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ABSTRACT

Microenterprises are defined as one of the enterprises classified according to their characteristics within small and medium-
sized enterprises (SMEs). Microenterprises are generally established as traditional family businesses with low budgets and old
technology products. Hence, their production is small-scale. Microenterprises have difficulties in competition because they produce
on a small scale, with old technology, and a low budget. Information systems provide great advantages for all enterprises in terms of
size. These advantages, some of which are growth in productivity, strengthening performance, increasing the revenue of the
enterprise, assisting in decision-making, choosing the most appropriate one among the options, and so on, create benefits for
enterprises in many aspects. In this study, the use of information systems by micro-enterprises operating in Tiirkiye was analyzed.
Following the study, it was observed that the biggest factors why microenterprises used information systems within their small
bodies were the educational background of the entrepreneurs and their skills and knowledge in this field.

Keywords: Microenterprises, Information Systems, IS Success Model

oz

Mikro isletmeler, kiiciik ve orta dlgekli isletmeler (KOBI'ler) iginde 6zelliklerine gore simiflandirilan isletmelerden biri olarak
tanimlanmaktadir. Mikro isletmeler genellikle diisiik biitcelerle ve eski teknoloji iirlinleriyle geleneksel aile isletmeleri olarak
kurulmaktadir. Bu nedenle iiretimleri kiigiik dlgeklidir. Kiigiik 6l¢ekli iiretim yapmalari, eski teknoloji kullanmalari ve diisiik biitceye
sahip olmalar1 nedeniyle mikro isletmeler rekabet konusunda zorluklar yasamaktadir. Bilgi sistemleri, isletmelerin biiyiikliigiinden
bagimsiz olarak tiim isletmelere bilyiik avantajlar saglamaktadir. Bu avantajlar; verimliligi artirma, performansi giiglendirme,
isletmenin gelirini artirma, karar alma siireglerine yardimei olma, segenekler arasindan en uygun olani segme gibi ¢esitli yonlerden
isletmelere fayda saglamaktadir. Bu c¢alismada, Tiirkiye'de faaliyet gdsteren mikro isletmelerin bilgi sistemlerini kullanimi analiz
edilmistir. Yapilan inceleme sonucunda, mikro isletmelerin bilgi sistemlerini kullanmasinda en biiyiik etkenlerin, girisimcilerin
egitim gegmisi ile bilgi sistemleri alanindaki beceri ve bilgi diizeyleri oldugu gézlemlenmistir.

Anahtar kelimeler: Mikro Isletmeler, Bilisim Sistemleri, Bilisim Sistemleri Basar1 Modeli
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1. INTRODUCTION

Considering the impact of the last epidemic, the world has recently been undergoing a troubled
economic period during which enterprises of various capacities are still carrying out their activities. All
enterprises, small or large, have faced the negative effects of this uneasy financial period. Even
microenterprises, which play an important role in economies, creating employment and contributing to the
socio-economic development, have experienced the same kind of effect. (Papastathopoulos & Beneki, 2010).
However, these microenterprises can maintain their existence if they gain a perspective based on innovation,
digitalization, and automation. Therefore, the use of information systems has become increasingly important
for such micro-enterprises (Sidto et al., 2020).

Systems that store, process, and distribute information are called information systems. These systems
help enterprises in terms of controlling, analyzing, and decision-making. According to another definition,
information systems are systems that analyze and update information by processing the data obtained from
different sources with a specific target. With the development of technology, information systems are now
employed more efficiently. Here, the support of computers having information systems perform their
functions more effectively is unchallengeable (Tecim, 1999:2). Enterprises need information technologies in
order not to encounter errors when using information systems. Therefore, for an efficient and reliable
exchange of information, enterprises must have components of information technologies that accurately
transmit information within their structures (Akolas, 2004:32).

Information systems that make the data obtained usable and understandable by passing it through
certain operations, play a major role in increasing the efficiency and ensuring the success of these smallest
type of enterprises, known as micro-enterprises. When these systems are combined with technology, they
provide great benefits for enterprises in making swift and correct decisions. They enable enterprises,
particularly microenterprises, to stand steady in a competitive environment and give them the power to
compete with larger companies. It is extremely important for microenterprises to be able to compete with
larger companies, because these micro businesses are the smallest units in the economy, and so they are less
recognized than bigger firms. Information systems and technologies play an important role in overcoming
this disadvantage. By expanding the market opportunities for microenterprises, information systems and
technologies offer the opportunity to face national and international markets without the need for large costs.
In addition, these systems and technologies improve performance, efficiency, and productivity.

Considering these reasons, information systems are of great benefit and importance, particularly for
microenterprises. Therefore, it is necessary to inform microenterprises about such systems, increase their
utilization rate, and encourage the use of these systems. For this reason, the purpose of this study is to
research the use of information systems within micro-enterprises. Throughout the research, the use of
information systems in microenterprises was compared to DeLone and McLean's information systems
success model. In this respect, the use of information systems of microenterprises has been evaluated in
terms of factors such as information quality, system quality, service quality, system usage, user satisfaction,
and net system benefit. In the context of the study, quantitative research methods were used and the data
were collected from carpet cleaning businesses, a type of micro-enterprise, using the survey method. For the
analysis of the data collected, the programs SmartPLS 3.0 (Ringle et al., 2015) and SPSS 22 were used, and
the data obtained was evaluated in terms of the use of information systems within the businesses.

2. CONCEPTUAL FRAMEWORK

In this section, first of all, the definition and characteristics of microenterprises are presented. Then,
the use of information systems in microenterprises is defined. The presentation of the related literature will
follow. Finally, the information systems success model and the theoretical framework are discussed.

2.1. The Definition of Microenterprises

There are several different definitions stated for enterprises. This difference in defining a business
leads to a general difference in the definition of business types, particularly SMEs (Mecek, 2020:55). There
is no consensus on the definition of SMEs in Tiirkiye. There are different definitions related to SMEs. The
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main criterion based on these definitions is the number of employees. After going through some other
definitions, there seems to be a limitation on the fiscal structure as well as the number of employees. The
points mentioned in the SME definitions are listed as: the location of the fiscal structure, the number of
employees, the environment in which the enterprise is located, and the conditions of the time (Bediik et al.,
2005:2).

Many elements are considered when defining SMEs. The number of employees, the capital, the
amount of annual sales, and the annual net earnings are the key concepts in defining SMEs. The definitions
of SMEs naturally vary according to the size of the economies of countries and the level of industrialization.
Due to the difference in economic power, a company that is considered a large business in one country might
be considered a small business in another. For this reason, SMEs explain and symbolize the economies of
their countries. Still, when defining SMEs, the most important factor used globally is the number of
employees (Akgemci, 2001:3).

According to the new regulation in Tiirkiye, enacted with the Official Gazette No. 11828 as of April
2018 and updated in March 2022, enterprises whose annual number of employees is less than 10 and annual
net sales revenue not exceeding 5 million Turkish Liras are defined as microenterprises (Official Gazette,
2018). Microenterprises generally have the structure of artisan enterprises. In other words, they could be
defined as traditional family companies. They are established on low-budget and old-technology products.
Since the base capital of these organizations is limited within the wealth of the founder, the organizational
tools and technology products might be outdated (Kanisli, 2015:58).

Microenterprises strengthen both the local economy and the national economy in terms of
international competition by providing entrepreneurship, employment, and social development (Bekci et al.,
2021:116). They also contribute to the development and progress of the economy by operating on a low
budget (Fetisovova, 2004). Through this support, national economies constantly remain dynamic. Thus,
microenterprises cover a large and important portion of the economies of all countries (Eksi, 2023:25).
Ensuring that the development of such economies, especially those in developing countries, mostly relies on
these micro-enterprises. On these grounds, governments should support and pass incentives to
microenterprises (Hobohm, 2013, as cited in Olunuga, 2022:301).

2.2. Characteristics of Microenterprises

Microenterprises are the mainstay of the economy. This makes their most significant feature being
able to overcome crises more easily and survive accordingly. This feature is also what distinguishes
microenterprises from macro enterprises. While many businesses shut down in times of crises, small
businesses both protect their assets and largely support the sustainability of production and employment by
substituting for large enterprises. Thanks to the flexibility of their production lines, they can shape their
business and easily meet ongoing demands (Ozdemir et al., 2007:175). SMEs also have an important
economic role by covering the sub-industry needs of large companies, helping the development and growth
of the economy. The flexible production opportunities SMEs have give them the chance to perform activities
that large companies cannot perform, such as responding to various demands in short times (Catal,
2007:335).

When examined, microenterprises are seen to have a quite basic organizational and configurational
pattern, with the business founder being the manager. The organizational structure is simple, and the
management is based on a mentor system. The relationship between the business and the customers is based
on sincere communication. The market share of such enterprises is limited within a certain region, causing
the functional areas of activity to be generally at a regional level. These business classes are open to
innovations and are able to provide production on a small scale. In addition, they are also capable of
providing custom goods and services (Haskioglu, 2019:8-9).

2.3. The Use of Information Systems by Microenterprises

The preferences and needs of customers are changing very quickly. For this reason, businesses that
keep up with such changes, apply the right business tactics, and adapt to the developing technology are seen
7
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to have maintained their performance with the necessary level of power to compete. Today, it has been
determined that the success of enterprises is directly related to the quality of the information technologies
used and the ability to use these technologies (Lipaj et al., 2013:39-42).

When the work of information management in enterprises was examined, it was determined that they
put technology at the center. One factor needed for information sharing was seen as technological
possibilities. Technology brings great advantages to storing information. Competition between enterprises
has also changed depending on the ongoing development in the sector of information technologies (IT). An
active management within enterprises requires information to be useful and timely. Also, access to accurate
information is of great importance for future planning. (Bayrak, 2014:4).

To reach the desired information in the world through information systems has become much easier
and more accessible today. Information systems also ensure that organizations with different time zones in
different countries can work together. Thanks to this system, businesses can reach anywhere in the world and
do business throughout the world. Business traditions have become globalized via the economy and
competitive systems (Laudon & Laudon, 2018:16).

The purposes of using information systems in microenterprises are to keep up with innovations,
speed up the process of decision-making, speed up the flow of information within the enterprise, ensure
teamwork, obtain information quickly and at a low cost, make the external data flow fast and reliable,
increase operational efficiency and competition, ensure proper communication with suppliers and finally
speed up the course of order and supplies (Giiles et al., 2003:78).

While micro-enterprises generally consider information systems as costly components and difficult
to integrate within their structures, they are also aware of the necessity of incorporating information systems
into their business structures in order to keep up with the changing world order. Accordingly, adjusting
businesses to conform with information systems has gained popularity, and those enterprises undergoing
such a course of transformation realise that these systems are actually low in cost and apparently increase the
efficiency of their activities (Catak, 2021:25).

The main reason why microenterprises integrate information systems into their configurations is the
increasing competition and customer population within the digital world following the development of
information technologies (Verhoef et al., 2021:895). For this reason, digital transformation is an obligation
for businesses. Enterprises undergoing such a digital transformation, that is, integrating information
technologies and systems within their configurations, see that these transformations benefit the business by
improving many processes such as production, distribution, communication with customers, and also among
the employees (Kogyigit, 2022:284).

Microenterprises do not prefer using these information systems because they think they are costly. It
is clear that these systems are no longer at high costs due to the development of technology. Even small-
capital enterprises have realized the advantage of taking advantage of such systems. Microenterprises that
have experienced information systems say that they will invest more in these systems due to the benefits they
have gained, believing that these systems will contribute more to their companies in the future.

2.4. Related Literature

There are various studies in the literature on the use of information systems in microenterprises.
These studies have focused on the purposes of using information systems of microenterprises from many
different angles. In this part of the research, the studies conducted on the use of information systems of
microenterprises in the literature are included.

Yang et al. (2023) conducted a study on the adoption of information systems in micro, small, and
medium-sized enterprises. Within the research, the solutions of information systems were compared with
performance measurements to evaluate production systems. According to the results obtained, there stands a
close relationship between the sustainability of the enterprises and the systems.
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Trinugroho et al. (2022) conducted research to determine the use of information technologies for
micro and small businesses. In the research, the obstacles of enterprises in using information technologies
were discussed. According to the information obtained, it was seen that the company owner did not prefer
technologies in a number of companies. In addition, during the COVID-19 pandemic, it was observed that
companies with high sales and revenues used information technologies.

Palmer-Abbs et al. (2021) discussed the effects of information systems on microenterprises, besides
the skills and methods of using information systems. Fast and advanced information systems provided access
to a new generation of broadband connections that were suitable for the purposes of microenterprises.

Dizman & Ozen (2017) conducted research on the awareness of decision support systems in small
businesses. As a result of the analysis, it was revealed that microenterprises used decision support systems
little or not at all. It was observed that small-sized enterprises used them moderately, and medium-sized
enterprises used them more.

Ograk et al. (2016) determined how information technologies, which were used in furniture
manufacturing enterprises, affected competition within the sector. The effects of information technologies on
the corporate image, brand security, and design were also revealed. As a result of the study, it was
determined that enterprises that have integrated information technologies within their structures have
competitive power.

Akbaba & Ozdemir (2013) conducted studies on the use of information and communication
technologies in marketing activities of small and medium-sized enterprises. 416 SMEs operating in Erzurum
province participated in the survey. They said that more than half of the enterprises used information
technologies and that the technologies provided benefits to their enterprises, such as new customers and
sales. As a result of the analysis, they concluded that enterprises must establish closer relations with
information and communication technologies in the future, and these technologies must receive the
importance they deserve.

Ersoy (2011) aimed to measure the perspectives of small and medium-sized enterprises in the
Aegean Region (Tiirkiye) on technologies, their investments in these technologies, and their utilization rates.
As a result of the research, it was revealed that the utilization rate of information technology was low in the
region. Enterprises said that they have learned the importance of information technologies in terms of
competition and so, plan to invest in the field.

Qureshil et al. (2009) conducted an interpretive field study to investigate how microenterprises could
use information and communication technologies to increase their competitiveness. It was observed that
microenterprises did not have a business strategy and were not aware of how to get a high level of benefit
from information technologies. Several microenterprises started trying to integrate information technologies
with their business strategies in order to establish efficiency and improve relationships with suppliers and
customers.

Muske et al. (2004) conducted research to understand how microenterprises used technology and
suggested ways to increase their use. Microenterprises within the scope of the research were relatively active
in using information and communication technologies. After the research-based training, they used the
technology in various ways to improve their business. They stated that their preferred use was to keep
financial records, follow customer service, apply marketing strategies, and retrieve any required details. This
technology was accepted to benefit their business.

In the study conducted by Kesken & Egit (2004), the aim was to measure how closely information
management was recognized within enterprises and how much use was made of information management
elements. According to this study, all enterprises were aware of the fact that information was the most
powerful element of advantage in a competitive environment. It was revealed that there were three main
reasons why knowledge was the most powerful element of advantage. It was found that 39.8% of the
enterprises participating in the study considered information as an element of competition because it had the
power to increase their income, and 33% of enterprises considered information as a competitive tool since it
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increased the market value of the enterprise and strengthened its place in the sector. 27.2% of the enterprises
participating in the research, on the other hand, saw that information was seen to improve overall
performance and was therefore considered an important competitive tool.

Giles et al. (2003) aimed to measure the effects of the use of information technologies on business
performance in small and medium-sized industrial enterprises. The level of information technology use of
the enterprises participating in the survey was at an average level. In terms of intensity, enterprises were at
the initial level in the use of information systems. As a result of the analysis, it was concluded that the
performance of enterprises using information technologies at a high level was actually higher.

Within this literature review, information systems in microenterprises were mostly discussed in
terms of the companies’ purposes, methods, and usage rates, and methods to increase their use of them.
Information systems were not considered in terms of a success model. In this study, in the following section,
information systems used by microenterprises are analyzed as a success model and thus, are planned to
contribute to the literature.

2.5. Information Systems Success Model

The abovementioned literature review, which was conducted on the use of information systems of
microenterprises, examined the use of information systems in microenterprises from many different
viewpoints. However, in this section, the use of information systems in microenterprises is discussed within
the framework of the information systems success model. The study in this section has also been preferred
because the information systems success model developed by Delone and McLean is considered to be the
most comprehensive and reliable evaluation model in assessing information systems.

Information systems success is a difficult concept because it is multidimensional and complex. The
aim of DeLone and McLean was to determine the factors that affect the success of information systems and
to make this complex structure understandable by developing a model within the framework of these factors.
William H. DeLone and Ephraim R. McLean first mentioned the success model in an article they wrote in
1992. The model was named after the authors. The authors have improved and made it a more successful
model by making optimizations over the years (Seker, 2014:2).

In the original version of the model, the factors affecting success were considered as system quality,
information quality, usage, user satisfaction, personal impact, and organizational impact. The system quality
factor was considered to measure the technical success of the system, and the information quality factor was
considered to measure the semantic success. In order to measure efficiency, usage, user satisfaction, personal
impact, and organizational impact, factors were used. These six elements that measure success interact with
each other (Kale, 2019:28).

System Use
Organizational
TT ll Personal Impact Impact
Information _
Quality Consumer
Satisfaction

Figure 1. DeLone and McLean's Original Information Systems Success Model
Source: (DeLone & McLean, 1992:87)

The model found in Figure 1 is the original version of the success model, which was mentioned for
the first time in 1992, and shows the functioning of the factors in the model. There are six factors related to
each other. System and information quality affect usage and user satisfaction. Usage and user satisfaction

10



Anatolia Social Research Journal (2025) 4 (2)

could affect each other in a positive or negative way. The relationship between these two factors is
influenced by different participation conditions of users. Thus, probability variables should be considered
when using the model. Usage and user satisfaction affect personal impact, and personal impact affects
organizational impact (DeLone & McLean, 1992:87-88).

DeLone and McLean developed the model they created by revisiting it in 2003. In that year, service
quality was added to the model, and individual and organizational impact were combined under the name of
'net benefits'. The current version of the model is based on six factors and is listed as follows:

. Information Quality

. System Quality

. Service Quality

. System Use/Purpose of Use
. User Satisfaction

. Net System Benefit

Information

Quality v
Purpose of Use
Use
A
System Net Benefits
Quality
h 4
User
Satisfaction
. N
Service
Quality

Figure 2. DeLone and McLean's Updated Information Systems Success Model
Source: (DeLone & McLean, 2003:18)

The current version of the success model, shown in Figure 2, consists of three levels. Information
quality, system quality, and service quality. These are the basic criteria of the model and are at the first level.
The factors originated from users, which are use, purpose of use, and user satisfaction, are at the middle
level. The level at which the benefits of the model are seen as a result of the application is the last level; the
net system benefit stands here. During the design and renovation of the model, the quality of the first level is
revealed. The quality of the middle and final levels is related to the operation of the model and its
sustainability. After the model is applied, the return and interaction between the factors in the model are
normal (Seker, 2014:3).

System quality is related to the performance of the information system. Users' thoughts about the
performance of the system are a condition that affects the quality of the system. A positive interaction occurs
if the system quality meets the performance expected by users. System quality includes factors such as the
ability to access the system, the compatibility of the system, the feedback speed of the system, the ability to
meet user requests, the level of applicability of the system, the reliability of the system, and the difficulty
degree of the system (Ultav, 2010:43).

Information quality is evaluated by the quality of information that the system can store, transmit, or
create. Information quality is a factor that directly affects the interaction of users with the system and,
therefore, it also affects the satisfaction of users and the purpose of users using it (Seker, 2014:4).
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While service quality was not covered in the success model created in 1992, it was included as a new
factor in the renewed model in 2003. Service quality is mostly measured by reliability, sensitivity, and
altruism. The way users solve problems, the fast reactions offered by the system, the requirements of users,
and the reliability of the system are the situations that concern the quality of service (Petter et al., 2008:238-
239).

System usage and purpose of use play an effective role in determining the success of the system. The
system utilization rate of users, the desire to reuse the system, and the purposes for which the system is used
are the criteria that measure the success of the model. The increase and decrease in the use of the system is
related to the fact that users see the system as useful and continue to use it or not (Kurt, 2016:142). In
addition, many factors affect the use of the system, such as the degree to which it is necessary, non-
substitutable, and compatible with the desires of users; also, whether the system is used voluntarily or
compulsorily by users (Seker, 2014:4).

User satisfaction is the most common factor that measures the success of information systems. The
opinions of users about the system appear in front of us in terms of user satisfaction. Users need information
systems in accordance with certain requirements. Business processes could also change due to the changing
economy and technology. Due to these changes, users' requests from the system might also change during
the time they use the system. If the system meets the changing requests of users, it will achieve user
satisfaction (Ozcan, 2019:50).

Net benefits are the personal or organizational benefits provided by the system. The personal and
organizational effects of the model in its original form in 1992 were replaced by net benefits with a revision
in 2003. Net benefits are classified as the most valuable achievement dimension of the system. The reason,
on the other hand, includes their positive or negative effects on buyers, employees, suppliers, organizations,
markets, industries, economies, and even the environment (Yuthas & Young, 1998). The more useful,
simple, understandable, non-substitutable, and indispensable the system is for users, the higher the usage rate
increases. The more the usage rate increases, the more the benefit it will provide. The increase in the benefit
shows the success rate of the model (Seker, 2014:5). As a result, net benefits are defined as the benefit the
systems provide to users, employees, organizations, industries, and government (DeLone & McLean,
2003:10-12).

The reason for adopting the DeLone and McLean Information Systems Success Model as the main
framework of this study is not limited to explaining the success level of information systems. The model
analytically explains how information quality, system quality, and service quality are transformed into value
creation at the business level by considering system use and user satisfaction as mediating variables. In this
respect, the model provides an opportunity to examine the transformation of information technologies into
organizational benefits not only in terms of technical performance but also through cognitive and behavioral
mechanisms. Especially in explaining the effective use of information systems in micro and small
enterprises, it offers a more holistic analytical framework for this research context than alternative models
(such as the Technology Acceptance Model and the Task-Technology Fit Model), as it allows the evaluation
of the indirect effects of user satisfaction and perceived benefits on the actual outcomes of the system.

3. METHODS
3.1. The Purpose and Significance of the Study

The aim of this study is to examine the success of information systems used by microenterprises. In
this study, the success of information systems used by microenterprises is measured by the information
systems success model developed by DeLone and McLean. The systems used by microenterprises have been
evaluated by information quality, system quality, service quality, system usage, user satisfaction, and net
system utility factors.

Businesses striving to survive and make a profit in the face of harsh competitive conditions are
taking advantage of the opportunities of technology in order not to succumb during times of competition.
Microenterprises benefit from information systems in order to protect their assets in this competitive
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environment and keep pace in the world of technology. In this research, which is conducted in this direction,
the aim is to contribute to the literature by analyzing the benefits of the systems that microenterprises use in
order to increase their success and business performance by evaluating the opportunities provided by the
world of technology.

3.2. Research Hypothesis

The relationships between the factors of the information systems success model are expressed with
the following hypotheses:

Hypothesis 1: Information quality has a positive effect on system usage.
Hypothesis 2: Information quality has a positive effect on user satisfaction.
Hypothesis 3: System quality has a positive effect on system usage.
Hypothesis 4: System quality has a positive effect on user satisfaction
Hypothesis 5: Service quality has a positive impact on system usage.
Hypothesis 6: Service quality has a positive impact on user satisfaction.
Hypothesis 7: System use has a positive effect on user satisfaction.
Hypothesis 8: The system use has a positive effect on the net system benefit.
Hypothesis 9: User satisfaction has a positive effect on net system utility.

3.3. Population and Sample

The population of the research consists of employees and employers in Konya province (Tiirkiye)
using information systems and working in carpet cleaning sector enterprises. Since it is not possible to reach
all carpet cleaning enterprises operating in Konya due to time and cost difficulties, a sample group was
formed, and a survey was carried out. In addition to the online survey forms, face-to-face survey applications
were also carried out by contacting the companies.

In research, it is necessary to pay attention to factors such as individuals, time, and place when
creating a sample group. Individuals and places need to be accessible. The individuals selected in the sample
group should be sufficient in number and suitable to represent the purpose of the research. In this way, they
will help the subject and the research problem to be understood (Yagar & Dokme, 2018:4).

In order to examine the use and success of information systems within the scope of the research, a
carpet cleaning system software developed by a software company was selected. A survey application was
conducted with a total of 210 employees and employers using this software in 25 carpet cleaning enterprises
operating in Konya province. Since there were no problems with the surveys, all surveys were used in the
final data analysis.

The two main criteria considered during the selection of the companies were that they be operating
in Konya province and employ the same up-to-date software. The software we studied in our research was
designed for the carpet cleaning sector. The content of the software serves in every field of the sector. The
system records all activities carried out within the company. Customer contact information, past orders and
services requested by customers, and appointment days of customers are all recorded in the system. Thanks
to the electronic registration system, companies do not worry about any loss of customer records. The
customer does not have to provide any contact details each time in order to receive service. In addition, both
the company and the customers take advantage of the software's benefits with the help of this registration
system. Notice messages about the products are sent to customers throughout the service, informing them
during the process. Basic accounting operations of the company, such as price calculations, incomes,
expenses, and reports issued daily, monthly, and annually, are also performed. This software, in total,
provides great convenience and time savings to companies.

3.4. Limitations of the Study

There were a number of limitations during the research. In order to measure the use of information
systems of microenterprises, the carpet cleaning sector was selected within the context of microenterprises.
Due to constraints of time, transport, and cost, the field study was carried out on carpet cleaning enterprises
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running only in Konya province. However, not every carpet cleaning enterprise uses an information system.
For this reason, carpet cleaning enterprises operating merely in Konya and also using the information system
were interviewed. The findings of the study are limited to the sample. The survey was conducted with the
business owners, service employees, secretaries, accounting staff, and other personnel. The group of
employees includes washing attendants, packaging attendants, hanging attendants, etc.

The survey was conducted between March and May 2022. Since the survey data collected covers a
certain period of time, its validity or reliability is limited by the characteristics of the period during which the
research was conducted.

Although the reliability coefficients of the scales were found to be quite high (above 0.97 for some
constructs), this situation was interpreted with caution. Extremely high reliability values may indicate item
redundancy or potential overfitting in social science research. Therefore, these results were evaluated by also
examining the content validity of each construct, and it was confirmed that the items represent conceptually
distinct but related aspects of the measured constructs. Nevertheless, this issue is acknowledged as a
methodological limitation that should be considered in future studies.

3.5. Data Collection Method

In the research, primary data collection techniques were used as a scientific research method, and a
survey study was conducted. Extensive literature research was performed in order to create a survey form.
As a result of the literature research, variables and scales were examined. A number of the survey questions
in the literature were adapted, and several of them were included directly in the survey. As a result of the
research, a questionnaire form was prepared from the expressions used in different sources in the literature.

The survey consists of two parts. In the first part, demographic questions for carpet cleaning sector
employees were asked. Demographic questions were prepared as multiple-choice questions. In this section,
gender, marital status, age, educational level, position in the business, work experience in the current
business, and total work experience were included.

In the second part of the questionnaire, there were statements aimed at measuring the variables of the
research. The 5-point Likert scale was used in the expressions in this section. The scale was sorted as
1=Strongly Disagree, 2=Disagree, 3=Undecided, 4=Agree, 5=Strongly Agree. A literature search was
conducted in order to create a survey form. Appropriate scales obtained as a result of the literature review
were used. The scales used in the survey and the resources used are shown in Table 1; the expressions within
the scales and the factor load, mean, and standard deviation values are shown in Table 2.

Table 1. Sources of Research Model Constructs and Items

Construct Number of Source
Items
Information Quality 5 DeLone and McLean (2003),

Gable et al. (2008)

DeLone and McLean (2003),

System Quality 7 Gable et al. (2008)
Service Quality 5 Ozcan (2019)
System Usage 5 Chiu, Hsu, Sun, Lin, Sun, (2005)
. . Hsu, Chiu, Ju (2004),
User Satisfaction 7 Chiu, Hsu, Sun, Lin, Sun, (2005); Liao, Palvia, Chen, (2009)
Net Benefits 4 Hsu, Chiu, & Ju (2004),

Chang (2013)

14



Anatolia Social Research Journal (2025) 4 (2)

Table 2. Factor Loading, Mean, and Standard Deviation Values of Measures

Constructs / Items Ez;t(;)r Mean S.D.
Information Quality (INQ)

INQI1: The system produces accurate information. 0,946 4,89 0,33
INQ 2: The information received from the system is clear and understandable. 0,902 490 0,31
INQ 3: The reports produced by the system are reliable. 0,923 485 042
INQ 4: The information provided by the system is well-organized and regular. 0,926 4,85 0,40
INQ 5: The system provides the information on time. 0,932 485 0,42
System Quality (SYQ)

SYQI1: The system is fast. 0917 4,80 0,45
SYQ2: The system has the features and functions needed for my job. 0,935 486 0,35
SYQ3: The system has the flexibility to adapt to new demands and conditions. 0,940 4,80 045
SYQ4: The system increases productivity at work. 0,896 4,88 0,34
SYQS5: The system integrates information from different departments in the enterprise. 0,904 4,79 0,47
SYQ6: The system increases the ability of decision-making. 0,856 4,84 0,40
SYQ7: The system has the ability to integrate with other software. 0,773 4,73 0,58
Service Quality (SEQ)

SEQI1: Technical support could be obtained in case of a need related to the system. 0,964 481 0,45
SEQ2: Sufficient support could be obtained for the system. 0,929 4,80 0,47
SEQ3: Brisk support could be obtained for the system. 0,973 4,79 0,50
SEQA4: Sufficient training could be obtained about the system. 0,925 480 0,45
SEQS5: Support could be obtained from competent and experienced people related to the system. 0,961 4,80 0,48
System Use (SYU)

SYUTL: It is very easy to learn to use the system. 0,940 490 0,32
SYU2: It is very easy to perform the desired operations in the system. 0,977 490 0,31
SYU3: The system is simple and accessible. 0977 490 0,29
SYU4: The use of the system is flexible. 0,910 4,86 0,36
SYUS: The system is easy to use. 0,947 490 0,29
User Satisfaction (USS)

USS1: The use of the system is helping the company be perceived as competent
(knowledgeable/resourceful/professional). 0,961 4,86 0,36
USS2: The use of the system is increasing the company's sense of success. 0,915 486 0,38
USS3: I am glad to use the system. 0,929 487 0,34
USS4: 1 enjoy using the system. 0,963 4,86 0,35
USSS: I think the use of the system is useful. 0931 487 0,34
USS6: It is smart to use the system. 0,953 4,88 0,33
USS7: The system should continue to be used. 0,942 487 0,35
Net System Benefits (NSB)

NSBI1: Using a system allows me to do my transactions faster. 0,968 490 0,30
NSB2: Using the system helps me to be faster. 0,976 4,90 0,31
NSB3: Using the system makes report tasks easier. 0,969 4,88 0,34
NSB4: Using the system is very useful when performing my report tasks. 0,957 488 0,34

3.6. Data Analysis

The data obtained via the survey method were digitally transferred to be analyzed. The data in the
study were obtained by using SmartPLS 3.0 (Ringle et al., 2015) and were analyzed through the program.
The Partial Least Squares Method (PLS) was used to analyze the validity and reliability of the research
model variables and test the hypotheses indicating the relationships between the variables. The Partial Least
Squares (PLS) approach was employed, as it is particularly appropriate for predictive and exploratory
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research models. Moreover, this technique is advantageous when the dataset does not meet the assumption of
normal distribution (Ringle et al., 2015). Frequency, percentage, mean, and standard deviation values were
calculated using SPSS 22.0 statistical analysis software in the descriptive evaluation of the model variables.

4. FINDINGS

In this section, the results obtained by analyzing the data from the Information Systems Success
Scale applied to the participants of the research are given. In the process of analyzing the data, percentage
and frequency analysis, and PLS-SEM analysis were applied. The results obtained have been converted into
tables and explained.

4.1. Findings Related to Demographic Variables

The demographic characteristics of those who participated in the study are shown in Table 3.

Table 3. Descriptive Statistics Related to Demographic Variables

Demographic Variable f %
Female 12 5,7
Gender
Male 198 94,3
) Married 140 66,7
Marital Status .
Single 70 33,3
18-29 yrs. 81 38,6
Age 30-39 yrs. 94 448
40+ yrs. 35 16,7
Secondary School 25 11,9
Educational Status High School 164 78,1
Associate Degree and Bachelor's Degree 21 10,0
Business Owner 25 11,9
Bookkeeper 3 1,4
Position in the Business Employee 87 41,4
Service Employee 85 40,5
Secretary 10 4,8
Less Than 1 Year 18 8,6
) . ) ) 1-5 Years 61 29,0
Duration of Experience in Business
6-10 Years 101 48,1
11-15 Years 30 14,3
Less Than 1 Year 2 1,0
1-5 Years 34 16,2
) ) 6-10 Years 54 25,7
Total Duration of Experience
11-15 Years 89 42 .4
16-20 Years 21 10,0
21+ Years 10 4.8

In Table 3, it is apparent that 5.7% of the participants in the study were women, and 94.3% were
men; whereas 66.7% were married and 33.3% single. It is observed that 38.6% of the participants in the
study were between the ages of 18 and 29, 44.8% between the ages of 30 and 39, and 16.7% 40 years and
older; 11.9% were middle school graduates, 78.1% high school graduates, and 10.0% associate and
undergraduate graduates. 11.9% of them were business owners, 1.4% accountants, 41.4% employees, 40.5%
service employees and 4.8% secretaries; 8.6% had less than 1 year of experience in business, 29.0% 1-5
years of experience, 48.1% 6-10 years of experience and 14.3% 11-15 years of experience in business; 1.0%
had 11-15 years of total work experience; and 1.0% had 11-15 years of experience in business. It is also clear
that the total work experience of 16.2% of them was between 1-5 years, the total work experience of 25.7%
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was between 6-10 years, 42.4% was between 11-15 years, 10.0% was between 16-20 years, and 4.8% was 21
years and over.

4.2. Findings from the Structural Equation Model

There are two different covariance-based and variance-based models for Structural Equation
Modeling (SEM) (Hair et al., 2017). In the analysis of the relationship between the factors included in the
research model, PLS-SEM, a variance-based structural equation modeling method, was used. The most
important feature of the PLS-SEM method was that it could predict complex research problems
simultaneously and in detail (Anderson & Gerbing, 1988:411).

4.2.1. Measurement Model

As the factor loads given in Table 2 are examined, it is seen that these values are between 0.773 and
0.977. In model or scale development studies, it is acceptable to place the factor load value in the range of
0.50-0.60 (Hulland, 1999:198-199). The factor load value of the model was determined to be above the
specified range.

Cronbach's Alpha, Composite Reliability, and AVE values are given in Table 4. Cronbach's Alpha
value gives internal consistency. The Cronbach Alpha value varies between "0" and "1". Alpha values are
‘not reliable’ if they are less than 0.50, they are considered as ‘moderately reliable’ if they are between 0.50-
0.80, and ‘highly reliable’ if they are over 0.80 (Salvucci et al., 1997:115). It was found that the Cronbach
Alpha value of the model was over 0.50, and the model had internal consistency and provided reliability.

Table 4. Cronbach's Alpha, Composite Reliability, and AVE Values

Construct Cronbach's Alpha Composite Reliability AVE
Information Quality (INQ) 0,958 0,968 0,858
System Quality (SYQ) 0,956 0,964 0,793
Service Quality (SEQ) 0,973 0,979 0,904
System Use (SYU) 0,973 0,979 0,903
User Satisfaction (USS) 0,979 0,982 0,888
Net System Benefits (NSB) 0,969 0,980 0,942

Composite Reliability (CR) indicates the reliability of the model. Composite Reliability (CR) values
should be 0.70 or greater than this value (Dogan, 2019). It was found that the Composite Reliability (CR)
values for all factors were above 0.70, and so their expressions in the factors and the model structure were
reliable.

The AVE (Average Variation Extracted) values of the model were checked for convergence validity.
The AVE value must be greater than 0.50 (Dogan, 2019). In cases where the CR values of the factor are
greater than 0.60, it is acceptable for the AVE to be less than 0.50 (Hair et al., 1998). It was found that the
AVE value was higher than the specified value, and the model had convergence validity.

The discriminant validity values in the model showed that it had a suitable structure for the factor to be the
largest value in the row and column values to which it belonged (Fornell & Larcker, 1981). Table 5 shows
the discriminant validity values according to the Fornell-Larcker criterion. When Table 5 was examined, it
was seen that the factor had the largest values in the row and column values to which it belonged, and that
the model complied with the discriminant validity criteria.

Table 5. Fornell-Larcker Values for Discriminant Validity

Construct INQ SYQ SEQ SYU USS NSB
Information Quality (INQ) 0,926

System Quality (SYQ) 0,847 0,890

Service Quality (SEQ) 0,708 0,860 0,951

System Use (SYU) 0,755 0,786 0,680 0,950

User Satisfaction (USS) 0,843 0,869 0,778 0,793 0,942

Net System Benefits (NSB) 0,771 0,779 0,665 0,874 0,886 0,970
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4.2.2. Structural Model

After reaching the conclusion that the research model provided substance and structure reliability,
and convergence and separation validity, the path analysis test was applied to test the hypotheses. The
following are what were examined in the research: the relationship between information quality, system use,
and user satisfaction; the relationship between system quality, system use and user satisfaction; the
relationship between service quality, system usage and user satisfaction; the relationship between system
usage and user satisfaction; and the relationship between system usage, user satisfaction and net system
benefit.

The hypotheses developed based on the structural model of the research were tested, and the results
are presented in Table 6.
Table 6. Results of Hypothesis Tests

Hypotheses /] t p Supported
H1: Information Quality -> System Use 0,320 1,639 0,101 No
H2: Information Quality -> User Satisfaction 0,391 3,046 0,002 Yes
H3: System Quality -> System Use 0,482 1,643 0,100 No
H4: System Quality -> User Satisfaction 0,408 2,210 0,027 Yes
HS5: Service Quality -> System Use 0,038 0,185 0,853 No
H6: Service Quality -> User Satisfaction 0,151 1,041 0,298 No
H7: System Use -> User Satisfaction 0,307 1,526 0,127 No
HS: System Use -> Net System Benefits 0,463 3,022 0,003 Yes
H9: User Satisfaction -> Net System Benefits 0,519 3,402 0,001 Yes

The path model results show whether the established relationships are also supported by the model.
When Table 6 is examined, the t-values of the path coefficient values for other hypotheses except for the H1,
H3, HS, H6, and H7 hypotheses are greater than 1.96, which is higher than the 95% T table value in the
literature, and so are reliable. In addition, again, the p values of path coefficient values for other hypotheses
except for the H1, H3, HS, H6, and H7 are also less than 0.05. It has been concluded that the hypotheses
other than H1, H3, H5, H6, and H7 are supported. According to the results of the hypothesis tests, H2, H4,
HS8 and H9 were accepted, H1, H3, HS, H6 and H7 were rejected.

According to the results of the research, a positive correlation was found at a significance level of
p<0.01 between the sub-factors of information quality and user satisfaction, and a significance level of
p<0.01 between the sub-factors of system quality and user satisfaction. In this regard, it has been concluded
that information quality and system quality increase user satisfaction. Also, a positive correlation was found
at a significance level of p<0.01 between the sub-factors of system use and net system benefit, and a
significance level of p<0.01 between the sub-factors of user satisfaction and net system benefits.
Accordingly, it has been concluded that system use and user satisfaction increase net system benefit.

5. DISCUSSION AND CONCLUSION

The harsh competitive conditions that have lasted from the past to the present and will always
continue in the future are of great importance for every business. Microenterprises, in particular, will be
challenged in this competitive environment compared to other enterprises. Technology, on the other hand,
continues to make it easier for businesses to carry on their jobs. Microenterprises could make it easier to
survive in the sector by taking advantage of developing technologies.

The utilization rate of information systems in microenterprises is at a low level. However, these
technologies provide minimal costs and maximum benefits to businesses. If microenterprises take these
benefits into account and keep up with the technological era, they will take their success to higher levels.
Thanks to this technology, microenterprises could expand their competitive class, introduce themselves to
the world, and provide the opportunity to conduct international trade. Businesses that experience these
systems even at a low level see that their benefits are quite high and think that these systems will provide
even more gain in the future. Although information systems and technologies might seem expensive,
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businesses that experience them could actually move their expenses to even lower levels by getting rid of
small and piecemeal expenses and instead investing in a single aspect.

In this study, research on the use of information systems of microenterprises was carried out. In this
regard, firstly, a literature review was conducted on information quality, system quality, service quality,
system usage, user satisfaction, and net system utility factors on the success of information systems. After
the literature review, in order to determine the success of information systems, the information systems
success model discussed by Delone and McLean, which is widely used in the literature, was used.

The literature review revealed that past studies on business-related information systems were
managed through various aspects, ranging from competition and business processes to marketing and
information flow processes. Following the course of screening, all information systems in each study have
clearly benefited the businesses. Extraordinary criteria, such as the Covid-19 pandemic, during which the
world order moved towards digitalization, have also been addressed in several of the studies conducted.
Throughout this period of digital transformation, information systems have provided a competitive advantage
to such enterprises. Therefore, businesses not using information systems have progressed towards integrating
similar systems within their companies.

The variables created within the research model are variables of information quality, system quality,
service quality, system usage, user satisfaction, and net system utility. What have been determined in the
research model are as follows: the relationship between information quality and system usage and user
satisfaction; the relationship between system quality and system use and user satisfaction; the relationship
between service quality and system usage and user satisfaction; the relationship between system usage and
user satisfaction; and the results of the relationship between system usage and user satisfaction and net
system benefit.

According to the findings obtained as a result of the analysis, information quality and system quality
increase user satisfaction. It is apparent that system usage and user satisfaction increase the net system
benefit. In this direction, what affects the extent of user satisfaction are information quality and system
quality. The higher the information and system quality, the more satisfied the users are with the system. The
following facts ensure that users are satisfied with the system. The first fact is that the system produces
accurate information. The other facts are that the information received from the system is clear and
understandable, the reports produced by the system are reliable, the information provided by the system is
regular, and the system provides the information on time. Systems will encourage companies to use the
system when they ensure the success of the extent of information quality. Another aspect that increases user
satisfaction is system quality. The factors affecting user satisfaction are that the operation of the system is
brisk, it has the necessary features and functions, adapts to demands, integrates information in different
departments, and can be integrated with other software products.

The net system utility size increases the size of system usage and user satisfaction. The fact that the
system is easy to learn, operations are easily performed in the system, the system is simple, accessible,
flexible, and easy increases the benefits that users receive from the system. In addition to these factors, the
performance of system operation, the success, satisfaction, utility, and feeling of enjoyment the system gives
to users also increase the net system utility factors.

On the other hand, the hypotheses that are not supported in this study indicate that classical models
of information systems success may not hold equally across all contexts. In particular, the lack of a direct
effect of information quality and system quality on system use can be explained by the fact that information
systems in micro-enterprises are often used within the framework of mandatory or routine tasks. Similarly,
the absence of a significant effect of service quality on both system use and user satisfaction may result from
the limited perception or availability of technical support services in such enterprises. Furthermore, the
finding that system use does not directly influence user satisfaction suggests that users’ satisfaction with the
system depends more on perceived performance and usefulness than on the frequency of use. Therefore,
these unsupported hypotheses reveal that the dynamics of information systems use in micro-enterprises are
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closely related to contextual factors such as organizational structure, user profile, and the level of
information technology maturity.

As a result of the evaluations, when the relationships between variables are analyzed, it is seen that
micro businesses complete their transactions faster, easier, and more reliably with the benefits offered by the
system they use. It is observed that microenterprises are satisfied with the service provided by the system;
they find the system useful, their efficiency and success increase, thanks to the system. In line with these
results, businesses that benefit from information systems both gain a great competitive advantage and their
business processes progress more reliably.

In the carpet cleaning sector, all transactions such as customer information, income, and expenses are
made via paper or notebooks. Customer information that constantly disappears prolongs and complicates
business processes. Information systems offer great advantages to companies by collecting and storing all
transactions in one place. It is of great importance that there are no disruptions in carpet cleaning enterprises,
particularly in purchasing and distribution services. The systems accelerate the work of service employees by
presenting customer information and the order list in a single panel. Thanks to the ease of use, access, and
learning of the systems offered to carpet cleaning enterprises, companies could easily incorporate the
systems into their structures. In addition, thanks to the adaptability of the systems to the demands and
conditions, carpet cleaning enterprises could change the system according to their structures.

As a result, when all these findings and benefits are taken into consideration, it is seen that access to
information systems and technologies has become easier and could be achieved with minimal expenses. In
the literature review, many of the microenterprises have never attempted to experience these systems because
they thought a large amount of capital and advanced technology were required to employ such systems.
Microenterprises that have experienced information systems have actually found that they could integrate
these systems into their structures without the need for a large amount of capital and advanced technology. In
addition, microenterprises have observed that they could get great advantages with a minimum cost on their
information systems. In the research, the individuals who participated in our survey work in the carpet
cleaning sector and use information systems. They found out that the success of the systems was quite high.

Enterprises that want to integrate information systems into their configurations should first determine
their priorities, as there are many kinds of information systems. They should prefer systems with appropriate
content. The employees should be informed about these systems and guided to gain the required experience.
These systems, which speed up business processes and prevent incorrect transactions, are always a great
advantage for businesses and employees. Every company that incorporates this sum of advantages will
increase its efficiency and earnings day by day, meaning that they should see and contemplate the worth of
these systems, which are designed to benefit companies.
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ABSTRACT

This study investigates green logistics and strategies for reducing the carbon footprint within the Turkish context, highlighting
the current state of sustainability practices in the logistics sector. Using an exploratory research approach, the sustainability reports of
logistics companies operating both nationally and internationally in Turkiye were analyzed. The findings indicate that strategies such
as deploying electric and low-emission vehicles, implementing intermodal transportation, investing in renewable energy, adopting the
circular economy approach, leveraging digitalization, and optimizing routes play a crucial role in minimizing environmental impacts
while enhancing operational efficiency and reducing costs. The results demonstrate that public policies, sector collaborations,
technological investments, and comprehensive carbon accounting must develop simultaneously for the logistics sector to meet its
carbon reduction goals.
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Yesil Lojistik ve Karbon Ayak izi Azaltma Stratejileri: Kiiresel Egilimler ve

Tiirkiye Perspektifi
oz
Bu calisma, yesil lojistik ve karbon ayak izi azaltma stratejilerini Tiirkiye baglaminda inceleyerek lojistik sektdriinde
stirdiiriilebilirlik uygulamalarinin giincel durumunu ortaya koymaktadir. Kesifsel arastirma yontemi kullanilarak Tiirkiye’nin ulusal ve
uluslararas: alanda faaliyet gosteren lojistik firmalarinin siirdiirtilebilirlik raporlart degerlendirilmistir. Bulgular, elektrikli ve diisiik
emisyonlu ara¢ kullanimi, intermodal tagimacilik, yenilenebilir enerji yatirimlari, dongiisel ekonomi yaklagimi, dijitallesme ve rota
optimizasyonu gibi stratejilerin hem gevresel etkileri azaltmada hem de operasyonel verimlilik ve maliyet avantaji saglamada kritik rol

oynadigini gostermektedir. Sonuglar, lojistik sektoriiniin karbon azaltim hedeflerine ulagabilmesi i¢in kamu politikalari, sektorel
isbirlikleri, teknoloji yatirimlar ve biitiinciil karbon muhasebesinin eszamanli ilerlemesi gerektigini ortaya koymaktadir.
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1. INTRODUCTION

Interest in green strategies within the logistics sector has been increasing among both academics and
industry professionals, driven by factors such as global warming, environmental degradation, and
governmental policies. Similar to other areas of economic activity, the logistics sector is being evaluated within
the framework of sustainability goals, with environmentally friendly approaches gaining prominence (Akbal,
2022). Global warming and environmental degradation have reduced greenhouse gas emissions to a strategic
imperative, particularly in the logistics industry. It is estimated that logistics activities account for
approximately 24% of global greenhouse gas emissions. Moreover, according to data from the International
Energy Agency, carbon dioxide emissions from transportation—the core activity of logistics—have increased
by nearly 65% over the past 31 years (Kamaci, 2024). In this context, green logistics has emerged as a paradigm
aimed at minimizing negative environmental impacts and reducing the carbon footprint. It is also regarded as
an effort to establish a sustainable balance among environmental, economic, and social objectives (Bardake,
2022; Jou et al., 2024).

The carbon footprint—defined as the total amount of carbon dioxide (CO:) emitted directly and
indirectly into the atmosphere over the lifecycle of a product or organization (Wiedmann & Minx, 2008)—has
become a priority target for policymakers and businesses alike amid growing climate change and
environmental concerns. Green logistics supports environmental sustainability by optimizing business
processes to minimize these carbon emissions. Measuring the carbon footprint plays a critical role in assessing
the effectiveness of green logistics practices and is regarded as a key indicator for ensuring sustainability in
the logistics sector. In this process, logistics companies have been compelled to develop strategies that
prioritize not only cost efficiency and speed but also environmental sustainability. Accordingly, businesses are
utilizing technological innovations and implementing strategies such as route optimization, fuel efficiency
measures, transitioning to electric or hybrid vehicles, and improving recycling and waste management systems.
These practices not only reduce carbon emissions but also enhance firms’ environmental performance and
strengthen their corporate social responsibility. Furthermore, the transparency and measurability of green
logistics practices improve the accuracy of environmental reporting and encourage stakeholder participation.
From a social perspective, environmental awareness training for employees and social responsibility initiatives
help embed green logistics into corporate culture and play a crucial role in increasing the societal acceptance
of sustainability goals (Krejza et al., 2019; Yurtkuran, 2021).

This study adopts a holistic approach to both the theoretical framework in the literature and real-world
practices. It first examines the concept of green logistics in the context of global trends and developments and
then explains strategies for reducing the carbon footprint. In the application section, sustainability reports of
leading logistics companies in Turkiye are analyzed to evaluate green logistics strategies and case studies. The
findings are presented along with concrete recommendations for policymakers, academics, and industry
representatives.

The research problem explores the effectiveness of current green logistics practices in improving firms’
environmental performance, how carbon footprint reduction strategies are shaped, and to what extent Turkish
logistics companies align with the green logistics trends of international logistics firms. Within this scope, the
article aims to contribute to the academic literature and provide practical roadmaps for policymakers and
industry professionals through a critical examination of the challenges faced in green logistics practices and
the opportunities created by new technologies.

2. CONCEPTUAL FRAMEWORK
2.1. Green Logistics and Global Trends

Emission levels are directly linked to the carbon emissions of vehicles used in logistics operations. Given
that transportation activities relying heavily on fossil fuels alone account for approximately 23% of global
carbon dioxide emissions, it can be concluded that the logistics sector significantly contributes to
environmental pollution and, consequently, climate change (Kamaci, 2024; Sayin, 2022). Carbon dioxide
emissions are projected to increase by one-third by 2050, which places growing pressure on the logistics sector
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to improve its carbon management structure (Jou et al., 2024). Within this context, green logistics represents
a holistic approach designed to reduce the environmental impacts of logistics processes. The concept is defined
as supply chain management strategies that minimize the carbon footprint of activities focusing on material
handling, waste management, warehousing, packaging, and transportation (Nguyen & Nguyen, 2020). Green
logistics encompasses a comprehensive set of activities such as assessing the environmental impact of different
distribution strategies, reducing energy consumption in logistics operations, minimizing waste and managing
it effectively, as well as implementing reverse logistics for product returns and recycling (de Paula Alvarenga
et al., 2018).

The intensifying global sustainability pressures are increasing the importance of green logistics.
Growing interest in sustainability among key stakeholders—governments, consumers, and investors—has led
to the adoption of stricter environmental standards and policies, thereby making the regulatory environment
more complex. These developments have positioned green logistics not only as a tool for reducing
environmental impacts but also as a critical mechanism for achieving sustainable development goals,
supporting industrial modernization, and accelerating economic transformation (Chatzoudes et al., 2024).
While traditional logistics prioritized performance and often relegated environmental sustainability to a
secondary role, green logistics integrates the environmental, social, and economic dimensions of logistics
systems by balancing economy and ecology. Modern green logistics involves environmentally friendly
strategies such as using low-emission or alternative-fuel vehicles, optimizing transport routes, and applying
advanced technologies to increase operational efficiency. This approach aims to address environmental
problems without compromising organizational performance or economic growth, thus maximizing revenue
and asset utilization while minimizing the environmental footprint (Jefimovait¢ & Vienazindien¢, 2025; Jou
et al., 2024).

Green logistics has undergone a three-phase development process over the last three decades: an
emergence period from 1993 to 2003, a slow-growth period from 2004 to 2014, and a period of rapid
development since 2015. Recently, the logistics sector has assumed a pioneering role in the implementation of
green technologies and sustainability strategies; green logistics is increasingly defined as the technological
processes and the efficient management of resource and energy flows aimed at reducing environmental and
economic harm. Current trends are concentrated in three main areas: developing models and management
approaches that support sustainable development, addressing environmental and social threats, and optimizing
vehicle routing and scheduling for low-carbon logistics. Much of the existing research focuses on the
contributions of green logistics initiatives to the “triple bottom line”—social, environmental, and economic
performance—and particularly emphasizes carbon emissions, energy consumption, social sustainability, and
cost-benefit analyses of externalities (Hasanspahic¢ et al., 2021; Ma & Kim, 2023).

However, current levels of technological implementation appear insufficient to meet climate targets,
making it necessary to accelerate transformation within the sector. It is argued that significant short-term
emission reductions can be achieved through increased collaboration across the supply chain, more effective
use of excess capacity in different transport modes, and integrated flow management. Furthermore, in line with
2050 sustainability and carbon neutrality targets, substantial opportunities are emerging for innovative
applications in electric and autonomous vehicles, alternative fuels, and logistics optimization (DPuric &
Viskovic, 2024). Green logistics practices are shaped through operational strategies (route optimization, fleet
electrification, use of alternative fuels, intermodal transport), technological innovations (IoT-based tracking
systems, Al-assisted planning, energy-efficient warechouses), and managerial processes (GRI/TCFD reporting,
independent verification, supply chain collaboration). Green logistics encompasses all processes related to
green transportation, green warehousing, green packaging, green circulation, and green reverse logistics. Its
primary objective is to prevent environmental harm from logistics activities, contribute to environmental
remediation, and optimize the use of logistics resources. This holistic approach underpins sustainable
transformation in the logistics sector.
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2.2. Carbon Footprint

A carbon footprint is a measure of the total greenhouse gas emissions generated over the lifecycle of a
product, process, service, or activity, expressed in equivalent tons of carbon dioxide per unit (Grachev, 2019).
In brief, it represents the cumulative value of direct and indirect carbon dioxide emissions caused by a product
or activity (Wiedmann & Minx, 2007). The concept derives from the broader notion of the “ecological
footprint” developed by Wackernagel and Rees in the 1990s. However, as concerns about climate change have
intensified, the carbon footprint has emerged as an independent indicator and a fundamental tool for
environmental sustainability assessments (Altin, 2024; Dada, 2021).

Measuring and calculating a carbon footprint is typically performed using Life Cycle Assessment (LCA)
or input-output analysis methodologies, in compliance with international standards such as ISO 14040, ISO
14064, and ISO 14067. At the corporate level, the carbon footprint is classified under Scope 1, Scope 2, and
Scope 3 categories in accordance with the Greenhouse Gas Protocol (Gandola & Asdrubali, 2024). Scope 1
covers direct emissions from sources owned or controlled by an organization, such as the combustion of fossil
fuels, company vehicles, or on-site production processes. Scope 2 includes indirect emissions from the
generation of purchased electricity, steam, heating, or cooling consumed by the organization. Scope 3 is the
broadest category, encompassing all other indirect emissions across the organization’s value chain—from
suppliers to customers—including business travel, logistics activities, product use, and end-of-life waste
treatment. These scope distinctions enable organizations to prepare more transparent greenhouse gas
inventories and develop more effective carbon management strategies (G.G. Protocol, 2011; Wiedmann &
Minx, 2008).

The carbon footprint serves as an assessment tool for measuring environmental impacts and identifying
emission sources to support the development of mitigation strategies. Reducing the carbon footprint offers not
only environmental benefits but also economic advantages such as cost savings, risk mitigation, and enhanced
return on investment. It also facilitates compliance with climate agreements like the Kyoto Protocol. By
allowing comparisons of climate-sensitive impacts of individuals, products, businesses, and governments, the
concept contributes to informed decision-making for sustainable development (Altin, 2024; Fantozzi &
Bartocci, 2016).

3. CARBON FOOTPRINT REDUCTION STRATEGIES

According to the Council of Supply Chain Management Professionals, 75% of a company’s carbon
footprint originates from logistics activities. Furthermore, disruptions in logistics operations can increase
supply chain carbon emissions by approximately 20% (Amiruddin et al., 2021; Turgut & Budak, 2022). As a
result, the sector is under considerable pressure to achieve energy savings and reduce emissions, with
sustainability efforts closely monitored by both researchers and governments. To address carbon emission
issues, companies set emission-reduction targets and conduct greener operational processes using
environmentally friendly vehicles and machinery (Ghosh et al., 2020; Ma et al., 2018; Senir & Biiyiikkeklik,
2023).

3.1. Transportation and Modal Optimization

Effective management of transport modes plays a critical role in reducing the carbon footprint.
Compared to single-mode road transport, the use of multimodal systems integrating different transport types
can reduce costs by about 20% while cutting CO. emissions by up to 57% (Fang et al., 2020). Additionally,
route optimization and vehicle planning based on real-time tracking and data analytics can lower energy
consumption by up to 20% and reduce carbon emissions by approximately 100 kg (Kalwar, 2024). Another
key strategy for reducing transport-related emissions is the reduction of fossil fuel use. Integrating electric,
hydrogen fuel cell, and biofuel-powered vehicles into fleets stands out as an innovative solution accelerating
the transition to low-carbon logistics (Etukudoh et al., 2024).
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3.2. Supply Chain and Distribution Practices

Supply chain management and distribution strategies play a vital role in reducing the carbon footprint.
Practices such as minimizing handling, shortening transport distances, reducing empty returns, choosing direct
routes, and using warehouse space more efficiently form the basis of sustainable distribution strategies.
Collaborating with third-party logistics providers that have environmental expertise and high sustainability
capacity also contributes to minimizing negative environmental impacts. Moreover, logistics network
optimization is a critical element. Strategic design and facility siting of storage and distribution centers can
reduce transport distances and shipment frequency, lowering both costs and carbon emissions (Esfahbodi et
al., 2016).

3.3. Packaging and Materials Management

Replacing conventional plastic and cardboard packaging with biodegradable or recyclable materials
reduces environmental pollution and promotes resource recovery. Additionally, reverse logistics and closed-
loop systems encompassing product recovery, reuse, and recycling lower waste disposal costs while
contributing to minimizing environmental impacts (Wang, 2024).

3.4. Technology and Digital Solutions

Transitioning to renewable energy sources constitutes one of the most effective technological strategies
for reducing the carbon footprint. Organizations are increasingly replacing fossil fuel dependency with
renewable sources such as solar, wind, and hydroelectric power, and investing in on-site renewable energy
generation—such as rooftop solar panels—to reduce reliance on grid electricity (Odeyemi et al., 2024). Within
the integration of Information and Communication Technologies (ICT), the Internet of Things (IoT), GPS-
based systems, route tracking, and fuel consumption sensors enable more effective management of
transportation activities. Digital technologies and data analytics optimize vehicle planning and operations,
thereby increasing efficiency and contributing to emission reductions. In addition, the use of hybrid engine
technologies in transport fleets and the adoption of energy-efficient storage practices are among the innovative
applications supporting environmental sustainability in the logistics sector. Industry 4.0 technologies
contribute to reducing the carbon footprint by increasing energy efficiency, minimizing waste, and optimizing
production (Kalwar, 2024; Wang et al., 2024; Yurtay, 2025).

3.5. Measurement and Management Approaches

Effective management of the carbon footprint requires comprehensive assessments across the entire
supply chain to identify reduction opportunities and monitor progress regularly (Wang et al., 2024). At the
regional level, analyses based on the spatial distribution of energy use and carbon emissions contribute to
reducing efficiency gaps between regions and establishing a more balanced logistics network. However, the
success of sustainable transformation in the logistics sector depends not only on the individual efforts of firms
but also on collaboration among suppliers, customers, and public institutions. Such stakeholder engagement
paves the way for the dissemination of best practices within the logistics network and the development of green
policies (Olaleye et al., 2024).

4. TECHNOLOGY AND INNOVATION IN GREEN LOGISTICS

The integration of digital technologies into green logistics creates a strong synergy by enhancing both
environmental and operational performance. Technologies such as the Internet of Things (IoT), GPS systems,
and sensors enable real-time monitoring and optimization of vehicle routes, fuel consumption, and logistics
processes. This digital transformation offers sustainability advantages such as reducing the carbon footprint,
optimizing transport routes and delivery times, lowering costs, and minimizing waste (Kalwar, 2024).
Artificial intelligence has also become a critical enabler for sustainable urban logistics. Al-based applications
facilitate alignment with global sustainability goals by reducing unnecessary fuel consumption and improving
energy efficiency. The implementation of low-emission urban freight corridors in several European cities—
where environmentally friendly delivery options such as electric vehicles and cargo bikes are prioritized—
demonstrates the practical impact of this approach. These systems integrate models that optimize the carbon
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footprint, track fuel consumption through predictive modeling, and continuously improve delivery strategies
over time through cybernetic feedback loops (Fatorachian et al., 2025).

Enterprise Resource Planning (ERP) systems are increasingly being integrated with carbon footprint
management and energy efficiency strategies alongside Industry 4.0 technologies. While these systems provide
real-time monitoring, predictive analytics, and opportunities for cross-sector collaboration, they also present
challenges such as high initial costs, the complexity of data integration, and gaps in regulatory frameworks
(Yurtay, 2025). Infrastructure innovation focuses on integrating green technologies across logistics,
construction, and energy systems by developing low-carbon multimodal transport hubs. These facilities
promote clean energy use, reduce reliance on fossil fuels, and facilitate cross-sector collaboration through
government support and resource sharing. Advanced logistics facilities can achieve significant environmental
benefits by reducing total energy consumption by up to 23% through passive energy efficiency measures such
as natural daylighting. Furthermore, the integration of solar panels and battery storage systems can reduce
carbon emissions by up to 56%, creating comprehensive feasibility for sustainable logistics practices (Yasir et
al., 2024).

The digitalization of logistics processes is triggering a sector-wide transformation by facilitating the
emergence of new industries and business models focused on sustainable development through new
technologies, equipment, and transport methods. However, implementation challenges persist, as poor-quality
logistics infrastructure and service levels can increase fossil fuel consumption, leading to adverse effects on
both human health and the environment.

5. ECONOMIC IMPACTS OF GREEN LOGISTICS

Green logistics practices provide significant economic returns to companies in addition to their
environmental benefits. The adoption of transportation management systems can support green supply chain
activities and yield savings of 5—40% in shipping costs. Specific optimization strategies make these economic
benefits measurable: for instance, route optimization can reduce energy consumption by 20% while cutting
carbon emissions by approximately 100 kg, demonstrating how green logistics projects improve both
environmental protection and economic performance (Li & Cao, 2024).

The financial advantages of green logistics stem from operational improvements such as reduced energy
consumption, minimized packaging and container use, lower greenhouse gas emissions, and enhanced waste
management. Energy-focused initiatives offer particularly high returns. For example, systematic measures
such as harnessing natural daylight can cut total energy use by up to 23%, while active technologies like solar
panels and battery storage systems both generate operational cost savings and create new market opportunities
(Yasir et al., 2024).

Research has shown a direct link between the environmental and cost performance of sustainable
distribution practices. Green packaging solutions reduce waste and CO. emissions and, although requiring
initial technology investment, increase profitability over the long term (Esfahbodi et al., 2016). Similarly,
lighter and recyclable materials in packaging lower packaging weight and material costs, boosting cost
efficiency and operational productivity. These initiatives also strengthen brand image and competitiveness
among environmentally conscious consumers, creating market differentiation that supports premium pricing
strategies (Wang, 2024).

6. IMPLEMENTATION CHALLENGES IN GREEN LOGISTICS

Although green logistics is a proven approach with environmental and economic benefits, various
obstacles in the implementation process limit the success of this transformation. One of the most significant
challenges is high initial costs. The adoption of advanced technologies—such as ERP systems integrated with
carbon footprint management and energy efficiency strategies—requires substantial upfront investment,
posing a heavy financial burden, particularly for small-scale logistics companies. In addition, data integration
complexity is another major barrier. Real-time monitoring, predictive analytics, and cross-sector collaboration
necessitate sophisticated data management infrastructure and competencies. The lack of such capacity in many
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firms hampers emissions tracking and optimization within supply chains, making existing technological gaps
more visible (Yurtay, 2025).

The insufficiency of standardized regulatory policies also creates uncertainty during implementation.
The absence of clear policies to support green logistics initiatives makes it difficult for companies to develop
long-term strategies and justify investments to stakeholders. Furthermore, top management support, employee
training, and corporate culture play decisive roles in the success of sustainability projects. Green logistics,
therefore, requires not only technological investments but also deep cultural transformations in organizational
structures and operational processes (Jayvardhan & Kaustubh, 2024).

Infrastructure shortcomings emerge as a major constraint, especially in developing countries. Current
levels of technological adoption fall short of meeting climate targets, highlighting the sector’s need for
innovative solutions and large-scale investments for a sustainable future (Duric & Viskovic, 2024). In this
context, successful implementation depends not only on organizational efforts but also on coordinated
collaboration among public institutions, suppliers, and customers. Finally, although blockchain and other
digital technologies offer significant advantages in transparency, traceability, and efficiency, their high costs
and the need for qualified personnel make them inaccessible to many organizations (Pham et al., 2023; Seroka-
Stolka, 2014). These challenges indicate that the barriers to green logistics are not limited to technical and
financial aspects but require a multidimensional transformation encompassing regulatory frameworks,
corporate culture, infrastructure limitations, and multi-stakeholder collaboration.

7. METHODOLOGY

An exploratory research design was adopted for this study. Exploratory research involves techniques
such as literature review, the use of secondary sources, and expert interviews (Karabey, 2020). This method
was chosen to deepen the understanding of green logistics and carbon footprint reduction strategies and to
contribute to the foundation for more comprehensive future research. Data were gathered from secondary
sources alongside the literature. In this context, the sustainability reports of leading logistics companies based
in Turkiye were examined and evaluated.

8. FINDINGS

In line with the purpose of this study, the sustainability reports of leading logistics firms operating in
different segments in Turkiye were analyzed in the context of green logistics and carbon footprint reduction
strategies. Since all data are based on companies’ own reports, the absence of independent verification and
data gaps constitutes a limitation of this study.

8.1. Aras Cargo

Aras Cargo is one of the leading companies in Turkiye, and it has an extensive transport network and
logistics services. The company has developed comprehensive strategies in sustainability and environmental
responsibility, aiming to enhance operational efficiency while reducing its carbon footprint (Aras Kargo,
2023).

To minimize carbon emissions, Aras Kargo is transforming its fleet and operational processes in line
with green logistics principles. By increasing the use of electric vehicles, the company reduces fossil fuel
consumption and carbon emissions. In 2023, the addition of 31 electric vehicles increased the total number of
electric vehicles by 47% compared to 2022. Furthermore, fuel consumption and driving efficiency are
optimized through route optimization and vehicle tracking systems, thereby reducing carbon emissions. The
implementation of a single-driver courier model enables more efficient vehicle usage.

In its logistics centers and branches, the company uses LED lighting, high-efficiency heating/cooling
systems, and smart building automation to improve energy efficiency. In 2023, these improvements led to a
9% reduction in total energy consumption and a 31% decrease in natural gas usage. By increasing the use of
renewable energy sources, fossil fuel dependency has been reduced and sustainable energy consumption
achieved.
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Aras Kargo also targets reducing its carbon footprint by using environmentally friendly and recyclable
materials in packaging processes. Its zero-waste packaging approach, reusable bags, and digitalization projects
reduced paper usage by 14%, achieving both environmental and operational efficiency. Through the “Zero
Waste Training” program, employees are made aware of sustainability and recycling practices.

In terms of carbon emissions performance, while direct emissions (Scope 1) remain significant, the use
of renewable energy has reduced energy-related indirect emissions (Scope 2) to zero. Other indirect emissions
(Scope 3) constitute the majority of total emissions. The company’s emission intensity was 2.02 tons of COze
per employee, showing progress in carbon management despite its size and operational scale.

With its green logistics practices and carbon footprint reduction strategies, Aras Kargo plays a
pioneering role in the logistics sector. Fleet electrification, route optimization, and digital tracking systems
stand out as critical tools for controlling carbon emissions. Energy efficiency projects and renewable energy
usage not only reduce environmental impacts but also lower operational costs. Sustainable packaging solutions
and employee awareness programs comprehensively support the company’s environmentally oriented
approach.

8.2. Arkas Line

Arkas Line is a Turkiye-based and globally operating leader in maritime transport and logistics. The
company aims to systematically enhance efficiency and reduce its carbon footprint in maritime operations
through comprehensive sustainability and environmental responsibility strategies (Arkas Line, 2023).

Since 2011, Arkas Line has systematically measured vessel-related greenhouse gas emissions within the
Clean Cargo initiative, and as of 2023, reports Scope 1 and Scope 2 emissions from 18 countries and 59
facilities. Approximately 98% of emissions stem from maritime transport. Compared to 2011, total vessel
emissions decreased by 25.38% and sulfur emissions by 82.8%. These results have been achieved through the
systematic implementation of low-sulfur fuels (VLSFO/ULSFO), route optimization, propeller and hull
cleaning, friction-reducing coatings, energy-efficient “eco-design” vessels, and other technical improvements.

Arkas Line became the first Turkish maritime company to test biofuel (Bio24F) and secured a
sustainable fuel supply with ISCC certification. In 2023, shifting from road to rail transport on certain routes
resulted in 56—78% carbon savings and prevented over 1,000 tons of emissions. The company aims for 100%
electric and zero-emission transport with its hybrid train investment planned for 2025.

The Operations Excellence Department monitors vessel energy efficiency, EEXI indicators, and
emissions trading data at the managerial level. The use of EU ETS software supports route and fuel
optimization; migration to Microsoft Cloud reduced digital workload emissions by 99.73%, and carbon
intensity fell by 58% between 2019 and 2023. Onboard waste separation and UV-filtered ballast water
treatment systems protect marine ecosystems, reinforcing the company’s environmental integrity approach.

These strategies demonstrate Arkas Line’s leadership position in sustainability, reducing its carbon
footprint not only in vessel operations but also across land connections and digital processes.

8.3. Ekol Logistics

Ekol Logistics is a Turkiye-based company providing integrated logistics services through a strong
intermodal network extending to Europe. The company develops strategies that systematically address not
only operational efficiency but also environmental sustainability. These strategies cover a wide range of areas,
from supply chain transparency and waste management to energy efficiency, renewable energy investments,
green fleet practices, intermodal transport models, and LEED-certified facility investments (Ekol Lojistik,
2024).

The company’s environmental performance vision is embodied in its target to reduce Scope 1, 2, and 3
emissions per revenue by 55% by 2030 compared to its 2020 baseline and to achieve a carbon-neutral logistics
network by 2050. Under its green fleet and alternative fuel strategies, the integration of electric trucks into
operations prevents approximately 800 tons of CO. emissions annually. The use of low-emission Euro 6
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vehicles, biofuels, and alternative fuel technologies minimizes fossil fuel consumption. Intermodal transport
practices integrating road, sea, and rail modes offer up to 50% reductions in CO- emissions and significantly
lower fossil fuel dependence.

Within its green building initiatives, LEED-certified facilities ensure water, energy, and material
efficiency, while its 5,589 kWp solar power investment meets 65% of its energy needs from renewable sources.
Its waste management and circular economy approach, based on the “reduce-reuse—recycle” principle, has led
to hazardous and non-hazardous waste segregation at the source, all major warehouses obtaining “Zero Waste
Certificates,” and a reduction in total waste from 4,239 tons in 2023 to 3,291 tons in 2024. In digitalization
and operational optimization, applications such as digital twin modeling, route optimization algorithms, and
carbon emission tracking modules have achieved 12% fuel savings and 8% reductions in carbon emissions.

This holistic and measurable approach positions Ekol Logistics as a pioneering and transformative actor
in the fight against climate change in the logistics sector; the company systematically reduces its environmental
impacts while including stakeholders and its supply chain in its sustainability objectives, creating an inclusive
model.

8.4. Borusan Logistics

Borusan Logistics is a Turkiye-based integrated logistics service provider with a wide service network
covering road, sea, air, and rail transport. The company’s green logistics and carbon footprint strategies consist
of multi-dimensional practices aimed at systematically reducing environmental impacts while increasing
operational efficiency (Borusan Lojistik, 2023). Within this framework, energy efficiency projects, renewable
energy investments, and the integration of low-emission vehicles into the fleet are among its core strategic
priorities. Beyond meeting legal requirements, the company has developed benchmark practices in areas such
as efficient use of natural resources, energy conservation, and environmentally responsible process design.

Borusan Logistics expects its suppliers to comply with national and international environmental
standards (ISO 14001, ISO 14064, EMAS) and certification processes; where these are lacking, it requires
strong environmental policies and procedures to be established. This approach supports the company’s
environmental commitments and ensures that the entire value chain operates within a shared framework to
reduce environmental impacts.

The company also sets clear targets for its suppliers on energy efficiency and renewable energy use. It
expects the development of projects to monitor, report, and improve energy consumption in operational
processes, the utilization of renewable energy sources (solar, wind, biomass, geothermal, wave), and
transparent documentation of this transition. In this context, Borusan Logistics systematically applies energy
efficiency principles and tracks their effectiveness through periodic reporting.

With its “carbon-free business model” goal, Borusan Logistics requires the calculation, management,
and reduction of carbon footprints not only in its own operations but also in its suppliers’ processes. It promotes
the use of globally recognized methodologies (IPCC Guidelines, GHG Protocol, ISO 14064) in emissions
calculations and encourages transparent, comparable reporting of Scope 1, 2, and 3 emissions separately. It
also asks suppliers to develop emission reduction plans, set science-based targets, and report annual results.
This approach ensures not only the reduction but also the systematic management of carbon emissions,
contributing to the company’s decarbonization and “de-plasticization” themes. In 2023, Borusan Logistics
achieved a 9.6% absolute reduction in Scope 1 and 2 emissions, preventing 19,463 tons of CO- equivalent
emissions.

Borusan Logistics’ approach to circularity and waste management is based on integrating perspectives
of reuse, remanufacturing, and redesign into production and service processes. The company adopts a strategic
goal of expanding the zero-waste approach across the entire value chain, increasing recycling, and prioritizing
environmentally friendly, recycled, or recyclable products with low carbon emissions. It develops intermodal
solutions that produce up to four times fewer emissions than road transport and up to thirty times fewer than
air transport, and meets a significant portion of its energy consumption from clean sources through renewable
energy certificates. In 2023, 43% of its electricity consumption was supplied from renewable sources. Micro-
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distribution with electric vehicles, the conversion to lithium-ion battery equipment, LED applications, and
efficient warehouse management activities have improved energy efficiency. Moreover, activities such as
digital operations, accommodation, and occupational safety events have been conducted as carbon-neutral.

9. EVALUATION AND CONCLUSION

This study examined green logistics and carbon footprint reduction strategies based on the sustainability
reports of leading logistics companies in Tirkiye, thereby revealing the current state of green practices in the
sector. It also confirmed, through both academic literature and case analyses, the logistics industry’s capacity
to mitigate environmental impacts in global supply chains. The findings indicate that Tiirkiye’s logistics sector
is largely aligned with global green logistics trends but still requires improvement in areas such as the use of
standardized methodologies and comprehensive reporting.

The results show that measures such as investments in electric fleets, alternative fuel strategies, digital
route optimization, and energy-efficient warehouses can significantly reduce carbon emissions in the short
term. The analyzed companies (Aras Kargo, Arkas Line, Ekol Logistics, and Borusan Logistics) are reducing
their environmental impact while achieving operational efficiency and cost advantages through strategies such
as the use of electric and low-emission vehicles, route optimization, intermodal transport, renewable energy
investments, circular economy approaches, and digitalization initiatives. This demonstrates that green logistics
is not only an environmental necessity but also a strategic tool for competitiveness. Although progress in
reporting has been observed in recent years, the management of Scope 3 emissions, comprehensive carbon
accounting across supply chains, and the strengthening of independent verification mechanisms remain priority
development areas for the sector.

The study’s findings reveal that green logistics practices are not limited to technical investments; factors
such as management commitment, organizational culture, stakeholder collaboration, and transparent reporting
also play a critical role. To accelerate green transformation in Tiirkiye’s logistics sector, strengthening the
regulatory framework, increasing financial incentive mechanisms, and adopting standardized methodologies
across the industry are essential. Moreover, achieving national carbon reduction targets in the logistics sector
will require the simultaneous advancement of public policies, sectoral collaborations, and technological
investments.

For future research, it is recommended to conduct a comprehensive carbon accounting analysis covering
all actors of the logistics chain (suppliers, distributors, customers), support firm-level data with independent
verification mechanisms, and compare green logistics practices across different sectors in Tiirkiye.
Additionally, spatial modeling studies evaluating the optimization of logistics centers and infrastructure
investments according to environmental criteria could contribute to a deeper understanding of the sector’s
transition process. Such research would provide a robust scientific basis for evidence-based policymaking to
help Tiirkiye’s logistics sector achieve its sustainability goals more effectively.

This study demonstrates that logistics represents a field of transformation not only for carbon reduction
but also for supply chain resilience, operational efficiency, and economic competitiveness. Tiirkiye’s strategic
geographic location and dependence on the EU market make green logistics investments not only an
environmental necessity but also a critical strategy for commercial sustainability and economic development.
In conclusion, green logistics has emerged as an economic, social, and strategic opportunity for Tirkiye
beyond its environmental imperative. Turning this opportunity into a lasting transformation will be possible
through the adoption of science-based targets, sectoral collaborations, and stakeholder engagement. The study
offers insights that can guide policymakers and industry representatives alike in simultaneously advancing
environmental sustainability and competitiveness in Tiirkiye’s logistics sector.
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0z

Bu ¢aligma; diizenli olarak sportif rekreasyon faaliyetlerinde bulunmanin marka farkindalig1, marka imaj1 ve satin alma niyetine
etkisini ortaya koymak amaciyla gerceklestirilmistir. Spor tirlinleri iireten kiiresel bir marka diizleminde ¢aligma gergeklestirilmistir.
Yapilan bu galismanin evrenini Istanbul ili olusturmaktadir. Caligmanin 6rneklem grubu ise diizenli olarak rekreasyon etkinlige katilan
309 birey ve diizenli olarak rekreasyon etkinlige katilmayan 397 birey olmak iizere toplam 709 bireyden meydana gelmistir.Calismada
marka farkindalig1, marka imaj1 ve satin alma niyetinin sportif rekreasyon yapma durumuna gore istatistiksel olarak anlamli bir sekilde
farklilagt181 tespit edilmistir. Ayrica diizenli olarak sportif rekreasyon faaliyetlerine katilanlarda yas gruplarina gére 31-40 yas grubunun
marka farkindalig1 41-60 yas grubuna gore yiiksek bulunmustur. Diizenli olarak sportif rekreasyon faaliyetlerine katilanlarda marka
imajinda 21-30 yas 41-60 yas gurubuna, ortadgretim grubu lisans grubuna gore daha yiiksek bulunmustur. Diizenli olarak sportif
rekreasyon faaliyetlerine katilanlarda satinalma niyeti kadinlar erkekler gore daha yiiksek, 21-30 yas 41-60 yas grubu gore, ortadgretim
grubu lisans grubuna gore daha yiiksek, 2301- 3500 gelire sahip olanlar 5001-6500 arasi gelire sahip olan gruptan satin alma niyetleri
daha yiiksek bulunmustur. Diizenli olarak sportif rekreasyon faaliyetlerine katilmayanlarda ise marka farkindaligi kadmlar erkeklerden
daha yiiksek bulunmustur. 21-30 yag 41-60 yas grubuna, lisans ve lisansiistii egitim grubu ortagretim grubundan daha yiiksek
bulunmustur. Diizenli olarak sportif rekreasyon faaliyetlerine katilmayanlarda marka imaj1 21-30 yas grubu 41-60 yas grubuna gore,
lisans grubu ortadgretim grubun gore yliksek bulunmustur. Diizenli olarak sportif rekreasyon faaliyetlerine katilmayanlarda satin alma
niyeti 21-30 yas grubu 41-60 grubuna, lisans grubu ortadgretim grubuna gore yiiksek bulunmusgtur.

Anahtar kelimeler: Sportif Rekreasyon, Rekreasyon, Marka Farkindaligi, Marka Imaji, Satinalma Niyeti.

The Effect of Regular Participation in Sportive Recreation Activities on Brand
Awareness, Brand Image, and Purchase Intention

ABSTRACT

This study was carried out in order to reveal the effect of regularly participating in sportive recreation activities on brand
awareness, brand image and purchase intention. The study was carried out within the scope of a global brand that produces sports
products. The population of this study is the province of Istanbul. The sample group of the study consisted of a total of 709 individuals,
including 309 individuals who regularly participate in recreational activities and 397 individuals who do not regularly participate in
recreational activities.In this study it was determined that the brand awareness, brand image and purchase intention differed statistically
significantly according to the the state of doing sportive recreation. In addition, the brand awareness of the 31-40 age group was found
to be higher than the 41-60 age group in those who regularly participate in sportive recreation activities. In the brand image of those
who regularly participate in sportive recreation activities; the 21-30 age group was found to be higher than the 41-60 age group, and
the secondary education group was higher than the undergraduate group. Purchasing intention of those who regularly participate in
sportive recreation activities; women were found higher than men, 21-30 age group was found higher than 41-60 age group, secondary
education group was found higher than undergraduate group, those with 2301-3500 income were found higher than the group with
5001-6500 income. Brand awareness in those who do not regularly participate in sportive recreation activities; women were found to
be higher than men. The 21-30 age group was found to be higher than the 41-60 age group, and the undergraduate and graduate
education group was higher than the secondary education group. Brand image of those who do not regularly participate in sportive
recreation activities; the 21-30 age group was found to be higher than the 41-60 age group, and the undergraduate group was higher
than the secondary education group. Purchasing intention of those who do not regularly participate in sportive recreation activities; the
21-30 age group was found to be higher than the 41-60 group, and the undergraduate group was found to be higher than the secondary
education group.

Keywords: Sportive Recreation, Recreation, Brand Awareness, Brand Image, Purchasing Intention.

Received: 15.02.2025

Accepted: 11.09.2025

Published: 28.10.2025

Cite as: Giilnar, S. (2025). Diizenli Olarak Sportif Rekreasyon Faaliyetlerinde Bulunmanin Marka Farkindaligi, Marka Imaj1 ve Satin
Alma Niyetine Etkisi. Anatolia Social Research Journal, 3 (2), 37-63. https://doi.org/10.5281/zenodo.17455466

37


https://doi.org/10.5281/zenodo.17455466

Anatolia Social Research Journal (2025) 4 (2)

EXTENDED ABSTRACT
Purpose

This study systematically investigates how regular participation in sportive recreation activities
influences three core elements of consumer-based brand equity: Brand Awareness, Brand Image, and Purchase
Intention. Understanding the relationship between active lifestyles and brand metrics is crucial for sports
product manufacturers in formulating effective marketing strategies. Sportive recreation—encompassing
fitness, running, swimming, or team sports—holds a critical position due to its positive effects on individual
health and well-being. Focusing on a globally recognized sports brand, the research tests whether individuals
who routinely engage in sportive recreation demonstrate significantly higher levels of brand awareness, more
favorable brand image perception, and stronger purchase intention compared to non-participants. A secondary
objective is to uncover how demographic characteristics (gender, age, education, income) modulate these
brand metrics within both groups, providing insights for precise market targeting and strategic positioning in
the competitive sports product market.

Design/Methodology/Approach

The study employs a rigorous quantitative, descriptive, and comparative research design. The
population consisted of healthy individuals in Istanbul, Turkey, with a sample of 709 participants selected
through convenience sampling. Participants were segregated into two groups: 309 regular participants
(minimum once weekly) and 397 non-regular participants. Primary data were collected using a comprehensive
survey with three validated scales: the six-item Brand Awareness Scale (Yoo et al., 2000), the five-item Brand
Image Scale (Low and Lamb, 2000), and the three-item Purchase Intention Scale (Filieri et al., 2018), all using
S-point Likert formats. Data analysis using SPSS 27.00 involved descriptive statistics and parametric tests.
Independent Samples T-Tests compared the main groups, gender, and marital status, while One-Way ANOVA
with post-hoc tests examined age, education, and income group differences.

Findings

The analysis confirmed the primary hypothesis: Brand Awareness, Brand Image, and Purchase
Intention were all significantly higher among regular participants compared to non-regular participants,
providing compelling evidence that active lifestyles strengthen connections with sports brands. Within the
Regular Participants group (N=309), demographic analysis revealed: Purchase Intention was significantly
higher among females than males; across age groups, Brand Awareness was higher for ages 31-40 than 41-60,
while Brand Image and Purchase Intention were higher for ages 21-30 than 41-60; regarding education, Brand
Image and Purchase Intention were surprisingly higher in secondary education compared to undergraduate
groups; Purchase Intention was higher in the 2301-3500 TL income bracket versus the 5001-6500 TL bracket.
Within Non-Regular Participants (N=397): Brand Awareness was significantly higher among women; the 21-
30 age group scored significantly higher than 41-60 across all three variables; undergraduate participants
showed higher Brand Image and Purchase Intention than secondary education, and higher Brand Awareness
than both secondary and graduate groups.

Practical Implications

These findings offer actionable guidance for sports brands. The fundamental result that regular
participation significantly enhances brand equity components provides clear direction: brands must prioritize
marketing targeting active users, who represent higher-value consumers with pre-existing sports affinity. For
regular participants, significantly higher female purchase intention highlights a crucial opportunity demanding
tailored campaigns for active women. Brands should develop engaging content targeting younger cohorts (21-
40) who exhibit highest brand metric scores. Income sensitivity suggests brands must communicate strong
value propositions through accessible pricing for budget-conscious active users. For non-regular participants,
higher female Brand Awareness indicates general advertising resonates strongly with women even without
active participation. The study emphasizes moving beyond generalized marketing to implement highly
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segmented, data-driven strategies accounting for demographic variables and activity status, maximizing ROI
and brand resonance.

Originality / Value

This research contributes substantially to brand equity literature in the sports sector through its robust
comparative analysis between clearly defined groups: regular sportive recreation participants versus non-
participants. This novel segmentation provides empirical foundation for isolating the precise effect of active
lifestyles on brand perceptions, often treated superficially in broader studies. Explicit confirmation of positive
effects of regular participation on all three brand equity components is vital for understanding brand equity
formation in this high-growth industry. The value is enhanced by detailed demographic scrutiny applied
simultaneously to both segments, providing fine-grained operational insights surpassing general correlations.
Conducted within a global sports brand context, findings possess immediate practical relevance for the
international sports market, bridging the gap between theoretical brand equity models and real-world consumer
dynamics. The rigorous methodology, comparative design, and detailed demographic analysis provide a unique
roadmap for academics and professionals understanding the measurable link between active lifestyles and
commercial brand success.

1. GIRIS

Serbest zamanlarinda bireyler; mevcut ortamlarindan uzaklagmak, farkli ortamlara yer almak, heyecan
duymak, diger bireylerle zaman gecirmek, saglikli olmak, gezip gérmek, hava degisimi saglamak gibi
gerekeelerle, ev icinde ya da disarida, acik ya da kapali ortamlarda, aktif veya pasif olarak, sehir icinde ya da
kirsal bolgelerde faaliyetlere dahil olmaktadirlar (Tiirker vd., 2016: 52). Serbest zamanlar1 degerlendirmek i¢in
yapilan bu etkinlikler rekreasyon olarak tamimlanmaktadir. Ik caglardan giiniimiize kadarbiiyiik ilerleme
kaydederek giintimiize kadar gelen rekreasyon faaliyetleri, hayat boyunca katlanilan biitiin fiziksel kirginlik ve
halsizliklerden kurtulmanin en iyi yolunun bireyin kendini 6nce manevi olarak huzura kavusturmasiyla
miimkiin olabilecegine inanilarak gergeklesmistir. Sonraki donemlerde, yaslilikta dinlenme, hafta sonu tatil
yapma ve giinliik olarak ortaya ¢ikan bos zamanlarinda rekreasyon faaliyetlerine katilma seklinde yapilmistir.
Bos zamanlarin artmasmin yaninda refah seviyesinin yiikselmesiyle yasam sartlari iyilesmis vebu durum
rekreasyon faaliyetlerine daha ¢ok 6nem verilmesini beraberinde getirmistir (Kurar & Baltaci, 2014). Bos
zaman degerlendirme kavramina yiiklenen anlam, toplumdan topluma degistigi gibi bireyler arasi farklilik da
tasimaktadir. Insanlarin bos zaman anlayis1 ve egiliminde goriilen cesitlilik, bireyin sosyallesme asamasinda
oncelikle ona yardimeci olan aile ve etkilesimde bulundugu gruplarini i¢ine alan sosyal faktorlerin etkisiyle
ortaya ¢ikmaktadir (Arslan vd., 2018). Bireyin bos zamani etkili kullanabilme onu daha faydali hale
getirebilmek icin katildig1 tiim faaliyetler, katildig1 faaliyetlerin sekli ve faaliyetlere katilma sikligibireyin
kendi bireysel ihtiyaglan ile iligkilidir (Kilbas, 1995). 2 Latince kdkenli rekreasyon terimi dilimize, ingilizcede
yer alan ve bog zaman faaliyeti, insanin bedenini dinginlestirmesi, viicudu rahatlatma ve dinlendirme, yorgun
hiicrelerimizi yeniden onarma anlamindaki “’recreation’’ sozcligiinden gelmistir (Ardahan vd., 2016).
Rekreasyon kelimesini arastirmacilarfarlki sekillerde tanimlamistir. Rekreasyon, kendimize ait olan vaktin
dogru kullamlarak tercihlerimiz dogrultusunda degerlendirilmesidir (Karakiiciik & Akgiil, 2016). Rekreasyon
ve serbest zaman faaliyetlerine katilimin 6zellikle 19. ylizyi1lda sanayilesme ve kentlesmenin arttig1 doneme
rastladiglr goze carpmaktadir. Hatta bu donemde serbest zaman faaliyetlerinin daha modern bir hal aldig
goriilmiistiir (Veal, 2004: 15). Sportif rekreasyon kavrami temelde bireylerin giinlilk yasamlarinda fiziksel
egzersize dayanan ya da spor branslarindan meydanagelen rekreasyon aktivitelerin biiyiikk bir boliimiini
olusturan tiirli olarak agiklanmustir (Tekin, 2006). Fiziksel etkinlikler hayatimizi pozitif yonde etkileyen
faktorlerdir. Planlanmus bir fiziksel aktivite bireylerin sosyallesmesine, sagliklarinin iyilesitirilmesine, kronik
hastaliklarinin ortayagikma riskini azaltmasina, rehabilitasyon siirecine katkisaglanmasina ve yaslilik siirecinin
saglikli gecirilmesine biiyiik katkisaglamaktadir (Mentes vd., 2011).
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2. YONTEM
2.1. Arastirmanin Evreni ve Orneklemi

Yapilan bu ¢alismanin evreninin Istanbul ilinde rekreasyon etkinliklere katilan ve katilmayan saglikli
bireyler olusturmaktadir. Calismanin drneklem grubu ise diizenli olarak rekreasyon etkinlige katilan 309 birey
ve diizenli olarak rekreasyon etkinlige katilmayan 397 birey olmak {izere toplam 709 bireyden meydana
gelmistir. Diizenli olarak sportif rekreasyon etkinliklerine katilanlar ankette sordugumuz “Diizenli olarak
(minimum haftada bir) sportif rekreasyon faaliyetleri (fitness, tenis, futbol, basketbol, yiizme vb.) yapiyor
musunuz?” sorusu ile tespit edilmistir. Calismanin 6rneklem grubunu meydana getiren katilimcilar ¢alismanin
evrenini olusturan grup igerisinden kolayda yontem kullanilarak belirlenmistir.

2.2. Veri Toplama Araglan

Caligmaya katilan bireylerin sahip olduklarn demografik o6zelliklerin belirlenmesinde arastirmaci
tarafindan hazirlanan ve sekiz maddeden meydana gelen kisisel bilgi formu kullanilmistir. Arastirmaya katilan
bireylerin marka farkindalik diizeylerini belirlemede Yoo vd. (2000) tarafindan gelistirilen “Marka
Farkindalig1 Olcegi” kullanilmistir. Olgek alt maddeden meydana gelmekte olup, dlgek 5°1i Likert tiiriinde bir
yapiya sahiptir. Marka imaj1 algisinin belirlenmesinde Low ve Lamb (2000) tarafindan gelistirilen ve bes
maddeden meydana gelen “Marka Imaj1 Olgegi” kullanilmistir. Bu lgek de 5°1i Likert tiiriinde bir yapiya
sahiptir. Arastirmaya katilan bireylerin satin alma niyetlerinin belirlenmesinde ise Filieri vd. (2018) tarafindan
tiikketici satin alma niyetleri iizerinde yapilan ¢caligmada kullanilan 6l¢ekte yer alan {i¢ madde kullanilmistir.
5’li Likert tlirlinde olan maddeler everilen yanitlar 1-5 arasinda (kesinlikle katilmiyorum-kesinlikle
katiliyorum) puanlanmakta olup, maddelerin toplamindan alinan puanin yiiksek olmasi satin alma niyetinin
yliksek oldugunu gostermektedir.

2.3. Arastirmada Kullanilan Veri Analiz Yontemleri

Arastirma kapsaminda kullanilan 6l¢eklerden elde edilen veriler bilgisayar ortamina girilerek SPSS
(Statistical Package for Social Sciences) for Windows 27.00 programi kullanilarak analiz edilmistir. Eksik ve
hatali oldugu tespit edilen veriler analizlere dahil edilmemistir. Veriler degerlendirilirken tanimlayici
istatistiksel yoOntemlerden (say1, yiizde, frekans, ortalama, standart sapma) yararlanilmistir. Arastirmada
kullanilan degiskenlerin normal dagilima sahip olup olmadigim belirlemek i¢in skewness (carpiklik) ve
kurtosis (basiklik) degerlerine bakilmistir. Normalligin saglanmasiyla birlikte, verilerin analizinde parametrik
yontemlerin kullanilmasi tercih edilmistir. Bagimsiz Gruplar T-Testi ile ve Tek Yonlii Varyans Analizi
(ANOVA) ile incelenmistir. Elde edilen bulgular anlamlilik diizeyinde incelenmistir.

3. BULGULAR
3.1. Biitiin Ornekleme iliskin Bulgular

Tablo 1. Diizenli Sportif Rekreasyon Yapan ve Yapmayan Biitin Orneklem I¢in Demografik Veriler

Frekans Yiizde% Kiimiilatif Yiizde
Erkek 547 77,5 77,5
A Kadmn 159 22,5 100

Cinsiyet

Toplam 706 100

Bekar 339 48 48
Medeni Durum Evli 367 52 100

Toplam 706 100

21-30 426 60,3 60,3

31-40 178 25,2 85,6
Yas

41-60 102 14,4 100

Toplam 706 100
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Ortadgretim 139 19,7 19,7
Onlisans 92 13 32,7
Egitim Lisans 357 50,6 83,3
Lisansiistii 118 16,7 100
Toplam 706 100
2300 ve daha az 126 17,8 17,8
2301-3500 143 20,3 38,1
3501-5000 173 24,5 62,6
Gelir 5001-6500 108 15,3 77,9
6501-8000 65 9,2 87,1
8000+ 91 12,9 100
Toplam 706 100
Evet 309 438 438
Rekeratif Spor Hayir 397 56,2 100
Toplam 706 100

Tablo incelendiginde arastirmaya 547 Erkek 159 Kadin Katilmistir. Arastirma Katilanlarin 339’u bekar
367’si evlidir. Arasturmaya Katilanlarin 426°s1 21-30 Yas, 178’1 31-40 Yas, 102’si 41-60 Yas Araligindadir.
Katilimeilarin Egitim Diizeyleri Ortadgretim 139, Onlisans 92, Lisans 357 Lisaniistii 118 Olarak Bulunmustur.
Gelir Diizeyleri 2300 TL ve Alt1 126, 2301-3500 TL Aras1 143, 3501-5000 TL aras1 173, 5001- 6500 TL aras1
108, 6501-8000 TL aras1 65,8000 ve iizeri 91 kisi olarak bulunmustur. Diizenli sportif rekrasyon faaliyetlerine
katilan 309 kisi katilmayan 397 kisi olarak bulunmustur.

41



Anatolia Social Research Journal (2025) 4 (2)

Tablo 2. Biitin Orneklem Igin Marka Farkindaligi, Marka Imaji ve Satin Alma Niyeti Diizeylerinin Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunma
Durumuna Goére Bagimsiz Gruplar Arasinda Yapilan T Testi

Levene’s Test for

Equality of Variances
Ortalamalarin Esitligi icin T testi
%95 giiven arahginda
Sig. Ortalama Standart fark
F Sig. T df (2-tailed) Fark Hata fark en diisiik en yiiksek
Esit varyanslarin kabulii 1,582 0,209 4,424 704 0,000 0,38172 0,08628 0,21232 0,55111
MF
Esit varyanslarin reddi 4,417 657,993 0,000 0,38172 0,08642 0,21203 0,55141
Esit varyanslarin kabulii 0,057 0,811 4,442 704 0,000 0,46472 0,10463 0,2593 0,67014
MI
Esit varyanslarin reddi 4,426 652,996 0,000 0,46472 0,105 0,25855 0,67089
Esit varyanslarin kabulii 15,659 0,000 6,077 704 0,000 0,64586 0,10628 0,4372 0,85452
ST
Esit varyanslarin reddi 5,975 613,295 0,000 0,64586 0,1081 0,43357 0,85815

Tabloda goriildiigii izere marka farkindaligi, marka imaj1 ve satin alma niyetinin diizenli sportif rekreasyon yapma durumuna gore sportif rekreasyon yapanlar
lehine istatistiksel olarak anlamli bir farklilik tespit edilmistir. Dolayisiyla arastirmanin ana hipotezi olan “Marka farkindaligi, marka imaj1 ve satin alma niyeti diizenli
sportif rekreasyon yapma durumuna gore istatistiksel olarak anlamli bir sekilde farklilagmaktadir.
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3.2. Diizenli Olarak Sportif Rekreasyon Yapan Bireylere Iliskin Bulgular

Tablo 3. Diizenli olarak Sportif Rekreasyon Faaliyetinde Bulunanlar igin Demografik Veriler

Frekans Yiizde% Kﬁlilﬁlaﬁf
Yiizde
Erkek 316 79,6 79,6
Cinsiyet Kadin 81 20,4 100
Toplam 397 100
Bekar 173 436 43,6
Medeni Durum Evli 224 56,4 100
Toplam 397 100
21-30 228 57,4 57,4
31-40 108 27,2 84,6
Yas 41-60 61 154 100
Toplam 397 100
Ortadgretim 80 20,2 20,2
Onlisans 48 12,1 32,2
Egitim Lisans 198 49,9 82,1
Lisansiisti 71 17,9 100
Toplam 397 100
2300 ve daha az 80 20,2 20,2
2310-3500 62 15,6 35,8
3501-5000 102 25,7 61,5
Gelir 5001-6500 60 15,1 76,6
6501-8000 36 9,1 85,6
8000+ 57 14,4 100
Toplam 397 100

Tabloda diizenli

olusturmaktadir.
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olarak sportif rekreasyon faaliyetinde bulunanlar ic¢in demografik verileri
incelendiginde, cinsiyete 0zgili verilere bakildiginda %79.6 erkek- %20.4 kadinlardan olustugu, medeni
durularina gore gruplarin %43.6 bekar-%56.4 evlilerden olustugu goriilmiistiir. Yas dagilimlarina bakildiginda
%57.4 21-30, %27.2 31-40, %15.4 41-60 yas olusturmaktadir. Katilicilarin egitim durumuna gore gruplarini
%20.2 ortadggretim, %12.1 Onlisans, %49.9 lisans ve %17.9 ‘unu lisansiisti olusturmaktadir. Gelir
dagilimlarina gore gruplari, %20.2 ile 2300 ve alt1, %15.6’sin1 2301 ie 3500 arasi, %25.7ile 3501-5000
arasi,%15.1 ile 5001-6500 arasi, %9.1 ile 6501-8000 arasi, %14.4 ile 8000 tl istii gelire sahip olanlar



Tablo 4. Diizenli olarak sportif Rekreasyon Faaliyetinde Bulunanlarin, Marka Farkindahigi, Marka Imaji ve Satin Alma Niyeti Diizeylerinin Cinsiyete Gére Bagimsiz

Gruplar Arasinda Yapilan T testi

Levene’s Test for
Equality of
Variances Ortalamalarin Esitligi icin T testi
%95 giiven arahginda
Sig. Ortalama Standart fark

CNS F Sig. t df (2-tailed) Fark Hata farki en diisiik en yiiksek

Esit varyanslarin kabulii 3,696 0,055 -1,223 307 0,222 -0,18334 0,1499 -0,4783 0,11161
MF

Esit varyanslarin reddi -1,273 142,702 0,205 -0,18334 0,14402 -0,46804 0,10135

7 Esit varyanslarin kabulii 0,089 0,766 -1,367 307 0,173 -0,25035 0,1832 -0,61084 0,11014

MI

Esit varyanslarin reddi -1,369 133,113 0,173 -0,25035 0,18289 -0,61209 0,11139

Esit varyanslarin kabulii 0,443 0,506 2,1 307 0,037 -0,41203 0,19616 -0,79803 -0,02604
ST

Esit varyanslarin reddi -2,104 133,049 0,037 -0,41203 0,19588 -0,79947 -0,02459

Tabloda goriildigi tizere diizenli sportif rekreasyon faaliyetinde bulunanlar i¢in satin alma niyetide cinsiyete gore kadinlar lehine istatistiksel
olarak anlaml1 bir farklilik tespit edilmistir. Marka farkindalig1 ve marka imajinda ise cinsiyete gore anlamli bir farklilik tespit edilmemistir.
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Tablo 5. Diizenli olarak Sportif Rekreasyon Faaliyetinde Bulunanlarin, Marka Farkindaligi, Marka Imaji ve Satin Alma Niyeti Diizeylerinin, Medeni
Duruma Gore Bagimsiz Gruplar Arasinda Yapilan T Testi

Ortalamarn Esitligi icin T Testi

t-test for Equality %95 giiven arahginda

MDN

of Means Sig. Ortalama Standart Hata fark
F Sig. t df (2-tailed) Fark farki en diisiik en yiiksek

Esit varyanslarin kabulii 17,193 0 -1,835 307 0,068 -0,23886 0,1302 -0,49506 0,01734

ME Esit varyanslarin reddi -1,861 306,46 0,064 -0,23886 0,12837 -0,49146 0,01374
. Esit varyanslarin kabulii 15,351 0 -1,592 307 0,112 -0,25379 0,15944 -0,56752 0,05994
v Esit varyanslarin reddi -1,613 306,712 0,108 -0,25379 0,15733 -0,56336 0,05579
Esit varyanslarin kabulii 5,45 0,02 -0,938 307 0,349 -0,16116 0,17188 -0,49937 0,17705

ST Esit varyanslarin reddi -0,944 305,773 0,346 -0,16116 0,17078 -0,49721 0,17489

Tabloda goriildiigii iizere diizenli olarak sportif rekreasyon faaliyetinde bulunanlar igin satin alma niyeti, marka farkindaligi ve marka imajinda
medeni duruma gore anlamli bir farklilik tespit edilememistir.
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Tablo 6. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunanlarin, Marka Farkindaligi, Marka Imaj1 ve Satin
Alma NiyetiDiizeylerinin Yasa Gore Tek Yonlii Varyans Analizi (ANOVA) Sonuglari

YAS Kareler Serbestlik Kareler
Toplami derecesi Ort. F p

Gruplar Arasi 11,203 2 5,601 4,362 0,014
MF Gruplar Ici 392,992 306 1,284

Toplam 404,195 308

Gruplar Arasi 18,854 2 9,427 4,926 0,008
Mi Gruplar I¢i 585,624 306 1,914

Toplam 604,478 308

Gruplar Arasi 15,31 2 7,655 3,427 0,034
ST Gruplar I¢i 683,433 306 2,233

Toplam 698,743 30

Tabloda goriilecegi iizere diizenli olarak sportif rekreasyon faaliyetinde bulunanlar igin satin alma niyeti,
marka farkindaligi ve marka imaji diizeylerinin yasa gore anlamli bir farklilik gésterip gostermedigini
belirlemek amaciyla yapilan tek yonlii varyans analizi (ANOVA) sonucunda gruplarin aritmetik ortalamalar
arasindaki farklilik satin alma niyeti, marka farkindalig1 ve marka imajina gére anlamli bulunmustur.

ANOVA analizi sonrasinda hangi post-hoc coklu karsilagtirma tekniginin kullanilacagina karar
verebilmek igin Oncelikle Levene Testi araciligiyla varyanslarin homojenligi denetlenmis, varyanslarin
homojen oldugu gorilmiistir. Bu islemin ardindan varyanslarin homojen oldugu durumlarda Tukey,
varyanslarin homojen olmadigi durumlarda Games-Howell ¢oklu karsilastirma teknigi tercih edilmistir.

Tablo 7. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunanlarin, Marka Farkindaligi, Marka Imaji ve Satin
Alma Niyetinin Yas Degiskenine Gére Games-Howell ve Tukey Testi Sonuclari

%95 Giiven
Ortalama Arahgi

) Farki (I-  Standart Alt Ust

YAS J) YAS J) Hata Sig. S S
31-40 0,14627 0,20781 0,761 03432  0,6357

21-30 4160 0,67020° 0,25643 0,025 00663 12741
21-30 20,14627 0,20781 0,761  -0,6357  0,3432

TUKEY ST 3140 4160 0,52393 0,29391 0,177  -0,1683 12161
21-30 _67020" 0,25643 0,025  -12741  -0,0663
41-60 3149 10,52393 0,29391 0,177  -12161  0,1683
31-40 15734 14701 534 5058 -,15734
2130 41560 48715 21405 068 -,0287 48715
21-30 15734 14701 534 _1911 15734
Games MF 3140 41560 64448% 23305 020 0865 64448
21-30 _48715 21405 068 1,0030  -48715
41-60 3149 64448* 23305 020 12024 -,64448%
31-40 _03873 17465 973 4523 -03873
21-30 4160 71653* 25227 017 ,1093 71653
21-30 03873 17465 973 3749 03873
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Games M 3140 41-60 75526% 27132 019 1056 75526*
21-30 - 71653* 25227 017 113238 -71653*
41-60 3749 -75526% 27132 019 14049 -75526%

Tabloda goriildiigii lizere, drneklem grubunu olusturan katilimcilarin satin alma niyeti, marka
farkindaligt ve marka imaji puanlarin yas degiskenine goére hangi gruplar arasinda anlamli farkliliklar
gosterdigini belirlemek amaciyla yapilan Post Hoc testleri sonucunda s6z konusu farkliligin satin alma niyeti
icin, 21-30 yas grubu ile 41-60 yas grubu arasinda 21-30 yas grubu lehine gerceklestigi saptanmigtir. Marka
farkindaligi i¢in ise 31-40 yas grubu ile 41-60 yas grubu arasinda 31-40 yas grubu lehine, marka imaj1 i¢in ise
21-30 yas grubu ile 41-60 yas grubu arasinda 21-30 yas grubu lehine gerceklestigi saptanmigtir.

Tablo 8. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunanlarin, Marka Farkindaligi, Marka Imaji ve Satin
Alma Niyeti Diizeylerinin Egitim Seviyesine Gore Tek Yonlii Varyans Analizi (ANOVA) Sonugclar1

Kareler Serbestlik Kareler
Toplam derecesi Ort. F p
Gruplar Arasi 7,732 3 2,577 1,983 0,117
MF Gruplar Igi 396,463 305 1,3
Toplam 404,195 308
Gruplar Arasi 17,001 3 5,667 2,942 0,033
Mi Gruplar I¢i 587,477 305 1,926
Toplam 604,478 308
Gruplar Arasi 26,21 3 8,737 3,962 0,009
ST Gruplar I¢i 672,533 305 2,205
Toplam 698,743 308

Tabloda goriilecegi iizere diizenli olarak sportif rekreasyon faaliyetinde bulunanlar i¢in satin alma niyeti,
marka farkindaligi ve marka imaji diizeylerinin egitim seviyesine gore anlamli bir farklilik gosterip
gostermedigini belirlemek amaciyla yapilan tek yonlii varyans analizi (ANOVA) sonucunda gruplarin
aritmetik ortalamalar1 arasindaki farklilik satin alma niyeti ve marka imajina gore anlamli bulunmustur. Marka
farkindaliginda egitim seviyesine gore gruplar arasinda anlamli bir farklilik tespit edilmemistir.

Tablo 9. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunanlarin, Marka Imaji  ve Satin Alma Niyetinin
Egitim Degiskenine Gore TukeyTesti Sonuclari

Ortalama %95 giiven arahgi
Farki (I- =
Dependent J) Standart Ust
Variable () EGTM (J) EGTM Hata Sig. Alt Simir Sinir
Onlisans 0,41972 0,27645 0,428 -0,2944 1,1339
Ortadgretim Lisans 624417 0,21157 0,018 0,0779 1,1709
Lisansiistic ~ 0,51605 0,27135 0,229 -0,1849 1,217
Ortadgretim -0,41972 0,27645 0,428 -1,1339 0,2944
Onlisans Lisans 0,20469 0,23641 0,822 -0,406 0,8154
Mi Lisansiistii ~ 0,09632 0,29113 0,987 -0,6557 0,8484
Ortadgretim -,624417 0,21157 0,018 -1,1709 -0,0779
Lisans Onlisans -0,20469 0,23641 0,822 -0,8154 0,406
Lisansiistii. ~ -0,10836 0,23043 0,966 -0,7036 0,4869
Ortadgretim  -0,51605 0,27135 0,229 -1,217 0,1849
Lisansiistii Onlisans -0,09632 0,29113 0,987 -0,8484 0,6557
Lisans 0,10836 0,23043 0,966 -0,4869 0,7036
Onlisans 0,60606 0,29578 0,173 -0,158 1,3701

47



Ortadgretim Lisans ,75891* 0,22637 0,005 0,1742 1,3437
Lisansiistii. ~ 0,74468 0,29033 0,052 -0,0053 1,4947
Ortadgretim  -0,60606 0,29578 0,173 -1,3701 0,158
Onlisans Lisans 0,15285 0,25295 0,931 -0,5006 0,8063
ST Lisanststi 0,1 3862* 0,3115 0,971 -0,6661 0,9433
Ortadgretim  -,75891 0,22637 0,005 -1,3437 -0,1742
Lisans Onlisans -0,15285 0,25295 0,931 -0,8063 0,5006
Lisansiisti ~ -0,01423 0,24654 1 -0,6511 0,6227
Ortadgretim -0,74468 0,29033 0,052 -1,4947 0,0053
Lisansiistii Onlisans -0,13862 0,3115 0,971 -0,9433 0,6661
Lisans 0,01423 0,24654 1 -0,6227 0,6511

Tabloda goriildiigii izere, 6rneklem grubunu olusturan katilimcilarin satin alma niyeti ve marka imaj1

puanlarin egitim seviyesi degiskenine gore hangi gruplar arasinda anlamh farkliliklar gosterdigini belirlemek
amaciyla yapilan Post Hoc testleri sonucunda s6z konusu farkliligin marka imaji i¢in, ortadgretim grubu ile
Lisans grubu arasinda ortadgretim grubu lehine gerceklestigi saptanmistir. Satin alma niyeti igin ise
ortadgretim grubu ile Lisans grubu arasinda ortadgretim grubu lehine ger¢eklestigi saptanmustir.

Tablo 10. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunanlarin, Marka Farkindaligi, Marka imaji ve Satin
Alma Niyeti Diizeylerinin Gelire Gore Tek Yonli Varyans Analizi (ANOVA) Sonuglari

Kareler Serbestlik Kareler

GLR Toplam derecesi Ort. F p

Gruplar Arasi 19,658 5 3,932 2,037 0,073
Mi Gruplar Ici 584,82 303 1,93

Toplam 604,478 308

Gruplar Arasi 26,882 5 5,376 2,425 0,036
ST Gruplar I¢i 671,861 303 2,217

Toplam 698,743 308

Gruplar Arasi 6,57 5 1,314 1,001 0,417
MF Gruplar I¢i 397,625 303 1,312

Toplam 404,195 308

Tabloda goriilecegi iizere diizenli olarak sportif rekreasyon faaliyetinde bulunanlar i¢in satin alma niyeti,
marka farkindaligr ve marka imaj1 diizeylerinin gelire gore anlamli bir farklilik gdsterip gostermedigini
belirlemek amaciyla yapilan tek yonlii varyans analizi (ANOVA) sonucunda gruplarin aritmetik ortalamalar
arasindaki farklilik satin alma niyetine gore anlamli bulunmustur. Marka farkindaligi ve marka imajinda

anlamli farklilik tespit edi

Imemistir.

Tablo 11. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunanlarin, Satin Alma Niyetinin Gelir Degiskenine Gore
Games-Howell Testi Sonuglari

() GLR Ortalama Standart %95 Giiven Al‘.i.illgl
(J) GLR Farki (I-J) Hata Sig. Alt Simir Ust Simir

2 -0,70889 0,29501 0,168 -1,5702 0,1524
3 -0,25842 0,29795 0,953 -1,128 0,6112

1 4 0,07609 0,33429 1 -0,8973 1,0495
5 -0,12794 0,39215 0,999 -1,2814 1,0256
6 -0,04646 0,34967 1 -1,0686 0,9756
1 0,70889 0,29501 0,168 -0,1524 1,5702
3 0,45047 0,22561 0,349 -0,2009 1,1019

2 4 0,78498* 0,27181 0,049 -0,0061 1,5761
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5 0,58096 0,34045 0,535 -0,4332 1,5952
6 0,66243 0,29051 0,218 -0,1921 1,517
1 0,25842 0,29795 0,953 -0,6112 1,128
2 -0,45047 0,22561 0,349 -1,1019 0,2009
3 4 0,33451 0,275 0,828 -0,4658 1,1348
5 0,13048 0,34301 0,999 -0,8903 1,1513
6 0,21196 0,2935 0,979 -0,6508 1,0747
1 -0,07609 0,33429 1 -1,0495 0,8973
2 -0,78498* 0,27181 0,049 -1,5761 0,0061
4 3 -0,33451 0,275 0,828 -1,1348 0,4658
5 -0,20402 0,37501 0,994 -1,3102 0,9021
6 -0,12255 0,33033 0,999 -1,0889 0,8438
1 0,12794 0,39215 0,999 -1,0256 1,2814
2 -0,58096 0,34045 0,535 -1,5952 0,4332
5 3 -0,13048 0,34301 0,999 -1,1513 0,8903
4 0,20402 0,37501 0,994 -0,9021 1,3102
6 0,08147 0,38878 1 -1,0655 1,2285
1 0,04646 0,34967 1 -0,9756 1,0686
2 -0,66243 0,29051 0,218 -1,517 0,1921
6 3 -0,21196 0,2935 0,979 -1,0747 0,6508
4 0,12255 0,33033 0,999 -0,8438 1,0889
5 -0,08147 0,38878 1 -1,2285 1,0655

Tabloda goriildiigli {izere, 6rneklem grubunu olusturan katilimcilarin satin alma niyeti puanlarin gelir
seviyesi degiskenine gore hangi gruplar arasinda anlamli farkliliklar gosterdigini belirlemek amaciyla yapilan
Post Hoc testleri sonucunda s6z konusu farkliligin, 2. grubu ile 4. grubu arasinda ortadgretim 2.grup lehine
gerceklestigi saptanmustir.

3.2. Diizenli Olarak Sportif Rekreasyon Yapmayan Bireylere iliskin Bulgular

Tablo 12. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunmayanlar I¢in Demografik Veriler

Frekans Yiizde% Kiimiilatif Yiizde

Erkek 316 79,6 79,6

Cinsiyet Kadin 81 20,4 100
Toplam 397 100

. Bekar 173 43,6 43,6

%‘lfflf:: Evli 224 56,4 100
Toplam 397 100

21-30 228 57,4 574

Yas 31-40 108 27,2 84,6

41-60 61 15,4 100
Toplam 397 100

Ortadgretim 80 20,2 20,2

Onlisans 48 12,1 32,2

Egitim Lisans 198 49,9 82,1

Lisansiistii 71 17,9 100
Toplam 397 100

2300 ve daha az 80 20,2 20,2

2310-3500 62 15,6 35,8

3501-5000 102 25,7 61,5

Gelir 5001-6500 60 15,1 76.6

6501-8000 36 9,1 85,6

8000+ 57 14,4 100
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Toplam 397 100

Tabloda diizenli olarak sportif rekreasyon faaliyetinde bulunmayanlar ig¢in demografik veriler
incelendiginde, cinsiyete Ozgii verilere bakildiginda %79.6 erkek-%20.4 kadinlardan olustugu, medeni
durularina gore gruplarin %43.6 bekar-%56.4 evlilerden olustugu goriilmiistiir. Yas dagilimlarina bakildiginda
%357.4 21-30, %27.2 31- 40, %15.4 41-60 yas olusturmaktadir. Katilicilarin egitim durumuna gore gruplarim
%20.2 ortadgretim, %12.1 oOnlisans, %49.9 lisans ve %17.9 ‘unu lisansiistii olusturmaktadir. Gelir
dagilimlarina gore gruplari, %20.2 ile 2300 ve alt1, %15.6’stm1 2301 ise 3500 arasi, %25.7ile 3501-5000
aras;,%]15.1 ile 5001-6500 arasi, %9.1 ile 6501-8000 arasi, %14.4 ile 8000 tl {istii gelire sahip olanlar
olusturmaktadir.
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Tablo 13. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunmayanlarmn Marka Farkindaligi, Marka imaji ve Satin Alma Niyetlerinin Cinsiyete Gore
Bagimsiz Gruplar Arasinda Yapilan T Testi

Levene’s Test for
Equality of
Variances Ortalamalarin Esitligi icin T testi
Sig. Ortalama Standart %95 giiven arahginda fark
F Sig. T df (2-tailed) Fark Hata farka en diisitkk en yiiksek
Esit varyanslarin kabulii 4,677 0,031 -0,481 395 0,631 -0,06784 0,14097 -0,34499 0,20932
MF
Esit varyanslarin reddi -0,509 134,161 0,611 -0,06784 0,13316 -0,3312 0,19552
Esit varyanslarin kabuli 0,401 0,527 -1,395 395 0,164 -0,23626 0,16942 -0,56934 0,09682
Mi
Esit varyanslarin reddi -1,399 124,648 0,164 -0,23626 0,16894 -0,57062 0,09809
Esit varyanslarin kabuli 0,802 0,371 -2,525 395 0,012 -0,41016 0,16245 -0,72952 -0,09079
ST
Esit varyanslarin reddi 2,42 118,041 0,017 -0,41016 0,16945 -0,74571 -0,0746

Tabloda goriildiigii {izere diizenli olarak sportif rekreasyon faaliyetinde bulunmayanlar i¢in, marka farkindalig1 ve marka imajinda cinsiyete gére anlamli bir
farklilik tespit edilmemistir. Satin alma niyetinde cinsiyete gore kadinlar lehine anlamli bir farklilik tespit edilmistir.
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Tablo 14. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunmayanlarin Marka Farkindaligi, Marka Imaji ve Satin Alma Niyetlerinin Medeni Duruma Gore
Bagimsiz Gruplar Arasinda Yapilan T Testi

Levene’s Test for
Equality of
Variances Ortalamalarin Esitligi icin T testi
%95 giiven arahginda
Sig. Ortalama Standart fark
F Sig. T df (2-tailed) Fark Hata farki en diisiik en yiiksek
MF Esit varyanslarin kabulii 0,053 0,818 0,673 395 0,501 0,07708 0,11454 -0,1481 0,30227
Esit varyanslarin reddi 0,673 369,282 0,502 0,07708 0,1146 -0,14827 0,30244
Mi Esit varyanslarin kabulii 1,86 0,173 0,863 395 0,389 0,119 0,1379 -0,15211 0,39011
Esit varyanslarin reddi 0,854 354,632 0,394 0,119 0,13931 -0,15498 0,39298
ST Esit varyanslarin kabuli 0,868 0,352 1,091 395 0,276 0,14496 0,13288 -0,11629 0,40621
Esit varyanslarin reddi 1,085 362,05 0,279 0,14496 0,13361 -0,11779 0,40772

Tabloda goriildiigii lizere diizenli olarak sportif rekreasyon faaliyetinde bulunanlar i¢in satin alma niyeti, marka farkindalig1 ve marka imajinda medeni duruma
gore anlamli bir farklilik tespit edilmemistir.
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Tablo 15. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunmayanlarin Marka Farkindaligi, Marka Imaji ve Satin
Alma Niyetlerinin Yagia Gore Tek Yonli Varyans Analizi (ANOVA) Sonuglari

Kareler Serbestlik
Toplam derecesi Kareler Ort. F p
Gruplar Arasi 12,196 2 6,098 4,862 0,008
MF Gruplar I¢i 494,219 394 1,254
Toplam 506,415 396
Gruplar Arasi 19,143 2 9,571 5,271 0,006
Mi Gruplar I¢i 715,449 394 1,816
Toplam 734,592 396
Gruplar Arasi 16,462 2 8,231 4,866 0,008
ST Gruplar I¢i 666,439 394 1,691
Toplam 682,901 396

Tabloda goriilecegi iizere diizenli olarak sportif rekreasyon faaliyetinde bulunanlar i¢in satin alma niyeti,
marka farkindaligi ve marka imaji diizeylerinin yasa gore anlamli bir farklilik gésterip goéstermedigini
belirlemek amaciyla yapilan tek yonlii varyans analizi (ANOVA) sonucunda gruplarin aritmetik ortalamalar
arasindaki farklilik satin alma niyeti, marka farkindalig1 ve marka imajina goére anlamli bulunmustur.

Tablo 16. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunmayanlarin Marka Farkindalig1, Marka Imaj1 ve Satin
Alma Niyetleri Puanlarinin Yas Degiskenine Gore Tukey Testi Sonuglari

@ 4)) Ortalama Standart %95 Giiven A"l'allgl
YAS YAS Farki (I-J) Hata Sig. Alt Simir Ust Simir
) 130 31-40 0.11192 0,13083 0,669  -0,1959  -0,1959
41-60 50337 0,16145 0,006  0,1235 0,1235
21-30 -0,11192 0,13083 0,669  -0,4197  -0,4197
Tukey — MF 31-40 41-60 0,39144 0,17938 0,075  -0,0306  -0,0306
a6 21-30 -,50337" 0,16145 0006  -0.8832  -0,8832
31-40 -0,39144 0,17938 0,075 08135  -0,8135
2130 31-40 0.33246 0,15741 0,089  -0,0379 _ -0,0379
41-60 56934 0,19425 0,01 0,1124 0,1124
. 21-30 -0,33246 0,15741 0,089  -0,7028  -0,7028
Tukey — MI 31-40 41-60 0,23689 021583 0516  -02709  -0,2709
a6 21-30 -,56934" 0,19425 0,01 11,0263 -1,0263
31-40 -0,23689 021583 0,516  -0,7446  -0,7446
130 31-40 0,23619 0,1546 0,28 20,1287 0,6011
41-60 56548" 0,17043 0,004  0,1605 0,9705
Games- (o 1140 21-30 -0,23619 0,1546 0,28 20,6011 0,1287
Howell 41-60 0,32929 0,19341 0208  -0,1289 0,7875
460 21-30 -,56548" 0,17043 0,004  -09705  -0,1605
31-40 -0,32929 0,19341 0208  -0,7875 0,1289

Tabloda goriildiigii lizere, drneklem grubunu olusturan katilimcilarin satin alma niyeti, marka
farkindaligt ve marka imaji puanlarin yas degiskenine goére hangi gruplar arasinda anlamli farkliliklar
gosterdigini  belirlemek amaciyla yapilan Post Hoc testleri sonucunda séz konusu farkliligin marka
farkindalig1, marka imaj1 ve satin alma niyeti i¢in, 21-30 yas grubu ile 41-60 yas grubu arasinda 21-30 yas
grubu lehine gergeklestigi saptanmustir.
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Tablo 17. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunmayanlarin Marka Farkindaligi, Marka Imaji \&4

Satin Alma Niyetlerinin Egitim Seviyesine Gore Tek Yonlii Varyans Analizi (ANOVA) Sonugclari

Kareler Serbestlik Kareler
Toplami derecesi F
Gruplar Arasi 15,059 3 5,02 4,015 0,008
MF Gruplar Ici 491,356 393 1,25
Toplam 506,415 396
Gruplar Arasi 15,268 3 5,089 2,781 0,041
Mi Gruplar Ici 719,324 393 1,83
Toplam 734,592 396
Gruplar Arasi 16,875 3 5,625 3,319 0,02
ST Gruplar Ici 666,026 393 1,695
Toplam 682,901 396

Tablo da goriilecegi iizere diizenli olarak sportif rekreasyon faaliyetinde bulunanlar icin satin alma

niyeti, marka farkindaligi ve marka imaj1 diizeylerinin egitim seviyesine gore anlamhi bir farklilik gosterip
gostermedigini belirlemek amaciyla yapilan tek yonlii varyans analizi (ANOVA) sonucunda gruplarin
aritmetik ortalamalar arasindaki farklilik satin alma niyeti, marka farkindalig1 ve marka imajina gore anlaml

bulunmustur.

Tablo 18. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunmayanlarin Marka Farkindalig1, Marka imaj1 ve
Satin Alma Niyetleri Egitim Degiskenine Gore Tukey Testi Sonuglar1

Dependent Ortalama Standart %95 Giiven Arahg:
Variable I EGTM J) EGTM Farki(I-J) Hata Sig. Alt Sinir  Ust Sinir

Onlisans -0,18403 0,20415 0,804 -0,7107 0,3427
Ortadgretim Lisans -,45044" 0,14813 0,013 -0,8326 -0,0683
Lisanstistii 517177 0,18231 0,025 -0,9875 -0,0468

Ortadgretim 0,18403 0,20415 0,804 -0,3427 0,7107

Onlisans Lisans -0,26641 0,17989 0,45 -0,7306 0,1977

MF Lisansiistii -0,33314 0,20894 0,383 -0,8722 0,2059
Ortadgretim ,45044" 0,14813 0,013 0,0683 0,8326

Lisans Onlisans 0,26641 0,17989 0,45 -0,1977 0,7306

Lisanstistii -0,06672 0,15467 0,973 -0,4658 0,3323

Ortadgretim 517177 0,18231 0,025 0,0468 0,9875

Lisansiistii Onlisans 0,33314 0,20894 0,383 -0,2059 0,8722

Lisans 0,06672 0,15467 0,973 -0,3323 0,4658

Onlisans -0,16583 0,247 0,908 -0,8031 0,4715
Ortadgretim Lisans -,483017 0,17923 0,037 -0,9454 -0,0206

Lisanstistii -0,42546 0,22059 0,218 -0,9946 0,1437

Ortadgretim 0,16583 0,247 0,908 -0,4715 0,8031

Onlisans Lisans -0,31717 0,21766 0,465 -0,8787 0,2444

Mi Lisanstistii -0,25962 0,25281 0,734 -0,9119 0,3926
Ortadgretim /483017 0,17923 0,037 0,0206 0,9454

Lisans Onlisans 0,31717 0,21766 0,465 -0,2444 0,8787

Lisansiistii 0,05755 0,18715 0,99 -0,4253 0,5404

Ortadgretim 0,42546 0,22059 0,218 -0,1437 0,9946

Lisansiistii Onlisans 0,25962 0,25281 0,734 -0,3926 0,9119

Lisans -0,05755 0,18715 0,99 -0,5404 0,4253

Onlisans -0,42639 0,23768 0,278 -1,0396 0,1868
Ortadgretim Lisans -,52045" 0,17246 0,014 -0,9654 -0,0755

Lisanstistii -0,52899 0,21226 0,063 -1,0766 0,0186

Ortadgretim 0,42639 0,23768 0,278 -0,1868 1,0396

Onlisans Lisans -0,09407 0,20944 0,97 -0,6344 0,4463

Lisansiistii -0,1026 0,24326 0,975 -0,7302 0,525
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ST Ortadgretim ,520457 0,17246 0,014 0,0755 0,9654
Lisans Onlisans 0,09407 0,20944 0,97 -0,4463 0,6344

Lisansiistii -0,00854 0,18008 1 -0,4732 0,4561

Ortadgretim 0,52899 0,21226 0,063 -0,0186 1,0766

Lisansiistii Onlisans 0,1026 0,24326 0,975 -0,525 0,7302

Lisans 0,00854 0,18008 1 -0,4561 0,4732

Tabloda goriildiigii tizere, drneklem grubunu olusturan katilimcilarin satin alma niyeti ve marka imaji
puanlarin egitim seviyesi degiskenine gore hangi gruplar arasinda anlamh farkliliklar gosterdigini belirlemek
amaciyla yapilan Post Hoc testleri sonucunda s6z konusu farkliligin marka farkindaligi ortadgretim lisans ile
ortadgretim lisansiisti grubu arasinda ortadgretim aleylehine, marka imaj1 icin, ortadgretim grubu ile Lisans
grubu arasinda lisans grubu lehine gerceklestigi saptanmistir. Satin alma niyeti i¢in ise ortadgretim grubu ile

Lisans grubu arasinda lisans grubu lehine gerceklestigi saptanmustir.

Tablo 19. Diizenli Olarak Sportif Rekreasyon Faaliyetinde Bulunmayanlarin Marka Farkindalig1, Marka imaji1 ve Satin
Alma Niyetlerinin Gelire Gore Tek Yonli Varyans Analizi (ANOVA) Sonuglari

Kareler Serbestlik Kareler
Toplami derecesi Ort. F P
Gruplar Arasi 13,286 5 2,657 2,107 0,064
MF Gruplar I¢i 493,129 391 1,261
Toplam 506,415 396
Gruplar Arasi 13,562 5 2,712 1,471 0,198
Mi Gruplar Igi 721,03 391 1,844
Toplam 734,592 396
Gruplar Arasi 16,838 5 3,368 1,977 0,081
ST Gruplar Igi 666,063 391 1,703
Toplam 682,901 396

Tabloda goriilecegi iizere diizenli olarak sportif rekreasyon faaliyetinde bulunanlar igin satin alma niyeti,
marka farkindalifi ve marka imaj1 diizeylerinin gelire gore anlaml bir farklilik gosterip gostermedigini
belirlemek amaciyla yapilan tek yonlii varyans analizi (ANOVA) sonucunda gruplarin aritmetik ortalamalari

arasindaki satin alma niyetine, marka farkindalig1 ve marka imajinda anlamli farklilik tespit edilmemistir.
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Tablo 20. Biitiin T-Testi Ve Post Hoc Test Sonuglar1 Ozet Tablo

Gelir
Grupl:2300 ve daha az
Grup2: 2310-3500

Egitim
Grup3: 3501-5000

Grupl: Ortadgretim

Yas Do .
Cinsiyet Medeni Durum Grup1:21-30 Grup2: thsans Grup4: 5001-6500
Grupl:Erkek Grupl:Erkek Grup2: 31-40 Grup3:L%sans“ } Grup5: 6501-8000
Grup2: Kadin Grup2: Kadin Grup3 :41-60 Grup4: Lisanstistii Grup6: 8000+
Sportif Marka Farkindaligi - - Grup2>Grup3 - -
RekreasyonYapan Marka imajt - - Grup1>Grup3 Grup1>Grup3 -
Satin Alma Niyeti Grup2>Grupl - Grup1>Grup3 Grup1>Grup3 Grup2>Grup4
Sportif ka Farkindalig Grup2>G Grup!>Grup3
RekreasyonYapma yan Marka Farkindalig: up rupl ) rup1>Grup Grup3, Grup4>Grupl
Marka imajt - - Grup1>Grup3 Grup3>Grupl -
Satin Alma Niyeti - - Grup1>Grup3 Grup3>Grupl -

Tabloda Diizenli olarak sportif rekreasyon faaliyetlerine katilanlarda marka farkindalig: cinsiyetlere, medeni durum, egitim durumu ve gelir diizeylerine gére
gruplararasinda farklilik saptanmamustir. Ancak diizenli olarak sportif rekreasyon faaliyetlerine katilanlarda yas gruplarma gore grup 2 (31-40) nin marka farkindaligi
grup 3 (41-60)e gore yiiksek bulunmustur. Diizenli olarak sportif rekreasyon faaliyetlerine katilanlarda marka imajinda cinsiyet, medeni durum ve gelir durumlarina
gore gruplararsinda farklilik saptanmamistir. Buna karsin, yas ve egitim durumu degiskenine bakildiginda grup 1 (ortadgretim) grup 3 (lisans) e gore daha yiiksek
bulunmustur. Diizenli olarak sportif rekreasyon faaliyetlerine katilanlarda satinalma niyeti medeni durum degiskeninde gruplar arasinda farklilik bulunmamistur. Ama
cinsiyet degiskeninde grup 2 (kadin) grup 1 (erkek) e gore daha yiiksek, yasdegiskenindegrup 1 (21-30) grup3 (41-60) e gore daha yiiksek ve egitim degiskeninde grup
1 (ortadgretim) grup3 (lisans) e gore daha yiiksek, gelir grubuna bakildiginda grup 2 (2310-3500) grup 4 (5001-6500) ten yiiksek bulunmustur.

Diizenli olarak sportif rekreasyon faaliyetlerine katilmayanlarda marka farkindaligi cinsiyet degiskeninde grup 2 (kadin) grup 1 (erkek) den daha yiiksek
bulunmustur.Medeni durum ve gelir degiskenine gore gruplararasinda farklilik saptanmamustir.yas degiskenine gore grup 1 (21-30) grup 3 (3501-5000) e,egitim
degiskenine gore grup 3 (lisans) ve grup 4 (lisansiistii) grup 1 (ortadgretim) den daha yiiksek bulunmustur. Sportif rekreasyon faaliyetlerine katilmayanlarda marka
imaj1 cinseyet,medeni durum ve gelir degiskenlerine gore gruplararasinda farklilik saptanmamistir.yas degiskenine gore grup 1 (21-30) grup 3 (41-60) e gore,egitim
degiskeninde ise grup 3 (lisans) grup 1 (ortadgretim) den daha yiiksek bulunmustur. Diizenli olarak sportif rekreasyon faaliyetlerine katilmayanlarda satin alma
niyeti cinsiyet,medeni durum ve gelir degiskenlerine gdre gruplararasinda farklilik saptanmamistir.yas degiskenine gore grup 1(21-30) grup 3 (41-60) e,egitim
degiskenine gore grup 3 (lisans) grup 1 (ortadgterim) den yiiksek bulunmustur.
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4. TARTISMA

Arastirmanin ana hipotezi olan marka farkindaligi, marka imaj1 ve satin alma niyetinin diizenli sportif
rekreasyon yapma durumuna gore farklilagip farklilasmadigini sinadigimiz arastirmanin sonucunda diizenli
olarak sportif rekreasyon yapma durumuna gore diizenli sportif rekreasyon faaliyetlerinde bulunanlarin lehine
anlamli farklilik gosterdigi tespit edilmistir. Bu sonucun ortaya ¢ikmasinin temel nedenlerinin basinda sportif
rekreasyon yapan bireylerde spor markalarina kars1 bilgi ve farkindalik diizeyinin yiiksek olmasinin yattig
diisiiniilebilir. Sportif Rekreasyon Faaliyetlerinde Bulunan Bireylerin Marka Farkmnlig1, Marka imaj1 ve Satin
Alma Niyetine iliskin Bulgular: Bu ¢alismada diizenli olarak sportif rekreasyon faaliyetlerine katilanlarda
“cinsiyet” degiskenine gore ele alindiginda satin alma niyetinin kadin katilimcilar lehine yiiksek oldugu tespit
edilmistir. Bu ¢alismada sportif rekreasyon faaliyetlerine katilanlarda “cinsiyet” degiskenine gore ele alindigi
zaman marka farkindaliginda ve marka imajinda farklilik bulunmamustir. Kadin bireylerin markalarin daha ¢ok
takip etmektedirler (Basarir, 2020). Literatiirde yer alan ¢aligmalarda da (Cetin, 2016) kadmlarm {iriin ve
hizmet alma siirecinde bir¢cok degiskeni gbz oniinde bulundurduklari, bu kapsamda tiriin ve hizmet aliminda
asir1 secici olduklari rapor edilmistir. Bu sonucunda ortaya ¢ikma nedeni olarak kadin katilimcilarin markalari
ve marka imajlarini daha ayrintili inceledigi ve takip ettigi diistiniilebilir. Literatiirde yer alan ¢aligmada marka
imajinin cinsiyet degiskenine gore farklilik gosterdigi ve kadinlarin erkek katilimcilara kiyasla marka imajina
daha ¢ok dikkat ettigi lirlinlin 6zelliklerine ve kalitesine 6zen gdsterdigi de ortaya ¢ikan sonuglar arasinda yer
almaktadir (Ercis vd., 2016). Yapilan baska bir ¢aligmada kadinlarin erkeklere gére marka imajina daha gok
onem verdikleri marka imajinin satin aldiklar iiriin iizerinde etki ettigi ve memnuniyeti buna gore belirledigi
(Ceylan, 2011) sonug olarak da kadinlarin erkeklere goére marka imaji1 dogrultusunda satin alinan {riinlerde
memnuniyet diizeyinin daha yliksek oldugu bu baglamda marka imajinin énemli bir faktoér oldugu ve yapilan
birgok calismada kadinlarm lehine yiiksek bulundugu sdylenebilir. Yapilan alan taramasi ile bizim
caligmamizin bulgular1 benzerlik gostermemektedir. “Medeni durum” degiskenine gore ele alindigi zaman
diizenli olarak rekreasyon amagli spor yapan bireylerin marka imaj1 algilarinin anlamli farklilik gostermedigi
bulunmustur. Bu sonucun ortaya ¢ikma nedeni olarak katilimcilarin medeni durumlart farketmeksizin marka
imajim1 Onemsedikleri diisiiniilebilir. Yapilan bir arastirmada marka imajimin medeni durum degiskeni
acisindan anlamli bir farkliliga ugramadig1 sonucuna ulagilmistir (Oralhan & OzIii, 2019). Literatiirde yer alan
bir diger ¢alismada ise marka imajinin “medeni durum” degiskenine gore farklilik gosterdigi, bekar bireylerin
evli bireylere kiyasla marka imajlarinin daha diisiik diizeyde oldugu bulunmustur (Bilgeoglu & Alagoz, 2019).
Bu calismada marka imajinin medeni durum degiskenine gore gruplar arasinda herhangi bir fark
bulunamamigtir. Bizim sonuglarimiz litaratiirdeki sonuglarin bazilar1 ile benzerlik gostersede bazilar ile
farklidir. Bu ¢alismada medeni durum degiskenine gore ele alindig1 zaman rekreasyon amagli spor yapan
bireylerin marka farkindalig1 algilarinin anlamli farklilik gostermedigi bulunmustur. Bunun sonucu olarak
bireylerin medeni durumlarinin marka farkindaligi {izerinde etkisinin olmadig1t sdylenebilir. Nitekim
literatiirde yer alan bir ¢calismada medeni durum degiskenine gore marka farkindaliginin anlamli bir farklilik
olusturmadigr rapor edilmistir ki (Uzunselvi, 2019) bu ¢aligma sonuglari ile benzerdir. Bunun yan1 sira
literatiirde medeni durum degiskenine gore marka farkindaliginin farklilik gosterdigi de rapor edilmistir
(Efendioglu, 2019). Calismamizda, medeni durum degiskenine gore ele alindig1 zaman rekreasyon amacli spor
yapan bireylerin satin alma niyetinin anlamli farklilik gostermedigi bulunmustur. Literatiirde yer alan
calismalarda s6z konusu bulguyu destekler nitelikle olup, (Koleoglu vd., 2016) tarafindan yapilan aragtirmada
satin alma niyetinin medeni durum degiskenine gore farklilik gostermedigi tespit edilmistir. Literatiirde bagka
bir arastirmada ise, bireylerin medeni durumlarina goére satin alma niyetlerinin anlamli bir farklilik
gostermedigi rapor edilmistir (Serhateri & Kursun, 2020). Bu baglamda literatiirde de yer alan ¢alismalarda
elde ettigimiz bu bulguyu destekler nitekliktedir. ““Yas grubu’ degiskenine gore ele alindig1 zaman rekreasyon
amagli spor yapan bireylerde marka imaj1 algisinin 41-60 yas grubunda yer alan katilimcilar ile kiyaslandigi
zaman 21-30 yas grubunda yer alan bireyler lehine yiiksek oldugu bulunmustur. Literatiirde yer alan ¢alismada
“yas degiskeni” agisindan farklilik gosterdigi 50-64 yas arasinda bireylerin alt yas grubundaki bireylere
kiyasla marka imaj1 algilarinin daha diisiik diizeyde oldugu rapor edilmistir (ilban, 2007). Literatiirde yer alan
caligmalar s6z konusu bulguyu destekler niteliktedir. Yas grubu degiskenine gore ele alindig1 zaman rekreasyon
amagli spor yapan bireylerde marka farkindaligi algisinin 41-60 yas grubunda yer alan katilimcilar ile
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kiyaslandig1 zaman 21-30 yas grubunda yer alan bireyler lehine yiiksek oldugu bulunmustur. Bunun sonucu
olarak 21-30 yas arasindaki bireyler aktif olarak spor yapma diizeylerinin daha yiiksek olmasi ve bu baglamda
iiriin aragtirmasini daha fazla yapmasi sdylenebilir. Literatiirde yer alan bir caligmada 17-36 yas arasindaki
bireylerin marka farkindaligiin yiiksek oldugu sonucuna ulasilmistir (Karagoz-Ustiin, 2016). 93 Diizenli
olarak rekreasyon amacli spor yapan bireylerde satin alma niyetinin 41-60 yas grubunda yer alan katilimcilar
ile kiyaslandigi zaman 21-30 yas grubunda yer alan bireyler lehine yiiksek oldugu bulunmustur. Serhateri ve
Kursun (2020) tarafindan yapilan arastirmada katilimcilarin satin alma niyetlerinin yas degiskenine gore
anlamli sekilde farklilasmadig1 sonucuna ulagilmistir. Buna tezat olarak yapilan bagka bir ¢alismada satin alma
niyetinin yas degiskenine gore farklilik gosterdigi yasi 42-49 arasindaki bireylerin satin alma niyetlerinin
yiiksek oldugu sonucuna ulasilmistir (Aydin, 2020). “Egitim diizeyi” degiskenine gore ele alindig1 zaman
rekreasyon amacli spor yapan bireylerde marka imajinin lisans mezunu katilimcilar ile kiyaslandigi zaman
ortadgretim mezunu katilimcilar lehine yiiksek oldugu bulunmustur. Literatiirde yapilan bir c¢alismada
katilmcilarin egitim diizeylerine gére marka imajinin farklilhik gosterdigi, egitim diizeyi ilkdgretim olan
bireylerin marka imaj1 algilarinin daha yiiksek diizeyde oldugu sonucuna ulasilmistir (Bilgeoglu & Alagoz,
2019). Bu sonuglarla bizim ¢aligmamizin sonuglar1 benzerlik géstermektedir. Bu calismada diizenli olarak
rekreasyon amagli spor yapan bireylerde marka farkindaligmin anlamli farklilik géstermedigi bulunmustur.
Literatiirde yer alan bazi ¢aligmalarda bireylerin egitim diizeylerinin marka farkindaligini etkiledigi (Moisescu,
2009) bunun temelinde yatan nedenin ise kiiltiirel yap1 farkli egitim goriislerinin yattig1 sdylenilebilir. Diizenli
olarak rekreasyon amagcli spor yapan bireylerde satin alma niyetinin lisans mezunu katilimcilar ile kiyaslandigi
zaman ortadgretim mezunu katilimeilar lehine yiiksek oldugu bulunmustur. Literatiirde yer alan bir arastirmada
bireylerin egitim diizeyi degiskenine farklilagtigi (Ustaahmetoglu-Toklu, 2015) elde ettigimiz bulgularin
aksine egitim diizeyi arttik¢a bireylerin satin alma niyetinin de arttig1 gosterilmistir. Bunun temelinde yatan
nedenin ise yapilan arastirmanin farkl {riinler iizerinde yapilmis olmasi degerlendirilmektedir. “Gelir
diizeyine” gore ele alindig1 zaman diizenli olarak rekreasyon amagli spor yapan bireylerde marka imajinin
anlamli farklilik gostermedigi bulunmustur. (Oziipek & Diker, 2012) tarafindan yapilan arastirmada marka
imajimin gelir diizeyine gore farklilastig1 katilimcilarm marka imaji algilarmin fiyatlarina gore sekillendigi
rapor edilmistir. Gelir diizeyi ne gore ele alindigi zaman diizenli olarak rekreasyon amagli spor yapan
bireylerde marka farkindaliginin anlamli farklilik géstermedigi bulunmustur. Literatiirde yer alanbir ¢alismada
marka farkindaliginin gelir diizeyine gore farklilik gosterdigi rapor edilmistir (Aktepe & Bas, 2008). Gelir
diizeyine gore ele alindig1 zaman rekreasyon amacli spor yapan bireylerde satin alma niyeti anlamli farklilik
gosterdigi tespit edilmistir. Elde edilen bulgulara gore, gelir diizeyi 5000-6500 TL arasinda bulunan
katilimeilar ile kiyaslandigi zaman 2301-3500 TL arasinda gelir diizeyine sahip olan bireylerin satin alma
niyetlerinin daha yiiksek oldugu bulunmustur. Arastirmada elde edilen bu bulgunun temelinde yatan nedenin
daha diisiik diizeyde gelire sahip olan bireylerin gereksinim ihtiyaglarinin farklilik gosterdigi soylenebilir.
Literatiir de yer alan 0-1500 TL, 1501-3000 TL, 3001-5000 TL, 5001 TL ve tizeri gelir diizeyine sahip bireyler
iizerinde yapilan bir ¢calismada satin alma algis1 ve niyeti, tiim gelir gruplari arasinda en iist gelir grubu olan
“5.001 TL ve tizeri” gelir grubu lehine anlamh bir farklilik géstermistir (Ko6leoglu vd., 2016). Yine literatiirde
yer alan bir caligmada bireylerin aylik gelir diizeylerine gore kiyaslandiginda satin alma niyetlerinin farklilik
gostermedigi (Saglam, 2014) s6z konusu calisma bulgusunun ortaya ¢ikma sebebinin calisma Srneklem
grubunun farkli olmasi oldugu diigtiniilebilir. Bu sonuglarla bizim sonuglarimiz benzerlik géstermemektedir.
Diizenli Olarak Sportif Rekreasyon Faaliyetlerinde Bulunmayan Bireylerin Marka Farkinlig1, Marka Imaji ve
Satin Alma Niyetine Iliskin Bulgular: Cinsiyet degiskenine gore ele alindig1 zaman diizenli olarak rekreasyon
amach spor yapmayan katilimcilarda marka imajinin cinsiyete gore anlamli farklilik gostermedigi
bulunmustur. (Aktepe & Bas, 2008) tarafindan yapilan arastirmada katilimcilarin cinsiyet degiskenine gore
marka imajlarinin anlamh farklilik gostermedigi bulunmustur. Literatiirde yer alanda caligmalarda elde
ettigimiz bulgular1 desteklemektedir. Yine baska bir aragtirmada ise, cinsiyet degiskenine gore marka imajinin
anlamli bir farklilik meydana getirmedigi sonucuna ulasilmis (Gokaliler & Arslan, 2015) ve s6z konusu
bulguyu destekler niteliktedir. Calismamizda cinsiyet degiskenine gore ele alindiginda diizenli olarak sportif
rekreasyon faaliyetlerine katilmayanlarda marka farkindalig1 cinsiyet degiskeninde kadinlar lehine yiiksek
bulunmugtur. Bir ¢aligmada; sosyal medya kullanicilarinin cinsiyetlerine goére marka farkindalig
incelendiginde, istatistiksel olarak anlaml1 bir fark oldugu sonucuna ulagilmistir. Sosyal medya kullanicilarinin
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cinsiyetlerine gore sira ortalamalarina bakildiginda, erkeklerin marka farkindaligi algisinin kadinlara gére daha
yiksek oldugu anlasilmistir. Bu ¢alismanin sonuglart ile bizim c¢alismamizin sonuglar1 benzerlik
gostermemektedir (Ural & Perk, 2012). Cinsiyet degiskenine gore ele alindig1 zaman diizenli olarak rekreasyon
amacli spor yapmayan katilimcilarda satin alma niyetinin erkek katilimcilar ile kiyaslandigi zaman kadin
katilmcilar arasinda fark bulunamamistir. Yapilan bir ¢alismada satin alma niyeti grup ortalamalarina goére
kadin katilimecilarin erkek katilimcilara gore satin alma niyetlerinin daha yiiksek oldugu sdylenebilir.
Literatiirde yer alan diger calismalarin 96 sonuglariyla bizim sonuglarimiz biiylik oranda benzerlik
gostermemektedir. Calismamizda medeni durum degiskenine gore ele alindig1 zaman rekreasyon amagh spor
yapmayan katilimcilarda marka imajinin medeni duruma gore anlamli farklilik géstermedigi bulunmustur.
Yapilan bir arastirmada marka imajinin medeni durum degiskeni agisindan anlamli bir farkliliga ugramadig
sonucuna ulasimustir (Oralhan & Ozlii, 2019). Literatiirde yer alan bir diger calismada ise marka imajinin
medeni durum degiskenine gore farklilik gosterdigi, bekar bireylerin evli bireylere kiyasla marka imajlarinin
daha diisiik diizeyde oldugu bulunmustur (Bilgeoglu & Alagdz, 2019). Bu calisgmada marka imajinin medeni
durum degiskenine gore gruplar arasinda herhangi bir fark bulunamamigtir. Bizim sonuglarimiz litaratiirdeki
sonuglarin bazilar ile benzerlik gostersede bazilar ile farklidir. Medeni durum degiskenine gore ele alindigi
zaman rekreasyon amacl spor yapmayan katilimcilarda marka farkindaliginin medeni duruma gére anlaml
farklilik gostermedigi bulunmustur. (Uzunselvi, 2019) tarafindan yapilan ¢alismada katilimcilarin medeni
durumlarina gore marka farkindaliginin anlaml farklilik gostermedigi rapor edilmistir. Literatiirdeki bazi
caligmalarin sonuglari bu ¢alisma sonuglarini destekler niteliktedir. Medeni durum degiskenine gore ele
alindig1 zaman rekreasyon amaclh spor yapmayan katilimcilarda satin alma niyetinin medeni duruma gore
anlamh farklillk gdstermedigi bulunmustur. Literatiirde yer alan caligmalardada katilimcilarin medeni
durumlarina gore satin alma niyetlerinin anlaml farklilik gostermedigi sonucuna ulagilmistir (Arslan, 2018).
Yas grubu degiskenine gore ele alindig1 zaman diizenli olarak rekteatif amach spor yapmayan katilimcilarda
marka imaj1 algisinin 41-60 yas grubunda yer alan katilimcilar ile kiyaslandigi zaman 21-30 yas grubunda yer
alan katilimeilar lehine yiiksek oldugu bulunmustur. Yapilan bir ¢calismada marka Imaj1 dlgeginde yer alan
ortalama verilere gore Olcege dair en olumlu tutum sergileyen yas grubunun 4,17 ortalamayla 18-29
araligindaki yas grubu oldugu saptanmistir. Marka imaj1 6l¢egine dair en olumsuz tutum sergileyen yas
grubunun ise 3,57 ortalama ile 40-49 araligindaki yas grubu oldugu saptanmistir. Bu sonuglara gore
katilimeilarin yas gruplari ile marka imaji arasinda anlamli bir farklilik oldugu saptanmistir (Ilgazli, 2020).
Yapilan bagka bir aragtirmada marka imajimin yas degiskinine gore anlamli bir farklilik géstermedigi rapor
edilmistir (Turan, 2017). Yapilan ¢cogu ¢aligmanin sonuglari ile bizim ¢aligmamizin sonuglari ile benzerdir. Yas
grubu degiskenine gore ele alindig1 zaman diizenli olarak rekteatif amagli spor yapmayan katilimcilarda marka
farkindaligi algisinin 41-60 yas grubunda yer alan katilimcilar ile kiyaslandig1 zaman 21-30 yas grubunda yer
alan katilmeilar lehine yiiksek oldugu bulunmustur. Cop & Bas (2010) tarafindan yapilan arastirmada yas
degiskenine gore marka farkindaliginin anlamli farklilik olusturdugu ve yaslar1 15-25 yas arasinda olan
bireylerin farkindaliklarimin 36 ve iizeri bireylerden daha yiiksek puana sahip olduklarim rapor edilmistir. Bu
sonuglar bu ¢alisma sonuglar ile paralellik gostermektedir Yas grubu degiskenine gore ele alindigi zaman
diizenli olarak rekteatif amagli spor yapmayan katilimecilarda satin alma niyetinin 41-60 yas grubunda yer alan
katilmcilar ile kiyaslandigi zaman 21-30 yas grubunda yer alan katilimecilar lehine yiiksek oldugu
bulunmustur. Baska bir arastirmada bireylerin yas degiskenlerine gore satin alma niyetlerinin farklilik
gostermedigi sonucuna ulasilmistir (Arslan, 2018). Bizim ¢alismamizda satinalma niyeti egitim degiskenine
gore lisans mezunu ortadgretim mezunundan yiiksek bulunmustur. Literatiirde yer alan bir arastirmada
bireylerin egitim diizeyi arttik¢a satin alma niyetlerinin pozitif yonde arttigi1 rapor edilmistir (Basarir, 2020).
Yine yapilan bir caligmada egitim degiskinine gére satin alma niyetinde egitim diizeyi arttik¢a pozitif yonde
anlamli farkliliklar gosterdigi bulunmustur (Kian vd., 2017). Bizim sonug¢larimizda da egitim diizeyinin satin
alma niyetini etkiledigi ortaya koyulmus ve diger ¢alisma sonuglar ile bizim sonuglarimiz benzerdir. Egitim
diizeyi degiskenine gore ele alindig1 zaman rekreasyon amacli spor yapmayan bireylerde marka imaj1 algisinin
ortadgretim mezunu katilimeilar ile kiyaslandigi zaman lisans mezunu katilimeilar Iehine yiiksek oldugu
bulunmustur. Literatiirde yer alan bir ¢aligmanin marka imaj1 ve egitim durumu verilerine gore dlgege dair en
olumlu tutum sergileyen egitim durumu grubunun 4,05 ortalamayla egitim durumu lise olan grup oldugu
saptanmistir. Marka imaj1 6l¢egine dair en olumsuz tutum sergileyen egitim durumu grubunun ise 3,67
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ortalama ile 6n lisans egitim grubu oldugu saptanmustir. Elde edilen verilere gére katilimcilarin egitim durumu
ile marka imaj1 arasinda anlamli bir farklilik olmadigi saptanmistir (Ilgazli, 2020). Bu sonucglar bizim
sonuglarimizla benzerlik gostememektedir. Calismamizda egitim diizeyi degiskenine gore ele alindig1 zaman
rekreasyon amagcli spor yapmayan bireylerde marka farkindaligi algisinin ortadgretim mezunu katilimcilar
lisans ve yiiksek lisans mezunu katilimecilarla kiyaslandigi lisans ve yliksek lisans lehine yiiksek oldugu
bulunmustur. Literatiirde yer alan bir ¢aligmada katilimcilarim egitim diizeyleri arttikga marka farkindaliginin
arttigi sonucuna ulasilmistir (Kaya, 2015). Literatiirde yer alan bu ¢alisma bulgusunun ortaya ¢ikma nedeni
olarak egitim diizeyi yiiksek olan bireylerin markalar1 daha iyi inceledigi ve arastirdigi sdylenebilir. Bu
sonuglar bizim ¢alismamizin sonuglarini destekler niteliktedir. Bizim ¢alismamizda egitim diizeyi degiskenine
gore ele alindig1 zaman rekreasyon amacl spor yapmayan bireylerde satin alma niyetinin ortadgretim mezunu
katilimcilar ile kiyaslandig1 zaman lisans mezunu katilimeilar lehine ytiksek oldugu bulunmustur. Yapilan bir
calisma sonuglarina gore egitim durumuna gore yapilan farklilik analizi neticesinde, egitim diizeyi diistiikce
lise mezunlari ile herhangi bir mezuniyeti olmayanlarin {iniversite mezunlarina kiyasla satin alma niyetlerinin
daha yiiksek oldugu bulgusu elde edilmistir (Eyel, 2020). Yine literatiirdeki bir calismaya gore satin alma niyeti
degiskenlerinin tiiketicilerin egitim durumlarma gore anlaml farklilik gostermedigi tespit edilmistir (Nuri,
2021). Bu caligma sonuglar ile bizim sonuglarimiz farklilik gostermektedir. Gelir diizeyine gore ele alindigi
zaman rekreasyon amacli spor yapmayan katilimcilarda marka imajinin gelir diizeyi degiskenine gore anlamli
farklilik gostermedigi bulunmustur. Bu sonucun ortaya ¢ikmasinin temelinde yatan nedenlerin basinda farkl
gelir diizeylerine sahip olmalarina ragmen rekreasyon amagli spor yapmayan bireylerin spor markalarina
yonelik tutum ve goriislerinin benzerlik gdstermesinin yattigi diisiiniilebilir. (Oziipek & Diker, 2012)
tarafindan yapilan arastirmada marka imajimnin gelir diizeyine gore farklilastig1 katilimeilarin marka imaji
algilarmin fiyatlarma gore sekillendigi rapor edilmistir. Gelir diizeyine gore ele alindigr zaman rekreasyon
amacli spor yapmayan katilimcilarda marka farkindaligimin gelir diizeyi degiskenine gore anlaml farklilik
gostermedigi bulunmustur. Bu sonucun ortaya ¢ikmasinin temelinde rekreasyon amagl spor yapmayan
bireylerin spor iiriinlerinin markalarina yonelik ilgi diizeylerinin diisiik olmasinin yattig1 diisiiniilebilir.
Literatiirde yer alanbir ¢aligmada marka farkindaliginin gelir diizeyine gore farklilik gosterdigi rapor edilmistir
(Aktepe & Bas, 2008). Gelir diizeyine gore ele alindig1 zaman rekreasyon amagli spor yapmayan katilimcilarda
satin alma niyetinin gelir diizeylerine gore anlaml farklilik gostermedigi bulunmustur. Bu sonucun ortaya
¢ikmasinin temelinde yatan nedenlerin basinda rekreasyon amacli spor yapmayan bireylerin spor malzemesi
gereksinimlerinin diisiik olmasinin, bu kapsamda farkli gelir diizeylerinde bulunmalarina ragmen spor
malzemelerine fazla para harcamamalarinin yattig1 diistintilebilir.

5. SONUC VE ONERILER

Yapilan bu ¢alismaya katilan ve diizenli olarak sportif rekreasyon etkinliklere katilma egilimi olan
bireylerde satin alma niyeti, marka imaji ve marka farkindaligimin diizenli olarak sportif rekreasyon etkinliklere
katilmayan bireylerden daha yiiksek oldugu tespit edilmistir. Diizenli olarak sportif rekreasyon etkinliklere
katilan bireylere iliskin bulgular demografik degiskenlere gore ele alindigr zaman, satin alma davranisinin
cinsiyet, yas grubu, egitim diizeyi ve gelir durumu degiskenlerine gore anlamli farklilik gosterdigi, buna
karsilik satin alma davraniginin medeni durum degiskenine gore anlamli farklilik géstermedigi bulunmustur.
Marka imajina iliskin bulgular degerlendirildigi zaman, diizenli olarak sportif rekreasyon etkinliklere katilan
bireylerin marka imaj1 algilarinin cinsiyet, yas grubu ve egitim diizeyi degiskenlerine gore anlaml farklilik
gosterdigi, buna karsilik marka imaji algisinin medeni durum ve gelir diizeyi degiskenlerine gore
farklilagsmadig1 goriilmektedir. Diizenli olarak sportif rekreasyon etkinliklere katilan bireylerin marka
farkindalik diizeylerine iliskin bulgular incelendigi zaman, diizenli olarak sportif rekreasyon etkinliklere
katilan bireylerde marka farkindaliginin cinsiyet ve yas grubu degiskenlerine gore anlamli farklilik gosterdigi,
buna karsilik marka farkindaligimin medeni durum, egitim diizeyi ve gelir durumu degiskenlerine gore anlaml
farklilik gostermedigi bulunmustur. Diizenli olarak sportif rekreasyon amagli spor yapma bireylere iliskin
bulgular incelendigi zaman, marka imajinin yas ve egitim diizeyi degiskenlerine gbre anlamli farklilik
gosterdigi, buna karsilik marka imajinin cinsiyet, medeni durum ve gelir diizeyi degiskenlerine gére anlaml
farklilik gostermedigi bulunmustur. Diizenli olarak sportif rekreasyon etkinliklere katilmayan bireylerde marka
farkindalik diizeyinin egitim diizeyi ve yas grubu degiskenlerine gore anlaml farklilik gosterdigi, buna karsilik
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gelir diizeyi, medeni durum ve cinsiyet degiskenlerine gore anlamli farklilik géstermedigi belirlenmistir.
Diizenli olarak sportif rekreasyon etkinliklere katilmayan bireylerde satin alma davraniginin ise cinsiyet, yas
grubu ve egitim diizeyi degiskenlerine gore anlamli farklilik gosterdigi, buna karsilik medeni durum ve gelir
diizeyi degiskenlerine gore anlamli farklilik géstermedigi bulunmustur. Arastirmada elde edilen bu sonuglara
gore bazi demografik degiskenlerin hem diizenli olarak sportif rekreasyon etkinliklere katilan hem de diizenli
olarak sportif rekrekreasyon reatif etkinliklere katilmayan bireylerin marka imaji, marka farkindalig1 ve satin
alma davranislar1 {izerinde 6nemli birer belirleyici oldugu s6ylenebilir.

Arastirmada ulasilan sonuglar 15181nda konu ile ilgili olarak asagidaki onerilerde bulunulabilir;

1.Rekreasyon etkinlik tiiriine gore bu etkinliklere katilan bireylerin marka imaji, marka farkindalig1 ve
satin alma davranigi arasindaki iligkilerin ele alindig1 ¢caligmalar yapilabilir.

2.Rekreasyon etkinliklere katilan ve katilmayan bireylerin marka imaji, marka farkindaligi1 ve satin alma
davranislari iizerinde belirleyici olan demografik degiskenlere iliskin olarak daha genis kapsamli bulgulara
ulagilmasi i¢in daha biiyilik 6rneklem gruplar1 ve farkli marka tiirlerinde benzer ¢alismalar yapilabilir.

3. Marka imaj1, marka farkindalig1 ve satin alma davranisi iizerinde etkili olan ve marka ile iligkili diger
faktorlerin (marka sadakati vb.) incelendigi caligmalar yapilabilir.

4 Isletmeler sosyal sorumluluk projeleri ve reklam, sporsorluk ve tamtim caligmalari ile bireyleri
rekreasyon etkinliklere katilmaya tesvik edebilirler. Bu sayede marka imaji, marka farkindaligi ve satin
almaniyetlerinde olumlu degisiklikler meydana getirebilirler.
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