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Development of The Attitude Scale Towards Cute
Products

Deniz UNAL ADIGUZEL!

Abstract

Although there are many products with the theme of cuteness, it seems
that there are not enough studies on cuteness in the literature. This
study aims to develop a “Consumer Attitude Scale Towards Cuteness
in Design” to measure the phenomenon of cuteness, which is one of
the factors affecting consumer behavior, and to present a cuteness-fo-
cused measurement tool for future research. In this context, field
studies consisting of three separate pilot studies were conducted us-
ing qualitative and quantitative methods (Study 1). Subsequently, the
scale in the design phase was tested with fieldwork to increase internal
and external validity. While doing this, an inter-subject experimen-
tal-based field study on childhood experiences and attitudes towards
cuteness (2x2) was conducted and the scale was developed (Study 2).
As a result, the attitude scale towards cute products was developed
in the design and the importance of positive experience in children’s
experiences, which is an important factor in the cute product market,
was emphasized.
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42 Development of The Attitude Scale Towards Cute Products

Sevimli Uriinlere Yonelik Tutum Olgeginin
Gelistirilmesi

Oz

Sevimlilik temali bir¢ok tirtin bulunsa da literatiirde sevimlilik tizeri-
ne yeterli ¢aligmanin olmadig1 goriilmektedir. Bu ¢alismanin amaci,
tilketici davranisini etkileyen faktorlerden olan sevimlilik olgusunu
Olemek amaciyla “Tasarimda Sevimlilige Yonelik Tiiketici Tutum
Olgegi” gelistirmek ve yapilacak arastirmalar icin sevimlilik odakli
bir dl¢tim arac1 sunmaktir. Bu baglamda oncelikle nitel ve nicel yon-
temler kullanilarak {i¢ ayri pilot ¢alismadan olusan saha calismalari
yapilmistir (Calisma 1). Devaminda tasarim agsamasindaki olgek, ic
ve dis gegerliligi arttirmak i¢in saha galigmasi ile test edilmistir. Bunu
yaparken de ¢ocukluk deneyimleri ve sevimlilige yonelik tutumlar
(2x2) denekler arasi deney temelli saha c¢alismasi yapilmis ve olgek
gelistirilmistir (Calisma 2). Sonug olarak, tasarimda sevimli iiriinlere
yonelik tutum olgegi gelistirilmis ve sevimli {liriin pazarinda énemli
bir faktor olan ¢ocuk deneyimlerinde olumlu deneyimin 6nemi vur-
gulanmustir.

Anahtar Kelimeler: Sevimli Uriin, Tiiketici Tutumu, Olumlu Cocukluk
Deneyimleri

Introduction

Today’s consumption habits show that while consumers want to have
a product, they expect an appeal in that product in terms of emotional as-
pects as well as the functional benefits of the product (Crilly et al., 2004:
569). For this reason, as a result of changing consumer expectations in
business, instead of focusing only on their functional needs and desires,
trying to reach their emotions and perceptions will be a method that will
support business in terms of competitiveness. Based on this reality, the
phenomenon of cuteness becomes even more important when we talk
about the emotional impact of products. Cuteness can be defined as a set
of desings that aim to provide consumers with emotional benefits as well
as functional benefits.
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Cuteness is a concept that includes many factors. However, it is pos-
sible to say that it is basically included in the concept of entertainment,
but it is not enough.

Cuteness includes many meanings ranging from objects that are fre-
quently used in daily life, which create a feeling of sweetness, pleasant-
ness and liking, to playfulness and humor. However, if an object or crea-
ture fulfills any of these criteria, it is considered cute (Wang, 2014: 4).
Cuteness refers to different things than being cool or beautiful (Aksoy,
2010; Cross, 2004: 125). While concepts such as coolness or beauty are
mostly used for young people and adults, cuteness is used for younger
children or adults with child spirits (Brougere, 2013: 346-347). To give
an example from marketing, Barbie or Superman are examples of cool-
ness, while Bambi or Hello Kitty are examples of cuteness (Yano, 2004:
61; Brougere, 2013: 347). With its origins dating back to the 1970s, cute-
ness has become a tool that supports marketers in the processes of cre-
ating brand awareness and developing brand identity (Dydynski, 2017:
13). Where creativity is used as a marketing strategy, cuteness has a
natural psychological appeal for some people. For example, cute mas-
cots can overcome obstacles in emotional ways and create strong bonds
with consumers (Soltani et al., 2018: 168). For example, it is seen that
cuteness can be used in city marketing, supporting corporate tourism, es-
tablishing management systems, and at the same time supporting coun-
try development in the cultural dimension by giving importance to local
culture (Praet, 2016, Lindstrom, 2019: 1, Jyan, 2022).

In summary, when the literature was examined, it was seen that
cuteness, which has an important effect on the consumer, was addressed
with different aspects in different studies (Barutcu and Adigiizel, 2015;
Adigiizel and Barutcu, 2017; Adigiizel et al., 2017; Lu et al., 2021; Li et
al., 2022; Yoon et al., 2022). However, although cute designed products
are quite common in the market, the lack of any measurement tool to
measure consumer attitudes towards these products is seen as a serious
shortcoming. For this purpose, conducting a study on consumer atti-
tudes towards cuteness in design was deemed appropriate. It is thought

Cilt / Volume 16 Say1/Issue | Haziran/June 2024 41-66



44 Development of The Attitude Scale Towards Cute Products

that measuring consumer attitudes towards cute products, especially in
terms of design, will benefit both the literature and marketing managers.
this context, the fact that there was no measurement tool that would serve
this purpose in the literature research initiated the process of developing
a scale. The first part of the study aims to develop a Consumer Attitude
Scale Towards Cuteness in Design. In the second part, consumers’ atti-
tudes towards cute products and how they are affected by their childhood
experiences were examined with a 2x2 inter-subject experimental design
as Attitude Towards Cuteness (low/high) x Childhood Experiences (low/
high), and the scale developed in this way was subjected to field analysis.
The results of the study were evaluated in the results section.

Literature Review

In general, the number of adults consuming products produced for
young poeple in society is increasing day by day. For example, it is seen
that clothes produced for young people are used by adults (Adigiizel,
2023; Kutlu, 2023). The mass of consumers, who are actually adults
who demand childish products by acting under their age, has led to the
emergence and growth of new markets (Kutlu, 2023). This change in
consumer demands leads businesses to reach consumers by emphasiz-
ing dynamic, cute, childlike elements in their marketing mix elements
(Brown, 2010; Hellén and Saéksjérvi, 2013). Underlying these behaviors
of adults are reasons as the desire to revive memories of youth or to ex-
perience nostalgia (Bernardini, 2014; Kutlu, 2023).

Many of the theories emerging in psychology the importance of
childhood experiences in the development of individuals’ personalities
and this reality is supported by research (Deniz, 2006; Durmusoglu and
Yildirim, 2006; Celikkaleli et al., 2009; Atak, 2011; Cam et al., 2012;
Demir and Kumcagiz, 2015; Manap, 2015). In addition, it is accepted
that childhood experiences also affect the individual’s adolencence and
adulthood in the following years (Manap, 2015). In this case, an individ-
ual’s childhood experiences are also expected to affect his/her behavior
as consumer.
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Cuteness is a concept that has childhood or childishness at its core.
For this reason, based on the view that an individual’s childhood experi-
ences affect the attitude towards cute products, the research focuses on
testing how effective two products desingned as cute and normal are on
consumers with low and high childhood experience levels (family expe-
rience, school experience, friendship experience).

The following hypotheses were developed for this purpose:

H,: Consumers’ product tastes differ according to cute/normal de-
sign and childhood family life level (low/high).

H,: Consumers’ product tastes differ according to cute/normal de-
sign and childhood school life level (low/high).

H,: Consumers’ product tastes differ according to cute/normal de-
sign and childhood friendship life level (low/high).

Today, cuteness is a marketing tool that can be used not only in chil-
dren’s products but also in adult products (Adigiizel, 2023). A very seri-
ous market has been formed due to consumer demands and cuteness is
in the middle of this market. Another hypothesis of the research is based
on this information. The hypthesis H, was developed to determine the
effect of products designed as cute and normal on the attitude towards
cuteness design:

H,: Consumer attitudes towards cuteness in design differ according
to cute/normal products.

In line with the hypotheses developed, the scale development pro-
cess was planned to be carried out in the first study, and the field appli-
cation of the final scale developed in the first study was planned in the
second study.

Methodology
Study 1: Scale Development

The main purpose of this study is to develop an attitude scale for
products that direct consumer behavior different from the concept of
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cuteness in the biological sense. During the scale development process,
focus group interviews and expert opinions were consulted. As a result
of literature review, focus group discussions and interviews with experts,
an item pool of 12 items was obtained.

The first pilot study was conductted to test whether the 12 statements
in the obtained item pool were understood correctly and to test the ap-
propriateness of the items. Data were collected by face-to-face question-
naire method. A five-point Likert scale was used in questionnaire form
and since no problems were encountered with this method in practice,
this method was applied in the rest of the study.

The first pilot study was conducted with 65 participants. The candi-
date measurement tool was given to the participants and the purpose of
the study was explained to the participants. It took approximately 5-8
minutes for the participants to respond to the candidate measuremet tool.
After the study, the participants were asked whether the statement in
the candidate measurement tool were understandable. The opinions of
the participants that the statements in the candidate item pool were re-
moved from the candidate scale before the second pilot study. At the
same time, it was tested that these items did not have appropriate factor
loadings in the exploratory factor analysis. The second pilot study was
conducted with the 8 items constituting the candidate scale with the help
of online survey platforms. In this study, data were collected from 161
respondents. The Cronbach’s Alpha coefficient of the candidate scale
was 0.838. In addition, according to the results of the explanatory factor
analysis, all items were grouped into a single dimension. In the 8-item-
candidate scale, 2 items were removed from the candidate scale because
their factor loadings were less than 0.32 (Tabachnick and Fidell, 2013)
and the analyses continued with 6 items. The explained variance of the
6-item candidate scale was 61,739 and Cronbach’s Alpha coefficient was
0.841 (Table 1).
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Table 1: Pilot Study Component Matrix Data

EXPRESSIONS FACTOR Item Level

LOADS Internal
Consistency (a)

1.1 like cute products. 810

2.0bjects with different designs attract my 712

attention.

3.1 am always attracted to vibrant colors. 730 .841

4.Sympathetic products make me happy. 818

5.Using fun designed products makes me feel good. .826

6.The more cute the product is, the more I want to 811

use it.

The third pilot study was conducted with 6 items and 251 respon-
dents with the help of online survey sites. As a result of the exploratory
factor analysis, it was seen that the questions were gathered in a sin-
gle dimension in the third pilot study conducted with a different sample
(KMO coefficient 0.857; Bartlett’s Sphericity test p<0.005 significance
level, Cronbach’s Alpha coefficient 0.839). Confirmatory factor analysis
was conducted with this data set and AMOS program was used in this
analysis. According to the results of the analysis, the second item in the
item pool, “Objects with different designs attract my attention” was re-
moved from the item pool due to its low factor loading (0.364). After
this item was removed, confirmatory factor analysis yielded appropriate
goodness of fit values (CFI: 0.969; NFI: 0.962, GFI: 0.960, CR =0.880,
AVE= 0.595). The construct reliability and average variance explained
values were found to be at the expected level.

As aresult of the studies conducted within the scope of this research,
the “Consumer Attitude Scale Towards Cuteness in Design” consisting
of 5 items and a single factor was reached (Table 2):
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Table 2: Consumer Attitude Scale Towards Cuteness in Design Items

1.1 like cute products. 1.Sirin {irtinlerden hoglanirim.

2.1 am always attracted to vibrant colors. ~ 2.Canli renkler benim her zaman ilgimi
ceker.

3. Sympathetic products make me happy. 3.Sempatik {irinler beni mutlu eder

4.Using fun designed products makes 4.Eglenceli dizayn edilmis triinleri kul-
me feel good. lanmak kendimi iyi hissettirir.

5.The more cute the product is, the more  5.Uriin ne kadar sevimli ise benim onu
I want to use it. kullanma istegim o kadar artar.

Study 2. Experimental Design

Within the scope of the hypotheses developed, it was aimed to exam-
ine the affect towards cute designed products according to the combina-
tion of two different conditions as a) cute designed product-normal de-
signed product and b) low-high childhood experiences in the form of 2x2.

The products have been determined as home slippers, a product
group that everyone needs in line with expert opinions.

Data Collection

The scope of the research was limited to consumers with mobile
phone numbers over the age of 18. Data was collected through an online
survey and visuals on Surveey.com.

Two scales were used as data collection tools in the study. In or-
der to measure consumer attitudes towards cute products, the Consumer
Attitude Scale Towards Cuteness in Design, which constitutes the first
stage of this study, and the Childhood Experiences Scale (Manap, 2015)
were used since it is thought that attitudes towards cuteness are related
to childhood experiences.

The Consumer Attitudes Scale Towards Cuteness in Design consists
of 5 items in total and one dimension. The Cronbach’s Alpha coefficient
and factor loadings of the scale are shown in Table 3.
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Table 3: Consumer Attitudes Scale Towards Cuteness in Design

EXPRESSIONS FACTOR Item Level
LOADS Internal
Consistency (a)
1.1 like cute products. 818
2.1 am always attracted to vibrant colors. 167
3.Sympathetic products make me happy. .872 .877
4.Using fun designed products makes me feel good. .829

5.The more cute the product is, the more I want to 23

use it.

Confirmatory factor analysis was performed with this data set and
appropriate goodness of fit values were obtained (CFI: 0.970; NFI:
0.964, GFI: 0.963, CR=0.881, AVE= 0.598). It was concluded that CFI,
NFI and GFI values were in the good fit range. The construct reliability
and mean variance explained values were found to be within the expect-
ed values.

The Childhood Experiences Scale consists of 12 items and 3 dimen-
sions in total. In this study, the 12 items were divided into 3 dimensions,
The Cronbach’s Alpha coefficient and factor loadings of the scale are
shown in Table 4.
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Table 4: Childhood Experiences Scale

Item Level Internal

EXPRESSIONS FACTOR LOADS .
Consistency (a)

FAMILY'1 .892

FAMILY?2 .888

FAMILY3 .885

FAMILY4 818

SCHOOLI 617
SCHOOL2 .679
SCHOOL3 .651
SCHOOLA4 .566
FRIEND1 763
FRIEND2 795
FRIEND3 798
FRIEND4 702

.950

137

.895

Confirmatory factor analysis was conducted on the Childhood Ex-
periences Scale with this data set and appropriate goodness of fit val-
ues were obtained (CFI: 0.954; NFI: 0.936, GFI: 0.910). According to
the confirmatory factor analysis results, CFI, NFI and GFI values were
found to be within the acceptable range (Wheaton et al., 1977; Scher-
melleh-Engel et al., 2003). The construct reliability and mean explained
variance values (CR =0.948, AVE= 0.820 for the family dimension; CR=
0.724, AVE= 0.409 for the school dimension; CR= 0.907, AVE= 0.711
for the friendship sub-dimension) were found to be within the expected
values (Fornel and Larcker, 1981; Lam, 2012).

Research Design

Participants were randomly assigned to the experimental group or
control group depending on whether the last digit of their phone number
was odd or even. Since the product (slippers) used in the experimental
design differs according to gender, the visuals of the products present-
ed to the control and experimental groups were determined differently
according to gender. It has been proven by t-test that the products used
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in the control and experimental groups do not differ according to gen-
der (experimental group t-test p=0.650, control group t-test p=0.837).
Images of the products selected in line with expert opinions are shown
in Photo 1 and Photo 2. While the products offered to the experimental
group consisted of products with cute designs (Photo 1), the products for
the control group were selected from the same product group but with
normal designs (Photo 2).

WOMEN’S PRODUCT MEN’S PRODUCT

Photograph 1: Experimental Group Visuals

WOMEN’S PRODUCT MEN’S PRODUCT

Photograph 2: Control Group Visuals

In the questionnaire prepared in accordance with the purpose of the
research, people encountered the visual and the items belonging to the
visual under it. The research was conducted with a total of 310 partici-
pants.
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Findings

Subjects’ Level of Liking for Photographs According to Their
Family Life Experimental Design

H,: Consumers’product tastes differ according to cute/normal prod-
uct design and childhood family life level (low/high).

Table 5 shows the results of the experimental design (univariate)
for the subjects’ liking of the products in the photographs they saw ac-
cording to their family life levels. In the parallel with the studies (Deniz,
2006; Durmusoglu and Yildirim, 2006; Celikkaleli et al., 2009; Atak,
2011; Cam et al., 2012; Demir and Kumcagiz, 2015; Manap, 2015) on
the effects of the events experienced in childhood on the individual and
based on the fact that cuteness in directly proportional to happiness, it
is expected that individuals with high levels of family life will like the
image with cute product photos.

In support of this, the liking for cute products of individuals with
high levels of family life (3,86) is higher than that of individuals with
low levels of family life (3,56). In other words, individuals with high
levels of family life like cute products photos more. Again, individuals
with low levels of family life (2,86) like normal product photos more
than individuals with high levels of family life (2,71). It is concluded
that individuals with different family life levels have different product
tastes (p<,001). Accordingly, hypothesis H, is accepted. As a result, in-
dividuals with a high level of family life in childhood like cute designed
product photos.
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Table 5: Experimental Design (Univariate) Results of Subjects’ Level of
Liking for Photographs According to Their Family Life

Photo. Family Life Mean S. Deviation N p
Type. Level
Cute Low 3,563 ,933 71
High 3,860 1,007 79
Total 3,720 ,981 150
Normal Low 2,865 1,182 79
High 2,716 1,246 81
Total 2,789 1213 160  <0.001
Total Low 3,195 1,124 150
High 3,281 1,268 160
Total 3,239 1,199 310

Subjects’ Level of Liking for Photographs According to Their
School Experiences Experimental Design

H,: Consumers’product tastes differ according to cute/normal prod-
uct design and childhood school experience level (low/high,).

Table 6 shows the results of the experimental design (univariate) for
the subjects’ liking of the products in the photographs they saw accord-
ing to their school experience levels. School experiences have a very
effective place among the events experienced during childhood on indi-
viduals. Individuals with high level of school experineces are expected
to like the image with cute product photographs. In line with the expec-
tations, the mean liking of cute products of the participants who had pos-
itive school experiences in childhood (3,95) was higher than the mean
of the low level participants (3,32). Again, it is expected that the mean
of individuals with low school experiences (2,79) will be higher than the
mean of those with high school experiences (2,78). Although this predic-
tion is correct, it is seen that difference is not too much. In support of the
meaning in the matrix, the p value was also significant (p<,001).
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As a result, individuals with a high level of school experience have
positive attitudes towards cute products in design and the level of school
experience shows a difference in product tastes. Accordingly, hypothesis
H, is accepted.

Table 6: Experimental Design (Univariate) Results of Subjects’ Level of
Liking for Photographs According to Their School Experience

?;‘;)t' Sc};j):‘l,:;lfe Mean S. Deviation N p
Cute Low 3,321 ,980 56
High 3,957 ,906 94
Total 3,720 981 150
Normal Low 2,793 1,227 71

. <0,001

High 2,786 1,209 89
Total 2,789 1,213 160
Total Low 3,026 1,151 127
High 3,388 1,213 183
Total 3,239 1,199 310

Experimental Design of Subjects’ Level of Liking for Photo-
graphs According to Their Childhood Friend Experiences

H,: Consumers’ product liking differs according to cute/normal
product design and childhood friendship level (low/high).

Table 7 shows the results of the experimental design (univariate) for
the liking of the products in the photographs according to friendship are
expected to like the image with cute product photographs. In line with
the expectations, participants who had positive frienship experiences in
childhood had higher liking levels for cute products (3,95) than those
with low liking levels (3,45). Again, it was expected that individuals
with low friendship experiences (2,81) would like photos with normal
product images more than individuals with high friendship experiences
(2,76). As a result, this prediction was correct. Supporting the meaning
in the matrix, the p value was found to be less than 0,001.
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As aresult, individuals with high levels of friendship experience ex-
hibit positive attitudes towards cute products in design, friendship levels
in childhood may cause differentiation in product tastes. H is accepted.

Table 7: Experimental Design (Univariate) Results of Subjects’ Level of
Liking for Photographs According to Childhood Friend Experiences

l;l;;tz. Sc};‘j:jel;lfe Mean S. Deviation N p
Cute Low 3,455 ,926 71
High 3,957 974 79
Total 3,720 ,981 150
Normal Low 2,819 1,203 74
High 2,763 1,228 86 <0,001
Total 2,789 1,213 160
Total Low 3,131 1,119 145
High 3,335 1,261 165
Total 3,239 1,199 310

Experimental Design of Attitude Towards Cute Products Ac-
cording to Subjects’ Level of Liking for Photographs

H,: Consumer attitudes towards cute products differ according to
cute and normal products.

Table 8 shows the result of the experimental design (univariate) of
the subjects’ attitudes towards cute products according to their level of
liking the photos they saw. The mean (3,20) of the individuals with low
levels of attitude towards cute products and who encountered cute pho-
tographs was lower than the mean (4,18) of the individuals with high
levels of attitude towards cute products and who encountered cute pho-
tographs. On the other hand, it was concluded that the mean of individ-
uals with low levels of attitude towards cute products and normal pho-
tographs (2,62) was lower than the mean of individuals with high levels
of attitude towards cute products and normal photographs (2,96). P value
was found as less than 0,001. As a result, the likes of individuals with
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high level attitudes towards cute designed products differ from the likes
of individuals with low level attitudes. In line with this result, hypothesis
H is accepted. At the end we can say that, the cuteness of the product has
a positive effect on consumers’ attitudes.

Table 8: Experimental Design (Univariate) Results of Attitudes Towards
Cute Products According to Subjects’ Level of Liking for Photographs

Photo. Level of Mean S. Deviation N P
Type. Attitude
Towards
Cuteness
Cute Low 3,206 1,005 71
High 4,181 ,691 79
Total 3,720 981 150
Normal Low 2,627 1,226 84
High 2,969 1,181 76 0,001
Total 2,789 1,213 160
Total Low 2,892 1,163 155
High 3,587 1,136 155
Total 3,239 1,199 310
Conclusion

In this study, our main aim is to develop a tool to measure the at-
titude towards cuteness in the literature. However, the effect of child-
hood experiences, which we think have an effect on the attitude towards
cuteness, is another issue that is also aimed to be investigated. In this
context, the first study consists of data collection and analyses for scale
development.

As a result of the first study, a scale consisting of one size and 5
items was developed to measure the attitudes of consumers towards cute
designed products and contributed to the literature.

In the second study, it was aimed to study the scale developed in the
first study in the field. For this reason, based on the interaction of the
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attitude towards cuteness with personality, it was aimed to examine the
childhood period, which is one of the factors affecting personality, and
the effect of the childhood period on the product preferences of adults
was examined in parallel with family-school-friendship. For this purpose,
four hypotheses were created and tested with support from the literature.

When the general results of the hypotheses are evaluated and the
impact of childhood experiences on the individual is taken into consider-
ation, when we classify the levels of experience in family life, school life
and friendship relationships as high and low on the basis of happiness,
it is observed that individuals with high happiness levels exhibit more
positive attitudes towards cutely designed products. However, it has also
been concluded that relationships between friends and relationships in
school life have a greater impact on individuals’ attitudes than family
life. In other words, it can be said that individuals’ level of influence from
their peers also affects their attitudes towards cutely designed products.

In addition, it was found that the effect of school life in childhood
and friendship experiences in childhood is relatively more effective than
family life in childhood. This result has once again revealed the impor-
tance of issues such as peer relations and perhaps peer bullying in schools.
Perhaps a future study focusing on peer relations in the education system
will illuminate another unknown point in the attitude towards cuteness.

Discussion

So where can this result take us? Where can we use this result as
marketing? As we all know, happiness indices of countries and even cit-
ies are announced every year. According to the result of this, some coun-
tries are characterised as happier and some as unhappier. For example,
according to 2023 data, the top ten happiest countries are Finland, Den-
mark, Iceland, Israel, Netherlands, Sweden, Norway, Switzerland, Lux-
emburg, New Zealand (Saunders, 2023). Since we have already men-
tioned that cuteness is parallel to happiness, we believe that entering the
markets of happy countries with cute products will provide an important
gain for marketers.
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In light of this study, we think that in the future, studies on happiness
and cuteness can be conducted by using a happiness scale such as a child-
hood scale, by using an attitude scale towards happiness and cuteness
according to the level of education in different countries, or by gender.

In order to give an idea about future studies that will guide research-
ers working not only in marketing but also in the field of design, studies
on happiness and cuteness can be carried out by using the attitude scale
towards happiness and cuteness according to the education level in dif-
ferent countries, or the scale can be used to measure attitudes towards
cute designed products in studies to be carried out in the field of design.
It is thought that its use may be beneficial.

Limitations and Future Research

Implementation of the study in a single country can be considered as
an infertility of the study. However, this also provides an opportunity for
future studies. It is thought that the implementation of this study in other
countries will be inspiring for future studies.
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Genisletilmis Ozet

Sevimli Uriinlere Yonelik Tutum Olgeginin
Gelistirilmesi

Sevimlilik temali bir¢ok tiriin bulunsa da literatiirde sevimlilik iizerine ye-
terli caligmanin olmadig1 goriilmektedir. Bu ¢aligmanin amaci, tiiketici davra-
nisint etkileyen faktorlerden olan sevimlilik olgusunu 6lgmek amacryla “Tasa-
rimda Sevimlilige Yonelik Tiiketici Tutum Olgegi” gelistirmek ve yapilacak
arastirmalar i¢in sevimlilik odakli bir 6l¢lim araci sunmaktir.

Ik ¢alisma, dlcek gelistirmeye yonelik veri toplama ve analizlerden olus-
maktadir. Bu baglamda oncelikle nitel ve nicel yontemler kullanilarak ii¢ ayr1
pilot calismadan olusan saha c¢alismalar1 yapilmistir (Calisma 1). Bu c¢alisma-
da temel amacimiz literatiirde sevimlilige yonelik tutumu 6l¢gmeye yonelik bir
arac gelistirmektir.

Ancak sevimlilige yonelik tutum iizerinde etkisi oldugunu diisiindiigiimiiz
cocukluk yasantilarinin etkisi de arastirilmasi amaglanan bir diger konudur. De-
vaminda tasarim asamasindaki 6lcek, i¢ ve dis gegerliligi arttirmak i¢in saha
caligmasi ile test edilmistir. Bunu yaparken de ¢ocukluk deneyimleri ve se-
vimlilige yonelik tutumlar (2x2) denekler arasi deney temelli saha calismasi
yapilmig ve 6l¢ek gelistirilmistir (Calisma 2).

Ikinci calismada ise ilk ¢alismada gelistirilen 6lcegin incelenmesi amag-
lanmistir. Bu nedenle sevimlilige yonelik tutumun kisilik ile etkilesiminden
yola ¢ikarak kisiligi etkileyen faktdrlerden biri olan ¢ocukluk déneminin ince-
lenmesi amaglanmis ve ¢ocukluk déneminin aile-okul-arkadaslik etkilesiminin
yetigkinlerin {irlin tercihlerine etki ettigi ger¢ekliginden yola ¢ikilmistir.

Literatiirden destek alinarak dort hipotez olusturulmus ve test edilmistir.
Sevimlilik, 6ziinde ¢ocukluk ya da ¢ocuklugu barindiran bir kavramdir. Bu
nedenle arastirma, bireyin ¢ocukluk deneyimlerinin sevimli irlinlere yonelik
tutumu etkiledigi goriisiinden yola ¢ikarak, sevimli ve normal olarak tasarlanan
iki tirtinlin ¢ocukluk deneyimi diizeyi (aile deneyimi, okul deneyimi, arkadaslik
deneyimi) diisiik ve yliksek olan tiiketiciler iizerinde ne kadar etkili oldugunun
test edilmesine odaklanmaktadir.

Bu amag dogrultusunda asagidaki hipotezler gelistirilmistir:
H,: Tiiketicilerin iiriin begenileri sevimli/normal tasarima ve ¢ocukluktaki

aile yasam diizeyine (diisiik/yiiksek) gore farklilik géstermektedir.
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H,: Tiiketicilerin iiriin begenileri sevimli/normal tasarima ve ¢ocukluktaki
okul yasam diizeyine (diisiik/yiiksek) gore farklilik gostermektedir.

H,: Tiiketicilerin iiriin begenileri sevimli/normal tasarima ve ¢ocukluktaki
arkadagslik yasam diizeyine (diigiik/yiiksek) gore farklilik géstermektedir.

Giiniimiizde sevimlilik sadece ¢ocuk {iriinlerinde degil yetiskin iirtinlerin-
de de kullanilabilecek bir pazarlama aracidir (Adigiizel, 2023). Tiiketici talep-
leri nedeniyle ¢ok ciddi bir pazar olustu ve bu pazarin ortasinda sevimlilik yer
aliyor. Aragtirmanin bir diger hipotezi de bu bilgilere dayanmaktadir. H4 hipo-
tezi sevimli ve normal olarak tasarlanan {iriinlerin sevimlilik tasarimina y&nelik
tutum iizerindeki etkisini belirlemek amaciyla gelistirilmistir:

H,: Tiiketicilerin tasarumda sevimlilige yonelik tutumlari sevimli/normal
tiriinlere gore farklilik gostermektedir.

Gelistirilen hipotezler dogrultusunda ilk ¢alismada Slgek gelistirme siireci-
nin gerceklestirilmesi planlanmis, ikinci ¢alismada ise ilk calismada gelistirilen
son dlgegin saha uygulamasi planlanmaistir.

Olgek gelistirme siirecinde odak grup gériismelerine ve uzman goriislerine
basvurulmustur. Literatiir taramasi, odak grup goriismeleri ve uzmanlarla yapi-
lan goriismeler sonucunda 12 maddelik bir madde havuzu elde edilmistir.

Elde edilen madde havuzundaki 12 ifadenin dogru anlasilip anlagilmadigi-
n1 ve maddelerin uygunlugunu test etmek amaciyla ilk pilot ¢alisma yapilmistir.
Veriler yiiz ylize anket yontemiyle toplanmistir. Anket formunda besli Likert
Olcegi kullanilmis ve uygulamada bu yontemle herhangi bir sorunla karsilasil-
madigindan ¢alismanin geri kalan kisminda bu yontem uygulanmistir.

[k pilot calisma 65 katilimcryla gergeklestirilmistir. Katilimcilara aday
Olgme araci1 verilmis ve calismanin amaci katilimcilara anlatilmistir. Katilimei-
larin aday 6l¢me aracini yanitlamalari yaklasik 5-8 dakika stirmiistiir. Caligma-
nin ardindan katilimcilara aday 6lgme aracinda yer alan ifadelerin anlagilir olup
olmadig1 sorulmustur. Katilimeilarin aday madde havuzunda yer alan ifadelerin
ikinci pilot calisma oncesinde aday dlgekten ¢ikarilip ¢ikarilmamasi yoniindeki
goriisleri alinmistir. Ayn1 zamanda agimlayici faktdr analizinde bu maddele-
rin uygun faktdr yiiklerine sahip olmadig test edilmistir. ikinci pilot calisma
ise aday Olgegi olusturan 8 madde ile gevrimici anket platformlar1 yardimiy-
la gerceklestirilmistir. Bu calismada 161 katilimcidan veri toplanmistir. Aday
Olcegin Cronbach Alfa katsayis1 0,838 olarak bulunmustur. Ayrica agiklayici
faktor analizi sonuglarina gore tiim maddeler tek bir boyutta gruplandirilmastir.
8 maddelik aday dlgekte 2 maddenin faktor yiikleri 0,32 nin altinda oldugu i¢in
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(Tabachnick ve Fidell, 2013) aday dlgekten ¢ikarilmig ve analizler 6 madde ile
devam etmistir.

Ucgiincii pilot calisma, ¢evrimici anket siteleri yardimiyla 6 madde ve 251
katilimeiyla gergeklestirilmistir. Agimlayici faktor analizi sonucunda farkli bir
orneklemle yapilan tigiincii pilot calismada sorularin tek boyutta toplandig: go-
rilmistir. Bu veri seti ile dogrulayict faktor analizi yapilmis ve bu analizde
AMOS programi kullanilmistir. Analiz sonuglarina goére madde havuzunda yer
alan ikinci madde olan “Farkli tasarimi olan nesneler ilgimi ¢eker” maddesi
faktor yiikiiniin diisiik olmas1 (0,364) nedeniyle madde havuzundan ¢ikarilmis-
tir. Bu madde ¢ikarildiktan sonra dogrulayici faktor analizi uygun uyum iyiligi
degerleri vermistir. Yap1 gilivenirligi ve aciklanan ortalama varyans degerleri-
nin beklenen diizeyde oldugu goriilmiistiir. Bu arastirma kapsaminda yapilan
caligmalar sonucunda 5 maddeden olusan ve tek faktérden olusan “Tasarimda

=99

Sevimlilige iliskin Tiiketici Tutum Olgegi ne ulasilmistir.

Gelistirilen hipotezler kapsaminda sevimli tasarimli tirlinlere yonelik etki-
nin a) sevimli tasarlanmis iiriin-normal tasarlanmuisg tirlin ve b) 2x2 seklinde dii-
siik-yiiksek ¢ocukluk deneyimleri seklinde iki farkli kosulun birlesimine gore
incelenmesi amaglanmastir.

Uriinler, uzman gériisleri dogrultusunda herkesin ihtiya¢ duydugu bir iiriin
grubu olan ev terligi olarak belirlenmistir. Arastirmanin kapsami 18 yas {istii
cep telefonu numarasina sahip tiiketicilerle sinirli tutulmustur. Veriler, ¢evrimi-
¢i anket ve Surveey.com’daki gorseller araciligryla toplanmustir.

Katilimcilar telefon numaralarinin son rakaminin tek veya cift olmasina
gore deney veya kontrol grubuna rastgele atanmistir. Deneysel desende kul-
lanilan iiriin (terlik) cinsiyete gore farklilik gosterdiginden kontrol ve deney
gruplarina sunulan iiriinlerin gorselleri cinsiyete gore farkli sekilde belirlenmis-
tir. Kontrol ve deney gruplarinda kullanilan iriinlerin cinsiyete gore farklilik
gostermedigi t-testi ile kanitlanmistir.

Uzman goriigleri dogrultusunda secilen iirlinlerin gorselleri Fotograf 1 ve
Fotograf 2’de gosterilmektedir. Deney grubuna sunulan iirtinler sevimli tasa-
rimlara sahip tiriinlerden olusurken (Fotograf 1), kontrol grubuna sunulan {iriin-
ler ayn1 grup ama normal tasarimlarla (Fotograf 2) tasarlanmis bir {iriinden se-
¢ilmigtir. Aragtirmada veri toplama araci olarak iki 6l¢ek kullanilmistir. Tiiketi-
cilerin sevimli {irlinlere yonelik tutumlarini 6lgmek amaciyla bu ¢alismanin ilk
asamasini olusturan “Tasarimda Sevimlilige Yénelik Tiiketici Tutum Olgegi”
ve sevimlilige yonelik tutumlarin ¢ocukluk deneyimleri ile iliskili oldugu dii-
siiniildiigiinden “Cocukluk Deneyimleri Ol¢egi” (Manap, 2015) kullanilmustir.
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Arastirmanin amacina uygun olarak hazirlanan ankette kisiler gérsel ve onun
altindaki gorsele ait 6gelerle karsilagmistir. Arastirma toplam 310 katilimei ile
gergeklestirilmistir.

Hipotezlerin genel sonuglar1 degerlendirildiginde ve ¢ocukluk deneyim-
lerinin birey iizerindeki etkisi gdz oniine alindiginda, mutluluk temelinde aile
yasami, okul yasami ve arkadaslik iligkilerindeki deneyim diizeylerini yiiksek
ve digiik olarak siniflandirdigimizda; Mutluluk diizeyi yiiksek bireylerin se-
vimli tasarimli {iriinlere karsi daha olumlu tutum sergiledikleri goriilmektedir.
Ancak arkadaglar arasi iliskiler ve okul yasamindaki iliskilerin bireylerin tu-
tumlart tizerinde aile yasamindan daha biiyiik bir etkiye sahip oldugu sonucuna
ulasilmistir. Bagka bir deyisle bireylerin akranlarindan etkilenme diizeylerinin,
sevimli tasariml tiriinlere yonelik tutumlarini da etkiledigi sdylenebilir.

Tiiketici ve Tiiketim Arastirmalar Dergisi / Journal of Consumer and Consumption Research





