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Etnosentrizmin Diizenleyici Roliiniin Incelenmesi
Does Perceived Brand Globalness and Localness Affect Brand Credibility
and Perceived Quality? Investigating the role of Brand Credibility as a
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Ozet

Markalar stratejilerinde kimi zaman yerelliklerini kimi zaman da globalliklerini
vurgulamaktadirlar. Bu durumda markanin tiiketici tarafindan global/yerel algilanip
algilanmadigr 6nem kazanmaktadir. Zira tiiketicilerin global markalari fonksiyonel
acidan daha degerli, kaliteli, sembolik faydalar1 acisindan daha {istiin ve bireysel
kimliklerini yansitma kabiliyeti agisindan daha basarili bulduklarin1 gosteren ¢aligsmalar
mevcuttur. Bu calismada da tiiketicilerin markalar ile ilgili global / yerel algilari, o
markaya iligkin kredibiliteleri ve algilanan kalite / risk arasindaki iliski incelenmistir.
Markanin algilanan globalligi / yerelligi ile algilanan kalite arasindaki iliskide markanin
kredibilitesinin rolii aracilik analizi ile test edilmis ve beklenenin aksine, kismi araci
degil de, algilanan globallik ve kalite arasinda tam bir araci etkisi yaptigi, algilanan
yerellik ve kalite arasinda ise herhangi bir araci etkisinin olmadig1 sonucuna varilmistir.
Calismanin bir diger amact olan algilanan marka globalligi/yerelliginin marka
kredibilitesi ile iligkisinde tiiketicilerin etnosentrik egilimlerinin diizenleyici roliiniin
incelenmesi ile ilgili analiz sonucunda ise etnosentrik egilimin diizenleyici etkisi tespit
edilmis ve etnosentrik egilimi diisiik olan tiiketici grubunda, beklendigi gibi, markanin
hem algilanin globalligi hem de yerelliginin markanin kredibilitesini anlamli ve olumlu
yonde etkiledigi sonucu bulunmustur. Etnosentrik egilimi yiiksek olan tiiketici grubunda
ise, markanin algilanan globalliginin kredibilite iizerinde anlamli bir etkisi
bulunmazken, yerellik algisinin kredibiliteyi anlamli ve pozitif yonde etkiledigi
gorilmiustiir.
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Abstract

Whether local or global, brands sometimes prefer to emphasize their globalness
and sometimes their localness. Indeed, what is important is how consumers are
perceiving their brand status: Local or global? Empirical studies show that consumers
perceive global brands stronger in functionality and quality, more successful in
expressing symbolic benefits and more successful in projecting their identity. The
purpose of the paper is to identify the impact of perceived brand globalness / localness
on perceived quality and the mediating role of brand credibility in this relation, among
consumers of Turkish. The results showed that perceived brand globalness affected
perceived quality via brand credibility, it did not have direct affect, in other words there
was a full mediation. On the other hand, perceived brand localness did not have any
effect on perceived quality either directly or non-directly. The paper also investigates
the moderation role of consumer ethnocentrism on the relationship between perceived
brand globalness / localness and brand credibility. The moderating role of consumer
ethnocentrism between perceived brand globalness / localness and perceived quality
has been demonstrated. The weaker the consumer ethnocentrism, the stronger
relationship between perceived brand globalness and brand credibility. The higher the
consumer ethnocentrism, perceived brand globalness did not have any effect on brand
credibility.
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