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Ozet

Tiiketici davraniglarinin marka gelecegi konusunda son derece belirleyici oldugu
giiniimiizde, tiiketici zihninde marka hakkinda olusan tutumlar da ayni oranda 6nem
kazanmaktadir. Tutumlarin biiyiik Olgiide tecriibelerden kaynaklandigi fikrinden
hareketle, tiiketiciler yasadiklar1 tatminsizlikler ve olumsuzluklar sonrasinda marka
hakkinda olumsuz birtakim tutumlara sahip olabilmektedirler. Konu 6nceki tecriibeler,
giiven kaybi ve de tatminsizlikler oldugunda, orgiitsel davranis konusunda son yillarda
dikkat ¢eken konulardan birinin de ‘sinizm’ oldugu goriilmektedir. Literatiir sinizmin
biligsel, duygusal ve davranigsal bilesenlerden olusan negatif bir tutum oldugu
konusunda uzlagsmaktadir. Sinizm yaygin olarak siiphe ve giivensizlik duygulartyla i¢
ice olmasinin yaninda tatminsizlik, yabancilasma ve direnmeye kadar uzanan sonuclara
da sahip bir kavram olarak bilinmektedir. Buradan hareketle karsilikli bir giiven
iligkisini gerektiren marka-tiiketici iliskilerinde de bu giivenin zarar gérmesiyle birlikte
tilkketicide olusabilecek bir ‘tiikketici sinizmi’nden bahsetmek miimkiin olacaktir. Bu
calismada genel sinizm kavramindan yola ¢ikarak, spesifik bir sinizm tiirli olan tiiketici
sinizmi hakkinda literatiir taramasi1 yapilmig ve bu kavramin gerek icerigi gerekse de
sebep ve sonuclari ortaya konulmaya calisiimistir. Ayni zamanda, bu tutumun
isletmeler agisindan olasi etkileri hakkinda bilgi verilerek marka tiiketici iliskilerinde
farkli bir bakis acist kazandirilmaya c¢alisiimistir. Bu g¢aligmada tiiketici sinizmi
konusunda yapilabilecek sonraki ¢aligmalara bir altyap1 saglamasi da amaglanmaktadir.
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Abstract

In our modern world where consumer behaviours are essential for the future of
the brand, the attitudes in the minds of consumers are getting more and more important.
As attitudes are largely resulted from the experiences, consumers can have negative
attitudes following the negative experiences with the brands. When it comes to negative
experinces and particularly dissatisfactions, a newly emerged concept in organizational
behaviour comes to the fore ‘cynicism’. The most essential studies in the field are
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agreed that cynicism is a negative attitude that has cognitive, affective, and behavioural
components”. Cynicism is commonly related to suspicion, mistrust, skepticism, and
distrust of agent's motives, as well as reactions of dissatisfaction, alienation, and
resistance or even hostility towards the agent. Classification of these related constructs
according to the cognitive, affective and behavioural components of attitude defines the
scope of cynicism represented in the literature. Realizing that company-customer
relationship is also in need of tust and when it is broken, the consumer develops a
negative attitude toward the product or the company. This negative attitude can be
called as “consumer cynicism’. This study, setting out from the general cynicism
concept, deals with a general literature review about a specific kind of cynicism, known
as ‘consumer cynicism’ and aims to put a general frame about the content, the
antecedents and the consequences of consumer cynicism. The study also tries to prepare
a base review for the future research on consumer cynicism which is coming to the fore
in the marketing field every other day.
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