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Farkl1 temas noktalarindaki miisteri deneyiminin 6demeye
istekli olunan fiyat iizerine etkisi

The effect of the customer experience at different touchpoints on
willingness to pay

Murat Hosgor!

Samet Aydin?

Oz

Hemen her sektérde benzer kalitede iiriin ve hizmetin tiretilebilir olmasi, tirtinlerdeki islevsellik
diizeylerinin birbirine yaklasmasi, alternatif ¢oziimlere ulasabilmenin kolaylasmas1 ve miisterilerin
gecmise gore cok daha bilingli hale gelmesi ile markalar artik yasattiklar1 miisteri deneyimi ile tercih
edilme yolunu se¢meye yonelmektedir. Bu bakis agisiyla gelismek isteyen isletmeler artan miisteri
deneyiminin ¢nemi ile birlikte bu alanda arastirma ve yatirim yapma kararlari alinmaya baslanmis ve
miisterilerinin gectigi farkli temas noktalarinda yasadiklar: deneyimlere odaklanmaya ¢alismaktadir.
Ancak tam da bu safthada miisteri yolculugundaki hangi temas noktalarmin 6demeye istekli olunan
fiyata etki edebildigini ve farkli demografik yapilara gore bu etkilerin getirdigi sonuclar1 anlamak
biiyiik onem teskil etmektedir. Bu noktadan hareketle bu calismada telekomiinikasyon sektoriinde
farkl1 temas noktalarindaki miisteri deneyiminin 6demeye istekli olunan fiyata etki edip etmedigi ele
almmustir. Tiirkiye’deki ti¢ farkli telekomiinikasyon sirketinden birer miisteri deneyimi yoneticisi ile
bireysel derinlemesine goriismeler yapilarak miisteri deneyimi yolculugu tespit edilmistir. Akabinde
ortogonal yontemle olusturulan 16 farkli miisteri deneyimi senaryosu cevrim ici anket haline getirilip
son ¢ yil icerisinde telekomiinikasyon sirketlerinden abonelik hizmet paketi satin alan 18-64 yas
araligindaki 500 kisiye uygulanmustir. Arastirma sonucunda her temas noktasinin ddemeye olan
isteklilige farkli fayda oranlarinda etki ettigi ortaya ¢ikmustir. Fiyata olan 6deme istekliligine en gok
etki eden ilk ti¢ faktériin olumlu soylentiler, cagri merkezi bekleme siiresinin kisa olmast ve
kullanicinin ilgisini ceken igeriklerin paylasiimasi faktorleri oldugu tespit edilmistir.

Anahtar Kelimeler: Miisteri Deneyimi, Odemeye Istekli Olunan Fiyat, Miisteri Temas Noktalari,
Algilanan Deger

Jel Kodlari: M21, M31

Abstract

As products and services of similar quality can be produced in almost every sector, as the functionality
levels of the products become closer to each other, as it becomes easier to access alternative solutions,
and as customers become more conscious than in the past, brands now tend to choose the way to be
preferred with the customer experience they provide. With the increasing importance of customer
experience, businesses that want to develop from this perspective have begun to make decisions to
research and invest in this field and are trying to focus on their customers' experiences at different
touchpoints. However, at this stage, it is important to understand which touchpoints in the customer
journey can affect the willingness to pay and the consequences of these effects according to different
demographic structures. From this point of view, this study examines whether customer experience
at different contact points in the telecommunications sector affects the willingness to pay. The study
determined the customer experience journey by conducting in-depth interviews with customer
experience managers from three telecommunication companies in Turkey. Subsequently, 16 different
customer experience scenarios created with the orthogonal method were turned into an online survey
and applied to 500 people between 18 and 64 who purchased subscription service packages from
telecommunication companies in the last three years. As a result of the research, it was revealed that
each contact point affects the willingness to pay at different benefit levels. It has been determined that
the first three factors that most affect the willingness to pay for the price are positive rumours, short
call centre waiting time, and sharing content that attracts the user's attention.
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Extended Abstract

The effect of the customer experience at different touchpoints on willingness to pay
Literature

The world of marketing has undergone a serious change due to the development of technology day by day, increasing investments
in digitalization, the emergence of new communication channels, and changes in customer behaviour with these developments.
In such a changing world, consumers who can easily access information and alternatives have become an extremely limited
resource for rapidly growing producers. Brands that want to get a share from these limited resources or increase this share must
achieve superior quality that will meet the demands of their customers and satisfy them. Customers who cannot reach a high
level of satisfaction continue to buy products or services from brands that can provide this (Ha and Perks, 2005).

The concept of customer experience became important when it was fundamentally discussed by Holbrook and Hirschman (1982).
Later, researchers who defined consumers as more consistent decision-makers began to change their views. The “concept of
experience” has recently been considered an important criterion for understanding consumer behaviour (Seligman, 2018). This
research examined the literature on customer experience, and past studies on the customer experience journey, touchpoints in
customer experience, and related factors were discussed. Although it is seen that the studies on the subject of “Customer
Experience” in the marketing literature date back to the 1960s, these studies state that the consumption experience focuses on the
features of the products and that both aesthetic and emotional elements should be taken into consideration, not only within the
framework of rational benefit (Olshavsky and Granbois, 1979). Therefore, the marketing literature has not considered customer
experience a different structure. After the mid-1980s, “customer experience” emerged as a separate concept and field of study in
the literature.

It was first stated by Holbrook and Hirschman (1982) that consumption has an experiential aspect. The most important study that
focused on the concept of customer experience was Pine and Gilmore’s (1998) Experience Economy. Especially after 2016, the
place of studies on customer experience in the literature began to increase, and researchers began to show interest in this field.
The literature review shows that customer experience has been tried to be measured in different areas worldwide, but these
measurement studies are still limited.

Customer experience: it is noted that it is mostly positioned within the service sector by customers and companies. When people
purchase a service, they purchase many activities implemented for them. However, when an experience is purchased, it can be
said that the company has paid the price to have a pleasant time with a series of memorable events that it offers in a way that
attracts the customer's attention (Pine and Gilmore, 1998).

Research subject

Considering the level of marketing that has reached today, this research aims to understand the effect of customer experience on
willingness to pay and contribute to science and the business world.

Research purpose and importance

When past studies within the scope of customer experience are examined, it is seen that this concept was defined and discussed
in the fields of philosophy and psychology before marketing, economics, and business. When the literature is examined, it is
accepted that experience creation and experience marketing practices not only provide a competitive advantage for brands but
also provide benefits in the long term, such as brand loyalty, obtaining profitable customers, reducing advertising expenses, and
generally increasing profitability.

In Ismail's (2011) study, which explored the factors affecting customer experience, it was stated that customer experience has a
direct relationship with willingness to pay. As a result of this finding, one of the aims of this study was to determine the effects
of the willingness to pay price at the customer experience contact points.

The main aims of the study are;
- Toreveal whether the customer experience at the purchase and pre-purchase touchpoints affects the willingness to pay

- To be able to determine how the customer experience at the purchase and pre-purchase contact points affects the
willingness to pay

- To be able to determine which of the awareness, evaluation, and purchasing stages have a greater impact on the
willingness to pay

- To be able to determine which touchpoints in the awareness, evaluation, and purchasing phases have a greater impact
on the willingness to pay the

- Obtaining guiding data on which touchpoints extent brands can focus when building their customer journey maps

Contribution of the article to the literature

This study is important to shed light on its reconstruction of the brands' customer experience designs. This study is also important
while this study tries to position the brands' products or services with the targeted sales price; to be able to identify which
touchpoints can be focused on to increase the willingness to pay for a certain sales price, to support brands to make their
investments in marketing and communication activities more effectively by determining the possible impact differences of the
contact points in the awareness, evaluation, and purchasing phases in terms of willingness to pay, to create or eliminate non-
existent contact points.

It is known that there are not many studies in the literature on the relationship between customer experience and willingness to
pay. This study aims to reveal which customer experience touchpoints and in which situations customers are willing to pay this
price in cases where brands can sell their products or services, as well as which step is used to achieve the target price. It is
important to understand to what extent it can be improved. While trying to position the brands' products or services with the
targeted sales price, To be able to identify which contact points can be focused on to increase the willingness to pay for a certain
sales price, to support people to make their investments in marketing and communication activities more effectively by
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determining the possible impact differences of the contact points in the awareness, evaluation, and purchasing phases in terms of
willingness to pay, to create or eliminate non-existent contact points. It is important to shed light on its reconstruction.

In addition, this study contributes to the literature that conjoint analysis can also be used in this regard, as it is a study conducted
within the framework of conjoint analysis through different scenarios on the effect of different touchpoints in customer experience
on willingness to pay price. In addition, the article contributes to the literature by undertaking a guiding mission for new studies
in this field.

Design and method

A literature review was conducted using secondary sources in the exploratory part of the research. The literature review examined
past studies and methods related to customer experience, customer journey, customer journey touchpoints, and willingness to
pay on price.

After the literature review, focus group discussions were held to determine the features (touchpoints) that constitute the benefit
set of the customer experience journey in the Telecommunications sector and the levels of these features used in the conjoint
analysis method applied in the research regarding the concept presented.

First, three focus group studies were conducted with 18 people, six in each group, who purchased mobile subscription service
packages from telecommunication companies in the last three years to understand their customer journey. Subsequently, the final
customer experience journey was determined by conducting in-depth interviews with a customer experience manager from 3
telecommunication companies (Turkeell, Vodafone, Tiirk Telekom). In the continuation of the study, when the factor levels of 12
different touchpoints are brought together, 212 =4.096 different customer experience combinations are formed. Subsequently, 16
different customer experience scenarios were created using the orthogonal method in the SPSS program. Five hundred people
between 18 and 64 who purchased mobile subscription service packages from telecommunication companies in the last three
years were asked about their willingness to pay the price for these experiences on a 5-point Likert scale via an online survey.

Research type
The research was designed as exploratory research.
Research problems

In today's marketing world, where customer experience is seen as a way for brands to differentiate themselves from their
competitors, increase profitability, and be preferred, there are many studies on customer experience. However, there are still
insufficient studies on the relationship between willingness to pay and customer experience. The questions of the research
problem are as follows:

1.  Does the customer experience at the TV touchpoint impact willingness to pay?

Does the customer experience at the radio touchpoint impact willingness to pay?

Does the customer experience at the newspaper and magazine touchpoint impact willingness to pay?
Does the customer experience at the dealer touchpoint impact willingness to pay?

Does the customer experience at the outdoor touchpoint impact willingness to pay?

Does the customer experience at the call center touchpoint impact willingness to pay?

Does the customer experience at the WOM touchpoint impact willingness to pay?

Does the customer experience at the social media touchpoint impact willingness to pay?

O ® N g » DN

Does the customer experience at the SMS touchpoint impact willingness to pay?

—
<o

Does the customer experience at the comparison web site touchpoint impact willingness to pay?

Ju
=

Does the customer experience at the mobile application touchpoint impact willingness to pay?

Juy
N

Does the customer experience at the website touchpoint impact price willingness to pay?
13. Does the customer experience at the cargo touchpoint impact price willingness to pay?

In this context, the research analyses these unknown effects above.

Data collection method

Both qualitative and quantitative approaches were used in the study. Qualitative research is an inquisitive, interpretive, and
reflective study of the problem it focuses on and aims to understand the genre (Guba and Lincoln, 1994). First of all, data about
customer experience journeys and touchpoints were obtained through one-on-one in-depth interviews with customer experience
representatives of Tiirk Telekom, Vodafone, and Turkcell companies, and the basic customer experience journey map in the
telecommunications sector was discovered from the eyes of the companies. At this point, pre-purchase contact points have been
discovered, and there is a need to identify this journey from the consumer's perspective. Secondly, qualitative data was collected
from 18 people through 3 different focus group studies, and a customer experience journey map was created.

In the focus groups, no guidance was given to the participants, and the interviews were held within the framework of the
following questions;

1.  When was the mobile subscription service acquired?

Introducing himself/herself

2

3. Which mobile subscription service package was purchased?
4. How did it become clear that such a package was needed?

5

How was this awareness achieved?
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6. Have alternatives been considered? Where?
7.  What were the alternatives that influenced the decision?
8.  Is there any other detail you would like to add?

Quantitative research measures numerical values objectively and systematically to obtain information about the current situation
(Burns and Grove, 1993). As quantitative in the research, data was collected using a computerized survey method by 500 people
aged 18-64 who purchased mobile subscription service packages from telecommunication companies in the last three years. The
data were collected in September 2023.

Quantitative/qualitative analysis

The customer journey map, examined from the perspective of both the telecommunication companies and the end customer, was
compared with all its steps, points of difference were identified, and the final customer experience journey map was created. At
this point, the structural features and boundaries of the customer experience steps to be analyzed regarding their impact on the
price willingness to pay have been determined.

The quantitative survey consists of three parts. The first part started with a filter question; participants who answered “yes” could
proceed to the second part. The survey was eliminated for participants who answered “no” to the filter question in the survey
and was not evaluated. In the second part, 16 different customer experience types are determined by the orthogonal conjoint
analysis method. Here, participants were expected to indicate to what extent their willingness to pay would be affected by each
experience they read, using a 5-point Likert scale. The convenience sampling method, one of the non-random sampling methods,
was chosen for this research in terms of time and cost. Participants were asked to fill in demographic information in the third and
final section.

Research model

In their article “Understanding Customer Experience within the Context of the Customer Journey,” Lemon and Verhoef (2016)
stated that customers now interact with companies through numerous touchpoints across multiple channels and media and are
changing by becoming more social. Thus, a model was created that discovers customer experience touchpoints below and reveals
their effects. The dependent variable will be the willingness to pay for the sales price, and the independent variables will be the
customer experiences at different touchpoints in the explored customer experience journey. In this context, 12 different
independent variables were discovered.

Awareness Phases Purchase Phases

a ™v Call Center Dealers Call Center
Radio WON Search Engine : Dealers
Tm.mh o NewspaPer . Search Engine Web Site ‘ Web Site
Points | Magazines ] |
Dealers Social Media WOM | Mobile App
| Outdoor SMS Benchmark Sites Shipment

Y

Willingness to Pay Price

Figure 1: Research Model

Research hypotheses

Hypotheses were created regarding willingness to pay the price from each customer experience touchpoint revealed in the
research.

Hi. The customer experience at the TV advertising touchpoint impacts willingness to pay.

Ho. The customer experience at the radio advertising touchpoint impacts willingness to pay.

Hs. The customer experience at newspaper and magazine touchpoints impacts willingness to pay.

Ha. The customer experience at the dealer touchpoint impacts willingness to pay.

Hs. The customer experience at the outdoor advertising touchpoint impacts willingness to pay.

Hé. The customer experience at the comparison site touchpoint impacts the willingness to pay the price.

Hy. The customer experience at the call centre touchpoint impacts willingness to pay.
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Hs. The customer experience at the WOM touchpoint impacts willingness to pay.

Ho. The customer experience at the social media touchpoint impacts willingness to pay.
Hio. The customer experience at the SMS touchpoint impacts willingness to pay.

Hii. The customer experience at the website touchpoint impacts willingness to pay.
Hiz. The customer experience at the shipping touchpoint impacts willingness to pay.
Findings and discussion

Results regarding the demographic characteristics of consumers who agreed to participate in our study and purchased mobile
service packages from telecommunication companies in the last three years are included. Within the scope of the study, 500
consumers between the ages of 18 and 64 who had purchased at least one mobile subscription service package from any
telecommunication company in the last three years were interviewed.

Conjoint analysis: The survey results were applied to find the benefit values of each scenario factor that affect consumers'
willingness to pay for the price and to understand whether the hypotheses are accepted. According to the results of this analysis,
estimated benefit values of different factors and levels were found for the mobile service subscription package.

The demographic distribution of the participant's genders is 50.6% of the participants are men and 49.4% are women. Considering
the age distribution of the participants, 19.2% are between the ages of 18-24, 25.8% are between the ages of 25-34, 26.2% are
between the ages of 35-44, and 17.2% are between the ages of 45-54, 11.6% are in the 55-64 age group. The education level of the
participants is 5.2% at primary school, 10% at secondary school, 36.4% at high school, 45% at university level and 3.4% at
master's/doctoral level.

When the profession is examined, 10.6% are unemployed, 16.2% are homemakers, 9% are retired, a large majority of 30.6% are
private sector employees, 12.6% are public wage earners, 10.8% are students, and 8% are students. It appears to be self-
employment. When the income level is examined, 29.8% of the participants earn minimum wage, 24.8% earn between 11500-
15000 TL, 22% earn between 15001-25000 TL, 15% earn between 25001-35000 TL, and 8.4% earn between 35001 and TL. It appears
that he works for a fee.

Regarding operator selection, 37.6% of the participants prefer Tiirk Telekom, 35.2% prefer Vodafone, and 27.2% prefer Turkcell.

According to the benefit estimates in the benefit value table, the highest benefit is provided by yes (0.185) for the factor of positive
WOM, short (0.169) for the call centre waiting time factor, and yes (0.103) for the factor of sharing interesting content. These data
are depicted in Table 1.

Table 1: Benefit Value Table

Factors Explanations Benefit Estimates Standart Error
Local -0.006 0.010
Publishing TV Advertising
National 0.006 0.010
Publishing Radio Local 0.000 0.011
Advertising National 0.000 0.011
Publishing Newspaper Local 0.004 0.010
Advertising National -0.004 0.010
Please consult with a dealer Yes 0.09 0.011
who is an expert in his field No 20.096 0.011
Publishing Outdoor Yes 0.027 0.011
Advertising No -0.027 0.011
Yes 0.074 0.011
User Friendly Website
No -0.074 0.011
Existing Price Benchmarking Yes 0.048 0.010
Site No -0.048 0.010
Short 0.169 0.013
Call Center Waiting Time
Long -0.169 0.013
Have positive WOM in the Yes 0.185 0.010
field No 0185 0.010
Yes 0.103 0.011
Share Content That Interests
No -0.103 0.011
Yes 0.099 0.010
Sending SMS Notification
No -0.099 0.010
Offers Fast Shipping Service Yes 0.071 0.011
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No -0.071 0.011

Bo (Fixed Value) 2688 0.011

The scenario with the most preferred features and levels among the designs is “Publishing local TV, Radio and newspaper
advertisements, not meeting with an expert dealer, publishing outdoor advertisements, user-friendly website, presence on price
comparison sites, call centre” with a benefit rate 3.029. It combines “short waiting time, positive WOM, interesting posts, sharing
informative SMS, and fast shipping service”.

Hypothesis test results

As a result of the conjoint analysis, it is observed that the hypothesis of all 12 different touchpoints also affects willingness to pay
the price, and thus, they are supported.

Discussing the findings with the literature

It has been understood that the willingness to pay is affected by customer experience touchpoints, and past studies in the literature
have also been examined in this context. In Ahmed Rageh Ismail's article published as a result of his research on the factors
affecting customer experience, it was stated that customer experience has a direct relationship with perceived price (Ismail, 2011).
As a result of this finding, one of the aims of this study was to determine the effects of the willingness to pay and the customer
experience at the contact points.

The Economic Value Development study in Figure 2 below states that customer experience impacts product positioning with
high prices.

Not

Differentiated
Experience

.

Competition /"
Product
Manufacturing

/,
Commoduty
Launch

. . ~
Differentiated 4

A J

Market High

P”ce Price

Figure 2: Economic Value Development (Pine and Gilmore, 1998).

Conclusion, recommendation, and limitations

The physical features of the customer experience consist of rewards, commodities, accessibility, convenience, efficiency, user
convenience, sales, and distribution channels. More broadly, customer experience is about customer emotions. Research shows
that more than 50% of customer experience is based on emotions. When a customer engages with a business at every touchpoint
- through its advertising, websites, interaction with staff, physical stores, customer service, and customer support - the customer
experience is shaped by the relationship (Shaw, 2007). Authors who introduce customer experience as a commodity in the
economy's progress argue that the value created for the customer is not based on the product but on the experience the product
creates for the customer. This experience economy perspective has become an ecosystem in a very short time, covering not only
the product and the customer but also all stakeholders who contribute to the holistic creation of the experience, such as the
customer and the business, supplier, distribution, and even the social system. However, customer experience should not be
confused with user experience and should be considered sensory, emotional, and cognitive.

Results of the article

This study fills a unique gap in the literature on customer experience concerning the willingness to pay. While focusing on
customer experience, it also identified the effects of different touchpoints on willingness to pay. This study also revealed the
importance levels of customer experiences at different touchpoints.

Additionally, the model created for this study was designed to apply to different sectors. In the study, it was determined that
different contact points had an impact on the willingness to pay the price at different levels of importance. With this critical
finding, scenarios where the willingness to pay for the price is at the highest level have also been identified. From this perspective,
this study will benefit academicians and companies who want to operate in this field. In addition, the study will guide future
customer experience and price relationship studies for many sectors.

Suggestions based on results

After evaluating this model and research results, researchers can apply the study to different sectors. In addition, new customer
contact points are entering our lives in the rapidly developing and changing world. For this reason, no matter which sector the
future studies are related to, it is extremely critical to discover customer experience touchpoints with the qualitative study in the
first part of the research. When the current data is examined, it would be correct to focus on these call centre and WOM
touchpoints, which are most important. Additionally, if the problem is to increase the willingness to pay, this study can be
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examined. Thus, customer experience management work can benefit from this. Finally, this study will guide how conjoint analysis
is used in customer experience design.

Limitations of the article

The study of the effect of customer experience on willingness to pay prices at different touchpoints is limited to the
telecommunications sector. In addition, the study presents Turkish people’s culture and industry design because it was done in
that country. Additionally, budget and time constraints have been allocated to the study.
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Giris
Teknolojinin her gegen giin gelismesi, dijitallesme tizerine yapilan yatirimlarin artmasi, yeni iletisim

kanallarinin dogmasi ve bu gelismeler ile miisteri davramislarinin degismesi sonucu pazarlama diinyasi
ciddi bir degisime ugramustir.

Hemen her sektorde benzer kalitede ve nitelikte iiriin ve hizmetin iiretilebilir olmasi, islevsellik
diizeylerinin birbirine ¢ok yaklasmasi, bilgiye erisimin ve alternatiflere ulasabilmenin kolaylasmasi,
dolayisiyla muiisterilerin gegmise gore ¢ok daha bilingli hale gelmesi ile artik markalar yasattiklar:
miisteri deneyimi ile tercih edilme yolunu se¢meye calismaktadir.

Degisen diinyada bilgiye ve alternatiflere kolayca ulasabilen tiiketiciler, hizla biiyiiyen treticiler icin
son derece kisitl1 bir kaynak haline gelmistir. Bu kisith kaynaktan aldig1 pay1 artirmak isteyen markalar,
miisterilerinin isteklerini karsilayacak ve onlar1 tatmin edecek stiin kaliteyi yakalamak
mecburiyetindedir. Yiiksek oranda bir tatmin seviyesine ulasamayan mdisteriler de bunu saglayabilen
markalarin tirtinlerini veya hizmetlerini almaya devam etmektedirler (Ha ve Perks, 2005).

Insanlar farkli bir durumla karsilagtiklari zaman daha 6nce yasamis olduklari deneyimlere dayali
davranislar gostermektedirler (Diresehan, 2012). Deneyimi ana ¢alisma alani olarak diistinen pazarlama
uzmanlarina gore sampuan, tiras kremi veya parfim gibi iiriinler bile sadece birer iiriin degildir.
Pazarlama uzmanlari, triinlerin tiiketim anindaki ve bulunulan ortamdaki durumdan kaynakli
potansiyel hisleri ve duygular1 olusturacak deneyim {izerine ¢alismaktadirlar (Schmitt, 1999).
Dolayisiyla miisteri deneyiminin sadece {irtin ve hizmet niteliginden ibaret olmadig: distintilebilir.

Deneyim; tirtinler gibi maddi, hizmetler gibi manevi bir varlik degildir ve 6l¢iilmesi zordur. Bu nedenle
etkisi de kisiden kisiye farklilik gostermektedir. Markalarin miisterilerine sundugu deneyim agisindan
bakildiginda midisteriler, sunulan seye 6nem veriyorlarsa daha yiiksek bedel 6demeye de hazirdirlar.
Oyle ki; yapilan aragtirmalar insanlarin deneyime dayali satin alma kararlarinda daha kolay karar
verdiklerini ve daha mutlu olduklarini ortaya koymaktadir (Carter ve Gilovich, 2010). Isletmelerin ve
markalarin agisindan bakildiginda hedef kitlelerin kendileriyle etkilesim halinde olmas: beraberinde
¢ok sayida avantaji getirmektedir.

Sosyal medya ve internet kullanimlarindaki artis, bireylerin gerek olumlu gerekse de olumsuz olarak
yasadiklar1 tim deneyimleri cevreleriyle paylasma davranisini da pesi sira getirmistir. Isletmeler ise bu
davranisi kendilerine bir avantaj haline getirmeye ¢alismakta, bunu saglayabilmek i¢in de miisterilerine
satin alma oncesi, satin alma esnast ve satis sonrasinda yasattiklar1 deneyime ve miisterilerin bu
deneyimden sagladiklar: faydalara ve degerlere odaklanmalidir. Bu nedenle her gecen giin deneyim
kavramina verilen 6nemin artmasi, miisterilerin deger algilarinin markalar ve isletmeler ile yasadiklar1
tum deneyimlerden etkileniyor olmasimin énemli bir sonucudur.

Dolayistyla bu bakis agisiyla ilerlemek isteyen sirket ve markalar icin miisteri deneyiminin 6nemi ciddi
oranda artmis, bu alanda inceleme ve yatirimlar yapilmaya baslanmistir. Miisteri deneyimi alaninda
derinlemesine arastirmalarin artirmasiyla beraber isletmeler, miisterilerinin gectigi farkli temas
noktalarinda sagladiklar1 deneyimlere odaklanip bu deneyimleri miisteri beklentileriyle eslestirmeye,
hatta otesine gegmeye calismaktadir. Bu dogrultuda miisteri yolculugunun hangi temas noktasmin
fiyata olan odeme istekliligini etkileyebilecegini ve bu etkilerin farkli demografik yapilara gore nasil
degisecegini anlamak biiyiik nem tasimaktadir. Bu ¢alismada kullanilan Konjoint Analizi ile ayr1 ayr1
fayda oranlar1 hesaplanabildigi icin satin alma 6ncesi ve satin alma esnasindaki her bir temas noktasi
ozelinde fayda saglayabilecek bilgilere ulasilmustir.

Calismanin amaci telekomiinikasyon sektoriindeki miisteri deneyimi temas noktalarinin tespit edilmesi
ve tespit edilen temas noktalarinin 6demeye istekli olunan fiyat tizerine etkilerinin anlasilmasidir. Bu
nedenle oncelikle miisteri deneyimi temas noktalarmin net bir sekilde tespit edilmesi gerekmektedir.
Bu temas noktalarini tespit edebilmek amaciyla 6ncelikle son ti¢ yilda telekomiinikasyon sirketlerinden
mobil abonelik hizmet paketleri satin alan ve her grupta alt1 kisinin bulundugu 18 kisi ile ti¢ farkl1 odak
grup calismasi yapilmustir. Odak grup calismalarmin sonucunda ortaya miisteri deneyimi yolculuk
haritas1 ¢ikarilmis ve temas noktalar1 tespit edilmistir. Telekomiinikasyon sektoriindeki tiim temas
noktalarinin eksiksiz olarak ortaya ¢ikarilabilmesi amaclanmis oldugundan olusturulan temas noktast
haritasinin telekomiinikasyon sirketlerinin hazirladig1 miisteri deneyimi temas noktalari ile ortiisiip
ortiismediginin incelenmesi ihtiyact dogmustur. Bu amagcla ti¢ farkli telekomiinikasyon sirketinden
(Turkcell, Vodafone, Tiirk Telekom) birer miisteri deneyimi yoneticisi ile bireysel derinlemesine
goriismeler yapilmustir. Yapilan bu goriismeler neticesinde ise hem miisteriler agisindan hem de
telekomiinikasyon sirketleri agisindan tiim temas noktalar: tespit edilmis, nihai miisteri deneyimi
yolculugu belirlenmistir. Calismanin bu alanda faaliyet gosteren firmalara hangi temas noktasindaki
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hangi miisteri deneyimleri {iizerine odaklanilmasi gerektigi konusunda rehberlik saglanmasi
amaglanmistir.

Literatiir taramasi

Miisteri deneyimi kavrami, temel anlamda 1980’lerin ortalarinda 6nemli hale gelmeye baslamistir
(Holbrook ve Hirschman, 1982). Sonrasinda ise tiiketicileri daha ¢ok tutarli karar vericiler olarak
tamimlayan arastirmacilar bu goriislerini degistirmeye baslamistir. Son donemlerde “deneyim kavrami”
tiiketici davranisini anlamak igin énemli bir kriter olarak ele alinmaktadir (Seligman, 2018). Isletmeler
agisindan bir iiriin veya hizmete ait 6zelliklere ve bu ozelliklerle ilgili diizeylere dair tiiketiciler
tarafindan atfedilen degeri bilmek 6nemlidir. Ttiketiciler {irlin veya hizmet seciminde ¢ok sayida
secenek arasindan karar verirken kendilerine bu segeneklerden en fazla fayda saglayacak tirtin veya
hizmetleri tercih etmektedirler.

Stirat ve dontiistim, 21. ytizyilin en 6nemli kelimeleri arasinda bulunmaktadir. En hizli déntistim gegiren
alanlarin basinda olan pazarlama kendisiyle beraber ¢ok sayida aliskanlii, davranis sekillerini ve
yaklagimi da degismeye zorlamaktadir. Pazarlamanin odagi daha dnceleri tirtindeyken hizmete ve daha
sonrasinda da miisteri deneyimine dogru yon degistirmistir (Homburg, Jozi¢ ve Kuehnl, 2015).
Boylelikle pazarlama yoneticilerinin bakis agilar: da degismis, tirtin ve hizmetlerinin basarisiyla yol alan
geleneksel pazarlama calismalarinin yerine edindikleri miisteriler icin fayda yaratmaya calismaya
baslamislardir (McAlexander, Schouten ve Koenig, 2002). Yeni miisteri edinmenin mevcut miisterileri
elde tutabilmekten daha fazla maliyetli olmasi nedeniyle isletmeler miisteri deneyimini mevcut
miisterilerini de kapsayacak sekilde yonetmeye baglamistir.

Sirketlerin miisterilerine benzersiz deneyimler yasatmalarina yol acan deneyimsel pazarlama anlayisy,
sirketlerin  icerisinde = bulunduklar1 = rekabet ortaminda rakiplerinden farklilasmalarim
saglayabilmektedir (Yuan ve Wu, 2008).

Deneyim kavraminin literattirdeki tanimlar1 da pazarlamayla beraber degismeye ve gelismeye devam
etmistir. Bu degisim ve gelisim Tablo 1'de gosterilmistir.

Tablo 1: Literattirdeki Miisteri Deneyimi Tanumlar1

Yazar Yil Deneyim Tanim
Maslow 1964 Zirve deneyimi
Holbrook, Hirschman 1982 Deneyimsel yonler, tiiketim deneyimi
Csikszentmihalyi 1990 Akis deneyimi
Arnould, Price 1993 Olagantistii deneyim
Carbone, Haeckel 1994 Miisteri deneyimi miihendisligi
Pine, Gilmore 1998 Hafizaya dayali deneyim, deneyim ekonomisi
Schmitt 1999 Deneyimsel pazarlama
Poulsson, Kale 2004 Ticari deneyim
Boswijk, Thijssen, Peelen 2005 Anlam deneyimi
Tarssanen, Kyldnen 2007 Deneyim piramidi

Kaynak: Same ve Larimo, 2012

Literatiir taramasinda miisteri deneyiminin farkli alanlarda incelendigi gozlemlenmis ve buna dair
ornekler Tablo 2'de verilmistir. Ancak bu ¢alismalarin halihazirda kisitli oldugu s6ylenebilir.
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Tablo 2: Literatiirdeki Miisteri Deneyimi Calismalar1 Ornekleri

No Yazarlar Yil Arastirma Konusu

1 Tewari ve Misra 2015 | Miisteri deneyimini yiikseltmek icin bir arag olarak bilgi teknolojileri
2 Stocchi, Hart ve Haji 2016 | Sehir merkezi miisteri deneyimi

3 Chauhan, Akhtar ve Gupta 2022 Dijital bankacilikta miisteri deneyimi

4 Becker ve Jaakkola 2020 | Miigteri deneyimi: aragtirma igin temel 6nermeler ve gikarimlar

5 Hoyer vd. 2020 | Miisteri deneyiminin yeni teknolojilerle déniistiiriilmesi

6 Lemon ve Verhoef 2016 Miisteri deneyimi tanimi, kavramlagtirilmasi, tarihi ve 6nemi

7 McColl-Kennedy vd. 2018 | Onemli miisteri deneyimi icgoriileri kazarulmas

8 Steward, Narus, Roehm ve Ritz 2019 | B2B satin alma siirecinin zaman icerisinde degisimi

9 Prentice, Wang ve Loureiro 2019 | Marka deneyiminin miisteri katilim iizerine etkisi marka agki

10 Witell, Magnusson, Edvardsson 2019 | Isletmelerin farkli temas noktalarinda deneyimi nasil tasarlayip
ve Beckman yonetecekleri orgiitsel bakis acist

11 | Hamilton ve Price 2019

Miisteri yolculugunda miisteri bazli strateji gelistirilmesi

12 | Kuehnl, Jozic ve Homburg 2019 | Misteri yolculugu dizaymmn marka tutumu, marka deneyimi, marka
sadakati tizerindeki etkisi

13 | Santana, Thomas ve Morwitz 2020 | Misteri yolculugunun farkli asamalarinda tiiketici karar stratejileri
14 | Duranve Uray 2018 | Musteri deneyiminin dl¢iimii ve yonetimi

15 | Cal 2018 | Misteri degeri yaratmak ve miisteri deneyimi ile etkilesimi

16 | Osterle, Kuhn ve Henseler 2018 | B2B ve B2C markalarinin deneyimsel pazarlama agisindan

karsilastirilmasi

17 France, Grace, Merrilees ve Miller 2018 Marka deneyiminde sosyal etki

18 | Hamilton ve Alaxander 2017 | Miisteri yolcularin varis noktalar:

19 | McColl-Kennedy vd. 2017 Saglik hizmetleri deneyiminde duygulari anlamak ve yonetmek

20 | Homburg vd. 2015 | Miisteri deneyim yonetimi tipolojisi

21 | Antén, Camarero ve Garrido 2018 | Mize yolculugunda harcanan zaman, giizergah ve beklentinin ziyaretci

doyumunu nasil 6nleyebilecegi

22 | Hsiehve Yuan 2019 | Hizmet deneyimde miisteri beklentileri
23 | Narayanaswami 2017 | Toplu tagima hizmetlerinin tasarlanmas1, planlanmasi
24 | Stein ve Ramaseshan 2016

Miisteri deneyimi temas noktalarini kapsayan unsurlar

Kaynak: Yazar tarafindan tiretilmistir.

Tum bu ¢alismalar ¢ercevesinde miisteri deneyimi kapsaminda; miisteri yolculugu, miisteri yolculugu
haritalari, miisteri yolculugu temas noktalary, miisteri yolculugu analizi ¢alismalarina ulasilmis ve
onemli uygulamalar incelenmistir.

Miisteri deneyiminin de deneyim ekonomisi bakis agisi, ¢ok kisa bir stire zarfinda ekosistem haline
gelmis, sadece tiriin ile miisteri arasinda degil, miisteri ile isletme, tedarik¢i, dagitici, hatta sosyal sistem
gibi deneyimin biittinsel olarak yaratilmasinda katkisi olan tim paydaslar1 da kapsar hale gelmistir.
Lemon ve Verhoef (2016) “Miisteri Deneyimini Miisteri Yolculugu Kapsaminda Anlamak” adl
calismalarinda mdisterilerin artik firmalarla birden fazla kanal ve medyadaki sayisiz temas noktalar1
aracihigy ile etkilesime girdigini ve miisterilerin dogasi geregi daha sosyalleserek degistiklerini
belirtmistir. Bu degisiklikler, firmalarin olumlu miisteri deneyimleri yaratma ve sunma konusunda
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birden fazla is fonksiyonunu ve hatta dis kaynak partnerliklerini biinyelerine entegre etmesini
gerektirmektedir.

Miisteri deneyimi kavrami

Miisteri deneyimi agisindan bakildiginda birey, bir tirtin veya hizmet satin aldiginda kendisine yonelik
uygulanan ancak maddi olmayan bir¢ok faaliyet satin almis olur. (Pine ve Gilmore, 1998). Oysa bir
deneyim satin alindiginda, isletmenin ilgisini ¢ekecek sekilde sundugu ve akilda kalabilecek bir dizi
olayla keyifli zaman gecirmek igin bir bedel 6demis oldugu ifade edilebilir (Pine ve Gilmore, 2011).

Miisteri deneyimi kavrami; miisteri kaynakli bilginin yeniligine dayanan, birbiriyle sosyal anlamda
bagl ve genis yatay gruplarin olusturdugu mdiisterilerin satin alma stireclerinin tamaminda elde ettigi
toplam deneyimlerle satin almay1 gerceklestirmesidir. Miisteri deneyimi, herhangi bir kisinin satin
alma siireci 6ncesinde, satin alma stirecinde veya satin alma sonrasi siirecte tiriin, hizmet ve marka ile
kurdugu ttim iligkiler olarak tanimlanabilir (Deligoz, 2016). Giintimtiizde isletmelerin rekabet avantaj
kazanmasinda ve ticari basarinin elde edilmesindeki en 6nemli faktorlerin basinda gelen miisteri
deneyimi, musterinin bir tirtin, hizmet, marka, isletme veya kurulusun herhangi bir boliimi ile
miisterinin tepkilerini olusturan tiim etkilesimlerden kaynaklanmaktadir (Lemon ve Verhoef, 2016).
Isletmeler, miisteri sadakatini arttirabilmek icin artik sube, diikkan ve magaza gibi geleneksel temas
noktalarinda ya da mobil uygulamalar, dijital hesaplar, ctizdanlar gibi daha yeni temas noktalarinda,
yani alisveris yolculugunun gelisimi ilgili temas noktalarinin tamaminda mdiisterinin markayla
karsilasmasmin gerekli oldugunu diistiinmektedirler. Isletmeler boyle bir karsilasmanin miisterinin
yolculuguna olumlu katk: sagladigini hissediyorlarsa, bu kaliteli bir miisteri deneyimi saglamak olarak
ifade edilmektedir.

Miisteri deneyimini iyilestirmek icin kanallar arasinda temas noktas: karsilasmalarini diizenlemek,
optimize etmek ve iyilestirmek i¢cin miisteri deneyimi yonetimi ortaya ¢ikmustir (Ziliani ve Leva, 2019).
Kotler (2003), “miisteri deneyimi”ni modern pazarlamay: geleneksel pazarlamadan ayr1 kilan en nemli
ozellik olarak agiklamustir. Kotler, Kartajaya ve Setiawan (2017), miisteri deneyiminin tasarlanma

siirecini Sekil 1'de belirtilen bes basamakta ele almustir.

Sekil 1: Miisteri Deneyimi Basamaklar1

Farkindalik Cekicilik Sorma Eylem Savunma
Miisteri zamanla
Miisteriler Daha fazla markaya kars1
kaldiklar: -kisa Meraklanan bilginin tesvik giiclti bir bag
Miisteriler pasif bir stireli hafizada miisteriler daha ettigi muisteriler kurar ve bunun
sekilde gecmisteki kalan ya da uzun fazla bilgi icin belirli bir markay1 da miisterinin
deneyimler, pazarlama stireli hafizaya kendilerine cekici satin almaya elde tutulmasi,
Miisteri iletisimleri ve gecen- tiim bu gelen markalar1 karar verirler ve yeniden satin
Deneyimi miisterilerin mesajlar1 arkadas ve satmn alma, alma yapmasi ve
savunuculugu sayesinde islemden gecirir ailelerinden veya kullanma ve en sonunda
uzun bir marka listesine ve sadece kisa medyadan servis siirecleri markay1
maruz kalir markalar lisesi arastirmaya sayesinde daha digerlerine kars1
cekici gelmeye baslar fazla etkilesime savunmast
baglar girerler seklinde
yansimast olur
L Magazadan ya da
Tavsiye igin . -
internetten tirtin Markay1
Bagkalarindan markay1 arkadas1 arama
. alma kullanmaya
duyma Markanin gekici d
. ; s evam etme
gelmesi Internetten tirtin o
.. Uriinii ilk kez
Temel Kasitsiz olarak marka deneyimi okuma kullanma Markavi veniden
Miisteri reklamlarina maruz Marka hakkinda iy
izlenimi kalma degerlendirme Cagri merkezi ile satm alma
g" . 5 Sorun hakkinda
olgtileri temas kurma A
. . - sikayette Markay1
Gegmisteki deneyimi olusturma
< - bulunma bagkalarina
hatirlama Magazada tiriin .
tavsiye etme
deneme .
Hizmet alma
Miisteri
Olasi - . ; . .
Temas Biliyorum Begeniyorum Ikna Oldum Aliyorum Tavsiye ederim
Noktas1

Kaynak: Kotler vd., 2017
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Miisteri deneyimi herhangi bir kisinin satin alma tncesi, esnasi veya sonrasinda tirtin, hizmet ve marka
ile kurdugu tum iliskiler olarak da tanimlanabilir (Deligoz, 2016). Guntimtizde isletmelerin rekabet
avantajl kazanmasinda ve ticari basar1 elde etmesinde en tnemli faktorlerin basinda gelen miisteri
deneyimi, miisterinin bir {irtin, hizmet, marka, isletme veya kurulusun herhangi bir boliimi ile
miisterinin tepkilerini olusturan tiim etkilesimlerden kaynaklanmaktadir (Lemon ve Verhoef, 2016).

Miisteri deneyimini iyilestirmek icin kanallar arasinda temas noktas: karsilasmalarini diizenlemek,
optimize etmek ve iyilestirmek icin miisteri deneyimi yonetimi ortaya ¢ikmustir (Ziliani ve Leva, 2020).
Miisteri deneyimi yonetimi ayrica miisterinin markaya olan aidiyetini artirmakta ve miisterinin satin
alma davranisinin isletme lehine degismesini saglamaktadir (Kavitha ve Haritha, 2018). Miisteri
deneyiminin yonetilmesi ile isletmeler miisterileri kendilerine ¢eken, onlar1 koruyan ve onlara katma
deger saglayan biittinsel bir yaklasim sergiler ve gelistirirler (Clemes, Gan ve Zhang, 2010). Bu bakis:
yansitacak sekilde miisteri deneyiminin teorik haritas: Becker ve Jaakkola (2020) tarafindan Sekil 2’ deki
gibi olusturulmustur.

Sekil 2: Miisteri Deneyiminin Teorik Haritas1

Miisteri Deneyimi Olgusunun Kapsami

Pozitivist Yorumlayict

& »
< >

7 - ) ~ ™
o . P .
yd Hizmet Ve AN N
/ / AN N\
/ Pazarlamasi Perakende  / \ \
Yénetsel uyaricilara [ Deneyimsel [ Hizmet | Tuketici Hizmet Odakl | Tiiketim siireglerine

gbre miiteri deneyimi \I Pazarlama \ Dizaym | Arastirmast Bakis | gire miisteri deneyimi
\\ Online Markalama \\ //' /’
L Pazarlama \. / /
AN \\ A 4 S
. S -
~ PN _

& »

< »

Pozitivist Yorumlayict

Meta Teorik Varsavimlar

Kaynak: Becker ve Jaakkola, 2020

Miisteri temas noktalar1

Miisteriler tiriin, hizmet, marka ve sirketlere farkl: kanallarda ve farkli zamanlarda her temas ettiginde
bir tiir deneyime sahip olur, bu etkilesimlerin gerceklestigi her bir farkli birime “temas noktas1” denir
(Stein ve Ramaseshan, 2016). Temas noktalar1 sadece satin alma stirecinden ibaret olmamakla birlikte
bir nevi yolculuk duraklar: gibidir.

Miisteri temas noktalari, bir miisterinin herhangi bir markadan bir tirtin ya da hizmet satin alma stireci
oncesinde, esnasinda veya sonrasindaki tiim etkilesimleri icermektedir. Miisteri temas noktasi, bireysel
etkilesimler ve cesitli pazarlama kanallar1 araciligiyla gerceklesebilir. Etkilesim, bir pazarlama mesaijt
veya reklam kampanyasi iletmek gibi deneyimi sizin kontrol ettiginiz yerde hem dogrudan hem de
dolayli olarak olabilir. Temas noktalar1 da bir miisterinin bir markayla veya bir markanin ortaya
koydugu varliklariyla etkilesime girilen ve genellikle misteri yolculugunun zaten bilinen ve iyi
tanimlanmis noktasidir. Chatzopoulos ve Weber’e (2018) gore, tiim temas noktalar: miisteriler icin esit
derecede 6nemli degildir.

Miisteri temas noktalari, miisteri deneyiminin olusumunda 6nemli bir faktordiir. Miisteri deneyimi,
miisteri yolculugu esnasinda tirtin ve marka etkilesimi sonucu miisteride uyanan duygulardir; bir diger
deyisle kisiseldir ve marka kontroltintin disinda kalir. Bundan dolayr markanin miisteri deneyimini
yaratamayacagl ancak miisterinin istedigi deneyimi yasayabilmesi igin gerekli uyaranlari
olusturabilecegi ve diizenleyebilecegi 6ne siiriilmektedir (Stein ve Ramaseshan, 2016). Ancak tiim
miisteri temas noktalarmin ayni 6nemde olmayabilecegi, her miisterinin birbiriyle benzer ya da aym
temas noktalarmdan gecemeyebilecegi ve benzer beklentilere sahip olamayabilecegi diistincesiyle ilgili
tasarimlar bu faktorleri goz ontine alarak calisilmalidir (Rosenbaum, Otalora ve Ramirez, 2017).
Giintimtiizde birgok farkl sektorde bir¢ok farkli miisteri tipi farkli temas noktalarindan gegerek miisteri
deneyimi yolculuklarini yasamaktadir.
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Fiyata olan 6deme istekliligi kavram

Ttiketicilerin bir marka ile kurduklar1 duygusal baglar, tiiketicinin marka hizmeti ve marka tirtinleri
icin 6zel bir fiyat 6deme isteklilik olasiliklarmi artirmaktadir (Thomson, Maclnnis ve Whan Park, 2005).
Potansiyel bir alicinin bir trtin igin ddeme istekliligini tahmin etmek icin farkli yontemler
kullamilmaktadir. Bu yontemlerden bazilar1 hedonik fiyatlandirma analizi, birlesik analiz ve deneysel
acik artirmalardir (Green ve Srinivasan, 1990). Konjoint Analizi de 6zellikle pazarlama ve isletmecilik
alaninda tiiketicilerin 6deme istekliligini 6l¢gmek icin kullanilmaktadir (Marangon, Troiano, Tempesta
ve Vechiato, 2013).

Odeme istekliligi belirli bir miktarda iiriine tiiketicilerin 6demek istedigi maksimum fiyat olarak
tanimlanmistir. Bu baglamda, d6deme istekliliginin esasen en tiist fiyat diizeyi ile iligkili oldugu
soylenilebilir. Ayrica literatiirde miisterilerin 6deme istekliligi ti¢ farkli yontemle 6lgmiistiir. Bunlar;
mevcut islem verileri, Vickrey miizayedeleri ve anket verileridir (Wertenbroch ve Skiera, 2002).

Mevcut islem verileri yonteminde 6demeye olan isteklilik fiyat tarama verileri ve tirtinlerin 6n-test
verileriyle ortaya gikarilmaktadir. Bu veriler belirtilmis olan degil gerceklesmis veriler oldugundan
dolay1 dis gegerliligi yiiksek olan verilerdir (Wertenbroch ve Skiera, 2002). Hentiz pazara sunulmamuis
olan tirtinlerin 8deme istekliliginin belirlenmesi simiilasyonlar araciliiyla, pazardaki mevcut iiriinler
ise gerceklesmis olan satin alma bilgileri araciligtyla yapilmaktadir.

Vickrey miizayedelerinde ise katilimcilara kapali zarfla teklifler sunulur. Sonugta en yiiksek teklifi
veren kazanmaktadir ancak en ytiksek ikinci teklif verilen fiyat ddenir (Vickrey, 1961). Bu yontemde bu
tuir ihalelere katilan kisiler i¢in en iyi yontem tiriine bictikleri reel deger tizerinden teklif vermektir.

Konjoint analizi

Konjoint Analizi 6zellikle katihmcilarin tirtin ya da hizmetler igin tercihlerini nasil gelistirdiklerini
anlamaya yonelik ¢ok sayida degiskeni bulunan bir tekniktir. Tiiketicilerin tirtin ya da hizmetin
degerini her bir 6zelligin ayr1 dlgiilerdeki degerlerini bir araya getirerek degerlendirmesi gibi basit bir
anlayisa dayalidir (Hair, Black, Babin ve Anderson, 2014). Pazarlama arastirmalarinda oldukca sik
basvurulan Konjoint Analizi ile isletmeler, belirli bir {iriin veya hizmette en ¢ok tercih edilen 6zellikleri
belirleyerek, tiriin tasarimi ya da fiyatlandirma calismalar1 yapmak, pazar paymu belirlemek gibi
tahminlerde bulunmay1 amaclamaktadir.

Konjoint Analizi diger ¢ok degiskenli yontemlerden temelde doért alanda ayrisir. Bunlar;

1. Ayrmmsal dogasi

2. Rastlantisal degiskenin tanimi

3. Bireysel diizeyde cesitli hesaplarin yapilabilmesi

4. Bagimli ve bagimsiz degiskenler arasindaki iligkiler boyutunda esnekligidir (Hair vd., 2014).

Bireysel tiriin, hizmet ya da yasatilan deneyimin 6zelliklerine yonelik dogrudan sorulari cevaplamanin
aksine, Konjoint Analizi'nde katiimcilar sorulara basitce tiim o6zellikler 6nemlidir seklinde cevap
veremez. Aynen gercek hayatta oldugu gibi ¢ok istenen ve az istenen zelliklere gore tirtinii, hizmeti ya
da deneyimi degerlendirip, bunlarin farkli yonlerinden vazge¢mek zorundadirlar. Bu ozelliginden
dolay1 Konjoint Analizi, bircok kaynakta “trade-off” analizi olarak da tanimlanmaktadir. Bu durum
Konjoint Analizi'nin ozellikle tiiketici karar verme siireclerine yonelik arastirmalarda sikca
kullanilmasini da saglamaktadur.

Konjoint Analizi bircok alanda kullanilmaya devam edilmektedir. Ornegin arastirmacilar, gida
endiistrisinde sigir eti ve lokal gida gibi gida tirtinleri i¢in 6deme yapma istekliligini Konjoint Analizi
ile arastirmiglardir (Adalja, Hanson, Charles ve Tselepidakis, 2015). Green ve Srinivasan’in (1978)
“Ttiketici Arastirmalarinda Konjoint Analizi: Konular ve Goriisler” adli galismarinda Konjoint Analizi
altt adimdan olusmaktadir. Birinci adim tercih modeli se¢me asamasidir. Bunu sirastyla veri toplama
metotlarin belirleme, tam profil yontemi igin analiz dizisi olusturma, sunum yontemini se¢me, bagimli
degisken i¢in 6lgegi belirleme ve nihai olarak model tahmin ydntemini se¢me asamalari izlemektedir.

Arastirmanin yontemi

Arastirma problemini ¢6zmek adma sistematik bir yol takip edilmistir. Arastirmanin kesifsel
boliimiinde o6ncelikle ikincil kaynaklardan faydalanilarak literatiir taramas1 yapilmustir. Literatiir
taramasinda mdiisteri deneyimi, miisteri yolculugu, miisteri yolculugu temas noktalar1 ve fiyata olan
O0deme istekliligi ile ilgili gecmiste yapilan calismalar ve yontemler incelenmistir.
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Calismada oncelikle miisteri yolculugunu anlamak amaciyla son ti¢ yilda telekomiinikasyon
sirketlerinden mobil abonelik hizmet paketi satin alan ve her grupta alt1 kisi olmak tizere toplamda 18
kisiyle ti¢ farkli odak grup ¢alismasi yapilmistir. Ardindan ti¢ farkli telekomiinikasyon sirketinden
(Turkcell, Vodafone, Tiirk Telekom) birer miisteri deneyimi yoneticisi ile bireysel derinlemesine
goriismeler yapilarak nihai miisteri deneyimi yolculugu haritas: belirlenmistir. Bireysel derinlemesine
goriismelerde kullanilan yazarlar tarafindan olusturulan sorular “kag farkli tipte muiisteri tipine
sahipsiniz?” ve “kag farkli miisteri deneyimi yolculugu tasarladimz?” seklindedir.

Tasarlanan miisteri deneyimleri icin 6demeye isteklilik durumlar1 Konjoint Yontemi ve 5'li Likert tipi
Olcek ile olctilmiistiir. Aragtirma icin veri toplama dénemi 2023 yiliin Eyliil ay1 olarak gergeklesmistir.
Cevrim ici olarak uygulanan ankette her biri ayr1 miisteri deneyimi senaryolarin olusturacak sekilde
toplamda 16 farkli soru sorulmustur. Tim sorular yazarlar tarafindan hazirlanmigtir. Ug boliimden
olusan anketin birinci boltiimii bir filtre sorusu ile baslamaktadir. Filtre sorusu son ii¢ yil igerisinde
telekomtinikasyon sirketlerinin herhangi birinden mobil abonelik hizmeti alinip alinmadig1 seklindedir.
Bu soruya olumsuz yanit veren katilimcilar calisma disinda birakilmistir. Evet cevabi veren ve 18-64 yas
araliginda olan 500 katilimci arastirmanin 6rneklemini olusturmustur. Anketin ikinci bolimiinde ise
tiiketicinin fiyata olan 6deme istekliligi 16 farkli senaryo ve 571i Likert olcegi ile katilimcilara
sorulmustur. Senaryolar 12 farkli faktérden olusmaktadir. Bu faktorler; TV reklami yayimlama, radyo
reklami yaymlama, gazete reklamu yayimnlama, alaninda uzman bir bayi ile goriisme, acik hava
reklamlar1 yayinlama, kullanici dostu web sitesi, fiyat karsilastirma sitelerinde bulunmasi, c¢agri
merkezi bekleme stiresi, olumlu sdylentiler olmasi, ilgi ¢ekecek iceriklerin paylasilmasi, bilgilendirme
SMS'i gonderilmesi, hizli1 kargo hizmet sunulmasidir. Son olarak {ictincti béliimde ise katilimcilarin
demografik sorulara cevap vermesi istenmistir.

SPSS programinda ortogonal yontemle hazirlanan 16 farkli miisteri deneyimi senaryosu 12 farklh faktor
yani temas noktasi icermektedir. Bu faktorler birer hipotez haline getirilmis ve Konjoint Yontemi ile
sinanmistir. Olusturulan 12 farkl hipotez asagidaki gibidir:

Hi. TV reklamlari temas noktasindaki miisteri deneyiminin ddemeye istekli olunan fiyata etkisi vardir.

H,. Radyo reklamlar: temas noktasindaki miisteri deneyiminin ddemeye istekli olunan fiyata etkisi vardir.
H3. Gazete ve Dergi temas noktalarindaki miisteri deneyiminin 6demeye istekli olunan fiyata etkisi vardir.
Hy. Bayi temas noktasmdaki miisteri deneyiminin ddemeye istekli olunan fiyata etkisi vardir.

Hs. Outdoor reklamlar temas noktasindaki miisteri deneyiminin ddemeye istekli olunan fiyata etkisi vardr.
Hg. Karsilagtirma siteleri temas noktasindaki miisteri deneyiminin édemeye istekli olunan fiyata etkisi vardir.
Hj. Cagri Merkezi temas noktasindaki miisteri deneyiminin ddemeye istekli olunan fiyata etkisi vardr.

Hjs. WOM temas noktasindaki miisteri deneyiminin ddemeye istekli olunan fiyata etkisi vardur.

Hy. Sosyal Medya temas noktasidaki miisteri deneyiminin ddemeye istekli olunan fiyata etkisi vardir.
Hig. SMS temas noktasindaki miisteri deneyiminin édemeye istekli olunan fiyata etkisi vardir.

Hi1. Web sitesi temas noktasidaki miisteri deneyiminin ddemeye istekli olunan fiyata etkisi vardir.

His. Kargo temas noktasindaki miisteri deneyiminin ddemeye istekli olunan fiyata etkisi vardar.

Arastirma verisi

Arastirmanin evreni Tiirkiye’de ikamet eden 18-64 yas arasi1 mobil abonelik paketlerinden en az birini
kullanan tiiketicilerden olusmaktadir. Anket Maltepe Universitesi etik kurulu onayi ile yiiriitiilmiis
olup Tiirkiye'de yetiskin bireylerin tamaminin GSM mdisterisi oldugu varsayimu ile katilimcilar kolayda
ornekleme yontemi ile tespit edilmistir. Arastirma evreni Tuirkiye’deki GSM kullanicilarinin tamamudir.
Bu evrende Bilgi Teknolojileri ve Iletisim Kurumunun (BTK) yayimladigi 2022 yili digiincii ceyrek
elektronik haberlesme verileri raporuna gore Eyliil 2022 sonu itibari ile Ttirkiye’de mobil abone sayis1
90,82 milyona ulastig1 goriilmektedir (Bulamaci, 2023). Arastirmanin 6rneklemi ise son ti¢ yil igerisinde
telekomiinikasyon sirketlerinden mobil abonelik hizmet paketi satin alan 18-64 yas araligindaki 500
kisiden olusmaktadir.

Katillmcilarin  %50,6’s1 erkek, %49,4'ti kadinlardan olusmaktadir. Katilimcilarin yas dagilimina
bakildiginda %19,2’si 18-24 yas araliginda, %25,8'i 25-34 yas araliginda, %26,2’si 35-44 yas araliginda
%17,2's145-54 yas araliginda, %11,6'1i 55-64 yas araligindadir. Katilimcilarin egitim diizeyleri ise %5,2’si
ilkokul, %10'u orta okul, %36,4't lise, %451 universite ve %3,4'ti ise yiiksek lisans/doktora
seviyesindedir. Meslekler incelendiginde, katilimcilarin %10,6’sinin galismadigi, %16,2’sinin ev hanim,
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%9 unun emekli, %30,6'lik biiyiik bir ¢cogunlugun 6zel sektor galisani, %12,6’sinin kamu {icretlisi,
%10,8’inin  6grenci ve %8inin ise serbest meslek sahibi oldugu gortlmektedir. Gelir diizeyi
incelendiginde, katihmcilarin %29,8"inin asgari ticret, %24,8"inin 11.500-15.000 TL araliginda, %22’sinin
15.001-25.000 TL araliginda, %15'inin 25.001-35.000 TL araliginda ve %8,4’tniin ise 35.001 TL ve
tizerinde ticret karsiliginda calistig1 gortilmektedir.

Bu galismada veri analizi icin gereken biitiin istatistiksel islemler IBM SPSS 23.0 istatistiksel analiz
programu ile yapilmustir. Farkli temas noktalarindaki miisteri deneyiminin ddemeye istekli olunan fiyat
tizerine etkisini 6lgmek igin kullanilan ankette bulunan faktorlerin giivenirligini Cronbach’s Alpha
degeri hesaplanarak analiz edilmistir.

Arastirma modeli

Lemon ve Verhoef (2016), “Miisteri yolculugu baglaminda miisteri deneyimini anlamak” baglikli
calismalarinda miisterilerin artik sirketlerle birden fazla kanal ve medyadaki ¢ok sayida temas noktasi
araciligiyla etkilesime girdigini ve miisterilerin dogasi geregi daha sosyal hale gelerek degistigini
belirtmistir. Bu nedenle telekomiinikasyon sektortindeki temas noktalar: ti¢ farkli odak grup calismasi
ve ¢ farkli birebir derinlemesine miilakat yontemi ile asagida sekilde kesfedilmis ve model
olusturulmustur. Bagimh degisken, fiyata olan ¢deme istekliligi ve bagimsiz degiskenler, kesfedilen
miisteri deneyimi yolculugundaki 12 farkli temas noktasi olmustur.

Sekil 3: Arastirma Modeli

Fazlar Farkindalik Degerlendirme Satin Alma

Cagri1 Merkezi Bayi Cagr1 Merkezi

Radyo WOM Arama Motoru Bayi

Temas

Noktalart

Gazete ve dergi Arama Motoru Web Sitesi

Web Sitesi

Bayi Sosyal Medya WOM Mobil Uygulama

Outdoor SMS Karsilastirma Kargo

|

Odemeye Istekli Olunan Fiyat

Kaynak: Yazar tarafindan tiretilmistir.
Arastirma bulgular1

Konjoint Analizi; anket sonuglar1 kullanilarak tiiketicilerin fiyata olan 6deme istekliligi niyetini
etkileyen senaryo faktorlerin her birinin fayda degerlerini bulmak ve ortaya atilan hipotezlerin kabul
edilip edilmedigini anlamak amaciyla uygulanmstir. Olusturulan 12 farkli temas noktas icin 12 farkl
hipotez kabul edilmis ve bu temas noktalarindaki deneyimlerin tamaminin 6demeye istekli olunan fiyat
tizerine etkisi oldugu tespit edilmistir. Bu analiz sonuglarma goére mobil hizmet abonelik paketi satin
alma deneyimleri senaryolari igin farkh faktor ve diizeylerin tahmini fayda degerleri bulunmustur.
Fayda tahminlerine gore en ytiksek fayday1 olumlu soylentiler olmasi faktorii icin “evet” (0,185), cagr1
merkezi bekleme siiresi faktorii igin “kisa” (0,169), ilgi cekecek iceriklerin paylasilmas: faktorii igin ise
“evet” (0,103) diizeyleri saglamaktadir.

Konjoint Analizi sonuglarina gore arastirmaya katilan tiiketicilerin fiyata olan tdeme istekliliginin
artmasinda en ¢ok dnem verdikleri faktorleri Tablo 3’te gosterilmistir.
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Tablo 3: Faktorlerin Fayda Onem Dereceleri

Faktorler Onem Degeri
TV Reklamlar1 Yaymlama 7,6%
Radyo reklamlar1 Yayinlama 6,9%
Gazete reklamlar1 Yayinlama 6,7%
Alaninda uzman bir bayi ile goriisme 9,0%
Acik hava reklamlar1 yaymlama 7,1%
Kullanic1 dostu web sitesi olmasi 8,1%
Karsilagtirma sitelerinde bulunmasi 7,4%
Cagri merkezi bekleme stiresi 12,0%
Olumlu soylentiler olmasi 10,5%
Hgi cekecek iceriklerin paylasiimasi 8,4%
Bilgilendirme SMS’i génderilmesi 8,6%
Hizl1 kargo hizmet sunulmasi 7,9%

Kaynak: Yazar tarafindan tiretilmistir.

Tablo 4’te belirtilen Pearson's R ve Kendall's Tau degerlerine gore, kurulan model anket katiimcilarinin
tercihlerine uygundur bir bagka deyisle kurulan model gecerlidir. Pearson’s R degerine bakildiginda
kurulan model ile gozlenen sonuglar arasinda neredeyse tamamia yakin %99,8'lik anlamli bir iliski
bulunmaktadir. Kendall’s Tau degerine bakildiginda ise olusturulan modelin tiiketicilerin tercihlerine
uygun oldugu sonucuna varilmaktadir.

Tablo 4: Korelasyon Tablosu

Faktorler Onem Degeri Anlamlilik Diizeyi
Pearson's R 0,998 0,000
Kendall's tau 0,950 0,000

Kaynak: Yazar tarafindan tiretilmistir.

Kurgulanan miisteri deneyimleri tasarimlar: arasinda en ¢ok tercih edilen 6zelliklere ve diizeylere sahip
senaryo 3,029 fayda oraniyla “Yerel TV, Radyo ve gazete reklamlar1 yayimnlama, uzman bir bayi ile
goriismeme, acik hava reklamlar1 yaymlama, kullanic1 dostu web sitesi, fiyat karsilastirma sitelerinde
bulunma, ¢agr1 merkezi bekleme stiresi kisa, olumlu sdylentiler olmasi, ilgi cekecek paylasimlar olmasi,
bilgilendirme SMS’i paylasilmasi, hizli kargo hizmeti sunulmasi” kombinasyonlarindan olusan 4
numarali tasarimdir. Tim kombinasyonlar ve tasarimlar Tablo 5'te gosterilmistir.
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Tablo 5: Miisteri Deneyimi Senaryolar1 ve Fayda Oranlar1

Faktorl Faktor2 Faktor3 | Faktord | Faktor5 | Faktoré Faktor7 Faktor8 Faktor9 Faktor10 | Faktor11 | Faktor12
D1 Dost Fiyat Gagrt Olumlu ilgi SMS
TV Radyo Gazete §A Uzman ) y, Merkezi . . g' ) . . Hizhi Fayda
Mekan A Web Sitelerinde Soylenti Cekici Gonderi
Reklam Reklami Reklami Bayi L Bekleme LT A Kargo Oran1
Reklam Sitesi Bulunma . Olmasi Icerikler mi
Siiresi

No

1 Yerel Ulusal Yerel Evet Hayir Hayir Hayir Kisa Evet Hayir Hayir Hayir 2,004
2 Ulusal Yerel Yerel Evet Evet Hayir Hayir Uzun Hayir Hayir Evet Evet 2,411
8 Ulusal Ulusal Yerel Hayr Evet Evet Hayr Kisa Evet Hayir Evet Evet 2,368
4 Yerel Yerel Yerel Hayir Evet Evet Evet Kisa Evet Evet Evet Evet 3,029
5 Ulusal Ulusal Yerel Evet Hayr Evet Evet Uzun Hayir Evet Hayir Evet 2,978
6 Yerel Ulusal Yerel Hayir Evet Hayir Evet Kisa Hayir Evet Evet Hayir 2,740
7 Yerel Yerel Ulusal Hayir Evet Hayir Evet Uzun Evet Hayir Hayir Evet 2,098
8 Ulusal Yerel Ulusal Evet Hayir Evet Evet Kisa Evet Hayir Evet Hayir 2,451
9 Ulusal Ulusal Ulusal Hayir Hayir Hayir Evet Kisa Hayir Hayir Evet Evet 2,254
10 Yerel Yerel Yerel Hayir Hayir Evet Hayir Kisa Hayir Hayir Hayir Evet 2,102
11 Yerel Yerel Ulusal Evet Hayir Hayir Hayir Uzun Hayr Evet Evet Evet 2,913
12 Ulusal Yerel Yerel Hayir Hayir Hayir Evet Uzun Evet Evet Hayir Hayir 2,497
13 Yerel Ulusal Ulusal Hayir Hayir Evet Hayir Uzun Evet Evet Evet Hayir 2,728
14 Ulusal Ulusal Ulusal Evet Evet Hayir Hayir Kisa Evet Evet Hayir Evet 2,781
15 Yerel Ulusal Ulusal Evet Evet Evet Evet Kisa Hayr Hayir Hayir Hayir 2,295
16 Ulusal Yerel Ulusal Hayir Evet Evet Hayir Kisa Hayir Evet Hayir Hayir 2,595

Kaynak: Yazar tarafindan tiretilmistir.
Sonuc ve tartisma

Miisteri tercihlerini dogru anlamak ve analiz ederek bu tercihler 1s1g1nda tiiketici ihtiyaglarini dogru
trtin ve hizmetlerle eslestirebilmek yogun rekabet ortamlarinda isletmelerin ve markalarin hayatta
kalabilmesi i¢in son derece nemli hale gelmistir. Miisterilerin tamamaiyla her zaman olumlu iligkiler
gelistirmenin sadece isletme icin degil, es zamanli olarak miisteriler tarafindan da talep edildigi ve bu
durumun isletmelerin karliligina pozitif etki ettigi uzun zamandir bilinmektedir (Dowling, 2002). Bu
noktada farklilasmay: bekleyen hemen her markanin farkli temas noktalarinda miisterilerine
yasattiklar1 deneyimler de onem arz eder hale gelmistir. Dolayisiyla isletmelerin miisterilerine
yasattiklar1 deneyimi derinlemesine anlamasi, farkli temas noktalarimi kesfetmesi ve bu alanlardaki
beklentiyi anlayip yatirim yapmasi fark yaratmak adina énemli bir argiiman olarak one ¢ikmaktadir.

Farkli temas noktalaridaki miisteri deneyiminin fiyata olan 6deme istekliligine etkileri degismektedir.
Bu calisma igin yapilan odak grup calismalari ve birebir derinlemesine goriismelerde elde edilen
sonuglar ile miisteri deneyimi temas noktalari; TV reklamlar: faktorii, radyo reklamlar: faktorii, gazete
reklamlar: faktorti, bir bayi ile goriisme faktord, agik hava reklamlar: faktorii, web sitesi faktort, fiyat
karsilastirma siteleri faktorti, cagri merkezi faktorti, agizdan agiza pazarlama (WOM) faktorti, sosyal
medya igerikleri faktorii, SMS faktort, kargo hizmet faktorii olarak belirlenmistir. Miisterilerin
yasayabilecegi bes ayr1 deneyim boyutu bulunmaktadir. Bunlar duyusal deneyim, duygusal deneyim,
diistinsel deneyim, davranissal deneyim ve iliskisel deneyim olarak tanimlanmistir (Schmitt, 1999).
Dolayisiyla deneyim kavramu farkli temas noktalarinda farkli boyutlarda ele alinmaktadir. Bu
calismada sunulan mobil abonelik hizmet paketi tirtinii i¢in farkli deneyim faktorlerinden hangisinin
tiiketiciler icin daha yiiksek fayda degeri yarattig1 ve fiyat tizerine etkisi oldugu belirlenmistir. Ayrica
calisma sonucunda elde edilen faktorlerinin 6nem degerlerinin tiiketicilerin demografik 6zelliklerine
gore degiskenlik gosterip gostermedigi de arastirilmis ve raporlanmustir.

Her bir faktoriin olusturdugu miisteri deneyiminin ddemeye istekli olunan fiyat tizerindeki etkisini
biitiin faktorlerinin karmasindan olusan bir senaryo tizerinden ayri ayri belirlemek miimkiin
olmamaktadir. Ornegin TV reklami yaymlama faktoriiniin diizeyleri, yerel ve ulusal olabilmektedir.
Faktorler ve diizeyleri belirlendikten sonra bunlarin kombinasyonundan olusan bir deneyim anketi
olusturulup ve bu anket katilimcilara sunulmus, sonrasinda bu kombinasyonlari fiyata olan 6deme
istekliligine gore derecelendirmeleri istenmistir. Modeldeki iliski diizeyi, sayisal olarak belirtilen
verilerden olusmadig1 icin kategorik olarak belirtilmistir.

192 bmij (2024) 12 (1): 176-197



Murat Hoggor & Samet Aydin

Miisteri deneyimi asamalar1 beklentilere sekil vermek, satin alma oncesi, satin alma etkilesimi,
trtin/hizmet tiiketimi etkilesimi, deneyim sonras: degerlendirmeden olusmaktadir (Shaw ve Ivens,
2002). Bu cercevede telekomiinikasyon sektoriinde satin alma oncesi farkli temas noktalarmdaki
miisteri deneyiminin 6demeye isteklilige etkisi oldugu tespit edilmis, ayrica tespit edilen 12 farkli temas
noktasindaki deneyimlerin de farkli 6nem diizeylerinde oldugu anlasilmistir. Tespit edilen temas
noktalarindan olusan 12 farkhi hipotez de boylelikle arastirma sonucunda kabul edilmis olup tiim
faktorlerin fiyata olan odeme istekliligi {izerine etkili oldugu ve rekabet avantaji saglayacaginin
anlasilmas1 6nemli bir sonug haline gelmistir. Elde edilen bu sonug literattirdeki ge¢mis calismalarla da
paralellik gostermektedir. Ornegin Ismail’in (2011) miisteri deneyimini etkileyen faktorler ile ilgili
gerceklestirdigi arastirma neticesinde yayinladig1 makalesinde miisteri deneyiminin algilanan fiyat ile
dogrudan bir iliskisi oldugu ifade edilmistir. Miisteriler kendilerini 6nemli kilan tiriin ve hizmetlerden
yararlanmak istemektedirler. Bu asamada miisteri davramslarinin analiz edilmesi, her temas
noktasindaki ihtiyaglarmin belirlenmesi ve olumlu hisler uyandiran deneyimlerin tasarlanmasi
markalara rekabet avantaji saglamaktadir (Dirsehan, 2012).

[lave olarak arastirma sonucuna gore fiyata olan 6deme istekliligine en ¢ok etki eden ilk ii¢ faktoriin
olumlu soylentiler olmasi faktorii, cagri merkezi bekleme siiresinin kisa olmasi faktorii ve kullanicinin
ilgisini ¢ceken iceriklerin paylasilmasi faktorii oldugu da tespit edilmistir.

Arastirmanin en 6nemli sonucu ise telekomiinikasyon sektoriinde fiyata olan 6demeye istekligine en
cok etki eden miisteri deneyimi tasariminin 3,029 fayda oraniyla “Yerel TV, Radyo ve gazete reklamlar1
yayinlama, uzman bir bayi ile goriismeme, agik hava reklamlar1 yaymlama, kullanici dostu web sitesi,
fiyat karsilastirma sitelerinde bulunma, ¢agri merkezi bekleme siiresi kisa, olumlu soylentiler olmasi,
ilgi cekecek paylasimlar olmasi, bilgilendirme SMS’i paylasilmasi, hizli kargo hizmeti sunulmasr”
kombinasyonlarindan olusan miisteri deneyimi tasarimi oldugu tespit edilmistir.

Calismada ankette bulunmayan ancak analiz yapilirken kullanilan simiilasyon tasarimlari
bulunmaktadir. Simiilasyon tasarimlari, farkli faktor ve diizeyler icin olusturulan biitiin
kombinasyonlarindan arta kalan biitiin tasarimlardir. Bu tasarimlar katilimcilara degerlendirmesi icin
sunulmayip sadece Konjoint Analizi'nin sonuclarma gore fayda puanlarinin hesaplanmasi igin
kullamilmaktadir. Simiilasyon tasarimlari fiyata olan 6deme istekliligini arttirmakta maksimum fayday:
saglayacak miisteri deneyimi kombinasyonun belirlenmesinde diger tasarimlar ile birlikte
degerlendirilebilir.

Bundan sonra yapilacak olan ¢alismalar i¢in bu model farkh sektorlere uygulanabilir ancak oncelikle
odak grup calismalar1 ve birebir derinlemesine miilakatlar gibi kalitatif arastirmalar ile arastirilacak
sektordeki miisteri deneyimi yolculuk haritas: gikarilmalidir. Ayrica farkli personalara gore de bu
yolculuk degisebileceginden dolayr miisteri deneyimi yolculuk haritalar1 persona bazinda da
olusturulabilir. Ek olarak elde edilen tiim faktorlerde modeldeki iliski diizeyi kategorik olarak
belirlenebilir ve faktor sayilar: arttirilabilmektedir. Ancak bu durum Konjoint Analizi'ne tabi tutulacak
miisteri deneyimi senaryo sayilarmi arttiracagi unutulmamali ve ortogonal yontem ile arastirmanin
yiriitiilebilecegi en uygun miisteri deneyimi senaryolar: elde edilmelidir.

193 bmij (2024) 12 (1): 176-197



Murat Hoggor & Samet Aydin
Hakem Degerlendirmesi/ Peer-review:
Dis bagimsiz

Externally peer-reviewed

Cikar Catismasi / Conflict of interests:
Yazar(lar) ¢ikar ¢atismasi bildirmemistir.

The author(s) has (have) no conflict of interest to declare.

Finansal Destek / Grant Support:
Yazar(lar) bu ¢alisma icin finansal destek almadigini beyan etmistir.

The author(s) declared that this study has received no financial support.

Etik Kurul Onay1/ Ethics Committee Approval:

Bu calisma icin etik kurul onay1, T.C. Maltepe Universitesi Etik Kurulu 06/04/2023 tarihli 2023 /08-03
say1l1 karar ile alinmustir.

Ethics committee approval was received for this study from Maltepe University Ethics Committee on 06/04/2023
and 2023/08-03 document number.

Yazar Katkilar1 / Author Contributions:

Fikir/ Kavram/ Tasarim - Idea/Concept/ Design: M.H., S.A. Veri Toplama ve/veya Isleme - Data Collection
and/or Processing: M.H. Analiz ve/veya Yorum - Analysis and/or Interpretation: M.H., S.A.. Kaynak
Taramast - Literature Review: M.H. Makalenin Yazimi - Writing the Article: M.H., S.A. Elestirel Inceleme
- Critical Review: S.A., Onay - Approval: M.H., S.A.

Kaynakca / References

Adalja, A., Hanson, J., Towe, C., & Tselepidakis, E. (2015). An Examination of Consumer Willingness
to Pay for Local Products. Agricultural and Resource Economics Review, 44(3), 253-274.
https:/ /doi.org/10.1017/51068280500005050

Antén, C., Camarero, C., & Garrido, M.-]. (2018). A journey through the museum: Visit factors that
prevent or further visitor satiation. Annals of Tourism Research, 73, 48-61.
https:/ /doi.org/10.1016 /j.annals.2018.08.002

Becker, L., & Jaakkola, E. (2020). Customer experience: fundamental premises and implications for
research. Journal of the Academy of Marketing Science, 48(4), 630-648.
https:/ /doi.org/10.1007 /s11747-019-00718-x

Bulamaci, K. (2023, Ocak, 2). Mobil abone sayis1 90 milyonu gegti, fiber kullanicist artiyor. Diinya
Gazetesi. Erisim adresi: https://www.dunya.com/sektorler/teknoloji/ mobil-abone-sayisi-90-
milyonu-gecti-fiber-kullanicisi-artiyor-haberi-680163

Burns, N., & Grove, S. K. (1993). The Practice of Nursing Research. Conduct, Critique & Utilization (4th
ed.). Saunders.

194 bmij (2024) 12 (1): 176-197



Murat Hoggor & Samet Aydin

Carter, T. J., & Gilovich, T. (2010). The relative relativity of material and experiential purchases. Journal
of Personality and Social Psychology, 98(1), 146-159. https:/ /doi.org/10.1037/a0017145

Chauhan, S., Akhtar, A., & Gupta, A. (2022). Customer experience in digital banking: a review and
future research directions. International Journal of Quality and Service Sciences, 14(2), 311-348.
https:/ /doi.org/10.1108/ijqss-02-2021-0027

Chatzopoulos, C. G., & Weber, M. (2018). Challenges of Total Customer Experience (TCX):
Measurement beyond Touchpoints. International Journal of Industrial Engineering and
Management, 9(4), 187-196. https:/ /doi.org/10.24867 /ijiem-2018-4-187

Clemes, M. D., Gan, C., & Zhang, D. (2010). Customer switching behaviour in the Chinese retail banking
industry. International Journal of Bank Marketing, 28(7), 519-546.
https:/ /doi.org/10.1108/02652321011085185

Cal, B. (2018). Miisteri Degeri Yaratmak: Diistinme Tarzlarmin Miisteri Deneyimi ile Etkilesimi, Isletme
Arastirmalar1 Dergisi, 10 (4), 115-135.

Deligoz, K. (2016). Deneyimsel Pazarlama (1b). Ankara: Siyasal Kitapevi, 75-81.
Diresehan, T. (2012). Miisteri Deneyimi Tasarimi ve Yonetimi (1b). istanbul: Hiperlink Yayinlar.

Dowling, G. (2002). Customer Relationship Management: In B2C Markets, Often Less is More. California
Management Review, 44(3), 87-104. https:/ /doi.org/10.2307 /41166134

Duran, C.,, & Uray, N. (2018). Managing and Measuring Customer Experience: A Literatur Review.
Research Journal of Business and Management, 5(1), 63-72.
https:/ /doi.org/10.17261/Pressacademia.2018.817

France, C., Grace, D., Merrilees, B., & Miller, D. (2018). Customer brand co-creation behavior:
conceptualization and empirical validation. Marketing Intelligence &amp; Planning, 36(3), 334-348.
https:/ /doi.org/10.1108/mip-10-2017-0266

Green, P. E., & Srinivasan, V. (1978). Conjoint Analysis in Consumer Research: Issues and Outlook.
Journal of Consumer Research, 5(2), 103-123. https://doi.org/10.1086/208721

Green, P. E.,, & Srinivasan, V. (1990). Conjoint Analysis in Marketing: New Developments with
Implications for Research and Practice. Journal of Marketing, 54(4), 3-19.
https:/ /doi.org/10.1177/002224299005400402

Guba, E.G. and Lincoln, Y.S. (1994) Competing paradigms in qualitative research. In: Denzin, N.K. and
Lincoln, Y.S., Eds., Handbook of Qualitative Research, Sage Publications, Inc., Thousand Oaks,105-
117.

Ha, H.-Y., & Perks, H. (2005). Effects of consumer perceptions of brand experience on the web: brand
familiarity, satisfaction and brand trust. Journal of Consumer Behaviour, 4(6), 438-452.
https:/ /doi.org/10.1002/cb.29

Hair, J. F,, Black, W. C,, Babin, B. J., & Anderson, R. E. (2014) Multivariate Data Analysis. 7th Edition,
Pearson Education, Upper Saddle River.

Hamilton, R., & Price, L. L. (2019). Consumer journeys: developing consumer-based strategy. Journal of
the Academy of Marketing Science, 47(2), 187-191. https:/ /doi.org/10.1007 /s11747-019-00636-y

Hamilton, K., & Alexander, M. (2017). Spatial, temporal and social dimensions of a ‘destination-in-
motion.” European Journal of Marketing, 51(11/12), 2101-2117. https://doi.org/10.1108/ ejm-04-
2016-0221

Holbrook, M. B., & Hirschman, E. C. (1982). The Experiential Aspects of Consumption: Consumer
Fantasies,  Feelings, and Fun. Journal of Consumer Research, 9(2), 132
https:/ /doi.org/10.1086,/208906

Homburg, C., Jozi¢, D., & Kuehnl, C. (2015). Customer experience management: toward implementing
an evolving marketing concept. Journal of the Academy of Marketing Science, 45(3), 377-401.
https:/ /doi.org/10.1007 /s11747-015-0460-7

Hoyer, W. D., Kroschke, M., Schmitt, B., Kraume, K., & Shankar, V. (2020). Transforming the Customer
Experience Through New Technologies. Journal of Interactive Marketing, 51, 57-71.
https:/ /doi.org/10.1016/j.intmar.2020.04.001

195 bmij (2024) 12 (1): 176-197



Murat Hoggor & Samet Aydin

Hsieh, Y.-H., & Yuan, S.-T. (2019). Toward a theoretical framework of service experience: perspectives
from customer expectation and customer emotion. Total Quality Management &amp; Business
Excellence, 32(5-6), 511-527. https:/ /doi.org/10.1080/14783363.2019.1596021

Ismail, A. R. (2011). Experience Marketing: An Empirical Investigation. Journal of Relationship
Marketing, 10(3), 167-201. https:/ /doi.org/10.1080/15332667.2011.599703

Kavitha, S., & Haritha, P. (2018). A Study on Customer Experience and its Relationship with Repurchase
Intention among Telecom Subscribers in Coimbatore District. International Journal of Management
Studies, V(3(3)), 83. https:/ /doi.org/10.18843/ijms/v5i3(3) /11

Kotler, P. (2003). Marketing Insights from A to Z: 80 Concepts Every Manager Needs to Know. John
Wiley & Sons.

Kotler, P., Kartajaya, H., & Setiawan, 1. (2017). Marketing 4.0 —Moving from Traditional to Digital.
Hoboken, NJ: John Wiley and Sons.

Kuehnl, C,, Jozic, D., & Homburg, C. (2019). Effective customer journey design: consumers’ conception,
measurement, and consequences. Journal of the Academy of Marketing Science, 47(3), 551-568.
https:/ /doi.org/10.1007 /s11747-018-00625-7

Lemon, K. N., & Verhoef, P. C. (2016). Understanding Customer Experience Throughout the Customer
Journey. Journal of Marketing, 80(6), 69-96. https:/ /doi.org/10.1509/jm.15.0420

Marangon, F., Troiano, S., Tempesta, T., & and Vechiato, D. (2013). Consumer Behavior in Rural
Tourism. Conjoint analysis of Choice Attributes in the Italian-Slovenian Cross Boundary Area.
Erisim adresi: http:/ /ageconsearch.umn.edu/bitstream/169838/2/Marangon.pdf

McAlexander, J. H., Schouten, J. W., & Koenig, H. F. (2002). Building Brand Community. Journal of
Marketing, 66(1), 38-54. https:/ /doi.org/10.1509/jmkg.66.1.38.18451

McColl-Kennedy, J. R., Danaher, T. S., Gallan, A. S., Orsingher, C., Lervik-Olsen, L., & Verma, R. (2017).
How do you feel today? Managing patient emotions during health care experiences to enhance well-
being. Journal of Business Research, 79, 247-259. https:/ /doi.org/10.1016/j.jbusres.2017.03.022

McColl-Kennedy, J. R., Zaki, M., Lemon, K. N., Urmetzer, F., & Neely, A. (2018). Gaining Customer
Experience  Insights That Matter. Journal of Service Research, 22(1), 8-26.
https:/ /doi.org/10.1177/1094670518812182

Narayanaswami, S. (2017). Urban transportation: innovations in infrastructure planning and
development. The International Journal of Logistics Management, 28(1), 150-171.
https:/ /doi.org/10.1108/1ijlm-08-2015-0135

Olshavsky, R. W., & Granbois, D. H. (1979). Consumer Decision Making-Fact or Fiction? Journal of
Consumer Research, 6(2), 93. https:/ /doi.org/10.1086/208753

Osterle, B., Kuhn, M. M., & Henseler, . (2018). Brand worlds: Introducing experiential marketing to B2B
branding. Industrial Marketing Management, 72, 71-98.
https:/ /doi.org/10.1016/j.indmarman.2018.04.015

Pine, B. J., & Gilmore, J. H. (1998). Welcome to the Experience Economy. Harvard Business Review,
2(21), 97-105.

Pine, B. J., & Gilmore, J. H. (2011). The Experience Economy, Updated Edition, Boston, MA: Harvard
Business Review Press.

Prentice, C., Wang, X., & Loureiro, S. M. C. (2019). The influence of brand experience and service quality
on customer engagement. Journal of Retailing and Consumer Services, 50, 50-59.
https:/ /doi.org/10.1016/].jretconser.2019.04.020

Rosenbaum, M. S., Otalora, M. L., & Ramirez, G. C. (2017). How to create a realistic customer journey
map. Business Horizons, 60(1), 143-150. https:/ /doi.org/10.1016/j.bushor.2016.09.010

Same, S., & Larimo, J. (2012). Marketing Theory: Experience Marketing and Experiential Marketing. The
7th International Scientific Conference “Business and Management 2012”. Selected Papers.
https:/ /doi.org/10.3846/bm.2012.063

Santana, S., Thomas, M., & Morwitz, V. G. (2020). The Role of Numbers in the Customer Journey. Journal
of Retailing, 96(1), 138-154. https://doi.org/10.1016/].jretai.2019.09.005

196 bmij (2024) 12 (1): 176-197



Murat Hoggor & Samet Aydin

Schmitt, B. (1999). Experiential Marketing. Journal of Marketing Management, 15(1-3), 53-67.
https:/ /doi.org/10.1362/026725799784870496

Seligman, J. (2018). Customer Experience Management - The Experiental Journey. Morrisville, North
Carolina: Lulu.com, 38-45.

Shaw, C. (2007). The DNA of Customer Experience: How Emotions Drive Value. New York: Palgrave
Macmillan, 118-122.

Shaw, C., & Ivens, J. (2002). Building Great Customer Experience. London: Palgrave Macmillan

Stein, A., & Ramaseshan, B. (2016). Towards the identification of customer experience touch point
elements. Journal of Retailing and Consumer Services, 30, 8-19.
https:/ /doi.org/10.1016/j.jretconser.2015.12.001

Steward, M. D., Narus, J. A., Roehm, M. L., & Ritz, W. (2019). From transactions to journeys and beyond:
The evolution of B2B buying process modeling. Industrial Marketing Management, 83, 288-300.
https:/ /doi.org/10.1016/j.indmarman.2019.05.002

Stocchi, L., Hart, C., & Haji, I. (2016). Understanding the town centre customer experience (TCCE).
Journal of Marketing Management, 32(17-18), 1562-1587.
https:/ /doi.org/10.1080/0267257x.2016.1242510

Tewari, S. K., & Misra, M. (2015). Information and communication technology: a tool for increasing
marketing efficiency. International Journal of Information Technology and Management, 14(2/3),
215. https:/ /doi.org/10.1504/1jitm.2015.068499

Thomson, M., Maclnnis, D. J., & Whan Park, C. (2005). The Ties That Bind: Measuring the Strength of
Consumers’ Emotional Attachments to Brands. Journal of Consumer Psychology, 15(1), 77-91.
Portico. https://doi.org/10.1207 /s15327663jcp1501_10

Vickrey, W. (1961). Counterspeculation, Auctions, and Competitive Sealed Tenders. The Journal of
Finance, 16(1), 8-37. Portico. https://doi.org/10.1111/j.1540-6261.1961.tb02789.x

Wertenbroch, K., & Skiera, B. (2002). Measuring Consumers” Willingness to Pay at the Point of Purchase.
Journal of Marketing Research, 39(2), 228-241. https://doi.org/10.1509/jmkr.39.2.228.19086

Witell, L., Magnusson, P. R., Edvardsson, B., & Beckman, H. (2019). Value Creation in Service-Based
States of Business Relationships. Service Innovation for Sustainable Business, 281-305.
https://doi.org/10.1142/9789813273382_0014

Yuan, Y.-H. “Erin", & Wu, C. “Kenny". (2008). Relationships Among Experiential Marketing,
Experiential Value, and Customer Satisfaction. Journal of Hospitality &amp; Tourism Research,
32(3), 387-410. https:/ /doi.org/10.1177 /1096348008317392

Ziliani, C., & leva, M. (2019). From Loyalty Programs to Omnichannel Customer Experiences. Loyalty
Management. New York: Taylor & Francis Books, 112-114.

197 bmij (2024) 12 (1): 176-197



