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success: A study of platform-based businesses

Dijital platformlarin girisimcilik basaris1 iizerindeki etkisi: Platform tabanl
isletmeler iizerine bir ¢alisma

Mehriban Imanova!

Abstract

This study examines how digital platforms shape entrepreneurial success by integrating Platform
1 Assoc. Prof. Dr., Nakhchivan State Theory, the Resource-Based View (RBV), and Innovation Diffusion Theory (IDT). Using a mixed-
methods design, we surveyed 180 platform-based entrepreneurs in Azerbaijan and conducted 20
semi-structured interviews to gain deeper qualitative insights into platform dependency, innovation
practices, and algorithmic challenges. Quantitative data were analysed through Structural Equation
mehriban.i@ndu.edu.az Modelling (SEM), while qualitative data were subjected to thematic analysis to identify recurring
ORCID: 0000-0003-2210-724X patterns and contextua% factors shaping entrepreneurial success. Confirmatory féctor anal}{sis
supported construct validity (a=.78-91; CR=.80-.93; AVE=.52-.74). Structural equation modelling
showed that network effects increase business scalability (=41, p<.001), algorithmic support
enhances innovation capacity (3=.36, p<.001), and access to platform resources drives revenue growth
(=39, p<.001); platform infrastructure and intermediation contribute to long-term sustainability
(B=34, p<.001). Qualitative evidence highlights risks from algorithmic opacity and platform
dependence. We conclude that platforms operate as both enablers and gatekeepers, recommending
diversification, data literacy, and transparent governance to sustain entrepreneurial outcomes.

University, Faculty of Economics and
Management, Nakhchivan, Azerbaijan

Keywords: Digital Platform, Platform-Based Entrepreneurship, Entrepreneurial Success, Network
Effects, Resource-Based View, Scalability, Platform Economy, Innovation Diffusion
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Oz
Bu calisma, dijital platformlarin girisimcilik bagarisini nasil sekillendirdigini Platform Teorisi, Kaynak
Submitted: 17/07/2025 Tabanli Goriis (RBV) ve Yenilik Yayilim Teorisi (IDT) gergevesinde incelemektedir. Karma (mixed)
metodologiya ¢oarcivesinda 180 platforma asasli sahibkar arasinda sorgu kegirilmis, alave olaraq 20
yari-strukturlagdirilmis miisahibs aparilmigdir. Miisahibalor sahibkarlarin platforma asililig,
2nd Revised: 10/10/2025 innovasiya tacriibalori ve alqoritmik problemlsrini daha derinden anlamaga imkan vermisdir.
Komiyyat malumatlar1 struktur barabarlik modeli (SEM) vasitasils, keyfiyyat malumatlari ise tematik
analiz tisulu il islonmisdir. Dogrulayic faktor analizi yapisal gegerliligi dogrulamistir (a = .78-.91;
Online Published: 25/10/2025 CR =.80-.93; AVE = .52-.74). Yapisal esitlik modeli sonugclari, ag etkilerinin is dlgeklenebilirligini ( =
41, p <.001), algoritmik destegin yenilik kapasitesini (3 = .36, p < .001) ve platform kaynaklarina
erisimin gelir artigin1 ( = .39, p < .001) artirdiginy; platform altyapist ve araciigin uzun vadeli
stirdiirtilebilirlige (p = .34, p < .001) katki sagladigin1 gostermektedir. Nitel bulgular, algoritmik
belirsizlik ve platform bagimliliginin risklerini vurgulamaktadir. Sonug olarak platformlar hem
biiylimeyi kolaylastiran hem de girisimciler igin risk olusturan aktorlerdir; bu nedenle gesitlendirme,
veri okuryazarlig1 ve seffaf yonetisim 6nerilmektedir.
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Introduction

The digital revolution has radically reshaped the entrepreneurial landscape by enabling platform-based
business models to flourish through connectivity, network effects, and digital intermediation. Global
platforms such as Amazon, Uber, Airbnb, Instagram, and Fiverr have disrupted traditional business
standards and democratized access to markets, resources, and customers. By serving as marketplaces,
content hubs, and service facilitation environments, these platforms lower the barriers for entrepreneurs
to enter markets, scale operations, and innovate. The emergence of a new generation of platform-native
entrepreneurs—ventures that are fully embedded in, or heavily dependent on, these digital
ecosystems—illustrates how profoundly digital infrastructure is transforming entrepreneurial
practices.

Yet despite their growing importance, the existing academic literature provides an insufficiently strong
theoretical foundation for understanding the mechanisms through which digital platforms influence
entrepreneurial success. Current studies remain narrow in scope and often lack analytical depth, with
many references now outdated. As a result, the field does not adequately reflect recent technological
and market developments. To capture the evolving dynamics of digital entrepreneurship, a more
comprehensive and up-to-date review of the impact of digital platforms is essential. Such a review
should integrate the latest empirical evidence and conceptual advances to build a robust theoretical
base for future research.

Prior work rarely offers a clear comparison between new findings and earlier studies. The primary
purpose of this research is to investigate how digital platforms influence entrepreneurial success
through network effects, algorithmic support, and access to digital resources. This is achieved by
integrating Platform Theory, the Resource-Based View, and Innovation Diffusion Theory into a unified
empirical framework.

Theoretical and conceptual framework

The rise of digital platforms has reshaped entrepreneurship by changing how businesses create value
and connect with customers. To explain how digital platforms influence entrepreneurial success, this
study integrates Platform Theory, the Resource-Based View (RBV) and Innovation Diffusion Theory
(IDT) into a single conceptual framework. These perspectives together clarify the structural mechanisms
of platform-based business models and the firm-level capabilities required for sustainable growth.

Platform Theory highlights the economic and technological properties that make platforms unique
engines of entrepreneurial success. Platforms such as Amazon, Uber, and Airbnb operate as multi-sided
markets, bringing together producers and consumers through digital intermediation (Parker et al.,
2016). Their defining feature is the presence of network effects: the value of the platform increases as
more users participate. Direct network effects occur when growth in one user group directly benefits all
members. In contrast, indirect effects arise when growth on one side of the market enhances value for
the other side. These dynamics lower market entry barriers, reduce transaction costs, and allow
entrepreneurs to reach large customer bases with unprecedented speed. Platform infrastructure—cloud
services, APIs and recommendation algorithms—provides scalability without proportional cost
increases, enabling rapid expansion and innovation.

While Platform Theory focuses on market structure, the Resource-Based View (RBV) examines the
resources and capabilities that entrepreneurs must exploit to create competitive advantage. RBV argues
that firms achieve long-term success when they control resources that are valuable, rare, inimitable and
non-substitutable (Barney, 1991). Digital platforms supply entrepreneurs with valuable resources such
as global distribution channels, sophisticated data analytics, and trust mechanisms like customer
reviews and dispute resolution systems (Foss & Saebi, 2017). These resources can be challenging to
replicate and, therefore, represent strategic assets. Yet entrepreneurs must also develop their own
capabilities—such as platform-specific marketing skills, algorithmic literacy and brand
differentiation —to convert platform-provided resources into sustainable advantage.

Platforms, however, introduce strategic vulnerabilities. Platform owners control data access,
algorithmic visibility and policy rules, creating power asymmetries that can abruptly affect an
entrepreneur’s revenue and market reach (Cutolo & Kenney, 2021). From an RBV perspective,
entrepreneurs require dynamic capabilities —adaptability, flexibility and diversification across multiple
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platforms—to mitigate these risks and maintain competitive advantage. Innovation Diffusion Theory
(IDT) (Rogers, 2003) complements these perspectives by explaining how innovations spread and how
entrepreneurs adopt new platform features. Relative advantage, compatibility and trialability
determine how quickly entrepreneurs embrace innovations such as live commerce or subscription
models. Early adoption of new platform tools can create first-mover advantages and accelerate growth,
whereas delayed adoption can limit market opportunities.

Integrating these perspectives, the conceptual framework suggests that entrepreneurial success is co-
determined by platform mechanisms and firm capabilities. Platform Theory identifies the structural
enablers—network effects, scalable infrastructure and trust mechanisms—while RBV explains how
entrepreneurs leverage these resources and build unique capabilities. IDT captures the dynamic process
by which entrepreneurs adopt platform innovations to sustain advantage. This framework underscores
that digital platforms are both enablers and gatekeepers. They expand opportunities and lower costs,
but also impose dependency risks. Entrepreneurs who effectively combine the exploitation of platform
resources with internal capability building and adaptive strategies are most likely to achieve long-term
success. This integrated view provides the theoretical foundation for the study’s empirical investigation
of the influence of digital platforms on entrepreneurial success.

Table 1: Summary of Theoretical and Conceptual Framework

Theory Key Concepts

Relevance to the Study

Key Source(s)

Platform Theory

Network effects, multi-sided
markets, platform
governance

Explains how digital platforms create
value through wuser interactions and
infrastructure design

Parker et al. (2016);
Gawer & Cusumano
(2014)

Resource-Based View
(RBV)+

Firm resources, capabilities,

sustained competitive

Helps understand how platform features
(e.g., monetisation tools, data analytics)

Barney (1991); Foss &
Saebi (2017)

advantage serve as strategic resources
Innovation Diffusion | Innovation adoption, | Explains how entrepreneurs adopt and | Wani, T. A., & Alj, S.
Theory (IDT) communication  channels, | adapt digital platforms for business | W. (2015).

social systems innovation and market expansion
Entrepreneurship Opportunity recognition, | Frames how digital platforms influence | Baker, T., & Welter,
Theory innovation, risk-taking entrepreneurial behavior and success | F.(2020).

metrics

Table 1 presents an overview of the theoretical foundations of this study. Platform Theory explains how
digital platforms create value through network effects and infrastructure that enable multi-sided
interactions, encompassing the nature of platform-based entrepreneurship. The Resource-Based View
(RBV) explains why unique platform characteristics—algorithmic tools, customer trust systems, and
monetisation features—are strategic resources that can create sustained competitive advantage.
Innovation Diffusion Theory (IDT) describes how entrepreneurs adopt and use platform technologies,
emphasising communication channels and social influence in the process of innovation adoption.
Entrepreneurship Theory finally contextualises how digital platforms shape opportunity recognition,
innovation, and risk management, which are the determinants of entrepreneurial success. Together, the
theories offer a composite framework for analysing how digital platforms shape entrepreneurial
outcomes.

Literature review
Defining digital platforms and platform-based businesses

Digital platforms are technological infrastructures that enable two or more interrelated groups to
interact with one another, producing value through network effects and digital transactions (Parker et
al,, 2016). These platforms are further classified into several different types, including marketplaces
(Amazon, eBay), social media platforms (Instagram, TikTok), service platforms (Uber, Airbnb), and
content creation platforms (YouTube, Fiverr). Platform companies use these structures to facilitate
transactions, interactions, and value creation among users, typically without the companies holding
traditional assets.
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Traits and dynamics of digital platforms

Key characteristics distinguishing digital platforms are multi-sidedness, network effects, openness, and
data-centricity (Gawer & Cusumano, 2014). Direct and indirect network effects are key drivers of
platform growth as the platform's value increases with the size of the user base. Openness refers to the
extent to which external developers or firms can connect with or build upon the platform, influencing
innovation and ecosystem evolution. Furthermore, platforms rely heavily on data analysis and
algorithmic control to provide improved user experiences and maximise matching transactions.

Indicators of entrepreneurial success in platform settings

Entrepreneurial success within platform ecosystems can be measured through indicators such as
growth in revenue, retention and acquisition of users, scalability, market extent, and productivity in
terms of innovation (McIntyre & Srinivasan, 2017). Success is not guaranteed; however, platform
entrepreneurs are vulnerable to issues such as high levels of competition, dependence on platform
policy, and algorithmic uncertainty, which can irrationally impact visibility and revenue (Cennamo &
Santalo, 2013; Cutolo & Kenney, 2021).

Empirical studies reinforce the role of online platforms in lowering market entry costs and enabling
easy scalability for entrepreneurs (Kenney & Zysman, 2016). For example, Tiwana (2013) demonstrated
how openness in platforms enables innovation by external developers, which promotes entrepreneurial
creativity and diversity. Conversely, research also depicts threats like platform lock-in, where
entrepreneurs become overdependent on the platform infrastructure, which threatens business survival
due to changes in platform governance or algorithms (Evans & Schmalensee, 2016; Cutolo & Kenney,
2021).

Gaps in existing research

Despite the extensive literature focusing on platform strategy and economics, few have contributed to
a comprehensive understanding of how specific platform attributes lead to entrepreneurial success or
failure (Parker et al., 2016). Additionally, much of the research focuses on either the platform owners or
user behaviour, while few shed some light on the entrepreneurial perspective in different industry
contexts. This study aims to close such research gaps by empirically investigating the mechanisms
through which platform-based firms thrive and survive against all odds.

Foundations of Platform Business Understanding

Platform
Economies Recent Studies

Insights into the Examination of
economic structures current research
and opportunities on platform
of platforms business models

Entrepreneurship

Digital Platform Implications

Dynamics
Understanding the
impact of platforms
on entrepreneurial
ventures

Exploring the
evolving nature of
digital platforms

Figure 1: Summary of Key Literature on Digital Platforms and Entrepreneurship

Source: Produced by the author.
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Explanation:

Figure 1 presents a systematic review of the most influential research on digital platforms and
entrepreneurship. Each study contributes its own emphasis—ranging from platform economics and
trust infrastructure to innovation adoption and power asymmetries—with supportive and critical
perspectives. Together, these studies form the theoretical and empirical basis for how digital platforms
affect entrepreneurial success, in accordance with the multidimensional approach adopted in the
current study.

Research methodology

This study investigates how digital platforms influence entrepreneurial success by adopting a mixed-
methods design that integrates quantitative survey data and qualitative interviews to provide a
comprehensive and reliable analysis. Grounded in Platform Theory and the Resource-Based View
(RBV), the research develops a conceptual model in which key features of digital platforms—network
effects, algorithmic support, and access to digital resources—are proposed to drive four primary
outcomes of entrepreneurial success: business scalability, innovation capacity, revenue growth, and
long-term sustainability.

Based on this theoretical foundation, the hypotheses were formulated as follows:
Hi: Stronger network effects on digital platforms positively influence business scalability.

H:: Algorithmic tools and data analytics capabilities provided by platforms positively impact entrepreneurs’
innovation capacity.

Hs: Broader access to platform resources and market reach is positively associated with revenue growth.

Ha: The combined use of platform infrastructure and digital intermediation positively contributes to the long-term
sustainability of platform-based ventures.

The significant methodological steps are:
Research population and sample

The research population consists of entrepreneurs operating platform-based businesses in Azerbaijan,
particularly in Baku, Ganja, & Sumgqayit, which represent the country’s most active hubs of digital
entrepreneurship. A purposive sampling strategy ensured that all participants had substantial
experience in running businesses dependent on digital platforms such as Amazon, Instagram, Fiverr,
and leading local e-commerce platforms. For the quantitative phase, 180 entrepreneurs completed an
online survey. From these respondents, 20 entrepreneurs were selected for in-depth qualitative
interviews to capture rich insights into the opportunities and challenges of platform ecosystems. This
sampling strategy guarantees diversity and supports the generalizability of findings within the context
of Azerbaijan's platform-based entrepreneurship (MclIntyre & Srinivasan, 2017).

Data collection process and timeframe

Data collection was conducted between February and May 2025. The survey was administered online
via Google Forms, while the interviews were carried out through a mix of Zoom video calls and face-
to-face meetings, depending on participant preference. Before the main data collection, a pilot study
was conducted in January 2025 with 15 entrepreneurs to pre-test the survey instrument. Feedback from
the pilot resulted in minor revisions for clarity and cultural adaptation, and reliability tests produced
Cronbach’s a values above 0.7, confirming the robustness of the questionnaire (Parker et al., 2016).

Measurement instruments

The quantitative instrument was a structured questionnaire adapted from validated scales used in prior
platform entrepreneurship studies (Parker et al., 2016; McIntyre & Srinivasan, 2017; Foss & Saebi, 2017).

All constructs were measured on a 5-point Likert scale (1 = strongly disagree to 5 = strongly agree). The
questionnaire consisted of 24 items grouped under four main dimensions corresponding to the
proposed model:

1. Network Effects (6 items) — measuring perceived user growth, interaction benefits, and scalability
potential (e.g., “The more users join the platform, the more valuable it becomes for my business.”)
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2. Algorithmic Support (5 items) — assessing platform-provided analytics, recommendation tools, and
algorithmic visibility (e.g., “Platform algorithms help me reach relevant customers.”)

3. Access to Platform Resources (5 items) — measuring access to digital tools, data, and monetisation
features (e.g., “The platform provides valuable resources for improving business performance.”)

4. Entrepreneurial Success (8 items) — capturing business scalability, innovation capacity, revenue
growth, and long-term sustainability (e.g., “My business has grown rapidly since joining the platform.”)

Internal consistency and construct validity were established through Confirmatory Factor Analysis
(CFA). Cronbach’s a values ranged from 0.78 to 0.91, Composite Reliability (CR) values from 0.80 to
0.93, and Average Variance Extracted (AVE) values between 0.52 and 0.74, confirming both reliability
and convergent validity of the measurement model.

Interview protocol

The qualitative component involved semi-structured interviews guided by a prepared protocol. Key
questions explored how entrepreneurs leverage platform features such as algorithms and network
effects to grow their businesses, the challenges of relying on third-party platforms, and the strategies
employed to achieve long-term success. The protocol allowed flexibility to capture unique experiences
while staying focused on the research objectives (Nunnally & Bernstein, 1994).

Data analysis

Data analysis proceeded in several stages. First, descriptive statistics (mean, standard deviation,
skewness, kurtosis) were computed for all variables and summarised in tables to present the
characteristics of the sample and key constructs. Next, the measurement model was assessed using
Confirmatory Factor Analysis (CFA). The reliability and validity indicators (Cronbach’s a, CR, AVE)
confirmed adequate convergent and discriminant validity. Finally, Structural Equation Modelling
(SEM) was performed using AMOS v.27 to test the proposed hypotheses. Path coefficients and t-values
were evaluated against standard thresholds (p <0.05, t > 1.96), and each hypothesis was clearly reported
as accepted or rejected based on these criteria (Hair et al., 2019).

Ethical considerations

Throughout the study, ethical considerations were strictly observed. Participation was voluntary,
informed consent was obtained from all respondents, and anonymity and confidentiality were fully
protected. This clearly defined methodology ensures scientific validity, reliability, and transparency,
providing a solid empirical foundation for understanding how digital platforms shape entrepreneurial
success and for guiding future research and policy development in digital entrepreneurship (Wani &
Alj, 2015).

Results and findings

Descriptive statistics

Table 1 reports the descriptive statistics for the primary constructs of the study. All variables exhibit
acceptable distribution properties, with skewness and kurtosis values within the recommended +2
range, indicating no severe deviations from normality (Hair et al., 2019).

Table 2: Descriptive Statistics (Mean, Standard Deviation, Skewness and Kurtosis) for Key Constructs

Construct Mean | SD Skewness | Kurtosis
Network effects 4.12 -063 —0.54 0.61
Algorithmic support 3.98 0.71 -0.48 0.57
Access to platform resources | 4.05 0.66 -0.39 0.45
Business scalability 4.08 0.59 -0.42 0.53
Innovation capacity 3.94 0.72 -0.51 0.68
Revenue growth 4.01 0.64 -0.37 0.41
Long-term sustainability 4.09 0.61 -0.43 0.50
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Measurement model evaluation

Confirmatory Factor Analysis (CFA) confirmed convergent and discriminant validity. All standardised
factor loadings exceeded 0.70 (p < 0.001). Reliability and validity statistics were within acceptable
thresholds:

Table 3. Reliability and Convergent Validity Statistics (Cronbach’s a, CR, AVE)

Indicator Range

Cronbach’s a 0.78 -0.91
Composite Reliability (CR) 0.80-0.93
Average Variance Extracted (AVE) 0.52-0.74

Model fit indices indicated a good fit: x?/df = 2.15, CFI = 0.95, TLI = 0.94, RMSEA = 0.055.

Qualitative data from 20 semi-structured interviews were analysed using thematic analysis (Braun &
Clarke, 2006).

The interviews explored entrepreneurs’ experiences with digital platforms in terms of dependence,
innovation, and sustainability.

Four main themes emerged:

1. Algorithmic opacity — Entrepreneurs reported difficulties understanding frequent algorithm
changes that reduced visibility and affected sales.

2. Digital opportunity — Participants highlighted how platforms enabled quick market access, customer
engagement, and brand growth.

3. Dependence risk — Many expressed concerns about relying on one platform and noted income
instability due to governance or policy changes.

4. Adaptive capability — Successful entrepreneurs used diversification, data literacy, and multi-
platform strategies to remain competitive.

These insights reveal how and why digital platforms shape entrepreneurial outcomes — offering both
growth opportunities and structural risks for long-term success.

Hypothesis testing — Structural model

Structural Equation Modelling (SEM) using AMOS v.27 tested the relationships proposed in the
research model. Path coefficients, t-values, and significance levels are shown in Table 2 (Kenney &
Zysman, 2016).

Table 4: Results of Structural Model/Hypothesis Testing (Path Coefficients and Significance Levels)

Hypothesis | Path B t-value | p-value Result

H1 Network Effects — Business Scalability 0.41 4.82 <0.001 Supported

H2 Algorithmic Support — Innovation Capacity 0.36 4.21 <0.001 Supported

H3 Access to Platform Resources — Revenue Growth | 0.39 4.47 <0.001 Supported

H4 Platform Infrastructure & Intermediation — | 0.34 3.89 <0.001 Supported
Long-Term Sustainability

All hypothesised relationships were positive and statistically significant (p < 0.001), confirming the
theoretical model.

The structural model explained a substantial proportion of variance in the dependent constructs:
e Business Scalability: R? = 0.42;
¢ Innovation Capacity: R?=0.38;

e Revenue Growth: R2=0.41;
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e Long-Term Sustainability: R? = 0.36 (Kennedy, 2022).
These R? values indicate moderate to strong explanatory power.

The results provide robust empirical evidence that key features of digital platforms significantly
enhance multiple dimensions of entrepreneurial success. Network effects, algorithmic tools, and access
to platform resources were all found to be statistically significant drivers of business scalability,
innovation, revenue growth, and long-term sustainability.

To complement the quantitative results, qualitative data from 20 semi-structured interviews were
analysed using thematic analysis (Braun & Clarke, 2006).

The interviews focused on three areas: platform dependence, innovation and adaptation strategies, and
business sustainability.

Analysis revealed four main themes:

1. Algorithmic opacity and unpredictability,
2. Opportunity creation through digital reach,
3. Dependence-risk awareness,

4. Adaptive capability and diversification.

These themes provide contextual understanding of how digital platforms both enable and constrain
entrepreneurial success.

Discussion

The findings of this study highlight the central role of digital platforms in shaping entrepreneurial
success. According to Platform Theory, the presence of strong network effects and scalable
infrastructure is a significant factor that substantially enhances entrepreneurs' ability to grow rapidly
and achieve broader markets (Parker et al., 2016). The quantitative result of an impressive positive
association between platform scope and scalability (3 = 0.42, p <0.01) supports previous assertions that
digital platforms de-integrate established entrance barriers and operational burdens.

The influence of trust infrastructure —i.e., platform-mediated dispute resolution mechanisms, customer
reviews, and ratings —was strong in promoting customer retention. This is also in agreement with
Cennamo & Santalo (2013), who believed that trust mechanisms in platform design play a crucial role
in facilitating repeat exchange and perceived risk reduction. Trust attributes are abstract assets that
generate competitive advantage in line with the Resource-Based View (RBV).

In addition, monetisation opportunities provided by platforms—ranging from ads to direct payments
and subscriptions—led the way as a core enabler of top-line growth. This highlights the role of platforms
not only as marketplaces but also as economic agents that facilitate entrepreneurs in creating flexible,
scalable top lines. Such capabilities are also value-creating, strengthening the strategic advantage of the
entrepreneur, as conceptualised in RBV theory (Foss & Saebi, 2017).

However, qualitative findings paint a richer picture. The shared thread was algorithmic transparency,
as founders struggled to keep up with updates in platform algorithms that sporadically shifted visibility
and discoverability. The issue, already recognised (Cutolo & Kenney, 2021), is bolstered by the power
imbalance in platform ecosystems, where platform owners control data visibility and access,
capitalising on entrepreneurs' risk of dependence. This dual-sided role of Gold Belt platforms—as
facilitators and gatekeepers—reinforces literature cautioning against unilateral emphasis on sole-
platform approaches (Evans & Schmalensee, 2016).

Another remarkable discovery relates to variations in platform power by sector. Content creators, for
instance, experienced greater income fluctuations due to algorithmic shifts, while owners of e-
commerce businesses were often able to diversify across platforms. The observation supports the fact
that entrepreneurial success in digital platforms is context-dependent and moderated by industry forces
(McIntyre & Srinivasan, 2017).

Briefly put, platforms both enormously enhance entrepreneurial capacity by providing infrastructure,
access, and systems of monetisation, and they also introduce strategic vulnerabilities. The results affirm
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the conceptual model presented, describing that platform components are both resources and
constraints, contingent on how they are negotiated and transformed.

Platform Success Factors

Figure 2: Discussion Summary — Linking Findings to Theory and Literature

Platform Reach
Adaptive Entrepreneurs Expands market access and

Leads to sustained growth reduces entry barriers

Sectoral Variation Trust Systems

Boosts customer retention
Influences platform

and repeat sales

Monetization Tools
Algorithmic Transparency

Ensures business

Source: Produced by the author.
Explanation:

Figure 3 presents a combined image of empirical results that conform to and complement theoretical
and scholarly discourse. The results substantiate dominant theories such as Platform Theory, RBV, and
IDT, and further pose fresh concerns like platform dependence and the rule of algorithm. Such
conformity indicates that, although digital platforms are highly beneficial, they also have structural
problems that must be addressed strategically. The discussion reinforces the necessity of being adaptive,
diversified, and strategically using resources within the new digital entrepreneurial landscape.

Conclusion and recommendations
Conclusion

This study examined how digital platforms influence entrepreneurial success by combining quantitative
and qualitative evidence. Quantitative results showed that network effects, algorithmic support, and
access to platform resources significantly enhance scalability, innovation, revenue growth, and long-
term sustainability. Qualitative findings complemented these results, revealing how entrepreneurs
experience these effects in practice. Interviewed entrepreneurs described platforms as double-edged
tools: they provide growth opportunities through market access and analytics, but also create
dependence risks due to algorithmic opacity and policy control. Adaptive strategies — such as
diversification, data literacy, and multi-platform use — emerged as key to maintaining resilience. The
study concludes that digital platforms act simultaneously as enablers and constraints of entrepreneurial
success, depending on how entrepreneurs manage their relationship with platform structures.

Recommendations

Based on the research findings, the following recommendations have been developed to enhance
entrepreneurial success and reduce risks in digital platforms.

1. Recommendations based on quantitative findings

e Strengthening network effects: Entrepreneurs should make more effective use of interaction and
sharing mechanisms on platforms (e.g., reviews, referrals, campaigns) to expand their customer base;

e Maximising algorithmic support: Entrepreneurs should understand how platform algorithms work
and use data analytics to improve their visibility;

o Efficient use of resources: Active use of training, advertising, and analytics tools provided by
platforms can increase revenue and the level of innovation.
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2. Recommendations based on qualitative findings

e Adaptation and diversification: Entrepreneurs should avoid relying on a single platform and operate
simultaneously on other platforms or through their own web resources;

e Improving data literacy: Entrepreneurs should develop data interpretation and analytical skills to
monitor and adapt to algorithmic or policy changes;

e Trust and transparency initiatives: Platform managers should communicate algorithm updates
openly and inform entrepreneurs promptly about policy changes.

3. Recommendations for future research

e Future studies should comparatively examine the degree of platform dependence across different
sectors.

¢ Longitudinal studies should track how entrepreneurs’ adaptation strategies evolve.

e Advanced qualitative methods (e.g., focus groups, narrative interviews) can be used to explore more
deeply how platform policies affect entrepreneurial behaviour.

4. Recommendations for managers and policymakers (optional)

e DPlatform managers should enhance algorithmic transparency and establish fair visibility
mechanisms for entrepreneurs.

e Policymakers and regulatory authorities should create normative frameworks that ensure fair
competition and transparency in data sharing within digital markets.

Future research directions

Future studies should examine industry-specific differences in platform dependence and explore how
sectoral dynamics moderate entrepreneurial outcomes. Comparative cross-country analyses could
reveal how varying regulatory environments influence platform—entrepreneur relationships.
Longitudinal research tracking entrepreneurs over time would also help to understand how dynamic
capabilities evolve and how entrepreneurs respond to algorithmic changes and governance shifts. Such
investigations will deepen understanding of the long-term implications of digital platforms for
entrepreneurial success and inform strategies for both practitioners and policymakers.
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Extended Abstract

Consumer ethnocentrism: A study on domestic product perception and purchasing tendencies.
Literature

Consumer ethnocentrism is a concept that refers to individuals' tendency to prefer domestic products and their attitudes toward
foreign products. This tendency is shaped by consumers' belief in the need to support products from their own country and can
directly influence purchasing decisions. Ethnocentric consumers may perceive foreign products as an economic threat and view
domestic brands as an ethical or patriotic choice. This tendency is a key variable in marketing strategies and should be considered
to understand consumer behaviour and create effective marketing campaigns. Consumer ethnocentrism can influence purchasing
behaviour in various ways. Ethnocentric consumers may view supporting domestic producers as a responsibility and may be
wary of foreign brands. The country where a product is produced can determine consumer perception and purchasing decisions.
The study focuses on revealing the status of these trends within the context of consumers in Turkey. Therefore, we planned to
interview TOGG users, a domestically produced car in the country, with the slogan "national."” TOGG users are believed to
represent the country's ethnocentric consumers.

Design and method

The research aims to understand consumer ethnocentrism through the inner world of the consumer. Therefore, a qualitative
method was chosen for the study. TOGG, a domestic automobile brand thought to reveal ethnocentric tendencies in Turkey, was
the focus of the study. Interviews were conducted with individuals who had purchased TOGG automobiles. The research was
structured using a situation/case study model. A case study is a type of qualitative research that aims to examine a specific event
or process in detail using different kinds of data and to explain the themes that emerge from this analysis (Creswell, 2016). The
sample in a case study can consist of various units, such as an individual, a program, an institution, or a group (Merriam, 2015).

Research type
Qualitative analysis
Research problems

The research essentially seeks to answer the question, "What are the ethnocentric tendencies of TOGG customers in car
purchasing?"

Data collection method

The study population consisted of all TOGG users. Due to the time and cost of the interview technique and the limited number
of volunteers, a sample of 12 individuals was included. Purposive sampling, a method that involves selecting sampling units
deemed appropriate for the research question based on the researcher's personal observations, was employed in the study
(Glirbiiz & Sahin, 2018). Interviewees were contacted until data saturation was reached among those who had purchased TOGG.
The sample size was determined at the point where data saturation had been reached and no new perspectives emerged
(Charmaz, 2006), as cited in Creswell (2013).

Findings and discussion

Interview transcripts obtained from participants were analysed using content analysis. The resulting codes were first grouped
into 12 themes and then re-examined and grouped under nine themes (Economic Nationalism, Development, National Identity,
Distance from Imported Products, Conditional Ethnocentrism, Consumer Education, State Intervention, Emotional Closeness,
Customer Satisfaction).

Results of the article

When examining the themes that emerged, participants frequently emphasised the importance of ethnocentric consumption for
the individual, as well as for the country and society. They particularly mentioned their preference for TOGG for creating
employment and preserving national identity. Participant statements on topics such as increased incentives for domestic products
and restrictions on imported products align with fundamental discourses of ethnocentrism, such as internal/external and
"us/other." In this respect, it can be easily said that the TOGG user sample exhibits ethnocentric consumer characteristics.
Furthermore, because sentiments based on economic nationalism are also present in purchases, the importance of government
financial incentives is frequently mentioned. This is particularly noted as a significant incentive factor for the transition to electric
cars, a new technology. Findings indicate that while emotional and symbolic reasons appear to be driving participants' purchases
of TOGG, a significant number of statements address expectations of quality and efficiency. Participants were motivated by
nationalistic sentiments when purchasing the product, resulting in a sense of satisfaction and fulfilment following its use.
Domestic production serves essential functions for countries, both economically and socially. At this point, consumers expect the
government to support them in every way. While consuming domestic products is considered necessary by consumers from both
economic and moral perspectives, expectations of efficiency and effectiveness are paramount for a product like the electric car,
which demands significant financial resources and involves new technology. Based on the findings, TOGG addresses this issue
both rationally and emotionally. In this context, it is possible to argue that consumer ethnocentrism, in this study, has become not
only an emotional but also a conscious, conditional, and strategic purchasing process.
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Giris

Tiiketici etnosentrizmi, bireylerin yerli {iriinleri tercih etme egilimlerini ve yabanac {iiriinlere karsi
tutumlarini ifade eden bir kavramdir. Bu egilim, tiiketicilerin kendi tilkelerinin iirtinlerini destekleme
gerekliligine olan inanglariyla sekillenmekte ve satin alma kararlarmmi dogrudan etkileyebilmektedir.
Tiiketici etnosentrizmi, bireylerin kendi tilkelerinde iiretilen {iriinleri tercih etme egilimlerini ve yabanci
iirlinlere karg: tutumlarini ifade eder. Bu kavram, tiiketicilerin yerli ekonomiyi destekleme gerekliligine
olan inanglarindan kaynaklanir ve satin alma kararlarini: dogrudan etkileyebilir. Etnosentrik tiiketiciler,
yabanai tiriinleri ekonomik tehdit olarak algilayabilir ve yerli markalar: etik veya vatansever bir secim
olarak gorebilir. Bu egilim, pazarlama stratejileri agisindan Onemli bir degisken olup, tiiketici
davraniglarini anlamak ve etkili pazarlama kampanyalar: olusturmak igin dikkate almmalidir. Satin
alma davranisi acisindan tiiketici etnosentrizmi cesitli sekillerde etkileyebilmektedir. Etnosentrik

tiikketiciler, yerli iireticileri desteklemeyi bir sorumluluk olarak gorerek, yabanci markalara mesafeli
yaklagabilir. Uriiniin {iretildigi iilke, tiiketicinin algisini ve satin alma kararini belirleyebilmektedir.

Etnosentrizm kavramiyla ilgili farkli alanlarda yapilmis gok gesitli arastirmalar bulunmaktadir (Kurnaz,
2021). Bu yaymlarin bir kismu tiiketici etnosentrizmi ile ilgilidir. Tiirkiye’de 6zellikle son yillarda yazilan
tezlerin 6nemli bir kisminin tiiketici etnosentrizmini konu edindigi goriilmektedir (Tuncer, 2025).
Yayinlanan tez ve makalelerde farkl: degiskenler {izerinde ¢alisilmistir. Bir kismi1 da TOGG &zelindedir.
Acar ve Tagkin (2023), Avci (2020), Senyapar ve Tiir (2023), Zengin, Ada ve Oktay (2024), Yilmaz, Ulas
ve Yesil (2022), ve Akbiyik (2024) yaptiklari ¢alismalar bunlardan bazilaridir. Bu ¢alisma digerlerinden
farkli olarak tiiketici etnosentrizminin Tiirkiye’deki tiiketiciler baglamindaki durumunu TOGG satin
almis kullanicilar goziinden ortaya koymaya odaklanmistir. Bu nedenle iilkenin yerli ve milli sloganiyla
iiretilen otomobili olan TOGG kullanicilar ile goriismeler yapilmistir. Goriismeler nitel olarak analiz
edilmis elde edilen bulgulardan cesitli temalara ulasilmistir. TOGG kullanicilarinin {ilkedeki
etnosentrik tiiketicileri temsil ettigi diistiniilmektedir.

Etnosentrizm

Ingilizcesi “Ethnocentrism” olan bu kavram Tiirkcede “biz-merkezcilik”, “irk-merkezcilik” veya
“etnosentrizm” kelimeleriyle ifade edilmektedir. Etnosentrizm Yunanca’da “millet, irk” anlamina gelen
“ethnos” ve merkez anlamina gelen “kentron” kelimelerinin birlesmesinden olusmustur (Aysuna,
2006). Yale Universitesi Siyaset ve Sosyal Bilimler Profesorii William Graham Sumner, “etnosentrizm”
kavramimi ilk kez 1906 yilinda yayimladigi Folkways adli eserinde ortaya koymus ve tanitmistir.
Kavram kisa siirede sosyal bilimler literatiiriinde yaygin bir kullanim alan1 bulmustur (Pettigrew, 2005).
Etnosentrizm, bireylerin kendi kiiltiirel inanglarinin, degerlerinin, normlarinin ve uygulamalarinin
diger kiiltiirlerden {istiin oldugu yoniindeki diislincelerine dayanmaktadir. Bu baglamda, kiginin kendi
kiiltiir grubunun {istiinliigiine ve dolayisiyla digerlerine gore oncelikli olmas: gerektigine inanmasi
etnosentrik bir tutumu ifade etmektedir (Lustig, Koester ve Halualani, 2017; Soumitra, 2011).
Etnosentrizm ayni zamanda bireylerin kendi kiiltiirlerini diinyanin merkezinde konumlandirma
egilimini icermekte; baska bir deyisle, kendi kiiltiirel diistinme ve davranma bicimlerini diger
kiiltiirlerin diistinme ve davranma bigimlerine kiyasla daha dogal, normal ve dogru varsaymaktadir
(Snow, 2019).

Etnosentrizm, her kiiltiiriin ayrilmaz bir parcasi olup grup gururu ve sadakati gelistirmede olumlu bir
islev iistlenebilir. Bununla birlikte, farkl: irksal, etnik, dini veya kiiltiirel gruplara yonelik oényarg: ve
diismanliklarin ortaya ¢ikmasina da zemin hazirlayabilir (Lucas ve Stob, 2023; Pettigrew, 2005). Toplum
iiyeleri, baska bir yasam tarzini yalmizca etnosentrik terimlerle degerlendirmekle kalmayip,
gozlemledikleri farkliliklar karsisinda harekete gegmeyi de segebilirler. Diger yasam bigimlerini yanls
ancak oziinde kotii gormedikleri durumlarda, bu gruplarin kendi kiiltiirel pratiklerine doniistiiriilmesi
gerektigine inanabilirler. Ancak s6z konusu gruplar kendi yasam bigimlerini degistirmeye direng
gosterdiginde, basarisiz doniislim ¢abalar: aktif bir ikicilige doniisebilir: “biz ve onlar”, “uygarlik ve
barbarlik”, “iyi ve kotii”. Bu durumun nihai sonucu savas veya soykirim olabilir; yani irk, din, milliyet
ya da diger kiiltiirel 6zellikler temelinde bir grubun kasith olarak yok edilmesiyle sonuglanabilir
(Lavenda ve Schultz, 2018).

Hooghe (2008)e gore etnosentrizmin birbirine baglh ancak ampirik olarak ayirt edilebilen iki
bileseninden bahsedilebilir: kiiltiirel ve ekonomik etnosentrizm. Kiiltiirel etnosentrizm, bireylerin kendi
kiiltiirel norm ve tutumlarini digerlerinden {istiin gdrmesine ve bu diizenin yeni gruplarin gelisiyle
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tehdit edildigine inanmasma dayarur; genellikle kiyafet ve dini semboller gibi kiiltiirel kimlik
gostergeleri etrafindaki anlasmazliklarda ortaya cikar. Ekonomik etnosentrizm ise diger gruplar
ekonomik rakip olarak gorme ve onlarin faaliyetlerini siirlandirma egilimiyle iligkilidir; isgiicti
piyasasinda ayrimci 6nlemler, boykotlar veya kendi kiiltiiriine ait iiriinlere yonelimle kendini gosterir.
Bunun yaru sira, agik etnosentrizmin dis gruplara yonelik olumsuz yargilarin agikca ifade edilmesini,
ortiik etnosentrizmin ise bastirilmis 6nyargilarin egitim, barinma ve kiiltiirel katilim gibi alanlarda
dolayli bicimde ayrimci tutumlara doniismesini ifade etmektedir (Hooghe, 2008).

Tiiketici etnosentrizmi

Tiiketici etnosentrizmi, tiiketicilerin yabanci menseli {irtinlere yonelik bilissel, duygusal ve normatif
egilimlerini kapsayan ¢ok boyutlu yapmnin tek bir bileseni olarak degerlendirilmektedir. Bu yapimnin
kapsamyi; nesneye yonelik inang ve tutumlari (6rnegin, tirtin kalitesi ve degerine iliskin algilar), normatif
inang ve tutumlar: (yabanci menseli {iriinlerin satin alinmasina dair degerlendirmeler) ve tiiketicinin
kendi ¢ikarlaria en uygun davranisi belirlemeye yonelik bireysel degerlendirmeleri icermektedir. Bu
baglamda tiiketici etnosentrizmi, s6z konusu yapin bir boyutu olarak, yerli iiriinlerin satin
alinmasmin {ilke icin faydali, yabanci tiriinlerin tercih edilmesinin ise ekonomi, iilke ve diger
vatandaslar acisindan zararli olduguna yonelik normatif inanglar1 yansitmaktadir (Shimp, 1984).
Tiiketici Etnosentrizmi, yerli ve yabana {iriinlere yonelik tutumlar: agiklamak icin duygusal, bilissel ve
davranigsal olmak iizere {i¢ boyutlu bir yap1 olarak ele alinmaktadir. Bu yaklasima gore tiiketici
etnosentrizminde yabanci iiriinlere kars: siiphe ve kiiciimseme igeren duygusal tepkiler, yerli {irtinleri
iistiin gormeye yonelik bilissel dnyargilar ve yerli {iriinleri tercih etme, deneme ve olumlu sekilde
tavsiye etme gibi davranigsal egilimleri kapsamaktadir (Sharma, 2015).

“Tiiketici etnosentrizmi” kavrami, ilk olarak Amerikal: tiiketicilerin yabanct menseli iiriinleri satin
almanin uygunlugu ve hatta ahlaki yonii hakkindaki inanglarimi tanimlamak amaciyla ortaya
konmustur. Etnosentrik tiiketiciler, ithal {irtinlerin satin alinmasini yanlis bulmakta; bu tutumun yerel
ekonomiye zarar verdigine, isttihdam kaybina yol a¢tigina ve acikga vatanseverlige aykir1 olduguna
inanmaktadir. Dis gruplara ait {iriinler, yiiksek diizeyde etnosentrizme sahip tiiketiciler tarafindan
kiiclimseme nesneleri olarak goriilmektedir. Buna karsin, etnosentrik olmayan tiiketiciler yabanci
artinleri tiretildikleri tilkeye bakmaksizin kendi 6zelliklerine gore degerlendirir; hatta bazi durumlarda,
yurt diginda iiretilmis olmalar1 nedeniyle bu iiriinlere daha olumlu yaklasabilirler. Islevsel agidan
tliketici etnosentrizmi, bireye kimlik ve aidiyet duygusu kazandirmanin yan sira, 6zellikle hangi satin
alma davramuslarmin grup igerisinde kabul edilebilir veya edilemez olduguna dair bir anlayis
gelistirmesine yardimci olur (Shimp ve Sharma, 1987). 1980’li yillarda popiilerlesen “Yerli mali yurdun
maly, her Tiirk bunu kullanmal1” ifadesi, etnosentrik satin alma davranisini yansitan tipik bir bakis agis1
olarak degerlendirilebilir (Aysuna, 2006).

Cesitli calismalarda, etnosentrik egilimlerin tiiketici karar siiregleri iizerinde etkili olduguna dair ¢ok
sayida bulgu ortaya koymaktadir. Poyraz’in Etnosentrik Egilimlerin Tiiketici Davraniglar1 Uzerine
Etkisi baslikli arastirmasinda, Tiirkiye ve Azerbaycan tiiketicilerinin etnosentrik egilimleri
karsilagtirilmis; Tiirkiye’de cinsiyet, medeni durum, gelir, meslek ve 45 yas alt1 gruplarda daha ytiksek
diizeylerin goriildiigii belirlenmistir. Egitim diizeyine iliskin analizde, yalnizca {iniversite mezunlar1
arasinda Tiirkiye lehine anlamli bir fark saptanmuis, lise mezunlar: arasinda ise fark gozlenmemistir.
Genel bulgular, Tiirkiye’deki katilimcilarin daha yiiksek etnosentrik egilimlere sahip oldugunu
gostermektedir (Poyraz, 2017). Watson ve Wright'in ¢alismasi, yerli alternatiflerin bulunmadig: tiriin
kategorilerinde tiiketici etnosentrizmi ile yabanci iiriinlere yonelik tutumlar arasindaki iligkiyi
incelemis ve yiiksek etnosentrizme sahip bireylerin kiiltiirel olarak benzer iilkelerden gelen iiriinlere
daha olumlu yaklastigini ortaya koymustur. Yeni Zelanda’da yiiriitillen anket bulgulari, kiiltiirel
benzerligin iiriin degerlendirmesinde énemli bir kriter oldugunu gostermektedir (Watson ve Wright,
2000). Supphellen ve Rittenburg'un Polonyal: tiiketiciler ile yaptig1 arastirmasi ise, yabanct markalara
yonelik iistiin kalite algisinin yerlesik oldugu piyasa kosullarinda tiiketici etnosentrizminin asimetrik
bir etki sergiledigini ortaya koymaktadir (Supphellen ve Rittenburg, 2001). Karoui ve Khemakhem
tarafindan yiiriitiilen Tunus’taki ¢alismalarinda, tiiketici ethosentrizminin yerli {iriin satin alma istegini
olumlu yonde etkiledigini, ancak bu etkinin yabanci {iriiniin mensei ve prestij algisina gore
farklilastigini ortaya koymustur (Karoui ve Khemakhem, 2019). Dang ve arkadaslarinin Vietnam’'da
gerceklestirdigi arastirma, tiiketici etnosentrizminin algilanan deger ve kalite ile satin alma niyeti
arasindaki iliskiyi anlamli bigimde etkilemedigini, ancak marka giivenligi ile satin alma niyeti
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arasindaki iliskiyi gli¢clendirdigini gostermektedir. Bu durum, tiiketicilerin etnosentrik egilimlerinden
bagimsiz olarak algilanan deger diisiik oldugunda markay: satin alma niyetlerinin azaldigini; giiven
duyulan markalara yonelik satin alma niyetlerinin ise etnosentrik egilimlerle birlikte arttigini ortaya
koymaktadir (Nguyen, Dang, Tran ve Nguyen 2022). Josiassen, Assaf ve Karpen'in g¢alismasi
Avustralya’da gerceklestirdikleri c¢alisma ise tiiketicilerin etnosentrizm egilimlerinin miisteri
ozelliklerinden dogrudan etkilendigini ortaya koymaktadir. Arastirmada ayrica, tiiketici etnosentrizmi
ile satin alma istegi arasindaki iliskinin giiciiniin de miisteri Ozellikleri tarafindan sekillendigi
belirlenmistir. Ozellikle yas ve cinsiyetin, tiiketici etnosentrizmi ile satin alma istegi arasindaki iliskinin
anlamli moderatorleri oldugu saptanmustir (Josiassen, Assaf ve Karpen, 2011).

Literatiirde, tiiketici etnosentrizminin yabanci {iriinlere yonelik satin alma niyetini olumsuz etkiledigi
vurgulayan yaymnlar bulunmaktadir. Etnosentrik egilimleri yiiksek olan tiiketiciler, ithal {irtinleri
yalnizca ekonomik kaygilarla degil, ayn1 zamanda ahlaki acidan sakincali gorme egilimindedir. Bu tiir
giiclii ahlaki yargilar karar siirecine dahil oldugunda, yabana tiriinlerin islevsel yararlar1 goz ardi
edilmekte; daha diisiik kaliteli ya da pahali yerli tiriinler, ekonomik agidan rasyonel olmasa da tercih
edilmektedir. Ayrica tiiketici etnosentrizmi, yerli iiriinlerin degerinin oldugundan ytiksek
algilanmasma ve ithal {iriinleri reddetmenin gerekgelendirilmesine katki saglayarak, yabanci
driinlerden uzaklasmayi agiklayan énemli bir unsur haline gelmektedir (Zeren, Kara ve Arango Gil,,
2020).

Calismanin odak noktasini olusturan TOGG, yeni bir {iriin olmasina ragmen markay1 odagina olan
onemli calismalar bulunmaktadir. TOGG un yerli otomobil girisiminin sadece politik degil, cok boyutlu
cevresel faktorlere dayandigini ortaya koyan Yaprak’in (2023) calismasi, tiiketici yenilikgiligi ve tiiketici
etnosentrizminin yerli markali otomobil satin alma niyeti tizerinde olumlu etkilerinin oldugu, mensei
iilke imaji faktoriiniin ise yerli markali otomobil satin alma niyeti iizerinde anlamli bir etkisinin
olmadigin1 TOGG 6zelinde ortaya koyan Avcr’'nin (2020) calismasi, Tiirkiye'nin genel iilke imaji ve
genel iirtin imajinin, TOGG'un algilanan iriin imaji tizerinde bir etkisi oldugunu ayrica TOGG'un
algilanan iiriin imajinin, satin alma niyeti tizerinde pozitif ve anlamli bir etkisi oldugu ortaya koyan
Tilki, Bozkurt, Aktan ve Kogak'in (2022) c¢alismasi, ev teknolojilerini TOGG teknolojisi ile
karsilastirarak, tiiketici etnosentrizmi gercevesinde pazar tizerindeki potansiyel etkileri degerlendiren
Senyapar ve Tiir'tin (2023) yaptiklar1 calisma, TOGG markasinin elektrikli otomobil iiriiniine yonelik
tliketicilerin satin alma niyetlerinde algilanan deger ve tiiketici etnosentrizminin etkisini ortaya koyan
Acar ve Taskin’in (2023) calismasi, TOGG'un, tiiketiciler tarafindan satin alinmasinda etnosentrik
egilimlimin etki diizeyini belirleyerek bu etkide mense iilke etkisinin aracilik roliinii ortaya koyan
Zengin vd.nin (2024) calismasi, etnosentrizm ve tiiketici iliskiselligini TOGG 6zelinde ortaya koyan
Yilmaz vd.'nin (2022) ¢alismasi bunlardan bazilaridir.

Arastirma tasarimi

Aragtirma tiiketici etnosentrizminin miisterinin i¢ diinyasi tizerinden anlamay1 amaglamaktadir. Bu
nedenle arastirmada nitel yontem tercih edilmistir. Tiirkiye’deki etnosentrik egilimleri ortaya
koyabilecegi diisiiniilen yerli otomobil markasi TOGG inceleme odagina alinmustir.

TOGG marka otomobil satin almis kisiler ile goriismeler yapilmistir. Arastirma durum/vaka calisma
modeli tizerinden kurgulanmistir. Durum c¢alismasi, belirli bir olay ya da siirecin farkli veri tiirleriyle
ayrintili bigimde incelenmesini ve bu inceleme sonucunda ortaya ¢ikan temalarin agiklanmasin
amagclayan bir nitel arastirma tiirtidiir (Creswell ve Poth, 2016). Durum ¢alismasinda orneklem; birey,
program, kurum ya da grup gibi farkli birimlerden olusabilmektedir (Merriam, 2015).

Arastirmanin ¢calisma grubu

Calismanin evrenini tiim TOGG kullanicilar1 olustururken, goriisme teknigin zaman ve maliyet
gerektiren bir teknik olmasi ayrica goriismeye goniillii katilmay1 kabul edenlerin kisith sayida olmas:
nedeniyle 12 kisi 6rneklem dahil edilmistir. Arastirmada, arastirmacinin kisisel gozlemlerine dayanarak
aragtirma amacina uygun oldugunu diisiindiigii 6rneklem birimlerinden olusan bir 6rnekleme yontemi
olan amagli 6rnekleme yontemi benimsenmistir (Giirbiiz ve Sahin, 2018). TOGG satin almis kisilerden
veri doygunluguna ulasilana kadar goriismecilere ulagilmaya galigilmigtir. Orneklem biiyiikliigii,
verilerin doygunluga ulasip yeni bakis agilarmin ortaya c¢ikmadigi noktada belirlenmistir
(Charmaz’dan aktaran Creswell, 2013).
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Veri toplama teknikleri ve analizi

Aragtirma tiiketici etnosentrizminin miisterinin i¢ diinyas: {izerinden anlamay1 amaglamaktadir. Bu
nedenle nitel yontem tercih edilmis. Veri toplama teknigi olarak goriisme tercih edilmistir. Tiiketici
etnosentrizmi ile ilgili daha 6nce yapilan calismalarda genellikle nicel yontem tercih edilmistir.
Egilimler ve sikliklar iizerine degerli bulgular elde edilse de aligveriste milliyet¢i bir tutumun neden ve
nasillarini ortaya koymakta nitel yontem daha derin anlamlar1 ortaya g¢ikarabilmektedir. Goriisme
sorular1 hazirlanirken alanda siklikla kullanilan 6lgek sorulari (Shimp ve Sharma, 1987; Wang, Jantan,
Wu, Gong, Cao, Wong ve Wang, 2022) da incelenmis, sorular tiiketicinin satin alma kararindaki
etnosentrik duygular1 ortaya c¢ikarmaya yonelik hale getirilmistir. Arastirma temel olarak, “TOGG
miigterilerinin otomobil satin alimindaki etnosentrik egilimleri nelerdir?” sorusuna cevap aramaktadir.

Calismada 15 soru sorulmustur. Sorulan sorular ii¢ temel boliimden olusmaktadir. Ik kisimda
demografik sorular, ikinci kisimda ise tiiketici etnosentrizmini anlamaya yonelik sorular {igiincii
kisimdaysa {irline yonelik memnuniyet ve sadakati anlamaya yonelik sorular yer almaktadir. 12
katilimcr sorular: yanitlamuis, elde edilen veriler icerik analiz ile incelenmistir.

Calisma inandiricilik, aktarilabilirlik, tutarhilik ve teyit edilebilirlik ilkeleri gozetilerek yiiriitiillmiistiir.
Katilimei sayisi, veri toplama siireci ve goriisme siireleri ayrintili bigimde aktarilmistir. Veriler desifre
edildikten sonra kodlama siirecinde capraz kontrol yapilmis, ardindan raporlama asamasina
gecilmistir.

Arastirmanin etik izni

Calismayla ilgili etik izinler Kiitahya Dumlupmnar Universitesi Sosyal ve Beseri Bilimler Bilimsel
Arastirma ve Yayin Etigi Kurulundan: 02.06.2025-280 numarali evrak tarih ve sayisi ile alinmistir.

Bulgular

Aragstirma kapsaminda 12 kisiye ulasilmistir. Katilmcilarin demografik bilgileri asagidaki tabloda
gosterilmistir.

Tablo 1: Katilimcilarin Demografik Ozellikleri

Katilimc1 Aylik ortalama hane
No. Cinsiyet Yas Egitim geliri (TL) Cocuk sayis1
K1 Erkek 62 Lisans 125.000 4
K2 Kadin 43 Lisans 100.000 1
K3 Erkek 47 Lisans 150.000 3
K4 Erkek 38 Lisansiistii 150.000 3
K5 Erkek 41 Lisansiistii 85.000 3
K6 Erkek 48 Lisans 50.000 2
K7 Erkek 45 Lisansiistii 150.000 3
K8 Kadin 44 Lisansiistii 150.000 3
K9 Kadin 37 Lisansiistii 150.000 3
K10 Kadin 38 Lisans 85.000 3
K11 Kadin 45 Lisans 150.000 3
K12 Kadin 46 Lisans 50.000 2

Kaynak: Yazar tarafindan iretilmistir.

Ornekleme demografik 6zelliklerine bakildiginda; kadin erkek sayisinin esit oldugu, katilimcilarin
yliksek egitimli, orta yasl, cogunlukla yiiksek gelirli ve c¢ocuk sahibi bireylerden olustugu
goriilmektedir.

Goriisme dokiimlerine bakildiginda baz1 sozciiklerin siklikla kullanildig1 goriilmektedir. Sozciiklerin
tematik olarak karsiladiklar1 anlamlara bakildiginda asagidaki tablo ortaya ¢ikmustir.
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Tablo 2: Cok Gegen Tematik Sozciikler

Kelime Siklik Anlam
Yerli Yiiksek Ulusal iiriin vurgusu
Uretim Yiiksek Kalkinma
Ithal Yiiksek Dis tehdit
TOGG Yiiksek Uriin
Tercih Orta-Ytiiksek | Tiiketici davranist
Milli Orta-Yiiksek | Aidiyet
Kimlik Orta Kiiltiirel baglam
Gurur Orta Duygusal iliski
Vatandaglhik | Orta Toplumsal sorumluluk
Kalite Orta Verimlilik
Sadakat Diusuik Miisteri sadakati

Kaynak: Yazar tarafindan tiretilmistir.

Katilimcilardan elde edilen goriisme dokiimleri igerik analiziyle incelenmistir. Ortaya ¢itkan kodlar 6nce
12 tema, sonrasinda tekrar incelenerek 9 tema altinda toplanmistir. Ortaya ¢ikan temalar, temalarin
baglamsal tanimlar1 ve hangi cevaplarin bu temalarin altinda topladig1 asagidaki tabloda verilmistir.

Tablo 3: Ortaya Cikan Temalar

‘Tema ”Ortaya ¢ikan anlam

‘Ekonomik Milliyetcilik ”Ithal driinleri almayarak tilke ekonomisine katk: saglanmasi

‘Kalkmma ”Yerli iiretim sayesinde istihdam saglanmasi.

‘Milli Kimlik ”Yerli iiriin tiiketiminin bir vatandaghk gorevi ve kimlik sembolii olarak goriilmesi

‘ithal Uriinlere Mesafe ”Yerli iirlin tercih etmemenin digsa bagimhilig arttiracag diisiincesi

‘K0§ullu Etnosentrizm ”Ulke mengeili {irtinleri almaya yo6nelik olumlu tutumun destekleyicisi olarak iiriiniin kaliteli olmasi

‘Tijketici Egitimi ”Tﬁketici farkindalig icin devlet destekli egitim
‘Devlet Miidahalesi ”Yerli iiretimin devlet destegiyle tegviki
‘Duygusal Yakinlik ”Yerli ve milli bir {iriinle ilgili duyulan gurur

‘Mﬁgteri Memnuniyeti ”Satm alinan {iriiniin kalitesinden, dogru tercih olmasimdan duyulan memnuniyet.

Kaynak: Yazar tarafindan {iretilmistir.
Bulgulara gore ortaya ¢ikan temalar
1. Ekonomik Milliyetcilik

Katilimcilarin yanitlarindan tiiretilen ilk tema “ekonomik milliyetgilik” temasidir. Bu tema, bireylerin
ekonomik tercihlerinde ulusal ¢ikarlar1 nceleme egilimlerini ve yerli iiretime yonelik duyarhliklarini
ortaya koymaktadir. Kavramsal olarak ekonomik milliyet¢ilik, bir devletin ulusal ¢ikarlarim
onceliklendiren, yerli iiretimi tesvik eden, kendi kendine yeterlilii savunan ve disa bagimlilig
azaltmay1 amaglayan ekonomik politika ve sdylemler biitiiniidiir (Cevik, 2024). Bu yaklasim, yalnizca
ekonomik degil ayn1 zamanda siyasi ve kiiltiirel bir durusu da yansitmaktadir.

Bu temanun igerigini olusturan kod ciimlelerden bazilar1 asagidaki gibidir:
- “Ithalat ile yurtdisina olan doviz kaybimiz azalacaktir.”

Bu ifade, ile katilimci, ithalatin azaltilmasinin {ilke ekonomisi tizerindeki olumlu etkilerini
vurgulamaktadir.

- “Aldiklari ticretleri harcadiklarinda yurticinde yeni gelir kazanan insanlar olur.”
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Bu goriis, yerli titketimin ¢arpan etkisiyle i¢ piyasay1 canlandiracagi ve gelir dagilimini olumlu yonde
etkileyecegi diislincesini yansitmaktadir. Katilimci, ekonomik milliyetciligi toplumsal refahin
artirilmasiyla iliskilendirmektedir.

- “Satin alinan her yabanci menseli iiriin milli ekonomimizi baltalamaktir.”

Bu ifade, ekonomik milliyet¢iligin duygusal ve sembolik yoniinii ortaya koymaktadir. Katilimc,
yabanci iirtin tiiketimini yalnizca ekonomik degil, aymi zamanda milli bir tehdit olarak
degerlendirmektedir.

2. Kalkinma

Katilima yanitlarindan tiiretilen ikinci tema, “Kalkinma” temasidir. Bu tema, yerli {iretimin yalmizca
ekonomik biiylimeye degil, ayni zamanda toplumsal esitlik, gelir dagilimi ve sosyal refahin tabana
yayilmasi gibi daha genis sosyo-ekonomik hedeflere hizmet ettigine dair bir algry1 yansitmaktadir. Yerli
dritinlerin tercih edilmesi, iilke iginde katma deger yaratilmasini, sermaye birikimini, yatirim ve
istthdam artisin1 destekledigi bilinmektedir (Akbayir ve Yereli, 2019). Katiimcilar, yerli iiretimin
dogrudan istihdam yaratma potansiyelini ve bunun toplumsal diizeyde olumlu etkilerini
vurgulamaktadir

Bu baglamda, asagidaki katihmai ifadeleri temay1 destekler niteliktedir:
- “Yerli tiretim istihdam demektir.”

Bu ifade, yerli tiretimin dogrudan istihdam olusturmada etkili bir ara¢ oldugu yoniindeki algiy1 ortaya
koymaktadir. Katilimci, iiretim-tiiketim iligkisinin istthdam tizerindeki etkisini net bir bicimde ifade
etmektedir.

- “Yerli iirlin satin almak dogrudan istihdam yaratir.”

Bu goriis, tiiketici tercihlerinin ekonomik sonuglar1 olduguna isaret etmektedir. Katilimei, tiiketim
davranislarinin tiretim zincirine etkisi tizerinden istthdamin desteklenebilecegini savunmaktadir. Bu
yaklasim, ekonomik milliyet¢iligin bireysel diizeyde nasil somutlagtigini gostermektedir.

- “Refah toplum tabanina yayilacaktir.”

Bu ifade, yerli iiretimin yalnizca ekonomik degil, sosyal adalet ilkesiyle de iligkilendirildigini
gostermektedir. Katilimci, kalkinmanin artmasinin refahin daha genis kesimlere ulasmasini saglayacag:
yoniinde bir beklenti tasgimaktadir.

3. Milli Kimlik

Bu tema, katilimcilarin yerli iriin tiiketimini yalnizca ekonomik bir tercih degil, ayn1 zamanda milli
kimligin ifadesi ve bir anlamda kolektif aidiyetin pekistirilmesi olarak gérmektedirler. Yerli tiretim, bu
noktada bireyin iilkesine olan baglihigini ve kiiltiirel kimligini goriiniir kilan bir ara¢ olarak
konumlandirilmaktadir. Ulusal kimlige yoOnelik tutumu yiiksek tiiketicilerin, etnosentrizm
diizeylerinin de yiiksek oldugu ve bu ylizden yabanc {iiriin alma egilimlerinin diisiik oldugu
aragtirmalarla ortaya konmustur (Kalburan, Kantar, Bardakc1 ve Hasiloglu, 2023). Katihmcilar, yerli
iriin tercihlerini milli tercihler {izerinden iliskilendirmektedir. Ortaya ¢ikan temada bu goriisil
destekler niteliktedir.

Bu temay1 destekleyen katilimci ifadeleri sunlardr:
- “Kendini, iilkesini o tirtinde tanimlama vesilesi olacaktir.”

Bu ifade, yerli iirtinlerin sembolik bir temsil giicline sahip oldugunu gostermektedir. Katilimcr bir
titketim eylemi olarak kimlik inga siirecinde {ilkesini, aldig1 bu iiriin tizerinden tanimlamaktadir.

- “Yerli tiretim kimlik anlayisinda 6zgiivenin somut ispatidir.”

Katilimgy, yerli iiretimi tilke olarak kendi kendine bir yeterliligin ifadesi olarak gormektedir. Bu goriis,
yerli {iretimin ayn1 zamanda psikolojik ve kiiltiirel bir deger tasidigina isaret etmektedir. Tiiketici
tercihi, bu baglamda aidiyetin gliclendirilmesi ve toplumsal moralin yiikseltilmesi ile
iligkilendirilmektedir.

- “Yerli tirtinler konusunda hassasiyet gostermemiz bir vatan borcudur.”
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Bu ifade, yerli tirtin tiiketiminin ahlaki bir yiikiimliilitk olarak goriildiigiinii ortaya koymaktadir.
Katilimei, tiiketim davranisini vatana karsi sorumluluk cercevesinde degerlendirmekte; yerli {iriin
tercihinin tilkeye olan vefa ile iliskilendirildigini vurgulamaktadir. Bu yaklasim, tiiketim davranisinin
yalnizca bireysel degil, aymi zamanda toplumsal ve ulusal bir gorev olarak yorumlandigimni
gostermektedir.

4. ithal Uriinlere Mesafe

Bu tema, katilimcilarin ithal iiriinlere karsi elestirel bir tutum gelistirdigini ve bu iirtinlerin milli
ekonomiye zarar verdigi yoOniindeki diislincelerini yansitmaktadir. Katiimecilar, ithal iriinlerin
yayginlasmasini disa bagimlilik, ekonomik zayiflik ve milli kiiltiiriin zayiflamasi ile
iliskilendirmektedir. Arastirmalar bazen etnosentrik tiiketimin boyutlarinin ekonomik iyilesmeyi
amaglarken dislayicr milliyetcilikle ortiiserek tiiketici politikalarmin gesitlili§ini ve yaraticiligim
kisitladigin ileri stirmektedir (Lekakis, 2017). Bu temada da benzer anlamlara rastlanilmaktadir.

- “Ithal tirtinler milli ekonomimizi baltalamaktadir.”

Bu ifade, ithal {irtinlerin yerli tiretimi zayiflattig1 ve ekonomik milliyetcilige zarar verdigi yoniindeki
algry1 ortaya koymaktadir.

- “Yabanci mallara duyulan gereksiz hayranli§in 6niine gecmek gerekir.”

Katilimgi, tiiketim kiltiiriindeki yabanci hayranligin elestirmekte ve bu tutumun kiiltiirel 6zgiiveni
zedeledigini ima etmektedir.

- “Yabana {iriinlerin dominant olmasi disa bagimhilig1 arttirir.”

Bu goriis, ithal iirtin aliminin ¢ok artmasi durumunda ekonomik ve teknolojik olarak disariya
bagimhiligin artacag yoniindeki endiseyi yansitmaktadir.

5. Kosullu Etnosentrik Tutum

Bu tema, katilimcilarin yerli {iriinleri tercih etme egiliminde olduklarini ancak bu tercihin kosullu, yani
kalite, deger uyumu ve performans kriterlerine bagh oldugunu gostermektedir. Katilimcilar, elestirel
milliyetcilik gercevesinde yerli iiriinleri desteklemekte, bunu yaparken rasyonel bir degerlendirme
yapmaktadirlar. Asil ve Kaya (2013), Tiirkiye 6zelinde yaptiklari calismada; Tiiketici etnosentrizminin
diizeyi, iilkelerin gelismislik seviyesi gibi ¢esitli faktorlere bagh olarak degistigini belirtmektedirler.
Gelismis tilkelerde yerli {iriin tercihleri genellikle {iriinlerin iist{in kalite algisina dayanirken, bu tutum
etnosentrizmden ziyade rasyonel degerlendirmeye dayali oldugunu buna karsilik, az gelismis
tilkelerde tiiketiciler yerli tirtinleri diisiik kaliteli bulsalar da ekonomik gerekgeler ve iilke ekonomisine
katk:i saglama istegi nedeniyle yerli iiriinleri tercih edebildiklerini ifade etmektedirler. Tiirkiye'nin
gelismekte olan bir iilke olmasi nedeniyle Tiirk tiiketiciler ne yerli tirtinleri diisiik kaliteli gérmekte ne
de tilke ekonomisinin ciddi bir destege ihtiya¢ duydugunu diistinmektedirler; bu nedenle etnosentrizm
diizeylerinin orta seviyede olmasi beklediklerini ifade etmislerdir (Asil ve Kaya 2013). Calismanin
bulgularinda ise katilimcilar 6zelinde etnosentrik egilimlerin yiiksek olmasina ragmen rasyonel
yaklasiminda varliginin alti ¢izilmektedir.

- “Milli ve manevi degerlerime ters diismeyen ithal iiriinlerde agik ara iistiinliik varsa... tercih ederim.”

Bu ifade, deger uyumu ve kalite {istiinliigii gibi kriterlerin tiiketici kararlarinda belirleyici oldugunu
gostermektedir.

- “Kaliteli bir alternatif varsa ithal {iriin yerine yerli tir{in alinmalidir.”
Katilimei, yerli iiriiniin tercih edilmesinin kaliteyle desteklenmesi gerektigini savunmaktadir.
- “Yerli tirtin diye... kalitesiz {iriinlerin tiiketilmesinin tesvik edilmesi uygun degil.”

Bu goriis, yerli iirtinlerin kalitesiz olmas1 durumunda etik olmayan bir tesvik mekanizmasina karsi
cikildigini gostermektedir.

6. Tiiketici Egitimi
Bu tema, yerli iiriin tiiketiminin yayginlastirilmasi igin tiiketici bilincinin artirilmasi, egitim yoluyla

farkindalik kazandirilmasi gerektigi diisiincesine dayanmaktadir. Katilimcilar, tiiketici davranislarinin
yalnizca bireysel degil, ayni zamanda toplumsal sonuglar dogurdugunu vurgulamaktadir. Nitekim baz1
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calismalarda tiiketici farkindaliginin tiiketici etnosentrizmini pozitif yonde etkiledigi belirtilmistir
(Makanyeza 2015). Ortaya ¢ikan temalardaki bulgularda bu yondedir.
- “Devlet destekli bilingli tiiketici nasil olunur adina okullarda dersler konulmali.”
Bu ifade egitim yoluyla tiiketici bilincinin gelistirilmesi gerektigini savunmaktadir.
- “Yerli tirtinlerin kullanimi egitimle tesvik edilmelidir.”
Ay sekilde burada da katilimci, bilingli tiiketimin egitimle miimkiin olacagini belirtmektedir.
- “Tiiketici tercihleri sadece bireysel degil, toplumsal sonuglar dogurur.”

Bu climlelerde de goriildiigii lizere devlet destekli bir egitimle yerli ve milli olana 6zen ve ilgilin
arttirilabilecegi ifade edilmektedir.

7. Devlet Miidahalesi

Devletin ekonomiye miidahalesi sermaye ve isgiicii piyasalarinda etkili olabilmektedir. Dogru politika
se¢cimi ekonomide genisleme saglayabilmektedir (Giiran ve Cingi, 2002). Bu tema, yerli {iretimin
desteklenmesi igin devletin aktif rol iistlenmesi, tesvik mekanizmalari, vergi diizenlemeleri ve giimriik
politikalar1 gibi araglarla yerli iirtinlerin rekabet giiciiniin artirilmasi gerektigi diisiincesine
dayanmaktadir.

- “Devlet siibvansiyonu seklinde tesvik edilmesi lazim.”
Katilimci, devlet destegiyle, yerli iiretimin gliclendirilmesini 6nermektedir.
- “Yerli iirtinlerdeki vergilerin diisiik tutulmasini isterim.”

Ayni sekilde burada da devletin yerli {irtinii korumas: igin ithal triinlerin pazar girisine yonelik
zorlastirict 6nlemler alinmasi gerektiginden bahsedilmektedir.

- “Ithalat yerine yerli iir{iniin tercih edilmesi i¢in giimriik tarifeleri uygulanmali.”

Katilmei, bu ifadesiyle yerli {irlinleri desteklemede ithal {iriinlere yonelik uygulanabilecek
sinirlandirmalarin katkisindan bahsetmektedir.

8. Duygusal Yakinlik

Bu tema, TOGG o6zelinde yerli atilimlara duyulan duygusal yakinlik, ulusal gurur ve topluluk bilinci
tizerinden sekillenmektedir. Katilimcilar, TOGG’u tilkesinin basari sembolii, teknolojik ilerlemenin
temsili ve milli gururun kaynagi olarak gormektedir. Bu temayla Ortiisen bir sekilde etnosentrik
tiikketicilerin duygusal tepki algisinin marka tutumlarini (rnegin sevgi, imaj, memnuniyet, sadakat)
etkiledigini gosteren calismalar bulunmaktadir (Hong, Park, Jaroenwanit, Siriyota ve Sothonvit, 2023).

- “Bu liiks ve teknolojiye sahip olmanin... gururunu gogsiimiizii gererek tagiyoruz.”

Bu ifade, iiriiniin tiiketicinin anlam diinyasindaki duygusal degerini vurgulamaktadir.

- “Yerli ve milli olmasi gurur sebebim.”

Burada da katilimci, TOGG’u ulusal bir basar1 kaynag: olarak gordiigiinii ifade etmektedir.
- “Yerli bir ara¢ kullanmanin gururunu yastyorum.”

Bu goriis, tiiketim davranisinin 6viing ve aidiyet ile iliskilendirildigini gostermektedir.

9. Miisteri Memnuniyeti

Tiiketici milliyetciligi tutum ve satin alma niyetlerini 6nemli 6l¢iide etkilemektedir (Sari, 2020). Bu
temaya bakildiginda, satin alina yerli iiriine iliskin fiyat/performans, konfor ve teknolojik yenilik
agisindan  tiiketici beklentilerini karsiladig: goriilmektedir. Katihmailar, yerli {iriinleri rasyonel
degerlendirme temelinde olumlu bi¢imde degerlendirmektedir. Tiirkiye oOzelinde farkli {iiriin
gruplarinda tiiketici etnosentrizminin algilanan kalite ve marka sadakati {izerinde anlamli bir etkiye
sahip oldugunu gosteren ¢alismalar bulunmaktadir (Yildiz ve Kogan, 2019). Buradaki tema da ortaya
¢ikan memnuniyet ve sadakatin rasyonel bir etnosentrizmi barindirdigini belirtmek gerekmektedir.

- “Fiyat/fayda agisindan oldukga iyi bir noktada diye diistiniiyorum.”
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Bu ifade, ekonomik verimlilik ve tiiketici tatmini arasinda kurulan iliskiyi gostermektedir.

- “Konforu, saglamlig, teknolojisi beklentimin {izerinde.”

Katilime, yerli iiriiniin kalite ve performans agisindan tatmin edici oldugunu belirtmektedir.
- “Yerli olmasina ragmen diinya standartlarinin iistiinde bir akilli cihaz.”

Bu goriis, yerli iiriinlerin kiiresel rekabet giiciine sahip oldugu yoniindeki algiy1 yansitmaktadair.
Sonuc¢

Demografik agidan bulgular degerlendirildiginde; katilimcilarin tamaminin lisans ve {izeri egitim
diizeyine sahip oldugu goriilmektedir. Literatiirde genel olarak egitim diizeyinin artmasiyla kiiresel
farkindalik ve elestirel tiiketim egilimi artmasi beklenmektedir ancak ¢alisma da etnosentrik tutumlarin
ortadan kalkmadigini gostermektedir. Bu noktada yerli tiretimin desteklenmesi gibi rasyonel
gerekgelerden dolay1 etnosentrik tutumlar yiiksek egitimli bireylerde de gézlemlenmis olabilir. Ayrica
elektrikli otomobil geleneksel otomobillere gore yeni bir teknolojidir. Yiiksek egitimli tiiketicilerin yeni
teknolojiyle ilgili {irlin veya hizmetlerin avantajlarini fark etme olasilig1 daha yiiksektir (Wang vd.,
2022).

Orneklemin yiiksek gelir grubunda oldugu gériilmektedir. Bu gelir grubundaki tiiketiciler genellikle
marka bilinci yiiksek, kalite odakli ve prestij arayisinda olmaktadir. Orneklem grubundakiler igin bu
tercihin “yerli ve kaliteli” algisindan gerceklestigi goriilmektedir.

Katilimcilarin yas ortalamasi 44,5’ tur ve yaslar: 37-62 yas arasindadir. Bu yas grubunun genellikle daha
yerlesik deger sistemlerine sahip oldugu sdylenebilir. Ozellikle 40 yas iistii bireylerde yerli mali
kullanimu, kiiltiirel koruma ve ekonomik milliyetcilik gibi motivasyonlar daha gii¢lii olabilir. Buda
etnosentrik tiiketici davranisini destekler niteliktedir. Katilimcilarin genel olarak ¢ok ¢ocuklu olmasi
dikkate deger bir noktadir. Satin alinan modelin SUV olmasi ya da geleneksel kalabalik aile yapisinin
etnosentrik tiiketim davranisini destekledigi bu baglamda ifade edilebilir.

Shimp ve Sharma’nin (1987)'ya gore tiiketici etnosentrizmi; bireyin kendi iilkesine duydugu sevgi ve
ekonomik kaygilardan kaynaklanan, yabanc iiriinlere kars: ahlaki ve psikolojik temelli bir tutumdur.
Bu yaklasim, ithalatin yerli {ireticilere zarar verecegi ve bireyin ekonomik c¢ikarlarinin kontroliinii
kaybedecegi korkusuyla sekillenir; yabanci iiriinlerin satin alinmasi sorumsuz ve olumsuz bir davranig
olarak goriiliirken, yerli {iriin tercihleri yurtseverlikle 6zdeslestirilmektedir. Bulgular bu tanimlar
destekler niteliktedir.

Ortaya ¢ikan temalara bakildiginda etnosentrik tiiketimin, bireysel oldugu kadar tilke ve ve toplum igin
de énemli oldugu katilimeilar tarafindan siklikla vurgulanmistir. Ozellikle istihdam yaratma ve milli
kimlige sahip ¢ikma noktasinda TOGG tercih ettiklerinden bahsetmislerdir. Yerli iiriinle ilgili
tesviklerin artmasi, ithal {rlinlere kisitlama getirilmesi gibi konulardaki katilimcr ifadeleri
etnosenrtizmin i¢/dis, biz/6teki gibi temel sdylemleriyle ortiismektedir. Bu noktada TOGG kullanicisi
ornekleminin etnosentrik tiiketici 6zellikleri gosterdikleri rahatlikla sdylenebilir. TOGG o6zelinde
Tiiketici etnosentrizminin tiiketici satin alma niyeti {izerinde pozitif etkisi oldugunu ortaya koyan
¢alismalar bulunmaktadir (Zengin vd., 2024). Bu ¢alismadaki ifadelerde de ayni egilim goriilmiistiir.
Ayrica satin alimlarda ekonomik milliyetcilige dayali duygular da yer alindig: i¢in, devletin finansal
tesviginin 6nemi ifadelerde siklikla gecmektedir. Ozellikle yeni bir teknoloji olarak elektrikli otomobile
geciste bunun 6nemli bir tesvik unsuru oldugu belirtilmektedir. Nitekim finansal tesviklerin elektrikli
otomobil satin alimini olumlu yonde etkiledigine farkli arastirmalarda da deginilmistir (Huang ve Ge,
2019).

Bulgulara gore katilimcilarin TOGG almalarinin ardinda duygusal ve sembolik nedenler 6ne ¢iksa da
iriine yonelik kalite ve verimlilik beklentilerini igeren ifadelerin sayist azimsanmayacak olgiidedir.
Katilimalar tirtinii alirken milliyetci duygular ile harekete ge¢mis, kullanimlar1 sonucu ortaya ¢ikan
memnuniyetleri tatmin duygusu olusturmustur. Bu durum Yildirim ve Ozdemir'in (2021)yenilikci
tiiketicileri cekmek i¢in sembolik 6zelliklere ek olarak islevsel 6zellikler 6ne ¢ikarilmalidir tezini hakli
¢ikarmaktadir.

Yerli tiretim hem ekonomik hem toplumsal agidan tilkeler igin 6nemli islevleri yerine getirmektedir. Bu
noktada devlet tarafindan her bakimdan desteklenmesi tiiketiciler tarafindan beklenmektedir. Yerli
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driinlerin tiiketilmesi ekonomik ve ahlaki acgidan tiiketiciler tarafindan onemli goriilse de elektrikli
otomobil gibi yeni bir teknoloji igeren yiiksek finansal kaynak gerektiren bir iiriin ¢esidinde, etkinlik ve
verimlilik gibi beklentilerde 6ne ¢ikmaktadir. Bulgulardan elde edilen sonuglara gore TOGG f{iriin
olarak bunu rasyonel ve duygusal anlamda karsilamaktadir. Bu baglamda calisma 6zelinde tiiketici
etnosentrizminin yalnizca duygusal degil, ayn1 zamanda bilingli, kosullu ve stratejik bir satin alim
stireci iginde gergeklestigini sdylemek miimkiind{ir.

Hakem Degerlendirmesi / Peer-review:
Dis bagimsiz

Externally peer-reviewed

Cikar Catismasi / Conflict of interests:
Yazar cikar ¢atismasi bildirmemistir.

The author has no conflict of interest to declare.

Finansal Destek / Grant Support:
Yazar bu ¢alisma i¢in finansal destek almadigini beyan etmistir.

The author declared that this study has received no financial support.

Etik Kurul Onay1 / Ethics Committee Approval:

Bu calisma icin etik kurul onayi, Kiitahya Dumlupinar Universitesi Sosyal ve Beserl Bilimler Bilimsel
Arastirma ve Yaym Etigi Kurulundan: 02.06.2025-280 numarali evrak tarih ve sayili karar ile alinmustir.

Ethics committee approval was received from Kiitahya Dumlupimar University Social and Human Sciences
Scientific Research and Publication Ethics Committee with the decision numbered 02.06.2025-280.

Kaynakga / References

Acar, O,, ve Tagkin, C. (2023). Tiiketici satin alma niyetinde algilanan deger ve tiiketici etnosentrizminin
etkisi: TOGG markasi tizerine bir arastirma. Abant Sosyal Bilimler Dergisi, 23(3), 1333-1350.

Akbayir, F., ve Yereli, A. B. (2019). Bir iktisadi denge meselesi: Tiiketimde yerli mal tercihi. Akademi
Sosyal Bilimler Dergisi, 6(18), 409-417.

Akbryik, F. (2024). Examining the mediating effect of brand equity and e-WOM on the influence of
consumer cultural ethnocentrism on perception of perfectionism: Research on TOGG. Anadolu
Kiiltiirel Arastirmalar Dergisi, 8(3).

Asil, H., ve Kaya, I. (2013). Tirk tiiketicilerin etnosentrik egilimlerinin belirlenmesi iizerine bir
arastirma. Istanbul University Journal of the School of Business Administration, 42(1).

Avay, 1. (2020). Yerli markali otomobil satin alma niyetinde etnosentrizm, iilke imaji ve yenilikgiligin
etkisi: Tiirkiye'nin otomobili (TOGG) baglaminda bir arastirma. Bingol Universitesi Sosyal Bilimler
Enstittisti Dergisi, 20, 439—466.

Aysuna, C. (2006). Tiiketici etnosentrizmi etkisini 6lgmede CETSCALE o6lgegi ve Tiirkiye uygulamasi
(Yiiksek lisans tezi). Marmara Universitesi Sosyal Bilimler Enstitiisii, Istanbul.

Creswell, J. W. (2013). Arastirma deseni: Nitel, nicel ve karma yontem yaklasimlari (S. B. Demir, Cev.).
Egiten Kitap.

Emine Pinar Saygin

59



tujom (2025) 10 (2):48-61

Creswell, J. W., ve Poth, C. N. (2016). Qualitative inquiry and research design: Choosing among five
approaches. Sage Publications.

Cevik, V. A. (2024). Ekonomik milliyetcilik ve korumacilik politikalarindaki yiikselis: Kiiresel
ekonomideki parcalanma. Reflektif Sosyal Bilimler Dergisi, 5(2), 535-555.

Nguyen, T. N. D,, Dang, P. N, Tran, P. H,, ve Nguyen, T. T. T. (2022). The impact of consumer
ethnocentrism on purchase intention: an empirical study from Vietnam. The Journal of Asian
Finance, Economics and Business, 9(2), 427-436.

Durmus Senyapar, H. N., ve Tiir, M. R. (2023). Turkey's domestic car TOGG in the framework of new
trends in electric vehicles and consumer ethnocentrism. Balkan Journal of Electrical and Computer
Engineering, 11(2), 115-128.

Guba, E. G,, ve Lincoln, Y. S. (1982). Epistemological and methodological bases of naturalistic inquiry.
Educational Communication and Technology Journal, 30(4), 233-252.

Giiran, M. C., ve Cingi, S. (2002). Devletin ekonomik miidahalelerinin etkinligi. Akdeniz IIBF Dergisi,
3, 56-89.

Girbiiz, S., ve Sahin, F. (2018). Sosyal bilimlerde arastirma yontemleri. Seckin Yayincilik.

Hong, E., Park, J., Jaroenwanit, P., Siriyota, K., ve Sothonvit, A. (2023). The effect of customer
ethnocentrism and customer participation on global brand attitude: The perspective of Chinese
customer. Journal of Retailing and Consumer Services, 70, 103167.

Hooghe, M. (2008). Ethnocentrism. In International Encyclopedia of the Social Sciences (pp. 1-5).
MacMillan Reference.

Huang, X., ve Ge, J. (2019). Electric vehicle development in Beijing: An analysis of consumer purchase
intention. Journal of Cleaner Production, 216, 361-372.

Josiassen, A., Assaf, A. G., ve Karpen, I. O. (2011). Consumer ethnocentrism and willingness to buy:
Analysing the role of three demographic consumer characteristics. International Marketing Review,
28(6), 627-646.

Kalburan, C., Kantar, M., Bardakci, A., ve Hasiloglu, S. B. (2021). Ulusal kimlik ve kiiltiirel duyarliligin
tiikketici etnosentrizmi ve algilanan risk iizerindeki etkisi: Bir yol analizi. Pamukkale Universitesi
Isletme Arastirmalar1 Dergisi, 10(2), 565-575.

Karoui, S., ve Khemakhem, R. (2019). Consumer ethnocentrism in developing countries. European
Research on Management and Business Economics, 25(2), 63-71.

Kurnaz, A. (2021). Etnosentrizm ile ilgili ¢calismalarin bibliyometrik analizi. Beykoz Akademi Dergisi,
9(2), 98-118.

Lavenda, R. H., ve Schultz, E. A. (2018). Anthropology: What does it mean to be human? (4th ed.).
Oxford University Press.

Lekakis, E. J. (2017). Economic nationalism and the cultural politics of consumption under austerity:
The rise of ethnocentric consumption in Greece. Journal of Consumer Culture, 17(2), 286-302.

Lucas, S. E., ve Stob, P. (2023). The art of public speaking. McGraw-Hill.

Lustig, M. W., Koester, ], ve Halualani, R. (2017). Intercultural competence: Interpersonal
communication across cultures (Books a la Carte ed.). Pearson.

Makanyeza, C. (2015). Consumer awareness, ethnocentrism and loyalty: An integrative model. Journal
of International Consumer Marketing, 27, 167-183.

Merriam, S. B. (2015). Nitel arastirma: Desen ve uygulama icin bir rehber (S. Turan, Cev. Ed.). Nobel
Yayincilik.

Pettigrew, T. F. (2005). Ethnocentrism. In K. Kempf-Leonard (Ed.), Encyclopedia of social measurement
(pp- 827-831). Elsevier.

Emine Pinar Saygin

60



tujom (2025) 10 (2):48-61

Poyraz, O. 0. (2017). Etnosentrik egilimlerin tiiketici davranislari tizerine etkisi: Azerbaycan ve Tiirkiye
karsilastirmasi. Tiiketici ve Tiiketim Arastirmalari Dergisi, 9(2), 163-187.

Sari, S. (2020). Kusaklarda tiiketici etnosentrizmi ve tiiketici husumeti. Nobel Yaymcilik.

Sharma, P. (2015). Consumer ethnocentrism: Reconceptualisation and cross-cultural validation. Journal
of International Business Studies, 46(3), 381-389.

Shimp, T. A. (1984). Consumer ethnocentrism: The concept and a preliminary empirical test. Advances
in Consumer Research, 11(1), 285-290.

Shimp, T. A., ve Sharma, S. (1987). Consumer ethnocentrism: Construction and validation of the
CETSCALE. Journal of Marketing Research, 24(3), 280-289.

Snow, D. B. (2019). Encounters with Westerners. Shanghai Foreign Language Education Press.
Soumitra, K. C. (2011). Business English. Pearson Education India.

Sumner, W. G. (1906). Folkways: A study of the sociological importance of usages, manners, customs,
mores, and morals. Ginn and Company.

Supphellen, M., ve Rittenburg, T. L. (2001). Consumer ethnocentrism when foreign products are better.
Psychology and Marketing, 18(9), 907-927. https://doi.org/10.1002/mar.1035

Tilki, 1., Bozkurt, B., Aktan, M., ve Kocgak, A. (2022). Tiirkiye'nin tilke imaj1 ile genel iiriin imajinin yerli
otomobil TOGG un algilanan iiriin imajina ve satin alma niyetine etkisi. Bingdl Universitesi Iktisadi
ve Idari Bilimler Fakiiltesi Dergisi, 6(2), 91-126.

Tuncer, M. A. (2025). Tiiketici etnosentrizmi {izerine ¢alisilan lisansiistii tezlerin bibliyometrik analizi.
Journal of Business in the Digital Age, 8(1), 106-120.

Wang, Z. X, Jantan, A. H. B.,, Wu, R. X,, Gong, Y., Cao, M. R., Wong, P. P. W, ve Wang, L. (2022).
Exploring consumers' intention toward domestic energy-saving vehicles: Some insights from China.
Frontiers in Psychology, 13, 927709.

Watson, J. J., ve Wright, K. (2000). Consumer ethnocentrism and attitudes toward domestic and foreign
products. European Journal of Marketing, 34(9/10), 1149-1166.

Yaprak, B. (2023). Togg'un pazarlama cevresinin degerlendirilmesi: PESTLE analizi. Akillh Ulagim
Sistemleri ve Uygulamalari Dergisi, 6(1), 155-165.

Yildirim, M., ve Ozdemir, S. (2021). Purchase intentions of Turkish electric vehicle in perspectives of
consumer ethnocentrism and consumer innovativeness: A pre-assessment. Journal of
Entrepreneurship and Innovation Management, 10(2), 110-142.

Yildiz, E., ve Kocan, M. (2019). Tiiketici etnosentrizmi, algilanan kalite ve marka sadakatinin marka
kisiligi izerindeki etkisi: Krem cikolata tiiketicileri {izerine bir uygulama. Bingdl Universitesi Sosyal
Bilimler Enstitiisii Dergisi, 9(17), 309-326.

Yilmaz, A., Ulas, M., ve Yesil, A. (2022). Etnosentrizm ve tiiketici iligkiselligi: Yerli otomobil satin alma
niyetinin dngoriisii. Selcuk Iletisim, 15(1), 110-141.

Zengin, Y., Ada, A., Oktay, E. H., ve Kurtaal, S. E. (2024). Etnosentrik egilimlerin tiiketici satin alma
niyetine etkisinde mense iilke etkisinin aracilik rolii: TOGG o6rnegi. Karamanoglu Mehmetbey
Universitesi Sosyal ve Ekonomik Aragtirmalar Dergisi, 26(46), 210-234.*

Zeren, D., Kara, A., ve Arango Gil, A. (2020). Consumer ethnocentrism and willingness to buy foreign
products in emerging markets: Evidence from Turkey and Colombia. Latin American Business
Review, 21(2), 1-28.

Emine Pinar Saygin

61



tujom (2025) 10 (2):62-86

TUJOM

ISSN: 2458-9748

doi: https://doi.org/10.30685/tujom.v10i2.217

Arastirma Makalesi / Research Article

1 Ogr. Gor. Dr., Zonguldak Biilent Ecevit
Universitesi, Zonguldak, Tirkiye,
cemalgumus@beun.edu.tr

ORCID: 0000-0002-0283-1073

Basvuru/Submitted: 20/08/2025
Revizyon/ Revised: 17/10/2025
Kabul/Accepted: 21/10/2025
Yayin/Online Published: 25/10/2025

Atif/Citation: Giimiis, C., Rekreasyonel
titketimde motivasyonlar: Tematik igerik
analizi ile kuramsal gergevenin
degerlendirilmesi, tujom (2025) 10 (2): 62-
86 doi:
https://doi.org/10.30685/tujom.v10i2.217

Rekreasyonel tiiketimde motivasyonlar: Tematik icerik
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Motivations in recreational consumption: Evaluation of the theoretical
framework through thematic content analysis
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Oz

Bu calisma, rekreasyonel tiiketimde raporlanan motivasyon temalarinin kuramsal beklentilerle ne
Olgiide ve hangi baglamlarda oOrtiistiigiinii gostermek amaciyla yiiriitiilmiistiir. 25 Temmuz-10
Agustos 2025 arasinda 0lgiit temelli taranan 33 hakemli ampirik makalenin dlgek boyutlar: Tiirkgede
terim birligi saglanarak tekillestirilmis, esanlamli ifadeler birlestirilmis ve tematik igerik analizi
uygulanmustir. Birlestirilmis frekans toplami n=109'dur. Bulgular, tek bir genel profil yerine dort
cekirdek kiimenin 6ne ¢iktigini gostermistir: sosyal-aidiyet, basari-meydan okuma, saglik-iyi olus ve
rahatlama-kagis. Tkincil temalar 6grenme-kesif, yenilik/heyecan, beden-dis goriiniim, doga takdiri ve
normatif—etik yonelimler olarak belirlenmistir. Tema yapisi, Oz Belirleme Kurami, Kagis—Arama,
ftme-Cekme, Bos Zaman Motivasyon Olgegi ve hedonik-yararci ayrimiyla biiyiik &lciide tutarlt
bulunmustur. Uygulamada, 6zerkligi destekleyen ve zorluk-beceri dengesini gozeten program
tasarimlari ile topluluk ve aidiyet odakli iletisim ve sorumlu tiiketim gergeveleri 6nerilmistir. Calisma
ikincil verilere dayanmustir; dizin erisimleri ve 6l¢gme heterojenligi nedeniyle istatistiksel meta-analiz
yapilmamis, bu durum bulgularin genellenebilirligini sinirlamistir. Sonug olarak, tematik icerik
analizi metinler {izerinden kuramsal gerceveyle karsilastirma yapmamiza olanak tanimis; boylece
rekreasyonel motivasyonlarin baglama gore degisen temel yapisini ortaya koymustur.

Anahtar Kelimeler: Rekreasyon, Motivasyon, Tiiketici Davranis, 1<;erik Analizi, Kuramsal
Degerlendirme

Jel Kodlari: 1.83, M31

Abstract

This study examines the extent to which motivation themes reported in recreational consumption
align with theoretical expectations and across which contexts. A criteria-based search conducted
between 25 July and 10 August 2025 identified 33 peer-reviewed empirical articles. Measurement
labels were standardised in Turkish, synonyms were merged, and thematic content analysis was
applied. The total count of theme occurrences is n=109. Findings indicate four core clusters rather than
a single general profile: social-belonging, achievement—challenge, health-well-being, and relaxation—
escape. Secondary themes—learning-exploration, novelty/thrill, body—-appearance, appreciation of
nature, and normative—ethical orientations—vary by setting. The overall structure is broadly
consistent with Self-Determination Theory, Escape-Seeking, Push-Pull, the Leisure Motivation Scale,
and the hedonic—utilitarian distinction. Practical implications include program designs that support
autonomy and calibrate the challenge-skill balance, alongside community- and affiliation-oriented
communication and responsible-consumption framing. As the study relies on secondary sources, and
index coverage plus measurement heterogeneity precluded a statistical meta-analysis, generalizability
is limited. In sum, the thematic content analysis enabled a text-based comparison with theory and
revealed an underlying, context-sensitive structure of recreational motivation.
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Extended Abstract

Motivations in recreational consumption: Evaluation of the theoretical framework through thematic
content analysis

Literature

Scholarship on recreational consumption has produced a dispersed set of motive labels that often overlap. Core theoretical
anchors include Self-Determination Theory, escape-seeking and push—pull models, the Leisure Motivation Scale domains,
hedonic versus utilitarian motives, needs-based accounts, flow, and goal-framing. Across diverse contexts such as outdoor
recreation, fitness and exercise, niche leisure practices, and sport consumption, four themes recur with high regularity: social
belonging, achievement and challenge, health and well-being, and relaxation and escape. Secondary themes arise as conditional
emphases shaped by setting and participant profile, including learning and exploration, novelty and new experiences, body and
appearance, nature appreciation, cultural enrichment, and normative—ethical orientations. The literature also highlights
measurement heterogeneity, where similar constructs are labelled differently across studies, motivating consolidation and
theory—evidence mapping.

Research subject

The study undertakes a qualitative synthesis and thematic content analysis of empirical articles that examine motivations for
recreational participation and consumption. It consolidates heterogeneous factor labels into a harmonised theme lexicon,
documents the decision rules used in consolidation, and evaluates the alignment between observed themes and major theories of
motivation.

Research purpose and importance

This study sets out two interrelated objectives: first, to evaluate the degree of alignment between reported motivation themes and
established theoretical accounts, specifying instances of divergence and contextual qualification; second, to reduce fragmentation
due to heterogeneous scale labels by introducing a standardised bilingual vocabulary that improves comparability across studies
and informs design and communication in recreation services.

Contribution of the article to the literature

The article provides an integrated map linking consolidated motive themes to major theoretical frameworks, a bilingual
standardised theme dictionary with explicit inclusion, exclusion, and merge rules, and a context-by-theme matrix that clarifies
how weights shift across outdoor recreation, fitness, niche leisure, and sport consumption. These outputs enable cumulative
research and inform program design, segmentation, and responsibility-oriented communication.

Design and method

A criteria-based search (25 July-10 August 2025) was conducted in TR Dizin, DergiPark, Web of Science, Scopus, and Google
Scholar using parallel Turkish/English query sets. Titles/abstracts were screened, then full texts were assessed against inclusion
criteria (peer-reviewed empirical studies on recreational participation/consumption motives in TR/EN; sample, context, and
measures clearly reported). Exclusions were inaccessible full texts, essays/opinion pieces, and records lacking methodological or
measurement detail. The search yielded 50 records; after de-duplication and eligibility checks, 33 articles were included. From
each article, motive/scale labels were extracted as the unit of analysis, standardised in Turkish, and merged when synonymous.
A two-stage thematic content analysis followed (second reading cross-checked with full texts), with counts reported for each
theme (total occurrences n=109). Owing to the heterogeneity of contexts and measures, the synthesis was narrative; themes were
compared across settings and mapped onto Self-Determination Theory (SDT), Escape-Seeking, Push—Pull, the Leisure Motivation
Scale (LMS), and the hedonic-utilitarian distinction.

Research type

Qualitative document analysis and thematic content analysis of published primary empirical studies; no new field data were
collected, and no statistical hypotheses were tested. The study relies on secondary sources and evaluates the alignment between
observed themes and major motivation frameworks; ethical board approval was not required.

Research problems

Primary question: To what extent, and under which contextual conditions, do reported motivation themes align with established
theoretical frameworks? Ancillary questions: Which motive clusters recur across contexts? How do demographic features and
activity affordances shift the relative salience of these clusters? What terminological harmonisations are necessary to achieve
cross-study comparability?

Data collection method

Data were gathered from the databases listed above within the stated window using bilingual query sets. Inclusion required peer-
reviewed empirical work on recreational participation/consumption motivations in Turkish or English, with sample, context, and
measurement clearly reported. Exclusions comprised inaccessible full texts, essays/opinion pieces, and records lacking
methodological or measurement detail.

Quantitative/qualitative analysis

Qualitative thematic content analysis with frequency consolidation for interpretive weighting, followed by narrative synthesis
across contexts and theories. No inferential statistics were performed.
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Research model

A conceptual mapping links consolidated themes to Self-Determination Theory (autonomy opportunities, competence and
challenge, relatedness and belonging), escape-seeking logic (stress relief paired with curiosity), push—pull mechanisms (socio-
psychological drives coupled with setting attributes), Leisure Motivation Scale domains (intellectual, social, competence-mastery,
stimulus-avoidance), hedonic-utilitarian distinctions, needs-based accounts, flow, and goal-framing. Context segments include
outdoor recreation, fitness and recreational exercise, niche cultural practices, sport consumption, and responsible consumption
settings.

Research hypotheses
Not applicable. The study formulates guiding research questions and does not test statistical hypotheses.
Findings and discussion

Four core clusters consistently structure motivations across the corpus: social belonging, achievement and challenge, health and
well-being, and relaxation and escape. Secondary themes surface conditionally: learning and exploration, novelty and new
experiences, body and appearance, nature appreciation, cultural enrichment, and normative—ethical orientations. Contextual
reweighting is systematic. Outdoor settings accent challenge, novelty, and escape. Fitness emphasises health, competence,
appearance, and social enjoyment. Niche and cultural practices highlight learning and novelty. Sport consumption foregrounds
social identification and attachment. The consolidated set matches theoretical expectations. The need for satisfaction from Self-
Determination Theory explains the co-occurrence of competence-challenge with relatedness. Escape—seeking appears in tandem
with exploration. Push—pull mechanisms are visible in the coupling of internal drives with environmental affordances. The
Leisure Motivation Scale domains provide a high-level scaffold for organising these patterns.

Findings as a result of analysis

Frequency consolidation confirmed the primacy of social belonging and achievement-challenge, followed by health-well-being
and relaxation—escape. Secondary themes varied predictably with setting and sample characteristics. A context-by-theme matrix
clarifies these shifts and shows that patterns align with theory while relative weights are context-dependent. The resulting
harmonised vocabulary reduces redundancy and improves interpretability across studies.

Hypothesis test results
Not applicable due to qualitative design; no inferential hypothesis testing was conducted.
Discussing the findings with the literature

The synthesis is compatible with Self-Determination Theory, which anticipates that sustained participation occurs when
autonomy, competence, and relatedness needs are supported. Escape-seeking predicts the co-activation of relaxation and
exploration motives in settings that promise both relief and novelty. Push—-pull conceptualisations explain how socio-
psychological drivers are realised through contextual attributes. The domains of the Leisure Motivation Scale function as an
umbrella taxonomy that maps closely onto the consolidated themes. Hedonic-utilitarian distinctions clarify why entertainment-
centric contexts tend to emphasise hedonic motives, while responsible consumption and eco-oriented contexts give greater weight
to normative—ethical motives. Flow theory accounts for the prominence of challenge where perceived skills and task difficulty are
balanced.

Conclusion, recommendation and limitations

Motivations in recreational consumption form a stable yet context-sensitive structure, with four core clusters reweighted by
setting, participant profile, and activity affordances. Practice recommendations include calibrating challenge to skill, providing
autonomy options, and cultivating communities, while tailoring messages to segment needs and highlighting responsibility cues
where normative concerns are salient. Limitations include reliance on secondary sources, potential publication and retrieval bias
linked to database coverage and keywording, language restrictions, heterogeneity in measures that precluded meta-analysis, and
the judgment required in theme consolidation.

Results of the article

The article delivers: a consolidated motive map aligned with major theories, a standardised bilingual theme lexicon with decision
rules that support consistent coding, a context-by-theme matrix clarifying how weights shift across outdoor recreation, fitness,
niche leisure, and sport consumption, and practice notes that translate the synthesis into actionable design and communication
principles.

Suggestions based on results

For practitioners: calibrate challenge and autonomy across program tiers, design for community formation through recurring
interactions and peer roles, tailor communications by segment and context, and incorporate responsibility cues where
appropriate. For researchers: prioritise longitudinal and experimental designs, cross-cultural comparisons with tests of
measurement invariance, mixed-method syntheses that combine qualitative and quantitative techniques, and open-science
practices including preregistration and shared coding protocols.

Limitations of the article

Dependence on secondary data, potential publication and indexing biases, and measurement heterogeneity limit statistical
generalizability. Future reviews should widen database coverage, include vetted non-indexed sources where appropriate, and
triangulate thematic synthesis with formal meta-analytic techniques.
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Giris
Rekreasyon, modern toplumda yalnizca ¢alismanin karsit1 bir bogluk degil; bireyin bedensel, psikolojik
ve sosyal bakimdan yenilenmesini saglayan, goniillii katilima dayali bir etkinlik alanidir (Torkildsen,
1992; Karakiigiik, 2008; Karakiiciik ve Giirbiiz, 2007). Bu baglamda “rekreasyonel tiiketici”, bos
zamanini degerlendirirken rekreasyon iiriin ve hizmetlerini satin alan, kullanan ya da deneyimleyen

birey olarak tanimlanir. Caligsmada “tiiketici” kavraminin tercih edilmesinin nedeni, rekreasyonel
katilimin davranigsal ve ekonomik boyutlarin birlikte goriiniir kilma gereksinimidir (Solomon, 2018).

Rekreasyonel tiiketici motivasyonlari, i¢sel ve digsal giidiilerin etkilesimiyle bigimlenir. Kagis ve arama
ikiligini temel alan yaklasim ile itici ve g¢ekici unsurlari birlikte ele alan turizm modeli alanin klasik
dayanaklaridir (Iso-Ahola, 1982; Crompton, 1979). Oz Belirleme Kurami, 6zerklik, yeterlik ve
iliskilenme gereksinimlerinin karsilanma diizeyine odaklanarak katilimin niteligini aciklar (Deci ve
Ryan, 2000). Hedonik ve yararc giidiiler, deneyimsel hazla islevsel yarari ayirt etmeye imkan verir
(Arnold ve Reynolds, 2003). Olcme cerceveleri icerisinde Bos Zaman Motivasyon Olgeginin entelektiiel,
sosyal, yeterlik-ustalik ve uyarilma—kaginma boyutlar1 yerlesik bir referans noktasidir (Beard ve
Ragheb, 1983). Tiiketimde normatif hedefler ve etik duyarlliklar ise 6zellikle sorumlu davranislarin
beklendigi baglamlarda belirleyici olabilmektedir (Barbopoulos ve Johansson, 2017).

Ampirik yazin, motivasyonlarin baglama ve demografiye duyarl oldugunu gostermektedir. A¢ik alan
etkinliklerinde 6grenme ve sosyallesme ile doga takdiri 6ne ¢ikarken (Sindik ve Gjurasi¢, 2017; Gaffar,
Yuniawti ve Ridwanudin, 2019), etnisite, kiiltiirlesme (kiiltiirel etkilesim) ve benlik kurgusu gibi
kiiltiirel degiskenler giidii dagilimini anlamli bicimde etkilemektedir (Walker, Deng ve Dieser, 2001).
Fitness orneklemlerinde dogrulanan boyutlar saglik, rekabet, beden ve dis goriiniim, sosyal-eglence ve
beceri gelisimidir; bu boyutlar cinsiyet, yas ve egzersiz siiresine gore farklilasmaktadir (Cuhadar, Er ve
Demirel, 2019; Giizel, Esentas ve Yavas Tez, 2020). Bisiklet turu katilimcilarinda basar1 ve sosyal giidiiler
baskin profiller {iretmistir (Demir ve Cetin, 2021). Nis etkinliklerde yeni deneyimler ve kiiltiirel
zenginlesme dikkati geker (Kement ve Biikey, 2019). Universite grencilerinde motivasyonlar kurum ve
katilim siiresine gore degismektedir (Akyiiz, Alper ve Bayazit, 2023). Kisilik 6zellikleriyle iligkiler de
rapor edilmekte; Ozellikle disa doniikliikle pozitif bag vurgulanmaktadir (Geng, 2024). Kadinlarm
katillminda psikolojik boyut ile motivasyonsuzluk arasindaki pozitif iliski Tiirkiye 6rnekleminde
gosterilmistir (Glirsel, Giizel ve Yildiz, 2019).

Bu ¢alisma, yazindaki gesitliligi diizenli bir biitiin i¢inde goriiniir kilmay1 amaglar. Tarama 25 Temmuz-
10 Agustos 2025’te TR Dizin, DergiPark, Web of Science, Scopus ve Google Scholar'da yapilmusgtir.
Tiirkce ve ingilizce esdeger anahtar sozciik kombinasyonlar: kullanilmis; baslik-6zet taramasini izleyen
tam metin incelemesinde hakemli ampirik olma, odak degiskenin motivasyon olmasi, TR/EN dil ve
orneklem-baglam-6l¢gme bilgisinin acik raporu kosul sayilmistir. Erisilemeyen, goriis/deneme tiirii ve
yontem/6l¢me bilgisi icermeyen kayitlar dislanmuistir. On taramada 50 calisma saptanmuis; Olgiitler
uygulandiktan sonra 33 makale analize alinmistir. Bu makalelerdeki 6lgek boyutlar: Tiirkgede terim
birligiyle tekillestirilmis, temalar igerik analiziyle kodlanmis ve tekrar sayilari raporlanmistir. Calisma,
bu temalarin baglama gore goriiniimiinii sistematik bigimde gosterir ve Oz Belirleme Kurami, Kagis—
Arama, Itme-Cekme, Bos Zaman Motivasyon Olgegi (LMS) ve hedonik-yararci yaklasim ile metin
diizeyindeki tutarliligini degerlendirir; ayrintilar Yontem boliimiinde sunulmaktadir.

Bu baglamda calisma, rekreasyon alanindaki genis ve dagmik motivasyon literatiiriinii tiiketici
davranig1 perspektifiyle, terim birligi ve baglam-tema matrisleme yaklagimlarini birlikte kullanarak
yeniden diizenlemeyi amaglamaktadir. Baglamlar arasi bulgular bu yolla birlestirilmekte ve kuramsal
cercevelerle eslesme derecesi goriiniir kilinmaktadir. Boylece (i) farkli adlarla raporlanan olgiim
boyutlar1 karsilastirilabilir hle gelmekte, (ii) program ve hizmet tasarimina yonelik ¢ikarimlar tek bir
cati altinda derlenmekte, (iii) gelecek calismalar igin tekrarlanabilir bir birlestirme (standartlastirma)
yontemi sunulmaktadir. Alan yazinda benzer derlemeler bulunmaktadir; Ornegin, Rekreasyon
Deneyimi Tercihleri (REP) Olgeklerine iliskin bir meta-analiz (Manfredo, Driver ve Tarrant, 1996),
macera rekreasyonunda akis olgusunu inceleyen sistematik bir derleme (Boudreau, Houge Mackenzie
ve Hodge, 2020), rekreasyonel kogsunun psikolojik ve davranissal degiskenlerini toplayan sistematik bir
derleme (Pereira vd., 2021) ve bos zaman fiziksel aktivite giidiilerine yonelik kapsaml incelemeler
(Elmose-Dsterlund vd., 2023) bulunmaktadir. Bununla birlikte bu ¢alisma, terim birligi ve baglam-tema
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matrisleme yaklasiminu birlikte kullanmasiyla ayrismaktadir. Bu nedenle kapsam, genel rekreasyon
yerine rekreasyonel tiiketici motivasyonlari {izerinde yogunlasmaktadir.

Bu calisma tii¢ diizeyde katki sunmaktadir: i) rekreasyonel tiiketici motivasyonlarmi kuramsal
yaklagimlarla esleyen biitiinlesik bir cerceve ortaya koymakta, ii) Tiirkce ve uluslararasi yazindaki
ampirik ¢alismalarin 6l¢ek boyutlarini terim birligi saglayarak karsilastirilabilir hale getirmekte, iii)
demografik kiimeler ve etkinlik baglamlarina gore program tasarimu ile iletisime yo6nelik uygulama
cikarimlar gelistirmektedir; boylelikle rekreasyonel tiiketimin yalmzca bireysel iyi olusla degil, aynm
zamanda hizmet tasarimi, marka degeri ve sorumlu tiiketim alanlariyla kesistigi gosterilmektedir (Mills
ve Williams, 2016; Cini ve Genger, 2024; Giin ve Kilig, 2021).

Makalenin akisi su sekildedir: Izleyen boliimde zaman, bog zaman ve rekreasyon kavramlari agiklanir;
ardindan rekreasyonel tiiketici kavrami ve kuramsal temeller sunulur. Daha sonra yontem ve veri
derleme siireci 6zetlenir, igerik analizi bulgulari tablolar ve gorseller esli§inde raporlanir. Son boliimde
sonuglar, kuramsal katkilar, uygulayicilara ve arastirmacilara ydnelik Oneriler ile smurliliklar
cercevesinde tartigilmaktadir.

Zaman, bos zaman ve rekreasyon kavramlan
Zaman kavrami

Zaman, canlilar agisindan vazgecilmez ancak soyut bir kaynak niteligindedir. Akisi denetlenemez, buna
karsin planlama yoluyla kullanimi verimli veya verimsiz hale gelebilir. Degeri, herkes i¢in esit olan bu
kaynagin nasil kullanildig; ile belirlenir (Giirbiiz ve Aydin, 2012). Zamanin bireyler tarafindan tahsisi,
rekreasyonel faaliyetlere katilim motivasyonlarini dogrudan etkiler; bos zamanin artis1 katilimi ve iyi
olusu destekleyebilir (Taring, 2021).

Zaman kullanim Oriintiileri yas, cinsiyet, meslek, sosyoekonomik konum ve kiiltiirel arka plana bagh
olarak cesitlenir. Yogun is yiikiine sahip profesyoneller zamani ¢ogunlukla isle iligkili etkinliklere
ayirirken, emekliler bos zaman ve rekreasyon faaliyetlerine daha fazla pay ayirabilir. Istanbul Tarihi
Yarimada Bisiklet Turu 6rnekleminde yas ve egitim gibi demografik degiskenlere gére motivasyonel
farkliliklar saptanmigtir (Demir ve Cetin, 2021). Kiiltiirel farkliliklar, bireylerin zamani algilama,
kullanma ve degerleme tarzlari iizerinde belirgin etkilere sahiptir (Puaschunder, 2019).

Calisma dis1 zaman; zorunlu ¢alisma stiresinin disinda kalan dénemleri kapsar ve zorunlu bakim ile
ulagim dilimleri yaninda bireyin tercihine dayali bos zaman igerir. Uretim siireglerindeki otomasyon
ve dijitallesme, bircok sektorde is saatlerini azaltmis; buna kosut olarak bos zaman artmais ve rekreasyon
katilimi sosyal baglarin giiclenmesine ve stresle basa ¢ikmaya hizmet etmistir (Eryilmaz ve Akgiindiiz,
2017). Kavramsal siniflamada zaman, temel gereksinimler i¢in ayrilan zaman, ¢alisma ve iligkili gorevler
i¢in ayrilan zaman ve rekreasyon icin ayrilan zaman olarak tiige ayrilabilir (Koktas, 2004). Zaman
yonetimi, bireyin amaclar: dogrultusunda zamani planl ve sistemli bicimde kullanabilme ve bu diizeni
surdiiriilebilir kilabilme becerisidir (Karakiiciik ve Akgiil, 2016). A¢ik alan rekreasyonunda zamanin
bilingli ve yapilandirilmis kullanimi, motivasyonel ¢iktilar: giiclendirmektedir (Gozen, 2020).

Bos zaman kavrami

Bos zaman, bireyin c¢alisma yiikiimliiliikleri ve yasamsal zorunluluklar1 disinda kalan ve kisisel
tercihleri dogrultusunda serbestce tahsis edebilecegi zaman dilimidir (Kilbas, 2010; Karakiiciik, 2008).
Rekreasyon, bu zaman diliminde goniillii katilimla bedensel, psikolojik ve sosyal yenilenme saglayan
bir strectir (Torkildsen, 1992; Karakiiciik ve Giirbiiz, 2007). Bu nedenle bos zamanin nasil
degerlendirildigi, rekreasyonel motivasyonlarin bicimlenmesinde belirleyicidir (Taring, 2021).

Bos zamanun bilingli kullanimy; fiziksel ve psikolojik iyi olusun giliclenmesi, yaraticilik ve beceri gelisimi,
sosyal baglarin kuvvetlenmesi gibi cok boyutlu yararlar iiretir (Oztiirk, 2021; Giimiisgiil ve Ersoy, 2023;
Axelsen, 2009). Hobi ve ilgi temelli etkinliklerde katilim, 6znel mutlulugu ve duygusal dengeyi
destekler; ilgi ve katilimin uyumu ek katki saglar (Schulz, Schulte, Raube, Disouky ve Kandler, 2018).
Bos Zaman Motivasyon Olgegi (Leisure Motivation Scale, LMS) yazinda dért temel boyuta isaret eder.
Bu boyutlar zihinsel ve 6grenme, sosyal, yeterlik ve ustalik ile uyaran ve kagis olarak adlandirilir. S6z
konusu siniflama, calismada kullanilan etki alanlariyla Ortiismektedir (Beard ve Ragheb, 1983). Bos
zaman sikintisi kavrami, katilimin siirekliligini zayiflatabilen bir risk faktoriidiir. Uygun etkinlik ile kisi
eslesmesi bu riski azaltir (Weissinger ve Bandalos, 1995).
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Bos zamanin algilanigi baglama gére 6diil veya ceza yoniinde degisebilir. Is ve gelir giivencesi, zerklik
diizeyi ve kurumsal kisitlar bu algiy1 doniistiiriir (Karakiigiik ve Akgiil, 2016). Katilimin 6niindeki i¢sel,
kisileraras1 ve yapisal engellerin anlasilmasi ve engellerle pazarlik yaklasimi, bos zamanin etkin
kullanimini ve katilimin siirekliligini destekler (Coskun, 2021; Akyol ve Akkasoglu, 2020). Tiirkiye
ornekleminde kadinlarin katiliminda psikolojik boyut ile motivasyonsuzluk arasindaki iligkinin giiglii
oldugu gosterilmistir (Giirsel, Giizel ve Yildiz, 2019). A¢ik alan rekreasyonunda zamanin planl tahsisi,
basar1 odaklilik, zorluklara meydan okuma, risk alma, bireysellik ve yenilik (yeni deneyimler kazanma)
gibi motivasyonel ¢iktilar1 gliglendirmektedir (Gozen, 2020). Tarihi Yarimada Bisiklet Turu
ornekleminde yas ve egitim diizeyine gore motivasyon alt boyutlarinda anlamli farkliliklar saptanmistir
(Demir ve Cetin, 2021).

Rekreasyon kavrami

Birlesik Krallik ve Amerika Birlesik Devletleri'nde organize rekreasyon hareketinin kokeni, sanayi
toplumunun yiikselisiyle iliskili bigimde, 19. yilizyilin sonu ile 20. yiizyilin basina uzanir (Torkildsen,
1992). Rekreasyon terimi Latince recreatio kokiinden gelir ve tarihsel olarak yenilenme, sagligin yerine
gelmesi anlamlariyla kullanilmistir. Zamanla is yasamina doniik toparlanma ve tazelenme vurgusuyla
daraltilmis bir kullanima da kavusmustur (Torkildsen, 1992). Klasik yaklasim, rekreasyonu serbest
zaman i¢inde goniillii katilimla yerine getirilen ve bireye bedensel, psikolojik ve sosyal yenilenme
saglayan etkinlikler biitlinii olarak tanimlar (Butler, 1940; Karakiiciik, 2008; Karakiiciik ve Giirbiiz,
2007). Giincel yorumlarda rekreasyon, yasamla ilgili zorunlu sorumluluklar tamamlandiktan sonra
bireysel veya toplumsal bicimde gerceklestirilen sportif, kiiltiirel, sanatsal, sosyal ve turistik faaliyetleri
kapsar (Basaran, 2016).

Rekreasyon deneyiminin anlami ¢ogu kez etkinligin kendisinden ¢ok katilimcinin yiikledigi giidiiler ve
amaglar tarafindan belirlenir. Ayni etkinlik farkli bireyler icin farkli anlamlar tasiyabilir ve anlam
baglama gore degisir (Torkildsen, 1992; Karakiiciik, 2008). Ampirik bulgular, rekreasyonel katilimda
sosyal, basar1 ve ustalik, 6grenme ve kesif, rahatlama ve kagis ile yenilik (yeni deneyimler kazanma) ve
uyarim gibi alanlarin 6ne ¢iktigini gostermektedir. Dubrovnik’teki “Wild League” su topu etkinliginde
sosyal giidiiler baskindir (Sindik ve Gjurasi¢, 2017). Acik alan baglaminda gelistirilen l¢ekte basari
odaklilik, zorluklara meydan okuma, risk alma, bireysellik ve yenilik (yeni deneyimler kazanma)
boyutlar1 dogrulanmistir (Gozen, 2020). Istanbul Tarihi Yarimada Bisiklet Turu 6rnekleminde yas ve
egitim gibi demografik degiskenlere gore motivasyon profilleri anlamh bigimde farklilasmaktadir
(Demir ve Cetin, 2021). Doga ve kiiltiir fotografcilig: gibi nis etkinliklerde yeni deneyim kazanma ve
kiiltiirel zenginlesme giidiileri belirgindir (Kement ve Biikey, 2019). Fitness merkezlerinde rekreatif
egzersizler, 6z giiven ve kigisel gelisim motivasyonlarini desteklemekte ve bu siiregler cinsiyet ile yasa
gore farklilasabilmektedir (Giizel, Esentas ve Yavas Tez, 2020).

Rekreasyon kavrami, tiiketici davranisi ile de kesisir. Hedonik giidiiler ve amag yonelimleri,
rekreasyonel se¢imleri ve deneyimin degerlendirilmesini anlamlandirmada islevseldir (Solomon, 2018;
Arnold ve Reynolds, 2003; Barbopoulos ve Johansson, 2017). Bu perspektif, rekreasyonel katilimin
yalnizca bireysel yenilenme degil, ayni zamanda deneyim temelli bir titketim oldugunu vurgular.

Rekreasyonel tiiketici kavrami

Rekreasyonel tiiketim, bireylerin temel gereksinimlerin 6tesinde haz, dinlenme, stresle basa ¢ikma,
kisisel gelisim, zihinsel iyilik hali ve sosyal bag kurma amaglariyla gerceklestirdikleri mal ve hizmet
kullanimimi ve deneyim edinimini kapsar. Rekreasyonel tiiketici, bogs zamanini degerlendirirken bu
iriin ve hizmetleri satin alan, kullanan veya deneyimleyen bireydir (Karakiiciik ve Giirbiiz, 2007;
Torkildsen, 1992). Tiiketici davranisi yazini agisindan bakildiginda bu tiiketim islemsel bir satin alma
ile sinurl degildir. Deneyimin kendisi hedonik yonelimler aracilifiyla deger {iretir. Macera, haz, sosyal
etkilesim ve kagis buna 6rnek olarak gosterilebilir (Arnold ve Reynolds, 2003). Karar alma siireglerinde
gidiiler, kazangsal, hedonik ve normatif hedefler iigliisiiyle modellenebilir ve bu hedefler hangi
etkinligin ya da {iriiniin neden secildigini agiklayan amag yapilar: olarak kullanilir (Barbopoulos ve
Johansson, 2017).

Bu gergeve, bos zaman tipolojisi ile birlikte diisiiniildiigiinde rekreasyonel secimlerin baglilik ve kimlik
insas1 bakimindan farklilastig1 goriiliir. Ciddi bos zaman, amatdr, hobi veya goniillii bir etkinligin uzun
erimli ve sistematik bigimde stirdiirtilmesini; sebati, beceri ve bilgi birikimini, kisisel ve sosyal kimlik
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ile sosyal bir diinyanin olusumunu igerir (Stebbins, 2007). Giindelik bos zaman, diisiik ¢aba ve diisiik
uzmanlikla kisa siireli haz sunar (Stebbins, 1997). Proje temelli bos zaman ise tekil veya seyrek, orta
diizeyde karmasikliga sahip ve siireli yaratici1 ugraslar biciminde tanumlanir (Stebbins, 2005). Bu tipoloji,
rekreasyonel tiiketicinin harcama diizeyini, 6grenme yatirimlarini ve zaman tahsisini ayristirarak
pazarlama ve hizmet tasarimina dogrudan girdi saglar.

Rekreasyonel tercihler baglama ve demografiye duyarhdir. Agik alan rekreasyonu igin gelistirilen
olgeklerde basar1 odaklilik, zorluklara meydan okuma, risk alma, bireysellik ve yenilik (yeni deneyimler
kazanma) gibi boyutlar dogrulanmustir (Gozen, 2020). Istanbul Tarihi Yarimada Bisiklet Turu
ornekleminde yas ve egitim degiskenleri motivasyon profillerini farklilastirmaktadir (Demir ve Cetin,
2021). Fitness orneklemlerinde saglik, rekabet, beden ve dis goriiniim, sosyal ve eglence ile beceri
gelisimi boyutlar1 dogrulanmis; cinsiyet ve yasa gore anlamh farkhilasmalar raporlanmistir (Giizel,
Esentas ve Yavas Tez, 2020; Cuhadar, Er, Demirel ve Demirel, 2019). Nis etkinliklerde, 6rnegin doga ve
kiiltiir fotografciliginda, yeni deneyim ve kiiltiirel zenginlesme giidiileri belirgindir (Kement ve Biikey,
2019). Doga yiiriiylisiinde 6grenme ve sosyallesme 6ne ¢ikmaktadir (Gaffar, Yuniawati ve Ridwanudin,
2019). Dubrovnik “Wild League” bulgular: sosyal giidiilerin baskinligini ortaya koymaktadir (Sindik
ve Gjurasi¢, 2017). Kisilik boyutunda disa doniikliik gibi 6zelliklerin motivasyonla pozitif iliskisi
gosterilmistir (Geng, 2024). Kadinlarin katilminda psikolojik boyut ile motivasyonsuzluk arasindaki
pozitif iligki Tiirkiye 6rnekleminde ortaya konmustur (Giirsel, Giizel ve Yildiz, 2019).

Pazarlama ve markalama literatiiri uygulama agisindan ek aciklamalar saglar. Rekreasyon
pazarlamasi, deneyimin dogasina gore farklilastirilmis stratejiler ve paydas ortakliklar: gerektirir. Yerel
yonetimler, tiniversiteler, miizeler ve profesyonel spor kuliipleri bu baglamda birlikte ele almir (Giin
ve Kilig, 2021). Universite dgrencileri iizerinde yiiriitiilen bir calismada, rekreasyonel pazarlama alt
boyutlarima iliskin algilarin cinsiyete gore farklilastigi; erkek ogrencilerde sosyal, erisim ve mekan
faktorlerinde ortalamalarin daha yiiksek oldugu ve modelin dogrulayici faktor analizi ile dogrulandig:
bulunmustur (Afridi ve Zeeshan, 2021). Kampiis rekreasyon sporlarinda tiiketici temelli marka degeri
yaklagimi, reklama yonelik tutum, agizdan agiza iletisim ve ge¢mis deneyimlerin marka degeri
tizerinde etkili oldugunu; marka degerinin marka sadakati ile pozitif iliski iginde bulundugunu
gostermektedir (Mills ve Williams, 2016). Tema park baglamindaki sistematik derleme, ziyaret
motivasyonlarinin eglenme, yenilik (yeni deneyimler kazanma) ve yeni deneyim arayisi, nostalji,
merak, kagis, dinlenme, Ogrenme, aile ve arkadaslarla sosyallesme, giivenlik, fiyat, interaktif
deneyimler, temiz ve giivenli cevre ile benzersiz atmosfer basliklarinda toplandigini ortaya
koymaktadir (Emiroglu, 2022). Dijital alanda c¢evrimici spor tiiketimi arastirmalari, rekreasyonel
baghligin takim, oyuncu ve lig diizeyindeki ¢oklu baglanma noktalari ile birlikte ele alinmasi
gerektigine isaret eder (Cini ve Genger, 2024). Bu gergeve, rekreasyonel tiiketicide deneyim tasarimu,
iletisim ve fiyatlandirma bilesenlerinin hedef kitleye gore yeniden kurgulanmas: gerektigini gosterir.

Bu biitiinliik iginde rekreasyonel tiiketim, hedonik giidiiler ve amag¢ yoOnelimleri tarafindan
yonlendirilen ve baglam, demografi ile kisilik 6zellikleri tarafindan sekillendirilen deneyim temelli bir
tercih alanidir. Izleyen béliimde rekreasyonel motivasyonlarin kavramsal gergevesi ayrintilandirilacak;
itici ve gekici yaklasimi ile Iso-Ahola ¢izgisinin, etki alani temelli yaklasimlarla nasil ortiistiigii
gosterilecektir.

Rekreasyonel tiiketici motivasyonlar1: Kuramsal temeller ve yaklasimlar

Rekreasyonel tiiketim, bireylerin psikolojik, sosyal ve kiiltiirel giidiiler esliginde bos zaman baglaminda
mal ve hizmetlere yoneldikleri cok boyutlu bir siirectir. Giidiiler igsel ve digsal olarak iki eksende ele
almnir; igsel giidiiler etkinligin kendi i¢inde haz ve anlam iiretmesiyle, digsal giidiiler ise 6diil, statii,
onay ve aidiyet gibi ¢evresel beklentilerle iligkilidir (Deci ve Ryan, 2000). Tiirk¢e yazinda Eryilmaz ve
Akgtlindiiz'iin sentezi, itici ve gekici yaklagim ile Iso-Ahola ve etki alani temelli siniflamalar birlikte
okumay1 6nermesi bakimindan yol gostericidir (Eryllmaz ve Akgilindiiz, 2017). Ampirik 6rnekler, yoga
turizminde zihinsel rahatlama ve 0z kesfin one c¢ktigini (Giilertekin Geng, 2023), acgik alan
etkinliklerinde meydan okuma ve basar1 odakliligin belirginlestigini (Gozen, 2020; Ardahan ve Yerlisu
Lapa, 2011) ve arazi siiriisii (off-road) baglaminda motivasyon boyutlarinin yasam doyumunu anlaml
bigimde yiikselttigini gostermektedir (Acar, Yalgin ve Kogoglu, 2021). Asagida baslica kuramsal
yaklasimlar ve 6lgme gerceveleri, temsili bulgularla birlikte 6zetlenmistir.
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Oz belirleme kurami (self-determination theory, sdt)

SDT, giidiilenmeyi 6zerklik, yeterlik ve iliskilenme gereksinimlerinin karsilanma diizeyiyle agiklar;
motivasyon siirekliligini i¢sel glidiilenmeden digsal diizenlemelere ve motivasyonsuzluga uzanan bir
devamlilik olarak konumlar (Deci ve Ryan, 2000). Rekreasyonda rota secimi, tempo ve ekipman tercihi
gibi mikro-6zerklik kararlar1 katihm niyeti ve kalicilig1 artirir; beceri edinimi ve “meydan okuma”
yeterlik duygusunu besler; grup etkilesimleri iliskilenmeyi gli¢lendirir (Gozen, 2020; Taring, 2021).
Ciddi bog zaman pratikleri, 6zerklik ve yeterlik deneyimi iizerinden igsellestirmeyi kuvvetlendirir
(Stebbins, 2007; Akgiil, Ertiiziin ve Karakiiciik, 2018).

ihtiyaclar hiyerarsisi (hierarchy of needs)

Maslow’un modeli, rekreasyonel tiiketimi Ozellikle ait olma, saygi ve kendini gerceklestirme
katmanlarinda anlamlandirir (Maslow, 1943). Grup temelli etkinlikler aidiyet ve sosyal sermaye {iretir;
prestij yiiklii pratikler 6zsayg1 ve taninmay1 destekler; ciddi bos zaman, kendini gerceklestirmeye acilan
bir alan saglar (Stebbins, 2007; Oztiirk, 2021). Arazi siiriisii 6rneklemlerinde fiziksel ve zihinsel saglik
gereksinimleri ile basari-rekabet ve sosyal ihtiyaglar ayr1 boyutlar olarak belirginlesir (Acar, Yalgin ve
Kogoglu, 2021). Gereksinim oncelikleri kiiltiire ve yasam evrelerine duyarlidir.

Akis kuram (flow theory)

Akis, acik hedefler, anlik geri bildirim ve zorluk-beceri dengesi saglandifinda ortaya ¢ikan yogun
dikkat ve derin haz durumudur (Csikszentmihalyi, 1990). Rekreasyonda risk ve meydan okuma
unsurlar1 akis olasiligini yiikseltir; akis memnuniyet, tekrar katilim ve olumlu agizdan agiza iletisim ile
iligkilidir (Gozen, 2020). Arazi siiriisii baglaminda motivasyon boyutlarinin yasam doyumuna katkisi
akisla uyumludur (Acar, Yal¢in ve Kogoglu, 2021).

Beklenti—deger yaklasimi (expectancy—value)

Katilm Kkarari, algilanan deger x basari olasiligi ¢arpimina dayanir (Vroom, 1964). Rekreasyon
iirlinlerinin “yarar” bileseni saglik, beceri edinimi, sosyal statii ya da kagis olabilir; maliyet ve risk algisi
beklenen faydayi torptiler. Egitim temelli uygulamalar beklenti ve basariya yonelik inanglarin ¢iktilar:
ongordiiglinii gosterir; rekreasyonda asamali programlama ve engelleri azaltan tasarim katihim
olasiligini artirir  (Saritepeci, 2018). Demografik farkliliklar deger ve beklenti bilesenlerini
bi¢imlendirebilir (Demir ve Cetin, 2021).

Sosyal kimlik kurami (social 1dentity theory)

Bireyler i¢-grup tiyelikleri tizerinden kimliklerini pekistirir, normlara uyum ve baglilik gelistirir (Tajfel
ve Turner, 1979). Taraftarlik, hobi kultipleri ve topluluk temelli etkinlikler tekrar katilimi giiglendirir.
Kampiis sporlarinda tiiketici temelli marka degeri ile marka sadakati arasindaki olumlu iliski bu
mekanizmayla tutarhidir (Mills ve Williams, 2016). Rehberlik 6rnekleminde basari ihtiyaci ve tatminin
ylikselmesi, mesleki alt-kiilttir kimliginin kuruldugunu gosterir (Celikkanat Pash ve Giiger, 2024).

Kacis—arama yaklasimi (escape-seeking)

Iso-Ahola, rekreasyonel davrarus: iki eksende aciklar. Bireyler giindelik taleplerden kagis ve yeni
deneyimler arama giidiilerini birlikte yasar (Iso-Ahola, 1982). A¢ik hava katiliminda stres azaltma ile
dogayla biitiinlesme birlikteligi kanitlanmistir (Ardahan ve Yerlisu Lapa, 2011). Icerik tasariminda
“huzur/detoks” ile “kesif/yenilik (yeni deneyimler kazanma)” temalarmin ayri paketlenmesi farklh
segmentlere etkili sunum saglar (Taring, 2021; Eryilmaz ve Akgiindiiz, 2017).

itme—cekme modeli (push—pull)

Turizm ve rekreasyonda itmeler rahatlama, kagis ve sosyallesme gibi sosyo-psikolojik diirtiilerdir;
cekmeler dogal-kiiltiirel ¢ekicilik, erisilebilirlik ve hizmet kalitesi gibi tir{in nitelikleridir (Crompton,
1979). Tiirkge yazinda modelin sistematik aktarimi yerlesiktir; pazar konumlandirmasinda itme ve
¢ekme unsurlarmin birlikte vurgulanmasi 6nerilir (Kozak, 2002; Bahar ve Kozak, 2012; Taring, 2021).

Bos zaman motivasyon 6lc¢egi (leisure motivation scale, Ims)

LMS, motivasyonu entelektiiel (6grenme/kesif), sosyal (iliskiler/aglar), yeterlik-ustalik (basari/ustalik)
ve uyaran-kaginma (rahatlama/kagis) boyutlarinda kavramsallastirir (Beard ve Ragheb, 1983). Tiirkce
uyarlamalar entelektiiel ve sosyal boyutlarin belirginligini ve basar1 uyariminin katilim: destekledigini
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gosterir (Akgiil, Ertiiziin ve Karakiiciik, 2018; Taring, 2021). Bos zaman sikintisi (Leisure Boredom),
rekreasyonel katiimin siirekliligini zayiflatabilen bir egilim olarak ele almnir ve Icsel Bos Zaman
Motivasyonu (Intrinsic Leisure Motivation, ILM) ile negatif iliski gostermesi beklenir (Weissinger ve
Bandalos, 1995). Weissinger ve Bandalos un gelistirdigi ILM Olgegi 6z belirleme, yeterlik, baglanim ve
meydan okuma bilesenlerinden olusur; uygun etkinlik ile kisi eslestirmesi ilgi ve katilim uyumunu
artirarak sikinti riskini dolayli bicimde azaltir (Weissinger ve Bandalos, 1995; Schulz vd., 2018).

Basari-baglilik—gii¢ gereksinimleri (needs theory)

McClelland, bireyleri basar1 (nAch), baghilik/iliski (nAff) ve gii¢ (nPow) gereksinimlerinin goreli giiciine
gore ayirir (McClelland, 1961). Rekreasyonda meydan okuma ve yenilik (yeni deneyimler kazanma)
arayisl basari gereksinimiyle, takim ve kuliip etkinlikleri baglilik gereksinimiyle, liderlik ve
organizasyon rolleri gii¢ gereksinimiyle iligkilidir. Acik alan 6lgeklerinde “basar1 odaklilik” ve “meydan
okuma” boyutlariin dogrulanmasi bu kuramla uyumludur (Gozen, 2020); fotografcilik ve rehberlik
orneklerinde sosyal baglilik yonii 6ne ¢ikar (Kement ve Biikey, 2019; Celikkanat Pasli ve Giiger, 2024).

Hedonik ve yararc giidiiler (hedonic-utilitarian)

Hedonik giidiiler deneyimsel haz, macera, sosyal etkilesim ve rol/kimlik insasi; yararci giidiiler fayda,
kalite ve ekonomik degerle iliskilidir (Arnold ve Reynolds, 2003). Tema parklarinda eglence, yenilik
(yeni deneyimler kazanma) ve aileyle zaman hedonik agirligi dogrular (Emiroglu, 2022). Cevre dostu
pratikler ve hedonik haz birlikte yiikselebilir; bu durum normatif hedeflerle kesisir (Erkekli, Caglayan,
Tosunoglu ve Giilcan, 2024).

Amacg yonelimli ve normatif yaklasim (goal-framing)

Secimler kazangsal, hedonik ve normatif hedef cerceveleriyle yonlendirilir. Normatif cerceve,
ekoturizm ve goniilliilitkte sosyal sorumluluk davranislarimi giiclendirir; iletisim tasariminda hedef
cercevelerinin netlestirilmesi tavsiye edilir (Barbopoulos ve Johansson, 2017). Cevrim ici spor
tilkketiminde baghlik ve sadakat, farkli baglanma noktalariyla (takim, oyuncu, lig) beraber ele
almmalidir (Cini ve Genger, 2024). Yerel baglamda paydas is birlikleri ve erisim unsurlari, hedef
cercevelerini destekleyen pazar tasariminin parcasidir (Giin ve Kilig, 2021).

Kiiltiirel ve demografik baglam

Kuramlarin etkisi kiiltiirel ve demografik degiskenler tarafindan bigimlenir. Etnisite, kiiltiirlesme ve
benlik kurgusu, agik alan giidiilerinde anlaml ayrismalar yaratir; Cinli-Kanadali 6érneklemde doga
takdiri baskin bulunmustur (Walker, Deng ve Dieser, 2001). Yas, cinsiyet ve egitim motivasyon
profillerini degistirebilir; Istanbul Tarihi Yarimada Bisiklet Turu ve fitness &rneklemleri bu
farklilasmay1 dogrular (Demir ve Cetin, 2021; Giizel, Esentas ve Yavas Tez, 2020). Nis etkinliklerde yeni
deneyim ve kiiltiirel zenginlesme boyutlar1 belirgindir (Kement ve Biikey, 2019).

Arastirmanin amaci

Rekreasyonel tiiketici motivasyonlarina iliskin yazin, farkli dlgek adlar1 ve baglama 6zgii etiketler
nedeniyle pargali bir goriiniim sergilemektedir; benzer anlam alanlar: farkli terimlerle dl¢iilmektedir.
Bu durum, ¢alismalar arasi karsilastirilabilirligi azaltmakta ve kuramsal ¢ercevelerin ampirik bulgularla
ne oOlglide ortiistiigiinii degerlendirmeyi gliclestirmektedir. Bu ¢alisma, analize alinan 33 hakemli
makaledeki 6lgek boyutlarimi Tiirkgede terim birligiyle standartlastirmay1 ve birlestirmeyi; tematik
icerik analiziyle ortak tema kiimelerini ortaya koymay:s, bu temalarin baglama gore dagilimin
sistematik bigcimde ortaya koymay: ve kuramsal cercevelerle metin diizeyindeki tutarliliginm
degerlendirmeyi amaglamaktadir.

Calisma su soruya yamit aramaktadir: “Rekreasyonel tiiketimde ortaya ¢ikan motivasyon temalar:,
kuramsal beklentilerle ne dlgiide ve hangi baglamlarda ortiismektedir?”

Kuramsal degerlendirme, temalarin ¢ok boyutlu dogasini yakalamak amaciyla tamamlayic
cergevelerin eszamanli kullanimma dayanmaktadir: Oz Belirleme Kurami (Deci ve Ryan, 2000)
motivasyonun kisi/diizenleme eksenini (6zerklik, yeterlik, iliskilenme) aciklar; Kagis—Arama (Iso-
Ahola, 1982) ve itme—(;ekme (Crompton, 1979; Kozak, 2002; Bahar ve Kozak, 2012) durum/baglam
kaynakli giidiileri simetrik bigimde modeller; Bos Zaman Motivasyon Olgegi gelenegi (Beard ve
Ragheb, 1983) yaygin icerik alanlarimi sistematiklestirir; hedonik-yararci yaklasim (Arnold ve
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Reynolds, 2003) ise tiiketim degerlerinin ¢ikt1 yoniinii ayirt eder. Bu birlesik cerceve, kisi-durum-
icerik-deger boyutlarin1 aym1 anda kapsayarak farkli baglamlarda raporlanan temalarin
karsilastirilabilirligini artirir ve arastirma sorusunun dogrudan sinanmasini saglar. Bu soruyu
yanitlamak {izere izlenen yontem asagida 6zetlenmektedir.

Yontem

Bu c¢alisma, rekreasyonel tiiketici motivasyonlarma iliskin yayimlanmis birincil ampirik makaleler
tizerinde yiiriitiilen dokiiman analizi ve tematik icerik analizi olarak tasarlanmistir (Karasar, 2012;
Biiyiikoztiirk vd., 2024). Dokiiman analizi, arastirma konusuyla ilgili yazili kaynaklarin sistematik
bigimde belirlenmesi, erisilmesi ve 6l¢litlere gore secilmesi; secilen metinlerden verilerin ¢ikarilmasi,
anlamlandirilmasi, degerlendirilmesi ve sentezlenmesi siireclerine dayarur (Kiral, 2020). Bu ¢alismada
her makaleden 6lgek boyutu/etiketi ifadeleri veri birimi olarak ¢ikarilmis, dilsel ve kavramsal esdegerlik
gozetilerek tekillestirilmis, ardindan tematik icerik analizi ile ana temalar ve alt kategoriler halinde
siniflandirilmistir. Bu yaklasim, 6nceki arastirmalardan gelen bilgiyi diizenli bir yap1 iginde toplamay1
ve bulgularmn karsilastirmali olarak yorumlanmasini saglamigtir.

Tarama, 25 Temmuz 2025-10 Agustos 2025 tarihleri arasinda TR Dizin, DergiPark, Web of Science,
Scopus ve Google Scholar veri tabanlarinda yiiriitiilmiistiir. Aramalarda Tiirkge ve Ingilizce anahtar
sozciikler birlikte kullanilmistir: “rekreasyon” veya “bos zaman” ve “motivasyon” ve “tiiketici”;
“leisure” veya “recreation” ve “motivation” ve “consumer” veya “participation”. Dahil edilme 6l¢titleri,
hakemli dergilerde yayimlanmis ampirik ¢alisma olmayi, odak degiskeni olarak rekreasyonel katilim
ya da tiiketim motivasyonlarini ele almayn, dilin Tiirkge veya Ingilizce olmasini ve drneklem, baglam
ile 6lgme aracinin agitkca raporlanmasini kapsamistir. Tam metnine erisilemeyen yayinlar, yalnizca
goriis ya da deneme niteligindeki yazilar ve yontem ya da Sl¢me bilgisi icermeyen raporlar dislanmistir.
On taramada 50 akademik galisma bulunmustur; yinelenenler ¢ikarilip dahil etme/cikarma olgiitleri
uygulandiktan sonra 33 birincil ampirik makale incelemeye dahil edilmistir. Ampirik sentez ise yalnizca
hakemli dergilerde yayimlanan makalelere dayanmistir. Sistematik derlemeler, meta-analizler,
kavramsal yazilar ve kitap boliimleri arka plant konumlandirmak amaciyla atif diizeyinde kullanilmas;
veri setine ve kodlamaya dahil edilmemistir. Hari¢ birakma gerekgeleri “birincil bulgu icermeme”,

”ou

“motivasyon boyutlarini acik raporlamama”, “tam metne erisim saglanamamasi” ve “ydntem/dlgme
bilgisinin yetersizligi” basliklar1 kapsaminda ele alinmistir. Kavramsal arka plan ise Torkildsen (1992),
Karakiiciik (2008), Butler (1940), Bahar ve Kozak (2012) ile Solomon (2018) gibi basvuru eserleri temel

alinarak olusturulmustur.

Veri ¢ikarimi standart bir form tizerinden ytiriitiilmiistiir. Her ¢alisma icin kaynak bilgisi, yararlanilan
ya da kullanilan motivasyon kurami/teorisi, 6rneklem Ozellikleri (evren, biiyiikliik, baglam), dlgek
boyutlar1 ve temel bulgular kodlanmistir. Olgek adlari Tiirkge verilmis, ilk gectigi yerde parantez icinde
ingﬂizce karsiigr eklenmis; birden fazla boyut virgiille ayrilmistir. Kodlama iki asamada
gerceklestirilmis, ikinci okumada tam metinlerle capraz dogrulama yapilmis ve tabloya aktarim
oncesinde tutarlilik denetimi tamamlanmistir. Kodlama sonrasinda kuram-oncesi beklenti listesi
¢ikarilmis; tema-kuram eslesmeleri, literatiirde 6ngoriilen yonlerde kanit arayisiyla degerlendirilmistir.

Sentez siirecinde baglam ve Ol¢me araglarindaki heterojenlik nedeniyle istatistiksel meta-analiz
uygulanmamis; anlatimsal sentez ve igerik analizi tercih edilmistir. Bulgular baglam, orneklem
ozellikleri ve 0lgek boyutlar1 eksenlerinde karsilastirilmis; Oz Belirleme Kurami, Kagis ve Arama, itme
ve Cekme, Bos Zaman Motivasyon Olgegi, basari-baghlik-gii¢ ve hedonik-yararci cergevelerle
eslestirilmistir. Baglamsal farklilasmalar1 gostermek icin acik alan ve sehir i¢i 6rneklem bulgular:
gerektiginde ayristirilarak yorumlanmistir; 6rnegin agik alan Slgeklerinde meydan okuma ve bagari
odaklilik boyutlar1 dogrulanmistir (Gézen, 2020; Demir ve Cetin, 2021).

Calisma ikincil verilere dayandigindan etik kurul onay1 gerektirmemektedir. Bununla birlikte dizin
erisimleri ve anahtar sdzciik segimine bagh yayin yanlilig: riski mevcuttur; erisim sinirliliklari nedeniyle
kimi calismalar gozden kagmus olabilir. Bu smirhiliklar, sonuglarin genellenebilirliginin dikkatle
yorumlanmasin: gerektirir.

Yukarida agiklanan tarama siireci ve kodlama adimlari, bulgularin baglamlar arasinda karsilastirilabilir
bicimde raporlanmasini saglamistir. Bu kapsamda, dahil edilen 33 ampirik ¢alismanin kaynak kiinyesi,
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kullanilan kuramsal cergeve/olgekler, 6rneklem ozellikleri, dl¢ek boyutlar: ve kisa bulgular: Tablo 1'de

kronolojik sirayla bir araya getirilmistir.

Tablo 1: Rekreasyonel Tiiketici Motivasyonlar: Uzerine Ampirik Calismalarin Kronolojik ve Sistematik

Ozeti
Yararlanilan/Kullanilan | .. Ol¢ek Boyutlart .
Kaynak Motivasyon (Teoriler) Orneklem (etki alani-domain) Temel Bulgular (akademik)
Cesitli yetiskin Bos Zaman Motivasyon Olgeginin
orneklemleri iizerinde .. entelektiiel, sosyal, yeterlik-ustalik ve
Beard ve . o B Entelektiiel, Sosyal,
Bos Zaman Motivasyon | yiiriitiilen 6lgek . uyarilma—kaginma boyutlarindan
Ragheb, N L Yeterlik—Ustalik, .
Olgegi gelistirme ve olusan kuramsal yapisi desteklenmis;
1983 . Uyarilma-Ka¢mma | .~ . . .
dogrulama Olcegin  gecerlik  ve  giivenirlik
calismalar1. gostergeleri kabul edilebilir diizeydedir.
Igsel Bos Z Moti Slgeg
L. Lisans dgrencileri ve (;fe o3 amag © vas?lonu.o sesl
Weissinger . - . doért boyutlu bir yapr (6z-belirleme,
. yetiskinlerden olusan | Oz-belirleme, X o
ve Igsel Bos Zaman .. . N yeterlik, baglanim, meydan okuma)
K L ¢oklu 6rneklemler Yeterlik, Baglanim,
Bandalos, | Motivasyonu Olgegi . . . olarak tanimlanmis ve goklu
tizerinde psikometrik | Meydan okuma N . . .
1995 N R Orneklemler  iizerinde  psikometrik
degerlendirme. .
olarak dogrulanmistir.
Kanada’da ulusal Etnisite ve kiiltiire uyum diizeyi, benlik-
p?rkl z.1yaret eden Cin Takdir edici kurgusu aracﬂ.lglyla aglkn .alan
. kokenli ve Avro . rekreasyon motivasyonlar1 {izerinde
Walker vd., |Benlik kurgusu, . deneyim, Sosyal
e Kuzey Amerikali N farklilagmalara yol agmaktadir. Bulgular
2001 kiiltiirlesme L karsiikli-bagimlilik, | .. . Lo
yetiskin . kiiltiirel degiskenlerin giidiisel
. . . Basar1 yonelimi L . <
ziyaretgilerden iki alt yonelimleri hem dogrudan hem dolayl
Orneklem. etkileyebildigini gostermektedir.
Britanyali ve Alman Turist motivasyonlar1  itme—cekme
turistlerden olusan Sosyo-psikolojik cercevesinde hem milliyete hem de
. . kargilagtirmali saha itmeler, destinasyona gore anlamli bigimde
Kozak, 2002 | Itme ve Cekme Modeli B . .
orneklemi, Mallorca | Destinasyon farklilagsmaktadir. Bu durum pazar
ve Tiirkiye gekicilikleri boliimlendirmesinde  baglamsal  ve
destinasyonlari. kiiltiirel etmenlerin 6nemini teyit eder.
Hedonik aligveris motivasyonlarinin alti
Perakende .
Arnold ve . |Macera, Haz, Rol, |boyutlu yapisi dogrulanmis; bu boyutlar
. e ortamlarinda aligveris . . > S
Reynolds, |Hedonik-yararc giidiiler L. Deger, Sosyal, Fikir | perakende baglaminda tiikketim
yapan yetigkin .. . .
2003 R aligverisi deneyimini anlamlandirmada ayirt edici
tiiketiciler. . .. .
islev gormektedir.
Tiirkiye'de bisiklet ) Agik alar.1. nrekreasyomvlna katilimda
Ardahan ve . Sosyal baglar, dogayla biitiinlesme, saglk, rahatlama
. Acik alan rekreasyonu kullanicilar1 ve doga o 9 . . . .
Yerlisu et o 1 Saglik, Dogayla ve kacis yonelimleri belirginlesmis;
giidiileri yliriiyiisciilerinden O N
Lapa, 2011 biitiinlesme, Kacis | katilmcilarin algiladigy faydalar sosyo-
olusan katiimailar. . 11
psikolojik bilesenlere dayanmaktadir.
Oz-belirleme kurami temelinde 6zerklik
o Ozerklik yonelimi, yonelimi  performans, (OzsaygL  ve
.‘ . Spor tiiketicileri ve A heyecanla;  kontrol  yonelimi ise
Funk vd., Oz Belirleme Kurami Kontrol yonelimi, e 1.
- . taraftarlardan olusan sosyallesme ve kacgisla iligkilidir.
2012 (SDT) yonelimleri L Performans,
yetiskin 6rneklemler. Sosvallesme, Kact Sonuglar,  taraftar  davranislarimin
yaresme Ra¢s | dizenlenmesinde yonelim farkliliklarm:
ortaya koymaktadir.
Fiziksel Aktivite ve Bos Saglik, Rekreasyonel egzersiz motivasyonu
Aydin ve Zaman Motivasyonu Tiirkiye’de fitness Sosyal/eglence, demografik ve katilim &zelliklerine gore
Yasgartiirk, | Olgegi (Physical Activity | merkezlerine diizenli |Rekabet, Beden anlamli  farkliliklar ~ gostermektedir.
2017 and Leisure Motivation | katilan yetigkinler. goriiniimii, Beceri | Bulgular, PALMS temelli boyutlarin
Scale, PALMS) gelisimi pratikte ayrisabildigini isaret eder.
Hedef-cerceveleme fsveg/Goteborg ) . Tuket1.c1 Mot’lvasyon. Olgegi'nin kazang,
Barbopoulo o N Deger, Kalite, hedonik ve normatif hedeflere dayali
yaklagimi; Tiiketici Universitesi genel .. . o .
sve K R . Giivenlik, Uyarim, |yapisi ¢oklu baglamlarda desteklenmis;
Motivasyon Olgegi popiilasyon . " 1 et e ..
Johansson, Lo R Konfor, Etik, Sosyal |6lgek tiiketim giidiilerinin iist-diizey
(Consumer Motivation panelinden
2017 kabul smiflandirilmasina kuramsal dayanak
Scale, CMS) katilimailar .
saglamaktadir.
Hirvatistan
- D_l_l brovnikte o Rekreasyonel spor etkinliklerine
Sindik ve diizenlenen Basari, Ogrenme, o L.
. v Rekreasyonel spor . katilimda itici gilidiiler belirgin olup,
Gjurasi¢, el ol rekreasyonel su topu | Sosyal, Bagimsizlik, | . . e e e
etkinligi glidiileri e cinsiyet ve spora aktif ilgi diizeyi bu
2017 etkinliginin Rahatlama et .
. Lo glidiilerin siddetini farklilagtirmaktadir.
izleyicileri ve
katiimailari.
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Tiirkge konusan

Bos Zaman Faydasi 0lgeginin Tiirkce

. Bos Zaman Faydalar1 yetiskin Fiziksel, Psikolojik, |uygulamasmnda faktor yapist
Akgilvd., |7 .. R X © e . K
Olgegi (Leisure Benefits | katihmcilardan Sosyal fayda dogrulanmig; Olglimiin  psikometrik
2018 . IO -
Scale, LBS) olusan dogrulama boyutlar1 nitelikleri kullanima elverigli
Orneklemi. bulunmustur.
. Tiirkiye’de lise Beklenti-deger, Bekllentl degef kl{lja.m.ma da ya . .ba§ar1
Saritepeci, SN Lo e L motivasyonu 0lgegi iki faktdrlii bir yap:
Beklenti-Deger Yaklasimu | diizeyinde 6grenim | Basariya yonelik . . g N
2018 .. vy ; . sergilemekte ve yeterli diizeyde Slgme
goren Ogrenciler. inang L
giivenirligi sunmaktadir.
Kadinlarin  rekreasyona katiiminda
Bos Zaman Motivasyon L Motivasyon alt . e. easyo .
.. . Manisa ilinde yasayan . motivasyon ile engeller birlikte
Giirsel vd., |Olgegi, Bos Zaman L boyutlari, Bireysel, B .
R yetiskin kadin L degerlendirilmis; toplumsal roller ve
2019 Engelleri (Leisure Kisilerarasi, Yapisal
. katihmailar. yapisal smurhiliklar  katilimi  azalticl
Constraints) engeller N . .
yonde etki etmektedir.
Rekreasyonel Egzersiz Rekreatif egzersize giidiileyen faktorler
ckreasyonel Egzers Saglik, Rekabet, ekreatif egzersize glidiileyen Orle
Motivasyon Olgegi . . h e e REMM  ¢ergevesinde  dogrulanmus;
Cuhadar ; . Spor salonu {iyeleri ve | Viicut goriiniimii, . 7
(Recreational Exercise . . motivasyon boyutlar1 yas, cinsiyet ve
vd., 2019 o fitness kullanicilari. Sosyal/eglence, . . ..
Motivation Measure, Beceri olisimi egitim gibi degiskenler bakimindan
REMM) gels anlamli farkliliklar gostermektedir.
Amerika Birlesik Rekreasyonel memnuniyetin
Jures Takdir edici 4 . Y
. o . Devletleri Minnesota . agtklanmasinda, motivasyona kiyasla
Schroeder | Deneyim tercihi: takdir . . deneyim, Basar1 . 1. .
bolgesinde hindi . deneyim tercihlerinin (takdir odakli ya
vd., 2019 odakli ve basar1 odakl . odakl1 deneyim, o R
avciligina katilan . 2 .. .. |da basar1 odakl) daha giiclii bir
o © Memnuniyet iligkisi . S o .S
yetiskin avcilar. belirleyici oldugu gosterilmistir.
- Doga yiiriiylisii baglaminda 6grenme-—
Endonezya’da iki dag | Ogrenme-sosyallik, 082 yuruyust b gam ogrenme
e o sosyallik baskin giidii olarak 6ne
Gaffar vd., | Agik alan rekreasyonu parkurunda yiiriiylis | Basar1, Bagimsizlik— . .. C o
. - g . 2. ¢ikmakta; motivasyon diizeyleri etkinlik
2019 motivasyonlari yapan yetiskin doga | kisisel gelisim, . . e
tercihleri ile anlaml iligkiler
sporculari. Rahatlama . .
gostermektedir.
Doga ve kiiltiir fotografcilig:
Doga ve kiiltiir . .. etkinliklerinde = motivasyon  diizeyi
. . o Doga takdiri, . .. N
Kement ve |Rekreasyonel motivasyon | fotografciligi demografik degiskenlere gore
.. < N Macera, Sosyal, L o
Biikey, 2019 | (fotografcilik) etkinligine katilan farklilagsmakta; ozellikle cinsiyet ve
. Rahatlama . AP
yetiskinler. medeni durum belirleyici
goriinmektedir.
Bisiklet turu katihmcilarinda

Tarihi Yarimada

Sosyal, Basari,

motivasyon profilleri yas ve egitim

Demir ve Rekreasyonel katilim Bisiklet Turu’na .. R N Lo
. e .. Zorluklara meydan | degiskenlerine gore ayrismakta; cinsiyet
Cetin, 2020 | giidileri katilan amator . .
i1 . okuma, vb. bakimindan belirgin bir farkhilagsma
yetiskin bisikletciler. . .
gozlenmemektedir.
e, Basar1 odaklilik, Acik alan rekreasyon motivasyonlarina
Tiirkiye’de acik alan . .. s
Acik Alan Rekreasyon Zorluklara meydan | yonelik beg boyutlu 6lgek gelistirilmis ve
. S rekreasyonu . N . -
.. Motivasyon Olgegi okuma, Risk alma, |dogrulanmistir. Olgek, basar1 ve yenilik
Gozen, 2020 X katillmalarindan R R . R . M
(Outdoor Recreation .. Bireysellik, Yenilik | (yeni deneyimler kazanma) yonelimi
A olusan 6l¢ek . . . .. ..
Motivation Scale) o N . | (yeni deneyimler gibi alanlar1 ayirt edici bicimde
gelistirme 6rneklemi. - .
kazanma) Ol¢gmektedir.
Rekreasyonel Egzersiz Turklye. deki fitness Saglik, Rekabet, Fltnfess baglaminda rekreatif egzersiz
.. . . merkezi . e motivasyonu boyutlar1 demografik ve
Glizel vd.,, | Motivasyon Olgegi kisa Viicut goriiniim{i, N . . ; .
kullanicilarindan . katim &zelliklerine gore sistematik
2020 formu (REMM short L. . Sosyal/eglence, . .
form) genis bir kesit Beceri gelisimi farkliliklar sergilemektedir; bu durum
Orneklemi. & hedeflenmis miidahalelere olanak tanur.
Zihinsel saglik Yasam doyumunun en giiglii yordayicisi
temelli ihtiyaglar, fiziksel saglik; sosyal, zihinsel saglik ve
Karabiik’te arazi Spor temelli basari-rekabet pozitif ve anlamli, spor
Acar vd., Thtiyaglar Hiyerarsisi stirtisti (off-road) ihtiyaglar, Bagar1 ve |temelli anlamsizdir; erkekler tiim
2021 (Maslow) etkinliklerine katilan | rekabet, Sosyal boyutlarda, evliler zihinsel saglik ve
bireyler temelli ihtiyaglar, spor temelli boyutlarda daha yiiksektir;
Fiziksel saglik basari-rekabet yasa gore farklilasmis,
temelli ihtiyaclar gelir/meslek etkisizdir.
Tirkiye'de farkl,l : .. Tiirkiye Ornekleminde bos zaman
. sosyo demografik I¢sel, Kisilerarasi, . ..
Motivasyon ve Bos . . katilimini sinirlandiran igsel, kisilerarasi
Coskun, . . | 6zelliklere sahip Yapisal engeller, e
Zaman Engelleri ¢ergevesi . . ve yapisal engeller biitiinciil bigimde
2021 . . yetiskinlerle Motivasyon .
(Leisure Constraints) .. . ortaya konmustur; zaman ve maliyet
gerceklestirilen nitel | temalar1 N
o kisitlart 6ne ¢ikmaktadir.
goriismeler.
Ayyildiz l?avr:a.mgsal Du%enleme Diizenli rekreasyonel Amot’lv.asyon, Diizenli rekreasyonel egzersize
Olgegi-2 (Behavioral . Disgsal, Ige atim, . .. ..
Durhan vd., Resulation in E K egzersize katilan T 1 fcsel katilanlarda igsel diizenleme en yiiksek,
2021 CgUation M Exereise yetiskinler. animanmis, fese amotivasyon en diisiik diizeydedir.

Questionnaire-2, BREQ-2)

diizenleme
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Bulgular SDT temelli diizenleme
tiirlerinin ayrigtigim gostermektedir.
L, . . Bos Zaman Motivasyon Olgeginin
Kirova ve X Tiirkiye'de turizm Entelekttiiel, Sosyal, .
Bos Zaman Motivasyon . . Tiirkge uyarlamasinda ¢ok boyutlu yap:
Yilmaz, S baglaminda yer alan | Yeterlik-Ustalik, g
Olgegi . korunmus ve kabul edilebilir uyum
2022 yetiskin katilmailar. | Uyarilma-Kaginma | . IR
diizeyleri elde edilmistir.
Universite 6grencilerinde rekreasyon
) A(;lk. Alan Re}(reavs.yon Universite diizeyinde | Sosyal, Basar, kat}hm motlvasy(jr.llarl bireysel ve
Akytiz vd., | Motivasyon Olgegi S$renim edren Sashik vb. dlcek alt baglamsal degiskenlere gore
2023 (Outdoor Recreation 0{5 ¢ . 80 B VB 0 farklilasmakta; karsilagtirmali analizler
. ogrenciler. boyutlar1 . oy
Motivation Scale) farkli motivasyon profilleri ortaya
koymaktadir.
Ikincil veri temelli . o Yoga turizmine iliskin sistematik
. . Maneviyat, Zihinsel . L. ..
.. . L . sistematik derlemede .. derleme, maneviyat, iyi olus ve kisisel
Giilertekin | Yoga turizmi motivasyon o rahatlama, Kisisel .. .
yer alan dzgiin .. gelisim temalarinin motivasyon
Geng, 2023 | temalar1 gelisim, Sosyal K .
¢alismalarin o yapisinda merkezi konumda oldugunu
M R etkilesim, vb. X K
orneklemleri. gostermektedir.
P .
(McClelland); Bog Zaman Y & Basarma ihtiyact, Is |, . y . 5 . .?y $ ..
Pasli ve o yapan profesyonel e 1 iliskin ~ yOnelimleri  pozitif =~ y6nde
. Faydalar1 Olgegi (Leisure . . tatmini iligkileri . ..
Giiger, 2024 . turist rehberleri. yordamakta; kuramsal baglanti ampirik
Benefits Scale, LBS) K
olarak desteklenmektedir.
Bagl ktal
ag, anma Noktalar .. Cevrimici spor tiiketiminde takim
.. (Points of Attachment); Takim destegi, .. e e
Cini ve o Profesyonel futbol destegi baskin giidiidiir ve takim
Sporun Cevrimigi . Oyuncu/kog/takim o2 .
Genger, T o takimlarinin yetiskin o bagliligi en baskin baglanma noktasini
Tiiketimine Yonelik baglilik noktalars, e .
2024 K JON taraftarlar1. olusturmaktadir; cinsiyet temelinde
Motivasyon Olgegi vb. anlamli farkliliklar gézlenmektedir
(MSSOC) 8 '
Rekreasyonda Sorumlu Rekreasyonda sorumlu titketici
. Tiiketici Davranist Olgegi Kirsal rekreasyon Cevre duyarlilig, davranislarina yonelik bes faktorlii 6lgek
Erkekli vd., . . . . s < I,
2024 (Responsible Consumer | faaliyetlerine katilan | Etik sorumluluk, gelistirilmis ve dogrulanmustir; Olgek
Behavior in Recreation yetiskinler. Toplumsal normlar | normatif yénelimleri 6l¢gmek igin uygun
Scale) bir gergeve sunar.
RekljeasyoneyEgzue.rsm Rekreasyonel Saglik, ) R.elfljeasyf)?el. . egzersiz rliot}.vaﬁyonu
G 2024 Motivasyon Olgegi ive katil Sosyal/eglence, kisilikle iligkili olup, disadoniikliik ve
e (REMM); Bes Faktor egf,ef,lzi, a 1lan Rekabet, Kisilik 0zdenetim olumlu, nevrotiklik olumsuz
Kisilik (Big Five) yetgkin birey'et. boyutlar ile ilikiler | yonde ilikilidir.
Botanik bah gl da kull
. | Ziyaret motivasyonu; Cezayir El Hamma Ziyaret © aru. .ba“ (;e“ bag arr.un a .u amCT
Mekhloufi M . . o . deneyimi, kiiltiirel ekosistem hizmetleri
. Kiltiirel Ekosistem Botanik Bahgesi'ni motivasyonu, N R i
ve Baziz, . . . . .. |algisim gliclendirmektedir;
Hizmetleri (Cultural ziyaret eden yetiskin | Kullanici deneyimi, . . ..
2025 . . . motivasyonun dogrudan etkisi daha
Ecosystem Services) ziyaretgiler. CES boyutlar1
stnirhdir.
On test ve son test Sanal ortamda gerceklestirilen egzersiz
Glimiisgiil | Bos Zaman Motivasyon Ol¢timleri alinan sanal | LMS boyutlari, miidahalesi, katilimcilarin bos zaman
vd., 2025 Olgegi bisiklet simiilasyonu | Psikolojik iyi olus motivasyonu ve psikolojik iyi olus
katilimailar. diizeylerinde artigla sonuglanmisgtir.
Moti It Diizenli fiziksel ktivity
. Rekreasyon motivasyonu; | Diizenli fiziksel otvasyon a ouzentn  hziksel  akxiwite  yapan
Biricik vd., | . . . boyutlari, Oz- tiniversitelilerde 6z-sefkat ve psikolojik
Oz sefkat, Psikolojik aktivite yapan . . . .. e
2025 . S ... | sefkat, Psikolojik dayaniklilik, motivasyon diizeylerinin
dayaniklilik iiniversite 6grencileri.
dayaniklilik anlamli yordayicilaridir.

Kaynak: Yazar tarafindan olusturulmustur.

Icerik analizi ve bulgular

Tablo 1’de derlenen ¢alisma evreni temel alinarak yiiriitiilen icerik analizi, her makalede raporlanan

faktor

adlar

ile operasyonel tamimlarin anlam birligi

gozetilerek yeniden kodlanmasina

dayanmaktadir. Once her calisma satir satir ¢oziimlenmis, ardindan eg anlamh ya da drtiisen boyutlar
birlestirilerek iist temalar altinda toplanmustur.

Bu kodlama siireci sonunda dort gekirdek kiime ortaya ¢ikmustir: (i) saglik ve iyi olus [fiziksel ve
zihinsel], (ii) sosyal iliski ve aidiyet [sosyallesme, eglenme, aile birlikteligi], (iii) yeterlik ve ustalik ile

basar1 ve meydan okuma, (iv) rahatlama, kacis ve yenilenme. Baglama gore su yan temalar one

¢ikmaktadir: 6grenme ve entelektiiel merak, beden ve dis goriiniim, yenilik (yeni deneyimler kazanma)
ve risk, doga takdiri, kiiltiirel zenginlesme ve estetik ile normatif ve etik yonelimler. Bu siniflama,
yazinda yerlesik 6l¢gme ve kuramsal ¢ercevelerle tutarlidir (Beard ve Ragheb, 1983; Arnold ve Reynolds,
2003; Taring, 2021).
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Baglama gore tematik desenler

Acik alan rekreasyonu: Agik alan 6lceklerinde basar: odaklilik, meydan okuma ve risk alma boyutlari
istikrarli bigimde dogrulanmistir; yenilik (yeni deneyimler kazanma) ve bireysellik eslik eden alt
temalardir (Gozen, 2020). Dogada yiiriiyilis ve bisiklet gibi 6rneklemlerde kagis ve rahatlama ile
O0grenme ve kesif birlikte raporlanmuistir; etkinlik tercihlerinin giidii profilleriyle anlamli bigimde iligkili
oldugu goriilmektedir (Gaffar vd., 2019; Demir ve Cetin, 2021).

Fitness ve rekreatif egzersiz: Saglik ile yeterlik ve ustalik kiimeleri belirgindir. Beden ve dig goriiniim,
sosyal ve eglence ile rekabet alt boyutlari sik raporlanir; katilim 6zellikleri ve demografik degiskenlere
gore farklilasir (Aydin ve Yasartiirk, 2017; Cuhadar vd., 2019; Giizel vd., 2020).

Nis etkinlikler: Doga ve kiiltiir fotografciliginda kiiltiirel zenginlesme ve estetik ile yeni deneyim
arayisi One ¢ikar; demografik degiskenlere gore anlamli ayrigmalar rapor edilmistir (Kement ve Biikey,
2019). Tema park baglaminda eglence, sosyallesme, aile ile zaman ve yenilik (yeni deneyimler kazanma)
vurgusu baskindir (Emiroglu, 2022). Yoga turizminde zihinsel rahatlama ve 6z kesif merkezi temalardir
(Giilertekin Geng, 2023).

Arazi siiriisii (off-road): Arazi siiriisiinde fiziksel saglik baskin yordayicidir; sosyal, zihinsel saglik ve
basari ile rekabet boyutlar1 yasam doyumuna pozitif katki verir. Spor temelli ihtiyaglar anlaml degildir
(Acar vd., 2021).

Cevrim ici spor tiiketimi ve topluluklar: Taraftarlikta takim destegi ve baglanma noktalar:
belirleyicidir; ¢evrimigi tiiketim giidiilerinde takim baglilig1 baskin rol oynar (Cini ve Genger, 2024).
Rehberlik ve benzeri mesleki alt kiiltiirlerde basarma ihtiyaci ile algilanan bos zaman faydalarinn is
yonelimleriyle olumlu iligkisi bulunmustur (Celikkanat Pash ve Giiger, 2024).

Normatif ve etik yonelimler ile ekosistem hizmetleri: Sorumlu tiiketim &lgegi normatif duyarliliklar
¢ok boyutlu yakalamaktadir (Erkekli vd., 2024). Botanik bahge baglaminda kullanici deneyiminin
kiiltiirel ekosistem hizmetleri algisini gliclendirdigi tespit edilmistir (Mekhloufi ve Baziz, 2025).
Deneysel simiilasyonlarda motivasyon ve psikolojik iyi olus birlikte artmaktadir (Glimiisgil vd., 2025).
Universite ornekleminde 6z sefkat ve psikolojik dayamklilik motivasyonu anlamli bigimde
yordamaktadir (Biricik vd., 2025). Bu yogunlasmalarin baglamlar aras: dagilimi, kisa bir 6zet matrisi
olarak Tablo 2’de sunulmustur. Izleyen boliimde demografik ve psikografik ayrigmalar
degerlendirilmektedir.
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Tablo 2: Baglamlara Gére One Cikan Rekreasyonel Motivasyon Temalari (Ozet Matris)

Tema iyi |aidiyet | wustalik/ kagis kesif dis yeni takdiri | zenginlesme- etik
olus Basari- goriiniim | deneyimler estetik
meydan kazanma

okuma

Baglam / |Saglik-|Sosyal-| Yeterlik- |Rahatlama-|Ogrenme-| Beden- | Yenilik- | Doga Kiiltiirel | Normatif-

Acgik alan
rekreasyonu
(doga v A v v A - A v A -
ylriiytsi,
bisiklet)

Fitness ve
rekreatif v A v A A v - - — _
egzersiz

Doga ve
kiiltiir A A - A v - v v v -
fotografciligt

Tema park1

Yoga
turizmi v A - v NG - A - A -

Arazi
suiriisti (off- v A v A - - A - - -
road)

Cevrim ici
spor
tiiketimi ve
taraftarlik

Normatif-
etik
baglamlar
(sorumlu - A - A A - - NG A v
tiiketim;
ekosistem
hizmetleri)

Kaynak: Yazar tarafindan olusturulmustur. Gostergeler: v =baskin tema; A = ikincil/baglama bagli; —=zayif ya da raporlanmadi.
Demografik ve psikografik ayrismalar

Calismalarin 6nemli bir boliimiinde cinsiyet ve yasa bagl farklilasmalar rapor edilmistir. Fitness
baglaminda kadin ve erkekler arasinda dis goriiniim, rekabet ve sosyal-eglence boyutlar:
ayrismaktadir; yas ve etkinlik siiresi ilerledikce saglik ve yeterlik—ustalik agirligi artma egilimindedir
(Aydin ve Yasartiirk, 2017; Giizel vd., 2020). C)grenci orneklemlerinde sosyal ve 6grenme temalar1 daha
baskindir; program erisilebilirligi ve kampiis olanaklar1 katilimla iliskilidir (Akytiiz vd., 2023; Afridi ve
Zeeshan, 2021). Kisilik 6zelliklerinde disa doniikliik pozitif, nevrotiklik negatif yonlii iligkiler vermistir;
0zdenetim motivasyonla olumlu iligkilidir (Geng, 2024). Kadinlarin katiliminda psikolojik boyut ile
motivasyonsuzluk arasinda pozitif iliski rapor edilmistir (Glirsel vd., 2019).

Kiiltiirel baglam ve yerellesme

Kiiltiirlesme, benlik kurgusu ve etnisite, motivasyon dagilimini anlaml bigimde etkiler. Agik alan
baglaminda Cinli-Kanadal: katilimcilarda doga takdiri daha baskin bulunmustur; kiiltiirel kdkenler
sosyo-psikolojik itmelerin siddetini ve 6nem sirasini degistirebilmektedir (Walker vd., 2001). Bu bulgu,
yerellestirilmis tiriin ve iletisim ihtiyacina isaret eder.

Kuramsal ¢ercevenin tematik icerik analizi ile degerlendirilmesi

Elde edilen temalar, baslica kuramlarin éngordiigii driintiilerle ayni yonde eslesmektedir. Oz Belirleme
Kuraminda tamimlanan &zerklik, yeterlik ve iliskilenme gereksinimleri, verimizde sirasiyla mikro
ozerklik kararlari (6rnegin rota ve zorluk se¢imi), basar1 ile meydan okuma ve sosyal baglar temalariyla
tutarli bicimde goriiniir hale gelmektedir (Deci ve Ryan, 2000). Kagis ve Arama yaklasiminin ikili yapisi,
ozellikle acik alan ve tema park baglamlarinda rahatlama ile kagisin, 6grenme ile kesif ve yenilik ile
yeni deneyimler kazanma bilegenleriyle birlikte rapor edilmesiyle desteklenmektedir (Iso-Ahola, 1982;
Emiroglu, 2022). itme ve Cekme modelinde beklenen bigimde sosyo psikolojik itmeler, destinasyon ya
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da iiriin gekicilikleriyle birlikte calismakta; bu ikili kurgu hem uluslararasi ¢alismalarda hem de Tiirkge
yazinda yinelenmektedir (Crompton, 1979; Kozak, 2002; Bahar ve Kozak, 2012).

Olcme cercevesi acisindan Bos Zaman Motivasyon C)lgeginin entelektiiel, sosyal, yeterlik ile ustalik ve
uyarilma ile kaginma boyutlari, farkli baglamlarda saptanan alt boyutlara iist diizey bir cati
saglamaktadir; Tiirk¢e uygulamalarda da ayni diizen korunmustur (Beard ve Ragheb, 1983; Kirova ve
Yilmaz, 2022). Deneyim temelli tiiketimi ayirt eden hedonik ile yararci yaklagim, tema parki: ve gevrimigi
spor tiiketimi gibi 6rneklerde hedonik bilesenin baskinligina isaret ederken; sorumlu tiiketim ve
ekoturizm baglamlarinda normatif hedeflerin ve etik duyarliliklarin belirginlestigi goriilmektedir
(Arnold ve Reynolds, 2003; Barbopoulos ve Johansson, 2017; Cini ve Genger, 2024). Bu bulgular, terim
farkliliklarindan dogan pargalanmanin birlestirme (standartlastirma) ile azaltildigini ve temalarin
kuramsal gerceveyle uyumlu oldugunu gostermektedir.

Motivasyonlarin basar1 ve gili¢ yonelimli bilesenleri McClelland’in ihtiyaclar kuramiyla uyumludur;
basar1 ile meydan okuma temasi 6zellikle risk iceren ve yenilik-yeni deneyimler kazanma firsati sunan
etkinliklerde belirginlesmektedir (McClelland, 1961; Gozen, 2020; Acar, Yal¢in ve Kogoglu, 2021).
Beklenti ve deger odagindaki karar mantig1, saglanan faydanin degeri ile ulasilabilirlik inancinin
carpimi olarak kavramsallastirilir; bulgular, saghk ile yeterlik ¢iktilarinin 6ne ¢iktig1 baglamlarda
katillmimn arttigin1 gostermektedir (Vroom, 1964; Gaffar, Yuniawati ve Ridwanudin, 2019; Demir ve
Cetin, 2021). Sosyal Kimlik gercevesi, taraftarlik ve topluluk temelli 6rneklerde aidiyet ile tekrar katihim
iliskisini agiklar; ¢evrimici spor titketimi bulgular1 da bu iliskiyi destekler (Tajfel ve Turner, 1979; Cini
ve Genger, 2024). Hedonik ile yararci ayrimi, tema parki ve gevrimigi tiiketim baglamlarinda hedonik
baskinlikla; normatif hedefler ise sorumlu tiiketim 6lgeklerinde goriiniir hale gelmektedir (Arnold ve
Reynolds, 2003; Barbopoulos ve Johansson, 2017; Erkekli, Caglayan, Tosunoglu ve Giilcan, 2024). Bos
Zaman Sikintis1 (Leisure Boredom) 6l¢timii, uygun etkinlik-kisi eslestirmesi yapilmadiginda siirekliligi
zayiflatan bir risk alanina isaret eder; bu saptama, rahatlama ile kacis kiimesinin dengeli program
tasarimindaki onemini vurgular (Weissinger ve Bandalos, 1995). Deneyim tercihlerine odaklanan
calismalar, kimi baglamlarda motivasyondan ¢ok deneyim yoOneliminin memnuniyeti acikladigini
bildirmektedir; bu durum, temalar arasi sinirlarin baglama duyarl olduguna isaret eder (Schroeder,
Cornicelli, Fulton ve Merchant, 2019). Dolayisiyla, kuram-tematik eslesme yiiksek olmakla birlikte,
deneyim tercihleri ve normatif hedefler baglama gore agirlik degistirebilmektedir.

Bu eslesmeler, nicel icerik analizinin ¢iktilarini da tasir. Baglam ile tema matrisinde (Tablo 2) agik alan
calismalarinda basari ile meydan okuma ve yenilik-yeni deneyimler kazanma; fitness 6rneklemlerinde
saglik ile yeterlik ve beden ile dis goriintim; nis etkinliklerde kiiltiirel zenginlesme ve yenilik-yeni
deneyimler kazanma; taraftarlik baglaminda ise sosyal ile aidiyet yogunlasmalar1 goriilmektedir.
Kelime bulutu gorsellestirmesinde ($ekil 1) sosyal ile aidiyet ve basari ile meydan okuma temalarinin
baskimligi, ardindan saglik ile iyi olus, rahatlama ile kagis ve yeterlik ile ustalik kiimelerinin gelmesi, bu
kuramsal eglesmenin frekans temelli bir dogrulamasin sunar. Birlikte degerlendirildiginde bulgular,
tek tip bir motivasyon profili yerine, kuramlarla uyumlu fakat baglama gore agirliklar: degisen bir tema
iskeletine isaret etmektedir; dolayisiyla uygulamada kuramsal yapilarin baglamsal farkliliklara gore
yeniden agirliklandirilmasi onerilir.

Birlikte okundugunda bulgular, temalarin kuramsal beklentilerle biiyiik 6l¢iide uyumlu oldugunu ve
hangi temalarin daha ¢ok 6ne ¢iktiginin baglama gore degistigini gostermektedir. Buna gore arastirma
sorusunun yanit1 soyledir: Ortak tema iskeleti kuramsal gerceveyle uyumludur; ancak baglama (acitk
alan, fitness, nis etkinlikler, ¢evrim ici tiiketim) gore vurgular degismektedir. Bu nedenle program
tasarimi ve iletisim stratejileri baglama gore uyarlanmalidir.

Temalarin gorsellestirilmesi: Kelime bulutu

Bu calismada, Tablo 1’de derlenen ampirik ¢alismalarin “Olgek Boyutlar1 (etki alan1)” siitunundaki
ifadeler analiz birimi olarak alinmistir. Amag, farkli calismalarda farkl adlarla arulan fakat ayni anlam
alanini karsilayan boyutlari ortak temalar altinda toplamak ve bu temalarin yazindaki goreli yerini
gostermektir. Bu dogrultuda metin birimleri satir satir incelenmis; dilsel ve kavramsal uyum gozetilerek
esanlamlilar tekillestirilmis, ifadeler standartlastirilmis ve birlestirilmigtir.

Dil ve bi¢im birligi i¢in tiim anahtarlar Tiirkce olarak tek bi¢cimde yazilmistir. Kavramsal esdegerlik
saglamak iizere esanlamli birlestirmeler uygulanmistir. Ornegin “viicut goriiniimii” ifadesi “beden-dis
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goriinim” baghig1 altinda, “bireysel” ifadesi “bireysellik” bashigi altinda toplanmigtir. Kuramsal
ayrimlar1 korumak amaciyla Oz Belirleme Kurami (SDT) kapsaminda diizenleme tiirleri (amotivasyon,
digsal diizenleme, ice atim, tanimlanmis diizenleme, i¢sel diizenleme) birbirinden ayrik kodlanmus;
kuramin temel psikolojik gereksinimleri (6zerklik, yeterlik, iliskilenme) tematik eslemelerde dikkate
alinmigtir. Maslow’un Thtiyaglar Hiyerarsisi klasik bes diizeyiyle ele alinmustir: fizyolojik, giivenlik, ait
olma ve sevgi, saygi, kendini gergeklestirme. Literatiirde “novelty” olarak gecen 6geler birlik saglamak
tizere “yenilik-yeni deneyimler kazanma” biciminde Tiirkgelestirilmis ve tek bir tema altinda
toplanmustir.

Okunabilirligi azaltan ve analitik anlami olmayan meta etiketler ile iist baghklar veri setinden
¢ikarilmigtir. Bu kapsama, motivasyon temasi olmayan, yalnizca belirli 6lgeklerin hedefi ya da baglami
olarak kullanilan ve calismalar arasi tematik karsiligi bulunmayan etiketler dahildir. Bu tiir kodlar
kelime bulutu hesaplamasina alinmamus, yalnizca metinsel tartismada baglamsal agiklayici olarak
kullanilmastar.

Esanlamli ifadeler tekillestirildikten ve temalar standart hale getirildikten sonra frekanslar hesaplanmus;
her tema igin tekrar sayilar1 (n) elde edilmistir. Yiizdeler toplam birim sayis1 tizerinden hesaplanmustir.
Sonuglar, her tema i¢in n ve yiizde degerleriyle Tablo 3’te sunulmustur; standart hale getirilen veri
setinin toplami n=109’dur.

Tablo 3: Rekreasyonel Motivasyon Temalar1 i¢in Kodlastirma

No | Kod (tema) Frekans (n=109)
n Yo
1 |sosyal-aidiyet 17 15,6
2 |bagari-meydan okuma 15 13,8
3 |saglik-iyi olug 9 8,3
4 | rahatlama-kagisg 6 5,5
5 |yeterlik-ustalik 6 5,5
6 | 6grenme-kesif 4 3,7
7 | bagimsizlik 2 18
8 | bireysellik 2 18
9 |deger 2 18
10 |kisilerarasi 2 1,8
11 | macera 2 1,8
12 | normatif-etik 2 1,8
13 | takdir edici deneyim 2 1,8
14 |uyarilma-kaginma 2 1,8
15 |yapisal engeller 2 1,8
16 | amotivasyon 1 0,9
17 |baglanim 1 0,9
18 |beden-dig goriiniim 1 09
19 |beklenti-deger 1 0,9
20 |doga takdiri 1 0,9
21 | dogayla biitiinlesme 1 0,9
22 | digsal 1 09
23 | fikir aligverisi 1 09
24 | giivenlik 1 0,9
25 |haz 1 0,9
26 |igce atim 1 0,9
27 |igsel 1 0,9
28 |igsel diizenleme 1 0,9
29 |kalite 1 0,9
30 |Kkisisel gelisim 1 0,9
31 | konfor 1 0,9
32 | kontrol yonelimi 1 0,9
33 | kullanict deneyimi 1 0,9
34 | maneviyat 1 0,9
35 | performans 1 0,9
36 | psikolojik dayaniklilik 1 0,9
37 |risk alma 1 0,9
38 |rol 1 0,9
39 |sosyo-psikolojik itmeler 1 0,9
40 |spor temelli jhtiyaglar 1 0,9
41 |takim destegi 1 0,9
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42 | tanimlanmis 1 09
43 | toplumsal normlar 1 0,9
44 | yenilik-yeni deneyimler kazanma 1 0,9
45 | ziyaret motivasyonu 1 0,9
46 | gevre duyarlilig: 1 0,9
47 | 6z-belirleme 1 0,9
48 | 6z-sefkat 1 09
49 | 6zerklik yonelimi 1 0,9

Kaynak: Yazar tarafindan olusturulmustur.

Ay veri seti gorsel olarak da sunulmustur. Sekil 1'de serbest yerlesimli kelime bulutu kullanilmis, yazi
biiyiikliikleri tema frekanslariyla orantili olarak dlgeklenmis ve yerlestirme ¢akisma olmayacak sekilde
diizenlenmistir. Gorsel okumasinda sosyal-aidiyet ile basari-meydan okuma temalarinin en baskin
kiimeler oldugu, bunlar1 saglik-iyi olus, rahatlama-kagis, yeterlik-ustalik ve 6grenme-kesif temalarinin
izledigi goriilmektedir. Diisiik frekansh ancak baglamsal agidan anlamli olan normatif-etik,
bagimsizlik, deger, kisilerarasi, macera, uyarilma-kaginma, yapisal engeller, beden-dis goriiniim ve
yenilik-yeni deneyimler kazanma gibi temalar da gorselde yer almaktadir. SDT diizenleme tiirleri
kuramsal ayrim1 vurgulamak iizere daha kiigiik puntolarla goriiniir durumdadr.

kisilik boyutlari ile iligkiler
dogayla butlnlesme
oyuncu/kog/takim bagllik noktalari
spor temelli intiyaglar icsel dizenleme
B yenilik-yeni deneyimler kazanma
doga takdiri uyarim kisilerarasi szerklik yénelimi

motivasyon temalan Yapisal engeller takdir edici deneyim
takim destegi destinasyon cekicilikleri

e YEterlik-ustalik ceger o
sosyal-aidiyet
basari-meydan okuma

Ims boyutlan macera cevre duyarlihgi

~ . . =
psikolojik dayanikhlik S a | I k— | I O | u r::( arl:‘:;
konfor

dissal

ice atim

toplumsal narmlar

wenimetect™ rghatlama-KagIg soems
iziksel psikolojik iy + £ normatif-etik
i = iat bag|m5|2“k Ogrenme-keslf bireysellik kullanici deneyimi
amotivasyon Deden-dis gorinim  ces boyutian

tanimianmis -y otivasyon alt boyutlari giveniik
ziyaret motivasyonu é&z-belirleme beklenti-deger
sosyo-psikolojik itmeler icsel kontrol yonelimi
baglanim kalite performans
is tatmini iligkileri
memnuniyet iliskisi

kisisel gelisim

Sekil 1: Rekreasyonel Motivasyon Temalar: Kelime Bulutu

Kaynak: Yazar tarafindan olusturulmustur.

Sonug olarak, izlenen sistematik kodlama ile tekillestirme/standartlastirma adimlari, temalar arasindaki
anlamsal Ortiismeleri gidererek yazindaki ¢ekirdek yapiy1 agik bigimde ortaya koymaktadir. Tablo 3
ana bulgularin metinle tutarli, tekrarlanabilir ve denetlenebilir bir 6zetini sunarken Sekil 1 ayn1 dagilimi
hizli ve sezgisel bicimde okunur hale getirmektedir.

Sonug ve tartisma

Tematik icerik analizi, rekreasyonel tiiketimdeki baslica motivasyon kiimelerini sistematik bicimde
gorliniir kilmis ve kuramsal cercevenin metinsel diizeyde degerlendirilmesini miimkiin kilmistir.
Bulgular, ¢alismanin basinda tanimlanan arastirma sorusunu (temalarin kuramsal beklentilerle hangi
Ol¢lide ve hangi baglamlarda ortiistiigii) dogrudan karsilar niteliktedir. Bu calisma, rekreasyonel
tiiketici motivasyonlarini kuramsal yaklasimlar ve ampirik kanitlar 1s1§inda biitiinciil bigcimde tartismais;
33 calismadan elde edilen bulgular: sistematik tarama ve icerik analiziyle sentezlemistir. Tablo 1’deki
literatiir Ozeti ile Tablo 3’te raporlanan kodlastirma sonuglar: birlikte okundugunda, motivasyonlarin
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baglama duyarli olmakla birlikte dort ¢ekirdek kiimede yogunlastig1 goriilmektedir: sosyal ve aidiyet,
basar1 ve meydan okuma, saglk ve iyi olus ile rahatlama ve kagis. Bu iskelet, LMS alanlar1 ve hedonik
ile yararci ayrim ile uyumludur (Beard ve Ragheb, 1983; Arnold ve Reynolds, 2003). Kelime bulutu
gorsellestirmesi (Sekil 1) dagilimi sezgisel olarak gii¢clendirir; sosyal ve aidiyet ile basar1 ve meydan
okuma temalarinin gorece baskinlig ozellikle dikkat ¢ekicidir. Baglam ve tema eslestirmesi (Tablo 2)
ise acik alan, fitness, nis etkinlikler ve ¢evrim ici titketim gibi alt alanlarda 6ne ¢ikan giidii bilesimlerini
karsilastirmali olarak gostermektedir.

Kuramsal cerceve ile ampirik kanitlar yiiksek uyum sergilemektedir. Oz Belirleme Kurami'ndaki
ozerklik, yeterlik ve iliskilenme gereksinimleri; Akis yaklasimindaki zorluk ve beceri dengesi, Kagis ve
Arama ile Itme ve Cekme yaklagimlarindaki ikili yapilar, calisma evrenindeki birgok bulguyla
ortiismektedir (Deci ve Ryan, 2000; Csikszentmihalyi, 1990; Iso-Ahola, 1982; Crompton, 1979). Kiiltiire
duyarh farklilasmalar da teyit edilmistir; ornegin agik alan orneklemlerinde etnisite ve kiiltiirlesme
diizeyine bagli motivasyon kaymalar: rapor edilmistir (Walker vd., 2001). Yerel baglamda, fitness ve
rekreatif egzersiz calismalarinda saghk, sosyal ve eglence, rekabet ve beden ile dis goriiniim
boyutlarmin demografik degiskenlere gore farklilastig; agik alan ve bisiklet 6rneklemlerinde basars,
meydan okuma, kagis ve Ogrenme ile kesif temalarinin birlikte seyrettigi gortilmiistiir (Aydin ve
Yasartiirk, 2017, Cuhadar vd., 2019; Giizel vd., 2020; Demir ve Cetin, 2021; Gaffar, Yuniawati ve
Ridwanudin, 2019). Arazi siirisii (off-road) baglaminda fiziksel saglik ve basar1 ile rekabet
yonelimlerinin yasam doyumunu anlamli bigimde yordadig1 saptanmistir (Acar vd., 2021). Nis
etkinliklerde kiiltiirel zenginlesme ve yeni deneyim arayisi belirginlesmekte; tema parki ve ¢evrim igi
spor tiiketiminde hedonik giidiiler ile topluluk baglilig1 6n plana ¢ikmaktadir (Emiroglu, 2022; Cini ve
Genger, 2024). Normatif ve etik yoOnelimler, ozellikle cevre duyarliligi ve sorumlu tiiketim
baglamlarinda Olgiilebilir bir boyut olarak goriiniir hale gelmistir (Erkekli vd. 2024). Gelecek
calismalarin boylamsal ve deneysel tasarimlarla bu degerlendirmeyi farkli baglamlarda derinlestirmesi
hem kuramsal ac¢iklig1 hem de uygulama tasarimlarinin etkililigini artiracaktir.

Bu calisma, rekreasyonel tiiketici motivasyonlarinin baglama duyarli olmakla birlikte dort gekirdek
kiimede toplandigini gostermektedir: (i) sosyal ve aidiyet, (ii) basar1 ve meydan okuma, (iii) saglk ve
iyi olus, (iv) rahatlama ve kagis. Bu oriintii, Oz Belirleme Kurami, Akis yaklasimi ve itme—gekme ile
kagis—arama gergevelerinin ongoriileriyle uyumlu goriinmektedir. Kiimelerin goreli agirliklar: baglama
ve kullanilan 6l¢tim araglarina bagl olarak degismektedir. Bu nedenle tek tip ve her duruma uyan
acgiklamalar yerine, genellemeler baglam ve 6lciim tasarimu belirtilerek yapilmalidir. Normatif ve etik
yonelimlerin 6lgiilebilir bir boyut olarak belirginlesmesi, uygulamada ¢evresel sorumluluk temalarimin
program ve iletisim igeriklerine yerlestirilmesini; arastirmada ise bu boyutun bagimsiz bir yapi olarak
giivenilir Olgeklerle Olgiilmesini ve baglama gore farkhilagip farklilasmadiginin smanmasimi
gerektirmektedir. Sonug olarak, bu sentez rekreasyonel tiiketimin yalnizca bireysel iyi olusla degil, ayni
zamanda hizmet tasarimi, marka degeri ve sorumlu tiiketimle kesisen ¢ok boyutlu bir alan oldugunu
ortaya koymaktadir; bundan sonraki ¢alismalarin baglam ve olglim cesitliligini agik¢a belirterek
ilerlemesi, kuramsal acikligin ve uygulama etkililiginin artmasina katki saglayacaktir. izleyen alt
basliklarda kuramsal katkilar ile uygulama onerileri ayrintilandirilmaktadir.

Kuramsal katkilar

Bu calisma, rekreasyonel tiiketici motivasyonlarimi terim birligi ve standartlastirilmis kodlama yoluyla
yeniden cergeveleyerek yazinda farkli adlarla raporlanan boyutlari karsilastirilabilir hale getirir.
Temalarin Oz Belirleme Kurami, Iitme-Cekme, Kagis—Arama, Bos Zaman Motivasyon Olgegi alanlar1 ve
hedonik—yararci ayrimiyla sistematik eslestirilmesi, baglama duyarl bir motivasyon mimarisi onerir.
Bu mimari, kisi-durum-igerik—deger eksenlerini eszamanli olarak kapsar. Kodlama karar kurallarinin
agikca belirtilmesi ve esanlamli ifadelerin tekillestirilmesi, gelecekteki sentez ve 6lgek uyarlamalarina
aktarilabilir bir yontem sunar. Bulgular, tek tip evrensel bir profil yerine baglama ve 6l¢iim aracina gore
vurgusu degisen cekirdek kiimelerin varligina isaret eder. Bu durum, rekreasyon alaninda kuramsal
aciklamalarin baglam ve olgiim tasarimi belirtilerek yapilmasimi gerektiren bir smur kosulu ortaya
koyar. Genellenebilir aciklamalar i¢in baglam ve 6lgiim tasarimi acikga belirtilmelidir. Ayrica gerceve,
birbirine yakin kavramlar arasindaki oOrtiismeleri (6r. yeterlik—ustalik—basary;, rahatlama-kacis—
yenilenme) ayirt ederek terminolojik parcalanmayi azaltir.
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Uygulamaya doniik oneriler

Rekreasyon program ve iiriin tasarimlarinda katilimei 6zerkligini artiran segenek kiimeleri, zorluk ile
beceri dengesini gozeten kademeli igerikler ve akis deneyimini miimkiin kilan gorev kurgularn tercih
edilmelidir. Agik alan Orneklemlerinde basari ve meydan okuma beklentileri genellikle kagis ve
dinlenme gereksinimi ile birlikte goriilmektedir. Bu nedenle ayni iiriin i¢inde performans ve kesif
arayanlara yonelik modiiller ile sakinlik ve yenilenme arayanlara uygun modiillerin eszamanh
sunulmasi tekrar katilimi giiglendirecektir.

Sosyal ve aidiyet temalarinin baskinligi, topluluk tasariminin stratejik onemini gostermektedir. Kuliip
ve dernek yapilanmalari, diizenli bulugmalar ve akran destek mekanizmalari, baglilig1 ve agizdan agiza
iletisimi besler. Cevrim ici spor tiiketiminde takim destegi ve baglanma noktalar1 belirleyici
oldugundan, dijital topluluk yo6netimi, igerik takvimi ve etkilesim mimarisi profesyonelce
kurgulanmalidar.

Segmentasyon ve kisisellestirme, memnuniyeti artirmanin temel araglaridir. Baslangi¢ diizeyindeki
katilimailar igin saglik ve sosyal etkilesim vurgusu 6ne ¢ikarilmaly, ileri diizey kullanicilar i¢in yeterlik,
ustalik ve hedefe yonelik meydan okuma bilesimleri sunulmalidir. Yas ve cinsiyete gore farklilasan
beklentiler dikkate alinarak mesajlar, egitim igerikleri ve zamanlama planlar1 uyarlanmalidir.

Etik ve siirdiiriilebilirlik boyutu ozellikle doga temelli ve kirsal baglamlarda goriiniirdiir. Cevre
duyarliligi, yerel topluluklarla is birligi, atik yonetimi ve sorumlu tiiketim davranislarini destekleyen
tesvikler program iletisiminin parcas: yapilmalidir. Deneyim tasariminda hedonik ogeler ile yararci
beklentiler birlikte ele alinmali, yeni deneyimler kazanma vurgusu aile odakli ve tema park: benzeri
trtinlerde one ¢ikarilmalidir.

Arastirmacilara yonelik 6neriler ve gelecekteki calismalar

Mevcut sentez biiyiik Olgiide kesitsel bulgulara dayanmaktadir. Motivasyon, memnuniyet ve tekrar
katilim iligkilerindeki nedenselligi smmamak i¢in boylamsal desenler ve deneysel miidahalelerle
ylriitiilecek calismalar o6nceliklendirilmelidir. Miidahale 6ncesi ve sonrast Ol¢iimler, motivasyon
yapisindaki degisimi ve kalicilig1 ortaya koyacaktir.

Kiiltiire duyarh kargilagtirmalar, ozellikle benlik kurgusu ve kiiltiirlesme degiskenlerinin etkisini
goriiniir kilmaktadir. Cok diizeyli modellemelerle farkl {ilkeler ve yerel alt gruplar karsilastirilmals,
baglamsal etkenlerin motivasyon tizerindeki dolayli ve dogrudan etkileri test edilmelidir. Bu yaklasim,
yerellestirilmis program tasarimlarin besleyecek saglam karutlar tiretecektir.

Kisilik ozellikleri ve 6z diizenleme tiirleri, motivasyonun 6nemli es degiskenleridir. Disa doniikliik, 6z
denetim ve nevrotiklik gibi boyutlar ile 6z belirleme kuramindaki diizenleme tiirlerinin ayristirilarak
incelenmesi, farkli 6rneklemlerde Sl¢iim esdegerliginin sinanmasi ve kisa formlarin dogrulanmasi
Onerilir. Bu sayede uygulamada kullamilabilir, giivenilir ve karsilagtirilabilir 6l¢im araglar:
gelistirilecektir.

Dijitallesme ile yayginlasan hibrit rekreasyon iiriinlerinde giidii yapilar1 degismektedir. Cevrim igi
topluluklar, sanal simiilasyonlar, oyunlastirma ve izleme teknolojilerinin katilim ve baglilik {izerindeki
etkileri deneysel olarak sinanmalidir. Ayrica normatif ve etik yonelimleri yakalayan olgeklerin farkl
baglamlarda gegerlik ¢alismalar1 genisletilmeli, ¢evresel sorumluluk ve sosyal etki gostergeleri ile
iligkilendirilmelidir.

Sinirliliklar

Bu ¢alisma, yayimlanmis ve hakem degerlendirmesinden ge¢mis makaleler tizerinden yiiriitiilmiistiir.
Hakemli olmayan raporlar, tezler ve kurum yayinlari kapsama alinmamustir. Ayrica arama dizinlerinin
kapsami ve segilen anahtar sozciikler nedeniyle bazi ¢alismalarin gézden kagmis olmas1 miimkiindiir.
Kodlama asamasinda benzer kavramlarin birlestirilmesi belirli 6l¢iide arastirmaci yorumuna dayarur.
Bu nedenlerle bulgular, kapsanan zaman dilimi ve baglamla smirh olarak okunmalidir. Ileride
yapilacak calismalarin kapsami genisletilerek (6rnegin rapor ve tezlerin de eklenmesi, farkli veri
tabanlarinin taranmasi) ve alternatif yontemlerle sinanarak sonuglarin saglamlig: giiglendirilebilir.

Genel olarak bulgular, rekreasyonel tiiketimin tek bir diirtii ile agiklanamayacagini; sosyal-aidiyet,
basari-meydan okuma, saglik-iyi olus ve rahatlama-kagis kiimelerinin iskelet olusturdugunu;
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ogrenme-kesif, yeterlik—ustalik, yeni deneyimler kazanma, doga takdiri ve normatif-etik gibi
boyutlarin baglama gore bu iskelete eklemlendigini gostermektedir. Bu sonuglar, arastirma sorusu
baglaminda temalarin kuramlarla tutarli oldugunu ve baglama gore goreli agirliklarinin degistigini
ortaya koymaktadir. Bu gerceve, politika yapicilar ve uygulayicilar igin hedefli program tasarimi,
surdiiriilebilirlik ve yerellestirilmis iletisim stratejileri gelistirmede kullanilabilir; aragtirmacilar igin ise
kuram-6lgme-baglam ii¢geninde yeni ve karsilastirmali ¢alismalar igin saglam bir baslangi¢ noktasi
sunar.
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Dijital doniisiim yoluyla kalite yonetimi ve satis giicii etkinliginin
gelistirilmesi: Siemens AG 6rnegi

Biinyamin Daldiran!
Kiibra Daldiran?

Kenan Gullii3

Abstract

This study examines Siemens AG'’s digital transformation strategies within the Industry 4.0
framework and their effects on quality management and sales force efficiency. By integrating
advanced technologies such as Al, machine learning, and real-time data analytics, Siemens enhances
both production processes and sales operations to ensure market adaptability and operational
excellence. A mixed-methods approach was adopted, combining quantitative analysis with corporate
documentation. Time-series, correlation, and regression analyses were applied to Siemens’ audited
performance data (2021-2023), focusing on defect rates, Net Promoter Score (NPS), and sales
performance metrics. Digital investments contributed to a reduction in defect rates (from 15% to 10%),
while NPS increased from 70 to 80. Simultaneously, Siemens reported improved sales force
effectiveness through the use of predictive analytics, automation tools, and CRM integration.
Regression results indicate that a 1% increase in digital investment resulted in a 0.5% improvement in
quality performance, as well as significant gains in customer responsiveness and sales efficiency.
Unlike previous studies that treat digital transformation and sales strategy separately, this study links
digitalisation to both quality control and sales force performance. Siemens AG’s transformation
demonstrates how unified digital strategies enhance production, marketing responsiveness, and field
sales capabilities, offering a replicable model for industrial competitiveness.

Keywords: Digital Transformation, Quality Management, Sales Force Effectiveness, Artificial
Intelligence, Production Management, Customer Satisfaction

Jel Codes: M11, M31, M15

Oz

Bu calisma, Siemens AG'nin Endiistri 4.0 cercevesindeki dijital doniisiim stratejilerini ve bu
stratejilerin kalite yonetimi ile satis giicii verimliligi izerindeki etkilerini incelemektedir. Yapay zeka,
makine 6grenimi ve gercek zamanl veri analitigi gibi ileri teknolojilerin entegrasyonu sayesinde
Siemens, hem {iretim siireglerinde hem de satis operasyonlarinda esneklik ve yiiksek performans
saglamaktadir. Calismada karma yodntem yaklasimi benimsenmistir. 2021-2023 dénemine ait
Siemens’in denetimden ge¢mis kurumsal verileri {izerinde zaman serisi, korelasyon ve regresyon
analizleri yapilmis; hata oranlari, Net Tavsiye Skoru (NPS) ve satis performansi gostergeleri
degerlendirilmistir. Dijital yatirimlar, hata oranlarinda %15ten %10’a diisiis saglarken NPS skoru
70'ten 80’e yiikselmistir. Ayni zamanda Siemens, ileri diizey veri analitigi, otomasyon ve CRM
entegrasyonu sayesinde satis giicii etkinligini artirmistir. Regresyon analizine gore dijital
yatirimlardaki %1’lik artis, kalite performansinda %0.5'lik iyilesme ve satis siirelerinde yiiksek
miisteri yamt oranlari ile sonuglanmustir. Dijital doniisiim ve satis yonetimi genellikle ayr
incelenirken, bu c¢alisma her iki alan1 entegre bicimde ele almaktadir. Siemens AG 6rnegi, dijital
teknolojilerin sadece kaliteyi degil ayn1 zamanda satis giiciinii de etkin sekilde dontistiirerek rekabet
avantaji sagladigini gostermektedir. Bu yoniiyle calisma, sektore 6rnek tegkil eden biitiinciil bir model
ortaya koymaktadir.

Anahtar Kelimeler: Dijital Doniisiim, Kalite Yonetimi, Satis Giicli Etkinligi, Yapay Zeka, Uretim
Yonetimi, Miisteri Memnuniyeti

JEL Kodlari: M11, M31, M15
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Introduction

Through digital transformation, modern businesses are increasingly driven to achieve operational
efficiency and competitive advantage. Traditional production processes have been transformed by the
convergence of digital technologies and industrial systems, resulting in improvements in operational
effectiveness and quality management (Shehadeh, Almohtaseb, Aldehayyat, & Abu-AlSondos, 2023).
Siemens AG, one of the leaders in this revolutionary environment, has reinterpreted traditional methods
by incorporating digitalisation into its business plans. One prominent example is the MindSphere
platform. It utilises machine learning algorithms and sophisticated data analytics to maximise
production quality and operational performance (Annanth, Kishorre, & Rao, 2021). However, the
advantages of digital transformation go beyond financial savings and increased productivity.
Enhancing the calibre of goods and services is necessary to sustain high levels of client satisfaction
(Albino, 2021). Siemens' empirical data demonstrates that the MindSphere platform has improved
product traceability by 30% and decreased production errors by 20%, supporting this dynamic. These
results, which demonstrate how digital tools enhance accuracy and operational excellence, are outlined
in Siemens' 2023 annual report. Moreover, incorporating digital twin technology enables real-time
monitoring and predictive maintenance, thereby optimising quality outcomes and reducing operational
risks in industrial processes (Schiliro, 2024).

Digital transformation directly impacts customer-facing activities and enhances internal performance.
Improved product quality and traceability provide salespeople with a more compelling and credible
value proposition when interacting with customers. Through platforms like MindSphere, sales teams
can access real-time, high-quality data to conduct knowledgeable, solution-focused consultations,
increasing customer confidence and conversion rates (Zhou, Lu, & Mangla, 2024). This synergistic effect
between operational excellence and frontline functions reinforces sales force effectiveness through
superior back-end performance in digitally mature organisations such as Siemens (Haleem, Javaid, &
Singh, 2025).

Despite earlier research acknowledging these advantages, the literature remains divided. First, a
significant portion of current research separates the effects of digital transformation on external sales
and marketing from those on internal quality management, without thoroughly examining their
interdependence. Second, although Siemens is widely acknowledged as a leader in Industry 4.0, there
is a lack of empirical research systematically connecting its digital initiatives to the effectiveness of its
sales force and quality management outcomes. Scholarly knowledge of how digital production systems
influence both operational performance and market responsiveness is limited by these gaps.

By analysing Siemens AG's digital transformation strategies within the context of Industry 4.0, this
study aims to close these gaps. It specifically examines how the company's digital initiatives, such as
MindSphere and digital twins, enhance sales force performance and affect quality management
outcomes. Thus, the following is the guiding research question:

RQ: How do Siemens AG's digital transformation strategies improve quality management procedures,
which in turn boost the efficiency of their sales force?

The study employs a mixed-methods research design, combining qualitative insights from corporate
reports and case evidence with quantitative analysis of Siemens' audited performance data (2021-2023)
to answer this question. This dual strategy provides a thorough understanding of the organisational
impact of digital transformation by allowing triangulation across defect rates, Net Promoter Score
(NPS), and sales performance indicators.

This study makes two significant contributions to the literature by directly tying digital transformation
to sales performance and quality outcomes. It first illustrates how digitalisation at the production level
can foster synergies between frontline sales effectiveness and back-end efficiency. Second, it provides
Siemens AG with empirical data that demonstrates how integrated digital strategies can serve as a
replicable model for strategic alignment and industrial competitiveness in Industry 4.0 settings.

Literature review

Since the inception of Industry 4.0, digital transformation has become an essential component of
strategic thinking in today's business environment. It is now recognised that digitalisation —the
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incorporation of digital technologies into all aspects of business to increase competitiveness and
productivity —is a key component of organisational strategy (Vial, 2019). Substantial productivity,
efficiency, and quality control improvements have been achieved through its integration into
production processes (Huber, Oberldnder, Faisst, & Roeglinger, 2022). By enabling continuous product
and service upgrades, technologies such as big data analytics, machine learning, and the Internet of
Things have radically changed quality management. Notably, it has been demonstrated that automating
quality control processes enhances precision and efficiency (Javaid, Haleem, Singh, & Suman, 2021).
Considered together, such developments reflect how digitalisation has transformed customer
satisfaction and operational reliability.

Empirical research indicates that digital transformation increases customer satisfaction, reduces error
rates, and enhances the effectiveness of quality management. For example, Fantozzi et al. (2025)
attribute improvements to the use of digital twin technologies, real-time analytics, and proactive
maintenance, while Kraus et al. (2021) highlight how digitisation increases process efficiency. By
utilising these technologies to identify potential issues before they escalate, businesses can minimise
downtime and improve product quality. Similarly, by enabling enterprises to better meet customer
expectations, digital strategies have altered the fundamentals of quality management (Mihu, Pitic, &
Bayraktar, 2023). IoT solutions improve supply chain traceability and offer real-time monitoring to
identify and resolve quality issues (Boehmer, Shukla, Kapletia, & Tiwari, 2019). When considered as a
whole, these examples demonstrate how digital transformation enhances operational efficiency while
promoting a new paradigm of quality-focused corporate strategies.

Comparative industry data further demonstrates these advantages. Siemens AG has led the way with
its MindSphere platform, which optimises quality management through digital twins, analytics, and
the Internet of Things (Lysenko, Buriak, & Shevchenko, 2024). Applications from MindSphere have
improved data accuracy, raised product test ratings by 30%, and decreased production errors by 20%
(Methuselah, 2024). According to Xing et al. (2024), General Electric's Predix platform has demonstrated
how industrial IoT systems can enhance operations and product quality. Crucially, these enhancements
impact both customer-facing tasks and production. Improved traceability and dependable quality
control boost consumer confidence and produce more attractive sales pitches. Sales teams receive
precise, customised information when production feedback is integrated into CRM systems (Wang,
Kumar, Kumari, & Kuzmin, 2022). Additionally, consultative marketing is supported by digital twins'
predictive insights, which ultimately increase conversion rates and retention (Zhong, Xia, Zhu, & Duan,
2023). These findings suggest that future studies should focus on the effects of digital transformation on
operations, including its potential impact on the efficacy and market performance of sales teams.

Key studies in the literature

A critical review of previous research reveals that digitalisation has a significant impact on quality
control. As Arunachalam, Kumar, and Kawalek (2017) report, integrating digital technologies into
business processes enhances the quality and efficiency of business operations. Additionally, because
widespread engagement enhances managerial success, their research implies that organisations should
encourage diverse stakeholders to participate directly in decisions related to adopting digital
technologies. Ghobakhloo and Iranmanesh (2021) suggest that digitisation enhances several
manufacturing processes, enabling managers to exert greater control over quality outcomes.
Organisations can improve the consistency of their output and ensure higher levels of customer
satisfaction by implementing digital technologies into their production processes, such as automated
flaw identification. Quality control has implications closely related to digital transformation, suggests
Martincevi¢ (2022), who argues that the application of electronic technologies enhances, first,
businesses' competitiveness and, second, their capacity to adapt to changing customer demands. As
individual pieces of research, they reflect the significance of digital transformation for organisational
improvement and quality management. Scholars have reported strategic spillover effects stemming
from market-facing functions and managerial control over internal operations. Wang et al. (2020)
illustrate, for example, how digital technologies can accelerate production processes by providing sales
representatives with detailed product capabilities, stock traces, and improved delivery estimates. These
tools improve customer communication and responsiveness. Furthermore, Worm, Bharadwaj, Ulaga,
and Reinartz (2017) argue that salespeople's use of real-time production data during negotiations
increases their credibility by fostering trust and reducing information asymmetry. Collectively, these
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studies demonstrate the importance of integrating digitalised production systems with frontline sales
tactics, a subject that is increasingly recognised as vital to marketing research and operations
management.

Table 1: The CDBP Test Results

Authors (Year) Study Focus Key Technologies

Vial (2019) Definition and strategic relevance of digital transformation Digital strategy

Huber, Oberlander,
Faisst, & Roeglinger
(2022) Impact of digital tech on manufacturing quality and efficiency | IoT, Automation

Javaid, Haleem,
Singh, & Suman
(2021) Automation of quality control through digital tools Al, Big Data

Kraus, Jones, Kailer,
Weinmann,

Chaparro-Banegas, &
Roig-Tierno (2021) Efficiency and customer satisfaction via digitalisation Digitalisation, Analytics

Fantozzi,
Santolamazza, Loy,
& Schiraldi (2025) Real-time analytics and digital twin applications Digital Twin, Analytics

Source: Designed by Authors
Implications for future research

Building on this literature, several researchers have verified the close connection between quality
management and digital transformation. Siemens AG's MindSphere platform and other digital projects
serve as excellent examples of this relationship, demonstrating how cutting-edge technologies can be
integrated into organisational quality systems. Similar lessons can also be learned from General Electric
(GE), whose early adoption of digital platforms to enhance quality control systems has been primarily
responsible for its success. These examples demonstrate how businesses across various sectors can
leverage digital innovations to improve their quality control procedures and remain competitive. In the
future, further academic research will be necessary to explore the revolutionary possibilities of cutting-
edge technologies, such as blockchain, artificial intelligence, and sophisticated data analytics. It is
anticipated that these technologies will play a larger role in transforming quality management
procedures as they evolve. A more comprehensive understanding of the global impact of digital
transformation on quality management can be gained through comparative studies across various
industries and geographical regions.

To further clarify how improvements in production-side digitalisation lead to measurable sales force
outcomes, more empirical research is required. Possible performance indicators include reduced sales
cycles, improved lead qualification, and higher customer retention rates. Given that they provide a more
comprehensive understanding of the firm-level effects of digital transformation, integrative analytical
models that incorporate both marketing key performance indicators (KPIs) and operational quality
metrics are necessary for this line of research (Pookandy, 2023). These disclosures point to significant
real-world implications for managers. To support data-driven selling strategies and improve alignment
between operational and commercial activities, companies may find it advantageous to introduce
training programs that expose sales staff to real-time production dashboards. Ultimately, this
integrative perspective underscores that the benefits of digital transformation extend beyond increased
productivity and quality; instead, they influence strategic outcomes throughout the entire value chain.

Methodology

This study employs a mixed-methods framework to analyse Siemens AG's digital transformation
initiatives and their impact on quality management. It is easier to triangulate operational KPIs with
Salesforce outcomes when both quantitative and qualitative methods are used. This also enables a
comprehensive examination of the complex nature of digital transformation. Such integrative
approaches have been successfully applied in recent studies of the effects of digital transformation on
the supply chain and at the firm level (Orero-Blat et al., 2025; Tortorella et al., 2025). The quantitative
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strand uses secondary data sources, including Siemens' audited annual reports and relevant industry
benchmarks, to assess variations in production efficiency, defect rates, and customer satisfaction.
Analytical methods, such as regression and correlation analysis, will be used to estimate the relationship
between internal quality management metrics and digitalisation initiatives (such as MindSphere). This
approach is consistent with industry best practices for evaluating industrial performance (Wang, 2024).

In parallel, the qualitative component entails thematic content analysis of case narratives, corporate
documentation, and managerial interviews to reveal how digital tools promote data-driven customer
engagement, streamline sales processes, and facilitate CRM integration. Similar approaches have
assessed the use of digital twins through various evaluation paradigms, clarifying the socio-technical
dynamics of Industry 4.0 adoption (Margherita & Braccini, 2021). This mixed-methods design ensures
a comprehensive and rigorous understanding of Siemens' digital transformation by combining
quantitative indicators with rich qualitative insights to capture both operational and market-facing
dimensions. Moreover, the study is based solely on publicly available corporate and financial reports.
No human participants were involved; therefore, no ethical approval was required.

Qualitative analysis

To identify recurrent themes and insights in Siemens AG's managerial reports and digital
transformation documents, the qualitative data were subjected to a thematic content analysis approach.
The analysis followed the framework developed by Braun and Clarke (2006). It went through several
methodical steps: The first step involves familiarising oneself with the data by reading company reports
and public disclosures multiple times. The second step is to code the data to identify recurring concepts
related to customer engagement, operational improvement, and digitisation. The third step involves
grouping similar codes into overarching themes. Finally, themes are reviewed and refined to ensure
conceptual distinctiveness and internal coherence.

Table 2: Thematic Coding Framework Table

Theme

Subthemes

Example Evidence

Interpretation

Operational Excellence

Process automation,
Predictive maintenance,
Data-driven decision-

making

“Implementation of
MindSphere analytics
reduced downtime by
15%" (Siemens Annual
Report, 2023)

Digital tools streamline
operations and reduce

error frequency.

Quality Management
Innovation

Product traceability, Real-
time defect detection, and
Al-based quality control

“Machine learning models
improved detection
accuracy in quality
inspections.”

Enhanced monitoring leads
to measurable
improvements in quality.

Sales Force Effectiveness

CRM integration, Mobile
analytics, Data-driven
customer insights

“Field agents use mobile
dashboards for real-time
sales forecasting.”

Digital systems increase
responsiveness and sales
effectiveness.

Source: Designed by Authors

To enhance validity, a reliability check was conducted between two independent coders alongside the
manual coding process. The analysis revealed three main themes, each with several subthemes: sales
force effectiveness, quality management innovation, and operational excellence (Table 2). A thorough
grasp of Siemens' digital transformation results was enabled by triangulating these qualitative insights
with the company's quantitative performance metrics (defect rates, NPS, and sales productivity).

Variable specification

Let: DT, : Digital Transformation Investment at time t
QMP; : Quality Management Performance at time t
DR, : Defect Rate at time t

NPS, : Net Promoter Score (Customer Satisfaction Index) at time t
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To assess the linear relationship between digital transformation and defect rate:

N1 (DT¢—D~T)(DR¢—D™R)

\/ %t=1(DTt=D7T)? Li_1 (DRc—D~R)?

RDT,DR =

Where:
Tpr pr : Pearson correlation coefficient
D~T, D™R : Means of digital transformation investment and defect rate, respectively

To quantify the impact of digital transformation on quality performance, the following linear regression
model is estimated:

QMP;, = By + p1DT; + &

Where:

Bo : Intercept

p1 : Coefficient representing the effect of digital transformation on quality management
& : Error term assumed to be normally distributed

The regression coefficient p; indicates the marginal improvement in quality performance associated
with a unit increase in digital investment. Statistical significance is tested at a 95% confidence level
(p<0.05).

Benchmarking analysis was conducted by comparing Siemens’ defect rate with industry averages using
the following ratio:

Industry Avg Defect Rate—Simens Defect Rate

Improvement Ratio= * 100

Industry Avg Defect Rate

This ratio indicates the percentage by which Siemens outperforms the industry standard.

To ensure internal validity, data were cross-validated across different Siemens reports and triangulated
with industry literature. External validity is supported by Siemens AG's status as a global industrial
leader, making the findings applicable to other firms undergoing digital transformation.

Trend analysis

This analysis aims to identify the longitudinal improvements in quality performance indicators, such as
defect rates and Net Promoter Score (NPS), over three years (2021-2023).

Methodological rationale

Trend analysis was conducted to observe directional change over time in quality-related metrics and to
assess the sustainability of improvements following digital transformation implementations.

Calculation formula

Let T; represent the value of the metric (e.g., defect rate) in year i, then:

Trend%Change;, = LiTTiz1 4 10
-1

T

A negative percentage in defect rate trend implies operational improvements; a positive trend in NPS
reflects enhanced customer satisfaction. Implementation Steps are as follows:

1. Year-wise data was collected from Siemens AG quality reports (2021-2023).

2. Calculations were performed using Microsoft Excel trend functions.
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3. Graphs were plotted to visualise trend direction and consistency.

To analyse changes in defect rates and customer satisfaction indicators (such as NPS), a linear regression
model was applied to examine the direction and strength of the trends over 2021-2023.

The linear trend line is expressed as:

Vi=a+pt+e;

Where:

Y; : Observed value at year ttt (e.g., defect rate or NPS score)
a: Intercept (value at the initial year)

[3: Slope coefficient indicating the average annual change

e,: Error term capturing unexplained variance

This formulation was utilised in Microsoft Excel using the LINEST() function and trendline plotting,
which provided estimates of a and {3, along with their statistical significance (p-values).

Percentage change and defect reduction rate

To express operational improvement, the percentage reduction in defect rates was calculated as:

Defect Reduction (%)= (M) %100
2021

Where:
D551 : Defect rate in the initial year
D523 : Defect rate in the final year

This allows direct comparison across time periods and helps benchmark Siemens’ performance against
industry norms.
Net promoter score (NPS) analysis

NPS was tracked over the years to assess the progression of customer satisfaction. A time-series trend
model was employed to fit the NPS scores:

NPS, = y+ 6t + n,
y : Base satisfaction level

&t Year-over-year satisfaction improvement
7, : Residual error

Visualisation and validation

All statistical computations were accompanied by visual inspections through Excel-generated charts,
including:

e Line plots with linear trendlines and R? values
e Column charts for year-to-year comparison
e  Scatter plots are appropriate

This multi-step approach ensured both quantitative rigour and visual clarity, aligning with best
practices recommended in empirical quality management studies (Ahmed, Pereira, & Jane, 2024).

Data collection

Siemens AG's annual and sustainability reports, which provide detailed information on strategic
priorities, financial results, operational performance, and ESG indicators, serve as the primary data
source for this study. The DEGREE framework, which reflects Siemens' sustainability commitment
across decarbonisation, ethics, governance, resource efficiency, and equity, and MindSphere, a next-
generation cloud-based IoT operating system that enables real-time data analysis, are two initiatives
that make these reports especially useful for analysing Siemens' digital transformation. This study
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assesses the extent to which Siemens' digital initiatives are integrated into its quality management
procedures by analysing these reports.

A structured document analysis was conducted to systematically examine Siemens' digital strategies.
Examining corporate disclosures and determining MindSphere and DEGREE framework activities that
either directly or indirectly affect quality management results were part of this (Madanaguli, Parida,
Sjodin, & Oghazi, 2023). Initiatives for process optimisation and predictive maintenance, for instance,
have been linked to decreased downtime and increased production reliability. In contrast, sustainability
governance pledges have been associated with upholding high-quality standards. These sources
provide evidence that MindSphere applications improved system reliability and reduced production
errors by 20% (Ren, Jing, & Zhang, 2023).

To assess the effect of digital transformation on quality performance, quantitative metrics were gathered
from Siemens' reports, along with qualitative insights. Digital technology investments, defect rates,
customer satisfaction ratings, and operational efficiency metrics were among the critical indicators.
Spending on digital transformation (an independent variable) and performance outcomes (dependent
variables, such as efficiency and defect rates) were compared using regression analysis. In line with
earlier empirical research, the results showed a statistically significant positive correlation between
digital investments and improvements in quality management (p = 0.34, p < 0.05) (Hochstein,
Harmeling, & Perko, 2023).

To gain further insight into the impact of production-side improvements on Siemens' sales force
performance, the dataset was extended to include customer experience reports and dashboards with
CRM integration. The metrics, such as sales cycle duration, lead-to-conversion rates, and post-purchase
service satisfaction, were examined. It has been discovered that technological quality improvements,
such as traceability, predictive maintenance, and real-time analytics, provide salespeople with more
precise information. This has reduced customer response times and created more opportunities for
upselling (Dogu & Firuzan, 2008; Wilson, Johnson, & Brown, 2024). This suggests that Siemens' digital
initiatives foster operational excellence and efficiency in customer interactions.

Finally, Siemens' performance was compared with that of its competitors and industry averages
through a benchmarking analysis. For instance, Siemens' customer satisfaction level reached 80%,
placing the company above industry standards, while its error rate decreased to 10%, an improvement
over the industry norm of 12%. Following the literature on benchmarking as a tool for measuring
performance and strategic positioning, such comparisons verify that the competitive advantage
Siemens acquired through digital transformation (Grant, Mergen, & Widrick, 2004; Marcucdi,
Antomarioni, Ciarapica, & Bevilacqua, 2021). All things considered, quantitative modelling,
benchmarking, and systematic document analysis provided a comprehensive, multidimensional view
of Siemens' digital strategies and their impact on quality control.
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Findings

This section presents research based on a thorough investigation of Siemens AG's digital transformation
activities and their associated metrics, particularly those related to quality management. Statistical,
regression, comparative, and correlation methods were performed, and the variables used were derived
from several models. Such multilevel analysis allows us to reveal and support all claims regarding the
impact of Siemens’ strategic investments in digital technologies on production, customers, and the
quality of the final product. Through these analyses, the study also seeks to demonstrate the role of
digital transformation efforts within Siemens in improving operational effectiveness and quality
management.

Moreover, this analysis extends beyond internal operations to highlight the positive implications for
sales force effectiveness and marketing performance. Digital transformation enables real-time
monitoring of product quality, thereby reducing the rate of post-sale service interventions and
increasing customer satisfaction, which, in turn, strengthens brand equity and customer loyalty
(Kothapalli, 2022). As sales teams rely on accurate, up-to-date data on product performance and quality,
enhanced quality management through digital tools also results in more persuasive sales narratives and
better alignment between production capabilities and customer expectations (Paul et al., 2024).

The impact of Siemens AG's digital transformation efforts on critical performance indicators provides
ample justification for the claim that these strategies enhance operational excellence. The trend analysis
for three consecutive years reveals a gradual decline in the average defect rate from 15% in 2021 to 12%
in 2022 and 10% in 2023. Such a sustained reduction testifies to the fact that investment in digital
transformation significantly improves production processes, a point also underlined by the broader
scientific literature on the subject. Javaid, Haleem, Singh, and Suman (2021) argue that integrating
digital technologies into manufacturing processes can heighten the accuracy of quality control measures
and reduce production variability, thereby reducing defect rates. Statistical data from Siemens'
manufacturing operations provides factual confirmation of this assertion, showing that sustained
investment in digital tools can yield quantifiable improvements in product quality.

In parallel, sales performance indicators reflect this trend: a decrease in product defect rates directly
correlates with a reduction in product returns and warranty claims, which are key metrics of sales
performance (Aldoseri, Al-Khalifa, & Hamouda, 2024). This demonstrates the synergy between digital
transformation, operational excellence, and frontline salesforce productivity, enhancing the firm’s
overall market responsiveness.

Defect Rate Reduction in Siemens AG (2021-2023)
14
12+

10}

Defect Rate (%)
(]

2021 2022 2023
Year

Meanwhile, Siemens' NPS, a measure of customer satisfaction, demonstrated substantial growth over
the same period: -70 in 2021, 75 in 2022, and 80 in 2023, as shown in Figure 3. An upward trend suggests
that customers are responding well to the changes brought about by digital transformation, which may
include quicker response times, higher product quality, and greater personalisation in the customer
experience. The interconnection between customer satisfaction and digital transformation has been a
recurring theme in several academic writings. Baquero (2022) notes that digital tools allow customers
to enhance their experience; in any case, every interaction is considered precisely what consumers
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expect from the products or services. Consequently, Siemens' NPS data indicate increased activity and
a common trend: digitalisation enhances customer loyalty and satisfaction.

These improvements in customer satisfaction also carry marketing implications. A high NPS reflects
not only customer loyalty but also the likelihood of positive word of mouth, a vital element of
contemporary marketing performance (Baquero, 2022). For Siemens, this implies that digitalisation not
only elevates the technical quality of its offerings but also strengthens its brand perception and market
positioning. Furthermore, sales force teams benefit from improved NPS scores, as they are more
empowered to present validated quality improvements during client negotiations, resulting in
increased closing rates and shorter sales cycles (Baquero, 2022). In essence, digital transformation affects
both the back-end quality infrastructure and the front-end commercial impact.
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Figure 3: Impact of Siemens AG Digital Transformation on Defect Rate and NPS (2021-2023)

A critical benchmarking analysis would reveal that Siemens AG's digital transformation strategies have
positioned the entity at the forefront of quality management in its industry. Compared with other
leading companies, Siemens's 10% defect rate in 2023 outperforms the industry average of 12% recorded
in 2022. This means that Siemens' digital transformation strategy is more effective at reducing defects
than its competitors. Comparative analysis is considered a significant tool in testing the relative
efficiency of various digital strategies organisations adopt. Siemens' ability to outperform its industry
peers testifies not only to the strength of its digital programs but also to the effectiveness of its overall
strategy. However, it has also set a benchmark for the best practices in the industry.

Moreover, benchmarking practices do not solely benefit internal quality improvements but also serve
as strategic marketing signals to stakeholders and customers. Firms that showcase industry-leading
performance metrics tend to achieve a stronger brand reputation and superior customer-based brand
equity (Alosani, Al-Dhaafri, & Yusoff, 2016). In the case of Siemens, these competitive advantages
translate into increased sales conversion rates and greater trust toward the company’s sales force.

This comparative analysis can be further developed by discussing specific aspects of Siemens' approach
to digital transformation, such as the utilisation of tools for predictive maintenance and Al in quality
control. According to Strate and Laplante (2013), these technologies are essential because they help
identify issues early, before they become actual defects; therefore, they are relevant to Siemens's low
defect rate. Furthermore, Siemens focuses on continuous improvement and iterative refinement in its
digital processes, which could make it considerably different from competitors who have not yet
embarked on their journeys as deeply. This comparative perspective will provide a broader basis for
interpreting Siemens' results and serve as essential input for other companies aiming to improve quality
management through digital transformation.

Sales performance is also affected by these improvements. Predictive technologies reduce uncertainty
and delivery delays, enhancing buyer confidence and increasing the likelihood of repeat sales. This
aligns with Kuscu's (2019) findings, which emphasise that technology-driven improvements in
operational reliability directly influence the success rate of B2B sales negotiations.

The correlation analysis examining the relationship between Siemens' digital transformation
investments and the reduction in production defects provides critical insights into the efficacy of these
investments. The study revealed a strong negative correlation (r = -0.85, p < 0.05), indicating that the
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rate of production defects significantly decreased as Siemens increased its investments in digital
technologies. This observation aligns with research that found similar negative associations between
digital assets and defect rates across several sectors. The strength of the correlation represented by
Siemens' case indicates that the company's digital approach is not supplementary but essential to its
outstanding performance in quality management.

From a marketing management perspective, such correlations also inform value-based selling
strategies, allowing the sales force to quantify Siemens’ value proposition in operational terms—e.g.,
reduced defect rates—when pitching to prospective clients.

This also underscores the importance of targeted digital investments when specific quality outcomes
are to be achieved. For instance, Siemens' investment in real-time data analytics allows for continuous
monitoring and adjustment of production processes, which likely contributes to the observed reduction
in defects. The literature emphasises that such real-time capabilities are crucial for maintaining high-
quality standards in increasingly complex manufacturing environments (Brad & Deeb, 2025).
Furthermore, the negative correlation suggests a direct causal relationship: each increment in digital
investment is associated with a proportional decrease in defects. This insight could help develop future
investment strategies at Siemens and across the industry by underlining which areas of digitally
enhanced tools will have the most massive impact.

Additionally, real-time data not only informs internal production teams but also enables dynamic sales
dashboards that equip sales teams with up-to-date KPIs, fostering more persuasive and personalised
customer engagements.

A regression analysis was conducted to further quantify the impact of Siemens' digital transformation
efforts on quality management performance. The results indicate that a 1% increase in digital
transformation investments led to a 0.5% improvement in quality management performance (f = 0.50,
p < 0.01). This finding is consistent with the broader body of literature, which has frequently
demonstrated the significant impact of digital initiatives on various aspects of organisational
performance through regression analyses. The positive beta coefficient indicates that investment in
digital technologies is a key determinant of improvements in quality, thereby providing a strong
justification for Siemens' continued investment in digital transformation.

Regression-based evidence is not only beneficial for internal management but also provides sales and
marketing teams with credible, data-driven proof to support claims of product or process superiority.
Such evidence-based marketing communication is particularly influential in complex industrial sales
settings (Brynjolfsson, Hitt, & Kim, 2011).

The regression analysis also indicates the potential to scale up Siemens' digital initiatives across multiple
dimensions. If the observed relationship holds across settings, Siemens would significantly enhance its
quality management with increased digital investments. This strategic consideration is further
supported by empirical studies, such as Tresp et al. (2016), which show that the marginal profit or
benefit from digital investments is high in settings where traditional quality management methods are
supplemented or replaced by digital technologies. As a result, the statistical significance of the
regression analysis results supports Siemens' present approach and identifies potential avenues for
future expansion and quality improvement.

From a strategic marketing perspective, this implies that Siemens' digital transformation is a source of
competitive advantage that supports premium positioning and validates value-based pricing strategies,
rather than merely enhancing internal efficiency (Herhausen, Miocevic, Morgan, & Kleijnen, 2020).
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Figure 4: Digital Transformation Quality Management Performance

If the research's conclusions were supported by primary data from Siemens AG's official documents
and reports, they would be more trustworthy and legitimate. These records, which are frequently the
subject of independent audits, provide a reasonable level of assurance regarding the authenticity and
accuracy of the data (Olabode & Bakare, 2020).

In addition to improving internal decision-making, this degree of openness and third-party
confirmation enhances Siemens' reputation in external markets. In the marketing literature, audited
sustainability and performance disclosures are recognised for enhancing perceived corporate
legitimacy, which, in turn, positively affects customer trust and purchase intention (Bateman, Blanco, &
Sheffi, 2017). From a sales force perspective, such verified data empowers representatives with credible
materials to persuade clients and reduce buyer scepticism in B2B contexts.

This conclusion is further strengthened by the alignment of the research outcomes with well-established
theories and other empirical studies in the fields of digital transformation and quality management
(Zhu, Ge, & Wang, 2021).In alignment with the resource-based view (RBV), Siemens’ capabilities in data
analytics, process optimisation, and audit-backed transparency become key intangible resources that
support both competitive advantage and brand-based differentiation (Mailani, Hulu, Simamora, &
Kesuma, 2024). The marketing team can effectively leverage this alignment through content marketing,
white papers, and client-facing analytics dashboards that visually demonstrate performance assurance.

Using different analytical approaches, such as comparative, correlation, and regression analyses,
enhances internal validity. These other methods provide convergent evidence for the impact of digital
transformation on quality management. Such convergence reduces the possibility of drawing incorrect
inferences. From a marketing analytics standpoint, this triangulation approach mirrors multi-touch
attribution models, where various consumer data points are synthesised to validate the influence of
each channel or tactic. Siemens’ own analytics capability reflects this principle by substantiating product
and process excellence with multidimensional evidence, a message that can be strategically amplified
through omni-channel marketing strategies.

The research derives external validity from Siemens' representative operations, which reflect broader
industry trends. It also pertains to other organisations that have embarked on similar digital
transformation initiatives. Additionally, this study's robust methodological framework ensures that the
conclusions are reliable and valid, providing a solid foundation for further research. This external
benchmarking also creates significant value for Siemens' marketing and sales force. By demonstrating
that Siemens not only meets but often exceeds industry standards, marketers can communicate category
leadership in their messaging. Meanwhile, sales teams can position Siemens as a strategic partner rather
than just a supplier, driving relationship-based selling and long-term customer retention (Blahusiakova,
2023).
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Discussion

This section elaborates on the results, focusing on Siemens AG's approach to digitalisation, the
challenges encountered, and the role of QMS in this context. Siemens' advancements are analysed in the
context of Industry 4.0, which emphasises how further application of digital solutions helps streamline
processes, increase customer satisfaction, and ensure business competitiveness. Furthermore, it
compares how leaders have executed digital transformation to other major players in the market. This
discussion helps articulate the implications of digital transformation for the policies and strategies
adopted in manufacturing industries. From a marketing standpoint, these digital enhancements allow
Siemens to deliver more personalised offerings, communicate quality metrics transparently to clients,
and develop more agile responses to customer feedback loops—ultimately supporting improved brand
positioning and perceived value (Witell, Camen, & Shams, 2025).

Siemens AG's digital transformation approach sets a benchmark for quality management, positioning
the company as a pioneer of the industrial revolution embodied by Industry 4.0. This strategic
transformation toward digital is part of a broader trend in the manufacturing sector, in which the
adoption of advanced technologies such as the IoT, Al, and big data analytics is increasingly pivotal to
maintaining competitiveness (Papadopoulos, Singh, Spanaki, Gunasekaran, & Dubey, 2021). For
example, the introduction of the MindSphere platform has enabled Siemens to collect, process, and
analyse large volumes of data in real time. These, in turn, have facilitated better decision-making and
enabled proactive monitoring of quality-related issues. This approach also aligns with the literature,
which maintains that data-driven decision-making is at the core of modern quality management
practices (Siemens AG, 2021). Additionally, these technologies enhance the sales force's capabilities by
enabling dynamic pricing, customer-specific performance reporting, and predictive service insights,
collectively supporting value-based selling approaches (Smith, 2024).

This may also be considered part of Siemens' general organisational improvement strategy, focusing on
operational efficiency, cost reduction, and customer satisfaction. The various investments the company
is making in digital tools and platforms are not merely a response to technological advancement but
also make a lot of business sense, creating value through innovation. This view aligns with the resource-
based perspective on strategic management, which posits that firms can attain sustainable competitive
advantages by developing and leveraging unique resources and competencies, such as advanced digital
technologies (Cozmiuc & loan, 2020). Siemens's ability to integrate such technologies into its quality
management systems demonstrates its effective adaptation to and capitalisation on the opportunities
presented by Industry 4.0. Moreover, from a strategic marketing viewpoint, these investments reinforce
Siemens' differentiation strategy in B2B markets where quality consistency, after-sales support, and
digital transparency are key decision drivers for industrial buyers (Jerab & Mabrouk, 2023).

While Siemens has made significant advances in its digital transformation, some intractable problems
have arisen along the way. One of the primary challenges is the need for continuous investment in
technology and skill development to keep pace with rapid advances in digital technology. Incorporating
advanced technologies, including artificial intelligence and machine learning, into quality management
systems necessitates financial investment and a labour force proficient in these domains (AlNuaimi et
al., 2022). This difficulty is exacerbated by the need to navigate the cultural transition following digital
transformation, which requires employees across all organisational tiers to adapt to new operational
and cognitive methodologies (Elia et al., 2024). Such organisational shifts also affect customer-facing
roles. For example, aligning marketing and sales teams with the evolving digital tools becomes essential
to maintain consistent brand messaging and client interaction models throughout the transformation
(ljomah, 2024).

Introducing Al and machine learning algorithms could lead to more sophisticated quality control
systems capable of predicting and proactively addressing potential defects with an accuracy and speed
that traditional methodologies struggle to achieve (Taye, 2023). The effective execution of digital
transformation strategies may facilitate the emergence of novel business models and revenue
opportunities. In the case of Siemens, the MindSphere platform improves internal quality management
procedures and can be commercialised as a service for other enterprises. By providing its digital
solutions to external customers, Siemens can generate additional revenue streams while enhancing its
reputation as a leader in digital innovation (Annanth, Abinash, & Rao, 2021). This servitisation approach
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opens new marketing channels, positioning Siemens not only as a product provider but also as a digital
solutions partner, allowing for cross-functional marketing campaigns targeting innovation-focused
buyer personas (Kamp & Parry, 2017).

Siemens' successes in its digital transformation are partly due to strong leadership and a clearly defined
strategic vision. Strong leadership is essential to help organisations navigate the complex issues of
digital transformation, which involves not only adopting new technologies but also significant
organisational and cultural changes (Mihu, Pitic, & Bayraktar, 2023). Within Siemens, leadership has
played a crucial role in fostering an environment that encourages innovation and promotes the
integration of digital technologies throughout the organisation. Senior management directives and
employee initiatives have worked in concert to achieve this goal, enabling staff members to experiment
with and implement new digital tools and techniques (Cozmiuc & Ioan, 2020). By integrating customer
insights into innovation and digital product development, this internal alignment enhances customer
experience management and enables consistent brand storytelling within a marketing leadership
context (Homburg, Jozi¢, & Kuehnl, 2017).

Additionally, Siemens' leadership has demonstrated a commitment to lifelong learning and
adaptability, understanding that digital transformation is a journey rather than a one-time event. The
theory of dynamic capabilities, which posits that organisations must adapt and reorganise their
resources and competencies in response to changing circumstances, aligns with this viewpoint (Pelser
& Gaffley, 2020). To respond quickly to the opportunities and challenges of digital transformation,
Siemens' leadership fosters an innovative culture of continuous improvement.

This adaptability also supports the dynamic alignment of marketing strategies across different markets.
As Siemens' digital maturity expands, localisation and segment-specific messaging become key tools
for strengthening competitive positioning and increasing responsiveness in global markets (Klimova,
Hordieieva, Sereda, Pashchenko, & Petecki, 2023).

Compared to other companies, Siemens appears highly proactive and integrated in terms of digital
transformation and quality management. Other companies, such as General Electric, have invested
billions of dollars in digital transformation, embracing ideas that have undergone numerous iterations,
like the Predix platform. However, it has distinguished itself by stressing the holistic integration of the
entire value chain with digital technologies. This comprehensive approach has enabled Siemens to
achieve more consistent and sustained improvements in quality management outcomes (Paul et al,,
2024).

This full-spectrum integration also ensures a seamless flow of market intelligence across production,
sales, and customer support units—creating a unified view of customer expectations and product
performance. Modern CRM and customer journey analytics techniques are predicated on this kind of
integration. Some of its industry peers, on the other hand, have initiated the digital transformation
process in a more piecemeal manner, focusing on specific areas of interest, such as customer experience
or production automation, without adopting a fully integrated approach. This could result in
suboptimal outcomes, as silos and inefficiencies stemming from a lack of integration may offset the
potential benefits of digital transformation (Atieh et al., 2025). Siemens's experience underscores the
importance of a unified digital transformation strategy that aligns with broader organisational
objectives and is underpinned by capable leadership and a creative culture. Siemens' comprehensive
strategy enables improved key account management and unified marketing-sales alignment, whereas
fragmented transformation in sales operations often leads to inconsistent value propositions and poor
lead nurturing.

The study's conclusions have essential ramifications for legislators and business representatives. As
digital transformation becomes increasingly important for maintaining competitiveness in the
manufacturing sector, policies must be developed to promote the adoption of digital technologies. This
includes investing in digital infrastructure, such as data analytics tools and fast internet, as well as
enhancing workforce digital literacy and skills (Javaid et al.,, 2024). Policymakers should consider
offering tax credits or grants to businesses to encourage them to invest in digital transformation as
technology and innovation are adopted (Bradley et al., 2021). From a marketing standpoint, such
support mechanisms can help to promote country-of-origin effects in global branding strategies by
indirectly enhancing national innovation reputations.
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The study's most notable implication for industry stakeholders is the need to adopt a strategic,
coordinated approach to digital transformation. Businesses can gain significant competitive advantages
—such as increased customer satisfaction, lower costs, and more efficient production —by better
integrating digital technologies into their quality management processes. Industry associations and
professional organisations should be responsible for sharing best practices and supporting businesses
in their digital transformation efforts. To ensure that digital transformation is a market-driven process
rather than an internal upgrade, it is essential to emphasise cross-functional coordination among the
marketing, operations, and IT departments at the company level (Ramadan et al., 2023).

Limitations and future research

This study offers insights into Siemens AG's quality management and sales force effectiveness following
digital transformation, but it has some limitations. The research's single-case approach limits its
generalizability. Siemens AG leads the global Industry 4.0 initiative, yet its organisational scale,
resources, and technology infrastructure may differ from those of its competitors. To examine
replicability, future research could employ a comparative multi-case method across different sectors or
nations. Second, audited business reports, performance measures, and managerial statements are the
study's primary and secondary data sources. Verified papers increase trustworthiness, but the absence
of first-hand interviews or surveys limits insights at the employee or manager level regarding digital
transformation methods. Other qualitative data, such as semi-structured interviews and questionnaires,
might be used to triangulate findings and highlight the human side of technological progress. Third,
while the mixed-methods methodology triangulates quantitative and qualitative insights,
macroeconomic factors, supply chain interruptions, and concurrent strategic efforts may have affected
Siemens' performance metrics. Controlling such issues in longitudinal or panel data investigations
might improve causal inferences. The study concludes with an examination of the effects of digital
transformation on quality management and sales force performance. This paradigm can be expanded
to incorporate customer experience, innovation capabilities, and environmental sustainability, thereby
enhancing the understanding of Industry 4.0-driven competitiveness.

Conclusion

This study has thoroughly examined Siemens AG's digital transformation strategies and their impact
on quality management. The results show that significant investments in digital technologies,
particularly the MindSphere platform, have led to a substantial increase in customer satisfaction,
product traceability, and production accuracy. Siemens' experience supports previous findings that IoT
and machine learning improve accuracy and decrease errors (Kar, Dash, McMurtrey, & Rebman, 2019).
According to reports, there was a 20% decrease in production errors and significant improvements in
reliability (Siemens AG, 2023). As digital capabilities increasingly serve as market differentiators in B2B
contexts, Siemens' external positioning is further strengthened by these internal efficiencies.

The study highlights how digital transformation enhances marketing performance and sales force
effectiveness, as well as operational outcomes. Value-based selling is supported, and trust is increased
when sales representatives can use trustworthy data in negotiations thanks to improved transparency
and traceability (Cosa & Torelli, 2024). Additionally, marketing teams benefit from using data-driven
storytelling to convey Siemens' quality commitments, thereby enhancing brand equity and reducing
client uncertainty. Such cross-functional integration supports Bolton et al.'s (2018) claim that, to provide
consistent customer experiences, digital maturity necessitates coordination among operations, sales,
and marketing.

The results also align with the larger literature on Industry 4.0, which emphasises the role of digital
transformation in fostering innovation, efficiency, and competitive advantage (Bravi & Murmura, 2021;
Lysenko, Buriak, & Shevchenko, 2024). Siemens' use of digital twins and predictive analytics
demonstrates how quality management innovation can drive competitive advantage. According to
Tubis et al. (2023), trust-based relationships are also fostered with industrial buyers through the
implementation of predictive maintenance and process transparency. Through improved customer
insight and lead scoring, Siemens' model demonstrates how these capabilities go beyond operations to
support downstream marketing and sales.
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By confirming preexisting theoretical claims (Wang et al., 2024) and expanding them to incorporate
marketing and sales dimensions, this study advances both scholarship and practice. Investments in
digital tools not only increase efficiency and reduce defects, but they also support customer relationship
management and sales, according to empirical findings. Given that these technologies facilitate real-
time monitoring, evidence-based decision-making, and continuous improvement, it is recommended
that organisations incorporate IoT, analytics, and machine learning into quality management systems
(Fadilasari et al., 2024; Keleko et al., 2022). Ultimately, Siemens' case demonstrates that cultivating an
innovative culture and aligning with broader strategic goals are crucial to the long-term success of
digital transformation. According to Ghobakhloo and Iranmanesh (2021), companies can only convert
technological investments into long-term performance gains if they institutionalise innovation. In a
dynamic manufacturing environment, businesses can achieve both operational excellence and market
competitiveness by integrating digital initiatives across departments and aligning them with
organisational goals.
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Turkish Journal of Marketing [TUJOM], Pazarlama ve Pazarlama bilimlerinin tiim y&nleri tizerine olan bilimsel makaleleri
yayinlamaya kendini adamais, diger akran hakemlerin degerlendirmelerine tabi, coklu bilim dalindan olusan, uluslararas:
bir dergidir. Internet {izerinden online olarak yilda 3 kez yayinlanan dergimiz, Pazarlama ve Pazarlama bilimleri ile ilgili
tiim alanlardaki yeni bulgular ve degerlendirmeler tizerine 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 yiiksek etik kurallar ¢ercevesinde davranmalarimi saglamayi taahhiit etmistir. Bu taraflar;
yazarlar, derginin editorii, yardimci/boliim editorleri, akran hakemler ve yayimaidir.

TUJOM yaymn etigi kurallari, iceride ve disarida, “gift-korleme hakemlik siirecine”, yani makale yazar(lar)inin ve
hakemlerin kimliklerinin birbirlerinden gizlenerek yapilan bir yontemle incelenmesi iizerine kuruludur ve bu ilkeye sadik
kalinarak uygulanir. 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 yayimnlanacag:
hususunda karar verme agsamasindan sorumludurlar ve bu konuda hesap verme konumundadirlar. Editor, derginin
yaymn kurulunun ilkeleri dogrultusunda y6nlendirilebilir ve sonradan yiiriirliige girebilecek olan yayin yoluyla hakaret,
telif hakki ihlali ve eser hirsizlig1 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 hic kimseye ag¢iklamayacaklardir.

Bilgilendirme ve Cikar Catismasi:

Yayin i¢in gonderilen bir taslakta agiga ¢ikmis ama yaymlanmamis materyaller, yazarin agik rizasi olmadan editoriin
kisisel aragtirmasinda kullanilamaz. Bagimsiz degerlendirme sonucu elde edilen seckin bilgi ve fikirler gizli tutulacak ve
kisisel ¢ikarlar igin kullanilmayacaktir. Editorler, ticari kaygilardan bagimsiz, adil ve 6nyargisiz kararlar verirler ve adil
ve uygun bir bagimsiz degerlendirme siirecini temin ederler. Editorler rekabete dayanan, ortak ¢alismaya dayal ya da
bagska iliskilerden kaynakli veya makalelerle baglantili herhangi bir yazar, sirket ya da muhtemel kurum baglantilar
sebebiyle ortaya cikan ¢ikar ¢atismalarinin oldugu makale taslaklarinin degerlendirmesinden feragat ederler, geri
cekilirler, (bagka bir deyisle, diger editor, yardimc editér veya yaymn kurulundan bagka birisinin bu degerlendirmeyi
kendisinin yerine yapmasini isterler). Eger bu faydalar yayindan sonra meydana ¢ikarsa editorler, tiim katilimcilardan
catisan ¢ikar unsurlarini agiklamalarin ve diizeltmeleri yayinlamalarini isterler. Eger ihtiyag duyulursa, cayma kararinin
yayinlanmasi ya da kaygilarin ifade edilmesi gibi baska uygun tedbirler alinir.

Sorusturmalara Katilim ve Isbirligi:

TUJOM Editorleri, ihtiya¢ halinde diizeltmeleri ve cayma durumlarini bildirerek ve siipheli veya stipheli iddias1 olan
arastirmalar1 ve yayin suiistimallerini takip ederek yayinlanmis belgenin biitiinliigiinii saglayacaktir. Editorler, hakem ve
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yazi igleri ile ilgili suiistimalleri takip etmelidirler. Bir editdr; basvuru yapilmis bir makale taslagi ya da yayimlanmis bir
makale ile ilgili olarak yayinci veya toplumla baglantili olan yayin etigi ile ilgili sikayetler yapilmissa bunlarla ilgili makul
cevabi Onlemleri almalidir. Bu tiir 6nlemler genelde makale taslaginin ya da yayimlanmis makalenin yazariyla baglantt
kurmak veya ilgili sikayet 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 olmas1
halinde, diizeltmenin, cayma durumunun yayinlanmasi, kaygi ya da baska bir bilginin ifade edilmesi seklinde olmas1 da
miimkiindiir. Bildirilen her bir etik disi yaymn davranisi hareketi, yayimdan yillar sonra bile ortaya ¢ikarilsa mutlaka
sorusturulmalidir.

HAKEMLERIN SORUMLULUKLARI
Editoryal Kararlara Katki:

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

Hizl: Davranma:

Secilmis herhangi bir hakem; bir makale taslaginda ortaya konan arastirmay:1 gozden gecirme konusunda kendisini
yetersiz hissederse veya taslagin hizli ve objektif bir sekilde gbzden gecirmesinin miimkiin olamayacagini bilirse, editorii
bilgilendirmeli ve degerlendirme siirecinden alinmasin1 istemelidir.

Gizlilik:

Degerlendirme igin gelen herhangi bir makale taslagi, ‘gizli dokiiman” olarak kabul edilmelidir. Bu dokiimanlar editor
tarafindan yetkilendirilmis kisiler disinda kimseye gosterilmemeli veya kimseyle tartisiimamalidir.

Objektiflik Standartlar:

Degerlendirmeler objektiflik ilkeleri cercevesinde 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 ¢ikarmalidirlar.
Onceden bildirilmis olan bir gézlem, tiiretme veya goriis 6ne siirme ile ilgili herhangi bir bildirim, ilgili alint1 ile beraber
olmalidir. Bir hakem, degerlendirilmekte olan makale taslag: ile kisisel bilgisi dahilinde olan baska herhangi bir
yaymlanmis 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 ¢ikarlar 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 cikan c¢ikar
catismalarinin oldugu makale taslaklarimni degerlendirmemelidirler.
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YAZARLARIN SORUMLULUKLARI

Standartlarin Bildirimi:

Yazarlar, bulduklar1 sonuglari acik ve net bir bicimde, diiriist¢e ve uydurmadan, {izerinde tahrifat veya uygun olmayan
veri manipiilasyonu yapmadan sunmalidirlar. Yazarlar, metotlarmi ac¢ik ve net bir bicimde, belirsizlie meydan
vermeyecek bir tarzda anlatmalilar ki boylece bulgular1 bagkalar: tarafindan dogrulanabilsin.

Ozgiinliik, Intihal ve Alintilanan Kaynaklarin Belirtilmesi:

Yazarlar, sunulan ¢alismanin orijinal olmasi, asirma olmamasi, baska bir yerde yayimlanmamis olmasi gibi yayin
gereksinimlerine bagh kalmalidir. Aksi takdirde diizmece ya da bilerek ifade edilen gercek disi beyanlar, yayin etigine
uygun olmayan bir davranis teskil eder ve bu durum kabul edilemez. Bir yazar; bagkalarmin calismalarini ve/veya
kelimelerini kullandiysa, bu durum, orijinalinin uygun sekilde iktibas edildigi ya da bire bir alintilandig1 ve boylelikle
bireylerin bu ise katkilarimin 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 hazirlikh
olmalar1 gerekir.

Yayin Etigi Kurallar::

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

Bilgilendirme ve Cikar Catismalar::

Tiim yazarlar makale taslaklarinda yer alan, bu taslaklarinin sonuglarin1 ya da terctimesini etkileyecegi yoniinde
yorumlanabilecek herhangi bir finansal ya da maddi ¢ikar anlasmazligini bildirmek durumundadirlar. Projeyle ilgili tiim
maddi kaynaklar aciklanmalidir.

Eser Sahipligi:

Eser sahipligi, sunulan c¢alismanin disiince, tasarim, icra veya c¢evirisine ©6nemli derecede katki sunanlarla
sinirlandirilmalidir. Kayda deger bir katkida bulunanlarin hepsi yazar listesinde yer almalidir. Arastirma projesinin belli
maddi yonleriyle ilgili katiim 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 olmalidir.

Coklu, Gereksiz ve Es-Zamanl1 Yayim:

Bir yazar aslinda ayni arastirmayi 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 ¢alismada, 6nemli bir hata veya yanlishik 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 ytikiimliiliigiindedir. Eger editor ya da yayinci, yayimlanan makalede 6nemli bir hata oldugunu
tglincli taraftan Ogrenirse, hizli bir sekilde makaleyi geri ¢ekmek ya da diizeltmek veyahut orijinal makalenin
dogrulugunu gosterir kanit1 editore sunmak da yine yazarin ytikiimliltigii altindadar.
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YAYIMCININ SORUMLULUKLARI

Turkish Journal of Marketing [TUJOM] Dergisi Yayimcisi, editorleri “gift-korleme” hakemlik siireci konusunda
cesaretlendirmektedir. Hakemler ve vyazar(lar) birbirlerinin kimliklerinden habersizdirler. Bilimsel calismalar,
degerlendirme siirecinde en az iki hakeme gonderilir. Yayimci, kendisi, editdr ve diger taraflarla arasindaki iliskiyi bir
sozlesmede belirtir, gizlilik ilkesine riayet eder (mesela, arastirma katilimcilarnin, yazarlarin ve akran hakemlerin
gizliligi), fikrl miilkiyet hakkini ve telif hakkini korur ve yazi islerinde bagimsizlig1 tesvik eder.

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

7
0.0

Yazi igleri bagimsizligi,

®,
0.0

Gizlilik, r1za ve insan ve hayvan arastirmalarinda gerekli olan 6zel gereksinimleri igeren arastirma etik kurallari,
Eser sahipligi,

Seffaflik ve biitinliik (¢ikar ¢atismasi, arastirmanin finansmani, standartlar1 bildirme),

Akran degerlendirmesi ve dergi editoriiniin disinda editor kurulunun rolii,

Basvurular ve sikayetler.

>

o
*

®,
0.0

X3

o

X3

o

Yayimci, asagidaki durumlari saglamak icin dergi editorleriyle birlikte calisir:

e

X Derginin ilkelerini degerlendirmek (mesela, yazarlarla, okuyucularla, akran hakemlerle), periyodik olarak
derginin ilkelerini, ozellikle “cift-korleme” hakemligin prensipleri cergevesindeki yeni Oneriler agisindan gozden
gecirmek,

> Akademik kayit sisteminin biitiinltigtinii korumak,

> Stipheli aragtirma ve suiistimal edilen yaymnla ilgili yapilan sorusturmadan sorumlu olan taraflara (mesela,
kurumlar, hibe saglayicilar ve yerel yonetim organlari) yardimcr olmak ve miimkiin oldugu siirece vakalarin ¢oziimiinii
kolaylastirmalk,

> Diizeltmeleri, agiklamalar1 ve geri ¢ekmeleri yayinlamak ve

> Belirtilen zamanda say1y1 yaymlamak.

YAYIMCI BAS EDITOR

ﬁﬁé Prof. Dr. Ali Caglar CAKMAK
ACC Publishin

FAST AND CBJECTIVE REVIEW
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