=y V:91:3Y:2024

S\

ACC Publishing

FAST AND OBJECTIVE REVIEW




Vol:9 TUJOM

Issue: 3
Year: 2024 ISSN: 2458-9748

Publisher / Yayinci

’
=l=s
ACC Publishing

FAST AND OBJECTIVE REVIEW

Imtiyaz Sahibi / Concessionaire
Ali Caglar CAKMAK

Editor in Chief / Yaz1 isleri Miidiirii
Prof. Dr. Ali Caglar CAKMAK

About the Journal / Dergi Hakkinda

Turkish Journal of Marketing Dergisi yilda 4 defa yayimlanan (Mart, Haziran, Eyliil ve Aralik sayilar1) uluslararasi, online ve
hakemli bir dergidir. TUJOM’un amaci; Pazarlama Bilimlerinin gesitli alanlarindaki bilimsel arastirmalar1 yayinlamaktir. Dergi
ile ilgili her tiirli islem ve basvuru https://tujom.org adresinden yapilabilir. Yazilarin bilimsel sorumlulugu yazarlara aittir.

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.

Aims & Scope / Amaglar ve Kapsam

Turkish Journal of Marketing (TUJOM), Tirkiye’de Pazarlama alaninda yayim yapan spesifik bir alan dergisidir. TUJOM un
amaci ilk olarak Tiirkiye’'de ulusal bir dergi statiisii kazanmak ve bununla birlikte uluslararasi diizeyde taninir ve uluslararasi
indekslerde taranir bir dergi olmaktir. Boylelikle Pazarlama alaninda calisan akademisyenlerin calismalarini yayimlama
konusundaki sorunlarina bir alternatif sunmaktir. Bu amagla, SSCI kapsaminda taranan bir dergi olabilmenin gereklilikleri
titizlikle takip edilmektedir.

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.

Indexing & Abstracting / indeksleme

IB{DEX @COPER}NICUS EBSCO PKP ‘I NDEX R@AD o @ IDEAS

s Jumzy  Google =

ResearchBib CrOSSI'ef


https://tujom.org/
https://index.pkp.sfu.ca/index.php/browse/index/2758
https://portal.issn.org/resource/issn/2458-9748#.WmbaXq5l_IU
https://ideas.repec.org/s/tjm/journl.html
http://journalseeker.researchbib.com/view/issn/2458-9748
https://econpapers.repec.org/article/tjmjournl/
http://journalseek.net/cgi-bin/journalseek/journalsearch.cgi?field=issn&query=2458-9748
https://www.crossref.org/06members/50go-live.html

Vol:9 TUJOM

Issue: 3
Year: 2024 ISSN: 2458-9748

Editorial Team / Editor Kurulu

Editor in Chief / Bas Editor

Prof. Dr. Ali Caglar CAKMAK, Kahramanmaras Siit¢ii imam Universitesi, 1IBF, Kahramanmaras,
TURKIYE tujomeditor@gmail.com

Linguistic Editors / Dilbilim Editorleri

Dr. Ogretim Uyesi ismail ERKAN, izmir Katip Celebi Universitesi, IBF, Uluslararas1 Ticaret Ve
isletmecilik Béliimii, Izmir, TURKIYE ismail.erkan@ikcu.edu.tr

Dr. Ogretim Uyesi Abdiilkadir OZDEN, Sakarya Uygulamal Bilimler Universitesi, Hendek Meslek
Yiiksekokulu, Insaat Boliimii, Sakarya, TURKIYE aozden@subu.edu.tr

Secretariat / Dergi Sekreteryasi

Yusuf Ziva CAKMAK, Kahramanmaras, TURKIYE tujomsecretary@gmail.com



mailto:tujomeditor@gmail.com
mailto:ismail.erkan@ikcu.edu.tr
mailto:aozden@subu.edu.tr
mailto:tujomsecretary@gmail.com

Vol:9 TUJOM

Issue: 3
Year: 2024 ISSN: 2458-9748
Editorial Board / Yayin Kurulu
Prof. Dr. Mahir NAKIP, Cankaya University, TURKEY mnakip@cankaya.edu.tr
Prof. Dr. Remzi ALTUNISIK, Sakarya University, TURKEY altunr@sakarya.edu.tr

Prof. Dr. Mustafa GULMEZ, Akdeniz University, Faculty of Applied Sciences, TURKEY
mgulmez@akdeniz.edu.tr

Prof. Dr. Kenan GULLU, Erciyes University, TURKEY kgullu@erciyes.edu.tr
Prof. Dr. Eyyup YARAS, Akdeniz University, TURKEY eyaras@akdeniz.edu.tr
Prof. Dr. Ali Caglar CAKMAK, Kahramanmaras Sutcu Imam University, Faculty of Economics and
Administrative Sciences, TURKEY accakmak1974@gmail.com
Assoc. Prof. Dr. Erhan AYDIN, IPAG Business School, Paris, FRANCE e.aydin@ipag.fr

Assoc. Prof. Dr. Ramazan NACAR, Bursa Technical University, Bursa, TURKEY ramazan.nacar@btu.edu.tr
Assoc. Prof. Matevz RASKOVIC, Victoria University of Wellington, School of Marketing and International

Business, Wellington, NEW ZEALAND matt.raskovic@vuw.ac.nz
Assist. Prof. Ramazan KURTOCLU, Bozok University, TURKEY r.kurtoglu@bozok.edu.tr

Assist. Prof. Dr. Mustafa SEHIRLI, University of Health Sciences, TURKEY mustafa.sehirli@sbu.edu.tr
Dr. Mushfiqur RAHMAN, University of Wales Trinity Saint David (UWTSD) London, UNITED KINGDOM

m.rahman@uwtsd.ac.uk

Dr. Alain Michael MOMO, Cape Peninsula University of Technology Faculty of Business, Marketing
Department, SOUTH AFRICA momomikel61@gmail.com


mailto:mnakip@cankaya.edu.tr
mailto:altunr@sakarya.edu.tr
mailto:mgulmez@akdeniz.edu.tr
mailto:kgullu@erciyes.edu.tr
mailto:eyaras@akdeniz.edu.tr
mailto:accakmak1974@gmail.com
mailto:e.aydin@ipag.fr
mailto:ramazan.nacar@btu.edu.tr
mailto:matt.raskovic@vuw.ac.nz
mailto:r.kurtoglu@bozok.edu.tr
mailto:mustafa.sehirli@sbu.edu.tr
mailto:m.rahman@uwtsd.ac.uk
mailto:momomike161@gmail.com

Vol:9 TUJOM

ISSN: 2458-9748

Issue: 3 Contents / Icindekiler
Year: 2024

Research Articles / Arastirma Makaleleri

Fonksiyonel gidalarin zihinsel saglik tizerindeki etkileri: Gastronomi perspektifinden bir
inceleme

Effects of functional foods on mental health: A review from a gastronomy perspective

Esra Ozkan Onem, SUKIan KaraCa.............cceeeiiiiiiiiiiiiitieee e e e et

Hooked by curiosity: The zeigarnik effect amplifying customer loyalty and brand advocacy
through thumb-stopper advertisements

Merakin esiri olmak: Zeigarnik etkisi, basparmak durdurucu reklamlarla mdiisteri sadakatini ve marka
savunuculugunu artirtyor

Salma Akter, Noor Marjuk Khan Arko, Taj Ashrafi ...

Borsa Istanbul’da faaliyet gdsteren perakende firmalarinin pazarlama harcamalarinin firma
performansi lizerindeki etkileri

The effects of marketing expenditure operating in Borsa Istanbul on company performance

Volkan Ozbek, Aysegiil Yildirim Kutbay, KUDra AKAT ...........cciuuieririeriieaiiieniieesieeenineeaiee e e eeeee e

52-65

66-82



tujom (2024) 9 (3):52-65

TUJOM

ISSN: 2458-9748

doi: https://doi.org/10.30685/tujom.v9i3.200

Arastirma Makalesi

1Bu ¢alisma 29-30 Haziran 2024 tarihleri
arasinda diizenlenen “VII. International
Scientific Research Conference”

kongresinde bildiri olarak sunulmustur.

20gr. Gor., Sivas Cumhuriyet Universitesi,
Sivas, Tiirkiye,
eozkanonem@cumbhuriyet.edu.tr

ORCID: 0000-0003-0104-8981

3Dog. Dr., Sivas Cumhuriyet Universitesi.
Sivas, Tiirkiye, sukrankaraca@gmail.com

ORCID: 0000-0002-0268-1810

Sorumlu Yazar
Esra Ozkan Onem,

Sivas Cumhuriyet Universitesi, Sivas,
Tiirkiye, eozkanonem@cumhuriyet.edu.tr

Bagvuru/Submitted: 4/07/2024
Revizyon/ Revised: 15/09/2024
Kabul/Accepted: 20/09/2024
Yayin/Online Published: 25/09/2024

Atif/Citation: Ozkan Onem, E., & Karaca,
S., Fonksiyonel gidalarin zihinsel saglik
tizerindeki etkileri: Gastronomi
perspektifinden bir inceleme, tujom (2024)
9 (3):52-65, doi:
https://doi.org/10.30685/tujom.v9i3.200

Fonksiyonel gidalarin zihinsel saglik iizerindeki etkileri:
Gastronomi perspektifinden bir inceleme!

Effects of functional foods on mental health: A review from a
gastronomy perspective

Esra Ozkan Onem?

Siikran Karaca?

Oz

Fonksiyonel gidalar, besleyici degerlerinin yam sira saglik {izerindeki olumlu etkileriyle de bilinen
yiyeceklerdir. Geleneksel besinlere kiyasla fonksiyonel gidalar, bireylerin genel yasam kalitesini
artirarak daha dengeli bir ruh haline sahip olmalarina yardimci olur. Bu calisma, fonksiyonel gidalarin
ruh hali, stres, depresyon ve diger zihinsel saglik durumlari {izerindeki etkilerini sistematik analiz
yontemiyle incelemeyi ve bu konuyu gastronomi perspektifinden degerlendirmeyi amaglamaktadir.
Fonksiyonel gidalarin zihinsel saglk iizerindeki etkilerini anlamak, bireylerin yasam kalitesini
artirmak ve daha saglikli toplumlar olusturmak agisindan biiyiik 6nem tagimaktadir. Ayn1 zamanda,
bu gidalarin tiiketimini artirmak igin konunun gastronomi perspektifinden ele alinmasi
gerekmektedir. Arastirma kapsaminda, Web of Science (WOS) akademik veri tabaninda "fonksiyonel
gidalar” ve "zihinsel saglik" anahtar kelimeleri kullanilarak son 10 yilda yapilan ¢alismalar kapsamli
bir sekilde taranmustir. Fonksiyonel gidalarin zihinsel saglik iizerindeki etkileri mevcut literatiir
1s1g1nda belirlendikten sonra konu gastronomi perspektifinden ele almmistir. Calismanin sonucunda,
zihinsel saglik iizerinde 6nemli etkileri olan fonksiyonel gidalarin toplumsal diizeyde kullanimin
artirmak icin gastronomi alaninda daha fazla arastirmaya ihtiya¢ duyuldugu tespit edilmistir.

Anahtar Kelimeler: Fonksiyonel Gidalar, Gastronomi, Zihinsel Saglik, Beslenme Psikiyatrisi

Jel Kodlari: M52, M31, E24

Abstract

Functional foods are known not only for their nutritional value but also for their positive effects on
health. Compared to traditional foods, functional foods enhance individuals' overall quality of life,
promoting a more balanced mood. This study aims to systematically analyze the effects of functional
foods on mood, stress, depression, and other mental health conditions and to evaluate this from a
gastronomy perspective. Understanding the impact of functional foods on mental health is essential
for improving individuals' quality of life and fostering healthier societies. Additionally, evaluating
this issue from a gastronomic perspective is crucial to increasing the consumption of these foods. The
study involved a comprehensive review of research conducted in the past ten years, using the
keywords "functional foods" and "mental health" in the Web of Science (WOS) academic database.
After identifying the effects of functional foods on mental health from the existing literature, the
subject was further explored through gastronomy. The study concludes that more research is needed
in gastronomy to promote the societal use of functional foods, which significantly impact mental
health.

Keywords: Functional Foods, Gastronomy, Mental Health, Nutritional Psychiatry
Jel Codes: M52, M31, E24
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Extended Abstract

Effects of functional foods on mental health: A review from a gastronomy perspective
Literature
Research subject

This research focuses on examining the effects of functional foods on mental health conditions such as mood, stress, and
depression within the framework of the gastronomy discipline. Functional foods are defined as those that, in addition to their
nutritional qualities, have disease-preventing and health-promoting effects and do not contain synthetic ingredients (Roberfroid,
2000; Henry, 2010). Today, the increasing prevalence of mental health issues such as stress, anxiety, and depression is prompting
individuals to seek healthier lifestyle solutions (Siro et al., 2008). In this context, the importance of nutrition is growing, and
interest in functional foods is on the rise. The consumption of functional foods is an issue that needs to be carefully managed,
mainly due to their effects on mental health problems such as stress and depression. However, functional foods must be made
appealing to consumers for their health benefits, taste, and aesthetic values. Gastronomy aims to enhance consumer interest in
these foods by focusing on their nutritional value, taste, appearance, and cultural significance. By being addressed through the
gastronomy discipline, functional foods can be presented healthily and deliciously, making it easier for individuals to integrate
them into their daily lives.

Research purpose and importance

This study aims to systematically examine the effects of functional foods on mental health and evaluate the topic from a
gastronomy perspective. With the rise of mental health issues, the positive effects of functional foods on individuals are becoming
increasingly significant. However, the existing literature is limited in addressing these foods from the perspective of the
gastronomy discipline. This study aims to fill this gap by evaluating the consumption motivations and barriers related to
functional foods in a broader context to promote healthier lifestyles at a societal level.

Contribution of the article to the literature

This article fills a significant gap in the literature by addressing the effects of functional foods on mental health from a gastronomy
perspective. While existing studies primarily focus on the physiological health benefits of functional foods, this study examines
how these foods interact with consumer behaviours, sensory perceptions, and gastronomic experiences.

Design and method
Research type

This research is an applied and review-based study. The effects of functional foods on mental health have been examined using
a systematic analysis method, allowing for inferences to be drawn from the existing literature on this topic.

Research questions

"The research seeks to answer the following questions: 'What are the effects of functional foods on mental health?' and 'How does
gastronomy influence the use of functional foods?"

Data collection method

A total of 15 studies were identified in the Web of Science database search under the condition that the terms 'functional foods'
and 'mental health' were included in the title, abstract, and keywords. However, when the term 'gastronomy' was added to
'functional foods' and 'mental health,' no results were found in the literature search. The findings of this study were derived from
12 articles examining the effects of functional foods on mental health.

Quantitative/qualitative analysis

In the scope of this research, systematic analysis, document review, and content analysis have been utilized. Findings from the
literature were systematically collected, compared under thematic categories, and evaluated.

Findings and discussion

In this study, it was found that functional foods have positive effects on mental health (Kennedy, 2016; Zang, 2020; Shaw & Yager,
2016; Moslemi et al., 2022; Xiong, 2023; Wang et al., 2023; Kumar, 2024). The importance of addressing functional foods not only
from a health perspective but also from a gastronomic perspective has been emphasized. This is because flavour, aesthetics, and
cultural compatibility enhance consumer acceptance of these foods. This finding aligns with the observation made by Goetzke et
al. (2014) that consumer expectations tend to favour healthy and tasty foods. Most studies in the literature have focused primarily
on the physiological effects of functional foods. In contrast, this study highlights the significance of taste, presentation, and
cultural acceptance of these foods from a gastronomic perspective.

Conclusion, recommendation and limitations
Results of the article

The literature examining the effects of functional foods on mental health from a gastronomic perspective is limited. Existing
research generally focuses on the effects of functional foods in terms of nutrition, food science, and physiological health. When
approached from the discipline of gastronomy, it becomes evident that further research is needed to enhance the societal use of
functional foods that significantly impact mental health. The lack of studies in this area hinders the integration of functional foods
into gastronomic evaluation processes and obstructs the development of products that meet consumer needs. Additionally,
comprehensive research is required to identify functional foods at the regional level within the rich diversity of Turkish cuisine.
The health benefits and cultural value of local foods with functional properties will positively influence the attractiveness of
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tourism destinations, contributing to economic growth. Thus, many natural foods consumed locally in Turkish cuisine will create
new opportunities within the tourism sector.
Suggestions based on results
Based on the findings of this research, the following recommendations can be made.

¢ In the context of culinary research and development, new recipes should be created that enrich the content of functional foods,
mainly using local and seasonal ingredients.

* Food and beverage establishments should incorporate functional foods into their menus, providing consumers with healthy
options while taking responsibility for promoting the acceptance of these flavours within society.

® Organizing community education and awareness activities regarding the health benefits of functional foods will facilitate their
adoption.

¢ Including functional foods in the curricula of gastronomy and culinary schools will be a significant step in teaching students
about these foods' health benefits and applications.

Limitations of the article

The main limitations of this research are that it is based solely on the Web of Science (WOS) database and examines only studies
conducted in the last ten years. Additionally, the limited number of studies in the literature focusing on the effects of functional
foods on mental health from a gastronomic perspective has restricted the opportunities for comparison.
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Giris

Giintimiizde gastronomi trendleri, 6zellikle saglik (Ozdemir, 2020), siirdiiriilebilirlik (Bayram, 2023) ve
dijitallesme (Keskin ve Sezen, 2021) odakli yaklasimlar etrafinda sekillenmektedir. Saglik konusunun
gastronomi trendlerine yon vermesinin temel sebepleri arasinda bireylerin saghkli yasam tarzlarma
yonelik artan farkindaligi ve beslenmenin genel saglik {izerindeki kritik roliiniin daha iyi anlasilmasi
bulunmaktadir (Goetzke, Nitzko ve Spiller, 2014). Kronik hastaliklarin ve zihinsel saglik sorunlarinin
yayginlasmasi, tiiketicileri besleyici, dogal ve islenmemis gidalara yonlendirmekte ve bu durum
fonksiyonel gidalara olan talebi artirmaktadir. Artan talep, gastronomi sektoriinde inovasyonu tesvik

ederek saglik odakl iiriin ve hizmetlerin gelistirilmesini hizlandirmaktadir (Siro, Kapolna, Kapolna ve
Lugasi, 2008).

Glinliik beslenmede yer alan, sentetik bilesenler icermeyen, besleyici 6zelliklerinin yani sira hastalik
riskini azaltic1 ve saglig1 destekleyici etkileri olan gidalar "fonksiyonel gida" olarak adlandirilmaktadir
(Roberfroid, 2000; Henry, 2010). Bu gidalar, icerdikleri biyoaktif bilesikler sayesinde viicut {izerinde
bircok olumlu etki yaratmaktadir. Arastirmalar, bu gidalarin insan fizyolojisini destekleyerek
bagisiklik, sinir, hormon, solunum, dolasim ve sindirim sistemleri {izerinde olumlu etkiler sagladigini
gostermektedir (Giil, Singh ve Jabeen, 2015; Bozkurt Bekoglu, Ergen ve Inci, 2016). Giiniimiizde artan
stres, anksiyete ve depresyon gibi zihinsel saglik sorunlari, bireyleri daha saghkli yasam yollar
aramaya yonlendirmektedir. Bu baglamda beslenmenin o6nemi giderek artmakta ve Ozellikle
fonksiyonel gidalara olan ilgi artis gostermektedir.

Fonksiyonel gidalar, beyin saghigini destekleyici 6zellikleriyle sadece fizyolojik degil, psikolojik saghiga
da katki saglayarak gastronomi ve saghik alanlarmi kapsayan yeni bir yaklasimin temelini
olusturmaktadir (Demirbag, Alan ve Oksiiztepe, 2023). Ancak, fonksiyonel gidalarin sadece saglik
faydalari ile degil, ayn1 zamanda lezzet ve estetik degerleriyle de tiiketiciler i¢in gekici hale getirilmesi
biiyiik 6nem tagimaktadir. Gastronomi yiyeceklerin yalnizca besin degerine degil, lezzet, goriiniim ve
kiiltiirel anlamlarma da odaklanarak tiiketicilerin bu gidalara olan ilgisini artirmayir amaglar.
Fonksiyonel gidalarin gastronomi disiplini tarafindan ele alinmas: bu gidalarin hem saglikli hem de
lezzetli bir sekilde sunulmasimi saglayarak bireylerin giinlitk yasamlarina daha kolay entegre
edilmesine olanak tanir. Bu siirecte gastronomi, yiyeceklerin hazirlanmasi, sunumu ve yenilikgi tarifler
gelistirilmesi yoluyla fonksiyonel gidalarin toplumda daha yaygin hale gelmesinde kritik bir rol oynar.

Tat, koku, renk gibi duyusal 6zellikler gida tiiketiminde 6nemli bir etkiye sahiptir (Karaman ve
Cetinkaya, 2020). Bir gidanin yalnizca saglik icin faydali olarak goriilmesi, o gidanin tiiketici tarafindan
yeterince benimsenmemesine neden olabilir. Bu nedenle gastronomi, fonksiyonel gidalarin lezzetli,
cekici ve kiiltiirel olarak kabul edilebilir hale getirilmesinde onemli bir role sahiptir. Farkl tarifler ve
sunum teknikleriyle fonksiyonel gidalarin tiiketimini tesvik etmek, bu tiriinlerin daha genis kitlelerce
benimsenmesine katki saglayabilir. Bu baglamda arastirmanin amaci, fonksiyonel gidalarin zihinsel
saglik durumlar tizerindeki etkilerini incelemek ve gastronomi perspektifinden fonksiyonel gidalari
degerlendirmektir. Arastirma, saglik bilincine sahip bireyler ve sektdr profesyonelleri icin degerli
bilgiler sunarken fonksiyonel gidalarin zihinsel saglik tizerindeki etkilerini daha genis bir baglamda ele
alarak toplumsal sagligin iyilestirilmesine katkida bulunmay1 hedeflemektedir.

Kuramsal ¢erceve

Fonksiyonel gidalarin kullanimi ve pazari, tarih boyunca gesitli medeniyetlerin saghik anlayislariyla
sekillenmis, modern donemde ise hizli bir gelisim gostermistir. Antik Misir, Cin ve Siimer
uygarliklarinda yiyecekler, hastaliklar1 onleyici ve tedavi edici etkileriyle kullanilmistir (El Sohaimy,
2012). Modern fonksiyonel gida pazari ise 1980'lerde Japonya'da gelismeye baslamistir. Yaslanan niifus,
saglik sorunlarinin ve saglik harcamalarmin artmas: Japon hiikiimetinin bu alandaki aragtirmalari
desteklemesine yol agmistir (Bozkurt Bekoglu vd., 2016). Son yillarda, fonksiyonel gidalar belirli viicut
islevlerini destekleyen biyoaktif bilesenler olarak hizla biiyiiyen bir pazar haline gelmistir. Bu biiyiime,
teknolojik yenilikler, yeni {iriin gelistirme siiregleri ve saglik bilincine sahip tiiketicilerin artan ilgisiyle
desteklenmektedir (Granato, Branco, Nazzaro, Cruz ve Faria, 2010).

Fonksiyonel gida arastirmalari kapsaminda oncelikle bir simiflandirma yapilarak foknsiyonel gida
cercevesi netlestirilmeye ¢alisilmistir. Henry'nin (2010) yaptig1 genel siniflandirmaya gore dort ana
fonksiyonel gida tiirii bulunmaktadir:
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1. Dogal olarak biyoaktif bilesenler iceren geleneksel gidalar: Domateste bulunan ve antioksidan
Ozellikleri nedeniyle prostat, akciger ve mide kanseri riskini azaltic1 6zellikleri ile bilinen likopen vb. bu
grupta yer almaktadir.

2. Zenginlestirilmis gidalar: Serum kolesteroliinii diisiirdiigii bilinen fitosterollerin eklenmesiyle
zenginlestirilmis yiyecekler bu grupta degerlendirilebilir.

3. Modifiye edilmis gidalar: Baz1 gidalarda bulunan alerjenik proteinin ¢ikarilmasi, azaltilmas: veya
faydali bir bilesenle degistirilmesi neticesinde elde edilen yiyeceklerdir.

4. Gelistirilmis gidalar: Tavuk yeminin degistirilmesiyle Omega-3 ile zenginlestirilmis yumurtalar
elde edilmesi gelistirilmis gidalar i¢in 6rnek tegkil etmektedir.

Fonksiyonel 6zellikler barmdiran gidalarin igerdigi bilesikler arasinda probiyotikler, prebiyotikler,
sinbiyotikler, fitosteroller, antioksidanlar, vitaminler, mineraller, diyet lifleri, karotenoidler, elzem yag
asitleri, flavonoidler, fitoostrojenler vb. bulunmaktadir. Fonksiyonel gida kategorisine giren yeni
bilesenlerin kesfi ve kullanim:1 konusunda stirekli olarak arastirmalar yapilmakta ve foksiyonel 6zellik
gosteren yeni bilesikler ortaya ¢ikarilmaktadir. Bu baglamda postbiyotikler, psikobiyotikler,
mikroalgler, polifenoller ve adaptogenler gibi bircok yeni bilesik fonksiyonel gida kategorisine
alinmaktadir (Uzuner ve Haznedar, 2020).

Probiyotikler, sindirim sistemi sagligini1 destekleyen canli mikroorganizmalar olup, lakto-basiller ve
bifidobakteriler gibi tiirler igermektedir. Probiyotik mikroorganizmalar bagirsak mikrobiyotasini
dengeleyerek sindirim ve zihinsel saglig1 desteklemektedir (Kennedy, Murphy, Cryan, Ross, Dinan ve
Stanton, 2016). Prebiyotikler ise sindirilemeyen gida bilesenleri olup bagirsaktaki faydal bakterilerin
biiylimesini tegvik etmektedir. Coziiniir lifler ve inulin gibi prebiyotikler, kemik mineral yogunlugunu
artirmakta ve kan sekeri seviyesini diizenlemektedir (Csutak, 2010). Bu biyokimyasal etkilerin yarnu sira,
prebiyotiklerin bagirsak-beyin ekseni {izerinde olumlu etkiler yarattigi ve ruh hali bozukluklarina karsi
koruma sagladig1 kanitlanmistir (Zhang, Wang, Xia, Wu, Zhong, Xu, Zeng, Liu, Liu ve Liao, 2020). Siit
ve siit iiriinleri probiyotik igerigi ile sindirim saghgim desteklerken, soya fasulyesi ve keten tohumu
omega-3 yag asitleri ve prebiyotikler acisindan zengindir.

Bir diger fonksiyonel gida bileseni olan karotenoidler, giiglii antioksidan 6zelliklere sahip olup, serbest
radikallerle savasarak yaslanmay: geciktirebilmekte ve kardiyovaskiiler hastaliklar ile bazi kanser
tlirlerine karsi koruma saglamaktadir (Becerra, Contreras, Lo, Diaz ve Herrera, 2020). Fenolik bilesikler,
bitkisel kaynakli antioksidanlardir ve kanser, kalp hastaliklar1 gibi kronik hastaliklara kars1 koruma
saglar. Siyah cay, kirmizi sarap ve gesitli meyve sebzeler fenolik bilesikler a¢isindan zengindir (Santos-
Buelga, Gonzalez-Paramas, Oludemi, Ayuda-Durdn ce Gonzdlez-Manzano, 2019). Vitaminler ve
mineraller, viicutta gesitli biyokimyasal islemlerde hayati 6neme sahip olup, eksiklikleri ciddi saglik
sorunlarina yol acabilmektedir. Ozellikle B, C ve D vitaminleri, bagisiklik sistemi ve kemik saglhig1 icin
kritiktir (El Sohaimy, 2012; Chowdhury, Kunutsor, Vitezova, Oliver-Williams, Chowdhury, Kiefte-de-
Jong ve Franco, 2014). Omega-3 ve omega-6 gibi elzem yag asitleri kalp saglig1 ve inflamatuar
hastaliklarin yonetiminde onemli rol oynamaktadir (Kaur, Chugh ve Gupta, 2012). Flavonoidler,
antioksidan 6zellikleri ile bilinen fenolik bilesiklerdir ve kardiyovaskiiler hastaliklar, ndrodejeneratif
hastaliklar ve bazi kanser tiirlerine kars: koruyucu etkiler gostermektedir (Raghuveer ve Rv, 2009).

Fitosteroller, bitkisel steroller olup, kolesterol emilimini engelleyerek LDL kolesterol seviyelerini
diisiirerek kalp hastalig1 riskini azaltmaktadir (Jones ve Abumweis, 2009). Fitoostrojenler, bitkisel
Ostrojen kategorisinde yer almaktadir. Hormona bagli kanser tiirlerine kars: koruma saglamakta ve
menopoz semptomlarini hafifletmektedir (Johnson ve Williamson, 2003). Yumurta, 6zellikle omega-3
ile zenginlestirilmis versiyonlar1 ek saghk faydalar1 sunmaktadir. Fonksiyonel gidalar ve bilesenleri,
saglikli bir yasam siirdiirmek igin 6nemli bir aractir. Bu bilegenlerin giinliik diyetlere dahil edilmesi,
genel saglik iizerinde olumlu etkiler yaratarak kronik hastaliklarin 6nlenmesine yardimeci olmaktadir
(Demirbag vd., 2023).

Zihinsel saglk, bireyin duygusal, psikolojik ve sosyal iyi olma halini ifade etmektedir. Kisinin
diisiincelerini, duygularini ve davranislarini yonetme bi¢imini, stresle basa ¢ikma yetenegini, diger
insanlarla kurdugu iligkileri ve giinliik yasamin getirdigi zorluklarla basa ¢cikma kapasitesini kapsar. Iyi
bir zihinsel saglik, bireyin potansiyelini gerceklestirmesini, iiretken ve verimli ¢alisabilmesini ve
topluma katkida bulunabilmesini saglar. Ancak, zihinsel saglik problemleri bu islevlerin bozulmasina
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ve bireyin yasam kalitesinin diismesine neden olur (Sahin, 2018; Uzden ve Kurutkan, 2022). Dolayisiyla
zihinsel saghigin korunmasi ve iyilestirilmesi, bireylerin mutlu ve {iretken bir yasam siirdiirebilmeleri
i¢in kritik 6neme sahiptir.

Beslenmenin fizyolojik saglik tizerindeki etkileri uzun siiredir bilinmesine ragmen zihinsel saghga
etkileri {izerine yapilan giincel arastirmalar bu alandaki yeni ve 6nemli kesiflere isaret etmektedir
(Giiglii ve Aygan, 2023). Beslenme psikiyatrisi ad1 verilen bu yeni disiplin, besinlerin zihinsel saglk
tizerindeki etkilerini arastirarak, ruh saghgmi iyilestirmek icin hangi besinlerin nasil
kullanilabileceginin anlasilmasina yardimci olmaktadir. Giiniimiizde yapilan arastirmalar, fiziksel ve
zihinsel sagligin birbirinden ayrilamaz oldugunu gostermektedir. Saglikli besinlerle beslenen kisilerde
anksiyete ve depresyon gibi ruh sagh$ sorunlar1 daha az goriilmektedir (Jacka, Mykletun, Berk,
Bjelland ve Tell, 2011). Beslenmenin zihinsel saglik {izerindeki etkilerini anlamak i¢in serotonin gibi
norotransmitterlerin rolii de incelenmektedir. Serotonin, beynin ruh halini diizenleyen 6nemli bir
kimyasaldir ve istiridye, salyangoz, muz, ananas, findik gibi besinler bu kimyasalin iiretimini
artirmaktadir (Ozenoglu, 2018).

Fonksiyonel gida pazari, inovasyon ve saglk bilincine sahip tiiketicilerin talepleri dogrultusunda
siirekli olarak gelismektedir. Tiiketiciler, yalnizca besin degeri yiiksek gidalar aramakla kalmayip, ayni
zamanda bu gidalarin lezzetli ve kiiltiirel olarak kabul edilebilir olmasina da onem vermektedir
(Goetzke vd., 2014). Bu noktada, gastronomi devreye girerek fonksiyonel gidalarin lezzetli ve gekici bir
bigimde tiiketiciye sunulmasini saglamaktadir. Yeni teknoloji ve arastirmalarla fonksiyonel gidalar
gelistirilirken, gastronomi bu yeniliklerin geleneksel mutfak kiiltiiriiyle entegre edilmesini saglayarak
kullaniminin artirilmasia imkan tanimaktadir. Gidalarin besin degerini korurken lezzet deneyimi
agisindan da tatmin edici sonuglar alinabilmesi i¢in uygun saklama, hazirlama ve pisirme yontemlerinin
gelistirilmesi gastronominin temel konular: arasindadir (Seyitoglu ve Caliskan, 2018). Gidalarin gekici
ve estetik bir sekilde sunumu gastronomi alanindaki teorik ve uygulamali calismalarla miimkiin
olabilmektedir (Oktay, 2018).

Gastronominin son yillarda oldukga popiiler alanlardan biri haline gelmesi de fonksiyonel gidalarm ilgi
¢ekmesi bakimindan dikkate alinmalidir. Digital 2021 Temmuz raporuna gore, sosyal medyada en ¢ok
ilgi goren hesap tiirleri arasinda gastronomi temal1 icerikler 6nemli bir yer tutmaktadir. Rapora gore;
gastronomi odakli hesaplar %24,6 takip edilme oraniyla en popiiler sosyal medya hesap tiirleri arasinda
6. sirada yer almaktadir (Sagdic ve Sapcilar, 2023). Gastronominin sosyal medyada ilgi ¢ekmesi
neticesinde tiim diinyada bilinirligi artan ve popiiler hale gelen kombuca, kimchi ve kefir gibi 6nemli
fonksiyonel bilesikler igeren fermente gidalarin tiiketiminin arttig1 sdylenebilir. Soslarda, salatalarda,
iceceklerde, yemeklerde yer bulan bu {iriinler 6zellikle saglikla ilgili kaygilar1 olan bireylerin siklikla
tiikkettigi tirtinler haline gelmistir (Zuhairi ve Dogan, 2021). Yine gastronominin arastirma konulari
arasinda yer alan neofili, neofobi, cesitlilik arayisi vb. konularin fonksiyonel gida tercihindeki etkileri
de bu perspektif altinda degerlendirilebilir. Giinlimiizde popiiler turizm tiirleri arasinda yer alan
gastronomi turizmi kapsaminda, destinasyon cekiciliklerine fonksiyonel ozellikler gosteren yerel
gidalarin dahil edilmesi, fonksiyonel gidalarin gastronomi perspektifinden farkhi bir kullanim alaru
olarak degerlendirilebilir. Fonksiyonel gidalarin bilingli bir sekilde diyetlere dahil edilmesi hem fiziksel
hem de zihinsel saglik agisindan 6nemli faydalar saglayacaktir. Bu durum, toplum saghgim iyilestirerek
bireylerin yasam kalitesini artiracaktir. Bu alanda yapilan arastirmalarin, bu dinamik iligkileri daha
derinlemesine incelemesi, saglikli bir toplum olusturma yolunda atilacak 6nemli adimlardan biri
olacaktir.

Yontem

Bu calisma, fonksiyonel gidalarin zihinsel saglik {izerindeki etkileri ile ilgili mevcut literatiiriin
sistematik bir sekilde incelenmesini amaglayarak, konuyla ilgili giincel durumu ve egilimleri
belirlemeyi hedeflemektedir. Arastirmada, dokiiman incelemesi yontemi kullanilarak sistematik analiz
yapilmustir. Ayrica, mevcut bilgilerin 6zetlenmesi ve temalarin karsilastirilmas: igin igerik analizi
yontemi uygulanmistir. Bu ¢alismanin temelini olusturan sistematik analiz, belirli bir konuda yapilan
aragtirma bulgularmin sistematik olarak toplanmasi, gbzden gecirilmesi ve sentezlenmesi i¢in bilimsel
ve son derece bilgilendirici bir yontem olarak kabul edilmektedir. Bu yontem, arastirmalarin
tanumlanmasi, toplanmasi, segilmesi, elestirel olarak degerlendirilmesi, analiz edilmesi, yorumlanmasi
ve sonuglarin sunulmasi siireglerinde organize ve tekrarlanabilir bir yaklasim sunmaktadir (Yavuz,
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2022). Analiz kapsaminda oncelikle aragtirma sorular1 belirlenmis ve incelenecek literatiiriin smurlar
cizilmistir. Arastirma sorular1 “fonksiyonel gidalarin zihinsel saglik tizerindeki etkileri nelerdir?” ve
“gastronomi fonksiyonel gidalarin kullanimini nasil etkiler” seklindedir. Bu arastirma 2014 yili ve
sonrasinda Web of Science akademik veri tabaninda yayinlanmis olan fonksiyonel gida tiiketimi ve
zihinsel saglik konulu makaleler iizerinden yiiriitiilmiistiir. Web of Science arastirmanin konusu olan
fonksiyonel gidalarin zihinsel saglk {izerindeki etkilerini en kapsamli sekilde yansitan uluslararasi
kaynaklari icermektedir. Bu asamada belirlenen kriterler dogrultusunda literatiir taranarak arastirma
kapsamina alinacak makaleler belirlenmistir. Secilen makaleler detayli bir icerik analizine tabi tutularak
elde edilen bulgular 6zetlenmistir. Bulgulardan hareketle arastirma sonuglar: ve 6neriler gelistirilmistir.

Bulgular

Bu boliimde arastirma kapsaminda mevcut literatiire iliskin temel bulgular sunulmustur. Web of
Science veri tabaninda arastirma basligi, Ozeti ve anahtar kelimeleri igerisinde hem “Fonksiyonel
gidalar” hem de “zihinsel saglik” kelimelerinin yer almasi sarti ile yapilan aramada toplamda 15
aragtirmaya ulasilmigtir. Fonksiyonel gidalar ve zihinsel saglik kelimelerine “gastronomi” kelimesi de

eklendiginde literatiir taramasinda herhangi bir sonuca ulasilamamistir. Arastirma kapsaminda
ulagilan 15 makale igerisinde fonksiyonel gida tiiketimi ile zihinsel saglik arasindaki iliskiye deginen 12
arastirmanin degerlendirme sonugclari Tablo 1’de paylasilmistir.

Tablo 1: Fonksiyonel Gidalar ve Zihinsel Saglik Anahtar Kelimelerini Iceren Arastirmalar

Arastirmanin Yazari ve
Yili

Arastirmanin Adi ve Yayinlandig:
Dergi

Aragtirmanin Igerigi

Lafarga ve Hayes

Bioactive peptides from meat muscle
and by-products: generation,
functionality and application as

Arastirmada, biyoaktif peptitlerin kalp hastaliklarini,
zihinsel saglik sorunlarini ve obeziteyi 6nlemedeki rolii
incelenmis olup, bunlarin metabolik sendromu ve ilgili

Clinical Nutrition

(2014) functional ingredients, durumlar hafifletmeyi amaglayan fonksiyonel gidalarin
Meat Science gelistirilmesindeki 6nem vurgulanmustir.
Bu calisma, bagirsak mikrobiyotasinin merkezi sinir
sistemi (CNS) tlizerindeki etkilerini ve bu baglamda
Kennedy, Murphy, Mi ) ) ) ) fonksiyonel gidalarin potansiyel roliinii incelemektedir.
Cryan, Ross, Dinan ve icrobiome in brain function and | Cajgmada, fonksiyonel gidalarin bagirsak
Stanton mental health, mikrobiyotasinin  bilesimi, ¢esitliligi ve islevselligi
Trends in Food Science ve Technology tizerinde merkezi bir rol oynadigi ve bu gidalarm
(2016) mikrobiyota hedefli miidahalelerle normal beyin
fonksiyonunu desteklemede o6nemli bir potansiyele
sahip oldugu vurgulanmustir.
A randomized controlled trial on the | By calismada, Nutriose adli direncli dekstrinin, tip 2
Farhangi, Javid, effica.cy of res.istant dext?‘in, a5 | diyabetli kadinlarda bagisiklik aracili inflamasyon ve
Sarmadi, Karimi ve functional food, in women with type | hipotalamik-pituiter-adrenal eksen iizerindeki etkinligi
Dehghan 2 diabetfes: . 'Targeting the degerlendirilmistir. Arastirma sonuglar1 Nutriose'nin
hypothalamic-pituitary-adrenal axis | fonksiyonel bir gida bileseni olarak tcp 2 diyabetli
(2018) and immune system,

kadinlarda hem zihinsel saglik hem de bagisiklik tepkisi
tizerinde olumlu etkiler yaratabilecegini gostermektedir.

Shaw ve Yager

(2019)

Preventing childhood and lifelong
disability: Maternal dietary
supplementation for perinatal brain
injury,

Pharmacological Research

Bu arastirma, anne beslenmesinde dogal saglik iiriinleri
kullaniminin (nutrasétikler ve fonksiyonel gidalar dahil)
perinatal beyin hasar1 6nlenmesinde potansiyelini ele
almaktadir. Magnesium siilfat, kreatin, kolin, melatonin,
resveratrol ve brokoli filizi/stilfarofan gibi {iriinlerin
kullaniminin incelendigi calismalar, fetal beyin hasarinin
ve yasam boyu siiren engelliliklerin énlenmesinde dogal
etkili ve

saghk iriinlerinin  giivenli, erisilebilir

olabilecegini gostermektedir.

Barros, Guimaraes,
Esmerino, Duarte, Silva,
Silva, Ferreira,
Sant’Ana, Freitas ve
Cruz

(2020)

Paraprobiotics and  postbiotics:
concepts and potential applications
in dairy products,

Current Opinion in Food Science

Bu arastirma, probiyotik mikroorganizmalarin ve
probiyotiklerin metabolik yan iiriinlerinin zihinsel ve
fiziksel ~saglik tizerindeki etkilerini incelemistir.
Ozellikle, canli olmayan probiyotiklerin
(paraprobiotikler) ve postbiotiklerin tiiketici sagligini
olumlu yonde etkileyebilecegi bulunmustur.
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Fructooligosaccharides

Bu arastirma, fonksiyonel gidalarin, &zellikle

prebiyotiklerin ve probiyotiklerin, bagirsak-beyin ekseni

Harada, Yamaguchi,
Koyama ve Nakamura

eggplant (Solanum melongena L.)
core collection,

Zhang, Wang, Xia, Wu, supple'mentation .mitig'ated Chror'1ic tizerinden beyin fonksiyonlarim ve davramglari nasil
Zhong, Xu, Zeng, Liu, stress-induced  intestinal  barrier etkiledigini incelemektedir. Calismada,
Liu ve Liao }mpa.lrment and neuroinflammation fruktooligosakkarit (FOS) takviyesinin kronik stres
(2020) n mice, altindaki farelerde depresyon benzeri davramsglan
Journal of Functional Foods iyilestirdigi ve bagirsak florasimin bilesimini 6nemli
ol¢iide etkiledigi bulunmustur.
Wang, Sun- Effects of food-derived bioactive
Waterhouse, peptides on cognitive deficits and Bu calisma, dogal, etkili ve uygun maliyetli ndroprotektif
Waterhouse, Zheng, Su memory decline in | peptitlerin veya protein hidrolizatlarinin arastirilmasina
ve Zhao neurodegenerative  diseases: A olan ilginin arttigini ve beyin sagligina olan faydalari ile
2021) review, bilissel bozulmalara kars: islevleri hakkinda artan bilgiyi
dogrulamaktadir.
Trends in Food Science ve Technology
The effect of date seed (Phoenix
dactylifera) supplementation on
Moslemi, Dehghan ve iITﬂamnlzation, doxidaftive stress Bu calisma, fonksiyonel gida igerigi yiiksek bir {iriin olan
Khani bloTnar €rs, and performance IN | hyrma cekirdegi tozunun tiiketiminin oksidatif stresi,
active peopl(::: Ablinded randomized | jjjhab; ve kas agrisini azaltabilecegini, zihinsel saglik ve
(2022) controlled trial protocol, performansi iyilestirebilecegini gostermektedir.
Contemporary Clinical Trials
Communications
Antioxidant diets and functional
Wichansawakun foods attenuate dementia and . .
. ’ cognition in elderly subjects Bu aragtirma, yaslanan niifus arasinda artan kronik
Chu.plsanyarote, ’ norodejeneratif hastaliklarm, Ozellikle Alzheimer
Wongpipathpong, Kaur | gynctional Foods and Nutraceuticals hastaligi, demans, depresyon ve stresle iligkili
ve Buttar in Metabolic and Non- | rahatsizliklarin ~ 6nlenmesi ~ ve  yavaslatilmasina
(2022) Communicable Diseases, odaklanmaktadir.
Academic Press
Arastirmada, kontaminantlar ve gida katki maddelerinin
anksiyete, depresyon, sizofreni ve dikkat eksikligi
. . Ch New insights into the protection of hiperaktivite bozuklugu gibi zihinsel bozukluklara
Xiong, LII;C eng, W.u: dietary components on anxiety, | neden olabilecegi belirtilmektedir. Ana bulgular ve
I‘Lllang, Zhou, ?almam, depression, and other mental sonuglar, agir metaller, organik kirleticiler, antibiyotikler
Shang, Tang, Li, Ganve | .. W = used by contaminants | Ve pestisitler gibi bazi kontaminantlarin yan: sira gida
Feng and food additives, katki maddelerinin ruh saglig1 {izerinde olumsuz etkiler
(2023) ' . yaratabilecegini gostermektedir. Buna karsilik meyveler,
Trends in Food Science ve Technology sebzeler ve baharatlar gibi bazi gidalarin ruhsal
bozukluklara kars1 fonksiyonel gidalara
dondistiiriilebilecegi sonucuna ulasilmigtir.
Wang, Miyatake, Saito, Acetylcholim; content in 100 | g, aragtirma, patlicanlarda (Solanum melongena L.)
accessions from the worldwide

bulunan fonksiyonel bir bilesik olan asetilkolin (ACh)
hakkinda bilgi saglamaktadir. ACh, hipertansiyonu
hafifletme ve olumsuz psikolojik durumu iyilestirme

Kumar, Rai ve Joshi

(2024)

nutraceuticals for depression, post-

traumatic  stress disorder, and

suicidal behaviors,

Nutraceutical Fruits and Foods for
Neurodegenerative Disorders

(2023) Journal of Food Composition and potansiyeline sahip olup, agiz yoluyla alindiginda 2.3 mg
Analysis dozunda etkili olabilmektedir.

Bu aragtirma, depresyon, travma sonrasi stres bozuklugu

(TSSB) ve intihar egilimleri gibi yaygin zihinsel saglik

bozukluklarmin tedavisinde fonksiyonel gidalarin etkisi

Role of functional foods and | tizerine yogunlasmistir. Fonksiyonel gidalar ve

nutrasétikler, depresyon, TSSB ve intihar egilimleri i¢in
alternatif veya tamamlayic1 tedaviler olarak umut
vadetmektedir. Bu {iriinler, esas beslenmenin otesinde ek
saghk faydalar1 saglayabilmekte ve zihinsel saglik
bozukluklar:
olabilmektedir. Ancak, etkinliklerini ve potansiyel yan

tizerinde terapotik etkilere  sahip
etkilerini tam olarak anlamak i¢in daha fazla arastirmaya
ihtiya¢ vardir ve bunlar saghik uzmaninin gézetiminde

geleneksel tedavilerle birlikte kullanilmalidir.

Kaynak: Aragtirmacilar tarafindan tiretilmistir.
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Tablo 1'de goriildiigii tizere, fonksiyonel gidalar iizerine yapilan ¢alismalarin genellikle psikoloji, tip,
beslenme ve gida bilimi gibi disiplinlerde yayimlandig: tespit edilmistir. Bu disiplinlerin her biri,
fonksiyonel gidalarin zihinsel saglik iizerindeki etkilerini farkli acilardan ele alarak dnemli katkilar
saglamaktadir. Anahtar kelime olarak "fonksiyonel gida" terimi yerine antioksidan, probiyotik,
flavonoidler gibi fonksiyonel gida bilesenleri yazildiginda, elde edilen sonuglarin sayisimn arttigi
gozlenmistir. Aym sekilde, bu anahtar kelimelere depresyon, sizofreni gibi zihinsel hastalik isimleri
eklendiginde, calisma sayisinda artis goriilmiistiir. Bu durum, fonksiyonel gida bilesenlerinin ve
zihinsel hastaliklarin birbirinden farkli 6zellikler gostermesi ve etkilerinin farkli olmasi nedeniyle
dogaldir.

Sistematik analiz kapsaminda belirlenen 12 arastirma incelendiginde elde edilen sonuglarin dort ana
tema altinda toplanabilecegi goriilmiistiir. Bu temalar Tablo 2’de gosterilmistir.

Tablo 2: Incelenen Arastirmalardan Ulasilan Temalar

Biyokimyasal ve fizyolojik etkiler: Arastirmalarin bir
kisminda fonksiyonel gidalarin serotonin, dopamin ve diger
norotransmitterler {izerindeki etkileri incelenmektedir. Bu
gidalarin biligsel islevler, bellek, dikkat ve Ogrenme
tizerindeki etkileri de bu tema altinda ele alinmaktadir.
Hurma cekirdegi tozunun oksidatif stresi, iltihab1 ve kas
agrisin1 azaltmasy; asetilkolin (ACh) iceren patlicanlarin
hipertansiyonu hafifletme ve olumsuz psikolojik durumu
iyilestirme  potansiyeli bu temaya Ornek olarak
gosterilebilecek arastirmalardir.

Psikolojik ve davranigsal etkiler: Bu tema, fonksiyonel
gidalarin depresyon, anksiyete ve genel ruh hali iizerindeki
etkilerini kapsamaktadir. Ayn1 zamanda stres azaltma ve
anksiyete yOnetimi {izerindeki etkileri de incelenmektedir.
Fruktooligosakkarit (FOS) takviyesinin kronik stres altindaki
farelerde depresyon benzeri davranislart iyilestirmesi;
Nutriose adli direngli dekstrinin tip 2 diyabetli kadinlarda
zihinsel saghk tizerindeki olumlu etkileri; fonksiyonel
gidalarin depresyon, travma sonrasi stres bozuklugu (TSSB)
ve intihar egilimleri gibi yaygin zihinsel saglik
bozukluklarinin tedavisinde etkisi bu aragtirmalara 6rnek
olarak gosterilebilir.

Klinik arastirmalar ve uygulamalar: Bu tema, fonksiyonel
gidalarin depresyon, bipolar bozukluk, sizofreni gibi zihinsel
saghk bozukluklar: {izerindeki etkilerini inceleyen klinik
deneyler ve sonuglarmi kapsamaktadir.  Probiyotik
mikroorganizmalarin ve probiyotiklerin metabolik yan
urtinlerinin zihinsel ve fiziksel saglik tizerindeki etkileri;
dogal saglik {iriinlerinin fetal beyin hasarinin ve yasam boyu
siiren engelliliklerin Onlenmesindeki potansiyeli;
nutrasotiklerin ve fonksiyonel gidalarin zihinsel saglik
bozukluklar1 tedavisindeki alternatif veya tamamlayic
tedavi olarak potansiyeli gibi arastirmalar bu temada
degerlendirilebilir.

Beslenme ve diyet modelleri: Akdeniz diyeti, ketojenik diyet
ve diger beslenme modellerinin zihinsel saghk iizerindeki
etkileri ile Omega-3 yag asitleri, probiyotikler, prebiyotikler
ve diger besin takviyelerinin zihinsel saghk iizerindeki
etkileri bu tema altinda ele almmaktadir. Probiyotikler,
meyveler, sebzeler ve baharatlarin zihinsel bozukluklara
karst koruyucu etkileri; prebiyotiklerin ve probiyotiklerin
bagirsak-beyin ekseni iizerinden beyin fonksiyonlarmi ve
davramuglart  nasil  etkiledigi; paraprobiotiklerin  ve
postbiotiklerin tiiketici saghgmi olumlu ydnde etkileme
potansiyeli; Nutriose'nin fonksiyonel bir gida bileseni olarak
zihinsel saglik iizerindeki olumlu etkileri, bu tema altinda

yapilan arastirmalardir.

Kaynak: Aragtirmacilar tarafindan tiretilmistir.

Genel olarak eldeki bulgular, fonksiyonel gidalarin zihinsel saglik {izerindeki potansiyel etkilerini daha
iyi anlamak icin yapilan calismalarin artmakta oldugunu ve bu alamin giderek daha fazla dikkat
cektigini gostermektedir. Incelenen calismalar fonksiyonel gidalarin zihinsel saglik iizerinde olumlu
etkileri oldugunu kanitlamaktadir. Bu temalar igerisinde oOzellikle beslenme ve diyet modelleri
temasmnin gastronomi ile daha yakin iligkili oldugu ve bu temada yapilabilecek aragtirmalarda
gastronomi disiplininden faydalanabilecegi soylenebilir.

Gastronomi, yiyecek ve iceceklerin tarihsel, kiiltiirel, estetik, bilimsel ve besinsel boyutlarinin yani sira
fonksiyonel gidalar ve saglikli beslenme aliskanliklarini da kapsayan, gida {iiretimi ve tiiketimini
biitiinciil bir perspektifle ele alan ¢ok disiplinli bir bilim dalidir (Seyitoglu ve Caliskan, 2018). Bu
nedenle fonksiyonel gidalarin gastronomik agidan incelenmesi, bu gidalarin hem saghik faydalarini hem
de tiiketici kabuliinii artirabilecek yenilik¢i ve biitiinciil yaklagimlar gelistirilmesine olanak
saglamaktadir. Bu baglamda Zuhairi ve Dogan (2021) tarafindan yapilan ¢alisma zihinsel saglikla ilgili
olmamasina ragmen fonksiyonel gidalarin gastronomideki 6neminden bahsetmesi sebebiyle dikkate
alinmalidir. Arastirmaya gore fonksiyonel gidalar, yeni gastronomi trendlerinde Onemli bir rol
oynamaktadir. Fonksiyonel gidalarla hazirlanan trend meniiler ve fonksiyonellii artirilmis gida
formiilasyonlari, tiiketici beklentilerini karsilayarak saglikli beslenme aliskanliklarmi tesvik etmede
onemlidir. Yeni fiizyon yemekler kapsaminda fonksiyonel gidalar kullanilarak eski yemek tarifleri
yeniden yorumlanabilir ve farkli fonksiyonel yemek tarzlari birlestirilebilir (Zuhairi ve Dogan, 2021).
Gastronomi alaninda fonksiyonel gidalar {izerine yapilan bir diger calisma da Onurlu ve Sener Aslay
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(2022) tarafindan gergeklestirilen “Gida neofobisi ve fonksiyonel gidalar1 kullanma istegi” dir. Bu
arastirmada yeni gidalar tiiketmekten kaginma ve bilinmeyen gidalara kars: korku davranisi olarak
adlandirilan gida neofobisinin fonksiyonel gidalarin kullanimai {izerindeki etkili oldugu belirlenmistir.
Cirisoglu ve Olum (2019) tarafindan yapilan bir diger arastirmada ise Tiirk mutfagindaki baz
fonksiyonel gidalar tanitilarak bu {iriinlerin Tiirkiye’'deki gastronomi turizmine yapacagi katkilar
vurgulanmisgtir.

Sonug¢

Saglikli beslenme ve yasam tarzi konulari, giiniimiizde daha fazla 6nem kazanmakta ve bireylerin
dikkatini cekmektedir. Bu baglamda, fonksiyonel gidalarin saghk iizerindeki etkileri de ilgi
gormektedir. Gastronomi perspektifinden fonksiyonel gidalarin zihinsel saglik tizerindeki etkilerini
arastiran literatiir bu konuda kisitlidir. Mevcut arastirmalar genellikle fonksiyonel gidalarin beslenme,
gida bilimi ve fizyolojik saglik agisindan etkilerine odaklanmaktadir. Gastronomi disiplini agisindan
yaklasildiginda, zihinsel saglik {izerinde 6nemli etkileri olan fonksiyonel gidalarin toplumsal diizeyde
kullaniminin artirllmasi agisindan daha fazla aragtirmaya ihtiyag duyuldugu goriilmektedir. Bu
alandaki arastirmalarin eksikligi, fonksiyonel gidalarin gastronomik degerlendirme siireclerine
entegrasyonunu zorlastirmakta ve tiiketicilerin ihtiyaglarina uygun {iriinlerin gelistirilmesini
engellemektedir. Gastronomi uzmanlarinin alandaki ¢alismalari fonksiyonel gida igerigi zengin yeni
tarifler {iretilmesini saglamakta, fonksiyonel gidalarin kullanimi artirmakta ve insanlarin zihinsel
saghgini destekleyen iiriinlerin gelistirilmesini tesvik etmektedir. Fonksiyonel gidalarin giinliik
beslenme aliskanliklarina entegre edilmesi, saglik agisindan faydal bilesenlerin diizenli olarak
tiiketilmesini saglayacagindan onemsenmelidir.

Tiirk mutfaginin sahip oldugu zenginlik icinde fonksiyonel gidalarin yoresel boyutta tespit edilmesi
i¢in de genis caph aragtirmalara ihtiyag¢ vardir. Fonksiyonel 6zellikler gosteren yerel gidalarm saghk
faydalar1 ve kiiltiirel degeri, turizm destinasyonlarinin ¢ekiciligini artirarak ekonomik biiyiimeye
olumlu yonde etki edecektir. Boylece, Tiirk mutfaginda yoresel bazda tiiketilen bir ¢ok dogal gida
turizm sektoriinde yeni firsatlar yaratacaktir. Fonksiyonel gidalarin tiiketim motivasyonlar1 ve
engelleri lizerine yapilacak arastirmalar, bireylerin saglikli beslenme aligkanliklarini anlamak agisindan
onemli olacaktir. Bu tiir arastirmalar, tiiketicilerin fonksiyonel gidalar: tercih etme sebeplerini ve bu
gidalan tiiketmelerini engelleyen faktorleri ortaya koyacagindan pazarlama stratejileri gelistirmek ve
tiiketici egilimlerini yonlendirmek i¢in 6nemli bilgiler saglayacaktir.

Bu arastirma sonucunda su 6nerilerde bulunulabilir:

e Gastronomi Ar-Ge ¢alismalar1 kapsaminda, 6zellikle yerel ve mevsimsel malzemeler kullanilarak
fonksiyonel gida igerigi zengin yeni tarifler gelistirilmelidir.

e Yiyecek ve igecek isletmeleri, meniilerine fonksiyonel gidalar1 dahil ederek tiiketicilere saghklh
secenekler sunmali ve bu lezzetlerin toplumda kabuliine yonelik sorumluluk almalidir. Bu yaklasim,
toplum saghgmin iyilestirilmesine katk: saglamanin yam sira isletmelerin ticari amaglarina hizmet
ederek reklam ve pazarlama avantajlar1 yaratabilir.

e Farkli zevklere hitap edebilen fonksiyonelligi artirilmis gida formiilasyonlar1 gelistirerek,
tiketicilerin bu tirtinleri tercih etmelerini tesvik etmek miimkiindiir.

e Fonksiyonel gidalarin saglk tiizerindeki faydalar1 hakkinda toplumsal egitim ve farkindalik
etkinlikleri diizenlemek, bu gidalarin benimsenmesini kolaylastiracaktir.

e Gastronomi ve ascilik okullarinin ders programlarina fonksiyonel gidalari: dahil etmek, 6grencilere
bu gidalarm saglik agisindan faydalarmi ve kullanimini 6gretmek igin énemli bir adim olacaktir.

Bu calisma, fonksiyonel gidalarin zihinsel saglik {izerindeki etkilerini ortaya koyarak konuyu
gastronomi perspektifinden degerlendirmistir. Boylece literatiire yeni bir bakis agist sunmak
hedeflemistir. Fonksiyonel gidalarin lezzet, aroma, sunum ve tiiketim bigimleri gibi gastronomik
Ozellikleri de tiiketicileri etkilediginden, bu 6zellikler {izerine egilmenin toplumsal diizeyde zihinsel
saglik tizerinde etkili olabilecegi diisiiniilmektedir. Gastronomi perspektifinden fonksiyonel gidalarm
arastirilmasi, bu alandaki bilgi birikimini artirmasi ve insanlarin saglikli beslenme aliskanliklar
gelistirmelerine katkida bulunacaktir. Ayrica bu ¢alisma, gelecekte yapilacak arastirmalar icin bir temel
olusturmasi bakimindan 6nem arz etmektedir.
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Abstract

This study rigorously examines the Zeigarnik Effect's impact on consumer loyalty and brand advocacy
through Thumb Stopper Advertisements. Investigating Emotional Appeal, Attention and
Engagement Metrics, Brand Messaging, Storytelling, Customer Loyalty, and Brand Advocacy reveal
pivotal mechanisms driving these dynamics in digital advertising. Employing mixed methods
encompassing quantitative and qualitative approaches, we engaged 303 participants through an
online survey, unveiling insights into Thumb Stopper Ad interactions and the ensuing brand
perceptions. A comprehensive understanding was attained through four hypotheses tested using
Structural Equation Modelling (SEM). This study was based on the "Zeigarnik Effect" model
introduced by Russian psychologist Bluma Zeigarnik in 1927. Thumb-stopper advertisements that
evoke strong emotions attract viewers and are strengthened by narrative. Engagement metrics
mediated emotional appeal and brand messaging, shedding light on the intricate dynamics of thumb-
stopper advertisements. Marketers can elevate thumb-stopper ads through astutely crafted campaigns
to cultivate robust customer loyalty and advocacy.

Keywords: Zeigarnik Effect, Thumb Stopper Advertisement, Customer Loyalty, Brand Advocacy,
Digital Advertising

Jel Codes: M3, M31, M37

Oz

Bu ¢alisma, Zeigarnik Etkisi'nin Thumb-stopper reklamlar1 aracilifiyla tiiketici sadakati ve marka
savunuculugu {izerindeki etkisini titizlikle inceler. Duygusal Cekicilik, Dikkat ve Katilim Olgiimleri,
Marka Mesajlagsmasi, Hikaye Anlatimi, Miisteri Sadakati ve Marka Savunuculugu'nu arastirmak,
dijital reklamcilikta bu dinamikleri yonlendiren temel mekanizmalar: ortaya cikarir. Nicel ve nitel
yaklagimlar1 kapsayan karma yontemler kullanarak, ¢evrimigi bir anket araciligiyla 303 katiimciyla
etkilesime girerek Thumb-stopper reklam etkilesimleri ve ardindan gelen marka algilar1 hakkinda
icgoriiler ortaya cikardik. Yapisal Esitlik Modellemesi (SEM) araciligiyla test edilen dort hipotez
araciligryla kapsamli bir anlayis elde edildi. Bu calisma, Rus psikolog Dr. Bluma Zeigarnik tarafindan
1927'de ortaya atilan "Zeigarnik Etkisi" modeline dayanmaktadir. Giiglii duygular uyandiran Thumb-
stopper reklamlar1 izleyicileri ¢eker ve anlatilarla giiclendirilir. Etkilesim l¢timleri duygusal gekiciligi
ve marka mesajini aracilik ederek basparmak durdurucu reklamlarin karmasik dinamiklerine 1s1k
tutar. Pazarlamacilar, giiclii miisteri sadakati ve savunuculugu gelistiren akillica hazirlanmis
kampanyalar araciligiyla bagparmak durdurucu reklamlari yiikseltebilir.
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Introduction

Getting consumer attention in today's fast-paced digital environment, which is inundated with a wide
variety of content and advertisements, has become a significant issue for marketers. To address this
problem, a new type of advertising called "thumb-stopper" has been developed. These fascinating
videos are created to seize viewers' attention immediately as they navigate their social media feeds,
forcing them to stop, pay attention, and interact with the material. Thumb-stopper commercials are
typically approximately 15 s long, making them ideal for grabbing customers' attention when
shortening attention spans. This study investigates the function of thumb-stopper ads in fostering
brand advocacy and customer loyalty. Marketers increasingly use creative and attention-grabbing
strategies as standard advertising formats lose their ability to attract customers' attention (Rios et al.,
2020). Thumb-stopper ads are popular because of their quick and practical ability to attract and impact
viewers. However, little research has been conducted on how they foster customer loyalty or brand
advocacy.

Background information

In recent years, the emergence of social media platforms and the increasing use of mobile devices have
fundamentally changed how consumers consume content and engage with brands. Print and television
advertisements are no longer as powerful as grabbing customer attention and spreading brand
messages. Therefore, marketers are now concentrating on digital advertising and using various media
to interact with their target audiences. In this new environment, thumb-stopper commercials have
become a potent tactic. They are designed to prevent social media users from scrolling and to force
them to watch and interact with the material (Rongon, 2020; Wilk et al., 2021).

These short videos frequently use visually arresting imagery, storytelling tactics, and clear messages to
communicate a brand's main characteristics and differentiators. Thumb-stopper advertising seeks to
quickly establish an emotional connection with viewers by utilising the effectiveness of visual
storytelling and succinct language. Customer advocacy and brand loyalty have long been essential for
creating and sustaining successful businesses. In addition to making repeat purchases, loyal customers
actively promote brands to friends, family, and social networks. A brand's long-term success can be
attributed to its advocates, who substantially impact how others make purchases (Yadav, 2020).
Therefore, marketers aiming to maximise their advertising methods in the digital age must determine
how thumb-stopper advertisements affect brand advocacy and customer loyalty.

Research problem or question

1. How does the emotional appeal of thumb-stopper advertisements affect customer loyalty and
brand advocacy?

2. 2. What is the interplay between the thumb-stopper ads' attention and engagement metrics,
customer loyalty, and brand advocacy?

3. 3. How does the efficacy of brand messaging and storytelling in thumb-stopper ads influence
customer loyalty and brand advocacy?

Significance of the study

This study's contribution to the body of knowledge on digital advertising and its effects on brand
advocacy and customer loyalty are significant. Although thumb-stopper advertisements are popular
among marketers, empirical evidence of how well they contribute to these crucial brand outcomes is
lacking. This study seeks to close this knowledge gap by shedding light on the function of thumb-
stopper advertisements in fostering customer loyalty and brand promotion (Chang, 2019). The results
of this study can assist marketers and advertising in several ways. Initially, it offered evidence-based
perceptions of the efficiency of thumb-stopper commercials as a tool for grabbing consumer attention
and raising brand awareness. Marketers can make informed judgments regarding their advertising
strategies and budget allocations by comprehending the effects of brief videos on consumer loyalty and
brand advocacy.

This study also sheds light on the precise components of thumb-stopper commercials that support their
efficiency in fostering brand promotion and customer loyalty. Marketing professionals may create more
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powerful and persuasive advertising by analysing the main elements that generate consumer
engagement and emotional connections. This information helps advertisers streamline their content
generation procedures and improve the overall effectiveness of their advertising (Al Falaq and Puspita,
2021). This study investigates the function of thumb-stopper commercials in fostering brand advocacy
and customer loyalty.

Research gap

The precise mechanisms by which thumb-stopper advertising activates better brand loyalty and
advocacy deserve further investigation, even though several aspects, including customer satisfaction,
brand trust, and consumer participation, have been explored in terms of customer loyalty and advocacy
(Yadav, 2020). There is still much to learn about how thumb-stopper commercials affect consumer
loyalty and brand support in the long term, beyond short-term effects, and when considering variations
between industries and cultural contexts.

This study reveals the complexity of thumb-stopper advertisements, which could improve advertising
tactics to influence consumer loyalty and brand advocacy. By examining the internal functioning of
these advertisements, brands may develop engagement strategies that strengthen consumer-brand ties
and encourage active participation.

This study aims to determine the Zeigarnik effect theory while examining the connection between
thumb-stopper ads and customer loyalty and the mediating processes by which thumb-stopper
advertising affects brand advocacy and consumer loyalty.

Literature review

Owing to their ability to quickly grab viewers' attention, "thumb-stopper" ads have become more
prevalent in the digital marketing industry. This literature review aims to provide readers with a
summary of studies on thumb-stopper advertisements and their effectiveness in creating brand
advocacy. To better understand the influence and efficacy of thumb-stopper commercials in generating
these results, this review examined important ideas, theoretical frameworks, and empirical
investigations (Gul et al., 2021). Advertisers have created tiny movies known as thumb-stopper
advertising, "snackable" ads, or "micro" ads to catch viewers' eyes as they scroll through their social
media feeds. These commercials are often no longer than 15 seconds long, making them brief and eye-
catching. Ads that "stop you in your tracks" use compelling imagery, narrative, and succinct copy to
strike an emotional chord with viewers and prompt them to take notice, interact, and spread the word.
Brands require devoted customers to remain in the future. Thumb-stopper ads can affect customer
loyalty in several ways. First, these films help spread information about a business by effectively
communicating the most essential themes in a short amount of time. Thumb-stopper ads are effective
because they attract people's attention and remain in their minds, which is necessary for creating brand
loyalty.

Second, thumb-stopper ads may make people feel something and help them build business
relationships. Advertising may evoke favourable connections and brand loyalty in customers through
narrative tactics and aesthetically attractive materials (Thomas and Treiber, 2020). Customers will likely
remain loyal to businesses that connect their beliefs and emotions; therefore, emotional involvement is
crucial to brand loyalty.

Third, thumb-stopper ads may highlight special features and advantages of a brand or product.
Advertising may increase a brand's perceived value by communicating its relevance and excellence to
customers by emphasising important characteristics or resolving painful areas. Customers are likelier
to stick to a brand than others when they see it as valued and better. Empirical evidence suggests that
thumb-stopper ads are effective at increasing brand loyalty. Researchers discovered that showing
people thumb-stopper ads significantly boosted their ability to remember and talk about the brand,
increasing their loyalty to the company. Lou and Xie's (2020) study also found that ad recipients’
favourable emotional responses to thumb-stopper commercials correlated with greater brand loyalty.
Thumb-stopper ads boost brand loyalty by evoking emotional connections and highlighting key brand
features.
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Thomas and Treiber (2020) found that narrative and visually appealing content can foster loyalty
through emotional engagement. Lou and Xie (2020) showed that such ads enhance brand recall and
positive emotional responses, leading to greater loyalty. Recent studies have deepened our
understanding of critical marketing concepts. Fornell and Larcker (1981) and Baron and Kenny (1986)
established foundational models for evaluating structural equations and causal relationships. Churchill
(1979) and Bagozzi (1980, cited in Hulland et al., 1996) advanced measurement and causal modelling
techniques, while Oliver (1999) explored the roots of consumer loyalty. Zeithaml et al. (1996) linked
service quality to customer loyalty, and Keller (2001) provided a framework for brand equity. Escalas
and Stern (2003) examined emotional responses in advertising, and Shapiro and Krishnan (2022)
discussed the impact of content saturation on advertising effectiveness.

Key theories or concepts

In advertising, grabbing and holding consumers' attention is crucial for marketers seeking to build
brand recognition and sway their purchasing behaviour. Various methods have been used, including
the "Zeigarnik Effect." This phenomenon, named after studies conducted by Russian psychologist Dr.
Bluma Zeigarnik in 1927, contends that the human brain retains interrupted tasks better than finished
tasks (Hammadi and Qureishi, 2013). The Zeigarnik Effect causes a feeling of anticipation and tension,
driving people to seek resolution and, as a result, improving memory retention.

In the rapidly evolving advertising landscape, where attention spans are shrinking, and there is fierce
competition for consumer attention, marketers constantly seek innovative strategies to captivate and
engage the audience. One such strategy gaining prominence is using "Thumb-stoppers' ads, a concept
pioneered by the social media giant Facebook. These attention-grabbing video ads are designed to
capture the viewer's attention within the first few seconds and convey the essence of the message before
scrolling. A fascinating psychological phenomenon that underpins the effectiveness of Thumb-stopper
ads is the Zeigarnik effect, which plays a crucial role in keeping viewers engaged and intrigued.

The Zeigarnik effect, named after psychologist Bluma Zeigarnik, refers to a cognitive phenomenon in
which people tend to remember incomplete or interrupted tasks more than complete tasks. This effect
is rooted in the innate need for closure and resolution, which leads individuals to experience a state of
tension and heightened cognitive activity when faced with incomplete information or unresolved
situations. This effect has significant implications for advertising, particularly in the context of thumb-
stoppers. Thumb-stopper ads, which typically last only a few seconds, align with the principles of the
Zeigarnik effect by presenting viewers with incomplete narratives or intriguing scenarios. By utilising
the first few seconds of an advertisement to establish a captivating scene or pose a thought-provoking
question, advertisers can trigger the Zeigarnik effect, encouraging viewers to engage with the content
mentally, even after the advertisement has ended.

For example, a Thumb-stoppers ad for a travel destination might start with a breathtaking panoramic
view and a question like, "Can you imagine yourself here?" This prompts viewers to contemplate the
question and imagine themselves in a showcased location, thus creating an incomplete mental loop
beyond the advertisement. The prevalence of mobile consumption and social media platforms further
amplifies the synergy between thumb-stopper advertisements and the Zeigarnik effect. Mobile devices
have become the primary medium for content consumption, with users frequently engaging in quick
and scrollable interactions.
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Figure 1: Zeigarnik Effect Model for Consumer Attention

Source: Fabian Post (2020)

Gaps or controversies in the literature
Digital advertising tools

Thumb-stopper ads have gained widespread recognition and effectiveness as digital advertising tools
in today's increasingly crowded media landscape. This literature review provided a comprehensive
overview of the effects of thumb-stopper advertisements on brand loyalty and advocacy.
Advertisements enhance customer loyalty by increasing brand familiarity, fostering emotional
connections, and highlighting unique brand attributes. Furthermore, the thumb-stopper ads stimulated
positive word-of-mouth and social media buzz. This review also delves into theoretical frameworks,
such as the Elaboration Likelihood Model (ELM) and theory of planned behaviour (TPB), to elucidate
the mechanisms behind the effectiveness of thumb-stopper ads (Mehrabi et al., 2021).

Short branded videos

The critical role of short-branded videos in promoting products and companies is underscored.
Elements such as background music, setting, content matching, information relevance, narrative, and
emotionality profoundly influence viewers' perception and engagement. Distinct emotions such as
anger or excitement affect video-sharing behaviour (Moe, 2023). Viewer engagement, including
comments and sharing, has been examined regarding factors such as content matching, information
relevance, narratives, and emotions (Tawte et al., 2019; Jayawardena et al., 2023).

Thumb-stopper ads impact short-branded video content

Scholars are increasingly exploring the influence of thumb-stopper ads and short-branded video
content on consumer behaviour on social media platforms. Social media features, content
characteristics, and consumer engagement are intricately linked. Factors like interactivity, subjective
norms, social connections, and multimedia content affect consumer attitudes and behaviours on social
media platforms (Ghosh, 2019). The content of short-branded videos, including products, characters,
music, and text, plays a pivotal role in their effectiveness (Gilli et al., 2023). In addition, short narrative
films activate cognitive function, influence evaluations, and influence purchase decisions (Singh et al.,
2023). Content relevance, information matching, narrative, and emotionality remain the central
attributes of brand posts (Verma et al., 2023). Control variables based on user feedback were selected
to investigate the effects of content and execution on consumer interest (Kar et al., 2023). In conclusion,
understanding these elements and their interplay is crucial for optimising the impact and effectiveness
of digital advertising tools and short-branded video content.
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Hypothesis development

Thumb-stopper advertisements with more vigorous emotional appeals are assumed to attract more
viewers and produce better engagement metrics. Thomas and Treiber (2020) state that emotional appeal
is crucial for grabbing viewers' attention and eliciting reactions. The likelihood that viewers will pay
attention to and interact with an advertisement increases when the content has an emotional
connection, promoting increased involvement and interaction. The Elaboration Likelihood Model
(ELM) (Warren et al., 2021) contends that emotional appeal can affect peripheral processing and
improve overall message retention, consistent with the ELM. The potential for emotional content in
advertisements to enhance the reach and naturally occurring brand promotion has been positively
correlated with consumers' sharing behaviours (Gul et al., 2021).

Hi: Thumb-stopper ads with a higher emotional appeal lead to increased attention and engagement.

The idea is that thumb-stopper advertisements will be more successful at building brand recognition
and awareness if they successfully use storytelling tactics and brand messaging. Thumb-stopper
storytelling can develop a compelling narrative that connects viewers, thereby increasing the content's
remembrance and relatability (Khairullah and Khairullah, 2021). Thumb-stopper advertisements
effectively communicate a brand's identity and value to help the public remember and recognise
advertising. The power of storytelling in these brief advertisements may be enhanced by the Zeigarnik
effect, which stimulates cognitive engagement through incomplete tales (Hammadi and Qureishi,
2013).

Hz: The effectiveness of thumb-stopper ads is positively associated with storytelling techniques and successful
conveyance of brand messaging.

According to the following hypothesis, thumb-stopper advertisements that successfully grab viewers'
attention and build an emotional bond lead to increased customer loyalty. Consumers are more likely
to choose a marketed brand over rivals when they see thumb-stopper advertisements, which resonate
rapidly with viewers (Ahmadi and Ataei, 2022). Customer loyalty must be promoted through
emotional involvement sparked by gripping imagery and narratives (Thomas and Treiber, 2020).
According to Warren et al. (2021), ELM's peripheral route processing highlights the significance of
emotional appeal in influencing attitudes and behaviours.

H3: Effective thumb-stopper advertisements contribute to higher levels of customer loyalty.

Based on the hypothesis, successful thumb-stopper advertisements result in better brand advocacy
because viewers are more willing to share and discuss emotionally compelling and attention-grabbing
information. Advocacy develops as consumers grow to love a product or service (Khairullah and
Khairullah, 2021). Thumb-stopper advertisements that draw viewers and elicit favourable feelings are
more likely to lead to advocacy actions (Gul et al., 2021). Increased brand loyalty, strongly related to
advocacy, has been connected to emotional involvement with thumb-stopper advertisements (Ahmadi
and Ataei, 2022). According to Hammadi and Qureishi (2013), the Zeigarnik effect leads to incomplete
narrative loops that viewers may share or discuss with others, enhancing brand advocacy.

Ha: Effective thumb-stopper ads correlate with increased brand advocacy behaviours among viewers.

Based on this hypothesis, successful thumb-stopper advertisements result in better brand advocacy
because viewers are more willing to share and discuss emotionally compelling and attention-grabbing
information. Advocacy develops as consumers grow to love a product or service (Khairullah and
Khairullah, 2021). Thumb-stopper advertisements that draw viewers and elicit favourable feelings are
more likely to lead to advocacy actions (Gul et al., 2021). According to Hammadi and Qureishi (2013),
the Zeigarnik effect leads to unfinished narrative loops that viewers may share or discuss with others,
enhancing brand advocacy.

Methodology

This section outlines the methodology employed to explore the role of thumb-stopper advertisements
in building customer loyalty and brand advocacy. The research design, data collection methods, and
sample selection process are described below. We employed regression analysis, Partial Least Squares
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(PLS) methods, and a quantitative approach to analyse the relationship between thumb-stopper ads
and customer loyalty and brand advocacy.

Research design

A quantitative approach is used in this study. Quantitative research is instrumental in establishing
statistical relationships between variables and provides empirical evidence of the impact of thumb-
stopper ads on customer loyalty and brand advocacy. Through systematic collection of numerical data,
this approach enabled us to measure the strength and direction of the relationships between key
variables, facilitating a comprehensive understanding of the phenomenon under investigation.

Data collection methods

The data collection methods used in this study included surveys and secondary data analysis. Surveys
provide structured means of gathering primary data directly from a target audience. A well-structured
questionnaire was developed to capture respondents’ perceptions of thumb-stopper ads, their level of
engagement, loyalty to the brand, and willingness to advocate for it. The survey was administered
online to ensure widespread access and convenience to the participants. Secondary data analysis
involves collecting and examining existing data related to the variables of interest. Previous research,
industry reports, and company records have provided valuable insights into the effectiveness of
thumb-stopper ads for building customer loyalty and brand advocacy. This approach enhances the in-
depth analysis and complements the primary survey data.

Sample selection

The selection of an appropriate sample is crucial for the validity and generalisability of this study's
findings. In this study, a purposive sampling method was employed. The target population was
individuals exposed to thumb-stopper advertisements on various digital platforms. A diverse sample
of respondents was selected to ensure representation across different demographics, including age,
gender, and geographic location. The sample size was determined using a power analysis to ensure
sufficient statistical power to detect meaningful relationships. In total, 303 participants were included
in the study for sample survey purposes. This sample size provides a robust foundation for conducting
regression analyses and PLS methods, allowing for reliable inferences about the relationships among
thumb-stopper ads, customer loyalty, and brand advocacy. This section outlines the methodology
employed to investigate the role of thumb-stopper advertisements in building customer loyalty and
brand advocacy. A quantitative research approach was adopted using surveys and secondary data
analysis.

We examined the results of each variable in the pilot survey.
(EA)Emotional Appeal

EA1: The average score was 1.7, indicating that individuals regularly see thumb-stopper ads on social
media.

EA2: Average score = 2.1, indicating that people frequently feel happy or joyful when viewing thumb-
stopper advertisements.

Attention and Emotional Appeal (AEM)

AEM1: Participants should frequently pause when scrolling through their social media feeds and
watching thumb-stopper advertisements, according to an average score of 2.1.

AEM2: Average score = 1.6, indicating a modest level of interaction with thumb-stopper advertisement
content

AEM3: The participants tended to find thumb-stopper commercials visually appealing, as evidenced
by an average score of 2, which was 2.

Brand Messaging and Storytelling (BM)

BM1: Participants believed that thumb-stopper advertisements effectively communicated the brand's
message and values, as indicated by their average score of 2.1.
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BM2: Average score = 2.2, indicating that the participants had a lasting impression of thumb-stopper
advertising with engaging storytelling.
Effectiveness of Thumb-stopper Ads (TAD)

TAD1: Participants were more likely to find thumb-stopper commercials to be more memorable and
striking than conventional advertisements, as evidenced by the average score of 2, which was 2.

TAD2: Average score = 1.9, indicating that viewers were moderately inclined to act after viewing a
thumb-stopper, such as visiting a brand website or making a purchase.

Customer Loyalty (CL)

CL1: The average score was 1.9, indicating that thumb-stopper commercials may influence individuals'
decisions to stick to a particular brand.

CL2: Average score = 2, suggesting consumers frequently refer friends and family to goods or services
from companies with captivating thumb-stopper advertisements.

Brand Advocacy (BA)

BA1: The average score was two, indicating that participants were likely to see themselves as
supporters of companies that employed successful thumb-stopper advertising.

BAZ2: Participants are relatively likely to defend a business against criticism if they enjoy thumb-stopper
advertisements, as indicated by their average score of 1.7.

Overall, the results of this pilot study offer a preliminary understanding of the participants' attitudes
and actions toward thumb-stopper commercials.

Quantitative approach

This study employed a quantitative approach involving systematic data collection, statistical analysis,
and numerical interpretation. This study aimed to objectively investigate the impact of thumb-stopper
ads on customer loyalty and brand advocacy. Descriptive and inferential statistics, including regression
and PLS-SEM, helped to establish relationships and draw population-level conclusions from the sample
data. This approach ensures rigour and contributes to advertising and consumer behaviour knowledge.

Data analysis

Fundamental Data Analysis was performed using the SmartPLS SEM tool to scrape out the data and
perform a proper regression analysis of the survey results to justify a rational outcome.

Quantitative approach

This study aimed to objectively investigate the impact of thumb-stopper ads on customer loyalty and
brand advocacy. Descriptive and inferential statistics, including regression and PLS-SEM, helped
establish relationships and draw population-level conclusions from the sample data. This approach
ensures rigour and contributes to advertising and consumer behaviour knowledge.

Data analysis

Fundamental Data Analysis used the SmartPLS SEM tool to scrape data and perform a proper
regression analysis of the survey results to justify a rational outcome.

Theoretical framework

The theoretical framework of this study is centred on the notion that content marketing, social media
campaigns, and online word-of-mouth contribute to the purchase intent of social media users. The
analytical model clarifies that content marketing, social media campaigns, and WOM are the
independent variables for thumb-stopper ads.
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Figure 2: Analytical Model
Developed by Researchers

The analysis considered the essential elements outlined in the above model, encompassing emotional
appeal, metrics related to attention and engagement, brand messaging and storytelling, customer
loyalty, and brand advocacy (Thompson, 2020). The presented model demonstrates the impact of
thumb-stopper ads on customer perceptions and behaviours, ultimately resulting in heightened levels
of brand loyalty and advocacy.

Table 1: Background of Each Variable

Variable Source(s) Justification
Emotional Appeal Thomas and Treiber, 2020; Mehrabi et Emotional appeal influences brand loyalty.
al., 2021
Attention and Engagement Ahmadi and Ataei, 2022; Hammadi and | Metrics measure the impact of thumb-stopper
Qureishi, 2013 advertisements.
Storytelling and Brand Moe, 2023; Tawte et al., 2019 Storytelling is vital for engagement with short
Messages videos.
Customer Loyalty Gul et al., 2021; Wilk et al., 2021; Thumb-stopper ads contribute to customer
Ahmadi and Ataei, 2022 loyalty.
Brand Advocacy Gul et al., 2021; Mehrabi et al., 2021; Thumb-stopper advertisements have led to an
Thomas and Treiber, 2020; Wilk et al. increase in brand advocacy.
2021

Discussion of results

In this section, we delve into the detailed results of our analysis of the impact of emotional appeal,
attention and engagement metrics, brand messaging, and storytelling on customer loyalty and brand
advocacy through thumb-stopper advertisements. The aim was to deconstruct the complex interactions
of the intricate relationships among these variables in the proposed theoretical model. The following
subsections detail the findings, their implications, and their alignment with the research objectives. To
enhance the depth of the analysis, we focused on how these elements interact within the framework of
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thumb-stopper advertisements uniquely designed to capture user attention in a saturated media
environment.

Presentation of findings

The SmartPLS SEM analysis provided several crucial insights into the relationships between Emotional
Appeal (EA), Attention and Engagement Metrics (AEM), Brand Messaging and Storytelling (BM),
Customer Loyalty (CL), Brand Advocacy (BA), and their interactions through Thumb-Stopper
Advertisements (TAD). Our structural equation modelling approach validated the hypothesised
relationships, aligning with previous research findings on similar constructs (Hulland, 1996).

Key findings

1. Thumb-stopper ads significantly enhance customer engagement and retention by leveraging the
Zeigarnik Effect (Hammadi and Qureishi, 2013).

2. Emotional attachment is crucial in mediating the relationship between brand reputation and
advocacy (Ahmadi and Ataei, 2022).

3. Online brand advocacy and loyalty are mutually reinforcing, with thumb-stopper ads as a key driver
(Wilk, Soutar, and Harrigan, 2021).

4. Narrative processing in advertisements enhances consumer engagement, mainly when they create
curiosity and incomplete stories (Chang, 2019).

5. Social media platforms, especially Facebook, are effective environments for thriving thumb-stopper
ads (Ghosh, 2019; Shareef et al., 2019).

These findings contribute to a broader understanding of effective advertising strategies in the digital
age, providing actionable insights for marketers aiming to maximise their brands' impact by compelling
brief content. The findings revealed that emotional appeal drives attention and significantly enhances
engagement metrics, which are critical in fostering customer loyalty. Furthermore, when combined
with storytelling, brand messaging strengthens the impact of emotional appeal, thereby leading to
higher levels of brand advocacy. This nuanced understanding of the variables underscores the
importance of integrating emotional appeal, attention, engagement, and storytelling to create thumb-
stopper advertisements and build lasting customer relationships.
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Figure 3: Analytical Measurement Model

The analytical model (figure 3) elucidated the connections between the variables. These connections
were statistically significant, with most values exceeding 0.7, indicating robust relationships. However,
the nuanced interactions between variables such as Brand Messaging Storytelling and Thumb-stopper
Ad Effectiveness reveal a more complex interplay.

Table 2: Path Coefficients and Significant Relationships

Path Path Coefficient p-value
AEM -> BM 0.565 <0.001*
BM ->TAD 0.588 <0.001*
EA -> AEM 0.601 <0.001*
TAD ->BA 0.663 <0.001*
TAD ->CL 0.663 <0.001*

Note: *p <0.001 indicates statistical significance.

Positive path coefficients illustrate the strength and direction of the relationships. For example, a
coefficient of 0.565 demonstrates a substantial positive correlation between Attention and Engagement
Metrics and Brand Messaging and Storytelling, similar to the findings of Hartill (2019) on model
validation. Similarly, the high path coefficients for TAD — BA and TAD — CL underscore the critical
role of the thumb-stopper ad effectiveness in driving brand advocacy and customer loyalty. Our
analysis also unearthed unexpected insights into these mediating effects. For instance, the coefficient
of 0.390 signifies the indirect effect of Brand Messaging and Storytelling on Thumb-stopper Ad
Effectiveness through Brand Advocacy. This highlights the pivotal role of compelling narratives in
enhancing advertising effectiveness and underscores the necessity of solid storytelling in fostering
customer loyalty. This finding is supported by Chang (2019), who discussed the impact of narrative
advertisements on consumer processing and engagement, emphasising that compelling storytelling can
significantly enhance advertisement outcomes. Dowling (2020) explored how deep storytelling creates
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alternative economies of journalism, paralleling its importance in advertising by engaging audiences
more deeply.

Table 3: Indirect Effects

Indirect Effect Indirect Effect Coefficient

BM ->TAD ->BA 0.390

The total effects provide a holistic view of how constructs influence each other, incorporating both the
direct and indirect effects. Emotional Appeal notably influenced Customer Loyalty with a total effect
coefficient of 0.132, illustrating the profound impact of emotional resonance on building customer
loyalty. This finding reiterates the importance of emotionally engaging content for creating lasting
customer relationships. These indirect effects underscore the mediating role of Brand Messaging and
Storytelling. The coefficient of 0.390 highlights its significant impact on Thumb-stopper Ad
Effectiveness through Brand Advocacy, which aligns with recent studies on the role of mediation in
marketing effectiveness (Baron and Kenny, 1986).

Table 4: Total Effects
Total Effect Total Effect Coefficient
Emotional Appeal — Customer Loyalty 0.132

Various fit indices were used to assess the alignment of the model with observed data. An RMSEA
value of 0.065 and CFI and TLI values of 0.920 and 0.912 indicated a good model fit. The fit indices
suggest that the model aligns well with the data and effectively captures the complexities of the
relationships between the variables.

The total effect illustrates the overall influence of the constructs, with Emotional Appeal having a
substantial impact on Customer Loyalty (0.132). This finding resonates with research highlighting the
importance of emotional resonance in customer loyalty (Oliver, 1999).

Table 5: Model Fit
Fit Index Value
RMSEA 0.065
CFI 0.920
TLI 0.912

Table 6: Cronbach's Alpha

Variable Cronbach's alpha
AEM 0.665
BA 0.689
BM 0.637
CL 0.705
EA 0.673
TAD 0.598

The constructs' internal consistency was evaluated using Cronbach's alpha. The attention and
engagement metric (AEM) has a Cronbach's alpha of 0.665, indicating moderate reliability. This finding
suggests that the items used were reasonably consistent and reliable in measuring this construct. Brand
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Advocacy (BA) exhibited a Cronbach's alpha of 0.689, indicating moderate internal consistency and a
stable measure of brand Advocacy. Cronbach's alpha values reflect the internal consistency across
constructs. AEM's o = 0.665 and BA's a = 0.689 align with established thresholds for moderate internal
consistency (Nunnally and Bernstein, 1994). BM a = 0.637 and TAD o« = 0.598 indicated acceptable
reliability, with slight deviations from ideal values, similar to the findings of related studies (Churchill,
1979).

The Cronbach's alpha for Brand Messaging and Storytelling was 0.637, demonstrating adequate
internal consistency. Although this value is slightly lower, it still supports a reasonable degree of
reliability for measuring the effectiveness of brand messaging. Customer Loyalty (CL) had a Cronbach's
alpha of 0.705, suggesting a high level of internal consistency. This indicates that the metrics used to
evaluate customer loyalty were robust and reliable. Emotional Appeal (EA) had a Cronbach's alpha of
0.673, indicating moderate internal consistency and a stable measure of emotional engagement. Thumb-
stopper Ad Effectiveness (TAD) had a Cronbach's alpha of 0.598, suggesting moderate internal
consistency. Although lower than the other constructs, this value indicates a reliability in measuring
advertising effectiveness.

Data analysis and interpretation

Thomas and Treiber (2020) emphasise how Thumb-stopper ads leverage the Zeigarnik effect to
maintain viewer engagement by creating psychological tension and curiosity. The Zeigarnik effect,
which accentuates the recall of interrupted or unfinished tasks, underscores the importance of
immediate attention capture in advertisements. This psychological tendency leads to increased
interaction with content beyond its conclusion (Moe, 2023). The findings validate this by showing that
Thumb-stopper advertisements effectively harness the Zeigarnik effect to bolster brand awareness and
consumer engagement, corroborating the conclusions of recent research (Shapiro and Krishnan, 2022).
The literature review highlighted the significance of thumb-stopper advertisements in the digital
advertising domain. These advertisements are renowned for their capacity to capture viewers' attention
rapidly and convert them into brand advocates. The Zeigarnik effect, which highlights the human
tendency to focus on incomplete tasks, further elucidates why thumb-stopper advertisements are more
effective than traditional ones. By leveraging this psychological phenomenon, thumb-stopper ads
engage viewers more deeply, prompting them to complete the ad's incomplete narrative.

Implications of the literature (Zeigarnik Effect)

The Zeigarnik effect accentuates the importance of immediately capturing viewers' attention and
sparking their interest. This psychological drive to seek a resolution leads to greater engagement with
advertisements that leverage incomplete or intriguing narratives. Thumb-stopper advertisements can
significantly enhance brand awareness and engagement by harnessing this effect. The SmartPLS SEM
study corroborates this hypothesis by demonstrating that emotionally engaging content and
compelling storylines in thumb-stopper ads exploit Zeigarnik's effect in boosting customer loyalty and
brand advocacy.

Support for the research question or hypothesis

The findings from the SmartPLS SEM analysis robustly support the research question and hypotheses
and are consistent with insights from the literature review.

Hi: Emotional Appeal, Attention, and Engagement Metrics

Our initial hypothesis posited a positive correlation between emotional appeal, attention, and
engagement metrics. This hypothesis is supported by a significant path coefficient of 0.601 (p < 0.001),
indicating that emotionally resonant thumb-stopper ads effectively capture and hold viewers' attention.
This supports the findings of Oliver (1999) and aligns with research on the impact of emotional
engagement on advertising effectiveness (Hulland, 1996).

H:: The Effectiveness of Thumb-stopper Ads, Storytelling, and Brand Messaging.

The second hypothesis suggests a positive relationship between Brand Messaging and Storytelling and
Thumb-stopper Ad Effectiveness. This finding was supported by a path coefficient of 0.588 (p < 0.001),
highlighting the critical role of storytelling in amplifying the effectiveness of thumb-stopper
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advertisements. This finding corroborates the literature that emphasises the role of narratives in
enhancing advertising effectiveness (Escalas and Stern, 2003).

Hs: Thumb-stopper Ad Effectiveness and Customer Loyalty

The third hypothesis proposes a positive correlation between Thumb-stopper Ad Effectiveness and
Customer Loyalty. The substantial path coefficient of 0.663 (p < 0.001) supports this hypothesis,
underscoring the ability of thumb-stopper ads to foster emotional connections and enhance customer
loyalty. This corroborates the literature that emphasises the role of narrative in enhancing advertising
effectiveness (Escalas and Stern, 2003).

Hay: Thumb-stopper Ad Effectiveness and Brand Advocacy

The fourth hypothesis posits that Thumb-stopper Ad Effectiveness and Brand Advocacy are positively
related. This was supported by a substantial path coefficient of 0.663 (p = 0.001), indicating that effective
thumb-stopper ads contribute significantly to brand advocacy through positive customer experience
and emotional engagement. The fourth hypothesis posits that Thumb-stopper Ad Effectiveness and
Brand Advocacy are positively related. This was supported by a substantial path coefficient of 0.663 (p
=0.001), indicating that effective thumb-stopper ads significantly contribute to brand advocacy through
positive customer experience and emotional engagement. This supports the idea that effective Thumb-
stopper ads encourage brand advocacy through enhanced emotional engagement and loyalty, aligning
with recent research on the impact of effective advertising on brand advocacy (Keller, 2001).

This study validates the hypotheses regarding the effects of emotional appeal, attention and
engagement metrics, brand messaging, and storytelling on customer loyalty and brand advocacy in
thumb-stopper advertisements. Empirical evidence and a literature review affirm the complex
interplay among these factors, reinforcing the strategic value of thumb-stopper ads in driving brand
loyalty and advocacy in today's digital marketing landscape. Our findings align with the existing
literature, confirming that thumb-stopper ads effectively enhance brand advocacy and loyalty. This
empirical evidence reinforces the value of leveraging psychological principles, such as the Zeigarnik
effect, to maximise advertising impact.

Policy implementations and recommendations

Although our study deepens the understanding of the linkages being studied, several directions may
still be investigated. Beyond thumb-stopper advertisements, future research could explore the efficacy
of emotional appeal in other advertising formats, allowing for a broader assessment of the
generalisability of our findings. For instance, Ahmadi and Ataei (2022) highlighted the role of emotional
attachment in bridging brand reputation and advocacy, suggesting that emotional appeal could have a
broader impact across various advertising formats. Longitudinal studies can be used to identify causal
links and elucidate how these dynamics change over time. As Hammadi and Qureishi (2013) illustrate,
understanding the Zeigarnik Effect's role in consumer attention over extended periods could provide
insights into how advertising impacts evolve. Qualitative research may also explore subtle emotional
reactions elicited by diverse advertising components, thus enhancing our understanding of consumers'
perspectives.

Dowling (2020) discusses the significance of deep storytelling, which can be further explored through
qualitative studies to uncover nuanced consumer responses to various narrative elements. The
applicability of our findings to various markets can be further improved by investigating cultural and
contextual changes in the connections discovered. Khairullah and Khairullah (2021) emphasised the
importance of cultural values in advertising effectiveness, suggesting that cross-cultural studies could
enrich our understanding of how different contexts influence advertising reception. Further research
into the moderating impacts of elements such as brand authenticity, consumer scepticism, and
demographic demographics may yield a more nuanced understanding of the subtleties of brand-
customer interactions. Wilk et al. (2021) provided insights into how these moderating factors can
influence brand advocacy and loyalty, which could be valuable for future studies. Consequently, our
study offers new perspectives on how advertising and brand management have changed. We strive to
provide researchers and practitioners with the knowledge necessary to create more compelling and
resonant brand communication by shedding light on the underlying mechanisms that fuel consumer
loyalty and advocacy.
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Conclusion

This section discusses the study's main findings, describes its contributions to the area, and provides
suggestions for further research. Insightful results were obtained by analysing how emotional appeal,
attention, engagement metrics, brand messaging and storytelling, customer loyalty, and brand
advocacy interact with thumb-stopper advertisements. This study revealed that thumb-stopper ads
designed to leverage the Zeigarnik Effect significantly enhance customer engagement and retention. A
significant positive correlation was found between Emotional Appeal and Attention and Engagement
Metrics, suggesting that emotional appeal in commercials effectively captures viewers' attention and
retains their interest (Hammadi and Qureishi, 2013).

Attention and Engagement Metrics were found to mediate the effects of Emotional Appeal on Brand
Messaging and Storytelling, highlighting the crucial role of viewer engagement in effective brand
communication (Ahmadi and Ataei, 2022). The impact of brand messaging and storytelling on
customer loyalty has been well demonstrated, confirming that these techniques significantly strengthen
the relationship between customers and brands (Chang, 2019). The positive relationship between
Customer Loyalty and Brand Advocacy underscores that satisfied customers will likely become brand
ambassadors and promote business (Wilk et al. 2021).

This study significantly contributes to the body of knowledge in several ways. By scientifically
examining the correlations between Emotional Appeal, Attention and Engagement Metrics, Brand
Messaging and Storytelling, Customer Loyalty, and Brand Advocacy, we enhance the understanding
of brand-customer dynamics (Shareef et al.,, 2019). These findings support and expand existing
hypotheses on how storytelling, engagement, and emotions influence customer perceptions and
behaviours (Ghosh, 2019). Marketers and advertisers can gain actionable insights from this study,
particularly the importance of emotional resonance and engagement and compelling the role of brand
narratives in fostering loyalty and advocacy (Ahmadi and Qureishi, 2013; Ahmadi and Ataei, 2022).
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Bu ¢alisma, perakende sektoriinde faaliyet gosteren firmalarin satis gelirlerine ve aktif karliligmna etki
eden faktorleri bulmay1 hedeflemektedir. Calisma 2015/3 ile 2022/9 ceyreklik dénemleri kapsamakta
ve hisse senetleri Borsa Istanbul’a kote olan, perakende firmalarindan olusmaktadir. 2022 yili
itibariyle Borsada perakende sektoriinde islem goren 14 firma bulunmaktadir. Bu firmalar arasindan
6 firmanin verilerine ulasilamadig: icin analize dahil edilememis, verileri istenen 6zellikte olan 8
firmayla olusturulan panel veri {izerinden analizler yapilmistir. Analizlerde regresyon ve korelasyon
testleri yapilmistir. Orneklemden elde edilen panel veri, Stata 13.0 ve EViews 9 paket programlari
kullarularak analiz edilmistir. Yapilan analiz sonuglarma gore, pazarlama, satis ve dagitim

giderlerinin satig gelirleri; genel yonetim giderleri ve reklam harcamalarinin ise aktif karlihik (ROA)
iizerinde etkisinin oldugu tespit edilmistir.

Anahtar Kelimeler: Satis Geliri, Aktif Karlilig1, Reklam Harcamalari, Pazarlama Satis Dagitim Gideri

Jel Kodlari: M31, M37, C51

Abstract

This study aims to find the factors that affect the sales revenues and asset profitability of companies
operating in the retail sector. The study consists of retail companies listed on Borsa Istanbul, covering
the quarter periods between 2015/3 and 2022/9. In the sample, as of 2022, 14 companies are traded in
the retail sector on the stock exchange. Since the data of 6 companies among these companies could
not be accessed, they could not even be analysed, and analyses were made on the panel data created
with eight companies whose data had the desired characteristics. Regression and correlation tests
were performed in the analyses. The panel data obtained from the sample were analysed using Stata
13.0 and EViews 9 package programs. According to the results of the analysis, it has been determined
that marketing, sales, and distribution expenses impact sales revenues, while general administrative
expenses and advertising expenses impact return on assets (ROA).

Keywords: Sales Income, Return on Assets, Advertising Expenditures, Marketing Sales Distribution
Expenses
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Extended Abstract

The effects of marketing expenditure operating in Borsa Istanbul on company performance
Literature

Companies evaluate their proximity to the desired targets by looking at the period results or whether they have performed better
than the targeted situation. To measure this concept defined as financial performance, performance criteria such as sales figures,
profitability ratios (ROA, ROE etc.), periodic growth, and investment return rates are used (Baykal et al. 2018:118). Of these
criteria, ROA is how much income the company earns with its assets, and sales revenue is the profit obtained from transferring
the right to use or ownership of a product or commercial good that is an asset for the company to the customer. In their study,
Dekimpe and Hansses (1995: 1) determined that marketing expenditures positively affect sales in the long term. In the study
where Gupta (2008: 3) investigated the effect of advertising expenditures on company performance, he revealed that the effect of
advertising expenditures on profitability was negative, while the impact on sales was positive and significant. In their study,
Geyikgi and Mucan (2016: 68) revealed that the effect of advertising expenditures on profitability and net sales is relatively high.

Research subject

This study investigated the possible effects of marketing, sales and distribution expenses, general administrative expenses, and
advertising expenses, which constitute operating expenses, on firm performance. It considered changes in sales revenue and
return on assets (ROA), an accounting-based performance indicator.

Research purpose and importance

This research aims to determine the factors affecting the sales revenues and return on assets (ROA) of companies operating in the
retail sector.

Contribution of the article to the literature

It is expected to contribute to the literature by examining the changes in the companies' active profitability and sales revenues
and by addressing these concepts specifically in the retail sector operating in Borsa Istanbul.

Design and method
Research type

This study analysed panel data created with eight companies whose data meet the required specifications among retail companies
whose stocks are listed on Borsa Istanbul. In this context, this research is explanatory research based on quantitative data.

Research problems

The main problem of this study is whether marketing, sales and distribution expenses, general administrative expenses and
advertising expenses, which constitute the types of operating expenses, affect the companies' active profitability (ROA) and sales
revenues.

Data collection method

This study covers companies operating in the retail sector whose stocks cover the quarterly periods between 2022/09 and 2015/03
and are listed on the stock exchange. Eight companies with complete data were examined in the study.

Quantitative/qualitative analysis

Descriptive statistics of the variables, regression, and correlation analyses were primarily used to analyse the data. To test the
research model, the panel data obtained from the sample was analysed using Stata 13.0 and EViews 9 package programs.

Research model

Model 1=SALESIN=q; + B;(RHM), + p;(NAKD), + w;(MOD) +¢;;

Model 2 = SALESIN =q; + 8;(RHM); + 1;(GYG), + p;(NAKD); + w;(MOD),+¢;;

Model 3 = SALESIN =q; + 8;(RHM), + 1;(GYG), + 3;(PSD), + p;(NAKD), + w;(MOD),+¢;;
Model 4 = ROA=a; + B;(RHM), + p;(NAKD), + w;(MOD), + ;

Model 5 =ROA=qa; + B;(RHM), + n;(GYG); + p;(NAKD), + w;(MOD) +¢;,

Model 6 = ROA=qa; + B;(RHM), + 1;(GYG), + 0;(PSD); + p;(NAKD); + w;(MOD)+¢;
Findings and discussion

Findings as a result of the analysis

As a result of the descriptive statistical analysis, it can be said that the number of observations of all variables examined within
the scope of the research is 240. Therefore, the panel data set created is a balanced panel. The correlation analysis results
determined that no correlation between the dependent and the independent variables could be considered very strong. The
regression model specification tests rejected models 1, 2, and 3. According to the results of the Hausman Test conducted for Model
4, Model 5 and Model 6, it can be said that the random effects model is a good regression model in the estimation of these models.
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Discussing the findings with the literature

As a result of the analysis conducted in this research, an adverse effect of advertising expenditures on sales revenues was found.
Although advertising expenditures decreased sales revenues, it was found to have a positive and significant effect on profitability.
This result is similar to the literature findings that advertising expenditures increase firm performance and, accordingly, firm
profitability (Paton and Williams, 1999; Conchar et al., 2005; Gupta, 2008; Altin, 2010; Geyik¢i and Mucan, 2016; Sonmez and
Ozkan, 2021).

The research results reveal that general administrative expenses positively and significantly affect the firm's profitability. This
finding is parallel to similar research results in the literature (Gtilsen, 2010; Oztiirk and Diilgeroglu, 2016; Saking, 2020; C)nde@
and Levet, 2023).

Conclusion, recommendation and limitations
Results of the article

The study covers the quarterly periods of 2015/3 to 2022/9 and consists of retail companies listed on Borsa Istanbul. When the
study results are evaluated, it is concluded that companies' marketing, sales and distribution expenses impact sales, while general
administrative expenses and advertising expenses impact profitability. Based on these results, it can be said that these activities
that companies consider as expenses positively impact company performance. In this case, it can be said that increasing
advertising expenses and general administrative expenses by companies will positively impact their profitability. Advertising
expenses will increase their ultimate goal of profitability by allowing companies to reach consumers and be remembered
simultaneously. In addition, it is expected that companies that use marketing activities effectively will have higher competitive
advantages, and accordingly, they will affect the change in sales and increase company performance. Companies operating in the
retail sector will be able to increase their company performance by creating awareness among consumers by showing the
importance of operating expenses, increasing the preferability of their products, and increasing both their profitability and sales
with the correct marketing elements.

Suggestions based on results

This study investigates and analyses whether the marketing, sales and distribution expenses, general administrative expenses,
and advertising expenses, which constitute the operating expenses, affect the companies' active profitability (ROA) and sales
revenues. Within the scope of this research, ROA and sales revenue were used as firm performance measures. In future studies,
different variables (such as ROE, R&D expenses, Market value, Company value, Brand value, and Customer awareness) can be
included in the scope of the study, and a different perspective can be brought to the effectiveness of advertising expenses, general
administrative expenses and marketing sales distribution expenses. The effects of the types of advertising made in the retail sector
(such as advertisements made in visual and audio media) and the relationships between the number of advertisements and
advertising expenses on sales revenues and profitability can be examined.

Limitations of the article

This study covers the quarterly periods of 2015/3 to 2022/9 and consists of retail companies listed on Borsa Istanbul. In 2022, when
the research was conducted, there were 14 companies in the BIST retail sector. However, since the footnotes of some companies,
especially the advertising expenditure item, could not be reached, six companies were excluded from the scope of the research.
In addition, the small number of companies operating in the BIST retail sector and the lack of old data because the companies are
newly established constitute an essential limitation regarding panel regression.
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Giris

Firmalarin, pazarlama ve reklam harcamalarinin kisa vadede karlilik {izerinde olumsuz bir etki
olusturdugu ve ayni1 zamanda gider unsuru oldugu kabul edilmektedir. Ancak kisa vadede gider
unsuru olarak goriilen pazarlama ve reklam harcamalari, uzun vadede deger yaratacak bir yatirrm
unsuru olarak nitelendirilmektedir. Ayrica finansal olarak degerlendirildiginde, pazarlama ve reklam
harcamalarimin firmalarin gelecekteki satislarini, karii ve buna bagh olarak da nakit akislarmi artiric
bir etkiye sahip olmas: beklenmektedir (Topuz ve Aksit, 2013: 54). Bununla beraber rekabetin yogun
oldugu sektorlerde, pazarlama harcamalarina gerektigi kadar onem vermeyen isletmelerin gelecekte
satislarinin  ve karliliklarinin azalmasi s6z konusudur. Bu durumda isletmelerin, pazarlama

faaliyetlerine ilgili onemin verilmesi kendi yararina olacaktir (Hacthasanoglu, Kurtoglu ve Temiz, 2017:
433).

Firmalarin temel faaliyet giderlerini olusturan kalemler; aragtirma-gelistirme giderleri, genel yonetim
giderleri ve pazarlama, satis ve dagitim giderleridir. Kugkusuz isletmelerin pazarlama giderleri en
onemli faaliyet gideridir. Yapilan teorik tartigmalar neticesinde pek ¢ok ¢alismaya konu olmus bu
giderin firmalara gelecekte deger katacak bir yatirim araci oldugu savunulmaktadir (Dogan ve Mecek,
2015:181). Pazarlama giderinin en Onemli kalemlerinden biri reklam harcamalaridir. Reklam
harcamalar1 firma performansinin ve firma degerinin artirilmasini saglar. Reklam faaliyetleri; firmalarin
ve irilinlerinin daha fazla taninmasini saglayip aym zamanda pazar paylarinn artirilmasma olanak
vermektedir (Altin, 2010: 60).

Firmalar, donem sonugclarina bakarak ulasilmak istenen hedeflere ne kadar yaklasildigini ya da
hedeflenen durumdan daha iistiin bir performans sergilenip sergilenmedigini degerlendirmektedir.
Finansal performans olarak tanimlanan bu kavrami 6l¢mek igin, satis rakamlari, karlilik oranlari (ROA,
ROE vb.), donemsel biiytime, yatirim geri doniis oranlar1 gibi performans kriterleri kullanilmaktadir
(Baykal, Zehir ve Kole, 2018: 118). Bu kriterlerden ROA isletmenin sahip oldugu varliklariyla ne kadar
gelir elde ettigini baska bir deyisle faaliyetlerde kullanilan varliklarin ne derece etkin kullamildigim
ifade etmektedir (Karadeniz ve iskenderoglu, 2011: 69). Satis geliri, firma agisindan varlik niteliginde
olan bir iiriiniin veya ticari bir malin kullanim hakkinin veya miilkiyetinin miisteriye transferi
neticesinde elde edilen kazang olarak nitelendirilmektedir (Unkaya ve Dabbagoglu, 2016: 123). ROA ve
satis geliri firma performans degerlemesi agisindan olduk¢a 6nemli bir konuma sahiptir ve bu
degiskenlerin firma faaliyetlerinden nasil etkilendigi merak konusudur.

Firmalarin faaliyet gideri yapmalariin temel sebebi karliliklarini1 ve bilinirliklerini artirmaktir. Bu
baglamda bu aragtirmanin amaci, faaliyet gider tiirlerini olusturan pazarlama, satis ve dagitim giderleri
ve genel yonetim giderleri ile reklam harcamalarinin firma performans: tizerindeki olasi etkilerini
olgmektir. Firma performansi i¢in muhasebe temelli performans gostergesi olan aktif karliligi (ROA) ile
satig gelirindeki degisimler dikkate alinmustir. Bu kapsamda Borsa Istanbul’da faaliyet gosteren,
perakende sektoriinde yer alan 8 firma analize dahil edilmistir. Firmalarin aktif karlilig1 ve satis gelirleri
degisimini inceleyen caligma sayisinin yetersiz olmast dolayistyla ve bu kavramlarin Borsa Istanbul’da
perakende sektorii 6zelinde incelenmesinin ¢alismanin 6zgiinliigiinii artiracagy ve literatiire katka
saglayacag1 diistiniilmektedir.

Literatiir taramasi

Brooksbank, Kirby ve Wright,'nin (1992: 221) calismalarinda, kiigiik ve orta 6lgekli imalat firmalarinin
pazarlama harcamalariin firma performansina etkisini incelemislerdir. Calisma sonucunda pazarlama
harcamas1 fazla olan firmalarin firma performansinin ¢ok daha basarili oldugu tespit edilmistir.
Dekimpe ve Hansses (1995: 1) yaptiklar1 ¢alismada, pazarlama harcamalarinin satiglar iizerindeki
etkisini arastirmiglardir. Arastirma sonucunda pazarlama harcamalarmnin satislar1 uzun vadede pozitif
yonde etkiledigi bulunmustur. Bir baska ¢alismada Paton ve Williams (1999: 91) reklam harcamalarinin
firma performansina etkisini incelemislerdir. Calismaya konu olan 323 firmanin 1991-1993 yillan
arasindaki verileri kullanilarak panel veri ile yapilan analiz sonucunda reklam harcamalarinin firma
performansi iizerinde etkisi oldugu ortaya konmustur. Conchar, Crask ve Zinkhan'nin (2005: 445) ise
calismalarinda reklam harcamalar: ile firmalarin piyasa degeri arasindaki iliskiyi incelemiglerdir.
Calismada, literatiirden elde edilen ekonometrik modellerin meta-analiz ¢ercevesinde ortaya ¢ikan
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sonuglar1 degerlendirilmistir. Meta-analiz sonuglarinda; reklam harcamalari ile firmalarin piyasa degeri
arasinda pozitif bir iligki oldugu saptanmasgtir.

Tiirkiye’de yapilan bir caligmada ise Kiilter ve Demirgiines (2007: 444) IMKB’de hisse senetleri islem
goren perakendeci firmalarin karliligini etkileyen degiskenleri incelemislerdir. Bu amagla 1997-2006
yillar1 arasindaki veriler kullanilarak biitiinlesik regresyon analizi yapilmistir. Yapilan analiz
sonucunda; perakendeci firmalarin pazar paylarinin ve sermaye yatirimlarmin artirilmasinimn karhlhig:
arttirdigs, firma biiylikliigii ve bor¢lanmanin ise karliligr azalttigi bulunmustur.

Gupta (2008: 3) calismasinda reklam harcamalarinin firma performansi iizerindeki etkisini arastirmistir.
Bu amagla tekstil, gida ve otomotiv sektorlerinde yer alan firmalarin 1997-2006 yillar1 arasindaki verileri
kullanmigtir. Ug farkli sektoriin verileri birlikte degerlendirildiginde; reklam harcamalarimin karlilik
tizerindeki etkisinin negatif oldugu, satislar tizerindeki etkisinin ise pozitif ve anlamli oldugu ortaya
konmustur. Sektorler ayr1 ayr ele alindiginda, otomotiv sektoriinde reklam harcamalarinin karlilik ve
satiglar tizerindeki etkisinin pozitif ve anlaml oldugu tespit edilmistir. Gida ve tekstil sektorlerinde ise
reklam harcamalarinin karlilik tizerinde negatif ve anlamli bir etkisi oldugu bulunmustur. Altin (2010:
59) calismasinda IMKB sanayi endeksinde bulunun 142 sirketin verilerini kullanarak reklam
harcamalarmin firmalarin piyasa degeri tizerindeki etkisini incelemistir. Calisma sonucunda reklam
harcamalari ile firma degeri arasinda pozitif yonlii bir iliski bulunmustur. Buradan hareketle, firmalarin
reklam harcamalari arttik¢a firma degerinin de artacag ifade edilmektedir. Cift¢i, Doganay ve Giilsen
(2010: 95) yaptiklar1 arastirmada, pazarlama harcamalarinin firma karhliklari tizerindeki etkisini
incelemislerdir. Calismada 2000-2008 yillar1 arasinda IMKB‘de islem goren 82 firmanin panel veri ile
analizi gerceklestirilmistir. Analiz sonucuna gore, genel yoOnetim giderlerinin, pazarlama
harcamalarimin ve aktif biiytikliigiin firmalarin performans: {izerinde pozitif bir etkisi oldugu tespit
edilmistir. Bu degiskenler arasindaki en onemli degiskenin de pazarlama harcamalari oldugu ifade
edilmistir. Dogan ve Mecek (2015: 180) yaptiklar1 calismada pazarlama harcamalar ile firma degeri
arasindaki iliskiyi incelemislerdir. Arastirmada, Borsa Istanbul’da yer alan ve imalat sektoriinde faaliyet
gosteren 120 firmanin 2009-2012 yillar1 arasindaki verileri kullanilmistir. Calismada muhasebe temelli
performans gostergesi olan aktif karlilig1 ile 6z sermaye karlilig1 ve piyasa temelli performans gostergesi
Tobin’s q (Q) oran1 kullanilarak panel regresyon analizi yapilmistir. Gergeklestirilen analiz sonucunda,
pazarlama harcamalari ile firma degeri arasinda pozitif ve istatistiksel olarak anlamli bir iliski oldugu
saptanmigtir. Citak (2015: 49) yaptig1 calismada, Borsa Istanbul KOBI Sanayi Endeksi'nde yer alan
firmalarin 2012-2013 yillarina ait verilerini kullanarak pazarlama yatirimlarinin firma performansi ile
iliskisini incelemistir. Calisma sonucunda firmalarin pazarlama yatirimlarini arttirarak faaliyet
etkinliklerini de arttirabilecegi ve buna bagh olarak firma performansinin artacag: tespit edilmistir.

Geyik¢i ve Mucan (2016: 68) yaptiklar: ¢alismada, hizmet sektdriinde faaliyet gosteren 10 firmanin
reklam harcamalarinin finansal performans {izerindeki etkisini incelemislerdir. Calismaya konu olan
firmalarin 2009-2016 yillar1 arasindaki ¢eyreklik donemlerinden elde edilen veriler panel veri analizi ile
test edilmigtir. Analiz sonucunda; reklam harcamalarinin karlilik ve net satiglar {izerindeki etkisinin
oldukga yiiksek oldugu ortaya konmustur. Oztiirk ve Diilgeroglu (2016: 141) ise aragtirmalarinda genel
yonetim giderleri ve pazarlama giderlerinin firma performans: tizerindeki etkisini incelemisledir.
Calisma, BIST imalat sektoriinde islem goren 44 firmanin 2007-2015 yillar: arasindaki verileri {izerinde
gerceklestirilmistir. Verilerin panel regresyon analizi sonucunda; pazarlama giderlerine 6nem veren
firmalarin genel yonetim giderlerine 6nem veren firmalara kiyasla satis performansini artirdig tespit
edilmistir. Bagka bir ifadeyle, arastirma sonucunda pazarlama harcamalarina yonelik calismalarin
firmalarin satis performansini daha giiclii etkileyecegi ortaya konmustur.

Ayricay ve Kilig (2018: 177) calismalarinda BIST'te faaliyet gosteren 21 metal esya ve 21 gida, makine ve
gere¢ firmasinin 2005-2015 yillar1 arasindaki verilerini 462 gozlem {lizerinden kullanarak pazarlama
yogunlugunun firma performans: iizerindeki etkisinin bu sektorlerde farklilasip farklhilasmadigini
incelemislerdir. Arastirma verileri panel veri regresyon analizi ile analiz edilmistir. Analiz sonucuna
gore metal esya ve gida, makine ve gere¢ yapim sektorlerinde pazarlama harcamalarimin satislara
oraninin PD/DD oranimi gida sektoriine gore pozitif yonde ve daha yiiksek oranda etkiledigi tespit
edilmistir.

Hacthasanoglu vd. (2017: 432) yaptiklar: ¢alismada pazarlama harcamalarinin satis gelirleri tizerindeki
etkisini incelemislerdir. Bu amag dogrultusunda, BIST hizmet ve imalat sektoriinde faaliyet gosteren
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firmalarin  2005-2016 yillar1 arasindaki verileri havuzlanmis veri regresyon analizi ile
degerlendirilmistir. Yapilan analiz sonucunda, pazarlama harcamalarmnin satiglar1 olumlu yonde
etkiledigi tespit edilmistir. Ayrica hizmet sektdriinde pazarlama faaliyetlerine yonelik harcamalarin
imalat sektoriine gore satis gelirlerini daha yiiksek etkiledigi ve iki sektor arasinda bu durumun
farkhlastig1 ortaya konmustur.

Saking (2020: 37) ¢alismasinda faaliyet giderlerinin firma performans: {izerindeki etkisini incelemistir.
Calismada Borsa Istanbul teknoloji sektoriinde faaliyet gosteren 8 firmanin 2011-2018 yillar arasindaki
verileri kullanilarak panel veri analizi uygulanmistir. Gergeklestirilen analiz sonuglarina gore,
pazarlama satis dagitim giderlerinin firma performans: {izerinde anlamli bir etkisinin olmadigy,
aragtirma gelistirme giderleri ile genel yonetim giderlerinin ise firma performansmi artirdig1 tespit
edilmistir. Sonmez ve Ozkan (2021: 644) calismalarinda Borsa Istanbul’da icecek, gida ve tiitiin
sektoriinde hisse senetleri islem goren 18 firmanin reklam harcamalarinin firma karlilig1 ve satislar
tizerindeki etkisini incelemislerdir. Calisma 2011-2019 yillar1 arasindaki veriler kullanilarak
Genellestirilmis Moment YoOntemleri analizi ile test edilmistir. Gergeklestirilen analiz sonucunda;
reklam harcamalarinin satiglardaki degisimi ve firma karhihigim pozitif ve anlamh olarak etkiledigi
ortaya konmustur. Ondes ve Levet (2023: 77) yaptiklari galismada, faaliyet giderlerinin firma karlilig
tizerindeki etkisini incelemislerdir. Bu amagla BIST 30 endeksinde yer alan 16 firmanin 2010-2021 yillar1
arasindaki verileri kullanilarak yapilan regresyon analizi sonucunda; genel yonetim ve AR-GE
giderlerinin firmalarin karliligini pozitif ve anlamli bir bigcimde etkiledigi tespit edilmistir. Ancak
pazarlama giderlerinin, firmalarin karlihig1 {izerinde istatistiksel olarak anlamli bir etkisi
bulunamamastir.

Yontem

Bu boliimde ¢alisama degiskenlerinin hesaplama yontemlerine ve arastirma modeline yer verilmistir.
Calismada kullanilan veri seti Kamuyu Aydinlatma Platformu (KAP) {izerinden elde edildigi i¢in bu
calisma kapsaminda etik kurul raporu gerekmemektedir.

Veri ve degiskenlerin hesaplanma yontemleri ve arastirma modelleri

Calisma, perakende sektoriinde faaliyet gosteren, pay senetleri borsaya kote olan ve 2022/09-2015/03
arasindaki ¢eyreklik donem verilerine eksiksiz bir sekilde ulasilan sekiz firmay1 kapsamaktadir. Tablo
1’de bu firmalarin Borsa Istanbul kodu ve isimleri goriilmektedir.

Tablo 1: Borsa Istanbul’da Perakende Sektoriinde Faaliyet Gosteren Firmalar

Sira Borsa

No Kodu Firma Ismi

1 BIZIM BiZIM TOPTAN SATIS MAGAZALARI A S.

2 CRFSA CARREFOUR SABANCI TICARET MERKEZI A S.

3 CASA CASA EMTIA PETROL KIMYEVI VE TUREVLERI SANAYI TICARET A.S.

4 MEPET | MEPET METRO PETROL VE TESISLERI SANAYI TICARET A.S.

5 MGROS | MIGROS TICARET A.S.

6 MIPAZ | MILPA TiCARI VE SINAI URUNLER PAZARLAMA SANAYI VE TICARET A S.

7 TKNSA | TEKNOSA iC VE DIS TICARET A.S.

8 VAKKO | VAKKO TEKSTIL VE HAZIR GiYiM SANAYI ISLETMELERI A S.

Calisma kapsaminda kullanilan degiskenler, degiskenlerin hesaplama yontemleri ve arastirma
kapsaminda kullanilan kisaltmalar: Tablo 2’de gosterilmektedir.
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Tablo 2: Aragtirma Kapsaminda Incelenen Bagimli, Bagimsiz ve Kontrol Degiskenleri

DEGISKENLER HESAPLAMA YONTEMLERI KISALTMA
BAGIMLI DEGISKENLER
Satig Gelirindeki Degisim (Satis geliri, — Satiggeliri,_,) SATISGEL
Satis Gerliri;_,
Aktif Karlilig: Net Kar/ Toplam Aktifler ROA
BAGIMSIZ DEGISKENLER
Reklam Harcamalarindaki Degisim (Reklam Harcamalari, — Reklam Harcamlari,_,) RHM

Reklam Harcamlari,_,

Genel Yonetim Giderindeki Degisim (Genel Yonetim Gideri, — Genel Yonetim Gideri;_,) GYG
Genel Yonetim Gideri,_;
Pazarlama Satis Dagitimdaki (Pazarlama Satis Dagitim, — Pazarlama Satis Dagitim,_,) PSD
Degisim Pazarlama Satis Dagitim,_,
KONTROL DEGISKENLERI
Nakit ve Nakit Benzeri Degerler Nakit ve Nakit Benzeri Degerler/Toplam Aktifler NAKD
Maddi Olmayan Duran Varliklar Maddi Olmayan Duran Varliklar/Toplam Aktifler MOD

Tablo 3’te calisma kapsaminda incelenen modeller ve modellerin ekonometrik formiilleri yer
almaktadir.

Tablo 3: Arastirma Modelleri

Modeller Model Formiilii

Model 1 SATISGEL=q; + B;(RHM), + p;(NAKD); + w;(MOD) +¢;;

Model 2 SATISGEL=a; + B;(RHM), + 1:(GYG), + p;(NAKD), + w;(MOD),+¢;,

Model 3 SATISGEL=a; + §;(RHM), + 1;(GYG), + 8,(PSD), + p;(NAKD), + w;(MOD),+¢;

Model 4 ROA=a; + B;(RHM), + p;(NAKD), + w;(MOD), + &;;

Model 5 ROA=a; + B;(RHM), + n;(GYG); + p;(NAKD), + w;(MOD) +¢;,

Model 6 ROA=q; + B,(RHM), + n;(GYG), + 8;(PSD), + p;(NAKD), + w,(MOD),+¢&;,
Bulgular

2022/09-2015/03 geyreklik donemlerini kapsayan aragtirmaya, Borsa Istanbul’a kote olan, perakende
sektoriinde faaliyet gosteren ve bilgilerine eksiksiz ulasilabilen 8 sirket dahil edilmistir. Orneklemden
elde edilen panel veri, Stata 13.0 ve EViews 9 paket programlari kullanilarak analiz edilmistir. Analizler
sonucunda elde edilen bulgular bu boliimde sunulmustur. Tablo 4'te arastirmada kullanilan tim
degiskenlerin tanimlayic1 istatistikler yer almaktadir. Arastirma kapsaminda incelenen tiim
degiskenlerin gozlem sayisinin 240 oldugu, dolayisiyla olusturulan panel veri setinin dengeli bir panel
oldugu ifade edilebilir.
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Tablo 4: Tanimlayici Istatistikler

GYG MOD NAKD PSD RHM ROA SATISGEL

Ortalama (Mean) 0,414323 0,094917 0,087144 0,242151 2,223447 0,003186 1,026073
Medyan 0,464123 0,033436 0,071827 0,289437 0,302212 -0,002876 0,507008
Maximum 17,12721 0,580089 0,371607 3,847791 244,3306 0,553083 131,5294
Minimum -1,000000 0,000000 0,0000011 -1,00000 -0,999740 -0,268194 -1,000000
Standart Sapma 1,303216 0,126111 0,090685 0,621115 21,59493 0,071941 8,541331
Skewness 8,894382 1,702310 1,054531 0,777342 10,81993 2,281303 14,96413
Kurtosis 114,4112 5,425867 3,524531 7,015243 118,2760 18,78808 228,9953
Jarque-Bera 127288.9 174,7627 47,23272 185,3922 137568,3 2700,808 519695,8
Anlamlilik 0,00001 0,00001 0,00001 0,00001 0,00001 0,00001 0,00001
Sum 99,43754 22,78017 20,91466 58,11636 533,6274 0,764601 246,2575
Sum Sq. Dev. 405,9109 3,801063 1,965499 92,20247 111455,5 1,236960 17436,09
Gozlem Sayisi 240 240 240 240 240 240 240

Tablo 5'te korelasyon analizi sonuglar1 yer almaktadir. Tablo incelendiginde, bagimli degiskenlerle
bagimsiz degiskenler arasinda ¢ok giiclii denebilecek bir korelasyon bulunmadigi goriilmektedir.
Aksine, pek ¢ok degisken arasinda korelasyonun olmadigi ya da gok zayif bir korelasyonun bulundugu
sOylenebilir.

Tablo 5: Korelasyon Matrisi

Degiskenler SATISGEL ROA RHG PSD NAKD MOD GYG
ROA 0,020897
(0,322449) 1,000000
0,7474
RHG -0,018354 0,003204 1000000
(-0,283202) (0,049434)
0,7773 0,9606
PSD 0,034433 0,012262 -0,015298
(0,531515) (0,189183) (-0,236032) 1,000000
0,5956 0,8501 0,8136
NAKD -0,065868 -0,088193 -0,078381 0,175588** 1.000000
(-1,018376) (-1,365893) (-1,212928) (2,751593) ’
0,3095 0,1733 0,2264 0,0064
MOD 0,219275*** -0,013002 -0,000412 -0,028987 0,035100 1.000000
(3,467194) (-0,200603) (-0,006351) (-0,447376) (0,541832) ’
0,0006 0,8412 0,9949 0,6550 0,5884
GYG -0,007771 0,172442** -0,080009 0,327267*** -0,033042 0,084918 1.000000
(-0,119892) (2,700761) (-1,238288) (5,343058) (-0,510033) |  (1,314805) !
0,9047 0,0074 0,2168 0,0000 0,6105 0,1898
Tabloda sirayla korelasyon katsayisi, T-test degeri ve anlamlilik raporlanmustir. ***, **, * simgeleri korelasyonlarin sirasiyla
%1, %5 ve %10" seviyelerinde anlamli olduklarini gostermektedir.

Calisma yedi yillik bir veri iizerinde yiiriitiildigii icin birimler arasi yatay kesit bagimliligina
bakilamamustir. Lakin firmalarm ayni sektorde faaliyet gostermeleri ve ayni ekonomik etkenlere maruz
kalmalar1 dolayisiyla ve firmalardan alinan verilerin ayni degiskenlerden olmasi nedeniyle var olan bir
yatay kesit bagimliligina da isaret edilebilir. Bu dogrultuda 2. Nesil birim kok testlerinden Levin-Lin-
Chu, Phillips-Perron ve Augmented Dickey-Fuller testleri duraganligi 6l¢gmek icin uygulanmustir. Tablo
6’da gosterilen bu testlerin sonuglarina gore, verilerin duragan oldugu ve arastirmanin bir sonraki

adimi olan panel regresyon modelinin belirlenmesi ve regresyon yapimi i¢in uygun oldugu ifade
edilebilir.
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Tablo 6: Duraganlik Testleri

Degiskenler LLC Testi Phillips-Perron Testi Augmented Dickey-Fuller Testi
Adjusted t p-Value Modified inv. Chi2 p-Value Modified inv. Chi2 p-Value

SATISGEL -13,3806 0,0001 57,5259 0,0001 42,6421 0,0001
ROA -2,8158 0,0001 4,2488 0,0001 4,0264 0,0001
RHG -14,0533 0,0001 53,3828 0,0001 28,0506 0,0001
GYG -13,3819 0,0001 68,9834 0,0001 39,8928 0,0001
PSD -12,7367 0,0001 55,2515 0,0001 34,4572 0,0001
NAKD -5,0587 0,0001 10,2121 0,0001 4,6773 0,0001
MOD -1,7896 0,0368 3,1249 0,0009 6,6719 0,0001

Tablo 7’ de regresyon modeli belirleme testlerinin (model spesification tests) bulgular1 paylasilmistir. Bu
testler sonucunda, panel verinin hangi regresyon modeli ile en iyi sekilde tahmin edilecegi
belirlenmektedir. Asagida yer alan tabloda, F (Chow) testi sonucu, Breusch-Pagan Lagrangian
Multiplier Test sonucu, Hausman Testinin sonucu ve varilan karar sunulmaktadir. Tabloda sunulan
sonuglara gore, Model 1, Model 2 ve Model 3 icin bos hipotez, %1 anlamlilik diizeyinde
reddedilebilecektir. Dolayisiyla, bu sonuctan hareketle bu modeller i¢cin Havuzlanmis EKK modelinin
iyi bir regresyon modeli oldugu ifade edilebilir. Model 4, Model 5 ve Model 6 icin yapilan Hausman
Testinin sonucuna gore, bu modellerin tahmininde rastsal etkiler modelinin (random effect) iyi bir
regresyon modeli oldugu soylenebilir.

Tablo 7: Regresyon Yontemini Belirleme Testleri

Modeller Breusch-Pagan
F(Chow)Testi Lagrangian Multiplier Hausman Testi
Test KARAR
F test Degeri P-Value Chi2 P-Value Chi2 P-Value

Model 1 1,37 0,2185 0,00 0,999 - - Havuzlanmis EKK
Model 2 1,42 0,1981 0,00 0,999 - - Havuzlanmis EKK
Model 3 1,56 0,1485 0,00 0,999 - - Havuzlanmis EKK
Model 4 5,08 0,0001 17,40 0,0001 4,05 0,2564 Rastsal Etkiler
Model 5 4,98 0,0001 17,18 0,0001 4,35 0,3611 Rastsal Etkiler
Model 6 4,91 0,0001 16,64 0,0001 3,50 0,6235 Rastsal Etkiler

Tablo 8’de Model 1, Model 2 ve Model 3 i¢in Havuzlanmis EKK yontemine gore yapilan regresyon
sonuglar ile Model 4, Model 5 ve Model 6 icin Rastsal etkiler regresyon modelinin sonuglar1 yer
almaktadir. Havuzlanmis EKK yontemine gore yapilan analizlerde modeller F-test degerine gore
anlamli iken rastsal etkilerin 6l¢iildiigii Model 5 harig diger modellerin anlamsiz oldugu goriilmektedir.
Ayrica reklam harcamalarmin ve pazarlama satis dagitim giderlerinin satislar tizerinde higbir etkisinin
olmadig1, ROA {tizerinde de genel yonetim giderlerinin etkisinin bulundugu goriilmektedir. Buradan
hareketle modellerde Heteroskedasite ve otokorelasyon sorunlar: olabilecegi ifade edilebilir.
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Tablo 8: Modellerin Belirlenen Regresyon Yontemleri ile Tahmin Edilmesi

Modeller Model 1 Model 2 Model 3 Model 4 Model 5 Model 6
-0,0095657 | -0,0106048 | -0,0114092 -0,000000831|  0,0000359 0,0000356
RHM (-0,38) (-0,42) (-0,45) RHM (-0,04) 0,17) 0,17)
0,704 0,675 0,652 0,968 0,863 0,864
-0,206671 | -0,3753492 0,0088849 0,0090038
GYG (-0,49) (-0,84) GYG (2,62) ** (2,48) **
0,622 0,401 0,009 0,013
1,037169 -0,0010152
PSD (1,10) PSD (-0,13)
0,273 0,895
-7,116072 | -7,242608 | -8,601169 0,0222367 0,0293234 0,0396108
NAKD (-1,19) (-1,21) (-1,40) NAKD (0,32) (0,42) (0,56)
0,236 0,229 0,161 0,746 0,672 0,576
15,03013 15,21462 | 15,54494 0,0699853 0,0692389 0,0759234
MOD (3,50) *** | (3,53) *** | (3,60) *** | MOD (1,52) (1,49) (1,60)
0,001 0,001 0,000 0,129 0,136 0,109
0,2408471 | 0,3223025 | 0,2298637 -0,0053763 -0,0097026 -0,0110362
Sabit Terim (0,28) (0,37) (0,26) Sabit Terim (-0,43) (-0,71) (-0,73)
0,777 0,710 0,792 0,670 0,475 0,464
R-squared 0,0541 0,0551 0,0599 | R*Within 0,0228 0,0485 0,0496
Adj R-squared 0,0421 0,0390 0,0398 R*Between 0,2438 0,1842 0,2017
Root MSE 8,3598 8,3732 8,3695 R*Overall 0,0010 0,0117 0,0098
F degeri 4,50 3,42 2,98 Wald chi2 Degeri 2,35 9,79 10,28
P Degeri 0,0043 0,0096 0,0125 P Degeri 0,5026 0,0441 0,0677
N 240 240 240 N 240 240 240
Tabloda sirayla regresyon katsayisi, Havuzlanmis EKK igin T-test degeri, Rastsal Etkiler icin Z-test degeri ve anlamlilik
raporlanmigtir***, **, * simgeleri degiskenlerin sirasiyla %1, %5 ve %10 seviyelerinde anlaml olduklarini gostermektedir.

Tablo 9'da panel veri modellerinde var olan varsayimlardan sapma testleri sonuglar1 raporlanmustir.
Havuzlanmis EKK regresyon modeli ile 6l¢iilen arastirma modellerinde heteroskedasite problemi olup
olmadigini 6l¢gmek icin White testi, otokorelasyon sorununu oOl¢gmek i¢in de Wooldridge testi
yapilmistir. Tiim modellerde heteroskedasite ve otokorelasyon sorunu oldugu belirlenmistir. Bu
sorunlar1 ortadan kaldirmak igin Arellano, Froot ve Rogers Direngli tahmincisinin kullanilmasimin
uygun olacag1 ifade edilebilir. Rastsal Etkiler modeli ile 6l¢iilen arastirma modellerinde heteroskedasite
problemi olup olmadigini 6l¢mek i¢in Breusch-Pagan Lagrange testi, otokorelasyon sorununu 6lgmek
i¢in Lagrange Carpani, yatay kesit bagimliliginin tespiti i¢cinde Friedman's testi yapilmistir. Bulgulara
gore tiim modellerde heteroskedasite, otokorelasyon ve yatay kesit bagimlilig1 sorunu oldugu tespit
edilmistir. Bu sorunlar1 ortadan kaldirmak igin Arellano, Froot ve Rogers Direncli tahmincisinin
kullanilmasimin uygun olacag: ifade edilebilir.

Tablo 9: Model Sapma Testleri

Modeller Heteroskedasite Testleri Otokorelasyon Testleri
White Testi Sonug¢ Wooldridge Testi Sonug
chi2 |Prob>F F Prob> F
Model 1 33,10 0,0001 | Heteroskedasite 44,597 0,003 Otokorelasyon Yatay Kesit Bagimlilig:
vardir. vardir. (YKB)
Model 2 57,11 0,0001 | Heteroskedasite 29,028 0,001 Otokorelasyon
vardir. vardir.
Model 3 76,28 0,0001 | Heteroskedasite 107,609 0,001 Otokorelasyon
vardir. vardir.
Breusch-Pagan Sonug Lagrange Carpam Sonug Friedman's Test
Lagrange Sonug
chi2  |Prob>F LM Prob>F Test Degeri | Prob> F
Model 4 17,40 0,0001 | Heteroskedasite 39,28 0,0001 Otokorelasyon 56,219 0,0001 YKB
vardir. vardir vardir
Model 5 17,18 0,0001 | Heteroskedasite 35,16 0,0001 Otokorelasyon 61,919 0,0001 YKB
vardir. vardir vardir
Model 6 16,64 0,0001 | Heteroskedasite 34,55 0,0001 Otokorelasyon 61,603 0,0001 YKB
vardir. vardir vardir
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Tablo 10’da tiim modeller igin Arellano, Froot ve Roger Direngli tahmincisine gére tahmin sonuglari
raporlanmigtir. Model 1, Model 2 ve Model 3 icin Havuzlanmis EKK degerleri yer alirken, Model 4,
Model 5 ve Model 6 icin Rastsal etkiler degerleri yer almaktadir. Tablo 8’de Model 1 i¢in RHM istatistik
degeri -0,38 iken tablo 10’da -3,66'ya, Model 3’iin RHM istatistik degeri -0,45'ten -2,66'ya, PSD istatistik
degeri ise 1,10’dan 3,89 ‘a dogru bir degisim gostermistir. Ayn1 zamanda Model 1 ve Model 3 igin
anlamlilik degerlerinin artti$1 goriilmektedir. Tablo 8’de Model 5 i¢in RHM istatistik degeri 0,17 iken
Tablo 10’da 3,77’ye, ayn1 sekilde GYG istatistik degeri 2,62’den 9,90’a, Model 6 i¢cin RHM 0,17’den
2,50'ye, GYG 2,48 den 13,01’e yiikselmistir.

Tablo 8’de Model 4 anlaml iken Tablo 10°da anlamsiz, Model 5 ve 6 ise anlamli hale gelmistir.
Modellerdeki varsayimsal sapmalar diizeltildikten sonra modellerin ROA ve Satis geliri degiskenini
acgiklama gticlerinin arttig1 sdylenebilir.

Tablo 10: Modellerin Arellano, Froot ve Rogers Direngli Tahmincisi ile Tahmin Sonuglari

Modeller Model 1 Model 2 Model 3 Model 4 Model 5 Model 6
RHM -0,0095657 | -0,0106048 | -0,0114092 |RHM -0,000000831 0,0000359 0,0000356
(-3,66) ** (-2,24) (-2,66) ** (-0,61) (3,77) *** (2,50) **
0,008 0,060 0,033 0,540 0,000 0,012
GYG -0,206671 -0,3753492 |GYG 0,0088849 0,0090038
(-0,46) (-1,07) (9,90) (13,01) ***
0,659 0,322 0,000 0,000
PSD 1,037169 |PSD -0,001015
(3,89) ** (-0,13)
0,006 0,899
NAKD -7,116072 -7,242608 -8,601169 |NAKD 0,0222367 0,0293234 0,0396108
(-1,33) (1,29) (1,42) (0,52) (0,69) (0,89)
0,226 0,239 0,198 0,605 0,490 0,372
MOD 15,03013 15,2146 15,54494 (MOD 0,0699853 0,0692389 0,0759234
(1,53) (1,47) (1,46) (0,81) (0,85) 0,97)
0,171 0,185 0,188 0,418 0,395 0,333
Sabit Terim 0,2408471 0,3223025 0,2298637 |Sabit Terim -0,0053763 -0,0097026 -0,0110362
(0,45) 0,77) (0,49) (-0,36) (-0,66) (-0,81)
0,665 0,465 0,636 0,717 0,512 0,421
R-squared R?Within 0,0228 0,0485 0,0496
0,0541 0,0551 0,0599 IR?Between 0,2438 0,1842 0,2017
Root MSE 8,3598 8,3732 8,3695  |R?*Overall 0,0010 0,0117 0,0098
F degeri 9,75 8,25 16,66 Wald chi2 Degeri 1,44 426,61 1033,07
P Degeri 0,0068 0,0087 0,0009 [P Degeri 0,0001 0,0001 0,0001
N 240 240 240 IN 240 240 240
Tabloda sirayla regresyon katsayisi, Havuzlanmis EKK icin T-test degeri, Rastsal Etkiler i¢in Z-test degeri ve anlamlilik
raporlanmigtir ***, **, * simgeleri degiskenlerin sirastyla %1, %5 ve %10’ seviyelerinde anlamli olduklarini gostermektedir.

Sonug ve Oneriler

Rekabetin de her gecen giin artti81 perakende sektoriinde, firmalar varliklarini siirdiirebilmek ve bunun
devaminda satiglarini ve karliliklarini artirabilmek icin birtakim faaliyetler gerceklestirmektedirler. Bu
faaliyetler ile dagitim kanalinin son halkas: olan perakende sektorii firmalari, farkliliklarini ortaya
koyabilmek amaciyla nihai tiiketicilere, dogru yer ve dogru zamanda ulasmay1 hedeflemektedirler. Bu
hedefler dogrultusunda da perakende sektorii firmalariin pazarlama faaliyetlerini yogun bir sekilde
kullandiklar1 gézlemlenmektedir. Firmalar i¢in pazarlama ve reklam harcamalar1 her ne kadar gider
unsurlari olarak goriilse de rekabet avantaji saglayip firmalarin bilinirligini artirdig1 icin uzun dénemde
deger katacak faaliyetler olarak nitelendirilmektedir.

Bu calisma temel olarak, faaliyet gider tiirlerini olusturan; pazarlama, satis ve dagitim giderleri ve genel
yonetim giderleri ile reklam harcamalarinin ROA ve satis geliri tizerindeki olasi etkilerinin dlgiilmesi
amaciyla yapilmistir. Yapilan analizler sonucunda, reklam harcamalarimin satig gelirleri {izerinde
negatif bir etkisi bulunmustur. Reklam harcamalarinin satis gelirlerini diisiirmiis olmasina ragmen,
karhlik {izerinde pozitif ve anlamli bir etkiye sahip oldugu tespit edilmistir. Bu sonug¢ reklam
harcamalarmnin firma performansini ve buna bagl olarak firma karliligini artirdigina yonelik literatiir
bulgulariyla benzerlik gostermektedir (Paton & Williams, 1999; Conchar et al., 2005; Gupta, 2008; Altin,
2010; Geyikgi ve Mucan, 2016; Sénmez ve Ozkan, 2021).
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Aragtirma sonuglar: genel yonetim giderlerinin firmanin karlilig: {izerinde pozitif ve anlaml bir etkisi
oldugunu ortaya koymaktadir. Bu bulgu, literatiirdeki benzer arastirma sonugclar: ile paralellik
gostermektedir (Giilsen, 2010; Oztiirk ve Diilgeroglu, 2016; Saking, 2020; Onde@ ve Levet, 2023).

Calismanin sonuglar: degerlendirildiginde, firmalar tarafindan yapilan pazarlama satis ve dagitim
giderlerinin satislar {izerinde etkili oldugu, genel yonetim giderleri ile reklam harcamalarmin ise
karlilik tizerinde etkili oldugu tespit edilmistir. Bu sonuglardan hareketle, firmalarin gider olarak kabul
ettikleri bu faaliyetlerin aslinda firma performansina pozitif etki ettigi sdylenebilir. Bu durumda
firmalarin reklam harcamalari ve genel yoOnetim giderlerini artirmasi, karliligina pozitif etki
saglayacaktir. Reklam harcamalari, firmalarin tiiketicilere ulasmasini ve ayn1 zamanda hatirlanmasin
saglayarak nihai hedefleri olan karhiliklarini artiracaktir. Ayrica pazarlama faaliyetlerini etkin kullanan
firmalarin rekabet edebilme avantajlarinin daha yiiksek olacagi, buna bagli olarak satislardaki degisime
etki ederek firma performansini da artiracag1 beklenmektedir. Perakende sektoriinde faaliyet gosteren
firmalar, faaliyet giderlerine ilgili onemi, gostererek tiiketicilerde farkindalik yaratarak, iiriinlerinin
tercih edilebilirligini artirarak ve dogru pazarlama unsurlar: ile hem karliliklarini hem de satislarin
ylikselterek firma performanslarimi artirabileceklerdir.

Aragtirmanin yapildig1 2022 yilinda BIST perakende sektdriinde 14 firma yer almaktadir. Fakat bazi
firmalarin dip notlarindan ozellikle reklam harcamasi kalemine ulasilamadigi igin 6 firma arastirma
kapsami diginda birakilmigtir. Ayrica BIST perakende sektoriinde faaliyet gosteren firma sayisinin az
olmasi ve firmalarin yeni kurulmus olmalarindan dolay: eski verilerinin olmamasi, panel regresyon
agisindan 6nemli bir kisit olugsturmaktadir.

Bu arastirma kapsaminda firma performansi olgiitii olarak ROA ve satis geliri kullanilmustir. Tleride
yapilacak arastirmalarda farkli degiskenler (ROE, Ar-Ge harcamalar1 Piyasa degeri, Firma degeri,
Marka degeri, Miisteri farkindalig1 gibi) calisma kapsamina dahil edilerek reklam harcamalari, genel
yonetim gideri ve pazarlama satis dagitim giderlerinin etkinligine farkli bir bakis acis1 getirilebilir.
Perakende sektoriinde yapilan reklam tiirleri (gorsel ve isitsel medyada yapilan reklamlar gibi) ve
reklam sayilari ile reklam harcamalari arasindaki iliskilerin satis gelirleri ve karlilik tizerindeki etkileri
incelenebilir.
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Turkish Journal of Marketing [TUJOM], Pazarlama ve Pazarlama bilimlerinin tiim yOnleri tizerine olan bilimsel makaleleri
yayinlamaya kendini adamus, diger akran hakemlerin degerlendirmelerine tabi, ¢oklu bilim dalindan olusan, uluslararas:
bir dergidir. Internet iizerinden online olarak yilda 3 kez yayinlanan dergimiz, Pazarlama ve Pazarlama bilimleri ile ilgili
tiim alanlardaki yeni bulgular ve degerlendirmeler {izerine diinyadaki lider platformlardan biri olmay1 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 ytiiksek etik kurallar ¢ergevesinde davranmalarimi saglamay1 taahhiit etmistir. Bu taraflar;
yazarlar, derginin editorii, yardimci/boliim editorleri, akran hakemler ve yayimadir.

TUJOM yayin etigi kurallari, iceride ve disarida, “cift-korleme hakemlik siirecine”, yani makale yazar(lar)inin ve
hakemlerin kimliklerinin birbirlerinden gizlenerek yapilan bir yontemle incelenmesi tizerine kuruludur ve bu ilkeye sadik
kalinarak uygulanur. Bilimsel ¢alismalar, degerlendirme asamasinda en az iki hakeme (degerlendiriciye) gonderilir.

EDITOR’UN SORUMLULUKLARI
Hesap Verebilirlik:

Turkish Journal of Marketing [TUJOM] dergisinin editorleri, dergiye gonderilen makalelerden hangilerinin yayinlanacagi
hususunda karar verme asamasindan sorumludurlar ve bu konuda hesap verme konumundadirlar. Editor, derginin
yayin kurulunun ilkeleri dogrultusunda yonlendirilebilir ve sonradan yiiriirliige girebilecek olan yayin yoluyla hakaret,
telif hakki ihlali ve eser hirsizlig: gibi yasal sartlar nedeniyle sinirlandirilabilir. Editor, bu karar: 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 goriiliirse- ilgili
yazar, hakemler, potansiyel hakemler, diger yayin danismanlari ve yayinci disinda hig kimseye ag¢iklamayacaklardir.

Bilgilendirme ve Cikar Catismasi:

Yayin i¢in gonderilen bir taslakta agiga ¢ikmis ama yaymlanmamis materyaller, yazarin agik rizasi olmadan editoriin
kisisel arastirmasinda kullanilamaz. Bagimsiz degerlendirme sonucu elde edilen seckin bilgi ve fikirler gizli tutulacak ve
kisisel ¢ikarlar icin 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 iligkilerden kaynakli veya makalelerle baglantili herhangi bir yazar, sirket ya da muhtemel kurum baglantilar:
sebebiyle ortaya gikan ¢ikar catismalarmin oldugu makale taslaklarinin degerlendirmesinden feragat ederler, geri
cekilirler, (baska bir deyisle, diger editor, yardima editdr veya yayin kurulundan baska birisinin bu degerlendirmeyi
kendisinin yerine yapmasin isterler). Eger bu faydalar yayindan sonra meydana ¢ikarsa editorler, tiim katilimcilardan
catisan ¢ikar unsurlarini agiklamalarini ve diizeltmeleri yayinlamalarini isterler. Eger ihtiya¢ duyulursa, cayma kararinin
yayinlanmasi ya da kaygilarin ifade edilmesi gibi bagka uygun tedbirler alinir.

Sorusturmalara Katilim ve Isbirligi:

TUJOM Editorleri, ihtiyag halinde diizeltmeleri ve cayma durumlarini bildirerek ve siipheli veya siipheli iddias1 olan
aragtirmalari ve yayin suiistimallerini takip ederek yaymlanmig belgenin biitiinliigiinii saglayacaktir. Editorler, hakem ve
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yazi igleri ile ilgili suiistimalleri takip etmelidirler. Bir editor; bagvuru yapilmig bir makale taslagi ya da yayimlanmus bir
makale ile ilgili olarak yayinci veya toplumla baglantili olan yayin etigi ile ilgili sikayetler yapilmigsa bunlarla ilgili makul
cevabi dnlemleri almalidir. Bu tiir 6nlemler genelde makale taslaginin ya da yayimlanmis makalenin yazariyla baglanti
kurmak veya ilgili sikdyet ya da ortaya konulan iddiaya gereken 6nemi 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, kaygi ya da baska bir bilginin ifade edilmesi seklinde olmas1 da
miimkiindiir. Bildirilen her bir etik dist yayin davranist hareketi, yayimdan yillar sonra bile ortaya ¢ikarilsa mutlaka
sorusturulmalidir.

HAKEMLERIN SORUMLULUKLARI
Editoryal Kararlara Katka:

Akran degerlendirmesi, editore, yayinla ilgili kararlar vermesinde ve editoriin yazarla editoryal iletisimine, yazarin
makaleyi gelistirmesine yardimci olur.

Hizli Davranma:

Secilmis herhangi bir hakem; bir makale taslaginda ortaya konan arastirmayi gdzden gecirme konusunda kendisini
yetersiz hissederse veya taslagin hizli ve objektif bir sekilde gozden gecirmesinin miimkiin olamayacagini bilirse, editorii
bilgilendirmeli ve degerlendirme siirecinden alinmasini istemelidir.

Gizlilik:

Degerlendirme i¢in gelen herhangi bir makale taslag, ‘gizli dokiiman’ olarak kabul edilmelidir. Bu dokiimanlar editor
tarafindan yetkilendirilmis kisiler disinda kimseye gosterilmemeli veya kimseyle tartisilmamalidir.

Objektiflik Standartlar::

Degerlendirmeler objektiflik ilkeleri gercevesinde ele alinmalidir. Yazarin sahsina yonelik kisisel elestiri dogru degildir.
Hakemler, diisiincelerini, destekleyici argiimanlarla/delillerle acik ve net bir sekilde ortaya koymalidirlar.

Alintilanan Kaynaklarin Belirtilmesi:

Hakemler, yazarlar tarafindan belirtilmeyen ilgili yaymlanmis eserlerin neler oldugunu bulup ortaya gikarmahdirlar.
Onceden bildirilmis olan bir gdzlem, tiiretme veya goriis 6ne siirme ile ilgili herhangi bir bildirim, ilgili alint: ile beraber
olmalidir. Bir hakem, degerlendirilmekte olan makale taslag: ile kisisel bilgisi dahilinde olan baska herhangi bir
yayinlanmis makale arasindaki kayda deger bir benzerlik veya ortiismeye, editoriin dikkatini cekmelidir.

Bilgilendirme ve Cikar Catismasi:

Bagimsiz degerlendirme sonucu elde edilen seckin bilgi ve fikirler gizli tutulacak ve kisisel cikarlar igin
kullanilmayacaktir. Hakemler; rekabete dayanan, ortak calismaya dayali ya da baska iliskilerden kaynakli veya
makalelerle baglantili herhangi bir yazar, sirket ya da muhtemel kurum baglantilar1 sebebiyle ortaya ¢ikan c¢ikar
catismalarinin oldugu makale taslaklarini degerlendirmemelidirler.
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YAZARLARIN SORUMLULUKLARI

Standartlarin Bildirimi:

Yazarlar, bulduklari sonuglar: acik ve net bir bicimde, diiriistge ve uydurmadan, tizerinde tahrifat veya uygun olmayan
veri manipiilasyonu yapmadan sunmalidirlar. Yazarlar, metotlarini acgik ve net bir bicimde, belirsizlige meydan
vermeyecek bir tarzda anlatmalilar ki boylece bulgulari bagkalar: tarafindan dogrulanabilsin.

Ozgiinliik, Intihal ve Alintilanan Kaynaklarin Belirtilmesi:

Yazarlar, sunulan ¢aligmanin orijinal olmasi, agsirma olmamasi, baska bir yerde yayimlanmamis olmasi gibi yaymn
gereksinimlerine bagli kalmalidir. Aksi takdirde diizmece ya da bilerek ifade edilen ger¢ek dis1 beyanlar, yayin etigine
uygun olmayan bir davranis teskil eder ve bu durum kabul edilemez. Bir yazar; bagkalarinin calismalarini ve/veya
kelimelerini kullandrysa, 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 kullandiklart ham veriyi vermeleri
istenebilir. Boyle bir durumda yazarlarin, yayimlandiktan sonra bu tarz bir bilgiyi makul bir siire saklamaya hazirliklt
olmalar1 gerekir.

Yayin Etigi Kurallar::

Yazarlar, sadece yayin etigi ve sorumluluk cercevesinde yiiriitiilen ve tiim ilgili mevzuata uygun ¢alismalari, makale
bagvurusu olarak sunmalidir.

Bilgilendirme ve Cikar Catismalar::

Tiim yazarlar makale taslaklarinda yer alan, bu taslaklarinin sonuglarmi ya da terciimesini etkileyecegi yoniinde
yorumlanabilecek herhangi bir finansal ya da maddi ¢ikar anlasmazligini bildirmek durumundadirlar. Projeyle ilgili tiim
maddi kaynaklar aciklanmalidir.

Eser Sahipligi:

Eser sahipligi, sunulan calismanin diisiince, tasarim, icra veya cevirisine Onemli derecede katki sunanlarla
simirlandirilmahidir. 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 tiim yazarlarin makalenin son halini gérdiigiinden ve yayin igin teslim
edilmesine onay verdiklerinden emin olmalidar.

Coklu, Gereksiz ve Es-Zamanli1 Yayim:

Bir yazar aslinda ayni arastirmay1 anlatan bir makale taslagini genel olarak birden fazla dergide veya ilk yayindan fazla
yayimlamamalidir. Ayni makale taslagini es zamanli olarak birden fazla dergiye gondermek yayin etigine uymaz ve kabul
edilemez.

Yayimlanan Eserlerdeki Temel Hatalar:

Bir yazar kendisine ait yayimlanmis bir ¢calismada, énemli bir hata veya yanhslhk ya da gercek olmayan bir bilgi tespit
ettiginde, hizli bir sekilde derginin editoriinii bilgilendirmelidir. Makaleyi diizeltmek veya geri ¢cekmek icin editorle is
birligi yapmak, yazarin yiikiimliiliigiindedir. Eger editor ya da yayinci, yayimlanan makalede 6nemli bir hata oldugunu
tglincii taraftan Ogrenirse, hizli bir sekilde makaleyi geri ¢ekmek ya da diizeltmek veyahut orijinal makalenin
dogrulugunu gosterir kanit1 editore sunmak da yine yazarin yiikiimliiliigii altindadir.
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YAYIMCININ SORUMLULUKLARI

Turkish Journal of Marketing [TUJOM] Dergisi Yayimcisi, editorleri “cift-korleme” hakemlik siireci konusunda
cesaretlendirmektedir. Hakemler ve vyazar(lar) birbirlerinin kimliklerinden habersizdirler. Bilimsel c¢alismalar,
degerlendirme siirecinde en az iki hakeme gonderilir. Yayimci, kendisi, editor ve diger taraflarla arasindaki iliskiyi bir
sozlesmede belirtir, gizlilik ilkesine riayet eder (mesela, arastirma katilimcilarinin, yazarlarin ve akran hakemlerin
gizliligi), fikri miilkiyet hakkini ve telif hakkini korur ve yazi islerinde bagimsizlig: tesvik eder.

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

5

%

Yazi isleri bagimsizligs,

X3

¢

Gizlilik, riza ve insan ve hayvan arastirmalarinda gerekli olan 6zel gereksinimleri igeren arastirma etik kurallari,
Eser sahipligi,

R?
0‘0

5

%

Seffaflik ve biitlinliik (¢ikar catismasi, arastirmanin finansmani, standartlar1 bildirme),
Akran degerlendirmesi ve dergi editoriiniin disinda editor kurulunun roli,
Basvurular ve sikayetler.

5

%

5

%

Yayimel, asagidaki durumlar: saglamak igin dergi editorleriyle birlikte caligir:

K/

R Derginin ilkelerini degerlendirmek (mesela, yazarlarla, okuyucularla, akran hakemlerle), periyodik olarak
derginin ilkelerini, 6zellikle “cift-korleme” hakemligin prensipleri ¢ercevesindeki yeni Oneriler agisindan gozden
gecirmek,

R Akademik kayit sisteminin biitiinliigiinii korumak,

B3

X 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 siirece vakalarin ¢oziimiinii
kolaylastirmalk,

<> Diizeltmeleri, agiklamalari ve geri gekmeleri yayinlamak ve
R Belirtilen zamanda say1y1 yayinlamak.
YAYIMCI BAS EDITOR
= .
ﬁ’?ﬁ Prof. Dr. Ali Caglar CAKMAK
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