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Abstract

This study targets to measure the interactional effect of crowding level in a shopping
environment, the content and framing type of the message on purchase intentions
of consumers in a retail context. An experimental design was employed with crowd
level (no crowd vs crowd), message content (cognitive vs affective) and frame type
(positive vs negative) as the manipulated conditions. Results of the study confirm that
frame type moderates the two-way interaction between the crowd level and message
content. In case of positive frames, level of perceived crowding has differing levels of
effect on purchase intentions of consumers depending on the content type exposed.
Environments with no crowd lead to higher purchase intentions when consumers are
exposed to information intensive messages and crowded environments lead to higher
purchase intentions when consumers are exposed to emotion intensive messages.
Finally, when consumers are exposed to negatively framed messages, independent
from other factors, they generate higher purchase intentions.
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KALABALIK, MESAJ iICERIGI VE MESAJ CERCEVESI ETKILESIMININ
PERAKENDEDE TUKETICI SATIN ALMA NiYETI UZERINDEKI ETKIiSi

Oz

Bu ¢alisma bir aligverig ortamindaki kalabalik seviyesi, mesajin igerik ve ¢ergevesinin
etkilesimlerinin tiiketicilerin satin alma davranmislar: iizerindeki etkisini perakende
baglaminda ol¢meyi amaglamaktadr. Deneysel bir tasarim uygulanan c¢alismada
kalabalik seviyesi (kalabalik olmayan/kalabalik), mesaj icerigi (zihinsel/duygusal),
ve mesaj ¢ergevesi (pozitif/negatif) manipiile edilen faktorler olarak belirlenmistir.
Calisma sonuglari, mesaj ¢ercevesinin, kalabalik seviyesi ve mesaj icerigi arasindaki
iki yonlii etkilegim iizerinde diizenleyici rolii oldugunu teyit etmistir. Pozitif ¢ergeveli
mesajlarda, kalabalik seviyesinin mesaj i¢erik tipine bagl olarak, tiiketicilerin satin
alma niyetleri iizerinde farklh etkileri olmaktadw. Kalabalik olmayan ortamlarda,
tiiketiciler bilgi yogun mesaj iceriklerine maruz kaldiklarinda daha yiiksek satin alma
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egilimi gostermektedirler. Diger taraftan, kalabalik ortamlarda, tiiketiciler duygu
yogun mesaj igeriklerine maruz kaldiklarinda ise daha yiiksek satin alma egilimi
gostermektedirler. Diger faktorlerden bagimsiz olarak, negatif ¢ercevesi olan reklam
mesajlart daha yiiksek satin alma niyeti olusturmaktadir.

Anahtar Kelimeler: Kalabalik, Mesaj igerigi, Cergeveleme, Satin Alma Niyeti.
JEL Kodlari: M30, M31, M39

1. INTRODUCTION

There is an increasing trend of living in metropolitan areas among the citizens of almost
all developed and developing countries since the business network, opportunities, jobs
and the economic output are generated in these areas. Although it seems beneficial to
marketers to have such large number of consumers in these areas in a consolidated way,
this trend brings several challenges to them. Due to the large number of competitors
trying to reach large number of consumers in a limited geographical area, there is a
communication clutter in these competition intense areas. A natural consequence of such
communication clutter is the negligence of the messages sent by the brands to their target
consumers (Speck & Elliot, 1998:29). Due to their limited time and message processing
capacity, consumers show the tendency to filter out and behave selectively towards the
marketing communication messages of the brands. Marketers try to use different message
and creative strategies to attract the attention of their target consumers and consequently
break the communication clutter to have a chance to convince them to try or purchase
their products. On the other hand, consumers who live in metropolitan areas are used to
shop in these crowded environments such as shopping malls, discount stores, department
stores and retail outlets. This crowded shopping environment may also have an influence
on their processing of the marketing messages in a positive or negative way and may
have some effects on their behavior. Thus, along other environmental factors such as
ambience, lighting, temperature or the design of the store, the perception of crowd level
may also be an important determinant of their behavior. In this perspective, this study
focuses on the effects of crowd level on consumer behavior in retail settings.

1.1. Background

Retail crowding and the perception of consumers related to the crowd level in the
environment is a well-known subject which was the focus of many studies in the literature
since its introduction by Harrell, Hutt and Anderson (1980) in their study focusing on
the path analysis of buyer behavior in retail crowding conditions. Perceived crowding
is a psychological dimension (Shelby, Vaske & Heberlein, 1989:272) defined as the
recognition of disparity between the amount of space demanded and the amount of space
available to the individual (Stokols, 1972:276). Crowding was addressed by many studies
in the literature, especially focusing on its negative consequences (Huang, Huang & Wyer,
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2017:1068). In the marketing literature, there are two research groups which focus mainly
on the determinants at one side and on the consequences of retail crowding on the other
side (Eroglu, Machleit, Barr, 2005:1146). Despite the vast number of studies focused
on the consequences of retail crowding, these studies mainly focus on its relationship
with the cognitive and affective responses of consumers. However, with all respect to
the previous studies, there is a need to measure the effects of retail crowding on conative
dimension of consumer behavior to enrich the understanding of the dynamics in order to
be able to shed light into this area. Moreover, one another dimension which still needs to
be focused on is the interaction between perceived crowd level and the characteristics and
content of the marketing stimuli exposed in shaping the behavioral outcomes.

In the light of the previous studies and the needs of further investigations, this study targets
to measure the effect of perceived crowd level on the purchase intentions of consumers
in a retail context by taking into consideration different types of message content and
framing applied in the marketing messages. First, it is believed that the influence of high
level of crowd perception may result in negative behavioral outcomes as it is suggested
by many studies in the literature. Secondly, it is also believed that the message strategy of
marketers will influence the outputs of crowd perception in a way that different message
content types, such as cognitive or affective, and also different framing types, such as
positive or negative, will lead to different behavioral outputs. This study addresses the
interactional effect of crowd, content and frame in generating behavioral outcomes in the
retailing context and consequently targets to shed light to an unexplored area of the retail
crowding context.

1.2. Literature Review
1.2.1. Perceived crowding, message content and consumer behavior

Since 1950’s, crowding was one of the subjects studied under different areas of behavioral
sciences including its effects on human behavior (Freedman, 1970; Hutt & Vaizey, 1966).
Human crowding is one of the many atmospheric characteristics such as the temperature,
lighting, sound or color and when there is a large number of people in a place, such as many
customers shopping in a store simultaneously, a human crowding situation is experienced
by the people exposed to this situation (Hock & Bagchi, 2018:1124). Thus, alongside
with other atmospherics, it is also a determinant factor, which needs to be investigated,
for the overall experience of consumers in a shopping environment (Eroglu & Machleit,
1990:201). Although density and crowding used interchangeably by many scientists
and authors, they do not reflect the same meaning. While density is simply an objective
measure of the number of people per unit area, perceived crowding occurs as a result of
negative evaluation about this density level (Shelby, Vaske & Heberlein, 1989:271). In
this perspective, it can be stated that perceived crowding is a combination of descriptive
and evaluative information (Vaske & Donnelly, 2002:256). Thus, density, as a spatial
limitation, is an important antecedent for the occurrence of perceived crowding (Stokols,
1972:275). In line with the existing literature and for the purpose of this study, perceived
crowding is defined as the psychological state derived from exposure to high density
of people in a limited space which in turn leads to cognitive, affective and behavioral
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outcomes. Perceived crowding was the subject of many studies in the literature. These
studies can be categorized as determinants at one side and consequences on the other side
which constitute the two dimensions of the relationship between perceived crowding and
consumer behavior.

Studies which focused on the determinants of the perceived crowding employed three
types of factors, namely physical, social and personal characteristics, to be effective on
the generation of this perception (Gogoi, 2017:181). Physical characteristics, such as the
size of the room, lay-out, color and visual complexity play a role shaping the perception
of consumers. Stokols, Rall, Pinner and Schopler (1973:99) investigated the effect of
room size and reported that consumers which were placed with limited spatial supply
experienced a higher level of crowding perception compared to those in the larger room.
Lay-out of the place is also another physical characteristics proposed as the determinant
of crowding perceptions. In their studies, Valins and Baum (1973:421), focused on the
effects of architectural layouts and reported that there is a significant difference in terms
of perceived crowding level of the students who live in a corridor versus suite site type
dormitories. Color was suggested by some studies as one of the determinants of the
perceived crowding. Baum and Davis (1976:527) compared the perceived crowding level
of two consumer groups who are placed in dark and a light-colored room respectively.
The results of the study confirmed that consumers who spend time in the dark colored
room perceived higher level of crowding. Finally, as one of the physical characteristics,
the visual complexity of the place, was also suggested as a determinant of perceived
crowding (Baum & Davis, 1976:527). Worchel and Teddlie, (1976:30) investigated
the effect of adding pictures to the room on the perception of crowding. They reported
that when people are exposed to some pictures in the room, the tendency to attribute
their arousal due to the violation of their personal space to other individuals lowered
down and consequently their crowding perception reduced. Thus, there was decreasing
levels of crowding perception with increasing visual complexity. The second group of
determinants is composed of social factors which are expected to influence the crowding
perception of consumers. Stokols, Rall, Pinner and Schopler (1973:100) investigated
the effect of social interference on the perceived crowding. They compared cooperative
and competitive task environments in two groups of consumers and reported that the
cooperative social environment lead to lower levels of perceived crowding compared to
the competitive social environment. Cohen, Sladen and Bennet (1975:273) measured the
effect of the social relationship level of participants on their perception of crowding. The
results of the study indicated that the perceived crowding threshold of the strangers were
lower than those of friends.

Finally, as the determinants of crowding perception, the third group of characteristics
is composed of personal factors. Previous studies focused on several demographic as
well as psychological and motivational factors as the personal factors which expected to
be the determinants of the perceived crowding. Several studies focused on the effect of
different demographic characteristics on shaping the crowding perceptions of consumers.
One of these characteristics is the age of consumer. Vovsha et al. (2014:1) investigated
the effect of age on the crowding perception of consumers in a railroad travel context.
Authors compared the crowding perception of consumers between old and young age
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groups in several seat availability conditions. Results of the study confirmed that older
consumers have a more negative attitude towards crowding when their probability of
finding a set is lower. A second characteristic which is addressed as the determinant of
crowding perceptions is the gender. In their study, Evans, Saegert, and Harris (2001:177)
investigated the role of gender in the formation of crowding perceptions and report that
male children in low-income families perceive crowding more than the female children. In
terms of gender effect, there are also contradictory results in the literature which confirm
the higher tolerance of male consumers over females in terms of crowding (Yildirim &
Baskaya, 2007:3410). Psychological and motivational factors are also found as being
influential on crowding perception of consumers. Eroglu and Machleil (1990:217)
investigated the effect of different shopping motives, time pressure and perceived risk
of on the crowding perceptions of consumers. Shopping motives of consumers, namely
task oriented and non-task oriented, are found to have different levels of influence on
the crowding perceptions. The results of the study indicated that in case of high-density
situation in retail environment, task-oriented consumers perceive higher levels of
crowding compared to those non-task-oriented. Time pressure and perceived risk level
of consumers also found to play a significant role in shaping the crowding perceptions of
task-oriented consumers only in case of high-density situations.

As an emerging research stream, many studies in the marketing literature focused on
the consequences of perceived crowding, which is expected to influence the decision
making of consumers. These consequences of perceived crowding can be categorized
as cognitive, affective and behavioral effects on consumer behavior. Several studies
measured the effect of perceived crowding on the satisfaction levels of consumers. Zehrer
and Raich (2018:93) investigated this effect on the winter sports setting. Authors reported
the significant and negative effect of perceived crowding on the customer satisfaction
while using winter outdoor facilities. Huang, Huang and Wyer (2018:1081) measured the
affective influence of feeling crowded and focused on its effects on the brand attachment.
Authors reported a significant and positive effect of perceived crowding on brand
attachment in retail context. Hui and Bateson (1991:181) focused on the affective effects
of perceived crowding. The results of the study confirmed the negative effect of perceived
crowding on the emotions of consumers. Hock and Bagchi (2018:1135) investigated the
effect of perceived crowding on the food consumption behavior of consumers. The
results of the study confirmed that when consumers process information affectively, they
consume higher calories. As it is confirmed by the above-mentioned studies, there is a
strong influence of perceived crowding on generating affective responses. It is evident
that there is always a tradeoff between cognitive and affective reactions under certain
circumstances (Strack & Deutch, 2004:220). One of these circumstances is the perception
of crowding in the environment, which is expected to lead more affective reactions.
Several studies focused on explaining this effect from a theoretical perspective. Based
on the theories which involve the interaction of cognition and affect, Shiv and Fedorikhin
(1999:280) presented and proposed their affective-cognitive model and suggested that
making decisions, such as the selection among alternatives, may be completed via the
processing of two different routes. According to the authors, the first route is processed
quickly, almost automatic, uncontrolled and mainly generates affective reactions. Since
this route is relatively automatic, processing resources are not employed in the decision-
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making process. The second route is based on cognitions, which are generated as a result
of exposure to the stimuli or information coming from the memory. Whatever is the
source, cognitive process can be realized through the allocation of processing resources
to the decision-making task. Thus, in case the processing resources are limited, consumer
is expected to follow the first route for making the decision which generates affective
reactions. When this trade-off between the two routes is implemented into the context of
perceived crowding, it is expected that in case consumers perceive high crowding, they
will become distracted due to the exposure to many stimuli and won’t be able to utilize
the processing resources to start the cognitive process. This will lead to the activation of
the quick, automatic route to make decisions. The theory of overstimulation supports the
argument by suggesting that when there are many cues in the environment, this will result
in cognitive overload which will eventually lower the focus (Oldham & Fried, 1987:78).
In the light of the theoretical framework and the findings of the previous studies, the
following hypotheses are proposed:

H,: Perceived crowding will lead to decreasing levels of purchase intentions.

H,: Level of perceived crowding will have differing levels of effect on purchase intentions
of consumers depending on the content type exposed.

H,: Level of perceived crowding will have differing levels of effect on purchase intentions
of consumers in case of exposure to information intensive (cognitive) messages.

H,: Information intensive (cognitive) message content will lead to higher purchase
intentions in environments with no crowd in comparison to crowded environments.

H,: Level of perceived crowding will have differing levels of effect on purchase intentions
of consumers in case of exposure to emotion intensive (affective) messages.

H,: Emotion intensive (affective) message content will lead to higher purchase intentions
in crowded environments in comparison to environments with no crowd.

1.2.2. Message framing and interaction effects

Marketers employ different techniques to enhance the effectiveness of their marketing
messages directed towards their target segments. One of the techniques which is
widely used in designing the message content is to use framing. This technique targets
to manipulate the perceptions of consumers by applying different types of message
contents in terms of benefits or costs (Cheng, Woon & Lynes, 2011:51). Framing which
emphasize the benefits is called positive framing and framing which emphasize the losses
derived from not using the product is called as negative framing (Gamliel & Herstein,
2011:153). Users of this technique suppose that framing will influence how the recipient
of the message will response to the marketing stimuli by altering the perception of these
consumers (Davis, 1995:286). As a terminology, framing was introduced for the first time
by Tversky and Kahneman (1981:453) who investigated the differential effect of using
two types of frames, positive and negative, in describing the outcomes of a health issue.
In the consumer context, when a message is positively framed, it points out the potential
gains, and when it is negatively framed, it points out the possible losses in the situation
(Grewal, Gotlieb & Marmorstein, 1994:146).

Since the introduction of the terminology, framing and its effects have been important
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subjects of many studies in the literature. In order to distinguish the types of different
framing techniques, Levin, Schenider and Gaeth (1998:150) proposed of a typology
composed of risk choice framing, attribute framing and finally goal framing. Risky choice
framing involves presenting the consequences of a risky situation in a positive or negative
way. It is expected that the choice about the risky or non-risky option will depend on
whether the message emphasizes the positive or negative consequences. The second one,
attribute framing, involves the comparative presentation of an attribute which is expected
to affect the choice of the customer. Finally, the third type of framing in the typology
proposed by the authors is the goal framing. In this type of framing the message includes
the positive or negative consequences of a behavior or act. Thus, in a positive frame, the
message focuses on benefiting from the positive consequences, on the negative frame the
message focuses on mitigating the negative consequences.

Each type of framing was the subject of a number of considerable studies in the literature.
First, there are several studies focused on the effects of risk choice framing. Tversky
and Kahneman (1981:453) demonstrated the effects of risky choice framing on the
hypothetical Asian disease case in U.S which is expected to kill 600 individuals. Authors
compared the effect of framing on the evaluation of two different programs in combatting
the disease. They demonstrated that when people are exposed to choice alternatives
which involve gains, they tend to be risk averse and choose the less risky one, while when
they are exposed to choice alternatives which involve losses, they tend to be risk takers.
Qualls and Puto (1989:191) investigated the effect of risk choice framing in the industrial
buying behavior context and measured the differential effects of positive and negative
decision frames on the supplier selection. The results of the study showed that buyers who
framed the alternatives as gains tend to choose the less risky suppliers and those who
framed the alternatives as losses, have a reverse tendency. There are also other studies in
the literature which report significant and insignificant effects of risk choice framing on
consumer choices (Fagley & Miller, 1987:264, Kuhberger, 1995:230; Neale & Bazerman,
1985:34). The second type, attribute framing, was also the subject of many studies in the
literature. A widely cited example on attribute framing is the study of Levin and Gaeth
(1988:376) on the quality perceptions of ground beef. The results of the study indicated
that when the label included 75% lean representing a positive frame, consumers rate the
taste of the beef as being tastier compared to when it is labeled as 25% fat, representing
the negative frame. Marteau (1989:89) measured the effect of attribute framing on the
decision whether to take the surgery or not to take the surgery. Medical students, who
responded as both doctors and patients, showed propensity to recommend or take the
surgery when the message included the survival rates compared to messages with death
rates. Other studies in the literature who focused on attribute framing reported significant
as well as insignificant results (Schneider, 1995:148; Dunegan, 1993:491; Wilson,
Kaplan & Schneiderman, 1987:51). The third type, goal framing, is also widely studied
by various authors. One of the important and widely cited studies on this frame type
belongs to Meyerowitz and Chaiken (1987:505). The authors focused on the reactions
of women when they are exposed to two different types of messages, one stressing
the negative consequences of not taking the breast examination and one stressing the
positive outcomes of taking it. The results showed that when they are exposed to the
message with negative consequences, they have higher level of propensity to take the
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breast examination compared to the case when they are exposed to the message with
positive consequences. In their study, Ganzach and Karsani (1995:11), investigated the
effect of goal framing in financial products context. They measured the effect of framing
on the message effectiveness for encouraging credit card usage and the results of the
study confirmed the significant effects of using a loss frame. Consumers who are exposed
to messages stressing the losses which may derive from not using the credit card were
more effective than the messages who stress the gains of using it. Grewal, Gotlieb and
Marmorstein (1994:149) focused on the moderating effects of goal framing on the effect
of price on risk perceptions. The results of the study confirmed that there is a significant
interaction between the price and framing. The effect of price on risk perceptions is
higher when consumes are exposed to negatively framed messages compared to those
positively framed messages. As in the other types of framing, there are also other studies
in the literature which focused on the effects of goal framing and reported both significant
and insignificant results (Banks et al. 1995:178; Thaler, 1980:39; Steffen et al. 1994:897).

Although there are more studies which report the significant influence of message framing
on consumer choice than those studies who did not report any significant influence,
the careful and detailed analysis of the existing studies in the literature show that these
inconclusive situation generates the necessity of further elaboration of the subject in order
to contribute to the understanding of its dynamics. The influence of framing is generally
explained on the grounds of Prospect Theory proposed by Kahneman and Tversky (1979).
This theory provides a framework explaining how the decision-making is done under
uncertain conditions. The theory predicts that when consumers are exposed to a positively
framed (gains) message, they behave more risk averse compared to cases where they
are exposed to messages which are negatively framed (loss). Thus, individuals are more
prone to take the risks when the message involves it associated costs and they are more
risk-averse when the message content is associated with its benefits (Cheng, Woon &
Lynes, 2011:52). In line with the theoretical framework and the findings of the studies
in the literature, it is believed that framing will have an influence on the choice of the
customer, and we propose the following hypotheses:

H.: Negatively framed messages will generate higher levels of purchase intentions than
positive ones.

When consumers perceive crowding, as it is predicted by the theory of overstimulation,
they become distracted and experience difficulties in cognitive processing (Oldham &
Fried, 1987:78). This eventually leads to an increasing level of uncertainty and perceived
risk about the consequences of the action. When the crowding perceptions (high crowd
vs low crowd) and frame type (gain vs loss) is connected with the message content
(cognitive vs emotional) implemented, it is expected that there will be an interaction
effect between these inputs in shaping consumer choice. In this perspective, it is expected
that when consumers perceive crowding, they perceive higher levels of uncertainty due
to the distraction and ability lost for cognitive processing and they tend to follow the
automatic emotional route. In such cases, when they are exposed to negative message
frames emphasizing the potential losses, they tend to show higher levels of purchase
intentions, compared to cases when they are exposed to positive messages due to the
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dominance of emotional intensity. On the other hand, in cases of no crowding effect,
consumers will be able to involve in the cognitive processing in line with the cognitive-
affective model (Shiv & Fedorikhin, 1999:280) and when they are exposed to cognitive
intensive messages and positive frames, this will decrease their uncertainty perception
and will lead to higher purchase intentions compared to cases where they are exposed to
emotion triggering negative framed messages. In the light of the theoretical framework
and findings of the existing studies the following hypothesis is proposed:

H,: Level of perceived crowding will have differing levels of effect on purchase intentions
of consumers depending on the frame type exposed.

H,: Negatively framed messages will lead to higher purchase intentions in crowded
environments in comparison to environments with no crowd.

H,: Positively framed messages will lead to higher purchase intentions in environments
with no crowd in comparison to crowded environments.

2. RESEARCH METHODOLOGY
2.1. Research Design

The study implemented an experiment with 2x2x2 between subjects factorial design
which includes consumer electronics in the retailing context as the product category. The
independent variables in the study were the perceived crowding (High vs Low), message
content (Cognitive vs Affective) and the frame type (Positive vs Negative). The intention
of consumers to purchase the laptop offered in the advertisement was the dependent
variable. All independent variables, namely perceived crowding, message content and the
frame type were manipulated for the purpose of the study. The participants of the study
were chosen among the citizens in three large districts of Istanbul and the total number
of questionnaires collected was 380. Subjects were chosen in line with the demographic
structure of the population living in these three districts.

In order to measure the interactional effects of crowd perception, message content
and frame type on purchase intentions of consumers, eight versions of a laptop brand
advertisement were prepared. The laptop brand employed was a hypothetical one which
is not known by any participant. The employment of the hypothetical brand was made
in order to eliminate the brand equity biases. All participants were first divided into two
equal groups taking into consideration the demographic composition of the total sample
as Group A and Group B, each composed of 190 subjects. Group A was treated as the no
crowd environment and Group B was treated as the case of crowded environment. Each
group were further divided to have a different combination of message content (cognitive
vs emotional) and frame type (positive vs negative). Subjects were distributed into the
groups in line with the demographic characteristics of the parent group and each group
represented a similar demographic composition with the total sample. The distribution of
groups and number of subjects in each group are summarized in Table 1.
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Table 1. Experimental Design Groups

Groups / Ads g;?lv(;’ﬂizlgl I\C/I(frslst:ﬁ: Frame Type Participants

1 High Cognitive Positive 45

2 High Cognitive Negative 50

3 High Affective Positive 50

4 High Affective Negative 45

5 Low Cognitive Positive 47

6 Low Cognitive Negative 48

7 Low Affective Positive 52

8 Low Affective Negative 43
Total Number of Participants 380

During the experiment, all participants were shown the advertisement of the laptop brand
in the computer screen, asked to analyze the advertisement and then answer the questions
measuring their intention to purchase of the advertised brand. One of the manipulated
factors in the experiment was the crowding condition. A room with 10 seating places and
10 computer terminal capacity was allocated for the experiment. Group A participants
which are composed of sub-groups 1-2-3 and 4, were placed in the room in 19 rounds
with 10 subjects in each round. Participants were used each computer terminal in the room
without waiting to sit and there was nobody in the room when they started to evaluate
the advertisements and answer the questions. This was no crowd condition. Group B
participants which are composed of sub-groups 5-6-7 and 8, were placed in the room in 5
rounds with 38 subjects in each round. When 38 participants were placed in each round,
10 terminals were not enough to accommodate all participants and remaining participants
are placed in cues right behind the computer terminals waiting for other participants to
finish their evaluation. Moreover, participants were also allowed to talk to each other
in order to create a noisy store environment. This was the crowd condition. Another
manipulated factor in the experiment was the message content. Two types of message
contents were prepared to show to the different sub-groups. One message content, which
was shown to sub-groups 1-2-5 and 6, was cognitive intensive and included CPU, HDD,
RAM and screen size features together with the price information. Price of the product
was set in line with the average prices in the market for the advertised features of the
laptop. The second message content, which was shown to sub-groups 3-4-7 and 8, was
emotion intensive (affective) and included the slogan of “the choice of successful people
“ together with the picture of a businessman working with the computer in the plane”
and included no information about the features. The last manipulated factor in the study
was the frame type. Two types of framing, one positive and the other one negative, were
employed in the experiment. The positive framing emphasized the gains of buying the
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offered brand and in line with this type of framing the advertisement included the phrase
of “Are you ready for the superior performance? Maximize your productivity with the
superior performance of Performa”. This type of framing was applied to sub-groups
1-3-5 and 7. The negative framing emphasized the losses which may derive in case of
not buying the offered brand and in line with this type of framing the advertisement
included the phrase of “Anything than Performa, is a mistake of paying for unresponsive
screens, low performance and loosing productivity. Think twice!” This type of framing
was applied to sub-groups 2-4-6 and 8.

2.2. Operationalization of Variables

All the scales used in this study were adopted from the corresponding literature and
for the purpose of this study scale were translated into Turkish language and necessary
adjustments were made. The two scales of the study were used to measure the crowding
perception and purchase intentions of consumers. The four items and seven points bi-
polar scale, which was employed to measure the purchase intention of consumers, was
adopted from the study of Chandran and Morwitz (2005). The scale was used to measure
consumers’ likelihood of purchasing a particular product. Authors reported a Cronbach
Alpha score of .89 as the indicator of internal reliability. For the purpose of this study the
scale was translated into Turkish and the numbers of points were decreased from seven to
five. Due to the modifications made in the original scale, there was a need to recheck the
internal reliability of the scale and the result of the test generated a Cronbach Alpha score
of .92. This score re-confirmed the internal reliability of the scale after the modifications.
The measurement of perceived crowding was made with by adopting the statement used
by Huang, Huang and Wyer (2018) in their study. The single item, 9 points scale was
used to measure the perception of consumers about the crowding level in a room. As
this is a single item scale, there was no internal reliability reported. The scale modified
and the number of points decreased to five. The perceptions of consumers related to the
other two manipulated factors, which are message content (cognitive vs affective) and
frame type (positive vs negative), were measured by rating the characteristics of each
message content type and each frame type on a 5 points scale. The details of all scales are
presented in Table 2.
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Table 2. Intention to Purchase and Perceived Crowding Scales

Intention to Purchase
How likely are you to buy the laptop in the advertisement?
Highly Highly
Unlikely ()i, (o), ()i, ()i, (...) Likely
How probable is it that you will purchase the product on offer?
Highly Highly
Improbable (o) O R O s O RS () Probable
How certain is it that you will purchase this product?
Highly Highly
Uncertain (o), (o), ()i, ()i, (...) Certain
What chance is there that you will buy this product?
No Chance Very Good
ALAIL ()i, (o), ()i, ()i, (...) Chance
Perceived Crowding
How crowded do you perceive this room?
Not at all [CFF R [T [CF AT [CFF RS (...) Very
Message Content
How do you rate the information intensity in this advertisement?
Very Low (o) [T [CF AR [CFF R (...) Very High
How do you rate the emotional intensity in this advertisement?
Very Low (G R [T [CF AT [CFF R (...) Very High
Frame Type
The advertisement focuses on the positive consequences of buying the
laptop.
Not at all [CF PP (G PP [0 P (G0 PP (...) Very Much
The advertisement focuses on the negative consequences of not-buying the
laptop.
Not at all (G0 PP [T PP (o), (G0 TR (...) Very Much

2.3. Analysis

Testing of the hypothesis related to the main and interactional effects of perceived
crowding, message content and frame type as well as manipulation checks for the
manipulated factors in the experimental design were made using Statistical Package for
the Social Sciences (SPSS) v25. Manipulation checks for perceived crowding (crowded
vs uncrowded), message content (cognitive vs affective) and frame type (positive vs
negative) were made comparing the scores of each experiment condition through the
independent samples t-test. Main and interactional effects were measured through the
three-way analysis of variance (ANOVA). Interaction effects were visually presented by
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using the profile plots generated by the SPSS.
3. RESULTS
3.1. Manipulation Checks

Manipulation checks were made for the three manipulated factors employed in the
experimental design. For the manipulation check of perceived crowding, the scores
of perceived crowding in two types of environments (crowded vs uncrowded) were
compared. The manipulation effect of message content was measured in a two-step
process. First, the perceptions of consumers in cognitive message content group were
measured in terms of cognitive intensity and affective intensity of the message by asking
them to rate the advertisement content from cognitive and affective intensity perspectives.
Then, the two scores were compared. Secondly, the same procedure was applied to the
affective message content group. The perceptions of consumers in this group were also
measured in terms of cognitive intensity and affective intensity of the message by asking
them to rate the advertisement content from cognitive and affective intensity perspectives.
Then, two scores were compared again. Finally, the manipulation check of the frame type
was also made by following the same two-step procedure applied in the manipulation
checks of the message content type. First, the perceptions of consumers in positive frame
type group were measured in terms of positive and negative frame perception by asking
them to rate the advertisement content from positive and negative contents perspectives.
Then, two scores were compared. Secondly, the same procedure was also applied to
the negative frame type group. The perceptions of consumers in this group were also
measured in terms of positive and negative frame perception by asking them to rate the
advertisement content from positive and negative contents perspectives. Then, two scores
were also compared. The results of the analysis and scores for each manipulated factor
and associated sub-groups are summarized in Table 3.

Table 3. Effects of Manipulated Factors

Manipulated Factors Crowded Environment Uncrowded Environment

M SD M SD
Perceived Crowding 4.34 A7 2.08 .65

Information Intensive (Cognitive) | Emotion Intensive (Affective)
M SD M SD
Message Content (Cognitive Group) 3.80 73 1.86 78
Message Content (Affective Group) 1.78 .61 3.81 .76
Positive Framing Negative Framing
M SD M SD
Frame Type (Positive Group) 4.68 46 1.45 .56
Frame Type (Negative Group) 1.31 47 3.83 .61
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In order to measure the manipulation effect of perceived crowding, the scores of two
groups, one in crowded environment and one in uncrowded environment, were compared
in terms of their perceived crowding. The results of the analysis confirmed that the scores
of crowded environment (M=4.34, SD=.47) and uncrowded environment (M=2.08,
SD=.65) were significantly different from each other; t(378)=38.33, p=.000. Thus,
consumers who were placed in crowded environment perceived higher level of crowd
in the environment and consumers who placed in the uncrowded environment perceived
lower crowding level. This result was in line with the manipulation targets.

The measurement of the manipulation check for the message content was made by
comparing the scores in cognitive message content group and affective message content
group separately in terms of cognitive and affective intensity perceptions. In the cognitive
group, the results of the analysis confirmed that the scores of cognitive intensive
advertisement (M=3.80, SD=.73) and affective intensive advertisement (M=1.86, SD=.78)
were significantly different from each other; t(378)=24.88, p=.000. Thus, consumers
who were exposed to information intensive advertisement perceived higher intensity of
information rather than emotional messages. On the other hand, in the affective group,
the results of the analysis confirmed that the scores of cognitive intensive advertisement
(M=1.78, SD=.61) and affective intensive advertisement (M=3.81, SD=.76) were
significantly different from each other; t(378)=-28.48, p=.000. Thus, consumers who
were exposed to emotion intensive advertisement perceived intensity of emotions rather
than information intensity. These results were in line with the manipulation targets.

Finally, the measurement of the manipulation check for the frame type was made by
comparing the scores in positive frame group and negative frame group separately in
terms of positive and negative contents. In the positive frame group, the results of the
analysis confirmed that the scores of positively framed advertisement group (M=4.68,
SD=.46) and negatively framed advertisement group (M=1.45, SD=.56) were significantly
different from each other; t(378)=61.06, p=.000. Thus, consumers who were exposed to
positively framed advertisement perceived the content as positive rather than negative.
On the other hand, in the negative frame group, the results of the analysis confirmed that
the scores of positively framed advertisement group (M=1.31, SD=.47) and negatively
framed advertisement group (M=3.83, SD=.61) were significantly different from each
other; t(378)=-45.22, p=.000. Thus, consumers who were exposed to negatively framed
advertisement perceived the content as negative rather than a positive one. These results
were in line with the manipulation targets.

3.2. Main and Interaction Effects

The results of the ANOVA analysis which is conducted to determine the effects of different
levels of perceived crowding on purchase intentions, confirmed that perception of crowd
does not significantly influences the purchase intentions: F(1,378)=2.69, p=.110, partial
1n%*=.01. Purchase intentions of consumers in the crowded environment (M=4.16) received
lower scores in purchase intentions than uncrowded environment (M=4.29). However,
this difference is not statistically significant and indicates that the perception about the
crowding level in the environment does not lead to any differential effect on the purchase
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intentions of consumers. In the light of these findings, H, is not supported.

In order to measure the interaction effect between the independent variables, a factorial
ANOVA analysis was conducted. The results of the analysis confirmed that there is a
statistically significant three-way interaction between perceived crowd in the environment
(crowd vs no crowd), content of the message (cognitive vs affective) and frame type
(positive vs negative), F(1,372)=27.038, p=.000. This result indicates that there is at least
one statistically significant two-way interaction between the three independent variables.
The analysis of interactions showed that the only significant interaction effect is between
crowd and content. Further analysis confirmed the existence of a significant two-way
interaction between crowd and content for positive framed messages (F(1,372)=76.311,
p=.000), but not for the negative framed messages (F(1,372)=1.627, p=.203). The profile
plots la and 1b visually present Crowd X Content interaction in two different types of
framing condition.

Graph 1la. Positive Framing Graph 1b. Negative Framing
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The significant interaction between crowd and message on positive framing condition
also confirmed visually as the two lines, cognitive and affective message content
conditions, intersect each other in different categories of perceived crowding. On the
other hand, cognitive and affective message content lines in negative framing condition
show a more parallel trend which is the sign of no interaction effect as it is confirmed
by the results of the study. The significant interaction between crowd and message on
positive framing condition lead us to confirm that level of perceived crowding (crowd vs
no crowd) in the environment will have differing levels of effect on purchase intentions
of consumers depending on the content type exposed. This results leads us to support
H,. Further analysis to measure the main effects, continued only in the positive framing
condition since it was the only two-way interaction which was statistically significant.
The results of the analysis for the main effect of perceived crowding on purchase
intentions for cognitive and affective message content conditions confirmed that there
was a statistically significant main effect of perceived crowd level in the environment at
cognitive message content conditions (F(1,372) = 57.672, p=.000). This result indicates
that level of perceived crowding in the environment will have differing levels of effect on
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purchase intentions of consumers in case of exposure to cognitive intensive messages. In
the light of this finding H, is supported. Pairwise comparisons of the purchase intention
scores also confirm this differential effect. Purchase intentions of consumers in no
crowded environment condition who are exposed to cognitive message content (M=4.31)
were higher than those consumers who are exposed to cognitive intensive messages in
crowded environment condition (M=3.53) leading to a difference of 0.768 (95% CI,
0.582 to 0.989), p=.000. This finding leads us to support H,. Checking the main effect
of perceived crowd level in the environment at affective message content condition also
confirmed the statistically significant effect (F(1,372) = 21.986, p =.000). This result
indicates that level of perceived crowding in the environment will have differing levels
of effect on purchase intentions of consumers in case of exposure to affective intensive
messages. In the light of this finding, H, is supported. Pairwise comparisons of the purchase
intention scores also confirm this differential effect. Purchase intentions of consumers in
crowded environment condition who are exposed to affective message content (M=4.48)
were higher than those consumers who are exposed to affective message content in no
crowded environment condition (M=4.01) leading to a difference of 0.461 (95% CI,
0.268 to 0.654), p=.000. This finding leads us to support H,.

The results of the ANOVA analysis which is conducted to determine the effects of different
levels of framing on purchase intentions, confirmed that there is a significant influence of
framing type on purchase intentions: F(1,378)=18.54, p=.000, partial n2= .04. Purchase
intentions of consumers who are exposed to negative framing (M=4.35) were higher than
those who are exposed to positively framed messages (M=4.09). The results indicate that
when consumers are exposed to negatively framed messages, they show higher levels of
intention to purchase compared to the messages with positive fame. In the light of this
finding, H, is supported. Although the results of the analysis confirmed that there is a
statistically significant three-way interaction among perceived crowd in the environment
(crowd vs no crowd), content of the message (cognitive vs affective) and frame type
(positive vs negative), F(1,372)=27.038, p=.000, the only statistically significant two-
way interaction was between crowd and content in positive framing condition. The testing
of other two-way interactions, Crowd X Frame (F(1,372)=.730, p=.393) and Content X
Frame (F(1,372)=2.646, p=.105), did not produced statistically significant results. Due to
the lack of statistically significant interaction between crowd and frame type, H,, H,, and
H,, are not supported.

4. DISCUSSION AND CONCLUSION

This study targeted to measure the main effects of perceived crowding and framing of
advertisement messages as well as the three-way interaction effect among perceived
crowd in the environment (crowd vs no crowd), content of the message (cognitive vs
affective) and frame type (positive vs negative) on their effect on purchase intentions of
consumers. One of the hypothesis of this study was that when consumers visit crowded
store environments, they tend to show lower levels of purchase intentions compared to
the store environments with no crowd. Although the purchase intention scores reported in
crowded environments were lower than the environment with no crowd, this hypothesis
is not supported since the findings show that there is no statistically significant effect
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of crowd level on the purchase intentions. This result differentiates from the findings
of the previous studies in the literature. There are studies in the literature which report
that perceived crowding decreases shopping values which eventually influences customer
satisfaction (Eroglu, Machleit, & Barr, 2005:1151) and leads to negative product
evaluations of consumers (O’Guinn, Tanner, & Maeng, 2015:196). On the other hand,
Huang, Huang and Wyer (2018:1081) measured the affective influence of feeling crowded
on the brand attachment and reported a significant and positive effect of perceived
crowding on brand attachment in retail context. Their justification of the result was that
when consumers are in a crowded environment, they prefer to avoid interaction with
others when they do not know anybody and attach to brands as a way of satisfying their
need for belongingness. In the light of different results reported, this study contributes
also to the existing literature by confirming that perceived crowding does not make any
difference in shaping consumer purchase intentions in a retail shopping context.

Another finding of this study is that there is a statistically significant three-way
interaction between perceived crowd in the environment (crowd vs no crowd), content
of the message (cognitive vs affective) and frame type (positive vs negative) derived
from the two-way interaction between crowd and content. This significant three-way
interaction is derived from the moderating effect of frame type (positive vs negative)
on the two-way interaction between crowd perception and the message content type.
The findings confirm that positive framing and negative framing conditions result in
different levels of interaction between the crowd perception and message content in
their effect on purchase intentions. Further analysis showed that only in case of positive
framing, the level of perceived crowding (crowd vs no crowd) in the environment will
have differing levels of effect on purchase intentions of consumers depending on the
content type exposed. Based on the simple main effect analysis, it is confirmed that
exposure to cognitive intensive messages in environments with no crowd, will lead to
higher purchase intentions compared to crowded environments. On contrary, it is also
confirmed that exposure to affective intensive messages in crowded environments will
lead to higher purchase intentions compared to environments with no crowd. To the best
of our knowledge, there are no such studies which focus on these interactions and report
significant interaction results. The significant two-way interaction between crowd level
and message content finds some justification from the existing literature. Hock and Bagchi
(2018:1135) report the positive effect of perceived crowding on generating emotional
reactions and consequently influencing consumer behavior on food consumption context.
Their justification of the result was that when consumer become distracted, they make
choices based on the affective outcomes of food choices. In this perspective, when they
are exposed to crowded environment they engage into hedonic eating and prefer palatable
products which are rich in calories (Burgess et al. 2014:66). The authors confirm the
effect of crowd on generating affective responses. Parallel to this finding, other studies
in the literature also confirm that when consumers perceive the environment as crowded,
they become distracted and process information in an emotion intensive way rather than
rational thinking (Hoch & Loewenstein 1991:492; Shiv & Fedorikhin, 1999:287). When
this reaction of consumers is interpreted on the grounds of this study, a support is found
for our findings and justify the relationship between perceived crowding (crowded vs no
crowd) and message content (cognitive vs affective) in shaping consumer reactions.
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The insignificant effect of crowding and significant positive effect of negative framing,
as well as three-way interaction among the independent variables lead to several practical
implications for retailers and marketers. First, the level of crowd did not generate any
significant difference in the purchase intention levels of consumers. In the light of this
finding it is suggested that crowded stores are not a source of customer churn or stores
which do not have a crowded environment do not stipulate the purchase intentions.
Whether crowded or not crowded, all types environments can be used to generate more
focus on the offer if the traffic and servicing order inside the store is managed accordingly
by the retailers. If customers do not wait long and find the opportunity to analyze the
product, talk to a salesperson or use some terminals to analyze the products, their intention
to purchase the product will increase independent from the crowding level in the store.
Another finding of the study was that when the message frame used in the advertisement
or in store communication material is positive, information intensive messages will lead
to higher purchase intentions in store environments which are not perceived as crowded.
On contrary, in crowded environments, emotion intensive messages work better on
generating higher levels of purchase intentions. This findings indicate that retailers and
marketers should apply dynamic message strategies in different store environments.
Dynamic message strategies can be applied by implementing different message content
in in-store communication material and activities depending on the weekdays and the
intensity of customers inside the store. In the less crowded days, in-store communication
material should have positively framed and more information intensive messages since
the customers will choose the cognitive route in their evaluations. On the other hand, in
crowded days such as weekends, retailers may rely more emotion triggering experiential
marketing activities inside the store and all communication material should have more
affective content.

As aresult, the interaction of consumers’ perception on the crowd level in the environment
and the message content influence their purchasing decisions when they are exposed
to positively framed messages. Retailer and marketers should understand about the
interaction of crowd level and message strategy in shifting consumer behavior and adjust
their in-store organization, activities, service level and marketing communication material
content to maximize the return.

One of the limitations is that the study was an experiment and did not involve testing of the
interactions within a real store environment. Due to the experimental setting employed in
this study, there may be several deviations between the real store environment effects and
confirmed effects in this study. Testing the effects on the laptop product category may be
a second limitation of this study. In order to increase the generalizability, the study may
be conducted in the real-life settings and with other product categories.
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KALABALIK, MESAJ iCERiIGi VE MESAJ CERCEVESI ETKIiLESIMININ
PERAKENDEDE TUKETICi SATIN ALMA NiYETi UZERINDEKIi ETKIiSi

1. GIRiS
Is firsatlarinin ve ekonomik faaliyetlerin metropol bélgelerde yogunlasmasi nedeniyle
hemen hemen tiim gelismis ve gelismekte olan iilkelerin vatandaslari arasinda bu gelismis

bolgelerde yasama egilimi gézlemlenmektedir. Pazarlama yoneticileri icin fazla sayida
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tiiketiciye tek seferde ayni bolge icerisinde ulagsma imkani olmasi avantajli goziikmekle
beraber, tiiketicilerin bu egilimleri pazarlama yoneticileri i¢in bazi zorluklari da ortaya
¢ikarmaktadir. Sinirli bir cografi alanda ¢ok sayida tiiketiciye ulagsmaya galisan ¢ok
sayida rakip nedeniyle, bu rekabet alanlarinda yogun bir iletisim kirliligi yasanmaktadir.
Bu tiir bir iletisim kirliliginin dogal sonuglarindan bir tanesi de markalarin hedef
tiiketicilerine gonderdikleri mesajlarin tiiketiciler tarafindan fark edilmemesidir (Speck
ve Elliot, 1998: 29). Sinirli zaman ve mesaji isleme kapasiteleri nedeniyle, tiiketiciler
markalarin pazarlama iletisimi mesajlarina karsi filtreleme ve segici davranma egilimini
gostermektedirler. Bu problem ile karsilasan pazarlama yoneticileri, hedef tiikketicilerinin
dikkatini ¢ekmek i¢in farkli mesajlar ve yaratici stratejiler kullanarak onlari tirtinlerini
denemeye veya satin almaya ikna etmeye g¢alismaktadirlar. Biyiiksehirlerde yasayan
tiiketiciler, aligverislerini yapmak i¢in aligveris merkezleri ve bunlarin igerisinde yer
alan perakende satis magazalari gibi kalabalik lokasyonlar1 kullanmaktadirlar. Alisveris
ortaminin tiikketicilerin kendilerine gonderilen pazarlama mesajlarini isleme alma sekilleri
ve davraniglart iizerinde olumlu ya da olumsuz etkileri olabilmektedir. Bu nedenle,
ortam, aydinlatma, sicaklik veya magazanin tasarimi gibi diger ¢evresel faktorler ve ayni
zamanda kalabalik seviyesine yonelik algilar da tiiketicilerin davranislarinin énemli bir
belirleyicisi olabilmektedir.

Kalabalik kavrami, 1950’lerden bu yana insan davranisina etkileri de dahil olmak {izere
farkli davranis bilimleri alanlarinda incelenen konulardan biri olmustur (Freedman,
1970; Hutt & Vaizey, 1966). Kalabalik, sicaklik, aydinlatma, ses veya renk gibi
ortam Ozelliklerinden biri olup, bir magazada alisveris yapan bir¢ok miisterinin
olmast durumunda, bu duruma maruz kalan insanlar arasinda bir kalabalik deneyimi
yasanmaktadir (Hock & Bagchi, 2018:1124). Psikolojik bir boyut olan kalabalik algisi
(Shelby, Vaske & Heberlein, 1989:272), talep edilen alan miktari ile bireye sunulan alan
miktar1 arasindaki farkin birey tarafindan farkina varilmasi olarak tanimlanabilmektedir
(Stokols, 1972:276). Perakende ortamlarindaki kalabalik diizeyine iliskin tiiketici algilari,
Harrell, Hutt ve Anderson’un (1980) perakende ortam sartlarinin tiiketici davranislari
iizerindeki etkilerini inceleyen c¢alismalarindan bu yana literatiirdeki bir¢ok arastirmanin
odak noktas1 olmustur.

Pazarlama literatiirinde, bir tarafta kalabalik algisinin belirleyicilerine ve diger
tarafta da perakende de kalabalik algisinin sonuglarina odaklanan iki arastirma grubu
bulunmaktadir (Eroglu, Machleit, Barr, 2005:1146). Kalabalik algisinin olasi etkilerini
inceleyen c¢ok sayida ¢alisma olmasina ragmen, bu ¢aligmalar temel olarak tiiketicilerin
bilissel ve duygusal tepkilerine odaklanmaktadir. Bu alana daha iyi 151k tutabilmek ve
dinamiklerinin daha iyi anlagilmasini saglamak amaciyla kalabalik algisinin tiiketicilerin
davraniglar1 tizerindeki etkilerinin ve ayni zamanda pazarlama mesajlarinin igerigi ve
kalabalik algis1 arasindaki etkilesiminin de 6lgiilmesinin gerekli oldugu diisiiniilmektedir.
Mevcut ¢alismalarin 1g1ginda ve yenilerinin yapilmast gerekliligi kapsaminda, bu
aragtirma, pazarlama iletisiminde kullanilan farkli mesaj igerikleri (biligsel-duygusal)
ve cergeve (pozitif-negatif) tiirlerini dikkate alarak algilanan kalabalik seviyesinin
tiiketicilerin perakende satis baglamindaki satin alma niyetleri tizerindeki etkisini 6lgmeyi
hedeflemektedir. Bu kapsamda 6ncelikle, yliksek diizeyde kalabalik algisinin, literatiirdeki
birgok ¢alismanin aksine, olumsuz davranis sonuglarina yol agmayacagina inanilmaktadir.
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Ikinci olarak, pazarlamacilarin mesaj stratejisinin, kalabalik algisi etkilerini farkli mesaj
igerigi (bilissel-duygusal) ve gergeve (pozitif-negatif) tiplerinin farkli davraniglara yol
acacagl sekilde etkileyecegine inanilmaktadir. Bu galisma, perakendecilik baglaminda
davranigsal sonuglarin tiretilmesinde kalabalik algisinin, mesaj igeriginin ve ¢ergevesinin
etkilesimli etkisini ele almakta ve sonucta perakende baglaminda tiiketici davraniglarinin
kesfedilmemis bir alanina 1g1k tutmay1 hedeflemektedir.

Pazarlama literatiirinde yapilan bir¢ok c¢alisma kalabalik algisinin tiiketicilerin
davraniglar tizerindeki etkilerine odaklanmistir. Kalabalik algisinin tiiketici davraniglar
iizerindeki bu etkileri bilissel, duygusal ve davranissal etkiler olarak siniflandirilmaktadir.
Tiketicilerin duygusal tepkilerini 6lgmeye yonelik yapilan ¢alismalarda farkli sonuglar
elde edilmistir. Bazi ¢aligsmalarda kalabalik algisinin tiiketici memnuniyetini ve
duygularint olumsuz yonde etkiledigi sonucuna ulasilmistir (Zehrer & Raich, 2018; Hui
& Bateson, 1991). Huang, Huang & Wyer, 2018) ise kalabalik algisinin markaya olan
bagliliga yonelik olumlu etkilerini oldugunu tespit etmislerdir. Yapilan diger ¢calismalarda,
kalabalik algisinin duygusal reaksiyonlari tetikledigi ve belirli durumlarda biligsel ve
duygusal reaksiyonlar arasinda gecismeler olabilecegi belirtilmistir (Strack & Deutch,
2004: 220). Bu gegismeyi kuramsal bir ¢ergevede agiklamaya calisan Shiv ve Fedorikhin
(1999), duygusal-bilissel modeli sunarak, alternatifler arasinda se¢imin ancak iki farkl
yoldan birinin tercih edilerek tamamlanabilecegini 6ne siirmiislerdir. Yazarlar ilk yolu,
hizli bir sekilde gelisen, otomatik, kontrol dis1 ve genellikle duygusal reaksiyonlara neden
olan bir siire¢ olarak tanimlamislardir. ikinci yol ise, dis uyaranlara maruz kalmmmasi
veya hafizadaki bilgilerin birer kaynak olarak karar verme islemine transfer edilmesi
ile olusan bilissel bir siire¢ olarak tanimlanmistir. Bu durumda s6z konusu kaynaklarin
kithigr durumunda, tiketicilerin ilk yolu izlemeleri ve buna bagli olarak duygusal
reaksiyonlarin olusmasi beklenmektedir. Perakende ortamlar s6z konusu oldugunda, bu
ortamlarin kalabalik algilanmasi sebebiyle tiikketicilerin dikkatinin dagilmasi beklenmekte
ve bu durumunda uyaranlarin etkin bir sekilde kaynak olarak kullanilamamasina neden
olacagi diistintilmektedir. Bu durumda hizli ve otomatik olan birinci karar verme stirecini
tetiklenmesi beklenmektedir. S6z konusu bu durum ve sonucunu, ortamda yer alan ¢ok
fazla sayida uyaran nedeniyle asir1 yiiklenme olugmasi ve bu yiiklenmenin odaklanmay:1
azaltacagini One siiren asir1 uyarilma kurami da desteklemektedir (Oldham & Fried,
1987:78). Kuramsal ¢ergeve ve mevcut ¢alismalarin bulgulari 1s18inda asagida yer alan
hipotezler gelistirilmistir.

H,: Kalabalik algisi, satin alma niyet seviyelerinin azalmasina yol acacaktir.

H,: Kalabalik algisinin seviyesi mesaj igeriginin tipine bagli olarak satin alma niyetleri
iizerinde farkli seviyelerde etkili olacaktir.

H,: Kalabalik algisinin seviyesi bilgi agirlikli mesaj igerigine maruz kalinmasi durumunda
satin alma niyetleri lizerinde farkli seviyelerde etkili olacaktir.

H,: Kalabalik algilanan ortamlara kiyasla, kalabalik algilanmayan ortamlarda bilgi
agirlikli mesaj igerigine maruz kalinmasi daha yiiksek satin alma niyeti olusmasina neden
olacaktir.

H,: Kalabalik algismin seviyesi duygu agirhikli mesaj igerigine maruz kalmmasi
durumunda satin alma niyetleri tizerinde farkli seviyelerde etkili olacaktir.

H,: Kalabalk algilanmayan ortamlara kiyasla kalabalik algilanan ortamlarda, duygu
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agirlikli mesaj igerigine maruz kalinmasi daha yiiksek satin alma niyeti olusmasina neden
olacaktir.

Pazarlama yoneticileri, hedef Kkitlelerine yonelik pazarlama mesajlarinin etkinligini
arttirmak i¢in farkli teknikler kullanmaktadirlar. Mesaj igeriginin tasariminda yaygin
olarak kullanilan tekniklerden biri, ger¢evelemedir. Bu teknik, fayda ya da maliyet
acisindan farkli tiirde mesaj igerikleri uygulayarak tiiketicilerin algilarmi degistirmeyi
hedeflemektedir (Cheng, Woon & Lynes, 2011:51). Faydalar1 vurgulayan gergeveleme
islemine pozitif ¢er¢eveleme, triinii kullanmamaktan kaynaklanan zararlar1 vurgulayan
cergeveleme islemine ise negatif ¢erceveleme adi verilmektedir (Gamliel & Herstein,
2011:153). Bu teknigin kullanicilari, ¢ergevelemenin, tiikketicilerin algilarini degistirerek
pazarlama uyaranlarna nasil tepki verecegini etkileyecegini diisinmektedir (Davis,
1995:286). Cergeveleme bir terminoloji olarak ilk defa saglik sorununun sonuglarini
aciklarken, olumlu ve olumsuz iki ¢ergeve tiiriiniin farkli etkisini arastiran Tversky ve
Kahneman (1981) tarafindan kullanilmistir. Tiiketici baglaminda, bir mesaj olumlu bir
sekilde ¢ercevelendirildiginde, potansiyel kazanimlart vurgulamakta, diger taraftan
olumsuz bir sekilde gergevelendiginde ise olasi kayiplart isaret etmektedir (Grewal,
Gotlieb ve Marmorstein, 1994:146). Terminolojinin ilk kez kullanilmasindan bu yana,
gergeveleme ve etkileri literatiirdeki birgok ¢alismanin konusu olmustur. Meyerowitz ve
Chaiken (1987) yaptiklari ¢alismada kadinlarin iki farkli tiir mesaja maruz kaldiklarinda
verdigi tepkilere odaklanmislardir. Calisma sonucunda meme muayenesi yaptirmamanin
olumsuz sonuglar1 aktarilan kadin tiiketicilerin, meme muayenesi yaptirmanin olumlu
sonuglarini duyan tiikketicilere oranla muayene yaptirmaya daha yiiksek egilim gosterdikleri
tespit edilmistir. Bir diger ¢alismada, Ganzach ve Karsani (1995), cergevelemenin finansal
iriinler baglamindaki etkisini arastirmistir. Kredi kartt kullanimini tesvik etmek igin
gergevelemenin mesajin etkinligi {izerindeki etkisini 6l¢en ¢alismanin sonuglari, negatif
(kayip) ¢ercevesi kullanmanin etkisini teyit etmistir. Kredi kartinin kullanilmamasidan
kaynaklanabilecek zararlar1 vurgulayan mesajlara maruz kalan tiiketicilerin, kullanmanin
kazancini vurgulayan mesajlara maruz kalanlara kiyasla daha yiiksek kredi kart1 kullanim
egilimi gosterdikleri tespit edilmistir. Literatiirde g¢er¢evelemenin tiiketici kararlari
iizerindeki etkilerine odaklanan ve istatistiksel olarak hem anlamli hem de anlamsiz
sonuglar bildiren bagka ¢alismalar da bulunmaktadir (Banks vd. 1995; Thaler, 1980;
Steffen vd. 1994). Cergevelemenin etkisi Kahneman ve Tversky (1979) tarafindan 6nerilen
Beklenti Kurami temelinde agiklanabilmektedir. Bu kuram karar vermenin belirsiz
kosullar altinda nasil yapildigini agiklayan bir ¢ergeve sunmaktadir. Kuram, tiiketicilerin
pozitif cergeveli (kazanglar) bir mesaja maruz kaldiklarinda, negatif olarak ger¢evelenmis
(kay1p) mesajlara maruz kaldiklar1 durumlara kiyasla risk istahlarinin daha az oldugunu
ve riskten kagindiklarini 6ngérmektedir. Bu nedenle, tiiketiciler, mesajlar karar ile iliskili
maliyetleri igerdiginde risk almaya daha yatkin olup, mesaj igerigi faydalariyla i¢erdiginde
ise riskten kaginmaktadirlar (Cheng, Woon & Lynes, 2011:52). Mesaj ¢ergevelemesinin
tiikketicilerin secimleri lizerindeki etkisine odaklanan caligmalardan istatistiksel olarak
anlamsiz sonug verenlere kiyasla anlamli bulgulara ulasanlarin sayisi daha fazla olmakla
beraber, literatiirdeki mevcut ¢alismalarin dikkatli ve ayrintili analizi, literatiire katki
yapilmasi amaciyla bu netlesmemis durumun daha fazla arastirilmasi gerekliligini ortaya
¢ikarmaktadir. Kuramsal ¢ergeve ve mevcut ¢aligmalarin bulgulari 1g1ginda asagida yer
alan hipotez gelistirilmistir.
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H.: Negatif gerceveleme kullanilan mesajlar pozitif gergeveleme kullanilan mesajlara
kiyasla daha yiiksek satin alma niyeti olusturacaktir.

Kalabalik algis1 (yiiksek-diisiik) ve gergeve tipi (pozitif-negatif), mesaj icerigi
(bilissel ve duygusal) ile etkilesime gegtiginde tiiketici tercihini sekillendirmede etkili
olacagi beklenmektedir. Bu bakis acisiyla, tiiketiciler bulunduklart ortami kalabalik
olarak algiladiklarinda, olusan dikkat dagmikligi nedeniyle degerlendirme siirecinin
uyaranlara bagl bilissel stire¢ araciligiyla degil, duygusal siire¢ tizerinde gergeklesmesi
beklenmektedir. Bu gibi durumlarda, potansiyel kayiplart vurgulayan olumsuz mesaj
gergevelerine maruz kaldiklarinda, duygusal yogunlugun baskinligindan dolay1 pozitif
mesajlara maruz kaldiklart durumlara kiyasla daha yiiksek satin alma niyeti gostermeleri
beklenmektedir. Diger taraftan, kalabalik algisinin olmadigi durumlarda, tiiketiciler
karar siirecini yine bilissel-duygusal modele (Shiv ve Fedorikhin, 1999) bagl olarak
stirdiireceklerdir. Bu gibi durumlarda, tiiketicilerin bilgi yogun ve pozitif ¢ergevelenmis
mesajlara maruz kalmalarinin belirsizlik algilarini azaltmasi ve duygusal siireci tetikleyen
negatif cergeveli mesajlara maruz kaldiklart durumlara kiyasla daha yiiksek satin
alma niyeti sergilemelerine yol agmasi beklenmektedir. Kuramsal ¢ergceve ve mevcut
calismalarin bulgular 1s181inda asagida yer alan hipotezler gelistirilmistir.

H,: Kalabalik algisinin seviyesi ger¢eveleme tipine bagli olarak satin alma niyetleri
iizerinde farkli seviyelerde etkili olacaktir.

H,: Kalabalik algilanmayan ortamlara kiyasla, kalabalik algilanan ortamlarda negatif
gergeveli mesaj icerigine maruz kalinmasi daha yiliksek satin alma niyeti olusmasina
neden olacaktir.

H,,: Kalabalik algilanan ortamlara kiyasla, kalabalik algilanmayan ortamlarda pozitif
gergeveli mesaj icerigine maruz kalinmasi daha yiliksek satin alma niyeti olusmasina
neden olacaktir.

2. YONTEM

Bu c¢alisma, perakende sektorii ve tiiketici elektronigi baglaminda yapilmis olup,
calismada 2x2x2 denekler arasi etkensel tasarim kullanilmistir. Kalabalik algisi (Yiiksek
ve Diisiik), mesaj igerigi (Bilissel ve Duygusal) ve gergeve tipi (Pozitif ve Negatif)
calismadaki bagimsiz degiskenler, tiiketicilerin reklamda sunulan diziistii bilgisayari
satin alma niyetleri ise bagimli degisken olarak belirlenmistir. Calismadaki tiim
bagimsiz degiskenler (kalabalik algisi, mesaj igerigi ve ¢ergeve tipi) manipiile edilmistir.
Aragtirmaya katilanlar, Istanbul’un ii¢ biiyiik ilcesinde yasayanlar arasindan segilmis
olup, toplam katilime1 sayis1 380 olarak gergeklesmistir.

Kalabalik algisinin, mesaj igeriginin ve ¢erceve tipinin tiiketicilerin satin alma
niyetleri tizerindeki etkilesimini 6lgmek icin bir diziistii bilgisayar markali reklamin
sekiz versiyonu hazirlanmistir. Kullanilan dizistii bilgisayar markasi, higbir katilimer
tarafindan bilinmeyen varsayimsal bir marka olarak olusturulmustur. Bu varsayimsal
marka tiiketicilerin marka degerinden kaynaklanabilecek Onyargilarin olast etkilerini
ortadan kaldirmak amaciyla kullanilmistir. Ttim katilimcilar ilk olarak toplam drneklemin
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demografik kompozisyonu gbz oniine alinarak, her biri 190 kisiden olusan Grup A ve
Grup B olarak iki gruba ayrilmistir. Grup A, kalabalik olmayan ortam olarak ve Grup
B ise kalabalik ortam olarak manipiile edilmislerdir. Her grup farkli bir mesaj icerigi
(bilissel ve duygusal) ve gergeve tipi (pozitif ve negatif) kombinasyonlarina sahip olacak
sekilde tekrar bolinmistiir. Denekler, iist grubun demografik 6zellikleri dogrultusunda
gruplara dagitilmis ve her grup, toplam orneklem ile benzer demografik dagilima sahip
olmustur. Ana ve alt gruplarin dagilimi Tablo 1°de 6zetlenmistir.

Tablo 1. Deneysel Tasarim Gruplari

RGe li:;aplil Ig:ll:zzﬂlk Mesaj icerigi | Cerceve Tipi Kg::;l;c‘

1 Yiiksek Biligsel Pozitif 45
2 Yiiksek Biligsel Negatif 50
3 Yiiksek Duygusal Pozitif 50
4 Yiiksek Duygusal Negatif 45
5 Diisiik Bilisgsel Pozitif 47
6 Diisiik Bilissel Negatif 48
7 Diisiik Duygusal Pozitif 52
8 Diisiik Duygusal Negatif 43

Toplam Katilhmci Sayis1 380

Calismada tiim katilimcilara bilgisayar ekraninda diziistii bilgisayar markasinin reklami
gosterilmis, reklami analiz etmeleri ve daha sonra reklami yapilan markayr satin
alma niyetlerini 6lgen sorulart yanitlamalart istenmistir. Caligmada manipiile edilen
faktorlerden biri olan kalabalik algisinda, diisiik kalabalik ortami 10 bilgisayar terminali
olan odalara 10’ar kisilik gruplar halinde girilmesi ve i¢eride bekleme olmadan bilgisayar
ekranlarinda reklamlarin incelenmesi ile saglanmistir. Diger taraftan, yiiksek kalabalik
ortami ise yine 10 bilgisayar terminal olan odalara bu sefer 38’er kisilik gruplar halinde
giris yapilarak, deneklerin bilgisayar ekranina bakmak igin sirada beklemek zorunda
kaldiklar1 ve bilgisayara bakanlarin da arkalarinda sira olusmasi ve giiriiltiilii bir ortam
ile saglanmistir. Bir diger manipiile edilen degisken olan mesaj iceriginde ise bilissel
yogunluk kullanilan reklam tipinde CPU, HDD, RAM ve ekran biiytikligi bilgileri
yer alirken, duygusal yogunluk saglanan reklam tipinde ise “Basarili insanlarn tercihi”
slogani ile ugakta s6z konusu bilgisayar ile ¢alisan isadam1 resmi yer almistir. Son olarak,
cergeveleme degiskeni ise pozitif gerceveleme iceren reklamda “Yiiksek performans
i¢in hazir misiniz? Performa’nin performanst ile iiretkenliginizi en {ist seviyeye ¢ikarmn”
mesaj1 yer almigtir. Negatif ¢er¢eveleme ile hazirlanan reklamda ise “Performa disindaki
her sey donan ekranlar, diisiik performans ve kaybedilen iiretkenlik i¢in 6denen bir
ticrettir. Iki kere diisiiniin!” mesaj1 kullanilmistir.
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Arastirmada kullanilan satin alma egilimi 6lgegi (Chandran & Morwitz, 2005) mevcut
literatiirden 6diing alinmus ve Tiirkge’ye ¢evrilmistir. Olgegin i¢ giivenilirlik testi yapilmis
ve yeterli Cronbach Alpha degerlerine ulasilmistir. Aragtirma analizi SPSS v25 programi
kullanilarak gergeklestirilmistir. Deney tasariminda yer alan gruplarin satin alma niyeti
farkliliklarinin Slgtimiinde tek yonlii varyans analizi ve temel ve ortak (interaction)
etkinin 6l¢timiinde ise faktoryel varyans analizi ile kullanilmustir.

3. BULGULAR

Farkli kalabalik algis1 seviyelerinin satin alma niyetleri lizerindeki etkilerini belirlemek
i¢in yapilan ANOVA analizinin sonuglari, kalabalik algi seviyesinin satin alma niyetleri
tizerinde anlamli bir etkisi olmadigini dogrulamustir: F (1,378) =2.69, p=.110, kismi n2
=0,01. Bu bulgu 1518inda H, desteklenmemistir. Analizin sonuglari, ortamdaki kalabalik
algis1, mesajim icerigi (bilissel ve duygusal) ve gergeve tipi (pozitif ve negatif) arasinda
istatistiksel olarak anlamli ti¢ yonlii bir etkilesim oldugunu dogrulamistir. Bu sonug, {i¢
bagimsiz degisken arasinda en az bir adet istatistiksel olarak anlamli iki yonlii etkilesim
oldugunu gostermektedir, F(1,372)=27.038, p=.000. Buna bagli olarak yapilan analizde,
pozitif cerceveli mesajlar i¢in kalabalik ile igerik arasinda anlamli iki yonlii bir etkilesimin
varligi dogrulanmis (F (1,372) = 76.311, p = .000), ancak negatif ¢er¢eveli mesajlar igin
istatistiksel olarak anlamli bir etkilesim tespit edilmemistir (F (1,372) = 1.627, p =.203).

la ve 1b grafikleri Kalabalik Algis1 X Mesaj Icerigi etkilesimini iki farkli ¢ergeveleme
kosulunda gorsel olarak sunmaktadir.

Grafik la. Pozitif Cergceveleme Grafik 1b. Negatif Cer¢eveleme
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Pozitif ¢ergeveleme kosulunda kalabalik algisi ile mesaj arasindaki 6nemli etkilesim,
ortamda algilanan kalabalik seviyesinin, maruz kalinan mesaj igerigi tiirline bagl olarak
tiiketicilerin satin alma niyetleri tizerinde farkli etki diizeylerinin olacagini teyit etmistir.
Bu bulgu 1s1¢inda H, desteklenmektedir. Bu noktadan itibaren, temel etkileri lgmek igin
yapilan analizler, istatistiksel olarak anlamli olan tek ¢ift yonlii etkilesim olan pozitif
gergeve kosulunda devam etmistir. Kalabalik algisinin, biligsel ve duygusal mesaj igerigi
kosullar1 altinda satin alma niyetleri lizerindeki ana etkisine yonelik analiz sonuglari,
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bilissel mesaj igerik kosullarinda ¢evrede algilanan kalabalik seviyesinin istatistiksel
olarak anlamli bir ana etkisinin oldugunu dogrulamistir (F (1,372) = 57.672)., p = .000).
Bu bulgu 151¢inda H, desteklenmektedir.

Kalabalik olmayan ortamlarda bilissel mesaj icerigine maruz kalan tiiketicilerin satin
alma niyetleri (M = 4.31), kalabalik ortam kosullarinda (M = 3.53) biligsel yogun
mesajlara maruz kalan tiiketicilerden daha yiiksek olarak tespit edilmistir (M = 3.53),
% CI, 0.582- 0.989), p = .000. Bu bulgu 1518inda H, desteklenmektedir. Duygusal mesaj
igerigi kosulunda ortama yonelik kalabalik algisinin temel etkisinin 6l¢iilmesi sonucunda
istatistiksel olarak anlamli bir etki oldugu tespit edilmistir (F (1,372) =21.986, p =.000).
Bu bulgu 1s18inda H, desteklenmektedir. Kalabalik ortam kogullarinda duygusal mesa;
igerigine maruz kalan tiiketicilerin satin alma niyetlerinin (M = 4.48), kalabalik olmayan
ortam kosullarinda (M = 4.01) duygusal mesaj i¢erigine maruz kalan tiiketicilere gore
daha yiiksek oldugu tespit edilmistir, % CI, 0.268 ila 0.654), p=.000. Bu bulgu 1s181nda H,
desteklenmektedir. Farkli tiplerdeki ¢cergeveleme isleminin satin alma niyetleri tizerindeki
etkilerini belirlemek amaciyla yapilan ANOVA analizinin sonuglari, ¢er¢ceveleme tipinin
satin alma niyetleri lizerinde 6nemli bir etkisinin oldugunu dogrulamistir, F (1,378) =
18,54, p = .000, kismi n2 = .04. Bu bulgu 1s18inda H, desteklenmektedir.

Kalabalik algisi, mesajin igerigi (bilissel ve duygusal) ve gergeve tipi (pozitif ve negatif)
arasinda istatistiksel olarak anlamli ti¢ yonli bir etkilesim oldugu tespit edilmis olup, F
( 1,372) = 27.038, p = .000, bunun igerisinde tek istatistiksel olarak anlamli iki yonli
etkilesimin pozitif ¢erceveleme kosulunda kalabalik algisi ve mesaj igerigi igerik
arasinda oldugu sonucuna varilmistir. Kalabalik Algist X Mesaj Cercevesi (F (1,372)
=. 730, p = .393) ve Mesaj Icerigi X Mesaj Cercevesi (F (1.372) = 2.646, p = .105)
olarak diger iki yonli etkilesimler ile ilgili yapilan analizlerde istatistiksel olarak
anlamli sonuclara ulasilamamistir. Buna bagli olarak, kalabalik algis1 ve mesaj ¢ergevesi
tipi arasindaki istatistiksel olarak anlamli etkilesim eksikligi nedeniyle, H,, H, ve H
desteklenmemektedir.

4. TARTISMA VE SONUC

Bu calisma, ortama yonelik kalabalik algisi ve reklam mesajlarinin ¢ergevelenmesinin
ana etkilerini ve ayn1 zamanda kalabalik algisi, mesajin icerigi (bilissel ve duygusal)
ve gergeve tiirli (pozitif ve negatif) arasindaki ti¢ yonlii etkilesiminin tiiketicilerin satin
alma niyetleri lizerindeki etkilerini 6l¢gmeyi amaglamistir. Arastirma sonuglar1 kalabalik
algisinin satin alma niyetleri {izerinde etkili olmadigimi gostermektedir. Bu sonug
literatiirde yer alan diger ¢alismalarin aksine bir bulguyu ortaya koymaktadir (O’Guinn,
Tanner, & Maeng, 2015; Eroglu, Machleit, & Barr, 2005). Ortama yonelik algilanan
kalabalik, mesajin icerigi (bilissel ve duygusal) ile mesajin gergeve tipi (pozitif ve negatif)
arasinda istatistiksel olarak anlamli {i¢ yonli bir etkilesim olmasi bu arastirmanin bir
diger bulgusu olarak ortaya ¢ikmaktadir. Bu 6nemli ii¢ yonlii etkilesim, ¢ergeve tipinin
(pozitif - negatif) kalabalik algis1 ve mesaj icerigi tipi arasindaki iki yonlii etkilesim
iizerindeki diizenleyici etkisinden kaynaklanmaktadir. Bulgular, pozitif ¢erceveleme ve
negatif ¢erceveleme kosullarinin, satin alma niyetleri tizerindeki etkisinde kalabalik algisi
ve mesaj igerigi arasinda farkli diizeylerde etkilesime neden oldugunu dogrulamaktadir.
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Detayli analizde, yalnizca pozitif ger¢eveleme kosulunda, ortama yonelik kalabalik
algis1 diizeyinin, maruz kalinan mesaj igerigi tiiriine bagli olarak tiiketicilerin satin alma
niyetleri tizerinde farkli etki seviyelerine sahip oldugu tespit edilmistir. Basit temel
etki analizine dayanarak, kalabalik olmayan ortamlarda biligsel yogun mesajlara maruz
kalmanin, kalabalik ortamlara kiyasla daha yiiksek satin alma niyetlerine yol acacagi
dogrulanmaktadir. Aksine, kalabalik ortamlarda duygusal yogun mesajlara maruz
kalmanin, kalabalik olmayan ortamlara kiyasla daha yiiksek satin alma niyetlerine yol
acacagi da dogrulanmaktadir. Bildigimiz kadariyla, bu etkilesimlere odaklanan ve 6nemli
etkilesim sonuglarini bildiren baska bir ¢alisma bulunmamaktadir.

Arastirma sonuglar1 uygulamaya yonelik bazi 6nemli noktalarin belirtilmesi ihtiyacini
dogurmaktadir. Oncelikle, kalabalik algisinin tiiketicilerin satin alma niyet seviyelerinde
onemli bir farklilik yaratmadigi tespit edilmistir. Bu bulgu 1s18inda, kalabalik magazalarin
bir miisteri kayb1 kaynagi olmadigi ya da kalabalik bir ortama sahip olmayan magazalarin
satin alma niyetlerini arttirmadigi sonucuna ulasilabilmektedir. Kalabalik olarak
algilanan veya algilanmayan tiim ortamlarda, eger magazanin igindeki trafik ve hizmet
akis1 perakendeciler tarafindan dogru yonetiliyorsa, miisterilerin iirtinlere odaklanmalari
miimkiin olabilecektir. Eger misteriler uzun siire beklemez, iiriinii analiz etme firsati
bulur, bir satig gorevlisiyle konusabilir veya tirtinleri analiz etmek i¢in bazi terminalleri
kullanabilirlerse, tiriinii satin alma niyetleri magazadaki kalabalik seviyesinden bagimsiz
olarak artacaktir. Calismanin bir baska bulgusu, reklamda veya magaza iletisim
materyalinde kullanilan mesaj g¢ercevesi pozitif oldugunda, bilgi yogun mesajlarin,
kalabalik olarak algilanmayan magaza ortamlarinda daha yiiksek satin alma niyetlerine
yol agacag1 yoniindedir. Aksine, kalabalik ortamlarda, yogun duygu igeren mesajlar, daha
yiiksek satin alma niyetleri tiretttigi sonucuna ulagilmistir. Bu bulgular, perakendecilerin
ve pazarlamacilarin farkli magaza ortamlarinda dinamik mesaj stratejileri uygulamasi
gerektigini gostermektedir. Dinamik mesaj stratejileri, magaza ici iletisim materyallerinde
haftanin giinlerine ve magaza icindeki mdsterilerin yogunluguna bagli olarak farkli
mesaj igerikleri uygulanmasini igermektedir. Daha az kalabalik giinlerde, magaza igi
iletisim materyali pozitif gergeveli olmali ve miisteriler degerlendirmelerde bilissel rotay1
sececeginden daha yogun bilgi iceren mesajlara sahip olmalidir. Ote yandan, hafta sonlari
gibi kalabalik giinlerde, perakendeciler magaza iginde yapilacak ve duygulari tetikleyen
deneyimsel pazarlama faaliyetlerine giivenmeleri ve tiim iletisim materyallerini daha
etkili duygusal igerige sahip olacak sekilde hazirlamalar1 gerektigi diistiniilmektedir.
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