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ABSTRACT

EXPLORING THE EFFECTS OF TIME LIMIT AND DISCOUNT SIZE ON
SALES PROMOTION EFFECTIVENESS: THE ROLES OF BRAND EQUITY
AND PERCEIVED LUXURIOUSNESS

Giingor, Eda Ceren
MBA, Department of Business Administration

Supervisor: Prof. Dr. Cengiz Yilmaz

December 2019, 140 pages

The aim of this thesis is to explore the effects of time constraint and discount size on
the effectiveness of sales promotions and to discuss the role of perceived brand equity

and perceived luxuriousness on those effects.

The research data were collected through randomly submitting 12 different offers
about laptops to 411 participants who are active computer users. For the analysis of
the data, various methods including exploratory factor analysis (EFA), independent t-
test, Mann-Whitney U test, Kruskal Wallis test, and Factorial ANOVA were used. As
a result of the analyses, it was seen that the discount applied to the same product type
of two different brands had different effects, and the difference between products of
two brands was analyzed regarding consumers’ purchasing behavior in terms of their
brand equity and luxury perception. It was also concluded that the time constraint and
the size of the discount influenced the consumer's willingness to purchase a product
on sale. When those effects are compared in terms of the brands, the effect of discount
size varies for two different brands but the effect of time constraint on the customer’s

willingness to purchase does not change depending on the brand.



Previously, brand equity, perceived luxuriousness, discount size, and time constraint
have been discussed in previous marketing researches in terms of the effectiveness of
sales promotions. When these factors are taken into consideration as a whole, it can

be said that this study offers a new approach.

Keywords: Time-Limited Promotions, Discount Size, Brand Equity, Luxury

Perception, Purchase Intention



0z

SATIS PROMOSYONLARININ ETKINLIGININ INCELENMESINDE ZAMAN
KISITI VE INDIRiM ORANININ ETKiSi: MARKA DEGERI VE ALGILANAN
LUKSLUGUN ROLU

Giingor, Eda Ceren
Yiiksek Lisans, Isletme Boliimii

Tez Yoneticisi: Prof. Dr. Cengiz Yilmaz

Aralik 2019, 140 sayfa

Bu tezin amaci, zaman kisit1 ve indirim biiylikliigliniin satis promosyonlarimin
etkinligi iizerindeki etkisini kesfetmek ve algilanan marka degeri ile algilanan

liiksliigiin bu etkiler iizerindeki roliinii tartigmaktir.

Arastirma verisi, indirim uygulanan diziistli bilgisayarlarla ilgili 12 farkli teklifin
anket araciligiyla aktif bilgisayar kullanicisi toplamda 411 katilimciya rasgele
sunulmasiyla toplanmistir. Bu verinin analizi i¢in agimlayici faktdr analizi (AFA),
Mann-Whitney U testi, Kruskal Wallis testi ve faktdriyel varyans analizinin de
aralarinda bulundugu cesitli yontemler kullanilmistir. Yapilan analizler sonucunda,
iki farkli markanin ayni iirlin ¢esidine uygulanan indirimin farkli etkiler yarattigi
goriilmiis, marka degeri ve liiksliik algisi agisindan aralarinda fark bulunan bu iki
marka iriine uygulanan indirimin tiiketicinin satin alma isteginde olusan fark
karsilagtirilmistir. Ayrica, zaman kisitinin ve indirim biiyiikliigiiniin tiiketicinin
indirimdeki bir lirlinii satin alma istegini etkiledigi sonucuna ulasilmistir. Bu etkiler
markalar hesaba katilarak karsilastirildiginda ise, indirim biiytikliigiiniin etkisi iki
farkli marka i¢in degisiklik gosterirken, zaman kisitinin miigterinin satin alma istegine

olan etkisinde markaya bagli olarak bir degisiklik ortaya ¢ikmadigr goriilmistiir.

Vi



Bu aragtirmanin bugiine kadar yapilmis benzer caligmalara bir katki niteliginde
oldugu ve satis promosyonlariin etkinligi konusunda daha 6nce defalarca ayr1 ayri
ele alinmig faktorlerin birlikte ele alindiginda ne sekilde etkiler olusacagi konusunda

bir yol gosterici niteliginde olacagi sdylenebilir.

Anahtar Kelimeler: Zaman Kisitlamali Promosyonlar, indirim Biiyiikliigii, Marka

Degeri, Liiks Algisi, Satin Alma Niyeti
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CHAPTER 1

INTRODUCTION

The aim of the present thesis is to explore and discuss the effects of the time limit and
discount size on sales promotion effectiveness and the role of brand equity and
perceived luxuriousness on those effects. Five hypotheses are determined to
understand those effects, and it is targeted to contribute to marketing literature by

examining the reliability of those hypotheses.

In previous studies, the effects of sales promotions on consumers’ purchasing
behaviors have been scrutinized many times (Blattberg, Briesch, & Fox, 1995).
However, it is aimed to understand whether those effects change when other factors
are included and if so, what types of changes occur. For the present study, 12 different
cases were designed, and 411 participants were randomly asked to answer the survey

questions to find an answer to the research question of the present thesis.

Firstof all, it is investigated that the brand effect of sales promotions on the customers’
purchasing intentions. While the brand effect is examined, the roles of brand equity
and perceived luxuriousness are evaluated. The brand equity and perceived
luxuriousness of two predetermined different brands are measured separately and the
purchasing behavior of consumers after sales promotion is observed. Apple and HP
were selected as laptop computer brands since Apple is the most valuable (Brand
Finance, 2019) and HP is the most preferred laptop brand (TrendForce, 2018, 2019).

Secondly, the role of the discount size of sales promotion on purchasing behavior is
explored. The purchasing behavior of consumers against two different discount sizes



is evaluated individually and their reactions are compared and it is tested whether the

difference between those is significant or not.

Thirdly, it is intended to set whether the time limit of the sales promotion, whose
effect on purchasing behavior was determined before, is important in the purchasing
decisions of consumers. Also, the question whether the application of time limit plays

arole in the behaviors of customers is answered.

Lastly, the combinations of three factors aforementioned above, brand, discount size,
and time-limit are examined and analyzed in groups consisting of two or three factors.

Moreover, the effect level of those factors is ranked according to their magnitude.

The present thesis mainly consists of five main chapters. In the first chapter,
Introduction, the purpose of the research is explained in detail while in the second
chapter, the previous studies, in which the marketing researchers discussed sales
promotions’ role in consumers’ purchasing behavior is reviewed. The concepts that
are used in the thesis are explained in the second chapter by referring to the significant
studies of marketing researchers. Briefly, the Literature Review chapter consists of
four headings. In the first part of the literature review, the term of sales promotions,
how it is defined is shown. The concerns of previous studies and the research
questions of researchers are summarized. The focus of the second part of the literature
review, as a sub-heading, is time-limited promotions. We intend to define what the
time-limited promotions are and the studies with the subject of time-limited
promotions are summarized and discussed. Furthermore, in the third chapter, we delve
into the term of brand equity and the studies with the concern of measuring techniques
of brand equity. In the last part of the literature review of this study, the main focus is
on the concept of luxury and its components. It is explored how marketers measured

the perceived luxuriousness of costumers within the scope of related literature.



The third chapter of the present study, Research Design and Methodology, starts with
the variables of the study after that the research objectives and hypotheses are
individually determined. To measure the aforementioned effects, the most preferred
research method is quantitative research design (Creswell, 2013). So, we also
preferred quantitative research design to answer our research question. Surveying is
one of the most preferred quantitative research technique as Babbie (1991), Fink
(1995), and Fowler (1992) guided. In the section of survey design, it is explained how
the factors are measured and why the measures are used in each part of the
questionnaires. The questionnaire types and questions used in the field of marketing
are introduced to the reader. Lastly, the profile of the questionnaire participants is

clarified and how research has been conducted is told in detail.

The fourth chapter, Analyses and Results, comprises the analyses and results of the
thesis. Firstly, the data screening and cleaning phase is conveyed to the reader in
detail. The scale of the collected data set and analysis tools are told consequently.

With the help of descriptive statistics, the demographic profile of participants is
expressed. Later on, in the phase of pre-analysis, the tests of normality and reliability
are applied. In the process of measuring the reliability of each scale, exploratory factor
analysis for each is implemented. Furthermore, the reliability of each scale is
evaluated with the method of Cronbach’s Alpha. By taking into consideration the
results of pre-analysis, the accuracy of the definitions in the hypotheses is tested. The
results are shared with the readers by implementing the tests such as Independent t-
test, Mann-Whitney U Test, Kruskal Wallis Test, and Factorial ANOVA. Their results

are summarized in the section of Findings.

In the chapter of Discussion and Conclusion, the limitations confronted during the
analysis and the impediments which prevent the present study from being ideal are
presented. The results of the analysis are compared with the previous studies. While



evaluating the contributions of the present study to marketing literature, the
significance of the thesis for the market players is emphasized. Lastly, the
implications which are useful in the field according to the results of the analysis is

provided to market actors.



CHAPTER 2

LITERATURE REVIEW

2.1. Sales Promotions

Kotler and Armstrong (2017) defined sales promotions as “short-term incentives to
encourage the purchase or sales of a product or a service” (p. 496). They also asserted
that sales promotion is a tool of inducement that arouses the interest of the customer
to a product or a service in order to make him/her buy it (2017). According to Kotler
and Keller (2016), the main three advantages of sales promotions are (1) sales
promotions call the attention of the customer to the product, (2) procure
encouragement which attributes value to the customer and (3) persuade the customer

to attend shopping (p. 254).

It will be good to compare promotions and advertising at this point. Kotler and Keller
(2016) claimed that promotion suggests an incentive where advertising suggests a
reason to purchase a product for a customer. In other words, advertising tells the
customer why s/he should buy the product, on the other hand, promotion encourages
the customer to take action (Kotler & Keller, 2016, p. 265). Similarly, Kotler and
Armstrong (2017) stated that “Whereas advertising offers reasons to buy a product or

service, sales promotion offers reasons to buy now.” (p. 496).

The effects of sales promotions to purchase intent of costumer have been studied over
the years. Gupta’s research in 1988 indicated a positive effect of sales promotions to
customer actions. After about 30 years from Gupta’s findings, Alvarez and Casielles
came to a similar conclusion in their study (2005). Thereafter; Santini, Sampaio,

Perin, and Vieira (2015) studied this issue and they found that price discount increases



the purchase intent of the customer. In light of all these researches, it is obvious that
one of the essential components to increase the buying intention of customers is sales
promotions (Blattberg & Neslin, 1990).

Additionally, if we look at the emotional effects of promotions, it can be seen that the
emotions in the customer differ when the customer buys a promoted product. The
consumer may have positive or negative feelings such as being satisfied or feeling
unhappy due to a product that is on sale at a discount: S/he can feel appreciation and
gratitude to the brand and the product, and s/he can feel confident inward. Conversely,
there may be negative effects such as feeling angry and insecure against the brand and
product, and internally self-doubt (Honea & Dahl, 2005).

In addition to these reactions created by sales promotion in the buying behavior of the
consumer, there may be cases where sales promotion has no effect on the purchase
intention of the customer. Some customers are not interested in the promotion
whatever its type or size if the discounted product is not in the “brand preferred set”

(Clow & Baack, 2018).

2.1.1. Promotion Techniques

Monetary sales promotions were defined as promotions providing money-saving
advantage for a customer (Sinha & Verma, 2017). Although nonmonetary promotions
provide more relational benefits between consumer and brand than monetary
promotions (Mussol, Aurier, Lanauze, 2019), the opposite is true when it comes to
increasing sales, according to Makienko (2006). Monetary promotions increase the
consumer's willingness to purchase even more when the price of the product is first
increased and then promoted, compared to the non-promoted normal priced product.

Nevertheless, this is not the case when a nonmonetary promotion is applied. The



consumer's intent to purchase does not change due to the promotion and the consumer
prefers the normal priced product to the nonmonetary promotional higher-priced
product (Makienko, 2006).

Additionally, Eisenbeiss, Wilken, Skiera, and Cornelissen (2015) measured the effect
of discount level and time constraint on the intention of buying due to sales promotion
in their study by applying the DoD (Deal of the Day) concept. During this research,
they carried out several studies on two different product types and obtained different
results depending on whether the product type is utilitarian and hedonic. For hedonic
products, the time constraint is more effective than discount size to increase
willingness to purchase, while it is not the case for utilitarian products. In the case of
a discount applied to a utilitarian product, the effect of the discount size was found to
be greater than the effect of time constraint in terms of increasing willingness to

purchase (Eisenbeiss, Wilken, Skiera, & Cornelissen, 2015).

Another study investigating the effects of monetary and nonmonetary promotions on
the willingness to buy was made by Roll and Pfeiffer (2017). This study was
conducted on two types of products: utilitarian and hedonic. The cold remedy was
chosen as the utilitarian product and a flower bouquet was selected as a hedonic
product. The effects of price discounts and free gifts on these two products were
compared. Hence, the free gift has been found to be more effective in increasing
consumer intention to purchase. Furthermore, Chandon, Wansink, and Laurent (2000)
conducted a similar study, in which a third dimension was also discussed compared
to the previous studies. In this study, the effects of monetary and nonmonetary
promotions applied to utilitarian and hedonic products were examined separately for
the high-equity and low-equity brands. Nonmonetary promotions were found to be
more effective in hedonic products for both brand equity levels. On the other hand,
while monetary promotion significantly increased the sales of hedonic products with

low-equity brands, the same was not the case for high-equity brands. When the



promotions were applied for high-equity brands, although monetary promotions
considerably increased the purchase intention of the utilitarian product, for the

hedonic product, purchase intention reduced (Chandon, Wansink, & Laurent, 2000).

Another research that compares the effects of monetary and nonmonetary promotions
through price discounts and free gifts belongs to Manalel, Jose, and Zachairas (2007).
When we look at their research, we see that if we compare price discounts with free
gifts, a price discount increases the customer's intent to buy the product more than a
free gift. All of the above-mentioned studies have shown that price discount is
generally preferred over other promotion types. Therefore, the price discount is worth
considering specifically.

2.1.2. Price Discount

Shi, Cheung, and Prendergast (2005) studied different sales promotion types and they
measured their effects to purchase intent separately. In this research, they asserted
price discounts are simple, ordinary, and most understandable techniques (Shi,
Cheung & Prendergast, 2005).

In the past, a lot of research on price discounts have been conducted. In those studies,
the different ways of applying price discounts were evaluated and the effects of those
methods on consumer buying behavior were compared. For example, Woodside and
Waddle (1975) conducted a study on the implementation of price promotion as point-
of-sale (POS). The results of this study showed that the POS technigue has much more
positive impact on the customer's intention to purchase, and increased this demand
more than twice as compared to other techniques (Woodside & Waddle, 1975).



Moreover, Howell, Lee, and Allenby (2015) compared effects of the price promotion
applied in three different conditions in their empirical study: (1) applying an
unconditional discount to the product, (2) limiting the number of products that can be
utilized from the discounted product, and (3) applying the discount only if the
purchase is above a certain number. When the discount is made without any
conditions, the sale of the product has increased considerably. In the case where a
certain number of discounted products are allowed to be purchased, it has also
generated a high purchase intent, similar to the first case. On the other hand, the
increase in the purchase intention of the customers who can benefit from the discount
after deciding to buy more than a certain amount has not been as high as in other cases
(Howell, Lee, & Allenby, 2015).

Similarly, Akaichi, Nayga, and Gil (2015) conducted another study in which the effect
of a discount limited to the amount was measured. In this empirical study, when the
size of the discount varied according to the quantity of the product, the consumer's
response was measured and these two situations were compared. In the first case, a
20% discount was applied to the total amount provided that three products were
purchased; in the second case, if three products were purchased, 10% discount for the
second product and 20% discount for the third product were applied. The results of
the study showed that applying a fixed size of discount for all parts increased the
customer's willingness to purchase more, as the number of purchased parts increased,

instead of increasing the discount size per piece (Akaichi, Nayga, & Gil, 2015).

Furthermore, Gong, Huang, and Goh (2019), in their study, observed the effect of
double discount and measured whether the order of offering discounts made a
significant difference in the consumer's willingness to purchase. The results of the
study showed that the order of offering discounts made a significant difference on the
purchase intention of customers. They applied a 10% and a 40% discount on the

product, with ascending (firstly 10% and secondly 40%) and descending order (firstly



40% and secondly 10%) both. As a result, the ascending order was more effective
than the descending order. (Gong, Huang, & Goh, 2019).

2.2. Time-Limited Promotions

The time limit was defined by Teng and Huang (2007) as “the time available for a
consumer to use a promotion.”, and at the end of the time, a time-limited promotion
becomes unavailable. These promotions are beneficial in the provided time interval
and because of that, it is worth to search the effects of time-limited promotions on

consumer behavior (Teng & Huang, 2007).

Time-limited promotions can be short, long or limitless in terms of their durations,

additionally, a promotion may not have a time-limit.

2.2.1. Time-Limited Promotions of Short Duration

Aggarwal and Vaidyanathan defined promotions of short duration as promotions that
are usable for a week or less (2002). Online coupons, store coupons, and price cuts
can be an example of time-limited promotions of short duration. Aggarwal and
Vaidyanathan asserted that these promotions stimulate the customer to buy the
product in an instant (2002). Compared to long-term promotions, customers have less
time to think and decide about the offer. In fact, it will be much more difficult to
decide if the time is limited to a few hours. Customers may see the promotion as an
inevitable opportunity due to time constraints and may wish to take advantage of it.
Therefore, short-term promotions can put more pressure on the customer than long-

term and time-independent promotions.
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According to Kotler and Keller (2016), sales promotions are useful for short-terms
mainly (p. 246). In addition, Teng and Huang (2007) proclaimed that time constraint
allows customers to connect more to promotions and want to use them more. As a
result, customers face the "use it or lose it" dilemma. The customer either has chosen
to use the discount offered within the specified time period or have missed the
opportunity (Teng & Huang, 2007). Therefore, in addition to benefiting from the
discount opportunity providing the consumer with monetary savings, the consumer
may also want to avoid the bad effect of missing the offered opportunity (Van Putten,
Zeelenberg, & Van Dijk, 2013). When one misses the discount, s/he has nothing to do
but wait for another opportunity or postpones the purchasing. For this reason, time

constraint has a positive effect on the willingness to buy.

2.2.2. Time-Limited Promotions of Long Duration

Considering Aggarwal and Vaidyanathan's (2002) definition of short-term
promotions, the promotions longer than a week can be called long-term promotions.
This type of promotion gives customers more time to decide to buy or not to buy.
Hence, customers who encounter such promotions may be more comfortable. On the
other hand, they may have more time to conclude with not benefitting from the
promotion. Therefore, these promotions provided for a long time may also diminish

the customer's interest in the promotion and product.

2.2.3. Time-Independent Promotions

Aggarwal and Vaidyanathan (2002) coined the term of time-independent promotions
for those lasting one month or longer. All promotions are somehow limited since the
time eventually ends. Although the name of these promotions is time-independent,

they also have a duration that is not needed to be taken into account.

11



2.2.4. Effects of Time-Limited Promotions to Customer

It is possible that some of the customers who go to the stores for discounts may be
visiting these stores for the first time just for the provided discounts. Those who have
not tried a product of that brand before can find the opportunity to try it thanks to the
promotion. In fact, that store would be a new address for potential customers. As
stated in Morrison’s article, Chapman says that “Limited-time offers to help the goal
of always having news - it keeps a brand at the forefront of the consumers’ minds.”
(Morrison, 2014). Time-limited promotions end up with customer loyalty and new

potential customers for companies that use them.

As it can be seen in Figure 2.1, the results of Devlin’s (2007) research showed that
when a discount is not specified with an offer, the time-limited offers bring higher
search intention compared to the non-time-limited offers. On the other hand, when
there is a discount with low size, a time-limited offer causes lower search intention
compared to an offer with a higher discount. When the research is conducted by
applying an offer of discount with a high rate, search intention does not differ

depending on the time-limit.
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Figure 2.1 Estimated marginal means of search intention

Reprinted from “A Study of Time Limited Price Promotions” by J. Devlin, C.
Ennew, S. McKechnie, and A. Smith, 2007, Journal of Product & Brand
Management 16(4), p. 283.

According to Zamir (2014), promotions with a time limit are more effective than
promotions without a time limit. This is related to consumer psychology. People have
atendency to buy scarce products (Lynn, 1991). If there is a limited time that a product
can be purchased at a discount, it seems more impressive to buy it (Zamir, 2014). For
example, according to the research of Dhal and Nowlis (1999), when there is time
pressure, customers tend to accept the offer rather than postponing decision-making.

2.3. Brand Equity

Gilbert (2003) defined brand equity as the amount of money that customer consents
to pay for a product or service over its actual value and he termed it as price premium.
Similarly, according to Kotler and Keller (2012), brand equity can be defined as the
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added value of a product or the service bestowed by customers. On the other hand,
Kotler and Armstrong (2017) stated that brand equity is the effect of creating a
difference in knowing the customer’s reaction in return for a brand’s name and its

marketing power.

Kotler and Keller (2016) also emphasized that brand equity is constituted by feelings,
thoughts, and behaviors of the customer about the brand and it is influenced by price,
market share, and profitability of the brand. When somebody approaches the brand
equity concept from a customer’s point of view, s/he can easily see that brand equity
Is related to what customers see, read, hear, learn, think and feel about a brand in time
(Kotler & Keller, 2016).

Within years, marketers and scientists have approached many different perspectives
to brand equity as follows, the effects of brand equity regarding economic principles
(Erdem & Swait, 1998); the sociological, anthropological or biological reactions to
brand (McCracken, 2005); and the psychological response of customer to brand and
its marketing activity (Schmitt, 2012).

In addition to these approaches, Kamakura and Russell (1993) proclaimed that brand
equity can be seen in two different perspectives: Company and customer. When we
look from a company’s perspective, it can be easily seen that brand equity is the
financial value of the brand provided for the company (Kamakura & Russell, 1993).
Alternatively, on the customer side, brand equity is the value the brand provides to

the customer.

Furthermore, Keller (2012) described customer-based brand equity as an awareness
that is comprised when a brand is marketed. As stated by him, whether positive or

negative customer-based brand equity can be understood by looking how the
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marketing of brands affects consumers in similar cases. According to him, if a
marketing action implemented to a brand makes that product preferable for customer
than another brand at a similar position, then it means that customer-based brand
equity of that brand is positively influenced (Keller, 2012). Consequently, customer-
based brand equity basically depends on customer response to marketing action about
the brand (Keller, 2012).

Customer-based brand equity constitutively consists of three different elements:
Firstly, changes in the reaction of consumer to marketing action is one of the
predictive factors of brand equity since at the moment when there is a lack of
difference in customer reaction to the marketing of the brand, the competition of the
product or service must continue at the monetary dimension. Secondly, changes in
attention, such as excitements, ideas in mind, acceptances, and judgments, in short,
brand knowledge, with reference to the brand are also important factors for brand
equity as brand knowledge impresses the forthcoming situation of the brand. Lastly,
changes in understandings, choices, and attitudes about the brand and its marketing
action affect brand equity of the product (Kotler & Keller, 2016).

According to Gilbert (2003), if prestigious brands, with their higher brand equity, are
directed and positioned well, they get feedback from their customers and they provide
a competitive advantage for their companies. Ailawadi, Lehmann, and Neslin (2003)

also stated that powerful brands earn more.

Kamakura and Russell (1993) regarded brand equity as perceived brand equity with
its impalpable constituents in addition to the palpable constituents. They handled
brand equity as customer-based brand equity from every specific consumer’s
viewpoint (Kamakura & Russell, 1993). With the effect of this approach; Lassar,
Mittal, and Sharma (1995) asserted that there are five main dimensions to measure

brand equity. Firstly, the performance dimension shows the quality perception of the
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customer towards the brand and trust in the manufacturing of a product of the brand.
Secondly, social image is another important dimension for customer-based brand
equity. Whether a brand reflects the personality of the customer or it does not fit
him/her enough is a fact about the social image. More precisely, what customers think
and more importantly feel about a brand is important. Thirdly, the financial value of
the brand as a dimension refers to suitability about the pricing of products of the brand.
Are they worth the price they are labeled or are products mispriced (low-
priced/overpriced) and how does customer rate brand on his/her mind? It is worth to
be measured. Fourthly, trustworthiness as another dimension is more about people
and the company behind the brand. The image of a company affects this dimension
quietly. Lastly, the dimension of customer’s attachment to the brand is about loyalty
measurement. It is about the inner world of the customer, for example, personal
feelings towards the brand (Lassar, Mittal, & Sharma, 1995).

Furthermore, Clow and Baack (2014) categorized the measuring methods of brand
equity into four groups, namely monetary value, stock market value, revenue
premium, and customer value. According to their explanations, while calculating the
monetary value of a brand, marketers predicate on the net present financial value of
future estimated cash flows depending on the power of the brand. Differently, stock
market value is determined by stock valuation. On the other hand, revenue premium
is generally about the comparison of revenue gained by a particular product which is
labeled of a brand with revenue earned form similar products labeled of other brands.
Lastly and most importantly, customer value is determined by the interaction of a
customer with the brand. In other words, customer’s quality perception, intimacy,
pleasure, buying action about brand and readiness to search for alternatives are some
of the main factors. Financial numbers are not taken into consideration in the approach
of customer value (Clow & Baack, 2014). Therefore, we will use the customer value

approach to determine brand equity.
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According to Lassar, Mittal, and Sharma (1995), measuring brand equity allows
companies to review their marketing campaigns. They can determine performance
problems with products, advertisements and positioning in the market thanks to their
study. Thus, they become aware of some changes that need to be made (Lassar, Mittal,
& Sharma).

Moreover, According to Keller (1993), customer-based brand equity can be
determined by using direct or indirect methods. Besides that, these two methods can
be applied separately or they can be used together. The indirect method is based on
measuring brand knowledge of the customer, evaluating a customer’s perception of
brand image. On the other hand, the direct method generally measures consumer’s

reactions to the brand and its marketing activities.

Martin and Brown (1990) worked on this issue and designed a scale for perceived
brand equity. They also used a 5-dimension scale and measured perceived quality,
perceived value, image, trustworthiness, and commitment of customers. A few years

later, Park and Srinivasan (1994), used product-based scales to measure brand equity.

In addition to these methods; Lassar, Mittal, and Sharma (1995) used a different
method with reference to the customer-based brand equity definition of Kamakura
and Russell (1993). Lassar, Mittal, and Sharma (1995), with the aim of improving past
studies, developed a new scale by making some changes on the scales used before.
They changed the dimension of quality with performance because the unknown
products of a brand cannot be precisely known by consumers despite other known
products’ experienced quality. On the other hand, performance, which is defined as
“beliefs about quality”, is more predictable for the customers who did not use the
product asked about (Brucks & Zeithaml, 1991). In addition, they changed
commitment in the Martin and Brown’s scale with an attachment and they defined it

as “the relative strength of a consumer’s positive feelings toward the brand” (Lassar,
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Mittal, & Sharma, 1995). To sum up, Lassar, Mittal, and Sharma (1995) handled
customer-based brand equity in terms of five main dimensions, namely performance,
social image, (monetary) value, trustworthiness, and attachment. They determined
these factors after their pilot studies containing open-ended questions. In the first step,
they stated 83 items for the scale, after the second and the third turn of the pilot studies,

they finally reduced the number of items to 17.

2.4. The Concept of Luxury

Luxuriousness has been examined by many researchers that have been studying in
different fields of science over the years. In time, scientists with expertise in the fields
of philosophy, economics, sociology or psychology have been interested in the
concept of luxury in their researches and luxury has become the focus of the attention

of the management researchers (De Barnier, Falcy, & Valette-Florence, 2012).

How a luxury brand can be defined or established, as a question has been an attractive
topic over the years. Beverland (2006), for example, stated that luxuriousness consists

99 ¢¢ 9% ¢

of six characteristics, namely “heritage and pedigree”, “stylistic consistency”, “quality

commitments”, “relationship to place”, “method of production”, and “downplaying

commercial motives”.

Many different scales have been developed in the literature in order to measure luxury
perception. To illustrate, as can be understood from De Barnier, Falcy, and Valette-
Florence’s (2012) study, with reference to Kapferer’s (1998) luxury structure;
Vickers, and Renand (2003) suggested a model composed of “creativity”, “renown”,
and “elitism” in order to measure luxury perception. Vigneron and Johnson (1999)
used a five-factor scale for measuring perceived luxuriousness. They tested “elitism”,

“uniqueness”, “quality”, “refinement”, and “power”. In 2001, Dubois, Laurent, and
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Czellar discussed the concept of luxury perception over three features: “Distinction”,
“elitism”, and “hedonism” (De Barnier, Falcy, & Valette-Florence, 2012). Finally, De
Barnier, Falcy, and Valette-Florence brought these three scales together and used 5
types of products chosen from three levels of luxury brands. Those were accessible,
intermediate, and inaccessible luxury products. To sum up, it may be evaluated as

extensive research because of its range of products and brands.

At this point, it would be good to explain what accessible luxury is. Normally, luxury
refers to products that are both scarce and only a few people have the purchasing
power of those products (Nueno & Quelch, 1998). Brun and Castelli (2013) stated
that in the last century, the concept of the democratization of luxury emerged, and
products that were only available for a limited number of elites became available to
everyone. As a result, the term accessible luxury has emerged (Okonkwo, 2007;
Thomas, 2008). According to Guyon (as cited in Brun & Castelli, 2013), accessible
luxury products are relatively low-priced versions of enviable, special, and expensive

goods.
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CHAPTER 3

RESEARCH DESIGN AND METHODOLOGY

3.1. Variables of the Study

Five variables consisting of four independent and one dependent were used for this
study. The independent variables are “perceived brand equity”, “perceived

luxuriousness”, “time constraint”, and “discount size” while the dependent variable is

“willingness to purchase”.

3.1.1. Independent Variables

There are four independent variables consisting of perceived brand equity, perceived
luxuriousness, time constraint, and lastly discount size to measure. Two of these
independent variables, perceived brand equity and perceived luxuriousness, were
measured separately for the two brands identified at the beginning of the study. These
brands were identified based on the results of some reports. Apple was selected
because according to Brand Finance Global Forum (2019), Apple is the most valuable
laptop brand. On the other hand, HP, which is another selected brand, is the most sold

laptop brand in the world in recent years (TrendForce, 2018, 2019).

The other two independent variables were determined at the beginning and presented
to the respondents through questionnaires. Three options for time constraint and two

options for discount size were designated.
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3.1.1.1. Perceived Brand Equity

For perceived brand equity, the scale in section 3.3.2.1 will be used, and the perceived
brand equity of two different brands which are Apple MacBook Pro and HP Pavilion
will be measured and compared. Then, by using this comparison the effect of this
variable on dependent variables will be evaluated and it will be tested whether it is

significant or not.

3.1.1.2. Perceived Luxuriousness

For perceived luxuriousness, the scale in section 3.3.2.2 will be used and the
consumer's perception of luxury created by two different brands (Apple MacBook Pro
and HP Pavilion in our case) will be measured and compared. Then, by using this
comparison, the effect of this variable on dependent variables will be evaluated and it

will be tested whether its effect is significant or not.

3.1.1.3. Time Constraint

This variable is defined in the beginning of the research and is indicated before the
offer is submitted to the consumer via questionnaire. When submitting the offer, the
time limit indicating the validity period of the proposal is explained by the sentences
such as “The discount is limited to one day only.”, “The discount will last three days.”
or the offer does not contain a statement about the duration. In other words, the offers
submitted are available for 1 day, available for 3 days or indefinitely. The dependent
variables, which are measured according to the answers given against the offers
submitted, will be evaluated on the basis of the x independent variable and necessary

tests will be performed.
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3.1.1.4. Discount Size

The discount size is defined in the beginning of the survey and is indicated before the
offer is submitted to participants via questionnaires. Participants received an offer
with a discount size of 40% or 10%. The decisions of the participants regarding the
offers which are measured through dependent variables will be evaluated and tested

to see if the discount size on these decisions creates a significant change.

3.1.2. Dependent Variable

We have only one dependent variable which is the willingness to purchase to measure.
The willingness to purchase the product under the conditions presented in an offer
submitted to the consumer is measured through the scale in section 3.3.3.1. It is aimed
to measure the consumer's willingness to buy in response to the offers and to observe
whether significant effects occur as a result of the differences in independent

variables.

3.2. Hypotheses

There have been many studies exploring the effects of sales promotions on customer
purchasing behavior with different points of view (Alvarez & Casielles, 2005; Schultz
& Block, 2014; Soni & Verghese, 2018). In the present study, the effects of sales
promotions on willingness to purchase are investigated by considering three factors;
brand, time constraint, and discount size, individually and collectively. With such an

aim, five hypotheses are formed in the present study.
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Willingness to

Purchase

Figure 3.1 Theoretical Framework

3.2.1. Effect of Brand on Purchasing Decision of a Product on Discount

In this section, the role of the brand in evaluating the sales promotions effect on
customer purchasing behaviors is shown. In hypothesis Hi, how customer behavior is
affected when the same type of sale promotion is applied to two different brands is
analyzed. For instance, it is targeted to see the reaction of the customers when they

are subject to the same discount for different brands in the same product band.

Hia: A discount applied to a higher-equity brand increases the consumer’s intention

to buy more compared with another brand.

Hip: A discount applied to a more luxurious brand increases the consumer’s intention

to buy more compared with another brand.
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3.2.2. Effect of Discount Size on Purchasing Decision of a Product on

Discount

In this section, we analyzed the effect of the discount size on consumer purchasing
behavior. The results of predetermined discount sizes are compared to each other to

detect the accuracy of the hypothesis.

H2: The discount size influences the consumer’s purchasing behavior positively.

3.2.3. Effect of Time Constraint on Purchasing Decision of a Product on

Discount

In that section, the effect of time constraint on the consumer’s purchasing decision of
a product on discount is analyzed. We intend to measure whether the time of the
provided promotions affects the purchasing decisions of customers. We desire to
understand whether time constraint increases or decreases the purchasing intentions

of consumers.

Hs: The effect of sales promotion on purchase intention differs with respect to the

time-limit of the promotion.

3.2.4. Composite Effect of Time-Limit and Discount Size Factors on

Purchasing Decision

In this section, the composite effect of time restriction and discount size on

willingness to purchase a product on a sale. We proposed hypothesis Ha in order to
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investigate the effects of two dimensions, which are discount size and time effect, on

costumers’ purchasing behavior.

Ha4: The discount size has different effects on a consumer’s purchase intention of a

product on time-limited and time-independent discounts.

3.3. Survey Design

We prepared 12 different questionnaires using the same questions. Questionnaires
were numbered from 1 to 12 and two brands were used in questionnaires. The
questionnaires consist of three parts. The first part contains the demographic
information form and the same questions were used for all questionnaires. The second
part of the questionnaire was applied for two brands, namely Apple and HP. Besides,
questions were prepared for Apple in questionnaires 1, 2, 3, 7, 8, and 9; questionnaires

numbered as 4, 5, 6, 10, 11, and 12 were prepared for HP.

On the other hand, the last part of the questionnaire contained 12 different cases for
12 different questionnaires. Again, six of them were about Apple and the remaining
ones are about HP. Three of the six questionnaires about Apple were designed for a
40% discount size and the remaining three were for 10%. These three questionnaires
designed for Apple in a state of 40% discount were applied for the cases of 1-day, 3-
day, and time-independent discounts. In the other questionnaires, a similar way was

followed. Detailed information for all questionnaires can be seen in Table 3.1.
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Table 3.1 Questionnaire Types

Questionnaire Number Discount Size Brand Name Time Constraint
1 40% Apple 1-day
2 40% Apple 3-day
3 40% Apple time-independent
4 40% HP 1-day
5 40% HP 3-day
6 40% HP time-independent
7 10% Apple 1-day
8 10% Apple 3-day
9 10% Apple time-independent
10 10% HP 1-day
11 10% HP 3-day
12 10% HP time-independent

Questionnaires consist of three parts involving 57 questions in total. In addition,
questionnaires comprised two nonobligatory fields that participants can write her/his
opinions, suggestions and questions about the survey and their e-mail addresses to get

information about the survey results later. These nonobligatory fields were saved on

a different table apart from the survey data.

Questionnaires were designed in two different ways: printed questionnaires to apply

in the field and online questionnaires to share on online platforms. For more details,

Appendix A and Appendix C can be seen.
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3.3.1. Demographic Information Form

The first part is about demographic information of attendees and comprises seven
questions about age, gender, marital status, education status, working status, and
income status depending on working status. The question of income status is a
conditional question. While monthly disposable income was asked to students and
people who were out of work, monthly household income was asked to working
people. In this part, questions about gender, marital status, education status, and
working status are multiple-choice. On the other hand, age, monthly disposable
income, and monthly household income questions were prepared as open-ended, in
order to do analysis more sensitive. Questionnaire samples can be seen in Appendix
A and Appendix C.

3.3.2. Measurements for Brands

The second part was designed in order to measure perceived brand equity and
perceived luxuriousness of two brands. We asked 22 questions to measure perceived
brand equity and 18 questions to measure perceived luxuriousness; totally 40
questions were used in the second part of the questionnaire. Questions in the second
part were shuffled while preparing questionnaires in order to increase the sensitivity
of measurement and easily establish careless participants.

The Likert scale was developed by a psychologist, Rensis Likert, to satisfy a
continuum of choices (Encyclopaedia Brittanica, n.d.). Moreover, Albaum (1997)
states that “In an analysis-of-variance context the standard Likert scale measures
directly the interaction and indirectly, the main effects of direction and intensity.”

Because of these reasons, the Likert scale fitted well for the survey. In line with that,
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questions were asked in a 1-7 one-stage Likert scale where 1 represents “strongly

disagree” and 7 represents “strongly agree”.

3.3.2.1. Perceived Brand Equity Measurement

There are 22 questions in the perceived brand equity scale. Five of them were added
to scale by the aim of increasing the reliability of the scale. And for this aim, reversed
questions were used in the scale. The remaining 17 questions were used by Lassar,
Mittal, and Sharma on their research named “Measuring customer-based brand
equity” in 1995. They used this scale for three different brands of television monitors
and three different brands of watches. Since the scale got successful for technological
devices in this study, we thought that it would also work on a notebook computer
brand in order to measure its perceived brand equity. The items used for this scale can
be found in Table 3.2.
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Table 3.2 Scale Used in Questionnaires for Perceived Brand Equity

Variables Nof ~ SPSS Items
Items code
p1 From this brand of a notebook computer,
| can expect superior performance.
P2 This brand of a notebook computer is
useful.
P3  This brand will work very well.
Performance 7 P4 R* This l:_Jrand of a notebook computer is not
- good in terms of performance.
The quality of this brand of a notebook
P5 R* .
- computer is below the average.
This brand is one of the best notebook
P6
computer brands.
P7  The quality of this brand is stable.
11 This brand of notebook computer fits my
personality.
12 I would be proud to own a notebook
computer of this brand.
Social Image 4
This brand of notebook computer will be
13 .
well regarded by my friends.
14 In its status and style, this brand matches

my personality.
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Table 3.2 Scale Used in Questionnaires for Perceived Brand Equity (Cont’'d)

N of

SPSS

Variables Items
Items  code
V1  This brand is well priced.
Considering what | would pay for this
V2  brand of a notebook computer, I will get
much more than my money’s worth.
Value 4 | consider this brand of a notebook
V3  computer to be a bargain because of the
benefits I receive.
« Notebook computers of this brand are
V4 R :
- overpriced.
| consider the company and the people
Tl who stand behind these notebook
computers to be very trustworthy.
Trustworthiness 3 T2 In regard to consumer interests, this
company seems to be very caring.
T3 | believe that this company does not take
advantage of consumers.
After watching this brand of a notebook
Al  computer, | am very likely to grow fond
of it.
A2 For this brand of a notebook computer, |
Attachment 4 have positive personal feelings.
With time, | will develop a warm feeling
A3 toward this brand of a notebook
computer.
A4 _R* | do not recommend this brand to others.
Total 22

*P4 R,P5 R, V4 Rand A4_R are reversed questions.
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3.3.2.2. Perceived Luxuriousness Measurement

There are 18 questions in the perceived luxuriousness scale. These questions were
used by De Barnier, Falcy, and Valette-Florence on their research named “Do
consumers perceive three levels of luxury? A comparison of accessible, intermediate
and inaccessible luxury brands” in 2012. They used this scale for a wide range of
product types comprising of perfumes for women, pens for men, watches, cars for
men and jewels for women. In addition, they used brands that can be categorized into
three levels of luxury, namely accessible, intermediate and inaccessible luxury (De
Barnier, Falcy, & Valette-Florence, 2012). Thus, the brands and the product chosen
in our survey are included in both this wide range of brand types in terms of
accessibility and product type in terms of market. The items used for this scale can be
found in Table 3.3.
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Table 3.3 Scale Used in Questionnaires for Perceived Luxuriousness

Variables Nof  SPSS Items
Items code
D1 Thisisabrand to dream about.
D2  This is a gratifying brand.
D3  This brand is for refined people.
L D4  This brand makes life more beautiful.
Distinction 7
Owning this brand lets me differentiate
D5
myself from other people.
D6  This brand is full of sensuality.
D7  This brand shows who one is.
E1  Thisis aselect brand.
E2  This brand represents luxury.
E3  Thisis an elitist brand.
Elitism 6
E4  This is a very expensive brand.
E5  Not many people own this brand.
E6  This brand is not mass-produced.
H1  It’s areal pleasure to own this brand.
H2  This brand is aesthetic.
Hedonism 5 H3 People who own this brand have good
taste.
H4  This is an outstanding brand.
H5  This is a top-quality brand.
Total 18
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3.3.3. Measurement for Offers

The last part of the survey was designed in order to measure customer’s purchasing
actions in response to the offers. We have 12 different offers for 12 different
subsamples. Offers may change with respect to brands, time constraint and the size of
the discount being applied for the product.

In this part, there are 10 questions, six questions of which were asked to measure
willingness to purchase and the remaining four questions were asked to measure the
intent to search further of the participant as a response to offer. For nine questions, we
benefitted from the study of Aggarwal and Vaidyanathan’s (2002) study. One
reversed question was added to the scale by the aim of increasing the reliability of the
scale. Finally, 10 questions were shifted in order to eliminate careless participants

more easily. All questions were translated to Turkish before applying in the survey.

All items were measured on a one-stage 1-7 Likert scale to satisfy a continuum of
choices (Likert, 1932). For five of the questions in this part; one represents “strongly
disagree” and seven represents “strongly agree”. For the remaining five questions, one
represents “very low” where seven represents “very high”. For questionnaires, see

Appendix A and Appendix C.

Questions used in scale for willingness to purchase can be seen in Table 3.4. ltems
coded by W1, W2, W3, W4, and W6 were taken from the research of Aggarwal and
Vaidyanathan (2002), and W5 was added to scale as a reverse item in order to increase

the reliability of the scale.

The following six questions were asked for 12 different offers through 12 different

guestionnaires. The questionnaires differentiate according to two brands, three time
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contraints, and two discount sizes. To illustrate, the following text was used for

questionnaire 1:

“You are in a technology store and Apple MacBook Pro laptops are available at a
40% discount. The discount is limited to one day only . It is said to be an opportunity
not to be missed by the seller. So what will you do?”

The offer is for Apple MacBook Pro in questionnaires number of 1, 2, 3, 7, 8, and 9;

for HP Pavilion laptops in questionnaires number of 4, 5, 6, 10, 11, and 12.

The discount size was identified as 40% in questionnaires number of 1, 2, 3, 4, 5, and
6; 10% in questionnaires number of 7, 8, 9, 10, 11, and 12.

Time constraints were stated using the sentences “The discount is limited to one day
only.” in questionnaires number of 1, 4, 7, and 10; “The discount will last three days.”
in questionnaires number of 2, 5, 8, and 11. In questionnaires number of 3, 6, 9, and

12, any statement about time constraint was not used.
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Table 3.4 Scale Used in Questionnaires for Willingness to Purchase

N of

Variables
ltems

SPSS
code

ltems

Willingness
to Purchase

w1

w2

W3

W4

W5_R*

W6

My attitude towards the deal offered in
the advertisement for the notebook
computer is good.

strongly agree--strongly disagree

At the price shown, | would consider
buying the advertised product.

strongly agree--strongly disagree

The probability that 1 would consider

buying the advertised notebook
computer is...

very low--very high

My willingness to buy this notebook
computer at the advertised price is...
very low--very high

This promotion does not affect my
willingness to purchase this product.
strongly agree--strongly disagree

The likelihood that | would purchase the
advertised product at this price is...

very low--very high

Total 6

*W5_R is a reversed question.
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3.4. Participants and Data Collection

Data were collected from 18-year-old individuals living in Ankara. Target groups
were (1) university students and (2) people who work or worked in the IT sector
before, since the aim was to apply the survey to participants whose information level
about the product is required to be as high as possible.

When applying the questionnaires to respondents, whether they recognize the brands
was checked firstly and the questionnaires distributed randomly in order to eliminate

the occurrence of bias.

Questionnaires were applied to 66 individuals in the field via printed papers and 345
individuals on an online platform. Totally, 411 participants have attended the survey.
Consequently, the number of questionnaires in terms of types can be found in Table
3.5 and Table 3.6.
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Table 3.5 Number of Questionnaires Completed for Apple

Time Constraint

Apple
MacBook Pro Time-
1-day 3-day independent Total

N 10% 32 28 30 90
(9]
=
>
3
a 40% 26 81 46 153

Total 58 109 76 243

Table 3.6 Number of Questionnaires Completed for HP
Time Constraint
HP Pavilion -
Time- Total
1ok =By independent

@ 10% 32 28 26 86
>
€
S
o
2
& 40% 31 25 26 82

Total 63 53 51 168
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CHAPTER 4

ANALYSES AND RESULTS

4.1. Data Screening and Cleaning

Data collected from 411 respondents were entered into SPSS 25.0 (IBM Corp., 2017)
to be analyzed. Out of 411 respondents whose information was collected via online
and paper-printed questionnaires, 391 respondents questionnaires were considered as
valid. After an analysis of the comparison between negatively stated questions with
others, 11 participants were omitted. These are involved in the same dimension in
order to observe the consistency of respondents and some of them were eliminated

after exploratory factor analysis.

In addition to this, the highest level of education completed was compared with the
age of every single respondent to detect and omit inconsistent data. To analyze that,
the minimum ages of respondents at all education degrees were considered (Table
4.1). Therefore, any inconsistent data was detected at that point. Furthermore, nine

outliers were determined and eliminated from the data set before the reliability test.
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Table 4.1 The Highest Level of Education Completed * Age

Frequency Age Mean  Age Range
High School Graduate 65 21.14 18 - 45
Associate Degree 6 26.17 20 - 36
Bachelor's Degree 178 27.35 21-65
Master's Degree 104 30.51 23-50
Doctorate Degree 47 40.83 29 - 77
Total 400 28.73 18 - 77

According to Hair, Black, Babin, and Anderson (2014); missing data under 10 percent
can be ignorable. Thus, missing data was ignored, and analyses were done by

excluding missing values since the rate of missing data is below 10 percent of all data.

For the purpose of detecting inconsistency, we have 5 reverse coded items in the test:
P4, P5, V4, A4, and W4. The values of these items were transformed to reverse value
on the 1-7 scale when entering data to SPSS.
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4.2. Descriptive Statistics

400 admissible respondents attended the survey with a wide range of ages differing
from 18 to 77. Respondents’ age average was nearly 29 with a standard deviation of
8.59 (Table 4.2).

Table 4.2 Age Characteristics of the Participants

Frequency Mean Std. Dev.  Range

400 28.73 8.59 18-77

Among 400 respondents, 205 were female with 51.2 percentage while 193 were male
with 48.3 percentage. Remaining two respondents, who constitute .5 percent of the

sample, were defined themselves as another gender (Table 4.3).

Table 4.3 Gender Characteristics of the Participants

Frequency Percentage
Female 205 51.25
Male 193 48.25
Other 2 .50
Total 400 100.00

297 respondents who were almost three-quarters of the sample were single with 74.25

percentage while the married 94 respondents constituted 23.5 percent of the sample.
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On the other hand, seven divorced, one widowed and one respondent with unknown
marital status had attended the survey with 1.75, .25 and .25 percentages respectively
(Table 4.4).

Table 4.4 Marital Status of the Participants

Frequency Percentage
Single 297 74.25
Married 94 23.50
Divorced 7 1.75
Widowed 1 .25
Unknown 1 .25
Total 400 100.00

Frequencies and percentages according to education level will be given in Table 4.5.
None of the participants were primary or secondary school graduates. Among 400
respondents, 65 were high school graduates with 16.25 percentage whereas only 6 of
them had an associate degree with 1.5 percentage. 178 individuals had a bachelor’s
degree with 44.5 percentage while 104 participants had a master’s, 47 participants had

a doctorate degree with 26 and 11.75 percentages, respectively.
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Table 4.5 Education Status of the Participants

The Highest Level of Education Completed  Frequency Percentage
High School Graduate 65 16.25
Associate Degree 6 1.50
Bachelor's Degree 178 44.50
Master's Degree 104 26.00
Doctorate Degree 47 11.75

Total 400 100.00

The working status of participants can be seen in Table 4.6. 52.25 percent of all

respondents (209 individuals) were working at the time during which the

questionnaire was applied. Remaining 47.75 percent of the sample (191 individuals)

were not working at that time. If it were needed to investigate the working status of

respondents in a more detailed way, the second part of the table would be helpful. The

table shows that among 209 working individuals, whereas 129 of whom were public

employees, 78 worked for the private sector. Additionally, out of 191 not-working

individuals, 162 respondents were university students while 29 participants of the

survey were out of work.
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Table 4.6 Working Status of the Participants

Frequency Percentage
Working 209 52.25
Not Working 191 47.75
Total 400 100.00
Working Status of the Participants (More Detailed)
Frequency Percentage
Public Employee 32.25
Private Sector Employee 19.50
Student 40.50
Out of work 7.25
Unknown .50
Total 100.00

Income status was investigated by taking into consideration the respondents’ working

status. While monthly household income was asked to working individuals, monthly

disposable income was asked to students and people who were out of work. Although

most of the participants stated their income in Turkish lira, a few of them stated their

income as Euro or United States dollars. Other currencies were translated to Turkish

Liras by using the exchange rate of that time. The mean monthly household income

was calculated 18,739 by using inputs of 209 respondents. It was determined that the

income level had a wide range from 11,000 to £40,000. On the other hand, the

remaining 191 participants’ responses showed that the mean of monthly disposable
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income of the respondents was b1,658, with the range from £0 to $12,000. Table 4.7

can be seen for detailed information about the income status of the participants.

Table 4.7 Income Status of the Participants

Frequency Mean Std. Dev. Range
Monthly
Household 209 18,738.71 15,864.51 11,000 - 40,000
Income
Monthly
Disposable 191 b1,658.12 b1,480.02 10 - 12,000
Income
Total 400

4.3. Tests of Normality

Normality was checked for all scales. For these tests, Kim’s (2013) research was taken
as reference. Firstly, skewness and kurtosis values were checked whether they are in
the 1 interval. Secondly, Z scores were checked for both skewness and kurtosis
values. Z score was calculated with Equation (1) and Equation (2). According to Kim
(2013), if the sample size is small (n<50), it should be in £1.96 interval. If the sample
size is medium (50<n<300) then it is required to check whether it is in the interval
+3.29 (Kim, 2013).

B Skew Value B Excess Kurtosis

(1) 7=

SEskewness SEexcess kurtosis
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Finally, Kolmogorov-Smirnova and Shapiro-Wilk significances were checked. For
small size samples (n<50), Kolmogorov-Smirnova significance; for the samples

whose size is >50, Shapiro-Wilk significance was checked.

4.3.1. Perceived Brand Equity Scale

Normality was checked for the perceived brand equity scale to determine the method
that will be used for data analysis. skewness and kurtosis values were checked whether
they are between -1 and +1. After that, z values of skewness and kurtosis were checked
whether they are between -3.29 and 3.29 because the sample is was medium-sized. As
a result, these two criteria were met. Finally, Kolmogorov-Smirnova and Shapiro-
Wilk normality tests were applied. Since the sample size was greater than 50, the
Shapiro-Wilk significance value was taken into consideration and it was seen that it
was greater than .05 and it was not significant. This means data is normally distributed
for both brands; Apple and HP. It can also be seen in Table 4.8, Figure 4.1 and Figure
4.2 to maintain a piece of detailed information.
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Table 4.8 Test of Normality of Errors for Brands with respect to Perceived Brand
Equity

Statistic Std. Error -
value

Frequency 237
Apple Skewness -.04 .16 -.24
Kurtosis -.22 .32 - .68

Frequency 154
HP Skewness .03 20 14
Kurtosis -.21 .39 -.55

Kolmogorov-Smirnova Shapiro-Wilk
Sendstatisc  df  Sig.  Statistic  df Sig.
ame

Apple .05 237 20 1.00 237 .80
HP 04 154 .20 99 154 .80

* z-value is calculated with the formula Statistic / Std. Error for Skewness and

Kurtosis separately in order to check normality.
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Expected Normal

Expected Normal

1 2 3 4 5
Observed Value

Figure 4.1 Normal Q-Q Plot of Brand Equity for Apple

1 2 3 4 5
Observed Value

Figure 4.2 Normal Q-Q Plot of Brand Equity for HP
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4.3.2. Perceived Luxuriousness Scale

Normality was checked for the perceived luxuriousness scale to determine the method
that will be used for data analysis. Skewness and kurtosis values were checked whether
they are between -1 and +1, and it was validated. After that, z-value for skewness and
kurtosis were checked whether they are between -3.29 and 3.29. It was observed also
that these values were almost in the interval. Finally, Kolmogorov-Smirnova and
Shapiro-Wilk normality tests were applied. Since the sample size was greater than 50,
the Shapiro-Wilk significance value was taken into consideration and it was seen that
it was less than .05 and significant. This means data is not normally distributed. It can

also be seen in Table 4.9 for detailed information.

Table 4.9 Test of Normality of Errors for Brands with respect to Perceived
Luxuriousness

Statistic Std. Error z-value*

Frequency 237
Apple Skewness -.10 .16 - .62
Kurtosis - .62 .32 -1.97

Frequency 154
HP Skewness 13 .20 .68
Kurtosis - .54 .39 -1.40

Kolmogorov-Smirnova Shapiro-Wilk
Brand Statistic df Sig. Statistic df Sig.
Name

Apple 05 237 20 99 237 02
HP .07 154 .05 .99 154 10

* z-value is calculated with the formula Statistic / Std. Error for Skewness and Kurtosis

separately in order to check normality.
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4.3.3. Willingness to Purchase Scale

Firstly, normality was checked for willingness to purchase scale in terms of brands to
determine the method that will be used for data analysis. Skewness and kurtosis values
were checked whether they are between -1 and +1. After that, z-values for skewness
and kurtosis were checked whether they are between -3.29 and 3.29. Both criteria were
successfully met. Finally, Kolmogorov-Smirnova and Shapiro-Wilk normality tests
were applied. Since the sample size was greater than 50, the Shapiro-Wilk significance
value was taken into consideration and it was seen that it was 0 < .05 and significant.
This means data is not normally distributed for both brands; Apple and HP. It can also
be seen in Table 4.10 for detailed information.

Table 4.10 Test of Normality of Errors for Brands with respect to Willingness to
Purchase

Statistic Std. Error z-value*

Frequency 237
Apple Skewness -.09 .16 -.54
Kurtosis -.95 32 -3.01

Frequency 154
HP Skewness -.10 .20 - .53
Kurtosis -.83 39 -2.14

Kolmogorov-Smirnova Shapiro-Wilk
Brand oo tistic  df  Sig.  Statistic  df Sig.
Name

Apple .06 237 .04 .99 240 0
HP 09 154 0 98 160 0

* z-value is calculated with the formula Statistic / Std. Error for Skewness and Kurtosis

separately in order to check normality.
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Secondly, normality was checked for willingness to purchase scale in terms of discount
size to determine the method that will be used for data analysis. Skewness and kurtosis
values were checked whether they are between -1 and +1, and it was validated. After
that, z-value for skewness and kurtosis were checked whether they are between -3.29
and 3.29 and, it was observed that these values were in the interval. Finally,
Kolmogorov-Smirnova and Shapiro-Wilk normality tests were applied. Since the
sample size was greater than 50, the Shapiro-Wilk significance value was taken into
consideration and it was seen that it is 0 < .05 and significant. This means data is not
normally distributed for both discount size; 10% and 40%. It can also be seen in Table

4.11 for detailed information.

Table 4.11 Test of Normality of Errors for Discount Size with respect to Willingness
to Purchase

Statistic Std. Error z-value*
Frequency 170
10% Skewness 19 19 1.04
Kurtosis -.92 37 -249
Frequency 220
40% Skewness -.38 16 -2.34
Kurtosis - .44 33 -135
Kolmogorov-Smirnova Shapiro-Wilk
DIsCUN  Statistic  df  Sig.  Statistic  df Sig.
10% .08 170 .01 .96 170 0
40% .08 221 0 .97 221 0

* z-value is calculated with the formula Statistic / Std. Error for Skewness and Kurtosis

separately in order to check normality.
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Thirdly, normality was checked for willingness to purchase scale in terms of a time
constraint to determine the method that will be used for data analysis. Skewness and
kurtosis values were checked whether they are between -1 and +1, and it was validated.
After that, z-values for skewness and kurtosis were checked whether they are between
-3.29 and 3.29 and, it was observed that these values were in the interval. Finally,
Kolmogorov-Smirnova and Shapiro-Wilk normality tests were applied. Since the
sample size was greater than 50, the Shapiro-Wilk significance value was taken into
consideration and it was seen that it is 0 < .05 and significant. This means data is not
normally distributed for all time restrictions. It can also be seen in Table 4.12 for
detailed information.
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Table 4.12 Test of Normality of Errors for Time Limitation with respect to
Willingness to Purchase

Statistic Std. Error z-value*

Frequency 118
1-day Skewness .16 99 .70
Kurtosis -.59 44 -1.33
Frequency 158
3-day Skewness -.02 19 -.10
Kurtosis -.95 .38 -2.48
Frequency 115
No Rest. Skewness -.17 93 -.76
Kurtosis -.77 45 -1.72
Kolmogorov-Smirnova Shapiro-Wilk
Restri;iir;‘re] Sta“StCi df  Sig.  Statistc  df Sig.
1-day 08 118 .06 97 118 .01
3-day .06 158 20 97 158 0
No Rest. 07 115 .20 .98 115 .03

* z-value is calculated with the formula Statistic / Std. Error for Skewness and Kurtosis

separately in order to check normality.
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Finally, normality was checked for willingness to purchase scale in terms of six cases
for Brand Apple separately to determine the method that will be used for data analysis.
Skewness and kurtosis values were checked whether they are between -1 and +1, and
it was validated. After that, z-values for skewness and kurtosis were checked whether
they are between -1.96 and 1.96 because sample sizes were small. As a result, it was
observed that these values are in the interval. Finally, Kolmogorov-Smirnova and
Shapiro-Wilk normality tests were applied. Since the sample size was less than 50,
Kolmogorov-Smirnova significance value was taken into consideration and it was seen
that it is over .05 and not significant. This means data is normally distributed for these
six cases in terms of willingness to purchase. It can also be seen in Table 4.13 and

Table 4.14 for detailed information.
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Table 4.13 Descriptive for Six Cases for Brand Apple Separately with respect to
Willingness to Purchase

Case

Number Statistic Std. Error z-value*
Skewness -.30 46 - .66

' Kurtosis -.18 .90 -.20
Skewness -.37 27 -1.37

i Kurtosis - .66 .53 -1.26
Skewness -.70 37 -1.92

’ Kurtosis 14 72 19
Skewness .33 41 .80

! Kurtosis -.81 81 -1.00
Skewness -.01 44 -.02

° Kurtosis -1.08 .86 -1.26
Skewness 23 43 52

’ Kurtosis -1.26 .85 -1.49

* z-value is calculated with the formula Statistic / Std. Error for Skewness and Kurtosis

separately in order to check normality.
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Table 4.14 Test of Normality of Errors for 6 Cases for Brand Apple Separately with
respect to Willingness to Purchase

Kolmogorov-Smirnova Shapiro-Wilk
Case  giatistic  df  Sig. Statistic ~ df Sig.
Number
1 10 25 20 .96 25 45
2 .07 81 20 97 81 .03
3 A1 42 .20 .95 42 .06
7 10 32 20 .95 32 A3
8 A3 28 20 .95 28 19
9 14 29 18 94 29 .08

Similarly, normality was checked for willingness to purchase scale in terms of 6 cases

for Brand HP separately to determine the method that will be used for data analysis.

Skewness and kurtosis values were checked whether they are between -1 and +1, and

it was validated. After that, z-values for skewness and kurtosis were checked whether

they are between -1.96 and 1.96 because sample sizes were small. As a result, it was

observed that these values are in the interval. Finally, Kolmogorov-Smirnova and

Shapiro-Wilk normality tests were applied. Since the sample size was less than 50,

Kolmogorov-Smirnova significance value was taken into consideration and it was seen

that it is over .05 and it is not significant. This means data is normally distributed for

these 6 cases in terms of willingness to purchase. It can also be seen in Table 4.15 and

Table 4.16 for detailed information.
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Table 4.15 Descriptive for Six Cases for Brand HP Separately with respect to
Willingness to Purchase

Case

Statistic Std. Error z-value*
Number
Skewness - 41 A3 - .97
4
Kurtosis -.33 .83 -.40
Skewness -.17 48 -.35
5
Kurtosis -1.20 .94 -1.28
Skewness - 47 49 -.96
6
Kurtosis - .56 .95 - .58
Skewness -.27 42 - .64
10
Kurtosis -1.18 .82 -1.44
Skewness .16 46 .36
11
Kurtosis -1.18 .89 -1.33
Skewness -.04 49 - .08
12
Kurtosis -1.09 .95 -1.14

* z-value is calculated with the formula Statistic / Std. Error for Skewness and Kurtosis

separately in order to check normality.
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Table 4.16 Test of Normality of Errors for 6 Cases for Brand Apple Separately with
respect to Willingness to Purchase

Kolmogorov-Smirnova Shapiro-Wilk
Case  guatistic  df  Sig. Statistic  df Sig.
Number

4 19 30 11 .96 30 .07

5 A4 23 .20 97 23 A3

6 15 22 20 .95 22 .26

10 16 31 15 .95 31 .02

11 A1 26 .20 .95 26 15

12 A3 22 20 94 22 31
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4.4. Exploratory Factor Analysis

Exploratory factor analysis was used for all measures to determine the power of scale.
Hair, Black, Babin, and Anderson (2014) were taken as references while using this

method.

4.4.1. Perceived Brand Equity Scale

As mentioned before, the perceived brand equity scale firstly was designed as it
comprises five factors, namely performance, social image, value, trustworthiness and
attachment, and 22 items were used in the scale. Exploratory factor analysis was
applied to these 22 items to affirm the factors. After this analysis, it was determined
that the attachment factor could not be measured well with chosen items. The items
were loaded for four factors which are performance, social image, value,
trustworthiness. Reversed questions, P4 and P5, which were used to measure
performance, were also eliminated, since they were misunderstood by the participants.
After eliminating P4 and P5 items and items used for the attachment factor;
performance, social image, value, and trustworthiness were used to measure perceived

brand equity.

Firstly, exploratory factor analysis was applied to scale by using the remaining 16
factors and it was successfully loaded as we had foreseen before. The principal
component analysis was conducted and test results in Table 4.17 showed that scale is
significant, KMO value is .91 which is greater than .60. As a conclusion, the analysis
explains 70 percent of the total variance. In addition, factor loadings of all items are
over the threshold level.
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Table 4.17 Exploratory Factor Analysis for Perceived Brand Equity

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 91
Significance of Bartlett's Test of Sphericity .00
Total Variance Explained .70

Factor Factor Factor Factor

Items Loadings for
Component 1

Loadings for
Component 2

Loadings for
Component 3

Loadings for
Component 4

P1 746
P2 .700
P3 157
P6 498
P7 .502
11 -.884
12 - . 747
13 - .663
14 -.872
V1 .828
V2 420
V3 529

V4 (R) 869

T1

T2

T3

-.651
-.778

-.730
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4.4.2. Perceived Luxuriousness Scale

As perceived luxuriousness comprises three factors, namely distinction, elitism, and
hedonism; its scale was firstly designed and 18 items were used in the scale. When
exploratory factor analysis was applied to these 18 items, it was seen that many of the
items were loaded for only one factor with large values. Because of this matter,
perceived luxuriousness was accepted as one factor itself and therefore biggest 10
items were chosen to be used in analyses. As a result, the items consisting of D3, D5,
D7, E2, E3, E4, E5, and E6 were eliminated before the reapplication of exploratory
factor analysis.

Exploratory factor analysis was applied to scale by using the remaining 10 items again
and it was successfully loaded as it was foreseen. Test results in Table 4.18 show that
scale is significant, KMO value is .73 which is greater than .60 and the analysis
explains 54 percent of the total variance. Last of all, the principal component analysis
shows factor loadings of all items are over the threshold level.
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Table 4.18 Exploratory Factor Analysis for Perceived Luxuriousness

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 73
Significance of Bartlett's Test of Sphericity .00
Total Variance Explained 54
Items Factor Loadings

D1 .802

D2 .806

D4 812

D6 .862

El .802

H1 .849

H2 743

H3 740

H4 812

H5 .808
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4.4.3. Willingness to Purchase Scale

Willingness to purchase scale was designed as it comprised only one factor containing
six items. When exploratory factor analysis was applied to these six items, they were
successfully loaded. Test results in Table 4.19 show that scale is significant, KMO
value is .88 which is greater than .60 and the analysis explains 70 percent of the total
variance. In addition, it can be easily seen in the table that factor loadings of all items

are over the threshold level.

Table 4.19 Exploratory Factor Analysis for Willingness to Purchase

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .88
Significance of Bartlett's Test of Sphericity .00
Total Variance Explained .70
Items Factor Loadings

W1 .858

w2 .850

W3 .838

W4 929

W5 667

W6 .868
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4.5. Reliability Analysis

Cronbach’s alpha method was applied to all factors for reliability analysis. Hair, Black,

Babin, and Anderson (2014) were taken as references while using this method.

4.5.1. Perceived Brand Equity Scale

Cronbach’s alpha was calculated for four factors separately (Table 4.20). Firstly,
Cronbach’s alpha for the Performance factor was founded as .89. This shows that the
five items that constitute the factor are adequate to measure the performance of the
brands. Secondly, Cronbach’s alpha was calculated for social image and it was
founded .87. Thus, this shows that the four items of this factor are adequate to measure
the social image of the brands. Thirdly, reliability analysis was done for four items of
Value factor and Cronbach’s alpha was calculated as .72 and it was seen that the
components of the Value factor are enough to measure this factor. Finally, Cronbach’s
alpha method was applied for the trustworthiness factor and the value was founded
.73, which is greater than the threshold.

Table 4.20 Reliability Analysis for Brand Equity Factors

Factor Cronbach's Alpha N of Items
Performance .889 5
Social Image 871 4
Value 715 4
Trustworthiness 725 3
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4.5.2. Perceived Luxuriousness Scale

Perceived luxuriousness scale consists of 10 items in Table 4.18 and Cronbach’s alpha
was found .94 using those items (Table 4.21). If we think that the lower limit of
acceptability is .60 (Hair, Black, Babin, & Anderson, 2014), .94 is a great value and it

shows that items can measure the perceived luxuriousness perfectly.

Table 4.21 Reliability Analysis for Perceived Luxuriousness

Cronbach's Alpha N of Items
939 10

4.5.3. Scale for Willingness to Purchase

We used six items to measure the willingness to purchase of the customer. Reliability
analysis was done with these items and Cronbach’s alpha was calculated .91 (Table

4.22). This shows the success of the scale.

Table 4.22 Reliability Analysis for Willingness to Purchase Factor

Cronbach’s Alpha N of Items

910 6
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4.6. Analyses

As stated before, a 1-7 one-stage Likert scale was used on the second and the last parts
of the questionnaires. Likert scale items were evaluated by calculating the mean values
of related Likert-type items for each participant separately and they were analyzed at
the interval measurement scale. Mean values were calculated to test the central
tendency and standard deviation to test the variability of the data (Boone & Boone,
2012).

The following methods were used in the analysis in this section:

e Independent t-test

e Mann-Whitney U Test
e Kruskal Wallis Test

e Factorial ANOVA

4.6.1. Perceived Brand Equity

After applying normality check, factor analysis, and reliability analysis consecutively;
parametric analysis was used for the perceived brand equity scale. Since the sample
was normally distributed (Section 4.3), an independent t-test was applied for brands’

effect on perceived brand equity on SPSS.

Firstly, the average values of all items’ results were calculated for each participant and
for 4 factors of the scale separately. Then, the average values of these four factors were
calculated in order to find the perceived brand equity rate of each participant.
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After that, an independent t-test was applied to data. It can be seen in Table 4.23,
significance was found 0 as the result of this analysis. It means there is a significant
difference between Apple and HP in terms of perceived brand equity. If we look at the
mean value, we can notice that the mean value for perceived brand equity of Apple
(3.81) is more than HP (3.41). In other words, Apple’s perceived brand equity was
higher than HP's.

Table 4.23 Independent t-test for Brand's Effect on Perceived Brand Equity

Group Statistics
Std Std.
Brand Name N Mean Deviatiori Error
Mean
Apple 237 3.81 1.08 .07
HP 154 3.41 91 .07
Independent Samples Test

Levene's Test for t-test for Equality of
Equality of Variances Means
. Sig.
F Sig. t df (2-tailed)
Equal variances 452 03 378  389.00 0

assumed ' ' ' '
Equal variances 392 36443 0

not assumed
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4.6.2. Perceived Luxuriousness

When we investigate the perceived luxuriousness scale in terms of normality, it can be
seen the sample was not distributed normally (Section 4.3), so we decided to do a
nonparametric analysis for this scale in terms of brands. Since two brands were used
for this scale, the Mann-Whitney U test was applied in order to detect the difference

between the two brands in terms of perceived luxuriousness (Balci, 2018).

First of all, the average values were calculated for 10 items which were used for
measuring perceived luxuriousness for each participant. Then, these values were used
by doing the Mann-Whitney U test.

The result of the Mann-Whitney U test is significant (p=0), and this means there is a
remarkable difference between Apple and HP in terms of perceived luxuriousness.

Apple has a greater perceived luxuriousness than HP by far.

Table 4.24 Mann-Whitney U Test for Brand's Effect on Perceived Luxuriousness

Discount Size N Mean Ranks Sum of Ranks
Apple 237 235.44 55,798.50
HP 154 135.31 12,837.50
Total 391

Mann-Whitney U 8,902.50

Asymp. Sig. (2-tailed) 0
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4.6.3. Willingness to Purchase

4.6.3.1. Impact of Brand on Willingness to Purchase

After normality tests (Section 4.3), it was determined that the sample is not distributed
normally with respect to the willingness to purchase scale in terms of brands.
Moreover, after exploratory factor analysis (Section 0), and reliability analysis
(Section 4.5), it was seen from the items of the scale that they were sufficient to
measure willingness to purchase in response to the offer. In the beginning of the
analysis, the average of the item values was calculated one by one. After that, since
the sample was not normally distributed, a nonparametric analysis was conducted.
Considering that there were two brands to be used, the Mann-Whitney U test was
performed to test the effects of directly brands, indirectly perceived brand equity and

perceived luxuriousness.

There was a significant effect of the brand on willingness to purchase (p=.001). The
mean rank value of willingness to purchase for Apple is much higher than HP’s mean
rank value for willingness to purchase. This means that the purchase intention for

Apple is higher than HP's.
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Table 4.25 Mann-Whitney U Test for Brand's Effect on Willingness to Purchase

Discount Size N Mean Ranks Sum of Ranks
Apple 237 211.10 50,031.00
HP 154 172.76 26,605.00
Total 391

Mann-Whitney U 14,670

Asymp. Sig. (2-tailed) .001

4.6.3.2. Impact of Discount Size on Willingness to Purchase

To determine the impact of the discount size on the willingness to purchase, the Mann-
Whitney U test was applied. Because normality tests for the data in Section 4.3 showed
that the sample was not normally distributed and nonparametric analysis should have
been used. First of all, the average values of items were calculated for each participant
separately. After that, the Mann-Whitney U test was performed and it was determined
there is a significant difference between 40% and 10% discounts in terms of the impact

of willingness to purchase (p=0).

When we investigate the mean ranks, it is obvious that a 40% discount size makes the
customer want to purchase the product much more than a 10% discount size (Table
4.26). It can be seen in Figure 4.3 that the higher discount size leads to more

willingness to purchase.
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Table 4.26 Mann-Whitney U Test for Discount Size's Effect on Willingness to
Purchase

Discount Size N Mean Ranks Sum of Ranks
10% 170 139.03 26,635.50
40% 221 239.82 53,000.50
Total 391
Mann-Whitney U 9,100.50
Asymp. Sig. (2-tailed) 0
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Figure 4.3 Estimated Marginal Means of Willingness to Purchase with respect to
Discount Size
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4.6.3.3. Impact of Time Restriction on Willingness to Purchase

Kruskal Wallis test was conducted to examine the impact of time limit on willingness
to purchase. Normality tests in Section 4.3 showed that data was not normally
distributed. Thus, we were better to conduct a nonparametric analysis in this part. Since
we had more than two alternatives for the time restriction variable, the Kruskal Wallis

test was appropriate to measure its effect on willingness to purchase.

When we performed the test, we are able to recognize that there is a significant effect
of time constraints on willingness to purchase (p=.038). Comparing different durations
of discounts, time-independent promotions is the most effective one. 3-day discount is
the second and the last one is the 1-day discount. It is seen in Table 4.27 multiple
comparisons, 1-day discount and time-independent discount are significantly different
from each other in terms of their impact on willingness to purchase (p=.04). At this
point, it is not wrong to say the longer time limit leads to more willingness to purchase
(Figure 4.4).

Table 4.27 Kruskal Wallis Test for Time Constraint's Effect on Willingness to
Purchase

Descriptive Statistics

Time Constraint N Mean Rank
1-day 118 174.86
3-day 158 200.52
Time-independent 115 211.48
Kruskal-Wallis 6.55

Asymp. Sig. (2-tailed) .038
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Figure 4.4 Estimated Marginal Means of Willingness to Purchase with respect to
Time Constraint

4.6.3.4. Impact of the Composite Factor on Willingness to Purchase

Factorial ANOVA was performed for time, discount, and brand factors in terms of
willingness to purchase in this part. When we investigated between-subjects effects in
Table 4.28, we saw that the discount (p=0) and the brand (p=.025) were significantly
effective on willingness to purchase separately, and together (p=.027). On the other
hand, time*discount (p=.65) and time*brand (p=.94) pairs’ impact could not be

observed significantly.
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Table 4.28 Tests of Between-Subjects Effects on Willingness to Purchase (Factorial
ANOVA)

Source df Mean Square F Sig.
Corrected Model 11 20.35 10.16 0
Intercept 1 4,536.35 2,265.33 0
Time 2 4.00 2.00 137
Discount 1 150.38 75.10 0
Brand 1 10.18 5.09 .025
Time * Discount 2 .88 44 .646
Time * Brand 2 13 .07 .936
Discount * Brand 1 9.90 4.94 .027
Time * Discount * Brand 2 67 34 715

Table 4.29 shows descriptive statistics obtained as a result of Factorial ANOVA. The
greatest mean value for willingness to purchase is acquired in consequence of an
application of a time-independent discount on Apple MacBook Pro notebook
computer with a discount size of 40%. It continues with 1-day and 3-day limited
promotions. The table shows that the most effective factor is the discount size for
promotions on willingness to purchase. The best six in the 12 cases have a 40%
discount size. The greatest three mean values in these six cases with a 40% discount
size are obtained from the offers proposed for Apple MacBook Pro. This shows that
the second effective factor is brand perception in the three main factors used in the

analysis.
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Table 4.29 Factorial ANOVA Descriptive Statistics for the Composite of All Factors
with respect to Willingness to Purchase

Discount Size Brand Time . Mean Std. Deviation N
Name Constraint
time-
0
40% Apple independent 4.84 143 42
40% Apple 1-day 4.59 156 25
40% Apple 3-day 4.44 157 81
40% HP time- 4.25 74 20
independent
40% HP 1-day 3.89 151 30
40% HP 3-day 3.68 1.65 23
time-
0
10% Apple independent 3.25 156 29
10% HP 3-day 3.05 141 26
10% HP time- 3.03 121 24
independent
10% Apple 3-day 2.83 1.18 28
10% Apple 1-day 2.82 1.33 32
10% HP 1-day 2.80 1.14 31

When we do not take into account time constraints and conduct analysis with discount

size and brand perception factors, we get the results in Table 4.30 and Figure 4.5. As
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it can be seen in Table 4.30, when the discount is applied to the product, the effect of
the discount size on the customer's buying behavior is more effective than the brand.
So if one of the two factors had to be chosen, focusing on the discount size would have

been much more effective.

According to the interesting results of the analysis shows that: When a 40% discount
is applied to both branded products, it is seen that the discount increases the
consumer’s intent to buy the product brand of Apple MacBook Pro which is higher-
equity and relatively more luxurious brand compared to HP Pavilion. On the other
hand, this is not the case when a 10% discount is applied. When a 10% discount is
applied to the laptop brand of Apple MacBook Pro, which has high brand equity and
a sense of luxury, the customer has a greater intent to purchase this product compared
to the other brand of product, which is HP Pavilion. However, this difference is very

little, and not significant as in the case of 10% discount size.

Table 4.30 Factorial ANOVA Descriptive Statistics for Discount Size and Brand
Name with respect to Willingness to Purchase

Discount Size Brand Name Mean Std. Deviation N
40% Apple 4.58 1.53 148
40% HP 3.93 139 73
10% Apple 2.96 136 89
10% HP 2.95 1.24 81
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Figure 4.5 Estimated Marginal Means of Willingness to Purchase with respect to
Brand and Discount Size

If Factorial ANOVA is conducted by using a discount size and time constraint, the
results shown in Table 4.31 and Figure 4.6 are obtained.

The discount size plays a more important role than the time constraint in the customer's
intention to purchase the product created by the sales promotion. A product with a 40%
discount can be sold more than a 10% discount. Considering that the discount size is
a fixed value, the role of time constraint on the impact of sales promotion can be

evaluated.

As a result of this analysis, if a 40% or a 10% discount is applied to the product, the
time limitation of sales promotions is the most effective factor in increasing sales in

both cases. The second most important factor is the 3-day discount and the last one is
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the 1-day discount. The present study which was conducted with laptops shows that
firstly the size of the discount and secondly the length of the discount period positively

affect the willingness to buy.

Table 4.31 Factorial ANOVA Descriptive Statistics for Discount Size and Time
Constraint with respect to Willingness to Purchase

Discount Size ~ Time Constraint Mean  Std. Deviation N
40% time-independent 4.65 1.27 62
40% 3-day 4.28 1.61 104
40% 1-day 4.21 156 55
10% time-independent 3.15 1.40 53
10% 3-day 2.94 129 54
10% 1-day 281 1.23 63
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Figure 4.6 Estimated Marginal Means of Willingness to Purchase with respect to
Time Constraint and Discount Size

Finally, if we take into account brand perception and time constraints, we get the
results in Table 4.32.

When the consumer's intent to purchase for the discounted product is evaluated in
terms of brand and discount period, it is seen that the brand has a more important role.
The discount on the product of Apple MacBook Pro, which has a higher perceived
brand equity and a higher perception of luxury, increases the consumer's intent to
purchase more dramatically compared with HP Pavilion. On the other hand, when a
comparison is made according to the discount periods for the same brand, the time-
independent discount has the advantage over the application of the discount for a
limited time, and the 3-day discount was found to be more effective than the 1-day

discount.
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As a result, when a discount is applied to laptops, the brand primarily plays an
important role in increasing the consumer’s desire to purchase. Secondly, the duration

of the discount applied is of great importance.

Table 4.32 Factorial ANOVA Descriptive Statistics for Brand Name and Time
Constraint with respect to Willingness to Purchase

Brand Name  Time Constraint Mean Std. Deviation N
Apple time-independent 4.19 167 71
Apple 3-day 4.03 1.64 109
Apple 1-day 3.60 1.67 57
HP time-independent 3.59 119 44
HP 3-day 3.35 1.54 49
HP 1-day 3.34 144 61
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Figure 4.7 Estimated Marginal Means of Willingness to Purchase with respect to
Brand and Time Constraint

4.7. Results

After data screening and cleaning, 391 of the 411 participant data were found suitable
for analysis while 20 out of 411 were dismissed because of inconsistent data. Firstly,
a descriptive statistic was performed and a demographic profile of the participants was

maintained.

Then, the distribution of the answers in the groups was examined and their normality
status was checked. Analysis methods were determined by considering the answers’
normality condition. In the next step, exploratory factor analysis was performed and

the items were classified on a factor basis, and any items that were found to be
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unnecessary or insufficient were eliminated. Cronbach’s Alpha values were found for

each factor and the reliability of the scales was checked by means of the obtained data.

The analyzes started with perceived brand equity and perceived luxuriousness, which
are independent variables. In section 4.6.1, the Independent t-test was used to measure
and compare the perceived brand equity of two brands (Apple and HP) as the sample
is normally distributed and there are two brands as the subjects of the research. On the
other hand, for the perceived luxuriousness scale, it was found that the sample was not
normally distributed and therefore in section 4.6.2, the Mann-Whitney U test was
applied to the data to measure and compare the perceived luxuriousness of two brands.
Both analyses showed that the Apple brand was perceived to have higher equity and

seemed more luxurious than the HP brand.

In order to test Hia and Hip hypotheses, in section 4.6.3.1, the Mann-Whitney U test
was applied for the scale of the brands’ willingness to purchase, since the sample is
not normally distributed and we there are two brands as subject matter. As a result of
the analysis, a significant difference was observed between the levels of increase in
willingness to purchase two brands. It was seen that the high brand value (Apple) has
a greater effect on increasing sales than the low brand value (HP). As a result, Hia
hypothesis was confirmed. In the test, regarding perceived luxuriousness, there was a
difference between brands in terms of promotion sales, so the Hi, hypothesis was

similarly validated.

With the H> hypothesis, the role of discount size in the effect of sales promotion on
the purchase intention was questioned and the data was analyzed to determine whether
it had a positive impact on this effect. Since the sample is not normally distributed, the
Mann-Whitney U test was performed for this analysis in section 4.6.3.2. Results show
that the discount size has a significant positive effect on the consumer's willingness to

buy. In other words, the higher the discount size, the greater the willingness of the
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consumer to purchase created by the sales promotions. As a result, the Hx hypothesis

was also confirmed.

In the Hs hypothesis, the effect of the time constraint is concerned and whether the
time constraint creates a change in the purchase intention is questioned. In order to test
this, Kruskal Wallis test was applied in section 4.6.3.3. This test showed that the time
constraint made a significant difference. Moreover, when the discount period
increased, the consumer's willingness to purchase scaled up. So, it can be concluded

that the Hs hypothesis was also confirmed.

In the H4 hypothesis, the combined effect of discount size and time constraint on the
consumer’s willingness to purchase was analyzed. It is seen that their combined effect
does not produce an effect on the consumer’s willingness to purchase. As a result, it is

concluded that our research did not confirm that hypothesis.

Additionally, the combined effects of brand and discount size on willingness to
purchase were examined. We applied Factorial ANOVA to understand how these
dimensions act together on the intent of consumer's purchasing behavior. In addition
to the fact that they have a significant effect on willingness to purchase separately,
their combined effect is significant (Table 4.28). To explain it more, in the case where
the discount size is high, i.e. 40%, the intent of the consumer to buy the brand high-
equity and relatively luxurious brand, which is Apple MacBook Pro, is quite higher
than the low-equity and relatively not luxurious brand, which is HP Pavilion. On the
other hand, in the case where the discount size is low, i.e. 10%, a significant difference
IS not seen between Apple MacBook Pro, which is higher-equity and relatively
luxurious brand, compared with HP Pavilion in terms of the intent of the consumer to
buy. As it can be seen in the Table 4.30, when the discount size is 40%, estimated the

marginal mean of the willingness to purchase value was 4.58 for Apple, that value was
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3.93 for HP. On the other hand, in the case the discount size is 10%, the estimated

marginal means were found to be very close to each other for both brands (Figure 4.5).

After that, the effect of the brand on willingness to purchase is tested by approaching
together with the time constraint factor. We conducted Factorial ANOVA to analyze
the effectiveness of these factors. The results showed that there was not a significant
relationship in terms of willingness to purchase. Similarly, the combined effects of the
brand, discount size, and time constraint on the willingness to purchase of customers
were testified by using Factorial ANOVA in order to see whether the difference is

significant or not. Hence, any significant relationship could not be found.

As a result, as it can be seen in Table 4.33, four of the five hypotheses proposed at the

beginning of the study were confirmed and one of them was not confirmed.
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Table 4.33 Evaluation of Hypotheses Regarding Analyses

Hypotheses Method Result
A discount applied to a higher-equity brand Mann-
Hia increases the consumer’s intention to buy Whitney U v
more compared with another brand. Test
A discount applied to a more luxurious Mann-
Hib brand increases the consumer’s intention to Whitney U 4
buy more compared with another brand. Test
. . Mann-
The discount size influences the .
H> , ) . .. Whitney U v
consumer’s purchasing behavior positively. Test
The effect of sales promotion on purchase
: : . : . Kruskal
Hs intention differs with respect to the time- . v
_ . Wallis Test
limit of the promotion.
The discount size has different effects on a
H consumer’s purchase intention of a product Factorial N
4 on time-limited and time-independent ANOVA

discounts.
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CHAPTER 5

DISCUSSION AND CONCLUSION

5.1. Discussion of the Results

Several types of research have been conducted over the years in order to understand
how sales promotions influence consumer purchasing behavior (Alvarez & Casielles,
2005; Schultz & Block, 2014; Soni & Verghese, 2018). Some researchers have tried
to compare different promotion techniques and analyzed their results in terms of
purchasing behaviors of consumers (Howell, Lee, & Allenby, 2015; Gong, Huang, &
Goh, 2019). Some authors used different tools in order to determine the effectiveness
of sales promotions tools on consumer behavior (Makienko, 2006; Manalel, Jose, &
Zacharias, 2007). On the other hand, some researchers have conducted their research
by using different promotion techniques and different tools in order to find out the
combined effects of particular factors of sales promotions on purchasing action
(Eisenbeiss, Wilken, Skiera, & Cornelissen, 2015; Kuo & Nakhata, 2016). As a
contribution to those researches, in the present study, we investigated the effects of
sales promotions on willingness to purchase and analyzed them by considering three

factors, brand, time constraint, and discount size, individually and collectively.

The effect of sales promotion on the buying behavior of the consumer has been
investigated in different dimensions by many researchers over time. Looking at a
number of the previous studies, we can see the effect of sales promotion on consumer
buying behavior (Alvares & Casielles, 2005; Blattberg & Neslin, 1990; Gupta 1988;
Santini et al., 2015). More specifically, when we look at the effects of monetary sales
promotions on purchasing behavior, Makienko's (2006) study can be counted

remarkable. The result of this study shows that the consumer's intention to purchase
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becomes higher when we sell a product with its real price, after increasing and
applying a monetary promotion, rather than selling it to its real price by applying no
action. In other words, instead of selling a product with its actual price, promoting at

a higher price to its actual price is more effective on customers’ purchase intention.

The effect of sales promotions on the consumer's buying behavior cannot be denied
(Blattberg & Neslin, 1990). The brand has a significant impact on consumer’s decision
making as much as the pricing (Kazmi, 2015). For this reason, the role of the brand in
the effect of discount on a product purchase is also debatable and worth being

investigated.

First of all, the role of brand equity on the effectiveness of sales promotions is
investigated. Previously, we have seen different results from sales promotions applied
to products, in relation to brand equity. The study of Chandon, Wansink, and Laurent
(2000) is an example of it. They applied sales promotions both to low-equity and high-
equity products. When a monetary promotion was applied to a utilitarian product, it
was seen that it was much more effective on high-equity brands than low-equity brands
(Chandon, Wansink, & Laurent, 2000). We encountered a similar result in the present
research when we applied a sales promotion, which is also a monetary promotion, to a
utilitarian product, which is a notebook computer (Lu, Liu, & Fang, 2016). We saw
that customers’ willingness to purchase increased for the high-equity brand, which is
Apple MacBook Pro, more than the low-equity brand, which is HP Pavilion.
Additionally, we analyzed the same situation in terms of perceived luxuriousness.
Similarly, sales promotion increased the purchase intention of the buyer for the brand
of Apple MacBook Pro which has a higher perceived luxuriousness than the product
of HP Pavilion.

As a result of this research, as the discount size applied to the luxury brand increased,
a decrease in sales was expected. According to Yeoman (2014), luxury must be
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expensive, and as it becomes accessible, a paradox emerges. Therefore, in accordance
with Guyon's (as cited in Brun & Castelli, 2013) definition, we are able to explain this

result with the product we have selected as an accessible luxury.

When examining the effect of sales promotion on the consumer's purchasing intention,
another factor that can be taken into account should be the size of the discounts. When
the previous studies on this subject are examined, it is seen that the role of the discount
size in the promotion of the consumer's intent to purchase can vary. For example,
according to Lee and Chen-Yu (2018), when the consumer meets the discount, there
will be a perception of monetary saving according to the consumer and an increase in
the consumer's intent to purchase may arise. On the other hand, as the discount size
increases, customers may think they will face lower product quality, although the idea

of greater monetary savings occurs.

On the other hand, if we look at the psychological effects of sales promotions on the
consumer ideas, Honea, and Dahl (2005) argued that as the price discount increases,
positive emotional effects such as happiness, pleasure, excitement, satisfaction
increase. Additionally, according to Schindler (1998), behavioral positive emotions
resulting from a reduction may outweigh positive emotions provided economically. In
other words, the positive emotional impact of benefiting from discounts rather than the
desire to save economically can lead to an increase in the intent to buy. These positive

feelings are expected to increase as the discount size increases.

When the effect of the discount size on the purchase intention of the consumer was
measured for our product and in our sample, a positive relationship was observed
between the size of the discount and the purchase intention of the consumer. The
purchase intention of the consumer arising from the 40% discount offered to the
product was considerably higher than the consumer's intention to purchase for the 10%

discount.
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When the previous studies were examined, it is seen that researches have been
conducted about sales restrictions such as time, place, or the number of units of the
product available for sale in order to measure their effects on consumer behavior. As
mentioned in commodity theory (Brock, 1968) and unavailability theory (Folger,
1992; Inman, et al., 1997; Lynn, 1991), an intuitive perception, that the product is more
valuable and indispensable, occurs and it positively affects the customer's purchasing
behavior. Brock (1968) stated that “any commodity will be valued to the extent that it
is unavailable” (p. 246). Cialdini (1999) similarly argued that “people find objects and
opportunities more attractive to the degree that they are scarce, rare, or dwindling in
availability.” (p. 92).

Contrary to the results obtained in these past researches, in the present study, the effect
of time constraint on the purchase of a discounted product was found to be negative.
The longer the discount was available, the greater the consumer's intent to purchase.
Although the time constraint has made an impact for the customer to feel that the
product is valuable and indispensable; a situation at which the offer is not restricted
with time, the comfort of the customer and making more confident decisions

suppressed the indispensability of that product as s/he knew that s/he had time to think.

Additionally, the reason for this reaction of consumers may be related to our choice of
product type. When someone buys a laptop, unlike some other product types such as
FMCG (Karthikeyan & Natarajan, 2013), forcing the consumer to make a quick
decision may have the opposite effect and decreases the willingness to buy contrarily.
As there are a lot of qualitative and quantitative features that need to be considered for
choosing the laptop computer, it requires long thinking, research, and analysis process

to choose the right computer (Srichetta & Thurachon, 2012).

When the composite effects of variables for willingness to purchase are checked,
different results may be encountered. Some researches were conducted by handling
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the combined effect of time constraint and discount size on willingness to purchase.
To illustrate, when the discount is short-term, even a small discount is effective in
increasing the consumer's intention to purchase. While the discount period is relatively
long, a small discount is not sufficient to determine the customer's purchase decision
(Kuo & Nakhata, 2016). Furthermore, Eisenbeiss, Wilken, Skiera, and Cornelissen
(2015) measured the effect of discount level and time constraint on the willingness to
purchase due to sales promotion. They carried out studies on two different product
types and obtained different results depending on whether the product type is utilitarian
and hedonic. For hedonic products, the time constraint is more effective than discount
size to increase willingness to purchase. However, when the same discounts were
applied to a utilitarian product, the effect of the discount size in terms of increasing
willingness to purchase was greater than the time constraint (Eisenbeiss, Wilken,
Skiera, & Cornelissen, 2015).

In the present thesis, we handled all the factors two by two, and at the final all at once.
When we investigate the brand effect and the size of the discount together, we had the
result in which their combined effect was significant. In other words, for different sizes
of discounts, effects of perceived brand equity and perceived luxuriousness varied. In
the situation of the high size of the discount, for the high-equity brand which is Apple
MacBook Pro, the higher customers’ purchase intention occurred, compared with HP
Pavilion. On the other hand, in the small size of discount situation, the effect of the
brand is not significant. In other words, when the discount size was 10% there was no
significant difference between the two brands in terms of purchasing intention of
customers (Table 4.30).

We did not have any significant difference between different combinations of the
brand and the time constraint options. Similarly, discount size and time constraints did
not create a significant difference in terms of their combined effect. Finally, brand,

discount size, and time constraint factors did not have any significant effect together.
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Furthermore, we analyzed all the data in terms of 12 cases separately by conducting
Factorial ANOVA. We sorted the estimated marginal means of willingness to purchase
from top to bottom (Table 4.29). As a result, we obtained an interesting picture. The
table showed that the most effective factor was the discount size for promotions on
willingness to purchase because the largest six values in the 12 cases belonged to cases
of 40% discount size. When we investigated these six cases, we saw that the second
most important factor was the brand choice in terms of the effectiveness of the
promotions on willingness to purchase because the largest three values belonged to the
cases of Apple. Finally, when we check the three columns for the first six cases, we
realized that the biggest estimated marginal means belonged to time-independent
cases. The possible reason for that was that for the time-independent case, we did not
use any statement about time constraints. Because of that, although customers did not
feel any time urgency, there was no certainty about time and they did not know when
the offer would end. Hence, this uncertainty created more pressure on the customer

than time urgency.

When we handle the second half of Table 4.29, we came across a different view. For
the cases with the smallest six estimated marginal means, we had different results. The
discount size was 10% for these six cases so we actually compared the results in terms
of the combined effect of brand and time constraints. At this point, we saw that the
estimated marginal mean values were very close to each other because there was not a
significant combined effect of brand and time constraints. As it can be seen in Table
4.28, the significance of Time*Brand was .646, which is lower than the threshold level.

Additionally, when we compare the results of Table 4.29 with the results in Table 4.30,
Table 4.31, and Table 4.32; we see different results. The possible reason is that these
four tables were constructed by using different data groups and the sample sizes of
those groups were not the same. For example, when we were constructing Table 4.29,

we handled all the cases separately, but we divided the data into four groups with
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respect to brand and discount size situations for Table 4.30. These groups were as

follows:

{ {case 1, case 2, case 3},{case 4, case 5, case 6}, }
{case 7, case 8, case 9},{case 10, case 11, casel2}

For Table 4.31, we used the following six groups of cases:

{ {case 1, case 4},{case 2, case 5},{case 3, case 6}, }
{case 7,case 10}, {case 8, case 11},{case 9, case 12}

Finally, for Table 4.32, we used the following six groups of cases:

{ {case 1,case 7},{case 2, case 8},{case 3, case 9}, }
{case 4, case 10}, {case 5, case 11},{case 6, case 12}

5.2. Contributions of the Study

Although there are many pieces of research about the effects of sales promotions on
consumer’s willingness to purchase, these effects have been evaluated from different

points of view, in the present thesis.

First of all, the role of brand equity and perceived luxuriousness in this effect was
found to be worth investigating. Chandon et al. (2000) applied a monetary promotion
to a utilitarian product and found that sales promotion was more effective for a high-
equity brand than a low-equity brand. In the present study, we have obtained a result
that supports it and by strengthening the previous findings, the thesis made a

contribution to the literature.
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Similarly, sales promotion was found to be more effective for the brand which is
relatively more luxurious, and the customer's willingness to buy that product to be
higher than the other brand. When literature studies were evaluated, this was not an
expected result. Considering the general definition of luxury, sales promotion could
not always be expected to be successful in a luxury product. Yeoman (2014) claimed
that a luxury product should have been expensive, and as the product was discounted
and made accessible, a paradox occurred. Therefore, we could only explain the result
for this product being an accessible luxury product. Because accessible luxury was
defined as low-priced versions of products that only a segment can obtain a limited
number of (Guyon, 2004). As a result of the present research, we have seen that the
monetary promotions applied for accessible luxury products increase the consumer's
willingness to purchase, and hence we have made a valuable contribution to the

literature.

In the next stage, when we examined the effect of discount size, we found that when
the discount size was chosen higher, the effect of sales promotion on the consumer's
willingness to purchase became higher. Considering the study of Honea and Dahl
(2005), we concluded that increment of the positive feelings of the customer due to the
increase in discount size may be related to this result. However, we deduced that the
discount size factor could have different effects on different brands, which may be
related to brand equity. In other words, as the discount size applied to a product of a
high-equity brand was increased, the consumer’s willingness to purchase increased
more, compared with the situation of the same condition was applied to a product of a

low-equity brand.

Additionally, as Chandon et al. (2000) pointed out in his research, sales promotions
were known to be more effective for high-equity brands, and in our study, this result
was valid for the 40% discount case. On the other hand, when a 10% discount was

applied, the high-equity brand did not make a significant difference from the low-
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equity brand. As a result, the role of brand equity on the impact of sales promotion on
purchasing behavior did not always the same. To illustrate, only when the discount
was above a certain size, different brands could be affected differently by the discount,

and this difference could be associated with brand equity.

The last and even the most important factor discussed in the study was the time
constraint. With reference to previous studies, the time constraint of sales promotion
would have been expected to have a positive impact on the increase in consumer's
willingness to purchase. Brock (1968) and Cialdini (1999) claimed that the short-term
discount was expected to look more attractive and increase the customer's willingness
to purchase the product, in relation to the scarcity of the product. But it was not the
result of our study. As time constraints increased, the customer's intent to benefit from
sales promotion, in other words, willingness to purchase the discounted product
decreased. It was due to the fact that the product group offered to the customer with a
discount in our study was not qualified to be purchased in a short time and was not a
fast consuming product. In addition, one could not force the customer to make a quick
purchase decision for a laptop (Karthikeyan & Natarajan, 2013). Indeed, as Srichetta
and Thurachon (2012) asserted, buying a laptop required a long-term process of
thinking, research, and analysis.

As a result, in the present study, we have found that the time constraint of a sales
promotion does not have the same effect on every product in terms of consumers’

purchasing behavior.

With the present thesis, by contributing to the studies carried out in the academic field,
in addition to supporting some of the previously identified situations, we aimed to
provide a new point of view that has not been emphasized before. In addition, we
aimed to provide new perspectives for brand managers and decision-makers, and to

contribute to the application of promotion tools more effectively, taking into account
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the brand and product characteristics, and through right discount sizes and time

constraints.

5.3. Limitations

Although the research process was meticulously planned and realized, there were
inevitably several limitations. The first limitation was about the sample. The aim of
the study was to conduct a study on a group of participants who had to use computers
actively and who were often dabbling in computers. For this reason, university
students, IT sector employees or people who previously worked in the IT sector were
identified as the target audience. In application, the survey group was asked to people
same in quantity to provide a balanced number of participation as much as possible.
This balance could be achieved for gender and working status but not for the education
level of the participants. Although it was ensured that the participants were at least
high school graduates, they were composed of participants groups with different sizes
from five different educational levels. In addition, although 18-year old and older
participants were targeted, no upper limit was set and the range of age of the
participants was quite wide which is between 18-77. These two conditions were

ignored in order to find whether the participants fit the profile defined in the beginning.

The second limitation is about the distribution of data according to the questionnaire
number. Although 12 questionnaires were distributed randomly to the participants in
the field, unfortunately the uniform distribution could not be maintained for online
participants. While shared on the online platform, the questionnaires were numbered
from 1 to 12 and the participants were asked to fill out one of those numbered
questionnaires. On the first shared online platform, a result in Figure 5.1 was

encountered.
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Figure 5.1 Distribution of Questionnaires by Number

Consistent with the results of previous studies, most people tend to choose the number
in the middle of the sequence of numbers (Wang, Van Loon, Van Den Assem, & Van
Dolder, 2016) or choose the number they find special (Goodman & Irwin, 2006). In
addition, the tendency of the individuals to choose the number in the very beginning
or at the end was found to be high. Since this would not lead to a uniform distribution,
the questionnaire numbers were shifted periodically while the surveys were posted to
different online platforms in the form of three different variations. As a result, the
distribution in Figure 5.2 was obtained because no equal participation was achieved in

all participant groups.
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Figure 5.2 The Final Distribution of Questionnaires by Number

Thirdly, for the research design, the very well-known brands of technological devices
in Turkey were chosen. The products with low brand equity may also be preferred to
answer the research question of the present study. On the other hand, as it can be seen
in the previous articles in the field (Dhar & Nowlis, 1999; De Barnier, Falcy, &
Valette-Florence, 2012; Srcihetta & Thurachon, 2012), the most known brands are
generally determined to conclude the research.

Lastly, there were some survey participants who find the use of well-known brands in
the survey irritating. They told that this research may be sponsored by the companies
in the survey. Contrastly, since the consumers can instantly recognize the brands and
make decisions consciously, the marketers have also used famous brands to conduct
their research (Srcihetta & Thurachon, 2012).
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5.4. Suggestions for Future Research

It is suggested to apply the survey to a sample in a different location with a different
demography. The professions of the participants may change or the respondents may
also include the people who do not use PC as frequently as the current respondents or
the education level of the participants may be lower.

In addition, another promotion tool may be selected for further studies. Nonmonetary
tools such as free gift can be given as an example. On the other hand, these
aforementioned approaches can be applied simultaneously. The results may be

compared when the free gift and discount are provided with the same product.

Lastly, different product groups may be chosen such as FMCG. Packaged food would
be a good candidate product for new research. Moreover, as it was mentioned before,
the researchers such as Chandon, Wansink, & Laurent (2000) studied the utilitarian
and hedonic products. For the next time, alternatively, hedonic products can be used
in a similar concept and the results of the time constraints of sales promotions on the
intention of purchasing the hedonic products can be compared to the utilitarian

products.
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B. QUESTIONNAIRES IN ENGLISH

Questionnaire No. 1
VOLUNTEER PARTICIPATION FORM

This research is carried out by Eda Ceren Giingor, a graduate student of the METU Business
Administration Department, under the supervision of Prof. Dr. Cengiz Yilmaz. This form is

designed to inform you about the research conditions.
What is the purpose of the study?

This survey is designed to measure the impact of the duration of sales promotions applied to
products on marketing management to the consumer's buying behavior.

How do we ask you to help us?

We expect you to answer a survey of 57 questions. The first seven questions are demographic
information and the next questions are for a given brand. If you want to be informed after the
study, you can write your e-mail address.

How will we use the information we collect from you?

Your participation in the research must be entirely voluntary. No information is required from
you in determining the identity or the institution. Your answers will be kept completely
confidential and will only be evaluated by the researchers. The information obtained from the
participants will be evaluated collectively and used in scientific publications.

What You Need to Know About Your Participation

In general, the questionnaire does not contain any questions or practices that may cause
personal discomfort. However, if you feel uncomfortable for questions or any other reason
during participation, you are free to interrupt the survey.

If You Want to Learn More About the Research

Thank you in advance for participating in this study. For more information about the study,
please contact Eda Ceren Giingor (e-mail: gungor.eda@metu.edu.tr).

Your e-mail address (not compulsory):
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1%t Part: Demographic Questions

Age?
Gender? Female OJ Male [ Other O
Marital Status? Single O Married OJ Divorced O Widowed [

Education Status? (Please answer this question based on the highest level of education you

have completed.)

Literate [ Primary/Secondary School Graduate [I High School Graduate [

Associate Degree [0~ Bachelor’s Degree [0  Master’s Degree 1  Doctorate Degree [J
Working Status?
Public Employee 0  Private Sector Employee (I Out of Work I Student O

Monthly Household Income? (Please answer this question if you work.)

Monthly Disposable Income? (Please answer this question if you do not work.)

2" Part: Product Evaluation

In this part, we are asking questions about the Apple MacBook Pro! series laptops in order to
figure out your opinions about the brand. Please answer the following questions on the scale

from1lto?7.

St_rongly Neutral Strongly
Disagree Agree

1 2 3 4 5 6 7

From this brand of a notebook

computer, 1 can expect superior | O O O O O O O

performance.

This is an outstanding brand. O O O O O O O

Y In questionnaires number of 1, 2, 3, 7, 8, and 9, Apple MacBook Pro; in questionnaires number of 4,
5, 6,10, 11, and 12, HP Pavilion were identified as the brand of laptop to be evaluated.
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St_rongly Neutral Strongly

Disagree Agree

1 2 4 6 7
In its status and style, this brand

: o O O o O
matches my personality.
With time, | will develop a warm
feeling toward this brand of a notebook | O O O O O
computer.
This is a very expensive brand. O O O O O
This brand is for refined people. O O O O O
Not many people own this brand. O O O O O
For this brand of a notebook computer,
. _ o O O o O

I have positive personal feelings.
This brand of the notebook computer is

o O O o O
useful.
People who own this brand have good

o O O o O
taste.
This brand will work very well. O O O O O
This brand of notebook computer fits

. o O O o O

my personality.
This brand of notebook computer will o o o o o
be well regarded by my friends.
This brand is well priced. O O O O O
This is a select brand. O O O O O
It is a real pleasure to own this brand. | O O O O O
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St'rongly Neutral Strongly
Disagree Agree
1 2 4 6 7
I do not recommend this brand to
o O O o O
others.
I consider this brand of the notebook
computer to be a bargain because of the | O O O O O
benefits | receive.
Owning this brand lets me differentiate
o O O o O
myself from other people.
This brand is aesthetic. O O O O O
Notebook computers of this brand are
: o O O o O
overpriced.
I consider the company and the people
who stand behind these notebook | O O O O O
computers to be very trustworthy.
This brand makes life more beautiful. | O O O O O
| would be proud to own a notebook
. o O O o O
computer with this brand.
In regard to consumer interests, this
. o O O o O
company seems to be very caring.
The quality of this brand is stable. O O O O O
This is a gratifying brand. O O O O O
| believe that this company does not
o O O o O
take advantage of consumers.
After watching this brand of a notebook
computer, I am very likely to grow fond | O O O O O

of it.
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Strongly Neutral Strongly
Disagree Agree
1 2 4 6 7
This is a brand to dream about. O O O O O
This brand of a notebook computer is
. o O O o O
not good in terms of performance.
This is an elitist brand. O O O O O
Considering what | would pay for this
brand of a notebook computer, 1 will | O O O O O
get much more than my money’s worth.
The quality of this brand of a notebook
. o O O o O
computer is below the average.
This brand shows who one is. O O O O O
This brand represents luxury. O O O O O
This brand is one of the best notebook
o O O o O
computer brands.
This brand is not mass-produced. O O O O O
This is a top-quality brand. O O O O O
This brand is full of sensuality. O O O O O

3 part: Offer Evaluation

In this section, you are asked to consider a proposal for an Apple MacBook Pro series laptop.

Please answer the following questions on the scale from 1 to 7.
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You are in a technology store and Apple MacBook Pro? laptops are available at a 40%?
discount. The discount is limited to one day only*. It is said to be an opportunity not to be
missed by the seller. So what will you do?

1 2 3 4 5 6 7

My attitude towards the deal offered in | Strongly Strongly
the advertisement for the notebook | Disagree Agree
computer is good. O O O O O O O

Strongly Strongly

At the price shown, I would consider Disagree Agree

o O O O O O O

buying the advertised product.

The probability that 1 would consider | Very Very
buying the advertised notebook | LOW High
computer is O O O O O O O

Very Very
My willingness to buy this notebook Low High

computer at the advertised price is

o o O O O O O

Strongly Strongly

This promotion does not affect my Disagree Agree

O O O O O O O

willingness to purchase this product.

2 The offer is for Apple MacBook Pro in questionnaires number of 1, 2, 3, 7, 8, and 9; for HP Pavilion
laptops in questionnaires number of 4, 5, 6, 10, 11, and 12.

8 The discount size was identified as 40% in questionnaires number of 1, 2, 3, 4, 5, and 6; 10% in
questionnaires number of 7, 8, 9, 10, 11, and 12.

4 Time constraints were stated using the sentences “The discount is limited to one day only.” in
questionnaires number of 1, 4, 7, and 10; “The discount will last three days.” in questionnaires number
of 2, 5, 8, and 11. In questionnaires number of 3, 6, 9, and 12, any statement about time constraint was
not used.
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1 2 6 7

Very Very
The likelihood that | would purchase Low High
the advertised product at this price is

o O o O
The likelihood that I can find a lower | Very Very
price around town on the advertised | LOW High
notebook computer is O O O O
The likelihood that this notebook | Very Very
computer will be available cheaper | LOW High
sometime soon is O O O @)
| think that the advertised notebook | Strongly Strongly
computer would be cheaper somewhere | Disagree Agree
soon. O O O O
| think that | could save money by | Strongly Strongly
waiting to purchase this notebook | Disagree Agree
computer until a later date. O O O O

Comments, Suggestions or Questions?
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C. QUESTIONNAIRES IN TURKISH / TURKCE ANKETLER

Anket No. 1
ARASTIRMAYA GONULLU KATILIM FORMU

Bu arastirma, ODTU Isletme Béliimii yiiksek lisans dgrencisi Eda Ceren Giingdr tarafindan
Prof. Dr. Cengiz Yilmaz danismanhigindaki yiiksek lisans tezi kapsaminda yiiriitiilmektedir.

Bu form sizi arastirma kosullar1 hakkinda bilgilendirmek i¢in hazirlanmistir.
Calismanmin Amaci Nedir?

Bu anket, pazarlama yonetiminde iirlinlere uygulanan satis promosyonlarinin siiresinin

tiikketicinin satin alma davranigina etkisinin 6l¢iilmesi amaciyla tasarlanmistir.
Bize Nasil Yardime1 Olmamizi isteyecegiz?

Sizden 57 soruluk bir anketi cevaplamanizi bekliyoruz. Ilk yedi soru demografik bilgiler,
sonraki sorular ise belirlenmis bir markaya yonelik sorulardir. Calisma sonrasinda

bilgilendirilmek isterseniz e-posta adresinizi yazabilirsiniz.
Sizden Topladigimiz Bilgileri Nasil Kullanacagiz?

Aragtirmaya katiliminiz tamamen goniilliliik temelinde olmalidir. Calismada sizden kimlik
veya kurum belirleyici higbir bilgi istenmemektedir. Cevaplariniz tamamiyla gizli tutulacak
ve sadece arastirmacilar tarafindan degerlendirilecektir. Katilimcilardan elde edilecek bilgiler

toplu halde degerlendirilecek ve bilimsel yayinlarda kullanilacaktir.
Katilmimzla ilgili Bilmeniz Gerekenler

Anket, genel olarak kisisel rahatsizlik verecek sorular veya uygulamalar icermemektedir.
Ancak, katilim sirasinda sorulardan ya da herhangi baska bir nedenden 6tiirii kendinizi rahatsiz

hissederseniz anketi yarida birakip ¢ikmakta serbestsiniz.
Arastirmayla flgili Daha Fazla Bilgi Almak Isterseniz

Bu ¢alismaya katildiginiz i¢in simdiden tesekkiirler. Calisma hakkinda daha fazla bilgi almak
icin Isletme Boliimii yiiksek lisans ogrencisi Eda Ceren Giingdr (e-posta:

gungor.eda@metu.edu.tr) ile iletisim kurabilirsiniz.

E-posta adresiniz (zorunlu degildir):
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1. Boliim: Demografik Bilgiler

Yasimz?
Cinsiyetiniz? Kadin O Erkek OJ Diger [
Medeni Durumunuz? Bekar [J Evli O Bosanmig [ Dul O

Egitim Durumunuz? (Litfen bu soruyu en son tamamladiginiz egitim derecesine gore

yanitlaymiz.)

Okuryazar [(J ko gretim O Lise O On Lisans O

Lisans O Yiiksek Lisans O Doktora ve Ustii O

Isiniz? Kamu Sektorii Calisan1 0 Ozel Sektor Calisam 0 Calismuyor 0 Ogrenci O

Aylik hane geliriniz nedir? (Calisiyorsaniz liitfen yanitlayiniz.)

Elinize gecen aylik harcanabilir para miktari nedir? (Calismiyorsaniz liitfen yanitlaymiz.)

2. Boliim: Uriin Degerlendirme

Bu boliimde Apple MacBook Pro® serisi diziistii bilgisayarlar hakkinda goriisleriniz merak
edilmektedir. Liitfen asagida yer alan sorular1 6lgek {izerinde 1’den 7’ye kadar bir deger

vererek yanitlaymiz.

Kesinlikle Kararsizim Kesinlikle
Katilmiyorum Katiliyorum

1 2 3 4 5 6 7

Bu marka bir diziistii bilgisayardan

o O O O O O O

tistlin performans bekleyebilirim.

Bu olaganiistii bir markadir. O o O O O O O

Prestij ve stil agisindan bu marka

: o o O O O O O
kisiligimle eslesiyor.

5 Degerlendirilmesi istenen diziistii bilgisayar markas: olarak; 1, 2, 3, 7, 8 ve 9 numaral1 anketlerde
Apple MacBook Pro; 4, 5, 6, 10, 11 ve 12 numarali anketlerde HP Pavilion belirtilmistir.
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Kesinlikle
Katilmiyorum

1 2 3 4 5 6 7

Kesinlikle

Kararsizim
Katiliyorum

Bu bilgisayar markasina kars1 zamanla

sicak duygular edinecegimi

diisiiniiyorum.

o o o O O O O

Bu ¢ok pahali bir markadir.

Bu marka rafine insanlar i¢indir.

Cogu kisi bu markaya sahip degildir.

Bu bilgisayar markast icin kisisel

olarak pozitif hislere sahibim.

Bu diziisti

kullanighdir.

marka bilgisayar

Bu markaya sahip olan insanlar bu

triinle ilgili 1iyi bir deneyime

sahiptirler.

Bu marka diziistii bilgisayar isimi

gortir.

Bu marka kisiligimi yansitir.

Bu bilgisayar markas1 arkadaglarim

tarafindan itibar gorr.

Bu marka uygun fiyatlandirilmistir.

Bu sec¢kin bir markadir.

Bu markaya sahip olmak gergek bir

zevktir.

Bu markay1 baskalarina tavsiye etmem.
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Kesinlikle Kararsizim Kesinlikle
Katilmiyorum 111 Katiliyorum
1 2 3 4 6 7
Alacagim faydalara bakilirsa bu marka
ST o O O O o O
diziistii bilgisayarlar sudan ucuzdur.
Bu markaya sahip olmak kendimi diger
insanlardan  ayricalikli  hissetmemi | O O O O O O
sagliyor.
Bu marka estetik zevklere hitap eder. | O O O O O O
Bu marka diziistii bilgisayarlar
. o O O O o O
gereginden fazla pahalidir.
Bu marka iriinlerinin arkasindaki
sirket ve  insanlari  giivenilir | O O O O O O
buluyorum.
Bu marka hayati daha da
) . o O O O o O
giizellestiriyor.
Bu marka diziisti  bilgisayari
o O O O o O
kullanmaktan gurur duyarim.
Bu sirket tiiketici ¢ikarlarini gozetiyor
o O O O O O
gibi goriiniiyor.
Bu marka  kalite  konusunda
. o O O O o O
istikrarlidir.
Bu memnuniyet verici bir markadir. O O O O O O
Bu sirketin tiiketicilerinden ¢ikar
3 s o O O O o O
saglamadigina inantyorum.
Bu bilgisayar markasini tanidiktan
sonra  onun tutkunu  olmamam | O O O O O O
imkansiz goriiniiyor.
Bu diisledigim bir markadir. O O O O O O
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Kesinlikle Kararsizim Kesinlikle
Katilmiyorum Katiliyorum

1 2 3 4 5 6 7

Bu marka  diziisti  bilgisayar

o o O O O O O

performans agisindan iyi degildir.

Bu marka iirlinler seckin insanlar icin

iretilmistir.

Bu marka diziistii bilgisayar icin ne
kadar Odeyecegimi diisiiniince,
paramin degerinden ¢ok daha fazlasini

alacagimi biliyorum.

Bu marka  diziisti  bilgisayar

ortalamanin  altinda  bir  kaliteye | O O O O O O O
sahiptir.

Bu marka kullanan kiginin kim

oldugunu gosterir.

Bu marka liiksii temsil ediyor. O O O O O O O

Bu marka en iyi bilgisayar

markalarindan biridir.

Bu marka seri iiretim {iriinii degildir. O O O O O O O

Bu en iist kalitede bir markadir. O O O O O O O

Bu markay1 kullanmak bana biiyiik bir

haz veriyor.

3. Boliim: Teklif Degerlendirme

Bu boliimde, Apple MacBook Pro serisi bir diziistii bilgisayar i¢in sunulan bir teklifi
degerlendirmeniz isteniyor. Liitfen asagida yer alan sorular1 6l¢ek tizerinde 1°den 7’ye kadar

bir deger vererek yanitlaymniz.
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Bir teknoloji magazasindasiniz ve Apple MacBook Pro® diziistii bilgisayarlar %40’

indirimde. Indirim yalmzca bir giinle® sinirh. Satic1 tarafindan kagirilmayacak bir firsat oldugu

sOyleniyor. Peki ya siz?

Koti Iyi

o O O O O O O

Teklifle ilgili ne diisliniiyorsunuz?

Kesinlikle Kesinlikle
Bu diziistii bilgisayar1 gordiigiim anda Katilmiyorum Katilryorum
oOnerilen fiyata almaya karar veririm.

o o o O O O O

Cok Cok
Bu diziistii bilgisayar1 bu fiyata almak Diisiik YViiksek

tizerinde diisiinme olasiligim

o o O O O O O

Cok Cok
Bu diziistii bilgisayar1 bu indirimle Diisiik Yiiksck

alma istegim

o o O O O O O

Kesinlikle Kesinlikle

Bu indirim {iriinii alma istegimi hig Katilmiyorum Katiliyorum

o o O O O O O

etkilemez.

6 Sunulan teklif, 1, 2, 3, 7, 8 ve 9 numarali anketlerde Apple MacBook Pro; 4, 5, 6, 10, 11 ve 12
numarali anketlerde ise HP Pavilion marka diziistii bilgisayarlar i¢in sunulmustur.

" Sunulan teklifte indirim orani olarak, 1, 2, 3, 4, 5 ve 6 numarali anketler i¢in %40; 7, 8, 9, 10, 11 ve
12 numaralt anketler i¢in %10 belirtilmistir.

8 Sunulan teklifte belirtilen zaman kisitlamast ile ilgili, 1, 4, 7 ve 10 numarali anketlerde “[ndirim

yalmzca bir giinle simrl.”; 2, 5, 8 ve 11 numaral anketlerde “indirim ii¢ giin siirecek.” ciimleleri
kullanilmis; 3, 6, 9 ve 12 numarali anketlerde zaman kisitlamasi belirten bir ifade kullanilmamustir.
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1 2 3 6 7

Cok Cok
Bu diziistii bilgisayar1 bu indirimle Diisiik YViiksek
alma olasiligim

o O O o O
Bu diziistii bilgisayar1 baska bir yerde Cok Cok
daha diisiik bir fiyata bulabilme | DUstk Yiiksek
ihtimalim O O O O O
flerleyen zamanlarda bu diziisti | €OK Cok
bilgisayarm daha uygun bir fiyata | DUstk Yiiksek
satilabilecegi olasilig1 O O O O O
Bu diziistii bilgisayarin yakin bir | Kesinlikle Kesinlikle
zamanda tekrar indirime girecegini | Katilmiyorum Katiliyorum
diisiiniiyorum. O O 0O @) @)
Bu diziistii  bilgisayarin ilerleyen Cok Diisiik Cok Yiiksek
zamanlarda tekrar indirime girmesini | [htimalle Ihtimalle
beklersem daha ¢ok kar edecegim. O O O O O

Goriis, Oneri veya Sorulariniz?
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D. TURKISH SUMMARY / TURKCE OZET

Bu tezin amaci, zaman kisitinin ve indirim biiyiikliigliniin satis promosyonlarinin
etkinligi iizerindeki etkilerini ve marka degeri ile algilanan liksliglin bu etkiler
tizerindeki roliinii arastirmak ve tartismaktir. Bu etkileri anlamak i¢in bes hipotez
belirlenmis ve bu hipotezlerin gegerliligi incelenerek pazarlama literatiiriine katkida

bulunmak hedeflenmistir.

Alanda yapilan 6nceki ¢alismalarda, satis promosyonlarinin tiiketicilerin satin alma
davraniglari izerindeki etkileri bir¢cok kez incelenmistir (Blattberg, vd., 1995). Ancak,
bu etkenlerin diger faktorler dahil edildiginde degisip degismedigini ve hangi tiir
degisikliklerin meydana geldigini anlamak amaglanmaktadir. Bu ¢alisma igin, 12
farkli vaka tasarlanmis ve 411 katilimcidan, bu tezin arastirma sorusuna bir cevap

bulmak i¢in anket sorularini yanitlamalari istenmistir.

Arastirma Tasarimi ve Metodolojisi

a. Degiskenler ve Hipotezler

Bu calisma i¢in, dordii bagimsiz ve biri bagimli olmak {izere bes degisken
kullanilmistir. Bagimsiz degiskenler “algilanan marka degeri”, “algilanan liiksliik”,
“zaman kisitlamas1” ve “indirim biytkligi” iken bagimli degisken “satin alma

istekliligi™dir.

Bagimsiz degigkenlerden ikisi, algilanan marka degeri ve algilanan liiksliik,
calismanin basinda tanimlanan iki marka i¢in ayr1 ayr1 6l¢iilmiistiir. Bu 6l¢iim igin
Apple MacBook Pro ve HP Pavilion markalar1 se¢ilmistir. Bu se¢im yapilirken

Apple’n diinya ¢apinda degeri en yiiksek diziistii bilgisayar markasi olmasi (Brand
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Finance, 2019), HP nin ise diinyada en ¢ok satilan diziistii bilgisayar markasi olmasi
(TrendForce, 2018, 2019) dikkate alinmistir. Aragtirmada kullanilan diger iki bagimsiz
degisken zaman kisitlamasi ve indirim biylkligii ise baslangicta belirlenerek,
katilimcilara anketlerde yer alan teklifler araciliiyla sunulmus, zaman kisitlamasi igin
{ic secenek ve indirim biiyiikliigii i¢in iki segenek belirlenmistir. Ote yandan, bagimli
degisken olan satin alma istekliligi, katilimcilara sunulan bir teklifte, sunulan kosullar
altinda alinan yanitlar temel alinarak 6l¢iilmektedir. Katilimcilarin sunulan tekliflere
karsin olusan satin alma istekliligini 6lgmek ve bagimsiz degiskenlerdeki farkliliklarin
bir sonucu olarak satin alma istekliliginde kayda deger degisikliklerin meydana gelip

gelmedigini gozlemlemek amaglanmaktadir.

Satis promosyonlarinin tiiketicinin satin alma davranis1 iizerindeki etkilerini farkli
bakis acilar1 ile arastiran bir¢cok calisma yapilmistir (Alvarez ve Casielles, 2005;
Schultz ve Block, 2014; Soni ve Verghese, 2018). Bu ¢alismada ise 6zel olarak, satig
promosyonlarmin satin alma istekliligi lizerindeki etkileri temelde ii¢ faktor goz
oniinde bulundurularak incelenmistir. Marka, zaman kisitlamasi ve indirim biiyiikligi
faktorlerinin ayr1 ayr1 ve kolektif etkileri 6l¢iilmek istenmis ve bu amacla, bes hipotez

Ortaya atilmstir.

Hia: Yiiksek degerli marka bir iirline uygulanan indirim, tiiketicinin iiriinii satin alma

istekliligini, marka degeri daha diisiik olan bir iiriine kiyasla daha fazla arttirir.

Hib: Nispeten liikks marka bir iiriine uygulanan indirim, tiiketicinin {iriinii satin alma

istekliligini, ilkine gore daha az liikks marka bir tiriine kiyasla daha fazla arttirir.

Ha: Indirim biiyiikliigii, tiiketicinin satin alma davranigin1 olumlu ydnde etkiler.
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Hs: Satis promosyonunun tiiketicinin satin alma istekliligine etkisi, promosyonun

uygulanma siiresine (zaman kisitina) gore farklilik gosterir.

Ha: Indirim biiyiikliigiiniin tiiketicinin bir {iriinii satin alma istekliligi {izerindeki etkisi,

zaman kisitlamasi olan ve sinirsiz siireli indirimler uygulandiginda farklilik gosterir.

b. Anket Tasarim

Arastirma i¢in 12 farkli anket hazirlanmis ve bu anketlerin her birinde ayni 57 soru
kullanilmistir. Anketler {ic boliimden olusmaktadir. ilk boliim demografik bilgi
formunu icermektedir ve ayn1 sorular tiim anketler i¢in kullanilmistir. Anketler 1-12
arasinda numaralandirilmis ve anketlerde yer alan sorular, anketin ikinci boliimiinde
yer alan iki marka ve ii¢lincii boliimiinde sunulan 12 farkli teklifin degerlendirilmesi
i¢in sorulmustur. Ugiincii kistmda yer alan teklifler tabloda da goriilebilecegi iizere iki
farkli indirim biiyiikligi, iki farkli marka ve ii¢ farklt zaman kisitina gore farklilik

gostermektedir.

Ayrica anketlerde, daha sonra anket sonuglar1 hakkinda bilgi almak isteyen
katilimcilarin  anket hakkinda goriis, Oneri ve sorulari ile e-posta adreslerini
yazabilecekleri zorunlu olmayan iki alan bulunmaktadir. Bu zorunlu olmayan alanlar
anket verilerinden ayr1 olarak farkli bir tabloda tutulmaktadir. Anketler, sahada
uygulanacak olan kagida basili anketler ve ¢cevrimi¢i platformlarda paylasilabilecek ve

yanitlanabilecek elektronik anketler olmak tizere iki sekilde tasarlanmistir.

1. Bolim: Demografik Bilgi Formu:

Bu form katilimcilarin demografik bilgileri ile ilgilidir ve yas, cinsiyet, medeni durum,

egitim durumu, ¢alisma durumu ve ¢alisma durumuna bagli olarak gelir durumu
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hakkinda sorulan yedi sorudan olusmaktadir. Gelir durumu sorusu kosullu bir soru
olup, aylik harcanabilir gelir miktar1 6grencilere ve ¢alismayan katilimcilara
sorulurken, aylik hane geliri miktar1 ¢alisan kisilere sorulmustur. Bu boliimde yer alan
cinsiyet, medeni durum, egitim durumu ve ¢alisma durumu ile ilgili sorular ¢oktan
secmeli; yas, aylik harcanabilir gelir ve aylik hane geliri sorular1 daha hassas bir analiz

yapilabilmesi amaciyla agik uglu sorular olarak hazirlanmistir.

2. Bolum: Marka Degerlendirme Formu:

Ikinci boliimde yer alan sorular, algilanan marka degeri ve algilanan liiksliigiin
Ol¢iilmesi amaciyla hazirlamigtir. Algilanan marka degeri icin 22, algilanan liiksliik
icin 18 olmak iizere toplamda 40 soru kullanilmustir. Tkinci kisimdaki sorular, 8l¢iimiin
hassasiyetini artirmak ve dikkatsiz katilimcilar1 kolayca kurmak ic¢in anket

hazirlanirken karistirildi.

Bu boliimde yer alan sorular icin, Psikolog Rensis Likert tarafindan segimlerin
sirekliligini saglamak amaciyla gelistirilmis olan Likert o6lgegi kullanilmistir
(Ansiklopedi Brittanica, n.d.). Kullanilan, tek asamali 1-7 Likert 6lceginde, 1

“kesinlikle katilmiyorum” ve 7 “kesinlikle katiliyorum” anlamina gelmektedir.

Algilanan marka degeri 6lgeginde bulunan 22 sorudan 17 tanesi i¢in Lassar, Mittal ve
Sharma (1995) tarafindan gerceklestirilen c¢alismada kullanilan  6l¢ekten
faydalanilmis, geriye kalan bes soru ise dlgegin giivenilirligini artirmak amaciyla
Ol¢ege sonradan eklenmis olup tersine gevrilerek sorulmustur. Algilanan liiksliik
6lgeginde yer alan 18 soru ise daha dnce De Barnier, Falcy ve Valette-Florence (2012)

tarafindan benzer bir ¢alismada kullanilan bir 6l¢ekten uyarlanmistir.
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3. Boliim: Teklif Degerlendirme Formu:

Anketin son kismi olan teklif degerlendirme formunda yer alan alt1 soru, 12 farkl
anket i¢in hazirlanan 12 farkli teklif i¢in yanitlanmistir. Bu teklifler marka, indirim
biiyiikliigii ve zaman kisit1 degiskenleri temel alinarak hazirlanmistir. Bu sorulardan
bes tanesi daha once Aggarwal ve Vaidyanathan (2002) tarafindan kullanilmis bir
Olcekten alinmis ve diger bir soru ise Ol¢egin giivenirligini artirmak amaciyla ters
anlamli bir ifade belirten bir soru olarak iiretilmis ve katilimcilara aktarilmistir. Verilen

cevaplarin puanlandirilmasi i¢in 1-7 Likert skalasi kullanilmistir (Likert, 1932).

c. Katihmcilar ve Veri Toplama

Ankara'da yasayan 18 yas ve lizerindeki bireylerden veri toplanmistir. Katilimer kitlesi
(1) tiniversite 6grencileri ve (2) daha 6nce BT sektoriinde ¢alismis veya calismakta
olan kisilerden olusmaktadir. Anket uygulanan katilimcilarin iiriinle ilgili bilgi
diizeyinin olabildigince yiiksek olmasin1 saglamak hedeflenmistir. Ayrica,
katilimcilara anket uygulanirken, oncelikle markalar1 tamiyip tanimadiklari kontrol
edilmis ve pozitif veya negatif dnyargt olusmasini engellemek i¢in anketler rasgele
dagitilmistir. Anketler, 66 sahada, 345 cevrimici olmak {izere toplamda 411

katilimciya uygulanmstir.

Veri Analizi ve Bulgular

411 katilimcidan toplanan veriler analiz edilmek tizere SPSS 25.0’a (IBM Corp., 2017)
aktarilmig, 11 katilmcinin yanitlarinda celiskiler tespit edilerek bu katilimcilarin

anketleri aragtirma dis1 birakilmistir.
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Arastirmaya kabul edilen 400 katilimci, 18 ile 77 arasinda degisen genis bir yas
skalasina sahip olmakla birlikte, katilimcilarin yas ortalamasi 8,59'luk standart sapma

ile yaklagik 29'dur. Bu katilimcilarin yiizde 51,2'si kadin iken %48,3'"li erkektir.

Katilimcilarin yaklasik %74,3’1 bekar, %23,5'1 ise evli oldugunu belirtmistir. Ayrica
az sayida da olsa bosanmis, dul ve medeni durumu hakkinda bilgi vermek istemeyen

katilimcilar da mevcuttur.

Egitim seviyesi ele alindiginda, katilimeilarin biiyiik bir cogunlugunun lisans (%44,5)
ve yliksek lisans (%26) mezunu oldugu ve en diisiik egitim derecesinin ise lise
(%16,25) oldugu goriilmektedir. Ayrica, az da olsa 6n lisans mezunlari (%1,5) ve hatirt

sayilir miktarda doktora mezunlari da (%11,75) arastirmaya katilim saglamistir.

Katilimcilarin ¢alisma durumu incelendiginde ise %52,25'inin ¢alisan, %40,05'inin
ogrenci, %7,25’inin ise ¢aligmiyor oldugu goriilmiistiir. Gelir durumu, katilimcilarin
calisma durumu dikkate alinarak arastirllmigtir. Calisanlara aylik hane halki geliri
sorulmus, ortalama 8,738,711 hesaplanirken 1.000% ile 40.000b araliginda degisiklik
gosterdigi goriilmiistiir. Ote yandan, aktif olarak calismayan katilimcilara aylik
harcanabilir gelirleri sorulmus ve ortalama 1.658,12 gelirleri oldugu hesaplanmis ve

bu degerin 0b ile 12.000b arasinda degisiklik gosterdigi sonucu elde edilmistir.

a. Normallik Testleri

Tiim 6lcekler i¢in ayr1 ayr1 normallik testleri gergeklestirilmistir. Bu testler i¢in Kim’in
(2013) arastirmast referans alinmistir. Ilk olarak, carpiklik ve basiklik degerlerinin + 1
araliginda olup olmadiklar1 kontrol edilmis, ardindan c¢arpiklik ve basiklik degerleri
icin ayr1 ayr1 Z skorlar1 hesaplanarak, bu degerlerin referans aralikta yer alip almadig

kontrol edilmistir. Son olarak, Kolmogorov-Smirnova ve Shapiro-Wilk anlamliliklar
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kontrol edilmis; kiigiik boyutlu 6rneklemler i¢in (n <50), Kolmogorov-Smirnova,
boyutu >50 olan Orneklemler i¢in ise Shapiro-Wilk anlamliligi incelenerek

orneklemlerin normal dagilip dagilmadigi tespit edilmistir.

Yapilan testler sonucunda, algilanan marka degeri 6l¢egi farkli markalar baz alinarak
incelendiginde 6rneklemin normal dagildigi sonucu elde edilmistir. Ote yandan,
algilanan liiksliik Ol¢egi yine ayni sekilde markalar baz alinarak incelendiginde

orneklemin normal dagilmadigr goriilmiistiir.

Satin alma istekliligi 6l¢egi; farkli markalar, indirim biiyiikliigii ve indirim siiresi ayr1
ayr1 ele alinarak incelendiginde 6rneklemin higbir kosulda normal dagilmadig: fakat
ayni Olcek 12 farkli anket araciligiyla sunulan 12 farkl: teklife gore ele alindiginda ise

orneklemin normal dagildig1 goriilmiistiir.

b. Acimlayici Faktor Analizi ve Giivenirlik Analizi

Olgegin giiciinii belirlemek amaciyla tiim dlgekler icin ayri ayri agimlayict faktor
analizi uygulanmistir. Bu yontem kullanilirken yapilan ¢alismalarda, Hair vd. (2014)
referans alinmigtir. Faktorler ve bu faktorlerin 6geleri belirlendikten sonra Cronbach’s
Alpha yontemi kullanilarak giivenirlik analizi yapilmis ve bu analizlerde de Hair vd.

(2014) yapilan ¢alismalar referans alinmistir.

Algilanan marka degeri 6l¢eginde yer alan 22 soru i¢in agimlayict faktor analizi
yapildiginda, 16 sorunun 6l¢iim i¢in basarili bulundugu goriilmiis, bu 6l¢iimiin 4 faktor
aracilifiyla yapilabildigi tespit edilmistir. Bu 4 faktoér i¢in gilivenirlik analizi
yapildiginda ise elde edilen Cronbach’s Alpha degerlerinin esik degerin iizerinde
kaldiklar1 ve giivenirlik testini sagladiklari goriilmiistiir. Ikinci olarak algilanan

liiksliik lgegine uygulanan agimlayici faktdr analizi ile de basarili bir sonug elde
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edilmis ve ankette kullanilan 18 sorudan 10 tanesinin 6l¢ek igin yeterli ve basarili
oldugu ve algilanan liiksliik 6lgeginin tke bir faktor olarak degerlendirilebilecegi
sonucuna varilmistir. Bu faktér bilesenleri i¢in Cronbach’s Alpha degeri
hesaplandiginda oldukga yiiksek bir skor elde edilmis ve Glgegin gilivenirlik testini
gectigi goriilmiistiir. Son olarak, satin alma istekliligi 6l¢egi i¢in uygulanan agimlayici
faktor analizi sonucunda da anketlerde kullanilan alti sorunun 6lg¢ek i¢in uygun ve
basarili oldugu tespit edilmis ve Cronbach’s Alpha degerinin esik degerin {lizerinde

olmas1 nedeniyle bu 6l¢egin de giivenirlik testini gectigi degerlendirilmistir.

c. Analizler ve Bulgular

Onceki boliimlerde bahsedilen normallik testleri, acimlayici faktdr analizi ve
giivenirlik testlerinde elde edilen sonuclar dikkate alinarak hipotez testleri icin
kullanilacak analiz yontemleri belirlenmis ve ¢alismalarda asagidaki yontemlere yer

verilmigtir.

* Bagimsiz t Testi
« Mann-Whitney U Testi
» Kruskal Wallis Testi

« Faktoriyel ANOVA

Algilanan marka degeri iki farkli marka i¢in bagimsiz t testi araciligi ile
karsilagtirilmis, 6rneklemin normal dagilmasi sebebiyle bu yontem kullanilmistir. Bu
analiz sonucunda Apple MacBook Pro markasinin HP Pavilion markasina gore,
anlaml bir fark yaratarak, katilimcilar tarafindan marka degeri daha yiiksek olarak

algilandig1 sonucuna varilmistir.
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Algilanan liiksliik icin iki marka arasinda kiyaslama yapilmak istenmis ve bunun igin
Mann-Whitney U testi uygulanmistir. Orneklemin, daha once de bahsedildigi gibi,
normal  dagilmadiginin  goriilmesi  sebebiyle =~ Mann-Whitney U testi
gerceklestirilmistir. 1ki marka arasinda algilanan liiksliik agisindan anlamli bir fark
goriilmiis ve Apple MacBook Pro markasinin HP Pavilion markasina gore anket

katilimcilar tarafindan daha liikks bir marka olarak algilandig tespit edilmistir.

H1a Ve Hap hipotezlerinin test edilebilmesi i¢in satin alma istekliliginin iki farkli marka
icin karsilagtirilmas1 amaciyla ve 6rneklemin normal dagilmamasi nedeniyle Mann-
Whitney U testi gergeklestirilmistir. Bu test sonucunda Apple MacBook Pro markasina
kars1 katilimcilarda HP Pavilion markasina kiyasla daha biiyiik bir satin alma istegi
goriilmiistiir. Sonug olarak, Hla hipotezinde ortaya atilan “marka degeri daha ytiksek
olan iiriine uygulanan indirimin marka degeri daha diisiik iiriine kiyasla miisterinin
satin alma istegini artirmasi agisindan daha etkili oldugu” iddias1 da dogrulanmistir.
Ote yandan, H1b hipoteziyle ortaya atilan “liiks algis1 daha yiiksek olan markaya
indirim uygulandiginda nispeten daha az liikks algis1 yaratan markaya kiyasla
miisterinin satin alma isteginin daha fazla artti§1” iddias1 da benzer sekilde

dogrulanmistir.

H2 hipotezinde belirtilen “indirim biiyiikliigliniin satin alma istekliligi tizerinde anlaml1
bir fark yaratip yaratmadiginin” test edilmesi amaciyla Mann-Whitney U testi
gerceklestirilmis ve orneklemin normal dagilmiyor olmasi nedeniyle bu yontem
secilmistir. Bu test sonucunda, indirim biiylikliigi daha yiiksek oldugunda
katilimcilarda daha fazla satin alma istekliligi olustugu sonucuna varilmis, dolayisiyla

hipotezin de dogrulandig1 goriilmiistiir.

Hs hipotezinin test edilmesi amaciyla 6rneklemin daha 6nce de bahsedildigi gibi
normal dagilmamasi sebebiyle Kruskal Wallis testi uygulanmistir. Bu test sonucunda

“Uiriinlere uygulanan promosyonlarin siire kisitiyla baglantili olarak miisterinin satin
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alma istekliligi iizerinde anlamli bir fark yarattig1” goriilmiis ve hipotez

dogrulanmistir.

Son olarak Hs hipotezi yanitlanmak istenmis ve indirim biiyiikliigiiniin ve indirim
kisithiliginin  birlikte ele alinmasiyla Faktoriyel ANOVA uygulanarak sonuglar
degerlendirilmistir. Yapilan analiz sonucunda bu iki degiskenin satin alma istekliligi

tizerinde birlikte anlamli bir etkisi olmadig1 goriilmiis ve hipotez dogrulanmamuistir.

Faktoriyel ANOVA sonucunda elde edilen tablolar incelendigine ilging bir detay
dikkat ¢ekmis ve ek bir analiz yapilmasina karar verilmistir. Bu analizde indirim oran
ve marka degiskenlerinin satin alma istekliligi lizerinde birlikte yarattiklart etki
incelenmistir. Bu inceleme sonucunda anlamli bir etki tespit edilmis ve indirim orani
yiiksek (%40) oldugunda iki markanin satin alma istekliligi arasinda anlamli bir fark
elde edilirken indirim oraninin diisiik (%10) olmasi durumunda anlamli olarak

nitelendirilebilecek herhangi bir fark elde edilmemistir.

Tartisma ve Sonug

a. Sonuclarin Tartisilmasi ve Calismanin Katkilar:

Satis promosyonlarinin tiiketici satin alma davranigini nasil etkiledigini anlamak i¢in
yillar boyunca ¢esitli arastirmalar yapilmistir (Alvarez ve Casielles, 2005; Schultz ve
Block, 2014; Soni ve Verghese, 2018). Bazi arastirmacilar farkli promosyon
tekniklerini karsilastirmaya calismis ve sonuglari tiiketicilerin satin alma
davraniglar1 agisindan analiz etmistir (Howell, vd., 2015; Gong, vd., 2019). Ote
yandan, bazi arastirmacilar, satis promosyonlarinin belirli faktorlerinin satin alma
eylemi tlizerinde birlikte yarattig1 etkileri bulmak igin farkli promosyon teknikleri ve

farkli araglar kullanarak arastirmalarini gergeklestirmistir (Eisenbeiss vd., 2015; Kuo
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ve Nakhata, 2016). Bu arastirmalara bir katki olarak, bu c¢alismada, satis
promosyonlarinin satin alma istekliligi tizerindeki etkileri arastirilarak; marka, zaman
kisitlamasi ve indirim biiyiikligii faktorlerinin ayr1 ayr1 ve birlikte olan etkileri ele

alimustir.

Onceki calismalarin bir kismina baktigimizda, satis promosyonunun tiiketici satin
alma davranisi tizerindeki etkisini gorebiliriz (Alvares ve Casielles, 2005; Blattberg ve
Neslin, 1990; Gupta 1988; Santini vd., 2015). Daha spesifik olarak, parasal satis
promosyonlarinin satin alma davraniglar1 {izerindeki etkilerine baktigimizda,
Makienko'nun (2006) c¢alismasi dikkat c¢ekici sayilabilir. Bu ¢alismanin sonucu
gostermektedir ki, bir iiriinii normal fiyatiyla satmaktansa, once fiyati artirip sonra
promosyon uygulayarak {irlinii normal fiyatina satmak tiiketicinin satin alma istegini

artirmaktadir.

Ik olarak, marka degerinin satis promosyonlarinin etkinligi iizerindeki rolii
arastirilmaktadir. Chandon vd. (2000) tarafindan daha 6nce yapilan bir ¢alismada, satis
promosyonlarinin etkinliginde, marka degeri ile ilgili olarak olusan farkliliklar
goriilmektedir. Faydaci bir iirline uygulanan parasal promosyonun, marka degeri
yiiksek olan iirlinlerin satin almasinda, marka degeri diisiik olan iiriinlerin satin
alinmasina gore daha etkili oldugu goriilmiistiir (Chandon vd., 2000). Mevcut
aragtirmada ise parasal bir promosyon olan bir satis promosyonu, faydaci bir iiriin
olana diziistii bilgisayara uygulandiinda benzer bir sonugla karsilagilmistir (Lu vd.,
2016). Miisterilerin, marka degeri HP Pavilion’a kiyasla daha yiiksek olan Apple
MacBook Pro olan i¢in satin alma isteginin uygulanan promosyon sonucunda daha
fazla arttig1 goriilmiistiir. Ek olarak, ayn1 durum, markalarinin algilanan liiksliikleri
acisindan analiz edildiginde, benzer sekilde, satis promosyonu, HP Pavilion
tiriiniinden daha ytiksek algilanan bir liiksliige sahip olan Apple MacBook Pro markasi

i¢in, miisterinin satin alma niyetini daha fazla artirdig1 sonucunda varilmastir.
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Fakat elde edilen sonucun aksine, arastirmanin basinda, nispeten liikks algilanan
markaya uygulanan indirim biiyiikliigii arttik¢a, satiglarda bir diisiis beklenmekteydi.
Ciinkii Yeoman'a (2014) gore, liikks bir iiriin pahali olmalidir ve erisilebilir hale
geldiginde bir paradoks ortaya ¢cikmaktadir. Bu durum, Guyon'un (Guyon’dan aktaran
Brun ve Castelli, 2013) tanimina uygun olarak, arastirmada kullanilan {iriiniin

erisilebilir bir liks olarak sec¢ilmesinden kaynaklandigi seklinde agiklanabilir.

Satis promosyonunun tiiketicinin satin alma niyetine etkisini incelerken, géz onilinde
bulundurulabilecek bir diger faktor, indirim biiyiikliigii olmalidir. Bu konuyla ilgili
onceki calismalar incelendiginde, indirim biiyiikliigiiniin tiiketicinin satin alma
istekliligini  arttirmasindaki roliiniin degiskenlik gosterebildigi goriilmektedir.
Ornegin, Lee ve Chen-Yu'ya (2018) gore, tiiketici indirimle karsilastiginda, tiiketicide
bir parasal tasarruf algis1 olusabilir ve bu algiya bagh olarak tiiketicinin satin alma
istekliliginde bir artis meydana gelebilir. Ote yandan, indirim biiyiikliigii arttikca, her
ne kadar miisteride daha fazla para tasarrufu algisi ortaya ¢iksa da, bununla birlikte

daha diisiik {iriin kalitesiyle kars1 karsiya kalacagini diistinebilir.

Ayrica, satis promosyonlarmin tliketici fikirleri tizerindeki psikolojik etkilerine
bakarsak, Honea ve Dahl (2005), fiyat indirimi arttik¢a, mutluluk, zevk, heyecan,
memnuniyet gibi olumlu duygusal etkilerin arttigimmi iddia etmistir. Ek olarak,
Schindler'e (1998) gore, ekonomik olarak tasarruf etme arzusundan ziyade
indirimlerden yararlanmanin olumlu duygusal etkisi, satin alma niyetinde bir artiga yol

acabilir. Bu olumlu duygularin, indirim biiyiikliigii arttik¢a da artmasi beklenir.

Indirim biiyiikliigiiniin tiiketicinin satmn alma niyeti iizerindeki etkisi iiriiniimiiz ve
orneklemimiz i¢in Olgiildiigiinde, indirim biiyiikligli ile tiiketicinin satin alma
istekliligi arasinda pozitif bir iliski gézlenmistir. Tiiketicinin iirline sunulan %40’l1ik
bir indirimden kaynaklanan satin alma isteginin, %10 indirimden kaynakl1 olusan satin

alma niyetinden 6nemli 6l¢iide daha yiiksek oldugu kaydedilmistir.
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Tiiketicinin satin alma davranmigini etkileyip etkilemedigi arastirilmak iizere secilen
faktorlerde biri de zaman kisit1 olarak segilmistir. Onceki ¢alismalar incelendiginde,
emtia teorisinde (commodity theory) (Brock, 1968) ve kullanilamazlik teorisinde
(unavailability theory) (Folger, 1992; Inman vd., 1997; Lynn, 1991) belirtildigi gibi,
tiriiniin daha degerli ve vazgecilmez olduguna dair sezgisel bir algi ortaya ¢ikar ve
miisterinin satin alma istegi artig gosterir. Bu sonuglar géz 6niinde bulunduruldugunda
bu ¢alismada da benzer bir sonu¢ beklenmis fakat zaman kisitlamasinin indirimli bir
{iriin satin alma iizerindeki etkisinin olumsuz oldugu sonucuna ulasilmistir. Indirim ne
kadar uzun olursa, tiiketicinin satin alma niyetinin de o kadar arttig1 goriilmiistiir.
Zaman kisiti, miisterinin Urliiniin degerli ve vazgecilmez oldugunu hissetmesini
saglarken; teklifin zamanla kisith olmadig1 bir durumda miisterinin diisiinecek zamani
oldugunu bilmesinden kaynaklanan rahat1 zaman kisitinin yarattig1 acele etme zorunda
hissetmesinin 6niine gegmistir. Ote yandan, zaman kisit1 olmayan tekliflerde zamana
dair herhangi bir ifade kullanilmamasi da aslinda bir belirsizlik hissi uyandirmis ve en
azindan zaman kisith olan tekliflerin gecerlilik siireleri bilinirken, zaman kisiti

olmayan teklifin her an sona erebilecegi ihtimali s6z konusu olmustur.

Zaman kisiti ve indirim biytkligiiniin satin alma istekliligi tizerindeki birlikte
yarattigl etkiyi goOsteren calismalar mevcuttur. Ku ve Nakhata’ya (2016) gore,
gegerlilik siiresinin kisa oldugu durumlarda, tiiketicinin satin alma niyetini arttirmada
kiiciik bir indirim bile etkili olabilmektedir. Indirim siiresi nispeten oldugunda ise
kiiciik bir indirim uygulandiginda miisterinin satin alma karar1 lizerinde kayda deger
bir etki olusmamaktadir. Ayrica, Eisenbeiss vd. (2015) yaptiklar calismaya gore,
indirim biyiikliigii ve zaman kisitinin satis promosyonunun satin alma istekliligi
tizerindeki etkisindeki rolii iirlin tipine gore degiskenlik gostermektedir. Hedonik bir
iriin se¢ildiginde, zaman kisiti, satin alma istegini artirmak i¢in indirim boyutundan
daha etkilidir. Ote yandan, ayn1 indirimler bir faydaci iiriine uygulandiginda, indirim
biiyiikliigiiniin satin alma istekliligini artirma yoniindeki etkisi zaman kisitlamasindan
daha biiyiiktiir (Eisenbeiss vd., 2015). Bizim ¢alismamizda ise, bu faktorlerin her ne

kadar ayr1 ayr1 dikkate deger etkileri goriilmiis olsa da, zaman kisit1 ve indirim
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biiyiikliigiiniin  satin alma davranigi {izerinde olusturdugu ikili bir etkiyle

karsilasilmamuistir.

Ayrica, bu tez kapsaminda, marka ve indirim oraminin birlikte yarattigr etki
incelenmistir ve bu iki faktorlin farkli kombinasyonlar1 arasinda anlamli bir fark
olustugu goriilmiistiir. Bagka bir deyisle, farkli boyutlarda indirimler i¢in algilanan
marka degerinin ve algilanan liiksliigiin etkileri farklilik gdstermistir. Indirim oraninin
yiiksek olmasi durumunda (%40), marka degeri daha yiiksek olan Apple MacBook Pro
HP Pavilion ile karsilastirildiginda miisterilerin satin alma niyetinin daha fazla oldugu
goriilmiistiir. Ote yandan, kiiciik boyutta indirim (%10) uygulandiginda ise, markanin
satin alma {izerinde kayda deger bir etkisi goriilmemistir. Diger bir deyisle, indirim
biiylikliigi %10 oldugunda, iki marka arasinda miisterilerin satin alma niyetleri

ac¢isindan anlamli bir fark olusmamaktadir.

Faktoriyel ANOVA uygulanarak tiim veriler 12 durum agisindan ayri1 ayri analiz
edilmis ve her bir durum i¢in tahmini marjinal satin alma istekliligi biiyiikten kiigiige

siralanmistir. Bunun sonucunda elde edilen tablo dikkat ¢ekicidir (4.29).

Satin alma istekliligi izerinde etkisi en biiyiik olan faktdriin indirim biiyiikliigii oldugu
sonucuna varilmigtir. Ikinci dnemli faktdriin ise marka oldugu goriilmektedir. Indirim
orani %40 olan durumlar i¢in degerlendirildiginde zaman kisitinin en etkili ti¢lincii
faktor oldugu ve zaman kisit1 olmayan durumlarda satin alma istekliligine ait tahmin
edilen marjinal degerin bu durumlar i¢in en yiiksek oldugu goriilmiistiir. Bunun olas1
nedeni, zaman kisit1 tanimlanmayan durumlar i¢in, zaman igeren herhangi bir ifade
kullanilmamis olmasidir. Bu nedenle, miisteriler herhangi bir zaman baskisi
hissetmemis olsalar da, zaman konusunda hi¢bir kesinlik olmamas1 da teklifin ne

zaman sonlanacagini bilmemeleri nedeniyle onlar iizerinde baski yaratmistir.
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Indirim oran1 %10 olarak tanimlanan durumlar icin elde edilen sonuglar marka ve
zaman kisitinin birlikte yarattigir etki agisindan incelendiginde, tahmini marjinal
ortalama degerlerin birbirine ¢ok yakin oldugu goriilmiistiir. Bunun nedeni ise tabloda

zaman ve markanin birlikte anlamli bir etkisinin olmamazi olarak agiklanmistir (4.28).

Bu tez ile akademik alanda yapilan caligmalara katkida bulunarak; Daha once
tanimlanmis durumlardan bazilarim1  desteklemenin yan1 sira, daha Once
vurgulanmayan yeni bir bakis agis1 saglamay1 amagladik. Ek olarak, marka yoneticileri
ve karar vericiler i¢in yeni bakis acilar1 saglamay1 ve marka ve iiriin 6zelliklerini goz
ontinde bulundurarak ve dogru indirim boyutlar1 ve zaman kisitlamalari ile tanitim

araclarinin daha etkin uygulanmasina katkida bulunmay1 hedefledik.

b. Cahsmanin Simirlihklari ve Oneriler

Arastirma siireci titizlikle planlanmis ve gerceklestirilmis olsa da baz1 sinirliliklarla
karsilagilmistir. Bunlardan ilki veri toplama siireci ve orneklemle ilgilidir. Anketler
katilimcilara uygulanirken miimkiin oldugunca dengeli bir katilim saglamasi i¢in ¢aba
gosterilmistir. Bu denge cinsiyet ve calisma durumu i¢in saglanabilmis olsa da
katilimcilarin egitim seviyesi i¢in saglanamamistir. Her egitim seviyesinden yaklagik
ayni sayida katilimcr katilmasinin, verilerin analizi sirasinda daha objektif sonuglar
yaratacag diisiintilerek bu durum c¢alismanin bir siirlilig olarak degerlendirilmistir.
Ayrica, yeterli katilimcer sayisinin saglanabilmesi i¢in katilimcilarin yas araliginin
olduk¢a genis tutulmasi yine benzer sekilde drneklem ile ilgili olarak bir smirlilik
olarak goriiliirken, katilimcilar tarafindan verilen yanitlarin gosterdigi cesitliliklerin

farkli faktorler nedeniyle artmis olabilecegi degerlendirilmistir.

Calismanin uygulanmasinda karsi karsiya kalinan ikinci sinirlilik ise anket doldurulma

sayilarinin tiim anket numaralari i¢in esit olmasinin saglanamamis olmasidir. Sahada

138



yapilan anketler her ne kadar katilimcilara rasgele dagitilarak dengeli bir dagilim
saglanmis olsa da, ¢evrimigi platformlarda paylasilan anketleri dolduran katilime1

sayis1 kontrol altinda tutulamamastir.

Uciinciisii sinirlilik  ise  arastirmanin  tasarimi  sirasinda  secilen markalardan
kaynaklanmistir. Daha 6nce baska ¢alismalarda da kullanilan (Dhar & Nowlis, 1999;
De Barnier vd., 2012; Srcihetta & Thurachon, 2012) ve Tiirkiye'de ¢ok iyi bilinen
diziistii bilgisayar markalar1 secilmis ve marka degeri daha diisiik olan {iriinler
calismaya dahil edilememistir. Ayrica, bu durum bazi1 katilimcilarda arastirmada
kullanilan markalarin reklaminin yapildigina dair soru isaretleri olusturarak antipati
yarattigi ve bu katilimcilarin sorulart yanitlarken 6n yargili bir tavir sergilemis

olmalar1 ihtimali olabilecegi degerlendirilmistir.

Bu calismada kullanilan arastirma sorularinin ve anketin, gelecekte bu alanda
yapilacak caligmalarda farkli bir demografi ve farkli bir cografyada uygulanmasi
tavsiye edilmektedir. Ayrica, benzer bir ¢alismanin farkli bir promosyon araci veya
yontemi ile veya farkli bir {iriin grubu iizerinde c¢alisilmasinin da faydali olabilecegi

degerlendirilmektedir.
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