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In this study, it has been tried to determine whether the “Pay What You Want (PWYW)
Pricing” strategy can be used as a new sales promotion method. In this direction, average payment
voluntariness of consumers towards the promotional product sold at PWYW pricing have tried to
determine. The study also has been attempted to obtain information about what may be the elements
determining the payment voluntariness of the consumers and what will be the consumers’ attitude
towards the firm that applies the PWYW pricing method and promotion used with PWYW. As a result
of the study, it has been determined that consumers may have more payment voluntariness to the
promotional product if the company is not aim to make a profit. Additionally, it has been observed
that as the level of knowledge about the reference price and as the level of satisfaction, altruism,
income and fairness increases, the payment voluntariness of consumers increases. Finally, it has
reached that the participants can be in a positive attitude towards the promotion and company
applying this method.

Pay What You Want Pricing, Sales Promotion, Marketing Communication

YENI BiR SATIS PROMOSYON YONTEMi OLARAK “DIiLEDIGIN KADAR ODE
FIYATLANDIRMASI STRATESI”- YIYECEK iCECEK HiZMETLERINDE

0Oz

JEL
Kodlar:

M31, M39

Anahtar
Kelimeler:

DENEYSEL BiR UYGULAMA

Bu ¢alismanin temel amaci, “Diledigin Kadar Ode Fiyatlandirmasi” stratejisinin yeni bir
satig promosyon yontemi olarak kullanilabilirligini tespit etmektir. Bu baglamda, kar amact
giidiilmesi ve giidiilmemesi halinde diledigin kadar ode fiyatlandirmasiyla sunulan promosyonlu
tiriine karst ortalama olarak ne kadar iicret ddenecegi tespit edilmeye calisilmigtir. Ayrica,
promosyonlu iiriine karsi tiiketicilerin 6deme goniilliiliigiine etki eden faktorlerin neler oldugu ve
tiiketicilerin gerek promosyonlu tiriinii bu fiyatlandirma yontemiyle sunan firmaya karsi gerekse
diledigin kadar éde fiyatlandirmasina karst tutumunun nasil olacagi kesfedilmeye ¢alisilmistir.
Calisma neticesinde, kdar amaci giidiilmemesi durumunda édeme goniilliiliigiiniin daha yiiksek oldugu
ortaya ¢ikaridmistir. Ayrica; referans fiyata iliskin bilgi diizeyi, iiriinden tatmin olma seviyesi,
hakkaniyet ile fedakarlik diizeyi arttik¢ca bireylere ait ddeme goniilliiliigiiniin de arttigi ortaya
konulmugtur. Son olarak, tiketicilerin hem promosyona hem de bahsi gegen fiyatlandirma yontemini
kullanan firmaya karst olumlu tutum icerisine girdigi gézlemlenmistir.

Diledigin Kadar Ode Fiyatlandirmasi, Satis Promosyonu, Pazarlama Iletisimi
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1. INTRODUCTION

Firms can influence consumers' short or long term purchasing behavior using the sales
promotion tools. In the short term, price promotions carried out in the form of price reductions
leads to accelerate the purchase of consumers, to exchange brand and/or store or increase in
sales through additional consumption (Kim et al., 2013: 327). Sales promotions are basically
divided into two. These are; price promotions such as price reductions and non-price
promotions such as product samples. In this study, the PWYW method is considered as a new
sales promotion strategy. The PWYW, which gives consumers the opportunity to determine the
final price of the product, can be used in practice in particular in the service sector (e.g.
restaurants, hotels, museums, theaters and movie house and zoo gardens) and digital goods
(Kim et al., 2013: 327).

Previous scientific studies on PWYW has been applied in many fields such as; music
sector, hospitality industry, cinema sector and digital sector and these studies basically have
tried to reveal the reasons behind the success of the PWYW samples (Schmidt et al., 2015,

1220). In the mentioned studies, the data collected from vendors applying PWYW were
examined and experiments were conducted on PWYW under various conditions (Isaac et al.,

2014; Riener, Traxler, 2012; Chen et al.,2012; Dorn, Suessmair, 2016) However, this study was 66

tried to be explored the effect of PWYW pricing as a sales promotion strategy. In addition, the
factors determining consumers' payment voluntariness and the attitude of consumers to the
company applying this pricing method and consumers’ attitude towards the promotion in the

context of this pricing was examined.
2. METHOD
2.1 Method of the Study

Mixed methods research consisting of both qualitative and quantitative methods has
been adopted in the study. The Latin Square Experimental Method was chosen as the qualitative
research method in order to reveal whether the consumer has a change in payment voluntariness
in case of company's goal to achieve profit or social purpose. Survey method accompanied by
face to face interviews was applied in order to measure the consumers’ attitude towards the
PWYW application and towards the firm that applies the PWYW method and the factors

affecting the payment voluntariness of consumers.

A scenario, which is created in the first part of the survey, was created to reveal whether

the consumers’ payment voluntariness changes in case of company's goal to achieve profit or

“Pay What You Want Pricing Strategy” As A New Sales Promotion Method - An Experimental Study on Food and Beverage.
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social purpose. In the second part of the survey, we take advantage of the scale developed by
Hilbert and Suessmair (2015) in order to reveal factors that influence participants’ willingness
to pay. These factors are; social norm compliance, price consciousness, reference price,
satisfaction, fairness, altruism and income factors. The scale developed by Kim, Natter and
Spann (2008) was utilized for the third part of the questionnaire. In this section, consumer
attitudes towards the promotion and the company applying the promotion were tried to be
revealed. The last part of the survey is to learn some of the demographic characteristics of the
participants. Individuals who are residing in Istanbul, who are over 18 years old and who are
the Bursa Kebab House customers in June and July of 2016 were selected as the population of
the study.

According to the information obtained from the interview with a manager working in
the Bursa Kebab House; the average number of customers coming to one of the branches of the
Bursa Kebab House in Istanbul is 150 people on average per day. The Bursa Kebab House has
28 branches in Istanbul. Therefore, monthly average number of customers who came to one of

the branches of Bursa Kebab House in Istanbul is estimated; 30 * 150 * 28 = 126,000 people.
Thus; the population of the research was found to be 126,000. However, due to the difficulty

of reaching everyone and time constraints, it was considered necessary to make a sampling. =
Cluster and judgment sampling were made to select a sample from the branches. Sample size
was determined to be 600 and it is assumed that the number will represent the existing
population in sufficient quantities at the 95% confidence interval. According to cluster and
judgment sampling method, the 28 branches of Bursa Kebab House in Istanbul were handled
and then 3 branches were selected which depends on the Bursa Kebab House Headquarters. In
the final phase It was decided to distribute a total of 600 (200 * 3) questionnaires, 200 foreach
branch.

2.2 Research Model and Hypotheses

The model created in line with the objectives in the study is given below.

Turkish Journal of Marketing Vol.: 3 Issue: 2 Year: 2018
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Social
Norm
CONSUMERS’  ATTITUDES
TOWARDS THE FIRM
APPLIVING PWYW
Altruism
Fairness
CONSUMERS" PAYMENT
VOLUNTARINESS IN THE
o, CASE OF PWYW
Income
Satisfaction
COMNSUMERS” ATTITUDES
Price TOWARDS THE PROMOTION
THAT HAS BEEN
Awareness PERFORMED AT FWTW
Reference
Price

Figure 1: The Conceptual Model of the Study
The first problem of the research is whether the consumer changes in payment
voluntariness in case of company's goal to achieve profit or social purpose. The hypothesis

formed in the direction of this problem is expressed as follows:

Hi: There is a significant difference between the payment voluntariness of consumers
that occurs when the firm aims to make a profit and the payment voluntariness of consumers

that occurs when the firm does not aim to earn profits.
The sub hypotheses formed in the direction of the above hypothesis are:

H1a: There is a meaningful difference between marital status and payment volunteerism

in case purpose of profit.

Hig: There is a meaningful difference between marital status and payment volunteerism

in case purpose of no profit.

“Pay What You Want Pricing Strategy” As A New Sales Promotion Method - An Experimental Study on Food and Beverage.
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Hic: There is a meaningful difference between age and payment volunteerism in case

purpose of profit

Hip: There is a meaningful difference between age and payment volunteerism in case

purpose of no profit

Hie: There is a meaningful difference between monthly income level and payment

volunteerism in case purpose of profit

Hir: There is a meaningful difference between monthly income level and payment

volunteerism in the case purpose of no profit

Hic: There is a meaningful difference between education level and payment

volunteerism in case purpose of profit

H1n: There is a meaningful difference between education level and payment

volunteerism in case purpose of no profit

Hai: There is a meaningful difference between gender and payment volunteerism in case
purpose of profit

H;i: There is a meaningful difference between gender and payment volunteerism in case 69
purpose of no profit

Other hypotheses formed in the model for the purpose of the research are given below.
According to this; hypotheses between H2 and H8 are formed in order to be able to respond to
the factors affecting payment voluntariness in case of PWYW. Finally; H9 is related to

consumers’ attitude towards the firm that applies PWYW pricing and H10 is related to

consumers’ attitude towards promotions in conjunction with PWYW pricing

H2: As the social normal compliance of individuals increases, the payment
voluntariness in the case of PWYW also increases.

Has: As the level of altruism increases, the payment voluntariness in the case of PWYW

also increases.

Ha: As the fairness of individuals increases, the payment voluntariness in the case of

PWYW also increases.

Hs: As the income of individuals increases, the payment voluntariness in the case of

PWYW also increases.

Turkish Journal of Marketing Vol.: 3 Issue: 2 Year: 2018
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He: As the satisfaction that individuals get from the product increases, the payment
voluntariness in the case of PWYW also increases.

Hq: As the price awareness level of individuals increases, the payment voluntariness in

the case of PWYW also increases.

Hs: As individuals become more knowledgeable about reference price, the payment

voluntariness in the case of PWYW also increases.

Ho: There is a statistically significant relationship between individuals' payment
voluntariness in the case of PWYW and their attitude toward the firm applying PWYW.

Hio: There is a statistically significant relationship between individuals' payment
voluntariness in the case of PWYW and their attitude towards promotion conducted with
PWYW.

2.3. Analysis of Research Data

"SPSS 16.0" and "AMOS 24" package programs are used for the analysis of the data
obtained as a result of the research. Validity and reliability analysis, frequency distributions of
participants and scales, MANOVA and exploratory factor analysis were done through the SPSS

16.0 program. A structural equation model was created through the AMOS 24 program and in
this direction; fit indices, path analysis and confirmatory factor analysis of the model was
conducted.

2.3.1. Frequency Distributions of Demographic Variables

A total of 600 (200 * 3) questionnaires were distributed, 200 in each branch. Since 38
of the 600 distributed survey forms are missing or incorrect, the remaining 562 survey forms
have been found suitable for analysis. The number of participants who used the questionnaire
properly was found to be % 93.6.

“Pay What You Want Pricing Strategy” As A New Sales Promotion Method - An Experimental Study on Food and Beverage.
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Table 1: Distribution of Participants According to Gender and Marital Status

Frequency Percentage
Man 276 49,1
Woman 286 50,9

Total 562 100,0
Frequency Percentage
Married 230 40,9

Single 332 59,1

Total 562 100,0

When the results in the table 1 are analyzed, it is seen that 50.9 % of the participants are

female and 49.1% are male and 59.1% are single and the remaining 40.9 % are married.

Table 2: Distribution of Participants by Age Level

Frequency Percentage
18-25 years 165 29,4
26-30 years 130 23,1
31-40 years 175 31,1
41-50 years 65 11,6
51-60 years 21 3,7

60 years and over 6 1,1

Total 100,0

When Table 2 is considered; the first three participants who participated in the survey

according to age range are; 31-40 years, 18-25 years, and 26-30 years.

Table 3: Distribution of Participants by Education Level

Frequency Percentage

Primary school 9 1,6
Middle School 29 5.2

High school 28,3
College 235

Undergraduate 32,6

Postgraduate 8,9

Total 100,0

When the above table is examined; according to education level in the survey is the most

respectively; undergraduate, high school and college graduates have participated.
C ]
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Table 4: Distribution of Participants According to Monthly Income Level

Frequency Percentage
Less than TL1000 37 6,6

TL1000- TL2000 193 34,3
TL2001- TL3000 172 30,6
TL3001-TL4000 83 14,8
TL4001-TL5000 33 59
TL5001 and over 44 7,8

Total 100,0

When the participants are assessed according to their monthly income level, it is seen
that individuals with a monthly income of TL1000-2000 and individuals with a monthly income
of between TL 2000 and 3000 constitute the majority of the sample. On the other hand, it is

observed that those in the third place have income levels between 3000-4000 TL per month.
2.3.2. Results for Experimental Design

The first problem of the study, whether there will be a difference in the willingness of
consumers to pay in the case of firm aims to profit and not, is tried to be tested with experimental
design. Because of the necessity to create a control group on lots of experimental design, but
the low probability of control in this study, Latin Square Experimental Design method was
applied as experimental design method in the study. Another reason for the selection of the
Latin Square Experimental Design method is the effect of the variable at different levels is only
applied once to the test pieces. In order to determine the variable effect, the research results are

evaluated in the context of analysis of variance (Kurtulus, 2006:206; Gurcan, 2008: 73).

In order to carry out the experiment, it was decided which product to choose in the first
stage and it was decided that Kunafah dessert would be suitable as a promotional product in
line with the advice of Bursa Kebab House managers. In the next stage for the realization of the
experimental design, three branches to be selected have been decided. The criterion based on

selecting these branches is that the monthly sales volumes are similar to each other.

Accordingly, experimental design study was performed for a single product category
(Kunafah dessert), with two factor (sale in the context of PWYW pricing in case of profit
making or not profit making) and with four level (gender, educational status, income level and

age). A questionnaire was implemented in company with face to face interviews as a data

“Pay What You Want Pricing Strategy” As A New Sales Promotion Method - An Experimental Study on Food and Beverage.
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gathering tool. Two types of questions were asked in the context of the scenario within the
questionnaire form. The questions asked in the scenario are located in below. Accordingly;

T Bursa Kebab House plans to offer Kunafah dessert as a new pricing method.
According to this; the consumer will be able to buy from the price he wishes for the Kunafah
dessert besides the main product he has chosen and even if he wishes he can buy dessert without
paying any fee. In this way, Bursa Kebab House wants to promote the Kunafah dessert and to
test how much Kunafah dessert can be bought on average. The price of dessert without

promotion is TL 7.90. According to this;
a. How much TL did you pay for the Kunafah dessert? ...(please specify with number)

b. If the income from the Kunafah dessert was all donated to the Society for the
Protection of Children, how much TL would you pay for the Kunafah dessert? ..................

(please specify with number)

The main purpose of the above-mentioned scenario is to reveal whether the average
level of payment voluntariness of the consumers (TL) when the company aims to profit making
lower than the average level of payment voluntariness of the consumers (TL) when the company
doesn’t aim to profit making. In this case; the intention to implement the firm's PWYW pricing
system is an independent variable, and the average payment volunteerism that emerges in line

with the demographic characteristics of consumers is the dependent variable of the study.

Table 5: Descriptive Statistics on Payment VVoluntariness

Minimun i Average

Payment
Voluntariness in 1,00 , 6,9053
Case Of Company’s
Aims To Profit

Payment
Voluntariness If the , 16,3715

Company  Doesn’t
Have An Interest In

Making Profits

According to Table 5; consumers pay an average of TL 6.90 if the company aims to
make a profit while consumers pay an average of TL 16 if the company doesn’t aim to make a
profit. In this case, it can be stated that consumers will pay more if the firm does not aim to
make profit. Another issue to be considered here; if the company is profit-oriented, the average

amount paid of consumer for the Kunafah dessert (TL 6.90) is lower than the Kunafah dessert

Turkish Journal of Marketing Vol.: 3 Issue: 2 Year: 2018
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selling price ( TL 7.90). Based on the Latin Square Experimental Design Method; multivariate
analysis of variance (MANOVA) was performed because of multiple dependent variables and
the first hypothesis and the sub hypotheses formed in the context of the first hypothesis were

tested. Hypothesis test results are shown in the table below.

Table 6: Results of Multivariate Analysis of Variance (MANOVA)

Hypothese Dependent Variables F P Result
Intercept In case of purpose to make 415,328 ,000 | Accept
H1 profit
In case of doesn’t purpose to Accept
make profit 47,878 ,000
Hi1-A Marital In case of purpose to make Accept
| status profit 15,208 ,000
H1-B In case of doesn’t purpose to Reject
make profit ,012 ,914
H1-C Age In case of purpose to make Reject
‘ profit ,270 ,929
H1-D In case of doesn’t purpose to Reject
make profit 1,609 ,156
H1-E Monthly In case of purpose to make Accept
| Income profit 4,364 ,001
H1-F Level In case of doesn’t purpose to Accept
make profit 3,071 ,010
H1-G Education In case of purpose to make Reject
| Level profit 1,480 ,195
H1-H In case of doesn’t purpose to Reject
make profit 2,023 ,074
H1-1 Gender In case of purpose to make Reject
profit 1,676 196
In case of doesn’t purpose to ,020 ,888 | Reject
make profit

According to F tests and significance results at 95% confidence level; hypotheses with
significance value less than p <0.05 were accepted and hypotheses from p> 0.05 were rejected.
According to this; H1= There is a significant difference between the payment voluntariness that
occurs when the firm aims to profit and the payment voluntariness that occurs when the firm

does not have a purpose to earn profits.

The results of the sub-hypotheses generated in the above-mentioned hypothesis; while
there is a significant difference between marital status and payment voluntariness in the case of
profit-making, there is no significant difference between marital status and payment
voluntariness in case of non-profit situation. According to this, it is observed that when the

purpose of profit is observed, the single participants are more paid than the married ones.
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~ There is a meaningful difference between income level and payment voluntariness in
the either case. According to this; as the monthly income level increases, payment volunteerism

increases in both cases.
2.3.3. Reliability Analysis Regarding Scales

Social norms compliance, income, price awareness, reference price, satisfaction,
altruism and fairness are considered as factors affecting payment voluntariness in the case of
PWYW in the work carried out by Hilbert and Suessmair (2015). In order to find out the
conclusion whether the scale is reliable an internal consistency test was performed. It can be
said that the scale is reliable because the alpha values of the factors considered are larger than
0.70.

The scale developed by Kim, Natter and Spann (2008) was utilized in order to
demonstrate how could be the participants’ attitude towards the promotion and the company
applying this promotion. Internal consistency test was conducted to find out the results for the
reliability of the said scale. As a result of the internal consistency analysis, it is possible to say

that the scale is reliable because the factors forming the second scale are larger than the alpha
coefficients of 0.70.

2.3.4. Validity Analysis Regarding Scales

It has been found necessary to perform an exploratory factor analysis before applying
confirmatory factor analysis in the model of structural equality that will be carried out for
PWYW. The reason of this; those who have high explanations from the variables used in
PWYW to be determined in the form as factors, identifying irrelevant or weakly related
variables and finally to determine the prominent variables within the variables (Altunisik et al.,
2012: 264). In order to measure whether the sample size is in sufficient level, Kaiser- Meyer-
Olkin (KMO) test was conducted. If the value is above 60%, the sample size is interpreted as
sufficient (Hair et al., 1998; Altunisik et al., 2012:268).

In addition to the KMO test, the appropriateness of applying factor analysis is also
questioned with the Bartlett’s Test. Accordingly, if p < 0.05 as a result of the Bartlett’s Test,
the data set is used for factor analysis can be interpreted as appropriate. As two different scales
were included in the questionnaire, KMO and Bartlett’s Test and Exploratory Factor Analysis
for each scale were performed separately. In addition, in order to reveal factor patterns; the
principal components were chosen as the analysis factoring method and varimax was chosen as

the perpendicular rotation method. Exploratory factor analysis was performed in order to
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establish whether the scale consists of factors affecting to PWYW is valid. Analysis showed

0.60 to go above the value of KMO (0.927), indicating that the sample size is suitable for factor
analysis. In addition, p <0.05 (p = 0,000) in the Bartlett’s test indicates that the expressions on
the scale are related to each other and that factor analysis can be performed. It is found that
there are 7 components whose eigenvalues are above "1" for the 21 items constituting 7 factors

in total, and the total contribution of the said factors to the variance is % 85,242.

An exploratory factor analysis was conducted to determine whether the scale that
constituted the attitude towards the promotional product in conjunction with the PWYW pricing
and the company that implements PWYW pricing were valid. According to the analysis results;
KMO value above 0.60 (0.754) indicates that the sample size is suitable for factor analysis. In
addition, p <0.05 (p = 0,000) in the Bartlett’s test indicates that the expressions on the scale are
related to each other and that factor analysis can be performed. For the 8 items that constitute 2
factors on the second scale, it is determined that there are 2 components whose eigenvalues are
above "1", and the total contribution of the said factors to the variance is 55,809%.

2.3.5. Confirmatory Factor Analysis on the Scale

Confirmatory factor analysis is used to test the previously constructed model or
hypothesis. According to this, confirmatory factor analysis is used to test whether the
aggregated scales under certain factors give similar results in the sample in which the study was

performed.
2.3.5.1. Confirmatory Factor Analysis for the First Scale

On the way from the previous statements, the first-level multi-factor model was chosen
because of the fact that variables that can be observed for the seven-factor scale affecting the
payment voluntariness in the case of PWYW are collected under several factors. While latent
variables are social normality, fairness, altruism, income, reference price, satisfaction and price
consciousness, three variables that measure each latent variable and 21 observed variables in
total. The standardized results obtained by the factor analysis diagram are summarized in the

following table.
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Table 7: Confirmatory Factor Analysis Fit Indices for the First Scale

Fit Index Type Good Fit Acceptable Fit Model
Values
- 2(CMIN) Not _ - 667,495
meaningful
- 2/df(CMIN/dS) <3 <45 3,973
CFI >0,97 >0,95 0,955
RMSEA <0,05 0,06- 0,073
0,08
NFI >0,95 0,94- 0,941
0,90
GFI >0,90 0,89- 0,904
0,85
RMR <0,05 0,06- 0,062

When the resulting values in the above table are analyzed, it can be said that the results

considered fitting criteria.
2.3.5.2. Confirmatory Factor Analysis for the Second Scale

Confirmatory factor analysis was performed to determine the appropriateness of the data
of the second scale for which validity was determined by exploratory analysis. As previously
described, the second scale measures the attitude towards the company that applies PWYW
pricing and the promotion performed with this pricing. The first-level multifactor model is

preferred because the observed variables are collected under more than one factor.

Table 8: Confirmatory Factor Analysis Fit Indices for the Second Scale

Fit Index Type
1 2(CMIN)

Good Fit Acceptable Fit Model Values
Not meaningful - 58,195

5 2/ df (CMIN/dF) <3 <4-5 3,925
CFI >0,97 >0,95 0,953

RMSEA <0,05
NFI >0,95
GFI >0,90
RMR <0,05

0,06-0,08 0,072
0,94-0,90 0,938
0,89-0,85 0,968
0,06-0,08 0,023

In Table 8, when the values related to the second scale are analyzed, it can be stated that
the results provide the fit criteria. This means that the data set out for the research is fit the
model.

Turkish Journal of Marketing Vol.: 3 Issue: 2 Year: 2018



Dilaysu CINAR, Ibrahim KIRCOVA
I ———EEEE——————————

2.3.6. Testing the Research Model on the Structural Equation Model and
Hypothesis Tests

Structural equation model (SEM) is a combination of confirmatory factor analysis and
path analysis. In this direction, SEM shows the causal relationship between external (affective-
exogenous) and intrinsic (influenced-endogenous) variables. The main reason for using external
and internal variable substitution instead of dependent (influenced) and independent (affecting)

variables is that some variables can be both independent and dependent variables at the same

time.

Figure 2: The Research Model

In line with the conceptual model of the research, a research model was created in Figure
2. In said figure; the latent figures are: social norm, altruism, fairness, income, reference price,
satisfaction and price consciousness factors on the first scale; attitudes toward the promotion

and company that applies promotion factors on the second scale and payment voluntariness.
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The items of the mentioned factors refer to the observed variables. The results of the SEM

analysis carried out in the analysis of the research model created through the AMOS 24 packet
program are given below.

Table 9: Fit Indices for the Research Model

Fit Index Good Fit Acceptable Fit Model Values
Type
If 2 (CMIN) Not meaningful - 1354,601 I
- 2/df(CMIN/ <3 <45 2,883
f)
CFI >0,97 > 0,95 0,95
RMSE <0,05 0,06-0,08 0,048
A
NFI >0,95 0,94-0,90 0,926
I GFI > 0,90 0,89-0,85 0,902 I
RMR <0,05 0,06-0,08 0,053

The fit indices for the research model are presented in Table 9. Considering the values

of said model, it can be stated that the model is within acceptable limits.
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Table 10: Hypothesis Results

Prediction Standard P Hypothesi
Error Result
Hypothese; !
Voluntary Reject
Payment < Social -16 099 100
H» Norm
Voluntary Price Reject
Payment Conscious
" <- oess -,05 ,110 ,600
Hs Voluntary Accept
Payment | | Reference .37 152 | 013
Price
Hs Voluntary Accept
Payment < Satisfaction 36 129 004
Ha Voluntary Accept
P -
ayment | 1 Faimess | 1,09 163 x
Hs Voluntary Accept
Payment .
y <l Alruism| 68 160 x
Hs Voluntary Accept
Payment | I Income 29 163 007
Voluntary Reject
. Payment
Promotior| < y 005 006 400
Hio
Ho Voluntary Reject
. Payment
Firm | < Y -,004 006 423

Within the framework of the research model (see Table 10), as individuals become more
knowledgeable about the reference price, as the level of satisfaction increases, and as the level
of fairness, income and altruism increases, the payment voluntariness in the case of PWYW
may also increase. On the contrary, it can’t be said that there is a meaningful relationship
between individuals' payment voluntariness in the PWYW situation and social norm and also
price consciousness. It can be said that factors affecting payment voluntariness in the case of
PWYW are respectively; fairness, altruism, reference price, satisfaction and income. Further; a
unit increase of fairness, altruism, satisfaction and income level of individuals leads to
respectively; 109%, 68%, 36% and 29% increase in payment voluntariness in the case of
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PWYW. Conversely, it can be expressed that as individuals increase their knowledge of
reference prices, payment voluntariness in the case of PWYW decreased by 37%.

3. CONCLUSION

This work has been tried to be discovered to applicability of the PWYW pricing method
as a new sales promotion tool. Due to the absence of any studies in Turkey before as regards
the issue, the study is important both in terms of contributing to the literature and in bringing a
new sales promotion strategy proposal to the practitioner. One of the objectives of the study is
to determine the average payment voluntariness for the promotional product and to analyze
whether there is a change in the payment voluntariness in the case of make a profit or not. For
the analysis, it has been decided from the point of view of experimental design and it has been
decided that the Kunafah dessert will be suitable as a promotional product to be sold along with
PWYW pricing in the direction of Bursa Kebab House administrators’ recommendation.
Therefore, the Kunafah dessert is the product used for the experiment. A scenario was added to

the first part of the questionnaire for the experiment to take place.

The question was asked in the scenario about how much consumers would pay on
average, when there was a profit or not. According to the results of the Latin Square
Experimental Method performed for this purpose; the average payment voluntariness ratio is
higher when firm doesn’t aim to profit (TL 16.00) than when firm aims to profit (TL 6.90). In
addition, the average payment voluntariness amount (TL 6.90) was lower than the current

selling price of the product (TL 7.90) in the case of firm aims to profit.

However, it was found that the amount of the average payment voluntariness that
occurred when the company aims to make a profit was higher than the unit cost of Kunafah
dessert (2.90 TL). In parallel with the above-mentioned results, it can be argued that it would
be beneficial for firms to benefit from the use of PWYW pricing as a shortterm promotional
activity, especially for introduce of new products. In addition, it can be stated that, when the
average payment voluntariness belonging to the participants are taken into consideration inthe
case of nonprofit motive, firms can benefit from the PWYW method in the social aims, and thus
this method can contribute to the corporate image and can provide social service. However, it can
be argued that it is more rational especially on low cost products for firms to benefit from this
pricing. It can be expressed that consumers will be pleased with this practice according to result
of positive attitudes of consumers towards to promotional product accompanied by PWYW and

firms that apply to PWYW mechanism. Accordingly, as a result of transferring the
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positive experiences of consumers to other consumers (word of mouth advertising), companies

can gain free advertising as well as making the chances of attracting new potential consumers.

The final goal in the study is to uncover factors that affect participants’ payment
voluntariness. According to the results of the survey conducted by the face-to-face interview, it
can be stated that as the level of knowledge about the reference price, the level of satisfaction

with the product, altruism, income and fairness increases, voluntary payment increases.

The first constraint of the research constitutes that is done only in Istanbul. In addition,
the fact that the research area has only been carried out in the restaurant chain within the food
and beverage industry and that the research has been carried out in only a short time constitute
the other constraints of the research. In order to achieve more accurate results in future studies,
comparison can be made between different sectors or compared with other sales promotional

strategies.
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1. INTRODUCTION

Two mega trends in 21st century are shaped around mobility and connectivity. These
concepts are widening their scope more and more every day, by becoming a main need for
millions of people from different ages. Mobile phones, especially the smart ones, play an
important role in satisfying this demand, increasingly. For example, in Turkey, the ratio of
mobile phone subscribers’ number to total population has increased from 22% to 94%
between 2000 and 2016 (TUIK, 2017). Nowadays, people use their smart phones not only to
satisfy their mobile communication needs, but also treat them as a personal assistant or
playmate as well (Fullwood et al., 2017:347). Moreover, they tend to choose their favorite
brands despite their objective considerations when purchasing a smartphone (Liu and Liang,
2014:338). Therefore, perceived brand personality and shown brand loyalty are expected to be
very important issues for smartphone producers in providing repetitive sales to customers

during model updates.

Brands play an important role in facilitating and affecting customer’s choice process.
Individuals are usually in search for useful short-cuts in decision-making. These short-cuts
mostly rely on habits, but can also be based upon perceptions about brand images. Such
perceptions may be affected not only from advertising, distinguished distribution and public
relations; but also from cultural, social and personality factors as well. Brands, which create

this image or “personality”, are successful (Doyle, 1990:79).

Mobile smartphones, which are in our concern for this study, are well-known
examples of high-technology products. Branding is an important issue in this group, because
customers, regardless of being early or late adopter, favorably choose existing brands (vs.
new) on innovative high-technology products (Truong et al., 2017:85). Lin (2010:13) has
studied the connections between personal traits, brand loyalty and brand personality, and
found significantly positive relations between personal traits and brand personalities; and also
found significantly positive influences of brand personalities and personal traits on brand

loyalty.
2. LITERATURE REVIEW
2.1. Personality Traits

People are in search of a possibility for the generalization of personal characteristics
for a long time. Starting from ancient times, there are many studies on personality, and since

1920’s, their various industrial applications have been popularly investigated. Psychologists,
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working on personality, mostly agree on the categorization of personality by five traits.
Several studies by different analysis methods showed that, the “Big Five” traits describe the
main dimensions of personal variation at a very broad level of abstraction (John, Naumann,
and Soto, 2008; McCrae and Costa, 2008). Personality dimensions can be represented by five
factors: agreeableness, extraversion, conscientiousness, neuroticism and openness (Costa and
McCrae, 1992; McCrae and John, 1992; John and Srivastava, 1999).

“Extraversion” is the tendency to be active, sociable, cheerful, assertive, upbeat,
talkative and optimistic. Extravert individuals prefer groups, like people, experience positive
effects such as excitement, zeal and energy. “Agreeableness” represents the tendency to be
caring, trusting, compliant, considerate, gentle and generous. Agreeable individuals are
sanguine about human nature. “Conscientiousness” describes individuals that are determined
and purposeful, aiming for achievement against an outside expectation or measure and has the
tendency to show self-discipline and act dutifully. Individuals with the tendency to experience
guilt, anger, sadness, nervousness, tension and fear are at high end of “neuroticism”. On the
contrary, emotionally stable and even-tempered people score at the low end. “Openness to
experience” is the propensity of the individual to be sensitive, original in thinking,
imaginative, watching over inner feelings, intellectually curious, sensitive to beauty and
appreciative of art. Such individuals welcome new ideas and unconventional values (Costa
and McCrae, 1992; John and Srivastava, 1999).

Another widely used grouping for personality was constructed by Karen Horney and
measured via the scale developed by Cohen (1967:270). Cohen’s work indicates that this
typology may have some relevance to marketing (Kassarjian, 1971:410). In this approach,
people can be placed into three types according to their predominant response to others,

namely “Compliant”, “Aggressive” and “Detached”.

“Compliant people wish to be loved, wanted, appreciated and needed” (Cohen,

1967:270). This category is similar to extraversion and agreeableness types of big-five model.

Aggressive oriented people are competitive, achievement-oriented, seeking for power,
success, prestige and admiration, self-motivated and restrained (Cohen, 1967:270). This

category is similar to conscientiousness and neuroticism of big-five model.

Detached people usually put emotional distance between themselves and others.
Independence, self-sufficiency, freedom are highly valued and they don’t want to be

influenced by others, thinking themselves as unique and want to be recognized without any
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effort to show their abilities (Cohen, 1967:270). This category is similar to openness to
experience of big-five model.

According to the study of Aydm et al. (2014:680), word of mouth communication,
which is used for providing brand loyalty by affecting purchasing behavior of consumers, and

compliant personality type have a positive relationship.
2.2. Brand Personality

As Aaker (1997:347) had put it, brand personality is defined as “a set of human
characteristics associated with a brand”. Research made prior to Aaker’s scale has suggested
that a brand is preferred more, if the human characteristic describing one’s self and that brand
are compatible (e.g. Malhotra, 1988:4; Sirgy, 1982:288). By using big-five human personality
structure, Aaker (1997) developed a “brand personality scale,” with five dimensions:
sophistication, sincerity, excitement, competence and ruggedness, inducing 15 facets and 42
traits. This scale is widely used despite its critics about its loose definition of brand
personality, which is caused by characteristics like age, gender, category confusion; the
vulnerability of the factor structure for generalization in analyses at the respondent level (for a
specific brand or within a specific product category); non-replicable results for five factors
cross-culturally (Geuens, 2009:97; Avis, 2012:91, Caprara et al., 2001:377). Aaker herself has
made some extensions to overcome the cultural problems of the scale (Aaker et al., 2001), and
there are also other studies trying to tailor the scale culturally (Ferrandi et al., 2015; Boshjak
etal., 2007 Milas and Mlacic , 2007; Smit et al., 2002; Sung and Tinkham, 2005). But still, a
vast majority of the brand personality studies verify Aaker’s scale.

Brand personality has been investigated many times for the factors influencing its
perception in previous research. These factors are either product or brand characteristics
(Maehle et al., 2011), marketing and experiential factors (Liao et al., 2017) or consumer
characteristics (Lin, 2010). In this study, our concern is on the possible differences between

brand personality perceptions of consumers according to their personal characteristics.

Kotler and Keller (2003) pointed out to the tendency of customers, choosing the
brands, which are in accordance to their self-image. Consumers want to select a brand based
on their ideal or social self-image. Thus, brand personality may play an important role for
product choice, which is in accordance with his/her personality. Huang (2009) aimed to
investigate the potential effects of feeling and involvement on the relationship between brand

personality, consumer personality and brand relationship on the basis of the self-identity and
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has found that his respondents were using symbolic meanings of the brands to reflect their
self-identities by linking consumer personality and brand personality. Lin (2010) has found
significantly positive relationships between consumer personality traits and brand
personalities respectively: Extroversion and agreeableness with excitement, agreeableness

with sincerity and competence.
2.3. Brand Loyalty

Before explaining the details of brand loyalty, it is necessary to define the concepts of
satisfaction and loyalty that many scientists have been focusing on for many years. Oliver
(1999) mentioned that the definitions of these concepts are still in progress and researchers try
to find out what processes do consumers have, to become satisfied and/or loyal. Oliver (1997)
defined brand loyalty as “a deeply held commitment to rebuy or repatronize a preferred
product/service consistently in the future, thereby causing repetitive same-brand or same
brand-set purchasing, despite situational influences and marketing efforts that have the

potential to cause switching behavior”.

According to the study of Oliver (1997), satisfaction is a pleasurable fulfillment. The
sensation of fulfillment for some need, goal, desire and so forth by consumption, drives a
pleasure in consumer. Thus, “satisfaction is the consumer's sense that consumption provides
outcomes against a standard of pleasure versus displeasure”. Moreover, Oliver (1997:392)
made a description of the consumer as “who fervently desires to rebuy a product or service
and will have no other.” At still another level, he supposes a consumer who will pursue this

disquisition "against all odds and at all costs."

There are several studies focusing on the relationship between brand loyalty and
consumer satisfaction. According to Bloemar and Kasper (1995), most of them did not take
into account the difference between “repeat purchasing behavior and brand loyalty on the one
hand and spurious and true brand loyalty on the other hand”. Bloemer and Kasper (1995)
mentioned the necessity to differentiate between repeat purchasing behavior, which represents
the actual rebuying of a brand regardless from the consumer’s degree of commitment to the
brand and brand loyalty, which concerns not only the behavior of rebuying, but also that
actual behavior’s antecedents as well. As a result, Bloemer and Kasper (1995) identified two

distinct types of brand loyalty: spurious and true.

There are two different approaches in understanding loyalty: the attitudinal approach

that considers loyalty as an attitude, and the stochastic approach, which is purely behavioral.
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(Odin et al, 2001) The concept of brand loyalty is associated with a set of six essential and
jointly adequate conditions in a study of Jacoby and Kyner (1973) and brand loyalty is (1)
behavioral response (i.e., purchase), (2) biased (i.e., non-random), (3) expressed over time, (4)
by some decision making unit, (5) with respect to one or more alternative brand out of a set of

such brands, and (6) is a function of psychological (decision-making, evaluative) processes.

Dick and Basu (1994) declared a four-category classification for customer loyalty: 1-
No loyalty, 2-Spurious loyalty, 3-Latent loyalty, 4-True loyalty.

The long-term success of a brand is based on the number of consumers who became
regular buyers of the brand, not the number of the ones that buy it once (Jacoby and Chestnut,
1978:1). This statement exhibits the importance for companies to put the emphasis on their
customers’ loyalty. (Odin et al, 2001) Also, Chaudhuri and Holbrook (2001) showed two
aspects of brand loyalty: attitudinal loyalty and purchase loyalty. Their findings indicate that
attitudinal loyalty leads to a higher relative price for the brand, and purchase loyalty, in turn,
leads to greater market share. Chaudhuri and Holbrook (2001) also developed scale of a seven

point Likert, utilizing affective loyalty and action loyalty to measure brand loyalty.
2.4.  Personal Trait’s Effect on Brand Loyalty

The harmony between self-image and brand personality increases consumer-brand
relationship quality and brand loyalty increases via this relationship especially in high
involvement products (Park and Lee, 2005:39). Fournier (1998:343) also studied the
relational phenomena in the consumer products by means of brand on three in-depth cases and
argued the potential application of her findings on brand personality and brand loyalty
domain. Fournier (1998:343) found evidence on the validity of a relationship at the level of
consumers' previous experiences with their brands. Wu and Lin (2016:188) investigated the
effects of personality driven factors on brand loyalty with the mediating effect of
“susceptibility to personality congruence (SPC)”, among smartphone users and have found
perceived value and SPC can be considered as critical for brand loyalty. In their research
about the determinants of brand loyalty from consumer-brand identification and consumer
value perspectives upon smartphone industry, Yeh et al (2016:255) have found emotional
value having the strongest effect on brand loyalty, and this effect is increasing with age. Lin
(2010:13) has studied the connections between personal traits, brand loyalty and brand
personality, and has found openness and agreeableness personality traits have a positive effect

on both action and affective loyalty.
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Compliant personality type of Horney resembles the extraversion and agreeableness
traits, and detached type resembles to the openness to experience traits of the big five model.
Therefore, Yeh et al. (2016:255)’s findings about emotional value having the strongest effect
on brand loyalty may result as a negative effect for detached types, which are prone to put
emotional distance between themselves and others; but this may also be the opposite,
according to Lin (2010)’s findings on openness. Lin (2010) has found a positive effect of
agreeableness on brand loyalty, which makes us think that compliant consumers are more

likely to be loyal to the brand. Thus, the following hypotheses have been developed.

H1.1: For brand personality, there is a significant difference between compliant,

aggressive and detached personality types.

H1.2: For brand loyalty, there is a significant difference between compliant,

aggressive and detached personality types.
2.5. The Effect of Brand Personality on Brand Loyalty

There are studies investigating direct or mediating effects of brand personality on
brand loyalty (Kim et al. 2001; Kwong and Candinegara, 2014; Kumar et al., 2006; Teimouri
et al., 2016; Chung and Park, 2017). For example, Kim et al. (2001) has found the
attractiveness of the brand personality directly affects positive word-of- mouth reports and
then indirectly affects brand loyalty. Chung and Park (2017) investigated the influence of
brand personality on consumer loyalty and the moderating role of relative brand identification
for multiple brands in the mobile phone industry with a survey data from respondents in the
United Kingdom, France, and Germany. They found that there are positive effects of
dimensions of brand personality on consumer brand loyalty and this varies across brands in
the mobile phone category. Lin (2010) showed competence and sophistication brand
personalities have a positive effect on both affective and action loyalties, and peacefulness on
action loyalty. Park and Lee (2005) examined how the congruence between brand personality
and self-image affect brand loyalty, also investigating mediating effects of consumer-brand
relationship and consumer satisfaction. Khani et al. (2013) showed that personality traits and
adoption of brand personality improve attitude and behavioural loyalty brand and brand
equity. Teimouri et al (2016), found a significant relationship among customer loyalty and

brand personality dimensions, in their case study among Samsung Mobile Phone customers.

Turkish Journal of Marketing Vol.: 3 Issue: 2 Year: 2018



Ahmet TUZCUOGLU, Sema Nur FAYDA, Yasenkare TUNIYAZI, Ziibeyde 0z
e

The following groups of hypotheses have been developed to investigate brand
personality’s possible effects on brand loyalty among three different consumer typologies

(n=1to 5, representing the five dimensions of brand personality).

H2.n: Brand personality has a significant influence on brand loyalty. (H2.a.n

Hypotheses examined for Apple brand, H2.s.n Hypotheses examined for Samsung brand)

H3.n: For compliant consumers, brand personality has a significant influence on brand
loyalty. (H3.a.n Hypotheses examined for Apple brand, H3.s.n Hypotheses examined for

Samsung brand)

H4.n: For aggressive consumers, brand personality has a significant influence on
brand loyalty. (H4.a.n Hypotheses examined for Apple brand, H4.s.n Hypotheses examined

for Samsung brand)

H5.n: For detached consumers, brand personality has a significant influence on brand
loyalty. (H5.a.n Hypotheses examined for Apple brand, H5.s.n Hypotheses examined for
Samsung brand)

2.6. A Short View on Mobile Phone Industry

Mobile phone industry is experiencing a growth pace worldwide. In Turkey, 12,5
million smartphones sold in 2016 (GFK, 2016). According to 2016 2nd Quarter Market
Shares (IDC, 2016), Samsung and iPhone dominates the market with 77 million and 40,4
million shipment volumes respectively. These two brands represent the %34,2 of the total

market, followed by Huawei from China.

Liu and Liang (2014) studied the factors on the customers’ decision making to buy a
smartphone, especially the effects of brand, by internet survey and eye-movement data. They
observed that buying decisions are mostly based on the exterior specifications of the
smartphone, model, main display resolution, and price. But more than half of the participants
desired to view their favorite brand logo at first and then compared the specifications. They
concluded on the importance of brand loyalty on smartphone purchase decision, and amount
of sales mostly depending on brand. Moreover, Truong et al. (2017) have found that high-
technology product customers, regardless of being early or late adopter, favorably choose
existing brands (vs. new) on innovative high-technology products. Therefore, it is not

inappropriate to claim branding as a very important issue for mobile phone industry.
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Khani et al. (2013) studied the customer personality and brand personality adoption
and their effects on attitudinal and behavioral loyalty among Samsung mobile phone
customers in Tehran. They have found that the adoption of the two traits improve brand
equity and loyalty. Ekhlassi et al. (2012) also studied the cell phone market in Tehran and
questioned the relationships between gender, customer personalities, income level and brand
personality.  Their results showed that customer personalities (agreeableness,
conscientiousness and extroversion) and brand personalities (responsibility, activity and

adventurousness) are positively related.

Sata M. (2013:111) studied the underlying factors affecting the decision to purchase
mobile phone devices. He found price as the dominant factor and secondly, the features
incorporated in a mobile hand set in purchasing decisions. He found brand name and
durability of mobile phones, equally and moderately correlated with the decision; and after
sales service and social influences as the least correlated factors. Petruzzellis, (2008:610)
showed various dimensions related to consumer decision process for technological products.

Brand attitudes and consumer intention to purchase mobile phones are positively related.

Akin (2011: 199) has found competence and excitement dimensions affecting
consumers' behavioral intentions than any other factors. He concluded that competence and
excitement dimensions are better on transforming Turkish consumers' perceptions of cell
phone brand personality into buying intention than those of androgenic and traditionalist

dimensions.

Dissanayake and Amarasuriya (2015:438) evaluated the iPhone and Samsung brand
identities and indicated that they have been successfully created brand images. To earn the
brand superlative profits, iPhone takes position the in the high-end, and Galaxy range to the
masses making it a revenue driver for Samsung. In creating a niche, iPhone uses culture,
personality, self- image and reflection and Samsung uses compelling functional benefits to
link the brand to.

Nooradi and Sadeghi (2015:843) investigated the relationship of personality traits with
the market performance of Samsung mobile phones and have found a positive correlation
between brand performance and extroversion and conscientiousness traits. They also found
negative correlations between neuroticism personality, extroversion, age, openness to
experience and loyalty to Samsung brand and positive relationships between the level of

income, agreeableness and loyalty.
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3. METHODOLOGY
3.1.  Aim of the Study

This research aims to study the relationships between a person’s interpersonal

orientations, his/her perception of brand personality and brand loyalty.

Inspired by the studies and hypotheses mentioned in the literature review, conceptual
model of this study has built as shown in figure 1.

Figure 1: Conceptual Model of the Study
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3.2. Measurement of Constructs

The survey was conducted by two questionnaires (for Samsung and Apple), which are
composed of three well-known scales. Cohen’s CAD scale (Cohen, 1967) has been used to
measure personality traits, Aaker’s Brand personality scale (1997) has been used to measure
brand personality and brand loyalty has been measured via the scale developed by Chaudhuri
and Holbrook (2001). Brands were chosen according to their positions of being the first
(Samsung 22,4%) and second (Apple 11,8%) in 2016 2nd Quarter Market Shares (IDC,
2016).

The Compliant, Aggressive and Detached (CAD) personal orientations are proposed
by Karen Horney (1945) to classify personality traits. These orientations are measured via a
35-item, 6 point Likert-type instrument developed by Cohen (1967). This study refers to this
scale to group survey respondents to investigate a possible difference in the relationship
between brand loyalty and brand personality among these orientations. A modification has
been made by using 5-point, to provide a consistency between the three scales.

There are five dimensions in Aaker’s brand personality model: “Sincerity,
Excitement, Competence, Sophistication and Ruggedness”. It is a 42-item, 5 point Likert-type
instrument to measure brand personality and a vast majority of the brand personality studies

verify Aaker’s scale. Therefore, it is preferred to measure brand personality in this study.
Chaudhuri and Holbrook (2001) investigated three dimensions to measure brand

loyalty: brand trust (4-item), brand affect (3-item) and purchase loyalty (4-item). Chaudhuri
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and Holbrook (2001) also developed a scale of a seven-point Likert, utilizing affective loyalty
and action loyalty to measure brand loyalty. This scale is used in this study to measure brand

loyalty with a modification of using 5 points for consistency.

Two questionnaires (Apple-Samsung) composed of nine parts were used to collect
data. The scales were translated into Turkish by the researchers and checked by their associate
professor in Marketing, for errors. The first two questions consisted of a nominal scale to find
out whether the respondent uses the telephone or any other products of the brands, and the
demographic questions (last four) were gender, age, education and monthly income. Total
number of the items in the survey was 94 (2+35+42+11+4), and there were no negative

statements that required any reverse coding.
3.3.  Sample and Data Collection

Data has been collected by these questionnaires that have been distributed via internet
and hardcopy drop-off (in Istanbul and ocaeli) between 21st November and 8th December
2017. Because of the limitations on cost, convenience sampling method was used. A total of
394 responds has been collected (web: 219, hardcopy: 175). SPSS 25.0 program is used for

analyses based on a confidence interval of 95%.
3.4. Findings

The research process consisted of three steps: determining respondent profiles,
checking for reliability and validity, and analyzing the data for descriptive statistics,

exploratory factor, variances and regression.
3.4.1. Respondent Profile

The total sample consists mainly of females (60,7%), with ages between 18-31
(67,2%) who are graduates and undergraduates (68,6%), with an income level above 3000 TL
(39,6%), as may be seen from Table 1. The demographic profiles for each brand (Apple and

Samsung) are also presented in Table 1.

Table 1: Respondent Profile

Total Apple Samsung
Demographic (N=394) (N:257) (N:137)
Characteristics Freq. | Valid% | Freq. | Valid% |[Freq. | Valid%
Gender
Female 239 60,7 164 63,8 75 54,7
Male 150 38,1 88 34,2 62 45,3
Empty 5 1,2 5 2 0 0
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Age
1-17 14 3,6 6 2,3 8 59
18-24 176 44,8 127 49,4 49 36,0
25-31 88 22,4 55 21,4 33 24,3
32-44 80 20,4 53 20,6 27 19,9
45+ 24 6,1 5 1,9 19 14,0
Empty 12 3,0 11 4,3 1 0,8
Education Level
Primary School 14 3,6 5 1,9 9 6,6
High School 101 25,6 65 25,3 36 26,3
Undergrad. 172 43,7 125 48,6 47 34,3
Grad./PHD 98 24,9 55 21,4 43 314
Empty 9 2,3 7 2,7 2 1,5
Income (TL)
Below 500 71 18,0 46 17,9 25 18,2
501-1000 47 11,9 34 13,2 13 9,5
1001-2000 52 13,2 38 14,8 14 10,2
2001-3000 46 11,7 26 10,1 20 14,6
3001-4000 40 10,2 25 9,7 15 10,9
4001 + 116 29,4 72 28,0 44 32,1
Empty 22 5,6 16 6,2 6 4.4

* Min age: 10, Max Age: 71; 11 empty.

3.4.2. Descriptive Statistics

The descriptive statistics (mean scores and standard deviations) for the 42-item brand

personality scale were examined (Appendix 1).

Technical (Mean=4,00, std.=1,222) and corporate (Mean=3,92, std.=1,193) brand
personality adjectives have the highest mean values for the total sample. When brands are
analyzed separately, it may be seen that for Apple, the brand personality adjectives with the
highest mean values are also technical (Mean= 4,12, std.=1,191) and corporate (Mean=4,07,
std.=1,198); and for Samsung, they are technical (Mean=3,78, std.=1,252) and up-to-date
(Mean=3,75, std.=1,103).

3.4.3. Reliability Analysis

To test the reliability for the three scales, Cronbach’s Alpha values were calculated
separately. This value for 35-item CAD scale was 0,801; for 42-item brand personality scale it
was 0,971 and for 11-item brand loyalty scale, it was 0,961. Nunnaly and Bernstein (1994)
recommended a cutoff point of 0,70 for internal consistency estimates. As the Cronbach’s
Alphas of all three scales are above this threshold, so it can be concluded that all of them are
reliable. For the 42-item brand personality scale, factor analysis was conducted and resulted
in a total of five factors after varimax with Kaiser normalization rotation. Sampling adequacy
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was suitable for conducting Exploratory Factor Analysis, according to the Kaiser-Meyer
Olkin (KMO) results (KM0=0,969 ¥2=12653,57, df=861; p=0.000).

3.4.4. Exploratory Factor Analysis (EFA) for Brand Personality Scale

The final five-factor structure consisted of 42 items with total variance extraction of
63,881%. The factors were labeled as F1: Sophistication, F2: Sincerity, F3: Excitement, F4:
Competence, F5: Androgen. Factor loadings and their corresponding factors for the items are
presented in Appendix 1. The mean values and standard deviations of the five dimensions of
brand personality and brand loyalty were analyzed for total data and for each personality type
(Table 2).

Table 2: Mean Scores and Differences for the Three Personality Types

One - Way
Total Compliant Aggressive Detached ANOVA
Mean Std. Dev. | Mean | Std. Dev. | Mean | Std. Dev. | Mean | Std. Dev. F value
Sophistication | 3,74 0,978 3,76 | 0,897 3,63 1,089 |3,71 |1,187 0,32
Sincerity 3,42 1,026 3,49 0,945 3,25 1,050 |3,24 |1,251 2,416
Excitement 3,37 0,957 3,42 10,892 3,21 0,960 |3,28 |1,157 1,166
Competence 3,38 0,998 3,46 0,943 3,09 1,042 |3,24 |1,134 3,184*
Androgen 2,48 0,841 2,54 10,784 2,43 1,083 |231 0,899 2,369
Brand Loyalty | 3 45 1,140 3,55 |1,019 3,07 1,407  |3.27 |1,353 4,059*

*p<0,05

The major brand personality characteristic identified by all personality types is
sophistication, according to the mean scores (F1). There existed some differences in the
dimensions with second highest mean scores for each personality type. For compliant types
and aggressive types, the next brand personality characteristic is sincerity (F2); and for
detached types, it is excitement (F3). In order to test whether there is a statistically significant
difference between the three types of personality by means of brand personality, One-Way
ANOVA was conducted. Except for one dimension, (F4: Competence; p=0,043), there are no
statistically significant differences for four dimensions of brand personality and p-value for
competence is near to the border of the rejection region. It is hard to conclude to reject the

null hypothesis, thus, H1.1 is rejected.

The highest mean for brand loyalty is in compliant type and this difference between
the CAD groups is statistically significant according to the one-way ANOVA results. Thus,
H1.2 is accepted.
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3.4.5. The Effects of Brand Personality Dimensions on Brand Loyalty

To investigate the possible effects of brand personality on brand loyalty, regression
analyses were conducted first on all data and then by splitting the data according to
personality types. The results are given in Table 3 (All data) and Table 4 (Data splitted
according to CAD).

Table 3: Results of Multiple Regression Analysis (Total, Dependent Variable: Overall

Loyalty Score)

Total Apple | Samsung

Beta (B) | Beta (B)| Beta (f)
(Constant) 0,454*  0,509% 0,504
Sophistication 0,229%* 0,119 0,301*
Sincerity 0,283%  0,275% 0,368*
Excitement 0,016 0,177 -0,341*
Competence 0,343% 0,361 0,338*
Androgen -0,019] -0,061 0,139
Adjusted R? 0,452 0,465 0,438

*p<0,05

Table 4: Results of Multiple Regression Analysis (Splitted: C-Compliant, A-Aggressive, D-

Total Apple Samsung
Cc A D C A D C A D
Beta (B) [Beta (§) | Beta (§) | Beta (B) | Beta (p) | Beta (B) | Beta (§) | Beta (B) | Beta (B)

(Constant) 0,424 0,316 | 0,569 0,505 0,722 0,396 0,543 -0,435 | 1,657*
Sophistication| 0,213* 0,238 | 0,228 0,075 -0,053 | 0,285 0,362* 0,565 -0,188
Sincerity 0,250* 0,479 | 0,302 0,357* | 0,236 0,124 0,149 0,570 0,495*
Excitement | 0,168 -0,694* | -0,039 0,334* |-0,461 |0,013 -0,305 -0,451 0,169
Competence | 0,216* 0,758* |0,413* 0,161 1,163* | 0,480 0,333* 0,291 0,241
Androgen 0,050 0,089 | -0,146 -0,023 |-0,115 |-0,058 | 0,308* 0,021 -0,409
Adjusted R* | 0,465 0,507 | 0,404 0,510 0,436 0,418 0,470 0,593 0,360

Detached; Dependent Variable: Overall Loyalty Score)
*p<0,05
As it can be seen in Table 3, sincerity and competence dimensions of brand
personality have a significant effect on loyalty for both brands in concern. Moreover,
sophistication dimension has a significant positive effect on loyalty for Samsung. A
significant negative effect of excitement dimension on loyalty is observed for Samsung. Thus,
hypotheses H2.1, H2.2, H2.4, H2.a.2, H2.a.4, H2.5.1, H2.5.2, H2.5.3, H2.5.4 are accepted.

Regression analyses were repeated by splitting the data into the CAD personality types
(Table 4). Analyzed by all data (both Apple and Samsung), according to compliant
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consumers; sophistication, sincerity and competence dimensions of brand personality have
significant positive effects on brand loyalty. According to aggressive consumers; competence
has significant positive and excitement has negative effects on brand loyalty. According to
detached consumers; competence has a significant positive effect on brand loyalty. Thus,
hypotheses H3.1, H3.2, H3.4, H4.3, H4.4 and H5.4 are accepted.

When phone brands were analyzed separately, among compliant consumers;
sophistication, competence and androgen dimensions of brand personality have significant
positive effects on brand loyalty for Samsung brand, and sincerity and excitement dimensions
have significant positive effects on brand loyalty for Apple brand. According to aggressive
consumers, competence dimension of brand personality has a significant and strong positive
effect on brand loyalty for Apple brand. And for detached consumers; sincerity has a
significant positive effect on brand loyalty for Samsung brand. Thus, hypotheses H3.a.2,
H3.a.3, H3.s.1, H3.s.4, H3.5.5, H4.a.4, H5.5.2 are accepted.

4. DISCUSSION

This study investigated the relations between brand loyalty and brand personality
among personality traits for Apple and Samsung phone users. The aim of the study was to
find out if there existed any correlations between the brand personality and brand loyalty, and
whether if these correlations vary according to the personality traits of Apple and Samsung

consumers.

The demographic characteristics of the sample, consists mainly of females (60,7%),
with ages between 18-31 (67,2%) who are graduates and undergraduates (68,6%), with an
income level above 3000 TL (39,6%) and 65% of the respondents are iPhone users.
Personality and individual differences of iPhone and Android users have been investigated in
a recent study from UK (Shaw et al., 2016:727). Researchers have found that iPhone owners
are more likely to be young, female and view their phones as a status object. Since the
majority of the respondents in this study were iPhone users, demographic characteristics are
in accordance with these findings of being female and young.

The three scales were subjected to reliability analysis and all Cronbach’s Alphas were
above the threshold of 0,7 (Nunnaly and Bernstein, 1994). The brand personality scale
(Aaker, 1997) was subjected to exploratory factor analysis for dimensionality. For the
smartphones, the brand personality dimensions were found to be sophistication, sincerity,

excitement, competence and androgen. This dimensional structure is in accordance with
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Aaker (1997) partially. The items in sophistication are glamorous, good looking, charming,
corporate, upper class, cool, confident, western, leader, trendy, successful, contemporary, up-
to-date, technical, intelligent, original, young, imaginative, unique, independent and Aaker
(1997)’s items for sophistication were glamorous, upper class, charming, good looking,
smooth, feminine. Four of the items are similar with the original scale and there are seven
adjectives from excitement, five from competence, one from sincerity and one from

ruggedness.

The items in sincerity are honest, sincere, real, down-to-earth, wholesome, family
oriented and in the original scale they were family oriented, down-to-earth, honest, small-
town, sincere, wholesome, real, cheerful, original, friendly and sentimental for sincerity

dimension. All of the six items are in accordance with the original scale’s sincerity dimension.

The items for excitement are friendly, exciting, spirited, sentimental, daring, cheerful,
outdoorsy and that of Aaker’s were trendy, daring, spirited, exciting, young, cool, unique,
imaginative, independent, up-to-date and contemporary. There are three items in common
with excitement, three items in common with sincerity and one item in common with

ruggedness dimensions of the original scale.

The items in competence are tough, rugged, reliable, smooth, secure, hard working
and in the original scale these were reliable, secure, hard working, technical, intelligent,
corporate, leader, confident and successful. Three items are in common with the competence

dimension of Aaker’s, two items with ruggedness and one with sophistication.

The items in androgen are masculine, small-town and feminine. The fifth dimension in
Aaker (1997) was ruggedness, with items outdoorsy, masculine, western, tough and rugged.
The term androgen is preferred mainly because of the adjectives masculine and feminine
being together. Androgen refers to a concept that is used when it is not possible to define a
brand as masculine or feminine (Aksoy ve Ozsomer, 2007: 5). This finding represented an
example of the criticism, done by Geuens (2009) to Aaker (1997) scale, which is caused by
the characteristics like age, gender, and category confusion.

The major brand personality characteristic identified by all personality types is
sophistication, according to the mean scores (F1). The brand personality adjectives with the
highest mean values are technical, corporate and up-to-date. These adjectives belong to
competence and excitement dimensions in the original scale. There is no statistically

significant difference observed in brand personality perceptions between the three types of
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personality. This finding is not in accordance with the findings of Lin (2010) about the
positive relationships between consumer personality traits and brand personalities.

A statistically significant difference was found for brand loyalty between the CAD
groups (the highest mean for brand loyalty in compliant type). This finding is compatible with
the findings of Aydin et al. (2014:680) and Lin (2010).

Sincerity and competence dimensions of brand personality have a significant effect on
loyalty for both brands in concern and this finding is in accordance with Chung and Park
(2017)’s results on competence’s influence on brand loyalty and also in accordance with Akin
(2011:199) and Fettahlioglu (2015:219). We found a significant positive effect of
sophistication dimension on loyalty and a significant negative effect of excitement dimension
on loyalty for Samsung. This finding is in accordance with Chung and Park (2017) for
sophistication and is opposite for the excitement dimension (they found a significant positive

effect for Samsung and insignificant negative beta values for Apple).

Among compliant consumers; sophistication, competence and androgen dimensions of
brand personality have significant positive effects on brand loyalty for Samsung brand. This is
in accordance with the findings of Ekhlassi et al. (2012) on Samsung, which showed the
positive relations between personalities (extroversion, conscientiousness and agreeableness)
and brand personalities (adventurousness, activity and responsibility). It is also in accordance
with the results of Nooradi and Sadeghi (2015:843), who found a positive relationship

between agreeableness and loyalty to Samsung brand.

Sincerity and excitement dimensions have significant positive effects on brand loyalty
for Apple brand. According to aggressive consumers, competence dimension of brand
personality has a significant and strong positive effect on brand loyalty for Apple brand.

For detached consumers; sincerity has a significant positive effect on brand loyalty for
Samsung brand. This finding is not in accordance with eimouri et al. (2016)’s finding on the
relationship between sincere brand personality and extrovert and congruent personalities for

Samsung.
5. CONCLUSION AND MANAGERIAL IMPLICATIONS

Consumers favorably choose existing brands on innovative high-tech products
(Truong et al., 2017), therefore, brand loyalty has an important role on smartphone purchase
decision (Liu and Liang, 2014), and brand personality perceptions affect brand loyalty. Brand

loyalties mean score is higher for compliant personality type. Samsung may get an edge over
C -~ ]
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compliant persons by positioning the brand personality as sophisticated, competent and
androgen (these dimensions positively affect brand loyalty for compliant consumers of
Samsung), which would be compatible with the strategy of Samsung to link the brand to

compelling functional benefits (Dissanyake and Amasuriya, 2015:438).

Sincerity and competence dimensions of brand personality have a significant effect on
loyalty for both brands, excitement dimension has positive effects for Apple and negative
effects for Samsung (probably because of the “young” character of iPhone users and “old”
character of Samsung users, as found in the study of Shaw et al. (2016:727)). Apple may get
an edge over aggressive persons by positioning the brand personality as competent, exciting
and sincere (these dimensions positively affect brand loyalty for Apple consumers), which
would be compatible with the strategy of Apple in creating a niche by positioning in the high-
end (Dissanyake and Amasuriya, 2015:438).

6. RESEARCH LIMITATIONS

This study has its limitations. Convenience sampling is used in this study as sampling
method, so the results are valid for this sample and cannot be generalized to the whole
population. Besides, only two brands were analyzed and respondents are recruited mainly in
Istanbul and ocaeli. Studies on different, preferably random samples and using higher number
of smartphone brands is encouraged for further research. It is also possible to design further

studies using different scales for personality traits.
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Appendix 1: Mean Values, Standart Deviations, Factor Dimensions and Loadings

Branq Total Apple Samsung Fgctor .
Personality Dimension/
Scale Items (N=394) (N:257) (N:137) Loading

Mean Std. Dev | Mean Std. Dev | Mean Std. Dev
Down-To- Barth | 3 3455 1,29891 | 33619 | 1,34824 | 33139 | 1,20509 | F2/0,696
Family Oriented | 31751 | 134497 | 31829 | 140090 | 3,606 | 1,23808 | F2/0,569
Small-Town 1,9137 1,16901 | 1,7004 | 1,03064 | 23139 | 1,30470 | F5/0,542
Honest 3,2716 1,28005 | 3,2296 | 1234259 | 33504 | 1,15422 | F2/0,769
Sincere 3,3680 126776 | 3,3230 | 1529330 | 34526 | 1,21855 | F2/0,759
Real 3,5787 1,29793 | 35642 | 1235091 | 36058 | 1,19655 | F2/0,739
Wholesome 3,7893 1,22891 | 38521 | 1723488 | 36715 | 121334 | F2/0,644
Original 3,8376 127772 | 40389 | 127416 | 34599 | 1,20058 | F1/0,608
Cheerful 3,5406 1,19568 | 13,5875 | 121880 | 34526 | 1,15026 | F3/0,548
Sentimental 2,9848 124372 | 29494 | 1726914 | 30511 | 1,19633 | F3/0,598
Friendly 3,4569 1,20407 | 34630 | 1722139 | 34453 | 1,17523 | F3/0,648
Daring 3,3680 1,32277 | 34747 | 133768 | 31679 | 127515 | F3/0,575
Trendy 3,7157 1,30390 | 13,8988 | 1,27685 | 33723 | 1,28914 | F1/0,672
Exciting 3,4873 1,19204 | 35486 | 1721134 | 33723 | 1,15049 | F3/0,643
Spirited 3,3376 1,20443 | 33891 | 1722009 | 32409 | 1,17276 | F3/0,619
Cool 3,7640 1,31060 | 40389 | 123049 | 32482 | 1,30486 | F1/0,723
Young 3,8426 1,24202 | 39728 | 1,22922 | 35985 | 1,23348 | F1/0,585
Imaginative 3,8173 1,24058 | 3,8677 | 1725234 | 37226 | 1,21710 | F1/0,578
Unique 3,0990 1,40983 | 3,2646 | 142523 | 27883 | 1,33080 | F1/0,488
Up-To-Date 3,8731 1,17832 | 39377 | 121354 | 37518 | 1,10334 | F1/0,633
Independent 3,5838 1,27786 | 3,6537 | 1232018 | 34526 | 1,18800 | F1/0,482
Contemporary 3,8477 1,19888 | 39844 | 117583 | 35912 | 1,20388 | F1/0,658
Reliable 3,4594 1,36649 | 35331 | 141417 | 33212 | 1,26569 | F3/0,633
Hard Working 3,7183 1,18015 | 37665 | 1720220 | 36277 | 1,16321 | F4/0,461
Secure 3,4975 1,33889 | 13,6109 | 1,37655 | 32847 | 124232 | F4/0521
Intelligent 3,8401 121161 | 39844 | 121182 | 35693 | 1,16818 | F1/0,622
Technical 4,0025 122214 | 41206 | 1119121 | 37810 | 1,25273 | F1/0,623
Corporate 3,9188 1,19307 4,0739 1,19830 3,6277 1,13116 F1/0,740
Successful 3,9162 1,18969 | 4,0506 | 1,16650 | 36642 | 1,19606 | F1/0,667
Leader 3,6980 1,33942 | 39183 | 132477 | 32847 | 127157 | F1/0,687
Confident 3,7614 1,30137 | 3,9689 | 1,30467 | 33723 | 120664 | F1/0,711
Upper Class 3,3832 1,34706 | 13,6226 | 1,34686 | 2,9343 | 1,23195 | F1/0,730
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Branq Total Apple Samsung Fgctor .
Personality Dimension/
Scale Items (N=394) (N:257) (N:137) Loading

Mean Std. Dev | Mean Std. Dev | Mean Std. Dev
Glamorous 3,6853 1,20746 3,7821 1,24027 3,5036 1,12540 F1/0,790
Good Looking 3,8426 1,18326 3,9494 1,21247 3,6423 1,10305 F1/0,748
Charming 3,7766 1,16822 3,9533 1,15149 3,4453 1,13059 F1/0,741
Feminine 2,7538 1,25716 2,7821 1,28056 2,7007 1,21489 F5/0,525
Smooth 3,0228 1,34863 3,1245 1,33466 2,8321 1,35890 F4/0,576
Outdoorsy 3,4162 1,26987 3,4591 1,30177 3,3358 1,20829 F3/0,499
Masculine 2,7741 1,20948 2,8016 1,23567 2,71226 1,16145 F5/0,563
Western 3,5482 1,33039 3,7315 1,32358 3,2044 1,27843 F1/0,706
Tough 3,4391 1,31447 3,5058 1,33499 3,3139 1,27043 F4/0,668
Rugged 3,1294 1,24422 3,1868 1,27634 3,0219 1,17865 F4/0,653
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Giiniimiiz dijital diinyasinda web siteler, tiiketiciler i¢in hayatin bir saglayicisi firmalar igin
yapilan islerin oziidiirler. Kaliteli web sitesi iceriklerinin, cevrimici alisveris tercihleri ve diger
taraftan yapilan islerin basarisina énemli etkileri olmaktadir. Bu cergevede bu ¢alismada web sitesi
iceriginin e-perakendeciligin kullanici kabuliine etkisi arastirilmaktadwr. Arastirma sonunda, web
JEL Kodlari:  sitesi icerigi unsurlarindan duygusal ¢ekiciligin ve amaca uygun bilginin web sitesi kullanimina
M3, M31 yonelik tutum tizerinde olumlu anlaml etkisinin olduguna ancak gorsel g¢ekiciligin etkisinin
olmadigina diger taraftan, kullanima yénelik tutumun web sitesi kullanimi icin davramgsal niyet
tizerinde olumlu anlamli etkisinin olduguna isaret eden sonuglara ulasimistir. Dolayiswyla, kaliteli
web sitesi igeriklerinin tasariminda duygusal ¢ekicilik ve amaca uygun bilgi, uygulamacilar igin
onemli web sitesi i¢erigi unsurlaridir.

Anahtar Web Sitesi fg’erigi, E-Perakendecilik, Kullanici Kabulii
Kelimeler

THE EFFECT OF WEB SITE CONTENT ON USER ACCEPTANCE OF
E-RETAIL

In today's digital world, web sites are the essence of what is done for companies that are
providers of life for consumers. Quality website content is important for the success of online
shopping preferences and other business. In this framework, this study investigates the effect of
website content on user acceptance of e-retailing. At the end of the study, the emotional appeal of
JEL Codes:  the content elements of the website and the informational fit-to-task on the attitude towards the use
M3, M31 of the web site were positively influenced but the visual appeal was not influenced and the other side
got the results indicating that the positively meaningful effect on the behavioral intention to use the
attitude web site. Therefore, emotional appeal and informational fit-to-task in the design of high
quality website content are important website content elements for practitioners.
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1. GIRIS

E-perakendecilik, iiriin ve hizmetler sunan internet tabanli perakendecilerin miisterileri
ile iletisime girdigi ve miisterilerin yer, zaman ve mekandan bagimsiz bu perakendecilerin sanal
magazalarindan ya da web sitelerinden aligveris yaptiklari is modelidir. Cevrimici alisveris i¢in,
web sitesi kullanilmak zorunda kalindiginda, alternatifler arasinda se¢im yapilabilecek pek cok
web sitesi mevcuttur. Bu sebeple bu web siteler arasinda rekabet siddetli olabilmektedir
(Stojmenovic vd., 2018). Dolayisiyla bu siddetli rekabet ortaminda kullaniciyr web sitesini
kullanmaya tesvik edecek, bu web sitesinin kullanilmasina yonelik kullanicinin tutumunu
olumlu yonde etkileyecek ve kullanicinin bu tutumunu davranigsal niyetle sonuglandiracak web
sitesi tasarlanmalidir. Ancak sadece bir web sitesi tasarimi i¢in bile, ne kadar iyi yapildiginin
ve insanlarin bu web sitesi hakkinda ne diisiindiiklerini etkileyen pek ¢ok unsur oldugu
(Stojmenovic vd., 2018) ileri siiriilmektedir. Nitekim, 1smarlama bilginin, amaca uygun
bilginin, glivenin ve tepki siiresinin kullanish diger bir ifadeyle fayda boyutunda; anlama
kolayliginin ve sezgisel islemlerin kullanim kolayligi boyutunda; gorsel ¢ekiciligin, duygusal
cekiciligin ve inovasyonun eglendiricilik boyutunda; tutarli imajin, ¢evrimici biitlinliigiin ve
goreceli avantajin tamamlayici iligki boyutunda web sitesi kalite unsurlarindan olduklar

(Loiacono vd., 2007) goriilebilmektedir.

Bununla birlikte, sistem, bilgi ve hizmet kalite unsuruna gore kategorize edilen web
kalitesinin, algilanan kullanim kolayligi, eglendiricilik ve kullaniglilik izerinde 6nemli bir
etkiye sahip oldugu ve sonug olarak bu unsurlarin web sitesinin e-perakendecilik baglaminda
kullanilmasini tesvik ettigi ve aynit zamanda eglendiriciligin, bir siteyi kullanmanin kullanict
tutumunu ve davranigsal niyetini artirmada énemli bir rol oynadig1 (Ahn vd., 2007) ve ote
yandan bir web sitesi ana sayfasinin bile, sitenin daha fazlasin1 gérmesi i¢in kullaniciy1 tesvik
ettigi, kullanicinin ilgi hissine ve baslangic memnuniyetine etki ettigi (Phillips ve Chaparro,

2009) goriilmektedir.

Nihayetinde bu ¢alismada web sitesinin e-perakendeciligin kullanic1 kabuliine olan
etkisi arastirilmaktadir. Bunun yani sira bu ¢alismanin arastirma modelinde incelenen web sitesi
icerik unsurlarindan gorsel ¢ekiciligin, duygusal ¢ekiciligin ve amaca uygun bilginin web sitesi
kullanimina yonelik tutuma olan etki yonlerinin ve tutumla ilgili bu etki yonlerinin davranigsal
niyet kullanima olan etki yOniiniin bilinmesinin ilgili literatiire ve uygulamadaki e-

perakendecilige katki yapacag: beklenilmektedir.
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2. LITERATUR INCELEMESI

Davis vd.’ne (1989) gore, bilgi sistem arastirmacilari, kullanici davraniglarinin
belirleyicileri ilizerinde arastirma yapmak igin potansiyel bir teorik temel olarak sosyal
psikolojiden niyet modelleri onermislerdir (Bakiniz, Swanson, 1982; Christie, 1981). Bu
cergevede bu calismanin konusu Nedenli Eylem Teorisi, Planli Davranig Teorisi ve Teknoloji
Kabul Modeli seklinde teorik modellere ve konu ile ilgili uygulamadaki caligmalara

dayandirilmistir.

Fishbein (1967) tarafindan, tutum, niyet ve davramis arasindaki iliskileri agiklayan
Nedenli Eylem Teorisi gelistirilmistir. Cok genel anlamda, hemen hemen her insanin
davranigini agiklamak icin tasarlanmis olan (Ajzen ve Fishbein, 1980) bu teori, ¢cok cesitli
alanlarda davraniglar1 tahmin etme ve agiklamada basarili oldugu kanitlanmis, 6zellikle iyi

arastirilmis bir niyet modelidir (Davis vd., 1989).

Fisbein ve Ajzen (1975) tarafindan, davranissal niyetin, bireyin davraniginin hemen
oncesi oldugunu (Yousafzai vd., 2010), tutumun, kullanicilarin ger¢ek davranislarini ve onlarin
davranigsal niyetlerini etkiledigini (Lu vd., 2009) belirten ve insan davranislarini agiklamak ve
tahmin etmek amaciyla temelleri Nedenli Eylem Teorisi’ne dayanan Planli Davranis Teorisi
gelistirilmistir. Bu teori, bilingli olarak amaglanan davranislarin belirleyicileriyle ilgilenen
sosyal psikolojiden ¢ok c¢alisilan bir modeldir (Davis vd., 1989; Ajzen ve Fishbein, 1980;
Fishbein ve Ajzen 1975).

Davis (1986) tarafindan, ozellikle bilgisayar kullanim davranisini agiklamak igin
kullanilan Nedenli Eylem Teorisi, Teknoloji Kabul Modeli’ne uyarlanmistir (Davis vd., 1989).
Ik olarak Davis (1986) tarafindan kullanilan bilgisayar kullaniminin agiklanmasi igin
tasarlanan ve daha Once yapilan mevcut aragtirmalarla 1yi niyetli ve saglam bir model oldugu
goriilen (Lu vd., 2009) bu model, algilanan kullanighilik ve algilanan kullanim kolaylig: ile
kullanicilarin tutumlari, niyetleri ve gercek bilgisayar benimseme davranigi seklinde iki temel
inang¢ arasindaki nedensel baglar1 belirlemek i¢in Nedenli Eylem Teorisi’ni teorik bir temel
olarak kullanmaktadir (Davis vd., 1989). Bunun yani sira, bu modele gore kullanicinin bir web
sitesi hakkindaki algisi, web sitesinin kullanilmasi durumunda ortaya ¢ikan 6znel siibjektif
olasilig1 ile ilgili inanglarla, web sitesi hakkinda olumlu ve olumsuz duygular ile ilgili tutum

ve web sitesini kullanma istegi ile ilgili niyetler ile tanimlanmaktadir (Lin ve Lu, 2000).
Bunun 6tesinde, uygulamadaki mevcut galismalarda web sitesi tasariminin ¢evrimigi
perakendecilerle miisteri iizerinde ¢ok giiclii bir etkisi oldugu goriilmektedir (Lin, 2007).
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Dahas1 bir web sitesi tasariminin olumlu estetik unsurlar1 ve web sitesinin kullanim kolaylig1
ila bir web sitesi yararlilig, siteyi baskalarina tavsiye etme niyeti ve satin alma niyeti arasinda
gicli olumlu iligkileri olmaktadir (Foukis, 2015). Bunun yami sira, web sitesi kalite
unsurlarindan algilanan bilgi kalitesi, algilanan degeri, sadakat niyetlerini ve perakende web
sitelerine yonelik sadakat hedeflerini bununla beraber eglendiricilik ve giiven, algilanan degeri
etkilemektedir (Kim ve Niehm, 2009). Nihayetinde, miisteri memnuniyetine ve satin alma
niyetine etki ettigi (Hsu vd., 2012) goriilen bir web sitesi kalitesinin, miisteri memnuniyetinin

aracilik ettigi kullanim amaci tizerinde dolayl bir etkisi goriilmektedir (Xu, 2017).

Son olarak, web sitesi igerigi, e-pazarlama iizerinde 6nemli etkiye sahip oldugundan
hizmetlerini veya lirlinlerini rekabetgi ve sinirli bir pazarda tanitarak karlarin1 maksimize etmek
isteyen sirketler igin en 6nemli konulardan biri olmaktadir (Rahimnia ve Hassanzadeh, 2013).
Dolayisiyla web sitesi igerigi araciligiyla sirketler, izleyiciler ile ayricalikli bir iligki gelistirmek
ve bilgilendirmek i¢in onlar1 etkilemeleri ya da cezbetmeleri gerekmektedir (Baltes, 2015).
Nihayetinde, 6nemli bir konu olan web sitesi ziyaret sikli§1 ve ziyaret basina web sitesinde
gegirilen siire, marka giliveni ve dolayisiyla marka sadakati ve agizdan agiza iletisim iizerinde

olumlu yonde etkiledigi goriilmektedir (Ellonen vd., 2010).
3. KAVRAMSAL CERCEVE VE HIiPOTEZ GELISTIRME

Web sitesi igeriginin eglendirecelik boyutlarindan gorsel estetife yonelik gorsel
cekicilik unsuru ve estetik duygularin eglendiriciligine yonelik duygusal cekicilik unsuru ve
diger taraftan web sitesi igeriliginin kullanigli ya da fayda boyutlarindan web sitesi bilgi
gereksinimine yonelik amaca uygun bilgi unsuru (Loiacono vd., 2007) calisma modelimizin ilk
lic degiskenini olustururken, web sitesi icerigi unsurlarinin tutum {izerinde ve tutumunda
davranigsal niyet {izerinde etkisini oldugunu varsaydigimizdan kullanima yonelik tutum ve
davranigsal niyet kullanma (Ahn vd., 2007) calisma modelimizin diger iki degiskenini
olusturmaktadir. Nihayetinde, calisma modelinde yer alan web sitesi icerik kalite unsurlarindan
gorsel cekicilige, duygusal ¢ekicilige ve amaca uygun bilgiye ve diger taraftan kullanima
yonelik tutuma ve davranigsal niyet kullanmaya agiklik getirilirken bu cercevede c¢alisma

hipotezleri gelistirilmistir.
3.1. Gorsel Cekicilik

Gorsel cekicilik web sitesi estetikligidir ve dolayisiyla tiiketicinin goziine hos gelen
renkler, grafikler ve metinler web sitesinde kullanilmalidir ve aym1 zamanda web sitesi

estetikligini olumsuz etkileyecek daginik sayfalar dnlenmelidir (Loiacono vd., 2007). Ciinkdi,
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algilanan gorsel ¢ekiciligi tahmin etmek i¢cin web sitesinin gorsel ¢ekiciliginin ana etkenleri
olarak gorsel karmasiklik ve renklilik olarak iki faktor oldugu (Reinecke vd., 2013)

belirtilmektedir.

Genigletilmis gorsel iyilestirmelerle kitle iletisim cihazlarina genis erisim, tiim medya
kanallarinda herhangi bir yayimnci i¢in web sitesi gorsel icerigi, onemli bir ilgi noktasi
oldugundan ve insan dogas1 ile giiglii iliskisi nedeniyle herhangi bir pazarlama stratejisinde
odak noktasi olmalidir (Manic, 2015). Ciinkii, kullanicilar i¢in ¢ok 6nemli olan web sitesi
goriiniim  boyutlari, kullanim davramiglart ile iliskili oldugu (Al-Qeisi vd., 2014)
belirtilmektedir.

Diger taraftan, web sitesinin gorsel cekiciligi daha ilk izlenimlerde, kullaniciy1
etkilemektedir (Phillips ve Chaparro, 2009). Ayrica, bir web sitesinin ¢ekiciligi ile ilgili olarak
ilk kez gérmeye basladiklar1 bir saniye i¢inde kalic1 kararlar alan kullanicilar bu ilk izlenimleri,
daha sonra bir sitenin kullanilabilirligi ve giivenilirligi hakkinda fikirleri etkileyecek kadar

etkili olmaktadir (Reinecke vd., 2013).

Bununla beraber, renklerin, kullanicilarin web sitesi ile etkilesimde ya da izlenimde
bulunmalarinda belirleyici bir faktorii olduklarindan (Bonnardel vd., 2011) bu noktada web
tasarimcilarinin, igerik alani i¢in uygun doygunluk diizeyini igeren resimlerle birlikte renkleri

de se¢meyi dikkatlice diisiinmeleri gerekmektedir (Skulmowski vd., 2016).

Mevcut ¢aligmada (Van der Heijden, 2003), algilanan gorsel ¢ekiciligin, algilanan
yararliligi, algilanan kullanim kolayligimi ve algilanan hazzi olumlu yonde etkiledigi
gorildiiglinden web sitesi igeriginin gorselliginden hoslandigini, web sitesi iceriginin gorsel
olarak hos bir tasarim sergiledigini ve web sitesi iceriginin diizenlemesinin ilgilerini ¢ektigini
belirten kullanicilarin web sitesi kullanimina yonelik olumlu bir tutum icinde olduklarim

ongordiigimiizden Hia hipotezini gelistirdik:
Hia: Gorsel cekicilik, web sitesi kullanimina yonelik tutumu olumlu yonde etkiler.
3.2. Duygusal Cekicilik

Scherer’e (2005) gore duygu kavrami terimi, ¢ok sik kullanilsa da farkli bireylerden,
bilim adamlarindan veya bu kavrama muhtag olanlardan gelen tepki duygu kavrami i¢in nadiren
ayni olmaktadir ve 6te yandan 6fke, korku, seving, igrenme, liziintii, utang, sucluluk gibi duygu
cesitliligine karsilik gelen faydaci duygular ve etki veya korku, merak, hayranlik, mutluluk,
cosku, biiyiilenme, ahenk, mest olma ve ciddiyet gibi duygu ¢esitliligine karsilik gelen estetik

duygular olmak iizere iki tlir duygu tipi vardir. Estetik duygunun eglendiricilige karsilik geldigi
L _____________________________________ ]
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diisiiniildiigiinde; duygusal ¢ekiciligin, web kullaniminda hazin da 6nemli oldugu diisiincesiyle

uyumlu oldugu (Loiacono vd. (2007) ileri siiriilmektedir.

Algilanan eglendiricilik, bir web sitesi kullanma niyetini ve bir web sitesi kullanimina
yonelik tutumu olumlu yonde etkilemektedir (Van der Heijden, 2003). Bu sebeple, olumlu bir
miisteri deneyimi tizerinde etkin olacak bir web sitesi tasarlanmalidir (Loiacono vd., 2007).
Diger bir ifadeyle, kullanicilara hitap edecek sistemler tasarlamak ve kullanicilarin web

siteleriyle etkilesimlerini destekleyen duygusal o6zellikleri gelistirmek gerekmektedir

(Bonnardel vd., 2011).

Mevcut ¢aligmada (Loiacono vd., 2007) goriilecegi tizere, duygusal cekiciligin, web
sitesi kullanmanin ve katilim yogunlugunun duygusal etkisi oldugundan ve ayni sekilde Hur
(2014) tarafindaki mevcut ¢alismada goriilecegi iizere duygusal ¢ekicilik, mutluluk ila ilgili
olumlu ve mutsuzlukla ilgili olumsuz her iki tip duygusal tepkileri etkilediginden web site
icerigini kullanirken kendilerini mutlu, keyifli ve sosyal hissettigini belirten kullanicilarin web
sitesi kullanimina y6nelik olumlu bir tutum i¢inde olduklarin1 6ngérmekteyiz. Bu sebeple, bu

Ongoriimiizii dogrulamak icin Hip hipotezini gelistirdik:
Hib: Duygusal cekicilik, web sitesi kullanimina yonelik tutumu olumlu yonde etkiler.
3.3. Amaca Uygun Bilgi

Tiiketicilerin, Internet'i ¢ogunlukla isletmelerle etkilesimde bulunmak icin iki sekilde
bilgi aramak veya g¢evrimigi bir tiriin/hizmet satin almak istediklerinde kullandiklar1 (Foukis,
2015) ileri siiriiliirken burada web sitesi kullanicilari, rahatga ihtiyag duyduklar: bilgileri almak
istemektedirler (Zhou ve Chen, 2002). Bilgi arama ve aligveris yapma web sitelerin kullanimi
i¢in iki ayr1 davranis oldugundan (Xu, 2017) kullanicilarin, web sitesi amaca uygun bilgi alma
gereksinimi ¢abasi i¢erisinde olduklari ileri siiriilebilir. Bununla beraber, web sitelerdeki amaca
uygun bilgi, kullanicilarin web sitesinin gereksinimlerini karsiladigina inanma derecesidir
(Loiacono vd., 2007). Ote yandan, web sitelerin bilgi boyutu ise, sitenin miisterilere sunmasi
gereken bilgilerdir (Rahimnia ve Hassanzadeh, 2013). Bu amagla e-perakendeciler web
sitelerin bilgi boyutunda, miisterilerin iiriin bilgilerine dogrudan erisimini saglamak ve iirtinleri

satmak i¢in web sitelerin avantajlarindan faydalanmaktadirlar (Kim ve Niehm, 2009).

Ote yandan, dijital medya kullanilmasi yoluyla bilgilerin tasarimi ve sunumu genis
anlamlara sahip olmaktadir (Skulmowski vd., 2016). Ilkin, Xu (2017) tarafindan belirtildigi ve
daha 6nceki mevcut arastirmalarda oldugu gibi bilgi, bir web sitesi isinin basarisinin ayrilmaz
bir pargasi olmaktadir ve ikincisi, mevcut ¢calismada (Lin ve Lu, 2000) goriilecegi lizere, bir
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web sitesi tarafindan saglanan bilgi kalitesinin, bu web sitesinin yararliligina inanmak igin
insanlar1 yonlendirmede ¢ok 6nemli bir faktordiir. Bu sebeple, web sitesi igerigindeki bilginin
ilgisini ¢ektiklerini, web sitesi i¢erigindeki bilginin ihtiya¢larimi yeterli diizeyde karsiladigin
ve web sitesi igceriginde yer alan bilginin, amaca ulagsmaya yonelik ihtiyag olan bilgi oldugunu
belirten kullanicilarin web sitesi kullanimina yonelik olumlu bir tutum sergilediklerini

ongordigiimiizden Hic hipotezini gelistirdik:
Hic: Amaca uygun bilgi, web sitesi kullanimina yonelik tutumu olumlu yonde etkiler.
3.4. Kullanima Yonelik Tutum

Genellikle tutumlar, goreceli olarak devam eden inanglar ve belirli nesneler ya da
kisilere yonelik egilimler olarak (Scherer, 2005) adlandirilmaktadir. Ote yandan, kullanmaya
yonelik tutum ise, kullanicinin kullandig: sisteme yonelik arzusunu degerlendirmesi (Amoroso
ve Hunsinger, 2009) ya da bireyin, hedef davranis1 gergeklestirme konusundaki olumlu veya
olumsuz duygular1 (Davis vd., 1989) seklinde ifade edilmektedir. Ciinkii, yiiksek
eglendiricilikte bireylerin, akici bir tecriibe arayisinda olduklar1 ve bilgisayar destekli bir web
ortamina karst olumlu bir tutum sergiledikleri (Ahn vd., 2007) belirtilmektedir. Bununla
beraber, kullanim konusundaki tutumun, bir web sitesi kullanma niyetini olumlu yonde
etkiledigi (Van der Heijden, 2003) goriildiiglinden ve diger mevcut ¢aligmalarda (Gardner ve
Amoroso, 2004; Ahn vd., 2007; Amoroso ve Hunsinger, 2009) goriilecegi lizere, kullanmaya
yonelik tutumun, davranigsal niyet ile olumlu ve anlamli bir iligkisi oldugundan web sitesi
kullanimina yonelik tutumun web sitesi davranissal niyet kullaniminda olumlu yonde etkisinin

oldugunu 6ngdrmekteyiz. Bu sebeple bu 6ngdriimiizii dogrulamak i¢in Hz hipotezini gelistirdik:

H2: Web sitesi kullanimina yonelik tutum, web sitesi davramissal niyet kullanimini olumlu

yonde etkiler.
3.5. Davramgsal Niyet Kullanma

Kullanict davranisi, her bir web sayfasina erisme olasiligi, bir erisim oturumundaki
ortalama gezinme adimlar1 ve benzeri gibi, kullanici erisim web sitesinin istatistiksel bilgilerini
aciklamaktadir (Zhou ve Chen, 2002). Dolayisiyla sirketlerin, erisim, tasarim vs. temelinde
etkili bir web sitesi olusturma amaci ila kullanicilarin bir web sitesinde nasil davranig

sergiledikleri anlama yetenegine sahip olmalar1 gerekmektedir (Foukis, 2015).

Ajzen’e (1985) gore, davraniglart gergeklestirmek i¢in insanlarin ne kadar ¢aba sarf
etmeyi planladiklarini, ne kadar caba gostermeye istekli olduklarina dair gostergeler olan

niyetler, bir davranis1 etkileyen motivasyon faktorlerini esir almaktadir. Buna ek, Ajzen’in
L]
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(1985) Planli Davranis Teorisine gore ise, niyet davranistan dnce gelmektedir ve bu sebeple

davranigsal niyet, ger¢cek davranisin hemen 6ncesinde olmaktadir.

Davranigsal niyet, satin alma ya da web sitesi kullanma taahhiidii (Kim ve Niehm, 2009)
ve kisinin belirli bir davranis sergileme niyetinin giiciiniin bir 6l¢iisii (Gardner ve Amoroso,
2004) seklinde ifade edilmektedir. Dolayisiyla bu durumda web sitesi kullanicilarinin nasil
davranig sergilediklerinden 6nce, kullanicilarin web siteye yonelik niyetlerini anlamak daha

dogru olacaktir.

Bununla beraber, mevcut ¢alismada (Van der Heijden, 2003) bir web sitesi kullanma
niyetinin, gercek web sitesi kullanimini olumlu yonde etkiledigi goriilmektedir. Bu bulgunun,
kullanicilarin, web siteyi gelecekte kullanmaya devam edeceklerine, web siteyi diizenli sik sik
kullanacaklarina, kullandiklar1 web sitesinin iirlin satin almak i¢in diger web siteleri yerine
kullanacaklarma ve bu web siteyi kullanmalar1 i¢in bagkalarina tavsiye edeceklerine isaret

edebildigini diistinmekteyiz.
4. ARASTIRMANIN AMACI VE ONEMI

Bu ¢alismanin amaci, web sitesinin e-perakendeciligin kullanici kabuliine olan etkisini
arastirmaktir. Bunun i¢in, web sitesi igerigi unsurlarindan olan ‘gorsel c¢ekicilik’, ‘duygusal
cekicilik” ve ‘amaca uygun bilgi’ etkisinin yoni ve ayni zamanda kullanima yoénelik tutumun
da davranigsal niyete olan etkisinin yonii incelenmektedir. Boylece, web sitesi igerigi
unsurlarinin web sitesi kullanimina yonelik tutuma olan etki yonlerinin ve tutumla ilgili bu etki
yonlerinin davranigsal niyet kullanima olan etki yoniiniin bilinmesinin ilgili literatiire ve kaliteli
web siteleri tasarlamada uygulamadaki e-perakendecilige ya da B2C e-ticarete katki yapacagi
beklenilmektedir. Keza, iki tiir davranissal niyet ¢evrimici kullanim amaci ve ¢evrimigi satin
alma niyeti diisiiniildiiglinde web sitesi tasarimlarinin kalitesi ¢evrimig¢i olumlu davranigsal
sadakat olusturmada diger bir ifadeyle web sitesi kullanicisinin davranigsal niyeti tizerinde
onemli olmakta ve Obada’nin (2014) belirttigi gibi bu tiir ¢aligmalarin sonuglari, ¢evrimici
kullanict davranisint anlamak ve ¢evrimigi ortamda etkili pazarlama stratejileri gelistirmek igin

pazarlama ve bilgi sistemleri pratisyenleri i¢in yararli olabilmektedir.
5. YONTEM

5.1. Arastirma Modeli
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Web Sitesi I¢erigi

Gorsel gekicilik H1 . H> )
Kullanima y6nelik tutum | | Davranissal niyet kullanma

A4

Duygusal ¢ekicilik
Amaca uygun bilgi

Sekil 1: Arastirmanin Kavramsal Modeli

5.2. Veri Toplama Yontem ve Araci

Veri toplama yontem araci anket formudur. 209 katilimciya ulasilmis ve anket
uygulanmistir. Bunun yani sira, toplanan verilerin analizinde SPSS paket programi
kullanilmistir. Bu SPSS paket programu ila verilerin analizi i¢in frekans, giivenilirlik, faktor ve

hipotezlerin test edilmesinde regresyon analizi kullanilmistir.

Anket formu ¢evrimici yiirlitiilerek hedef ana kiitle olan ‘hepsiburada, morhipo, tozlu,
trendyol, markafoni’ web sitesi kullanicilar iizerinden sahip olunan zaman ve biitce kisitlar
nedeniyle tesadiifi olmayan Orneklem yontemleri arasindan kartopu orneklem yontemiyle

verinin toplanmasi yapilmistir.

Anket formunda katilimcilardan yas, cinsiyet, aylik gelir, egitim durumu ve kullanilan
hepsiburada, morhipo, tozlu, trendyol, markafoni web siteleri arasindan herhangi birini

belirtmeleri istenmistir.

Diger taraftan, anket formunda yer alan ‘gorsel ¢ekicilik’ icin ii¢ soru, ‘duygusal
cekicilik’ i¢in {i¢ soru ve ‘amaca uygun bilgi’ i¢in {i¢ soru Loiacono vd.’nin (2007); ‘kullanima
yonelik tutum’ i¢in bes soru ve ‘davranigsal niyet kullanma’ i¢in bes soru Ahn vd.’nin (2007)

caligmasindan alinmistir.
6. ANALIZ VE BULGULAR

Tablo 1’de cevaplayicilarin demografik 6zelliklerine iliskin bulgular gosterilmektedir.
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Tablo 1: Cevaplayicilarin Demografik Ozelliklerine Iliskin Bulgular

Demografik Ozellik Grup Frekans (f) Yiizdelik Dilim (%)
20 ve alt1 60 28,7
% 21-30 102 48,7
a3 30-40 39 18,7
41 ve Usti 8 3,9
Cinsivet Erkek 101 48,3
SIye Kadmn 108 51,7
. Bekar 150 71,8
Medeni Durum EVii 59 28.2
Tlkokul 10 4.8
Lise 67 32,1
Egitim Durumu (En On Lisans 35 16,7
son mezun olunan) Lisans 59 28,2
Yiiksek Lisans 29 13,9
Doktora 9 43
1.000 ve alt1 94 45,0
1.001 - 2.000 25 12,0
. 2.001 - 3.000 24 115
Ayhik Gelir (TL) 3.001 - 4.000 24 115
4.001 - 5.000 19 9,1
5.001 ve istii 23 11,0
TOPLAM 209 100

Orneklemi olusturan 209 katilimcmin demografik 6zellikleri ile ilgili veriler frekans
analizi ile degerlendirilmistir. Tablo 1’e gore, katilimcilarin en yliksek yiizdelik degerde %48,7
ile 21-24 yas grubu araliginda oldugu goriiliirken %51,7’si kadin, %48,3’1 erkek, %71,8’in
bekar ve %28,2’s1 evlidir. Diger taraftan, katilimcilar arasindan egitim durumu itibariyle en
fazla %32,1°1 lise mezunlar1 olusturuyorken bu yiizdelige en yakin %28,2 ile lisans mezunlari
olusturmaktadir. Son olarak aylik gelir itibariyle katilimcilarin en yiiksek ylizdeliklerine

bakildiginda, 1000 TL ve alt1 araliginin %45 ile en yiiksek oldugu goriilmektedir.
Tablo 2’de cevaplayicilarin web sitesi kullanimlarina iligkin bulgular gosterilmektedir.

Orneklemi olugturan 209 katilimcinin web sitesi kullanmalari ile ilgili veriler frekans
analizi ile degerlendirilmistir. Tablo 2’de goriilebilecegi ilizere hepsiburada web sitesi

kullaniminin %55,5 ile en yiiksek oldugu goriilmektedir.
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Tablo 2: Cevaplayicilarin Web Sitesi Kullanimlarina iliskin Bulgular

Web Sitesi Grup Frekans (f) Yiizdelik Dilim (%)
Hepsiburada 116 55,5
Morhipo 13 6,2
Kullanilan Web Sitesi | Tozlu 9 4,3
Trendyol 62 29,7
Markafoni 9 4,3
Toplam 209 100

Tablo 3’te calismada ele alinan 6l¢ek ifadelerine iliskin hesaplanan temel tanimlayici

bulgular gosterilmektedir.

Tablo 3: Calisma Olgek ifadelerine iliskin Betimsel Bulgular

Olcekler Olcek ifadeleri Ortalama | Standart Sapma
Bu web sitesi igeriginin gorselligi hosuma gidiyor. 3,70 1,143
Gorsel e o . -
Cekicilik Bu web sitesi icerigi gorsel olarak hos bir tasarim sergiliyor. 3,73 1,045
Bu web sitesi igeriginin diizenlemesi ilgimi ¢ekiyor. 3,58 1,076
Duygusal | Bu web sitesi igerigini kullanirken mutlu oluyorum. 3,38 1,125
Cekicilik Bu web sitesi i¢erigini kullanirken neseli oluyorum. 3,30 1,177
Bu web sitesi igerigindeki bilgi ilgimi ¢ekiyor. 3,35 1,156
Amaca ljililzewgz kzlrtelsli ég;erlgl ihtiya¢ duydugum bilgiyi yeterli 3,55 1,065
Uygun Bilgi Y stiyor.
Bu web sitesi igeriginde yer alan bilgi, amacima ulagmak
o oo 3,47 1,065
i¢in ihtiyacim olan bilgidir.
Bu web sitesini kullanmak iyi bir fikirdir. 3,67 1,093
K¥!_laﬂll_'lf(1a Bu web sitesini kullanmak akillica bir fikirdir. 3,64 0,991
oneli
Tutum Bu web sitesini kullanmak tatmin edici bir fikirdir. 3,47 1,061
Bu web sitesini kullanmak olumlu bir fikirdir. 3,64 0,961
Bu web sitesini gelecekte diizenli olarak kullanacagim. 3,37 1,062
Bu web sitesini gelecekte sik sik kullanacagim. 3,43 1,094
Davramssal Bu web sitesin Grd Imak ioin diz b siteler]
Niyet u.we 51tes1nlvurun satin almak 1¢in diger web siteleri 345 1,023
Kullanma | Yerine kullanacagim.
Bu web sitesini kullanmalar1 i¢in baskalarina tavsiye 3,59 1,035

edecegim.

Tablo 3’e bakildiginda tiim faktor ifadelerine iliskin ortalamalarinin yiiksek oldugu
goriilmektedir. Bu faktor ifadelerinden gorsel ¢ekiciligin, bu web sitesi igerigi gorsel olarak hos

bir tasarim sergiliyor faktor ifadesinin 3,70 ortalama ile en yiiksek ortalamaya sahiptir.

Tablo 4’te ¢alismada ¢alisma Olcek ifadelerine iligkin faktor ve giivenilirlik bulgulari

gosterilmektedir.
- ___________________________________________________________________________
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Tablo 4: Calisma Olgek ifadelerine iliskin Faktdr ve Giivenilirlik Bulgulari

Faktér Agciklanan
Faktor ismi Faktor ifadeleri _ | Giivenilirlik | Varyans
Yiikii o
(%)
Bu web sitesini kullanmak akillica bir fikirdir. 0,935
Kullanima | gy web sitesini kullanmak iyi bir fikirdir. 0,818
Yonelik —— —— 0,909 57,497
Tutum Bu web sitesini kullanmak olumlu bir fikirdir. 0,771
Bu web sitesini kullanmak tatmin edici bir fikirdir. 0,651
Bu web sitesini gelecekte sik sik kullanacagim. -0,924
Bu web sitesini gelecekte diizenli olarak -0.892
D 3‘;\11‘;;;1'[5531 kullanacagim. '
Kullanma | Bu web sitesini iirlin satin almak igin diger web -0.765 0,906 7,907
siteleri yerine kullanacagim. ’
Bu web sitesini kullanmalari i¢in baskalarina tavsiye
. -0,505
edecegim.
Bu web sitesi igeriginin gorselligi hosuma gidiyor. 0,838
Go‘rs‘e‘l Bu \ijeb sitesi igerigi gorsel olarak hos bir tasarim 0,800 0,830 6,236
Cekicilik | sergiliyor.
Bu web sitesi iceriginin diizenlemesi ilgimi ¢ekiyor. | 0,620
Bu web sitesi icerigini kullanirken neseli oluyorum. -0,809
Duygusal e O 0,862 4,357
Cekicilik | Bu web sitesi igerigini kullanirken mutlu oluyorum. | -0,595
Bu web sitesi igerigindeki bilgi ilgimi ¢ekiyor. -0,900
Uygun Bilgi i ’ :
Bu web sitesi igeriginde yer alan bilgi, amacima
S L -0,628
ulagmak i¢in ihtiyacim olan bilgidir.
Toplam Aciklanan Varyans (%) 79,627
KMO-Orneklem Ol¢iim Deger Yeterliligi ‘ 0,929
Barlett Kiiresellik Testi | Ki Kare: 2586,507 | df: 120 | p: 0,000

Oncellikle, giivenilirlik degerinin 0,80<0<1 araliginda ¢ikmasi dlgegin yiiksek diizeyde
giivenilir oldugunu (Kayis, 2005) gosterdiginden Tablo 4’te tiim Slgeklerin 0,80°den yiiksek
degerde ciktiklar1 dikkate alindiginda bu durum tiim bu 6lgeklerin yiiksek diizeyde giivenilir

olduklarina isarettir.

Bunun yani sira, kullanima yonelik tutum 6lcegi ifadesinden biri olan ‘Bu web sitesini
kullanmak ilgi cekici bir fikirdir.” ifadesi 0,50’den biiylik degerde faktdr yiiklemesi yapmis
olmasma ragmen farkli faktdr altinda tek olarak yiikleme yaptigindan; bununla beraber
davranigsal niyet kullanma 6lgegi ifadesinden biri olan ‘Bu web sitesini gelecekte kullanmaya
devam edecegim.’ ifadesi ve aym sekilde duygusal ¢ekicilik 6l¢egi ifadesinden biri olan ‘Bu
web sitesi icerigini kullanirken kendimi sosyal hissediyorum.’ ifadesi 0.50°den kiiclik
degerinden faktor yliklemeleri yaptiklarindan faktor analizinden g¢ikarilmiglardir. Bununla
beraber ¢alisma grubundan elde edilen verilerin agimlayici faktér analizine uygun olup
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olmadig1 Kaiser-Mayer-Olkin (KMO) (6rneklem 6l¢iim deger yeterliligi) ve Barllet Kiiresellik
Testi ile agiklanabilir (Cokluk vd. 2012). KMO Testi i¢in 0.50 degerinin alt sinir olmasi
gerektigi, aksi durumda, KMO<0.50 i¢in veri kiimesinin faktérlenemeyecegi belirtilmektedir
(Field, 2000). Ayrica arastirma verilerinin Faktor Analizi’ne uygun olmasi i¢in Barllet
Kiiresellik Testi degerinin p<0,05 beklenilir. Dolayisiyla Tablo 4’e bakildiginda Kaiser-Mayer-
Olkin (KMO) (6rneklem 6l¢iim deger yeterliligi) degerinin 0,929 ve p degerinin 0,000 olmasi
ilgili 6rneklem biiyiikliigiinlin Faktor Analizi i¢in yeterli oldugu ifade edilebilir.

Ag¢imlayict faktér analizi uygulanan, ‘kullamima yénelik tutum’ Olgegine ait
ifadelerinden bir faktor altinda toplanan bu bir faktorlii ¢oziimiin %57, 497 ile, ‘davranissal
niyet kullanma’ 6lgegine ait ifadelerinden bir faktor altinda toplanan bu bir faktorlii ¢oziimiin
%7,907 ile, ‘gorsel ¢ekicilik’ olgegine ait ifadelerinden bir faktor altinda toplanan bu bir
faktorlii ¢ozlimiin %6,236 ile, ‘duygusal ¢ekicilik’ 6lgegine ait ifadelerinden bir faktor altinda
toplanan bu bir faktorlii ¢oziimiin %4,357 ile ve nihayet ‘amaca uygun bilgi’ Olgegine ait
ifadelerinden bir faktor altinda toplanan bu bir faktorlii ¢6ziimiin %3,630 ile agiklanan varyansa
katki yaptig1 goriilmektedir. Diger taraftan genellikle, toplam agiklanan varyansin %60 olmasi

yeterli oldugu (Hair vd., 1995) belirtilmektedir. Hesaplanan yaklasik %79,627’lik toplam

aciklanan varyans bu degerin tistiindedir.
Tablo 5°te regresyon analizi verileri ¢ercevesinde hipotez sonuglar gosterilmektedir.

Tablo 5: Regresyon Analizi Bulgulari ve Hipotez Sonuglari

Mliskiler
Bagimh Bagimsiz | Hipotez B t p R? Tolerans | VIF | Sonug
Degisken Degisken
Gorsel
Cekicilik Hia 0,122 | 1,905 | 0,058 0,454 2,201 Red
Kullanma [ Duygusal | -\ © | 9556 | 3645 | 0,000 | 0,626 | 0482 | 2,076 | Kabul
Yonelik Cekicilik ' ’ ’ ' ! '
Tutum Amaca
Uygun Hic 0,524 8,217 0,000 | 0,626 0,457 2,190 | Kabul
Bilgi
Davranigsal | Kullanima
Niyet Yonelik H, 0,683 | 13,462 | 0,000 | 0,467 1,000 1,000 | Kabul
Kullanma Tutum

Tablo 5’teki regresyon analiz verileri ¢ergcevesinde hipotez sonuglari igin;

Hia icin: Gorsel gekiciligin, web sitesi kullanimina yonelik tutumu tizerindeki olumlu

anlaml etkisini gdstermek tizere kurulan regresyon analizine gore, gorsel ¢ekiciligin web sitesi
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kullanimina yo6nelik tutum iizerindeki olumlu anlamli etkisinin (f=0,122, p: 0,058) istatistiksel

olarak olmadig1 goriilmektedir.

Hap icin: Duygusal ¢ekiciligin, web sitesi kullanimina yonelik tutumu iizerindeki olumlu
anlaml etkisini gostermek {lizere kurulan regresyon analizine gore, duygusal ¢ekiciligin web
sitesi kullanimina yonelik tutum iizerindeki olumlu etkisinin ($=0,226, p: 0,000) istatistiksel

olarak anlamli oldugu goriilmektedir.

Hic i¢in: Amaca uygun bilginin, web sitesi kullanimina ydnelik tutumu iizerindeki
olumlu anlamli etkisini gostermek tizere kurulan regresyon analizine goére, amaca uygun
bilginin web sitesi kullanimina yonelik tutum {izerindeki olumlu etkisinin (=0,524, p: 0,000)

istatistiksel olarak anlamli oldugu goriilmektedir.

H2 icin: Web sitesi kullanima yonelik tutumun, web sitesine yonelik davranigsal niyet
kullanma tizerindeki olumlu anlamli etkisini géstermek tizere kurulan regresyon analizine gore,
web sitesi kullanima yonelik tutumun web sitesine yonelik davranigsal niyet kullanma
tizerindeki olumlu etkisinin ($=0,683, p: 0,000) istatistiksel olarak anlamli oldugu

goriilmektedir.

Son olarak, Tablo 5’e bakildiginda ilkin, tiim beta (B) degerleri pozitif oldugundan
bagimli degisken ve bagimsiz degiskenler arasindaki iliskilerin olumlu oldugu ve ikincisi, web
sitesi igerik unsurlarindan duygusal cekicilik ve amaca uygun bilginin, kullanima ydnelik
tutumu agiklama oranlarinin (R?=0,626) ve kullanima yonelik tutumun davranissal niyeti
actklama oraninin (R?=0,467) yiiksek oldugu goriilmektedir. Diger taraftan, ¢oklu baglanti
probleminin saptanmasi i¢in, tolerans ve varyans artig faktorleri (Variance Inflation Factor-
VIF) de incelenerek belirleme yapilabilmektedir (Cokluk, 2010). Nitekim yapilan analizde
tolerans degerinin <0,10 (Menard, 1995) olmas1 beklenirken ayni1 sekilde, VIF degerinin de 10
olmasi bir anlamda ¢oklu bagint1 siiphesi i¢in sinir bir degerdir (Pallant, 2010). Ciinkii VIF
degerinin 10’dan biiylik olmasi ¢oklu baglant1 problemine isaret etmektedir (Myers, 1990).
Boylece, bu agiklamalar ¢ergcevesinde Tablo 5 incelendiginde 6l¢ek degiskenleri arasinda ¢oklu

dogrusallik sorununun olmadig1 goriilebilmektedir.
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7. SONUC

Oncelikle, calisma modelinde gorsel ¢ekicilik, duygusal cekicilik ve amaca uygun bilgi
seklinde web sitesi igeriginin sadece ili¢ unsurunun ve bu ii¢ unsurun ticari web sitelerinin
icerigine yonelik ele alinmasi; kullanima yonelik tutumun 1limh etkisi ile web sitesi i¢eriginin,
sadece davranigsal niyet lizerine olumlu anlamli etkisinin arastirilmasi ve ana kiitle {izerinden
ulagilan Orneklem biiyiikligliniin yalniz 209 katilimci ile smirli kalmasi bu caligmanin

kisithilarini olusturmaktadir.

Ote yandan, web sitesinin e-perakendeciligin kullanic1 kabuliine olan etkisinin
arastirildig1 bu calismada yapilan istatistiksel analizlerle web sitesi igerigi unsurlarindan ‘gorsel
cekiciligin® web sitesi kullanima yonelik tutum iizerinde olumlu anlamli etkisinin olmadigi
bununla beraber ‘duygusal cekiciligin’ ve ‘amaca uygun bilginin’ web sitesi kullanima yonelik
tutum iizerinde olumlu anlamli etkisinin oldugu goriiliirken diger taraftan kullanima yoénelik

tutumun davranigsal niyet iizerinde olumlu anlamli etkisinin oldugu goriilmektedir.

Calisma arastirma bulgularindan olan ve kabul edilmeyen Hia hipotezi, konu ile ilgili
literatiirdeki diger mevcut calisma sonuclar ile sasirtict bir sekilde farklilik gostermektedir.
Nitekim web sitesi i¢erigi kalite unsurlarindan biri oldugu (Loiacono vd., 2007) belirtilen gorsel
¢ekiciligin, daha ilk izlenimlerde gesitli boyutlarda (Reinecke vd., 2013) kullanict iizerinde
etkisinin oldugu (Bakiniz, Phillips ve Chaparro, 2009; Al-Qeisi vd., 2014) bilinmektedir. Diger
calisma sonuglari ile farklilik gosteren, gorsel ¢ekiciligin web sitesi kullanimina yonelik tutum
tizerinde olumlu anlamli etkisinin olmadig1 Hia istatistiksel sonucunun, ticari web sitesi igerik
unsurlarindan ve/veya c¢alisma Orneklemini olusturan ilgili web sitesi kullanicilarinin

demografik 6zelliklerinden kaynaklandig: diisiiniilebilir.

Web sitesi icerigini kullanirken neseli, mutlu oluyorum ifadeleri ¢ergevesinde kabul
edilen Hip hipotezinin, konu ile ilgili mevcut ¢alismanin (Hur, 2014) duygusal ¢ekicilik,
mutluluk ile ilgili olumlu ve olumsuz her iki tip duygusal tepkileri etkiler ve diger mevcut
calismanin (Loiacono vd., 2007) web sitesi icerigi kalite unsurlarindan biri olan duygusal
cekiciligin, web sitesi kullanimi ve katilim yogunlugu tlizerinde duygusal etkisi vardir sonucu

ile paralellik gosterdigi ifade edilebilir.

Web sitesi igerigindeki bilginin ilgilerini ¢ektiklerini diger taraftan web sitesi igeriginde
yer alan bilginin, amaca ulasma icin ihtiya¢ olan bilgi oldugu ve web sitesi igerigindeki bilginin
ihtiyaglarini yeterli diizeyde karsiladigi ifadeleri ¢er¢evesinde kabul edilen Hic hipotezi, konu

ile ilgili literatiirdeki diger mevcut ¢aligma sonuglart ile paralellik gostermektedir. Nitekim ilgili

|
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mevcut ¢alismalarin arastirma bulgularina bakildiginda bilginin, web sitesi basarisinin bir
gostergesi (Xu, 2017) oldugu goriiliirken ayni sekilde bir web sitesi tarafindan saglanan bilgi

kalitesinin, kullanici iizerinde ¢ok 6nemli bir faktor (Lin ve Lu, 2000) oldugu goriilmektedir.

Web sitesini kullanmanin akillica, iyi, olumlu ve tatmin edici bir fikir oldugu ifadeleri
cergevesinde kabul edilen Hz hipotezi, konu ile ilgili literatiirdeki mevcut ¢aligmanin (Van der
Heijden, 2003) bir web sitesi kullanma niyetinin, gercek web sitesi kullanimini olumlu yonde
etkiledigi sonucu ile paralellik géstermektedir. Nihayetinde, kullandiklar1 web sitelere yonelik
olarak gelecekte sik sik, diizenli olarak ve liriin satin almak i¢in diger web siteleri yerine
kullanacagint ve kullanmalart i¢in baskalarina bu web sitesini tavsiye edecegi seklinde

kullanicilarin kullandiklar1 web sitelere iliskin davranigsal niyet iginde olduklar1 goriilmektedir.

Bunun yani sira, ilgili literatiir taramasi incelendiginde kaliteli web sitesi igeriginin, e-
pazarlama ve e-giiven (Rahimnia ve Hassanzadeh, 2013), miisteri memnuniyeti ve satin alma
niyeti (Xu, 2017), etkilesimin, ¢evrimigi biitiinliik, kullanim kolaylig1, eglencenin ve algilanan
bilgi kalitesi (Kim ve Niehm, 2009) iizerinde 6nemli bir etkisi vardir. Dahasi, web sitesi ziyaret
sikliginin ve ziyaret bagina web sitesinde gecirilen siirenin, marka giiveninin, marka sadakatinin
ve agizdan agiza iletisimin giiclendirilmesinde (Ellonen vd., 2010) 6nemli bir etkiye sahiptir.
Bu baglamda, web sitesine kullanict katiliminin saglanmasi igin, web sitesine katilimina
yonelik katilimci sayisinin artirilmasi i¢in dahasi bu katilimeilarin diizenli ve siirekli olarak web
sitesine aktif olarak katilimlarinin gergeklestirilmesi i¢in ¢alisma bulgularinin, ilgili kaliteli web
sitesi igeriginin tasarim ve dizayn1 hususunda g¢esitli stratejilerin gelistirilmesi ve
yiriitiilmesinde e-perakendecilik uygulamalarina katki yapacagi beklenilmektedir. Nihayetinde
calisma sonucuna gore, kaliteli web sitesi igeriklerinin tasariminda duygusal ¢ekicilik ve amaca

uygun bilgi, 6zellikle ticari web siteleri i¢in dnemli web sitesi igerigi unsurlaridir.
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o7 Giiniimiizde bireylerin ekonomik davramslarindan, iletisim sekillerine kadar hayatlarina
etki eden teknoloji, internet, sosyal medya gibi faktiorler, bireylerin tiiketim davramslarinda da
degisimlere neden olmus, tiketim kavrami farkl sekillerde yorumlanmaya baslanmigtir. Bu
kavramlardan biri olan hedonik tiiketim, fiziksel ihtiyaglar: karsilamak igin yapilan tiiketimin aksine
duygular: doyurmak, haz almak amaciyla yapilan tiiketimi, tiiketimden zevk almayi ifade etmektedir.
Giiniimiizde bireylerin duygusal tatminini saglayan bir baska faktor sosyal medyadir. Sosyal medya
araciligiyla kendini rahat ifade edebilen bireyler giderek zamanlarint daha fazla sosyal medyada

JEL Kodlari:  gecirmeye baslamis, bu durum tiiketime bakig agilarim etkilemistir. Bu durumda ¢calismanin amaci,
M30, M39 sosyal medyanin hedonik tiiketim davramiglarina etkisinin olup olmadigini saptamaktir. Arastirmada
kolayda drnekleme yontemi kullamilmistir. Hedonik tiiketim ve sosyal medya ile ilgili iki ol¢ek
kullanilarak olusturulan anket Mugla ilinde 18 yas ve iizeri bireylere uygulanmigtir. Aragtirma
sonuglarina gére sosyal medyada gecirilen siire ile hedonik tiiketim davranisi arasinda pozitif yonlii
bir iliski oldugu, sosyal medyanin hedonik tiiketim davranmiglar: iizerinde etkisinin oldugu
goriilmiistiir

Anahtar Kelimeler  Tiiketim, Hedonik Tiiketim, Sosyal Medya

THE EFFECT OF SOCIAL MEDIA ON HEDONIC CONSUMPTION OF
INDIVIDUALS

Today, factors as internet and social media lead to changes in the way of life of individuals.
Due to these factors, consumption has begun to be interpreted in different forms. Hedonic
consumption that comes from consumption by gaining the emotional satisfaction from shopping has
gained importance rather than physical necessity. Social media is another factor that influences the
JEL Codes:  emotional satisfaction of individuals and their consumption behavior. The purpose of this study is to
determine whether social media is influencing on hedonic consumption behaviors. In the scope of
the survey questionnaire was applied to the subjects aged 18 years and older in Mugla with
convenience sampling method. Two scales were used to determine hedonic consumption and social
media behavior. According to the results, there is a positive relationship between the time spent in
social media and hedonic consumption behavior and social media also have an influence on hedonic
consumption behavior.
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1. GIRIS

Kiiresellesme ve teknolojinin etkisiyle bireylerin ekonomik, sosyal, kiiltiirel olaylari
algilamalar1, yorumlamalar1 yeniden sekillenmistir. Ozellikle internet sayesinde farkli
yasantilara tanik olan, yeni bakis agilar1 kazanan bireyler, giderek yalnizca fiziksel ihtiyaglar
karsilamak amaciyla yasamaktan vazgec¢mis, sanat, spor, sosyal ve kiiltiirel aktiviteler gibi
ugrasilar edinerek sosyal birer varlik haline gelmislerdir. Duygudan yoksun, yalnizca ihtiyaglari
karsilamak i¢in tiiketim yapma anlayisini terk ederek kendilerini daha iyi hissetmek, aligveris
deneyiminden zevk almak, eglenmek, sosyallesmek, kimlik olusturmak gibi giidiilerle tiiketim
yapmaya baslamiglardir. Bu tiir tiiketim hedonik tliketim olarak adlandirilmakta ve giiniimiiz
tiikketim anlayisini tanimlamaktadir. Giinlimiizde bireylerin haz duygusunu doyuran bir bagka
faktor ise sosyal medyadir. Eglenme, sosyallesme, egitim, arkadas edinme, iletisim kurma gibi
birgok ihtiyacini sosyal medya platformlarinda karsilayan bireyler igin sosyal medya giderek
vazgecilmez hale gelmekte ve giinliikk kararlara, kisiliklerine, dolayisiyla tiiketim

davraniglarina etki etmektedir.

1.1. Tiiketim ve Hedonik Tiiketim Kavramlar:

Fizyolojik, psikolojik, sosyal ve kiiltirel yonden kendine yetemeyen insanoglu,
yasamini devam ettirebilmek, ihtiya¢ ve isteklerini karsilayabilmek adina maddi ve manevi
degerlerini ortaya koymakta, bu durum tiiketim olarak adlandirilmaktadir (Torlak, 2000: 17).
Tiiketim, bu genel tanimin yani sira ekonomi, sosyoloji, antropoloji gibi farkli bilim dallar
tarafindan farkli sekillerde ele alinan, birgok tanimi bulunan bir kavramdir. Bu caligmada
tilketim ekonomik anlaminin yaninda sembolik ve kiiltiirel anlamiyla ele alinacaktir. Clinkii
giintimiizde tiiketim, yalnizca ekonomik bir siire¢ olarak degil, gosterge ve sembollerin de

i¢inde bulundugu sosyal ve kiiltiirel bir siire¢ olarak ele alinmaktadir (Bocock, 1997: 13).

Bireyleri tiiketime yonelten temel giidii siirekli artan ve giderildikten sonra tekrar
doyurulmak istenen ihtiyaglaridir. Bu ihtiyag ve istekler bireylerin hayat tarzlarina, ekonomik
durumlarina, sosyal cevrelerine, kiiltiirlerine gore farklilik gostermekte, bunun sonucunda
bireyler rasyonel veya irrasyonel tiiketim davranisinda bulunmaktadir. Bireylerin gelirleri ve
ihtiyaglart dogrultusunda satin aldiklari iiriin ve hizmetin fiyat, kalite, dis goriiniim gibi gesitli
sartlar1 saglamasi ve ¢evre dostu olmasina dikkat edilmesiyle yapilan akilcr tiiketime rasyonel
tiketim adi verilmektedir (Ceyhan ve Tas, 2017: 112). Ancak, teknolojik, sosyal, kiiltiirel,
ekonomik bir¢ok alanda yasanan degisim ile tiikketim kavrami eski anlamini yitirmis, yeniden
yorumlanmigtir. Bu yeni anlayista tiikketim yalnizca bir iriine sahip olup onu tiiketme
anlamindan ¢ikmis, sahip olunan {irlin araciligiyla bir sosyal sinifa dahil olmak, prestij
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kazanmak, ¢aga ayak uydurmak, topluma dahil olmak gibi nedenlerden dolay: tiiketim
ekonomik anlamidan ¢ok sosyal ve kiiltiirel bir boyut halini almistir. Uriinden elde edilecek
kazanimdaki beklentilerin degismesi, reklamlar, pazarlama faaliyetleri, 6deme kolayliklar1 gibi
birgok etken nedeniyle bireyler tiikketim davranisinda bulunurken akilci olamamakta, bu duruma
irrasyonel tiiketim ad1 verilmektedir (Kuru, 2014: 100). Giiniimiizde birey i¢in tiikketmek, bolluk
ve refahin sembolii olarak konumlandirilir. Bolluk ve refah, haz, tatmin, mutluluk gibi
duygulari igerir. Bu durumda tiikketimin anlami birey i¢in ekonomik gergeklikten ¢ikarak sosyal
gerceklik durumuna gelmektedir (Kadioglu, 2014: 16). Bu nedenle klasik anlamda mal ve
hizmet tiikketiminin yani sira ¢evreyle iliskilerin olugsmasi, siirdiiriilebilmesi ve sosyallesebilmek
adina kiiltiirel tiikketimin de yapildigi goriilmekte ve bu durum irrasyonel tiikketime 6rnek
olusturmaktadir (Saad, 2012: 14). Bu tiir bireye duygusal tatmin saglayan tiikketim hedonik
tilkketim olarak adlandirilmaktadir.

Hedonik tiiketim, mutlu bir hayatin ancak zevki ve hazzi olabildigince ¢ok, keder ve
kayginin ise olabildigince az olmasiyla miimkiin olabilecegi goriisiinii benimseyen hedonizm

felsefesine dayanmaktadir (Birand, 1987: 43).

Hedonizm, kisilerin duygularin 6tesine gegmesine, deneyimlerinden haz almasina 6nem
vermektedir. Bu nedenle, hedonik tiiketimde tiiketici, iiriin ve hizmetlerin duyusal degil,
duygusal boyutlarina 6nem vermekte, tiiketimden alinacak hazzi 6nemsemektedir (Aydin,
2013: 37). Hedonik tiikketim, arzu ve fantezilerle harmanlanmis, yari hayali, stirekli arzulanan
ve tatmin olmanin miimkiin olmadigi, duyulardan ¢ok duygularla hareket etme egiliminin s6z

konusu oldugu bir tiiketim seklidir (Arslan, 2016: 275).

Hedonik tiiketim goriisline gore iirlin ve hizmetler tliketicinin zihninde nesnel varliklar
olarak degil, 6znel semboller olarak yer almaktadirlar. Tiiketici igin {iriin veya hizmetin somut
ozelliklerinden ¢ok neyi temsil ettigi ve kendisinde uyandirdigi his 6nemlidir (Celik, 2009: 48).
Tiiketici, iriiniin belirgin somut ozelliklerine ek olarak 6znel bir anlam yiikler. Hedonik
tiketim, tiiketicinin neyi gercek olarak bildigine degil, gergegin nasil olmasim istedigine

baglidir (Odabasi, 2013: 116).

Hedonik tiiketimin benimsendigi giiniimiiz modern toplumlarinda haz almak tiiketiciler
tarafindan gercekci ve yerine getirilmesi gereken bir gorev olarak diisiiniilmekte, tiiketim var
olmak ve ihtiyaclar karsilamak amaciyla degil, haz almak amaciyla yapilmaktadir (Yaniklar,

2006: 100).

1.2. Hedonik Tiiketimi Motive Eden Faktorler
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Bireyleri haz aramaya yonelten nedenlerin ¢esitliligi nedeniyle bu konuda pek ¢ok
calisma yapilmistir. Bu ¢alismalardan biri de Arnold ve Reynolds (2003: 80-81) tarafindan
hedonik tiikketim motivasyonlarin1 Ol¢eklendirmek amaciyla yapilmis ve asagidaki gibi

siniflandirilmastir:

. Macera Icin Aligveris: Calismaya katilan birgok kisi alisverisi heyecan, diirtii,

cosku ve heyecan verici koku, goriintii ve seslerden olusan farkli bir diinyaya girmek olarak

tanimlamiglardir.

o Sosyallesmek Igin Alisveris: Aile ve arkadaslarla yapilan alisveris esnasinda
sosyallesmekten alinan zevk, aligverisin yeni insanlarla iletisim ve bag kurma sansi vermesi
ifade edilmektedir.

. Rahatlamak Icin Alisveris: Stresi, olumsuz ruh halini azaltmak ve bireyin

kendisi i¢in bir sey yapmak istemesini icermektedir. r

o Fikir Edinmek Icin Ahsveris: Trendleri, moday1, yeni iiriinleri ve yenilikleri

takip etmeyi isaret etmektedir.

o Baskalarin1 Mutlu Etmek Icin Alhisveris: Bu tiir aligveris bireylerin yakinlari, aile

ve arkadaslar1 i¢in yaptiklari alisveristen aldiklar1 hazzi ifade etmektedir

° Deger Elde Etmek i¢in Alisveris: Alisverisin bu boyutu indirimleri takip

etmenin, pazarlik yapmanin, ucuza bir seyler satin almanin yarattig1 hazzi yansitmaktadir.

1.3. Sosyal Medya

Cevresini anlayabilmek, kendisini ve c¢evresini anlamlandirabilmek adina iletisim
kurmak zorunda olan insanoglu tarih boyunca farkli iletisim araglar1 gelistirmistir. Glintimiizde,
hizla gelisen teknolojinin etkisiyle bilgi aktarma, bilgiye ulasma ve bilgiyi paylasma siire¢ ve
yontemlerinde gelismeler yasanmis, yeni iletisim araglar1 ortaya ¢ikmustir. Interaktif sistemler,
mobil iletisim araglari, kameralar, goriintiilii konusma sistemleri, ¢evrimici platformlarla
birlikte iletisim ve etkilesimde yeni bir boyut meydana gelmistir. Boylelikle iletisim ve
etkilesimin en sik ve yogun yasandigi platform olan sosyal medya da geleneksel medyanin

oniine gegmistir (Giindiiz, 2016 :44).

Sosyal medya, kullanicilara zamandan ve mekandan bagimiz sekilde duygu ve
diistincelerini fotograf, video, ses dosyasi, belge gibi araclarla ¢esitli platformlarda paylasarak
katilime1 olma imkani saglamaktadir. Bireyleri bir araya getirerek etkilesimde bulunmalarina,
sosyallesmelerine olanak sunan sosyal medya, bir grup internet tabanli uygulama olarak

Ozetlenebilmektedir (Kaplan ve Haenlein, 2010: 61). Dinamik, gen¢ ve yeni iletisim
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teknolojisini temsil eden sosyal medya siirekli giinceldir. Erisiminin kolay ve ucuz,
kullaniminin herkes tarafindan anlasilabilir olmasi ile de her gecen giin daha fazla

biiyiimektedir (Uzundumlu, 2015: 24).

2. ARASTIRMANIN AMACI VE YONTEMIi
Aragtirmanin amaci, sosyal medya kullaniminin hedonik tiikketim davranislarina etki

edip etmedigini belirlemektir.

Arastirmada veri toplama yontemi olarak anket kullanilmistir. Ana kiitle Mugla ilindeki
18 yas ve iizeri sosyal medya kullanan yetiskinler olarak belirlenmistir. Orneklem segimi,
verilerin en kolay sekilde toplanabilmesi i¢in ulagilmasi kolay bireylerin uygulamaya
alinmasini amaglayan kolayda ornekleme yolu ile yapilmistir. Kolayda ornekleme ozellikle
zaman ve maliyet kist1 olan ¢alismalarda siklikla tercih edilmektedir (Kurtulus, 2006: 188).
Arastirmaya baslamadan once eksiklikleri gérmek amaciyla 6n calisma yapilmasi, saglikli
verilere ulasabilmek i¢in 6nemli bir adimdir (Yiikselen, 2000: 103). Bu nedenle bu ¢alismada
30 katilime ile pilot uygulama yapilmis, anlasilmayan ifadeler degistirilerek ankete son hali

verilmistir. Elde edilen 406 anketin analizinde SPSS 24 paket programi kullanilmistir.

Anket ii¢ bolimden olusmaktadir. Birinci bélimde katilimcilarin  demografik
ozelliklerine iliskin alti soru bulunmaktadir. ikinci béliimde hedonik tilketim davranisini
O0lemeye yonelik yirmi ii¢ ifade bulunmaktadir. Bu ifadeler Arnold ve Reynolds (2003)
tarafindan olusturulan 6lgekten alinmustir. Uciincii béliimiinde bireylerin sosyal medya
kullanim aliskanliklarin1 belirlemeye yonelik alt1 adet coktan se¢meli Soru ve yirmi alt1 ifadeden
olusan bir ol¢ek kullanilmistir. Bu o6lgek ise Leung (2001) tarafindan ICQ kullanim

motivasyonlarini belirlemeye yonelik kullanilan 6l¢ekten uyarlanmistir.
3. VERILERIN ANALIZi VE BULGULAR

Calismada ilk olarak katilimcilarin demografik 6zellikleri belirlenmistir. Daha sonra
faktor analizi, giivenilirlik analizi ve arastirma amaglarina uygun olarak dl¢timlenen T-testi ve

ANOVA farklilik testlerine ve regresyon testlerine yer verilmistir.

3.1. Demografik Faktorlerin Analizi

Katilimeilarin demografik 6zelliklerine iliskin bulgular Tablo1’de yer almaktadir.

Tablo 1: Katilimcilarin Demografik Ozelliklerine Iliskin Bulgular

Cinsiyet N Yiizde (%) Medeni Durum N Yiizde (%)

Kadin 228 56,2 Bekar 189 46,6
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Erkek 178 43,8 Evli 217 53,4
Egitim N Yiizde (%) Aylik Gelir N Yiizde (%)
Diizeyi

Ik ve | 87 21,5 0-1500 94 23,2
Ortadgretim

Universite 249 61,3 1501- 2500 62 15,3
Lisansiistit 70 17,2 2501- 4500 166 40,9
Yas Arahign | N Yiizde (%) 4501 ve tizeri 84 20,7
18-25 80 19,7

26-35 130 32,0

36-45 83 20,4

46-60 113 27,8

3.2.0l¢eklere iliskin Faktor Analizleri

Sosyal bilimlerde ifadeler arasindaki iligkiler saptanmaya calisilirken, ifadelerin
dogrudan Olgimlenememesi nedeniyle, bu ifadeler gruplara donistiriilerek 6lgekler
gelistirilmektedir (Durmus vd. 2010: 73). Faktor analizi, veriler arasindaki iliskileri esas alarak
verilerin anlamli ve 6zet bir sekilde sunulmasini saglayan ¢ok degiskenli bir istatistiksel analiz
tiridir (Kurtulus, 2006: 397). Faktor analizinden O6nce 0rneklem yeterliligini ve kullanilan
verilerin faktor analizine elverigli olup olmadigini saptamak amaciyla ilk olarak KMO ve

Bartlett’s testleri uygulanmaistir.

Tablo 2: Olgeklere Iliskin KMO ve Bartlett’s Testleri

Hedonik Tiiketime
iliskin Olgek

Sosyal Medyaya
iliskin Olgcek

KMO Orneklem Yeterlilik Olgiimii 0,887 0,901

Bartlett’in  Kiiresellik | Yaklagik Ki-Kare 6280,411 6280,411

Testi Df 210 210
Anlamhilik 0,000 0,000

Bir 6l¢egin faktdr analizine uygun olabilmesi i¢in KMO katsayisinin 0,50’den yiiksek
ve 1’e yakin, Bartlett’s testinde ise anlamliligin p<0,05 olmasi gerekmektedir. Tablo 2
incelendiginde her iki 6l¢egin de KMO katsayilarinin 0,887 ve 0,901, Bartlett’s testinde ise
anlamlilik diizeylerinin 0,000 oldugu goriilmektedir. Bu degerler degiskenler arasinda

korelasyonun bulundugunu ve verilerin faktor analizi i¢cin uygun oldugunu gostermektedir.

Tablo 3: Hedonik tiiketime iliskin Olgegin Boyutlar1 ve Agiklanan Toplam Varyans Yiizdesi

Baslangic Ozdegerleri Yiik Karelerinin
Toplamlari

Cikarma | Yiik
Karelerinin
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Dondiiriilmiis
Toplamlari

= = =

2 e |8 2 £ g z £

:i'? f_g_ 5 o ’g o C_%_ % o :g o é_

M| - > S M S = > M S =

1 | 7,845 37,357 37,357 7,845 37,357 37,357 4,637

2 | 2,289 10,898 48,254 2,289 10,898 48,254 3,067

3 | 1,919 9,137 57,392 1,919 9,137 57,392 4,621

4 | 1,633 7,778 65,169 1,633 7,778 65,169 5,084

5 | 1,273 6,064 71,234 1,273 6,064 71,234 5,182

Faktor sayisini belirlemek i¢in 6z deger 1 olarak belirlenmistir. Oz deger, her bir faktor
tarafindan aciklanan varyans degerini gostermektedir. Toplam varyansin %71,234’{inii
aciklayan 6z degeri 1’den biiylik 5 faktor elde edilmis bu faktorler Tablo 3’te gosterilmistir.
Faktorler arasinda korelasyon olmasi beklendiginden veri sayist géz Oniline alinarak direct
oblimin yontemiyle rotasyon yapilmistir. Faktor yiikii katsayist 0,30 olarak belirlenmistir.

Uygulama sonucu 5 faktoriin dagilimlar ve faktor yiikleri Tablo 4’teki gibidir.

Tablo 4: Rotasyona Tabi Tutulmus Faktor Yiikleme Matrisi

Bilesenler
1 2 3 4 5
M3: Aligveris yapmak beni heyecanlandirir. ,806

M4: Aligveris yapmak bana, kendime ait bagka bir ,782
diinyadaymigim gibi hissettirir.
M2: Alisveris yapmayi kigkirtict bulurum. ,749

R3: Kendim i¢in 6zel bir seyler yapmak istedigimde ,608
aligverise giderim.
R2: Bana gore aligveris stresi azaltmanin bir yoludur. ,458

D2: Aligveristeyken indirimli tirinleri aramak hosuma ,858
gider.
D1: Genellikle indirim zamanlarinda aligverise giderim. ,818

D4: indirimlerden yararlanmak icin aligverise ¢ikarim. ,798

D3: Aligveriste pazarlik etmek hosuma gider. ,593

B2: Hayatimdaki 6zel insanlar igin aligveris yaptigimda -,868
kendimi iyi hissederim.

B3: Ailem ve arkadaslarim i¢in aligveris yapmaktan -,866
hoslanirim.

B1:Baskalari i¢in aligveris yapmay1 severim ¢iinkii onlar -,842
mutlu oldugunda ben de mutlu olurum.

B4: Birine mitkemmel bir hediye bulmak i¢in aligveris -,796
yapmak hosuma gider.

S3: Bana gore aileyle veya arkadaglarla aligveris yapmak -,911
sosyal bir etkinliktir.

S2: Aligveris yaparken baskalariyla sosyallesmek hosuma -,874
gider.

S1: Ailemle veya arkadaglarimla sosyallesmek i¢in -,801
aligverige giderim.

S4: Aligveris yapmak insanlari birbirine yakinlastiran bir -,736
tecriibedir.

F2: Aligverise son modayi takip etmek igin giderim. ,888

F1: Aligverise trendleri takip etmek igin giderim. ,869

F3: Piyasadaki yeni tiriinleri gérmek i¢in aligverise ,843
giderim.
F4: Yeni seyler deneyimlemek igin aligverise giderim. 71
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bu ¢aligmada tek bir boyut olarak belirlenmistir.

Hedonik tiiketimin motivasyonlarin1 saptamak amaciyla Arnold ve Reynolds’in 23
ifadeden olusan olgegi kullanilmistir. Ancak faktor analizi sonucunda 2 ifade 1°den fazla
faktore yilikleme yaptigi i¢in analizden ¢ikarilmis ve Tablo 4’teki sonug elde edilmistir. Tablo

4’te gorlildiigii lizere macera ve rahatlama boyutlar1 farkli ¢aligmalarda ayr1 iki boyut olsa da

Tablo 5: Sosyal Medyaya iliskin Ol¢egin Boyutlar1 ve Ag¢iklanan Toplam Varyans Yiizdesi

Baslangi¢ Ozdegerleri Yiik Karelerinin Cikarma Yiik Karelerinin
Toplamlart Dondiiriilmiis
Toplamlart

s € = ) £ = = £

3| = g 5 8 ) 5 8

gl g S = g s = g

Z| F c s = < :E =

> i > &

1 8,814 41,972 41,972 8,814 41,972 | 41,972 6,965
2 2,572 12,246 54,218 2,572 12,246 | 54,218 4,247
3 1,470 7,000 61,218 1,470 7,000 61,218 4,962
4 1,261 6,005 67,223 1,261 6,005 67,223 4,610
5 1,089 5,184 72,407 1,089 5,184 72,407 4,145

ve bu faktdrlerin yiikleri Tablo 6’da gOsterilmistir.

Olgege ait faktdrler arasinda bir korelasyon olmasi beklendiginden ve veri sayis1 goz
Oniine alinarak direct oblimin doniistiirmesi uygulanmistir. Ayni sekilde veri sayist nedeniyle

faktor yiikii katsayis1 0,30 olarak belirlenmistir. Yapilan uygulama sonucunda bulunan 5 faktor

Tablo 6: Rotasyona Tabi Tutulmus Faktor Yiikleme Matrisi

Bilesenler

1

2

R2: Sosyal medya beni rahatlatiyor.

,860

E5: Sosyal medyada zaman gegirmek bana keyif
Vveriyor.

,849

E4: Sosyal medya kullanmaktan zevk aliyorum.

,833

R1: Sosyal medya beni dinlendiriyor.

,820

E3:Sosyal medya kullanirken egleniyorum.

,816

E2: Sosyal medyada iyi vakit geciriyorum.

,765

R3: Sosyal medya stresimin azalmasina yardimci
oluyor.

,755

S1: Karsi cinsten arkadas edinmemi sagliyor.

,846

S2: Yabancilarla sohbet ederken daha rahat
olabiliyorum.

814

S3: Yeni insanlarla tanisabiliyorum.

,790

M2: Stil sahibi goriinmemi sagliyor.

-,946

M3: Sik gériinmemi sagliyor.

-,920

M1: Modern gdriinmemi sagliyor.

-,898

ET2:Baskalarina, onlarm hislerini dnemsedigimi
gostermeme yardimei oluyor.

,830

ET1: Begenilerimi ifade etmeme yardimci oluyor.

,781

ET3: Baskalarim1  etkileyebilecek  paylasimlar
yapabiliyorum.

,669

ET4: Baskalarina yardim edebiliyorum.

,538
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D3:Bazen problemlerim hakkinda konusmaya ihtiyag ,710
duyuyorum.

D2:Birileriyle birlikte olmaya ya da konugmaya ,704
ihtiya¢ duyuyorum.

K1: Yaptigim seylerden uzaklagmanmu sagliyor. ,696
K2: Yapmam gereken bir sey ertelememi sagliyor. ,667

Sosyal medya motivasyonlarini saptamak amaciyla Leung’un 26 ifadeden olusan 6lgegi
kullanilmigtir. Faktor analizi sonucunda 5 ifade 1’den fazla faktore yiikleme yaptigi icin
analizden c¢ikarilmis ve analizler 21 ifade {izerinden yapilmigtir. Bunun yani sira Leung’un
Olceginde toplam 7 faktér olmasina ragmen bu c¢alismada rahatlama ve eglence boyutlari ile

dahil olma ve kagis boyutlar1 tek faktor olarak sonuglanmistir.
3.3.0l¢eklere iliskin Giivenilirlik Analizleri

Bu ¢alismada giivenilirligi 6lgmek i¢in sosyal bilimlerde en sik kullanilan yontem olan
Cronbach’s Alpha yontemi kullanilmistir. O ile 1 arasinda deger alan a katsayisinin 0,080 < a
< 0,95 araliginda olmasi 6l¢egin giivenirliginin ¢ok yliksek diizeyde oldugunu ifade etmektedir
(Zikmund ve Babin, 2007: 322). Bu calismada kullanilan her iki 6l¢egin de a katsayilar1 bu

araliktadir ve durum Tablo 7°de gdsterilmistir.

Tablo 7: Olgeklere iliskin Giivenilirlik Analizleri

Hedonik Tiiketime iliskin Ol¢ek Sosyal Medyaya lliskin Olcek
N 21 21
Cronbach’s Alpha 0,910 0,928

3.4. Farkhilik Testleri

Calismada hedonik tiikketim ve sosyal medya kullanim motivasyonlarinin demografik
ozelliklere ve sosyal medya kullanim siiresi gibi ¢esitli degiskenlere gore farklilasip
farklilagmadigini saptamak amaciyla t-testi ve ANOVA farklilik testleri uygulanmustir. Iki
bagimsiz grubun ortalamalariin birbirleriyle farkliligini test etmek amaciyla uygulanan teste
t-testi, ikiden fazla grubun ortalamalarinin birbirleriyle farkliligini test etmek amaciyla uygulan
teste ise ANOVA adi verilmektedir (Durmus vd., 2010: 118; Durmus vd., 2010: 124). Ancak
bu testleri yapabilmek igin Oncelikle verilerin normal dagilim gostermesi gerekmektedir.
Merkezi limit teoremine goére, drneklem biyiikliigliniin yeterince yiiksek olmasi verilerin
normal dagildiginin bir gostergesidir. Teoreme gore veri sayisi yliksek oldugunda toplamin
boliinmesi normale yaklasacaktir (Koksal, 1998: 189). Calismanin 6rneklem sayis1 yeterince

biiyiik oldugu i¢in (n=406) verilerin normal dagildig1 kabul edilmis ve analizler yapilmistir.

|
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Tablo 8: Hedonik Tiiketimin Boyutlarmin Cinsiyete Gore Farkliligina iliskin Analiz

Sonuglari
Boyut Cinsiyet N X(Ortalama) SS(S.Sapma) F P
Rahatlama ve | Kadin 228 3,4061 0,96043 4,620 0,000
Macera Erkek 178 2,5719 0,85641
Degter Elde Kadin | 228 | 34748 0,85751 4,079 | 0,025
Etme Erkek 178 3,2669 0,97156
Baskalarim Kadin 228 3,9781 0,82169 11,072 0,000
Mutlu Etme Erkek 178 3,4129 1,00395
Sosyallesme Kadin 228 3,0548 0,97533 0,440 0,000
Erkek 178 2,6629 1,03546
Fikir edinme Kadin 228 3,0329 1,05520 3,384 0,000
Erkek 178 2,5351 0,94844

Tablo 8 incelendiginde her bir boyutun p degerinin 0,05’ten kii¢iik oldugu, dolayisiyla
her bir boyut i¢in cinsiyete gore farklilik bulundugu goriillmektedir. Ortalamalarina bakildiginda
kadinlarin erkeklere gore hedonik tiiketime daha fazla egilim gosterdikleri, aligveris

deneyiminin kendisinden haz alma duygusuyla hareket ettikleri yorumu yapilabilmektedir.

Hedonik tiiketim boyutlarinin medeni duruma gore farkliligini saptamak amaciyla

yapilan bagimsiz t testine ait bulgular Tablo 9’da gosterilmistir.

Tablo 9: Hedonik Tiiketimin Boyutlarinin Medeni Duruma Gére Farkliligia Iliskin Analiz

Sonuglart
Boyutlar Medeni durum | N X SS F P
Rahatlama ve | Bekar 189 | 3,0804 | 1,04408 | 1,105 0,457
Macera Evli 217 | 3,0055 | 0,97009
Deger Elde Etme Bekar 189 | 3,1759 | 0,90569 | 0,599 0,000
Evli 217 | 3,5645 | 0,88414
Baskalarnm Mutlu | Bekar 189 | 3,7288 | 0,97894 | 0,545 0,977
Etme Evli 217 | 3,7316 | 0,92152
Sosyallesme Bekar 189 | 2,8942 | 1,03241 | 0,197 0,837
Evli 217 | 2,8733 | 1,01068
Fikir Edinme Bekar 189 [ 2,9339 | 1,07757 | 1,824 0,032
Evli 217 | 2,7108 | 0,99400

Tablo 9 incelendiginde p degeri 0,05’ten kiiciik olan yalnizca deger elde etme ve fikir
edinme boyutlar1 oldugu goriilmekte ve bu boyutlarda medeni duruma gore farklilik
bulunmaktadir. Evlilerin deger elde etme, bekarlarin fikir edinme motivasyonuyla hedonik

tiiketime yoneldikleri goriilmektedir.

Tablo 10: Hedonik Tiiketim Davranisinin Aylik Gelire Gére Farkliligma Iliskin Analiz
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KT Sd KO F P
Gruplar Arasi 6,508 3 2,169 4,412 0,005
Gruplar ici 197,674 402 0,492
TOPLAM 204,182 405

Tablo 10°’da ANOVA testinde ortaya ¢ikan anlamlilik degeri (p=0,005) 0,05’ten kiiglik
oldugu i¢in aylik gelire gore hedonik tiiketim davraniglarinda farklilik oldugu goriilmektedir.
Farkliligin hangi gruptan kaynaklandigini saptamak amaciyla varyanslar homojen dagildig: ve
gruplardaki Orneklem sayilar1 birbiriyle farklilik gosterdigi i¢in, ikili karsilagtirma

yontemlerinden Gabriel kullanilmistir (Www.ibm.com).

Tablo 11: Aylik Gelir ve Hedonik Tiiketim Davranisina Iliskin Farklilik Testi (Gabriel)

Ayhk Gelir | J Ortalama Standart | P %95 Giiven Arahgi
0] Fark (1-J) Sapma AltLimit UstLimit
0-1500 TL 1501-2500 -0,35781° 0,11473 0,011 -0,6595 -0,0561
2501-4500 -0,02518 0,09052 1,000 -0,2621 0,2117
4500veiizeri | -0,17862 0,10529 0,432 -0,4568 0,0996
1501-2500 0-1500 0,35781° 0,11473 0,011 0,0561 0,6595
TL 2501-4500 0,33263 0,10437 0,007 0,0644 0,6008
4501veiizeri | 0,17919 0,11741 0,555 -0,1303 0,4887
2501-4500 0-1500 0,02518 0,09052 1,000 -0,2117 0,2621
TL 1501-2500 -0,33263* 0,10437 0,007 -0,6008 -0,0644 m
4500veiizeri | -0,15344 0,09389 0,461 -0,3982 0,0913
4500 TL ve | 0-1500 0,17862 0,10529 0,432 -0,0996 0,4568
ilizeri 1501-2500 -0,17919 0,11741 0,555 -0,4887 0,1303
2501-4500 0,15344 0,09389 0,461 -0,0913 0,3982

Tablo incelendiginde, aylik geliri 1501-2500 TL arasinda olan kisilerin hem 0-1500TL
hem de 2501-4500 TL arasinda olan kisilerden farkli davraniglar sergiledigi gézlenmektedir.
Buna gore bu gelir bandindaki kisilerin farklilik gosterdigi diger iki gelir grubuna ait kisilere
gore ruhsal ihtiyaclarim1 da g6z oniinde bulundurarak tiiketim davranisi gerceklestirdikleri

oldugu yorumu yapilabilmektedir.

Tablo 12: Hedonik Tiiketim Davranisinin Yasa Gore Farkliliklarina Iliskin Analiz

KT Sd KO F P
Gruplar Arasi 1,405 3 0,468 0,928 0,427
Gruplar fci 202,778 402 0,504
TOPLAM 204,182 405

Tablo 12°de gorildiigi tizere p=0,427 (p>0,05) oldugundan yas ile hedonik tiikketim
davranis1 arasinda anlamli bir farklilik olmadig: saptanmustir.

Tablo 13: Hedonik Tiiketim Davraniginin Sosyal Medyada Gegirilen Giinliik Siireye Gore
Farkliliklarina {liskin Analiz

|
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KT Sd KO F P
Gruplar Arasi 9,469 3 3,156 6,516 0,000
Gruplar ici 194,713 402 0,484
TOPLAM 204,182 405

Tablo 13’e gore p degeri 0,05 ten kiigiik oldugu icin sosyal medyada gegirilen giinliik
stireye gore hedonik tiiketim farklilik gosterdigi goriilmektedir. Farkliliga hangi grubun neden
oldugu Tablo 14’te gosterilmistir.

Tablo 14: Sosyal Medyada Gegirilen Giinliik Siire ve Hedonik Tiiketim Davranisina Iliskin
Farklilik Testi (Gabriel)

Sosyal (6)] Ortalama Standart | P %95 GiivenArahg:

Medyada Fark (1-J) Sapma n

Gegirilen AltLimit UstLimit

Siire(l)

1 saatten | 1-2 saat -0,21903* | 0,07872 | 0,033 -0,4271 -0,0110

az 3-4 saat -0,23181 0,0498 | 0,137 -0,5029 0,0393
5saatveiizeri | -0,55055* | 0,13723 | 0,000 -0,8901 -0,2110

1-2 saat 1 saatten az 0,21903* 0,07872 0,033 0,0110 0,4271
3-4 saat -0,01278 0,10393 | 1,000 -0,2802 0,2546
5saatveiizeri | -0,33152 0,13643 | 0,055 -0,6674 0,0043

3-4 saat lsaattenaz | 0,23181 010498 | 0,137 -0,0393 0,5029 138
1-2 saat 0,01278 0,10393 | 1,000 -0,2546 0,2802 -
5saatveiizeri | -0,31874 0,15309 | 0,193 -0,7176 0,0801

5 saat ve | 1saattenaz 0,55055* 013723 | 0,000 0,2110 0,8901

iizeri 1-2 saat 0,33152 013643 | 0,055 -0,0043 0,6674
3-4 saat 0,31874 0,15309 | 0,193 -00801 0,7176

Tablo 14’te goriildiigii lizere sosyal medyayi giinde 1 saatten az kullanan grup 1-2 saat
ve 5 saat ve lizerinde kullanan grupla farklilagmakta, bu iki gruba kiyasla daha az hedonik
tilketim davranisinda bulunmaktadir. Bu durumda sosyal medyada gecirilen siire arttikca
reklamlara maruz kalma/etkilenme oran1 ve dolayisiyla hedonik tiikketim davraniginda bulunma

durumu artacaktir.

3.5. Regresyon Analizi

Regresyon analizi bir bagimli degiskenin bir bagimsiz degisken tarafindan nasil

aciklandigini ve etkilendigini belirlemek amaciyla kullanilan bir iligki testidir (Durmus vd.,

2010: 154).

Tablo 15: Sosyal Medyanin Hedonik Tiiketim Davrams1 Uzerindeki Etkisi

Bagimsiz Bagimh Degisken: Hedonik Tiiketim Davramisi
Degisken B Std.Hata Diizeltilmis Beta T P
Sabit 1,478 0,119 - 12,427 0,000
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Sosyal 0,587 0,040 0,588 14,609 0,000
Medya

R R? F P

0,588 0,346 213,431 0,000

Tablo 15°te goriildigii tizere, sosyal medya kullaniminin hedonik tiiketim davranislari
tizerinde %34 gibi biiyiik bir oranda etki ettigi goriilmektedir. Sosyal medya kullanimindaki 1
birimlik artisin hedonik tiikketim davranislarinda 0,587 degerinde artis saglayacagi

sOylenebilmektedir.

4. SONUC

Tiiketim giliniimiiz insani i¢in yalnizca ihtiyaglarini karsilamak i¢in degil, eglenmek,
giizel zaman gecirmek, , haz almak, kendini giizel/gliglii/iyi hissetmek icin yapilmaktadir.
Tiiketerek haz duygusunu doyuran bireylerin giinimiizde bu duyguyu yasadiklar1 bir bagka
unsur ise sosyal medyadir. Sosyal medya platformlarinda iletisim kurma, sosyallesme,
eglenme, bos zaman gegirme gibi birgok ihtiyacin1 karsilayan bireyler igin takip etmek,
edilmek, begenilmek biiyiik haz kaynagi haline gelmekte, sosyal medyanin bireylerin

hayatlarina yon verme giicii ciddi sekilde artmaktadir.

Bu baglamda, bu c¢alismada bireylerin giinliik aktivitelerinden, alacaklar1 kararlara,
seyahat edecekleri yerlere, giyecekleri kiyafetlere, yapacaklar1 spora kadar belirleyici rol

oynayan sosyal medyanin hedonik tiiketim davraniglari tizerindeki etkisi aragtirilmistir.
Ulasilan baz1 sonugclar su sekildedir:

o Hedonik tiiketim boyutlar1 baz alinarak yapilan farklilik testine gore
kadinlarin erkeklere gore daha fazla hedonik tiiketime yoneldikleri sonucuna
ulagilmistir. Kadinlarin aligverisi giinliik hayattan uzaklagma, rahatlama, yeni seyler ve
insanlar gérme, deger verdikleri kisileri mutlu etmek i¢in motivasyon kaynag: olarak
gordiikleri yorumu yapilabilmektedir.

o Medeni duruma goére hedonik tiiketim davranislart incelendiginde
evlilerin deger elde etme amaciyla, bekarlarin ise fikir edinme amaciyla hedonik
tiketime yoneldikleri goriilmiistiir. Deger elde etme boyutunun ifadelerinin
indirimlerden yararlanmak, fikir edinme boyutunun ise yeni ve moda seyler kesfetmek
cergevesinde gelistigi diisiiniildiiglinde evlilerin bekarlara gére daha dikkatli para

harcadiklar1 yorumu yapilabilmektedir.
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J Katilimeilarin aylik gelir diizeylerine gore hedonik tiiketim davranislari
arasindaki farklilik incelendiginde, farkli gelir gruplarinda farkli hedonik tiiketim
davraniglari tespit edilmistir.

. Katilimcilarin yaslari ile hedonik tiiketim davranislar1 arasinda anlamli
bir farklilik bulunamamistir. Bu durum, hedonik tiiketim s6z konusu oldugunda yaslari
fark etmeksizin bireylerin benzer davramista bulunduklari sonucunu ortaya
¢ikarmaktadir.

o Sosyal medyada gegirilen giinliik siireye gére bireylerin hedonik tiiketim
davraniglar1 analiz edildiginde, sosyal medyada az zaman geciren gruplar ile en ¢ok
zaman gegciren gruplar arasinda farklilik oldugu goriilmiistiir. Sosyal medyada gegirilen
zaman arttikca sosyal medya reklamlarina maruz kalma siiresi de artmakta, bu durum
da tiikketimi tetiklemektedir. Ayrica sosyal medyada bireyler yakinlarini, begendikleri
kisileri, tinliileri vb. ilgi alanlarina dahil olan sayfalar1 takip ettikleri icin gordiiklerinden
etkilenmekte, bunlara sahip olmak istemektedirler. Bu durum ise hedonik tiikketime
yoneltmektedir.

o Sosyal medya davraniglarinin hedonik tiiketim davranislartyla iligkisinin
anlasilmasina yonelik yapilan regresyon analizinde ise sosyal medyanin %34 gibi

onemli bir derecede hedonik tiiketim davraniglarini etkiledigi sonucuna varilmustir.

Calismanin yalnizca Mugla ilinde yapilmasi ve kolayda o6rnekleme yontemine
basvurulmasi ¢caligmanin kisitlari arasinda sayilabilir. Bunun yaninda sosyal medyanin hedonik
tiketime etkisini ortaya koymasi nedeniyle bu caligma, sosyal medya pazarlamasi yapan
isletmeler ve reklam verenler icin yararli olacaktir. Bu ¢alisma, daha genis ve farkli 6rneklem
gruplarniyla ve farkli oOlgekler kullanilarak tekrarlanabilir, karsilagtirmali bir arastirma
yapilabilir. Bunun yami sira hedonik tiikketim kavrami cesitli iirlin siniflar1 bazinda

degerlendirilerek arastirma cesitlendirilebilir.
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Bu ¢alismanin temel amaci, karizmatik liderin isgéren motivasyonu iizerinde bir etkisinin
var olup olmadiginin incelenmesidir. Bu amag¢ dogrultusunda, literatiirdeki diger c¢alismalar
isiginda, ilgili degiskenleri iceren bir model gelistirilmistir. Bu arastirmada karizmatik liderligin
ele alinmasimin sebebi, bu kavraminin giiniimiizde olduk¢a popiiler hale gelmis olmasidir.
Literatiirdeki diger ¢alismalarda, karizmatik liderlik olgusunun isletmelerde her gecen giin daha
cok onemli bir hale geldigi ortaya konulmaktadir. Calismanin amacina ulasmak igin, Balikesir
Bandirma ilgesinde madencilik sektoriinde isgoren kigilerden ihtiyag duyulan veriler yiizyiize anket
ve kolayda érnekleme yontemi kullanilarak toplanmistir. Toplam 201 anket elde edilmistir ve 180
anket dikkate alinmistir. Analizler, SPSS (Statistical Package for the Social Sciences) istatistik
programi kullanilarak gergeklestirilmistir. Yapilan analizler sonucunda, karizmatik liderligin alt
boyutlari vizyon belirleme, ¢evresel duyarlilik, siradist davraniglar sergileme, kisisel risk iistlenme
ve iiye ihtiyaglarima duyarlilik géstermenin motivasyon tizerinde pozitif ve anlamli bir etkiye sahip
oldugu tespit edilmistir.

Karizmatik Liderlik, Motivasyon, Madencilik Sektorii

THE INFLUENCE OF CHARISMATIC LEADER ON EMPLOYEE MOTIVATION:

ABSTRACT

A RESEARCH ON THE MINING SECTOR

The main purpose of this study is to examine whether charismatic leader has an effect on
employee motivation. For this purpose, a model has been developed in the light of other studies in
the literature. The reason why the charismatic leadership is handled in this research is that this
concept has become very popular nowadays. In other studies in the literature, it has been revealed
that phenomenon of charismatic leadership becomes more and more important day by day in the
businesses. In order to achieve the aim of the study, the data needed from employee in the mining

JEL Codes: sector in Bandirma district of Balikesir were collected using a face to face survey and easy
M30. M31 sampling method. A total of 201 surveys were obtained and 180 surveys were taken into
' consideration. Analyzes were performed by the Statistical Package for the Social Sciences (SPSS).

As a result of analysis, it was found that the sub dimensions of charismatic leadership (vision,
environmental sensitivity, exhibiting unusual behaviors, personal risk taking and sensitivity to
member needs) have a positive and significant effect on employee motivation.

Keywords: Charismatic Leadership, Motivation, Mining Sector
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1. GIRIS

1980"lerden once, karizmatik liderlik orgiitsel davranis alaninda nispeten teorik
arastirmalara konu olsa da, 1980’lerden sonra ayni alanda gorgiil ¢alismalarda ilgi goren bir
konu haline gelmistir. Teorik caligmalar daha ¢ok karizmatik liderlik 6zelliklerinin takipgiler
tizerindeki etkisine odaklanarak, karizmatik liderligin performans, motivasyon ve ig tatminini
olumlu bir sekilde etkiledigi savunulmaktadir (Conger, Kanungo ve Menon, 2000: 747).
Literatiirdeki calismalarda, teorik goriis desteklenerek, karizmatik liderligin performans,
motivasyon ve i§ tatmini arasinda daha kuvvetli iliskilerin oldugu tespit edilmistir (Shamir,
House ve Arthur, 1993: 577-594). Ancak bireysel karizmatik liderlik 6zellikleri ve takipgiler
tizerindeki etkilerini nedensel olarak agiklayan aragtirmalara da ihtiya¢ oldugu ifade

edilmektedir (Conger, Kanungo ve Menon, 2000: 748).

Giliniimiizde orgiitlerin  kiiresel ¢apta rekabet edebilmeleri ve varliklarini
stirdiirebilmeleri icin insan kaynaklar1 vazgeg¢ilmez bir unsurdur. Rekabet istiinliigii saglamak
ve bu istiinliigl siirdiirebilmek igin isgdrenlerin orgiitiin amag ve hedeflerini benimsemeleri
gerekmektedir. Bu nedenle takipcilerini etkileyen ve onlar1 6rgiitiin basarisi i¢in motive eden
ve yonlendiren liderlere ihtiya¢ duyulmaktadir. Conger, Kanungo, Menon ve Matur (1997:
290-291) karizmatik liderlerin, rekabet siirecinde Orgiitiin ¢evresindeki firsat ve tehditlerin
degerlendirilmesi, takipgilerinin Orglit stratejileri ve hedeflerini benimsemelerine yonelik
vizyon olusturma, stratejiler ve hedeflere ulasmada inisiyatif alma ve takipgilerini harekete
gecirme vb. durumlarda etkin rollere sahip olduklarini ifade etmislerdir. Sonug¢ olarak,

karizmatik liderligin orgiitiin basar1 elde etmesi igin 6nemli bir faktor oldugu belirtilmektedir.

Arastirmanin  6rneklemini olusturan isgorenlerin bulundugu kamuya ait tesekkiil,
madencilik sektdriinde uluslararasi ¢apta rakipleriyle rekabet etmekte ve rekabet tistlinliigilinii
hedeflemektedir. Bu siirecte, tesekkiildeki iggérenlerin motivasyonlar1 {izerinde karizmatik
liderligin etkisinin olup olmadiginin tespit edilmesi, aragtirmanin amacini olusturmaktadir. Bu
yoniiyle ¢alismanin yazina katki saglayacagi degerlendirilmektedir. Calismada oncelikle
karizmatik liderlik, alt boyutlar1 ve motivasyon kavraminin literatiir incelemesi ve daha sonra

sirasiyla aragtirmanin yontem, bulgu ve sonuglarina deginilmistir.
2. LITERATUR TARAMASI

Bu boliimde karizmatik liderlik, karizmatik liderlik alt boyutlar1 ve motivasyon

degiskenlerine yonelik yiiriitiilen litaratiir taramas1 sunulmaktadir.
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2.1. Karizmatik Liderlik

"Karizma" terimini ilk kez kullanan Weber (1947, 1968) karizmatik lideri, toplumsal
degisime neden olan kisi olarak tanimlamistir (Antonakis, 2003: 260). Karizmatik liderlerin
psisik, fiziksel, ekonomik, ahlaki, dini veya siyasi sikintilarin oldugu donemlerde ortaya
ciktigint savunan Weber (1947, 1968)’e gore liderlerdeki karizma, bedenin ve ruhun kisiye bir
hediyesidir ve bunun herkeste bulunmadigini belirtmektedir. Bu liderlerin dogaiistii, istisnai

giicleri ve nitelikleri bulunmaktadir (Epley, 2015: 8).

Karizmatik liderlik yaklagimin temelini olusturan karizma kavrami, tarihsel olarak
incelendiginde Antik Yunan ve Eski Roma’da ilk defa kullanilmigtir. Daha sonra, Tanri’nin
se¢cmis oldugu insanlara atfedilen, sifa verme ve gelecek zamanin tahmini gibi olaganiistii
ozellikleri ifade eden “hediyeler” yani “karizmata” kelimesine adapte edilmistir (Conger ve
Kanungo, 1994: 440). Karizmatik liderlik ile ilgili farkli topluluklarda gesitli bigimlerde
ozellikle kriz ve kaos donemlerinin biiyiik etkisiyle birlikte ortaya ¢iktigi sdylenmektedir.
Karizmatik liderler askeri bir deha, dini bir lider ya da bir sirket yoneticisi statiilerinde
goriilmektedir. Diinya ilizerinde Hz. Muhammed, Rahibe Terasa, Atatiirk, Hitler, Gandhi,
Castro, Martin Luther King, Lee lacocco, B. Franklin ve Anita Roddick gibi dini, sivil hak ve
Ozgurliigii savunan, politik ve yoneticiler ve liderler yer almaktadir. Siralanan bu liderlerin
hepsi, c¢esitli Orgiit yapilarinda cesitli yollarla ortaya c¢ikmislardir. Bu liderlerin tamami
isgorenleri, takipgileri, vatandaglar1 veya inananlar {izerinde kendi diisiince ve fikirlerini

benimsetip kabul ettirmelerinde ortak basariyr saglamislardir (Giil, 2003: 27).

Weber (1947, 1968)’den bu yana pek ¢ok arastirmaci tarafindan karizmatik liderlerin
olumlu ve olumsuz yonleri incelenmistir. Karizmatik liderlerin lider vasfiyla dogdugunu
savunanlarin yani sira, yeteneklerini sonradan kazandiklarini savunan pek ¢ok arastirmaci da
bulunmaktadir (Poskas, Messer, Horntvedt ve Vitcenda, 2013: 3). Her iki durumda da biitiin
karizmatik liderler; ilham verme, isgdrenlerini motive etme ve degisime cesaretlendirme,
saygl, ¢oziim odakli olma, enerji ve vizyon sahibi olma ve ileri gorisliiliik gibi 6zellikleri

tagimaktadirlar (Nikoloski, 2015: 24).

Karizmatik liderlik konusu, 1970’lerin sonlar1 ve 1980’lerin ortalarina kadar orgiitsel
davranig ve orgiitsel psikoloji alaninin ilgi odag1 haline gelmistir. Karizmatik liderlige olan
yogun ilgi, isletmelerde orgiitsel degisim egilimini artirmistir. Ornegin kiiresellesme, rekabet
giiciinii yeniden elde etmek isteyen Kuzey Amerika’daki sirketleri orgiitsel degisime

zorlamigtir. Bu asamada karizmatik liderler orgiitsel degisimde dnemli rol oynayarak onlarin
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vizyonu, yenilik¢iligi ve motivasyonel yetenegi biiyiik 6l¢ekli ve uyumlu orgiitsel degisimi
tesis etmede onemli faktorler olarak goriilmiistiir (Conger, Kanungo, Menon ve Matur, 1997:
291-292). House (1977) ve Shamir, House ve Arthur (1993) karizmatik olmanin takipgilerini
etkileyen bir ifadeyle vizyon olusturma, hedeflerin ideolojik yonlerini vurgulamak ve
ideolojik agiklamalar yapmak, iletisim kurmak, yiiksek performans beklentisi, kolektif bir
kimligi vurgulama, astlarin kazanabilecegi giliven, oérnek davraniglart modelleme ve kendine
giiven vb. gibi ozellikler gerektirdigini ifade etmislerdir (Judge, Woolf, Hurst ve Livingston,
2006: 204; Brinkman, 2015: 3).

Bass (1985) karizmatik liderligin orgiit performansini arttiran O6nemli bir etken
oldugunu savunarak, karizmatik liderligin dontistiiriicii liderligin alt bir bileseni oldugunu ileri
stirmiistiir (Antonakis, 2003: 263-264). Doniistiiriicti liderlik, bir liderin bir gruba ait olan
ama¢ ve misyonunu benimseyerek takipcilerinin menfaatlerini, kendi menfaatlerinin 6niinde
gordiigii zaman ortaya ¢ikan bir liderlik tarzidir (Yolsal, Bilgiseven ve Muradoglu, 2017:
424). Dontstiiricii liderler, takipgilerini motive etmek ve ilham vermek icin gelecegin
vizyonunu yaratan karizmatik liderlerdir. Gelecekte istedikleri konumda olmak i¢in
takipgilerini heyecanlandiracak ve onlar1 harekete gegirecek bir vizyon olustururlar.
Doniistiirticti  liderlerin  olusturduklar1 vizyonlarin birtakim 6zellikleri vardir. Bunlar;
takipcilere ilham verme, yenilik¢i olma, iyimser ve risk alma gibi birtakim O6zelliklerdir.
Vizyonun isletmenin biitliinlinde benimsenmesi, doniistiiriicii liderin vizyon yaratirken
takipcilerini de isin i¢ine katmasiyla saglanabilir. Bu durum, arzulanan gelecek igin daha
istekli olan, isletmeyle 6zdeslesen ve sorumluluk almaktan ¢ekinmeyen isgorenlerin ortaya
cikmasini saglayacaktir (Karcioglu ve Kaygin, 2013: 105). Islemsel liderlik istikrarli bir
calisma ortami i¢in uygundur, ancak giiniimiiziin calkantili ve istikrarsiz calisma ortami

doniistimlii ve dolayisiyla karizmatik liderligi zorunlu kilmaktadir.

Conger ve Kanungo (1987, 1988, 1992) tarafindan liderlik siirecinde karizmatik
liderligin takipgiler tarafindan algilanan davramis boyutlarina odaklanan bir model
gelistirilmistir. Bu model takipgilerin liderlerini karizmatik olarak atfetmemesiyle liderin bu
davraniglar1 sergiledigini savunmaktadir. Bu davranislar; vizyon belirleme, ¢evresel ve liye
ihtiyaglarina duyarlilik, siradisi davraniglar sergileme ve kisisel risk iistlenmedir (Conger vd.
1997: 292; Conger vd. 2000: 748-749). Bu ¢alismanin degiskenlerini olusturan bu davranislar

sirastyla asagida agiklanmaktadir.
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2.1.1. Vizyon Belirleme

Vizyon belirleme, liderlerin basarili olmalarinda gerekli olan 6nemli bir 6zelliktir.
Karizmatik liderler, ¢6ziim odakli ve "statiiko" dan c¢ok farkli bir vizyonla ortaya cikarlar
(Conger vd. 2000: 749). Bu vizyon yaygin olarak bilinen goriislerden farklidir. Yukl (2010)’a
gore karizmatik liderler ideolojik bir vizyon ortaya koyarlar. Conger ve Kanungo (1987)’ya
gore ideolojik vizyon sadece sozle ifade edilmez, bizzat karizmatik liderler tarafindan

gergeklestirilir (Bell, 2013: 85).

Karizmatik liderler takipgilerini koklii degisimler icin tesvik eder (Fiol, Harris ve
House, 1999: 449). Diger liderlik tiirleri karizmatik liderler kadar kokli degisim 6ngdren bir
vizyona sahip degillerdir. Karizmatik liderler, ortak bir gelecek vizyonunun yoneticiler
tarafindan formiillestirilmesi, yoneticilerin bu vizyonu etkili bir sekilde acik¢a ifade etmesi ve
takipgilere ilham vererek onlar1 harekete gecirmesiyle diger liderlik tiirlerinden ayrilir
(Conger vd. 2000: 749). Ayrica karizmatik liderlik, olaganiistii stratejik bir vizyon ve sdylemi
gerektirmektedir. Karizmatik liderler, ortak ge¢mise atifta bulunmada, kolektif kimligi
vurgulamada, ortak bir vizyon veya misyon belirlemede ve kolektif ama¢ ve menfaatleri
gerceklestirmede takipgilerine yol gosterebilir. Ote yandan, bu vizyonun gerceklestirilmesi
hedef belirleme, planlama ve yonetimi destekleyen bir liderlik 6zelligini de tagimaktadir

(Vergauwe, Hofmans, Wille, Kaiser ve Fruyt, 2018: 113).
2.1.2. Cevresel Duyarhhk

Karizmatik liderler ¢evrelerindeki imkanlara, engellere ve takipgilerinin ihtiyaglarina
kars1 ¢ok hassastirlar. Bu nedenle karizmatik yoneticiler hem statiikonun elestirmenleri hem
de reformcu veya aract olarak algilanirlar (Conger vd. 2000: 749). Karizmatik liderlerin
cevresel tehdit ve firsatlarin farkinda olmasi seklinde ifade edilen ¢evresel duyarlilik, hem
orgiit i¢ci hem de orgiit disindaki sosyal, ekonomik, teknolojik, politik ve dogal ¢evre
engellerinin lider tarafindan ortadan kaldirilmasi ve firsatlarin degerlendirilmesi iggorenlerin

orgiitsel hedeflere ulagsma istek ve arzularini artirmaktadir (C6l ve Giil, 2003: 179).
2.1.3. Siradis1 Davranislar Sergileme

Siradis1 davraniglar sergileme “yasalara ve ahlaka aykiri etik olmayan davramiglar’
anlamma gelmektedir. Isletme igerisinde bugiine kadar genel olarak kabul edilmis olan
mevcut kaliplar disinda davranislar sergilemek olarak belirtilebilir. Conger ve Kanungo
(1994)’e gore siradist davranislar sergileyerek vizyona ulasmaya calisan liderlere “karizma”

sifat1 ile atfedilir. Ayrica liderin 6zgiivenin yliksek olmasi vizyon yaratmada kisisel risk
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listlenmesine ve yeni, siradist davraniglarda bulunmasia destek saglamaktadir (House ve
Aditya 1997). Bir orgiitiin amaglarina ulasabilmesi i¢in siradist davraniglar sergilemesi,
alisilmamus yollar deneyerek ve takipgilerini sasirtarak kendine 6zgli davranislar sergilemesi
bi¢iminde ortaya ¢ikmaktadir (Baltas, 2000: 136-137). Bu baglamda, sergilenen bu siradisi
davraniglar yenilik¢i stratejilerin kullanilmasini ve lidere takipgilerince daha biiyiik hayranlik
duyulmasina sebep olmaktadir (Yukl, 1994: 322-323). Karizmatik liderlerin genellikle
organizasyonun diger {iyelerini saskina c¢eviren siradist davranislar sergiledikleri, bu
davraniglarinin 6zellikle, yaratic1 gruplarda 6nemli oldugu Jaussi ve Dionne (2003) tarafindan

ifade edilmektedir.

Orgiitler de var olan mevcut diizeni siradis1 yaklasimlarla asma yetenegi, liderlerin
uzmanhigini ve takipgilerin olaylar iizerinde kontrol algisini artirir. Siradist davramslar
sergilemenin belki de baslica nedeni liderin vizyon ve uygulama stratejilerine takipgilerin

dikkat etmesini saglamaktir (Conger, Kanungo ve Menon 2000: 749-760).
2.1.4. Kisisel Risk Ustlenme

Kisisel risk liderlerin bagli bulundugu orgiitiin ve liderlik ettigi takipgilerinin yararina
bir baglilik olusturmak i¢in ne kadar risk aldigin1 ve geleneksel olmayan davraniglar
gosterdigini ortaya koymaktir (Conger ve Kanungo 1994: 442). Bu ozellik, Orgiitiin
amaglarina ulagsmak icin finansal kayiplar, isten atilma, formal ya da informal statiiniin, giiciin
ve kredibilitenin kaybedilmesini gibi ciddi boyutlarda kisisel risk igeren davranislar
sergilemek, kisisel fedakarliklar da bulunmak ve orgiitiin 1yiligi i¢in kendi hayatindan yiiksek
bedeller 6demek ve maliyetlere katlanmak seklinde ortaya ¢ikmaktadir (Baltas, 2000: 137;
Conger vd, 2000: 751).

Kisisel risk tistlenme lider ve takipgileri arasindaki duygusal bagliliga olumlu yonde
etkisi olmakla birlikte liderler takipgilerini giliglendirebilir ve giiven insa edebilir (Ceylan,
Ertiirk, Mutlu ve Palaci, 2001: 135-136; Oktay ve Giil, 2003: 409). Kisisel risk iistlenen bir
lidere sahip olmanin, takipgiler tarafindan Orgiitsel amag¢ ve degerlerin kabullenilmesine ve
orgiit lehine olaganiistii ¢aba sarf edilmesine yonelik girisimlerin yogunlasmasina neden

olacagi ileri siiriilmektedir (Rowden, 2000: 32; Ceylan vd. 200: 136-139).
2.1.5. Uye ihtiyaclarina Duyarlihk

Insan iliskileri ve iletisim yetenegi, liderlik icin ¢ok onemli iki ozelliktir. Uye

ithtiyaglarina ilgi duyan bir liderin vizyonunu takipgilerine ¢cok acgik ve zorlayici bir sekilde
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ileterek motive edebilmesi gerekmektedir. Ozellikle karizmatik liderler i¢in bu 6zellik daha da

Oonemli ve biiyiik bir rol oynamaktadir (Tait, 1996: 28).

Karizmatik liderlerin iiye ihtiyaglarina duyarlilik gostermeleri, takipgileri peslerinden
stiriiklemelerinin nedenlerinin basinda gelmektedir. Karizmatik liderlerin bu 6zelligi, tiyelerin
kendi istek ve ihtiyaglarina liderinin duyarlilik gosterdigini, ilgi duydugunu hisseder ve
goriirse daha fazla baglilik gosterirler (Rowden, 2000: 32). Karizmatik liderler, takipgilerin
ihtiya¢ ve duygularina duyarhilik gosterirken, bununla birlikte takipgilerin sosyal becerilerinin
gelistirilmesini tesvik ederler. Bununla birlikte biitiin karizmatik liderler sosyal ¢evreye de
duyarhilik gosterirler (Khatri, Alvin ve Lee, 2001: 375-376).

2.2. Isgéren Motivasyonu

Motivasyon kavrammin Tiirkge karsiligimi bulmak zor olsa da, bu kavram Ingilizce ve
Fransizca "motive” kelimesinden tiiretilmistir. "Motive™ teriminin Tiirk¢e karsiligi giidi, saik
veya harekete gecirici olarak belirlenebilir (Eren, 2004). Motivasyon, bir kisinin ya da grubun
cabalarmin harekete gegirilmesi, yonetilmesi, 6nem kazanmasi ve siirdiiriilmesi i¢in sevk
edilmesi olarak kabul edilmektedir. Bir bagka tanim ile motivasyon, kisilerin beyninde
yapilanmis olan istek, ilgi, enerji ve davranisin bir fonksiyonudur (Alkis ve Oztiirk, 2009:
2015). Orgiitler i¢in motivasyon kiiltiirel ve bireysel egilimlerle ilgili olan baglamsal
unsurlarla iligkilendirilerek, orgiitsel amagclara ulagmak icin yiiksek diizeyde ¢aba sarf etmeye

isteklilik olarak da tanimlanmaktadir (Latham ve Pinder, 2005: 486).

Motivasyon teorilerinin bir boliimi, bireyin iginde dogan etkiler disinda, etrafinda
bulunan faktorlere agirlik vermektedir. Bu teoriler, bireylerin davranislarinin digsal etmenler
tarafindan kontrol edildigi varsayimina dayanmaktadir. Motivasyonunun anlasilmasina katki
saglayan baslica teoriler ise; Maslow’un Ihtiyaglar Hiyerarsisi, Herzberg’in Iki-Etmen
Teorisi, Vroom’un Beklenti Teorisi, Adams’in Esitlik Teorisi ve Skinner’in Pekistirme
Teorisidir (Lindner, 1998: 1). Maslow’un Ihtiyaglar Hiyerarsisi, insan ihtiyaglarinin fizyolojik
gereksinimlerden kendini yiikseltmeye ve gelistirmek icin emek gostererek hiyerarsik bir
diizen gosterdigini savunmaktadir. Maslow, motivasyonun temelinde bulunan ihtiyaglari
hiyerarsik olarak bes temel seviyede siniflandirmaktadir. Bu siiflandirma asagidan yukariya
dogru; fizyolojik ihtiyaglar (besin, cinsellik, nefes, su, uygu, bosaltim), glivenlik ihtiyaclari
(is, aile, viicut, saglik, etik, miilkiyet giivenligi), sosyal ihtiyaclar (arkadaslik, aile), kendini
gosterme ihtiyaci (kendine saygi, basari, baskalarina saygi, giiven) ve kendini gergeklestirme

ithtiyac1 (yaraticilik, problem ¢ézme, gerceklerin kabulii, erdem) olarak siniflandirilmaktadir

|
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(Findik¢1, 2000). Herzberg’in Iki Etmen teorisi i¢in yaptig1 arastirma sonuglarina gore,
isgdrenin motivasyonunu saglayic1 faktorleri digsal ve igsel faktorler seklinde iki gruba
ayirmaktadir. Digsal faktorler; bilginin yetersiz olmasi, alt st iligkisinin iyi olmasi, isletme
politikas1 ve yonetimin kotiiye gitmesi, is ortaminda fiziksel kosullarin uygun olmamasi, ayni
seviyedeki is arkadaslar ile gegimsizlik ve istihdam giivenliginin yetersiz olmasi seklinde
siralanmaktadir. igsel faktorler ise, isyerinde basari ile taninma ve bundan dolayr takdir
edilme, oOdiillendirme, terfi edebilme olanaklarina sahip olabilme, arastirmalarla ¢evresine
olumlu katkilarda buluma ve kendisini gelistirip yeni bilgiler 6grenmedir (Asikoglu, 1996).
Vroom ise motivasyonu iki kavrama baglamaktadir. Birincisi valens, ikincisi beklentidir.
Valens kavrami, insanin belli bir sonucu tercih etme derecesini baska bir ifade ile sonuca
ulasmaya degip degmeyecegi noktasinda yaptigi tercihi ifade etmektedir. Fakat insanlar
sonuclar1 farkli bigimlerde degerlendirebilirler. Bekleyis teorisi i¢cin énemli olan, sonuglarin
gercek degeri degil kavramsal degeridir. Kavramsal deger yani valens, karsilagmay1 umdugu
sonugtan umdugu tatmin seviyesidir de denebilir. Buna gore herhangi bir sonucun kisiyi ilk
anda motive etme giicili, kisinin o sonucu gelecekte elde ettigi zaman kazanmayir umdugu
olumlu getirilere baghdir (Akbulut Kayisi, 2016). J. Srtacy Adam’m Esitlik teorisi
isgdrenlerin motivasyonu onlarin isletmedeki adalet derecesi algisindan etkilenir. Isgdrenler
devamli olarak ise olan girdilerini (deneyim, emek, egitim) ve ¢iktilarini (terfi, maas ve iicret)
diisiiniirler. Bu teoriye gore bireyin is basarisi ve tatmin olma seviyesi ¢alistigi ortamla ilgili
olarak algiladig1 esitlik ya da esitsizliklere baghdir. Kisi, kendisinin sarf ettigi caba ve
karsiliginda elde ettigi sonucu ayni is ortaminda baskalarinin sarf ettigi caba ve elde ettigi
sonug ile karsilastirir. Bu karsilastirma, ¢cogunlukla kisinin sarf ettigi ¢aba ile sonug arasinda
bir ¢esit oran olusturmasi ile saglanmaktadir (Almachi, 2015). Skinner Davranis Sartlandirma
teorisi, davraniglarin karsilastiklar1  sonuglar tarafindan sartlandirildigi  varsayimmudir.
Insanlarin davranislarmin bir nedeni vardir. Onemli olan ise davranisin sonucudur. insan
sonuca gore davranisi ya tekrarlayacak ya da tekrarlamayacaktir. Bireyin davranisinin sonucu
cok onemlidir. Sonuca gore kisi ayn1 davranisi tekrarlayacak ya da tekrarlamayacaktir. Yani
sonuca gore davraniga devam edilecek ya da davranistan uzaklasilacaktir. Bu durumda olumlu
davraniglarin devam ettirilmesi olumsuz davranislarin ise tekrarlanmamasi igin yonetim
psikolojisi olumlu pekistirme, olumsuz pekistirme, son verme ve cezalandirma gibi
kavramlardan bahsetmektedir (Tufan Tugcu, 2009). Bu teoriler icin daha fazla bilgi

edinilebilmek amaciyla Lindner (1998) arastirmasi incelenebilir.

___________________________________________________________________________________
KARIZMATIK LIDERIN iISGOREN MOTIVASYONUNA ETKIiSi: MADENCILIK SEKTORUNDE BiR ARASTIRMA



tujom (2018) 3 (2): 143-165

Motivasyonun ¢ikis noktasi, “personele ne verilmeli ve ne yapimall ki isletme icin
yararl olacak davranislarda bulunsun?’’ sorusunun cevabinin bulunmasidir. Motivasyon bir
veya birden ¢ok insani, belirli bir amaca dogru devamli sekilde harekete gegirmek icin yapilan
cabalarin bitiinlidiir. Birey davranislar1 genellikle bir nedene dayanir. Bu nedenler ise
ihtiyaglar, istekler, inanglar ve diirtiiler gibi konulardan olusur. Motivasyonu kisilerin belirli
bir amaci gergeklestirmek tlizere kendi arzu ve istekleri dogrultusunda davranmalar1 seklinde

tanimlamak da miimkiindiir (Kogel, 2005: 633).

Motivasyon; isletmenin yapisina, isgdrenlerin 6zelliklerine ve bulunduklar1 konuma
gore farklihk gostermektedir. Isletmenin yapist (calisma kosullari, politikast ve fiziksel
mekan) isgorenlerin motivasyonunu farkli sekillerde etkileyebilmektedir. Bu kavram
irdelenirken daha cok isgorenlerin kisisel 6zellikleri ve bu 0Ozelliklerin farkli siireclerdeki
etkileri incelenmektedir (Robbinson, 1998: 168). Motivasyon, orgiitsel davranis alaninda ¢ok
fazla incelenmistir ve bu kavram ile ilgili yapilan tanimlarin 140’ iizerinde oldugu
belirtilmektedir. Ayrica, oOrglitsel davranig alaninda ¢alisan akademisyenlerin ¢ogu,

motivasyonu tanimlamanin ¢ok da kolay olmadigini ifade etmektedirler (George ve Jones,

2002: 181).

2.3. Karizmatik Liderlik Ve Isgéren Motivasyonu iliskisi

Liderler isgorenlerinin motivasyonlarimi pozitif bir sekilde etkileyecek faktorleri
belirleyip ve siirekliligi saglayarak isletmenin amag ve hedefleri dogrultusunda gelismesini ve
basariya ulasabilmesini saglayacaktir. Karizmatik liderler yiiksek performanslari ile
isgorenlerine gliven vermektedirler ve isgdrenlerini kendilerine 6zendirmektedirler.
Isgorenlerinin motivasyonunu artirmak icin her isgdrenini ayri ayr1 tanimakta, basarili ve
eksik yonlerini belirleyerek ona gore gorevler verilmelidir. Aksi halde isgoren rol belirsizligi
ya da rol gatismasi yasayabilmektedir. Karizmatik liderler isgdrenlerinin motivasyonlarini
saglayarak ve iggorenlerinin rollerini kendi amaglar ve fikirleri ile kesistirerek basariya

ulagmaktadirlar.

Liderler, isgorenlerin orgiit amaglar1 dogrultusunda calismalarini; bilgi, yetenek ve
giiclerini bu ama¢ dogrultusunda kullanmalarin1 sagladigi Olclide basarilt olmaktadirlar.
Orgiitsel amaglar ise isgdrenlerin motivasyonu saglanarak gergeklestirebilir. Bu nedenle
motivasyon, liderin fonksiyonlar1 arasinda onemli bir role sahiptir. Stirekli degisimin
yasandig1 bir ¢evrede Orgiitiin varligini siirdiirmesi ve rekabet iistiinliigline elde etmesi i¢in

lider kendisini ve isgdrenlerini 6rgiit amaglarini gerceklestirmek i¢in motive etmelidir. Aksi
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takdirde, iyi motive edilmeyen grup iiyeleri, gereken performansi gosteremez ve hedeflenen

amaca ulasilamazlar (Ergezer, 1995: 65; Kogel, 1998: 434).

Karizmatik liderlik giinlimiizde, 6nemli bir liderlik tiirii haline gelmistir. Bunun
sonucu olarak 6zellikler yaklasimi, durumsallik yaklagimi ¢ergcevesinde yeniden ele alinmustir.
Diger bir deyisle, liderlere 6zgili 6zellikler degisen ¢evre kosullarina gore incelenmistir (Zel,
2001: 133). Yapilan arastirmalarda 6zellikler, lideri lider yapan tek etken degil, liderlik i¢in
bir 6n kosul olarak kabul edilmistir. Belirli 6zelliklere sahip liderin basarili olmasi i¢in belirli
davraniglarda bulunmasi gerekmektedir. Uygun 6zelliklere sahip olmak, gosterilen davranisin

basarili olmasini saglamaktadir (Tezcan, 2016: 70).

Karizmatik lider, takipgilerinin basarili grup performansi beklentilerini ve gorev
basarist duygularini basarilt sonuca ulastirmada 6nemli bir rol oynamaktadir. Karizmatik
liderlerin amaclar1 ve vizyonlar1 ¢ogu zaman agir ve zorlu kosullarda belirlenir ve takipgiler
basart i¢in kendilerinde st diizey bir caba gdsterme gereksinimi hissederler (Shamir
vd.,1993: 584). Takipgilerin yiiksek grup gorev etkinligi duygusu, karizmatik liderlerin
orgiitlerini zorlu gorevler karsisinda seferber etmelerine olanak tanir. Ayrica liderlerin daha
yiiksek performans hedefleri belirlemelerini saglar. Sonug olarak, zor Orgiitsel ve g¢evresel
engellere ragmen, caba gostermeleri icin astlart motive etmede yardimci olur (Conger vd.,

2000: 752).

Literatiir incelendiginde, karizmatik liderlik ve motivasyonla ilgili hem yurti¢i ve hem
de yurtdisinda yapilan ¢esitli aragtirmalara rastlamak miimkiindiir. Bu kapsamda, Giil ve Col
(2003)’lin caligmalarinda karizmatik liderligin vizyon belirleme ve c¢evresel duyarlilik
boyutlar ile orgiitsel bagliligin {i¢ boyutu (duygusal, devam ve normatif) arasinda pozitif
iligkiler tespit edilmistir. Giil (2003) siradisi davraniglar sergilemenin isgdrenlerin devam
bagliliklarini arttirdigini belirtirken, Cinel (2008) ise siradisi davraniglar sergileme 6zelliginin
devam baglilig1 lizerinde herhangi bir etkisinin bulunmadigini belirtmistir. Giil ve C61 (2003)
tarafindan gergeklestirilen calismada ise, siradisi davranislar sergileme ile duygusal baglilik
arasinda; devam bagliligi arasinda ve normatif baglilik arasinda anlamh iliski bulunmustur.
Oktay ve Giil (2003) arastirmalarinda, siradist davranislar sergileme ile duygusal baglilik
arasinda pozitif iligki ortaya ¢ikmistir.

Tezcan (2006)’1n yaptig1 tez ¢alismasinda liderin karizma algilamasi ve igsgdrenin
motivasyonu arasinda pozitif iligki belirlenmistir. Cinel (2008), siradis1 davranislar sergileme

ile duygusal baglilik arasinda herhangi bir iliski saptayamamistir. Ayrica orgiitsel baglilik
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boyutlar1 arasinda yer alan duygusal baglilik ile kisisel risk {listlenme arasinda herhangi bir
iliskinin olmadig1 ¢alisma sonuglari arasinda yer almaktadir. Aslan (2009)’1n ¢alismasinda
karizmatik liderlik ve Orgiitsel vatandaslik davranigi arasinda anlamli ve pozitif iliski

bulunmustur.

Giil ve Aykanat (2012)’in ¢alismalarinda karizmatik liderlerin vizyon belirleme ve
cevresel duyarlilik gosterme 6zellikleriyle orgiit kiiltiirii arasinda pozitif iligkinin var oldugu
saptanmustir. Ulukdy, Kilig ve Bozkaya (2014)’nin ele aldig1 ¢alismada ise, karizmatik
liderlik ve motivasyon arasinda anlamli bir iliski kurulamamustir. Arabaci, Alanoglu ve
Dogan (2014) Ogretmenlerin karizmatik liderlik algilarini ile orgiitsel baglilik arasinda
iligkisini Olgtlikleri calismalarinda; orgiitsel baglilik boyutlarindan sadece normatif baglilik ile
kisisel risk iistlenme 6zelligi arasinda anlamli bir iliskinin oldugunu, diger boyutlar ile bir
iliskinin bulunmadigmni tespit etmislerdir. Ozkan, Akin ve Durna (2015) calismasinda,
giidiilenmenin; igsel giidiilenme, dissal giidilenme ve mesleksel 6grenme giidiilenmesi alt

boyutlari ile karizmatik liderlik arasinda pozitif yonlii iliski saptamislardir.

Karizmatik liderligin alt boyutlarindan siradis1 davranig sergileme ile Orgiitsel
yenilik¢ilik (Aykanat ve Yildiz, 2016) arasinda pozitif ve anlamli iligkiler bulunmustur. Isik
(2016), tez calismasinda, karizmatik liderlik, vizyon belirleme ve gevresel duyarlilik ile
motivasyon arasinda pozitif iligkiler tespit etmistir. Aykanat ve Yildiz (2016) tarafindan
yapilan aragtirmada orgiitsel yenilik¢ilik ile vizyon belirleme ve g¢evresel duyarlilik arasinda
anlamli ve pozitif bir iligki bulunmustur. Bir diger arastirmada, cinsiyet degiskenine gore
isgorenlerin yoneticilerinde algiladiklar1 siradist davranis diizeyinin farkli oldugu ve bu
diizeyin erkek isgorenlerde daha yiiksek algilandig: belirtmektedir (Unal ve Yaldizbas, 2016).
Arikan, Kili¢ ve Becerikli (2017)’nin ¢aligmasinda karizmatik liderligin vizyon belirleme ve
cevresel duyarlilik alt boyutlar: ile 6rgilitsel vatandaghik davranigi arasinda anlamli ve pozitif

iligki tespit edilmistir.

Mullin (1987) tarafindan gerceklestirilen arastirmada karizmatik sistemde calisan
takipcilerin karizmatik olmayan sistemde ¢alisan takipgilerinden daha yiiksek hedefler setine
sahip olduklar iddia edilmekte ve bu iggdrenlerin motivasyon ve performans diizeylerinin
daha yiiksek oldugu belirtilmektedir. Barbuto (2005)nun arastirmasinda igsel siireg
motivasyonu ile karizmatik liderligin karizma, atfedilen karizma ve karizmatik davranis
ozellikleri arasinda pozitif iliski bulunmustur. Michaelis, Stegmaier ve Sonntag (2009)’1n
caligmalarinda karizmatik liderlik ile yonetime giiven, duygusal baglilik ve yenilik¢i davranis

arasinda pozitif iliskiler belirlenmistir. Roberson ve Strickland (2010) arastirmalarinda
]
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karizmatik liderlik ile is girisimi ve Orglitsel vatandaslik davranigi arasinda anlamli ve pozitif

iligkiyi tespit etmislerdir.
Bu bilgiler neticesinde, bu arastirma i¢in asagidaki hipotezler gelistirilmistir:

Hi: Karizmatik liderin vizyon belirleme 6zelliginin isgdrenin motivasyonu iizerinde

anlamli ve pozitif bir etkisi vardir.

Hz: Karizmatik liderin ¢evresel duyarlilik 6zelliginin isgdrenin motivasyonu tizerinde

anlamli ve pozitif bir etkisi vardir.

Hs: Karizmatik liderin siradist davraniglar sergileme Ozelliinin  igsgérenin

motivasyonu lizerinde anlamli ve pozitif bir etkisi vardir.

Hs: Karizmatik liderin kisisel risk iistlenme 6zelliginin iggérenin motivasyonu

tizerinde anlamli ve pozitif bir etkisi vardir.

Hs: Karizmatik liderin iiye ihtiyaglarina duyarlilik gosterme 06zelliginin isgdrenin

motivasyonu lizerinde anlamli ve pozitif bir etkisi vardir.
Bu bilgiler 1s181inda arastirma igin gelistirilen model asagida sunulmustur:

KARIZMATIK LIDERLIK

ViZYON BELIiRLEME

CEVRESEL DUYARLILIK

™~

MOTIVASYON
‘ SIRADISI DAVRANISLAR }——-

‘ KisiSEL RisK USTLENME /

UYE iHTIYACLARINA
DUYARLILIK GOSTERME

Sekil 1: Arastirmanin Modeli

3. ARASTIRMANIN YONTEMIi

Bu c¢alismada, karizmatik liderlerin isgéren motivasyonu iizerinde bir etkisinin
belirlenmesi amaglanmaktadir. Bu kapsamda c¢alismanin amaglarina ulasabilmek igin,
Balikesir’'in Bandirma ilgesinde faaliyet gosteren ETIMADEN Isletmeleri Genel
Miidiirliiglinde isgdren personele kolayda drneklem yontemi ile anket teknigi uygulanmistir.
Bu baglamda toplam 201 anket formu geri doniisii saglanmistir. Anket formlar1 igerisinden
eksik veya hatali doldurulan, sorularin bir kisminda okunmadan isaretlenen ve ayni segenegin
isaretlendigi anlasilan 21 anket formu analiz kapsamina dahil edilmemistir. Bu islemler
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gerceklestirildikten sonra, analiz kapsaminda kullanilabilecek toplam 180 anket, verilerin
analizinde kullanilmistir. Verilerin Subat-Mart 2018 tarihleri arasinda katilimcilar ile yiiz

ylize goriisiilerek toplanmistir.

Arastirmada kullanilan degiskenlerin dlgiilmesi amaciyla ayrintili bir literatiir taramasi
gerceklestirilmistir. Elde edilen oOl¢eklerden, uygun oldugu diisiiniilenler arastirmaya
uyarlanmigtir. Aragtirmanin amacina uygun olarak hazirlanmig olan anket formu giris
yazistyla birlikte ii¢ boliimden olugmaktadir. Anket formunun birinci bolimii isgdrenlerin
demografik 6zelliklerini tespit etmeye yonelik toplam 5 (yas, cinsiyet, medeni durum, egitim
durumu, aylik gelir) adet sorudan olugmaktadir. Anketin ikinci ve {igiincii boliimiinde
aragtirmanin degigkenlerini olusturan karizmatik liderlik ve motivasyonu Olgmeye yonelik
ifadeler yer almaktadir. Karizmatik liderligi 6l¢gmek amaciyla Conger ve Kanungo (1987)
tarafindan gelistirilen toplam 22 ifadeden olusan &lgek kullanilmustir. Olgegin 6 ifadesi
karizmatik liderligin vizyon belirleme, 5 ifadesi ¢evresel duyarlilik, 4 ifadesi siradisi
davraniglar sergileme, 4 ifadesi kisisel risk iistlenme ve 3 ifadesi de iiye ihtiyaglarina
duyarlilik gdsterme alt boyutlar1 altinda toplanmistir. Arastirmada isgorenlerin
motivasyonlarint 6lgmek amaciyla McClelland tarafindan gelistirilen ve Abdullah (2013)
tarafindan kullanilan toplam 20 ifadeden olusan 6lgek kullanilmistir. Demografik degiskenler
disindaki tiim sorulart cevaplamada 5°li Likert yonteminden (5: Kesinlikle Katiliyorum, 1:

Kesinlikle Katilmiyorum) yararlanilmstir.

4. ARASTIRMANIN BULGULARI
4.1. Demografik Bulgular

Arastirmaya katilanlarin demografik o6zellikleri incelendiginde, isgorenlerin %701
erkek, %30’u kadinlardan olusmaktadir. Katilimcilarin %65,6’s1 evli, %32,2°si bekardir.
Egitim seviyelerine gore %41,1’1 onlisans, %21,7’si lisans mezunu, %14,4’1 lise, %14,41
yiiksek lisans ve doktora %7,8’1 de ilkogretim mezunu olan katilimeilarin %35,1°1 35-43 yas
araliginda, %25,6’s1 26-34 yas araliginda, %19,0’1 44-52 yas araliginda, %10,7’si 17-25 yas
araliginda ve %9,5’1 53 ve lizeri yas aralifindadir. Yas ve egitim seviyesi de8iskenlerine ait
frekans dagilimi toplam 179 kisi lizerinden degerlendirilmistir. Katilimcilarin aylik gelir
dagilimi ise sirasiyla, %47,8’1 2,500 TL ve iizeri, %45,0’1 1,500-2,499 TL ve %4,4 “ii 0-1,499
TL’dir. Toplam 180 katilimcidan 5 tanesi aylik gelir dagilimi sorusuna cevap vermemistir.
Katilimcilarin demografik bulgularina ait Frekans Analizi degerlendirmeleri Tablo 1° de

sunulmaktadir.
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Tablo 1. Demografik Bulgular

Cinsiyet Frekans % Medeni Durum Frekans %
Kadin 54 30,0 |Bekar 58 32,2
Erkek 126 70,0 | Evli 118 65,6
Toplam Yanitlanmayan 4 2,2
Toplam 180 100,0 | Toplam 180 100,0
Yas Frekans % Egitim Seviyesi Frekans %
17-25 19 10,7 | Ilkdgretim 14 7,8
26-34 46 25,6 Lise 26 14,4
35-43 63 35,1 | Onlisans 74 41,1
44-52 34 19,0 Lisans 39 21,7
53 ve lizeri 17 9,5 Yiiksek Lisans ve Doktora 26 14,4
Toplam 179 99,4 | Toplam 179 99,4
Aylik Gelir (TL) Frekans %
0- 1.499 8 4.4
1.500- 2.499 81 45,0
2,500 ve tizeri 86 47,8
Toplam 175 97,2

Arastirma  kapsaminda  katilimcilarin  karizmatik  liderlik ve  motivasyon @

degiskenlerinin minimum, maksimum, ortalama, standart sapma degerleri incelenmistir. Elde
edilen sonuglar Tablo 2’de yer almaktadir. Motivasyonun ortalamasi 3,901 olarak
saptanmistir. Karizmatik liderligin alt boyutlarinin ortalama degerleri incelendiginde; en
yiiksek ortalamanin vizyon belirleme 3,848 ve kisisel risk iistlenme 3,129 boyutlarina ait
oldugu goriilmektedir. Karizmatik liderlik ve motivasyon Olgeklerine ait puanlarin standart

sapmalarinin 1,039 ile 0,696 arasinda degistigi tespit edilmistir.

Tablo 2. Degiskenlere Ait Baz1 Tanimlayici Istatistikler

N Ortalama Std. Sapma Minimum Maksimum

Karizmatik Liderlik

Vizyon Belirleme 180 3,848 0,922 1 5
Cevresel Duyarlilik 180 3,721 0,829 1 5
Siradist Davraniglar Sergileme 180 3,151 0,880 1 5
Kisisel Risk Ustlenme 180 3,129 1,039 1 5

U?./e Ihtiyaglarina Duyarlilik 180 3,569 0,946 1 5
Gosterme

Motivasyon 180 3,901 0,696 1,27 5

4.1.1. Gegerlilik ve Giivenilirlik Analizi
Arastirma kapsaminda 6lgeklere iliskin gecerlilik ve gilivenilirlik analizleri sonuglart
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incelenmistir. Calismada kullanilan Olgeklerin faktor yapilarini belirlemek i¢in Oncelikle
aciklayici faktor analizi yapilmistir. Gergeklestirilen analiz neticesinde alt1 faktorli bir yapt
ortaya ¢ikmistir. Tiim faktor yiiklerinin 0,50 nin iizerinde oldugu belirlenmistir. Bu durum ise
olgeklerin gecerliligi hakkinda &nemli bilgiler sunmaktadir (Islamoglu ve Almiagik, 2013:
375). Igili faktor gruplar igerinde giivenilirlik degerleri sirastyla motivasyon 0,929; vizyon
belirleme 0,913; cevresel duyarlilik 0,892; siradist davranislar sergileme 0,788, kisisel risk
istlenme 0,898 ve iiye ihtiyaglarina duyarlilik gosterme 0,826 olarak tespit edilmistir. Tim
Olceklerin 0,60’tan yiiksek oldugu saptanmustir. Literatiir kapsaminda bes alt boyut altinda
toplanan karizmatik liderlik ve motivasyona ait faktor yiikleri ve Cronbach’s Alpha degerleri

Tablo 3’de yer almaktadir.

Tablo 3. Gegerlilik ve Giivenilirlik Analizi

Faktorler
Siradisi L
Degiskenler Motivasyon  Vizyon Belirleme D(ix eyv;:ljf] lk D;’:r;::z::r Kl-ijssitslzlnl:ni:k Uye;;;z;$:$ "
Gosterme

M12 0,801

M13 0,779

M10 0,776

M5 0,769

M19 0,758

M6 0,750

M3 0,727

M4 0,720

M17 0,716

M15 0,699

M14 0,682

M1 0,637

M1l 0,624

M9 0,576

M7 0,504

M16 0,748

M8 0,599

M2 0,717

M18 0,513

V4 0,827

V3 0,798

V5 0,766

V6 0,749

V2 0,749
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cD2 0,725
cD1 0,718
cD4 0,715
cD3 0,680

cD5 0,655

KRU3 0,840

KRU4 0.839

KRUZ 0,824

KRUL 0,748

UIDGL 0,681

UIDG2 0,584

SDS2 0.713

SDS1 0,647

SDS3 0,624
Ozyeterlilik 13,274 4,698 3,170 1,919 1,294 0,991
Ag¢iklanan
Varyans

b
Cronbach’s 0,929 0,913 0,892 0,788 0,898 0,826
Alpha
Agiklanan Toplam Varyans: 64,992
Cikarim Metodu: Principal Component Analysis.

Déndiirme Metodu: Varimax with Kaiser Normalization.
V1 ve SDS4 ifadeleri faktor yiikleri uyumsuzlugundan dolay: ¢ikartilmistir.

34,036 12,047 8,128 4,921 3,317 2,542

4.1.2. Arastirma Degiskenleri Arasindaki Korelasyon ve Regresyon Analizine Iliskin
Bulgular
Degiskenlere ait alt boyutlar arasindaki iliskileri gosteren Pearson Korelasyon analizi
bulgulart Tablo 4’de yer almaktadir. Elde edilen bulgulara gore, karizmatik liderligin alt
boyutlar1 vizyon belirleme (r=,502, p<0.01); cevresel duyarlilik (r=,433, p<0.01); siradist
davraniglar sergileme (r=,190, p<0.05); kisisel risk lstlenme (1=,273, p<0.01) ve iiye

ithtiyaclarma duyarlilik (r=,388, p<0.01) ile isgoren motivasyonu arasinda anlaml iliski tespit

edilmistir.

Tablo 4. Degiskenler Aras1 Korelasyon Analizi

1) ) ©) (4) (5) (6)

(1) Motivasyon 1
(2) Vizyon Belirleme ,502%* 1
(3) Cevresel Duyarlilik ,433** JAT2%* 1
(4) Siradis1 Davranislar Sergileme ,190* A414%* ,507** 1
(5) Kisisel Risk Ustlenme 273** 247 * A27**  448** 1
(6) Uye Ihtiyaglarina Duyarlilik Gosterme ,388** A25%* A79*%*  386*%*  589** 1

**Korelasyonlar 0.01 diizeyinde anlaml
*Korelasyonlar 0.05 diizeyinde anlamli
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Karizmatik liderlik ve isgéren motivasyonu arasindaki iligkiye ait basit dogrusal
regresyon analizi Tablo 5’te gosterilmektedir. Analiz sonuglarina gore karizmatik liderligin
alt boyutlarindan vizyon belirleme ile isgéren motivasyonu arasindaki modelin anlamli ve
pozitif oldugu tespit edilmistir (F=59,86; p< .01). Vizyon belirleme isgdren motivasyonu
lizerinde %25 etkiye sahiptir (R?= 0,252). Elde edilen bulgulara gére Hi: “Karizmatik liderin
vizyon belirleme ozelliginin isgorenin motivasyonu iizerinde anlamli ve poczitif bir etkisi
vardir.” hipotezi dogrulanmistir. Karizmatik liderligin alt boyutu olan ¢evresel duyarlilik ile
isgbéren motivasyonu arasindaki modelin anlamli ve pozitif oldugu tespit edilmistir (F=41,13;
p< .01). Cevresel duyarlilik isgdren motivasyonu iizerinde %18 etkiye sahiptir (R?>= 0,188).
Hz: “Karizmatik liderin c¢evresel duyarlilik ozelliginin isgérenin motivasyonu tizerinde
anlamli ve pozitif bir etkisi vardir.” hipotezi dogrulanmistir. Diger bir alt boyut olan siradisi
davraniglar sergileme ile isgéren motivasyonu arasindaki modelin anlamli ve pozitif oldugu
tespit edilmistir (F=6,65; p< .01). Siradis1 davranislar sergileme isgéren motivasyonu
tizerinde %3 etkiye sahiptir (R2= 0,036). Hs: “Karizmatik liderin swradisi davranislar
sergileme ozelliginin isgérenin motivasyonu tizerinde anlamli ve pozitif bir etkisi vardir.”

hipotezi dogrulanmaistir.

Karizmatik liderligin alt boyutu olan kisisel risk {istlenme ile isgdren motivasyonu
arasindaki modelin anlamli ve pozitif oldugu tespit edilmistir (F=14,38; p< .01). Kisisel risk
{istlenme isgdren motivasyonu iizerinde %7 etkiye sahiptir (R?= 0,075). Ha: “Karizmatik
liderin kisisel risk tistlenme ozelliginin isgorenin motivasyonu tizerinde anlamli ve pozitif bir
etkisi vardwr.” hipotezi dogrulanmistir. Son alt boyut olan iiye ihtiyaglarma duyarlilik
gosterme 1ile iggéren motivasyonu arasindaki modelin anlamli ve pozitif oldugu tespit
edilmistir. (F=31,46; p< .01). Uye ihtiyaclarina duyarhilik gdsterme isgdéren motivasyonu
lizerinde %15 etkiye sahiptir (R?=0,150). Analiz sonuglarina gore Hs: “Karizmatik liderin iiye
ihtiyaglarina duyarlilik gosterme ozelliginin isgorenin motivasyonu iizerinde anlamli ve

pozitif bir etkisi vardir.” hipotezi dogrulanmustir.
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Tablo 5. Hipotezlere iliskin Basit Dogrusal Regresyon Analiz Sonuglari

B Std. Hata B t p F Anlamhihk
Sabit 1,257 ,340 3,694 ,000 59,86 ,000
Vizyon Belirleme ,664 ,086 ,502 7,737 ,000
Bagimh Degisken: Motivasyon R=,502 R?= 0,252

B Std. Hata B t p F Anlamhhk
Sabit 1,709 ,319 5,364 ,000 41,13 ,000
Cevresel Duyarhhk ,516 ,080 433 6,413 ,000
Bagimh Degisken: Motivasyon R=,433 R?=0,188

B Std. Hata B t p F Anlamhlik
Sabit 2,216 ,368 6,015 ,000 6,655 ,011
Siradist Davranmislar Sergileme ,240 ,093 ,190 2,580 ,011
Bagimh Degisken: Motivasyon R=,190 R?= 0,036

B Std. Hata B t p F Anlamhihk
Sabit 1,539 ,426 3,611 ,000 14,38 ,000
Kisisel Risk Ustlenme ,408 ,108 273 3,792 ,000
Bagimh Degisken: Motivasyon R=,273 R?=0,075

B Std. Hata B t p F Anlamhlik
Sabit 1,515 372 4,075 ,000 31,46 ,000
U)je Ihtiyac¢larina Duyarhhk 526 094 388 5,610 000
Gosterme
Bagimh Degisken: Motivasyon R=,388 R?=0,150

5. SONUC VE ONERILER

Bu arastirma, karizmatik liderligin alt boyutlar1 vizyon belirleme, gevresel duyarlilik,
siradis1 davraniglar sergileme, kisisel risk {istlenme ve iiye ihtiyaglarina duyarliligin

motivasyon tizerindeki etkisi incelemek amaci lizerine hazirlanmistir.

Insan faktoriiniin énemli bir hale gelmesiyle birlikte, isgdrenler arasinda siki isbirligi
ve isletmeye olan sadakatlerine dayanan isletme baglilig1 ayn1 zamanda vizyon sahibi olma,
cevresel duyarlilik, siradisi davraniglar sergileme, kisisel risk tistlenme ve iiye ihtiyaglarina
duyarlilik gibi dzelliklerin karizmatik liderlerde var olmasi gereken unsurlardir. Isletme ve
isgorenler arasindaki iliskinin odagini motivasyon olusturmaktadir. Rekabet yogunlugunun
artmasiyla beraber isletmeler ge¢mise oranla daha fazla isletme isgéren biitiinliigi ve
ortakligina ihtiyag vardir. Isgdrenlerin ve isletmelerin deger ve hedeflerinin bir olmast,
isgoren bireylerin igletmelerine daha fazla bagliliklarin1 ve islerine kars1 daha 6zenli ve igten
olmalarim1 saglamaktadir. Dolayisiyla ortaya c¢ikacak problemlerin ¢oziimiinde kolaylik

saglanacaktir.

Yapilan literatiir arastirmasi nezinde, motivasyona sahip olan isletme isgoérenlerinin
islerine daha fazla bagl olduklar1 ve bu nedenle ¢ok daha fazla calistiklart ve bu olumlu

duygular sonucunda yiiksek diizeyde ozyeterlilik ve basar1 hissi inancina sahip olduklar1 6ne
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striilmektedir. Motivasyon, tek yonli gelisen bir kavram degildir. isgorenlerinde
islemelerinden birtakim beklenti i¢inde olmalar1 kaginilmaz bir durumdur. Bu beklentilerin

liderler tarafindan karsilanmasinda liderlik 6zellikleri 6nemi biiyiiktiir.

Gergeklestirilen analiz sonuglarinda karizmatik liderligin alt boyutu vizyon
belirlemenin motivasyon iizerinde pozitif ve anlamli bir etkisinin varlig1 tespit edilmistir.
Vizyon sahibi olan lider, yeni fikirler ve iliskiler olusturmaktadir ve problemlerin ¢oziimiinde
gelecekteki ithtimaller i¢in farkli ve yeni ¢6ziim ya da yollar yaratabilirler. Karizmatik liderler
gerekli zamanlarda normlarinin disinda diistintip, hareket edebilir ve isgorenlerin duygu ve

ihtiyaglarina yonelik oldukca hassasiyet gosterebilirler.

Karizmatik liderligin bir diger boyutu ¢evresel duyarliligin motivasyon tiizerinde
pozitif bir etkiye sahip oldugu ¢alisma sonuglarinda yer almaktadir. Bu sonuca gore, liderin
isgorenlerin amaglarini gergeklestirmesinde isgorenlerin karsisina ¢ikabilecek kiiltiirel, sosyal
ve fiziksel gevre engellerini 6nceden gorerek, yeni fikirler iiretirler ve isgorenlerine destek

saglayarak problemlerin firsata ¢evrilmesine yardimci olabilirler.

Arastirmanin bir diger sonucu, siradis1 davraniglar sergilemenin motivasyon lizerinde
anlamli ayn1 zamanda pozitif bir etkisi oldugu yapilan analizlerde saptanmistir. Bu sonug,
liderlerin isgorenlerin amaglarina ulasabilmesi igin farkli ve kendilerine 6zgli davraniglar
sergileyerek, geleneksel olmayan yontemler kullanirlar ve amaglara ulasmada yeni firsatlar

yaratmalar ifade edilebilir.

Yapilan analizlerde karizmatik liderligin bir diger alt boyutu olan kisisel risk
iistlenmenin motivasyon iizerinde pozitif ve anlamli etkisinin bulundugu ¢alisma sonuglarinda
ortaya konmustur. Bu 6zellige sahip liderin, isgdren personelinin amaglaria ulasabilmesi
icin, onemli derecede kigisel fedakarlik ve riske girerek faaliyetlerde bulumasi, iggérenleri
ugruna yiiksek derecede kisisel risk iistlenmesi ayn1 zamanda kisisel zararlara katlanmasinin

s06z konusu oldugu sdylenebilir.

Calismadaki diger bir sonug ise, karizmatik liderligin alt boyutu iiye ihtiyaclarinin
motivasyon tizerindeki etkisinin anlamli ve pozitif oldugu tespit edilmistir. Burada isletme
liderinin isgorenlerinin duygu ve ihtiyaglarina karsi hassasiyet i¢inde olduklar1 sdylenebilir.
Ayn1 zamanda lider ve isgorenler arasinda saygi ve sevgi cercevesinde yer alan duygular
gelistirilerek diger isgérenler olumlu bir sekilde etkilenebilir ve bu durumda biitiin

isgorenlerin motivasyonunun artacag ifade edilebilir.
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Bu arastirma ile birlikte, uygulayicilara ve arastirmacilara ¢esitli 6neriler sunulmustur.
Isletme yoneticileri/liderleri isgdrenlerinin motivasyonunu artirict yeni yaklagimlar ve
uygulamalara her zaman agik olmalidirlar. isgdren bireylerin motivasyonu ne kadar yiiksek
diizeyde olursa isletmelerine ve liderlerine kars1 bagliliklar1 ve sadakatleri de bir o kadar
olmaktadir. Bu motivasyon isgorenlerin isleri i¢in gosterecekleri basariya doniismektedir.
Isgorenlerin islerinde sergiledikleri basarinin sadece kendileri igin degil bu basarinin isletme
acisindan da yararli olacagi goz oniinde bulundurulmalidir. Boylece isletme verimliliginin
artmasina ve isgorenlerin isletmesinden ve liderlerinden memnun olmasina neden olacak ve

isten ayrilma, igine sadakatsizlik gosterme gibi durumlarin ortadan kalkacagi sdylenebilir.

Calisma zaman kisitindan dolay1 kolayda o6rnekleme yontemi uygulanmistir. Gelecek
calismalar i¢in uzun dénem ve kapsamli 6rneklem ile analizlerin gerceklesmesi sonuglarin
genellestirilmesi bakimindan daha faydali olacag: diisliniilmektedir. Bu arastirma kapsaminda
incelenen degiskenler, diger ¢aligmalarda farkli sektorler iizerinde ve Balikesir korfez ilgeleri
calisma kapsamina dahil edilerek, sonuglarda degisikliklerin olacagi arastirmacilar tarafidan
gdz Oniinde bulundurulmalidir. Bu c¢alisma Balikesir Bandirma ilgesinde madencilik
sektorlinde isgdren 201 katilimei tlizerinde gergeklestirilmistir. Farkli yerlesim yerleri, farkli
biiyiikliikteki orneklemlerle ve farkli biyiikliikteki isletmelerle gergeklestirilecek yeni

arastirmalarla farkli sonuglar elde edilebilir.
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1. INTRODUCTION

In social sciences, major progress in the theory takes place when: “ (a) phenomena
outstrip their explanatory frames, (b) there is a perceived crisis of knowledge and worldviews,
and (c) the fields are ready to embrace new frames”(Dholakia, 2009: 825). As a discipline under
social science, marketing confronts such a challenge as well.

The analysis made on the evolution of marketing since the 1950’s reflects a “clear
modern approach” that led the principles, and the notions of marketing, still generally shared.
Whilst it is generally shared by the academic community, some authors (e.g. Brown, 1993;
Cova, 1996; Fuat Firat, Dholakia, & Venkatesh, 1995; Patterson, 1998) have criticized the
notions, theories, metanarratives, and philosophies of the modernist worldview of marketing.
The critiqgues mainly focus on ontological and methodological aspects of the modernist
marketing view. The postmodernist authors reject the idea of reality, and claim that all of the
social phenomena are context-dependent. For this reason, it is argued that social science neither
can aim at objectivity, nor absolute reality. On the other hand, Postmodernism highlights the
role of experiences, instead of the objective, rigorous, and overly standardised methods of
knowledge generation. Additionally, different from marketing thought, Postmodernism brings
some more critiques on social order encompassing consumer behaviour and marketing practice
either. What this critique points out is Modernism failed in constructing an ethical, rational,
technology-oriented, progressive and unifying social order. (Addis & Podesta, 2005). Briefly,
it can be said that Postmodernism did not manage to provide an agreeable and attractive option
for the marketing discipline, still, it brought some valuable critiques (Kavanagh, 1994).

The purpose of the extant conceptual paper is twofold. The first purpose is to highlight
the valuable critiques of Postmodernism, and the second one is to bring into light an alternative
paradigm taking into account the critiques. In direction of this effort, the problematic aspects
of Modernism evaluated in terms of marketing theory, methodology and practice. Then, having
regard to the critiques of Postmodernism, Neomodernism paradigm is described and suggested
to be a promising solution for the problematic aspects of the marketing discipline.

The structure of paper as follows: A review of the literature on Modernism,
Postmodernism and finally Neomodernism paradigms were the starting point. Describing the
origins, concepts, the philosophy underlying their ontology and methodology constituted the
essential emphasis of the literature review. After giving a comprehensive analysis of the
paradigms, these analyses synthesized to provide some theoretical and practical implications

with regard to the Neomodernism in the marketing.
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2. LITERATURE REVIEW

2.1. Modernism: Classics Never Die...

Even though Modernism emerged as a system of thought with the impact of the
Enlightenment in the mid-17th century (Firat & Venkatesh, 1995), the roots of initial Modernist
thoughts date back earlier. The scientific advances that took place in the mid-16th century
(Magee, 2010) has given birth to the Modernist movement in the West. As a consequence, the
Modernist movement grounding in the scientific and rational principles of the Enlightenment
had displaced of “the biblical tradition” with “the power of free enquiry”(Patterson, 1998, s.
70) and, has caused many great changes in human life.

In order to better understand the concept of Modernism, it will be benefical to look at
the fairly comprehensive glossary for the Modernism terminology provided by Venkatesh and
colleagues (1993) in their editorial paper for the special issue on Postmodernism in the
International Journal of Research in Marketing published in 1993. In their words, the definition
of Modernism is:

“While modernity refers to the period, modernism refers to the social-cultural-
economic idea systems and institutions. It signifies, among other things, the
development of science as the basis of universal knowledge, secularism in human
thought, the preeminence of individual reason, and the emergence of rational structures
in the social and economic order. Modernism is coterminous with the rise of capitalism
and liberal democracy (and Communism), the rise of the bourgeois subject, the
separation of mind and body and the premise of the superiority of mind over body in
human affairs, the separation of subject from object. All these developments have a
unifying principle of rational, technical system of beliefs and are considered the
metanarratives of modernism. The logic of modernism is that it liberates the individual
from superstitious beliefs and religious excesses ” (Venkatesh et.al, 1993:220).

After its first emergence in the 17th century, Modernity had reached its peak between
18th and 19th century during the Industrial Revolution Period, which led to some of the
monumental advances in living standards and prosperity in Europe. As a striking example, in
the mid-18th century in France, only %30 of the children used to live more than 5 years, average
life expectancy was not more than 40 years, and the majority of the teenagers were toothless
before the age of twenty, a lucky minority of the population were able to read and write (Bisk,
2002). Surely, the advance that humanity made from that days to present is the success of reason
and positive sciences, in other words Positivism. However, this advance is not limited to the
then-new technologies or industrial production. It can be claimed that individual human thought
was also influenced by the advances that originated from Modernism, “gathering together the
philosophical currents of Neo-positivism, Logical Empiricism, Logical Positivism and Neo-
empiricism thinking; dating back to Descartes and Kant, Smith, Locke and Hume, the members
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of the Positivism movement are generally considered the pioneers of Modernism ...” (Addis
and Podesta 2005:395 cited Cobb, 1990; Abbagnano, 1995). The ontological2 character of the
Positivist paradigm was realistic and was assuming that reality exists ‘out there’, in other words,
reality is not the product of the mind. If so, there was a crucial question about reality: ‘how can
we understand the world in which we live?’ the issue of ‘way of knowing reality’ was related
to the epistemological3 facet of the question. In positivism, the answer to this question includes
rigorous empirics, logical proofs or mathematics (another version of this epistemological
debate, namely positivism-relativism, took place between Hunt and Anderson in the marketing
discipline) (Kavanagh, 1994). As a consequence of its empirical and realist approach,
Positivism movement also affected the realm of metaphysics. Accordingly, Positivism rejected
all of the entities which was not able to verify via positivistic methods. According to Kavanagh:

“God’s primordial position came under direct attack from Descartes, who
argued for the centrality of the cogito — his own mind. And God was successfully
displaced from the epicentre by Man during the Enlightenment in which a belief in
science and reason superseded a belief in the metaphysical. Indeed, the hallmark of
positivism, as developed by Hume and the Logical Positivists, was its total rejection of
metaphysical beliefs and particularly the Judaeo-Christian paradigm. Thus positivism,
as part of the Enlightenment, represented a paradigm shift from a theocentric® to an
anthropocentric* paradigm ” (Kavanagh,1994:29).

At the core of Modernism, there exists the endeavour to get rid of the dogmatic pressure
and comprehend ‘the reality and truths' of the physical world surrounding the human. For the
first time after antique ages, the possibility of understanding, explaining, even controlling the
physical, social or economic phenomena via reason and the scientific method was rediscovered
in the Enlightenment Age. The influence of this idea and its practical outcomes led to a
scientific, and then technological boom that would result in a great progress in human life. The
influence of Modernism, according to Whall and Hicks (2002) at least with given aspects, is
still dominant, respectively, in physical and social sciences. Especially, Modernism has a firm
place in the midst of the scientific knowledge-generation debates, and still has impacts on other
thought systems like Postmodernism (see Kavanagh D. (1994). Hunt versus Anderson: Round
16).

2 Ontology is “the part of metaphysics which treats of the nature and essence of things. In the social sciences, its use is generally
limited to the nature and essence of the social world and man's existence." (See Karavanagh, 1994)

3 Epistemology is “the branch of philosophy which deals with the origin, nature, and limits of human knowledge." (See
Karavanagh, 1994.)
3 Having theology as the main focus.

4 Havinﬁ Man as the main focus.
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2.2. Postmodernism: An Opposition...

Starting from the mid-19th century several objections have risen against some
philosophical aspects of the modernist thought, namely the idea of human rationality, the
knowable reality and truth concepts. Besides philosophical aspects, the idea of progress and the
modernist utopia for humanity were being questioned by many post-structialist thinkers, e.g.
Derida, Faucoult, Lyotard, Lacan, Barthes, Kristeva and so on (Cova, 1996). According to
Rosenau (1992), Modernism failed in constructing an ethical, rational, technology-oriented,
progressive and unifying social order. For that reason, not all the social classes were able to
attain enough from the prosperity, as promised by the modernist discourse.

On the other hand, in the first half of the 20th century, the rapidly developed technology
and industry resulted in world-wide wars for the sake of grabbing the biggest portion of raw
material sources and colonies. For Brown (1993), the Modernity was the era of death camps,
nuclear weapons, environmental pollution, starvations, neo-colonialism, which of those caused
counter-culture movements opposing to authority, aspirations, assumptions and artefacts of the
‘establishment’, by the late 1960s. Accordingly, the critiques put forth two main arguments:
first, Modernism has led to catastrophes in ecology, politics, economy, etc.; and second, human
power is limited in many aspects (Bisk, 2002).

Paralelly, in the same period of time, to express the breaking with the functional and
rational approach of Modernism in architecture, the term Postmodernism first appeared in the
literature. (Cova, 1996). However, the concept of Postmodernism is still without a clear-cut
definition due to definitional difficulties. The first these to these difficulties is said to have
arisen from the ambiguity surrounding the concept (Brown, 1994). Second, Postmodernism is
a complication of several bodies of knowledge with different origins (Firat & Venkatesh, 1995).

Consequently, many authors found the solution to the definition problem by describing
the critiques, characteristics, expressions and conditions of Postmodernism (e.g. Brown, 1994;
Cova, 1996; Firat, 1992; Firat and Vankatesh, 1995; Firat and Dholakia, 2006; Patterson, 1998,
Vankatesh et al., 1993).

Although, there is no consensus on the definition of Postmodernism, one of the clearest
descriptions, including many critiques against Modernism, is made by Venkatesh and
colleagues (1993). They describe Postmodernism as:

“A cultural condition and philosophical position that questions the fundamental
assumptions of modernism while exposing modernist tendencies as social constructions
which are arbitrary and self-serving. It critiques modernism as an oppressive
development in Western history and argues that instead of truly liberating the individual
as modernism claims, it has, in fact, turned out to be as oppressive as the system it has
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displaced. The central ideas of postmodernism can be found in related themes bearing
labels such as deconstructionism, poststructuralism, feminism, orientalism ” (Venkatesh
et.al, 1993:220).

Firat and Dholakia (2006) conclude the main characteristics, in their own words the
sensibilities of Postmodernism in three dimensions. The first is “tolerance against
differentiation, rather than the adoption of a single project, like the grand future project or of
any utopian approaches of Modernism. Second, Postmodernism rejects "one best choice in any
circumstance™and engages current conditions in a critical and playful way, rather than trying to
find a consensus on the best choice. Third, postmodernists focus on the present rather than the

past or future (pp.127).

Table 1. Postmodern Conditions

Postmodern Conditions Brief Descriptions

Openness/tolerance (van Raaij, 1993)  Acceptance of difference (different styles, ways of being and living)
without prejudice or evaluations of superiority and inferiority

Hyperreality (Firat & Venkatesh, Constitution of social reality through hype or simulation that is
1993) powerfully signified and represented
Perpetual present (Brown, 1993) Cultural propensity to experience everything (including the past and
future) in the present, “here and now” 171

Paradoxical juxtapositions (Firat &  Cultural propensity to juxtapose anything with anything else, including
Venkatesh, 1993) oppositional, contradictory and essentially unrelated elements

Fragmentation (Firat & Venkatesh,  Omnipresence of disjointed and disconnected moments and experiences
1993) in life and sense of self — and the growing acceptance of the
dynamism which leads to fragmentation in markets

Loss of commitment (Firat & Shultz, Growing cultural unwillingness to commit to any single idea, project or
1997) grand design

Decentring of the subject (Firat & Removal of the human being from the central importance she or he held
Venkatesh, 1993) in modern culture — and the increasing acceptance of the potentials
of his/her objectification

Reversal of consumption and Cultural acknowledgement that value is created not in production (as
production (Firat & Venkatesh, posited by modern thought) but in consumption — and the
1993) subsequent growth of attention and importance given to

consumption

Emphasis on form/style (Brown, Growing influence of form and style (as opposed to content) in
1993) determining meaning and life
Acceptance of disorder/ chaos Cultural acknowledgement that rather than order, crises and
(Brown, 1993) disequilibria are the common states of existence — and the

subsequent acceptance and appreciation of this condition

Adapted from A. Fuat Firat, Clifford J. Shultz 11, (1997) "From segmentation to fragmentation: Markets
and marketing strategy in the postmodern era", European Journal of Marketing, VVol. 31 Issue: 3/4, pp.183-207.
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Many postmodernist authors (e.g Brown, 1993; Firat & Shultz, 1997; Firat &
Venkatesh, 1993; Van Raaij, 1993) offered Postmodern conditions to illuminate the concept of
Postmodernism. By the postmodernist authors, the postmodernist conditions are claimed to
create a considerable influence on the culture that consumers and firms live within. These
conditions presumed to shape the cultural context of all the Western and Westernized societies
are presented with their brief descriptions in Table 1.

Putting together all of the critiques, characteristics, expressions and conditions of
Postmodernism described above, it is fairly clear that Postmodernism is, on the one hand, a
descendant of Modernism (Patterson, 1998), on the other hand, a critique of it (Firat &
Venkatesh, 1995). It has been expressed that the fundamental defining difference between
Modernism and Postmodernism lays in their ontological approaches. In that, Postmodernism
refuses the Modernist idea that “human social experience has fundamental real bases” (Fuat
Firat, Dholakia, & Venkatesh, 1995: 40). That is to say, Postmodernism disclaims the idea of
absolute reality, and argues that reality is just the context within which all the individuals, even
all the living entities act together. If so, science neither can aim at objectivity, nor absolute
reality. In general what this means is that, for Postmodernist thought, the reality is context-
dependent, and differs according to contexts and individuals(Addis & Podesta, 2005).

When it comes to epistemology, in contrast with Modernism, Postmodernism adopts the
removal of the long-established objective, standardised, rigorous methods for constructing and
judging a scientific theory. Accordingly, Postmodernism emphasises the role of experiences,
instead of objective methods of knowledge generation. Thus, the researcher is confronted with
a risky test with the refusal of standardized research methods and the deprivation of external
support. However, what the adoption of Postmodernism is claimed to mean is getting rid of a
stifling cage and having more freedom in terms of the epistemology (Addis & Podesta, 2005).

Taking all into consideration, it could be suggested that the contradiction between
Postmodernism and Modernism originates from the differences in their philosophical,
ontological and epistemological focuses. Brown (1993) summarises these diffrences perfectly
and states that "whereas, modernism stands for the scientific virtues of objectivity, rigorous,
detachment, precision, logic and rationality, postmodernism champions the artistic attributes of
intuitions, creativity, spontaneity, speculation, emotion, and involvement" (pp. 22). Obviously,
Postmodernism is more realted to the humanities like arts, architecture, literary, rather than
administrative, social or natural sciences. The freedom and creativity inherent in

Postmodernism may provide an advantage in creating new ideas, concepts, and theories.
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However, the epistemological methods of Postmodernism constitute remarkable limitations in
terms of scientific research.

In the final analysis, it can be concluded that, despite the postmodernist paradigm
brought some valuable and deep critiques, it has not succeeded in bringing an agreeable and
attractive option (Kavanagh, 1994). The postmodernist critiques on the deficiencies of
Modernism indicate that there still exists a need for a paradigm shift both in the marketing
science and practise.

2.3. Neomodernism: A Grey Zone Between Black and White...

A paradigm shift from modernism to postmodernism and now to neomodernism has
been stated by many authors (Bisk, 2002; Reed, 2006; Reed, 2008; Whall and Hicks, 2002).
Among them, Reed (2006) describes neomodernism paradigm as a combination of former
paradigms:

“Neomodernism advances ideas derived from the intersection of modernism and
postmodernism values of science, several of which originated in the 17" century
Enlightenment. These include a spirit of experimentation, disenchantment with
dogmatic views about truth, desire for emancipation from ignorance and authority,
creative and critical thinking, tolerance of ambiguity; an open-ended view of nature;
and scepticism. Postmodernism departs from modernism in its dispute of
foundationalism, a belief in an unchanging truth; essentialism, the belief in a universal
essence in human nature; and realism, belief in a universal reality that exists
independent of historical or social context” (Reed, 2006:36)

It is clear from the above that the Neomodernist paradigm accepts pluralism and
tolerance to differences, but rejects relativism and absence of future vision (Bisk 2002). The

basic comparison among the paradigms is given in Table 2.

Although Kuhn's (1970) concept of incommensurability proposes that speaking, and
understanding each other are not a realizable situation for the scientists who adopted different
paradigms and live in different worlds, Laudan (1977) challenges this hypothesis and argues
that by the time, science has been constituting its own research traditions by aggregating
assumptions, methods and axioms directing science. Even though scientific theories have
changed considerably in time, the scientific traditions saved some commonalilies based on the
former research tradions. Even though scientific theorises changed considerably in time, the
sciencitific traditions saved some commonalilies based on the former research tradions (Whall
and Hicks, 2002: 74 cited Laudan, 1977). Accordingly, it can be claimed that these common
research traditions make possible some universal scientific standards covering all of the

scientific disciplines.
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Table 2. The Three Paradigms

Modernism Neomodernism Postmodernism
Reason can make human society The new science of Man accepts Reason is the Western ideological
more just uncertainty and recognizes the construct

role of values

Objectivity; values neutrality Realism; values provide the Subjectivity; moral relativism
framework for scenarios

Individualism Pluralism Multiculturalism
Material progress and moral Material Progress and moral Material progress does not lead to
progress are the same progress should be balanced in a moral progress

democratic society.
Ontological Model: Realism Ontological Model: Realism Ontological Model: Relativism

Epistemological Model: Positivism | Epistemological Model: Critical Epistemological Model: Critical
Realism (and also includes Relativism
pluralistic combinations of

different methods in
knowledge development.)

Adapted from Tsvi Bisk, “Toward a Practical Utopianism”, The Futurist, vol.36, issue.3, 2002.

As a scientific paradigm, Neomodernism reflects some specific ontological and
epistemological tenets that might open new horizons, especially to the marketing research. The
paradigm combines some grounded ideas with the new ones, and presents the following
innovative ideas on the philosophy of science. Since the ontological view will help to establish
the ontology-methodology link, it will be useful to start with looking into the ontological

approach of critical realism.

The ontological model of Neomodernism is critical realism and strongly supports the
idea that there exists a universal reality 'out there' independently of human knowledge
(intransitive domain) (Bashkar, 1975). However, generation of knowledge is an outcome of
human effort (transitive domain) and the knowledge of any natural thing is being produced in
a social context (Archer, Bhaskar, Collier, Lawson, & Norrie, 1998, s. 65). What this reveals
is, despite its realistic ontology, critical realism accepts the epistemological interpretivism
which exhibiting the fallibility or relativity of human knowledge (at least to a limited extent).
Therefore, critical realism is generally viewed as a middle way between Empiricism/Positivism
and Interpretivism/Relativism taking the social phenomena as context-dependent (Mingers,
2004; Zachariadis, Scott, & Barrett, 2013). Additionally, it is important to emphasize that, as a

nuanced form of realism, critical realism allows the interpretivism to a limited extent.

e —
NEOMODERNISM: TOWARDS A PARADIGM SHIFT IN MARKETING




tujom (2018) 3 (2): 166-180
]

Moreover, the critical realist ontology accepts the “assumption of universal/shared
principles besides individual uniqueness and local truths” (Reed, 2006:37). Hence, the
neomodernist scientific perspective acknowledges partial truths on the way to universal truth,
and wants open theories that have the possibility to go beyond themselves. (Reed, 2006 cited
Da Costa, 2003). From this point of view, Neomodernism departs from rigid Positivism in terms
of ‘accepting uncertainty and the role of values’.

After the ontology of the paradigm, the concept of epistemology, that is the
methodological approach and the mixed-methods within that were discussed.

Unlike the logical empiricism of Modernism, Neomodernism adopts critical realism as
the epistemological model. Critical realism is a doctrine arguing that "all knowledge must be
critically evaluated and tested to determine the extent to which they do, or do not, truly represent
or correspond to that world" (Hunt, 1990: 9). Accordingly, while protecting its realist and
positivist roots, Neomodernism compounds the realism with a critical perspective (Reed, 2006)
which involves a comparison between the inferences generated by different methods, different
investigators or different sources of knowledge. This also entails the use of complementary
theoretical interpretations to ensure a holistic picture of the phenomena being assessed. For the
reason of the context-dependence problem in knowledge generation, critical realist paradigm
suggests adopting methodological pluralism4, that is to say, the mixed-methods approach.
Hence, the critical realism paradigm does not rely on a single methodology but embraces the
combination of quantitative and qualitative methods in the same research design (Zachariadis
vd., 2013). The real meaning of the mixed-methods approach is different than just exploiting a
qualitative method as a preliminary step for quantitative study. Qualitative methods like
interviews, ethnography, case studies, historical narratives are, on the one hand valid (Tsoukas,
1989), on the other hand, more skilled in explaining phenomena, establishing hypotheses,
describing structures, and identifying interactions between complex mechanisms (Volkoff,
Strong, & Elmes, 2007). Accordingly, Table 3 comprehensively illuminates the purposes,
decriptions and implications of mixed-method approach.

41t is necessary to highlight that methodological pluralism is different than epistemological pluralism,

namelz relativism (see Karavaﬁh,1994).
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Table 3: The Mixed-Methods Approach in Critical Realism

Purpose of Description Implication from CR
Combination
Complementarity MMs are used in order to gain Different levels of abstraction of a
complementary views about the multilayered world demand different
same phenomena or events methods
Completeness MM research design is used to Requires meta-theoretical considerations
ensure a complete picture (as (i.e., angle of approach)

detailed as possible) of the
phenomenon under study

Developmental Inferences of one type of research  This being part of the retroductive approach
are being used as questions for of CR, inferences need to hypothesize about
another type of research the causal mechanisms whose recovery will

then inspire additional research

Expansion MMs are being implemented in Quantitative methods can be used to guide
order to provide explanations or qualitative research which (subject to the
expand the understanding obtained context) is more capable of uncovering
in previous research generative mechanisms
Corroboration/ MMs are used in order to confirm Epistemic fallacy occurs when trying to
Confirmation the findings from another study validate qualitative results with quantitative
methods 176
Compensation The weakness of one method can The weaknesses of different methods are
be compensated by the use of recognized so alternative methods can be
another used to compensate
Diversity MMs are used in order to obtain Different levels of abstraction of a
divergent views on the same multilayered world demand different
phenomena methods

Adapted from Addis, M., & Podesta, S. (2005). Long life to marketing research: A postmodern view.
European Journal of Marketing, 39(3—4 SPEC. ISS.), 386-412.

Bearing in mind the previous points, the methodologic pluralism which is the
combination of the various scientific traditions, paradigms and methodologies creates an
important opportunity to generate more precise and credible thus more valid scientific
knowledge (Karavagh,1994). The critical realism of Neomodernism views the issue of validity
from internal, external and construct validity aspects (Zachariadis vd., 2013). It can be argued
that the mixed-methods approach mainly supports external validity which is one of the most
crucial and the generally neglected part of a research. Within this scope, marketing research
should focus on the validation of knowledge with new instruments more efficiently. Since, the
issue of having valid knowledge is a major concern both for the firms aiming to have a
competitive advantage, and theorists seeking to build sound theories. In order to improve the

validity of marketing knowledge, it can be claimed to be beneficial that focusing on developing
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innovative methods of knowledge generation and explore innovative research designs to
support the methodological aspect of Neomodernist paradigm.

In the final analysis, Neomodernism can be said to be an open paradigm which is tolerant
of any critique keeping dynamic its metanarratives, theories and philosophies (Reed, 2006).
Thanks to these reasons Neomodernism gathers advantageous and compatible aspects of the
former scientific paradigms under the umbrella of critical realism. This new paradigm promises
new perspectives in the pursuit of knowledge generation, and a sound ground for marketing
management, research, and theory in the ‘Neomodern Era’.

3. DISCUSSION

From the historical standpoint, both Modernism and Postmodernism paradigms have
made some great contributions with their core concepts, respectively, positivism and relativism
to the philosophy of science. However, the either paradigm has arisen from different academic
fields, namely natural sciences and the humanities; on the other hand, has evolved under
different conditions. Therefore, the effects of either paradigm vary according to disciplines,
even, to the segments within any discipline.

Taking all the aspects into account, some theoretical, methodological and practical
implications for marketing discipline might be suggested. In terms of the marketing theory and
methodology, it is possible to say that there is an ongoing paradigm shift that has been
originated from the need for a new paradigm combining different scientific methods and
approaches for a productivity increase in the marketing knowledge generation. However, as
noted before, the purpose is not only the increase in productivity, but also generating more
precise and valid scientific knowledge taking into account the context dependency of social
phenomena to some degree. In accordance with the methodological pluralism tenet, a new kind
of empiricism promotes the use of mixed research methods, and any innovative technologies in
order to generate more valid and holistic scientific knowledge. With this regard, Neomodernism
can be claimed a more productive epistemological approach in the name of ‘the way of
knowing'. As another reflection of the mixed-methods approach of Neomodernist paradigm,
marketing research should be conducted using multiple methods mixing quantitative and
qualitative studies in order to validate the knowledge obtained. While quantitative methods
include interviews, ethnography, case studies, historical narratives; quantitative methods
include both conventional statistical analyses and technological tools like eye-tracking
technologies, sensors, cameras, RFID tools, big data/internet research softwares, and
neuromarketing. For instance, the combination of psychometric measurement and eye tracking

|
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technique, could be strongly claimed to contribute to increasing the validity of any marketing
research. This example illustrates how the Neomarketing paradigm is capable of helping in the
construction of healthier and more precise theoretical knowledge. It is obvious that
Neomodernism could satisfy the theoretical needs of researchers through its practical-based,
pluralistic and holistic research approach encompassing any natural or social sciences.
Therefore, the potential of this new paradigm to minimize the theoretical debates can make it
possible for marketing theorists and researchers to focus on other important issues in the

marketing.

When it comes to the implications of the paradigm for the marketing practice,
Neomodernism offering a more practice-based and pluralistic research approach convokes the
marketing practitioners, besides academic researchers to be knowledge generators rather than
knowledge consumers. Within this knowledge generation continuum, besides the use of
qualitative research methods, the practitioners should promote customers for participating in
the co-production of any marketing element, process and activity. Moreover, in order to provide
these valuable feedbacks from the consumers communication channels should be open and
exploited effectively. What this means is to place the co-creation communities (neo-tribes) at
the core of product development or re-design processes. This consumer-centric focus on the
paradigm also implies that the international/global firms should consider localizing its products
and services taking into account the culture-consumption link. In this context, for the purpose
of tailoring the marketing strategies and products according to local markets, localized
marketing research approach encompassing morals and values is of great importance. Equally
important, Neomodernism embraces the hedonic and experimental aspects of consumption,
besides rational and utilitarian ones. What this indicates in terms of marketing management is
marketing strategies including product, price, place, promotion design should be reconsidered

in terms of addressing both utilitarian and hedonistic consumers simultaneously.

In summary, having considered the conditions entailing the shift from Modernism to
Postmodernism and now to Neomodernism, the adoption of ontological flexibility and
epistemological diversity of Neomodernism, on the one hand, brings many opportunities in
providing opportunities to make the theories suited to facts better, and on the other hand, gives

sounder marketing management decisions.

Finally, directing the research endeavours in the way to explore some innovative
research designs, and to construct the methodological principles for conducting critical realism

based Neomodernist research can be an interesting area for the future research.

e —
NEOMODERNISM: TOWARDS A PARADIGM SHIFT IN MARKETING



tujom (2018) 3 (2): 166-180

L
REFERENCES

Abbagnano, N. (1995). La Filosofia dei Secoli XIX e XX. Dallo Spiritualismo all’Esistenzialismo, TEA, Milan.

Archer, M. S., Bhaskar, R., Collier, A., Lawson, T., & Norrie, A. (1998). Critical Realism: Essential Readings.
London, UK: Routledge.

Addis and Podesta (2005). Long Life to Marketing Research: A Postmodern View. European Journal of Marketing
Vol. 39 (3/4), 386-412.

Bashkar, R. (1975). A Realist Theory of Science. Leeds, UK: Leeds Books.
Bisk, T. (2002). Toward a Practical Utopianism. The Futurist. Vol 36(3), 22-25.
Brown, S. (1993). Postmodern Marketing? European Journal of Marketing, 27(4), 19-34.

Brown, S. (1994). Marketing as Multiplex: Screening Postmodernism. European Journal of Marketing, 28(8/9),
27-51.

Brown, S., (1993). Postmodern Marketing, European Journal of Marketing. VVol.27(4), 19-34.

Cobb, J.B. (1990), Two Types of Postmodernism: Deconstruction and Process. Theology Today. Vol. 47(2), 149-
158.

Cova, B. (1996). The postmodern explained to managers: Implications for marketing. Business Horizons, 39(6),
15.

Da Costa NCA, (2003). French S. Science and Partial Truth: A Unitary Approach to Models and Scientific
Reasoning. New York, NY: Oxford University Press.

Firat A.F., N. Dholakia (2006). Theoretical and Philosophical Implications of Postmodern Debates: Some
Challenges to Modern Marketing. Marketing Theory, Vol.6 (2), 123-162.

Firat, A. F. (1992). Postmodernism and the marketing organization. Journal of Organizational Change
Management, 5(1), 79.

Firat, A. F., & Shultz, C. J. (1997). From segmentation to fragmentation: Markets and marketing strategy in the
postmodern era. European Journal of Marketing, 31(3/4), 183-207.

Firat, A. F., & Venkatesh, A. (1993). Postmodernity: The age of marketing. International Journal of Research in
Marketing, 10(3), 227-249.

Firat, A. F., & Venkatesh, A. (1995). Liberatory Postmodernism and the Reenchantment of Consumption. Journal
of Consumer Research, 22(3), 239-267.

Firat, A. Fuat, Clifford J. Shultz I1, (1997) From segmentation to fragmentation: Markets and marketing strategy
in the postmodern era, European Journal of Marketing, Vol. 31 Issue: 3/4, pp.183-207.

Fuat Firat, A., Dholakia, N., & Venkatesh, A. (1995). Marketing in a postmodern world. European Journal of
Marketing, 29(1), 40-56.

Hunt, S. D. (1990). and Marketing Theory. Journal of Marketing, 54(3), 1-15.

Kavanagh D. (1994). Hunt versus Anderson: Round 16. European Journal of Marketing VVol.28 (3), 26-41.
Kuhn T.S. (1970). The Structure of Scientific Revolutions. (2nd ed.). Chicago: University of Chicago Press.
Laudan L. (1977). Progress and its problems. Los Angeles: University of California Press.

Magee, G. A. (2010). The Hegel Dictionary. A&C Black.

Mingers, J. (2004). Real-izing information systems: critical realism as an underpinning philosophy for information
systems. Information and Organization, 14(2), 87-103.

Patterson, M. (1998). Direct marketing in postmodernity: neo-tribes and direct communications. Marketing
Intelligence & Planning, 16(1), 68-74.

Reed, P. G. (2006). Neomodernism and Evidence Based Nursing: Implications for the Production of Nursing
Knowledge. Nursing Outlook, 54(1), 36-38.

Reed, P. G. (2008). Practitioner as Theorist. Nursing Science Quarterly, Vol. 21(4), 315-321.

Turkish Journal of Marketing Vol.:3 Issue:2 Year: 2018 pp. 166-180



Metin TOPTAS
TR R A AR PR RN YW —y_—_—=—=—==—=—_..—_=—h=—=a

Rosenau, Pauline Marie (1992), Post-modernism and the So cial Sciences: Insights, Inroads, and Intrusions, Prince
ton, NJ: Princeton University Press.

Tsoukas, H. (1989). The Validity of Idiographic Research Explanations. Academy of Management Review, 14(4),
551-561.

van Raaij, W. F. (1993). Postmodern consumption. Journal of Economic Psychology, 14(3), 541-563.

Venkatesh, A., J.F. Sherry, A.F. Fuat, (1993). Postmodernism and Marketing Imaginary. International Journal of
Research in Marketing, Vol. 10, 215-223.

Venkatesh, A., Sherry, J. F., & Fuat Firat, A. (1993). Postmodernism and the marketing imaginary. International
Journal of Research in Marketing, 10(3), 215-223.

Volkoff, O., Strong, D. M., & Elmes, M. B. (2007). Technological Embeddedness and Organizational Change.
Organization Science VO - 18, (5), 832.

Whall, A.L., Hicks, F. (2002). The Unrecognized Paradigm Shift in Nursing: Implications, Problems, and
Possibilities. Nursing Outlook, Vol.50, 72-76

Zachariadis, M., Scott, S., & Barrett, M. (2013). Methodological implications of critical realism for mixed-
methods research. MIS Quarterly, 37(3), 855-879.

e —
NEOMODERNISM: TOWARDS A PARADIGM SHIFT IN MARKETING

—
0
(e}



	tujom 3-2 -- 1653-2338
	indeks
	Editör Kurulu
	Yayın Kurulu
	içindekiler
	C3S2-1
	C3S2-2
	C3S2-3
	C3S2-4
	C3S2-5
	C3S2-6

