PressAcademia

JMML

Journal of Management,
Marketing & Logistics

PressAcademia publishes journals, books,
case studies, conference proceedings and
organizes international conferences.

jmml@pressacademia.org

ISSN 2148-6670




PressAcademia JMML

www.pressacademia org/journals/jmmi ISSN 2148-6670

Journal of Management, Marketing and Logistics YEAR2021 VOLUMES8 ISSUE1

ABOUT THE JOURNAL

Journal of Management, Marketing and Logistics (JMML) s a scientific, academic, peer-reviewed, quarterly and
open-access online journal. The journal publishes four issues a year. The issuing months are March, June,
September and December. The publication languages of the Journal are English and Turkish. JIMML aims to
provide aresearch sourcefor all practitioners, policy makers, professionals and researchers workingin the area
of economics, finance, accounting and auditing. The editor in chief of JMML invites all manuscripts that cover
theoretical and/orapplied researches on topics related to the interest areas of the Journal.

Editor-in-Chief
Prof. Dilek Teker

Editorial Assistant
inan Tunc

JMML is currently indexed by

Ulrich’s Directiroy, ProQuest, OpenJ-Gate,
International Scientific Indexing (ISl), Directory of Research Journals Indexing (DRIJI), International Society for
ResearchActivity (ISRA), InfoBaselndex, Scientific Indexing Services (SIS), International Institute of Organized
Research(I120R), SOBIAD.

Ethics Policy
JMML applies the standards of Committee on Publication Ethics (COPE). JMML is committed to the academic
community ensuringethics and quality of manuscripts in publications. Plagiarismis strictly forbidden and the
manuscripts foundto be plagiarised will not be accepted or if published will be removed from the publication.

Author Guidelines
All manuscripts must use the journalformat for submissions.
Visit www.pressacademia.org/journals/imml/guidelines for details.

CALL FOR PAPERS
The nextissue of JIMML will be published in June 2021.
Submit manuscripts to

imml@pressacademia.org or
http://www.pressacademia.org/submit-manuscript/

Web: www.pressacademia.org/journals/jmml



http://www.pressacademia.org/journals/jmml/guidelines
mailto:jmml@pressacademia.org
http://www.pressacademia.org/submit-manuscript/
http://www.pressacademia.org/journals/jmml

PressAcademia JMML

www.pressacademia org/journals/jmmi ISSN 2148-6670

Journal of Management, Marketing and Logistics YEAR2021 VOLUMES8 ISSUE1

EDITORIAL BOARD

Klaus Haberich, Franklin University
Chieh-Jen Huang, Providence University
Meltem Kiygi Calli, Okan University
Muge Klein, Turkish-German University
Gary S. Lynn, Stevens Institute of Technology
Selime Sezgin, Bilgi University
Semih Soran, Ozyigin University
Husniye Ors, Gazi University
Mehmet Tanyas, Maltepe University
Tugba Orten Tugrul, Izmir University of Economics
Nimet Uray, Kadir Has University
Nan-yu Wang, Ta Hwa University of Science and Technolgy
Fu-Yun Wang, Ta Hwa University of Science and Technology

UgurYozgat, Marmara University




PressAcademia JMML

www.pressacademia org/journals/jmmi ISSN 2148-6670

Journal of Management, Marketing and Logistics YEAR2021 VOLUMES8 ISSUE1

CONTENT
Title and Author/s Page
1. Evaluation of a ceramicenterprise regarding a scope of strategic managementas a part of
supply chain
0zden OzKanlisoy, ErKUL AKKGIEQ] ..........coeeeeveriiiisieeeeeiee ettt ee e ettt s se e e e et tisaa e s s st e tta s s s se tinesaaastssssinnnnen 1-16

DOI: 10.17261/Pressacademia.2021.1383
JMML-V.8-155.1-2021(1)-p.1-16

2. An evaluation for rebranding: the impact of logo change on brand attitude and brand loyalty
Hsin-Hung Shen, ChiN-HUGNG LN .......coooeeeeeeeeoeeeeeeeeeeee ettt ettt aaaaeeeaes 17-33
DOI: 10.17261/Pressacademia.2021.1384
JMML-V.8-155.1-2021(2)-p.17-33

3. Brand perceptions in banking services and the effects of service qualityon perceivedvalue,
customer satisfaction and loyalty
Bankacilik hizmetlerinde marka algilari ve hizmet kalitesinin algilanan deger, miisteri tatmini ve baghhdina etkileri
FEIUAUN YOYIMON oottt ettt ettt e et e e e et e e e e st e e e e e st e e e s st e e e e se e e et st et e et et e e e e st e e testeesssteeeeeneeneeseeeees 34-52
DOI: 10.17261/Pressacademia.2021.1385
JMML-V.8-155.1-2021(3)-p.34-52

4. Investigation of the effect of perceived risk and e-distrust, webrooming intention and
webrooming behaviorin the framework of theory of reasoned action
Algilanan risk ve e-giivensizligin webrooming niyeti ve webrooming davranisi lizerindeki etkisinin gerekgeli eylem teorisi
cergevesinde incelenmesi
BUKET BOTA SBIMUZ oottt ettt sttt te e e se s et e e se s se s ts e te e 4t st e e e e st e e e e e aeaaaeseeeeeereeeentaaaaanes 53-63
DOI: 10.17261/Pressacademia.2021.1386
JMML-V.8-1S5.1-2021(4)-p.53-63

5. Understanding work-life balance, resilience and emotional endurance of single working mothers
in the workplace: a qualitative study
ATZU GUEISKEN ...ttt et ettt sttt ettt s nr e et 64-75
DOI: 10.17261/Pressacademia.2021.1387
JMML-V.8-15S5.1-2021(5)-p.64-75




PressAcademia JMML

www.pressacademia.org/journals/jmml ISSN 2148-6670

Joumal of Management, Marketing and Logistics YEAR 2021 VOLUMESB ISSUE1

EVALUATION OF A CERAMIC ENTERPRISE REGARDING A SCOPE OF STRATEGIC MANAGEMENT AS A
PART OF SUPPLY CHAIN

DOI: 10.17261/Pressacademia.2021.1383
JMML- V.8-1S5.1-2021(1)-p.1-16

Ozden Ozkanlisoy?, Erkut Akkartal?

Ystanbul Aydin University, Department of Aviation Management, Florya, Istanbul, Turkey.
ozdenozkanlisoy@aydin.edu.tr , ORCID: 0000-0001-7879-0733

2Yeditepe University, Department of Logistics Management, Atasehir, Istanbul, Turkey.
erkut.akkartal@yeditepe.edu.tr , ORCID: 0000-0002-7090-4449

Date Received: December 10, 2020 Date Accepted: March 2, 2021 oren (Y access (D

To cite this document

Ozkanlisoy, O., Akkartal, E. (2021). Evaluation of a ceramic enterprise regarding a scope of strategic management as a part of supply chain.
Journal of Management, Marketing and Logistics (JMML), V.8(1), p.1-16.

Permanent link to this document: http://doi.org/10.17261/Pressacademia.2021.1383

Copyright: Published by PressAcademia and limited licensed re-use rights only.

ABSTRACT

Purpose- The purpose of this study is to analyze the only 100% Turkish capital company, which has a significant place in the world in terms of its
ceramic production capacity, in terms of strategic management, to guide other companies in the sector and thus increase the share of the
ceramics industry in the Turkish economy by further increasing its share in exports.

Methodology- Strategic situation analysis was carried out in the study. In this context, the definition of the business, the situation analysis, the
market definition, business external environment analysis, business environment analysis, business internal environment analysis, SWOT
analysis and financial situation analysis were carried out. The new strategies were examined.

Findings- The shipping group company established by the firm has strengthened its brand perception in both domestic and export sectors with a
new product introduced to the market and the product it created in the sector. At the same time, it has reached a low opportunity cost with the
Italian brand. It is possible to say that the leading company of the sector, which has significant investments abroad, is on the right track with the
investments made by the company, new products and new strategies. As a matter of fact, it is possible to see this with the increase in gross
profit and operating profit in the annual report.

Conclusion- Supply chain design, planning, and operations decisions play an important role in a firm's success or failure. To remain competitive,
supply chains need to be well-managed supply chains that adapt to changing technology and customer expectations. In addition to the
companies in the ceramics industry, which has a significant share in exports, to make strategic situation analyzes, some changes must be made
by the state.

Keywords: Ceramic enterprise, ceramic supply chain, strategic management, situation analysis
JEL Codes: L61, L10, M10

1. INTRODUCTION

Ceramic industry is an industry branch that provides significant inputs to the construction sector, which consists of ceramic tile,
ceramic sanitary ware, ceramic tableware and kitchenware, porcelain tableware and kitchenware, technical ceramics, refractory
mortar and bricks, and ceramic raw materials (Agrafitois and Tsoutsos, 2001: 1231). Ceramic based on the history of the oldest
civilization in Turkey as the first BC 6000 has been found. Due to the urbanization that took place in the 1960s, the Turkish
ceramic industry has shown a rapid development with the effect of the construction industry (Turkey Ceramics Federation,
2010). It is still one of the most used materials today. Ceramic materials are frequently used in interior and exterior walls of
buildings, wall coverings, bathrooms and kitchens, sanitary ware, electrical products, digital technologies and production tools
(T.R. Presidency Strategy and Budget Office, 2020).

The sector which is one of Turkey's oldest and fastest moving sectors, improve their product every year and increase the
diversity of its products. Sub-sectors of ceramics; ceramic tile, ceramic ware, refractory fire bricks, ceramic raw materials,
ceramic kitchen and tableware, technical ceramic products (Turkey Ceramics Federation, 2010). Considering its installed
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capacity, product quality and diversity, and its share in total ceramic exports, the most developed sub-sectors in the Turkish
ceramic industry are coating materials and sanitary ware. 57.2% of total ceramic exports consist of ceramic coating materials,
22.6% of ceramic sanitary ware, 11.7% of home and ornaments (Yasun, 2008).

In 2019, the foreign trade volume of the sector is 374 169 264 TL, and the merchandise trade deficit is 31 239 375 TL. The ratio
of exports to imports is 84.6%. This rate was 75.3% in 2018 and 67.1% in 2017 (TUIK, 2020). Therefore, it is possible to say that
exports increased rapidly while imports decreased in the sector. Ceramic industry is also significant in terms of added value for
our country to be one of the leading sectors. The fact that the ceramic industry is one of the sectors that uses domestic
resources most in exports and has the least dependence on imported products is another factor that increases its importance
for the Turkish economy (ISGAP, 2020).

Turkey's exports of ceramic tile show a significant change as markets. While exports have been mainly made to close and
neighboring countries for many years, exports have been made mainly to developed Western countries markets for the last five
years (TUIK, 2020). In Zion Market Research (2018), it was predicted that the global ceramics market will experience a growth of
around 9.3% in the period from 2018 to 2023 (Zion Market Research, 2018).

The management of an organization's long-term goal is called "strategic management"(Witcher, 2020: 2). Strategic management
also examines why some firms are performing better than others (Dess et al., 2019: 6). A distinction is often made between
strategic management and operations, but it should be borne in mind that the management of today's operations is the
strategic management of tomorrow. Therefore, strategic management is also about managing an organization, including how
operations serve the strategic needs of the organization's strategy (Witcher, 2020: 2).

The concept of supply chain management (SCM), in its broadest definition, refers to the ways companies produce, distribute
and sell products and the coordination and cooperation efforts between all supply chain members while doing this (Khan and
Yu, 2019: 23). Therefore, supply chain management affects operations that are also significant for strategic management.

Supply chain management supports businesses by optimizing core business practices, minimizing logistics expenses, and
increasing customer satisfaction (Sun et al, 2015: 150; Al Zubayer et al., 2019: 793). In today's modern business world,
competition occurs between companies' supply chains (Gunasekaran et al., 2004: 333). Supply chain design, planning, and
operations decisions play an important role in a firm's success. To remain competitive, supply chains must be well-managed
supply chains that adapt to changing technology and customer expectations (Chopra and Meindl, 2013: 6).

The element to be kept in mind here is that while supply chain management benefits all member companies, strategic
management deals with the benefit of a single business. Companies that carry out the strategic management of each company
well contribute to both the sector they are affiliated with and their own supply chain. In this context, the situation analysis,
which is one of the components of the strategic management of the leading company in the sector, will be presented as an
example to other companies and will serve as a guide for companies in both the Turkish ceramic industry and the global ceramic
industry in this study. In addition, it guides other ceramic producers and suppliers about how the chain members will follow to
increase the performance of the ceramic supply chain.

2. CHARACTERISATION OF SUPPLY CHAIN IN CERAMIC INDUSTRY

The supply chain is a network of organizations from upper players to lower players involved in different processes and activities
to create value with products and services for end users (Christopher, 2005: 3-4). Supply chain management (SCM) consists of a
series of approaches used to efficiently integrate suppliers, manufacturers, warehouses, and stores, and meets the service level
requirement by ensuring that the goods are produced in the right quantities, in the right place and distributed to the right
places at the lowest cost (Eko and Djokopran, 2002: 153).

Supply and Procurement- Working with multiple suppliers for the same commodity is one of the challenges of the ceramic
supply chain. Long-term supply contracts are rare. The general trend in the ceramic supply chain is to keep more than one
supply channel active at the same time. (Dondi et al., 2020: 6).

Manufacturing- The ceramic industry is generally an export-oriented sector. The European Union exports 30% of its total
production. It covers around 2000 companies and has an annual production value of 30 billion Euros. Because it is an energy-
intensive industry, its competitiveness largely depends on fuel prices. Therefore, cost-effective strategies that increase energy
efficiency and reduce carbon emissions affect ceramic production costs (Ceramie-Unie, 2019; Castro Oliveira, 2020: 6096).
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Wastes generated at every stage of production create environmental problems. The necessity of storing these wastes resulting
from production also causes an additional cost (Poyraz and Yilmaz, 2018: 259).

Unlike classical production methods, 3D printing technique is also used in the processing of ceramic materials (Lipton et al.,
2015: 114-115; Dankara et al., 2018: 231). The terms 3D printing and additive manufacturing have become interchangeable. The
term layered production is defined as the technology or addition process of depositing successive thin layers of material on top
of each other and producing a final three-dimensional product (Attaran, 2017: 196). In production technologies, along with 3D
printing, it is expected that technological progress in nanotechnology will open new paths for ceramic industry participants.
Nanotechnology has made an important contribution to the production of ceramic floor tiles. Nanotechnology provides
resistance to bacteria and dirt and extends the strength and shelf life of tiles. It is estimated that a significant part of the
demand for ceramic floor tiles produced with nanotechnology will come from food processing facilities, laboratories, and
hospital (Global Ceramics Market Size Industry Analysis Report, 2019).

Transportion- Transportation activities in the ceramic supply chain are carried out over long and medium distances. For this
reason, a multimodal transport network is used where more than one transport vehicle is used (Serpagli, 2020: 88-90). Due to
the heavy weight of ceramic products and the limitation of tonnage in road vehicles, the transportation costs of the products
are high. Companies providing logistics supply reflect this freight cost to their product prices. European countries reduce their
transportation costs by using rail transportation (ESDH Ceramic Industry Macro Market Research, 2020a: 48-79).

Distribution- The distribution process should consider identifying the appropriate distribution channels regarding distance,
travel time and supply and demand of each consumer (Bogataj et al., 2005: 93-94; Xiao et al., 2008; Perdana and Soemardjito,
2015). The long travel time during product distribution in the ceramic supply chain affects the quality of the goods and causes
losses for traders. Delayed delivery process is also a factor that increases costs (Dondi et al., 2020: 6). In today's digitalizing
world, information technologies are used extensively in the distribution of ceramic products (Ferreira et al., 2018: 292).
According to a study, information technology-based supply chains significantly reduce delivery times and costs (Sethi, 2014).

Packaging- Ceramic products are classified as items to be broken (Worthy, 1982: 329-360). Special packaging and packaging
materials are used while packing the fragile items.

Warehousing- The ceramic products are made of natural resources such as feldspar, quartz, ball clay, china clay and water
(Choudhary and Sangwan, 2019: 1285). However, they require special storage as they are products that are susceptible to
breakage and damage. Factories obtain their raw materials from their own enterprises or from external producers. Raw
materials are generally stored in closed silos (Ministry of Environment and Urban, 2020: 6). Large amounts of wastes occur from
the production of world ceramic coating companies. The storage or disposal of these wastes is a problem for companies
(Ceramic Federation, 2017).

Logistics- Most of the ceramic enterprises are far from modern logistics. Ceramic logistics costs are higher than other industries.
Ceramic business logistics generally includes the connections shown in Figure 1 below (Zou and Liu, 2019: 475):

Figure 1: Logistics Link of Ceramic Enterprise

Raw ]
Mt Processing

aterials Storage [ production
approach

=4 Product
storage

Product
shipping

Distnbution

Source: Zou A., Liu J. (2019) Design of Integrated Logistics Model for Ceramic Enterprises in Liling. In: Huang G., Chien CF., Dou R. (eds)
Proceeding of the 24th International Conference on Industrial Engineering and Engineering Management 2018. Springer, Singapore.
https://doi.org/10.1007/978-981-13-3402-3_50
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3. DATA AND METHODOLOGY

The contribution of the ceramics industry to the Turkish economy is very significant as one of the sectors that uses domestic
resources most in exports and has the least dependence on imported products. The aim of this study is to analyze the only 100%
Turkish capital company, which has a significant place in the world in terms of its ceramic production capacity, in terms of
strategic management, to guide other companies in the sector and thus increase the share of the ceramics industry in the
Turkish economy by further increasing its share in exports.

The strategic management process, which is a significant management technique in determining the future goals and objectives
of the organizations, enables the determination of the necessary activities for the companies to reach their goals (Bosemann
and Phatak, 1989; Leskinen et al., 2006: 267). Secondary data were used within the scope of the study. The financial data within
the scope of the study were obtained from the Public Disclosure Platform (KAP). Company's annual reports and general
assembly presentations were used for situation analysis.

Situation analysis is a system recommended in basic case studies on strategic management issues from the beginning of the 21st
century until today (Anderson and Vince, 2002). Situation analysis is defined as a simple but powerful tool used in assessing the
strategic situation of a firm (Hussely, 2002: 43). While analyzing the strategic situation of the company within the scope of the
study, firstly the definition of the business was made within the scope of the strategic situation analysis. Within the scope of the
situation analysis, the market in which the company is located was defined first. Subsequently, business external environment
analysis, business environment analysis, business internal environment analysis, SWOT analysis, financial situation analysis was
performed and the company's new strategies were examined. Tabulation and graphics were used as descriptive statistics.
Domestic data was used. Within the scope of the study, inferential results were obtained from tables and graphics. The study
ends with the evaluation of the findings.

4. FINDINGS AND DISCUSSIONS

The foundations of the company included in the study were laid in 1957. Half the business processes of more than a century, has
pioneered the establishment of the ceramics industry in Turkey and the world is a giant with investments in this area. The
company has a production capacity of 68 million m2 per year and is the largest ceramics establishment producing in a single
area (KAP, 2020c). The ceramic company within the scope of the study is one of the brands belonging to the same brand group.
Group company has 17 companies today, each of which is a leader in their field. There are 6 brands owned by the company
group. The group company grows every year by investing in developing and new sectors.

The ceramics industry is one of Turkey's oldest and fastest-moving sectors. The sector is a sector that develops its products
every year and expands the variety of its products (Ceramic World Review, 2013). The contribution of the ceramic industry to
the Turkish economy is very significant as one of the sectors that uses domestic resources the most in exports and has the least
dependence on imported products. In addition, the Turkish ceramics industry is the most important industry with competitive
experience abroad. The highest export and production rate of this sector, which has the highest rate of domestic raw material
usage and very little import dependency, is in the ceramic tile product group (Kafali, 2005). The export figures according to
ceramic product types in the last five years in the Turkish ceramic industry are given in Table 1 below (TUIK, 2020; CCST,2020):

Table 1: Overall Turkey Ceramic Industry Exports (Million $)

YEARS 2015 2016 2017 2018 2019
Ceramic tiles 501 512 552 599 665
Ceramic sanitary ware 198 212 231 259 272
Porcelain tableware and kitchenware 68 68 80 81 84
Ceramic tableware and kitchenware 31 24 22 27 30
Refractories 121 116 132 172 156
Ceramic ornaments 5 4 6 5 6
Bricks and tiles 6 6 7 8 8
Other ceramic products 3 4 5 7 5
TOTAL 934 946 1036 1159 1225

Reproduced from Source: TUIK, 2020 and CCST, 2020. https://data.tuik.gov.tr/  http://www.ccst.org.tr/arastirma/69e1d339-44a5-40a9-b1da-
e66c7f335668.pdf
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Ceramic exports are increasing over the years, while imports are gradually decreasing. While ceramic exports in the world were
approximately 500 million dollars in 2015, it was 664 million dollars in 2019. Ceramic imports in the world were 78 million
dollars in 2015 and 11 million dollars in 2019 (Turkish Ceramic Federation, 2020). The realization of the world ceramic foreign
trade is given in Table 2 below (TUIK, 2020):

Table 2: Turkey's Foreign Trade by Ceramic

YEARS Export (kg) Export (m?) Import (kg) Import (m?) Export (S) Import ($)
2015 1.324.366.286 77.169.749 78.591.133 3.810.411 500.489.206 78.203.839
2016 1.416.870.784 80.904.446 60.796.356 3.016.712 512.539.019 65.100.119
2017 1.603.975.120 89.869.873 25.170.465 1.255.739 551.645.578 32.683.159
2018 1.780.550.071 95.783.335 16.910.114 825.633 597.756.864 18.089.526
2019 2.091.541.936 111.834.129 10.437.569 498.326 664.875.075 11.378.912

Reproduced from Source: TUIK, (2020). Turkish Statistical Institute. Access adress https://data.tuik.gov.tr/

The industry's leading product group is ceramic tile (CCST, 2020). The Turkish ceramic tile industry has managed to have a say in
the world of ceramic tile production, especially with the investments it has made after 1990. Turkish companies deliver their
products to 60 countries today, and the competitive power of the Turkish ceramics industry in the world markets is increasing
thanks to its growing production capacity, modern technology investments and high-quality advantages (Ceramic World Review,
2013).

In 2014, while some ceramic companies made new investments in the Turkish ceramic industry, some ceramic companies
became stronger by purchasing ceramic companies from abroad. Turkish ceramic brands have purchased and incorporated 7
European giant ceramic brands in the last 7 years. In the ceramic market, Eczacibasi first purchased the ceramic tile division of
German companies Engers Ceramic and German Villeroy & Boch. Italian Fincuoghi, which has the Edilcuoghi, Edilgres and
Campani brands, has been included in the scope of our company. Seramiksan and Ece Holding made the last purchase
afterwards (Ministry of Science, Industry and Technology, 2015: 19).

Production, consumption and trade in the world ceramic industry is primarily affected by the developments in the world
economy and trade and the world construction industry. A significant slowdown occurred in the world economy and trade and
the construction sector in 2019. Accordingly, it is estimated that the production and consumption of ceramic tile will decline in
2019. In 2020, with the expectation of a relative recovery in the world economy and the construction industry, it is estimated
that the production and consumption of ceramic tile will increase to a limited extent. In this framework, it is predicted that the
production of ceramic coating materials, which decreased by 1.0 percent in 2019, will increase by 2.0 percent in 2020. While
China will remain stable in the production increase, the contribution of India, Vietham and Brazil will be seen. In addition, new
producer countries such as Egypt and Thailand will also contribute. Production increases in Europe will be more limited.
Depending on these developments, ceramic coating production, which was 13.00 billion square meters in 2019, is estimated to
increase by 2.0 percent in 2020 to reach 13.25 billion square meters (CCST, 2020).

4.1. Business External Environment Analysis

External environment analysis consists of studies aimed at understanding the changes and developments in the external
environment of the company and predicting the effects, opportunities, and threats that these changes and developments will
create on the institution (Ginter et al., 1991: 35). With this analysis, the place allows making predictions for the future and
responding to changes (Swayne et al., 2006: 48).

The external environment, the economic, legal, technological, economic component specifies how resources are distributed and
used in the economy, and includes labor wages, inflation, taxes paid by workers and employers, prices of services and goods;
The social component includes the characteristics, demographic and social values of the society in which the business is located;
the political and legal component, the components associated with government affairs and the rules or laws that members of
the community must comply with; technology includes innovations brought to the production of components, goods and
services, research and development activities (Chou et al., 2012: 178-181). The general environment matrix, which includes the
company's external environmental analysis for the market, is given in Table 3 below.
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Table 3: General Environment Matrix

Environment Possible Possible Impact Importance Prep Resource

Changes O(+)/T(-) Probability Level Degree Adequacy
for Business

Political Change of government + 3 1 3 2 4

Legal Urban Transformation + 6 6 36 6 6
Support

Technological  New Substitute + 3 5 15 5 3
Products

Sociocultural Change in Pleasures + 2 3 6 4 4

Economic Worsening Economy + 5 5 25 3 3

Demographic Increase in Target + 5 4 20 6 6
Audience

International Possible Extra Tax on - 5 4 20 3 3

Turkish Products

When the external environment of the enterprise is examined in terms of the legal environment, the support of the state to
urban transformation is a very significant legal arrangement for the opening of economic recession. Residents of some
neighborhoods, especially in Istanbul, have created a strong investment in construction sector, especially on the Anatolian side.
This created very new opportunities for the ceramic tile industry (Ceramics Working Group Report, 2015: 105-106). When
technological environment is examined, especially large R&D investments that trigger strong design and technological
developments in Italy develop some substitute products. Ceramic applications that are heated and become liquid, then poured
and cooled and cover the floor are in the test phase. This may be a development that changes the balances of the sector (T.R.
Presidency Strategy and Budget Office, 2020: 5). In this study, 3D printing, also known as additive manufacturing, mentioned in
the title number 2, is a technology that makes significant contributions to the ceramic industry. Production with 3D printing is
expected to be a dominant technology in the sector in the coming years (Global Ceramics Market Size, Industry Analysis Report,
2019).

When sociocultural environment is examined, social and cultural transformation process taking place in Turkey (Brennan and
Herzog, 2014: 139). A social transformation in which conservative people and their lives are more dominant, widespread, and
not afraid of being presented as before, but easily poured there like an identity, causes changes in the culture of pleasure and
appreciation. It is very evident that the production and demand for products that are more like Arab and Islamic cultures has
increased and this situation has revealed the necessity of reform especially in the design and production processes. In terms of
economic environment, Turkey's economic development so far has been in line with the construction industry. The current
construction industry is in stagnation. Currently, the development of the two sectors is evaluated together (ESDH Ceramic
Industry Macro Market Research, 2020b). This affects the ceramic industry. For the production centers, which have a very large
capacity and must fill their lines all the time like this company, the loss of even a year means that the costs increase both in
production and stock and become unable to compete with the world. In terms of demographic environment, in particular,
government efforts to promote marriage and childbearing may create medium and long-term opportunities for the construction
industry. This will mean an increase in the target audience. Marriage and more children policy will mean more opportunities for
the construction industry.

4.2. Business Environment Competition Analysis

Competition is defined as the battle between businesses to gain customers' appreciation, and it is also believed that
competition is the secret hand that can best regulate the economy (Smith, 1776: 431). Recent developments in world trade have
made it necessary to change the usual perspectives and approaches up to now.

Measuring the competitive situation in the field of business by measuring the powers of the five factors that affect competition
in the sector of M. Porter is one of the important stages in the sectoral / business environment analysis. The competitive
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strategy model, which Porter developed in 1980 to explain the position of an industry in a complex strategic environment,
consists of five force models. The five strengths offered in this model are supplier power, buyer power, entry barriers, triple
substitution, and competitiveness (Porter, 1997: 12-17; Yunna and Yisheng, 2014: 799). Within the scope of the study, the sub-
criteria for each power were considered, the means of the criteria were calculated, and the following results were obtained for
five powers:

Table 4: Results of Competition Analysis

Criteria Mean Value
Threat of New Firms 3,69
Analysis of Suppliers / Bargaining Power of Suppliers 2,78
Analysis of Customers / Bargaining Power of Customers 2,1

The Threat of Alternative Goods 2,9
Intensity of Competition Among Competitors 2,66

The first step of the competition analysis is competition between competitors. The sector, which has been under the rule of the
first five big manufacturers for many years, has been opened to competition with the entry of medium-sized companies in
recent years. However, the influence of large-scale companies continues in the market. This reinforces the view of a classical
manufacturing sector far from the fragmented structure. Turkey dragging the sector, particularly companies, is an important
opportunity in terms of structure. The company group is the second largest ceramic tiles company in the world with a
production capacity of 67,9 million m2 / year (KAP, 2020c). The leader of the world market is the Italian Marazzi Group (Ceramic
World Review, 2015). The company, which has constantly renewed its investments since its establishment, attaches importance
to making international investments and opening to the world. The company, which recently bought Edilcoghi Edilgress brands
from Italy, has become a signifcant player in Italy (Edilcuoghi Edilgres, 2020).

According to competition among competitors, the sector, which has been under the rule of the first five big manufacturers for
many years, has been opened to competition with the entry of medium-sized companies in recent years. However, the influence
of large-scale companies continues in the market. This reinforces the view of a classical manufacturing sector far from the
fragmented structure.

Turkey dragging the sector, particularly companies, is an important opportunity in terms of structure. The company group is the
second largest ceramic tiles company in the world with a production capacity of 67,9 million m2 / year (KAP, 2020c). The leader
of the world market is the Italian Marazzi Group (Ceramic World Review, 2015). The company, which has constantly renewed its
investments since its establishment, attaches importance to making international investments and opening to the world. The
company, which recently bought Edilcoghi Edilgress brands from Italy, has become a significant player in Italy (Edilcuoghi
Edilgres, 2020).

The company's main competitor in the Turkish ceramics industry is Vitra within the Eczacibasi Company. Making significant
investments in the technology sector Eczacibasi Ceramic (Journal of Turkish Ceramics Federation, 2012: 35) are recognized in
sector and are considered among the strongest groups in Turkey.When it was established, an agreement was made with the
Italian company Marazzi and it was connected to production with the most advanced designs and techniques in ceramics.
Having parted ways with Marazzi over time, the company formed a partnership with an Irish company in the summer of 1998 to
establish Ireland's first ceramic tile factory. In addition, it is planned to export the tiles to be produced in this factory to Europe
and America (Sabah Newspaper, 1998).

Other important competitors in the market are Ege and Toprak group. They are commercially strong and respected companies
that value design and aesthetics. These companies are large-scale companies. The value that these companies attach to training
managers and institutionalization continues to contribute to the total manager quality of the sector. medium-sized firms in the
sector are contributing to the increase in Turkey's image and quality. In a meeting held in June 1999, ACIMAC, the Italian
ceramic machine manufacturers association, ranked Seranit Seramik among the top 10 companies producing porcelain tiles all
over the world (ACIMAC, 2020). All large and small companies in the sector have an international trade vision. The company
included in the study has adopted a cost-oriented approach and focused on making a difference with some of its products in line
with the Turkish ceramic perception in the world. First of all, the transportation group company established by the company was
strengthened and logistics costs, one of the main items of the sector, were reduced. Thus, low costs per unit product were
obtained and the firm became a firm with high welfare power.
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On the other hand, the company introduced a new product to the market. This product is still offered as the only manufacturer
in Turkey. With this product, a higher price and brand perception has been created compared to the leading products in the
market. In this way, the company has strengthened its brand perception in both domestic and export sectors. At the same time
firm, putting the Italian brand their product range by producing some of the well has reached a certain audience cannot reach
and compete in Turkey earlier this brand has achieved at lower cost opportunities.

When market entry barriers are examined, there is a moderate market entry barrier in the sector due to the capital need
(Dinger, 1996). Porcelain tile technology is a relatively new technology and is more expensive. This means a high capital
requirement. An important issue that should be counted among the barriers to entry is the strong brand image of the industry
leaders. A new company to enter the industry must invest significantly in its brand, otherwise it will be doomed to remain as a
small producer and work with small price margins. Brand investment is also important to establish the distribution network
across Turkey. The fact that the fixed investment in ceramic tile facilities does not allow the transformation into another
production activity and is not cheap can be considered as an exit barrier. The allegations that sales are made below the cost
encountered in the sector confirm this situation. In summary, there is a moderate entry barrier in the industry and exit will be a
more difficult decision.

When it is looked into bargaining power of suppliers and customers, the buyers can choose strong brands in the absence of
exorbitant price differences while choosing between brands. For this reason, the bargaining power of the buyers and the
bargaining power of the seller can be evaluated from the same perspectives. The power of brands plays a very key role in
buyers' preferences. As a natural consequence of this, brand segmentation is the most important engine of the sector. The price
difference between strong brands is the only trump card that buyers have as a bargaining power.

In terms of threats of substitute products, ceramic tile was born as a substitute product. It has begun to replace natural stones
such as marble and granite. Supply habits established on direct processing of previously existing mines have been broken with
the development of ceramic production. The main reason for this is that ceramic is both a healthy and a lower cost product.
However, ceramics have been losing power in the luxury consumption market in recent years, especially with the introduction of
new and more hygienic natural stones. Particularly, some natural stones, which can absorb water and collect even oxide in the
air, are more expensive, but have started to be preferred by those who can finance this. It is not perceived as a major threat
because it coincides with a very small part of the market.

The first step of the competition analysis is examined threats of substitute products that may be alternative to business
products. In this sense, we can say that companies in the market with strong brands are stronger than other sectors. In this
sense, the company is the most advantageous company in the sector in terms of brand awareness and brand power because it is
the first company in the sector. One of the company's brand name can be used as a generic brand name product in the near
geography in Turkey.

4.3. Business Internal Environmental Analysis

The internal environment comprises of those conditions internal to the organization, including the organization’s strategic
resources, abilities, and management capabilities (Witcher, 2020: 29). One of the methods used in business internal
environmental analysis is value chain analysis.

It is very useful to divide businesses into segments defined as value chains, each of which creates value, to better understand
value-creating activities and thus to develop competitive advantage. It creates a certain value for each park in the value chain
and thus contributes to the total profit. Value chain analysis also measures the value of each part in the chain and identifies its
total contributions (Macmillan and Tampoe, 2000: 118). Value chain analysis enables businesses to review the inside of the
organization to ensure cost effectiveness in resource utilization (Walters and Jones, 2001: 333). Value chain analysis is based on
the search for strategies that will provide superior value to customers. With this analysis, the importance of the center of
competitive relativity in achieving success in the sector where managers and strategists are located has been revealed.

Accordingly, competitive advantage arises from many separate activities that a firm carries out in designing, producing,
marketing, delivering, and supporting its product (Porter, 1985: 37; Jacobs, 2003: 60-62). Each of the activities in the value chain
can contribute to the relative cost position of a firm and can also provide a basis for differentiation. To evaluate this, the value
chain strategically allocates a firm to its relevant activities. A firm gains competitive advantage by performing these strategically
important activities cheaper or better than their competitors (Christopher, 2005: 13). The activities included in the value chain
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analysis developed by Michael Porter (1985) are grouped under two main headings as basic activities and support activities
(Porter, 1985: 37). The activities of the company included in the study are evaluated in Figure 2 below:

Figure 2: Value Chain Analysis

Supply Activities: The company operates with an understanding of optimum quality in procurement.

g Human Resources Management: It is in line with company strategies and policies. In the investment
3*; in people project, the company is one of the best companies in the Turkish market in human resources
g development and management. 2
%‘ Technology Development: It uses quality materials and the latest technology. Its aim is always to \ ‘:3‘“_
S create better. )
3 Management Infrastructure: It takes into account corporate social responsibility and its effects on society.
It increases the reputation of the business with reputable CEOs, respect for nature, sustainability policies, respected
partners-mergers.
Internal Logistics: | Production External Marketing and Service: The
It establishes the Activities: The Logistics: Sales: It develops Company
system between facility arranges Delivery on new products for started a project S
suppliers and accordingly so time to reduce new markets with to improve after- 05'
production goods | that the works costs. R&D studies for sales services K3
well. can proceed customer within
smoothly in an satisfaction and the scope of
orderly order. sustainability. transformation.

—

!

Primary Activities

4.4. SWOT Analysis

Although the origin of the term "SWOT" is unknown, SWOT (strengths, weaknesses, opportunities, threats) analysis is
performed to be a key tool to address complex strategic situations by reducing the amount of information to improve decision
making in enterprises (Learned et al., 1969, Helms and Nixon, 2010: 216).

The most significant strengths of the company are the first ceramic exporter company in Turkey and is highly experienced in this
field. The weaknesses of the firm are taken into consideration, the most significant weakness is that it is far from some raw
materials. Looking at the opportunities and threats in the ceramic industry, there are many opportunities in the industry. There
are also some opportunities and threats created by the pandemic period for the company. Different categories in Turkey of the
Deloitte firm Covid-19 outbreaks according to the report entitled, in the building materials that were in the ceramics industry
sector, sector of consumers with the renovations they have made at home is decomposed as positive from other sectors
(Deloitte, 2020: 5). There is an increase in demand in this area. Despite the positive effect experienced compared to all these
other sectors, exports in the ceramic sector decreased by 40% during the pandemic period (TIMDER, 2020). It is possible to say
that this is related to the worsening economy all over the world. As a positive effect of the pandemic, the demand has shifted to
Europe and Turkey in ceramics (Ekonomist, 2020). The company's SWOT Analysis is given below in Figure 3.
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Figure 3: SWOT Analysis
Strenghs (S) Weaknesses (W)
S1: Brands leading the industry W1: Factory location (staying away from some

raw materials)
S2: Capital power
W2: Insufficiency of human resources and rapid

$3: Strong public relations circulation in businesses
Internal
S4: Strong R&D Investment Factors W3: Doing business in a low value-added goods
) . range

S5: Sectoral export experience (being one of

Turkey's first export firms). W4: The negative impact of mistakes in the
institutionalization process on business
processes

WS5: Financial effects of high stock keeping.

L
( SWoT \
Analysis
Opportunities (0) /{hreats (T)
v
O1: Stronger sector organization T1: Technology import obligation
02: Foreign investments and partnerships T2: Increasing logistics costs
03: Development in the image and designs of T3: Fluctuations in energy costs
Turkish goods
External T4: Political and economic uncertainties in
04: The government has adopted a construction Factors Turkey

sector-centered economic development model . . ) .
T5: The economy deteriorating with Covid-19

05: With the Covid-19 global pandemic, the global pandemic.
increase in consumers' home renovations.

06: With the Covid-19 global pandemic, the shift
of global ceramics demand towards Europe and
Turkey.

The company's strengths are that it is a leading company in the field of ceramics, strength of capital, public relations, and export
experience. The company's lack of raw materials, insufficiency of human resources, low value-added product range constitute
the weaknesses of the company. The ceramic industry is a highly organized sector and foreign investments, and partnerships are
high. The development of the image of the Turkish ceramic industry is also a positive situation for the company. Covid-19
pandemic has led to an increase in home renovations and consumers began to shift global demand for ceramics to Europe and
Turkey. However, there are also some threats created by the ceramic industry for the company. Increasing logistics costs,
fluctuations in energy costs, the economy worsening with the Covid-19 pandemic are the most important threats. While the
company takes advantage of the opportunities in the sector, it must also take precautions against threats.

4.5. Financial Situation Analysis

Since the balance sheets of the company were not published, only the company's publicly available annual reports could be
used in financial situation analysis. Data) obtained from the activity reports published on the Public Disclosure Platform (KAP)
were used to see the change in the last three operating years (KAP, 2020a; KAP, 2020b; KAP2020c).

DOI: 10.17261/Pressacademia.2021.1383 10



Journal of Management, Marketing and Logistics -IMML (2021), Vol.8(1). p.1-16 Ozkanlisoy, Akkartal

According to the company activity report for 2018; the total assets in the consolidated balance sheet for 2018 was 1 363 262
097 TL, and it increased by 14.54% compared to 2017. It occurred in current assets with an increase of 20.07% in 2018
compared to 2017. In the same year, fixed assets increased by 6.77% compared to the previous year. While short term debts
decreased by 17.7%, long term debts increased by 75.06%. As of 31.12.2018, the firm had a net loss for the period. The
company's equity decreased by 24.6% in the current period because of net period loss. Sales revenues increased by 16.93%
compared to the previous year. Cost of sales, on the other hand, increased by 20.65% depending on foreign currency during the
year and as a result, gross profit increased by 7.24%. Consolidated operating profit increased by 23.33% compared to the
previous period and reached 57 767 895 TL (KAP, 2020b).

According to the company activity report for 2019; in the consolidated balance sheet of 2019, the total assets amounted to 1
248 348 793 TL, with an increase of 8.43% compared to 2018. Current assets decreased by 12.43% in 2019 compared to 2018
and amounted to 731 258 353 TL. In the same year, fixed assets decreased by 2.11% compared to the previous year and
amounted to TL 517 090 440. While short term debts decreased by 12%, long term debts increased by 40.6%. As of 31.12.2019,
the company had a net loss for the period. The firm has shown a decrease in equity in the current period because of net period
loss. Sales revenues decreased by 10.74% compared to the previous year. Cost of sales increased by 5.12% during the year due
to foreign currency and as a result gross profit decreased by 57.17%. Loss has been realized in consolidated main operations
(KAP, 2020c). In 2019, global tile production and consumption experienced a decline. The production and consumption of
ceramic tile worldwide decreased by 3.7% and 4%, respectively, to 12.7 m2 and 12.4 billion m2 (Ceramic World Review, 2020).
Considering this contraction in the ceramic industry, it is possible to say that the loss of the company in 2019 is related to the
sectors. When the financial status of the firm in 2018 is analyzed, there is a positive situation with the increase in gross profit
and net profit.

New Strategies and Strategic Focus Fields: The concept of strategy originates from the Greek word "stratego" and means "art of
the general". In addition to formulating and developing strategies by senior management, they can be put into practice with the
participation of managers at all levels (Mescon et al., 1997: 487). The specific execution of strategies and plans together is an
important factor that leads businesses to success. Table 5 shows the effects of strategies and actions on the success of
businesses below (Tregoe and Zimmerman, 1981: 15-19):

Table 5: The Effects of Strategy and Actions on Business Success

Certain Plans Uncertain Plans

Certain strategies and effective actions will be Uncertain strategy but effective action has been
Effective successful in the future as in the past. successful in the past, but it is doubtful whether it will
Actions bring success in the future.

Although ineffective actions with a certain Uncertain strategy and ineffective actions will bring
Ineffective strategy have brought success from time to time failure in the future as in the past.
Actions in the past, competition is expected to strengthen

in the future.

Reproduced from Source: Tregoe, B. B. and Zimmerman, J. W. (1981). The new strategic manager. Business, 31(3), 15-19.

Since certain strategies and effective actions are a strategic management element that succeeds in the future as in the past, the
company included in the study has entered a transformation process in this direction and has determined new strategies in this
transformation process.

When examining the company's new strategic focus areas and projects carried out for this purpose, the company has gathered
its strategic focus areas under four dimensions. These consist of financial dimension, customer dimension, internal functioning
dimension and learning and development dimensions. The company aims at sustainable profitable growth with its financial
strategic focus. To achieve this goal, it aims to lead the domestic ceramic tile market, grow in the bathroom business area, grow
abroad and effective resource management. It implemented the domestic channel development project to grow in the domestic
ceramic tile and bathroom business area. It has carried out strategic overseas marketing plans to grow abroad and has achieved
KS-Kl integration. It realizes operational savings with effective resource management.

It aims to increase the end consumer loyalty and make its brands pioneering and innovative by raising the service level to
achieve its target in the strategic customer focus. To increase the end consumer loyalty by raising the service level, it analyzes
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the end consumer customer experiences, conducts studies for the development of the digital strategy, process, vision and
business requirements project and after-sales services. It manages the determination of product portfolio strategies and future
lab studies for its brands to continue as a pioneer and innovative. The company's goal is operational excellence in the focus of
strategic internal processes. In this direction, the company carried out supply chain management transformation program, lean
transformation program, field and data automation and R&D projects. In the focus of strategic learning and development, the
company's objectives are to develop a market-oriented profitability management system, to work with qualified human
resources, to establish employee and satisfaction loyalty, corporate culture, digitalization and information infrastructure.
Practices carried out in this context are corporate culture and development plans and digital transformation. Some of the
projects carried out by the firm mentioned above within the scope of its strategic focus are discussed below:

One of the company's new strategies is “the final consumer customer experience project”. The company wants to create an
experience that makes a difference. For this purpose, it determines the improvement fields. It does this by meeting with dealer
employees and customers and by observing the store. Channels that will reach target customer segments are determined and
the channel is matched according to customer expectations. Another strategy of company is “domestic channel development
project”. The company aims to increase the number of points in line with the retail vision by diversifying the points in its sales
network with Select and Point of Sale. Increasing the number of stores from 5 to 10 within five years, increasing the number of
Select stores from 11 to 50, increasing the number of dealers from 145 to 140-160, increasing the sales points to 350, and
increasing the number of sub-dealers of 1100 to the range of 800-1200 are aimed to be increased. Target values are
approximate values.

“Digital strategy, process, vision and business requirements project” is another strategy. Strategies have been digitized to spread
domestic end consumer customer experience studies to all customers and channel partners in Turkey and abroad. “After sales
service improvement project” is also a new strategy. To increase customer satisfaction, it works with an authorized service
consisting of expert teams in the business where customer suggestions and complaints are evaluated. It also ensures the perfect
and safe assembly of its products. It works with fast, experienced, and reliable service understanding.

5. CONCLUSION

Ceramic sector grew more share in parallel with the construction industry, while being overseas in Turkey in terms of inputs and
exports are an important position because it is a great contribution. For this reason, it would be appropriate to take a closer look
at the sector, to choose the leading companies of the sector to increase the exports of all companies in the sector and to guide
other companies by analyzing their strategic situation. According to researches, growth was expected in the global ceramic
market for the next three years before the current major global pandemic Covid-19. If we assume that the sectors will start to
recover after the pandemic and this growth will take place, companies should carry out situation analysis, which is the first step
of strategic management, and determine their future strategies for companies to get their share from this growth and thus
increase exports.

The company included in the study has adopted a cost-oriented approach and focused on making a difference with some of its
products in line with the Turkish ceramic perception in the world. Firstly, the transportation group company established by the
company was strengthened and logistics costs, one of the main items of the sector, were reduced. Thus, low costs per unit
product were obtained and the firm became a firm with high welfare power.

On the other hand, the company introduced a new product to the market. These products are available as still the only
manufacturer in Turkey. With this product, a higher price and brand perception has been created compared to the leading
products in the market. Thus, the company has strengthened its brand perception in both domestic and export sectors. At the
same time, the firm assortment of Italian brand has reached a certain audience cannot reach a portion of the previously
producing wells and putting these brands to compete in Turkey has reached its lower opportunity cost.

Looking at the competition analysis, the intensity of competition between competitors in the sector is high. The bargaining
power of suppliers and customers in the sector is low. The threat posed by alternative products is moderate. Looking at the
SWOT analysis, the most significant strengths of the company, is the first ceramic exporter company in Turkey and is highly
experienced in this field. The weaknesses of the firm are taken into consideration, the most significant weakness is that it is far
from some raw materials. Looking at the opportunities and threats in the ceramic industry, there are many opportunities in the
industry.
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When we examine the leading company of the sector, which has significant investments abroad, which is included in the scope
of the study, it is possible to say that the company is on the right track with the investments it has made, the new products it
has developed and the new strategies it has chosen, while ignoring the year 2019, when the pandemic period was significantly
affected. As a matter of fact, the firm proves this with its gross profit in 2018 annual report and the increase in operating profit.

The firm has shown a decrease in equity in the current period because of net period loss in 2019. Sales revenues decreased by
10.74% compared to the previous year. Cost of sales increased by 5.12% during the year due to foreign currency and as a result
gross profit decreased by 57.17%. Loss has been realized in consolidated main operations (KAP, 2020c). In 2019, global tile
production and consumption experienced a decline. The production and consumption of ceramic tile worldwide decreased by
3.7% and 4%, respectively, to 12.7 m2 and 12.4 billion m2 (Ceramic World Review, 2020). Considering this contraction in the
ceramic industry, it is possible to say that the loss of the company in 2019 is related to the sectors. It is possible to say that the
primary and support activities in the value chain analysis make a positive contribution to the profit margin.

Supply chain design, planning, and operations decisions play a significant role in a firm's success or failure. To remain
competitive, supply chains must be well-managed supply chains that adapt to changing technology and customer expectations
(Chopra and Meindl, 2013: 6). It is anticipated that the company will increase its profit margin by increasing its operational
efficiency with the projects it has put forward within the scope of new strategic focuses such as supply chain management and
digital transformation. Reviewing support services and processes and integrating them into company operations will also
increase productivity.

When it comes to other suggestions for the company, products and campaigns planned according to regional product needs can
be organized to meet different customer needs in domestic and foreign markets. Efforts can be made to increase the sales of
the company's ceramic coating products for different usage areas such as furniture and white goods. Efforts can be made to
liquefy idle assets that do not generate income.

While suggestions are given for the company, it is necessary to emphasize the recommendations for the sector. Unfortunately,
the Turkish ceramics industry bears high transportation costs due to the high use of road transportation in the export of ceramic
products and in the transportation of raw materials and products in the domestic market. For this sector, which has an
important share in exports, to move forward, some changes should be made by the government, as well as the strategic analysis
of the companies. To reduce the transportation costs in the ceramic industry, it is necessary to develop rail transport to the
designated areas for raw materials and production facilities in the domestic market. It is necessary to develop intermodal
transportation solutions that will reduce transportation costs for foreign markets. Establishing specialized customs points
specific to the sector is also a significant suggestion for the Turkish ceramic industry.
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ABSTRACT

Purpose - This research investigated on the issue of Logo change in the rebranding strategy. The rebranding strategy plays an important role in
the brand’s cycle and enhances the competitiveness continuously. Since brand is one of the most important assets of the company, logo is the
core visual factor for customer to recognize, memorize and communicate. Meanwhile, logo is often redesigned along with the adjustment of brand
strategy to meet consumers’ needs. Therefore, logo change is the most direct and speedy method among the brand strategy which is also the key
factor to create another peak of the business and sustain the brand life circle.

Methodology - The study employs the experimentation method of quantitative research to explore how logo change influences the consumer
behavior. By analyzing four different scenarios, 2 (Logo Appropriateness: high vs. Low) x 2 (Logo Familiarity: high vs. low) and collecting 460 data
from college students, the study will also adopt ANOVA to measure the influence of brand attitude and brand loyalty affected by logo change.
Findings- The result of the study indicates that rebranding is a continuously dynamic cycle which proves a positive impact will be influenced by
the logo appropriateness towards to brand attitude and brand loyalty. In other words, when customer view the logo design in line with the
meaning of brand, the more familiar with the logo the more positive attitude towards the brand loyalty.

Conclusion- Rebranding strategy aims to sustain the life of brand and the important method to create the peak of innovation continually.
Furthermore, the logo change is more direct and speedy way to attract customer attention. Therefore, the contribution of the research will not
only make up the gap between the logo design and rebranding research but also provide the best reference for brand managers to upgrade the
brand strategy.

Keywords: Rebranding, logo change, logo appropriateness, logo familiarity, brand strategy
JEL Codes: M30, M31, M37

1. INTRODUCTION

In recent years, many companies have rebranded themselves by changing their names or logos. As brand managers expect that
their brands can be revitalized or "reborn" through a Logo change, it has become the preferred method to rebrand companies.

Muzellec and Lambkin (2006) suggested that rebranding refers to creating a new name, slogan, symbol, design, or a combination
of them for an established brand. Research on brand Logos has received little attention, and discussions of Logo design or Logo
change have even been ignored by many scholars (Kohli and Suri, 2002; Hem and Iversen, 2004). However, a few scholars have
begun to explore the relationship between Logo change and consumers; for example, Pimentel and Heckler (2003) found that
consumers generally prefer that a Logo does not change, but can tolerate small changes. Walsh et al. (2010) indicated that
consumers with a high level of brand commitment have more negative attitudes towards a Logo change, while consumers with a
low level of brand commitment have more positive attitudes towards a brand after a Logo change.
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This study starts with rebranding to focus on Logo change issues and confirms the causal relationship between brand attitudes
and brand loyalty. Through the discussion of this study, we hope to provide a better decision-making basis and evaluation method
reference for brand managers. The specific research objectives are listed, as follows:

(1) To explore the influence of Logo change on brand attitude and brand loyalty in rebranding.
(2) To provide a reference for industries to rebrand through Logo change.

(3) Brand managers can predict the risk of a Logo change, the change of consumers' brand attitude, and brand loyalty through
evaluation.

(4) Brand managers can make brand identification decisions more efficiently through the systematic evaluation method presented
in this study.

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

In accordance with the research theme and purpose, this study further reviews literature related to Brand Rebranding, Logo
Change, Logo Appropriateness, Logo Familiarity, Brand Attitude, and Brand Loyalty, and develops the research hypotheses.

2.1. Rebranding

Rebranding is a normal response to major changes, such as external environment changes and internal structure adjustment,
which cannot be avoided by enterprises. Muzellec et al. (2003) argued that rebranding is a series of processes regarding the
repositioning, renaming, redesigning, and relaunching of existing brands from the perspective of brand strategy, and obtaining
long-lasting brand competitiveness through brand innovation.

Keller (2013) suggested that rebranding is reinforcing and revitalizing the brand, and suggested that brand managers should keep
pace with the times and maintain and strengthen the customer-based brand equity. Muzellec et al. (2003) further explained the
concept of rebranding, and believed that rebranding is "the practice of re-establishing differentiated name forms in the minds of
stakeholders and adopting a unique identity to distinguish them from competitors".

Other concepts similar to rebranding include brand rejuvenation (Lehu, 2004), brand repositioning (Aaker, 2004), brand
revitalization (Keller, 1999), brand reinforcement (Keller, 2004 and 1999), and brand rechristening (Kaikati and Kaikati, 2004). At
present, the more widely quoted definition in academic circles is the definition put forward by Muzellec and Lambkin (2006), who
stated that rebranding is to create a new name, slogan, symbol, design, or a combination of them for an established brand, in
order to establish a new image in the minds of internal organizations, external competitors, and stakeholders (Muzellec and
Lambkin, 2006). This concept explains the meaning of rebranding from a macro point of view, and emphasizes unique brand
identification and the re-establishment of brand image.

Although there are some cognitive differences in the definition of rebranding by many scholars, most of them focus on the
organization's brand image, brand recognition, and the re-establishment of the relationship with consumers. Therefore, the
meaning of rebranding can be explained from two aspects. One is the external perception of the brand, meaning the brand image;
the second is the internal perception of the brand, meaning brand identity. These two perceptions can influence consumers'
attitudes towards a brand. Therefore, this study believes that rebranding can be defined as "the process of revising or re-
establishing brand image to reflect the change of brand identity".

2.2. Logo Change

Among the plentiful literature regarding the reasons for rebranding, it is worth noting that rebranding is not equal to a Logo
change. In other words, rebranding does not necessarily involve brand visual adjustment, thus, a Logo change is just one of the
many means of rebranding.

As change is continuous in the internal and external environments of enterprises, organizations must be constantly reshaped to
conform to the market situation (Banerjee, 2008). In today's business environment, unstable external environments, challenges
from competitors, threats from new brands, changes in consumer habits, and other factors become increasingly important for
enterprises or brands to survive in the market. Since the visual expression of a Logo comes from the concentration of brand value,
a brand Logo may be affected by the changes of external competitive environment or the adjustment of internal brand strategy.
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From a macro point of view, there are many external factors that motivate an enterprise to change its Logo, which can be summed
up in three aspects: the changes of economic markets (Kapferer, 2008), the changes of consumer demands (Bolhuis et al., 2018),
and adjustments of competition models (Mdiller et al., 2013).

Pressure from external environments often prompt companies and brands to change their logos. However, Logo changes are
more often driven by internal factors, such as business strategy changes (Van Riel and Van Hasselt, 2002), brand image
adjustments (Melewar and Akel, 2005), and organizational structure changes (Rosson and Brooks, 2004).

Regardless of internal or external reasons, the market environment is always changing; therefore, the development of a brand
can be said to be a dynamic process. Brand managers must occasionally reshape the brand, and constantly readjust its image to
meet the changing times and needs of consumers.

2.3. Logo Appropriateness

"Which Logo has the best design?" This is a meaningless question for a brand manager, because if 10 designers are commissioned,
10 “best” logos will be received, and this is the most elusive part of a Logo design. Interestingly, the same design subject (brand)
may have different results under different design interpretations. Therefore, the goal is not to find “the best”, but determine
"which logo has the most appropriate design".

Although the subjectivity of visual aesthetics in Logo designs often confuse brand managers, it is not difficult to assess whether a
Logo is appropriate or not. In terms of results, a proper Logo has its basic functions and measurable dimensions that must be
fulfilled; for example, Haig and Harper (1997) argued that an ideal Logo should be appropriate, interesting, and unique, in addition
to reflecting the expertise and trustworthiness of a company. Hem and Iversen (2004) indicated that a good Logo must be
recognizable, meaningful, and affective.

In terms of specific functions, Adams (2008, p.9) suggested that a Logo can help brands differentiate from competition, create a
focus internally, provide clear identification, enable the audience to form a personal relationship, create merchandising
opportunities, create credibility, bring order to chaos, and communicate a message.

However, the appropriateness of the design aesthetic does not equal the quality of the work (Frascara, 1988). In other words,
whether the meaning of the brand is consistent with the form of the Logo requires special attention (Molenaar, 2015). Molenaar
(2015) divided Logos into traditional and modern logos, as based on the evaluation of the shape, font, color, and other elements.
However, neither of these two types of logos are superior to the other, and the key point is whether the style is consistent with
the target recognition set by the brand.

Based on the viewpoints of the above scholars, this study refers to the viewpoints of Doyle and Bottomley (2004) regarding the
study of different font appropriateness of brand names, and defines Logo appropriateness as "whether the Logo appropriately
represents the brand's inherent value and immediate value". In terms of the assessment of appropriateness, this study refers to
the functional and sensory-social aspects applied by Bottomley and Doyle (2006).

2.4. Logo Familiarity

Brand familiarity can provide external clues for consumers to make purchase decisions and is an important factor affecting
consumer behavior. Consumers will gradually form brand familiarity through purchasing or using, advertising, recommendations
from others, and viewing channels. After accumulating a certain degree of familiarity, consumers will have different degrees of
association with the brand, and may start to use the brand they are familiar with. In other words, consumers' familiarity with the
brand will be highly correlated with the brand they eventually choose (Haley and Case, 1979). Bettman and Sujan (1987) also
believed that consumers would have a stable preference for familiar brands, as they have established experience and association
related to the brand. On the contrary, consumers' preference for unfamiliar brands is not obvious because they have not formed
an attitude or have a weak attitude towards them (Fazio, 1986). According to the above scholars' conclusions, if consumers can
have a series of associations and memories when they see the brand logo, it can greatly improve the chances of them buying the
brand, which is also an important reason for brand managers to improve the familiarity of the Logo.

At present, there few studies on Logo familiarity; for example, Chadwick and Walters (2009, p.71) found that a Logo can effectively
improve the recognition, familiarity, and appreciation of a brand. Melewar and Saunders (1998) found that the standardization of
the visual system of an enterprise is conducive to the improvement of its product and brand familiarity. Kent and Allen (1994)
suggested that a brand should make good use of its Logo and color to communicate with consumers, in order to enhance the
brand's attention and advantages.
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As a Logo that looks familiar is often perceived by consumers more quickly, and has an impact on the quality cognition of the
brand or product (Henderson et al., 2003), Logo familiarity can improve the effect of a Logo, benefit the brand more, and have
further positive impact (Hem and lversen, 2004; Van der Lans et al., 2009). In another empirical study, Peterson et al. (2015)
proposed that consumers' familiarity with a Logo would have a more positive impact on their cognition of the extent of Logo
modification. In other words, the more familiar consumers are with a Logo, the more likely they are to notice the difference in the
changed Logo.

2.5. Brand Attitude

Consumers have their subjective preferences or attitudes towards brands, and these attitudes or evaluations will further affect
their consumption behaviors. Keller (1993) pointed out that consumers would evaluate the characteristics of various brands on
the market before they make a choice, and the positive or negative evaluation of each brand can be called the brand attitude of
the decision-makers. Therefore, as consumers' attitude can be used to predict consumers' purchase intention and related
behaviors towards a brand, attitude has great impact on the brand, (Chaudhuri, 1999), and affects the overall value of the brand.

"Attitude" was originally a term used in psychology, and refers to an individual's overall evaluation of something (Allport, 1935).
In other words, if the concept of attitude is applied to brand strategy, consumers' overall evaluation of a brand can be called brand
attitude (Wilkie, 1986). Mitchell and Olson (1981) indicated that consumers' brand attitude towards a brand is their
comprehensive evaluation of the various attributes of the brand. Keller, on the other hand, believed that brand attitude is
consumers' overall measurement of a brand and the basis of their subsequent behavior towards the brand (Keller, 1993).

In terms of brand attitude, the three-factor model of attitude, which includes cognition, affect, and behavior, as proposed by
Rosenberg and Hovland (1960), is widely cited by scholars at present. Lutz et al. (1983) further divided brand attitude into the
cognitive level (advertising, brand cognition), affective level (advertising, brand attitude), and behavioral tendency (purchase
intention). Assael (1995) divided brand attitude into brand belief, brand evaluation, and purchase intention, and believed that
after consumers receive brand stimulation, there will be three different attitude components, which further affect brand attitude.
These three attitude components usually influence each other, which means that when one attitude component changes, the
other two attitude components usually change as well. Therefore, the purpose of many marketing strategies is to provide some
incentives to change an attitude component, and then, indirectly affect consumer behavior.

Molenaar (2015) found that if a brand and Logo have high consistency, the Logo will affect consumers' positive attitude towards
the brand, and make them feel that the Logo is appealing, beautiful, pleasant, and appropriate. In other words, if consumers
believe that the Logo is appropriate to the meaning of the brand, they will have a more positive attitude towards the brand.

Peterson et al. (2015) discussed the relationship between Logo familiarity and brand attitude, and found that familiarity with the
old Logo affected how consumers perceived the new Logo. In other words, the more familiar consumers are with a brand's old
Logo, the more likely they will be able to perceive changes to the new Logo. This also shows that familiarity with a Logo helps to
enhance consumers' interest in and positive attitude towards the brand.

Therefore, the hypotheses of this study are as follows:

H1la: Logo appropriateness has positive impact on brand attitude, that is, the higher the Logo appropriateness, the better the
brand attitude.

H2a: Logo familiarity has positive impact on brand attitude, that is, the higher the Logo familiarity, the better the brand attitude.
2.6. Brand Loyalty

Brand loyalty, which has long been the core concept of brand marketing (Aaker, 1991), is a method to measure whether consumers
are loyal to a brand, as the level of brand loyalty represents the possibility of customers purchasing other brands. The more loyal
a consumer is to a brand, the less likely he or she is to be swayed by the lure of promotions or product upgrades from competitors.
Conversely, consumers with low loyalty tend to purchase other brands.

Brand loyalty has considerable impact on marketing costs (Aaker, 1995). First, the cost of retaining existing customers is much
lower than the cost of attracting new customers (Blackwell et al., 2006). Moreover, high loyalty also represents a significant barrier
to entry for competitors, since the cost of enticing highly loyal consumers to buy other brands is often highly prohibitive. Fornell
and Wernerfelt (1988) found that the cost of developing new customers is about three times that of maintaining current
customers. Reichheld and Teal (2001) also found that every 5% increase in customer loyalty can increase the company's profit
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rate by 40% to 95%. In addition to proposing that customer loyalty has substantial cash value benefits, Reichheld and Sasser (1990)
posited that if "customer retention" increases from 90% to 95%, that is, if 5% of customers are retained for one more year, its
annual total profit will increase by 75% on average. It can be seen that loyalty is key to corporate profits and one of the important
goals for enterprises to improve. The better a brand can inspire consumer loyalty, the greater its potential for long-term success
(Lindstrom, 2005).

At present, only the research of Miiller et al. (2013) has explored the relationship between Logo appropriateness and brand
loyalty. They argued that Logo appropriateness and Logo familiarity are correlated with brand loyalty after the intermediary of
Logo attitude, brand attitude, and brand modernity.

Therefore, the hypotheses are as follows:

H1b: Logo appropriateness has positive impact on brand loyalty, that is, the higher the Logo appropriateness, the higher the brand
loyalty.

H2b: Logo familiarity has positive impact on brand loyalty, that is, the higher the Logo familiarity, the higher the brand loyalty.
2.7. The Interactive Effect of Logo Appropriateness and Logo Familiarity

There are no discussions regarding the impacts of Logo appropriateness and Logo familiarity on consumers in existing research
literature, and the only study that involves this issue is the study of Foroudi et al. (2014). According to their study, Logo design has
impact on the brand image after being mediated by familiarity. Since both Logo appropriateness and Logo familiarity are closely
related to Logo design, the following hypotheses are proposed in this study:

H3a: The higher the Logo appropriateness and familiarity, the better the brand attitude.
H3b: The higher the Logo appropriateness and familiarity, the better the brand loyalty.
3. METHODS

3.1. Research Framework

This study takes rebranding as the theme to explore the impact of Logo change on consumers. According to the literature
review, it can be concluded that the level of Logo appropriateness and Logo familiarity have positive impact on brand attitude,
brand loyalty, and consumers, respectively (H1, H2). It is also expected that these two independent variables will influence each
other, and then, the corresponding variables (H3). Based on the above three groups of hypotheses, this study draws the
following conceptual framework (Figure 1).

Figure 1: Conceptual Framework

Logo
Appropriateness

Brand Attitude

Y

Logo Change

Y

Brand Loyalty

Logo Familiarity

3.2. Research Design

As this study focuses on the discussion of Logo change, the experiment presents both the old and new Logos. Logo evaluation
includes 4 groups of experimental situations: Logo appropriateness: high appropriateness vs. low appropriateness; Logo
familiarity: high familiarity vs. low familiarity, which are factorial between-subjects design. All logos are presented in the form and
color of the official website of the brand, and are tested in a similar size to ensure the consistency of the Logo.
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3.3. Research Material

To select a logo that conforms to the definition of design change, and considering the integrity of the data obtained from Logo
change, this study selected 120 brand logos that have undergone rebranding and Logo change from the top 100 brands of "Best
Global Brands 2018 (https://www.interbrand.com/best-brands/best-global-brands/2018)", as published by Interbrand, a brand
consulting company, and the "Top 100 Most Valuable Global Brand 2019(http://bit.ly/GlobalDL2019)", as published by Brandz, a
brand research institution. In addition, 10 designers were invited to help classify the 120 logos into four groups, namely, high
appropriateness -- high familiarity, high appropriateness -- low familiarity, low appropriateness -- high familiarity, and low
appropriateness -- low familiarity. The experts were asked to pick out the most representative brand logos in each group from the
four groups and set the experimental situation, as shown in Table 1.

Table 1: Independent Variable Manipulation-Four Groups of Logo Evaluation

Logo Familiarity

High Familiarity Low Familiarity

-— IBM
High ’ :

Appropriateness

Apple IBM

Logo Questionnaire A Questionnaire B
Appropriateness

CATERPILLAR"
Low HSBC <x} q} HSBC [H cATERPILLAR:

Appropriateness @

HSBC Caterpillar

Questionnaire C Questionnaire D

3.4. Operational Definition and Measurement of Research Variables

This study used the experimental design to test the hypotheses and observe the causal relationship between independent
variables and dependent variables. The independent variables are Logo appropriateness (high appropriateness vs. low
appropriateness), and Logo familiarity (high familiarity vs. low familiarity), and each has two levels, thus, this experiment is a 2x2
two-factor design. The operation definition, manipulation, and measurement of each variable in the experiment are described
below.

3.4.1. Logo Appropriateness

According to previous literature, no scholars have studied and defined Logo appropriateness. Therefore, this study referred to the
viewpoints of Doyle and Bottomley (2004) regarding different font appropriateness for brand names, and the operation of setting
Logo appropriateness is defined as "whether the Logo appropriately represents the brand image".

In terms of the measurement of variables, this study referred to the dimension used in Bottomley and Doyle (2006), and divided
Logo appropriateness into two levels: high appropriateness and low appropriateness. Based on this definition, this study
developed a two-item measurement set (Table 2), as based on scales proposed by previous scholars, and used a Likert five-point
scale for measurement ranging from 1 (strongly disagree) to 5 (strongly agree). A higher score indicates that the consumer thinks
this Logo is more appropriate for the brand.

DOI: 10.17261/Pressacademia.2021.1384 22



Journal of Management, Marketing and Logistics -JMML (2021), Vol.8(1),p.17-33 Shen, Lin

3.4.2. Logo Familiarity

As no scholars have put forward a clear definition of Logo familiarity in the past, this study referred to the views of Alba and
Hutchinson (1987) regarding brand familiarity, and defined Logo familiarity as "the degree of experience accumulated in
consumers' memory through contact with a Logo".

In terms of the measurement of variables, this study referred to the dimension used in Campbell and Keller (2003), and divided
Logo familiarity into two levels: high familiarity and low familiarity. Based on this definition, this study developed a two-item
measurement set (Table 2), as based on scales proposed by previous scholars, and used a Likert five-point scale for measurement
ranging from 1 (strongly disagree) to 5 (strongly agree). A higher score indicates that consumers are more familiar with the Logo.

3.4.3. Brand Attitude

Although different scholars have different definitions of brand attitude, most scholars agree that it is composed of three aspects:
cognition, affect, and behavior (Breckler, 1984). Therefore, after referring to the scale proposed by previous scholars, and
according to its practicability and validity, this study modified the measurement questions of cost research, which consists of three
groups of questions (Table 2). A Likert 5-point scale was used in the measurement ranging from 1 (strongly disagree) to 5 (strongly
agree).

3.4.4. Brand Loyalty

Hollis and Farr (1997) believed that the measurement of brand loyalty should include attitudinal loyalty and behavioral loyalty.
The so-called behavioral loyalty refers to consumers' belief that a brand can provide some unique value (Oliver, 2014), while
behavioral loyalty refers to customers' repeated and consistent purchase behavior for a brand (Chaudhuri and Holbrook, 2001).
Based on the above definition and the scales developed by previous scholars, a three-question measurement set (Table 2) was
proposed, and a Likert five-point scale was used for measurement ranging from 1 (strongly disagree) to 5 (strongly agree). After
viewing the Logo, participants were asked to answer the questions.

Table 2: Operational Definitions, Measurement Questions, and Reference Sources of Variables

Dimensions Operational definitions Measurement questions References

Logo Appropriateness

The new logo is more suitable for

Functional Whether the Logo [brand name] than the old one. Doyle and Bottomley, 2004
appropriately represents the  In general, the brand image of
Sensory-social brand image [brand name] is highly suitable for ~ Bottomley and Doyle, 2006

its logo design.

Logo Familiarity

I'm familiar with both the old and Hem and Iversen, 2004
new logos of [brand name]. Foroudi et al., 2014

| know the new logo of [brand
name].

Subjective familiarity The degree of contact with a
logo accumulated in the

Objective familiarity consumer's memory Hirschman, 1986

Brand Attitude

The new logo makes me feel that
Cognitive the quality of [brand name] is Burton et al., 1998
good.
Consumers' overall The new Logo makes me feel good
Affective . about buying [brand name] Burton et al., 1998
evaluation of the brand
products.
The new logo makes me feel that
Behavioral choosing [brand name] is a wise Beatty and Kahle, 1988
decision.

Brand Loyalty

The new logo makes me more

loyal to [brand name]. Yoo etal,, 2000

Attitudinal loyalty
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Consumers believe that
brands can provide some
unique value

The new logo makes me more

willing to choose [brand name]. Zeithaml etal,, 1996

Consumers' behavior for During my next purchase, | will
Behavioral loyalty repeated purchase of the buy the products with [brand Odin et al., 2001
brand name] new logo.

4. FINDINGS AND DISCUSSIONS
4.1. Sample Structure Analysis

This study has 4 groups of situational questionnaires, which were distributed from May 12, 2020 to June 24, 2020. There were
115 questionnaires for each group, a total of 460 questionnaires were sent out, and 460 were successfully recovered. After
removing 20 questionnaires with incomplete answers or too many omissions, a total of 440 samples were included in effective
analysis, for an effective sample rate of 95.65%.

Among the subjects, there were 149 males and 291 females, and most were under 20 years old, accounting for 51.8%. Most of
them majored in business management or design art, both of which were 182, accounting for 41.4%. The majority subjects had a
monthly disposable income of NTD 5,000 to 10,000, accounting for 45.5%.

4.2. Manipulation Test

Before hypothesis testing, reliability and validity analysis and manipulation testing of the questionnaire were carried out to
confirm the applicability of the questionnaire, and that the collected data were sufficient to reflect the actual phenomenon.

4.2.1. Reliability

This study used a set of two to three items to measure the opinions of participants with four variables. In order to ensure the
consistency of the measured results, Cronbach's a coefficient, which is commonly used in behavioral science, was used as a
reliability analysis tool to confirm that each measurement variable was highly reliable and included the same dimension.

According to reliability analysis, Logo Appropriateness a=.812, Logo personality a=.871, Brand Attitude a =.859, Brand Loyalty a
=.701. The values of Cronbach's a are all greater than 0.7, indicating that the items in each group have high reliability. The reliability
of items in each variable group is shown in Table 3.

Table 3: Reliability Analysis Results

Variable Number of items Cronbach's Alpha
Logo Appropriateness 2 .812
Logo Familiarity 2 .871
Brand Attitude 3 .859
Brand Loyalty 3 .701

4.2.2. Validity

In order to confirm the accuracy of the assessment tool (questionnaire) and the assessment procedures in the measurement of
the research variables, qualitative assessment (content validity) and empirical testing (construct validity) were used for testing.

(1) Content validity

This study used a set of two to three items to measure the opinions of participants with four variables. In terms of validity, the
items and dimensions of the questionnaire were designed by referring to previous literature, and were revised based on logical
reasoning and expert suggestions. Before the formal questionnaire was sent out, the results of the pre-test questionnaire were
used to examine the fitness of the items in each dimension; therefore, the questionnaire has high expert validity and face validity.
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(2) Construct validity

As there are ten items and four types in this research, principal component analysis in factor analysis and the varimax method
were used to conduct factor analysis on the four designated factors in the empirical test. Analysis results found that the factor
loadings of each item were all above .5, and they were all classified into a single factor, which accurately corresponds to the
original questionnaire set items, and indicates that all the items in this study had convergent validity and discriminant validity. In
addition, after further observation of the factor loadings of the four factors, it was found that the cumulative explanatory variation
was 89.448%, which indicates that the meaning represented by each factor could be effectively explained; therefore, the
questionnaire in this study has construct validity.

4.3. Hypotheses Testing

The hypotheses to be verified were divided into two parts. The first part included the multivariate analysis and the homogeneity
test of variance, which were used to preliminarily confirm whether the main effects and interactions were established, in order
to prepare for more detailed analysis.

Then, H1 and H2 were tested to analyze the main effects of each variable (Logo appropriateness and Logo familiarity) on each
dependent variable (brand attitude and brand loyalty).

The second part included the verification of H3, which mainly focused on the influence of the interaction between Logo
appropriateness and Logo familiarity on the dependent variables.

4.3.1. ANOVA

Multivariate tests indicate whether the variables differ significantly for a linear combination of multiple dependent variables in
statistics. In addition, ANOVA has several basic hypotheses that must be met before analysis can be carried out, in order that the
results will not be erroneous (Stone and Hollenbeck, 1989). Therefore, the test of homogeneity of variance was carried out first,
and then, the multivariate statistical results were analyzed.

(1) Test of Homogeneity of variance

First, Levene's test was used to conduct the Test of Homogeneity of variance to observe the homogeneity of variance of each
group.

The results show that the significance of brand attitude was P=.559 and brand loyalty was P=.775, both of which reach the
significant level (P>0. 05). Therefore, there was no significant difference between the two groups, indicating high homogeneity.

(2) Analysis of main results

The main effect analysis was conducted by using MANOVA: 2 (Logo Appropriateness: high appropriateness vs. low
appropriateness) x2 (Logo Familiarity: high familiarity vs. low familiarity), and the verification results are shown in Table 3.

Table 4: MANOVA Results

Brand Attitude Brand Loyalty
Source df
MS F value MS F value
Logo Appropriateness 1 5.991 17.650%** 10.897 20.111***
Logo Familiarity 1 1.541 4.540% 3.039 5.609*
Logo Appropriateness*Logo Familiarity 1 1.488 4.383%* 8.984 16.582%**

Note: *P<0.05, **P<0.01, ***P<0.001

In terms of brand attitude, Logo Appropriateness (F=17.650, P<0.001) and Logo Familiarity (F=4.540, P=.034) have significant
difference. In terms of brand loyalty, Logo Appropriateness (F=20.111, P<0.001) and Logo Familiarity (F=5.609, P=.018) also have
significant difference, which indicates that this data can be analyzed in depth.
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(3) The main effect of Logo appropriateness

H1 is used to explore the main effect of Logo appropriateness. As can be seen from the MANOVA results in Table 4, Logo
appropriateness has significant differences in brand attitude and brand loyalty (F grand Attitude=17.650, P<0.01; F grand Loyaly=20.111,
P<0.01). Table 5 shows the mean and standard deviation of different Logo appropriateness on the two variables.

Table 5: The Mean and Standard Deviation of Different Logo Appropriateness on Two Variables

Brand Attitude Brand Loyalty
Logo Appropriateness N
Mean sD Mean SD
High appropriateness 220 3.608 .764 3.557 .979
Low appropriateness 220 3.339 .813 3.210 .826

In terms of brand attitude, the mean of high appropriateness was 3.608 (SD=.764), which is higher than the mean of low
appropriateness at 3.339 (SD=.813). Therefore, Hla (Logo appropriateness has positive impact on brand attitude, that is, the
higher the Logo appropriateness, the better the brand attitude.) is supported.

In terms of brand loyalty, the mean of high appropriateness was 3.557 (SD=.979), which is higher than the mean of low
appropriateness at 3.210 (SD=.826), which is consistent with H1b (Logo appropriateness has positive impact on brand loyalty, that
is, the higher the Logo appropriateness, the higher the brand loyalty.), thus, H1b is established.

(4) The main effect of Logo familiarity

H2 was used to explore the main effect of Logo familiarity. As can be seen from the MANOVA results in Table 4, Logo familiarity
has significant differences in brand attitude and brand loyalty (F grand Attitude= 4.540, P<0.05; F grand Loyalty=5.609, P<0.05). Table 6
shows the mean and standard deviation of different Logo familiarity on the two variables.

Table 6: The Mean and Standard Deviation of Different Logo Familiarity on Two Variables

Brand Attitude Brand Loyalty
Logo Familiarity N
Mean SD Mean SD
High familiarity 220 3.559 .781 3.491 1.004
Low familiarity 220 3.388 .810 3.276 .816

In terms of brand attitude, the mean of high familiarity was 3.559 (SD=.781), which is higher than the mean of low familiarity at
3.388 (SD=.810), which is consistent with H2a (Logo familiarity has positive impact on the brand attitude, that is, the higher the
Logo familiarity, the better the brand attitude.), thus, H2a is established.

In terms of brand loyalty, the mean of high familiarity was 3.491 (SD=1.004), which is higher than the mean of low familiarity at
3.276 (SD=.816). Therefore, H2b (Logo familiarity has positive impact on brand loyalty, that is, the higher the Logo familiarity, the
higher the brand loyalty.) is supported.

4.3.2. The Interactive Effect of Logo Appropriateness and Logo Familiarity

H3 explores the influence of the interaction between Logo appropriateness and Logo familiarity, and aims to observe the influence
of different Logo appropriateness on consumers' familiarity with the Logo. As can be seen from the Table 4, the interaction
between Logo appropriateness and Logo familiarity has significant differences in brand attitude and brand loyalty (F srand
Attitude=4.383, P<0.05; F grand Loyalty=16.582, P<0.001). The interaction between Logo familiarity and Logo appropriateness on brand
attitude can be seen in Figure 2, while their interaction on brand loyalty can be seen in Figure 3. Table 7 shows the means and
standard deviations of various combinations of logo appropriateness and logo familiarity on the two dependent variables.
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Table 7: Mean and Standard Deviation of Various Combinations of Logo Appropriateness and Logo Familiarity
on The Dependent Variables

Brand Attitude Brand Loyalty
Logo Appropriateness Logo Familiarity N
Mean SD Mean SD
High familiarity 110 3.756 715 3.810 1.083
High appropriateness
Low familiarity 110 3.461 .786 3.303 .788
High familiarity 110 3.362 .798 3.173 .806
Low appropriateness
Low familiarity 110 3.315 .831 3.249 .847

In terms of brand attitude, when the brand Logo was highly appropriate, the mean of high familiarity was 3.756 (SD=.715), while
the mean of low familiarity was 3.461(SD=.786). It can be seen that the mean of high Logo familiarity is significantly higher than
that of low Logo familiarity, thus, H3a (The higher the Logo appropriateness and familiarity, the better the brand attitude.) is
supported.

Similarly, in terms of brand loyalty, when the brand Logo was highly appropriate, the mean of high familiarity (M=3.810,
SD=1.083) was higher than that of low familiarity (M=3.303, SD=.788) which is consistent with H3b (The higher the Logo
appropriateness and familiarity, the better the brand loyalty.). Therefore, H3b is supported.

Figure 2: The Interaction of Logo Familiarity and Logo Appropriateness in Brand Attitude
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Figure 3: The Interaction of Logo Familiarity and Logo Appropriateness in Brand Loyalty
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4.5. Summary of Results

The main purpose of this study was to explore the influence of Logo appropriateness and Logo familiarity on brand attitude and
brand loyalty. This section tests and verifies the hypotheses derived in this study through data analysis, and the research results
are shown in Table 8.

Table 8: Table of Hypothesis Testing

Hypothesis Hypothesis content Results
Hia Logo appropriateness has positive impact on bt.‘and attitude, that is, the higher the Supported
Logo appropriateness, the better the brand attitude.
H1b Logo appropriateness has positive impact on brand loyalty, that is, the higher the Logo Supported
appropriateness, the higher the brand loyalty.
H2a Logo familiarity has positive impact on the brand attitude, that is, the higher the Logo Supported
familiarity, the better the brand attitude.
Logo familiarity has positive impact on brand loyalty, that is, the higher the Logo Supported
H2b e .
familiarity, the higher the brand loyalty.
H3a The higher the Logo appropriateness and familiarity, the better the brand attitude. Supported
H3b The higher the Logo appropriateness and familiarity, the better the brand loyalty. Supported

According to Table 8, all three hypotheses are supported.
4.6. Discussions and Research Findings

Three groups of hypotheses were proposed in this study. The causal relationship between the two independent variables (Logo
appropriateness and Logo familiarity) and the two dependent variables (brand attitude and brand loyalty) was investigated
through the first and second hypotheses groups. The third group of hypotheses explored the influence of the interaction of two
independent variables on the dependent variable. The descriptions are, as follows:
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Logo appropriateness has a positive effect on brand attitude and brand loyalty.

The first group of hypotheses discuss the effect of Logo appropriateness on the dependent variables, and the results show that
Logo appropriateness has positive impact on both brand attitude (H1a) and brand loyalty (H1b).

Molenaar (2015) found that consumers would have a more positive attitude towards a brand if there is high consistency between
the brand and the Logo, which is consistent with the results of this study (H1a). In other words, consumers will have a more
positive attitude towards a brand if they think the Logo is appropriate to the brand.

However, the conclusions of another study that discussed Logo appropriateness are not completely consistent with this study.
Muller et al. (2013) hypothesized that Logo appropriateness would further influence brand attitude and brand loyalty after being
mediated by Logo attitude. Although the research results confirmed that brand attitude has significant impact on brand loyalty, it
also found that Logo appropriateness has no significant impact on Logo attitude. While their study did not explain the possible
reasons for the insignificant relationship between the two variables, the conclusion of this study may provide a more reasonable
explanation, namely, the impact of Logo appropriateness on consumers may be directly reflected in consumers' attitudes towards
the brand, without the mediation of Logo attitude.

At present, only Miiller et al. (2013) have studied the relationship between logo appropriateness and brand loyalty (H1b). In their
research, Logo appropriateness was only related to brand loyalty through Logo attitude, brand attitude, and brand modernity;
however, they found that Logo appropriateness was not significantly associated with Logo attitudes. In other words, Logo
appropriateness was not strongly associated with brand loyalty in their study, which is contrary to the findings of this study.

While their study offered no further explanation for the insignificant correlation between Logo appropriateness and Logo attitude,
this study confirms that Logo appropriateness has a direct cause-and-effect relationship with brand loyalty. This conclusion may
provide a more reasonable explanation for their study results.

Although this study only hypothesizes logos with high appropriateness, the research results confirm that when Logo
appropriateness is low, brand attitude and brand loyalty will decrease. Such results also represent that consumers' perception of
Logo appropriateness is comprehensive and directly affects their consumption behavior.

Logo familiarity has a positive effect on brand attitude and brand loyalty.

The second group of hypotheses focused on the corollary of the effect of Logo familiarity on the dependent variables. The results
show that Logo familiarity has positive impact on brand attitude (H2a), which indicates that if consumers are familiar with the
brand Logo, they will also have a more positive attitude towards the brand. This result is consistent with the research conclusion
of Peterson et al. (2015), which found that familiarity with the old Logo affected how consumers perceived the new Logo and how
consumers felt about the brand. That is, the more familiar a consumer is with the brand's past Logo, the more likely he or she will
be able to detect changes to the new Logo, and such awareness will help to increase consumers' interest and positive attitude
towards brands.

Miiller et al. (2013) mentioned that consumers’ level of brand loyalty is affected by their familiarity with the Logo, which is similar
to the research results obtained in this study (H2b). However, in their research, Logo familiarity did not have direct impact on
brand loyalty, meaning brand loyalty is only impacted by the intermediary effects of Logo attitude, brand attitude, and brand
modernity. Thus, the conclusions of this study further identify the causal relationship between Logo familiarity and brand loyalty,
and extend and supplement the views of Miiller et al. (2013).

The interaction between logo appropriateness and logo familiarity has positive impact on brand attitude and brand loyalty.

The third group of hypotheses analyzed the interaction between Logo appropriateness and Logo familiarity, and the results show
that the interaction between the two variables has positive effect on brand attitude (H3a) and brand loyalty (H3b).

With the exception of the study by Foroudi et al. (2014), previous studies failed to explore the impact of Logo appropriateness
and Logo familiarity on consumers. However, their research mainly discussed the impact of Logo design on brand image, and
familiarity was only one of the mediating variables. This study further identified a closer link between Logo design appropriateness
and Logo familiarity, which is supported by the statistical results. As the results of this study extend the impact of Logo
appropriateness and familiarity on consumers to include brand attitude and brand loyalty, it further extends their research thesis.
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5. CONCLUSION

The results show that appropriate Logo design and Logo familiarity can effectively improve consumers' brand attitude and brand
loyalty. An important factor in whether a Logo is appropriate, and whether consumers are familiar with it, is the visual presentation
of the Logo. In other words, if the Logo design is not appropriate and familiarity is too low, it will probably receive a lot of negative
feedback from consumers, which will result in a worse relationship between the brand and consumers.

In addition, the research results show that if a brand Logo has an appropriate design, and it is able to maintain a high degree of
familiarity, the desired effect can be achieved, which also demonstrates the importance of Logo design in this issue. Therefore, in
order to create the ideal Logo design before implementing a Logo change project, Logo designers must have a deep understanding
of the core concept of the brand.

5.1. Managerial Implications

The conclusion of this study confirms that Logo design can affect consumer behavior, such as brand attitude and brand loyalty.
Therefore, this study suggests that, when brand managers change their Logo, they should pay more attention to consumers'
opinions, and integrate internal opinions. Brand managers should carefully carry out the planning and implementation of a
rebranding strategy based on the current situation of the brand’s image.

In the implementation of Logo change projects, this study suggests that progress management and evaluations should be carried
out in three stages: before, during, and after the change.

Before the change: there is often a gap between the brand manager's definition of the brand core, designer's visual interpretation
of the concept, and consumer's interpretation of logo meaning, thus, they should repeatedly review the change options. Before
a Logo change, brand managers and Logo designers should conduct an extensive and objective survey on consumers and the
market, truly understand the market demand and consumer attitude, and then, define the target strategy of the Logo change
according to the core value of the brand.

During the change: Logo designers and brand managers should work closely and pay attention to the link between the original
logo's symbolic value and the brand’s core statement at all times. Whether the strategy chosen is revolutionary or incremental,
the design of the new Logo should focus on symbolic meaning, familiarity, and appropriateness.

After the change: after a Logo change, it is unlikely that the market will immediately have a positive attitude towards the new
Logo and brand (Molenaar, 2015). As even Starbucks, Pepsi, and other international brands have encountered many objections in
the early stage of a logo change, brand managers should continue to interact and communicate with consumers after the Logo
change, track the reaction of consumers and the market, and make real-time strategic adjustments according to market changes.
Therefore, keeping abreast of market dynamics and communicating with consumers are important factors for the success of a
Logo change.

5.2. Limitations and Future Research

As mentioned in the literature review, "rebranding" is a very important issue in brand management, and a Logo change is only
one part of the rebranding strategy. In other words, whether a changed Logo can be successful requires the support of follow-up
brand management and marketing activities. Although this study discussed Logo changes, there are still many aspects worthy of
further exploration.

First, the logos that met the needs of this study were selected from the world's top 100 famous brands for the experiment, and
although this approach has its universality, it ignores the uniqueness of each industry in brand management. Future researchers
can refer to the framework of this study and discuss and observe Logo changes according to industry categories, such as food,
electronics, and financial industries.

In addition, while there are many factors that affect the visual elements of a logo, such as brand name, symbol, and color, this
study did not discuss all the factors. The reason is that the focus of this study was to evaluate the impact of a Logo on consumer
behavior in a comprehensive manner, rather than the impact of a single element. However, that does not mean that changes in
a single element are not important to consumers. In fact, consumers have unique ideas regarding the use of brand colors, fonts,
and symbols, thus, they will “make clear judgments about the image of a firm from the Logo design and have strong opinions
about which colors are appropriate for different corporate images” (Hynes, 2009, p. 545). Moreover, many studies have proved
that Logo design, font, color, and other elements can affect consumers' attitude towards enterprises, and even corporate
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reputation (Foroudi et al., 2014); therefore, it is suggested that future researchers can refer to the conclusions of this study to
further discuss the visual elements of a Logo. If they can identify which element or combination of elements has the greatest
impact on consumer behavior, they will be able to provide brand managers with more accurate suggestions for Logo changes.
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ABSTRACT

Purpose - The aim of this study is to help banks operating in the field of retail banking; To examine the effects of their image as a brand and the
quality of the services they provide on customer value and customer satisfaction and loyalty.

Methodology - The research was carried out by analyzing the data compiled with the survey method among 752 retail banking customers in the
SPSS program.

Findings - Research results show that brand perception and perceived service quality positively affect the customer perceived value and customer
loyalty. However, according to the results obtained regarding perceived value, customer satisfaction and customer loyalty relationship, the
mediating role of perceived value in the effect of brand perception and perceived service quality on customer satisfaction was confirmed. In
addition, it has been determined that customer satisfaction has a mediating role in the effect of brand perception and perceived service quality
on customer loyalty.

Conclusion - The results obtained within the scope of this study; With the theoretical findings revealed by academic researchers about the effects
of brand perception and perceived service quality phenomena on customer value and customer loyalty process, bank managers and other
practitioners should be informed about the factors that really add value to the customer and increase customer loyalty in order to provide
sustainable competitive advantage in their field of activity. It offers very important information.

Keywords: Brand perceptions, perceived service quality, perceived customer value, customer satisfaction, customer loyalty
JEL Codes: M30, M31, M39

BANKACILIK HiZMETLERINDE MARKA ALGILARI VE HiZMET KALITESINiN ALGILANAN DEGER, MUSTERI
TATMINi VE BAGLILIGINA ETKILERI

OZET

Amag- Bu ¢alismanin amaci, bireysel bankacilik alaninda faaliyet gésteren bankalarin; birer marka olarak imajlarinin ve sunduklari hizmetlerin
kalitesinin yarattigi misteri degeri ile mugteri tatmini ve baghhgi Gzerindeki etkilerini incelemektir.

Yontem- Arastirma, 752 bireysel bankacilik musterisi arasinda anket yontemi ile derlenen verilerin SPSS programinda analiz edilmesi ile
gerceklestirilmistir.

Bulgular- Arastirma sonuglari, marka algisi ve algilanan hizmet kalitesinin, musterinin algiladigi degeri ve musteri bagliligini olumlu yénde
etkiledigini gostermektedir. Bununla birlikte algilanan deger, musteri tatmini ve musteri baghhg iliskisine yonelik elde edilen sonuglara gore ise,
marka algisi ve algilanan hizmet kalitesinin misteri tatminine etkisinde, algilanan degerin aracilik rolii dogrulanmistir. Ayrica, marka algisi ve
algilanan hizmet kalitesinin musteri baghhgina etkisinde de, musteri tatmininin aracilik rolii oldugu saptanmistir.

Sonug- Bu ¢alisma kapsaminda elde edilen sonuglar; akademik alandaki arastirmacilara marka algisi ve algilanan hizmet kalitesi fenomenlerinin,
musteri degeri ve musteri bagliligi siirecindeki etkilerinin ortaya koydugu teorik bulgular ile banka yoneticileri ve diger uygulayicilara kendi faaliyet
alanlarinda surdurilebilir rekabet avantaji saglamak igin, misteriye gergekten deger katan ve musteri baghligini artiran faktérlerin neler oldugunu
bilmeleri konusunda oldukga 6nemli bilgiler sunmaktadir.

Anahtar Kelimeler: Marka algilar, algilanan hizmet kalitesi, algilanan musteri degeri, musteri tatmini, musteri bagliligi
JEL Kodlari: M30, M31, M39
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1. GIRIS

Bankalar bir tilkedeki ekonomik ve sosyal hayatin can damarlaridir. Glinimizde iginde bankanin olmadigi bir ekonomik faaliyet ve
sosyal yasam diusiinmek ¢ok zordur. Bankalar genel ekonomi igerisindeki faaliyetleri ile toplumun ihtiya¢ duydugu liretim ve
tiketim zincirinin hemen her noktasinda yer alir. Bankalar bu yonleriyle ekonominin anahtar unsuru konumundadir; ¢lnki
glvenilir finansal hizmet saglayicilari olarak hem bireyler hem de isletmeler igin yasamsal hizmetler sunarlar.

Bankalar, ekonomik faaliyetleri nedeniyle isletmelerin ve bireylerin ihtiyag duydugu fonlarin saglanmasinda ve ticari hayatin
diizenli bir bigimde yuritilmesinde biiyik rol oynar. Bankalar bu islevleri; aracilik yapma, kaydi para yaratma, parasal istikrarin
saglanmasi ve kaynaklarin vade degisimi gibi birtakim fonksiyonlari yerine getirerek yapar. Bankalarin en temel islevi, aracilik
fonksiyonudur. Bankalar, ellerinde fon fazlasi olan tasarruf sahipleri ile ekonomik faaliyetlerini yiritebilmek amaciyla fon ihtiyaci
olanlara aracilik eder. Yurttukleri bu aracilik fonksiyonu ile ayni zamanda genel ekonomideki atil fonlarin, finansal kaynaga ihtiyag
duyan isletmelere ya da bireylere akigini saglayarak faaliyette bulunduklari tilkenin ekonomik gelisimine ve toplumsal kalkinmasina
katkida bulunurlar. Bankalarin bir ticari isletme olarak en 6nemli 6zelligi, hizmet fonksiyonlarinin olmasidir. Bankalar ekonomik
faaliyetleri cercevesinde aslinda hizmet Gretmektedirler. Bunu, basta bankacilik kanunu olmak lizere yasalarla belirlenmis yetkileri
dahilinde yaparlar. Bununla birlikte bankalar, birer ticari isletme olarak ayni zamanda sektorde birbirleriyle de rekabet halindedir.
Her bankanin sektorde varligini stirdiirebilmesi, sundugu triin ve hizmetlerde fark yaratarak rekabet avantaji ve kar elde etmesine
baghdir. Bunu da ancak dogru yonetim ve stratejilerle basarabilirler.

Bankalarin yonetimi esas itibariyle (ic temele dayanir: Pazarlama, operasyon ve risk yonetimidir. Pazarlama, tiim stratejilerin odak
noktasi sayilir. ClinkQ her ticari isletmede oldugu gibi bankalar i¢cin de misteri, en temel kaynaktir. Bu kaynagin saglanmasi, elde
tutulmasi isletmenin karlihgi ve varligi igin gereklidir. Ciinkii, miisteri varsa isletme vardir. iste bu nedenle bankalarin gelecegi,
sahip olduklari mugteri tabanini karli ve verimli bir bigcimde biyltmelerine bagldir. Bunu da ancak, olumlu marka algisi ve kaliteli
hizmet sunumu ile musteri degeri yaratarak, onlarin tatmin olmasini ve bankaya bagli kalmalarini saglayarak yapabilirler. Bu
nedenle galismanin amaci, literatirde daha once ¢alismasi yapilmayan marka algisi ve algilanan hizmet kalitesi fenomenlerinin her
ikisinin birlikte, algilanan deger, misteri tatmini ve misteri baghhgi sirecindeki etkilerini ve sonuglarini arastirmaktir.

2. TEORIK CERCEVE

Marka, insanlarin “ayirt edicilik” ve “farklilik” ihtiyacindan ortaya ¢ikmistir. Neredeyse insanlik tarihi kadar eski olan marka ya da
markalama zamanla evrimlegse de; hep ayni ihtiyaci gidermeye yonelik olarak “ayirt edilmek, farkllik ve farkindahk” islevi tizerine
insa edilmistir (Saglam, 11.02.2019, www.brandingturkiye.com; Erisim Tarihi: 05.05.2020).

Literatlirde markanin tanimi konusunda pek ¢ok farkli gériis vardir. Bununla birlikte hemen her uzmanin farkli marka tanimi olsa
da, genel olarak marka tanimlarinin iki temel yaklagima dayandigi goérilmektedir: Marka tanimi, bazen amaglarina bazen de
Ozelliklerine gore yapilmaktadir (Wood, 2000: 664). Bunun nedeni ise paydas yaklasimidir. Bu baglamda marka, tiketicilerin veya
marka sahibinin bakis acisindan ya da her ikisini de kapsayan bitilinsel bir yaklasimla tanimlanmaktadir (Wood, 2000: 664). Konuyla
ilgili kurum ve kisilerce cok cesitli marka tanimlari yapilmistir. Ornegin, marka ile ilgili uluslararasi alanda kabul edilmis yasal bir
tanim mevcuttur: “Marka, bir Griiniin veya hizmetin kaynagini belirleyen ve onu rekabetten ayiran bir isaret veya isaretlerdir”
(Kapferer, 2008: 10).

Marka algisi ise, tiiketici zihninde olusan duygusal kodlardir. insanlar diinyay! ve cevrelerinde olup biten her seyi duyular
aracihgiyla algilamaktadir. Algi, bireyin diinyanin anlamh bir resmini olusturmak igin bilgi girdilerini sectigi, dizenledigi ve
yorumladigi bir surectir (Kotler, 1999: 94). Bir diger ifadeyle algi, duyularimiz araciligiyla aldigimiz bilgileri zihinsel siireglerde
isleme, yorumlama ve anlamlandirma sirecidir. Bu siiregte, dnceki bilgilere gore karsilastirma ve muhakeme etme yoluyla konulan
bir tani ve hiikiim vardir. Bu hiikim davraniglari etkileyen, onlara yon veren 6zellikler igermektedir (Ylksel, 2014:54). Kisi belli bir
Griin ya da hizmet satin alacagi zaman, hafizasinda daha 6nceden kaydedilen bilgilere basvurarak zihninde var olan marka algisina
gore (duygusal kisa yollar olusturarak) kararini verir. Markanin tiketicinin zihninde olusturdugu algi, onun karar vermesini
kolaylastirir. Clinki insanlar zihinsel stireglerinde duygusal kisa yollari kullanmayi tercih ederler (Kahneman, 2017: 26-27).

Dolayisiyla marka algisi, tiiketicinin zihninde daha 6nce yasadigi bir deneyimle gergeklesmekte ve bu deneyim, bir tatmin duygusu
ile tiketicinin algiladigi degeri artirmaktadir. Bu nedenle de tiketici zihninde o marka ile ilgili bir his olusmakta ve bu his zihinsel
sureglere kaydedilerek tekrar tekrar basvurulmasini saglamaktadir. Bu durum, tiiketicinin karar siireglerinde etkili olmaktadir.
Marka algisi; marka imaji, isletme imaji, isletme gliveni ve ¢alisan gliveni olmak lzere dort bilesenden olusmaktadir (Brodie vd.,
2009:345-355).
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Hizmet kalitesi, musterinin satin aldigi bir hizmetten bekledigi ile algiladigini karsilagtirmasi sonucu olusur. Misterinin hizmet
streci boyunca yasadigi deneyimler onun kalite algisini etkiler. Hizmet slrecinde kalite algisina etki eden unsurlar hizmet kalitesi
belirleyicileridir (Parasuraman vd. (1985:47). Hizmet kalitesini belirleyen unsurlar ise; somut unsurlar, givenilirlik, heveslilik,
glvence ve empatidir. Somut unsurlar; fiziksel mekan, donanim (ekipman) ve personelin goriinimuddir. Givenilirlik, s6z verilen
hizmetin tam ve glvenilir bir sekilde sunulmasidir. Heveslilik, misterilere yardim etmekte istekli olunmasi ve hizmetin hizli
sunulmasidir. Guvence, ¢alisanlarin bilgili ve guvenilir olmalaridir. Empati, misterilere kisisellestirilmis ilgi gosterilmesidir
(Parasuraman vd., 1988:23).

Bir hizmetin algilanan kalitesi, tliketicinin hizmetten beklentileri ile hizmet slrecindeki deneyimleri sonucu olusan yargisi
arasindaki farktir. Eger tiketicinin deneyimleri, beklentilerini karsiliyor ya da Gizerindeyse algilanan kalite yuksektir; karsilamiyorsa
dusUktir (Gronroos, 1984:36-44).

Literatlrde, algilanan degere iki temel agidan yaklagiimaktadir. Bunlar “Faydaci Yaklasim” ve “Davranissal Yaklasim”dir. Faydaci
yaklasim, musterilerin, Griin veya hizmetlerin kullanimindan sagladiklari fayda ile bunun karsihiginda 6deyecekleri maliyet
arasindaki dengeyi esas alarak Uriinlere veya hizmetlere deger atfetmektedir. Diger taraftan ‘Davranissal yaklasim’ ise, musteri ve
isletme arasindaki sosyal etkilesimlerin altini gizer ve algilanan deger, musterinin tiketiminden veya Uriin ve hizmetlerin
kullanimindan esinlenir (Boksberger ve Melsen, 2011: 231).

Faydaci modeller degeri, “genellikle misterinin aldigi bir seyin, kendisine sunulan bir teklifin sagladigi ¢6zimin ve muisterinin bu
¢06zUmU elde etmek icin katlandig fedakarliklarin bir islevi olarak tanimlamaktadir (Khalifa, 2004:648) Pazarlama literatlrinde,
Zeithaml (1988) tarafindan yapilan nispeten erken donem miisteri degeri dnerisi, evrensel olarak en genis tanimlarindan biri kabul
edilmektedir. Zeithaml (1988: 13) algilanan degeri, “tlketicinin neyin alindigi ve neyin verildigi algisina dayal olarak bir Griintin
faydasinailiskin genel degerlemesi" olarak ifade eder. Zeithaml’a (1988: 14) gore; degerin fayda bilesenleri, belirgin igsel nitelikleri,
dissal nitelikleri, algilanan kaliteyi ve diger ilgili yiksek seviyeli soyutlamalari igerir. Buna karsilik, fedakarlik bilesenleri ise, parasal
ve parasal olmayan maliyetlerden olusur.

Diger bir yaklagim, algilanan degerin davranigsal perspektifi ise, yapiyr daha kapsamli bir sekilde ele alir ve onu faydaci fayda ve
fedakarliklardan daha derinlemesine agiklamaya ¢alisir (Boksberger ve Melsen, 2011: 231). Bu baglamda, algilanan degerin
davranigsal yoniyle ilgili olarak ¢ok boyutlu kavramlastirma fikrini benimseyen Sheth vd. (1991), bir “tliketim degeri teorisi”
onermistir. Gelistirdikleri teorik modelde, algilanan misteri degerini “tiketici tercih davranigini etkileyen bes tiiketim degeri”
olarak tanimlamiglardir. Bunlar; islevsel deger, sosyal deger, duygusal deger, epistemik deger ve kosullu degerdir (Sheth vd.,
1991:159-170). Sheth vd.’ne (1991) gore; bir tuketici karari, bes tiiketim degerinin herhangi biri veya timinden etkilenebilir.
Benzer sekilde Woodruff (1997) da, algilanan degeri “misterinin kullanim durumlarinda musterinin hedeflerine ve amaglarina
ulagmasini kolaylastiran (veya engelleyen) kullanimdan kaynaklanan bu Grin 6zellikleri, 6zellik performanslari ve kullanimdan
kaynaklanan sonuglar igin misterinin algilanan tercihi ve degerlemesi” olarak tanimlar. Woodruff (1997:141). Kisacasi Woodruff,
degerin musterilerin 6grenilmis algilarindan, tercihlerinden ve degerlemelerinden kaynaklandigini vurgular.

Tatmin, tiketicinin bir Griin ya da hizmetle ilgili beklentilerinin o Griin ya da hizmeti kullandiktan sonra algiladigl performans
sonuglarinin yarattigi bilissel duygulardir. Dolayisiyla bir alicinin bir Griin veya hizmeti satin aldiktan sonra elde edecegi tatmin
duygusu, o Urin ya da hizmetle ilgili beklentilerine baghdir. Eger Griin/hizmet beklentileri karsiliyorsa tatmine, karsilamiyorsa
tatminsizlige yol agar. Hatta satin alinan Griin ya da hizmetten elde edilen performans beklentilerin Gzerindeyse, tatmin diizeyi
daha da artar (Yikselen, 2017:26).

Misteri tatmini, isletmeler agisindan uzun vadeli iliski yaratmak ve faaliyette bulunduklari sektdrde rekabet edebilmeleri igin en
onemli ve oncelikli konudur. Bu bakimdan musteri tatmini, hizmet sektériinde yer alan bankalarin basarilarinda anahtar rol
oynamaktadir.

Misteri baghhgi, musterilerin tekrar satin alma davranislarina en yakin adim olarak tanimlanmaktadir (Minh ve Huu, 2016:104).
Bu bakimdan musteri baghhgi, bir muisterinin bir hizmet / trin saglayicisiyla sahip oldugu tim deneyimlerin bir sonucu olarak
ifade edilir (Masceranhas vd., 2006:399). Oliver (1999: 34) misteri bagliligini “tercih edilen bir Grtint / hizmeti gelecekte tutarli
bir sekilde yeniden satin alma veya yeniden tanitma, boylece durumsal etkilere ve degistirme davranisina neden olma
potansiyeline sahip pazarlama gabalarina ragmen, ayni marka veya ayni marka setinin tekrar tekrar satin alinmasina neden olma
konusunda derin bir bagllik” olarak tanimlamaktadir (Masceranhas vd., 2006:399). Musteri baghhginin isletmelerin nihai
performanslari Gizerinde 6nemli 6lgtide etkisi bulunmaktadir (Hessket vd. (2008:14). https://hbr.org/2008/07/putting-the-service-
profit-chain-to-work (Erigim Tarihi: 08.12.2020).
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3. ARASTIRMA YONTEMIi VE VERILERIN ANALIzi
3.1. Aragtirmanin Amaci ve Yontemi

Bu ¢alismanin amaci, bankacilik sektoriinde faaliyet gésteren bankalarin, bir marka olarak imajlarinin ve sunduklari hizmetlerin
kalitesinin, miisteride yarattigi deger algisi ile olusan misteri tatmininin yarattigi baghlik tzerindeki etkisini arastirmaktir. Bu amag
dogrultusunda literatlrde yer alan galismalardan yararlanilarak Sekil 1'deki kavramsal model gelistirilmistir.

Sekil 1: Arastirmanin Kavramsal Modeli

Arastirmanin ana katlesini, Tekirdag ilinde yasayan 18 yasindan biylk bireysel bankacilik hizmetlerini alan misteriler
olusturmaktadir. Arastirmada veri toplama yontemi olarak “anket yontemi” kullanilmistir. Kavramsal modelde belirtilen
degiskenler ile ilgili literatirde (Brodie vd., 2009; El-Adly, 2018) yer alan soru maddeleri kullanilarak bir anket formu
olusturulmustur. Arastirma oncesi, ilgili anket formu 10 kisilik bireysel bankacilik musterisi tizerinde 6n teste tabi tutulmus olup
herhangi bir degisiklik ihtiyaci gorilmemistir. Arastirmaya iliskin veriler, 752 kisiyle yliz ylize yapilan ve toplam 50 adet sorunun
yer aldig1 anketlerden elde edilmistir. Katilimcilarin anket sorularini, bireysel bankacilik islemlerinde en ¢ok kullandiklari bankanin
hizmetlerini g6z 6nlinde bulundurarak cevaplandirmalari istenmistir. Elde edilen sonuglar SPSS programinda analiz edilmistir.

3.2. Arastirma Hipotezleri
3.2.1. Marka Algisinin Algilanan Deger, Tatmin ve Misteri Baglihgina Etkisi

Arastirmada marka algisinin algilanan misteri degeri — tatmin ve baglilik stireci Gzerindeki etkilerine yonelik arastirma hipotezleri
belirlenirken, Brodie vd.’nin (2009:353-354) hizmet perspektifinden markalasmanin teorik ve pratik olarak daha iyi anlasilmasina
yonelik mugterilerin marka algilarinin misteri degeri-sadakat siirecini nasil etkiledigi ile ilgili yaptiklari ¢alisma sonuglarindan
yararlanilmistir. Bu ¢alismada “marka algisi” kavrami, ayni zamanda marka imaji, isletme imaji, isletme ve c¢alisan gliveni
kavramlarini icermektedir. Dolayisiyla, marka algisini olusturan bu unsurlar, markanin tim yonlerinin musterilerin deger algilari
Gzerindeki etkileri hakkinda bize fikir vermekte ve teorik ¢ergevenin kullanimini desteklemek igin deneysel kanitlar sundugunu
gostermektedir. Bu gercevede hipotezler su sekilde belirlenmigtir:

H1: Marka algisi ve algilanan hizmet kalitesi, musterinin algiladigi degeri olumlu yonde etkilemektedir.
H2: Marka algisinin misteri tatminine etkisinde, algilanan degerin aracilik rolt vardir.

H3: Marka algisinin misteri tatminine etkisinde, algilanan degerin kolaylastirici etkisi vardir.

H4: Marka algisinin misteri bagliligina etkisinde, muisteri tatmininin aracilik rold vardir.

3.2.2. Algilanan Hizmet Kalitesinin Algilanan Deger, Tatmin ve Miisteri Baghligina Etkisi

Bir hizmetin algilanan kalitesi, tliketicinin hizmetten beklentileri ile hizmet slrecindeki deneyimleri sonucu olusan yargisi
arasindaki farktir. Eger tiketicinin deneyimleri, beklentilerini karsiliyor ya da Gizerindeyse algilanan kalite yuksektir; karsilamiyorsa
duslktir (Gronroos, 1984:36-44). Dolayisiyla, hizmet kalitesi, misterinin satin aldigi bir hizmetten bekledigi ile algiladigini
karsilastirmasi sonucu olusur. Misterinin hizmet siireci boyunca yasadigi deneyimler onun kalite algisini etkiler. Hizmet sirecinde
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kalite algisina etki eden unsurlar ise hizmet kalitesinin belirleyicileridir. Parasuraman vd. (1988) hizmet kalitesinin élgimuyle ilgili
yaptiklari (SERVQUAL) galismada hizmet kalitesi unsurlarini; somut unsurlar, giivenilirlik, heveslilik, glivence ve empati olmak Gizere
bes boyutta toplamislardir (Parasuraman vd., 1988:23). Somut unsurlar; fiziksel mekan, donanim (ekipman) ve personelin
gorinimudir. Guvenilirlik, s6z verilen hizmetin tam ve glivenilir bir sekilde sunulmasidir. Heveslilik, misterilere yardim etmekte
istekli olunmasi ve hizmetin hizli sunulmasidir. Givence, ¢alisanlarin bilgili ve glvenilir olmalaridir. Empati, musterilere
kisisellestirilmis ilgi gosterilmesidir (Parasuraman vd., 1988:23).

Musteri baghligina yol agan faktorler, esas olarak ya musterilerin hizmet kalitesi ve musteri tatmini gibi hizmete iliskin sonraki
algilarindan kaynaklanan degerlendirmeleri ya da gliven ve baglilik gibi tekrarlanan hizmet islemlerinin iliskisel sonuglar
kategorisine girenlerdir (Rai ve Medha, 2013:152). Bu nedenle hizmet kalitesi, musteriler igin blylik 6nem tagimaktadir. Clink
mdisteriler, hizmeti, hizmet personelinin niteliklerine ve bir hizmet isletmesinin 6zelliklerine gore algilar. Hizmet personelinin
musteri odakli 6zellikleri, hizmet saglayicilarin yumusak kalite 6zelliklerini yansitan glvenilirlik, duyarllik, glivence ve empatidir
(Zeithaml ve Bitner, 2000). Bu niteliklere dayali olarak musteriler ve ¢alisanlar arasindaki olumlu kisilerarasi etkilesimler musteri
memnuniyetini artirabilir (Hartline vd., 2000; Parasuraman vd., 1985). Guvenilirlik, ¢calisanlarin musteri ihtiyaglarina tutarli bir
sekilde yanit vermesine ve son teslim tarihlerini karsilamasina yardimci olur. Hizli yanit verme ve giivenceye sahip ¢alisanlar,
sirketin Urunleri, hizmetleri ve mdusterilerin ihtiyaclari hakkinda daha fazla bilgiye sahiptir. Empati, ¢alisanlar ve mdusteriler
arasindaki iletisim strecini iyilestirmeye yardimci olur (Lenka vd., 2009:48-49).

Hindistan ticari bankalarinin hizmet kalitesinin, misteri baghhgini tesvik eden musteri tatminini artirip artirmadigini inceleyen
Lenka vd. (2009), hizmet kalitesinin insani, teknik ve somut yonlerinin iyilestirilmesinin musteri tatminini artirdigini ortaya
koymustur. S6z konusu galismada, hizmet kalitesinin insani yonlerinin, teknik ve somut yonlere kiyasla misteri tatminini daha
glcll bir sekilde etkiledigi bulunmustur. Bu nedenle, fiziksel ¢cevrenin miisterinin hizmet kalitesi algisi Gizerinde olumlu etkisinin
olabilecegi ve buna gore banka hizmetlerinin insani, teknik ve somut yonlerinin daha iyi olmasi, musterilerin tatmin dizeyini
artiracagi 6ne surilmektedir (Lenka vd., 2009:59). Lenka vd.’ne (2009) gore, hizmet kalitesi, hizmetlerin yénetimsel sunumu iken;
tatmin ise, musterilerin bu hizmetlerle ilgili deneyimleridir. Dolayisiyla lyilestirilmis hizmet kalitesi, daha fazla miisteri tatmini ve
baghligi ile sonuglanmaktadir (Lenka vd., 2009:50). Hizmet kalitesi ile musteri bagllig siirecine yonelik olarak Kheng vd. (2010)
tarafindan yapilan diger bir ¢calismada, Malezya bankalarinda sunulan bankacilik hizmet kalitesinin misteri baghhgi Gzerine etkisi
incelenerek, hizmet kalitesi boyutlari (somut, glvenilirlik, duyarlihk, empati ve glivence) ile musteri baghligi arasindaki iliskilerde
musteri tatmininin aracilik etkisi oldugu bulunmustur (Kheng vd.,2010:62).

Minh ve Huu (2016:110) da, bireysel bankacihk mdusterileri arasinda yaptiklari bir arastirmada, hizmet kalitesinin musteri
tatmininin; misteri tatminin de musteri bagliliginin bir 6nclli oldugunu bulmuslardir. Ayrica, hizmet kalitesi ile musteri baglilig
arasinda pozitif bir iliski oldugunu ve musteri tatminin, hizmet kalitesi ile musteri baghhgl arasinda kismen aracilik ettigini de
dogrulamiglardir. Farkl bir ¢alismada, Caruana (2002:821), musteri tatmininin aracilik roliini Ustlenerek hizmet kalitesinin baghhk
Uzerindeki etkisini incelemistir. Bireysel bankacilik misterileri arasinda yapilan arastirmada elde edilen sonuglar, misteri tatmini
yoluyla hizmet kalitesinin misteri bagliigi Gzerine araci bir rol oynadigl iddiasina destek saglayarak katkida bulunmustur.
Arastirmada ayrica, hizmet kalitesinin misteri tatmini icin 6nemli bir girdi oldugu gorilmdistir. Benzer bir bicimde, Mosahab vd.
(2010:72) de, hizmet kalitesinin misteri tatmini yoluyla hem dogrudan hem de dolayli olarak musteri baghhg tGzerinde etkisi
oldugunu bulmustur. Konuyla ilgili yapilan bir baska ¢alismada ise, Rai ve Medha (2013:153) hayat sigortasi musterileri Uzerine
yaptiklari bir arastirmada, misteri baghhgi agisindan hizmet kalitesinin birinci derecede 6nemli faktor oldugunu bulmuslardir. Bir
diger calismada, internet bankaciligl hizmet kalitesi, e-misteri memnuniyeti ve e-misteri sadakati arasindaki iliskinin dnemli
oldugu ortaya konmustur (Amin, 2016:280). Velosa vd. (2018:497) de, Portekiz perakende sektdriinde yaptiklari bir arastirmada,
hizmet kalitesinin misteri tatmininin ana belirleyicisi oldugunu ortaya koymuslardir. Ayrica musteri tatmini ve hizmet kalitesinin
musteri baglihgini 6nemli dlglide etkiledigini bulmuglardir. Benzer bigimde Al-Tit'in (2015:129) yaptigi bir ¢alismada, hizmet
kalitesinin misteri tatmini ve misteriyi elde tutma Uzerinde olumlu bir etkiye sahip oldugu; ayrica, misteri tatmininin hizmet
kalitesi ile musteriyi elde tutma arasindaki iliskiye araci oldugu dogrulanmistir. Yapilan arastirmalarda elde edilen sonuglar, hizmet
karsilagmasinin, musterilerin tatmin ve baghliginda 6nemli rol oynadigini gostermektedir (Arora ve Narula, 2018:33).
Arastirmalarin ¢ogu, kaliteli hizmet veren bir isletmenin kesinlikle memnun musterilere sahip olacagini ve dolayisiyla memnun
mdusterilerin de bagh olacagini gdostermektedir.

Bununla birlikte, algilanan hizmet kalitesinin algilanan musteri degerine etkisinde; Cronin vd.’nin (1997:383-384) yaptig bir
arastirmada, algilanan hizmet kalitesinin algilanan musteri degerini olumlu yénde etkiledigi 6ne sirtlmektedir. Cretu ve Brodie
(2007: 236) de yaptiklari arastirmada algilanan hizmet kalitesinin algilanan misteri degerini pozitif yonde etkiledigini bulmuslardir.
Benzer sekilde, Parasuraman ve Grewal (2000: 168-174) da, hizmet kalitesinin, algilanan miusteri degerini artirdigini
soylemislerdir. Bir baska galismada, Sweeney vd. (1999:99), perakende hizmet kalitesinin, tiiketici deger algilarinin yaratilmasinda
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6nemli bir rol oynadigini bulmuslardir. Benzer sekilde, Sweeney ve Soutar (2001:203-220), misterinin algilanan degerini 6lgmek
icin PERVAL olarak adlandirdiklari fonksiyonel deger (fiyat ve kalite) ile sosyal ve duygusal degerden olusan dort boyutlu 6lgek
¢alismalarinda, hizmet kalitesinin algilanan degerin olusmasinda 6énemli rolinin oldugunu iddia etmektedirler. Literatiirde yer
alan bu degerlemeler 1s18inda asagidaki hipotezler kurulmustur:

H5: Algilanan hizmet kalitesinin musteri tatminine etkisinde, algilanan degerin aracilik rolii vardir.

H6: Algilanan hizmet kalitesinin misteri tatminine etkisinde, algilanan degerin kolaylastirici etkisi vardir.
H7: Algilanan hizmet kalitesinin misteri baghligina etkisinde, misteri tatmininin aracilik roli vardir.

H8: Marka algisi ve algilanan hizmet kalitesi, musteri baghligini olumlu yénde etkiler.

3.2.3. Algilanan Deger, Miisteri Tatmini ve Miisteri Bagliligi iliskisi

Finansal hizmetler pazari ya da daha spesifik olarak bankacilik sektériinde algilanan deger, misteri tatmini ve misteri baglihg
arasindaki iligkiler, yarattiklari sonuglar itibariyle stirdurilebilir bliylime ve rekabet avantaji agisindan oldukga 6nemlidir. Algilanan
deger, tuketicinin neyin alindig1 ve neyin verildigine iliskin algilarina dayali olarak bir triinlin faydasina iliskin genel degerlemesidir
(Zeithaml, 1988:14). Bu algilar tipik olarak misterinin aldig (6rnegin kalite, faydalar, deger) ile bir Grlinii almak ve kullanmak igin
vazgectikleri (6rnegin fiyat, fedakarliklar) arasinda bir degis tokusu igerir (Woodruff, 1997:141). Musteri tatmini genel olarak, bir
urtinle ilgili bir veya daha fazla kullanim deneyiminin degerlenmesine yanit olarak musterinin duygularidir (Woodruff, 1997: 143).
Misteri baghligi ise, bir musterinin bir hizmet / Grin saglayicisiyla sahip oldugu tim deneyimlerin bir sonucu olarak ifade edilir
(Masceranhas vd., 2006:399).

Algilanan deger kavrami, misteri tatmini ile glicli bir iliskisi oldugunu gostermektedir. Her iki kavram da trlinler hakkindaki
degerleyici yargilari tanimlar ve her ikisi de kullanim durumuna 6zel 6nem verir (Woodruff, 1997: 143). Bu baglamda Woodruff
(1997), algilanan degerin, tiketicilerin saglayicilariyla iliskisel alisverige iliskin bilissel algisini temsil ettigini ve tatminin, tiketici
tarafindan algilanan degerden tiretilen genel duyguyu yansittigini ileri sirmektedir (Roig vd., 2009:777). Tatminin genellikle
tiketicinin algiladigi deger tarafindan belirlendigi distnilmektedir. Bununla birlikte tatmin, ¢ogu kez baglhgin 6nemli bir
belirleyicisi olarak gortlmustir (Dick ve Basu, 1994:104). Yalniz bu konuda ampirik kanitlar biraz karisiktir. Clink( bazi arastirmalar
musteri tatmini ve baglhhgi arasinda glicli bir baglanti saglayamamaktadir (6rnegin, Khatibi vd., 2002; Stoel vd, 2004). Bazilari da,
tatmin - baglilik iligkisinin dolayh ve karmasik oldugunu belirtmektedir (6rnegin, Anderson ve Mittal, 2000; Magi, 2003). Ancak
karigik bir takim bulgulara ragmen, misterilerin bagliligini kazanmada tatminin énci rol oynadigi birgcok ¢alisma da yer almaktadir
(Bloemer vd., 1999; Cronin vd., 2000; Eggert ve Ulaga, 2002; Hellier vd., 2003 ; Hennig vd., 2002; Host ve Knie-Andersen, 2004;
Oliver, 1999; Yang ve Peterson, 2004’den Akt. Roig vd., 2009:778). Bu galismalarin yaninda ayrica, Patterson ve Spreng (1997:429),
Yang ve Peterson (2004:814) ve Roig vd. (2009:783) tarafindan, algilanan degerin tatmin yoluyla baghlk Gzerinde dolayli bir etkiye
ve ayni zamanda baghhk lzerinde de dogrudan bir etkiye sahip oldugu bulunmustur. Cinli mobil iletisim sirketinde yaptiklari
arastirmada, Lai vd. (2009:985) de algilanan deger ve misteri tatmininin, misteri bagliiginin dogrudan belirleyicileri oldugunu
bulmuslardir (Lai vd., 2009: 985).

Bu cercevede soz konusu degiskenleriniiliskileri, aracilik rolleri ve modeldeki konumlarinin cevaplayicilarin demografik 6zelliklerine
gore farkhlklar degerlenmek Uzere asagidaki hipotezler kurulmustur:

H9: Marka algisi ve algilanan hizmet kalitesinin algilanan degere etkisi, yas gruplarina gore farkhdir.

H10: Marka algisi ve algilanan hizmet kalitesinin algilanan degere etkisi, cinsiyete gore farkhdir.

H11: Marka algisi ve algilanan hizmet kalitesinin algilanan degere etkisi, 6grenim durumuna goére farkhdir.
H12: Algilanan degerin misteri tatminine etkisi, yas gruplarina gore farklidir.

H13: Algilanan degerin musteri tatminine etkisi, cinsiyete gore farkhdir.

H14: Algilanan degerin misteri tatminine etkisi, 6grenim durumuna goére farkhidir.

H15: Misteri tatmininin misteri baglihgina etkisi, yas gruplarina gore farkhdir.

H16: Misteri tatmininin misteri baglilhigina etkisi, cinsiyete gore farkhdir.

H17: Misteri tatmininin misteri bagliligina etkisi, 6grenim durumuna gore farklidir.
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3.2.4. Cevaplayicilara iliskin Tanimlayici Bilgiler

Verilerin elde edildigi ankete cevap veren katilimcilar, demografik 6zellikleri itibariyle yas, cinsiyet ve 6grenim durumlarina gore
gruplandirilmis olup, dagihmlar asagidaki tablolarda yer almaktadir. Tablo 1’de goériilecegi Gizere, anketi cevaplayanlarin yarisini
18-30 yas arahgindaki katilimcilar olusturmaktadir. Cinsiyete gore dagilimda erkek cevaplayicilarin kadinlara gore daha fazla
oldugu, 6grenim durumuna bakildiginda ise, cevap verenlerin gogunlugunun (yaklasik yiizde 70) tniversite ve Ustli 6grenime sahip
olduklari gorilmektedir.

Tablo 1: Cevaplayicilarin Demografik Dagilimi

Yas Grubu n %
18-30 376 50
31-40 184 24,5
41-50 119 15,8
51 ve Usti 73 9,7
Cinsiyet

Kadin 338 44,9
Erkek 414 55,1
Egitim Durumu

ilkdgretim 47 6,3
Lise 184 24,5
Universite ve (isti 521 69,3
Toplam 752 100

3.2.5. Degiskenlere iliskin Faktor ve Giivenilirlik Analizi

Marka algisi degiskenini olusturan olgek, dort farkli kavram ve on yedi soru maddesinden olugmaktadir. Veri setinin bu dort alt
degiskene dagilip dagilmadigina iliskin olarak faktoér analizi yapilmistir. KMO degeri 0,944, Bartlett’s Testini veren Ki-Kare degeri
7105,929 olup, %1 6nem derecesinde veri setinin analiz igin yeterli oldugu, 6rnek biyukligiiniin de uygun oldugu gorilmistir.
Asal Bilesenler Yontemi ve Varimax rotasyonu ile veri setinin dort faktore dagilimi yapilmis olup, rotasyona tabi tutulan matris
Tablo 2’de gosterilmistir. Faktor yikleri 0,50'nin altinda olan iki soru maddesi FG3 ve FG4 degerleme disinda tutulmus olup 6lgek
dort faktor ve 15 soru maddesi ile somutlagmigtir.

Tablo 2: Marka Algisi Degiskenine iliskin Rotasyona Tabi Tutulmus Faktor Matrisi

F1 F2 F3 F4
M1 0.831
M2 0.720
M3 0.729
M4 0.568
FI1 0.661
FI2 0.534
FI3 0.783
Fl4 0.731
FIS 0.504
FG1 0.789
FG2 0.643
CG1 0.762
CG2 0.771
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CG3 0.751

CG4 0.742
MI: Marka imaji Fl: Firma imaji FG: Firma Giiveni CG: Calisan Giiveni

Algilanan hizmet kalitesi degiskenini olusturan 6lgek, bes farkli kavram ve yirmi iki soru maddesinden olusmaktadir. Veri setinin
bu bes alt degiskene dagilip dagilmadigina iliskin olarak faktor analizi yapilmistir. KMO degeri 0,953, Bartlett’s Testini veren Ki-
Kare degeri 10125,734 olup, %1 6nem derecesinde veri setinin analiz igin yeterli oldugu, 6rnek biyukliglnin de uygun oldugu
gorilmustlr. Asal Bilesenler Yontemi ve Varimax rotasyonu ile veri setinin bes faktore dagilimi yapilmis olup, rotasyona tabi
tutulan matris Tablo 3’de gosterilmistir. Faktor yikleri 0,50’nin altinda olan iki soru maddesi AGU1 ve AEM3 degerleme disinda
tutulmus olup 6lgek bes faktor ve 20 soru maddesi ile somutlagmistir.

Tablo 3: Algilanan Hizmet Kalitesi Degiskenine iliskin Rotasyona Tabi Tutulmus Faktor Matrisi

F1 F2 F3 F4 F5
AFV1 ,762

AFV2 ,779
AFV3 678
AFV4 ,699
AGU2 | 665
AGU3 | 759
AGU4 | 749
AGU5 | 689
AH1 | 690
AH2 | 570
AH3 ,579
AH4 ,691
AEM1 ,718
AEM2 ,705
AEM4 717
AEM5 ,773
AGN1 ,667
AGN2 ,659
AGN3 ,784
AGN4 ,704

Modelde yer alan degiskenlerin glvenilirlik analizleri Cronbach’s Alpha ile yapilmistir. Analiz sonuglar asagidaki tabloda yer
almaktadir. Tabloda goériildiigi gibi, tim degiskenlerin yiksek glivenilirlik dizeyine sahip oldugu gorilmektedir.

Tablo 4: Model Degiskenlerinin Giivenilirlik Analizi Sonuglari

Degiskenler Soru Sayisi Cronbach’s Alpha

Marka Algisi 15 0,924
*Marka imaji 4 0,853
*Firma imaj 5 0,847
*Firma Glveni 2 0,715
*Calisana guven 4 0,845

Algilanan Hiz. Kalitesi 20 0,940
*Fiziksel varliklar 4 0,806
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*Guvenilirlik 6 0,895
*Heveslilik 4 0,863
*Empati 2 0,753
*Glven 4 0,854
Algilanan Deger 2 0,868
Miisteri Tatmini 3 0,782
Miisteri Baghligi 3 0,898

3.3. Degiskenler Arasindaki iliskilerin Analizi
3.3.1. Marka Algisi ve Algilanan Hizmet Kalitesinin Algilanan Degere Etkisinin Analizi Sonuglan

Dort bilesenden olusan “Marka Algisi” ile bes bilesenden olusan “Algilanan Hizmet Kalitesi” degiskenlerinin Algilanan Deger’e
etkisi, coklu regresyon analizi ile yapilmistir. ilk asamada marka algisi ve algilanan hizmet kalitesi, bilesenlerinin toplami olarak
analize alinmistir. Tablo 6’ya goére model ylzde 1 6nem derecesinde anlamli gikmistir. Tablo 5’e gére Marka Algisi ve Algilanan
Hizmet Kalitesi ile Algilanan Deger arasindaki korelasyon katsayisi R=0,336 olup, iliskinin zayif oldugu anlasilmaktadir. Nitekim iki
degisken Algilanan Degerin yizde 11,1’ini agiklamaktadir. Modelin katsayilari ve esdogrusallik degerleri Tablo 7’de gosterilmistir.
Bu sonuglara gore H1 hipotezi kabul edilmistir. Ancak, marka algisinin algilanan degere etkisinin %5,8 nem derecesinde anlamli
oldugu gorilmektedir.

Tablo 5: Marka Algisi ve Algilanan Hizmet Kalitesinin Algilanan Degere Etkisine iliskin Coklu Regresyon Model istatistikleri

Model R R? Diizeltilmis R2 | Tahminin Standart Hatasi
1 1336 113 111 1,504

Tablo 6: Marka Algisi ile Algilanan Hizmet Kalitesinin Algilanan Degere Etkisine iliskin Coklu Regresyon Modeli ANOVA Sonuglari

Karelerin Serbestlik Karelerin
Model Toplami Derecesi Ortalamasi F p
Regresyon 215,598 2 107,799 47,662 ,000
Artik 1694,056 749 2,262
Toplam 1909,654 751

Tablo 7: Marka Algisi ve Algilanan Hizmet Kalitesinin Algilanan Degere Etkisine iliskin Coklu Regresyon Modeli Katsayilari

Standardize
Model Katsayilar Katsayilar Es Dogrusallik
B Standart Hata Beta t p Tolerans VIF
Sabit ,578 ,329 1,758 ,079
MA ,234 ,123 ,099 1,899 ,058 ,435 2,298
AHK ,605 ,124 ,255 4,890 ,000 ,435 2,298

MA: Marka Algisi; AHK: Algilanan Hizmet Kalitesi

Marka Algisi ve Algilanan Hizmet Kalitesi bilesenleri ile birlikte coklu regresyon analizine alindiginda elde edilen sonuglar, Tablo 8,
9 ve 10’da gosterilmistir. Tablo 9'a gore dokuz bagimsiz degiskenin bagimli degiskene etkisini gdsteren model anlaml ¢ikmis olup,
Marka Algisi ve Algilanan Hizmet Kalitesine iliskin toplam dokuz alt bilesen ile Algilanan Deger arasindaki korelasyon katsayisi Tablo
8’de gorildigl tzere 0,366 cikmistir. Regresyon modeli katsayilarinin yer aldigi Tablo 10’a gére Marka Algisi bilesenlerinden;
“Marka imaji” yiizde 5; Algilanan Hizmet Kalitesi bilesenlerinden “giivenilirlik” ve “gliven” %1 &énem derecesinde bu etkide rol
oynamislardir.
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Tablo 8: Marka Algisi ve Algilanan Hizmet Kalitesi Bilesenlerinin Algilanan Degere Etkisine iliskin Coklu Regresyon Model
istatistikleri

Model R R?
1 ,366 ,134

Tahminin Standart Hatasi
1,493

Diizeltilmis R?
,123

Tablo 9. Marka Algisi ve Algilanan Hizmet Kalitesi Bilesenlerinin Algilanan Degere Etkisine iliskin Coklu Regresyon Model ANOVA
Sonuglari

Model Karelerin Toplami | Serbestlik Derecesi | Karelerin Ort. F p
Regresyon 255,699 9 28,411 12,746 ,000
Artik 1653,955 742 2,229

Toplam 1909,654 751

Tablo 10: Marka Algisi ve Algilanan Hizmet Kalitesi Bilesenlerinin Algilanan Degere Etkisine iliskin Coklu Regresyon Modeli
Katsayilari

Standardize Olmayan Standardize
Model Katsayilar Katsayilar Es Dogrusallik
B St:r:tiaart Beta t p Tolerans VIF

Sabit , 716 ,357 2,006 ,045

MI ,231 ,096 ,125 2,399 ,017 ,428 2,334
Fl ,016 ,109 ,008 ,149 ,881 ,382 2,615
FG -,126 ,100 -,064 -1,258 ,209 ,458 2,184
CcG ,064 ,112 ,030 ,569 ,570 ,432 2,314
AFV -,092 ,098 -,041 -,938 ,349 ,597 1,674
AGU ,330 ,127 ,158 2,602 ,009 ,318 3,140
AH -,097 ,111 -,052 -,873 ,383 ,334 2,996
AEM ,084 ,072 ,054 1,169 ,243 ,542 1,844
AGN ,397 ,108 ,193 3,658 ,000 ,420 2,379

MI: Marka imaji, FI: Firma imaji, FG: Firma Giiveni, CG: Calisan Giiveni, AFV: Algilanan Fiziksel Varliklar, AGU: Algilanan Giivenilirlik, AH: Algilanan
Heveslilik, AEM: Algilanan Empati, AGN: Algilanan Giiven
3.3.2. Marka Algisinin Miisteri Tatminine Etkisinde Algilanan Degerin Aracilik Roliine iliskin Analiz Sonuglar

Algilanan degerin, marka algisinin misteri tatminine etkisinde aracilik roliiniin etkisi, iki ydntemle test edilmistir. B-K yontemine
gore aracilik testiicin gerekli kosullari gosteren Tablo 11’deki ilk Gig denklem anlamli giktigindan, son denklemi veren tablo degerine
bakildiginda, marka algisinin musteri tatminine etkisini gosteren regresyon katsayisinin 0,903’ten 0,791’e distugu gorulmustir.

Tablo 11: Marka Algisinin Miisteri Tatminine Etkisinde Algilanan Degerin Aracilik Roliiniin Testine iliskin Regresyon Modelleri

Bagimsiz Degiskenler Bagimh Degisken Marka Algisi

F p Regresyon Katsayisi p
Marka Algisi Musteri Tatmini 716,393 0,000 0,903 0,000
Marka Algisi Algilanan Deger 350,357 0.000 0.726 0.000
Algilanan Deger Misteri Tatmini 248,383 0.000
Marka Algisi, Algilanan Deger Misteri Tatmini 381,342 0.000 0.791 0.000

B-K (Baron — Kenny) yonteminde algilanan degerin kismi aracilik etkisi ortaya ¢ikmis olmakla birlikte, ayrica dogrulama amagl
yapilan Hayes Testi, p degeri icin bir aralik vermekte ve bu aralikta O degerinin bulunmamasi gerekir. Hayes testinin sonuglarina
gore ¢ikan deger araligl 0,0079 — 0,1843 olup kosul saglanmaktadir. Buna goére H2 hipotezi desteklenmistir.
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3.3.3. Marka Algisinin Miisteri Tatminine Etkisinde, Algilanan Degerin Kolaylastiriciik Roliine iliskin Analiz
Sonuglari

Algilanan degerin marka algisinin misteri tatminine etkisinde kolaylastiricilik rolinii ortaya koymak tGizere, marka algisi ve algilanan
degerin birlikte etkisini ifade eden iki degerin carpimi ile bir degisken (MAAD) elde edilmistir. Tablo 12’deki sonuglara gore; marka
algisinin algilanan degerle bilesimini gosteren MAAD degiskeni anlamh giktigindan algilanan degerin, marka algisinin misteri
tatminine etkisini kolaylastirici role sahip oldugu goriilmektedir. H3 hipotezi kabul edilmistir.

Tablo 12: Marka Algisinin Miisteri Tatminine Etkisinde Algilanan Degerin Kolaylastiricilik Roliine iliskin Coklu Regresyon Modeli

Standardize
Model Katsayilar Katsayilar Es Dogrusallik
1 B Standart Hata Beta t p Tolerans VIF
Sabit 0,781 0,145 5,403 0,000
MA 0,669 0,060 0,518 11,170 0,000 0,308 3,244
MAAD 0,039 0,008 0,217 4,686 0,000 0,308 3,244

3.3.4. Marka Algisinin Miisteri Bagliigina Etkisinde, Miisteri Tatmininin Aracilik Roliine iliskin Analiz Sonuglari

Musteri tatmininin, marka algisinin musteri bagliligina etkisinde B-K Yontemine gore aracilik roliiniin kosullarini gosteren Tablo
13’deki ilk G¢ denklem anlamh giktigindan, son denklemi veren tablo degerine bakildiginda, marka algisinin misteri bagliligina
etkisini gbsteren regresyon katsayisinin 0,943’ten 0,531’e dustigl goralmustir.

Tablo 13: Marka Algisinin Miisteri Baghligina Etkisinde Miisteri Tatmininin Aracilik Roliiniin Testine iliskin Regresyon Modelleri

Bagimsiz Degiskenler Bagimh Marka Algisi

Degisken F o] Regresyon Katsayisi p
Marka Algisi Musteri Baghhig 658.440 0.000 0.943 0.000
Marka Algisi Misteri Tatmini 716.393 0.000 0.903 0.000
Misteri Tatmini Misteri Baghhgi 706.706 0.000
Marka Algisi, Misteri Tatmini | Musteri Baghhg 478.461 0.000 0.531 0.000

Yukaridaki analiz sonuglari ve ayrica dogrulama amacl yapilan Hayes Testine gore dolayl etkide p’nin araligi olan 0,3233 - 0,5122
arasinda 0 degeri olmadigindan musteri tatmininin kismi aracilik etkisi dogrulanmis olup, H4 hipotezi desteklenmistir.

3.3.5. Algilanan Hizmet Kalitesinin Miisteri Tatminine Etkisinde Algilanan Degerin Aracilik Roliine iliskin Analiz
Sonuglari

B-K (Baron — Kenny) Yontemine gore algilanan degerin, algilanan hizmet kalitesinin musteri tatminine etkisinde aracilik roltinin
kosullarini gosteren Tablo 14’deki ilk Gig denklem anlamli giktigindan, son denklemi veren tablo degerine bakildiginda, algilanan
hizmet kalitesinin misteri tatminine etkisini gdsteren regresyon katsayisinin 0,832’den 0,673’e diistigu gorilmugtar.

Tablo 14: Algilanan Hizmet Kalitesinin Misteri Tatminine Etkisinde, Algilanan Degerin Aracilik Rolii

Bagimsiz Degiskenler Bagimh Degisken Algilanan Hizmet

F ¢] Kalitesi Regresyon p

Katsayisi

Algilanan Hizmet Kalitesi Musteri Tatmini 486.216 0.000 0.832 0.000
Algilanan Hizmet Kalitesi Algilanan Deger 351,784 0.000
Algilanan Deger Misteri Tatmini 248,383 0.000
Algilanan le?wet Kalitesi, Misteri Tatmini 275,614 0.000 0,673 0.000
Algilanan Deger

Yukarida ¢ikan analiz sonuglari ve dogrulama amagl yapilan Hayes Testi sonuglarina gore p’ye iliskin deger araliginda 0 degeri
bulunmamaktadir. Buna gore algilanan degerin aracilik roli dogrulanmis olup H5 hipotezi kabul edilmistir.
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3.3.6. Algilanan Hizmet Kalitesinin Miisteri Tatminine Etkisinde Algilanan Degerin Kolaylastiricilik Roliine iligkin
Analiz

Algilanan degerin, algilanan hizmet kalitesinin misteri tatminine etkisinde kolaylastirici roliini ortaya koymak Uzere, algilanan
hizmet kalitesi ve algilanan degerin birlikte etkisini ifade eden iki degerin garpimi ile bir degisken elde edilmistir. Tablo 15’deki
sonuglara gore; algilanan degeri iceren algilanan hizmet kalitesini veren kolaylastirici degisken AHKAD, modelde anlamh
¢iktigindan H6 hipotezi kabul edilmistir.

Tablo 15: Algilanan Hizmet Kalitesinin Miisteri Tatminine Etkisinde, Algilanan Degerin Kolaylastiriciik Roliine iliskin Goklu
Regresyon Modeli

Standardize
Model Katsayilar Katsayilar Es Dogrusallik
1 B Standart Hata Beta t p Tolerans VIF
Sabit ,978 ,147 6,658 ,000
AHK ,730 ,047 ,561 15,687 ,000 ,654 1,529
AHKAD ,010 ,004 ,080 2,224 ,026 ,654 1,529

3.3.7. Algilanan Hizmet Kalitesinin Miisteri Baghhigina Etkisinde, Miisteri Tatmininin Aracilik Roliine iliskin Analiz
Sonuglari

B-K (Baron — Kenny) Yontemine gére misteri tatmininin, algilanan hizmet kalitesinin misteri bagliligina etkisinde aracilik roliniin
kosullarini gosteren Tablo 16’daki ilk Gg denklem anlamli giktigindan, son denklemi veren tablo degerine bakildiginda, algilanan
hizmet kalitesinin musteri baglligina etkisini gésteren regresyon katsayisinin 0,912’den 0,483’e distugl gorilmistir.

Tablo 16: Algilanan Hizmet Kalitesinin Misteri Baglihgina Etkisinde Miisteri Tatmininin Aracilik Rolii

Algilanan Hizmet

Bagimsiz Degiskenler Bagimh Degisken F p Kalitesi Regresyon p
Katsayisi

Algilanan Hizmet Kalitesi Misteri Baghhgi 530.222 0.000 0.912 0.000

Algilanan Hizmet Kalitesi Misteri Tatmini 486.216 0.000 0,832 0.000

Mdsteri Tatmini Mdugteri Bagliligi 706.706 0.000 0,744 0.000

Algilanan Hizmet Kalitesi, | Musteri Baglilig

Miisteri Tatmini 468.187 0.000 0.483 0.000

B-K Yontemine gore elde edilen analiz sonuglari ve dogrulama amach yapilan Hayes Testine gore, dolayli etkide p araligi iginde O
degeri bulunmadigindan misteri tatminin aracilik etkisi dogrulanmistir. Bagka bir anlatimla, algilanan hizmet kalitesinin misteri
bagliligina etkisinde, musteri tatmininin aracilik roli oldugu saptanmistir. Buradan gikan sonugla H7 hipotezi kabul edilmistir.

3.3.8. Marka Algisi ve Algilanan Hizmet Kalitesinin Misteri Baghligina Etkisi

Dort bilesenden olusan “Marka Algisi” ile bes bilesenden olusan “Algilanan Hizmet Kalitesi” degiskenlerinin Misteri Baghligi’'na
etkisi, coklu regresyon analizi ile yapilmistir. ilk asamada marka algisi ve algilanan hizmet kalitesi degiskenleri, bilesenlerinin
toplami olarak degerlenerek analize alinmistir. Tablo 18’e gére model %1 6nem derecesinde anlamli gikmigtir. Tablo 17’ye gore;
Marka Algisi ve Algilanan Hizmet Kalitesi arasindaki korelasyon katsayisi R= 0,700 olup, iliskinin kuvvetli oldugu anlasilmaktadir.
Nitekim iki degisken musteri bagliliginin yiizde 48,8’ini agiklamaktadir. Modelin katsayilari ve es dogrusallik degerleri Tablo 19'da
gosterilmistir. Bu sonuglara gére H8 hipotezi kabul edilmistir.

Tablo 17: Marka Algisi ve Algilanan Hizmet Kalitesinin Miisteri Baghligina Etkisine iliskin Coklu Regresyon Model istatistikleri

Model R R? Diizeltilmis R? Tahminin Standart Hatasi
1 ,700 ,490 ,488 ,66823

DOI: 10.17261/Pressacademia.2021.1385 45



Journal of Management, Marketing and Logistics -JMML (2021), Vol.8(1). p.34-52 Yayman

Tablo 18: Marka Algisi ile Algilanan Hizmet Kalitesinin Miisteri Baghligina Etkisine iliskin Coklu Regresyon Modeli ANOVA
Sonuglari

Karelerin Serbestlik Karelerin
Model Toplami Derecesi Ortalamasi F p
Regresyon 320,913 2 160,456 359,343 ,000
Artik 334,448 749 447
Toplam 655,361 751

Tablo 19: Marka Algisi ve Algilanan Hizmet Kalitesinin Miisteri Baghligina Etkisine iliskin Coklu Regresyon Modeli Katsayilari

Standardize Olmayan | Standardize
Model Katsayilar Katsayilar Es Dogrusallik
B Standart Beta t P Tolerans VIF
Hata
Sabit -,138 ,146 -,945 ,345
MA ,644 ,055 ,466 11,770 ,000 ,435 2,298
AHK ,387 ,055 ,279 7,044 ,000 ,435 2,298

3.4. Kavramsal Modelde Yer Alan Degiskenler Arasindaki iliskilerin Cevaplayicilarin Demografik Ozelliklerine Gore
Farklilik Analizi Sonuglar

3.4.1. Marka Algisi ve Algilanan Hizmet Kalitesinin Algilanan Degere Etkisinin Farklilik Analizleri Sonuglari

Marka algisi ve algilanan hizmet kalitesinin algilanan degere etkisinin yas gruplarina gére farkhhg: test edilmistir. Tablo 20’de
gorilecegi Gzere; 18-30, 31-40 ve 41-50 yas gruplarindaki modeller %1 6nem derecesinde anlamli iken; 51 ve Usti yas grubunda
ise %5 6nem derecesinde anlamhdir. Tablo 20’ye gore; 18-30, 31-40 ve 41-50 yas gruplarinda Marka Algisi ve Algilanan Hizmet
Kalitesinin Algilanan Degere etkisinin var oldugu; ancak bu etkinin 31-40 yas araliginda algilanan hizmet kalitesinde daha dusuk
(0,271) iken; 41-50 yas grubunda ise daha ylksek (0,576) oldugu gérilmektedir.

Ayrica, 51 ve Ustl yas grubunda da; marka algisinin algilanan degere etkisinin olmadigl (p=0,191), fakat algilanan hizmet
kalitesinde bu etkinin anlamli (p=0,05) oldugu gorilmektedir. Buradan ¢ikan sonuca gore, yas gruplari arasinda farklilik oldugu
gorildigiinden H9 hipotezi kabul edilmistir.

Tablo 20: Marka Algisi ve Algilanan Hizmet Kalitesinin Algilanan Degere Etkisinin Yas Gruplarina Gore Farklilik Analizi

Algilanan
Model Marka Algisi Hizmet Kalitesi
Yas Gruplari F p B p B p
18- 30 106,316 0,000 0,367 0,000 0,473 0,000
31-40 41,956 0,000 0,477 0,000 0,271 0,017
41-50 68,739 0,000 0,479 0,001 0,576 0,000
51 ve Ustu 2,014 0,141 -1,474 0,191 2,383 0,050

Marka Algisi ve Algilanan Hizmet Kalitesinin Algilanan Degere etkisinin cinsiyete gore regresyon modelleri %1 6nem derecesinde
anlamh olup, Marka Algisi ve Algilanan Hizmet Kalitesinin, Algilanan Degere etkisinde; marka algisinin etkisi, erkeklerde anlamsiz
(p=0,837) iken; algilanan hizmet kalitesinde ise erkeklerde etki, kadinlara goére daha yiksektir (B=0,799). Dolayisiyla, kadin-erkek
arasinda fark bulundugundan H10 hipotezi kabul edilmistir.
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Tablo 21: Marka Algisi ve Algilanan Hizmet Kalitesinin Algilanan Degere Etkisinin Cinsiyete Gore Farklilik Analizi

Algilanan
Model Marka Algisi Hizmet Kalitesi
Cinsiyet F p B p B p
Kadin 98,779 0,000 0,484 0,000 0,354 0,000
Erkek 17,906 0,000 0,043 0,837 0,799 0,000

Tablo 22’de goriilecegi tizere, Marka Algisi ve Algilanan Hizmet Kalitesinin Algilanan Degere etkisinin 6grenim durumuna gore
regresyon modelleri %1 6nem derecesinde anlamh g¢ikmistir. Marka Algisi ve Algilanan Hizmet Kalitesinin, Algilanan Degere
etkisinin 6grenim durumuna gore analizi incelendiginde; tiim cevaplayicilarda bu etkinin var oldugu, bunun yaninda Algilanan
Hizmet Kalitesinin Algilanan Degere etkisini gbsteren regresyon katsayisinin lise diizeyinde egitim gorenlerde (0,610), tiniversite
ve Ustl Ogrenin gruplarinda (0,615) olmasi sebebiyle s6z konusu etki daha yiksek iken; ayni gruplarda marka algisinin etki
dlzeyinin (lise 0,301, tniversite ve Ustli 0,199) diger gruplara gore daha duisuk oldugu goriilmektedir. Dolayisiyla 6grenim gruplar
arasinda fark oldugundan H11 hipotezi kabul edilmistir.

Tablo 22: Marka Algisi ve Algilanan Hizmet Kalitesinin Algilanan Degere Etkisinin Ogrenim Durumuna Gore Farkhilik Analizi

Algilanan

Model Marka Algisi Hizmet Kalitesi
Ogrenim
Durumu F p B p B p
ilkdgretim 8,983 0,001 0,416 0,142 0,354 0,228
Lise 86,281 0,000 0,301 0,002 0,610 0,000
Universite
ve Ustii 20,754 0,000 0,199 0,276 0,615 0,001

3.4.2. Algilanan Degerin Miisteri Tatminine Etkisinin Farklilik Analizleri Sonuglari

Algilanan Degerin, misteri tatminine etkisini yas gruplarina gore analiz ettig§imizde; model, 18-50 yas arasindaki yas gruplarinda
yuzde 1 6nem derecesinde anlamli iken; 51 ve (istli yas grubunda ise %5 6nem derecesinde anlamlidir. Analizde yer alan degisken
algilanan degerin misteri tatminine etkisinin varhigi, 18-30 ve 31-40 yas gruplarinda, 41-50 yas grubuna goére nispeten, 51 ve Usti
yas grubuna gore ise oldukga ylksek diizeydedir. Clinkl s6z konusu etkinin, 51 ve lzeri yas grubunda yok denilecek kadar az oldugu
analizdeki regresyon katsayisindan (0,006) gorilmektedir. Sonug olarak, Algilanan Degerin musteri tatminine etkisinde yas gruplari
arasinda fark bulundugundan H12 hipotezi kabul edilmistir.

Tablo 23: Algilanan Degerin Miisteri Tatminine Etkisinin Yas Gruplarina Gore Farklilik Analizi

Model Algilanan Deger
Yas Gruplari F p B p
18 - 30 142,804 0,000 0,547 0,000
31-40 63,957 0,000 0,514 0,000
41-50 62,311 0,000 0,498 0,000
51 ve Usti 0,068 0,795 0,006 0,795

Model yiizde 1 6nem derecesinde anlamli olup, Algilanan Degerin musteri tatminine etkisini cinsiyete gore degerlendirdigimizde,
kadin-erkek olarak her iki grupta da bu etki vardir; ancak analizde ¢ikan regresyon katsayisina gore (0,101) s6z konusu etkinin
erkek cevaplayicilarda anlaml diizeyde olmadigi gérilmektedir. Sonug olarak cinsiyet gruplari arasinda fark olmadigindan H13
hipotezi reddedilmistir.
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Tablo 24: Algilanan Degerin Musteri Tatminine Etkisinin Cinsiyete Gore Farkhlk Analizi

Model Algilanan Deger
Cinsiyet F p B ¢]
Kadin 100,628 0,000 0,480 0,000
Erkek 22,019 0,000 0,101 0,000

Algilanan Degerin musteri tatminine etkisini 6grenim durumuna goére analiz ettigimizde; model ylizde 1 6nem derecesinde anlamli
¢tkmis olup, Algilanan Degerin musteri tatminine etkisinin her 6grenim grubunda var oldugu; ancak bu etkinin lise diizeyindeki
Ogrenim grubunda biraz daha ytiksek; Gniversite ve Ustili grupta ise daha duisuk oldugu gorilmektedir. Cikan sonuca gore; Algilanan
Degerin misteri tatminine etkisi tim 6grenim gruplarinda var oldugu igin H14 hipotezi reddedilmistir.

Tablo 25: Algilanan Degerin Miisteri Tatminine Etkisinin Ogrenim Durumuna Gore Farklilik Analizi

Model Algilanan Deger
Ogrenim Durumu F p B p
ilkdgretim 6,433 0,015 0,313 0,015
Lise 86,516 0,000 0,564 0,000
Universite ve Usti 28,019 0,000 0,107 0,000

3.4.3. Miisteri Tatmininin Miisteri Baghligina Etkisinin Farklilik Analizleri Sonuglari

Musteri Tatmininin misteri baglihigina etkisini yas gruplarina gore analiz etti§imizde; model yiizde 1 6nem derecesinde anlamli
¢ikmistir. Tablo 26’daki regresyon katsayilarindan da goriilecegi lizere, tim yas gruplarinda bu etkinin varliginin yiksek oldugu
gorilmektedir. Dolayisiyla yas gruplari arasinda fark olmadigindan H15 hipotezi reddedilmistir.

Tablo 26: Miisteri Tatmininin Mugsteri Baglihgina Etkisinin Yas Gruplarina Goére Farklilik Analizi

Model Miisteri Tatmini
Yas Gruplari F p B P
18 - 30 323,638 0.000 0,701 0.000
31-40 192,135 0.000 0,789 0.000
41-50 114,694 0.000 0,841 0.000
51 ve uUstu 96,776 0.000 0,769 0.000

Musteri Tatminin misteri bagliligina etkisini cinsiyet gruplarina gore analiz ettigimizde; Model ylizde 1 6nem derecesinde anlamli
¢ikmis olup, Musteri Tatminin musteri baghhgina etkisinin her iki cinsiyet grubunda da yliksek diizeyde var oldugu Tablo 27'deki
regresyon katsayilarindan da gorilmektedir. Dolayisiyla cinsiyet gruplari arasinda fark olmadigindan H16 hipotezi reddedilmistir.

Tablo 27: Musteri Tatmininin Misteri Baghligina Etkisinin Cinsiyete Gore Farklihk Analizi

Model Miisteri Tatmini
Cinsiyet F p B p
Kadin 296.869 0.000 0,735 0.000
Erkek 407.046 0.000 0,749 0.000

Misteri Tatminin musteri bagliligina etkisinin 6grenim gruplarina gore analizini gosteren Tablo 28’e baktigimizda, model yiizde 1
onem derecesinde anlamh ¢ikmis olup, Misteri Tatmininin musteri bagliligina etkisinin tim 6grenim gruplarinda yiiksek diizeyde
var oldugu, analizdeki regresyon katsayilarindan da gérilmektedir. Dolayisiyla 6grenim gruplari arasinda fark bulunmadigindan
H17 hipotezi reddedilmistir.
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Tablo 28: Miisteri Tatmininin Miisteri Baghligina Etkisinin Ogrenim Durumuna Gére Farkhlik Analizi

Model Miisteri Tatmini
Ogrenim Durumu F p B p
ikogretim 61,183 0.000 0,761 0.000
Lise 234,952 0.000 0,777 0.000
Universite ve Ustii | 425,634 0.000 0,731 0.000

4. ARASTIRMA BULGULARI

Arastirmanin amacinda belirtilen hedefler ile kavramsal modelde yer alan degiskenler ve iliskileri 1siginda yapilan analizler sonucu
elde edilen bulgular su sekilde 6zetlenebilir:

e Marka algisi ve algilanan hizmet kalitesi, mUsterinin algiladigi degeri ve musteri baghhgini olumlu yonde etkilemektedir
(H1, H8). Ancak, analizde ¢ikan sonuglarin detaylarina bakildiginda, marka algisi ve algilanan hizmet kalitesi ile algilanan
deger arasindaki iliskinin zayif oldugu ve algilanan hizmet kalitesinin algilanan degere etkisinin, marka algisina gére daha
yuksek oldugu gorilmustir. Buna karsin, marka algisi ve algilanan hizmet kalitesinin misteri baghligina olan etkisinin
ise, yliksek dizeyde oldugu belirlenmistir.

e Marka algisinin misteri tatminine etkisinde, algilanan degerin kismi aracilik rolii desteklenmistir (H2).

e Bununla birlikte, algilanan degerin, marka algisinin muisteri tatminine etkisinde kolaylastirici role sahip oldugu
gorilmustar (H3).

e Ayrica, marka algisinin mugteri baglihigina etkisinde, musteri tatmininin kismi aracilik rolti dogrulanmistir (H4).

e Bununla birlikte, algilanan hizmet kalitesinin mUsteri tatminine etkisinde, algilanan degerin aracilik roli dogrulanmistir
(H5). Ayrica, kolaylastiricilik etkisinin oldugu da tespit edilmistir (H6).

e Son olarak, algilanan hizmet kalitesinin musteri bagliligina etkisinde, misteri tatmininin aracilik rolii oldugu saptanmistir
(H7)

Marka algisinin etkilerine iliskin sonuglar, Brodie vd.’nin (2009:345) “marka algisi — sadakat siireci” lzerine yaptigl arastirma
sonuglari, Kandampully ve Suhartanto’nun (2000:346) “turizm sektoriinde imajin musteri baghhigi ile pozitif bir iliskide oldugu,
misterilerin geri satin alma ve tavsiye etme kararlarinin arkasindaki temel belirleyici faktor oldugu”na yénelik bulgulari ve hizmet
sektoriinde musteri baghhginin olusumunda kurumsal imajin rollini inceleyen Andreassen ve Lindestad’in (1997:21), imajin
baglilik Gzerinde hem dogrudan hem de dolayli etkisine dair bulgulari ve ayrica, Mudambi, vd.’nin (1997: 441) yaptiklari galismada,
marka algisinin musteri degerini olumlu etkiledigine dair bulgulari ile uyumludur.

Algilanan hizmet kalitesinin algilanan degere etkisiyle ilgili sonuglar ise, benzer ¢alismalar yapan Cronin vd. (1997:383-384),
Sweeney vd., (1999:99), Parasuraman ve Grewal (2000: 168-174), Sweeney ve Soutar (2001:203-220), Cretu ve Brodie’nin (2007:
236) bulgulariyla uyumludur. Ayrica, algilanan hizmet kalitesinin musteri bagliligina olan etkisi de; Kheng vd., (2010:62), Rai ve
Medha, (2013:153), Amin, (2016:280), Velosa vd., (2018:497) ve Arora ve Narula’nin (2018:33) arastirma bulgulariyla uyumludur.

Bununla birlikte algilanan deger, musteri tatmini ve musteri bagliligi iliskisine yonelik elde edilen sonuglara gére; marka algisinin
migteri tatminine etkisinde, algilanan degerin aracilik rolii dogrulanmistir. Bu bulgu, Lai vd.’nin (2009:984) “imajin, algilanan deger
araciligiyla musteri tatmini tGzerinde dolayl bir etkiye sahip oldugu” yonindeki bulgulariyla uyumludur. Ayrica, algilanan degerin,
marka algisinin misteri tatminine etkisinde kolaylastirici role sahip oldugu gorilmistiir. Benzer sekilde, algilanan hizmet
kalitesinin musteri tatminine etkisinde, algilanan degerin aracilik roliiniin ve kolaylastiricilik etkisinin oldugu tespit edilmistir.

Ayrica, marka algisi ve algilanan hizmet kalitesinin misteri bagliligina etkisinde de, musteri tatmininin aracilik rolii oldugu
saptanmistir. Marka algisina dair sonug, Brodie vd.’nin (2009:345) “marka algisinin misteri bagliigina dogrudan bir etkisinin
olmadigl, bunun yerine, misteri degeri araciligiyla gergeklestigi” yoniindeki bulgusu ile benzerdir. Algilanan hizmet kalitesinin
bagliliga etkisinde misteri tatmininin rollne iliskin sonuglar ise, Kheng vd.’nin (2010:62) bankacilik hizmet kalitesinin misteri
baglilig Gzerine etkisinin incelendigi ¢alisma sonuglari, Minh ve Huu’nun (2016:110) bireysel bankacilik misterileri arasinda hizmet
kalitesi — musteri baglilig stirecine yonelik yaptiklar arastirma sonuglari ile Caruana’nin (2002:821), musteri tatmininin aracilik
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rolinu Ustlenerek hizmet kalitesinin baglilik Gzerindeki etkisini inceledigi sonuglar ve benzer bicimde Mosahab vd.’nin (2010:72)
elde ettigi bulgular ile uyumludur.

Bu sonuglar, algilanan deger - misteri tatmini ve misteri baghhgi siirecinde, bankalarin birer marka olarak imajlarinin ve sunduklari
hizmetlerin kalitesinin misteride yarattigi deger algisi ile tatmin duygusunun bagliliga etkilerini gostermektedir. S6z konusu
sonuglar, her alanda rekabetin yogun olarak yasandigi glinUmuz is diinyasinda bankalarin yeni musteri kazanmak ve mevcut
mdsterilerini elde tutmak igin uygulayacaklari pazarlama stratejilerine 11k tutar niteliktedir. Bununla birlikte, banka yoneticilerinin
pazarlama faaliyetlerinde 6zellikle misterilerin demografik yapilarini dikkate almalarinin, sunduklari hizmetlerin arzu edilen dogru
sonuglari yaratmasi bakimindan énemli oldugu dikkate alinmalidir. Ornegin, elde edilen sonuglara gére; 51 ve {istii yas grubunda,
algilanan hizmet kalitesinin algilanan degere etkisi, diger gruplara gore oldukga ylksek iken; marka algisinin, algilanan degere
etkisinin olmadiginin tespit edilmesi, bu grupta yer alan musterilerin deger algisinda, hizmet kalitesinin marka algisina gére daha
¢ok 6nem arz ettigi seklinde yorumlanabilir.

Ayni sekilde, cinsiyete gore yapilan analiz sonucunda da, marka algisi ve algilanan hizmet kalitesinin algilanan degere etkisinde;
marka algisinin etkisi, erkeklerde kadinlara gore oldukga disik; fakat algilanan hizmet kalitesinde ise daha ylksek ¢ikmasi,
erkeklerde hizmet kalitesinin, kadinlarda ise marka algisinin daha 6nemli oldugu seklinde degerlenebilir.

Dikkat ¢eken bir diger demografik sonug ise &grenim dizeyiyle ilgilidir. ilkdgretim mezunu grubundaki katiimcilarda, marka
algisinin algilanan degere etkisinin, diger 6grenim gruplarina gére daha ylksek, fakat algilanan hizmet kalitesinin etkisinin daha
disuk ¢ikmasi; diger taraftan lise mezunu ile lniversite ve Ustli 6grenim goren gruplarda ise tam tersi olarak algilanan hizmet
kalitesinin algilanan degere etkisinin yiiksek, fakat marka algisinin etkisinin daha diistik olmasi, “6grenim diizeyi yiikseldikge marka
algisinin algilanan degere etkisinin azaldigl ya da hizmet kalitesinin etkisinin daha 6nemli oldugu” seklinde yorumlanabilir.

Benzer sekilde algilanan degerin, misteri tatminine etkisinde de demografik sonuglar 6nem arz etmektedir. Ornegin, 51 yas ve
Uzeri grupta algilanan degerin tatmine olan etkisinin azaldigi, kadin katilimcilarda s6z konusu etkinin erkeklere gére daha yiksek
oldugu, 6grenim diizeyine gore ise, Universite ve lstli mezun seviyesindeki kisilerde daha diisik oldugu sonucu, “6grenim diizeyi
ve yas ylkseldikce deger algisinin tatmine olan etkisi azalmaktadir” seklinde yorumlanabilir. Ayrica, “kadinlarin deger atfettikleri
seylerden mutlu olduklari” yorumu da ¢ikarilabilir. Bununla birlikte, musteri tatmininin musteri baghligina etkisinin her (g
demografik ozellige gore de yiiksek diizeyde olmasi, “tatmin, musteri baglhginin en 6nemli gostergelerinden biridir” seklinde
yorumlanabilir.

5. SONUC ve ONERILER

Arastirma kapsaminda elde edilen sonuglar; akademik alandaki arastirmacilara marka algisi ve algilanan hizmet kalitesi
fenomenlerinin, misteri degeri ve misteri bagliligi stirecindeki etkilerinin ortaya koydugu teorik bulgular ile banka yoneticileri ve
diger uygulayicilara kendi faaliyet alanlarinda suirdirilebilir rekabet avantaji saglamak igin, musteriye gergekten deger katan ve
mugteri baghhgini artiran faktorlerin neler oldugunu bilmeleri konusunda oldukga 6nemli bilgiler sunmaktadir.

|”

isletmelerin yasamlarini karli bir bicimde siirdiirebilmeleri, dogru ydnetim stratejileri ile miimkiindiir. Strateji, “nasil” sorusunun
cevabidir. Ulagilmak istenilen hedefe giden pek ¢ok alternatif yontem olabilir. En diisiik maliyetle en uygun kaynaklarin kullanilarak
en yuksek ciktiyr saglayacak en uygun alternatifin bulunmasi, bir ydnetsel basaridir. Ancak, bu yonetsel basarinin en dnemli kosulu,
surdirulebilir olmasidir. Kisa vadeli hicbir basari gelecegi garanti etmemektedir. Bu nedenle, isletmelerin stratejilerini belirlerken
uzun vadeli ve sirdirilebilir performanslara odaklanmalari, glinimiz rekabet kosullarinin yadsinamaz bir gercegidir. Bu gergegin
temelini ise “deger” olusturmaktadir. Burada szl edilen deger, yalnizca isletme performansinin bir sonucu olarak yaratilan
“hissedar degeri” demek degildir; ayni zamanda bu degerin yaratilma siirecine dahil olan tiim paydaslar icin de yaratilan degerdir
(Khalifa, 2004:646). Ancak, tim bu degerlerin kaynaginda “musteri degeri” vardir (Gronroos, 2000:9). Bu amagla, yonetsel
stratejinin gergeklesebilmesi igin, 6nce “misteri degeri” nin yaratiimasi, dolayisiyla tim isletme faaliyetlerinde musterinin
merkeze alinmasi gereklidir (Holbrook, 1994:22).

Birer ticari isletme olan bankalarin giinimiiz rekabet kosullarinda sirdirilebilir performans elde edebilmeleri, Gstin musteri
degeri yaratacak faaliyetlerde bulunarak yeni musteriler kazanmalari ve mevcut misterilerini de elde tutmalariyla mimkin
olacaktir. Gelisen teknolojik bilginin bankacilik uygulamalarinda kullanilmasi, kaliteli Griin ve hizmetlerin gogalmasina ve dolayisiyla
sektorde rekabetin artmasina neden olmaktadir. Artan bu rekabet ortaminda, bankalarin kurumsal imajlari ve sunduklari hizmetler
ile Ustiin musteri degeri yaratarak memnun ve bagli misterilerini ¢ogaltmalari, dnemli bir sirdirilebilirlik stratejisi haline
gelmistir.
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Bu baglamda banka yoneticilerinin stirdirilebilir rekabet avantaji yaratmak igin, misteriye gercekten deger katan ve musteri
bagliligini artiran faktorlerin neler oldugunu bilmeleri oldukga 6nemlidir. Bu amagla, musteri deger algisi ve baghhgina etki eden
marka algisi (marka imaji, isletme imaji, isletmeye gliven ve galisana giiven) unsurlarina dikkat etmeleri ve sunduklari hizmetlerin
kalite unsurlarinin (somut varliklar, giivenilirlik, heveslilik, glivence, empati) miisteride yaratacagi deger algisi ile mUsteri tatminine
onem vermeleri yerinde olacaktir.
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ABSTRACT

Purpose- The purpose of this study is to examine the effect of perceived risk and e-distrust on webrooming intention and webrooming behavior
in the framework of the Theory of Reasoned Action.

Methodology- Data were collected from 211 participants by using the convenience sampling method via online surveys between January 15 -
February 15, 2021. The data obtained were analyzed by using structural equation modeling with the partial least squares method.

Findings- According to the findings, the perceived risk of online shopping and the perceived risk of online search has effect on e-distrust and e-
distrust has an effect on the webrooming intention and the webrooming intention has an effect on the webrooming behavior.

Conclusion- The risks that consumers perceive in terms of delivery, financial and psychological and the perceived risks arising from not
understanding the quality of the product enable them to act in webrooming behavior.

Keywords: Webrooming behavior, webrooming intention, Theory of Reasoned Action, perceived risk, e-distrust
JEL Codes: M30, M31, M37

ALGILANAN RiSK VE E-GUVENSIiZLIGIN WEBROOMING NiYETi VE WEBROOMING DAVRANISI UZERINDEKi
ETKiSININ GEREKCELi EYLEM TEORISi CERCEVESINDE iNCELENMESI

OzZET

Amag - Bu galismanin amaci, algilanan risk ve e- glivensizligin, webrooming niyeti ve webrooming davranigi Uzerindeki etkilerini gerekgeli eylem
teorisi gergevesinde incelemektir.

Y6ntem- 15 Ocak-15 Subat 2021 tarihleri arasinda gevrimigi anketler vasitasiyla kolayda 6rnekleme yontemi ile 211 katiimcidan veri toplanmistir.
Elde edilen veriler en kiiglk kismi kareler yontemi ile yapisal esitlik modellemesi kullanilarak analiz edilmistir.

Bulgular- Arastirmanin bulgularina gore, ¢evrimigi alisverisin algilanan riski ve gevrimigi bilgi aramanin algilanan riskinin e- glvensizlik tizerinde
etkili oldugu; e-guivensizligin ise webrooming niyeti tizerinde etkili oldugu ve webrooming niyetinin de webrooming davranisi tizerinde etkili oldugu
sonucuna ulagilmigtir.

Sonug- Tuketicilerin teslimat, finansal ve psikolojik olarak algiladiklari riskler ile Grlintin kalitesini anlayamamaktan kaynaklanan algiladiklari riskler
webrooming davranisinda bulunmalarini saglamaktadir.

Anahtar Kelimeler: Webrooming davranisi, webrooming niyeti, Gerekgeli Eylem Teorisi, algilanan risk, e-glivensizlik.
JEL Kodlari: M30, M31, M37
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1. GiRi$

GUnumuzde artan misteri taleplerini karsilamak ve rekabette geri kalmamak igin kanal farkllastirmasina giden isletmeler bir gok
kanaldan tiketiciye ulasmaya galismaktadir. Tlketiciler de bu farkli kanallari alisverislerinden sagladiklari faydayr maksimize
edecek sekilde degerlendirmektedirler. Webrooming davranisi da tilketicilerin istek ve ihtiyaglarinin ortaya g¢ikmasindan
baslayarak satin alma slrecini sonlandirmasina kadar gegen sliregte hem ¢evrimigi hem de ¢evrimdisi kanallari birarada kullandigi
davranis bigimlerinden biridir. Deloitte (2014) raporuna gore, tuketicilerin %49’u satin alacaklari tirinii magazaya gitmeden 6nce
internetten arastirmaktadir. Yine ayni raporda, elektronik Grlinler ve ev esyasi gibi Urlinlerde satin alacaklari Grini bilerek
magazalara giden tiketicilerin sayisinin alacaklari Griini magaza gezerek segen ve geleneksel kanallardan bilgi toplayan
tiketicilerin sayisini gegctigi ifade edilmistir. Deloitte (2017) raporuna gore ise, tiketicilerin %69’u Sikran GUnu aligverisleri
boyunca webrooming davranigi sergilemislerdir. Tlketicileri webrooming yapmaya iten gesitli sebepler vardir. Cevrimigi aligverisin
cevrimdisi alisverise gore daha fazla risk algisi barindirmasi da bunlardan biridir. Risk algisi arttikga da gevrimigi alisverise duyulan
glven duygusu da azalmakta olup glivensizlik ortaya ¢ikmaktadir. Ortaya ¢ikan bu glivensizlik durumu tiketicileri her ne kadar
bilgi arama davranisini internetten gergeklestirseler de satin almayi fiziksel olarak noktalamalari ile sonuglandirmaktadir.

Davraniglarin agiklanmasinda niyetin 6nemli bir belirleyici oldugunu savunan Gerekgeli Eylem Teorisi (Theory of Reasoned Action-
TRA) pazarlama alaninda birgok arastirmada kullaniimaktadir. Tiketicilerin bir konu veya olguya ait tutumlarinin davranigsal
niyetlerini, davranissal niyetlerinin ise gercek davranislarini nasil etkiledigini anlama noktasinda énemli bir teoridir. Bu ¢alismada
da tiketicilerin ¢evrimigci alisverise yonelik algiladiklari riskin ve glivensizligin onlari webrooming yapma niyeti gostermelerine ve
akabinde de bunu davranisa gevirmelerine yonelik olarak bu teoriden faydanilmistir. Dolayisiyla bu ¢alismanin amaci, gevrimigi
alisverislerde algilanan riskin e-glivensizlik UGzerindeki etkisini ve e-glivensizligin de Gerekgeli Eylem Teorisi baglaminda
webrooming niyet ve davranigi Uzerindeki etkilerini aragtirmaktir. Uluslararasi literatiir baglaminda ¢ok sayida webrooming
davranisina yonelik calisma vardir. Ancak Tiirkge literatiirde s6z konusu konu hakkinda daha sinirh bir literatir mevcuttur.
Dolayisiyla bu galismanin literatlrdeki bu bosluga katki saglayacagi disinilmektedir.

Calismada o©ncelikle arastirma modelindeki degiskenlerin yapi gegerliligi kapsaminda birlesme gergerliligini ve ayirt edici
gecerliligini saglayip saglamadigina bakilmistir. Ayrica arastirmada kullanilan olgeklerin giivenilir olup olmadiklarina dair igsel
tutarliliklarina da bakilmistir. Ardindan da arastirma modeli en kiguk kismi kareler yontemi temeline dayanan SmartPLS paket
programi ile test edilmistir.

2. TEORIK ARKA PLAN
2.1. Degiskenlerin Tanimlanmasi ve Hipotezlerin Olusturulmasi

Bauer (1960) tarafindan ilk olarak ortaya atilan algilanan risk kavrami pazarlama literatirtinde tlketicilerin satin alma
davranislarina etki eden 6nemli faktorlerden biri olarak incelenmektedir (Taylor, 1974). Gevrimigi alisverislerde algilanan risk,
tiketicilerin internet alisverislerinde kaybetme beklentisini sibjektif olarak degerlendirmesidir (Forsythe ve Shi, 2003). Algilanan
risk, hem gevrimigi hem de fiziksel (offline) ortamlarda tiiketicilerin satin alma kararlarini etkilemektedir (Chou vd., 2016; Arora ve
Sahney, 2018). Ancak, tuketiciler daha gok dokunma istegi ve satis elemanlariyla yiiz ytize iletisim eksikligi sebeplerinden (Tan ve
Sutherland, 2004; Ha ve Stoel, 2009) dolayi gevrimigi alisverislerde geleneksel alisverislere kiyasla daha yuksek dizeyde risk
algilamaktadir (Tan, 1999; Lee & Tan, 2003; Forsythe et al., 2006; Kim vd., 2008). Dolayisiyla algilanan risk ¢evrimici alisverisin
onundeki en temel engellerden biridir (Bhatnagar vd., 2000). Birgok ¢alisma algilanan riski ¢ok boyutlu olarak élgmektedir. Bu
calismada da cevrimigi aligveris riski ve gevrimigi bilgi arama riski olarak iki boyutlu olarak 6lglilmustir. Choi ve Yang (2016),
algilanan gevrimigi bilgi aramanin riskini web sitelerinde arastirilan triiniin kalitesini anlama zorlugu olarak tanimlamistir. Yazarlar
cevrimigi algilanan aligveris riskini ise, psikolojik, finansal ve teslimat konusundaki riskler olarak degerlendirmiglerdir.

Cevrimigi aligverislerde algilanan riskin negatif etkisine karsin giiven ise pozitif etkiye sahiptir (Uygun vd., 2011). Algilanan risk ne
kadar yiiksek olursa gevrimigi saticiya olan giiven o kadar diisiik olur (Olivero ve Lunt, 2004; Hong ve Cha, 2013). Ancak McKnight
vd. (2004) ise, musterilerin internetten alisveris yapmasini engelleyen seyin giuvenden ¢ok “glven eksikligi” oldugunu
savunmaktadir. Gliven eksikligi veya glivensizlik, giivenin yoklugu olarak degil, cevrimigi saticinin musterinin givenligini ihlal
edecek sekilde davranacagi yoniindeki olumsuz beklentidir (Kramer, 1999). Dolayisiyla glivensizlik, tiiketicilerin mevcut gikarlarini
koruyarak savunmasizligini ve mevcut belirsizligini azaltmaya yonelik kararlar almasina neden olur (Lewicki, 2006). Chang ve Fang
(2013)’a gore, guvensizligin yarattigi algilanan risk guvenin varligindan daha yuksektir. Boylece musteri guvensizligi dusuk
oldugunda, ¢evrimigi bir satin almaya daha istekli olacaktir.
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GUnumuzde tlketiciler, ahigveris maliyetlerini en aza indirmek ve alisveristen saglayacaklari potansiyel faydayi en Ust diizeye
¢ikarmak igin hem gevrimigi hem de ¢evrimdisi kanallari birlestirmektedir (Gensler vd., 2012). Butilnlesik kanalli perakendecilik
(omni-channel) olarak adlandirilan bu sistem tiketicilerin fiziksel bir magazayi, ¢cevrimigi bir magazayi ve hatta mobil bir magazayi
ayni anda arastirmalarini saglayabilmektedir (Brynjolfsson, vd., 2013). Boylece ortaya showrooming ve webrooming adi verilen
davranig bigcimleri gikmaktadir. Showrooming, tiiketicilerin bir tirinii magazada arastirip internetten satin almasi (Bosman,2011),
webrooming ise tiketicilerin bir Griini satin almadan 6nce internetten arastirma yapip fiziksel bir magazadan satin almasidir
(Flavian vd., 2016). Showrooming davranisi kanallar arasinda yaygin bir trend olarak gorilmesine ragmen bir ¢ok arastirma
internetin bilgi kaynagi olarak tercih edildigini ancak satin almanin fiziksel ortamlarda gergeklestigini ifade etmektedir (Gupta vd.,
2004; Dholakia vd., 2010; Verhoef vd., 2007; Fernandez vd., 2018). Webrooming davranisi ile tiketiciler alisverise yonelik riski
azaltarak, internetin bilgi saglama avantajindan faydalanmaktadir (Schréder ve Zaharia, 2008; Flavian vd., 2016).

Aw vd. (2021), e-ticaretin oldukga gelistigi glinimiizde gevrimigi alisveris yapmak varken neden tiketicilerin hala magazalardan
ahsveris yaptiklari sorusuna cevap bulabilmek igin yaptiklari calismada webrooming davranisinin tiiketici kaynakh ve kanal kaynakli
faktorlerden etkilendigini ortaya koymuslardir. Tketiciden kaynakli faktorler Girtinlere dokunma istegi, fiyat karsilastirmasi yapma
ve satis elemanlari ile iletisime girme istegidir. Kanal kaynakh faktérler ise gevrimigi arastirma kolayligi, cevrimigi aligverisin
algilanan faydasi, satis personelinin algilanan yardimseverligi, gevrimigi aligverisin algilanan riskidir. Luna (2014) ise tiiketicilerin
kargo Ucreti 6demek istememek ve satin alinan Grini hemen teslim alabilmek icin webrooming davranisini sergilediklerini ifade
etmistir. Balasubramanian vd. (2005)'ne gore ise, tlketici algiladigi riskin yiiksekliginden, ¢cevrimigi kanallarda bilgi aramanin distik
maliyetinden ve satin aldigi GriinG hizl bir sekilde elde etme isteginden dolay webrooming davranigina yonelmektedir. Flavian vd.
(2016)'ne gore de, webrooming davranisi var olan bilginin tlketiciye daha bilingli kararlar verdirmesini saglamakla gevrimigi
aligveris riski algisini da azaltmaktadir. Wolny ve Charoensuksai (2014)’de webrooming davranisini tiiketicinin ilk Grin segimini
gerceklestirdikten sonra gosterecegini ve internetin satin alma oncesinde Uriin ve fiyatlarin karsilastiriimasi noktasinda vitrin
gorevi gordiiglinli ve sonug olarak tiiketicinin nihai satin alma kararini magazada tamamlayacagini ifade etmislerdir. Fernandez vd.
(2018) ise, tiiketicilerin Urlnlerin 6zellikleri ve fiyatlarini internetten arastirdiktan sonra magazalardan daha planh aligverisler
yaptiklari sonucuna ulagmislardir.

Aw (2019) webrooming niyetini etkileyen faktérleri incelendigi calismada tiketicilerin alisveris motivasyonlari baglaminda verimli
ahsveris ve pazarlik etme isteginin webrooming niyetini negatif yonde etkiledigini; tiketicilerin kanal algilari baglaminda ise
Urtinlere hemen sahip olma isteginin webrooming niyetini pozitif yonde etkiledigini, gevrimdisi satin alma gabasi ve diisiik fiyat
beklentisinin ise webrooming niyetini negatif yonde etkiledigini ortaya koymustur. Manss vd. (2020)'ne gore ise, bir
perakendecinin satis sonrasi hizmetleri ve fiyatlarinin seviyesi webrooming davranigini tahmin eden en gii¢li unsurlardir. Aw
(2020)"in bir baska calismasinda ise Uriin ilgilenimi, Griin kategorisi, dokunma istegi, satis elemani ile iletisim istegi ve gevrimigi
yorumlarin algilanan faydasinin webrooming niyeti Uzerinde etkisi oldugu sonucuna varilmistir. Yuzyiuze iletisim eksikligi ve
dokunma eksikligine karsin fiziksel magazalarin ¢evrimigi magazalara tercih edilmesinin bir diger sebebi de fiziksel magazalarin
musterilere sundugu sosyal ortamlardir (Hassanein ve Head, 2005; Hassanein vd., 2009; Ogonowski vd., 2014). Yani bir baska
deyisle, aslinda webrooming davranigini gergeklestiren bir ok tiiketici de sosyallesmek igin ¢cevrimdisi aligverisi gevrimici alisverise
tercih etmektedir.

Gerekgeli Eylem Teorisi, Fishbein ve Ajzen (1975) tarafindan ortaya atilan, kisilerin bir seye karsi gelistirdikleri tutumlarinin
niyetlerini, niyetlerinin de davranislarini etkiledigini ifade eden sosyal psikoloji temelli bir teoridir. Bircok disiplinde oldugu gibi
tiketici davraniglan disiplininde de siklikla tiiketicilerin satin alma niyetlerini ve davranislarini anlamada kullaniimaktadir.
Gerekgeli Eylem Teorisi’nin varsayimi bireylerin alternatif davranislarin sonuglarini bilingli olarak géz énine alarak alternatifler
icinden en arzu edilen davranisi gergeklestirmeleridir (Akinci ve Kiymalioglu, 2014). Gerekgeli eylem teorisinin nemli bir degiskeni
olan davranissal niyet, belirli bir eyleme yonelik kararlardir (Fishbein ve Ajzen, 1975). Ajzen ve Fishbein (1980), davranigsal niyeti
birgok unsurun etkilediginden bahsederek niyet ile davranis arasindaki iliskiyi hedef, icerik, zaman ve eyleme uygun davranissal
Olgltlerle niyetin dlgllmesi gerektigini ve davranisin gézlemlenmesinden énce niyetin degismeyecegi seklinde agiklamiglardir.
Gerekgeli Eylem Teorisi sonradan Ajzen (1991) tarafindan Planli Davranis Teorisi olarak gelistirilerek davranigsal kontroliin de
davranigsal niyet ve gergeklesen davranig tizerindeki etkisi ortaya koyulmustur.

Arora ve Sahney (2016), webrooming davranisini Planli Davranis Teorisi baglaminda incelemislerdir. Algilanan riskin webroominge
y6nelik tutumlara etkisinde giiven eksikliginin araci rolliniin oldugunu, tutumlarin webrooming niyetini, niyetin de webrooming
davranigini etkiledigini ortaya koymuslardir. Yazarlarin bir baska ¢alismasinda ise algilanan cevrimigi risklerin e-glivensizlik
Gzerinde dogrudan etkisi oldugunu ifade etmislerdir (Arora ve Sahney, 2018). Chou vd. (2016) yapmis olduklar ¢alismada
webroominge yonelik niyeti itme-cekme- baglama (pull-push-mooring) stratejileri cercevesinde ele alarak algilanan riskin e-
guvensizlik Gzerindeki etkisini itme stratejisi baglaminda degerlendirmislerdir. Shankar ve Jain (2021), liiks Grinlerin hedonik ve
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faydaci degerleri ile webrooming niyeti arasinda algilanan riskin dlzenleyici etkisi oldugunu ifade etmislerdir. Tum bu bilgiler
1siginda arastirmanin hipotezleri su sekilde ifade edilebilir:

H1a: Cevrimigi bilgi aramanin algilanan riskinin e-giivensizlik tizerinde pozitif etkisi vardir.
Hip: Cevrimigi alisverisin algilanan riskinin e-giivensizlik Gizerinde pozitif etkisi vardir.

H,: e-Glvensizligin webrooming niyeti lizerinde pozitif etkisi vardir.

Hs: Webrooming niyetinin webrooming davranisi Gizerinde pozitif etkisi vardir.

3. ARASTIRMANIN YONTEMI

Bu arastirma degiskenler arasindaki iliskileri arastirdigindan neden-sonug iliskisine dayali bir arastirma tiirindedir. Veriler cevrimigi
anketler vasitasiyla 15 Ocak- 15 Subat 2021 tarihleri arasinda kolayda 6érnekleme yontemi ile 211 katilimcidan toplanmistir. Bilecik
Seyh Edebali Universitesi Etik Kurulu Baskanhg’’ndan 08.02.2021 tarihli E-54674167-050.01.04-4978 belge numarali etik kurul
onayi arastirmada kullanilan anket formu igin alinmistir. Arastirmada kullanilan dlgekler ise s6yledir: gevrimigi alisverisin algilanan
riski ve gevrimigi bilgi aramanin algilanan riski Choi ve Yang (2016)’'in galismasindan, e-glivensizlik 6lgegi Lee ve Turban (2011)'nin
¢alismasindan, webrooming niyeti 6lcegi Bauer vd. (2005)’nin ¢alismasindan ve webrooming davranisi 6lgegi ise Arora ve Sahney
(2018)’in galismasindan uyarlanmistir. Tim degiskenler 5’li Likert tipi 6lgekle (1: Kesinlikle Katilmiyorum,5: Kesinlikle Katiliyorum)
Ucer madde ile olgllmistiir. Arastirma bulgulari yapisal esitlik modellemesi ile test edilerek analizlerin yapilmasinda SmartPLS
programi kullanilmistir. Arastirmada kullanilan anket formu sahaya siriilmeden 6nce 20 kisi ile pilot bir uygulama yapilmistir. Bu
pilot uygulama sonucunda anketteki anlasilmayan yerler revize edilmistir. Arastirma modeli Sekil 1’deki gibi olup, hipotezler ise
asagidaki gibidir.

Sekil 1: Arastirma Modeli

Cevrimigi Bilgi
Aramanin
Algilanan Riski

Webrooming
Davranisi

Webrooming
Niyeti

Cevrimigi
Alisverigin
Algilanan Riski

Kaynak: Choi ve Yang (2016)’dan uyarlanmistir
4. VERi ANALIZi

Veri analizi kisminda oncelikli olarak katilimcilarin demografik 6zelliklerine dair bulgulara yer verilmistir. Sonrasinda ise
arastirmada kullanilan 6lgeklerin gegerlilik ve glivenilirlik analizleri yapilmistir. Son olarak da arastirma modeli SmartPLS paket
programi ile test edilmistir.

4.1. Demografik Ozellikler

Arastirmaya katilan katilimcilarin demografik 6zellikleri Tablo 1’de verilmistir. Buna gore, katilimcilarin yaklasik %56’si kadinlardan,
%53,1'i ise bekarlardan olusmaktadir. Yas acisindan bakildiginda ise katilimcilarin %36’sinin 21-30 yas araliginda oldugu
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gorulmektedir. Egitim dizeyi agisindan arastirmaya daha ¢ok lisans mezunlari (%42,2) katilmistir. Katilimcilarin meslekleri
degerlendirildiginde en gok 6grencilerin oldugu, ortalama aylik aile geliri agisindan da 2500 TL ve alti gelire sahip tlketicilerin
arastirmaya katildig1 gérilmektedir.

Tablo 1: Katilimcilarin Demografik Ozellikleri

Cinsiyet f % Egitim Diizeyi f %
Kadin 118 55,9 Lise ve alti 30 14,2
Erkek 93 44,1 On Lisans 47 22,3
Yas f % Lisans 89 42,2
20 ve alti 58 27,5 Lisansusti 45 21,3
21-30 76 36,0 Meslek f %
31-40 38 18,0 isci 15 7,1
41-50 29 13,7 Memur 18 8,5
51 ve Usti 10 4,8 Esnaf/Tliccar 5 2,4
Ort. Aylik Gelir f % Serbest Meslek 12 5,7
2500 TL ve alti 64 30,3 Ogrenci 67 31,7
2501-4500 TL 56 26,5 Ev Hanimi 43 20,4
4501-6500 TL 37 17,5 Diger 51 24,2
6501-8500 TL 28 13,3 Medeni Durum f %
8501 TL ve Ustii 26 12,4 Evli 99 46,9
Bekar 112 53,1

4.2. Gegerlilik ve Giivenilirlik Analizleri

Arastirma modelini test etmeden 6nce modeldeki degiskenlerin gegerlilik ve givenilirlik analizleri yapilmistir. Tablo 2’de
arastirmada kullanilan élgeklerin gegerliliklerine ve glivenilirliklerine iligkin bilgiler yer almaktadir. Tim 6lgeklere ait faktor ylkleri
esik deger olan 0,708’in Uzerindedir. Cronbach Alpha katsayilari ise esik deger olan 0,7'nin Gzerinde olup 0,831-0,945 arasinda
degismektedir. Ayrica yapilari temsil eden birlesik glivenirlik katsayisi CR (Composite Reliability) degerleri de yine esik deger olan
0,7’nin lizerinde oldugundan 6lgeklerin igsel tutarliliklarinin, bir bagka deyisle glivenilirliklerinin saglandigini séylemek miumkiindir
(Hair vd., 2014; Henseler vd., 2016).

Tablo 2: Dogrulayic Faktor Analizi

Faktor
Yiikleri
Cronbach
Alpha
Katsayisi
CR
AVE

Webrooming Davranisi (DVR)
DVR2. Son birkag alisverisimde, magazadan alisveris yapmadan once Urinler ilgili 0,951

bilgileri internetten kontrol ettim.

DVR3. Magazadan aligveris yapmadan 6nce satin alacagim uriinle ilgili internetten 0,948

bilgi toplayarak emin olurum. 0,936 0,959 0,887
DVR1. Magazadan bir Urin satin almadan Once internetten Urlnle ilgili bilgi 0,927

topluyorum.
Webrooming Niyeti (NYT)
NYT2. internetten arastirip/begenip magazadan iiriin satin almayi diisiiniiyorum. 0,964
NYT3. internetten arastirip/begenip magazadan {riin satin alacagim. 0,945 0,945 0,964 0,900
NYT1. Web sitesinde Uriinlere dokunup inceleyememek risklidir. 0,937

Cevrimici Ahgverigin Algilanan Riski (OAR)
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OAR1. internetten driin satin aldigimda, kisisel bilgilerimin gizli tutulacagina 0,905

inanmiyorum.

OAR2.internetten riin satin aldigimda, kredi karti numaramin giivende olacagina 0,903

inanmiyorum. 0,831 0,897 0,745
OARS3. internetten iriin satin aldigimda, kargo ve tasima icin ddeme yapmak beni 0,776

rahatsiz ediyor.

Cevrimigi Bilgi Aramanin Algilanan Riski (OBAR)

OBAR1. Web sitesinde gergek lriini inceleyememek risklidir. 0,955
OBAR2. Web sitesinde Urilinlere dokunup inceleyememek risklidir. 0,936 0,935 0,958 0,885
OBAR3. Web sitesinde Uriiniin kalitesini anlayabilmek ¢ok zordur. 0,931
e-Glvensizlik (e-GVNSZ)
e-GVNSZ2. internetten alisverisin giivenilir olmadigini diistiniiyorum. 0,917
e-GVNSZ1. Cok fazla belirsizlik barindirdigi icin bence internetten alisverise 0,866
glvenilemez. 0,858 0,912 0,777

e-GVNSZ3. Genel olarak, internet saticilarinin verdikleri s6zi tutacagina 0,860
glivenemiyorum.

Olgeklerin gecerliliginin test edilmesi icinde yapi gecerliliklerine bakilmasi gerekmektedir. Yapi gegerliligi birlesme gegerliligi ve
ayirt edici gegerlilikten meydana gelmektedir. Birlesme gecerliligi icin ortalama agiklanan varyans degeri olan AVE (Average
Variance Extracted) degerinin 0,5’'ten biiyiik ve CR degerinin de 0,7’den biyiik ve CR degerlerinin de AVE degerlerinden blyiik
olmasi gerekmektedir (Fornell ve Larcker, 1981). Tabloya bakildiginda bu tg sartin da saglandigini gormek miamkiindir. Dolayisiyla
Olgeklerin birlesme gegerliligi saglanmigstir.

Tablo 3: Fornell ve Larcker Kriterine Gore Ayirt Edici Gegerlilik

DVR NYT OAR OBAR e-GVNSZ
DVR 0,942
NYT 0,546 0,949
OAR 0,460 0,450 0,863
OBAR 0,508 0,504 0,678 0,941
e-GVNSZ 0,111 0,379 0,594 0,571 0,881

Ayirt edici gegerlilik ise lic asamalidir. Bunlardan ilki Fornell ve Larcker kriterinin saglanmasidir. Fornell ve Larcker kriterine iligkin
bilgiler Tablo 3’te yer almaktadir. Caprazda koyu renkle belirtilen rakamlar AVE degerlerinin karekokleridir. Diger degeler ise
degiskenlerin birbirleriyle olan korelasyon katsayilaridir. Bu kriterin saglanabilmesi igin degiskenlerin birbirleriyle olan korelasyon
katsayilarinin o yapinin AVE degerinden kiiglik olmasi gerekmektedir (Fornell ve Larcker, 1981; Compeau ve Higgins, 1995). Tablo
3 incelendiginde bu kosulun saglandigi gorilmektedir.

Tablo 4: Faktor Yiikleri ve Capraz Yukler

DVR NYT OAR OBAR e-GVNSZ
DVR1 0,927 0,503 0,448 0,455 0,118
DVR2 0,951 0,549 0,420 0,511 0,116
DVR3 0,948 0,489 0,432 0,468 0,078
NYT1 0,526 0,937 0,461 0,539 0,437
NYT2 0,513 0,964 0,375 0,410 0,305
NYT3 0,515 0,945 0,439 0,476 0,325
OAR1 0,374 0,393 0,905 0,602 0,592
OAR2 0,370 0,355 0,903 0,548 0,545
OAR3 0,495 0,451 0,776 0,643 0,357
OBAR1 0,486 0,495 0,646 0,955 0,529
OBAR2 0,406 0,421 0,604 0,936 0,559
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OBAR3 0,547 0,511 0,666 0,931 0,521
eGVNSZ1 0,040 0,314 0,411 0,415 0,866
eGVNSZ2 0,003 0,347 0,476 0,504 0,917
eGVNSZ3 0,220 0,336 0,644 0,565 0,860

Ayirt edici gegerliligin ikinci asamasi ise gapraz yiklerdir. Her bir degiskene ait faktor yiikleri ile capraz yiikler arasinda en az 0,1’lik
fark olmasi beklenmektedir. Bu durumda maddelerin binisik madde olmadigi ifade edilmektedir (Yildiz, 2020). Tablo 4’te de koyu
renkli degerler degiskenlerin faktor yuklerdir. Diger degeler ise gapraz yiklerdir. Tablo incelendiginde gapraz yukler ile faktor
yukleri arasinda 0,1’den daha buytk farklar oldugu ve dolayisiyla da binisik madde olmadigi gorlilmektedir. Boylece ayirt edici
gecerliligin ikinci sarti da saglanmis olmaktadir.

Tablo 5: HTMT Kriterine Gére Ayirt Edici Gegerlilik

DVR NYT OAR OBAR  e-GVNSZ
DVR
NYT 0,579
OAR 0,542 0,519
OBAR 0,544 0,534 0,785
e-GVNSZ 0,121 0,414 0,663 0,625

Ayirtedici gegerliligin son asamasi ise HTMT (Heterotrait-Monotrait Ratio) kriteridir. Bu kritere iliskin bilgiler de Tablo 5’teki gibidir.
Bir gorlise gore HTMT katsayisi 0,9’dan kiigik (Gold vd., 2001), bir baska goriise gore ise HTMT katsayisi 0,85’den kuglik (Kline,
2010) olmahidir. Her iki goruise gore de tablodaki degerler HTMT kriterini saglamaktadir. Boylece ayirt edici gegerliligin tic agsamasi
da saglanmistir.

4.3. Yapisal Modelin Test Edilmesi

Arastirma modelinin test edilmesinde kismi en kiglk kareler yontemi (PLS-SEM) kullanilmistir. SmartPLS istatistik paket programi
araciligiyla da analizler gergeklestirilmistir. Tablo 6’da analiz sonuglarini gosteren bulgular yer almaktadir.

Yeniden 6rnekleme yontemi (Bootstrapping) ile 5000 alt 6rneklem segilerek degiskenlerin etkileri 6lgulmistir. Buna gore,
cevrimici aligverisin algilanan riskinin e-guvensizligi etkiledigi (3=0,383; p<0,000); ¢evrimigi bilgi aramanin algilanan riskinin e-
guvensizligi etkiledigi (B=0,311; p<0,000); e-givensizligin webrooming niyetini etkiledigi (f=0,379; p<0,000) ve webrooming
niyetinin webrooming davranisini etkiledigi (3=0,546; p<0,000) sonucuna ulagiimistir. Boylece Hi,, Hip, Ha ve H3'lin desteklendigini
soylemek mumkiintdir.

Tablo 6: Yapisal Esitlik Modeli Sonuglari

Hipotezler ;:(tia :;(tia t-Degerleri p 2 VIF Sonug

Hia e-GVNSZ<&OAR 0,383 0,074 5,174 0,000 0,133 1,851 Desteklendi
Hi  e-GVNSZ<OBAR 0,311 0,077 4,034 0,000 0,088 1,851 Desteklendi
Hz NYT<e-GVNSZ 0,379 0,067 5,633 0,000 0,167 1,000 Desteklendi
Hs DVRENYT 0,546 0,041 13,378 0,000 0,426 1,000 Desteklendi

Regresyon katsayilarina bakildiginda, cevrimigi aligverisin algilanan riski degiskeni igin 0,776-0,905 arasinda, cevrimici bilgi
aramanin algilanan riski degiskeni icin 0,931-0,955 arasinda, e-glivensizlik degiskeni igin 0,860-0,917 arasinda, webrooming niyeti
degiskeni igin 0,937-0,964 arasinda, webrooming davranisi degiskeni icin ise 0,927-0,951 arasindadir.

Hair vd. (2011)’e gbre R? degerlerinin 0,25 ve lUzerinde olmasi zayif seviyede, 0,50 ve Uizerinde olmasi orta seviyede, 0,75 ve
Uzerinde olmasi ise ylksek seviyede agiklayiciligl ifade etmektedir. Ancak bazi bilimsel galismalarda R¥nin %10 olarak
hesaplanmasi da yeterli olacagi yoninde gorisler vardir (Yildiz, 2020). Modeldeki degiskenlerin R2 degerleri incelendiginde de e-
glvensizligin %40,5 oraninda aciklayicihiginin oldugu; webrooming niyetinin %14,3 oraninda agiklayiciiginin oldugu ve
webrooming davranisinin ise %29,9 oraninda agiklayiciliginin oldugu tespit edilmistir.
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Arastirma modelinin, Q2 degerlerinin (tahmin giict katsayilarinin) belirlenebilmesi igin Blindfolding analizi galistiriimistir. Q% nin
sifirdan bliylk olmasi modelin endojen degiskenleri tahmin gliciine sahip oldugunu ifade etmektedir (Hair vd., 2014). Analiz
sonucunda tespit edilen Q2 degerleri e-glvensizlik icin 0,299; webrooming niyeti i¢cin 0,125 ve webrooming davranisi igin de
0,261'dir. Boylelikle modelin degiskenleri tahmin giicline sahip oldugu soylenebilir.

Bakilmasi gereken bir diger gosterge de f2 (etki buytkligi/effect size) degerleridir. Tablo 6’da bu degerler gosterilmistir. Cohen
(1992)’e gore f#nin 0,02 ve Uzerinde olmasi dusiik, 0,15 ve lizerinde olmasi orta ve 0,35 ve Uzerinde olmasi ise yiksek olarak
degerlendirilir. Buna goére, cevrimici alisverisin algilanan riski (f2=0,133) ve cevrimigi bilgi aramanin algilanan riski (f2=0,088)
degiskenlerinin e-glivensizligi etkileme guici dusuktir. e-Glvensizligin webrooming niyetini etkileme giici (f2=0,167) orta
seviyedir. Webrooming niyetinin webrooming davranisini etkileme giicii (f2=0,426) ise yiiksek seviyedir.

Sekil 2: PLS Yapisal Esitlik Sonuglan
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Ayrica Tablo 6’da yer alan degerlerden biri de VIF (Variance Inflation Factor) degerleridir. SmartPLS programina gore VIF degerleri
3’Un altinda olmasi gerekmektedir (Diamantopoulos ve Siguaw, 2006). Arastirmadaki degiskenlerin VIF degerleri de bu sarti
sagladigindan degiskenler arasinda ¢oklu baglanti probleminin olmadigini ifade etmek mimkindur.

5. SONUC VE ONERILER

Algilanan risk, 60’h yillardan beri tlketici davraniglarini anlamada siklikla Gizerinde durulan kavramlarin basinda gelmektedir. Cinki
ister cevrimdisi ister ¢evrimigi kanallar olsun tiketiciler satin alma davranigi gosterirken gesitli riskler algilamaktadirlar. Risk
algisinin yiiksek olusu ise gliven sorununun ya da giivensizligin oldugunaisaret eder. Bu ¢alismanin amaci da, tiketicilerin gevrimigi
alisverislerde algiladiklari bu riskin glivensizlik Gizerindeki etkilerini, glivensizligin de tiiketiciyi Urlinleri internetten arastirsa bile
magazadan satin almayi tercih etmesi olarak adlandirilan webroominge ydnelik niyet ve davranislar Gzerindeki etkisini
incelemektir. Bu baglamda cevrimigi anketler vasitasiyla 211 katilimcidan veri toplanmistir. Webrooming davranisini inceleyen
uluslararasi literatlirde hatri sayilir sayida galisma olsa da Tirkge literatiirde bu g¢alismalarin sayisinin ¢ok daha sinirli oldugu
soylenebilir. Dolayisiyla bu galismanin Tirkge literatiire hem webrooming davranisi konusunda hem de bu davranigin algilanan
risk cercevesinde incelenmesi konusunda katki saglayacagi sdylenebilir.

Arastirma bulgularina gore gevrimigi aligverisin algilanan riski ve ¢evrimigi bilgi aramanin algilanan riski olarak iki boyutlu sekilde
ele alinan algilanan riskin e-glivensizlik Gizerinde pozitif etkisi oldugu sonucuna varilmistir. Chou vd. (2016) ve Arora ve Sahney
(2018)’in galismasinda da benzer sonuglari gormek mumkiindiir. Gerekgeli Eylem Teorisi baglaminda da e- glvensizligin
webrooming niyeti lizerinde pozitif etkisi oldugu arastirmanin bir baska sonucudur. Bu sonucun Arora ve Sahney (2018)’in
calismasi ile paralellik gosterdigini soylemek miamkiindir. Chou vd. (2016)’nin galismasinda ise e-glvensizlik webrooming niyetini
negatif olarak etkilemektedir. Oysaki c¢evrimi¢i ortamlara glivensizlik hisseden bir tiiketicinin bilgi arayigsini internetten
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gerceklestirerek magazadan satin alma niyeti géstermesi daha olasi bir sonugtur. Dolayisiyla bu ¢alismanin sonuglari, tiiketicilerin
e-isletmelere ve/veya e-saticilara yonelik algiladiklari riskler ve glvensizlik sonucunda fiziksel magazalardan satin alma
gerceklestirerek kendilerini koruma altina aldiklarini géstermektedir.

Arastirma sonuglarinin katkilarini iki sekilde degerlendirmek mimkindir. Bunlardan biri tlketici davraniglari literatiiriine olan
katkilari, digeri ise uygulamacilara olan katkilaridir. Bu galisma algilanan risk ve e-givensizlik degiskenlerinin webrooming niyet ve
davranigini nasil etkiledigini bir modelle ortaya koyan Turkge literatiirdeki ender ¢alismalardan biridir. Dolayisiyla Turkge tiiketici
davraniglari literatiiriine saglayacagl en 6nemli katki bu boslugu dolduracak olmasidir. Tiiketicilerin algiladiklari risk arttikca
cevrimici isletmelere olan givensizlikleri de artacagindan, oncelikle e-isletmelerin tiiketicilerin algilanan alisveris riskini
azaltmalarini saglayacak Ozellikle finansal, psikolojik ve teslimat gibi konularda guvenlerini artirici sekilde web sitelerini
diizenlemeleri gerekmektedir. Ayrica algilanan riskin bir baska boyutu olan algilanan bilgi arama riskine yonelik olarak da Ur{inler
hakkinda detayli bilgiler ve iiriin fotograflarini icerecek sekilde web sitelerini yeniden tasarlamalari gerekmektedir. Ozellikle bu
noktada Uridnlerin boyutlari, renkleri gercege uygun sekilde gorsellerle desteklenmelidir. Boylece gevrimigi alisverise yonelik
algilanan risk duseceginden e-isletmeye ve/veya e-saticlya olan glivensizlik de azalacaktir. Dolayisiyla tiketiciler bir Grini
internetten arastirarak bagladiklari siireci internetten satin alarak sonuglandirabileceklerdir. Ayrica e-isletmelerin ve/veya e-
saticilarin tlketicilere gesitli kampanyalar sunarak c¢evrimigi alisverisin risklerini minimize edecek yodnde algilamalarini
saglamalidirlar.

Her arastirma gibi bu arastirmada belli kisitlar altinda gerceklesmistir. Verilerin toplanma asamasinda 6rnekleme yontemi olarak
olasiliga dayanmayan bir drnekleme yonteminin segilmesi arastirmanin sonuglarinin genellenebilirligine golge disirmektedir.
Ayrica arastirmada belirli bir irlin kategorisi Gizerinden bir kurgu yapiimamis olup genel olarak tiiketicileri webrooming davranigina
yonelten risk ve gilivensizlik Gzerinde durulmasi da bir baska kisiti olusturmaktadir. Arastirmanin bir diger kisiti ise verilerin
pandemi slrecinde toplanmis olmasidir. Sonugta birgok tiiketici bu donemde fiziksel ortamlardan alisveris yapamamis veyahut
cok kisitl yapabilmislerdir. Ancak yine de gikan sonuglar bu siireg tiiketicileri her ne kadar ¢evrimigi alisverise zorunlu olarak itse
de normallesmeyle birlikte tiiketicilerin webrooming davranislarini ilk etapta devam ettirecekleri sdylenebilir.

Gelecek galismalarda 6zellikle belirli bir Griin grubuna yonelik olarak webrooming davranisi incelenebilir. Farkh Griin gruplarinda
bu davranis da farkli sekillerde tezahiir edebilir. Arastirma modeli genisletilerek 6zellikle davranissal kontrol degiskeni de modele
dahil edilerek Planli Davranis Teorisi baglaminda test edilebilir. Algilanan riskin ¢evrimigi alisverislerde 6nemi kadar bir baska
onemli degisken de algilanan faydadir. Modele algilanan fayda degiskeni de eklenerek tiiketicilerin webrooming niyet ve
davranigini nasil sekillendirdigi incelenebilir. Ayrica webrooming konusunda daha derinlemesine bilgi edinebilmek agisindan nitel
yontemler tercih edilerek de bir arastirma deseni de olusturulabilir.
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ABSTRACT

Purpose- The concepts of work-life balance and resilience at work are increasing in popularity. However, the literature, unfortunately, lacks gender
perspective and geographical diversification. This paper aims to fill in this gap in the literature and inspire further research on a gender perspective.
A semi-structured survey was developed to evaluate life-work balance and resilience in single working mothers' workplace practices in Istanbul.
The research was conducted with 32 single mothers working in the private sector. Results suggest that most single mothers feel exhausted and
stretched between their work and children while they often seek a reprieve in religion to keep their spirits up.

Methodology- For this study, qualitative research was developed with 32 single working mothers in Istanbul, Turkey. Open-ended questions were
asked to the 32 mothers in face-to-face interviews. All of the women who participated in this study work in private institutions with more than
200 employees. A semi-structured interview was developed with open-ended questions to evaluate work-life balance and resilience practices
among single mothers based on The Maslach Burnout Inventory (Maslach & Jackson, 1981; Winwood et al., 2013; Wolfson & Mulqueen, 2016).
Findings- Results suggest that single mothers feel exhausted and stretched between their work and children. On the other hand, they develop
authentic solutions to overcome their frustrations.

Conclusion- In Turkey, single working mothers feel a strong responsibility towards their children to stay resilient and limit their complaints. It's
been widely discussed in the existing literature that internal motivational factors fuel resilience. However, in Turkey, societal support acts as an
external factor to make single working mothers more resilient, and the resilience they develop enhances their performance in the workplace.

Keywords: Women at work, single working mothers, managerial resilience, work-life balance
JEL Codes: J2, M0O, M14

1. INTRODUCTION

Despite two centuries of strenuous efforts, most women are still out of the workforce, and those who have managed to become
a part of it face serious barriers throughout their careers (Tomlinson & Durbin, 2010; Sojo & Wood, 2012). Women are still su bject
to extended and intense working hours and job insecurity while also divided between their work and personal lives.

In parallel with the agile transformation of the workplace, family structures have also changed. Throughout the last decades, the
number of single mothers has significantly risen worldwide (Palmeret al.,2012). Thisincreasing number of single working mothers
creates additional problems to be resolved. For example, single working mothers have their unique issues on top of women's
issues (Youngblut et al., 2000; Mostert, 2009; Brand & Thomas, 2014). They also have low labor force participation and are subject
tolowerincomes (Brady & Burroway, 2012; Shirahase & Raymo, 2014; Johnsen & Reiso, 2019).

When society regards systemic problems as personal failures, suggestions in the current literature such asresilience aim to help
individuals overcome the issues (Koubova & Buchko, 2013). The risinginterest in the concepts of resilience and work-life balance
coincideswith the new wave of problemsbrought about by the global financial crisis of 2008 (Milkie et al., 2010; Linnenluecke,
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2017). Millions of people lost their jobs and social rights, while those who managed to keep their positions have been subject to
heavier workloads (Schrag & Schmidt-Tieszen, 2014), and these problems have only increased with the pandemic.

This paper aims to highlight specific problems of single working mothers, introduce their real -life, work-life balance practicesin
developing workplace resilience,and create a conceptual basis to inspire further research to improve social awareness. The paper
also aims to contribute to the geographical diversification of the literature.

To achieve this study's primary goal, a semi-structured qualitative research methodology was developed for evaluating the work-
life balance practices of single working mothers in Istanbul. The qualitative findings were quite interesting and shed light on the
problems single working mothers faced in their personal and professional lives. When a com pany that employs single mothers
exhibits stronger empathy towards them, their professional performance improves, and this enhanced business performance can
positively alter their work-life balance.

2. LITERATURE REVIEW

The concept of work-life balance refersto an employee's ability to have time for their family or social activities. Problems regarding
work-life balance are more prominent for women than men due to existing traditional lifestyles, which leave child and house care
responsibilities to women (Drange et al., 2016; Grant & Guerin, 2018). Such problems are also seen as initiators of a series of
issues, including psychological problems, stress, dissatisfaction, high job turnover, and absenteeism (Gittell et al., 2006; Koyuncu
et al., 2012; Sperlich & Geyer, 2015). Berkman et al. (2010) show that organizations that do not provide employees with the
opportunity of balancing their work and life activities can lead to cardiovascular risks and sleep problems for employees.

The literature mainly sees the work-life balance puzzle as involving efficient time scheduling and time usage (Fagan & Walthery,
2011). Lane (2011) attemptsto overcome thislimited perspective and seek real solutions from a broader scope. Accordingly, t he
concept of work-life balance has contested meanings in different perspectives, such as being synonymous with work-family
compensation or work-life conflicts. However, modern life requires more complex and diversified roles. Even if one is to eliminate
conflicts between the role of work and family, it does not necessarily mean a satisfying balance. Lane (2011) offers a more
collective approach to challenge organizationsto provide better work conditions and challenge the political authority to eli minate
gender and class assumptions embedded in policies.

The term resilience originates from the Latin verb “resilience” (to leap back), and it was first used in mathematics in the 1 7th
century. The modern organizational sciences literature sees resilience from three different perspectives, namely a trait or a
capacity, or a process (Tabassum et al., 2019). Indeed, the concept of organizational resilience is seen as having such
characteristics attributed to men (Witmer, 2019). The idea of resilience, inherited from natural sciences, is flexibl e and elastic and
a perfect ideological fit with male-headed neoliberalism (Jeyaranyan & Swaminathan, 1999; Walker & Cooper, 2011; Britt et al.,
2016).

Following the 2008 global financial crisis, resilience wasintroduced as a ‘cure’ to many people who had lost their jobs and were
subject to harsher employment regulations (Harrison, 2013). Single mothers, who require more social rights, were also among
those who were categorized as not resilient enough to keep their positions under harsher conditions (Gill & Orgad, 2018).
Meanwhile, human resource departments were assigned to support employees who retained their rolesin afinancially struggling
company by shouldering more significant responsibilities (Kossek et al., 2011; Nabavi & Shahryari, 2012; Spangler et al., 2012;
Bardoel et al., 2014; Vanhove et al., 2015).

Such external shocks as an economic crisis are also seen to extend the gender gap. Simultaneously, Kaya Bahge and Memis (2013)
show that an identical rise in the risk of a spouse's unemployment increases women's work five times more than men. Mainstream
research (Hansen, 2017) suggests that women struggle with resilience problems more than men at work. However, this may be
just a perception and bias against women rather than the reality (Torchia et al., 2011; LDC, 2018). Isaacs (2014) shows that in
academia, female deans are more resilient than male ones since women face more workplace challenges and consequently
develop the ability to further deal with them.

The literature hasa common understanding of the burnout effects of negativity in the workplace (Bianchi & Milkie, 2010; Noor &
Zainuddin, 2011). However, since almost all research is the fruit of the neoliberal era, suggestions are mainly personal and imply
that some superiorindividuals can overcome burnout by building resilience (Halbesleben & Buckley,2004; Turner, 2014). Gilland
Orgad (2018) also point out that the neoliberal approach describes women as “bounce -backable subjects” in the labor force to
systematically forbid any attemptsto criticize the system or voice the need for collective solutions.
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Resilience has a higher importance in post-trauma processes (Maitlis, 2011). The periods during pregnancy and raising children
are not considered as formal traumas, but in practice, women, particularly single working mothers, face many consecutive trau mas
throughout this time in their life (Roth et al., 2012; Chatman, 2015). Women must deal with many personal problems at work,
from the glass ceilingin their careerdevelopment to gender discrimination and the gender stress gap or gender pay gap (Smit h et
al., 2012; Carmelietal., 2013; Lott & Chung, 2016).

Along with dealing with all problems that women face at work, single working mothers have additional obstacles to overcome,
such as harsh competitive conditionsin the labor market (Liang et al., 2018). For example, they may face lowerincome, no social
support or benefits, low self-esteem, less personal satisfaction, and more tremendous time pressures (Knoef & van Ours, 2016).
One of the main problems single working mothers face is wage discrimination and, as a result, economic insufficiency (Roman,
2017). In addition to wage discrimination within the same sector or even in the same organization, women's labor force is also
concentrated in low-paying and labor-intensive industries such as textile or ready-wear (Kabasakal etal., 2011).

Single working mothers’ family relations, income, housing, and health directly impact their work-life balance. Time commitments
and family support positively impact their work lives, while simultaneously, work schedules, workplace, and income have an
impact on their personal lives. Education also directly impacts single working mothers’ ability to sustain a balance between work
and life (Robbins & McFadden, 2003; Montezet al., 2014).

Harsher neoliberal policies that limit publicsupport and job security also act against single working mothers (Kroger, 2010; Sanders
etal., 2011). Neoliberalism hasloaded higher responsibilities on women’s shoulde rsin addition to their traditional roles at home
while labeling those who have difficulties with the heavy duties as failing (Bottrell, 2013). Hanicoglu and Hartman (2014) also show
that single working mothers' careers are affected by factors such as suitable working hours, while childcare or welfare support
opportunities provided by the company or government positively impact theircareer performance. Mogstad and Pronzato (2012)
show that workforce reform systems developed to support single working mothers have proven successful in increasing labor
force participation and income thanks to welfare receipts.

Such additional idiosyncratic troubles that women are required to overcome make it necessary to develop a gender perspective
while researching the concepts of resilience at work and in work-life balance (Calas & Smircich, 2014; Berryhill & Durtschi, 2016).
Intending to stress this requirement, this paper develops research on single working mothers to evaluate how single working
mothers' different practices have on dealing with resilience at work and work-life balance needs.

According to the Turkish Statistical Institute (TUIK, 2020), 41.4 mils. Women lived inTurkey, a 49.8% share of the total population,
as of 2019. Healthy life years at birth, the expectation of a healthy life without health problems limiting daily activities, stood at
56.8 years for women versus 59.9 years for men. However, life expectancy at birth for women was at 81 versus 75.6 for men. 85%
of women had completed at least one educational level versus 96% for men, while 7.6% of women were illiterate versus 1.3% of
men, and 18% had a higher education versus 22% of men.

Labor force participation for women stood at only 34% versus 73% for men, while women's unemployment rate was 14% versus
10% for men. Dominant conservatism in the public sphere is seen as the main driving force behind permanently low labor force
participation rates for women in Turkey (Goksel, 2013). Women's expectation of being active in the labor market throughout their
lives was 19 years versus 39 for men. Women earned 46,000 Turkish liraannually on average versus 50,000 for men; the gender
pay gap was 7.7% (TUIK, 2020).In the Turkish parliament, only 17% of MPs were women, while only 3% of the country's mayors
were women (KA.DER, 2020).

According to the Global Gender Gap Index 2020 (WEF, 2020), Turkey ranked 130th among 153 countries compared to 105th in
the 2006 ranking. According to the ‘Economic Participation and Opportunity’ sub-index, Turkey ranked 136th while it ranked 113th
in the ‘Educational Attainment’ sub-index. In the ‘Political Empowerment sub-index, Turkey was 109th. Turkey's labor act provides
women employees and mothers with some additional rights (ILO, 2003); however, it should be noted that Turkey ranks 107th
among 128 countriesin the Rule of Law Index (WJP, 2020).

Gender policiesalso remain just on paper, and implementation is far from the policies’ goals on the written documents (Alnia cik
et al., 2017; Ermis Mert, 2018). Akkan and Serim (2018) suggest that women employees, particularly young women with a low
level of education who work at informal and precariousjobs, are considered among the most vulnerable groupsin Turkey due to
barriers to access to and ability to stay in the labor market. They argue that the government may fulfill its legal mission by providing
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public childcare facilities rather than increasing women's vulnerability by introducing harsher neoliberal policies, allegedly to
increase women’s participation in the workforce via promoting flexible employment.

Kabasakal etal. (2011)also suggest that women in Turkey who work in managerial and more prestigious positions face different
problems regarding their conflicting work and life roles than unskilled or semi-skilled women workers in Turkey compared to
women in high-level management positions in developed countries. Women managers who come from a more privileged
background have more opportunitiesto practice better work-life balance, such as the ability to employ low-paid workersin their
homes (Bespinar, 2010).

3. DATA AND METHODOLOGY

Single working mothers are quite emotional when they have the chanceto talk about their private life. Mainly they are susceptible
to their child/children. Therefore, to shed light on single working mothers' deep emotional reactions, a qualitative research
method was used, and semi-structured in-depth interviews were conducted. Thus, open-ended questions were asked face-to-
face to 32 single working mothers who work in private institutions with more than 200 employees. The main reason for choosing
single working mothers among more than 200 employees is to understand the possible peer-pressure element in the business
environment.

The reason for conducting semi-structured interviews was to evaluate work-life balance and resilience practices among single
mothers based on The Maslach Burnout Inventory (Maslach, 1981; Winwood et al., 2013; Wolfson & Mulqueen, 2016). The semi-
structured interview method carries the opportunity to obtain more in-depth qualitative data since it includes both structured
and unstructured interview methods (Isreal et al., 2017). It isalso superiorin providing the opportunity of developingamore in-
depth understanding of the research subjects rather than being swamped with limits imp osed by statistical rules (Savin-Baden
and Major, 2013; Windle et al., 2011) suggest there isno “gold standard” in resilience measurementscales and adversities sh ould
be negotiated more deeply with in-depth interviews. Data retrieved from the in-depth interviews mainly related to family or
society level should also be included to understand better the concept of work-life balance (Keeney et al., 2013; Palinkas et al.,
2013).

The in-depth interviews were conducted in 2019; therefore, there was no need to acquire a specific ethical committee’s
permission. However, ethical concerns were always at the center of the study throughout the entirety of the research. To keep
the personal data of the participants confidential, interviews were not recorded. It was wel l-understood that not recording the
interviews made the participants sincerer, and they had no reason to filter their answers; instead they frankly shared their
thoughts on delicate and personal matters.

As it can be seen at Table 1. the participants’ ages vary from 18-47, and 11 (33%) participants were between the age of 18-29,
while 15 (48%) of the total 32 single mothers were between 30-40, with the remaining 6 (20%) older than 40. 21 of the singe
mothers (66%) were divorced while 6 (19%) were the widow and the remaining 5 (16%) had never married. 5 participants (17%)
had a high school degree, while 5 (17%) had graduated from vocational schools, and 16 of the participants (49%) had an
undergraduate degree. The remaining 6 (18%) had a graduate degree. 2 of the fathers (6%) had only primary school education, 3
of them (9%) had an elementary school education, 7 (22%) had a high school degree, 5 (16%) had graduated from vocational
schools, 11 of them (34%) had an undergraduate degree, and the remaining 4 (13%) had graduate degrees. 14 of the single
mothers (45%) had only one child, while 13 of them (40%) had two children, and the remaining 5 (15%) had three children.

Table 1: Sociodemographic Characteristics of Sampling

Age N %
18-29 11 33
30-40 15 48
41-47 6 20
Marital Status

Married 0 0
Divorced 21 66
Widow 6 19
Never married 5 16
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Education

High School 5 17
Vocational School 5 16
Undergraduate 16 49
Graduate 6 18

Number of Children

1 14 45
2 13 40
3 5 15

As itisindicated at Table 2, 22 participants (70%) work at private sector while 7 of total 32 (23%) work at public sector and the
remaining 2 (7%) are self-employed. 5 participants (15%) work less than 40 hours per week while 15 of total (48%) work 40 hours
and 9 participants (27%) work 45 hours. The remaining 3 participants (11%) work longer than 45 hours per week. 6 participants
(17%) have less than 2 free days per week while 25 of total (77%) have 2 free days and the remaining 1 participant (2%) has more
than 2 days per week. 12 participants (37%) have less than 4 years of work experience while 10 of total (32%) have 5-14 years of
work experience and the remaining 10 participants (31%) have longer than 14 years of work experience. 11 participants (35%)
earn less than Turkish lira 3,500 per month while 10 of total (31%) earn between 3,500 and 5,500 liras. The remaining 11
participants (35%) earns more than 5,500 liras per month.

Table 2: Occupational Characteristics of Sampling

N %
Occupation Sector
Private 22 70
Public 7 23
Self-employed 2 7
Work hours per week
Less than 40 hours 5 15
40 hours 15 48
45 hours 9 27
Longer than 45 hours 3 11
Free days per week
Less than 2 days 6 17
2 days 25 77
More than 2 days 1 2
Work experience
4 years> 12 37
5-14 years 10 32
15< 10 31

Monthly Income
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3500 Turkish lira> 11 35
3501-5500 10 31
5501< 11 35

The in-depth interviews were aminimum of 65 minutes and a maximum of 90 minutes. The participants had children ages3-11.
The age of the single working mothers who volunteered to participate in the qualitative research varied between 32 to 48. 5
participants worked less than 40 hours per week. In comparison, 15 of them worked 40 hours, and 9 participants worked 45 hours.
The remaining 3 participants worked longer than 45 hours per week. 7 participants had less than 2 free days per week, while 25
had 2 free days per week. 12 participants had less than 4 years of work experience, while 10 of them had 5-14 years of work
experience, and the remaining 10 participants had more than 14 years of work experience.

To shed light on the emotional stability of single working mothers, open-ended questions were targeted to evaluate how:
e emotionallydrained participants feel regarding their work
e drained they feel after work
e fatigued theythink when they wake up in the morning
e strained theyfeel while they are working
e burnedout they feel regarding their work
e frustrated theyare with their job
e  hard they work
e stressed theyare
Inthe second part, open-ended questions regarding personal accomplishment aimed to evaluate how:
e easilytheyunderstand people’s (particularly their children’s) feelings
o effectively they deal with (particularly their children’s) problems
e positively theyinfluence others’ (particularly their children’s) lives

e  energetictheyfeel

easily they create a relaxed atmosphere at work and home
e worthwhile they feel
e calmlytheydeal with emotional problems at work and home
In the third part, intending to evaluate the resilience, open-ended questions were targeted to determine how:
e theytreat people at work and home
e calloustheyfeel

e emotionally hardened they feel about their job

much they care about their work and children

they feel when people at work and home blame them for an unrelated issue
In the last part, open-ended questions about involvement were asked to evaluate how:

e similartheyfeel to people at work and home
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e personallyinvolved they feel with their children’s problems and problems at work

e uncomfortable, they feel with the way they treat their children and people at work.
3. FINDINGS AND DISCUSSIONS

The research was conducted with 32 single mothers workingin private companiesin different industriesin Istanbul. Participants
were chosen from companies that employ more than 200 people.

Participants seemed divided between their roles at work and life. They place the highest value on their parenting role while also
being committed to their work roles. However, they think they spend the most amount of time at work and spend insufficient
time on parenting. Working single mothers believe their work roles have a heavier weight in their lives than their parentingrole,
but they believe their parentingroles also have great importance. As expected, the significance of work declines and the weight
of family role rises as the number of children increases. On the contrary, as the education level increases, the work role's
importance also increases, and the family role's weight declines. This is significantly related to career ambition and economic
capability to employ assistants in the home.

Younger participants see their working rolesas having a heavier weight in their lives. As an interesting observation, participants
who are older than 40 years of age see their working roles as having heavier weight in their lives than participants who are
between the age of 30 to 40. Thisis particularly related to higher expenditure requirements for babies (younger participants have
younger children) and young adults (elder participants’ children are younger adults who need university education or marriage
expenditures) compared to teenagers. Itis also related to higher career expectations at early ages for younger participants and
pressure to have enough savings for the pensionary period when it comesto the older age group. As work experience increases,
the weight of the work role on participants’ lives declines, but the family's role is mixed. Newcomers and seniors place higher
importance on work roles compared to those who have mid-level experience.

Participants think their responsibilities at work have a more significant impact on their duties at home than the impact of their
parenting responsibilities does on their responsibilities at work. It should be noted that they think both sides have moderate
impacts on each other. The older age groups see their duties as having a higher impact on their family livesthan the middle and
younger age groups, but itis still seen as having a moderate impact. The younger age group sees their family responsibilitie s as
having the highest impact on their work responsibilities, but it isstill seen asa low impact. This is mainly related to a higher care
requirement for babies. As an interesting observation, participants who have more than one child see their work responsibilit ies
and home affect each other at lower levels. Thisis mainly related to having more experiencein the parenting role. Education level
doesnot significantly impact the bilateral impact between the work role and family role.

The most dominant emotion participants feel is emotional exhaustion, significantly dominating all other emotions. The feeling of
personal accomplishment comes next, and the sense of depersonalization has the lowest significance. It should be noted that all
surfaces are low, suggesting dominant depersonalization. The older age group has the highest level of emotional exhaustion, while
the younger age group has the highest level of depersonalization and feelings of personal accomplishment. As the number of
children increases, emotional exhaustion and personal accomplishment decline while depersonalization increases. This is
significantly related to rising altruism which comes with each additional child. As the education level increases, all participants
feel emotional exhaustion, depersonalization, and personal accomplishment decline.

Participants feel strong support from their social circles while also feeling moderate supportfrom their organizations. The younger
age group feels the most increased support from their social circles and organizations. Greater support from social circles is
significantly related to younger parents. In comparison, greater support from organizations is related to sympathy/empathy for
the responsibilities of taking care of babiesand young children. The older age group feels lower support from their organizations
and higher support from their social circles than the middle age group. Thisis significantly related to the negative attitud e towards
older employees in Turkey and support from older children. As the number of children or education level increases, feelings of
social and organizational support decline.

The literature supportsthe findingsin this study that women without children have substantially higheroccupational participation
than women with children; contrary to this, women withyounger children outperformed womenwith older children (Balaji, 2014).
Thisisstrongly linked to our finding that the more time and energy spent on caring for children (younger participants have younger
children) affect parents' labor market appraisal, especially mothers with younger children. Young mothers seem to be more
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ambitiousin the business environment even though physically they get tired more than the working mothers with older children.
Beingsingle also increasesthe level of motivation because young single working mothers have more responsibilities.

Single working mothers seemed to have a divided identity at work and in life. They gain the highest value in their caregiving
position at home while raising children. However, they are still regular employees and have no significant difference from other
colleagues. Single working mothers feel less significant in the business environment even though they feel that they spend more
time at work than the time they spend with their children. According to Barnett & Marshall (1992), if the educational level
increases, the job role's weight increases for single mothers. Therefore, the weight of the parental role decreases comparatively.
This is primarily associated with career ambition and the economic capacity to hire assistantsto help at home.

In addition to the quantitative problems of total working hours, a significant debate has emerged that the more qualitative i ssues
of whether playing multiple roles are beneficial or detrimental to one's well-being. Previous studies have generally supported the
idea of role enhancement from a research perspective, namely that various rolesincrease the strength, reputation, wealth, and
emotional satisfaction of an individual (Waldron & Jacobs, 1989; Arber, 1991; Roxburgh, 1997; Kopp & Ruzicka, 1993).

Another essential findingis that younger participants see their work roles as having greater weight in their lives, while participants
older than 40 see their work roles as having greater importance. This islinked to higher early-age career aspirations for younger
participants and pressure for the elderly to have adequate savings for their retirement. As work experience increases, the job
position's weight on participants' lives decreases (Hibbard & Pope, 1991). Compared to those who have mid-level experience,
beginners and seniors see a more significant meaningin their work positions.

In thisstudy, there was no evidence of the single working mothers having feelings of guilt. This finding will give the literature and
future studies a fresh perspective. This research's incongruency with the previous literature can be due to the social and peer
pressure on single mothers in Turkey. This incongruency caused by social anxiety should be researched more thoroughly in the
following studies.

Emotional exhaustion is the most dominant emotion participants experience, significantly dominating all other emotions. Next
comes the sense of personal success, with the feeling of depersonalization being experienced the least. It should be noted th at
indicating dominant depersonalization for all participantsis insufficient. The highest level of mental fatigue is experienced i n the
older age group, while the younger age group has the highest depersonalization levels. Emotional exhaustion and personal
achievement decrease as the number of children increases. There is a significant link to increasing altruism for each additional
child when the participants have a higher level of education, both mental fatigue, depersonalization, and personal detachment
decline.

4. CONCLUSION

Research results suggested that demographic factors such as age, education level, and work experience impact life -work balance
and resilience at single working mothers' work. The number of children also has a direct impact. Resultsare mainly parallel with
previousresearch findings, suggesting that women from higher socioeconomic levels are more comfortable with their resilience
at work and work-life balance practices. Accordingly, the level of education positively impacts women’s resilie nce and leads to
more balanced/satisfying lives. Also, newcomers face more significant problems compared to experienced single working
mothers.

Additionally, single working mothers also feel divided between their responsibilities at work and home in paral lel with other
women. In line with previous research, single working mothers also feel exhausted and depersonalized. Emotional exhaustion
increases as age increases, while depersonalization is seen higher in younger age groups.

This paper also contributes to the literature by introducing a perspective from single-mothers’ idiosyncratic problems and
practices regarding life-work balance and resilience at work. It also underlines that a gender perspective is required in
organizational sciences on the concepts in question and the necessity of developing a more humanistic approach in labor force
research.

Single working mothers suffer from a lack of counterparts who can listen and consider their problems and solution proposals.
Their demands cover awide range, including better working conditions, higher education opportunities, kindergartens, and child
allowances. They are aware of their problems and necessary solutions, but the problem is that they do not have the power to
make their employerslisten to their demands. They are not aware of others having similar issues to their own therefore do not
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see the importance of coming together and the possibility of forming a union. Due to strict individualization, they feel lone ly in
their struggle with life, work, and children.

Many of these findings can be exciting for academicians who are eager to understand working mothers and searching for ways to
improve their work-life balance and performance at work. Additionally, the exploratory research findings can be studied on an
affirmative basis to see if the outcomeswill be similar fora more comprehensive sample range. The sample of 32 single working
mothersin thisstudy isa limitation and can be extended to retrieve deeperinsights for working mothersin different sectors. The
results could be significantly different for single working mothersin the public sector.

Focusing only on the private sector is one of the significant limitations of this study. Subsequent studies can be conducted
qualitatively or quantitatively to understand single working mothers' work-life balance in a governmental sector as there can be
an entirely different employer mentality.
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