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Satig Elemaninin Etik Davranigi: Tiiketici
Algisinin Giiven, Memnuniyet ve Tekrar Satin
Alma Davranisi Uzerindeki Etkisi

Banu Kiilter Demirgiines’

0z

Kisa donemli iliskiler yerine, uzun donemli ve miusteriyle dostca iliskiler gelistirmek,
isletmelerin pazar paylarini koruma amaci icin gerekli faktorlerdendir. Pazarlamanin
icinde gerceklesen satis, s6z konusu amaca en iyi hizmet eden faaliyetlerden birisidir.
Ozellikle hizmet sektériinde satis, ayrica nemli olmaktadir. Hizmetler soyut olduklarindan
musteriler, satis elemanti tarafindan kendilerine sunulan bilgiye givenmek durumundadirlar.
Bu calismada -tiketici bakis acisiyla- satis elemaninin davranislarinin, etik acidan
degerlendirmesi yapilmaktadir. Calismanin amaci, satis elemaninin etik davranisinin;
satis elamanina duyulan memnuniyet, satis elamanina duyulan given, isletmeye duyulan
glven ve nihayetinde tekrar satin alma davranisi Uzerindeki etkilerini ortaya koymaktir.
Uygulama alani olarak alici- saticr iliskisinin oldukca yogun oldugu, finansal hizmet sektori
belirlenmistir. Arastirmanin modeli ve hipotezleri, Yapisal Esitlik Modeli ile test edilmistir.
Calismanin sonucunda etik satis davranisinin, satis elemanina ve isletmeye duyulan glven
lzerinde gicliu bir etkisi oldugu ortaya cikmistir. Ayrica satis elemaninin etik davranisi
- isletmeye duyulan given unsuru araciligiyla - tekrar satin alma davranisinin, en giclu
belirleyicisi olmustur.
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Etik kavrami, davranisa yon veren ilke ve degerleri temsil etmektedir. Cogu za-
man, etik konularinin igletmeye karigtirilmamasi gerektigi soylenmektedir. Is-
letmenin varligini siirdiirmesi i¢in gerekli olan karin, ahlaki ilke ve degerlerden
daha 6ncelikli oldugu savunulmaktadir. Bunun dayanag: ise etik davranista bu-
lunmanin maliyetinin, aldatict uygulamalardan ortaya ¢ikabilecek faydalardan
daha fazla oldugu ve aldatic1 uygulamalarin, kisa donemde daha yiiksek satis-
lara Onciilitk etmesidir. Etige kars: olan bu goriis, isletmenin sosyal yapinin bir
pargast oldugunu ve dolayisiyla ahlaki kisitlar1 konu almas: gerektigini dikkate
almamaktadir. Oysaki tiim satin alma davranislari, esasen bir anlamda etiktir
ve ahlaki yargi icermektedir (Viriyavidhayavong ve Yothmontree, 2002, s. 2).

Davranissal durumu, etik a¢idan ele almak ise son derece 6nemlidir.

Pazarlama biliminde etik degerlendirmelerin dikkate alinmasi, 1985’ten giinii-
miize kadar uzanmaktadir. Ancak etik kavraminin, evrensel olarak kabul gor-
mis bir tanimi bulunmamaktadir (Chen ve Mau, 2009; Ferrell, 2005; Hazrati,
Zohdi, Seyedi, Seyedi & vealvand, 2012). Diger bir ifadeyle bir olayin ne kadar
etik olup olmadigini 6lgmenin bir standard: yoktur. Kavram olarak “is etigi’,
ekonomik ve ticari iliskilerde bireylerin ve davranislarinin ahlaki gerekgeleri
tizerinde ¢alismaktadir (Durif, Graf, Chaut, Ducharme ve Elbakkali, 2009, s.
6). Murphy, Maguiness, Pescott ve Wislang (2005) gore is etigi, tiiketiciler ve
diger paydaslara dogruluk, adalet saglayan, seffaf, giivenilir ve sorumlu kisi-
sel ve orgiitsel iliskiler igeren pazarlama faaliyetlerini vurgulamaktadir. Ferrell
(2005) kavramy, isletme tyelerinin iligkilerini ve pazarlama kararlarinin sonug-
larini yoneten standartlar ve ilkeler olarak tanimlamaktadir (Ferrell, 2005, s. 3).
Beschorner’a (2006) gore is etigi teorisi, gerekgelendirme ve uygulama olmak
tizere iki boyuttan olugsmaktadir. Gerekgelendirme, isletmenin koydugu kural
ve ilkelerin yapisini agiklamaktadir. Uygulama ise, isletmenin kabul ettigi ideo-
lojinin uygulanmasidir. Uygulama agamasinda isletmenin yiikiiniin bir kismini
satig elemani iistlenmekte ve etik davranista bulunma sorumlulugunu da bera-
berinde almaktadir. Etik kavraminin, yapis: geregi davranis odakli olmasi, islet-
meler i¢in etik satig davranigini giindeme getirmektedir. Ancak etik satis davra-

niginin da diizenli bir yapis1 bulunmamaktadir (Hazrati ve ark., 2012, s. 5026).
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Etik davranis, adalet, diiriistliik gibi sosyal normlara uygun hareket bicimi ola-
rak tanimlanmaktadir (Robertson ve Anderson, 1993). Konu, satis elamani-
nin davranislar agisindan ele alindiginda etik satis davranisy; satis elemaninin
gercek mesajlar iletmesi, sadece miisterilere yarar saglayan {iriin ve hizmetler
satmasl, sadece yapabileceklerinin soziinii vermesi ve miisteri bilgilerini gizli
tutmasi gibi davranislar1 kapsamaktadir. Bunun aksine etik olmayan satis dav-
ranisy; satis elemaninin misteriye aldatici mesajlar vermesi, miisteriye uygun
olmayan iiriinler satmasi ve baskili satis teknikleri kullanmasi gibi davranislar
kapsamaktadir (Roman ve Ruiz, 2005). Satis elemaninin etik ya da etik olma-
yan davranislari, ahlaki gelisiminden, i¢sel ve digsal kontrol mekanizmasindan

ve isletmenin cevresinden etkilenmektedir (Hazrati ve ark., 2012, s. 5028).

Satis elemani, ¢ogu zaman satis hedefini gerceklestirmek i¢in igletmenin etik
kurallarina aykir1 bir bigimde davranabilmektedir. Boylelikle etik olmayan satig
davranisi, alici-satici arasindaki karsilikli iliskiyi yok edebilmekte, hatta miiste-
ri kaybina neden olabilmektedir (Lin, 2012, s. 35). Dolayistyla miisterinin satis
elamanini etik olarak algilayip algilamadigy, isletmeler agisindan degerlendiril-

mesi gereken bir konudur.

Satis elemaninin etik davranislar1 hakkindaki ¢alismalarin birgogu (Ramsey,
Marshall, Johnston ve Deeter-Scmelz, 2007; Strout, 2002) s6z konusu davrani-
sin, satig yoneticileri (denetgiler) tarafindan degerlendirilmesi tizerine odak-
lanmaktadir. Ancak konunun miisteri algilar1 agisindan degerlendirilmesi,
miisterinin satis elemanindan ne beklediginin bilinmesi, miisteriyle nasil uzun
donemli iligkiler gelistirilebilecegi yoniinde tecriibe edinilmis bilgiler saglaya-
cak ve ne gesit bir satis davranisinin izlenecegi konusunda isletmeye daha fazla
yardimei olacaktir (Lin, 2012). Dolayisiyla bu ¢aligmada “satis elemaninin etik
davranigr” ifadesi ile davranisin, miisteri tarafindan algilanan etik yonii kaste-

dilmekte ve miisterinin algist dikkate alinmaktadur.

Birgok arastirmaciya gore (Gundlach ve Murphy, 1993; Lagace, Dahlstrom ve Gas-
senheimer, 1991), satis elamanin etik davranisi, uzun donemli alic1 ve saticr iliskisi
olusturmada ve devamlilig1 saglamada etkilidir. Ancak konunun 6nemine ragmen
bu alanda az sayida deneysel arastirma mevcuttur. Ayrica Romana (2003) gore

isletme caliganlarinin etik satis davraniglarinin, miisteri memnuniyeti iizerindeki
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etkisi, perakende ve finansal servis isletmeleri temelinde nadiren ¢alisilmis bir ko-
nudur. Ozellikle finansal kurumlar, yasal ve etik diizenlemelerden ¢ok cabuk etki-
lenen kirilgan yapidadirlar. Miisteri, servisin gelecekteki faydasini tam olarak 6n-
goremediginden dolay1 birgogu, hizmeti tam anlamiyla anlamakta zorlanmakta ve
belirsizlik yasamaktadir. Dolayisiyla bu kurumlar, diger kurumlara gére daha ¢ok
gliven unsuru ile karakterize edilmektedir (Chen ve Mau, 2009, s. 59). Bu agidan
bakildiginda -6zellikle finansal sektorde- gelecekteki faydalar: belirtmek ve satin

almay1 gerceklestirmek {izere satis elemanina 6nemli bir gorev diigmektedir.

Bu ¢aligmada finansal hizmet sektoriinde faaliyet gosteren bankalar konu alin-
muistir. Bankada ¢alisan bireysel miisteri temsilcilerinin etik ya da etik olmayan
davranislarinin, memnuniyet ve giiven duygusu yaratmadaki rolii ve tekrar sa-
tin alma davranis1 izerindeki etkisi test edilmektedir. Ayrica etik davranisin,
giiven duygusu tizerindeki etkisi, satis elamanina ve isletmeye kars: olusabile-
cek giiven duygusu olmak iizere iki agidan ele alinmakta, her ikisinin de tekrar

satin alma davranisi iizerindeki etkilerine yer verilmektedir.

Calismanin amaci, -tiiketici bakis agisiyla- satis elemaninin etik davranisinin,
memnuniyet, giiven ve nihayetinde tekrar satin alma davranisi tizerinde etki-
li olup olmadigini ortaya koymaktir. Ayrica giiven unsurunun hem isletmeye
hem de satis elemanina duyulan giiven olmak tizere iki boyutta ele alinmasi,
her ikisinin de isletme ile tekrar iletisime ge¢meyi saglamadaki roliinii orta-
ya c¢ikarmaktadir. Caligmanin bir diger amaci ise etik satis davranis algisi ile
ortaya ¢ikan memnuniyet ve giiven duygusunun, tekrar satin alma davranisi

tizerindeki goreceli onemini ortaya koymaktir.

Bu ¢alisma bankalarin, —miisteri temsilcilerinin etik davranislar1 araciligiyla-
gliven ve memnuniyet duygular: olusturabilmelerinin yolunu géstermektedir.
Ayrica tiiketici agisindan daha riskli ve belirsiz olarak algilanan finansal sektor-
de, etik degerlendirmeleri ve bunun gerekliligini hatirlatic1 niteliktedir. S6z ko-
nusu etik kurallarin uygulanmasi, isletmeye tercih edilebilirlik, sadakat, tekrar
satin alma ve dolayisiyla karlilik gibi sonugclar saglamakla beraber, miisteriye
de daha giivenli uzun dénemli iliskiler saglayabilecektir. Bu durum, 6zellikle
titketicinin finansal islemler, yiikiimliiliikkler vb. hakkinda ¢ok fazla bilgi sahi-

bi olmadigl, s6z konusu sektoriin heniiz gelismekte oldugu iilkemizde ayrica
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onemli olmaktadir. Birgok arastirmaciya gore (Chen ve Mau, 2009; Lin, 2012;
Roman ve Ruiz, 2005), giiven, tercih, etik satis davranisi gibi kavramlar daha
¢ok perakende sektoriinde tartigilmis, s6z konusu kavramlarin bankalar, sigor-
ta sirketleri gibi finansal servis saglayan kurumlarda degerlendirilmesi eksik
kalmistir. Bu agidan galigma, s6z konusu agig1 kapatacak niteliktedir. Ayrica
etik satis davranisinin, -giiven ve memnuniyet gibi araci bir faktér olmadan-,
sonug iizerinde dogrudan etkisinin olup/olmadigy, isletmelerin etik davranisin,

satin almadaki yerini daha iyi gormelerine yardimci olacaktir.
Arastirmanin amaci kapsaminda test edilecek hipotezler asagida sunulmaktadr.

HI: Satis elamammin algilanan etik davramgsimin, satis elemanindan duyulan

memnuniyet tizerinde pozitif ve istatistiksel olarak anlamli bir etkisi vardir.

H2: Satis elemamn algilanan etik davransimin, satis elamanina duyulan giiven

iizerinde pozitif ve istatistiksel olarak anlamli bir etkisi vardir.

H3: Satis elemanmmin algilanan etik davramsinin, isletmeye duyulan giiven tize-

rinde pozitif ve istatistiksel olarak anlamli bir etkisi vardir.

H4: Satis elemammnin algilanan etik davramgsimin, tekrar satin alma davranisi
iizerinde pozitif ve istatistiksel olarak anlaml bir etkisi vardir.

Hb5: Satis elemamndan duyulan memnuniyetin, tekrar satin alma davrams tize-

rinde pozitif ve istatistiksel olarak anlamli bir etkisi vardir.

He6: Satis elemanina duyulan giivenin, tekrar satin alma davranisi iizerinde pozi-

tif ve istatistiksel olarak anlaml bir etkisi vardir.

H7: Isletmeye duyulan giivenin, tekrar satin alma davranisi iizerinde pozitif ve

istatistiksel olarak anlamh bir etkisi vardir.

Literatiir Incelemesi

Modern ekonomide rekabetin ¢ok daha yogun olmasindan dolay1 pazarlama, sa-

tin alma davranisini etkilemeyi amaglamaktadir. Ortaya cikabilecek en dnemli
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sorunlardan bir tanesi, amaglar1 basarmak icin etik olmayan bir bicimde dav-
ranmaktir. Neyin dogru olduguna yonelik ahlaki soru, pazarlamacilar agisindan
bir¢ok ikilem icermektedir. Belirli bir iilke i¢inde dahi etik standartlar tam olarak
tanimlanamamaktadir. Bu agidan pazarlama, etik olmayan davranislar, uzun do-
nemli iletisimin ekonomik ve sosyal etkileri gibi temel problemleri agiklayabil-
mek i¢in daha biiyiik bir sosyal sorumluluk, teori ve uygulama gerektirmektedir
(Durif ve ark., 2009, s. 6). Tiiketici agisindan bakildiginda satin alma eylemini
gerceklestiren tiiketicilerin, pazarlama ahlaki ve sorumluluklarina ters diisen uy-
gulamalardan korunmasi gerekliligi ortaya ¢ikmaktadir. Ayni zamanda tiiketici-
lerin, tiiketim eylemleri ve sonuglariyla ilgili sosyal ve ahlaki sorumluluk gergeve-
sinde hareket etme gereklilikleri bulunmaktadir (Torlak ve Ozdemir, 2008, s. 94).

Son zamanlarda sosyal sorumluluk ¢ercevesinde etik kavramy, isletmelerin, pa-
zarlamacilarin ve hatta akademisyenlerinin ¢ok fazla ilgisini gekmektedir. An-
cak ¢alismalarin bir¢ogu (Ferrell, Gresham ve Fraedrisch, 1989; Hunt ve Vitell,
1992) pazarlama faaliyetleri tizerine odaklanmakta, tiiketicilerin etik algilarina
yonelik deneysel calismalar halen kisith sayida kalmaktadir (Uusitalo ve Ok-
sanen, 2004). Benzer sekilde gore tiiketicilerin bu konulara olan ilgisinin hizla
artmasina ragmen, tiiketicinin etik algilamalar1 arka planda kalmistir. Ingram,
Steven, Skinner ve Taylor’a (2005) gore tiiketicinin etik olmayan davranislara
olan tepkisini arastiran ¢aligmalardan ¢ok azi, alic1 ve satic1 arasindaki iliskiyi

incelemektedir (Ingram ve ark., 2005, s. 239).

Kavak, Alkibay ve Arslana (2007) gore, alic1 ile saticinin yiiz yiize iletisimde bu-
lundugu satis elemanlarinin degerlendirilmesine yonelik calismalar ¢ok sayida-
dir. Ancak satig elemaninin etik agidan degerlendirilmesi iizerine az sayida galis-
ma mevcuttur. Oysaki satis elemant ile alicinin yiiz yiize iletisiminin gergeklestigi

durumlarda satis elemaninin rolit son derece 6nemli olmaktadir (s. 75).

Satis elemaninin etik davranislarinin 6nciilitk edebilecegi unsurlardan bir ta-
nesi, misteri memnuniyetidir. Miisteri memnuniyeti, alicinin satis eleman ile
gelecekteki iligkisinin bir tahmincisi olmaktadir (Lin, 2012, s. 31; Roman ve
Ruiz, 2005). Etik davranan bir satis elemani, miisteri ile iyi iliskiler kurabilmek-
te ve miisterinin memnuniyetini kazanabilmektedir. Bu sonug, ecza sanayi ve

finansal servis sektoriinde 6zellikle 6nemli olmaktadir (Roman ve Ruiz, 2005).

10
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Satig elemaninin algilanan etik davranisi, memnuniyet ve giiven gibi duygu-
larin yani sira, olumlu tutum, sadakat, satin alma niyeti gibi tutumsal ve dav-
ranigsal sonuglara da onciilik edebilmektedir. Buna gore literatiirde bir kisim
caligmalarda etik satis davranisinin, satis elemanina duyulan giiven, isletmeye
duyulan giiven, sadakat, (Chen ve Mau, 2009; Hazrati ve ark., 2012; Roman ve
Ruiz, 2005), satis elemanindan duyulan memnuniyet (Ingram ve ark., 2005;
Roman, 2003; Roman ve Ruiz, 2005), davranissal niyet (Ingram ve ark., 2005)
tizerindeki etkileri konu alinmaktadir. S6z konusu ¢aligmalarda satis elemanin
algilanan etik davranisi giiven, memnuniyet, sadakat ve davranigsal niyet gibi
sonuglarin tahmincisi olarak ele alinmaktadir. S6z konusu ¢alismalara benzer
bir sekilde bu caligmada da satis elemaninin etik davraniginin, -satis elamanin-
dan duyulan memnuniyet, satis elemanina ve isletmeye duyulan giiven aracili-
gryla- tekrar satin alma davranis1 tizerindeki etkisini test etmeye yonelik hipo-

tezler sunulmaktadir.

Miisteri memnuniyeti, bir olayin bireysel ve siibjektif bir degerlendirmesidir. ki
taraf arasindaki etkilesimli tecriibelere bakildiginda ise kisilerarasi bir etki ola-
rak tanimlanabilmektedir (Lin, 2012, s. 34). Dolayisiyla bu ¢aligmada miisteri
memnuniyeti, miisterinin satis eleman ile kargilikli tecriibesine dayal1 bir deger-
lendirmeyi ifade etmektedir. Futrelle (2006) gore memnuniyet duygusu, miisteri
beklentileri ile isletmenin {iriin ya da hizmet performans: arasindaki farkliliktan
ortaya ¢ikmaktadir. Miisterinin iiriin ve servis ile ilgili tecriibeleri, temel olarak
miisterinin beklentilerini sekillendirmelerine katk: saglamakta ve memnuniyet
duygusu da isletmeye olan tepkilerini etkilemektedir. Miisteri, satis elemanini

adil olarak algiladiginda, satis elemanindan duyulan memnuniyet, artmaktadir.

Tekrar satin alma, miisteriyi elde tutma, misteri sadakati ve uzun dénemli
miisteri iligkileri 6zellikle finansal servis saglayan kurumlarda 6nemli olmakta-
dir. Ciinkii bu kurumlarda devamli bir degisim ve tiiketiciler agisindan 6nemli
bir satin alma belirsizligi s6z konusudur. Bu nedenle tiiketiciler, dogru bilgiyi
saglamalar1 ve diizgiin bir rehberlik i¢in satis elemanlarina giivenmektedirler
(Chen ve Mau, 2009, s. 59).

Satis elemaninin etik davranisi, miisterinin hem isletmeye giiveni hem de satig

elemanina giiveni tizerinde etkili olmaktadir. Satis elemanina duyulan giiven, sa-

1
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tis elemaninin miisteriye uzun donemli bir karlilik kazandirabilecegi yoniindeki
inanistir (Hazrati ve ark., 2012). Bu gliven, satig elemaninin rasyonel, durust, so-
rumlu ve yardimsever algilanmasi durumunda artmakta ve iki tarafli tekrarlayan
iliskiler ile sonuglanabilmektedir (Chen ve Mau, 2009; Morgan ve Hunt, 1994).

Benzer sekilde bir¢ok arastirmaciya gore (Kennedy, Ferrell, & Leclair, 2001; Ro-
man ve Ruiz, 2005; Wray, Palmer ve Bejou, 1994) satis elamanina kars1 giiven,
satis elemaninin diirtist, tutarly, adil, yeterli, samimi davranislar1 ve baskisiz
satig teknikleri ile olusmaktadir. Miisterinin isletmeye giiveni ise, miisterinin
uzun vadeli ¢ikarlarin karsilanmasini, ayni zamanda sunulan servisin kalite
ve giivenilirligi konusunda tatmin edilmesini ifade etmektedir (Chen ve Mau,
2009). Bu ¢alismada isletmeye duyulan giiven, servisi sunanin giivenilir olmasi

ve sOziinil tutmasi yoniinde ele alinmaktadir.

Satis elamani ile miisteri arasinda yogun iletisimin yasandig1 satiglarda miis-
teri, satiy elemanina giivenmeye ¢ok daha meyillidir. Ozellikle satig elamani-
nin 6nceki performanslar: devamli olarak tatmin edici ise miisteri, gelecekteki
performansa iliskin giiglii bir giiven duygusu hissetmektedir (Chen ve Mau,
2009). Ancak miisteri, satis elemaninin kendisi ile iliskisinin degerlendirmesini
ve isletmenin sagladig1 servisin degerlendirmesini ayr1 yapmaktadir. Miisteri
isletmeye oldukga giivenirken, satis elemanina daha az giivenebilmekte ya da
hi¢ glivenmeyebilmektedir. Bu farklilik, her iki unsuru farkli degerlendirme bi-
¢iminden kaynaklanmaktadir. Satis elemanu ile ilgili degerlendirmeler; servis
sirasinda karsilasilan davraniglar ve miisterinin bunlari nasil algiladig: ile ilgi-
lidir. Isletme ile ilgili degerlendirmeler ise miisterinin tecriibe edindigi finansal
slireci yoneten politikalar ve uygulamalar ile ilgilidir. Dolayisiyla miisterinin
giiven duygusunu, satis elemanina olan giiven ve isletmeye duyulan giiven ol-
mak tiizere iki boyutta ele almak gereklidir (Chen ve Mau, 2009; Kennedy ve
ark., 2001). Bu c¢alismada da benzer sekilde bir uygulama izlenmekte; giiven
unsuru, sati§ elemanina duyulan giiven ve isletmeye duyulan giiven olmak iize-
re iki boyutta ele alinmaktadir. Satis elemaninin algilanan etik davraniginin,

her ikisi tizerindeki etkisi ayr1 degerlendirilmektedir.

Rekabetci bir ortamda hizmet sunan isletmelerin en 6nemli amaci, mevcut

pazar paylarini korumak ve arttirmaktir. Siirdiiriilebilir bir rekabet avantaji
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saglayabilmek i¢in, miisterinin geri doniisiinii saglamak ve tekrar satin alma
davranisini olugturmak gerekmektedir (Lin, 2012, s. 31). Tekrar satin alma dav-
ranigl, isletme ile uzun donemli iliskiler gelistirmek istemenin bir gostergesidir.
Nitekim modern pazarlamada s6z konusu siirekli iliski, uzun vadeli karlilik an-
lamina gelmektedir (Babakus, Bienstock ve Scotter, 2004, s. 714).

Tekrar satin alma davranig, titketicinin ge¢mis satin alma dénemi ile ilgili ola-
rak degerlendirmeleri sonucunda, s6z konusu iiriin ya da hizmeti satin almay1
stirdiirme ve onun diizenli bir kullanicisi olma yolunda karar verme durumu-
dur. Tekrar satin alma niyeti olan bir miisteri, uzun dénemli iliski stirdiirme
istegi icinde olup, halen isletmenin bir {iyesi olarak kalmay1 arzu etmektedir
(Ingram ve ark., 2005, s. 241).

Sirohi, McLaughlin ve Wittink (1998), gelecekte satin alma niyetini ve tekrar
satin alma davranisini, magaza sadakatini 6l¢gmede kullanilan unsurlardan bi-
risi olarak belirlemiglerdir. Bir miisterinin, @iriin ya da hizmeti tekrar satin al-
mak istemesinin iki nedeni vardir. Bunlardan ilki, daha ¢ok maddi boyut ile
ilgi olup, kalite ve fiyat anlaminda elde ettigi fayda, bir digeri ise iriin ya da
hizmete yonelik duygusal baglhliktir. Tkinci neden, sadakat ile ilgilidir. Dolay1-
siyla satin almanin tekrarlanmasi, sadakatin daha ¢ok davranigsal yoniinii gos-
termektedir. Birok aragtirmaci tekrar satin alma egilimini, davranigsal sadakat
olarak tanimlamaktadir (Hanger, 2003, s. 40). Benzer sekilde Zeithaml, Berry ve

Parasuramana (1996) gore tekrar satin alma davranisi, sadakatin bir pargasidir.

Ganesh, Arnold ve Reynoldsa (2000) gore giiven unsuru, tim bu duygularin
bir tamamlayicis1 olmaktadir. Etik satig davranisi, giiven gelistirmek icin bir
yatirimdir. Eger miisteriler satis elemaninin kendilerine adaletsiz ve diiriist ol-
mayan bir bi¢imde davrandigini anlarlarsa, giiven algis1 azalacak ve bu algi,
iligkiyi birakma arzusu ile sonuglanabilecektir (Kelly ve Schine, 1992; Roman
ve Ruiz, 2005, s. 441). Dolayisiyla giivenin seviyesi sadakat, uzun donemli iligki
gelistirme istegi, isletme hakkinda pozitif konusma istegi gibi belirtilen duygu-

larin siddeti tizerinde etkili olabilmektedir.

Benzer sekilde memnuniyet duygusu da davranissal sonuglar iizerinde etkili
olabilmektedir (Oliver, 1997; Oliver ve Swan, 1989). En 6nemli davranigsal so-

13



is Ahlaki Dergisi

nuglardan bir tanesi de miisterinin tekrar satin alma olasiligidir. Eger miisteri
iliskiden memnun kalirsa, biyiik olasilikla iliskiyi devam ettirmek isteyecektir
(Ingram ve ark., 2005, s. 242).

Miisteri, isletme ile uzun donemli iligkiyi siirdiirme konusunda nihai karar
vericidir. Miisteriler, satis elemani ile olan iliskilerinden giiglii iletisim, kisiye
ozel servis gibi belirli faydalar saglamay: beklemektedirler (Gwinner, Gremler
ve Bitner, 1998). Pozitif etik satin alma davranisinin, bu faydalari arttiracagini
umut etmekte ve boylelikle siirekli ve kalic1 bir miisteri- isletme iliskisi olustur-
maktadirlar. Line (2012) gore bir¢ok ¢alisma Yen ve Gwinner, 2003), giivenin
ortaya ¢ikarabilecegi sonuglar tizerinde odaklanmakta, giivenin belirleyicileri-
ni ¢ok fazla dikkate almamaktadir (Lin, 2012, s. 32). Bu ¢aligmada her iki boyut
da dikkate alinmakta, etik satis davranisi, gliven unsurunun belirleyicisi; tekrar
satin alma davranisi da davranigsal sonucu olarak ele alinmaktadir. Benzer se-
kilde satis elemanina duyulan memnuniyetin belirleyicisi, etik satis davranisi;
davranigsal sonucu ise tekrar satin alma davranist olarak degerlendirilmekte-
dir. Bu durumda -giiven ve memnuniyet duygulari araciligiyla- etik satig dav-
ranisin, tekrar satin alma davranisi tizerindeki dolayli etkisi test edilmektedir.
Ayni zamanda etik davranigin, tekrar satin alma davranisi tizerinde dogrudan

etkili olup olmadig1 da degerlendirilmektedir.

Yontem

Bu béliimde arastirma modeli, 6rnekleme yontemi, veri toplama yontemi ve

son olarak analiz yontemi hakkinda bilgiler sunulmaktadir.

Model

Arastirma modeli, etik davranis algisinin giiven, satis elemanindan duyulan
memnuniyet ve tekrar satin alma davranisi iizerindeki etkilerini yansitmaktadir.
Arastirmada, s6z konusu degiskenler arasindaki nedensellik test edilmektedir.

Arastirmanin amaci kapsaminda gelistirilen model $ekil 1de sunulmaktadir.
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H4

Satig
Elemanindan
Duyulan
Memnuniyet

Tekrar
Satig
Sat1
Ele:mnmm Elemanina SS::, ;X;lmla
Etik Duyulan $

Davranisi Giiven

Isletmeye
Duyulan
Giiven

Sekil 1: Aragtirma kapsaminda test edilen model.

Arastirmada etik satis davranisinin, -miisterinin giiven ve memnuniyet duy-
gular araciligryla- tekrar satin alma davranisi tizerinde etkisi oldugu 6ngoriil-
mektedir. Dolayl iliskiler incelenebildigi gibi dogrudan iliskiler de arastirma-

nin hipotezlerine dahil edilmektedir.

Evren ve Orneklem

Aragtirmanin evrenini, Kirgehir il merkezinde faaliyet gosteren kamusal ser-
mayeli mevduat bankalar1 olusturmaktadir. Kirsehir il merkezinde {i¢ti kamu-
sal sermayeli olmak {izere toplam on bir tane banka bulunmaktadir. Ancak
ozel sermayeli mevduat bankalarinin sayica ¢ok daha fazla olmasi dolayisiyla,
zaman ve maliyet kisit1 geregi, yalnizca kamusal sermayeli banka miisterileri
calismaya dahil edilmistir. Hoelter .05 Index ve Hoelter .01 Index degerleri,
arastirmacinin hipotezlerini hangi giiven araliginda test ettigine bagh olarak,
minimum ihtiya¢ duyulan 6rnek sayisin1 vermektedir. Eger hipotezler %95 gii-
ven araliginda test edilecekse, ihtiya¢ duyulan minimum &rnek sayis1 351dir.
%99 giiven araliginda ise ihtiyag duyulan 6rnek sayis1 374 olmaktadir (Kurtu-
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lus ve Okumus, 2006, s. 12). Arastirmada %] istatistiki anlamlilik diizeyinde
kabul edilen hipotezler de bulundugundan 6rnek biiyiikligi, %99 giiven ara-
liginda ihtiya¢ duyulan minimum 6rnek sayis1 374’tin tizerinde olacak sekilde
400 olarak belirlenmistir. S6z konusu bankalarda islemini ger¢eklestirmis olan
400 misteri, aragtirmanin 6rneklemini olusturmaktadir. Hatali anketlerin de
olabilecegi dikkate alinarak, ¢calisma kapsaminda 420 kisiye (her bir banka i¢in

140 olmak tizere) anket uygulanmuistir.

Arastirmada secgkisiz olmayan Ornekleme yontemlerinden olgiit 6rnekleme
yontemi kullanilmigtir. Arastirma, s6z konusu bankalardan en az bir defa miis-
teri temsilcisi (satis danigmani) araciligiyla finansal islem yapmis musterileri
kapsamaktadir. Bu tiirlii bir kosul belirlenmesinin, miisterinin satis elemani-
nin etik davraniglarini gézlemleme ve degerlendirme firsati i¢in gerekli oldugu
diistintilmistiir. Nitekim bireysel miisteri temsilcisi araciligiyla yapilan islem-
lerde, miisterinin iletisimde bulunulan kisinin hareketlerini daha ¢ok gozlem-
leyebilme firsat1 olmakta ve siire daha uzun olmaktadir (Roman ve Ruiz, 2005,
s. 442). Uygulama, bankalarin ¢ikis kapisinda, belirtilen kosulu saglayan banka

miisterileriyle gerceklestirilmistir

Veri Toplama Araci ve Siireci

Aragtirmada veri toplama yontemi olarak anket yontemi kullanilmigtir. Buna
gore 01.01.2015 - 10.02.2015 tarihleri arasinda ¢aligma saatleri siiresince, be-
lirtilen ti¢ bankada islemini tamamlayan miisterilere yiiz yiize anket yontemi

uygulanmuistir.

Veri toplama araci olarak kullanilan anket, iki boliimden olusmaktadir. Anketin
birinci béliimiinde, sirastyla satis elemaninin etik davraniglarina yonelik algryi,
satig elemanindan duyulan memnuniyeti, satis elemani ve isletmeye olan gtive-
ni ve son olarak miisterinin tekrar satin alma davranigini 6l¢mek tizere toplam
19 ifade bulunmaktadir. Belirtilen degiskenler, literatiirde dnceden kullanilan
ifadelerle olciilmiistiir. Ornegin, satis elemanin miigteri tarafindan algilanan
etik davranisini 6lgmek igin; “satis elemani satisi gergeklestirmek icin hizmetin

uygunlugu hakkinda yalan sdylemektedir, “gercekten cevabini bilmedigi halde
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sorulara cevap vermektedir’, “hizmetin bana uygun olmadigini bildigi halde
satis baskis1 uygulamaktadir”, “rakipleri hakkinda yalan séylemektedir”, “sade-
ce satis1 gerceklestirme cabasindadir ve kendi ¢ikarlarini diisiinmektedir” gibi
literatiirde yer alan ifadeler kullanilmistir (Chen ve Mau, 2009; Ingram ve ark.,
2005; Roman ve Ruiz, 2005). Miisterinin satis elamanindan duydugu memnu-
niyet; “satig elemaninin hizmetinden memnun kaldim”, “benim i¢in harcadig:
¢abadan dolayr mutlu oldum” (Ingram ve ark., 2005), “aramizdaki kisisel ileti-

simden memnun kaldim” (Chen ve Mau, 2009) ifadeleriyle 6l¢tilmiistiir.

Satis elemanina duyulan giiveni 6lgmek icin “satis elemani yeterli ve profes-
yoneldi”; “saygiliydr”; “iletisim siiresince risk alabilecegimi hissetmedim”; “dii-
risttii” (Chen ve Mau, 2009; Roman ve Ruiz, 2005) gibi ifadelere yer verilmistir.
Isletmeye duyulan giiven ise “igletmenin ¢ikarlarima sahip ¢iktigini diigiinii-
yorum’, “isletmenin giivenilir oldugunu diisiiniiyorum”; “isletmenin sundugu
hizmete giivenim var”, “isletmenin iyi hizmet sunma yetenegi var” (Chen ve
Mau, 2009) seklinde olgtilmiistiir.

Tekrar satin alma davranisi, Nguen ve Leblana (2001), Ranaweera ve Prabhu
(2003) tarafindan gelistirilen dl¢ek ile temsil edilmistir. Bu gore “bu isletme
ilk tercihim olacak”; “diger isletmeler ayni imkéanlar1 sunsalar da tekrar bu is-
letmeden satin alacagim”; “bu isletmeye gelmeye devam edecegim” seklinde
ifadeler kullanilmigtir. Ayrica 6lgiimde, “1= Hi¢ katilmiyorum”, “5= Tamamen

katiliyorum” seklinde 5’li Likert tipi 6l¢ek kullanilmistir.

Anketin ikinci boliimiinde ise ankete yanit verenlerin demografik 6zellikleri ile
ilgili sorular yer almaktadir. Bu boliimde cinsiyet, yas, 6grenim diizeyi ve aylik

ortalama gelir diizeyi ile ilgili sorulara yer verilmektedir.

Verilerin Analiz Yontemi

Arastirmada nedensellik analizinde kullanilan araglardan ¢ok degiskenli bir
analiz metodu olan Yapisal Esitlik Modeli (YEM) kullanilmistir. Yapisal Esit-
lik Modeli, gizli degiskenler ile gozlenen degiskenler arasindaki ya da gizli de-

giskenlerin kendi aralarindaki nedensel iliskileri incelemek tizere gelistirilmis,
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¢oklu regresyon modelinin gelistirilmis bir seklidir (Hair, Anderson, Tatham
ve Black, 1998). S6z konusu model araciligiyla, degiskenler arasindaki iligki-
ler tanimlanmis ve neden sonug iliskileri tespit edilmistir. Modeldeki iliskiler
yol analizi (path analysis) ile test edilmis ve anlamliliklar1 degerlendirilmistir.
YEM, ayn1 zamanda kavramsal modelin elimizdeki veri setiyle uyumunu da
gostermektedir (Hoyle, 1995).

Aragtirmada YEM uygulamasindan 6nce, Kesfedici Faktor Analizi kullanilarak
arastirmada kullanilan Ol¢eklerin giivenilirlikleri test edilmistir. Calismanin
istatistiksel giivenilirligi, Cronbach’s Alfa degeri ile sinanmigtir. Arastirmada
kullanilan 6lgeklerin giivenilirlikleri test edildikten sonra, yapisal gecerlilikleri,
Dogrulayici Faktor Analizi (DFA) kullanilarak test edilmistir. S6z konusu yon-
tem ile kesfedici faktor analizinde ortaya konulan teorik modellerin, bir 6l¢me
modeli olarak dogrulanip dogrulanmadig: test edilmektedir (Carpenter, 2003;
Fornell ve Larcker, 1981). Olgme modelinin giivenilirligi ve gecerliligi test edil-
dikten sonra, s6z konusu modelin, gozlenen veriye uygunlugu degerlendiril-
mistir. DFA sonrasinda yapisal esitlik modeli kullanilarak, arastirma modelin

veri seti ile uyumu ve aragtirmanin hipotezleri test edilmistir.

Bulgular

Ankete cevap veren katilimcilarin, yaklasik olarak %6071 erkektir. Ankete ce-
vap verenlerin %601 evli, yaklagik %80’1, 41-55 yas araligindadir. Katilimcilarin
%401 Universite diizeyinde, %35’ ise lise diizeyinde egitim aldiklarini belirt-
mislerdir. Ankete cevap verenlerin %62’si 1.000-3.000 TL aylik ortalama gelir
diizeyine sahip olduklarini, ayrica %48’i maash olarak ¢alistiklarini ve aylik
sabit gelirlerinin oldugunu belirtmislerdir. Ankete cevap verenlerin %58’i, en
az 2 yildir bankanin miisterisi olduklarini, %55’i bagka bankalardan da islem

gerceklestirdiklerini belirtmislerdir.

Aragtirmada oncelikle, 6lgekte yer alan degiskenlerin belirlenmesi amaciyla Kes-
fedici Faktor Analizi kullanilmistir. S6z konusu analiz i¢in Kaiser-Meyer-Olkin
(KMO) 6rneklem yeterliligi .93; Bartlett’s Test of Sphericity anlamhlik diizeyleri

(p = .000) olarak hesaplanmistir. Buna gore veri setinin, faktor analizine uygun
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oldugu soylenebilir (Hair ve ark., 1998). Temel bilesenler analizi ve varimax dikey

dondiirme teknigi kullanilarak faktorlerin indirgenmesi saglanmus, faktor yiik-

leri %50nin tizerinde olan faktorler dikkate alinmistir (Lee, 2009). Buna gore

faktor yiikii .50'nin tizerinde, 6z degeri 1'den biiyiik olan toplam 19 degisken be-

lirlenmistir. Ayrica her birisi en az 3 degisken ile temsil edilen toplam 5 faktor

belirlenmistir. Kesfedici faktor analizi sonugclar1 Tablo 1de sunulmaktadir.

Tablo 1
Kegfedici Faktor Analizi Sonuglar:

Faktor 1

Faktor 2

Faktor 3

Faktor 4 Faktor 5

Satig Elemaninin Etik Davranist

SED 1
SED 2
SED 3
SED 4
SED 5

.89
.89
.89
.88
.78

Satis Elemanindan Duyulan Memn.

SM 1
SM 2
SM 3

.86
.81
.78

Satig Elemanina Duyulan Giiven

SG1
SG2
SG3
SG 4

.81
.79
.82
.75

Isletmeye Duyulan Giiven

iG1
iG2
iG3
iG4

.81
.82
.66
71

Tekrar Satin Alma Davranigi

TSAD 1

TSAD 2

TSAD 3

Agiklanan Varyans (%)
Kiimiilatif Agiklanan Varyans

30,31
30,31

19,00 10,00
49,31 59,31

.58
71
.73
6,03 4,93
65,35 70,29

Kaiser-Meyer-Olkin (KMO) 6rneklem yeterliligi: .937

Bartlett Testi: x 6511, df: 173, p: .000

Cronbachss alfa katsayilari

.75

.85 .92

.82 .95

Aragtirmada kullanilan dl¢egin giivenilirligi (i tutarlilik katsayis1), Cronbach’s

alfa katsayusi ile test edilmistir. .70 ve tizeri alfa katsayis1 degeri, yeterli bir gii-

venilirlik gostergesidir (Hair ve ark., 1998; Fornell ve Larcker, 1981). Her bir

faktore ait alfa katsayisi, 6nerilen deger olan %70’in iizerinde hesaplanmustir.

Buna gore kullanilan dl¢egin giivenilir oldugunu séylemek miimkiindiir.
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Aragtirmada kullanilan dlgeklerin giivenilirlikleri test edildikten sonra, yapisal
gegerliliklerini test etmek i¢cin Dogrulayici Faktor Analizi (DFA) kullanilmstir.

Dogrulayici faktor analizi sonuglar: Tablo 2'de gosterilmektedir.

Tablo 2
Dogrulayici Faktor Analizi Sonuglart
Standardize Standart t Ortalama Agik- Bilesik
tahmin degeri hata degeri lanan Varyans Giivenilirlik

Satig Elemaninin Etik Davranigi

SED 1 .68 .03 15,33

SED 2 .82 .03 23,44

SED 3 92 .03 32,03 .76 95
SED 4 94 .03 34,17

SED 5 .90 .02 37,08

Satig Elemanindan Duyulan Memn.

SM 1 .84 .30 16,68

SM 2 .89 .20 18,25 71 92
SM 3 .83 31 16,38

Satis Elemanina Duyulan Giiven

SG1 .75 .05 15,58

SG2 .76 .05 15,78

SG3 .90 .05 17,43 o e
SG4 .82 .04 17,85

Isletmeye Duyulan Giiven

iG1 77 .04 19,22

iG2 .81 .05 20,99

iG3 72 .06 14,63 ol 8
iG4 .84 .06 16,93

Tekrar Satin Alma Davranist

TSAD 1 .79 .07 14,73

TSAD 2 .81 .06 15,95 .56 79
TSAD 3 .64 .08 11,39

DFA araciligryla her bir faktor ile ilgili olarak, degiskenlerin ilgili olduklar fak-
torleri ne dl¢iide temsil ettikleri belirlenmistir (Fornell ve Larcker, 1981). Ben-
zesim gegerliligini belirlemede kullanilan bilesik giivenilirlik katsayilari, belirli
bir faktore yiiklenen degiskenin igsel giivenilirligini gostermektedir. Her bir
faktore ait bilesik giivenilirlik degeri, 6nerilen deger %70’ten biiyiiktiir (Fornell
ve Larcker, 1981; Hair, Black, Babin, Anderson ve Tatham, 2006). Ayrica stan-
dardize edilmis faktor yiiklerine ait ¢ degerlerinin anlamliliklar1 dogrulanmus,
tim maddelerin, ilgili faktori yeterince agikladigi ortaya ¢ikmistir. Buna gore
tim t degerleri, pozitif ve anlamlidir (p < .001). Ortalama agiklanan varyans

tahminleri, her bir faktoriin ilgili gozlenen degiskende agikladig toplam var-
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yans degerini gostermektedir. Faktorlerin ortalama agiklanan varyans degerle-
ri, standart tahmin degerlerine gore hesaplanmis ve kabul edilebilir sinir olan
%50’nin tizerinde belirlenmistir (Fornell ve Larcker, 1981). Dolayisiyla 6lgme

modelinin giivenilir ve gecerli oldugu séylenebilir.

Calismada 6l¢gme modeli ve yapisal modelin ayr1 olarak test edildigi iki asamali
yaklasim benimsenmis (Chau, 1997), 6ncelikle 6l¢me modeli test edilmistir.!
Model uyumunu gosteren istatistik degerleri, modelin kabul edilip edilemeye-
cegine dair kabul edilebilir degerler sunmaktadir. Kabul edilebilir degerler ile
6l¢me modeline ait hesaplanan degerler, Tablo 3’te sunulmaktadir. Buna gore
6lgme modeline ait tiim uyum iyiligi 6l¢iileri, kabul edilebilir degerlerdedir.

Dolayistyla 6l¢me modelinin, gozlenen veriye uyum sagladig: sdylenebilir.

Tablo 3 ) )

Olgme Modeli Uyum lyiligi Olgtileri

Uyum lyiligi Istatistikleri Olmasi Gereken* Hesaplanan Deger
Diizeltilmis Ki-Kare x*/df <5 1,92
Uyum lyiligi Indeksi (GFI) >.90 .94
Diizeltilmis Uyum fyiligi Indeksi (AGFI) >.90 92
Normlastirilmis Uyum Indeksi (NFI) >.90 .96
Karsilagtirmali Uyum Indeksi (CFI) >.95 98
Artan Uyum Indeksi (IFI) >.95 98
Tucker Level Indeks (TLI) >.95 .97
Tahminin Hata Kareleri Ortalama Kare Kokii (RMSEA) <.05 .05

*Kaynak: Schumacker ve Lomax (2004, s. 82).

DFA sonucunda tatmin edici sonuglara ulagildiktan sonra yapisal esitlik modeli ana-

lizi ile yapisal model (arastirma modeli) ve arastirmanin hipotezleri test edilmistir.

Yapisal modelin uyum iyiligi istatistiklerine bakildiginda, sonuglar yapisal mo-
delin kabul edilebilirligini desteklemektedir (x* = 358,32; df = 213; p = .000);
x7/df = 1,68; GFI = 91; AGFI = .920; NFI = .95; CFI = .97; IFI = .98; TLI =
.99; RMSEA = .04). Ornek biiyiikliigiiniin yeterliligini gosteren (x*/df) ile tim
uyum iyiligi indeksleri kabul edilebilir sinirlar igerisindedir (Schumacker ve
Lomax, 2004, s. 82). Buna gére mevcut veri seti dikkate alindiginda, yapisal

model ile veri arasinda iyi bir uyum oldugu gériilmektedir.

1 Yapisal Esitlik Modeli ¢alismalarinda hem yapisal hem de 6l¢me modelinin sonuglarinin, ayni anda elde edilebilmesinin
yaninda; 6lgme modeli ve yapisal modelin ayri olarak analiz edildigi iki asamal1 yaklasim da s6z konusudur (Chau, 1997,
s. 316; Simgek, 2007, s. 61). Bu ¢alismada iki agamali yaklagim benimsenmis, ncelikle 6l¢gme modeli, sonrasinda yapisal
model test edilmistir.
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Tablo 4
Hipotez Testi Sonuglar

Standardize tahmin

Hipotez Testi degeri; T t  Sonug
H1: Satig elemaninin etik davranis1 — satig elemanindan duyulan memnuniyet 22% 1,68 Kabul
H2: Satis elemaninin etik davranis1 — satig elemanina duyulan giiven 740 13,91 Kabul
H3: Satis elemaninin etik davranisi1 — isletmeye duyulan giiven S 10,37 Kabul
H4: Satis elemaninin etik davranist —— tekrar satin alma davranisi .32 2,38 Kabul
H5: Satis elemanindan duyulan memnuniyet —— tekrar satin alma davranisi .15 1,06  Red
H6: Satig elemanina duyulan giiven —— tekrar satin alma davranist .36 4,69 Kabul
H7: Isletmeye duyulan giiven — tekrar satin alma davranist 4300 8,47 Kabul

Not. p <.10* **p <.05***p < .0L.

Arastirma hipotezlerine iliskin sonuglar, Tablo 4’te gosterilmektedir. Sonuglar,

gizli degiskenler arasinda pozitif ve anlaml iligkiler oldugunu dogrulamaktadir.

Tablo 4’te degiskenlere ait standardize edilmis regresyon katsayilar1 ve bu katsay-
lara ait t-istatistik degerleri sunulmaktadir. Analiz sonuglarina gére aragtirmanin
alt1 hipotezi, %1, %5 ve %10 istatistiki anlamlilik diizeylerinde kabul edilmistir.

Arastirmanin H2, H3, H6 ve H7 hipotezleri istatistiki olarak (p < .01) diize-
yinde anlamli bulunmustur. Buna gore satis elemaninin etik davraniginin, (T,
=.74); (t = 13,91) satis elemanina duyulan giiven iizerinde ¢ok giiglii bir etkisi
bulunmaktadir. Ayni zamanda etik davranigin, (T, = .51); (t = 10,37) isletmeye
duyulan giiven iizerinde de 6nemli derecede etkili oldugu goriilmektedir. Do-
lay1siyla satis elemaninin etik davraniginin, giiven unsurunun 6nemli bir belir-
leyicisi oldugu soylenebilir. Arastirmanin bu sonucu, Roman ve Ruiz (2005),
Chen ve Mau (2009) caligmalarini destekler niteliktedir.

Aragtirmada istatistiki olarak (p < .01) diizeyinde anlamli bulunulan diger iki
hipotez (H6, H7), yine giiven unsuru ile ilgilidir. Isletmeye ve sati elemanina
duyulan giivenin, tekrar satin alma davranisi tizerinde pozitif ve anlamli bir
etkisi bulunmaktadir. Ayrica s6z konusu iki giiven unsuru, -isletmeye duyulan
giiven basta olmak iizere (I, = .43); (¢ = 8,47)- tekrar satin alma davraniginin en

gliclii belirleyicisi durumundadir.

H4 hipotezi satig elamaninin etik davraniginin, tekrar satin alma davranisi tize-
rindeki “dogrudan” etkisini test etmektedir. Buna gore etik davranisin, tekrar

satin alma davranigi tizerindeki “dogrudan” etki diizeyi sifirdan farkli (T', = .32)
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ve istatistiki olarak (p <.05) diizeyinde anlamlidir. Ancak etik davranisin, tek-
rar satin alma davranisi iizerinde dogrudan etkisi olmakla beraber s6z konusu

iligki, giiven unsurunun aracilik ettigi iliskiden daha diisiik diizeydedir.

Satis elemanindan duyulan memnuniyet, satis elemaninin etik davranisindan
en az etkilenen (', =.22; t = 1,68; p < .10) boyut olmustur. Bu sonug, (Lin, 2012)
galigmalarini destekler niteliktedir. Buna gore satis elemaninin etik davrani-
sinin, giiven boyutu tizerinde -memnuniyete gore- ¢ok daha giiclii bir etkisi

oldugu soylenebilir.

Benzer sekilde memnuniyet ile ilgili olarak satis elemanindan duyulan mem-
nuniyetin, tekrar satin alma davranisi iizerinde istatistiki olarak anlamli bir et-
kisi bulunamamus (', = .15) (¢ = 1,06), dolayistyla H5 hipotezi reddedilmistir.
Buna gére Roman (2003) calismasinda belirtildigi tizere etik satig davranisi, sa-
tis elemanindan ve servisten duyulan memnuniyete dogrudan 6nciiliik etmek-
te ancak s6z konusu memnuniyetin, davranigsal anlamda daha giiclii sonuglar
verebilmesi igin isletmeye olan giiven, isletmeden duyulan memnuniyet gibi
faktorlerin araciligina ihtiya¢ duyulmaktadir (Roman, 2003, s. 928).

Arastirmada tekrar satin alma davranisinin en giiglii belirleyicisinin, isletmeye du-
yulan giiven oldugu ortaya ¢ikmaktadir. Etik satis davranusi ile sekillenen giiven ve
memnuniyet gibi duygularin, davranissal sonuglar tizerindeki etkisinin konu alin-
dig1 benzer nitelikteki calismalarda da (Hazrati ve ark., 2012; Roman ve Ruiz, 2005)

giiven duygusu, davranissal sonucun en 6nemli belirleyicisi olmaktadur.

Tartisma

Aragtirmanin sonuglarina gore giiven unsurunun her iki boyutu da, satis ele-
maninin etik davranisindan en fazla etkilenen boyutlardir. Ayrica her iki boyut
da, tekrar satin alma davraniginin en giiglii belirleyicileri durumundadir. Dola-
yistyla bu ¢alisma etik davranigin, giiven unsuru yaratmaktaki 6nemini ve sz
konusu etik davranis ile olusan giivenin, tekrar satin alma davranisi tizerinde-
ki giiclii etkisini ortaya ¢ikarmaktadir. Oyle ki satis elemaninin etik davranisi,

-isletmeye duyulan giiven araciligiyla- tekrar satin alma davranisinin en giiglii
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belirleyicisi olmaktadir. Buna gore, satis elemaninin davranislarina yonelik etik
algilarin, isletmeye kars1 giiglii bir giiven duygusu olusturabilecegi ve nihaye-
tinde pozitif anlamda davranigsal bir sonug yaratabilecegi ortaya ¢ikmaktadir.
Ayrica satig elemaninin etik davraniginin, tekrar satin alma davranisi tizerinde
“dogrudan” etkili olmas; satis elemanin etik davraniglarinin, isletme igin one-

mini destekleyen bir diger bulgudur.

Satis elemaninin davranislarinin, isletmeye duyulan giiven iizerindeki giiclii
etkisi, alici-satic1 arasindaki iletisimin, isletmeye yansiyabilecegini ve isletme
seviyesinde yayilabilecegini gostermektedir. Aragtirmanin bu bulgusu, West-
brook (1981), Kelly ve Schine (1992), Chen ve Mau (2009) ¢aligmalarini des-
teklemektedir. Ayrica satis elemaninin etik davranislarinin, tekrar satin alma
davranis: tizerindeki giiglii etkisi, Lagace ve arkadaglar1 (1991), Roman ve Ruiz
(2005), Hansen ve Riggle’in (2009) ¢alismalarini da destekler niteliktedir.

Memnuniyet, etik satis davranisindan en az etkilenen boyut olmustur. Diger
bir ifadeyle etik satis davranisinin memnuniyet yaratmadaki etki diizeyi, diger
boyutlardan (isletmeye duyulan giiven, satis elemanina duyulan giiven) daha
diigiiktiir. Buradan ¢ikarilan sonug, bazen memnuniyetin isletme sadakati, bag-
lilik vb. unsurlardan bagimsiz olabilecegidir. S6z konusu bulgu, Jayasankarap-
rasad, Venkate ve Kumar’in (2012) ¢aligmalariyla da desteklenmektedir. Benzer
sekilde Taher, Leigh ve Frencha (1996) gére memnuniyet, tekrar ziyarette bu-
lunmak igin yeterli olmamaktadir. Bunun nedeni ise 6zellikle riskli satin alim-
larda misterilerin, edindikleri bilgiden gii¢ almalar1 ve daha fazla deger elde
edebilmek icin s6z almak istemeleri seklinde agiklanmaktadir. S6z konusu ihti-

yag, memnuniyet duygusundan daha 6nemli olabilmektedir (Lin, 2012, s. 35).

Bir¢ok calismada da belirtildigi gibi (Lin, 2012; Roman, 2003; Roman ve Ruiz,
2005) finansal sektor, tiiketicinin satin alimlarda en fazla siiphe duydugu ve
satin alma sonrast belirsizlik durumunu en fazla yasadig: sektorlerden birisi-
dir. Dolayisiyla bu sektordeki pazarlamacilar, satis1 gerceklestirmekte biiytik rol
tistlenen satis elemanina ayr1 bir 6nem atfetmelidirler. Miisterinin satis elema-
nina yonelik algilar1 ve bu algilarin davraniga yansimasina 6nem vermelidirler.
Konunun dnemi geregince esasen isletmeler, faaliyetlerini arttirmak i¢in etik

ve sorumlu iletisimlere vurgu yapmaya zorlanmaktadirlar. Tiiketicilerin etik
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konularinda taleplerinin artmasi ile birlikte bu konu, isletmeler i¢in sosyal bir

sorumluluk haline gelmistir.

Satis elemaninin etik davraniglarinin, miisteriler tarafindan isletme seviyesinde
degerlendirilmesi ve davranissal bir sonuca dontismesi, isletmelerin bir takim
onlemler almasini gerekli kilmaktadir. Calisanlarin etik olmayan bir bi¢gimde
davranmalarini engellemek igin isletmeler, etik kurallar benimsemeli, kont-
rol sistemleri gelistirmeli ve uygulamalarina sosyal bir anlayis eklemelidirler.
Boylelikle tutarli etik kararlar alabileceklerdir. Bunun yaninda etik ve sosyal
olarak sorumlu uygulamalar1 artirabilmek i¢in denetleyicilerin ya da isletme
mudiirlerinin, 6ncelikle kendi isletmelerinde ve birimlerinde, kendi calisan-
larini degerlendirmeleri gerekmektedir. Nitekim hizmet sektorii, yapisi geregi

standardizasyonun gok 6nemli oldugu bir sektordiir.

Bu ¢alismada miisterilerin, etik davranisa yonelik algilar1 ve bunun, tekrar satin
alma davranigina yansimasi konu alinmaktadir. Uusitalo ve Oksanene (2004)
gore tiiketicilerin bir¢ogu, etik meseleleri 6nemli bulmakla birlikte ¢ogu za-
man bu tutumlariny, tercih davranislarina yansitmamakta, maddi boyutlar gibi
farkli kogullar1 da degerlendirebilmektedirler. Dolayisiyla gelecekte yapilacak
caligmalarda, fiyat, isletmenin sundugu maddi olanaklar, isletmenin {inti gibi
konular, etik davranis ile birlikte degerlendirilebilir. Boylelikle etik davranig
algisinin, diger konularla goreceli 6nemi de ortaya koyulabilecektir. Ayrica
miisterilerin etik davranisa yonelik algilarini etkileyebilecek yas, cinsiyet, gelir

durumu, egitim seviyesi gibi demografik ozellikler de dikkate alinabilir.

Ayrica gelecekteki ¢aligmalarda satis elemaninin etik davraniginin, isletme ag1-
sindan ve miisteri agisindan birlikte degerlendirilmesi konu alinabilir. Bu tiirli
bir degerlendirme, her iki tarafin da konuya bakisini ortaya koyabilecegi gibi,

taraflarin beklentilerinin karsilanmasi anlaminda da 6nemli olabilecektir.
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The concept of ethics represents the principles and values that shape behavior. It
is often said that ethics issues should not be mixed with business. Profit, which is
necessary for the survival of business, is argued to be a higher priority than moral
principles and values. The basis for this is that the cost of present ethical behavior
is more than the benefits that arise from deceptive practices, and deceptive
practices lead to higher short-term sales. This view, contrary to ethics, is a part of
business social structure, and therefore moral constraints are not considered as a
necessary topic. However, all purchasing behaviors are fundamentally ethical and

include moral judgment (Viriyavidhayavong & Yothmontree, 2002, p. 2).

In marketing science, ethics evaluations have been taken into consideration
from 1985 to the present. There is, however, no universally accepted definition
for the concept of ethics (Chen & Mau, 2009; Ferrell, 2005; Hazrati, Zohdi,
& Seyedi, 2012). In other words, there is no standard scale to measure the
quantity, if any, of ethics in an event. As a concept, “business ethics” researches
the moral justifications of individuals and their behaviors in economic and
trade relations (Durif, Graf, & Chaut, 2009, p. 6). According to Murphy et al.
(2005), business ethics emphasizes marketing activities that provide equity
and honesty to customers and other stakeholders, including personal and
organizational relationships that are transparent, reliable, and responsible. The
concept describes the relationship of company members, as well as the standards
and principles that manage the results of marketing decisions (Ferrell, 2005,
p. 3). According to Beschorner (2006), the theory of business ethics consists
of two dimensions, justification and implementation. Justification describes
the structure of the rules and the principles that the business imposes. For its
application, the ideology as accepted by the company is implemented. During
the implementation phase, the salespeople take responsibility for a part of the
company’s load together with their ethical behavior. The concept of ethics brings
ethical sales behavior to the agenda for companies, because of its intrinsic being
behavior focused. At the same time, there is also a regular structure for ethical
sales behavior (Hazrati et al., 2012, p. 5026).

Ethical behavior is defined as a format of activity in accordance with social

norms such as fairness and honesty (Robertson & Anderson, 1993). When
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considered in terms of the behaviors of the salesperson, the issue is ethical sales
behavior. It involves behaviors such as the salesperson conveying a genuine
message, only selling products and services that are beneficial to customers,
being able to exclusively give one’s word, and keeping the customer’s information
confidential. In contrast, unethical sales behavior includes behaviors such as
the salesperson giving misleading messages to the customer, selling products
that are not suited to the customer, and using pressuring sales techniques
(Roman & Ruiz, 2005). Whether ethical or unethical, the salesperson is affected
by their moral development, by inner and outer control mechanisms, and by
the surrounding business (Hazrati et al., 2012, p. 5028).

The salesperson, in order to meet their sales targets, can many times act in a manner
contrary to the code of ethics. Thus, unethical sales behavior can destroy the mutual
relationship between buyer and seller; it can even result in the loss of customers (Lin,
2012, p. 35). In terms of business, therefore, whether or not customers recognize

their salesperson as ethical is a matter that needs to be assessed.

Most studies about the ethical behavior of salespeople (Ramsey, Marshall, &
Johnston, 2007; Strout, 2002) have been concerned about behavior, focusing
on evaluations by sales managers (supervisors). However, evaluating the issue
from the perspective of the customer will help further business on the topic of
customers knowing what to expect from their salesperson, providing knowledge
for acquiring experience on how long-term relationships can be developed with
the customer, and knowing what kinds of behaviors will be monitored (Lin,
2012). In this study, therefore, the expression “salesperson’s ethical behavior”
is intended to be considered as the ethical aspects of salespeople from the

perspective of the customer.

According to many researchers (Lagace, Dahlstrom, & Gassenheimer, 1991;
Gundlach & Murphy, 1993), the ethical behavior of a salesperson is effective
at creating the long-term relationship of the buyer and seller, and providing
continuity to it. However, despite its importance, there have been few
experimental studies in this field. According to Roman (2003), in addition
to studies on salespersons” ethical behavior, the impact of their behavior on

customer satisfaction based on retail and financial service companies is
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an issue that has rarely been studied. In particular, financial institutions are
fragile structures immediately affected by legal and ethical regulations. Their
customers have difficulty understanding service fully because many cannot
completely predict the benefits of future service, thus experiencing uncertainty.
Therefore, these institutions have been characterized with a much greater
factor of confidence compared to other institutions (Chen & Mau, 2009, p. 59).
In this regard, particularly in the financial sector, an important task falls to the

salesperson to specify prospective benefits in the future and to achieve the sale.

The purpose of this study, from the perspective of the consumer, is to reveal
whether or not the salespersons’ ethical behavior affects the satisfaction, trust,
and ultimately the repeat purchasing behavior of the customer. In addition,
the element of trust is addressed through the dimensions of both trust in the
business and trust in the salesperson to reveal the role the two dimensions
play in providing repeat purchases with the company. Another objective of the
study is to determine the relative significance of sense of satisfaction and trust

associated with ethical sales behavior on repeat purchasing behavior.

In this study, banks reveal the way to be able to create a sense of trust and
satisfaction through the ethical behavior of their customer representatives.
Furthermore, the perception in terms of the customer that the financial sector
is uncertain and riskier is a reminder of the necessity of the nature of ethical
evaluations and their requirements. The implementation of this code of ethics
will be able to provide improvement to the results such as preference, loyalty,
repeat purchasing, and as a consequence, profitability. Along with these results,
it will be able to provide more secure, long-term relationships to customers.
This situation, especially the customer having little information about financial
transactions, obligations, and so on, is also important to our country, which is
just emerging into this sector. According to many researchers (Chen & Mau,
2009; Lin, 2012; Roman & Ruiz, 2005), concepts such as trust, preference, and
ethical sales behaviors have been discussed mostly in the retail sector; there
are a lack of evaluations on institutions that provide financial services, such as
banks and insurance companies, concerning this concept. In this regard, the

nature of the current study is to cover this deficit.
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In context with the purpose of this research, the hypotheses to be tested are

presented below.

H1I: The perceived ethical behavior of the salesperson has a positive, statistically

significant effect on the sense of satisfaction with the salesperson.

H2: A salesperson’s perceived ethical behavior has a positive, statistically significant

effect on trust in the salesperson.

H3: The perceived ethical behavior of a salesperson has a positive, statistically

significant effect on trust in the company.

H4: The perceived ethical behavior of a salesperson has a positive, significant

effect on repeat purchasing behavior.

Hb5: The sense of satisfaction with the salesperson has a positive, significant effect

on repeat purchasing behavior.

He6: The sense of trust in the salesperson has a positive, statistically significant

effect on repeat buying behavior.

H7: The sense of trust in the company has a positive, statistically significant effect

on repeat purchasing behavior.

Review of the Literature

The intention of marketing is to influence purchasing habits due to competition
being more intense in modern economy. One of the most significant problems
that can arise in achieving this goal is unethical behavior. For marketers,
questions about what is morally right contain many dilemmas. Even within
a given country, ethical standards cannot be fully identified. From this
perspective, marketing requires greater social responsibility, theory, and
practice to be able to explain the basic problems of unethical behavior, such as
the economics of long-term contact and its social effects (Durif et al., 2009, p.
6). From the perspective of the consumer, performing the action of purchasing

occurs from their need to avoid practices which are contrary to the morality
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and responsibilities of marketing. At the same time, consumers have been
found to need to act within the framework of social and moral responsibility

as related to consumption and its outcomes (Torlak & Ozdemir, 2008, p. 94).

Lately, the concept of ethics in the context of social responsibility has drawn
too much attention from businesses, marketers, and even academics. However,
while many studies have focused on marketing activities (Ferrell, Gresham,
& Fraedrisch, 1989; Hunt & Vitell, 1992), experimental studies on consumer
perceptions of ethics still remain limited in number (Uusitalo & Oksanen, 2004).
Similarly, consumer perceptions of ethics have remained in the background
despite the rapid increase in interest in these issues. Very few studies from those
which have researced consumer responses to unethical behaviors examined
the relationship between the buyer and the seller, according to Ingram, Steven,
Skinner, and Taylor (2005, p. 239).

According to Kavak and Alkibay (2007), studies evaluating salespeople who
have face-to-face communications with the buyer are numerous. However,
few evaluational studies from the perspective of sales ethics are available. Yet
in situations where buyers have face-to-face communication, the role of the

salesperson is very important (Kavak & Alkibay, 2007, p. 75).

One of the elements that salespeoples’ ethical behavior can lead to is cusomer
satisfaction. Customer satisfaction is an indicator of the buyer’s future
relationship with the salesperson (Lin, 2012, p. 31; Roman & Ruiz, 2005).
A salesperson who acts ethically establishes good relations with customers
and gains their satisfaction. This result is particularly important in the

pharmaceutical industry and financial services sector (Roman & Ruiz, 2005).

The salesperson’s perceived ethical behavior can lead to feelings such as
satisfaction and confidence, as well as attitudinal factors such as a positive
attitude, loyalty, and purchase to intent; it even can lead to behavioral results.
Accordingly, in some studies in the literature, ethical sales behavior had effects
on the subjects of trust in the salesperson, trust in the company, loyalty (Chen
& Mau, 2009; Hazrati et al., 2012; Roman & Ruiz, 2005) satisfaction with the
salesperson (Ingram et al., 2005; Roman, 2003; Roman & Ruiz, 2005) and
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behavioral intention (Ingram et al., 2005). In these studies, the salesperson’s
perceived ethical behavior was discussed as an estimator of results such as trust,
satisfaction, loyalty, and behavioral intention. Similar to those studies, the
hypotheses in this study were also presented to test the effect of the salesperson’s
ethical behavior on repeat purchasing behavior through satisfaction with the

salesperson, and sense of trust in the salesperson and the company.

Customer satisfaction is a personal event and a subjective assessment. It can be
defined as an interpersonal effect when looking at the interactive experiences
between the two parties (Lin, 2012, p. 34). In this study, therefore, customer
satisfaction represents an evaluation of the customer’s mutual experience with
the salesperson. According to Futrell (2006), a sense of satisfaction arises from
the difference between either the company’s product or service performance
and the customer’s expectations. The customer’s experiences related to the
product and service contribute to form the customer’s basic expectations and
also affect their reactions, which is their sense of satisfaction with the company.
As much as the customer perceives the salesperson as fair, their satisfaction

with the salesperson increases.

Repeat purchasing, customer retention, customer loyalty, and long-term
customer relationships are important, especially in institutions that provide
financial services. This is because the constant change in these institutions is in
question; for consumers, such uncertainty is a major purchase. For this reason,
consumers rely on the sales staff to provide accurate information and proper
guidance (Chen & Mau, 2009, p. 59).

A salesperson’s ethical behavior has an impact on the customer’s trust in both the
company and the sales staff. A sense of trust in the salesperson is the belief that
the salesperson will be able to provide long-term profitability to the customer
(Hazrati et al., 2012). This trust increases in the case of the salesperson being
perceived as honest, responsible, and helpful, which can result in recurring
bilateral relations (Chen & Mau, 2009; Morgan & Hunt, 1994).

Similarly, according to many researchers (Kennedy, Ferrell, & Leclair, 2001; Roman

& Ruiz, 2005; Wray, Palmer, & Bejou, 1994), trust in the salesperson is made plain
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through the salesperson’s honest, consistent, fair, sufficient, and sincere behavior
as well as non-pressuring sales techniques. The customer’s trust in the business
represents their long-term interests being fulfilled; at the same time, it represents
being satisfied with the quality and reliability of service that is offered (Chen &
Mau, 2009). In this study, sense of trust in the company were discussed in terms of

the reliability of sevices offered and company keeping to its word.

The customer is more inclined to trust the saleperson in sales where the
customer experiences intense conversation with the salesperson. The customer
feels a strong sense of confidence regarding future performance especially
when they have been satisfied with the salesperson’s previous performances
(Chen & Mau, 2009). Customers, however, work to separate the assessment of
the service provided by the company and their assessment of the salesperson’s
relationship with themselves. Customers who are quite trusting towards the
compay can be less trusting towards the salesperson. This difference is due
to the elements of both assessments being different. Assessments about the
salesperson are related to the behaviors encountered during service and how
the customer detects them. Assessments relevant to the company are related
to the customer’s experience with policies and practices involving financial
processes. Therefore, the customer’s sense of trust requires consideration in
two dimensions: trust in the salesperson and trust in the company (Chen &
Mau, 2009; Kennedy et al., 2001). Also similar in this study is the practice being
monitored; the factor of trust is dealt with in two dimensions: sense of trust in
the salesperson and sense of trust in the business. The effect of the salesperson’s

perceived ethical behavior is assessed over these two dimensions separately.

The most important objective of businesses that offer services in a competitive
environment is maintaining or increasing their market shares. In order to
provide a sustainable competitive advantage, the customer’s return and repeat
purchasing behavior needs to be ensured (Lin, 2012, p. 31). Repeat purchasing
behavior indicates a wish to develop a long-term relationship with a business.
In modern marketing, in fact, these continued relationships mean long-term
profitability (Babakus, Bienstock, & Scotter, 2004, p. 714).
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Repeat purchasing behavior is a situation of purchasing a said product or service
and choosing to become a regular user as a result of assessments regarding
the consumer’s purchase history. A customer with the intention of repeating
a purchase desires to be an associate of the company as long as they desire to

maintain a long-term relationship (Ingram et al., 2005, p. 241).

Sirohi, McLaughlin, and Wittink (1998) determined the intention of future
purchases and repeat purchase behavior as factors used to measure store loyalty. A
customer has two reasons for wanting to repeat a purchase of a product or service.
The first one is more related to its financial aspect, to the benefits gained in terms of
quality and price; another one is the emotional attachment to a product or service.
This second reason is related to loyalty. Hence, repeat purchases show the more
behavioral aspect of loyalty. Many researchers define the trend of repeat purchasing
as behavioral loyalty (Hanger, 2003, p. 40). Similarly, according to Zeithaml, Berry,
and Parasuraman (1996), repeat purchasing behavior is a part of loyalty.

According to Ganesh et al. (2000) trust is a complement to all of these feelings.
Ethical sales behavior is an investment for trust development. If customers
realize that the salesperson acts unfairly or dishonestly, this will decrease their
perception of trust, which may result in them wanting to leave the relationship
(Kelly & Sine, 1992; Roman & Ruiz, 2005, p. 441). Therefore, the level of trust can
affect the severity of feelings such as loyalty, desire to develop long-term relations,
and desire to talk positively about the company. Similarly, sense of satisfaction
may also impact behavioral outcomes (Oliver, 1997; Oliver & Swan, 1989). One
of the customer’s most important behavioral outcomes is the likelihood of repeat
purchasing. If the customer remains pleased with the relationship, they will very

likely want to continue the relationship (Ingram, 2005, p. 242).

The customer is the final decision maker in maintaining long-term relationships
with a business. Customers expect to be provided with certain benefits like service
exclusive to the individual and robust communication from their relationship with
the salesperson (Gwinner, Gremler, & Bitner, 1998). Positive ethical sales behavior
hopes to increase these benefits, thereby forming consistent and lasting customer
relationships with the company. According to Lin (2012), many studies (Yen &
Gwinner, 2003) have focused on results that might reveal trust, not paying much
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attention to the determinants of trust (Lin, 2012, p. 32). In this study, two dimensions
have been considered; these dimensions are discussed in terms of ethical sales
behavior as the determining factor of trust and repeat purchasing behavior as the
behavioral outcome. Similarly, the determinant for sense of satisfaction towards
the salesperson has been evaluated as ethical sales behavior and repeat purchasing
behavior as its behavioral result. In this case, ethical sales behavior has been
tested on repeat purchasing behavior indirectly through the feelings of trust and
satisfaction. At the same time, whether or not ethical behavior has a direct impact

on repeat purchasing behavior was also evaluated.

Method

In this section, information on the research design, sample method, data

collection methods, and lastly analytical method are presented.

Research Model

The model of the research reflects the effects of the perception of ethical behavior
on trust, sense of satisfaction with the salesperson and repeat purchasing
behavior. The causality between these variables was tested in the study. In scope

with the aim of the research, the developed model is presented in Figure 1.

In this research, the impact of ethical sales behavior through the customer’s
sense of trust and satisfaction was considered over their repeat purchasing
behavior. Indirect relationships such as those which can be examined as well as

direct relationships were included in the hypotheses of the research.

Research Population and Sampling Process

The population of the research was comprised of state-owned commercial banks
operating in the Kirsehir’s city center. There are 11 banks in Kirsehir city center,

three of which are state-owned banks. However, due to time and cost constraints,
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H4

The sense of
satisfaction
with the
salesperson

Repeat
Ethical The sense of purchasing
behavior of trust in the behavior

salesperson
salesperson P

Trust in the
company

Figure 1: Model tested in the scope of the research.

only customers from state-owned banks were included in the study, even though
the number of privately-owned commercial banks was much higher. Hoelter
0.05 index and Hoelter 0.01 index values reveal the minimum required sample
size according to the confidence interval that the research hypotheses have been
tested. In order to test any hypothesis at a 95% confidence interval, a minimum
sample size of 351 is required. The required sample size is 374 for a 99% confidence
interval (Kurtulus & Okumus, 2006, p. 12). The sample size was determined to
be 400, exceeding the minimum requirement for a 99% confidence interval;
with this sample size, a statistical significance of 1% was also found for the study.
The sample of the research was comprised of 400 customers who perform their
transactions in these banks. Taking erroneous surveys into account, 420 people

(140 from each bank) were administered surveys in the scope of the study.

The criterion sampling method from the purposeful sampling techniques was
used in the study. The research covers customers who have made financial
transactions at least once from these banks by means of a customer service
representative (sales consultant). Determining this kind of condition was

considered essential for the oppurtunity of the customer to observe and
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evaluate the ethical behaviors of sales staff. In fact, the customer has an
opportunity to be able to observe the actions of the person with whom they
are in communication with, and the duration is longer in transactions that are
made through an individual sales representative (Roman & Ruiz, 2005, p. 442).
Implementation was carried out with bank customers at the banks’ exit door in

compliance with the specified conditions.

Data Collection Method and Tools

The survey method was used as the data collection method in the research.
Accordingly, the survey method was applied to customers who had completed
their transactions in the three specified banks during working hours between

January 1 and February 10, 2015.

The questionnaire used as the data collection tool consisted of two parts. In the
first part of the survey, a total of 19 statements were respectively measured on
customer perception of ethical behavior of the salesperson, satisfaction with
the salesperson, trust in the salesperson and business, and lastly, the customer’s
repeat purchase behavior. The specified variables were measured through
statements that had been used in the literature. For example, statements such
as “the salesperson is telling a lie about convenience of service,” “they answer
the question even though they don’t really know the answer,” “they pressure
the sale even though they know the service is not suitable for me,” “they tell
lies about their opponents,” and “only struggling to make a sale, thinking
about their interests,” were used in the literature to measure the salesperson’s
perceived ethical behavior (Ingram et al., 2005; Chen & Mau, 2009; Roman
& Ruiz, 2005). The customer’s satisfaction with the salesperson was measured
using expressions like “I was pleased with the service salesperson,” “I am happy
because they worked hard for me” (Ingram et al., 2005), and “I've enjoyed their
personal touch,” (Chen & Mau, 2009).

Expressions such as “the salesperson was adequate and professional,” “they
were respectful,” “I did not feel that I was taking a risk while communicating,”

and “they were honest,” were used to measure trust in the salesperson (Chen &
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Mau, 2009; Roman & Ruiz, 2005). Trust in the company was measured through
the expressions “I think that the company protects my interests,” “I think the

company is reliable,” “I trust the services that are offered by the company,” and

“the company has the ability to provide good service,” (Chen & Mau, 2009).

Repeat purchase behavior was represented through the scale developed by Nguen
and Leblanc (2001) and Ranaweera and Prabhu (2003). Accordingly, expressions
such as “this company will be my first choice,” “I will buy from this company
again even if other businesses offer the same opportunities,” and “I will continue
to come to this company;” were used. In addition to the scale, a 5-point Likert

type scale was used where 1 = “strongly disagree,” and 5 = “totally agree”

Questions relating to the survey respondents’ demographics were located in the
second part of the questionnaire. In this section, questions related to gender,

age, education level, and average monthly income were included.

Method of Data Analysis

Structural equation modeling (SEM), which is a multivariate analysis method,
was used from among the methods in causality analysis in the study. SEM is
used to develop form in multiple regression models for examining the causal
relationships between observed variables and latent variables, or amongst
latent variables (Hair, Anderson, Tatham, & Black, 1998). Relationships
between variables and causal relationships are identified using these models.
Relationships in the model were tested through path analysis, and their
significance was evaluated. SEM also shows, at the same time, the conceptual
model’s compliance with the data sets (Hoyle, 1995).

The reliability of the scale used in the study was tested through exploratory
factor analysis before applying SEM to the research. Statistical reliability of the
study was tested using Cronbach’s alpha. After testing the reliability of the scale
used in the study, its structural validity was tested using confirmatory factor
analysis (CFA). As set forth in exploratory factor analysis with this method,

CFA tests whether or not theoretical models are valid as a measurement model
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(Carpenter, 2003; Fornell & Larcker, 1981). After reliability and validity of the
measurement model was tested, the model’s relevance to the observed data was
evaluated. The suitability of the research model with the data set and research

hypotheses was tested using structural equation modeling after the CFA.

Findings

Of the participants who responded to the survey, approximately 60% of them
were male. 60% of the respondents were married, and about 80% of them
were between the ages of 41 and 45. Forty percent of respondents had gone
to a university, and 35% of them stated that they had been in high school. The
average monthly income of 62% of respondents was stated to be between 1,000
and 3,000 Turkish Lira, and 48% of them were salaried with fixed monthly
incomes. Of the respondents, 58% stated that they had been a customer of the
bank for at least two years, and 55% of them had performed transactions with
other banks.

In the research, exploratory factor analysis was first used to determine the
variables of the scale. For this analysis, the Kaiser-Meyer-Olkin (KMO) measure
of sampling adequacy was calculated at 0.93 and Bartlett’s test of sphericity
calculated the level of significance at (p = .000). Accordingly, the data set can
be said to be appropriate for factor analysis (Hair et al., 1998). Factor reduction
was achieved using basic factor analysis and the varimax rotation technique
and factors whose loadings were over 50% were taken into account (Lee, 2009).
Accordingly, a total of 19 variables were determined with factor loadings over
50% and eigenvalues greater than 1. Also, a total of 5 factors were determined,

each represented by at least 3 variables.

The reliability of the scale (coefficient of internal consistency) used in the study
was tested via Cronbach’s alpha coefficient. An alpha coeflicient greater than or
equal to .70 is considered a sufficient indicator of reliability (Fornell & Larcker,
1981; Hair et al., 1998). The alpha coefficient for each factor was calculated to
be above the recommended value of 70%. Accordingly, the scale used can be

said to be reliable.
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After testing the reliability of the scale used in the study, confirmatory factor

analysis was used to test its structural validity.

The extent to which the variables represented their related factors was
determined with regard to each factor through CFA (Fornell & Larcker,
1981). The coefficients of composite reliability that are used to determine
convergent validity show the internal reliability loading of a specific factor.
The composite reliability value of each factor was greater than 70% (Fornell &
Larcker, 1981; Hair et al., 2006). The significance of the standardized t-values
for factor loadings was confirmed, and all agents that sufficiently explain the
factors have emerged. Accordingly, all ¢-values were positive and significant
(p < .001).Estimates of the average variance extracted shows the total variance
that explains every factor in each observed variable. The average variance
extracted for the factors was determined to be above 50%, which is calculated
as acceptable according to standard predictive values (Fornell & Larcker, 1981).

Therefore, the measurement model can be said to be reliable and valid.

In this study, a two-stage approach for testing the measurement model and
structural model separately was adopted (Chau, 1997); the measurement
model was tested first.! Statistical values showing model fit offer acceptable
values about whether or not the model could be considered. Accordingly, the
measurement model’s goodness-of-fit indices were within acceptable values.

Therefore, the measurement model can be said to fit the observed data.

In the results of CFA, after achieving satisfactory results with the structural
model (research model), the hypotheses of the research were tested using

structural equation modeling analysis.

The results suggest acceptability of the structural model when looking at the
statistics for goodness-of-fit of the structural model (x* = 358,32; df = 213; p
=.000); x/df = 1.68; GFI = .91; AGFI = .920; NFI = .95; CFI = .97; IFI = .98;
TLI = .99; RMSEA = .04). All goodness-of-fit indices were within acceptable

limits with x*/df demonstrating the adequacy of the sample size (Schumacker

1 In structural equation modeling studies, the model results for both structure and measurement, in addition to being
able to be obtained at the same time, can also use a two-stage approach to analyze the structure and measurement of the
model separately (Chau, 1997, p. 316; Simsek, 2007, p. 61). This study adopted the two-stage approach, first testing the
measurement model, then the structural model.
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& Lomax, 2004, p. 82). Accordingly, when the current data set was considered,

good correspondence between data and the structural model was seen.

The results related to the research hypothesis verify that there are positive and

meaningful relationships amongst the latent variables.

The hypotheses of the research H2, H3, H6, and H7 were statistically significant
with the level of p < .01. Accordingly, the ethical behavior of the salesperson
(I'1 =.74); (t = 13.91) has a very powerful impact on trust in the salesperson.
At the same time, ethical behavior (I'l = .51), (T1 = .37) appeared to also be
significantly effective with trust in the company. Thus, the ethical behavior of
the salesperson can be said to be an important determinant of the trust factor.
This result of the research supports the studies of Roman and Ruiz (2005) and
Chen and Mau (2009).

The two other hypothesis (H6 and H7), also concerning the element of trust,
were found significant in the research with p < .01. Trust in the company and
the salesperson had a positive and significant impact on repeat purchasing
behavior. Furthermore, these two elements of trust, especially trust in the
business (I'l = 0.43; t = 8.47), were the most powerful predictors of repeat

purchasing behavior.

Hypothesis H4 tested the “direct” effect of the salesperson’s ethical behavior on
repeat purchasing behavior. Accordingly, the level of direct effect for ethical
behavior on repeat purchasing behavior was greater than zero (I'l = .32) and
statistically significant at the level of p < .05. However, although ethical behavior
had a direct impact on repeat purchasing behavior, this relationship was at a

lower level than the relationship that the factor of trust mediates.

Satisfaction with the salesperson was the dimension that was least effected (I'l =
22;t =1.68; p < .10) by the salespersonss ethical behavior. These results support the
research of Lin (2012). Accordingly, the salesperson’s ethical behavior can be said

to have a much stronger effect on the dimension of trust, compared to satisfaction.

Similarly, a significant effect on repeat purchasing behavior from satisfaction
with the salesperson could not be found (I'l = .15) (¢ = 1.06); therefore,
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hypothesis H5 was rejected. Accordingly, as Roman (2003) indicated in his
study, ethical sales behavior heads directly to satisfaction with the salesperson
and service, but for this satisfaction to give behaviorally stronger results, there
needs to be an intermediation of factors such as trust in the company and

satisfaction with the company (Roman, 2003, p. 928).

The strongest predictor of repeat purchasing behavior in the research emerged
as trust in the company. Trust was the most important determinant of
behavioral consequences in studies of a similar nature which had taken note of
the impact of trust and sense of satisfaction as shaped by ethical sales behavior

on behavioral consequences (Hazrati et al., 2012; Roman & Ruiz, 2005).

Discussion

According to the results of the study, both dimensions from the element of
trust were most affected by the salespersons ethical behavior. In addition, both
dimensions were the most powerful predictors of repeat purchasing behavior.
Thus, this study reveals the importance of ethical behavior for creating an element
of trust, and the strong influence on repeat purchasing behavior by the trust
generated from this ethical behavior. In this way, the salesperson’s ethical behavior,
by means of trust in the company, is the strongest predictor of repeat purchasing
behavior. Accordingly, the ethical perception of salesperson’s behavior emerges
as being able to create a strong sense of trust in the company, and ultimately to
create positive behavioral consequences. Moreover, that the salesperson’s ethical
behavior directly effects repeat purchasing behavior is more evidence supporting

the importance of the salesperson’ ethical behavior for businesses.

The strong effect on trust in business by salesperson’s behavior shows that
communication between buyers and sellers can reflect onto the business and
can be distributed at the business level. This finding of the study supports the
studies of Westbrook (1981), Kelly and Sine (1992), and Chen and Mau (2009).
Also, the strong effect on repeat purchasing behavior by the salesperson’s ethical
behavior supports the studies of Lagace et al. (1991), Roman and Ruiz (2005),
and Hansen and Riggle (2009).
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Satisfaction was the dimension that had been least affected by ethical sales
behavior. In other words, the effect level of ethical sales behavior on creating
satisfaction was lower than other dimensions (trust in the company, trust in the
salesperson). The conclusions drawn here are that satisfaction can sometimes be
independent of elements such as business loyalty or allegiance. These findings

are supported by the research of Jayasankaraprasad, Venkate, and Kumar (2012).

As stated in many studies (Lin, 2012; Roman, 2003; Roman & Ruiz, 2005), the
financial sector holds the most uncertainty for consumer purchases, as well
as the most uncertainty experienced after purchase. Therefore, marketers in
this sector should attach special importance to the salesperson, since they play
a major role in the realization of sales. Marketers should give importance to
customer perception of the salesperson and to the reflection of these perceptions
on behavior. In accordance with the importance of this issue, businesses are
essentially forced to emphasize responsible communication and ethics in order
to increase their activites. This topic has become a social responsibility for

businesses with increasing consumer demands on ethics issues.

The salesperson’s ethical behaviors, as assessed by customers on the business
level and turned into a behavioral result, requires that businesses take certain
measures. Businesses should adopt ethical guidelines, develop control systems,
and add social understanding to their practices in order to prevent unethical
behavior in their employees. Thus, they would be able to make consistent
ethical decisions. In addition, directors and controllers of companies should be
required to first evaluate employees in their own departments and businesses to
increase ethical and socially responsible practices. In fact, the service sector is

a sector where standardization is very important, in accordance with its nature.

In this study, customer perception of ethical behavior and its reflection on
repeat purchasing behavior was considered as the topic. According to Uusitalo
and Oksanen (2004), many consumers, although collectively often finding
ethical issues important, by not reflectling this preference in their behaviors are
able to assess different requirements such as materialistic dimensions. Thus, in
future studies, cost can be evaluated with the financial opportunities offered

by a company or with topics such as a company’s reputation alongside ethical
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behavior. Thus, the relative importance of the perception of ethical behavior

can be laid against other issues. Also, demographic characteristics such as

age, gender, income level, and education level, which may affect customer

perceptions of ethical behavior, can also be considered.

Moreover, in future studies, the salesperson’s ethical behavior can be put

together in terms of business and customer evaluation. Such an assessment

could reveal the perspective of both sides of the issue and may be important in

the sense of meeting customer expectations.
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