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Cevrimic¢i Aligverislerde Lojistik Hizmet Kalitesinin Anneler Tarafindan

Degerlendirilmesi

Ozet
Aylin Caliskan Cevrimigi aligverislerde siparisin yerine getirilmesi siirecini kapsayan
Dr. Ogr. Uyesi lojistik hizmet kalitesi uzun zamandir ve oldukca ¢ok calisilan bir

konudur. Degisen tiiketici aligkanliklar1 ve satin alma davranislariyla
zaten gilinden giine artan elektronik ticaret 6zellikle Covid-19 pandemi
siirecinde daha da c¢ok artmistir. Dolayisiyla hem tiiketici odakli
olabilmek hem de yalin, etkili ve verimli bir lojistik siireg igin yaratic
¢oziimler gelistirmek adina ¢evrimici aligveris siirecinde lojistik hizmet
kalitesi konusu demode olmaktan ziyade siirekli arastirilmas: ve
gelistirilmesi gereken bir konu haline gelmistir. Bu alanda yapilan
calismalarin  ¢ogunlugunun arastirma dizaynmin temelini {nli
pazarlama ve lojistik Profesorii olan John Thomas Mentzer ve
arkadaglarmin gelistirdigi elektronik lojistik hizmet kalitesi faktorleri
olusturmaktadir. Bu faktorler “siparisin dogrulugu”, “siparisin
durumu” ve “zamaninda teslimat” tir. Her ne kadar kullanilan cerceve,
c¢ikilan yol ayni olsa da varillan sonuglar calismadan c¢alismaya
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orneklem, cografya, aligveris tiirli, 6deme yontemi, iiriin tipi gibi
sebeplerle degismektedir. Ornegin gevrimigi satin alma yapan Hintli
miisterilerle yapilan bir arastirmada miisteri memnuniyetine etki eden
en Onemli lojistik hizmet Kkalitesi siparisin durumu olurken,
Amerika’da mavi yaka personellerle yapilan diger c¢alismada
zamaninda teslimat faktorii 6n plana c¢ikmis siparisin durumu ve
dogrulugunun miisteri tatminine etkisinin olmadig1 goriilmiistiir. Bu
calismanin arastirma modelinde bagimsiz degiskenler olarak
Mentzer’in e-lojistik hizmet kalitesi faktorleri olan siparisin durumu,
siparigsin dogrulugu ve zamaninda teslimat kullanilmistir. Bagimli
degisken yeniden satin alma egilimi olurken, cevrimigi alisveris
memnuniyet faktorii araci (mediator) degisken olarak modele
yerlestirilmistir. Arastirmanin farkliigimi 6n plana ¢ikaran ise
arastirma modeline yas, egitim ve is durumu degiskenlerinin katalizor
(moderator) degisken olarak eklenmesidir. Bu ¢alismada elektronik
aligveris stirecinde lojistik hizmet Kkalitesi anneler goziinden
incelenmistir. Tiim tiiketici davranislar1 gibi annelerin de hem satin
alma hem de tiiketim davrarus ve profilleri degismektedir. Ticari
isletmeler i¢in karli ve siirdiiriilebilir bir pazar segmenti olan anneler
Google, Nielsen, iab. gibi global pazarlama Ol¢limleme firmalar:
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tarafindan da yakin markaj altindadir. Koronaviriis salgimiyla
dijitallesen annelerin ¢evrimigi alisverislerinde bebek, cocuk ve ev
ihtiyaclar1 icin aldiklar1 triinlerin payr hem miktar hem tutar
anlaminda oldukca artmistir. Orneklemin belirlenmesinde kolayda
ornekleme teknigi kullanilmigtir. Izmir ilinde ikamet eden annelerin
tiye olduklar1 “izmirli Anneler” platformu kapsaminda olusturulan
iletisim aglar1 tizerinden 783 anne ve anne adaymna anket linki
gonderilmis, 568’1 gecerli olmak tizere toplam 579 geri doniis alinmistir.
Nedensel iliski modellerini incelemeye uygunlugu sebebiyle verilerin
analizinde ve modelin test edilmesinde Kovaryans Yap: Analizi
yontemi kullanilmistir. Yontemin uygulanma asamasinda Amos 24
yazilimindan faydalanilmistir. Verilerin analizi sonrasinda elde edilen
bulgulara gore siparisin soz verilen zamanda teslimi, siparisin verilme
ve teslim alinmasi arasindaki stirenin makul olmasi, teslim zamaninin
veya zaman araliginin Onceden belirtilmesi, belirtilen zamanda
teslimatin yapilmasi ve hizli teslimat secenegi gibi unsurlar1 igeren
zamaninda teslimat faktorii annelerin online aligveris memnuniyetine
etki eden en giiclii e-lojistik hizmet kalitesi degiskenidir. Zamaninda
teslimat faktorii ile memnuniyet araci degiskeni baglantisinin kuvveti
annelerin iy durumuyla farkhilasmaktadir. Calisan annelerin
memnuniyetleri ile zamaninda teslimat arasinda daha kuvvetli bir iligki
vardir. Gelen siparisin yanlis iirtin icermemesi, eksiksiz olmasi,
istenilen miktarda olmasi, muadilinin olmamasi, satin alirken
yararlanilan fotografla biiyiik oranda benzerlik gostermesi unsurlarin
iceren siparis dogrulugu faktorii ile hasarsizlig: ifade eden siparisin
durumu faktorii ise ¢evrimigi alisveris memnuniyetine esit oranda etki
etmektedir. Bu sonuca ek olarak annelerin egitim seviyelerinin
ylikselmesiyle siparisin durumu ve memnuniyet arasindaki bag;
annelerin yaslar1 artikga siparisin dogrulugu ve memnuniyet
arasindaki bag kuvvetlenmektedir. Arastirmanin analizleri sonucunda
ayrica misterinin online alisveris memnuniyetinin tekrar satin alma
egilimi tizerinde 0.891 katsayili oldukga giiclii ve beklenen bir etkiye
sahip oldugu goriilmiistiir.

Online aligveris, Y kusagr anne, Zamanminda teslimat, Kargo, Hizmet
Kalitesi

Service Quality by Mothers in Online Shopping

Abstract

Logistics service quality, which includes the process of order
fulfillment in online shopping, has been attracted the academic
attentions for several years. Electronic commerce, which has already
increased day by day with changing consumer needs and buying
behavior, has increased even more, especially during the Covid-19

IV. Ulastirma ve Lojistik Ulusal Kongresi

29-30 Aralik 2020, Bursa

34



Cevrimici Alisveriglerde Lojistik Hizmet Kalitesinin Anneler Tarafindan Degerlendirilmesi

pandemic process. Therefore, in order to be consumer-oriented and to
develop creative solutions for a lean, effective and efficient logistics
process, the issue of logistics service quality in the online shopping
process has become an issue that needs to be continuously researched
and developed rather than outdated. The basis of the research design
of the majority of the studies in this field is the electronic logistics
service quality factors developed by the famous marketing and logistics
professor John Thomas Mentzer and his friends. These factors are
"order accuracy”, "order condition" and "timely delivery". Although the
framework used and the way of the research are the same, the results
obtained vary from study to study due to reasons such as sample,
geography, shopping type, payment method, and product type. For
example, in a study conducted with Indian customers using online
shopping, the most important logistics service quality that affects
customer satisfaction was the order condition, while in another study
conducted with blue-collar personnel in the United States, it was
observed that the condition and accuracy of the order had no impact on
customer satisfaction. In the research model of this study, the order
condition, order accuracy and the timely delivery, which are the factors
of Mentzer's e-logistics service quality, were used as independent
variables. While the dependent variable was the tendency to
repurchase, the online shopping satisfaction factor was placed in the
model as a mediator variable. What highlights the difference of the
research is the addition of age, education and job status variables as
moderator variables to the research model. In this study, the quality of
logistics service in the online shopping process was examined from the
eyes of mothers. Like all consumer behaviors, both purchasing and
consumption behavior and profiles of mothers have been changing.
Moms constitutes a profitable and sustainable market segment for
businesses. It is also under close marking by global marketing
measurement firms such as Google, Nielsen, and iab.. The share of
products purchased by mothers for their baby, child and home needs
in online shopping has increased considerably in terms of both volume
and amount in pandemic. The convenience sampling technique was
used to determine the sample. Questionnaire links were sent to 783
mothers and mother prospects through the communication networks
created within the scope of the "Mothers from Izmir" platform, where
mothers residing in Izmir are members, and a total of 579 replies were
received, 568 of which were valid. Because of its suitability to examine
causal relationship models, the Covariance Structure Analysis method
was used in analyzing the data and testing the model. Amos 24
software was used in the implementation phase of the method.
According to the findings obtained, the on-time delivery factor, which
includes factors such as the delivery of the order at the promised time,
the reasonable time between the order and the delivery, the
predetermination of the delivery time or the time interval, the delivery
on the specified time and the fast delivery option, is the strongest e-
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logistics service quality variable which affects the online shopping
satisfaction of mothers. The strength of the relationship between the on-
time delivery factor and the satisfaction variable differs with the job
status of the mothers. There is a stronger relationship between the
satisfaction of working mothers and on-time delivery. The order
accuracy factor, which includes the factors that the incoming order does
not contain the wrong product, that it is complete, that it is in the
desired quantity, that there is no equivalent, and that it is highly similar
to the photo used when purchasing, and the order status factor, which
expresses the undamaged, affect the online shopping satisfaction
equally. In addition to this result, the relationship between the order
condition and satisfaction is increasing if the education level of the
mothers increases. Moreover, the relationship between the order
accuracy and satisfaction becomes stronger, as the age of the mothers
increases. As a result of the analysis of the research, it was also seen that
the online shopping satisfaction of the customer has a very strong and
expected effect on repeat purchasing tendency with a coefficient of
0.891.

Online Shopping, Generation Y Mom, On-time Delivery, Shipping,
Quality of Service
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