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(077

Bireyler, yasamlar1 boyunca mutlu olmanin arayisinda olduklar diisiincesiyle gesitli serbest zaman etkinliklerine katilim
sagladiklar1 diisiiniilmektedir. Bu etkinliklerden biri de sualtt hokeyi olusturmaktadir. Bu ¢alismanin amaci, yasam boyu serbest
zamanlarda etkili siirdiiriilmesinden yola ¢ikilarak eglence amagli Sualti hokeyi oynayan bireylerin mutluluk diizeyinin incelenmesidir.
Arastirmanin ¢aligma grubunu; Istanbul illerinde eglence amach sualt: hokeyi oynayan 73 bireyden olusturmaktadir. Veriler Google
form teknigi uygulanarak online ortamda toplanmugtir. Veri toplama araci olarak demografik bilgilerin yani sira mutluluk 6lgegi
kullanilmugtir. Istatistiki islem olarak Veriler, IBM SPSS (version 24.0) istatistik paket programmda degerlendirilmistir. Calisma
verilerinin normal dagilim gosterip gostermedigini belirlemek adina normallik testi yapilmis ve normal dagilim gdstermemesi
nedeniyle istatistiksel analiz olarak non-parametrik testlerden yararlanilmistir. Bu baglamda ¢alismamizda Mann-Whitney U Testi testi
ve Kruskal Wallis testi kullamlmustir. Elde edilen bulgulara gére yas, medeni durum ve egitim diizeyi agisindan anlaml bir farklhiliga
rastlanmamustir. Bunun sebebi olarak eglence amagh bu gibi serbest zaman aktiviteleri kisilerin mutluluk diizeyini etkilemektedir
seklinde agiklanabilir.

Anahtar Kelimeler: Yasam boyu serbest zaman, mutluluk diizeyi, sualti hokeyi

Leisure Across The Lifespan: Investigation of Happiness Levels of Individuals
Playing Underwater Hockey

ABSTRACT

It is thought that individuals participate in various leisure activities with the thought that they are in search of happiness
throughout their lives. One of these activities is underwater hockey. The aim of this study is to examine the happiness level of
individuals who play underwater hockey for recreational purposes, based on its effective maintenance in leisure throughout life. The
study group of the research; It consists of 73 individuals who play underwater hockey for recreational purposes in Istanbul provinces.
The data was collected online using the Google form technique. In addition to demographic information, the happiness scale was used
as a data collection tool. As a statistical process, the data were evaluated in the IBM SPSS (version 24.0) statistical package program.
A normality test was performed to determine whether the study data showed a normal distribution, and since it did not show a normal
distribution, non-parametric tests were used for statistical analysis. In this context, Mann-Whitney U Test and Kruskal Wallis test were
used in our study. According to the findings, no significant difference was found in terms of age, marital status and education level.
The reason for this can be explained as such leisure activities affect people's happiness level.

Keywords: Leisure across the lifespan, happiness level, underwater hokey
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EXTENDED ABSTRACT
Purpose

The aim of this study is to examine the happiness level of individuals who play underwater hockey for
recreational purposes, based on its effective maintenance in leisure throughout life.

Design/Methodology/Approach

This effective general screening method was used. This model is known as one of the descriptive
research methods. This method is based on describing a situation as it is during the period or maintenance of
this applied model (Karasar, 1994). The study group of the research; It consists of 73 individuals who play
underwater hockey for recreational purposes in the provinces of Istanbul, Ankara, Antalya, Kiitahya, Kocaeli,
and Canakkale. The data was collected online using the Google form technique. Personal information form
(age, marital status, education level) and happiness scale were used in the research. Happiness Level Scale:
'Happiness Oxford Scale’, developed by Hills and Argyle in 2002, was used in its validity and reliability study
by Dogan and Akinc1 Cotok in 2011 to evaluate the happiness levels of individuals. The data were evaluated
in the IBM SPSS (version 24.0) statistical package program. A normality test was performed to determine
whether the study data showed a normal distribution, and since it did not show a normal distribution, non-
parametric tests were used for statistical analysis. In this context, Mann Whitney-U test and Kruskal Wallis
test were used in our study.

Findings

It is seen that the majority of the participants are 18-25 years old with 39.7%, and 31.5% are 26-35 years
old and 28.8% are 36-45 years old, respectively. It is seen that 52.9% of the participants are single and 47.1%
are married. It is seen that 45.2% have high school education, 28.8% have undergraduate education and 26.0%
have postgraduate education. No statistically significant difference could be detected in Happiness according
to the age variable (p>0.05). No statistically significant difference could be detected according to the Happiness
scale Marital Status variable. (p>0.05). No statistically significant difference could be detected in Happiness
according to the Educational Status variable. (p>0.05).

Originality / Value

No significant difference was found in terms of age, marital status and education level. The reason for
this can be explained as such leisure activities affect people's happiness level.

1. GIRIS

Bireyler yasamlarin1 devam ettirmek ve refah diizeylerini arttirmak i¢in maddi gelir saglamalar
gerekmektedir. Ekonomik anlamda gelir elde etmeleri sayesinde temel ihtiyaglarini karsilayacak ve diger
ihtiyaglar icin serbest zaman etkinliklerine katilim saglayacaklardir. Bireyler serbest zamanlarinda kisisel
ihtiyaglarini, ev ve aile ile ilgili zorunluluklarim1 ve keyif almak igin eglenceli etkinliklere katilim
saglamaktadirlar. Serbest zaman, igin zorunluluklarindan ayri olarak, rahatlama, eglence, bilgi kazanimi ve
sosyal katilimi arttirmak amacini tasiyan, yaratici kapasitenin ozgiir etkinligidir (Tekin, 2016). Serbest
zamanlarinda bireylerin 6zgir bir sekilde katilim sagladigi bos zaman etkinlikleri agik ve kapali alanlar olarak
belirtilmektedir. Ag¢ik alan etkinliklerinden su sporlart kapsaminda sualti hokey faaliyetlerine katilim
artmaktadir. Su alt1 hokeyi, 1950 yilinda Ingiltere'de bulunmus, yiizme havuzu dip yiizeyinde palet, maske,
snorkel, kulak korumali bone, sopa ve pak yardimi ile oynanan bir takim oyunudur. Karsilikli iki takim ile
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oynanir, oyun esnasinda suda 6'sar oyuncu bulunur. Havuzun uzunlugu 25 metre, genisligi 15 metre, derinligi
ise 2 metre ile 4 metre arasinda olmalidir (Tristan, 2023).

Ginliik hayatimizda ¢okga basit bir kelime olarak karsimiza ¢ikan mutluluk, aslinda olduk¢a genis ve
aciklamasi zor bir kavramdir. Genellikle nese, huzur, heyecan ve memnun olma gibi kavramlar es anlamini
karsiliyormus gibi géziikse de tam olarak mutlulugu ifade edememektedirler (Marar, 2004).

Mutluluk, tarih boyunca anlasilmaya, tanimlamaya ve ulasilmak istenen biitiin gayret ve hedeflerin
temelini olusturmustur. Mutluluk ayrica bireylerin hayatinda zevk almasi ve miikemmel hissetmesi ile
tanimlannmustir (Layard, 2005). Insanlarin yeme-igme ihtiyaclar1 gibi mutlu olmaya ihtiyaclar1 vardir.
Psikolojide ise mutluluk “6znel iyi olus” olarak ele alinmaktadir (Myers & Deiner, 1995). Mutluluk,
giilimseme, kisa siireli haz, eglence veya onemli bir goriigme gibi durumlardan ortaya c¢ikabilmektedir
(Masarogullar1 & Kocakgdl, 2011). Mutluluk, bireyden bireye gore farklilik gostermekle beraber sosyallesme
ve basaridan elde edilen mutluluk birbirinden farkli oldugu ifade edilmistir. Mutluluk bireyin kendini iyi
hissetigini ifade eder. Mutlu birey ¢evresi ile de olumlu etkilesimde bulunur. Sporcularin da ¢evresi ile olumlu
bir sekilde etkilesimde bulunmalar1 sayesinde takimi ve antrendrii tarafindan anlasilir, ortaya cikabilecek
problemlerin de Oniine gecilmis olacaktir. Mutluluk, takim i¢i giicli bir iletisimi de saglayacagi
disiiniilmektedir. Etkili iletisim sayesinde sporcular basariya daha kolay ve c¢abuk ulasacaklar
ongoriilmektedir (Ozgiin vd., 2017).

Takim sporlarinda sporcularin basari elde edebilmeleri i¢in bir uyum igerisinde hareket etmeleri
gerektigi herkes tarafindan kabul edilmis bir gergektir. Takim uyumu saglamanin en énemli unsurlarindan
biride bireyleri motive etmektir (Ozgiin vd., 2017). Bireyler igsel ve digsal motivasyon kaynaklarmdan
etkilenmektedir. Igsel motivasyon kaynaklarinin basinda bireyin mutlu olmasi gelecegini gorebiliriz.
Yasaminda mutlu olan birey sporada yansiyarak mutlu oldugu bu durumunda bireyi motive edebilecegini
bdylece basarinin da ortaya ¢ikmasina katki saglayacagi diistiniilmektedir.

2. YONTEM
2.1.Calisma Modeli

Bu ¢alismada genel tarama yontemi kullanilmistir. Bu model betimsel aragtirma yontemlerinden biri
olarak bilinmektedir. Uygulanan bu model ge¢gmiste veya bulundugumuz zamanda var olan bir durumu, oldugu
sekli ile anlatmay1 esas alan yontemdir (Karasar, 1994).

2.2.Calisma Grubu

Arastirmanin  ¢alisma grubunu; Istanbul,Ankara, Antalya,Kiitahya,Kocaeli,ve Canakkale illerinde
eglence amaglh sualti hokeyi oynayan 73 birey olusturmaktadir. Veriler Google form teknigi uygulanarak
online ortamda toplanmustir.

2.3.Veri Toplama Araglar
Arastirmada kisisel bilgi formu (yas, medeni durum, egitim diizeyi) ile mutluluk 6lgegi kullanilmstir.
Mutluluk Diizeyi Olcegi

Mutluluk Diizeyi Olgegi: Hills ve Argyle tarafindan 2002 yilinda gelistirilen, gegerlilik ve giivenirlilik
calismasi Dogan ve Akinci Cotok tarafindan 2011 yilinda bireylerin mutluluk diizeylerini degerlendirmek
amaciyla ‘Mutluluk Oxford Olgegi’ kullamlmustir. Olgek besli likert tipinde olup 7 madde ve tek boyuttan
olugsmaktadir. Kullanilan 6l¢egin maddeleri 1’den 5’e kadar sirasiyla ‘hi¢ katilmiyorum, katilmiyorum, biraz
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katiliyorum, katiliyorum, tamamen katiliyorum’ seklinde siralanmaktadir. Olgek gelistirme calismasinda
Olcegin Cronbach Alpha degeri .91 ve Tiirk¢e uyarlama ¢aligmasinda ise 6lgek Cronbach alfa i¢ tutarlik
katsayisi .74 olarak belirlenmistir (Hills & Argyle, 2002; Dogan & Cotok, 2011). Bu ¢alima kapsaminda
Oxford mutluluk 6lgegi Cronbach Alpha degeri .70 olarak belirlenmistir.

2.4 Verilerin Analizi

Veriler, IBM SPSS (version 24.0) istatistik paket programinda degerlendirilmistir. Calisma verilerinin
normal dagilim gosterip gostermedigini belirlemek adina normallik testi yapilmig ve normal dagilim
gostermemesi nedeniyle istatistiksel analiz olarak non-parametrik testlerden yararlanilmistir. Bu baglamda
calisgmamizda Mann Whitney-U testi ve Kruskal Wallis testi kullanilmustir.

3.BULGULAR
Tablo.1 Tammlayic1 Ozellikler

Gruplar Frekans(n) Yiizde (%)
Yas
18-25 yas 29 39,7
26-35 yas 23 31,5
36-45 yas 21 28,8
Toplam 73 100,0
Medeni Durum
Evli 38 47,1
Bekar 35 52,9
Toplam 73 100,0
Egitim Diizeyi
Lise 33 45,2
Lisans 21 28,8
Lisansiistii 19 26,0
Toplam 73 100,0

Tablo 1 incelendiginde katilimeilarin ¢ogunlugunun %39,7 ile 18-25 yasinda oldugu ve sirasiyla
%31,5’inin 26-35 yas ve %28,8’inin 36-45 yaslarinda olduklar1 goriilmektedir. Katilimcilarin %52,9 unun
bekar, %47,1’inin evli oldugu goriilmektedir. %45,2’sinin lise, %28,8’inin lisans ve %26,0’mnin lisansiistii
egitim diizeyine sahip olduklar1 gériilmektedir.

Tablo 2. Mutluluk Puanlarinin “Yas” degiskenine gore Kruskal Wallis Testi Sonuclari

Mutluluk Yas N Sira ortalamalar: Sd X2 P
18-25 yas 29 33,90
26-35 yas 23 37,07

Mutluluk 36-45 yas 21 4121 2 1,462 ,481
Toplam 73

Tablo 2 incelendiginde, yas degiskenine gore Mutluluk’da istatistiksel agidan anlamli bir farklilik tespit
edilememistir (p>0,05).

Tablo 3. Mutluluk puaninin “Medeni Durum”a gére Mann-Whitney U Testi sonuclari

Mutluluk Medeni Durum N Sira Ortalamasi Siralar toplami U P
Evli 38 39,38 1496,50

Mutluluk Bekar 35 34,41 1204,50 574,500 ,315
Toplam 73
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Tablo 3 incelendiginde, Mutluluk 6l¢egi Medeni Durum degiskenine gore istatistiksel agidan anlamli
bir farklilik tespit edilememistir. (p>0,05).

Tablo 4. Mutluluk Puanlarinin “Egitim Durumu” degiskenine gore Kruskal Wallis Testi Sonuglari

Mutluluk Egitim Durumu N Sira ortalamalar: Sd X? P
Lise 33 30,68
Lisans 21 44,36

Mutluluk Lisansiistii 19 39,84 2 5,845 ,054
Toplam 73

Tablo 4 incelendiginde, Egitim Durumu degiskenine gére Mutluluk’da istatistiksel agidan anlamli bir
farklilik tespit edilememistir. (p>0,05).

4. TARTISMA VE SONUC

Eglence amacl sualtt hokeyi oynayan bireylerin mutluluk diizeyinin incelenmesi amaciyla yapilan
calismayla ilgili bulgulardan yola c¢ikilarak bir degerlendirme yapilmistir. Literatiirde, spora katilim
motivasyonuna dair ¢aligmalarin genellikle Ogrencilere ve dolayisiyla ¢ocuklara yonelik oldugu dikkat
cekmektedir. Bunun nedeni olarak, bir¢ok spor dalinda spora yonelimi ve yasam boyu sporu siirdiirmeyi
saglamak adina daha erken farkindalik saglamanin 6nemi vurgulanmaktadir. Bu ¢alisma, daha yetiskin gelisim
evrelerinde sporu yasam bi¢imi haline getirmis bireylerin spora katilim motivasyonlarini incelemek adina
dikkat cekmektedir. Artik sporlarin kendileri iizerindeki etkilerinin farkinda olan, hangi spor dali i¢in hangi
motivasyonun etkili oldugunu bilen bireylerde mevcut olami belirlemek karsilastirmalar1 da beraberinde
getirecektir.

Aragtirmaya katilan,73 katilimcinin ¢ogunlugunun %39,7 ile 18-25 yasinda oldugu ve sirasiyla
%31,5’inin 26-35 yas ve %28,8’inin 36-45 yaslarinda olduklar1 goriilmektedir. Katilimcilarin %52,9’unun
bekar, %47,1’inin evli oldugu goriilmektedir. %45,2’sinin lise, %28,8’inin lisans ve %26,0’1min lisansiistii
egitim diizeyine sahip olduklar1 goriilmektedir. Arastirma kapsaminda katilimcilarin yas araliklarina
bakildiginda mutluluk diizeyleri ile bir farklilik olmadig1 goriilmektedir (p>0,05). Onmen (2021) ve Doganer
(2017)’in yaptig1 arastrmada da mevcut caligmayr destekler niteliktedir. Katilimeilarin yaslarina goére
mutluluk diizeyleri arasinda fark olmadigi goriilmektedir. Suna (2022) rekreatif amagh kayak sporu ile
ilgilenen bireyler lizerine gerceklestirdigi arastirmada katilimcilarin yaglarina gére mutluluk diizeyleri arasinda
anlamli farklilik tespit edilmistir. Tutar (2023) rekreatif amagli fitness sporu yapan bireyler iizerinde
gerceklestirdigi arastirmada, sporcularin yaslarina goére mutluluk diizeyleri arasinda anlamli farklilik
goriilmemektedir.

Katilimcilarin medeni durumlarina gére mutluluk diizeylerine bakildiginda evli veya bekar olmalarinin
farklilik yaratmakta etkili olmadigini gdstermektedir. Literatiir incelendiginde fitness merkezlerine giden
bireyler iizerinde yapilan arastirmada medeni durumlarina gore farklilik oldugu goriilmektedir (Basaran vd.,
2019). Mevcut arastirma ile alan yazinda yer alan ¢aligmalara bakildiginda kismen benzer ve benzer olmayan
¢alismalarin oldugu goériilmektedir. Mevcut ¢alisma ile alan yazin biiyiik oranda benzerlik gostermektedir.

Arastirmaya katilan bireylerin medeni durumlaria gore mutluluk diizeyleri incelendiginde, istatistiksel
acidan anlamli bir farklilik bulunmamistir. Demir ve Duman (2019) yaptiklar1 arastirmada katilimeilarin
medeni durumlarina gére mutluluk diizeyleri arasinda farklilik tespit etmislerdir. Soyler vd. (2022) spor
salonlaria devam eden bayanlarin mutluluk diizeylerine etkisini incelemek i¢in yaptiklar1 aragtirmada farklilik
tespit edilmemistir. Tutar (2023) fitness katilimcilarimin medeni durumlarina yonelik gergeklestirdikleri
aragtirma kapsaminda mutluluk diizeyleri arasinda anlaml farklilik tespit etmislerdir. Evlilerin mutluluk
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diizeyleri bekarlara gore daha yiiksek oldugu goriilmiistiir Suna (2022), rekreatif amagh kayak yapan bireyler
ile yaptiklar1 arastirma kapsaminda katilimcilarin medeni durumlart ile mutluluk diizeyleri arasinda fark
oldugu tespit edilmistir. Mevcut ¢alisma ile alan yazin incelendiginde kismi benzerlik olsa da biiyiik oranda
mevcut ¢alisma alan yazini destekler nitelikte degildir.

Mutluluk Puanlarmin  “Egitim Durumu” degiskenine gore Kruskal Wallis Testi Sonuglar
incelendiginde, Egitim Durumu degiskenine gore Mutluluk’da istatistiksel agcidan anlamli bir farklilik tespit
edilememigtir. (p>0,05). Soyler vd. (2022) gergeklestirdikleri arasgtirma kapsaminda bireylerin egitim
durumlarina gére mutluluk diizeylerinde anlamli farkliliklar bulmuslardir. Kahveci (2020) Taekwondocular
iizerinde gergeklestirdigi arastirmada katilimcilarin egitim durumlarina goére mutluluk diizeyleri arasinda
farkliligin olmadig: tespit etmislerdir. Demir ve Duman (2019), bireylerin spor yapma durumlarina gore
mutluluk diizeylerini inceledigi arastirma kapsaminda katilimcilarin egitim durumlarina gore farklilik tespit
edilmemigtir. Tutar (2023), fitness sporu yapan bireyler ilizerine gergeklestirdigi arastirma sonucunda
katilimcilarin egitim durumlarina goére bir farklilik tespit edilememistir. Suna (2022) gergeklestirdigi arastirma
kapsaminda kayak sporu yapan bireylerin egitim durumlarina gére mutluluk diizeyleri arasinda farklilik tespit
etmigtir. Lise mezunlarinin iiniversite ve ortadgretim mezunlarindan daha yiiksek mutluluk diizeyleri
gorlilmiistiir. Mevcut aragtirma ile alan yazinda yer alan ¢alismalara bakildiginda kismen benzer ve benzer
olmayan calismalarin oldugu goriilmektedir. Mevcut caligma ile alan yazin biiyiikk oranda benzerlik
gostermektedir.

Eglence amacli sualt1 hokeyi oynayan bireylerin mutluluk diizeyleri incelendiginde yas, medeni durum
ve egitim diizeyi degiskenleri acisindan mutluluk diizeyinde farklilik gostermedigi seklinde agiklanabilir.

Literatiirde oldukga kisitli sayida profesyonel, elit sporcularin mutluluk diizeylerine yonelik ¢aligma
rastlanmistir. Spor ve mutluluk kavramlar oldukea ilgili ve 6nemli oldugundan bu konuya dair ¢aligmalarin
arttirilmasi olduk¢a 6nemlidir. Bu ¢alisma daha ¢ok degisken ve genis katilimci igeren galigmalarin alt yapisini
olusturabilecek ve destekler nitelikte oldugu soylenebilir.
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Bu calismada, okul yoneticilerinin yasam mutlulugunun is performansina etkisi olup olmadigi ve yasam mutlulugunun
demografik faktorlere gore anlamli bir farklilik gosterip gostermedigi arastirilmaktadir. Bu dogrultuda resmi kurumlarda gorev yapan
okul yoneticilerine yonelik bir uygulama gergeklestirilmistir. Anket tekniginin kullanildig1 arastirmadan elde edilen veri setleri, SPSS
paket programi ile degerlendirilmistir. Bu program kapsaminda gergeklestirilen analizler sonucunda; yasam mutlulugu ve is
performansi arasinda pozitif yonli bir iligki tespit edilmis, yasam mutlulugundaki 1 birimlik artisin yoneticilerin is performansi
tizerinde 1.237 birimlik bir artisa neden oldugu saptanmustir. Bununla birlikte yagam mutlulugunun egitim diizeyine, yasa gore, medeni
duruma gore, gelire gore, gorev yapilan okul tiiriine gore ve gorev siiresine gore anlamli bir farklilik gosterdigi belirlenmistir.

Anahtar Kelimeler: Is Performansi, Okul Yo6netimi, Yasam Mutlulugu, Yonetici Davranisi.

ABSTRACT

This study investigates whether the life happiness of school administrators has an impact on job performance and whether life
happiness shows a significant difference according to demographic factors. In this direction, an application has been carried out for
school administrators working in official institutions. The data sets obtained from the research where the survey technique has been
used have been evaluated with SPSS package program. As a result of the analyses carried out within the scope of this program; a
positive relationship has been found between life happiness and job performance, and it has been determined that a 1-unit increase in
life happiness caused a 1,237-unit increase in managers' job performance. However, it has been determined that life happiness showed
a significant difference according to education level, age, marital status, income, school type, and tenure.
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1. INTRODUCTION

Educational practices are activated with strong and effective management studies and at the same time,
information flow is provided. Essentially, school; When considered with a holistic approach, management
philosophy should be in cooperation with planning. For all actors, the curriculum must have an important
mission and be central. Basically, the main point is; It is possible to reveal possible management problems
during the educational activity in the classroom. In this context, it is desired to emphasize that a successful
school administration, increasing student productivity, and high standard education and training activities
depend on appropriate management projections and programs. Considering that school administrators
undertake the leadership mission, the management of the educational curriculum together with learning; The
curriculum also includes coordination and control functions. In the context of the leadership of school
principals, the dimension of managing learning and school program undertakes the coordination and control
of the curriculum and teaching. When evaluated in the context of a country, school programs constitute the
fleshed-out form of education policies. In general, while preparing school programs, it should be aimed to raise
individuals with critical thinking by considering the personal qualities of the students, and differences should
be considered as richness. In order for the school administrator to be successful, he must understand the roles
of the employees well and exhibit appropriate behaviours. The ability of schools to achieve their predetermined
objectives depends on the efficiency of the school principal, who is responsible for all of the work and
operations in the school. Studies on effective school show that school management has a critical importance
in the formation of impactive school (Balci, 2002). Since educational activities are considered extremely
important today, many studies are carried out to increase the success of education. Since the performance of
school principals, who are the managers of educational institutions, will increase the quality of education, it is
also important to determine the variables affecting the performance of school principals. Therefore, with this
study, the possible impact of life happiness of school administrators on job performance will be examined.

2. LITERATURE REVIEW
2.1. Job Performance

The concept of job performance is a difficult to understand concept that does not have a generally agreed
definition among the authors. Stefan (2011) defines performance as the result of actions over a period of time.
Campbell (1990) defines performance as behavior or actions related to the goals of the organization. On the
other hand, Viswesvaran and the Ones (2000) introduces a combination of the above definitions by defining
performance as measurable actions, behaviours and outcomes in which employees participated, which are
related and contribute to the goals of the organization (Erbas, 2019).

The re-evaluation of the concept of performance has been and continues to be a priority of economic
research, finding indicators that better reflect the intricacies of the functioning of economic assets. The concept
of performance is a reference both in theoretical approaches and in practice due to the fact that the field of
economic performance includes various terms, most importantly competitiveness, efficiency, profitability,
business growth. In a simple etymological analysis of this term, we can find that it is a term with wide use in
various fields (sports, mechanics, economy), and this term turns into a very meaningful term over time on the
basis of the covered field activity (Uyargil, 2013, pp. 23-25). Regardless of the domain, the term performance
leads us to success, competition, action, effort, and progress. If we want to provide a universal definition of
performance, we must perceive it as a system of sometimes contradictory, sometimes even contradictory,
complementary parameters, drawing on the results obtained by the analysed subject and the process of
obtaining these results (Tutum, 2014, pp. 41-43). Assessing an organization's employee as part of a
performance appraisal is a difficult process that requires patience. Because today, the job performance of
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employees is affected by many factors. The organizational system that aims to plan, evaluate and improve the
performance of employees, which considers the concept of performance evaluation as a dynamic process, is
today called the performance management system (Bastemur, 2006, pp.34-37).

Job performance is defined as “the total expected value for the organization of discrete parts of behavior
that an individual performs over a standard period of time. This definition is a slightly revised version of the
definition of performance presented in a previous publication in connection with the theory of individual
differences in task and contextual performance” (Motowidlo et al., 1997, pp.71). According to Murphy (1989,
p. 227), job performance can be defined as “the sequence of behaviours related to the goals of the organization
or organizational unit in which a person works”. Therefore, an individual's job performance plays a vital role
in the growth of an organization. This is because it highly influences the performance of the overall firm and
also functions as a key variable in business and organizational psychology. However, individual job
performance is not constant and can fluctuate over time. Research has shown that by changing the time spent
in a particular job, an individual's performance changes. At the same time, individual performance changes as
a result of learning, and high performance is always the result of a better understanding of a particular job
rather than putting more effort into it. Furthermore, fluctuating individual job performance may result from
patterns of change within the individual or changes in the psycho-physiological state of the individual (Zacher,
2009).

On the other performance is considered one of the most important structures in human resources
research. Motowidlo et al. (1997) state that an individual's behavior may differ from work performance over
time in the workplace. This is because behavior is what people do, and job performance is the predictable and
expected organizational value of what people do. Therefore, not all actions are classified as performance, and
not all actions can solve organizational problems. Only actions that are relevant and scalable and can be
measured are considered organizational value, goals, and success performance. Due to the importance of
fiction in human resources work, job performance can be a key indicator of the effectiveness of an
organization's human resource management system. When individuals are well educated and equipped, the
ability to compete at a national and even international level improves the performance of employees. Thus,
this helps to achieve economic success and increase the reputation of the organization (Ferguson & Reio,
2010).

Empirical evidence has shown that performance rewards are a powerful management tool that can be
used to build a high-performing organization as their contributions and efforts motivate individuals to perform
better as they are recognized, valued, and appreciated. Research has shown that monetary rewards and
incentives play an important role in attracting and retaining the best performing employees. Trahant and
Yearout (2006) suggested that employers should ensure that meaningful financial rewards are set aside for
employee outstanding performance. This is because employees do not take the reward and incentive systems
and principles seriously if financial rewards are not given.

Today, performance-based income is a common type of payment system in many organizations.
According to established human resource management models, performance-based payment is a unique
payment system that functions as one of the key roles in human resources strategies together with the
performance evaluation system (Fombrun et al., 1984). It is also known as one of the financial reward systems
that differs from traditional payment systems and is often carried out collectively (Shelley, 1999). Helm et al.
(2007) note that although many organizations implement pay-for-performance programs, very few
organizations define and specify the goals of their performance management systems, align goals with
corporate strategic plans, and even evaluate the conditions or process of success.

2.2. Life Happiness
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Happiness and meaning in life are indirectly related to both anxiety and depressive symptoms through
their positive association with perceived stress (Hills & Argyle, 2002). Happiness has been defined as a
permanent, complete and justified satisfaction from life as a whole. According to Kraut (1979), happiness
involves the belief that a person is getting the important things they want and some pleasant impacts that
normally go along with that belief. According to Hills and Argyle (2002) “happiness is a multidimensional
structure that includes both emotional and cognitive elements”. Three main components of happiness have
been identified. These are frequent positive emotions or joy, a high average level of satisfaction over a period
of time, and the absence of negative emotions such as depression and anxiety.

The study of happiness theories is important because it describes how people think about happiness,
which can be associated with certain behaviours toward self and others that aim to increase happiness. The
goal theory claims that happiness is gained when a situation, goal, or need is fulfilled. Activity theories
emphasize that happiness can be achieved through social interaction, leisure, or other specific activities.
According to the goal theory introduced by Wilson in 1960, meeting needs leads to happiness, and unmet needs
lead to unhappiness (Diener & Ryan, 2009). The foundations of well-being are seen as the last point to be
reached in theory. This means that the theory is based on the assumption that subjective well-being occurs
when a person succeeds in his effort to achieve the desired goals. Ryan and Deci's (2000) Self-Determination
Theory has suggested that the individual has some innate needs that he or she seeks to fulfill in order to achieve
well-being.

According to the Psychological Well-Being Theory; the term hedonic well-being is normally used to
express subjective feelings of happiness. It consists of two components, the emotional component (high
positive impact and low negative impact) and the cognitive component (life satisfaction). It is suggested that
when both positive emotion and life satisfaction are high, the individual experiences Happiness. The lesser-
known term Eudaimonic well-being is used to refer to the purposeful aspect of psychological well-being.
Psychologist Carol Ryff has developed a very clear model that divides Eudaimonic well-being into the six
basic types of psychological well-being. Theories about psychological well-being often focus on understanding
the structure or dynamics of psychological well-being. The separation of psychological well-being into hedonic
and Eudaimonic components and Carol Ryff's model are widely accepted theories regarding the structure of
psychological well-being (Ryff & Keyes, 1995, pp. 722-724).

When it comes to the dynamics of psychological well-being, it is important to recognize that to some
extent it is relatively stable and will be influenced by both previous experiences and the underlying personality.
Stressful experiences can predispose people to later mood and anxiety disorders. On the other hand, exposure
to extremely traumatic events can help build resilience and actually maintain psychological well-being. For
example, children exposed to moderately stressful events seem to be better able to cope with subsequent
stressors (Ryff & Keyes, 1995, pp. 722-724). While basic psychological well-being is fairly stable, everyday
events and experiences also make an impact. For example, even the most resilient person may eventually
become very low or depressed if their daily experience is consistently uncomfortable. There is strong evidence
to suggest that prolonged exposure to work-related stressors will have a negative impact on psychological
well-being. Therefore, as mentioned, short-term periods of distress can be helpful in building endurance (Sirin
& Ulas, 2015).

The theory of multiple inconsistencies has been developed by Michalos in 1985. This theory suggests
that the subjective well-being of individuals depends on comparisons made based on a multitude of criteria.
Individuals compare past circumstances with themselves, other people's standards, goals, and ideal levels of
fulfillment to determine their subjective levels of well-being. By comparing existing conditions with ideal
standards, the individual decides his level of well-being; to find the current situation higher than ideal standards
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means that inconsistency results in increased satisfaction, and vice versa, inconsistency results in decreased
satisfaction (Diener, 1984).

Dynamic equilibrium theory has been proposed by Headey and Wearing (1989). In this theory, it is
claimed that the level of subjective well-being is kept constant without significant life events taking place, and
that if an experience leads to a change in subjective well-being, it returns to the previous level after a while. In
the model, personality is the main determinant of individuals' basic level of subjective well-being (Headey,
2008). In other words, even if the subjective well-being levels of individuals change after positive and negative
events, they return to the level of balance determined by their personality. It is also stated that there is a
relationship between being good (life satisfaction, positive impacts) and bad.

In the literature, many terms are happily used interchangeably, including life satisfaction, flow, peak
experiences, well-being, and quality of life. Reflecting a psychological or subjective well-being, happiness
refers to a state of mind associated with the success or satisfaction of desires or needs. Saturation is similar to
happiness, but it does not refer to a state of mind. That is, success can be accompanied by a positive state of
mind, and the absence of success can be accompanied by negative emotions; however, mental state is not a
defining characteristic of satisfaction. Therefore, a person may or may not be satisfied with health, housing,
finances, etc.; happiness is a more global structure (Ozer & Karabulut, 2003).

Similar to life satisfaction, quality of life, another concept in the literature, although broader than
happiness, is another concept that is sometimes used interchangeably with happiness. Meeberg (1993, pp. 33-
35) identifies four critical attributes of quality of life. These are the feeling of satisfaction with one's life in
general, the mental capacity to evaluate one's own life in a satisfying or otherwise way, an acceptable state of
physical, mental, social and emotional health.

3. RESEARCH METHODOLOGY
3.1. The Population and Sample of the Research

The population of the research consists of school administrators working in official institutions. The
sample of the study consists of school administrators working in official institutions in Karaman. According
to the calculation for the sample volume, it has been determined that it would be sufficient to obtain data from
219 school administrators. In this context, data has been collected from 242 people on a voluntary basis. The
statistically reached sample humber represents the population for a margin of error of 5%. However, in general,
the number of samples between 200 and 300 is considered sufficient in screening type researches in social
sciences (Giirbiiz & Sahin, 2014).

3.2. The Data Collection Method and Data Analysis of the Research

The data obtained from the scales used within the scope of the research have been entered into the
computer environment and analysed using SPSS (Statistical Package for Social Sciences) program. The data
found to be incomplete and erroneous have been not included in the analysis. In addition, empty items in the
data set have been identified before the analysis has been started and the average values have been assigned
for the lost data. After this process, the total scores and subscores of the scales used have been calculated.
Descriptive statistical methods (number, percentage, frequency, average) have been used to evaluate the data.
It has been assumed that the sample should show a normal distribution in order to apply parametric test methods
to the evaluation of the data (Kalayci, 2010). The skewness and flatness values of the data have been examined
in order to evaluate the normality of the distributions for the obtained scores.

Skewness and kurtosis values have been examined to determine whether the variables used in the study

16



Anatolia Social Research Journal (2023)2 (2)

had a normal distribution. Kalayci (2010) states that if the skewness and kurtosis measure takes values in the
range of -3 to +3, it will show normal distribution. In the study, the flatness and distortion values of the end-
of-the-end scale are given in the table below. With the establishment of normality, the use of parametric
methods has been preferred in the analysis of the data. Simple linear regression analysis has been performed
to examine whether life happiness has an impact on job performance. In addition, differential analyses have
been performed to determine whether life happiness differed according to gender, age, education level, marital
status, income, branch and school type worked.

Table 1: Distortion and Flatness Values of Life Happiness and Job Performance

Variable Skewness Kurtosis
Life Happiness 0,441 -0,689
Job performance -0,433 -1,130

3.3. The Research Model

Relational screening model has been used in the study. In this context, life happiness and work
performance variables are discussed. Job performance has been used as the dependent variable and life
happiness has been used as the independent variable. The hypotheses put forward within the scope of the
research are as follows:

H1: Life happiness has a positive impact on job performance.

H2: Life happiness varies according to demographic characteristics, school type and tenure.
H2a: Life happiness varies according to gender.

H2b: Life happiness varies according to age.

H2c: Life happiness varies according to the level of education.

H2d: Life happiness varies according to marital status.

H2e: Life happiness varies according to income.

Has: Life happiness varies according to the branch.

H.g: Life happiness varies according to the school type worked.

H2h: Life happiness varies according to the duration of the task.

4. RESULTS

Table 1 contains descriptive statistics. As can be seen in this table, 32% of the managers participating
in the research are women and 68% are men. 69.4% of the sample are married and 30.6% are single. When
age distributions are examined, it is observed that 73.5% of the sample consists of managers between the ages
of 31-50. 80.8% of the managers have monthly income (including salary and additional courses) in the range
of TRY 19001-23000 and it is observed that 91.8% of them have been working for more than 5 years. In terms
of educational status, it is understood that the majority of 58.4% are undergraduate graduates. The proportion
of managers in the culture course branch has a majority in the sample with 44.7%. However, when examined
in terms of school type, it is observed that there is a balanced distribution among the subgroups in terms of
sample.

Table 2: Descriptive Statistics

Frequency Percent
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Female 70 32%
Gender
Male 149 68%
. Single 67 30.6 %
Marital Status .
Married 152 69.4 %
20-30 26 119%
31-40 82 374 %
Age
41-50 79 36.1 %
51 and older 32 14.6 %
TRY 17000-19000 9 4.1 %
TRY 19001-21000 89 40.6 %
Income TRY 21001-23000 88 40.2 %
TRY 23001-25000 24 11%
TRY 25000 and above 9 41%
1-5 Years 18 8.2%
6-11 Years 59 26.9 %
Tenure 12-17 Years 57 26%
18-23 Years 42 192 %
24 years and more 43 19.6 %
Associate 11 5%
. Bachelor's Degree 128 58.4 %
Education Level
Post-Graduate 73 33.3%
Doctorate 7 3.2%
Vocational Course 51 23.3%
Culture Course 98 44,7 %
Line of Business Class Teacher 41 18.7%
Kindergarten Teacher 6 2.7%
Other 23 105 %
Basic Training 60 274 %
Secondary 60 274 %
School Type Religious Teaching 25 114 %
Vocational and_ Technical 62 28.3 %
Education
Other 12 55%

The internal consistency values obtained as a result of the reliability analysis performed for the scales
used in the research are expressed in Table 3. Since Cronbach's Alpha values are greater than 0.6, it has been
determined that there is high internal consistency (Akgiil & Cevik, 2003).

Table 3: Alpha Values for Life Happiness and Job Performance

Variable Cronbach's Alpha
Life Happiness 0,909
Job performance 0,956

The results of simple linear regression analysis performed to test the hypotheses put forward in the
research are shown in Table 4.

Table 4: Regression Analysis Results

Non-standardized Standardized
Model Coefficients Coefficients t Sig. 2 = quel
B Std. Error Beta Sig.
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-0,448

0,276

-1,621

0,106

0,516 | 231,686

0,000

Life Happiness

1,237

0,081

0,719

15,221

0,000

As can be seen in the table above, in the established regression equation, the impact of life happiness on
the level of work performance has been found to be statistically significant. Life happiness has been found to
explain 51.6% of the variance in the job performance score [F(1.217=231.686); p<0.001)]. When the
standardized beta coefficient has been examined, it has been found that life happiness had a positive and
significant predictive impact on work performance (= 0.72; p<0.001). Thus, hypothesis H1 has been accepted.

Table 5: T Test for Life Happiness and Gender

Average of .
Variances T test for Equality of Averages
Standard Difference in 95%
. Sig. (2- | Average tandar Confidence
F Sig. t df ; ; Error Interval
tailed) Difference difference nterva
Lowest | Highest
Acceptance ) )
_ of fequal 0.18 0,672 1,395 217 0,164 -0.11192 0.08022 0.27002 0.04618
Life variances
Happiness | Rejection ) )
of _equal 1,352 125,171 0,179 -0.11192 0.08277 0.27573 0.05189
variances

As seenin Table 5, it has been found that life happiness did not show a statistically significant difference
according to gender. Therefore, hypothesis Hz, has been rejected. Table 6 shows the gender-based mean and
standard deviation values of the variables.

Table 6: Gender Based Average and Standard Deviation Values of Variables

Standard
Gender N Avg. Deviation
Female 70 3.2773 0.58632
Life Happiness
Male 149 3.3893 0.53763

As seen in Table 7, a statistically significant difference in life happiness has been found in favour of
married people in both groups according to marital status. Thus, hypothesis Hzq has been accepted.

Table 7: T Test for Life Happiness and Marital Status

Q/\gerrizgi:sf T test for Equality of Averages
Sig. Average Standard Diffe_:rence in 95%
F Sig. t df (2- Difference Error Confidence Interval
tailed) difference Lowest Highest
Acceptance
of equal 13,876 | 0,000 4 5-69 217 0,000 -0.3558 0.0778 -0.5093 -0.2023
Life variances '
Happiness | Rejection
of _equal 5 (;19 159.17 | 0,000 -0.3558 0.0708 -0.4958 -0.2157
variances '

Table 8 shows the mean and standard deviation values of the variables based on marital status.

Table 8: Marital Status Based Average and Standard Deviation Values of Variables

Marital Status N Avg. Standard Deviation
Single 67 3.1065 0.44248
Life Happiness
Married 152 3.4623 0.56549
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As can be seen in Table 9, as a result of the one-way analysis of variance (ANOVA) conducted to
determine whether life happiness showed a significant difference according to age, the difference between the
arithmetic averages of the groups has been found to be significant. Thus, hypothesis Ha, has been accepted.

Table 9: One-Way Analysis of Variance for Life Happiness and Age (ANOVA) and Standard Deviation Values

Sum of Squares Degree of freedom: ? vg. of F p
guares
Life Between Groups 8,841 3 2,947
Happiness Intra-Group 58,254 215 0,271 10,877 0,000
PP Total 67,095 218
Standard
N Avg. Deviation
20-30 26 2.9828 0.34788
Lif 31-40 82 3.2254 0.51299
e 41-50 79 3.5037 0.57288
Happiness
51 and older 32 3.6121 0.51787
Total 219 3.3535 0.55478

Complementary Post-Hoc analyses have been initiated in order to examine which groups had the
significant difference determined by ANOVA analysis. In order to decide which Post-Hoc multiple comparison
technique to use after ANOVA analysis, as can be seen in Table 10, the homogeneity of the variances has been
first checked through the Levene Test and it has been seen that the variances have been not homogeneous.
After this process, the Games Howell multiple comparison technique, which is used in cases where the
variances are not homogeneous, has been preferred.

Table 10: Results of the Variance Homogeneity Test on Life Happiness Levels

df2
215

Sig.
0,009

Levene Statistic dfl
3,986 3

Life Happiness

As can be seen in Table 11, as a result of the Games Howell test, which has been conducted to determine
between which age groups the perception of life happiness of the participants constituting the sample group
showed a significant difference, it has been determined that the difference in question has been in favour of
the 41-50 age group among all other groups except the age group of 51 and above.

Table 11: Games Howell Test Results for Life Happiness and Age Scores

Dependent m () AGE Average Standard Sig 95% Confidence Interval
Variable AGE Difference (1-J) Error ) Lower Bound | Upper Bound

31-40 -.24264 0.08868 0,039 -0.4767 -0.0085

20-30 41-50 -.52095 0.09386 0,000 -0.7679 -0,274

51 and older -.62931 0.11417 0,000 -0.9319 -0.3267

. 20-30 .24264 0.08868 0,039 0.0085 0.4767

H Ln_‘e 31-40 41-50 -.27831 0.08581 0,008 -0.5012 -0.0555

appiness 51 and older -.38667 0.10766 0,004 -0.6717 -0.1016

Games- 20-30 .52095 0.09386 0,000 0,274 0.7679

Howell 41-50 31-40 .27831 0.08581 0,008 0.0555 0.5012

51 and older -0.10836 0.11196 0,768 -0.4038 0.1871

51 and 20-30 .62931 0.11417 0,000 0.3267 0.9319

older 31-40 .38667 0.10766 0,004 0.1016 0.6717

41-50 0.10836 0.11196 0,768 -0.1871 0.4038

As can be seen in Table 12, a significant difference has been found between the arithmetic means of the
groups as a result of the one-way analysis of variance (ANOVA) conducted to determine whether life
happiness showed a significant difference according to income. Thus, hypothesis H,. has been accepted.

Table 12: ANOVA and Standard Deviation Values for Life Happiness and Income

Sum of
Squares

Avg. of
Squares

Degree of freedom: F p
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Between Groups 6,595 4 1,649
Life Intra-Group 60,501 214 0,283 5,832 0,000
Happiness
Total 67,095 218
Standard
N AVg. Deviation
TRY 17000-19000 9 2.8008 0.13105
) TRY 19001-21000 89 3.2383 0.51506
Ln_‘e TRY 21001-23000 88 3.5051 0.57029
Happiness
TRY 23001-25000 24 3.4885 0.54633
TRY 25000 and above 9 3.2031 0.48197

Complementary Post-Hoc analyses have been initiated in order to examine which groups had the
significant difference determined by ANOVA analysis. After ANOVA analysis, the homogeneity of the
variances has been checked through the Levene Test in Table 13 in order to decide which Post-Hoc multiple
comparison technique to use, and it has been seen that the variances have been not homogeneous. After this
process, the Games Howell multiple comparison technique, which is used in cases where the variances are not
homogeneous, has been preferred

Table 13: Results of the Variance Homogeneity Test on Life Happiness Levels

Levene Statistic dfl df2 Sig.
Life Happiness 4,096 4 214 0,003

As can be seen in Table 14, as a result of the Games-Howell test, which has been conducted to determine
between which income groups the perception of life happiness of the participants constituting the sample group
showed a significant difference, the difference in question is between the manager group with a monthly
income of TRY 17000-19000 and the manager group with a monthly income of TRY 25000 or more between
all other groups except the manager group with a monthly income of TRY 17000-19000 group. It has been
determined that the difference between the manager group with monthly income between TRY 21001-23000
and the manager group with monthly income between TRY 19001-21000 has been realized in favour of the
managers with monthly income between TRY 21001-23000.

Table 14: Games Howell Test Results for Life Happiness and Income Level

5 dent " Mean siq 95%I Ctonfidlence
epenaen . . . nterva
Vgriable INCOME (J) INCOME le(ffle_r\]e)nce Error Sig. Lower Upper
Bound Bound
TRY 19001-21000 -0.43751 0.06992 | 0,000 -0.6366 -0.2384
TRY 17000- | TRY 21001-23000 -0.70433 0.07486 | 0,000 -0.9160 -0.4927
19000 TRY 23001-25000 -0.68774 0.11977 0,000 -1.0362 -0.3393
TRY 25000 and above -0.4023 0.16649 | 0,194 -0.9598 0.1552
TRY 17000-19000 0.43751 0.06992 0,000 0.2384 0.6366
TRY 19001- | TRY 21001-23000 -0.26681 0.08171 | 0,011 -0.4921 -0.0416
21000 TRY 23001-25000 -0.25023 0.12417 | 0,280 -0.6073 0.1069
Life Game TRY 25000 and above 0.03521 0.16968 | 1,000 -0.5238 0.5943
Happine Hg\'Ne TRY 17000-19000 0.70433 0.07486 | 0,000 0.4927 0,916
ss I TRY 21001- | TRY 19001-21000 0.26681 0.08171 | 0,011 0.0416 0.4921
23000 TRY 23001-25000 0.01659 0.12701 1,000 -0.3471 0.3803
TRY 25000 and above 0.30203 0.17177 | 0,443 -0.2588 0.8628
TRY 17000-19000 0.68774 0.11977 0,000 0.3393 1.0362
TRY 23001- | TRY 19001-21000 0.25023 0.12417 | 0,280 -0.1069 0.6073
25000 TRY 21001-23000 -0.01659 0.12701 | 1,000 -0.3803 0.3471
TRY 25000 and above 0.28544 0.19557 0,601 -0.3126 0.8835
TRY 17000-19000 0.40230 0.16649 | 0,194 -0.1552 0.9598
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TRY 25000 TRY 19001-21000 -0.03521 0.16968 1,000 -0.5943 0.5238
and above TRY 21001-23000 -0.30203 0.17177 0,443 -0.8628 0.2588
TRY 23001-25000 -0.28544 0.19557 0,601 -0.8835 0.3126

As can be seen in Table 15, as a result of the one-way analysis of variance (ANOVA) conducted to
determine whether the life happiness of the individuals showed a significant difference according to tenure,
the difference between the arithmetic averages of the groups has been found to be significant. Thus, hypothesis
H2n has been accepted.

Table 15: ANOVA and Standard Deviation Values for Life Happiness and Tenure

Sum of Squares | Degree of freedom: :‘ vg. of F p
guares
Between Groups 9,977 4 2,494
y Life Intra-Group 57,118 214 0,267 9,345 0,000
appiness
Total 67,095 218
Standard
N Avg. Deviation
1-5 Years 18 3.0747 0.36479
6-11 Years 59 3.0883 0.45143
Life
Happiness 12-17 Years 57 3.3829 0.56220
18-23 Years 42 3.6174 0.62510
24 years and more 43 3.5373 0.47096

Complementary Post-Hoc analyses have been initiated in order to examine which groups had the
significant difference determined by ANOVA analysis. In order to decide which Post-Hoc multiple comparison
technique to use after ANOVA analysis, as can be seen in Table 16, the homogeneity of the variances has been
first checked through the Levene Test and it has been seen that the variances have been not homogeneous.
After this process, the Games Howell multiple comparison technique, which is used in cases where the
variances are not homogeneous, has been preferred.

Table 16: Homogeneity Test Results of VVariance on Life Happiness and Tenure

Levene Statistic dfl df2 Sig.
Life Happiness 4,120 4 214 0,003

As can be seen in Table 17, as a result of the Games-Howell test, which has been conducted to determine
between which age groups the perception of life happiness of the participants constituting the sample group
showed a significant difference, it has been determined that the difference in life happiness occurred against
the 1-5 years group between the 1-5 years and the 1-5 years group between the 18-23 years group and the 24
years and over group. It has been found to be in favour of the 6-11 group in all other groups except the 6-11
years group and the 1-5 years group.

Table 17: Games Howell Test Results for Life Happiness and Tenure

95% Confidence
D\igﬁgﬁgt (1) Tenure (J) Tenure Mean ([I)_|‘f]f)erence Std. Error Sig. Lowerl ntervalupper
Bound Bound
6-11 Years -0.01354 0.10415 1,000 -0.3133 0.2862
Games- 1-5 Years 12-17 Years -0.30823 0.11374 0,068 -0.6316 0.0151
Howell 18-23 Years -0.54269 0.12921 0,001 -0.9077 -0.1776
24 years and more -0.46258 0.11203 0,002 -0.7822 -0.1429
Life 1-5 Years 0.01354 0.10415 1,000 -0.2862 0.3133
Happiness 6-11 Years 12-17 Years -0.29469 0.09486 0,020 -0.5579 -0.0315
18-23 Years -0.52915 0.11295 0,000 -0.8454 -0.2129
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24 years and more -0.44904 0.09280 0,000 -0.7075 -0.1906

1-5 Years 0.30823 0.11374 0,068 -0.0151 0.6316

12-17 Years 6-11 Years 0.29469 0.09486 0,020 0.0315 0.5579
18-23 Years -0.23447 0.12186 0,313 -0.5743 0.1054

24 years and more -0.15435 0.10346 0,570 -0.4419 0.1332

1-5 Years 0.54269 0.12921 0,001 0.1776 0.9077

18-23 Years 6-11 Years 0.52915 0.11295 0,000 0.2129 0.8454
12-17 Years 0.23447 0.12186 0,313 -0.1054 0.5743

24 years and more 0.08012 0.12026 0,963 -0.2559 0.4161

1-5 Years 0.46258 0.11203 0,002 0.1429 0.7822

24 years 6-11 Years 0.44904 0.09280 0,000 0.1906 0.7075
and more 12-17 Years 0.15435 0.10346 0,570 -0.1332 0.4419
18-23 Years -0.08012 0.12026 0,963 -0.4161 0.2559

As can be seen in Table 18, as a result of the one-way analysis of variance (ANOVA) conducted to
determine whether the life happiness of the individuals showed a significant difference according to the level
of education, the difference between the arithmetic averages of the groups has been found to be significant in
both variables. Thus, hypothesis Ha. has been accepted.

Table 18: ANOVA and Standard Deviation Values for Life Happiness and Education Level

Degree of Avg. of
Sum of Squares fre%dom: Squgares F p
Life Between Groups 2.74 3 0,913
Happiness Intra-Group 64,356 215 0,299 3,051 0,030
Total 67,095 218
Standard
N Avg. Deviation
Associate 11 3 0.31679
Life Bachelor's Degree 128 3.3766 0.54896
Happiness Post-Graduate 73 3.4043 0.58681
Doctorate 7 2.9557 0.21874

Complementary Post-Hoc analyses have been initiated in order to examine which groups had the
significant difference determined by ANOVA analysis. In order to decide which Post-Hoc multiple comparison
technique to use after ANOVA analysis, as can be seen in Table 19, the homogeneity of the variances has been
first checked through the Levene Test and it has been seen that the variances have been not homogeneous.
After this process, the Games Howell multiple comparison technique, which is used in cases where the
variances are not homogeneous, has been preferred.

Table 19: Variance Homogeneity Test Results on Life Happiness and Education Level

Levene Statistic dfl df2 Sig.
Life Happiness 6,117 3 215 0,001

As can be seen in Table 20, as a result of the Games-Howell test, which has been conducted to determine
between which education level groups the perception of life happiness of the participants constituting the
sample group showed a significant difference, it has been determined that the difference in life happiness has
been realized between the associate education group and the undergraduate education group and the graduate
education group against the associate degree education group. It has been determined that it has been realized
between the doctoral education group and the undergraduate education group and the master's education group
against the doctoral education group.

Table 20: Games Howell Test Results for Life Happiness and Education Level

Dependent Std. . 95% Confidence
Variable () ED (9) ED Error Sig. Interval
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Mean Lower Upper
Difference PP
Bound Bound
(1-J)
Bachelor's Degree -0.37662 0.10713 0,014 -0.6837 -0.0696
Associate Post-Graduate -0.40435 0.11764 0,012 -0.7308 -0.0779
Doctorate 0.04433 0.12633 0,985 -0.3176 0.4062
Associate 0.37662 0.10713 0,014 0.0696 0.6837
Undergraduate Post-Graduate -0.02773 | 0.08409 | 0,988 -0.2463 0.1909
Doctorate 0.42095 0.09586 0,005 0.1315 0.7104
Games- Associate 0.40435 0.11764 0,012 0.0779 0.7308
Howell Post-Graduate Bachelor's Degree | 0.02773 | 0.08409 | 0,988 -0.1909 0.2463
Doctorate 0.44868 0.10748 0,003 0.1422 0.7552
Associate -0.04433 0.12633 0,985 -0.4062 0.3176
Bachelor's Degree -0.42095 0.09586 0,005 -0.7104 -0.1315
Doctorate Post-Graduate -0.44868 0.10748 0,003 -0.7552 -0.1422
Bachelor's Degree -0.95379 0.17611 0,001 -1.4945 -0.4131
Post-Graduate -1.16614 0.18812 0,000 -1.7208 -0.6115

As can be seen in Table 21, as a result of the one-way analysis of variance (ANOVA) conducted to
determine whether the life happiness of the individuals showed a significant difference according to the branch,
the difference between the arithmetic averages of the groups has been not found to be significant in both
variables. Therefore, hypothesis w2t has been rejected.

Table 21: ANOVA and Standard Deviation Values for Life Happiness and Branch

Sum of Squares | Degree of freedom: Avg. of F p
Squares
Between Groups 2,011 4 0,503
Life Happiness Intra-Group 65,084 214 0,304 1,653 0,162
Total 67,095 218
Standard
N Avg. Deviation
Vocational Course 51 3.4192 0.53324
Culture Course 98 3.3054 0.58597
Life Happiness Class Teacher 41 3.2616 0.47249
Kindergarten Teacher 6 3.3276 0.52284
Other 23 3.5832 0.57465

As can be seen in Table 22, as a result of the one-way analysis of variance (ANOVA) conducted to
determine whether the life happiness of the individuals showed a significant difference according to the school
type, the difference between the arithmetic averages of the groups has been found to be significant in both
variables. Thus, hypothesis Hzg has been accepted.

Table 22: ANOVA and Standard Deviation Values for Life Happiness and School Type

Sum of Squares Degree of freedom: Avg. of F p
Squares
Lif Between Groups 4.3 4 1,075
e Intra-Group 62,796 214 0,293 3,663 0,007
Happiness
Total 67,095 218
Standard
N Avg. Deviation
| Basic Training 60 3.4598 0.49311
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Secondary 60 3.3046 0.62212

Life Religious Teaching 25 3.0055 0.38728
Happiness Vocational and Technical Education 62 3.4388 0.5598
Other 12 3.3506 0.51333

Complementary Post-Hoc analyses have been initiated in order to examine which groups had the
significant difference determined by ANOVA analysis. In order to decide which Post-Hoc multiple comparison
technique to use after ANOVA analysis, the homogeneity of the variances has been checked through the
Levene Test, as can be seen in Table 23, and it has been seen that the variances are not homogeneous. After
this process, the Games Howell multiple comparison technique, which is used in cases where the variances are
not homogeneous, has been preferred.

Table 23: Results of the Homogeneity Test of Variance of the Level of Life Happiness in Relation to the school
type

Levene Statistic dfl df2 Sig.

Life Happiness 3,989 4 214 0,004

As can be seen in Table 24, as a result of the Games-Howell test conducted to determine between which
school type groups the perception of life happiness of the participants constituting the sample group showed a
significant difference, the difference in question has been made between the basic education school type group
and the religious education school group in favour of the basic education school type group, It has been
determined that vocational and technical education has been realized in favour of the vocational and technical
education school type group between the vocational and technical education school type group and the
religious teacher school type group.

Table 24: Life Happiness and Games for School Type Howell Test Results

Dependent (1) School _Mean ) 95% Confidence Interval
Variable Type (J) School Type Difference Std. Error Sig. Lower Upper Bound
(1-J) Bound
Secondary 0.15517 0.10249 0,556 -0.1290 0.4393
. Religious Teaching 0.45425 0.10026 0,000 0.1718 0.7367
B§5|_c Vocational and Technical

Training . 0.02095 0.09543 0,999 -0.2434 0.2853

Education
Other 0.10920 0.16128 0,959 -0.3874 0.6058
Basic Training -0.15517 0.10249 0,556 -0.4393 0.1290
Religious Teaching 0.29908 0.11158 0,067 -0.0133 0.6115
Secondary | Vocational and_ Technical -0.13422 0.10726 0,721 -0.4314 0.1629

Education
Other -0.04598 0.16855 0,999 -0.5553 0.4633
Basic Training -0.45425 0.10026 0,000 -0.7367 -0.1718
Games- . Secondary -0.29908 0.11158 0,067 -0.6115 0.0133

Howell Rellglpus Vocational and Technical

Teaching . -0.43330 0.10514 0,001 -0.7285 -0.1381

Education
Other -0.34506 0.16721 0,279 -0.8530 0.1629
Vocational Basic Training -0.02095 0.09543 0,999 -0.2853 0.2434
and Secondary 0.13422 0.10726 0,721 -0.1629 0.4314
Technical Religious Teaching 0.43330 0.10514 0,001 0.1381 0.7285
Education Other 0.08825 0.16436 0,982 -0.4135 0.5900
Basic Training -0.10920 0.16128 0,959 -0.6058 0.3874
Secondary 0.04598 0.16855 0,999 -0.4633 0.5553
Other Religious Teaching 0.34506 0.16721 0,279 -0.1629 0.8530
Vocational and Technical |, ngg5s 0.16436 | 0982 | -0.5900 0.4135

Education

The results of the hypothesis tests carried out according to the findings revealed as a result of the
analyses carried out with the data obtained for the hypotheses put forward within the scope of the research are
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expressed in Table 25. According to this table; Hi, Hab, Hac, Hzg, Hae, H2g and Han have been accepted, while
H2. and Hyr have been rejected.

Table 25: Hypothesis Results

Hypothesis Definition Conclusion
H1 Life happiness has a positive impact on job performance. Accepted
H2a Life happiness varies according to gender. Rejected
H2b Life happiness varies according to age. Accepted
H2c Life happiness varies according to the level of education. Accepted
H2d Life happiness varies according to marital status. Accepted
H2e Life happiness varies according to income. Accepted
H2f Life happiness varies according to branch. Rejected
H2g Life happiness varies according to the school type in which the task worked. Accepted
H2h Life happiness varies according to tenure Accepted

5. CONCLUSION

As a result of the research conducted for school administrators; it has been observed that life happiness
has a positive and high-level impact on job performance. However, it has been determined that life happiness
varies according to education level, age, marital status, monthly income, school type, and tenure. It has been
not found that life happiness did not show a statistically significant difference according to gender and branch.
In life happiness, it has been observed that married individuals exhibit more life happiness than single
individuals. It has been determined that the average of married individuals is high. When evaluated according
to age, it has been determined that managers in the 31-40 age range showed more life happiness than managers
in the 41-50 age range. When examined in terms of education level, it has been found that the happiness of life
of undergraduate and graduate school administrators has been higher than the school administrators who
graduated from associate and doctorate degrees. When life happiness is evaluated according to income level,
it is observed that the life happiness of those who have a monthly income between TRY 17000-19000 from
income groups is lower than that of managers with other income levels. When life happiness is evaluated
according to tenure, it is found that the experience time is lower in less school administrators than in more
administrators. When life happiness is evaluated according to the school type; It has been found that the life
happiness of the administrators in the basic education and vocational and technical education groups has been
higher than the administrators in the religious education group.

Removing school management from the scope of a secondary duty, staffing school administrators rather
than carrying out them by assigning them in the form of 4 + 4, can positively affect the life happiness of school
administrators. In addition, it is thought that drowning school administrators with legislation and narrowing
the areas of initiative adversely affect the happiness of life of administrators. When school administrators use
their right of appointment, the appointment of school administrators as teachers by taking over the school
administration adversely affects the happiness of life of school administrators. In addition, assigning
examination / investigation duties to school administrators prevents school administrators from performing
their primary duties and negatively affects life happiness.

The fact that the employees participating in this study are only school administrators limits the
generalizability of the study. Therefore, applying the study to teachers in future studies may be useful in order
to generalize the study. In addition, the fact that this study has been carried out only in a certain region and
province limits the generalization to be made on school administrators. In future studies, comparative practices
in different provinces may be useful for generalization on school administrators.
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oz

Tiiketicilerin e- pazaryerlerine olan ilgisi biitiin diinyada giderek artmaktadir. Bu ilgi ¢evrimigi ticaretin artan hacminden agik¢a
goriilmektedir. Ancak bu gelismenin dnemine ragmen, ¢evrimici anlik satin alma davranisim etkileyen faktorlere iliskin sinirh sayida

calisgma mevcuttur. Arastirmadaki bu boslugu doldurmak i¢in ¢aligmanin amaci, ¢evrimi¢i anlik satin alma davramginin oncillerini
tanimlayan bir model gelistirmektedir.

Uyaran-organizma-tepki (SOR) teorisini kullanan bu ¢alismanin amaci, e-pazaryerlerinde hizmet kalitesi ve giivenin, ¢evrimigi
anlik satin alma davranisi iizerindeki roliinii kesfetmeye ¢alismaktadir.

E-pazarlama platformundan, ¢evrimigi aligveris deneyimi yasayan tiiketicilerden ¢evrimigi anket araciligiyla toplam 315
gecerli veri toplandi. Bu veriler daha sonra hipotezleri ve dnerilen modeli test etmek i¢in yapisal esitlik modellemesi (YEM) ile analiz
edildi.

Sonuglarimiz goz oniine alindiginda, algilanan web sitesi kalitesinin ¢evrimici anlik satin alma tizerinde hafif ve olumsuz bir
etkisi oldugu goriiliiyor. Analizler, web sitesi kalitesinin, satictya olan giiven yoluyla miisterilerin ¢evrimi¢i anlik satin alma
davraniglarini etkiledigini gostermektedir. Bu arastirma, iyi organize edilmis bir ¢ergeve gelistirerek gevrimigi aligveriste anlik satin
almaya iliskin mevcut literatiire yeni bakis agilar1 sagliyor. Ayrica, ¢evrimigi anlik satin alma davraniginda giiven anlayisini da
genisletiyor.

Anahtar Kelimeler: E- Pazaryeri, Web Site Kalitesi, Giiven, Cevrimi¢i Anlik Satin Alma

Relationships Between Perceived Website Quality, Trust, and Online
Impulse Buying in E-Marketplaces
ABSTRACT

Consumers' interest in e-marketplaces is increasing all over the world. This interest is evident from the increasing volume of
online commerce. However, despite the importance of this development, there are limited studies on the factors affecting online impulse
buying behavior. To fill this gap in research, the aim of the study is to develop a model that identifies the antecedents of online impulse
buying behavior. Using stimulus-organism-response (SOR) theory, the aim of this study is to explore the role of service quality and
trust on online impulse buying behavior in e-marketplaces.

A total of 315 valid data were collected from the e-marketing platform through an online survey from individuals who had
online shopping experience. The data were analyzed using Structural Equation Modeling (SEM) to test the hypotheses and the proposed
model.

Our results show that website quality influences customer online impulse buying behavior through trust in the seller and trust
in the e-marketing platform. This research provides new insights into existing literature on impulse buying in online shopping by
developing a well-organized framework. Besides, It also expands the understanding of trust in online impulse buying behavior.
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EXTENDED ABSTRACT
Purpose

Consumers' interest in e-marketplaces is increasing all over the world. This interest is evident from the
increasing volume of online commerce. However, despite the importance of this development, there are limited
studies on the factors affecting online impulse buying behavior. To fill this gap in research, the aim of the
study is to develop a model that identifies the antecedents of online impulse buying behavior. Using stimulus-
organism-response (SOR) theory, the aim of this study is to explore the role of service quality and trust on
online impulse buying behavior in e-marketplaces.

Design /Methodology/ Approach

The population of the research is the customers of Trendyol Online Marketplace, one of Turkey's largest
e-marketplaces. Quantitative Research Method was used in the research. Surveys were collected using the
snowball sampling method. Surveys were conducted via an online survey in Google/forms. Data was collected
from social media such as Facebook, Instagram and WhatsApp. Participants are individuals aged 18 and over
who use Trendyol. The data was collected through an online survey within Turkey between 01 January and 30
June 2023. Initially, a pilot survey was conducted with 30 customers who shop on Trendyol. Participants were
asked whether there was any uncertainty by asking the scale items. In line with the participants' suggestions,
some items were redesigned. In addition, the obtained data were analyzed and the factor loadings and other
values of the items were checked. The survey design consists of three parts. In the first part, within the scope
of filtering questions, participants were asked whether they shopped on Trendyol online marketplace.
Consumers who did not shop online were excluded from the research. In the second part, the website quality
perception of Trendyol e-marketplace, the perception of trust in the platform and the seller, and online impulse
buying attitudes were asked. In the third part, the demographic (age and gender) and socioeconomic status
(monthly income, education level) of the participants were asked. The survey questions consist of 20 questions
(5-point Likert scale) and 5 definition questions. The survey questions consist of 20 questions with a 5-point
Likert scale and 5 definition questions. Respondents will answer their preferences from (1) “strongly disagree”
to (5) “strongly agree.” The data were analyzed using Structural Equation Modeling (SEM) to test the
hypotheses and the proposed model.

Findings

Considering our results, perceived website quality appears to have a slight and negative impact on online
impulse buying. Analysis shows that website quality influences customer online impulse buying behavior
through trust in the seller. Additionally, our other research findings are as follows;

Perceived website quality revealed a positive effect on seller trust (B = 0.691; p < 0.000). Perceived
website quality revealed a positive impact on trust in the platform (p = 0.784; p< 0.000). trust in the seller
positively affects online impulse buying ( = 0.238; p < 0.000). Trust in the platform negatively affects online
impulse buying (B =-0.238; p <0.349). Trust in the seller partially mediates the relationship between perceived
website quality and online impulse buying. Trust in the platform does not mediate the relationship between
perceived website quality and online impulse buying.

Practical implications

Current study findings provide guidance to consumers, e-marketplaces, and businesses. According to
the research results, consumers' feelings of trust in the seller affect their impulse purchasing intentions, but the
feeling of trust in the platform does not have a direct or indirect effect. For practical applications, the following
suggestions are offered to e-marketplace platform managers and businesses selling on e-marketplaces.
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With the widespread use of e-marketplaces, website quality has become much more important for
consumer trust. Therefore, managers must emphasize website quality to gain a competitive advantage and gain
customers' trust.

The research shows that website quality affects consumers' trust, and both phenomena affect online
impulse buying behavior. Consumers will be informed by seeing the effects of website quality, trust in the
platform and seller on online impulse buying. Perceived website quality in e-marketplaces, its effects on trust
and online impulse buying will make a significant contribution to the field of consumer behavior.

Platform managers will see that e-marketplace consumers' perception of trust in the seller and the
platform affects the website quality and triggers impulse buying. In addition, website quality is an important
driver of trust in both the seller and the platform.

Managers should create more user-friendly and interesting interfaces for customers. A well-designed
and user-friendly website is important for establishing trust and impulse purchasing. As a result, trust in the
online platform is critical throughout the purchasing process.

Originality/ value

There have been no previous studies on the mediating effects of trust in e-marketing platforms and
sellers on the relationship between website quality and online impulse purchase behavior. This study is original
as it both explores contemporary issues and investigates them for the first time. This research provides new
insights into existing literature on impulse buying in online shopping by developing a well-organized
framework. Besides, It also expands the understanding of trust in online impulse buying behavior.

1. GIRIS

Dijital teknolojilerdeki gelismeler, pazarlama seklini degistirmis; isletmeler ve markalar rekabet
ustiinliigii saglamak, maliyetleri diistirmek ve uluslararasi pazarlarda basarili olmak i¢in dijital pazarlamay1
kullanmaya baglamiglardir. Ocak 2022’de 4,95 milyar insan aktif internet kullanicisidir, iki milyardan fazla
insan ¢evrimigi olarak mal veya hizmet satin almig ve e-perakende satislar1 diinya capinda 4,2 trilyon dolar1
asmustir (Statista, 2022). Bilgi teknolojisindeki ilerlemeler ve e-ticaretin muazzam biiyiimesiyle birlikte
cevrimigi anlik satin alma bir salgin haline geldi. E-ticaret faaliyetlerinin yayginlagsmasiyla birlikte ¢cevrimigi
anlik satin alma, tiiketiciler arasinda ¢ok yayginlagsmaktadir (Chan vd., 2017; Erjavec & Manfreda, 2021 ; Shao
vd., 2022). Dolayisiyla ¢evrimigi anlik satin alma, ¢evrimigi tiiketici davranisi arastirmalarinda ¢ok hizl
biiyliyen bir aragtirma alanidir.

Cevrimigi aligveris, tiiketicileri fiziksel magazalardaki cogu kisitlamalardan kurtardigi i¢in bu da anlik
satin alma olasiligini artirir. Cevrimigi anlik satin alma arastirmalarinin birgogunda, alisveris web sitesi
Ozelliklerinin etkileri aragtirilmistir (Chan vd., 2017). Diger ¢alismalar, diinya ¢apindaki tiim gevrimigi satin
alma iglemlerinin %40'a kadarinin diirtiisel olarak siniflandirilabilecegini ortaya koymaktadir (Liu vd., 2013).
Bu genis pazarda miisteriler genellikle kendiliginden, plansiz, diisinmeden ve disiincesiz satin almalar
yapacaktir (Habib & Qayyum, 2018 ; Kimiagari & Asadi, 2021) ve buna ¢evrimi¢i anlik satin alma adi
verilmektedir (Wu vd., 2020). Anlik satin alma davranigt miisteri agisindan olumsuz etkilere neden
olabilir; gercekten ihtiyag duyulmayan seyleri satin alabilir (Pentecost & Andrews, 2010). Literatiir
incelendiginde, bir web sitesinin kalitesini artirabilecek gesitli 6zellikler 6ne siiriilmektedir (Moez 2013; Liu
vd., 2013). Wolfinbarger and Gilly (2003) daha fazla ¢evrimi¢i miisteri gekmek i¢in web sitesinin kalitesini
artirabilecek web sitesi tasariminin ve igeriginin dnemini vurgulamistir. Cevrimigi platforma giiven, satin alma
stireci boyunca kritik oneme sahiptir ve miisteri deneyimi olumluysa, anlik satin alma davramiglarini
etkilemektedir (Klaus & Maklan, 2013). Aymi sekilde, saticiya giiven duyan miisteriler, bu sirketin sundugu
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farkli Uriinlere goz atmak i¢in daha fazla zaman harcayacak ve bdylece diirtiisel olarak daha yiiksek diizeyde
anlik satin alma sansi artacaktir ( Ha & Stoel, 2012).

Cevrimigi anlik satin alma c¢alismalarinda birgok arastirma, web sitesi kalitesinin ¢evrimici anlik satin
alma {lizerindeki olumlu etkisine odaklanmistir. Yapilan bu galigmalar, iyi tasarlanmis ve kaliteli bir web sitesi,
anlik satin alma olasiligini artirdigini géstermektedir. Cevrimigi aligveris baglaminda tiiketicilerin anlik satin
almalarina iliskin arastirmalar, web sitesi kalitesinin (Shergill & Chen, 2005; Parboteeah vd., 2009; Verhagen
& vanDolen 2011; Akram vd., 2018; Chen & Yao, 2018; Kimiagari & Asadi, 2021; Zhu, vd., 2020; Zhang
vd., 2022) tiiketicilerin anlik satin alma davranigini etkiledigi tespit edilmistir. Bu ¢alismalar ¢evrimigi anlik
satin alma davranisinin birgok belirleyicisinin kesfedildigini gostermektedir. Bu nedenle ¢evrimigci anlik satin
alma davranisini birgok faktor etkileyebilmektedir.

Yapilan literatiir taramasinda web site kalitesi ile ¢evrimi¢i anlik satin alma davranigi arasindaki
iliskilere yonelik yeterli ¢aligma olmadig1 goriilmektedir. E-pazaryerleri platformlar1 ve saticilara giivene
iliskin siirli sayida ¢alisma, tiiketici giivenini ve bunun nasil etkiledigini arastirdi. Ancak websitesi kalitesi
ile gevrimici anlik satin alma davranisi arasinda, e-pazarlama platformuna ve saticiya giivenin aracilik etkisine
iligkin caligmalara rastlanmamistir. Bu ¢alisma hem giincel konular1 inceleyen hem de ilk defa arastirilacagi
icin orijinal bir arastirmadir. “Giiven Transferi Teorisi” (Stewart, 2003) bir e-pazaryerindeki giivenin, e-
pazaryerindeki saticilara aktarilabilecegini gostermektedir. Bu durum, bir e-pazaryerindeki tiiketici giiveni,
alicinin ¢evrimigi bir islem yapma niyetini artirabilir (Lu vd., 2011). Bu a¢181 doldurmak i¢in bu ¢aligmada, e-
pazarlama platformuna giiven ve satictya giivenin, ¢evrimici anlik satin alma davranisi {izerindeki dogrudan
etkisi; web sitesi kalitesinin, ¢evrimi¢i anlik satin alma davranisi tizerindeki dolayli etkisi aragtiracaktir. Ayrica
bu calisma, tiiketicilerin hem e-pazaryeri platformlarma hem de bu platformlardaki saticilara olan giivenini
inceleyecektir.

E-pazaryerleri, saticilar ile tiiketicileri internet ortaminda bir araya getiren ve bu gruplar arasinda
gerceklesen aligverigse aracilik eden e-ticaret platformlaridir. E-pazaryeri faaliyetlerine bakildiginda, {iriin
satis1, yemek siparisi, konaklama rezervasyonu, dijital miizik ve film gibi perakende e-ticarete konu olan pek
¢ok iiriin/hizmet kategorisinden pay aldiklar1 goriilmektedir (OECD, 2019). Ozellikle uluslararasi e-
pazaryerlerinin; Amazon, Alibaba, eBay, Walmart gibi katkisi ¢cok fazladir. Bunlar gibi diinya ¢apinda e-
pazaryerleri yaninda iilkemizde kullanici sayilan yiiksek online pazaryerleri Amazon Tiirkiye, Hepsiburada,
N11, Trendyol, CicekSepeti, EpttAvm, GittiGidiyor gibi e-pazaryerleri bulunmaktadir. Isletmelerin e-
pazaryeri kullanim durumlart her gegen giin artmaktadir (Gedik, 2023). Statista’nin diinya c¢apindaki
olglimlemesine gore ise; 2019 yili itibariyla, e-pazaryerlerinin e-ticaretten aldigi1 pay; diger satis kanallarinin
tizerinde bir biiyiikliik ile, %47 seviyesindedir (Statista, 2019).

E- pazaryerlerinin yayginlagsmasiyla birlikte web site kalitesi, tiiketici giiveni i¢in ¢ok daha dnemli hale
gelmistir. Web site kalitesinin, tiiketicilerin giivenlerini etkilemesi ve her iki fenomenin ¢evrimigi anlik satin
alma davranisina etki edecegi diisiiniilmektedir. Bu ¢alismada, e- pazaryerlerinden aligveriste anlik satin alma
davranmisimi etkileme mekanizmasi olusturmak i¢in uyarici-organizma-tepki (SOR) teorisi (Festinger, 1954 )
benimsenmistir. Web sitesi kalitesinin (uyaran) platforma ve saticiya giiven (organizma) yoluyla ¢evrimigi
anlik satin alma davranisi (tepki) tizerindeki etkisi arastirilmistir.

Bu calismamizda e- pazaryerlerinde algilanan web site kalitesi, giiven ve ¢evrimi¢i anlik satin almaya
etkilerinin, tiiketici davramislar1 alanina 6nemli bir katki saglayacaktir. Tiketicilerin e- pazaryerlerinden
alisveriste, web site kalitesi, platforma ve saticiya giiveninin, ¢evrimigi anlik satin almaya etkilerini gorerek
bilgileneceklerdir. Ozellikle literatiirdeki yeni calismalar arastirilarak, web site kalitesinin giivenle iligkisi ve
cevrimigi anlik satin almaya etkisi {izerinde detayl aragtirma yapilmistir. Dolayisiyla bu ¢alisma, yeni nicel
veriler sunarak ve konuyu tartisarak mevcut literatiire Onemli katkilar saglamaktadir. Bu caligmayla
tiikketicilerin web site kalitesi, gliven ve ¢evrimigi anlik satin alma arasindaki iligkileri goriilecektir. Bu ¢alisma
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psikoloji ve pazarlama literatiiriine teorik katkilar sunacaktir. Ayrica “SOR teorisi” ve “Giiven Transferi
Teorisi” cergevesinde yapilan ¢alisma teorik alana 6nemli katkilar saglayacaktir.

Bu nicel galigma, tiiketicilerin e- pazaryerlerinde algilanan web site kalitesi, gliven ve ¢evrimici anlik
satin alma arasindaki iliskileri SOR teorisi (Mehrabian & Russel, 1974) ve Gliven Transferi Teorisi (Stewart,
2003) ¢ercevesinde incelemeyi amaglamistir. Bu baglamda, ¢alismamiz asagidaki {i¢ arastirma sorusunu (S)
ele almaktadir:

S1. Web site kalitesi, giiven ile nasil iliskilendirilir?
S2. Web site kalitesi ve giiven, ¢evrimigi anlik satin alma ile nasil iliskilendirilir?

S3. Giiven, web site kalitesi ve ¢evrimigi anlik satin alma arasindaki iligkiye nasil aracilik etmektedir?

2. TEORIK ARKA PLAN
2.1. SOR Teorisi

Cevresel psikolojiden kdken alan SOR paradigmasi, tiiketicinin biligsel tepkisini ve duygusal tepkisini
(O) tetikleyen ve gercek davranissal tepkiye (R) yol agan c¢evresel ipuglarinin veya bazi dig uyaranlarin (S)
siralt bir siirecini tamimlar (Mehrabian & Russell, 1974). Psikolojide, insan davranisi ¢alismalarinda ve
disiplinler arasi aragtirmalarda SOR modeli bireylerin tepkilerini incelemek amaciyla yaygin olarak
kullanilmaktadir (Eroglu vd., 2015).

Tiiketici davranmigi ¢aligmalarinda, dig faktorlerin tiiketicilerin igsel Dbiligsel ve duygusal
degerlendirmelerini nasil etkiledigini ve dolayisiyla davranigsal niyetlerini nasil etkiledigini agiklamak i¢in
SOR teorisini kullanmigtir (Islam vd., 2018). Zang vd. (2022) web site kalitesi, hedonik deger ve anlik satin
alma arasindaki iligkileri S-OR teorisi ¢ergevesinde incelemistir.

Bu ¢aligmada, SOR teorisi ilk unsur olan uyaran (S), Web Site Kalitesi dissal bir uyarici olarak; ikinci
unsur organizma (O), E-Pazaryeri Platformuna ve Saticiya Giiven; tiglincii unsuru tepki (R) Cevrimigi Anlik
Satin Alma bir tepki olarak ele alinmaktadir. Cevrimici ticaret baglaminda hem bilissel hem de duygusal
tepkiler, cevrimi¢i anlik satin almayi tetiklemede kritik rol oynar. Bu nedenle tiiketicilerin ¢evrimici anlik satin
alma olusum siirecini tasvir etmek i¢in SOR ¢ergevesini kullanmaktayiz (Sekil 1).

SOR modeli, dis uyaran faktorlerinin bir bireyin biligsel ve duygusal durumlarini etkiledigini ve bunun
da tiiketici davramslarin etkiledigini teorik ve ampirik olarak dogruladigindan (Islam vd., 2018), anlik satin
alma davraniglarini incelemek i¢in uygundur. SOR Teorisinin ¢evrimigi tiiketici davraniglar1 lizerine yapilan
yeni ¢aligmalarda bir ger¢eve olarak kullanilmasi yayginlasmistir. Bu g¢aligmalarda SOR modelini,
tiikketicilerin satin alma niyeti, anlik satin alma niyeti incelemelerinde kullanmislardir. Bu ¢aligsmalar, SOR
modelinin karsilikli iligkisini dogrulamis ve bu g¢aligmanin rasyonelligini arttirmaktadir. Bu model iki
nedenden dolay1 uygun bir yaklagimdir. Birincisi, literatiir tiiketici davranist arastirmalarinda SOR modelini
kapsamli bir sekilde kullanmistir. ikincisi, SOR modeli kavramsal modelimize teorik destek saglamaktadir.

2.2. Giiven Transferi Teorisi

Giiven transfer teorisi, bilinen bir varligin bilinmeyen bir varlikla iliskilendirilmesi durumunda, bilinen
varlia olan giivenin, iki varlik arasindaki iligkinin bilgisine dayanarak bilinmeyen varliga aktarildigini 6ne
stirmektedir (Lim vd., 2006; Belanche vd., 2014). Giiven transferi teorisi ( Stewart, 2003 ), bir e-pazaryerindeki
giivenin, e-pazaryerindeki saticilara aktarilabilecegini gostermektedir. Ek olarak, bir e-pazaryerindeki tiiketici
giiveni, alicinin ¢evrimigi bir iglem yapma niyetini artirabilir (Lu vd., 2011).
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Onurlubas ve Altunisik, (2019) giiveni bir {iriin ya da markayi satin almadan 6nce o iiriin ya da markaya
inanmak olarak agiklamiglardir. Solakis vd. (2022) ise tiiketicinin 6ngoremedigi durumlara olan belirsizligi
azaltmak olarak belirtirken; Singh ve Sinha (2020) giiven algisinin, tiiketicinin platforma/saticiya giivenmesi
icin tesvik edildigi bir duygu durumu olarak belirtmislerdir.

Giliven, ¢evrimigi aligveris platformlarinda taraflar arasinda saglikli bir iligski kurulmasinda 6nemli bir
bilesendir. Bir¢ok ¢evrimigi baglamda, giivenin bireylerin belirsizliklerini ve risklerini azaltmada hayati bir
faktor oldugu vurgulanmistir (Wang & Herrando, 2019). Bu nedenle algilanan giivenin arttirilmasi veya insa
edilmesi, tiiketicinin satin alma davranisini olumlu yonde tetikleyebilir ve c¢evrimigi isin basarisini
saglayabilir.

Giiven transferi teorisi, tiiketicilerin gliven gelisimini ¢evreleyen siireci agiklayan arastirmalarla genis
capta desteklenmistir (Zhao vd., 2019; Wang vd., 2023). Yapilan arastirmalarda, araci platforma olan giivenin
saticilara da aktarildigi, bunun da tiiketicileri e-pazaryerinde bilinmeyen saticilardan satin almaya tesvik ettigi
bulunmustur (Chen vd., 2015; Hong & Cho, 2011). Bu durum gevrimigi platformlara duyulan giivenin,
platformdaki saticilara (yani sirketlere) duyulan giivene doniistiigiinii géstermektedir. Bu nedenle, tiiketicilerin
iyi bilinen bir e-pazaryeri platformuna olan giiveninin, platformdaki bilinmeyen saticilara aktarilacagini
varsaymak mantikli olacaktir.

2.3. Cevrimici Anhik Satin Alma

Anlik satin alma, tiiketicinin spontane ve diistinmeden gergeklesen ve hemen giiglii seving ve heyecan
duygularinin eslik ettigi satin alma eylemi olarak tanimlanmaktadir (Peck & Childers, 2006). Sharma vd.
(2010) anlik satin almayi, olduk¢a hizli ve hedonik olarak karmasik bir satin alma davranigi olarak ifade ediyor
ve bu satin almaya yol agan diirtiiniin, alternatif veya gelecekteki sonuglarin dikkatli ve kasith bir
degerlendirmesini goz ardi ettigini soyliiyor. Bu yilizden anlik satin alma, tiiketiciler tarafindan bir tiir mantiksiz
davranis olarak goriilebilir (Chung vd., 2017).

Anlik satin alma kararlarinda, karar kendiliginden ve plansizdir; alicilar satin alma kararlariin
sonuclarini pek dikkate almazlar; satin alma karar1 bazi faktorler tarafindan tetiklenir. Bu durumlar, miisterileri
hemen tatmin olmaya veya istenen {irline karsi daha gii¢lii bir duygusal baglanmaya tesvik edebilir; bir seyi
hemen satin alma konusunda yogun, ani, 1srarci ve karsi konulmasi zor bir diirtii {iretir (Park vd.,
2012; Cornish, 2020).

Literatiir incelendiginde tiiketicilerin ¢evrimici oldugunda anlik satin almanin daha sik ger¢eklesmesi
ile ilgili ¢ok fazla kanit bulunmaktadir. Amerikali tiiketicilerin ¢ogu, iirlinleri akilli telefonlarindan diirtiisel
olarak satin almaktadir (Souza, 2021). Cesitli arastirmalar, internet ve sosyal medyadaki hizli gelismelerin,
satin alma ve 6deme siireglerine kolay erigim saglayarak ¢evrimigi tiiketicilerin anlik satin alma davraniglarimni
hizlandirdigini ileri stirmektedir (Chen vd., 2016; Kacen & Lee, 2002 ). Cevrimigi aligveris, daha fazla {irtin
bulunabilirligi, daha diigiik arama maliyetleri ve ¢esitli promosyonlar sunmaktadir (Hwang & Jeong, 2016).

Tiiketicilerin e-pazaryerleri web site kalitesini iyi olarak algilamalari, e-ticaret platformlarina ve saticiya
giiveni olumlu yonde etkilemektedir (Giao vd., 2020; Alam, 2020). Ayrica giivenin anlik satin alma tizerinde
olumlu bir etkiye sahip oldugu ve bu etkinin hem planli satin almalar1 hem de anlik satin alimlar1 etkiledigi
goriilmektedir (Chen vd., 2019 ; Wu vd., 2020 ).

Literatiir taramasinda ¢evrimici anlik satin almanin Onciisii olarak e-pazaryeri platformu ve saticiya
giivenle ilgili calismalara rastlanilmamustir. Onceki ¢alismalar giivenin, ¢evrimici anlik satmn alma kararlarini
etkileyip etkilemedigini ve nasil etkiledigini belirlemede yetersizdir. Bu nedenle giivenin aracilik roliiniin
aragtirtlmasi gerekir.

34


https://www.sciencedirect.com/science/article/pii/S0969698922000935#bib76

Anatolia Social Research Journal (2023)2 (2)

3. KAVRAMSAL CERCEVE VE HIPOTEZ GELIiSTIRME
3.1. Web Site Kalitesinin Giivene Etkisi

Literatiire  incelendiginde = web  sitesinin  kalitesini  artirabilecek  ¢esitli  ozellikler
goriilmektedir. Wolfinbarger ve Gilly (2003) daha fazla ¢evrimi¢i misteri gekmek igin web sitesinin kalitesini
artirabilecek web sitesi tasariminin ve igeriginin énemini vurgulamistir. Moez (2013) ¢alismasinda web sitesi
ozelliklerinin (gezinme, gorsel goriiniim ve kisisellestirilmis Onizleme), tiiketicilere hizmet verme zevkini
giderek daha fazla etkileyen {i¢ 6nemli 6nciil oldugunu ortaya ¢ikarmustir. Loiacono vd. (2007) gore bu tiir
web sitesi Ozellikleri, web sitesi kalitesinin birgok yoniinii temsil etmektedir. Liu vd. (2013) web sitesinin
gorsel cekiciliginin, web sitesi kullanim kolayliginin ve iiriin bulunabilirliginin ¢evrimigi anlik satin almanin
onemli Onciileri oldugunu ortaya koymustur.

Tiiketiciler ¢evrimigci aligveriglerde dzellikle saticiya ve platforma giivenmek istemektedirler. Burada
tiketicilerin giiveni, s6z verilen hizmetin giivenilir ve diiriist bir sekilde yapilmasiyla ilgili olacaktir (Singh &
Sirdeshmukh, 2000). Bundan dolayi, e-perakendecilerin sozlerini tutmasi ve iriin bilgilerinin misteri
beklentilerini kargilamasi, miisteri giiveninin olusmasinda 6n sart olacaktir (Reichheld vd., 2000).

E-pazaryeri platformlar1 web sitesi kalitesi ile tiiketicilerin kisisel tercih ve ihtiyaglaria cevap
verebilmektedir. Bu web sitesi kalitesi, tiikketicinin bu platformun kisisel tercihlerini ve ihtiyaglarini anladigina
inanma olasiligint artirir (Zhang & Curley, 2018). Ayni zamanda saticinin sorumlu ve diiriist oldugunu da
gosterir (Xiao & Benbasat, 2007). Web sitesi kalitesi olumlu olarak algiliyorsa, miisteri giiven duygusu yiiksek
diizeyde olugmaktadir. Ayn1 zamanda Giao vd. (2020), Alam, (2020) web sitesi kalitesinin, tiiketicilerin e-
giiven duygusunu olumlu yonde etkiledigini bulmuslardir. Yukaridaki bilgilere ve SOR teorisine dayanarak
asagidaki hipotezleri 6neriyoruz:

H1. E-pazaryeri algilanan web sitesi kalitesi, platforma olan giiven ile pozitif yonde iliskilidir.

H2. E-pazaryeri algilanan web sitesi kalitesi, saticiya olan giiven ile pozitif yonde iligkilidir.

3.2. Giivenin Cevrimici Anlhik Satin Almaya Etkisi

Giffin (1967) giiveni “riskli bir durumda arzu edilen ancak belirsiz bir hedefe ulasmak i¢in bir nesnenin
ozelliklerine, bir olayin meydana gelmesine veya bir kisinin davranisina giivenmek™ olarak tanimlamaktadir.
Schurr ve Ozanne (1985) ise giiveni, kars1 tarafin degisim siirecindeki yiikiimliiliikklere bagliligi, kapasitesi ve
sOzlerini yerine getirme istegi konusunda tiiketicinin genel iyimserligi olarak tanimlamaktadir.

E-pazaryeri platformunun ve saticilarin islem yiikiimliiliikleri her tiiketici i¢in farklilik
gosterebileceginden giiven iki farkli takas islemi tarafi bazinda ele alinmaktadir. Her tiiketicinin e-pazaryeri
platformuna ve saticilara olan giiveni farkli olabilmektedir. E pazaryeri platformuna giiven, tiiketicilerin e-
pazaryeri sisteminin kurumsal yapisina iliskin algilarin1 ve sistemin yapisal garantilerine iliskin duygularini
ifade etmektedir (Pavliou & Gefen, 2004). Yani e-pazaryeri platformuna duyulan giiven, kurum bazl bir gliven
tiriidiir. Saticilara giiven, tiiketicilerin e-pazaryerleri platformundaki saticilarin sozlerine veya yazih
beyanlarina giivenebilme beklentisi olarak tanimlanmaktadir (Chang & Chen, 2008).

Bazi aragtirmalar ¢evrimigi tliketicilerin giivenilir e-saticilara karsi daha savunmasiz olacagini, bunun
da gevrimigi anlik satin alma istegini artirma egiliminde oldugunu buldu (Wu vd., 2016). Ozellikle tiiketiciler
bir aligveris sitesinden bir sey satin aldiklarinda, giiven inanci onlar1 ¢evrimigi islemlere katilmaya tesvik
ederek boylece anlik satin almay1 tetiklemis olmaktadir.

Giiven transferi teorisi (Stewart, 2003), bir e-pazaryerindeki giivenin, e-pazaryerindeki saticilara
aktarilabilecegini gostermektedir. Ek olarak, bir e-pazaryerindeki tiikketici giiveni, alicinin ¢evrimigi bir islem
yapma niyetini artrrabilir (Lu vd., 2011). Onceki ¢alismalara gére sanal ortamlarda giiven son derece énemli
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bir faktordiir (Dabbous vd., 2020; Yahia vd., 2018). Dolayisiyla e-pazaryerleri baglaminda bu belirsizligin web
site kalitesi ile ortadan kalkmasi, alicilarda giiven yaratilir. Bircok ¢aligma, alicilarin giiveni ile satin alma
niyeti arasinda pozitif bir iliskinin var oldugunu gdstermistir. Ornegin, Zhao vd. (2019) sosyal ticaret
baglaminda giivenin satin alma niyetini artirdigini buldu. Bu baglaminda giivenin ¢evrimigi anlik satin almay1
artiracagini One siirerek asagidaki hipotezler nerilmistir:

H3. Tiiketicilerin e-pazaryeri platformuna giivenleri, ¢evrimi¢i anlik satin alma davranisini olumlu
yonde etkiler.

H4. Tiiketicilerin e-pazaryerindeki saticilara giivenleri, ¢evrimigi anlik satin alma davranigini olumlu
yonde etkiler.

3.3. Giivenin Aracilik Etkisi

Tiiketiciler bir e-ticaret platformunun vaat edilen degeri sunacagina dair giiglii bir gilivene sahipse,
platforma kargi olumlu bir tutum sergilemeleri muhtemeldir ( Klaus & Maklan, 2013). Boylece, giivenden
kaynaklanan daha fazla memnuniyet ve daha yiiksek duygusal baglilik ile miisterilerin bir e-ticaret platformuna
kars1 daha yiiksek tutumsal sadakat sergilemeleri beklenmektedir ( Ha & Stoel, 2012).

Cevrimigi anlik satin alma davranigini etkileyen dogrudan ve dolayl etkiler olmaktadir. Bu baglamda
web sitesi kalitesi ve ¢evrimici anlik satin alma arasindaki iliskiye giiven degiskeni aracilik etmektedir. Bu
tiir bir aracilik etkisini inceleyen, Qalati vd. (2021) ¢evrimigi aligveriste giivenin onciilleri ile satin alma niyeti
arasindaki iliskileri ele aldig1 aragtirmasinda, giivenin, algilanan hizmet kalitesi, algilanan web sitesi kalitesi
ve algilanan itibar ile ¢cevrimigci aligveriste tiiketici satin alma niyeti arasindaki iligkilere kismen aracilik ettigi
ortaya ¢ikmugtir.

Bir e-ticaret platformunun icerigi, 6zellikleri, tasarimi ve arayiizii ile olan etkilesimli deneyimler,
cevrimigi anlik satin alma davranislarini etkileyebilir (Mollen & Wilson, 2010). Cevrimigi anlik satin alma
caligmalarinda bir¢ok arastirma, web sitesi kalitesinin ¢evrimigi anlik satin alma iizerindeki olumlu etkisine
odaklanmigtir. Yapilan bu ¢aligmalar, iyi tasarlanmig ve kaliteli bir web sitesi, anlik satin alma olasiligini
artirdigin1 géstermektedir. Bu ¢alismalar web sitesi kalitesi 6zelliklerinin tiiketicilerin ¢evrimi¢i anlik satin
alimlarin1 6nemli dlgtide etkiledigini gostermektedir. Cevrimigi aligveris baglaminda tiiketicilerin anlik satin
almalarina iligkin arastirmalar, web sitesi kalitesinin (Chen & Yao, 2018; Kimiagari & Asadi, 2021; Zhu,
vd., 2020; Zhang vd., 2022) tiiketicilerin anlik satin alma davranigini etkiledigi tespit edilmistir.

Cevrimigi aligveriste, satin almadan Once driine dokunamamalari, hissedememeleri veya
deneyememeleri nedeniyle tiiketicilerin belirsizligi mevcuttur ve bu, satin alma kararinda énemli bir endige
kaynagi gibi goriinmektedir (Tam vd., 2019). Bu nedenle, giiven hala e-ticaretin temelidir. Bu baglaminda
giivenin, web site kalitesinden olumlu etkilenecegi ve bu etkiyle ¢evrimigi anlik satin almayi artiracagini 6ne
stirerek asagidaki hipotezler 6nerilmistir:

HS5. Web sitesi kalitesi, saticiya gilivenin aracilik ettigi ¢evrimici anlik satin alma davranisiyla pozitif
yonde iligkilidir.

H6. Web sitesi kalitesi, platforma giivenin aracilik ettigi ¢evrimigi anlik satin alma davranisiyla pozitif
yonde iligkilidir.

Bu ¢aligma SOR Teorisi ve Giiven Transferi Teorisi kapsaminda temellendirilmistir. Kavramsal model
Sekil 1’de gosterilmektedir. Bu ¢ercevede e- pazaryerlerinde algilanan web site kalitesi, glivenin onciilleri

olarak modellenmekte; giiven, ¢evrimigi anlik satin almanin bir tetikleyicisi olarak; web site kalitesi ile
cevrimici anlik satin alma arasinda giivenin aracik edecegi varsayilmaktadir.
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Sekil 1. Kavramsal Model

4. YONTEM
4.1. Veri Toplama ve Ornekleme

Aragtirma evreni Tiirkiye nin en biiyiik e-pazaryerlerinden Trendyol Online Pazaryerini kullanan ve bu
platformda aligveris yapmis olan tiiketicilerden olusmaktadir. Birincil veriler Nicel Arastirma Yontemi
kapsaminda, kartopu 6rnekleme yontemiyle, ¢cevrimigci anket ¢calismasi ile toplanmistir. Anketler google/forms
ortaminda tarafimizdan hazirlanmistir. Veriler facebook, instagram ve whatsapp gibi sosyal medya ve e-posta
ortamlarindan, trendyol online pazaryerini kullanan, 18 yas st kisilerle; 01 Ocak- 30 Haziran 2023 tarihleri
arasinda, Tirkiye i¢cinden ¢evrimici anket araciligiyla toplanmistir.

Baslangicta trendyoldan aligveris yapan 30 miisteri ile pilot anket caligmasi yapildi. Katilimcilara 6lgegi
temsil eden maddelerde herhangi bir belirsizlik olup olmadig1 sorularak anketi cevaplamalar1 istenmistir.
Katilimeilarin 6nerileri dogrultusunda bazi maddeler yeniden tasarlandi. Ayrica elde edilen veriler analiz
edilerek maddelerin faktor yiikleri ve diger degerleri kontrol edilmistir.

Bu calisma da yukarida belirtilen hipotezleri test etmek icin nicel bir yontem kullanilmistir. Anket
tasarimi ii¢ boliimden olusmaktadir. Birinci bdliimde, filtreleme sorulart kapsaminda, katilimcilarin trendyol
online pazaryerinden alisveris yapip yapmadiklar1 soruldu. Aligveris yapmayanlar arastirma digi birakild.
Ikinci béliim, trendyol e-pazaryeri web site kalite algis1, platforma ve saticiya giiven algilar ve ¢evrimigi anlik
satin alma tutumlarini (modeli test etmek igin) igeriyor. Ugiincii béliimde, katilimcilarin demografik (yas ve
cinsiyet), sosyoekonomik durumlar1 (aylik gelir, egitim diizeyi) ve Trendyol’dan satin alma deneyimleri
belirledi. Anket sorulari, 5°1i likert Olgekli 20 soru ve 5 adet tanimlama sorusundan olusmaktadir.
Cevaplayicilar tercihlerini (1) "kesinlikle katilmiyorum" ile (5) "kesinlikle katiliyorum" arasinda degisen 5'li
likert 6lg¢ekte belirteceklerdir.

Toplam 380 katilimci arastirildi. Herhangi bir ¢evrimigi aligveris deneyimi olmayan 11 katilimei ve tiim
anket maddelerine siirekli ayn1 yanitlar veren 19 katilimei ¢ikarildiktan sonra, bu ¢alisma i¢in 350 gecerli yanit
toplandi. Bunlarin %52,3"i kadin, yiizde 47,7'si ise erkektir. Egitim durumlarina baktigimizda %20,9’u lise ve
altl, %65,1’1 6n lisans ve lisans, %14,0’ii lisans iistii durumdadir. Orneklemin yas aralifma bakildiginda
cogunlugun genglerden olustugu goriilmektedir. Katilimcilarin %6,6’s1 20 yas altinda, %41,7’si 20-29 yasinda,
%34,9’u 30-49 yasinda, %16,9°u ise 50 yas ve Uistii yas araligindadir. Gelir durumuna baktigimizda %50,9’s1
9999 tl ve alt1, %34,3 10 000-19 999 tl aras1, %14,9’u ise 20 000 tl ve iistl gelire sahip oldugu goriilmektedir.
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Ayrica trendyol’dan aligveris deneyimine bakildiginda %10,3 niin 1 yildan az, %19,1’inin 1-2 y1l, %42,9’unun
3-4 y1l ve %27,7’sinin de 5 y1l ve iistii oldugu goriilmektedir.

4.2. Arastirma Araci

Bu c¢alismada kavramsal modelimiz ile ilgili tiim yapilar Onceki g¢alismalarda kullanilmig ve
gecerlilikleri dogrulanmistir. Bu baglamda modelimizdeki yapilar1 6lgmek ve calismanin igerik gecerliligini
saglamak igin literatiirden ¢ok sayida dl¢ek uyarlanmistir. E-pazaryerleri arastirma kapsamini temel alarak
bazi 6geleri uyarladik. Bu ¢aligma baglaminda, Aladwani ve Palvia, (2002), Wells vd. (2011)’den uyarlanan;
algilanan Web Sitesi Kalitesi (WSK) ti¢ boyut, dokuz 6geden olusmaktadir: icerik kalitesi, gezinme kolaylig1
ve ¢ekicilik; bilesik bir yapi1 olarak ol¢iilmiistiir. Cevrimici Anlik Satin Alma (CASA) Davranisina yonelik beg
0ge (Park vd., 2012) dan uyarlanmistir. Platforma Giiven (PG) ii¢ 6ge ve Saticiya Giiven (SG) ti¢ 6ge, Fang
vd. (2014)’den uyarlanan maddelerle 6l¢iilmiistiir. Bu ¢aligmanin 6lgekleri Tablo 1'de gosterilmektedir.

5. VERI ANALIZI VE SONUCLARI

Arastirma modeline iligkin 6l¢iim ve yapisal modelleri degerlendirmek amaciyla yol katsayilarini
tahmin etmek i¢cin maksimum olabilirlik tahminine dayali yapisal esitlik modellemesi (YEM) uygulanmustir.
YEM, onerilen hipotezlerin test edilmesinin yani sira teorik modellerin degerlendirilmesi ve degistirilmesi i¢in
kapsamli bir yaklagimdir. Arastirmacilara, gostergelerinin giivenilmezligini hesaba katarak, gizil degiskenler
arasindaki iligkileri incelemek igin genis araglar saglar (Anderson & Gerbing, 1988 ; Baumgartner &
Homburg, 1996 ). Anderson ve Gerbing (1988) tarafindan 6nerilen iki agamali yaklagima gore 6l¢iim modeli
ve yapisal model incelenmistir.

5.1. Ol¢iim Modelinin Degerlendirilmesi

Yapisal gecerliligi ve giivenirligi degerlendirmek icin maksimum olabilirlik tahminiyle birlikte
dogrulayici faktor analizi kullanildi (Anderson & Gerbing, 1988). Olgiim modeli uyum indeksleri yeterliydi
(x2/df= 2,341, p <0,000; CFI: 0,944; GFI: 0,901, AGFI: 0,869; RMSEA: 0,062), bu da modelin gézlemlenen
verilere 1yi uyum sagladigimi gosterir (Hu & Bentler, 1999).

Tablo 1. tiim 6lgtim 6gelerini, her yapi i¢in goreceli standartlastirilmig faktor ylikleri ve AVE'leri birlikte
gostermektedir. Modelin gozlenen degiskenlere iliskin faktor yiikleri p <0,001 anlamlilikla 0,5'ten yiiksektir
(Hair vd., 2014) ve tim AVE'er 0,5'in iizerinde goriilmektedir (Fornell & Larcker, 1981). Dolayisiyla
kavramsal ¢ercevedeki gizil yapilari dlgen degiskenlerin yakinsak gegerliligi kanitlanmistir. I¢ tutarli
dogrulamak i¢in cronbach alpha ve birlesik giivenilirlik (CR) degerleri incelenmistir. Bu degerlerin 0.70 ve
tizerinde degerler almasi i¢ tutarligi dogrulamakta ve dolayisiyla yapisal gegerlilik saglanmistir (Hair vd.,
2014). Cronbach alpha ve CR degerleri Tablo 1. de goriilmektedir.

Tablo 1. (")lg:ek Maddeleri Yakinsak, Gegerlilik ve Giivenilirlik

YAPILAR AVE CR o YUK
Algilanan web sitesi kalitesi 0,480 0,891 0,897
1) Trendyol platformu, 6z1ii ve net bir gezinme meniisii ve simgeleri saglar. 0,647

2) Trendyol platformundaki gezinme meniisii, tam olarak neye ihtiyacim

oldugunu bulmama yardimci olabilir. 0,713
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3) Trendyol platformunu kullandigimda ihtiyacim olan igerigi/islevi kisa

siirede bulabiliyorum. 0.740
4) Trendyol platformu gorsel olarak hostur. 0,690
5) Trendyol platformu, iyi bir tasarim sergiliyor. 0,732
6) Trendyol platformunun diizenleri ¢ok ¢ekici. 0,636
7) Trendyol platformu, giincel ve zamaninda igerik saglar 0,715
8) Trendyol platformu, ilgili ve faydali yeterli ¢esitlilikte icerik saglar. 0,725
9) Trendyol platformu eksiksiz ve dogru icerik saglar. 0,614
Saticiya giiven 0,663 0,854 0,846

1) Trendyol’daki saticilarin ¢ok giivenilir oldugunu diigiiniiyorum 0,868
2) Trendyol’daki saticilarin diiriist oldugunu diisiinityorum. 0,867
'3) Tr.er}dy(?l’daki saticilarin sozlerini ve taahhiitlerini tutmalariyla taninmak 0697
istedigine inaniyorum. '
Platforma giiven 0,853 0,945 0,946

1) Trendyol'un giivenilir oldugunu disiiniiyorum. 0,897
2) Trendyol'a giiveniyorum 0,932
3) Trendyol'un giivenilir olduguna inantyorum 0,942
Cevrimigi Diirtiisel Satin Alma 0,636 0,742 0,751

1) Trendyol’da bir hevesle iiriinler satin aliyorum. 0,703
2) Trendyol’da aligveris yaparken hig¢ diisiinmeden iiriinler satin alirim. 0,819
3) ?repdyolfda aligveris sirasinda satin almak istemedigim seyleri satin alma 0583
egilimindeyim. '

4) Trendyol’da Satin aldiktan sonra diisiinme egilimindeyim. 0,347
5) Trendyol’da begendigim bir sey buldugumda hemen satin aliyorum. 0,533

Not: AVE = Cikarilan Ortalama Varyans; CR = Bilesik Giivenilirligi; a = Cronbach'in o'st
Ikinci adimda, ayrisma gegerliligi test edilmistir. Ayirt edici gegerliligi saglamak igin, AVE'lerin
karekokleri her bir gizil yap1 i¢in yapilar arasi korelasyonlar1 asmalidir. Tablo 2'de gosterildigi gibi, bu sonuglar
makul ayirt edici gegerliligi gosterir (Fornell & Larcker, 1981). Bu bilgiler 1s1ginda ayrisma gegerliliginin
saglandig1 gozlemlenmektedir. Sonug olarak, ol¢lim modeli degerlendirilmesinde biitiin testler referans
araliginda deger almistir.

Tablo 2. Korelasyon Matrisi ve Ayirma Gegerliligi

1.Algilanan 2.Saticiya 3.Platforma 4.Cevrimici Anlik
websitesi kalitesi giiven giiven Satin Alma
1.Algilanan web sitesi kalitesi 0,691
2 Saticiya giiven 0, 374™ 0,815
3. Platforma giiven 0, 458™ 0, 543™ 0,923
4. Cevrimici Anlik Satin Alma 0, 016 0, 192™ 0, 027 0,797

Not: AVE degerlerinin karekokleri koyu gosterilmektedir. ** Korelasyon 0,001 diizeyinde anlamlidir (2-tailed).

Gizil degiskenlerin i¢ tutarliligimi degerlendirmek igin Cronbach alfa (a) ve bilesik giivenilirlik (CR)
kullanildr (Hair vd., 2014). Tablo 1'deki degerlere gore 6l¢eklerin giivenilir oldugu desteklenmistir.

5.2. Yapisal Model ve Hipotez Testi

Hipotezlerin testleri kovaryans bazli yapisal esitlik modeli (YEM) ile gergeklestirildi. i1k olarak model
uyumunun dogrulanmasi i¢in uyum indeksleri incelenmistir. Inceleme sonuglar1 uyum indekslerinin uyumlu
oldugunu gosteriyor (x2/df = 2,690, p <0,000; CFIL: 0,929; GFI: 0,892; RMSEA: 0,070). YEM sonuglari,
algilanan web sitesi kalitesinin (p = (-0,175); p <0,065) ¢evrimigi anlik satin almay1 ¢ok az ve negatif olarak

39


https://www.sciencedirect.com/science/article/pii/S0969698921002642#tbl1

Anatolia Social Research Journal (2023)2 (2)

etkiledigini gostermektedir. Bu sonu¢ web site kalitesiyle ters orant1 oldugunu gosteriyor. Algilanan web sitesi
kalitesi (f = 0,691; p <0,000) saticiya giiven ve (B = 0,784; p <0,000) platforma giiven iizerinde olumlu bir
etkiye sahip oldugunu ortaya koydu. Bu da Hlve H2 hipotezini desteklemektedir. Cevrimi¢i anlik satin
almay, saticiya giiven (B = 0,238; p <0,000) olumlu yonde etkilerken; platforma giiven (f =-0,238; p <0,349)
negatif olarak etkiledigi ama bunun anlaml bir etki olmadig1 goriilmektedir. Sonuglar H3’{in kabul H4’ilin
reddedildigini gosteriyor.

5.3. Saticiya Giiven ile Platforma Giivenin Araci Rolii

Algilanan web sitesi kalitesinin ¢evrimigi anlik satin alma davranisi lizerinde toplam etkisi istatistiksel
olarak anlamli bulunmamastir (B =-0,051; p < 0,430). Algilanan web sitesi kalitesi ile saticiya giiven arasinda
pozitif bir yol katsayisi, regresyon katsayisi elde edilmistir ( = 0,392 p <0,00). Algilanan web sitesi kalitesi
ile gevrimici anlik satin alma davranisi1 arasindaki dolayli etki p = 0,139 ve %95 giiven aralig1 (0,086-0,228)
olarak elde edilmistir. Bu aralik 0 degerini icermedigi i¢cin dolayli etki istatistiksel olarak anlamli bulunmustur.
Dolayisiyla saticiya giivenin, algilanan web sitesi kalitesi ve ¢evrimigi anlik satin alma arasindaki iligkiye
kismen aracilik ettigi dogrulanmis ve H5 hipotezi kabul edilmistir.

Platforma giivenin aracilik etkisini incelemek iginde algilanan web sitesi kalitesinin ¢evrimigi anlik satin
alma davranisi iizerinde toplam etkisi istatistiksel olarak anlamli olmadig1 (f =-0,051; p <0,430) bulunmustu.
Algilanan web sitesi kalitesi ile platforma giiven arasinda pozitif bir yol katsayisi, regresyon katsayisi elde
edilmistir (B = 0,762 p <0,00). Algilanan web sitesi kalitesi ile ¢evrimi¢i anlik satin alma davranigi arasindaki
dolayli etki B = 0,046 ve %95 giiven araligi ((-0,020) -(0,228)) olarak elde edilmistir. Bu aralik 0 degerini
icerdigi i¢in dolayli etki istatistiksel olarak anlamli bulunmamuistir. Dolayisiyla platforma giivenin, algilanan
web sitesi kalitesi ve ¢evrimigi anlik satin alma arasindaki iligkiye aracilik etmedigi bulunmustur. Bu nedenle
H6 hipotezi reddedilmistir.

6. TARTISMALAR, CIKARIMLAR VE SINIRLAMALAR
6.1. Bulgularin Tartisiimasi

Biitiin diinyada tiiketicilerin e- pazaryerlerine olan ilgisi giderek artmaktadir. Bu ilgi cevrimigi
ticaretin artan hacminden de agik¢a goriilmektedir. Bu yeni ve giincel énemli gelismeler 1s18inda web site
kalitesinin ¢evrimigi anlik satin alma davranisina etkisini inceleyen ¢ok az ¢alismaya rastlanilmistir. Ayrica
web site kalitesi ile ¢evrimici anlik satin alma davranisi arasinda, e-pazarlama platformuna ve saticiya giivenin
aracilik etkisi ilk defa bu ¢aligmada ele alinmaktadir. Giincel ve 6zgiin olan bu ¢aligmada; tiiketicilerin e-
pazaryerlerinde algilanan web site kalitesi, gliven ve ¢evrimigi anlik satin alma davranisi arasindaki iligkileri
SOR teorisi (Mehrabian & Russel, 1974) ve giiven transferi teorisi (Stewart, 2003) ¢er¢evesinde incelenmistir.

Calisma sonuglar tiiketicilerin e- pazaryerlerinde algilanan web site kalitesinin platforma ve saticiya
giiveni olumlu etkiledigini (H1, H2), saticiya giivenin hem ¢evrimici anlik satin almay1 olumlu etkiledigini
(H3) hem de web site kalitesi ile ¢evrimici anlik satin alma arasindaki iligkiye aracilik ettigini (HS)
gostermektedir. E- pazaryerleri platformlarina glivenin, hem ¢evrimici anlik satin almaya anlamli etkisinin
olmadigi (H4) hem de web site kalitesi ile ¢evrimici anlik satin alma arasindaki iliskiye aracilik etmedigi (HS)
goriilmektedir.

Tiiketicilerin satin alma davranislart karsilagtiklart durumlardan etkilenmektedir, bu da aligveris
kararlarinin durumsal &zellikler tarafindan degistirilebilecegi veya kisitlanabilecegi anlamima gelmektedir.
Wells vd. (2011) bir web sitesinin gorsel ¢ekicilik, islem gilivenligi ve gezinme gibi 6zelliklerinin tiimd,
tilketicilerin anlik satin almalarini dogrudan etkileyebilecek 6zel isaret oldugunu sdyliiyor. Yapilan ¢alismalar
web sitesi kalitesi 6zelliklerinin tiiketicilerin ¢evrimigi anlik satin alimlarini 6nemli Slgiide etkiledigini
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gostermektedir (VVerhagen & vanDolen, 2011). Yaptigimiz YEM analizinde, e- pazaryerlerinde algilanan web
site kalitesinin ¢cevrimi¢i anlik satin almay1 ¢cok az ve negatif olarak etkiledigini géstermektedir. Bu sonug¢ web
site kalitesiyle ters orant1 oldugunu; aralarinda anlamli iligki olmadigini ve daha 6nceki ¢alismalarla uyumlu
olmadigini gostermektedir.

Bu ¢alisma e-pazaryeri web sitesi kalitesi ile saticiya olan giiven (H1) ve platforma olan giiven (H2)
arasinda pozitif bir iliski oldugunu ortaya koymaktadir. Bu durum, algilanan web site kalitesi, saticiya giiven
ve platforma giiven iizerinde olumlu bir etkiye sahiptir. Bu iliski onceki arastirmalarla uyum gostermektedir.
Zhang ve Curley (2018) web sitesi kalitesi, tiiketicilerin e-satis platformunun, kisisel tercihlerini ve
ihtiyaclarini anladigina inanma olasiligini artirir. Ayni zamanda saticinin sorumlu ve diiriist oldugunu da
gostermektedir (Xiao & Benbasat, 2007). Web site kalitesi olumlu olarak algilaniyorsa, miisteri giiven
duygusu yiiksek diizeyde olusmaktadir. Giao vd. (2020), Alam (2020) web sitesi kalitesinin, tiiketicilerin e-
giiven duygusunu olumlu yonde etkiledigini bulmuslardir. Analiz sonuglarimiz bu calismalarla paralel ve H1
ve H2 hipotezimizi dogrulamaktadir. E-pazaryerlerinin web site kalitelerinin miisteri giiveni {izerinde olumlu
etkilerini g6z Oniine almalar1 yararli olacaktir.

Bu ¢aligmanin énemli sonuglarindan birisi de e-pazaryerindeki saticiya olan giivenin ¢evrimici anlik
satin alma davranigini olumlu yonde etkilerken (H3); e-pazaryeri platformuna olan giivenin ¢evrimici anlik
satin alma davramisini etkilemedigi (H4) goriilmektedir. Saticilara giiven, tiiketicilerin e-pazaryerleri
platformundaki saticilarin sozlerine veya yazili beyanlarina giivenebilme beklentisi olarak tanimlanirken; e-
pazaryeri platformuna duyulan giiven, kurum bazl bir giiven tiiriidiir (Chang & Chen, 2008). Birgok ¢alisma,
alicilarin giiveni ile satin alma niyeti arasinda pozitif bir iliskinin var oldugunu géstermistir. Ornegin, Zhao
vd. (2019) sosyal ticaret baglaminda giivenin satin alma niyetini artirdigini bulmustur. Sonug olarak saticiya
giivenin anlik satin almayi tetikledigini ve literatiirle uyumlu oldugunu fakat platforma giivenin, anlik satin
almay1 negatif olarak etkiledigi ama bunun anlamli bir etki olmadig1 goriilmektedir.

Son olarak yapilan aracilik etkileri analizinde, web sitesi kalitesi ile ¢evrimigi anlik satin alma arasindaki
iliskide saticiya giivenin aracilik etkisi (H5) varken; web sitesi kalitesi ile gevrimigi anlik satin alma arasindaki
iliskide, platforma giivenin aracilik etkisinin olmadig bulunmustur (H6). Ilk defa bu ¢alismada web sitesi
kalitesi ile ¢evrimigi anlik satin alma ve saticiya giiven ile platforma giiven iliskileri birlikte incelenmistir.
Cevrimigi aligveriste, satin almadan Once liriine dokunamamalari, hissedememeleri veya deneyememeleri
nedeniyle tiiketicilerin belirsizligi mevcuttur ve bu, satin alma kararinda 6énemli bir endise kaynagi gibi
gortinmektedir ( Tam vd., 2019 ). Bu nedenle, giiven hala e-ticaretin temelidir. Bu baglaminda giivenin, web
site kalitesinden olumlu etkilenecegi ve bu etkiyle ¢evrimici anlik satin almayi artiracagi soylenebilir. E-
pazaryerlerinde web sitesi kalitesinin iyi olmas tiiketici giivenini artiracaktir. Tiiketicilerin duydugu giivenin
anlik satin almayi etkileyecegi varsayimimiz; saticiya giivenin aracilik etkisi literatiirle uyumluluk gésterirken;
platforma giivenin aracilik roliiniin olmadig1 goriilmiistiir. Dolayisiyla saticiya giivenin, algilanan web sitesi
kalitesi ve ¢cevrimici anlik satin alma arasindaki iliskiye kismen aracilik ettigi dogrulanmistir.

6.2. Teorik Katkilar

Bu ¢alismanin bulgular1 mevcut literatiire gesitli teorik katkilar saglamaktadir. Ilk olarak SOR teorisi
(Mehrabian & Russel, 1974) c¢ercevesinde web site kalitesi digsal bir uyarici olarak, saticiya giiven ve
platforma giiven bir organizma olarak ve anlik satin alma bir tepki olarak ele alinmistir. Bu ¢alismada SOR
modeli kavramsal modelimize teorik destek saglamaktadir. Ayrica literatiirdeki tiiketici davranisi aragtirmalar
kapsaminda SOR modelini kapsamli bir sekilde denemistir.

Ikinci olarak giiven transfer teorisi, bilinen bir varhgmn bilinmeyen bir varlikla iliskilendirilmesi
durumunda, bilinen varliga olan giivenin, iki varlik arasindaki iligkinin bilgisine dayanarak bilinmeyen varliga
aktarildigim 6ne stirmektedir (Belanche vd., 2014). Giiven Transferi Teorisi ( Stewart, 2003) bir e-
pazaryerindeki giivenin, e-pazaryerindeki saticilara aktarilabilecegini gostermektedir ve bir e-pazaryerindeki
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tiiketici giiveni, alicinin ¢evrimigi bir iglem yapma niyetini artirabilir ( Lu vd., 2011). Bu ¢aligmada saticiya
giivenin, algilanan web sitesi kalitesi ve ¢evrimi¢i anlik satin alma arasindaki iliskiye kismen aracilik ettigi
bulunmustur. Saticiya giiven baglaminda giiven transfer teorisi dogrulanirken; platforma giivenin, gliven
transfer teorisini dogrulamadig1 goriilmektedir.

Ucgiinciisii, E- pazaryerlerinde algilanan web site kalitesi, giiven ve ¢evrimici anlik satin alma arasindaki
iligkileri biitiinlestiren kavramsal bir cerceveyi arastirarak ve dogrulayarak literatiirii genisletmektedir. Web
site kalitesinin, satictya giiven ve c¢evrimi¢i anlik satin almanin Onemli bir belirleyicisi oldugu
kanitlanmistir. Dordiinciisii, web site kalitesinin saticiya olan giiven {izerindeki olumlu etkisi nedeniyle web
site kalitesinin ¢evrimigi anlik satin almayla dogrudan baglantili olduguna dair niceliksel kanitlar sunarak bir
boslugu dolduruyor. Ayrica e-pazar yerleri web site kalitesi, yeni ve her gecen giin dnemi artan ve ¢ok etkili
bir fenomen olarak kabul edilmektedir. Bu fenomenin saticilar ve platforma giliven iizerindeki etkisi iizerine
siirlt sayida arastirmalari genisletmektedir. Ozellikle literatiirdeki yeni ¢aligmalar arastirilarak, web site
kalitesinin giivenle iliskisi ve ¢evrimig¢i anlik satin almaya etkisi tizerinde detayli aragtirmalar yapilmistir.
Dolayisiyla bu galigma, yeni nicel veriler sunarak ve konuyu tartisarak mevcut literatiire 6nemli katkilar
saglamaktadir.

Son olarak literatiirde e-pazaryerlerinde web site kalitesi, saticiya giliven ve platforma giiven ile
¢evrimici anlik satin almayla iligkilerini ele almig herhangi bir arastirma bulunmamaktadir. Bu ¢alismayla web
site kalitesinin giiven ve ¢evrimigi anlik satin alma iizerinde pozitif etkileri oldugu goriilmiistiir. Ayrica “SOR
teorisi” ve “Giiven Transferi Teorisi” ¢cer¢evesinde yapilan ¢alisma teorik alana 6nemli katkilar saglayacaktir.

6.3. Pratik Cikarimlar

Mevcut calisma bulgulan tiiketicilere, e-pazaryerlerine ve isletmelere rehberlik sagliyor. Pratik
uygulamalar i¢in calismamizda e-pazaryeri platform yoneticilerine ve e-pazaryerlerinde satis yapan igletmelere
asagidaki oneriler sunulmaktadir. Ampirik sonuglarimiza gore, tiiketicilerin saticiya gliven duygulari, anlik
satin alma niyetlerini tetiklerken, platforma giiven duygularinin dogrudan ve dolayli bir etkisi yoktur. Bu
nedenle rekabet avantaji elde etmek i¢in yoneticilerin, miisterilerin giiven duygularini kargilamak i¢in web site
kalitesine 6nem vermeleri gerekmektedir.

E-Pazaryerleri diinya ticaretinde ¢ok onemli bir yer tutmaktadir. Isletmelerin e-pazaryeri kullanim
durumlar1 da her gecen giin artmaktadir. E-pazaryerlerinin e-ticaretten aldigi pay diger satis kanallarinin
tizerinde bir biiyiikliik %47 seviyesindedir (Statista, 2019). E- pazaryerleri kullaniminin yayginlasmasiyla
birlikte web site kalitesi, tiikketici giiveni i¢in ¢ok daha 6nemli hale gelmistir. Calismamiz, web site kalitesinin,
tiikketicilerin giivenlerini etkilemesi ve her iki fenomenin ¢evrimigi anlik satin alma davranisina etki ettigini
gostermektedir. Tiiketicilerin e- pazaryerlerinden aligveriste, web site kalitesi, platforma ve saticiya gliveninin,
cevrimigi anlik satin almaya etkilerini gorerek bilgileneceklerdir. E- pazaryerlerinde algilanan web site kalitesi,
giiven ve cevrimigi anlik satin almaya etkileri, tiiketici davraniglari alanina 6nemli bir katki saglayacaktir.

Sonuglarimiz platform yoneticilerine, e-pazaryeri tiiketicilerinin saticiya ve platforma giiven algilarini,
web site kalitesinin etkiledigini; web sitesi kalitesinin, onlarin anlik satin almalarini tesvik etmede 6nemli
oldugunu gostermektedir. Ayrica web site kalitesinin hem saticiya hem de platforma giivenin 6nemli bir
tetikleyicisi oldugu goriiliiyor. Yoneticilerin, miisterileri i¢in daha kullanici dostu ve ilgi ¢ekici arayiizler
olusturmak igin web  sitesi mimari kalitesini  gelistirmeleri  gerekmektedir. Web  sitesi
tasarimlarinin karmagiklig1 géz oniine alindiginda, ii¢ 6zellige oncelik vermeleri gerekir: gezinme kolayligi,
gorsel cekicilik ve icerik kalitesi. Web site kalitesinin iyi tasarlanmas1 ve kullanic1 dostu olmasi, giivenin
olugsmasinda ve insanlar1 anlik satin almaya tesvik etmede 6nemli bir rol oynamaktadir.

Cevrimigi Platforma giiven duygusu, satin alma siireci boyunca kritik 6neme sahiptir. Eger miisteri
deneyimi olumluysa, anlik satin alma davraniglarini etkilemektedir. Saticiya giiven duyan miisteriler, sunulan
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farkli {irtinlere goz atmak isleyecektir ve boylece diirtiisel olarak daha yiliksek diizeyde anlik satin alma
yapacaklardir. Cevrimigi anlik satin alma ¢alismalarinda bir¢ok arastirma, web sitesi kalitesinin ¢evrimici anlik
satin alma iizerindeki olumlu etkisine odaklanmistir. Yapilan bu ¢alismalar, iyi tasarlanmig ve kaliteli bir web
sitesi, anlik satin alma olasiligini artirdigin1 gostermektedir. Bu calismalar web sitesi kalitesi 6zelliklerinin
cevrimigi anlik satin alimlar1 6nemli dlgiide etkiledigini gostermektedir.

6.4. Simirlamalar ve Gelecekteki Arastirmalar

Calismanin siirhiliklari; birincisi, veriler sosyal medya ve e-posta ortaminda, kisilerle kartopu
yontemiyle sinirh toplanmistir. Ikincisi, kesitsel calismada degiskenler arasindaki nedensel iliskiler smirl
kalmaktadir. Ilgili bulgular1 dogrulamak i¢in boylamsal ¢aligmalara ihtiyag vardir. Ugiinciisii bu ¢alisma Tiirk
tiikketicilerle yapilan bir ankete dayali olarak yiiriitiildiigii i¢in sonuglarimizin genellenebilirligi sinirl
olabilir. Gelecekteki arastirmalar, modelin daha fazla dogrulanmasi igin diger tlkelerden veri toplanarak
yapilabilir. Gelecekteki arastirmacilar kavramsal modeli yeniden test ederek onu diger baglamlarda da
dogrulamalidirlar. Ayrica bu calisma giivenin aracilik roliinii aragtirmistir ve gelecekteki arastirmalar,
derinlemesine ¢alisma icin diger baz1 degiskenleri kullanabilir. Bu ¢aligmada web site kalitesi, gliven ve anlik
satin alma niyetleri ve etkileri 6l¢iilmiistiir; Sonraki ¢aligmalarda baska fenomenler dahil edilerek olgiilebilir.
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