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Introduction

Nowadays, as a result of neo-liberalmovements, there is a tendency to marketize
higher education field all over the world as well as in Turkey. In this regard,
students are considered as consumers of marketised universities, which is considered
to cause consumer orientation in students (Naidoo & Jamieson, 2005; Nixon, Scullion
& Hearn, 2016; Tomlinson, 2016). Consumer-oriented students see higher education
as a process to acquire vocational qualification (Wellen, 2005). Thus, students aim to
gain only required knowledge and skills which are demanded by the business sector
(Molesworth, Nixon & Scullion, 2009; Nordensvard, 2010; Williams, 2010). In this
direction, for students the targetisnot being areal learner, but getting only diploma
(Brown, 2011; Brown & Carasso, 2013; Molesworth et al., 2009; Nixon et al, 2016;
Nordensvird, 2010; Pathan, Mahesar & Shah, 2017; Saunders, 2015; Tomlinson, 2014;
2016).

Playing active role in learning and intellectual development contradicts with
consumer-oriented learners’ tendency for passive learning (Nixon et al, 2016;
Tomlinson, 2016). Consumer-oriented learners aim to have well-paid jobs and
increase employability, which reveals beneficiary perspectives towards higher
education (Bunce, Baird & Jones, 2017; Nixon et al, 2016; Saunders, 2015; Tomlinson,
2014; 2016; Williams, 2013). Namely, these kinds of students are career focused
students (Pathan et al., 2017). They even separate courses as necessary or
unnecessary for their future career. In this context, they do not want to take
unnecessary courses, and they enjoy doing practical work (Haywood, Jenkins &
Molesworth, 2011; Nixon et al., 2016). Also, they tend to decrease theoretical parts of
lessons to the lowest level (Nixon et al., 2016; Nixon, Scullion & Molesworth, 2010).

These consumer-oriented students consider learning as process of getting brief,
pre-packaged knowledge, which impairs acquisition of upper-level skills and
development of autonomous and lifelong learning habits (Naidoo et al., 2005;
Naidoo, Shankar & Veer, 2011). In addition, the higher the tuition fee is, the higher
the level of consumer orientation increases (Tomlinson, 2016; Wellen, 2005; Williams,
2013). With increasing importance of employment, students consider higher
education as an investment for their future career (Williams, 2013). Research reveal
that at market-driven universities students consider learning as commercial process
and they consider themselves as passive learners (Naidoo et al., 2011).

Learner identity is also of great importance. Students with high level of learner
identity identify themselves as learners first, while those with low ones identify
themselves with different roles (Lawson,2014). It means that a student with high
learner identity participates in lectures regularly, reads about the field, strives for
learning, defines themselves as learner, enjoys learning, and minds university
process (Bunce et al., 2017; Lawson, 2014).

The other element is students” academic performance. Academic performance is
regarded as the most important factor presenting quality of education (Johansen,
2014). It is used to evaluate achievement and generally evaluated by grade point
average (GPA) (Strenze, 2007). In addition, while it is thought that consumer
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orientation negatively affects academic achievement, there are not few studies
conducted onit (Mark, 2013). Therefore, itisimportant to understand the correlation
between academic performance and the level of consumer orientation and learner
identity.

The number of foundation universities has increased in Turkey recently. It is
claimed that they are sometimes established without having enough academic and
physical infrastructure, and the student acceptance scores are believed to be below
average. Therefore, itisa question of matter whether these universities function well
or not. To this end, the results of this research may help understand the situation
better. Thus, this study aimed to determine whether there was a correlation between
the level of consumer orientation and learner identity behaviors of students with
their academic performance. For this general aim, the answers of the following
questions were researched:

1. What is the level of consumer orientation and learner identity behaviors of
foundation university students?

2. Is there a significant difference in the level of consumer orientation and learner
identity behaviors of foundation university students regarding the participants’ age,
gender, grade level, scholarship ratio, department and goal GPA for graduation?

3. Is there a significant correlation between the level of foundation university
students’ consumer orientation and academic performance?

4. Is there a significant correlation between the level of foundation university
students’ learner identity and academic performance?

Method
Research Design

The study was conducted with a correlational survey model which searched
correlation between two or more different variables (Creswell, 2014). The variables
were the levels of consumer orientation and learner identity behaviors of foundation
university students and their academic performance.

Research Sample

The population comprised of 376 students in two foundation universities in
Istanbul in 2017-2018 academic year. These two universities were chosen as
population, because they were rich in departmental diversity. There are 35 bachelor’s
degree and 27 associate degree programs in Fatih Sultan Mehmet Foundation
University. There are 111 bachelor’s degree and 188 associate degree programs in
Istanbul Medipol University. The sample size required for the population was 24.670
(Higher Education Council (YOK), 2018) at 95% confidence level was calculated as
376 (Cochran, 1962. as cited in Balci, 2015). The students were selected with random
sampling method (Buyukozturk, Kilic Cakmak, Akgun, Karadeniz & Demirel, 2012).
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Of these participants, 299 were females, and 77 were males. As far as department
variable is considered, the students were from 55 departments and 196 of them were
from STEM departments while 180 of them were from non-STEM departments.
When age is considered, the mean-age was 21.

Research Instruments and Procedures

The data were collected using “The Extent of Students” Consumer Orientation
and Learner Identity Scale” developed by Bunce et al. (2017) and adapted into
Turkish by Iscan and Balyer (2018). It was scaled as five-point Likert type and rated
as "totally disagree” (1)" to "totally agree (5)". The scale was composed of 18 items
under two factors; 8 items for “consumer orientation” and 10 for “learner identity”.
The factor loading of the items for Factor 1 was found as between 0,523-0,759 and for
Factor 2 as 0,523-0,759. The explanatory variances were stated as “the level of
consumer orientation” and “the level of learner identity” of the foundation
university students to explain their relations with academic performance. Cronbach’s
Alpha value for each dimension of the adapted scale was measured for consumer
orientation as 0.855 and 0.848 for learner identity. It is suggested that Cronbach’s
Alpha value above 0.80 is highly reliable (Cokluk, Sekercioglu & Buyukozturk, 2010).

Thus, it was found that Factor 1 (0,855) and Factor 2 (0,848) have high internal
consistency.

Data Analysis

The data were analyzed with SPSS 21 packet program. Kolmogorov-Smirnov
normality analysis was done to determine whether the distribution of the data came
from normality. Pearson correlation analysis was used to analyze the relationship
and the degree of relationship, t-test was used to determine if there is a significant
difference between the means of two sample groups. Variance analysis (ANOVA)
was implemented to examine whether there is a significant difference between the
averages of more than two groups (Kalayci, 2009). Also, levene test was used to
check the homogeneity of variances and post-hoc Scheffe test was used to find out
which means are significantly different from each other (Buyukozturk, 2007) to
determine the differences between the groups and if the variances are distributed
homogeneously and the averages of the groups (Buyukozturk, 2007). Cronbach
Alpha value test was used to evaluate the reliability of the scale (Kalayci, 2009).

Table 1

Normal Distribution Test Results

Scale Statistic | df |p | Kurtosis | Skewness | Mean | Median

Consumer Orientation| 0,115 376 | 0,00| 0,671 -0,278 2,17 2,00

Learner Identity 0,078 3761 0,00 -0,236 -0,474 3,84 3,90
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According to the results of the normality analysis, although the data did not come
from the normal distribution (p < 0.05), it was decided that the distribution of the
data did not deteriorate from the normality due to the fact that the kurtosis and
skewness were between + 2.0 (George & Mallery, 2010), the mean and the media
were close to each other, and the number of participants was above 30 due to the
central limit theorem. As a result, it was decided to use parametric analyses (normal
distribution analyses).

It is stated that if p-value is less than 0.05 (p< 0.05), it is interpreted that results
are statistically significant. If p-value is greater than 0.05 (p> 0.05), results are
statistically insignificant. As for correlation coefficient (r-value), if it is between 0.70
and 1.00, it represents high level of relationship. If r-value is between 0.70 and 0.30, it
shows moderate relationship. If it is between 0.30 and 0.00, it presents low
relationship (Buyukozturk, Kilic Cakmak, Akgun, Karadeniz & Demirel, 2012).

Results

In this part, the data were presented. Firstly, descriptive statistics related to the level
of consumer orientation were shown at Table 2.

Table 2

The Level of Consumer Orientation

(] (] §

Items g & -5 > X S8

=5 b g ¥ =

£ § = & £g

E8 A 5 £ &<
2. If I cannot get a good job after n 140 72 64 31 69 951 151
I graduate, I should have some of % 37,23 19,15 17,02 8,724 1835 < L
my tuition fees refunded % 38,56 25,00 17,02 851 10,90
7.1t is part of my lecturers’ job to n 204 76 57 22 17 1,8 1,15
make sure I pass my courses % 54,26 20,21 15,16 5,85 4,52

Mean = 2,25

In Table 2, the level of consumer orientation was at Disagree' level ' (x=2,25). The
item with the highest arithmetic mean was " If I cannot get a good job after I
graduate, I should have some of my tuition fees refunded (x = 2,51) ". The item with
the lowest mean was ‘It is a part of my lecturer’s job to make sure I pass my courses
(¥=1,86).". These findings might be interpreted that there is a relationship between
the tuition fee paid and the level of consumer orientation and the increase in tuition
fee over time might increase consumer orientation of the students. The highest
arithmetic mean might be interpreted as the students’ opinion on getting return for
the tuition fee paid for higher education. The lowest mean might be due to the fact
that the students do not take the responsibility for learning in paid process in which
students are considered as customers, therefore the responsibility of students’
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learning is put on lecturers” shoulders.

Table 3
The Level of Learner Identity
v
&
3 $
2 o 5
Items A Y 3 < % ss
= B9 v =
T § © & F
o= c on
E B 5 < £
10.I prepare for class n 39 68 133 83 53
311 1,17
% 10,37 18,09 3537 22,07 14,10
% 6,65 1436 42,82 22,87 13,30
15.1 V\.zant to liearn as r.nuch. as 4 5 48 74 248
possible while at university 449 0,82
% 1,06 053 12,77 19,68 65,96
% 293 745 1516 26,06 48,40
Mean= 3,79

In Table 3, the level of learner identity was at “Agree” level (x = 3,79). Also, while
the highest item was "l want to learn as much as possible while at university (x =
4.49)"; the lowest (x=3,11) was “I prepare for class”. The highlevel of learner identity
may be due to the students' desire to succeed because higher education provides
employment and higher salary. When the highest and the lowest mean are
considered, the students’ tendency to complete the learning process effortlessly
might be interpreted as a sign of consumer orientation, which might negatively

influence learner's identity.

Table 4

Difference of the Level of Consumer Orientation and Learner Identity in Terms of Gender

Levene Test

Gender n X oss 7 t P
Consumer Female 299 2,08 0,81 -
Orientation Male 77 251 0,9 1,377 0,241 4,040 0,000
. Female 299 3,86 0,60
L Ident: . 4
earner Identity Male 77 375 0,69 4,427 0,036 1,222 0,224
*p<0,05

In Table 4, difference in consumer orientation level regarding gender was
statistically significant (t=-4,040; p<0,05 p=0.000). In this regard, the female students’
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level of consumer orientation was lower (¥= 2.08) than males’ (X= 2.51). The
difference of the level of learner identity was not statistically significant (p>005). It
can be commented that males exhibit more consumer orientations in higher
education than females. It might be concluded that males gain more positive results

than females in all aspects from the investment they make to labor market and
education.

Table 5

Difference of the Level of Consumer Orientation and Learner Identity in Terms of Age

Age N x ss T sd P
. . 18-20 218 236 076 -1,02 37400 0,31
Consumer Orientation
21 -+ 158 244 0,81
. -0,37 374,00 0,71
Learner Identity 18-20 218 3,78 0,60
21 -+ 158 3,80 0,64

In Table 5, regarding age variable, difference in consumer orientation and learner
identity levels were not statistically significant (p>005). Insignificant difference
between the level of consumer orientation and age might be because of universities’
failure to change views and behaviors of students. Insignificant difference between

the level of learner identity and age may be because of the awareness of students
about life.

Table 6

Difference of the Level of Consumer Orientation and Learner Identity in Terms of Grade
Level

Grade Level N X S8 f P
1 128 212 0,70 1,255 0,286
Consumer Orientation 2 182 2,15 0,90
3-+ 66 2,32 0,95
128 390 060 1,726 0,179
Learner Identity 2 182 3,83 0,63
3-+ 66 3,73 0,64

In Table 6, difference in consumer orientation and learner identity levels was not
statistically significant regarding grade level (p>0.05). Insignificant difference in
consumer orientation in terms of grade level might be because of the students” low
level of consumer orientation in Turkey. For the learner identity level, it may be
because of that the foundation university students consider diploma guarantee in
return for tuition fee paid.
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Table 7

Difference of the Level of Consumer Orientation and Learner Identity in Terms of Scholarship
Ratio

Scholar n X S.S. F P Scheffe
ship
Ratio
Consumer Full 70 1,78 0,68 9,654 0,000* 1-3
Orientation ™~ %50 212 2,24 0,88 1-2
%25 94 2,31 0,82
Learner Full 70 3,87 0,66 0,911 0,403
Identity %50 212 3,86 0,65
%25 94 3,76 0,53
*p<0.05
**p>0.05

In Table 7, difference in consumer orientation level regarding scholarship ratio
was statistically significant (f=9,654, p=0.000 p<0.05). As a result of Scheffe tests,
there were significant differences between the student groups with full and 25%
scholarship, and also between the ones with full and %50. The students with 25% (x=
2.31) and 50% (x= 2.24) scholarships have higher level of consumer orientation than
those with full (x = 1,78). There was not statistically significant difference between
these groups regarding learner identity. Based on this consumer orientation data, it
might be concluded that the foundation university students paying tuition fee are
willing to provide more services, satisfaction and benefit for the fee they paid and
therefore have more consumer orientated views and behaviors.

Table 8

Difference of the Level of Consumer Orientation and Learner Identity in Terms of
Department

Levene Test

Department n x S8 ———p — T p
C STEM 196 2,21 0,87
onstEer 1,026 0312 0968 0334*
orientation Non-
STEM 180 2,13 0,83
299
Learner STEM 3,74 0,60 - o
identity Non- . 0975 0,324 3,08 0,001
STEM 3,94 0,63
*p>0.05
**p<0.05

In Table 8, difference in the level of consumer orientation was not statistically
significant. However, there was a statistically significant difference regarding learner
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identity (t=-3,228; p<0,05 p=0.000). The level of learner identity was lower for those
studying at STEM departments (¥=3,74) than those at non-STEM departments
(¥=3,94). This may be because that foundation university students choose one of the
STEM departments to get a job with higher salary instead of the departments they
are interested in. Furthermore, the student, seeing diploma as a right in return for
tuition fee, might only aim to pass courses with minimum effort.

Table 9

Difference of the Level of Consumer Orientation and Learner Identity in terms of Goal GPA
for Graduation

Goal GPA Schef
for N X s.S. F P fe
graduation

Consumer () -3.00 102 2,60 0,96 0.000

Orientation 3.00 - 3.50 165 2,07 0,76 21,654 . 1-3
3.50 - 4.00 109 1,91 0,70

Learner (-) -3.00 102 3,55 0,65 0084 0,000 1-2

Identity 3.00- 350 165 3,78 0,57 . * 1-3
3.50 -4.00 109 4,18 0,51

*p<0.05

In Table 9, difference of consumer orientation level regarding goal GPA for
graduation was statistically significant (f =21,654, p = 0.000, p <0.05). According to
Scheffe test results, there was a significant difference between students with (-)-3,00
and 3,50-4,00 goal GPA. The level of consumer orientation was higher for those with
(-)-3.00 goal GPA (k= 2,60) than those with 3,50-4,00 (x=1,91). The low level of goal
GPA for graduation of the students with highlevel of consumer orientation mightbe
due to the tendency of students to focus on diploma as their right and thus to
complete the higher education process with minimum effort.

Difference of the level of learner identity was statistically significant (f=32,084,
p=0.000 p<0.05). According to Scheffe test result, the significant differences were
between the students with (-)-3.00 goal GPA and those with 3,00-3,50 goal GPA, and
between the ones with (-)-3,00 and 3,50-4,00. The level of learner identity for those
with (-)-3,00 GPA goal (¥=3,55) was lower than those with 3,00-3,50 goal GPA
(¥=3,78), and than those with 3,50-4,00 goal GPA (¥=4,18). The low level of learner
identity of the students with low goal GPA might be due to their low motivation
towards higher education and therefore their adoption of superficial learning

approach.
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Table 10

Correlation Between Academic Performance (GPA) and the Level of Consumer Orientation

Consumer Orientation GPA
. . 1 -0,284

Consumer Orientation

p 0,000*

1

GPA !

P
*p<0.05

In Table 10, there was a low and negative correlation between academic
performance and the level of consumer orientation (r = -0,284 p = 0.001, p =0, 000).
This may be due to the fact that university students with consumer-oriented views
and behaviors want to complete higher education process with minimum effort by
regarding diploma as guarantee. Thus, the tendency to ignore the responsibilities
required by higher education might be interpreted as the reason of low AGNO,
which is the indicator of the academic performance of the students.

Table 11
Correlation between Academic Performance (GPA) and the Level of Learner Identity

Learner Identity GPA
. r 1 0,322
Learner Identity
p 0,000*
1
GPA !
P
*p<0.05

In Table 11, there was a low and positive correlation between academic
performance and the level of learner identity (r = 0.322 p = 0.000, p = 0.000).
Intellectual engagement, deep learning approach, students’ introducing themselves
as learners, regular attendance to lessons increase both academic performance and
the level of learner identity so they might be interpreted as the causes of this positive
correlation.

Discussion, Conclusion and Recommendations

In this study, the students’ consumer orientation level was found at ‘Disagree'
level. In this regard, while Bunce et al. (2017) found similar results; Delucchi and
Korgen (2002), Nixon, Scullion and Hearn (2016), Obermiller, Fleenor and Raven
(2005), Universities UK (2017), and Ikeda, Campomar and Veludo-de-Oliveira (2009)
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observed contrasting findings. They found that students consider themselves as
consumers in higher education. The consumer orientationlevel of studentsin Turkey
is close to Bunce et al.’s result (2017). Financial support of higher education in the UK
is almost totally students” responsibility (Geven, 2015) as in Turkey where 90% of
tuition fee is provided by students (Buyukuslu, 2010) Thus, in these two countries,
similar ratio of tuition fee and proximity of students' consumer orientation might
indicate that there may be positive relationship between ratio of tuition fee and
students” consumer orientation level.

In this research, the item with the highest mean was "If I cannot get a good job
after I graduate, I should have some of my tuition fees refunded." which might mean
that students want to get their tuition fee’s worth. This result was supported by
Barnett (2011), Brown (2011), Clark (2009), Jones-Devitt and Smith (2007), Naidoo
and Williams (2015), Paricio (2017) and Tomlinson’ research results (2016). The item
with the lowest mean is that “It is part of my lecturers’ job to make sure I pass my
courses.”; which contradicts with Koris and Nokelainen’s findings (2015) that
students in marketised universities think that learning, graduating and getting a
diploma are their responsibilities, rather than lecturers’ and universities’. Another
result showed that thelevel of learner identity is at 'Agree' level; which might mean
that students want to be successful, because success provides employment and a
well-paid job, therefore; their learner identity level is high. Similar results were
found out by Abouserie (1995) and Ekinci (2008).

It was also found that females’ consumer orientation level is lower than males’.
Increase in females” education level is important for employment (Yildiz, 2013).
Therefore, it is necessary for women to keep education level high and to improve at
the highest level (Mulligan & Rubinstein, 2008). Yildiz (2013) observed that there is
gender discrimination and low female employment in Turkey. Therefore, women
have to be highly skilled; which might be reason for women’s low consumer
orientation. However, Bunce et al. (2017) found that consumer orientation does not
differ regarding gender; and Douglas, Douglas and Barnes (2006) discovered that
both male and female students describe themselves as consumers.

Regarding age variable, there was no statistically significant difference. However,
Bunce et al. (2017) found that there is a negative relationship between age and
consumer orientation level. This resultis not consistent with study results of Douglas
et al. (2005) that students between 25-29 and 30-34 ages consider themselves more as
consumers than the other age groups. This may stem from conditions in Turkey. In
Turkey, it isalleged that foundation universities do not provide necessary academic,
intellectual, personal and social development for students, which is similar with the
results of Balaban and Cakmak’s (2016) study.

In this study, difference of the level of learner identity regarding age is not
statistically significant. However, lifelong learning skills (Adams, 2007; Koc, 2007)
and factors determining the level of learner identity are similar. Yildiz (2014)
observed that participants' perception of lifelong learning increases as age increases,
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which might lead to an increase in learner identity. But the result of this study does
not support Yildiz’s (2014) findings.

The consumer orientation level differs concerning scholarship rates. Students
with 25% and 50% scholarships have higher consumer orientation than those with
100% scholarship; which are similar with the results of Bunce et al. (2017), Koris et al.
(2015), Tomlinson (2016), Wellen (2005) and Williams (2013). They reveal that
consumer orientation level increases as tuition fee increases. Kaynas (2012) states that
consumers choose products or services to get more benefits; which might be
interpreted that as students want to receive tuition fee back as high quality service,
benefit and satisfaction so they show consumer orientation, which is similar with
Barnett’s (2011) and Jones-Devitt et al.” results (2007).

Moreover, results of this research showed that the learner identity level was
found lower at STEM departments than those at non-STEM departments. Similarly,
Entwistle and Tait (1995) state that at STEM departments, students have more
superficial learning approaches, because STEM departments lead learners to adopt
superficial learning approach, and superficial learning approach is related to low
level of learner identity (Platow, Mavor & Grace, 2013).

As for students’ goal GPA for graduation, there is a significant difference in
students” consumer orientation level. In this context, as goal GPA decreases, the level
of consumer orientation increases; which might be because students see diploma as a
rightinreturn for tuition fee (Naidoo et al., 2005). Students may also have a tendency
to complete higher education with minimum effort (Brown, 2011; Calyson & Haley,
2005), to focus only on diploma rather than learning (Brown, 2011; Brown et al., 2013;
Clark, 2009; Molesworth et al., 2009; Naidoo et al., 2005; Newson, 2004; Nixon et al.,
2016; Nordensvird, 2010; Pathan et al., 2017; Saunders, 2015; Tomlinson, 2014; 2016;
Wellen, 2005; Williams, 2010). This finding is not consistent with the findings of
Bunce et al. (2017), Tomlinson (2014) and Saunders (2015). It was seen in the study
that as goal GPA for graduation decreases, the level of learner identity decreases
which might be because of low motivation towards higher education and therefore;
students have superficial learning approach. Gorard, Smith, May, Thomas, Adnett
and Slack (2006) support this finding.

The results also showed that there is a negative and weak correlation between
academic performance (GPA) and the level of consumer orientation, which is similar
with the result of Bunce et al. (2017). In Alkis (2015) and O'Connor and Paunonen’s
(2007) studies; there is a positive correlation between students’ responsibility and
success. Consumer-oriented students view higher education as service they get in
exchange of tuition fee so students tend to avoid responsibilities (Barnett, 2011;
Jones-Devitt et al., 2007; Naidoo et al., 2005; Naidoo et al., 2011; Nixon et al., 2016;
Williams, 2010); which might cause decrease in academic performance. Alkis (2015)
observed that students are more interested in lectures which they consider
beneficiary. Brackney and Karabenick (1995) also state that there is positive
correlation between students' exam grades and importance they give to lectures.
Thus, while it is expected that consumer oriented students give importance to
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lectures because of employment and high salary opportunity, it is found that there is
a negative correlation between the level of consumer orientation and academic
performance. Therefore, the research result contradicts with the findings of Alkis
(2015) and Brackney et al. (1995).

There is also a positive and low correlation between academic performance
(GPA) and the level of learner identity. Alkis (2015), Brewer and Burgess (2005),
Bunce et al. (2017) and Lawson (2014) assert that regular attendance to lectures
provideshigher grades. Lawson (2014) also observes that students with high learner
identity regularly participate in all lectures, seminars and presentations. Thus, the
fact that participation in lecture increases both the level of student's learner identity
and academic performance might be interpreted as the reason for positive correlation
between the level of learner identity and academic performance. Krause (2005) and
Bunce et al. (2017) states that intellectual engagement is positively related to
academic performance so to the level of learner identity. Thus, intellectual
engagement may be interpreted as the reason. Boyle, Duffy and Dunleavy (2003),
Chan (2003), Ramsden (2000) and Smyth, Mavor, Platow, Grace and Reynolds (2015)
found that students with deep learning approach have internal motivation to learn
and to use learning strategies such as critical thinking and higher-level cognitive
activities. Chan (2003) also states that students with superficial learning approach do
not have motivation towards learning. Bunce et al. (2017) and Platow et al. (2013)
state that people with higher learner identity show deep learning approach. Thus, it
is observed that having deep learning approach affects both the level of learner
identity and academic performance of the students positively. As result, this finding
might be resulted from students” deep learning approach.

A number of conclusions were drawn in this study. First, it was observed that the
level of students’ consumer orientationisat “Disagree” level, and the level of learner
identity was at 'Agree' level. Another result showed that the females’ consumer
orientation level was lower than males’. As for variables, there was no significant
difference between age, and consumer orientation and learner identity levels.
Students with 25% and 50% scholarships had higher level of consumer orientation
than those with 100%. While there was no significant difference in the level of
consumer orientation, the level of learner identity studying at STEM departments
was lower than those studying at non-STEM departments. The level of consumer
orientation of students whose goal GPA for graduation was between (-) -3,00 was
higher than those between 3,50-4,00. The learner identity level of students whose
goal GPA for graduation was between (-) -3,00 was lower than those between 3,00-
3,50, and than those between 3,50-4,00. Negative and low correlation was found
between consumer orientation level and academic performance. A positive and low
correlation was found between learner identity level and academic performance.

Decision-makers for higher education might make arrangements to increase
academic performance by considering the negative correlation between the level of
consumer orientation and academic performance, and positive correlation between
the level of learner identity and academic performance. The decrease in academic
performance might be investigated. There found positive correlation between the
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learner identity level and academic performance. A research might be conducted to
determine ways to increase the learner identity level and to decrease consumer
orientation. A mixed study might be carried out to compare findings. A similar
research can be conducted at public and foundation universities in different regions
and provinces, with graduate and post-graduate students with various samples. The
level of males’ consumer orientation was found to be higher than females’. The
reasons behind it might be examined with another mixed research.
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Vakif Universitesi Ogrencilerinin Tiiketici Yonelim ve Ogrenen Kimlik
Diizeyi ile Akademik Performans1 Arasindaki Tligki

Atf:

Iscan, B., & Balyer, A. (2019). Foundation university students’ consumer orientation
and learner identity levels and their correlations with academic performance.
Eurasian Journal of Educational Sciences, 84, 71-92, DOL: 10.14689/ ejer.2019.84.4

Ozet

Problem Durumu: Sonyillarda yiiksekogretimin piyasaya a¢ilmasi ile tiniversitelerde
tiketici yonelimli o6grencilerden daha fazla soz edilmektedir. Piyasalasan
tiniversitelerde 6grencilerin tiiketici yonelimli 6grenci davranis ve tutumlari {izerine
arastirmalarm artmasma ragmen, 8grencilerin kendini tiiketici olarak gérme diizeyi
tizerine hala yeterli sayida arastrma bulunmamaktadir. Dolayisiyla 6grencilerin
tiiketici yonelimi arastirma yapilmasi gereken bir konu olarak giindeme gelmistir.

Yiiksekdgretimde piyasalasmanm aymt zamanda Ogrencilerin 6grenen kimligi
tizerinde ve dolayisiyla 6grenci kavrami tizerinde farkliliklara yol actig:
dustniilmektedir. Dolayisiyla yapilan bu arastirma ile Tiirkiye’de piyasaya katilan
vakif tiniversitesi 6grencilerinin 6grenen kimlik diizeylerinin ortaya c¢ikarilmasi
hedeflenmektedir. Bu konuda farkl: tilkelerde arastrmalar bulunmasma ragmen
Tirkiye’de alanyazinda yeterince arastrma bulunmamaktadr. Aym zamanda
piyasalasmanm akademik performans ile 6grencilerin tiiketici yonelim ve 6grenen
kimlik diizeyi ile iliskisiniincelemekyiiksekdgretimin kalitesini artirmak i¢in 6nemli
gorilmektedir. Dolayisiyla hem alan yazindaki eksiklikleri tamamlamak hem de
konuyu Tiirkiye baglamimda ¢alismak igin bu arastirmanin yapilmasi hedeflenmistir.
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Aragtirmanm  Amaci: Bu calisma, farkli degiskenlere gore vakif {niversitesi
ogrencilerinin titketici yonelim ve 6grenen kimlik diizeyini ve bunlarm akademik
performans ile arasmmda bir iliskinin bulunup bulunmadigmi belirlemeyi
amaglamaktadir.

Aragtirmann Yontemi: Calisma nicel iliskisel tarama modeline dayal1 yuirtitiilm{istiir.
Arastirmada incelenen degiskenler, vakif {iniversite 6grencilerinin tiiketici yonelim
ve 6grenen kimlik diizeyi ve akademik performanstir. Arastirmanin evrenini, 2017-
2018 egitim-6gretim yilinda Istanbul'daki iki vakif tiniversitesinde 6 grenim goren 376
dgrenci olusturmaktadir. Ogrenciler basit seckisiz srnekleme yontemiyle segilmistir.
Arastirmada veriler, Bunce, Baird ve Jones (2017) tarafindan gelistirilen ve Iscan ve
Balyer (2018) tarafindan Tiirkceye uyarlanan “Ogrenci Tiiketici Yonelim ve Ogrenen
Kimlik Diizeyini Belirleme Olgegi” kullamilarak toplanmistir. Olgek besli likert tipi
bir 6lcektir. Veriler, SPSS 21 istatistik programi kullanilarak analiz edilmistir.

Aragtirmanm Bulgulari: Arastrmada elde edilen sonuglara gore katilimcilarm tiiketici
yonelimi ‘katilmiyorum’ diizeyinde bulunmustur (¥=2,25). Ogrencilerin tiiketici
yonelim diizeyini gosteren en yiiksek madde (¥=2,51) ortalamayla “Mezun olduktan
sonra iyi bir ise giremezsem, okul yapms oldugum ddemelerin bir kismuni geri 6demelidir.”
olarak bulunurken, en diisitk madde ise (¥=1,86) ortalamayla “Hocalarmmun isinin bir
parcast da beni derslerimden gecirmektir.” olarak bulunmustur. Yine diger bir sonuca
gore ogrencilerin dgrenen kimlik diizeyi (¥=3,79), ‘katiliyorum’ diizeyindedir.
Ogrenen kimlik diizeyine ait en yiiksek madde (x=4,49) ortalamayla “Universitede
miimkiin oldugu kadar cok sey dgrenmek isterim.” maddesi iken, en diistik madde,
(¥=3,11) ortalamayla “Derslere hazirlik yaparim.” maddesidir. Kadmlarin tiiketici
yonelim diizeyi (¥=2,08), erkeklere gore (¥=2,51) daha diisiik bulunmustur. Ogrenen
kimlik diizeyinin cinsiyete gore farklihig1istatistiksel olarak anlamlidegildir (p>0.05).
Ogrencilerin tiiketici yonelim ve 6grenen kimlik diizeyi yasa gore istatistiksel
anlamda bir farklilik gostermemistir (p>0.05). Katidlmcilarm tiiketici yonelim
diizeyinin ve 6grenen kimlik diizeyinin smuf diizeyine gore farklilig: istatistiksel
olarak anlamli degildir (p>0.05). Bursluluk durumu degerlendirildiginde, %25 burslu
(¥=2,31) ve 50% burslu (¥=2,24) olanlarm tiiketici yonelim diizeyi, tam burslu
olanlarm diizeyine (¥=1,78) gore daha yiiksek bulunmustur. Ogrencilerin grenen
kimlik diizeyinin bursluluk oranlarma gore farklilig: istatistiksel olarak anlamli
degildir (p>0.05). Katilimclarin tiiketici yonelim diizeyinin boliimlerine gore
farkliligr istatistiksel olarak anlamli degildir (p > 0.05). STEM bolumiindeki
ogrencilerin 6grenen kimlik diizeyi (¥=3,74), STEM boéliimiinde olmayan dgrencilere
(¥=3,94) gore daha diistik bulunmustur. Hedeflenen mezuniyet AGNO'su (-)-3,00
katilimcilarin tiiketici yonelim diizeyi (¥=2,60), hedeflenen mezuniyet AGNO'su
3,50-4,00 olanlara (¥=1,91) gore daha ytiiksek bulunmustur. Hedeflenen mezuniyet
AGNO'su (-)-3,00 (¥=3,55) olan katilimcilarin 6grenen kimlik diizeyi, hedeflenen
mezuniyet AGNO'su 3,00-3,50 (¥=3,78) ve 3,50-4,00 (¥=4,18) olanlara gore daha
dusuktiir. Akademik performans ile tiiketici yonelim diizeyi arasinda negatif yonde
distk kuvvetli bir iliski bulunmustur (r=-0,284 p=0.001, p=0,000). Akademik
performans ile 6grenen kimlik diizeyi arasnda pozitif yonde diistik kuvvetli bir
iligki tespit edilmistir (r= 0,322 p=0.000, p=0,000).
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Arastirma Sonuglart ve Oneriler: Arastirmada elde edilen sonuglara gore, 6grencilerin
tiiketici yonelimleri ‘katimiyorum’; 6grenen kimlik diizeyi ise ‘katiliyorum’
diizeyindedir. Kadmlarm tiiketici yonelim diizeyi, erkeklerin tiiketici yonelim
diizeyine gore daha diisiik iken; 6grenen kimlik diizeyi cinsiyete gore anlamli
farklilik gostermemektedir. Tiiketici yonelim ve 6grenen kimlik diizeyi, yasa gore
anlamlibir farklilik sergilememektedir. Tiiketici yonelim diizeyi ve 6grenen kimlik
diizeyi Ogrencilerin  bulundugu smif diizeyine gore anlamli farklilik
gostermemektedir. %25ve 50% burslu olanlarm tiiketici yonelim diizeyi, tam burslu
olanlarm tiiketici yonelim diizeyine gore daha yiiksek iken; 6grenen kimlik diizeyi
bursluluk oranmna gore anlamlifarklilik gostermemektedir. Tiiketici yonelim diizeyi
bolime gore anlamli farklilik gostermezken, STEM bolumiindeki 6grencilerin
ogrenen kimlik diizeyi, STEM bolumiinde olmayan dgrencilerin dgrenen kimlik
diizeyine gore daha distiktiir. Hedeflenen mezuniyet AGNO'su (-)-3,00 olan
ogrencilerin tiiketici yonelim diizeyi, hedeflenen mezuniyet AGNO'su 3,50-4,00 olan
ogrencilerin tiiketici yonelim diizeyine gore daha ytiksektir. Hedeflenen mezuniyet
AGNO'su (-)-3,00 olan dgrencilerin 6grenen kimlik diizeyi, hedeflenen mezuniyet
AGNO'su 3,00-3,50 ve 3,50-4,00 olan 8grencilerin 6grenen kimlik diizeyine gore daha
dustikttir. Tuiketici yonelim diizeyi ile akademik performans arasmda negatif yonde
distik biriliski var iken, 6grenen kimlik diizeyi ile akademik performansi arasmda
pozitif yonde diistik bir iliski vardir.

Yiiksekogrenim alaninda politika gelistirenler, vakif tiniversitelerinin tiiketici
yonelim diizeyi ile akademik performans arasmdaki negatif iliski ve 6grenen kimlik
diizeyiile akademik performans arasindaki pozitif iliskiyi dikkate alarak akademik
performansiartirmaya yonelik diizenlemeler yapabilirler. Boylece tiiketici yonelim
diizeyi arttikca, akademik performanstaki diistisiin nedenleri arastirilabilir. Ayrica,
ogrenen kimlik diizeyi ile akademik performans arasindaki pozitif iliskiye
dayanarak, 6grenen kimlik diizeyini artrrmak icin ne yapilmasi gerektigi konusu
yurtitiilecek olan karma bir arastirma yontemiyle karsilastirilabilir. Yine benzer bir
arastrma devlet {niversitelerinde, farkli bolgelerdeki ve illerdeki vakif
tiniversitelerinde de yapilabilir. Benzer bir arastirma lisans, lisanstistii ve doktora
diizeylerine yiriitiilebilir ve lisans 6grencileriyle karsilastirilabilir.

Anahtar Kelimeler: Akademik performans, neoliberalizm, 6grenen kimlik, tiiketici
kimligi, vakif tiniversitesi.

This study was produced from Betul ISCAN's thesis “Investigation of The
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