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Gastronomi Turizmine Inovatif Bir Model Onerisi: Yavas Sehir
Gokceada’da Akilh Yoresel Restoranlar

https://doi.org/10.31006/gipad.1370773 Mehmet CAVUSOGLU”
Oz

Bilgi ve iletisim ¢agi olarak adlandirilan giiniimiiz diinyasinda, mobil iletisim destekli akilli
uygulamalar ve buna bagli yasanan dijital déniisiim, turizm sektorii ile yiyecek icecek endiistrisinde de
bilgi teknolojileri kullanimini artirmaktadir. Bu ¢alismada, gastronomi dijitallesme iliskisi ve bu konuda
meydana gelen gelismelere dikkat c¢ekmek amaglanmistir. Calismada, Cittaslow Gokgeada’da
gastronomi turizmi kapsaminda faaliyet gosteren yoresel restoranlarda QR Kod Monii ve Online
Restoran Rezervasyon sisteminin kullamimuni yayginlastirmak igin hazirlanmis olan bir model onerisi
yver almaktadir. Gelistirilen bu model ile ozellikle gastronomi turizmi sektorii paydaslart agisindan
bilisim teknoloji kullanilmasimin o6nemine ve sektérde sagladigi avantajlara dikkat ¢ekmek
amaglanmigtir. Calisma kapsaminda yapimis olan arastirmada nitel bir veri toplama yontemi olan
dokiiman analizinden yararlanilmigtir. Elde edilmis olan arastirma sonuglari, Cittaslow Gokgeada'da
faaliyet gosteren yoresel temali restoran isletmeleri icin gelistirilmis olan akilli yoresel restoranlar
modelinin, adadaki gastronomi turizmi paydaslarmma fayda saglayabilecek nitelikte bir ¢alisma
oldugunu dogrulamaktadir.

Anahtar Kelimeler: Gék¢eada, Cittaslow, gastronomi, QR kod monii, restoran, turizm.

An Innovative Model Proposal for Gastronomy Tourism: Smart Local
Restaurants in the Cittaslow Gokc¢eada

Abstract

In the information and communication age, smart applications supported by mobile communication and
the digital transformation experienced due to this increase the use of information technologies in the
tourism sector and the food and beverage industry. In this study, it is aimed to draw attention to the
relationship between gastronomy digitalization and the developments in this regard. In the study, there
is a model proposal prepared to popularize the use of QR Code Menu and Online Restaurant
Reservation system in local restaurants operating within the scope of gastronomic tourism in Cittaslow
Gokgeada. With this model developed, it is aimed to draw attention to the importance of using
information technology, especially for the stakeholders of the gastronomy tourism sector, and the
advantages it provides in the sector. In the research conducted within the scope of the study, document
analysis, which is a qualitative data collection method, was used. The research results obtained confirm
that the smart local restaurants model developed for local themed restaurant enterprises operating in
Cittaslow Gékgeada is a study that can benefit gastronomic tourism stakeholders on the island.

Keywords: Gékgeada, Cittaslow, gastronomy, QR code menu, restaurant, tourism.

*

J Dr. Ogr. Uyesi Canakkale Onsekiz Mart Universitesi, Gokgeada Uygulamali Bilimler Yiiksekokulu,
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Extended Abstract

Background:

This study includes a model proposal prepared to popularize the use of QR code menu and online
restaurant reservation system in local restaurants operating within the scope of gastronomy tourism in
Cittaslow Gokgeada. With this developed model proposal, it is also aimed to draw attention to the
importance of using information technology and the advantages it provides in the sector, especially for
the stakeholders of the gastronomy tourism sector.

Research Purpose:

In the study, it was aimed to popularize the use of QR code menu and online restaurant reservation
system in local restaurants and to draw attention to the importance of using information technology in
Cittaslow Gokgeada gastronomy tourism studies.

Methodology:

In this study, the document review method, which is a qualitative research technique based on publicly
accessible literature review, was used. For this purpose, the necessary scanning was carried out on
national and international academic article publishing sites regarding research topics with the keywords
gastronomy tourism, QR code menu and online reservation.

Findings:

In the scientific studies examined in the existing literature in this study; The use of QR Code menu in
food and beverage businesses contains many written, visual and video information that will facilitate
customers' product selection, allows customers to make online reservations, includes kitchen-personnel
management systems, has a customer request, complaint and satisfaction sharing system, and provides
convenience with online payment application. It is seen that it also provides services such as computer
games that entertain the customers until the food order is prepared.

Finally, these findings in the studies in the literature confirm that the model proposal in this study,
developed for regional themed restaurant businesses operating in Gokgeada, is a study that can benefit
the sector.

Conclusions:

As a result of the research, Cittaslow themed local restaurants operating in Gokgeada; It seems that they
need to develop innovative ways of doing business, increase their productivity by using business
methods suitable for the technological age, and attach importance to the use of information technology
in order to get a larger share of the gastronomy tourism market. It is anticipated that the information
technology-based business model developed within the scope of the study will contribute to local
restaurants operating in Gokgeada. The findings in the studies in the literature show that the model
proposal in this study confirms that it is a study that can benefit the sector. In addition, since the number
of studies on the use of QR Code menus and online reservation systems in the food and beverage industry
is quite limited in the comprehensive research conducted in the literature, this study is expected to
contribute to the literature.
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1. Giris

Bir Kuzey Ege adasi olan Gokgeada, binlerce yillik insanlik tarihi ge¢misi, geleneksel tarim ve
hayvancilik uygulamalari ile iiretimini destekleyen, yoresel yiyecek icecek kiiltiirlinii koruyan
ve yoresel mimariyi muhafaza ederek gelismeyi tesvik eden Cittaslow hareketine iiyeligi ile
son on yilda diinya turizm pazarlarindaki cekiciligini artirmis bir turistik destinasyondur.
Cografi konumu nedeni ile tarih boyunca bir¢ok medeniyete ev sahipligi yapmis Gokceada,
bozulmamis dogasi, tertemiz plajlari, bir¢ok deniz sporuna miisait denizleri, zengin temiz su
kaynaklar1 ve rafine mutfak kiiltiirii ile giiniimiizde gozde bir alternatif turizm merkezi olma
ozelligi tasimaktadir. Gokgeada sakinleri, tarih boyunca adaya yerlesmis bir¢ok uygarligin
adaya tasidig cesitli yiyecek ve igecekler yaninda, adada cografyasinin sagladiklar1 ve adada
yasayanlarin yiizyillar boyunca olusturduklart mutfak kiltliriiniin kaynasmasi sonucunda
giiniimiize kadar gelebilen 6zgiin bir gastronomi kiiltlirli yaratmay1 basarmiglardir.

Bu calismada, bilisim ¢ag1 olarak da adlandirilan giiniimiizde, biiylik bir degisim ve
gelisim icerisinde olan is diinyasina paralel olarak, gastronomi turizm sektoriintin 6nemli bir
destinasyonu olma yoniinde ¢aba sarf eden Cittaslow Gokceada’da faaliyet gdsteren yoresel
temal1 restoran isletmelerinin gelismesi, is yapim bi¢imlerini degistirmesi ve bilisim tabanli
akilli teknolojik uygulamalara ayak uydurabilmesi i¢in gelistirilmis bir inovatif model onerisi
yer almaktadir. Onerilen bu model ayrica, Gokceada yiyecek igecek sektdriinde hizmet
kalitesinin artmasina, fiyatlarin daha seffaf olmasina, isletme maliyetlerinin azaltilmasina,
sektorde iiretilen ve satilan gida igeriklerinin miisteriler tarafindan rahatlikla incelenebilmesine,
isletmelerin daha zahmetsiz yonetilebilmesine ve adadaki yiyecek igecek isletmelerinin son
teknolojik uygulamalar olan akilli teknoloji kullanimi ile prestijlerinin artmasina katki
saglayacagi da diisiintilmektedir.

Diinya ekonomisi igerisinde oldukga biiyiik bir paya sahip olan gida endiistrisi, insanlarin
hayati ihtiyaclarindan biri olan yeme i¢me ihtiyacimi karsilamak ig¢in iiretildigi tarladan,
ciftlikten, imalathaneden veya fabrikadan sofraya gelinceye kadar bir¢cok teknik ve teknolojik
uygulamalarin kullanildig1 biiyiik bir sektordiir (Aydin ve Cakir, 2022: 2145). Gida endiistrisi,
tiretim, tanitim ve pazarlamada bilim ve teknolojik gelismelerden siklikla yararlaniimaktadir.
Bilisim ¢agi olarak adlandirilan giinlimiiz diinyasinda, gida iiretim ve pazarlanmasinda yenilik¢i
ve ¢evreci teknolojilerin kullanimi gida isletmelerinin tiretimini, verimliligini, satiglarini ve en
Oonemlisi ekonomik gelirlerini artirmaktadir.

2. Kavramsal Cerceve
2.1. Artirtlmis Gergeklik Kavrami

Artirillmis gergeklik, dijital olarak iiretilen ses, goriintii, video ve hologramlarin, akill telefon,
tablet bilgisayar ve akilli gozliikler araciligi ile fiziki diinyadaki bir nesnenin goriintiisii tizerine
gercek zamanli olarak yerlestirilerek zenginlestirilmis bir bagka goriintii yaratilmasidir (Bingol,
2018: 46). Artirllmis gergeklik, goriintii bigimindeki dijital bilgilerin gergek fiziki diinyadaki
nesnelerin iizerine yerlestirilmesi ve bu sayede fiziki diinya ile sanal diinyanin kesintisiz birbiri
ile entegrasyonunu saglayan bir dijital uygulamadir (Jangale ve Awale, 2022: 76). Yiyecek
icecek sektdriinde uygulamaya giren ve her gegen giin yayginlasan QR Kod moniilerde yer alan
onemli uygulamalardan biri de artirllmis gergeklik 6zelligidir. Bu 6zellik, miisteri tarafindan
siparis verilen yiyecek ve iceceklerin masaya gelmeden iic boyutlu olarak (3D) nasil
goriindiigiinii canlandiran bir bilisim teknoloji uygulamasidir. Artirilmis  gerceklik
uygulamasinda, siparis verilen yiyecek ve igecegin goriintiisii disinda ekranda goriintiilenen
gida iiriiniiniin igerigindeki bilesenler, kalori, degerleri veya organik olup olmadig1 gibi birgok
bilgi de ayn1 anda goriintii ile birlikte ekrana yansimaktadir. Artirilmis gerceklik uygulamasi
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iceren bir QR Kod moniiniin igeriginde yer alan bir yemegin dijital bir kameraya sahip telefon
veya tabletle ¢ekimi yapildiktan sonra ortaya ¢ikan ekran goriintiisii Sekil 1’de yer almaktadir.

Sekil 1. QR Kod Ménii igerisinde Yer Alan Yemeklerin Artirilmis Gerceklik Uygulamast
Kaynak: (Amin vd., 2023: 27)

2.2. Inovasyon Kavram

Inovasyon, Latince innovatus kelimesinden tiiretilmis olan bir kelimedir. Bir sektdrde yeni iiriin
veya pazarlama uygulamalarinin gelistirilmesi, yeni is yapis yontem ve teknolojilerinin ortaya
¢ikmasi olarak tanimlanmaktadir. Inovasyon ayrica, isletmelerin kullandiklari iiretim siiregleri,
sahip olduklar1 teknolojik altyapilari ve isletme yonetimi konularinda yenilik yaratarak, pazarda
yeni is alanlar1 yaratma faaliyetleri olarak da tanimlanmaktadir (Uzun, 2020: 273). Bircok
sektore ekonomik anlamda rekabet avantaji saglayan inovasyon, bir is fikrinin ya da icadin,
misterilerin ilgisini ¢ekecek, satin almalarini saglayacak ekonomik {irlinlere doniistiiriilmesi
olarak da tanimlanabilmektedir (Isik ve Serceoglu, 2015: 98).

2.3. QR Kod Kavrami

QR Kod, Tiirk¢edeki karsiligi “hizli cevap kodu” olan Ingilizce “quick response code”
kelimelerinin kisaltmasidir. Bir barkod tiirii olan QR Kodlar perakende sektoriinde kullanilan
geleneksel barkodlardan ti¢ yiiz elli kat fazla bilgi saklayabilmektedirler (Gedik, 2021: 113).
QR Kod barkodlar, beyaz bir kare zemin {izerine ¢izilmis karmasik siyah sekillerden olusmus
olan bir barkod tiiriidiir. Bu barkod tiirii ilk defa Denso firmasi tarafindan 1994 yilinda otomotiv
sektoriinde kullanim amaci ile gelistirilmistir. QR Kodlar, kolay {iretilmeleri, yiiksek veri
saklama kapasiteleri ve o6zellikle mobil iletisim araclari ile hizli okunabilmeleri nedeniyle
diinyada hizla yayginlasmis uygulamalardir (Bilir ve Ozkog, 2020: 114).

QR Kod, iki boyutlu olan bir yiizeye sifreleyerek biiyiik miktarda bilgiyi yazma ve daha
sonra bilgiyi sifreleme imkani1 saglayan bir barkod tiiriidiir. Bu barkodlar, QR Kod tarama
programi ve kamerasi olan akilli cep telefonlar1 veya tablet bilgisayarlar tarafindan desifre
edilip okunabilmektedirler. Dijital kamerali akilli cep telefonu veya tablet bilgisayarlar
tarafindan taratilarak okutulan QR Kod daha sonra taramay1 yapan cihazda bulunan sifre ¢6zme
uygulamasi tarafindan ¢oziilerek QR Kod barkoddaki bilgi cihazin ekraninda goriilebilmektedir
(Bayrak ve Dagpinar, 2021: 878).

QR Kodlar, gerekli Quick Response Code okuma yazilimina sahip kamerali akilli bir
cihaz kullanicisindan onay aldiktan sonra saniyeler icerisinde bir web sitesine (URL)
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baglanarak oradaki bilgileri akilli cihazin ekranina yansitabilmektedirler (Winter, 2010: 23).
Bilisim tabanli yenilik¢i uygulamalardan biri olan QR Kodlar, internet tizerinde yayinlanan bir
web site icerigindeki bilgiyi kullanicilara verimli ve siiratli bir sekilde aktarmak ig¢in
gelistirilmis 6nemli bir aractir. QR Kod kullaniminin teknik anlamdaki avantajlarini asagidaki
sekilde 6zetlenebilir (Bayrak ve Dagpinar, 2021: 878).

» Yiiksek kapasiteli veri toplama 6zelligine sahip uygulamalardir.

» QR Kod olusturmak kolay ve son derece ekonomiktir.

» Basildig1 yilizeyde ¢ok az yer kaplamaktadir.

» QR Kodlar kolay kolay deforme olmamakta ve bozulmamaktadirlar.
» 360° okunabilme 6zelligine sahiptirler.

2.4. QR Kod Monii

QR Kod moniiler, restoranlarda satilan yiyecek ve icecekler hakkinda bilgiler veren bir tiir
dijital monii kart1 uygulamasidir. Bir restoran isletmesindeki masada bulunan QR Kod monii,
dijital bir kamerasi olan akilli bir cep telefonu veya tablet bilgisayar tarafindan okutuldugu anda
bir web sitesine yonlendirilip oradaki bilgileri cihazin ekranina getirmektedirler. QR Kod
moniiler, fiziki diinya ile sanal diinya arasinda bir koprii gorevi gérmektedirler (Avsar ve
Tandogan, 2022: 878). Yiyecek icecek sektoriinde QR Kod monii kullanimi, Koronaviriis
Pandemisi doneminde hijyeni artirmak, insanlarin temasini azaltmak ve pandemi nedeni ile
getirilmis olaganiistii saglik kurallarina uymak amaci ile basili monii kartlar1 yerine yogun
olarak kullanilmaya baslamistir (Oktavia vd., 2023: 3791).

Dort asamali olan QR Kod monii ¢alisma sisteminde Oncelikle isletme tarafindan bir
karekod olusturulmasi agsamasi vardir. Daha sonra, olusturulmus olan QR Kod ménii igeriginde
bulunmasi gerekli bilgilerden olan Isletme Tamtim Bilgileri ile isletmede satilan yiyecek ve
icecekler arasinda 6n se¢im yapmay1 saglayan Yiyecek Icecek On Secim Ménii Ekrani asamasi
mevcuttur. Uglincii asamada, 6n segim ekranindan secilecek olan béliime ulasilarak; Isletme
Bilgileri, isletmede satilan Yiyecek Bilgileri ve isletmede satis1 yapilan Icecek Bilgileri yer alan
boliim mevcuttur. Son asamada ise monii kartin1 incelemis ve siparig kararin1 vermis olan
miisteri i¢in bir Siparis Verme ve Onay Asamasi yer almaktadir. QR kod monii siparis verme

sistemi Sekil 2°de yer almaktadir.
‘
_I_{ASA
[Odl-Hnﬁ}

Online Tamamianmis Odeme
i Odeme 0o ;
Gdendi  Gdeme
ElgsET' o
-._-h o, R Kodu Tara | Yeni Sipar |> . Kabul Ediidi |8
o o . Hazidandi

. Servis Edildi
. Tamalandi
B Teslim Edildi

Sekil 2. QR Kod Monii Siparis Verme Sistemi
Kaynak: (QR Menu Ordering System, 2021)
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3. QR Kod Mo6nii Uygulamasinin Avantaj ve Dezavantajlari

3.1. QR Kod Ménii Kullaniminin Restoran Isletmelerine Sagladigi Avantajlar

QR kod moniilerin restoran isletmelerine sagladigi imkan ve avantajlar1 asagidaki sekilde
Ozetlenebilir:

QR Kod monii uygulamasi iizerinden restoran igletmesine ait adres konum bilgisi, telefon,
e-posta, sosyal medya hesap bilgileri miisterilerle paylasilabilmektedir.

Monii i¢eriginde bulunan iirlin ve fiyat bilgilerini kolay bir sekilde degistirme imkani
sunmaktadir.

QR Kod méniide yer alan Artiritlmis Gergeklik uygulamasi ile siparis verilmeden 6nce
moniilerde yer alan yiyecek ve igeceklerin gercege yakin li¢ boyutlu (3D) goriintiisii
sunulabilmektedir (Amin vd., 2023: 27).

Dijital moniiler basili monii kartlarindan ¢ok daha ucuza olusturulabilmektedir.

QR Kod menii araciligr ile restoranlarin sosyal medya uygulamalarina {iye olan
miisterilere “belirli siire icerisinde indirimli yiyecek ve igecekler” oldugu bildirilerek
miisterilerin satilmazsa kisa siirede bozulabilecek {iriinleri satin almasini tesvik
edebilmektedir. Bu uygulama ile QR Kod monii kullanan restoranlarin, sektérde dnemli
bir sorunu olan gida israfin1 minimize etmeye ¢oziim saglamaktadir (Oztiirkcan ve
Kitapct, 2023: 4).

Cevreci bir yontem olan QR Kod moniiler kagit tasarrufu saglamaktadir (Avsar ve
Tandogan, 2022: 865).

QR Kod monii sistemi, miisteri veri tabani olusturarak miisterileri kategorilere ayirmaya
olanak saglamaktadir.

Satis1 yapilmis {riinler ve misteriler hakkinda kolay istatistik toplama olanagi
saglamaktadir.

Sistemde kullanici istegine gore degistirilebilecek dil seceneginin bulunmasi sistemin
hizmet kalitesini artirmaktadir (Tandogan vd., 2021: 2399).

Restoran igletmesi, miisteri goziinde daha prestijli bir konuma gelmektedir.

Yenilikei ve farkli bir deneyim yasatan restoran imaj1 yaratmaktadir (Sahin ve Yigitoglu,
2022: 1748).

Miisteri memnuniyetini artirarak rekabet listiinliigli saglamaktadir.

Restoran isletmesinin daha kolay yonetilmesini saglamaktadir (Mohammad ve Azam,
2015: 8).

Mutfak Takip Uygulamasi ile miisteri siparisi ile restoran mutfagi arasinda koordinasyon
saglamaktadir.

Gida israfim1 Onlemek igin, restoran isletmelerinde yapilacak giinlik kampanyalarla
biliyiik porsiyonlar halinde satilan yiyecekleri yarim veya ceyrek porsiyon gibi
alternatiflerle satma olanag1 sunmaktadir (Tan, 2021: 32). Ornegin dilim pizza satis1.
Kasiyer ve siparis alan garson personel uygulamasimi ortadan kaldirarak personel
giderlerini azaltmaktadir.

QR kod moénii caligma sistemi, geleneksel restoran ydnetimi yaninda ek olarak da
kullanilabilmektedir.

Siparis ve faturalardan kaynaklanan hatalart minimum seviyeye indirmektedir
(Mohammad ve Azam, 2015: 8).

Cevre dostu bir is yapma modeli oldugu i¢in ¢evre konusunda hassas miisterilerin restoran
isletmesini tercih etme sebebi olmaktadir.

QR kod moénii kullanan restoran isletmesinin, seffaf is yapma modelini sectigini
ispatlamaktadir.
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3.2. QR Kod Moénii Kullaniminin Restoran Isletmelerinde Yarattigi Dezavantajlar

QR kod monii kullanan restoranlar zaman zaman bazi sorunlarla kargilasmaktadirlar. Temelde
cok oOnemli sayilacak sorunlar olmasa da genellikle miisteri temelli bazi1 sorunlar
yasanmaktadir. QR kod monii kullanan restoranlarda karsilagilan sorunlar asagidaki sekilde
Ozetlenebilmektedir:

e Klasik yani basili moniide 1srar eden miisterilerin QR kod mdniiyii kullanmak istememesi
sorunu (Avsar ve Tandogan, 2022: 866),

e Internette yasanan teknik altyap: sorunlari,

e Miisterilerin QR kod moniiyii okutmakta yasadiklari sorunlar,

e Belirli bir yas grubu miisterinin QR kodu okutacak akilli cihaz kullanmamasi1 sorunu
(Alberlianasari vd., 2022: 14),

o Belirli bir miisteri kitlesi tarafindan QR kod ménii kullanimini kagida basilt moniiye gore
daha zor ve karmasik bulunmasi sorunu (Oktavia vd., 2023: 3791),

e QR kod moniiyli okumak i¢in kullanilan akilli telefon ve tabletlere bilgisayar viriisii
bulagsma sorunu,

¢ Bazi QR kod ménii uygulamalarinda yazilarinin kii¢iik olmasi ve miisterilerin bu yazilar
okumada gii¢liik yasamasi sorunu olarak siralanabilir (Hazarhun ve Yilmaz, 2021: 843).

3.3. QR Kod Monii Kullaniminin Restoran Miisterilerine Sagladig1 Avantajlar

OR Kod méniilerin restoran isletmesi miisterilerine sagladigi avantajlar1 asagidaki sekilde
Ozetleyebiliriz:

e Isletmenin satisin1  yaptigi Promasyonlu Uriinler hakkinda miisterilere anlik
bilgilendirme yapilabilmektedir (Oztiirkcan ve Kitapci, 2023: 5).

e Miisteriler istedikleri takdirde dijital bir pos cihazi lizerinden mobil cihazlarini kullanarak
Paypal ve Venmo gibi 6deme sistemleri ile kolaylikla hesap 6demesi yapabilmektedirler
(Zurbi ve Svetec, 2023: 12).

e Restorana gelmeden once rezervasyon yapmis miisterilerin, yiyecek ve igeceklerini secip
siparis vermelerine ve ddeme yapmalarina olanak saglamaktadir. QR Kod mdniiniin
sagladig1 bu olanak, ozellikle turistik bolgelerdeki yiliksek fiyatlardan sikayetci olan
miisterilere dnemli bir avantaj saglamaktadir.

e Miisteriler, isletme hakkinda dilek, sikayet ve Onerilerini isletme yoneticilerine online
olarak yazilabilmektedirler.

e Monideki  yiyecek  ve  igeceklerin  miisterinin  tercithi  dogrultusunda
kisisellestirilebilmektedir (Sahingdz ve Yalgin, 2021: 170). Ornegin kendi pizzani kendin
yap gibi bir uygulama yapilabilmektedir.

e Miisteri isletme personeli arasindaki temas1 azaltarak daha fazla hijyen saglamaktadir.

e Miisteriler yiyecek icecek siparisi verirken, alerjisinin oldugu ya da tiiketmesinde
sakincali gidalar (diyet, diyabetik, laktozsuz, gliitensiz vd.) QR kod moniide filtreleme
olanagi bulmaktadir (Khare ve Alkonda, 2023: 4679).

e (Gida giivenligi ve gidalarin mensei konusunda hassas olan miisterilerin QR kod montide
yer alan yiyecek ve iceceklerin yapim tarifleri, icerisinde kullanilan malzeme bilesenleri
ve mengei hakkinda bilgiler paylasilabilmektedir (Joseph, 2023: 264).
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4. Cittaslow Gokceada

4.1. Gokceada’nin Tarihi, Arkeolojik, Dogal ve Turistik Potansiyeli

Antik ¢agda Imbros olarak bilinen Gékgeada’nin isminin, bdlgede yasayan uygarliklardan biri
olan Luwi dilinde ana tanriga anlamina gelen Imaura kelimesinden geldigi tahmin edilmektedir.
Gokgeada’da ilk insan yerlesiminin, adanin Bati bolgesinde yer alan Ugurlu kdyiinde bulunan
Zeytinlik bolgesinde yapilan arkeolojik kazilarda milattan once 6500 yillarna kadar gittigi
tespit edilmistir (Cavusoglu ve Altun, 2023: 54).

Adanin tarih boyunca bir¢ok medeniyete ev sahipligi yapmasi nedeni ile adada bir¢ok
arkeolojik ve tarihi eser mevcuttur. Bu eserlere ornek olarak Zeytinlik ve Yeni Bademli
hdyiikleri, kral mezarlari, adanin yiiksek tepelerine insa edilmis kalelerini gosterebiliriz. Adada
ayrica ¢ok sayida tarihi ibadethane, hemen hemen her yerlesim bolgesinde bulunan
camagirhaneler, cesmeler, yoresel tag mimari ile yapilmis kdyler ve adanin kirsal bolgelerinde
Dam olarak tabir edilen bag evleri mevcuttur.

Gokgeada’nin dogal bitki ve orman Ortiisii tarihin bir¢ok déneminde ¢esitli nedenlerle
tahrip edilmistir. Ada dogasinda genellikle maki bitkileri ve geven olarak da bilinen kisa
dikenler yaygin olarak goriilmektedir. Yiiksek kesimlerde karacam ormanlari, daha algak
kesimlerde kizilgam, mese, sandal agaci, ardig, laden, ahlat ve kocayemis gibi agac tiirleri
yaygindir. Ada dogasinda yerel ekonomiye dnemli katkist olan yag kalitesi yiiksek meyvelere
sahip Ladolia tiirli zeytin agaclari, badem agagclari, ceviz bahgeleri, kavaklar, ¢ok ¢esitli incir
agaclar1 ve baglar mevcuttur (Ozdemir ve Ayhan, 2020: 89).

Gokgeada ekonomisinde Onemli paya sahip sektorlerden biri de turizmdir. Adanin
anakaradan izole yapisi, bozulmamis dogasi, ormanlari, selaleleri, camur banyosu, tuz golii ve
diger tatlisu golleri, bir¢ok su sporunun yapilmasma uygun denizleri, muhtesem koy ve
kumsallar1 ve ozellikle adanin rafine yiyecek igecek kiiltlirii kitle turizm yaninda bir¢ok
alternatif turizm ¢esidi yapmaya uygundur. Adanin Cittaslow ve Slow Food hareketlerine iiye
olmasi1 Ozellikle uluslararast tanittima onemli katkilar saglamistir. Gokgeada’da turizm
sektoriinde konaklama, az sayida yildizli otel, butik oteller ve kdylerin tamaminda yer alan ev
pansiyonlar1 ile saglanmaktadir. Gokg¢eada’da turizm potansiyeline katki yapan bir bagka unsur
da Tiirkiye’nin ilk Sualti Milli Parkinin adada olmasidir (Ugar, 2010: 16). Her tiirlii aveiligin
yasak oldugu bu parkta bircok tiirde deniz canlis1 yasamaktadir. Ayrica adadaki en sevilen
plajlardan biri olan Yildizkoy da sualti milli parki igerisinde yer almaktadir. Ozellikle kdy
evlerinde ev pansiyonculugun yapildig:1 Yildizkoy’a en yakin kdy olan Yeni Bademli, aday1
ziyaret eden bir¢ok turistin konakladigi adanin énemli kdy pansiyonculugu merkezlerinden
biridir.

4.2. Gokgeada Yiyecek I¢ecek Kiiltiirii

Bir Kuzey Ege adas1 olan Gokgeada’nin sahip oldugu yiyecek i¢ecek kiiltiirii, bolgedeki diger
yerlesim yerlerine benzer 6zellikler gostermesine ragmen adanin ana karadan bagimsiz yapisi
Ozgiin bir mutfak kiiltiiriine sahip olmasina neden olmustur. Tarih boyunca bir¢gok medeniyete
ev sahipligi yapmig Gokceada’nin giiniimiizde de bir¢ok etnik kokenden insana ev sahipligi
yapmasi nedeni ile ¢ok kiiltiirlii ve zengin bir ada mutfak kiiltiirii olma 6zelligini giiniimiizde
de devam etmektedir.

Tarih boyunca Gokgeada sakinleri kendi kendilerine yetecek hatta bunlar1 ada disina da
satacak kadar tarimsal ve hayvansal iiretim yapmay1 basarmislardir. Ada sakinleri ge¢imlerini
tarthin her doneminde disaridan getirilen seker, piring, kahve gibi gida iirlinleri disinda
tirettikleri tarim ve hayvancilik tirtinleri ile saglamislardir. Gokgeada yiyecek icecek kiiltiiriiniin
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onemli degerleri olan ve adadaki bir¢ok yerlesim yerinde kurulmus zeytinyagi degirmenleri,
riizgarla ¢alisgan un degirmenleri, peynir imalathaneleri var olmustur (Tansug, 2013: 18).
Gokegeada yoresel yiyecek icecek kiiltiirlinde, saraplar, ¢esitli meyvelerden yapilan likorler,
yabani otlardan yapilan yemekler, peynirler, siitlii tatlilar, bademli kurabiyeler, kebaplar, kekik
ballar1 ve deniz mahsullii bir¢ok 6zgiin lezzet mevcuttur.

4.3. Cittaslow Gokc¢eada Gastronomi Turizmi

Cittaslow (Yavas Sehir) hareketi, 1999 yilinda italya’da ortaya ¢ikmus gevreciligin &n planda
tutuldugu, yerel sosyal ve kiiltiirel degerleri koruyarak sehirlerin yasam kalitesini artirmayi
hedefleyen bir harekettir. Cittaslow, insanlarin yerel kiiltiirel degerleri olan yiyecek icecek
kiltlirii, yoresel mimari, yerel el sanatlari, geleneksel yontemlerle yapilan ¢evreci tarim ve
hayvancilik tiretimini destekleyen bir felsefeye sahip sosyal bir harekettir. Tiirkiye’nin en Bati
ucunda yer alan iilkenin en biiylik adas1 Gokg¢eada, 2011 Haziran ayinda diinyanin ilk ve tek
Cittaslow adas1 olarak hareket iiyeligine kabul edilmistir (Unal, 2016: 16).

Gokgeada, yerel tas mimari ile yapilmis koyleri, kokli tarihi ve arkeolojik gecmisi,
bozulmamig dogasi, Tiirkiye’de tek olan sualti milli parki, 6zgiin yiyecek igecek kiiltiirii, tath
su kaynaklari, serbest hayvancilik sistemi ile dogada yetistirilen Imroz koyun ve kegileri,
yoresel lizlim ¢esitleri ile iiretilen saraplar1 ve meyvelerinden nefis aromali yaglar tiretilen adaya
0zgii zeytin agaclar ile linli bir Kuzey Ege adasidir.

Gokgeada’nin Cittaslow sehir olmasinda 6nemli katkist olan projeler, tarim ve orman
bakanlig1 tarafindan desteklenen organik tarim ve hayvancilik projesi, bolgesel kalkinma ajansi
tarafindan desteklenen ve yiiriitiiciiligiinii Gokceada Belediyesi ile Gok¢eada Uygulamali
Bilimler Yiiksekokulu'nun yaptig1 Cittaslow Gokceada Earth Market Projesi adaya 6zgiin
degeler katan 6nemli uygulamalardir (Ak, 2017: 895). Son on yilda ulusal ve uluslararasi turizm
pazarlarinda gastronomi turizmi alaninda da gelisen ve taninan Gokgeada’da, binlerce yildan
beri aday1 ziyaret etmis veya aday1 kendine yurt olarak segcmis medeniyetlerin adada yarattiklar
essiz bir yiyecek igecek kiiltiiri olusmustur.

Adanin anakaradan izole yapisi, temiz tathi su kaynaklari, tarim ve hayvancilik yapmaya
uygun arazileri ile Gokgeada, tiim bu degerleri bir araya getirerek kitle turizmi yaninda bir
alternatif turizm faaliyeti olan gastronomi turizminde gelismeyi basarmis iilkenin ender
yorelerinden biridir. Adada her gegen giin ¢ogalan yoresel iiriin satisina 6nem veren yiyecek
icecek igletmeleri, adaya ait yoresel yiyecek i¢ecek kiiltiiriiniin gastronomi turizmi kapsaminda
degerlendirilmesine 6nemli katkilar saglamaktadir.

5. Yontem

Bu aragtirmada, oncelikle literatiirde yer alan bilimsel yaymlardan QR Kod monii ve akill
restoran uygulamalarin restoran isletmelerine sagladig1 avantajlari tespit edilmistir. Daha sonra
da aragtirmadan elde edilen verileri kullanarak Gokg¢eada’da faaliyet gosteren Cittaslow temali
yoresel restoranlarin bilisim ¢agina uyum saglamalarini tegvik edecek bir ¢calisma model 6nerisi
hazirlamak hedeflenmistir. Calismanin bu boliimiinde arastirmanin amaci, evren ve drneklem,
verilerin toplanmasi, aragtirmanin gegerlik ve giivenirligi ve bulgular basliklar1 yer almaktadir.

5.1. Arastirmanin Amaci

Calisma kapsaminda yapilmis olan arastirmanin amaci Oncelikle restoran isletmelerinde QR
Kod Moni kullaniminin isletmelere sagladigi avantajlar1 tespit etmektir. Daha sonra,
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gastronomi turizm pazarinda tercih edilen 6nemli destinasyonlardan biri olan Gokceada’da
faaliyet gosteren Cittaslow temal1 yoresel restoranlarin is yapma bigimlerine, verimliliklerine,
stirdiiriilebilirliklerine, bilisim ¢agina uyum saglamalarina ve en 6nemlisi ulusal ve uluslararasi
anlamda prestijlerinin artmasina katki yapmayir amaglayan “Gokceada Akilli Yoresel
Restoranlari Icin Model” énerisi hazirlamaktr.

5.2. Evren ve Orneklem

Arastirmanin  evrenini, Dergipark.com, TR Dizin (ULAKBIM), YOK Tez ve
Scholar.Google.com gibi sitelerde arsivlenen “Restoranlarda QR Kod Moénii Kullanimi™ ile
ilgili akademik yayinlar olusturmaktadir. Internette yayin yapan bu sitelerde, arastirma konusu
ile alakali yazili ve gorsel bilgilere ulasmak icin “QR kod mdénii”, “karekod monti”, “dijital
moni” ve “e-monii” anahtar kelimeleri yazilarak tarama yapilmistir. Arastirmada 6rneklem
secimine gidilmeyerek ¢alisma evreninin tamamina ulasmak hedeflenmistir.

5.3. Arastirmanin Veri Toplama Araci

Arastirma verileri, dokiiman incelemesi yontemiyle toplanmustir. “Incelenen olgunun detayl:
bi¢cimde betimlenebilmesi ve arastirmanin amacina yonelik ¢ikarimlarin saglanabilmesi igin
dokiiman inceleme teknigine basvurulmustur” (Aksap, 2018: 35). “Dokiiman inceleme yéntemi,
arastirtlmast hedeflenen olgu veya olgular hakkinda bilgi iceren yazili materyallerin analizini
kapsamaktadir. Secilen arastirma problemi hangi dokiimanlarin veri kaynagr olarak
kullanilabilecegini  belirlemede  onemlidir. Dokiiman analizi  asamalarindan  ilki,
arastirmacinin arastirma amacina uygun olarak dokiimanlarini nereden ve nasil ulasacaginin
belirlemesiyle dokiimanlara ulasmaktir. Ikinci asama arastirmamn giivenirligini saglamak icin
ulasilan dokiimanlarin orijinalliginin kontrol edilmesi ve iiciincii asama ise elde edilen
dokiimanlarin arastirmact tarafindan oziimsenmesi yani dokiimanlarin anlasilmasidir”
(Giirler, 2021: 1862).

5.4. Gegerlilik ve Giivenilirlik

Restoran isletmelerinde QR kod moénii kullaniminin sagladigi avantajlari tespit etmek amaclh
yapilmig olan bu aragtirma kapsaminda, ulusal literatiirde mevcut olan 6zgiin ve giincel
makaleler, kitaplar ve kongre bildirileri incelenmistir. “Nitel arastirmalarda gegerlilik, elde
edilen bulgularin dogru veya makul olmasi” seklinde tanimlanmaktadir (Arslan, 2022: 398).
Calisma kapsaminda yapilmis olan arastirmadan elde edilen verilerin gegerliligini kontrol
etmek icin, ulusal literatiirde tespit edilmis olan yayinlarda, ¢alisma konusu ile ilgili elde
edilmis olan bulgularin gergekte var olan durumu yansitma ve temsil etme yeterlilikleri
incelenmistir. Elde edilen bulgularin inandiriciligini artirmak icin ulusal literatiirde mevcut
olan yayinlarin tamamina ulagilarak, aragtirmanin literatiir tarafindan ne 6l¢iide destekledigini
ortaya ¢ikarmak i¢in de referans yeterliligi tekniginden yararlanilmistir.

Aragtirilan yayinlardan elde edilen verilerin giivenirligini kontrol etmek i¢in ise 6ncelikle
incelenen ¢alisma sonuglarinin benzer ¢iktilari verme kabiliyeti kontrol edilmistir. Daha sonra
verilerin giivenirligi ile ilgili bir bagka kriter olan arastirma sonug¢larinin tutarliligini yani elde
edilen bulgularin ¢alismanin kavramsal ¢ercevesiyle uyumlu olma derecesi ile ayn1 ¢aligma
konusunda farkli arastirmacilar tarafindan yapilan arastirma sonuglariyla desteklenme diizeyi
de ayrica kontrol edilmistir.
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5.5. Arastirma Verilerinin Analizi

Arastirma verilerinin analizi i¢in, nitel aragtirmalarda yaygin kullanilan tekniklerinden olan
icerik analizi yontemi kullanilmistir. “Igerik analizi yontemi, roman, makale, ders kitabr,
deneme, politik konusmalar, reklamlar, arastirma tezleri, resimler gibi yazili igeriklerin
incelenmesine olanak saglayan bir tekniktir” (Oztiirk, 2020: 16). Icerik analizi olgular1 veya
olaylar1 tanimlamanin ve 6l¢gmenin objektif bir yoludur. Belgeleri analiz etme yontemi olarak
bilinmektedir (Sat, 2022: 84). Temel olarak igerik analizi, herhangi bir nitel veriyi indirgeme
ve biiyiik miktardaki nitel veriyi anlaml1 hale getirme ¢abasini ifade eder, temel tutarliliklari ve
anlamlar1 tanimlamay1 amagclar (Cetin vd., 2020: 238).

Calisma kapsaminda yapilan arastirmada, Oncelikle ulusal literatiirde Restoran
isletmelerinde QR kod monii kullanimi konusu ile alakali mevcut olan 6zgilin ve giincel yayinlar
tespit edilmistir. Daha sonra belirlenmis yayimlarda mevcut olan “QR kod monii kullaniminin
restoran isletmelerine sagladigi avantajlar1” belirlemek amaciyla yapilacak olan igerik
analizinde kullanilmak tizere “hizli siparis”, “ayrintili iiriin tamitimi”, “dijital 6deme”,
“ekonomik tiriin tamtimi”, “miisteri memnuniyeti’, “isletme verimliligi” ve “heyecan ve
eglence” adli temalar (kategoriler) olusturulmustur. Son olarak da olusturulan bir tabloya, i¢erik
analizinden elde edilen veriler, belirlenen temalara gore kategorize edilerek hangi temanin
hangi yayinda mevcut oldugu kodlanarak bir rapor hazirlanmigtir.

5.6. Bulgular

Calisma konusuyla ilgili literatiir incelendiginde, QR kodlu ménii ve yiyecek igecek
isletmelerinde kullanilan dijital uygulamalar konusunda yazilmig ve bilimsel dergilerde
yayinlanmig 12 makale, 3 sempozyum bildirisi ve bir de tez ¢alismasina rastlanmistir. Ulusal
literatiirde mevcut bilimsel yayinlarin tamamai olan 16 yayina ulasilmistir.

Akilli QR kod monii uygulamalar1 konusunda yapilan alanyazin taramasinda ulasilan
bilimsel ¢aligmalarda, yiyecek icecek isletmelerinde kullanilan akilli monii uygulamalarinin
isletmelere sagladig1 avantajlar; “hizli siparis vereme ve ayrintili tirtin tanitimi”, “dijital 6deme

ve ekonomik iiriin kampanyalarr”, “misteri memnuniyeti ve isletme verimliligi” ve “heyecan
ve eglence” konu basliklarinda 6zetlenmistir.

Akillt QR kod monii uygulamasinin “hizlt siparis vereme ve ayrintili iiriin tanitimi”
ozelligi; Tiirk (2022) tarafindan yapilan ¢alismada, QR kod moénii kullanan yiyecek ve igecek
isletmelerinde, miisterilerin ayrintili igeriklerle tanitilan iiriinler arasindan kolaylikla se¢im
yapip hizli siparig verebildiklerini ifade edilmektedir. Calismada ayrica, dijital moni
kartlarinda yer alan {iriin gorsellerinin daha kaliteli ve kolaylikla revize edilebilir olasinin da
miisterilerin {irlin se¢imini kolaylagtirdig1 belirtilmistir. Gode (2023) tarafindan yapilan
calismada, QR kod moniilerde yer alan iirlin gorsellerinin daha kaliteli olmasinin, hizli siparisg
verebilme, gorselleri yakinlastirma segenegi sunmasi, okunakli olmasi, sade olmasi, modern
olmasi, bireysellik saglamasinin karar vermede kolaylik sagladigi belirtilmistir. Cankiil (2019)
caligmasinda, QR kod moénii uygulamasinin restoran isletmelerinde iiriin ve hizmet yeniligi
konusunda kolaylik sagladigi vurgulanmistir. Caligmada, dijital monii kartlarinda yer alan ve
daha ayrintili tanitim imkani saglayan ozellikler oldugu belirtilmistir. Bu 6zelliklere 6rnek
olarak iiriinlerin kalori degerleri, gliitensiz ve diyabetik {iriin secenekleri ve moniide yer alan
alerjen gidalar hakkinda mevcut olan bilgilerin kolaylikla miisterilerle paylasilabildigi ifade
edilmistir. Borovska ve Yilmaz (2021) tarafindan yapilan ¢alismada, akilli restoran
uygulamalarinin siparis verme ve restoran hakkinda ihtiya¢ duyulan bilgiye erisimleri
kolaylagtirdigi, zaman kazandirdigi ve siparislerin gelis siiresini hizlandirdig1 ifade
edilmektedir. Bu yoniiyle algilanan faydanin, algilanan kullanim kolayligina gore miisterilerin
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akilli restoran uygulamalarini kullanmaya yonelik tutumlarn {izerinde daha etkili oldugu
sonucuna ulasilmigtir. Sahingdz ve Yalgin (2021) tarafindan yapilan calismada, QR kod
moniilerin isletmede satis1 yapilan iirtinler hakkinda gorsel ve yazili olarak ¢ok detayli bilgiler
icerdigini ve bu bilgilerin istenildigi zaman degistirilebildigini, kagit moniiye gore daha zarif,
sik ve hijyenik oldugunu, miisteri karar verme siirecini kisalttigini, moniideki yiyecek ve
iceceklerin kisinin tercihi dogrultusunda kisisellestirilebildigini, miisterilere farkli ve keyifli
deneyimler yasattigini ve isletmelerin tiiketicilerin tercihlerini belirlemesine yardimci oldugunu
tespit edilmistir.

Akilli QR kod monii uygulamasinin “dijital 6deme ve ekonomik iiriin kampanyalart”
ozelligi; Keskin ve Sezen (2021) tarafindan yapilan ¢aligmada, akilli moénii kullanan restoran
isletmelerinde, belirli tiriinlere veya belirli giinlere 6zel kampanyal1 fiyat tanimlanabilmesini,
bu bilginin internet {izerinden duyurulabilmesi 6zelliginin miisterilere ekonomik {iriinler satin
alma sansi verdigi ifade edilmektedir. Cinnioglu ve Demirdelen (2018) calismalarinda, restoran
isletmelerinin kullandiklar1 kare kod monii uygulamasini okutan ya da bu uygulama araciligt
ile isletme ve satis1 yapilan iiriinler hakkinda yorum yapan miisterilere farkli promosyonlar veya
indirimler uygulandig1 bunun da miisteri tatminini artirdig1 vurgulanmistir.

Akilli QR kod monii uygulamasinin “miisteri memnuniyeti ve isletme verimliligi’
ozelligi; Hazarhun ve Yilmaz (2021) tarafindan yapilan ¢alismada, QR kod méniilerde yer alan
hizl1 siparis verme imkani ile zaman kaybinin azaldigini bu durumun da miisteri memnuniyetini
artirdigi vurgulanmistir. Keskekci ve Gencer (2023) tarafindan yapilan ¢alismada QR kod
monii gibi dijital uygulamalar sayesinde isletmelerin verimliligi agisindan 6nemli olan, enerji,
kaynak ve zaman tasarrufu, ¢alisana olan ihtiyacin azalmasi, gelir dengesinde olumlu artis ve
rekabet avantaji gibi bircok olumlu kazanimlar elde edildigini belirtilmistir. Sen (2022)
caligmasinda, akilli dijital monii gibi uygulamalarin yiyecek igecek isletme gelirlerini
artirdigini, miisteri memnuniyeti ile misteri sadakati olusturdugunu ve bu uygulama sayesinde
isletmelerin hizmet kalitesinin arttig1 vurgulanmistir. Sat ve Ayazlar (2022) ¢alismalarinda QR
kod monii gibi dijital uygulamalarin tiiketicilerin yeni teknolojilerin yayilmasina yonelik algisi
memnuniyetlerini  etkiledigini, isletmeye duyulan giiveni ve memnuniyeti artirdigin
vurgulamiglardir. Sahin ve Yigitoglu (2022) tarafindan yapilan ¢alismada, dijital monii gibi
teknolojiye dayali hizmet yenilik¢iliginin restoran imaj1 iizerinde anlamli etkisi oldugunu
belirtmislerdir. Calismada ayrica deneyimsel yenilik¢iligin hem restoranin hizmet kalitesine
hem de restoran imajina anlamli bir etkisi oldugu da vurgulanmistir. Tiirk ve Yilmaz (2023)
caligmalarinda, dijital meniilerde miisterilerin gereksiz bilgi kirliliginden korunabildigini,
servis edilecek yiyecek ve igeceklerin gorsellerinin istenildigi zaman basim maliyeti olmaksizin
degistirilerek giincel kalabildigini bunun da isletme maliyetlerinde tasarruf sagladigini
belirtmislerdir.

Akilli QR kod monii uygulamasinin “heyecan ve eglence” ozelligi; Keskin ve Sezen
(2021) tarafindan yapilan ¢alismada, akilli monii uygulamasinin igeriginde yer alan yemek
listesi yaninda ¢esitli eglenceli oyunlar olmasi, garsonsuz siparis verme 6zelligi ve yemeklerin
mutfakta hazirlanma asamalarinin izlenebilmesinin heyecanli ve keyifli oldugu ifade
edilmektedir. Karamustafa vd. (2021) ¢alismalarinda, dijital mentilerin kullanisli, eglenceli
olmasi yaninda servis siiresini kisaltmasinin miisteri memnuniyetini artirdigi belirtilmistir.
Cirisoglu vd. (2021) tarafindan yapilan c¢alismada, yeme igmenin disinda sosyallesme,
toplantilar, insanlarin sevdikleri ile bir araya gelmesi gibi farkli sosyal ihtiyaglar1 biinyesinde
barindiran yiyecek icecek isletmeleri, akilli teknolojik imkanlarin kullanilmasi ile miisterilere
eglenceli bir atmosfer ve deneyim alani olusturacag: belirtilmistir. Kumlu, Ozkul ve Uca (2022)
caligmalarinda restoranlarda bilisim teknoloji kullaniminin tiiketicilerde biiyiik bir merak ve
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heyecan uyandirdigini isletmelerin miisteri ¢ekimine ve onlar isletmeye sadakatle baglama
avantaj1 sundugunu tespit etmislerdir.

6. Gokceada Akilh Yoresel Restoranlar: icin Model Onerisi
6.1. Web Sitesinin Olusturulmasi

Calisma kapsaminda onerilen model i¢in dncelikle www.gokceadaakilliyoreselrestoranlar.com
alan adi ile bir web sitesinin kurulumu gerceklestirilecektir. Bu web sitesi igeriginde yer alacak
boliimler asagidaki sekilde olusturulacaktir:

e Uye Kayd: béliimii: Sisteme iiye olmak isteyen restoran isletmelerin tanitic1 bilgilerini
girilebilecegi boliimdiir.

e Mutfak Yonetimi boliimii: Bu uygulama, miisteri tarafindan verilecek siparis ile restoran
mutfag1 ¢aliganlar1 arasinda gerekli koordinasyon otomatik olarak, yani arada herhangi
bir personele ihtiya¢ duyulmadan saglayacaktir.

e  Monii boliimii: Sisteme iiye olacak her isletme i¢in olusturulacak QR kod monii igeriginin
yer alacagi bolimdiir.

e Online Siparis ve Online Hesap Odeme (E-POS) uygulamasi: Olusturulacak web sitesi
icerisinden online siparis verme ve online 6deme sistemi kurulacaktir.

e Dilek ve Oneri Kutusu uygulamasi: Miisteri veya tedarikgilerin, restoran isletmeleri
hakkinda istek, dilek, sikdyet ve Onerilerinin yapilabilecegi boliim olusturulacaktir.

e Bilgisayar Oyunlar: ve Sosyal Medya Uygulamasi: Miisterilerin restoranda bulunduklari
stire igerisinde bekleme siirelerini eglenceli bir sekilde gegirmelerine olanak saglayacak
sanal diinya uygulamalar1 da siteye entegre edilecektir.

o Gokgeada Tamitim: Gokgeada’nin tarihi, arkeolojik, dogal, turistik ve gastronomik
tanitim1 hakkinda bilgilerin yer aldig1 bir boliim olusturulacaktir.

6.2. QR Kod Moniilerin Hazirlanmasi

Bu calismada onerilen model kapsaminda hazirlanacak olan web sitesine {iye olan restoran
yoneticilerinin verecegi bilgiler dogrultusunda isletmede satis1 yapilan yiyecek ve igecekler
hakkinda yazili ve gorsel (artirllmis gergeklik uygulamasi ile olusturulmus gorseller) bilgiler
iceren QR Kod moniiler hazirlanacaktir. Bilisim tabanli uygulamalar olan QR Kod moniilerde
iceriginde, yiyecek icecekler hakkinda yazili ve gorsel bilgiler, iirlinlerin fiyat bilgileri,
yiyeceklerin kalori degerleri, hazirlanma siiresi gibi bir¢ok bilgi yer alabilir. Ayrica QR Kod
moniiler, restoran igletmelerinin is yapma sekillerini kolaylastiracak; isletme yonetimi, reklam
ve pazarlama, mali ve finansal isler, halkla iligkiler, insan kaynaklari, isletmelerin sahip oldugu
kalite ve standart belgelerinin tanitimi gibi birgok uygulamay1 da QR Kod sistemi biinyesinde
barindiracaktir.

6.3. Gokceada Online Yoresel Restoran Rezervasyon Sisteminin Hazirlanmasi

Restoran isletmelerinin ¢ok zamanini alan, isin organizasyonunda bir sekretarya gerektiren hem
maddi hem de manevi anlamda isletme yonetimlerini yoran konulardan biri de miisteri
rezervasyon konusudur. Diinyanin her yerinde oldugu gibi Gokgeada’da faaliyet gdsteren
restoran isletmeleri i¢in de rezervasyonlarla ugragsmak ve bunlar1 organize etmek son derece
zorlu ve yorucu bir siirectir. Bu calisma kapsaminda oOnerilen modele {liye olacak olan
isletmelerin kullanabilecekleri bir miisteri rezervasyon sistemi olusturulacak veya iiyelerin
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¢evrimigi restoran rezervasyon hizmeti veren www.opentable.com, www.quandoo.com.tr gibi
sitelerden (iiye olmak sartiyla) yararlanmalar1 saglanacaktir.

7. Sonug¢ ve Oneriler

Yiyecek icecek endiistrisinde teknoloji kullanimi, insanlarin yeme ve igme deneyimlerini daha
0zglir, daha bilingli, daha giivenli, daha eglenceli ve daha c¢ok ¢esitli {iriin ve kaliteli hizmetlerle
zenginlestirmelerine olanak saglamaktadir (Aydin ve Cakir, 2022: 2151). Koronaviriis
Pandemisi doneminde 6zellikle yiyecek icecek isletmelerinin temassiz aligveris gerekliligine
ayak uydurma amacli kullanima giren QR kod mdniiler, olaganiistii pandemi kosullarinin
ortadan kalkmasindan sonra da restoran isletmelerinde kullanilmaya devam etmistir. Mdniiler,
bir restoran igletmesinin {iretip sattig1 gida {irtinleri hakkinda hem goérsel hem de yazili bilgileri
misterilere aktaran son derece etkili uygulamalardir. Restoran isletmeleri, monii i¢erisinde yer
alan bilgilerle miisterilerini etkilemeye ve {riin se¢imi konusunda onlar1 ydnlendirmeye
calismaktadirlar.

Bu calisma, Gokgeada’da faaliyet gosteren Cittaslow temali yoresel restoranlarin;
yenilik¢i is yapma bigimi gelistirmeleri, teknoloji cagina uygun is yapma yontemleri kullanarak
verimliliklerini artirmalari, gastronomi turizmi pazarindan daha biiyiik pay alabilmeleri i¢in
bilisim teknoloji kullanimina énem vermeleri ve en 6nemlisi ulusal ve uluslararasi anlamda
taninirlik ve prestijlerinin artmasina katki yapmayi amaglayan bir model Onerisi 6zelligi
tasimaktadir. Literatiirde yapilan kapsamli aragtirmada, gastronomide son teknoloji
kullanilmas1 ile alakali olan QR kod moénii uygulamasmin yiyecek icecek sektoriinde
kullanilmast ile ilgili ¢alisma sayisinin olduk¢a sinirli olmasi ve bu konunun daha iyi
anlagilabilmesi i¢in yapilan bu c¢alismanin alanyazina katki saglamasi beklenmektedir. Bu
calismaya konu olan QR kod mdnii uygulamasinin ayrica gastronomide yenilikg¢i teknolojilerin
kullanilmas1 konusunda gelinen en ug¢ noktayr anlatmasi agisindan da 6nem arz etmektedir.
Gokgeada destinasyonu oOzelinde gelistirilen modelin, gastronomi turizminde bilisim
teknolojileri kullanimi literatiiriine 6nemli katkilar saglayacag: diisiintilmektedir.

Gastronomide bilisim teknolojisi kullanimi konusu, glinlimiizde arastirmacilarin ilgisini
ceken popiiler bir arastirma alan1 olmaya baglamistir. Bu tespit, ¢calisma kapsaminda literatiirde
yapilan arastirmada incelenen bilimsel calismalarda; yiyecek icecek isletmelerinde bilisim
teknolojisi kullannominda geldigi son noktanin QR Kod moénii kullaniminin oldugu, bu monii
c¢esidinin miisterilerin iiriin se¢imlerini kolaylastiracak bir¢ok yazili, gorsel ve videolu bilgi
icerdigini, miisterilerin online rezervasyon yapmalarina olanak sagladigi, mutfak-personel
yonetim sistemleri icerdigi, miisteri istek, sikayet ve memnuniyet paylagim platformlarina sahip
oldugu, online 6deme (E-Pos) sistemi ile kolaylikla 6deme yapabilmelerine olanak sagladigi,
isletmede satilan {irlinleri daha canli bir gorselle sunma imkani veren artirilmis gerceklik
uygulamasi igerdigi ve yemek siparisi hazirlanana kadar gececek siirede miisterileri eglendiren
bilgisayar oyunlar1 gibi hizmetlerinin de oldugu goriilmektedir. Alanyazindaki ¢alismalarda yer
alan bu tespitler, bu calismada yer alan ve Gokgeada'da faaliyet gosteren yoresel temali restoran
isletmeleri i¢in gelistirilmis olan model Onerisinin, sektore fayda saglayabilecek bir ¢alisma
oldugunu dogrular bir nitelik tagidigini gostermektedir.

Calisma kapsaminda hazirlanmis olan is modeline katilmak isteyen restoran
isletmelerinin ve ada yerel yonetimlerinin bu konuda yapmasi gerekenler hakkinda oneriler
asagidaki gibidir.

e Onerilen model i¢in gerekli calismalari yiiriitecek, Gokgeada yerel yonetimleri ile gerekli
koordinasyonu saglayacak bir Koordinasyon Merkezinin kurulmasi gerekmektedir.
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e Olusturulacak olan web sitesinin yapimi, yayinlanmasi, belirli siirelerde gerekli
giincellemelerin yapilmasi ve siirekliliginin saglanmasi i¢in gerekli ¢alismalar yiiriitecek
profesyonel bir Teknik Birim olusturulmalidir.

e Onerilen modele iiye olarak katilacak isletmelere, isyerinde kullanmalar1 igin Uye Isletme
Sertifikasi verilmelidir.

e Gokceada’da iiretilip satis1 yapilan yoresel gida iirlinlerine ait yapim ve sunum regeteleri,
olusturulacak web sitesinde yayinlanarak adaya ait yoresel gidalarinin korunmasi ve
gelecek nesillere aktarilarak stirdiiriilebilirligine katki saglanmalidir.

e (Calisma kapsaminda olusturulacak olan web sitesine daha sonra konaklama isletmeleri,
taksi duraklari, kiralik araba isletmeleri ve turizm sektorii ile ilgili diger isletmeler de
dahil edilerek, onerilen modelin tiim Gokgeada turizm sektdriinii kapsayacak bir hale
getirilmesi konusunda da ¢alismalar yiirtitiilmelidir.

e Gokceada’nin gastronomi turizmi anlaminda gelismesi, gastronomi turizm pazarlarinda
taninmas1 icin, Ozellikle adada faaliyet gosteren yoresel restoranlarda iiretim ve satisi
yapilan adaya 6zgii lezzetlerin Cografi Isaret tescil sistemi ile kayit altina alinmasi
konusunda ¢aligma yiiriitiilmelidir.

o Gokgeada’da faaliyet gosteren ve calismada Onerilen modele {iye yoresel restoranlarda
satis1 yapilan gida iirlinlerinin kontrolii kapsaminda (taklit, sahte veya bagka yerlerde
iiretilip adaya getirilerek satilan gida {iriinleri) gerekli tedbirler alinmalidir.

Beyan

Bu c¢alismada, kamuya agik erisimi olan alan yazin taramasina dayali dokiiman inceleme
yontemi kullanilmig olan bir ¢alisma oldugu icin Etik Kurul Izni alinmasini gerektiren
caligmalar grubunda yer almamaktadir. Bu nedenle Etik Kurul Izni beyan edilmemistir.
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Abstract

In this study, a bibliometric analysis was carried out to reveal the development process of academic
studies on Metaverse in the world and in Turkey. The aim of the analysis is to examine the development
process of the Metaverse concept in the academic world and to guide future research and studies on
this subject. In the bibliometric analysis process, relevant publications were searched in Web of Science
(WoS) and Scopus databases using the keyword "Metaverse"” on 30.05.2023 and a total of 2201
publications were obtained from both databases between 1995 and 2022. The publications were
analysed according to research areas, years, countries, institutions, keywords and number of citations.
VOSviewer programme was used for keyword analysis. It was observed that the most studies on
metaverse were conducted in the field of computer science in 2022. It was determined that the most
publications were made at Sabanct University in our country and at the Chinese Academy of Sciences
in the world. It can be said that the most cited publications on metaverse are the study of Davis et al. in
2009 and the study of Dionisio et al. in 2013.

Keywords: Metaverse, web of science, scopus, metagalaxy, solipsis, bibliometrics, VOSviewer.

Tiirkiye’de “Metaverse”’iin Akademik Gelisim Siirecinin Bibliyometrik

Analizi

Oz

Bu calismada, Metaverse konusunda diinyada ve Tiirkiye'de yapilan akademik ¢alismalarin gelisim
siirecini ortaya koymak amaciyla bibliyometrik bir analiz gerceklestirvilmistiv. Analizin amaci,
Metaverse kavramimin akademik diinyadaki gelisim siirecini incelemek ve bu konuda gelecekte
yvapiulacak arastirma ve ¢alismalara yol gdostermektir. Bibliyometrik analiz siirecinde 30.05.2023
tarihinde "Metaverse" anahtar kelimesi kullanlarak Web of Science (WoS) ve Scopus veri tabanlarinda
ilgili yaywnlar taranmis ve her iki veri tabanmindan 1995-2022 yillar: arasinda toplam 2201 yayin elde
edilmistir. Yayinlar arastirma alanlarina, yillara, iilkelere, kurumlara, anahtar kelimelere ve atif
sayularina gore analiz edilmistir. Anahtar kelime analizi icin VOSviewer programi kullamlmistir.
Metaverse ile ilgili en ¢cok ¢calismanin 2022 yilinda bilgisayar bilimleri alamnda yapildigr goriilmiistiir.
En ¢ok yayimn ise iilkemizde Sabanci Universitesinde, diinyada ise Cin Bilimler Akademisi'nde

vapildig1 tespit edilmistir. Metaverse konusunda en ¢ok atf alan yayinlarin 2009 yilinda Davis ve
arkadaglarmin ¢alismasi ile 2013 yilinda Dionisio ve arkadaslarinin ¢alismast oldugu soylenebilir.

Anahtar Kelimeler: Metaverse, web of science, scopus, metagalaksi, solipsis, bibliometri, VOSviewer.
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1. Introduction

The term "Metaverse" refers to a parallel virtual reality environment created by computer
graphics that individuals around the world can access and connect to using virtual reality
goggles and headsets (Stephenson, 2007; Dionisio et al., 2013). It was first used in Neal
Stevenson's 1992 science fiction novel Snow Crash. The Street Protocol is the foundation of
the metaverse. The street can be thought of as an analog highway that connects many digital
neighborhoods and destinations. The information superhighway provides a framework in which
data can be moved quickly between computers via Internet networks. In the metaverse, users
can have virtual bodies called avatars. Although the metaverse is digital, its experiences can
have real effects on the physical person (Dionisio et al., 2013). The OASIS in Ernest Cline's
2011 science fiction book Ready Player One serves as the first literary representation of the
Metaverse in contemporary literature (Mystakidis et al., 2021). A multi-user virtual reality
game called The OASIS prioritizes work, education, and leisure. Users connect to The OASIS
through headphones, haptic gloves, and custom suits. It is an open-access game environment.
A global open-access literature collection serves as the OASIS education system. There are a
large number of opulent public school campuses scattered around the globe. Physical
classrooms are inferior to those used in online schools. The human body, other planets, famous
museums, and historical civilizations can all be visited virtually by students while they are in
the classroom. This is more interesting for students (Mystakidis, 2022).

The Metaverse, brilliantly imagined by Stephenson in 1992, has now evolved into an
extremely large and densely populated virtual world that parallels the physical world in both
form and function, not as a game environment with specific parameters and objectives, but as
an open-ended digital culture (Dionisio et al., 2013). In 2007, the Metaverse Roadmap Project
provided a multifaceted understanding of the metaverse, linking both simulation technologies
that create physically persistent virtual spaces, such as virtual and mirror worlds, and
technologies that virtually augment physical reality, such as augmented reality, i.e., connecting
network information and computational intelligence to physical objects and spaces (Smart et
al., 2022). In 2008, Solipsis created the Contemporary Metaverse, an open-source framework
for building large-scale virtual environment systems using a peer-to-peer typology. Solipsis is
a massive infrastructure of interconnected virtual worlds, combining both 2D and 3D in an
Internet environment, accessible through a common user interface (Frey et al., 2008). Solipsis
has enabled the transition from the individual virtual world to the metaverse virtual universe,
using concepts and terminology compatible with a physical universe (Burns, 2022).

This development has led to the emergence of MetaWorlds, which allow transition
between worlds, from virtual universes that do not have an inter-world transition, such as
Second Life, Entropia Universe, and Hipihi Chinese Virtual World. Later, MetaGalaxies
emerged, where multiple virtual worlds come together under a single authority. MetaGalaxies,
such as Activeworlds and OpenSim hyper grid-enabled virtual environments, allow for
teleportation and space travel. In such environments, users can teleport from one planet to
another. Thus, a metaverse system with multiple metagalaxies and meta worlds has emerged.
Within the framework of standardized protocols, it has become possible for users to move
seamlessly between virtual worlds, this development has led to the emergence of MetaWorlds,
which allow transition between worlds, from virtual universes that do not have an inter-world
transition, such as Second Life, Entropia Universe, and Hipihi Chinese Virtual World. Later,
MetaGalaxies emerged, where multiple virtual worlds come together under a single authority.
MetaGalaxies, such as Activeworlds and OpenSim hyper-grid-enabled virtual environments,
allow for teleportation and space travel. In such environments, users can teleport from one
planet to another. This has created a Metaverse system with multiple metagalaxies and meta
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worlds. Within the framework of standardized protocols, it has become possible for users to
move seamlessly between virtual worlds, from one virtual region to another (Dionisio et al.,
2013). These developments in the Metaverse world have attracted the attention of the academic
world, and many articles have been published on the subject since 1995. Many papers on the
metaverse have been published in the fields of engineering, social sciences, education, business
and management, decision sciences, economics and finance, psychology, environmental
sciences, physics and astronomy, chemistry, and especially computer science.

This study aims to reveal the profile of academic studies on the metaverse around the
world and in Turkey. For this purpose, the analyses carried out by searching publications in the
Web of Science and Scopus databases are described in detail in the following sections.
Considering the international studies related to the metaverse, it is believed that this study will
both contribute to the related literature and guide the researchers who will work in this field.

2. Materials and Methods
2.1. The Bibliometric Analysis of Metaverse Publications

Bibliometrics can be defined as the application of statistical and mathematical methods to books
and other communication media (Umut and Costur, 2007). Bibliometric analysis is a
quantitative method used to retrospectively analyze and identify published articles to help
researchers evaluate academic studies in a particular field. Using secondary data, bibliometric
analysis analyses secondary data obtained from a numerical database from a quantitative and
objective point of view (Ding and Yang, 2020). Bibliometric analysis, or citation analysis, is
used to evaluate performance in a field by examining publications published by authors,
institutions, universities, or countries (Thelwall, 2008). The results of bibliometric analysis give
an idea of how far the discipline concerned has developed. At the same time, it provides an
opportunity to identify problems and deficiencies, to make corrections to eliminate problems
and to develop proposals (Yilmaz, 2017).

Bibliometric analysis can be divided into two categories: performance analysis and
science mapping. Performance analysis analyses the contribution of research components to a
particular field. This analysis shows the performance of different research components (e.g.
authors, institutions, countries, and journals). Science mapping analyses the relationships
between research components. Bibliometric analysis consists of four steps: defining the purpose
and scope of a bibliometric study, selecting a bibliometric analysis technique, collecting data,
and evaluating the results (Donthu et al., 2021).

2.1. Methods

Web of Science and Scopus are recognized as the most trusted literature indexing platforms for
scientific and technical research. Clarivate Analytics' Web of Science (WoS) and Elsevier's
Scopus are critical components of today's research system. Web of Science and Scopus form
the basis of university and global rankings and bibliometric research (Tennant, 2020). The
information provided by these databases covers current and relevant research and shows active
journals that are prominent in shaping potential research areas (Chadegani et al., 2013). WoS
was for a long time the only source of bibliographic data until 2004 when Scopus was launched
by Elsevier. Over the years, Scopus has proven to be reliable by improving its coverage
(Pranckuté, 2021). Scopus covers a wider range of journals, which is useful for both keyword
searching and citation analysis but is currently limited to recent articles (published after 1995)
compared to the Web of Science (Falagas et al., 2008). Accordingly, the research was conducted
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by searching the Web of Science and Scopus databases. The data were obtained by searching
the Web of Science and Scopus databases for the word "Metaverse" on 30/05/2023. The
research process is shown in Figure 1.

Step 1 Collect the data for bibliometric analysis
Database selection Time period Collectlop of documents by
. . searching the keyword
Web of Science, selection " #
S | Vear 1995.2022 —» | "Metaverse" (WoS+Scopus
copus car: ) 2201 documents)
Step 2 Reporting of findings

Performance analysis

Analyzing the documents Science mapping
according to years, research Analyzing links between
fields, institutions, countries, keywords

and number of citations

Figure 1. The Research Process

There are a total of 2201 documents related to Metaverse in the WoS and Scopus
databases between 1995 and 2022. The research started with performance analysis, followed
by keyword mapping. The VOSviewer software was used for the keyword mapping.
VOSviewer uses a text mining technique to analyze the content of titles, keywords, and
abstracts. This allows researchers to find different clusters of closely related articles, indicated
by the same cluster colors. The larger the article, the greater its importance and popularity
relative to other articles (Tennant, 2020). Descriptive statistical analyses were used in the study.
The questions to be answered in the study are the following:

e What is the distribution of publications about the metaverse in the Web Of Science and
Scopus databases according to years?

e What is the distribution of publications on metaverse in Web Of Science and Scopus
database according to research fields?

e What is the distribution of publications about metaverse in Web Of Science and Scopus
database by countries and institutions?

e What is the distribution of publications on metaverse in Web Of Science and Scopus
database by universities?
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e What is the distribution of publications related to metaverse in Web Of Science and
Scopus database by keywords?

e What is the distribution of publications related to metaverse in Web Of Science and
Scopus database by citation status?

3. Results

The research involved searching for the word "metaverse" in the Web of Science and Scopus
databases and analyzing the distribution of publications by year, country, journal, research area,
and subject using various metrics. In the Web of Science database, there are a total of 874
DOCUMENTS related to the metaverse on a global scale. The most frequently produced
document types are articles (N:473), papers (N:231), editorial material (N:79), and reviews
(N:51). The languages in which most documents are produced are English (N:828), Spanish
(N:25), Portuguese (N:5), Korean (N:3), Chinese (N:4), Italian and French (N:1), German
(N:3), Russian and Turkish (N:2). The Scopus database contains a total of 1327 documents
related to the Metaverse. The most frequently produced document types are articles (N:530),
papers (N:530), reviews (N:72), book chapters (N:46), and editorial material (N:44). The
languages in which most documents are produced are English (N:1254), Chinese (N:34),
Spanish (N:18), Korean (N:6) and German (N:5).

3.1. Distribution of Metaverse Publications by Year and Field

It was observed that between 1995 and 2022, publications on the metaverse were published in
the Web of Science and the Scopus database. The distribution of publications between 1995
and 2022 by year is shown in Table 1.

Table 1. Distribution of Metaverse Publications by Years (1995-2022)

Web of Science Scopus
Publication | Publication Publication Publication
Year Count Year Count
2022 665 2022 1098
2021 42 2021 47
2009 21 2020 16
2010 21 2019 3
2013 18 2018 11
2011 16 2017 4
2015 15 2016 10
2012 13 2015 9
2016 11 2014 8
2008 10 2013 17
2014 9 2012 16
2020 7 2011 18
2017 6 2010 22
2018 6 2009 15
2007 3 2008 17
2019 3 2007 5
2006 1 2006 5
2005 1 2005 2
2004 1 2004 1
2001 1 2003 2
2000 1 2002 1
1996 1 2000 1
1995 1 1995 1
Total 874 Total 1327
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An analysis of Table 1 shows that publications on Metaverse reached their highest level
in 2022. Especially between 2021 and 2022, there was a significant increase in the number of
publications. The database with the highest growth rate is Scopus. This increase shows us that
more research should be done in the field of Metaverse and shows that studies in this field will
gradually increase. Table 2 shows the data on the areas where more research is being done.

Table 2. Top 15 Most Intensive Research Areas

Web of Science Scopus

Research Area N Research Area N
1 Computer Science 341 1 Computer Science 873
2 Engineering 22 2 Engineering 423
3 Telecommunications 86 3 Social Sciences 294
4 Business Economics 60 4 Maths 198
5 Education 52 5 Decision Sciences 140
6 Science and Technology 47 6 Medicine 112
7 Chemistry 42 7 Art and Human 110
8 Material Sciences 40 8 Physics and Astronomy 107
9 Psychology 35 9 Business and Management 101
10 Communication 33 10 Material Sciences 69
11 Physics 32 11 Energy 56
12 Imaging Science and 31 12 Psychology 48

Photographic Technology

13 Environmental Sciences 29 13 Environmental Sciences 36
14 International Law 25 14 Economics and Finance 34
15 | Automatic Control Systems 7 15 Chemistry 22

An analysis of Table 2 shows that studies on the metaverse in the Web of Science and the
Scopus database are mainly carried out in the fields of computer science and engineering. This
is followed by education and social sciences. In the Web of Science database, the first five
fields in which metaverse studies are carried out are computer science, engineering, education,
economics, and psychology. In the Scopus database, the top five fields for metaverse studies
are computer science, engineering, social sciences, mathematics, and decision sciences.

3.2 Distribution of Metaverse Publications by Institutions and Countries

The distribution of metaverse-related publications published in Web of Science and Scopus by
the university is shown in Table 3, and the distribution by country is shown in Table 4.
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Table 3. Top 15 Most Productive Organisations in the Metaverse

Web of Science Scopus

Organization Country N Organization Country N

Chinese Academy of Sciences China 26 Chinese Academy of Sciences China 24

Research Libraries UK Umted 19 Napyang Technological Singapore 18

Kingdom University
Sejong University South Korea 18 Sabanci University Turkey 17
. . . . Norwegian University of

Nanyang Technological University Singapore 14 Science and Technology Norway 16

Unisinons University Brazil 14 University of Zilina Slovakia 15

La Salle Centro University Brazil 11 Sungkyunkwan University South Korea 15

. . Korea Advanced Institute of Gumey

Sabancit University Turkey 11 Science and Technology Korea 15

The? Hor}g Kong Polytechnic China 11 Automation Institute China 12

University

Automation Institute China 11 Guangdong University of China 11
Technology

Sungkyunkwan University South Korea 11 ang Kong University of China 11
Science and Technology

University College London Unlted 10 Building Nusantara University Indonesia 11

Kingdom
Electronics and
Telecommunications Research Korea 9 SCh(.)Ol Of Computer and Singapore 10
. Engineering Sciences

Institute

Macau University of Science and China 9 Uppsala University Sweden 9

Technology

Norwegian University of Science . . .

and Technology Norway 9 Bejing Institute of Technology China 9

University System of Georgia USA 9 South China University of China 9
Technology

When Table 3 is examined, it is seen that the top three institutions with the most metaverse
research in the WoS database are Chinese Academy of Sciences, UK Research Libraries and
Sejong University. In the Scopus database, the top three institutions with the most research are
Chinese Academy of Sciences, Nanyang Technological University and Sabanci University.
When the institutions are ranked by country, China, the United Kingdom and South Korea are
in the first place. Especially Sabanci University's ranking in the world rankings in metaverse
research shows that Turkey is interested in this field. It can be said that this data is a good
resource for higher education institutions for cooperation, project development, master's and
doctoral students. The distribution of metaverse-related publications published in Web of
Science and Scopus according to countries is shown in Table 4.

Table 4. Top 15 Most Productive Countries in the Metaverse

Web of Science Scopus
Country N Country N
1 China 217 1 China 269
2 USA 142 2 USA 204
3 South Korea 122 3 South Korea 148
4 United Kingdom 64 4 United Kingdom 102
5 Spain 46 5 Italy 56
6 Germany 39 6 Turkey 50
7 Italy 35 7 Germany 46
8 Turkey 35 8 Japan 46
9 Canada 26 9 Spain 43
10 Australia 25 10 Canada 39
11 Brazil 25 11 India 37
12 Japan 25 12 Taiwan 37
13 Singapore 23 13 Australia 31
14 India 21 14 Singapore 29
15 Taiwan 20 15 Sweden 27
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Analyzing Table 4, the countries with the highest number of metaverse-related
publications in the WoS and Scopus databases are the USA, South Korea, and China. Turkey
ranks eighth in the WoS database and sixth in the Scopus database. The fact that Sabanci
University has the highest number of metaverse-related publications in Turkey shows that other
universities should increase the number of international publications by focusing on this field.

3.3. Citation Distribution of Publications Related to Metaverse

The top 10 most cited studies related to Metaverse in Web of Science and Scopus are shown in
Table 5 and Table 6 respectively.

Table 5. Most Cited Studies in Metaverse in WoS Database (Top 10)

Year | Title Authors Journal Citation

2013 3D Virtual Worlds and the Metaverse: Dionisio et Acm Computing Surveys 157
Current Status and Future Possibilities al.
Avatars, People, and Virtual Worlds: . Journal Of the Association for

2009 Foundations for Research in Metaverses Davis vd. Information Systems 151
A Metaverse: Taxonomy, Components, . Ieee Access

2022 Applications, and Open Challenges Park and Kim 135
Metaverse beyond the hype: International Journal of Information
Multidisciplinary perspectives on L Management

2022 | emerging challenges, opportunities, and Dlef dict 93
agenda for research, practice and policy '
Making real money in virtual worlds: Technological Forecasting and Social

2008 MMORPGs and emerging business | Papagiannidis | Change 34
opportunities, challenges and ethical et al.
implications in metaverses

2008 Sf:cond Life and the new generation of Kumar et al. Computer 7
virtual worlds

2021 Educ.at.lc.)r.lal app!lcgthns of metaverse: Kye et al, J Educ Eval Health Prof 69
possibilities and limitations
A content service deployment plan for . International Journal of Information

R . Choi and

2017 | metaverse museum exhibitions-Centering Kim Management 65
on the combination of beacons and HMDs
Introduction: Virtual, Augmented, and Virtual, Augmented, And Mixed

2017 Mixed Realities in Education Dede et al. Realities In Education 36
Retail spatial evolution: paving the way | Bourlakis et | Electronic Commerce Research

2009 .. o 56
from traditional to metaverse retailing al.

An analysis of Table 5 shows that the most cited study on the Metaverse in the Wos
database is "3D Virtual Worlds and the Metaverse: Current Status and Future Opportunities"”
(Dionisio et al., 2013). It can be seen that the research that was scanned with the word Metaverse
in the WoS database is cited on the following topics:

e Avatars and virtual worlds, challenges related to the metaverse world (Davis et al., 2009;
Park and Kim, 2022).

e An Interdisciplinary View of the Metaverse (Dwivedi et al., 2022).

e Business Opportunities, Opportunities, and Threats, Ethical Issues in Virtual Worlds
(Papagiannidis et al., 2008).

e Second Life and next-generation virtual worlds, current situation and future possibilities
for the Metaverse (Kumar vd., 2008; Dionisio et al., 2013).

e Virtual and blended realities in education (Dede et al., 2017).

e Retailing in the virtual world and from traditional to metaverse retailing (Bourlakis et
al., 2009)
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e Metaverse and art (Choi ve Kim, 2017).
e Educational use of metaverse in medicine (Kye et al., 2021).

The research also examines the most cited metaverse-related studies in the Scopus

database. Table 6 shows the top 10 most cited studies in the Scopus database.

Table 6. Most Cited Studies in Metaverse in Scopus Database (Top 10)

Year | Title Authors Journal Citation
2009 Avatars,. people, and .v1rtual worlds: Davis et al. Journal pf the Association for 255
Foundations for research in metaverses Information Systems
3D Virtual Worlds and the Metaverse: Dionisio et .
2013 Current Status and Future Possibilities al. Acm Computing Surveys 252
2022 A Metayerse: Taxonomy, Components, Park and Kim | Ieee Access 226
Applications, and Open Challenges
Metaverse for Social Good: A University MM 2021 - Proceedings of the
2021 | Campus Prototype Duan et al. 29th ACM International 161
Conference on Multimedia
Metaygrsg . beyond . the hyp < o International Journal of
Multidisciplinary perspectives on emerging | Dwivedi et .
2022 o Information Management 139
challenges, opportunities, and agenda for al.
research, practice and policy
Educational applications of metaverse: Journal of Educational Evaluation
2021 possibilities and limitations Kyeetal for Health Professions 120
A content service dep 1.0 yment plan .for Choi and International Journal of
2017 | metaverse museum exhibitions-Centering Kim Information Management 102
on the combination of beacons and HMDs &
Making real money in virtual worlds:
2008 MMORPGs and emerging business | Papagiannidis | Technological Forecasting and 102
opportunities, challenges and ethical et al. Social Change
implications in metaverses
What is XR? Towards a Framework for | Rauschnabel . .
2022 Augmented and Virtual Reality ot al. Computers in Human Behavior 83
2021 ﬁgzlelgésmg in the Metaverse: Rescarch Kim, J. Journal of Interactive Advertising 80

An analysis of Table 6, the most cited study on the Metaverse in the Scopus database is
"3D Virtual Worlds and the Metaverse: Current Status and Future Possibilities" (Dionisio et al.,
2013). In the Scopus database, it can be seen that research related to the metaverse is of interest
and cited in the following topics:

e Avatars and virtual worlds, challenges related to the metaverse world (Davis et al.,
2009; Park and Kim, 2022).

e An Interdisciplinary View of the Metaverse (Dwivedi et al., 2022).

e Business opportunities, opportunities, threats, and ethical issues in virtual worlds
(Papagiannidis et al., 2008).

e Second Life and new generation virtual worlds, current situation and future
possibilities for the Metaverse (Davis et al., 2009).

e Educational use of the metaverse in medicine (Kye et al., 2021), Metaverse and social
benefit (Duan et al., 2021).

e Metaverse and art (Choi ve Kim, 2017).

e Virtual Reality and Metaverse in Advertising (Rauschnabel et al., 2022; Kim, 2021).
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4. Keyword Network Analysis of Metaverse Publications (Mapping of Keywords)

Keyword analysis of metaverse-related publications in the WoS and Scopus databases is
performed using the WOSviewer software.

Network visualization: In network visualization, keywords are represented by their tags
and also by a circle. The circle of an element is determined by the weight of the element. The
heavier the item, the larger the item's tag and circle. Some items may not have a label. The color
of an item is determined by the set it belongs to. The lines between elements represent links. In
network visualization in keyword analysis, the size of the circle describes the potential of the
keyword, as shown in Figure 2, while the thickness of the line expresses the strength of the link
(Halepoto et al., 2022). In this context, larger circles and map labels represent the importance
of the cluster. Keywords with similar colors belong to the same cluster (Van Eck and Waltman,
2022). As part of the research, Figure 1 shows the analysis of the most studied keywords related
to the metaverse in the Wos database. In the keyword analysis, the minimum number of
repetitions of a keyword was set to two.

e-learning virtualgvorlds
secand life
metagerses
metaverse retailing
avatar
virtualpeality
covid-19
metaverse ‘
avatars
augmeriged reality
eduggtion
extended reality
w
solid modeling
three-dimensjonal displays
mixedyeality
i, vosviewer

Figure 2. Keyword network map of publications related to the metaverse (WoS)

When analyzing Figure 2, it can be seen that the studies related to Metaverse consist of
212 keywords in the WoS database. The clusters were evaluated based on the three main
clusters with the highest connection strength. The clusters consist of the colors red, green, and
blue. Considering the size and weight of the clusters, the most frequently used keywords are
"metaverse", "virtual reality", "augmented reality", "avatar", "avatars" and "second life".
Researchers have explored the metaverse by associating it with virtual reality, avatars, and
virtual worlds. As part of the research, Figure 2 shows the analysis of the most studied keywords
related to the metaverse in the Scopus database.
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Figure 3. Keyword network map of publications related to the metaverse (Scopus)

When analyzing Figure 3, it can be seen that the studies related to Metaverse consist of
1049 keywords in the Scopus database. The clusters were evaluated based on the three main
clusters with the highest connection strength. The clusters consist of the colors red, green, and
blue. Considering the size and weight of the clusters, the most frequently used keywords are
"metaverse", "virtual reality", "virtual worlds", "second life", "avatar", and "augmented reality".
Metaverse has been explored by researchers about virtual reality, avatars, and virtual worlds.

Overlay visualization: The layer visualization is identical to the network visualization,
except that the elements are colored differently. The dark blue color represents the keywords
used in 2014 and the light yellow color represents the keywords most used in 2020 (Van Eck
and Waltman, 2022). As part of the research, the figure shows the analysis of the most studied

keywords related to the metaverse in the WoS database by year.
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Figure 4. Keyword network of publications related to the metaverse by year (WoS)

An analysis of Figure 4 shows that the keywords “metaverses”, “metaverse retailing”,
“second life”, “3D” and “virtual learning environment” were used between 2014-2016, “e-
learning”, “avatar”, “virtual worlds” between 2016-2018 and “metaverse” between 2018-2020,
It can be seen that the keywords "virtual reality", "avatars", "augmented reality-augmented
reality"”, "education", "solid modeling", "extended reality", "three-dimensional display", "mixed
reality", "VR" is used between 2020-2022.

gamincation
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Figure 5. Keyword network of publications related to the metaverse by year (Scopus)
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When analyzing Figure 5, it can be seen that in the research related to Metaverse between
2012-2014, the keywords "virtual teams-virtual teams", "metaverse", "virtual worlds", "game",
"3D", "art", " open metadata repository" and "e-learning " keywords, "architecture ", "avatar",
"cyberspace", "simulation", "presence", "innovation ", "education-education" keywords
between 2014-2018, Between 2020-2022, "virtual ", "space", "visualization ", "metaverse",
"VR", "Facebook", "empathy", "technology", "augmented reality", "artificial intelligence",
"deep learning", "mixed reality", "gamification", "cryptocurrency", "blockchain", "human-

centered computing" keywords were used.

Density visualization: There are two types of density visualizations: item and cluster.
Each point in the item density visualization has a color that indicates the density of items at that
point. The colors range from blue to green to yellow. The more elements that are connected to
a point, the closer the color of the point is to yellow. On the other hand, the fewer items in a
point's neighborhood, the closer the point's color is to blue. The Cluster Density visualization
is only available when elements are assigned to clusters. (Halepoto et al., 2022). The figure
shows the element density visualization of the most studied keywords related to the metaverse
in the WoS database.

g& VOSviewer

Figure 6. Keyword density map of publications related to metaverse (WoS)

When Figure 6 is examined, it is seen that the research related to the metaverse in the
WoS database is concentrated on the keywords "metaverse", "augmented reality", "virtual
reality", "virtual reality", and "second life". The density visualization for the most studied
keywords related to the metaverse in the Scopus database is given in Figure 7.
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Figure 7. Keyword density map of publications related to metaverse (Scopus)

When Figure 7 is examined, it is seen that the research related to the metaverse in the
Scopus database are concentrated on the keywords "metaverse" "virtual worlds", and "second
life".

5. Discussion

The term metaverse is increasingly used today. It is particularly important to see how the
concept of metaverse is treated in the existing literature and where it is heading. Bibliometric
research is used to analyse academic studies in a field. Analysing existing research in the field
of metaverse can give us an idea of how the concept of metaverse will change in the future. In
this study, a bibliometric analysis of metaverse studies in Web of Science and Scopus databases
was conducted and a framework was presented for researchers who want to conduct research
in this field in the future. In the study, the interest in metaverse increased from 1995 to 2022.
The years with the highest increase are between 2021 and 2022. In 2021, Facebook changed its
name to Meta, which contributed to the increasing popularity of virtual universes and the
Metaverse.

Research on the Metaverse has been concentrated in the fields of computer science and
engineering and has mostly been researched from a technical perspective. Therefore, more
research is needed to explore the psychological and sociological effects of the Metaverse on
individuals. Especially the uncertainty of the rules and boundaries of living in virtual worlds
requires more research in this field. Regulations on the protection of personal rights or personal
data and their legal dimensions are important. In addition, when the metaverse literature is
examined, it is seen that there is no study on the perception and use of the Metaverse concept
according to the development level of countries in the field of social sciences. In the future,
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comparative studies can be conducted according to consumer generations, development levels
of countries or technology intensity levels of countries.

The most cited studies in Wos and Scopus databases are listed as virtual worlds, avatars,
foundations of the metaverse universe, business opportunities in virtual worlds, the future of
virtual worlds and metaverse in advertising. The citation density of the studies on the metaverse
shows that economic developments and technological changes in virtual worlds are prioritised.
Virtual currencies, blockchains and virtual stores show that universes will be economically
interconnected. In this respect, it is important to investigate how companies can adapt to the
virtual world. For this, companies may need trained labour force in areas such as virtual and
augmented reality, simulation technology and blockchain technology. In a study conducted in
2021, Damar found that research on metaverse is intensively processed with virtual and
augmented reality technologies, and the education sector and digital marketing field are also
interested in this field (Damar, 2021).

In recent years, research has focused on concepts such as 'augmented reality', 'artificial
intelligence', 'deep learning', 'mixed reality', 'gamification’, 'cryptocurrency’, 'blockchain' and
'human-centred computing'. The metaverse is moving from a virtual world image to a more
realistic world and more research is needed in many areas. However, research is concentrated
in certain regions of the world. Most of the research is carried out in South Korea, the USA
and China. In addition to this, research in the field of metaverse is also being carried out in
Turkey, especially by Sabanci University. The fact that the Metaverse universe covers a wide
world and eliminates borders shows the necessity of conducting research in co-operation with
different countries. At the same time, these countries are centres for researchers who want to
conduct research in the Metaverse. Metaverse is an important concept not only for the IT world
but also for many human-based research area.

6. Conclusion

The results of the research will provide important theoretical contributions to researchers
working in the field of the metaverse. Firstly, the published articles and total citation data will
provide the opportunity to see the most influential articles. Researchers will be able to see in
which countries, institutions and journals metaverse research is concentrated. Bibliometric
analysis is an effective way of summarising and synthesising the literature. Bibliometric
methods can help researchers overcome their fear of dealing with large bibliometric datasets
and better track their research interests. However, bibliometric research provides only a short-
term insight into the research field (Donthu et al., 2021), so research can be updated
periodically. In the future, researchers may turn to databases such as Google Scholar, JSTOR,
Wiley, PubMed, etc. other than WoS and Scopus databases. The research used VOSviewer
software for keyword analysis. The VOSviewer software is available for Linux, Windows or
MacOS. The VOSviewer software allows data retrieval in SCOPUS (CSV), Clarivate Analytics
Web of Science (plain text or tab-delimited), PubMed/MedLine (MEDLINE) and Dimensions
(CSV) formats (Arruda et al., 2022). Researchers can turn to mapping tools (CitNetExplorer,
CiteSpace, Bibliometrix, etc.) that offer more comprehensive and diverse analyses.
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Abstract

The searches for innovation in packaging design have led to the concepts of sustainability and upcycling.
The aims of this study are to reveal the importance of innovative upcycling in sustainable packaging
design and to determine the consumer intention to purchase products with upcycled packaging.
According to survey result of the descriptive research conducted on 392 participants selected by
convenience sampling method, it is found that there is a positive relationship between green consumer
values, environmental awareness, sustainable packaging awareness, attitude towards sustainable
packaging and intention to purchase upcycled packaging products. Moreover, it has also been revealed
that when attitude towards sustainable packaging and sustainable packaging awareness are increased,
the intention to purchase upcycled packaging products will be also increased. However, it should be
considered that price is also important in consumers' purchasing behavior and purchase intentions for
upcycled packaging products and ensured that the cost of innovative upcycled packaging designs does
not exceed the value provided.

Keywords: Innovation, packaging design, sustainable packaging, upcycling, upcycled packaging

Ambalaj Tasariminda inovasyon ve ileri Doniistiiriilmiis Ambalajh
Uriinlerine Yonelik Tiiketici Tutumu ile Satin Alma Niyeti Arasindaki Iliski

Oz

Ambalaj tasariminda yenilik arayislari, stirdiiviilebilirlik ve ileri doniisiim kavramlarmmin daha fazla
gilindeme gelmesine neden olmustur. Bu ¢alismanin amaci, stirdiiriilebilir ambalaj tasariminda yenilikgi
ileri doniistimiin onemini ortaya koymak ve tiiketicinin ileri doniistiiriilmiis ambalajli iiriin satin alma
niyetini belirlemektir. Kolayda orneklem yontemiyle secilen 392 katilimci tizerinde yapilan tanimlayici
aragtirma sonucuna gére, yesil tiiketici degerleri, ¢evre bilinci, siirdiiriilebilir ambalaj bilinci,
suirdiiriilebiliv ambalaja yonelik tutum ve ileri doniigtiiviilmiis ambalaj iiriinlerini satin alma niyeti
arasinda pozitif bir iliski oldugu tespit edilmistir. Ayrica, siirdiiriilebilir ambalaja yonelik tutum ve
surdiiriilebilir ambalaj farkindalig arttikea ileri doniisiimlii ambalaj tiriinlerini satin alma niyetinin de
artacagr sonucuna varilmstir. Ancak, tiiketicilerin ileri doniigiimlii ambalaj iirtinlerini satin alma
davramislarinda ve satin alma niyetlerinde fiyatin da énemli oldugu goz oniinde bulundurulmalr ve
yenilik¢i ileri doniistiiriilmiis ambalaj tasarimlarimin  maliyetinin, saglanan degeri agsmamasi
saglanmalidir.

Anahtar Kelimeler: Yenilik, Ambalaj Tasarimu, Siirdiiriilebilir Ambalaj, Ileri Déniisiim, Ambalajda Ileri
Doniistim
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1. Introduction

Environmental, social and economic developments in the developing and changing world affect
consumers and producers directly or indirectly. These changes and developments that increase
the quality of life of consumers, make a difference in their lives, and provide social and
economic benefits force innovations and improvements in products and services (Altunisik,
2016: 340-341). While the purchasing behaviours and habits of consumers are affected by these
changes, businesses try to meet these changes by innovating on all elements of the marketing
mix. Junge et al. (2016) define marketing innovations as improved sales channels and
distribution patterns, changes in product design and packaging, and the application of new
marketing methods. These innovations are generally related to the product, packaging,
positioning, marketing communication, and pricing and aim to increase the quality of life of
consumers, make a difference in their lives, and provide social and economic benefits. One of
the innovations in marketing is innovative packaging and upcycled packaging designs. These
innovative designs are important in terms of influencing consumers within the framework of
the concept of sustainability. In the conceptual analysis part of this study, the concepts of
innovation, sustainability, and innovative and upcycled packaging in marketing were presented,
and in the research part, innovative packaging designed with an upcycling perspective,
consumers' environmental awareness, green consumer values, sustainable packaging
awareness, attitude towards sustainable packaging and intention to purchase with upcycled
packaging were examined.

2. Conceptual Framework
2.1. The Concept of Innovation and Innovation in Marketing

Innovation is one of the most important elements that can enable businesses to stay one step
ahead of their competitors and help them gain superiority over each other (Bulbul, 2003:114).
Innovation is defined in the Oslo Manual as the realization of a new or significantly improved
product (good or service), process, a new marketing method, or a new organizational method
in internal practices, company organization, or external relations (OECD, 2005). Peter Drucker,
on the other hand, expresses innovation as a unique tool in entrepreneurship and sees it as a
way of transforming change into opportunity in the service sector. Michael Porter also sees
innovation as the possibility of obtaining a competitive advantage based on innovation and the
ability of the company to realize innovation projects. According to Freeman, industrial
innovation includes innovative commercial activities in the process of technical design,
production, management, and marketing of the new product (Stosic and Milutinovic, 2017:26).
Marketing innovations consist of changes made in product design and packaging, positioning,
marketing communication, pricing, improved sales channels, and distribution patterns, and the
implementation of new marketing methods that gained competitive advantages (Elgi, 2007:1;
Junge et al., 2016). Marketing innovations also include innovations and developments in
product design. The changes in the design include the changes in the form and image of the
product, as well as the innovations made in the packaging design of fast-moving consumer
goods, in which the packaging is of high importance. Combined improvement and development
of product design and packaging design; since it affects both product functions and marketing
functions, it is expressed as both product and marketing innovation (OECD, 2005: 58).
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2.2. Innovation in Packaging and Packaging Design in Marketing

There are different packaging definitions in the literature. Packaging is a container, wrapper, or
container in which the substance or product in the product line is placed, and it is covered or
wrapped with a material that protects the content and environment of the product, facilitates its
transportation, storage, sale, use, can be partially or completely disposed of in the future or
recycled (Tek, 1999:372). Aygun (2007:5) defines it as covering or combining with the product,
which integrates with the product and expresses the product it contains in the best way, thus
affecting the functions of marketing, providing convenience to consumers both functionally and
aesthetically, and when cleverly designed, it can also be used in the promotional activities of
businesses.

Today, the packaging is shaped by the design of the product from the product
development stage. The idea that packaging has an increasing effect on production costs is
gradually becoming a thing of the past. The design of the packaging according to the needs and
wishes of the market and customers, and its involvement in every phase from the production
stage to protection, storage, transportation, distribution, advertising, sales, and end use shows
that the product is an inseparable part (Aygun, 2007). In short, the packaging is not only a tool
that protects the product inside, but integrates with the product (Ugiincii, 2000:4).

With the technology developing, the packaging is also produced using different
techniques. A creative and innovative packaging design produced using new techniques can
add many aesthetic and functional values to the product. Consumers can pay more for these
values. Aware of this situation, many companies in different sectors attach great importance to
packaging designs that integrate with the product as well as product designs (Sen, 2007:3).
When the packaging and its functions, which are an integral part of the product, are designed
by considering the useful functions of the product, the functions of both the packaging and the
product will be integrated with maximum benefit for the customer.

2.2.1. Packaging Design and Functions of Packaging Designs

Packaging can be examined in 3 different groups. The packaging is defined as (i) the packaging
that meets the product, the primary packaging or the inner packaging, (ii) the containing the
inner packaging in different sequences and quantities, the secondary packaging or the outer
packaging, (iii) the packaging that is used only for transporting the products, the loading
packaging or the transport packaging. Primary packaging and secondary packaging are the
packaging that first interacts with the consumer, and they have the potential to influence the
purchasing behaviour of consumers. The functions of packaging are examined as protection,
convenience, price adjustment, communication, and visual functions (Aygin, 2007:8).
Different views on the functions of product packaging are presented in Table 1.
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Table 1. Approaches to the Function of Product Packaging

Author Author’s View on the Functions of Packaging

Brennan et al. | It is a marketing tool that helps the product process and transfer, provides convenience,
(1990) protects the product, and also saves costs.

Copley (2004) It is a link that expresses the brand identity of the product, creates a strong visual with a
tractive design, increases the value of the product, and also provides a connection with the
consumer as a reminder of the brand.

Blythe (2005) It is a communication tool that provides information on how to use the product and provides
legal information.

INCPEN It is a tool that protects products from all kinds of impacts, provides safety and hygiene, gives
a message to consumers, and also allows consumers to make choices.

Grundey (2010) | Promoting and selling the product,

Promoting and positioning the brand identity,

Providing all kinds of legal and content-related information with the help of symbols and
labels,

Meeting the needs of the consumer with the help of different features such as size and shape,
Providing convenience in the process and transportation,

prevent food spoilage,

Recyclable, environmentally degradable and ecological and less wasteful,

It is a tool that can be used even for slogans for social or political reasons.

Source: Grundey (2010: 87-103).

It is seen that the functions of packaging are expressed with different concepts in the
literature and different values have been added to these functions over the years. These different
values, which are usually added in terms of social and economic aspects, are also related to the
definition of brand identity, such as packaging providing prestige or being a status indicator.
Apart from this, the creation of innovative packaging designs that fulfill all their functions with
an innovative attitude, taking into account consumer-oriented and environmental values, will
contribute to achieving a sustainable environmental target.

2.2.2. Innovative Packaging Designs

It is expected that the marketing strategies, vision, and core values of the enterprises and the
packaging strategies will be in the same direction (Kotler, 1988:284, cited in Erkinay, 1996:14).
Packaging has different effects on the components of the marketing mix. Market segmentation
can be made at the same time using innovative packaging designs, the amount and dimensions
of the product can be determined, and in connection with this, the packaging can affect the final
price of the product. The effect of packaging on the promotional function of the marketing mix
is through the functions of communication and information. The protection, transportation, and
storage of the packaged products during shipment shows the effect of the marketing mix on the
distribution function. By changing and improving the functional and aesthetic properties of the
packaging, which can affect different functions of the marketing mix, product performance can
be increased by making creative packaging innovations. By changing the amount or
arrangement of the product stored in the package, transportation innovations that provide extra
security can be given (Arkdse, 2004:113).

According to Geambasu (2017), the first interaction between customers and products is
through packaging. Packaging designs and labels have also changed over the years, by being
affected by the rapid development of technology and changes in society. Over the years, efforts
to increase sales have been supported by attracting the attention of customers with high-quality
packaging and creative label designs. According to Venter (2011), packaging also defines the
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quality of the product. High-quality packaging design attracts attention and provokes the
customer to purchase, and the label affixed to the packaging helps customers make a purchasing
decision. According to Padki (2008), consumers are becoming more conscious about the
benefits of purchasing decisions they take with a sense of responsibility towards the
environment. The modern consumer is more aware of the direct impact of their purchasing
behavior and social responsibilities on the environment and they are concerned about this.
According to Scott (2014), green marketing strategies, including green packaging, can
positively affect consumers' purchasing decisions. Holdway (2002) determined that consumers
are increasingly hostile towards packaging that is harmful to the environment, misleading, and
difficult to use, and they are more aware of the ecological and social effects of the products
they use. Kim and Seock (2009) found that more environmentally conscious female consumers
place higher value on recyclable and biodegradable beauty product packaging. Increasing
awareness of consumers encourages organizations to respond to the environmental needs of
consumers and to develop green product packaging.

2.3. Packaging and Sustainability

Scientists, in the early 70s, stated that serious dangers would be inevitable in the next hundred
years if the increases in world population, industrialization, pollution, food production, and
resource depletion were continued (Bridgens et al., 2018). Climate change, acidification,
smoke, toxins, waste, and resource depletion, which are the consequences of industrialization,
are the focal points of the hazards. Over the years, it has become more important to minimize
all these environmental effects and to create a clean and livable environment (Ferrara, 2019).

Sustainability was expressed as sustainable development in conjunction with the term
development in the Brundtland Report titled “Our Common Future” prepared by the United
Nations World Commission on Environment and Development in 1987 (Erman, 2019). In the
report, sustainable development is defined as meeting the needs of the present without
compromising the ability of future generations to meet their own needs (Yicel, 2016). This
definition states that current economic development will not make the economic situation of
future generations worse than it is today (WCED 1987:40, cited by Sen et al., 2018:3).

The concept of sustainability means that there is a balance between natural resources and
needs. This concept has come to the fore with the concern that this balance will be damaged in
a way that will consume natural resources and this will bring bigger problems over the years.
With the expression of the concept of sustainable development, sustainability has gained a
multidimensional meaning. It is stated that this concept was created because of an
environmentally friendly growth/development effort to raise awareness against environmental
problems caused by growth and development (Sen et al., 2018: 42).

The priority of the European Union within the scope of reducing waste pollution and
protecting the natural environment is to prevent the production of packaging waste. This priority
is supported by some additional key principles. These are packaging reuse, recycling, and other
forms of packaging waste recovery and ultimately the eventual elimination of such waste
(Potincu et al., 2018). According to SPA (Sustainable Packaging Alliance), the sustainability
of packaging can be evaluated in different ways. SPA was established in 2002 in Australia
through the Packaging and Polymer Research Unit. Its purpose is research, industry
involvement, and the development of practical strategies for the packaging industry, thereby
enabling continuous improvement in packaging's environmental performance and
sustainability. To avoid transferring problems from one part of the lifecycle to another,
packaging; states that the whole life cycle from raw material to recycling should be taken into

130



Girisimcilik Inovasyon ve Pazarlama Journal of Research in Entrepreneurship
Arastirmalar1 Dergisi Innovation and Marketing
Yil: 2023, 7(14): 126-143 Year: 2023, 7(14): 126-143

account and all interactions with the product it contains should be evaluated in order to
minimize its impact on the environment and human beings (James et al., cited in Sonneveld et
al., 2005).

Sustainable packaging is an idea that needs to be addressed with a systemic approach.
The four principles of sustainable packaging were first defined by SPA under the headings of

"effective”, "efficient”, "cyclic" and "safe". These are phrased with terms such as "reduces
product waste" and "improves functionality” to highlight the fact that sustainability is a
continuous improvement process rather than a predetermined endpoint (Lewis et al., 2007:3).

Table 2. Definition of Sustainable Packaging by SPA (Sustainable Packaging Alliance)

Principles | Explanation Applied Level
Effective Adds real value to society by supporting conscious and responsible | Society
consumption and by effectively protecting and containing products in
the supply chain.

Efficient Packaging systems are designed to use materials and energy as | Packaging System
efficiently as possible throughout the product’s lifecycle.

Cyclic Packaging materials are constantly translated into natural and technical | Packaging Material
systems through material reduction and additive development.

Safe Packaging parts do not pose a risk to human health and the ecosystem. | Packing Parts

Source: James et al. (2005).

Considering the product life cycle, green consumers also do not want the product and
packaging to become waste, and some sensitive consumers and companies can offer alternative
solutions and creative works. This concept, which also contributes to reducing the amount of
waste by prolonging the product life, is upcycling. It is important to evaluate upcycling both on
an industry basis and on an individual consumer basis.

2.4. Upcycling and Packaging

The concept of upcycling first emerged in 1994, in an interview conducted by journalist
Thornton Kay with German entrepreneur Reiner Pilz (Kay, 1994, cited in Jiangxu, 2015). In
1999, two German authors, Gunter Pauli, and Johannes F. Hartkemeyer, published a book called
"Upcycling”. Later, in 2002, William McDonough and Michael Braungart explained the
concept of “upcycling” in the book Cradle to Cradle: Remaking the Way We Make Things,
which aroused great interest in the academic community (Bridgens et al., 2018). They stated
that the purpose of upcycling is to avoid wasting potentially useful materials by using existing
ones to reduce new materials and energy consumption, air and water pollution, and even
greenhouse gas emissions (Jiangxu, 2015).

Upcycling is one of the most important research areas today. For example, Satheesan
(2021) examined the case study of a project to give a second life to packaging in the context of
washing machine packaging in India and analyzed the concept of upcycling within the
framework of rethinking the life cycle of appliance packaging. Jung et al. (2023) explained the
importance of developing new technologies to increase recycling and upcycling efficiency due
to the rapid increase in global plastic production, summarized the latest developments to
increase plastic recycling/upcycling efficiency, and emphasized the production of higher
performance materials from input plastic waste and improved recycling. Finally, researchers
stated that the plastic waste problem can be solved for current and future generations by
developing new Technologies for recycling and upcycling.
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The sustainability dictionary defines the concept of upcycling, a term coined by William
McDonaugh and Michael Braungart, as the process of transforming an industrial material into
something similar or more valuable in its second life. Upcycling appears in these definitions as
a promising tool to reduce energy and material use (Sustainability Dictionary, 2023). Szaky
(2014), on the other hand, sees product upcycling as one of the most sustainable solutions in
the waste hierarchy positioned between reuse and recycling because recycling typically requires
very little energy input and can eliminate the need for a new product.

According to Gouda (2019), upcycling is the process of transforming otherwise useless
or unwanted material into a product of higher perceived value or quality using creative inputs.
The process creates products with higher aesthetic value and longer use; thus, it is innovative
and less energy-consuming to achieve a cradle-to-cradle approach to trade associated with a
circular economy (Gouda et al., 2019).

Upcycling significantly reduces the impact on the environment compared to the recycling
process. Gauda (2019) states that upcycling is distinctly different from recycling and states that
recycling is the separation of used products or waste materials into components using
significant amounts of water and energy to process them and convert them to form a different
product (Gouda et al., 2019).

According to Sung (2017), increasing the upcycling activity, in theory, extends the life of
used materials, components, and products and reduces the buried energy consisting of the
energy in the extraction, transportation and processing of the raw material that makes up a
product, and the direct and indirect energies spent in the production and assembly of product
components (Ozguhadar, 2007:39), and contributes to the reduction of carbon emissions (Sung,
2017:3). Often, recycled products are of lower quality than the main product, as they undergo
a change in their physical form and properties.

Most of the component activities of upcycling depend on reverse supply chains. Like
recycling, the upcycling process begins with waste collection and reverse logistics. Next, the
collected material is sieved, sorted, and cleaned. Once the material is ready to use, an upcycler
finds an innovative way to use it. This creative process adds value to the upcycled product and
determines its sales potential (Gouda et al., 2019). Therefore, upcycling as improved recycling
replaces the linear process of 'cradle to grave' (or build-use-dispose) through material reuse in
continuous cycles, eliminating the concept of waste and reducing toxic substances in the
biosphere.

Upcycling is a viable option for municipal solid waste recovery, especially in unorganized
waste management scenarios where conventional waste recovery options are not efficient.
Unlike standardized industrial production, upcycling is highly dependent on the quantity and
quality of discards and relevant stakeholders. Upcycling at the product level also eliminates the
need for a new product (Szaky, 2014), which means reducing the use of raw materials (material
efficiency) and industrial energy for production, and ultimately reducing greenhouse gas
emissions (Cooper et al., 2016:56). New designs are required for every new upcycle, and
practitioners face uncertainties to develop a design solution. Especially when it comes to
developing and underdeveloped countries, recycling, biodegradation, storage, incineration, etc.
Upcycling is a more appropriate option when other waste management techniques such as waste
management are not efficient (Khan et al., 2018:29). Wilson (2016) argues that when consumers
transform their products, adding a new use and function to them when their life is over, they
will not need to buy another product with the same function. Thus, the benefits of upcycling to
the consumer are outlined in the table below.

132



Girisimcilik Inovasyon ve Pazarlama Journal of Research in Entrepreneurship

Arastirmalar1 Dergisi Innovation and Marketing
Yil: 2023, 7(14): 126-143 Year: 2023, 7(14): 126-143
Table 3. Consumer Benefits of Upcycling
Aesthetic The consumer enjoys the nostalgic, antique, or retro look of upcycled products.

Appeal

) ) Instead of purchasing a new product, the consumer takes advantage of the economic
Economic Savings advantage of recycling the product's waste for another use.

Environmental The consumer provides an environmental benefit by using the product for another
Benefits purpose instead of putting it in the waste category.

Intrinsic Enjoyment | The consumer enjoys the processes of converting, replacing, and harmonizing waste.
Source: Wilson (2016: 7).

Sustainability of packaging, upcycling of packaging, and eco-packaging concepts are
used by a small number of businesses in different sectors in their marketing strategies with an
innovative packaging design approach, thus making businesses different from their
competitors. The concept of upcycling, which reduces the environmental impact by extending
the life of packaging waste and making it sustainable, is not yet widely used as a marketing
strategy in the packaging industry. However, there are studies showing that sustainable
innovative packaging designs affect the consumer positively at the time of purchase. The fact
that the product packaging is included as a component in the marketing mix and that the
packaging can affect the purchasing behavior by affecting the promotional function with an
innovative design approach reveals the idea that the packaging designed with the concept of
upcycling can also positively affect the consumer purchasing behavior. As the packaging
assumes a new function that will benefit the product it contains, and/or acquires a secondary
function after its lifetime is complete, (1) the lamp packaging turns into a lighting fixture, (2)
the cup packaging turns into a coaster, (3) wine packaging that turns into a wine set and (4)
metal frame packaging that turns into a cat house are presented in the study of Arslan and
Barutcu (2019). At the stage of upgrading the packaging, it can also enable the packaging to
interact with the consumer as a new product and provide a new user experience to the consumer.

3. Determine the Relationship between Consumer Attitude to Upcycled Packaging Design
and Purchase Intention

3.1. Purpose of the Research

Today, the importance of environmental values and leaving a better world to future generations
is increasing. At this point, taking into account the environmental awareness and green
consumer values of the target customer groups, determining the effect of consumers' attitudes
towards environmental awareness and sustainability on their intention to purchase upcycled
packaging product are important for businesses that aim to develop new approaches in product
and packaging designs and use sustainable packaging. The main objectives of the research as
follows; (1) determine consumers' awareness of the environment and sustainable packaging, (2)
reveal the relationship among green consumer values, environmental awareness, sustainable
packaging awareness and purchasing behavior of upcycled packaging products, (3) analyze the
relationship between the attitude towards the upcycled packaging products, green consumer
values, sustainable packaging awareness and intention to purchase product with upcycled
packaging.

3.2. Research Methodology

Descriptive research was designed to determine the consumer attitude and purchase intention
towards the upcycled packaging product and to test the alternative hypotheses stated below.
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The internet survey method was used as the data collection method. Survey questions like
expressions in the green consumer values scale were adapted from Haws et al., (2010) and Uyar
(2019), environmental awareness scale, sustainable packaging awareness scale and attitude
towards sustainable packaging scale were adapted from Bohlen et al., (1993), Karaca (2013)
Ovii¢ (2015) and Cmar (2017), and the scale of packaging characteristics were adapted by
Erkinay (1996) and Aygiin (2007), and the expressions on intention to purchase a product with
upcycled packaging scale were created by researchers. The research was designed under
previous studies listed above, and the following alternative hypotheses were tested in this
research as:

H1: There is a positive relationship between green consumer value and environmental
awareness, sustainable packaging awareness, attitude towards sustainable packaging,
purchasing intention to the upcycled packaging product.

H2: There is a positive relationship between environmental awareness and sustainable
packaging awareness, attitude towards sustainable packaging, intention to purchase
product with upcycled packaging.

H3: Sustainable packaging awareness positively influences intention to purchase product
with upcycled packaging.

H4: Green consumer values positively influences intention to purchase product with
upcycled packaging.

H5: Attitude towards sustainable packaging positively influences intention to purchase
product with upcycled packaging.

The questionnaire form prepared to test these alternative hypotheses consists of two
pages. On the first page, the concepts of upcycling and packaging that can be recycled are
explained and 3 different packaging designs with the upcycling feature of 3 different products
are presented. On the second page, a total of 40 questions were prepared in 7 separate sections
regarding the demographic characteristics of the participants, packaging perception, green
consumer values, environmental awareness, sustainable packaging awareness, attitude towards
sustainable packaging and Intention to Purchase Product with Upcycled Packaging, and after
the pilot study conducted on 10 people, questionnaires were made ready for implementation.

The main target group of the research consists of consumers who perform their purchasing
behavior in Turkey. Since it was not possible to reach all individuals, an online questionnaire
was applied to 392 participants who were reached by convenience sampling method. All data
collected by the survey method were analyzed in the SPSS 26.0 program. 2 questions in the
questionnaire were asked as negative control questions and 30 people were excluded from the
analysis due to inconsistent answers, the reverse coded questions containing negative
statements were changed to positive again and 362 questionnaires were evaluated. The
Cronbach Alpha coefficient was used to evaluate the reliability of the scale variables created
within the scope of the research, and the Cronbach Alpha coefficient was calculated as 0.905
and it was determined that the research results were consistent. In the analysis of the data,
frequency distribution for the questions prepared on the nominal scale, descriptive statistics for
the questions prepared on the interval scale were given, and correlation and regression analysis
were used in the tests of the hypotheses.
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3.3. Findings of the Research

Demographic characteristics of the participants participating in the research are presented in
Table 4. According to this, 58.8% of the participants were female and 41.2% were male; It was
determined that 60.2% received undergraduate education, 37.3% were in the 31-40 age group,
and 31.8% had a monthly income of 2501-5000 TL.

Table 4. Demographic Characteristics of Participants

Gender N % Age

Female 213 58.8 <20 19 5.2
Male 149 41.2 21-30 129 35.6
Total 362 100 31-40 135 37.3
Education N % 41-50 46 12.7

Primary School 7 1.9 >51 33 9.1
High School 36 9.9 Total 362 100
College 19 5.2 Monthly Income N %
Undergraduate 218 60.2 <2500 TL 50 13.8
Graduate 82 22.7 2501-5000 TL 115 31.8
Total 362 100 5001-7500 TL 99 27.3
> 7501 TL 98 27.1

Total 362 100

When Table 5 is examined, it is seen that the participants' perceptions of the packaging
features were measured. The perception that the packaging should protect the product (x=4.62)
is the highest, the visual beauty of the packaging is less important than the others for the
participants (x=3.38). Accordingly, it has been concluded that it is important for the packaging
to have environmentally friendly and recyclable packaging after the protection, storage and
providing information functions of the products.

Table 5. Descriptive statistics of Packaging Properties Perception

Packaging Properties X SS

1. | Product protection (Protecting the product from external factors) 4.6271 | 0.54862
2. | Storing the product (Preserving the product for next use) 45138 | 0.63252
3. | Easy to use (Easy-open lid, use of carrier handle, etc.) 4.4144 | 0.63996
n Environmental friendliness (use of environmentally friendly materials, 44254 | 0.69920

recyclable)

5. | Being recyclable (reusing the packaging for a different purpose) 4.2438 | 0.77558
6. | Attractive color and shape (Visual beauty of packaging) 3.3867 | 1.22062
7. | Not in a way that will increase the price of the product 4.1547 | 0.92269
8. 3girr;ge;nformative about the product (Having information on use and 45055 | 0.68318

Descriptive statistics about green consumer values, environmental awareness, and
sustainable packaging awareness level of the people participating in the research are presented
in Table 6. When Table 6 is examined, the average of the answers given to the statements
regarding green consumer values is above (x=3.8) in general. Participants are prone to
purchasing environmentally friendly products to protect the environment, they believe that they
can protect the environment by purchasing environmentally friendly products (x=4.32), they
see themselves as individuals with environmental responsibility (x=4.25), it has been concluded
that the participants maintain their green consumer values in their daily environmental actions.
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Table 6. Descriptive statistics of Green Consumer Values, Environmental Awareness and
Sustainable Packaging Awareness of Participants

Green Consumer Values X SS
1 ;)rt:érlllétsl can protect the environment by purchasing environmentally friendly 43232 0.75391
2. | I consider the potential impacts of my daily life on the environment. 4.2790 0.71164
3 XZS:: choosing a product, | take into account the environmental pollution it may 3.9033 0.89569
4. | I describe myself as an environmentally responsible person. 4.2569 0.76471
5. | 1 use my own bag instead of shopping bags. 3.8978 1.08019
6. | | want to go to the trouble for environmentally friendly activities. 4.1215 1.00229
Environmental Awareness
1. | Global warming is a factor that threatens natural life. 4.7624 | 0.51988
2. | Pollution of drinking water is a factor that threatens human life. 4.8591 0.38610
3. | I turn off the appliances in the house so that they do not work in vain. 4.6077 0.60078
4. | | pay attention to the use of water while doing my personal care. 4.3812 0.72432
5. | Environmental issues matter to me. 4.5028 0.95392
6. | | contribute to recycling by separating the garbage and throwing it away. 3.8204 1.10568
Sustainable Packaging Awareness
1 Before purchasing _products, | try to gather information about the effects of 3.2072 1.02255
products on the environment.
In my decision to purchase the product, the statements and symbols on the
2. | packaging regarding the environmental friendliness of the packaging are | 3.5497 0.99529
important to me.
In my decision to purchase the product, the statements and symbols on the
3. - ’ - : 3.7210 1.08224
packaging that the product is not tested on animals are important to me.
4 In my _deC|S|on to purchqse _the product, the_statements and symbols on the 3.7376 1.02877
packaging that the packaging is recyclable are important to me.

In general, the average of the answers given to the statements about environmental
awareness is high. Participants believe that global warming threatens natural life (x=4.76),
pollution of drinking water endangers human life (x=4.85), cares of environmental issues
(x=4.50), but they have lower contribution to recycling by separating the garbage and throwing
it away (x=3.82). In general, the average of the answers given to the statements regarding the
sustainable packaging awareness of the participants is high, but less than green consumer values
and environmental awareness. The fact that the packaging is environmentally friendly (x=3.54),
and the packaging is recyclable (x=3.73), which is expressed to the consumer by the statements
and symbols on the packaging, are important for the participants. However, it was concluded
that the participants did not make a great effort to collect information about the environmental
effects of the product before purchasing the product (x=3.20), that the participants gave
importance to the statements on the packaging but did not want to go into the effort of collecting
extra information about the environmental effects of the product.

Descriptive statistics regarding the attitudes towards sustainable packaging and intention
to purchase products with upcycled packaging of the participants in the research are presented
in Table 7. When Table 7 is examined, the average of the answers given to the statements
regarding the attitudes of the participants towards sustainable packaging is high. Participants
believe that sustainable packaging is a solution to prevent the destruction of nature (x=4.25),
businesses should find solutions for the packaging and products used to be recyclable and
sustainable (x=4.48), non-recyclable packaging should be legally limited (Xx=4.47), but their
attitude towards accepting to pay extra money for products with sustainable packaging (x=3.69)
is lower. Accordingly, it was concluded that the belief of the participants in the positive
contributions of sustainable packaging to the nature is quite high, that they think that the state
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and businesses should try on this type of packaging, but they expect the expenses to be incurred
for these actions to be borne by the state and businesses, not by consumers. In general, the
average of the responses given to the statements of the participants' purchasing intention to
upcycled packaging product is high.

Table 7. Descriptive statistics of Attitudes towards Sustainable Packaging and Intention to
Purchase Products with Upcycled Packaging

Attitude Towards Sustainable Packaging X SS
1 I think _that sustainable packaging is a solution to prevent the 42597 | 077993
destruction of nature.
2. | Non-recyclable packaging should be limited by law. 4.4779 | 0.71456
3 Companles_should look for ways to d_evelop_sustalnable products 44834 | 073004
and packaging, even at the expense of increasing costs.
4. | | agree to pay extra for products with sustainable packaging. 3.6989 | 1.05550
5 I accept t_he collgctlon of taxes by the state_for the purpose of 39965 | 1.33297
investing in sustainable production and packaging technologies.
Intention to Purchase Product with Upcycled Packaging
1. | Innovations in product packaging increase my desire to buy. 3.6796 | 1.09498
2. | ' would like to reuse the packaging for other work. 4.2293 | 0.82208
3. | It will give me pleasure to use a package by upcycling it. 4.2210 | 0.80909
4 Before _ pur_chasmg the product, I would like to know that the 40055 | 091765
packaging is recyclable.
5 :)r?(izfer the upcycled packaging products, if they are sold similar 43453 | 077681
6. | I agree to pay extra for products with upcycled packaging products. | 3.5304 | 1.15809

Participants want to know whether the packaging of the product they are going to buy is
recyclable (x=4.00), innovations in product packaging can increase their purchasing intention
(x=3.67), they want to reuse the packaging in other works (Xx=4.22) and they will enjoy reusing
by upcycling (x=4.22). Moreover, participants’ preference increases if normal and upcycled
packaging products are similar price (Xx=4.34), however, they are not ready to pay extra price
for the upcycled packaging products, and the level of willingness to accept paying extra money
(x=3.53) decreases. Based on these data, it can be commented that the upcycled packaging
product design should not increase the price of the product too much to increase the desire to
buy. Table 8 shows correlation analysis result to test alternative hypothesis as “H1: There is a
positive relationship between environmental awareness and sustainable packaging awareness,
attitude towards sustainable packaging, intention to purchase product with upcycled
packaging.” When the alternative hypothesis was tested, a significant (moderate, positive,
r=0.561) relationship between green consumer values and environmental awareness, a
significant (moderate, positive, r=0.620) relationship between green consumer values and
sustainable packaging awareness. There is also a significant (moderate, positive, r=0.466)
relationship between green consumer values and attitudes towards sustainable packaging, and
a significant (moderate, positive, r=0.439) relationship between green consumer values and
intention to purchase product with upcycled packaging. According to these relationships, the
H1 alternative hypothesis was accepted, and it was concluded that there was a positive
relationship between consumer values and environmental awareness, sustainable packaging
awareness, attitude towards sustainable packaging and intention to purchase product with
upcycled packaging.

137



Girisimcilik Inovasyon ve Pazarlama Journal of Research in Entrepreneurship
Arastirmalar1 Dergisi Innovation and Marketing
Yil: 2023, 7(14): 126-143 Year: 2023, 7(14): 126-143

Table 8. Correlation Analysis between Green Consumer Values and Environmental
Awareness, Sustainable Packaging Awareness, Attitude towards Sustainable Packaging, and
Intention to Purchase Product with Upcycled Packaging

Intention to
Attitude Purchase
Sustainable towards Product with
Environmental | Packaging Sustainable Upcycled
“ Awareness Awareness Packaging Packaging
Green Pearson Correlation .561* .620* 466> .439*
Consumer Sig. (2-tailed) .000 .000 .000 .000
Values N 362 362 362 362

*Correlation significance level 0.01 (2-tailed).

Table 9 shows correlation analysis result to test alternative hypothesis as “H2: There is a
positive relationship between environmental awareness and sustainable packaging awareness,
attitude towards sustainable packaging, and purchasing intention to the upcycled packaging
product.” When the hypothesis was tested, there was a significant (moderate, positive, r=0.417)
relationship between environmental awareness and sustainable packaging awareness, and a
significant (moderate, positive, r=0.433) relationship between environmental awareness and
attitude towards sustainable packaging.

Table 9. Correlation Analysis between Environmental Awareness and Sustainable Packaging
Awareness, Attitude towards Sustainable Packaging, Intention to Purchase Product with
Upcycled Packaging

Intention to
Sustainable Attitude towards Purchase Product
Packaging Sustainable with Upcycled
Awareness Packaging Packaging
Envi Pearson Correlation A417* 433* .312*
ACV";:S:]‘E“;‘Sema'Sig. (2-tailed) 000 2000 000
N 362 362 362

*Correlation significance level 0.01 (2-tailed).

There is also a significant (low level, positive r=0.312) relationship between
environmental awareness and intention to purchase upcycled packaging products. Based on
these results, the H2 hypothesis was accepted, and it was concluded that there was a positive
relationship between environmental awareness and sustainable packaging awareness, attitude
towards sustainable packaging and intention to purchase upcycled packaging product. Table 10
shows the hypothesis testing of “H3: Sustainable packaging awareness positively influences the
intention to purchase product with upcycled packaging”. According to the regression analysis,
sustainable packaging awareness (f=0.545; p=0.00<.05) has a positive effect on the intention
to purchase product with upcycled packaging. Moreover, the R? value of 0.297 indicated that
29.7% of the variance for intention to purchase product with upcycled packaging was explained
by the independent variables, sustainable packaging awareness, with a significant F value of
152.281 (p < 0.000). For this reason, the H3 hypothesis was accepted, and it was concluded that
consumers' awareness of sustainable packaging should be increased to increase the intention to
purchase products with upcycled packaging.
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Table 10. Regression Analysis for the Effect of Sustainable Packaging Awareness on
Intention to Purchase Product with Upcycled Packaging

Dependent Independent Beta t R R? F p
Intention to Purchase Sustainable

Product with Upcycled - 0.545 | 12.340 | 0.545 | 0.297 | 152.281 | 0.000
Packaging Packaging Awareness

As seen Table 11, regression analysis shows what extent green consumer values predicts
intention to purchase product with upcycled packaging, and test results of “H4: Green consumer
values positively influences intention to purchase product with upcycled packaging”
hypothesis. According to the regression analysis, green consumer values (f=0.439; p=0.00<.05)
have a positive effect on the intention to purchase product with upcycled packaging, and 19,3%
of the intention to purchase product with upcycled packaging is explained by the green
consumer values as independent variable (R2=0.193, F=86.112). Therefore, hypothesis H4 was
accepted.

Table 11. Regression Analysis for the Effects of Green Consumer Values on Intention to
Purchase Product with Upcycled Packaging

Dependent Independent Beta t R R? F p
Intention to Purchase | Green
Product with Consumer 0.439 9.280 0.439 0.193 86.112 0.000
Upcycled Packaging | Values

As seen Table 12, regression analysis shows what extent attitude towards sustainable
packaging predicts intention to purchase product with upcycled packaging, and test results of
hypothesis as “H5: Attitude towards sustainable packaging positively influences intention to
purchase product with upcycled packaging”.

Table 12. Regression Analysis for the Effect of Attitude towards Sustainable Packaging on
Intention to Purchase Product with Upcycled Packaging

Dependent Independent Beta t R R? F p
Intention to Purchase | Attitude towards
Product with Sustainable 0.624 15.156 0.624 0.390 229.692 0.000
Upcycled Packaging | Packaging

According to the regression analysis, the attitude towards sustainable packaging
(B=0.624; p=0.00<.05) has a positive effect on the intention to purchase products with upcycled
packaging. Therefore, hypothesis H5 was accepted. Moreover, 39% of the intention to purchase
product with upcycled packaging was explained by the attitude towards sustainable packaging
as independent variable (R2=0.39, F=229.692).

When considering three regression analysis results, it indicated that all factors
(Sustainable Packaging Awareness/Green Consumer Values/Attitude towards Sustainable
Packaging) were significant. However, attitude towards sustainable packaging had the strongest
effect on intention to purchase product with upcycled packaging using with beta weights (B) of
0.624, with all being significant at p < 0.000.

4. Conclusion

Attitude towards sustainable packaging which explains 39% of intention to purchase product
with upcycled packaging, and sustainable packaging awareness, which explains 29.7% of
intention to purchase product with upcycled packaging are the key point of this research. As
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the positive attitude towards sustainable packaging and sustainable packaging awareness are
increased, the intention to purchase products with upcycled packaging will also increase even
more.

When the results of the research are evaluated in terms of businesses, it is seen that the
intention of the participants to purchase products for upcycled packaging is quite high.
However, it is seen that the participants have a high belief in the positive contributions of
sustainable packaging to nature, and they want the government and companies to try on
sustainable packaging. However, participants expect additional costs for these actions to be
borne by the government or businesses, not by consumers. At the same time, the potential of
participants to prefer products with recyclable packaging from products with similar prices is
quite high. However, although the participants have a high potential to prefer this type of
product, they are not very willing to agree to pay extra money. Based on these data, it can be
commented that the upcycled packaging design should not increase the price of the product too
much to increase the desire to buy.

In the literature review, it was concluded that there is a positive relationship between
green consumer values, sustainable packaging awareness and environmental awareness and
attitudes towards sustainable packaging, as in Oviic (2015)'s research on product purchase
intention with sustainable packaging. In Erkinay's (1996) research on the effect of packaging
on consumer attitudes in food products, it was concluded that the functionality, ease of use and
protection of packaging are more important than aesthetic elements and visual appeal.
Similarly, in this study, it was concluded that the features that the participants gave more
importance were on the issues of protecting the product, storing the product, and providing
information about the product. It has been concluded that the attractive color and shape of the
packaging is less important than other functional properties. However, although Erkinay
(1996)'s research primarily considers the advantages of the packaging in terms of its functional
properties, it can be said that the attractiveness of the packaging and its recognizable quality
are also important and are effective in purchasing behavior. In this study, it was concluded that
the attractive color and shape of the packaging is similarly more important than the average.

As aresult, upcycled packaging design positively affects product purchase intention. It is
seen that as consumers’ knowledge and needs regarding environmental awareness and
sustainability increase, their belief that packaging should be sustainable will also increase. In
addition, it has been concluded that the use of upcycling with an innovative perspective in
packaging design will contribute to the cyclicality and sustainability of packaging, and will be
beneficial for both businesses, consumers and nature. In future research, the relationship
between consumer attitude and purchase intention towards upcycled packaging design can be
examined on a larger sample and in different countries. In new research, new findings can be
reached by determining a specific industry or product category.
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Y Kusaginin Spor Ayakkabis1 Markalarina Sadakatinde Marka
Askin Etkisinin Arastirilmasi”
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Oz

Pazarlarda her gegen giin artan marka sayisi ile yogunlagan rekabet ortaminin gelisimine paralel olarak,
pazarlama strateji ve taktiklerinin de genisletilmesi gerekliligi ortaya ¢ikmistir. Marka aski ve marka askinin
saglanmasinda uygulanabilecek strateji ve taktikler bunlardan birisidir. Marka sadakatini etkileyebilen
marka tatmini, marka degeri, algilanan deger, algilanan risk, algilanan kalite vb. saglanmasinin gerekliligi
hala giincelligini ve onemini korurken bunlarla birlikte, yogun rekabet ortaminda dikkatler, marka askinin
saglanmasina yonelmistir. Marka askinin marka sadakati yaratmada ne diizeyde etkili oldugu arastirma
problemidir ve Y kusaginin, spor ayakkabist tiriinlerine marka sadakati géstermelerinde marka asklarinin
etki diizeyinin belirlenmesi ve spor ayakkabist iiriinlerine marka aski ve sadakati géstermelerinde,
demografik ozelliklerinin farklilik gésterme durumunun arastrimasi, amaglanmaktadir. Y kusaginin
%?73,4tiniin oncelikli olarak tercih ettigi bir spor ayakkabi markasi bulunmakta olup, bu markalara
duyduklart “yakinlik ve baghlik” ile “tutku” boyutlarinda a¢iklanan marka asklar:, marka sadakatlerini
%76 diizeyinde aciklamaktadir. Marka askindaki 1 birimlik degisme marka sadakatini 0.46 diizeyinde
artirmaktadwr.  Spor ayakkabist markalarina gosterilen marka aski ve marka sadakatleri cinsiyet, gelir,
egitim diizeyi ve mesleklerine gore farklilik gostermemektedir.

Anahtar Kelimeler: Tiiketici-nesne iligkisi, marka aski, marka sadakati, Y kusag.

Research on the Effect of Brand Love on Generation Y's Loyalty to Sports
Shoe Brands

Abstract

In parallel with the emergence of the highly competitive environment as a result of the increasing number of
brands in the market, expanding the marketing strategy and tactics has become essential. Brand love and
strategies and tactics that can be applied in maintaining the brand love is one of them. While the necessity
of providing brand satisfaction, brand value, perceived value, perceived risk, perceived quality, etc., which
can affect brand loyalty, is still up-to-date and important, the main attention has been directed to ensuring
brand love, especially in a highly competitive environment. The problem of determining to what extent brand
love is effective in creating brand loyalty and is the aim to determine the effect of brand love on the Y
generation's brand loyalty to sports shoe products and to investigate whether their demographic
characteristics differ in their brand love and loyalty to sports shoe products. 73.4% of the Y generation has
a sports shoe brand that they prefer, and their brand love, which is explained in the dimensions of "intimacy
and commitment" and "passion", explains their brand loyalty at a level 76% and the 1-unit positive change
in their brand love, which is explained in the dimensions of "intimacy and loyalty” and "passion”, increases
their brand loyalty by 46%. Brand love and brand loyalty towards sports shoe brands do not differ according
to gender, income, education level and profession.

Keywords: Consumer-object relationship, brand love, brand loyalty, generation Y.
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Extended Abstract

Today, in parallel with the emergence of the highly competitive environment as a result of the increasing
number of brands in the market, expanding the marketing strategy and tactics has become essential.
Brand love and strategies and tactics that can be applied in maintaining the brand love is one of them.
While the necessity of providing brand satisfaction, brand value, perceived value, perceived risk,
perceived quality, etc., which can affect brand loyalty, is still up-to-date and important, the main
attention has been directed to ensuring brand love, especially in a highly competitive environment.
Carroll and Ahuvia (2006) conceptualized brand love using Sternberg's Love Triangle Theory.
According to Carroll and Ahuvia (2006:81), brand love is defined as “the degree of passionate emotional
attachment a satisfied consumer has for a particular trade name”. The concept of Lovemark was
contributed into the marketing field by Kevin Roberts, the CEO of Saatchi & Saatchi advertising agency.
Roberts (2004:74) describes Lovemark as “...Love is about action. It's about creating a meaningful
relationship. It's a constant process of keeping in touch, working with consumers, understanding them,
spending time with them. And this is what insightful marketers, empathetic designers, and smart people
on the checkout and production line do every day.” The problem of determining to what extent brand
love is effective in creating brand loyalty, which is measured by the effect of sports shoes brand love of
the Y generation.

It is aimed to determine the effect of brand love on the Y generation's brand loyalty to sports shoe
products and to investigate whether their demographic characteristics differ in their brand love and
loyalty to sports shoe products. The population of the research consists of Generation Y. Data were
collected from 402 participants with a survey form applied using the online snowball sampling method.
The dimensions that constitute brand love and brand loyalty were determined by exploratory factor
analysis, and the effect of brand love on brand loyalty was measured by regression analysis. Differences
in brand love and brand loyalty towards sports shoe brands according to demographic characteristics
were tested with t-test and ANOVA analysis. 73.4% of the Y generation has a sports shoe brand that
they prefer, and their brand love, which is explained in the dimensions of "intimacy and commitment"
and "passion", explains their brand loyalty at a level by 76% and the 1-unit positive change in their
brand love, which is explained in the dimensions of "intimacy and loyalty" and "passion", increases their
brand loyalty by 46%. Brand love and brand loyalty towards sports shoe brands do not differ according
to gender, income, education level and profession. The mediating effect of brand love on the loyalty of
Generation Y to sports shoe brands is limited to the consumers who participated in the survey online
and the sports shoe brands they preferred at the time of the survey. Determining the effect level of brand
love on brand loyalty specifically for the Y generation and sports shoe brands constitutes its original
value in terms of theory and practice.
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1. Giris

"Askin idealizmi, is diinyasinin yeni gercekciligidir. Is diinyasi, saygi insa ederek
ve aska ilham vererek diinyay hareket ettirebilir.”

Kevin Roberts

Giliniimilizde pazarlarda artan marka sayis1 ile yogunlasan rekabet ortaminin gelisimine paralel
olarak, pazarlama strateji ve taktiklerinin de genisletilmesi gerekliligi ortaya ¢ikmistir. Marka
aski ve marka askinin saglanmasinda uygulanabilecek strateji ve taktikler bunlardan biridir.
Marka sadakatini etkileyebilen marka tatmini ve algilanan kalitenin saglanmasinin gerekliligi
hala giincelligini ve 6nemini korurken, yogun rekabet ortaminda dikkatler, marka agkinin
saglanmasina yonelmistir. Shimp ve Maden (1988:163) Sternberg'in (1986) liggen ask teorisini
tiikketici-nesne iligkilerine adapte eden ve pazarlamada ask duygusunu ilk tanitan yazarlardir
(Albert vd., 2009:300). Sternberg'in (1986) ask teorisi, agkin ii¢ temel bileseni -yakinlik, tutku
ve karar/baglilik- arasindaki karsilikli iligkileri kavramsallagtirmak icin bir {iggen metafor
kullanmasina dayanir (Sternberg 1986, s.119°den akt. Shimp ve Maden, 1988:164). Bu fi¢
bilesenin cesitli 6rneklemeleri, sekiz farkli ask tiiriine yol acar: (i) Ask-yok (Non-love);
yakinlik, tutku, karar/baglilik yoktur. (i) Hoslanma (Liking); yakinlik vardir, tutku,
karar/baglilik yoktur. (iii) Kara sevda (Infatuated-love) tutku vardir, yakinlik ve karar/baglilik
yoktur. (iv) Bos-ask (Empty-love) karar/baglilik vardir, yakinlik ve tutku yoktur. (v) Romantik-
ask (Romantic-love) yakinlik ve tutku vardir, karar/baglilik yoktur. (vi) Arkadasca-ask
(Companionate-love) yakinlik ve karar/baglilik vardir, tutku yoktur. (vii) Aptalca-ask (Fatuous-
love) tutku ve karar/baglilik vardir, yakinlik yoktur. (viii) Miikemmel-agk (Consummate-love)
yakinlik, tutku, karar/baglilik vardir (Shimp ve Maden, 1988:165). Bu sekiz ask tiirii
Sternberg'in kavramsal ¢abalarini motive eden arastirma sorularina yanitlar saglar: "Birini
sevmek ne anlama gelir? Her zaman ayn1 anlama m1 gelir ve degilse, hangi sekillerde? Asiklar
birbirinden farkli mi1? Neden bazi asklar kaliciymis gibi goriiniirken, digerleri neredeyse
olustuklar1 kadar ¢abuk yok oluyorlar!” (Sternberg 1986, s. 119°den akt. Shimp ve Maden,
1988:164).

Tiiketici davranisi literatiiriinde tiiketici-nesne iligkilerini igeren ¢esitli kavramlar ortaya
cikmistir. Marka diizeyindeki iliskisel kavramlar, marka tutumu ve marka sadakati gibi yaygin
kullanilan terimleri igerir. Bu cesitli kavramlarin ortak bir baglantidan ve birlestirici bir
cerceveden yoksun olmasi (Shimp ve Maden, 1988:163) nedeniyle, marka aski tiiketici-marka
iligkilerinin daha iyi bir aciklayicisi olabilir. Kisileraras: agk ¢ift yonlii olup marka agki ise tek
yonliidiir. Boylelikle marka agki daha az dinamik bir hale gelir ve bu sekilde kisilerarasi agka
gore, lirlin veya markay1 incelemek daha kolay olur (Whang vd., 2004:320).

Carroll ve Ahuvia (2006), Sternberg’in Ask Uggen Teorisi’ni kullanarak marka askini
kavramsallastirmistir. Carroll ve Ahuvia (2006:81)’ya gore marka aski “tatmin olan bir
tiiketicinin belirli bir ticari isme karst duydugu tutkulu duygusal baghligin derecesi” olarak
tanimlanmaktadir. Askmarkasi/Lovemark kavrami ise, Saatchi & Saatchi reklam ajansinin
CEO’su Kevin Roberts tarafindan pazarlama alanina kazandirilarak marka aski teorisine katki
saglanmigtir. Roberts (2004:74) ask ve marka aski benzetmesini “...Oradan, ancak sizi seven
insanlar size soylediginde bir Askmarkasi/Lovemark olabileceginizi kabul etmek kolaydi. Ama
oylece oturup tiiketicilerin size bir Askmarkasi/Lovemark oldugunuzu soylemesini beklemek ¢ok
uzun bir bekleyis anlamina gelebilir. Oysa Ask eylemle ilgilidir. Anlaml bir iliski yaratmakla
ilgilidir. Bu, tiiketicilerle iletisim halinde olmak, onlarla ¢alismak, onlart anlamak, onlarla
vakit gecirmekten olusan sabit bir siirectir. Ve bu, o6n ofis ve iiretim hattindaki zeki
pazarlamacilarin, anlayislh tasarimcilarin ve akilli insanlarin her giin yaptigi seydir.” seklinde
aciklamaktadir. Roberts (2004)’a gore askmarkalari, insanlarin tutkuyla sevdigi markalar,
etkinlikler ve deneyimlerdir (Giovanis ve Athanasopoulou, 2018:275) ve pazarlama ¢abalariyla
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yaratilabilir. Marka agki ise tiiketicinin algilamasi, inanci, duygular ve tutumuyla ilgilidir.
Markanin aktif caba igerisine girip pazarlama faaliyetleriyle agik olunacak marka yaratmasiyla
“Askmarkasi/Lovemark™ olmaktadir. Ancak Askmarkasi/Lovemark olmadan da marka aski
gerceklesebilmekte, tiiketici veya bir grup tiiketici farkli gerekgelerle Askmarkasi/Lovemark
olma cabasi, kaygis1 hatta marka aski yaratma farkindaligi olmayan bir markaya da asik
olabilmektedir.

Askmarkalari/Lovemark'lar Roberts’in teorisinde ask ve saygi olmak {izere iki ana unsura
dayanmaktadir. Askmarkalari/Lovemark teorisi, bir "agk markasinin" iki bileseni olan "ask" ve
"saygi'"nin, marka sadakatinin mantik Gtesinde ana itici giigleri oldugunu 6ne stirmektedir.
Saygi, bir markanin iglevsel yonlerini temsil eder ve temel olarak markanin performansini,
itibarm1 ve giivenini yansitir. Ote yandan ask, tiiketicilerin markayla duygusal iliskiler
gelistirmek icin kullandiklar1 bir markanin duygusal 6zelliklerini temsil eder (Giovanis ve
Athanasopoulou, 2018:276). Marka aski -gizem, duygusallik ve yakinlik- boyutlarinda
aciklanirken, marka saygisi -giiven, itibar ve performans- ile ilgilidir. Gizem, bir takim marka
deneyimleri araciligiyla olusan biligsel deneyimleri ifade etmektedir. Belirli bir kiiltiiriin
efsanevi yonlerini kesfetmeyi, ilham almay1 ve ge¢misi, bugiinii ve gelecegi birlestirmeyi igerir.
Duygusallik, tiiketicilerin bes duyusunu kullanarak marka deneyimi yoluyla insa edilen duyusal
deneyimler anlamina gelir. Miizik, i¢ mekan, renk ve koku, duygusalligin en giizel 6rnekleridir.
Tiiketicilerin duyusal marka deneyimlerinin, markalara kars1 olumlu tutumlarinin gelismesinde
onemli bir etkiye sahip oldugu iddia edilmektedir. Son etken olan yakinlik ise tiiketicilerin ve
markalarin duygusal olarak birbirine bagli olma derecesidir. Askmarkalari ¢agi, hafiza ve imaja
odaklanan tipik markalar yerine, tiiketicilerin kalplerinde yanki uyandiran gii¢lii markalara
(Askmarkalari/Lovemark)  ihtiyag  duymaktadir (Song vd. 2019: 1048-1050).
Askmarkasi/Lovemark’nin amaci iliskiyi ¢ift yonlii iliskiye doniistiirme ¢abasidir ve Roberts
bu bilingle askmarkas1 kavramina odaklanmistir. Langner (2015:615) ise konuyu marka ask1
kapsaminda degerlendirerek kisilerarasi agk ve marka askinin farkli duygulardan olustuklarini
ileri siirmektedir. Kisileraras1i ask ve marka agki farkli duygulardan olugsmaktadir. Marka
askinin duygusal deneyiminin kalitesi kigilerarasi agk iliskisinin duygusal kalitesiyle ayni
degildir. Ciinkii marka aski rasyonel, kisileraras1 ask ise 0Ozgecil kaynaklar tarafindan
yonlendirilmektedir (Langner vd., 2015: 632).

Tiiketici-nesne iligkileri tiiketiciler ve tiiketim nesneleri arasindaki tiim iligski siniflart -
tiriinler, markalar, magazalar, reklamlar vb. iliskileri- kapsar (Shimp ve Maden, 1988:164). Bu
kapsamda Shimp ve Madden (1988), Sternberg'in (1986) licgen ask teorisini tliketici-nesne
iligkileri ¢aligmasina uyarlamaktadir. Sternberg'in teorisine uygun olarak tiiketicilerin nesneler
ile iligkilerinin dogasini anlamada kullanilabilecek kavramsal bir semay1, motivasyon, duygu ve
biligsel, olmak fiizere 1ii¢ ortak psikolojik siirecin dogasini belirlemek icin ¢esitli
kombinasyonlarda etkilesime girdigi goriistindedirler. Tiiketici-nesne iligkilerini, altta yatan ii¢
psikolojik  bileseninin  her bir kombinasyonunu dikkate alarak sekiz tiirde,
kavramsallastirmiglardir. Albert vd. (2009), bir markaya duyulan sevginin kisilerarasi sevgiye
olduke¢a benzer oldugunu agiklamislardir. Gelistirdikleri marka agki 6lgegi marka sadakatini,
marka glivenini ve pozitif agizdan agiza iletisimi agiklamaktadir.

Tiiketiciler sevdikleri markalar1 satin almay1 tercih etmektedirler. Marka sadakati, bir
tiikketicinin belirli bir markaya olan duygusal bagliliginin derecesi ile belirlenir. Marka agki
marka sadakatini tesvik eder (Bae ve Kim, 2023:2415). Fortes vd. (2019) marka askinin marka
sadakatini etkiledigini ve tiiketim diizeyinin bu iliskinin anlaml1 bir moderatorii oldugunu ileri
stirmiistiir. Marka aski konusunda isletmelerin bilgilendirilmesi ile isletmelerin rekabette 6ne
gecebilecek stratejiler gelistirmelerine katki saglanabilir. Marka aski 6lgegi yoneticilere,
markalarina agk hisseden tiiketicilerini belirlemelerine, fenomenin 6nemini ve dinamiklerini
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Olgmelerine, sadakat programlarini iletisim etmelerine veya yeni tliketici segmentasyonu
semalar1 6nermelerine yardim edebilir (Albert vd., 2009:306) .

Bu arastirmada, spor ayakkabis1 markalarina sadakat gosteren yas grubunun Y kusaginda
daha fazla olabilecegi varsayimindan hareketle, Y kusaginin spor ayakkabis1 markalarina iliskin
olarak marka agklarinin marka sadakatlerine etkisi, Sternberg’in (1986) {icgen ask teorisine
benzer sekilde kavramsallastirilarak, bir tiiketicinin markayla olan ask iliskisi, yakinlik, tutku,
baglilik bilesenleri ile olusturulan kavramsal modelde Sekil 1’de yer aldigi sekilde
aciklanmaktadir. Bu calismada Y kusaginin spor ayakkabisi iirlinlerine marka sadakati
gostermelerinde, marka askinin etki diizeyini belirleyebilmek ve spor ayakkabisi iiriinlerine
marka agki ve sadakati gostermelerinde, demografik o6zelliklerinin farklilik gosterme
durumunun arastirilmasi, amaglanmaktadir. Y kusagimin spor ayakkabisi1 markalarina
sadakatinde marka agkinin etkisi online olarak ankete katilan tiiketiciler ve anketin uygulandigi
tarihte tercih ettikleri spor ayakkabis1 markalari ile sinirhdir.

Marka
Sadakati

Baghhk

G
T

Y Kusagi
Demografik
Ozellikleri

Sekil 1. Arastirma Modeli

HI: Y kusaginin spor ayakkabisi markalarma olan marka asklar1 marka sadakatlerini
etkilemektedir.

H2:Y kusaginin spor ayakkabist markalarina olan marka asklar1 demografik 6zelliklerine
gore farklilik gostermektedir.

H3: Y kusagimin spor ayakkabisi markalarina olan marka sadakatleri demografik
ozelliklerine gore farklilik géstermektedir.

2. Marka Aski

Marka askinin tiiketici davranislarina etki diizeyinin belirlenmesi konusu son zamanlarda
dikkatleri ¢eken bir kavramdir. Tiiketici davranislari noktasinda siki bir sekilde arastirilan
marka agki, bir markay1 veya {irlinli kullandiktan sonra tatmin olan bir tiiketicinin hissettigi,
tutkulu ve duygusal bagliligin derecesi olarak ifade edilmektedir (Ercis vd., 2019: 286). Marka
aski Uirtinii talep eden tiiketicilerin, iiriin ve markasina kars1 besledikleri duygusal yakinliktir
(Orgiin vd., 2019: 542). Ask prototipi literatiiriine uygun olarak marka aski, markaya duyulan
tutkuyu, markaya bagliligi, markanin olumlu degerlendirilmesini, markaya kars1 olumlu
duygular1 ve markaya duyulan sevgiyi icermektedir (Caroll ve Ahuvia, 2006: 81). Miisterinin
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bir markaya kars1 duydugu ask, markaya olan olumlu degerlendirmeleri ve olumlu duygularini
kapsayan tutkusu ve baglanma derecesidir (Kalyoncuoglu, 2017: 385).

Markalarin diger markalarla rekabetinde tiiketicilerinin kalbinde ve diger markalardan
farkli bir yerde olmasi gerekmektedir. Markalar sadakatten ve memnuniyetten biraz daha ileride
olan kendilerine askla baglanan miisteriler yaratma stratejisine yonelmektedir. Markalarina
askla baglanan miisteriler, sadik miisterilere gére markalarindan daha zor vazge¢mektedir
(Ozbek ve Dogan, 2018: 269). Baz1 arastirmacilar marka aski kavraminin aslinda psikolojide
yer alan “kisilerarasi ask” kavramindan geldigini belirtmektedir. Sternberg’e gore ask,
“vakinlik, tutku ve baglilik” unsurlarimi bulunduran bir kavramdir. Dolayisiyla Sternberg’in
Kurami “Ucgen Ask Teorisi” olarak ifade edilmektedir. Bu ii¢ unsur bir iicgenin ii¢ acisindaki
noktalara denk gelmektedir (Atak ve Tastan, 2012: 528).

Yakimhk

Tutku Karar/Baghhk

Sekil 2. Bir Iliskide Iki Birey Arasindaki Algi (Sternberg, 1986: 129).

Uggen Ask Teorisine gore iiggenin ii¢ agisina denk gelen askin ii¢ bileseni vardir:

i.  Yakmlik (Uggenin iist kdsesi); ask iliskilerinin duygusal temeli olan yakinlk, aym
zamanda paylasmay1, duygusal destegi, bir bagkasina yiiksek saygi duymay1 ve samimi
iletisimi igerir. Bu duygular, sevgi dolu iligkilerdeki "sicakligin" temelidir (Shimp ve
Maden, 1988:164). Yakilik kisinin sevgi dolu iligskilerde deneyimledigi yakinlik,
baglanabilirlik ve bagimlilik duygularim1 kapsar. Dolayisiyla, sevgi dolu bir iliskide
sicaklik tecriibesine neden olan duygulardir (Sternberg, 1986:119). Tiiketiciler
yasamlar1 boyunca tiiketim nesnelerine karsi giiclii yakinlik ve baghilik duygulari
gelistirirler. Aynm1 zamanda sahipleri iizerinde “giiclii olumsuz” etkisi olan iirlinler de
bulunmaktadir. "O tablodan nefret ediyorum" ve "Bu lanet olasi arabadan nefret
ediyorum" sozleri, yakinlik olarak sevme bileseninin bu kutupsal ucunu géstermektedir
(Shimp ve Maden, 1988:165).

ii.  Tutku (iicgenin sol kosesi); sevgi dolu iligkilerde romantizme, fiziksel ¢ekicilige, cinsel
tamamlanmaya ve ilgili olaylara neden olan diirtiileri ifade eder. Dolayisiyla tutku
bileseni, sevgi dolu bir iligskide tutku deneyimine neden olan giidiisel kaynaklar1 ve diger
uyarilma bigimlerini kapsar (Sternberg, 1986:119).

iii.  Karar/Baglilik (liggenin sag kosesi); kisa vadede kisinin bagka birini sevme kararini,
uzun vadede ise bu sevgiyi siirdiirme vaadini ifade eder. Bu nedenle baglilik bileseni,
sevgi dolu bir iligkinin varlig1 ve bu iligkinin potansiyel uzun vadeli baglilig1 hakkinda
karar vermeye dahil olan biligsel unsurlar1 kendi alani igerisinde kapsar. Karar kisa
vadede kisinin bir bagkasin1 sevme kararini, baglilik ise uzun vadede bu sevgiyi
siirdiirme vaadini ifade eder (Sternberg, 1986:119). Ornegin, kisa vadede tiiketiciler,
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belirli bir iirlinii/markay1, 6zellikleri/faydalar tiiketicinin aradigi seyle uyumlu oldugu
icin sevdiklerine karar verirler. Uzun vadede ise sadakat, durgunluk veya yeniden satin
alma davranisina yol acan diger faktorler nedeniyle markalara bagli hale gelirler (Shimp
ve Maden, 1988:165).

Askin {i¢ bileseni, baz1 6zelliklerine gore farklilik gosterir: yakinlik bileseni duygusal ve
diger ilgiyi gosterirken, karar-baglilik unsuru biligseldir ve yakin iligkilerde goreli olarak daha
stabildir. Tutku bileseni ise, motivasyonel ve diger uyarilmalar1 goreli olarak daha istikrarsiz
ve Ongoriilemeyen bir sekilde gelip gitme egilimindedir (Sternberg, 1986:120). Carroll ve
Ahuvia (2006), Sternberg’in Ask Ucgen Teorisi’ni kullanarak marka askin
kavramsallastirmistir. Carroll ve Ahuvia (2006:81)’ya gore marka aski bir tiikketicinin memnun
oldugu ticari bir isme tutku ile duygusal olarak baglanma derecesidir. Marka aski markaya
hissedilen tutkuyu, baglilig1, markanin pozitif degerlendirilmesini, markaya tepki olarak pozitif
duygular1 ve markaya iliskin ask s6ylemlerini igermektedir (Carroll ve Ahuvia, 2006:81).

Ask bir kisinin diger bir kisiden duygusal olarak etkilendigi ve kars1 tarafa hissettigi derin
duygulardir. Marka agki ise tiiketicinin herhangi bir markadan tatmin olmasi ile birlikte, o
markaya yonelik besledigi tutku, baglilik ve tiim duygusal hislerini icermektedir (Yildiz ve
Giinaydin, 2019:326). Marka agki tiiketicilerin davranislarini olumlu yonde etkilemekte, fiyati
yiiksek de olsa sadik miisteri olmalarini, miisterilerinin marka hakkinda olumlu agizdan agiza
iletisim gelistirmelerini ve markaya duygusal baglamda kendilerini yakin hissetmelerini
saglamaktadir. Boylelikle marka aski miisterilerini markalarina baglamaktadir (Ozmen ve
Kocakus, 2020:4326). Marka agki miisterilerin sadece yiiksek fiyat 6deyerek uzun donemli
iligki siirdlirmelerini degil, ayn1 zamanda markanin hakkinda olumlu agizdan agiza iletisim
kurarak, tamamen igtenlikle markanin tutundurulmasina da katki saglamaktadir (Kalyoncuoglu,
2017:385).

Roberts (2004) marka askindan farkli olarak askmarkalari/lovemarks olarak agikladigi
sayg1 ve agk iligkisini Sekil 3’te yer aldig1 sekilde ifade etmistir:

Yiiksek Saygi
A
Lovemarks
Markalar
Diisiik Ask » Yiiksek Ask
Gegici Heves
Ticarilestirme v

Diisiik Saygi

Sekil 3. Roberts’in Ask Saygi Ekseni (Roberts, 2004: 147).
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Yiiksek saygi yiiksek aski getirmekte ve askmarkalari/lovemark yaratmaktadir.
Markalarin semanin sag iist kdsesine yerlesmek icin ¢aba gostermeleri gerekmektedir (Aydin
vd., 2021: 316). Askta en bastan itibaren saygiya ihtiya¢ vardir. Saygi olmazsa agkin 6mrii uzun
siirmeyecektir. Saygi marka askinin kurulus ilkelerinden biridir. Basarili bir isletmenin
temelinde sayg1 yatmaktadir (Roberts, 2006: 60).

Markaya yonelik agkin kisilerarast ask ile yapisal olarak benzerlik gosterdigine iliskin
arastirmalar mevcuttur. Arastirmalar incelendiginde insanlarin sadece diger insanlara degil
herhangi bir nesneye, liriine veya markaya asik olabildikleri goriilmektedir (Biger ve Sahin,
2020: 130). Albert vd. (2009) bir markaya duyulan ask duygusunun 6lgiilmesi i¢in 22 maddeyi
kapsayan; -benzersizlik, haz, yakinlik, ideallestirme, siireklilik, hayal ve anilar- boyutlarinda 7
boyutlu bir 6l¢ek onermislerdir. Bu 7 boyut; giiven, pozitif agizdan agiza iletisim ve sadakat
olmak iizere iic olumlu davranis1 agiklamaktadir.

3. Marka Sadakati

Marka aski marka kabuliinii, marka sadakatini, agizdan agiza iletisimi, tiiketici marka
iligkilerini, pazar firsatlarini, satin alma niyetini ve fiyat duyarliligmmi azaltmay1
kolaylastirmaktadir (Salehzadeh vd., 2023: 251). Ask markalar1 marka deneyimlerinden farkls,
derin duygusal baga sahip olan markalar olup ¢ogunlukla marka sadakati ile sonu¢lanmaktadir
(Song vd., 2019: 1048). Yiiksek seviyedeki marka agki olumlu agizdan agiza iletisim, daha
yiiksek bir fiyat primi 6demeye daha fazla isteklilik, daha fazla marka sadakati yaratilmasi vb.
konularda, markalar i¢in ¢esitli elverisli sonuglara yol agmaktadir (Huber vd., 2015: 568).

Marka sadakati miisterilerin herhangi bir markaya karsi olan tutkululuk ve baglilik
derecesini gostermektedir (Devrani, 2009: 408). Marka sadakati, tercih edilen {iriin veya
hizmeti gelecekte tekrardan satin alma ve bu niyeti koruma konusundaki derin bagliliktir
(Cavusoglu ve Demirag, 2020: 1071). Oliver (1997: 392) marka sadakatini “...durumsal
etkilere ve degistirme davranisina neden olma potansiyeline sahip pazarlama g¢abalarina
ragmen, gelecekte tercih edilen bir iiriin veya hizmeti tutarli bir sekilde yeniden satin almaya
vonelik derin bir baglilik” olarak tanimlamaktadir (Oliver 1997°den akt., Oliver, 1999: 34).

Marka agki belirli bir marka ile uzun vadeli iliskiyi igermektedir. Miisterileri i¢in ask
duygusu olusturan markalar miisterilerinin sadakatini kazanma konusunda {iist siralara ¢ikmakta
ve bu sayede rekabet avantaji kazanmaktadir. Marka aski marka sadakatini arttirmaktadir
(Aljumah vd., 2022:4). Marka sadakati markay1 satin alma ve tekrar satin alma niyetini, daha
yuksek bir fiyat 6demeye istekli olmayi, diger markalara gegmeyi reddetmeyi ve markayi
baskalarina tavsiye etmeyi ifade eder (Le, 2021: 154). Roberts (2006: 78) bir markanin
asagidaki ifadelerle eslesmesi durumunda agkmarkasi/lovemark olabilecegine iliskin bir test
olusturarak, agkmarkasi/lovemark sadakat iligkinin, 3 kriterden biri oldugunu ifade etmektedir:

e Askmarkasi/lovemark sirketleri, calisanlarini ve markalarin1 birbirine baglamaktadir.
e Askmarkasi/lovemark, mantik 6tesi sadakata/loyalty beyond reason ilham vermektedir.
e Ask isaretleri, onlar1 seven kisilere aittir.

Marka aski markaya sadik miisterileri benimser ve onlari markanizin savunucularina veya
etkileyicilerine dontstiiriir. Tiiketiciler bir markaya asik olduklarinda o markaya olan
bagliliklarini artirirlar (Le, 2021: 154).
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4. Kusak Kavram ve Y Kusagi

Kusak, ayn1 yillarda dogan, tecriibelerini paylasan, zaman iginde birlikte hareket eden, farkl
kritik faktorleri etkileyen ve bu faktorlerden etkilenen yas veya akran gruptaki insani ifade
etmektedir (Aydin, 2020: 20). Ortak sosyal, politik ve ekonomik olaylardan etkilenmesi
kusaklarin en 6nemli 6zelligidir. Aym1 kusaga sahip kisiler kendilerini birbirlerine yakin
hissetmektedir (Yildirim ve Sonmez, 2022: 238). Kusak kavrami, insanlarin dogum tarihi,
gelisim evresi, yas, cinsiyet, meslek gibi demografik 6zelliklerini; yasadigi kiiltiire bagl olarak
orf, adet, gelenek ve gorenekleri, ayni zamana denk gelen insan toplulugunu ifade etmektedir
(Batu ve Tos, 2022: 196). Her bir kusak biinyesinde birtakim karakteristik 6zellikleri ve deger
yargilarin1 barindirmasi nedeniyle, bireyler dogmus oldugu kusak grubunun davraniglarina
benzer Ozellikler gosterirken, diger kusak grubunun davranislarindan farkli o6zellikler
sergilemektedir (Ayhiin, 2013: 96). Her kusak kendi i¢cinde yasadigi toplumdan etkilendigi
kadar yasadigi toplumu etkileyerek belirli bir 6l¢iide degistirmistir. Bu degisim kusaklar
arasindaki farkliliklar1 ortaya c¢ikarmaktadir ve degisimin bazi etkilerinin de diger kusaklar
araciligi ile devam ettirilmesini saglamaktadir (Altuntug, 2012: 204).

Kusak kurami, kusak kusaklarinin benzer tutum ve inanclar gelistirmelerine neden olan
yasam deneyimlerini paylasmalarini agiklar. Bu paylasilan yasam deneyimleri ve sosyal
baglam, her kusak kusaginin yasamlartyla ilgili farkli inanglar, beklentiler ve goriisler ve
dolayisiyla farkli davraniglar gelistirmesine neden olur. Bu nedenle, bu akranlar sadece yas
farkliliklarint degil, degerler, tutumlar ve inanglardaki farkliliklar1 da yakalar. Bu akran etkileri
Omiir boyu siiren etkilerdir. Kusak kurami, ayni zaman diliminde dogan birey toplulugunu
olusturan gruplar igerisindeki benzerliklere ve paylasilan deneyimlere odaklanirken, ayni
zamanda topluluklar arasi ve gruplar arasi farkliliklarin tanimlanmasina da izin verir
(Lazarevic, 2012: 46). Kisileraras1 davranis farkliliklarindan dolay1 ortaya ¢ikmis olan kusak
kavramui, tarih, psikoloji, sosyoloji ve yonetim gibi alanlarda arastirmalara konu olmus ve son
zamanlarda pazarlama biliminin de ilgi odag: haline gelmistir. Bunun temel nedeni, hedef
kitlenin ve tiiketicilerin dogru sekilde analiz edilmesi, anlagilmasi ve stratejilerin gelistirilmesi
icin kusak kavramima ve kusaklara ait Ozellikleri incelemeye daha fazla yogunlagmasi
gerekliligidir (Saritag ve Barutgu, 2016: 2).

Kusaklarin  kategorilere ayrilmasinda tarih araliklari ile ilgili net bir bilgi
bulunmamaktadir. Ayni toplum igerisinde bulunan farkli kusaklar, algi, yasam tarzi, iletisim ve
hayata bakis agis1 gibi noktalarda birbirinden ayrilmaktadir (Mutlu, 2022: 65). Bu farkl
kusaklarin genel kabul goren bir siniflandirmasi; Sessiz Kusak (1925-1945), Bebek Patlamasi
Kusagi (1945-1965), X Kusag1 (1965-1979), Y Kusag1 (1980-1999) ve Z Kusag1 (2000 ve
sonrasi doganlar) seklindedir (Celebi ve Bayrakdaroglu, 2018: 114). Dogum yillarinda ki ortak
ozelliklerine gore siniflanan bu kugaklar Tablo 1’de agiklanmaktadir.

Tablo 1. Kusaklarin Karsilastirilmasi

. Bebek Patlamas < < <
Sessiz Kusak Kusafn X Kusag Y Kusag Z Kusag
Sadakat duygular Sadakat duygulart Sadakat duygulart . <

yiiksek yiiksek degisken Sadakat duygular1 az Teknoloji ile dogan
Yogun komguluk Takim caligmasina Is motivasyonlar Otoriteyi zor
SO . .. Yaratici
iliskileri Onem veren yiiksek kabullenen
Otoriteye saygili Iskolik Otoriteye saygili Bireyci Isbirlikgi
Iskoliklik Kanaatkar Topluma duyarli Sik is degistiren
Toplumsal degerlere . Teknoloji ile iliskisi < < R
adanmishk Rekabetci diisiik Bagimsizligina diiskiin
Genis aile kiiltiirii Teknolojiye uzak Kaygili Teknoloji ile biiyiiyen

Kaynak: Kanbur ve Sen (2017: 121).
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Tablo 1’de agiklandig1 lizere dogum yillarina gore ayrilan kusaklarin genel sadakat
duygulari en yaglidan en gencine gelinceye kadar azalmaktadir. Bu kapsamda Y kusagi ve Z
kusaginin sadakat duygularinin az oldugu bilinmektedir. Bu arastirmanin amaci kapsaminda
ki Y kusagi, 1980-1999 yillar1 arasinda dogan kisilerdir. Bu kusak internet kusagi, echo-
boomers, millenial ve nexters olarak da adlandirilmaktadir. Bu tanimlar Y kusaginin kendinden
onceki kusaklardan farkin1 ortaya koymak amaciyla kullanilmaktadir (Yiksekbilgili,
2013:343). Bu kusak, terérizm, dogal afetlerin yasandigi, obezite ve AIDS gibi hastaliklarin
oldugu bir donemde yetigen bireyleri kapsamaktadir. Bu dénem siyasi, ekonomik ve teknolojik
gelismelerin de onceki donemlere gore daha hizli gergeklestigi bir zaman dilimidir (Kuyucu,
2017: 851).

Y kusagi, dijital ortamlarin ¢ekiciligi ile biiyiiyen ilk kusak olup iiyelerinin yarisindan
fazlas ilkokul Oncesi bilgisayar ile tanigmistir. Ailelerine, arkadaslarina, bilgiye ve eglenceye
istedikleri zaman erisebilen bu gengler, ilgi odagi olmay1 aligkanlik haline getirmistir (Eksili ve
Antalyal1, 2017: 93). Y kusagi icin teknoloji hayatlarindaki birgok seyin simgesi halindedir.
Teknoloji bu kusagin X kusagina gore iistiin oldugu bir alandir. Ayn1 zamanda hizhi tiiketmeyi
seven bu grubun lyeleri, “kitlesel olan1 degil kisiye 6zel olan1” sevmektedir. Girisimcilik Y
kusaginin en 6nemli 6zelliklerindendir (Yasa ve Bozyigit, 2012: 33). Y kusagi giinlerinin
neredeyse 15 saatini medya ve iletisim teknolojileriyle etkilesimde gegirmektedir. Bu kusak
icin 6nemli olan rahat yasamaktir. Flip-flop’lar, iPod, tatoo ve kapri pantolonlar tarzlarinin bir
parcasidir. Calismayr sevmekle birlikte, yasamlarmmin sadece isten ibaret olmasini
istememektedirler (Tiirk, 2017: 16). Bu kusagin iiyeleri, farkli olmaktan ve fark edilmekten
hoslanmakta, degisimi desteklemekte, calistiklart kurumdan her konuda esneklik
beklemektedir. Y kusagiyla iletisim saglamada en onemli nokta takdir ve geribildirim olarak
goriilmektedir. Is tutumlar agisindan Y kusaginda orgiite baglhilik ve is doyumlar diisiiktiir
(Onurlubas ve Oztiirk, 2018:988). Y kusagi iiyeleri coklu gérev yapabilen yiiksek adaptasyon
giicline sahip olmakla birlikte, yaptiklar1 isten ¢abuk sikilmaktadir. Ileri diizey muhakeme
edebilme ve hizli bilgi edinme giicline sahiptirler. Bu kusaktakiler takim calismasina yatkin,
gelecege meydan okuyabilen Ozgiirlikklerine diiskiin ve ayni zamanda yiiksek hayat
standartlarina sahiptir (Armagan ve Kiigiikkambak, 2015: 91). Y kusagi internetin gelistigi
yillarda diinyaya gelen ilk kusaktir. Dogduklar1 andan itibaren medya ve reklamlarin etkisinde
kalmalar1 nedeniyle, ebeveynlerine gore daha fazla marka bilincine sahiptir. Y kusag iiyeleri
arasindaki ekonomik sartlar karsilastirildiginda, reel alim giicii yiiksek ve diisiik olan iiyeler
arasindaki farkliligin, simdiye kadar incelenen tiim kusaklar igerisinde en biiyiik farka sahip
olan kusak oldugu ileri siiriilmiistiir (Yesil ve Fidan, 2017: 101).

5. Y Kusagimin Marka Asklarinin Marka Sadakati Tutum ve Davranislarina Etkisi

Son yillarda tiiketici davranislar ile ilgili arastirmalar derinlestirilerek gencglerin bir tiiketici
olarak nasil davrandiklari ve yetiskin bir tiiketici oluncaya kadar nasil bir degisim gosterdikleri,
isletmeler ve pazarlama uygulayicilari tarafindan 6nem arz etmektedir (Eskiler vd., 2016: 709).
Hedef kitlesi Y kusagi olan isletmeler, Y kusaginin degisime uyum saglayan kusaklarin basinda
gelmesi nedeniyle, degisime daha fazla uyum saglamalidir. Y kusagi, ailesinin begendikleri ve
istedikleri ile yetinen bir kusak olmayip, aksine hem kendisi hem de ailesinin tliketim
tercihlerinde s6z sahibidir (Davutoglu vd., 2021: 231). Y kusagimin tiiketim davranislar
incelendiginde; bir {irlin veya hizmeti satin almadan Once ayrintili olarak arastirdigi,
yasitlarindan degerlendirme aldig1 ve degerlendirmelerden etkilendigi ileri siiriilmektedir. Hem
yaptiklari iste hem de tiiketim aliskanliklarinda fark edilmek ve 6ne ¢ikmak istemektedirler. Y
kusagi bireyleri diger bireylerden farkli goriinmek, farkli imaj ve kimliklere sahip olduklarini
gostermek amaciyla iiriin ve markalar1 kullanmaktadir (Toka ve Akyol, 2023: 101). Y kusagi,
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begendigi markalara kars1 genellikle ¢ok tutkulu ve hareketlilerdir. Bu kusagin bireylerinin
duygusal degere daha fazla 6nem verdikleri iddia edilmistir (Rodrigues ve Rodrigues, 2019:
831).

Cok uluslu sirketler, tiiketicilerin kiiresel markalara yonelik olumlu algilarini gelistirmek
ve tiiketici marka iligkilerini arttirmak amaciyla, biiylik yatirimlar yapmaktadir. Dolayisiyla
marka aski Y kusagi ile bu tiir iliskileri gelistirmek i¢in 6nemli bir faktordiir (Safeer vd., 2023:
686). Marka agk1 yeni bir kavram olmakla birlikte, tiiketici sirket iligkilerini tanimlamak i¢in
onemli bir terimdir. Isletmeler stratejilerini benzersiz {iriinler satmaktan miisteriyle yakin kisisel
iliskiler kurmaya dogru degistirirken, marka aski 6nem kazanmaktadir (Aljumah vd., 2022: 2).

Marka agku, tiiketiciler ve markalar arasindaki etkilesimin 6nemli bir sonucudur. Marka
aski, tiiketicilerin marka sevgisini ilk tanimlayan markalarla gergeklestirdikleri “yakin iliskiler”
olarak tanimlanmaktadir (Yadav vd., 2023: 31). Literatiirdeki arastirma bulgulari, marka
sadakatinin marka askinin sonuglarindan biri oldugunu gostermektedir (Le, 2021: 156).
Duyusal deneyim, marka askinin ana itici giicii olmaktadir. Duyusal deneyim, esas olarak
miisterilerin marka giivenini artirirken, entelektiiel deneyimin marka giiveni iizerinde higbir
etkisi yoktur. Marka agki, miisterilerin davranigsal sadakatini gelistirmede ana mekanizma iken,
marka giiveni tutumsal sadakatlerini sekillendirmektedir. Marka deneyimi ve marka sadakati
arasindaki iliskilerde marka aski ve marka giiveni araci etkiye sahiptir (Huang, 2017: 915).

Marka aski yeri doldurulamaz “begeni” kavramindan ¢ok daha derin bir anlam ifade
etmektedir. Dolayisiyla marka aski marka sadakati, marka kutsallig1 ve marka savunuculugu
gibi bir¢ok insay1 etkileyen 6nemli bir unsur olarak ortaya ¢ikmistir (Widya ve Mursalin, 2023:
1023-1024). Santos ve Schlesinger’in (2021) arastirma sonuglarinda, marka deneyimi ve marka
aski, marka sadakati ve internet lizerinden yayimlanan TV hizmetlerine yiiksek bir fiyat
o0demeye isteklilik lizerinde, dogrudan bir etkiye sahiptir. Ayrica, marka deneyiminin marka
sadakati ve yiiksek bir fiyat 6demeye isteklilik lizerindeki etkisine kismen marka agki aracilik
etmektedir. Ghorbanzadeh (2021) marka askinin marka sadakatinin en gii¢lii onciilii oldugunu
ve memnuniyet ve duygusal marka baglili§ina kiyasla marka sadakatini dogrudan etkileyen tek
degisken oldugunu gostermistir. Ayrica dolayl etkiler incelendiginde de, duygusal baglanma
ve marka aski gibi duygusal yapilarin, doyumdan sonra bagliliga geg¢is siirecinde, araci rol
oynadigini belirlemistir.

Y kusag tiiketicileri, niifusun yasa gore dagiliminda ki biiytikliikleri, hali hazirda 6nemli
miktardaki harcama gii¢leri ve gelecekte de biiyilik harcama potansiyelleri nedeniyle, giiniimiiz
pazarinda ¢ok onemli bir segment haline gelmektedir. Bir hedef pazar olarak Y kusagi
tiiketicileri, geleneksel pazarlama ¢abalarina direnglidirler ve sadik tiiketiciler olmalar1 ve elde
tutulmalari, zorluk gostermektedir. Markalara sadakatsizlikleriyle tinliidiirler ve markalara ¢ok
sadik ve kendini adamig X kusag tiiketicilerinin aksine, siirekli tekrar satin almalarini giivence
altina almak zordur. Y kusaginin markalara yaklasimini anlamak, bu segmenti hedefleyen
herhangi bir marka stratejisinin anahtaridir. Bugiine kadarki literatiir, tipik olarak vefasiz Y
kusaginin sadakatinin nasil artirilacagimi ele almamaktadir (Lazarevic, 2012: 45).
Tangsupwattana ve Liu (2018) Y kusaginin duygusal deneyiminin sembolik tiikketim deneyimi
tizerinde anlamli ve pozitif bir etkiye sahip oldugunu, sembolik tiiketimin marka sadakati
tizerinde olumlu bir etki sagladigini belirlemistir. Safeer vd. (2023) algilanan marka giivenligi
boyutlarinin, Asya’li Y kusaginin —siirekli satin alma niyeti ve fazla fiyat ddeme istekliligi vb.-
davranigsal sonuclarinin, marka agkini da anlaml diizeyde etkiledigini belirlemistir. Liu vd.
(2020) Y kusaginin yagam tarzinin otellere duyduklar1 marka agklarinin, yeniden ziyaret etme
niyeti ve yliiksek fiyat 6deme istekliligi lizerindeki etkilerini kanitlamislardir.
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6. Yontem

Arastirmanin evrenini Y Kusag1 (1980-1999 yillart arast dogumlular) olusturmaktadir. Anket
formu 04.03.2023 - 04.04.2023 tarihleri arasinda online kartopu Orneklemesi yontemi ile
uygulanmig, 402 katilimci anketi doldurmustur. Anket formu ii¢ bolimden olusmaktadir.
Birinci boliimde “Y kusag: bireylerinin spor ayakkabisi satin aldiginda veya satin almak
istediginde markasi ne diizeyde etkili olmaktadir? Oncelikli olarak tercih edebilecekleri bir
spor ayakkabist var midir? Varsa bu spor ayakkabisinin markasi nedir? ve Spor ayakkabi
markalarmmin farkindaligi/hatirlanabilirliligi” kapsaminda bu arastirma ic¢in hazirlanmistir.
Ikinci boliimdeki sorular 22 maddeden olusmakta olup, Y kusagimin tercih edebilecekleri spor
ayakkabis1 markalarina asklar1 kisilerarasi agk teorisinde agiklanan 3 boyuttan tutku olcegi
Huber vd. (2015) ¢alismasindan 6 madde ve Sarkar vd. (2012) calismasindan 4 madde olmak
tizere 10 madde ile Olciilmiistiir. Yakinlik ol¢egi Sarkar vd. (2012) calismasindan 4 madde.
baghlik ol¢egi Heinrich vd. (2012) calismasindan 4 madde ile ve Y kusaginin tercih
edebilecekleri spor ayakkabisi markalarina davranigsal ve tutumsal sadakatleri Chaudhuri ve
Holbrook (2001) calismasindan 4 madde ile odl¢iilmiistiir. Ugilincii boliimde ki sorular
katilimcilarin demografik 6zelliklerini belirlemeye yonelik hazirlanmistir.

6.1. Arastirma Bulgulan

Katilimcilarin demografik  6zellikleri Tablo 2’de verilmistir. Katilimcilarin ¢ogunlugu
degerlendirildiginde; %60,9 ile kadinlarin, dogum yillar1 incelendiginde Y kusaginda dogum
yilina gore %13,9 ile 1999 yil1 dogumlularin, %48,5 ile lisans mezunlarinin, mesleklerine gore
dagilimlarinda da %29,9 ile 6zel sektor ve %28,1 ile kamu sektorii ¢alisanlarinin olusturdugu
goriilmektedir. Katilimeilarin ¢ogu ¢aligma hayatinda yer almakta ve gelir dagiliminda
cogunlugu 10000 TL iizeri gelire sahip olanlar olusturmaktadir.

Tablo 2. Katilimeilarin Demografik Ozellikleri

f %
Cinsiyet Kadm 245 60,9
Erkek 157 39,1
Dogum Yih 1999 56 13,9
1996 48 11,9
1997 42 10,4

1998 36 9,0

1995 30 7,5

1991 24 6,0

1994 21 5,2

1993 20 5,0

1992 19 4,7

1989 18 4,5

1990 15 3,7

1988 11 2,7

1985 10 2,5

1980 8 2,0

1981 8 2,0

1982 8 2,0

1986 8 2,0

1987 8 2,0

1983 6 1,5

1984 6 1,5

Ogrenim Diizeyi Lisans 195 48,5
Yiiksek lisans 109 27,1

Onlisans 41 10,2

Doktora 29 7,2

Lise ve alt1 28 6,9
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Tablo 2 (Devami). Katilimcilarin Demografik Ozellikleri

Meslegi Ozel Sektor 120 29,9
Kamu Sektorii 113 28,1
Ogrenci 57 14,2
Calismiyor 40 10,0
Diger 37 9,1
Ev Hanimi 20 5,0
Serbest 15 3,7
Aylik Ortalama 12001-15500 b 69 17,2
Kisisel Gelir 8501-12000 b 68 16,9
1500 b ve alt1 65 16,2
15501-19000 b 51 12,7
1501-5000% 37 9,2
31500 b ve iistii 30 7,5
5001-8500 b 29 7,2
19001-22500 28 7,0
22501-28000 b 21 5,2
28001-31500 b 4 1,0
Toplam 402 %100

6.1.1. Gegerlilik ve Giivenilirlik Analizi

Marka agki ve marka sadakati 6lcek maddelerinin normal dagilim analizi ¢arpiklik (skewness)
ve basiklik (kurtosis) sonuglarina goére degerlendirilmistir. Marka askina iliskin 18 madde ve
marka sadakatine iliskin 4 maddenin carpiklik degerleri -1,178 ve 662 araliginda, basiklik
degerleri -1,192 ve 763 araliginda hesaplanmistir. Cikan katsay1 degerlerinin, %99 giivenirlik
araliginda +2.58 ile -2.58 olmasi nedeniyle sonuclar normal dagilim gostermektedir.

Olgeklerin gecerliligi ve faktdr yapisinin analizinde marka askini —tutku, yakinlik ve
baglilik- boyutlarinda dlgcen 18 madde ve marka sadakatini -davranissal ve tutumsal sadakat-
boyutlarinda o6lgen 4 maddeye Kesfedici Faktér Analizi (KFA) uygulanarak o6lgeklerin
gecerliligi ve faktorlerine iliskin bulgular ve Cronbach Alfa a i¢ tutarlilik katsayisi ile 6l¢iilen
giivenirliligi, her bir faktor i¢in Tablo 3’te verilmistir. KFA’de Varimax dondiirme teknigi
kullanilarak en fazla varyansi agiklayan faktor yapilanmasini ortaya ¢ikarma ongoriilmiistiir.

Tablo 3. Kesfedici Faktor Analizi

Marka Aski Madde No Faktor Yiikleri
Faktor 1 Yakinhk ve Baghhk Aciklanan Varyans : %59,302 Giivenilirlik 0=,936
Bu markayla olan iliskimde neredeyse “biiyiilii” bir sey Tutkul 0,650

oldugunu diigiiniiyorum.

Benim i¢in bu markayla olan iliskimin olduk¢a énemli Tutku2 0,650

oldugunu diigiiniiyorum.

Bu markaya duygusal olarak yakin hissediyorum. Yakinlik1 0,826

Bu markadan 6nemli 6l¢iide duygusal destek aliyorum. Yakinlik2 0,878

Bu markayla olan iliskimde &zel bir sey var. Yakinlik3 0,888

Bu markay1 samimi buluyorum. Yakinlik4 0,697

Bu markaya asir1 odaklandim. Baglilik1 0,781
Magazada bu marka varsa baska markalar1 satin almam. Baglilik3 0,569

Cogu zaman kendimi bu markaya cok yakin hissediyorum.  Baglilik4 0,671

Faktor 2 Tutku Aciklanan Varyans : %10,096 Giivenilirlik 0=,939
Bu markanin ideal oldugunu diisiiniiyorum. Tutku3 0,775

Bu markay1 almaktan zevk aliyorum. Tutku4 0,808

Bu markayi1 kullanmaktan her zaman mutluyum. Tutku6 0,870

Bu markay1 cok ¢ekici buluyorum. Tutku7 0,715

Bu marka beni memnun etmektedir. Tutku® 0,871

Bu marka beni cezbetmektedir. Tutku9 0,724

Bu marka beni hayran birakmaktadir. TutkulO 0,631

Bu marka ilk tercihim olur. Baglilik2 0,716

n=402; KM0=0,950>0,70; Barlett Sphericity (x?)=6403,953; p<0,001),

Toplam Aciklanan Varyans: %69,398
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Tablo 3 (Devam). Kesfedici Faktor Analizi

Marka Sadakati Madde No Faktor Yiikleri
Faktor 3 Marka Sadakati Aciklanan Varyans : %72,200 Giivenilirlik 0=,871
Bir daha spor ayakkabisi satin aldigimda bu markay1 satin =~ Davranigsall 0,895

alacagim.

Bu markay1 satin almaya devam etmeyi diisiiniiyorum. Davranigsal2 0,886

Kendimi bu markaya bagli hissediyorum. Tutumsall 0,793

Bu marka i¢in diger markalara gére daha yiiksek bir fiyat Tutumsal2 0,821

O6demeye raziyim.
n=402; KM0=0,48>0,70; Barlett Sphericity (x*)=918,535; p<0,001)
Toplam Aciklanan Varyans: %72,200

Tablo 3’te yer alan KFA sonuclarinda KMO ve Barlett’s Testi yapilmis, sonuglar veri
setinin KFA i¢in uygun oldugunu ortaya koymustur. Marka askinin —tutku, yakinlik ve baglilik-
boyutlar1 bu aragtirmada 2 faktérde birleserek, Faktor I -yakinlik ve baglilik- olarak Faktor 2
ise —tutku- boyutu olarak yer almistir. Marka askini 1. Boyut olan yakinlik ve baglilik %59,302,
tutku boyutu ise %10,096 diizeyinde acgiklamaktadir. Marka sadakatini 6l¢cen degiskenlerin
aciklama giicii ise %72,200 diizeyindedir. Faktorlerin giivenilirlik katsayilar1 Faktor 1 a=0,936
ve Faktor 2 0=0,939 ve marka sadakati Faktor 3 a=,871 ile yiiksek giivenilirlik diizeyindedir.

Marka agkin1 tutku boyutunda 6l¢en 10 maddeden ilk ikisi tutku 1 ve tutku 2 Faktor 1°de,
daha sonraki maddelerden olan tutku 3, 4, 6, 7, 8, 9 ve 10 Faktor 2’yi olusturan degiskenlerdir.
Tutku 5 ise “Bu markanin yeni iiriinlerini kesfetmek benim igin zevktir’in faktor yiikleri 0,552
ve 0,557 olarak her iki faktérde de yer almasi nedeniyle analizden ¢ikarilmistir. Marka agkini
yakinlik boyutunda 6l¢en 4 maddenin tamami Faktor 1 boyutunda yer almigken, marka askini
baglilik boyutunda 6l¢en 4 maddeden baglilik 1, 3 ve 4 Faktor 1°de baglilik 2 ise Faktor 2°de
yer almistir.

6.1.2. Olcek Maddelerinin Tamimlayict Istatistikleri

Y kusaginin Spor ayakkabisi satin aldiklarinda veya satin almak istediklerinde markasinin etki
diizeyi, 0-hi¢ etkilememektedir/6-¢cok etkilemektedir araliginda, 6l¢iilmiis ve sonuglari Tablo
4’°te agiklanmaktadir.

Tablo 4. Spor Ayakkabist Tercihinde Markanin Etki Diizeyi

N Ortalama Std Sapma
Spor ayakkabisi satin alindiginda veya satin almak 402 4,443 1,5785
istenildiginde markasinin etkili olma diizeyi.

Tablo 4 incelendiginde Y kusaginin spor ayakkabisi satin alindiginda veya satin almak
istenildiginde markasi, 0-6 aras1 Olgekte 4,443 diizeyinde etkiledigi sonucu elde edilmistir.
Tablo 5’te yer aldigi lizere Y kusaginin %73,4 iiniin oncelikli olarak tercih edebilecegi bir spor
ayakkab1 markas1 bulunmaktadir.

Tablo 5. Oncelikli Olarak Tercih Edilen Bir Spor Ayakkabi Markasi

Sikhik Yiizde Gecerli Yiizde Kiimiilatif Yiizde
Evet 295 73,4 73,4 73,4
Hayir 107 26,6 26,6 26,6

3

Sternberg’in kisileraras1 aski aciklayan “iliggen ask teorisi” nin boyutlarini olusturan
“tutku, yakinlik ve karar-baghlik”, marka askini 6lgmede literatiirde yer aldigi sekilde bu
arastirmada da; Y kusaginin spor ayakkabisi markalarina olan marka askini -tutku, yakinlik,
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karar/baglilik- boyutlarinda 6lgen 18 maddenin tanimlayici istatistik sonuglar1 ve davranigsal
ve tutumsal sadakatlerine iligkin tanimlayici istatistik sonuclari, Tablo 6’da sunulmustur.

Tablo 6. Marka Aski1 ve Marka Sadakati Tanimlayici Istatistik Sonuglar

Tutku Ortalama | Standart Sapma
1-Bu markayla olan iliskimde neredeyse "biiyiilii" bir sey oldugunu diisiiniiyorum. 2,600 1,2298
2- Benim i¢in bu markayla olan iliskimin olduk¢a 6nemli oldugunu diisiiniiyorum. 2,754 1,2600
3-Bu markanin ideal oldugunu diisiiniiyorum 3,597 1,1569
4- Bu markay: almaktan zevk aliyorum. 3,555 1,2407
5-Bu markanin yeni iiriinlerini kesfetmek benim i¢in bir zevktir. 3,052 1,4017
6- Bu markay1 kullanmaktan her zaman mutluyum. 3,751 1,2176
7-Bu markay1 cok ¢ekici buluyorum. 3,408 1,2079
8-Bu marka beni memnun etmektedir. 3,938 1,1338
9-Bu marka beni cezbetmektedir. 3,411 1,1949
10-Bu marka beni hayran birakmaktadir. 3,112 1,2494
Yakinhk

11-Bu markaya duygusal olarak yakin hissediyorum. 2,642 1,3083
12-Bu markadan &nemli dl¢iide duygusal destek aliyorum. 2,289 1,2480
13- Bu markayla olan iliskimde 6zel bir sey var. 2,351 1,2864
14- Bu markay1 samimi buluyorum. 2,883 1,3414
Baghhk

15- Bu markaya agsir1 odaklandim. 2,572 1,3216
16- Bu marka ilk tercihim olur. 3,495 1,3311
17- Magazada bu marka varsa bagka markalar1 satin almam. 2,674 1,3495
18-Cogu zaman kendimi bu markaya ¢ok yakin hissediyorum. 3,017 1,2915
Davranigsal Sadakat

1-Bir daha spor ayakkabisi satin aldigimda bu markayi satin alacagim. 3,294 1,2327
2-Bu markay1 satin almaya devam etmeyi diisiiniiyorum. 3,555 1,1957
Tutumsal Sadakat

3-Kendimi bu markaya bagli hissediyorum. 2,510 1,3292
4-Bu marka i¢in diger markalara gore daha yiiksek bir fiyat 6demeye raziyim. 2,843 1,4046

1-Kesinlikle Katilmiyorum, 2-Katilmiyorum, 3-Ne katiliyorum Ne Katilmiyorum, 4-Katiliyorum, 5-Kesinlikle Katiliyorum

Tablo 6’da yer aldig1 iizere Y kusaginin spor ayakkabis1 markalarina olan marka agkini
aciklayan tutku boyutu “3,938 ve 2,600 araliginda “katiliyorum” ve “ne katilryyorum ne de
katilmyyorum” diizeyindedir. Y kusagi tutku boyutuna iliskin 10 degiskenden “bu marka beni
memnun etmektedir”, “bu markayt kullanmaktan her zaman mutluyum”, “bu markann ideal
oldugunu diistiniiyorum” ve “bu markayr almaktan zevk aliyorum” ifadelerine katilmakta, diger
6 degiskene “ndtr” kalmaktadir. Y kusaginin spor ayakkabisi markalarina olan marka askini
aciklayan yakinlik boyutuna ise katilmamakta ve “ndtr”’e yakin kalmakta, baglilik boyutuna ise
“notr” diizeyinde katilmaktadir. Y kusaginin kullandiklar1 spor ayakkabilarina tutumsal
sadakatleri “notr” diizeyinde iken, davranissal sadakatleri “Bu markay: satin almaya devam
etmeyi diisiiniiyorum” maddesine 3,55 diizeyinde, “Bir daha spor ayakkabist satin aldigimda
bu markayr satin alacagim” maddesinde ise yine “nétr” diizeyinde kalmaktadir.

6.1.3. Korelasyon Analizi

Y kusagmin spor ayakkabist markalarina sadakatlerinde marka askinin etkisini test etmek
amaciyla korelasyon analizi yapilmistir. Elde edilen bulgular Tablo 7’de agiklanmaktadir.

Tablo 7. Korelasyon Analizi

Degiskenler Yakinhk Baghhk Marka Sadakati
Tutku

Yakinlik ve Baglilik 1

Tutku ,740"" 1

Marka Sadakati 817 ,809™ 1

Korelasyon 0.01 diizeyinde anlamlidir ( p<0,01)
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Tablo 7 Y kusaginin spor ayakkabisina iligkin marka asklar1 ve marka sadakatleri arasinda
giiclii iligski oldugunu gostermektedir. Marka asklarini olusturan boyutlardan yakinlik ve
baglilik ile marka sadakatleri arasinda Pearson korelasyon testi sonucuna gore yiiksek diizeyde,
pozitif yonde dogrusal iliski vardir (r=.817 , p=.000). Marka aski1 marka sadakati iligkisi, marka
askinin diger boyutu olan tutku i¢in de yine giiclii ve pozitif yonlii bir iliski olarak belirlenmistir
(r=.809 , p=.000).

6.1.4. Hipotezlerin Test Edilmesi

Y kusaginin spor ayakkabis1 markalarina sadakatinde marka askinin etkisinin test edilmesinde
coklu dogrusal regresyon analizi sonuglar1 Tablo 8’de yer almaktadir. Modelde Y kusaginin
spor ayakkabilarina marka sadakatine etki eden bagimsiz faktorler Faktor 1:yakinhik ve
baglilik, Faktor 2:tutku olarak analiz gerceklestirilmistir.

Tablo 8. Regresyon Analizi

Bagimli Degisken: Marka Sadakati
Bagimsiz Degiskenler: Yakinhk ve Baghlik, Tutku

Degiskenler R R? F p B Standart B t p
hata
Yakinlik ve ,376 ,029 ,467 12,792 ,000
Baglilik
872 760 629,835 000
Tutku 390 030 468 12,816 000

Tablo 8’de yer aldigi lizere marka asklarini olusturan “yakinlik-baglilik ve tutku”
boyutlar1 marka sadakatinin anlamli bir yordayicisidir ( F=629,835, p<,000). Marka askinin
marka sadakati tizerindeki etkisini olugturan her iki boyuta iligkin model varyansin %76’sin1
aciklamaktadir. Y kusaginin spor ayakkabisi markalarina marka sadakatlerinin %76’s1 marka
asklar1 ile aciklanmaktadir. Boyutlarin her birisi ayr1 ayr1 marka sadakatini etkilemekte
(p<,000) ve ayni diizeyde yordamaktadir (f=,467 ve p=,468). Marka askindaki 1 birimlik
degisme marka sadakatini 0.46 diizeyinde artirmaktadir. H; hipotezi kabul edilmistir. Y
kusaginin spor ayakkabis1 markalarina olan marka asklar1 “yakinlik ve baghlik” ile “tutku”
boyutlarinda marka sadakatlerini, etkilemektedir.

Y kusaginin spor ayakkabisi marka agklarinin cinsiyetlerine gore farklilik olusturup
olusturmadigina iliskin analiz sonuclar1 Tablo 9’da agiklanmaktadir.

Tablo 9. Cinsiyete Gore Marka Agki T-testi Sonuglart

Cinsiyet n F p t df p2
Marka Aski  Kadin 244 1,131 ,288 ,018 400 ,986
(Yakinlik ve Erkek 157
Baglilik)
Marka Agk1 (Tutku) Kadin 244 ,444 ,506 ,355 398 ,723
Erkek 157

Tablo 9’da Levene testi sonuglarina gore (F=1,131 p=0,288 > 0,05) varyanslar esit
dagilmistir. 'Y kusaginin spor ayakkabis1 markalarina iligkin marka asklari cinsiyetlerine gore
degerlendirildiginde; t istatistik degeri sonuglarinda (p=0,986> 0,05) olup kadin ve erkekler
arasinda istatistiksel olarak anlamli bir fark yoktur. H> hipotezi cinsiyet degiskeni i¢in kabul
edilmemistir.

Y kusaginin spor ayakkabis1 marka agklarinin gelir diizeylerine gore farklilik olusturup
olusturmadigina iligkin analiz sonuglar1 Tablo 10°da agiklanmaktadir.
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Tablo 10. Gelire Gore Marka Aski1 Anova Analizi Sonuglari

Levene p df1 df2 F p
Istatistigi
Gelir ,496 877 9 392 928 ,501
diizeyi
Marka Aski (Yakinlik ve
Baglilik)
Marka Aski (Tutku) Gelir 1,013 ,429 9 390 1,642 ,102
diizeyi

Tablo 10°da Levene testi sonuglarina gore (p=0,877> 0,05 ve p=0,429> 0,05) varyanslar
esit dagilmistir. Y kusaginin spor ayakkabisi markalarina iliskin marka asklar gelir diizeylerine
gore degerlendirildiginde; F istatistik degeri sonuglarinda (F=,928 p=,501> 0,05 ve F=1,642
p=,102> 0,05) olup gelir diizeyleri arasinda istatistiksel olarak anlamli bir fark yoktur. H»
hipotezi gelir degiskeni i¢in kabul edilmemistir.

Tablo 11. Egitim Diizeyine Gore Marka Aski Anova Analizi Sonuglari

Levene p df1 df2 F P
Istatistigi
Egitim Diizeyi ,462 ,805 5 394 1,239 ,285

Marka Aski
(Yakinlik ve
Baglilik)
Marka Askt  Egitim Diizeyi 3,965 ,002 5 392 2,143 ,048
(Tutku)

Tablo 11°de Levene testi sonuglarina goére marka agki “yakinlik ve baglilik” faktorii i¢in
(p=0,805> 0,05) varyanslar esit dagilmistir. Levene testi marka aski “tutku” faktorli igin
(p=,002< 0,05) varyans homojenligi varsayimi saglanmamistir. Y kusaginin spor ayakkabisi
markalarina iligkin marka asklar1 egitim diizeylerine gore degerlendirildiginde; varyanslarin
esit dagildig varsayimini karsilayan yakinlik ve baglilik F istatistik degeri sonuglarinda
(F=1,239 p=,285> 0,05) egitim diizeyleri arasinda istatistiksel olarak anlamli bir fark yoktur.
H; hipotezi egitim degiskeni i¢in kabul edilmemistir.

Tablo 12. Meslege Gore Marka Aski Anova Analizi Sonuglari

Levene df1l df2 F P
istatistigi p
Meslek 1,099 ,362 6 395 1,896 ,080

Marka Aski
(Yakinlik ve
Baglilik)
Marka Aski  Meslek 3,359 ,003 6 393 2,534 ,020
(Tutku)

Tablo 12°de Levene testi sonuglarina gére marka agki ”yakinlik ve baglilik” faktorii igin
(p=0,362> 0,05) varyanslar esit dagilmistir. Levene testi marka aski “tutku” faktorl igin
(p=,003< 0,05) varyans homojenligi varsayimi saglanmamistir. Y kusaginin spor ayakkabisi
markalarina iliskin marka asklar1 meslege gore degerlendirildiinde; F istatistik degeri
sonuglarinda (F=1,896 p=,080> 0,05) yakinlik ve bagllik faktorii ile meslek gruplari arasinda
istatistiksel olarak anlamli bir fark yoktur. Hz hipotezi meslek degiskeni i¢in kabul edilmemistir.

Y kusaginin spor ayakkabis1 marka sadakatlerinin cinsiyetlerine gore farklilik olusturup
olusturmadigina iligkin analiz sonuglar1 Tablo 13°de agiklanmaktadir.
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Tablo 13. Cinsiyete Gore Marka Sadakati t- testi Sonuglar1

Cinsiyet n F p t df p
Marka Sadakati Kadin 244 , 494 ,483 ,405 400 ,686
Erkek 157

Tablo 13’te Levene testi sonuglarma gore (F=,494 p=0,483 > 0,05) varyanslar esit
dagilmistir. 'Y kusagiin spor ayakkabisi markalarina iliskin marka sadakatleri cinsiyetlerine
gore degerlendirildiginde; t istatistik degeri sonuclarinda (p=0,686> 0,05) olup kadin ve
erkekler arasinda istatistiksel olarak anlamli bir fark yoktur. H3 hipotezi cinsiyet degiskeni i¢in
kabul edilmemistir.

Tablo 14. Gelire Gore Marka Sadakati Anova Analizi Sonuglari

Levene p df1 df2 F P
Istatistigi
Marka Sadakati  Gelir diizeyi ,991 ,447 9 392 1,226 277

Tablo 14’de Levene testi sonuglarina gore (p=0,447> 0,05) varyanslar esit dagilmistir. 'Y
kusaginin spor ayakkabisi markalara iliskin marka sadakatleri gelir diizeylerine gore
degerlendirildiginde; F istatistik degeri sonuclarinda (F=1,226 p=277> 0,05) olup gelir
diizeyleri arasinda istatistiksel olarak anlamli bir fark yoktur. Hs hipotezi gelir degiskeni icin
kabul edilmemistir.

Tablo 15. Egitim Diizeyine Gore Marka Sadakati Anova Analizi Sonuglari

Levene P df1l df2 F P
Istatistigi
Egitim Diizeyi 2,252 ,063 4 397 872 ,480

Marka Sadakati

Tablo 15’de Levene testi sonuglarina gore (p=0,063> 0,05) varyanslar esit dagilmistir. 'Y
kusaginin spor ayakkabisi markalarma iligkin marka sadakatleri egitim diizeylerine gore
degerlendirildiginde; F istatistik degeri sonuglarinda (F=0,872 p=,480> 0,05) olup, egitim
diizeyleri arasinda istatistiksel olarak anlamli bir fark yoktur. Hs hipotezi egitim degiskeni i¢in
kabul edilmemistir.

Tablo 16. Meslege Gore Marka Sadakati Anova Analizi Sonuglar

Levene P df1l df2 F P
Istatistigi
Meslek 3,005 ,007 6 395 2,111 ,051

Marka Sadakati

Tablo 16’da Levene testi sonuglarina gore (p=,007< 0,05) varyans homojenligi varsayimi
saglanmamustir.

7. Sonug¢ ve Degerlendirme

Tiiketici-nesne iliskilerinin konu alinmasi uygulama ve teoride her gegen giin daha fazla 6nem
kazanmaktadir. Kisilerarasi ask kavramina benzetilen marka agki kavrami tiiketici-nesne
iliskilerini agiklamada en yaygin kullanilan ve bilinen kavramlar igerisindedir. Bu arastirmada
da Y kusaginin spor ayakkabisi iiriinlerine marka sadakati gostermelerinde, marka agkinin etki
diizeyini belirlemek amaglanmustir.
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Sternberg (1986)’in {iggen ask teorisinde kisileraras1 ask i¢in “tutku, yakinlik, karar-
baglilik” olarak acikladig ii¢ boyut, marka agki i¢in bu aragtirma sonuglarina gore “yakinlik ve
baghlik” ve “tutku” olarak iki boyutta belirlenmistir. Marka askini1 bu boyutlardan “yakinlik ve
baglilik” %59 diizeyinde, “tutku” %10 diizeyinde agiklamaktadir. Y kusaginin spor ayakkabisi
markalarina duyduklar1 marka sadakatlerini etkileyen degiskenlerden, marka asklarini
olusturan “yakinlik ve baglilik” ve “tutku” boyutlarina iliskin modelin ag¢iklama giicii %76
diizeyindedir. Y kusaginin spor ayakkabisi markalarina olan marka asklar1 “yakinlik ve
baglilik” ve “tutku” boyutlarinda marka sadakatlerini etkilemektedir. Marka askindaki 1
birimlik degisme marka sadakatini 0.46 diizeyinde artirmaktadir. Bu sonug, marka agkinin
marka sadakatini etkiledigini belirleyen, literatiirdeki diger arastirma sonuglarinda da
desteklenmektedir (Le, 2021; Santos ve Schlesinger, 2021; Ghorbanzadeh, 2021). Bu
aragtirmanin sonuglarinda Y kusaginin spor ayakkabi markalarina olan marka agklar cinsiyet,
meslek, gelir ve egitim diizeylerine gore farklilik gostermemektedir.

Literatiirde tutumsal ve davranigsal sadakat (Chaudhuri ve Holbrook, 2001), olarak 2
kapsamda agiklanan marka sadakati; bu arastirmanin sonuglarinda tek boyutta birlesmistir. Y
kusaginin spor ayakkabr markalarina sadakat gostermelerine iliskin bu ¢aligmada 6lgiilen bu
boyut, marka sadakatini %72 diizeyinde agiklamaktadir. Marka sadakatinin demografik
ozelliklere gore farklilik olup olmadig1 konusunda da literatiirde bulunan c¢aligmalarda farkl
bulgular elde edilmistir (Arslan, 2018 ; Biger ve Sahin, 2020). Bu ¢alismada Y kusaginin spor
ayakkabis1 markalarina marka sadakati gdstermeleri, cinsiyet, egitim ve gelir diizeylerine gore
farklilik gostermemektedir.

Son zamanlarda tiiketicilerin markalarmma duygusal anlamda yogun bir ilgisi vardir.
Marka aski herhangi bir markaya kars1 yogun duygusal ve tutkulu bir bagliligin sonucunda
olusmaktadir. Marka aski markaya yonelik olumlu duygular1 gelistirmektedir. Marka agk1
marka sadakatini, agizdan agiza iletisimi, satin alma niyetini, fiyat duyarliligin1 ve pazar
firsatlarin1  kolaylagtirmaktadir. Marka agki tiiketici ve marka arasinda duygusal bag
kurulmasina ve bu bagin giiclendirilmesini saglamaktadir. Marka aski cogunlukla marka
sadakati ile sonug¢lanmaktadir. Marka sadakati bir tiiketicinin tercih ettigi bir iiriin veya hizmeti,
dis faktorlerin etkisi ile degistirdigi donemler olsa dahi, fiyatina ragmen yeniden satin
almasidir. Marka sadakatini marka askinin giiclendirmesi nedeniyle isletmeler de marka
sadakatlerini olusturmak i¢in, hedef pazarlarinin duygularina yonelmistir. Miisterileri i¢in ask
duygusu olusturan markalar, miisterilerinin sadakatini kazanmakta ve yogun rekabetten
etkilenmemektedir.

Gelecek Arastirma Onerileri

Bu arastirma Y kusagi (1980-1999 yillar1 arasinda dogumlu) olan ve spor ayakkabist kullanan
bireyler arasinda yapilmistir. Bu ¢alismanin spor ayakkabisi sektoriinde ve farkli sektorlerde de
yinelenmesi karsilastirma ve genelleme yapabilmek acisindan fayda saglayacaktir. Bu
arastirmada marka aski Sternberg’in (1986) {icgen ask teorisine dayanarak oOlclilmiistiir.
Literatiirde yer alan farkli marka agki olgekleri ile aragtirmanin yenilenmesi, marka aski
Olceklerinin genisletilmesine katki saglayabilecektir. Marka askinin marka sadakatine etkisi,
marka sadakatinin farkli boyutlariyla —duygusal, tutumsal, davranigsal- olciildiigii caligmalar
ile desteklenerek, bu arastirmanin sonuglariyla karsilastirilmasi 6nerilmektedir.
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