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Satis Elemanlarinin Ses Ozellikleri ve Tiiketicilerin Satin Alma Egilimi
Hliskisinde Bilissel ve Duygusal Giivenin Aracilik Etkisi
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Ozet

Bu makalede, satis siirecinde satis elemanlarinin karsi tarafta algilanan ses
ozelliginin miisterinin satin alma egilimi {izerinde bir etkisinin olup olmadig1 ve bunun
giiven iizerinden yonelip yonelmedigi arastirilmaktadir. Miisteri ile kurulan iki tarafh
iletisim stirecinde miisteriye aktarilan {irlin bilgisinin ve teknik ozelliklerin Otesinde,
firmanin bir temsilcisi olarak miisteride yaratilan algi 6nemlidir. Bu alginin iyi
yonetilmesi kuskusuz satigin basarisini artiracaktir. Miisterinin satin alma davranisi
temelde ikna olmay1 gerektirdiginden giiven etkili bir ikna yaratict ardildir. Giiven ise
teknik aktarim ile satis elemanini iletisim etkinliginin bir sonucudur. Ses 6zellikleri de
sOzsiiz ve giiven yaratici bir 6zellik olarak ele alinmaktadir. Bu kapsamda arastirmanin
temel aragtirma sorusu bilissel ve duygusal giiven unsurlarinin, satig elemanlarinin ses
ozellikleri iizerindeki araci etkileriyle satin alma niyetine olan etkilerini incelemektir.
Arastirmada satis elemanlarinin dogrudan satis programlarindaki sunumlarindan alinan
ses kayitlar1 cevaplayicilara dinletilmis ve ses Ozelliklerine iliskin degerlendirmeleri
alimmistir. Yapilan ¢alisma sonucunda satis elemanlarinin ses 6zelliklerinin tiiketicilerin
satin alma niyetini biligsel giiven ve duygusal giiven araciligiyla pozitif etkiledigi ve bu
iki gliven unsurunun kurulan modelde kismi araci olarak calistigi ortaya konmustur.
Ayrica biligsel gliven unsurunun satin alma niyetine olan pozitif etkisinin duygusal
giivenden daha yiiksek oldugu belirlenmistir.
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Abstract

The main purpose of this study is to investigate the mediating effect of cognitive
and emotional trust on the relationship between the perceived voice specifications of the
salesperson and the purchase intentions of the customer. Beyond the product
information and technical specifications transferred to the customer, the perception
created by the salesperson as a representative of the company is also important during
the communication process. A successful management of this process will increase the
success of the sales for sure. Trust is an effective persuasive successor, as the
persuasion process is at the heart of the customer's buying behavior and reliabity is a
result of salespersons communication effectiveness. In this context, voice specifications
are considered as a non-verbal clue, which creates trust. The main research question of
the article is to examine the mediating effect of cognitive and emotional trust factors on
the relationship between consumers purchase intention and the voice specification of
salesperson. The results of the study indicate that that the salespersons voice
specifications positively effects consumers' purchase intention through cognitive trust
and emotional trust factors, and these two factors worked as a partial mediator in the
structural model. Moreover, the positive effect of the cognitive trust on the purchase
intention was found higher than the emotional trust.
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