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Dergi Hakkinda

Turkish Journal of Marketing Dergisi yilda 3 defa
yayimlanan (Nisan, Agustos ve Aralik sayilar)
uluslararasi, online ve hakemli bir dergidir.
TUJOM'un amaci; Pazarlama Bilimlerinin g¢esitli
alanlarindaki bilimsel arastirmalar1 yayinlamaktir.
Dergi ile ilgili her tirli islem ve basvuru
https://tujom.org adresinden yapilabilir. Yazilarin
bilimsel sorumlulugu yazarlara aittir.

Odak ve Kapsam

Turkish Journal of Marketing (TUJOM), Tiirkiye'de
Pazarlama alaninda yayim yapan spesifik bir alan
dergisidir. TUJOM"un amaa ilk olarak Turkiye'de
ulusal bir dergi statiisi kazanmak ve bununla
birlikte uluslararasi dlizeyde taninir ve uluslararasi
indekslerde taranir bir dergi olmaktir. Boylelikle
Pazarlama alaninda c¢alisan akademisyenlerin
calismalarini yayimlama konusundaki sorunlarina
bir alternatif sunmaktir. Bu amagla, SSCI
kapsaminda taranan bir dergi olabilmenin
gereklilikleri titizlikle takip edilmektedir.

About The Journal

Turkish Journal of Marketing (TUJOM) is an
international online journal that is published 3
times in a year in English and Turkish. The purpose
of TUJOM is publishing the scientific research in
various fields of Marketing. All kinds of
transactions and the application about the journal
can be made from https://tujom.org. The scientific
responsibility of articles belongs to the authors.

Focus and Scope

Turkish Journal of Marketing (TUJOM) is a specific
field journal which engaged in publishing in the
field of Marketing. The aim of the TUJOM is earn the
national journal status in Turkey and be known in
an international level and browsing in
international indexes. So that, it can be an
alternative solution to the problem of academics
about publishing their papers. By this purpose, the
procedure of being a SSCI member is monitored
closely.
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PUBLICATION ETHICS RULES

Turkish Journal of Marketing [TUJOM] is an international, peer-reviewed
multidisciplinary journal dedicated to publishing scholarly articles on all aspects of
Marketing and Marketing Sciences. Available online and published 3 times a year,
the journal aims to become one of the leading platforms in the world for new findings
and discussions of all fields of Marketing and Marketing Sciences.

THE POSITION OF TURKISH JOURNAL OF MARKETING
PUBLISHING ETHICS

Turkish Journal of Marketing [TUJOM] is committed to maintaining the highest
ethical standards for all parties involved in the act of publishing in a peer-reviewed
journal: the author, the editor of the journal, the peer reviewer and the publisher.

The publishing ethics of Turkish Journal of Marketing, both internally and externally,
are based on- and adhere to- the Double-blind refereeing process is applied in the
journal TUJOM. Referee and the author (s) are unaware of the identity of each other.

Scientific studies are sent to at least two referees in the evaluation process.
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EDITOR RESPONSIBILITIES

Accountability:

The editors of Turkish Journal of Marketing [TUJOM] are accountable and
responsible for deciding which of the articles submitted to the journal should be
published. The editor may be guided by the policies of the journal's editorial board
and constrained by such legal requirements as shall then be in force regarding libel,
copyright infringement and plagiarism. The editor may confer with other editors or

reviewers in making this decision.
Impartiality:

The reviewing process and publication decision will occur without regard to race,
gender, sexual orientation, religious belief, ethnic origin, citizenship, or political
philosophy of the authors.

Confidentiality:

The editor(s) and any editorial staff will not disclose any information about a
submitted manuscript to anyone other than the corresponding author, reviewers,

potential reviewers, other editorial advisers, and the publisher, as appropriate.
Disclosure and Conflicts of Interest:

Unpublished materials disclosed in a submitted manuscript will not be used in an
editor's own research without the express written consent of the author. Privileged
information or ideas obtained through peer review will be kept confidential and not
used for personal benefits. Editors make fair and unbiased decisions independent of
commercial considerations, and ensure a fair and appropriate peer-review process.
Editors recuse themselves (i.e. should ask a co-editor, associate editor or other
member of the editorial board instead to review and consider) from considering
manuscripts in which they have conflicts of interest resulting from competitive,
collaborative, or other relationships or connections with any of the authors,
companies, or (possibly) institutions connected to the papers. Editors will require all

contributors to disclose relevant competing interests and publish corrections if
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competing interests are revealed after publication. If needed, other appropriate action

will be taken, such as the publication of a retraction or expression of concern.
Involvement and Cooperation in Investigations:

Editors of Turkish Journal of Marketing [TUJOM] will guard the integrity of the
published record by issuing corrections and retractions when needed and pursuing
suspected or alleged research and publication misconduct. Editors should pursue
reviewer and editorial misconduct. An editor should take reasonably responsive
measures when ethical complaints have been presented concerning a submitted
manuscript or published paper, in conjunction with the publisher (or society). Such
measures will generally include contacting the author of the manuscript or paper and
giving due consideration of the respective complaint or claims made, but may also
include further communications to the relevant institutions and research bodies, and
if the complaint is upheld, the publication of a correction, retraction, expression of
concern, or other note, as may be relevant. Every reported act of unethical publishing
behaviour must be looked into, even if it is discovered years after publication.
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REVIEWERS RESPONSIBILITIES

Contribution to Editorial Decisions:

Peer review assists the editor in making editorial decisions and through the editorial

communications with the author may also assist the author in improving the paper.
Promptness:

Any selected referee who feels unqualified to review the research reported in a
manuscript or knows that its prompt review will be impossible should notify the

editor and excuse himself/herself from the review process.
Confidentiality:

Any manuscripts received for review must be treated as confidential documents.
They must not be shown to, or discussed with others except as authorized by the

editor.
Standards of Objectivity:

Reviews should be conducted objectively. Personal criticism of the author is
inappropriate. Referees should express their views clearly with supporting

arguments.
Acknowledgement of Sources:

Reviewers should identify relevant published work that has not been cited by the
authors. Any statement that an observation, derivation, or argument had been
previously reported should be accompanied by the relevant citation. A reviewer
should also call to the editor's attention any substantial similarity or overlap between
the manuscript under consideration and any other published paper of which they

have personal knowledge.

Disclosure and Conflict of Interest:
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Privileged information or ideas obtained through peer review must be kept
confidential and not used for personal benefit. Reviewers should not consider
manuscripts in which they have conflicts of interest resulting from competitive,
collaborative, or other relationships or connections with any of the authors,

companies, or institutions connected to the papers.
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AUTHOR RESPONSIBILITIES

Reporting Standards:

Authors should present their results clearly, honestly, and without fabrication,
falsification or inappropriate data manipulation. Authors should describe their
methods clearly and unambiguously so that their findings can be confirmed by

others.
Originality, Plagiarism and Acknowledgement of Sources:

Authors should adhere to publication requirements that submitted work is original,
is not plagiarized, and has not been published elsewhere - fraudulent or knowingly
inaccurate statements constitute unethical behaviour and are unacceptable. If an
author has used the work and/or words of others, that this original is been
appropriately cited or quoted and accurately reflects individuals' contributions to the

work and its reporting.
Data Access and Retention:

Authors may be asked to provide the raw data in connection with a paper for
editorial review, and should in any event be prepared to retain such data for a

reasonable time after publication.
Ethics:

Authors should only submit papers only on work that has been conducted in an

ethical and responsible manner and that complies with all relevant legislation.

Disclosure and Conflicts of Interest:

All authors should disclose in their manuscript any financial or other substantive
conflict of interest that might be construed to influence the results or interpretation
of their manuscript. All sources of financial support for the project should be

disclosed.
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Authorship of the Paper:

Authorship should be limited to those who have made a significant contribution to
the conception, design, execution, or interpretation of the reported study. All those
who have made significant contributions should be listed as co-authors. Where there
are others who have participated in certain substantive aspects of the research
project, they should be acknowledged or listed as contributors. The corresponding
author should ensure that all appropriate co-authors and no inappropriate co-
authors are included on the paper, and that all co-authors have seen and approved
the final version of the paper and have agreed to its submission for publication.

Multiple, Redundant or Concurrent Publication:

An author should not in general publish manuscripts describing essentially the same
research in more than one journal or primary publication. Submitting the same
manuscript to more than one journal concurrently constitutes unethical publishing

behaviour and is unacceptable.
Fundamental Errors in Published Works:

When an author discovers a significant error or inaccuracy in his/her own published
work, it is the author's obligation to promptly notify the journal editor or publisher
and cooperate with the editor to retract or correct the paper. If the editor or the
publisher learns from a third party that a published work contains a significant error,
it is the obligation of the author to promptly retract or correct the paper or provide
evidence to the editor of the correctness of the original paper.
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PUBLISHER'S RESPONSIBILITIES

Turkish Journal of Marketing, as the publisher of TUJOM, encourages the editors to
follow the the Double-blind refereeing process. Referee and the author (s) are
unaware of the identity of each other. Scientific studies are sent to at least two referees
in the evaluation process. Publisher defines the relationship between publisher,
editor and other parties in a contract, respect privacy (for example, for research
participants, for authors, for peer reviewers), protects intellectual property and
copyright, and fosters editorial independence.

Publisher works with journal editors to set journal policies appropriately and aim to
meet those policies, particularly with respect to:

- Editorial independence,

- Research ethics, including confidentiality, consent, and the special requirements for
human and animal research,

- Authorship,

- Transparency and integrity (for example, conflicts of interest, research funding,
reporting standards,

- Peer review and the role of the editorial team beyond that of the journal editor,

- Appeals and complaints,
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Publisher works with journal editors to:

- Communicate journal policies (for example, to authors, readers, peer reviewers),
review journal policies periodically, particularly with respect to new
recommendations from the Double-blind refereeing guidelines,

- Maintain the integrity of the academic record,

- Assist the parties (for example, institutions, grant funders, governing bodies)
responsible for the investigation of suspected research and publication misconduct
and, where possible, facilitate in the resolution of these cases,

- Publish corrections, clarifications, and retractions and

- Publish content on a timely basis.

TUJOM JOURNAL PUBLISHER TUJOM JOURNAL EDITORS-IN-CHIEF
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YAYIN ETIGI KURALLARI

Turkish Journal of Marketing [TUJOM], Pazarlama ve Pazarlama bilimlerinin
tiim yonleri tizerine olan bilimsel makaleleri yaymlamaya kendini adamus, diger
akran hakemlerin degerlendirmelerine tabi, coklu bilim dalindan olusan, uluslararasi
bir dergidir. Internet iizerinden online olarak yilda 3 kez yayinlanan dergimiz,
Pazarlama ve Pazarlama bilimleri ile ilgili tiim alanlardaki yeni bulgular ve
degerlendirmeler iizerine diinyadaki lider platformlardan biri olmay:
hedeflemektedir.

TURKISH JOURNAL OF MARKETING [TUJOM] DERGISINDEKI
MAKALELERIN YAYIN ETiGi KURALLARI ACISINDAN
DURUMU

Turkish Journal of Marketing [TUJOM], akran hakemlerin degerlendirmelerine
tabi olup, bir derginin yaymlanmasinda yer alan tiim taraflarin en yiiksek etik
kurallar cercevesinde davranmalarini saglamay: taahhiit etmistir. Bu taraflar;

yazarlar, derginin editorii, yardimci/boliim editorleri, akran hakemler ve yayimadir.

TUJOM yayin etigi kurallari, iceride ve disarida, “cift-korleme hakemlik
stirecine”, yani makale yazar(lar)inin ve hakemlerin kimliklerinin birbirlerinden
gizlenerek yapilan bir yontemle incelenmesi tizerine kuruludur ve bu ilkeye sadik
kalinarak uygulanir. Bilimsel calismalar, degerlendirme agsamasinda en az iki

hakeme (degerlendiriciye) gonderilir.
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EDITOR’UN SORUMLULUKLARI
Hesap Verebilirlik:

Turkish Journal of Marketing [TUJOM] dergisinin editorleri, dergiye gonderilen
makalelerden hangilerinin yayinlanacagi hususunda karar verme asamasimndan
sorumludurlar ve bu konuda hesap verme konumundadirlar. Editor, derginin yayin
kurulunun ilkeleri dogrultusunda yonlendirilebilir ve sonradan yirirliige
girebilecek olan yayn yoluyla hakaret, telif hakki ihlali ve eser hirsizlig1 gibi yasal
sartlar nedeniyle smirlandirilabilir. Editor, bu karar1 verirken diger editorler ya da

hakemlerle bu durumu miizakere edebilir.
Tarafsizlik:

Makalelerin degerlendirme ve yayinlanma karar1 asamasi; yazarlarin irk, cinsiyet,
cinsel yonelim, dini inang, etnik koken, tabiiyet veya siyasi felsefesine bakilmaksizin

gerceklesecektir.
Gizlilik:

Editor(ler) ve editor kurulu, gonderilen bir taslakla ilgili herhangi bir bilgiyi, -eger
aciklamak uygun gortiliirse- ilgili yazar, hakemler, potansiyel hakemler, diger yayin

danismanlari ve yayinci disinda hi¢ kimseye agiklamayacaklardir.
Bilgilendirme ve Cikar Catismasi:

Yaymn i¢in gonderilen bir taslakta agiga ¢ikmis ama yayimlanmamis materyaller,
yazarin agik rizasi olmadan editoriin kisisel arastirmasinda kullanilamaz. Bagimsiz
degerlendirme sonucu elde edilen secgkin bilgi ve fikirler gizli tutulacak ve kisisel
cikarlar igin kullanilmayacaktir. Editorler, ticari kaygilardan bagimsiz, adil ve
onyargisiz kararlar verirler ve adil ve uygun bir bagimsiz degerlendirme siirecini
temin ederler. Editorler rekabete dayanan, ortak calismaya dayali ya da bagka
iliskilerden kaynakli veya makalelerle baglantili herhangi bir yazar, sirket ya da
muhtemel kurum baglantilar1 sebebiyle ortaya ¢ikan ¢ikar catismalarmin oldugu
makale taslaklarinin degerlendirmesinden feragat ederler, geri cekilirler, (baska bir
deyisle, diger editor, yardimc editor veya yayimn kurulundan bagka birisinin bu
degerlendirmeyi kendisinin yerine yapmasin isterler). Eger bu faydalar yayindan

sonra meydana c¢ikarsa editorler, tiim katilmcilardan catisan ¢ikar unsurlarini
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agiklamalarmi ve diizeltmeleri yayinlamalarimi isterler. Eger ihtiya¢ duyulursa,
cayma kararinin yayimlanmasi ya da kaygilarin ifade edilmesi gibi baska uygun

tedbirler alinir.
Sorusturmalara Katilim Ve Isbirligi:

TUJOM Editorleri, ihtiyag halinde diizeltmeleri ve cayma durumlarin bildirerek ve
siipheli veya stipheli iddias1 olan arastirmalar: ve yayin suiistimallerini takip ederek
yayinlanmis belgenin biitiinltigiinii saglayacaktir. Editorler, hakem ve yazi isleri ile
ilgili suiistimalleri takip etmelidirler. Bir editor; basvuru yapilmis bir makale taslag:
ya da yayimlanmis bir makale ile ilgili olarak yayinci veya toplumla baglantili olan
yayin etigi ile ilgili sikayetler yapilmigsa bunlarla ilgili makul cevabi onlemleri
almalidir. Bu tiir 6nlemler genelde makale taslaginin ya da yayimlanmis makalenin
yazariyla baglanti kurmak veya ilgili sikayet ya da ortaya konulan iddiaya gereken
onemi vermek seklinde olabildigi gibi, ilgili kurumlar ve arastirma organlariyla daha
ileri seviyede baglantilar kurmak seklinde de olabilir. Eger iddia onanirsa, ilgili
olmasi halinde, diizeltmenin, cayma durumunun yayinlanmasi, kayg: ya da baska
bir bilginin ifade edilmesi seklinde olmasi da miimkiindiir. Bildirilen her bir etik dis1
yayin davranisi hareketi, yayimdan yillar sonra bile ortaya cikarilsa mutlaka

sorusturulmalidir.
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HAKEMLERIN SORUMLULUKLARI
Editoryal Kararlara Katkai:

Akran degerlendirmesi, editore, yaymla ilgili kararlar vermesinde ve editoriin

yazarla editoryal iletisimine, yazarin makaleyi gelistirmesine yardimci olur.
Hizli Davranma:

Secilmis herhangi bir hakem; bir makale taslaginda ortaya konan aragtirmay1 gozden
gecirme konusunda kendisini yetersiz hissederse veya taslagin hizli ve objektif bir
sekilde gozden gegirmesinin miimkiin olamayacagin bilirse, editorii bilgilendirmeli

ve degerlendirme siirecinden alinmasini istemelidir.
Gizlilik:

Degerlendirme igin gelen herhangi bir makale taslagy, ‘gizli dokiiman” olarak kabul
edilmelidir. Bu dokiimanlar editor tarafindan yetkilendirilmis kisiler disinda

kimseye gosterilmemeli veya kimseyle tartisiilmamalidir.
Objektiflik Standartlar::

Degerlendirmeler objektiflik ilkeleri gercevesinde ele alinmalidir. Yazarin sahsina
yonelik kisisel elestiri dogru degildir. Hakemler, diistincelerini, destekleyici

argiimanlarla/delillerle agik ve net bir sekilde ortaya koymalidirlar.
Alintilanan Kaynaklarin Belirtilmesi:

Hakemler, yazarlar tarafindan belirtilmeyen ilgili yaymlanmis eserlerin neler
oldugunu bulup ortaya ¢ikarmalidirlar. Onceden bildirilmis olan bir gézlem, tiiretme
veya goriis One siirme ile ilgili herhangi bir bildirim, ilgili alint1 ile beraber olmalidir.
Bir hakem, degerlendirilmekte olan makale taslagi ile kisisel bilgisi dahilinde olan
baska herhangi bir yaymnlanmis makale arasindaki kayda deger bir benzerlik veya

ortlismeye, editoriin dikkatini ¢ekmelidir.

Bilgilendirme ve Cikar Catigmasi:
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Bagimsiz degerlendirme sonucu elde edilen seckin bilgi ve fikirler gizli tutulacak ve
kisisel ¢ikarlar i¢in kullanilmayacaktir. Hakemler; rekabete dayanan, ortak ¢alismaya
dayali ya da bagka iliskilerden kaynakli veya makalelerle baglantili herhangi bir
yazar, sirket ya da muhtemel kurum baglantilar1 sebebiyle ortaya ¢ikan gikar

catismalarmin oldugu makale taslaklarini degerlendirmemelidirler.
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YAZARLARIN SORUMLULUKLARI

Standartlarin Bildirimi:

Yazarlar, bulduklar1 sonuglar1 agik ve net bir bi¢imde, diiriist¢e ve uydurmadan,
tizerinde tahrifat veya wuygun olmayan veri manipiilasyonu yapmadan
sunmalidirlar. Yazarlar, metotlarini agik ve net bir bicimde, belirsizlige meydan
vermeyecek bir tarzda anlatmalilar ki boylece bulgular1 baskalari tarafindan

dogrulanabilsin.
Ozgiinliik, Intihal ve Alintilanan Kaynaklarin Belirtilmesi:

Yazarlar, sunulan ¢alismanin orijinal olmasi, asirma olmamasi, baska bir yerde
yayimlanmamis olmasi gibi yayin gereksinimlerine bagh kalmalidir. Aksi takdirde
diizmece ya da bilerek ifade edilen gercek disi beyanlar, yaym etigine uygun
olmayan bir davranis teskil eder ve bu durum kabul edilemez. Bir yazar; bagkalarinin
calismalarini ve/veya kelimelerini kullandiysa, bu durum, orijinalinin uygun sekilde
iktibas edildigi ya da bire bir alintilandig1 ve boylelikle bireylerin bu ise katkilarinin

dogru sekilde gosterildigi anlamina gelir.
Veri Girisi ve Veriyi Tutma:

Yazarlarin, yayimla ilgili bir editoryal degerlendirme durumuyla baglantili olarak
kullandiklar1 ham veriyi vermeleri istenebilir. Boyle bir durumda yazarlarin,
yayimlandiktan sonra bu tarz bir bilgiyi makul bir siire saklamaya hazirlikli olmalar:

gerekir.
Yayin Etigi Kurallar::

Yazarlar, sadece yayin etigi ve sorumluluk cercevesinde yiriitiilen ve tim ilgili

mevzuata uygun ¢alismalari, makale basvurusu olarak sunmalidir.
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Bilgilendirme ve Cikar Catismalar::

Tim yazarlar makale taslaklarinda yer alan, bu taslaklarinin sonuglarini ya da
terctimesini etkileyecegi yoniinde yorumlanabilecek herhangi bir finansal ya da
maddi ¢ikar anlasmazligini bildirmek durumundadirlar. Projeyle ilgili tiim maddi

kaynaklar agiklanmalidir.
Eser Sahipligi:

Eser sahipligi, sunulan ¢alismanin diisiince, tasarim, icra veya gevirisine onemli
derecede katki sunanlarla sinirlandirilmalidir. Kayda deger bir katkida bulunanlarin
hepsi yazar listesinde yer almalidir. Arastirma projesinin belli maddi yonleriyle ilgili
katilim gosterenler olmasi durumunda da bu kisiler ‘tesekkiir edilenler’ olarak
belirtilmeli ya da ‘katkida bulunanlar” olarak listelenmelidir. Sorumlu yazar, uygun
tiim yazarlarin makalede yer aldigindan, uygun olmayanlarin da yer almadigindan
ve ayrica tim yazarlarin makalenin son halini gordiigiinden ve yayin igin teslim

edilmesine onay verdiklerinden emin olmalidir.
Coklu, Gereksiz ve Es-Zamanl1 Yayim:

Bir yazar aslinda ayni arastirmay: anlatan bir makale taslagini genel olarak birden
fazla dergide veya ilk yaymndan fazla yayimlamamalidir. Ayn1 makale taslagin es
zamanli olarak birden fazla dergiye gondermek yayin etigine uymaz ve kabul

edilemez.
Yayimlanan Eserlerdeki Temel Hatalar:

Bir yazar kendisine ait yayimlanmais bir calismada, onemli bir hata veya yanlishk ya
da gercek olmayan bir bilgi tespit ettiginde, hizli bir sekilde derginin editoriinii
bilgilendirmelidir. Makaleyi diizeltmek veya geri ¢ekmek icin editorle is birligi
yapmak, yazarin yiikiimliliigindedir. Eger editdor ya da yaymci, yayimlanan
makalede 6nemli bir hata oldugunu iiglincti taraftan Ogrenirse, hizli bir sekilde
makaleyi geri ¢cekmek ya da diizeltmek veyahut orijinal makalenin dogrulugunu

gosterir kanit1 editore sunmak da yine yazarm yiikiimliiligii altindadar.

YAYIMCININ SORUMLULUKLARI
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Turkish Journal of Marketing [TUJOM] Dergisi Yayimcisy, editorleri “gift-korleme”
hakemlik siireci konusunda cesaretlendirmektedir. Hakemler ve yazar(lar)
birbirlerinin kimliklerinden habersizdirler. Bilimsel c¢alismalar, degerlendirme
siirecinde en az iki hakeme gonderilir. Yayimai, kendisi, editor ve diger taraflarla
arasindaki iligskiyi bir sozlesmede belirtir, gizlilik ilkesine riayet eder (mesela,
arastirma katihmcilarinin, yazarlarin ve akran hakemlerin gizliligi), fikri miilkiyet

hakkini ve telif hakkini korur ve yazi islerinde bagimsizlig1 tesvik eder.

Yayimci, olmasi gerektigi sekliyle dergi ilkelerini belirlemek i¢in dergi editorleriyle
birlikte ¢alisir ve bu ilkeleri yerine getirmeyi 6zellikle su hususlar bakimimdan amag

edinir:

% Yazi isleri bagimsizligi,

% Gizlilik, r1iza ve insan ve hayvan arastirmalarinda gerekli olan 6zel gereksinimleri
iceren arastirma etik kurallari,

% Eser sahipligi,

s Seffaflik ve biutiunliikk (¢ikar catismasi, arastirmanin finansmani, standartlari
bildirme),

% Akran degerlendirmesi ve dergi editortiniin disinda editor kurulunun rold,

% Basvurular ve sikayetler.

Turkish Journal of Marketing Vol.:5 Issue:1 Year: 2020



TUJOM TURKISH JOURNAL OF MARKETING
ISSN:2458-9748 Vol.: 5 Issue: 1 Year: 2020

Yayimci, asagidaki durumlari saglamak igin dergi editorleriyle birlikte ¢aligir:

% Derginin ilkelerini degerlendirmek (mesela, yazarlarla, okuyucularla, akran
hakemlerle), periyodik olarak derginin ilkelerini, 6zellikle “¢ift-korleme” hakemligin

prensipleri gergevesindeki yeni oneriler agisindan gozden gecirmek,

X/
o0

Akademik kayit sisteminin biitiinliigiinii korumak,

R/
°e

Stipheli arastirma ve suiistimal edilen yayinla ilgili yapilan sorusturmadan sorumlu
olan taraflara (mesela, kurumlar, hibe saglayicilar ve yerel yonetim organlari)
yardimci olmak ve miimkiin oldugu stirece vakalarin ¢oziimiinii kolaylastirmak,

% Diizeltmeleri, agiklamalar: ve geri cekmeleri yayinlamak ve

% Belirtilen zamanda say1y1 yaymlamak.

TUJOM DERGISI YAYIMCISI TUJOM DERGISI BAS EDITORU
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0z Gegmigste oldugu gibi, pazar yonelimi, ozellikle bir orgiit kiiltiirii olarak firma
uygulamalary i¢in 6nemli bir kavramdir. Bununla birlikte, ilgili literatirde pazar yonelimi

Anahtar Kelimeler: kavramau igin genel kabul gérmiis bir tanim yoktur. Bu nedenle, bu ¢alismanin amaci, teorik
Pazarlama Diisiincesi, ~ ¢ergeve icerisinde bir orgiit kiiltiirii olarak pazarlama kavramin agikliga kavusturmakiur.

Pazar Yonelimi, Bu amag icin, ilgili literatiirdeki birincil ve ana kaynaklar ozellikle referans kaynaklaridir.
Orgutsel Kiltiir Literatur incelemesine gbre, pazarlama diisiincesinin temeli olan pazar yoneliminin felsefi
temelleri 1950'lerin basina dayanmaktadir. Orgiitler 1960'larin sonlarindaki rekabetci

JEL Kodlari: baskilar nedeniyle bir pazar bigcimi olarak popiiler hale gelmislerdir. Bununla birlikte, bir
M30. M31 Orgtit kiiltiirii olarak pazarlama tizerine ilk ¢alismalarin 1980'lerde yazildigint belirtmek

ilgingtir. Ilgili bulgular, gecmisten giiniimiize tarihsel donemler itibariyle ¢alismanin
sonucunda gosterilmistir.

THEORETICAL FRAMEWORK OF MARKETING AS AN ORGANIZATIONAL
CULTURE

ABSTRACT As in the past, market orientation is an important concept especially for firm
practices as an organizational culture. However, there is no generally accepted definition
for the concept of market orientation in the relevant literature. Therefore, the aim of this
study is to clarify the concept of marketing as an organizational culture within the
Marketing Thinking, ~ theoretical framework. For this aime, primary and main sources in the relevant literature
Market Orientation, are particularly reference sources. According to the literature review, the philosophical
Organizational Culture ~ foundations of market orientation, which are the basis of marketing thinking, date back to
the early 1950s. Organizations became popular as a form of market due to competitive
pressures in the late 1960s. It is interesting to note, however, that the first studies on
JEL Codes: M30, M31  Marketing as an organizational culture were written in the 1980s. Related findings are
shown in the conclusion of the study as of historical periods from past to present.

Keywords:
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1. GIRIS

Yirminci ylizyil i¢inde zira 1900’lerin daha basinda orgiitlerin karsilastigi en biiyiik
zorluk mallar1 ve giderek karmasiklagan bir toplum i¢in hizmetleri verimli bir sekilde liretmek
olmustur. 1960’11 yillarin sonlarinda karsilasilan yeni rekabetci glclukler, pazar bigimi

orgutlenmeleri populer hale getirmistir (Cameron ve Quinn, 2006).

1980'li yillarin basina gelindiginde, akademisyenler, orgiitsel olarak kiiltiir kavramina
ciddi bir ilgi gostermeye baslamiglardir. Bununla beraber, 1980°1i yillarin ikinci yarisinda
pazarlama kavrami, rekabet yogunlugu ve Orgiitsel performans baglaminda ele alimistir
(Bakiniz, Lusch ve Laczniak, 1987). Bu baglamda diisiiniildiigiinde pazarlama literattrti, 1980'li
yillarin bagindan beri ilkin orgiitsel ¢calismalar sahnesi lizerine patlak veren kiiltiir perspektifine
yonelik bircok ilging asamada gelisim gostermistir (Denison, 1996). Bu yillar itibari ile
akademisyenlerin ve uygulamacilarin ilgileri “pazar yonelimi” kavramina kaymistir (Kohli vd.,
1993). 1989 yilinda pazar yonelimi {izerine ilk ¢alismay1 yapan Deshpande” ve Webster (1989)

olmustur.

Ote yandan, Narver ve Slater (1990) yapmis olduklar1 ¢alisma ile pazar yonelimi ve
performans iligkisi iizerine ilk adimi atmuglardir. Narver ve Slater’in (1990) calismasinin
ardindan 1990'larin ilk yarisinda, Deshpande” vd. (1993) tarafindan yapilmis olan ¢aligmayla
birlikte pazar yoneliminin 6lgiilmesine, bu 6lgtimlerin firma performansiyla iligkilendirilmesine
yonelik kayda deger bir ilerleme olmustur. Burada, pazar yonelimi karar verme bakis agilarindan
olan kiiltiirel temelli davranigsal bakis acis1 (Narver ve Slater, 1990) ve miisteri yonelimi bakis
acis1 (Deshpande” vd., 1993) konusu ilk kez ilgili galismalara konu olmustur (Joseph ve Francis,
2015). Pazar yonelimi karar verme bakis agilarindan biri olan pazar yonelimi bakis agisinin en
yuksek onceligi, listiin miisteri degerinin karli olarak insa edilmesi ve siirdiiriilmesi lizerinedir
(Narver ve Slater, 1990). Buna karsilik, pazar yonelimi karar verme bakis acilarindan biri olan
kiiltiirel temelli davranigsal bakis agis1 baglaminda diislintildiglinde 1990’11 yillarda orgiit
kiiltiiriiniin ve ilgili davranislarin performans {izerindeki etkisini inceleyen giderek biiyiiyen bir
literatiir gelisim gostermistir (Deshpande” ve Farley, 1999). Bir kiltur olarak pazarlama kaltirt
(Christensen, 1995), belirli kimliklerin ortaya ¢ikarilmasi, pekistirilmesi ve stirdiiriilmesi i¢in
Ozenle tasarlanmis ve diizenlenmis imgeler ve isaretlerle doymus bir kiiltiirli temsil etmektedir.
Boylece, glinlimiize dogru isletme ortaminin veya kiiltiiriiniin daha fazla artan ¢esitlilik, bilgi ve

beklenen hiz ile karakterize edildigi goriilmektedir.
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Ote yandan, pazar yonelimi kavramina yonelik Tiirkiye’de pek ¢ok calisma kaleme
alinmistir. Zira, pazar yonelimi kavrami, ders kitaplar1 (Bakiniz, Tek, 1997) Otesinde 1997
yilinda hazirlanmis olan tez ¢alismasina ilk kez konu olmustur (Bakiniz, Can, 1997). Ayrica,
pazar yonelimi kavrami, 2000°1i yillarin daha basinda bir dizi tez ¢alismasina da konu olmustur
(Bakiniz, Atilla, 2000; Yenilmez, 2000a).

Nihayet, ilgili literatirde yer alan Ozellikle birincil ve temel referans kaynaklar
baglaminda bu g¢alismanin amaci, kuramsal c¢ergevede bir drgutsel kiltir olarak pazarlama
kavramina agiklik getirmektir. Bu konu ve amag¢ ¢ergevesinde bu calismada, ilkin pazar
yoneliminin felsefi temeline ve orgiitlerde bir kiiltiir olarak pazar yonelimine acgiklik getirilmistir.
Ardindan ¢aligmanin bulgular1 baglaminda pazar yonelimin, kaynak temelli yaklagim, drin
yasam dongiisii, rekabetci avantaj, 6rgut performansi ve yenilikgilik ile olan iliskisi ele alinmustir.
Aym zamanda, bir paradigma kaymasi olarak pazar yoneliminden iliski yonelimine olan
doniistimden bahsedilmistir. Nihayet, ¢calismanin sonug¢ kisminda 1950, 1960 1970,1980, 1990
ve 2000 yillar itibari ile altt donemsel baglamda c¢alisma bulgularina yonelik 0zet bir cerceve

sunulmustur.
2. PAZAR YONELIMININ FELSEFI TEMELI

1950'lerin baslarinda tanitilan pazarlama kavraminin ya da baska bir ifadeyle pazar
yoneliminin felsefi temeli, pazarlama diisiincesinin temelini temsil etmektedir (Jaworski ve
Kohli, 1993). Buna gore, pazarlama yonelimi, ge¢gmisin ardindan biiyliyen pazarlarda karl

ilerlemenin temel bir unsuru olarak kabul gérmiistiir.

1950’11 yillara miiteakip 1960'lh yillar, pazarlamanin etkisinin en biiyiik oldugu ve
niifuzunun ¢ok baskin goriildiigi donemdir (Day ve Wensley, 1983). Sonu¢ olarak, pazar
yonelimi fikri, bir pazarlama kavrami ic¢inde bir degerlendirme goérmiistiir. Bu baglamda
pazarlama kavrami, 1950’li ve 1960'l1 yillardaki eklem ve gelisiminden beri pazarlamanin bir

kosesi, onem arz eden bir konusu olmustur.

Pazarlama kavramina gore, firmanin tiim alanlariin miisteri yonlii olmasi gerekmektedir.
Oyle ki, pazarlama kavrammin tanimi, miisteri odakli olarak kabul edilen firmanin tiim faaliyet
alanlarina, tim pazarlama faaliyetlerinin entegre edilmesine ve hem satis hem de k&r amacina
yoneliktir (Hunt ve Morgan, 1995).

Diger taraftan, pazar yonelimi {izerine ilk caligma Deshpandé ve Webster (1989)

tarafindan yapilmistir. Bu c¢alisma, bir firma kiiltiiriiniin pargasi olan degerler ve pazarlama

C
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kavramin1 uygulayan faaliyetler seklinde pazar yoneliminin iki yorumuna yol agmistir (Gainer
ve Padanyi, 2005). Ozellikle bir isletmenin rekabet avantaji stratejisinin temelini teskil eden
pazar yonelimli bir kiiltiir, miisteri yOnelimi, rakiplere odaklanma ve islevler arasindaki
koordinasyon seklinde ii¢ ana davranistan meydana gelmektedir (Narver ve Slater, 1990). Keza,
pazar yonelimi, bir davranis tiirli olan miisteri yonelimi ve orgiitiin is performansini iyilestirmek
icin uzun vadeli kararlaria yonelik rakip yonelimi ile ilgilidir (Gatignon ve Xuereb, 1997).
Dahasi, pazar yonelimi, emtia Ureten isletmelerin ve ticari olmayan isletmelerin faaliyetleri
tizerinde onemli bir olumlu etkisi olmaktadir. Ancak, yaygin olarak kabul edilen bu 6neme
ragmen, pazar yonelimi konusunu dar ger¢evede isleyen bir dizi kavramsal makale ve birkag
ampirik ¢alisma vardir (Jaworski ve Kohli, 1993). Bununla birlikte, akademisyen ve
uygulayicilarin ilgisinin daha genis bir ¢ergevede pazar yonelimi konusuna kaymasi miimkiin
gorinmektedir (Jaworski ve Kohli, 1993). Zira, pazarlama kavrami, en uygun pazarlama yonetim
felsefesi olarak akademisyen ve uygulayicilar arasinda saglam bir sekilde kabul gérmeye devam
etmektedir (Turner, 1997).

3. ORGUTLERDE BiR KULTUR OLARAK PAZAR YONELIMi

Kdltdr, nasil ekonomik olabilir? Bu soruya cevap i¢in Camerer ve Vepsalainen (1988)
tarafindan bir ¢alisma yayimlanmistir. Bu c¢alismaya gore, kurum kiltirl teorilerin ¢ogu,
toplumsal kiiltiir hakkinda antropolojik diigsiinceyi barindirmaktadir. Firma ve c¢aliganlar
arasindaki kurallara yonelik firmalarin etkinlik motivasyonlari, Kiltiiriin nasil ekonomik
olabilecegini agiklamaktadir. Ornegin, islemlerin maliyetine ve orgiitsel yapiya yonelik etkinlik
temelli bir teorinin, bir¢ok test edilebilir etki olusturmasi ve yoneticilerin, bir kiiltlirii nasil
olusturabileceklerine ve yonetebileceklerine yonelik bazi normatif etkiler yapmast mimkin

gorunmektedir.

Diger taraftan, 1990 yillarin basinda kiiltiir tanimlarin1 ve pazarlama kavramini
biitiinlestirerek, pazarlama kavramini kiiltiir olarak ele alan Kohli ve Jaworski’ye gore (1990),
bu perspektifi benimseyen bir kurulusun miisterilerin mevcut ve gelecekteki ihtiyaglarini ve
bunlar1 etkileyen faktorleri anlamaya yonelik faaliyetlerde bulunan bir veya daha fazla
departmana sahip olmasi gereklidir. Ayn1 zamanda, bu perspektif anlayisinin, departmanlar
arasinda paylasilmasi ve belirli miisteri ihtiyaglarini karsilamak igin tasarlanan, faaliyetlerde
bulunan gesitli departmanlarin olmasi gerekmektedir (Turner, 1997). Ornegin, sosyal bir kurum
olarak pazarlama yodnetimi tarafindan “strateji, pazar yonelimli” bir 6rgiitlenme etiketi altinda

hem orgiitsel tasarim olarak tanimlanan kimligin hem de pazarin ihtiyag ve isteklerine yonelik
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olarak esnekligin tanimlanmasi ve bu ikisinin uyum iginde yonetilmesi gerekmektedir
(Christensen, 1995).

Buna karsilik, 1992 yilinda Webster (1992), miisteriye yonelen orgiit kiiltiiriini, ag
orgiitliniin tekligini tanimlayan ve ¢esitli gorevlerini ortak misyon ve hedeflere dogru koordine
eden Onemli bir stratejik kaynak oldugunu belirtirken miisteri yoneliminin, bilgi ve bilisim
teknolojisine giderek daha fazla yatirim yapilmasina sebebiyet verdigini ve bu alanlarda onleyici
yatirimlar yapacak kadar biiyiik firmalara avantaj saglayabildiginden isletmedeki herkesin, is
tanimmin ve orgit kiiltiiriinlin bir parcasi olmasi gerektigini belirtmistir. Bununla beraber
Anderson (1982), miisteri tabanli bir perspektiften bakildiginda, pazarlamanin stratejik
planlamadaki roliintin i ana faaliyete indirgenebilecegini belirtmektedir. Ilki hem kurumsal hem
de boliimsel seviyelerde miisteri memnuniyet ve destegini saglayacak en uygun uzun vadeli
pozisyonu veya pozisyonlar: tamimlamadir. Ikincisi, pazarlamanm ikinci biiyiik stratejik
planlama faaliyeti, tercih edilen pozisyonlar1 yakalamak igin tasarlanan stratejilerin
gelistirilmesini icermedir. Son olarak iglinciisii, pazarlama stratejilerini uygulamak igin iist

yonetim ve diger fonksiyonel alanlar ile miizakere etmedir.
4. YONTEM
4.1. Amag

Ilgili literatiirde akademisyenler arasinda pazar yonelimi kavrami i¢in genel kabul goren
net bir tanimin olmadig1 goriilmektedir. Bu baglamda bu ¢alismanin amaci, kuramsal gercevede

bir orgiitsel kiiltiir olarak pazarlama kavramina agiklik getirmektir.
4.2. Prosedur

Bu c¢aligma amacina yonelik, ilgili literatiirdeki birincil ve ana kaynaklar oOzellikle

referans kaynaklaridir. Bu kaynaklar gergevesinde ilgili literatiir incelemesi yapilmustir.
4.3. Veritabam ve Kisitlar

Calismanin amaci baglaminda bu ¢aligmanin veritabani, dergi makaleleri, ders kitaplari
ve hazirlanmis olan tezlerdir. Google scholar ve YOK Tez Merkezi veritaban iizerinden referans
caligmalara ulagsmak i¢in TUrkce pazar yonelimi, pazar yonlulik, pazar oryantasyonu, pazara
donukluk, orgut kalturd, sirket kolttrt, firma kilturi ve ingilizce market orientation,
organizational culture, corporate culture ve firm culture anahtar kelime kisitlar1 altinda taramalar
yapilmistir. Boylece, 1950 yili itibari ile yayimlanan bir dizi galismaya ulasilmig ve bu ¢alismalar

baglaminda literatlir gozden gegirilmistir.
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5. BULGULAR

Bir orgiitsel kiiltiir olarak pazar yonelimi kaynak temelli yaklasim, iiriin yasam dongiisii,
rekabetci avantaj, 6rgiit performansi ve yenilikgilik ile olan iligkisi vardir. Yani bir orgutsel kiltur
olarak pazar yonelimi kavrami i¢in kaynak temelli yaklasim, iiriin yasam dongiisii, rekabetci
avantaj, orgiit performansi ve yenilik¢ilik 6rgitsel kiltur olgular1 baglaminda genel kabul géren

bir tanim yapmak mumkuindar.

Bununla birlikte, pazar yoneliminden iligski yonelimine yonelik bir paradigma kaymasi
s6z konusudur. Zira, iligkisel pazarlamaya duyulan gereksinimden otiirii bir orgiitsel kiiltiir
olarak iliski yonelim konusunu iglemis ¢aligmalar vardir. Calisma bulgular asagidaki sayfalarda

ilgili bagliklar altinda detayli sekilde ele alinmigtir.
5.1. Pazar Yonelimi ve Kaynak Temelli Yaklasim

Lipmann ve Rumelt (1982) kaynak temelli yaklagimin 6nciilerindendir. Bununla birlikte,
kaynak temelli yaklasim, Penrose (1959), Richardson (1972) ve Teece (1980) gibi tarafindaki
baslica galigmalarda goriilecegi lizere iktisat bilgisine dayanmaktadir. Yani, kaynak temelli
yaklasim, genelde iktisat literatiiriinde 6nemli katkilarda bulunan ve bazi konulara yonelik katk1
yapmaya devam eden bireysel aragtirmacilar tarafindan gelistirilmistir. Oyle ki, islem maliyetleri
ekonomisi ve pozitif ajans teorisi, kaynak temelli yaklasimla dogrudan ilgilidir (Lockett ve
Thompson, 2001).

Kaynak temelli yaklasimin savunucularindan olan Barney’e (1991) gore, siirekli rekabet
avantajinin, degerlilik, nadirlik, taklit edilebilirlik ve ikame edilebilirlik olarak dort temel
kaynagi vardir. Bununla beraber, Collis’e gore (1994), 6rgltsel becerilere yonelik strdurulebilir
bir rekabet avantaji kaynaginin degeri, firmanin iginde bulundugu kosullara bagl olarak farklilik
gOstermektedir. Aymi zamanda, farkli sektorlere gore farkli nokta ve yerlerde bulunabilen
surdurtlebilir kaynaklarn orgiitsel becerilere yonelik énem dereceleri benzer degildir. Ote
yandan, 1991 yilinda Barney (1991) tarafindan yayimlanan ¢alismanin ardindan yaklasik on yil
sonra kaynak temelli goriis, stratejik yonetim ve ilgili disiplinlerde hem heyecan duygusunu
uyandirmis hem de tartismay1 beraberinde getirmistir (Barney vd., 2001). Zira, kaynak temelli
yaklagimina yonelik strateji ve ekonomi disiplinleri arasinda agik olan ancak farkli bakis agilarini
barindiran bir ilgi s6z konusudur (Lockett ve Thompson, 2001). Bununla birlikte, 1991 ve 2001
yillar1 arasinda hem pazarlama teorisyenlerinin (Hunt, 2000) hem de kaynak temelli yaklagim

savunucularinin (Barney, 1991) orgitlerin varhgmm siirdiirmeleri igin rekabette Gstunliuk
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kazandiran nedir ve rekabet Ustlnlugii nasil siirdiiriilebilir seklinde en temel soruya cevap

aradiklar goriilmektedir (Srivastava vd., 2001).

Pazar giidiimlii 6rgiitlerin en ayirt edici 6zellikleri, pazar1 algilamalari ve miisteri baglanti
yeteneklerine hakim olmalaridir (Day, 1994). Burada, miisteri baglant1 yetenekleri, gelistirmeyi
amagclayan kapsamli bir degisim programiin mevcut kabiliyetlerin teshisi, yetenekler icin
gelecekteki ihtiyaclarin ongoriilmesi, altta yatan siireclerin asagidan yukariya yenilenmesine,
yukaridan asagiya yonlendirme ve bagliliga, bilgi teknolojisinin yapici kullanimina ve
ilerlemenin siirekli izlenmesine yoneliktir (Day, 1994). Diger taraftan, pazarlama teorisi ve
pratiginin gelecegi i¢in Orgiitsel olarak gomiilii bir pazarlama goriisiinlin etkilerine vurgu
yapilmasi gerekmektedir. Zira, belirli bir ¢ercevede, pazarlamanin is siiregleri ve paydas degeri
ile biitinlegsmesini anlamak igin pazarlama olgular1 yeniden ele alinmalidir. Pazarlama
olgularini, paydas degerini meydan getiren ii¢ temel is siirecine sirasiyla triin gelistirme
yonetimine, tedarik zinciri yonetimine ve miisteri iligkileri yonetimine goémiilii olarak yeniden

tanimlamak miimkiindiir (Srivastava vd., 1999).

Nihayetinde, kaynak temelli yaklagim ve pazarlama baglami konusundaki ilgiler goz
Oniine alindiginda, Day (1994) ve Srivastava vd. (1999) ardindan, {iriin gelistirme ya da {iriin
gelistirme ¢Oziimleri, iiriin gelistirme yOnetimi, tedarik zinciri yonetimi ve miisteri iliskileri
yonetimi konularina odaklanan pazar yonelimli ya da temel isletim siiregleri ile insan
kaynaklarmin edinimi, gelistirilmesi ve dagitimi1 gibi miisteri yOnelimli olmayan siiregler
arasinda ilgili ¢alismalarda ayrim yapildig1 goriilecektir. Ornegin, Srivastava vd. (2001) kaynak
temelli yaklasimin, pazarlama ile olan iligkisini ele almak i¢in pazar temelli kaynaklarin analiz

cercevesini ¢izmisler ve pazarlamaya 6zgii kaynaklart Sekil 1°de oldugu gibi gostermislerdir.
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v
A Pazar Yonelimli Siireclerle Miisteri Y
Entelektiiel Pazar _ Degerini Olusturma iliskisel Pazar
Temelli Varliklar e Uriin Yeniligi Yonetimi Temelli
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Miisteri Degeri ve Rekabetgi Ustiinliigiin
Surdrulmesi

v

Deger Kazanimi ve Finansal Performans

Sekil 1. Pazar Temelli Kaynaklarin Analizi Igin Cergeve

Kaynak: Srivastava vd. (2001)

Nihayet, 1960'lardan 1980'lerin sonuna kadar stratejide kaynak temelli yaklasim konusu,

digsal yani lriin pazari rekabet avantaji kaynaklarmin dikkate alinmasiyla dikkat ¢ekmigtir
(Lockett ve Thompson, 2001). Dolayistyla bu cercevede diisiiniildiiglinde oncellikle pazar
yonelimi ve rekabetci avantaj arasindaki iliskiye deginilmeden 6nce pazar yonelimi ve Uriin

yasam dongiisii arasindaki iliskiye aciklik getirmek daha dogru ve yerinde olacaktir.
5.2. Pazar Yonelimi ve Uriin Yasam Dongiisii

Uriin yasam dongiisii Dean (1950) tarafindan pazarlama literatiiriine tanitilmistir.
Pazarlama literatiirine tanitilan @irin yasam dongiisii, pazar dinamiklerini tanimlamak ve
aciklamak icin yararli olan ve iyi bilinen mecazi bir kavramdir (Day, 1981). Uriin yasam
dongiisiiniin 6zii, iirlin pazarlarinin benzersiz talep ve rekabet kosullarina gore ayirt edilebilen
giris, bliylime, olgunluk ve diisiis seklinde dort ayr1 ve gecgici asamadaki gelismesine goredir
(Wong ve Ellis, 2007). Buna karsilik, {iriin yasam dongiisiiniin bu evreleri kapsaminda, miisteri
ihtiyag ve beklentileri siirekli olarak ancak zamanla gelisime tabi olmaktadir. Dolayisiyla hem
mevcut pazarin hem de degisen pazarin ihtiyaglarina yonelik siirekli yiiksek kaliteli tirlinler ve
hizmet sunumlar igin siirekli izlemeler yapilmali ve buna gére tepkide bulunulmalidir. Oyle ki,
son yillarda, mevcut miisterilere {istiin kaliteli Griin ve hizmet sunmaya yonelik yeni bir vurgu

yapilmaktadir (Jaworski ve Kohli, 1993).
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Bununla birlikte, pazar yonelimi ve is performansi arasindaki iliskiye yeterince bilimsel
ilgi gosterilmediginden, iiriin yasam dongiisiiniin pazar yonelimi Uzerindeki etkisi konusuna
yonelik sinirli sayida calisma mevcuttur (Wong ve Ellis, 2007). Pazar yonelimi ile firma
performansi arasindaki baglanti, biiylime asamasindaki firmalar i¢in en giiclii olmasina karsilik
iriin yasam dongiisiiniin giris asamasindaki firmalar i¢in en zayiftir (Wong ve Ellis, 2007). Diger
taraftan, iirlin yasam dongiisiiniin belirli asamalart ile sinirli kalmayan pazar rekabeti ve endiistri
arasindaki muhalefetin, ¢atigmanin algilanan siddeti yiiksektir. Bu bakimdan, iiriin yasam
dongusunin daha ilk asamasinda pazar yoneliminin etkisi daha fazla 6nem arz etmektedir. Zira,
pazar rekabeti ve endiistri arasindaki tipik catigma, lirlin yasam dongiisii ilerlemesine bagli olarak
genellikle yogunlagmakta ve bdylece pazar yoneliminin etkileri daha ¢ok kendini gostermektedir
(Atuahene-Gima, 1995).

Sonug olarak, son yirmi yilda sanayi yapisinda ve kiiresel baglantida hizli degisiklikler
meydana gelmesi itibari ile gelecegin ¢evresinin veya ortaminin, daha fazla artan gesitlilik, bilgi
ve beklenen hiz ile karakterize edilmesi mumkin gorinmektedir (Achrol, 1991). Bundan 6tird,
bir firmanin diger bir rakip firma tirlinlerinin, fiyatlarinin ve stratejilerinin, drnegin bir pazar
yoneliminin uygulanmasindan elde edilen bilgileri bazi pazar segmentlerindeki rakiplerine gore
daha verimli veya etkili bir pazar sunma potansiyeline sahip olmasi 6nemle zorunluluk arz
etmektedir (Glazer, 1991). Ayrica, gii¢lii bir teknolojik yonelime ve yiiksek biiylime pazarlarinda
rekabetci bir yonelime sahip olan bu firmanin, talebin nispeten belirsiz oldugu pazarlarda da
tiikketici ve teknoloji yonelimli olmasi1 gerekmektedir (Gatignon ve Xuereb, 1997). Nihayetinde
pazar yoOnelimi ve performans arasindaki baglantinin, degisen pazar tiirbiilansi, rekabet
yogunlugu ve teknolojik tiirbiilans ile karakterize edilen ¢evresel baglamlarda saglam bir ¢erceve

cizdigi goriilmektedir (Jaworiski ve Kohli, 1993).
5.3. Pazar Yonelimi ve Rekabetci Avantaj

Ozellikle 1990’11 yillar iginde, akademisyen ve uygulamacilarm ilgisinin pazar ydnelimi
kavramina kaydig: goriilecektir (Kohli vd., 1993). Zira, 1990 yillardan bu yana, pazar yonelimini
ingsa etmeyi konu edip arastiran giderek biiyliyen bir arastirma akis1 olmustur (Homburg ve
Pflesser, 2000). Bununla birlikte, yeni rekabet giicliikleriyle karsilasilmasindan 6tiirti 1960'larin
sonlarinda orgiitlenmenin bir bagka bigimi pazarlarin, popiiler hale gelmis oldugu goriilecektir
(Cameron ve Quinn, 2006). Dolayisiyla tam bu baglamda rekabet¢i avantaj teorisinin ne
oldugunu agiklamak gerekir. Rekabet¢i avantaj teorisinin agiklanmasinda Anderson (1982), neo-

klasik model, pazar deger modeli ve ajans maliyeti seklinde firma ile ilgili ¢ teoriyi ve 6te
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yandan en iyi ekonomik teorinin neo-klasik modeline kars1 bir tepki olabilecegini ifade eden
firmanin davranigsal model yaklagimim1 ve Pfeffer ve Salancik'in (1978) kaynak bagimlilik
model yaklagimini gozden gegirmektedir. Anderson’a (1982) gore, neo-klasik model, ¢agdas
mikro ekonomik teorinin temelini saglamlastirmakta; pazar deger modelin finansal ekonomi
icinde benzer bir islevi yerine getirmektedir. Diger taraftan, insan isteklerinin doyumsuz ve
sermaye piyasalarinin tam olarak rekabet¢i olmasi muhtemeldir. Dolayisiyla bu varsayimlar
altinda distiniildiigiinde pazar deger modeline gore firma, hedefe yonelik mevcut piyasa degerini
maksimize etmelidir. Dahasi, Anderson’a (1982) gore, ajans maliyet modeli baglaminda
diistintildiiglinde firma, sahip ve yoneticileri arasinda bir ¢ikar ayrilig1 saglamak i¢in pazar deger
modelinde bir degisikligi temsil etmelidir. Sonug¢ olarak her ii¢ model, ekonomik teori olarak
metodolojik yoOnelimi ve kavramsal ger¢eveyi paylastiklari igin ekonomik modeller olarak
smiflandirilabilmektedir (Anderson,1982). Cunkl her model, firma icin ekonomik bir hedef
olusturmasinin ardindan farkli varsayim kiimeleri altinda firma davraniglar i¢in sonuglar ortaya
¢tkarmaktadir (Anderson,1982). Ote yandan, Anderson (1982) tarafindaki ¢alismada belirtildigi
Uzere, firmanin davranis teorisi yaklagimini, Simon (1955, 1959, 1964), March ve Simon (1958)
yazilarinda ve 6zellikle de Cyert ve March (1963) yazisinda bulmak olasidir. Davranis teorisine
gore isletme, bir sirket olarak alt-Ust dizey UGyeleri olan bireylerin bir koalisyondur
(Anderson,1982). Cunkd, Pfeffer ve Salancik’in (1978) kaynak bagimlilik modeli yaklasimi igin
orgiitler, koalisyon yapisinda meydana gelen degisiklikler olarak amacglarimi ve ydnlerini

degistiren ¢ikar koalisyonlaridir (Anderson,1982).

Bununla birlikte, Anderson’un (1982) firmanin bir is teorisi olarak neo-klasik teoriyi ele
almasina karsilik neoklasik miukemmel rekabet teorisine dikkat ceken Hunt ve Morgan (1995),
rekabet avantajin1 incelemek igin firmanin rekabet avantajin1 ve yetkinliklerini temel alan,
rekabetci ya da kaynak avantajli teoriyi 6nermislerdir (Bakiniz, Sekil 2). Bu teori modeline gore
pazar temelli ekonomilerde verimli ve etkili karsilastirmali kaynak avantajlarina sahip firmalarin,
zaman i¢inde rekabet¢i pazar avantajlarina sahip olabilmelerine bagli olarak ¢esitli tistiin ¢giktilar

elde etmeleri olasidir.

R Ustiin Kalite,
Etkinlik ve Yenilik

Kaynaklar: Pazar Konumu:
Karsgilagtirmali Avantaj Rekabetci Avantaj

- Ustiin Finansal
Performans

Sekil 2. Karsilagtirmali Avantaj Rekabet Teorisi

Kaynak: Hunt ve Morgan (1995)
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Bununla beraber pazar yonelimini bir kaynak olarak géren Hunt ve Morgan’a (1995)
gore, pazarlama kavraminin misterilere odaklanmasina karsilik, pazar yoneliminde hem
miisteriler hem de rakiplere odaklanma vardir. Ayrica, yeni rakipler ile sonuglanan degisen
teknolojinin tehlikelerine kars1 korunmak icin potansiyel rakipler goriildiigiinden bir kaynak
olarak pazar yonelimi, strateji olusturmada hem miisteriler hem de rakipler hakkinda bilgi
kullanmanin 6nemine vurgu yapmaktadir. Nitekim, ticari markalar: ve marka ederini (brand
equity) birer kaynak olarak ele almak miimkiindiir. Dolayisiyla, pazarlama faaliyetleri rekabete
aykir1 oldugu muhtemel hallerde hangi kaynaklarin karsilastirmali olarak pazarlanabilecegi ve
hangi kaynaklarin karsilagtirmali bir avantaj sagladigi sorusu 6nem arz etmektedir. Bu soruya
yonelik olarak da son zamanlarda pazar yonelimi ve ortaya g¢ikardigi tartigmalar géz Oniine
alindiginda, pazar yonelimini potansiyel bir kaynak olarak ele almak miimkiindiir. Dolayisiyla
bunu yaparken, karsilagtirmali iistiinliik teorisini daha agik bir sekilde agiklayan Hunt ve Morgan
(1995) teorinin nasil konumlandirilmasi gerektigini gostermislerdir ve teorilerindeki kaynak

avantajinin roliine vurgu yapmuslardir.
5.4. Pazar Yonelimi ve Orgiit Performansi

Is performansini iyilestirmek igin siklikla pazar yonlendirmesinin  yapildig
goriilebilmektedir (Jaworiski ve Kohli, 1993). Nitekim, pazar yonelimi, miisteri ve dagitim
kanal1 bayilerinin gelismesine, karliligin artmasina yol agmakta ve isletme performansi ile olan

iliskinin kurulmasina etki etmektedir (Knowles ve Ambler, 2009).

Bununla beraber, 1990 yilinda ilk kez pazar yonelimi ve orgutsel performans arasindaki
iliskiye aciklik getirilmistir. Zira, Narver ve Slater (1990) tarafindan yapilmis olan galisma ile
pazar yonelimi kavrami ve gelismis is performansi baglaminda miisteri, uzun vadeli ve kapsamli
perspektif olarak tg¢ farkli perspektifin ilk defa tanimi yapilmistir (Knowles ve Ambler, 2009).
Bu ¢alismayla birlikte 1990 ve 1995 yillar1 arasinda pazar yonelimi ve pazar yoneliminin firma
performansiyla olan iligkinin él¢tilmesine yonelik ilgili literatlirde kayda deger bir arastirma
konusu olmustur (Deshpande” ve Farley, 2004). Keza, 6rgit kilturinin ve ilgili davranislarin
performans iizerindeki etkisini inceleyen giderek biiyiiyen bir literatiir gelisim gostermistir
(Leisen vd., 2002). Nitekim konu ile ilgili calismalar ¢ercevesinde pazar yonelimi derecesi,
biiyiik 6l¢ekli kuruluslar i¢indeki is birimleri arasinda degismekte ve genis orgiitsel siireglerle,
kendi islerine yonelik bireysel tutumlarla ve ig birimi uzun vadeli performansiyla olumlu iligkili
olmaktadir (Bakiniz, Ruekert, 1992). Dahasi, miisteri yonelimli kiiltiir, miisteri yonelimli

davranislar ve orgiitsel performans arasindaki olumlu iliskiye aracilik etmekte ve ayrica hem
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misteri yonelimli kiiltiir hem de miisteri yonelimli davraniglar, orgiitsel performansi Uzerinde
etkili olmaktadir (Bakiniz, Gainer ve Padanyi, 2005). Son olarak belirtmek gerekirse ayni
zamanda pazar yonelimi, stratejik insan kaynaklar1 yonetimi ve orgiitsel performans arasindaki

iliskiye aracilik etmektedir (Harris ve Ogbonna, 2001).

Bunun yani sira, 1997°1i yillar itibari ile Tilrkiye’de pazar yonelimi ve isletme
performansi arasindaki iliski konusuna yonelik yapilmis olan ¢alismalarin oldugu goriilmektedir
(Ornegin, Can, 1997; Atilla, 2000; Yenilmez, 2000b; Akman, 2003; Hatiboglu-Yalman, 2003;
Uzkurt, 2003; Danisman ve Erkocaoglan, 2008; Bulut vd., 2009; Usta, 2011; Eris ve Ozmen,
2012; Keskin vd., 2016). Yapilmis olan bu ¢alisamalarda da goriilecegi lizere pazar yonelimi ve

orgutsel genel performans arasinda olumlu anlamli bir iliskinin oldugu agikgtir.
5.5. Pazar Yonelimi ve Yenilikgilik

Pazar yonelimini ¢esitli yonlerde ele alan ¢aligmalarin oldugu goriilmektedir. Zira,
1990’11 yillarin sonunda Hurley ve Hult (1998) tarafindan pazar yonelimi, yenilikgilik ve orgiitsel
ogrenme temellinde ele alinmistir. Yapilmis olan ¢alisma sonucuna gore, 6grenme, gelisme ve
katilimci karar verme Kaltur tarleri, firma kalturine yonelik yenilikgilik diizeylerine olumlu etki
etmektedir. Dolayisiyla, yenilikg¢ilik ile ilgili kilturel yapilarin, pazar yonelimi ve orgltsel
ogrenme ile iliskilendirilmesi gerekmektedir. Bu baglamda 6rnegin, Raj ve Srivastava (2016)
tarafindan yapilmis olan ¢alisma sonucuna gore, pazarlar, rakipler, endiistriler, miisteriler ve
diger paydaslar hakkindaki bilgi, orgiitsel 6grenme siirecleri araciligryla kullanilmaktadir. Buna
karsilik pazar yoneliminin, rgiitsel 6grenme ile orglitsel yenilik¢ilik lizerinde olumlu etkileri
olmaktadir. Bu ¢alismanin yani sira, Zhou vd. (2005) tarafindan yapilmis olan ¢aligmada pazar,
teknoloji ve girisimcilik seklinde ii¢ 6nemli stratejik yonelim tiirii iizerinde durulmustur. Zira,
Zhou vd. (2005) tarafindan yapilmis olan ¢alisma sonucuna gore, pazar yonelimi, ileri teknoloji
kullanan ve ana miisterilere daha fazla fayda saglayan yani teknolojiye dayali yenilikleri
kolaylastirmaktadir. Ancak pazar yonelimi, gelismekte olan pazar segmentlerini yani pazara
dayali yenilikleri hedefleyen yenilikleri engellemektedir. Diger taraftan teknoloji yonelimi,
teknolojiye dayali yenilikler i¢in faydali olmaktadir ancak teknoloji yonelimin, pazara dayal
yenilikler tizerinde higbir etkisi yoktur. Girisimcilik yonelimi ise, her iki tiirdeki yani teknoloji

ve pazar temelli yeniliklerde ¢i181r agmay1 kolaylastirmaktadir.

Bununla beraber, O’Cass ve Viet Ngo (2007) tarafindan yapilmis olan ¢aligma sonucuna
gore, giiclii bir yenilik¢i kiiltiire sahip orgiitler i¢in basarili bir marka olusturma her zaman

mevcut miisterilerin ve rakiplerin geri bildirimlerinin yorumlanmasina bagli degildir. Bunun
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yerine basarili bir marka olusturma, kuruluslarin miisterilere {istiin bir deger sunmanin benzersiz
yollarin1 yenilik¢i olarak gelistirebilme yeteneklerine baghdir. Buna karsilik, pazar yonelimi,
kismen kurulusun yenilikg¢i kiiltiiriinden tiiretilen bir tepkiye karsilik gelmektedir. Son olarak,
Eskiler vd. (2011) tarafindan yapilmis olan ¢alisma sonucuna gore, bilgi yonetimi, pazar
yonelimi ve pazarlama yeniligi olgular1 arasinda iliski vardir. Zira, pazar yonelimi ve pazarlama
yeniligi arasinda olumlu anlamli bir iliski s6z konusu olmasina ragmen, bilgi yonetimi ve
pazarlama yeniligi arasinda olumsuz anlaml bir iligski s6z konusudur. Bununla birlikte, pazar

yonelimi ve bilgi yonetimi birlikte pazarlama yeniligi {izerinde olumlu bir etkiye sahiptir.

Ote yandan, firma performansini pazar yonelimi ile yenilikler etkisinde inceleyen
calismalarin oldugu goriilebilmektedir. Ornegin, Farley vd. (2008) tarafindan yapilmis olan
calisma sonucuna gore, gelismis ve gelismekte olan Ulkelerde pazar yoOnelimi ve pazar
yenilik¢iligi, firma performansina iliskin 6nemli faktorlerdir. Diger taraftan Jogaratnam (2017)
tarafindan yapilmis olan ¢alisma sonucuna gore, destekleyici ve yenilikei kiiltiirel tiirlerin firma
performansi iizerinde dogrudan etkileri olmakta ve pazar yonelimi, yenilikci 6rgit kultrinin

firma performansina olan dogrudan olumlu etkisine aracilik etmektedir.
5.6. Orgiitlerde Bir Kiiltiir Olarak Iliski Yénelimi

Gegen yillarin ardindan hem pazarlama teorisi hem de uygulanmasinda biiyiik bir yon
degisikligi baslangicina tanik olunmustur. Iliskisel pazarlamaya duyulan gereksinim, kiiresel
pazarin degisen dinamiklerinden ve rekabetci bagari i¢in degisen ihtiyaglardan kaynaklanmistir.
Boylece, ilgili ¢alismalarla pazar yoneliminden iliski yonelimine dogru bir paradigma kaymasi

olmustur (Morgan ve Hunt, 1994).

Morgan ve Hunt (1994), baglilik ve giiven teorisini 6zellikle, pazarlama iligkilerinde ve
iliskisel pazarlamada ilk kez ortaya koymuslardir. Ozellikle bu teorinin ortaya konulmasimin
ardindan yillarla birlikte bir konu olarak ‘iligki’ kavrami ilgili ¢alismalarla ¢okca ele alinmaya
baglanmistir. Bununla beraber altin1 ¢izmek gerekirse, ilgili literatirde ¢ogu c¢alismada
goriilecegi Uzere iligkisel pazarlamanin felsefesi ve teorik temellerinden bazisi, endustriyel
pazarlarda sebeke veya ag yaklagimindadir (Bakiniz, Erdogan vd., 2011). Nitekim, iligkisel
pazarlamanin ortaya c¢ikis nedenlerinin tartisildigi mevcut calismaya (Bakiniz, Sheth ve
Sharma,1997) gore, etkin pazarlama stratejilerinde iliskilerin ¢ok 6nemli olduguna dair kanitlar
mevcuttur ve orgiitsel satin alma islemi, iligski yonlii diisiinceye kaymistir. Boylece, o yillarda

orgiitlerdeki giiven ve giivensizlik calismalarina yonelik carpict bir sekilde akademik ilgi
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olmustur (Kramer, 1999). Oyle ki, hizla biiyiiyen literatiiriin bu durumunun degerlendirmesine

yonelik Kramer (1999) tarafindan bir ¢calisma kaleme alinmstir.

Bunun otesinde, yenilik¢i drgutlerde kaltlrin rolund tanimlamak i¢in uygulama alani
bulan kontrol teorisi (Buschgens vd., 2013), 6rgltsel kontroliin, bireyleri orgltsel amaglarla
tutarli bir sekilde hareket etmeye motive etmeyi amaglayan yonetim faaliyetine yonelik bir teori

olarak karsimiza ¢ikmaktadir.
6. SONUC

Bu ¢alismanin amaci, kuramsal ¢ergcevede orgiitsel bir kiiltiir olarak pazarlama kavramina
aciklik getirmektir. Bu temelde ¢aligmaya orgiitlerde bir kiiltiir olarak pazar yoneliminin felsefi
temellerinden baslanmis ve konu ile ilgili yazin ¢aligmalar1 incelenmistir. ilgili literatiire yonelik

yapilmis olan incelemenin 6zet sonucunu asagida oldugu gibi géstermek miimkiindiir.

1950°li Yillar: Pazar yonelimi, pazarlama kavraminin tanitildigr 1950’lerin baslarindan

bu yana pazarlama diislincesinin temelini temsil etmektedir.

1960°l Yillar: Pazarlama yOneliminin biiyiiyen pazarlarda karli ilerlemenin temel bir
unsuru olarak kabul edildigi 1960'lar, pazarlamanin etkisinin en biiyiik ve niifuzunun baskin
oldugu donemdir. Yeni rekabet giicliikleriyle karsilasiimasina karsin 1960'larin sonlarinda ise

pazar bi¢imi olarak orgiitler popiilerlik kazanmistir.

1970°li Yillar: 197011 yillarin 6ncesinden 1980'li yillarin basina kadar akademisyenler,
orgiitsel kiiltiir kavramina ciddi bir ilgi gostermeye baslamiglardir. Béylece orgiitsel ¢alismalarin

patlak verdigi 1980'lerin bagindan beri, literatiir birgok ilging asamada gelisim gostermistir.

1980°li Yillar: 1980°lerde akademisyen ve uygulamacilarin ilgileri pazar yonelimi
kavramina kaymistir. 1980°lerde pazar yonelimi konusuna yonelik ilk ¢alismalarin yapildigi

gorulmektedir (Bakiniz, Deshpande ve Webster (1989).

1990°l Yillar: 1990’larda kiiltiir tanimlar1 ve pazarlama kavramlari birbirleri ile entegre
edilmistir. Béylece, pazarlama kavram, bir kiiltiir olarak tanitilmistir. Orgiitsel bir kiiltiir olarak
pazar yonelimli bir kiiltiir, misteri yonelimi, rakiplere odaklanma ve islevler arasindaki
koordinasyon seklinde ii¢ ana davranistan olusmaktadir (Bakiniz, Narver ve Slater, 1990). Bunun
yani sira 1990’11 yillarda pazar giidiimlii ve miisteri yonlii olarak pazarlama olgulari, birer kaynak
olarak kaynak temelli yaklagim g¢ercevesinde ele alinmistir (Bakiniz, Day, 1994). Yine ayni
sekilde kaynak temelli yaklasim ile iligkili rekabet¢i avantaj model teorisi ortaya atilmistir

(Bakiiz, Hunt ve Morgan, 1995). Boylece bu rekabet¢ci model teorisi cercevesinde firma
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performansi, pazar yonelimi ve yenilikler etkisinde ilk kez incelenmistir. Sonug olarak, pazar
yonelimi tanimi1 daha da gelisim gOstermistir. Zira, bu yillarda pazar yonelimi ve is
performansiyla baglantili olarak miisteri perspektifinin, uzun vadeli perspektifin ve kapsamli
perspektifin ilk defa tanimi yapilmistir (Bakiniz, Narver ve Slater, 1990). Ayni zamanda 1990’1
yillarda misteri yonelimi bakis agisinin (Bakiniz, Deshpande vd., 1993) ve kiltirel temelli
davranigsal bakis agisinin (Bakiniz, Narver ve Slater, 1990) pazar yonelimi karar verme bakis
acilarindan oldugu goriilmektedir. Nihayet, 1998 yilina gelindiginde pazar yoOnelimin,
yenilik¢ilik yapilar ve orgiitsel 6grenme baglaminda ele alinmasi gerektigi ileri siirilmiistiir
(Bakiniz, Hurley ve Hult, 1998). Ancak, bu konuya yonelik ¢aligmalar, 2000°1i yillar itibari ile

kaleme alinmustir.

Ozetle, 1991 ve 2001 arasindaki yillarda hem pazarlama teorisyenleri hem de kaynak
temelli yaklasim taraftarlar1, “Orgiitsel hayatta kalmani kalbindeki rekabet iistiinliigiine neden
olan nedir ve nasil siirdiiriilebilir?” seklinde en temel sorunla dogrudan ilgilenmislerdir. Oyle ki,
1990’11 yillarda iktisat bilgisine dayanan kaynak temelli yaklasimin savunuculugu yapilmistir.
Bu savunuculugun ardindan, orgiitsel strateji perspektifinden pazar yonelimi derecesi ile is
strecleri diizeyinde 6rgltsel sirecler, bireysel tutumlar ve uzun ddénemli finansal performans
arasindaki iliskiler calisma konusu olmustur. Keza, 1990'larin ilk yarisina kadar, pazar
yoneliminin 6l¢iilmesinde ve bu Ol¢iimlerin firma performansiyla iliskilendirilmesinde kayda
deger bir ilerleme vardir. 1990’11 yillarin ilk yarisinin sonlarina gelindiginde, bagllik ve giiven
teorisi, 6zellikle, pazarlama iliskilerinde ve iliskisel pazarlama temelinde ilk kez tanitilmistir
(Bakiniz, Morgan ve Hunt, 1994). Boylece bu yillarda, iliskisel pazarlamanin ortaya ¢ikis
nedenleri ilgili ¢calismalarda tartisma konusu olmustur. Buna karsilik, 1990’11 yillarin ortasinda,
pazar rekabeti ve endiistri ¢atigsmasinin algilanan yogunlugu, iirlin yagam dongiisii ve pazar
yonelimi arasindaki baginti temelinde agiklanmistir (Bakiniz, Atuahene-Gima, 1995). Ay
zamanda 1990’11 yillarin ortasinda, daha 6nce belirtildigi iizere rekabet avantajini incelemek i¢in
firmanin rekabet avantajini ve yetkinliklerini temel alan, rekabetci ya da kaynak avantajli teori
onerilmistir (Bakiniz, Hunt ve Morgan, 1995). Boylece, strateji olusturmada hem miisteriler hem
de rakipler hakkinda bilgi kullanmanin 6nemine ydnelik bir kaynak olarak pazar yonelimi
kavramina vurgu yapilmistir. Nihayetinde, 1990’11 yillarin sonlarina gelindiginde belirli bir
cercevede, pazarlama olgular, sirayla paydas degeri olusturmadaki {i¢ temel is siirecine; {irlin
gelistirme yonetimine, tedarik zinciri yonetimine ve miisteri iliskileri yonetimine gomiilii olarak

yeniden tanimlanmistir (Bakiniz, Srivastava vd., 1999). Sonug olarak, 1990’11 yillarin basindan
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sonlarina kadar orgiit kiiltlirtintin ve ilgili davraniglarin performans iizerindeki etkisini inceleyen

giderek biiyiiyen bir literatiir gévdesi gelisim gdstermistir.

2000°li Yillar: Gegen yillarin ardindan 6zellikle 1990’11 yillardan giiniimiize pazarlama
teorisi ve uygulamalarinda pazar yonelimden iligki yonelimine dogru bir paradigma kaymasi
olmustur. Boylece iliskisel pazarlamaya olan gereksinimin iyice koriiklenmesi ile bu gergevede
baglilik ve gliven teorisi bir model olarak ilk kez tanitilmistir. Diger taraftan oOrglitler arasi
iliskinin satin alma islem veya davranislardan kaynakli oldugu goriilmektedir. Kisaca, 2000°1i
yillarin daha baglarinda yani 2001 yilinda, kaynak temelli yaklasimin, pazarlama ile olan
iligkisini ele almak i¢in pazar temelli kaynaklarina yonelik analizler yapilmistir ve pazarlamaya
0zgii kaynaklar agiklanmistir (Bakiniz, Srivastava vd., 2001). Bununla beraber 2000°1i yillarin
ortasinda 2005 yilinda, miisteri yonelimli kiiltiir, miisteri yonelimli davranmiglar ve Orgiitsel
performans arasindaki iligki izerinde durulmustur (Bakiiz, Gainer ve Padanyi, 2005). Bununla
birlikte, 2005 yilinin ardindaki yillarda yapilmis olan ¢alismalarda pazar yonelimi, yenilik¢i
kiiltiir, marka performansi, firma performansi veya oOrgiitsel performans, orgiitsel 6grenme,
orgutsel yenilikler, destekleyici orgiit kiiltiirii, yenilikgi oOrgiit kiiltiirti, pazar yenilik¢iligi,
pazarlama yeniligi, bilgi yonetimi ve lirlin yasam dongiisii temelinde agiklanmistir (Bakiniz,
O’Cass ve Viet Ngo, 2007; Wong ve Ellis, 2007; Danisman ve Erkocaoglan, 2008; Farley vd.,
2008; Bulut vd., 2009; Knowles ve Ambler, 2009; Eskiler vd., 2011; Usta, 2011; Eris ve Ozmen,
2012; Bischgens vd., 2013; Keskin vd., 2016; Raj ve Srivastava, 2016; Jogaratnam, 2017). Ayn
zamanda, kontrol teorisi yenilikgi 6rgtlerde kltiriin roliinii tanimlamak i¢in uygulama alani

bulmustur (Bakiniz, Buschgens vd., 2013).

1950 Yillindan Giiniimiize YOnelik Bir Ozet: Bir orgutsel kiltur olarak pazarlama
kavramina agiklik getirmek i¢in pazar yonelimi kavrami iizerinde durmak gerekmektedir. Ciinkai,
pazar yonelimi olgusunun, kaynak temelli yaklagim, iiriin yasam dongiisii, rekabet¢i avantaj,
orgiit performansi ve yenilik¢ilik olarak bir dizi orgutsel kultir boyutu ve bu orgutsel kiltir

boyutlarin alt bilesenleri ile bir sekilde anlaml1 bir iligki i¢inde oldugu goriilmektedir.
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ABSTRACT This paper is a case study on segmentation and profiling of customers

according to their lifetime value by using the RFM (Recency, Frequency and Monetary
Value) model which is an analytical method for behavioral customer segmentation. Real
Keywords: customer data that is gathered from a fuel station in Istanbul, Turkey is used for the case
Customer Lifetime study. The data contain 1015 customers’ arrival frequency, last arrival date and total
Value, Segmentation, ~ spend amount in the first half of 2016, and 10 descriptor variables of customers. First,
REM Model demographic characteristics of fuel station customers were analyzed by descriptive
statistics. Then customers' RFM score was calculated through SPSS program, and
customers were divided into 5 segments according to their RFM scores by cluster
JEL Codes: M31, M39, analysis. Finally, the customer profile of segments has been created by using
C69 Correspond analysis and Discriminant analysis. Although fuel station managers think
that the most valuable customer for their company are automobile drivers, result of the
analysis suggests that the most valuable customers are Truck drivers. At the end of the
paper, recommendations are made based on customer profiles of two most valuables

segments that are named VIP and GOLD.

RFM ANALIZI iLE MUSTERI BOLUMLENDIRILMESI VE PROFIL

OLUSTURULMASI
0z Bu c¢alisma, bir veri madenciligi yontemi olan RFM (Giincellik, Siklik,
Parasallik) modelini kullanarak miisterilerin karlilik degerlerine gére béliimlendirilmesi
Anahtar Kelimeler: ve profillerinin olusturulmas: iizerine bir vaka calismasidir. Istanbul, Tiirkiye'de bir
Miisteri Yasam Boyu  akaryakit istasyonundan toplanan gercek miisteri verileri vaka c¢alismasi igin
Degeri, kullamilmistir. Veriler, 2016'min ilk yarisinda 1015 miisterinin varis stkligini, son varis
Bolumlendirme, RFM  tarihini ve toplam harcama tutarimi ve miisterilerin 10 tamimlayict degiskenini icerir. Ilk
Modeli olarak, akaryakit istasyonu miisterilerinin demografik ozellikleri tammlayict istatistikler
ile analiz edilmistir. Daha sonra SPSS programi ile miisterilerin RFM puani
JEL Kodlari: hesaplanmis ve kiime analizi ile REFM puanlarina gére miisteriler 5 béliime ayrilmistir.

Son olarak, boliimlerin miisteri profili, uyum analizi ve diskriminant analizi kullanilarak
olusturulmustur. Akaryakit istasyonu yoneticileri, sirketleri icin en degerli miisterinin
otomobil kullanicilar:t oldugunu diisiinmesine ragmen, analiz sonucu en degerli
miisterilerin kamyon kullanicilar: oldugunu gostermektedir. Makalenin sonunda, VIP ve
GOLD olarak adlandirilan en degerli iki boliimiin miisteri profilleri temel alinarak
onerilerde bulunulmustur.
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1. INTRODUCTION

Companies cannot satisfy all potential buyers of their products or services. They should
choose a group of customers that they can serve better than their competitors. In order to do
this, it is necessary to segment customers and create their profiles. The main purpose of
creating a customer profile is to make effective marketing strategies to target the most

profitable customers.

Customer segmentation is a tool to communicate effectively with customers. By means
of the partitioning process, the characteristics of the hidden customer groups are defined in the
data. The partitioning process breaks down customers according to similar features.
Partitioning is a preliminary step that was created to classify the identified customer groups.
With segmentation, marketers can better guide resources, and are more effective in exploring

opportunities.

Profiling is performed after customer segmentation. The customer profile allows
marketers to provide a better service to the customer and to communicate more effectively with
the existing customer. Customer's demographic and personal data are collected and brought
together to form a customer profile. The customer profile is also used to find new customers

using external resources.

Segmentation can be done according to demographic and psychographic properties of
customers. But segmenting the customers according to their value to the company is one of the

most emerging method (Armstrong et al., 2016).

Customer lifelong value, which is an important measure in marketing, especially in
customer relationship management, focuses on the entire life expectancy of the customers with
the business and maximizes the profits expected from the customers. Businesses can create
marketing, strategy and tactics by defining their customers with their lifetime value. The value
of customer life is a concept in which many academicians and many marketing managers work
in practice for a long time. The main objective of the customer lifetime value is to determine
the importance level of the customers for the company (Ekergil & Ersoy, 2016). Various
approaches are used to determine which ones are most valuable. One of these approaches is to
calculate the lifetime value of customers. The answers to the questions such as how much the
company should invest in, which marketing strategies should be chosen for each customer, and
which campaigns should be organized for each customer can be determined by calculating the

customer lifetime value (Ekergil & Ersoy, 2016).
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Long-term marketing strategies can be developed according to the customers by looking
at the expected profitability of the customers with the information obtained from the customer
lifetime value. It gives companies the opportunity to examine whether their customer portfolio
is optimal. Optimum customer portfolio can be reached, and profitability can be increased by
identifying the customers who are less profitable or unprofitable than the ones that are not

worth the effort for the company.

Considering their customers' life-time value, companies can continuously increase their
income and profitability by offering more attractive solutions to existing customers without
focusing on gaining new customers. Trying to lure new customers can result in loss for

companies.

Many methods and models are used to measure the customer lifetime value. These are
divided into 2 as past and future-past behavior-based models. Past-future based models; The
models are divided into 2 as models which do not include the cost of the customer's acquisition
cost and the cost of the customer's purchase. All of these models utilize historical data in the
customer database. The main point where they differ between the past behavior-based models
and future-past behavior-based models is to assess whether the customers are active in the
future. While the client considers the costs of future-based behavior-based models, they do not

consider past behavior-based models (Hiziroglu & Sengul, 2012).

One of the most widely used customer lifetime value calculation models is the RFM
model (Cheng & Chen, 2009). It is easy to use, can be applied quickly and is a method that is
used continuously because it is easy to understand by business managers. RFM is initials of the
words Recency, Frequency and Monetary. Recency means the last transaction date of the
customer; Frequency means the frequency of the client's transaction; The Monetary refers to
the total amount of money the customer spends. The RFM model allows to find the most likely

to respond to a new proposal among existing customers.

RFM model can be used to accurately estimate customer lifetime value (CLV) (Buckinx
& Van den Poel, 2005), (Fader et al., 2005), (Sohrabi & Khanlari, 2007) and for segmentation
and profiling of customer (Tsiptsis & Chorianopoulos, 2011). Although there are a lot of
studies showing that RFM model can be used for customer segmentation and profiling in the
world such as (Piersma & Jonker, 2004), (Wei et al., 2010), (Namvar et al., 2011) , (Maryani &
Riana, 2017) there are very few case studies in Turkey. These few studies applied on different

sectors e-commerce sports shop (Birant, 2011), B2B industrial markets (Ekergil & Ersoy,
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2016), hotel (Dursun & Caber, 2016), pizza restaurant chain (Sarvari et al., 2016), grocery
chain (Peker et al., 2017), tourism (Pakyurek et al., 2018), airline (Altan, 2019), e-retailer
(Kabasakal, 2020) but no other study on the fuel retailing sector could be found.

Fuel dealers are retailers that sell very similar products at almost the same price.
Therefore, it is difficult for them to differentiate actual product, price and distribution channel
for competition. However, they can make brand differentiation and positioning with the
additional services they provide to their customers. These services should be depending on the
customers’ preference. But different customer types may have different service expectations.
For this reason, it is important that the gas stations select the most valuable customer segment
and serve in accordance with the demands of this segment. Despite this importance, no local or
international study on calculating customer lifetime value for oil stations has been found. So,
this case study aims to contribute implantation of customer segmentation and profiling by RFM

model in Turkey by making a case study on this subject on fuel retail station.
2. METHODOLOGY AND ANALYSIS

To implementation RFM model for segmentation and profiling of the customer
according to their value, the real customer data is obtained from a fuel station in Istanbul,

Turkey.

The data set consists of the 1015 customers’ arrival frequency, last arrival date and total
spend amount in the first half of 2016, and customers’ 10 descriptors variables that are

summarized at Table 1 after descriptive analysis.
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Table 1. Descriptive Analysis Summary Table

Count Laver Column
FUEL TYPE Ecto Euro Diesel 418 41.2%
Ecto Pro Diesel 221 21.8%
Unleaded95 93 9.2%
LPG 283 27.9%
GENDER Male 893 88,0%
Female 122 12,0%
VEHICLE TYPE Automobile 796 78,4%
SuUv 0 0,0%
Light Commercial 104 10,2%
Minibus 44 4,3%
Autobus 33 3,3%
Truck 25 2,5%
Trailer 13 1,3%
USAGE Commercial 104 10,2%
METHOD Personal 815 80,3%
Taxi 96 9,5%
PROFESSION Freelancer 464 45,7%
Tradesman 171 16,8%
Free-earner 206 20,3%
Driver 174 17,1%
Other 0 0,0%
FAVORITE Besiktas 207 20,4%
TEAM Fenerbahce 303 29,9%
Galatasaray 259 25,5%
Trabzonspor 138 13,6%
Bursaspor 36 3,5%
Other 72 7.1%
PAYMENT Credit Card 484 47,7%
METHOD Cash 522 51,4%
Other 9 0,9%
EDUCATION Primary School 292 28,8%
High School 518 51,0%
University and Higher 205 20,2%
SMARTPHONE Yes 978 96,4%
No 37 3,6%
AGE 19-30 277 27,3%
31-45 465 45,8%
46-70 273 26,9%

The customers data is used to calculate customer lifetime value by using RFM model,
then customers are segmented with clustering analysis. The last purchase date is used for
Recency, arrival frequency is used as Frequency and total spend amount is used for Monetary
Value. To calculate RFM score of each customer, RFM related data is encoded in five equal
portions (Hughes, 1996), (Wei et al., 2010): Customer's purchase date that is sorted in
descending order of timeliness case. The top 20% segment is coded as 5, while the next 20%
segment is coded as 4 and so forth. Finally, the recency for each customer in the database is
denoted by a number from 5 to 1. The frequency of customer visits and purchase data are also

sorted in descending order. All customers conferred by 555, 554,553, .....111, this creates 125
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(5x5x5) RFM cells. In this way, customer database is divided into 125 parts. Customers who

have the highest RFM score are the most profitable customers.

The RFM score of each customer is added to data set as an extra column for further
analysis. The RFM Histograms that is given in Figure 1, shows that majority of customers’ last
purchase that is after June (the current month), they made purchase below 30 times for six
months (first half of 2016) and spend between 0 and 39000 TL.

RFM Histograms
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Figure 1. RFM Histogram

RFM score is used for the clustering analysis to segment the 1015 customers of the fuel
station. As a result of the analysis, customers with similar characteristics were grouped in 5
groups. The average RFM scores of each segment are shown in Figure 2. The names of the
segments were determined by being inspired by (Berman, 2006). The number of customers is
25 and the segment with an average of 949 RFM points is called VIP and it is seen that the
most valuable segment is the fuel station. The Gold segment is the second most valuable
segment with 226 customers and an average of 890 RFM points. Silver customers with a
customer number of 292 and an average of 651 RFM points are in the third most valuable
segment. Platinum customers, which have a customer number of 249 and an average of 415
RFM points, are in the fourth most valuable segment. Normal segment is the fifth most

valuable segment with 223 customers and average of 205 RFM points.
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Figure 2. RFM Histogram

In order to profile customer segments according to descriptor variables discriminant
analysis and correspondence analysis was performed. Discriminant analysis is the statistical
measurement technique that allows us to see the differences between the groups, namely the
characteristics that distinguish one group from the other (Charan, 2015). By discriminant
analysis the differences of 10 descriptors and 2 basis variables (Frequency and RFM scores) for
each segment were tested. The results that is given in Table 2 shows that the variables are
differentiated for each segment and classification of segments according to these variables are

meaningful except gender and smartphone usage variables.

Table 2. Tests of Equality of Group Means

Wilks'

Lambda F dfl df2 Sig.
FUEL TYPE ,945 14,718 4 1010 ,000
GENDER ,992 2,017 4 1010 ,090
VEHICLE TYPE 797 64,450 4 1010 ,000
USAGE METHOD ,890 31,075 4 1010 ,000
PROFESSION ,930 18,925 4 1010 ,000
FAVORITE TEAM ,968 8,312 4 1010 ,000
PAYMENT METHOD ,979 5,353 4 1010 ,000
EDUCATION ,973 6,899 4 1010 ,000
SMARTPHONE USAGE ,998 476 4 1010 ,753
AGE ,983 4,289 4 1010 ,002
TOTAL EXPENTURE ,388 397,756 4 1010 ,000
FREQUENCY 429 335,405 4 1010 ,000
RFM SCORE ,066 3596,704 4 1010 ,000
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VIP Segment GOLD Segment
Variables F Percent Variables F | Percent
Ecto Euro Diesel 12 1,20% Ecto Euro Diesel 127 | 12,50%
FUEL TYPE Ecto Pro Diesel 13 1,30% FUEL TYPE Ecto Pro Diesel 29 2,90%
Unleaded95 0 0,00% Unleaded95 17 1,70%
LPG 0 0,00% LPG 53 5,20%
Male 25 2,50% Male 207 | 20,40%
GENDER GENDER
Female 0 0,00% Female 19 1,90%
Automobile 0 0,00% Automobile 174 | 17,10%
SUV 0 0,00% SUV 0 0,00%
Light Commercial 0 0,00% Light Commercial 23 2,30%
MG Minibus 5 | osow | [YODLCHE Minibus 9 | 0,90%
Autobus 5 0,50% Autobus 8 0,80%
Truck 12 1,20% Truck 0,80%
Trailer 3 0,30% Trailer 4 0,40%
Commercial 22 2,20% Commercial 36 | 3,50%
k’/lsé‘r?_'%D Personal 3 | 030% LI\J/ISéA"I'CI;ﬂEOD Personal 168 | 16,60%
Taxi 0 0,00% Taxi 22 2,20%
Freelancer 3 0,30% Freelancer 97 | 9,60%
Tradesman 0 0,00% Tradesman 46 | 4,50%
PROFESSION Free-earner 2 0,20% PROFESSION Free-earner 37 3,60%
Driver 20 2,00% Driver 46 | 4,50%
Other 0 0,00% Other 0 0,00%
Besiktas 6 0,60% Besiktas 54 5,30%
Fenerbahce 8 0,80% Fenerbahce 72 7,10%
FAVORITE Galatasaray 9 0,90% FAVORITE Galatasaray 65 | 6,40%
TEAM Trabzonspor 2 0,20% TEAM Trabzonspor 13 | 1,30%
Bursaspor 0 0,00% Bursaspor 10 1,00%
Other 0 0,00% Other 12 | 1,20%
Credit Card 12 1,20% Credit Card 102 | 10,00%
RGN Cash 13 [ 130% | | ielt Cash 123 [12,10%
Other 0 0,00% Other 1 0,10%
Primary School 15 1,50% Primary School 83 | 8,20%
EDUCATION High School 10 1,00% EDUCATION High School 105 | 10,30%
University and Higher 0 0,00% University and Higher 38 | 3,70%
SMART Yes 25 2,50% SMART Yes 219 |21,60%
PHONE No 0,00% PHONE No 7 | 0,70%
19-30 0,40% 19-30 44 4,30%
AGE 31-45 15 1,50% AGE 31-45 102 | 10,00%
46-70 6 0,60% 46-70 80 | 7,90%
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As a result of correspondence analysis, segments were examined and interpreted
through their relationships between the categories of each variable. By this analysis, the
frequency of each variable in the data set determined for the segments. Table 3 shows
correspondence analysis results for the most valuable segments that are named VIP and GOLD.
In the table, percent shows the indicated variable value percentage in all customers not only the

customers of the segment.

All analysis was made by using SPSS statistic software. But supported graphs and
figures to enrich analysis are made in MS Excel. The interpretation of analysis results and
marketing strategies according to these results for most valuable segments are developed in the

following sections.
3. FINDINGS

The results of analysis are summarized in Table 4. The highest frequency values of the
descriptor variables are shown in the Table. According to the table, customers in the most
valuable VIP segment use Ecto Euro Diesel and Ecto Pro Diesel as fuel type. These customers
are predominantly trucks, buses and minibuses drivers that use their vehicles for commercial
purposes. They are usually primary school graduates, males, between the ages of 31-45 and
support Galatasaray as their favorite team. They make their payments in cash and use Smart
Phone. In this segment, the average of the RFM scores of the customers is 948, the total
expenditure is 76.227 TL and the arrival frequency is 206 for six months.

Table 4. Summary Table

Segments | Number of Customer | Frequency | Monetary Value RFM Score Fuel Type Vehicle Type Vehicle Usage
vIP 25 206 76.227 943 Euro,Pro Truck Commercial Vehicle
Gold 226 45 4.725 890 Euro Automobile Private Vehicle
Silver 292 17 1.158 651 Pro Automobile Private Vehicle
Platinum 29 15 1.596 415 LPG Automobile Private Vehicle
Normal 223 13 1.168 205 Euro Automobile Private Vehicle
Segments Way of Working Age Gender Educational Status Favorite Team Payment Method | Using Smartphone
VIP Driver 3145 Male Primary School Galatasaray Cash Yes
Gold Freelancer 31-45 Male High School Fenerbahge, Galatasaray | Cash, Credit Card Yes
Silver Freelancer 3145 Male High School Trabzonspor Cash Yes
Platinum | Freelancer, Tradesman 31-45 Male High School Galatasaray Cash, Credit Card Yes
Normal Freelancer, Driver 3145 Male High School Fenerbahce Credit Card Yes

Customers in the Gold segment are generally self-employed or business people who
prefer Ecto Euro Diesel fuel type. They use Automobile vehicles for personal use. They are
mainly male and high school graduates. They make payments by cash or credit card and use
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Smart Phone. RFM scores of the customers in this segment is 890, while the total expenditure

is 4.725 and the arrival frequency is 45. The other segments profile can be seen in Table 5, too.

Table 5 represents the summary table of RFM score averages and percentages of
variables. The values that have the highest RFM score of each variable are marked. Customers
who have demographic characteristics with high RFM scores are valuable for the company. So,
this table shows the most important descriptor values that can be used for targeting new
customers and promotion studies. As a result of the RFM analysis, male, over 31 and
commercial truck drivers are the most valuable for the fuel company. Galatasaray team
supporters seem to have the highest average RFM score. In terms of payment, customers
mainly prefer cash. This information is used to generate recommendations in the last section.

Table 5. General RFM Average of Each Variable

Mean Count Layer N %
FUEL TYPE Ecto Euro Diesel 567 418 41,2%
Ecto Pro Diesel 596 221 21,8%
Unleaded95 Oktan 460 93 9,2%
LPG 539 283 27,9%
GENDER Male 564 893 88,0%
Female 492 122 12,0%
VEHICLE Automobile 550 796 78,4%
TYPE SUV . 0 0,0%
Light Commercial 553 104 10,2%
Minibus 494 44 4,3%
Autobus 542 33 3.3%
Truck 804 25 2.5%
Trailer 698 13 1,3%
USAGE Commercial 670 104 10,2%
METHOD Personal 543 815 80,3%
Taxi 541 96 9,5%
PROFESSION Freelancer 565 464 45,7%
Tradesman 571 171 16,8%
Free-earner 502 206 20,3%
Driver 579 174 17.1%
Other . 0 0,0%
FAV. TEAM Besiktas 568 207 20,4%
Fenerbahce 517 303 29,9%
Galatasaray 599 259 25,5%
Trabzonspor 579 138 13,6%
Bursaspor 579 36 3.5%
Other 534 72 7.1%
PAYMENT Credit Card 527 484 47, 7%
METHOD Cash 583 522 51,4%
Other 559 9 0,9%
EDUCATION Primary School 595 292 28.8%
High School 548 518 51,0%
University and Higher 520 205 20,2%
SMARTPHONE Yes 558 978 96,4%
USAGE No 494 37 3,6%
AGE 19-30 516 277 27,3%
31-45 570 465 45,8%
46-70 573 273 26,9%
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4. CONCLUSIONS AND RECOMMENDATIONS

There are many alternatives for customers in the fuel station sector. For this reason,
business owners need to understand the needs of their customers in order to stand out from their
competitors, and to develop their services in line with the demands and needs of the customers.
In this area where competition is intense, the company should increase the loyalty of the
customers by making them feel special, valuable and should even be convinced to remain a
customer of the enterprise even in the case of alternative stations or campaigns. It should be
ensured that this customer group, which is called this loyal customer, should offer this business
to his / her family and environment. Thus, establishing long and lasting relationships with
customers will be easier to get to know them better and to offer them special services. By
creating customer profiles, businesses can increase the expected profits by offering the right
people the right service, discount, campaign and benefits. In order to do this, a database has

been created for fuel station customers based on CLV that are calculated by using RFM model.

As a result of the analysis, customers are divided into 5 segments according to their
RFM scores and the VIP segment is the most valuable segment for the fuel station while the
Gold segment is the second most valuable segment. Fuel station managers think that the most
valuable customer for their companies are Automobile users while the fact that the most
valuable customers are Truck users and the second most valuable customers are Automobile
users. Thus, this study also showed that intuitive segmentation may differ from reality and
scientific segmentation methods should be used. It is very important for the fuel station to keep
the customers in this segment and to make efforts to make them a loyal customer. The gas
station should develop strategies to keep its most valuable customers. Here are some
suggestions based on valuable segments profiles:

1- 52% of VIP customers use Ecto Pro Diesel as fuel type. Therefore, for this type of
fuel, the number of pumps in the station can be increased to 52% and thus the waiting times of

the customers can be shortened.

2- 36% of the customers in the VIP segment support the Galatasaray team, so
Galatasaray is the favorite team for the company. For fans, products such as toy mascot,
keychain, magnet, etc can be provided with 36% of the section. If this team becomes a
champion or wins a cup, a greeting can be sent to customers. In this way, the company can
show the importance of the football team supported by the customers can increase the loyalty

of their customers.
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3- 48% of the customers in the VIP segment use trucks. It can allocate 48% of the

technical products for vehicles to truck engine oil and oil maintenance filters.

4- For the valued customers of 80% of the drivers to communicate more with their
families on long journeys, a deal can be made with the operators to receive a certain amount of

fuel or to give them a gift minute if they collect fuel points.

5- The entire VIP segment and the majority of the customers are male customers. For

these customers, products that meet the personal care needs of men in their markets can be sold.

6- The company can make VIP customers feel special by sending them a special
message on their birthday. Also, the company may allocate some of its budget for advertising
campaigns only to VIP customers and offer them special gift certificates and match tickets. In

this way, it can increase their loyalty to the company by making its” customers feel valued.

7- All of the VIP customers, 96.4% of all customers are using smartphones in firm
general. The existing mobile application can be encouraged by using advertising campaigns
and leaflets. Customers' fuel payments can be made via mobile with the smartphone app.
Changes in fuel prices, advertisements and campaigns organized by the station can be presented

to customers as video messages.

8- A service can be developed to report on the arrival frequency and fuel consumption
information of VIP customers in electronic environment and to control fuel consumption. In
this way, special campaigns and strategies can be developed if there is a decrease in the loyalty
of customers. In order to support customer loyalty, people who have long and frequent

purchases can receive 2 times the fuel grade.

9- The company can offer value-added services such as car wash to its customers in the

VIP and Gold segment once they have a certain amount of monthly shopping.

10- The VIP segment customers are the most valuable customer segment for the
company. They consist of primary school graduates and male customer between the ages of 31-
45. When the company advertises it narrows their target audience and directs towards the right

audience and manages its budget properly.

Gas station managers should develop campaigns and promotions according to their
customers’ needs and demands in order to increase their loyalty. However, it is not possible to
make campaigns that will satisfy all customers due to the budget constraint. As a matter of fact,

customers' preferences may differ. Therefore, it is necessary to identify the most valuable
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customer segments and focus on the needs of these segments. In this study, the RFM model has
been shown to be a useful segmentation tool for gas stations, which can also be used for this
purpose. With RFM analysis, customer segmentation, customer profile and marketing strategies
have been developed thanks to the important information received from the fuel station

regarding the frequency of incidence, arrival time and total expenses of the customers.

Turkish Journal of Marketing Vol.:5 Issue:1 Year: 2020 pp. 22-36



Ibrahim SABUNCU & Edanur TURKAN & Hilal POLAT

REFERENCES

Altan, D. (2019). Giincellik/Siklik/Parasallik (REM) Analizi Ile Hedef Kitle Segimi: Hava Yolu Sektoriinde Bir
Uygulama. Hacettepe Universitesi Sosyal Bilimler Enstitiisu.

Armstrong, G., Kotler, P., & Opresnik, M. O. (2016). Marketing: An Introduction (Global Edi). Pearson
Education.

Berman, B. (2006). Developing an effective customer loyalty program. California Management Review, 49(1),
123-148.

Birant, D. (2011). Data mining using RFM analysis. In Knowledge-oriented applications in data mining.
IntechOpen.

Buckinx, W., & Van den Poel, D. (2005). Customer base analysis: partial defection of behaviourally loyal clients
in a non-contractual FMCG retail setting. European Journal of Operational Research, 164(1), 252-268.

Charan, A. (2015). Marketing analytics: A Practitioner’s Guide to Marketing Analytics and Research Methods.
World Scientific Publishing Company.

Cheng, C.-H., & Chen, Y.-S. (2009). Classifying the segmentation of customer value via RFM model and RS
theory. Expert Systems with Applications, 36(3), 4176-4184.

Dursun, A., & Caber, M. (2016). Using data mining techniques for profiling profitable hotel customers: An
application of RFM analysis. Tourism Management Perspectives, 18, 153-160.

Ekergil, V., & Ersoy, N. F. (2016). B2B/Enddstriyel Pazarlar Icin Anahtar Misteri Ydnetimine Iliskin Misteri
Yasam Boyu Degerinin Hesaplanmasinda Muhasebe ve Pazarlamanin Roll. Business and Economics
Research Journal, 7(4), 159-180. http://search.proquest.com/docview/1833938122/

Fader, P. S., Hardie, B. G. S., & Lee, K. L. (2005). “Counting your customers” the easy way: An alternative to the
Pareto/NBD model. Marketing Science, 24(2), 275-284.

Hiziroglu, A., & Sengul, S. (2012). Investigating Two Customer Lifetime Value Models from Segmentation
Perspective. Procedia - Social and Behavioral Sciences, 62, 766-774.
https://doi.org/10.1016/j.sbspro.2012.09.129

Hughes, A. M. (1996). Boosting response with RFM. Marketing Tools, 4-8.

Kabasakal, 1. (2020). Customer Segmentation Based On Recency Frequency Monetary Model: A Case Study in E-
Retailing. Bilisim Teknolojileri Dergisi, 13(1), 47-56.

Maryani, I., & Riana, D. (2017). Clustering and profiling of customers using RFM for customer relationship
management recommendations. 2017 5th International Conference on Cyber and IT Service Management
(CITSM), 1-6.

e —
CUSTOMER SEGMENTATION AND PROFILING WITH RFM ANALYSIS



tujom (2020) 5 (1): 22-36
e ____________

Namvar, M., Khakabimamaghani, S., & Gholamian, M. R. (2011). An approach to optimised customer
segmentation and profiling using RFM, LTV, and demographic features. International Journal of Electronic
Customer Relationship Management, 5(3-4), 220-235. https://doi.org/10.1504/IJECRM.2011.044688

Pakyurek, M., Sezgin, M. S., Kestepe, S., Bora, B., Duzagac, R., & Yildiz, O. T. (2018). Customer clustering
using RFM analysis. 26th Signal Processing and Communications Applications Conference (SIU), 1-4.
https://doi.org/10.1109/S1U.2018.8404680

Peker, S., Kocyigit, A., & Eren, P. E. (2017). LRFMP model for customer segmentation in the grocery retail
industry: a case study. Marketing Intelligence & Planning.

Piersma, N., & Jonker, J.-J. (2004). Determining the optimal direct mailing frequency. European Journal of
Operational Research, 158(1), 173-182.

Sarvari, P. A., Ustundag, A., & Takci, H. (2016). Performance evaluation of different customer segmentation
approaches based on RFM and demographics analysis. Kybernetes.

Sohrabi, B., & Khanlari, A. (2007). Customer Lifetime Value (CLV) Measurement Based on RFM Model. Iranian
Accounting & Auditing Review, 14(47), 7-20.

Tsiptsis, K. K., & Chorianopoulos, A. (2011). Data mining techniques in CRM: inside customer segmentation.
John Wiley & Sons.

Wei, J.-T., Lin, S.-Y., & Wu, H.-H. (2010). A review of the application of RFM model. African Journal of
Business Management, 4(19), 4199.

C
Turkish Journal of Marketing Vol.:5 Issue:1 Year: 2020 pp. 22-36



Research Article

EU}@E@ TURKISH JOURNAL OF MARKETING
ISSN:2458-9748 Vol.: 5 Issue: 1 Year: 2020, pp.37-58

Citation: Mosavichechaklou, S. & Bozbay, Z., Analyzing Green Purchasing Behavior of Turkish and
Persian Consumers, TUJOM, (2020), 5(1): 37-58 doi: http://dx.doi.org/10.30685/tujom.v5i1.76

ANALYZING GREEN PURCHASING BEHAVIOR OF TURKISH AND
PERSIAN CONSUMERS!

Sara MOSAVICHECHAKLOU? Received Date (Bagvuru Tarihi): 05/01/2020
Zehra BOZBAY? Accepted Date (Kabul Tarihi): 23/03/2020
Published Date (Yayn Tarihi): 25/04/2020

Consumers being conscious about environmental issues tend to have favorable

ABSTRACT attitude to green purchasing. Offering eco-friendly products and services should be a good
Keywords: stratggy for all companies wishing to provide competitive advantage in the marketplace._ In
Green Purcha'sing the Ilt'erature, a number of fgctors_ accepted as the antecgdents pf green purchasing
Behavior behavior and this study examined eight factors of them. It is predicted that the factors

which have an effect on the green purchasing behavior are different between the
consumers having different nationality due to cultural differences. The purpose of this
study is to determine the differences between both the antecedents of green purchasing
behavior and green purchasing behavior of Turkish and Persian consumers. According to
the results, differences are found between some antecedents of green purchasing behavior
as environmental knowledge, social influence, environmental concern, perceived
seriousness of environmental problems, concern for self-image, and green purchasing
behavior of Turkish and Persian consumers.

Antecedents of Green
Purchasing Behavior,
Turkish Consumers,
Persian Consumers

JEL Codes: M3, M31

TURK VE iIRANLI TUKETICILERIN YESIL SATIN
ALMA DAVRANISLARININ ANALIZI

Cevre sorunlari hakkinda bilingli olan tiiketiciler, yesil satin almaya yonelik
olumlu bir tutum sergileme egilimindedirler. Cevre dostu iiriin ve hizmet sunmak, pazarda
rekabet avantaji saglamak isteyen tiim igletmeler icin iyi bir stratejidir. Literatiirde yesil
satin alma davranisuin onciilii olarak kabul edilen bir¢ok faktor olup bu ¢alismada sekiz
oncul incelemistir. Yesil satin alma davranist iizerinde etkisi olan faktorlerin kiiltiirel
farkliliklar nedeniyle farkli milliyetlere sahip tiiketiciler arasinda farkly oldugu tahmin
edilmektedir. Bu ¢alismamin amaci, Tiirk ve Iranli tiiketicilerin yesil satin alma
davramiglarimin onciilleri ve yegsil satin alma davramglart arasindaki farkliliklarimin
belirlenmesidir. Elde edilen sonuclara gore, Tiirk ve Iranl tiiketicilerin yesil satin alma
davramsinin ve ¢evre bilgisi, sosyal etki, gevresel kaygi, ¢evresel sorunlarin algilanan

0z

Anahtar Kelimeler:
Yesil Satin Alma
Davranigi, Yesil

Satin Alma
Davraniginin
Onculleri, Turk
Tuketiciler, Irani:

Tuketiciler ciddiyeti, kisisel imaj kaygist ve yesil satin alma davranisi gibi yesil satin alma davranisi
JEL Kodlari: onciilleri arasinda farkliliklar bulunmustur.
M3, M31

This study is derived from Sara Mosavichechaklou’s master thesis called “A Comparative Study towards the Green Purchasing Behavior of
Turkish and Persian Consumers”.

2Istanbul University, Social Science Institute, Master of Marketing, srmsv1225@gmail.com, https://orcid.org/0000-0002-5107-1015
3Corresponding Author; Assoc. Prof., Istanbul University, School of Business, Department of Marketing, zehrat@istanbul.edu.tr

httﬁs://orcid.org/0000-0002-2728-8003
Turkish Journal of Marketing Vol.:5 Issue:1 Year: 2020 pp. 37-58

Bu makale, aragtirma ve yayin etigine uygun hazirlanmig ve | Y™ | jntihal taramasindan gegirilmistir.


http://dx.doi.org/10.30685/tujom.v5i1.76
mailto:srmsv1225@gmail.com
https://orcid.org/0000-0002-5107-1015
mailto:zehrat@istanbul.edu.tr
https://orcid.org/0000-0002-2728-8003

Sara MOSAVICHECHAKLOU & Zehra BOZBAY
|

1. INTRODUCTION

Environmental issues are one of the most critical concepts for sustainability of human
being in the world. The negative effects of the environmental problems are increasing in the
world and the consumers tend to buy green products in order to prevent environmental
damage. Green markets are carrying opportunities for gaining competitive advantage. Thus, it
is very important for companies to understand consumers’ preferences and green purchasing

behavior.

Green marketing is planned marketing activities that cover the process starting from
the design of environmentally friendly products to the after-use service of the products
(Cetinkaya et al., 2017). Green consumers are defined as consumers who are sensitive about

environmental issues (Soonthonsmai, 2007).

Nowadays, consumers are demanding more information about the social and
ecological effects of the products that they are purchasing, and prefer environmentally
friendly products (Renner, 2002). The number of green consumers is increasing day by day
and the importance of understanding the reasons of green purchasing behavior and analyzing
the antecedents that are effective on the green purchasing behavior are gaining importance.
Understanding the factors effecting green purchasing behavior can help companies to produce
products which will satisfy the green consumers.

In the literature, various factors affecting green purchasing behavior are examined. In
this study, environmental knowledge, social influence, environmental attitudes, environmental
concern, perceived seriousness of environmental problems, perceived environmental
responsibility, perceived consumer effectiveness and concern for self-image are analyzed as
antecedents of the green purchasing behavior and for understanding the green purchasing
behavior of consumers in emerging markets, the differences between antecedents of the green
purchasing behavior and green purchasing behavior of Turkish and Persian consumers are

examined.
2. THEORETICAL FRAMEWORK
2.1. Green Purchasing Behavior

In parallel with the increase in environmental problems, consumers realized that they
can have direct effect on environmental problems and it makes them to be careful in order to

protect the environment (Zinkhan and Carlson, 1995). Consumers who are conscious about
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protecting the environmental issues started to buy eco-friendly products that do not pollute the

environment and support environmental projects (Yilmaz and Arslan, 2011: 2).

The numbers of studies in the literature on this field are increased as consumers prefer
to buy environmentally friendly products. For example, Straughan and Roberts (1999) found
that green buying behavior is affected by demographic characteristics of 235 university
students in the United States. Follows and Jobber (2000) stated that consumers may buy green
products if they believe their consumption will have a significant impact on the environment.
Kim (2011) studied the role of collectivism, personal values and environmental attitudes on
green purchasing behavior. Hartmann and Apaolaza-lbanez (2012) argued that positive
attitude towards eco-friendly products contribute to the purchase of green products. Hiseyin
and Cankul (2010) conducted a study on the green buying behavior of Turkish university
students. According to the results of this study, although most of the students are worried
about destroying the environment, buying and using environmental products does not reflect
these concerns. In a study conducted by Sharma (2014), it is determined that there are positive
relationships between social influence, environmental habits and environmental protection
behavior of consumers. Onurlubas (2019) found that social influence and environmental

awareness of the consumers have an effect on green product purchasing behavior.
2.2. Antecedents of Green Purchasing Behavior

Previous researchers found that various antecedent variables explain green purchasing
behavior (Tilikidou, 2007; Lee, 2008; Lee, 2009; Akehurst et al., 2012; Uddin & Khan,
2016). The success of companies in green marketing depends on analyzing the factors
affecting the green purchasing behavior of consumers (Unliionen and Tayfun, 2003).
According to Lee (2008), social influence is the most important factor which influences green
purchasing behavior. In the study of Mostafa (2009), it is determined that environmental
knowledge has a significant effect on consumers’ green purchasing behavior. If a consumer
has awareness about environment, he/she will probably prefer buying green products
(Mostafa, 2009). According to Panni (2006), consumers who are more environmentally
conscious buy more green products. Afsordegan et al. (2011) found the factors that have
impact on the young Persian consumers’ purchasing of green products are as social influence,
environmental concerns, perceived environmental responsibility and concern for self-image in
environmental protection. Another study in East Azerbaijan of Iran conducted by Bagheri

(2014) demonstrated the effect of green marketing activities on green behavior. In the study, it
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is also found that some demographic features of consumers have moderating impact on the

relationships between green marketing and green behavior.

Antecedents of green purchasing behavior effect on green purchasing behavior are
often studied in the literature. Green purchasing behavior is examined by demographic
variables, psychological factors, environmental and social values (Gilg et al., 2005: 482). To
analyze consumers’ green purchasing behavior, psychographic variables are found more
important than demographic variables (Oliver, Volschenk and Smit, 2011). Mostafa (2009)
claims that environmental attitude, concern, knowledge, altruism and skepticism are the major
psychological factors that influence the green purchasing behavior of consumers. Studies like
Lee (2008), Chan and Lau (2000) and D’Souza et al. (2006) searched the factors affecting
green purchasing behavior. Lee (2008) used seven antecedent factors as environmental
attitudes, environmental concern, perceived seriousness of environmental problems, perceived
environmental responsibility, perceived effectiveness of environmental behavior and concern
for self-image in environmental protection in his study of green purchasing behavior on

young consumers in Hong Kong.

In this study, environmental knowledge, social influence, environmental attitudes,
environmental concern, perceived seriousness of environmental problems, perceived
environmental responsibility, perceived consumer effectiveness and concern for self-image

are examined as psychological factors that influence green purchasing behavior.
2.2.1. Environmental Knowledge

Environmental knowledge is related to the solutions of environmental problems
(Erten, 2004). There are different views about the relationship between environmental
knowledge and purchase behavior. In the literature, some studies of environmental knowledge
informed that it has low effect on behavior (Geller, 1981; Maloney and Ward, 1973; Muller
and Taylor, 1991) while others report that a consumer’s environmental behavior depends on
his/her environmental knowledge, affect and intention (Chan and Yam, 1995). Consumers can
make green purchasing when they have enough information about environmental issues
(Prakash, 2002). Lai (2000) found that citizens in Hong Kong have environmental knowledge
and therefore they are conscious about environmental issues. In a study conducted by
Zainudin et al. (2013), it is found that environmental knowledge is an important indicator of

consumers’ green buying behavior and their green consumption.
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2.2.2. Social Influence

In general, consumption is strongly influenced by relational and inspiring reference
groups (Hoyer and Maclnnis, 2004). In a study conducted by Sharma (2014), it is determined
that there is a positive relationship between social influence and environmental habits of
consumers. Lascu and Zinkhan (1999) showed that the choice of a teenager usually coincides
with the opinions of group of peers in the buying process. Khare et al. (2013) concluded that
social influence and group prestige have a meaningful effect on the green purchasing behavior
of 501 Indian consumers in six different cities of India. The study of Onurlubas (2019)
acknowledged that social influence has a moderately significant impact on green buying

behavior.
2.2.3. Environmental Attitude

Environmental attitude is a concept that is related to the behavior that individuals
choose against a situation (Gezer et al., 2006). In a study on Egyptian consumers, it is
determined that the consumer’s attitude towards green purchasing can directly affect the
actual green buying behavior (Mostafa, 2007). According to Kim and Fortner (2006), one of
the most important factors on environmental issues is environmental attitude. Ozbay (2010)
stated that activities have positive effects on students’ academic success and environmental
attitude.

2.2.4. Environmental Concern

Environmental concern refers to an attitude towards environmental issues (Schultz &
Zelezny, 1999). Tanrikulu (2015) found that environmental anxiety is one of the factors
affecting the green purchasing behavior of consumers over 20 years of age. In the literature, it
is found that consumers having environmental concern exhibit more sensitive behavior to the
environment (Roberts, 1996; Lee 2008; Mostafa, 2007). The study of Kement (2018) showed
that environmental concern and perceived ethical commitment have a positive impact on
intention to go to green hotels. Also, it is found that an environmental concern of hotel

consumers positively affects the perceived ethical mandatory.
2.2.5. Perceived Seriousness of Environmental Problems

Another important antecedent of green purchasing behavior is called perceived
seriousness of environmental problems. In today’s world where the effects of globalization
are felt strongly in all sectors, environmental problems are the most important problems
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facing humanity (Ozdemir, 2003). According to Ghimire and Mohai (2005), individuals are
more affected by perceived seriousness of environmental problems than the real severity of
those problems. Asian consumers consider environmental problems as bigger than consumers

in Western countries (Lee, 2009).

2.2.6. Perceived Environmental Responsibility

Environmental responsibility is defined as a person’s way of living (Fraj and Martinez,
2006). Environmentally responsible consumers are those who are ready to be responsible for a
better sustainable future. Straughan and Roberts (1999) defined consumers that have
environmental responsibility as typical, young, middle-income, educated and urban women.
On the contrary, Samdahl and Robertson (1989) found no relationship between environmental

responsibility and gender.

2.2.7. Perceived Consumer Effectiveness

Kinnear et al. (1974) defined perceived consumer effectiveness as measuring the
individual’s belief in the results of their actions (Majlath, 2010). Perceived consumer
effectiveness is defined as the individual being aware of the steps he/she should take and not
to make an environmental difference and position himself/herself at the center of the
problems (Roberts, 1996). Many different researchers carried out studies on the subject from
the past to the present and suggested that perceived consumer effectiveness is the determinant
of environmental concern (Straughan and Roberts, 1999; Yahya et al., 2013; Lee et al., 2017).
The study conducted by Saritas (2018) found that increase in green purchasing behavior

positively affects perceived consumer effectiveness.
2.2.8. Concern for Self-Image

Concern for self-image can be explained as the attitudes and behaviors of consumers
who are interested in their personal image about environmental problems. Concern for self-
image is found as the antecedent of green purchasing intention which affects green buying
and green purchasing behavior of adolescents (Cheah, 2009; Lee, 2008). Baker and Ozaki
(2008) determined that green purchasing behavior is affected by the environmental self-

image.
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3. METHODOLOGY

Researchers and human beings do have more attention to environment, environmental
issues and especially to the environmental problems in today’s world. The negative outcomes
of environmental problems are perceived more severe than the recent years. For minimizing
these severe effects and defeating the environmental problems, all green consumers are
making efforts. For protecting the environment and minimizing the harmful effects of
pollution, consumers realized that their green purchasing have ability to contribute
environment positively thus consumers tend to buy green products. As a result of the changes
in consumers’ buying behavior, companies have to adopt the green products and services
offered to consumers. Companies start to produce environment friendly products and apply
green marketing strategies. As a conclusion of these efforts, the concept of “green marketing”

occurs.

The purpose of this study is to determine the differences between the antecedents of
green purchasing behavior and green purchasing behavior of Turkish and Persian consumers.
A descriptive model is used in this research. According to this descriptive model as shown in
Figure 1, it is aimed to specify the differences in antecedents and green purchasing behavior
of Turkish and Persian consumers.

Antecedents of Green Purchasing

Environmental Knowledge

Social Influence

Environmental Attitudes

Environmental Concern

Perceived Seriousness of Environmental
Problems

Perceived Environmental Responsibility
e Perceived Consumer Effectiveness

e Concern for Self-image

Hi

Consumers’ Nationality

e Turkish Consumers
e Persian Consumers

H>

Green Purchasing Behavior

Figure 1. Research Model
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According to the model, hypotheses are developed as follows:

Hypothesis 1: There is a significant difference between the antecedents of green purchasing

behavior of Turkish and Persian consumers.

Hypothesis 1a: There is a significant difference between environmental knowledge of Turkish

and Persian consumers.

Hypothesis 1b: There is a significant difference between social influence of Turkish and

Persian consumers.

Hypothesis 1c: There is a significant difference between environmental attitudes of Turkish

and Persian consumers.

Hypothesis 1d: There is a significant difference between environmental concern of Turkish

and Persian consumers.

Hypothesis 1e: There is a significant difference between perceived seriousness of

environmental problems of Turkish and Persian consumers.

Hypothesis 1f: There is a significant difference between perceived environmental

responsibility of Turkish and Persian consumers.

Hypothesis 1g: There is a significant difference between perceived consumer effectiveness of

Turkish and Persian consumers.

Hypothesis 1h: There is a significant difference between concern for self-image of Turkish

and Persian consumers.

Hypothesis 2: There is a significant difference between green purchasing behavior of Turkish

and Persian consumers.
3.1. Scope of the Study

Turkey, having 82 million people living in, is a rapidly developing country. According
to the IMF’s world economic outlook database, Turkish economy is the 19" largest economy
in the world (Silver, 2019). Turkey has also a geopolitical importance because of its strategic
location between Asia and Europe. On the other hand, Iran, having rich oil and natural
reserves, has also geopolitical importance in the Middle East. In addition, Turkey and Iran are
two neighboring countries with a common cultural heritage, known as the Turkish-Persian
tradition, which was a prominent characteristic of the Ghaznavid, Seljuk, Ottoman dynasties,
Timurid, Kara Koyunlu, Ak Koyunlu and Safavid empires (Hazir, 2015; Wikipedia, 2020).
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Due to geographical proximity, linguistic and ethnic relations, (e.g. Azerbaijanis are
the second largest ethnicity in Iran who speak a Turkic language) Turkey and Iran affected
each other culturally and economically throughout their history. At the same time Iran is the
shortest route for Turkey in order to open to Central Asian markets. Moreover Turkey has an
important role for Iran as it is the opening gate to the Balkans and European market. That's
why Turkey is an important neighbor for Iran and on the contrary (Gurcemal, 2016; 17).
Because of all these reasons, Turkish and Persian consumers are selected as the population of

the study.

In the study, convenience sampling is used and the data is collected from 199 Turkish
and 185 Persian consumers totally 384 consumers in January 2015. The research conducted
via questionnaire in different districts of Istanbul and Tabriz and it is assumed that each of

these districts reflects the different demographic characteristics.

Environmental knowledge scale is adopted from Lee (2011), Mohd Suki (2013),
Mostafa (2006 and 2007); social influence scale is adopted from Lee (2008 and 2011), Mei et
al. (2012), Sinnappan and Rahman (2011); environmental attitudes scale is adopted from
Kaiser et al. (1999), Kotchen and Reiling (2000), Lee (2008), Mostafa (2007); environmental
concern scale is adopted from Lee (2008), Mostafa (2007), Straughan and Roberts (1999);
perceived seriousness of environmental problems is adopted from Garcia-Mira et al. (2005),
Lee (2008), Moser and Uzzel (2003); perceived environmental responsibility scale is adopted
from Lai (2000), Lee (2008), Manzo and Weinstein (1987); perceived consumer effectiveness
scale is adopted from Lee (2008), Kim and Choi (2005), Straughan and Roberts (1999);
concern for self-image scale is adopted from Cheah (2009), and Lee (2008); Green purchasing
behavior is adopted from Fraj and Martine (2006), Leonidou et al. (2010), Lee (2008 and
2011) and Kim (2011). In the study, five point Likert scale which ranged from 1 (never

disagree) to 5 (strongly agree) is used.
3.2. Demographic Characteristics of the Sample

In the study, 51.8% (199) of the participants are Turkish and the 48.2% (185) of the
participants are Persian. The demographic characteristics of the sample are shown in Table 1.
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Table 1. Demographic Characteristics of the Sample

Turkish Consumers | Persian Consumers Total
F % F % F %

Gender
Female 122 61,30 72 38,90 194 50,50
Male 77 38,70 113 61,10 190 49,50
Total 199 100,0 185 100,0 384 100,0
Age
18-25 55 27,60 28 15,10 83 21,60
26-33 41 20,60 54 29,20 95 24,70
34-41 51 25,60 51 27,60 102 26,60
42-49 31 15,60 42 22,70 73 19,00
50-57 20 10,10 9 4,90 29 7,60
Over 58 1 0,50 1 0,50 2 0,50
Total 199 100,0 185 100,0 384 100,0
Marital Status
Single 99 49,70 61 33,00 160 41,70
Married 100 50,30 124 67,00 224 58,30
Total 199 100,0 185 100,0 384 100,0
Income
Under 500 TL 28 14,07 29 15,70 57 14,84
501-1000 TL 30 15,08 30 16,20 60 15,63
1001-1500 TL 32 16,08 43 23,20 75 19,53
1501-2000 TL 14 7,03 37 20,00 51 13,28
2001-2500 TL 20 10,05 31 16,80 51 13,28
2501-3000 TL 20 10,05 12 6,50 32 8,33
Over 3001 TL 55 27,64 3 1,60 58 15,11
Total 199 100,00 185 100,0 384 100,00
Education
Primary 15 7,54 1 0,54 16 4,20
Secondary 11 553 3 1,62 14 3,60
High school 31 15,58 27 14,6 58 15,10
Associate 13 6,53 35 18,92 48 12,50
Bachelor’s 90 45,22 83 44,87 173 45,10
Post Graduate 28 14,07 28 15,13 56 14,60
Doctorate 11 5,53 8 4,32 19 4,90
Total 199 100,00 185 100,00 384 100,0
Non-governmental
Organization
Membership
Yes 18 9,00 17 9,20 35 9,10
No 181 91,00 168 90,80 349 90,90
Total 199 100,0 185 100,0 384 100,0
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According to the demographic characteristics of the sample, 50.5% (194) of the
consumers participated to the research are female and 49.5% (190) of them are male. 26.6%
(102) of the consumers are between the age of 34 and 41; 24.7% (95) of consumers are
between 26 and 33, and 21.6% (83) of the consumers are between 18 and 25 years old. The
number of the married participants is 224 (58.3%) whereas the number of the single
participants is 160 (41.7%). According to the findings, most of the participants have between
1001 and 1500 TL monthly income and have a bachelor’s degree. Only 9.1% (35) of the

participants are members of non-governmental organizations.
4. FINDINGS
4.1. Validity and Reliability of Scales

Before analyzing the hypotheses, validity and reliability of scales are assessed. In
order to determine the validity of scales, factor analysis is used and for determing the
reliability of scales Croncbach’s Alpha is used as shown in Table 2.
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Table 2. The Validity and Reliability of Scales

Factor
Loadings
Environmental Knowledge
| know which product and packaging to choose to reduce the amount of waste. .750
| know the symbols available on the product packaging. 731
I'm very helpful with environmental issues. 714
1t’s time to read up-to-date information about environmentally friendly products. 711
| think I buy environmentally friendly products and packaging. 672
At least five community action on the right of life in daily life. .609
KMO: .815 | Variances Explained: %48.903 Cronbach’s Alpha: .787
Social Influence
Learn a lot from my friends about eco-friendly products. .863
| learn a lot from my friends about environmental issues. .821
| usually buy environmentally friendly products with my friends. .766
| usually share information about environmentally friendly products with my friends. 732
KMO: .750 [ Variances Explained: %63.531 | Cronbach’s Alpha: .807
Environmental Attitude
| think the protection and support of the environment is meaningless. .850
The issues concerning the protection of the environment do not concern me. 776
| think that environmental protection activities should be increased in my country. 773
It is very important to raise the environmental awareness of the people in my country. .763
1t would be unwise to spend money on promotional activities related to the protection of the country in the country. .639
| have a positive attitude towards green products. .631
KMO: .803 | Variances Explained: %55.184 | Cronbach’s Alpha: .814
Environmental Concern
| get angry when | think about the harm your pollution has caused to the neighborhood. 773
In my country, the ways to increase the environmental quality of life are often called out. .678
It frightens me to think that many foods are contaminated with pesticides. .666
| am sensitive to issues related to the protection of the country in my country. .616
I am concerned about the environmental problems of the country. 611
KMO: .722 | Variances Explained: %45.084 Cronbach’s Alpha: .660
Perceived Seriousness of Environmental Problems
| think that environmental problems in our country threaten our health. 867
| think that environmental problems should be considered in my country. 818
| think that the environment has adversely affected the reputation of environmental problems. 765
Environmental problems are one of the most important problems of the society. 749
I think the environmental problems of our country are getting worse day by day. 729
KMO: .834 | Variances Explained: %61.960 Cronbach’s Alpha: .843
Perceived Environmental Responsibility
Protection of the environment begins with me. 739
| am ready to take responsibility for environmental protection projects in my country. 704
Everyone is individually responsible for the protection of the environment in daily life. 631
| feel responsible for the environmental problems that arise today. .590
I have undertaken responsibility for conservation projects in the past. 580
KMO: .674 | Variances Explained: %42.474 | Cronbach’s Alpha: .650
Perceived Consumer Effectiveness
| think that my environmentalist attitude will also affect my family and friends. 812
In daily life, I think that even a small step | will take every day to protect the environment will create positive effects on
the environment. 787
I think that natural resource problems can be solved by saving water and energy. 727
I think I will protect the environment by buying environmentally friendly products. 690
| do not think that what I do will be a sign that a person will have no impact on environmental problems and natural 471
resources. '
KMO: .781 | Variances Explained: %50.094 | Cronbach’s Alpha: .714
Concern for Self-image
My support for environmentalism increases my social attractiveness. 840
Supporting environmental protection projects makes me special. 845
If we do not support environmental protection projects, it will be excluded by society. 616
KMO: .596 | Variances Explained: %59.957 | Cronbach’s Alpha: .647

Green Purchasing Behavior |
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Cleaning an environmental safety certificate or an organic certificate while purchasing a product. 815

| make a special effort to buy recycled packaging products. .809

| prefer eco-friendly products that do not harm the environment. 750

1 am willing to pay more for the purchase of eco-friendly products. 718

When you buy a product, look at its contents to see if it contains harmful substances to the environment. 722

If | have to choose between two products of the same quality, | choose the less harmful one around and collecting. 509
KMO: .845 | Variances Explained: %652.970 | Cronbach’s Alpha: .818

The reliability of scales is greater than 0.60; so that all of the scales used in this
research are accepted as reliable (Ozdamar, 1997) and all scales validity scores are higher
than 0.40 which is acceptable level (Kalayci, 2008).

4.2. Hypotheses Testing

In order to find out differences between the antecedents of green buying behavior and

green purchasing behavior of Turkish and Persian consumers, t test is conducted.

Table 3. Analyzing Differences between the Antecedents of Green Purchasing Behavior and

Green Purchasing Behavior of Turkish and Persian Consumers

Levene’s Var. t-test
F Statistics
F Sig. T df Sig. (2- Average Standard Error
tailed) Difference Difference

EK ,878 ,349 -3,102 382 ,002* -,21493 ,06928
Sl ,067 ,796 -2,069 382 ,039* -,16471 ,07961
EA 1,620 | ,204 -1,114 382 ,266 -,08150 ,07316
EC ,318 ,573 2,925 382 ,004* ,17751 ,06070
PSEP | 7,612 | ,006 -2,607 | 368,101 ,010* -,18813 ,07216
PER 3,242 | 073 -,947 382 ,344 -,05866 ,06191
PCE ,203 ,653 -,266 382 ,791 -,01704 ,06414
CslI ,012 ,912 -4,383 382 ,000* -,35821 ,08173
GPB 1,643 | ,201 -2,239 382 ,026* -, 15717 ,07018

EK=Environmental Knowledge SI=Social influence; EA=Environmental Attitudes; EC=Environmental concern; PSEP=Perceived
Seriousness of Environmental Problems; PER=Perceived Environmental Responsibility; PCE=Perceived Consumer Effectiveness;
CSl=Concern for Self-Image; GPB=Green Purchasing Behavior

Based on the results of t-test, there is a significant difference between the antecedents
of green purchasing behavior such as environmental knowledge, social influence,
environmental concern, perceived seriousness of environmental problems and concern for
self-image of Turkish and Persian consumers. In addition, green purchasing behavior of
Turkish and Persian consumers also differs. Thus, Hia, Hib, Hid, Hie, Hin, and Hz are

supported whereas Hic, Hir and Higare not supported.
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Tablo 4. Comparisons Between Antecedents of Green Purchasing Behavior and Green

Purchasing Behavior of Turkish and Persian Consumers

Turkish Consumers Persian Consumers
N Mean df SE N Mean Df SE
EK 199 3,3878 ,69790 ,04947 185 3,6027 ,65660 ,04827
Si 199 3,0515 17617 ,05502 185 3,2162 ,78315 ,05758
EA 199 4,1177 ,713665 ,05222 185 4,1992 ,69382 ,05101
EC 199 3,9757 ,61714 ,04375 185 3,7982 ,56876 ,04182
PSEP 199 4,1146 ,79857 ,05661 185 4,3027 ,60867 ,04475
PER 199 3,6918 ,58693 ,04161 185 3,7505 ,62630 ,04605
PCE 199 3,9538 ,64281 ,04557 185 3,9708 ,61167 ,04497
CSlI 199 2,9715 ,79686 ,05649 185 3,3297 ,80382 ,05910
GPB 199 3,5888 711122 ,05042 185 3,7459 ,66031 ,04855

EK=Environmental Knowledge SI=Social influence; EA=Environmental Attitudes; EC=Environmental concern; PSEP=Perceived
Seriousness of Environmental Problems; PER=Perceived Environmental Responsibility; PCE=Perceived Consumer Effectiveness;
CSlI=Concern for Self-Image; GPB=Green Purchasing Behavior

According to the Table 4 for finding out differences between antecedents of green
purchasing behavior and green purchasing behavior of Turkish and Persian consumers, t test
is conducted. To the results, the environmental knowledge of Persian consumers (u=3.6027)
is higher than Turkish consumers (u=3.3878). Turkish consumers’ social influence is
(u=3.0515) lower than the Persian consumers’ (u=3.2162). Social influence of Persian
consumers is higher than Turkish consumers. Turkish consumers’ environmental concern is
(u=3.9757) higher than the Persian consumers’ (u=3.7982). Turkish consumers’ perceptions
about seriousness of environmental problems (u=4.1146) are less than the Persian consumers’
(u=4.3027). Turkish consumers’ concern for self-image (u=2.9715) is less than Persian
consumers’ concern for self-image (u=3.3297). The Persian consumers’ green purchasing

(u=3.7459) is greater than the Turkish consumers’ green purchasing (u=3.5888).
5. CONCLUSION

The concerns of consumers about future are in parallel with the increase of
environmental problems and its reflections on the consumers’ buying behavior have led the
companies to apply environmentalist policies and strategies. In this context, identifying green
purchasing behavior of consumers and finding their antecedents of green buying behavior has

become an important issue for marketing.

In this study, environmental knowledge, social influence, environmental attitude,
environmental concern, perceived seriousness of environmental problems, perceived
environmental responsibility, perceived consumer effectiveness and concern for self-image

are examined as antecedents of green purchasing behavior.
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This study is a detailed analysis on the differences between both antecedents of green
purchasing behavior and green purchasing behavior of Turkish and Persian consumers. The
two emerging countries in the Middle East are Turkey and Iran having historical and cultural
ties, and neighbor relations are examined in the study. Both countries are close to each other
in terms of their population, human resources and economic similarities. In addition, both
Turkey and Iran have collectivistic culture. Iran and Turkey have strong cultural rules thus

traditions are important for them (Hofstede Center 2017).

In collectivistic cultures, individuals highlight conformity for group harmony (Kim
and Drolet, 2003) and refrain from expressing their distinctiveness (Xu et al., 2014). On the
contrary, individualistic cultures put higher values on individual rather than group interests,

expecting individuals to show themselves freely (Chan and Lau, 2002).

Even though Turkish and Persian community are known as collectivistic, Persian
community is found to be more collectivistic than Turkish community which means that
consumers care more about what others think than what they think themselves. The social

pleasure in Iran can be the cause of this situation.

According to the results, significant differences are found between five antecedents of
green purchasing behavior such as environmental knowledge, social influence, environmental
concern, perceived seriousness of environmental problems and concern for self-image of
Turkish and Persian consumers. In addition, green purchasing behavior of Turkish and

Persian consumers also differs from each other.

Environmental knowledge, social influence, perceived seriousness of environmental
problems, concern for self-image and green purchasing of Persian consumers are higher than
Turkish consumers. Turkish consumers’ environmental concern is higher than the Persian
consumers’. Thus, differences are found between two consumer groups’ green purchasing
behavior. Based on the results, it can be concluded that Persian consumers’ green purchasing

behavior is more affected by the social pressure.

This study examined green purchasing behavior of consumers from different cultures
in order to explore differences between them. As the consumers’ cultures and lifestyles
differs, their buying behavior also varies. Consumers with dissimilar cultures could be

different in terms of green purchasing behavior (Chan and lau 2002).
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Marketers try to understand the consumer behavior and their antecedents in order to
set strategies. Thus, this study’s findings can make both contributions to the literature of green
marketing and it can also help practitioners in their strategic decisions especially for

importing and exporting in global area.
6. THEORETICAL AND MANAGERIAL CONTRIBUTIONS

This study has investigated the Turkish and Persian consumers’ antecedents of green
purchasing behavior and green purchasing behavior comparatively. Thus, it is hoped that it
will have important theoretical contributions to the literature for analyzing of green

purchasing behavior of consumers in emerging markets in detailed scope.

Nowadays environmental issues are important for marketers in the field. The results of
this research provide important issues for companies. The companies can gain competitive
advantage by taking these hints into consideration. For this reason, studying the antecedents
of consumer’s green purchasing behavior will be helpful for the international marketers
especially operating in emerging markets such as Turkish and Persian consumers. All
marketing strategies can also be shaped according to the preferences of consumers in the

green marketing.

7. LIMITATIONS AND SUGGESTIONS FOR FUTURE RESEARCH

As a suggestion for future studies apart from the antecedents of green purchasing
behavior examined in this study, other factors affecting the green purchasing behavior can be
included. In order to see the changes in consumers’ green purchasing behavior of Turkish and
Persian consumers, this study can also be repeated in the future. For future studies, it would
be beneficial to analyze the different consumer groups’ green purchasing behavior in different
emerging markets. In addition, different methods such as observation can be used in order to

assess the green purchasing behavior of consumers in the future studies.
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ABSTRACT This study focused on a top-tier retail fashion company which markets some of
the leading brands in the ready-to-wear apparel and cosmetics industry in Turkey.
Although the company had employed expensive advertising campaigns using international
and local celebrities, their advertising campaign did not yield the expected consumer
behavior.
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1. INTRODUCTION

Although the main purpose of advertising is to increase sales revenue and keep brand
prestige at all times, messages and delivery in advertising must keep up with the expectations
of consumers (Rossiter and Percy, 2013). Advertising has to be creative in order for people to
pay attention to it. That includes messages, videos and other means of advertising messages
that will put the advertisement above others (Samuelsen and Olsen, 2010). TV advertisements
have maintained their popularity because TV advertising is able to create advertising
campaigns to a particular target market. Although TV advertising may deliver the message to
a target group, the company still needs to evaluate the effectiveness of their advertisement

campaigns.

Our goal in this study was to investigate why an expensive advertising campaign over
two years had not yielded the expected sales for a major fashion retail company. Any
evaluation of effectiveness of a campagin would be incomplete without taking into account
customer preferences for advertising. The actual impact of a company’s specific commercials
can best be understood in the context of their customers’ preferences and expectations from
commercials in general. We, therefore, constructed our survey guided by advertising theory
and findings with a dual-pronged approach using items targeting commercials in general as

well as items specifically targeting the company’s commercials.

An effective way to attract attention in commercials has been employing celebrities,
especially when marketing luxury products like those identified by Pileliene and Grigaliunaite
(2017) with advertisements using a female celebrity spokesperson. In general, using
celebrities is good practice in increasing advertising effectiveness (Erdogan, 1990), and the
credibility of the spokesperson increseas in proportion to congruence between the product and
the endorser (Kamins and Gupta,1994).

Ultimately, companies are interested in the outcome of consumer behavior. Celebrities
in advertisement may attract attention (Belch and Belch, 2013), but consumers may end up
remembering the celebrity and not the product. Typical consumers may identify with an
ordinary spokesperson more similar to themselves and may be more likely to engage in
purchasing behavior (Fleck et al., 2014). Furthermore, not all products are appropriate for
celebrity endorsement (Kamins, 1989). For example, customers prefer expert endorsements to
celebrity endorsements for high technology products (Biswas et al., 2006). In their detailed

review of celebrity endorsements, Bergkvist and Zhou (2016) identify areas where there are
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mixed results. In some cases, influential people rather than traditional celebrities may be

better fits (Schouten et al., 2019).

In addition to employing celebrity spokespeople, 94% of advertisements use
background music (Allan, 2008) with the intention of making the ads more memorable.
However, the results from studies of the effect of music on memory are mixed, with some
researchers (e.g., Allan, 2016; Hecker, 1986; Hoyer, Srivastava, and Jacoby, 1984) finding
that music is a help while others (e.g., Fraser and Bradford, 2013) questioning the use of

background music or advocating the selective use of silence (Olsen, 1995).

In the case of this Turkish fashion retail company, even though they had run an
expensive campaign with high profile celebrities with background music, they had not
investigated the preferences of their customers prior to designing their advertisements. It is
possible that the company failed to deliver the kind of advertisements their target customers
prefer. Advertisements that do not meet consumer expectations adequately cause consumers
to turn to competitors. Inadequate advertising on television, the street and the internet affects
sales and reduces profitability. For this reason, companies are doing various studies to find the
most effective advertisement for consumers. Articles about effectiveness of advertisements in
the literature are varied and complex because of the variety of customer characteristics and
preferences. Most theories about advertisement effectiveness are prepared by surveying the
customers and interpreting results with the goal of making the advertisements fit customer
needs and expectations (Bogart, 1986).

Within the framework of market response theory, the present study focused on
identifying the characteristics of advertisements that customers prefer by examining the
statistical results of a questionnaire designed for this purpose.

2. THEORETICAL FRAMEWORK OF ADVERTISING

Advertising as a marketing tool is based on various theories and models. Most theories
of advertising have focused on the connection between persuasion and attitude to identify
consumers’ responses to advertising campaigns (Bogdan, 2014). The assessment of
advertising effectiveness began with the pioneering advertising AIDA model (attention,
interest, desire and action), developed by E. St. EImo Lewis in the beginning of the 19%
century. Market response theory, cognitive response theory, and affective response theory in
more recent years have emphasized the importance of advertising on consumer behavior
(Vakratsas & Amble, 1999; Kotler et al., 2000). After a review of more than 250 journal
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articles on the impact of advertising on the consumer, Vakratsas and Amble (1999) proposed
a framework of how advertising works. They proposed that advertising should be evaluated
within a system that takes into account the three dimensions of consumer affect, cognition,
and experience in the context of advertising's goal, product category, competition and target
market among others. Their framework stipulates four key conclusions: (1) advertising input
refers to message content, media scheduling, and repetition; (2) key filters are motivation and
ability or involvement; (3) consumer’s cognition, affect and experience are key factors; and
(4) consumer behavior refers to consumer choice, consumption, loyalty, habit, and other
similar behaviors (Vakratsas & Amble, 1999).

2.1. Problem Definition

All theories about advertisement effectiveness are prepared by surveying the
customers and interpreting the results with the goal of making the advertisements fit customer
needs and expectations (Bogart, 1986). Designing a questionnaire to uncover client
preferences for advertising was our first step to help the company build a successful
advertising campaign. This study investigated aspects of advertising elements that would
attract customers positively in any advertisement as well as evaluating these elements in the

advertising campaign of this company.

While advertisements’ effectiveness generally could be observed after some exposures
to such media as the internet, radio, television, direct mail or outdoor billboards over time,
some ads can have a sudden impact (Kumar, 2018). In the case of this Turkish retail company,
the advertising campaign over two years did not yield the expected sales. Advertising success
refers to leading the company to achieve what is intended (Bogart, 1986), and in this case the
company considered the campaign not effective. The purpose of the present study was to
identify the aspects of advertisements that their customers prefer in general and in relation to

the company’s advertisements in order to make recommendations.
2.1.1. Research Questions

Q1. What do customers think or feel about advertisements in general in terms of their
influence, message, music, spokespeople, clothing combinations, memorability,

convincingness?

Q2. What do customers think about this company’s specific advertisements in terms
of their influence, message, music, spokespeople, clothing combinations, memorability,

convincingness?
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3. METHOD

Three hundred customers exiting the company stores, 117 men and 183 women,
responded to our survey. The majority of respondents were between the ages of 18 and 25
(78%), and from Istanbul (86%). All 300 respondents had viewed at least one of the

company’s two commercials and responded to all items on the survey.
3.1. Procedure

Three trained undergraduate student researchers at an urban university in Istanbul
approached customers at the exit of two of the largest stores and asked them if they would be
willing to participate in a survey evaluating the company’s TV commercials. They handed out
the survey to volunteers, moving from one volunteer to another in succession, and waited
while multiple customers filled out the survey. They thanked every participant who handed

back the questionnaire. Data collection lasted for 3 weeks.
3.1.1. Building the Customer Survey

In keeping with the main goal of understanding the customers’ point of view and
expectations as suggested by Bradburn, Sudman, and Wansink (2004), we viewed and
analyzed the company’s latest two advertisements to include relevant detail in constructing
the questionnaire. To achieve content validity, we included items suggested by previous
research and appropriate for their commercials, targeting influence, use of spokespeople,
choice of words, combination of clothes, music selection, catchiness, and convincingness. The
use of a theoretical framework to guide item development and scoring supports the analytic
generalizations grounding these interpretations and conclusions (Yin, 2018). This theoretical
grounding of these items supports their use for this particular case study of a company. Our
methodology could be replicated with other companies so that generalizability studies and
studies yielding additional validity evidence can be undertaken in the future (cf. Salkind, N.
J., 2010).

The items fall into two categories assessing customer preferences and attitudes about
(1) advertisements in general, and (2) the retail company’s specific advertisements. A third of

the 24 items are negatively worded.

The first part of the questionnaire collected demographic information about gender,
age group (0-17, 18-25, 26+), education level (elementary or middle school, high school
degree, Bachelor’s degree, graduate degree), income (0-349, 350-699, 700-999, 1000+ per

e
Turkish Journal of Marketing Vol.:5 Issue:1 Year: 2020 pp. 59-76



Ibrahim Ethem TARHAN & Nese Bihter ATES

month), city of residence, and most importantly whether or not they watched the company’s
two commercials. (Table 1).

4. RESULTS

Table 1 summarizes the demographic information. Most of the respondents were
female (61%), aged between 18-25 (78%), from Istanbul (86%), with university degrees
(81%), with income levels under $1606 per month (56%).

Table 1. Demographic Profile of Respondents

Frequency %
Male (1) 117 39.00
Gender Female (2) 183 61.00
Total 300
0-17 Years (1) 7 2.33
18-25 Years (2) 234 78.00
Age
26+ Years (3) 59 19.67
Total 300
Istanbul (1) 259 86.33
Ankara (2) 13 4.33
City 1zmir (3) 1 0.33
Other (4) 27 9.00
Total 300
Elementary or Middle (1) 7 2.33
High School Degree (2) 26 8.67
Education Bachelor’s Degree (3) 244 81.33
Graduate Degree (4) 23 7.67
Total 300
0-1605 (1) 167 55.67
1606-3499 (2) 63 21.00
Income 3500-5999 (3) 42 14.00
6000+ (4) 28 9.33
Total 300
Yes (1) 180 60.00
Commercial 1 No (0) 120 40.00
Total 300
Yes (1) 218 72.67
Commercial 2 No (0) 82 27.33
Total 300
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4.1. Survey Item Characteristics

Reliability. In order to be sure that the statements in our questionnaire elicited the
same kind of information every time they are asked (Creswell, 2002), we checked for internal

consistency. Cronbach’s Alpha value was a respectable r = .831.

Table 2 below summarizes item statistics on the survey,
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Table 2. Means, Standard Deviations and Coefficients of Variation for Items

std cv
Item Mean Devi g’ N (Coefficient of
eviation L
Variation)
1. Advertisements influence me during shopping. 2.89 1.231 300 0.4656
sélle;hmk that a company's advertisement strategy directly affects 345 1.215 300 0.3659
3. It's really important to me that an advertisement has catchiness. 3.27 1.443 300 0.5107
4. If a retail fashion company's advertisement attracts me | 242 1119 300 0.4406
usually shop there.
5. 1fl I_|ke an advertisement, | would ma_lke people around me 270 1351 300 0.5538
watch it and | would recommend watching it.
6. The words used in an advertisement are important to me. 3.03 1.475 300 0.5703
7. | pay attention to the combinations of clothes that are shown in
advertisements and | try to apply the same combinations in the 3.00 1.507 300 0.5971
store.
8. 'I_'he music accompanying the advertisement makes me focus 352 1.301 300 03829
on it more.
9. As a customer | appreciate this retail fashion company’s 299 1.081 300 0.3319
approach to advertising
10. When | see this retail fashion company's advertisements on
television, billboards or brochures, my desire to shop there 241 1.195 300 0.4632
increases.
11. I think that the better advertisements this retail fashion 314 1912 300 0.3853
company makes the more sales they would make.
12. This retail fashion company's advertisements are usually 2 68 1238 300 0.4767
catchy.
13.1 _flnq this retail fashion company's advertisements 263 1167 300 0.4274
convincing.
14. I think this retail fashion company's advertisements make a 258 1175 300 0.4542
difference.
15. 1 think this retail fashion company's advertisements are clear. 3.26 1.160 300 0.3405
16. I think this retail fashion company's choices of music for their 301 1157 300 0.3601
advertisements are successful.
17. 1 don't remember the retail fashion company's advertisements
most of the time. | don’t find them catchy. 2.76 1.306 300 0.4765
18. There was no case when | shopped from FhIS retail fashion 271 1.448 300 0.4965
company after being influenced by its advertisements.
19. I think t_hat this retail fashion company's advertisements are 311 1.385 300 0.4587
not influential because of the characters.
20. I think t_hat this retail fashion company's advertisements are 289 1.284 300 0.4358
not influential because of the combinations of clothes.
21. | think that this retail fashion company's advertisements are
not influential because they don't use interesting stories or 2.88 1.315 300 0.4534
impressive ambiance.
22. 'I_'he music in this company’s commercials is not effective in 301 1.339 300 0.4288
making me focus.
23.1 _dor_1 t find the retail fashion company's advertisements 301 1.320 300 0.4324
convincing.
24. 1 would ex_pect tr_]e comblnatlons of 'clothes t_o be better put 2 85 1.296 300 0.4548
together for this retail fashion company's advertisements.
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Coefficient of Variation. As seen in Table 2 we calculated Coefficient of Variation

for each item to see how variant the data set was without considering the effect of the
measurement unit (Creswell, 2002). Smaller coefficient variation means the data set is more
precise (Abdi, 2010). Coefficients of variation fall between .3319 and .5971. This result can
be interpreted as items having commonly low variance related to their mean.

The item with the lowest coefficient of variation is Item 9 with .3319, meaning that the
data is less spread out and respondents agree more on this question. Customers tend to
appreciate the retail fashion company’s advertisement approach. The question with the
highest coefficient of variation is Question 7 with .5971 indicating that the data are more
spread out and respondents do not agree on this question as much as they agree on other
questions. However, the dispersion of answers can still be trusted as .5971 is still a lower

value than one.

Inter-ltem Correlation Matrix. The inter-item correlation matrix can be seen in
Table 3. For example, item 1 is related to items 2, 3, 5, 6, 7, 8 and 11 positively with r > .3.
Customers who thought that advertisements influence customers during shopping also tended
to think that a company’s advertisement strategy affects sales, and that catchiness, words
used, combination of clothes, music, and quality of commercials are also important. The items

in the table with a correlation greater than .3 are highlighted.
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Table 3. Inter-ltem Correlations

Questions 1 2 3 4 3 L] T L] L) 1 1 1z 13 L] 15 16 " 1L 1% 0 un ] Fi) b
1 1,000 0,596 0,566 0291 0,350 0447 0473 03 0054 0,107 0,304 0,263 0,166 0,108 0,168 0,138 om7? 0099 0,061 0,045 0,04 2,115 0,025 £.021
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4 091 0109 0213 1,000 0,351 0,065 0219 o4 0200 030 0m o0m 0,197 023 0.0 00ax £,005 0,034 0018 4015 D095 0016 0057 0043
] 0380 0 0344 0,351 1,000 03w 0 08 [N 0 0,155 0,152 0143 [A1E) o107 0T 0086 0113 0,05 0062 0018 018 0013 0044
6 4T 0,508 0,538 0,065 0370 1,000 0444 04m 0,006 09 0m 0174 0071 0,007 0,089 0 0043 €123 0,164 0,041 00 2011 o 0,036
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13 0,166 0115 0083 0,197 0,143 0071 0079 0181 0426 050 0425 0,547 1,000 o601 0452 0496 oo 0084 0082 0,051 0122 0,058 0,085 0078
L] 0108 o6 082 {h]) [ALL) oM 0068 | 0IzF | 041 0443 0451 03 0600 [EL T 009 0096 0063 000 005 003 0066 | 00z
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Responses to the Survey. Table 4 below summarizes the percentage breakdown of
the responses of 300 customers to the 24 item survey. The first eight items deal with the effect
of advertising in general. Items 9 through 16 are targeting the company’s advertisements. The
last group of items, 17 through 24 are negatively worded. For simplicity in reporting the
results, we are grouping “agree” and “strongly agree” responses as agreement; the “disagree”
and “strongly disagree” as disagreement.

e —
A FAILED ADVERTISING CAMPAIGN: WHAT WENT WRONG? A CASE STUDY IN A...



tujom (2020) 5 (1): 59-76

Table 4. Percentage Breakdown of Responses Survey Items (N=300)

3

% % % % %
Item Strongly Disagree | Neutral | Agree Strongly

Disagree g g Agree
1. Advertisements influence me during shopping. 17.67 15.00 38.33 18.67 10.33
;llle;hmk that a company's advertisement strategy directly affects 9.67 10.00 2700 32 67 20.67
3. It's really important to me that an advertisement has catchiness. 11.33 14.33 30.00 25.00 19.33
4. If a retail fashion company's advertisement attracts me | 2767 30.00 23.67 10.00 8.67
usually shop there.
5. If I like an advertisement, | would make people around me
watch it and | would recommend watching it. 26.67 17.67 27.00 16.33 1233
6. The words used in an advertisement are important to me. 16.33 16.00 30.33 23.00 14.33
7. | pay attention to the combinations of clothes that are shown in
advertisements and | try to apply the same combinations in the 20.67 18.00 23.00 17.67 20.67
store.
gﬁrthrz?rlésm accompanying the advertisement makes me focus 10.67 13.67 18.00 28.67 29.00
9. As a customer I_ a.ppreuate this retail fashion company's 14.00 14.00 39.00 2533 767
approach to advertising
10. When | see this retail fashion company's advertisements on
television, billboards or brochures, my desire to shop there 25.33 29.67 28.67 11.33 5.00
increases.
11. 1 think that the better advertisements this retail fashion 10.33 18.33 3067 24 67 14.00
company makes the more sales they would make.
(J:-it.c-lf;;ls retail fashion company's advertisements are usually 17.67 31.33 25 67 16.00 9.33
13.1 _flnq this retail fashion company's advertisements 18.00 28.00 34.33 1267 700
convincing.
14. I think this retail fashion company's advertisements make a 10.67 29.00 3067 15.33 533
difference.
15. | think this retail fashion company's advertisements are clear. 8.00 18.33 28.00 30.67 15.00
16. 1 thlnk this retail fashion company's choices of music for their 15.67 1767 30.00 23.00 13.67
advertisements are successful.
17. 1 don't remember the retail fashion company's advertisements
most of the time. | don’t find them catchy. 14.67 14.33 24.67 25.00 21.33
18. There was no case when | shopped from FhIS retail fashion 18.00 13.67 21.00 15.67 3167
company after being influenced by its advertisements.
19. I think that this retail fashion company's advertisements are 23.00 18.67 21,67 20.00 16.67
not influential because of the characters.
20. I think that this retail fashion company's advertisements are 16.00 17.33 26.33 20.33 20.00
not influential because of the combinations of clothes.
21. | think that this retail fashion company's advertisements are
not influential because they don't use interesting stories or 17.00 15.33 24.67 25.00 18.00
impressive ambiance.
22. 'I_'he music in this company’s commercials is not effective in 18.00 18.00 98.33 18.67 17.00
making me focus.
23.1 _dor_1 t find the retail fashion company's advertisements 17 67 20.00 26.67 16.67 19.00
convincing.
24. 1 would expect the combinations of clothes to be better put 18.33 16.33 91.00 21.00 93.33

together for this retail fashion company's advertisements.
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4.2. Responses to Items About Advertising in General

Twenty-nine percent of respondents agreed that advertisements are influential during
shopping. However, most of the respondents were neutral (38%). Fifty-three per cent agreed
that an advertisement directly affects sales for a company. Only 19% disagreed. About 45%
of respondents agreed that an advertisement's catchiness is important. However, 30% of them
were neutral. Almost 26% disagreed.

Surprisingly, only 19% of respondents agreed that an attractive advertisement would
lead them to shop at that retail company. Contrary to what one would expect, most of the
respondents (almost 58 %) disagreed. Again, contrary to what the companies hope for, only
19% of respondents agreed that when they like an advertisement they will tell the people
around them about the attractiveness of the advertisement and will recommend watching it.
Almost 43% disagreed, indicating respondents do not talk to each other about advertisements

as much as hoped for.

The words of an advertisement were important for 37% of respondents. About 30%
were neutral, and 33% disagreed. About 38% agreed that they pay attention to the
combinations of clothes shown in advertisements and they try to apply the same combinations

in the store. About 23% were neutral and almost 38% of respondents disagreed.

About 59% of respondents agreed that advertisements with music makes them focus
on the advertisements more. About 18% were neutral and almost 23% disagreed. It is
noteworthy that approximately 60% of the respondents agreed or strongly agreed that music

helps them focus on the advertisement.
4.3. Responses to Items About the Company’s Advertisements.

When asked about the company’s approach to advertising, about 33% of respondents
agreed that they appreciate this retail fashion company's approach to adverting. About 39%
were neutral and almost 28% disagreed with the approach. However, only 16% of respondents
agreed that when they see the retail fashion company's advertisements, their desire to shop at
their stores increases. About 29% were neutral and almost 45% disagreed.

About 38% of respondents agreed that the better advertisements this retail fashion
company makes, the more sales they would make. About 33% were neutral and almost 28%
disagreed. About 25% of respondents agreed that the retail fashion company's advertisements
are usually catchy. About 26% were neutral and almost 49% disagreed that the company’s

advertisements are catchy.
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About 25% of respondents agreed that the retail fashion company's advertisements are

convincing. About 35% were neutral but close to half (46%) disagreed that the company’s
advertisements are convincing. Moreover, only 20% of respondents agreed that the retail
fashion company's advertisements make a difference. About 31% were neutral while almost

49% disagreed that their advertisements make a difference.

In terms of clarity and ease of understanding, about 46% of respondents agreed that
the retail fashion company's advertisements are clear. About 28% respondents were neutral
and almost 26% disagreed. However, there is not a clear pattern in terms of company’s
choices of music. About 27% of respondents agreed that the retail fashion company's song
choices in advertisements are successful. About 30% remained neutral while 33% respondents
disagreed with the statement.

Consistent with their earlier responses about catchiness, 46% of respondents agreed
that they do not remember the retail fashion company's advertisements most of the time.
About 25% were neutral and almost 29% disagreed. Most of the customers did not remember
the company’s advertisements. In terms of shopping behavior, about 49% of respondents
agreed with the statement “there was no case when | shopped from the retail fashion company
after being influenced by its advertisements.” About 21% respondents were neutral and

almost 30% respondents disagreed with the statement,

Statements about the characters (spokespersons) in the commercials indicated that
about 37% of respondents agreed with the statements that the retail fashion company's
advertisements are not influential because of the characters. About 22% were neutral and
almost 41% disagreed. In terms of the combination of clothes used in the commercials, 41%
of respondents agreed that the company's advertisements are not influential because of the

combinations of clothes. About 26% were neutral and almost 33% disagreed.

About 43% of respondents agreed that that the retail fashion company's advertisements
are not influential because they do not use interesting stories or an impressive ambiance.
About 25% were neutral and almost 32% disagreed, indicating that most of the customers did
not think these advertisements are influential because of the ambiance and stories used. The
results about the effectiveness of music revealed that about 36% of respondents agreed that
advertisements' music does not make them focus on the advertisements more. About 28%

were neutral and almost 36% disagreed.
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In terms of convincingness, about 36% agreed that the retail fashion company's
advertisements are not convincing. About 27% of respondents were neutral and almost 38%
disagreed. About 45% of respondents agreed that they would expect the combinations of
clothes to be better put together in the retail fashion company's advertisements. About 21%
were neutral and almost 34% disagreed. Most of the respondents thought combinations of

clothes could be better.
4.4. Gender, Age, City and Income Level Analyses

To keep the experiment wise error at .05, p values were adjusted and alpha set at .002
for each of the 24 items. There was a significant effect for only the gender variable on only
one item. Attention to combination of clothes, Item 7, was higher for females than males, F
(1,298) = 10.81, p =.001 (Figure 1).
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to apply the same combinations in
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Figure 1. Mean Agreement on Attention to Combination of Clothes Across Gender

5. CONCLUSIONS, RECOMMENDATIONS, AND LIMITATIONS

The major reason for our evaluation of this company’s advertising campaign was that
their earlier effort had not yielded expected sales. The empirical analysis in this study is
mostly descriptive, showing frequencies and distributions for each item. Items on the survey
were grouped into two categories to measure attitudes or preferences related to 1. advertising
in general and 2. specific to the selected retail company. Certain patterns emerged in this

sample of respondents.

Most respondents agreed that an important factor in advertisement is music and that it
helps customers focus on advertisements. The correlation matrix demonstrated that this
statement is strongly related to questions 1, 3, 6 and 11 which are “Advertisements influence
me during shopping”, “It's really important to me that an advertisement has catchiness”, “The
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words used in an advertisement are important to me” and “l think that the better

advertisements the retail fashion company makes, the more sales they would make.

Although most of the respondents agreed that accompanying music helps them focus
on commercials (Item 8), they were divided regarding this company’s musical choice in
helping them focus (Item 22). Moreover, the majority did not remember the company’s
advertisements (Item 17). This is a significant issue given the controversy about music in the
literature as discussed in the introduction. The company would be best served to investigate
with focus groups memory for messages and products with different samples of music. Some
studies demonstrated that the presence of background music interferes with processing the
message and can distract attention from the product. In their experimental study Fraser and
Bradford (2013) concluded that attention getting music or concert music may not be the best
choices for a commercial. Music with fewer changes and fewer instruments with tempos with
product congruence will be better choices. In addition, Guido and his colleagues (2015)
found that background music that ends abruptly distracts attention and leads to declines in
memory for the message and the product. Given the complexity of mediator variables, it is

best to test samples of music with target customers before launching a campaign.

The combination of clothes is especially important for a fashion company. In this case,
41% of the respondents thought that the company’s advertisements are not influential because
of the combination of clothes presented in the ads, and about 45% said that they expect the

combinations to be better put together.

In summary, our recommendation for the company is to organize separate focus
groups from target populations to test music selections, possible spokespersons, clothes
combinations, memorability, and preference for story lines or messages before making any
selections for future advertising campaigns. As the results suggest, it is especially important
to get feedback from female customers on their preferences for clothing combinations and the
fit with the spokespersons. For example, as Kamins and Gupta (1994) found, the believibility
of the spokesperson increases in proportion to congruence between the product and the
endorser. It is crucial to get feedback before launching a campaign and for evaluating it

afterwards.

Lastly, in this sample there was a trend to resist the influence of advertisements.
Disagreeing or staying neutral to the statement “advertisements influence me during

shopping,” may be an artifact of social desirability, more so for males than females.
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Consistent with the pattern in item 1, the majority of respondents agreed with item 8 “There
was no case when | shopped from this retail fashion company after being influenced by its
advertisements.” Item 8 would have been difficult to interpret if it were not for other items
targeting catchiness, choice of music, spokespersons, convincingness, clarity, story-line, and
clothes combinations. When we look at the profile of responses on these specific items it
becomes clear that the advertising fell short of expectations.

We recommend that every company follow up with their customers by evaluating their
advertising campaigns rather than relying on sales figures alone. A priority for most
companies should be choosing advertising agencies who are familar with current research
driven procedures (e.g., Erdogan & Drollinger, 2008), and incorporate focus group testing

before launching an expensive advertising campaign.

Finally, it is important to note that the demographics of our sample and the focus on
one company are major limitations of this study. Our conclusions and recommendations are
limited to the sample of customers we surveyed randomly as they exited the company’s two
largest stores. The majority of respondents were between the ages of 18-25 and held
university degrees. More than half of them were in the low income bracket. Although this
sample is representative of the demographics of the company’s target consumers, the results
cannot be generalized to other demographics and other companies. Studies with older and
more affluent samples or in other parts of the city may reveal different results and need to be

investigated in the future.
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0z Bu ¢alismanin amac, tiiketicilerin kisilik ozelliklerine gore farkl iiriin gruplarina
yonelik ilgilenim diizeyleri ile ilgilenim boyutlar: agisindan farklilik olup olmadiginin

incelenmesidir. Bu amag dogrultusunda begenmeli mallardan olan spor ayakkab: (dayanikili)

Anahtar Kelimeler:  ve cilt bakim kremi (dayaniksiz) iiriinleri iizerinden tiiketici ilgilenimleri incelenmistir.
Arastirmada veri toplama araci olarak anket yontemi belirlenmis olup, veriler Eyliil 2018§-

. .I.lgi{.e mm . Kasim 2018 tarihleri arasinda Bilecik ilinde kolayda ornekleme yontemiyle 329 kisiden
Kisilik Ozellikleri, . . .
o toplanmistir. Veriler SPSS ve AMOS programinda analiz edilmistir. Arastirma bulgularina
A ve B Kigsilik - . 3 . 7. O s
. LT gore, spor ayakkabi ve cilt bakim kremine yonelik ilgilenimin gesitli boyutlart arasinda
Tipolojisi, NI T . . A e e
tiiketicilerin kisilik ozelliklerine gére farklhiliklar gézlenmistir. Ancak, her iki iiriin igin
Spor Ayakkabi, iksek. ort diisiik iloilenim. diizevieri Sre kisilik tivolofileri d il
Cilt Bakom Kremi ~ VEksek, orta ve diisik ilgilenim diizeylerine gore kisilik tipolojileri agisindan farklili
goriilmemistir. Spor ayakkabi iiriiniinde ilgilenim boyutlarindan hata olasihigi agisindan A
JEL Kodlari: ve B tipi kisilik ozellikleri arasinda fark goriiltirken, cilt bakim kremi iiriiniinde ise hata
olasihigi, sembolik deger, hedonik deger ve risk énemi boyutlarinda istatistiksel agidan
M3, M31 .
farklar goriilmiistiir.

INVESTIGATION OF PRODUCT INVOLVEMENT OF CONSUMERS IN
THE CONTEXT OF PERSONALITY TRAITS

The purpose of this study is to examine whether there is a difference in levels of the
involvement and involvement dimensions of different product groups according to the
personality characteristics of the consumers. In this context, we examined preferential
products that are consumers frequently use sneakers (durable) and skin care cream (non-

Involvement, durable) products. Data were collected from 329 participants via convenience sampling

Personality Traits, method between September and November 2018.The data were analyzed in SPSS and AMOS

A and B Personality  program. According to the research findings, there are some differences were observed

Typologies, among the various dimensions of involvement in sneakers and skin care cream according to

Sneakers, the personality characteristics of the consumers. However, there was no difference in

Skin Care Cream personality typologies according to high, medium and low levels of involvement for both

. products. The research results demonstrate that there are differences according to

JEL Codes: personality traits (A type and B type) in probability of mispurchase dimension of

M3, M31. involvement of sneaker; probability of mispurchase, hedonic value, sembolic value and
perceived importance/risk of skin care cream.
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1. GIRIS

Tiiketicinin satin alma karar siireci bir¢ok faktoriin etkisi altinda oldugundan dolay1
karmasik bir yapiya sahiptir. Bu yapmin bu kadar karmagik olmasinin altinda yatan temel
faktorler ise digerlerine gére agiklanmasi daha zor olan psikolojik faktérlerdir. ilgilenim ve
kisilik de bu psikolojik faktdrlerden ikisidir. “Bir uyarana yonelik olarak bazi durumlarda
hissedilen kisisel 6nem duygusu ve ilgi diizeyi” olarak tanimlanan ilgilenim, kisinin 6zellikleri,
uyaranin Ozellikleri ve icinde bulunulan durumun 6zelliklerini kapsamaktadir (Odabasi ve
Barig; 2005:121-123) . Kisilik ise, bir¢ok tanim1 olmakla birlikte daha ¢ok “kisiyi aliskanliklari,
algilar1 ile olaylara ve c¢evreye bakis agilart gibi 6zelliklerinden dolay1 digerlerinden ayiran

farkli duygu, diisiince ve davraniglar” olarak tanimlanabilir.

Ilgilenim ve kisilik kavramlar1 pazarlama literatiiriinde farkli sekillerde birgcok kez
incelenmis konular arasindadir. Her ikisi de tiiketicinin satin alma davranigini etkileyen
psikolojik faktorlerden olmasi sebebiyle olduk¢a dnemlidir. Rothschild (1984: 217) tiketici
ilgileniminin tiiketicinin algisina, {iriiniin 6zelligine ve iiriin hakkindaki bilgi diizeyine gore;
Engel ve dig., (1978) ile Zaichkowsky (1985: 342-343) ise kisilik ozelligine gore degistigini
belirtmektedir.

Bu ¢alismanin amaci da tiiketicilerin begenmeli tirtinlere yonelik ilgilenim diizeylerinin
kisilik 6zelliklerine gore degisip degismedigini ortaya koymaktir. Ayrica arastirmanin bir bagka
amaci ise, tiiketicilerin iirlinlere yonelik ilgilenim diizeylerinin kisilik tipolojilerine gore
farklilagip farklilagmadiginin ortaya konmasidir. Bu amaca yonelik olarak hem spor ayakkabi
hem de cilt bakim kremi drunleri ele alinmis olup, her iki {irtine iliskin olarak tiiketici ilgilenimi
Olgeginin giivenirlik analizi yapilmigtir. Ardindan kesifsel faktor analizi ve dogrulayici faktor
analizi uygulanmigtir. Sonrasinda ise hem 6l¢ek boyutlarina iliskin tanimlayict istatistikler
verilerek A ve B tipi kisilik 6zelliklerine sahip bireyler arasinda farkin olup olmadigin1 hem de
ilgilenim diizeylerine gore A ve B tipi kisilik tipolojileri arasinda farkin olup olmadigini ortaya

¢ikarmak i¢in bagimsiz grup t-testi (Independent Sample t-Test) yapilmistir.
2. LITERATUR TARAMASI
2.1. ilgilenim Kavram ve Ol¢iimii

Ilgilenim kavrami son yillarda pazarlama literatiiriinde de siklikla galisilan konulardan
biridir. Bu kavramin pazarlama literatiiriinde siklikla kullanilmasina sebep olarak satin alma
karar siirecinin 6nemli bir degiskeni olmasi gosterilebilir. Dolayisiyla farkli yonlerinin ortaya

¢ikarilmasi tiiketicinin satin alma karar siirecinin agiklanabilmesini saglayacaktir (Alexandris,
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2012: 58). Bir baska deyisle, ilgilenim diizeyleri tiiketicilerin satin alma karar siirecinin
farklilasmasina sebep olmaktadir (Kapferer ve Laurent,1985). ilk olarak Krugman (1965)
tarafindan pazarlama literatlirii baglaminda degerlendirilen ilgilenim kavrami, Zaichkowski
(1986) tarafindan iiriine, satin alma kararina ve reklama yonelik ilgilenim seklinde
siiflandirilmistir.  Ayrica Zaichkowski (1986), literatiirdeki tanimlarin ortak 6zelligine gore
ilgilenimi “kisisel ilgi” olarak degerlendirmektedir. Rothschild ve Houston (1980) ise tiiketici
ilgilenimini, stirekli ilgilenim ve durumsal ilgilenim seklinde iki kategoride incelemislerdir.
Siirekli ilgilenimi, tiiketicinin bir lirlinii sadece satin almasi gerektigi zaman degil, tam tersine
tirtine kars1 uzun siire devamliligi olan bir ilgi ¢esidi olarak; durumsal ilgilenimi ise, bir Griin
veya hizmeti satin alana kadar gdsterilen ilgi olarak tanimlamiglardir. Martin (1998:8) ise bu
kavrami, “Uriiniin kisiye gore anlami” ve “tiiketicinin {riinle olan iligkisi” olarak
tanimlamaktadir. Bloch (1986) da ilgilenimi, “tiiketicinin bir {liriine kars1 hissettigi ilgi diizeyi”
veya “tiikketicinin liriine yonelik duygusal bagliligi” olarak ifade etmektedir. Bogart (1967) ve
Mitchell (1979) gibi aragtirmacilara gore ise ilgilenim kavrami “iiriiniin tuketicide uyandirdigi
ilginin miktarin1” ifade etmektedir. Day (1970: 45) ise ilgilenimi, tiiketicinin bir {iriine yonelik
genel ilgi seviyesi” veya “tiiketicinin iirlinli ego yapisinin merkezine almasi” olarak
tanimlamistir ve bu tanimiyla da Tyebjee (1979) tarafindan desteklenmistir. Park ve Young
(1983) ise, ilgilenim tiirleri ve ilgilenim diizeyleri iizerine yaptiklar1 ¢alismalarinda faydaci ve
deger temelli giidiilerden bahsetmislerdir. Faydaci giidiileri Grtnlerin fonksiyonel 6zellikleri,
kaliteleri ve tuketicilerin beklentilerini karsilama egilimleri olarak; deger temelli giidiileri ise
tiriinlerin estetik 6zellikleri ile tiiketicilerin kisisel imajlarin1 ortaya ¢ikarma diizeyi olarak

tanimlamistir.

Zaichkowski (1986:6), ilgilenimin onciillerini ihtiyaclar, dnem, ilgi ve degerlerden
meydana gelen kisisel faktorler, alternatiflerin farklilastirilmasi, iletisim kaynagi ve iletisimin
icerigi alt boyutlarindan olusan fiziksel faktorler ve satin alma ve firsatlarin olusturdugu

durumsal faktdrler olarak ifade etmistir.

Literatiirdeki ilgilenim 6l¢eklerinin en ¢ok kullanilanlarindan bir tanesi olan Tiketici
Ilgilenim Profili Laurent ve Kapferer (1985)’e aittir. Bu dlgek ¢ok boyutlu olup, 5 noktal1 16
ifadeli Likert tipi bir dl¢ektir. S6z konusu dlgek algilanan 6nem/ilgi, sembolik deger, hedonik
deger, risk 6nemi ve hata olasiligi olmak iizere bes boyuttan olusmaktadir. Kapferer ve Laurent
(1993: 349) bu boyutlari su sekilde agiklamislardir:

0 Risk 6nemi, dogru liriinii secememekten dolay1 ortaya ¢ikabilecek negatif sonuclarin

algilanan 6nemidir.
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Hata olasilig1, yanlis bir se¢im yapmanin algilanan olasiligidir.
Sembolik deger, iirliniin kisinin kendini ifade etme yetenegidir.

Hedonik deger, iirlinlin duygusal ¢ekicilik ile haz ve eglence saglama yetenegidir.

O O O O

Algilanan 6nem/ilgi ise; lirlin sinifi ile kalic1 bir iligkiyi ifade etmektedir. Kapferer ve
Laurent (1985)’in bu 6lgegi asagidaki Tablo 1°deki gibi olup, Tiirk¢eye uyarlanmasi
Cakiar (2007)’ye aittir.

Tablo 1. Tiiketici ilgilenim Profili Olgegi

Risk Onemi

Bir ... secerken yanlis bir karar verirsem, bu ¢cok da 6nemli degildir.*

Ihtivaclarimi karsilamayan bir ... almak gercekten cok sinir bozucu bir durumdur.

Bir ... satin aldiktan sonra kotii bir secim yaptigimi anlarsam kendime ¢ok kizarim.

Hata Olasiligi

Bir ... rafinin 6niinde dikilirken hangisini segmem gerektigi konusunda her zaman kararsizlik yasarim.

Bir ... satin aldiginda onu gercekten almis olmali miydin, bilemezsin.

Bir ... secmek oldukca zor bir istir.

Bir ... satin alirken dogru tercihi yaptigindan asla tam emin olamazsin

Sembolik Deger

Birinin sectigi ...na bakarak onun hakkinda bir seyler sdyleyebilirsin.

Birinin sectigi ... onun kim oldugu hakkinda ipuclar1 verir.

Sectigim bir ...benim kisiligimi yansitir.

Hedonik Deger

Kendime bir ...almak benim icin bir zevktir.

...almak kendime bir hediye vermektir.

Bir...na sahip olmak beni mutlu eder

Algilanan Onemv/ilgi

Bir ... satin almak benim icin son derece énemlidir.

Bir ... na gercekten cok ilgi duyarim.

Bir ...umurumda bile degildir.*

Kaynak: Kapferer ve Laurent (1993)’den ¢eviren Cakir (2007: 171) (*isaretli maddeler ters kodlamalidir).

Literatiirde sik kullanilan ilgilenim 6lgeklerinden biri de Zaichkowski (1990)’ye aittir.
Kisisel Ilgilenim Olgegi (Personal Involvement Inventory- PII) olarak adlandirilan bu dlgek
oncelikle bir {iriin kategorisi i¢in 1985 yilinda 7 noktali 20 sifat kutbundan olusan semantik
farklar 6lgegi olarak gelistirilmistir. Sonrasinda arastirmaci 1990 yilinda bu 6l¢egi kisaltarak 7

noktal1 10 sifat kutbundan olusan versiyonunu reklamlar (PIIA) i¢in gelistirmistir.
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So6zii edilen Laurent ve Kapferer ile Zaichkowski’nin o6lgekleri disinda tiiketici

ilgilenimini Slgen bir kismi tek boyutlu bir kismi ¢ok boyutlu birgok 6lgek bulunmaktadir.

Bunlara iligkin bilgiler ise Tablo 2’de verilmistir.

Tablo 2. Literatiirdeki Diger ilgilenim Olgekleri

Cahsmanin Adi . B i
Olgek Adi | Olgek Tari Madde | Kategori | Boyut
Gelistiren Yazar/Yazarlar Sayst Sayisi Sayisi
Fashion Involvement and Buying Behavior: A Moda . .
Methodological Study, Tigert ve dig. (1976) | lgilenimi | e P! 6 6 !
Components of Involvement, Lastovicka ve flgilenim Likert Tipi 29 7 3
Gardner (1979) Bilesenleri P
An Exploration into the Scaling of Consumers’ | Otomobil . -
Involvement with a product class, Bloch (1981) | Ilgilenimi Likert tipi 17 6 6
Measuring Consumer Involvement with Genel
Products: Developing a General Scale, Taylor Uriin Likert Tipi 6 7 1
ve Joseph (1984) Ilgilenimi
Selected Socio-economic and Demographic Satin
Characteristics Associated with Purchasing Alma Likert Tipi 33 6 2
Involvement, Slama ve Tashcian (1985) llgilenimi
Siirekli Semantik
Consumer Search: An Extended Framework, o Farklar,
Bloch ve dig. (1986) Hig‘ée?‘.n Siklik S 45,1 !
fidekst Onem
How Advertising Works: A Planning Model flgilenim Semantik 3 7 1
Revisited, Vaughn (1986) Alt Olgegi Farklar
The Zaichkowski Personal Involvement RPII ve Semantik
Inventory: Modification and Extention, opII Farklar 22 7 3
McQuairre ve Munson (1986)
New Insights about the FCB Grid, Ratchford flgilenim Semantik 3 7 1
(1987) Alt Olgegi Farklar
Enduring Involvement: Conceptual and Strekli Semantik 10 ; )
Methodological Issues, Higie ve Feick (1988) | [gilenim Farklar
Olgegi
] . Satin ]
Measuring Purchase Decision Involvement, Alma Semantik 4 7 1
flgilenimi
An Empirical Assessment of Multiple ~ Yeni Semantik
Operatinalizations of Involvement, Jain ve ileileni 15 7 5
- giiemm Farklar
Srinivasan (1990) Profili
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2.2. Kisilik ve A/B Tipi Kisilik Tipolojisi

Latince kokenli “persona” kelimesinden tiireyen kisilik kavrami, Vecchio (1988)
tarafindan “bireyi diger bireylerden ayiran kalic1 6zellikler” olarak tanimlanmigtir. McCrae ve
Costa (1989) ya gore ise; farkli durumlar karsisinda bireye ait davranislari agiklayan, stirekliligi
olan, kisilerarasi, duygusal, motivasyonel ve deneyimsel etkilesim tarzidir. Sheth ve Howard
(1969)’a gore ise, kisisel farkliliklara gore ortaya ¢ikan 6zgiliven, 6zsaygi, otorite ve asabiyet

gibi 6zelliklerin butlnadar.

Oldukca popiiler olan kisilik kavrami yillar boyunca cesitli aragtirmacilar tarafindan
farkli teori ve tipolojiler tarafindan dlglilmeye ¢alisilmistir. Literatiirde en ¢ok kullanilan Bes
Faktor Kisilik Kuramindan sonra Friedman ve Rosenman tarafindan ortaya atilmis olan A ve B
tipi kisilik tipolojileri ve bu tipolojilerin 6l¢iilmesine yonelik kisilik envanterinin de yaygin bir
bicimde kullanildig1 goriilmektedir. Bu arastirmada da A ve B tipi kisilik envanteri ile

katilimcilarin kisilik tipolojileri belirlenmeye ¢alisilmistir.

A ve B tipi kisilik tipolojileri tip kaynakli olmalarina ragmen, isletmecilik alaninda da
cok fazla kullanilmaktadir. Iki kardiyolog olan Friedman ve Rosenman kliniklerine tamire
gelen dosemecinin bekleme salonundaki sandalyelerin birgogunun 6n kisimlariin yirtildigini
sOylemesi {iizerine hastalarmin iki farklt davranis tipi sergiledigini ve bu durumun
kisiliklerinden kaynaklandigini belirtmislerdir (Moorhead ve Griffin, 1992°den akt., Durna,
2004, 5.198).

A tipi kisilik 6zelliklerine sahip olan kisilerin yaygin 6zellikleri; saldirgan, cabuk
ofkelenen, asir1 derecede rekabetci olduklarindan dolay1 yanlis kararlar vermeye yatkin, takim
calismasina yatkin olmayan bireysel ¢alisma egilimli, kisa zamanda ¢ok is yapmaya ¢alisan,
hizli ara¢ kullanan, hizli yemek yiyen, bos zamanlarinda bile bir seylerle ugrasan, heyecanli,
zor affeden, kurallar1 kati olan, endigeli, astlar1 ile iligskilerine mesafe koyan, is
memnuniyetsizligi yiiksek olan, halinden memnuniyetsiz olan, bagka kisilerin sorunlar ile
ilgilenmekten hoslanmayan, B tipi kisilik 6zelligi gosterenlere gore kalp hastaligi riski ylksek
olan, intihara meyilli olan, siklikla tatillerini yarida kesen ve hatta ¢ogu kez tatil yapmayan,
yerinde duramayip siirekli ayaklarini oynatan kisiler olmalaridir. B tipi kisilik 6zelliklerine
sahip olan kisilerin yaygin 6zellikleri ise, sakin ve sabirli, zaman baskis1 hissetmeyen, rekabetci
olmayan, takim calismasina yatkin, yavas ara¢ kullanan, yavas yemek yiyen, sakin ve
diisiinerek konusan, diger insanlara giivenen, affedici, A tipi kisilik 6zelligi gosterenlere gore

kalp hastalig1 riski diisiik olan, yasama bagli olan, islerinden genellikle memnun olan, kaygilari
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az olan, astlar ile yakin iliski kuran, 6zel yasami ile is yasami arasinda sinirlari olan, eve
dondiiklerinde is yasamindan tamamen uzaklasan kisiler olmalaridir (Oriicii ve Boz,2014;

Elliot ve Eisdorf, 1982; Tutar, 2007; Heilbrun Jr. ve dig., 1986; Aktas, 2001; Can ve dig., 2006).

Friedman ve Rosenman (1974) tarafindan gelistirilen ve Arikan ve Aktas (1988)
tarafindan Tiirk¢eye uyarlanmis olan A ve B tipi kisilik envanteri asagidaki Tablo 3’teki gibidir:

Tablo 3. A ve B Tipi Kisilik Envanteri

1.Zaman kullanimi konusunda titiz degilim. 1. Zamana karsi asir1 derecede duyarliyim.
2.1s yasaminda rekabetgi degilim. 2. Is yasaminda oldukga rekabetgiyim.
3.Bask: altmda bﬁ.e kendimi asla acele iginde 3. Kendimi her zaman acele icinde hissederim
Issetmem.
4 Her seyi detayli bir sekilde diisiindiikten sonra 4. Bir defada ¢ok seyi yapmay1 denerim, daha
karar veririm. sonra ne yapacagimi disiiniiriim.
5.Bir seyi yavag¢a yaparim. 5. Bir seyi hizli sekilde yaparim.
6.Duygularimi ifade ederim. 6. Duygularimi saklarim.
7. Birgok konuya ilgim vardir. 7. 1s yasami disinda ¢ok az konuya ilgim vardir.

Kaynak: Arikan ve Aktas (1988). Bir Kamu Kurulusunun Ust Diizey Y6neticilerinin Is Stresi ve Kisilik Ozellikleri. Ankara Universitesi
SBF Derqgisi, 56(04), 25-42. , 8 dereceli, zit kutuplu ifadeler

Pazarlama baglaminda tiiketicilerin A ve B tipi kisilik tipolojilerine gore tiiketicilerin
tiiketim Ozelliklerini ortaya koymaya yonelik yapilan ¢aligmalardan elde edilen bulgular ise

sOyledir:

Semiz (2015), tuketicilerin satin alma tarzlarinin A ve B tipi kisilik 6zelliklerine gore
degisimini gozlemledigi ¢alismasinda A tipi kisilik 6zelliklerine sahip tiiketicilerin en iyi ve
kusursuz lirtinleri satin almay1 istediklerini, {iriin kalitesine 6nem verdiklerini, markali {iriin
kullanmay1 sevdiklerini, liiks ve pahali iirlinlere 6nem verdiklerini, moday1 takip ettiklerini,
aligverisi zaman kaybi olarak gordiiklerini ve hizlica aligverislerini tamamladiklarini ve plansiz
aligveris egilimli olduklarini ortaya koymustur. B tipi kisilik 6zellikleri gosteren tliketicilerin
ise, Uriin c¢esitliligi arasinda karmasa yasadiklarini, daha ¢ok indirimdeki triinleri tercih
ettiklerini, aligveristen zevk aldiklarini, para harcama konusunda dikkatli davrandiklarini,
marka bagliliklarinin oldugunu, reklami yapilan iiriinleri daha g¢ok tercih ettiklerini tespit

etmistir.

Semiz (2017a), A tipi kisilik tipolojisine sahip tiiketicilerin B tipi kisilik 6zellikleri
gosteren tliketicilere gore plansiz, kompiilsif ve hedonik satin alma davranigi gosterme
egilimlerinin daha yiiksek oldugu sonucuna ulagmistir. Semiz (2017b) bir baska ¢alismasinda
ise, A tipi kisilik 6zelliklerine sahip tiiketicilerin satin alma sonrasi genellikle bilissel celiski

yasadiklari, B tipi kisilik 6zelliklerine sahip tiiketicilerin ise satin alma sonrasi ara sira biligsel
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celiski yasadiklart sonucuna ulagsmistir. Boz ve dig. (2017) ise, B tipi kisilik 6zellikleri gosteren
tiikketicilerin internet bankaciligima giiven diizeyinin A tipi kisilik Ozellikleri gosteren

tilkketicilere gére daha yiiksek oldugu sonucuna ulagsmislardir.

Bagak ve dig. (2017) tiiketicilerin gida temelli yasam tarzlar1 profillerinin
belirlenmesine yonelik calismalarinda A tipi kisilik Ozellikleri gosteren tiiketicilerin
dondurulmus gidalar1 daha ¢ok tercih ettiklerini, daha ¢ok disarida yemek yeme
aligkanliklarinin oldugunu, alisverise liste hazirlamadan ¢iktiklarini; B tipi kisilik 6zellikleri
gosteren tiiketicilerin ise gida iiriinlerinde fiyata karsi hassas ve fiyat bilingli olduklarini, gida
aligverisinde planli davrandiklarini, {riinlerin etiket bilgilerine 6nem verdiklerini tespit
etmiglerdir. Kadioglu ve Kosar (2019), A ve B tipi kisilik 6zelliklerine gore tiiketicilerin
nomofobiklik egilimlilerini inceledikleri calismalarinda, A tipi kisilige sahip tiiketicilerin B tipi
kisilige sahip olan tiiketicilere gore internetten satin alma yapmaya daha yatkin olduklar1 ve
daha nomofobik olduklar1 sonucuna varmislardir. Yildirim ve Pirende (2019), hediye verme
davranisina gore tiiketicileri A ve B tipi kisilik tipolojilerine gore inceledikleri ¢calismalarinda,
A tipi kisilik 6zelliklerine sahip tiiketicilerin daha ¢ok 6zel durum karsilama amaciyla hediye
satin almaya yatkin olduklari, ayrica tesekkiir ve telafi etme amaciyla da hediye satin almaya

daha fazla istekli olduklar1 sonucuna ulagmisglardir.
3. VERI ANALIZI VE SONUCLAR
3.1. Arastirmanin Amaci ve Hipotezleri

Bu galigmanin amaci, kisilik 6zelliklerine gore tiiketicilerin begenmeli tiriinlere yonelik
ilgilenimleri arasindaki farki ortaya koymaktir. Arastirmada cilt bakim kremi ve spor ayakkabi1
urunlerinin segilmesinin sebebi ise tiiketicilerin bu iriinleri glinliikk hayatlarinda siklikla
kullanmalar1 sebebiyledir. Ayrica her iki iiriin de begenmeli iirlinler olmasina ragmen, spor
ayakkab1 dayanikli bir begenmeli iiriin iken, cilt bakim kremi dayaniksiz bir begenmeli Grundir.
Boylelikle begenmeli iirtinleri de dayanikli ve dayaniksiz olmasina gore degerlendirmek
mumkin olabilecektir. Tuketicilerin begenmeli {irtinlere yonelik ilgilenimlerinin boyutlar
arasinda kisilik tipolojilerine gore farklilik var midir? aragtirma sorusundan hareketle asagidaki

hipotezler olusturulmustur:

Hi: Tuketicilerin spor ayakkabiya yonelik ilgilenimlerinin algilanan énem/ilgi boyutu A ve B

tipi kisilik tipolojilerine gore farklilik géstermektedir.

Ho: Tlketicilerin spor ayakkabiya yonelik ilgilenimlerinin hedonik deger boyutu A ve B tipi
kisilik tipolojilerine gore farklilik gostermektedir.
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Hs: Tlketicilerin spor ayakkabiya yonelik ilgilenimlerinin sembolik deger boyutu A ve B tipi
kisilik tipolojilerine gore farklilik gostermektedir.

Ha: Tlketicilerin spor ayakkabrya yonelik ilgilenimlerinin risk onemi boyutu A ve B tipi kisilik

tipolojilerine gore farklilik gostermektedir.

Hs: Tlketicilerin spor ayakkabiya yonelik ilgilenimlerinin hata olasiligr boyutu A ve B tipi
kisilik tipolojilerine gére farklilik géstermektedir.

He: Tuketicilerin cilt bakim kremine yonelik ilgilenimlerinin algilanan énem/ilgi boyutu A ve B

tipi kisilik tipolojilerine gore farklilik gostermektedir.

H7: Tiiketicilerin cilt bakim kremine yonelik ilgilenimlerinin hedonik deger boyutu A ve B tipi

kisilik tipolojilerine gore farklilik gostermektedir.

Hg: Tiiketicilerin cilt bakim kremine yonelik ilgilenimlerinin sembolik deger boyutu A ve B tipi

kisilik tipolojilerine gore farkhilik géstermektedir.

Ho: Tiketicilerin cilt bakim kremine yonelik ilgilenimlerinin risk onemi boyutu A ve B tipi kisilik

tipolojilerine gore farklilik gostermektedir.

H1o: Tuketicilerin cilt bakim kremine yonelik ilgilenimlerinin hata olasiligi boyutu A ve B tipi

kisilik tipolojilerine gore farklilik gostermektedir.

Hu11: Tiiketicilerin spor ayakkabuya yonelik ilgilenim diizeyleri kisilik ozelliklerine gore farklilik
gostermektedir.

Hio: Tiiketicilerin cilt bakim kremine yonelik ilgilenim diizeyleri kisilik ozelliklerine gore

farklilik gostermektedir.
3.2. Arastirmanin Yontemi

Arastirma tiiri bakimindan bu aragtirmanin bir yandan tanimlayici bir ydniiniin
oldugunu, bir yandan da kesifsel bir yoniiniin oldugunu séylemek miimkiindiir. Ciinkii her ne
kadar daha onceki calismalarda A ve B tipi kisilik tipolojilerine yonelik tiiketicilerin ¢esitli
tilketim aligkanliklar1 belirlenmeye ¢alisilmig olsa da, iiriin ilgilenimlerinin kisilik 6zellikleriyle
iliskilendirildigi herhangi bir ¢aligsmaya literatiir arastirmasi siirecinde rastlanmamistir. Ancak,
kisilerin farkli konulara yonelik ilgilenim diizeylerinin kisilik 6zellikleri ile iliskilendirildigi
calismalar mevcuttur. Veri toplama yontemi olarak ise, bir kismi yiiz yiize bir kismi ise birak-
topla seklinde anket yontemi benimsenmis olup, veriler Eyliil 2018- Kasim 2018 tarihlerinde

Bilecik ilinde tesadiifi olmayan drnekleme yontemlerinden kolayda 6rnekleme yontemine gore
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toplanmistir. Toplanan anketlerin bir kismi eksik, bir kismi ise gelisigiizel dolduruldugundan
dolay1r analiz kapsamindan c¢ikarilmistir. Saglikli doldurulmus 329 anket analize tabi

tutulmustur.

Anket formu ii¢ kisimdan meydana gelmekte olup, ilk kisimda katilimeilarin spor
ayakkabisina ve cilt bakim kremlerine yonelik ilgilenim dizeyleri belirlenmistir. Tiiketicilerin
bu Uriinlere yonelik ilgilenim dizeylerinin belirlenmesinde Laurent ve Kapferer (1985)’in
Tiiketici Ilgilenim Profili 6lgegi kullanilmistir. Bu dlgek bes boyuttan olusan 16 ifadeli 5°li
Likert tipinde bir dlgektir. Olgekteki ifadeler 5: Kesinlikle Katiliyorum,..., 1: Kesinlikle
Katilmiyorum seklinde kodlanmustir. Ilgilenim diizeylerinin yiiksek, orta ve diisiik seklinde
belirlenmesinde Toksar1 ve Senir (2015)’in ¢aligmasindan faydalanilmistir. Kesinlikle
katilmiyorum (1) ve kesinlikle katiliyorum (5) uc¢ noktalarina esit mesafede bulunan ne
katiliyorum ne katilmiyorum (3) orta noktasinin her iki tarafindan 0,5 birim alinarak olusturulan
gruplamanin orta degeri olarak kabul edilmistir. Bu araligin alt1 diisiik ilgilenim diizeyi olarak,
tistii ise yiiksek ilgilenim diizeyi olarak adlandirilmistir. Bu durumda spor ayakkabi {iriinii i¢in
kesifsel faktor analizi sonrasi 13 ifadeli oldugundan dolay1 yiiksek ilgilenim diizeyi 47-65 arasi,
orta ilgilenim duzeyi 34-46 arasi ve disiik ilgilenim diizeyi 13-33 arasi olarak
degerlendirilmistir. Cilt bakim kremi {irlinii i¢in ise, kesifsel faktor analizi sonras1 14 ifadeli
oldugundan dolay1 yiiksek ilgilenim diizeyi 50-70 arasi, orta ilgilenim diizeyi 36-49 arasi ve

diisiik ilgilenim diizeyi 14-35 arasi olarak degerlendirilmistir.

Anketin ikinci kisminda ise, katilimcilarin kisilik 6zelliklerini ortaya koymak adina
Friedman ve Rosenman (1974)’in kisilik envanteri kullanilmistir. Bu 6l¢ek, 8 noktali zit
kutuplar arasindaki 7 ifadeye verilen cevaplarin toplanarak elde edilen skorlarin 3 ile ¢arpilmast
sonucu degerlendirilmektedir. Boylelikle 6lgekte hep 1 derecesini isaretleyen kisiler 7 puan
alirken bu skor 3 ile carpim sonucu 21 olarak karsimiza ¢ikmakta, 8 derecesini isaretleyen
katilimcilar ise 56 puan alirken bu sonug ise 168 puan olarak karsimiza ¢ikmaktadir. Skorlarinin
toplam1 100 puanin iizerinde olan katilimecilar A tipi kisilik 6zelliklerine sahip, 100 puan ve
altinda olan katilimcilar ise B tipi kisilik 6zelliklerine sahip olarak degerlendirilmektedir
(Arikan, 2001°den akt. Avci ve Kaya, 2010: 62). Anket formunun son boliminde ise
katilimcilarin demografik 6zelliklerini belirleyen sorulara yer verilmistir. Anket formuna nihai
halini verebilmek amaciyla 25 kisi lizerinde pilot bir ¢alisma yapilarak katilimcilardan gelen

geri doniisler sonucu ¢esitli diizenlemeler yapilmis ve anket formu son halini almstir.
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3.3. Arastirma Bulgular

Aragtirma bulgularma iliskin sonuglar asagidaki gibi olup, Tablo 4’te katilimcilarin

demografik 6zelliklerine iligkin bilgiler yer almaktadir.

Tablo 4. Katilimcilarin Demografik Ozellikleri

Cinsiyet f % Egitim Diizeyi f %

Kadin 151 459 [Ikogretim 8 2,4

Erkek 178 54,1 Lise 87 26,5

Medeni Durum f % MYO (Onlisans) 32 9,7

Evli 142 43,2 Universite 189 574

Bekar 187 56,8 Y. Lisans ve Doktora 13 4,0

Yas f % Meslek f %

20 ve alti 30 9,1 Isci 36 10,9

21-30 131 39,8 Memur 62 18,8

31-40 08 29,8 Esnaf/Tuccar 12 3,6

41-50 58 17,6 Serbest Meslek 15 4,6

51-60 12 3,7 Ogrenci 133 40,5

Ort. Aylik Aile Geliri f % Ev Hanim 52 15,8

1600 T1 ve altt 35 10,6 Emekli 5 1,5

1601- 2600 TL 68 20,7 Diger 14 43

2601-3600 TL 74 225 Kisilik Tipi f % 87
3601- 4600 TL 90 274 A Tipi 210 63,9 o
4601 TL ve lzeri 62 18,8 B Tipi 119 36,1

Katilimeilarin yaklasik %46°s1 kadin, %541 ise erkektir. Medeni duruma gore, yaklagik
%357’1ik oranla bekar katilimcilarin daha fazla oldugu goriilmektedir. Yas gruplari agisindan en
cok 21-30, bunu takiben 31-40 yas arasi gelmektedir. Egitim seviyesine gore, %57,4’liik bir
kisim tniversite mezunu iken, %26,4’lik bir kisim da lise mezunudur. Meslekler agisindan
katilimcilarin %40,4’1 6grenci, yaklasik %19’u ise memurdur. Ortalama aylik aile geliri
acisindan bakildiginda katilimeilarin %27,4tintin 3601-4600 TL arasinda gelire sahip oldugu
goriilmektedir. Katilimcilar kisilik 6zelliklerine gore degerlendirildiginde ise %63,9’unun A

tipi, %36,1’inin B tipi kisilik 6zelligi gosterdigini séylemek miimkiindiir.
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Tablo 5. Spor Ayakkabi igin Kesifsel Faktor Analizi

= <

5| 2| & |E |z s
2 = CIJ £ = = @
2 z g8 | O 2 Eg| <8
= 3 o =& | O 3| 53
S E = x 3| 8%
2 S S g 2 >> | 29
E| 2| 2 |B | |7 ]¢
75 = < O

SEM?2. Birinin satin aldig1 spor ayakkab1 onun 0874

kim oldugu hakkinda ipuglar1 verir. '

SEMI1. Birinin satm aldig1 spor ayakkabisina <) &

bakarak onun  hakkinda  bir seyler | 0,806 z— ~

soyleyebiliriz. =~ °

SEM3. Satin aldigim spor ayakkabi benim

n 0,791
kisiligimi yansitir.
HOL2. Bir spor ayakkabi segmek oldukga zor
. 0,815

bir igtir.

HOL3. Insanlar bir spor ayakkabi satin alirken o

dogru tercihi yaptiklarindan asla emin 0,807 = E

olamazlar. 10 S

HOLI1. Bir spor ayakkabi reyonuna bakarken

hangi ayakkabiy1 almam gerektigi konusunda 0,749

her zaman kararsizlik yasarim.

HED3. Bir spor ayakkabisina sahip olmak

- 0,836

beni mutlu eder. o

HED?2. Bir spor ayakkab1 satin aldigimda 0.830 S E

kendime bir hediye vermis gibi hissederim. ' ) =)

HEDI. Kendime bir spor ayakkabi almak

AR . 0,597

benim igin bir zevktir.

AOI1 Bir spor ayakkabi satin almak benim i¢in 0.925 ~

son derece Gnemlidir. ’ N 2

AOI2. Bir spor ayakkabisina gergekten ¢ok ilgi 0.881 = <)

duyarim. '

RO2. Ihtiyactmi karsilamayan bir spor

ayakkabi1 almak gercekten gok sinir bozucu bir 0,878 ~

durumdur. S Y

RO3. Bir spor ayakkabi satin aldiktan sonra Y =)

kotii bir se¢im yaptigimi anlarsam kendime ¢ok 0,859

kizarim.

KMO0=0,738; BT0S=166,644; df=78; Sig<0,001 A¢iklanan Toplam Varyans=74,553

Yukaridaki Tablo 5’te spor ayakkabi i¢cin uygulanan kesifsel faktor analizi sonuglar1 yer
almaktadir. Olgegin faktdr analizine uygunlugunun gostergesi olan KMO degeri 0,738’dir.
Bartlett’in Kuresellik Testi’nin sonucu da anlamlidir (p<0,001). Toplam 16 ifadeden olusan
tiketici ilgilenimi 6lgegi spor ayakkabi i¢in uygulandiginda ii¢ ifadeden ikisi aynmi faktore
yuklendiginden, biri ise hicbir faktore yiiklenmediginden dolay1 analizden ¢ikarilmistir. Geri
kalan 13 ifade bes boyut altinda toplanmistir. Olgegin agiklanan toplam varyans1 %74,545
olarak bulunmustur. Her bir boyutun Cronbach Alpha Katsayisi degerleri ise 0,72 ile 0,86
arasinda degismektedir. Olgegin genel giivenirligi ise 0,739 olarak bulunmustur.
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Tablo 6. Cilt Bakim Kremi i¢in Kesifsel Faktor Analizi

- - 5 fcﬁ
)éb )gn )%0 = 'Eb lé = 7 2‘ -
7 a [ ] [<5} < c < 4
< = == c S c 2z
3 = = | SE| O = >| 5
= £ = B0 2| X 23| 8%
~— = = . L2 < > c M
= 3 g <O | 7 < S
= = 2 5
HOLS3. Insanlar bir cilt bakim kremi satin
alirken dogru tercihi yaptiklarindan asla emin 0,826
olamazlar.
HOLA. Bir cilt bakim kremi satin aldigimda onu
) 0,756 N o)
gercekten almali miydim emin olamam. 8 <
HOL2. Bir cilt bakim kremi segmek olduk¢a zor g" o
o 0,753
bir istir.
HOLI. Bir cilt bakim kremi reyonuna bakarken
hangi kremi almam gerektigi konusunda her | 0,670
zaman kararsizlik yasarim.
HED2. Bir cilt bakim kremi satin aldigimda
; . . o . 0,841
kendime bir hediye vermis gibi hissederim. <
HED?3. Bir cilt bakim kremine sahip olmak beni N 8
0,834 1 3
mutlu eder. it o
HEDI. Kendime bir cilt bakim kremi satin almak
AP . 0,832
benim icin bir zevktir.
SEM2. Birinin satin aldig1 spor ayakkab1 onun
. o . g 0,858
kim oldugu hakkinda ipuglari verir. <
SEM3. Satin aldigim spor ayakkabi benim ) =
e 0,803 - @
kisiligimi yansitir. ~ o
SEMI1. Birinin satin aldig1 spor ayakkabisina 0787
bakarak onun hakkinda bir seyler sdyleyebiliriz. '
AOI1. Bir cilt bakim kremi satin almak benim
- - - 0,822 <) ~
icin son derece 6nemlidir. N S
AOI2. Bir cilt bakim kremine gercekten ¢ok ilgi 0810 ] <)
duyarim. '
RO2. Thtiyacimi karsilamayan bir spor ayakkabi
o - 0,915
almak gercekten cok sinir bozucu bir durumdur. g -
—
RO3. Bir cilt bakim kremi satin aldiktan sonra pct S
kot bir segim yaptigimi anlarsam kendime ¢ok 0,644 -
kizarim.
KMO=0,894; BT0S=3036,612; df=91; Sig<0,001; Aciklanan Toplam Varyans=380,966

Yukaridaki Tablo 6’da ise cilt bakim kremi i¢in uygulanan kesifsel faktor analizi
sonuglar1 goriilmektedir. Olgegin faktdr analizine uygunlugunun gostergesi olan KMO degeri
0,894 olarak elde edilmistir. Bartlett’in Kiiresellik Testi’nin sonucu da anlamli olarak
bulunmustur (p<0,001). Toplam 16 ifadeden olusan tiiketici ilgilenimi 6lgegi cilt bakim kremi
icin uygulandiginda iki ifade ayn1 faktore yiiklendiginden dolay: analizden ¢ikarilmistir. Geri
kalan 14 ifade yine bes boyut altinda toplanmustir. Olgegin agiklanan toplam varyansi %80,966
olarak bulunmustur. Her bir boyutun Cronbach Alpha Katsayis1 degerleri ise 0,71 ile 0,90
arasinda degismektedir. Olgegin genel giivenirligi ise 0,923 tiir.
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Tablo 7. Literatiirdeki Uyum lyiligi Degerleri ile Spor Ayakkabi ve Cilt Bakim Kremi igin
Uyum lyiligi Degerleri

Uyum lyiligi . Kabul Edilebilir | ,>Por Ayakkabi | Cilt Balum Kremi
A Iyi Uyum icin Uyum lyiligi | I¢in Uyum lyiligi
Olgutleri Uyum o . 9 .

Degerleri Degerleri
CMIN/df 0<CMIN/df<2 0<CMIN/df<3 2,647 2,882
AGFI 0,90<AGFI<1 0,85<AGFI<0,90 0,898 0,879
GFl 0,95<GFI<1 0,90<GFI=<0,95 0,938 0,923
CFI 0,97<CFI<lI 0,95<CFI<0,97 0,941 0,958
RMSEA 0<RMSEA<0,05 | 0,05<RMSEA<0,08 0,071 0,076

Kaynak: Bayram, N. (2010). Yapisal Esitlik Modellemesine Giris Amos Uygulamalari. Ezgi Kitabevi, s:78.

Kesifsel faktor analizi sonrasi 6lgegin yapi gecerliliginin saglanip saglanmadigini ortaya
cikarmak agisindan dogrulayici faktor analizi uygulanmistir. Literatiirde birgok uyum iyiligi
istatistikleri mevcuttur. Bu ¢alismada da literatiirde en ¢ok kullanilan uyum iyiligi degerlerine
bakilmistir. DFA’ya gore, dlgeklerin uyum iyiligi degerlerinin kabul edilebilir degerler oldugu
goriilmektedir. Spor ayakkabi i¢in ilgilenim 6lgeginin uyum iyiligi degerleri CMIN/df=2,647;
CFI= 0,941; GFI=0,938; AGFI=0,898; RMSEA=0,071 olarak bulunmustur. Ancak, CFI
degerinin spor ayakkabi i¢in kabul edilebilir degerin biraz altinda kaldigin1 sdylemek
mumkundir. Cilt bakim kremi i¢in uyum iyiligi degerleri ise, CMIN/df=2,882; CFI= 0,958;
GFI1=0,923; AGFI=0,879; RMSEA=0,076 olarak tespit edilmistir.

Kesifsel faktor analizi sonucunda ¢ikan maddeler haricinde herhangi bir modifikasyon
yapilmamis olup, degerler Tablo 7’deki gibidir. Tiim degerler (sadece spor ayakkabi CFI degeri

istenen degere yakin) istenilen sinirlar iginde oldugundan her iki iriin i¢in de dlgegin bes

boyutlu yapis1 dogrulanmistir.

Tablo 8. Spor Ayakkabi Ilgilenim Olgegi icin AVE ve CR Degerleri

Boyutlar Madde Cikarilan CR (Kor_np_ozit AVE (Aciklanan
Sayis1 Madde Sayisi Givenirlik) Ortalama Varyans)
Algilanan Onem/ilgi 2 1 0,704 0,544
Hedonik Deger 3 - 0,803 0,581
Sembolik Deger 3 - 0,864 0,680
Risk Onemi 2 1 0,860 0,503
Hata Olasiligt 3 1 0,863 0,625

Tablo 8’de spor ayakkabi {iriiniine yonelik AVE ve CR degerleri yer almaktadir.
Literatiirde bir 6l¢egin yakinsama gegerliligi i¢in AVE degerlerinin 0,5’den biyuk, CR
degerlerinin 0,7’den buyuk ve CR degerlerinin AVE degerlerinden biiyiik olmasi
ongorilmektedir (Fornell ve Larcker, 1981; Carmines ve Zeller; 1988; Yaslioglu, 2017).
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Dolayisiyla spor ayakkab ilgilenim 6lgegi icin bu degerlerin saglandigi yani bir baska deyisle
yakinsama gecerliliginin oldugu sdylenebilir.

Tablo 9. Spor Ayakkabr Ilgilenimi i¢in AVE Degerlerinin Karekokleri ve Faktorlerin

Korelasyon Katsayilari

SEM HED AOI RO HOL
SEM 0,825
HED 0,214 0,762
AOI 0,165 0,432 0,738
RO 0,124 0,218 0,102 0,709
HOL 0,320 0,450 0,253 0,233 0,791

Tablo 9°da da AVE degerlerinin karekdkleri ve boyutlarin birbirleri ile olan korelasyon
katsayilar1 yer almaktadir. Her bir boyutun birbiri ile olan korelasyon katsayilar1 da AVE
degerlerinin karekoklerinden kiigiiktiir. Dolayisiyla spor ayakkabi ilgilenim Glgeginin ayirt

edici gegerliliginin de saglandig1 sdylenebilir.

Tablo 10. Cilt Bakim Kremi ilgilenim Olgegi icin AVE ve CR Degerleri

Madde Cikarilan CR _ AVE (Aciklanan

Boyutlar Sayisi Madde Sayis1 (Kompozit Ortalama

Guvenirlik) Varyans)
Algilanan Onem /ilgi 2 1 0,799 0,444
Hedonik Deger 3 - 0,874 0,698
Sembolik Deger 3 - 0,857 0,667
Risk Onemi 2 1 0,765 0,417
Hata Olasiligi 4 - 0,884 0,607

Tablo 10°da da cilt bakim kremi Urtinune yonelik AVE ve CR degerleri yer almaktadir.
CR degerleri minimum degerin iizerindeyken, algilanan 6nem/ilgi (0,444) ile risk onemi
(0,417) boyutlarinin AVE degerleri 0,5’in altindadir. Giivenirlik 6l¢timleri saglandiginda AVE
degerinin biraz diisiik ¢ikmas1 makul karsilanabilir (Fornell Ve Larcker, 1981; Berthon ve dig.,
2005).

Tablo 11. Cilt Bakim Kremi ilgilenimi i¢in AVE Degerlerinin Karekokleri ve Faktorlerin

Korelasyon Katsayilari

SEM HED AOI RO HOL
SEM 0,817
HED 0,302 0,835
AOI 0,287 0,611 0,666
RO 0,301 0,487 0,458 0,646
HOL 0,329 0,546 0,559 0,540 0,779

Tablo 11°de cilt bakim kremi i¢in AVE degerlerinin karekdkleri ve boyutlarin birbirleri
ile olan korelasyon katsayilari yer almaktadir. Her bir boyutun birbiri ile olan korelasyon
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katsayilart AVE degerlerinin karekoklerinden kii¢iik oldugundan, cilt bakim kremi ilgilenim

6lgegi i¢in ayirt edici gegerliligin de saglandigi sdylemek miimkiindiir.

Tablo 12. Ilgilenim Boyutlarina Yonelik t-Testi Sonuglar

flgilenim Olceginin Boyutlar: T}E)igli:)ijl?si g?ttaTae;:: S;er])(rj‘r?art t-degerleri p
Spor Ayakkabi

Algilanan Onemv/ilgi g g:gi 8:221 0,653 0,514

Hedonik Deger g 2:;2 gzgéz 1,659 0,098

Sembolik Deger : 2::2 8::;2 0,787 0,432
L . A 1,99 0,877

Risk Onemi B 187 0.755 1,110 0,268

Hata Olasih g gzgj S:Zgj 2,876 0,004

Cilt Bakim Kremi

Algilanan Onemy/ilgi g 2:?2 1:322 1,780 0,076

Hedonik Deger : 2::5 1:(])'58 2,328 0,021

Sembolik Deger g ;Zi i:ig? 2,741 0,006
L . A 3,60 1,056

Risk Onemi B 3.96 0.944 3,160 0,002

Hata Olasihg : 2:?2 1:8;: 3,540 0,001

Tablo 12°de tiiketicilerin spor ayakkabi ve cilt bakim kremi iiriinlerine yonelik ilgilenim
diizeylerinin kisilik tipolojilerine gore degisip degismedigini ortaya koymak icin yapilan
bagimsiz gruplar t-testi sonuglarina yer verilmistir. Buna gore, cevaplayicilarin spor ayakkabi
ilgilenimlerinin hata olasiligi boyutunun A ve B tipi kisilik ozelliklerine gore farklilik
gosterdigi gozlemlenmistir (t=2,876; p=0,004). A tipi kisilik ozelliklerine sahip tiiketicilerin
spor ayakkabr1 hata olasilig1 boyutuna verdikleri cevaplarin ortalamasi 3,64 iken, B tipi kisilik
Ozelliklerine sahip tiiketicilerinki ise 3,94’°tiir. Buna gore, B tipi kisilik 6zelligi gOsteren
tiketicilerin hata olasiligi tutumlarmin A tipi kisilik 6zelligi gosteren tiiketicilerden daha
yiiksek oldugunu sdylemek miimkiindiir. Boylelikle Hs hipotezi kabul edilmistir. Spor ayakkabi
Urdind icin Hi, Hz, Hs ve Ha hipotezleri reddedilmistir. Cilt bakim kremine yonelik ilgilenimin
ise algilanan 6nem/ilgi boyutu disindaki tiim boyutlarinda A ve B tipi kisilik 6zellikleri
bakimindan farklilik tespit edilmistir. Ayrica, B tipi kisilik 6zelligine sahip tiiketicilerin
algilanan 6nem/ilgi (X =3,76), hedonik deger (x =3,80), sembolik deger (x=3,41), risk 6nemi
(x=3,96) ve hata olasilig1 (x=3,74) diizeylerinin, A tipi kisilik 6zelligi gosteren tiiketicilerden
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daha yiiksek oldugunu da séylemek miimkiindiir. Béylece H7, Hs, Ho Ve Hio hipotezleri kabul

edilirken, He ise reddedilmistir.

Tablo 13. Tlgilenim Diizeylerine Yonelik t-Testi Sonugclari

Uriin flginenim Kisilik n Aritmetik | t-degerleri p
Gruplari Duzeyi Tipolojisi Ortalama
Diisiik A 16 2,23 -0.787 0,440
llgilenim B 6 2,36
Spor Orta A 103 3,17 -0,632 0,528
Ayakkabi Iigilenim B 49 3,20
Yilksek A 91 3,90 -0,070 0,944
Iigilenim B 64 3,91
Diisiik A 42 2,09 -0,352 0,726
Iigilenim B 15 2,10
Cilt Bakim Orta A 69 3,03 -1,626 0,107
Kremi ligilenim B 28 3,13
Yilksek A 99 4,16 -1,795 0,074
Iigilenim B 76 4,25

Ilgilenim konusunda yapilan ¢alismalara bakildiginda tiiketicilerin ilgilenim
diizeylerinin birbirlerinden farklilik gosterdigini ve ilgilenimin tiiketiciler agisindan goreceli bir
kavram oldugunu goérmek miimkiindiir. Ayrica bu farkliliklarin bireylerin tiiketim
davranislarini sekillendirmesi agisindan da belirleyici oldugu bilinmektedir. Bu baglamda,
arastirmalarda genellikle ilgilenim diizeylerinin tiiketiciler agisindan yansimasi yliksek ve
diisiik olmak tizere iki tiirde degerlendirilmektedir (Ddlarslan, 2015: 25). Ancak, Zaichowsky
(1985), tiiketici ilgilenimi arastirmalarina temel olusturan calismasinda ii¢ iriin tlirtinde
(¢Oziilebilir kahve, ¢amasir deterjani ve renkli televizyon) ilgilenim diizeylerini yiiksek, orta ve
diisiik olarak ele almistir. Bu calismada da tiiketicilerin s6z konusu {iriinlere (spor ayakkabi1 ve
cilt bakim kremi) yonelik ilgilenim diizeyleri diisiik, orta ve yiiksek olarak ele alinarak kisilik
tipolojileri arasinda fark olup olmadig arastirilmistir. Tablo 13’te arastirmadan bu baglamda
elde edilen bulgular yer almaktadir. Her iki iiriin ve her ii¢ ilgilenim diizeyi i¢in A ve B tipi
kisilik tipolojileri arasinda istatistiksel agidan farklilik goriilmemistir. Boylece Hi1 ve Hi2

hipotezleri reddedilmistir.
4. SONUC VE ONERILER

flgilenim kavrami isletmeler agisindan tiiketicilerin davranislarini analiz edebilmeleri
i¢in 6nemlidir. Her iiriine tiiketicilerin gosterdigi ilgi diizeylerinin birbirinden farkli olmasinin
sebepleri olarak kisilerin 6zellikleri, kisilerin icinde bulunduklar1 durumlar ve kisileri uyaran
yani motivasyonlarini artiran unsurlarin oldugunu séylemek miimkiindiir. Kisilerin 6zellikleri

icinde baz1 psikografik ve demografik degiskenlerin de rolii vardir. Bu baglamda, bu arastirma
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tiiketicilerin iirlinlere yonelik ilgilenimlerinin kisilik 6zellikleri baglaminda incelenmesini

amagclamaktadir.

Arastirmada Oncelikle tiiketicilerin spor ayakkabi ve cilt bakim kremi {iriinlerine yonelik
ilgilenimlerinin kisilik 6zelliklerine gore farklilasip farklilasmadigi, sonrasinda ise {iiriinlere
yonelik ilgilenim diizeylerine gore kisilik Ozellikleri arasinda farkin olup olmadigi
arastirllmistir.  Bu baglamda Oncelikle literatiirde ilgilenim arastirmalarinin  biiyiik
cogunlugunda kullanilan Laurent ve Kapferer (1985)’in Tiiketici Ilgilenim Profili 6lgegi ile
katilimcilarin spor ayakkabi ve cilt bakim kremi iirlinlerine yonelik ilgilenimleri dl¢iilmiistiir.
Her iki iirlin i¢in de literatiirdeki 16 madde ve 5 boyuttan olusan bu 6lgege yakin bir yapi elde
edilmistir. Arastirmada ortaya c¢ikan boyutlar; algilanan 6nem/ilgi, hedonik deger, sembolik

deger, risk 6nemi ve hata olasiligidir.

Katilimcilarin  spor ayakkabi {irliniine yonelik ilgilenimlerinin kisilik 6zellikleri
acisindan farklilik gosterip gostermedigi incelendiginde, ilgilenim Ol¢eginin hata olasiligt
boyutunda A ve B tipi kisilik tipolojileri arasinda istatistiksel olarak anlamli bir farkin oldugu
tespit edilmistir. Buna gore, B tipi kisilik 6zelligi gosteren tiiketicilerin spor ayakkabi satin
alirken yanlig bir se¢im yapmaktan dolay: algiladigi hata yapma olasiliginin A tipi kisilik

Ozelligi gosteren tiiketicilere gore daha fazla oldugunu sdylemek miimkindr.

Katilimeilarin cilt bakim kremi {iiriiniine yonelik ilgilenimlerinin kisilik 6zellikleri
acisindan farklilik gosterip gostermedigi incelendiginde ise ilgilenim Olgeginin algilanan
onem/ilgi boyutu hari¢ diger dort boyutunda anlaml farklar bulunmustur. Bir diger deyisle
hedonik deger, sembolik deger, hata olasilig1 ve risk dnemi boyutlarinda A ve B tipi kisilik
tipolojileri arasinda istatistiksel olarak anlamli farkliliklarin oldugu tespit edilmistir. Buna gore,
B tipi kisilik 6zelligi gosteren tiiketicilerin cilt bakim kremi satin alirken A tipi kisilik 6zelligi
gosteren tuketicilere gore daha ¢ok haz aldiklarin1 ve duygusal olarak daha ¢ekici bulduklarini
sOylemek mimkindir. Semiz (2017a)’in ¢aligmasinda da hedonik tiiketim agisindan A ve B
tipi kisilik 6zelligi gosteren tiiketiciler arasinda fark bulmustur. Ancak bu s6z konusu ¢alismada
A tipi kisilik 6zelligine sahip tiiketicilerin B tipi kisilik 6zelligi gosteren tiiketicilerden daha
hazci olduklar1 sonucuna varilmis olmasina ragmen, bu arastirmada tam tersi bir durum soz
konusudur. Semiz (2017a)’in ¢alismasinda hedonik tiiketim daha genel anlamda ele alinirken,
bu c¢alismada spesifik bir {riiniin (cilt bakim kremi) hedonik degerler baglaminda
degerlendirilmis olmasi bu farkliligin sebebi olabilir. Burada {izerinde durulmasi gereken
boyutlardan biri de sembolik deger boyutudur. Sembolik deger boyutu, kisilerin kimlik ve
kisiligi ile ilgili ifadeler igermektedir. Bir baska deyisle iiriiniin kisinin kendini ifade etme
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kabiliyetidir. Cilt bakim kremi iiriinii i¢in B tipi kisilik 6zelligi gosteren tiiketicilerin {irtinleri
kimlik ve kisilikleri ile daha ¢ok bagdastirdigi sdylenebilir. Biggin (2015)’in ¢aligmasinda da

sembolik tiikketim ile tiiketicilerin kisilik 6zellikleri arasinda ¢esitli iligkiler ortaya konmustur.

B tipi kisilik 6zelliklerine sahip tiiketicilerin cilt bakim kremi satin alirken yanlis bir
secim yapmaktan dolay1 algiladiklar1 hata yapma olasiliklar1 A tipi kisilik 6zelligi gdsteren
tiiketicilerden daha fazladir ve dogru bir cilt bakim kremi secememekten dolay1 ortaya
cikabilecek sonuglar1 A tipine gore daha ¢ok negatif algilamaktadirlar. Literatlirde yer alan bir
calismaya gore B tipi kisilik tipolojisine sahip tiiketiciler satin aldiklar tirtinler hakkinda neden
aldiklarina dair karmasa yasamaktadirlar (Semiz, 2017a). Ayrica bir baska ¢alismada ise, A tipi
kisilik 6zelligine sahip tiiketiciler ile B tipi kisilik 6zelligine sahip tiiketiciler arasinda satin
alma sonrasi endisesi yagsama durumu arasinda farkliliklar da tespit edilmistir (Semiz, 2017b).
B tipi kisilik 6zelligine sahip tiiketiciler hem spor ayakkabi hem de cilt bakim kremi {iriiniinde
A tipi kisilik 6zelligi gosteren tiiketicilere gore yanlis {irlin se¢imi sebebiyle hata yapma
olasiligin1 daha fazla algilamaktadirlar. Literatiirde yer alan bir arastirmada B tipi kisilik
ozelligi gosteren tiiketicilerin tirlin ¢esitliligi arasinda karmasa yasadiklarini ortaya koymustur
(Semiz, 2015). Dolayisiyla bu durum B tipi kisilik 6zelliklerine sahip tiiketicilerin algiladiklari

hata yapma olasiliini1 da artirabilir.

Calismada her iki iiriin i¢in de A ve B tipi kisilik tipolojilerine gore farklilik ¢ikan
boyutlar incelendiginde, tiiketicilerin iiriin ilgilenimlerinin kisilik tipolojilerine gore farklilik
gosterebilecegi goriilmiistiir. Bulgular, cilt bakim kreminde sembolik degerin ve hedonik
degerin B tipi kisilik 6zelligi gosteren tiiketicilerde daha ¢ok 6nemsendigini gostermektedir. Bu
baglamda isletmeler kisilik 6zelliklerine gore pazart boliimlendirme yoluna giderek, B tipi
kisilik ozelligi gosteren tiiketiciler i¢in hedonik ve sembolik degerlerin daha ¢ok 6n planda

tutuldugu reklam mesajlarini artirabilirler.

Bu caligmada zaman ve maliyet kisitindan dolay1 arastirma sadece Bilecik iliyle sinirlt
kalmistir. Ayrica veri toplama yontemi olarak kolayda ornekleme yonteminin kullanilmig

olmasi arastirma sonuglarinin genellenebilirligini de sinirlandirmaktadir.

Gelecek calismalarda farkli {iriin gruplariyla benzer ¢alismalar yapilabilir. Ayrica
kolayda, begenmeli ve liikks mallar bir arada incelenebilir. Benzer ¢aligmalar yalnizca nicel

yontemlerle degil, nitel yontemlerle de incelenebilir.
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