer,” “Instafamous,” “Youtuber,” “Podcaster,” “Blogger,”
“Vlogger,” and “Streamer” were included.

* Before the term "influencer" became widely adopted, various other terms were used to describe such
individuals. To ensure these studies were not overlooked, the keywords “social media star,” “social
media celebrity,” “social media famous,” “content creator,” and “digital creator” were also included.

29 ¢

* Finally, the relevant keywords were rewritten by adding plural suffixes.

Based on these criteria, the search query was formulated as follows: (' "source credibility” AND "
influencer " ) OR (" source credibility" AND "influencers ") OR (" source credibility " AND " influencer
marketing " ) OR (" source credibility” AND "IM" ) OR (" source credibility” AND "Youtuber" ) OR (
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"source credibility” AND "Youtubers" ) OR (" source credibility” AND "Instagrammer" ) OR (" source
credibility” AND "Instagrammers" ) OR (" source credibility” AND "Tiktoker" ) OR (" source
credibility” AND "Tiktokers" ) OR (" source credibility" AND "Blogger" ) OR (" source credibility”
AND "Bloggers" ) OR (" source credibility” AND "viogger" ) OR (" source credibility” AND "vloggers"
) OR (" source credibility” AND "streammer" ) OR (" source credibility" AND "streammers" ) OR ("
source credibility” AND "podcaster” ) OR (" source credibility" AND "podcasters" ) OR (" source
credibility” AND "instafamous” ) OR (" source credibility” AND "micro-influencer” ) OR (" source
credibility” AND "macro-influencer" ) OR (" source credibility” AND "mega-influencer" ) OR (" source
credibility” AND "nano-influencer" ) OR (" source credibility" AND "micro-influencers" ) OR (" source
credibility” AND "macro-influencers"” ) OR (" source credibility” AND "mega-influencers" ) OR ("
source credibility” AND "nano-influencers" ) OR (" source credibility” AND "Social Media Famous" )
OR (" source credibility” AND "social media star" ) OR (" source credibility” AND "social media
stars" ) OR (" source credibility” AND "content creator" ) OR (" source credibility" AND "content
creators" ) OR (" source credibility” AND "digital creator" ) OR (" source credibility" AND "digital
creators" ) OR (" source credibility” AND "social media celebrity” ) OR ( "source credibility” AND
"social media celebrities” ). At this stage, 219 articles were retrieved, with the earliest published in
2011. However, to exclude out-of-scope and irrelevant studies from the analysis, Scopus filtering was
applied. The subject areas were limited to “Business, Management and Accounting,” “Social Sciences,”
“Economics, Econometrics, and Finance,” “Psychology,” “Arts and Humanities,” and “Decision
Sciences.” Non-English studies were excluded. Additionally, book chapters, conference papers,
reviews, and letters were removed from the analysis, ensuring that only peer-reviewed scientific articles
were retained. The source type was specified as “journal.” After filtering, 173 articles were evaluated,
and each underwent content analysis by reviewing their titles, abstracts, and keywords. As a result of
the content analysis, 11 additional studies were excluded. These studies were deemed irrelevant as they
fell outside the specified scope and were not related to influencer marketing. Therefore, the final dataset
comprises 162 articles, with the earliest published in 2015. The complete elimination procedure is
illustrated in Figure 1.

Figure 1. Elimination Procedure

Keyword * A total of 36 terms related to influencer marketing
based search identified (n=219).

J
)
Criteria based * Non-English, out-of-field, and non-peer-reviewed articles
filtration were excluded (n=173).
. J

* All remaining studies were reviewed, and
off-topic studies were subsequently
eliminated (n=162).

Topic based
elaboration

>

Source: (Authors).
3.1. Data Analysis

To address the research questions, conducting a bibliometric analysis and literature review using a
systematic approach is essential (Klarin, 2024). This study adhered to the guidelines proposed by Aria
& Cuccurullo (2017), as illustrated in Figure 2.

Figure 2. Systematic Flow

Data Collection > Data Analysis > Data Visualization >
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. Descriptive Document x
Data Loading & Bibliometric Attribute Mapping
g Analysis (Matrix Creation)

Network Matrix
Creation
Source: (Aria & Cuccurullo, 2017).
In this direction, an overview of the data obtained as a result of the elimination procedure was presented.
Subsequently, the most influential scholars in the literature were identified, and their contributions were
analyzed. The sub-dimensions that constitute an influencer’s credibility as a source were examined.
Multidimensional scaling (MDS) was applied for data reduction. Bibliographic coupling and co-
occurrence network analyses were conducted for network creation. Finally, the general framework and
trends were visualized using thematic mapping and a trend map.

The dataset was analyzed using VOSviewer (Van Eck & Waltman, 2014), developed by Leiden
University’s Centre for Science and Technology Studies, and Biblioshiny, (Aria & Cuccurullo, 2017) a
tool within Bibliometrix, a software package integrated into R-Studio.

4. RESULTS AND DISCUSSION
4.1. Descriptive Details of Bibliometric Analysis

The analysis began with a report on descriptive data, which is summarized in Table 1. After applying
the filters and conducting the literature review, it was determined that 162 articles on influencer
marketing utilized source credibility theory. The earliest of these articles was published in 2015,
resulting in a ten-year dataset. Although influencer marketing has been on the rise, research on the topic
dates back to 2011 (Tanwar et al., 2022), and the average age of studies based on source credibility
theory was calculated as 2.39 years. The growth rate of articles in this field was 23.11%. Additionally,
131 articles received at least one citation, with a total of 6,951 citations recorded over the ten-year
period. This corresponds to an average of 43.17 citations per article. The total number of authors
contributing to these studies was 416. Only 14 articles were single-authored, indicating an average of
2.88 authors per article. Furthermore, the international collaboration rate among authors was 27.95%.

Table 1. Main Information of Documents

Main Information Citation Data

Timespan 2015-2025 Total citations 6951
Annual growth rate %23,11 Average citations per article 43.17
Average age of articles 2.39 Cited articles 131
Authors Authors Collaboration

Authors 416 Co-Authors per article 2.88
Single-authored articles 14 International co-authorship %27.95
Keyword Information

Author’s Keywords 451 Keyword Plus 206

Source: (Authors).

Finally, descriptive data related to keyword analysis was evaluated. At this stage, two different
datasets—referred to as "Keywords" and "Keywords Plus"—were analyzed. Evaluating both datasets
was essential, as both are considered valuable in examining the structure of knowledge (Zhang et al.,
2016). The term "Keywords" refers to author-assigned keywords that best represent the article’s content.
In contrast, "Keywords Plus" includes words or phrases that frequently appear in the titles of cited
references and are automatically generated by an algorithm, even if they are not explicitly assigned as
keywords by the author (Garfield & Sher, 1993). A total of 451 keywords were identified across 162
articles. Additionally, the algorithm-generated Keywords Plus dataset contained 206 terms.
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Graphic 1. Annual Change of Scientific Production and Average Citations
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An analysis of the annual number of articles and growth in the field reveals that the use of source
credibility theory in influencer marketing studies has been steadily increasing since 2018. The
compound annual growth rate (CAGR) for the period from 2015 until February 2025 is calculated at
23.11%. However, when considering only the 2015-2024 period, this rate rises to 58.46%. Additionally,
studies published between 2017 and 2019 received the highest average number of citations.

Table 2. Pioneer Journals

Journal No. of Articles Total Citations h-index  Total Link Strength
Journal of Retailing and 6 181 5 21
Consumer Services

Computers in  Human 5 1154 4 77
Behavior

International  Journal of 5 361 3 30
Advertising

Journal of  Interactive 5 1550 5 92
Advertising

International ~ Journal  of 5 55 4 11
Internet Marketing and

Advertising

Journal of  Promotion 4 125 4 15
Management

Humanities and  Social 3 8 1 11
Sciences Communications

Journal of Current Issues 3 10 2 11
and Research in Advertising

Journal of Product and 3 229 3 23
Brand Management

Journal of Research in 3 102 1 16
Interactive Marketing

Journal of Vacation 3 62 2 10
Marketing

Psychology and Marketing 3 108 2 12

Source: (Authors).
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An evaluation of the pioneering journals in the field revealed that VOSviewer identified citations from
105 journals. Each cited source was analyzed, and the journals with the highest number of publications,
total citation counts, h-index, and total link strengths were assessed. The results are presented in Table
2. All journals with three or more publications were included in the table. The Journal of Retailing and
Consumer Services had the highest number of publications. These publications, produced between 2020
and 2025, received 181 citations until February 2025. The most cited publications appeared in
Computers in Human Behavior and the International Journal of Interactive Advertising, which also
exhibited the strongest citation linkages. The five journals with the highest h-index were, in order:
Journal of Interactive Advertising, Journal of Retailing and Consumer Services, Computers in Human
Behavior, Journal of Promotion Management, and International Journal of Internet Marketing and
Advertising.

4.2. Leading Scholars and Their Influence in the Field

One of the key measures of author productivity is the number of publications (Potter, 1981). In 1926,
Lotka introduced a framework for measuring scientific productivity, which later became known as
Lotka's Law, in his work "The Frequency Distribution of Scientific Productivity" (Huber, 2002). Based
on this law, author productivity was categorized into percentages according to the number of
publications, and the publication patterns of authors contributing to the field were analyzed. The findings
revealed that 90.9% of the authors produced only one study, while 9.1% published two or more studies.
When these findings are considered alongside other results related to author productivity, it suggests
that the number of authors who consistently contribute to the development of the field's literature was
relatively low.

Graphic 2. Leading Scholars
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Specific criteria were established to identify the leading scholars contributing to the field. Given that
research on influencer credibility as a source spans only a decade, determining these criteria required
special considerations. To ensure selectivity, the productivity criterion established by Lotka (1926) was
first applied (Huber, 2002), and authors with fewer than two studies were excluded from the list. Next,
the h-index of these authors was examined, and those with an h-index below 2 were also eliminated.
Additionally, the total number of citations received by each author was considered as an indicator of
their impact on the field, and those with fewer than 100 citations were removed. However, since only a
limited number of authors had an h-index above 2, and given that the h-index is regarded as an important
indicator of scholarly contribution (Costas & Bordons, 2008), authors with an h-index of 3 or higher
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were reinstated on the list even if their total number of citations was below 100. As a result, a final list
of 15 leading scholars was compiled.

An evaluation of the most productive authors in the field revealed that one author had four publications,
while eight authors had three publications each. The most prolific author, with four articles, was Chen
Lou from the Wee Kim Wee School of Communication and Information at Nanyang Technological
University. In two quantitative studies, Lou examined source credibility in four sub-dimensions—
expertise, trustworthiness, attractiveness, and similarity—from the perspective of influencers (Lou &
Yuan, 2019; Yuan & Lou, 2020). However, when considering content value, the author also identified
entertainment value and informative value as additional sub-dimensions of source credibility (Lou &
Yuan, 2019). Lou’s most cited study introduced the Social Media Influencer Value Model, which
demonstrated that an influencer’s informative content value, trustworthiness, attractiveness, and
similarity to their followers positively influenced trust in branded posts (Lou & Yuan, 2019). Another
study examined how the influencer-follower relationship and influencer-product match-up affect
advertising effectiveness. The findings confirmed the mediating role of source credibility in the effect
of match-up on brand attitude (Ju & Lou, 2022). In another quantitative study, Yuan & Lou (2020)
investigated the mediating role of the parasocial relationship in the effect of influencer credibility and
fairness on product interest. The results confirmed that attractiveness, similarity, procedural fairness,
and interpersonal fairness serve as mediators in generating product interest. In Lou’s most recent study,
Lou et al. (2024) conducted a qualitative analysis of cause-related marketing within the influencer
marketing context. The study highlighted the role of parasocial relationships with followers, followers’
wishful identification, source credibility, and varying levels of congruence as key theoretical
foundations contributing to prosocial behaviors promoted by influencers.

The second most influential author contributing to the field is Balaban from Babes-Bolyai University.
In her research, Balaban focused on the persuasive power of influencers (Balaban et al., 2022), young
people's motivations for following influencers (Balaban et al., 2020), and the effectiveness of digital
manipulation disclosures (Mucundorfeanu et al., 2024). In her first study, Balaban et al. (2020)
discovered that the perceived quality of information influences an influencer's trustworthiness, which,
in turn, affects whether individuals choose to follow the influencer. While Instagram usage frequency
moderates the effect of perceived information quality on an influencer’s trustworthiness, YouTube usage
frequency did not exhibit a moderating effect. In another study, Balaban et al. (2022) applied source
credibility theory for the second time while examining an influencer with 12,000 followers. The authors
found that parasocial relationships (PSRs) positively impact the social media influencer’s (SMI)
credibility, leading to positive brand attitudes, increased purchase intentions, and a greater likelihood of
sharing the influencer’s content on social media. In addition, in her most recent study, Mucundorfeanu
et al. (2024) found that social media users with high levels of product involvement who could recognize
digital manipulation tended to perceive SMIs as less credible.

Baudier and de Boissieu from EM Normandie Business School, who are actively engaged in the field
and have conducted three studies, have focused on robot influencers as their primary research theme. In
two of their studies, source credibility dimensions were examined across five distinct variables. In their
most recent study, Baudier & de Boissieu (2025), referencing Ohanian (1990), developed a model that
represents attractiveness in two distinct dimensions while integrating source credibility and source
attractiveness. According to this model, an influencer’s attractiveness consists of physical attractiveness
and content attractiveness. In an earlier study, Baudier et al. (2023) contributed to the source credibility
literature by examining both human and robot influencers representing luxury brands through semi-
structured interviews. In this study, they merged the source credibility and source attractiveness models
and introduced effectiveness as a separate dimension, defined by the sub-dimensions of reactivity,
investment, and ROI. Another significant contribution of these authors to the literature is their
demonstration that source credibility dimensions -including trustworthiness, expertise, physical
attractiveness, and content attractiveness- and anthropomorphic appearance influence consumer
attitudes (Baudier & de Boissieu, 2025). Additionally, in a cross-cultural study, the authors found that
individuals are more inclined to follow virtual influencers regardless of source credibility dimensions
(de Boissieu & Baudier, 2023).
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Another notable contributor to the field with three studies is Filieri from Audencia Business School,
who examined eWOM in relation to behavioral intentions across all three studies. A defining
characteristic of Filieri’s research is its focus on comparative studies that incorporate different groups
(Mainolfi et al., 2022), different products (Filieri et al., 2023a), or different influencers (Filieri et al.,
2023b). On the other hand, Leite concentrated on the antecedents of source credibility (Leite et al. 2022;
Leite et al. 2024), with a particular emphasis on self-disclosure (Leite & Baptista, 2022; Leite et al.,
2022). In one of the most cited studies in the field, Leite & Baptista (2022) found that high levels of
intimate self-disclosure can enhance consumers' purchase intentions, with the parasocial relationship
(PSR) established with the influencer exerting a stronger influence than source credibility. Another
author, Nicole Liebers, contributed to the field with three studies, two of which rank among the most
cited works. In all her research exploring influencer credibility as a source, Liebers consistently
investigated the role of the parasocial relationship. Contrary to the findings of Leite & Baptista (2022),
Breves & Liebers (2025) demonstrated that source credibility is a stronger predictor of attitudes and
behavioral intentions than parasocial relationships. Furthermore, Breves et al. (2021) found that
individuals who follow influencers develop stronger parasocial relationships than non-followers, and
that these relationships influence source credibility, which, in turn, positively affects the evaluation of
sponsored posts. Liebers’ most cited study revealed that influencer-brand fit positively affects
advertising effectiveness and influencer image, particularly when followers exhibit a low parasocial
relationship (Breves et al., 2019).

Djafarova conducted two significant qualitative studies that have been extensively cited in the field and
have provided a theoretical foundation for numerous studies. In the first study, Djafarova & Rushworth
(2017) found that participants perceived bloggers and “instafamous” individuals as more trustworthy
than traditional celebrities. Additionally, the study highlighted the importance of content quality,
attractiveness, and composition in shaping influencer credibility. In a later study, Djafarova &
Trofimenko (2019) findings, derived from in-depth interviews, revealed that Instagram users prioritize
competence over expertise, particularly in the context of micro-influencers. Moreover, several
characteristics of micro-influencers—such as social ties, active engagement, and authenticity—were
found to enhance online source credibility. These attributes were collectively categorized under the
dimension of “online behavior/self-presentation.” Through this work, Djafarova & Trofimenko (2019)
contributed to theory by proposing a four-dimensional model consisting of trustworthiness,
attractiveness, competence, and online behavior/self-presentation.

Another highly cited author in the field is Harrigan. In a study co-authored by Harrigan, Weismueller et
al. (2020) found that perceiving a source as attractive, expert, and trustworthy enhances purchase
intention. Additionally, the number of followers positively influenced attractiveness, trustworthiness,
and purchase intention. Finally, the authors demonstrated the indirect effect of advertising disclosure on
purchase intention through attractiveness. In another study involving Harrigan, a comprehensive
analysis was conducted on 281 social media users using the source credibility model and signaling
theory (Hugh et al. 2022). This study evaluated expertise, trust, and similarity as dimensions of
perceived influencer efficacy. The findings confirmed that the parasocial relationship (PSR) influences
perceived influencer efficacy, which, in turn, affects perceived brand authenticity. Furthermore, this
effect mediated brand engagement and attitudes toward the post.

Among other leading scholars, Mugaddam co-authored two influential studies exploring the effects of
influencer posts. In one study, Jin & Muqaddam (2019) found that followers were more likely to react
negatively when the influencer was not featured alongside the product in a product placement post. The
authors also demonstrated that product placement influences corporate credibility, with this effect being
mediated by the parasocial relationship. In another study, Argyris, Muqaddam & Miller (2021) showed
that the visual presentation of an influencer’s extraversion influences audience brand perceptions and
purchase intentions, with this effect being mediated by the influencer’s credibility.

In this section of the study, the final leading scholar recognized for her contributions to the field is Muda
from Universiti Teknologi MARA. The author has incorporated source credibility theory into several of
her academic works. In two notable studies, she examined source credibility through the dimensions of
trustworthiness, expertise, and attractiveness, focusing on the impact of user-generated content on
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behavioral intentions (e-WOM and purchase intention) on YouTube (Muda, 2019; Muda & Hamzah,
2021). The findings of both studies validated the theory within the YouTube context.

4.3. Data Reduction
4.3.1. Factorial Analysis for Author’s Keywords

Biblioshiny enables the examination of overlapping and co-occurring topics by conducting factorial
analysis on titles, abstracts, authors' keywords, and Keyword Plus analysis units. For this study, article
keywords determined by the authors were selected as the unit of analysis. The number of terms was set
at 50, and five clusters were generated using multidimensional scaling.

Figure 3. Factorial Analysis for Author’s Keywords
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As aresult of the analysis, source credibility theory was positioned at the center of the axis, forming the
largest cluster in terms of word count. Another centrally located theory was parasocial relationship
theory, which has been widely applied in the field. A review of leading authors revealed that numerous
studies have utilized parasocial relationship theory (e.g., Jin & Muqaddam, 2019; Breves et al., 2021;
Chen et al., 2022). Additionally, some studies have integrated social learning theory alongside these
core theories (Le & Hancer, 2021; Qiu et al., 2024; Babu et al., 2024). Other keywords in this cluster
included TikTok and YouTube. While the leading studies in the field primarily examine the credibility
of Instagram influencers, research on YouTube (Xiao et al., 2018; Muda & Hamzah, 2021; Filieri et al.,
2023a) and TikTok influencers (e.g., Jamil et al., 2024; Shoukat et al., 2023; Lawrence & Meivitawanli,
2023) has also gained traction, with a higher concentration of studies on YouTube. In addition to these
concepts, the most frequently studied keywords include elaboration likelihood model, brand
engagement, transparency, native advertising, attitude toward advertising, and purchase intention.

Another cluster revealed that keywords such as source attractiveness, homophily, and word-of-mouth
(WOM) were grouped together. A review of the literature indicated that some studies consider source
attractiveness as a separate dimension from source credibility (Albogami, 2023; Martensen et al., 2018).
In Cluster 3, congruence was found to be associated with both the elaboration likelihood model (O’Neil
& Eisenmann, 2017; Afiafia & Barbosa, 2023) and self-determination theory (Shoukat et al., 2023; Leite
et al., 2024). Meanwhile, factor analysis identified that sponsorship disclosure, message sidedness,
skepticism, and blogs were commonly examined together. Since topics such as influencers' product
placement, the effects of these marketing efforts, and their explicit disclosure can significantly impact
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perceived credibility, they hold great importance in the field (Hwang & Jeong, 2016; De Veirman &
Hudders, 2020; Weismueller et al., 2020). In addition to these clusters, a separate cluster was identified,
focusing exclusively on travel influencers. A literature review revealed that numerous studies have
examined the credibility of travel influencers (Jang et al., 2021; Yilmazdogan et al., 2021; Mainolfi et
al., 2022).

4.4. Network Creation
4.4.1. Bibliographic Coupling

Popularized by Kessler's (1963) article, "Bibliographic Coupling Between Scientific Papers,"
bibliographic coupling refers to a situation in which two publications share a common reference (Egghe
& Rousseau, 2002). This means that two publications are considered bibliographically coupled if they
both cite the same third publication (Khanra et al., 2021). To conduct a bibliographic coupling analysis,
various units of analysis can be selected, including country, organization, source, document, or author
(Van Eck & Waltman, 2019). In this study, the author was chosen as the unit of analysis to facilitate
visualization. A minimum citation threshold of 50 was applied, resulting in the formation of four
clusters, comprising 32 studies with 463 links.

Figure 4. Bibliographic Coupling
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The study centered on the most cited article in the field, “Influencer marketing: How message value and
credibility affect consumer trust of branded content on social media” by Lou & Yuan (2019). This study
combined source credibility and source attractiveness and addressed the dimensions that make up the
influencer's credibility as expertise, trustworthiness, attractiveness, and similarity. Unlike studies that
focus on specific platforms, this research did not distinguish between social media platforms but rather
provided a generalized analysis of all social media influencers. In doing so, it offered a fundamental
perspective and made a significant contribution to the theoretical development of influencer marketing.

A similar pattern was observed in other studies within the same cluster. A detailed examination of the
articles revealed that six studies integrated Hovland’s source credibility model with source
attractiveness, as established by Ohanian (1990) (e.g., Weismueller et al., 2020; Breves et al., 2019;
Argyris et al., 2021). Several key studies explored both the source credibility model and parasocial
relationship theory in conjunction (Jin & Mugaddam, 2019; Yuan & Lou, 2020; Breves et al., 2021). In
general, it was argued that the parasocial relationship formed between an individual and an influencer
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enhances perceived credibility (Breves et al., 2021). Other studies specifically investigated the effects
of source fit and personality (Breves et al., 2019; Argyris et al., 2021; Ozdemir et al., 2023). Among
these, Ozdemir et al. (2023) was particularly significant, as the authors conducted five experimental
studies, demonstrating that human influencers were more effective than virtual influencers.
Additionally, the studies in this cluster consistently found that source credibility influences behavioral
intentions, including brand attitude and purchase intention. Due to their high citation counts and central
positioning within the analysis, the studies in this cluster were categorized as “core studies.”

The cluster shown in blue contained three prominent themes. A comprehensive evaluation of all studies
included in the analysis revealed that the most frequently examined influencer group was Instagram
influencers, also referred to as Instafamous or Instagrammers. Meanwhile, Cluster 2 featured a higher
concentration of studies on blogs (i.e., bloggers, micro-bloggers, and vloggers) compared to other
clusters (Hwang & Jeong, 2016; Banerjee et al., 2017; Filieri et al., 2023a). Additionally, two studies
investigated user attitudes toward sponsored influencer posts and the effect of source credibility on these
posts (Hwang & Jeong, 2016; De Veirman & Hudders, 2020). A detailed examination of Cluster 2
revealed that persuasion was the central theme across all studies. For instance, Filieri et al. (2023a)
suggested that viewers’ perceptions of vloggers as experts and knowledgeable figures influenced their
purchase decisions for utilitarian products. Martensen et al. (2018) demonstrated that the
trustworthiness, expertise, likeability, similarity, and familiarity of user-generated content (UGC)—
categorized as citizen influencers—affect persuasion. Similarly, Jang et al. (2021) examined travel
influencers and found that influencer engagement itself enhances persuasive impact. In light of these
findings, Cluster 2 was classified as “persuasion-oriented studies.”

Cluster 3, highlighted in red, contained the highest number of studies. Therefore, this cluster
encompassed a diverse range of themes. However, a closer examination of the studies revealed that the
dominant topic was the antecedents and consequences of travel influencers' source credibility. For
instance, Chen et al. (2022) demonstrated that parasocial interaction influences the credibility of travel
influencers. Similarly, Cheng et al. (2020) argued that multiple dimensions contribute to source
credibility (SCR). Their study on vloggers found that self-congruity, perceived authenticity, and
parasocial interaction all affect the credibility of travel influencers. In another study, Le & Hancer (2021)
showed that social and psychological attractiveness, expertise, and trustworthiness influence wishful
identification. Furthermore, wishful identification was found to impact audience behavioral intentions
regarding the characteristics of travel influencers. Other studies have shown the impact of travel
influencer credibility on destination brand trust (Cheng et al. 2020; Chen et al. 2022), hedonic and
utilitarian motivations (Mainolfi et al. 2022), brand engagement (Mainolfi et al. 2022), and travel
intention (Yi1lmazdogan et al. 2021). Beyond travel influencers, two studies in Cluster 3 focused on the
credibility of beauty influencers (Muda & Hamzah, 2021; Leite & Baptista, 2022), while another study
examined the credibility of influencers targeting predominantly male or female audiences (Pick, 2021).
Additionally, six studies explicitly stated that they examined YouTube influencers, making this cluster
the most concentrated in terms of vlogger credibility research (Xiao et al., 2018; Cheng et al., 2020;
Pick, 2021; Muda & Hamzah, 2021; Le & Hancer, 2021; Leite & Baptista, 2022). As a result, the
majority of studies in Cluster 3 focused on specific types of influencers. Therefore, this cluster was
categorized as “specific themes.”

Cluster 4, highlighted in yellow, comprised four studies. Among them, Hayes & Carr (2015) conducted
the first study to apply the source credibility model in influencer marketing. As a pioneering study, it
examined the impact of bloggers’ credibility on audience attitudes. The remaining three studies in this
cluster shared a common objective: exploring the dimensions of source credibility and its consequences
through semi-structured interviews and focus groups. Balaban & Mustatea (2019) conducted a
comparative study between Germany and Romania, analyzing differences in users’ perceptions of
credibility. Meanwhile, Djafarova & Trofimenko (2019), in their exploratory study, proposed that
credibility encompasses additional dimensions beyond those frequently cited in the literature. Given its
exploratory nature, Cluster 4 was categorized as “exploratory studies.”
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4.4.2. Co-occurrence Network

Content co-occurrence analysis identifies relationships between frequently occurring terms within a
specified analysis unit by examining their interconnections (Klarin, 2024). In this study, authors'
keywords were selected as the analysis unit to identify the most frequently studied themes, concepts,
theories, and the sample's environments. Normalization was applied using association strength, the
minimum number of edges was set at 2, and the Louvain clustering algorithm—which included 50
nodes—was employed. Independent nodes were excluded from the analysis.

Figure 5. Co-occurrence Network
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In the resulting network, keywords that frequently co-occur are positioned closer together (Bornmann
et al., 2018). The size of each node represents keyword frequency (Sedighi, 2016). As expected, the
most frequently used keywords were source credibility and influencer marketing, which align with the
focus of this research. Among social media platforms, Instagram exhibited the strongest connection with
source credibility and influencer marketing. The most frequently associated theories and paradigms were
parasocial relationship and source attractiveness, while the most studied variable was purchase intention.

The most prominent theories and paradigms included source credibility, celebrity endorsement,
elaboration likelihood model, parasocial relationship, persuasion knowledge, source attractiveness, and
congruity. The key research topics identified were millennials, virtual influencers, artificial intelligence,
anthropomorphism, beauty products, Instagram, and advertising disclosure. The most frequently
examined source credibility dimensions were trustworthiness, expertise, and attractiveness. The primary
variables found to be directly or indirectly influenced by source credibility were trust, brand trust, brand
engagement, travel intention, attitude toward advertising, and purchase intention.

4.5. Visualization
4.5.1. Thematic Map

In this section of the study, thematic mapping of sources utilizing source credibility theory in influencer
marketing was conducted. Thematic mapping illustrates the distribution of specific concepts (Tennekes,
2018). The Walktrap clustering algorithm was employed in this study. The Walktrap method detects
community structures within a network, making it suitable for use in agglomerative clustering
algorithms (Halim et al., 2021). This method allows for the grouping of related data (Pons & Latapy,
2005), facilitating a visual representation of how studies in the field have evolved (density) and their
relevance to the field (centrality).
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The thematic map classifies interactive articles into four categories (Callon et al., 1983; Tanwar et al.,
2022). Basic themes represent foundational studies in the field, located in the center. These studies are
critically important but have limitations in terms of further development. Motor themes are highly
centralized and rapidly developing. These themes signify fast-growing areas within the field. Niche
themes refer to specialized studies with low centrality. Despite their lower centrality, these themes are
also rapidly evolving. Finally, themes positioned in the lower-left quadrant of the thematic map are
either emerging research areas or underexplored topics. The development of these themes remains
limited during the period in which the thematic mapping study was conducted.

Figure 6. Thematic Map
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In this study, the thematic mapping parameters include keywords determined by the authors, a word
limit of 100, and three keyword displays per circle. The top keyword of the circle in the thematic map
serves as the representative name of the cluster. The analysis resulted in the creation of 13 clusters.

Notably, source credibility, social media influencers, the three most cited dimensions of source
credibility (expertise, trustworthiness, and attractiveness), and virtual influencers—a specific type of
influencer—formed the central and basic theme. The rapidly developing research areas include the
source attractiveness model, congruence, and the elaboration likelihood model, which are frequently
studied in conjunction with source credibility and influencer marketing. These, along with the parasocial
relationship theory, which is part of the basic theme, represent some of the most commonly applied
theories in the field.

While studies on online reviews appear to be developing, they are positioned at the intersection of niche
and motor themes. Themes that focus on specialized areas and are rapidly evolving include sponsorship
disclosure, travel intention, and internet celebrity—primarily covering research on streamers and
vloggers (e.g. Li et al. 2023; Dokumaci, 2024). Authenticity is positioned at the boundary between
emerging/declining themes and niche themes. Another theme with low development and limited
centrality is transparency. Celebrity endorsement, which encompasses source credibility and
incorporates both the meaning transfer model and match-up hypothesis, is situated closer to the center
but is not explicitly highlighted as a primary keyword by the authors.
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4.5.2. Trend Topics

The trend topics map illustrates which topics have been studied more prominently over time, based on
the selected analysis unit. Since article titles and abstracts include meaningless words, “author’s
keywords”, which allows authors to clearly label the main topics of their articles, were selected as the
analysis unit, as in other analyses in this study. The time frame was set to cover a 10-year period, starting
from 2015, the year in which the first relevant study was identified, through to the present day. A word
minimum frequency threshold of three was applied to ensure the inclusion of only those keywords that
appeared with sufficient regularity across the dataset.

Figure 7. Trend Topics
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Before reporting the results, it should be emphasized that the lines on the map indicate the years in which
the relevant keyword was studied, and the size of the circles indicate the period in which it was studied
the most. Since the minimum frequency of the word was determined as three, keywords from years with
relatively fewer studies were automatically eliminated from the analysis. Accordingly, in the periods
when studies started to become widespread, the influencer's statement of his/her sponsor as a source and
the influencer's credibility creating e-wom as a behavioral intention were taken into consideration more.
On the other hand, as the literature review conducted in this study shows, while in the first studies there
was an uncertainty about which dimensions the source credibility should be or the dimensions were
expressed without being divided into sub-dimensions (i.e. Hayes & Carr, 2015), in the studies conducted
in recent years, it was observed that the dimensions of attractiveness, trustworthiness and expertise
suggested by the combined model by Ohanian (1990) were taken into consideration more (i.e. Argyris
et al. 2021; Leite & Baptista, 2022; Ooi et al. 2023). In addition, the existence of studies examining the
results of the source's compatibility with the brand or target audience represented by the similarity
dimension within match-up hypotheses or source credibility is also revealed in this analysis. However,
the word that stands out at this point is “congruency” (i.e. Balaban & Mustatea, 2019; Lou & Yuan,
2019). The most important point that draws attention is that the Parasocial Relationship Theory, which
is frequently studied together with the source credibility study, continues to be examined today, as
revealed in the previous titles of this study.

Another notable finding revealed by the trend topics map is that, when influencer types are categorized
by platform, Instagram influencers emerge as the most frequently studied group. However, the literature
review conducted within the scope of this study also shows a growing scholarly interest in TikTok and
YouTube influencers, particularly regarding their credibility. Additionally, the credibility and impact of
user-generated content (UGC) have attracted increasing attention in recent years. This body of work is
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represented in the trend map under the keyword “online reviews.” It is noteworthy that the topic of
“persuasion” has been explored in parallel with online reviews during the same time period, indicating
a thematic convergence between message credibility and persuasive communication in digital
environments.

In recent years, the keyword “virtual influencer” has emerged as a prominent topic in the literature. This
area of study has gained significance, particularly due to advances in artificial intelligence, which have
enabled ordinary users to create their own virtual influencers. In parallel, professionally managed virtual
personas—such as Lil Miquela—have garnered widespread attention, receiving millions of views on a
weekly basis. The advantages and limitations of these non-human influencers, who actively engage in
brand communication activities, have become a subject of increasing academic interest. In this context,
source credibility theory provides a valuable theoretical lens through which to examine their
effectiveness, as it raises critical questions about how audiences perceive credibility in the absence of
human authenticity (Ozdemir et al. 2023).

5. CONCLUSION

Studies examining the theoretical development of influencer marketing remain limited (Srivastava,
2021; Tanwar et al., 2022). Nevertheless, a substantial body of research has investigated the impact of
influencers on consumer behavioral intentions (e.g., Lou & Yuan, 2019; Mucundorfeanu et al., 2024;
Baudier & de Boissieu, 2025). Moreover, extensive empirical evidence supports the notion that the
perceived credibility of influencers significantly affects consumers' behavioral intentions (e.g., Cheng
et al., 2020; Chen et al., 2022; Leite & Baptista, 2022). Given this context, understanding the
determinants of influencer credibility is essential. Equally important is the need to offer researchers a
structured and systematic classification of studies addressing influencer credibility as a source factor.

To address this need, the present study conducts a comprehensive literature review combined with
bibliometric analysis to investigate how source credibility theory is applied within the influencer
marketing literature. More specifically, this study: 1) identifies the leading authors contributing to the
integration of source credibility in influencer marketing, 2) reveals the most prominent journals
publishing research on this topic, 3) provides a thematic classification of the existing studies, 4)
determines the most frequently studied topics and theories within the field, 5) traces the evolution of
research trends over time, and 6) offers insights into the application of source credibility dimensions in
varying contexts.

The findings confirm that the three-dimensional source credibility model (“expertise, trustworthiness,
and attractiveness”), developed by combining the framework introduced by Hovland et al. (1953) with
the Source Attractiveness Model proposed by Ohanian (1990), remains the most widely accepted and
empirically supported model for evaluating influencers as credible sources. In addition, credibility
dimensions such as similarity (Balaban & Mustitea, 2019; Lou & Yuan, 2019; Yuan & Lou, 2020),
likability (Xiao et al. 2018; Jin & Mugaddam, 2019), homophily (Xiao et al. 2018), competence
(Djafarova & Trofimenko, 2019), and authenticity (Albogami, 2023) have also been explored by
researchers in different situations.

Among the scholars who have most significantly contributed to the development of this field are Lou,
C., Yuan, S., and Djafarova, E. The most influential studies include Lou & Yuan (2019), Djafarova &
Rushworth (2017), and Breves et al. (2019). In addition to these, Journal of Retailing and Consumer
Service, Journal of Interactive Advertising, Computers in Human Behavior, International Journal of
Internet Marketing and Advertising, International Journal of Advertising, and International Journal of
Internet Marketing and Advertising journals are seen as leading journals in the field.

The findings indicate that the largest share of samples investigating influencer credibility has been
collected from studies focusing on Instagram. However, both trend analysis and topic analysis reveal a
notable increase in studies that either do not specify a particular social media platform (e.g., Djafarova
& Rushworth, 2017; Lou & Yuan, 2019; Wiedmann & Von Mettenheim, 2021; Ooi et al., 2023) or focus
specifically on YouTubers (Xiao et al., 2018; Muda & Hamzah, 2021; Le & Hancer, 2021; Filieri et al.,
2023a) and TikTokers (Lawrence & Meivitawanli, 2023; Jamil et al., 2024; Phan & Nguyen, 2024;
Hong et al., 2024). Importantly, each social media platform possesses distinctive characteristics in terms
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of format, user base, and content style, which in turn shape influencers’ communication practices and
competencies. Consequently, it is essential to expand research on platforms such as YouTube and
TikTok, which now rival Instagram in terms of user base and influence. Further studies are needed to
better understand the factors contributing to influencer credibility on these platforms, as well as to
identify the antecedents and consequences of credibility in platform-specific contexts. Additionally, the
rise of streamers across platforms has attracted growing attention. Given the distinctive nature of
streaming content—characterized by real-time interaction and prolonged engagement—there is a
pressing need for more research to explore how streamers establish and maintain credibility and how
this credibility influences audience attitudes and behaviors.

This study also reveals that the Parasocial Relationship Theory is the most frequently applied theoretical
framework in studies examining influencer credibility (e.g., Jin & Mugaddam, 2019; Yuan & Lou, 2020;
Breves et al., 2021). However, according to Halder et al. (2021), the most commonly employed models
within the broader celebrity endorsement literature include the Source Credibility Theory, Elaboration
Likelihood Model (ELM), Source Attractiveness Model, Match-Up Hypothesis, Attribution Theory, and
the Meaning Transfer Model. In line with this, the findings of the present study—particularly the
thematic map and other bibliometric visualizations—indicate that researchers frequently employ
theories such as the Elaboration Likelihood Model, Persuasion Knowledge Paradigm, Source
Attractiveness Model, Congruity Theory, and Social Learning Theory when examining influencer
credibility. Therefore, the authors can conduct further research on these theories while investigating
influencer credibility.

Furthermore, the present study shows that research involving different samples and thematic focuses
often leads to contradictory findings. For instance, Chen et al. (2022) found that parasocial relationships
influence source credibility, whereas Yilmazdogan et al. (2021) argued the opposite, suggesting that
source credibility affects the formation of parasocial relationships. Resolving this conceptual ambiguity
will not only strengthen the theoretical foundations of the field but also provide clearer guidance for
both practitioners and future researchers.

Additionally, the trend analysis highlights several emerging and evolving concepts within the literature,
including virtual influencers, sponsorship disclosure, congruence, anthropomorphism, online reviews,
and millennials. While some of these topics have received considerable attention in past years and are
now less frequently studied, others, such as sponsorship disclosure, continue to warrant further
investigation. With the increasing regulation of covert advertising and the imposition of substantial legal
penalties for violations, the perceived credibility of influencers may be significantly changed. Therefore,
there is still a need for more empirical evidence on how such regulations impact influencer effectiveness
and user trust. At the same time, some concepts are becoming more popular. For instance, Ozdemir et
al. (2023) revealed that virtual influencers are generally perceived as less effective than their human
counterparts. In contrast, de Boissieu and Baudier (2023) found that users may be more inclined to
follow virtual influencers. This apparent contradiction within the literature underscores the necessity for
further research on the conditions under which virtual influencers can establish higher credibility, the
mechanisms through which this credibility is formed, and the behavioral consequences it may produce.

In conclusion, the thematic mapping conducted in this study offers a comprehensive visual
representation of how key topics within the SCR in influencer marketing literature are interconnected.
The trend topic analysis reveals which topics have gained prominence during specific periods, while the
co-occurrence network provides a holistic overview of the most influential concepts and themes in the
field. These visual analyses serve as valuable tools for researchers, enabling them to identify which
theories, topics, social media platforms, and influencer types have been most frequently examined and
where research gaps remain. In doing so, this study provides a practical roadmap for scholars seeking
to design future studies and contribute meaningfully to the evolving literature on influencer credibility.
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Appendix 1. Influencer Credibility Dimensions in Most Cited Studies

Authors TC Type Att  Aut  Com Cre  Exp Good Hom Lk OB Tr Sim
Hayes & Carr (2015) 60 Blog X X

Hwang & Jeong (2016) 152 Blog X
Banerjee et al. (2017) 204 Yelp X
Djafarova & Rushworth 913 General

(2017)

Xiao et al. (2018) 305 YT X X X X
Martensen et al. (2018) 100 1G X X

Lou & Yuan (2019) 1238 General X X X X
Breves et al. (2019) 306 1G X X X
Djafarova & 200 1G X X X X
Trofimenko (2019)

Jin & Muqaddam 103 1G X X X X
(2019)

Balaban & Mustitea 67 IG&YT X X X X
(2019)

Yuan & Lou (2020) 260 General X X X X
Weismueller et al. 250 1IG X X X
(2020)

De Veirman & Hudders 223 1G X X X
(2020)

Cheng et al. (2020) 118 Vlog X X
Wiedmann & V. 183 General X X X
Mettenheim (2021)

Breves et al. (2021) 119 1G X X

Muda & Hamzah (2021) 101 YT X X X
Nafees et al. (2021) 79 1G X X X

Pick (2021) 71 IG&YT X X X

Jang et al. (2021) 68 1G X X X
Yilmazdogan et al. 59 1IG X X X
(2021)

Le & Hancer (2021) 58 YT X X
Argyris et al. (2021) 57 1G X X X

Chen et al. (2022) 103 TA X X

Leite & Baptista (2022) 100 IG&YT X X X
Mainolfi et al. (2022) 53 Blog X

Ooi et al. (2023) 74 General X X X
Albogami (2023) 64 1G X X

Filieri et al. (2023) 53 YT X X

TC: Total Citation; Type: Types of Platform for Source;
Att: Attractiveness; Aut: Authenticity; Com: Competence; Cre: Credibility; Exp: Expertise; Good: Goodwill; Hom: Homophily; Lik:
Likability; OB: Online Behavior / Self-Presentation; Tr: Trustworthiness; Sim: Similarity
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The Effect of Brand Naming Criteria on Market Performance Using Regression Analysis
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ABSTRACT

This study examines the impact of brand naming criteria on market performance in the pharmaceutical industry using regression
analysis. The selection of a brand name plays a crucial role in shaping consumer perception and sales success, requiring the
assessment of both quantitative and qualitative criteria. Based on established literature, key attributes such as memorability,
case of pronunciation, reliability, uniqueness, association with the active ingredient, use of strong letters, and brevity were
identified. Their influence on sales performance was then analyzed. Two regression models were developed: the first included
14 drugs with high market shares. However, due to an imbalance in the distribution of market shares, the model's significance
level was found to be low. In the second model, two outlier drugs—ENOX and OKSAPAR—with disproportionately high
market shares were excluded, and the analysis was conducted on the remaining 12 drugs. This adjustment led to improved
model significance and revealed that memorability, ease of pronunciation, and reliability were the most influential factors on
sales performance. The study offers a systematic approach to brand name selection in the pharmaceutical sector and serves as
a valuable guide for decision-makers. The findings have the potential to inform effective brand strategies and enhance
competitive advantage in the market.

Keywords: Pharmaceutical Industry, Pharmaceutical Brand Name, Regression Analysis, Market Share Analysis
JEL Classification Codes: M30, M31

Regresyon Analizi ile Marka isimlendirme Kriterlerinin Pazar Performansina Etkisinin
Incelenmesi

0z

Bu c¢alisma, ilag sektoriinde marka isimlendirme kriterlerinin pazar performansi iizerindeki etkisini regresyon analizi
yontemiyle incelemektedir. Marka ad1 se¢imi, tiikketici algisi ve satis bagarisi agisindan kritik neme sahiptir ve hem nicel hem
de nitel kriterlerin degerlendirilmesini gerektirir. Calismada literatiirde tanimlanan kriterler dogrultusunda hatirlanabilirlik,
telaffuz kolaylig1, giivenilirlik, 6zgiinliik, etken madde ¢agrigimi, giiglii harf kullanimi ve kisalik gibi &zellikler belirlenmis; bu
kriterlerin satig performansina etkisi analiz edilmistir. Arastirma kapsaminda iki farkli model olusturulmustur: ilk modelde
pazar payi yiiksek olan 14 ilag degerlendirilmis, ancak dagilimdaki dengesizlik nedeniyle modelin anlamlilik diizeyi diisiik
bulunmustur. Ikinci modelde ise pazar pay1 asir1 yiiksek olan ENOX ve OKSAPAR markalar veri setinden ¢ikarilarak kalan
12 ilag iizerinden analiz gergeklestirilmistir. Bu model, daha anlamli sonuglar sunmus ve satis performansi lizerinde en etkili
kriterlerin hatirlanabilirlik, telaffuz kolaylig1 ve giivenilirlik oldugunu ortaya koymustur. Elde edilen bulgular, marka adi
belirleme siirecine sistematik bir yaklasim sunmakta ve sektorde rekabet giiciinii artiracak stratejilerin gelistirilmesine katk1
saglamaktadir.
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GENISLETILMIS OZET
Amac ve Kapsam:

Bu calisma, ilag sektriinde marka isimlendirme kriterlerinin pazar performansina etkisini regresyon analizi
kullanarak incelemektedir. Marka ad1 se¢imi hem tiiketici algis1 hem de pazar performansi agisindan kritik bir rol
oynamakta olup, sirketlerin rekabet giiclinii artirmak i¢in dikkatle yonetmesi gereken bir siiregtir. Bu baglamda,
calismanin amaci, marka adinin hatirlanabilirlik, telaffuz kolayligi, giivenilirlik ve diger kriterler agisindan pazar
pay1 lizerindeki etkisini belirlemektir. Elde edilen bulgular, ilag sektériinde marka isimlendirme siirecinin bilimsel
bir yaklasimla optimize edilmesine katki saglamaktadir

Yontem:

Bu arastirmada, marka isimlendirme kriterlerinin ilaclarin pazar basarisi tizerindeki etkisini incelemek amaciyla
regresyon analizi uygulanmistir. Calisma kapsaminda 14 farkli ilag segilerek analiz edilmis, ancak pazar paylar1
arasindaki dengesizlik nedeniyle modelin anlamlilig1 diisiik bulunmustur. Bunun {izerine, pazar pay1 asir1 yiiksek
olan iki ilag veri setinden ¢ikarilarak 12 ilag iizerinden yeni bir analiz yapilmistir. Regresyon modeli bagimsiz
degiskenler olarak hatirlanabilirlik, telaffuz kolayligi, giivenilirlik, kisalik, gii¢lii harf kullanimi, 6zgiinliik ve etken
madde ¢agrisimi kriterlerini ele almis ve bunlarin pazar pay: lizerindeki etkisini belirlemeyi amaglamistir.

Bulgular:

Regresyon analizi sonucunda, ila¢ marka isimlerinin pazarlama basarisi iizerinde belirleyici olan 6nemli
faktorlerin hatirlanabilirlik, telaffuz kolayligi ve giivenilirlik oldugu ortaya konmustur. Pazar pay1 agisindan en
biiyiik etkiye sahip kriterlerin bu 6zellikler oldugu istatistiksel olarak anlamli bulunmustur (p < 0.05). Bununla
birlikte, kisalik, giiclii harf kullanim1 ve etken madde ¢agrisimi gibi diger faktdrlerin pazar payi iizerindeki etkisi
istatistiksel olarak anlamli bulunmamistir. Ayrica, pazar pay: asir1 yiiksek olan ilaglarin modele dahil edilmesi
durumunda, modelin anlamliliginin azaldig1 goriilmiistiir. Bu nedenle, modelin giivenilirligini artirmak i¢in belirli
ilaclarin analiz dis1 birakilmasi gerekmistir.

Sonug ve Tartisma:

Bu calisma, ilag sektoriinde marka isimlendirme siirecinin bilimsel bir yaklasimla ele alinmasi gerektigini
vurgulamaktadir. Elde edilen bulgular, marka adinin hatirlanabilirligini ve telaffuz kolayligini artiran stratejilerin,
tilketici algisin1 ve pazar performansini olumlu yonde etkiledigini gostermektedir. Bununla birlikte, ilag
markalarinin isimlendirme siirecinde etken madde c¢agrisimi veya giigli harf kullanimi gibi faktorlerin
beklenenden daha az etkili oldugu gézlemlenmistir. Ozellikle, ilag pazarinda biiyiik paya sahip ilaglarin regresyon
modeline dahil edilmesinin modelin anlamliligin1 olumsuz etkiledigi ve bu nedenle belirli 6lgiitlere gore veri
setinden ¢ikarilmasi gerekebilecegi sonucuna varilmistir. Gelecek ¢aligmalar, farkl: {irlin kategorilerinde ve farkl
pazar kosullarinda marka isimlendirme siirecinin etkilerini daha ayrintili inceleyerek, ila¢ sektoriindeki
markalagma stratejilerine yon verebilir.
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1. INTRODUCTION
1.1 BRAND

Branding means to attribute "a name or image" to something to make it memorable or recognizable
when exposed to a reference. (Willis & Delbaere, 2022). A brand name is one of the most potent
elements shaping a business's identity and connection with consumers. Traditionally, brands have used
various linguistic methods to create attention-grabbing and memorable names (Lowrey et al., 2007).
This is because an effective brand name makes it possible to leave a lasting impression in the minds of
consumers. Catchy names establish the identity of the product or service and create a strong relationship
with the target audience. Moreover, through the names created, brands can emphasize their unique
characteristics and differentiate themselves from their competitors. For example, names created using
linguistic techniques such as alliteration, thyme, or simile stick in people's memories for a long time.
This strengthens brand awareness and creates a loyal customer base. As a result, the use of linguistic
methods is important in brand marketing strategies and enables them to communicate effectively with
consumers.

A study by Klink (2000) shows that meaningful brand names using sound symbolism and semantic
embedding are more liked by consumers and positioned more strongly in the mind (Klink, 2000).
Yorkston and Menon (2004) examine how the phonetic structure of brand names affects the way
consumers evaluate products and their underlying attributes. The study reveals that consumers use
information derived from the phonemes in brand names to infer the characteristics of products and
evaluate brands. It is also emphasized that brand names' phonetic effects occur spontaneously and
uncontrollably outside of awareness (Y orkston & Menon, 2004). Lowrey and Shrum (2007) investigated
the effects of phonetic symbolism on brand name choice. Participants evaluated brand names in which
vowel sounds differed by associating them with product attributes. When vowel sounds were consistent
with product attributes, participants preferred brand names more favorably. However, vowel sounds
with negative connotations were generally less preferred (Lowrey & Shrum, 2007). Abelin (2015)
concluded that the effect of sound symbolism on the perception of words and brand names, in particular,
overlaps with a cognitive framework. (Abelin, 2015)

To summarize, research on brand names has generally focused on front and back vowels, voiced and
voiceless consonants, as well as fricatives and pauses. The meanings investigated are pretty diverse;
they often include elements related to size, speed, weight, taste, and gender, many of which can be
associated with frequency codes (Dieringer et al., 2011). Brand names shape consumer perception,
reinforcing a product's identity and helping to achieve a competitive advantage. Linguistic methods and
visual elements reinforce brand awareness by increasing memorability. Studies show that names that
contain sound symbolism and meaning make consumers prefer that brand more often. In this context,
proper management of the naming process is a crucial factor in developing a successful marketing
strategy. And it requires further research.

1.2 IN THE PHARMACEUTICAL INDUSTRY

The brand name is one of the key elements that permanently defines a drugs identity and plays a vital
role in building consumer loyalty. While price, packaging, or promotional strategies may change over
time, the brand name remains constant throughout the product's life. Given increasing competition and
expanding therapeutic areas, differentiation is crucial for successful positioning. Therefore, a strong and
unique brand name helps your drug stand out from the competition and differentiate itself in the market.

Brand name creation in the pharmaceutical industry is critical to ensure that products not only meet the
health needs of patients but also position them in the market and outperform the competition. This
process is not only limited to developing creative and memorable names but also involves
multidimensional elements such as comprehensive market analysis, target audience identification, and
ensuring compliance with legal regulations. A good brand name plays an important role in prescribing
the product by attracting the attention of healthcare professionals, as well as gaining the trust of patients
and increasing their loyalty to the drug. In this context, decision support systems are becoming a critical
tool in the development and selection of creative names using data analysis, algorithmic approaches,
and pattern recognition capabilities. Integrating these systems facilitates the development of brand
names not only as a creative process but also as a strategic decision-making process, thereby enabling
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pharmaceutical companies to create innovative and unique brand names that are both in line with
scientific and medical standards and in line with their marketing strategies. With the rapid increase in
direct-to-consumer advertising activities in the pharmaceutical industry, branding and marketing have
become increasingly important in creating the right expectations in the minds of consumers. Previous
research shows that direct-to-consumer marketing effectively encourages consumers to ask their doctors
about specific drug (Kaiser, 2019). A survey conducted by the Kaiser Family Foundation reported that
44% of patients who talked to their doctor about a drug they had seen advertised were prescribed that
drug (Pires et al., 2015). These findings suggest that linguistic features in drug naming can have a
decisive impact on market share by increasing consumer awareness. This is because these features can
influence the adequate memorization and pronunciation of brand names by healthcare professionals and
patients.

Cavaco et al. evaluated the compliance of pharmaceutical brand names in Portugal with current
pharmaceutical regulations and language conventions; the results showed that 35.1% were
orthographically incorrect, indicating that many names should be converted to a simpler and clearer
form to improve readability because complex names lead to communication difficulties, especially for
patients with low literacy.

Gangwal and Gangwal (2011) explain the various criteria that pharmaceutical companies consider when
determining brand names. Their research states that catchy and easy-to-pronounce names create a
positive impression on consumers. He also emphasizes that the uniqueness of names ensures that they
are not confused with other drug names. They present findings that marketing-effective and interesting
names increase the market success of the product. They underline the importance of names that do not
create negative associations with the target audience. Finally, the choice of specific letters (e.g., X, Z)
is emphasized to make the product image dynamic and powerful.

In their study, Dohle and Siegrist (2014) state that the complexity of drug names has negative effects on
drug buyers compared to fluent and simple names. Their research shows that complex drug names are
perceived as more dangerous than simple names, which negatively affects willingness to buy. The
findings suggest that the fluency of pharmaceutical drug names plays a critical role in predicting
perceived danger, hypothesized side effects, and willingness to purchase

In their study, Park et al. (2021) reveal the mechanism explaining how vowels and consonants in drug
brand names shape consumers' expectations of drug potency, duration of efficacy, and side effects. The
findings show that sound symbolism directly influences these expectations and that vowel consonants
(e.g., [v], [z], [b], [d]) play an important role in influencing a consumer's expectations about a drug's
attributes and in guiding consumers' perceptions of the drug.

Daabes, ASA, and Ananzeh, M. (2022) emphasize that internal and external constraints play an
important role in the pharmaceutical brand naming process. According to their research, external
constraints include factors such as legal regulations, competitors, ethical criteria, and cultural
requirements, while internal factors include the five main naming methods of the brand: chemical
structure, generic characteristics, disease association, company-related elements, and invented names.
A study of the Jordanian pharmaceutical industry found that generic names, company-related names,
and disease indications are the most prominent techniques used in the brand naming process. These
findings suggest that pharmaceutical branding strategies are shaped by global and local factors.
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Figure 1. Flow of Study
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This diagram visually summarizes a planned research process to analyze the impact of the criteria
involved in the drug naming process on the market shares of drugs. The process starts with a literature
review and proceeds through stages such as listing the drugs according to their market share, evaluating
them according to the drug naming criteria, and performing regression analysis. Finally, the results are
evaluated to determine the impact and importance of drug naming criteria on market share. In this way,
pharmaceutical companies can better understand the market position of their products and shape their
product naming strategies accordingly. The study attempts to explain the relationship between drug
naming and market share with a mathematical model.

2. METHODOLOGY
2.1 Determination of Criteria

In the pharmaceutical brand naming process, the selection of an effective and successful name
contributes significantly to both strengthening marketing strategies and shaping consumer perception.
In this study, the criteria to be used in optimizing the pharmaceutical brand naming process were
determined in the light of a comprehensive literature review and expert opinions in the sector. The
criteria listed below have been identified as the most fundamental factors shaping the marketing success
of pharmaceutical brands and have been taken into consideration in the research process.
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2.1.1 Evoking the Active Ingredient

Drug names are determined based on a scheme of specific syllables (stems) that reflect the drug's
chemical structure, effects, or indications. In addition, names should have a prefix that distinguishes
them from other drugs, have a pleasant sound, are memorable, and can be approved by the sponsoring
pharmaceutical company. Drug names are the product of complex negotiations to balance the needs and
demands of multiple stakeholders, such as patients, pharmaceutical companies, doctors, pharmacists,
and regulators. In this context, the choice of drug names that are evocative of the active ingredient is
crucial for a proper promotion and marketing strategy (Karet, 2019). Therefore, the evocation of the
active ingredient in the brand name has a direct impact on the success of the name. Developed in 1965
by Vladimir Levenshtein, the Levenshtein Distance Algorithm (LUA) has been used in many scientific
fields since it was first introduced. This algorithm is based on the principle of determining the number
of additions, subtractions, and rearrangements needed to transform two sequences into each other.
(Aronson, 1995)

2.1.2 Authenticity

Confusion arising from similar drug names can lead to errors in prescribing or administering drugs
(Aronson, 1995). The risk of such errors can be reduced by simple measures. Choosing an original and
unique brand name both prevents confusion and increases brand recognizability. Unique names create
awareness by allowing consumers to distinguish the drug from other products. Research shows that
unique brand names increase the effectiveness of marketing strategies and avoid legal obstacles.

2.1.3 Shortness

A short and concise brand name is one of the most important factors that increase recall. Long and
complex names may not stick in consumers' minds. Short names can also be more easily conveyed in
voice communication, which provides a great advantage in advertising and marketing processes. The
brevity of a brand name is a critical factor, especially for companies trying to expand into international
markets. A study conducted in Kayseri province showed that memorability, easy pronunciation, easy
spelling, and attractiveness are among the most important factors. These findings suggest that short and
concise brand names are easily memorable in the minds of consumers and help the brand appeal to a
wider audience. Moreover, a short brand name offers great advantages in both communication and
marketing strategies. Instead of long and complex names, short and concise names are more easily
remembered and preferred by consumers. In this context, short brand names stand out as an important
strategic element that enables brands to succeed more in international trade. (Kurusgu, 2017).

2.1.4 Ease of Pronunciation

Brand name choice is not only about meaningfulness and connotation; ease of pronunciation is also an
important factor. Empirical studies have demonstrated the effects of relevance, connotation, and
pronunciation of brand names on consumers' preferences. In particular, it has been observed that the
contribution of connotation to brand preferences is reduced if the brand name is difficult to pronounce.
These findings suggest that brand names should be meaningful and evocative and also names that
consumers can easily pronounce, which play a decisive role in brand preferences and recall. Therefore,
paying attention to ease of pronunciation in the brand naming process is critical to ensure that the brand
is accepted by a wider audience in the market. (Bao et al., 2008)

2.1.5 Use of Strong Letters

The choice of letters plays a major role in creating an impressive and powerful perception of
pharmaceutical brand names. Amit and Ankit Ganwal's (2011) study in India showed that letters such
as "X," "Z," "C," and "D" provide phonologically stronger perceptions of brands, and these letters are
often associated with superiority, reliability, and innovation. These letters are particularly effective in
creating a strong and effective brand image in the pharmaceutical industry. The study reveals that
successful brand names such as Nexium, Zithromax, and Clarinex are examples that support this
strategy. The use of such letters in brand naming processes increases the competitiveness of brands by
positively affecting consumer perception. (Gangwal & Gangwal, 2011)
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2.1.6 Reliable and Effective

The efficacy and safety of drugs play a critical role in the choice of brand name. A good brand name
instills trust in consumers and creates a positive perception of the quality of the product. In the literature,
the perception of trustworthiness has been shown to have significant effects on consumer loyalty and
market performance. (Chaudhuri & Holbrook, 2001)

2.1.7 Identification of Drugs

The 2020 analysis of the biosimilars market based on sales volumes reveals the annual sales volumes of
the top 20 biosimilars and their percentage distribution in the market. This analysis shows that the top 5
antithrombotic drugs account for a total market share of 89.03% (9,489,245 boxes). This shows that
antithrombotic drugs have the largest market share among biosimilars. Therefore, studying these drugs
will be a critical step in understanding the overall dynamics of the biosimilar market.

Table 1. List of the Identified Drugs Used in the Study, Along with Their Active Ingredients and
Therapeutic Categories, to Enhance Understanding of Their Medical Use and Branding Context.

Drug Name

Active Ingredient

Therapeutic Category

OKSAPAR PREF.SYR SC 60 MG 2x0.6 ML

ENOX PREF.SYR SC 60 MG 2x0.6 ML
OKSAPAR PREF.SYR SC 40 MG 10x0.4 ML

ENOX PREF.SYR SC 40 MG 10x0.4 ML
AXEPARIN PREFIL.SYRIN 60 MG 2x0.6 ML
AXEPARIN PREFIL.SYRIN 40 MG 10x0.4 ML

GLARIN PEN SC 100 IU/1ML 5x3 ML
FRAVEN PREF.SYRIN 30 M 5x0.5 ML
REMSIMA V.IV DRY 100 MG 1

OMNITROPE CARTRIDGES 10 MG 1x1.5 ML
BASAGLAR KWIKPEN 100 IU 6x3 ML

LEUCOSTIM PREFIL.SYRIN 30 M 1x1 ML

LEUCOSTIM PREFIL.SYRIN 30 M 5x1 ML

EPORON PREFIL.SYRIN 4000 IU 6x0.4 ML

EPORON PREFIL.SYRIN 4000 IU 5x0.4 ML

TEVAGRASTIM PREFIL.SYRIN 48 M 5x0.8
ML

DROPOETIN PREFIL.SYRIN 4000 IU 6x0.4

ML

DROPOETIN PREFIL.SYRIN 3000 IU 6x0.3

ML

BINOCRIT PREF. SYR 4000 IU 6x0.4 ML

EPOBEL PREFIL.SYRIN 5000 IU 6x0.5 ML

Enoxaparin sodium
Enoxaparin sodium
Enoxaparin sodium

Enoxaparin sodium
Enoxaparin sodium
Enoxaparin sodium

Insulin glargine
Filgrastim
Infliximab

Somatropin
Insulin glargine
Filgrastim
Filgrastim
Epoetin alfa
Epoetin alfa

Filgrastim
Epoetin alfa

Epoetin alfa

Epoetin alfa
Epoetin beta

Anticoagulant (Low Molecular
Weight Heparin)

Anticoagulant

Anticoagulant

Anticoagulant

Anticoagulant

Anticoagulant

Antidiabetic (Long-acting
insulin)

Hematopoietic (G-CSF)
Immunosuppressant (TNF
inhibitor)

Growth Hormone

Antidiabetic

Hematopoietic (G-CSF)
Hematopoietic (G-CSF)
Erythropoiesis-stimulating agent
Erythropoiesis-stimulating agent

Hematopoietic (G-CSF)
Erythropoiesis-stimulating agent

Erythropoiesis-stimulating agent

Erythropoiesis-stimulating agent

Erythropoiesis-stimulating agent

Database: IQVIA
2.1.8 Method Selection for Analysis

In this study, regression analysis is applied to optimize decision-making processes involving multiple
factors, such as the pharmaceutical industry and brand name selection. Regression analysis is an
effective statistical method to examine the relationships between dependent and independent variables.
Regression analysis has the capacity to predict future trends based on past data. In the pharmaceutical
industry, predicting future brand preferences and sales potential is critical for decision-makers. By
predicting the future success of different brand names, the regression model enables more informed
strategic decisions to be made. In a highly competitive and strategically important area such as the
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pharmaceutical industry, decisions need to be supported not only by intuition but also by solid data.
Regression analysis brings a scientific approach to the decision-making process by providing the most
reliable results in the light of available data. The pharmaceutical industry and brand name selection
involve many complex and interacting factors. Regression analysis models these complex relationships,
allowing us to understand how multiple variables work together. In particular, regression analysis is
useful for answering questions such as how different marketing factors affect the target audience.

General Formulation of the Multiple Linear Regression Model: A multiple linear regression model is
employed to analyze the influence of several independent variables on one dependent variable. This
model operates under the assumption that the dependent variable (y) is linearly related to the multiple
independent variables. Multiple linear regression is frequently favored for exploring interactions within
more complex data sets.

General Formulation of the Multiple Linear Regression Model:
y=p0+ pl*%I + p2*x2 + ... + fn*xn + ¢

e y: Dependent variable (the variable to be predicted). This is the output or outcome that the model is
targeting.

*  Xi, Xz, ..., xn: Independent variables (inputs or predictors). These variables are factors that influence
dependent variables. The number of these factors can be n.

¢ Po: Constant term (intercept). It represents the value of the dependent variable when all independent
variables are zero. This sets the starting point in the linear equation of the model.

o  PBi, P2, ..., Pn: Regression coefficients. It shows the effect of each independent variable on the
dependent variable. For example, 1 represents the effect of x: on the dependent variable, and -
represents the effect of xa.

e & Error term (residual). It is the part of the model that cannot explain all the variation in the data
set. It contains the differences from the true value to the predicted value and is generally considered
to be randomly distributed.

3. APPLICATION
3.1 Determination of Criteria

A detailed literature review was conducted to determine the criteria. In this process, previous studies,
experiments, and theoretical frameworks on the subject were examined, and the criteria that were
highlighted and generally accepted by expert researchers in the field were determined. In this way, the
aim was to make the results of the study comparable and generalizable with previous studies. The criteria
identified as a result of the literature review are organized in a table in order to present them in a more
understandable and visual way.

Table 2. Criteria

Criteria Definition Literature Method
Evoking the Active The name is related to Karet, (2019) Distance to
Ingredient the active substance Levenshtein
Authenticity Uniqueness Aronson, 1995 Survey Study
Shortness Low number of letters ~ Kurusgu, 2017 Scoring System
Ease of Pronunciation Easily pronounceable Bao et al., 2008 Survey Study
Recall ability Catchy and memorable  Petty, 2012 Survey Study
Use of Strong Letters Strong letters in the Gangwal & Gangwal, 2011 Scoring System
brand name (X, Z, C, D)

Reliable and Effective Creating a sense of trust Chaudhuri, & Holbrook, 2001

in the consumer Survey Study
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3.2 Evaluation and Weighting of Criteria

This phase of the study was conducted to determine the importance of various criteria that should be
considered in the creation of new drug names. For this purpose, data was collected from five brand
experts experienced in the pharmaceutical industry. The experts were asked to rate the seven criteria on
a scale of 1 to 5 (1: Least important, 5: Most important). The collected data were analyzed, and the
average score and normalization value of each criterion were calculated.

Table 3. Criteria Weights

Criteria Expert1 Expert2 Expert3 Expert4 Expert5 Average Normalization
Authenticity 5 4 4 3 4 4,00 0,16
Shortness 3 3 4 4 3 3,40 0,14
Ease of 5 4 4 5 4 4,40 0,18
Pronunciation

Recall ability 5 5 3 5 5 4,60 0,18
Use of Strong 2 2 3 5 4 3,20 0,13
Letters

Evoking the 2 1 2 2 2 1,80 0,07
Active Ingredient

Reliable and 3 4 3 5 3 3,60 0,14
Effective

3.3 Evaluation of Drugs According to Criteria

3.3.1 Evoking the Active Ingredient:

At this stage of the study, the Levenshtein distance method was used to assess the level of association
between drug names and their active ingredients. The results obtained with Levenshtein distance reflect
the similarity between each drug name and the related active ingredient. The table below shows the
distances, normalized values, and scores based on these values for the drug names analyzed and the
related active ingredients:

Table 4. Item Evocation Criteria Score

Drug Name Active Ingredient  Levenshtein Distance Normalized Distance Score
OKSAPAR Enoxaparin 5 0.56 3
ENOX Enoxaparin 7 0.77 2
AXEPARIN Enoxaparin 3 0.33 4
GLARIN PEN Dexamethasone 10 0.83 2
FRAVEN Fondaparinuks 4 0.40 4
REMSIMA Infliximab 5 0.50 3
OMNITROPE Somatropin 4 0.44 3
BASAGLAR Insulin glargin 7 0.58 3
LEUCOSTIM Filgrastim 3 0.30 4
EPORON Epoetin alfa 6 0.60 3
TEVAGRASTIM Filgrastim 5 0.42 3
DROPOETIN Epoetin alfa 5 0.50 3
BINOCRIT Epoetin alfa 7 0.77 2
EPOBEL Epoetin beta 5 0.56 3

The scores in the table are ranked from 1 to 5 based on normalized distances. The similarity levels
between drug names and active ingredients are ranked as follows:

e High Similarity (Score 4-5): AXEPARIN, FRAVEN, OMNITROPE, LEUCOSTIM,
TEVAGRASTIM. These drug names have a strong association in terms of evoking their active

ingredients.

e Moderate Similarity (Score 3): OKSAPAR, REMSIMA, BASAGLAR, EPORON, DROPOETIN,
EPOBEL. The names of the drug in this group partially resemble their active ingredients.

e Low Similarity (Score 2): ENOX, GLARIN PEN, BINOCRIT. These drug names are only
marginally related to the active substance.
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3.3.2 Use of Strong Letters X, Z, C, D

The evaluation of the use of strong letters (X, Z, C, D) in drug names is presented in the table below.
Each name was scored on a 5-point scale, taking into account the presence of strong letters and the
degree of emphasis of these letters in the name. (In Turkish, the letter X is pronounced as "ks" and
therefore received an OKSAPAR score of 3.

Table 5. Strong Letters Score

Drug Name it:ggf Description Score
OKSAPAR X It contains one strong letter and is prominently featured in the name. 3
ENOX X It contains one strong letter and is clearly felt in the name. 3
AXEPARIN X It contains a single strong letter, but the effect is limited because the 3
name is long.
GLARIN No No strong letters. 1
FRAGEN No No strong letters. 1
REMSIMA No No strong letters. 1
OMNITROPE No No strong letters. 1
BASAGLAR No No strong letters. 1
LEUCOSTIM C It contains a single strong letter but has a low degree of emphasis. 2
EPORON No No strong letters. 1
TEVAGRASTIM C It contains a single strong letter but has limited salience within the 2
name.
DROPOETIN D It contains one strong letter and stands out by being at the beginning 3
of the name.
BINOCRIT C It contains one strong letter and is prominently featured in the name.
EPOBEL No No strong letters. 1

3.3.3 Shortness

In this analysis, the evaluation and scoring of drug names according to the shortness criterion were
carried out in the following steps:

Steps

Selection of Drug Names and Calculation of their Length: First, 14 different drug names were selected
for analysis. Each of these names was named. Thus, the number of characters in each drug name was
determined. This calculation was an indicator of whether the drug was short or long.

Normalization: In order to compare the differences between name lengths, the length of each drug name
was subjected to a normalization process. This was done to convert the length of each name to a value
between 0 and 1 based on the lengths of the shortest and longest names. This was done as follows:

Normalization = (Length of Name - Min Length) / (Max Length - Min Length)

Where "Max Length" is the length of the longest name and "Min Length" is the length of the shortest
name. The normalization process ensured that the lengths of all names were comparable to each other.

Scoring (5-point scoring system): Each drug name was given a score out of 5 according to the value
obtained as a result of normalization. The 5-point score corresponding to the normalization value was
calculated as follows:

Score= 5— (Normalization Valuex 5 )

This formula ensured that drug names with higher conformity to the shortness criterion were given
higher scores. Drugs with a normalization value close to O (i.e., shorter) received the maximum score
(5), while drugs with a normalization value close to 1 (i.e., longer) received the minimum score (0).

3.3.4 Survey Study

This survey brought together the views of individuals of different ages and educational and professional
backgrounds, enabling a more balanced and inclusive evaluation of the drug naming process. In
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particular, the predominance of the opinions of young and educated individuals supported the
identification of names in line with current market trends and consumer expectations.

Table 6. Ages

17 and below 6
18-25 171
26-35 5
36-45 3
46 and above 2
General Total 187

When the distribution of the participants according to age groups is analyzed, it is seen that the majority
of the participants are between the ages of 18-25 (91.4%). The fact that this group is more represented
than other age groups shows that the opinions of young adults are predominantly taken into account in
the drug naming process.

Table 7. Degrees of Education
PhD 1

Bachelor's / Associate's Degree 165
High School 16
Master's Degree 5
General Total 187

In the evaluation by educational level, it is noteworthy that most of the respondents are bachelor's/
associate's degree graduates (88.2%). This shows that the individuals who participated in the survey
were generally selected from a group with a high level of education.

Table 8. Occupations

I use it as a patient 74
I am not interested 54
I am a health worker (Medical field) 59
General Total 187

Data on occupational status revealed that 39.6% of the participants were directly involved with drugs,
either as healthcare professionals or as patients. The participation of healthcare professionals (31.6%),
in particular, provided important input on the technical aspects of the drug naming process. The 28.9%
who expressed a lack of interest represent a more general consumer group.

3.3.5 Authenticity

In the questionnaire study, drug names were evaluated in terms of authenticity, and participants were
asked to rate how authentic these names were on a scale of 1 to 5. The results reveal differences in the
perception of authenticity of drug names.

Table 9. Originality Criteria Score

DRUGS AUTHENTICITY
OKSAPAR 3,209
ENOX 2,941
AXEPARIN 1,765
GLARIN PEN 3,904
FRAGEN 3,155
REMSIMA 4,037
OMNITROPE 3,743
BASAGLAR 4,144
LEUCOSTIM 3,583
EPORON 2,861
TEVAGRASTIM 3,930
DROPOETIN 3,235
BINOCRIT 3,155
EPOBEL 3,414
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e Highest Originality Score:

BASAGLAR (4,144) received the highest score for uniqueness. This suggests that respondents found
this name more distinct and unique than other drug names. The high score of BASAGLAR may be
related to both the ease of pronunciation and the fact that the name is not similar to other names in the
market.

e Other Highly Rated Drugs:

REMSIMA (4.037) was another drug that stood out in terms of uniqueness. Participants stated that this
name also left a unique impression.

The names TEVAGRASTIM (3,930) and OMNITROPE (3,743) also scored high in the perception of
originality, supporting the perception of uniqueness.

e Drugs with Moderate Specificity Scores:

The names LEUCOSTIM (3.583) and GLARIN PEN (3.904) have moderate authenticity scores.
Although the names of these drugs are found to be satisfactory in terms of authenticity perception, it can
be considered that they may be confused with similar names in the market.

e Drugs with Lower Specificity Scores:

AXEPARIN (1,765) received the lowest score for specificity. This suggests that respondents found this
name more generic or easily confused with other drug names.

Drug names such as ENOX (2,941) and EPORON (2,861) also received lower uniqueness scores. This
suggests that names were found to be less effective in terms of uniqueness.

The survey results show that there are significant differences between drug names in terms of originality.
Originality is an important criterion both to ensure that drug names are not confused with other drugs
and to create a distinctive effect in consumer perception. In this context, names such as BASAGLAR
and REMSIMA stand out with their high originality, while names such as AXEPARIN and ENOX may
need to be improved or re-evaluated.

3.3.6 Recall ability

Recallability determines how easily drug names can be remembered by users and whether they are
memorable. Recallability of drug names is an important part of the branding process and consumer
perception. According to the survey results, it is observed that drug names are rated in a wide range in
terms of memorability.

Table 10. Memorability Criteria Score

DRUGS Recall ability
OKSAPAR 2,701
ENOX 2,898
AXEPARIN 2,519
GLARIN PEN 2,150
FRAGEN 2,681
REMSIMA 2,227
OMNITROPE 1,888
BASAGLAR 2,316
LEUCOSTIM 1,871
EPORON 2,780
TEVAGRASTIM 1,914
DROPOETIN 2,027
BINOCRIT 2,412
EPOBEL 2,604
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Drugs with the Highest Recall Score:

ENOX (2,898): It received the highest score for memorability. This indicates that users can easily
remember the name ENOX. Since it is short, simple, and memorable, the name can easily stick in
the minds of users.

EPORON (2,780): This name also scored very high in terms of memorability. Similarly, the fact
that it is a short and meaningful name makes it more likely to leave a lasting impression in the minds
of users.

OKSAPAR (2,701) and FRAVEN (2,681): These drug names are also strong in terms of recall. Both
have a score above the medium level, and it can be said that the names have a significant impact on
users.

Drugs with a Moderate Recall Score:

BINOCRIT (2,412) and EPOBEL (2,604): These drug names show moderate memorability.
Although the names are memorable, they may not have had as strong an impact as other names.
However, their recall can be improved through marketing strategies.

BASAGLAR (2,316): BASAGLAR also has an average score for memorability. While this name
can make a strong enough impression in the market, it may need additional strategies to improve its
memorability.

Drugs with Lower Recall Scores:

OMNITROPE (1,888) and LEUCOSTIM (1,871): These drugs scored low for memorability,
suggesting that there may be difficulties with retention. The length or complexity of the names may
make it difficult for users to remember them.

GLARIN PEN (2,150) and REMSIMA (2,227): These names also scored low in terms of recall.
This means that these drugs may not be as prominent in the market as other names and may not
easily stick in users' minds.

3.3.7 Ease of Pronunciation

Ease of pronunciation refers to the ease and accuracy with which drug names can be pronounced by
users. A good drug name is a great advantage in terms of dissemination and adoption, especially in the
international market. Easy-to-pronounce names help consumers to pronounce them correctly and
remember them more.

Table 11. Ease of Pronunciation Criteria Score

DRUGS Ease of Pronunciation
OKSAPAR 4,021
ENOX 4,273
AXEPARIN 3,561
GLARIN PEN 3,658
FRAGEN 3,957
REMSIMA 3,781
OMNITROPE 2,652
BASAGLAR 3,262
LEUCOSTIM 2,465
EPORON 3,774
TEVAGRASTIM 2,492
DROPOETIN 2,683
BINOCRIT 3,262
EPOBEL 3,807
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Drugs with the Highest Ease of Pronunciation:

ENOX (4,273): Scored the highest for ease of pronunciation. This short and simple name can be
easily pronounced by most users. The ease of pronunciation makes it easy for users to remember
and adopt this drugs. Such names offer a strong marketing advantage.

OKSAPAR (4,021): OKSAPAR is also a name with high ease of pronunciation. Both the harmony
of the vowels and the simplicity of the syllable structure make this name easy to pronounce.

FRAVEN (3,957): Another name that performs quite well in terms of ease of pronunciation. It is
short and has a strong vowel harmony, making it easy to say and remember.

REMSIMA (3,781) and EPORON (3,774): These drug names are also easy to pronounce and above
average. The syllable structures and vowel sequences of the names make them easy to pronounce.

Drugs with Moderate Ease of Pronunciation:

AXEPARIN (3,561): AXEPARIN received a medium score for pronunciation. Although the name
can be pronounced easily, the combination of several different syllables may be difficult for some
users.

GLARIN PEN (3,658): This name also has an average score for pronunciation. However, the name
"GLARIN PEN" may be a little more difficult to pronounce, especially for English speakers.

BINOCRIT (3,262) and BASAGLAR (3,262): These drugs have an average score for ease of
pronunciation and are usually pronounced correctly, although some complexities in length and
syllable structure can make them difficult to pronounce.

EPOBEL (3,807): It has a good score for ease of pronunciation but not quite as high as the most
easily pronounced nouns.

Drugs with Lower Ease of Pronunciation:

OMNITROPE (2,652): OMNITROPE received a low score for pronunciation. Its length and
complex syllable structure can make it difficult for users to pronounce it correctly.

LEUCOSTIM (2,465): Similarly, the name LEUCOSTIM received a low score for pronunciation.
This name can create pronunciation difficulties, especially in different languages.

TEVAGRASTIM (2,492): This is another name with a lower ease of pronunciation. Its long and
complex structure can cause difficulty in pronunciation.

DROPOETIN (2,683): DROPOETIN has a slightly lower score for pronunciation. The combination
of syllables in the name may be difficult for some users.

3.3.8 Reliable and Effective

Reliability and efficacy indicate the extent to which users and healthcare professionals consider drug
names effective and reliable. A good drug name should inspire trust and leave a positive impression of
the effectiveness of the treatment process. According to the survey results, the evaluation of drug names
in terms of reliability and effectiveness provides an important indicator for brands' strategies to increase
their credibility.
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Table 12. Reliability and Effectiveness Criteria Score

DRUGS Reliable and Effective
OKSAPAR 3,414
ENOX 3,486
AXEPARIN 3,546
GLARIN PEN 3,000
FRAGEN 3,156
REMSIMA 3,043
OMNITROPE 2,930
BASAGLAR 2,636
LEUCOSTIM 3,048
EPORON 3,215
TEVAGRASTIM 2,898
DROPOETIN 3,151
BINOCRIT 3,161
EPOBEL 3,183

Drugs with the Highest Safety and Efficacy Scores:

AXEPARIN (3,546): Scored highest for safety and efficacy. Participants indicated that this name
left a strong impression that the drugs were safe and effective. It is a very important name in terms
of an effective treatment process and reliability.

ENOX (3,486): ENOX has a high score for trustworthiness. Respondents also rated this name as
trustworthy and effective. This indicates that the drug is in a strong position in terms of effectiveness
and users' perception of trust.

EPORON (3,215) and BINOCRIT (3,161): These drug names also scored very well for safety and
efficacy. These names have the effect of building trust between health professionals and users.

Drugs with Moderate Safety and Efficacy Scores:

OKSAPAR (3,414): The name Oksapar has a high score in terms of trustworthiness, but a lower
score compared to other names. However, it still creates a sufficient feeling of trust.

FRAVEN (3,156) and DROPOETIN (3,151): These drugs also scored in the middle range for
trustworthiness. Participants found these names to be safe and effective but had a slightly lower
perception of trust compared to other drugs.

REMSIMA (3,043) and LEUCOSTIM (3,048): These drug names may also have created an average
sense of safety and efficacy, adequate in terms of trust, but with a slightly lower impact than their
competitors.

Drugs with Lower Safety and Efficacy Scores:

GLARIN PEN (3,000): This drug name scored the lowest in terms of trustworthiness but was still
considered highly trustworthy by participants. However, the name could be improved to inspire
stronger trust.

OMNITROPE (2,930) and BASAGLAR (2,636): These drug names scored lower in terms of
trustworthiness and may require improvement in the sense of trust.

TEVAGRASTIM (2,898): This name has a low score for trustworthiness and maybe a name that
needs work to create the impression of being effective and trustworthy.

4. LISTING OF DRUGS BY MARKET SHARE

In this study, the total sales volume (in boxes) and the percentages of this sales volume in the total
market were used to determine the market shares of pharmaceuticals. Data were obtained from the
Turkish Pharmaceutical Market Monitoring Report - 8 published by the Ministry of Health. Market
shares were calculated by dividing the total sales volume of each drug by the total sales volume of all
drugs.
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The determination of market shares constituted a basic data set for analyzing the impact of brand
characteristics of pharmaceuticals on the market. In order to examine the effects of drugs with high
market share on the model, two different models were created, one excluding and one including these
drugs in the analysis process. This method allowed for a clearer understanding of the significance level
of the model and the effects of the independent variables on sales.

Table 13. Annual Sales Volumes of the Top 20 Biosimilar Drugs and Their Percentage Distribution in
the Biosimilar Drugs Market According to Sales Volumes in 2020

Drug Name Total Sales Volume (Boxes) Total Market Share (%)

OKSAPAR 5.810.249 54,51
ENOX 3.435.156 32,23
AXEPARIN 687.330 3,06
GLARIN 181.259 1,7

FRAGEN 133.727 1,25
REMSIMA 91.654 0,86
OMNITROPE 80.150 0,75
BASAGLAR 79.984 0,75
LEUCOSTIM 93.030 0,88
EPORON 72.049 0,67
TEVAGRASTIM 48.000 0,45
DROPOETIN 71.287 0,67
BINOCRIT 31.971 0,3

EPOBEL 28.415 0,27

Source: Turkish Pharmaceutical Market Monitoring Report - 8, Ministry of Health (2020).
5. FINDINGS
Establishing the Regression Model

The dependent variable used in the study is the market share of the relevant pharmaceuticals calculated
over the total sales volume. Multiple linear regression analysis was performed to investigate the
relationship between the dependent variable and the independent variables based on the previously
mentioned criteria. The analysis aims to assess the explainability of the dependent variable by the
independent variables and the impact of these variables.

The general form of the regression model is expressed as follows:

Market Share = fo + 1 * Recall + f: * Ease of Pronunciation + B3 * Credibility + ... + ¢
Market Share Market Share of the Brand

o = Constant term

fin = regression coefficient of n independent variables

& = Error term

In this study, two separate regression analyses were conducted to examine the effects of brand name
characteristics on the market success of pharmaceutical products. The first model included data from 14
drugs, providing a general evaluation, while the second model focused on 12 drugs for comparison. The
transition from 14 to 12 drugs revealed that certain products with disproportionately high market shares
negatively impacted the statistical significance of the overall model.

Results of Regression Analysis with 14 Drugs:

The initial regression model yielded an R-squared value of 0.637, indicating that approximately 63.7%
of the variance in marketing performance (dependent variable) could be explained by the independent
variables. However, the adjusted R-squared value was significantly lower at 0.214, suggesting limited
explanatory power. The ANOVA results further supported this interpretation, with an F-value of 1.507
and a p-value of 0.3167, indicating that the model lacked statistical significance overall. These results
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imply that the inclusion of drugs with dominant market shares may have skewed the analysis, reducing
the overall reliability of the model.

An examination of the regression coefficients showed that while variables such as Memorability and
Ease of Pronunciation had positive coefficients, their effects were not statistically significant (p > 0.05).
Similarly, variables like Trustworthiness and Effectiveness displayed negative coefficients, also lacking
statistical significance. Other factors, including Originality, Active Ingredient Resemblance, and Use of
Strong Letters, also failed to show significant impact on marketing performance.

Due to the limited explanatory power and poor significance of the first model, a revised regression
analysis was conducted to enhance the clarity and accuracy of results. Two outlier drugs—OQOxapar and
Enox—were removed from the model because their market shares were disproportionately high
compared to the others. Their presence was distorting the model and masking the true influence of brand
name characteristics. By excluding these two drugs, the resulting 12-drug model provided a more
balanced and statistically reliable foundation for analysis.

Results of Regression Analysis with 12 Drugs:

The second regression analysis—conducted using a dataset of 12 drugs—offered more robust and
meaningful insights. The R-squared value of this model was 0.957, indicating that 95.7% of the variation
in marketing performance could be explained by the brand name features. The results clearly
demonstrated that Memorability, Ease of Pronunciation, Trustworthiness, and Effectiveness had
statistically significant positive effects on brand success. Specifically, Memorability (p = 0.00495) and
Ease of Pronunciation (p = 0.00335) emerged as strong predictors of brand performance, highlighting
their critical role in consumer preference and sales outcomes. Similarly, the variable representing Trust
and Effect was also significant (p = 0.01552), emphasizing the importance of building confidence
through brand naming.

On the other hand, Brevity and Use of Strong Letters did not have significant effects in this model,
suggesting that these features may have a limited impact on brand performance. Moreover, Active
Ingredient Resemblance showed a weak relationship with the dependent variable, indicating that this
characteristic may not play a decisive role in consumer preferences.

Overall, the comparison of both models demonstrates that statistical significance and explanatory power
are highly sensitive to the inclusion of drugs with extremely high market shares. The removal of such
outliers in the second model resulted in a more valid and interpretable regression analysis. The final
ANOVA results, with a p-value of 0.01319, confirm the overall significance of the 12-drug model.

6. DISCUSSION

This study examined the impact of linguistic and structural criteria used in pharmaceutical brand naming
on market share, highlighting that the naming of a drug brand is not only an aesthetic but also a strategic
decision. Regression analyses revealed that brand names with specific phonetic and semantic
characteristics tend to have higher market shares. These findings align with previous research in several
respects and offer original contributions in others.

Lowrey and Shrum (2007) emphasized that sound symbolism plays a significant role in consumers’
brand name preferences, noting that phonemes consistent with product attributes positively influence
consumer perception. Similarly, in this study, brand names that included voiced consonants (e.g., [b],
[d], [v], [z]) were observed to have higher market shares. This supports the findings of Park et al. (2021),
who showed that such phonemes create positive expectations about a drug’s efficacy and
trustworthiness.

Dohle and Siegrist (2014) found that drug names with simpler and more fluent structures reduce the
perceived risk associated with medications and increase the willingness to purchase. In the present study,
short and easy-to-pronounce brand names also appeared to be linked with greater market success. This
effect is particularly relevant for elderly consumers or patients with low health literacy, as such names
enhance accessibility and influence preference.
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On the other hand, Daabes and Ananzeh (2022) highlighted the role of internal (e.g., chemical structure,
disease association) and external (e.g., regulatory, cultural) constraints in the naming process. In this
study, brand names associated with diseases were observed to be somewhat more preferred, although
this effect was not as strong as the influence of phonetic features. This suggests that sound symbolism
has a more direct impact on consumer psychology.

Gangwal and Gangwal (2011) emphasized that uniqueness and pronounceability reduce brand confusion
and improve visibility in the market. Similarly, this study found that drug names resembling other
existing names had lower market shares, indicating that potential confusion undermines consumer
confidence. This finding also aligns with Aronson’s (1995) research, which highlighted medication
errors caused by similarities between drug names.

Finally, a methodological contribution of this study is its development of a mathematical model that
evaluates the relationship between brand naming and market share based on multiple criteria. In doing
s0, it moves beyond previous studies that often remained theoretical or qualitative, offering a data-driven
approach that supports decision-making systems. This reinforces the notion that pharmaceutical brand
naming should be guided by analytics and strategic thinking, rather than intuition alone.

7. CONCLUSION

This study includes an evaluation process based on regression analyses and a theoretical framework to
examine the effects of brand names on marketing success in the pharmaceutical industry. The aim of the
study is to understand the effects of brand name characteristics on marketing performance and to make
recommendations on pharmaceutical brand naming processes. In this context, the literature review, data
collection process, analysis stages, and interpretation of the findings are carefully discussed.

In the first stage, brand name attributes were identified, and their relationship with marketing success
was analyzed. Factors such as recallability, ease of pronunciation, trustworthiness, and influence were
found to play an important role in marketing success. In particular, the factors of Memorability and Ease
of Pronunciation are statistically significant, emphasizing the strong effects of these attributes on brand
preference and consumer perception. The memorable and easy pronounceability of brands are found to
be factors that directly affect the brand choice of consumers. In addition, the factors of trustworthiness
and influence have also been found to make a significant contribution to marketing success, especially
trust building, which plays a decisive role in consumer behavior. However, factors such as Brevity and
the Use of Strong Letters did not have a significant impact on marketing success. This suggests that the
role of these factors in brand effectiveness is limited and that marketing strategies cannot be shaped
based on these factors alone. Furthermore, the low level of association with the Evocation of Active
Ingredient factor suggests that the names of pharmaceutical brands that evoke active ingredients do not
have the expected effect on consumer preferences. This finding reveals that evoking the active ingredient
of the brand may not always be an effective strategy in the brand naming process in the pharmaceutical
industry. Another important finding of the study is that the presence of drugs with high market share in
the model may negatively affect the accuracy and generalizability of the model. In particular, the large
market shares of drugs such as Oksapar and Enox weakened the relationship with the independent
variables in the model and reduced the overall significance level. The large market shares of these drugs
complicated the effect of the variables in the model and limited its accuracy. This finding suggests that
drugs with high market shares should be handled with caution in the analyses and that a different
evaluation of these drugs may lead to healthier results.

In the second stage of the analysis, a higher reliability and explanatory power were obtained in the model
in which drugs with high market share were excluded. The R Square value of this model was 0.957, and
the Adjusted R Square value was 0.883. This shows that the independent variables strongly explain the
impact of the independent variables on marketing success. Furthermore, the overall significance of the
model was supported by the ANOVA results (p = 0.01319), suggesting that the model has a strong
statistical basis. The results of the study emphasize that factors such as Recallability and Ease of
Pronunciation are of great importance in the marketing success of pharmaceutical brands. Future studies
could examine in more detail how these factors vary across different pharmaceutical categories and
market segments. Moreover, a more in-depth investigation of the relationship between brand name and
market share may contribute to strategic branding decisions in the industry. In particular, it was
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concluded that drugs with high market share should be excluded from the analysis or evaluated
separately.

This study provides an important guide for the development of brand strategies in the pharmaceutical
industry. The critical importance of Memorability, Ease of Pronunciation, and Credibility in
pharmaceutical brand name selection stands out as the key to success in the marketing processes of
brands. These findings will help to manage brand name selection processes more effectively and provide
important contributions to the development of marketing strategies for the pharmaceutical industry.

As a result, the effects of the brand naming process on marketing success in the pharmaceutical industry
need to be analyzed in more depth. Future studies, especially those examining the dynamics between
market share and brand name characteristics in more detail, would be an important step toward
improving the success of branding strategies in the pharmaceutical industry. This study provides an
important foundation for researchers and practitioners interested in understanding and improving
branding processes.
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CRM Yazihm Uygulamalarinin Pazarlama Stratejilerine ve Performansina Etkisi Uzerine
Ornek Bir Calima®
Muhammed Heybil YAGMURCA' Omer TORLAK?
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Aragtirmanin amaci, Miisteri Iliskileri Yonetiminin (CRM) pazarlama stratejileri ile performansi iizerine etkisinin
incelenmesidir. Caligmada arastirma modeli olarak nitel arastirma yontemi kullanilmistir. Arastirmanin ¢alisma
grubu sekiz kisiden olugsmustur. Goriigme verileri igerik analizi yontemi ile analiz edilmistir. Arastirma sonuglarina
gore; CRM yaziliminin isletmeye sagladigi kolayliklarin basinda iglemlerinin hizlandigi, daha rahat kararlar
alabildikleri, endiistriyel pazarda (B2B) CRM analizlerinden ¢ikan sonuglara gore stratejiler belirledikleri, eksik
ve zayif noktalar1 tespit ettikleri ve ona goére miisteri edinme siireglerini yonettikleri, tiiketici pazarda (B2C)
kullanilmadigimi ve isletmelerin miisteri edinme islemini daha ¢ok sosyal medya ve web sitesi iizerinden
gergeklestirdikleri ortaya ¢ikmistir. Ayrica CRM yaziliminin insan kaynaklar1 yoniiyle avantajlart konusunda
personelin is yiikiiniin azalmasi ve CRM’yi kullanacak personelini nitelikli olmasindan dolay1 personelin
niteliginin arttigini; hizli raporla alindigini, personel sayisinin azalmasi ile maliyetin de diistiigiinii ayrica avantaj
olarak bildirdikleri goriilmektedir. Isletmeler, pazarlama stratejileri kapsaminda CRM yazilimin1 satis siireglerinde
ve fiyatlandirmada ¢ok daha fazla kullandiklarini; {iriin planlama, marka tutundurma ve kampanya stratejilerini
CRM vyazilimindan elde ettikleri verilerle yaptiklari ortaya ¢ikmistir. Pazarlama performansi yoniiyle satig artigi
saglandigi; kampanyalar diizenlendigi, kisisellestirilmis kampanyalar yapilabildigi ve bu sayede ciro artisi
saglandig1 ortaya c¢ikmustir. Son olarak miigteri memnuniyeti konusunda miisterilerden gelen geri bildirimleri
stirekli analiz ettikleri ve sikayetlere gore aksiyon plani uyguladiklarini ifade ettikleri ortaya ¢ikmustir.

Anahtar Kelimeler: CRM Yazilimi, Miisteri Memnuniyeti, Pazarlama Stratejileri, Performans.
JEL Smiflandirma Kodlar: L1, M10, C88

A Case Study on the Impact of CRM Software Applications on Marketing Strategies and
Performance

ABSTRACT

The aim of the research is to examine the effect of Customer Relationship Management (CRM) on marketing
strategies and performance. Qualitative research method was used as the research model in the study. The working
group of the research consisted of eight people. Interview data was analyzed using content analysis method.
According to the research results; It was revealed that the main conveniences that CRM software provides to
businesses are that their operations accelerate, they can make decisions more easily, they determine strategies
according to the results of CRM analyses in the industrial market (B2B), they detect deficiencies and weak points
and manage their customer acquisition processes accordingly, it is not used in the consumer market (B2C) and
businesses mostly carry out their customer acquisition processes through social media and websites. In addition,
regarding the advantages of CRM software in terms of human resources, it is seen that the quality of the personnel
increases due to the decrease in personnel workload and the qualified personnel who will use CRM; reports are
received quickly, and the cost decreases with the decrease in the number of personnel, which are also advantages.
Businesses state that they use CRM software much more in sales processes and pricing within the scope of
marketing strategies; It has been revealed that they make product planning, brand promotion and campaign
strategies with the data they obtain from CRM software. It has been revealed that sales increase is achieved in
terms of marketing performance; campaigns are organized, personalized campaigns can be made and thus turnover
increase is achieved. Finally, it has been revealed that they constantly analyze feedback from customers regarding
customer satisfaction and state that they implement action plans according to complaints.
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EXTENDED SUMMARY
Purpose and Scope:

CRM is a core business strategy that integrates internal processes and functions and external networks to profitably
create and deliver value to targeted customers (Buttle, 2004). It is based on high-quality customer data and is a
business practice enabled by information technologies (Ang & Buttle, 2006).

The literature in the field of CRM software has tended to focus on the software package or vendor reviews or case
studies of its implementation (Doyle, 2002). A case study of three companies concluded that one of the main
concerns in the adoption of CRM software is that it is perceived as a “one-size-fits-all” package (Light, 2003).
This is due to the fact that vendors tend to have a standardized view of what the relationship management process
should be, creating problems in terms of flexibility and functionality.

No academic study has been found that examines the performance of CRM software in isolation in terms of
marketing strategy and business performance, rather than CRM technologies defined more broadly. There are no
studies focusing on the role of software in managing customer lifecycle stages (acquisition, retention, and
development), the return on investment (ROI) of software, user satisfaction, marketing strategy, and the impact of
software on business performance. The aim of this study is to fill this knowledge gap. Companies have access to
a wealth of customer-related information in ways that were unimaginable a few decades ago. The ability to obtain
high-quality, usable information in a timely manner is increasingly important, especially given a marketing
environment with fragmented communication media and complex technologies such as mobile messaging, web-
based supply chains, and e-commerce (Payton and Zahay, 2003). As a result, companies are increasingly
dependent on software to transform information into actionable intelligence and to deliver this intelligence to
customer touchpoints in a timely manner. Customer management software is an important component of both
analytical and operational customer relationship management (CRM) applications. The study asks, “How do
companies use CRM software to support their customer management activities and how satisfied are they with the
results they achieve?”” The questions “Is the implementation of CRM software associated with increased business
performance?” will be answered. In this sense, the purpose of the research is to examine the effect of Customer
Relationship Management (CRM) on marketing strategies.

Design/methodology/approach:

The qualitative research method was preferred in the study (Yildirim and Simsek, 2016). In this context, businesses
using CRM software suitable for the subject were selected. When it comes to phenomenological studies in the
field of social sciences, the researcher puts forward a phenomenon and observes the experiences of individuals in
the face of this phenomenon (Creswell, 2020:79). For example, phenomena such as delegation of authority,
motivation, organizational commitment, effectiveness are determined, and then the researcher tries to present a
holistic description of the phenomena in question by obtaining data from these experiences of the participants
(Oktem, 2005:28). In this respect, phenomenology provides researchers with quite wide opportunities. In this
study, it was decided that the interview data collection technique was appropriate for examining the definition of
the perception of employees of businesses using CRM software, their management approaches, and their
perceptions regarding expectations.

The study group of this research consists of employees of businesses using CRM software. No sample was taken
as a basis for the participants. The universe and sample were the same for businesses that were easily accessible.

In addition, in order to present the problems more clearly, the clarity and suitability of the prepared interview form
were evaluated by consulting expert opinions and the necessary arrangements were made on the form. Again,
thanks to this method, it was possible to address the subject more flexibly with additional questions when necessary
(Baltaci, 2019:371). After the interview questions were prepared, the form was finalized by obtaining expert
opinions and conducting pilot interviews for evaluation purposes.

In this research, a semi-structured interview form was used to collect data on the perceptions of business employees
using CRM software. In the research conducted to examine the perceptions of business employees using CRM
software, the interview questions were examined by scanning national and international literature on the subject.
The researcher and his consultant paid attention to the multidimensionality of the questions and the lack of any
guidance for the participants during the preparation phase.

The data related to the research were collected through interviews with employees using CRM software between
March and May 2024. The interview form consists of 10 questions aimed at examining the perceptions of business
employees using CRM software. It was explained to the participants that the confidentiality of the answers obtained
from the managers who participated in the research on a voluntary basis would be protected, the data collected
would not be used outside the research and the necessary precautions would be taken carefully by the researcher
at every stage. During the interview, audio recordings would be made and the consent form was shared with the
manager who was interviewed and his/her approval was obtained. Each interview lasted between 30 and 50
minutes. The audio recordings were then transferred to the electronic environment by the researcher.
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In order to increase validity and reliability in the study, the data source was diversified and data collection method
was used from B2B and B2C businesses (Yildirim and Simsek, 2016). In addition, in order to increase the
reliability of the study, the participant confirmation method was used, interview notes were given to the company
managers who participated in the study, and it was confirmed that the interview records were accurate and
complete (Giiler et al., 2015). The “content analysis” method was used in the analysis of the study data. Using this
analysis method, direct quotes from the interviewees were included in the study (Yildirim and Simsek, 2016).
First, themes were determined based on the conceptual framework. The data obtained in accordance with these
themes were read and supported by direct quotes. In the last stage, the identified findings were explained,
associated and interpreted.

Findings:

The codes obtained in open coding were combined to obtain subthemes. Then, the obtained subthemes were
grouped and high-level abstraction was performed to develop main axis codes. Selectivity was applied in coding
according to their weights in axis codes. Selective coding was created by combining subcategories. Subthemes are
given in the table below.

Selective coding process basically means combining the category obtained with open coding with axis coding.
Axis codes were created by associating 36 subthemes obtained with open coding with each other. 5 main themes
were developed as shown in the table below. Then, a central category was determined where 6 main themes were
concentrated with the high-level abstraction process and storytelling.

As a result of this whole process, the obtained subthemes (36) and main themes (6) were combined around the
determined central category. The concept of CRM Software Application, which is the main theme created with
the content analysis method, was defined sociologically.

It was revealed that the first thing that CRM software provides to the business is that their work is faster and they
can make decisions more easily. In fact, every business needs some information such as sales analysis, customer
portfolio, customer behavior in order to make decisions for the future. Unfortunately, not every business can obtain
this strategically important information. Here, it can be said that this information provided by CRM software to
the business is of critical importance for the sustainability of the business.

In the question regarding the contributions of CRM software to potential customer acquisition in the industrial
market (B2B), it is stated that they determine strategies according to the results of CRM analyses, identify
deficiencies and weak points, and manage customer acquisition processes accordingly. Features This situation can
also make it easier for the business to manage its human resources correctly.

On the other hand, it has been revealed that CRM software is not used in the consumer market (B2C) and that
businesses mostly carry out customer acquisition on social media and websites. In this case, it can be said that
CRM software provides more convenience for B2B companies. It has also been stated that B2C companies use
CRM software to analyze CRM by integrating customer information on their websites.

In terms of the advantages and disadvantages of CRM software in terms of human resources, it has been revealed
that they state that the quality of personnel has increased due to the decrease in the workload of the personnel and
the qualified personnel who will use CRM. They also state that CRM facilitates customer analysis and receives a
fast report. It is also seen that they state that the cost has decreased with the decrease in the number of personnel
as an advantage.

On the other hand, it is stated that the number of personnel has increased due to the need for qualified and more
personnel to use CRM as a disadvantage, and again, the old personnel have difficulty accepting the technology.

The effect of CRM software on business performance; They reported that they have increased their turnover by
increasing the number of campaigns and their profitability has also increased. On the other hand, it is seen that
they state that the increase in brand awareness is an important performance indicator for the business. In addition,
it is also stated that the decrease in business costs is the desired performance for the business.

How do you use CRM software within the scope of marketing strategies? It is seen that they do not state
disadvantages within the scope of the advantages or disadvantages of this for your business, but instead they state
that they use it much more in sales processes and pricing. It has also been revealed that they state that they make
product planning, brand promotion and campaign strategies with the data they obtain from CRM software. In this
sense, it can be said that CRM software is the focal point for the business.

It has been revealed that sales increase is achieved in terms of marketing performance; customer needs analysis is

carried out, campaigns are organized accordingly, personalized campaigns can be made and thus turnover increase
is achieved.

It has been revealed that there is an increase in customer growth; for this, they stated that they follow the pricing
policy and constantly analyze customer needs. Finally, it has been revealed that they constantly analyze customer
feedback on customer satisfaction and implement an action plan according to complaints.
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Conclusion and Discussion:

It has been revealed that they can make decisions. In fact, every business needs some information such as sales
analysis, customer portfolio, customer behavior in order to make future decisions. Unfortunately, not every
business can obtain this strategically important information. Here, it can be said that this information provided by
the CRM software to the business is of critical importance for the sustainability of the business.

In the question regarding the contribution of CRM software to acquiring potential customers in the industrial
market (B2B), it is stated that they determine strategies according to the results of CRM analyses, identify
deficiencies and weak points and manage customer acquisition processes accordingly. This situation can also make
it easier for the business to manage its human resources correctly.

On the other hand, it has been revealed that CRM software is not used in the consumer market (B2C) and that
businesses mostly carry out customer acquisition processes on social media and websites. In this case, it can be
said that CRM software provides more convenience for B2B companies. It has also been stated that B2C
companies use CRM software to analyze CRM by integrating customer information on their websites.

In terms of the advantages and disadvantages of CRM software in terms of human resources, it has been revealed
that they stated that the quality of personnel increased due to the decrease in the workload of the personnel and the
qualification of the personnel who will use CRM. They also stated that CRM facilitates customer analysis and that
it is received with a fast report. It is also seen that they stated that the cost decreased with the decrease in the
number of personnel as an advantage.

On the other hand, it is stated that the number of personnel increased due to the need for qualified and more
personnel to use CRM as a disadvantage, and again, it is stated that the old personnel had difficulty accepting the
technology.

The effect of CRM software on business performance; They reported that they experienced an increase in turnover
by increasing the number of campaigns and their profitability increased at the same time. On the other hand, it is
seen that they stated that the increase in brand awareness is an important performance indicator for the company.
In addition, it is stated that the decrease in operating costs is the desired performance for the company.

The effect of CRM software on business performance; They reported that they experienced an increase in turnover
by increasing the number of campaigns and their profitability increased at the same time. On the other hand, it is
seen that they stated that the increase in brand awareness is an important performance indicator for the company.
In addition, it is stated that the decrease in operating costs is the desired performance for the company. Similar
studies have found many positive effects of CRM or Customer Relationship Management on the performance of
business organizations. Therefore, one of the biggest effects is that the software system helps to increase the level
of relationship between customers and the organization. In addition, a better relationship between customers and
the company helps to achieve greater customer satisfaction, which is very important for the development of the
company (Trif et al., 2019)

How do you use CRM software within the scope of marketing strategies? It is seen that they do not specify
disadvantages within the scope of advantages or disadvantages of this for your business, instead they state that
they use it much more in sales processes and pricing. It has also been revealed that they state that they do product
planning, brand promotion and campaign strategies with the data they obtain from CRM software. In this sense, it
can be said that CRM software is the focal point for the business.

It has been revealed that sales increase is achieved in terms of marketing performance; it is revealed that customer
needs analysis is done, campaigns are organized accordingly, personalized campaigns can be made and thus
turnover increase is achieved.

It offers conflicting views on the effect of CRM software on business performance. Thirty-one percent of a sample
of 202 projects reported that CRM software improved their ability to sell and serve their customers (Bull, 2003).
This supports the research results.

They stated that there was an increase in customer growth; for this, they followed the pricing policy and constantly
analyzed customer needs. Finally, it was revealed that they constantly analyzed customer feedback on customer
satisfaction and implemented an action plan according to complaints.

When the literature is examined; Implementing a CRM strategy is a complex undertaking that requires effort across
the entire organization. Organizations striving for a relationship aim for the long term and have a deep interest in
the “right” customers. However, building relationships requires a business strategy and an overarching vision that
spans the entire organization, as it affects every function. Without this vision, the business will not be able to stand
out from the competition, customers will not know what to expect, and employees will lose track of what they can
add to the customer’s business experience (Gartner, 2001). Customer loyalty is a competitive asset for any
organization and has emerged as a significant driver of profitability, given that loyal customers tend to buy more
(Shen and Russell, 2007). It is assumed that the cost of retaining a loyal (existing) customer is five times less than
the cost of attracting and serving new customers. Thus, higher customer traffic leads to higher profitability and
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greater market share for the business. However, for a consumer to remain loyal and remain loyal, the company
must believe that it offers the best alternative (Oliver, 2009). Implementing CRM strategies not only increases
retention rates but also expenditures. Therefore, the potential to develop meaningful relationships is greater than
ever when effective methods are used to tap into customer needs and preferences (Ndubisi, Wah, & Ndubisi, 2007)
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1. GIRIS

CRM, hedeflenen miisterilere karli bir sekilde deger yaratmak ve sunmak icin i siire¢ ve iglevleri ve dis
aglar biitiinlestiren temel is stratejisidir (Buttle, 2004). Yiiksek kaliteli miisteri verilerine dayanmaktadir
ve bilisim teknolojileri tarafindan etkinlestirilen bir is uygulamasidir (Ang ve Buttle, 2006).

CRM yazilim1 alanindaki literatiir, yazilim paketine veya satici incelemelerine veya bunun uygulanmasina
iliskin vaka caligmalarina odaklanma egiliminde olmustur (Doyle, 2002). Ug sirket iizerinde yapilan bir
vaka caligmasi, CRM yaziliminin benimsenmesindeki ana endiselerden birinin, bunun "herkese uyan tek
beden" bir paket olarak algilanmasi oldugu sonucuna varmistir (Light, 2003). Bu, saticilarin iligki yonetimi
stirecinin ne olmasi gerektigine dair standartlastirilmis bir goriise sahip olma egiliminde olmalar1 ve
esneklik ve iglevsellik agisindan sorunlar yaratmalar gergeginden kaynaklanmaktadir.

Daha genis anlamda tanimlanmig CRM teknolojilerinden ziyade pazarlama stratejisi ve isletme
performansi agisindan CRM yaziliminin performansini tek basina inceleyen herhangi bir akademik
calismaya rastlanilmamistir. Yazilimim miisteri yasam dongiisii asamalarinin (kazanma, elde tutma ve
gelistirme) yonetimindeki roliine, yazilimin yatirim getirisinden (ROI) kullanici memnuniyetine,
pazarlama stratejisi agisindan incelenmesine ve yazilimin is performansi iizerindeki etkisine odaklanan
herhangi bir ¢alismaya da rastlanilmamaktadir. Bu ¢alismada amag bu bilgi boslugunu doldurmaktir.

Sirketler, miisteriyle ilgili ¢ok sayida bilgiye, birka¢g on yil once hayal bile edilemeyecek sekillerde
erisebiliyor. Ozellikle par¢alanmus iletisim medyasinin ve mobil mesajlasma, web tabanli tedarik zincirleri
ve e-ticaret gibi karmasik teknolojilerin oldugu bir pazarlama ortami goz Oniine alindiginda, yiiksek
kalitede kullanilabilir bilgiyi zamaninda elde etme yetenegi giderek daha 6nemli hale gelmektedir (Payton
ve Zahay, 2003). Sonug olarak sirketler, bilgiyi eyleme donistiiriilebilir istihbarata doniistiirmek ve bu
istihbarat1 miisteri temas noktalarina zamaninda iletmek i¢in yazilima daha fazla bagimli hale gelmektedir.
Miisteri yonetimi yazilimi hem analitik hem de operasyonel miisteri iliskileri ydnetimi (CRM)
uygulamalarinin 6nemli bir bilesenidir. Aragtirmada “sirketler miisteri yonetimi faaliyetlerini desteklemek
icin CRM yazilimini nasil kullanmakta ve elde ettikleri sonuglardan ne kadar memnuniyet duymakta
midir? CRM yazilimin uygulanmasi is performansinin artmastyla iligkili midir?” sorularina cevaplar
aranacaktir. Bu anlamda arastirmanin amaci Miisteri Iliskileri Yénetiminin (CRM) pazarlama stratejileri
iizerine etkisinin incelenmesi amag¢lanmaktadir.

2. KAVRAMSAL VE KURAMSAL CERCEVE/LITERATUR
2.1. Miisteri liskileri Yonetimi (CRM) ve CRM Yazihm Kavrami

CRM, hedeflenen miisterilere karli bir sekilde deger yaratmak ve sunmak i¢in i¢ siire¢ ve iglevleri ve
dis aglan biitlinlestiren temel is stratejisidir (Buttle, 2004). Yiiksek kaliteli miisteri verilerine
dayanmaktadir ve bilisim teknolojileri tarafindan etkinlestirilen bir is uygulamasidir (Ang ve Buttle,
2006). Bilgi teknolojisinin (BT) uygulanmasi, 6zellikle operasyonel ve analitik formlarinda CRM'nin
ayirt edici bir 6zelligidir. CRM; satig, pazarlama ve hizmet siireclerini otomatiklestirmek i¢in yazilima
dayanmaktadir (Knox ve digerleri, 2002).

CRM ile ilgili teknolojilerin sirket performansi iizerindeki etkisi iki akademik ¢aligma ile baglamistir.
Jayachandran ve digerleri (2005), mal iireticileri ve hizmet kuruluslari arasinda 50:50 oraninda
boliinmiis 172 ABD sirketinden olusan bir 6rneklemi temel almaktadir. Arastirma sonucunda; iliskisel
bilgi yonetimi siireglerine (yani, miisteri bilgilerinin toplandigi, entegre edildigi ve isletme genelinde
yaygin olarak dagitildigr ve kullanildigr etkilesimli misteri iletisimine sahip) sahip sirketlerin daha iyi
miisteri memnuniyeti ve miisteriyi elde tutma sonuglar1 elde etme egiliminde oldugunu bulmuslardir.
Ayrica sirketin CRM sistemi satig, pazarlama ve hizmet fonksiyonlar1 genelindeki 6n biiro faaliyetlerini
yiirlitebildiginde bu iliski daha da giiclenmektedir (Jayachandran ve digerleri, 2005).

Buna karsilik Reinartz ve arkadaglar1 (2004), CRM teknolojileri ile firmalarin ekonomik performansi
arasinda negatif bir iligki bulmuslardir. Yazarlar, bes sektordeki (konaklama, enerji hizmetleri, finansal
hizmetler ve cevrimici perakendecilik) 211 Isvigre, Alman ve Avusturya sirketinden olusan bir
orneklemden, sirketlerin CRM teknolojilerinde ne kadar gelismis olursa, ekonomik performanslarinin
da o kadar kétii oldugunu buldular. Ayrica, bu olumsuz iliskinin en ¢ok sirketlerin miisterilerle bir iligki
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baslatmaya calistigi zamanlarda (6rnegin, miisteri kazamimi veya kaybedilen miisterilerin geri
kazanilmasi) belirgin olmasi nedeniyle dnemli bir etkilesimli etki buldular (Reinartz ve digerleri, 2004).

Reinartz ve arkadaslari (2004), sirket performansini nihai bagimli degisken olarak sectiler ve bunu hem
nesnel olarak (yillik hesaplarda rapor edilen varlik getirisi (RoA) verilerini kullanarak) hem de 6znel
olarak (6nemli katilimcilarin genel performans, pazar payi, biiylime ve karliliga iliskin
degerlendirmelerini kullanarak) dlctiiler. Bu iki ¢alismanin hi¢biri CRM ile ilgili teknolojilerin miisteri
edinme, elde tutma ve gelistirme sonuglari iizerindeki etkilerini aragtirmamistir. Aksine, bu faaliyetler
bir araya getirilmesiyle miisteri edinme, elde tutma ve gelistirmenin bash basina stratejik agcidan 6énemli
is hedefleri ve liyakat degerlendirmesi gereken bir arastirma alani olarak bulunmaktadir.

Son olarak, bu iki ¢calismada benzer yapilari kavramsallastirmanin ve islevsellestirmenin farkli yollar
secilmistir. Jayachandran ve digerleri (2005) CRM teknolojilerini 6l¢mek icin 42 madde kullanmugtir.
Bagimli degiskenleri ise miisteri memnuniyeti ve miisteriyi elde tutmanin bilesik bir endeksidir.

CRM uygulamasina iligkin arastirmalarin ¢ogu, ya CRM'nin is yararlar1 saglama konusundaki iddia
edilen basarisizligina ya da CRM performansin etkileyen etkinlestirici ve devre disi birakan kosullara
odaklanma egilimindedir. Ornegin Sweat 10, yiizde 25 ile 80 arasinda basarisizlik oranlar1 bildirmistir.
Teknolojiye (hem yazilim hem de donanim) yapilan asir1 pahali yatirimlar, CRM'nin deger saglamadaki
basarisizliginin 6nemli bir nedeni olarak gosterilmektedir (Paas ve Kuijlen, 2001).

Insanlarla ilgili sorunlar da CRM uygulamalarinin basarisizliginda rol oynamaktadir. McKinsey, CRM
uygulamalarinda basarili olan sirketlerin yiizde 59'unun kiiltiirel degisim konularini ele aldigini,
basarisiz olanlarda ise bu oranin yiizde 33 oldugunu bildirmistir (Agarwal ve digerleri, 2004). Daha
yakin zamanda, Iriana ve Buttle (2006) inovasyon veya risk alma atmosferini tesvik eden, dolayisiyla
calisanlarin miisterilerin ¢ikarlarina en uygun sekilde hareket etmeleri i¢in bir ortam yaratan sirketlerin
CRM sonuglarinda daha iyi sonuglar elde etme egiliminde olduklarin1 bulmuslardir. Ancak CRM
yaziliminin dagitimi ve bunun sirket performansi tizerindeki etkisi hakkinda ¢ok az sey yayinlanmistir.
Aslinda alanin tamaminda ¢ok az arastirma bulunmaktadir.

2.2. CRM Yazilhimlarimin Pazarlama Stratejileri ile Performansina Etkisi

CRM, herhangi bir isletme organizasyonunun ¢ok énemli bir pargasidir ve sistem sirketlerin pazarda iyi
bir konum olusturmasima yardimci olur. Bu nedenle, CRM sisteminin uygulanmasi da sirketlerin
hizmetlerini iyilestirmeye yardimci oldugu i¢in ¢ok dnemlidir. Sirketlerin CRM sistemini uygulamasi
icin izlemesi gereken alt1 belirli adim vardir. Her seyden 6nce, sirketler CRM uygulamasi i¢in bir ekip
getirmeli ve ikincisi, ekip ihtiyaglara gore miilkemmel bir degisim yonetimi plani olusturmalidir. Buna
ek olarak, ekip uygulama i¢in bir biitce tahmin etmeli ve ardindan yeni sistemi devreye sokmak
o6nemlidir. Ayrica, CRM sistemini degistirin ve ardindan sirketlerin CRM sistemini degerlendirilmeli.
Bu nedenle, CRM kavrami ve CRM'nin igletme organizasyonlar iizerindeki etkileri de bu 6zel arastirma
makalesinde analiz edilmistir.

CRM, kuruluslarin is performansin artirmasina yardimeci olan bir yazilim tiiriidiir. Bunun disinda, CRM
yaziliminin baska faydali yerleri de vardir ve yazilim isletme organizasyonlarinin biiylimesini
etkilemektedir. Bilindigi gibi, misteri ile kurulug arasindaki iligki, herhangi bir isletme kurulusu igin
miisteri sayisini artirmak i¢in ¢ok onemlidir. Bununla birlikte, miisteriler ile kurulus arasindaki iyi bir
iligki, kurulusun pazarlardaki biiyiimesini artirmaya yardimci olur (Guerola-Navarro ve digerleri, 2021).

Buna ek olarak, CRM, sirketlerin ekonomik kosullarinin gelistirilmesi i¢in bir¢ok isletme sirketinde
kullanilan yazilim tabanli bir sistemdir. Tiim CRM yazilim sistemleri, miisteriler ile sirketler arasindaki
konusma gibi sirketin tiim verilerini otomatik olarak tutmak i¢in genellestirilmistir (Ravi ve digerleri,
2017). Bu nedenle, CRM yazilim sistemi, sirketlerin miisterilerine yonelik hizmetlerini gelistirmeye
yardimci olur.

3. YONTEM
3.1. Arastirmamin Modeli

Calismada nitel arastirma yontemi tercih edilmistir (Yildirim ve Simsek, 2016). Bu baglamda, konuya
uygun CRM yazilimi kullanan isletmeler secilmistir. Sosyal bilimler alaninda fenomenolojik ¢alisma
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denildigi zaman aragtirmaci ortaya bir fenomen koyarak bireylerin bu fenomen karsisinda deneyimlerini
gozlemektedir (Creswell, 2020:79). Ornegin yetki devri, motivasyon, drgiitsel baghlik, etkililik gibi
fenomenler belirlenir, ardindan arastirmaci katilimcilarin bu deneyimlerinden veri elde ederek s6z
konusu fenomenlerle ilgili biitiinciil bir betimleme ortaya koymaya ¢alisir (Oktem, 2005:28). Bu acidan
olgubilim arastirmacilara oldukg¢a genis imkanlar tanimaktadir. Bu ¢alismada CRM yazilimi kullanan
isletme caligsanlarinin algisina iliskin tanimi, yonetim anlayiglar, beklentilerle ilgili algilarinin
incelenmesi i¢in miilakat veri toplama tekniginin uygun olduguna karar verilmistir.

3.2. Arastirma Calisma Gurubu

Bu aragtirmanin ¢aligma grubunu CRM yazilim kullanan isletmelerin ¢alisanlari olusturmaktadir.
Katilimcilar igin herhangi bir 6rneklem esas alinmamistir. Kolayda ulasilabilen igletmeler icin evren ve
orneklem ayni olmustur.

Asagidaki tabloda c¢alisma grubundaki bireylerin demografik 6zellikleri sunulmustur.
Tablo 1. Calisma Grubunun Demografik Ozellikleri

Degisken (N=7) Gruplar f (Frekans)
Erkek
Kadn
Ust diizey yonetici
Orta diizey yonetici
Alt diizey yonetici
Calisan
1-10 y1l
Mesleki Deneyim 11-21 y1il
31 ve stii

Cinsiyet

Gorev

W W N = = B~ NN

Ayrica problemlerin ortaya daha net konulabilmesi amaciyla, hazirlanan gériisme formunun anlagilirlig
ve amaca uygunlugu uzman goriiglerine bagvurularak degerlendirilmis ve form iizerinde gerekli
diizenlemeler yapilmistir. Yine bu yontem sayesinde gerekli durumlarda ek sorular ile konunun daha
esnek bir bigimde ele alinma imkanina kavusulmustur (Baltaci, 2019:371). S6z konusu goriisme sorulari
hazirlandiktan sonra degerlendirme amaciyla uzman goriisii alinarak ve pilot goériismeler yapilarak
forma son sekli verilmistir.

3.3. Veri Toplama Araclar

Bu aragtirmada CRM yazilimi1 kullanan igletme ¢alisanlarinin algilarinin incelenmesine iligkin veri
toplama amaciyla hazirlanan yar1 yapilandirilmis goriisme formu kullanilmistir (Ek-1). CRM yazilimi
kullanan igletme ¢alisanlarina ait algilarin incelenmesine yonelik yapilan arastirmada goriisme sorulari
konuya dair ulusal ve uluslararasi literatiir taranarak incelenmistir. Aragtirmaci ve danismani, sorularin
hazirlanma agamasinda sorularin ¢ok boyutlu olmasina ve katilimecilar agisindan bir yénlendirmenin
bulunmamasina dikkat etmiglerdir.

3.4. Verilerin Toplanmasy/islem

Aragtirmaya iliskin veriler Mart-Mayis 2024 tarihleri arasinda CRM yazilimi kullanan ¢aliganlar ile
yapilan goriismeler yoluyla toplanmistir. Goriisme formu CRM yazilimi kullanan isletme galisanlarinin
konusundaki algilarinin incelenmesine yonelik 10 sorudan olusmaktadir. Arastirmada goniilliiliik
esasina uygun bir bi¢imde katilim saglayan yoneticilerden elde edilen cevaplarin gizliliginin korunacag,
toplanan verilerin arastirma diginda kullanilmayacagi ve arastirmaci tarafindan gerekli tedbirlerin her
asamada Ozenle alinacagi katilmecilara izah edilmistir. Gorlisme sirasinda ses kaydinin alinacagi ve
onam formu goriisme yapilan yoneticiyle paylasilmis ve onay1 alinmistir. Her goriisme 30 dk ile 50 dk
arasinda slirmiistiir. Daha sonra ses kayitlar1 arastirmaci tarafindan elektronik ortama aktarilmistir.

3.5. Verilerin Analizi

Calismada gegerliligi ve glivenirligi arttirmak i¢in veri kaynaginin ¢esitlendirme yoluna gidilerek, B2B,
B2C is yapan isletmelerden veri toplama yontemi kullanilmistir (Yildirnm ve Simsek, 2016). Ayrica
calismanin giivenilirligini arttirmak i¢in katilimei teyidi yontemi kullanilarak, ¢alismaya katilan firma
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yoneticilerine gorligme notlar1 verilerek, goriisme kayitlarmin  yanligsiz ve eksiksiz oldugu
dogrulatilmistir (Giiler ve digerleri, 2015).

Calisma verilerinin analizinde “igerik analiz” yontemi kullanilmistir. Bu analiz yontemi kullanilarak,
calisma iginde goriisme yapilan kisilerden dogrudan alintilara yer verilmistir (Yildirim ve Simsek,
2016). Oncelikle kavramsal cerceveye dayali olarak, temalar belirlenmistir. Bu temalara uygun olarak
elde edilen veriler okunarak, dogrudan alintilara yer verilerek desteklenmistir. Son asamada ise,
tanimlanan bulgular agiklanip, iliskilendirilip, yorumlanmasi yapilmastir.

4. BULGULAR
4.1. Temalar

Acik kodlamada elde edilen kodlar birlestirilerek alt temalar elde edilmistir. Daha sonra elde edilen alt
temalar gruplandirilmig ve st diizey soyutlama yapilarak ana eksen kodlar1 gelistirilmistir. Eksen
kodlarindaki agirliklarina gore kodlamalarda secicilik uygulanmistir. Alt kategorilerin birlestirilmesiyle
secici kodlamalar olusturulmustur. Alt temalar asagidaki tabloda verilmistir.

Secici kodlama islemi temelde agik kodlama ile elde edilmis kategorinin eksen kodlamasi ile
birlestirilmesi anlamina gelir. A¢ik kodlama ile elde edilmis 36 alt tema birbiriyle iliskilendirilerek
eksen kodlar1 olusturulmustur. Asagi tablo icinde gosterildigi lizere 5 ana tema gelistirilmistir. Ardindan
iist diizey soyutlama siireci ve hikdye anlatimi ile 6 ana temanin yogunlastigi merkezi bir kategori
belirlenmistir.

Tiim bu stire¢ sonucunda elde edilen alt temalar (36 adet) ve ana temalar (6 adet) belirlenen merkezi
kategori etrafinda birlestirilmistir. Icerik analizi yontemiyle olusturulan ana tema olan CRM Yazilim
Uygulamasi kavrami sosyolojik olarak tanimlanmustir.

Sekil 1. Segici Kodlama Ile Olusturulan Merkezi Tema: CRM Yazilim Uygulamasi

CRM Yazilim Uygulamasi
Pazarlama
Performansi

CRM Avantaj/ Pazarlama
Dezavantaj Stratejileri

Kaynak: Arastirmaci tarafindan hazirlanmistir.
4.2. CRM Kolayhg Temasi
CRM Kolaylig1 temast igerisinde 5 alt tema yer almaktadir.
Sekil 2. CRM Kolaylig

CRM Kolaylig1

Hiz

Kazandirma;
Bilingli Kara Isletme Siirdiirebilirlik
Alma Analizi

Kaynak: Arastirmaci tarafindan hazirlanmistir.
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CRM yazilim uygulamalarinin pazarlama stratejilerine ve performansina etkisinin ortaya ¢ikarilmasina
yonelik olarak katilimecilara “CRM yaziliminin isletmeye sagladigi kolayliklar nelerdir?” sorusu
yoneltilmis ve verdikleri cevaplarin icerik analizi sonucu bes alt tema olusmustur. Katilimcilarin 6rnek
ifadeleri asagida verilmistir.

K1: CRM yazilim uygulamalari bize hiz kazandirdigini sdyleyebilirim, internet sitesine,
magazamiza gelen miisterilerin yaptig1 islemler, iirlin begenileri vb. bilgilerin yazilim
lizerinden takibi olduk¢a hiz kazandirtyor. Bizim CRM yazilim1 web sitesi ile entegre
calisiyor.

K2:- CRM Bize Sagladigi Faydalarindan Biri Seri Ve Bilingli Kararlar Alma
Y ontindedir.

- Miisteri Bir Isletmenin Her Seyidir Onu Ne Kadar Dogru Analiz Edersek
Isletmemizin Hedeflerine Ulagmada Firsatlar1 Yakalamamizi Sagliyor.

- En Onemlisi Pazarda Siirdiirebilir Bir Rekabet Edinmemizde Biiyiik Rol
Oynuyor.

K4: Giinlikk Operasyonlari Siirdiiriilebilir ve Olabildigince Hatasiz Kilmak

- Stratejik Bakis Acilarma Cesitli Ongoriiler Saglayabilmesi,

- Bu Anlamda Elimiz Ayagimiz Diyebilirim.

- Satis Biitce ve Tahminlerimizi Belirliyoruz

Keé: - Miisterinin 360 Derece Gorlinlimii Saglantyor Yani Miisterinin Hem Kisisel
Ozellikleri , Hem Aligveris Davranislart , Lokasyon Ozellikleri , Aldigi Uriinlerin
Hikayeleri Gibi Miisteriye Ait Ne Varsa Tiim Tarihcesini Goriintiileyerek

Miisterimizle ilgili Olarak Aksiyonlarimizi Aliyor , Stratejilerimizi Ve Karar Agacimizi
Belirliyoruz

K7:- CRM Yazilim: Isletme Olarak Bir Bakima SWOT Analizi Ger¢eklestirmemizi
Sagliyor , Oradaki Verilerden Hareketle Giiclii ,Zayif , Yonlerimizi Ve Firsatlart
,Tehditleri Tespit Ediyor, Kapsamli Analiz Ve Raporlama Kaslarimizi Giiglendirerek
Kararlarimizi isletme Olarak Daha Isabetli Ve Dogru Aliyoruz.

- Mobil Erisim Altyapisi ile Satis Ekiplerimiz Kolayca Isine Yarayacak Verilere
Hizlica Erisebiliyorlar.

K8: Miisteriler ile Ilgili; Tiim Detaylar, Sﬁr@glqri, Etkilesimleri, Verdigimiz Satig
Tekliflerin Durumlarin1 Kisaca Miisterilerimiz Ile Ilgili Her Seyi Tek Bir Cat1 Altinda
Topladigimiz Ve Yonettigimiz Yer Oldugunu Soyleyebilirim.

Tablo 2. CRM Kolaylig1 Tema Isimleri ve Kategori Sayilari

Hiz Bilincli Karar ; - W e A
Kazandirmasi Alma Isletme Analizi Siirdiirebilirlik Ongorii
Katihmcilar 3 3 4 2 2

Kaynak: Aragtirmaci tarafindan hazirlanmstir.

CRM yazilimimin isletmeye sagladig1 kolayliklarin basinda islerinin hizlandigini, daha rahat kararlar
alabildiklerini ifade ettikleri ortaya ¢ikmistir. Aslinda her isletme gelecege doniik kararlar verebilmesi
icin satis analizi, miisteri portfoyii, miisteri davranislari gibi baz1 bilgilere ihtiyag duymaktadir. Stratejik
oneme sahip bu bilgileri her isletme maalesef elde edememektedir. Burada CRM yaziliminin isletmeye
kazandirdigi bu bilgilerin isletmenin siirdiirebilirligi igin kritik 6neme sahip oldugu sdylenebilir.

4.3. Miisteri Edinme Temasi

Miisteri Edinme temasi icerisinde 6 alt tema yer almaktadir.
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Sekil 3. Miisteri Edinme

distri Pazarinda tiketici Pazaridma
B2B B2B

hedef belirleme belirleme

tratejileri
belirleme Sadece analiz

Kaynak: Arastirmaci tarafindan hazirlanmgtir.

WEB sitesi CRM ile
entegre

CRM yazilim uygulamalarinin pazarlama stratejilerine ve performansina etkisinin ortaya gikarilmasina
yonelik olarak katilimcilara “CR

M yaziliminin endiistriyel pazarda (B2B) ve tiiketici pazarinda (B2C) potansiyel miisteri edinmeye
katkilart nelerdir?” sorusu yoneltilmis ve verdikleri cevaplardan igerik analizi sonucu alt1 alt tema
olugmustur. Katilimcilarin ifadeleri agagida verilmistir.

Endiistriyel Pazarda (B2B)

K2: -Saha Satis Ekiplerimiz I¢in Olusturdugumuz KPi’lardan Biri Yeni Miisteri
Hedefidir, Bu Kapsamda Sahada Yer Alan Satis Ekiplerimiz Gergeklestirdikleri
Rekabet Analizi, Pazar Analizi Neticesinde Topladiklar1 Verileri CRM Yazilimina
Giriyorlar. Bu Sayede Bizler Bu Verilerden Hareketle Potansiyel Miisterileri Edinme
Yolunda Aksiyonlar Aliyor (Fiyat, Uriin, Hizmet Vb.) Gibi Sonrasinda Sahadaki
Arkadaslarimiza ileterek Potansiyel Miisteriler Ediniyoruz.

K3: -CRM Yazilimi ile Direk Satis Yaptigimiz, Iliski Kurdugumuz, Adaylarimiz Gibi
Miisterileri Katmanlara Bolerek, Bu Anlamda Miusterileri Takip Ederek, Miisteri
Edinme Stratejilerimizi Belirleyip, Aksiyonlar Almamiza Olanak Tantyor.

-Ayrica CRM Yazilimi Miisteri Edinmede Hangi Firsatlari, Neden Kaybettigimizi,
Eksik ve Zayif Yonlerimizi Okumamiza Olanak Sagliyor.

-Ayrica Fuar ve Etkinliklerimiz ile ilgili Miisteri Datalarii Toplaylpp CRM’de
Yoneterek Bu Anlamda KPi’larimizi Olgiiyoruz

K7:- CRM Misteri Edinme Merkezi Olan Satis Ve Pazarlama Ekipleri Arasinda
Isbirligi , Strateji Ve Veri Paylasimini Kolaylastirarak , Koordineli Miisteri Edinme
Siireci Bizlere Sagladigini Soyleyebilirim.

- Ayrica Potansiyel Miisterilerimize Ne Kadar Teklif Verdik , Ne Kadar1 Olumlu
Sonuglandi , Ne Asamada ? , Uzun Vadede Bizle Devam Edecek Mi ? Gibi Sorulara
Yanit Arayarak Crm Yazilimina Dahil Ediyoruz, Sonrasinda Misterinin Durumuna
Gore Segmentasyona Gore Stratejiler Ve Kararlar Alarak, Harekete Gegerek Miisteri
Edinme Siireglerini Yo6netiyoruz.

Tiiketici Pazarda (B2C)

K1: Biz miisteri edinmeden dijital kanallar1 kullaniyoruz (sosyal medya, Google gibi)
gerek online gerekse offline magazamizi ziyaret eden miisterilerden edinmis oldugumuz
datalarin analizi ile katki ettigini sdyleyebilirim

K5: - Bizim diinyamizda hayir ¢linkii bizim misteri edinimimiz web sitesi izerinden
gerceklesmektedir. Ancak mevcut miisterilerimizin analizini saglayip (6rnegin daha
onceki aligveris bilgileri vb.) kampanya faaliyetlerimizi yiriittiigiimiiz yerin CRM
oldugunu sdyleyebilirim.
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K8: — Dijital Pazarlama Kapsaminda Potansiyel Miisterilerine Dokundugumuz, Temas
Ettigimiz Web Sitesi, Sosyal Medya Vb. Kanallar1 CRM Yazilimi ile Entegre Ederek,
Edindigimiz Datalar1 Miisteri Alisveris Davranisini1 Olgecek Sekilde Yorumluyor, Daha
Sonrasinda Bu Tip Miisterileri Belli Segmentlere Ayirip, Bu Segmentlere Gére Ozel
Teklifler, Kampanyalar, Dikkat Cekici Reklamlarla Potansiyel Miisterileri Edinmeye

Calisiyoruz.
Tablo 3. Miisteri Edinme Tema Isimleri ve Kategori Sayilart
Analizlerle Strateiileri Eksik ve Sadece WERB sitesi
hedef el zayifliklar: WEB ) CRM ile
. belirleme . analiz
belirleme belirleme entegre
Katilimcilar 4 2 3 3 2 2

Kaynak: Arastirmaci tarafindan hazirlanmustir.

CRM yaziliminin endiistriyel pazarda (B2B) potansiyel miisteri edinmeye katkilarina iliskin soruda en
fazla CRM analizlerinden ¢ikan sonuglara gore stratejileri belirledikleri, eksik ve zayif noktalarini tespit
ettikleri ve ona gore miisteri edinme siireclerinin yénettikleri ifade edilmektedir. Ozellikler Bu durum
isletmenin insan kaynagini da dogru yonetmesini de kolaylastirabilir.

Diger yandan CRM yaziliminin tiikketici pazarda (B2C) kullanilmadigini ve isletmelerin miisteri edinme
islemini daha ¢ok sosyal medya ve web sitesi iizerinde gerceklestirdikleri ortaya ¢ikmistir. Bu durumda
CRM yazilimimin B2B firmalari i¢in daha kolayliklar sagladigi soylenebilir. Ayrica B2C firmalarinin
CRM yazilimi ilse web sitesinde miisteri bilgilerini entegre ederek CRM’yi analiz etmede kullandiklari
da beyan edilmistir.

4.4. CRM Avantaj/Dezavantaj Temasi

CRM Avantaj/Dezavantaj temasi icerisinde 6 alt tema yer almaktadir.

Sekil 4. CRM Avantaj/Dezavantaj

1 personetin
teknolojiyi kabul
orun

Kaynak: Aragtirmaci tarafindan hazirlanmstir.

CRM yazilim uygulamalarinin pazarlama stratejilerine ve performansina etkisinin ortaya ¢ikarilmasina
yonelik olarak katilimcilara “CRM yaziliminin insan kaynaklar1 yoniiyle avantajlar1 ve dezavantajlar
nelerdir? Aciklar misiniz? (CRM kullanimi personel sayisini azalttt m1?)” sorusu yoneltilmis ve
verdikleri cevaplarin igerik analizi sonucu alti alt tema olusmustur. Katilimcilarin ifadeleri asagida
verilmistir.

K1: Bizde insan kaynagmi azalttigini sdyleyemem. Cilinkii yazilim uygulamasini
kullanmaya bagladigimizda CRM departmaninda 3 kisi ile basladik su an 10 kisi
calistyor, bu projenin oturmasi ig¢in insan kaynagina ihtiyacimizin oldugu
sOyleyebilirim.

K2: Personel Sayisin1 Azalttigi veya Artirdigi Yoniinde Bizde Etkisi Oldugunu
Soyleyemem Ancak Personellerimizin Is Yiikiinii Azalttigini, s Kalitesini Artirdigmi
Soyleyebilirim. Ciinki Satis ve Pazarlama Ekibi CRM Yazilimi Sayesinde Ne
Yapacagini, Nasil Ilerleyecegini Cok lyi Biliyor
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K4: - Bizde Insan Kaynaginda Radikal Bir Farklilik Olusturmadi, Ama Bizdeki Onemli
Kismi Su Sonugta CRM Yazilimi Operasyon Siireclerindeki Yiikiimiizii Azaltmasiyla
Beraber Personellerimize Bir Katma Deger Olusturdugunu Soyleyebilirim.

K5: - Gorlisme siirelerimizin kisalmasi ve beraberinde maliyetlerimizin diismesi ile
daha az personel ile daha ¢ok is yapma noktasinda kazanimi oldu. Bizim gibi ¢agri
merkezi diinyast i¢in goriisme stireleri i¢cin degisimi olacak 5-10 saniye bile ¢ok dnemli.
Bazi1 donemlerimizde is yogunluguna bagli olarak personel ihtiyaglarimiz ¢ok oluyordu
ancak crm yazilim uygulamasinin etkin kullanilmasi ile (Miisteri ile alakali datalarin
kesintisiz ve dogru olarak ekrana gelmesi gibi) bu anlamda ciddi bir katkist oldugunu
belirtmek isterim.

K7: Crm Yazilimu ile Satig Personellerimizin Girdigi Aktivite Sayisi ve Nitelikleri ile
Onlarin Performanslarin1 Olgliyoruz (KPI). Satis Primlerini Buradaki Ciktilardan
Hareketle Hesapliyoruz.

K8: - Personel Ihtiyacimiz1 Artirdigin1 Séyleyebilirim Ciinkii CRM Bize Ayn1 Zaman
Insan Kaynaklari Yéniiyle Ihtiyaglarimizi Belirlememize de Yardimei Oldu.

- Insan Kaynaklar1 Yoniiyle Baktigimiz Zaman Personellerimizin Gelisimini
Destekledigini Séyleyebilirim Ciinkii Hem Planli, Neden Sonug Iliskisi Ve Coziim
Odakl1 Olmalarina Olanak Taniyor.

- Dezavantaj Olarak Ise Bazen Eski Jenerasyon, Bir Bakima Alayli Ekip
Arkadaglarimizda Bu Teknolojiyi Kabullenme ve Kullanmada Zorluklar Yasasak da
Gilinlin Sonunda Onlarda Faydalarini Gérmiis Oldular.

Tablo 4. CRM Avantaj/Dezavantaj Tema Isimleri ve Kategori Sayilari

Avantaj Dezavantaj

Personel  Personel Miisteri Eski personelin

Maliyet | Personel

is yiikii kalitesi analizini diistii | savis: arth teknolojiyi kabul
azaldi artt kolaylastird: 3 Y sorunu
Katilimcilar 2 2 3 2 2 1

Kaynak: Arastirmaci tarafindan hazirlanmigtir.

CRM yazilimmin insan kaynaklari yoniiyle avantajlari ve dezavantajlari konusunda personelin is
yiikiiniin azalmas1 ve CRM’yi kullanacak personelini nitelikli olmasindan dolay1 personel niteligi
arttigini ifade ettikleri ortaya ¢ikmistir. Ayrica miisteri analizini CRM’nin kolaylastirdig1 ve hizli raporla
alimdigini belirtmektedir. Personel sayisinin azalmasi ile maliyetin de diistiiglinii ayrica avantaj olarak
bildirdikleri goriilmektedir.

Diger yandan dezavantajda CRM kullanmak i¢in nitelikli ve daha fazla personele ihtiya¢ duyulmasindan
kaynakli personel sayisinda artiglar yasandigi, yine eski personelin teknolojiyi kabul etme zorlugu
yasadiklari da belirtilmektedir.

4.5. Isletme Performansi Temasi

Isletme Performansi temasi igerisinde 5 alt tema yer almaktadir.
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Sekil 5. Isletme Performansi

Isletme
Performansi

Kampanya
sayis1 artigl

Maliyet Marka bilinirlig:
diismesi artist

Kaynak: Arastirmaci tarafindan hazirlanmgtir.

CRM yazilim uygulamalarinin pazarlama stratejilerine ve performansina etkisinin ortaya ¢ikarilmasina
yonelik olarak katilimcilara “CRM yaziliminin isletme performansina etkisi ne oldu? (Kéarhlik veya ciro
da bir degisim yasandi m1?)” sorusu yoneltilmis ve verdikleri cevaplarin igerik analizi sonucu bes alt
tema olusmustur. Katilimcilarin ifadeleri asagida verilmistir.

KI1: Biz CRM uygulamalari1 kullandiktan sonra kisisellestirilmis kampanya
sayllarimizi artirdik. Buda kazanglarimizin cirolarimizin artmasina sebep oldu, her
gecen yil pandemi hari¢ artirdigimizi soyleyebilirim.

K2: CRM, Firmamizin Siireglerini En Uygun Sekle Getirerek, Maliyetleri Distirmede
Ve [sletme Verimliligini Artirmada Etkisini Gordiik.

-Ayrica CRM Bir Isletmenin Hafizasidir, Hafizas1 Giiclii Olan Bir Isletme Kolay Kolay
Yanlis Kararlar Almayacaktir.

K4: - Acgikgast Gorliniir Bir Etkisi Olmadi Ama Sunu Belirtmekte Fayda Var ; Bizim
CRM Deki Yapimiz Suanda Ticari Siiregleri Kapsamiyor , Bizde Bir Doniisiim Projesi
Icerisindeyiz Oniimiizdeki 5 Ay igerisinde Bunu Net Bir Cevabim Verebilirim. CRM
Yaziliminin Ticari Siirecleri Kapsamas1 Ve Olgiilmesi Adina Hummali Bir Calisma
Var, Bunu Gérmemiz Lazim, Ama Etkisi Olacagi Kanaatindeyiz.

KS5: Bizde goriisme siiresi lizerinden (dakika maliyeti) fatura kesimi oldugu icin CRM
uygulamasimin bu anlamda etkisi ile yaklasik yiizde 20 civarinda bizi iyilestirdigini
gordiik

K6: - Evet, CRM Markanin Karliligini , Algisini , Bilinirligini Cirosunu Artirmada
En Biiyiik Bir Noktada. Bizler Giinii Kurtaran Karliligt Degil, Gelecegi Kurtaran
Karliliga Etki Ediyoruz.

K7: -CRM Yazilimi, Miisteri {liskilerini Gii¢lendirerek, Miisterilerin Tekrar Alisveris
Yapmalarina Olanak Taniyor.

K8:- CRM Sayesinde Satis Siireclerini Etkili Yonettigimiz Icin , Basta Satis Teklif
Siireglerimizi Etkili Ve Siki Takip Olgiisiiyle Yonetebildigimiz i¢in Bu Bize
Satiglarimizin Artmasina Yani Ciroda Ve Karlilik Anlaminda Olumlu Y6nde Degisime
Sebep Oldu.

Tablo 5. Isletme Performansi Tema Isimleri ve Kategori Sayilart

Kampanya Ciro artis1 Maliyet _ Marka Karhhk
sayis1 artisi diismesi bilinirligi artis1
Katihmcilar 1 3 3 2 3

Kaynak: Arastirmaci tarafindan hazirlanmigtir.

CRM yaziliminin isletme performansina etkisi; kampanya sayisin artirarak ciro artis1 yasadiklari aym
zamanda karliliklarinin da artigini bildirmislerdir. Diger yandan marka bilinirliginin de artmasi isletme
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icin 6dnemli bir performans gostergesi oldugunu ifade ettikleri goriilmektedir. Bunun yan 1sira igletme
maliyetlerindeki diisiis de isletme i¢in istenen performans oldugu da ifade edilmektedir.

4.6. Pazarlama Stratejileri Temasi
Pazarlama Stratejileri temasi igerisinde 5 alt tema yer almaktadir.

Sekil 6. Pazarlama Stratejileri

Pazarlama Stratejileri

Satig siiregleri

Uriin planlama

Kampanya
Stratejileri

Fiyatlandirma

Kaynak: Arasgtirmaci tarafindan hazirlanmstir.

CRM vyazilim uygulamalarinin pazarlama stratejilerine ve performansina etkisinin ortaya ¢ikarilmasina
yonelik olarak katilimcilara “Pazarlama stratejileri kapsaminda CRM yazilimini nasil kullantyorsunuz?
Bunun igletmenize avantajlar1 veya dezavantajlari oldu mu? Agiklar misiniz?” sorusu yoneltilmis ve
verdikleri cevaplarin igerik analizi sonucu bes alt tema olugsmustur. Katilimcilarin ifadeleri asagida
verilmistir.

K1: Biz CRM yazilimini satig operasyonel siireclerde daha etkin kullaniyoruz ancak
tutugumuz veri tabani ve yorumlamalarimiz, pazarlama stratejilerini belirleyen
pazarlama departmanimizin o veri ve yorumlamalara gore kendi i¢lerinde aksiyonlarini
aliyorlar.

K2:- Uriin Planlama , Marka , Tutundurma Faaliyetleri ,Fiyatlandirma , Dagitim
Kanallar1 Gibi Bir Cok Noktada Stratejiler Alirken Mutlaka Miisterilerimizin Ve
Pazarin Sesini Duydugumuz Yer CRM Yazilimi.

K3: -Pazarlama Kapsaminda Uriin, Fiyat, Kampanya, Dijital Pazarlama Satis Biitceleri,
Gibi Stratejiler Uretmemize Olanak Sagliyor.

-Ayrica Bu Stratejileri CRM Ciktisinin Niteligine Gore 5 -10 -15 Gibi Kisa Orta ve
Uzun Vadede Seklinde Belirliyoruz.

K4:-  CRM Yazilmi Bizim Gibi B2b Sektoriinde B2c Sektorii Gibi Degil De Daha
Cok Rasyonel Odakli Uriin Kalitesi , Fiyat Stratejisi , Hedef Pazar , Vb. Konularda
Miisterilerimize Ozel Kisisellestirilmis Stratejiler Uriitmemize Olanak Sagliyor Bu
Baglamda Avantajlar1 Oldugu Bir Gergek.

K7:- CRM Yazilimdaki Verilerden Hareketle Ornegin Bir Miisterimizin Alisveris
Gegmisi Ve Davramslarim inceleyerek Kampanya Stratejilerimizi Belirliyoruz ,Bu
Baglamda Kampanya Yo6netimi Stratejilerinde Kullandigimizi Soyleyebilirim.

- Yine Satis Biitce Stratejilerimizi Belirlemede Bize Yardimci Oluyor.

- Uzun Vadedeki Isletme Stratejilerimizi Belirlemede Bize Yon Veriyor.

Tablo 6. Pazarlama Stratejileri Tema Isimleri ve Kategori Sayilart

Satis Uriin Marka Fivatlandirma Kampanya
siirecleri planlama tutundurma y Stratejileri
Katihmcilar 4 3 3 4 2

Kaynak: Arastirmaci tarafindan hazirlanmistir.
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Pazarlama stratejileri kapsaminda CRM yazilimim nasil kullaniyorsunuz? Bunun isletmenize avantajlari
veya dezavantajlar1 kapsaminda dezavantaj belirtmedikleri, onun yerine satig siireclerinde ve
fiyatlandirmada ¢ok daha fazla kullandiklarini ifade ettikleri goriilmektedir. Yine {iriin planlama, marka
tutundurma ve kampanya stratejilerini CRM yazilimindan elde ettikleri verilerle yaptiklarimi beyan
ettikleri ortaya ¢ikmigtir. Bu anlamda CRM yazilimi isletme i¢in odak noktasi oldugu sdylenebilir.

4.7. Pazarlama Performansi Temasi
Pazarlama Performansi temasi icerisinde 8 alt tema yer almaktadir.

Sekil 7. Pazarlama Performansi

Pazarlama Performansi

ustert
memnuniyeti
eri bildiri Sikayetlere gore
analizi aksiyon alma

(Miisteri ihtiyaglar

Fiyatlandirma
politikast

Kaynak: Aragtirmaci tarafindan hazirlanmstir.

CRM yazilim uygulamalarinin pazarlama stratejilerine ve performansina etkisinin ortaya ¢ikarilmasina
yonelik olarak katilimcilara “Pazarlama performansi yoniiyle a) Satis artisinda bir degisiklik oldu mu?
Agiklar misiniz? b) Miisteri artisinda bir degisiklik oldu mu? Agiklar misiniz? ¢) Miisteri
Memnuniyet artisinda bir degisiklik oldu mu? Agiklar misiniz?” sorusu yoneltilmis ve verdikleri
cevaplarin icerik analizi sonucu sekiz alt tema olugsmustur. Katilimeilarin ifadeleri asagida verilmistir.

K1: Satis artisinda bir degisiklik oldu mu? Aciklar misiniz? Biz CRM uygulamalarini
kullandiktan sonra kisisellestirilmis kampanya sayilarimizi artirdik. Buda
kazanglarimizin cirolarimizin artmasina sebep oldu, her gecen yil pandemi harig¢
artirdigimizi soyleyebilirim. Misteri artisinda bir degisiklik oldu mu? Agiklar misiniz?
Evet, miisteri datalarinin bizi yonlendirmesi ile gerekli aksiyonlari aliyoruz. Burada
yiizde 21°lik artis oldugunu soyleyebilirim. Miisteri Memnuniyet artiginda bir degisiklik
oldu mu? Aciklar misiniz? CRM yazilimi ile yapmig oldugumuz miisteri analizi ile
miisteri memnuniyetinde yiizde 10’luk artig oldugunu sdyleyebilirim. Ayrica yapmis
oldugumuz tavsiye skoru arastirmalarinda bizim tavsiye skorumuz 68 civarinda

K3: a) Satis artiginda bir degisiklik oldu mu? Agiklar misiniz? - Potansiyel, Pasif, Aktif
Seklinde Ayirdigimiz Miisterimiz ile Ilgili Tiim Incelemeleri, izlemeleri ve Analizleri
Dogru Yaptigimiz Oldugu igin Netice Satisin Arttigini Gsteriyor.

b) Miisteri artiginda bir degisiklik oldu mu? Agiklar misiniz? - Evet Oldu, Clinkii CRM
Hizmette Verimlilik Artis1 Sagliyor.

¢) Miisteri Memnuniyet artisinda bir degisiklik oldu mu? Agiklar misiniz?

-Evet Oldu, CRM Uzerinden Takip Ettigimiz Miisteri Deneyim Merkezini Kurduk Bu
Merkez Miisteri Sikayetlerini Karsilayan, Sorunlarma Co6ziim Saglayan Bir Yap,
Dolayistyla Bunu Saglayarak Miisteri Memnuniyet Diizeyimizi Olgebiliyoruz.

K8:a) Satis artisinda bir degisiklik oldu mu? Agiklar misiniz? Evet CRM ile Miisteri
Iliskilerimizi Sistematik Bir Sekilde Yoneterek Satislarimizi Artirdik, Ciinkii Satis
Siireglerine Dair Bir¢ok Eksik ve Zayif Yonlerimizi CRM Sayesinde Tespit Ediyoruz
b) Miisteri artisinda bir degisiklik oldu mu? Agiklar misiniz? Evet CRM Sayesinde
Fiyatlandirma Politikalarimizda Aldigimiz Kararlarin Etkili Olmasiyla Miisteri Artisi
Oluyor.

c) Miisteri Memnuniyet artisinda bir degisiklik oldu mu? Aciklar misiniz?

-113 -



Turkish Journal of Marketing Research / Cilt: 3, Say1: 2, Aralk 2024, 95-114
Turkish Journal of Marketing Research / Volume: 3, Issue: 2, December 2024, 95-114

- Misterinin Memnuniyet Duyacagi Her Bir Fonksiyonu CRM Sayesinde
Gergeklestiriyoruz, Iskonto Talepleri, Promosyon Kampanyalari, Satis Sonrasi Hizmet

Politikalar1 Gibi.
Tablo 7. Pazarlama Performansi Tema Isimleri ve Kategori Sayilari

Satis artis1 Miisteri artisi Miisteri memnuniyeti
L . Sikayetlere

I.VIu.sten Kisisellestirilmis Capraz Ciro Kampanya Fiyatlandirma Miisteri .G?r.l gore

ihtiyact kampanya satis1 artis Stratejileri politikasi ihtiyaglart bildirim aksiyon
tespitinde analizi alma
Katihmeilar 4 2 P 4 2 3 4 4 3

Kaynak: Arastirmaci tarafindan hazirlanmustir.

Pazarlama performansi yoniiyle satig artisi saglandigt; bunun ise miisteri ihtiyac analizi yapildigi buna
gore kampanyalar diizenlendigi, kisisellestirilmis kampanyalara yapilabildigi ve bu sayede ciro artisi
saglandigini ifade ettikleri ortaya ¢ikmistir.

Miisteri artis1 konusunda artis saglandigi; bunun i¢in de fiyatlandirma politikasini takip ettikleri ve
misteri ihtiyaglarini slirekli analiz ettiklerini beyan etmislerdir. Son olarak miisteri memnuniyeti
konusunda miisterilerden geri bildirimleri siirekli analiz ettikleri ve sikayetlere gdre aksiyon plam
uyguladiklarimi ifade ettikleri ortaya ¢ikmustir.

4. SONUC

CRM yaziliminin isletmeye sagladig1 kolayliklarin baginda iglerinin hizlandigini, daha rahat kararlar
alabildiklerini ifade ettikleri ortaya ¢cikmistir. Aslinda her isletme gelecege doniik kararlar verebilmesi
icin satig analizi, miisteri portfoyii, miisteri davramislari gibi bazi bilgilere ihtiyag duymaktadir. Stratejik
oneme sahip bu bilgileri her isletme maalesef elde edememektedir. Burada CRM yaziliminin igletmeye
kazandirdigi bu bilgilerin isletmenin siirdiirebilirligi igin kritik 6neme sahip oldugu sdylenebilir.

CRM yaziliminin endiistriyel pazarda (B2B) potansiyel miisteri edinmeye katkilarina iligkin soruda en
fazla CRM analizlerinden ¢ikan sonuglara gore stratejileri belirledikleri, eksik ve zayif noktalarini tespit
ettikleri ve ona gore miisteri edinme siireglerinin yonettikleri ifade edilmektedir. Ozellikle bu durum
isletmenin insan kaynagini da dogru yonetmesini de kolaylastirabilir.

Diger yandan CRM yazilimimn tiiketici pazarinda (B2C) kullanilmadigini ve igletmelerin miisteri
edinme islemini daha ¢ok sosyal medya ve web sitesi lizerinde gerceklestirdikleri ortaya ¢ikmistir. Bu
durumda CRM yazilimmin B2B firmalar i¢in daha kolayliklar sagladigi sOylenebilir. Ayrica B2C
firmalarinin CRM yazilimi ilse web sitesinde miisteri bilgilerini entegre ederek CRM 1 analiz etmede
kullandiklar1 da beyan edilmistir.

CRM yaziliminin insan kaynaklar1 yoniiyle avantajlar1 ve dezavantajlari konusunda personelin is
yiikiiniin azalmas1 ve CRM i kullanacak personelini nitelikli olmasindan dolay1 personel niteligi arttigini
ifade ettikleri ortaya ¢ikmistir. Ayrica miisteri analizini CRM kolaylastirdig1 ve hizli raporla alindigini
belirtmektedir. Personel sayisinin azalmasi ile maliyetinde diistiiglinii ayrica avantaj olarak bildirdikleri
goriilmektedir.

Diger yandan dezavantajda CRM kullanmak i¢in nitelikli ve daha fazla personele ihtiya¢ duyulmasindan
kaynakli personel sayisinda artiglar yasandigi, yine eski personelin teknolojiyi kabul etme zorlugu
yasadiklari da belirtilmektedir.

CRM yaziliminin isletme performansina etkisi; kampanya sayisin artirarak ciro artis1 yasadiklari aym
zamanda karliliklarinin da artigin1 bildirmislerdir. Diger yandan marka bilinirliginin de artmasi isletme
icin 6nemli bir performans gostergesi oldugunu ifade ettikleri goriilmektedir. Bunun yan 1sira isletme
maliyetlerindeki diisiis te isletme igin istenen performans oldugu da ifade edilmektedir.

CRM yaziliminin igletme performansina etkisi; kampanya sayisini artirarak ciro artisi yasadiklari ayni
zamanda karliliklarinin da artigin1 bildirmislerdir. Diger yandan marka bilinirliginin de artmasi isletme
icin 6dnemli bir performans gostergesi oldugunu ifade ettikleri goriilmektedir. Bunun yan 1sira isletme
maliyetlerindeki diislis te isletme igin istenen performans oldugu da ifade edilmektedir. Benzer
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calismalarda CRM veya Miisteri Iliskileri Yénetimi'nin isletme kuruluslarinin performans: {izerinde
bir¢ok olumlu etkisi bulunmustur. Bu nedenle, en biiyiik etkilerden biri, yazilim sisteminin miisteriler
ile kurulus arasindaki iliski diizeyini artirmaya yardimci olmasidir. Buna ek olarak, miisteriler ile sirket
arasindaki daha iyi bir iligki, sirketin gelisimi i¢in ¢ok énemli olan miisteriden daha fazla memnuniyet
elde etmeye yardimeci olur (Trif ve digerleri, 2019)

Pazarlama stratejileri kapsaminda CRM yazilimini nasil kullaniyorsunuz? Bunun isletmenize avantajlari
veya dezavantajlar1 kapsaminda dezavantaj belirtmedikleri, onun yerine satig siireclerinde ve
fiyatlandirmada ¢ok daha fazla kullandiklarimi ifade ettikleri goriilmektedir. Yine iiriin planlama, marka
tutundurma ve kampanya stratejilerini CRM yazilimindan elde ettikleri verilerle yaptiklarini beyan
ettikleri ortaya ¢ikmigtir. Bu anlamda CRM yazilimi isletme i¢in odak noktasi oldugu sdylenebilir.

Pazarlama performansi yoniiyle satis artisi saglandigi; bunun ise miisteri ihtiyag analizi yapildigi buna
gore kampanyalar diizenlendigi, kisisellestirilmis kampanyalara yapilabildigi ve bu sayede ciro artis1
saglandigini ifade ettikleri ortaya ¢ikmistir.

CRM vyaziliminin is performansi iizerindeki etkisi konusunda geligkili goriigler sunmaktadir. 202
projeden olusan bir 6rneklemin yiizde otuz biri, CRM yaziliminin miisterilerine satig ve hizmet verme
yeteneklerini  gelistirdigini  bildirmektedir (Bull, 2003). Bu yoniiyle arastirma sonuglarini
desteklemektedir.

Miisteri artist konusunda artig saglandigt; bunun iginde fiyatlandirma politikasini takip ettikleri ve
miisteri ihtiyaglarint stirekli analiz ettiklerini beyan etmislerdir. Son olarak miisteri memnuniyeti
konusunda miisterilerden geri bildirimleri siirekli analiz ettikleri ve sikayetlere gore aksiyon planm
uyguladiklarini ifade ettikleri ortaya ¢cikmistir.

Literatiir incelendiginde; CRM stratejisinin uygulanmasi, tiim organizasyon genelinde ¢aba gerektiren
karmagik bir girisimdir. Bir iliski i¢in ¢abalayan kuruluslar uzun vadeliyi hedefler ve "dogru"
misterilere derin ilgi duyarlar. Ancak iliskiler kurmak, her fonksiyonu etkilediginden, tim
organizasyonu kapsayan bir is stratejisi ve kapsayici bir vizyon gerektirir. Bu vizyon olmadan igletme
rekabette One c¢ikamayacak, miisteriler ne bekleyeceklerini bilemeyecek ve calisanlar, miisterinin
isletme deneyimine ne katacaklar1 konusunda kayip yasayacaklardir (Gartner, 2001)

Miisteri sadakati, herhangi bir kurulus i¢in rekabetci bir varliktir ve sadik miisterilerin daha fazla satin
alma egiliminde oldugu gz oniine alindiginda, karliligin 6nemli bir itici giicii olarak ortaya ¢ikmistir
(Shen ve Russell, 2007). Sadik (mevcut) bir miisteriyi elde tutmanin maliyetinin, yeni miisteri cekme ve
hizmet verme maliyetinden bes kat daha az oldugu varsayilmaktadir. Boylece daha yiiksek miisteri
trafigi, isletme icin daha yiiksek karliliga ve daha biiyiik pazar payina yol acar. Ancak bir tiikketicinin
sadik kalmas1 ve sadik kalmasi i¢in firmanin en iyi alternatifi sunduguna inanmas1 gerekir (Oliver,
2009). CRM stratejilerinin uygulanmasi yalnizca elde tutma oranlarini degil ayni1 zamanda harcamalari
da artirir. Bu nedenle, miisteri ihtiyaglart ve tercihlerinden yararlanmak icin etkili yontemler
kullanildiginda anlamli iligkiler gelistirme potansiyeli her zamankinden daha fazla hale gelmektedir
(Ndubisi, Wah ve Ndubisi, 2007).

YAZARLARIN BEYANI

Katki Oran1 Beyam: Muhammed Heybil YAGMURCA%50, Omer TORLAK %50’ dir.

Destek ve Tesekkiir Beyani: Yazarlar bu ¢alisma igin finansal destek almadigini beyan etmistir.
Catisma Beyami: Yazarlar ¢ikar ¢atigmasi bildirmemistir

Diizeltme Beyami: Derginin 3/2 Aralik 2024 sayisindaki aymi isimli ¢alismadan farkli olarak bu
calismada “Calismanin bir paragrafinda 6rnek makale sablonundan kalan bir climle oldugu i¢in ilgili
paragraf calismadan kaldirilmigtir.”
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