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KURESEL TUKETICIi KULTURU TEMELINDE KULTURLESME ve
KiSISEL iSTEKLER: GENC YETiSKINLERDEN BULGULAR

Umut KUBAT DOKUMACT '
Eyyup YARAS?

(074

Bu makale, gegis ekonomisinde kiiresel tiiketici kiiltiiriine kiiltiirlesme (KTKK) ve kisisel
istekler arasindaki iliskileri agiklamay1 amaglamaktadir. Onceki yazin kiiresellesmenin
maddiyatc1 degerleri tesvik ettigini belirtmektedir. Ancak her zaman durum bu sekilde
midir? Bu calismada, kiiresel tiiketici kiiltiirii temelinde kiiltiirlesme ve kisisel istekler
arasindaki iligkileri test etmek i¢in bir yapisal esitlik modeli uygulanmistir. Aragtirma
verileri 6grencilerden olusan 315 kisiden elde edilmistir. Calismanin bulgulari, KTKK
Olgeginin baz1 boyutlarnin finansal basar1 gibi maddi isteklerle olumlu ydnde iligkili
oldugunu ortaya koymaktadir. Ancak, KTKK Olceginin bir boyutu olan kozmopolitlik,
kendini kabul etme gibi igsel isteklerle de olumlu yonde iligkidedir. Makalenin kiiresel
tilketici kiiltliriine kiiltiirlesmenin geng nesilleri nasil etkiledigine dair ilgisi olan
akademisyenler ve uygulayicilar i¢in dnemli ¢ikarimlar: bulunmaktadir.

Anahtar kelimeler: Kiiresel tiiketici kiiltiirii, digsal istekler, kozmopolitlik, i¢sel istekler,
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ACCULTURATION TO GLOBAL CONSUMER CULTURE AND
PERSONAL ASPIRATIONS: EVIDENCE FROM YOUNG ADULTS

ABSTRACT

This paper explains the associations between acculturation to global consumer culture
(AGCC) and personal aspirations among young adults in a transitional economy. Previous
literature suggests that globalization promotes materialistic values. However, is it always
the case? This study used SEM to test the relations between AGCC and personal aspirations.
Data were gathered from 315 participants who were students. Findings of the current
study suggest that some dimensions of AGCC have been positively related to extrinsic
(materialistic) aspirations (e.g. financial success). But, the cosmopolitanism dimension
of the AGCC scale has also been positively associated with intrinsic aspirations (e.g.
self-acceptance). The paper has important implications for academics and practitioners
interested in understanding how acculturation to global consumer culture affects the
motivations of younger generations.

Keywords: Global consumer culture, extrinsic aspirations, cosmopolitanism, intrinsic
aspirations, young adults
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1. Giris

Kiiresellesmenin, diinya iizerinde paylasilan anlamlar ve istekler olusturmada
doniigtlrtcl bir etkisi vardir. Kiiresellesme, tiiketicilerin hayatlarina girmistir
ve onlarin diisiince yapilarini da degistirmis gibi goriinmektedir. Artik, tiiketici
kiiltiirlesmesi olarak adlandirilan bir durum mevcuttur. “Tiketici kiiltiirlesmesi
kiiltiirlesmenin alt kiimesi olup bireylerin tiiketici kiiltiiriine uygun olan bilgi,
yetenek ve davranislart nasil edindiklerine odaklanmaktadir” (Pefialoza, 1989).
Kiltiirlerarast degis tokusu tesvik eden durumlar giincel kiiltiir degisimlerine
neden olmaktadir. Cleveland ve Laroche (2007) tiiketici davranisi lizerine kiiresel
ve yerel kiiltiirel etkilerin karmasik etkilesimini incelemiglerdir ve kiiresel tiiketici
kiiltiiri temelinde kiiltiirlesmeyi (KTKK) 6lgmek {izerine ¢cok boyutlu bir 6lgek
gelistirip gegerliligini dogrulamislardir. KTKK “kiiresel tiiketici kiiltiiriine 6zgi
bilgi, yetenek ve davranislar1 edinme” siirecidir (Cleveland ve Laroche, 2007:
252).

Bazi ¢alismalar, KTKK’y1 pazarlama cergevesinde incelemislerdir. Ornegin,
Durvasula ve Lysonski (2016) KTKK nin pazar bdliimlemede kullanilabilecegini
ve tiiketici kiiltiirtine kiiltiirlesen tiiketicilerin ayr1 bir pazar bolimil
olusturabilecegini belirtmislerdir. Pazarda kiiresellesme, pazarlamacilari kiiresel
tiiketicileri tek tip kampanyalarla cezbetmeye itmektedir (Westjohn vd., 2012).

KTKK’nin tiiketici davranisi iizerine etkisini inceleyen ¢aligmalar da mevcuttur.
Ornegin, Carpenter vd. (2013) KTKK’nin demografik ve kiiltiirel unsurlarmi
arastirmiglardir. Kiiresel kiiltiirlesmenin uluslararasi perakendecilere yonelik
etnosentrizme etkilerini incelemislerdir. Cleveland vd. (2016b) milli kimligin
ve KTKK’nin tiiketime etkisini incelemislerdir. Bu yapilar sekiz iiriin
kategorisinde 54 davranigla, tiiketici etnosentrizmi ve materyalizmle iligkilidir.
Cleveland vd. (2015b) Japon etnik kimliginin ve KTKK’nin materyalizm ve
tilketici etnosentrizmi ile baglantisini incelemislerdir. Aynm1 zamanda Japon
titketicileri Japon etnik kimliginin giiciine ve KTKK durumuna gore segmentlere
ayirmiglardir. Cleveland vd. (2013) kiiltiirel kiiresellesme (KTKK), Liibnan etnik
kimligi, dindarlik, bireysel degerler (Schwartz) ve tiiketimle iliskili degerler
(materyalizm ve tiiketici etnosentrizmi) ve gesitli tiikketim davranislar1 arasindaki
iligkileri arastirmiglardir. Sonugta dindarlik ve tiiketici etnosentrizminin etnik
kimlikle olumlu yonde iligkili oldugu bulunmustur. Ancak, bu calismalar
geng bireylere odaklanmamustir. Carabelli ve Lyon (2016)’m belirttigine gore
“genc bireyler, nesiller arasi iligkilerde digerlerinin ve toplumun gelecekle
ilgili umutlarinin tastyicist olarak konumlanmaktadirlar.” Dolayisiyla, kiiresel
tiikketimin geng bireylerin istekleri tizerindeki etkisini anlamak 6nemlidir. Arnett
(2002) de gelismekte olan iilkelerdeki geng tiiketicilerin kiiresellesmeye adapte
olma siirecinde olduklarimi vurgulamislardir. Bu kisiler hem kiiresel hem de
yerel kimlikleri ayn1 anda barindirabildiklerini belirtmislerdir. Bu bulgu, kiiresel
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tiiketim kiiltliriine kiiltiirlesme agamasinda olduklarint géstermektedir.

Mevcut c¢alismalar KTKK’nin materyalizmle iliskili oldugunu belirtse de
(Cleveland vd., 2013; Cleveland vd., 2015; Cleveland vd., 2016b), dissal istekler
ve KTKK arasindaki baglantilar heniiz arastirilmamistir. Bu ¢alismada KTKK
boyutlar1 ve digsal istekler arasindaki iligkiler yakinen incelenerek yazindaki
bosluk doldurulacaktir. Ayrica, ¢alismada KTKK boyutlarindan kozmopolitligin
icsel isteklerle iliskisi arastirilmaktadir. Aragtirmalar, kiiresel tiiketimin igsel
isteklere etkisini heniiz ortaya koymamastir.

Istekler insanlar1 harekete iten temel psikolojik ihtiyaclarla baglantili oldugu
icin kisinin ulagmak istedigi amagclarla tutarli olan davraniglara dogrudan etki
etmektedirler (Truong vd., 2010). Istekler markayla iliskili yapilar1 (Truong vd.,
2010; Razmus vd., 2017), likks tikketim davranigint (Truong vd. 2010; Truong ve
McColl, 2011), kompulsif satin alma davranisini (Otero-Lopez ve Villardefrancos,
2015), ya da aligveris faaliyetlerini (Goldsmith vd., 2011) de etkilemektedir. Bu
nedenle, istekleri daha fazla incelemek 6nem tagimaktadir.

Bu ¢alismanin ilk amaci Tiirkgeye cevrilen kisisel istekler ve tiiketici kiiltiiriine
kiiltirlesme (KTKK) o6lgeklerinin gilivenirligini ve yapisini test etmektir.
Calismanin temel amaci ise KTKK boyutlarmin kisisel isteklerle iliskisini
incelemektir. KTKK boyutlar1 ve istekler arasindaki iligkinin anlagilmasi
akademisyenlere ve pazarlamacilara geng tiiketicilerin amag¢ ve davraniglarini
anlamada yardimc1 olacaktir. Sonraki boliimlerde galismanin teorik altyapisi ve
arastirma hipotezleri ile arastirma sonuglari verilmistir.

2. Kavramsal Ge¢mis ve Arastirma Hipotezleri
2.1. Kiiresel Tiiketici Kiiltiiriine Kiiltiirlesme

Kiiresel tiiketici kiiltiirii “tek bir lilke yerine milli kiiltiirlerin 6tesinde gergeklesen
daha genis bir grupla iliskili kiiltiirel varlik” olarak tanimlanmistir (Alden vd.,
1999). Cleveland ve Laroche (2007) tiiketicilerin kiiresel tiiketici kiiltiiriine
yonelimlerini ve kiiresel tiketim kiiltliriiyle ilgili 6znel izlenimlerini 6lgmek
icin bir yaklasim gelistirmiglerdir. Bu yaklagimla kiiresel tiiketici kiiltiiriiniin
yedi boyutu oldugunu belirlemislerdir. Bunlar: Kozmopolitlik (KOZ), ¢ok uluslu
sirketlerin pazarlama faaliyetlerine maruz kalma (PFM), Ingilizceye maruz
kalma/ Ingilizce dilinin kullanim1 (IDK), seyahat, go¢ ve yabancilarla irtibati
iceren sosyal etkilesimler (SE), kiiresel/yabanci kitlesel medyaya maruz kalma
(KMM), kiiresel tiiketici kiiltiiriine agiklik ve 6zenme (TKO) ve kendini kiiresel
tiikketici kiltiiriiyle tanimlamadir (TKT). Asagidaki paragraflarda KTKK’nin
yedi boyutu aciklanmistir.

Kozmopolitler “kendilerini diger kiiltlirlerde de evlerinde oldugu gibi hisseden
entelektiiellerdir” (Konrad 1984: 209). Medyanin kiiltiiri yonlendirici giicli
nedeniyle bir kisi kendi memleketinden digar1 ¢ikmadan da kozmopolit olabilir
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(Hannerz, 1990). Kozmopolit olarak nitelendirilmek i¢in bir kisi diinya kiiltiirlerini
yeterince deneyimleyecek esneklige ve yetenege sahip olmalidir (Cleveland ve
Jamal 2015). Kozmopolit bir birey ayni anda hem yerel hem milli hem de kiiresel
kimlige sahip olabilir (Kurasawa, 2004).

Cok uluslu sirketlerin pazarlama faaliyetlerine maruz kalma diger bir boyut olup;
kisinin ¢ok uluslu ya da kiiresel sirketlerin pazarlama ve reklam faaliyetlerine ne
kadar maruz kaldigiyla ilgilidir (Cleveland ve Laroche, 2007).

Ingilizceye maruz kalma veya Ingiliz dilinin kullanimui iletisimde Ingilizcenin
kullanilmas1 ve bu dile ne kadar maruz kalindigiyla ilgilidir. ingilizce konusanlarin
sayisinin tim diinyada artmasi kiiresel pazarlama ve reklam faaliyetlerini
kolaylastirmaktadir. Internet, TV, Sinema ve diger medya araglar1 sayesinde
Ingilizce kullanimi biitiin diinyada yayilmistir. Ingilizce bilim dili haline de
gelmistir (Cleveland ve Laroche, 2007), ve ayn1 zamanda .. .uluslararasi iglerde,
diplomaside, uluslararasi kuruluslarda, turizm ve havacilikta ortak iletisim dili
olmustur” (Huntington, 1996, 39).

Kiiltiirel degisim is veya tatil seyahatleri, uluslararasi g¢alismalar ve go¢
sayesinde de gerceklesmektedir (Cleveland ve Jamal, 2015). Farkl kiiltiirlerden
kisilerin sosyal etkilesimlerinin artmasi da kiiresel tiiketici kiiltliriiniin gegisini
kolaylastirmaktadir (Cleveland vd., 2015).

Kiiresel/kitlesel medyaya maruz kalma tiiketim sembollerinin (6rn. markalar)
ve kiiresel tiiketim kiiltiiriiyle iliskili degerlerin olusturulmasi, 6grenilmesi ve
paylasiminda rol oynar (Alden vd., 1999). Kiiresel tiiketici kiiltiiriine kiiltiirlesen
titketici kiiresel tiiketim kiiltlirline 6zgii yasam tarzi ve inang sistemlerine uyum
saglamaya calismaktadir. Ozellikle ergenler ve gengler kiiresel medyayla aktarilan
tilketim sembolii olan nesne ve deneyimleri arzu etmektedirler. Bdylelikle
tilketiciler zevk ve tutumlarinda benzerlik gostermekte ve ortak marka gruplarim
tilketmektedirler (Alden vd., 1999).

Kiiresel tiiketici kiiltiirline aciklik ve Ozenme tiiketicilerin kiiresel tiiketici
kiiltiiriini kabul etmeye ne kadar agik olduklarimi 6lgmektedir (Durvasula ve
Lysonski, 2016). Cleveland ve Laroche (2007)’nin bildirdigine gore pek ¢ok
arastirmaci baska iilkelerin yasam tarzina hayranlik duyan tiiketicilerin o iilkenin
mallart gibi tiikketim sembollerine sahip olmay1 arzuladiklarini belirtmislerdir.
Kozmopolit sayilmayan tiiketiciler de sembolik anlamalar1 nedeniyle kiiresel
iriinlerle bag kurmakta ve bu iirlinleri satin almaktadirlar (Cleveland vd., 2015).

Kendini kiiresel tiiketici kiiltiiriiyle tanimlama (KTT), “kiiresel tiiketici kiiltiirini
kendine yakistirip kendini bu sekilde tanimlamaktir” (Cleveland ve Laroche
2007: 255). Bireylerin kendini kiiresel tliketici kiiltliriiyle tanimlama derecesi
onlarin diisiinme ve davranis sekillerini etkiler. Bu da bireyin satin almak tizere
uluslararast lirtinleri aramasina ve kiiresel bir tiikketici olmasina yol acar (Cleveland
ve Jamal, 2015).
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2.2. Kisisel Istekler

Oz-belirleme teorisine gore kisiler digsal ya da igsel isteklerle motive olabilirler
(Ryan ve Deci, 2000). I¢sel amaglar (6rn. istekler) 6z kabul (OK), toplumsal
hisler (TH), baglanma (B), ve fiziksel sagligi (FS) icermektedir. Digsal amaglar
ise finansal bagar1 (FB), sosyal yonden fark edilme (SF) ve ¢ekici bir goriintisii
(CG) icermektedir (Kasser ve Ryan, 2001). Bireyler, onlarin en kritik psikolojik
ihtiyaglariyla tutarli olan amaglara ulagmanin pesine diiserler (Truong vd.
2010). Igsel amaglara ise otonom nedenlerle ulasmaya cahisilir (Kasser ve
Ryan, 1996). Igsel isteklendirme bir isi yapmanin getirdigi zevk ve tatminden
kaynaklanmaktadir (Ryan ve Deci, 2000). Digsal yonden motive edilen faaliyetler
verdikleri keyiften ziyade kazandirdiklar1 odiiller nedeniyle gerceklestirilirler.
Digsal motivasyonda sosyal unsurlarin da 6nemi vardir. Digsal amaglarin pesine
diisen kisiler digerlerinin kendilerini nasil algiladigiyla ilgilenme egilimindedirler
(Ryan ve Deci, 2000). Boylelikle, isteklerin motivasyonu ve sonugta davranist
etkiledigi distiniilmektedir (Kasser ve Ryan, 1996).

Aragtirmacilar kisisel isteklerin tiiketici davranisindaki yerini incelemiglerdir.
Ornegin, Truong vd. (2010) digsal isteklerin liiks mallar1 tiiketmekle olumlu yonde
iligkili oldugunu bulmuslardir. Otero-Lopez ve Villardefrancos (2015) tarafindan
gerceklestirilen calismada kompulsif satin alma egilimi yliksek tiiketicilerin digsal
istek puanlarinin da yliksek oldugu belirlenmistir. Arastirmalar digsal isteklerin alis
veris davranisini da tahmin etmektedir ki alis veris davranis1 da hem erkeklerde
hem de kadinlarda ¢ekici goriinmekle iliskilidir (Goldsmith vd., 2011). Razmus
vd. (2017) tarafindan degisik yas gruplarindan olusan tiiketicilerle gerceklestirilen
arastirmanin sonuglari ¢ekici bir goriiniisiin benlik temelli marka baglilig: ile de
ilgili oldugunu gostermistir.

Onceki bulgular digsal motivasyonlarin tiiketici davranisini agiklamada énemli
oldugunu gostermektedir. I¢sel isteklerin buradaki rolii nedir? Razmus vd. (2017)
0z kabul, baglanma ve toplumsal hisler gibi i¢sel isteklerin benlik temelli marka
baghilig ile negatif yonde iliskili oldugunu bulmuslardir. Icsel isteklerin liiks
iiriin tiiketimiyle Truong vd. (2010) ve gosterisei tiiketimle (Truong ve McColl,
2011) negatif yonde iliskili oldugu; kalite arama istegi ve kisinin kendine yonelik
liiks tiikketimle olumlu yonde iliskili oldugu da belirlenmistir (Truong ve McColl,
2011).

Mevcut arastirmalarin sonuglart KTKK nin materyalizmle olumlu yonde iliskili
oldugunu gostermistir (6rn. Cleveland vd., 2015; Cleveland vd., 2016b). Digsal
istekler materyalizmle yakin iliskilidir (Otero-Lopez ve Villardefrancos, 2015).
Onceki aragtirmalar digsal isteklerin goreli 5nemi yiiksek oldugunda materyalistik
egilimlerin giiclii oldugunu da gostermistir (Unanue vd., 2016). Bu verilere
dayanarak asagidaki hipotez onerilmistir:
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HI1. KTKK boyutlar: digsal istekleri olumlu yonde yordamaktadir.

Teorik model Sekil 1°de goriilebilir.

Sekil 1. Arastirma Modeli 1
*Kisaltmalarin agiklamalart Tablo 2 ve Tablo 3’de verilmistir.

Mevcut arastirmalarda KTKK ve igsel istekler arasindaki iligski incelenmemistir.
Belirli 6zellikleri nedeniyle igsel istekleri incelerken bu makalede KTKK’nin
kozmopolitlik boyutuna odaklanilacaktir. Kozmopolitlik “farkli kdltiirlerle
isteyerek yakin iliskiler kuran ve bunlar arasinda gecis yapabilen kisileri
tanimlayan bir egilimdir” (Hannerz, 1990; Cleveland ve Laroche, 2007). Medyanin
kiiltiir sekillendirici 6zelligi nedeniyle bir kisi kendi iilkesinden ayrilmadan da
kozmopolit olabilir (Hannerz 1990). KOZ kiiltiirel degerler olan duygusal ve
zihinsel otonomi ile kisisel degerler olan iyilikseverlik ve 6z yonelimle olumlu
yonde iligkili bulunmustur (Cleveland vd., 2011). Bu degerler i¢sel motivasyon
unsurlar1 olan toplumsal hisler ve 6z kabulle benzer anlamdadirlar. (Kasser ve
Ryan, 1993: 411) tarafindan tanimlandigi sekliyle, “toplumsal hislerle ilgili istekler
bir kisinin faaliyetleriyle diinyay1 daha iyi bir yer haline getirmekle alakalidir”
ve “6z kabul 6z saygi ve otonomi ile ilgili istekleri degerlendirmektedir.” Bu
nedenle agagidaki hipotezler dnerilmistir:

H2a. KTKK’min kozmopolitlik boyutu toplumsal hisleri olumlu ydnde
yordamaktadir.

H2b. KTKK 'min kozmopolitlik boyutu 6z kabulii olumlu yonde yordamaktadur.
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Teorik model Sekil 2°de goriilebilir.

Kozmopolitlik

Sekil 2. Arastirma Modeli 2

Toplumsa
hisler

Asagidaki tabloda KTKK konusunda geg¢miste yapilan c¢aligmalarin Ozeti

goriilebilir.

Tablo 1. KTKK Konusunda Literatiir Ozet Tablosu

Yazarlar Yil Metodoloji Temel bulgular
Carpenter vd. 2012 N=492 katilimci, anket  Jenerasyonlar arasinda KTKK
caligmast bakimindan farkliliklar vardir.
Carpenter vd. 2013 N=492 katilimci, anket KTKK gida ve moda sektoriinde
caligmast etnosentrizmi etkilemektedir.
Cleveland vd. 2013 N=399 katilimci, anket KTKK materyalizmle iligkilidir.
¢alismast
Cleveland vd. 2015b  N=320 katilimci, anket KTKK materyalizmle olumlu yonde
caligmast tiiketici etnosentrizmi ile olumsuz
yonde iligkilidir.
Cleveland vd. 2016a 8 farkl iilkeden KTKK materyalist degerlerle iligkilidir.
2000’den fazla
katilime1, anket
calismasi
Cleveland vd. 2016b 2 farkl iilkeden KTKK materyalizmle iligkilidir.
433 katilimci, anket
calismasi
Cleveland ve 2007  N=161 katilime1 ve KTKK Olgegi gelistirilmistir.
Laroche N=400 katilimci, anket
caligmalar1.
Czarnecka vd. 2020  N=594 katilimc1, anket KTKK dikey bireycilik ve
calismast toplulukculuk degerleri ile diirtiisel
satin alma arasindaki iliskide arabulucu
role sahiptir.
Czarnecka ve 2019  N=426 katilimct, anket KTKK diirtiisel satin alma davranisi ile
Schivinski calismasi olumlu yonde iligkilidir.
Das ve Mukherjee 2020  N=385 katilimci, anket KTKK etnik kimligin 3 boyutunu
calismasi olumsuz yonde etkilemektedir.
Durvasula ve 2016 4 farkli tilkeden Olgek gegerliligi gosterilmistir.

Lysonski

N=480 katilimci, anket
caligmast

KTKK nin tiiketici etnosentrizmi ve
materyalizmle iliskisi bulunmaktadir.
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Frank ve 2016  N=394 katilimc1, anket KOZ ve KTT kiiresel markalar i¢in
Watchravesringkan ¢alismast algilanan marka degerini olumlu

etkilemektedir. KMM ve PFM ise
olumsuz etkilemektedir.

Lysonski ve 2013  N=165 katilimc1, anket KTKK tiiketici etnosentrizmi ile

Durvasula calismast materyalizmi bir 6l¢iide etkilemektedir.

Mann vd. 2018  N=407 katilimci, anket ~ Batiya kiiltiirlesme (KTKK’dan alinan
calismast maddelerle dl¢iilmiis) geng, sehirli

Hintli tiiketicilerin bat1 markalarini
satin alma niyetine etki etmektedir.

Putri 2021  N=250 katilimc1, anket KTKK’nin baz1 boyutlar1 kozmetik
¢alismast sektoriinde marka tutumu ve satin alma

niyetine etki etmektedir.

Sobol vd. 2018  N=265 ve N=189 KTKK, ozellikle kiiresel kiiltiirle
katilimcinin oldugu 2 bagdaslasan elektronik, liiks tirtinler
anket caligmast gibi iiriinlerle baglantilidir.

Yaprakli ve Keser 2016 ~ N=3371 katilimc1 KTKK gida ve kozmetik iiriinleri gibi
bulunan anket birkag {irlin kategorisinde tiikketim
caligmast aligkanliklarina etki etmektedir.

3. Yontem

3.1. Katihmcilar ve Siirec

Calisma istekleri Olgtiigli icin Uiniversite Ogrencileri bu arastirma i¢in uygun
goriilmiistiir. Ornekleme metodu olarak kolayda 6rnekleme metodu tercih
edilmistir. Katilimeilar, ilkenin farkli bélgelerinden gelen, tniversitemizde
Ogrenim gormekte olan 315 lisans Ogrencisidir. Geng bireyler kisisel istekler
konusunu ¢alismak icin 6zellikle dikkat ¢ekici bir gruptur. Katilimcilarin %43’
kadindir ve yas ortalamasi 22’dir.

Biitiin katilmcilardan onay alinmis ve KTKK ile kisisel istekleri 6l¢en bir anket
katilimcilara dagitilmistir. Aragtirmada yiiz yiize anket yontemi kullanilmistir.
Veriler 2017-2018 arasinda toplanmuistir.

3.2. Kullanilan Olgekler

Aragtirmada kisisel istekleri 6lgmek i¢in Kasser ve Ryan (1996)’dan alinan 32
maddelik Kisisel Istekler Endeksi kullanilmistir. Maddeler “hi¢ énemli degil”
den “gok onemli” ye dogru degisen 7 noktali bir 6lgekle dlgiilmiistiir. Fiziksel
saglik boyutu, kisisel istekler ile tiikketici davranisini inceleyen diger ¢alismalarda
oldugu gibi ¢alismaya dahil edilmemistir (6rn. Truong ve McColl, 2010; Unanue
vd., 2016; Razmus vd., 2017). KTKK 6l¢egi ise Cleveland ve Laroche (2007)
ile Cleveland vd. (2013)’den uyarlanmistir. SE boyutu yabanci iilkelere seyahate
iligkin oldugu i¢in bu boyut ¢aligmaya dahil edilmemistir.

Konuda uzman iki kisi anket maddelerini Ingilizceden Tiirkgeye ¢evirmistir daha
sonra baska iki uzman Tiirkgeye cevrilen anketi tekrar Ingilizceye cevirmis ve
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karsilastirma yapmistir. Bundan sonra iki dile de hakim olan yedi kisi terciime
edilen anketi orijinal ingilizce haliyle karsilastirmis kavramsal farkliliklar olup
olmadigini kontrol etmislerdir.

3.3. Ol¢cek Gegerliligi

Olgeklerin gegerliligini test etmek igin Oncelikle agimlayici faktdr analizi
uygulanmistir. Analizde Varimax rotasyonu ile faktor c¢ikarimi yapilmistir.
Kisisel Istekler Endeksi igin Bartlett Testi anlamli ¢ikmustir, x> = 3718,63 df =
210 p <,001 ve Kaiser Meyer Olkin degeri ,83 olarak goriilmiistiir. Bu degerler
orneklemin yeterli olduguna ve maddelerin faktorlesmeye uygun olduguna
isaret etmektedir (Field 2013). Paylasilan varyans1 diisiik olan (< ,5; Hair vd.,
2014) ya da capraz yiiklemeleri yiiksek olan (> ,4; Hair vd., 2014) 7 madde
Olcekten cikarilmislardir. Sonugta toplamda 6 boyut (50 madde) varyansin
%70’in1 agiklamaktadir.

KTKK 6l¢egi igin de Barttlett Testi anlamli bulunmustur, x> = 7896,96 df =741 p <
,001 ve Kaiser Meyer Olkin degeri ,88 olarak ¢ikmistir. Bu degerler de 6rneklemin
yeterli oldugunu ve maddelerin faktérlesmeye uygun oldugunu gostermektedir
(Field 2013). Istekler Endeksinde uygulanan yontemle diizgiin yiiklenmeyen
maddeler elimine edilmistir. Sonugta 6 boyut (21 madde) varyansin % 66’sim1
aciklamaktadir. Iki dlgek ve alt Slcekleri giivenirlik bakimindan incelenmis ve
giivenilir olduklar1 belirlenmistir (Cronbach a >,79).

Kalan maddeler 6lg¢eklerin gecgerliliginin ¢apraz kontrolii amaciyla AMOS
18 programi kullanilarak dogrulayici faktdr analizine tabi tutulmustur. Once
KTKK Olgegi i¢in daha sonra Kisisel Istekler Endeksi i¢in dogrulayici faktor
analizi yapilarak Ol¢egin yapir gegerliligi dogrulanip onaylanmistir Standart
faktor yiikleri ,45°ten kii¢iik olan maddelerin paylasilan varyansinin diisiik
oldugu kabul edilmektedir (Meade ve Bauer 2007). Bu yiizden bu tiir maddeler
modellerden ¢ikarilmistir. Bu asamadan sonra KTKK Olgeginin TKO
boyutunda sadece 2 madde kalmistir. 3’den az madde sayisina sahip faktorler
genelde zayif olarak nitelendirilirler. Bu nedenle TKO boyutu modelden
cikarilmistir. Son durumda KTKK Olgeginin 5 boyutu ve 25 maddesi Istekler
Endeksinin ise 6 boyutu ve 18 maddesi kalmistir. Olcek maddeleri Tablo 2 ve
Tablo 3’de verilmistir.

Belirtilen uyum indeksleri son modelin iyi bir uyum gosterdigine isaret etmektedir
(KTKK Olgegi: > = 525,16; df = 257, p < ,001; IFI = ,95; TLI ,94; CFI = ,95;
RMSEA = ,06) (Hu ve Bentler, 1999). Benzer sekilde Istekler Endeksi icin de
veriler modele iyi bir uyum saglamistir (32 = 246,63; df = 120, p <,001; [FI1=,96;
TLI,95; CFI =,96; RMSEA = ,06).

Tablo 2. KTKK Olcegi Maddeleri, Yap1 Gegerliligi ve Giivenirlik
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Boyut/Madde Faktor Cronbach Yapi AVE
yiiki alfa giivenirligi
(CR)

Kozmopolitlik (KOZ) ,94 ,93 ,62
Bagka iilkelerde yasayan insanlar hakkinda daha ¢ok ,70
bilgi edinmek ilgimi ¢eker.
Farkli yasam tarzlar1 hakkinda bilgi edinmekten ,70
hoslanirim.
Diger iilkelerden olan insanlarin kendine 6zgii goriis ,85

ve yaklasimlarini 6grenmek i¢in onlarla bir arada

olmaktan hoslanirim.

Farkli kiiltiirlerden yiyecekler sunan restoranlari ,75
denemek hosuma gider.

Diger iilkelerden veya kiiltiirlerden olan insanlarla fikir ~ ,87
aligverisinde bulunmaktan hoslanirim.

Diger iilkelerden olan insanlardan ne 6grenebilecegimi  ,94

anlamak i¢in onlar1 gdzlemlemek hosuma gider.

Diger iilkelerden olan insanlar ufkumu agar. ,70

Farkli tilkelere ait yiyecekleri denemekten keyif alirim.  ,69

Bagka kiiltiirlerden insanlarla temas kurmak bana ,69

oldukea fayda saglamistir.w

Cok uluslu sirketlerin pazarlama faaliyetlerine maruz .88 ,85 ,59
kalma (PFM)

TV’de sik sik iilke disindan gelen {iriinlerin 81

reklamlarini goriiyorum.

Yabanci ya da kiiresel tiriinlerin reklamlart her yerde. ,89

Sehrimde yabanci ve kiiresel {irlinlerin reklamini ,69

yapan pek ¢ok afis ve reklam tabelas1 bulunmaktadir.

Gazete okurken pek ¢ok yabanci ya da kiiresel iiriin ,66

reklami ile karsilastyorum.

Ingilizceye maruz kalma Ingilizce dilinin kullanimi ,85 ,87 ,64
(IDK)

Ingilizce konusurken ¢ok rahat hissederim. ,78

Ailem ya da arkadaslarimla sik sik Ingilizce ,90

konusurum.

Diizenli olarak Ingilizce konusurum. ,88

Okudugum ders kitab1 ve makalelerin ¢ogu ,88

Ingilizcedir.

Kiiresel/yabanci kitlesel medyaya maruz kalma ,87 ,86 ,56
(KMM)

Sevdigim oyuncularin bazilar1 Hollywood’dandir. ,65

ABD’de popiiler olan miizikleri dinlemekten ,79

hoslanirim.

Avrupa filmlerini izlemekten hoslanirim. 72

Sevdigim oyuncularin bazilari Avrupalidir. ,82
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Avrupa iilkelerinde popiiler olan miizikleri ,74

dinlemekten hoslanirim.

Kendini kiiresel tiiketici kiiltiiriiyle tanimlama ,84 ,86 ,69
(KTT)

Giyim tarzim yabanci ya da kiiresel firmalarin ,74

reklamlarindan etkilenir.

Yabanci ya da kiiresel markalarin reklamlarinin benim ,82

giyim tercihim tizerinde giiglii bir etkisi vardir.

Diger iilkelerdeki benim neslimdeki kisilerin moda 92

olan giysilerine dikkat ederim.
Tablo 3. Kisisel istekler Endeksi Maddeleri, Yap1 Gegerliligi ve Giivenirlik
Boyut/Madde Faktor Cronbach Yapi AVE

yiikii alfa giivenirligi
(CR)

Finansal basar1 (FB) ,89 ,88 72
Sosyal statiisii yiiksek bir isinizin olmasi ,88

Odemesi iyi olan bir isinizin olmas1 ,89

Finansal agidan basarili olmaniz. 77

Sosyal yonden fark edilme (SF) ,88

Isminizin pek ¢ok kisi tarafindan bilinmesi ,83

Pek ¢ok kisinin Size hayran kalmasi ,94

Unlii olmaniz ,73

Cekici bir goriiniis (CG) ,80 ,78 ,55
Insanlarin ne kadar cekici goriindiigiiniizle ilgili 77

yorum yapmasini saglamaniz

Giyim ve sag stili konusunda moday1 takip etmeniz ,67

Imajimizin baskalar1 tarafindan ¢ekici bulunmasi 77

0z kabul (OK) 85 ,86 ,67
Kendi hayatinizdan kendinizin sorumlu olmast 75

Yasamin sonuna geldiginizde geriye doniip ,86

baktiginizda hayatinizin anlamli ve tam anlamryla

yasanmis oldugunu gérmeniz

Hayatinizda karsiniza ¢ikan sorunlarla etkin bir ,84

sekilde bas edebilmeniz

Baglanma (B) ,79 ,80 ,57
Beraber egleneceginiz kisiler tanimaniz 72

Size 6nem veren ve sizi destekleyen kisilerin ,76

olmast

Kisisel seyleri konusabileceginiz birkac iyi ,79

arkadasiniz olmasi

Toplumsal hisler (TH) ,89 ,90 75
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Toplumun daha iyi olmasi i¢in ¢aligmaniz ,86
Diinyay1 daha iyi bir yer haline getirmek igin ,89
calismaniz
Diger insanlarin yagamlarini daha iyi hale getirmek ,85

icin onlara yardimci olmaniz

Olgeklerde ig tutarlilik da tatminkar olarak belirlenmistir. KTKK 6lgegi igin yapi
giivenirligi (bilesik giivenirlik) degerleri ,85 ile ,93 arasinda degismistir. Istekler
Envanteri icin ise ,78 ile ,90 arasinda degismistir. Bu degerler Bagozzi ve Yi
(1988) tarafindan oOnerilen standartlara (min ,60) uygundur. Biitiin faktdr yiikleri
istatistiksel olarak anlamlidir ve 6nerilen minimum deger olan ,50’den yiiksektir.
Bu durum da madde giivenilirligine isaret etmektedir (Anderson ve Gerbing, 1998).
Biitiin ortalama agiklanan varyans (AVE) degerleri en az istenen deger olan ,50’nin
iizerindedir. Bu durumda madde ve boyutlarin uyum gecerliligini sagladigi kabul
edilebilir (Fornell ve Larcker 1981). Ayrisma gegerliligi Fornell ve Larcker (1981)
kriteriyle gosterilmistir. Her bir yap1 i¢in degerinin karekokii onun diger bir gizil
degiskenle korelasyonundan biiyiik oldugu zaman yapmm ayrisma gecerliligi
gosterdigi sdylenebilir. Analizlerle ilgili degerler Tablo 4 ve Tablo 5°te goriilebilir.

Tablo 4. Ayrisma Gegerliligi, KTKK Olgegi

Boyut KMM KOZ PFM IDK KTT
KMM ,746

KOZ 435 ,786

PFM 314 287 ,767

iDK ,379 293 ,080 ,798

KTT ,516 ,280 ,205 387 ,830

* Diyagonal siitunda yer alan degerler her bir yapinin AVE degerinin kare kokidiir. Diger degerler
ise yapilar arasi korelasyonu gostermektedir.

Tablo 5. Ayrisma Gegerliligi, Istekler Endeksi

Boyut B SF CG FB OK TH
B ,758

SF ,095 ,836

CG 172 518 739

FB 316 ,103 ,304 ,847

OK ,493 ,064 ,068 ,639 ,817

TH ,626 ,075 ,179 ,106 ,350 ,867

* Diyagonal siitunda yer alan degerler her bir yapinin AVE degerinin kare kokiidiir. Diger degerler
ise yapilar arasi korelasyonu gostermektedir.

4. Bulgular
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Yapilar arasinda varsayilan nedensel iliskileri test etmek amaciyla AMOS 18
programi araciligiyla en biiyiik olabilirlik kestirimi kullanilarak yapisal esitlik
modelleme analizi yapilmistir. KTKK alt 6lgekleri ekzojen degiskenler olarak
isleme almmustir ve Istekler Endeksi boyutlar: da endojen degiskenler olarak
isleme alinmistir. Model 1 KTKK alt boyutlar ile digsal istekler arasindaki
iliskiyi test etmektedir. Modelin uyum endeksleri modelin yeterli uyuma sahip
oldugunu gostermektedir (}2 = 968,49; df = 495, p <,001; IFI = ,91; CF1 = 91;
RMSEA = ,06). Tablo 6’da Model 1’in hipotez testlerinin sonuglar1 6zetlenmistir.
Sonuglar kozmopolitlik ve sosyal yonden fark edilme arasinda olumlu ydnde
marjinal anlamli bir iliski oldugunu gostermektedir (p = ,072). Sonuglar ayni
zamanda Ingilizce kullanimi ve finansal basar1 arasinda (p = ,041) ve kendini
kiiresel tiiketici kiiltiiriiyle tanitma ile ¢ekici bir goériiniise sahip olma (p = ,000)
arasinda anlamli olumlu iligkiler oldugunu goéstermistir. Boylelikle, H1 kismen
desteklenmistir.

Tablo 6. Yapisal Model Sonuglari: Model 1

Yol Yol katsayisi Standart hata P degeri
KOZ FB ,051 ,083 p>,100
KOZ SF ,160 .089 p=,072
KOZ CG -,083 ,084 p>,100
PFM FB 115 ,078 p>,100
PFM SF ,030 ,082 p>,100
PFM CG ,093 077 p>,100
IDK FB ,167 ,082 p=,041
IDK SF ,044 ,086 p>,100
IDK CG ,030 ,081 p>,100
KMM FB 115 ,082 p>,100
KMM SF ,076 ,092 p>,100

KMM CG -,065 ,082 p=,000
KTT FB ,114 ,072 p>,100
KTTSF 115 ,077 p>,100
KTT CG ,295 ,074 p>,100

Model 2 kozmopolitlik ile i¢sel istekler arasindaki iligkileri test etmektedir. Modelin
uyum endeksleri yeterli uyumun oldugunu gostermistir (x2 = 239,75; df = 120, p <
,001; IFT =,96; CFI1 = ,96; RMSEA = ,06). Model 2’nin hipotez testlerinin sonuglart
Tablo 7°de verilmistir. Sonuglar kozmopolitligin toplumsal hislerle (p =,007) ve 6z
kabulle (p =,000) olumlu yonde iliskili oldugunu gostermistir. Boylelikle, H2a ve
H2b desteklenmistir.

Tablo 7. Yapisal Model Sonuglari: Model 2
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Yol Yol katsayisi Standart hata P degeri
KOZ OK ,184 ;069 p=,000
KOZ B ,057 ,038 p>,100
KOZ TH ,290 ,063 p=,007

5. Tartisma ve Sonug¢

Bu arastirma KTKK 0l¢eginin bazi boyutlarmnm dissal isteklerin yordayicist
oldugunu gostermektedir. Sonuglar, ayn1t zamanda KTKK’nin bir boyutu olan
kozmopolitligin igsel isteklerin tahmin edicisi oldugunu gostermektedir. Ozetle,
bu arastirma KTKK’nin geng tiiketicilerin istekleri iizerine etkisi oldugunu ortaya
koymustur.

Aragtirmacilar KTKK’nin materyalizmle iligkili oldugunu (6rn. Cleveland vd.
2015b; Cleveland vd. 2016b) belirtseler de KTKK’nin digsal isteklerle bagi
onceki caligmalarda gosterilmemistir. Bu ¢alismada, 6nceki caligmalarin verilerine
dayanarak KTKK boyutlarinin katilimcilarin digsal isteklerini olumlu yonde tahmin
etmesi beklenmekteydi. Bulgular bazi KTKK boyutlarinin digsal isteklerle olumlu
iligkili oldugunu gostermistir.

Ingilizce kullanimu ile finansal basar1 arasinda olumlu bir iliski oldugu belirlenmistir.
Bugiin ¢ogu kisi Ingilizcenin kiiresel bir dil oldugu yoniinde hemfikirdir. ingilizcenin
iletisim, teknoloji ve is hayatnin 6nde gelen bir dili olmasi nedeniyle ingilizce
kullaniminin finansal bagar1 motivasyonunu etkilemesi sasirtict degildir. Bu bulgu,
Ingilizce bilmenin materyalizm gibi kiiresel tiiketici kiiltiiriiniin cesitli degerlerini
ve davraniglarin1 edinmeyle bagi oldugunu sdyleyen bir baska ¢aligmayla da
uyumludur (Cleveland vd. 2015).

Kendini kiiresel tiiketici kiiltiiriiyle tanimlama (KTT), ¢ekici bir goriiniise sahip olma
ile baglantili bulunmustur. Moda endiistrisi tarafindan sunulan tiriinler ¢cekici olmaya
yardime1 olan {irlinler olarak goriilmektedir (Jones 2010). Kendini kiiresel tliketici
kiiltiiriiyle tanimlama boyutu kiiresel moda ve giyim tarzi ile iligkilidir. Dolayisiyla
katilmeilar KTT’yi ¢ekici bir goriiniise sahip olmakla iliskilendirmislerdir. Bu
bulgu, kendini kiiresel tiiketici kiiltiiriiyle tanimlamanin goriintisle ilgili tiiketim
konusundaki ©6nemini vurgulamaktadir. Goriintigle alakali triinler ¢ok farkli
kategorilerde (6rn. giyim, ayakkabi, kuyumculuk, kozmetik) oldugu i¢in, goriiniisle
alakali tiiketimin ne kadar biiyiik ekonomik 6neme sahip oldugu ortadadir.

Kozmopolitligin sosyal yonden fark edilme ile anlamli ve énemli bir iligkiye sahip
oldugu bulunmustur. Bu bulgu, diger kiiltiirlere agik olmanin sosyal yonden fark
edilmeye yol agtigina isaret etmektedir. Kozmopolit kelimesi “diinya vatandas1”
anlamma gelmektedir (Cannon ve Yaprak 2002) ve kozmopolitlerin disa doniik
bir mekan algilar1 bulunmaktadir (Massey, 1994). Bu nedenle onlarin sosyal
yonden fark edilme ihtiyaglari daha fazla olabilir. Bu sav dogrultusunda Gouldner
(1957) kozmopolitlerin “profesyonel topluluklardaki bilim adamlari, doktorlar,
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akademisyenler gibi akranlan tarafindan fark edilmek isteyen uzmanlar” oldugunu
belirtmistir.

Sosyal karsilastirma teorisine gore (Lockwood ve Kunda 1997) kiiresel medyaya
daha fazla maruz kalan tiiketiciler materyalizmi yasam hedefi olarak gérmeye
daha ¢ok egilimlidirler. Alden vd. (2006) de kiiresel medyaya maruz kalmanin
materyalizmle olumlu yénde iliskili oldugunu bulmuslardr. Tlgingtir ki bu makalede
PFM ve KMM dissal isteklerle (materyalist istekler) iliskili bulunmamistir. Diger
bir deyisle yabanci/kiiresel iiriin reklamlarina maruz kalma, yabanci miizik dinleme
ve yabanci film izleme digsal isteklerle baglantili degildir. Calismanin katilimeilar
Y kusagina aittirler (yas ortalamasi = 22). Jenerasyon gruplarini net bir sekilde
ayirmak zordur. Ge¢mis ¢alismalara gore Y kusagi1980 ve 2000 arasi ya da 1981
ve 1999 arasi doganlardan olusmaktadir (Lancaster ve Stillman 2002; Weingarten
2009). Net jenerasyonu (Shaw ve Fairhurst 2008), milenyum jenerasyonu (Howe
ve Strauss 2000), sonraki kusak (Y) (Martin, 2005) olarak da adlandirilmaktadirlar.
Y kusagi bireyleri TV’yi daha az seyretmektedirler, ana akim medyadan pek
etkilenmemektedirler ve 6nceki kusaklara gore reklamlara daha fazla direnglidirler
(Valentine ve Powers 2013). Ebeveynlerinden farkli olarak medyaya doymus marka
bilincine sahip bir diinyada biiylimiistiirler ve reklamlara tepkileri de farklidir. Ayrica
reklamlarla geleneksel medya kanallari disinda farkli kanallarda karsilagmaktadirlar
(Valentine ve Powers 2013). Bu nedenle kiiresel medya ve reklamlarla dayatilan
materyalist ipuglarindan etkilenmemis olmalari olasidir.

Bu aragtirmanin diger bir amacit da kozmopolitligin igsel isteklere etkisini
incelemekti. Bir ¢aligmada kozmopolitligin duygusal ve zihinsel otonomi ile kisisel
degerlerden iyilikseverlik ve 6z yonlendirmeyle olumlu yonde baglantili oldugu
bulunmustur (Cleveland vd. 2011). lyilikseverlik degerleri digerlerinin refahim
gbzetmeyi vurgular (ait olma hissi, hayatin anlami, tinsel yasam gibi) (Schwartz
2012). Toplumsal hisler olarak adlandirilan istekler kisinin kendi faaliyetleriyle
diinyay1 daha iyi bir yer haline getirmesiyle ilgilidir (Kasser ve Ryan 1993) ve anlam
olarak iyilikseverlik degerleriyle benzerdirler. Oz yonlendirme kontrol ve hakimiyet
ihtiyact ile otonomi ve bagimsizligin gereklerinden tiiremektedir (Schwartz 2012).
Oz kabul bireysel psikolojik biiyiime, 6z saygi ve otonomi gibi konulardaki istekleri
Olcer (Kasser ve Ryan 1993). Bu nedenle, KOZ’ un toplumsal hisle ve 6z kabulle
iliskili oldugu diistiniilmektedir.

Materyalizm kiiresel tiiketici  kiiltlirlinin ~ temel  6zelliklerinden olarak
goriilmektedir. Materyalizm gibi tiiketiciyle iliskili degerler kiiresellesme ¢aginda
kiiltirel kimligin olusturulmasi, muhafazast ve disa vurumu igin uygundur
(Cleveland vd. 2016). Ger ve Belk (1990, 1996) tarafindan yapilan ¢alismalar
bu bati temelli materyalist kiiltiiriin gelismekte olan iilke insanlar1 tarafindan da
giderek daha fazla 6ziimsendigini belirtmektedir. Materyalist etkiler bireyleri,
ozellikle liiks lirtinlere sahip olma ve gosterisci tiiketim araciligiyla statli kazanmaya
yonlendirebilir (Cleveland ve Chang 2009). Uclardaki materyalizm ve materyalist
istekler bireyin sagligi i¢in zararl olabilir (Kasser ve Ryan 1993; Kasser ve Ryan
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1996; Cleveland ve Chang 2009). Ornegin, materyalist kisiler kredi kartlarimi
asirt kullanmakta, birikimlerini harcamakta ve borglarini yonetememektedirler.
Bu kisiler ayn1 zamanda bunalimli ve hayattan tatminsizdirler (Roberts vd. 2006).
Dissal isteklerin tersine igsel istekler ruhsal sagliga yardimci olan isteklerdir ve
bu isteklere dncelik veren bireyler genelde kendilerini daha iyi hissetmektedirler
(Chan ve Joseph 2000; Kasser ve Ryan 1996). KTKK boyutlarindan kozmopolitlik
icsel isteklerle baglantili bulunmustur. Bu bulgu KTKK’nin geng yetigkinlerin
refahi i¢in risk olugturmayacagini gostermektedir. Hatta olumlu bir etkisi olabilir.
Bu durumda KTKK bu ¢alismada oldugu gibi gelismekte olan iilkelerde endise
verici bir unsur olmamalidir.

Bu ¢aligmanin bulgular, gelismekte olan iilkelerde faaliyet gosteren sirketlerin
pazarlama yoneticilerine de dnemli bilgiler sunmaktadir. Bu {ilkelerde yoneticiler,
ozellikle geng nesiller igin yapilacak tutundurma faaliyetlerinde geleneksel medya
kanallar1 yerine dijital medyay1 ve kisisellestirilmis reklamlar tercih edebilirler. Bu
tiiketicilerle iletisimde ise Ingilizce dilini kullanabilirler. Boylelikle kiiresellesmekte
olan tiiketici grubuyla etkili iletisim kurabilirler ve onlara hitap edebilirler. Degisen
diistince yapisini arastirarak pazardaki konumlarini koruyup basari gosterebilirler.
Kozmopolitlik sosyal yonden fark edilme ile baglantili oldugundan bu grup
tilketicileri hedef alan sirketler onlara 6nem verdiklerini gostermeli ve onlarin
kendilerini 6nemli hissetmelerini saglamalidir. Kozmopolitligin i¢sel istekler olan
toplumsal his ve 6z kabulle de baglantis1 oldugundan kozmopolit tiiketicileri hedef
alan sirketlerin etik davranisa ve sosyal sorumluluga daha fazla 6nem vermesi
onerilmektedir. Bu sekilde davranmayan sirketlerin yanlis uygulamalarla zaman
icerisinde miisteri kaybedecegi ortadadir.

Bu ¢alisma arastirilan konuya énemli 6l¢iide agiklik getirmis olsa da ¢esitli kisitlara
tabidir. Gelecekteki caligmalar bu ¢alismada kullanilan 6l¢eklerin giivenilirligi ve
gegerliligini bagkakiiltiirleri¢in de test etmelidir. Sadece anket yonteminin kullanilmig
olmasi da bir diger kisittir. Katilimeilar sorulari istenen sekilde anlayamamis veya
sorulara cevap verirken gercek diigiincelerini belirtmemis olabilirler.

Calisma sonucu bulunan etkilerin nedenlerini vurgulayan calismalar, kiiresel tiiketici
kiiltiirtiniin istekler {izerine etkisini anlamaya ¢alisan yoneticilere faydali olacaktr.
Ayn1 zamanda anlamli olmayan ya da zayif etkileri incelemek de faydali olacaktir.
Bu etkiler toplumun baska kesimlerinde anlamli olabilir. Ayriyeten, geng kusaklarin
niteliklerini inceleyen c¢alismalar bu calismanin bulgularini daha iyi kavramak
bakimindan faydali olacaktir. KTKK 6l¢egi maddelerinin Tirk kiiltlirinde daha
fazla arastirilmasi da gereklidir.
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ACCULTURATION TO GLOBAL CONSUMER CULTURE AND
PERSONAL ASPIRATIONS: EVIDENCE FROM YOUNG ADULTS

EXTENDED ABSTRACT
1. Introduction

Consumer acculturation is a subset of acculturation, focusing on how individuals
acquire the knowledge, skills, and behaviors that are appropriate to consumer
culture (Pefaloza 1989). Circumstances promoting intercultural exchanges cause
contemporary culture change. Cleveland and Laroche (2007) examined the
complex interaction and contextual nature of local and global cultural influences on
consumer behavior and, in doing so, developed and validated a multidimensional
scale, for acculturation to the global consumer culture (i.e., AGCC). AGCC is
defined as the process through which “consumers acquire the knowledge, skills
and behaviors that are characteristic of ... global consumer culture” (Cleveland
and Laroche 2007; p. 252).

Although extant research indicated that AGCC had been related to materialism
(Cleveland et al. 2013; Cleveland et al. 2015; Cleveland et al. 2016b), no research
has examined the associations between extrinsic aspirations and AGCC yet. Thus,
in this current study, we try to fill the gap in the literature by looking closely into the
associations between facets of AGCC and extrinsic aspirations. Moreover, we also
explore the effect of cosmopolitanism, a facet of AGCC, on intrinsic aspirations.
Research has not revealed the effect of global consumerism on intrinsic goals yet.

The first objective of our study is to assess the reliability and structure of translated,
multifaceted measures for aspirations and acculturation to global consumer
culture (AGCC). Then, the paper considers how AGCC dimensions associate with
personal aspirations. Understanding the relationships between AGCC dimensions
and aspirations will help academicians and marketers to understand young
consumers’ goals and behavior.

2. Conceptual Framework

Previous findings suggest that extrinsic motivations are significant in explaining
consumer behavior. What about the role of intrinsic aspirations? Razmus et al.
(2017) found that intrinsic aspirations such as self-acceptance, affiliation, and
community feeling, are negatively associated with BESC. It is also found that
intrinsic aspirations are negatively related to the consumption of luxury goods
Truong et al. (2010) and conspicuous consumption (Truong and McColl 2011).
However, intrinsic aspirations are positively related to the desire for quality and
self-directed pleasure for luxury consumption (Truong and McColl 2011).

Extrinsic aspirations are closely related to the construct of materialism (Otero-
Loépez and Villardefrancos 2015). Previous research indicated that when the
relative importance of extrinsic aspirations is high, then materialistic orientations
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are strong (Unanue et al., 2016). Findings from extant research suggest that AGCC
is positively associated with materialism (e.g. Cleveland et al. 2015; Cleveland et
al. 2016b). Based on this evidence, it is proposed that:

H1. AGCC dimensions positively predict extrinsic aspirations.

Extant research has not examined the relations between AGCC and intrinsic
aspirations yet. Due to its specific characteristics of it, while examining intrinsic
aspirations, we specifically focus on the cosmopolitanism dimension of AGCC
in this paper. Cosmopolitanism is a disposition describing people who willingly
engage with different cultures and who can successfully navigate between them
(Hannerz 1990; Cleveland and Laroche 2007). Due to the culture-shaping power
of'the media, a person can be cosmopolitan without ever having left his/her country
of origin (Hannerz 1990). COS is found to positively associate with cultural
values of affective and intellectual autonomy and personal values of benevolence
and self-direction (Cleveland et al., 2011). These values are similar in meaning
to intrinsic motivations of community feeling and self-acceptance. As defined by
(Kasser and Ryan 1993: 411), “community feeling aspirations concern making
the world a better place through one’s actions” and “self-acceptance assesses
aspirations for self-esteem and autonomy.” Hence, it is expected that:

H2a. Cosmopolitanism dimension of AGCC positively predicts community
feeling.

H2b. Cosmopolitanism dimension of AGCC positively predicts self-acceptance.
3. Methodology

Participants were 315 undergraduate students (white origin) from different
regions of a transitional country. Young people are a particularly salient group for
studying aspirations. As the study measured aspirations, undergraduate students
were considered appropriate for this research. 43 % of the participants were
female, and the average age was 22.

Informed consent was obtained from all participants, and a questionnaire
measuring AGCC and personal aspirations was administered to them.

Measures

Kasser and Ryan’s (1996) Aspiration Index was used to measure personal
aspirations. Items were measured on a 7-point scale ranging from “not important at
all” to “very important”. As in other studies on consumer and aspirations, physical
health was excluded (e.g. Truong and McColl 2010; Unanue et al. 2016; Razmus
et al. 2017). AGCC items were adapted from Cleveland and Laroche (2007) and
Cleveland et al. (2013). SIN dimension of AGCC was not included in the study as
it requires foreign travel.

Two experts translated the items from English to the home language of the
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participants; then two others back translated this version to English. Finally, seven
bilinguals compared the translated version with the original English version in
order to identify any conceptual discrepancies.

Scale validation

To verify the structure of the scales, exploratory factor analyses were performed
using the principal component method based on Varimax rotation. For the
Aspiration Index, Barttlett’s test of sphericity was significant, y*> = 3718.63 df =
210 p <.001 and the Kaiser Meyer Olkin value was .83, demonstrating sampling
adequacy and that the items were factorable (Field 2013). 7 items were removed
due to low communalities (less than .5; Hair et al., 2014) or high cross-loadings
(greater than .4; Hair et al., 2014). Collectively, the six dimensions (50 items)
explained about 70% of the variance.

For the AGCC Scale, again, Barttlett’s test of sphericity was significant, ¥* =
7896.96 df =741 p<.001 and the Kaiser Meyer Olkin value was .88, demonstrating
sampling adequacy and that the items were factorable (Field 2013). Items that did
not load effectively on one of the six dominant factors were eliminated using the
same procedure for Aspiration Index. Collectively, the six dimensions (21 items)
explained about 66% of the variance. All scales and sub-scales were examined
for reliability and were found to be reliable (Cronbach a > .79).

Finally, to cross-check the validity of the scales, all remaining items were analyzed
via confirmatory factor analysis using AMOS 18 software. Initially, confirmatory
factor analysis (CFA) was conducted to verify and confirm the construct validity of
the AGCC scale, then for the Aspiration Index. Standardized factor loadings less
than .45 would be considered low communality (Meade and Bauer 2007). Thus,
such items were eliminated from the models. After this procedure, OPE dimension
of AGCC scale had only two items remaining. A factor with fewer than three items
is generally considered to be weak and stable. Therefore, OPE dimension was
removed from the model. The final AGCC scale had five dimensions and 25 items,
and Aspiration Index had six dimensions and 18 items.

The following fit statistics indicated a good fit for the final model (AGCC Scale:
¥’ =525.16; df =257, p <.001; IF1 = .95; TLI .94; CFI = .95; RMSEA = .06) (Hu
and Bentler, 1999). The model for Aspiration measures also showed good fit to
the data (32 = 246.63; df = 120, p <.001; IF1 = .96; TLI .95; CFI = .96; RMSEA
=.006).

Satisfactory internal consistency was also achieved. For the AGCC scale, composite
reliabilities ranged from .85 to .93 and for the Aspiration Index from .78 to .90.
These values demonstrate that the measures conformed to the standard (min .60)
recommended by Bagozzi and Yi (1988). All factor loadings were statistically
significant and exceeded the recommended .50 minimum loading, demonstrating
indicator reliability (Anderson and Gerbing 1998). All AVE values were higher
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than the required .50; thus convergent validity of the individual items and the
dimensions is acceptable (Fornell and Larcker 1981). Discriminant validity is
shown by the Fornell and Larcker (1981) criterion. When the square root of the
average variance extracted (AVE) for each construct exceeds its correlation with
any other latent variable, the constructs exhibit discriminant validity.

4. Findings

To test the hypothesized causal relationships between constructs, AMOS 18
software was used for structural equation modeling analysis using maximum-
likelihood estimates. AGCC subscales were treated as exogenous variables, and
Aspiration Index factors were treated as endogenous variables. Model 1 tests the
relationships between AGCC subscales and extrinsic aspirations. The fit indices
for the model indicated an adequate fit 2 = 968.49; df = 495, p < .001; IFI =
91; CFI = 91; RMSEA = .06). The results showed that there is a marginally
significant positive relationship between cosmopolitanism and social recognition
(p =.072). The results also showed that there are significant relationships between
English language usage and financial success (p = .041), self-identification with
global consumer culture and appealing appearance (p =.000). Thus, H1 is partially
supported.

Model 2 tests the relationships between cosmopolitanism and intrinsic aspirations.
The fit indices for the model indicated an adequate fit y2 = 239.75; df = 120, p <
.001; IF1=.96; CFI=.96; RMSEA = .06). The results showed that cosmopolitanism
is positively related to community feeling (p = .007) and self-acceptance (p =
.000). Thus, H2a and H2b were supported.

5. Conclusion and Recommendations

This research shows that some factors of the AGCC scale are predictors of extrinsic
aspirations. This paper also shows that cosmopolitanism, a factor of AGCC scale is
a predictor of intrinsic aspirations. In sum, this research demonstrates that AGCC
has an impact on the aspirations of young consumers. Findings revealed that few
of the AGCC dimensions were positively associated with extrinsic aspirations.

There was a significant positive relationship between English language usage
and financial success. Today most people will agree with the notion that English
is a global language. Since English is a leading language for communication,
technology, and business, it is not surprising that ELU affects motivations for
financial success. This finding is also in line with another study which demonstrated
that acquiring English espouses numerous values and behaviors characterizing
global consumer culture, including enhanced materialism (Cleveland et al. 2015).

Identification with a global consumer culture (IDT) was positively associated with
appealing appearance. Products offered by the fashion industry are considered
as one way to enhance the benefits of being attractive (Jones 2010). The items
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of IDT were related to global fashion and clothing styles. Hence, participants
related IDT with the aspiration of having an attractive, appealing appearance. This
finding highlights the importance of identification with a global consumer culture
on appearance-related consumption. As appearance-related products belong
to various product categories (e.g. clothing, footwear, jewellery, cosmetics),
appearance-related consumption has prominent economic significance.

Cosmopolitanism was found to be marginally significantly and positively related
to social recognition. The finding implies that openness towards other cultural
perspectives triggers the needs for social recognition. The word cosmopolitan
refers to a “world citizen” (Cannon and Yaprak 2002), and cosmopolitans have an
extraverted global sense of place (Massey, 1994). Therefore, they may have a higher
need for social recognition. In line with this argument, Gouldner (1957) referred to
cosmopolitans as “experts” who seek the recognition of knowledgeable peers in
their professional community such as scientists, physicians, attorneys, or academics.

According to social comparison theory (Lockwood and Kunda 1997), consumers
with higher levels of exposure to global media are more likely to view materialism
as an important life objective. In addition, Alden et al. (2006) found that global
media exposure is positively related to materialism. Interestingly, in the current
paper, EXM and GMM were not related to extrinsic aspirations (i.e. materialistic).
In other terms, exposure to foreign/global product ads, listening to foreign
music and watching foreign films were not associated with extrinsic aspirations.
Participants of the study belong to generation Y (mean age = 22). Generation Y
individuals watch less television, are not influenced by mainstream media and are
much more resistant to advertisements than previous generations (Valentine and
Powers 2013). They grew up in a more media-saturated, brand-conscious world
than their parents, and they respond to ads differently, preferring to encounter ads
through sources other than traditional media (Valentine and Powers 2013). For
this reason, they probably are not influenced by materialistic cues imposed by
global media and ads.

Another aim of this research was to examine the effect of cosmopolitanism on
intrinsic aspirations. COS was found to positively associate with cultural values
of affective and intellectual autonomy and personal values of benevolence and
self-direction (Cleveland et al., 2011). Benevolence values emphasize voluntary
concern for others’ welfare (sense of belonging, meaning in life, a spiritual life)
(Schwartz 2012). Community feeling aspirations refer to making the world a better
place through one’s actions (Kasser and Ryan 1993) and are similar in meaning to
benevolence values. Self-direction derives from organismic needs for control and
mastery and interactional requirements of autonomy and independence (Schwartz
2012). Self-acceptance assesses aspirations for individual psychological growth,
self-esteem, and autonomy (Kasser and Ryan 1993). Therefore, it was expected
that COS would be related to both community feeling and self-acceptance.
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Materialism is presumed to be a core characteristic of global consumer culture.
Terminal materialism and materialistic aspirations are potentially detrimental to
well-being (Kasser and Ryan 1993; Kasser and Ryan 1996; Cleveland and Chang
2009). For example, materialistic people were found to misuse credit cards,
use up their savings, and cannot manage debt well. They were also depressed
and dissatisfied in life (Roberts et al. 2006). In contrast, intrinsic aspirations are
conducive to mental health and those who give priority to intrinsic aspirations
generally experience higher levels of subjective well-being (Chan and Joseph
2000; Kasser and Ryan 1996). Cosmopolitanism, a driver of AGCC, is found to
be associated with intrinsic aspirations. This finding suggests that AGCC may not
pose a risk to young people’s well-being. Indeed, it may have a positive impact.
Then, AGCC should not be a matter of intense public concern in developing
countries as in our case.

Although this study provides important insights, it is subject to a number of
limitations that can be addressed in future studies. The use of a convenient student
sample must be considered. The respondents in this study are university students
and represent a subset of the younger population. Future research is necessary to
further test the validity and cross-cultural applicability of the scales used in this
study. Using only the survey method is another limitation. The respondents may
not have understood the questions in an intended manner, and reported intentions
may not reflect actual opinions.

Additional research that considers the underlying causes of the effects seen would
be beneficial to managers seeking to understand the effects of global consumer
culture on aspirations. It would also be beneficial to examine the weak and
non-significant findings. These effects might be more significant among other
populations in society. In addition, research to examine the characteristics of
younger generations would provide further insight into the current study’s findings.
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Pazarlamacilar, tiiketicilerde satin alma sirasinda bir marka c¢agrisimi yaratmak igin
iinliilerin reklamlarda kullanilmasini tercih etmekte ve bunun i¢in de biiylik biitceler
ayirmaktadirlar. Bu nedenle, bir markanin tanitimimi yapmak i¢in uygun tinliiniin se¢imi,
tutundurma stratejisi belirlemede kritik bir konudur. Dogru {inliiyli segmenin temel amaci,
s6z konusu markayla ilgili tiiketiciler tizerinde istenen etkiyi/sonucu yaratabilmektir.
Reklamlarda kullanilan iinliiler genellikle ¢cok popiilerdir. Ancak bununla beraber sahip
olduklar1 diger birtakim 6zellikleri nedeniyle de tercih edilebilmektedirler. Bu gergevede
calismada, tinliilerin se¢iminde etkili oldugu diistiniilen giivenilirlik, begenilebilirlik ve
iinli ihlalleri kavramlarinin tiiketiciler agisindan ne ifade ettigi ve s6z konusu kavramlarin
tiikketicilerin marka tercihi lizerindeki etkisi ele alinmistir. Arastirmada, giivenilir olarak
nitelendirilen iinliilerin ayn1 zamanda toplumda begenilen kisiler oldugu ve begenilen
kisilerin de genellikle giivenilir olarak degerlendirildigi goriilmiistiir. Unliilerin giivenilen
ve begenilen kisiler arasindan secilmesinin, tiiketicilerin marka tercihini etkileyebildigi,
bununla birlikte tnliilerin toplumda olumsuz olarak goriilen birtakim davranislarinin
sonucu olarak ortaya g¢ikan {inlii ihlallerinin, tnliiye iliskin tiiketicilerin giivenilirlik
ve begenilirlik algilarini etkileyerek, marka tercihini olumsuz yonde etkileyebilecegi
sonucuna ulagtlmistir.
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THE EFFECT OF CELEBRITY ENDORSERS IN
ADVERTISEMENTS ON BRAND PREFERENCE OF
CONSUMERS: A QUALITATIVE RESEARCH

ABSTRACT

Marketers prefer celebrities in advertisements to create a brand association in consumers
during the purchase, and they allocate large budgets for this. Therefore, selecting the
appropriate celebrity to promote a brand is a critical issue in determining a promotion
strategy. The main purpose of choosing the right celebrity is to create the desired effect/
result on the consumers related to the brand in question. Celebrities used in advertisements
are usually very popular. However, they can also be preferred due to some other features.
In this context, in the study, what do the concepts of credibility, likeability and celebrity
transgressions, which are thought to be effective in selecting celebrities, mean for
consumers, and the effects of these concepts on consumers’ brand preference are discussed.
In the research, it has been seen that celebrities who are described as credible are also people
who are liked in society, and people who are liked are generally considered credible. It has
been concluded that the selection of celebrities among credible and likeable people can
affect the brand preference of consumers; however, celebrity transgressions that occur as a
result of some negative behaviors of celebrities in society can affect the brand preference
negatively by affecting consumers’ perceptions of credibility and likeability regarding the
celebrity.

Keywords: Celebrity endorsement, advertisement, source credibility, likeability, celebrity
transgressions, brand preference
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1. Giris

Bugiin sirketler, markalarini/iiriinlerini hedefledikleri miisteri kitlelerine
pazarlamak konusunda yaratici fikirler ortaya koyarak, pazarlama stratejilerini
rekabetci bir noktaya tagimaya ¢alismaktadirlar. Herhangi bir tiiketici i¢in iiriin
veya marka kavramlari ¢ogu zaman birbirinin yerine kullanilsa da temelde bir
iiriin, “islevsel bir fayda sunan bir seydir” (Farquhar, 1989), marka ise “bir iiriiniin
degerini iglevsel degerinin 6tesinde artiran bir isim, sembol, tasarim veya isarettir”
(Farquhar, 1989). Isletmelerin ve tiiketicilerin marka isimleri i¢in daha fazla para
O0demeye istekli olmalari, marka isimlerinin her iki taraf i¢in de kattig1 deger
ile ilgilidir. Bununla birlikte, markanin tiiketici i¢in bir anlami1 yoksa igletmeler
icin de anlami yoktur. Diger bir deyisle, tiiketici i¢in bir deger varsa yatirimci,
iretici ve perakendeci i¢in de deger vardir (Farquhar, 1989; Crimmins, 1992).
Bir¢ok markanin teknik olarak benzer olmasi nedeniyle markalar, tiiketicilerin
kendi imajlarint marka imajiyla eslestirdikleri, yaratilan kisilikler ve uyandirilmig
duygulara dayanan, iriinle ilgili olmayan bir iligki iizerinde rekabet ederler.
Buradaki gelismeler, marka ¢cagrisimlarinin marka tercihlerini ve nihai satin alma
niyetini etkiledigi goriisline yol agmaktadir. Genel anlamda satin alma niyeti satin
alma davraniginin en dogru yordayicisi olarak goriilse de (Morwitz ve Schmittlein,
1992; Pecotich, Pressley ve Roth, 1996), marka tercihi, diger markalara kiyasla,
bir markanin begenisi veya genel degerlendirmesi ile daha uyumludur.

Pazarlamacilar, tiiketicilerde satin alma sirasinda bir marka ¢agrisimi yaratmak
icin Unliilerin reklamlarda kullanilmasini tercih etmekte ve bunun i¢in de biiytik
biitgeler ayirmaktadirlar. Pazarlama iletisiminde f{nliilerin kullanilmasinin
diinya genelinde olduk¢a yaygin bir uygulama oldugu goriilmektedir. Praet
(2008)’e gore TV reklamlarinda tnliilerin yer almasi her kitada yaygindir,
ancak ilkeler arasindaki yayginlikta biiyiik farkliliklar vardir. Bazi Avrupa
iilkelerindeki ve ABD’deki reklamlarin %15’inden azinda iinliiler yer alirken,
Asya’daki pay %25 (Cin) ile %61 (Giiney Kore) arasinda degismektedir (Praet,
2008). Schimmelpfennig’e (2018) gore batili iilkelerde bu oran %25-%30
seviyelerindedir (Schimmelpfennig, 2018). Tiirkiye’de ise bu oranin bazen yiizde
70’lere ulastig1 belirtilmektedir (Solak, 2016). Konuyla ilgili olarak akademik
literatiirde de Onemli sayida aragtirma vardir ve bu arastirmalar iinliilerin
reklam kampanyalarinda onlar1 istihdam eden sirketler i¢in finansal getirilerini
onemli Olclide artirabilecegini one siirmektedir (Farrell, Karels, Montfort ve
McClatchey, 2000; Erdogan, Baker ve Tagg, 2001). Ancak reklamlarda tinliilerin
kullanilmasinin 6nemi, sadece firmalarin gelirlerini artirmalariyla ilgili degil,
ayn1 zamanda bu tnliilerin bir girkete, markaya veya lriine nasil deger kattigi ile
de yakindan iliskilidir. Unliileri reklamlarda kullanmanin temel amaci, markaya
yonelik tanitim yapmak ve dikkat cekmek (Biswas, Hussain ve O’Donnell, 2009)
ve ayni zamanda {inlii hakkindaki bilgilerinden kaynaklanan tiiketici algilarini
etkilemektir (Keller, 2008). Nitekim, literatiirdeki ¢aligmalara baktigimizda,
iinliilerin yer aldigi reklamlarin, {inlii olmayanlarin yer aldigi reklamlara kiyasla
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daha etkili oldugu (Clark ve Horstman 2003; Martin-Santana ve Beerli-Palacio,
2013); reklamlarda tinlii kullanilmasinin marka algisin1 da olumlu yonde etkiledigi
(Denegli, 2015); tiiketicilerin, reklamlarda iinlii kullanilmasi sonucu markanin
satiglarinin etkilenecegini diisiindiikleri (Uyar, 2018) ortaya konulmustur.

Sirketler, miisterilerin kafasinda benzersiz ve uygun bir konum elde edebilmek
umuduyla inliilerle s6zlesmeler imzalamaktadir (Kumar ve Hundal, 2015). Bu
nedenle hem reklam ajanslart hem de markalar i¢in 6nem tasiyan, reklamlarda
yer alacak {inlii kisinin nasil segilecegi ve nelerin dikkate alinmasi gerektigi
problemi, diinyanin her yerinde arastirmacilar tarafindan dikkat ¢eken bir
konu olmustur. Unliilerin reklamlarda kullanilmasina iligkin olarak literatiirde
iinlii iknas1 konusunda farkli kategorilerde arastirmalar yapilmigtir. Unliilerin
ikna aragtirmalarinin odaginda, temel etkiyle ikna edici etkiye katkida bulunan
ya da bu etkiyi hafifleten faktorlerin belirlenmesi iizerinde durulmaktadir. Bu
kategorideki calismalar, kaynak etkileri, {inlii marka/iiriin uyumu, {inlii ihlalleri
ve hedef kitleye iligkin faktorler gibi konular1 ele almaktadir. Kaynak etkilerine
iliskin arastirmalarda, Kaynak Giivenilirligi Modeli 6nemli bir yere sahiptir
(Hovland ve Weiss, 1951; Hovland, Janis, Irving ve Kelley, 1953). Ciinki, bu
model reklamlarda tinli kullanilmasiyla ilgili olarak en ¢ok ¢alisilan yap1 olarak
kabul edilir (Choi ve Rifon, 2007). Hovland ve arkadaslari (1953) tarafindan
gelistirilen modele gore, bir mesajin etkinligi, aktaranin algilanan uzmanligina ve
giivenilirligine baghdir. Genel anlamda giivenilir olarak algilanan bir kaynagin,
daha az giivenilir olandan daha etkili ve ikna edici oldugu, bunun yam sira
markaya ya da iirline kars1 daha olumlu bir tutum degisikligine ve davraniglarda
daha fazla degisiklige neden oldugu yoniinde bir goriis birligi vardir. Kaynak
giivenilirliginin dl¢glimlenmesine iliskin olarak bugiine kadar ¢ok sayida ¢alisma
yapilmis ve alt boyutlarin neler olabilecegi belirlenmeye c¢alisilmistir (Orn.;
DeSarbo ve Harshman 1985; Simpson ve Kahler, 1981; Wynn, 1987; Ohanian,
1990). Genel itibariyle, kaynak giivenilirliginin nelerden olustuguna iligkin
literatiirde bir mutabakat saglanamadigi goriilmektedir. Ohanian (1990), bu
alanda en ¢ok alint1 yapilan ve kapsamli 6lglimlerden birini sunmustur. Bu alanda
yapilan aragtirmalarda, bir iinliinlin glivenilirliginin, bir {inliiniin etkinliginin ¢ok
onemli bir 6zelligi olarak defalarca gosterilmistir (Orn.; Lafferty ve Goldsmith,
1998; Goldsmith, Lafferty ve Newell, 2000; Lafferty, Goldsmith ve Newell 2002).
Unliilerin giivenilirliginin (credibility) birgok arastirmada marka degerlendirmeleri
iizerinde olumlu etkileri tespit edilmistir (Orn.; Lafferty ve Goldsmith 1998; Spry,
Pappu ve Cornwell, 2011). Bununla birlikte, kaynak giivenilirliginin alt boyutlar
acgisindan degerlendirildiginde marka degerlendirmelerine etkileri konusunda
literatiirde bir mutabakat saglanamadig1 goriilmektedir (Orn.; Kahle ve Homer,
1985; Speck, Schumann ve Thompson, 1988; Kamins, 1990; Ohanian, 1991; Till
ve Busler, 2000; Lord ve Putrevu, 2009; Eisend ve Langner, 2010; Liu ve Brock,
2011; Yilmaz, Telci, Bodur ve Iscioglu, 2011; Rossiter ve Smidts, 2012; Bhatt,
Jayswal ve Patel, 2013; Schimmelpfennig ve Hunt, 2020).
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Unlii reklam yiizii arastirmalarinda bagimsiz bir degisken olarak “begenilebilirlik”
ile ilgili olarak ise sasirtict bir sekilde yeterli sayida ¢alisma yoktur ve bu durum
reklamlarda yer alan inliilerin zaten begenildigi i¢in se¢ildigi varsayimindan
kaynaklaniyor olabilir (Bergkvist ve Zhou, 2016). “Begenilebilirlik”
(likeability)’e iliskin literatiirdeki aragtirmalar gostermistir ki, kaynagin etkin bir
iknac1 olabilmesi i¢in begenilebilirlik degerlendirmesinin yiiksek olmasi gerekir
(Orn; Freiden, 1984). Var olan az sayidaki calismada, marka degerlendirmeleri
iizerindeki etkileri agisindan arastirma sonuglart ¢ok net degildir (Bergkvist,
Hjalmarson ve Meagi, 2016; Kahle ve Homer, 1985; Misra ve Beatty, 1990;
Silvera ve Austad 2004; Yilmaz ve diger., 2011; Fleck, Korchia ve Le Roy, 2012;
Miller ve Allen, 2012; Rossiter ve Smidts, 2012).

Reklamlarda iinliilerin kullanilmasi sirketler agisindan 6nemli avantajlar sagladig:
i¢in tercih edilmekle birlikte birtakim dezavantajlar1 da beraberinde getirmektedir.
Maliyetli olmasi (Dyson ve Turco, 1998), Evans’in (1988) ortaya koydugu
vampirlik etkisi ile iinliiniin markay1 golgede birakmasi, linliilerin aniden imaj
degistirmesi veya popiilaritesinin diismesi (Kaikati, 1987), algilanan uzmanlik
veya giivenilirlik eksikliginin iiriin tamitimmi daha az etkili hale getirebilmesi
(Ohanian, 1991) bu risklerden bazilaridir. Ayrica en onemli risklerden birisi
de “iinlii ihlalleri”dir. Anlam Transferi Teorisi, tiiketicilerin bir séhrete yonelik
tutumlarinin iliskili iirlin ve markalara gegebilecegini gostermektedir (McCracken,
1989). Unliiniin imaj1 bir skandal yiiziinden zarar gordiigiinde, iinliiniin olumsuz
imaj1 gogu zaman {iriine ve tamtilan markaya aktarilacaktir. Unliiniin bu olumsuz
algisi, tanitilan iiriiniin daha diisiik bir sekilde degerlendirilmesine yol agabilir (Till
ve Shimp, 1998). Unlii ihlalleri iizerine yapilan arastirmalar, cogunlukla {inliiler
tarafindan tanitilan markalarin tiiketici degerlendirmeleri iizerinde olumsuz bir
etkisi oldugunu gostermistir (Orn., Bailey, 2007; Edwards ve La Ferle, 2009; Till
ve Shimp 1998; Um, 2013; White, Goddard ve Wilbur, 2009). Bununla birlikte,
olumsuz bir etki gdstermeyen calismalar da vardir (Orn. Money, Shimp ve
Sakano, 2006).

Calismamizda reklamlarda tinliilerin kullanilmasinin tiiketicilerin marka tercihine
olan etkisi, Kaynak Giivenilirligi Modeli, iinlii begenilebilirligi ve inlii ihlalleri
baglaminda ele alinmistir. Glivenilirlik yapisinin nelerden olustuguna dair bir
mutabakat saglanamamasi, bu yapimin tiiketicilerin marka tercihi lizerindeki
etkilerine yonelik bulgularinin tartigmali olmasi, begenilebilirlik faktori ile ilgili
bu kapsamda az sayida arastirmanin bulunmasi, ayrica iinli ihlallerinin tiim {inli
kullanimlarimin dogasinda olan bir risk unsuru olarak marka tercihine muhtemel
etkilerinin g6z ardi edilmemesinin geregi gibi hususlar géz oniine alindiginda,
bu konular tiiketicilerin ve reklam uzmanlarinin gdziiyle bir biitiinliik icerisinde
ele alan bir ¢alismanin literatiire farkli kazanimlar saglayacag diisiiniilmektedir.
Ayrica, bu alanda yapilan calismalarin ¢ogunlukla nicel agirlikli ¢aligmalardan
olustugu da dikkate alindiginda, konunun derinlemesine bir bakis agisiyla ve nitel
bir arastirma tasarimi ile yiiriitiilmesinin alana iligkin farkli bakis agilarini ortaya
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c¢ikarabilecegi degerlendirilmistir. Dolayisiyla bu ¢alismanin, literatiirde tizerinde
durulan belirtmis oldugumuz hususlara 151k tutarak, kuramsal tartismalara katki
saglamasi ve arastirma sonuglarinin tiiketicilerin marka tercihlerinin 6n planda
oldugu bir rekabet ortaminda, tiiketicilerin marka tercihini etkilemeyi uman
pazarlama alanindaki uygulayicilar agisindan da dogru iinliilerin se¢imi agisindan
yol gosterici olmas1 amaglanmaktadir. Bu dogrultuda arastirma sorular1 asagidaki
gibi belirlenmistir;

e Reklamlarda yer alan iinliilerin tiiketiciler agisindan “giivenilir”
olarak nitelendirilebilmesi ac¢isindan “kaynak givenilirligi” kavrami

nelerden olusmaktadr ve reklamlarda giivenilir tinliilerin kullanilmast

tiiketicilerin marka tercihine ne sekilde etki etmektedir?

o Reklamlarda yer alan iinliilerin tiiketiciler agisindan “begenilir”
olarak nitelendirilebilmesi i¢in “begenilebilirlik” kavrami neleri
kapsamaktadir ve reklamlarda begenilen iinliilerin kullaniimasi

tiiketicilerin marka tercihine ne sekilde etki etmektedir?

e Reklamlarda yer alan iinliilerin birtakim yanls hareketlerinin bir
sonucu olarak ortaya ¢ikan “tinlii ihlalleri” tiiketiciler agisindan neler
olabilir ve reklamlarda yer alan iinliilerin ihlalleri tiiketicilerin marka

tercihine ne sekilde etki etmektedir?

2.Kuramsal Cerceve

2.1.Marka Tercihi

Marka, Amerikan Pazarlama Birligi’nin tanimiyla “Bir saticinin malin1 veya
hizmetini diger saticilarin mallarindan farkli olarak tanimlayan bir ad, terim,
tasarim, sembol veya baska bir 6zelliktir” (American Marketing Association,
2019). Marka tercihi veya tutumlari ise, tiiketicilerin belirli bir zamanda aktive
edilen bariz inanglara bagl olarak degisen bir markaya yatkinligidir (Mitchell ve
Olson, 1981). Bagka bir deyisle marka tercihi, bir miisterinin belirli bir markaya
yonelik onyargisidir (Chang ve Liu, 2009). Bir reklamin ana hedeflerinden biri,
reklam1 yapilan marka i¢in rakip markalara gore tercih olusturmaktir.

Fishbein’in (1965) modeli gibi beklenti-deger modeline dayanan tiiketici tutum
modelleri, tiiketici tercihlerini anlamak i¢in yaygin olarak kullanilmaktadir. Bu
modele gore, tiiketicinin bir markayi tercih etmesi, markanin agirlikli 6zellikleri
hakkindaki biligsel inanglarmin bir fonksiyonudur (Bass ve Talarzyk, 1972).
Bu model tercihlerin arastirilmasinda halen yaygin olarak kullanilsa da (Allen,
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Machleit, Kleine ve Notani, 2005), birtakim ydnlerden elestirilmektedir. Marka
tercihinin cebirsel bir denklemin sonucu olan tek bir degerle dl¢iilmesi (Bagozzi,
1982) ve tiiketici degerlendirme yanitlarina iliskin faydaci inanglara odaklanmasi,
duygusal tepkiler gibi diger kaynaklar1 gérmezden gelmesi (Allen ve diger., 2005)
bu elestirilerden bazilaridir. Bu elestirilerin bir sonucu olarak, tiiketicinin marka
ozelliklerine iligkin belirgin inanglarindan baska marka tercihi olusumuna giden
diger yollar1 da dikkate alma ihtiyaci ortaya ¢ikmigtir. Howard ve Sheth (1969),
marka tercihinin, tiiketicilerin marka uyaranlarina yonelik biligsel bilgi islemelerini
Ozetleyen belirli markalara yonelik egilimini ifade ettigini One slirmiistiir. Bu
nedenle, bir tiiketicinin marka nitelikleri hakkindaki algisinin, niyetlerini ve marka
secimlerini etkileyen tercihlere veya tutumlara yol actigi sonucu g¢ikmaktadir
(Bagozzi, 1982). Dolayisiyla tercih, tiiketici tercih modelinin girdileri ve ¢iktilart
arasinda bir gecis durumunu temsil eder. Bilgi isleme ile fiilen satin alma veya segme
niyeti arasindaki baglantidir (Bagozzi, 1983). Genel anlamda satin alma niyeti satin
alma davraniginin en dogru yordayicisi olarak goriilse de (Morwitz ve Schmittlein,
1992; Pecotich ve diger., 1996), marka tercihi diger markalara kiyasla, bir
markanin begenisi veya genel degerlendirmesi ile daha uyumlu goriilmektedir.

2.2.Reklamlarda Unliilerin Kullamlmasi (Celebrity Endorsement)

Reklamculik, bir dinleyiciyi ikna etmek veya etkilemek icin kitle iletisim araglari
kullanan, tanimlanmig bir sponsordan gelen kisisel olmayan bir iletisim seklidir
(Richards ve Curran, 2002). Reklamin temel amaci, tiiketicinin reklami yapilan
iiriine yonelik tutumunu degistirmek veya etkilemektir (Watkins, Aitken, Robertson
ve Thyne, 2016). Unliiler, aktorler, sporcular, miizik yildizlari, politikacilar, is
adamlari, sanatcilar gibi belirli bir grup insan tarafindan kamuoyunda taninan
bireylerdir (Friedman ve Friedman, 1979). Reklamlarda kullanilan iinlii kisi
(celebrity endorser), kamuoyunda taninan ve bu taninirhigi bir tiiketim mal adina
ve onunla reklamlarda goriinerek kullanan kisidir (McCracken, 1989). Reklamlarda
tinlii kullamilmast (celebrity endorsement) ise, kamuoyunda taninan bir kisiyle
(linlii), bir olusum (6rnegin bir marka) arasinda, bu olusumu tanitmak amacryla
yapilan bir anlagma olarak tanimlanabilir (Bergkvist ve Zhou, 2016).

Reklamlarda tnliilerin kullanilmasinin baslangici 19. yiizyilin sonlarina kadar
uzanmaktadir (Sherman, 1985). Bugiinkii poptilerligini 1930'larda ticari radyonun
biiyiimesine ve 1950'lerde ticari televizyona borclu olsa bile, bir reklam teknigi
olarak reklamlarda iinlii kullanilmasmin kapsami sinemanin ortaya cikist ile
birlikte genislemistir (McDonough, 1995). Bugiin farkli sektorlerdeki sirketlerin
¢ogu, mal ve hizmetlerini farkli kitlelere pazarlamak igin reklami temel arag
olarak kullanmaktadirlar. Ciinkii reklam, pazarlamacilarin ve rekabet halindeki
farkli sirketlerin ekonomik biiyiimesi igin belli bagl ve énemli bir unsur olarak
goriilmektedir (Ryans, 1996). Sirketler, markalarin1 desteklemek igin farkli
alanlardaki tnliileri tercih etmekte ve iinliillerin iiriinleri veya markalar igin
etkili birer sozcii olduguna inanarak, sozlesmelere muazzam miktarlarda paralar
harcamaktadirlar (Erdogan ve diger., 2001).
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Unliilerin reklamlarda kullanilmas1 olgusu, diinyamin dért bir yanindan
arastirmacilarin - dikkatini ¢ekmistir. Onceki arastirma bulgular1 genellikle
reklamlarda  tnli  kullanilmasinin  tiikketiciler — {izerindeki  etkililigini
desteklemektedir (Friedman ve Friedman, 1979; Ohanian, 1991; Tripp, Jensen
ve Carlson, 1994; Solomon, 2002). Unliilerin yer aldigr reklamlarm, tnli
olmayanlarin yer aldig1 reklamlara kiyasla daha etkili oldugu goriilmiistiir (Clark
ve Horstman, 2003; Martin-Santana ve Beerli-Palacio, 2013). Solak (2016)’1n
calismasinda, tnliilerin televizyon reklamlarinda yer almasinin, tiiketicilerin o
iirline/hizmete duyduklari ilgiyi artirdigr goriilmiistiir. Diger bir aragtirmaya gore
ise, tiiketicilerin, reklamlarda {inlii kullanilmasi sonucu markanin satislarinin
etkilenecegini ve bunun firmanin imajina olumlu yansiyacagini diistindiikleri
ortaya konulmustur (Uyar, 2018). Bununla birlikte, reklamlarda iinliilerin
kullanilmasinin etkin sonuglar vermesi, literatiirde farklt modellerle agiklanmaya
calisildigr gibi tinliilerin se¢imi ile baglantili bir konudur.

2.2.1.Reklamlarda Unliilerin Kullamilmasinin Avantajlar1 ve Dezavantajlar

Akademik arastirmalar, {inliileri reklam kampanyalarinda kullanan sirketlerin
finansal getirilerini 6nemli Ol¢lide artirabilecegini 6ne siirmektedir (Farrell
ve diger., 2000; Erdogan ve diger., 2001). Fakat sirketler bu yontemle sadece
gelirlerini artirmakla kalmazlar, ayn1 zamanda sirkete, markaya veya liriine deger
katmaya galisirlar. Unliileri reklamlarda kullanmanin temel amaci, markaya
yonelik tanitim yapmak ve dikkat ¢ekmek (Biswas ve diger., 2009) ve aym
zamanda {inli hakkindaki bilgilerinden kaynaklanan tiiketici algilarini etkilemektir
(Keller, 2008). Sirketler, marka bilinirliginin yani sira satislarini artirmak igin de
iinlillerin imajin1 kullanirlar (Francis ve Yazdanifard, 2013). Erdogan (1999),
literatiir incelemesinde iinlii kullanim1 stratejisinin avantajlarmi, dikkat ¢ekme,
imaj1 parlatma, markanin tanitilmasi, markanin yeniden konumlandirilmasi ve
kiiresel kampanyalarin desteklenmesi olarak belirtmistir.

Reklamlarda tinliilerin kullanilmasi sirketler agisindan 6nemli avantajlar sagladigi
icin tercih edilmekle birlikte birtakim dezavantajlar1 da beraberinde getirmektedir.
Oncelikle bir {iinliiyii reklamlarda kullanmanin maliyetli olusu (Dyson ve
Turco, 1998); iinlii birden fazla {irliniin tanittmini yaptiginda (Tripp ve diger.,
1994), bir iinliinlin irtinle iliskilendirilmesinin tiiketiciler agisindan zorlugu
(Dyson ve Turco, 1998); Evans (1988)’in vampirlik etkisi olarak tanimladigi
iizere unliiniin markay1 gdlgede birakmasi; {linliilerin aniden imaj degistirmesi
veya popiilaritesinin diigmesi sonucu reklamin etkilerinin olumsuza doniigmesi
(Kaikati, 1987) bu riskler arasinda sayilabilir. Diger bir olumsuzluk ise, algilanan
uzmanlik veya giivenilirlik eksikligidir, ki bu durum tnliilerin tanitimini daha
az etkili hale getirebilir (Ohanian, 1991). Ayrica en énemli risklerden birisi de
“{inlii ihlalleri”dir. Unliilerin imaji ve kamuoyundaki itibarma iliskin zaman
icerisinde ¢esitli sorunlar ortaya ¢ikabilir. Unliiniin imaji bir skandal yiiziinden
zarar gordiigiinde, tinliiniin olumsuz imaj1 ¢ogu zaman {iirline ve tanitilan sirkete
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aktarilacaktir. Unliiniin bu olumsuz algisi, tanitilan {iriiniin daha diisiik bir sekilde
degerlendirilmesine yol agabilir (Till ve Shimp, 1998). Dolayistyla, tinlii ihlalleri
tiketicilerin olumlu marka degerlendirmelerini tersine ¢evirme riski nedeniyle
kaynak etkilerine iliskin ¢alismalar acisindan onemli bir yere sahiptir. Unlii
ihlallerine iliskin detayl bilgi ilerleyen boliimlerde verilmistir.

2.2.2. Reklamlarda Unliilerin Kullanilmasina iliskin Modeller

Reklam ajanslarimin farkli markalar i¢in kullanmak {izere iinlii se¢imi, normal
olarak {inlii ile marka arasindaki eslesme, iinliiniin glivenilirligi, inliiniin kitleler
tizerindeki imaj1 gibi ¢esitli unsurlara dayanmaktadir. Y oneticiler tinliileri segerken,
bir dizi kriteri g6z 6niinde bulundururlar ¢linkii, McCracken’in (1989) 6ne siirdigi
gibi, linliiler televizyon, film, siyaset, atletizm vb. alanlarda iistlendikleri rollerden
alian ¢esitli anlamlar1 temsil ederler ve her bir kriterin 6nemi ayni1 zamanda iiriiniin
tipine de baglidir (Erdogan ve diger., 2001). Dolayisiyla dogru iinliiniin se¢imi, pek
cok faktorii gbzoniine almay1 gerektiren bir konudur. Bu nedenle aragtirmacilar
reklam i¢in uygun inlilleri segmede yardimci olacak modeller gelistirmeye
calismiglardir. Literatiirde Unlii kullanimi stratejileri temelde 4 ana modele
dayanmaktadir. Bunlar kaynak giivenilirligi (Hovland ve diger., 1953), kaynak
cekiciligi (McGuire, 1985), tirlin uyumu hipotezi (Forkan, 1980; Kamins, 1989)
ve anlam transferi modelleridir (McCracken, 1989). Reklamlarda yer alan tinliileri
aragtiran literatiirde genellikle (1) Kaynak Giivenilirligi Modeli ve (2) Kaynak
Cekiciligi Modeli olmak iizere iki temel kaynak modelden birisi kullanilmistir
(Erdogan, 1999). Kaynak giivenilirligi, reklamlarda tinli kullanilmasiyla ilgili
olarak en ¢ok calisilan yap1 olarak kabul edilir (Choi ve Rifon, 2007). Genel olarak,
giivenilirligin tliketici tutumlart ve niyetleri lizerinde 6nemli ve dogrudan bir
etkisi oldugu kanitlanmistir (Erdogan, 1999). Calismada, iinliilerin reklamlarda
kullanilmasinin marka tercihine olan etkisi, Kaynak Giivenilirligi Modeli
cergevesinde degerlendirilirken, ayn1 zamanda Kaynak Cekiciligi Modeli'nin alt
boyutlarindan birisi olan “begenilebilirlik” kavrami da bir faktér olarak ele
alinmistir. Cilinkii begenilebilirlik boyutunun, iinliilerin reklamlarda kullanilmasi
baglaminda Kaynak Giivenilirligi Modelinin tahmin yetenegine 6énemli bir katki
saglayacagl disiiniilmektedir.  Literatiirde begenilebilirlige iliskin pek ¢ok
aragtirma gostermistir ki, kaynagin etkin bir iknac1 olabilmesi i¢in begenilebilirlik
degerlendirmesinin yiiksek olmasi gerekir (Freiden, 1984; Chang, 2014). Bununla
birlikte, kaynak etkilerini 6l¢limlerken g6z oniinde bulundurulmasi gereken bir
diger husus da reklamlarda iinliilerin kullanilmasinin dogasi geregi ayn1 zamanda
bir risk tasidigidir. Ciinkii, reklamlarda kullanilan tnliilerle ilgili olumsuz bir
tanitim veya bilgi iinliilerin kendi itibarin1 zedelemekle kalmaz, ayni zamanda
reklaminda yer aldigr markalarin ve sirketlerin tiiketici algilarin1 da olumsuz
etkiler (Bailey, 2007; Till ve Shimp, 1998). Bu nedenle, reklamlarda yer alan
iinliilerin marka tercihine olan etkilerini degerlendirirken, {inlii ihlallerinin dikkate
alinmasi arastirma agisindan 6nem tasimaktadir.
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2.2.2.1.Kaynak Giivenilirligi Modeli (Source Credibility Model)

Reklam, temel amaci miisterilerin ikna edilmesi, yani tiiketicilerin markalara
yonelik tutumlarini degistirmeye yonelik olan aktif girisimdir (Solomon, 2002).
“Kaynak Giivenilirligi” ise bir iletisimcinin alicinin mesaj kabuliini etkileyen
olumlu o6zelliklerini ifade etmek i¢in yaygin olarak kullanilan bir terimdir
(Ohanian, 1990). Giivenilir bir kaynaktan (6rnegin, iinlii) gelen bilgiler, alicilar
kisisel tutumlar1 ve deger yapilar1 bakimindan bir kaynak etkisi kabul ettiginde
ortaya cikan i¢sellestirme adi verilen bir siiregle, inanglari, goriisleri, tutumlar: ve/
veya davraniglar etkileyebilir (Erdogan, 1999). “Kaynak Giivenilirligi Modeli”,
Hovland ve arkadaslari tarafindan gelistirilmis olup, modele gore, bir mesajin
etkinligi, aktaranin algilanan uzmanligina ve giivenilirligine baglidir (Hovland
ve diger.,, 1953). Bir baska deyisle Hovland ve arkadaslarima goére (1953)
kaynagin giivenilirligi (source credibility), uzmanlik (expertise) ve giivenilirlik
(trustworthiness) olmak {izere iki boyuta sahiptir. Uzmanlik “bir iletisimcinin
gecerli bir iddia kaynagi olarak algilanma derecesi” olarak tanimlanmigtir
(Hovland ve diger., 1953). Bir aktarici (endorser) tarafindan sahip olunan bilgi,
deneyim veya becerileri ifade eder. Ikna edici iletisimi iceren ortamlardaki kaynak
giivenilirligini arastiran literatiir genellikle bir alicinin kaynagin uzmanlhgina iliskin
algisinin kaynak etkinligini olumlu yonde etkiledigini gostermistir (Ohanian,
1990). Giivenilirlik (trustworthiness), iletisimcinin en gegerli oldugunu diisiindigi
iddialar1 dile getirme niyetinde giiven derecesi olarak tanimlanmistir (Hovland ve
diger., 1953). Giivenilirlik (trustworthiness), aktarici kiginin diiriistliigli, dogrulugu
ve inanilirligi anlamina gelir. Tiiketicinin, bilginin sunuldugu diiriist, nesnel yol igin
kaynaga giivenip glivenmedigini belirleme meselesidir (Ohanian, 1991). Kaynak
Gtivenilirliginin bu iki boyutuna iligkin tartismalarin yanisira, bazi arastirmacilar,
cekiciligi (attractiveness), reklamlarda kullanilan Gnliilerin giivenilirliginin ek
bir yapisi olarak tanimlamislardir (Baker ve Churchill, 1977; Kahle ve Homer,
1985) ve daha sonra bu bilesen kaynak giivenilirligi yapisinin bir boyutu olarak
yaygin olarak kullanilmaya baslamistir. Ohanian (1990), Kaynak Giivenilirligi
Modeli’ne c¢ekiciligi ticlincli bir boyut olarak eklemis, {i¢ parcadan olusan ve
bu alanda ¢ok fazla alint1 yapilan 6l¢egi gelistirmistir. Ohanian (1990), Kaynak
Giuvenilirligi 6lgegini gelistirirken, Hovland ve arkadaslari (1953) tarafindan
oOnerilen uzmanlik ve giivenilirlik boyutlarinin yanisira, Kaynak Cekiciligi Modeli
(McGuire, 1958)’nde yer alan “cekicilik” alt boyutunu da kaynak niteliklerinin
bir baska varsayimsal boyutu olarak dikkate almistir. “Cekicilik”, literatiirde once
yliz ve fiziksel ¢ekicilik agisindan tanimlanmistir (Baker ve Churchill, 1977,
Caballero ve Solomon, 1984; ve Patzer, 1983); Daha sonra model ¢ekicilik (Baker
ve Churchill, 1977; ve Kahle ve Homer, 1985) ve seksilik (Steadman, 1969) gibi
anlamlarla da kullanilmistir. Ohanian’in (1990) c¢alismasinda g¢ekicilik, “fiziksel
¢ekicilik” anlaminda kullanilmis, ¢ekicilik, klaslik, yakisiklilik/giizellik, siklik ve
seksilik alt boyutlariyla tanimlanmistur.
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Genel olarak, giivenilirligin tiiketici tutumlar1 ve niyetleri {izerinde dnemli ve
dogrudan bir etkisi oldugu kanitlanmigtir. Erdogan (1999), literatiir incelemesinde,
sirketlerin, genel karakterleri {irtinlerle ve hedef kitlelerle eslesen ve daha 6nce
iirlinlerin tanitiminda (product endorsement) yer almayan iinliileri kullanmasi
durumunda, giivenilir (credible) olarak algilanan bir kaynagin, daha az gilivenilir
olandan daha etkili ve ikna edici oldugunu, markaya ya da tirtine kars1 daha olumlu
bir tutum degisikligine ve davranislarda daha fazla degisiklige neden oldugunu
belirtmistir. Ancak, giivenilirligin alt boyutlart olan uzmanlik (expertise) ve
giivenilirlik (trustworthiness) agisindan aragtirma bulgular1 karisik ve belirsizdir.
Ornegin; Ohanian (1991), giivenilirligin, algilanan uzmanliga kiyasla satin alma
niyeti lizerinde sadece dnemsiz bir etkisi oldugunu tespit etmistir. Diger taraftan,
Priester ve Petty (2003), giivenilirligin (trustworthiness) etkinlik tlizerindeki
onemini vurgularken, Siemens ve arkadaslari, uzmanlhigin (expertise) olumlu
etkisini vurgulamistir (Siemens, Smith, Fisher ve Jensen, 2008). Bununla birlikte,
literatiirdeki ¢alismalarin ¢ogu, giivenilirligin etkinlik {izerindeki olumlu etkisini
desteklemektedir (Chao, Wuhrer ve Werani, 2005). Ayrica arastirmalar, fiziksel
cekiciligin, bir bireyin bagka bir kisi hakkindaki ilk yargisinda dnemli bir ipucu
oldugunu gostermistir (Baker ve Churchill, 1977; Kahle ve Homer, 1985). Bir
iinliintin fiziksel cekiciliginin tiiketici tutum degisikligi lizerindeki etkisi, ayni
zamanda Unlii giivenilirliginin etkisi olarak kabul edilmistir (Baker ve Churchill,
1977; Kahle ve Homer, 1985; Patzer, 1983; Kamins,1990; Ohanian, 1991).
Sertoglu ve arkadaslarinin ¢calismasi ise, tinliiler i¢in ii¢ giivenilirlik boyutunun da
satin alma niyeti ile pozitif bir iliskisi oldugunu gdstermistir (Sertoglu, Cathi ve
Korkmaz, 2014). Giivenilirligin nelerden olustuguna dair literatiirde tartismalar
olsa da sonug¢ olarak goriilmiistir ki, kaynagn giivenilir (credible) olarak
algilanmasi, mesajin tiiketiciler tizerindeki etkinligine katkida bulunmaktadir.

2.2.2.2. Kaynak Cekiciligi Modeli (Source Attractiveness Model)

Kaynak Cekiciligi Modeli’nin kokenleri sosyal psikolojik arastirmalara
dayanmaktadir ve McGuire’in “kaynak degerliligi”(source valence) modelinin
bir bilesenidir (McGuire, 1985). Kaynak Cekiciligi Modeli, mesajin etkinliginin,
onu ¢ekici kilan kaynagin fiziksel oOzelliklerine bagli oldugunu varsayar
(Chao ve diger., 2005; Till ve Busler, 2000). McGuire’a (1985) gore Kaynak
Cekiciligi Modeli’nde bir mesajin etkinligi, kaynagin “asinaligina (familiarity)”,
begenilebilirligine, benzerligine ve "¢ekiciligine" baghidir (McGuire, 1985). Bir
baska deyisle, mesaj1 gonderen kisinin ¢ekicilik yapisi fiziksel ¢ekicilikle siirl
degildir, ayn1 zamanda benzerlik, asinalik ve begenme gibi diger nitelikleri de
kapsar (McGuire, 1985). “Benzerlik”, kaynaklar ile mesajin alicis1 arasinda bir
benzerlik; “Asinalik”, maruz kalma yoluyla kaynagin bilgisi; “Begenilebilirlik”,
kaynagin fiziksel goriinlim ve davranisinin bir sonucu olarak kaynaga olan
sevecenlik olarak tanimlanir (Erdogan, 1999). Begenilebilirlik boyutuna iliskin
olarak McCracken (1989), bir kaynagin begenilebilirliginin fiziksel 6zelliklere ve
davraniglara dayandigini belirtmistir. Diger taraftan, “cekicilik” lizerine yapilan
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ilk aragtirmalar, reklamlarda yer alan iinliiniin fiziksel ¢ekiciligine odaklanmuistir,
ancak zamanla g¢ekicilik yapisi genislemistir. “Cekicilik”, ¢cok boyutlu bir yap1
olarak gorilmiistiir (Ohanian, 1990). Kisilik, yasam tarzlar1 ve entelektiiel
beceriler de ¢ekicilik kavramina dahil olan 6geler olarak kullanilmistir (Erdogan,
1999). Dolayisiyla genel anlamda modele iliskin olarak, mesaji gonderen kisinin
cekicilik yapisi fiziksel ¢ekicilikle sinirli degildir, ayn1 zamanda benzerlik, aginalik
ve begenilebilirlik gibi diger nitelikleri de kapsar (McGuire, 1985). Boylece bir
hedef grup tarafindan en cekici kabul edilen kaynaklar bilinir, begenilir ve hedefe
benzer olarak goriiliir (McGuire, 1985). Bir bagka deyisle, eger tiiketiciler bir {inlii
reklam yiiziinii ¢ekici olarak algilarlarsa, kendilerine benzer olarak goriirlerse,
iinliileri tantyorlarsa ve begeniyorlarsa, iinliileri bir kaynak olarak daha cekici
bulma egilimindedirler. Reklamlarda yer alan bir {inliiniin fiziksel ¢ekiciliginin
titketici tutum degisikligi iizerindeki etkisi, ayn1 zamanda {inliiniin glivenilirliginin
etkisi olarak kabul edilmistir. Arastirmalar gdstermistir ki, iletisimcinin ¢ekiciligini
artirmak, olumlu tutum degisikligini artirmaktadir (Simon, Berkowitz ve Moyer,
1970; Kahle ve Homer, 1985) ve pazarlama ve reklam uygulayicilart da, fiziksel
olarak ¢ekici sozciiler kullanmanin etkili olduguna inanmaktadirlar (Till ve Busler,
2000). Genel anlamda iyi goriintimlii iletisimciler, daha az ¢ekici insanlardan daha
¢ok sevilirler. Bu tip kisiler daha olumlu degerlendirilirler ve iligkili olduklar
markalarin tiiketici algilari iizerinde daha olumlu bir etkiye sahiptirler (Kahle ve
Homer, 1985; Kamins, 1990).

2.3. Kaynak Giivenilirligi ve Marka Tercihi iliskisi

Bir reklamin en onemli amaglarindan birisi, reklami yapilan markanin rakip
markalara gore tercih edilmesini saglamaktir. Hedef {iirtinlerin tiiketicilerinin
bir {inlii tarafindan tanitilan markay1 satin almalarini saglamak i¢in iinliiniin
reklamlarda kullanilmasinin marka tercihi yaratmasi beklenir. Reklamciligin nasil
calistigim gosteren modeller, markaya yonelik tutumun, reklamin davranigsal
niyete ve se¢ime yol agan Onemli bir araci etkisi oldugunu goéstermektedir
(Vakratsas ve Ambler, 1999). Reklamlarda yer alan bir iinliiniin 6zelliklerinin
etkilerini inceleyen arastirmalarin ¢ogu, hedef kitlenin marka ve marka tercihine
yonelik olumlu bir tutum olusturmada {inliilerin etkili oldugunu bulmustur. Bir
iinliiniin reklamlarda kullanilmasina iligkin yapilan ¢aligmalarda markaya karsi
onemli Ol¢iide daha yiiksek olumlu tutum drettigi gosterilmistir (Friedman,
Termini ve Washington, 1977; Atkin ve Block, 1983; Freiden, 1982; Sanbonmatsu
ve Kardes, 1998). Tiirkiye’de yapilan bir arastirmada da, reklamlarda tinli
kullanilmasinin marka algisin1 olumlu yonde etkiledigi gdsterilmistir (Denecli,
2015).

Genel olarak, giivenilir, ¢ekici olarak algilanan ve ¢ok begenilen iinliilerin marka
degerlendirmeleri iizerinde olumlu etkileri olacagi varsayilmaktadir (Bergkvist
ve Zhou, 2016). Reklamlarda iinliilerin kullanilmasinin tiiketiciler iizerindeki
etkinligini agiklamaya yonelik olarak kabul gérmiis modellerden birisi de Kaynak
Giivenilirligi Modeli’dir. Bir iinliiniin giivenilirliginin (credibility), bir {inliniin
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etkinliginin ¢ok 6nemli bir 6zelligi olarak defalarca gosterilmistir (Orn.; Lafferty
ve Goldsmith, 1998; Goldsmith ve diger., 2000; Lafferty ve diger., 2002). Bununla
birlikte genel itibariyle, kaynak giivenilirliginin nelerden olustuguna iliskin
literatiirde bir mutabakat saglanamadig1 goriilmektedir. Kaynak giivenilirligine
iligkin olarak bazi tinlii marka yiizi ¢aligmalari, giivenilirligi (credibility) iki
boyutlu bir degisken olarak goriirken, diger bazi ¢alismalar uzmanlig1 (expertise)
ve giivenilirligi (trustworthiness) ayr1 degiskenler olarak ele almistir. Lafferty
ve Goldsmith (1998) ve Spry ve arkadaslarmin (2011) yaptigr caligmalar, bir
degisken olarak analiz edilen {inliilerin giivenilirliginin (credibility) marka
degerlendirmeleri iizerinde olumlu bir etkisi oldugunu bulmustur. Ohanian (1991)
ve Rossiter ve Smidts (2012), uzmanligin marka degerlendirmeleri iizerinde
anlamli bir olumlu etki bulmus ancak giivenilirligin (trustworthiness) olumlu
bir etkisini bulamamistir. Bununla birlikte, Rossiter ve Smidts (2012), algilanan
giivenilirligin (perceived trustworthiness), tiiketiciler tinliilere tanitim igin para
0dendiginin bilincinde oldugundan, tinliinlin pozitif bir etkiye yol agmayacagini
savunmaktadir. Ayrica, daha ¢ok uzman olan bir iinliinlin daha ikna edici oldugu
(Speckvediger., 1988) ve markayi satin almak i¢in daha fazlaniyet olusturabilecegi
bulunmustur (Ohanian, 1991). Bununla birlikte uzmanlik kavraminin, deger
onerisi teknik veya niteliksel ustiinliik olan iiriin veya markalarm reklamim
yapmaya calisan tinliiler i¢in, yliksek iiriin bilgisine sahip tiiketicileri hedeflemek
ve bir iiriine veya markaya kars1 olumsuz bir egilimi olan tiiketicileri ikna etmeye
calisirken etkili bir kavramsal yap1 oldugu gosterilmistir (Schimmelpfennig ve
Hunt, 2020). Ohanian (1990), Kaynak Giivenilirligi Modeli’ne giivenilirlik ve
uzmanlik boyutlarinin yani sira, ¢ekicilik (attractiveness) boyutunu da eklemistir.
Cogu arastirma, tinliilerin ¢ekiciligi (attractiveness) ile marka degerlendirmeleri
arasinda pozitif bir iliski bulurken (Eisend ve Langner, 2010; Kahle ve Homer,
1985; Liu ve Brock, 2011; Lord ve Putrevu, 2009; Till ve Busler, 2000), bu
iliskiyi desteklemeyen calismalar da vardir (Orn., Kamins, 1990; Ohanian,
1991). Bhatt ve arkadaslarinin (2013) ¢aligmasi, marka tutumunun giivenilirlik
ve uzmanlikla aciklandigini ve gekiciligin marka tutumunu agiklamada onemli
bir rol oynamadigimi bulmustur. Bununla birlikte yazarlara gore kaynagin daha
giivenilir olarak algilanmasi ile olumlu marka tutumu gelistirme olasiligi daha
yuksek olmaktadir.

Kaynak giivenilirligi cer¢cevesinde yapilan ¢ogu arastirma, yukarida ifade edildigi
iizere reklamlarda {inlii kullaniminin tiiketicilerin marka tercihi yoniinde 6énemli
etkileri olabilecegini gostermekle birlikte, bazi calismalar ise guvenlhrhgln marka
tercihine olan etkisinde dnemli bir degisiklik yaratmadigini gdstermistir. Ornegin,
bir {irlin i¢in {inli kullanimina iliskin olarak yapilan bir izleme ¢aligmasinin
sonuglari, reklamlarda tnlii kullanilmasimin zaman i¢inde markaya yonelik
tutumda 6nemli bir degisiklik yaratmadigini ortaya koymustur (Kamen, Azhari ve
Kragh, 1975). Baska bir ¢aligmada ise, bir tinlii reklami, ¢ocuklar arasinda belirli
bir Girlin i¢in tercih yaratmayi basarsa da, tanitilan marka igin tercih yaratmay1
basaramamistir (Ross, Campbell, Wright, Huston, Rice ve Turk, 1984). Yilmaz
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ve arkadaslar ise, kaynak begenilebilirligi ve kaynak giivenilirligine iliskin
calismalarinda, giivenilir ve/veya oldukc¢a begenilen kaynaklar kullanmanin,
reklama ya da markaya yonelik olumlu tutumlara yol agmasi gerekmedigini
gostermiglerdir (Yilmaz ve diger., 2011). Alsmadi’nin (2006) reklamlardaki
inliilerin marka tercihine olan etkisini 6l¢imledigi c¢alismasinda, tiiketicilerin
genel olarak reklamcilikta {inli kullanimiyla ilgilendikleri, cogunlukla genel
cekiciligini kabul ettikleri ancak marka se¢imi davranisi agisindan yeterince ikna
edici bulmadiklar1 gosterilmistir. Dolayisiyla literatiirde su ana kadar yapilan
caligmalar gostermistir ki, genel anlamda kaynagm giivenilir olmasinin marka
tutum ve tercihleri lizerindeki etkileri olumlu olmakla birlikte, giivenilirligin alt
boyutlarina iliskin sonuglar karisiktir ve bazi ¢aligmalar da marka giivenilirligine
iligskin hicbir etki tespit edememistir.

2.4. Begenilebilirlik ve Marka Tercihi Iliskisi

Bergkvist ve Zhou’ya (2016) gore Unlii reklam yiizli arastirmalarinda bagimsiz
bir degisken olarak begenilebilirlik ile ilgili sasirtici bir sekilde yeterli sayida
calisma yoktur ve bu durum, reklamlarda yer alan iinliilerin zaten begenildigi
icin se¢ildigi varsayimindan kaynaklaniyor olabilir. Kaynak Cekiciligi modelinin
de alt boyutlarindan birisi olan begenilebilirlige iliskin literatiirdeki arastirmalar
gostermistir ki, kaynagin etkin bir iknaci olabilmesi ic¢in begenilebilirlik
degerlendirmesinin yiiksek olmasi gerekir. Ornegin, tiiketiciler karsisinda
inliilerin begenilebilirligine iliskin karsilastirmali bir arastirmada, {inliilerin
“begenilebilir” sozcii kriteri i¢in en iyi olarak derecelendirildigi gosterilmistir
(Freiden, 1984). Unliilerin begenilmesinin marka degerlendirmeleri iizerindeki
etkilerine iligkin mevcut aragtirmalar, ¢ogunlukla olumlu bir iligki bulmuslardir
(Misra ve Beatty, 1990; Callcott ve Phillips, 1996; Silvera ve Austad, 2004;
Till, Stanley ve Pirulick, 2008; Fleck ve diger., 2012; Chang, 2014; Bergkvist
ve diger., 2016;). Ornegin; Callcott ve Phillips’e (1996) gére bir reklamdaki
begenilen bir kaynak, reklama ilgiyi artirmakta ve markaya kars1 olumlu duygular
yaratmakta ve bu daha sonra satin alma olasiligma doniismektedir. Chang’in
(2014) calismasinda, sozcii-karakter algisinin, marka farkindaliini/cagrisimini
etkiledigi ve bu algida begenilebilirligin en belirgin 6zellik oldugu gosterilmistir.
Ayrica, Fleck ve arkadaslarina gore, bir tinlii yaygin olarak takdir edildiginde,
ondan hoslanan kisilerin, tinliiniin herhangi bir marka ile uyumlu oldugu yoniinde
ve bu etki ile baglantili bir 6nyargi ile diisiinmeleri daha muhtemeldir (Fleck ve
diger., 2012). Bununla birlikte bazi ¢alismalar ise, linliilerin begenilmesinin marka
degerlendirmeleri {izerinde hicbir etkisini bulamamistir (Miller ve Allen, 2012).
Hatta, Rossiter ve Smidts (2012), begenilebilirlik ve marka degerlendirmeleri
ile ilgili negatif sonuglara ulasmistir. Yilmaz ve arkadaslari ise, begenilen
kaynaklarin, reklama ya da markaya yonelik olumlu tutumlara yol agmasinin
gerekmedigini gostermislerdir (Yilmaz ve diger., 2011). Baz1 yazarlara gore ise
begenilebilirlik, giivenilirligin (credibility) bir gostergesidir. Ornegin; Friedman
ve arkadaslaria gore giivenilirlik, kaynak giivenilirliginin ana belirleyicisi iken,
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begenilebilirlik (likeability) ise, glivenin (trust) en dnemli 6zelligidir (Friedman,
Santeramo ve Traina, 1978). Buradan hareketle Freidman ve arkadaglari, reklamlar
icin secilecek giivenilir (credible) tinliilerin begenilen (likeable) kisiler arasindan
secilmesi gerektigini belirtmislerdir (Friedman ve diger., 1978). DeSarbo ve
Harshman (1985) ise begenilirligi, kaynak gilivenilirliginin dérdiincii bir boyutu
olarak ele almislardir. Begenilebilirligin marka degerlendirmeleri iizerindeki
etkilerine iligkin tiim bu tartismalar degerlendirildiginde, begenilebilirligin marka
degerlendirmeleri iizerindeki olumlu etkilerine iliskin goriisler literatiirde agirlik
kazanmakla birlikte, bu konuda literatiirde heniiz bir mutabakata varilamadigi
goriilmektedir.

2.5. Unlii Thlalleri (Celebrity Transgressions) ve Marka Tercihi Iliskisi

Ihlal (transgression), iliski performansini ve degerlendirmesini yénlendiren ortiik
veya acik kurallarin kotiiye kullanilmasidir (Aaker, Fournier ve Brasel, 2004).
Wang ve Kim (2019), iinli ihlallerine iligskin ¢aligmasinda “madde bagimliligi,
aile i¢i siddet, esini aldatma/evlilik dis1 iliski, cinsel taciz, sarhos araba kullanma,
fiziksel saldir1, vergi kagirma, hiz sinirini agsma, sizdirtlmis ¢iplak fotograf ve
kg1 sdylemleri” {inlii ihlalleri kapsaminda degerlendirmistir. Unli reklam
yiizlerinin, reklam triinlerinin giivenilirligi, inanilirhgi, begenilirligi ve ikna
edebilirligi tizerinde olumlu etkileri oldugu bilinmektedir (Freiden, 1984). Ancak
reklamlarda tinliilerin kullanilmasi, tiiketicilerin bir iiriine iliskin algilarii olumlu
yonde gelistirmede basarili oldugunu kanitlamis olsa da, {inliiler veya eylemleri
tiikketiciler tarafindan koti algilandiginda bu durum, tiiketicilerin markaya iliskin
algilarin1 olumsuz etkileyebilmektedir. Dolayisiyla, bir markay tinli bir reklam
yiizii ile iliskilendirmenin riskleri de vardir. Ciinkii, reklamlarda yer alan bir
iinlii hakkindaki olumsuz algilar bagl markalara ve iiriinlere yayilabilir (Doyle,
Pentecost ve Funk, 2014). Reklamlarda kullanilan {inliilerle ilgili olumsuz tanitim
veya bilgi 6zellikle problemlidir ¢iinkii iinliilerin kendi itibarin1 zedelemekle
kalmaz, ayni zamanda reklaminda yer aldig1 markalarin ve sirketlerin tiiketici
algilarin1 da olumsuz etkiler (Bailey, 2007; Till ve Shimp, 1998). Erdogan ve
Drollinger’e (2008) gore isletmeler agisindan bu tiir riskleri teminat altina alan
sigortalar1 satmn almak bir liiks degil bir zorunluluktur. Pepsi-Cola, olumsuz
haberler nedeniyle zarar gormiis olabilecek en biiylik markalardan biridir;
Ornegin, Michael Jackson’a iliskin ¢ocuk istismar1 iddias1, Mike Tyson’1n tecaviiz
mahkumiyeti ve Madonna’nin tartigmali “Like a Prayer” videosu gibi 6rnekleri
yasamig bir markadir. Tiirkiye’de de bir bankanin reklamlarinda oynayan bir
oyuncunun sevgilisine siddet uyguladigina iligkin haberler nedeniyle banka bu
iinliiyle caligsmalarini sonlandirmistir.

Anlam Transferi Teorisi, tiikketicilerin bir shrete yonelik tutumlarinin iliskili iiriin
ve markalara gecebilecegini gdstermektedir (McCracken, 1989). Unlii ihlalleri
iizerine yapilan arastirmalar, iinliiller tarafindan tanitilan markalarin tiiketici
degerlendirmeleri iizerinde olumsuz bir etkisi oldugunu gdstermistir (Orn., Bailey,
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2007; Edwards ve La Ferle, 2009; Till ve Shimp, 1998; Um, 2013; White ve
diger., 2009). Bununla birlikte, olumsuz bir etki gostermeyen ¢aligsmalar da vardir
(Orn. Money, Shimp ve Sakano, 2006). Bir markanim ve {inliiniin tekrarlanan
eslesmeleri, tiiketicilerin marka ve iinlii arasinda kurdugu baglantiy1 giiclendirdigi
icin tinliilerle ilgili olumsuz bilgiler, tanitilan markay1 olumsuz yonde etkileyebilir
(Erdogan ve Baker, 2000). Thwaites ve arkadaslari, negatif bir olayin haberi
sonrasinda reklam yiizlerinin ¢ekiciliginin ve giivenilirliginin tehlikeye girdigini
gostermistir (Thwaites, Lowe, Monkhouse ve Barnes, 2012). Till ve Shimp’e
(1998) gore, bir tinlii marka yiiziine iliskin olumsuz degerlendirmelerin marka
degerlendirmeleri {lizerinde olumsuz bir etkisi vardir. Yazarlara gore, bir spor
iinliisii hakkindaki olumsuz bilgi, spor tinliisiiniin marka imajinin giivenilirligine ve
uzmanligina yonelik tutumun azalmasina neden olmaktadir (Till ve Shimp, 1998).
Um (2013), tiiketicilere reklam tinliistintin bir ihlalde bulundugu konusunda bilgi
verildiginde hem markaya yonelik tutumlarim hem de markaya yonelik satin alma
niyetlerinin azaldigini tespit etmistir. Lee ve Kwak’a (2016) gore, bir iinlii ihlali
sonucu bir markaya yonelik tiiketicilerin desteginin (veya muhalefetinin) ahlaki
muhakeme se¢iminin dogrudan bir islevi oldugunu goéstermistir. Bir iinliiniin bir
skandala dahil olmasindan kaynakli zararli sonuglar, s6z konusu markaya sahip
olan firmanin hisse senedi fiyatlari etkileyerek borsaya kadar uzanabilir. Bu
nedenle reklamlarda tinlii kullanimina iliskin ¢aligmalarda iinliye iliskin olumsuz
haber ve skandallarin iinliiniin imajina, giivenilirligine ve dolayisiyla da markaya
olas1 etkileri géz ard1 edilmemesi gereken bir konudur.

3. Arastirma Tasarimi ve Yontem

3.1. Arastirmanin Amaci ve Onemi

Markayla ilgili tiiketiciler lizerinde istenen bir etkiyi/sonucu yaratabilmek
icin dogru Unlilyli segmek onem tasimaktadir. Bu arastirmanin amaci, Kaynak
Giivenilirligi Modeli, begenilebilirlik kavrami ve {nli ihlalleri baglaminda
reklamlarda {inliilerin kullanilmasinin marka tercihini ne sekilde etkileyecegini
ortaya koymaktir. Bu aragtirmanin sonuglarinin, sézkonusu kavramlarin 6ziine
ve marka tercihine olan etkilerine iliskin olarak, literatiirde henliz mutabakata
varilamamig hususlara nitel bir bakis agisiyla 1s1k tutarak, kuramsal tartigsmalara
katki saglamasi diisinlilmektedir. Bunun yanisira, arastirma sonuglarinin
tiikketicilerin marka tercihlerinin 6n planda oldugu bir rekabet ortaminda,
tilketicilerin marka tercihini etkilemeyi uman pazarlama alanindaki uygulayicilar
agisindan, pazarlama iletisiminde dogru iinliilerin se¢cimi konusunda yol gosterici
olmasi amaglanmaktadir.

3.2.Arastirmanin Deseni

Reklamlarda ftnliilerin kullanilmasinin, tiiketicilerin marka tercihine olan
etkisini, kaynak etkileri baglaminda arastirmayir amaglayan bu c¢alismada
olgubilimden faydalanilmistir. Olgubilim, olgunun altinda yatan ortak anlamlar
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kesfetmek amaciyla bireylerin deneyimledigi diinyay1 tanimlamaya ve yasanmis
deneyimlerin 6ziinii agiklamaya ¢alismaktadir (Baker, Wuest ve Stern, 1992; Rose,
Beeby ve Parker, 1995). Calismada, farkli bakis a¢ilarini yansitmak amaciyla hem
tiikketicilerin, hem de reklamcilarin konuya iliskin deneyim ve diislincelerinin ortaya
cikarilmasi hedeflenmis ve bu amagla katilimcilarin deneyim ve diisiincelerinin
altinda yatan nedenleri derinlemesine bir sekilde ele almak agisindan uygun
olacagi diislincesiyle olgubilimsel bir tasarim tercih edilmistir.

3.3. Evren ve Orneklem

2019 y1l1 Aralik ayinda yiiriitiilen caligmada, arastirmanin evreni Ankara’da ikamet
eden tiiketiciler ve reklam firmalarinda g¢alisan alaninda uzman yoneticilerdir.
Calismanin gecerliligine saglayacagi katkilar nedeniyle arastirmada farkli bilgi
kaynaklarindan ve veri toplama tekniklerinden faydalanilmaya ¢alisiimistir. Bu
amagla, bir yandan tiiketicilerle birebir miilakat goriismeleri ve de odak grup
goriigmesi yapilmig, diger yandan alaninda uzman reklamcilarla derinlemesine
miilakatlar gerceklestirilmistir.  Bu kapsamda, aragtirma genelinde Ankara
ilinde ikamet eden 15 tiiketici ve 3 reklamci aragtirmaya dahil edilmistir. Bu 15
tikketicinin 10’u ile miilakatlar gergeklestirilmis, 5’1 ile odak grup gdriismesi
gerceklestirilmigtir. Arastirmada amagli 6rneklem ydntemi se¢ilmistir. Amagh
orneklemde amag evrenin yeterince temsiliyeti degil, arastirilan konu hakkinda
ilgili ve bilgili kisilerin deneyimlerine ve bilgilerine bagvurulmasidir (Johnson,
Buehring, Cassell ve Symon, 2007). Bu dogrultuda, aktif olarak her gin TV
izleyen ve reklamlara asinaligi olan farkli cinsiyet, yas, egitim ve meslek
profillerinden katilimcilarla goriismeler yapilmistir. Arastirmaya katilanlarin 7°si
erkek, 11’1 kadin, 1’1 yliksek lisans, 10’u {iniversite mezunu, 1’1 6n lisans, 5’i
lise, 1’1 ilkokul mezunudur. Mesleki durumlar agisindan bakildiginda 9’u aktif
olarak ¢alismakta, 3’ii emekli, 3’ii 6grenci ve 3’ii ev hanimidir. Ornekleme iliskin
frekans dagilimlarina asagidaki tabloda yer verilmistir.

Tablo 1. Katilimeilarin Demografik Dagilimi

N=18 kisi Kategoriler N=Say1
19-30 4
31-40 3
Yas 41-50 6
51-60 3
61 ve iizeri 2
Cinsiyet Kadin 11
Erkek 7
[lkogretim 1
Lise 5
Egitim On Lisans 1

Universite 10
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Yiiksek Lisans
Reklamc1
Ogrenci
Ev Hanimi
Meslek Emekli
Isci
Ogretmen
Dilbilimci
Miihendis

_ = = DN W W W W =

3.4. Veri Toplama ve Analiz Teknigi

Arastirmada miilakat ve odak grup goriismesi tekniklerinden faydalanilmigtir.
Nitel arastirmada amaca, arastirma sorusuna, eldeki kaynaklara ve aragtirmanin
safhasina uygun orneklem se¢ilmesi 6nemli oldugundan, arastirma kapsaminda
iinliilerin yer aldig1 reklamlara asinalig1 olan 10 tiiketici ve konusunda uzman 3
reklamet ile birebir derinlemesine goriismeler yapilmis, ayrica grup dinamigini
de kullanarak konuyu derinlestirmek ve farkli goriislere ulasmak amaciyla 5
tilketiciden olusan bir grupla odak grup goriismesi gergeklestirilmistir. Miilakatla
veri toplama teknigi, bilgi alinmasi planlanan kisi ile karsilikli konusmaya
dayalidir ve sosyal bilimlerde sik basvurulan yontemlerden birisidir. Aragtirmaya
konu olan olay ile ilgili katilimcilarin diisiinceleri derinlemesine tespit edilmeye
calisilir. Odak grup goriismesinde ise, arastirilan konuya yonelik olarak farkli
sorular moderatdr tarafindan katilimcilara sorularak, konuya iliskin goriisleri
ve yorumlar1 almir. Krueger’e (1994) gore, odak grup gorlismesi, bireylerin
diisiincelerini serbestge soOyleyebilecekleri bir ortamda dikkatli bir sekilde
tasarlanmig bir tartismadir. Odak grup goriismelerinden elde edilen veriler
hem bire bir goriigmeler, hem de anketler i¢in saglam bir temel olusturmaktadir
(Kitzinger, 1995).

Sosyal aglar araciligiyla iletisime gectigimiz potansiyel katilimcilara, dncelikle
calismanin amaci ve konusu hakkinda bilgi verildikten sonra, arastirmaya katilmay1
isteyip istemedikleri sorulmustur. Miilakatlarin ve odak grup goriismelerinin
yapilacagi zaman dilimi ve yer karsilikli olarak belirlenmistir. Arastirma
adimlar1 asagidaki sekilde yiiriitiilmiistiir;

1.Tiiketicilerle bireysel goriismeler: Calisma kapsaminda katilimcilarla
onceden hazirlanmis, agik uclu sorulardan olusan yapilandirilmis goériismeler
gerceklestirilmistir. Aragtirmada kullanilan bireysel miilakat formu iki béliimden
olusmaktadir. ilk boliimde toplam 6 adet acik uclu soru bulunmaktadir. Ikinci
boéliimde ise, katilimcilara 10 marka yiiziinlin reklam sahnelerinden alinmis
kareler gosterilerek, bu kisileri ve reklamlar1 hatirlayip hatirlamadiklart sorulmus,
hatirladiklart marka yiizlerine iliskin bu kisileri tanimlayan sifatlarin neler
olabilecegi sorulmustur. Gorsellerde yer alan reklam yiizlerinin sec¢iminde,
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2019 yilina iligkin Ipsos Celebrity Giiven Endeksi (Ipsos, 2019b) ile 2017 ve
2018 yillarma iliskin Ipsos Ad Watch Arastirmasi (Ipsos, 2018; Ipsos, 2019a)
verilerinden yararlanilmis, ayrica bu aragtirmalarin sonrasinda giindemde yer alan
ve TV’de siklikla karsilasilan, iinliilerin yer aldigi reklamlara da yer verilmistir.
Ikinci boliimde, hatirlamaya iliskin acik uclu ilk 3 sorunun ardindan, bu kisileri
g6z Oniinde bulundurarak cevaplamalari gereken 4 adet agik uglu soru daha
sorulmustur.

2.Reklamcilarla bireysel goriismeler: Konunun uzmani reklamcilara yonelik
bireysel miilakatlarda ise, toplam 7 adet agik uglu soru ile reklamcilarin bakis
acis1 temelinde aragtirma problemlerine cevap aranmaya ¢alisilmistir.

3.0dak grup goriismesi: Tiiketicilere onceden hazirlanmis, 6 acik uclu soru
yoneltilerek odak grup goriismesi gergeklestirilmistir.

Arastirmada verilerin analizi icin QDA Miner yazilimi kullanilmis, veriler
icerik analizi ile analiz edilmistir. Icerik analizi, verilerin kodlanmasi, temalarin
bulunmasi, verilerin kodlara ve temalara gore diizenlenmesi ve bulgularin
yorumlanmasi olarak dort agamada analiz edilir (Yildirim ve Simsek, 2016).
Miilakatlarda icerik analizi i¢in literatiirden alinan ve arastirmacinin belirledigi
kodlar, yazina uygun olan alt boyutlardan yararlanarak elde edilen temalar altinda
siklik-yiizde analizi yapilarak degerlendirilmistir.

3.5. Giivenilirlik ve Gegerlilik

Arastirmaya iliskin olarak miilakat ve odak grup sorular1 olusturulduktan sonra,
alaninda konuya hakim olan uzmanlara danisilmis ve goriisleri alinmistir. Verilen
geri bildirimler dogrultusunda diizetmeler yapilmistir. Miilakat formlarinin
anlasilirhigin test etmek icin 3 kisiyle 6n goriismeler yapilmistir. Tiiketicilerle
yapilan miilakat ve odak grup goriismelerinin yanisira, alaninda uzman
reklamcilarla da derinlemesine miilakatlar gergeklestirilmistir. Literatlirde
iicgenleme olarak gegen bu yaklasim, aragtirmacilarin bir ¢aligmada temalar veya
kategoriler olusturmak icin ¢oklu ve farkli bilgi kaynaklar1 arasinda ortiisme
aradig1 bir gecerlilik prosediiriidiir (Creswell ve Miller, 2000). Calismada elde
edilen sonuclarin benzer ortam veya gruplara aktarilabilirligini saglamak amaciyla
amagcli 6rneklem yontemi kullanilmistir (Baskale, 2016). Bu nedenle, aktif olarak
her giin TV izleyen ve reklamlara asinaligi olan farkli cinsiyet, yas, egitim ve meslek
profillerinden katilimeilar, tiiketici bakis agisini degerlendirmeye yonelik olarak
arastirmaya dahil edilmistir. Toplam 15 katilimcinin 10’u ile birebir derinlemesine
gorlismeler yapilmis, 5 katilimcidan olusan bir grup ile de bir odak grup goriismesi
gerceklestirilmistir. Diger yandan, uygulayicilarin da goriislerine bagvurmak
amactyla konusunda uzman 3 reklamci ile de birebir derinlemesine goériismeler
gerceklestirilmistir. Katilimcilarin demografik dagilimlarina “Evren ve 6rneklem”
kismindaki Tablo 1°de yer verilmistir. Miilakat ve odak grup goériismelerinin
giivenilirligini artirmak amaciyla, katilimcilarla yapilan goriismelerde teyit
edilerek ilerlenmistir. Tiiketicilerle yapilan derinlemesine goriismeler kapsaminda,
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tiikketicilerle is disinda, kendileri agisindan da uygun goriilen sosyal ortamlarda
goriismeler gergeklestirilmis ve katilimcilarin miisaadesi ile ses kayitlart alinmis,
goriismeler ortalama 30’ar dakika stirmiistiir. Reklamcilarla yapilan goriismeler
de, reklamcilarm gorev yaptiklari firmalarin toplanti odalarinda uygun bir ortamda
ortalama 30’ar dakika olmak tiizere, katilimcilarin izni ile ses kaydi almarak
gerceklestirilmistir. Odak grup goriismesi i¢in, katilimcilar agisindan uygun
olabilecek bir zaman dilimi ve ortak bir sosyal alan 6nceden kararlagtirilmistir. 5
katilimer ile birlikte gergeklestirilen odak grup goriismesi 30 dakika civarinda
stirmis ve katilimcilarin izni ile kayit altina alinmistir.

Aragtirmada kullanilan temalarin ve kodlarin belirlenmesinde ilk olarak
aragtirmayla ilgili yazin taramasi yapilmis, sorunsala bagli olarak uygun veri
toplama yontemleri ve her bir yontem Ozelinde sorulacak miilakat sorulari
belirlenmistir. Arastirma sorularina iliskin olarak uygun tema ve kodlarin tespit
edilebilmesi i¢in literatiirden alinan kodlarin yan1 sira, aragtirmacinin belirledigi
kodlar da analize dahil edilerek, konu tim boyutlartyla analiz edilmeye
calisilmistir. Kullanilan tema ve kodlarin arastirma sorulari ile siki baglantisi
verilen cevaplarla teyit edildiginden, arastirmanin giivenilirligi ve gecerliligi
bakimindan aragtirmaya ayri bir deger kattigi diisliniilmektedir. Aragtirmada
kod ve temalarin belirlenmesinde kaynak giivenilirligi baglaminda Ohanian’in
gelistirdigi ¢ alt boyuttan olusan o6l¢ek dikkate alinmistir (Ohanian, 1990).
Begenilebilirlik kriterinin 6l¢timlenebilmesi i¢in Tripp ve arkadaglariin (1994)’in
arastirmalarinda kullandiklar1 &lgekler; Unlii ihlalleri icin Wang ve Kim’in (2019)
calismasina dahil ettigi ihlal 6rnekleri; Marka tercihi i¢in ise Jamal ve Al-Marri
(2007), Overby ve Lee (2006) ve Hellier, Geursen, Carr ve Rickard (2003)’1n
calismalarinda kullandiklari alt boyutlar dikkate alinmigtr.

4. Arastirmanin Bulgular

4.1. Kaynak Giivenilirliginin Unsurlari ve Giivenilir Unliilerin Marka Tercihi
ile Mliskisi

Arastirmamizda reklamlarda bir markay1 tanitan {inliilerin tiiketiciler nezdinde
istenilen etkiyi yaratmasi konusunda kaynagin giivenilir olarak algilanmasina
iliskin olarak tiiketiciler ve reklamcilarla yapilan goriismelerde katilimcilarin
ifadelerine iliskin bulgular asagidaki tabloda detaylandirilmigtir (Tablo 2).
Tiiketiciler agisindan reklamdaki bir Unliiniin genel anlamda giivenilir olarak
nitelendirilebilmesi i¢in sahip olmasi1 gereken oOzelliklere iliskin katilimcilarin
kullandiklar1 ifadelerin baslicalari; {inliiniin gilivenilir olmasi, yetenekli olmast,
olumsuz haberlerde yer almamasi, samimi olmasi, begenilmesi, inanilir olmasi
ve diirlist olmasi seklinde siralanmaktadir. Reklamcilar agisindan bir iinliiniin
genel anlamda giivenilir olarak nitelendirilebilmesi i¢in sahip olmasi gereken
ozelliklere iliskin kullanilan ifadelerin baslicalari; {inlinlin giivenilir olmasi,
yiiksek bilinirlige sahip olmasi, karizmasinin olmasi, iinli ile reklamin uyumlu
olmasi, {inliiniin begenilen bir kisi olmas1 ve siyasi goriisiidiir. Calismamizda
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inliiniin begenilirliginin tiiketiciler a¢isindan oldugu gibi reklamcilar agisindan
da bir giivenilirlik unsuru olarak goriilmesi dikkat ¢ekicidir.

Tablo 2. Reklamlarda Yer Alan Unliilerin Giivenilirligine Iliskin Kullanilan
[fadeler

Tiiketicilerin ifadeleri Reklamecilarin ifadeleri

Kod F Kod Kod F Kod

Unlii-reklam Sosyal
Giivenilir 14 uyumu Giivenilir 9 sorumluluk
Yetenekli 14 Caliskan Yiiksek bilinirlik 5 Uzman
Olumsuz
haberlerde yer Sosyal
almamak 11 sorumluluk Karizma 5 Giizel

Unlii-reklam
Samimi 9 Siyasi goriis uyumu Inanilir
Begenilmek Istikrar Begenilmek Akilly
Olumsuz
haberlerde yer

Inamhr Yiiksek bilinirlik Siyasi gorlis 4 almamak
Diirtist Karizma Istikrar 3 Calisgkan
Halktan birisi
olmak 4 Sevimlilik Sevimlilik 3 Tecriibeli
Reklamint
yaptig1 trtinii
kullanmas1 4 Uzman Diirtist Yetenekli
Tecriibeli 4 Sik Samimi Sik

Ses tonu/ Halktan birisi Ses tonu/
Akilli 3 konusmasi olmak 2 konusmasi
Giizel 3

Katilimcilara tiiketicilerin tinliileri giivenilir olarak degerlendirmeleri durumunda,
iinliilerin reklamlarda yer almasimin marka tercihlerini etkileyip etkilemeyecegi
soruldugunda ise agirlikli olarak marka tercihini etkileyecegi yoniinde goriis
bildirmislerdir (Bkz. Tablo 5). Hangi {inliiyli giivenilir buldugu ve bu {inliiniin
reklamlarda yer almasinin marka tercihini etkileyip etkilemeyecegi sorulan ve
inliilerin marka tercihinde etkili oldugunu ifade eden bir katilmciin (K, 41)
yorumu, “C.Y, Is Bankasimin reklaminda oynuyor. Topluma verdigi imaj ve
cizdigi hayat ¢izgisi... Is Bankasi para iizerine, C.Y. de parasini iyi degerlendirip
yonetmenlik yapan bir sanat¢r. Marka tercihinde etkili olur, aklimda kalir.”
seklinde olmustur. Unliilerin giivenilir olmasimnin marka tercihinde etkili olmadigini
belirten bir diger katilimci ise (K, 41) goriislerini su sekilde ifade etmistir; “Belki
reklamlar ilk ¢iktiginda bir giivenilirlik vardi artik halk da bilin¢lendi. Sanatgilarin
belli bir biitgeleri var. Sunduklart seyler halka hitap eden seyler zaten. Zaten o
tirtinlerin ¢ogunu kullanmuyorlar. Hem para karsiliginda yaptiklart igin, hem de
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bu tiriinleri kullanmadiklar: i¢in, magazinsel olarak bunlart hep duyuyoruz, su
fivata yapiliyor diye, giivenilirlik olayr az”. Gorisiilen her 3 reklamci da tiiketiciler
acisindan giivenilir olarak degerlendirilen tinliilerin yer aldig1 reklamlarin marka
tercihinde etkili olacagina inanmaktadir. Reklamlarda giivenilir (inanilir) tinliilerin
yer almasimin tiiketicilerin marka tercihini olumlu yonde etkileyip etkilemedigi
sorulan bir uzman (E, 56) su yaniti1 vermistir; “Tabiki, kuskusuz. Ozellik arz eden
konu dogru secim yapilabilmesi. Unliilere ilgi, inan¢ daha fazladir. Bu nedenle
marka agisindan olumlu bir gostergedir. Reklamdaki tiriinle oyuncu biitiinlegir,
ortiistir. Dolayistyla oyuncunun ozellikleri iiriine, iiriiniin ozellikleri oyuncuya
yansir. Giivenilir degilse tiriin acisindan biiyiik sikintt demektir. Biz reklamlarda
oncelikle giiven vermeye ¢alisiriz. Ozellikle Banka reklamlarinda koyu renkler,
yesil renkler, lacivert renkler giiven verdigi icin daha ¢ok kullanilir.”

Unliiniin ~ giivenilirlige iliskin katilimcilarm ifadeleri degerlendirildiginde
Ohanian’m (1990) Kaynak Giivenilirligi modeli ¢er¢evesinde belirtmis oldugu
her ii¢ alt boyutun da (giivenilirlik, uzmanlik ve ¢ekicilik) bir karsilig1 oldugu ve
giivenilir tinliilerin marka tercihinde etkili oldugu yontindeki goriislerin agirlikta
oldugu goriilmiistiir. Bununla birlikte Kaynak Giivenilirligi Modeli baglaminda
degerlendirildiginde 6ne ¢ikan iki ifade arastirmamiz acgisindan dikkat ¢ekicidir;
Birincisi katilimcilar {inliilerin olumsuz haberlerde yer almamasini giivenilirlikleri
acisindan 6nemsemektedir; ikinci olarak begendikleri iinliileri de aym1 zamanda
giivenilir olarak gormektedirler.

4.2. Begenilebilirlik Unsurlari ve Begenilen Unliilerin Marka Tercihi ile Tliskisi

Reklamlarda yer alan dnlilerin tiiketiciler icin  “begenilir”  olarak
degerlendirilmesine iliskin katilimcilara goriisleri sorulmus olup, kullandiklar
ifadeler Tablo 3. de gosterilmistir. Tiiketicilerin bakis agistyla bir {inliiniin genel
anlamda begenilir olarak nitelendirilebilmesi i¢in sahip olmasi gereken 6zelliklere
iliskin kullanilan ifadelerin baglicalart; {inliiniin begenilir olmasi, yetenekli
olmasi, giivenilir olmasi, komik/eglenceli/sevimli olmasi, olumsuz haberlerle
anilmamasi, giizel/yakigikli olmasi ve samimi olmasi seklinde siralanmaktadir.
Reklam sektoriinde ¢aligsan yoneticilere reklamlarda yer alan bir iinliiniin begenilir
olarak degerlendirilmesine iligkin goriisleri soruldugunda kullandiklar1 ifadelerin
baslicalari; tinliiniin begenilir olmasi, yetenekli olmasi, giizel/yakisikli olmasi ve
sosyal medyada aktif bir kisi olmasi olarak siralanmustir.
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Tablo 3. Reklamlarda Yer Alan Unliilerin Begenilirligine iliskin Kullamilan Ifadeler

Tiiketiciler Reklamcilar
Kod F Kod Kod F Kod F
Begenilir 14 Tecriibe 3 Begenilir 7 Samimi olmak 1
Sosyal
sorumluluk
Yeteneklilik 11 anlayisi 3 Yeteneklilik 6 Giivenilir olmas1 1
Giizellik/ Sosyal sorumlu-
Giivenilir olmast 10  Etkileyicilik 2 Yakigiklilik 5 luk anlayist 1
Komik/Eglenceli/ Unlii- reklam Sosyal medyada
Sevimli 7 uyumu 2 aktiflik 3 Gilindemde olmak 1
Olumsuz
haberlerle Sevecen/Cana- Komik/Eglenceli/ Unlii-tiiketici
anilmamak 7 yakin 1 Sevimli 2  uyumu 1
Giizellik/ Olumsuz haber-
Yakisiklilik 5 Karizma lerle anilmamak 2 Ses tonu 1
Halktan birisi Halktan birisi
Samimi olmak 4 gibi olmak gibi olmak 2 Caliskan 1
Unlii- reklam
Akallilik 3 uyumu 2

Katilimcilara begendikleri {inliilerin marka tercihine etki edip etmeyecegi
soruldugunda, marka tercihini etkiledigi yoniindeki goriislerin daha agirlikta
oldugu goriilmiistiir (Bkz. Tablo 5). Begendigi {inliiniin marka tercihinde etkili
oldugunu belirten bir katilimc1 (K, 48) su yorumda bulunmustur; “S.S. ve H.V.
Diisiinceleri, hayata bakislari...Ve mutlu insanlar olduklarini diisiiniiyorum.
Sevimli, yaydigi enerji... giizel enerji yayiyorlar. Cok fazla reklamda oynamadilar.
Onlar olursa marka tercihimi etkiler. Bunlarin samimi olduklarum diisiindiigiim
icin, gergekten inandiklari bir seyi yaptiklarina inaniyyorum”. Begendigi
iinliiniin marka tercihinde etkili olmadigini belirten bir katilime1 (E, 31) ise su
yorumda bulunmustur. “K.L,, Vestel reklaminda birka¢ yil énce oynadi. Bizden
birisi, onunla alakali. Marka tercihimi etkilemez. Arastirmayla kendim
buluyorum.” Bu konuda goriisleri sorulan reklam sektoriinden bir uzman ise su
yorumda bulunmustur (E, 33); “Her zaman degil. H. A;, Bambi Yatak.
Toplumsal onyargt ve toplumsal antipati sebebiyle markaya ongoriilen katki
saglanmadi.... Etkiler, hayatinda hi¢ Mavi Jeans giymemis bir insan mevcut
reklamlardan sonra Mavi Jeans giymeye baslayabilir. Ciinkii K.T.veya S.S. nin
yiiksek begenilirlikleri sayesinde. Onu giyince o olacak zanneder.”

4.3. Unlii ihlallerinin Unsurlari ve Unlii ihlallerinin Marka Tercihi ile iliskisi

Katilimcilara reklamlarda yer alan tinliilerin ihlallerine yonelik ne diistindiikleri
konusunda goriisleri sorulmus olup, kullandiklari ifadeler Tablo 4’de gosterilmistir.
Tiiketiciler acisindan bir iinliiniin davraniginin genel anlamda ihlal olarak
nitelendirilebilmesine iliskin kullandiklar1 ifadelerin baslicalari; aile ici siddet,
fiziksel saldir1, cinsel taciz, sik es/sevgili degistirme, sozIii siddet, reklamla ¢elisen
davranig/tavir seklinde siralanmaktadir. Reklamcilarin iinlii ihlallerine yonelik
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olarak kullandiklari ifadelerin baslicalari; fiziksel saldiri, aile i¢i siddet ve esini
aldatma seklinde siralanmaktadir.

Tablo 4. Reklamlarda Yer Alan Unliilerin fhlallerine iliskin Kullanilan Ifadeler

Tiiketiciler Reklamcilar
Kod F Kod F Kod F
Aile ici siddet 7  Madde bagimliligi 2 Fiziksel saldirt 4
Fiziksel saldir 6  Cinsiyetci sdylem 2 Aileigi siddet 3
Cinsel taciz 4  Siyasi sdylem 1 Esini aldatma 1
Sik es/sevgili degistirme 4  Gece hayatiyla anilmak 1 Sozli siddet 1
Harcamalarda odl¢iisiiz-

Sozli siddet 4 lik 1 Siyasi sdylem 1
Reklamla gelisen

davranis/tavir 4 Cinsel taciz 1

Hem tiiketiciler hem de reklamcilar acisindan iinlii ihlalleri tiiketicilerin biyiik
oranda marka tercihlerini etkilemektedir (Bkz. Tablo 5). Unlii ihlallerinin marka
tercihine etkisi sorulan bir katilmci (K, 47) asagidaki sekilde goriislerini ifade
etmistir; “Sokakta kotii davramslar, fanlar: imza istediginde kotii konusmalart,
ilgilenmemeleri ¢ok etkili. Kadina karsi siddet hem fiziksel hem sézsel, o benim igin
bitti. Uyusturucu ile yakalananlar, kullananlar. Ornegin; D. S.. O da bir reklamda
oynuyordu ve ondan sonra yok oldu. Sporcu A., silah tabancali bir olay oldu. Sonra
o da silindi. Marka tercihini etkiler ¢iinkii isimle olay bu markaya baglaniyor ve onu
goriince o olayr hatirliyorsun... Giiveni yitirdiginde bitiyor.” Unlii ihlallerinin
neler olabilecegi ve marka tercihine etkisi sorulan bir uzman su yorumda
bulunmustur (E, 34); “4. T.’nin prim skandallari... Primlerimizi ne zaman
odeyeceksiniz  vs.... Onciiliik etti, cete reisi gibi hareket etti Avrupa
Sampiyonasi’nda. Sonra B. ile silah olaylari. Olumsuz etkiler c¢iinkii bu adami
veya A.K.'v1 gérdiigiiniiz zaman davranislariyla hareketleriyle celisen bir durum
ortaya koyunca ister istemez markayi da kotii konusulan bir pozisyona sokuyor.”
Yine reklam sektoriinde gérev yapan diger bir uzman ise su yorumda bulunmustur
(E,33); “Kadina siddet, yiiz kizartict sug, toplumsal yasamla bagdasmayan suglar,
mesela adam oldiirmek, tecaviiz, taciz. émegin H.L., AK. (Kadina siddet). Marka
prestijini, marka karizmasini zedeleyici eylem. Cok biiyiik ihtimal prestijini
yitirmeyecek davramislarla ilgili sozlesme de imzalamistr. Marka bunu
ongormiistiir. Biitiin bunlar markamn prestijine, sayginhigina zarar verir. G.E.,
A.T., su an hichir reklamda goremiyoruz...Toplumsal antipati se¢imde etkili
oluyor. G.E., antipatik bir goriiniirliige sahip. Esini aldatmasiyla ilgili hareketler
oldu. Bunlarin hepsi tiiketicilerin marka tercihini ve markalarm da bu kisileri
tercih etmesini etkiler.'

4.4. Kod ve Tema Listesi

Arastirmanin kod-tema listesi ve frekans dagilimlarina iliskin detaylara asagidaki
tabloda yer verilmistir.
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Tablo 5. Kod-Tema Listesi ve Frekans Dagilimlar

Ornek Ornek
Kod F Kod% Ornek % Kod F Kod% Ornek %
Kaynak Giivenilirligi Begenilebilirlik
Olumsuz
haberlerle
Giivenilirlik anilmamak 9  4,50% 7 50,00%
Samimi
Giivenilir 23 10,10% 11 78,60% olmak 5 2,50% 4 28,60%
Olumsuz
haberlerde
yer Unlii- reklam
almamak 12 5,30% 7 50,00% uyumu 4 2,00% 3 21,40%
Sosyal
sorumluluk
Begenilmek 12 5,30% 9 64,30% anlayisi 4 2,00% 3 21,40%
Samimi 11 4,80% 7 50,00% Tecriibe 3 1,50% 3 21,40%
Diiriist 8 3,50% 7 50,00% Akillilik 3 1,50% 3 21,40%
Halktan birisi
Inanilir 8  3,50% 6 42,90% gibi olmak 3 1,50% 2 14,30%
Sosyal
Halktan medyada
birisi olmak 6  2,60% 5 35,70% aktiflik 3 1,50% 1 7,10%
Karizma 6 2,60% 4 28,60% Etkileyicilik 2 1,00% 2 14,30%
Sevecen/
Siyasi goriis 6  2,60% 2 14,30% Canayakin 1 0,50% 1 7,10%
Unlii-reklam Giindemde
uyumu 6 2,60% 4 28,60% olmak 1 0,50% 1 7,10%
Yiiksek
bilinirlik 6 2,60% 3 21,40% Karizma 1 0,50% 1 7,10%
Unlii-tiiketici
Akilli 4 1,80% 4 28,60% uyumu 1 0,50% 1 7,10%
Istikrar 4 1,80% 3 21,40% Ses tonu 1 0,50% 1 7,10%
Sevimlilik 4 1,80% 3 21,40% Caliskan 1 0,50% 1 7,10%
Sosyal
sorumluluk 4 1,80% 3 21,40% Begenilebilirligin Marka Tercihine Etkisi
Reklamini
yaptig1 Marka
triini tercihini
kullanmasi 4  1,80% 3 21,40% etkiler 25 12,50% 12 85,70%
Marka
tercihini

Caligkan 3 1,30% 3 21,40% etkilemez 18 9,00% 11 78,60%
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Uzmanhk

Yetenekli 15 6,60% 11 78,60%
Tecriibeli 5 2,20% 5 35,70%
Uzman 3 1,30% 3 21,40%
Cekicilik

Giizel 5 2,20% 3 21,40%
Ses tonu/

konusmasi 2 0,90% 2 14,30%
Sik 2 0,90% 2 14,30%

Kaynak Giivenilirliginin Marka Tercihine
Etkisi

Marka

tercihini

etkiler 25 11,00% 13 92,90%
Marka

tercihini

etkilemez 10 4,40% 6 42,90%

Begenilebilirlik

Begenilir 21 10,50% 11 78,60%
Yeteneklilik 17  8,50% 11 78,60%
Gilivenilir

olmasi 11 5,50% 7 50,00%
Giizellik/

Yakigikliik 10 5,00% 7 50,00%
Komik/

Eglenceli/

Sevimli 9 450% 8 57,10%

Unlii fhlalleri
Aile i¢i siddet 10 11,90% 8 57,10%
Fiziksel
saldir1 10 11,90% 7 50,00%
Cinsel taciz 5 6,00% 5 35,70%
Sozli siddet 5 6,00% 5 35,70%
Sik es/sevgili
degistirme 4 4,80% 3 21,40%
Reklamla
celisen
davranmig/tavir 4 4,80% 3 21,40%
Madde
bagimlilii 2 2,40% 2 14,30%
Siyasi soylem 2 2,40% 2 14,30%
Cinsiyetci
sOylem 2 240% 2 14,30%
Esini aldatma 1 1,20% 1 7,10%
Gece
hayatiyla
anilmak 1 1,20% 1 7,10%
Harcamalarda
Ol¢iistizlik 1 1,20% 1 7,10%
Unlii ihlallerinin Marka Tercihine Etkisi
Marka
tercihini
etkiler 15 17,90% 12 85,70%
Marka
tercihini
etkilemez 4  4,80% 2 14,30%

Aragtirmanin kaynak giivenilirligi 6l¢iimlemesinde Ohanian’in (1990) gelistirdigi
Olcek; begenilebilirlik kriterinin dlglimlenebilmesi i¢in Tripp ve arkadaglarinin
(1994) arastirmalarinda kullandiklar1 6l¢ekler; {inlii ihlalleri igin Wang ve Kim’in
(2019) galismasina dahil ettigi ihlal 6rnekleri; marka tercihi i¢in ise Jamal ve Al-
Marri (2007), Overby ve Lee (2006), Hellier ve arkadaslarmin ¢aligmalarinda
kullandiklar1 alt boyutlardan faydalanilmistir (Hellier ve diger., 2003). Aragtirmada
elde edilen diger kodlar da kod-tema listesine eklenmistir (Tablo 5). Ohanian’in
(1990) Kaynak Giivenilirligi Modeli kapsaminda gelistirdigi ii¢c boyutlu dlgek
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giivenilirlik, uzmanlik ve c¢ekicilik boyutlarindan olugsmaktadir. Ohanian,
giivenilirlik boyutunu “giivenilir, inanilir, itimat edilir ve samimi” alt boyutlariyla
iligkilendirilmistir. Calismamizda da benzer kodlar tespit edilmekle birlikte,
olumsuz haberlerde anilmamak ve begenilmek kodlar1 da siklikla tekrarlanmistir.
Ohanian’n (1990) uzmanlik boyutu “uzman, tecriibeli, bilgili, yetkin ve yetenekli”
alt boyutlarindan olugmakta iken, ¢alismamizdaki uzman, tecriibeli ve yetenekli
kodlariyla ortiigmektedir. Ohanian (1990)’in ¢ekicilik degerlendirmesinde ise
“cekici, klas, giizel, sik, seksi” yer alirken, arastirmamizda giizel ve sik kodlar ile
eslesmistir. Tripp ve arkadaslarinin (1994) begenilirlik dlctimlemesinde “begenilir,
hos ve nazik” kavramlar1 kullanilmistir. Begenilebilirlik kategorisinde begenilirlik
en yiiksek degerlendirmeye sahip olmakla birlikte, sonrasinda yeteneklilik,
giivenilirlik, giizellik, sevimlilik ve olumsuz haberlerde yer almamak {inliiniin
begenilebilir olarak nitelendirilmesinde 6ne ¢ikan diger unsurlar olmustur. Wang
ve Kim’in (2019) calismasinda iinlii ihlalleri kapsaminda “madde bagimliligi,
aile i¢i siddet, esini aldatma, cinsel taciz, sarhos araba kullanma, fiziksel saldiri,
vergi kagirma, hiz sinirin1 agma, sizdirilmis ¢iplak fotograf ve irker sdylem” yer
almistir. Calismamizda aile i¢i siddet, fiziksel saldirt, madde bagimlilig1 ve esini
aldatma kavramlart Wang ve Kim’in (2019) ¢alismasina paralel sekilde ¢ikmistir.
Bununla birlikte cinsel taciz ve s6zlii siddet de 6n plana ¢ikan diger unsurlardir.

5.Tartisma ve Sonuc

Bir markanin reklamlarinda, kurumu/markay1 temsil etmek icin reklamlarda yer
alan Unliilerin se¢imi konusu, literatiirde kaynak etkileri baglaminda oldukga
tartigilan bir konudur. Bu ¢alismanin bulgulari, bu baglamda en fazla tartigilan
yapilardan birisi olan Kaynak Giivenilirligi Modeli’nin nelerden olustuguna ve
ayrica bu yapinin tiiketicilerin marka tercihi tizerindeki etkilerine yonelik katki
saglamaktadir. Ayrica, kaynagin etkin bir iknaci olabilmesi i¢in begenilebilirlik
degerlendirmesinin yiiksek olmasi beklendiginden, begenilebilirlik faktdriiniin
etkileri de degerlendirilmistir. Bununla birlikte, arastirmalar gostermektedir ki,
iinlii ihlallerinin tiim {inlii kullanimlarinin dogasinda olan bir risk olusturmasi
nedeniyle, bir degisken olarak iinlii ihlallerinin de aragtirmaya dahil edilmesi ile
daha biitiinsel bir bakis agis1 ortaya konuldugu diistiniilmektedir.

Kaynak giivenilirliginin tiiketiciler agisindan ne ifade ettigi veya bir baska
deyisle nelerden olustuguna iligkin tiiketici ve reklamcilarin kullandiklari ifadeler
degerlendirildiginde, ¢alismamizda elde edilen bulgularin Ohanian’in (1990)
kaynak giivenilirligi 6lgeginde yer alan giivenilirlik, uzmanlik ve ¢ekicilik alt
boyutlart ile paralel oldugu goriilmiistiir. Bununla birlikte, drneklemimiz 6zelinde
bir iinliiniin giivenilir olarak algilanmasi i¢in ayn1 zamanda “begenilen” bir kisi
olmasi gerektigi sonucuna ulagilmistir. Ayrica, tiiketicilerin bir tinliiyii glivenilir
olarak nitelendirmelerinde iinliiniin olumsuz haberlerde yer almamis olmasi da
katilimeilar agisindan énemli bir kriter olarak gériilmektedir. Ilk basta giivenilir
olarak algilanabilen bir iinlii, bir olumsuz haber veya skandal neticesinde tam tersi
bir alg1 olusturabilmektedir.



56 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt 15, Say: 1, Ocak 2022, ss. 29-70

Arastirma bulgular, kaynak gilivenilirliginin marka tercihine olan etkisini
Ohanian’m (1990) ortaya koydugu kaynak giivenilirligi 6l¢eginde yer alan
giivenilirlik, uzmanlik ve cekicilik olarak siralanan her ii¢c alt boyutuyla da
desteklemektedir. Ulasilan sonuglar, Lafferty ve Goldsmith (1998) ve Spry ve
arkadaslarinin (2011) yaptig1 ¢alismalarda ulastiklar iinliilerin giivenilirliginin
(credibility) marka degerlendirmeleri tizerinde olumlu bir etkisi oldugu yontindeki
bulgulara paraleldir. Ohanian (1991) ve Rossiter ve Smidts (2012), uzmanhigin
marka degerlendirmeleri lizerinde anlamli bir olumlu etkiye sahip oldugunu
bulmuslardir. Bununla birlikte, Rossiter ve Smidts (2012), algilanan giivenilirligin
(perceived trustworthiness), tiiketiciler iinliilere tanitim ic¢in para 6dendiginin
bilincinde oldugundan, iinliiniin pozitif bir etkiye yol agmayacagini savunmaktadir.
Calismamizda da bazi katilimcilar tinliilere tanitim agisindan para ddendiginin
bilincinde olduklarini ve bunun giivenilirligi olumsuz etkiledigini ifade etseler de,
katilimcilar biiylik oranda iinliilerin marka tercihini etkiledigini belirtmiglerdir.
Ayrica, daha ¢ok uzman olan bir {inliiniin daha ikna edici oldugu (Speck ve diger.,
1988) ve markay1 satin almak i¢in daha fazla niyet olusturabilecegi (Ohanian,
1991) onceki ¢alismalarda gosterilmistir. Cogu arastirmanin tinliilerin ¢ekiciligi
(attractiveness) ile marka degerlendirmeleri arasinda pozitif bir iliski bulmas1 da
(Orn.; Kahle ve Homer, 1985; Till and Busler, 2000; Eisend ve Langner, 2010),
arastirma bulgularimiza paralel niteliktedir. Ayrica, Tiirkiye’de reklamlarda {inlii
kullanimina iligkin olarak tiiketicilerin reklama karsi tutumlarinin incelendigi
bir arastirmada, reklamlarda {inlii kullanilmasinin marka algisin1 olumlu yonde
etkiledigi gosterilmistir (Denecli, 2015). Bununla birlikte, Yilmaz ve digerleri,
giivenilir kaynak kullanmanin, reklama ya da markaya yonelik olumlu tutumlara
yol agmasi1 gerekmedigini gostermislerdir (Yilmaz ve diger., 2011). Alsmadi’nin
(2006) calismasinda da benzer sekilde tiiketicilerin genel olarak reklamcilikta
iinlii kullanimiyla ilgilendikleri, ancak marka se¢imi davranisi agisindan yeterince
ikna edici bulmadiklar1 gosterilmistir.

Bir iinliiniin “begenilebilir” olmasinin tiiketiciler agisindan ne ifade ettigi ve bu
ozellige sahip tinlilerin reklamlarda yer almasinin tiiketicilerin marka tercihine
etkisi incelendiginde, begenilirligin yani sira, yeteneklilik, giivenilirlik ve
giizellik/yakisiklilik kavramlarmin 6n plana c¢iktigi goriilmiistiir. Giivenilirlik,
kaynak giivenilirliginin bir boyutu iken, yeteneklilik, yine kaynak giivenilirliginin
altinda yer alan uzmanlik boyutu i¢in kullanilan ifadelerden birisidir ve aym
sekilde giizellik/yakigiklilik kavrami da kaynak giivenilirliginin diger bir alt
boyutu olan g¢ekicilik i¢in kullanilan ifadelerden birisidir. Bu da géstermektedir
ki, arastirmamizin sinirlt 6rneklemi kapsaminda tiiketiciler agisindan bir {inliiniin
giivenilir olmast i¢in begenilir olmast, begenilebilir olmasi i¢in de glivenilir olmasi
beklenen bir durumdur. Bazi yazarlara gore de begenilebilirlik, giivenilirligin
bir gostergesidir. Ornegin; Friedman ve arkadaslarma gére, giivenilirlik, kaynak
giivenilirliginin ana belirleyicisi iken, begenilebilirlik (likeability) ise, glivenin
(trust) en 6nemli 6zelligidir (Friedman ve diger., 1978). Freidman ve arkadaglari,
reklamlar i¢in secilecek giivenilir linliilerin begenilen kisiler arasindan se¢ilmesi
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gerektigini belirtmiglerdir (Friedman ve diger.,, 1978). Hatta, DeSarbo ve
Harshman (1985) ise begenilirligi kaynak giivenilirliginin dordiincii bir boyutu
olarak ele almiglardir. Ayrica, ¢calismamizin bulgulari, {inliilerin begenilmesinin
marka degerlendirmeleri tizerindeki olumlu etkilerine iliskin mevcut arastirmalarla
(Misra ve Beatty, 1990; Callcott ve Phillips, 1996; Silvera ve Austad, 2004; Till
ve diger., 2008; Fleck ve diger., 2012; Chang, 2014; Bergkvist ve diger., 2016)
paraleldir. Bu iligkiyi desteklemeyen calismalar da vardir (Rossiter ve Smidts,
2012; Yilmaz ve diger., 2011). Ornegin; Yilmaz ve arkadaslari, begenilen
kaynaklarin, reklama ya da markaya yonelik olumlu tutumlara yol agmasinin
gerekmedigini gostermislerdir (Yilmaz ve diger., 2011).

Katilimcilar agisindan iinlii ihlallerinin neler olabilecegi degerlendirildiginde
ozellikle aile i¢i siddet, fiziksel saldiri, cinsel taciz ve sozlii siddet 6n plana
cikmaktadir. Bununla birlikte, genel sonuclar baglaminda Wang ve Kim’in (2019)
calismasinda yer alan {inlii ihlalleri kapsamindaki faktorlerle, calismamiz arasinda
paralellik gosteren tinlii ihlalleri, aile i¢i siddet, fiziksel saldiri, madde bagimlilig:
ve esini aldatma kavramlaridir. Arastirmamizin bulgulari, iinlilerin olumsuz
haberlerle anilmasinin, skandallara karismasinin tinliilerin giivenilirligi agisindan
olumsuz etkileri olabilecegini gostermektedir. Bu bulguya paralel olarak,
Thwaites ve arkadaglart da (2012), negatif bir olayin haberi sonrasinda reklam
ylizlerinin c¢ekiciliginin ve giivenilirliginin tehlikeye girdigini belirtmislerdir.
Ayrica arastirmamizin sinirlt 6rneklemi 6zelindeki sonuglari, tinlii ihlallerinin
titketicilerin marka tercihlerini olumsuz yonde etkileyebildigini gostermektedir. Bu
durum tinlii ihlalleri Gizerine yapilan pek ¢ok 6nceki aragtirmada ortaya konuldugu
iizere, linliiler tarafindan tanitilan markalarin tiiketici degerlendirmeleri {izerinde
olumsuz bir etkisi oldugu (6rn., Till ve Shimp, 1998; Bailey, 2007; Edwards ve La
Ferle, 2009; Um, 2013) yéniindeki bulgularla ayni yondedir. Ornegin; Um (2013),
tiikketicilere reklam tinliisiiniin bir ihlalde bulundugu konusunda bilgi verildiginde
hem markaya yonelik tutumlarin hem de markaya yonelik satin alma niyetlerinin
azaldigini tespit etmistir. Anlam Transferi Teorisi’ne gore, tiiketicilerin bir gdhrete
yonelik tutumlari iligkili iriin ve markalara gegebilmektedir (McCracken, 1989).
Aragtirmamizda bir {inliiniin giivenilir ve begenilir olmasinda iinliiniin olumsuz
haberlerde yer almamasinin, katilimcilarin tizerinde durdugu 6nemli bir kriter
olmasi dikkat gekicidir. Unlii ihlalleri ve marka degerlendirmelerine etkisi
agisindan, tim bu tartigsmalar ve calismamizin sinirlt bulgulart 1s18inda, {inli
ihlallerinin tinliiniin glivenilirligini ve begenilirligini etkileyen bir faktor oldugunu
ve bu durumun da marka tercihini etkileyebildigini sdylemek miimkiindiir.

Aragtirmamizin = kurama  katkilarmi smirli Orneklemimiz  temelinde
degerlendirdigimizde; Ilk olarak literatiirde giivenilir olarak algilanan bir kay-
nagin, daha az giivenilir olandan daha etkili ve ikna edici oldugu, bunun yani
sira markaya ya da iirline kars1 daha olumlu bir tutum degisikligine neden ol-
dugu yoniindeki goriisler ¢alismamizla teyit edilmistir. Ikinci olarak; arastir-
manin bulgulart kaynak giivenilirliginin marka tercihine olan etkisi agisindan
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Ohanian’m (1990) 6l¢eginde yer alan her ii¢ alt boyutun da marka tercihinde
etkili olabilecegini gostermektedir. Ugiincii olarak; arastirmanmiz 6zelindeki bul-
gular “begenilebilirlik” boyutunun kaynak giivenilirliginin bir alt boyutu olarak
gelecekteki calismalarda ele alinabilecegi konusunda bir fikir vermektedir. Ciinkti
orneklemimiz 6zelinde bir iinliiniin giivenilir olarak degerlendirilmesi, tinliiniin
begenilir olmasiyla yakindan iliskili goriildiigi gibi, begenilir olmasi da gilivenilir
olmasiyla yakindan iliskili goriilmiistiir. Dérdiincii olarak; marka degerlendirme-
lerine yonelik olarak bir kaynagin giivenilir olarak algilanmasinda iinlii ihlalle-
rinin etkisinin gbz ardi edilmemesinin 6nemi goriilmiistiir ve tiiketiciler acisin-
dan ihlallerin ne anlama geldiginin ortaya konulmasinin, ihlallerin 6nlenmesine
veya azaltilmasina yonelik olarak yapilabilecek arastirmalara 1s1k tutacagi diisii-
niilmektedir. Uygulamacilar agisindan ise ¢aligmamiz, tiiketicilerin goziinde bir
marka tercihi yaratmay1 amaglayan pazarlamacilarin, reklamlar i¢in iinlii se¢imini
degerlendirirken, bir mesaj kaynagi olarak {inliiniin giivenilirligi baglaminda ne-
leri g6z Oniine almalar1 gerektigi konusunda tiiketici bakis agisin1 yansitmaktadir.
Orneklemimiizelinde kaynagin giivenilirligi, begenilebilirlikle i¢ ice gegmis bir
ozellik oldugundan, reklam yiizlerinin ayn1 zamanda kamuoyunda en ¢ok bege-
nilen kisilerden olmasimin da g6z 6niine alinmasi gereken bir durum oldugu so-
nucuna varmak miimkiindiir. Bununla birlikte, {inliinlin giivenilirligini tehlikeye
atabilecek ve dolayisiyla marka tercihine yonelik olarak olumsuz sonuglar yarat-
mas1 muhtemel bir durum olarak {inli ihlallerine karsi, sirketlerin s6zlesmelerle
kendilerini giivence altina almalarinin 6nemi de ortadadir.

6. Kisitlar ve Gelecek Arastirmalara Oneriler

Arastirmanin Ankara ili 6zelinde tiiketiciler ve reklamcilardan olusan sinirh
bir o6rneklem {iizerinde yapilmis olmasi, arastirmanin kisitin1 olusturmaktadir.
Ozellikle, Ohanian (1990) tarafindan olusturulan kaynak giivenilirligi 6lgeginin
farkli kiiltiirler baglaminda ele alimmasi ile modelin farkli kiiltiirlerde de
uygulanabilirligi agisindan anlamli sonuglar ortaya konulabilir. Zira, bir kiiltiiriin
katilimcilarindan gelistirilen bir 06lgek, baska bir kiiltiiriin katilimcilarina
uygulandiginda esdeger psikometrik 6zelliklere sahip olmayabilir. Dolayisiyla,
benzer arastirmalarin farkli cografi sehir, bolge ve iilkelerde farkli 6rneklemler
iizerinde ve daha biyik olcekli calismalarla Olglimlenmesinin bulgularin
genellenebilirligi agisindan kurama ve reklamlarda yer verecekleri iinliilerin
secimi konusunda pazarlamacilara 6nemli katkilar saglayacag: diisiiniilmektedir.
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THE EFFECT OF CELEBRITY ENDORSEMENTS IN
ADVERTISEMENTS ON BRAND PREFERENCE OF
CONSUMERS: A QUALITATIVE RESEARCH

EXTENDED ABSTRACT
1.Introduction

Selecting the appropriate celebrity to promote a brand is a critical issue in
determining a promotion strategy because finding the right celebrity to represent
a particular organization/brand requires significant time and effort. In this context,
the study aims to examine the effects of celebrity endorsers on consumers’ brand
preferences in terms of source credibility, likeability, and celebrity transgressions.
In the literature, it has been observed that ‘“sub-dimensions of the source
credibility are still controversial ”, “the celebrity likeability is not given enough
attention”, and “the effects of celebrity transgressions have not yet been agreed
upon”. For this reason, it has been considered that an evaluation from a qualitative
perspective would provide a more exploratory and holistic perspective, since the
studies conducted on these subjects are mainly quantitative in the field.

2.Theoretical Framework

Brand preference is a customer’s bias towards a particular brand (Chang and Liu,
2009). The use of celebrities in advertisements is one of the methods used for creating
preference for the advertised brand over competing brands. Within the scope of
celebrity persuasion research, the Source Credibility Model (Hovland and Weiss,
1951) is considered the most studied structure regarding celebrity endorsement
(Choi and Rifon, 2007). About the measurement of the model, it seems that there is
no consensus on the sub-dimensions (e.g., DeSarbo and Harshman 1985; Simpson
and Kahler, 1981; Wynn, 1987; Ohanian, 1990). In many studies, the credibility
of celebrities has been found to have positive effects on brand evaluations (e.g.,
Lafferty and Goldsmith 1998; Spry, Pappu and Cornwell, 2011). However, when
the source credibility is evaluated in terms of its sub-dimensions, it is seen that there
is no consensus in the literature about the effects on brand evaluations (e.g., Kahle
and Homer, 1985; Kamins, 1990; Ohanian, 1991; Till and Busler, 2000; Eisend and
Langner, 2010; Rossiter and Smidts, 2012; Schimmelpfennig and Hunt, 2020).

Surprisingly, there are not enough studies on “likeability” as an independent variable
in celebrity endorsement research. This may be due to the assumption that celebrities
in advertisements are chosen because they are already liked (Bergkvist and Zhou,
2016). Studies in the literature on “likeability” have shown that for the source to
be effective persuasive, the likeability rating must be high (e.g., Freiden, 1984).
In the few existing studies, the results of the research are not very clear in terms
of their effects on brand evaluations (Kahle and Homer, 1985; Misra and Beatty,
1990; Fleck, Korchia and Le Roy, 2012; Rossiter and Smidts, 2012; Bergkvist,
Hjalmarson and Meagi, 2016).
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However, another point to consider when measuring source effects is that using
celebrities in advertisements also carries a risk inherent in its nature. One of the
most important risks is “celebrity transgressions”, as the Transfer of Meaning
Theory shows that consumers’ attitudes towards a reputation can transfer to
related products and brands (McCracken, 1989). When a scandal damages the
celebrity’s image, the celebrity’s negative image will often be transferred to the
product and the brand being promoted. This negative perception of the celebrity
may lead to a lower evaluation of the promoted product (Till and Shimp, 1998).
Research on celebrity transgressions has shown that brands, often promoted by
celebrities, have a negative impact on consumer reviews (e.g., Bailey, 2007; Till
and Shimp, 1998; Um, 2013; White, Goddard and Wilbur 2009). However, there
are also studies that have not shown any adverse effects (e.g., Money, Shimp and
Sakano, 2006).

3.Methodology

The universe of the research is the consumers residing in Ankara city and managers
working in advertising companies. Fifteen consumers and three advertisers were
included in the study in this context. The purposeful sampling method was
chosen. Besides, interview and focus group interview techniques were used in the
research. QDA Miner software was used, and the data were analyzed by content
analysis. For the content analysis of interviews, the codes were obtained from the
literature and determined by the researcher. They were evaluated by performing
frequency percentage analysis under the themes obtained using sub-dimensions
suitable for the article. In the context of source credibility, the scale developed by
Ohanian (1990), consisting of three sub-dimensions, was taken into consideration.
Accordingly, source credibility consists of trustworthiness, expertise, and
attractiveness sub-dimensions. Tripp, Jensen and Carlson (1994) scales were used
to measure likeability criteria. In addition, examples of transgressions included
in Wang and Kim’s (2019) study were used for the measurement of celebrity
transgressions. For the brand preference, the sub-dimensions of Jamal and Al-
Marri (2007), Overby and Lee (2006), Hellier, Geursen, Carr and Rickard (2003)
were used in the research.

4. Results

Regarding the study’s findings, firstly, it was shown that credible celebrities have
positive effects on the brand preference of consumers. The research findings support
the effect of source credibility on brand preference with all three sub-dimensions
listed as “trustworthiness”, “expertise”, and “attractiveness” in Ohanian’s (1990)
source credibility scale. However, it was concluded that in order for a celebrity to
be perceived as credible, he/she should also be a “liked” person. Secondly, being
“likeable” of a celebrity has been associated with the concepts of being liked,
skilled, trustworthy and beautiful/handsome. Moreover, it was concluded that

celebrities who were qualified as likeable positively affected brand preference.
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However, it was shown that in order for a celebrity to be perceived as likeable,
he/she should also be a “credible” person. So, thirdly, the evaluation of a celebrity
as credible is closely related to the likeability of a celebrity. The likeability of
a celebrity is observed as closely related to his credibility. Moreover, finally,
considering what celebrity violations might be in terms of participants, especially
domestic violence, physical assault, sexual harassment and verbal violence, come
to the fore. In addition, it was confirmed that when celebrity transgressions
damage the image of the celebrity, this situation may negatively affect brand
preference by affecting consumers’ perceptions of the celebrity’s credibility and
likeability, which in turn negatively affects the brand preference of consumers.

5.Conclusion

In the study, it was concluded that the credibility and likeability of celebrities
affect the consumers’ brand preference, and the likeability can be considered as
an important dimension for the credibility of a celebrity endorser. In addition, it
was confirmed that celebrity transgressions negatively affect brand preference by
affecting consumers’ perceptions of the credibility and likeability of the celebrity.

When we evaluate the contributions of the research to the theory based on our
limited sample; First of all, the opinions that a source perceived as credible in
the literature is more effective and persuasive than a less credible one, as well as
causing a more positive attitude change towards the brand has been confirmed.
Secondly, the findings of the research show that all three sub-dimensions in
Ohanian’s (1990) scale can be effective in brand preference in terms of the effect
of source credibility on brand preference. 4s the third, the findings of the research
give an idea that the “likeability” dimension can be considered in future studies
as a sub-dimension of source credibility. Because, in our sample, the evaluation
of a celebrity as credible was seen to be closely related to the celebrity’s being
liked, and being liked was seen to be closely related to being credible. Fourthly,
the importance of considering the effect of celebrity transgressions in perceiving
a source as credible for brand evaluations has been seen, and it is thought that
revealing what kind of behaviors mean transgressions for consumers will shed light
on research that can be done to prevent or reduce transgressions. For practitioners,
our study reflects the consumer’s perspective on what marketers, aiming to
create a brand preference for consumers, should consider in the context of the
celebrity’s credibility as a message source when evaluating the celebrity selection
for advertisements. Since the credibility of the source is a feature intertwined with
likeability in our sample, it is possible to conclude that the celebrity endorsers
should be chosen among the most liked people in public and the most credible
ones. However, it is also clear that companies should secure themselves with
contracts against celebrity transgressions, which may endanger the celebrity’s
credibility and thus have negative consequences for the brand preference.
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As the research is qualitative, it is limited in terms of generalizability. Our findings
show that the concepts of credibility, likeability and celebrity transgressions
are open to different interpretations on a cultural basis. For this reason, it is
recommended that conducting further qualitative and quantitative research on
the subjects in different cultures and geographies would provide a more in-depth
understanding of their effects on consumers’ brand preferences.
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ABSTRACT

Environmental problems have been increasingly relevant for consumers and companies.
Consumers with strong ecocentric attitudes prefer to purchase green products. Companies
that are aware of the change develop new marketing strategies. Some of these companies
focus on innovation in the products, while others focus on promotion. While it may not
be possible for companies to convert every product to a green product, every company
can carry out a green marketing promotion strategy. The commercial is the most effective
of these strategies with many functions, including raising awareness and providing
information. The aim of this research is to examine the relationships between variables
on the basis of environmental attitudes and to investigate the effect of a TV commercial
with an emphasis on environmental sensitivity through a structural model. A survey was
conducted with 579 participants within the scope of the research. The partial least squares
(PLS) method was used to examine the relationships within the models established during
the analysis phase. In this study, the Finish brand dishwasher detergent commercial shown
on TV channels in Turkey was evaluated within the scope of a structural model. The
commercial variable was used as a moderator in the model. The content of the commercial
subject to the research is related to environmental sensitivity. In the commercial, it is
recommended that consumers place dishes in the dishwasher without prewashing the
dishes for less water consumption. Our research results reveal that the environmentally
sensitive commercial has a moderating effect between ecocentric attitude and brand trust.
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CEVRESEL TUTUMLAR VE CEVREYE DUYARLI
TELEVIZYON REKLAMLARI

oz

Cevre sorunlari tiiketiciler ve sirketler icin giderek daha énemli bir hale gelmistir. Giigli
ekosentrik tutuma sahip tiiketiciler, cevreci iiriinler satin almay1 tercih ederlerken, degisimin
farkinda olan firmalar yeni pazarlama stratejileri gelistirmektedir. Bu firmalardan bir kism1
iiriinlerde yenilige bir kismi ise tutundurmaya odaklanmaktadir. Firmalarimn her bir iirtiniinii
cevreci bir iiriine dontistiirmesi miimkiin olmasa da her firma yesil pazarlama temelinde
tutundurma stratejileri ytrtitebilir. Farkindalik gelistirmek ve bilgi vermek gibi bir¢ok islevi
olan reklam da bu stratejiler icerisinde en etkili olanidir. Bu arasgtirmanin amaci ¢evresel
tutumlar temelinde degigkenler arasindaki iliskileri incelemek ve g¢evreye duyarlilik
vurgusu tastyan bir TV reklaminin etkisini yapisal bir model araciliiyla aragtirmaktir.
Arastirma kapsaminda 579 katilimer ile anket yapilmistir. Kurulan modellerdeki iliskileri
incelemek i¢in analiz asamasinda kismi en kii¢iik kareler (PLS) yontemi kullanilmistir. Bu
calismada Tiirkiye’deki televizyon kanallarinda gosterilen Finish marka bulasik makinesi
deterjan1 reklami yapisal bir model kapsaminda degerlendirilmistir. Modelde reklam,
diizenleyici degisken olarak kullanilmistir. Arastirmaya konu olan reklamin igerigi cevresel
duyarlilikla ilgilidir. Reklamda daha az su tiiketimi i¢in tiiketicilerin bulasiklar1 6n yikama
yapmadan bulagik makinesine koymalar1 6nerilmektedir. Arastirma sonuglarimiz, cevreye
duyarli reklamin, ¢evre merkezli tutum ve marka giiveni arasinda diizenleyici bir etkiye
sahip oldugunu ortaya koymaktadir.

Anahtar Kelimeler: Ekolojik ¢evre, ¢evresel tutumlar, yesil pazarlama, sosyal pazarlama,
reklam.
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1. Introduction

New economic, social and technological changes are experienced worldwide due to
globalisation. Thus, new forms of political, environmental and social mobilisation
are emerging that encourage new strategies for sustainable development in
developed and developing countries. Individuals who emphasise environmental
concerns believe that people should live in harmony with nature, try to protect
the natural environment and avoid behaviors harmful to the natural environment.
This is why people care about environmental quality because they believe that
a degraded environment threatens people’s health. Their main concern is not a
threat to the environment but a threat to people’s well-being. In this case, people
are in an anthropocentric approach (Jian et al., 2020).

In the ecocentric approach, people have completely environmental concerns
regardless of their own interests. These approaches differ from each other
due to ethical understanding of nature. Whether a person has an Ecocentric or
Anthropocentric approach, s’he can be environmentally conscious in any case.
In this context, Thompson and Barton (1994) developed an attitude scale that
investigates attitude towards environment under the titles of eccentric and
anthropocentric. (Erten and Aydogdu, 2011).

Environmental problems have become increasingly relevant for consumers
and companies. Consumers with ecocentric attitudes prefer to purchase green
products. Companies with this awareness are developing marketing strategies for
these consumers. Some of these companies focus on innovation in products, while
others focus on promotion. While it may not be possible for companies to convert
every product to a green product, every company can carry out a green marketing
promotion strategy. The commercial is the most effective of these strategies with
many functions, such as raising awareness and providing information.

While environmental change is a scientific fact, the real problem is how people and
businesses should react to this change. If consumption contributes to environmental
degradation, it must be presented to allow them to minimise the negative impact
of consumer choices on the environment. Businesses are required and expected
to design and deliver environmentally safe products, use more environmentally
friendly components in their products, and adapt corporate processes and products
to be less harmful to the environment (Taghian et al., 2016).

In the study, consumers’ attitudes towards the environment are determined in the
light of an ecocentric and anthropocentric perspective. This study aims to determine
the effect of attitudes on brand trust and their effect on the purchase intention of
consumers and the intention to place the dishes in the dishwasher without prewashing.

In this study, the Finish brand dishwasher detergent advertisement shown on TV
channels in Turkey was evaluated within the scope of a structural model. The
commercial variable was used as a moderator in the model. The content of the
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Finish brand advertisement is about environmental awareness. In the commercial,
it is recommended that consumers place dishes in the dishwasher without
prewashing them for less water consumption.

2. Literature Review and Hypotheses

Rapid industrialisation and population growth, uncontrolled urbanisation, climate
change, and rapidly increasing air and water pollution threaten the world’s ecological
balance and human health, so the need for ecological awareness and environmental
protection has become a necessity (Kanibirand Saydan, 2007; Azizand Yani, 2017). The
world is experiencing to a much worse ecological crisis than the financial or economic
crises experienced due to the excessive use of natural resources (Subramanian, 2018).
As aresult of this negative trend in the ecological environment, changes in the attitudes
and behaviors of individuals and businesses have started to emerge. It can also be
said that individuals (consumers) and businesses encourage each other in increasing
awareness and behavior change, and this emerging change has made it imperative for
businesses to consider and improve the environmental performance of their products
in order to strengthen their brand values (Chen, 2010).

Consumer demand, increased environmental regulations, ethical concerns, and
customer satisfaction factors force industries to be more environmentally friendly
(Noor et al., 2016). Successful development and production of environmentally
sustainable products or services are essential to reduce the impact of industrial
activities on the environment and to promote cleaner production (Dangelico and
Vocalelli, 2017). For this reason, many disciplines have evolved along the lines of
“green thinking”. Thus, the traditional marketing discipline has been restructured to
be more sensitive to the environment, and, as a result, the green marketing concept
has emerged (Rahman, 2018). Green marketing, a term that refers to marketing that
considers ecological problems, has emerged as consumer behavior becomes more
environmentally conscious, which can be seen as a continuation of the process of
adapting marketing thinking to the needs of the age (Karna, 2003). Green marketing
is the management process responsible for defining, predicting, and meeting the
needs of the customer and society in a profitable and sustainable way (Chen and Chai,
2010). However, green marketing does not have a universal definition, including
environmental awareness in marketing management (Zhu and Sarkis, 2016). Green
marketing consists of many activities designed to ensure that the fundamental
aspects of the process have a minimal negative environmental impact, protect the
environment, are responsible for the environment, establish long-term relationships
with customers and other stakeholders, and create natural needs (Chen and Yang,
2019). Over-emphasising or misinterpreting environmental quality than customer
satisfaction can be called marketing “myopia”; green marketing should fulfil two
objectives: better environmental quality and customer satisfaction (Ottman et al.,
2006)..In addition, examples of the results of the research in the literature on the
relationships between the variables of this research are presented in Table 1.
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Table 1. Summary of Key Empirical Findings from Previous Research on Variables

Source Analysis Method Key Findings

Companies  should allocate
resources not only  for
environmentally friendly

Structural equation . .
d products to increase their brand

Butt et al., 2017

modellin, . .
& equity but also to increase
consumers’ environmental
awareness.

Green brands’  promotional
activities are becoming more
meaningful to consumers who

Linear regression are already concerned with
environmental issues and seeking
opportunities to avoid harming
the environment.

Davari and
Strutton, 2014

When pre-existing assessments
of  corporate  environmental
concern are positive, consumers
are significantly more likely to

Environmental .
values respond positively to the ad,
- Davis, 1994 T-tests the advertised message, the
companies . .,
advertiser, and the advertiser’s
and green roducts. The positive responses
advertising P ) P P

to be received also contribute to
the image of the product and the
company.

Having  an environmental
concern, whether it be an eco-
centered attitude or a human-
centered attitude, is associated
with  sensitivity to  green
advertising. The formation of a
positive attitude towards green
advertising is important in the
persuasion process that leads
to the formation of behavioral
intentions.

Yoon and Kim,  T-tests and Multiple
2016 Regression

As environmental values, both
Kaida and Structural equation ecocentric and anthropocentric
Kaida, 2016 modelling attitudes positively affect

environmental behaviour.
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Media and
environment

Brand image
and trust

Social
responsibility
activities

Kao and Du,
2020.

Huang, 2016
Propheto et al.,

2020.

Chen, 2010

Widyastuti et
al., 2019

Pivato et al.,
2008;

Dang et al.,
2020

Castaldo et al.,
2009

Park et al., 2014

Lowe et al.,
2015

Two-way ANOVA

Structural equation
modelling

Structural equation
modelling

Structural equation
modelling

Structural equation
modelling

Structural equation
modelling

Structural equation
modelling

Structural equation
modelling

Ordinary least squares

regression; F-test

Advertisements emphasising
protecting  the  environment
will be more effective when
consumers have positive feelings
about protecting the environment.

Media has a strong positive
influence on promoting and
embedding environmental
behavior.

Brand image has a positive and
significant effect on trust.

Green brand image, green
satisfaction and green trust are
positively associated with green
brand equity. If businesses invest
in increasing green brand image,
green satisfaction and green trust,
this will help increase green
brand equity.

The marketing strategy and
corporate social responsibility
program of the company subject
to the research bring benefits
to society and contribute to the
image of the enterprise.

Consumers’  perceptions  of
a firm’s  corporate  social
responsibility level are positively
associated with consumer trust.

Trust can explain the success or
failure of a socially responsible
company in the marketplace.
Trust and socially responsible
companies can gain competitive
advantage.

Corporate social responsibility
activities create and increase
consumers’ trust in the company.

The social marketing program
reduced household water
consumption.




Environmental Attitudes And Environmentally Sensitive Television Commercials 77

2.1. Environmental Attitudes and Trust

The green product trend is turning into a subculture as, today, many consumers
prefer green products and see this as an effective way to protect nature (Ahmed
and Zhang, 2020). Green consumers see themselves as socially responsible
consumers, and one of the most important factors in green buying behavior is
environmental attitude (Aziz and Yani, 2017). However, individuals’ attitudes
towards the ecological environment often do not match their behavior, indicating
a gap between attitude and behavior. The level of social desirability regarding
the ecological environment may further increase this gap. However, attitudes can
still provide important clues for understanding the individual. It is important to
understand the background of the attitude towards the ecological environment.
Research on the subject shows that analysing benefits in terms of the individual
and nature is important in evaluating environmental attitudes. However, there are
different labels and classifications in the field, this research classified attitudes
as ecocentric and anthropocentric. Kortenkamp and Moore (2001) asserted that
human beings are central in anthropocentric ethics and that nature and other
lifestyles are important only because of the benefits they provide to people. An
anthropocentric person supports environmentalism by considering its benefits
to people, while an ecocentric person also supports environmentalism, but
their inspiration is nature-centered. (Xu and Fox, 2104). Ecocentric values give
importance to the environment for the environment’s sake, while anthropocentric
values give importance to the environment only to meet human needs (Kaida
and Kaida, 2016; Robinson and Brownlow, 2015). Despite very positive views
on the environment, many people do not practice conservation behaviors that
would help reduce damage to the environment. Ecocentric and anthropocentric
attitudes underlie the support given to environmental problems. Both ecocentric
and anthropocentric individuals display positive attitudes towards environmental
problems (Thompson et al., 1994).

Although green marketing includes environmental awareness in the whole process,
from product planning to after-sales recycling, it will be insufficient to have a
real impact on the ecological environment because it cannot be said that green
marketing fully encourages behaviors of non-consumption or less consumption.
However, the impact of increased consumption on the depletion of resources is
great. At this stage, social marketing can come into play. Social marketing refers
to the use of marketing principles and methods to affect the target audience’s
behaviour to benefit both the target audience and society (Kotler and Lee, 2010).
For example, social marketing can encourage individuals to consume less water
and electricity or promote the habit of doing sports in the young population.
Examples of social marketing are common in the field of health. Businesses that
implement green marketing can also use social marketing, taking into account
both their products and social needs. It is important to know whether the target
audience’s attitudes towards the environment are ecocentric or anthropocentric.
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This difference will affect all marketing activities of the business. While the
response to an anthropocentric attitude will be product-weighted, the response
to an ecocentric attitude will be insufficient if it only focuses on the product and
requires an active role in social responsibility projects. Even if the activities
are fulfilled merely due to social responsibility, it is possible that an effort in
this direction will provide a commercial benefit to the business. In a study by
Nielsen (2015) with 30,000 consumers from 60 countries, it was determined that
most consumers were willing to pay more for products and services purchased
from socially and environmentally responsible companies, another study by
Unilever (2017) involving 20,000 consumers from five major developed and
emerging economies reveals that one third of consumers often buy products from
companies that they think are focused on having a positive impact on society and
the environment (Halder et al., 2020).

An ecologically environmentally conscious approach brings businesses more
than just selling products. However, this approach comes with the need for more
trust. Businesses have to show that they are reliable. At this stage, the importance
of brands is revealed once again. Brand image has a significant effect on trust
(Alamsyah et al., 2020; Propheto et al., 2020); an environmentally sensitive
image is likely to increase trust in the business. Brand image is the evaluation
of the interaction with the brand (Veloutsou, 2015). Consumers’ attribution of
trust to a brand is based on their experience with that brand (Delgado-Ballester
and Munuera-Aleman, 2001). Because green trust and green impact are achieved
through experience, customers are likely to have more trust with a green brand
through frequent positive experiences. Therefore, an investment that aims to
create and inform green consumers about the sensitive attitudes and behaviors
will nurture and influence green trust (Harris, 2010). Experience with the brand
includes not only product experience but also external communication. Therefore,
communication that emphasises social responsibility, such as environmental
awareness, will increase trust in the brand. Businesses that are sensitive to issues
affecting society, such as the environment, will receive support from society in
return for their efforts (Widyastuti et al., 2019). The environmental awareness
image will contribute to trust marketing regardless of the products. Therefore, we

proposed the following hypotheses.
H ,: Environmental attitudes positively affects trust in the brand.

H, : Ecocentric attitude positively affects trust in the brand.

H,,: Anthropocentric attitude positively affects trust in the brand.
2.2. Trust and Intention to Purchase

Consumer trust is the main determinant of long-term consumer attitude. It has
been revealed that brand trust affects the purchasing intentions of the customers
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thus, it is significantly affected by the trust of the customers and is the determinant
of the purchasing intention of the consumer (Alshura and Zabadi, 2016; Harris,
2010; Lee et al., 2011; Rahardjo, 2015). While the trust of consumers in brands
has decreased worldwide in recent years (Rajavi et al., 2019), the activities of
businesses that pursue the social benefit they identify with their brands can
make a significant contribution to establishing brand trust. Community-oriented
activities will add originality to the brand. Brand originality affects brand trust,
and nowadays, originality is an important factor in achieving success (Portal et al.,
2019). Negative attitudes of consumers towards marketing are common (Heath
and Heath, 2008), and it has been argued that trust is something to be marketed
outside of marketing mix elements (Brenkert, 1997). Therefore, we proposed the
following hypothesis:

H,: Trust in the brand positively affects purchasing intention.
2.3. Green Advertising as a Moderator Effect

The increase in the environmental awareness of consumers has changed
consumption patterns and purchasing behavior in terms of the protection of the
environment (Sharma and Iyer, 2012; Yang, 2017). The efforts of businesses to
meet the expectations of environmentally friendly consumers have triggered
several marketing initiatives, including green advertising and the development
of products targeting green consumers (Bailey, 2016). Green advertisements
have also increased due to the growing interest in environmental friendliness by
businesses and consumers. Banerjee et al. (1995) define green advertising as “any
advertisement that explicitly or indirectly deals with the relationship between a
product or service and the biophysical environment, supports a green lifestyle with
or without highlighting a product or service, and offers an image for corporate
environmental responsibility.” Green advertising is one of the most common
types of green marketing that marketers use to position their products as green in
the minds of the consumers, and companies often emphasise the environmental
advantages of their products using green advertising. (Kao and Du, 2020; Mo et
al., 2018). Buying a green product is often seen as ethical behavior, i.e., helping
people to protect the environment; another reason for buying green products is
that it helps people express their environmental identity (Meijers et al., 2019).

As green marketing and advertising efforts continue to grow, it turns out that
understanding and predicting environmental behavior is extremely difficult.
Almost everyone has environmental concerns and beliefs, but environmental
attitudes are not in line (Haytko and Matulich, 2014).

Academic research on green advertising has been limited despite the high interest
in environmental awareness. Studies have focused more on understanding and
predicting environmental behavior or green consumers. Some studies focusing on
advertising have measured the general attitude towards green advertising, created
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a green advertising typology, and measured how different message elements
increase message effectiveness. Although they are helpful, these studies only offer
a fragmented understanding of how attitudes towards green advertising form and
how subsequent behavioral intentions are formed. Past research has found that
advertisements can play an important role in shaping consumers’ attitudes. While
green advertising is a for-profit communication, it can inform consumers about
current green products and shape their sustainable consumer attitudes. As part of
a larger effort to develop environmentally-conscious behavior, it will be useful to
identify what shapes positive green advertising attitude and behavioral intention
in general (Yoon and Kim, 2016).

The concept of trust is becoming more and more important in environmental
concerns. On the grounds that consumers trust reputable organisations more,
businesses need to emphasise more on the distinctive features of their business
rather than product features (Bozbay et al., 2019). The effect of green trust on
green purchasing intention can be determined by the consumer’s judgment in
terms of long-term trust in a particular product as it has a positive effect on the
environment, thus leading to an increase in the consumer’s purchase intention.
Therefore, increased green confidence in consumers will lead to higher green
purchase intention (Rahardjo, 2015). These findings have led us to form the
following hypotheses:

H,: The path coefficient between intention to purchase and without prewashing of
those watching the environmental commercial is higher than the group that does
not watch the commercial.

H,: Environmental commercial has a moderating effect on the relationship
between ecocentric attitude and brand trust.

H,: Environmental commercial has a moderating effect on the relationship
between anthropocentric attitude and brand trust.

In this study, the Finish brand dish machine detergent commercial shown on TV
channels in Turkey was evaluated within the scope of a structural model. The
consequence variable of the model was the intention to place the dishes into
the dishwasher without prewashing. In the Finish brand dish machine detergent
commercial, it is recommended that consumers place dishes in the dishwasher
without prewashing the dishes for less water consumption.

3. Methodology
3.1. Measurement Instrument

In this study, five basic variables were measured for the models created: ecocentric
attitudes, anthropocentric attitudes, brand trust, intent to purchase, and use of
dishwashers without prewashing. The scale developed by Thompson and Barton
(1994) was based on the measurement of ecocentric and anthropocentric attitudes.
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In the measurement of brand trust, the original form was Chaudhuri and Holbrook
(2001) and Matzler et al. (2008) and later included in the studies of Ozdemir
and Kocak (2012), the scale items were used. The scale items in the research by
Dodds et al. (1991) were used in the measurement of purchase intent. The use of
a dishwasher without prewashing was measured by asking the participants if they
had this intention.

3.2. Sample and Data Collection

The target sample of the study consists of people who use Finish brand
dishwashing detergent. The convenience sampling method was chosen due
to the large population to be reached and the lack of sampling frame. The data
in this study were obtained through the survey method via a self-administered
questionnaire. In order to test the comprehensibility and feasibility of the survey
by consumers, a pilot study was conducted with a group of 25 people with target
audience characteristics, and the survey was finalised. The survey was sent to
the participants both face-to-face and online between February 2019 and March
2019.The number of the sample has been determined considering the features of
the study, the number of variables in the study, the features of the analysis that
would be used in the study and the number of the sample that has been used in
similar studies (Nakip, 2004; Altunisik et al., 2004). A five-point Likert scale
that is graded from I1=definitely disagree to S5=definitely agree was used to
collect participants’ answers. Within the scope of the research, the data of 579
participants were included in the analysis. The analysis of the data was done
through SPSS and The Smart PLS 3 programs. Information such as gender, age,
and education was used as descriptive characteristics. Descriptive statistics of
respondents are given in Table 2. When the distribution of gender was analysed,
it could be seen that the ratio of female participants among the respondents was
62.5%. The distribution of the participants regarding age groups was very close
to each other. In terms of educational status, the university graduates ranked first
with a rate of 63%. In addition, the ratio of the people who watched the
advertisement, which is an important variable within the scope of the research,
to the total number ofparticipants was approximately 68%.

Table 2. Demographic Profile of Respondents and Descriptive Statistics

n  Gender (%) Age (%) Educational Status (%)
18-25 243 High school and 302
Female 62.5 lower
579 26 - 35 25.8 Undergraduate 63.0
36-45 26.3 Graduate 6.8
Male 37.5

46 - 46+ 23.6
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3.3. Findings

The partial least squares (PLS) method was used to examine the relationships within
the models established during the analysis phase. The Smart PLS 3 program was
used in the analysis (Ringle et al., 2015). In the research, three different models
were established. The first model contained the data of those who watched the
commercial, and the second model contained the data of those who did not watch
the commercial. In the last model, which examined the moderating effect, the data
of all respondents were included. The model’s reliability and validity analysis was
first tested for each model, and then path analyses were carried out. Table 3 shows
the results of the measurement reliability and validity of the model constructs.
Composite reliability values carried sufficient reliability values for the variables
that made up each group (model). The average variance extracted (AVE) values
of the variables in each model were higher than 0.50. In all models, the diagonal
elements were greater than the off-diagonal elements in the corresponding rows
and columns. These two results indicated that discriminant validity had been
provided (Fornell and Larcker, 1981).
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3.4. Comparison of Groups’ Models and Moderating Effect

In Figure 1, the results for two models that include the participants who watched
the commercial (C +) and the participants who did not (C-) may be seen. As
a result of the path analysis, it was found that all the coefficients among the
variables in the model belonging to C+ were higher than C- values. In addition to
this basic finding, while there was no significant relationship between “ecocentric
attitude” and “trust” in the C- model (B = .057, p > .05), it was remarkable that
the coefficient for the relationship was significant in the model of C+ (f =.166, p
<.001). On the other hand, according to the results of the model including all the
participants’ data (Figure 2), it was found that both ecocentric ( =.125, p>.001)
and anthropocentric (p =.423, p>.001) attitudes positively affect trust. According
to the results obtained, the H and H  hypotheses are supported.

Ecocentric
attitude

(c+H 0.770 ™"
(C) 0.675™

(CH) 0335
(C-) 0237

Without
pre-washing

Intention to
purchase

(CH) 0433
(C-) 0.398

Anthropocentric
attitude

Figure 1. Path Coefficients and Comparison of Groups’ Models

C+: Respondents who watched the commercial; C-: Respondents who did not
watch the commercial

(*p <.05, **p < 0.01, ***p < .001).

Analysis results related to the model with all data (C+ and C-) and including the
moderating effect are shown in Figure 2 (The hypothesis results are shown in
Table 4). The findings revealed that each path coefficient was significant and that
a one-unit increase led to a positive increase in the relevant variable.

In the model in Figure 2, it is seen that the path coefficient between brand trust and
purchase intention also supports the H, hypothesis (B =.746, p > .001). Findings
showing the relationship between intention to purchase and without prewashing
for those who watch the advertisement and those who do not also support our
H, hypothesis (Figure 1). The path coefficient between intention to purchase
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and without prewashing of those watching the environmental commercial is
higher than the group that does not (C+: p = .335, p > .001land C-: p = .237, p
> .001). Additionally, the results showed that (Figure 2) the moderating effect
of the commercial was statistically significant in the ecocentric attitude-trust
relationship (f = .100, p < .05). However, it was found that the commercial did
not have a moderator effect between anthropocentric attitude and trust. Therefore,
the H, hypothesis was supported, and the H,, hypothesis was not. This finding
better explained how the non-significant path coefficient of C- in Figure 1 became
meaningful in C+.

Watching the
commercial
(moderating

effect)

Ecocentric
attitude

Without
pre-washing

Intention to
purchase

Anthropocentric
attitude

Figure 2. Path Coefficients of Model

(*p <.05, **p < .01, ***p < .001).
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Table 4. Hypothesis and Structural Modelling Results

Path Coef-
ficients
Hypothesis Linkages in the model Result
(Standard
B)
. L By 125 }
H, Ecoceqtrlc attitude positively Ecocentric attitude —s Trust Support
affects trust in the brand. (p<.001) ed
. I . 423 s
Ir_l W Anthropocent_rlc attitude posi Anthropocentric attitude —> Trust Support
tively affects trust in the brand. (p <.001) ed
: i iti a 746 _
H,: Trust in the brand .posmvely af- Trust —> Intention to purchase Support
fects purchasing intention. (p <0.001) ed
H,: The path coefficient between (Respondents who watched the commercial) 335
intention to purchase and without . . X
prewashing of those watching the Intention to purchase — Without prewashing (p < 0.001) Support-
environmental commercial is higher  (Respondents who did not watch the com- 237 ed
than the group that does not watch mercial) .
the commercial. <
Intention to purchase — Without prewashing (p < 0.001)
H,: Environmental commercial has Epyironmental commercial — Moderating 100
a moderating effect on the relation- effect : Support-
ship between ecocentric attitude and (p <.05) ed
brand trust. (Ecocentric attitude — Trust) '
H,: Environmental commercial has  Environmental commercial — Moderating 050
a moderating effect on the relation-  effect ’ Not Sup-
ship between anthropocentric atti- (p>.05) ported

tude and brand trust. (Anthropocentric attitude — Trust)

4. Conclusions

In this study, the Finish brand dish machine detergent advertisement was
evaluated. This commercial shown on TV channels in Turkey explains that there
will be no drought if we consume less water; thus, the content of the commercial
is about environmental awareness. The study aimed to evaluate the commercial
variable effect within the scope of a structural model. The variable was used as
a moderator in the model. According to our research results, it was determined
that the commercial has a moderating effect on the model. The moderator
effect was between ecocentrism and trust. In other words, the effect of the TV
commercial came to the fore in individuals whose environmental awareness was
environmentally centered. This result supports some studies in the literature (e.g.
Davis, 1994; Davari and Strutton, 2014; Yoon and Kim, 2016).

According to the model, ecocentric and anthropocentric attitudes affect trust in the
Finish brand. This effect increased even more according to the status of whether
or not consumers watched the commercial. Trust in the Finish brand also affected
its purchase intention. Studies conducted to support this result (Anisimova, 2016;
Chang and Chen, 2012; Lal et al., 2017; Rahardjo, 2015; Teng and Wang, 2015).
The consequence variable of the model was the intention to place the dishes into
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the dishwasher without pre-washing. It is promising that an advertisement is not
solely focused on sales but also on raising awareness about fighting drought. This
important action by the Finish brand set an example for its competitors. About
six months after this advertisement was shown, the Fairy brand dish machine
detergent screened similar advertisements.

Today, ecocentrism is an attitude that consumers attach importance to, not only in
developed countries but also in developing countries such as Turkey. Moreover,
the number of consumers with ecocentric attitudes or behavior is constantly
increasing. Conscientious firms that realise this change makes a difference for
their marketing strategies evidenced by TV commercials with environmentalism
and social marketing content. Thanks to these strategies, companies both protect
decreasing clean water resources and gain the trust of consumers. For this reason,
we recommend that firms focus on the consumers with ecocentric attitudes and
create commercials with environmentalism and social marketing content as a
marketing strategy.

It is thought that the study will make the consumers more willing to buy green
products. In addition, this study will enable advertisers to measure how consumers
respond to environmental advertisements and increase communication with
consumers through environmental advertisements.

This study is limited to one specific product, Finish brand. In future research, other
green products can better understand the consumer’s view of green products. It
can be applied to a wider sample of respondents, including cultural differences,
in future studies.

As green marketing can be a way to differentiate, firms that are positioned today
should use the environmental concerns of consumers to differentiate and position
their products to capture new green markets. Companies should develop long-
term strategies to realise their green marketing and include their environmental
missions in their business strategies rather than just promoting their green products.
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E-TICARET SEKTORUNDE KULLANILAN DiJITAL PAZARLAMA
ARACLARININ SIRKETLERIN MARKA DEGERINE ETKILERi
UZERINE NIiTEL BiR ARASTIRMA *

Elif CITAK ADALI '3
Unsal SIGRI 2

0z

Bilgi ve iletisim teknolojisindeki ilerlemenin gelismesiyle ve bilgisayar kullaniminm ¢agin
onemli bir gerekliligi haline gelmesiyle ticaret kavraminin elektronik ortama ge¢mesi
kaginilmaz hale gelmistir. Mal ve hizmetlerin satin alinmasi veya satilmasi isleminin elektronik
ortama taginmasi e-ticaret kavramimim dogmasina neden olmustur. Kisa zamanda gelisen
internet tabanlt sosyal aglarla birlikte e-ticaret 6n plana ¢ikmis ve bu da dijital pazarlama
kullaniminin artmasina yol agmustir. Bu yoldan hareketle, sirketlerde geleneksel yontemlere
nazaran dijital pazarlama araglariyla uzun soluklu bir marka degeri yaratmak adina gerekli
cabay1 gostermektedir. Ayni zamanda, tiiketicilerin sosyal aglar1 kullanim sikliklar, kullanim
aligkanliklart ve ilgi alanlarinin belirlenmesinin stratejik nokta haline gelmesiyle de
sirketlerin e-ticaret ve dijital pazarlamay1 kullanim sekilleri ¢alismanin  6nemini
vurgulamaktadir. Bu arastirmanin amaci, e-ticaret sektoriinde kullanilan dijital pazarlama
araclarmin sirketlerin marka degerine etkilerini belirlemeye ¢aligmaktir. Calismada, dijital
pazarlama araglarinin kullanimmin sirketlerin marka degerine etkilerine iliskin bir arastirma
yiritiildiigli icin nitel arastirma desenlerinden olgu bilim (fenomoloji) yaklasim
kullanilmugtir. Arastirma, yiiz yiize derinlemesine goriismeler yoluyla elde edilecek verileri
toplamak i¢in birebir miilakatlar, odak grup goériismesi ve katilimc1 gozlem veri toplama
tekniklerinin kullanildigt nitel bir ¢aligma {izerine temellendirilmistir. Aragtirma kapsaminda,
Ankara ilinde 6 tiiketici ile miilakat ve birebir goriismeler, e- ticaret sektoriinde bulunan bazi
sirketlerin dijital pazarlama birimlerinden 5 sirket yetkilisi (uzman) ve 4 {ist diizey yetkiliden
olusan 2 ayri odak grup goriismesi seklinde gerceklestirilmistir. Elde edilen bulgular, nitel
veri analizinde QDA Miner programi ile analiz edilmistir. Yapilan arastirmada, dijital
pazarlama araglarinin marka degerine daha gok olumlu etki ettigi fakat kullanilacak olan
dijital pazarlama tekniklerini segerken iiriin veya hizmetin bulundugu sektore gore
degiskenlik gosterebilecegi sonucuna varilmistir. Yapilan miilakatlardan elde edilen sonuglar
incelendiginde, marka degeri boyutlart olan marka sadakati, marka farkindaligi, marka imajt
ve algilanan kalitenin ayr1 ayn Sl¢limlenmesi ve bu boyutlarm her iiriin veya hizmete gore
ayr ayri analiz edilmesi sonucuna varilmustir. Calisma bu sonuglarindan hareketle, tiiketici ve
sektdr uzmanlarryla goriigmek suretiyle markalarin dijital yontemler kullanarak marka
degerlerini gelistirebilmesi ve bunun sirketlere getirisi konusunda teorik uygulamalar ile
alana ve uygulayicilara katki saglayacaktir.
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A QUALITATIVE RESEARCH ON THE EFFECTS OF DIGITAL
MARKETING TOOLS USED IN THE E-COMMERCE SECTOR ON
THE BRAND VALUE OF COMPANIES

ABSTRACT

With the development of progress in information and communication technology and the
use of computers becoming an important necessity of the age, it has become inevitable
for the concept of commerce to pass into the electronic environment. The transfer of
the purchase or sale of goods and services to the electronic environment has led to the
emergence of the concept of e-commerce. With the development of internet-based social
networks in a short time, e-commerce has come to the fore, leading to an increase in the
use of digital marketing. In this way, companies make the necessary effort to create a long-
term brand value with digital marketing tools compared to traditional methods. At the
same time, determining the frequency of use of social networks, their usage habits, and
the interests of consumers has become a strategic point, emphasizing the importance of
studying the way companies use e-commerce and digital marketing.

The purpose of this research is to try to determine the effects of digital marketing tools used
in the e-commerce sector on the brand value of companies. In the study, the phenomenology
approach, which is one of the qualitative research designs, was used as research was
conducted on the effects of the use of digital marketing tools on the brand value of the
companies. The research is based on a qualitative study in which one-on-one interviews,
focus group interviews, and participant observation data collection techniques are used
to collect data to be obtained through face-to-face in-depth interviews. Within the scope
of the research, interviews and one-to-one interviews with six consumers in Ankara were
carried out as two separate focus group interviews consisting of five company officials
(experts) and four senior officials from the digital marketing units of some companies in the
e-commerce sector. The obtained findings were analyzed with the QDA Miner program in
qualitative data analysis. In the research, it was concluded that digital marketing tools have
a more positive effect on brand value, but when choosing the digital marketing techniques
to be used, it may vary according to the sector in which the product or service is located.
When the results obtained from the interviews were examined, it was concluded that the
dimensions of brand equity, brand loyalty, brand awareness, brand image and perceived
quality were measured separately, and these dimensions were analyzed separately for
each product or service. Based on these results, the study will contribute to the academy
and practitioners with theoretical applications on the development of brand values by
using digital methods and the return of this to companies by meeting with consumers and
industry experts.

Keywords: E-Commerce, brand value, digital marketing, digital marketing tools,
qualitative research
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1. Giris

Gliniimiizde kazang saglamak amaciyla yapilan biitiin alim-satim islemlerine
ticaret adi verildigi varsayilip, insanligin var oldugu giinden tiim diinyada bu
yana ticaretin gergeklestigi ve diinyanin ekonomik olarak gelismesini saglayan
en 6nemli olgulardan biri oldugu bilinen bir gercektir. E-ticaret ise, mal, hizmet
ve bilginin alim, satim ve degisiminin elektronik ortamda yapilmasimi ifade eden
bir kavram olmakla birlikte gliniimiizde bir¢ok iilke tarafindan eskiye nazaran daha
cok tercih edilmektedir. Ozellikle Covid-19 pandemisiyle tercih edilirligi artan
e-ticaretin ana hedefi, ticari islemlerin elektronik ortamda en basit, hizli, verimli
ve glivenli sekilde yapiliyor olmasidir. Bu bakimdan mal ve hizmetlerin diizenli,
detayli ve gorsellestirilmis sekilde miisteriye sunulmasi, siparigin kolaylikla
alinmasi, satin alma islemlerinin kolay ve giivenilir bir sekilde gergeklestirilmesi ve
sonucunda en hizli sekilde miisteriye ulastirilmasi hedeflenmektedir. Pandemiyle
birlikte e-ticarette, mal ve hizmet maliyetlerinin diisliriilmesi ve miisteriye
sunulan hizmetin kaliteli, kolay ve glivenilir hale getirilmesi ve bu siirecin siirekli
iyilestirilmesi amaglanmaktadir (Ozen, 2003).

Glniimiizde e-ticaret daha fazla tercih edilebilmesinin sebebi, sirketlerin tiiketiciye
daha kolay ve hizli ulasabilmeleri, maliyetlerin en aza indirilebilmesi, marka
bagliligini arttirma ydntemlerinin kolay yolla saglanmasi ve buna bagl olarak
isletmelere marka degerini olustururken daha basit argiimanlar sunmasi seklinde
siralanabilir. Diger unsurlar ise, dagitimda kolaylik ve ucuzluk, tiiketici ile daha
rahat etkilesim, aninda geri doniis, dikkat c¢ekicilik, kiiresel pazarla tanisma, 24
saat hizmet ve aninda satis sayilabilir (Iyiler, 2009). Tiim bu unsurlar dikkate
alindiginda, e-ticarette kullanilan dijital pazarlama araglarmin sirketlerin marka
degerine olan etkilerini incelerken 6ncellikle marka degeri kavramini ve tarihsel
gelisimini incelemek ayn1 zamanda da dijital pazarlamanin gelisimini ve kullanilan
tekniklerin neler oldugunu detaylandirmak gerekmektedir.

Kotler’in (1994) markay1 bir isim, terim, isaret, sembol veya tasarim veya
bunlarin bir karigimi olarak, diger bir deyisle bir saticinin veya satici grubunun
mal veya hizmetlerini rakiplerinkilerden ayirt etmek ve tanimak i¢in tasarlanmasi
seklinde tanimlamasindan yola ¢ikarak, marka kavraminin ortaya ¢ikisinin orta
caglara hatta markanin baglangicinin eski Yunanlilara dayandigini sdylenebilir
(aktaran; Akgiin ve Akgiin, 2014). Marka isletmelerin pazarda tanitmasi, itibar
ve lin yaratmasi gibi genis bir anlam ifade etmektedir (Erkollar ve Oberer, 2017).
Marka degeri ise, tiiketicilerin markaya atfettikleri degere bagli olarak olusturulan
ve diger markalar karsisinda markanin finansal giiciinli gosteren sayisal bir degeri
ifade etmektedir (Casado, Confente, Solano ve Brunetti, 2018)._Marka degeri,
titketicinin bir markay1 diger markalardan farklilastirdig1 tirtin ve hizmetlerinin
degerlerinden olusan bir biitiinii ifade etmektedir (Ebrahim, 2019). Marka degeri,
marka isminin farkindaligi, marka baglilig1 ve algilanan kaliteden olugmaktadir.
Markanin tercih edilebilirligi, kullanim orani, tiiketicinin markay1 satin alma
davranigi, iriiniin veya hizmetin kalitesi ve Ozellikleri, markanin iletisimdeki
tutarlig1, fiyat istikrart marka degerini olusturan unsurlar olarak sayilabilir. Tiim
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bu unsurlar dikkate alindiginda, {irlin ya da hizmetin tizerinde karlilik, satis, ciro,
yatirim gibi etmenleri etkileyecegi de diisliniilerek marka degeri kavrami dnem
arz etmektedir (Faircloth, Capella ve Slford, 2001). Marka degeri ayn1 zamanda
artan karlilik ve gli¢lii pazar payini da beraberinde getirir.

Geleneksel pazarlamanin dijitale yonelmesi ve tiiketiciler lizerinde sosyal medya
etkisinin artmasiyla biiylik ¢apl isletmeler basta olmak tizere daha kiiciik ve orta
biiyiikliikteki isletmelerin de satiglarini bu yolla arttirdiklar1 bilinen bir gergektir.
(Faircloth vd., 2001). Bununla birlikte birgok marka, degerini dijital pazarlama ile
arttirmaya ve onemli hale getirmeye baglamistir. Sosyal aglarin ve teknolojinin
hizla gelismesi ise isletmelerin tiiketicilerle iletisim kurma big¢imlerinde biiytik
degisikliklere gitmesine neden olmustur (Kavisekera ve Abeysekera, 2016).
Dijitallesme ile birlikte 6zellikle ¢evrimigi sirketlerin marka degeri 6lglimlerini
dijital pazarlama lizerinden gerceklestirdikleri ve bunun da tiiketicilerinin markay1
tanimasi, farkina varmasi, rakip sirketler yerine belirli bir markayi tercih etmesi
ile marka sadakatini saglamis olduklar1 goriilmektedir (Rios ve Riquelme, 2008).
Buna ek olarak ise, sirketlerin marka stratejileri de dijitale yonelmis durumdadir.
Bir sirketin marka stratejisi dijital pazarlama araglarindan en az bir ya da birkagini
belirleyerek bunu igerik ve kullanim bigimiyle nasil destekleyecegine dair bir
plandir (Erkollar ve Oberer, 2017). Dijital pazarlamay1, isletmelerin basta sosyal
medya platformlart olmak iizere diger dijital ortamlar1 da kullanarak belirlemis
olduklar satis hedeflerine ulagmak, reklam ve tanmitim faaliyetlerini sunmak,
marka imaji ve marka ydnetimini saglamak ve ayni zamanda misterileriyle
etkin bir iletisim gergeklestirebilmek icin gergeklestirilen faaliyetler olarak
tanimlayabilmek miimkiindiir (Yuvaraj ve Indumathi, 2018). Tarihsel gelisimi ise;
ilk cevrimigi pazarlama faaliyetlerinde etkin bir rol oynayan e-posta kullanimi
ile 1994°den sonra yeni pazarlama teknolojisinin Oniinii agmigtir. 1995 yilinda
Amazon.com’un kurulmasi ve 2000 yilinda ise mobil reklamciligin gelmesiyle ve
arama motorlariin olusturulmasiyla dijital pazarlamanin temellerinin atilmistir
(Islamoglu, 2008). Dijital pazarlama stratejilerinin dogru hedef kitleye dogru
kullanim bi¢imi ve sikligiyla beraber karar verilmesi giiclii bir marka deger
zinciri olugturabilmeyi saglayacaktir. Gelinen siiregte isletmelerin marka degeri
kavramini dijital araglardan da daha az maliyetli saglayabildikleri goriilmustiir.
Ayrica marka degeri yaratma ve sirketlerin bunu siirdiirebilmeleri i¢in yapay zeka
ve internet kullanimimin yayginlagmasi ile birlikte dijital pazarlama araglarindan
sosyal medya pazarlamasiin kritik bir pazarlama araci niteligi kazandigi ileri
stiriilebilir (Kavisekera ve Abeysekera, 2016). Bu sebeple, sirketler uzun donemli
marka sadakati saglamak adia sosyal medya basta olmak {izere birgok dijital
pazarlama araglarini siklikla kullanmaya baslamislardir (Syrdal ve Briggs, 2018).

Dijital pazarlama alaninda marka degeri, satin alma aliskanligi, akillarda kalan
imaj, marka bilinirligi ve miisteri memnuniyeti gibi konularla kullanic1 ya da son
tiikketici tarafindan belirlenmektedir (Yasmin, Tasneem ve Fatema, 2015). Sosyal
aglarla birlikte ortaya ¢ikan dijital pazarlama stratejileri, marka ve miisteri iligkileri
isletmelerin pazarlama faaliyetleri agisindan oldukg¢a 6nemli hale gelmistir.
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Ayrica marka degeri ve itibart i¢in kullanilan sosyal aglarda etkin ve verimli
caligmalarin gerceklestirilebilmesi icin markalarin sosyal medya kullanimlarinin
bigimi, kullanim siklig1 ve icerigi onem arz etmektedir. Bu sebeple, isletmelerin
dijital pazarlama araglarini kullanim siklig1, bigimi ve icerigi marka degerlerini
arttirmak acisindan kritik bir unsur olarak degerlendirilmektedir (Krishnaprabha
ve Tarunika, 2020). Tim bunlar birlikte diisiiniildiigiinde, sirketlerin dijital
pazarlama faaliyetleri ile tiriin ya da hizmetlerini daha genis kitlelere, daha hizli
ulastirmasinin saglayacagi faydalardan en 6nemlisi marka degerini arttirmak olarak
karsimiza ¢ikacaktir (Jayasuriya, Azam, Khatibi, Atan ve Dharmaratne, 2018).
Bu noktadan hareketle, ¢alismada dijital pazarlama kavraminin ve araglariin
neler oldugu ve bu araglarin marka degeri lizerine etkileri konusunda daha genis
bir literatlir taramas1 yapilarak kavramsal cergeve olusturulacak, kavramlarin
birbirleri arasindaki iliski arastirilacaktir. Bu amagla makalenin sorunsali, “Dijital
pazarlama araclari sirketlerin marka degerini nasil etkilemektedir?” seklindedir.
Ayrica, tiiketicilerin sosyal aglari kullanim sikliklari, kullanim aligkanliklar: ve ilgi
alanlarmin belirlenmesinin stratejik nokta haline gelmesiyle de sirketlerin e-ticaret
ve dijital pazarlamay1 kullanim sekilleri ¢aligmanin 6nemini vurgulamaktadir.
Firmalarin e-ticaret sektdriinde kullanilan dijital pazarlama araclarmi kullanim
siklig1 ve hangi teknigi daha fazla kullandigi gibi unsurlarin sirketlerin marka
degerini ne derece etkildegi ise ¢calismanin amaciniolugturmaktadir.

Bununla birlikte, arastirmanin tiiketici ve sektor uzmanlariyla goriismek suretiyle,
ilgili kisilerin bakis acilarmi incelemek ve siirecleri ortaya koyabilmek adina
markalarin dijital teknikler kullanarak marka degerlerini gelistirebilmesi ve bunun
sirketlere getirisi konusunda teorik uygulamalari venitel aragtirmayontemiile verilere
ulagilarak akademiyaya ve uygulayicilara katki saglayacagi diisiiniilmektedir.

2. Kavramsal Cerceve

Marka ve Marka Degeri

Markanin, tiiketicilerin satin alma karari verirken ¢ok sayida rakip arasindan
secilebilirligi i¢cin pusula gorevi gordiigii ve giiniimiizde kendi sektorlerinde
varligmi siirdiirebilmek icin basarilarini siirekli devam ettirmek durumunda
kaldiklar1 bilinen bir gergektir. “Marka” terimi, tiiketicilerin belirli bir saticinin
mal veya hizmetini tanimlayabilecegi ve rakiplerinden ayirt edebildigi ad, isaret,
sembol ve tasarimlarin bir kombinasyonunu ifade eder (American Marketing
Association, 2020). Ayn1 zamanda marka, tiiketiciye ilk etapta iiriiniin kaynagini
isaret eden ve hem tliketiciyi hem de iireticiyi benzer iiriinler sunmaya calisan,
rakiplere kars1 tanitan ve koruyan bir varlik gorevi gormektedir. Bir bagka ifade
ile marka, {ireticinin tiiketiciye sunduklarinin bir biitiiniidiir (Craig ve Douglas,
2000). Markanin literatiirde bilinen tarihgesinin de, M.S. 5.yiiz yila dayandigi
ve cagdas marka kurami igerisinde deger atfetme Olgiitli olarak nitelendirildigi
bilinmektedir (Engin, 2016). Basaril1 bir marka her zaman degerli olmalidir ¢linkii
pazarlama Onciilerinin marka uzantilarin1 kolaylastirarak ve rakiplerin piyasaya
giris engelleri olusturarak rekabet avantaji elde etmelerini saglayabilmektedir
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(Karamian, Nadoushan ve Nadoushan, 2015). Bu noktadan hareketle, marka
kavramideger temelli oldugundan sektordekirekabetunsurunu agiga ¢ikarmaktadir.
Marka degeri genel olarak rekabet giicli saglayacak sekilde markanin pazardaki
giiclinli yansittig1 icin oldukc¢a 6nemli bir husustur (Kavas, 2004). Aaker (2001),
marka degerini “bir isletme veya igletmenin miisterileriyle iligkili olarak, mal
ve hizmetlerle saglanan degere eklenen veya o degerden cikarilan, markayla,
marka ismiyle veya sembollerle iligkili varlik ve yiikiimliiliiklerdir” seklinde
tanimlamaktadir. Marka degeri bazen, markanin tiiketici tarafindan algilanan
degeri, bazen de markanin finansal degeri olarak bilinmektedir. Ayn1 zamanda,
marka degeri; markanm tiiketici nezdindeki degeri, pazar payi, ve giicli, imajt,
karliligr gibi bir takim faktorlere bagli olarak degisiklik gdsterebilmektedir.
Marka degerinin olusturulmasi, gelistirilmesi ve siirdiiriilmesine yonelik yapilan
caligmalar gostermektedir ki, marka yonetiminin basaris1 ancak yiiksek bir marka
degerine sahip olmakla miimkiin kilinmaktadir (aktaran; Akgiin ve Akgiin, 2014).
Bu sebeple marka degeri belli degiskenler sonucu olusmaktadir ve bu degiskenler
marka degerinin olugmasinda aktif rol oynamaktadir. Bu baglamda, marka degeri
boyutlari, dort gruba ayrilmaktadir. Bunlar; marka sadakati, marka farkindaligi,
marka imaj1 ve algilanan kalite seklinde siralanmaktadir.

Tablo 1. Marka Degeri Faktorleri

Marka Degeri Faktorii Tamm Referans

Marka Sadakati

Marka Farkindahg

Marka imaj

Algilanan Kalite

Marka degerinin kalbi olan marka
sadakati, ayn1 markanin bir mal/
hizmetini, durumsal etkiler ve
davraniglar1 degistirmeye neden
olabilecek pazarlama ¢abalarina
ragmen tutarl bir sekilde yeniden
satin almayaveya yeniden tanit-
maya yonelik derinlemesine uzun
vadeli taahhiitler biitiiniidiir.

Bir markanin tiiketici bellegindeki
izinin giici; tiiketicilerin markay1
farkli kosullar altinda tanimlama

becerisinin yansimasidir.

Coklu deneyimlere, gerceklere,
bolimlere ve marka bilgilerine
maruz kalmaya dayanan,
tilketicinin hafizasinda yer alan ve
genellikle anlamli bulunan bir dizi
marka iliskilendirmesidir.

Tiiketicinin bir tirtine iliskin mi-
kemmellik ya da iistiinliik algisidir,
0znel bir yargt

igerir.

Aaker, 1991; Oliver, 1999;
Kim, Kim, Kim, Kim ve Kang,
2008.

Aaker, 1991; Keller, 1993; Kim
ve

digerleri, 2008.

Aaker, 1991; Yoo, Donthu ve
Lee, 2000.

Zeithaml, 1988; Aaker, 1991
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Uriin ve hizmetin olusturulma sonrasindaki pazarlama asamasi markalasma
stirecini de beraberinde getirmekte olup dogru yaratilan bir markanin, istenilen
algiya ulasabilme imkanin1 da dogurmaktadir. Bu siire¢ dijitallesen diinyadaki
gercek zorunluluk, isletmelerin rekabet avantaji saglayabilmeleri ve marka
degerini daima iist seviyelerde tutabilmeleri i¢in dijital pazarlamay1 kullanmalarini
dogurmaktadir (Faircloth, Capella ve Slford, 2001).

Dijital Pazarlama

Genel bir ifadeyle, dijital pazarlama, tiiketicilerin ve isletmelerin iiriin ve
hizmetlerini tanitmak veya pazarlamak i¢in dijital kanallarin kullanilmasidir.
(Krishnaprabha ve Tarunika, 2020). Kotler, dijital pazarlamay1, bir igletmenin web
siteleri tizerinden tiriin ve hizmetlerini gelistirmek, tanitmak ve satmak i¢in yaptigi
faaliyetler olarak tanimlamaktadir (Garcia, Lizcano, Ramos ve Matos, 2019).
Daha genis kapsamda degerlendirecek olursak, dijital pazarlama; isletmelerin tiim
tiikketicilere ortak deger yaratmak, sunmak, iletisim kurmak ve siirdiirmek i¢in
misteriler ve ortaklarla igbirligi yaptig1 adapte edilebilir ve etkin bir siireci kapsar
(Kannan ve Li, 2017). Tarihsel gelisimi her ne kadar ilk ¢evrimi¢i pazarlama
faaliyetlerinde kullanilan e-posta kullanimi ile baslasa da, 2000’li yillarin
baslarinda mobil reklamciligin olusturulmasi ve arama motorlariin kullanilmaya
baslamasiyla dijital pazarlamanin temellerinin atildigi bilinmektedir (Desai,
2019). Dijital pazarlama ile birlikte miisterilerin ilgisini ¢cekmek ve elde tutmak
icin dijital kanallar1 kullanmak amaclansa da ve internet pazarlamasini igeren mal
ve hizmetlerin pazarlanmasi i¢in kullanilan bir ara¢ oldugu unutulmamalidir. Bu
nedenle, dijital pazarlamanin ileri bir internet pazarlamasi konsepti oldugu ve bir
tek ¢evrimigi teknolojilerin kullaniminda degil ¢evrimdisi misterilerle etkilesime
girerek, ihtiyaglarini kisisellestirmesini sagladig1 da dikkate alinmalidir. (Nataliia,
Nataliia ve Berislav, 2019). Dijital pazarlamanin en Onemli avantaji diger
pazarlama yontemlerine gore diisiik maliyete sahip olmasidir. Dijital pazarlamada
reklam performanslari hata payi sifir olacak sekilde dl¢iimlenebilir ve bu dlgtimler
giivenilirdir. Ulagilan hedef kitleye ve hedef kitle sayisinin goriintiileme sayisina
kadar bir¢ok unsura ulasilabilir. (Kavisekera ve Abeysekera, 2016). Ayni zamanda,
tiikketici bazinda gerceklestirilen etkilesim oranlarina da dijital pazarlama
araglartyla ulasilabilmektedir. Dijital pazarlama, temelde dort adimdan olusmakta
olup ilki, miisterinin ilgisini satisin gergeklestigi ortama ¢ekmek amaciyla “Elde
Et (Acquire)” asamasiyla baslamaktadir. Bunlar, Arama Motoru Optimizasyonu
(SEO), Arama Pazarlamasi (SEM), Arama Motoru Reklamlari - Tiklama Bagina
Odeme (PPC), E-Posta Pazarlamasi, Sosyal Medya Pazarlamas: (Social Media
Marketing), Satis Ortaklig1 Pazarlamas1 (Affiliate Marketing), Web Analitigi,
Icerik Pazarlamasi, Gelen Pazarlama, Viral Pazarlama, Mobil Pazarlama,
Cevrimici Halkla fliskiler (Cevrimigi PR) olarak siralanabilir. Ikincisi ise, Miisteri
istenilen ortama girdikten sonra, saticinin hedeflerine ulagsmasina yardimci olacak
aktivitelerin birlesimi olan “Kazan (Convert)” adimidir. Bir gazetenin internet
sitesi icin, ka¢ tane haberin okundugu, internet sitesinde gecirilen toplam siire
gibikonular bu adima 6rnek olarak gosterilebilir. Ugiincii asama ise, neyin yanlis
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yapilip neyin dogru yapildigini anlamak ve rakiplerle firmanin karsilastiriimasi
agisindan énemli olan “Olg - Optimize Et (Measure&Optimize)” asamasidir.
Basarinin oSlgiimlenebilir ve gerektiginde iyilestirmelerin yapilabilir olmasi
gerekmektedir. Son asama ise, daimi miisteri olmasisaglama ve siirekli memnuniyet
gelistirmek, yeni miisteriler kazanmak i¢in iyi bir miisteri hizmeti sunmak, E-Posta
pazarlamasi, sadakat programlari, dinamik fiyatlandirma stratejileri, topluluk
olusturma ve referans programlari baglatma gibi stratejileri igeren “Sahip Cik-
Biiyiit (Retain&Grow)” asamasidir (Stokes, 2013).

Isletmelerin artan yatirim faaliyetleri igerisinde dijital pazarlamanin uygun
maliyetli bir ara¢ olmasi bir isletmenin pazarlama stratejisindeki roliinii giderek
arttirmaktadir. Bu sebeple dijital pazarlama araclarindan en fazla verim ve
etkinlige sahip olmak i¢in dogru bir dijital pazarlama stratejisine ihtiya¢ vardir
(Jarvinen ve Karjaluoto, 2015). Dijital pazarlama stratejisi, isletmelerin dijital
pazarlama hedeflerine ulagsmak icin gerceklestirdigi bir eylem planidir. Bir baska
bakis agisiyla, dijital pazarlama stratejisi olusturmak i¢in olusturulmasi gereken
adimlar su sekilde 6zetlenebilir: (https://www.webfx.com/, 2020).

* Markay1 tanimlamak
* Alici kitleyi olusturmak

* S.M.A.R.T. hedefler olusturmak (belirli, 6l¢iilebilir, ulasilabilir, ger¢ekei ve
zamaninda)

* Dijital pazarlama stratejilerini se¢gmek

* Dijital pazarlama biitgesinin belirlenmesi
* Beyin firtias1 yapmak

» Kampanyalar1 baglatmak

* Sonugclari izlemek

Gigli bir dijital pazarlama stratejisi, isletmeye yeni miisteriler kazandirmaya,
mevcut mdisterilerin  sadakatini  gelistirmeye, isletmenin performansin
iyilestirirken aym zamanda da gelirlerine de art1 yonde ivme kazandirmasina
yardime1 olacaktir. Hem bu amagla kullanilabilecek hem de tiiketiciyle etkilesimi
arttirabilecek stratejik adimlardan bazilar1 asagida siralanmigtir  (https://
digitalmarketinginstitute.com/, 2020).

* Web tasarimina yatirim yapmak
* Arama motoru pazarlamasi ve optimizasyonunu iyi kullanmak
* Satis ortaklig1 ve ortak programlar kullanmak

* Danigman ile ¢aligmak
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* E-posta pazarlamas1 kullanmak

* E-posta listesi olusturmak

» Makaleler veya haberler paylasmak

* Cevrimigi basin biiltenleri yazmak

* Yarigsmalar diizenlemek ve hediyeler vermek
* Blog olusturmak

Bu stratejik adimlar1 gergeklestirmek icin dijital pazarlama araglarinin neler
oldugunun iyi kavranmasi ve bu araglardan destek alinmasi gerekmektedir. Bu
yoldan hareketle, dijital pazarlama araclar1 incelendiginde; dijital pazarlama
kanallarinin, iiriin ve hizmetlerin 6ncelikle internet tizerinden g¢evrimigi dijital
baglantilar yoluyla {iretim noktalarindan miisterilere belirli bir tedarik zinciri
vasitastyla iletilmesini saglayan teknik ve yontemlerden olusmakta oldugu
gozlemlenmektedir (Key, 2017).

Dijital Pazarlama Araclari

Dijital pazarlama araglarin en basinda internet veri tabani agisindan onemli
olan arama ve erigsim unsurlarinin ana etkeni arama motoru optimizasyonu (SEQO)
gelmektedir. SEO, web sitesini arama motorunda daha {ist siralarda “siralamak”
icin optimize etme islemidir. Bu yontemle, belirli anahtar kelimelerle arama
yapan kullanicinin web sitesine kolay erisimi ve web sitesinin de aldig1 trafigin
ylikselmesini saglamak miimkiindiir (Desai, 2019). Bir baska teknik olan tiklama
basina 6deme seklinde de adlandirilan PPC (Pay Per Click) ¢evrimigi reklam
yoOntemi; arama motorlarinin sponsorlu boliimlerinde firmalarin internet sitelerinin
reklamimi yayinlayarak hedeflenen anahtar kelimelerdeki arama sonuglarinda
gorilintiillenmesini saglayan dijital pazarlama aracidir. PPC, isletmeler i¢in biiyiik
bir gelir kaynagi h aline gelen hizla biiyiiyen bir reklam sektortidiir. (Kapoor,
Dwivedi ve Piercy, 2016). Glinlimiizde ¢cogu sirketin de sik¢a kullandig1 e-posta,
iiriin ve hizmetler hakkinda bilgi paylasmak, onlar tanitmak, marka olusturmak,
misterileri web sitelerine yonlendirmek, miisterileri uyarmak ve siparislerin
durumunu anlatmak gibi ¢esitli pazarlama amagclariyla kullanilabilir (Merisavo ve
Raulas, 2004). E-posta pazarlamasi, dijital kanallarin bir pargasi olmak suretiyle,
sirketler tarafindan site trafigini ve satis destegini artirmak ayni zamanda igerigi,
indirimleri ve etkinlikleri tanitmak i¢in miisterileriyle iletisim kurma yolu olarak
kullanilir (Desai, 2019). Bununla birlikte, sirketlerin ciro arttirma yontemlerinden
de biri olan satis ortakligi pazarlamasi (Affiliate Marketing), isletmelerin
misterilerini pazarlama sisteminde dahil ettigi Odiillendirme sistemine dayali
bir dijital pazarlama yontemidir (Coskun, 2016). Baska bir ifadeyle, saticinin
satig ortagina potansiyel tiiketicileri saticinin web sitesine yonlendirmek igin bir
komisyon 6dedigi ¢evrimici bir iligkidir (Olbrich, Schultz ve Bormann, 2019).
Bunun yani sira 6zellikle mobil uygulamalar ve web sitelerinde sik¢a gdzlemlenen
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icerik pazarlamasi, tiiketiciler i¢in hedef kitleyi ¢ekmek, elde etmek ve onlarla
etkilesim kurmak i¢in dogru bilgiyiiceren ve degerli igerik olusturmak ve dagitmak
i¢in pazarlama ve is siirecidir (Key, 2017). Igerik pazarlamasinin hedefleri,
hedefin analizi, kullanilan igerik pazarlamasinin tiirli, tanitim kanallari, igcerik
pazarlama takvimi (siklig1) ve pazarlama igeriginin etkisinin 6l¢iilmesi onemli
unsurlarindandir (Patrutiu Baltes, 2015). Tiim yontemlerin yani sira dogrudan
etkililigi vurgulan diger bir teknik viral pazarlama, geleneksel bir yontem
olmakla birlikte agizdan agiza pazarlama (WOM) tekniginin teknoloji ve internet
kullanimmin gelismesi ile evrilerek dijital ortamda gergeklesen halidir. Uretici
ve tiiketici arasinda dolayli bir iligski olugsmasini saglar (Moore, 2003). Kullanimi
akilli telefonlar ve tabletler ile yayginlasan mobil pazarlama ise, isletme ve
miisteriler arasinda mobil cihazlar araciligiyla gergeklesen cift yonlii pazarlama
iletisimine verilen isimdir. isletmelerin miisterilerinin her biriyle mobil cihazlart
araciligryla dogru zamanda, dogru yerde ve uygun mesajla birbirine baglamak igin
bir aractir (Smutkupt, Krairit ve Khang, 2012).

Glniimiizde bagvurulan en fazla yontem olan sosyal medya ise, Web 2.0’
ideolojik ve teknolojik temellerini temel alan ve kullanici tarafindan iretilen
icerigin olusturulmasina ve degisimine izin veren bir grup internet tabanli
uygulamadir. Sosyal medya pazarlamast (SMM), isletmelerin, markalar1 ve diger
misterilerle iletisimini, isbirliklerini ve etkilesimlerini izleyen, kolaylastiran
ve katilimlari tesvik eden geleneksel ve dijital pazarlama iletisim araglarinin
giiclendirilmesidir. Aynt zamanda tiiketici ile etkilesimi, isbirligini ve igerik
paylasimmi kolaylastirmay1 amacglayan g¢evrimigi uygulamalar, platformlar ve
medyadir (Ebrahim, 2019). Sosyal medya, giiniimiizde markalarin tiiketiciyle
bulusmasi icin igletmeler tarafindan en ¢ok tercih edilen dijital pazarlama araci
olmakla birlikte, sosyal medyanin ¢arpici sekilde biiyiimesi is siirecleri ve yeni
is modelleri i¢in ydneticilerin de tercih sebebi haline gelmistir. Ayn1 zamanda
da, sosyal medyanin yiikselisi tliketici satin alma davranisindaki degisiklikler
ve sosyal medya lizerindeki siireci iyi yonetmekle isletmelerin marka degeri
konusundaki ¢aligmalarinin temelini olusturmaktadir. Sosyal medya iizerinden
yapilan is birlikleri markanin insaasinda ve siirekli iyilestirmesinde aktif rol
oynamaktadir (Zahoor, Younis, Qureshi ve Khan, 2016). Dolayisiyla, siire¢ iyi
yonetildigi taktirde 6zellikle sosyal medya pazarlamasinin isletmelerin marka
degeri lizerinde etkilerinin yliksek ve olumlu yonde olabildigini gérmekteyiz.
Bunun yant sira, her siiregte oldugu gibi dogru yonetilmeyen bir dijital pazarlama
aract isletmelere bir o kadar da zarar verebilir. Ozellikle yoneticilerin, sosyal medya
ile iliskilendirdigi en biiyiik tehdit olarak olumsuz yorumlardaki artisin markay1
tehdit eden bir krize déniismesi durumudur. Uriinler ve hizmetler hakkindaki
olumsuz deneyimlerini ve fikirlerini paylasan milyonlarca tiiketici s6z konusu
oldugunda, bdylesi sosyal medya krizleri her zaman meydana gelebilmekte ve
bunlarin 6l¢iisii ve etkisi bilyiik oranda degisiklik gostermektedir (Gilingor, 2019).
Bu olumsuz etkileri azaltmanin yolu saglam bir dijital pazarlama ekibiyle siirecin
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siirekli takip edilmesiyle saglanabilir. Isletmeler i¢in sadece sosyal aglarda hesap
acmak ve o hesaplar {izerinden misterileriyle iletisime gegmek yeterli degildir.
Bu sebeple, markalar1 hakkinda tiiketicilerin sosyal aglarda neler konustugundan
haberdar olmak ve gerekiyorsa olumsuz yorumlara yonelik harekete gegmek icin
sosyal medya kullanimi igletmeler i¢in yeni pazarlama diinyasinda vazgecilmez
hale gelmistir (Hutagalung, Alfifto ve Situmorang, 2017).

Sonu¢ baglaminda, dijital araglar markalasma i¢in sadece marka iletisimi
acisindan degil, piyasadaki bosluklar1 incelemek icin marka degeri unsurunu
arttirict yeni firsatlar saglamaktadir. Dijital pazarlama araglarindan sosyal medya
pazarlamasi tiiketiciye en hizli sekilde ulasabilmek igin kullanilan bir yontem
olmakla birlikte ozellikle internet veri tabanli araglardan olan arama motoru
optimizasyon ve tiklama bagina 6deme yontemleri tiiketiciye ulasabilmek i¢in ilk
gelistirilen yontemlerdendir. Tiim araglar diger geleneksel yontemlere nazaran
daha uygun maliyetli olmakla birlikte e-posta pazarlamasi ve satig ortakligi
pazarlamas1 dogrudan tiiketiciyle iletisime gecilebilen, odiillendirme ve geri
bildirim mekanizmasinin en saglikli sekilde kullanilabildigi yontemlerdendir.
Satis ortaklig1 pazarlamasiyla bagl yiiriitiilen viral pazarlama teknigi geleneksel
agizdan agiza yontemlerin dijitale evrilmis hali olarak olusturulmus bir tekniktir.
Bu yontemin kullanilmasinin da igletmelerin marka degerine etkilerinin bir hayli
yliksek oldugu goriilmiistiir. Tiim dijital pazarlama araglarinda kullanilan igerik
pazarlamas ise en 6nemli tekniklerden biri olarak karsimiza ¢ikmaktadir. Uriin
veya hizmete yonelik hazirlanan dogru ve uygun igerikle birlikte mobil pazarlama
ve sosyal medya pazarlamasiin kullanimi da marka degerine 6nemli 6lgiide etki
etmektedir. Sirketlerin dijital pazarlamadaki varliklarin1 gelistirmeleri ve her bir
dijital pazarlama aracini etkin bir sekilde kullanabilmesi i¢in, dijital stratejinin
gelistirilmesi, siire¢ etkinliginin degerlendirilmesi ve etkin kullanicilarin giinliik
olarak kullandig1 popiiler uygulamalarda itibar risklerinin etkili bir bigcimde
yonetilmesi gereklidir.

Tiim bu arastirmalara dayanarak dijital pazarlama araglarinin basta sosyal medya
pazarlamas1 olmak {lizere marka degerine etkilerini arastirirken bir arastirma
modeli olusturulmustur.

3. Arastirma Modeli

Aragtirma sorunsalinin belirlenmesi, degiskenler arasi iligkilerin gosterimi,
degiskenler arasi iligki ve baglantilarin ortaya konmasi, arastirmanin okuyucuya
kolay aktarimi i¢in miilakat ve odak grup goriismesi yapilmistir. Bu calisma
kapsaminda kurulan model Sekil-1’de verilmektedir.
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Dijital Pazarlama Araglari

4 I
e Arama Motoru
Optimizasyonu (SEO)
e Tiklama Basina Odeme
PPC
PO J
Vs

o E-Posta Pazarlamasi

e Satis Ortakhig1
Pazarlamasi > Maurka.
e Viral Pazarlama Degeri

Bagimli Degisken

e Mobil Pazarlama

o Igerik Pazarlamasi

e Sosyal Medya
Pazarlamasi

Bagimsiz Degisken

Sekil 1. Arastirma Modeli
4.Arastirma Yontemi

Teknolojinin gliniimiizde her sektdre hakim oldugu bir diinyada 6zellikle e-ticarette
kullanilan dijital pazarlama tekniklerinin gerekliligi tartisilamaz bir hale gelmistir.
Bu nedenle calismanin amaci, e-ticarette kullanilan dijital pazarlama araglariin
sirketlerin marka degerine etkilerini belirlemeye calisarak, kullanilan araglar
ile marka degeri arasindaki iliskiyi tespit ederek bu iliskinin nedenlerini ortaya
koymaktir. Arastirmada, séz konusu teknolojinin nasil kullanildigi ve marka
degerine etkilerini ancak uygulamali ve gozlem yoluyla 6l¢iilebilmesinden otiirti
nitel arastirma yontemi ile veriler toplanmistir. Toplanan veriler sirketlerin dijital
pazarlama yontemlerini kullanarak marka degeri olusturma asamalarini, e-ticarette
marka degeri olusturmanin hangi yontemlerle olusturuldugu ve sirketlere ne
sekilde katki sagladigini icermektedir. Ayn1 zamanda, sirketlerin en ¢ok hangi
dijital pazarlama yontemlerini kullandigi ve e-ticarette bu durumun sirkete ne
gibi bir onciiliik sagladigi da arastirilmaktadir. Bu kapsamda, arastirma sorulari
asagidaki gibi siralanmugtir:

1- Dijital pazarlama teknikleriyle marka degeri nasil olusturulur? 2- Marka degeri
olusturmak sirketlere nasil katki saglar?

3- E-Ticarette marka degeri hangi yontem ve stratejiyle olugturulmalidir?

4- Dijital pazarlama araglarinin kullanilmasi e-ticarette yer alan bir sirketlere
ne gibi onciiliik saglar?

5- Marka degerini arttirmak i¢in hangi dijital pazarlama araglar1 daha ¢ok kullanilir?
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5. Arastirma Tasarimi

Bu arastirmada; dijital pazarlama araglarinin sirketlerin marka degerine etkilerini
olemek ve dijital pazarlama teknikleriyle sirketlerin uzun soluklu bir marka degeri
olusturmasina ait algilarini ortaya koymak amaciyla nitel aragtirma desenlerinden
fenomoloji yaklasimi (olgu bilimi) kullanilmigtir. Olgu bilim arastirma deseni,
farkinda oldugumuz ama derinlemesine veya ayrintili bilgisine sahip olmadigimiz
konulara yonelik kesfedici aciklamalar yapmay1 amaglamaktadir (Sigr1, 2018).
Sirketlerin dijital pazarlama tekniklerini kullanirken bunlarin marka degerine
etkilerine iligkin goriislerini degerlendirebilmek agisindan bu desenin daha uygun
olacag diislintilmiistiir.

6. Calisma Grubu ve Veri Toplama Teknikleri

Bu arastirmada, amagli 6rneklem yontemlerinden 6l¢iit 6rnekleme yoluyla
orneklem belirlenmistir. Amaclh 6rneklem, sayidan ziyade, amaglanan konuya bizi
en iyi gotiirebilecek olan denek grup ve kisilerin se¢imini esas almaktir (Sigri,
2017). Olgiit 6rneklemde, e-ticareti siklikla kullanan tiiketiciler ve 6zellikle tiim
pazarlama caligmalarini e-ticaret sektdriine yonlendirmis ¢aligsan sayisi ve cirosu
yiksek hacimli olan sirketlerin {ist diizey yetkilileri ve c¢alisanlarindan segilen
kisiler 6rnekleme dahil edilmistir. Calismada, dijital pazarlama araglarinin marka
degeri lizerindeki etkisi olciildiglinden e-ticaret kullanan tiiketiciler ve sektorde
yer alan uzman ve st diizey yoneticiler tercih edilmistir. Bu sebeple arastirma
kapsaminda, sirket yetkilileri ve tiiketiciler ile miilakat, odak grup goériismeleri
ve katilimci gozlemi seklinde veri toplama teknikleri kullanilmigtir. Ankara
ilinde, e-ticareti devamli kullanan 6 tiiketici ile miilakat ve birebir goriismeler,
tim pazarlama c¢aligmalarini e-ticaret sektoriine yonlendiren, calisan sayisi
ve cirosu yiiksek hacimli turizm sirketleri ve e-ticaret platformlarmin dijital
pazarlama departmanlarinda calisan 5 sirket yetkilisi (uzman) ve 4 st dizey
yetkiliden olugsan 2 ayr1 odak grup goriigmesi Nisan-Mayis 2021 tarihleri
arasinda gergeklestirilmigtir. Bahsi gecen gorlismelerden odak grup goriismeleri
iist diizey yoneticilerin kendi ofislerinde, tiiketici miilakatlarmin bir kismi yiize
ylize bir kism1 ise online goriismeler sonucunda tamamlanmistir. Arastirmanin
bu boliimiinde, e-ticaret kullanicilarinin ve dijital pazarlama araglarini kullanan
sitketlerin uzmanlarinin gerceklestirdigi toplantilara katilim saglanmis olup
katilime1r gozlem metodu ile veriler toplanmistir. Katilimcilara arastirmacinin
gozlemci kimligi hakkinda bilgiler verilmistir. Goriismeler gerceklestirilmeden
once katilimcilarin izinleri alinmig, aragtirmanin amag¢ ve kapsami hakkinda
bilgiler verilmistir. Tiiketici miilakat formu, arastirma sorularini kapsayan dort ana
baslikta gelistirilmis, katilimcilara agik ve kapali u¢lu sorular sorularak yorumlari
alinm aya ¢alisilmistir. Sorularinin gegerlilik ve glivenilirliklerinin sinanmasi igin
uzman goriislerine bagvurulmustur.
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Tablo 2. Katilimeilarin Sosyo-Demografik Dagilimi

Katihmeilar Cinsiyet Yas Egitim Meslek
Tiiketici 1 Kadin 37 Yiiksek Lisans Icerik Editorii
Tiiketici 2 Kadin 25 Lisans Grafiker
Tiiketici 3 Erkek 30 Lisans Muhasebeci
Tiiketici 4 Erkek 41 Yiiksek Lisans Satis
Temsilcisi
Tiiketici 5 Erkek 34 Lisans Finans
Uzmani
Tiiketici 6 Kadin 27 Lisans Metin Yazari
Sirket Yetkilisi1 ~ Kadm 45 Doktora Dijital
Pazarlama
Danigsmani
Sirket Yetkilisi 2~ Erkek 39 Yiiksek Lisans Is Gelistirme
ve Pazarlama
Sorumlusu
Sirket Yetkilisi 3~ Erkek 32 Lisans Dijital Medya
Uzmani
Sirket Yetkilisi4  Kadmn 28 Lisans Kurumsal
Iletisim
Uzmani
Sirket Yetkilisi 5 Kadin 42 Yiiksek Lisans Kurumsal
Tletisim ve
Dijital
PR Sorumlusu
Ust Diizey Yetkili 1 Kadin 35 Yiiksek Lisans Dijital
Pazarlama
Miidiiri
Ust Diizey Yetkili 2 Erkek 41 Yiiksek Lisans Satis &
Pazarlama
Direktorii
Ust Diizey Yetkili 3 Kadm 40 Yiiksek Lisans Genel Miidiir
Yardimcisi
Ust Diizey Yetkili 4 Kadin 37 Yiiksek Lisans Pazarlama
ve Strateji
Miidiiri

Tablo 2’de ¢alismanin drneklemini olusturan 6 erkek, 9 kadin katilimcinin biiytik
cogunlugunun yiiksek lisans mezunu oldugu goriilmektedir. 22-30 yas araliginda
4 katilimei, 31-40 yas araliginda 7 katilimci, 41-50 yas araliginda ise 4 katilimci
bulunmaktadir.

Dijital pazarlama ara¢larinin isletmelerin marka degeri izerine etkilerini aragtirmak
amacityla ayrica katilimcr olarak sektdrde yer alan bazi sirketlerin toplantilarina
katilim saglanmis olup, sektér uzmanlarinin deneyimlerinin yer aldigi katilimei
gbzlem metoduyla olusturulmus gézlem formlari olusturulmustur. Bunun yani
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sira, farkli sektorlerde yer alan ve dijital pazarlama araglarinin marka degeri
iizerine etkilerinin olup olmadig1 konusunda fikirlerine deginilen tiiketicilerin Ek-
1’de yer alan miilakat sorulari ile tiiketicilerin marka degeri ve dijital pazarlama
konusundaki deneyimlerinden yararlanilmistir. Dijital pazarlama tekniklerini
kendi markalarinda kullanan ve sektorde yer alan sirketlerin iist diizey yoneticileri
ile Ek-2’de yer alan Odak grup goriismeleri miilakat sorular1 sorularak aragtirma
konusuna ait bilgiler alinmstir.

7. Veri Analiz Teknigi

Oncelikle tiiketici miilakat formlari, odak grup goériisme formlar1 ve katilimci
gozlem metoduyla olusturulmus goézlem formlar1 diizenlenerek yazili hale
getirilmistir. Elde edilen nitel verilen QDA Miner programi ile icerik analizine
tabi tutulmustur. Katilmecilarin verdigi yanitlar ve ilgili literatiir incelemesi
dikkate alinarak Kategori- Kod-Tema Listesi hazirlanmigtir. Kodlarin birbiriyle
iligkili olanlar1 gruplandirilmis ve literatiirdeki kavramlar iizerinden temalar
olusturulmustur. Kodlarin frekansi, katilimcilar arasi benzerlik, cinsiyete gore
kodlarin frekansi ve kodlar arasi yakinlik analiz edilmis, elde edilen veriler
dogrultusunda ¢ikarimda bulunulmustur.

8. Bulgular
Miilakat ve Odak Grup Gériismelerin Analizi

Miilakat sorularina verilen cevaplar incelendiginde, tliketicilerin daha ¢ok kozmetik,
elktronik ve tekstil sektorlerinde aligveris yaptiklari, bilinen markalarin {irtinlerini
once magazada inceledikleri sonra da e-ticaret iizerinden fiyat aragtirmas1 yaptiklar
ortaya ¢ikmustir. Bu nedenle, tiiketicilerin iiriinleri satin alma tercihlerinde 6ncelikli
olarak fiyat ve kalite unsurlar dikkat cekmektedir. E-ticaret {izerinden satin alinan
diriinlerin orijinalligi de tiiketicilerin dikkat ettigi bir unsurdur. Orjinalligine ve
kalitesine emin olduklar1 tedarikgilerle karsilastiklarinda triinlerin daha fazla ilgi
cektiginiiletmislerdir. Ayrica, tercih edilen markalarin e-ticaret iizerinden de 6ncelikli
hizmet vermesi ve bu markalarin yaptig1 influencer anlasmalar1 da tiiketicilerin
algisin1 olumlu yonde degistirdigi ve viral pazarlama teknigi olan agizdan agiza
pazarlama yontemiyle (WOM) tiiketicilerin yakinlarina onerdigi sonucuna
varilmistir. E- ticarette kullanilan dijital pazarlama araglar1 degerlendirildiginde
hem tiiketicilerin satin almada hem de sirketlerin marka degerini arttirmak i¢in daha
¢ok sosyal medya ve mobil pazarlama yontemlerini kullandiklar1 goriilmiistiir. Ayni
zamanda sosyal medyanin tiiketicilerin satin alma kararlarinda daha etkili oldugu,
sirketlerin de marka degerini arttirabilecegi Ongoriilmiistiir.

Dijital pazarlama araglari ve marka degerine iliskin birebir yiiz ylize miilakat ve odak
grup goriismelerinde tliketicilerin belirttikleri ifadeler aynm1 zamanda literatiirdeki
kavramlar gergevesindeki kodlarla da iligkilendirilmistir. Bu kodlara iligkin sikliklar
ise frekans analizi ile elde edilmistir. Dijital pazarlama araglar1 ve marka degerine
iliskin aragtirmaya katilanlarin ifade ettigi hususlar baglaminda kodlarin kullanim
siklig1 Tablo 3’de gosterilmistir.
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Tablo 3. Dijital Pazarlama Araglar1 ve Marka Degerine iliskin Kodlarin Frekans Analizi

Kod-
Kat.e- Temalar [Kodlar Tanmimlar Say1 | Yiiz- Sik- S.l.khk .
gori desi hk |Yizdesi
Kolay Eri- | Aranan iiriiniin kolay bu- |13 %290,0 |7 %7780,0
sim lunabilmesini ifade eder.
Cekicilik | Tuketicinin dikkatini 4 %90,0 (4 %4440,0
/Arama cekmeyi ifade eder.
Motoru
Optimi- |Rekabet Rakiplerle es deger ola- |9 %200,0 |4 %4440,0
zasyonu |edilebilirlik| bilmeyi ifade eder.
urekli eknolojiyi takip edebil- 0310, o s
(SEO)  |Stirekli Teknolojiyi takip edebil- |14 [%310,0 |4 %4440,0
lyilestirme | meyi ifade eder.
izleme SEO verilerini analiz 9 %200,0 |6 %6670,0
imkani edebilmeyi ifade eder.
Coklu Fazla sayida tiiketiciye 5 %110,0 |3 %3330,0
erisim ulagabilmeyi ifade eder.
Dogru he- | Uriine gore uygun 8 %180,0 |4 %4440,0
def kitle tiiketiciye erismeyi ifade
IE-Posta f:der.
IPazarla- |Kontrol Igerik {izerinde hakimiyet |4 %90,0 |3 %3330,0
masi edilebilirlik| kurmay1 ifade eder.
Geri Bildi- | Talep ve sikayetleri 6gre- |9 %200,0 |4 %4440,0
rim nebilmeyi ifade eder.
= Dogru ige- | Tiiketici tarafindan anla- |3 %70,0 (3 %3330,0
% rik silabilir olmay1 ifade eder.
g Etkilesim | Igerik ile birey arasindaki |8 %180,0 |4 %4440,0
< etkilesimi ifade eder.
E Dogru bilgi| Tiiketiciye yanlis olmaya- | 6 %130,0 |3 %3330,0
= n1 aktarmayi ifade eder.
8 |icerik Pa-|Siireklilik | Bilginin yenilenebildigini [10 |%220,0 |5 %5560,0
;‘ zarlamasi ifade eder.
= Farklilagsma| Rakiplerinden ayirt edile- | 10 | %220,0 |7 %7780,0
Aa bilmeyi ifade eder.
Etkileyi- | Farkedilebilmeyi ifade 6 %130,0 |5 %5560,0
cilik eder.
Coklu Farkli kanallardan erisile- | 15 %330,0 |6 %6670,0
iletigim bilmeyi ifade eder.
Seffaflik Dogru ve net bilgiyi ifade |3 %70,0 |1 %1110,0
Sosyal eder.
Medya |Baglilik Tiiketici ile kurulan siki |5 %110,0 |2 %2220,0
IPazarla- iliskiyi ifade eder.
masi Yenilenebi-| icerikteki siirekli 5 %110,0 |2 %2220,0
lirlik degisikligi ifade eder.
Takipei Markayla bag siki olan 14 |%310,0 |5 %5560,0
kitlesi tiketiciyi ifade eder.
Satis odak- | Dogru iiriin ve hizmeti 8 %180,0 (4 %4440,0
lilik sunmay1 ifade eder.
Satis Maliyetler- | Satisa aracilik ederek ge- |3 %70,0 |3 %3330,0
Ortaklig1 |de azalma | lir elde etmeyi ifade eder.
Pazarla- |Komisyon | Uriin ya da hizmet 8 %180,0 |4 %4440,0
masi elde etme | sunmak i¢in gereken
miktar1 diiglirmeyi ifade
eder.
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Cevrimigi | Dijital kanallar tizerinden |4 %90,0 |2 %2220,0
reklam yapilan tanitimi ifade
eder.
Hizli aksi- | Hizli harekete gecip karar |4 %90,0 |2 %2220,0
Tiklama | Yon alma |almay1 ifade eder.
Basina |Sponsorlu |Sosyal medya platform- |2 %40,0 |2 %2220,0
Odeme |reklam larinda yer alan reklam
(PPC) cesidiniifade eder.
Fiyatlan- |Uriin ya da hizmete deger |4 %90,0 |2 %2220,0
dirma katmay1 ifade eder.
Devam- | Uriin ya da hizmetin 7 %150,0 | 4 %4440,0
lilik suirekli tercih
edilebilirligini ifadeeder.
Bilgi akis1 | Bilginin tagmabilirligini |5 %110,0 |3 %3330,0
ifade eder.
Memnuni- | Uriin ya da hizmetten 6 %130,0 |4 %4440,0
Viral yet alinan hazzi ifade eder.
Pazarla- Marka Tiiketici zihninde olusan |11 %240,0 |7 %7780,0
ma algisi duyusal kodlarin tamami-
n1 ifade eder.
Kolay Tiketiciye verilecek bilgi-
mesaj nin basitligini ifade eder. |7 %150,0 |6 %6670,0
Uretme
Gorsellik | Fotograflar araciligiyla 2 %40,0 |2 %2220,0
ilgi ¢cekebilmeyi ifade
eder
Kolay Uygulamanin basitligini |3 %70,0 |3 %3330,0
Kullanim |ifade eder.
. Aninda Istenilen iiriin ya da 12 %270,0 |7 %7780,0
Mobil .. .
Pazarla- | CTSIM hlzmete kolay ulagimi
ma ifade eder.
Kisisellik |Kisiye 6zel olma durumu- |9 %200,0 |7 %7780,0
nu ifade eder.
Uygun Uriin ya da hizmet 21 %460,0 |9 %10000,0
maliyet sunmak i¢in gereken
miktar1 minimize etmeyi
ifade eder.
Hatirlana- | Uriin ya da hizmetle ilgili | 11 %240,0 | 7 %7780,0
bilirlik akla gelen ilk ifadeleri
ifadeeder.
Fark yara- | Diger markalara gore 13 %290,0 | 8 %8890,0
Marka |tabilme degisik olabilmeyi ifade
Farkin- eder.
dalig1 Ayirt Farkli 6zelliklere sahip 9 %200,0 |7 %7780,0
Etme olabilmeyi ifade eder.
Akilda Cevredeki uyaricilara 9 %200,0 |7 %7780,0
kalicilik | gbre zihinde edilen yeri
ifadeeder.
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Marka Degeri

Uzun Satin almanin tekrar edi- |7 %150,0 |4 %4440,0
dénemli lebilirligini ifade eder.
satin alma
Giiven Markaya iliskin giiven 5 %110,0 |3 %3330,0
duymay ifade eder.
Tanimak | Tiiketicilerin markay1 9 %200,0 |5 %5560,0
Marka bilmesini ifade eder.
Sadakati | Miisteri Tiiketicinin duydugu haz- |4 %90,0 |4 %4440,0
memnuni- |zi1 ifade eder.
yeti
Sosyal Toplumda etkilesimde 6 %130,0 |4 %4440,0
gevre olunan insan toplulugunu
ifade
eder.
Fikir edin- | Marka ile ilgili dislinii- 2 %40,0 |2 %2220,0
me lenleri ifade eder.
Iletisim Markaya erisebildigin 13 %290,0 |7 %7780,0
kanallar1 | yollar ifade eder.
Deneyim |Daha dnce yasanan olay- |5 %110,0 |3 %3330,0
lar1 ifade eder.
Marka |——— - ——
imajt Iliskilen- |Kendi benligi ile markay1 |6 %130,0 |4 %4440,0
dirmek iliskilendirmek anlamina
gelir.
Begenme/ | Markaya duyulan hazzin |19 | %420,0 |8 %8890,0
Begenme- |var olup olmadigini ifade
me eder.
Olumlu/ | Marka hakkinda olumlu/ |14 |%310,0 |7 %7780,0
olumsuz |olumsuz fikre sahip olma-
diisiinme | y1 ifade eder
Duygusal |Marka hakkinda duygusal |11 %240,0 |7 %7780,0
tepkiler bag kurup davranis goste-
rimeyi ifade eder.
Algi- Kisilik Kisiye gore degisen farkll |5 %110,0 |3 %3330,0
lanan ozellikleri |davranis gésterme bigi-
Kalite mini
-ifade eder.
Tercih Siirekli aynt markay1 seg- | 15 %330,0 (9 %10000,0
etme meyi ifade eder.
Degerlen- | Tiiketicilerin marka ilis- 18 %400,0 |7 %7780,0
dirmek kin fikirlerini 6lgmeyi

ifade eder.
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Kodlarin Dagilimi (Kodlarin numaralandirilmasi)

Tercih etme
Duygusal tepkiler
Begenme/Begenmeme
Deneyim

Fikir edinme
Miisteri memnuniyeti
Giiven

Akilda kahieilik

Fark yaratabilme
Uygun maliyet
Aninda erigim
Marka Algist

Bilgi Akist
Fiyatlandirma

Hizl aksiyon alma
Komisyon elde etme
Satis Odaklilik
Yenilenebilirlik
Seffaflik
Etkileyicilik
Stireklilik

Etkilesim

Geri Bildirim

Dogru Hedef Kitle
izleme imkan
Rekabet Edilebilirlik
Kolay Erisim

Kodlarin numaralandirilmast
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©
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Sekil 2. Kodlarin Dagilimi1 ve Numaralandirilmasi

Katilimeilarin bitytik bir cogunlugu, dijital pazarlama araglarindan sosyal medya
pazarlamasinin sirketler tarafindan daha ¢ok kullanildigimi ve kullanim amacinin
uygun maliyetli bir ara¢ olmasi sebebiyle tercih edildigi seklinde ifadelerde
bulunmuslardir.

Kod- Frekanslarin katilimcilarin cinsiyetlerine gore dagilimi ise asagidaki sekilde
siralanmustir.
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CINSIYET KOD-FREKANS DAGILIMI

Kolay Erigim .
Cekicilik )
Rekabet Edilebilirlik ®

Siirekli Tyilestirme

izleme imkani

Coklu erisim

Dogru hedef kitle
Kontrol edilebilirlik
Geri Bildirim

Dogru Igerik

Etkilesim

Dogru bilgi

Siireklilik

Sekil 3. Cinsiyet Kod - Frekans Dagilimi

Ayrica, drnegin odak grup goriismesinde Ust diizey yetkili 3 (Kadin, 40) dijital
pazarlama araglarmin marka degerini arttirdig1 goriistinii su sekilde ifade etmektedir:

“Dijital pazarlama araglari ulasilabilirligimizi artirmaktadir. Miisterilerimizle siirekli
etkilesim halindeyiz. Dijital pazarlama araglari sayesinde miisterilerimizden sik sik
geri dontigler almaktay1iz ve boylece pazarlama stratejilerimizle ilgili kendimizi
gelistirmekteyiz. Bu nedenle dijital pazarlama araglariin marka degerimizi
artirdigini diigtiniiyorum.”

Bagka bir 6rnek ise, Odak Grup Gériismesinde Sirket Yetkilisi 1 (Kadin, 45) dijital
pazarlama araglarmin marka degeri {izerindeki etkilerinin profesyonel destekle
saglanacagini asagidaki sekilde belirtmistir:

“Bu konuda biraz 6nce de belirttigim gibi igerik ¢ok Onemli. Markalarm kendi
sektorlerinde icerige ve dogru bilgiye hakim, siirekli bilgiyi giincel tutup dogru
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mesajlaicerik hazirlayan ajanslara ihtiyaci bulunmaktadir. Biz ayr bir departmanla
bu isi kendimiz yapmaktayiz. Dolayisiyla dogru bilgiye ¢ok yakiniz. Bu konudaki
avantajimizla tiiketicinin biz tercih etme olasiligimin da yiiksek oldugunu
gormekteyiz.”

Tiiketici miilakat formalarinda yapilan incelemeye gore, dijital pazarlama
araglarmi kullanmayi tercih etmenin sebebini Tiiketici 5 (Erkek, 34) su sekilde
acgiklanmaktadir:

“E-ticaret iizerinden daha ¢ok sosyal medya ve e-ticaret platformlarmi kullanarak
faydalaniyorum. Daha ¢ok uygun fiyat ve kolay erigim unsurlarina dikkat ediyorum.”

Ayrica, tlketicilere “E-ticarette kullanilan dijital pazarlama araglar1 (sosyal
medya vb.) marka degerini arttirdigini diistinliyor musunuz?” seklinde bir soru
yoneltilmis, katilimeilarin geneli asagidaki sekilde cevap vermistir.

“Guiniimiizde neredeyse herkesin bir sosyal medya hesab1 oldugundan sosyal
medyada yer almayan bir sirketin basari sansi olmadigini diigiiniiyorum.”
(Tiiketici, Erkek, 32).

“Ozellikle pandemiden sonra higbir sirketin dijital pazarlama arac1 kullanmadan
marka bilinirligini arttiracagini diistinmiyorum.” (Tiiketici 6, Kadin, 27).

“ Artik dijital bir diinyada yasiyoruz. Dogal olarak pazarlama da dijital diinyadan
ayr1 diistiniilemez.” (Tiiketici 4, Erkek, 41)

“ Dijital diinyada var olmayan bir sirketin (6zellikle perakende sektorii igin )
basarili olma imkani bulunmuyor.” (Tiiketici 1, Kadin, 37).

Ozellikle {ist diizey ydnetici ve sirket yetkilisi uzman olan katilimcilarin genel
olarak, dijital pazarlama kanallarinin ve daha ¢ok sosyal medya pazarlamasinin
etkisini su sekilde agiklamiglardir:

“ Yiiksek bir etkisi oldugunu diisiiniiyorum. Ozellikle sosyal medyanm ve
influencerlarin ¢iinkii internet ¢aginda oldugumuz igin siirekli baktigimiz sosyal
medya platformlarimiz yada isimiz geregi siirekli girdigimiz internet sayfalar1 ve
istesek de istemesek de gérmek zorunda oldugumuz o reklamlar tiiketici tizerinde
merak uyandirarak bakmasini ve markalarimizi duymasini sagliyor.” (Sirket
Yetkilisi 3, Erkek, 32).

“Ozellikle pandemi 6ncesi ve sonrasini degerlendirdigimizde Dijital PR su anda
en ¢ok kullandigimiz yontem. Adeta miisterilerimize sadece bu yolla ulasir
hale gelmis bulunmaktayiz. Dolayisiyla eskiye nazaran marka bilinirligimizin
ve algilanan kalitemizin de hem dijital PR yoluyla hem de verdigimiz hizmetle
arttigin1 gérmekteyiz. Bu da dolayl sekilde, periyodik olarak yaptigimiz marka
degeri dl¢iimlerinde marka degerimizin arttigini1 géstermektedir.” ( Sirket Yetkilisi
5, Kadin, 42).
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Diger bir sorudan yola ¢ikarak, istii diizey yetkililerin dijitale yonelmesinin
sebebinin uygun maliyet ve daha fazla hedef kitleye ulasmak oldugu ise su sekilde
aciklanmistir.

“Sirket olarak ¢ok az sayida perakende satis noktamiz bulundugundan ve satis noktasi
olusturmanin yiiksek maliyeti sebebiyle dijital satis kanallarin1 odagimiza aldik.
Bu durumda da satis ve pazarlama calismamizin %90’1 dijital kanallara yonelik.
Markamizin olusumu ve gelisimi de daha ¢ok dijital {izerinden ilerliyor. Markamizi
ozellikle dijitalde biiyiitityoruz diyebiliriz.” (Ust Diizey Yetkili 1, Kadn, 35).

“ Sosyal medya platformlarinda 400 bin iizeri takip¢imiz ve 100 bin iizeri
uygulama kullanicimiz var ve her gecen giin artiyor. Bu da marka dogal olarak
marka bilinirligimize ve marka degerimize olumlu yanstyor.” (Ust Diizey Yetkili
3, Erkek, 41).

Arastirma kapsaminda, dijital pazarlama araclarmin tiiketici satin alma lizerindeki
etkisi nasildir? Sorusuna verilen cevaplara gore tiiketici satin almalarinin daha da
arttigini ve infleuncer etkilerinin de satin alma niyeti {izerinde etkilerini gordiiklerini
su sekilde belirtmislerdir:

“Tiim sirketlerde oldugu gibi iki tip miisterimiz var. Bireysel ve kurumsal. Bireysel
miisterilerimizin %901 e-ticaret platformlari lizerinden alisverisini yapiyor. Burada
tamamen dijital ¢alistyoruz diyebiliriz. Kurumsal satig i¢in hem ekibimiz var hem
de Linkedin vb.. platformlan etkin kullandigimizdan kurumsal miisterimizin de
%350’sinin bu kanaldan geldigini sOyleyebiliriz. Yani miisterimiz iizerinde dijital
pazarlamamizin oldukea etkisi var diyebiliriz.” (Ust Diizey Yetkili 1, Kadm, 35).

“Dijital pazarlama stratejilerimizin, markamiz agisindan satin alma egilimini
artirdigini gozlemledik. Ozellikle influencerlar ile yapilan is birligi satislarimizi
oldukea artirmustir.” (Ust Diizey Yetkili 4, Kadin, 37).

“Ozellikle kullandigimiz sosyal medya ve internet reklamlari tiikketicinin satin alma
kararinda ¢ok etkili olmaktadir. Zaten bu sebeple de bu iki yontemi kullanmaktayiz.”
(Sirket Yetkilisi 5, Kadin, 42).

Tim bu verilen cevaplara bakildiginda, ozellikle pandemiden sonra dijital
pazarlama araglarinin artik hem sirketler hem de tiiketiciler nezdinde tanindigi, tim
boyutlarinin etkilerinin ne anlama geldigi ve fazla oranda kullanildig1 bilinmektedir.
Dijital pazarlama araglarinin kullanimmin sektorlere gore degisiklik gosterdigi
sonucu agiga ¢ikmistir.

Bunun yam sira, marka degerini arttirmaya yonelik bagka stratejilerinin olup
olmadigma dair sorunun cevabinda daha ¢ok pandeminin etkileriyle stratejilerinin
dijital pazarlama araglarina kaydigi goriilmiis olup, su sekilde cevap vermislerdir:

“Covid-19 pandemisiyle stratejilerimizi tamamen dijitale yoneltmis durumdayiz.
Bu sebeple dijital pazarlamadaki tiim araglar1 periyodik olarak kullanmay1
amagliyoruz. Marka degerimizi arttirmak igin dijital araglart aslinda miisteriye
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yakin temasla, dokunarak, ayagina giderek bazi tanitimlar yolluyla desteklemeyi
de tercih etmekteydik fakat bu donemde bu yontemi kullanamiyoruz. Dolayisiyla
dijital PR da marka degerimizi arttirmak icin elimizde kalan tek yontem olarak
karsimiza ¢ikiyor.” (Sirket Yetkilisi 1, Kadin, 45).

“Pandemiden 6nce markamizi tanitmaya yonelik 6zellikle ticaret odalari olmak
iizere fazlaca seminer diizenler ve katilim saglardik. Miisterimize bire bir ulagmayz,
sorularina aninda cevap verebilmeyi tercih ederdik. Fakat bu donemde artik bu
yollar tercih edemiyoruz. Dolayisiyla dijital araglar markamiz i¢in stratejik dnem
tagimakta. Bu nedenle iletisim stratejimizde markamiz i¢in dogru dijital teknikleri
kullanmak olduk¢a 6nemli hala gelmis bulunmaktadir.” (Sirket Yetkilisi 2, Erkek,
39).

“Satigimiz1 artirdikga sirket yonetiminin pazarlama ve 6zellikle dijital pazarlamaya
yonelik bakisi daha olumlu seyrediyor. Pazara yeni giren tiim e-ticaret
platformlarinda yer almak. Mevcut platformlar ile olan iliskilerimizi gelistirmek
iizerine daha fazla calisiyoruz. Artirilmig biitgemiz sayesinde 6zellikle Google ile
yeni projeler iizerinde ¢alistyoruz.” (Ust Diizey Yetkili 1, Kadin, 35).

Aragtirmaya yoOnelik olarak marka degeri boyutlar1 olan marka sadakati,
marka farkindaligi, marka imaji ve algilanan kalite unsurlari incelendiginde
dijital pazarlama araglarinin bu unsurlara tek tek etki ettigi kod ve frekanslarla
agiklanmustir.

Kiimeleme analizi diyagramlarindan biri olan ve belirli kavramlarin birbiriyle
yakinliklarimin saptanmasi amaciyla kullanilan dendogram grafigi Sekil 4’de
gosterilmistir. Grafikteki ¢izgilerin ytiksekligi, genel olarak kodlarin birbirlerine
ne kadar benzer veya farkli olduklarini géstermektedir (Sigr1, 2018).
E— T
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Coklu Erisim
Deneyim

Dey
Duygusal tepkiler|
Fiyatlandirma

Hatirlanabilirlik
Hizl aksiyon alma
Rekabet edilebilirlik

Aninda erisim
Gekicilik
Coklu iletisim
Degerlendirmek ]
Etkileyicilik

Fark yaratabilme
Farklilasma

iletisim kanallari

izleme imkani

Kolay erisim

Komisyon elde etme
Marka algist
Olumlu/olumsuz diisinme
Siirekli iyilestirme.

Tanimak
Tercih etme
Uygun maliyet

Begenme/begenmeme
Glven

Sekil 4. Kodlarm Birbirine Benzerlik ve Farklilik Dagilimlar1 (Dendogram Grafigi)
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Kodlar aras1 yakinlik incelendiginde, akilda kalicilik ve baglilik kodlarinin yakin
iliski i¢inde oldugu, daha sonra ise ¢oklu erisim ve deneyim kodlarinin baglilik
ve akilda kalicilik kodlari ile yakin iligki i¢erisinde oldugu goriilmektedir. Benzer
sekilde, aninda erisim ve ¢ekicilik kodlarinin birbiriyle yakin iliski icinde oldugu
bu kodlarin ¢oklu iletisim unsurunu etkiledigi gortiilmektedir.

Analiz incelendiginde, tim kodlarin birbirleri arasinda yakin iligki oldugu ve
birbirini etkiledigi ayni zamanda ise tiim bu kavramlarinda giiven unsurunu
etkiledigiagigacikmaktadir. S6zkonusuyakiniliski gdzoniinde bulunduruldugunda
dijital pazarlama araclarin1 ve marka degeri bir biitiin olarak degerlendirebilmek
acisindan alt boyutlarin bir arada ele alinmasinin 6nemli oldugu goriilmektedir.

Hatirlanabilirlik
Devamhihk

Dogru Bilgi

Erkek Hedef Kitle

Fiyatlandirma

Farkhlasma
Takipgi Kitlesi Siirekli iyilestirme
Degerlendirmek
Devamhihk
. Cekicilik
Tletisim
kanallan
Begenme/begenmeme
Olumlu/olumsuz diisiinme
Akilda kahecihk
Etkileyicilik
Kadin

Sekil 5. Kodlarin Cinsiyete Gore Degiskenligi

Kod ve cinsiyet iliskisi incelendiginde, kadin katilimeilarin dijital pazarlamanin
marka degeriizerindeki etkilerine iliskin daha ¢cok etkileyicilik, ¢ekicilik, begenme/
begenmeme, akilda kalicilik unsurlarina ifadeler kullandig1 goriilmiistiir. Erkek
katilimcilarin ise daha ¢ok dogru bilgi, fiyatlandirma ve degerlendirme unsurlarina
iligkin ifadelerde bulunulmustur.

Aragtirmaya katilanlarin benzerliklerine bakildiginda ise Ust Diizey Yetkili 1
(Kadin, 35) ile Sirket Yetkilisi 5 (Kadin, 42)’in birbirlerine benzer sdylemleri
oldugu kanisina vartlmigtir.
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Tablo 5. Katilimcilarin Kod - Frekans Benzerlikleri

- ~ ) <
- ~ o0 < n = = = =
T8 o3 o omo e 202 2 2 2 %3 % % %
S 5 S S s k] = = < < - > > > >
s s b b ] ] 7] 3] o o o > > > >
£ £ £ £ £ £ > > z z ot 2 ] ] ]
S 3 F=] F=] £ i3 ° ° ° ° k] 3 3 S 3
= = = = = = X X x < x a a a a
&= &= = = = - - - =
> v v v v 5 5 5 &
Tiiketici 1 1,000
Tiiketici 2 W 1,000
Tiiketici 3 RS 0,600 1,000
Tiiketici 4 WEERS 0,568 0,963 1,000
Tiiketici 5 WS 0,537 0,953 0,959 1,000
Tiiketici 6 W2 0,563 0,962 0,968 0,967 1,000

sirket Yetkilisi1  [02/600 0,518 0,919 0940 0,914 0917 1,000

sirket Yetkilisi2 {41 0,544 0935 0933 0,942 0942 0,902 1,000

sirket Yetkilisi3 ~ [Jsvel 0,825 0,812 0,895 0,795 0,825 0,89 0,848 1,000

sirket Yetkilisi4  [0=0ERY 0,758 0,812 0,721 0,780 0,732 0,745 0,785 0,804 1,000

sirket Yetkilisi5  [Jsril 0,705 0,652 0,624 0,765 0,701 0,680 0,756 0,700 0,896 1,000

Ust Diizey Yetkili 1 [0 0,654 0,685 0573 0578 0654 0681 0514 0623 0720 |BE6SM 1,000

Ust Diizey Yetkili 2 (05001 0,614 0,625 0568 0,725 0585 0,605 0,595 0585 0,624 0,665 0,856 1,000

Ust Diizey Yetkili 3 [s7A0" 0,597 0,556 0,562 0,506 0,552 0,520 0,505 0514 0,512 0,594 0,587 0,845 1,000

Ust Diizey Yetkili 4 0,573 0525 0507 0504 0,49 0492 [FE

Katilimer Gozlem Formu Analizi

Arastirma sorularmin cevaplanmasina iliskin diger bir veri toplama teknigi olan
katilime1 gozlemi metodu kullanilmistir. 27.04.2021 tarihinde Ankara ilinde bir
dijital pazarlama ajansinin st diizey yetkili ve uzmanlariyla gergeklestirilen

“Sirketlerin Dijital Pazarlama Stratejileri” konulu toplanti sonrasinda diizenlenen
toplant1 notlariyla katilimei1 gozlem formu olusturulmustur. Olusturulan forma
istinaden,

(1) Kullanilan tiim dijital pazarlama araglarinda {iriine yonelik on bilgi
degerlendirmesi, iiriin kategorisine yonelik ilgi, markaya yonelik tutum ve satin
alma niyeti 6l¢eklerini dogru belirlenmesi gerektigi,

(2) Ozellikle sosyal medya ve Google iizerinden verilen etkilesimli reklamlarin
kullanicilarin reklama dikkat diizeyini, reklama yonelik tutumunu, markaya
yonelik tutumunu, satin alma niyetini, iiriine yonelik ilgi diizeyini ve bilgi diizeyini
farklilastirdiginin goriildiigii,

(3) Uzaktan calismak zorunda kalinan bu giinlerde, uzaktan goriintiilii iletisim
araglar1 ve sosyal medya kullanimi daha da popiiler hale geldigi ve buna dayanarak
da stratejileri gesitlenmesi gerektigi,

(4) Cesitlendirilen stratejilerle sosyal medya iizerinden Influencer ¢alismalarina ve
bunlarin isbirliklerini arttirmaya, kampanya yiirlitmeden 6nce ise etki alanlarin
ve performanslarini 6l¢glimlemek gerektigi,

(5)Tim bunlara bagl olarak ise, marka degeri Ol¢iimlerinin dijital araglar ve
etkilesimli reklamlar lizerinden gerceklesebilecegi sonuglarina ulasilmistir.
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9. Giivenirlik ve Gegerlilik

Tiiketici miilakat1 (Ek-1) ve sirket yetkilisi odak grup goriismesi (Ek-2) sorulari
alaninda uzman iki sirket yoneticisi ve bir akademisyene gosterilmis ve goriisleri
dogrultusunda gerekli diizenlemeler yapilmistir. Bununla birlikte miilakat
formalarinin anlasilirligini test etmek amaciyla iki tiiketiciyle 6n goriismeler
yapilmistir. Arastirma kapsaminda kullanilan tema ve kodlar ilgili literatiir
kapsaminda olusturulmus olup miilakat sorularina verilen cevaplar ile uyumlu
oldugu gorilmiistiir.

10. Sonuc ve Tartisma

Dijital pazarlama araclari, teknolojik gelismelerle birlikte farklilagsan iletisim
ortamlar1 ve internet sayesinde hayatimiza girmis kavramlardir. Dijital
pazarlamanin sahip oldugu 6zelliklerden dolay1 pazarlama ve satis alanlarinda da
yeni teknik ve yontemler ortaya ¢ikmistir. Bu yontemlerin markalar tarafindan
pazarlama faaliyetlerinde kullanilmas1 ve bu konuda gerekli calismalarin ve
yatirimlarin gergeklestirilmesi bilyiik onem tagimaktadir. Giiniimiizde geleneksel
yontemlerle yiiriitiilen pazarlama ¢alismalar1 pek ¢ok konuda yetersiz goriilmekte
ve markalara yeterli olanaklar1 saglayamamaktadir.

Bu galismada belirtilen aragtirmanin bulgulari, farkli sektorlerden ayni meslek
gruplarindan olusan iist diizey karar vericilerin igerisinde bulundugu goriis ve
miilakatlarin degerlendirilmesi neticesinde olusturulmustur. Buna bagl olarak,
cogu sirketin dijital pazarlama araglari kullanirken kendi sektoriine gore karar
vermesi ve profesyonel bir danigsmanlik yoluyla stratejilerine karar vermesi
gerektigi ortaya ¢cikmistir. Hizli tiikketim ve perakende sektoriinde faaliyet gosteren
markalarin miisterilerine kisisellestirilmis hizmetler sunmalar1 saglanarak
marka sadakatini pekistiren dijital yatirnmlar marka degerlerinin artmasinda
etkili olacaktir. Ayrica, dijital pazarlamada var olmayan ve bu aglardan elde
edilen verileri etkili sekilde kullanmayan markalarin kendi sektorlerinde Pazar
paylarimi arttirabilmeleri, marka imajin1 tiiketici algisinda en iyi ve en olumlu
sekilde konumlandirmalari, bununla birlikte pazarlama ve satig verilerinde diger
markalarin 6niine gegmeleri miimkiin degildir.

Teknolojik ilerlemenin 6nemli bir uygulama alani olan dijital pazarlamanin
basaris1 Covid- 19 pandemisiyle birlikte etkisini daha ¢ok gdstermeye baslamistir.
Yeni dijital pazarlama tekniklerinin de ortaya ¢ikisi ile eski geleneksel yontemler
siiregle birlikte geride birakilmigtir. Durum boyle olunca, ilgili sektorlerin
kullanildig1 yontemlerde farklilasmaya baglamistir. Tiim sektorlerde onemli
olan husus, aragtirma bulgularindan da goriildiigii iizere kolay erisim, uygun
maliyet, akilda kalicilik, devamlilik, iletisim kanallarinin ¢oklugu (¢oklu
erisim) unsurlarinin marka degeri tizerinde etkili oldugudur. Tiim bu etkenlerin
olusturulmasi sirketlerin marka degeri ol¢limlerinde kolaylik sagladigi sonucuna
varilmistir.
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Dijital pazarlama araclarmin marka degeri {izerindeki etkilesimini ortaya
koyabilmek adina calisma kapsaminda miilakat, odak grup goriismesi ve
katilimer gézlem formu incelemesi yapilmis, elde edilen verilerin QDA Miner
programi araciligiyla icerik analizi gergeklestirilmis ve katilimcilarin biiylik bir
cogunlugunun dijital pazarlama araglar1 ve marka degeri konusunda tiiketici ve
sirket yetkilisi diizeyinde yasanilan deneyimleri iceren degerlendirme koduna
iligkin ifadelerde bulundugu goériilmiistir. Bunun yani sira, fark yaratabilme,
farklilagma, cekicilik ve begenme/ begenmeme kodlarinin da siklikla kullanildigt
tespit edilmistir.

Katilimcilarin goriisleri dogrultusunda, e-ticaret uygulamalart ile satin almaya
kars1 olumlu bir tutum sergilendigi goriilmektedir. Bununla birlikte, katilimcilarin
tercih ettikleri satin alma yontemlerine etki eden tiim unsurlarin dijital pazarlama
tekniklerinden olustugu sonucuna varilmistir. Katilimeilarin  pandemiyle
birlikte magazaya gitmektense e-ticaret platformlari iizerinden satin alma
gergeklestirdikleri ortaya ¢ikmistir. Bu baglamda e-ticaret {izerinden satin alma
yontemi, dijital pazarlama araglarindan mobil pazarlama, igerik pazarlama, sosyal
medya pazarlamasi ile gergeklestigi goriilmiistiir. Bu araglarin kullanilmasinin
diger tekniklere nazaran sirketlere daha uygun bir maliyet sagladigi ve tiiketicilerin
iizerinde daha akilda kalic1 ve ¢ekici bir yontem olarak bulundugu belirlenmistir.
Ust diizey ve sirket yetkililerinin goriisleri sonucunda ise, marka degeri boyutlari
olan marka sadakati, marka farkindaligi, marka imaj1 ve algilanan kalitenin ayr
ayr1 Olgiimlenmesi ve bu boyutlarin her {iriin veya hizmete gére ayr1 ayri analiz
edilmesi gerektigi sonucuna varilmistir. Bu baglamda ise, dijital pazarlama
tekniklerinin her birinin marka degeri iizerinde daha c¢ok olumlu etkilerinin
belirlendigi gozlemlenmistir. Fakat kullanilacak dijital pazarlama araclarinin
iiriin veya hizmetin bulundugu sektdre gore dogru secilmesi gerektigi goz dniinde
bulundurulmalidir.

11. Arastirmammn Katki ve Kisitlari ile Gelecege Yonelik Oneriler

Caligmanin sonuglar1 1s18inda dijital pazarlama araglarinin sirketlerin marka
degerini arttirdigr goriilmiigtiir. Literatiirde bu konuda siirli sayida c¢alisma
olmasi dolayisiyla calismanin literatiire katki saglayacagi ve diger aragtirmacilar
tarafindan da konunun derinlemesine incelenmesinde arastirmanin yol gosterici
olacag1 disiiniilmektedir. Dijital pazarlama araglarmin pazarlamadaki Slciilen
etkisi gbz Oniine alindiginda arastirmanin, diinyada ve Tiirkiye’de son donemlerde
kullanim artan dijital pazarlama teknolojisinin gelistirilmesine fayda saglayacagi
degerlendirilmektedir. Isletmeler dijital pazarlama stratejisi siireglerini yonetirken,
markalariyla ilgili olarak gerek tiiketiciler gerek diger markalar tarafindan ortaya
cikartilabilecek olumlu ya da olumsuz her igerigi ve yorumu takip etmelidir,
eksiklerini tamamlamaya calismali, gelen yorumlar1 cevaplayabilmeli, verileri
analiz edebilmeli ve markalar1 hakkinda olumlu bir sonuca vardirmalidir.
Isletmelerin kendi markalar1 hakkindaki iletilere ulasabilmeleri icin veri analizi ve
Olcltimlemesi ve sosyal ag takip sistemlerinin kullanilmasi gerekmektedir. Dijital
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pazarlamanin tiiketiciye erisim hizi ve oldukca hizli degisen akisi diistintildiigiinde
markalarin bu tip markalarina yonelik olarak analizlerini yapilan yorumlar ve
olusturulan igeriklerle es zamanl olarak gerceklestirmesi gerekmektedir.

Ayrica, aragtirma ornekleminin Ankara ilinde faaliyet gosteren sirket calisanlar
ve Ankara ilinde yasayan tiiketicilerden olusmasi sebebiyle genellenebilirlik
acisindan smirlidir. Zaman ve pandemi kisitlart sebebiyle ¢alismanin Ankara
sinirlari disina ¢ikarilmasina imkan bulunamamistir. Calismanin sonuglari1siginda,
dijital pazarlama araglariin kullanilmasinin pazarlamada ¢ok 6nemli bir yere sahip
oldugu ve marka degerini etkiledigi sonucundan hareketle, bu caligmanin literatiire
katki saglayacagi ve diger arastirmacilar tarafindan da konunun derinlemesine
incelenmesinde arastirmanin yol gosterici olacagi diislinlilmektedir.
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EK-1
Tiiketici Miilakat Formu
Degerli Katilimet,

Yapacagimiz bu miilakat ile e-ticaret sektoriinde kullanilan dijital pazarlama
araclarmin sirketlerin marka degeri lizerindeki etkisi arastirilacaktir. Vereceginiz
cevaplarin dogru veya yanls sonuclar1 yoktur. Onemli olan kendi bakis aginiz
dogrultusunda dogru olduguna inandigimiz gorislerinizi samimi bir sekilde
paylasmanizdir. Sorulara vereceginiz cevaplar tamamen gizli tutulacak ve tigiincii
sahislarla bilgi paylasimi yapilmayacaktir.

Miilakat icin On kosul Sorusu:

E-ticaret {izerinden aligveris yapiyor musunuz?

BOLUM 1: Giris Sorusu

Marka degeri kavrami ile daha 6nce karsilastiniz mi1?
BOLUM 2: Demografik Bilgiler

Cinsiyet:

Yasiniz:

Egitiminiz:

Mesleginiz:

BOLUM 3: Dijital Pazarlama

A. E-Ticarette Marka Degeri

Bu asamada marka degeri hakkindaki diisiinceler sorulmaktadir.
1. E-ticaret lizerinden hangi markalar1 satin aliyorsunuz?

2. Bu markalar1 goriince dikkatinizi ¢eken 6zellikler nelerdir?

3. Bu markanin sizde uyandirdiklari/ satin alma sebepleriniz nelerdir? E-ticaret
iizerinden satin aldiginiz markalarin sizde nasil bir imaj1 var?

4. E-ticaret lizerinden aligveris yaparken dikkatinizi ¢eken en 6nemli unsur
nedir?

5. E-ticarette bir marka neden ilginizi ¢eker?

6. E-ticarette dikkatinizi daha ¢ok marka mu, tiriin 6zelligi mi, fiyat mi, yoksa
hepsinin ayni anda m1 ¢ektigini soylersiniz?
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7. E-ticaretten satin alma 6zelligi markadan beklentilerinizde bir degisiklik
yarattyor mu?

8. Satm aldiginiz markalar e-ticaret lizerinden kaliteli bir hizmet sagliyor mu?

9. Ozellikle sosyal medya iizerinden markalarin platformlarla ya da
influencerlarla is birligi yapmasi sizce marka degerini arttiran bir 6zellik midir?

Bu boéliimde 6zellikle gozlem yoluyla veri toplanmaya cahisilacaktir.
10. Sevdiginiz markalarin e-ticarette yer almasi sizde nasil bir his uyandirtyor?

11. Bu markalarin e-ticaret iizerinden satislarini yakinlariniza éneriyor
musunuz?

B. E-Ticarette Dijital Pazarlama Araclar:
Bu asamada marka degeri hakkindaki diistinceler sorulmaktadir.
12. E-ticaret lizerinde hangi dijital pazarlama araglar1 daha ¢ok dikkatinizi ¢eker?

13. Hangi dijital pazarlama arag¢larinin satin alma kararimizda etkili oldugunu
diisiiniiyorsunuz?

14. E-ticarette kullanilan dijital pazarlama araclar1 (sosyal medya vb.) marka
degerini arttirdigini diisliniiyor musunuz?

15. Dijital pazarlama araglar1 sayesinde kolaylikla bir iriinii satin alabileceginizi
diisiiniiyor musunuz?

16. Dijital pazarlamanin marka bilinirligine katki sagladigini diisiiniiyor
musunuz?

17. Bir markanin dijital pazarlama kullanim siklig1 o markayi tercih etmenizde
etkin rol oynar mi1?

18. Ozellikle sosyal medya iizerinden markalarin platformlarla ya da
influencerlarla is birligi yapmasi sizce satisi arttiran bir 6zellik midir?

BOLUM 4: Sonuc Sorulari
19. E-ticaret lizerinden aligveris yapmak nasil bir duygu?

20. Markalarim dijital pazarlama araglarinda kullandig: iceriklerden
begendiginiz/ begenmediginiz neler vardir? Liitfen nedenini belirtiniz.

21. Sizce markalar en ¢ok hangi dijital pazarlama aracini kullansa marka
degerini arttirabilir?

22. Dijital pazarlama markalar igin faydali midir?
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23. Sonug olarak eklemek istediginiz diisiinceleriniz var midir?
EK-2

Sirket Yetkilisi Odak Grup Gorlismesi Formu

Degerli Katilimet,

Yapacagimiz bu goriisme ile e-ticaret sektoriinde kullanilan dijital pazarlama
araglarmin sirketlerin marka degeri lizerindeki etkisi aragtirilacaktir. Vereceginiz
cevaplarin dogru veya yanls sonuglari yoktur. Onemli olan kendi bakis aginiz
dogrultusunda dogru olduguna inandigimiz gorislerinizi samimi bir sekilde
paylagsmanizdir. Sorulara vereceginiz cevaplar tamamen gizli tutulacak ve tiglincii
sahislarla bilgi paylasim1 yapilmayacaktir.

Demografik Bilgiler

Cinsiyet:

Yasiniz:

Egitiminiz:

Mesleginiz:

1. Marka ya da markalarinizi e-ticaret iizerinden satisa agiyor musunuz?
2. E-ticarette hangi dijital pazarlama araglarini tercih ediyorsunuz?

3. Tercih ettiginiz dijital pazarlama araci ile ne siklikla tiiketiciyle
bulusuyorsunuz?

4. Dijital pazarlama araglarinin marka degerinizi arttirdigini diigiiniiyor
musunuz?

5. Sizce kullandigimiz dijital pazarlama araglarinin tiiketici satin alma tizerindeki
etkisi nasildir?

6. Dijital pazarlama araglarinin marka degerine etkileri konusunda
miisterilerinizden geri doniigler aliyor musunuz? Aliyorsaniz detaylica agiklar
misiniz?

7. Marka degerinizi arttirmaya yonelik baska stratejileriniz var midir? Varsa
nelerdir?
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Kategori Kod ve Tema Listesi

Kategori  Tema Kod Tanimi
Kolay Erisim Aranan Uriiniin kolay bulunabilmesini
Arama ifade eder.
Motoru Cekicilik Tiiketicinin dikkatini gekmeyi ifade
Optimizasyonu eder.
(SEO) L . L
Rekabet edilebilirlik  Rakiplerle es deger olabilmeyi ifade
eder.
Siirekli Iyilestirme Teknolojiyi takip edebilmeyi ifade
eder.
[zleme imkan1 SEO verilerini analiz edebilmeyi ifade
eder.
Coklu erisim Fazla sayida tiiketiciye ulasabilmeyi
ifade eder.
E-Posta Dogru hedef kitle Uriine gore uygun tiiketiciye erismeyi
Pazarlamasi ifade eder.
Kontrol edilebilirlik  Icerik iizerinde hakimiyet kurmay1
ifade eder.
Geri Bildirim Talep ve sikayetleri 6grenebilmeyi
ifade eder.
Dogru igerik Tiiketici tarafindan anlasilabilir olmay1
ifade eder.
Etkilesim Icerik ile birey arasindaki etkilesimi
ifade eder.
Igerik Dogru bilgi Tiiketiciye yanlis olmayani aktarmayi
Dijital Pazarlamasi ifade eder.
Pazarlama ’
Araglart Siireklilik Bilginin yenilenebildigini ifade eder.
Farklilasma Rakiplerinden ayirt edilebilmeyi ifade
eder.
Etkileyicilik Farkedilebilmeyi ifade eder.
Coklu iletisim Farkli kanallardan erisilebilmeyi ifade
eder.
Sosyal Medya  gefpafiik Dogru ve net bilgiyi ifade eder.
Pazarlamas1
Baglilik Tiiketicii le kurulan siki iliskiyi ifade
eder.
Yenilenebilirlik Icerikteki siirekli degisikligi ifade eder.
Takipgi kitlesi Markayla bagi siki olan tiiketiciyi ifade
eder
Satis Satis odaklilik Dogru iiriin ve hizmeti sunmay1 ifade
Ortaklig eder.
Pazar%amam Komisyon elde etme  Satisa aracilik ederek gelir elde etmeyi
(Affiliate ifade eder.
Marketing)

Maliyetlerde azalma

Uriin ya da hizmet sunmak igin
gereken miktart diigiirmeyi ifade eder.
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Dijital
Pazarlama
Araglari

Tiklama Bagina
Odeme (PPC)

Viral
Pazarlamaw

Mobil
Pazarlama

Cevrimigi reklam

Hizli aksiyon alma

Sponsorlu reklam

Fiyatlandirma

Devamlilik

Bilgi akis1

Memnuniyet

Marka algist

Kolay mesaj iiretme

Gorsellik

Kolay kullanim

Aninda erisim

Kisisellik

Dijital kanallar tizerinden yapilan
tanitimi ifade eder.

Hizli harekete gegip karar almay1
ifade eder.

Sosyal medya platformlarinda yer
alan reklam ¢esidini ifade eder.

Uriin ya da hizmete deger katmay1
ifade eder.

Uriin ya da hizmetin siirekli tercih
edilebilirligini ifade eder.

Bilginin tagmabilirligini ifade eder.
Uriin ya da hizmetten alman hazzi
ifade eder.

Tiiketici zihninde olusan duyusal
kodlarin tamamini ifade eder.

Tiiketiciye verilecek bilginin
basitligini ifade eder.

Fotograflar araciligtyla ilgi
¢ekebilmeyi ifade eder

Uygulamanin basitligini ifade eder.

Istenilen iiriin ya da hizmete kolay
ulagimi ifade eder.

Kisiye 6zel olma durumunu ifade
eder.
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Marka
Degeri

Marka Farkin-
dalig1

Marka Sadakati

Marka Imaj1

Algilanan
Kalite

Uygun maliyet

Hatirlanabilirlik
Fark yaratabilme

Ayirt Etme
Akilda kalicilik

Uzun dénemli
satin alma
Giiven
Tanimak

Miisteri memnu-
niyeti

Sosyal ¢evre

Fikir edinme
[letisim kanallar1
Deneyim

Iliskilendirmek

Begenme/ Begen-
meme

Olumlu/olumsuz
diigiinme

Duygusal tepkiler
Kisilik 6zellikleri

Baglilik

Degerlendirmek

Uriin ya da hizmet sunmak igin gereken miktari
minimize etmeyi ifade eder.

Uriin ya da hizmetle ilgili akla gelen ilk
ifadeleri ifade eder.

Diger markalara gore degisik olabilmeyi ifade
eder.

Farkli 6zelliklere sahip olabilmeyi ifade eder.

Cevredeki uyaricilara gore zihinde edilen yeri
ifade eder.

Satin almanin tekrar edilebilirligini ifade eder.

Markaya iliskin giiven duymayi ifade eder.
Tiiketicilerin markay1 bilmesini ifade eder.

Tiiketicinin duydugu hazzi ifade eder.

Toplumda etkilesimde olunan insan toplulugu-
nu ifade eder.

Marka ile ilgili diistiniilenleri ifade eder.
Markaya erigebildigin yollar: ifade eder.
Daha 6nce yasanan olaylari ifade eder.

Kendi benligi ile markay: iliskilendirmek anla-
mina gelir.

Markaya duyulan hazzin var olup olmadigini
ifade eder.

Marka hakkinda olumlu/olumsuz fikre sahip
olmayi ifade eder

Marka hakkinda duygusal bag kurup davranis
gostermeyi ifade eder.

Kisiye gore degisen farkli davranis gdsterme
bi¢imini ifade eder.

Siirekli ayn1 markayi tercih etmeyi ifade eder.

Tiiketicilerin marka iliskin fikirlerini 6lgmeyi
ifade eder.
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A Qualitative Research on the Effects of Digital Marketing Tools Used in the
E-Commerce Sector on the Brand Value of Companies

1. Introduction

With the development of progress in information and communication technology
and the use of computers becoming an important necessity of the age, it has
become inevitable for the concept of commerce to pass into the electronic
environment. With the development of internet-based social networks in a short
time, e-commerce has come to the fore, and this has led to an increase in the use
of digital marketing. . In this way, companies make the necessary effort to create
a long-term brand value with digital marketing tools compared to traditional
methods. At the same time, determining the frequency of use of social networks,
their usage habits, and the interests of consumers has become a strategic point,
emphasizing the importance of studying the way companies use e-commerce and
digital marketing.

The purpose of this research is to try to determine the effects of digital marketing
tools used in the e-commerce sector on the brand value of companies. In the
study, the phenomenology approach, which is one of the qualitative research
designs, will be used as research is conducted on the effects of the use of digital
marketing tools in the e-commerce sector on the brand value of the companies.
The research is based on a qualitative study in which one-on-one interviews,
focus group interviews, and participant observation data collection techniques
were used to collect data to be obtained through face-to-face in-depth interviews.
The findings will be analyzed with the QDA Miner program in qualitative data
analysis. Based on these results, the study will contribute to the academy and
practitioners with theoretical applications on the development of brand values

by using digital methods and returning this to companies by meeting with
consumers and industry experts.

2. Conceptual / Theoretical Framework

In the research, first of all, the concept and techniques of digital marketing in
the e-commerce sector and their effects on brand value will be defined, and the
relationship between each other will be analyzed. In addition, turnover, profitability,
sales, investment value, etc., are taken into account in measuring their brand
value, such as financial and brand awareness, number of loyal customers, brand
image etc. Since it is aimed to investigate how they interact with consumer-based
parameters such as brand equity and sub-dimensions of digital marketing will be
defined, and the effects of digital marketing tools on brand value will be examined
one by one.

It will be explained that the marketing stage after creating the product and service
brings along the branding process and that a correctly created brand also creates
the opportunity to reach the desired perception. In a world where every process is
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digitized, the real necessity is to use digital marketing so that businesses can gain
a competitive advantage and keep their brand value at the highest level. Based
on these results, the study will contribute to the academy and practitioners with
theoretical applications in terms of improving the brand values of brands using
digital techniques and its return to companies by meeting with consumers and
industry experts.

Research Questions

1- How to create brand value with digital marketing techniques? 2- How does
creating brand value contribute to companies?

3- Which method and strategy should be used to create brand value in
e-commerce? 4- How does the use of digital marketing tools lead a company in
e-commerce?

5- Which digital marketing tools are used more to increase brand value?
3. Design and Method

In this study; to measure the effects of digital marketing tools on the brand value
of companies and to reveal the perceptions of companies to create a long-term
brand value with digital marketing techniques, the phenomenology approach
(phenomenology), one of the qualitative research designs, was used. The
phenomenology research design aims to explain the subjects we are aware of but
do not have in-depth or detailed knowledge (Sigr1, 2018). It was thought that this
pattern would be more appropriate in terms of evaluating the views of companies on
the effects of digital marketing techniques on their brand value.

At the same time, sampling was determined through criterion sampling, one of the
purposive sampling methods. Purposeful sampling is based on the selection of the
subject groups and individuals who can best take us to the intended subject, rather
than the number (S18r1,2017). In the criterion sample, people in the unit and positions
meeting the specified qualifications were included in the sample. In the study, since
the effect of digital marketing tools on brand value was measured, consumers using
e-commerce and experts and senior managers in the sector were preferred. For this
reason, data collection techniques such as interviews with company officials and
consumers, focus group interviews, and participant observation were used within the
scope of the research. ) and two separate focus group meetings, consisting of 4 senior
officials, were held between April-May 2021. Among the aforementioned interviews,
focus group interviews were completed in the offices of senior managers, and some
of the consumer interviews were completed as a result of face-to-face interviews and
some of them as a result of online interviews. In this part of the research, meetings held
by e-commerce users and experts of companies using digital marketing tools were
attended, and data were collected by participant observation method. Participants were
given information about the observer identity of the researcher. Before the interviews
were conducted, the consent of the participants was obtained, and information about
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the purpose and scope of the research was given. The consumer interview form was
developed under four main headings covering the research questions, and open and
closed-ended questions were asked to the participants to get their comments. Expert
opinions were sought to test the validity and reliability of the questions.

First ofall, consumer interview forms, focus group interview forms and observation
forms created by the participant observation method were arranged and put into
writing. The qualitative data were subjected to content analysis with the QDA
Miner program. The Category-Code-Theme List was prepared by taking into
account the answers given by the participants and the relevant literature review.
The related codes were grouped, and themes were formed based on the concepts
in the literature. The frequency of'the codes, the similarity between the participants,
the frequency of the codes by gender and the proximity between the codes were
analyzed, and inferences were made in line with the data obtained.

4. Findings and Discussion

In face-to-face interviews and focus group interviews about digital marketing
tools and brand value, the statements of consumers were associated with the codes
within the framework of the concepts in the literature. The frequencies of these
codes were obtained by frequency analysis. The frequency of use of the codes will
be shown in the context of the issues expressed by the participants in the research
on digital marketing tools and brand equity.

For the research, when the brand loyalty, brand awareness, brand image and
perceived quality elements, which are the dimensions of brand value, are examined,
it will be explained with the codes and frequencies that digital marketing tools
affect these elements one by one.

It will be shown with the dendrogram graph, which is one of the cluster analysis
diagrams and is used to determine the closeness of certain concepts with each
other. Relationship analysis between codes and variables will be included.

In addition, the statements made in the answers to the questions posed to the
participants in the interviews and focus group interviews in the research will also
be included. In addition, a meeting on digital marketing strategies will be attended,
and the notes of this meeting will be included in the observation form created by
the participant observation method. Code affinities will be examined by including
participant observation form analysis into the content analysis method.

Consumer interview and company representative focus group interview questions will
be shown to two company executives and an academician who are experts in their
fields, and necessary arrangements will be made in line with their opinions. In addition,
preliminary interviews will be held with two consumers to test the interview forms’
comprehensibility. The themes and codes used within the scope of the research were
created within the scope of the relevant literature, and it will be examined whether
they are compatible with the answers given to the interview questions.
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5. Conclusion, Recommendations and Limitations

The findings of the research mentioned in this study will be formed as a result of
the evaluation of the opinions and interviews of the senior decision-makers from
the same occupational groups from different sectors. Accordingly, it has emerged
that most companies need to decide according to their industry while using digital
marketing tools and decide their strategies through professional consultancy.
Digital investments that reinforce brand loyalty by enabling brands operating in
the FMCG and retail sectors to provide personalized services to their customers
will effectively increase brand values.

To reveal the interaction of digital marketing tools on brand value, interviews,
focus group interviews, and participant observation form analysis was conducted
within the scope of the study. It was observed that he made statements about the
evaluation code, which included the experiences.

In line with the participants’ opinions, it is seen that there is a positive attitude
towards purchasing with e-commerce applications. However, it was concluded
that all the factors affecting the purchasing methods preferred by the participants
consisted of digital marketing techniques. It was revealed that the participants
made purchases through e-commerce platforms rather than going to the store with
the pandemic. In this context, it has been seen that the method of purchasing over
e-commerce is realized with mobile marketing, content marketing, social media
marketing from digital marketing tools.

In addition, it is limited in terms of generalizability as the research sample consists
of company employees operating in Ankara and consumers living in Ankara. Due
to time and pandemic constraints, it was not possible to take the study outside the
borders of Ankara. In the light of the results of the study, it is thought that the use
of digital marketing tools has a very important place in marketing and affects the
brand value, and it is thought that this study will contribute to the literature and
will be a guide for other researchers to examine the subject in depth.

ANNEX 1
Consumer Interview Form
Dear Participant,

With this interview we will conduct, the effect of digital marketing tools used

in the e-commerce sector on the brand value of companies will be investigated.
The answers you give have no right or wrong results. The important thing is to
sincerely share your views that you believe are correct in line with your own point
of view. Your answers to the questions will be kept completely confidential, and
information will not be shared with third parties.

Prerequisite Question for Interview:



136 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt 15, Sayi: 1, Ocak 2022, ss. 93-140

Do you shop via e-commerce?

SECTION 1: Introduction Question

Have you encountered the concept of brand equity before?
SECTION 2: Demographic Information

Gender:

Your age:

Your education:

Your job:

SECTION 3: Digital Marketing

A. Brand Value in E-Commerce

At this stage, opinions about brand value are asked.

1. Which brands do you buy via e-commerce?

2. What are the features that draw your attention when you see these brands?

3. What are your reasons for purchasing this brand? What image do you have of
the brands you buy through e-commerce?

4. What is the most important factor that draws your attention while shopping via
e-commerce?

5. Why are you interested in a brand in e-commerce?

6. In e-commerce, would you say that the brand, product feature, price, or all of
them attract your attention more?

7. Does the feature of purchasing from e-commerce change your expectations
from the brand?

8. Do the brands you buy provide a quality service through e-commerce?

9. Do you think the collaboration of brands with platforms or influencers,
especially through social media, is a feature that increases brand value?

In this section, it will be tried to collect data especially through observation.

10. How do you feel when your favorite brands are involved in e-commerce?11.
Do you recommend the sales of these brands via e-commerce to your relatives?

B. Digital Marketing Tools in E-Commerce
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At this stage, opinions about brand value are asked.
12. Which digital marketing tools attract your attention more to e-commerce?

13. Which digital marketing tools do you think are effective in your purchasing
decision?

14. Do you think that digital marketing tools (social media etc.) used in
e-commerce increase brand value?

15. Do you think you can easily buy a product thanks to digital marketing tools?
16. Do you think digital marketing contributes to brand awareness?

17. Does the frequency of digital marketing use of a brand play an active role in
your preference for that brand?

18. Do you think the collaboration of brands with platforms or influencers
through social media is a feature that increases sales?

SECTION 4: Conclusion Questions
19 .How does it feel to shop through e-commerce?

20. What do you like/dislike about the content used by brands in digital
marketing tools? Please specify the reason.

21. Which digital marketing tool do you think can increase brand value?
22. Is digital marketing beneficial for brands?

23. In conclusion, do you have any thoughts you would like to add?
ANNEX-2

Company Representative Focus Group Interview Form

Dear Participant,

With this interview, the effect of digital marketing tools used in the e-commerce
sector on the brand value of companies will be investigated. The answers you
give have no right or wrong results. The important thing is to sincerely share
your views that you believe are correct in line with your own point of view. Your
answers to the questions will be kept completely confidential, and information will
not be shared with third parties.

Demographic Information
Gender:

Your age:
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Your education:

Your job:

1. Do you open your brand or brands for sale via e-commerce?
2. Which digital marketing tools do you prefer in e-commerce?

3. How often do you meet with the consumer with your preferred digital
marketing tool?

4. Do you think digital marketing tools increase your brand value?

5. What do you think is the impact of the digital marketing tools you use on
consumer purchasing?

6. Do you get feedback from your customers about the effects of digital
marketing tools on brand value? If so, can you explain in detail?

7. Do you have any other strategies to increase your brand value? If so, what are
they?

Category Theme Code Definition

It means that the desired product can be found

Easy access .
casily.

Attractiveness It means to attract the attention of the consumer.

Search Competitiveness It means being equal to competitors.
Engine Continuous
Optimization . It means being able to follow the technology.
improvement
(SEO) ity of
POSS‘lbl %ty © It means being able to analyze SEO data.
monitoring
Digital Multipl .
gita . witiple It means reaching a large number of consumers.
Marketing access
Tools The right It refers to reaching the appropriate consumer
audience according to the product.
Controllability It means to dominate the content.
Email It means being able to learn about demands and
. Feedback .
Marketing complaints.
The right It refers to being understandable by the
content consumer.
. It refers to the interaction between the content
Interaction R
and the individual.
Right It means conveying what is not wrong to the
information consumer.
Continuity It means that the information can be renewed.
Content

It refers to being distinguishable from its

Marketing Differentiation .
competitors.

Impressiveness It means to be different.
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Digital
Marketing
Tools

Social
Media
Marketing

Affiliate
Marketing

Pay Per
Click (PPC)

Viral
Marketing

Mobile
Marketing

Multiple
communication

Transparency
Loyalty

Renewability

Audience of
followers

Sales orientation

Earning
commissions

Reduction in
costs

Online
advertising

Take quick
action

Sponsored

advertisement
Pricing

Continuity

Information
flow

Satisfaction

Brand
perception

Easy message

generation

Visuality
Easy to use
Instant access

Personality

Affordable cost

It refers to being accessible through different
channels.

It expresses accurate and clear information.

It refers to the close relationship established with
the consumer.

It refers to the constant change in content.

It refers to the consumer who has a strong bond
with the brand.

It means providing the right product and service.
It refers to generating income by mediating sales.

It refers to reducing the amount required to
provide a product or service.

It refers to the promotion made through digital
channels.

It means taking quick action and making
decisions.

It refers to the type of advertisement on social
media platforms.

It refers to adding value to the product or service.

It refers to the continuous preferability of the
product or service.

It refers to the portability of information.

It refers to the pleasure received from the product
or service.

It expresses all of the sensory codes formed in
the consumer’s mind.

It refers to the simplicity of the information to be
given to the

consumer.

Expresses being able to attract attention through
photographs

It refers to the simplicity of the application.

It means easy access to the desired product or
service.

It refers to the state of being personal.
It refers to minimizing the amount required to

provide a product or

service.
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Brand Value

Brand Value

Brand Awareness

Brand Loyalty

Brand Image

Perceived
Quality

Memorability

Making a
difference

Discrimination

keep in mind

Long term
purchase

Trust
Know

Customer
happiness

social
environment

Getting ideas
Communication

channels

Experience

Associate
Like/Dislike

Positive/negative
thinking

Emotional
responses

Personality

characteristics

Loyalty

To evaluate

It refers to the first statements that
come to mind about the product or
service.

It means being different from other
brands.

It means to have different
characteristics.

It refers to the place in the mind
according to the stimuli in the
environment.

It refers to the repeatability of the
purchase.
It expresses trust in the brand.

It means that consumers know the
brand.

It expresses the pleasure of the
consumer.

It refers to the community of people
interacting in society.

Marka ile ilgili disiiniilenleri ifade
eder.

It refers to the ways you can reach
the brand.

It refers to previous events.

It means associating the brand with
one’s own self.

It expresses whether the pleasure
felt for the brand exists or not.

It refers to having a positive/
negative opinion about the brand.

It refers to establishing an
emotional bond about the brand
and showing behavior.

It refers to a different way of
showing behavior that changes
according to the person.

It means to always prefer the same
brand.

It refers to measuring consumers’
ideas about the brand.
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ABSTRACT

This study aims to gain an understanding of the motivations and feelings of consumers
when participating in online activism and examine the effects of digital activism campaigns
implemented by brands. The research seeks to answer how consumers are participating in
digital activism and their motivations, the feelings of consumers with regards to digital
activism and consumer engagement, and how consumers perceive activist movements
and practices initiated by brands. A qualitative approach was carried out, and 17 semi-
structured in-depth interviews were conducted. Projective techniques were used, and
examples of activist campaigns of brands were shown to the participants. According to
the findings, the motivations of the consumers are the sense of responsibility and duty
they feel towards social problems, the desire to stay up-to-date and entertainment. The
feelings associated with digital activism are gratification, fear, feeling of concern, and
hope. The findings have further implications and suggestions for brands to have effective
activist campaigns such as: paying attention to the language barrier when adapting global
campaigns; defending the cause they believe in despite pressures; explaining the reasoning
when they do not support a social cause, not to be lynched by consumers; and not choosing
an entertainment-oriented approach when addressing sensitive issues.
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DIJITALLESME VE TUKETICi AKTIViZMIi: TUKETICILERIN
MOTIVASYONLARI VE DUYGULARI VE MARKALAR iCiN
SONUCLARI

oz

Bu galisma, tiiketicilerin ¢evrimigi aktivizme katilma motivasyonlari ve duygulart hakkinda
icgoril elde etmeyi ve markalar tarafindan uygulanan dijital aktivizm kampanyalarinin
tiiketiciler tizerindeki etkilerini incelemeyi amaglamaktadir. Arastirma, tiiketicilerin dijital
aktivizme nasil katildiklarini, aktivist eylemlere katilma motivasyonlarini ve duygularini,
markalarin baglattigi aktivist hareketleri ve uygulamalart nasil algiladiklarini yanitlamay1
hedefler. Tiiketicilerin duygu ve motivasyonlarint daha iyi anlamak i¢in nitel aragtirma
yontemi uygulanmis ve 17 yart yapilandirilmis derinlemesine miilakat yapilmigtir.
Gortismeler sirasinda projektif teknikler kullanilmis ve katilimcilara, markalarin aktivist
kampanya Ornekleri gosterilmistir. Arastirma sonuglarma gore, tiketicilerin dijital
aktivizme katilma motivasyonlari, sosyal sorunlara kars hissettikleri sorumluluk ve gérev
bilinci, giincel kalma arzusu ve eglence kategorileri altinda gruplanir. Dijital aktivizme
katilirken tiiketicilerin hissettikleri duygular, tatmin, korku, endise ve umuttur. Aragtirma
ayrica, tiikketicilerin aktivist kampanyalar1 basarili bulmasi i¢in markalarin dikkat etmesi
gereken kriterler konusunda 1s1k tutar. Global kampanyalari farkli iilkelerde uyarlarken
markalarin dil engeline dikkat etmesi gerekir. Markalarin siyasi ve toplumsal baskilardan
arinarak bir konuyu desteklemesi tiiketiciler tarafindan daha samimi ve inandirici
bulunmaktadir. Markanin toplumda deger goren bir konu hakkinda sessiz kalmasi
durumunda tiiketiciler tarafindan ling edilmemesi i¢in o konuya neden destek vermedigini
tiiketiciye agiklamasi gerekmektedir. Toplumsal veya hassas sorunlar kampanya konusu
olacaksa, eglence odakli bir yaklasim tercih edilmemelidir.

Anahtar Kelimeler: Tiketici aktivizmi, marka aktivizmi, tiiketici motivasyonu,
dijitallesme
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1. Introduction

The concepts of power and empowerment have been widely studied across
different fields, including feminism, minority groups, and poverty literature
(Kabeer, 1999; Lincoln et al., 2002). In marketing literature, the question has
often been whether consumers or marketers can direct markets for their benefit
(Varman and Vikas, 2007). In digital platforms, customers can engage with each
other in online communities and social networks, take part in various brand-
endorsed initiatives, review products, services, and experiences, and contribute
to marketing strategies by supplying creative ideas or feedback or by influencing
other customers (Montecchi and Nobbs, 2008). Although the Internet may provide
tools for “empowerment”, it remains uncertain whether these tools are effective
enough or that they are critically used, or indeed used at all, by consumers
(Papaoikonomou and Alarcén, 2017).

Social media is a new communication platform where both brands and consumers
can meet and where consumers can interact with brands (Pitt et al., 2008). Customer
engagement through social media is significant for marketers (Park, Lee and Han,
2007), as brands need to pay attention to every action of any potential customer.
Consequently, social media has become a platform that rules both consumers and
brands. It is becoming the most efficient global platform for a message that is
announced by the users (Ferreira, 2018)) and it thrives on user excitement, which
leads to a new revolution defined through participation (Solis, 2010).

Before understanding the role of social media in influencing activism, it is
critical to look at the role of the Internet in our daily lives. The Internet has
made it possible for everyone in the world to connect, interact, and broadcast
(Kotler and Sarkar, 2017). As communication technologies evolved and became
cheaper, people’s access to the Internet became easier (Kraut et al., 1998). The
proliferation of mobile phones since the 2000s has created fundamental changes
in communication. Today, with digitalization, content posted by users on social
media increases every day. According to Highfield and Leaver (2015), shared
content brings people together who are interested in the same content through
hashtags and tags on social media platforms. This new environment facilitates
interactive brand communication and collaboration, the creation and sharing of
content by users, and the formation of internal and external virtual communities,
all at a low cost (Furness, 2008). The users who want to draw attention to social
or political issues, or create awareness and make changes, can easily reach people
who think like themselves through social media. It has become apparent that the
actions taken on online platforms reach and influence more people compared to
offline actions.

There are different approaches to digital activism in literature. Some researchers
highlighted the positive aspects of digital activism, while others drew attention
to its downsides. Accordingly, perspectives in the literature about the value of
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digital activism are grouped under optimists, pessimists, and persistent categories
(Joyce, 2010; Sivitanides and Shah, 2011). Optimists (Benkler 2006; Kirkpatrick,
2008) believe that digital activism will change existing political hierarchies
and empower citizens, while pessimists (Morozov, 2010) believe that digital
technology is more likely to be used to assert illegal authority or encourage chaos.
Like optimists, pessimists believe that digital technology will have an impact on
the world, but they see technology as morally neutral, constructive, and equally
useful for destructive motives. The persistent category (Weinberger, 2010) refers
to those who see neither salvation nor damnation in digital technology instead; they
believe that very little will change and that previous political power distributions
will “continue.” Simply, they do not believe that the web, and therefore digital
activism, is extraordinary. In addition, some researchers argue that digital
activism is quite effective, whereas others state that it can be perceived negatively
by social media users. According to Urkmez (2020), the facilitation of the digital
environment has made digital activism movements more effective than traditional
activism movements. On the other hand, Turhan (2017) argues that using digital
activist approaches to promote street protests, movements and revolutions can
lead to digital activism having a negative image.

Other researchers argue that digital activism is a subset of Corporate Social
Responsibility (Clemensen, 2017; Kotler and Sarkar, 2017; Manfredi-Sanchez,
2019), and brands should create committed and sincere digital activist campaigns
for their consumers (Kotler and Sarkar, 2017; Rishe, 2018; Kubiak and Ouda,
2020). If the brands can apply these strategies in their campaigns, they can be
successful (Kubiak and Ouda, 2020). However, if the gap between brands’ values
and societal benefits is too large, it can damage the company (Sarkar and Kotler,
2018), harming both the company and the corporate reputation (Klein, Smith
and John, 2004), which can translate into consumers’ participation in digital
activist campaigns to boycott the brand. Similarly, if the consumers believe that
the company does not care about social issues, then they can be motivated to
boycott the brands (Klein, Smith and John, 2004; Cambefort and Roux, 2019) and
initiate different reactions such as anti-brand activism (Thompson, Rindfleisch
and Arsel, 2006). However, very few studies tried to understand the meaning
of activist actions and practices for consumers. According to Kubiak and Ouda
(2020), brand activism is mostly approached from a quantitative perspective,
and qualitative studies that consider consumers’ points of view are relatively few
(Kozinets, 2014; Romani et al., 2015; Cambefort and Roux, 2019; Manfredi-
Sanchez, 2019). Previous qualitative research generally addressed very specific
topics. For example, Hollenbeck and Zinkhan (2006) aim to understand the forms
of anti-brand communities by examining three anti-brand websites using in-depth
interviews. Jacobson et al. (2018) investigate how brand activism in advertisements
(specifically femvertising) affects male consumers’ attitudes. There is also a large
amount of research on consumer activism and anti-brand activism, but limited
research in the field of brand activism and how consumers evaluate brands that
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adopt this strategy (Klein, Smith and John, 2004; Kozinets and Handelman, 2004;
Thompson, Rindfleisch and Arsel, 2006; Romani et al., 2015; Cambefort and
Roux, 2019). Previous research also has not explored consumers’ feelings and
perspectives on digital activism in depth. Therefore, the purpose of this study is to
fill this gap in the literature by gaining a deeper understanding of the motivations
behind consumer activism and how consumers perceive activist actions initiated
by brands. In-depth interviews are conducted with consumers to provide insight
for marketers, brands, communication professionals in understanding how the
consumers are participating in digital activism and what are their feelings and
motivations in participating in these activist movements or actions. The study
further contributes to the literature by shedding light on how consumers perceive
digital activism and what are the implications for brands.2. Literature Review

The literature review section summarises the related literature on digital activism
-including the concepts of slacktivism, clicktivism, hacktivism-, consumer
empowerment and the role of internet and social media, consumer activism and
brand activism.

2.1. Digital Activism: Slacktivism, Clicktivism and Hacktivism

The historical process of digital activism is discussed under two different headings:
web 1.0 and web 2.0 (Gerbaudo, 2017). Web 1.0 is the first wave of digital activism
in the mid-"90s and consists of projects like the anti-globalization movement. Web
2.0 is called “social media activism,” where activists gather together on social
media platforms such as Twitter, Instagram, Facebook, and YouTube. Social media
provides essential technological tools of digital activism with Web 2.0 (Gerbaudo,
2017). In this way, social media has created a new media logic of “mass self-
communication,” which can be observed on Facebook and Twitter platforms and
supports mass movements emerging in different geographies (Castells, 2009).
In the Web 2.0 era, some researchers have theorized “social media ease activist
movements” perception. According to this perception, thanks to social media
brought by digitalization, activist movements can reach more people faster. In
Morozov’s “Twitter Revolution” term, he emphasized how effective the platform
Twitter was during the riots that took place in Iran in 2009. Political messages
that are given by brands are spread widely via e-mail, blog, WhatsApp or through
other mass media. This spread usually begins with activists’ messages on their
digital platforms (Bennett and Lagos, 2007).

Digital activism does not only have a technological scope; it also has a cultural
impact in terms of its messages, ideas, and ideologies (Gerbaudo, 2017). The use
of social networks by activists ensures that many problems and events that have
not found a voice in the mainstream media are learned by the masses. Petitions,
another example initiated by digital activists, prevent a topic that may be of interest
to the general public from being overlooked and help to raise awareness about the
issue. Furthermore, activism does not only target business or government entities;
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it can also be directed at celebrities or other consumers (Gretzel, 2017). The rise of
social media has also prompted many political institutions and actors to re-examine
not only their media strategies but, more importantly, their ways of governance
(Bakardjieva, Svensson and Skoric, 2012). Digital technologies fundamentally
change activism in certain ways, removing traditional media gatekeepers and
forcing corporations to respond faster to concerns to encourage corporate change
(Veil et al., 2015; Hon, 2016).

According to Vegh, Ayers and McCoughey (2003), digital activism can be
analysed under three main headings. Firstly, awareness or advocacy entails
providing contrary information to raise awareness on a given issue, organizing
the movement, and engaging in lobbying efforts. The second area is organization
or mobilization, which may comprise of calling for offline action that is more
effectively conducted through the internet. Thirdly, action or reaction involves
online attacks on various sites of interest by hackers or “hacktivists” (Vegh et
al., 2003). Some of these actions are more impactful than others. Similarly,
when we look at the studies in the literature, the researchers are divided into two
streams in their approach to the subject. While some researchers argue that digital
activism fails to achieve a result or impact (Morozov, 2010; McCafferty, 2011;
Kristofferson, White and Peloza 2014; Saxton and Wang, 2014), others believe
that digital activism mobilizes individuals and brings people together around
a certain view (Coleman and Blumler, 2009; Selleck, 2010; McCafferty, 2011;
Vitak et al., 2011; Blevins, 2018; Rudolfsdottir and Johannsdottir, 2018; Turley
and Fisher, 2018). According to Karagoz, as the reaction on the Internet can be
demonstrated easily with just one click, a ‘like’ or a message, many people do this
just to ‘be fashionable’. Many internet activists are not even aware of what they
are supporting or opposing. Those who believe that they can change something by
changing their profile photo on certain days just relieve their injured conscience in
this way and become docile before their reactions turn into effect (Karagoz, 2013).
Paktin (2012), on the other hand, approaches the issue more positively, arguing
that the world can actually change with every click by being involved in digital
activism by participating in a donation or signature campaign, individuals feel
that they are fulfilling their duty to society, which helps to ease their conscience
(Suwana, 2020). However, actually, they do not get actively involved with the
problems of society. Therefore, the use of signature and donation campaigns on
digital platforms as part of digital activism is questioned. For instance, Scholz
argues that “slacktivism” and “clicktivism,” as practices of digital activism, give
participants the impression that they are participating in digital activism and
they have achieved something just by creating online action (Scholz, 2010). The
concepts of slacktivism, clicktivism, and hacktivism will be explained in detail in
the following paragraphs.

On the other hand, it is difficult to deny the current importance of signature
campaigns, which are highly sought after by consumers. One of the websites
created to solve social problems and ask users to sign these campaigns is Change.
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org, founded in February 2007. The organization was initially designed as a blog
to generate social benefits. However, in 2011 the blog network was transformed
into an online petition platform, enabling petitioners to initiate petition campaigns
to defend a value or to raise an issue. The platform is highly preferred by digital
activists, as it can address such a large audience.

Digital technology has introduced several main concepts in activism, which are
slacktivism, clicktivism, and hacktivism. Activism on the digital platform can
sometimes consist of a like, a hashtag used, or the frame you use to change your
profile photo. This ‘hollow activism’ on digital platforms is defined as slacktivism
(Morozov, 2009). Today, slacktivism is defined as “feel-good online activism
that has zero political or social impact,” with the feel-good factor being singled
out as the main reason behind the popularity of slacktivist activities (Morozov,
2009a). McCafferty (2011) defines slacktivists as “people who are happy to click
a ‘like’ button about a cause and may make another nominal, supportive gestures”.
According to Skoric (2012), by clicking “like” on a Facebook cause page or
sharing a campaign video, Facebook users hope to construct their identity as what
they would like others to think of them. According to Morozov (2011), slacktivist
campaigns seem to be premised on the assumption that, with enough tweets (or
“likes” or “shares”), all the world’s problems are solvable. That is what drives
such campaigns towards a signature-collecting, member-adding, link-sharing
spree. In this case, it is important to understand whether the success of action
due to the classical measurements in social media depends on how many people
participated in this action. In this regard, it is critical to know why people are
willing to participate in an action. Consequently, social media has facilitated the
rise of this new form of activism known as ‘slacktivism’ (Kaplan and Haenlein,
2010). These consumers will sign online petitions and join Facebook activist
pages but do not have the desire and/or resources to engage in traditional activist
movements, such as protests.

The actions of slacktivism are mostly limited to writing their views on certain
events, participating in online petitions, sharing videos or images about campaigns
or actions they find interesting, and they do not take risks by not physically
participating in an action. On the other hand, clicktivism means organizing or
supporting certain social actions in digital environments from the keyboard
(Shulman, 2009). Clicktivism can start protests against certain companies
for reasons such as social anxiety and hygiene; open a site or page for certain
actions; initiate petition campaigns and carry out these actions systematically and
continuously in line with a specific target. Clicktivists initiate the online signature
campaigns on the platforms, while slacktivist people sign in to these campaigns. On
the other hand, hacktivism includes actions such as hijacking a website, sending a
virus to a specific target, bombarding someone or an organization with e-mail for
a specific purpose, and some political reasons such as Wikileaks example (Doruk
and Akbigak, 2017).
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According to some researchers, activist movements that consumers participate in
on digital platforms provide personal satisfaction but do not have a tangible effect
(Morozov, 2012; Skoric, 2012). Proponents of the slacktivism perspective argue
that the motivation of some consumers to participate in activist action is visibility
(Kristofferson, White and Peloza, 2014). Slacktivism often can engage an activist
movement on Facebook or Twitter because it is a low-effort action (Morozov,
2012; Schumann and Klein, 2015). However, the label of slacktivism has been
applied to a range of actions from low-effort acts such as signing a petition or
adopting a token symbol of support (Kristofferson, White and Peloza, 2014) to
more committed acts like boycotts (Skoric, 2012). Slacktivism critique suggests
that if individuals join an activist movement and feel their behaviour is sufficient
enough, then visibility on mass media and a sign or any other click movement is a
qualified behaviour (Minocher, 2019). On the other hand, slacktivism efforts can
help a campaign reach the masses and create meaningful outcomes (Minocher,
2019). Sometimes least effort via slacktivism can cause bigger beginnings, such
as encouraging conscious consumption, volunteering, granting money (Center for
Social Impact Communication, 2011; Lee and Hsieh, 2013). On the contrary, for
activists, the challenge is to keep campaigns going long enough to get meaningful
responses (Bennett and Lagos, 2007). Knowing the difference between
these concepts is important for the purpose of this study as it makes it easier
to understand why individuals are involved in online activist campaigns, their
sources of motivation, and how they feel when participating in activist actions on
online platforms.

2.2. Consumer Empowerment and the Role of the Internet and Social Media

The role of social media in activism comes across as a facilitator. The necessity of
traditional activism’s collective consciousness is also becoming possible in online
activism through the influence of social media. With social media tools (hashtags,
Trend topics, etc.), people become aware of current news or events. This way,
people can quickly access more detailed information about current events. At the
same time, social media is a very effective platform for announcing and spreading
information to bigger audiences quickly. It makes it possible to bring together
audiences who have similar opinions. Hashtag and Trend Topic features instigate
users to share and search for news on specific subjects, whereas trending topics
further highlight breaking news (Poell and Dijck, 2015). Especially Twitter has
developed their trending feature into a sophisticated popular news barometer by
identifying the ‘most breaking news’ and by allowing users to breakdown trending
topics by region, country, and city (Parr, 2010). Different social media sharing
components, such as ‘liking’ and ‘retweeting’, and numerous tools such as social
buttons play a role in helping the shares reach a wider audience.

Social media is a broad platform including people of every opinion, where they
can share their thoughts and beliefs. They can also post content shared by other
people on their profiles. Furthermore, social media gives users the power to share
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both positive and negative opinions (Smith, 2017). Therefore, published content
may differ from each other. In general, all the shared positive and negative content
are intended only for friends. However, each content shared on social media
reaches our friends first, then friends of our friends. Therefore, content shared in
this way ceases to be from our immediate environment and local. According to
Poell and Dijck (2015), to get a sense of the size of the overall public that was
reached through these Twitter and Facebook activities, it is important to keep in
mind that contributing users each have their own networks of followers or friends,
which may include thousands of people.

Social media is not only used by individuals. Brands and companies are also
featured on social media. Social media, used by such a large audience, can be
seen as a platform for brands to find their new potential customers. Therefore, it
has become almost mandatory for companies to create profiles on social media.
Marketers use social media to develop opportunities that appeal to customers
on social networks, develop branded engagement opportunities, and share
brand content (Tuten and Solomon, 2015). Moreover, brands use social media
marketing as an integrated component of a marketing communication campaign,
ongoing corporate communications channel, and/or specifically designed for
digital exposure of a series of a campaign (Ashley and Tuten, 2015). Along with
the increased use of social media, the power of consumers is increasing as well.
Empowerment is often seen as part of a firm-centric strategy that increases the
control given to customers when selecting products to combine the different
elements proposed by the firm (Fuchs et al., 2010). In the current state of the
internet, the empowerment of online consumers makes it a process that the firm
cannot control because it does not only involve the development of new products
or the personalization of products, but it concerns the power of the’ voice’, that
is, the power to change something by talking (Siano, Vollero and Palazzo, 2011).
Empowerment gives consumers more and more control over expressing their
views online, which gradually reduces the firm’s control over online information
(Siano, Vollero and Palazzo, 2011). The grounds for this claim are as follows:
(1) the low cost of online media increases the chance of freedom of expression;
(2) the Internet disrupts the normal hierarchical power structure for information
dissemination, as individuals or groups have the same domain and the same
influence as traditional media formats; (3) messages generated by competitors/
activists have as much power as those put forward by the company (Bunting and
Lipski, 2000; Gorry and Westbrook, 2009).

To understand this power that the consumer has today, it is necessary to understand
the change over the years. Kucuk (2012) explains how the consumers are getting
stronger and the stages that consumer empowerment goes through. In the first
wave, consumer power was first discussed with President Kennedy‘s consumerism
conceptualization (Day and Aaker, 1970), which is a social movement seeking to
augment the rights and power of buyers concerning sellers (Kotler, 1971). In the
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second wave, consumers were identified as the strongest of the distribution channel
members. According to Kucuk (2012), the second wave emphasized the importance
of consumers as individuals who should have certain rights and powers as a buyer
or final purchasing decision-maker, and thus as market actors, not to be seen as a
source of demand (El-Ansary and Stern, 1972; Gaski and Nevin, 1985; Dwyer et
al., 1987; Ping, 1993; Heide 1994; Ailawadi, Borin and Farris, 1995; Lusch and
Brown, 1996; Betancourt and Gautschi, 1998; Hibbard, Kumar and Stern, 2001).
In the third wave, consumer power was started to be discussed and mentioned in
consumer complaint literature (Hirschman, 1970; 1986; Singh, 1990; Keeley and
Graham, 1991; Singh and Wilkes, 1996; Gregoire and Fisher, 2006; 2008; Kucuk,
2012). If consumers complain using either exit or voice strategies (Hirshman,
1970), it is assumed that they are applying their rights and powers in consumer
markets. The final or fourth wave of consumer power discussions has recently
begun to gain importance with the advent of the internet (Wolfinbarger and Gilly,
2001; Pitt et al., 2002; Urban, 2004; Denegri-Knott et al., 2006; Rezabakhsh et al.,
2006; Kucuk and Krishnamurthy, 2007; Kucuk, 2008a; 2008b; 2009; Gregoire,
Tripp and Legoux, 2009; Krishnamurthy and Kucuk, 2009; Gregoire, Laufer and
Tripp, 2010). The Internet has empowered consumers in many ways, and this
fourth wave of consumer power is claimed to have undeniable and fundamental
effects in digital markets (Kucuk and Krishnamurthy, 2007).

Consequently, the concept of consumer power emerged from a passive and
symbolic practice, becoming an active and practical application of the concept
with the use of the Internet. Consumer power on the Internet can be discussed
under two groups as categorized by Hirschman‘s (1970) famous Exit, Voice and
Loyalty conceptualization: exit-based and voice-based consumer power (Kucuk,
2008a). Exit-based consumer power indicates the proportion of consumers leaving
the company’s consumption cycles and is often discussed as a sign of a company’s
performance deficit. Voice-based consumer power emphasizes the importance of
consumer feedback and recommendations in product/service failures. Therefore,
the positive or negative sound is often seen as a market feedback mechanism rich
in information and more useful than output (Hirschman, 1970; Singh, 1990; Keely
and Graham, 1991; Stewart, 1998). As a result, all kinds of negative comments
and feedback of the increasingly powerful consumer about brands on the digital
platforms makes consumer activism a significant threat to marketers and brands.

2.3. Consumer Activism

Consumer activist behaviour often begins when consumers think that brands
are embarking on a practice that could cause personal or social harm (Ozanne
and Murray, 1995). Activists show brands their lifestyles. Especially young
generations try to hinge directly on new topics that affect their personal lives, such
as social justice, morality, health care, privacy, and they do not want to belong to
a group or party (Bennett and Lagos, 2007). While much of the literature assumes
that consumer activism involves collective action, some authors have highlighted
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the need to include also the individual actions such as complaints, negative word-
of-mouth, and individual decisions to give up particular forms of consumption
(Penaloza and Price, 1993; Kozinets and Handelman, 1998).

Activist efforts can raise awareness in the public eye of a company’s or market’s
weaknesses, thereby potentially harming the company image and causing an
organization to spend funds on damage control (Garrett, 1987; Putnam and
Muck, 1991). Boycott, the most common form of consumer activism, involves
boycotting goods and services produced or sold by specific firms, industries,
nation-states, or (from time to time) ethnic groups (Hyman and Tohill, 2017).
Klein, Smith, and John (2004) discovered motivational factors for consumers’
choice to boycott. The authors stress that companies should consider social issues
in their business strategies because, for example, a boycott can occur if consumers
think that companies are not interested in social issues. This can damage both the
brand and corporate reputation (Klein, Smith and John, 2004). At the same time,
the ethical behaviour of the brand affects the purchasing behaviour of consumers.
Although some researchers claim that consumers are not interested in the ethical
behaviour of the brand, others (Carrigan and Attalla, 2001) note that the ethical
understanding of the brand affects the consumer’s buying behaviour.

Cambefort and Roux (2019) investigated the perceived risk of anti-brand behaviour
or what motivates consumers to act against a brand. They explain that consumers
should be motivated and encouraged by other institutions to take risks in anti-brand
behaviour, as risk can inhibit the desirable behaviour of activism (Cambefort and
Roux, 2019). These institutions that can encourage consumers to activism can
be non-governmental organizations or other activist groups. Therefore, boycotts
and buycotts campaigns organized by NGOs and trade unions can also encourage
consumers to display negative attitudes towards brands (Bennett and Lagos, 2007).
The aim is to pressure brands to change their attitudes due to the power exerted by
the consumers (Bennett and Lagos, 2007). For instance, NGOs and activist groups
have also used campaigns to get corporations such as Nestlé to stop practices such
as distributing powdered infant milk formula to places where water contamination
threatened the babies who consumed it (Keck and Sikkink, 1998).

In activist campaigns initiated by non-governmental organizations and activist
groups, consumers are expected to participate by using the logos of brands that
exhibitunethical behaviour or display the wrong attitude to social problems. Several
steps of the logo-logic approach are followed when creating these campaigns.
These are; (1) adding political messages to the campaigns of brands that attract
consumer attention; (2) communicating these branded messages through both
digital and mass media; (3) using the generally negative langue with a brand to
build a political relationship with them (Bennett and Lagos, 2007). These effective
campaigns aim to increase consumer awareness; to hold a brand hostage in the
media; to run low-cost, long-term “permanent” campaigns to sustain the threat
to the brand; to use this sustained pressure to build political relationships with
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companies; and to create regulatory mechanisms to induce a change in corporate
practices (Bennett and Lagos, 2007). Even though this article examines how the
consumers are participating in digital activism and their feelings and motivations
in participating in these activist movements, the study further investigates the
purpose of brand activism and how consumers perceive the activist actions of
brands. Therefore, we also cover the literature briefly on brand activism.

2.4. Brand Activism

Brand activism is defined as a marketing tactic which is carried out by brands that
want to stand out by supporting the public in social and political issues (Sarkar and
Kotler, 2018; Moorman, 2020). Marketing academics (Kotler and Sarkar, 2017;
Moorman, 2020) and practitioners (Unilever, 2019b) highlight the importance
of authenticity in brand activism. However, brands use social issues primarily
as a marketing tool to sell more products (Edelman, 2019). When brands create
digital activist campaigns, they sometimes focus only on a social issue, sometimes
exclude a specific audience, and sometimes only address issues that support their
brand value. Characteristics and aims of brand activism are grouped under four
major themes; (1) the aim of the brand is at the centre of authentic brand activism
and focuses on a brand’s contribution to the wider public good and societal goals;
(2) brand activism has expanded beyond achieving social impact to deal with
controversial, contested and polarizing socio-political issues; (3) brand activism
is also characterized by the adoption of progressive or conservative positions on
socio-political issues; (4) brand activism includes both intangible (messaging) and
tangible (implementation) commitments to a socio-political purpose (Vredenburg
et al., 2020): 446. Consequently, activist campaigns created by brands may have
different goals and objectives.

Vredenburg and colleagues (2020) also explain the typology of brand activism
under four categories which are the absence of brand activism, silent brand
activism, authentic brand activism, and inauthentic brand activism (Vredenburg
et al., 2020). The “absence of brand activism” category includes brands that have
not yet adopted pro-social corporate practices in their approach to the market and
do not have pro-social brand goals and values or use activist marketing messages.
In the “silent brand activism” category, brands adopt socio-political reasons as
part of their core mission or strategic focus and work on long-term integrated
prosocial corporate practices. In the “authentic brand activism” category, brands
are perceived as authentic because they are compatible with brand goals and
values, activist marketing messages, and pro-social corporate practices. In the
“inauthentic brand activism” category, brands adopt activist marketing messages
that convey their support for socio-political reasons. However, they lack explicit
brand goals and values and either do not exhibit substantive pro-social corporate
practices or actively hide the absence of practices (Vredenburg et al., 2020). In this
regard,” inauthentic brand activism” can be compared to the practice of “woke
washing” (Vredenburg et al., 2018; Sobande, 2019), which exemplifies non-
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authentic brand activism where activist marketing messages about focal socio-
political issues are incompatible with a brand’s purpose, values and institutional
application (Vredenburg et al., 2020). The term “woke” is of African-American
origin and used for “social awareness” (Merriam-Webster Dictionary, 2017). In
particular, woke washing is explained as unclear or ambiguous records of social
cause practices (Vredenburg et al., 2018), but still marketing themselves as
dealing with issues of inequality and social injustice (Sobande, 2019), despite the
inconsistencies between messages and applications (Vredenburg et al., 2018). For
instance, bloggers can be an example of this approach, as they can become a paid
propaganda tool on social media (Morozov, 2011).

When brands become socio-political activists, their underlying motives are
increasingly examined (Holt, 2002), and negative attributions can affect their
business returns and brand value (Du, Bhattacharya and Sen, 2010). The main
reason for this is that when brands engage in activism, consumers may not find
it trustworthy (Du, Bhattacharya and Sen, 2010; Alhouti, Johnson and Holloway,
2016; Vredenburg et al., 2018). Companies can try to give social responsibility
messages; however consumers may interpret them differently (Bennett and
Lagos, 2007). Thus, the main message of a brand’s campaign is not always easy
for consumers to see and perceive, but it is possible (Bennett and Lagos, 2007).
Therefore, this study also aims to understand how consumers perceive brand
activism.

3. Methodology

The research aims to gain a deeper understanding of the feelings, thoughts, and
motivations of individuals when participating in activist movements on digital
platforms and to explore their expectations and perceptions of the activist
campaigns carried out by brands. Therefore, a qualitative approach is used in this
study, as qualitative research provides the necessary in-depth and exploratory
tools to obtain a clear picture of the process or to understand the how and why
of a particular phenomenon (Symon and Cassel, 1998). Furthermore, qualitative
research appears to be most suitable for exploring individuals’ perceptions,
beliefs, and values rather than predicting their actions and behaviour (McCracken,
1988), and qualitative methods are useful in examining situations in which
alleged attitudes and actual behaviour differ from each other (Belk, Devinney and
Eckhardt 2005). Finally, there is limited qualitative research on this topic in the
literature. Hence, this research aims to find different insights on the topic by using
qualitative research techniques.

3.1. Data Collection

The purposive sampling method is used, and participants who can be described
as “activists” are selected to be interviewed. While selecting the participants,
attention was paid to their interest in activist movements that they share on digital
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platforms. At the same time, as research focuses on digital activism, participants’
effective use of digital platforms was also set as a criterion. Digital activism
and indeed activism itself are terms that contain deep ideologies, beliefs and
thoughts. Therefore, individuals who are interested in these topics were selected
purposefully within the scope of the research. Taking into consideration the ethical
guidelines, the purpose of the research; how and where the information provided
by the participants will be used; what will be done to ensure the anonymity of
participants; and the fact that the informants can at any time rescind permissions
previously given, were explained to the participants at the beginning of the
interviews.

They were told that the information gained during the research will be kept
confidential and used only by the research team and for academic purposes. It was
also explained that the identities of the participants in the study will be protected,
and their real names will not be used. Instead, pseudonyms will be used in field
notes, journals, and reports.

Seventeen in-depth interviews were conducted in the spring and fall of 2020
in Turkey. Participants were aged between 20-55 years old. The data collection
process continued until we reached similar, repetitive results and data saturation
(Bernard, 2012). Due to the Covid-19 pandemic, face-to-face meetings could not
be made, and teleconferencing tools were used for most of the interviews. The
interviews lasted between 30 and 75 minutes. (Table 1 includes the details of the
participants and the interviews.)

A semi-structured guideline was followed, and questions were designed from
general to more specific topics (Bernhard, 1988). The interview guideline was
created so that the interviews began with broad scope questions that cover an
agenda on related topics followed by more specific questions to gain an in-depth
understanding. The questions were grouped accordingly. First, the social media
usage information of the participants was obtained. Then, they were asked which
platforms they preferred and why they used those platforms. Therefore, the first
group of questions aims to find out participants’ practices and which platforms they
use to participate in digital activist movements. The second group of questions
aims to understand participants’ motivations when participating in digital activist
campaigns and the factors that motivate them to participate. Thirdly, the feelings
of participants when they participated in these actions were assessed. Finally,
the fourth group of questions aims to understand participants’ perceptions and
expectations with regards to the digital activist communication campaigns of
brands and how they evaluate the examples shown. Here, projective techniques
were used, and well-known and popular examples of brand activism were selected
to remind the participants of previous campaigns where brand activism was
involved. The aim of using projective techniques is not to analyse the success
or the impact of these campaigns but to gain deeper insight from participants
and to engage them in deeper conversations on the topic. The participants are
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not necessarily users and consumers of the brands, but they are aware of these
campaigns. Moreover, the examples represent the most popular topics of activism,
such as animal rights, bio-diversity, environmental ethics, women’s rights, gender
equity, diversity, and LGBT. Furthermore, the brands selected are from different
industries, such as an international sanitary napkin brand, an international non-
governmental organization, a global fashion brand, and an NGO that aims to
cure neurodegenerative disease. The examples were shown to the participants
during the interviews, which enabled them to talk in detail about these activist
movements and practices. Examples of activist campaigns by brands were used
to enrich the content of the in-depth interviews and to facilitate the conversation
with participants. The information obtained sheds light on the extent to which the
participants were involved in digital activism campaigns created by brands, the
reasons for participation, and whether these campaigns had an impact on their
consumer behaviour. With the permission of the participants, each interview was
audiotaped and transcribed, resulting in 150 double space pages of text.

3.2. Data Analysis

When analysing the data, guidelines and processes offered by Spiggle (1994) for
qualitative data analysis were followed, which include categorization, abstraction,
comparison, dimensionalization, integration, iteration, and refutation. In the first
step (categorization), researchers classify the data in the coding process. In the
second step (abstraction), the categories previously defined are divided into
conceptual classes. In the third step (comparison), similarities and differences
between events within the data are analysed. As the analysis progresses and
the categories develop, the researchers compare the data with the appropriate
categories that arise. In the fourth step (dimensionalization), the properties of
categories and structures are defined. After defining a category, attributes and
properties are discovered. In the fifth step (integration), the relationship between
conceptual elements is defined. On the sixth step (iteration), previous transactions,
through data collection and analysis, shape subsequent transactions, and the
final step (refutation) involves deliberately subjecting the resulting inferences to
empirical scrutinise such as categories and conceptual framework.

These steps were followed when analysing the data in this research. First of all, the
answers to the questions were categorized. Before categorizing the data, the audio
recordings were deciphered. The transcripts of the interviews with each participant
were written separately. Notes taken by the researcher during the interviews
were added at the end of the completed transcriptions. The most prominent and
repeated keywords were identified. After these keywords were identified for each
transcript, subcategories were created from keywords that could be grouped. These
groups (subcategories) were further grouped under the themes that emerged and
shared in the findings section. Table 2 includes examples of quotes, categories,
and themes that are selected from. The quotes included in the Coding Table 2
are selected from a group of quotes that reflect the related theme and category.
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The notion of emergent design implies continual refinement. Therefore, to ensure
the trustworthiness and integrity of the analysis, classifications were constantly
evaluated and refined until the final themes were reached and the findings were
constantly compared with previously highlighted literature.

To achieve the trustworthiness of the research, the approaches and
recommendations of Lincoln and Guba (1985) and Wallendorf and Belk (1989)
were followed. Several techniques were used to enhance trustworthiness. Firstly,
triangulation of researchers was used. Both researchers were involved especially
in the interpretation stage, during which each evaluated the findings with a critical
eye to avoid any potential biases and to both confirm and to bring a different
perspective to the interpretation. As a second tool, triangulation of sources was
used, where the interviews were conducted with different participants to make
meaningful comparisons. Thirdly, debriefing by the advisor enabled to discuss the
results revealed and to get feedback. During this process, the advisor critiqued and
questioned the emerging themes and categories and the interpretation conducted
by the first researcher. The fourth tool was using purposive sampling. Because
the issue is digital activism, in-depth interviews were conducted with people who
participate in activist movements on digital platforms. Finally, the first researcher,
who collected the data, kept a reflexive journal to reflect on and tentatively
interpret the data collection. The journal was useful in detecting the influences
of her frame of mind, biases, and interpretations of the data being gathered. All
these tools enabled to enhance the credibility, integrity and trustworthiness of the
findings. The following section includes the themes that emerge from the data
analysis and coding process.

4. Findings

The themes that emerge are grouped under four main headings: the practices of
the consumers regarding digital activism and the platforms that they use when
participating in digital activism campaigns; their motivations behind participating
in these campaigns; the feelings that emerge; and the perceptions and expectations
of consumers regarding the activism campaigns initiated by brands. The quotes
that are included in the findings section are selected as representative examples
from the interviews that best reflect the related theme and category.

4.1. Practices of the Consumers Regarding Digital Activism

According to the informants, Twitter and Instagram are the most popular social
media platforms. While Twitter is preferred to follow the news and to share
feelings and thoughts (generally negative) on current and popular topics of the
day, Instagram is preferred to share happy and beautiful images and positive
emotions and to follow other people’s posts and images.

K.K. (27): “The general trend is: when the people are sad or upset, they use
Twitter, but if they are happy or having fun, they prefer to use Instagram. When 1
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am depressed, I do not prefer to share my feelings on Instagram because people
generally share positive things on Instagram. People share things that they enjoy
in life. But when I'm upset, I don t prefer to see something like that, no matter how
close my friends are. That’s why I use Twitter in every mood, but Instagram is
something I use when I feel a little more relaxed and cheerful.”

Participants describe their preferred social media channel according to their
emotions and moods while expressing that they think other people also use
these platforms for similar purposes: Instagram when they are happy and Twitter
when they are anxious or sad. Apart from social media channels, petitions have
become prominent in digital activism, and some platforms have been created for
this movement. One of the most popular platforms is Change.org. On Change.
org, people follow petition campaigns on daily topics that they are interested in.
However, even when they sign the petitions, many of them do not follow whether
the campaigns they petition for were successful or not. They mostly share these
petition campaigns on their profiles on social media or send them to acquaintances
via their WhatsApp groups. Petition campaigns on Change.org generally cover
issues such as women’s rights, employee rights, animal rights, nature, and justice.
People don’t want to be silent on issues that concern society. Hence, the issues in
which petition campaigns are organized are often social issues. The reasons for
this include a sense of responsibility and a sense of duty, which are, as the findings
show, among the motivations for individuals to participate in activist campaigns.

4.2. Motivations of the Consumers for Participating in Digital Activism

Participants have different motivations when participating in activist movements
on digital platforms. For some of the participants helping people, supporting people,
creating awareness for social problems, and being useful for society indicate the
dominance of social responsibility motivation. In contrast, other participants state
that they participate in activist movements on digital platforms mainly due to a
desire for staying up-to-date, entertainment, and being a part of a network. In this
section, the motivating factors that trigger the activist motivations of individuals
on digital platforms are examined under three main themes: responsibility, desire
for staying up-to-date, and having fun.

4.2.1. Responsibility and Sense of Duty

Brands, companies, opinion leaders, and activist platforms mostly focus on social
problems, such as injustice and human rights. Participants’ approach to these issues
on digital platforms is prominent, and one of the motivations that encourage them
to participate in these actions is responsibility and a sense of duty. Participants
often feel responsible for the problems of the society they live in.

S.D. (28): “Of course, I want the world to be a good place. I want to be aware of
the mistakes and correct them. But what I can do about this is limited. Sharing
social media contents and supporting such activist groups are some of the things
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that I can do. So, 1 feel this responsibility. If this is something I can do, why
shouldn 't I?”

When participants are joining an activist movement through their social media
accounts, they perceive it as something they can and should do, so they take certain
steps to participate in these activist movements launched on social media. For
example, using hashtags, reposting existing content, petitioning or endowing are
some of these steps and actions. While participants are aware of these issues and
act in a socially responsible way, they also choose to participate in these activist
movements because they are not difficult to participate in on social platforms.
According to Snow (2001), collective identity can be defined as a common sense
of ‘us’ and collective agency (Snow, 2001). Bennet and Segerberg’s (2013) concept
of ‘connective action’ emphasizes activism that is necessary for collective identity.
Similarly, according to participants, digital activism can only be effective on
social platforms if a monophonic collective movement can be created. Therefore,
the success of campaigns is possible if a large number of people who share the
same thoughts will participate in the campaigns. For them, an activist movement
is successful if it reaches large masses, giving a reason for people involved in the
activist movement and enabling different platforms to talk about the issue. For
this reason, feeling responsible for raising awareness on prominent issues is seen
as a common source of motivation for many individuals. Sharing the advocated
idea with other individuals who are not aware of the subject and including them
in this campaign is perceived as a success. Therefore, participants emphasize that
it is important to raise awareness in activist movements that they participate in
on social media. Similarly, Bennett and Lagos (2007) determine the first level of
digital activism as increasing consumer awareness. Morozov (2009), on the other
hand, describes creating awareness as something carried out to feel good without
creating any social impact. He defines this “feel-good online activism with zero
political or social impact™ as slacktivism. He notes that this feel-good factor is the
main reason behind the popularity of slacktivist activities (Morozov, 2009a).

In some cases, people’s sense of responsibility drives them to post on social media.
There is a need to inform their friends and close circle and make them a part of
the social problems. As one of the participants states, he demonstrates an example
of courage for others to act similarly by sharing his feelings. Because, according
to him, if it is a social problem, everyone has to react the same way, and everyone
should be informed about it (B.P.). In addition, participants sometimes perceive
this sense of responsibility as a duty. This mission drives them to participate in
existing activist campaigns. If they do not fulfil this duty, they believe that they
make no effort to change this mistake or problem.

LB. (47): “For example, when people petition a campaign on Change.org, then
they are drifting away from that subject. They are not informed about the campaign
in any way. But they think that they have fulfilled their duty of citizenship, and they
discard that responsibility.”
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For the tasks that are carried out with the goal of social responsibility, there is
the urge not to remain silent about the issue that concerns a social problem and
to feel obliged to share. However, the ideology behind the activism movement
involved may not be understood in the posts made with this sense of duty. When
individuals post because they feel obliged, they may miss the purpose and mission
of that action. Furthermore, participants state that their posts on social media or
the activist movements that they are a part of are because of their willingness to
help by acting with a sense of responsibility. Thus, participating in digital activism
movements on social media refers to drawing attention to the source of social
problems and feeling responsible for helping so that action can be heard more to
reach its goal. Especially when it comes to topics such as women’s rights, animal
rights, and labour rights, supporting those who are exposed to violence or those
who are in a difficult situation and helping to make it known to a wider audience
are sources of motivation for individuals to participate in activist movements on
social media.

4.2.2. Desire for Staying Up-To-Date

One of the most important innovations of digital platforms is that it facilitates
and initiates the desire to stay up-to-date. Social media users want to be aware of
innovations and developments in every field. When describing this motivation,
participants did not use words such as “following the trend,” but they specifically
stated the desire as “staying up-to-date.” The desire to stay up-to-date was
described as a desire to be aware of all kinds of innovations and to be involved with
adopting these innovations. The desire to stay up-to-date keeps many participants
motivated to be a part of the activist movements.

E.E. (27): “They try to do it just because of staying up-to-date. Behind it, there
is the belief that -1 did a good thing with sharing the logo of that brand, and yes,
[ participated in that global campaign-. But when you dig deeper, they have no
concrete examples of any action or nothing they have done to serve this purpose.
1t was only the desire for staying up-to-date at that time. However, when we check
if they did anything about it afterwards, 99 per cent of them did not. I did not
participate at that moment in order not to be one of those people.”

On the other hand, being united about current events in digital activism is very
important to create an impact that will reach a wide audience. According to
Karag6z (2013), most people think that they can be an activist with just a click or
by changing simple things such as changing the profile picture on special days.
However, the only purpose of this is the desire to be fashionable. A hashtag that is
a Trending Topic (TT) on Twitter offers opinions and ideas written about this topic
for millions of people. In this case, individuals acting with a desire to stay up-
to-date are taking collective action. When performing these actions, there is the
desire to act simultaneously with the group. Sometimes this group is a WhatsApp
group, and sometimes, it is a community created against social problems.
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B.P. (27): “Most people share campaigns to raise awareness. These people are
very conscious, and they increase awareness. And these people reflect and support
their ideas with their actions in their private lives. But if you re sharing this just
to show that you re following the trend, thats not right. You have to adopt those
ideas in your life.”

Participants think that when it comes to digital activism, the advocated ideas and
actions should not be different from each other. Otherwise, people do not find
the activist campaigns consistent and sincere. There are some groups on digital
platforms where especially events related to social problems are followed. The
members of the communities on these platforms feel like part of a “network.”
Thanks to this network, individuals get information about different subjects, meet
many different people, and feel motivated to act in line with group behaviour.

4.2.3. Fun and Entertainment

In order for activist movements to be effective and reach more people, people who
participate in this action need to announce it from digital platforms because, on
digital platforms, the spread of an issue to a wide audience occurs very quickly.
Brands may not want to be the only party that delivers a social message in their
campaigns. To attract many people to the campaign and create interaction, they
approach social problems from different angles. For instance, even for serious
issues or when problems in society are addressed, brands may entertainingly
convey them to attract attention. This can lead to the perception of some campaigns
as entertainment, as stated by some of the participants.

S.A. (29): “I was in college, and it was the summer period. For something that
reached the masses, 1 think that the purpose of the event had become just fun
after a while. Because a lot of people who didn't have anything to do with it,
including celebrities who were in their summer houses or on their boats, did it
by challenging each other. But at the end, people had to donate after joining the
challenge, and I think many of them didn t make that donation. I have seen such
people around me. I think it was completely about having fun. Even if it may
have started for a different purpose at first, I don 't think it went too consciously
afterwards. I'm not saying that it didn 't contribute to creating awareness, but ['m
saying that everyone didn 't care about that purpose. Of course, the common initial
goal was to create awareness.”

In some cases, the success criterion for brands, companies, or NGOs is measured
by reaching thousands of people rather than achieving the desired purpose of the
message. By looking at the number of people reached by a campaign, whether it
reaches the masses and attracts them to the campaign, the brand can say that this
campaign has created awareness and achieved its goal. However, it is important
to question if it is enough for a campaign to reach out to the masses and get
thousands of people involved in that campaign to raise awareness.
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Our adaptation to some trends on social media is referred to by some participants as
“instantaneous and momentary.” Even if this trend is a digital activist movement,
it attracts people instantly for that moment and initiates a lot of interaction for a
certain period so that people become involved. However, it also fades quickly
and losses relevance and influence at the same speed. Because the vast majority
of people who engage in such activities participate for “entertainment” purposes,
they participate without knowing where the idea came from what that action
represents. Therefore, the resulting actions are entertainment-oriented to create
interaction, but the impact is not lasting.

4.3. Feelings Associated with Engaging in Digital Activism

Findings reveal four main feelings emerged when participating in activist
movements: gratification, fear, concern, and hope. Participants’ feelings and
reasons offer researchers and marketers insight to become aware of and take into
account these emotions to empathize with participants when organizing activist
campaigns.

4.3.1. Gratification

Although issues involving individuals in digital activism are often related to their
focus of interest, we often see that they cannot remain indifferent to social problems
that concern society. Activist movements, which address social problems and seek
solutions to these problems, share these issues on social media to raise awareness.
In such cases, the emotions that drive people to participate in these actions are
quite strong. These strong feelings are formed by a person’s desire to be useful
to society, and participation in these campaigns leads to gratification, resulting in
feelings of happiness, pleasure, and pride.

S.K. (27): “Touching people's lives increases my motivation. At least, I think I can
contribute as much as I can. Creating more awareness makes me feel better and
relieves my conscience. Helping and touching people's lives makes me so happy,
although I can't be as active as I used to be, it is a pleasure to be able to help.”

Individuals express that when they are involved in problems waiting to be solved
in society, at least when they express these problems in their profiles, they feel
good feelings. Activist movements that people participate in on digital platforms
enable these people to feel gratification. Thanks to this feeling, people find a
source of motivation to participate in activist movements.

4.3.2. Fear

Social media users highlight in their profiles what best describes them in their
daily lives to tell others about themselves. Everyone manages their profiles on
digital platforms to represent their best, ideal selves. In these profiles, which can
be regarded as our digital ID cards, we tell whatever we want and as much as
we want to introduce ourselves to the outside world. Every topic we share in our
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profile shows an outsider how much we internalize this topic. Sometimes we give
people clues from the image we created to reflect who we want to be. These tips
can be a profile picture, a used TT, or a hashtag on social media. These tools are
visible to anyone who follows our profile and give them clues as to who we are.
People who engage in activist actions also share the ideologies they advocate
with other people through using these tools. But when sharing these posts and
images, there is a feeling that either prevents them from participating in activist
movements or pushes them to participate in activist movements. This feeling is
fear. According to the study’s findings, the feeling of fear both encourages activists
and causes them to remain passive. These two situations are examined under two
titles: becoming more active on social media with the fear of being left out or
being lynched and becoming more passive because of being afraid of the possible
reactions and pressures participation may lead to.

The motivation for staying up-to-date, which was discussed earlier, also causes
participants to become afraid of being left out. According to the findings,
participants state that they believe people share about these issues in order to
act in line with the trends and to conform with their membership or aspirational
groups. This perception also helps to understand the reason behind the fear of
being left out.

D.K. (20): “As a woman, I share something that supports feminism in my profile
that everyone can see. Then I make judgmental, condescending and derogatory
comments about another woman on social media that many people can see as
well. That s very contradictory. If I'm doing this, it means that I'm just a woman
who supports feminism to increase the number of my followers. There are a lot
of people like that on social media. Because lately the number of followers is
everything for most of the people.”

Although we try to create new identities for ourselves on social media, these
identities may not be accepted by other people. Consistency of actions and spoken
words are very important to people. Consequently, the identities that people create
on social media and supporting or participating in activist movements digitally
most often arise out of fear of being left out.

Furthermore, people who participate in activist movements on digital platforms are
not always able to fully express their feelings. The digital world contains hundreds
of different views, ideas and beliefs. This difference is sometimes not welcomed
by different groups. Activist movements, particularly on sensitive issues, can lead
to complaints about opponent ideas. The possibility of being opposed causes fear
in activist individuals, while this fear creates pressure to remain passive. Activists
who can’t say what they want can, in some cases, feel pressured to remain silent.

B.P. (27): “If I'm sure that there will not be any opponents, I share my opinion.
Because there is such a crowd that tags, for instance, the ministry of interior on
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whatever I share, almost on everything [ write. If I'm sure it won 't be so, then I
share it. But unfortunately, this can happen too often on social media. So, I can
say that I can 't express my reaction, especially about politics, because I'm scared.
Because of society and because of people.”

Activists, especially on political issues, say that pressure is being created by a
certain group within the society. Because of this pressure, they may have to remain
silent, even on the issues that they believe in and want to defend.

4.3.3. Concern

Digital platforms are usually mediums that other people can view since some
profiles are open not only to the content owner but also to other people. Therefore,
these contents can be viewed, watched, and read by others. Consequently,
especially people who have a public profile try to pay attention to the posts and
images they share. The desire to control what they experience both in the posts
and their profiles creates a sense of concern. A sense of concern sometimes pushes
individuals to stay passive and not share or just observe, while in some cases, it
leads them to compare what they say today with posts shared in the past.

This feeling of concern makes people pay attention to what they are sharing. The
accuracy of the content that is subject to sharing is very important for individuals.
Otherwise, careless sharing can lead to different results. For this reason, activists
on digital platforms want to make sure that the content is correct when sharing;
they are sceptical and shy about sharing information from sources whose accuracy
is unknown.

S.A. (29): “Ishare issues that I am knowledgeable about. Because we need to know
about issues that are related to the world, the universe, and a wider audience. |
have an opinion on these issues, yes, but as I said, I don't want to express an
opinion on something without knowing what is true and what is not.”

It is important not to be misled by people, share the right information, and pay
attention to integrity. Although people want to share and participate in actions,
they remain passive because of this feeling of concern about the accuracy of the
content, and they prefer not to share.

With the profile created on social media, individuals create an identity for
themselves. They also use this identity in their actions of digital activism. An
activist can have more than one identity; for example, a feminist and an animal
rights advocate can participate in actions on these different issues. How the
identity he or she uses when participating in these actions is understood by other
people is important for participants.

K.K. (27): “I think consistency is very important. If you re defending something,
you should act and behave consistently. But usually, people are not like that. In
our country, people want to express their views on everything. But when you look



164 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt 15, Sayi: 1, Ocak 2022, ss. 141-192

at their behaviour in their personal lives, most of the time, their behaviours are
different from their ideas and expressions. Then I think it’s irrelevant. “

Because some of the participants think that other people are not consistent and
honest in their social media profiles, they don’t want people to think of them as
“inconsistent” as well. They are concerned about this. Therefore, they want to
create an impression on social media that does not contradict their real self. They
express the opinions that they defend with their actions in order not to create
an “inconsistent” perception on social media. The identity (profile) created on
digital platforms makes the participants want to control the messages they give.
They even want to control the posts they shared in the past to make sure they
correctly represent them. If what they defend and believe is different from their
past opinion, they delete the posts they have shared in the past. The need to look at
the posts shared in the past and control that the posts made in the past and the idea
advocated today are compatible with each other due to this concern for profile
control and representation of actual self.

4.3.4. Hope

One of the biggest reasons activist actions are moving to digital platforms is to
reach a bigger audience faster. Consequently, hoping to reach more people by
sharing on digital platforms is among the goals of activists.

D.K. (20): “Sometimes a content shared by someone goes viral because of me,
because of my contribution. Because if I share that content, the number of shares
increases, so, I share it with this feeling of hope.”

Each profile on digital platforms is a user, an individual, a person who owns an idea
and follows an ideology. Those profiles involved in a campaign mean that dozens
of people have embraced that idea by supporting this campaign. Sometimes, an
action involving a person can move that action to a different audience, even to a
different continent on digital platforms. For people who are aware of this power,
“bringing that campaign to more people” is the reason behind the feeling of hope.
Similarly, Paktin (2012) supports this and approaches the issue positively, stating
that digital activism is ““a method of bringing together people who will fight around
the thought, faith, and mobilize them.” He argues that digital activism reinforces
“the idea that the world is changeable with every click” (Paktin, 2013). Sharing
with the feeling of hope that the movement will succeed is one of the reasons why
individuals participate in actions on digital platforms.

4.4. Consumers’ Perceptions and Expectations of Activist Communication
Campaigns

Participants have different perspectives on activist communication campaigns
that brands share on digital platforms. Different perceptions and expectations
of participants emerged based on the analysis of their reactions to the examples
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of activist campaigns shown during the interviews. These expectations can be
grouped under credibility, use of celebrities, trustworthiness, entertainment
orientation, language barrier, and courage and sincerity.

4.4.1. Credibility and Consistency

Brands launch communication campaigns on social issues on digital platforms.
While consumers participate in these campaigns, they assess the relationship
between the brand and the campaign. After evaluating this relationship, the
consumer either supports or opposes the brand on the platform where the campaign
is launched. While deciding on this, they compare the message of the campaign
with the attitude and vision of the brand.

S.A. (29): “We are a society, and there are many different ideas and ideologies. 1
think it is very important which ideas and topics brands support, but you cannot
involve every brand in every subject. If it is in line with people’s ideology and
if it supports and fits with the brand’s code of ethics, then it can have a positive
impact. But if a company that has a different perception and positioning supports
a social topic, it is not convincing for me. This is something that can change
according to the target audience. So that is very relevant to the vision of the brand,
very relevant to its history and its mission.”

The main criterion all participants agree on is that the message given by the brand
and its practices shouldn’t be different. An adverse situation created by the brand
causes distrust for the consumer. While brands are setting up activist campaigns,
the consumer is looking for answers to the following questions: has the brand
expressed the message of the campaign before; has the brand taken an attitude on
the subject mentioned before; has it taken any action on the subject it defends; does
the mission and vision of the brand match with this campaign? All of these need to
be consistent and support each other. Furthermore, participants express that they
do not trust the aid campaigns initiated by brands targeting social problems in
order to solve these problems. Because they state that they do not know how and
for what purposes the grant money is used.

B.E. (54): “Turkish people are not used to donating money to an institution or
association, and they do not trust these institutions. My friends who support the
foundation I belong to trust the foundation because they trust me. Because I am
a liaison between that foundation and these people. I also do not support any
campaign or anyone that I do not trust.”

To persuade people to donate or give financial aid, they must know someone in
the association. If there is no one they know, or there is no liaison or contact,
people prefer not to trust. Although brands try to display a consistent, reliable, and
credible image, their language can be a barrier to this goal.
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4.4.2. Language Barrier

Global brands can broadcast their communication campaigns by adapting them
to different countries. The contents such as the video, message, slogans used can
be the same, but they need to be translated into the local language of that country.
However, this translation may cause some misunderstandings.

L.B. (47): “One of the things we do for feminism as activists is to take words with
negative connotations and try to make them positive. However, this campaign has
been translated into Turkish incorrectly. In fact, we are using the words wrongly.
In some international boycotts, this was what I criticized. For instance, we see
this problem in the #doitlikeagirl movement. We are getting involved without
understanding the essence. That’s why people don't understand what is being
protested.”

Although the campaign contains a positive message, participants can perceive
it negatively, which creates an unexpected negative attitude towards the brand.
Although some people perceive the actual message given, a large part of the
participants may display attitudes that are opposing and can even blame the global
campaign that has been mistranslated into Turkish. In some cases, the language
used by brands can even lead to lynching attempts against the brand. Although
failure to deliver the actual desired message can cause a lynching attempt for
participants, especially the neutral stance displayed by brands and their silence
can also be a reason for lynching, as explained in the following section.

4.4.3. Fear of Lynching

Brands addressing social issues and organizing activist campaigns on digital
platforms are often not trusted by participants. However, they still believe that
brands feel obliged to make these posts and participate in such activist campaigns.
This is because it provides an opportunity for commercial gain rather than a social
benefit.

S.D. (28): “This is the power of social media. I am sure that these brands may not
support women s rights and may even act the opposite. But they need to create a
post, a campaign in order to enhance the brand image positively and show that
they made an effort for this. They prepared an advert, maybe even allocated a
budget. I think this is entirely due to the power of activist movements on social
media.”

Participants displayed an insecure attitude towards the social media messages given
by brands. They emphasized that the posts shared are not reliable or genuine. They
believe that the brands had to prepare and share these posts just because they were
afraid of the negative word of mouth, the power of social media, and the danger
of being lynched by consumers. When participants described the negative attitude
towards brands, they used the term lynching of brands instead of boycotting
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them. Lynching in their sense is different from boycotting. It consists of making
negative statements about the brand on media, making bad comments to create a
bad perception, and striving hard to achieve this. Consequently, brands are often
afraid of being lynched. This fear is putting pressure on especially big brands rather
than small and less recognized brands. In some cases, even just remaining silent
and not participating can lead to the lynching of big brands. Especially on special
days, all brands share some content about the day on their social media accounts.
On these days, remaining silent or not sharing anything can lead to lynching of some
brands, especially if these brands are big family companies because participants’
expectations from large companies are different. Therefore, on special days, brands
want to share their unique message with their consumers and prepare special content.
One of these days is the 8 of March, International Women’s Day.

S.A. (29): “I don't expect a post or campaign from a brand that advocates and
supports animal rights and nature to share about International Women's Day,
on March 8th. Because it is already working on issues related to the protection
of animals and nature, but a well-known big company needs to share a post on
International Women's Day. Because these are companies that should be supporting
society and say something about the social agenda. This is actually the difference
between these two cases. A brand that works on animal rights does not always
have to address all the social issues. However, a big brand is expected to appeal
to all target audiences at the same time by supporting all the current social issues.
The brand, which already works on animal rights, is followed by people who are
sensitive to this particular issue. So, I can differentiate my expectations for these
two brands.”

If a brand focuses and works on a specific issue, the participant does not expect
that brand to take action on general issues. However, if this brand is a big, well-
known family brand and is closely concerned with social problems and operates in
areas that concern society, participants expect the brand to act on social problems.
Of course, it also depends on the field and industry; this brand operates in and
how the participants perceive this brand. Because in some cases, the sincerity and
courage displayed by brands are disputed by participants.

4.4.4. Courage and Sincerity

Participants argue that the activist campaigns that most brands implement on the
digital platforms are not sincere, and they do not believe them all. However, if a
brand supports sensitive social issues despite public criticism, this is perceived as
courageous. At this point, the participant thinks that the brand is sincere. Because
according to them, other brands follow the popular agenda, and these campaigns
are consumed very quickly on digital platforms. This creates the perception among
participants that the campaigns initiated according to the popular agenda are not
sustainable.
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D.K. (20): “Perhaps 90% of brands in Turkey, they say women are flowers,
but when we assess the current situation, we see that thousands of women die
every year. So, it is right to defend this, but why does a brand create a campaign,
especially on March 8th, International Women's Day? For example, why do they
not financially support the case of a woman who has been subject to violence? If
they were truly sincere, they could have helped that way. But on the other hand,
it depends on the topic as well. For instance, the LGBT movement in Turkey is a
cause that requires a lot of courage. If a brand really defends this issue, I think if
it supports it and it risks everything, then it is doing it sincerely.”

Participants perceive brands that run activist campaigns on sensitive issues as
sincere and courageous. On the other hand, brands that focus only on popular and
constantly changing issues are not sincere, according to the participants. Therefore,
brands want to use reliable and trustworthy people in their communication
campaigns to break this perception. Thanks to these celebrities, brands can reach
more people quickly and give the message they want to say more comfortably, and
in this way, they may affect more people, as explained in the next section.

4.4.5. Using Celebrities

Brands or businesses that use celebrities to carry out an activist action can reach
more people and be more effective. Participants believe that some campaigns are
more effective because of the celebrity who is involved in the campaign, and it
reaches large masses.

S.D. (28): “In general, the actions of celebrities who are popular people lead to
such reactions, so it affects other people, and they do the same. It is a campaign
that was supported by many celebrities, so I think it was successful because of
them.”

Brands prefer to use famous people in their campaigns, and consumers try to get
involved in what celebrities do. According to Gretzel (2017), activism does not
only target businesses or government entities but can also be directed at celebrities
or other consumers. On the other hand, consumers think that the reason for the
success of that campaign is its use of famous people rather than the message of the
campaign. Another way to achieve this success is that brands aim to make activist
campaigns more fun and get more people involved in the campaign.

4.4.6 Entertainment Orientation

Participants believe that brands use entertainment-oriented communication
campaigns to reach a bigger audience instead of just delivering the main message.
They emphasize that brands aim to get more interaction and involve more people in
the campaign so that it is successful, rather than just emphasizing social problems
and finding solutions to make it change.
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K.K. (27): “I think there have been many people who were unaware of this
campaign. However, they used the app to turn their face into an animal and do
something funny. It has been used somewhat more for entertainment than its main
purpose.”

An entertainment-oriented communication used by brands in activist movements
can be found interesting by participants. However, they also say that they participate
in such campaigns just for fun. The general belief is that it does not convey the
real message to the general target audience. If the brand wants to raise awareness
or give a serious social message with these kinds of campaigns, entertainment-
oriented communication may not be the method as the main message the brand
really wants to deliver or achieve is not perceived by the participants as it is
overshadowed by fun.

5. Discussion

As mentioned previously, activism, which has moved to social platforms with
digitalization, can be used as a tool by brands in their communication campaigns. For
consumers to perceive brands as successful in digital activist campaigns, there must
be loyalty and sincerity (Kotler and Sarkar, 2017; Rishe, 2018; Kubiak and Ouda,
2020). Therefore, it is necessary to get an insight about the thoughts and feelings
of consumers to understand how digital activism used by brands in communication
campaigns can be made more effective. In this regard, the findings of this study
can guide communicators, brands, marketers, and experts working on this issue to
understand the perceptions and expectations of consumers with regard to digital
activism. The contributions and implications of this research, both for theory and
practice, are summarised in Table 3 in four main categories, including the findings
that support previous literature and that are different from prior literature.

5.1. Practices of Consumers

Digitization enables people who are curious about similar events to get information
and to find each other on social media. People can do this via Facebook, Twitter,
and Instagram, the most used social media platforms in Turkey (We Are Social,
2020). Previous studies in literature do not reflect if consumers’ usage of these
online platforms differs based on certain factors. This study shows that individuals
use different platforms according to their mood, emotions and purpose. According
to the participants, Twitter is the most preferred medium for digital activism, as
stated in the findings. One of the reasons for this is that they can easily follow
the changing topics from the Trend Topic section in the Twitter app. Participants
primarily prefer Twitter for everything they want to get information about and to
keep up to date with events. At the same time, they prefer Twitter for the activist
movements they participate in. Similarly, according to Tramayne (2014), “in the
Twittersphere, the connections between users are represented by the @mentions
and #hashtags” (Tramayne, 2014). It provides great convenience to users, and
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launching action on Twitter about a topic and supporting it with a Hashtag brings
together people who are interested in the same topic.

The platform can also change depending on people’s mood, although there is no
such distinction in the literature about digital activism. According to the results
of this study, Instagram is emerging as a platform that people use when they are
happy, but it is not preferred when people are nervous, unhappy, and angry. When
participants have negative emotions, they don’t want to use Instagram or see the
happy photos that other people share. Some participants emphasized that they also
used Instagram’s Story feature to raise awareness. Thanks to this feature, the shared
content is published in the Story section and deleted after 24 hours. Consequently,
people do not want to keep activist content on their profiles permanently. On
the other hand, Twitter is a platform where participants share their opinions and
thoughts, especially on negative issues. Participants also say that it is easier to
organize via Twitter about an activist topic. Similar to our findings, according
to Tramayne (2014), “without Twitter, the argument goes, citizens would not
have been able to realize their common sentiments and organize what became a
revolution” (Tramayne, 2014). Participants expressed that the platform through
which they receive information about current events and news is Twitter.

Apart from social media platforms, one of the most used websites for digital activism
is Change.org, as mentioned in the findings. Participants stressed that they did not
start a campaign on Change.org, but they support existing campaigns and petition
them. The majority of respondents do not follow whether their petition campaigns
have been successful or not, but some of them say that Change.org informs them
via e-mail about the current state of the campaigns. According to participants,
signing with one click is very easy to issue these signatures on their profile, but
the campaign’s main purpose is not understood. Similarly, in the literature, Caplan
(2009) advocates a similar view of the participants. According to Caplan (2009),
those who sign online petitions and join Facebook activist pages do not have the
desire and/or resources to participate in traditional activist movements such as a
protest. Participating in traditional activist movements often requires more effort
than participating in digital activism.

5.2. Motivations of Consumers

The first source of motivation that drives participants to participate in activist
actions is their sense of responsibility for social problems—studies in the
literature support this finding. According to Chen (2020), online activists are
often resourceful and well-educated citizens concerned about morality and social
change. Similarly, Hollenbeck and Zinkhan (2006) have stated the common
moral obligations of people involved in acts of digital activism. Similarly, moral
responsibility was defined by Muniz and O’guinn (2001) as a sense of obligation
for the betterment of society. Broberg and Doshoris (2020) state that if consumers
perceive the stance of the brand as being responsible, then they have positive
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perception of the brand. Bhattacharya and Shen (2004) and Ramesh et al. (2019)
further express that if a company manages to join corporate social duty accurately,
it’ll encourage positive recognition about itself by the consumers. Likewise, the
findings of this research support previous literature. Participants do not want to
keep silent about social problems. They share digital activist campaigns to raise
awareness and influence others. A similar view is also supported in the literature. It
is argued that consumers on digital platforms have the power to change something
by talking (Siano, Vollero and Palazzo, 2011).

The second motivation is to stay up-to-date on all the trends and current news.
Being a member of a group can help to achieve these common goals. Similarly,
Hollenbeck and Zinkhan (2006) said that anti-brand groups were created to provide
a support group to achieve common goals. According to Kubiak and Oudo (2020),
consumers perceive brand activism as adapting to the most current trends. In
literature, this motivation is referred to as “adapting to trends”. However, unlike
literature, the findings of the paper show that the emphasis of the participants in the
study is different from the literature. Participants note that the desire for staying
up-to-date is different from following trends. It can be described as a hunger for
whatever is new, a desire to follow and instantly learn all kinds of information,
trends, developments, and every new social and political issue. Therefore, the
desire to stay up-to-date is stated by participants as one of the motivations to
participate in activist campaigns. Proponents of the slacktivism perspective
in the literature argue that the motivation of some consumers to participate in
activist actions is visibility (Kristofferson et al., 2014). Similarly, according to
the research results, participants express those actions taken with a desire to stay
up-to-date cause them to miss the ideology and main purpose of activism. Activist
movements that consumers participate in on digital platforms provide personal
satisfaction but do not have a tangible effect (Morozov, 2012; Skoric, 2012).

The last motivation, according to the findings, is entertainment. Prior literature does
not include entertainment as one of the motivations of digital activism. However,
according to the findings, entertainment-oriented digital activist campaigns have
increased the interest of consumers. On the other hand, participants also say that
in this case, the expected effect and purpose of the action cannot be understood
well. Because for many people, participating in such actions is just to have fun.
Although this motivation causes the movement to reach more people, it is not
performed consciously.

5.3. Feelings of Consumers

Consumers’ feelings about online activism are expressed very generally in
the literature. Broberg and Doshoris (2020) say that if consumers perceive the
message as negative, then the feeling that this ad evokes becomes negative.
Hwang et al. (2016) also generalize the feelings while addressing positive and
negative emotions in the same way. On the other hand, this study tries to gain an
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in-depth understanding of how consumers feel when they participate in online
activist movements. According to research findings, consumers feel gratification,
fear, concern, and hope when participating in activist movements.

One of the prominent emotions is gratification. Helping others, donating money,
participating in campaigns addressing social issues are relaxing and enjoyable for
many participants. Morozov (2009a) defines this as slacktivism, in which activist
actions are done only to feel good with no consequences. However, according to
the findings, participants do not participate in actions to feel good; they say they
feel good because they participate.

The second most common feeling was fear. Participants feel compelled to
participate in online activist movements on certain issues. If they do not join, they
fear that other people can think negatively about them. Broberg and Doshoris
(2020) and Brennan and Binney (2010) examined not how consumers feel when
participating in actions but what emotions activist ads evoke in them. According
to their findings, consumers prefer self-preservation and inaction when an ad
incites fear, guilt, or shame rather than an active response. Similarly, a situation in
which consumers keep silent is observed in this study.

Third, the prominent feeling is a concern. Participants expressed that they felt
compelled to control the content of their posts and their profiles in some cases.
This causes concern that is a feeling contributes to the literature. Finally, when
participants join online activist campaigns, they feel a sense of hope for changing
problems in society. Similarly, Paktin expresses that thanks to digital activism,
people can change the world with every click (2012).

5.4. Consumers’ Perceptions and Expectations of Digital Brand Activism

The findings on perceptions and expectations of consumers with regards to digital
activism will have important and useful implications for brands, marketers, and
communicators. As stated in the findings, participants believe that the activist
campaigns made by brands must be credible and consistent. Kubiak and Ouda
(2020) emphasize that consumers expect brands to collaborate on issues related to
their products, business, or the industry in which they operate since inconsistency
and insincerity create distrust for the consumer. Similar to the literature, the
participants emphasize that advertising, which is related to online activism,
should be relevant to the vision and mission of the brand and the messages that the
company shares. Otherwise, participants state that they do not find the advertising
made by brands convincing and consistent. Bennett and Lagos argue (2007)
that companies try to deliver a message of social responsibility through brand
activism, but consumers may perceive that message differently. In support of this
view, Broberg and Doshoris (2020) claim that the activist, social responsibility
campaigns should be consistent with the company’s core values, culture, and
history. When participants do not trust brands, they also have a negative attitude
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towards the brand’s products. Klein, Smith and John (2004) emphasize that
consumers’ distrust of the brand can damage the brand and its reputation. On the
other hand, in some cases, they perceive successful campaigns created by brands
as trends. Participants think the brand doesn’t defend and believe that idea. If a
brand uses a current social problem in a campaign and the same brand does not
address this problem one more time, then consumers will not trust if the brand
really cares about the problem or not.

Another new contribution to the literature is the language barrier, which is a
mistake when companies implement global campaigns in another country. Global
campaigns can create a meaning that can contradict the values of that culture
when the campaign is translated word by word. Global campaigns of brands need
to change according to the values and language of that country. Although it is
desirable to create a message with a positive meaning, brands sometimes fail to do
so. Participants are aware of how global campaigns are misinterpreted when they
are adapted to our country, and at this point they blame the brands.

Brands can create online activist campaigns, especially about social issues to draw
attention to these issues. However, participants think that brands create activist
campaigns on specific issues (women’s rights, animal rights, etc.) because they
feel they have to. Otherwise, consumers can punish the brands (Weinzimmer
and Esken, 2016; Sarkar and Kotler, 2018; Shetty, Venkataramaiah and Anand,
2019). In the literature, this punishment has been explained as boycotting brands.
A boycott can occur if consumers think that companies are not interested in social
issues (Klein, Smith and John, 2004; Broberg and Doshoris, 2020). However, the
findings of this study approach this understanding from a different perspective than
the existing literature. According to the findings, the punishment by consumers is
not boycotting but is referred to as “lynching” the brands. Lynching has a different
meaning than boycotting. Boycotting refers to the practice of a consumer’s
negative attitude to purchasing the brand’s product or to purchase specific products
of the brand to reward them (Copeland, 2014). However, lynching includes all the
negative statements made by consumers on all channels of media.

Furthermore, brands need to be convincing to consumers about their sincerity
(Sarkar and Kottler, 2018; Broberg and Doshoris, 2020). The findings also support
that consumers believe that brands should address social problems, but they can
also understand whether they’re doing it sincerely or not. Consumers argue that
they appreciate it when brands take responsibility for social issues (Kubiak and
Ouda, 2020). The findings support this view, but there is also a different argument.
According to the participants, if a brand only advertises about trending topics and
changes the campaigns according to the changing trends, this is not perceived as
sincere by the consumers. Kubiak and Ouda (2020) state that consumers will have
a negative attitude toward these brands if brands address too many individual
and sensitive issues. However, the findings contradict this argument because
participants described brands that address sensitive issues -such as LGBT- as
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courageous. Brands that address these sensitive issues can be judged negatively
by some consumers, but still, they are not afraid to share the opinion they
advocate. Otherwise, consumers perceive brands that support only popular issues
as a trickster. Similarly, Kubiak and Ouda (2020) state that consumers believe that
brands use activism to enhance their image, to gain more consumers, and thus to
increase their sales.

According to Gretzel (2017), activism does not only target businesses or
government entities but can also be directed at celebrities or other consumers. The
findings support this view as participants believe that celebrities used in activist
brand campaigns made that campaign a success as many people participate in the
campaign just because of this celebrity. However, brands have to be very careful
when they are using celebrities because the celebrity can overshadow the message.

Finally, consumers may see brand activism as another tool to adapt to social trends
(Kubiak and Ouda, 2020). Findings support this argument. Participants agree
that, instead of only delivering the main message, companies use entertainment-
oriented communication strategies to reach a wider audience. Instead of only
stressing social issues and seeking ways to make that change, they emphasize that
companies strive to interact more and engage more people in the campaign so that
the campaign is effective.

Some of the research findings support the recommendations Hermann (2020) laid
out for marketers, as shown in four grey coloured cells in Figure 1. The findings of
this study support Herman’s (2020) recommendations to brands and also add four
new suggestions, as shown in orange-coloured cells in Figure 1. Findings support
the significance of being authentic and choosing relevant causes or issues; and
brands showing commitment to chosen cause or issue. Additionally, findings have
further implications and suggestions for marketers and brands. Firstly, marketers
must master the language and culture of the country in which the campaign will
be implemented when adapting global campaigns. Otherwise, consumers can
misinterpret the campaign, and brands will get negative feedback and face negative
repercussions. Secondly, it is necessary to present the necessary arguments to the
consumer. For instance, when a brand does not support a particular cause, it needs
to make sure the consumer understands the reason not to be lynched on social
media. A brand should not support any social movements that are not in line with
its vision and values to gain the consumer’s trust. Thirdly, brands may have to be
bold. If there is a movement they believe in, they must support it and defend their
opinion despite political and social pressures. Finally, brands should not choose
an entertainment-oriented approach when addressing social and sensitive issues as
this might cause the consumers to miss the actual message.
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6. Conclusion

As discussed in the findings section and summarised in table 2, consumers
have different motivations to participate in digital activism, such as feeling
responsible and having a sense of duty, staying up to date and/or for fun. In
return, participating in digital activist campaigns led to the emergence of feelings
such as gratitude, fear, concern and/or hope. Findings also reveal consumers’
perceptions and expectations of brands’ activist communication campaigns,
which can be summarised as credible, sustainable, courageous, sincere, cautious
about the language barrier, fear of being lynched, using celebrities, and being
entertainment-oriented. These have important implications for brands. Based on
these findings, the discussion section and figure 1 include further brand suggestions
to create successful activist campaigns. Consequently, online activism campaigns
misapplied by brands attract negative reactions from consumers on digital
platforms. Therefore, brands, communicators, and marketing professionals need
to understand the perceptions and feelings of consumers to properly implement
online activism. In this regard, this study helps to understand the motivations and
feelings of consumers to participate in online activism and to examine the effects
of the campaigns implemented by brands.

The findings of the research enable us to gain deeper insight into consumers’
understanding and perception of digital activism and can serve as a guideline for
brands to initiate successful activist campaigns. Brands should prepare online
activism campaigns on issues related to their visions, values, and corporate
history. While doing this, they also need to know how the brand is perceived
by the consumers. Because the corporate image that the brand wants to create
and the perception of the consumer can be very different. Furthermore, brands
should pay attention to the language used in their communication campaigns. A
communication language that the target audience can understand should be used.
At the same time, the brand should know the culture and language of its target
audience very well. Global brands should adapt international campaigns to the
culture and language of that country. This is especially critical when addressing
sensitive and social issues through activist campaigns. The communication
campaigns the brand implements should ensure consumer trust and confidence.
Therefore, brands should follow a consistent and sincere approach. They should
conduct research on the issues they want to attract attention to and share with
consumers. If a donation or aid campaign is to be carried out, brands should
transparently share all processes and outcomes with their consumers. Furthermore,
sometimes in order to be perceived sincerely, brands should resist social pressure
on matters they value and take a bold stance. If they’re going to use a celebrity in
their advertisements, they should be sure that the person will deliver the message
in the best way, and it will be a suitable celebrity because consumers think that
sometimes celebrities can overshadow the message. Finally, brands should not
create playful, entertainment-oriented content, even if it is to raise awareness
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about serious social issues. When a fun-based communication campaign is chosen
for activism, consumers don’t think it’s a good way to get the message out. On
the contrary, they state that this situation invites people to share unconsciously,
without supporting or understanding the cause.

There are several limitations of this research. First of all, due to Covid-19, instead
of conducting face-to-face interviews, most of the interviews were conducted over
Zoom and Skype. Participants are likely to talk less when it is online. Therefore,
probing questions were asked to have deeper conversations. Moreover, the brands
used as examples in this research operate in certain fields and industries, such
as a sanitary napkin brand, an international non-governmental organization,
a global fashion brand, and an association that aims to cure neurodegenerative
disease. Future research can include examples of brands from different industries.
In addition, the sample of this study was chosen from people aged 20-55 years
old. Future studies may examine consumers from different age cohorts, such as
the X-Y-Z generations, to determine if the answers differ. Future research can
also include perspectives of non-activist consumers to understand why they do
not participate in activist movements and whether their actions and motivations
are similar to the reasons behind slacktivism. Future studies can further compare
consumers’ perspectives on digital activist campaigns of big and global brands
versus small and local brands or NGOs. Finally, this research focused only on
consumers. Future research can investigate the motivations, perceptions and
attitudes of employees, marketers, communicators and policymakers.
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Table 1. Details of the Interviews

Participants
AU.

B.E.

B.K.

B.P.

D.K.
E.E.

G.Y.

LB.
LA

I.H.

K.K.

OK.
O.E.

S.A.

S.C.

S.D.

S.K.

Gender
Male

Female

Female

Female

Female

Female

Female

Female
Male

Female
Male

Male

Female

Female

Female

Male

Female

Age
28

54

29

27

20
27

29

47
34

29

27

40

29

29

34

28

27

Occupation
Risk
Management
Assistant
Retired Employee
Project
Development
Specialist
Account
Executive
Student
Social Media
Specialist
Buying
Specialist
Academician
Project
Manager
Student
Content
Marketing
Executive
Coordinator
Physical
therapist
Social Media
Specialist
Project
Development
Specialist
UA/UX
Designer /
Art Director
Human
Resources

Specialist

Duration

30 minutes

41 minutes 49 seconds

34 minutes

45 minutes

51 minutes 54 seconds

42 minutes 52 seconds

41 minutes

37 minutes 51 seconds

35 minutes

61 minutes 30 seconds

48 minutes 24 seconds

30 minutes seconds

36 minutes 49 seconds

45 minutes 41 seconds

47 minutes 24 seconds

59 minutes 23 seconds

50 minutes

Place
Office

Online

Office

Online

Online

Online

Online

Online
Office

Online

Online

Office

Online

Online

Online

Online

Online
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Table 2. Coding Table

Main Themes

Category

Responsibility
and Sense of
Duty

Desire For
Staying Up-
To-Date

Motivations
of Consumers

Fun

Sub Categories

Social
responsibility

Helping other
people

Creating
Awareness

Being Up To
Date With
Social Media

Being Trendy

Being a Part
of'a Network/
Group

Attracting
Attention

Having Fun

Example Quotes

I try to help these activist social
responsibility campaigns with all my
potential, as best as I can. (S.K.)

It’s a good thing to help people and touch
their lives. It gives me pleasure. But [
can’t be as active as before. I think if I
do something about one social problem,
others will do, too. If I can encourage
them, they can also help others. (S.K.)

When I see content that resonates with me,
I share them directly on my page. I make
them more visible (E.E.)

They try to do it just because of staying
up-to-date at that moment. Behind it, there
is the belief that -1 did a good thing with
sharing the logo of that brand and yes, I
participated in that global campaign-. But
when you dig deeper they have no concrete
examples of any action or nothing they
have done to serve this purpose. It was
only the desire for staying up-to-date at
that time and they did it. However, when
we check if they did anything about it
afterwards, 99 percent of them did not. I
believe frankly that I did not participate at
that moment in order not to be one of those
people. (E.E.)

We all get involved in these things from
time to time just to stay up-to-date and
follow the trend, but we need to discuss
whether this is activism or not. (I.H.)

When there is news that all groups are
talking about and they say “let’s share” so
I share. (I.B.)

I just think it’s about showing yourself
to attract attention... So, nobody cares
about donating. I think they joined just
for having fun while pouring ice down
from their head and saying “I will create
awareness, t00.” (S.K.)

I think there have been a lot of people
who have turned their face into an animal
and used it to do something fun without
knowing about this campaign. (K.K.)
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Gratification
Fear
Feelings of
Consumers
Concern
Hope

Feeling Better
Happiness

Feeling Proud

Fear of
Punishment

Fear of Being
Left Out

Profile Control

Content Control

Expectancy

When I petition, I feel good. (S.A.)

It makes me very happy if I can get even
one petition, from somebody. (D.K.)

There are articles I’'m proud to share,
including my own. (I.B.)

I think there’s a fear in our country about
petition campaigns, so people don’t want
to sign them. (I.B.)

They just wanted to act in line with the
social agenda, so they just did it and left it,
that’s all. (E.E.)

I think consistency is very important. If
you’re defending something, you should act
and behave consistently. But usually, people
are not like that. They express their views
on everything in our country. But when you
look at whether his or her behaviour in their
personal life, most of the time you will see
their behaviours are different from their
ideas and expressions on their profile. Then
I think it’s irrelevant. (K.K.)

I share issues that I am knowledgeable
about. Because, as I said, this is a very
different situation. We need to know about
issues that are related to the world, the
universe, and a wider audience. I have

an opinion on these issues, yes, but as [
said, [ don’t want to express an opinion on
something like this without knowing what
is true and what is not (S.A.)

Sometimes a content I shared goes viral,
and a lot of people see it. I share it with
this hope. (D.K.)
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Consumers’
Perceptions
and
Expectations
of Activist

Language
Barrier

Fear of
Lynching

Courage and
Sincerity

Using
Celebrity

Entertainment-
Oriented

Language

Fear of Being
Left Out

Feeling
obligatory

Courage and
sincerity

Famous People

Having Fun

Ignoring the
Main Ideology

We’re getting involved in a global
campaign but we’re making this activism
in a wrong way as it is incorrectly
translated into Turkish. The correct version
is the campaign that carried out globally.
I1B)

But they felt the need to share that day

in order to show the brand support. To
enhance the brand image positively they
made an effort; they prepared advert;
maybe they allocated a budget for it. I
think this is entirely due to the power of
activist movements on social media. (S.D.)

Consumers ‘ views of the brand can
change and therefore brands have to share,
or they’ll be lynched. (S.A.)

If it were something truly sincere, they
could have helped that way. On the other
hand, the LGBT movement in Turkey is an
action that requires a lot of courage. If a
brand really defends this issue, I think if it
supports it, it risks everything and is doing
it sincerely. (D.K.)

In general, the actions of celebrities and
their behaviours lead to such reactions, so
they affect other people and others do the
same. (S.D.)

That is related to adapting to popular
culture. I mean, we all know these people.
They use them because in this way
people become more curious and they can
research the campaign because of them.
(E.E.)

It has been used in a way that it focused
more on entertainment and having fun
rather than focusing on its original
purpose. (K.K.)

I know that there are people who
consciously donate and make these
applications, but I think that some people
share such posts to entertain even though
they do not think about the main idea.
(B.P)
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Table 3. Summary of Main Contributions

Support to Previous
Literature

Different
from Previous
Literature

New Contributions to
Literature

Practices of
Consumers

Motivations
of
Consumers

*Launching action on Twitter
about a topic and supporting it
with a Hashtag brings together
people who are interested in
the same topic.

*[t is easier to organize about
an activist topic via Twitter.

*Petition campaigns launched
by Change.org detract from the
main goal of activism.

*Participants participate in
activist actions because of
their sense of responsibility for
social problems.

*Participants do not want
to keep silent about social
problems and they join activist
movements as if it is their duty.

* The reason for being a part of

an online group or community
is actually because of the
motivation for staying up-to-
date.

*Participants note
that the desire for
staying up-to-date
is different from
following trends.

*Twitter is the most
preferred medium for
digital activism.

*Instagram is emerging

as a platform that people
use when they are happy.
However, Instagram is
not preferred when people
are nervous, unhappy, and
angry.

*Participants say that they
do not prefer to share a post
that is related to activism
on their profile, instead
they share it on Instagram’s
Story. Consequently, people
do not want to keep activist
contents in their profile
permanently. They share it
on the Story and allow it to
be deleted 24 hours later.

*Participants say that
entertainment-oriented
digital activist campaigns
have increased the interest
of consumers.
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Feelings of  *Participants join online *Participants *Participants feel
Consumers  activist campaigns, because expressed that compelled to participate in
they feel a sense of hope for they feel better online activist movements
solving problems in society. and they are on certain issues. If they
happy when do not join, they fear that
they participated ~ other people can think
in campaigns negatively about them.

gddressing spcial *Participants are afraid
1ssues. Helplpg of being penalized by the
others, donating 3y thorized institutions,

money, make such as the government,
participants feel  yhen they criticize
better about political issues.
themselves.

*Participants expressed
that in some cases they felt
compelled to control the
content of their posts and
their profiles.

Perceptions  *Participants agree that

of instead of only delivering the

Consumers  main message, companies
use entertainment-oriented
communication strategies to
reach to a wider audience.

*Participants believe that
celebrities used in activist
brand campaigns made that
campaign a success.

*Participants perceive
successful campaigns created
by brands as trends. They think
the brand often doesn’t defend
and believe that idea.

*As contributions regarding consumers’ expectations of brands are included in Figure 1, they are
not included in this Table.

Figure 1. Eight Main Suggestions for Brands to Create Successful Activist Campaigns






(Arastirma)

GOSTERISCIi, DENEYIMSEL VE SEMBOLIK TUKETIM
OLCEKLERININ TURKCEYE UYARLANMASI !

Celile GURBUZ **
Ozlem CETINKAYA BOZKURT ?

Oz

Bu c¢alismanm amact Chaudhuri, Mazumdar ve Ghoshal (2011) tarafindan gelistirilen
Gosterigei Tliketim 6lcegi, Chen, Leask ve Phou (2016) tarafindan gelistirilen Deneyimsel
Tiiketim Olcegi ile Tangsupwattana ve Liu (2018)’nin gelistirdigi Sembolik Tiiketim
Olcegini Tirk kiiltiiriine ve diline uyarlamak, gecerlik ve giivenirliklerini test etmektir.
Calismada Bat1 Akdeniz Bolgesindeki 400 katilimcidan veri toplanmistir. Olgeklerin yapi
gegerliligini test etmek amactyla Dogrulayici Faktor Analizi uygulanmistir. Faktor analizi
sonuglari dlgeklerin faktor yapilariin standart uyum odlgiileri ile yeterli uyum degerlerini
sagladigini ortaya koymaktadir. Olgeklerin giivenirliklerini belirlemek amactyla Cronbach
Alfa i¢ tutarlilik katsayis1 hesaplanmustir. Yapilan giivenirlik analizinde gosterisci tiikketim
Olceginin 0,825, deneyimsel tiikketim 6lg¢eginin 0,921 ve sembolik tiiketim dlgeginin i¢
tutarlilik katsayisi 0,928 olarak hesaplanmistir. Arastirma sonucunda 6lg¢eklerin Tiirkce
formlarinin tiiketiciler tizerinde gosterisci, deneyimsel ve sembolik tiiketimin 6l¢iilmesinde
kullanilabilecek gecerli ve giivenilir oldugu tespit edilmistir. Ayrica uyarlamasi yapilan
s0z konusu Olgme araglarinin 6nemli bir ihtiyact karsilayarak Tirkge literatiire katki
saglayacag diigiiniilmektedir.

Anahtar Kelimeler: Gosterisci Tiiketim, Deneyimsel Tiiketim, Sembolik Tiiketim, Olgek
Uyarlama

Doi: 10.15659/ppad.15.1.998150

1

Bu calisma, 2021 yilinda Burdur Mehmet Akif Ersoy Universitesi Sosyal Bilimler Enstitiisii Isletme
Anabilim Dalinda Prof. Dr. Ozlem CETINKAYA BOZKURT damsmanhiginda tamamlanan
“Tiiketim Toplumunda Tiiketim Tirlerinin Oznel Iyi Olus Uzerindeki Etkisine iliskin Bir
Arastirma” baglikli doktora tezine dayanarak hazirlanmistir. Arastirma i¢in Burdur Mehmet Akif
Ersoy Universitesi Girisimsel Olmayan Klinik Arastirmalar Etik Kurulunun 06.01.2021 tarih ve
G02021/39 karar numarali yazistyla Etik Kurul Karar1 alinmistir.

Dr., Burdur Mehmet Akif Ersoy Universitesi, SBE, Isletme A.B.D., celilegurbuz@gmail.com,
ORCID: 0000-0001-8539-7526

Prof. Dr., Burdur Mehmet Akif Ersoy Universitesi, Bucak Isletme Fakiiltesi, Isletme Boliimii,
ozlemcetinkaya@mehmetakif.edu.tr, ORCID: 0000-0002-6218-2570

fletisim Yazar1 / Corresponding Author: celilegurbuz@gmail.com

Gelig Tarihi / Received: 20.09.2021, Kabul Tarihi / Accepted: 26.10.2021


https://dergipark.org.tr/tr/pub/ppad/issue/68372/998150

194 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt 15, Sayi: 1, Ocak 2022, ss. 193-218

ADAPTATION OF CONSPICUOUS, EXPERIENTIAL, AND SYMBOLIC
CONSUMPTION SCALES TO TURKISH

ABSTRACT

The aim of this study is to adapt the Conspicuous Consumption scale developed by
Chaudhuri, Mazumdar, and Ghoshal (2011), the Experiential Consumption scale
developed by Chen, Leask, and Phou (2016), and the Symbolic Consumption scale
developed by Tangsupwattana and Liu (2018) to Turkish culture and language, and to test
their reliability. Data were collected from 400 participants in the Western Mediterranean
Region. Confirmatory Factor Analysis was applied to test the construct validity of the
scales. The factor analysis results reveal that the factor structures of the scales provide
adequate fit values with standard fit measures. In order to determine the reliability of
the scales, the Cronbach Alpha internal consistency coefficient was calculated. In the
reliability analysis, the internal consistency coefficient of the conspicuous consumption
scale was calculated as 0.825, the experiential consumption scale as 0.921, and the
symbolic consumption scale as 0.928. As a result of the research, it has been determined
that the Turkish forms of the scales are valid and reliable, which can be used to measure
conspicuous, experiential, and symbolic consumption on consumers. In addition, it is
thought that the adapted measurement tools will contribute to the Turkish literature by
meeting an important need.

Keywords: Conspicuous consumption, experiential consumption, symbolic consumption,
scale adaptation
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1. Giris

Tiiketim, insanoglu var oldugundan beri siiregelen bir olgudur. ilk zamanlar
bireyler yeme, i¢gme, barinma vb. zorunlu ihtiyaglarini karsilamak iizere tiiketime
yonelirken, giin gectikge bireylerin ihtiyag ve istekleri farklilasmis ve bireyler
¢esitli nedenlerle kendilerini tiiketimin i¢erisinde bulmuslardir. Zaman igerisinde
bireylerin tiiketime bakis acilar1 degismis ve tiiketicilerin davraniglarinda
da farkliliklar yasanmistir. Gilinlimiizde insanlarin amaci ihtiyaglarmin
karsilanmasinin 6tesinde tiikketim yaparak tatmin saglamaktir. Arzularin isteklere,
isteklerin ise ihtiyaclara doniismesiyle mallar farkli kullanimlar haline gelmistir.
Benzer bicimde liikks kabul edilen mallar gerekli mallara, gerekli olduklar
diisiiniilen mallar da standart ihtiyaglara dontismiistiir (Yaniklar, 2010: 26). Kitle
iletisim araclarinin da etkisiyle insanlara siirekli tiiketmeleri ve ancak tiiketimle
mutlulugu saglayacaklar1 vurgulanmaktadir. Bocock’ a (2008: 118) gore bireyler
sembolleri tiiketmekte ve arzularini karsilama yoluna gitmektedirler.

Literattirdeki tiiketim tanimlarina dayanarak tiiketiciler tarafindan farkli anlamlar
yiiklenen tiiketimin ¢ok yonlii bir kavram oldugu ve bireylerin yasam bigimi haline
geldigi soylenebilir. Yasama amacini mutlu olmak ve basarili olmak iizerine kuran
bireyler icin tilketmek, memnuniyeti artirmakta ve yagam kiiltiiriiniin bir pargasi
olmaktadir. Uriinii sembolik unsur olarak benimseyen ve satin alma esnasinda onu
sembolik olarak degerlendirip tiiketerek, sosyal ¢evresinden kabul gérme ¢abasi
icerisindeki kimi tiiketiciler ise bu sayede sosyal statii edinmekte, tiiketerek sosyal
yasamda varligin1 gostermek istemektedir. Bireylerin tiiketime yonelmesi, aslinda
titkketim odakli diizenin kuruldugu toplum igerisinde, tilketim ¢arkinin siirekliligini
saglamaktadir. Ekonomisini tiiketim odakli kuran toplumlar, pazarlama stratejileri
ve teknolojik imkanlar ile tiiketicilerin neredeyse her aninda yaninda olmakta ve
bireylere siirekli olarak tiikketimi dayatmaktadir. Boylece, yerel ve kiiresel olarak
titketicilerle bag kurulmakta ve tiikketmek, daha anlamli hale getirilmektedir.

Tiiketim, bir siire¢ olarak disiiniildiiginde; bireylerin belirli ihtiyag¢larini
gidermek Tlizere liriin ve/veya hizmeti arayip bulmasi, satin almasi, kullanmasi
ya da yok etmesi olarak tanimlanabilir (Odabasi, 2006: 16). Bireyleri tiiketime
yonelten giidii, o seyi ihtiyag olarak gérmesi ve bu ihtiyacin1 gidermek {izere iiriin
ya da hizmeti elde etme mecralarina ulagmasi ve satin alarak {iriin ya da hizmeti
kullanmasidir. Tiiketimin anlami giin gectikce degismektedir. Nesnelere yiiklenen
anlamlar giin gectikce degismekte, iirlinlerin imajlar1 farklilagmaktadir. Yaganan
gelismelerle hem tiriin kimligi hem de tiiketici kimliklerinde farkliliklar meydana
gelmektedir. Tiiketim kavraminda fonksiyonel faydadan ziyade sembolik
unsurlar1 iceren duygusal faydalar 6ne ¢ikmistir. Yapilan ¢aligmalarda gilinlimiiz
bireylerinin haz ve tatmin duygusuyla hareket ettikleri ve degisim igerisinde
olduklar1 goriilmektedir.

Ulusal ve uluslararasi literatiire bakildiginda gosterisgi, deneyimsel ve
sembolik tiikketim egilimlerini belirlemeye ¢alisan pek c¢ok arastirmanin yer
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aldig1 goriilmektedir. Olgek uyarlama calismasi, farkli kiiltiirlerde gelistirilen
Olceklerin diger dillere ve kiiltiirlere adaptasyonunu hedefleyen calismalardir
(Kiliger ve Odabast, 2010: 154). Olgek uyarlama ¢alismasi dlcegin sadece bir dile
cevrilerek kullanilmasi degil ayn1 zamanda gegerlik ve giivenirlik ¢aligmalarinin
ve korelasyon analizi, acimlayic1 ve dogrulayict faktdr analizi gibi analizlerin
yapilarak ilgili kiiltiire adapte edilmesidir. Bu baglamda arastirmanin amaci;
gosterisei, deneyimsel ve sembolik tiiketim 6lceklerini Tiirk kiiltiirtine ve diline
uyarlamak, gecerlik ve giivenirliklerini test etmektir. Konuyla ilgili literatiir
incelendiginde, s6z konusu dl¢eklerin gecerlik ve giivenirliklerinin test edilmedigi
goriilmiistiir. Bu nedenle ilgili dl¢eklerin Tiirkge’ ye uyarlanmasiyla pazarlama
literatiirline katki saglanacagi diigiiniilmektedir. Doktora tez ¢alismasi kapsaminda
kullanilan bu 6lgekler, igerisinde yer alan ifadelerin ¢alismanin amacina uygun
olmasi nedeniyle secilmistir. Uyarlama ¢aligmalarinda uyarlanacak 6lgegin bu
amag i¢in kullanilacak en iyi ara¢ olup olmadiginin degerlendirilmesi énemlidir.
Bunun i¢in derecelendirme veya puanlama kriterleri ile 6zgiin 6lgek kullanilarak
yapilan yaymlarin gézden gecirilmesi gerekmektedir (Coster ve Mancini, 2015:
51). Bu dogrultuda ilgili 6lgeklerin AVE (Ortalama Agciklanan Varyans) ve CR
(Bilesik Giivenilirlik) degerleri incelenmistir. Bu degerlerin tiim faktorler igin
yeterli diizeyde oldugu goriildiigiinden ilgili Slgeklerin Tiirkgeye uyarlama
caligmasi yapilmasina karar verilmistir.

2. Kavramsal Cerceve

Bu boéliimde oOlgek uyarlama oncesinde “Gosterisgi Tiiketim”, “Deneyimsel
Tiiketim” ve “Sembolik Tiikketim” kavramlari detayli olarak agiklanmaktadir.

2.1. Gosterisci Tiiketim (Conspicuous Consumption)

Gosterisci tilkketim (conspicuous consumption); bireyin gevresine statlisiini ya
da prestijini gostermek maksadiyla iiriin ya da hizmeti satin almasidir. Gosterisei
tiketimin temelinde bireyin cevresine sayginlik ve prestijini gostermesi
bulunmaktadir (Giileg, 2015: 63). Modern donemin ilk zamanlarindan beri
tiikketim, bireylerin hayatinda 6nem arz etmis ve giiniimiizde, kendini ifade sekli,
sosyal statii gdstergesi olarak bireylerin yasaminda yer almistir. Ornegin; 1939
yilinda Danimarka’da kullanim kolayligi saglayarak 6ne ¢ikmis olan banyo ve
mutfak aksesuar markasi Vipp, giiniimiizde 6zel tasarim ¢op kutularini 4.500-
6.450 Amerikan Dolar1 arasinda satmaktadir. S6z konusu marka, popiiler kiiltiiriin
one ¢ikardig1 ikon ve sembolleri (Hollywood tinliilerinin kirmizi halida giydigi
kiyafetler gibi) model alarak {irtinlerini yiiksek gelir seviyesine sahip miisterilere
pazarlayabilmektedir (Basc1, 2015: 16).

2.2. Deneyimsel Tiiketim (Experiential Consumption)

Deneyimsel tiiketim (experiential consumption); kisisel olarak karsilasilan veya
yasanilan bir olay veya olay dizisi olan bir yasam deneyimi edinmeyi temel
amag edinerek para harcamaktir (Van Boven ve Gilovich, 2003: 1194). Bireyler
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deneyimsel satin almalarda, maddi satin alimlara gore daha fazla mutluluk
duymaktadir. Ornegin herhangi bir {iriinii satin almak yerine safari deneyimini
yasamak bireylere gore daha kiymetli ve mutluluk vericidir (Tu ve Hsee, 2018: 6).

Tiiketim deneyimlerini yasayabilmenin en kolay yolu aligveris merkezleri (AVM)
ve online aligverislerdir. Bos zaman degerlendirmesi olarak goriilen AVM’ler
siirsiz tiketim igin kapilarini agmaktadir. Misterilere tiikketim deneyimleri
sunulmakta, akis igerisinde tiiketicilerin keyif almasi saglanarak tiiketimin
maksimum diizeyde gerceklestirilmesi hedeflenmektedir. Pazarlama stratejisi
olarak miisterinin duygu ve diislince diinyasina hitap edilmesi ve onlarin
ihtiyaglarina yonelik deneyimsel boyutlar sunulmasi isletmelere de rekabet
avantaji saglayacaktir. Tiiketici duydugu sesi ya da miizigi, algiladigi kokuyu
iriin ve hizmetle iliskilendirdiginde, hafizasinda gii¢lii bir konum saglayacak,
unutulmaz bir deneyim gegeklestirecektir (Yesilot ve Dal, 2019: 290). Bireyler
iistiinliik ve aidiyet duygusu kazanmalarina olanak saglayan deneyimsel ve sosyal
tilketime katilarak, gerceklestirdikleri etkinliklerle mutluluklarint verimli bir
sekilde artirabilmektedir (Zhang ve Xiong, 2015: 148).

2.3. Sembolik tiiketim (Symbolic Consumption)

Sembolik tiikketim (symbolic consumption); varolugsal kimligin tiiketim
yoluyla kazanilmasi, yaratilmasi, korunmasit ve sunumudur (Sun vd., 2014:
55). Lee’ye (2013: 175) gore sembolik tiiketim, bireyler kendileri hakkinda bir
seyler iletmek icin tiiketimi ve anlamim kullandiklarinda ortaya ¢ikar. Uriinler
sembolik unsurlar olarak goriilmekte, tiiketiciler {irlinii satin alirken sembolik
ozelliklerini degerlendirerek eyleme gegcmektedirler. “Ne tiikettigini sOyle, sana
kim oldugunu sdyleyeyim” s6zii, bu tiikketim sekline gore ifade edilmistir. “Yasam
tarzi markalasmasi” olarak adlandirilan kavrama gore; tiiketiciler yasam tarzlarini
cevresindeki bireylere gostermek isterler ve bunu yaparken {irlinlerle aralarinda
duygusal bir bag kurarlar. Ornegin; iist sinifin ‘Vakko’, alt sinifin ise ‘Defacto’
marka kiyafetleri tercih etmeleri gibi.

3. Olgek Uyarlama ve Siireci

Olgek uyarlama ¢alismasi farkli kiiltiirlerde gelistirilen 6l¢gme araglarinin anlamsal
ve psikolojik olarak birbirlerine ne kadar yakin oldugu, birbirlerinin kiiltiirlerini
ne kadar yansittigr ve kiiltiire uygun dile cevrilerek gecerligi ve giivenirligi
belirlemeye yardimci olan siirectir (Biger, 2019: 61).

Olgek uyarlama ¢alismasinda mevcut literatiir (Hambleton ve Patsula, 1999;
Deniz, 2007; Bayik ve Giirbiiz, 2016; Iseri ve Unal, 2010; Acar Giivendir ve Ozer
Ozkan, 2015) incelemesi sonucu uygulanan asamalar su sekilde takip edilmistir:

* Aragtirmanin amacina uygun olarak olgek gelistirme ya da olgek uyarlama
caligmalarindan hangisinin kullanisli olacaginin belirlenmesi.

* Uyarlama ¢alismasi igin dlgegi gelistiren aragtirmacilardan izin alinmasi.
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* Uyarlanacak olan kiiltiirlerdeki ve dil gruplarindaki dl¢iilen 6zellige ait yapinin
varligi ve esitliginin saglanmasi.

* Her iki dile hakim olan iyi ¢evirmenlerin belirlenmesi.

» Olgegin hedef dile gevrilmesi ve uyarlanmasi.

* Uyarlanan 6lcegin gozden gegirilerek varsa ilgili diizeltmelerin yapilmasi.
* Geri geviri yapilarak varsa gerekli diizeltmelerin yapilmasi.

* Alaninda uzman kisilerin goriiglerinin alinmasi.

» Olgegin uyarlanmis halinin az sayida deneme grubunda uygulanmasi.

* Hedef kitleyi iceren katilimcilara esas uygulama yapilmasi.

* Esas uygulamanin ardindan ifade analizlerinin yapilmasi.

» Olgege iliskin giivenirlilik ve gegerlilik analizlerinin yapilmasi.

» Esas uygulama sonucu elde edilen gegerlik, giivenirlik ve madde analizlerinin
Olcegin orijinal halindeki istatistiksel sonuglarla karsilagtirilmasi.

» Olgegin dilsel esdegerliliginin saglanmas.

* Tiim siire¢ dikkate alinarak uyarlanan 6l¢ege son seklinin verilmesi.
4. Arastirmanin Yontemi

4.1. Ceviri Calismasi

Olgek uyarlama siirecinde literatiirde belirtilen adimlar takip edilmistir. Tlgili
literatiir taramasinin ardindan arastirmaya uygun olan Olg¢egin Tiirkge’™ ye
uyarlanmasina karar verilmistir.

Chaudhuri, Mazumdar ve Ghoshal (2011) tarafindan gelistirilen Gosterisei
Tiiketim 6l¢egi, Chen, Leask ve Phou (2016) tarafindan gelistirilen Deneyimsel
Tiiketim 6l¢egi ve Tangsupwattana ve Liu (2018) tarafindan gelistirilen Sembolik
Tiiketim Ol¢egi icin makalelerde yer alan yazigma adreslerine gore Olgegi
kullanma izni almak amaciyla mail gonderilmistir. Gerekli izinlerin alinmasinin
ardindan ¢eviri ¢alismasma gecilmistir. Olgek uyarlama siirecinde Tiirkgeye
ceviri ¢aligmasinda Brislin vd. (1973) tarafindan 6nerilen yontem kullanilmistir.
Bu yontem hedef dile ilk ceviri, ilk c¢evirinin degerlendirilmesi, tekrar ¢eviri,
tekrar ¢evirinin degerlendirilmesi ve alaninda uzman kisilerin goriislerini alma
asamalarindan olugmaktadir.

Bu kapsamda 6lcek oncelikle Tiirkgeye cevrilmis ve Ingiliz Dili ve Edebiyati
alaninda uzman olan kisilere génderilmistir. Olgek ifadeleri; ii¢ kisilik uzman ekip
tarafindan ¢evirilerin uygun olup olmadigi, kelime ve climle yapilarinin yeterliligi,
ifadelerin anlagilirligi ve kiiltiirel uygunlugu hususlarinda degerlendirilmistir. i1k
degerlendirme neticesinde yapilan diizeltmelerin ardindan tekrar ¢eviri yontemiyle
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maddeler 6zgiin dile ¢evrilmistir. Ozgiin dile yapilan geviri ayn1 uzman Kisiler
tarafindan tekrar degerlendirilerek asil dlgekle kiyaslanmis ve 6lgegin son hali
elde edilmistir. Daha sonra 6l¢ek ifadeleri pazarlama alaninda uzman 6gretim
iiyelerine de gonderilerek goriisleri alinmigtir. Tiim degerlendirmelerin olumlu
olmas1 neticesinde Olgek ifadelerinin pilot ¢alisma i¢in uygun olduguna karar
verilmistir. Gosteris¢i Tiliketim Olgegi 6’11 Likert tipi, Deneyimsel Tiiketim dlgegi
5°1i Likert tipi ve Sembolik Tiiketim 6lgegi 7°1i Likert tipidir. Hem Tiirk¢e anlam
ve anlasilirlik acgisindan hem de katilimcilar agisindan besten fazla segenegin
karmagaya neden olacagi diisliniilerek 6lgegin Tiirkce formu besli Likert tipi
olarak uyarlanmigtir. Clinkii bir kiiltiirde gelistirilmis olan Olgek farkli kiiltiirle
birebir uyusmayabilir. Bir dlgekteki yanit segeneklerinin bes, yedi ve hatta sekiz
secenekten olugmas1 Tiirk kiiltiiriine ¢ogunlukla uymamaktadir. Bu durumu
destekleyecek sekilde Tiirkge ’ye uyarlanan pek ¢ok olgekte ifadelere verilen
yanitlarin besli secenek seklinde sunuldugu goriilmektedir (Secer, 2018: 67).

Uyarlanan 6lgek 50 kisilik hedef kitleyi iceren kiigiik bir deneme grubu tizerinde
uygulanmistir. Bu asamada sorularin farkli katilimcilar tarafindan farkli algilanip
algilanmadigi belirlenmeye c¢alisilmigtir. Ardindan ana hedef kitleye uygulama
yapilmustir.

4.2. Arastirmanin Calisma Grubu

Gosterisci tilketim, deneyimsel tiiketim ve sembolik tiiketim &lgeklerinin
Tiirk¢eye uyarlanmasi ¢alismasinda Bat1 Akdeniz Bolgesinde yasayan tiiketiciler
orneklem olarak belirlenmistir. Evren olarak Bat1 Akdeniz Bolgesinin se¢ilmesinin
nedeni, bolgenin sosyal ve ekonomik statii agisindan tiim gelir gruplarini i¢inde
bulundurmasi ve Tiirkiye geneline yansitilabilecek sosyo-ekonomik 6zelliklere
sahip olmasidir. Kolayda 6rnekleme yontemiyle Bat1 Akdeniz Bolgesinde ikamet
eden (Burdur, Isparta, Antalya) 400 kisiye ¢evrim i¢i anket uygulamasi yapilmistir.
Katilimcilar ¢alisma oncesi bilgilendirilmis ve sadece goniillii katilmak isteyen
bireylerle uygulama gergeklestirilmistir.

4.3. Veri Toplama Araclari
4.3.1. Gosterisci Tiiketim Olgegi

Géosterisci Tiiketim Olgegi, Chaudhuri, Mazumdar ve Ghoshal (2011) tarafindan
gosterisei tilketim egilimini dlgmek {izere gelistirilmistir. 6’ 11 Likert tipi (1=
Hi¢ Katilmiyorum...6= Tamamen Katiltyorum) bir dlgme aracidir. Olgek tek
boyutludur ve 11 ifadeden olugsmaktadir. Chaudhuri ve arkadaslar1 (2011) dlgegin
i¢ tutarlilik katsayisini (Cronbach Alfa) 0,82 olarak belirtmislerdir. 12 ifade olarak
uygulanan Slgekte faktor analizi sonrasi 12. ifadenin faktor yiikii 0,4” ten kiigiik
oldugu i¢in dlgekten cikarilmistir. Oz degeri 5,117 olan Slgegin toplam varyansi
52,36’ dir. Dogrulayici faktor analizi sonucu GFI=0,92; AGFI=0,93; CFI=0,92;
RFI1=0,9; RMSEA=0,045 degerleri elde edilmistir.
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4.3.2. Deneyimsel Tiiketim Olcegi

Deneyimsel Tiiketim Olgegi, Chen, Leask ve Phou (2016) tarafindan deneyimsel
titketim egilimini dlgmek iizere Grappi ve Montanari (2011), Kang ve Gretzel
(2012), Bhattacharya ve Sen (2003), He, Li ve Harris (2012), Chen ve Phou (2013)
tarafindan olusturulan Olgeklerin bazi ifadelerini uyarlayarak hazirlanmistir.
Olgek 5’ li Likert tipi (1= Kesinlikle Katilmryorum...5= Kesinlikle Katiltyorum)
bir 6lgme aracidir. Olgek ‘hedonizm’ (4), ‘egitim’ (3) ve ‘kagis’ (3) olmak iizere
iic boyutludur ve 10 ifadeden olusmaktadir. Olgegin i¢ tutarliligi hedonizm
boyutu i¢in a=0,798, egitim boyutu i¢in a=0,723 ve kagis boyutu i¢in a=0,793’
diir. Dogrulayici faktor analizi sonucu hedonizm boyutu igin faktor yiki 0,790,
egitim boyutu i¢in faktor yikii 0,630 ve kagis boyutu i¢in faktor yiikii 0,642 ve
AVE degeri 0,992 bulunmustur.

4.3.3. Sembolik Tiiketim Olcegi

Sembolik Tiiketim Olgegi, Tangsupwattana ve Liu (2018) tarafindan sembolik
tiikketim egilimini dl¢gmek iizere gelistirilmistir. Olcek 7° 1i Likert tipi (1= Kesinlikle
Katilmiyorum...7= Kesinlikle Katiliyorum) bir dlgme aracidir. Olgek ‘benlik’
(ger¢ek benlik/ ideal benlik)(6) ve ‘yasam tarzi’ (3) olmak tlizere iki boyutludur ve
9 ifadeden olusmaktadir. Olgegin i¢ tutarlilig1 0,81 ile 0,96 arasindadir ve kabul
edilebilir degerlerdedir. Dogrulayici faktor analizi sonucu faktor yiikleri 0,67 ile
0,95 degerleri arasindadir. AVE degerleri benlik boyutunda gercek benlik icin
0,54, ideal benlik i¢in 0,50, yasam tarzi boyutu i¢in 0,80 dir. Ayrica y2 =243,04,
y2/df= 2,64, p= 0,000, RMSEA=0,71, CFI=0,96, I[F1=0,96, TLI=0,95, NFI=0,94,
RFI=0,91" dir.

4.4. Arastirmada Kullanilan Istatistiksel Yontemler

Aragtirmada 6ncelikle 6l¢eklerin yap1 gegerliligini test etmek amaciyla Dogrulayici
Faktor Analizi uygulanmistir. Ardindan ifadelerin ayirt ediciligini ve temsil
giiciinii belirlemek amaciyla madde analizi yapilmustir. Olgeklerin giivenirligini
belirlemek amaciyla i¢ tutarlilik giivenirligi yontemi kullanilarak Cronbach Alfa
degeri hesaplanmigtir. Ardindan ise CR ve AVE degerleri hesaplanarak dlgeklerin
yakinsama gecerliligi ve yap1 giivenirliklerine (bilesik gilivenirlik) bakilmistir.
S6z konusu analizleri yapabilmek i¢in IBM SPSS 25.0 ve AMOS 21.0 paket
programlarindan yararlanilmistir.

5. Bulgular
5.1. Tammlayici istatistikler

Tablo 1’ de 6rneklem grubunda yer alan 400 katilimciya ait tanimlayici istatistikler
yer almaktadir. Katilimcilarin yaridan c¢ogunu kadmn (%53,8) tiiketiciler
olusturmakta olup, ayni oranda bekardir. Caligma grubunun egitim diizeyine
bakildiginda ilk sirada (%36,3) liniversite mezunlarinin yer aldig1 goriilmektedir.
Bunlara 6n lisans ve lisansiistii olanlar da dahil edildiginde (%60) katilimcilarin
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egitim diizeyinin olduke¢a yiiksek oldugu sdylenebilir. Arastirmaya katilanlarin
kisisel gelirine bakildiginda geliri 1000 TL’ nin altinda olanlarin ilk sirada olduklar
goriilmektedir. Ayrica katilimcilarin yaslar1 14 ile 67 arasinda degismekte olup
yas ortalamasi 30,39 dur (SS= 10, 6).

Tablo 1. Katilimcilara Iliskin Tanimlayici Istatistikler

Degiskenler Frekans Yiizde
Cinsiyet

Kadin 215 53,8
Erkek 185 46,2
Egitim Diizeyi

[kogretim 32 8,0
Lise 130 32,5
On lisans 65 16,3
Lisans 145 36,3
Yiiksek Lisans ve Doktora 28 7,1
Medeni Durum

Evli 186 46,5
Bekar 214 53,5
Kisisel Gelir

1000 TL ve alt1 150 37,5
1001-2000 49 12,3
2001-3000 85 21,3
3001-4000 51 12,8
4001- 5000 35 8,8
5001 TL ve Uzeri 40 7,5
Toplam 400

5.2. Gegerlilik Calismalarina Iliskin Bulgular

Olgeklerin yap1 gegerligini test etmek amaciyla AMOS 21.0 programi ile
Dogrulayici Faktor Analizi (DFA) yapilmistir. Dogrulayici faktdr analizi 6zellikle
6l¢iim modelleriyle ilgilenen bir tiir yapisal esitlik modelidir; diger bir ifadeyle
gozlemlenen oOlglimler veya gostergeler (6rnegin test Ogeleri, test puanlari,
davranigsal gozlem derecelendirmeleri) ve gizli degiskenler veya faktorler
arasindaki iliskileri inceler (Brown ve Moore, 2012: 2). Calismada daha 6nceden
faktorleri bilinen bir yapinin test edilmesi nedeniyle, faktdr analizinde en yliksek
olabilirlik kestirim (maximum likelihood estimation) teknigi kullanilmigtir. Model
uyumu i¢in genellikle X2/DF, GFI, CFI ve RMSEA degerlerine bakilmaktadir.
Bazi aragtirmalarda IFI, RMR, NFI, AGFI degerlerine de bakildig: goriilmektedir
(Karagoz, 2016: 991).
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Géosterisci Tiiketim Olgeginde dogrulayici faktdr analizi sonucu elde edilen uyum
degerlerine iliskin bilgiler Tablo 2’ de verilmistir. Sonuglara bakildiginda 6lgegin
ki kare istatistiginin serbestlik derecelerine orani (X2/DF) 3,38, kok ortalama kare
yaklagim hatast (RMSEA) 0,077, karsilastirmali uyum indeksi (CFI) 0,906, uyum
iyiligi indeksi (GFI) 0,935 diir. Goreli uyum indeksi (RFI) 0,842, diizeltilmis
uyum 1iyiligi indeksi (AGFI) 0,903, normlagtirilmis uyum indeksi (NFI) 0,873
olarak bulunmustur. Standart uyum olgiileri ile elde edilen veriler kiyaslandiginda
tek boyutlu faktor yapisinin yeterli uyum degerlerini sagladigini gostermistir.

Tablo 2. Gosterisci Tiiketim Olgeginin Dogrulayici Faktdr Analizine Ait Uyum
Degerleri

Uyum Olgiisii Iyi Uyum Degerleri  Kabul Edilebilir Uyum Dogrulayict Olgiim
Degerleri Modeli

X2/DF 0<X2/DF <3 0< X2/DF <4-5 3,38
RMSEA 0<RMSEA<0,05 0,05<RMSEA<0,10 0,077
GFI 0,95<GFI<1,00  0,90<GFI1<0,95 0,935
AGFI 0,90<AGFI<1,00 0,85<AGFI<0,90 0,903
NFI 0,95<NFI<1,00  0,90<NFI1<0,95 0,873
CFI 0,95<CFI<1,00  0,90<CFI<0,95 0,906
RFI 0,90<RFI<1,00  0,85<RFI<0,90 0,842

Kaynak: Schermelleh Engel-Moosbrugger- Miiller, 2003: 52; Dogan ve Sapmaz, 2012: 302

Sekil 1°de goriildiigii gibi orijinal dlgekte yer alan ifadeler ile ifadelerin 6lgmeye
yoneldigi yapilar arasindaki standartlastirilmig faktor yiikleri 0,30 degerinin
(Biiyiikoztiirk, 2005: 124) iizerindedir. Olgek ifadelerinin faktor yiikleri 0,33 ile
0,71 arasinda degismektedir. Elde edilen veriler sonucunda dlgekte yer alan on bir
ifadenin dlgegin tek faktorli yapisim 6l¢tiigii, diger bir ifadeyle 6lgegin faktoriyel
gecerliginin saglandigi sdylenebilir.

Sekil 1. Gosterisci Tiiketim Olgegi Faktor Yapist
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Deneyimsel Tiiketim Olgeginde dogrulayici faktdr analizi sonucu elde edilen uyum
degerlerine iligkin bilgiler Tablo 3’de verilmistir. Sonuglara bakildiginda 6lgegin
ki kare istatistiginin serbestlik derecelerine oran1 (X2/DF) 3,889, kok ortalama
kare yaklagim hatas1t (RMSEA) 0,085, karsilastirmali uyum indeksi (CFI) 0,971,
uyum iyiligi indeksi (GFI) 0,943 diir. Goreli uyum indeksi (RFI) 0,946, diizeltilmis
uyum iyiligi indeksi (AGFI) 0,901, normlasgtirilmis uyum indeksi (NFI) 0,962
olarak bulunmustur. Standart uyum o&lgiileri ile elde edilen veriler kiyaslandiginda
ti¢c boyutlu faktor yapisinin yeterli uyum degerlerini sagladigi goriilmektedir.

Tablo 3. Deneyimsel Tiiketim Olgeginin Dogrulayici Faktor Analizine Ait
Uyum Degerleri

Uyum Olgiisii Iyi Uyum Degerleri ~ Kabul Edilebilir Uyum Dogrulayict Olgiim

Degerleri Modeli

X2/DF 0<X2/DF <3 0< X2/DF <4-5 3,389
RMSEA 0<RMSEA<0,05 0,05<RMSEA<0,10 0,085
GFI 0,95<GFI<1,00 0,90<GFI<0,95 0,943
AGFI 0,90<AGFI<1,00 0,85<AGFI<0,90 0,901
NFI 0,95<NFI<1,00 0,90<NFI<0,95 0,962
CFI 0,95<CFI<1,00 0,90<CFI1<0,95 0,971
RFI 0,90<RFI<1,00 0,85< RFI <0,90 0,946

Kaynak: Schermelleh Engel-Moosbrugger- Miiller, 2003: 52; Dogan ve Sapmaz, 2012: 302

Sekil 2’ de goriildiigii tizere orijinal 6l¢ekte yer alan ifadeler ile ifadelerin 6lgmeye
yoneldigi yapilar arasindaki standartlagtirilmis faktdr yiikleri 0,30 degerinden
(Biiyiikoztiirk, 2005: 124) biiyiik degerler elde edilmistir. Olcek ifadelerinin
faktor yiikleri 0,77 ile 0,92 arasinda degismektedir. Elde edilen veriler sonucunda
6lgekteki on bir maddenin dlgegin ii¢ faktorli yapisini 6l¢tiigi, diger bir ifadeyle
Olgegin faktoriyel gegerliginin saglandigi sdylenebilir.

CSPICHICHICO T NCHICD
B B2 B3 B4 B5 BS B7 B8 B9 B10

e =0 TS

Sekil 2. Deneyimsel Tiiketim Olgegi Faktor Yapisi
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Sembolik Tiiketim Olgeginde dogrulayici faktdr analizi sonucu elde edilen uyum
degerlerine iliskin bilgiler Tablo 4’ de verilmistir. Sonuglara bakildiginda 6lgegin
ki kare istatistiginin serbestlik derecelerine orani (X2/DF) 3,76, kok ortalama kare
yaklagim hatast (RMSEA) 0,083, karsilastirmali uyum indeksi (CFI) 0,973, uyum
iyiligi indeksi (GFI) 0,952 dir. Goreli uyum indeksi (RFT) 0,948, diizeltilmis uyum
iyiligi indeksi (AGFI) 0,914, normlastirilmis uyum indeksi (NFI) 0,964 olarak
bulunmustur. Standart uyum o6lgiileri ile elde edilen veriler kiyaslandiginda iig
boyutlu faktor yapisinin yeterli uyum degerlerini sagladigint géstermektedir.

Tablo 4. Sembolik Tiiketim Olgeginin Dogrulayic1 Faktor Analizine Ait Uyum
Degerleri

Uyum Olgiisii Iyi Uyum Kabul Edilebilir Dogrulayict Olgiim
Degerleri Uyum Degerleri Modeli

X2/DF 0<X2/DF <3 0< X2/DF <4-5 3,76

RMSEA 0<RMSEA<0,05 0,05<RMSEA<0,10 0,083

GFI 0,95<GFI<1,00 0,90<GFI1<0,95 0,952

AGFI 0,90<AGFI<1,00  0,85<AGFI<0,90 0,914

NFI 0,95<NFI<1,00  0,90<NFI<0,95 0,964

CFI1 0,95<CFI<1,00 0,90<CFI<0,95 0,973

RFI 0,90<RFI<1,00 0,85< RFI <0,90 0,948

Kaynak: Schermelleh Engel-Moosbrugger- Miiller, 2003: 52; Dogan ve Sapmaz, 2012: 302

Sekil 3’ de goriildiigii iizere orijinal 6l¢ekte yer alan ifadeler ile ifadelerin 6lgmeye
yoneldigi yapilar arasindaki standartlastirilmis faktor yiikleri 0,30 degerinden
(Biiyiikoztiirk, 2005: 124) biiyiik elde edilmistir. Olgek ifadelerinin faktodr yiikleri
0,76 ile 0,90 arasinda degismektedir. Elde edilen veriler sonucunda 6lgekteki
dokuz ifadenin Slgegin iki faktorlii yapisini 6l¢tiigii, diger bir ifadeyle 6lgegin
faktoriyel gecerliginin saglandigi sGylenebilir.

Sekil 3. Sembolik Tiiketim Olgegi Faktdr Yapist
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5.3. Madde Analizine iliskin Bulgular

Gosterisci Tliketim Olgeginde yer alan maddelerin ayirt ediciligini belirlemek
amaciyla madde toplam korelasyon katsayilar1 hesaplanmis ve % 27 lik alt ve tist

grup karsilagtirmalari yapilmistir.

Tablo 5’ te belirtildigi gibi gdsterisci tiiketim 6lgeginde madde toplam korelasyonu
degerlerinin 0,309 ile 0,658 arasinda degistigi, %27’lik alt ve iist gruplarin madde
puanlarindaki farklara ait t-degerlerinin ise 9,169 ile 21,715 arasinda hesaplandig1
ve anlamli p<0,05 olasilik degerlerine sahip olduklar1 goriilmektedir. Genel
olarak diizeltilmis madde toplam korelasyon katsayisi 0,30 ve {izeri maddelerin
iyi maddeler olduklar belirtilmektedir (Biiytlikoztiirk, 2005: 171). Bu bulgulara
gore gosterisei titketim Slgeginde yer alan tiim maddelerin ilgili yapr ile yliksek

derecede iliskili ve ayirt edici olduklar1 soylenebilir.

Tablo 5. Gosterisci Tiiketim Olgegine iliskin Madde Analizi ve %27 Alt ve Ust

Gruplar Arasindaki Farkliliklara Ait T- Testi Sonuglar

Madde Toplam t-de-  p degeri
. Korelasyonu geri
Ifadeler
Satin aldigim yiiksek fiyatl: tiriinler, gevremdeki insanlara  ,321 9,257  ,000
hakkimda bilgi verir.
Bazi tirtinleri bagkalaria zengin oldugumu gostermek ,466 9,363  ,000
istedigim i¢in satin alirim.
Gosterisli ve liiks bir ig toplulugunun/kuliibiin {iyesi olmak ,527 15,761 ,000
isterim.
Imkanim olursa odama iinlii bir ressamuin tablosunu asmak ,309 9,169 ,000
isterdim.
Diger insanlara 6zgiin bir zevke sahip oldugumu goster- ,543 17,747,000
mek i¢in, sade dizayni olan bir iiriiniin ilging ve yaygin
olmayan bir versiyonunu satin alirim.
Herkes benim g6z zevkime sahip olmak ister. ,436 12,564 ,000
Egzotik bir goriiniime ve tasarima sahip triinler segerek ,658 21,715,000
arkadaslarima farkli oldugumu gosteririm.
Herkesin hayran oldugu kendime 6zgii stilimi yansitan ,617 20,229 ,000
iirtin ya da markalar1 secerim.
Her zaman {istiin kaliteli ve en iyi tirinleri satin alirim. ,488 12,413 ,000
Bagskalarina orijinal olmaktan hoslandigimi géstermek ,620 20,821 ,000
icin, genellikle Giriinlerin ilging versiyonlarini bulmaya
caligirim.
Bagkalarina ¢ok yonlil ve bilgili birisi oldugumu gosteri- ,502 14,836 ,000
rim.

Tablo 6’ da belirtildigi gibi deneyimsel tiiketim Slgeginde madde toplam korelasyonu
degerlerinin 0,603 ile 0,750 arasinda degistigi, %27’lik alt ve iist gruplarin madde
puanlarindaki farklara ait t-degerlerinin ise 16,043 ile 26,81 arasinda hesaplandig
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ve anlamli p<0,05 olasilik degerlerine sahip olduklar1 goriilmektedir. Genel olarak
diizeltilmis madde toplam korelasyon katsayisi 0,30 ve tizeri maddelerin iyi maddeler
olduklart belirtilmektedir (Biiyiikoztiirk, 2005: 171). Bu bulgulara gére deneyimsel
tilketim olceginde yer alan tiim maddelerin ilgili yap ile yiiksek derecede iliskili ve
ayrt edici olduklart s6ylenebilir.

Tablo 6. Deneyimsel Tiiketim Olgegine Iliskin Madde Analizi ve %27 Alt ve Ust
Gruplar Arasindaki Farkliliklara Ait T- Testi Sonuglart

Madde Toplam t- degeri p degeri

) Korelasyonu

Ifadeler
Yasadigim deneyim gercekten ,679 19,042 ,000
eglenceliydi.
Cok eglendim. , 726 22,206 ,000
Yasadigim deneyimden ¢ok keyif ,720 21,835 ,000
aldim.
Gergekten memnuniyet duydum. , 723 21,550 ,000
Urtine/ {irtinlere karst bakis agim ,750 22,231 ,000
genisledi.
Uriin/ tiriinler hakkinda daha fazla ,750 23,766 ,000
bilgi edindim.
Uriin/ driinler hakkinda bircok farkls , 725 22,983 ,000
sey 0grendim.
Uriinii/ iiriinleri deneyimlerken , 767 26,810 ,000
kendimi bagka diinyada hissettim.
Uriindi/ trtinleri deneyimlerken ,603 16,043 ,000
gercekten bir kacis gibi hissettim.
Uriinii/ tiriinleri deneyimlerken o ,621 17,859 ,000

kadar dahil oldum ki geri kalan her
seyi unuttum.

Tablo 7’ de belirtildigi gibi sembolik tiikketim 6l¢eginde madde toplam korelasyonu
degerlerinin 0,355 ile 0,789 arasinda degistigi, %27’lik alt ve list gruplarin madde
puanlarindaki farklara ait t-degerlerinin ise 15,633 ile 32,084 arasinda hesaplandig:
ve anlamli p<0,05 olasilik degerlerine sahip olduklar1 goriilmektedir. Genel
olarak diizeltilmis madde toplam korelasyon katsayis1 0,30 ve iizeri maddelerin
iyi maddeler olduklari belirtilmektedir (Biiylikdztiirk, 2005: 171). Bu bulgulara
gore sembolik tiikketim Slceginde yer alan tiim maddelerin ilgili yapi ile yiiksek
derecede iliskili ve ayirt edici olduklar1 soylenebilir.
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Tablo 7. Sembolik Tiiketim Olgegine Iliskin Madde Analizi ve %27 Alt ve Ust
Gruplar Arasindaki Farkliliklara Ait T- Testi Sonuglart

Madde Toplam  t- degeri p degeri
Korelasyonu
Maddeler
Satin aldigim {irtin benim kim oldugumu ,760 25,463 ,000
yansitir.
Kim oldugumu yansitan iiriinler kullanmak ,789 32,084 ,000
benim i¢in 6nemlidir.
Kullandigim {iriinii bana benzer kisilerin ,686 20,786 ,000
kullandigini hissetmek benim i¢in 6nemlidir.
Satin aldigim {irlin nasil biri olmak istedigimle , 784 30,917 ,000
benzerdir.
Satin aldigim tirlin kendimi nasil gérmek 775 25,370 ,000
istedigimle benzerdir.
Satin aldigim {irlin baskalarinin beni nasil ,673 20,674 ,000
gormesini istedigimle tutarlidir.
Satin aldigim iiriin kisisel yasam tarzimi ,714 20,230 ,000
yansitir.
Satin aldigim {irlin yasam tarzima tamamen ,664 16,235 ,000
uygundur.
Satin aldigim iirlin ve hizmetleri kullanmak ,676 15,633 ,000

yasam tarzimi destekler.

5.4. Giivenirlik Cahsmalarina iliskin Bulgular

Gtivenirlik analizi bir 6l¢egin tutarli 6l¢tim yapip yapmadigi ya da 6lcek maddeleri
arasinda tutarlilik olup olmadigim belirlemek i¢in yapilir. Bu amagla i¢ tutarlilik,
test tekrar, paralel formlar ve yariya bdlme giivenirligi bigciminde yontemler
kullamlmaktadir. I¢ tutarlilik giivenirliginin tespiti igin kullanilan yaygin
yontemlerden biri Cronbach alfa degerinin hesaplanmasidir (Bayik ve Giirbiiz,

2016: 9).

Gosterisci, sembolik ve deneyimsel tiiketim Olgeklerinin glivenirliklerini test
etmek amaciyla Cronbach Alfa degeri hesaplanmis ve Tablo 8’ de gosterilmistir.
Cronbach alfa degeri; 0,60< a < 0,80 ise dl¢ek oldukea gilivenilir ve 0,80< a < 1,00
ise 6lcek yiiksek derecede giivenilir bir 6lcektir (Ozdamar, 1999: 522). Elde edilen
bulgulara gore olcekler i¢ tutarliligl saglamakta olup, dlgeklerin yliksek derecede

giivenilirlige sahip olduklari sdylenebilir.
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Tablo 8. Giivenirlik Analizi Sonuglart

Alt Boyutlar ~ Alt Boyutlar ~ Cronbach Alfa CR  AVE

I¢in (o)
Cronbach Alfa

()
Gosterigei Tiiketim ,825 0,831 0,32
Olgegi

Hedonizm 931 0,931 0,77

Deneyimsel Tiiketim Egitim 203 921 0,906 0,76
Olgegi Kagis ,868 0,861 0,68
Sembolik Tiiketim Benlik ,926 ,928 0,926 0,68
Olgegi Yasam tarzi 843 0,845 0,65

AVE degeri “Average Variance Extracted” m kisaltmasi olup, ilgili faktdrde yer
alan faktor yiiklerinin karelerinin toplaminin aritmetik ortalamasi alinarak her bir
faktor yapisi i¢in ayri ayri hesaplanmaktadir. “Composite Reliability ” nin kisaltmast
olan bilesik giivenirlik (CR) degeri ise lic asamada hesaplanir. Birinci asamada
ilgili faktorde yer alan her bir maddenin faktor yiikleri toplanir ve toplam degerin
karesi almir. Tkinci asamada oncelikle maddelerin hata varyanslarini bulmak igin
her bir maddenin faktor yiiklerinin karesi alinarak ayr1 ayr1 1 degerinden ¢ikarilir.
Ardindan maddelerin hata varyanslar1 toplanarak faktoriin hata varyansi elde edilir.
Son asamada ise faktor yiiklerinin toplamimin karesi ile faktoriin hata varyansi
toplanarak faktor yliklerinin toplaminin karesine boliiniir (Erol, 2019: 551-553). CR
degerinin esik noktasi, Cronbach alfa degeri gibi 0,70 dir. AVE degerinin ise 0,5’
ten bilyiik olmas1 gerekmektedir. Ayrica tiim giivenirlik degerlerinin (CR ve o) AVE
degerlerinden biiylik olmasi gerekmektedir (Fornel ve Larcker, 1981: 46).

Tablo 8’de dlceklerden elde edilen bilesik giivenirlik (CR) degerlerinin tiim faktorler
icin iyi diizeyde oldugu goriilmektedir. AVE degerinin sadece Gosterisgi Tiiketim
Olgeginde kabul edilen degerin altinda oldugu goriilmektedir. Fornell ve Larcker
(1981: 46) ortalama agiklanan varyans degerinin kat1 bir 6l¢iit oldugunu ve diger
giivenirlik degerlerinin tatmin edici olmas1 durumunda 0,50’nin altindaki degerlerin
de kabul edilebilecegini belirtmektedirler. Ayrica Cokluk vd. (2014) tek faktorli
Ol¢eklerde agiklanan toplam varyansin %30 ve tlizerinde olmasinin, ilgili kavram ve
yapiin tek boyutla dl¢iilebilirliginin bir gostergesi oldugunu ifade etmislerdir. Bu
bilgilerden hareketle bilesik giivenirlik (CR) degerlerinin tiim AVE degerlerinden
biiyiik olmasi, 6l¢eklerin yakinsak gecerligini sagladigini gostermektedir (Fornel ve
Larcker, 1981: 46).

6. Tartisma ve Sonuc¢

Tiiketim, insanhigin baslangicindan itibaren insan yasaminda var olan bir olgudur.
Siire¢ igerisinde tiiketimin anlami ve bireylerin tiiketme nedenlerinde degisiklikler
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yasansa da tiiketim, giinliik hayatin vazgegilmezi olarak bireylerin yasaminda yer
almaktadir. Literatiir incelendiginde gosterisci, deneyimsel ve sembolik tiiketimle
ilgili 6l¢eklerin Tiirkge gecerlilik ve giivenirliklerinin test edilmedikleri goriilmiistiir.
Bu nedenle ¢aligmanin amaci; gosterisei tilketim, deneyimsel tiiketim ve sembolik
tilketim Slgeklerini Tiirk diline uyarlamak, gegerlik ve glivenirliklerini test ederek
literatiire katkida bulunmaktir. Gelecekte gosteris¢i, deneyimsel ve sembolik
tiketim ile ilgili gergeklestirilecek kapsamli arastirmalar i¢in destek sunmasi
adina, dlgeklerde yer alan boyutlar arasinda tanimlanan iligkilerin agiklanmasi ve
dogrulayict faktor analizi sonucu boyutlarin gecerlilik ve gilivenirliklerinin tespit
edilmesi c¢alismanin 6nemini gostermektedir. Elde edilen sonuclar gdsterisci,
deneyimsel ve sembolik tiiketim Sl¢eklerinin gegerlilik ve gilivenirlik degerlerinin
kabul edilebilir diizeyde oldugunu gdstermektedir.

Oncelikle dlgekler orijinal formundan Tiirkce’ ye gevrilmis, ardindan ‘geri ¢eviri’
yontemiyle dilsel esdegerligi saglayip saglamadigi incelenmistir. Cogu zaman
Olcek uyarlama calismalarinda dlgegi olusturan maddelerin oldugu gibi ¢evrilmeye
calisildigr goriilmektedir. Bu durum 6lgegin gegerliligini ve giivenilirligini olumsuz
yonde etkilemekte olup, baz1 maddelerin 6lgekten c¢ikarilmasimi gerektirmektedir.
Bunun yerine 6lgekteki maddelerin dil bakimindan oldugu kadar kiiltiir agisindan
da uyumunun saglanmasi 6nem kazanmaktadir. Bu amagla dil bakimimdan
esdegerliligin saglanmasi siirecinde alan uzmanlarimin yani sira birden fazla yabanci
dil uzmanm ve Tirk dil uzmanlarinin siirece katilmast ve ortak bir goriis altinda
toplanilmas1 6lgegin standardizasyonu bakimindan 6nem arz etmektedir (Seger,
2018:66). Buradan hareketle dlcek maddeleri Ingilizce ve Tiirkce dil uzmanlarinin
yani sira pazarlama alaninda uzman Ogretim iiyelerine gonderilerek literatiire
uygunlugu hakkinda gériis alinmistir. Olgek maddelerinin uygun oldugu goriisii
alindiktan sonra 50 kisilik deneme grubuna uygulandiktan sonra ana drneklem
izerinde uygulama yapilmstir. Analiz agamasinda ilk olarak madde analizi yapilmus,
6lgek maddelerinin temsil giiciiniin yeterli oldugu tespit edilmistir. Diizeltilmis
madde toplam korelasyon katsayisi 0,30 ve iizeri maddelerin iyi maddeler olduklari
kabul edilmektedir (Biiyiikoztiirk, 2005: 171). Olgeklerin giivenirlikleri i¢ tutarlilik
yontemi ile belirlenmistir. Elde edilen Cronbach Alfa degerleri 6lgeklerin yiiksek
derecede giivenilir oldugunu gostermektedir.

Olgeklerin yap1 gegerliligini ortaya koymak iizere dogrulayici faktor analizi (DFA)
uygulanmustir. Yapilan analiz sonucunda elde edilen veriler standart uyum oSlgtitleri
ile karsilastirilmis ve Slceklerin yeterli uyum degerlerini sagladiklari belirlenmistir.

Olgeklerin orijinal formlari besli, altili ve yedili Likert tipi olmasina ragmen dlgekler
Tiirk¢e anlam ve anlasilirlik agisindan besli Likerttipine doniistiiriilmiistiir. Olgeklerin
bu sekliyle Tiirk toplumunda kolaylikla uygulanabilecegi dngoriilmektedir. Sonug
olarak; gosterisci, deneyimsel ve sembolik tiiketim dlgeklerinin Tiirk toplumunda
gecerli ve glivenilir bir 6lgme arac1 oldugu sdylenebilir.

Arastirmanin bazi smirliliklart da mevcuttur. Arastirmanin sadece Bati Akdeniz
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Bolgesinde yasayan tiiketiciler {izerinde uygulanmasi ve bu bolgede yasayan
tiim tiiketicilere ulagilamamasi aragtirmanin kisitlarindan biridir. Diger kisit ise
aragtirmaya katilan tiiketicilerin eksik ya da yanlis bilgi verme, yanlis isaretleme
gibi istem dis1 nedenler, olumsuz i¢ ve dis faktorler ya da ifade sayisinin fazla
olmasindan 6tiirii eksik bilgi vermis olma olasiliklaridir.
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ADAPTATION OF CONSPICUOUS, EXPERIENTIAL, AND SYMBOLIC
CONSUMPTION SCALES TO TURKISH

EXTENDED ABSTRACT
1. Introduction

Looking at the national and international literature, it is seen that many studies
try to determine the conspicuous, experiential and symbolic consumption trends.
Scale adaptation studies are studies aiming at the adaptation of scales developed
in different cultures to other languages and cultures (Kiliger and Odabasi, 2010:
154). The scale adaptation study is not only using the scale by translating it into
a language but also adapting it to the relevant culture by making validity and
reliability studies and necessary analyzes. In this context, the aim of the research
is to adapt the conspicuous, experiential, and symbolic consumption scales to
Turkish culture and language and to test their validity and reliability. When the
literature on the subject was examined, it was seen that the validity and reliability
of the scales in question were not tested. For this reason, it is thought that the
adaptation of the relevant scales to Turkish will contribute to the marketing
literature.

2. Literature Review

Conspicuous Consumption: Conspicuous consumption is the purchase of a
product or service in order to show one’s status or prestige to the environment.
The basis of conspicuous consumption is the individual’s respect and prestige to
his environment (Giileg, 2015: 63).

Experiential Consumption: Experiential consumption is spending money with
the main purpose of acquiring a life experience, which is an event or sequence
of events that are personally encountered or lived (Van Boven and Gilovich,
2003: 1194). Individuals are happier in experiential purchases than in material
purchases. For example, according to individuals, it is more valuable and pleasing
to experience a safari instead of buying any product (Tu and Hsee, 2018: 6).

Symbolic Consumption: Symbolic consumption is the acquisition, creation,
protection, and presentation of existential identity through consumption (Sun et
al., 2014: 55). Products are seen as symbolic elements, and consumers evaluate
their symbolic features while purchasing the product. The phrase “Tell me what
you consume, and I will tell you who you are” is expressed according to this
consumption style.

3. Scale Adaptation and Process

In the scale adaptation study, the steps applied as a result of the literature review
are as follows (Hambleton ve Patsula, 1999; Deniz, 2007; Bayik ve Giirbiiz, 2016;
Iseri ve Unal, 2010; Acar Giivendir ve Ozer Ozkan, 2015):
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e Determining which of the scale development or scale adaptation studies will be
useful following the purpose of the research.

e Obtaining permission from the researchers who developed the scale for the
adaptation study.

¢ Ensuring the existence and equivalence of the structure of the measured trait in
the cultures and language groups to be adapted.

e [dentifying good translators who are proficient in both languages.

e Translation and adaptation of the scale to the target language.

e Reviewing the adapted scale and making relevant corrections, if any.
e Making necessary corrections, if any, by back-translating.

e Receiving the opinions of experts in the field.

e Application of the adapted version of the scale in a small number of experimental
groups.

e Making the main application to the participants including the target audience.
e Substance analysis after the main application.
e Making reliability and validity analyses of the scale.

e Comparison of the validity, reliability, and item analyses obtained as a result of
the main application with the statistical results in the original version of the scale.

¢ Ensuring linguistic equivalence of the scale.
e Giving the final shape to the adapted scale by considering the whole process.
4. Method

After the literature review, it was decided to adapt the scale, which was suitable
for the research, into Turkish. Obtaining permission to use the scale according
to the correspondence addresses in the articles for the conspicuous consumption
scale developed by Chaudhuri, Mazumdar, and Ghoshal (2011), the experiential
consumption scale developed by Chen, Leask, and Phou (2016), and the symbolic
consumption scale developed by Tangsupwattana and Liu (2018) e-mail has been
sent. After the necessary permissions were obtained, the translation work was
started.

In this context, the scale was first translated into Turkish and sent to experts in
English language and literature. The scale items were evaluated by a team of
three experts regarding the appropriateness of the translations, the adequacy of
the word and sentence structures, the intelligibility of the items, and their cultural
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suitability. After the corrections made as a result of the first evaluation, the
items were translated into the source language by the re-translation method. The
translation into the source language was re-evaluated by the same experts and
compared with the original scale, and the final version of the scale was obtained.
Then, the scale statements were sent to the faculty members who are experts in
the field of marketing, and their opinions were taken. As a result of all evaluations
being positive, it was decided that the scale items were suitable for the pilot study.
Next, the adapted scale was applied to a small experimental group containing a
target audience of 50 people. It was tried to determine whether the questions were
perceived differently by different participants at this stage. Then, the application
was made to the main target audience. An online questionnaire was applied to 400
people with a convenience sampling method. Participants were informed before
the study, and the application was carried out only with individuals who wanted
to participate voluntarily.

In the research, confirmatory factor analysis was first applied to test the construct
validity of the scales. Then, item analysis was conducted to determine the
distinctiveness and representativeness of the items. In order to determine the
reliability of the scales, the Cronbach’s Alpha value was calculated by using the
internal consistency reliability method. Then, the scales’ convergent validity and
construct reliability (composite reliability) were examined by calculating the CR
and AVE values. IBM SPSS 25.0 and AMOS 21.0 package programs were used
to for the analysis.

5. Findings

There are descriptive statistics of 400 participants in the sample group. Of the
participants, 215 (53.8%) are female, and 185 (46.2%) are male consumers. 53.5%
of the group is single, 46.5% is married. 36.3% of the study group has a bachelor’s
degree, and 37.5% has a personal income of less than 1000 TL. In addition, the
ages of the participants ranged from 14 to 67, with a mean age of 30.39 (SD = 10,
6).

According to the results of the confirmatory factor analysis in the conspicuous
consumption scale, the ratio of the chi-square statistics to the degrees of freedom
(X2/DF) is 3.38 root mean square approximation error (RMSEA), 0.077
comparative fit index (CFI), 0.906 goodness-of-fit index (GFI) 0.935. The relative
fit index (RFI) was 0.842, the adjusted goodness-of-fit index (AGFI) was 0.903,
and the normed fit index (NFI) was 0.873. When the data obtained with standard fit
measures were compared, it was shown that the one-dimensional factor structure
provided sufficient fit values.

According to the results of the confirmatory factor analysis in the experiential
consumption scale, the ratio of the chi-square statistic of the scale to the degrees
of freedom (X2/DF) is 3.889 root mean square approximation error (RMSEA)
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0.085 comparative fit index (CFI) 0.971 goodness-of-fit index (GFI) 0.943. The
relative fit index (RFI) was 0.946, the adjusted goodness-of-fit index (AGFI) was
0.901, and the normed fit index (NFI) was 0.962. When the data obtained with
standard fit measures are compared, it is seen that the three-dimensional factor
structure provides sufficient fit values.

According to the results of the confirmatory factor analysis in the Symbolic
Consumption Scale, the ratio of the chi-square statistic of the scale to the degrees
of freedom (X2/DF) is 3.76 root mean square approximation error (RMSEA)
0.083 comparative fit index (CFI) 0.973 goodness-of-fit index (GFI) 0.952. The
relative fit index (RFI) was 0.948, the adjusted goodness-of-fit index (AGFI) was
0.914, and the normed fit index (NFI) was 0.964. When the data obtained with
standard fit measures are compared, it shows that the three-dimensional factor
structure provides sufficient fit values.

The Cronbach Alpha value was calculated to test the reliability of the conspicuous,
symbolic, and experiential consumption scales. Cronbach’s alpha value; if 0.60<
a < 0.80, the scale is highly reliable, and if 0.80< a < 1.00, the scale is highly
reliable (Ozdamar, 1999: 522). According to the findings obtained, the scales
provide internal consistency, and it can be said that the scales have a high degree
of reliability.

6. Discussion and Conclusion

When the literature on the subject was examined within the scope of the research,
it was seen that the validity and reliability of the scales related to conspicuous,
experiential, and symbolic consumption were not tested. For this reason, the scales
related to conspicuous, experiential, and symbolic consumption were adapted into
Turkish. The calculated Cronbach Alpha values show that the scales are highly
reliable in the study, which was carried out by following the scale adaptation
steps. In addition, it is seen that the composite reliability (CR) values of the scales
are at a good level for all factors. As a result of the confirmatory factor analysis
(CFA) performed to reveal the construct validity of the scales, it can be said that
the factorial validity of the scales was achieved. In addition, the AVE values of
the scales were calculated. CR values are greater than all AVE values , indicating
that the scales provide convergent validity (Fornel and Larcker, 1981). Thus,
conspicuous, experiential, and symbolic consumption scales, whose validity and
reliability were tested, were brought to the literature. It can be said that the scales
are suitable for the structure of Turkish society and can be used in future research.
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INFLUENCER’LARIN ALGILANAN OZELLIKLERININ TUKETICi
SATIN ALMA DAVRANISI UZERINDEKI ETKiSi

oz

Bu c¢alismanin amaci, Influencer’larin algilanan zelliklerinin (bilgilendirme, algilanan
kullanim kolaylig1 ve hayranlik) satin alma niyeti ve satin alma davranisi iizerindeki
etkilerini arastirmaktir. Bu calismanin anakiitlesi, sosyal medya kullanan ve en az
bir influencer takip eden kisilerdir. Analizler IBM SPSS 20 ve SmartPLS 3.3.3 paket
programlari aracilifiyla gerceklestirilmistir. Caligmada, onerilen arastirma modelindeki
iliskileri test etmek igin sirasiyla dogrulayici faktor analizi ve yapisal esitlik modellemesi
(YEM) analizi yapilmistir. Yapisal esitlik modellemesi analizi sonucunda bilgilendirme,
algilanan kullanim kolaylig1 ve hayranligin satin alma niyeti lizerinde pozitif ve anlaml
dogrudan etkileri oldugu bulunmustur. Ayrica bilgilendirme, algilanan kullanim kolaylig1
ve hayranligin satin alma davranisi iizerinde pozitif ve anlamli dolayl: etkileri vardir.
Bu ¢alismanin literatiire yapmis oldugu temel katki, bilgilendirme, algilanan kullanim
kolaylig1 ve hayranligin satin alma niyeti iizerindeki etkilerini agiklamak, ayn1 zamanda
bu degiskenlerin etkileyici pazarlama baglaminda hem satin alma niyeti hem de satin alma
davranisi tizerindeki etkilerini birlikte ele alarak kapsamli bir sekilde ortaya koymaktir.

Anahtar Kelimeler: Etkileyici Pazarlama, Sosyal Medya, Bilgilendirme, Algilanan
Kullanim Kolayligi, Hayranlik, Satin Alma Niyeti, Satin Alma Davranist
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1. Introduction

Marketing can be defined as the process of creating value for consumers, building
strong relationships with the consumer, for companies to provide value from
consumers (Kotler and Armstrong, 2018). Marketing can be treated as a living
organism that is evolving over time and adapts with technological developments.
The business and marketing world significantly changed since the first internet
website was released in 1991 at CERN. Approximately three billion people around
the world regularly use the internet in order to have fun, expand their networks,
and reach new products. The wide use of the internet changed the behaviors of
the consumers and companies towards companies and consumers, respectively
(Chaffey and Chadwick, 2015).

The changes in consumer behaviors lead to new marketing strategies such as
digital marketing, social media marketing, and influencer marketing. Today, we
consider the concept of digital marketing as a roof of the modern marketing world.
Recently, the studies have focused on developing digital marketing strategies and
making these strategies more effective. Wymer (2011) examines the social media
marketing campaigns and presents a model for improving the social marketing
strategic planning. Giligdemir (2017) presents the benefits of social media
marketing on brands. Bil and Ozkaya (2021) briefly present the effects of the data
collected by social media on marketing research.

Companies organize the process of content production by themselves or
influencers, especially the consumer-centered. The brands in social media need
to consider the content they produce in the process of producing content at
the point of encouraging viral dissemination. The most important factor is the
possible need for the content to meet the needs of the target audience, as well as
support the images of the people who are intended to spread the content (Yeygel
Cakir, 2020). After companies realize that social media marketing is starting to
lose effectiveness on the consumer, they find a new strategy that makes people
closer to their products and services through influencers (Deepak, 2020). Today,
digital influence is the hottest subject in social media. Digital influence is defined
as “the ability to cause effect, change behavior, and drive measurable outcomes
online” (Kostic et al., 2018). In this context, a new branch of digital marketing
emerges, influencer marketing, which is more powerful than social media
marketing. Companies increasingly make use of the influencers as their brand
influencers. In addition, companies target the right audience and promote their
products and services effectively. The duty of the enterprises is to be included in
these platforms by preparing informative, entertaining, and reliable content that
includes the information sought about the product and brand (Inal et al., 2020).
In addition, according to research by Statista (2021), influencer marketing market
value became twice as valuable from 2019 to 2021. This particular market has
grown from $6.5 billion to $13.8 billion in just three years.
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When the influencer marketing literature is examined, it is seen that influencers
play an important role in promoting products and services, and choosing the right
influencers is of great importance (Bakker, 2018; Lin et al., 2018; Yesiloglu and
Costello, 2020; Zak and Hasprova, 2020). According to Lin et al. (2018) “online
opinion leaders should be used to promote the experiential (hedonic) and functional
(utilitarian) value of products and services over different online forums.” Moreover,
literature studies have shown that the positive relations between informativeness,
perceived ease of use, admiration, and purchase intention (Freeman and Chen,
2015; Lee and Hong, 2016; Kian et al., 2017; Lou and Yuan, 2019; Hanjaya et al.,
2019; Dwidienawati et al., 2020). The most important contribution of this study to
the literature is to reveal whether the purchase intention advance to the purchase
behavior. However, the number of studies that deal with these variables in the
context of influencer marketing is very few. Moreover, we aim to show the effects
of informativeness, perceived ease of use, and admiration variables on purchase
intention and purchase behavior by considering them in influencer marketing and
Turkish social media users.

This study consists of eight parts. In the introduction section, general information
about the study is given. Secondly, the influencer marketing concept is discussed.
Thirdly, the variables in the research model are defined. The fourth section
examined the literature on the relationship between influencers’ perceived
characteristics (informativeness, perceived ease of use, admiration) and purchase
intention and purchase behavior, and research hypotheses were developed. In the
fifth section, the research method is expounded. Thereafter, the research data is
analyzed with confirmatory factor analysis and the structural equation modeling
analysis in the sixth section. In the next section, the discussion and conclusion are
presented. The contributions of the study are emphasized by comparing with the
literature and presenting suggestions for researchers and practical life-oriented
perspectives. The last section presents the theoretical and managerial implications
and limitations.

2. Influencer Marketing

The constant development of technology and social media platforms direct the
companies to adapt to the changing and growing needs of the audience. Therefore,
the companies use one of the fundamental principles of information dissemination
in social media, which is word of mouth (WOM) from person to person. Businesses
make agreements with popular social media users, called influencers, to introduce
and commercialize their products on social media (Topalova, 2021). In other
words, according to the definition made by the American Marketing Association,
“influencer marketing focuses on leveraging individuals who have influence over
potential buyers and orienting marketing activities around these individuals to
drive a brand message to the larger market” (AMA, 2021). According to Lou
and Yuan (2019), “influencer marketing is defined as a strategy that utilizes the
personal influence of important opinion leaders to increase consumers’ brand
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awareness and purchase intention.” There is a rising concept due to the increasing
usage of social media users that is influencer marketing.

Influencer marketing concerns marketing products and services to the people
who have an influence over what others buy. The reason for marketing impact
is originated from the individual’s expertise, reputation, or popularity. Influencer
marketing has common with word-of-mouth marking; however, there is a slight
difference, such as influencer marketing does not depend on strict suggestions
(Marketing School, 2020).

The main characters of influencer marketing are the influencers. Deepak (2020)
defines influencers as “people who cover certain topics (bloggers, athletes,
celebrities, etc.) and genuine in doing so tend to have quite a few followers,
readers, and fans.” Influencers have different ways of reaching their followers.
As aresult of the different ways of reaching their followers, there are many types
of influencers defined in the literature, such as opinion leaders, experts, social
media luminaries, celebrities, trendsetters, bloggers, vloggers, and so on (Morteo,
2018). The differences between these types arise from the origin of influence,
the main source of influence, the number of followers, the engagement per post,
the platforms. In this study, we mainly focus on the influencers on the social
media platforms such as Instagram, Facebook, Pinterest, Youtube, etc. Thus, the
influencers are named with respect to the platform they use. For example,

Bloggers: The people who use a blog to publish content regularly.
Vioggers: The people who do what the bloggers do in the form of videos.

Instagramer: The people who have many followers on Instagram and share
photographs.

The influencers are also classified concerning the number of followers. Mega
influencers, i.e., social superstars, are the people who have more than a million
followers. Macro influencers are followed by 100.000- 1.000.000 subscribers, and
micro-influencers have 1000 to 100.000 followers. Nano influencers are appealed
to less than 1000 followers (Vyatkina, 2020).

Influencer marketing is one of the most popular and efficient social media
marketing techniques. By cooperating with internet celebrities, businesses can
reach a massive audience and promote their products and services to potential
consumers. Apart from increasing brand awareness, cooperation with influencers
can also increase revenues for all types of companies. According to Statista’s
research, in 2021, nearly 3.7 billion U.S. dollars were predicted to be spent on
influencer marketing in the USA. This situation would point out an increase of 33
percent compared to 2020, with further growth expected in the future (Statista,
2021).
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According to Statista (2021), Instagram is the most popular social media platform
for influencer marketing. Content creators adopt the Instagram application for its
various features. Noticing that Instagram also has an inherent shopping tab, it is
not surprising that marketers aim to boost influencer endorsement on Instagram
in the future. In addition, TikTok has also become increasingly relevant due to its
massive reach, especially among Gen Z internet users.

The effect of the influencers on the creation of consumer purchase intention is
impressive and remarkable (Adnan et al., 2017). An increasing number of social
media users make this type of marketing more popular. If the companies know
how to decide the right influencer, they can successfully organize their campaigns
and run the promotions. Vyatkina (2020) concludes that influencer marketing
has impacted many numbers of brands. Moreover, it is shown that the usage of
influencers provides a great reach of a brand due to the already built connection
and trust between the influencers and their followers. It is also concluded that
influencer marketing is more advantageous than a typical digital marketing
campaign. Wielki (2020) results that influencer marketing has a great impact on
the promotional activities in the promotion ecosystem. In addition to this, it is
stated that the influencers successfully transfer the information about a specific
product or service, and they increase brand awareness. Jarrar et al. (2020) state
that influencer marketing is very effective on immediate sales.

3. Definition of Variables

This section presents the basic theories associated with the research topic and the
definition of dependent and independent variables used in the research model.
The relationships between dependent and independent variables are briefly
explained according to the literature. This study can be associated with two main
theories, namely Technology Acceptance Model and Planned Behavior Theory.
The Technology Acceptance Model (TAM) was proposed by Davis (1989) and
the acceptance of technology by the user; it is a model that argues that it may
occur depending on the variables (1) Perceived Benefit and (2) Perceived Ease
of Use. In our study, the perceived ease of use variable is added to the research
model. Planned Behavior Theory (TPB) (Ajzen, 1988; 1991) tries to predict the
intention of people to perform a behavior. In addition, according to Ajzen (2015),
the intention is the most important factor for predicting behavior. In this context,
the effect of purchase intention on purchasing behavior is also examined in the
study.

3.1. Informativeness: The adapted definition of informativeness to influencer
marketing is the amount and richness of the information provided by the influencer,
containing information about a company and its products and services (Richard,
2005). The type and quality of the information provided by a website or influencer
are important (Pearson, 2012). McKinney et al. (2002) state the three key factors
of the useful information as being valuable, informative, and helpful in their web
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satisfaction model. It means that an influencer’s information should be realistic
and reliable for the audience.

3.2. Perceived Ease of Use: Davis (1989) defines the perceived ease of use as
“the degree to which a person believes that using a particular system would be free
of effort.” Nunkoo et al. (2013) present a positive relationship between perceived
ease of use and purchase intention. Hanjaya et al. (2019) claim ease of use is
predicted to bring a certain connection to a consumer’s repurchase intention.
Consumer’s perceived ease of use is not only about the use of the technology.
It also covers the capability of the identification of the best product or service
by comparing its advantages and disadvantages (Kian, 2017). In our study, we
consider the effects of making it easier for customers to search and buy products
through influencer posts on the purchase intention.

3.3. Admiration: Schindler et al. (2013) define admiration as “positive emotions
in response to an outstanding person or object.” Promoted or recommended
product by someone that the consumer admires and trusts causes the consumer to
intend to buy although the consumer does not physically need it. Therefore, brands
choose famous people as advertisement faces in order to establish a longtime bond
between the product or brand and the consumer (Dwivedi and Johnson, 2013).

3.4. Purchase Intention: Fishbein and Ajzen (1975) define purchase intention
as the objective intention of consumers toward a product or service. Lu (2014)
proposes the definition of purchase intention as “purchase intention is a consumers’
willingness to buy a given product at a specific time or in a specific situation.”
According to Spears and Singh (2004), purchase intention refers to the intention
of consumers to deliberatively plan or endeavor to buy products of a brand.

3.5. Purchase Behavior: Consumer purchase behavior is a decision process
about buying and using a product or service. Consumers decide their needs or
wants; then, they start to research about the product or the services that meet their
needs or wants (Anjana, 2018). With the development of the consumer behavior
models, consumer behavior took place in marketing in the middle of the 60’s
(Parameshwaran, 2010). Purchase behavior can be defined as “a process, which
through inputs and their use though process and actions lead to the satisfaction of
needs and wants” (Enis, 1974).

4. Research Model and Hypotheses Development

In this research, influencers’ perceived characteristics (informativeness, perceived
ease of use, admiration) are associated with purchase intention and purchase
behavior. Research hypotheses are presented with regard to the relationship
between influencers’ perceived characteristics and purchase intention and purchase
behavior in the four subtitles below.
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4.1. Informativeness and Purchase Intention

Informativeness is crucial in online shopping since eWOM is a good source of
information. Influencer reviews may be evaluated as eWOM because the influencers
share their experiences and thoughts about the product or service. Luo (2002) states
that the time consumption for specific information needed by the consumer reduces if
the recommendation agents, the influencers, in this case, provide useful information.
Therefore, it helps to increase purchase intention. The study by Lee and Hong (2016)
proved the positive role of informativeness on customers’ reactions to social media
advertisements and, therefore, their intention to purchase the products presented in
social media advertisements. Lou and Yuan (2019) determined that the informative
value of the content created by the influencer positively affects consumers’ purchase
intention. Dwidienawati et al. (2020) state that informativeness has an impact on
purchase intention, especially for luxury products. In our study, we investigate how
the informativeness of an influencer influences the purchase intention of a consumer.

H, Informativeness has a positive and significant effect on purchase intention.

H_ Informativeness has a positive and significant indirect effect on purchase
behavior through purchase intention.

4.2. Perceived Ease of Use and Purchase Intention

Sin et al. (2012) investigate young Malaysian consumers and their purchase
intention in social media websites. The study also reveals that the perceived
ease of use has a positive impact on the purchase intention. Kian et al. (2017)
statistically analyze the factors affecting the purchase intention in social media
websites. They present a multiple linear regression model containing some
factors. Moreover, there is a significant effect of perceived ease of use on
purchase intention. Moslehpour et al. (2018) state that conducted with Taiwanese
consumers, perceived ease of use was found to be the variable with the strongest
positive effect on purchase intention. The study by Hanjaya et al. (2019), which
investigated the effect of various factors on purchase intention, determined that
ease of use in Singapore affected online purchase intention. In this context, we
investigate the effect of perceived ease of use on purchase intention from the point
of influencers’ characteristics.

H, Perceived ease of use has a positive and significant effect on purchase intention.

H, Perceived ease of use has a positive and significant indirect effect on purchase
behavior through purchase intention.

4.3. Admiration and Purchase Intention

The consumption of a consumer trying to connect with an influencer admired is
affected by the influencers’ promoted products. As a result, consumers tend to
purchase those products (Kadioglu, 2013). Since people trust those they admire
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more than any other brand promotion, it is highly important for a reassessment
of brand strategy (Dreifaldt and Drennan, 2019). This admiration can also have
an impact on purchase intention. According to Freeman and Chen (2015), the
consumers intending to purchase a product that admires influencers’ are influenced
positively. According to the literature, it is observed that admiration has positive
effects on purchase intention (Trivedi and Sama, 2020; Colakoglu and Kéleoglu,
2020; Gupta et al., 2021). In this context, we investigate the effect of admiration
on purchase intention in the view of influencers’ characteristics.

H, Admiration has a positive and significant effect on purchase intention.

H, Admiration has a positive and significant indirect effect on purchase behavior
through purchase intention.

4.4. Purchase Intention and Purchase Behavior

Fishbein and Arjen (1975) and Ghosh (1990) say that purchase intention is one of
the key factors for consumers while their intention turns to the buying behavior.
The greater the consumer’s desire to purchase, the greater intention to terminate the
purchase behavior (Gruber, 1970). Therefore, the purchase intention is considered
when there is a study about the consumer’s purchase behavior. Researchers generally
use purchase intention as a dependent variable in their studies (Musharraf and Tabhir,
2013). Butt (2016), in his study, concludes that the purchase intention and consumer
perception directly impact consumer purchase behavior. Various studies in the
literature (Ayo et al., 2016; Zarei et al., 2019) also indicate that purchase intention
affects purchase behavior. In this context, we investigate the effect of purchase
intention on purchase behavior by considering the influencers’ characteristics.

H, Purchase intention has a positive and significant effect on purchase behavio

The research model shown in Figure 1 is developed:

Informativeness

Purchase

Perceived Ease Purchase
of Use Intention

H4 Behavior

Admiration

Figure 1. Research Model
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In the light of the literature review carried out within the context of the study, in
the research model developed, the effects of influencers’ perceived characteristics,
which are considered as informativeness, perceived ease of use, and admiration on
purchase intention and purchase behavior, are examined.

5. Methodology

This research mainly investigates the effects of the influencers’ perceived
characteristics on consumer purchase intention and purchase behavior. The main
population of this research is people who use social media and follow at least one
influencer. Within the scope of the study, in order to represent this population in
the best way and to describe certain characteristics of the population, quantitative
research techniques were used in our study, and a survey was applied as a data
collection tool. Since the sample on which the data will consist of people using
social media and following at least one influencer, the sample was chosen
according to the convenience sampling method, one of the non-random sampling
techniques. The questionnaire forms contain two parts as categorical questions
and questions presented as Likert scale. The scales used to evaluate the perceived
characteristics of influencers, consumer purchase intention, and purchase behavior
are widely accepted in the literature. The questionnaire items were scored on a
five-point Likert scale, ranging from “strongly disagree” to “strongly agree.” The
scale includes 21 items in total in these scales created by considering the literature.

The scale in the study was generated by doing a detailed literature review
associated with influencers’ perceived characteristics (informativeness, perceived
ease of use, admiration), purchase intention, and purchase behavior based on the
studies conducted by Putrevu and Lord (1994), Zeithaml et al. (1996), Martin
and Bush (2000), Gefen et al. (2003), Yuan and Jang (2008), Schindler (2014),
Dao et al. (2014), Baldus et al. (2015). In this context, the “Informativeness”
scale with five items developed by Dao et al. (2014) and Baldus et al. (2015);
“’Perceived Ease of Use” scale with four items developed by Gefen et al. (2003),
“’Admiration” scale with six items developed by Schindler (2014); “’Purchase
Intention™ scale with three items developed by Putrevu and Lord (1994) and
Yuan and Jang (2008); “’Purchase Behavior” scale with three items developed by
Putrevu and Lord (1994) and Zeithaml et al. (1996).

An online survey technique was used to collect data in order to test the research
model and hypothesis of the study. Before the data collection, the pilot test was
run with 30 participants to test the understandability of the items in the survey and
detect possible deficiencies. As a consequence of the pilot study, the questionnaire
application continued without deleting any item from the questionnaire form. The
pilot and main surveys were conducted between 01 April - 01 June 2021. 403
questionnaires were reached, and 403 useable questionnaires were included in
the analysis. IBM SPSS 20 and SmartPLS 3.3.3 package programs were used
in the analysis. In the study, confirmatory factor analysis and structural equation
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modeling (SEM) analysis were performed to test the relationships in the proposed
research model, respectively.

6. Analysis Results
6.1. Findings Regarding Participants

Data on the demographic characteristics of the respondent participating in the
study are shown in Table 1.

Table 1. Descriptive Statistics of Respondents

Descriptive Statistics Frequency Percent Descriptive Statistics Frequency  Percent
2825 TRY 116 288
and below

Female 224 55.6 £826.3500
TRY 49 12.2
%;O;'S 000 10 25.1
Gend Male 7 e f/{veriﬁe 5001-8000
ender onthly -
Income TRY %0 223
8001-10000
TRY 15 3.7
Total 403 100 10001 TRY 1 79
and above
Total 403 100.0
18-25 148 36.7 Elementary 4 1.0
26-33 160 39.7 High School 70 17.4
. Associate
Age 34-41 60 14.9 Education Degree 25 6.2
Level
42-49 23 5.7 Bachelor 188 46.7
Degree
S0 and ), 3.0 Postgraduate 116 28.8
older
Total 403 100 Total 403 100

According to the data on the demographic characteristics of the respondent
participating in the study, the results show that 224 (55.6%) of the participants
were female and 179 (44.4%) were male. Looking at their age breakdown, it is seen
that 160 (47.8%) participants are accumulated in the 26-33 age range, followed
by 148 (36.7%) participants in the 18-25 age range. When the education level of
the participants is examined, it is seen that 46.7% have bachelor’s degrees and
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28.8% are postgraduate. When the average monthly income of the participants is
examined, it is seen that 116 (28.8%) participants 2825 TRY and below, followed
by 101 (25.1%) participants 3501-5000 TRY.

Data on the social media platforms used by participants in the study are shown in
Table 2 below.

Table 2. Social media usage habits

Social Media Z;’Z:ZZZ;}; do

Zzttj;z;l:‘tlsn fs]sed by Frequency Percent you follow on Frequency Percent
social media?

Instagram 354 87,8

Twitter 234 58 1-3 187 46.4

Facebook 185 45.9 4-6 83 20.6

Youtube 307 76.1 7-9 39 9.7

Others 19 4.7 10+ 94 233

As seen in Table 2, 354 (87.8%) of the participants use Instagram, 307 (76.1%) of
the participants use Youtube, 234 (58%) of the participants use Twitter, followed
by 185 (45.9%) use Facebook. In addition, 4.7 percent of the participants stated
that they also use other social media applications such as Tiktok and Clubhouse.
Of the participants, 187 (46.4%) follow 1-3 between influencers, followed by 94
(23.3) follow 10 and above influencers. Furthermore, 53.3% of respondents stated
that they had purchased a product recommended by an influencer before.

6.2. Measurement Model

The confirmatory analysis is done before starting to analyze the research model.
Factor loadings as >0.70, Cronbach’s Alpha and Composite Reliability coefficients
as >0.70, and also AVE value as >0.50 were expected (Fornell & Larcker, 1981;
Hair et al., 2006; Hair et al., 2014). The results of the constructs within the context
of the research for internal consistency reliability and convergent validity are
given in Table 3.
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Table 3. Measurement Model Estimates
Variables Item Facz:or Cronbach’s Alpha CR AVE
Loadings
INF1 0.922
INF2 0.923
Informativeness  INF3 0.887 0.942 0.956 0.813
INF4 0.862
INFS 0.913

PEOU1 0.915
Perceived Ease PEOU2 0.930

0.945 0.961 0.859
of Use PEOU3 0.951
PEOU4 0912
ADMI1 0.823
ADM2  0.756
ADM3  0.737
Admiration 0.893 0.918 0.650

ADM4 0.841
ADMS5 0.854
ADMG6 0.820
PINT1 0.960

Purchase PINT2 0957  0.954 0970 0916
Intention

PINT3  0.955

PBEHI  0.956
Purchase PBEH2  0.928 0.921 0.950 0.864
Behavior

PBEH3  0.904

It can be seen that the internal consistency reliability of the constructs was
demonstrated since the Cronbach’s Alpha coefficients range between 0.893 and
0.954, and the C.R. coefficients are between 0.918 and 0.970. Table 3 clearly
states that convergent validity was shown since the factor loadings were between
0.737 and 0.960, and the AVE values were between 0.650 and 0.916. It is observed
that union validity is provided. Briefly, the observed variables explain the scale to
which they belong sufficiently and consistently.

The criterion proposed by Fornell & Larcker (1981) and Henseler et al. (2015),
i.e., the Heterotrait-Monotrait Ratio (HTMT), were considered in order to
determine the discriminant validity. Following Fornell & Larcker’s (1981)
criteria, the square root of the Average Variance Extracted values of the constructs
in the research should be bigger than the correlations between the construct in
the research. Therefore, Table 4 reveals the analysis results in accordance with
Fornell & Larcker’s (1981) criteria.
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Table 4. Fornell & Larcker’s Criteria

1 2 3 4 5
1-Admiration 0.806
2-Informativeness 0.639  0.902
3-Perceived Ease of Use 0.610 0.787  0.927
4-Purchase Behavior 0.703  0.684 0.686  0.930
5-Purchase Intention 0.619 0.787 0.765 0.773  0.957

Note: The correlation matrix between scales is given on the right side of the table.
The diagonal elements of the correlation matrix show the square root of the AVE
(bold values), and the non-diagonal elements show the correlation values between

the scales.

When the values in the table are examined, it is seen that the average explained
variance value of each structure is higher than its correlation with other structures.
According to Henseler et al.’s (2015) criteria, HTMT explains the ratio of the
average of the correlations of items of all variables in the research to the geometric
means of the correlations of items of the same variable. The authors stated that
the value of HTMT should be below 0.90, but it should be less than 0.85 as the
content for the concepts are different from each other. HTMT values are gathered

in Table 5.
Table 5. HTMT Ceriteria

1 2 3 4 5
1-Admiration
2-Informativeness 0.676
3-Perceived Ease of Use 0.644  0.833
4-Purchase Behavior 0.771  0.730  0.731
5-Purchase Intention 0.653 0.826 0.803 0.819

Itis seen in Table 5 that HTMT values were less than the threshold value. Therefore,
based on the results in Table 4 and Table 5, it can be said that the discriminant

validity was determined.
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6.3. Structural Equation Modeling Analysis Results

Informativeness

0.431 (0.000)

‘,_, 0.343 (0.000) — ¥

Purchase Intention Purchase Behawvior

[+]
0.773 (0.000) 0.598

Perceived Ease of
Use

0.134 (0.001)

Adrmiration

The SEM developed to test the hypotheses of the study is presented in Figure.
Figure 2. Structural Model

The PLS-SEM was used to investigate the research model, and the data were
analyzed using SmartPLS 3.3.3 package program. The R2, {2, Q2, and VIF values
of the research results are presented in Table 6.

Table 6. Research Model Coefficients (Total Effects)

Constructs VIF R2 fZ 02
Admiration->Purchase Intention 1.781 0.032
Inforrftatlveness->Purchase Intention  2.944 0.685 0.201 0622
Percel})ed Ease of Use->Purchase 2771 0135

Intention

Purchqse Intention->Purchase 1.000 0598 1.489 0.509
Behavior

According to VIF values, they are less than five, so there was no collinearity
among the constructs (Hair et al., 2014).

It was found that the purchase intention was 68.5%, and purchase behavior was
59.8% by considering the R2 values of the model in Table 6; that is, these results
show the explanatory rate of the model. For the effect size coefficient (£2), >
0.02 was considered as low, > 0.15 as medium, and > 0.35 as high (Cohen,
1988). Sarstedt et al. (2017) also expressed that there was an effect in cases
where the coefficient was less than 0.02. When the effect size coefficient ({2)
was examined, it was obtained that admiration had a low effect on the purchase
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intention (0.03), perceived ease of use had a low effect on the purchase intention
(0.13), informativeness had a medium effect on the purchase intention, and
purchase intention had a high effect on the purchase behavior (1.48).

When the calculated estimating power coefficients of the endogenous variables
(Q2) are higher than 0, it demonstrates that the research model has an estimating
power for the endogenous variables (Hair et al., 2014). It can be stated that the
proposed model has the estimating power for purchase intention and purchase
behavior. Since the Q2values in Table 6 are higher than 0,

Table 7 shows the results of SEM analysis.

Table 7. The Results of Hypothesis Testing and Structural Relationships (Direct
Effects)

Standardize Standard t Statistic  p Values

B Deviation
Admiration->Purchase Intention 0.134 0.043 3.722 0.001
Informativeness->Purchase
Intention 0.431 0.068 6.480 0.000
Perceived Ease of Use->Purchase
Intention 0.343 0.052 6.781 0.000
Purchase Intention->Purchase
Behavior 0.773 0.056 0.936 0.000

When the analysis results in Table 7 are examined, it was determined that
admiration has positive and significant effects on purchase intention (= 0.134;
p <0.05); informativeness on purchase intention (= 0.431; p <0.05); perceived
ease of use on purchase intention (= 0.343; p <0.05); and purchase intention on
purchase behavior (= 0.773; p <0.05). Consequently, the hypotheses numbered 1,
2, 3, and 4 of the research were accepted.

6.3.1. Test of Indirect Effect by the Structural Equation Model
Table 8 shows the results of indirect effects.

Table 8. The Results of Hypothesis Testing and Structural Relationships
(Indirect Effects)

Standardize Standard t D
B Deviation Statistic Values
Informativeness->Purchase Intention-
>Purchase Behavior 0.334 0.046 7.323 0.000

Perceived Ease of Use->Purchase
Intention->Purchase Behavior 0.265 0.043 6.130 0.000

Admiration->Purchase Intention-
>Purchase Behavior 0.104 0.033 3.148 0.002
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It is seen that informativeness ($=0.334; p<0.05) indirectly affects purchase
behavior through the purchase intention, according to Table 8. It is observed that
the perceived ease of use (B=0.265; p<0.05) indirectly affects purchase behavior
through the purchase intention. In addition, it is observed that admiration (f=0.104;
p<0.05) indirectly affects purchase behavior through the purchase intention. As a
result of the findings, hypotheses 5, 6, and 7 were accepted.

7. Discussion and Conclusion

In today’s world, there has been a rapid increase in the use of social media, which
has developed with the spread of the internet. The prevalence of social media has
made influencer marketing through social media channels one of the most popular
marketing communication methods for businesses that advertise both in Turkey
and worldwide, and influencer marketing has become a new communication
paradigm. With the new trends that technology and the internet have brought to
our lives, social media has become an effective area where influencers promote
their products or services for large or small businesses.

The opportunities created by influencer marketing for businesses have made this
subject academically interesting. However, the number of studies on the subject
is still few. In this context, this study aimed to contribute to the literature by
examining the effects of the perceived characteristics of influencers on purchase
intention and purchase behavior. After the literature review, a research model
was created within the scope of the predicted relations and tested with structural
equation modeling.

When the data on the social media usage of the participants are examined; The
most frequently used social media application by the participants was Instagram,
followed by Youtube. While 46.4% of the participants follow 1 to 3 influencers,
23.3% follow 10 and above influencers. While a certain part of the participants
follows a small number of influencers, a certain part of the participants follows a
large number of influencers. This situation may vary according to both the social
media platforms used and the attitude towards influencers.

The research model was determined to be valid and reliable with the confirmatory
factor analysis performed before the research model was tested. Then, the structural
equation model was applied to determine the relationships in the research model.
According to the results of the analysis conducted within the research framework,
it has been determined that informativeness has a significant and positive effect on
purchase intention. Our findings coincide with the results of similar studies in the
literature (Lee and Hong, 2016; Alalwan, 2018; Lou and Yuan, 2019; Halim et al.,
2020; Cahyani and Artanti, 2020; Sicilia et al., 2020).

On the other hand, it can be stated that perceived ease of use has a significant
and positive effect on purchase intention. This statement is supported by the
results of similar studies in the literature (Cho and Sagynov, 2015; Kian et al.,
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2017; Moslehpour et al., 2018; Hanjaya et al., 2019; Wilson et al., 2021). Another
important finding of the study is that admiration has a significant and positive
effect on purchase intention. Again, this result is similar to many research results
in the literature (Freeman and Chan, 2015; Trivedi and Sama, 2019; Colakoglu
and Koleoglu, 2020; Gupta et al., 2021).

Another important finding obtained from the analysis results conducted within the
scope of the research is the significant and positive effect of purchase intention on
marketing purchase behavior. The results of similar studies in the literature also
support this finding (Ayo et al., 2016; Chaudhary and Bisai, 2018; Zarei et al.,
2019; Bhatti and Rehman, 2020).

According to the results of the analysis made within the framework of the research,
it has been determined that informativeness has a significant and positive indirect
effect on purchase behavior. When the literature is examined, there are studies
showing that informativeness has direct and indirect effects on purchase behavior
(Yang et al., 2017; Mostafa and Metawie, 2020; Xu et al., 2021). Another finding
that emerged as a result of the analysis is that perceived ease of use indirectly
affects purchase behavior. The results of similar studies in the literature also
support this finding (AlSaleh, 2017; Syakir and Setiyanto, 2019). In addition,
the admiration variable also has an indirect effect on purchase behavior. These
findings coincide with the results of similar studies in the literature (Mariska et al.,
2018; Trivedi and Sama, 2020).

In summary, it has been determined that Influencers’ informative sharing about
products and services, the ease of use they provide, and consumers’ admiration for
influencers have significant and positive effects on consumers’ purchase intention
and purchase behavior.

8. Theoretical and Managerial Implications and Limitations

This study contributes theoretically in many ways. First of all, this study
contributes to understanding the consumer attitudes in Turkey towards influencer
marketing, which is more preferred in connection with the increasing use of social
media. There are several studies investigating the impact of influencer marketing
on several aspects of consumer behavior from our perspective (Godey et al. 2016;
Evans et al., 2017; Lim et al., 2017; Lou and Yuan 2019; Saima and Khan, 2020;
Trivedi and Sama, 2020; Lin et al., 2021; Belanche et al., 2021). As the use of
influencer marketing gets momentum around the world, this study confirms the
role of influencers’ perceived characteristics in purchase intention and purchase
behavior, which is an important contribution to the current understanding of
influencer marketing.

This study emphasizes that brands should work with influencers while carrying
out their marketing activities from a practical standpoint. Choosing a social
media influencer who can engage the target audience with attractive content is an
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important task for business professionals. According to SEM analysis, the most
effective effect size on purchase intention is information. Therefore, marketers
must choose a social media influencer who can effectively and accurately
inform consumers about their products and services and influence their purchase
intentions.

This present study has limitations. Although we believe that the factors we
identified in this study help us better understand the effects of influencer marketing
on purchase intention and purchase behavior, it can be accepted that other relevant
factors not included in the research model may also affect the process. The use of
convenience sampling technique in this study to reach the general population of
the research may adversely affect the generalizability of the research. In addition,
a similar study can be carried out within the framework of a single social media
application.
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PAZARLAMA FAALIYETLERININ iZLERINi ESKi ASUR
TiCARETINDE ARAMAK: KULTEPE TABLETLERINE iLiSKIN
YAZIN UZERINDEN BiR YENIDEN OKUMA!

Mehmet Ali GENIS 23

0z

Bu ¢alismanin amaci, Eski Asur Ticaret Dénemi’nde (M.O. 1930-1700) Pazarlama Tarih
(PT) arastirmasina konu olabilecek faaliyetlerin bulunup bulunamayacagmi, Kiiltepe
buluntularma iliskin yazin {izerinden yeniden okumak ve tartismaktir. Bu donemin tercih
edilme nedeni, Kayseri Kiiltepe kazilarinda, ilgili doneme ait ekonomik/ticari yap1 ve
iligkiler hakkinda tutarli yorum yapmay1 saglayabilecek yazili belge bulunmasidir. Bu
acidan calismada, Kiiltepe buluntularina iligkin tarih, ekonomi tarihi ve isletmecilik
alanlariyla ilgili calismalar taranarak, PT yazininda agirlikli olarak kullanilan teoriler
(degisim, makro pazarlama, pazarlamanin araci islevleri, markalanma) iizerinden yeniden
yorumlanir. Caligmanin temel katkisi, pazarlama faaliyetlerine yonelik 6ncel uygulamalarin
Eski Asur Ticaret doneminde kullanilmis olabilecegine iligkin yazin destekli yorumlar
yaparak, pazarlama alanindaki anaakim tarihsel panoramaya iliskin ¢ergeveyi genigletme
cabasi olarak gosterilebilir.

Anahtar kavramlar: Pazarlama tarihi, pazarlama teorisi, makro pazarlama, eski Asur

ticaret donemi, Kiiltepe.
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LOOKING FOR THE TRACES OF THE MARKETING ACTIVITIES
IN THE OLD ASSYRIAN TRADE: A RE-READING THROUGH THE
LITERATURE RELATED TO KULTEPE TABLETS

ABSTRACT

This study aims to re-read and discuss whether activities could be found that could be the
subject of Marketing History (MH) research in the Old Assyrian Trade Period (M.0. 1930-
1700) through the literature related to Kultepe finds. This period has been preferred because
written documents in Kayseri Kultepe excavations can provide a consistent interpretation
of the economic/commercial structure and relations belonging to the relevant period. In
this respect, studies in the history, economic history and business administration related to
Kultepe finds have been reviewed and reinterpreted through the theories (change, macro
marketing, intermediary functions of marketing, branding) that are commonly used in the
MH literature in this study. The study’s main contribution can be shown as an effort to
expand the framework of the mainstream historical panorama in the field of marketing by
making literature-supported comments regarding the fact that the predecessor practices for
marketing activities might have been used in the Old Assyrian Trade period.

Keywords: Marketing history, marketing theory, macro marketing, old Assyrian trade
period, Kultepe.
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1. Giris

“Insana gelince, sayilidir giinleri,
Yaptigi her sey, gelip geger, riizgar gibi...”
Gilgamus

“Tarih, her zaman, belli bir tarihsel baglamda yazilr.”
Michel-Rolph Trouillop

Pazarlama tarihine iligkin aragtirmalar, pazarlama tarihi (PT) (marketing history) ve
pazarlamadiisiince tarihi (PDT) (history of marketing thought) olmakiizere iki temel
alan gergevesinde siniflanir (Jones ve Tadajewski, 2017: 7; Jones ve Shaw, 2002).

PT, “bunlarla sinirli olmamak tizere, reklam, perakendecilik, dagitim kanallari,
iiriin tasarimi1 ve markalagma, fiyatlandirma stratejileri ve tiikketim davraniglarinin
tarihlerini icerir” (Jones, 2010: 52; Hunt, 2011: 485) ve “pazarlama pratiginin
tarihini inceler” (Jones ve Tadajewski, 2017: 2-3). PDT ise “fikirlerin, kavramlarin,
teorilerin, diisiince okullarinin ve biiyiik diigiiniirlerin yasamlarinin ve zamanlarinin
incelenmesini igerir” (Jones ve Tadajewski, 2017: 2-3). Her iki temel alana iliskin
tarih okumalar1 incelendiginde, zaman ve mekansal boyutta PT nin baslangici
olarak kabul edilebilecek sosyo-ekonomik faaliyetlerin yer aldigi bir donem ve
cografyaya iliskin net bir goriis birliginin bulundugu sdylenemez (Hollander, vd.,
2005: 35). Hollander vd. (2005) bu fikir ayriliklarimin, pazarlama disiplininin
yetkinlesme sancilarindan kaynaklandigini ve temelde bir anlambilim (semantics)
sorunu oldugunu savunur. Sheth, Garrett ve Gardner’e gore (2019: 8) bunun temel
nedeni, pazarlamanin sinirlarini ve asli islevlerini bilmememizden kaynaklaniyor
olabilir. Zira Shaw’a (2020) gore, bilimsel bir teori olarak pazarlamanin temel
gergevesini belirleme g¢abalart (genel pazarlama teorisi), Alderson’un (1957)
calismasindan giiniimiize kadar gecen altmis yillik siirecte hala sonuc¢lanmis
goriinmemektedir. Bu agidan PT arastirmasina konu olabilecek sosyo-ekonomik
faaliyetlerin (pazarlama faaliyeti) baslangicina yonelik gelistirilecek her teori,
genel/orta diizey pazarlama teorilerinin bilimselligi 6l¢eginde gercege yaklagabilir
ve tarihsel olay/kanitlar1 bu “gercege” uygun sekilde yorumlayabilir.

Pazarlamanin bilimsel bir ¢aba (Hunt, 1976), teorik bir ¢erceve (Hunt,
1983) ya da pazar performansini artirmaya ydnelik bilgi birikimi (Cochoy,
1998) olabilecegine yonelik tartigmalarla birlikte, pazarlama teorisinin genel
ger¢evesinin tam olarak belirlenmemis olmasi, pazarlamanin farkli igerik ve
islevler iizerinden kimliklendirilmesine neden olmustur (Shaw, 2014). Zira
ozellikle 20. Yizyilin baslangicindan itibaren pazarlama, araci (middleman)
islevlerine (Shaw, 1912; Weld, 1917), kurumsal yapt/iliskilerine (Clark, 1922;
Arndt, 1981), yonetim fonksiyonlarina (McCarty, 1978), sistem yapisina (Fisk,
1967), makro boyut/kosullarina (Dixon, 1967), tiiketici davranislarini etkileme
yetenegine (Dichter, 1947), degisim (exchange) karakterine (Bagozzi, 1975),
vs. bagl olarak teorilestirilmistir. Bu yaklagimlar i¢inde pazarlamayi, modern
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iktisadi sistemin (kapitalizm) dogusundan (16. Yiizyil) daha erken donemlere
konumlandirabilmemize olanak saglayan ii¢ yaklasim 6n plana ¢ikar. Bunlardan
ilki (1) pazarlamanin belli bir ekonomik degisim siirecinde saglamis oldugu
zaman/mekansal ve maliyet/kazan¢ faydalarina odaklanan araci (middlemen)
islevleri yaklasimdir. ikincisi (2) pazarlamanin belli bir sosyo-ekonomik
deger aligverisi siireci oldugunu agiklayan degisim (marketing as exchange)
yaklagimidir. Ugiinciisii ise (3) verili bir toplumsal yapida pazarlama sisteminin
varhigin1 belirlememizi saglayan -sosyo-ekonomik kosullarin analizi olarak-
makro pazarlama yaklagimidir. Elbette bu yaklasimlarin ortaya ¢ikisi modern
iktisadi sistem ve modern bilim yapma bi¢imlerinin gelisimiyle miimkiin olmustur
(Bartels, 1988; Papatya ve Papatya, 2003). Fakat yazin incelediginde PT’nin
antik ve ortacag donemlerine yonelik analizinde bu {i¢ yaklasimin agirlikli olarak
kullanildig1 gériiliir. Ornegin Cassels (1936: 129-133), Kelley (1956: 63) ve
Steiner (1976: 6) pazarlamanin araci (middleman) islevlerinin, Shaw (1995) ve
Dixon (2002) pazarlamanin degisim karakterinin, Shaw (2016: 23), Jones ve Shaw
(2002: 41), Shaw ve Jones (2005) ve Wilkie ve Moore (2003) 6ncel pazarlama
sisteminin olusmasi icin gerekli makro kosullarm, Antik Yunan (6zellikle M.O.
7 yiizy1l) sosyo-ekonomik yapilanmasinda ortaya ¢ikmis olabilecegini savunur.
Bu agidan calismada, bu li¢ temel pazarlama yaklasimi tizerinden Eski Asur
Ticaret Kolonileri Dénemine (6zellikle M.O. 1930-1700) odaklanilarak, Kiiltepe
Tabletlerine (M.O. 1895-1865) yénelik okumalarda, pazarlama faaliyetlerine
iligkin  6ncel wuygulamalarin  bulunup bulunamayacagi tartisiimaktadir
(Barjamovig, 2011). Bu ger¢evede ¢aligmanin akis semasi su sekilde gosterilebilir.

Shaw 1995; Dixon 2002. Verili bir

——

Cassels 1936; Keller 1956; Steiner 1976; ]

Pazar P A.ZARLAMA .
FAALIYETLERININ
ANAAKIM OKUMALAR " iZLERINI
ANTIK YUNAN-ANTIK ROMA Isbélimii ve ESKi ASUR
MODERN AVRUPA Degicim TiICARETINDE
ARAMAK
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sorunlari Makro
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Sekil 1. Pazarlama Alanindaki Anaakim Tarihsel Panoramaya iliskin Cercevenin
Genisletilmesi
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Yukaridaki semaya bagli olarak ¢aligmanin, anaakim yazmin PT arastirmasinda
kullandigimodernyaklasimlari, pazarlama faaliyetlerininizlerini EskiAsurticaretinde
aramak i¢inkullandig1 goriiliir. Budurummodernteorinin, tarih arastirmasiiizerindeki
egemen yapisinin ve tarihi bigimlendirebilme 6zelliginin, ¢alismanin tasariminda
yer aldigini gosterir. Zira calismada kullanilan yontem, modern pazarlama teorisinin
siirlart (sdyleminin baglami) ¢ergevesinde, yazin taramasiyla elde edilen tarihsel
bilgi, iligki ve yapilart simiflandirilarak/sinirlandirarak, tutarli yorumlara/sonuglara
ulasmay1 hedefler.* Ciinkii tarih, olaylarin olus bigiminden ¢ok, olaylarin kim (iktidar)
tarafindan ve hangi amacgla (hangi baglamda) yazildigiyla ilgilidir (Nevett, 1991;
Karababa ve Ger, 2005; Guha, 2002; Trouillot, 1995). Bu a¢idan ¢alisma, PT’ ndeki
anaakim yazim projesine iliskin ¢erceveyi genisletme girisimi olarak, anaakim
yazinin beslendigi Antik Yunan sosyo-ekonomik yapisi yerine, Antik Mezopotamya
ve Antik Anadolu zaman-mekansal kosullarina odaklanmaktadir. Bu tercihin temel
nedeni, civiyazili metinler olarak Kiiltepe Tabletlerinin, insanligin antik kiiltiir/
ticaret tarihini yazil olarak kayit altina alan 6ncii metinlere 6rnek olusturmasi (Van
de Mieroop, 2005: 2) ve Asurlu tiiccarlarin (tamkarum) ticari/kisisel etkinliklerini
ayrintil bigcimde tanimlamamiza izin vermesidir (Bilgi¢ ve Bayram, 1995; Radner,
2019: 6). Bu gergevede ¢alismanin birinci boliimiinde, PT’ne iligkin anaakim yazin
incelenmekte ve pazarlama faaliyetlerinin izlerini Antik Mezopotamya zaman-
mekansal gercekliginde arayan az sayidaki calismaya yer verilmektedir. ikinci
boliimde, Eski Asur ticaret doneminin genel ekonomik ve ticari yapisi ile Kiiltepe
Karum’un bu ticaret ag1 6lgegindeki onemi agiklanmaktadir. Ugiincii boliimde,
modern ekonomik yorumlara mahsus ii¢lii yaklagim {izerinden olusturulan mevcut
yazin, Kiiltepe buluntularina bagli olarak incelenerek, pazarlamanin degisim
karakterinin ve pazarlama sisteminin olusmasi icin gerekli makro kosullarin ilgili
donemde olusup olugmadigi tartisilmaktadir. Dordiincii boliimde ise ekonomi tarihi
ve igletmecilik yazini tarafindan Kiiltepe tabletlerinin okunmasiyla olusan yazin
yeniden yorumlanarak, pazarlama kurumlarinin 6ncel bigimlerine, pazarlamanin
araci iglevlerine ve markalanma uygulamalarina yonelik herhangi bir kanitin Eski
Asur Ticaret Doneminde bulunup bulunamayacagi tartigiimaktadir.

2. Pazarlama Tarihi: Yazin

Pazarlamada tarihsel arastirma (historical research of marketing) kabaca, pozitivist
(positivistic) ve yorumsal (hermeneutic) olmak {izere iki temel cer¢evede
uygulanir (Jones ve Monieson, 1990: 271). Pozitivist aragtirma, incelenen
tarihi doneme ait verilerin donemsel baglama uygun sekilde test edilmesiyle
dogru sonuglara ulasmayi amaglar. Bu ilke, Savitt’in (1980: 52) belirttigi
“pazarlama tarih arastirmasinda temel ilke, deneysel arastirma sistematiginde
uygulanan deneysel denetim siire¢lerine miimkiin oldugunca uygun olmalidir”
ilkeye dayali aragtirma yapmay1 ve sonuglara ulagsmay1 gerektirir. Fakat Firat’in
(1987) belirttigi gibi bu deneysel veriler bir baglangictir ve tarihsel yapilarin

4 Bu agidan ¢aligma ikinci veri kaynakli bir tarih aragtirmasidir.



250 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt 15, Sayi: 1, Ocak 2022, ss. 245-270

anlagilmasi i¢in bilimsel yazina uygun sekilde yorumlanmasi gerekir (Firat,
1987). Bu ¢ergevede PT {lizerine arastirma yapan bilim insanlarimin odaklandiklari
donemlere iligkin verileri (buluntu/metinleri) modern pazarlama bilgisi tizerinden
yorumlayarak PT’ne yénelik bilgi iirettikleri goriiliir. Ornegin Erdogan ve Ciftci
(2015), Hart (1978)’e atifla agikladiklar1 gibi “bilinen ilk pazarlama faaliyetini
Havva'min Adem’e elma vermesine kadar eskiye dayandimalk” olasidir. Erdogan
ve Cift¢i’nin bu ¢alismadaki temel iddiasi sudur; “Adem, Havva, Seytan ve Tanri”
arasinda dahi bir pazarlama eyleminden, hatta Bagozzi’nin (1975) pazarlamay
bir “degisim” olarak ele aldigi ¢alismasinda ifade ettigi komplike bir degisim
olarak bir pazarlama eyleminden soz etmek miimkiindiir” (Erdogan ve Ciftei, 2015:
7). Fakat ana akim yazin incelediginde, pazarlama faaliyetlerinin modern Avrupa
devrimlerinin &nceli olarak mitlestirilen Antik Yunan toplumunda ortaya ¢iktigina
iligkin yogun bir goriis birligi vardir. Zira pazarlamada ana akim tarih yaziminin
temel dayanak noktasi, Antik Yunan kaynaklarindan giiniimiize ulasan metinlerin
(Herodotos-Tarih, Platon-Devlet, Aristoteles-Politika) hem modern ekonomik yap1
hem de PT’ne bagh olarak yeniden yorumlanmastyla olusmus goriiniir. Ornegin
Cassels’in (1936) temel tezi, Platon’un Devlet (2014) eserinde bahsetmis oldugu
zanaatkar (craftsmen) rollerinin pazarlamanin aract (middleman) rollerine benzer
oldugudur (Cassels, 1936: 129). Benzer sekilde Kelley (1956), Antik Yunan
agorasinda pazarlamanin araci islevlerinin ortaya ¢ikmis olabilecegini belirterek,
perakende satis ve promosyon stireclerindeki ahlaki (moral) sorunlara iliskin Platon
ve Aristoteles’in goriiglerine deginir. Steiner (1976), pazarlama ve pazarlamacilara
kars1 ahlaki 6nyarginin Antik Yunan déneminden itibaren var oldugunu yine Platon
(2014) ve Aristoteles’e (2020) yapmis oldugu atiflar tizerinden savunur. Bu tarihi
gelisim mantigima uygun sekilde teorisini sekillendiren Shaw (1995), 6zellikle
Platon (2014) ve Polanyi’nin (1957) ¢alismasindan beslenerek, pazarlama sisteminin
ortaya ¢ikmasi i¢in gerekli olan makroekonomik kosullarin ancak paranin ve pazar
sisteminin ilk gelisim gosterdigini savundugu Antik Yunan toplumunda ortaya
¢ikmis olabilecegini belirtir. Ayni sekilde Dixon da (2002), 6zellikle Polanyi’nin
(1957) calismasindan hareketle makro pazarlama sistemine uygun kosullarin
gelisimini Antik Yunan Pazar sistemine ve paranin icadina baglar. Bu gergevede
Polanyi’nin (1957) ‘Marketless Trading in Hammurabi’s Time’ ¢alismasinin PT nin
ana akim yaziminda énemli bir rol iistlendigi goriiliir. Zira Polanyi, bu ¢alismasinda
Herodot’un tarih eserindeki su climleden “Perslerde boyle bir sey yoktur, ¢arsi
(market) bilmezler, buna benzer bir seyleri yoktur” (Heredots, 2009: 84)° hareketle
pazar sisteminin M.O. 1000’li yillarda Iyonya’da ortaya c¢ikmus olabilecegini
savunur. Ancak ekonomi tarih yazini incelendiginde pazar sisteminin ilk gelisim
tarihinin Antik Mezopotamya’da ortaya ¢ikmig olabilecegine iligkin ¢alismalarin
yogun sekilde yapildigi goriiliir (liciincii bolim atiflar1). Bu gergevede PT’nin
izlerini Antik Mezopotamya tarihinde arayan ¢alismalar nicelik olarak az olsa da
yazinda yer alir. Ornegin Hirschman (2009) soyut diisiinceye bagh gelisen benlik ve

5 Bkz. “The Persians do not frequent market places and in effect, do not possess in their country a single mar-
ket place” (Polanyi, 1957: 16).
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toplumsal kimlik izlerinin (brand) modern pazarda bulunanlarin 6nciilii oldugunu,
Ortadogu’dan yaklagik 4000 yilda Avrupa’ya uzanan tarimsal gelisimin, insanligin
evrimsel gelisim siirecinde, pazarlamanin ilk genis olusum siireci oldugunu savunur
(Hirschman, 2009: 447). Ayrica Hirschman, Bereketli Hilal’de ortaya ¢ikan tarimsal
iretim artisinin bir dizi tiiketim aliskanliklarii degistirdigini, ilk isbdliimiiniin
ortaya ¢ikmasi, niifus artisi, gelirlerin artisi, merkezi otoriteye bagl ekonomi-
politik ortamin olugmasi ve tagimaciliga yonelik yeni teknolojilerin kullanilmast
bakimindan olduk¢a 6nemli oldugunu savunur. Kestane (2015), sessiz ticaretin
gelisiminden itibaren pazarlamanin geligimini takip ettigi caligmasinda, Antik
Mezopotamya’da ilk pazar yapilarina (Karum Kanes) iliskin 6rnekler vermektedir.
Modern marka uygulamalarinin antik 6ncellerini takip eden Wengrow (2008) ise,
Antik Misir ve Antik Mezopotamya’da ticari kil tablet zarflarmin {izerine basilan
imza (seal) uygulamalarinin ilk markalanma 6rnekleri olabilecegini savunur. Zira
Wengrow’a gore bu imza uygulamalari miilkiyetin korunmasi ve kalite kontrol
0zgiinliigii agisindan modern marka uygulamalarinin onciiltidiir.

3. Eski Asur Ticareti ve Kiiltepe

Antik Mezopotamya tarihi (6zellikle M.O 4000-500) yazmin (¢ivi) bulunmasi, ilk
sehir devletlerinin olusumu, ilk kiitliphanenin kurulmasi, igb6liimiiniin ve tarimsal
iretime dayali art1 degerin olugmasi ve ticaretin gelismesi bakimindan insanligin
evrimsel gelisim tarihi icinde olduk¢a Gnemli bir konumda bulunmaktadir
(Goldstein, 2010: 207; Yoffe, 1995; Kulakoglu ve Kangal, 2011). Fakat bulunmus
oldugu cografyanin siirekli bir yasam, savas ve yikim ¢ergevesinde yeni devletlerin
ve imparatorluklarin ¢okiisiine/yeniden kurulusuna ev sahipligi yapmig olmasi
ve tarihi gelisimin Avrupa merkezli insa projesi olarak modern tarih yaziminda
benimsenmesi, Antik Mezopotamya’nin goz ardi edilmesine neden olmus olabilir
(Karababa, 2012: 1). Hrouda’nin (2020: 11) da bahsettigi gibi “Mezopotamya
tarihi, iktidar ele gegiren, birbirini alt eden, birbirinin yerine gegen ve tekrar geri
cekilmek zorunda kalan halklarin gegit téreni gibidir: Siimerler, Akadlar, Amurlular,
Hititliler, Asurlular, Hurriler, Persler, Yunanlar, Partlar, Sasaniler.” Bu agidan Antik
Mezopotamya tarihini aragtirma girisimlerinin temel sorunu, kalmtilarm {izerinde
farkli halklarin yerlesmis olmasi ve buluntularin tahrip olmus olmasidir. Eski Asur
Donemi kalintilarmin da benzer bir sorunla karsi karsiya olmasi, aragtirmacilarin,
tarihsel donemleri kesintisiz sekilde agiklamasini engellemektedir. Fakat Kayseri
il merkezinin 20-21 km. kuzeydogusunda bulunan ve Asurlularin kolonyal bir
ticaret merkezi (pazar yeri) olarak orgiitledikleri Kiiltepe/Kanis’de M.O. 1840l
yillarda meydana gelen yangin ve Hellenistik donemde buranin terk edilmis
olmasi, paradoksal bigimde doneme ait 23.500 kil tabletin bulunmasini saglamistir
(Barjamovig, 2019: 25). Her ne kadar yapilan kazilarda Kiiltepe’nin tarihi M.O.
3000’11 yillara kadar geri gotiiriilebilse de (Kulakoglu, 2019: s. 53) Kiiltepe’de Asur
iskamyla ilgili buluntular M.O. 1930-1700’lii yillar1 arasmdadir ve buluntularin
biiyiik gogunlugu M.O. 1895-1865 yillar1 arasindaki dilime aittir (Barjamovig,
2019: 26; Kulakoglu ve Kangal: 2011).
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Asur tarihinin, M.O. 3. Binyilda Siimer kentlerine kuzeyden gelen ticari mallari
temin etmek i¢in ticaret merkezi olarak kurulmasiyla basladig1 savunulur (Radner,
2019: 3). Once Akad sonra Ur Hanedanlig1 tarafindan egemenlik altina alinan
Asur kenti, M.O. 2000°1i yillarda Ur Kralliginin parcalanmasiyla bagimsiz bir
kent olur. Eski Asur donemi olarak tanimlanan bu dénemde Asur kenti, Anadolu
ve Mezopotamya arasinda Oonemli bir ticaret merkezi haline gelir (Veenhof,
2009: 1; Radner, 2019: 5). Veenhof, Eski Asur Dénemini, Asur diyalektiginin®
olusum donemi olarak okur. Zira Veenhof ve Eidem’e (2008: 21) gore uluslararasi
ticaretin siirekliliginin saglandigi, Asur takviminin, yeni kayit bigimlerinin, yasal
prosediirlerin ve yeni silindir miihiir uygulamalarinin ortaya ¢iktig1 bu donem,
Asurlularin Anadolu’da ticaret kolonileri kurarak, kuzeyde Karadeniz, batida
Afyon bolgesine kadar ticaret aglarini genislettikleri donemdir.

Kiiltepe, tarihi adiyla Kanis, Asur Ticaret Kolonileri doneminde (M.O. 1974-
1719) Asurlu tiiccarlarin (tamkarum) Anadolu’ya gelip yerlestikleri ve ticari
faaliyetlerini yonettikleri bir merkez islevi gordiigii icin “Kanis Karum” olarak
adlandirilmistir (Veenhof, 1997: 357; Radner: 2019: 6). “Karum” kelimesi
“Liman” anlami1 tagimakla birlikte ticaret merkezi ve pazar anlaminda da kullanilir
(Bajramovic, 2011: s.3). Asur ticaret ag1 iginde karum ve wabartum’dan olusan bir
kurumsal hiyerarsi s6z konusudur (Veenhof ve Eidem, 2008: 49). Kanis Karum,
ticaretin yonetildigi biiylik ticari merkez olarak tanimlanirken; wabartum, ticari
yolculuklarda konaklama, tagima, depolama, satis gibi islemlerin gerceklestirildigi
gorece kiiciik merkezler i¢in kullanilmistir (Giimiis ve Erkus, 2019).

City Mound of Kanesh == Karum of Kanesh

Sekil 2. Kanes’in Asagi Kasabasini, Sehir Hoyiiglinii ve Karum’u Gosteren Hava
Fotografi

6 Eski Asur Doneminde, ticaretin yogun sekilde, sistemli ve uluslararasi 6lgekte yapilmasi, toplumsal gelisime/
degisime (okur-yazarligin, egitimin, iletisim olanaklarinin, teknolojik yeniliklerin artmasi, vs.) katki sagla-
yacak nitelikte diyalektik bir etki yaratmistir. Barjamovig’e (2018: 153) gore ticaretin toplum iizerindeki bu
etkisi, yerel dillerin yaziminin arttig1, kentsel ¢evrede egitim oranlarinin yiikseldigi, sosyal orgiitlenmeye
yonelik yeni bigimlerin ve yeni teknolojilerin etkilesime girdigi ve degistigi diyalektik bir siiregtir.
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Kaynak: Atici, L. (2014). The Secondary Products Revolution in Light of Textual Evidence from
Kiiltepe/Kanesh, Central Turkey. Haskel J. Greenfield (edt.). Animal Secondary Products: Domestic
Animal Exploitation in Prehistoric Europe, the Near East and the Far East, 233-252: 238.

Kiiltepe buluntularinin biiylik ¢ogunlugu Asurlu tiiccarlara ait elli kadar evin
kalintilarindan ¢ikarilmistir ve doneme ait ticaret sisteminin ve isleyisinin
benzersiz bir haritasini sunmaktadir (Barjamovig, 2019: 26). Asurlu tiiccarlar
farkli bir kaynaktan/ticaretten elde ettikleri madenleri (6zellikle kalay) ve ev
iiretimine bagl {irettikleri/satin aldiklart kumaslar1 siyah eseklerle (giivenligi
saglanan diizenli bir ticaret yolu lizerinden) Anadolu’ya getirir ve glimiig/altin
karsiliginda satarlar (Veenhof, 1988). Bunun yaninda pahali saraplar, safran gibi
egzotik {rilin ticareti yaptiklar da belirlenmistir (Kulakoglu, 2019: 32). Anadolu
ve Mezopotamya arasindaki bu ticaretin karsilikli kazang temelinde siirdiiriildiigii
belirlense de Asurlu tiiccarlarin bu ticaretten gorece daha fazla kar elde ettikleri
savunulur (Schachner, 2019: 79). Bu ticaret sisteminin Anadolu’daki merkezi
Kiiltepe’dir ve buraya ulagan mallar Anadolu’nun iclerine kadar gonderilir
(Kulakoglu, 2019: 55). Zira Kanes’deki tiiccar evlerinden ¢ikarilan ticari belgeleri
inceleyen Barjamovi¢’e gore (2011: 241) “Asur’dan getirilen mallar sadece
Kanes pazarinda satilmakla kalmayip, acentelerle veya kredili satig olarak sik
stk Anadolu’ya génderilirdi.” Dercksen, (2014: 80) Asur’dan gelen kervanlarin
oncelikle Kanes’de vergilendirildigi daha sonra Kaneg’in kuzeyinde, Hattus
iizerinden Durhumit, batisinda Purushaddum’a uzanan sehirlere dagitildigini
sOyler. Her ne kadar bu sehirlerin (pazarlarin) kendi vergilendirme haklari bulunsa
da Asur’lu tiiccarlarm, iriin ticareti ve dagitimmi Kanes iizerinden yaptig
belirlenebilir (Dercksen, 2014: 73; Barjamovig, 2011).

Fig 5.16. Map of Old Assyrian irade network in Anarolia

Cartography by Ivan dHostingue and Gojko Barjamovic 2010,

Sekil 3. Anadolu’daki Eski Asur Ticaret Aginin Haritast.

Kaynak: Barjamovic, G. (2018). Interlocking Commercial Networks and the Infrastructure of Trade
in Western Asia During the Bronze Age. Kristian Kristiansen, Thomas Lindkvist, Janken Myrdal
(der.). Trade and Civilisation: Economic Networks and Cultural Ties from Prehistory to the Early
Modern Era. s.113-142. Cambridge University Press.
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Yazili kaynaklar incelendiginde bu ticaret ag sisteminin kurumlar, antlagmalar,
yazili prosediirler, vergilendirme gibi 6énemli diizenlemelere tabi oldugu goriiliir.
Zira her tiiccar, “bet-karim” (karum dairesi) denilen ve her karum’a 6zel olan
bir ticari diizenleme kurumuna {iye olmak ve bu kurumun belirledigi kurallara
uymak zorundadir (Kulakoglu, 2019: 56). Ayrica ticaret aginin giivenligi Anadolu
ve Asur devletleri arasinda imzalanan antlasmalarla garanti altina alinir, tasima
ve borclanmaya iligkin sozlesmeler yapilir, mallarin nasil vergilendirecegi
aciklanir ve saray hakkinin 6l¢iisii belirlenir. Tiim bu prosediirler, en st diizeyde
Asur’da bulunan krala bagl fakat kismen 6zerk Sehir Meclisinin (City Assembly)
hiikkiimlerine ve Asur Sehir Yonetiminin (City Hall) ticari yonlendirmelerine
baglidir (Veenhof, 2009; Larsen, 1977).

4. Makro Pazarlama Kosullar1 Acisindan Eski Asur Ticaret Donemi

Hunt’a (1981) gore makro pazarlama, pazarlama sistemlerinin incelenmesini
ifade eder. Bu nedenle makro pazarlamayi anlamak i¢in, pazarlama sistemlerinin
toplum iizerindeki etkisi ve sonuglart ile toplumun pazarlama sistemleri {izerindeki
etkisi ve sonuglari lizerinde arastirma yapmak gerekir. Layton’a (2007: 230) gore
“bir pazarlama sistemi, miisteri talebine yanit olarak hem somut hem de soyut
tiriin ¢esitlerini yaratan, birlestiren, doniistiiren ve kullanilabilir hale getiren
ekonomik degiys tokusa sirali veya paylasilan katilim yoluyla dogrudan veya dolayli
olarak baglanan bireyler, gruplar ve/veya kuruluslardan olusan bir agdir”. Yine
Layton’a (2015: 555) gore “pazarlama sistemleri insan topluluklarinin olustugu
ve biiyiidiigii her yerde olusur ve biiyiir (ve genellikle ¢coker), hane halki arasindaki
iliskilerden pazar yeri degisimine, topluluklar arasi ticaret baglantilarina, topluluk
veya bolgesel ticaret baglantilarina kadar her diizeyde var olur”. Shaw ise (2020)
calismasinda pazarlama sisteminin genel bir teorisini olusturmayi amagclar. Genel
pazarlama teorisine iliskin tarih okumalarindan beslenen bu c¢alismasinda Shaw,
sosyal teori sinirlar1 iginde modern pazarlama sistemin olusmasi, hayatta kalmasi
ve gelismesi icin gerekli kosullart on aciklama, on {i¢ aksiyom, otuz dokuz
teorem tizerinden aciklar. Yine Shaw (2016) “Ancient and Medieval Marketing”
calismasinda en eski pazarlama sistemini olusturdugunu savundugu ii¢ kosulu
belirtir. Bunlar (1) merkezi pazar (central market), (2) yerlesik perakendeciler
(sedentary retailers) ve en Onemlisi (3) icat edilmis para (coined money)’dir.
Shaw’a gore “bu ii¢ bilesen, pazar, pazarlamaci ve pazarlamadan olusan en
eski pazarlama sistemlerini olusturmak icin bir araya gelmistir” (Shaw, 2016:
23). Bu ger¢evede yazin incelendiginde, (genel egilim olarak) modern oncesi
pazarlama sisteminin verili bir toplumda olusmasi i¢in gerekli makro kosullarin
(1) isbéliimiine dayalr deger degisim siireci, (2) verili bir pazar orgiitlenmesi ve
(3) ekonomik degisim iliskilerinin varligi lizerinden agiklandig1 goriiliir (Bartels
ve Jenkins, 1977; Layton, 2007; Gunn, 1975; Dowling, 1983; Kayaoglu, 2017;
Chaganti, 1981). Bu kosullarin Eski Asur Ticaret doneminde varligini sorgulamak
(ana akim yazindan uzaklasarak), pazarlama sisteminin izlerini Antik Yunan’da
degil, Antik Anadolu ve Mezopotamya cografyasinda aramak anlamina gelir.
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Yazinda Antik Mezopotamya sosyo-ekonomik yapilanmasinda isboliimiiniin ve
isb6liimiine baglanan degisim siirecinin varligina iligkin az sayilmayacak 6l¢iide
caligma yer almaktadir (Zagarell, vd., 1986; Steinkeller ve Hudson, 2015; Kohl,
vd., 1978). Bu ¢alismalar incelediginde 6zellikle Erken Hanedan Doneminden
(MO 2900-2350) itibaren saray ve tapiaklarn insa siireglerinde yararlanilan
iicretlendirme (kiralama) yontemlerinde isb6liimii-uzmanlasmaya dayali istthdam
politikalarinin uygulandig1 gériiliir. Yine Erken Tung Caginda (MO 3000-2000)
evsel tiretim siireclerinin gelistigi, tarimsal tiretime baglanan arti deger artisinin
olustugu, toplumsal deger degisim siire¢lerinin gerceklestigi ve bu degisimlerin
ticari bir nitelige biirtind{igii belirtilir (Sallaberger ve Prub, 2015). Bu gelisimlerin
bir devami olarak Eski Asur doneminde deger degisim siireclerinin kurumsal
bir pazar sistemi lizerinden ekonomik kazan¢ amacima baglandigi savunulur
(Barjamovig, 2018). Zira Schachner’e (2019: 79) gore ozellikle Eski Asur
doneminde tiiccarlar, Anadolu ile Mezopotamya arasinda karli bir ticaret agi
gelistirmiglerdir.

Ana akim pazarlama yazininda Antik Mezopotamya’da pazar sisteminin
gelismedigine iligkin 6ne siiriilen en dnemli iki kanit (1) Polanyi’nin pazar sistemini,
liberal (modern) pazar olarak tanimlayarak, Hammurabi donemini pazarsiz
ticaret (marketless trade) olarak agiklamasi ve (2) arkeolojik kazilarda doneme
ait metal bir paranin bulunmamasi olarak gosterilir (Polanyi, 1957; Oppenheim,
1977; Dale, 2013). Bu noktada ilk kanita yonelik karsi elestiriler, pazar sisteminin
sadece “serbest pazar” olarak tanimlanamayacagi ve Polanyi’nin (2009: 18) bizzat
bahsettigi karsiliklilik (reciprocity) ve yeniden dagitim (redistribution) ilkelerine
bagli olarak ve North’un (1990) bahsettigi sekilde kurumsal kontrol ¢ergevesinde
de calisabilecegidir (Silver, 1983). Yani serbest pazar bir idealdir; belli bir gii¢
(devlet, kral, vs.) tarafindan kontrol edilen pazar sistemi, ekonomik degisim
iligkilerinin gelisimi i¢in gerekli kosullari saglar (Arndt, 1981). Bu baglamda Eski
Asur Ticaretinde pazar yapisinin varligi hem somut mimari buluntu olarak hem
de ekonomik degisim iligkilerinin belgesel (¢ivi yazil tabletler) kanitlar1 olarak
Kiiltepe buluntularinda ortaya cikarilmistir. Otto’ya (2019) gbre pazar yerinin
somut mimari yapisinin arkeolojik kazilarla ortaya ¢ikarilmasi, ilgili donemdeki
degisim iligkilerinin toplumsal ve ekonomik niteligini anlamamizda oldukga
onemlidir.

Kiiltepe tabletlerinden elde edilen veriler incelendiginde Asurlularin pazar
kavrami yerine “mahirum” kavramini kullandiklari belirtilir (Dercksen, 2014: 69).
Michel’e (2017: 95) gore “Kiiltepe/Kanis te, muhtemelen kale iizerinde bulunan
“pazar” (mawum)) kismen “pazar sefi” (rabi malwim[) tarafindan kontrol
edilirdi. Insanlarin cevredeki koylerden kéle, tarim iiriinleri ve hayvanlarin yani
swra farkl bugday ve arpa, odun, sazlik ve sigwr satin alabilecekleri diikkanlar
veya tezgdhlart vardr”. Kiiltepe buluntularina bagli olarak mahirumda ekonomik
degisimiliskilerinin isleyisi hakkindaki yorumlara bakildiginda, Michel (2017: 80),
Dercksen (2014: 69), Silver (1983; 1995) fiyatin bu pazar ortaminda belirlendigini,
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Veenhof (1988: 261) bu pazar sisteminde fiyat dalgalanmalarinin arz ve talebe
gore olusmus olabilecegini ve saticilarin kar odakli hareket ettiklerini belirtir. Bu
aciklamalar bazi ekonomi tarihgileri tarafindan Eski Asur ekonomisinin, pazar
odakli ekonominin (market oriented economies) dncel uygulamalarina 6rnek
teskil edebilecegi seklinde yorumlanir (Veenhof, 1997; Renger, 1994).

Antik Mezopotamya’da pazar sisteminin gelismedigine iliskin 6ne siirlilen
ikinci kanita (madeni para yoklugu) yonelik karsi elestiriler ise Asur ticaretinde
kullanilan glimiis ve altina bagli O6l¢iim bigimlerinin (talent, mina, sekel)
fiyat olusumu i¢in yeterli oldugu goriisiinde birlesir. Zira Powell (1996) Antik
Mezopotamya’da kullanilan bu 6lgliim bigimlerinin basit/temel (basic) oldugunu
ve her yerde gecerli olmadigimi kabul etmekle birlikte, pazarda ekonomik deger
degisim standardi olusturmada yeterli olduklarini savunur. Powell’a (1996: 228)
gore Antik Mezopotamya ticareti bir takas (barter) ekonomisi degil, pazarda
para islemlerinin (money transaction) gerceklestigi bir ekonomidir. Benzer bir
diisiinceyle Veenhof (1988: 263) Asur ticaretinde giimiisiin standart bir 6deme
aract haline geldigini, Cripps (2014: 214) bu standart para sisteminin diger
iriinlere gore degerinin karsilagtirmali olarak nasil belirlendigini ve Curtis and
Hallo (1959) ise giimiis para sisteminin, modern paranin ii¢ dnemli islevi olan
degisime aracilik etme, hesap birimi olma ve degerin standart 6l¢iim birimi olma
iglevlerini yerine getirdigini savunur.

Bir degisim siireci olarak pazarlamanin ve pazarlama sisteminin olusmasi igin
gerekli makro kosullar ¢ercevesinde diisiiniildiigiinde, Eski Asur ticaretine iliskin
Kiiltepe buluntularina bagli yapilan bu arastirmalara iliskin bulgular oldukca
zengin bir igerige sahiptir. Bu cergevede isboliimiine dayali deger degisim
siirecinin, verili bir pazar oOrgiitlenmesinin ve ekonomik degisim iliskilerinin
varlig1, Eski Asur Ticaret déneminin, pazarlama sisteminin olugmasi ve hayatta
kalmasi i¢in gerekli makro kosullara sahip bir sosyo-ekonomik yapilanma oldugu
sonucuna ulasmamizi saglar.

5. Kiiltepe Tabletlerinde Pazarlama Faaliyetlerinin Izleri

Pazarlama sisteminin olusmasi i¢in gerekli makro kosullarin Eski Asur Ticaret
doneminde bulunabilecegine iligkin yorumlar, pazarlama faaliyetlerinin oncel
(arkaik) bigimlerinin de ilgili donemde kullanilmis olabilecegini diistindiiriir. Zira
Eski Asur Ticareti, uluslararast boyutlara ulagmis sistemli bir orgiitlenme i¢inde
tiretim, tedarik, tagimacilik ve teslim bicimlerinin sézlesmelerle gerceklestirildigi
bir ticaret agidwr (Veenhof, 2009; Larsen, 1977). Asurlu tiiccarlar tiriin teslimini,
faizli alacak/borg iliskisini, satis ve tasima sézlesmesini, maliyet hesaplamalarin,
tiriin ¢egitlerini ve fiyatlarini kil tabletlere yazar ve cogunlukla kendi miihiirleriyle
imzalarlardr (Michel, 2008; Wengrow, 2008; Caywr ve Albayrak, 2018). Bu
tabletlerden elimize ulagsan metinler tarih, ekonomi tarihi ve yeni yeni isletmecilik
alanlarindaki arastirmacilar tarafindan okunup akademiye kazandirilmaktadtr.
Bu béliimde s6z konusu arastirmalar icinde pazarlama faaliyetleri ac¢isindan
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onemli olabilecegi diistiniilen metinler yeniden yorumlanacakti. Bu yorumlar
yapilirken pazarlama kurumlarimin oncii bigimlerinin, pazarlamanin aract
islevlerinin ve Wengrow (2008) e bagli olarak markalanma uygulamalarinin Eski
Asur Ticaret Dénemindeki varligina iligkin kanitlar aranacaktir.

Eski Asurticaret ag, ticareti diizenlemek amaciyla hareket eden Sehir Meclisinden,
ticari hitkiimlere dayali borg iliskisini gergeklestirmek, ticari s6zlesme (narugqum)
yapmak ve vergi uygulamak i¢in Sehir Belediye/Kurumundan (City Hall), merkez
pazardan (karum), periferi pazardan (mahirum), ticari faaliyetiuygulayan tiiccardan
(tamkarum), yiikleme/tasimacilik yapan aracilardan (imdilum, kassarum and
saridum) olusan sistemli bir yapidir (Bilgi¢ ve Bayram, 1995: s.107; Barjamovig,
2018; Veenhof, 2009; Larsen, 1977). Bu kisi ve kurumlardan olusan yap1, Weld’in
(1916) onciiliik ettigi ve Clark’in (1922) dagitim kanallar1 olarak agikladigi
pazarlama kurumlarina olduk¢a benzerdir. Zira Shaw ve Jones’a (2005: 251) gore
“pazarlama kurumlari, toptancilar, acenteler, komisyoncular ve perakendeciler
dahil olmak iizere genellikle pazarlama aracilart olan pazarlama isini yapanlara
atifta bulunur”. Benzer sekilde Eski Asur ticaret aginda yer alan kisi ve kurumlarin
biitiinlesik yapisi ticaretin basarisini saglama yonelimde orgiitlenmistir (Veenhof,
2009: 44-45). Clnkii elde edilen bulgular Asurlu tiiccarlarin her yil binlerce
dokuma ve tonlarca ham kalay ticareti yaptiklarini ve bu ticaretin ger¢eklesmesi
icin esek, ip, eyer tedarikcilerinin, tagima isini gerceklestiren dagiticilarin,
konaklama icin gerekli kervansaraylarim, haberlesme icin posta hizmetlerinin ve
giivenli tagima rotalarinin var oldugunu gosterir (Barjamovig, 2011: 27). Kendi
alaninda uzmanlasmis kisi ve kurumlardan olusan bu ticaret ag1 6l¢eginde bilgi
akisini saglayan ¢ivi yazili tabletler incelediginde, Asurlu tiiccarlarin {irlinleri,
kalite ve fiyatlarina bagl olarak siniflandirdiklar1 goriiliir. Ornegin Kahveci
(2017), Anadolu menseli yedi farkli tip ve Asur menseli yirmi farkli tip kumas
tiiriiniin ilgili tabletlerde gectigini belirtir. Bu kumaslar i¢inde 6zellikle Kutanum
kumasinin en ¢ok tercih edilen kumas tiirii olarak farkli ¢esitlerinin bulundugunu
ve fiyat agisindan degerli olduguna deginir (Kahveci, 2017: 13-35; Veenhof, 1972).
Barjamovi¢ (2019: 30) bu dokumalarin, Anadolulu seckinler i¢in —toplumsal ve
ekonomik iistiinliik gostergesi olarak- bir statii kaynagi haline geldigini savunur.
Asurlu tiiccarlarin agirlikli olarak ticaretini yaptiklart diger tiriin kalaydir. Kalay,
Anadolu kralliklar1 i¢in savas aletleri yapmak ve gii¢ elde etmek i¢in elzemdir.
Ayrica Asurlu tiiccarlarin sarap, safran, egzotik tirtlinler, vs. gibi farkli {irlinlerin
ticaretini yaptiklar1 da belirtilir (Barjamovig, 2019: 31-32). Bu baglamda Asurlu
tiiccarlarin, s6z konusu iriinlerin taginmasi ve fiyatlandirilmasi siireglerinde
iirlinleri niteliklerine gore siniflandirdiklart (Atici, 2014: 244; Veenhof, 1988:
257-258) ve boylece pazarlama tarihinde iiriin donemi (commodity period) olarak
tanimlanan donem uygulamalarina benzer faaliyetler gelistirdikleri sdylenebilir
(Sheth, Garrett ve Gardner, 2019: 46-48).

Bu ¢ercevede pazarlama faaliyetlerinin deger yaratici (zamansal/mekansal fayda,
milkiyet/deger degisimi ve maliyet diisiirme gibi) 6zelliklerinin Eski Asur
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Ticareti doneminde ortaya ¢ikmis olabilecegi fakat bu 6zelliklerin donemin sosyo-
ekonomik yapilanmasinda gédmiilii oldugu sonucuna ulasilabilir. Zira Shaw (1912)
ve Weld’in (1917) kismen benzer sekilde agiklamis olduklar1 pazarlamanin araci
(middlemen) islevlerinin, Asurlu tiiccarlar tarafindan uygulanmis olabilecegine
iligkin yazinda ¢alismalar yer almaktadir. Bu ¢alismalar incelendiginde (1) riskin
paylasimi (sharing risk) islevi konusunda, Asurlu tiiccarlarin yatirim sermayesinin
geri doniis riski, lirtinlerin taginmasi riski ve iirlinlerin zararina satig riski konusunda
sozlesmeler yaparak risk paylasimi gerceklestirdikleri savunulur (Veenhof,
1997: 343; Larsen, 1977: 144). (2) Uriinlerin tasinmasi (transporting goods) ve
(3) {tirtinlerin satig1 (selling goods) islevleri konusunda, Asurlu tiiccarlarin ev
iiretimi veya ticaret araciliiyla tedarik ettikleri iirtinleri, Asur’dan Anadolu’ya
gilivenlikli bir ulasim ag1 iizerinden tasiyarak, altin ve giimiis karsiliginda
sattiklart belirtilir (Veenhof, 1977; Veenhof ve Eidem, 2008; Dercksen, 2014). (4)
Finansman islemleri (financing operations) islevi konusunda, Asurlu tiiccarlarin
belli faiz oranlar1 {izerinden ticaret sermayesi edinmek icin bor¢ sozlesmeleri
imzaladiklarma deginilir (Dercksen, 1999). (5) Bir araya getirme/toplama, tasnif
ve yeniden dagitim (assembling, assorting, and re-shipping) islevi konusunda ise
Asurlu tiiccarlarin, Anadolu’da talebi yliksek olan bir {iriin konusunda bilgi sahibi
olduklarinda, ilgili {iriin tedarikini gergeklestirip ve tasinmasi i¢in gerekli aracilar
diizenleyip, tiiketicilerin taleplerini karsiladiklart belirtilir (Silver, 1983: 810). Bu
aragtirmalar ve ilgili yorumlar 6lgeginde Asurlu tliccarlarin, tireticilerden tedarik
ettikleri tirtinleri her tiirlii (tasima, hirsizlik, vs.) riski iistlenerek tiiketicilerin
istedikleri yer ve zamanda (Karum Kanis’de) hazir etmeyi amagladiklart anlasilir.
Boylece Asurlu tiiccarlarin pazarlamanin “middlemen” islevini yerine getirme
amacli hareket ettikleri savunulabilir.

Ayrica Wengrow’a (2008) gore Asurlu tiiccarlarin da kullanmis olduklar1 miihiir
baskilari, modern marka uygulamalarinin Onceli olarak kabul edilebilir. Zira
miihiir baskilari, Antik Mezopotamya’da M.O 8000’li yillarin ortalarindan
itibaren kullanilmaktadir. Miihiir baskilari, biirokratik ya da ticari islemlerde
modern kullanimiyla imza yerine gegen onama beyani olarak diisiiniilebilir. M.O.
4000’11 yillarda miihiir baskilar1 kismen silindir miihiir halini almig ve her tiirli
ekonomik degisim iliskilerinin kontroliinde kullanilmistir (Oztiirk, 2019: 36-39).
Ozellikle Eski Asur Ticaret dsneminde Asurlu tiiccarlarin silindir miihiir kullanim1
oldukca yaygindir. Kulakoglu'na gore (2019: 54) “Kiiltepe’'de bulunan Akad
ve Akad sonrasi miihiir ve miihiir baskilari, sadece sanatsal agidan degil, aynm
zamanda uluslararasi ticari belgeler olmalart agisindan da 6nemlidir”. Lamberg-
Karlovsky’e (1975) gore ise bu miihiirler, bir tiiccarin ve iirlinlerinin mensgeinin
belirlenmesinde ve ticaretin diizenlenmesinde oldukga etkili bir yontemdir.

Asurlu tiiccarlarm kullandig1 bu silindir miihiirler (Ozgiic, 2006) tasmnan ya
da depolanan iirtinlerin miilkiyetinin kime ait oldugunu gostermekle birlikte,
ekonomik degisim iligkilerinde kalite kontrol ve giivene dayali alisveris
stireclerinin gelismesine katki saglamistir (Wengrow, 2008). Zira Lamberg-
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Karlovsky’nin bahsettigi sekliyle (2009: 23) “markalanma, bir tiriiniin menseini,
gliven-sadakat iliskisini ve bir tiiccarin islerini genisletmesini saglar. Bu nedenle
miihiirlerin bi¢imi ve Asur ticaretindeki kullanim amaci, Wengrow 'un agikladig
“irlin markas1” islevini yerine getirir” gériinmektedir.

6. Sonuc¢ ve Tartisma

Pazarlama faaliyetlerinin modern donem oncesi tarihini arastirmak, odaklanilan
dénemin sosyo-ekonomik yapisinda gomiilii bulunan izleri takip ederek, modern
pazarlama teorisi 1s18inda yorumlamakla miimkiin goriinmektedir. Nitekim
pazarlama tarih yazininda, pazarlama faaliyetlerinin antik ya da ortagag 6rneklerini
aragtiran ¢aligmalarin, ilgili donemlere iliskin yazili metinleri (agirlikli olarak)
pazarlamanin degisim karakteri, makro pazarlama kosullar1 ve pazarlamanin araci
islevleri agisindan yorumlayarak bilgi tirettikleri goriiliir. Bu agidan ¢alismada,
s0z konusu {i¢lii yaklagim {izerinden pazarlama faaliyetlerinin Antik Anadolu ve
Mezopotamya cografyasindaki izlerini takip etme amaciyla, Eski Asur ticaret
donemine odaklanilmistir. Kiiltepe buluntularina yonelik 6zellikle ekonomi tarih
yazinindaki arastirmalar, pazarlama sisteminin olusmasi ve hayatta kalmasi i¢in
gerekli makro kosullarin (isbéliimiine dayalr deger degisim siireci, verili bir pazar
orgiitlenmesi ve ekonomik degigim iligkileri) Eski Asur Ticaret doneminde var
olabilecegini belirlememizi saglar. Buradan hareketle ¢alismada, Eski Asur Ticaret
agim olusturan kisi ve kurumlarm pazarlama kurumlarinin 6nceli olabilecegi,
Asurlu tiiccarlarin pazarlamanin araci iglevlerini yerine getirme amach ticari
faaliyette bulunmus olabilecekleri ve iirlin tagima/ticaret islemlerinde kullanilan
kil tabletlere basilan miihiirlerin, modern marka uygulamalarinin 6nceli olarak
kabul edilebilecegi savunulur. Bu savunmanin, tarihi belgeleri sosyal teori sinirlari
cercevesinde yorumlayan arastirmalara dayali olmasi, ¢alismanin elestirilebilir
yoniidiir. Fakat bu yorumsal bilgi sorunu, tarihi arastirma ¢abalarinin genel bir
sorunu olarak, PT nin antik ve ortagag donemlerine iliskin anaakim okumalarinda
da yer almaktadir. Nitekim PT’ni arastirma girisimleri, pazarlamanin miistakil
bir disiplin haline gelmesini saglayan modern Avrupa bilim diisiincesinden izler
tagimaktadir (Varman ve Saha, 2009; Papatya ve Genis, 2019). Diger beseri bilim
alanlarinda da oldugu gibi pazarlama alaninda da hakim paradigma siirekli olarak
Avrupamerkezci bir gelisim dinamigini kabul etmekte ve tarihi gelisimi bu sekilde
diizenlemektedir (Varman, 2018; Tadajewski, 2006; Karababa, 2012).

Pazarlamanin gelisim tarihini Avrupa tarihiyle uyumlastirmaya yonelik bu girisim,
Avrupa devrimlerinin 6nceli olarak mitlestirilen Antik Yunan tarihinden baslayarak
Roma Imparatorluguna ve oradan da modern Avrupa diisiincesine baglanmay1
amaglar (Amin, 2014). Bu tarih yaziminda dogu toplumlar1 cogu defa gérmezden
gelinerek, insanligin sosyo-ekonomik ve bilimsel gelisimine katki saglamamis
yiginlar olarak sessizlige gomiiliir (Said, 1978; Guha, 2002). Bu agidan ¢alisma
hem pazarlama yazinindaki bu oryantalist bakisin, pazarlama tarihini dar bir
kapsamda nasil ele aldigini gostermesi hem de pazarlama faaliyetlerine iliskin
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Antik Anadolu ve Mezopotamya cografyasindaki izlere dikkat cekmesi agisindan
degerli goriilebilir. Nitekim ¢alisma, ulusal yazinda, “batili olmayan baglamlar:
ve pazarlart anlamada alternatif bir teori gelistirme c¢abasi olarak Anadolu
Yaklasimi™nin (Erdogan ve Islek, 2018: 188-189), Kiiciik Asya’da pazarlama
faaliyetlerinin izlerini takip etmek i¢in odaklandigi tarihi déonemlerin (M.S. 7.
ve 14. yiizy1l) genisletebilecegine yonelik de kanitlar sunar (Islek ve Erdogan,
2019: 240). Bu kanutlar takip edildiginde, Anadolu cografyasinin, insanligin yazil
tarihinde, ticaretin (ve pazarlama faaliyetlerinin) dncel drneklerinin bulunabildigi
nadir cografi mekanlardan biri oldugu goriilebilir. Elbette bu durum, dncelikle
Anadolu’nun stratejik konumundan kaynaklanmakla birlikte (yer alt1 kaynaklari,
bereketli topraklar, kitalar arasi gegis, nehir yataklari, vs.), cografyay1 kendi
kiiltiirleriyle isleyen, birbirleriyle (dil gelisimi, yazi, ticaret, hakimiyet savaslari, vs.
araciligiyla) etkilesime gecen ve bu etkilesim sonucunda evrilen farkli toplumlarin
biitiinsel katkilarinin bir sonucu olarak goriilmelidir (Bkz. Erdogan ve Islek,
2018:199). Ciinkii Antik Anadolu, Stimerlerin, Misirlilarin, Hititlerin, Asurlularin,
Perslerin, Lidyalilarin, heniiz ad1 tanimlanamamis Orta Asyal1 bir toplulugun vs.
ozellikle ticaret iliskileri ¢cercevesinde etkilesime girerek, kiiltiirlerinin diyalektik
Ol¢iide yeniden bicimlendigi kiiltiirel bir mekandir (Barjamovic, 2018: 147-
153; Kulakoglu ve Kangal, 2011). S6z konusu gelisime katki saglayan her farkli
kiiltiiriin, kendi degerleri/kurumlari ¢ergevesinde pazarlama faaliyetlerine yeni
bir anlayis kazandirdigina yonelik yapilan aragtirmalar, yazina anlamli bir katki
sunma ¢abasi olarak okunmalidir (Grénroos, 1990; Nakata ve Sivakumar, 2001;
Erdogan ve Islek, 2013). Bu katkiyla birlikte, bir teori ve uygulama alan1 olarak
pazarlamanin, farkli toplumsal baglamlarda dahi degismeden kalabilen karakterini
(ilke ve siireglerini) ortaya ¢ikarabilme ¢abasinin, evrensel pazarlama bilgisine
(yetkinlesme sancilarindan kaynaklanan tartigmalarin ¢6ziime kavusabilmesi)
ulasabilme yolunda, 6nemli bir merhaleyi olusturdugu sdylenebilir (Shaw, 2014:
534; Sheth, Garrett ve Gardner: 2019: 250-252). Bu agidan Anadolu, s6z konusu
cabaya yonelik kanit izlerinin kesintisiz (Antik-Ortagag-Modern) bir sekilde takip
edilebilecegi ve kiiltiirel degisimler (Hitit, Roma, Selguklu, Osmanli, Tiirkiye)
iizerinden karsilastirmali olarak ¢oziimlenebilecegi tarihi birikime sahip nadir
mekanlardan biri olarak, pazarlama akademisyenleri tarafindan daha yogun
sekilde arastirilmalidir. Ciinkii ancak bu yogun arastirmalarla birlikte, pazarlama
tarihini genigletebilir/cesitlendirebilir ve Avrupa-Amerikan tecriibesinin bu tarihi
seriiven i¢indeki duraklardan biri olabilecegini savunabiliriz.
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LOOKING FOR THE TRACES OF THE MARKETING ACTIVITIES
IN THE OLD ASSYRIAN TRADE: A RE-READING THROUGH THE
LITERATURE RELATED TO KULTEPE TABLETS

EXTENDED ABSTRACT
1. Introduction

Research on marketing history is classified into two main areas, which are marketing history
(MH) and history of marketing thought (Jones and Tadajewski, 2017: p.7; Jones and Shaw,
2002). When the history readings related to both main areas are examined, it cannot be
said that there is a clear consensus on the initial period and geography of marketing history
regarding time and spatial dimensions (Hollander, et al., 2005: p.35). However, when the
mainstream history literature in marketing is reviewed, there is a widespread consensus
that the activities that can be the subject of marketing history research can be found in the
socio-economic structure of Ancient Greece, which is mythologized as the predecessor of
the modern European revolutions. For example, it is argued that middleman functions of
marketing (Cassels, 1936: p.129-133; Kelley, 1956: p.63 and Steiner, 1976: p.6), changing
character of marketing (Shaw, 1995 and Dixon, 2002) and the macro conditions necessary
for the formation of the predecessor marketing system (Shaw, 2016: p.23; Jones and Shaw,
2002: p.41; Shaw and Jones, 2005; Wilkie and Moore, 2003) may have emerged in the socio-
economic structuring of Ancient Greek (especially 7th Century BC). In this respect, the
study tries to expand the framework of this mainstream historical panorama in the literature
of MH. The aim of the study is to re-read and discuss whether there can be found activities
that could be the subject of marketing history research in the Old Assyrian Trade Period
(M.O. 1930-1700) through the literature related to Kiiltepe finds. The reason for choosing
this period is that the Kiiltepe Tablets, as cuneiform texts, set an example for the pioneering
texts that recorded the ancient cultural/trade history of humanity in writing (Van de Mieroop,
2005:2) and allow us to describe in detail the commercial/personal activities of the Assyrian
merchants (tamkarum) (Bilgi¢ and Bayram, 1995; Radner, 2019: 6).

Theoretical Framework

The study is based on three basic modern marketing approaches (change, macro marketing,
middlemen function of marketing) used in the research of ancient/medieval marketing
practices in the mainstream literature to search the traces of marketing activities in Old
Assyrian Trade. Depending on these approaches, research in history, economic history, and
business administration regarding the Kultepe tablets is reinterpreted. In this context, the
study comparatively examines the sources that feed the mainstream historiography project
(Platon, 2014; Aristotle, 2020; Heredotos, 2009; Polanyi, 1957; Oppenheim, 1977) and the
sources that allow the alternative writing of MH (Kultepe Tablets, Silver, 1983; Veenhof,
1972, 2008; Michel, 2008; Barjamovic, 2011; Powell, 1996; Larsen, 1977). In addition,
few studies that look for traces of marketing activities in Ancient Mesopotamian history are
included. For example, Hirschman (2009) argues that the traces of self and social identity
(brand) that develop based on abstract thinking are the predecessors of those found in the
modern market and that agricultural development reaching from the Middle East to Europe
in about 4000 years is the first broad formation process of marketing in the evolutionary
development process of humanity (Hirschman, 2009: p.447). Hirschman argues that the
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increase in agricultural production that emerged in the Fertile Crescent changed a number
of consumption habits, and it is highly significant in terms of the emergence of the first
division of labour, population growth, increase in incomes, formation of an economic-
political environment dependent on the central authority and the use of new technologies
for transportation. In the study where the development of marketing is examined starting
from the development of silent trade, Kestane (2015) provides examples of the first market
structures (Karum Kanes) in Ancient Mesopotamia. Following the ancient predecessors
of modern branding practices, Wengrow (2008) argues that the signature (seal) practices
printed on commercial clay tablet envelopes in Ancient Egypt and Ancient Mesopotamia
may be the first examples of branding. According to Wengrow, these signature practices are
the precursors of modern brand practices in terms of property protection and quality control
authenticity.

Methodology

The method used in the study aims to reach consistent interpretations/results by classifying/
limiting the historical information, relationships and structures obtained through literature
review within the boundaries of modern marketing theory (the context of its discourse)
(Firat, 1987; Nevett, 1991; Karababa and Ger, 2005; Guha, 2002; Trouillot, 1995). In this
respect, the study is historical research with the second data source.

Conclusion

The study focuses on the Old Assyrian trade period with the aim of following the traces
of marketing activities in ancient Anatolian and Mesopotamian geography. Research on
Kiiltepe finds, especially in the literature of economic history, enable us to determine that the
economically changing character of marketing and the macro conditions necessary for the
formation and survival of the marketing system (value exchange process based on the division
of labour, a given market organization and economic exchange relations) may have existed
in the Ancient Assyrian Trade period (Veenhof, 1972, 2008; Michel, 2008; Barjamovic,
2011; Powell, 1996; Larsen, 1977). From this point of view, it is argued in the study that the
people and institutions that constitute the Old Assyrian Trade network may be the precursor
of the marketing institutions (Bilgi¢ and Bayram, 1995: p.107; Barjamovic, 2018; Veenhof,
2009; Larsen, 1977), the Assyrian merchants may have conducted commercial activities with
the aim of fulfilling the intermediary functions of marketing (Veenhof, 1977; Veenhof and
Eidem, 2008; Dercksen, 2014) and the seals used in product transportation/trade transactions
can be considered as the precursor of modern brand practices (Wengrow, 2008; Ozgiic,
2006). The fact that this defence is based on research that interprets historical documents
within the framework of social theory is the reproachable aspect of the study. However, this
problem of interpretive knowledge is also present in mainstream research conducted on the
ancient and medieval periods of the MH, as a general problem of historical research efforts.
From this point of view, the study can be considered valuable in terms of both showing how
this orientalist view in the marketing literature deals with marketing history in a narrow
scope and drawing attention to the traces of marketing activities in Ancient Anatolia and
Mesopotamia geography (Varman, 2018; Tadajewski, 2006; Karababa, 2012; Amin, 2014;
Said, 1978; Guha, 2002). As a matter of fact, the history of marketing will become more
in-depth and diverse, and marketing will gain a universal appearance with the increase of
studies that will be carried out in this direction.
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(Derleme)

REKLAMLARDAKI UNLULERDEN SOSYAL MEDYADAKI
FENOMENLERE: INFLUENCER PAZARLAMASINA BUTUNCUL BiR
BAKIS !

Gozde BAYCUR **
Hiiseyin Sami KARACA?

(074

Sosyal medya, tiiketicilerin tiikketim deneyimlerini ve tavsiyelerini kullanici tarafindan
olusturulan igerikler aracilifiyla paylasmalarint saglamistir. “Influencer” olarak
adlandirilan baz1 igerik ireticileri, iletisim becerileri, 6zgiin icerikleri, giivenilirlik,
cekicilik veya uzmanliklari nedeniyle farklilagmis, popiilerlik kazanmis ve yeni bir
pazarlama iletisim kanali olarak markalar1 kendine ¢ekmistir. Influencer pazarlamasi,
pazarlama akademisinde son yillarda artan bir ilgi gérmektedir, ancak, bu alandaki
akademik ¢alismalar parcalidir ve basartyi etkileyen faktorlerin ve pazarlama sonuglarinin
anlagilmast sinirhdir.  Mevceut literatiiriin kapsamli ve elestirel olarak incelenmesine
siddetle ihtiya¢ duyulmaktadir. Influencer pazarlamasi literatiiriinii daha iyi anlamak
icin, bu alanin koklerini olusturan fikir liderligi kurami ve reklamlarda iinlii kullanimi
literatiiriiniin de yeniden ziyaret edilmesi gerekmektedir. Bu ¢alisma, bu ihtiyaca cevap
vermek iizere, fikir liderligi kurami ve reklamlarda {inlii kullanim literatiiriiniin anahtar
bulgularint 6zetledikten sonra, influencer pazarlamasi literatiiriiniin mevcut durumunu
ortaya koyan ve bulgulari sentezleyen ilk ¢alismalardandir. Literatiirdeki ¢alismalarinin
sonuglarinin derlenmesi, bulgulardaki benzerlik ve farkliliklarin tartigilmasi, bosluklarin
isaret edilmesi, gelecekteki akademik calismalar icin verimli bir zemin yaratacaktir.
Bu caligma, influencer pazarlamasinin etkinligini etkileyen onciiller ve influencer
kampanyalarinin sonuglar1 ve bu iliskiyi etkileyen araci ve diizenleyici degiskenlerden
olusan bir ¢erceve sunarak mevcut literatiirii sentezledikten sonra, kesfedilmemis veya
bulgularin ¢elistigi alanlar1 gelecek ¢aligmalar i¢in dneri olarak sunmaktadir.

Anahtar soézciikler: Influencer pazarlamasi, sosyal medya fenomenleri, online fikir
liderligi, literatiir taramasi
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FROM CELEBRITY ENDORSEMENT TO SOCIAL MEDIA
INFLUENCERS: INFLUENCER MARKETING LITERATURE REVIEW

ABSTRACT

Social media has enabled consumers to share their consumption experiences through user-
generated content. Some content creators, called “influencers”, have gained popularity
due to their communication skills, original content, credibility, attractiveness, expertise
and attracted brands as a new Marcom channel. Influencer marketing has recently received
academic attention; however, studies in this area are fragmented, and understanding
the success factors and marketing outcomes is limited. A comprehensive and critical
review of the literature is urgently needed. To better understand the influencer marketing
literature, opinion leadership theory and celebrity endorsement literature, which form
this field’s roots, should be revisited. Summarizing the key findings of opinion leadership
and celebrity endorsement literature, this pioneering study examines the current state of
influencer marketing to respond to this need. Compiling the research results, discussing
the similarities and differences in the findings, and pointing out the gaps will create a
fertile ground for future academic studies. Synthesizing the existing literature, this study
presents unexplored or contradictory areas as suggestions for future studies by presenting
a literature review framework consisting of antecedents and outputs of influencer
endorsement, including moderating and mediating variables.

Keywords: Influencer marketing, online opinion leadership, user generated content,
social media influencers, literature review
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1. Giris

Diinya genelinde milyarlarca insanin Covid-19 pandemisi nedeniyle karantina
altina alindig1 ve sosyal mesafenin korundugu 2020 yilinda sosyal medya kullanici
sayist son ii¢ yilin en hizli artisin1 gerceklestirerek 4,20 milyara ulagmistir
(wearesocial.com, 2021). Internet kullanicilarinin sayisi ve mobil cihazlarin
penetrasyonunun hizla artmasiyla, bilgisayar aracili ortamlar tiiketim kararlar
iizerinde daha etkili olmaya baslamis (Kozinets, 1999, 2002) ve geleneksel
pazarlama iletisimi uygulamalar1 6nemli 6lglide degismistir (Alalwan vd., 2017,
Appel, Hadi ve Stephen, 2020). Web 2.0’1n baslangict olan 2004 yilindan bu
yana, web etkilesimli ve katilimci bir alana doniigmiistiir, kullanici tarafindan
olusturulan icerik (user generated content ya da UGC) biiyiik ilgi gérmiistr ve
web’e hakim olmaya baslamistir (Freeman ve Chapman, 2007).

Web 2.0 ve sosyal medyanin yiikselisi, pazarlama arenasina iki temel devrim
getirmigtir: Birincisi, markalar miisterilerle daha hizli, kolay ve etkilesimli bir
sekilde iletisim kurma sans1 bulmasi; mesajlarinin erisimi geniglemesine katkida
bulunmustur. ikincisi, {iriin incelemeleri, tavsiyeler ve sikayetleri iceren web
iizerinde kullanici tarafindan olusturulan igerik, pazarlamacilarin kulaktan kulaga
pazarlamay1 yeniden diisiinmesini saglamisti. Web 2.0 6ncesi donemde marka
iletisimi tek yonliidiir ve iletisimde giic tamamen markanin kontroliindedir.
Internetin getirdigi iletisim devriminin, giic iliskisini daha demokratik bir sekilde
degistirdigi goriilmektedir. (Niederhoffer vd., 2007) Bu devrim zorlu olsa da
markalarin kullanicilarla daha yaratici bir sekilde iletisim kurmasini saglamistir
ve ortak deger yaratimmin Oniinii agmistir. (Niederhoffer vd., 2007; Tiago ve
Verissimo, 2014).

Uriin degerlendirmeleri, tavsiyeleri, marka deneyimleri hakkinda igerik olusturan
sosyal medya kullanicilari, sosyal ag sitelerinde (SAS) iletisim kurduklar
diger kullanicilarin markaya ydnelik tutumlarini, duygularimi ve satin alma
niyetlerini etkilemeye baglamistir (Dwivedi vd., 2020). Sosyal aglardaki bazi
icerik olusturucular, giivenilirlikleri, uzmanliklari, ¢ekicilikleri veya karizmalar
sayesinde diger kullanicilara kiyasla daha etkili bir glic kazanmistir. (Audrezet,
Kerviler ve Moulard, 2020; Yuan ve Lou, 2020). Takipgilerinin yasam tarzi
secimlerini etkileyen sosyal medya icerik yaraticilar1 gohrete kavugmustur (Tan,
2017). Markalar, sosyal aglarda bu etkili igerik iireticilerinin giiclinii ve etkisini
fark ettiginde, pazarlama biitgelerinin ¢cogunu sponsorlu icerik i¢in bu igerik
iireticileri ya da yaygin deyisle “influencer” isbirliklerine ayirmaya baglamistir
(Nafees vd., 2021). Markalar, pazarlama mesajlarini daha etkili bir sekilde yaymak
icin influencerlar1 nis pazarlama iletisim kanallar1 olarak konumlandirmaktadir
(Uzunoglu ve Kip, 2014). Geleneksel iletisim kanallarindan influencerlara gegis,
pazarlamada “influencer pazarlamasi” olarak adlandirilan yeni bir ¢agi baglatmigtir
(Brown ve Hayes, 2007; De Veirman, Cauberghe ve Hudders, 2017).
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Influencer pazarlamasi sektoriiniin 2021 yilinda 13,8 milyar dolar1 asacag:
tahmin edilmektedir (influencermarketinhub.com, 2021). Her yil daha fazla sirket
influencer pazarlamaya yatirim yapmakta ve influencerlar igin harcamalarim
arttirmaktadir. “Influencer Pazarlamasinin Durumu 2021” raporu (Lingia,
2021), pazarlamacilarin %71’inin influencer pazarlama biit¢elerini artirmayi
planladigin1 gostermistir. Influencer pazarlama sektoriiniin popiilerligi arttikca,
markalarin influencer pazarlama faaliyetlerine katilma niyeti giderek artmaktadir;
ancak hala, marka ydneticilerinin influencer pazarlamasi hakkinda bildikleri,
bilinmeyenlerden daha azdir. Pazarlama uzmanlari, influencer pazarlamasindan
yararlanmak ve buna ayirdiklan biitcenin karsiligini alabilmek icin bu konuyu
daha kapsamli ve derin bir sekilde 6grenmeye ihtiya¢ duymaktadir (Vrontis vd.,
2021).

Pratikten teoriye gegildiginde ise, influencer pazarlamasinin pratikteki
popiilerligine ragmen, bu alana odaklanan akademik ¢alismalarin hala yetersiz
oldugu goriilmektedir (Torres, Augusto ve Matos, 2019). Instagram ve YouTube’da
igerik yaratmanin tarihi on yildan daha uzun degildir, markalarin bu arenaya
sponsorlu igeriklerle girisleri ise ¢ok daha yenidir. Dolayisiyla bu konunun
pazarlama literatiiriine dahil olmasi heniiz baslangi¢c déoneminde sayilir. Son bes
yilda artan akademik ilgiye ragmen, bu alandaki arastirmalarin pargali, kismi ve
dagmik oldugu goriilmektedir (Vrontis vd., 2021). Influencerlarin takipgilerinin
tilketim kararlar1 tizerindeki etkililigi konusunda fikir birligine varilmasina
ragmen, influencer pazarlamasinin tiiketici davranmiglarini ve tutumlarin
nasil sekillendirdigini anlamak i¢in gii¢lii bir kuramsal altyapisi olan ampirik
arastirmalara ihtiyag¢ vardir (Lou ve Yuan, 2019; Wiedmann ve Mettenheim, 2020).
Backaler (2019), influencer pazarlamasi hakkindaki ¢ogu makalenin stratejilere
degil taktiklere odaklandigim1 one slirmektedir. Ancak influencer pazarlamanin
etkisini en st diizeye ¢ikarmak i¢in kisa vadeli taktiksel kampanyalar degil,
stratejik bir pazarlama plan1 uygulanmalidir. Basarili bir influencer pazarlama
stratejisi tamimlamak i¢in de oncelikle mevcut literatiirdeki bulgularin analiz ve
sentezi, sonrasinda mevcut literatiiriin yetersiz kaldig1 bosluklarin tespit edilmesi
gerekmektedir.

Bu ¢aligmanin amaci, hizla genislemekte olan influencer pazarlamasi literatiiriinii
kapsamli ve elestirel olarak inceleyerek, mevcut arastirmalarin bulgularim
sentezlemek, yorumlamak ve gelecekteki ¢aligmalar icin arastirma bosluklarini
isaret etmektir. Mevcut arastirmalarin ¢iktilarin biitlinliik i¢cinde gérmek hem bu
alandaki akademik ¢aligmalara saglam bir temel olusturacak, hem de influencer
pazarlamasi pratiklerini iyilestirmek isteyen marka ve influencerlar igin yol
gosterici olacaktir.

Influencer pazarlamasinin saglam temeller {izerinde ilerlemesi i¢in, simdiye kadar
bu alanda yapilan g¢alismalarin titizlikle incelenip, hangi arastirma sorularia
cevap bulundugu, hangilerinin mevcut bulgularla cevaplanamadigi ya da
gelisen cevaplarin bulundugunu ortaya koyacak bir literatiir taramasina ihtiyag
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vardir. Simdiye kadar, bilgimiz dahilinde Tiirkce literatiirde bu tiir bir ¢aligma
bulunmamaktadir, hatta kiiresel 6l¢ekte de bu alandaki literatiir taramalar1 olduk¢a
siirlidir. Influencer pazarlamasi literatiirii olusmaya baslayali heniiz birkag yil
gecmis olsa da bu alanin temelleri olduk¢a zengin ve koklii iki literatiirde (fikir
liderligi ve reklamlarda iinlii kullanimi) ylikselmektedir. Ancak bildigimiz kadariyla
bu iki alanin koklii literatiiriinii alip, giincel influencer pazarlamasi literatiirii ile
birlestirerek inceleyen bir calisma yoktur. Bu agidan, mevcut ¢aligmanin literatiire
onemli bir katki sunacagini, bu alanlarin baglantisini anlamanin ve bu iki alandaki
kuram ve modelleri influencer baglaminda tartismanin influencer pazarlamasi
literatiiriindeki gelismeyi hizlandiracagini diistinmekteyiz.

2. Influencer Pazarlamasinin Gelisimi

Sosyal medya influencerlar1 “bloglar, tweetler ve diger sosyal medyanin kullanimi
araciliiyla izleyici tutumlarini sekillendiren yeni bir tiir bagimsiz ti¢lincii taraf
onaylayicisini temsil eder” (Freberg vd., 2011: 90). Sosyal medya son on yilda
pazarlama literatiiriiniin kapsamina girse de influencerlarin iletisim literatiiriinde
yeni oldugu sdéylenemez. Influencer pazarlamasinin yiikselisi Web 2.0. ile baglamig
olsa da kokleri ¢ok daha eski bir doneme dayanmaktadir. Markalar, mesajlarim
giivenilir kaynaklar araciligiyla iletmek i¢in sosyal medya disinda da yillardir
influencerlar ile igbirligi yapmaktadir (Casaloa, Flavian ve Ibaiez-Sanchez, 2020).

Influencer pazarlamanin ilk dalgasi, markalarin {irinlerini desteklemek i¢in tinliiler
ve profesyonellerle isbirligi yaptig1 donem olarak kabul edilebilir (Agrawal ve
Kamakura, 1985; Erdogan, 1999; McCracken, 1989). Kola reklamlarindaki rock
yildizlar1 veya bir yogurt markasini 6neren diyetisyenler, pazarlama baglaminda
influencerlarin ilk Ornekleridir. Tiiketiciler profesyonellere giivenip saygi
duyduklar1 ve iinliilere hayran olduklari i¢in, reklamlarda gordiikleri tinliileri ve
profesyonelleri giivenilir kaynaklar olarak algilamistir (Ohanian, 1990, 1991).
Influencer iletisimin bu ilk doneminde iletisim tek yonliidiir ve ana akim geleneksel
medyayla simnirhdir. Unliilerle dogrudan iletisim neredeyse imkansizdir ve
goriiniirliikleri tamamen halkla iliskiler uzmanlari, menajerleri tarafindan kontrol
edilmektedir. (Chung ve Cho, 2017). Bu nedenle reklamlardaki bu iinliileri, bu
reklamlar disinda gérmek ¢ok miimkiin degildir, gliniimiiz sosyal medya {inliileri
gibi giinliik hayatlarini, sabah kahvelerini ya da tatillerini paylagmazlar, zaten
buna uygun bir medya mecrasi da yoktur.

Agizdan agiza iletisim (Word of Mouth ya da WOM), tiiketicilerin tercihlerini
sekillendiren en giiclii etkenlerden biri olup, influencer pazarlamasmin ana
mantig1 da WOM’a dayanir. Web 2.0, iletisimin geleneksel medyadan internete
kaydig1, internet kullanicilarinin fikirlerini, deneyimlerini, bilgilerini veya WOM
iletisimlerini hi¢ olmadigi kadar hizli ve kolay bir sekilde paylagsmalarini saglayan
bir donem olmustur. Influencer pazarlamasinin ikinci dalgasini baslatan, geleneksel
medyada goriilen {inliiller ve profesyonellerden sonra, siradan tiiketicilerin de
interneti kullanarak {irlin tavsiyeleri vermesi, tiiketim deneyimlerini paylagmasi,
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diger deyisle eWOM yaratmas: olmustur. ikinci dalga olarak tanimladigimiz
icerik olusturucularin amaci, giiniimiizdeki paylagimlart meslegi haline getiren
influencerlardan farkli olarak, yalnizca baskalarina yardimer olmak igin bilgi
paylasmak ve bloglariin popiilerliginin tadini ¢ikarmaktir. Budénem, Kozinets vd.
(2010) tarafindan “Tiiketiciler Aras1 Organik Etki Modeli” olarak tanimlanmuistir.
Icerik iireticilerine markalardan herhangi bir miidahale veya finansal fayda
olmadigr i¢in etki ve eWOM organik olarak tanimlanmistir. Sosyal medyada
kazanilan popiilerlik, ikinci dalga influencerlara heniiz gelir getirmemektedir,
blog yazmak bir meslekten ziyade amator bir hobi olarak kalmistir.

Markalar, web iizerindeki markali igerigin heniiz kontrol edilemeyen giiciinii ve
sosyal medyanin pazarlama iletisimi i¢in devasa potansiyelini kesfettiginde ise
iiciincii dalga baglar. Kozinets vd. (2010), agizdan agiza pazarlamanin (WOM)
ikinci asamasini “Dogrusal Pazarlama Etki Modeli” olarak adlandirir (Biz bunu
influencer pazarlamasinda ligiincii dalga olarak adlandirdik). Bu donemde, marka,
influencer ve tiiketiciler arasindaki iletisim dogrusal bir iligki olarak goriilmektedir.
Pazarlamacilar kanaat dnderlerine/influencerlara istenen pazarlama mesajini iletir,
bunu kitlesine iletmesi i¢in 6deme yapar ya da hediyeler gonderir ve influencerlar
marka tarafindan iletilmis pazarlama mesajlarin1 yayar. Mesaj, tek yonlii ve
dogrusal sekilde kitleye ulasir, diger ugtan markaya iletilen bir mesaj s6z konusu
degildir. Marka-influencer iliskileri, blog yazarlarina denemek igin iiriinler
gondermekle baglamistir, ancak influencerlarin profesyonel igerik yaraticilari
haline gelmesiyle birlikte {iriin yerine {icret 6deme yayginlagmis ve influencerlar
¢ogu marka i¢in en popiiler pazarlama iletisim kanali haline gelmistir (Hearn ve
Schoenhoff, 2016; Lu, Chang ve Chang. 2014).

Influencer pazarlamasinin gelisimi incelendiginde, bu alanin kdklerinin Fikir
Liderligi Teorisi ve reklamlarda {inlii kullanim1 (iinlii onayi/destegi) literatiiriinde
oldugu goriilmektedir. Sosyal medya influencerlarinin tiiketicilerin kararlarini
ve tutumlarimi nasil etkiledigini anlamak igin, fikir liderlerinin kulaktan kulaga
iletisim yoluyla cevrelerinin fikirlerine nasil etki ettigini ve reklamlardaki
iinliilerin nasil destekledikleri marka ve {irlinlerin tercih edilmesini sagladiklarini
anlamak gerekir. Bunedenle, sosyal medya influencerlart literatiiriinii incelemeden
once, siradaki iki boliimde, bu iki alan1 yeniden ziyaret ederek, anahtar bulgular
Ozetleyecegiz.

3. Fikir Liderligi Teorisi
3.1. Fikir Liderlerinin Ortaya Cikis1

Fikir liderliginin kokleri, 1940 Amerika Birlesik Devletleri bagkanlik segimlerinde
secmenlerin davranislarini inceleyen ve akrabalarin, arkadaglarin ve is arkadagslarinin
oy verme kararlart tizerinde giiglii bir etkiye sahip olduguna dair kanit sunan
Lazarsfeld, Berelson ve Gaudet’in (1948) ufuk acici ¢alismasinda yatmaktadir. Katz
ve Lazarsfeld’in (1955) Iki Asamali (Cok Asamali) Akis Modeli, Fikir Liderligi
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Teorisi’nin temelini olusturur. iki Asamali Bilgi Akis1 Teorisi, bir icerik {ireticisi
tarafindan gonderilen medya mesajlarinin dogrudan izleyicinin kulaklarina (veya
gozlerine) ulastigi varsayimma meydan okumustur. Bu teoriye gore (Katz ve
Lazarsfeld, 1955; Katz, 1957), kitle iletisim araglar izleyicileri hem medya kanallar
(6rnegin haberler) tarafindan dagitilan gercek bilgilerden hem de iki agamali bir
dagitimdan (medyadan gelen mesaji yorumlayip aktaran kisiler) etkilenir. Kap1
bekgileri olarak adlandirilan kiigiik bir grup birey, kitle iletisim araglarin verdigi
mesajl, bilgiyi filtreler, yorumlar, yeniden sekillendirir ve kitlelere yayar, boylece
mesaj once kitle iletisim kanalindan kap1 bekgilerine, (ilk asama) oradan da genel
kitleye (ikinci asama) yayilmus olur. Katz ve Lazarsfeld (1955), kanaat 6nderlerinin
(fikir liderlerinin) kitle iletisim kaynaklar1 araciligiyla dagitilan bilgilerin etkili
degistiricileri olarak hareket ettigini belirtir. Fikirler genellikle kitle iletisim
araclarindan kanaat onderlerine ve onlarin slizgecinden gectikten sonra fikir/bilgi
arayanlara akar (Rogers ve Cartano, 1962). Kisiler arasi iletisim, kitle iletisim
araglarina kiyasla insanlarin diigiincelerini sekillendirmede daha giiclii oldugu igin
bir kanaat dnderinin siizgeci mesaji daha etkili kilar (Weimann, 1994).

Rogers ve Cartano (1962: 435) fikir liderlerini “bagkalarinin kararlari iizerinde
esit olmayan miktarda etki uygulayan” tiiketiciler olarak tanimlamaktadir. Fikir
liderleri, uzmanlhiga ve bilgiye sahip olan ve bilgi ve tavsiye i¢in bagvurulan uygun
kaynaklar olarak kabul edilen kisilerdir (Eliashberg ve Shugan, 1997). Pazarlamada
fikir lideri, diger tiiketicilerin tutumlarimi istenen yonde gayri resmi olarak etkileyen
kisidir (Reynolds ve Wells, 1977). Akademisyenler fikir liderlerine atifta bulunmak
icin bir¢ok farkli terim tiretmislerdir: “liderler”, “kanaat 6nderleri”, “gayri resmi
liderler”, “bilgi liderleri”, “benimseme liderleri”, “moda liderleri”, “tiiketim
liderleri, “influencerlar” (Rogers ve Cartano, 1962). (Mevcut calisma, dijital
cagin kanaat onderlerinden s6z ederken, popiiler kiiltiirde ve endiistride yaygin
kullanimda olmas1 nedeniyle “sosyal medya influencer1” veya kisaca “influencer”
terimini kullanacaktir. Tiirk¢e yazinda bazi caligmalar “etkileyici”, “etkileyen” ya da
“fenomen” sozciiklerini tercih etseler de giinliik dilde ilk iki s6zciiglin kullaniminin
olmamasi ve “fenomen” sozcligiiniin popiiler kiiltiirdeki olumsuz ¢agrisimlar

nedeniyle, “influencer” teriminde karar kilinmustir.)

Literatlirdeki say1siz tanima ragmen, fikir liderligi kavrami her zaman etki (Flynn,
Goldsmith ve Eastmen, 1996; Rogers ve Cartano, 1962) ve bilgi/fikir yayma
(King ve Summers, 1970) veya her ikisi ile iliskilendirilir. Fikir liderleri, dogrudan
(kulaktan kulaga) veya dolayli olarak (insanlara ilham vererek ve onlarin taklit
etmesi ile) arkadaglari, aileleri, akrabalar1 ve tanidiklar1 dahil olmak {izere yakin
cevrelerinde dnemli bir etkiye sahiptir (Engel, Blackwell ve Miniard, 1995).
Tiiketiciler diger tiiketicileri gesitli sekillerde etkiler: ilk olarak, segimlerini ve
tilketim davraniglarii goézlemleyen diger tiiketiciler arasinda taklit edilen, ilham
veren rol modelleri olarak hareket ederler. Ikincisi, tiiketim siklikla giinliik sosyal
sohbetlerde konu oldugundan, fikirleri ve bilgileri kulaktan kulaga yayarak
baskalarin1 dolayl anlatimlariyla etkileyebilirler. Ugiinciisii, dogrudan ve sozlii
olarak tavsiye ederler (Chau ve Hui, 1998).
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3.2. Cevrimici Fikir Liderligi

Teknolojinin hizli gelisimi nedeniyle bircok iletisim kavraminda degisim
yasanmaktadir (Kaplan ve Haenlein, 2010). Internet ve sosyal medyanin icadindan
sonra, tiiketiciler ¢evrimigi ortamda daha fazla gii¢, kontrol ve daha fazla bilgiye
erisim kazanmistir (Lamberton ve Stephen, 2016). Cevrimigi fikir liderleri, sosyal
aglarda paylastiklar1 metinleri, videolar1 ve fotograflar1 ile eWOM yaratip bu
aglardaki takipcilerinin fikir ve kararlarmi etkilemeye baslamigtir (Hsu, Lin ve
Chiang, 2013; Tsang ve Zhou, 2005; Watts ve Dodds, 2007). Cevrimigi ortamlar
bilgi ve fikirlerin erisimini hizlandirip geniglettiginden, kanaat onderleri etki
giiclerini en st diizeye ¢ikarma sansina sahip olmustur (Lyons ve Henderson,
2005). Yiiz yiize etkilesim eksikliginin kanaat onderinin etkisini azalttigindan
siiphe edilse de ¢evrimigi fikir liderlerinin, etkilesimde bulunduklar1 tek bir tiiketici
iizerindeki etkilerini zayiflasa bile, eristikleri kitlenin biiyiimesi ile toplamda daha
yiiksek etki giiciine sahip olmalari1 daha olasidir (Lin, Bruning ve Swarna, 2018).

Degisen teknoloji ve dijital devrimin kanaat Onderligini etkileyecegi yaygin
olarak kabul edilmektedir. Bununla birlikte, bu etkinin ne yonde degisecegi,
bilgisayar aracili ortamlarda fikir liderligi teorisinin varsayimlarinin hala gegerli
olup olmadigini sorgulayan literatiirde sonugsuz tartigmalar siirmektedir (Zhang,
Zhao ve Xu, 2016). Baz1 akademisyenler, internetin tiiketicilerin smnirsiz bilgiye
ulagsmasini sagladigimi ve karar verme siirecini kolaylastirdigini iddia etmektedir,
bir tiiketicinin web iizerinden ihtiya¢ duydugu her tiirlii bilgiye erisebilirken
kanaat onderlerinin goriislerine daha az ihtiya¢ duyacagimi one siirmektedir.
Ayrica, internet ve Ozellikle sosyal medyadan iletisim kurarak, firmalarin fikir
liderlerinin miidahalesi olmadan dogrudan hedef kitleye ulasmas1 ve mesajlarini
iletmesi de miimkiin oldugu igin, fikir liderlerinin etkisi sorgulanmaya baglamistir
(Schéfer ve Taddicken, 2015).

Fikir liderlerine duyulan ihtiyacin, dijital ¢agda azaldigin ileri siirenlerin aksine,
cogunluk, internetin yogun kullaniminin kanaat 6nderlerinin 6nemini ve ihtiyacinm
artiracagini iddia ederek bu goriisii reddetmektedir. Artan sayida bilgi kaynagi ve
bunlarin kontrolsiizliigii, tiiketicileri yoran sonsuz iirlin ¢esitliligi, fikir liderinin
tavsiye, filtreleme ve sadelestirme faydalarini daha da 6n plana ¢gikarmaktadir.
Internet devriminden dnce kanaat énderleri, sadece ailelerinden ve tanidiklarindan
kiiclik bir grup insanin kararlarinda etkili olabiliyorken, internet devrimi kanaat
onderlerine kiiresel, smirsiz bir izleyici kitlesi saglamistir (Uzunoglu ve Kip,
2014). Dolayisiyla dijital ¢agda fikir liderligi zayiflamak bir yana, kolaylasan
ve genisleyen erisim ve artan bilgiyi siizme ve derleme ihtiyaci ile daha da
giiclenmistir.

Geleneksel kanaat liderligi ile karsilastirildiginda, ¢evrimigi fikir liderligi, hizi,
rahatlig1, bire ¢ok erisimi ve yliz yiize iletisim baskisinin olmamasi nedeniyle
daha giicliidiir (Phelps vd., 2004).
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Fikir liderligi teorisi, iletisimde en saglam kurulmus teorilerden biri olmasina
ragmen, internet aracili ortamlara uyarlanmasi hala daha fazla aragtirma yapilmasini
gerektirmektedir. Fikir liderligi teorisinin dijital baglama uygulanmasina vurgu
yapan ve ¢evrimdisi baglama gore énemli farkliliklar olup olmadigini test eden
sinirli sayida ampirik ¢alisma bulunmaktadir (Lin vd., 2018). Lyons ve Henderson
(2005), fikir liderlerinin ¢evrimdisi ve g¢evrimici pazarlardaki ozelliklerini ve
davraniglarini ampirik olarak karsilastiran dncii bir ¢aligma yliriitmiistiir. Bilgisayar
aracili ortamlardaki kanaat 6nderlerinin, lider olmayanlara gore dnemli dlglide daha
yiksek katilim seviyelerine sahip olduklarini, daha yenilik¢i olduklarmi, kesifsel
davranisa egilimli olduklarini bulmuslardir. Bu bulgular, ¢evrimdis1 baglamlarda
yapilan calismalarda bulunan fikir liderligi 6zelliklerine paralel goriinmektedir.
Cevrimigi kanaat onderlerinin ayrica bilgisayar becerilerinde daha iyi oldugu,
interneti daha uzun siiredir kullandig1 ve lider olmayanlara gore internete daha
sik baglanip, daha uzun kaldig1 goriilmistiir. Cevrimi¢i kanaat liderleri, katilim,
yenilikcilik ve daha fazla bilgi edinme gibi geleneksel pazardaki liderler ile benzer
niteliklere sahiptir. Ozgen ve Kurt (2013) sosyal medyada kanaat &nderlerinin
karar verme tarzlarini incelemisler ve kanaat onderlik skoru yiiksek olanlarin,
diisiik olanlara gore farkli karar verme tarzlara sahip olduklarma dair kanitlar
sunmuglardir. Sosyal medya fikir liderleri, aligveristen daha yiiksek keyif almakta,
planli aligveris yapmakta, diisiik fiyata daha az 6nem vermektedir, favori markalar
vardir ancak yine de yeni denemeler yapmaktan hoglanmaktadir ve ¢esit arayislar
yogundur. Zhang vd. (2016), ¢evrimigi kanaat dnderlerinin etkisini kalabaligin
etkisiyle karsilagtirmis ve kanaat 6nderlerinin yeni bir akimin baglatilmasinda kilit
bir rol oynamasima ragmen, bu akimin yayilmasi i¢in lideri izleyen kalabalik bir
kitlenin olmas1 sartin1 vurgulamislardir.

Fikir liderleri, bireylerin tercihlerini ve davraniglarini etkilemede geleneksel kitle
iletisim araglarindan daha giiclii bir etkiye sahiptir (Arndt, 1967). Fikir liderlerinin
kisileraras1 iliskileri, kitle iletisim kaynaklarindan gelen mesajlardan daha
giivenilir olarak goriilmekte ve bu onlar1 daha etkili kilmaktadir (Feick ve Price,
1987). Berkman ve Gilson (1986), benzer sekilde, tiiketicilerin belirli bir alandaki
kanaat onderleriyle iletisimlerinden aldiklar1 bilgileri reklam mesajlarindan daha
giivenilir bulduklarin1 6ne siirmiistiir. Fikir liderleri ve onlarin mesajlari, ticari
cikarlarn temsil etmedikleri i¢in daha inandirici bulunmustur (Rogers, 2003).
Ancak sosyal aglarin ve markalarin sosyal medyadaki kanaat dnderlerine olan
ilgisinin gelismesiyle birlikte kanaat onderleri “ticari ¢ikarlar1” temsil etmeye
baslamigtir (Shi ve Wojnicki, 2014). Sosyal medyadaki popiiler igerik lireticileri,
kanaat Onderi olarak statiilerini para kazanma firsatina doniistiirmektedir. Sonug
olarak, c¢evrimici ortamlarda tavsiye/ fikir arayan tiiketiciler, fikir liderlerinin
ticari ¢ikarlarinin 6n planda oldugu endisesi ile fikir liderlerini daha az giivenilir
bulmaya baglamistir ve fikir liderlerinin eWOM giicii zayiflamakta tehlikesiyle
kars1 karsiya gelmistir. Mevcut literatiir, kaynagin giivenilirliginin, dogrudan
kaynagim WOM etkisi ile iligkili oldugunu gostermistir (Rogers ve Shoemaker,
1971).
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Dijitallesmenin, fikir liderlerine getirdigi en bilyiik zorluk ve degisim, ¢cevrimigi fikir
liderleri ile markalar arasindaki parasal iligkidir. Cevrimdis1 baglamda fikir liderleri,
nereden aligveris yapilacagini sdyleyen bilgili arkadaslar, multivitamin haplar
oneren doktorlar veya glizellik sirlarini paylagan film yildizlaridir ve higbirinin
fikir arayanlarin tiiketim tercihlerini degistirmek i¢in finansal motivasyonu yoktur
(En azindan tiiketicilerin bildigi kadariyla!) Marilyn Monroe, 1952°de yaptigi
bir roportajda yatakta ne giydigi soruldugunda, yatarken {izerinde birka¢ damla
Chanel No:5’ten bagka higbir sey olmadigimi sdyleyip, bu parfiimii bir efsaneye
doniistirmiistiir (Dooley, 2019). Giinlimiizdeki influencer-marka igbirliklerinden
farkli olarak, kimse Chanel’in Marilyn’e bunun i¢in 6deme yaptigini diiginmemistir.

Marilyn Monroe ve Chanel No:5 6rnegi, bir tinliiniin bir markanin degerine
ne kadar biiyiik bir katkida bulunabilecegini kanitlamaktadir. Unliiler, trend
yaratma ve halkin tiiketim davraniglarin1 degistirme konusunda biiyiik giice sahip,
reklamlarda siklikla bu giiclerinden yararlanilan kanaat 6nderleridir. Bir sonraki
boliimde, reklamlarda tinlii kullanimu ile ilgili literatiir gozden gegirilecektir.

4. Reklamlarda Unlii Kullanimi

Bir iriini tanitmak i¢in iinlii onaylayicilar1 (endorser) kullanmak popiiler bir
tutundurma stratejisidir (Shimp, 1997). Onaylayici, “kamuoyunda tanmirligindan
yararlanan ve bu taninmay1 bir reklamda goriinerek bir tiikketim mal1 adina kullanan
herhangi bir kisi” olarak tamimlanmaktadir (McCracken, 1989: 310). Unliilerin
reklamlarda yer alip, {iriinleri onaylanmasi yeni bir trend degildir, kokleri 19.
yiizyilin sonlarma dayamir (Erdogan, 1999). Unliilerin takdir edilmesi, iinliilere
saygl duyulmasi ve tiiketicilerin onlarla 6zdeslesmesi (Centeno ve Wang, 2017;
Thomson, 2006) nedeniyle, linliilerin onaylamast tiiketicilerin tutumlarini ve satin
alma niyetlerini olumlu yonde etkiler (Bush, Martin ve Bush, 2004; McCormick,
2016). Anlam Aktarimi Kurami’na gore iinliiler ¢ekici, sevimli, dinamik olarak
algilanmakta ve bir iiriinii tanittiklarinda, desteklediklerinde bu niteliklerin tanitilan
markaya/iiriine aktarilmasi beklenmektedir (McCracken, 1989).

Unlii desteginin satis geliri ve kar iizerindeki etkisi, basaril bir sekilde uygulandiginda
son derece olumludur. Pepsico. 1984 yilinda Michael Jackson ile yaptig1 isbirliginin
ardindan satis hacminde %8’lik bir artis elde etmistir. Pepsico. 90’11 yillarda ise,
donemin en popiiler miizik grubu Spice Girls kampanyasi ile satiglarda kiiresel
olarak %?2’lik bir yiikselmeyi basarmistir (Erdogan, 1999). Kuskusuz, Pepsico.
reklamda tinlii kullanimiyla basarisini arttiran tek drnek degildir, bazen yeni ¢ikan
bir iirlinii tanitip farkindalik olusturmak, bazen zaten pazarda biiyiik bir pay1 olan
iiriinii yeniden hatirlatip, pazardaki ve tiiketicinin aklindaki, kalbindeki yerini daha
da giiclendirmek icin sevilen sporcularin, pop yildizlarinin, aktdrlerin destegine
bagvurulur.

Satiglardaki artig, {inlii destekli reklamlarin nihai hedefi olmasma ragmen, tinlii
desteginin satiglarin yam sira, marka bilinirligi, reklama ydnelik tutum ve markaya
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yonelik tutum, marka ve reklam hatirlanmasi, marka sadakati gibi istenen cesitli
pazarlama sonuglart {izerinde olumlu bir etkisi oldugu literatiirdeki ¢ok sayida
caligma tarafindan desteklenmistir. Reklamlarda tinli kullanimi, reklama yonelik
daha yiiksek diizeyde dikkat (Buttle, Raymond ve Danziger, 2000; Dean ve Biswas,
2001; Koernig ve Boyd, 2009) ve reklama kars1 daha olumlu bir tutum (Silvera
ve Austad, 2004) ile iliskilendirilmektedir. Unlii onay reklamlari, yalnizca reklama
kars1 olumlu bir tutum ve farkindalik yaratmakla kalmaz, aynm1 zamanda marka
ve lriine de olumlu bir tutum olusturarak, istenen marka sonuglarina da katkida
bulunur. Unlii onayi, marka farkindaligim1 (Chan, Ng ve Luk, 2013; Miller ve
Laczniak, 2011), onaylanan markaya yonelik tutumu (Till, Stanley ve Priluck,
2008), satin alma niyetini (Atkin ve Block, 1983; Lafferty, Goldsmith ve Newell,
2002; Ohanian, 1991; Petty, Cacioppo ve Schumann, 1983; Till ve Busler, 2000) ve
marka sadakatini (Miller ve Laczniak, 2011) olumlu etkiler.

Reklamlarda {inlii kullanimi iizerine yapilan arastirmalarm biiyiik boliimii, {inli
destekli reklamlarm basarisinin altinda yatan etkenler iizerine yogunlagmustir.
Desteklenen marka iizerindeki olumlu etki, destekleyici iinliiniin itibar (Hovland
ve Weiss, 1951; Ohanian, 1991), ¢ekicilik (McGuire, 1985), popiilerlik veya tinlii
ve desteklenen {iriin/marka uyumu (Kamins, 1990) gibi farkli onciillere atfedilir.
Reklamlardaki tinliilerin desteginin marka sonuglari iizerindeki etkisinin bir bagka
aciklamasi, iinliiniin temsil ettigi sembolik degerlerin onaylanan markaya transfer
olmasmi vurgulamaktadir (McCracken, 1989). Literatiirde iinlii reklamlarinin
ne sekilde etkili oldugunu agiklamak igin One siiriilen bu hipotezler, kaynak
modelleri, iiriin uyum hipotezi ve anlam aktarim modeli olmak {izere ii¢ ana baglikta
incelenebilir. Kaynak modelleri, bir iinlii-marka igbirliginde basariy: iinliiniin sahip
oldugu popiilarite, uzmanlik, giivenilirlik, ¢ekicilik gibi 6zelliklere baglar (Howland
ve Weiss, 1951, Ohanian, 1991). Uriin uyum hipotezi ise, inlii destekli reklamlarda,
iinlliniin tagidig1 olumlu 6zellikler kadar, tinliiniin marka ve {riinle uyumunun
onemli oldugunu vurgular (Kamins, 1990). Anlam aktarim modeli, bir {inliiniin bir
markay1 destekleme siirecinde, linliiniin tagidigi olumlu 6zelliklerin, linliiden marka
ve {iriine aktarilmasiyla, marka ve iiriiniin algilanan degerinin yiikselecegini belirtir
(McCracken, 1989).

Unlii reklamlarmin etkinligini agiklayan ii¢ ana hipotez, ¢ogu zaman rekabet etmek
yerine birbirini tamamlayicidir. Kaynak modellerinin 6n gérdiigii gibi, bir iiriin ya
da markay1 destekleyecek {inliiniin giivenilirlik, uzmanlik, ¢ekicilik gibi olumlu
ozellikler tagimasi istenir. Anlam aktarim modeli iinliiniin tasidig1 bu o6zelliklerin,
desteklenen markaya da aktarilacagmni one siirer. Uriin uyum hipotezi, iinliiniin
tasidig1 Ozelliklere bakarken, markaya aktarilmasini istenen 6zellikleri aramanin
yant sira, marka ile uyumlu bir imajmn énemini belirtir. Sonug olarak, ¢ekici, uzman
olarak algilanan, giivenilir, popiiler ve marka ile “miikemmel eslesen” bir iinlii
markay1 desteklediginde, linliiniin olumlu ¢agrisimlari onaylanan markaya aktarilir.
Bir sonraki boliimde bu hipotezler detaylica ele alinacaktir.
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4.1. Kaynak Modelleri

Bir mesajin ikna giicii, mesajin alindig1 kaynaga baglidir (Kelman, 1961;
Meenaghan, 1995). Kaynak modellerin “Kaynak Cekiciligi Modeli” ve “Kaynak
Guvenilirligi (Kredibilitesi) Modeli” olarak bilinen iki ana alt modeli vardir. Bu
modeller iletisim literatiiriinden alinmis ve reklamlarda iinlii kullanimi1 baglamina
uyarlanmistir.

Kaynak giivenilirligi modeli, mesaj alicisinin giivenilir, itibarli bir kaynaktan
gelen mesajlar1 kabul ettigini &ne siirer. Unlii destekli reklamlarin etkinligine
iliskin mevcut literatiir, onaylayanin giivenilirligine odaklanmaktadir (Erdogan,
1999). itibarli, giivenilen bir kaynak tarafindan yayilan bilgi, fikirleri, inanglar1,
tutumlar ve nihayetinde davranislart degistirebilir. Kaynak giivenilirligi modeli
(Hovland, Jannis ve Kelley, 1953), iinliilerin daha itibarl1 olarak algilandiklar
icin fikir degisikligi ve ikna konusunda iinlii olmayanlardan daha etkili olduklarim
varsayar.

Kredibilite kavramsallagtirilmasi ise hala tartigmalidir (Erdogan, 1999). Algilanan
uzmanlik ve giivenilirlik, ¢ogu akademisyenin iizerinde uzlastig: iki ana itibar
boyutudur (Dholakia ve Stemthal, 1977; Hovland vd., 1953; Hovland ve Weiss,
1951; Ohanian, 1991). Ohanian’in (1991) iinlii destekgilerin kredibilitesi lizerine
oldukca etkili calismasi, kredibiliteyi, bilesenleri giivenilirlik, cekicilik ve
uzmanlik olan {i¢ boyutlu bir yap1 olarak kavramsallastirir.

Kredibilite, tiiketicilerin, onaylayanin paylastigi iiriin bilgisini, uzmanligin
kabul etmesini, benzer sekilde onaylayanin {iriin bilgisine saygi duymasin1 ve
bu bilgiye dayanarak karar verme olasiligini artirmasini saglar (Shimp, 1997).
Algilanan benzerlik, insanlar kendileri gibi olduklarini diistindiiklerinde insanlara
giivenme egiliminde olduklarindan, kredibilitenin bir 6nciiliidiir (Erdogan, 1999).
Desphande ve Stayman (1994), insanlarin kendi etnik gruplarindan ftnliileri
tercih ettiklerini, farkli etnik gruptan inliileri daha az itibarli bulduklarimi ve
iinlii destekli reklamin etnik grup farkli iken daha az etkili oldugunu gostererek,
iinliiniin etnik kokeninin, linliiniin itibar algis1 ve marka tutumu {izerinde 6nemli
bir etkiye sahip olduguna dair kanitlar sunmustur. Benzer bir bulgu ile McGuire
(1985), bir mesajin etki giiciiniin, mesaj kaynagina benzerlik, asinalik ve begeniye
bagli oldugunu 6ne siirmiistiir.

Unlii destekginin uzmanhgi, belirli bir konudaki bilgi, beceri ve deneyim
seviyesini ifade eder (Hovland vd. 1953; Ohanian, 1991). Destek¢i iinliiniin
uzmanligy, tiiketicilerin algilanan riskini en aza indirdigi ve satin alma kararlarini
basitlestirdigi i¢in tiiketicilerin tercihlerini etkiler (Filieri, 2016; Langner, Hennings
ve Wiedmann, 2013). Unliilerin giivenilirligi, kaynak giivenilirligi modeline
gore algilanan uzmanliklarina baglidir. Algilanan uzmanlik, nesnel uzmanliktan
farklidir, asil 6nemli olan, nesnel bir bilgi 6l¢iistine dayali uzmanlik degil, mesaj1
alan kisinin kaynagin ne kadar bilgili oldugunu diisiindiigiidiir (Erdogan, 1999).
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Bazen esit beceri ve deneyime sahip iki uzman, 6rnegin ayni diplomaya ve benzer
deneyime sahip iki doktor, uzmanlik konusunda farkli algilanabilir ve muhtemelen
iletisimi daha giiclii olan, algilanan uzmanlikta digerinin 6niine gegebilir.

Kaynak c¢ekiciligi modeli, tnliiniin c¢ekiciliginin, tanitilan {iiriin/markanin
begenisini etkiledigini iddia etmektedir (Choi ve Rifon, 2012). Cesitli medya
platformlarindaki reklamlar, kaynak c¢ekiciligi modelini destekleyen kanitlar
sunmaktadir. Dergiler, televizyon ve reklam panolarindaki geng, giizel, ¢ekici
iinliilerin yer aldig1 reklamlar, bu reklamdaki iinlii kadar ¢ekici olmak isteyenlerin
aym iiriinii tercih etmesi gerektigi mesajim iletir. Ozellikle ¢ekici biriyle
eslestirilebilecek iiriinlerin tamitiminda (liiks bir araba gibi), kaynak ¢ekiciligi
pozitif etkiye sahiptir (Kamins, 1990). Ancak ayni ¢aligma, bilgisayar gibi ¢ekici
goriiniimle ilgisiz triinlerde, kaynak cekiciligi etkisinin olmadigini géstermistir.

Cekicilik halo etkisi, algt ftizerine yapilan aragtirmalarda derinlemesine
incelenmistir (Dion, Berscheid ve Walster, 1972; Lucker, Beane ve Helmreich,
1981; Moore, Filippou ve Perrett, 2011). Cekicilik halo etkisi, ¢ekici insanlarin,
daha 1iyi kisisel 6zelliklere sahip gibi algilanmalarinin daha muhtemel oldugunu
one siirer. Bu nedenle ¢ekici tinliiler daha diiriist, giivenilir, zeki ve bilgili olarak
algilanabilmekte ve halo etkisi nedeniyle, bir markayi/iirlinii desteklerken ikna
giicleri daha yiiksek olabilmektedir.

Cekicilik literatiirde ve pratikte olumlu etkilerle iligkilendirilse de, reklamlardaki
iinliiniin ¢ekiciligi beklenmedik bir sekilde geri de tepebilir. Rossiter ve Percy
(1987), tiiketicilerin dikkatinin ¢ekici iinlii lizerinde yogunlagsmasi ve iiriiniin
golgede kalmasi riskinin oldugunu belirtmislerdir. Cooper (1984), {iriinii tanitan
iinliinlin degil, tinliinlin tanittig1 iiriiniin y1ldiz olmasi1 gerektiginin altin1 ¢izmistir.
Aksi takdirde tiiketiciler reklamlarda gordiikleri iinliileri hatirlarlar, markayi
hatirlamazlar.

4.2. Uriin Uyum Hipotezi

Kaynak modelleri yaklasimi, bir {inlii destekli reklamda etkinligi artirmak igin
iinliide istenen niteliklerini belirlemek i¢in faydali olsa da muhalifler, onaylanan
iiriin/marka 6zelliklerinin ihmal edilmesi nedeniyle bu yaklagimi elestirmektedir.
“Cekici, giivenilir ve uzman bir iinlii, markas1 ve kategorisi ne olursa olsun herhangi
bir iiriinii satabilir mi?” sorusuna, iiriin uyum hipotezi, “Uriin iinliiye uymuyorsa,
hayir” der. Uriin uyum hipotezi, onaylanan marka/iiriin ile onaylayan arasinda
iyi bir uyum oldugunda, onay etkinliginin arttigin1 6ne siirer (Kahle ve Homer,
1985; Kamins, 1990; McCormick, 2016; Rice, Kelting ve Lutz, 2012; Rossiter ve
Smidts, 2012). Tersi durumda, tiiketiciler {inlii ile marka arasinda bir uyumsuzluk
algiladiginda satin alma niyeti diigmektedir (Ilicic ve Webster, 2013). Mishra,
Roy ve Bailey (2015), {iriin uyum hipotezini desteklemek i¢in Sosyal Adaptasyon
Teorisi’ni ve Iliskilendirme Teorisi’ni kuramsal arka plan olarak benimsemistir.
Sosyal Adaptasyon Teorisi, mesaj1 alan kiginin bilginin uyarlanabilir. Eger iyi bir
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eslesme yoksa tiiketiciler, tinlliniin {iriinii ger¢ekten begendiginde, kullanildiginda
ve tavsiye ettigine inanmamakta ve tnlliniin marka tarafindan satin alindigin
disiinmektedir. (Erdogan, 1999).

Mishra, Roy ve Bailey (2015), iirlin uyum hipotezini desteklemek i¢in Sosyal
Adaptasyon Teorisi’ni ve Iliskilendirme Teorisi’ni kuramsal arka plan olarak
benimsemistir. Sosyal Adaptasyon Teorisi, mesaji alan kisinin bilginin uyarlanabilir
oldugunu diistinmesi durumunda mesajin etkinliginin daha yiiksek olacagini
ongormektedir (Kahle ve Homer, 1985). Unlii ve marka miikemmel bir sekilde
eslestiginde, Sosyal Adaptasyon Teorisi daha iyi calisir. iliskilendirme Teorisi,
iinlii, uyumlu oldugu, iliskilendirilebilir bir markay1 tanitiyorsa, tiiketicilerin
iinliinii i¢sel olarak motive oldugunu, aksi durumda ise digsal yani finansal olarak
motive oldugunu diisiindiiklerini varsaymaktadir (Mishra vd., 2015).

Evans (1988), bir iinliiniin destekledigi iiriin veya markayla iligkilendirilebilir
goriinmediginde, reklama maruz kalan kisilerin {nliiyli hatirladigini, ancak
markay1 hatirlamadigini 6ne siirerek, zayif uyumlu {inlii destegiyle ilgili dnemli
bir riske isaret etmistir. Evans (1988) buna “vampir etkisi” adin verir, ¢linki iinli,
bir kurbanin kanin1 emen bir vampir gibi tiim dikkati ¢eker.

Unlii ve tanittig1 marka uyumunun onemi literatiirde genis bir destek bulmus
olsa da iirlin uyum hipotezi, tek basma reklamda {inlii kullaniminin etkinligini
aciklamak i¢in yetersizdir. Elestiriler, iyi bir eslesmenin taniminin zorlugundan
bahseder. Uyumla ilgili argiimanlar olduk¢a makul olsa da onu islevsellestirmeye
gelince, uyumun ne bir tanimi, ne de kesin bir dl¢limil vardir. Literatiir, iyi bir
uyumun ne olduguna dair ¢ok az kanit sunmaktadir. Literatiiriin uyuma verdigi
bir ornek, cekici inliiler ve giizellik tirtinleridir. Kahle ve Homer (1985), jilet
reklamlarint inceleyen calismalarinda, eger {iiriin c¢ekiciligi arttirdigini iddia
ediyorsa, iinliiniin ¢ekiciliginin tanitilan iiriin iizerinde olumlu bir etkisi oldugunu
ileri siirer, bunu da iinliiniin tanittig1 {irlin ile uyumuna, dolayisiyla {iriin uyum
hipotezine baglar.

Literatlirde iiriin uyum hipotezinin desteklenmedigi, marka ve tinlii uyumunun
markaya yonelik degerlendirmeler lizerinde anlamli bir etki bulmayan galismalar
da mevcuttur (Kamins ve Gupta, 1994; Lynch ve Schuler, 1994). Uyumun etkisiz
olduguna dair kanitlar sunan galigsmalarin yaninda, tam tersi uyumsuz bir {inlii
seciminin marka sonuglar1 acisindan daha olumlu olabilecegine dair bulgulara
da rastlanmaktadir. Torn (2012) diisiik uyumlu marka-iinlii igbirliklerinin satin
alma niyetini, yiilksek uyuma gore daha fazla arttirdigini gostermistir. Yerlesik,
kokli markalar i¢in uyumun yiiksek oldugu tinliilerle ¢aligmak etkili olsa da yeni
markalarin, uyumsuz olarak algilanabilecek bir iinlii ile ¢alismasimnin, reklamin
izlenme siiresini, markaya ilgiyi ve pozitif WOM’u arttirarak satin alma niyetini
yiikseltecegini ileri siirmiistiir. Lee ve Thorson (2008) ise, ¢ok zayif ya da giiglii
uyuma gore, orta diizeyde bir iinlii-iiriin uyumunun satin alma niyeti lizerinde
daha olumlu bir etkisi olduguna dair bulgular sunmustur. Uyumsuzlugun
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reklamin basarisinm arttirabilecegini gdsteren bulgulara, akademik caligmalarin
yani sira pratikte de sikca rastlanmaktadir. Japonya ve Kore’de erkek starlarin ruj
reklamlarinda rol almasi, Tayvanli sovmen Kris’in Audrey markasi ile igbirligi
yaparak kadmn i¢ giyimi tanitmasi gibi ters kose Ornekler, uyum olmadan da
reklamlarda basarinin miimkiin oldugunu gostermektedir (Lien, Chou ve Chang,
2012). Tirkiye’den benzer bir giincel 6rnek olarak, milli voleybolcu Ebrar
Karakurt’un rol aldig1 Elidor sampuan reklami gdsterilebilir. Ebrar, kisa pembe
saglar1 ve 0zglin tarzi ile, uzun ipeksi sagli sampuan reklami kizlarindan oldukga
farkli goriindiigiinden, ilgi ¢ekici, olumlu anlamda bir uyumsuzlugun dikkat
cektigi soylenebilir. Reklam filmi yayinlandiktan sonra sosyal medyadaki rekor
sayida begeni ve yorum da bu ters kdsenin tiiketicilerden olumlu tepki aldigini
gostermektedir (Elidor Tiirkiye Youtube Kanali, 2021).

Literatiirde uyumsuzlugun uyumdan daha olumlu marka sonuglar1 dogurdugunu
bulan ¢alismalar bulgularini ¢gogunlukla Sema Kurami’na dayandirir (Lien vd.,
2012). Sema kurami, insan bilissel sisteminin, ge¢mis deneyimleri, yeni bilgi
ve deneyimlerle siirekli olarak sentezleme ve yeni baglantilar kurma siirecini
aciklar (Wright, 1986). Yeni bir bilgiyle karsilagan 6rnegin bir {irliniin reklamina
maruz kalan birey, aldig1 mesaji/ bilgiyi, mevcut biligsel semasi ile karsilastirarak
degerlendirir. Unlii ve destekledigi iiriiniin uyumlu oldugu bir reklam goriildiigiinde,
beklentiye uygun bir mesajla karsilagildigindan mesaji kabul etme ve olumlu
degerlendirme ihtimalinin daha yiiksek oldugu one siiriilebilir (Meyers-Levy ve
Tybout, 1989). Uriin ve {inlii arasinda uyumsuzluk oldugunda ise, drnegin bir
kadin iiriiniinii erkek tanittiginda ise bu tiiketicinin biligsel semasi ile ortiismez ve
beklenti karsilanmamig olur. Semayla ortlismeyen bir uyaran algilandigi zaman,
bu bilgiyi islerken daha fazla bilissel ¢aba harcamak gerekeceginden, reklama
daha fazla ilgi gosterilmesi, olumlu anlamda sasirtici bulunmasi, bir farklilasma
firsatt1 dogurabilir ve reklama olumlu tepkileri arttirabilir (Lee ve Thorson,
2008). Uyumsuzlugun olumlu bir tepki saglayabilmesi i¢in, optimum bir noktada
olup, rahatsiz edecek kadar yiiksek olmamasi énemlidir, aksi halde uyumsuzluk
titketicinin huzursuz hissetmesine sebep olarak, istenmeyen marka sonuglarina
neden olacaktir (Meyers-Levy, Louie ve Curreni 1994).

4.3. Anlam Aktarim Modeli

McCracken’in (1989) anlam aktarimi modeli, {inliiniin niteliklerinin tanitilan
iiriinlere nasil aktarildigim ve satin alindiktan sonra bu niteliklerin tiiketicilere
nasil aktarildigini agiklar. Anlam aktarim siireci ii¢ agamadan olusur, birinci asama
Uinliillerin imajmin olusmasidir, iinlilerin imajimin unsurlarn triinlere aktarilir,
Tiiketim nesnelerinin sembolik anlamlar1 pazarlama literatiirlinde yogun bir
sekilde tartigilmigtir (Batra, Myers ve Aaker, 1996; Levy, 1959) ve tiiketicilerin
Ozdeslesmek istedikleri iiriin ve markalar1 sectikleri fikri popiiler hale gelmistir.
Ozetle, reklamcilarin bir {inliiniin temsil ettigi degerleri derinlemesine anlamalari
ve bu degerin is birligi yapilacak marka ve o markanin hedef miisteri kitlesi i¢in
istenip istenmedigini anlamalar1 ¢ok 6nemlidir.
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McCracken (1989), Anlam Aktarim Modeli’ni ii¢ asamali bir siirecle aciklar.
[lIk asama, iinliiniin imajinin olusum siirecidir, ikinci asamada {inliiye
atfedilen baz1 karakter 6zelliklerinin, iinliiniin destekledigi iiriine aktarilmasi
gerceklesir, son asamada ise ilinliilden {iiriine aktarilmis olan bu o6zellikler,
tiiketim yoluyla iiriinden tiiketiciye aktarilir. Unliilerin imaj1, halkin &niinde
defalarca canlandirdiklari, basin Oniinde ¢izdikleri ya da popiiler kiiltiirde
onlara atfedilen, onlara ¢izilen rolleri tekrarlamalariyla olusur. Her {inliiniin
temsil ettigi bir sosyokiiltiirel sinif, yasam tarzi, cinsiyet rolii ve kisilik tipi
vardir. Ancak her iinlii tek bir anlam1 ya da karakteristik 6zelligi temsil
etmez, tam tersi oldukca karmasik bir anlamlar biitiinii ve farkli karakteristik
ozellikler kiimesini tagimaktadir.

Tipk: iinliiler gibi, tirtinler ve markalar da kendine has sembolik anlamlar1 olan
varliklardir (Levy, 1959). Markalara da insanmis gibi cesitli kisilik 6zellikleri
atfedilir, ne 6l¢lide sofistike, heyecan verici, samimi olduklar1 degerlendirilir
(Aaker, 1997), hatta iirin ve kategorilerden bagimsiz markalarin disil ya da
eril olarak algilanmasi miimkiindiir (Grohman, 2009). Bir markanin kisiligini
olusturan ¢ok sayida faktor vardir, iiriin 6zelliklerinden, logo ve iiriin ve iiriin
ambalaj tasarimina, iirlin dagitim ve satis noktalarindan, pazarlama mesajlarinin
tonuna kadar markaya dair tiim ipuglari birleserek bir anlam olusturur. Bu anlam
ve kisiligi olugturan faktorlerin en giicliilerinden biri de hi¢ kuskusuz, o markanin
misterilerinin kimler oldugudur. Bir markanin iirlinlerini tiiketen birisi nasil o
markanin tagidig1 sembolleri almis oluyorsa, tiiketiciler de kendi temsil ettikleri
anlamlar1 markaya aktarmis olur, {inlii destekgiler ise, bir markanin en taninan
tiikketicisi olarak reklamlarda goriindiigiinde, tasidiklar1 karakteristik 6zelliklerin
markaya aktarim siireci, yani Anlam Aktarim Modeli’nin ikinci agsamasi baglar
(McCracken, 1989). Ik asamada iinliiye atfedilen anlam, desteklenen iiriin ve
marka tarafindan da tasiniyor algisi olusur. Ancak, {linliiye atfedilen anlamin
timiiniin olumlu olmama ihtimalinin unutulmamas: gerektiginden, McCraken
(1989) iinliiye ait sadece olumlu 6zelliklerin reklamda vurgulanmasi ve olumsuz
cagrisimlarin hatirlatilmasina yol agacak o6gelerden kaginilmasi konusunda
uyarida bulunur. Anlam aktariminin basarili bir sekilde gerceklesmesi icin
gerekli olan bir diger kosulun da iinlii ve iirlin benzerligi oldugunu vurgular,
bu bakimdan Uriin Uyum Hipotezi ve Anlam Aktarim Modeli’nin birbirlerini
tamamladiklar1 gériilmektedir. Anlam Aktarim Modeli, Unlii Uyum Hipotezi’ne
paralel olarak, anlamin iinliiden iiriine aktarilabilmesi i¢in oncelikle iinliiniin
ozelliklerinin markada bulundugunun tiiketici tarafindan kabul edilmesi
gerektigini ileri siirer (McCracken, 1989). Anlam Aktarim Modeli, Uriin
Uyum Hipotezi’nin acikta kalan noktalarindan biri olan uyumsuzlugun olumlu
sonuglarini da acgiklayabilmektedir. Bir erkek sporcunun kadin i¢ ¢amasiri, bir
aktoriin ruj tanitim1 yapmasinda uyumsuzluk oldugu diisiiniilse de daha derinden
bakilinca ¢ogunlukla uyumu olan, daha derinlerde yatan bir 6zellik gbz carpar.
Kadin i¢ ¢amasirt markasinin temsil ettigi anlam seksilik ise, bu onu tanitan
erkek atlette de olabilir, sadece ilk beklenen seksi kadin gorseli yerine erkek
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tercih edildiginden uyumsuzluk var gibi goriliir. Literatiirdeki uyumsuz iiriin
ve linlii eslesmelerine bir daha bu gozle bakildiginda, yenilik¢i, eglenceli, ezber
bozan gibi birlestirici bir anlam bulunabilir.

Anlam aktarim siirecinin son asamasinda ise tiiketici iirlinii tiiketerek, onun
tasidigr sembolik anlama sahip olmay1 arzular. Tiiketicilerin, benlik ingalarini
satin alma ve tiiketim yoluyla sekillendirmeleri pazarlama literatiiriinde genis yer
bulmustur (Belk 1988; Wallendorf ve Arnould, 1988). Kiiltiirde yaratim siireci
baslayip {inliiden iiriine gegen anlamn varis noktas1 son tiiketicidir. Unliiler,
benlik ingas1 siirecinde, ¢ogu tiiketici i¢in ilham veren ikonlardir. Unliilerin
Ozenilen hayat tarzlarini birebir kopyalamak, onlarin tasidigi hayran olunan
ozelliklere kavusmak tiiketici i¢in miimkiin olmasa da onlarin da tiikettigi ve
destekledigi iiriinleri almak, bu {linliiye atfedilen anlami, benlik insasina kismen
de olsa dahil etmenin en kolay yoludur.

Kaltar Unlt Destegi Tuketim
| | Ohjeler
g%gﬂar ’ Unla ]»LUHI"I Uriin ’ Tiiketici
T
3 1. Asama 2. Asama 3. Asama

’ = Anlam Aldanm yolu

[ - Anlam aktanm asamalar

Sekil 1. Anlam Aktarimi ve Unlii Destegi Siireci.
Kaynak: McCracken, 1989: 315

McCracken’in (1989) Anlam Aktarim Modeli, tinlii destekli reklam literatiiriinde
en ¢ok atifta bulunulan ¢aligmalardan biri olsa da sasirtici bicimde, bu kavramsal
caligmanin 6nermelerini ampirik olarak test eden arastirmalarin sayis1 goreceli
olarak oldukga azdir (Bergkvist ve Zhou, 2016). Langmeyer ve Walker (1991),
arastirmalari deneysel olmadigindan nedensellik bagi kurulmasa da modeli
destekleyen ilk calismalardandir. Unliilerin hangi o6zelliklerinin aktarildig
konusunda ise bulgular karisiktir, literatiirde pozitif 6zelliklerin (Batra ve Homer,
2004), negatif dzelliklerin (Miller ve Allen, 2012) ve hem negatif hem de pozitif
ozelliklerin (Campbell ve Warren, 2012) iinliiden iirline aktarildigini gdsteren
bulgulara rastlanmaktadir. Bu ¢elisen bulgular, farkli baglamlarin, diizenleyici ve
arac1 degiskenlerin anlam aktarim siirecini degistirebilecegini ve bu degisken ve
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baglamlarin etkisini daha iyi anlamak i¢in daha ¢ok ampirik ¢aligmaya ihtiyag
duyuldugunu gostermektedir. Uriin uyum hipotezinde etraflica tartisilan iinlii-
iriin uyumu potansiyel diizenleyici degiskenlerden biri olarak 6ne ¢ikmaktadir.
Campbell ve Warren (2012), olumlu ozelliklerin sadece iinli-lirlin uyumu
yiiksekken aktarilabildigini, buna karsin negatif 6zelliklerin uyum olsa da olmasa
da aktarildigina dair kanit sunmustur.

Anlam Aktarim Modeli, iinliiden iiriine/markaya anlamin aktarilmasi siireci
iizerinde durmus olsa da anlam aktarimi iki yonlii de olabilir, dolayisiyla
iinliiniin de destekledigi markaya atfedilen olumlu ya da olumsuz 6zelliklerden
etkilenmesi miimkiin olabilir (Bergkvist ve Zhou, 2016). Ancak markadan iinliiye
anlam aktarimina odaklanan ampirik ¢aligma sayist ¢ok kisithdir ve bulgular
celiskilidir. White, Goddard, ve Wilbur (2009) markanin imajindaki bozulmanin
iinliiniin algisina anlamli bir etkisi olmadigin1 savunurken, Arsena, Silvera, ve
Pandelaere’nin (2014) yiiriittiigii deneysel ¢alisma, marka kisiligi 6zelliklerinin
destekleyen iinliiye aktarildigi yoniinde bulgular sunmustur. Az sayida ¢alisma
ve ¢elisen sonuglar, bu alanda daha fazla ¢alismaya ihtiya¢ oldugunu ve iinliilere
hangi baglayici sartlar altinda bunlarin aktarildiginin anlagilmasi literatiire onemli
katki saglayacaktir. Ozellikle sonraki boliimde incelenecek olan influencer-marka
igbirliklerinde bu anlam aktarimu siirecinin nasil isledigini anlamak, daha da kritik
bir 6nem tasimaktadir, ¢ilinkii yillardir taninan ve giiglii bir imaj1 olan starlara
gore, taninirliklart sinirli influencerlarin daha kirilgan olabilmesi s6z konusudur.

4.4. Reklamlarda Unlii Kullaniminin Olumsuz Etkileri

Bir markanin, tiikketicilerle saglam bir bag kurmak ve olumlu bir marka imaji
olusturmak i¢in, zaten halk ile saglam baglar1 olan, olumlu bir imaj1 olan bir tinlii
secip, reklamlarda ona rol vermek en garanti ve kestirme yol gibi goriinse de gerek
literatiir gerekse pratikteki 6rnekler islerin marka agisindan her zaman umuldugu
gibi gitmeyebilecegini gostermistir (Erdogan, 1999). Marka destekgisi olarak
secilen Uinlii popiilaritesini kaybettiginde veya ad1 bir skandala karistiginda marka
da bundan olumsuz etkilenir (Bailey, 2007; Edwards ve La Ferle, 2009; Fong ve
Wyer, 2012; Till ve Shimp, 1998; Um, 2013; White vd., 2009). Unliiniin yasadigi
skandal ya da imajmin olumsuza dénmesinin marka iizerindeki etkisinin giicii
cesitli degiskenlere baglidir. Um (2013) tiiketicinin {inlii ile kendini ne 06l¢iide
Ozdeslestirdigi ve markaya baglilik derecesinin, iinliiniin hatali davraniglarinin
marka tizerindeki etkisini belirledigini dne siirer. Unliiniin hatasii inkar etmek
yerine, itiraf etmesi de olumsuz etkiyi zayiflatir (Carrillat, d’ Astous, ve Lazure,
2013).

Unliilerin fazla dikkat gekici olmasi, hatta iiriiniin 6niine gececek kadar dikkat
¢ekmesi bazen, reklamda vurgulanmasi gereken lriin ve markay1 golgede
birakabilir (Kaikati, 1987; Rossiter ve Percy, 1987). Marka-iinlii isbirliklerinde
yildizin iinlii degil, iirlin olmasi gerekir. Bir linliiniin ¢ok sayida markayla ¢aligtigi
durumda ise, tiim markalar birbirinin glgesi altinda kalacagindan iinlii desteginin
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etkisi daha da diiser (Mowen ve Brown, 1981). Unliiye reklamlarda siklikla maruz
kalinmasi, iinliiniin fanlarinin géziindeki degerini diislirdiigli gibi, marka ile
arasinda bir bag oldugundan, samimi olarak desteklediginden siiphe duyulmasina
neden olur, finansal nedenlerle isbirliginde oldugu algisini yaratir (Tripp, Jensen
ve Carlson, 1994). Bir {inliiniin ¢ok sayida markay1 desteklemesinin sonuglari,
influencerlarin, geleneksel medyadaki iinliilere gore ¢cok sayida marka isbirligi
yapmalari ile yeniden ilgi ¢eken bir konu haline gelmistir.

4.5. Sonug: Unliilerden Mikro Unliilere

Reklamlarda iinlii  kullanimi iizerine yapilan arastirmalarin  bulgularim
inceledigimizde varilan sonug, oldukga zengin bir literatiir olsa da bulgularin bazi
durumlarda ¢eliskili ve karisik oldugudur, arastirmacilar arasinda hangi etkenlerin
basarty1 belirlemede daha ©nemli oldugu, uygulayicilar tarafindan “dogru”
iinliileri segmek icin hangi kriterlerin kullanilabilecegi konusunda fikir birligi
yoktur. Kavramsallasma ve 6l¢lim konusunda fikir birligi olmamasina ragmen,
literatiir giiclii teorik koklere sahiptir, iletisim literatiiriiniin koklii teorilerinin
basaril1 bir sekilde adapte edildigi goriilmektedir.

Unliilerin fanlari ile iletisimi, on yillardir tek yonlii ve geleneksel medya ile sinirl
kalmistir (Braudy, 1997). Web 2.0 ile birlikte iinlii ve sohret konsepti dnemli iki
degisim ile yeniden sekillenmistir Geleneksel medyadan sosyal medyaya gegis
ile, tinliilerin, fanlan ile dogrudan, menajerleri, basin, yayin organlar1 aracilig
gerekmeden iletisim kurabilmesi miimkiin hale gelmistir. Ustelik artik {inliilerle
iletisim iki yonlii ve katilimet bir sekle evirilmistir. Unliiler sosyal medya yoluyla
giinliik hayatlarindan pargalari fanlari ile paylagsmaya baglayarak, daha ulasilabilir
gorlinmeye baslamistir.

Sohret konseptindeki ikinci devrim ise, sosyal medyanin herkese agik ve
demokratik bir platform olmasi sonucu, siradan sosyal medya kullanicilarinin da
tine kavusabilme sansina sahip olmasidir. Andy Warhol’un meshur, “Herkes, bir giin
15 dakikaligina {inlii olacak™ séziiniin, “Bir giin herkes 15 dakikada {inlii olacak”
olarak degismesi sasirtict degildir (Senft, 2013). Yetenek avcilari, yarigmalar {inlii
olabilmenin tek yolu olmaktan ¢ikmis, sesine ya da mizah duygusuna giivenenler
yeteneklerini kesfedecek birisini beklemek yerine YouTube’da video yaymlamaya,
model olmak isteyenler ajanslara gitmek yerine Instagram’da fotograflarim
paylasmaya baglamiglardir. Sosyal medyada {irettikleri igerikler ile line kavusan
bu yeni nesil tinliiler literatiirde mikro iinliiler olarak anilmaktadir (Senft, 2013).
Sosyal medyadaki influencerlar, mikro tinliilere en iyi 6rnektir. Mikro {inliiliik, bir
kimlikten 6te, bir pratik olarak kabul edilir. Abidin (2016), mikro {inliliigii, kendini
iiriinlestirme ve kisisel marka ingasi pratikleri olarak tanimlar. Mikro tinliilerin
geleneksel medyadaki {inliiler gibi milyonlar tarafindan taninmasi gerekmez, mikro
unliilik, kiiciik bir kitle iizerindeki etki ile de miimkiin olabilmektedir. Mikro
inliliigiin yiikselisi ile Andy Warhol’un iinlii sézii bir evrim daha gecirebilir: “Bir
giin herkes 15 kisi i¢in {inli olacak” (Momus, 1991).
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Reklamlardafinlii kullanimi, mikroiinliiliik kavrami ve influencer pazarlamasi birlikte
diistiniiliince, hem teorik benzerlikler hem de benzer pratikler oldugu goriiliiyor.
Son on yilda, sosyal medyadaki influencerlar, tinliilerin ve uzmanlarmn onlarca yildir
yaptig1 gibi iiriinleri tanitmaya bagladi ve birgok sirket, geleneksel medyadaki ana
akim iinliiller yerine mikro iinliilerle, sosyal medyadaki yeni nesil influencerlarla
isbirligi yapmak icin biitgelerini ayirdi. Reklamlarda iinlii kullanimi alanindaki
arastirma bulgularinin uygulanmasi hem bu yeni alanda ¢alisan akademisyenler hem
de influencer pazarlamasi etkinligini artirmak isteyen sektordeki uygulayicilar igin
faydali olacaktir. Bir sonraki boliimde, yeni insa edilmekte olan ve yiiksek ivmeyle
biiyiiyen influencer pazarlamasi literatiirii tartigilacaktir,

5. Influencer Pazarlamasi

Uriin ve hizmetleri pazarlamak icin kanaat énderlerinin ve iinlii destekgilerin etki
giicinden yararlanmak, siklikla benimsenen bir pazarlama stratejisidir (Appel
vd., 2020). Sosyal medya kullanimi hizla artarken, g¢evrimici topluluklardaki
kanaat onderleri, topluluktaki diger insanlarin tutum ve davramglarini etkilemeye
baglamistir (Casalo vd., 2020). Cevrimigi ortamlardaki bu kanaat onderleri,
izleyicilerini etkilediklerinden siklikla “sosyal medya influencerlar’” veya kisaca
“influencer” olarak anilirlar (McQuarrie, Miller ve Phillips, 2013; Uzunoglu ve
Kip, 2014). Bu bdliimde, influencer kavraminin tanimi, influencer pazarlamasinin
ortaya cikis ve yiikselisi, influencer pazarlamasi ¢alismalarinin etkinligini belirleyen
faktorler ve pazarlama sonuglarina dair arastirma bulgular tartisilacaktir.

5.1 Influencer Tanimi

Freberg et al. (2011: 90) sosyal medya influencerlarini “bloglar, tweetler ve diger
sosyal medyanin kullanim1 yoluyla izleyici tutumlarini sekillendiren ii¢lincii taraf
destekgiler ” olarak tanimlamaktadir. Bagka bir tanim, influencerlarin “bloglama,
vlog olusturma veya kisa bigimli icerik olusturma yoluyla saglam bir takipgi
tabani biriktiren icerik iireticileri” oldugunu belirtir (DeVeirman, Cauberghe ve
Hudders, 2017: 801).

Literatiirdeki ¢ogu tanmim, sosyal medya influencerlarinin ii¢ temel &zelligini
vurgular. Ilk 6zellik, sosyal aglarda gesitli bicimlerde (blog yazlari, tweet,
videolar gibi) igerik olusturmadr. Ikinci ayirt edici 6zellik ise belirli bir izleyici
kitlesine sahip olmaktir; ancak bu kitlenin biiytikliigii degiskendir. Literatlirdeki
daha onceki calismalar, influencerlar1 ¢ok sayida takipgisi olan igerik tireticileri
olarak tamimlamigtir; ancak son yillarda mikro {inliiliik kavraminin yiikselisi
ile, aragtirmalar ve pratikteki vakalar, takipgileri 100.000’den az olan nano ve
mikro influencerlarin etkisini kanitlamistir (Campbell ve Farrell, 2020). Kitlenin
biiyiikliigli influencer olarak kabul edilmek i¢in kesin bir kosul olmasa da sosyal
medyada icerik paylasan herkes de influencer degildir. Ingilizce’de “etkileyici,
etkileyen” anlamina gelen “influencer” teriminin kelime anlaminin da agikca
belirttigi gibi, bir kisinin influencer olarak kabul edilebilmesi i¢in hedef kitlesi
iizerinde bir etki giicline sahip olmasi gerekir; bu nedenle, bir influencerlarin
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iiciincii ve en 6nemli 6zelligi, izleyicinin tutum ve davranisini etkileme yetenegidir.

Hearn ve Schoenhoff’un (2016) arastirmasi, icerik olusturma, izleyici kitlesine
ve niifuz giiciine sahip olmaya ek olarak, influencerlarin “kisisel marka” yaratimi
iizerinde durmaktadir. Influencerlarin “miimkiin oldugunca fazla dikkat ¢ekerek
bir tlir s6hret sermayesi olusturdugunu ve sosyal aglar araciligiyla, daha sonra
tilketicilere ulagsmak i¢in sirketler ve reklamcilar tarafindan kullanilabilecek 6zgiin
bir kisisel marka yarattigin1” 6ne siirerler. (Hearn ve Schoenhoff, 2016: 194).

Fikir liderligi teorisi, fikir liderlerinin bir iiriin grubuyla yiiksek diizeyde ilgili
olduklar1 ve bu ilginin bir sonucu olarak, bu {iriin grubuna iligskin yenilikleri ve
her tiirlii takip etme ve onu fikir arayanlarla paylagma olasiliklarinin daha yiiksek
oldugunu 6ne siirer (Venkatraman, 1989). Keller ve Fay (2016: 1) “ortalamadan
onemli ol¢giide daha fazla bilgi arama ve fikir, bilgi ve tavsiyeleri diger insanlarla
paylagma olasilig1 olan giinliik tiiketiciler” olarak tanimladiklar1 influencerlarin
katilim (engagement), bilgi arama ve paylasma egilimini vurgulamistir. ilgili,
hatta tutkulu olduklar1 herhangi bir alanda siirekli yeni bilgiler edinip, bunu aym
ilgiyi paylasan kitleye yaymak da influencer1 tanimlayan bir diger boyuttur.

Literatiirdeki influencer tanimlari, sosyal medyadaki influencerlar ya da mikro
iinliilerin, geleneksel baglamdaki tinliilerden farklarini da vurgular. En 6nemli fark,
geleneksel iinliilerin, “linlii” olarak kabul edilmesi i¢in genis ¢capta bir taninirliklar
olmasi gerekirken, sosyal medyada sadece birkag bin kisi tarafindan taninmasinin
onu mikro iinlii yapmaya yetmesidir. Unliilerin geleneksel medyadan fanlari
ile iletisimi ve mikro iinliilerin sosyal medya kanaliyla kurduklar iletisim de
farklilagma noktalarimin basinda yer alir. Sosyal medyada influencerlar ile iletisim
interaktif iken geleneksel medya sadece {inlii ile tek yonlii iletisim kurulabilen bir
mecradir. iletisimdeki bu farklilasma, kurulan bag1 da degistirir, fanlar {inliilere
uzaktan hayran olurken, influencerlarla parasosyal (arkadaslik benzeri) bir iliski
kurmaktadir (Schouten, Janssen ve Verspaget, 2020)

5.2. Influencer Pazarlamasinin Yiikselisi

Dijital ¢agda ortamda artan uyaran sayisinin bir sonucu olarak, geleneksel
reklamciligin etkinligi 6nemli 6l¢iide azalmistir (Breves vd., 2019). Bilgisayar
aracili ortamlar, ¢evrimigi paradigmaya uyum saglamaya calisan reklamverenlere
yeni zorluklar getirmistir; internet basta yenilik¢i bir reklam mecrast olarak
goriilse de her web sayfasinda, videoda, uygulamada karsilagilan reklamlar, reklam
korligiine sebep olarak, reklamlarin etki giiclinii zayiflatmistir (DeVeirman vd.,
2017). Tiketicilerin ¢evrimici ortamlarda dikkatini ¢ekmek isteyen markalarin,
iiriin ve hizmetlerini 6ne ¢ikarmak i¢in daha &zgiin, eglenceli ve yumusak
yollar bulmasi ihtiyaci ortaya c¢ikmistir (Campbell ve Grimm, 2019). Ayrica
gelencksel medya kanallarinin, ¢evrimdist medyaya aliskin dijital gé¢cmenler
degil, dijitallesmis bir diinyada dogmus dijital yerliler olan Z kusagina ulagsmada
yetersiz kaldig1 goriilmektedir (Bennett, Maton ve Kervin, 2008; Parasuraman ve
Colby, 2015; Prensky, 2001; Wesner ve Miller, 2008).
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Markalar, geleneksel reklamcilikla iletisim kurmakta zorlandiklart Y ve Z
kusagma ulagmak i¢in yeni ve 6zgiin ¢oziimler ararken, banner reklamlar gibi
cevrimigi ortamlarda geleneksel reklamciliktan, ¢ok daha ilgi ¢ekici olan igerik
pazarlamasina yoOnlenip, yaratici igerikler lireten influencerlar ile isbirliklerine
agirlik vermeye baslamistir (De Vries, Gensler ve Leeflang, 2012). Ulasilmasi
zor geng kitleyi eWOM ile kazanmak isteyen markalar, sosyal aglarda iiriin ve
hizmetlerinin 6nerilmesi karsiliginda influencerlara (nakit veya hediye olarak)
finansal destek vermeye baslamustir (Forrest ve Cao, 2010). igerik iireticileri
ile isbirligini kapsayan pazarlama uygulamalari, pazarlamada bir paradigma
degisimine On ayak olarak, influencer pazarlamasinin yiikselisini baglatmistir.

Influencer pazarlamasi, potansiyel alicilar tizerinde etkili olan igerik iireticileri
araciliiyla iriinleri, hizmetleri ve markalar1 sosyal medya iizerinde tanitmak
olarak tanimlanir (Brown ve Hayes, 2008). Carter (2016: 2), “etkili oldugu
diisiiniilen sosyal medya kullanicilari tarafindan paylasilan icerik yoluyla iirtinleri
tanitmaya veya marka bilinirligini artirmaya calisan, hizla biiyliyen bir endiistri”
olarak tamimlayarak, influencer pazarlamasmin farkindalik artirma hedefini
vurgulamaktadir. Literatiirdeki tanimlar, etkili sosyal medya kullanicilarinin
icerik araciligiyla yaptigi tanittim konusunda hemfikirdir.

Influencerlarin pazarlama faaliyetlerine ortak olmasindan bu yana, influencer
pazarlamasinin sinirlari, liriin ve hizmetlerin tamittimimi astigi goriilmektedir.
Influencer pazarlamasi kavrami, yalnizca {iriin ve hizmetlerin tanitimini degil, ayn
zamanda degerleri, aliskanliklar ve tiimiiyle yasam tarzin1 da igerecek sekilde
genislemistir (Sokolova ve Perez, 2021). Bu nedenle, influencer pazarlamasinin,
iiriin tanittmiyla sinirli kalmadan daha genis anlamda disiiniilmesine ilham
vermek i¢in yeni ve daha kapsamli tanimlara ihtiya¢ duyulmaktadir.

5.3. Influencer Pazarlama Literatiiriindeki Arastirma Temalarinin
Siniflandirilmasi

5.3.1. Influencer (Kaynak) Ozellikleri ve Sonuglar

Pazarlama yoneticileri arasinda influencer pazarlama uygulamalarinin popiilaritesi
arttiginda ortaya ¢ikan ilk soru, isbirligi yapilacak influencerm nasil secilecegi
olmustur. Pazarlama pratiginde, bir influencer kampanyasinin basarisinin,
influencerin niteliklerinin dogrudan bir sonucu oldugu varsayimi yaygindir ve
bu nedenle, bir influencer isbirligi planlarken ilk sorulan soru ‘“Nasil?” yerine
“Kim?” olur. Pratikteki uygulamalara paralel olarak, influencer pazarlamasi
aragtirmalarindaki ilk denemeler, artan marka bilinirligi, olumlu marka tutumu
ve artan satislar gibi istenen pazarlama sonuglarma katkida bulunan influencer
ozellik leri tizerinde durmustur (Lee ve Watkins, 2016; Lou ve Yuan, 2019,
Trivedi, 2018). Bu arastirma temasi, influencer pazarlama ¢alismalar1 arasinda
hala en popiiler olanidir (Vrontis vd., 2021).
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Influencer 6zellikleri aragtirma akiminin kokleri, mevcut iletisim ve reklamlarda
iinlii kullanimi literatiiriine dayanmaktadir. Influencer 6zelliklerinin etkisini ve
sonuglarini aragtiran ¢ogu calisma, iletisim literatiiriindeki Kaynak Modelleri’ni
influencer pazarlamasi baglamina uyarlar. Kaynak Modelleri (Kaynak Giivenilirligi
Modeli ve Kaynak Cekiciligi Modeli), bir mesajin kabuliiniin ve etkinliginin,
mesajin kaynagimin 6zelliklerine bagli oldugunu iddia eder (Hovland vd., 1953).
Kaynagin giivenilirligi ve cekiciligi ne kadar yiiksek olursa (bu baglamda sosyal
medya influencerinin), mesajin alici tarafindan kabul edilme olasilig1 da o kadar
yiksek olur.

Pazarlama akademisi, inlilerin tanitiminin istenen pazarlama sonuglarina
nasil yol agtigim1 agiklamak icin Kaynak Modelleri’ni farkli baglamlara
uyarlamistir (Erdogan, 1999). Unliilerin itibarinin Ohanian (1991) tarafindan
kavramsallastirilmasi, influencer pazarlamasi arastirmalari i¢in yeniden siklikla
ziyaret edilmektedir. Ohanian’in (1991) kavramsallastirdig1 gibi, bazi aragtirmalar
influencer kredibilitesi yapisini kullanirken (Breves vd., 2019; Djafarova ve
Trofimenko, 2019; Lou ve Yuan, 2019; Schouten v.d., 2020), baz1 arastirmacilar
itibart olusturan uzmanlik veya giivenilirlik gibi bir veya iki boyut segmis ve
bunlarin sonuglarimi arastirmistir (Hughes, Swaminathan ve Brooks, 2019; Ki
ve Kim, 2019; Trivedi ve Sama; 2020; Wiedmann ve von Mettenheim, 2020).
Bazi aragtirmacilar, argiiman kalitesi, sosyal etki ve sorunlara ilgi gibi yalnizca
influencerlara yonelik boyutlar ekleyerek kaynak giivenilirligi perspektifini
genisletmeye calismistir (Xiao, Wang, ve Chan-Olmsted, 2018).

Neredeyse bu alandaki tiim ¢aligmalar, influencerlarin itibari ile ilgili 6zelliklerinin
pazarlama sonuglarina olumlu etki ettigini desteklemistir. Sunulan modellerin
cogunda bagimli degisken olarak satin alma niyeti segilmistir. Itibar (Djafarova ve
Rushworth, 2017; Fink vd., 2020), ¢ekicilik (Torres vd., 2019), uzmanlik (Trivedi
ve Sama, 2020); giivenilirlik (De Jans vd., 2018) ile satin alma niyeti arasinda
pozitif iliski oldugu gosterilmistir. Influencer itibar1 ve alt boyutlarinin satin alma
niyetinin yani sira marka tutumuna (Breves vd., 2019), parasosyal etkilesime
(Sakib, Zolfagharian ve Yazdanparast, 2020), marka gilivenine (Reinikainen vd.,
2020) marka tutumu ve {iriin tutumuna (Breves vd., 2019). Schouten vd., 2020),
influencera yonelik tutuma (Ki ve Kim, 2019), isbirligine yonelik tutuma (Torres
vd., 2019) olumlu etki ettigine yonelik bulgular sunulmustur.

5.3.2 Influencer-Marka Uyumu ve Sonuglari

Reklamlarda iinlii kullanimi iizerine yapilan ¢aligmalar, iinlii ve tanitilan marka/
iiriin arasindaki uyumun etkisini vurgulamak i¢in siklikla iiriin uyum hipotezine
atifta bulunmustur (Kamins, 1990). Unlii destekli reklamlar gibi, influencerlarin
iirlin tanitimlarinda da marka-influencer uyumu, basarinin bir 6nciilii olarak (baz1
modellerde diizenleyici degisken roliinde) ¢ok sayida ampirik calismada test
edilmistir.
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Torres vd. (2019), marka-influencer uyumunun, isbirligine yonelik tutum
iizerinde dogrudan olumlu bir etkisi olduguna ve marka tutumu ve satin alma
niyeti iizerinde dolayli bir olumlu etkiye sahip olduguna dair kanit sunmustur.
Ayrica, uyumun etkisinin, influencer ¢ekiciligin etkisinden daha giiglii oldugunu
gostermistir. Breves vd. (2019), influencer ve marka uyumunun, hem dogrudan
hem de influencerin itibar1 araciligryla dolayli olarak reklamin etkinligini
arttirdigini belirtmistir. Marka ve influencer uyumu, influencerin giivenilirligine
(Martinez-Lopez vd., 2020; Pang. vd., 2016), mesajin ikna ediciligine (Jung vd.,
2016) ve desteklenen iiriiniin giivenilirligine (Martinez-Lopez vd., 2020) katkida
bulunur.

Unlii destekli reklamlar1 inceleyen calismalarm ¢ogu uyumun olumlu marka
sonuglar1 dogurdugunu dogrulasa da uyumsuzlugun da bazi durumlarda etkili
olabildigini destekleyen bulgular da mevcuttur (T6rn, 2012). Uyumsuz influencer-
marka igbirliklerinin etkisinin anlasilmasi i¢in ise daha ¢ok ampirik ¢alismaya
ihtiya¢ vardir. Influencer pazarlamasi baglaminda da uyumsuz goriinen, sasirtici
igbirliklerinin olumlu sonuglarmin hangi sartlarda gerceklesebilecegi ilging
bulgulara gétiirebilecek bir arastirma sorusu olabilir.

5.3.3. Icerik Ozellikleri ve Sonuclar

Influencer isbirliklerinin etkinligini belirleyen faktorleri inceleyen arastirmalar,
oncelikle influencer Ozelliklerine odaklansa da, igerik ozellikleri, influencer
isbirligi bagarisinin gii¢lii tahminleyicileridir.

Igerigin benzersizligi ve 6zgiinliigii, etkilesime girme, influencer1 baskalarmna
tavsiye etme ve influencerin tavsiyelerini takip etme niyetini arttirir (Casalo vd.,
2020). Icerigin kalitesi, etkilesimin ve influencerin tavsiyelerine uyma niyetinin
oncilidir (Magno, 2017).

Icerigin sundugu deger, isbirliginin etkinligini de belirler. icerigin hedonik degeri
titketici katilimini arttirirken (Hughes vd., 2019), igerigin bilgilendirici degeri
ve interaktifligi, influencera yonelik tutumu olumlu yonde etkiler (Ki ve Kim,
2019). Icerik gorsel ise, icerigin etkinliginde estetik onemli bir rol oynar. Ki ve
Kim (2019), gorsel olarak estetik igerigin, zevk sahibi algisina ve influencer
taklit etme ve eWOM yaratma arzusuna katkida bulundugunu belirtmislerdir.
Influencerin tanitilan iiriinlerle birlikte goriildiigii gorsel icerikler, sadece {iriin
goriilen iceriklere kiyasla olumlu bir marka tutumu olusturur (Jin ve Mugaddam,
2019). Ote yandan, icerigin ticari motivasyonu yiiksek oldugunda, influencerin
giivenilirligi, icerige olan ilgi, daha fazla igerik tiiketme istegi ve tavsiyenin
giivenilirligi azalmaktadir (Martinez-Lopez vd., 2020).

5.3.4. Ucretli Ortaklik Aciklamasi ve Sonuclar1

Bir marka bir igerige sponsor oldugunda bunu agik¢a aciklamanin etkisi,
influencer isbirliginin etkinligi iizerinde celiskili etkilere sahip olabilir. {1k olarak,
literatiir, influencerlarin markayr Onermek igin digsal-finansal motivasyona



Reklamlardaki Unliilerden Sosyal Medyadaki Fenomenlere:
Influencer Pazarlamasina Buttncl Bir Bakis 295

sahip olabilecegini diisiindiikleri i¢in tiiketicilerin markali icerik konusunda
siipheci olduklarimi ileri stirmektedir (Audrezet vd., 2020). Zhu ve Tan (2007),
cevrimi¢i baglamda ticretli icerigin reklam olarak goriilmesi gerektigini ¢linkii
bu gonderilerin motivasyonunun yalnizca bir tiiketim deneyimini paylagmak
olmadigini; daha ziyade, motivasyonun finansal oldugunu belirtmektedir.

Cogu izleyici, sponsorlu bir igerigi reklam olarak gordigiinden ve buna
olumsuz tepki verdiginden ya da igerigi tiikketmeyi en basta reddettiginden,
influencerlar bazen sponsorlu igerigi agikca ifade etmekten cekinmektedir.
Sponsor agiklamalarinin etkisini test eden c¢aligmalar, parasosyal etkilesim,
influencerin giivenilirligi, inanilirlik, ikna edicilik, marka tutumu, influencerin
degerlendirilmesi ve siiphecilik {izerindeki olumsuz etkileri oldugunu gdsteren
bulgulara ulagmistir (Boerman, 2020; De Jans vd., 2018, De Veirman ve Hudders,
2020; Kim ve Kim, 2021; Sah, Malaviya ve Thompson, 2018).

Cogu arastirma, influencerin, paylasimin sponsorlu bir isbirligi oldugunu
acikladiginda isbirliginin etkinliginin azaldigin1 géstermistir; ancak bu sonugctan
kagmak i¢in sponsorlugu gizlemek daha derin bir zarara neden olabilir. Sponsorluk,
influencer tarafindan agiklanmaz, ancak ii¢lincii bir sahis tarafindan ifsa edilirse,
carpik parasosyal etkilesim, influencera karsi olumsuz tutumlara yol agar ve
influencerin giivenilirligini azaltir (Colliander ve Erlandsson, 2015).

Literatiirde sponsorlu isbirligi aciklamasinin olumlu etkilerini de rapor eden
caligmalar mevcuttur. Influencer marka ile isbirligini acikladiginda, markanin
daha yiiksek oranda hatirlandig1 ve paylasima dair etkilesimin baslatildigina
(Boerman, 2020), marka sempatisinin yiikseldigine (De Jans vd, 2020), satin alma
niyetinin arttigina (Kay, Mulcahy ve Parkinson, 2020) ve influencerin uzmanligina
giivenin arttig1 ve ikna etkisinin giiclendigine (Sah vd., 2018) yonelik bulgular
sunulmustur.

5.3.5. Influencer ile Takipgileri Arasindaki iliski ve Sonuclari

Influencer isbirliklerinin basarisi, influencerin nitelikleri ve igerik 6zellikleri kadar
influencerin takipgileriyle olan iliskisinin bir sonucudur. Influencer ve takipgileri
arasindaki duygusal bag ne kadar giiclii olursa, influencerin etki giicii de o 6l¢iide
artar. Influencer ile duygusal bag kurmada algisal homofili (benzerlerini sevme
egilimi) kilit rol oynar. Takip¢i, homofilinin ii¢ boyutu degerler, algilar ya da
fiziksel goriiniim iizerinden bir benzerlik algiladiginda, influencer, takipg¢inin
tilketim davraniglar1 lizerinde etkisini arttirir. (Ladhari, Massa ve Skandrani,
2020).

Bir influencerin takipgileri, ¢ogunlukla homofilinin sonucu olarak, influenceri
bir arkadas olarak algilayabilir ve parasosyal (yaniltici arkadaglik algisi) bir
iligki olusabilir (Colliander ve Dahlen, 2011; Farivar vd., 2020). Influencer
pazarlamas1 literatiiriinde fikir liderligi perspektifi baskin olmasimna ragmen,
parasosyal iligkilerin etkisi de son zamanlarda akademik olarak dikkat ¢ekmistir
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(Hu vd., 2020; Sokolova ve Kefi, 2020). Fikir liderligi ve parasosyal iliskiler,
influencerlarin takipgileri iizerindeki etkisini agiklamak i¢in birbirini tamamlar
clinkii takipgiler hem fikir hem de arkadaslik gibi yakin bir iliski arayabilir.

Parasosyal etkilesim, influencera baglilik, benzeme arzusu ve satin alma niyeti
ile iligkilidir (Hu vd., 2020; Lee ve Watkins, 2016; Sakib vd., 2020; Sokolova
ve Kefi, 2020). Influencer ve takipgiler arasindaki daha gii¢lii baglar, influencer
iceriginin tiiketiminde artiga yol agar (Folkvord vd., 2019).

Influencer ve marka uyumunun, marka sonuglar1 agisindan yarattigi olumlu
sonuglar gibi, takip¢i ve influencer uyumu da influencerin algis1 ve ikna giicii
iizerinde etkisi olabilecek potansiyel faktorlerdendir. Influencer ile takipgisi
arasinda algilanan bir benzerlik, influencerin etki giicline de katkida bulunur (Kim
ve Kim, 2021). Schouten vd. (2020)’nin ¢alismasinda da algilanan benzerligin
iinlii desteginin etkinliginin belirleyicilerinden oldugu belirtilmistir. Benzerlik
algis1 ve homofili influencer literatiiriinde etkisi incelenen onciillerdendir ve
reklama yonelik tutum, iiriine yonelik tutum, satin alma niyetine olumlu etkisi
desteklenmistir (Ki vd., 2020, Magno, 2017). Kim ve Kim (2020) influencer-
benlik uyumunun (self-congruence) takipginin iyilik haline katkida bulundugunu
Oone surmustir.

Benlik teorisi benlik uyumunu ideal benlik uyumu (ideal congruence) ve gercek
benlik uyumu (actual self congruence) ayriminda inceler (Sirgy, 1985). Tiikketim
baglaminda benlik uyumu iizerine yapilan caligmalar, tiiketicilerin gergek
benligine uyumlu olarak gordiigii {irlin ve markalar tiiketmeye egilimli oldugunu
ve ideal benliklerine yakin gordiikleri markalar tercih ederek de gercek ve ideal
benlikleri arasindaki boglugu doldurmaya g¢aligtiklarin1 géstermektedir (Landon,
1974; Malhotra, 1988; Ross, 1971). Ideal benlik uyumu modelleri, influencer
baglamina da uyarlanabilir. Influencerlarin ikna giiciinde ger¢ek ve ideal benlik
uyumu algisinin etkisi incelenerek, hangisinin daha gii¢lii oldugunun arastirilmasi
gelecek calismalarin yol haritasinda yer alabilir.

5.3.6. Araci ve Diizenleyici Degiskenler

Influencer isbirliklerinin marka sonuclarini nasil etkiledigini anlamak igin,
arac1 ve diizenleyici degiskenlerin kesfedilmesi Oonemlidir. Literatiirde marka
tutumu, isbirligine yonelik tutum ve parasosyal iligki en ¢ok test edilen araci
degiskenlerdendir. Trivedi ve Sama (2020), marka tutumu ve marka hayranliginin
influencerin uzmanhig ve ¢ekiciliginin satin alma niyetine aracilik ettigini 6ne
stirmiistiir. Breves vd. (2019) ise marka tutumunun marka-influencer uyumunun
davranigsal niyete etkisine aracilik ettigini belirtmigtir. Magno (2017) igerik
kalitesinin tiiketim niyetini, influencer paylagimiyla etkilesim araciligiyla
arttirdigina dair kanit sunmustur. Torres vd. (2019) influencer marka uyumu ve
influencerin ¢ekiciliginin sirasiyla igbirligine olan tutum, markaya olan tutum
ve satin alma niyetine katki sagladigini ileri slirmiistiir. Reinikainen vd. (2020)
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influencer ile parasosyal iliskinin, influencerin itibarin1 ve sonrasinda markaya
giiveni arttirdigimi raporlamistir. Fink vd. (2020) influencer itibarinin satin
alma niyetine etkisinin, sponsor marka imaji1 araciligryla arttigini gostermistir.
Munnukka vd. (2019) sosyal medya influencerlariyla iletisime katiliminin
influencer itibarinin parasosyal iligki araciligiyla olumlu etkilendigini belirtmistir.
Kim ve Kim (2020) influencer ile benlik uyumu ve arkadaglik algisinin
takipgilerin iyi olma hali (wellbeing) {izerindeki etkisi, hayat kalitesi araciligiyla
arttigin1 gostermistir. Bir takipginin arkadag: gibi algiladigi, benligine uyumlu bir
influencer takip etmesinden sonra, hayat kalitelerinin yiikseldigi ve sonug olarak
iyilik halinde bir iyilesme oldugu goriilmiistiir.

Influencer pazarlamasi ¢aligmalarinda incelenen baslica diizenleyici degiskenler
ise iirlin tipi, parasosyal iliski, takip¢i sayisidir. De Veirman vd. (2017) influncerin
takipe¢i sayisinin influncerin sempatisine olan katkinin, influencerin takip ettigi
hesap sayisi ile ters orantili oldugunu one siirmiistiir. Jin ve Ryu (2020) takipgi
cinsiyeti, influencer ile ayni1 oldugunda, kiskanma ve parasosyal iligkinin satin
alma niyetine etkisinin daha gii¢lii olduguna dair kanit sunmustur. Hill vd. (2017)
influencerin popiilerliginin influencerin itibar1 ve satin alma niyeti iizerinde
iizerindeki etkisinin deneyimsel iriinlerin tanitilmast durumunda (arastirma
iirlinlerine kiyasla) daha yiiksek oldugunu belirtmistir. Breves vd. (2019),
parasosyal iliskinin, iriin-influencer uyumu ve influencer itibar1 arasindaki
baglantiy1 zayiflattigini 6ne siirmistiir. Fink vd. (2020) influencer itibarinin marka
imajima olan etkisinin, marka farklilastikca zayifladigin1 gostermistir. Hwang
ve Jeong (2016), influencermn firiinle ilgili yorumlarinin diiriistliigiinii beyan
etmesinin influencer giivenilirligi ve mesaja olan tutuma olumlu etkisinin, siipheci
takipgiler i¢in daha gii¢lii oldugunu belirtmistir.

Reklam ve online degerlendirmeler literatiiriinden, influencer baglaminda test
edilebilecek c¢ok sayida diizenleyici degiskenin adapte edilmesi miimkiindiir.
Influencer pazarlamasi stratejilerinin etkinligini diizenleyebilecek degiskenler
olarak iirlin kategorisi ve 6zellikleri, psikolojik faktorler, demografik 6zelliklerin
incelenmesi, literatiire 6nemli katki saglayacaktir.

Literatlirde yer alan, influencer isbirliklerinin etkinliginin &nciilleri ve ¢iktilart ile
araci ve diizenleyici degiskenler, Sekil 2’deki semada 6zetlenmistir.
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5.4. Influencer Pazarlamasi Literatiiriinde Baglamla

Influencer pazarlamasi, pazarlama literatiiriine katilmasi heniiz ¢ok yeni
oldugundan, akademik c¢alismalar ¢ogunlukla influencer pazarlamasi
kampanyalarmin etkinliginin genel mekanizmasin1 anlamaya odaklanir;
ancak caligmalarin sonuglarmin genellenebilirligi siiphelidir ve dis tutarliligin
desteklenmesi i¢in mevcut modellerin farkli baglamlarda test edilmesi gerekir
(Vrontis vd., 2021).

Literatiirdeki ¢ogu caligma {iriin-spesifik degildir, yalnizca birkag c¢aligma
influencer igbirliklerini kategori baglaminda inceler. Moda ve kozmetik
markalarinin influencer pazarlamasina artan yatirimlarinin bir sonucu olarak,
cogu kategori spesifik aragtirma bu alanlara odaklanmaktadir (Duffy ve Hund,
2015; Jin vd., 2019; Jin ve Ryu, 2020; Jin ve Mugaddam, 2019; Renchen, 2020;
Trivedi, 2018). Liiks {riin kategorisi, influencer pazarlamasinda bir bagka Kkilit
baglamdir (Jin ve Ryu, 2019; Kim ve Ko, 2012; Trivedi ve Sama, 2020).

Sosyal medya platformlar1 s6z konusu oldugunda, Instagram ve Youtube en sik
ziyaret edilen baglamlardir (Djafarova ve Rushworth, 2016; Evans vd., 2017;
Lee ve Watkins, 2016; Sokolova ve Perez, 2021). TikTok ve Clubhouse gibi
gelismekte olan platformlarla ilgili calismalar heniiz oldukga sinirhidir. Platformlar
arasi karsilastirma ¢alismalari da literatiirdeki dnemli bir bosluktur. Bu ¢alismalar
sosyal medya platformunu influencer/icerik 6zellikleri ile pazarlama sonuglari
arasinda diizenleyici bir degisken olarak test etmek i¢in faydali olabilir (Jin vd.,
2019).

5.5. Influencer Pazarlamasimin Karanhk Yiizii

Literatiirde ve pratikte influencer pazarlamasi aktivitelerinin yarattigi olumlu
marka sonuglar1 destekleniyor olsa da influencer faaliyetlerinin sikligr ve
yogunlugu arttikca, sosyal medyadaki influencer igeriklerinin olumsuz toplumsal
sonuglar1 da tartisilmaya baslamistir (Campbell ve Farrell, 2020). Buna ek
olarak, influencerlar ile igbirligi yapan markalarin da karsilasti§i bazi problemler
influencer pazarlamasinin olumlu etkilerinin sorgulanmasina sebep olmustur.

Markalarin iinliilerle yaptiklar1 igbirliklerinde karsilastigi riskler (skandallar,
cok sayida marka ile igbirligi yapmasi, imajinin olumsuz yonde degismesi gibi)
cogunlukla sosyal medya influencerlarn ile yapilan isbirliklerinde de gecerlidir.
Hatta sosyal medyanin geleneksel medyaya gore daha esnek ve kontrolsiiz
olusu, sosyal medya influencerlarmin markalara zarar verebilecek davranis ve
demeglerini daha da tehlikeli hale getirmistir. Sosyal medyadaki iptal ve ling
kiltiiri, sosyal medya influencerlari ile igbirligindeki markalar i¢in kaygan bir
zemin olusturmaktadir (Jankowski, 2021).

Influencerlarin takip¢i sayilarmin markalarin se¢im kriterleri arasinda iist
siralarda olusu, influencerlarin takipg¢i satin almasina yol agmakta ve yiiksek
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takip¢i sayisinin cazibesine kapilan markalar, sahte takipgili influencerlar
ile igbirligine yonelmekte ve milyonluk biitceleri botlarin sahte begenilerine
harcamaktadir (Campbell ve Farrell, 2020). Influencerlarin marka isbirliklerini
acgiklama konusunda goniilsiiz olusu, influencerlarin samimiyeti kadar, markalar
icin de tehlike olusturmaktadir. Influencerlarin sponsorlu igerikleri bir hashtag
kullanarak agikga belirtmesi, yeni diizenlemeler ile influencer kadar markanin da
sorumlulugundadir, gizli isbirlikleri markalarin yasal yaptirimlarla karsilasmasina
neden olmaktadir (Campbell ve Grimm, 2019).

Influencer pazarlamasinin markalar iizerindeki potansiyel olumsuz etkilerinin
yani sira, tiikketicilerin lizerindeki olumsuz etkileri de sorgulanmaktadir. Influencer
iceriklerinin siirdiiriilebilirligi imkansiz tiiketim kiiltiiriinii koriiklemesi, beden
algist ve yeme bozukluklarina yol agmasi, 6zellikle ¢ocuk ve ergenleri gizli
reklamlara maruz birakmasi yogun olarak tartisiimaktadir (De Jans ve Hudders,
2020; Griffiths vd., 2018; Marks, De Foe ve Collett, 2020; O’Keeffe ve Clarke-
Pearson, 2011; Saiphoo ve Vahedi, 2019). Sosyal medya kullanim yogunlugu
arttikca, influencerlarin tiiketici psikoloji iizerindeki etkilerini anlamanin ve
olumsuz etkileri 6nleyecek sekilde bir paradigma degisiminin giindeme gelmesi
kaginilmaz olacaktir.

Influencer pazarlamasinin bu boliimde dikkat ¢ektigimiz potansiyel risklerinden
hicbiri, markalarin ya da sosyal medya kullanicilarinin influencerlardan uzak
durmasi gerektigi anlamim tagimamaktadir. Sosyal medya kullanici sayilari her
giin hizla artarken ve sirketlerin influencer pazarlamas: faaliyetlerine ayirdig:
biitgeler yildan yila yiikselirken (Influencer Marketing Hub, 2021) influencerlar
ile araya mesafe koymak ne miimkiin ne de gereklidir. Olas1 tehlikelerden
cikarilmast gereken sonug, influencerlarin igerik {iretirken, takipgilerinin
psikolojisi tizerindeki etkilerini gbz Oniinde bulundurmasi, etik davranmaktan
vazgegmemeleri, sirketlerin de is birligi yaptig1 influencerlar1 secerken titiz
davranmasi ve igeriklerin etik yoniinii kontrolden vazgegmemesi gerektigidir.

6. Gelecek Arastirmalar icin Yol Haritasi

Bu literatiir taramasi, mevcut akademik calismalarin sonuglarin1 sentezleyip,
karsilagtirarak kiymetli i¢goriiler sunuyor olsa da influencer pazarlamasi
literatiiriinde hala kesfedilmeyen, uzlasilmayan 6nemli bogluklar oldugunu agik¢a
gormekteyiz. Bu calismanin amaci, mevcut literatiirii inceleyip, tartismak oldugu
kadar literatiirdeki agiklari da tespit ederek bu alanda akademik {iretim yapacak
arastirmacilar i¢in yeni aragtirma yollar1 agmaktir.

Literatiiriin yeni olusmakta oldugu alanlarda, kesfedilmemis bir fenomeni
aciklamak igin nitel ¢aligmalarla aragtirmaya baslamak, daha derin ve zengin
bilgiye ulasilmasini saglar. Influencer pazarlamasi fenomeni yeni ve bilinmeyenleri
bilinenden ¢ok bir alan olsa da literatiirdeki nitel calismalar, bu alandaki
caligmalarin sadece %17’sini olusturmaktadir (Vrontis vd., 2021). Derinlemesine
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miilakatlar, odak gruplar gibi veri toplama yontemleri kullanarak hem tiiketici
hem de marka ve influencerlardan toplanan nicel verilerin analizi, literatiiriin
daha saglam bir zemin iizerinde yiikselmesi i¢in ¢ok degerlidir. Karma metot
caligmalar1 da ayni sekilde nitel ve nicel veriyi birlikte kullanarak daha zengin
bilgiye ulasmaya yardime1 olacaktir.

Vrontis vd. (2021) influencer pazarlamasi makalelerinin %80’ inin 2018-2021
arasinda yayinlandigini belirtmistir, bu alandaki arastirmalar baglayali heniiz
cok kisa siire oldugundan literatiirde boylamsal ¢alisma bulmak da ¢ok zordur.
Kesitsel calismalar ile iginde bulundugumuz dénemde influencer pazarlamasi
mekanizmasinin igleyisi ile ilgili fikir edinsek de influencer etkinliginin, influencer-
takipei iligkisinin nasil evirildigini, marka sadakati, influencera baglilik gibi dogasi
geregi uzun zamanda Olgiilebilen etkileri gérmek i¢in boylamsal ¢aligmalara acil
ihtiyag¢ vardir.

Literatiirdeki ¢ogu ¢alisma anket verisi kullanmigtir ancak influencer pazarlamasi
caligmalarinin reel etkisini gérmek icin, ger¢ek verilerle yiiriitiilen arastirmalar
da gereklidir. Influencerlarin sosyal medya hesaplarindaki, anonim olarak agik
etkilesim verilerini karsilastirarak, metin analizi araglariyla yorumlar1 analiz
ederek oldukca ilging bulgulara erismek miimkiin olabilir. Ozellikle akademi
ve endiistri igbirlikleri ile gercek satig, tiklama sayilar1 gibi verilerin akademik
calismalarda kullanilmasi, anket verileri ile elde edilen bulgular test etmekte
oldukga faydali olacaktir.

Yontemsel bosluklarin yani sira, literatiirde gdze carpan teorik bosluklar da
dikkat c¢ekicidir. Literatiirdeki en Onemli bosluklardan biri influencerlarin
siniflandirilmas1 olup, simdiye kadar takipgi sayilarina gore influencerlart
smiflandirma yaklagimi disinda (Campbell ve Farrell, 2020) bu alanda yapilmis
¢alismalar bulunmamaktadir. Influencerlar kisilik 6zellikleri, liderlik stilleri,
diizenleyici odaklar1 gibi siniflandirmalarla ayristirilarak, hangi baglamda hangi
tip influencerin daha etkili oldugu incelenebilir. Influencerlar iirettikleri igerigin
temasina (moda, mizah, oyun, saglikli yasam, makyaj gibi) ya da sunduklarn
degere (eglendirici-ogretici) gore de siniflandirilarak kargilagtirmali galigmalar
yapilabilir. Bir diger siniflandirma, insan ve sanal influencerlar olarak yapilabilir.
Giiniimiizde insan olmayan sanal influencerlar da sosyal medyada yapay zekanin
iirettigi iceriklerle popiilerlik kazanmaktadir (Shieber, 2019). ilk sanal influencer
Lil Miquela, {i¢ milyondan fazla insan tarafindan takip edilmektedir ve 2020’de
yaklagik 11,7 milyon dolar kazandigi tahmin edilmistir (Ong, 2020). 2018’de
Time dergisi, Lil’i en etkili 25 kisi listesine dahil etmistir (Time, 2018). Influencer
pazarlamasinda 6nceden test edilen hipotezlerin, sanal influencerlar i¢in de gegerli
olup olmadiginin test edilmesi literatiirde beklenen adimlardan biridir.

Influencerlarin siniflandirilmast ve farkli influencer tiplerinin karsilastirilmasina
benzer bir yaklasimla, farkli igeriklerin kargilastirilmasi da literatiirdeki bir
diger bosluktur. Igerik 6zelliklerinin pazarlama sonuglarina etkilerine dair sinirli
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sayida calisma olup, ses, video ve metin iceriklerinin karsilagtirmalarini yapan
calismalara ihtiyac duyulmaktadir. Ozellikle Podcastlerin ve ClubHouse un
yukselisi ses formatindaki igeriklere iliskin arastirmalar icin dogru zamanin
geldigini isaret etmektedir (Quah, 2021). Pandemi doneminde hizla popiilerlesen
canli yayin formatindaki iceriklerin de sabit iceriklerle karsilastiriimasi ilgi
cekici bir aragtirma konusu olabilir. Canli yayinlarin hem satisa etkisi hem de
influencer-takipgi arasindaki duygusal bag ve parasosyal iliskiyi nasil etkiledigi
cevaplanmay1 bekleyen arastirma sorulari arasinda yer almaktadir.

Influencerlarin takipgilerinin 6zellikleri de isbirliklerinin etkili olmasinda kilit
rol oynasa da, influencer 6zelliklerine yogunlasan arastirma akiminda takipgi
ozellikleri yeterli ilgiyi simdiye kadar bulamamigtir. Influencer igbirliklerinin hangi
tiiketiciler {izerinde daha etkili oldugunu anlamak i¢in psikoloji literatiiriindeki
kuramlar1 da yeniden ziyaret ederek (benlik kavrami kurami, imaj uyumu kurami,
diizenleyici odak kurami, bes biiyiik kisilik 6zelligi gibi) influencer pazarlamasina
uyarlamak bu alan1 daha iyi anlamamiza biiyiik bir katki saglayacaktir.

Influencer pazarlamas literatiiriindeki caligmalarin farkli baglamlarda yeniden
test edilmesi ve platformlar arasi karsilastirmalar de literatiiriin saglamlagmasi ve
tutarliligin artmasi i¢in ihtiya¢ duyulan 6nemli bir adimdir. Sosyal medya kanali
baglaminda, Instagram, influencer pazarlamasi i¢in en popiiler platformudur.
Arastirma bulgularinin sosyal medyanin yiikselen yildiz1 TikTok gibi farkli sosyal
medya kanallarinda yeniden test edilmesi, sosyal medya kanalinin moderator
etkisinin anlagilmasina katki saglayacaktir. Moda, giizellik, liiks iiriin kategorileri
disinda {irtin baglamlarinda influencer isbirliklerinin etkinliginin test edilmesi
de bir diger gerekli adimdir. Kiiltlir ve cografi bolge de influencer pazarlamasi
etkinligini etkileyebilecek ve test edilmesi gereken bir baglamdir. Influencer
pazarlamasi ¢aligmalarinin biiyiik kism1 Amerika’da, daha az sayida ¢alisma ise
Avrupa iilkeleri ve Uzak Dogu’da yapilmistir (Vrontis vd., 2021). Sonuglarin
genellenebilirligini test etmek icin ¢ok sayida farkli iilkede veri toplanmasi ve
kiiltiir karsilagtirmali calismalar yapilmasi, farkl: kiiltiirlerde influencer etkinligini
belirleyen faktorleri anlamaya yardimci olacaktir.

Influencerlarin etkisi iizerine aragtirma yapilabilecek bir diger baglam ise ticari
olmayan, sosyal meseleler olup, bu alandaki ikna giiclerini ticari isbirlikleri
iiriin/hizmet tanitimlari ile karsilagtirmak influencer pazarlamasimi yalnizca
iiriin pazarlamasi sinirindan ¢ikarmak i¢in 6nemli bir adimdir. SMA hastasi
bebeklerin tedavileri igin para toplanmasindan, orman yanginlarinda tahrip olan
bolgelerin agaglandirilmasina kadar pek ¢ok sosyal kampanyada influencerlarin
basarili sonuglarin1 pratikte gorsek de bunu ampirik olarak da gosterecek
caligmalar yapilmasi gerekmektedir. Covid-19 asilarinin yayginlagmasi igin bile,
hiikiimetlerin influencerlar ile anlagsmasi, influencerlarin etki alanlarinin tahmin
edilenin ne kadar 6tesinde olabildigini gosteren bir ornektir (Adam ve Booth,
2020).
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Influencer pazarlamasi kampanyalarinin etkinligini belirleyen dnciillerin yani sira,
farkli bagimli degiskenler ilizerinde de diisiiniilmesi gerekmektedir. Literatiirde
¢ogu caligma en sik kullanilan pazarlama giktilar1 olan marka tutumu, satin alma
niyeti gibi sonuglar1 irdelemistir. Akademi ve endiistri igbirligi ile kampanyalarin
gercek satis rakamlarina ulasarak, satin alma niyetini degil, dogrudan satin alma
davranigini 6lgmek, influencer pazarlamasmin etkinligini onaylamak i¢in yararh
olacaktir.

Influencer paylasimlarmin tiiketici iyiligi (consumer wellbeing) {izerindeki etkisi
de son yillarda hararetle tartisilan bir konu olup, bu alanda da akademik caligsmalara
ihtiya¢ vardir. Psikoloji disiplini ile yiiriitiilecek multi-disipliner caligmalar ile
sosyal medyada influencer igeriklerine maruz kalan tiiketicinin duygu durumunda
olusan degisimin incelenmesi, tiikketicinin iyilik haline zarar vermeden influencer
pazarlamasi pratiklerinin nasil yiiriitiileceginin anlasilmasina katki saglayacaktir.
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EXTENDED ABSTRACT

Introduction

In 2020, when billions of people worldwide are under lockdown and social distancing
due to the Covid-19 pandemic, the number of social media users rose at the fastest rate in
three years and reached 4.2 billion (wearesocial.com, 2021). The influencer marketing
industry, rapidly growing as a result of the social media boom, is estimated to exceed
13.8 billion dollars in 2021 (influencermarketinhub.com, 2021). Despite increasing
academic attention recently, research on influencer marketing is fragmented; thus, a
comprehensive and critical review of the literature is urgently needed. This study fills
this gap by synthesizing extant opinion leadership theory and celebrity endorsement
literature, which together form the roots of this field, with recent influencer marketing
literature. Discussing unexplored or contradictory areas as suggestions for future
study, we present a literature review framework consisting of antecedents and outputs
of influencer endorsement, including moderating and mediating variables.

Conceptual Framework

Opinion leadership theory has its roots in the seminal work by Lazarsfeld, Berelson
and Gaudet (1948), which argues that voting decision is influenced by other voters.
Katz and Lazarsfeld’s (1955) two-step flow model presents that mass media messages
are not directly received by the audience but filtered by opinion leaders. Doctors,
celebrities, experts have been opinion leaders that can affect consumers’ choices;
therefore, brands have collaborated with them to send their messages.

Celebrity endorsement has been a very popular marketing strategy for decades.
Celebrities are opinion leaders that have an influential power thanks to their
attractiveness and credibility (Erdogan, 1999). Source credibility and source
attractiveness models are frequently visited to explain the effectiveness of celebrity
endorsement (Ohanian, 1991). Source models suggest that consumers tend to accept
the messages received from celebrities since they are credible and attractive. The
meaning transfer model proposes that the meaning and value that a celebrity represents
a transfer to an endorsed product and, consequently, the consumer that purchases it
(McCracken, 1989). The match-up hypothesis states that the effectiveness of the
endorsement is the result of the congruence between the endorser and the endorsed
brand/product (Kamins, 1990).

The web 2.0 era has empowered content creators on social networking sites whose
product reviews and recommendations have started to shape the consumption
decisions of their followers. In short, these influential content creators, or influencers,
attracted marketers’ attention as a new type of endorser. Freberg et al. (2011: 90)
defines social media influencers as “third party endorsers who shape audience attitudes
through blogs, tweets, and the use of other social media.” Influencer marketing has
received the attention of academics and practitioners, and most theories explaining the
effectiveness of celebrity endorsement are adapted to the influencer context.
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Methodology

This study reviewed opinion leadership, celebrity endorsement and influencer
marketing literature utilizing academic sources such as journals and books, industrial
reports and popular press.

Findings and Discussion

First attempts in influencer marketing research stressed influencer characteristics that
contribute to desired marketing outcomes, such as increased brand awareness, positive
brand attitude and purchase intention (Lee & Watkins, 2016). Most studies that explore
the impact of influencer characteristics and their consequences adapt source models
to influencer context. Nearly all studies supported a positive correlation between
influencer credibility and consumer outcomes. The match-up hypothesis is revisited,
and findings supported the congruence between influencer and endorsed brand
(Torres et al., 2019). Although research exploring the factors affecting endorsement
effectiveness primarily focuses on influencer characteristics, content attributes such
as quality, value, and originality are strong predictors of the effectiveness of the
endorsement. Sponsorship disclosure and its impact on endorsement is a hot issue, yet
the findings are inconclusive. The success of an influencer endorsement is an outcome
of her relationship with followers and the qualities of the influencer and the content.
Followers of an influencer may perceive the influencer as a friend and develop a
parasocial relationship which results in an increased influential power (Colliander &
Dahlen, 2011). The most frequently visited contexts in influencer marketing research
are fashion and luxury brands as category and Instagram and YouTube as social media
platforms. U.S. is the most frequently studied country; different cultural contexts are
rare except for a few studies from Asian and European countries.

Conclusion and Future Research Direction

Although this literature review offers valuable insights by synthesizing and comparing
the results of existing academic studies, we see that there are still important unexplored
gaps in the influencer marketing literature. The scarcity of qualitative, mixed-method,
longitudinal studies are the main methodological gaps. Most studies employ survey
data; however, using real data such as sales or social media metrics is an urgent need
to better measure the ROI of influencer marketing.

In order to achieve external validity, replication in different contexts is another research
priority. First, conducting research in different cultural settings should be encouraged,
and cross-cultural comparisons should be made. New social media platforms such
as TikTok needs more academic exploration. Category-specific studies are mostly
limited to fashion; therefore, we suggest choosing different product categories such
as food, technological products, travel destinations. We believe that comparison of
search, experience and credence goods will provide interesting insights. Classification
of influencers is limited to a number of followers based nano, micro, macro; although
there are numerous classification attributes such as value offering, personality,
communication style that may provide original results.
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Yazarlara Not
I. Genel Kurallar

1- Pazarlama ve Pazarlama Arastirmalar1 Dergisi y1lda iki say1 (Ocak ve Temmuz)
olarak yayimlanmaktadir.

2- Pazarlama ve Pazarlama Arastirmalart Dergisi’ne yazi goénderimi http://
pazarlama.org.tr/dergi/ sitesinden Makale Y onetim Sistemi’nden yapilacaktir.

3- Ulusal ve Uluslararasi aragtirma ve yayin etigi kurallarina uyulmalidir. Dergiye
gonderilen yazilar bagka bir yerde yayimlanmamis ya da yayimlanmak iizere
gonderilmemis olmalidir. Ulusal Pazarlama Kongrelerinde ve diger konferanslarda
sunulan bildiriler dipnotta belirtilmek suretiyle veya gelistirilmis halleriyle yayin
icin dergiye gonderilebilir. Bu yazilar tekrar hakem degerlendirilmesine sunulur.

4- Yazilarin uzunlugu dergi formatinda tablo ve sekiller dahil, kaynakga harig
olmak tizere 25 sayfay1 ve 10.000 sozciigii gegmemelidir.

5- Yazilar yayimlanmak iizere kabul edildiginde Pazarlama ve Pazarlama
Arasgtirmalar1 Dergisi, biitiin yayin haklarina sahip olacaktir.

6- Yazarlarm, unvanlarini, dgrenci ya da ¢alisan olduklar1 kurumlarmi (Universite/
Kurum ismi; varsa Fakiilte/Enstitii ve Boliim olarak), haberlesme adresleri ile
telefon numaralarini ve e-posta adreslerini Makale Yonetim Sistemi’ne girmeleri
gerekmektedir. Ancak, Makale Yonetim Sistemi’ne yiiklenen ¢alismalarda yazar
isimlerine yer verilmemelidir. Iletisin kurulacak yazarin ad1 ve e-posta adresi
dipnotta belirtilmelidir.

7- Dergiye verilecek yazilar Yayin Kurulu’nca ilk degerlendirilme yapildiktan
sonra iki hakeme gonderilecek, hakemlerden gelecek rapor dogrultusunda yazinin
basilmasina, rapor ¢ercevesinde diizeltilmesine, yazinin geri ¢evrilmesine ya da
ticiincii bir hakeme gonderilmesine karar verilecek ve durum yazara en kisa siirede
bildirilecektir. Yayimlanmayan yazilar yazara geri gonderilmeyecektir.

8- Yazardan diizeltme istenmesi durumunda, diizeltmenin en ge¢ 3 ay icerisinde
yapilarak Makale Yonetim Sistemi’ne yiiklenmesi gerekmektedir. Ug ay iginde
hakemler tarafindan Onerilen/istenilen diizeltmelerin yapilmamasi durumunda,
yazinin degerlendirme siireci bastan baslatilacaktir.

9- Pazarlama ve Pazarlama Arastirmalari Dergisi’nin yazi dili Tiirk¢e olmakla
birlikte, Ingilizce olarak yazilmis ¢aligmalar da yayimlanmaktadir. Yazi bu
dillerden hangisinde yazilmig olursa olsun, en ¢ok 200 sozciikten olusan Tiirkce
Oz ve Ingilizce Abstract ayr bir sayfa olarak yazilmalidir. Aymi sekilde, hangi
dilde yazilmis olursa olsun yazinin baghgmin Tiirkce ve Ingilizce olarak yaziya
eklenmesi, ayrica yine Tiirkce ve Ingilizce olarak en az 3 anahtar sdzciigiin
belirtilmesi gerekmektedir.

10- Yayimlanan yazinin 5 adet tipkibasimi ve bir adet dergi yazara iicretsiz olarak
gonderilecektir.
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II. Yazim Kurallan

1- Yazi, Word formatinda, 1.5 satir araliginda, ana boliimlerinde 11 punto harf
biiyiikliigliinde ve Times New Roman karakterinde yazilmalidir.

2- Oz ve Abstract 10 punto harf biiyiikliigiinde ve Times New Roman karakterinde
yazilmalidir.

3- Kaynakga 11 punto harf biiyiikliigiinde ve Times New Roman karakterinde tek
satir araliginda yazilmalidir.

4- Tablo i¢indeki yazilar 9 punto harf biiyiikliiglinde ve Times New Roman olarak
yazilmalidir. Tablo ve Sekiller metin igine ortalanarak yerlestirilmedir. Tablo basliklar
tablo iistiine, Sekil bagliklar1 sekil altina yazilmalidir. Tablo bagliklar1 Times New
Roman ve 11 punto olmali ve kalin formatta yazilmali, numaradan sonra nokta
konularak basliga devam edilmeli (Tablo 1.); baslik da yine Times New Roman ve
kalin olmayan formatta kelimelerin ilk harfleri biiyiik olacak sekilde yazilmalidir.

5- Makale baglig1 tiim harfleri biiyiik olacak sekilde Times New Roman, 11 punto,
kalin formatta ve metni ortalayarak yazilmalidir. Yazinin girig ve sonug boliimleri
dahil olmak {izere tiim boliim bagliklari, tiim kelimelerin yalnizca ilk harfleri
biiyiik olacak sekilde kalin punto ile yazilmali ve 1.; 1.1.; 1.1.1.; 1.1.1.1. seklinde
numaralandirilmalidir. Bunlarin disindaki basliklar italik olarak yazilmalidir.

6- Ondalik kesirler ayrilirken makalenin yazildig: dildeki kurallar uygulanmalidir.
Tiirkge i¢in 6rnegin; ,05°; Ingilizce icin ©.05’ seklinde yazilmalidir. Sayilarm ayrin
ise Tiirkge icin 6rnegin 9.900 (dokuz bin dokuz yiiz); Ingilizce icin 9,900 (dokuz bin
dokuz yiiz) seklinde olacaktir. Denklemler, sira numaralari parantez iginde sayfanin
saginda yer alacak sekilde ortalanmis olarak metin i¢inde yer almalidir.

III. Yollamalar ve Kaynakca

Yollamalar ve kaynak¢a APA (American Psychological Association) kurallarina
uygun olacaktir. Metin ig¢inde yapilacak yollamalar ayrag i¢inde gosterilecektir.
Kaynakga da bu yollama sistemine uygun olarak hazirlanacaktir. Asagida farkli
nitelikteki kaynaklarin metin i¢indeki yollamalarda ve kaynakgadaki yazilig
bicimleri 6rneklerle gosterilmistir:

1. Yollama
Tek yazarl kitaplar ve makaleler:
(Baker, 2000); (Baker, 2000: 375).

Ayni yazarin, ayni yul birden fazla eserine yollama yapilmast durumunda:
(Hunt, 2002a: 35); (Hunt, 2002b: 40).

Iki yazarh kitaplar ve makaleler:
(Hunt ve Morgan, 1996); (Hunt ve Morgan, 1996: 107).
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Ikiden ¢ok yazarl kitaplar ve makaleler:
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Kurum yayinlari:
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2. Kaynakc¢a
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Iki yazarli makaleler:
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Journal of Marketing, 60(4): 107-114.
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Lusch, R. F., Vargo, S. L. ve O’Brien, M. (2007). Competing Through Service:
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