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Abstract

Universities function as important economic and social actors in the settlements where they are located because
of their student and staff populations. This study developed a questionnaire to measure Hitit University Faculty of
Economics and Administrative Sciences students' motivation to purchase branded products within the context of
their spending capacities. The researchers attempted to reach the entire faculty population, and the questionnaires
were administered face to face by interviewers. A total of 350 usable questionnaires were obtained. Factor analysis
and reliability analysis were applied to the survey data. The factor analysis yielded four factors: factors affecting
students' spending motivation, problems arising from insufficient income, values related to increases in students'
incomes, and students' perceptions of the price of the brands they use. According to the reported hypothesis tests,
no significant difference was found between income level and spending motivation or between gender and spending
motivation. The scale demonstrated high reliability (Cronbach's alpha = .842). Overall, the findings suggest that
branded products have a strong effect on students' spending motivation, that decreases in students' income do not
substantially affect this motivation, and that additional scholarships or monthly earnings may increase it.
Keywords: Branded Products, Spending Motivation, University Students, Factor Analysis

0z

Universiteler, bulunduklari yerlesim yerlerinde 6grenci ve personel niifuslari nedeniyle onemli ekonomik ve
toplumsal aktorler olarak islev goriir. Bu calismada, Hitit Universitesi Iktisadi ve Idari Bilimler Fakiiltesi
ogrencilerinin markaly iiriinlere yonelik harcama motivasyonlarini, harcama kapasiteleri baglaminda 6l¢mek
amaciyla bir anket gelistirilmistir. Aragtirmaciar tiim fakiilte ogrencilerine ulasmaya ¢alismis ve anketler
goriismeciler tarafindan yiiz yiize uygulannustir. Calisma kapsaminda 350 kullanilabilir anket elde edilmistir.
Anket verilerine faktor analizi ve giivenilirlik analizi uygulanmistir. Faktor analizi sonucunda dort faktor elde
edilmistir: 6grencilerin harcama motivasyonunu etkileyen faktorler, yetersiz gelirden kaynaklanan sorunlar,
ogrencilerin gelirlerindeki artislara iligkin degerler ve ogrencilerin kullandiklari markalarin fiyatina iligkin
algilari. Raporlanan hipotez testlerine gore, gelir diizeyi ile harcama motivasyonu arasinda ve cinsiyet ile
harcama motivasyonu arasinda anlamli bir fark bulunmamistir. Olgegin yiiksek diizeyde giivenilir oldugu

belirlenmistir (Cronbach alfa = 0,842). Genel olarak bulgular, markali iiriinlerin ogrencilerin harcama
motivasyonu tizerinde gii¢lii bir etkiye sahip oldugunu, 6grencilerin gelirlerinde meydana gelebilecek diisiiglerin
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bu motivasyonu onemli olgiide etkilemedigini ve aylik ek burs ya da ek gelirlerin bu motivasyonu artirabilecegini
gostermektedir.

Anahtar Kelimeler: Marka Uriinleri, Harcama Motivasyonu, Universite Ogrencileri, Faktor Analizi
1. Introduction

As a result of the rapidly increasing competition in the market, the number of goods and services
purchased and sold has also increased, and, over time, the need has arisen to differentiate these products
from one another on the basis of their characteristics. For this reason, manufacturers have resorted to
branding to distinguish their products from others and to maintain a certain level of quality that they
promise consumers (Biskin, 2010, p. 413; Sudirjo, 2023, p. 66). Consumers who do not have the
opportunity to try products before their initial purchase are informed about these brands through
advertisements or other means of communication. A brand essentially identifies the seller or
manufacturer of a product. A brand can be a name, sign, symbol, logo, or color. It is also a marketing
tool that allows consumers to try the goods and services they have learned about, repurchase those they
find satisfactory, and avoid purchasing others (Yildiz, 2015, p. 30; Muttaqin et al., 2023, p. 581;
Wibowo, 2024, p. 26).

This study investigated the spending motivation of students at the Faculty of Economics and
Administrative Sciences of Hitit University toward branded products. It also attempted to measure the
motives underlying their spending behavior. To achieve these objectives, a questionnaire scale was
developed on the basis of the literature and administered face to face by the survey team. A total of 350
usable questionnaires were obtained. Factor analysis identified four factors, with a total explained
variance of 61.82%. The following sections present the findings, discuss them in relation to previous
research, and offer recommendations in light of the results.

This study was conducted on university students studying at a provincial university, within the
framework of the existing brand motivation literature. The study aimed to examine the spending
motivations of the students within the context of their living conditions. A literature review revealed a
research gap in this area, making this study worthwhile. The study focused on the students' value
perceptions, adaptation to their environment, questioning of their status and their capacity to change it,
their adaptation from their previous social environment to their current one, and the impact of these
factors on their spending motivation. It is expected that this study will contribute to filling this gap.

2. Brand Concept and Motivation
In this section, the concept of brand and motivation will be briefly discussed.
2.1. Brand Concept

It is known that the concept of the brand is not only a phenomenon gaining importance in today's
competitive environment; images and symbols were also used in ancient times to distinguish products
from one another. Branding, which began as a way of determining responsibility for a product, has
evolved over time into a competitive issue through which companies emphasize their superiority over
others (Parris & Guzman, 2023, p. 193).

From a legal point of view, a trademark is any sign that can be displayed or expressed in a similar way
and published and reproduced by printing, provided that it distinguishes the products offered by one
company from those of other companies; this includes words, shapes, letters, numbers, personal names,
and the shape and packaging of goods (Karahan, 1996, p. 3; Baird, 2023, p. 275).

A trademark does not consist only of words or parts expressed verbally. Rather, it is a name, symbol,
term, shape, or combination thereof that identifies the product of a manufacturer or seller and
distinguishes it from the products of others. These elements are commonly referred to as brand symbols.
Brand is a broad term, and many features that define goods are included within the scope of the
trademark (Mucuk, 2001, p. 150; Lemley & McKenna, 2023).

2.2. Motivation

The word motivation is derived from the English and French word "motive" (Akyar, 2014, p. 15).
Motivation, on the other hand, is the driving force that emerges with different characteristics and
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meanings and motivates people to satisfy various needs or reduce their intensity (Demirci, 1999, p. 322;
McClelland & Jorba, 2023, p. 941).

Motivation has been defined in various ways. A few of these are as follows:

Motivation is described as an effort that guides one or more people toward a certain goal (Akyar, 2014,
p. 15), as the "stimulation, guidance, and reinforcement of human behavior" (Simsek & Celik, 2009, p.
64), as "a person's own effort to achieve a foreseen goal" (Aktas & Cesur, 2015, p. 113), and as a
collection of different motivations and motives arising from the self or from one's environment that
encourage individuals to act in expected and desired directions (Giimiis & Sezgin, 2012, p. 1).
Motivation is also defined as a mechanism with internal and external causes that drives the human
organism to perform a certain behavior, determines the intensity and level of these behaviors, directs
them, and ensures their continuity (S6kmen, 2010, p. 158).

Motivation is the encouragement of employees and managers to demonstrate their abilities and develop
themselves in order to ensure their social, economic, and personal satisfaction (Kantar, 2010, p. 28).
Motivation is also the process of activating and encouraging individuals by creating a work environment
in which the needs of the organization and the individuals are satisfied (Can, 1997, p. 168).

When the definitions of motivation are examined, it can be said that motivation is considered an impulse
that guides a person's behavior and urges the person to act in order to achieve his or her goals. It should
be remembered that merely aiming for a goal is not sufficient; the motivation process can be completed,
or motivation can be achieved, only when goal-oriented action is performed.

Motivation is a very important tool for organizational efficiency and employee satisfaction. Research
has shown that, in organizations and institutions where motivation is strong, staff turnover decreases,
and work accidents and employee turnover decline (Dogan & Karatas, 2011, p. 12). However, the tools
used for motivation may not produce the same results for every person. The manager's task here is to
observe the work environment and employees carefully, evaluate people's education, age, culture, and
similar characteristics, and use motivational tools according to those characteristics. Only in this way
can employee productivity be increased by providing the right motivational tools and by helping people
feel important, valuable, and responsible for the work they do. If this approach is not followed and a
work environment is created in which all employees are treated equally, resignations, staff turnover,
dissatisfaction, and slacking may increase, productivity may decrease, and a work environment in which
people become alienated from their work may emerge (Eren, 2001, pp. 12-13).

Any behavior is based on a chain of motivation. These motives, which form an integral part of needs,
stimulate and activate the organism and attempt to achieve satisfaction by directing the organism's
behavior toward a goal. The first stage of this motivational process, which consists of four stages, is
need. Arousal, which creates a driving force in the individual, is both a physical and a mental stimulus
and represents the second stage of the motivational process. The third stage consists of the internal and
external stimuli that motivate the person. The purpose of behavior is to satisfy a need. When the need is
met and satisfaction with the behavior shown occurs, the motivational process is completed and
happiness arises. When the motivational process does not lead to the desired satisfaction of needs,
tension and restlessness appear in the person. Tension can occur at different levels depending on the
severity of the need. This can lead to a decrease in employee productivity, internal conflicts, alienation
from work, and even aggressive attitudes. It is very important for the success of both employees and the
institution that managers analyze people's behavior, identify the factors that can motivate employees,
and use motivational tools according to their knowledge and skills (S6kmen, 2010, p. 164; Gollan &
Ferscha, 2014, p. 158).

3. Spending Motivation for Branded Products: A Study of Hitit University FEAS Students
3.1. Literature Review

This study aimed to examine the factors influencing brand preferences among students attending a local
university. A literature review revealed no studies focusing on the content of such research among
university students; therefore, the works evaluated within the literature have focused primarily on brand
preferences. If the scope of this study were revised, other literature studies could be included. In the
literature review, systematic preference was evaluated historically. An attempt was made to arrange the
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studies historically from oldest to most recent.

Deniz et al. (2011) examined the lifestyles of consumers who buy global branded products in Erzurum.
Their study emphasized that lifestyle is one of the important variables affecting brand preference and
sought to identify the lifestyle profiles of consumers who choose global brands. As a result, the lifestyles
of these consumers were classified as experiencers, strivers, makers, achiever-thinkers, and believers.

In their study, Asamoah et al. (2011) discussed the importance of branding in the context of the hierarchy
of needs and consumer preferences. They examined the branding process among selected participants
in Sri Lanka, China, Ghana, and the Czech Republic. The researchers concluded that, in the selected
countries, brands play an important role in consumer purchasing behavior, risk reduction, and social
display motives.

In their study, Yi et al. (2013) investigated interest in luxury goods in China and examined the
motivations behind Chinese consumers' spending on such goods. They found that luxury consumption
was associated with demonstrating self-confidence, displaying wealth, and compensating for perceived
psychological deficiencies.

In their research review, Engizek and Sekerkaya (2015) investigated the motivations of female
consumers when purchasing counterfeit luxury goods. According to the results of the study, participants
tended to purchase counterfeit luxury goods in order to satisfy personal desires and engage in self-
affirmation.

Ozcicek Délekoglu and Celik (2020) discussed the purchasing motives of Generation Y in their research.
The researchers examined these motives from demographic and sociological perspectives and found a
linear relationship between brand addiction, income level, age, education level, and purchasing motives.

In their review, Mrad et al. (2020) focused on consumer brand addiction. They examined the influence
of brand addiction and fast-fashion brands on purchase motivation and concluded that interpersonal
relationships and financial problems emerge as common themes in addiction to certain luxury and fast-
fashion brands. Their results also indicated that brand addiction affects purchase motivation.

In their study, Li et al. (2022) investigated how self-image congruity, brand attachment, and brand
preferences affect consumers' purchase motivation in three major cities in China. According to the
results of the study, brand attachment and the congruence between consumed products and consumers'
self-image affect purchase motivation.

In his study, Yolcu (2023) investigated the impact of social media influencers on the purchasing
motivation of university students. The results of the study showed that social media influencers affect
the purchasing motivation of university students.

Marsasi and Yuanita (2023) investigated the causes and consequences of brand attachment in the context
of luxury fashion brands. Their study focused on the roles of hedonic motivation, self-image congruence,
brand experience, and brand attachment in shaping purchase intention, while also considering the
moderating effects of gender, age, and income.

In their study, Zhang et al. (2023) investigated the motivations behind luxury consumption. According
to the results of the study, the motivational factors underlying luxury consumption were relatedness,
competence, and autonomy.

In their study, Putri et al. (2024) examined consumers' spending motivation in terms of advertising,
price, and brand image. The researchers concluded that advertising, brand image, and product price
positively affect consumers' spending motivation.

According to the study conducted by Jiang (2024), the purchasing motives of adolescent consumers
were examined in relation to virtual products. According to the results of the study, price and
affordability were prominent factors in purchase motivation.

In their study, Bae and Jo (2024) investigated how age stereotype threats affect older consumers'
intention to buy masstige brand products in South Korea. The results indicated that age-related
stereotype threats and dissociative motivation shape older consumers' purchase intentions for such
brands.
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In their study, Jusoh et al. (2023) examined the determinants of UPM students’ purchase intention for
branded sportswear. They found that attitude, subjective norm, perceived behavioral control, price, and
brand image were all significantly related to purchase intention, with attitude emerging as the most
dominant factor.

3.2. Research, Findings, and Conclusion

The purpose of this research is to reveal the motivation to spend on branded products and the effect of
income level on this motivation. The research was conducted at the Faculty of Economics and
Administrative Sciences of Hitit University. A survey method was used in the study. The researchers
attempted to reach the entire faculty population, and ethical approval was obtained for the study. This
study is not comprehensive enough to encompass and generalize to all university students. It only
includes students enrolled in a specific faculty at one university. The data obtained may serve as clues
for other subjects, but it is not representative of the general population.

Within the scope of this study, a conceptual framework can be envisioned as shown in Figure 1.

Figure 1. Conceptual Framework

Brand Selection Factors /\
Factor 1: Factors influencing

students Income level Spending
_ S Gender motivation
Factor 2: Insufficient income level Education >
Factor 3: Income increase duration
Factor 4: Brand image Age
Source: M S. M., Odoom, R., & Amoakoh, M. N.

(2026). Understanding How the Dimensions of Brand Choice Influence Customer Loyalty Among
Ghanaian University Students: The Trust-Commitment Theory Perspective. Journal of African
Business, 27(1), 44-64. https://doi.org/10.1080/15228916.2025.2451548" (Adapted from the study
shown in Figure 1.)

A guestionnaire was used as the data collection instrument in the research. Within the scope of the study,
the general survey model was preferred. This model can be defined as a research design conducted on a
sample drawn from a population consisting of many elements in order to reach a general judgment about
that population. The selected method is appropriate for determining the opinions, beliefs, and behaviors
of the participants and for generalizing the results to the population under study (Karasar, 2012, p. 79;
Baltaci, 2018, p. 237; George, 2018, p. 201).

The population of the study consists of students at the Faculty of Economics and Administrative
Sciences of Hitit University. The questionnaires were administered face to face. Although an attempt
was made to reach the entire population, it was difficult to reach all students; therefore, a sample was
drawn from the population. In this context, the sample was determined through criterion sampling within
purposive sampling, which is one of the non-random sampling methods. Criterion sampling is a type of
sampling in which the researcher includes people, events, and objects with certain characteristics
because they meet the criteria established for the sample (Buylkoztirk et al., 2016, p. 92).

In the literature, there are ready-calculated tables for determining sample size according to population
size. Therefore, a statistical calculation method was used in determining the sample size. The total
population consisted of 1,820 students. A total of 420 survey forms were completed, and 350 usable
responses were obtained through face-to-face administration. According to the calculation, with the
specified population size, 352 responses would be required at a 98% confidence level. According to
these calculations, the obtained sample size was considered sufficient. Considering a 5% margin of error
and a 95% confidence level, the required sample size for the specified population size is 277. Therefore,
the 350 usable questionnaires obtained in the study were considered sufficient.

The survey data were first analyzed in a statistical software package. In analyzing the data, frequency
tables were used for the demographic characteristics, and the nonparametric Kruskal-Wallis and Mann-
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Whitney U tests were applied to the other variables (Tekin, 2014, p. 21). Then, the hypotheses of the
research were tested. Scale reliability was evaluated using Cronbach's alpha. The overall reliability of
the scale was determined as Cronbach's alpha = .842, indicating a high level of reliability (Ozdamar,
2004, p. 633). Exploratory factor analysis was applied to reveal the construct validity of the scale. It
shows whether the factors formed as a result of the exploratory factor analysis resemble the theoretical
structures that contribute to understanding behavior (Cokluk et al., 2012, p. 177). Exploratory factor
analysis is a process that aims to identify factors and develop a theory on the basis of the relationships
among variables (Buylkoztirk et al., 2016, p. 97). It is a multivariate statistical technique that aims to
bring together many interrelated variables and identify a small number of conceptually meaningful new
variables (Cokluk et al., 2012, p. 178). The relationship between the factors formed through factor
analysis and the concepts in the data set can thus be understood more easily by the researcher.

This study aimed to identify the factors influencing student preferences at the university studied. In
future research, this work could be expanded to include regression analyses to determine students'
spending motivations, and structural models could be used to explain these motivations. The scope of
the study could also be broadened to increase the sample size and apply it to a wider population.

There are some tests that determine the suitability of data for factor analysis. One of them is the Bartlett
test. As a result of the Bartlett test, a relationship is expected between the variables specified for factor
analysis. If the Bartlett value after the test is p < .05, it is considered that there is a relationship between
the variables (Blyukoztirk et al., 2016, p. 97). As a result of the Bartlett test conducted in the study (p
<.001), it was concluded that there is a relationship between the variables subjected to factor analysis.

The second test used to evaluate the suitability of the data for factor analysis is the Kaiser-Meyer-Olkin
(KMO) test. The KMO statistic is used to assess whether the sample size and data structure are adequate
for factor analysis (Cokluk et al., 2012, p. 207). Although the KMO value is important for demonstrating
the adequacy of the sample, the literature generally expects a value greater than .60. If the KMO value
is greater than .60, the sample size is considered sufficient. In this context, the result of the KMO test
was KMO = .884 > .60, indicating that the sample size for factor analysis was adequate.

The findings obtained from the research are presented below:

Table 1. Demographic Characteristics of Participants

Gender of participants | Male Female
226/0.64 124/0.36
Age of participants 17-18 19-20 21-22 23-24 More
than 25
9/0.03 189/0.54 109/0.31 36/0.10 7/0.02
Participants' year of study | 1 Ist |2 2nd |3 3rd |4 4th | 5th year
year year year year and
above
105/0.30 103/0.29 53/0.15 27/0.08 62/0.18
Average monthly income | 2,000-3,500 | 3,501-5,000 | 5,001-6,500 | 6,501-7,500 | More
(TL) (family than
contribution,  education 7,501
loans, scholarships, etc.)
51/0.15 76/0.22 45/0.13 124/0.35 54/0.15

The majority of participants in the study (64%) were male. Fifty-four percent of the participants were
between the ages of 19 and 20. Thirty percent were first-year students. The income level of 35% of the
participants was between 6,501 and 7,500 TL.

According to the factor analysis of the items included in the survey, four factors were identified, and
these factors explained 61.82% of the total variance, which is an acceptable level. It is generally
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considered sufficient if the factors identified in a study explain more than 50% of the variance. The
factor analysis results of the study are as follows:

Table 2. (Factor 1) Factors affecting students' spending motivation

Variables

Factor loading | Mean
The seller of the branded product increases my spending motivation. 873 4.43
A brand's attitude toward solving problems increases my motivation to | .828 441
spend.
Being able to offer ideas on how to improve the brand | use increases my | .804 4.29
spending motivation.
Price is not the only factor that affects my motivation to choose the brand I | .777 4.35
use.
Making product-related purchase decisions without pressure positively | .752 4.37
affects my spending motivation.
A solution-oriented response to problems related to the branded product I | .731 4.35
use positively affects my spending motivation.
What affects my spending motivation more than the price paid is the extent | .729 4.19
to which the brand makes me feel valuable.
The opportunity to benefit from new products increases my spending | .717 4.31
motivation.
Having a career opportunity within the brand | use increases my motivation | .701 4.32
to spend.
The physical condition and ease of use of the branded product I use affect | .688 4.27
my spending motivation.
After-sales support services provided by the brand increase my spending | .668 4.27
motivation.
The brand's failure to address simple problems lowers my spending | .571 4.07
motivation.

Factor 1 is labeled "Factors affecting students' spending motivation™ and consists of 12 variables (survey
items). The total variance explained by the factor was 21.24%, the KMO value was .874, and Cronbach's
alpha was .83.

Table 3. (Factor 2) Problems experienced as a result of students' insufficient income

Variables

Factor loading Mean
Because of my insufficient income, arguments with the product seller become more | .886 2.01
frequent.
My insufficient income causes me to resort to lower-quality products and brands. .840 1.67
Because of my insufficient income, | have difficulty purchasing branded personal | .772 1.96
care products.
Because of my insufficient income, | experience unrest and discord with my friends | .768 1.92
regarding the branded products | consume.
Because of my insufficient income, | argue with my friends about the branded | .750 1.85
products | consume.
At times, | feel vulnerable in society regarding the branded products | consume | .646 2.12
because of my insufficient income.
I have given up the branded products | consume because of my insufficient income. | .602 1.62
Because my income is insufficient, | try to reduce my food expenditure (basic | .514 2.35
expenditure) to purchase the branded products | consume.
I think there is an appropriate relationship between income and spending motivation. | .472 2.80
My insufficient income sometimes causes stress in my relationships with my friends. | .431 2.04

Factor 2 is labeled "Problems experienced as a result of students' insufficient income" and consists of
10 variables (survey items). The total variance explained by the factor was 18.39%, the KMO value was
.874, and Cronbach's alpha was .84.
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Table 4. (Factor 3) Values related to increases in students' incomes

Variables
Factor Mean
loading
The additional income | receive affects my motivation to buy. 641 4.09
Low or high income influences my choice of a brand perceived as | .634 3.57
high quality.
I think my motivation to choose a brand increases as my income | .575 3.33
increases.
Whether my income is low or high influences the brand | choose. 573 3.16
I think the price of the brand | buy reflects the quality of the product. | .556 3.07
Sufficient income influences my psychological well-being when | | .551 3.22
spend money on brands.
The belief that | get enough for my money influences my motivation | .549 4.16
to buy.

Factor 3 is labeled "Values related to increases in students' incomes" and consists of 7 variables (survey
items). The total variance explained by the factor was 12.85%, the KMO value was .874, and Cronbach's
alpha was .84.

Table 5. (Factor 4) Students’ perceptions of the price of the brand used

Variables
Factor Mean
loading
I find my monthly income sufficient. .815 2.60
My monthly income is at a level that allows me to look to the future | .741 2.79
with hope.
My income is sufficient for my current situation. 127 2.77
With the income | earn, | can maintain a good quality of life. .593 3.11
As a consumer, | think | am valuable to the brands | use. 576 2.60
The service | received is inadequate compared with the money | paid | .529 3.42
for the product | purchased.
If an opportunity arises to receive better service from another brand, | .450 2.96
| change the brand | use.
The price | pay for the product | consume generally seems high to | .410 2.87
me.

Factor 4 is labeled "Students' perceptions of the price of the brand used" and consists of 8 variables
(survey items). The total variance explained by the factor was 9.20%, the KMO value was .874, and
Cronbach's alpha was .84. The adequacy of the Kaiser-Meyer-Olkin (KMQO) sample measure for the
data used in the study was .874. The reliability of the 37 items subjected to factor analysis was tested
using Cronbach's alpha. According to the results of the analysis, Cronbach's alpha was .84, indicating
that the scale was highly reliable when compared with values reported in the literature.

Two hypotheses were put forward as part of the study. These hypotheses are presented below and tested
as part of the study.

H1: There is a statistically significant difference between income level and spending motivation.
H2: There is a statistically significant difference between gender and spending motivation.

Hypothesis H1 was tested using the Kruskal-Wallis test. The results obtained for H1 are given in Table
6.
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Table 6. Income level and spending motivation hypothesis test results

Income level N Mean rank df 1 p
2,000-3,500 51 139.95 4 4.227 376
3,501-5,000 76 171.37

5,001-6,500 45 173.86

6,501-7,500 124 178.30

7,501 and 54 153.43

above

According to the values of the Kruskal-Wallis test shown in the table above, participants with incomes
between 6,501 and 7,500 lira had a higher spending motivation than the other participants. According
to the statistical analysis conducted for Hypothesis 1, however, the hypothesis was not supported, and
no significant difference was found between income level and the spending motivation of the students
participating in the study. There are studies in the literature that support this result. The findings are
similar to those reported by Yi et al. (2013), Deniz et al. (2011), Ozcicek Dolekoglu and Celik (2020),
Li et al. (2022), Marsasi and Yuanita (2023), Putri et al. (2024), Jiang (2024), and Jusoh et al. (2023).

The H2 hypothesis was tested using the Mann-Whitney U test. The findings regarding the hypothesis
"H2: There is a statistically significant difference between gender and spending motivation" are
presented in Table 7.

Table 7. Relationship test results between gender and spending motivation

Gender N Mean rank Rank sum U p
Female 124 180.15 22,339.00 13,435.00 472
Male 226 172.95 39,086.00

The Mann-Whitney U test was used because the significance of the relationship was examined across
two independent groups. This test is used to compare the median values of groups by converting the
values of continuous variables in two groups into ranked values. In this way, it is evaluated whether the
ranking differs between the two groups. According to the test result, if p < .05, a significant difference
can be reported. As shown in Table 7, the results of the Mann-Whitney U test indicate that the spending
motivation of female participants was higher than that of male participants, as the mean rank of the
female participants was 180.15. However, no significant relationship was observed between gender and
spending motivation (p = .472, p > .05). According to the statistical analysis conducted for the relevant
hypothesis, the hypothesis was not supported, and no significant difference was found between gender
and the spending motivation of the students participating in the study. There are studies in the literature
that support this result. The findings are consistent with those reported by Deniz et al. (2011), Engizek
and Sekerkaya (2015), Mrad et al. (2020), Oz¢icek Dolekoglu and Celik (2020), Marsasi and Yuanita
(2023), Putri et al. (2024), Jiang (2024), and Jusoh et al. (2023).

4. Results and Conclusion

The aim of the research was to measure the impact of students' income on their spending motivation. In
this context, a survey was conducted among students of the Faculty of Economics and Administrative
Sciences of Hitit University. The data obtained from the survey were grouped under four factors, and
two hypotheses related to these factors were tested. According to the hypothesis-test results, the
proposed hypotheses were not supported. The first factor that emerged from the study comprised items
related to students' spending motivation. The second factor grouped survey items related to the problems
experienced because of income perceived as insufficient. The third factor included survey items that
tested students' spending motivation in the event of an increase in income. The fourth factor included
questions related to students' perceptions of the prices of the brands they use. The total explanatory
power of the factors obtained in the study was 61.82%. The reliability coefficient (Cronbach's alpha)
was .84, indicating a high level of reliability. The two hypotheses proposed in the study were not
supported, and no significant differences were found between the variables. The main recommendation
that can be made to the stakeholders of this study is that students' expectations regarding the brands they
consume should be taken into account.

According to the results of the study, no relationship was established between income level and brand
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spending motivation. This result may be due to students emulating their peers or high-spending
individuals who are constantly featured in public discourse. Further research could be conducted to
investigate this further.

There was also no significant difference between gender and spending motivation. The university
students included in the study generally came from rural areas and had low income levels. The answers
given to the questions in the survey used in the study are considered accurate. The students' answers to
these questions may have been influenced by various factors. It is possible that the students provided
this information under the influence of their environment. Or, the students may be spending more than
their income allows (field observations revealed that the students' use of technological devices, clothing
styles, consumption habits, visits to 5th-wave cafes, etc., did not match their declared income levels.
Since it was assessed that they did not receive these items for free, it is possible that they financed their
spending through different income sources).

Information about ethics committee approval: Ethical approval was obtained for the study.

Research and publication ethics statement: The study was conducted in accordance with research and
publication ethics.
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Genisletilmis Ozet

Piyasadaki rekabetin hizla artmasi sonucunda alinip satilan mal ve hizmet sayisi da artmis, zamanla bu
iiriinleri 6zellikleri temelinde birbirinden farklilastirma ihtiyaci ortaya ¢ikmistir. Bu nedenle iireticiler,
tirtinlerini diger tirtinlerden ayirt etmek ve tiiketicilere vaat ettikleri belirli kalite diizeyini korumak igin
markalasmaya basvurmuslardir (Biskin, 2010, s. 413; Sudirjo, 2023, s. 66). Uriinleri ilk satin almadan
once deneme firsat1 bulamayan tiiketiciler, reklamlar ve diger iletisim araglari araciligiyla bu markalar
hakkinda bilgilendirilmektedir. Marka, esasen bir {iriiniin saticisini ya da iireticisini tanimlar. Bir marka
isim, igaret, sembol, logo veya renk olabilir. Ayni zamanda, tiiketicilerin 6grendikleri mal ve hizmetleri
denemelerine, memnun kaldiklar1 {irlinleri yeniden satin almalarina ve digerlerini satin almaktan
kacinmalarina olanak taniyan bir pazarlama aracidir (Yildiz, 2015, s. 30; Muttaqin vd., 2023, s. 581;
Wibowo, 2024, s. 26).

Bu calismada, Hitit Universitesi Iktisadi ve Idari Bilimler Fakiiltesi dgrencilerinin markal {iriinlere
yonelik harcama motivasyonlart incelenmistir. Ayrica, 6grencilerin harcama davraniglarinin altinda
yatan giidiilerin Olg¢iilmesi amaglanmistir. Bu amag¢ dogrultusunda literatiire dayali bir anket olcegi
gelistirilmis ve anketler arastirma ekibi tarafindan yiiz yiize uygulanmistir. Calisma sonucunda 350
kullanilabilir anket elde edilmistir. Anket verilerine uygulanan faktdr analizi sonucunda dort faktor
belirlenmis ve bu faktorlerin toplam agiklanan varyans oran1 %61,82 olarak bulunmustur. izleyen
boliimlerde bulgular sunulmus, sonuglar 6nceki arastirmalarla iliskilendirilmis ve elde edilen sonuglar
15181nda Oneriler gelistirilmistir.

Bu arasgtirmanin amaci, markali iiriinlere harcama motivasyonunu ve gelir diizeyinin bu motivasyon
lizerindeki etkisini ortaya koymaktir. Arastirma, Hitit Universitesi Iktisadi ve Idari Bilimler
Fakiiltesi'nde yiritilmiistir. Calismada anket yontemi kullanilmistir. Arastirmacilar tiim fakiilte
Ogrencilerine ulagsmaya ¢alismis ve ¢alisma i¢in etik onay alinmustir.

Aragtirmada veri toplama araci olarak anket formu kullanilmigtir. Calisma kapsaminda genel tarama
modeli tercih edilmistir. Bu model, ¢ok sayida unsurdan olusan bir evrenden segilen 6rneklem iizerinde,
evren hakkinda genel bir yargiya ulagsmak amaciyla gerceklestirilen arastirma diizeni olarak
tanimlanabilir. Segilen yontem, katilimcilarin goriis, inang ve davraniglarini belirlemek ve elde edilen
sonuglari arastirma evrenine genellemek acisindan uygun bir yontemdir (Karasar, 2012, s. 79; Baltaci,
2018, s. 237; George, 2018, s. 201).

Arastirmanin evrenini, Hitit Universitesi iktisadi ve Idari Bilimler Fakiiltesi grencileri olusturmaktadir.
Anketler katilimcilarla yiliz yiize uygulanmistir. Tiim evrene ulagilmaya calisilmis; ancak tiim
Ogrencilere ulasmak giic oldugundan evrenden bir 6rneklem segilmistir. Bu baglamda 6rneklem,
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olasiliga dayali olmayan ornekleme ydntemlerinden biri olan amagh &rnekleme kapsaminda kriter
ornekleme yoluyla belirlenmistir. Kriter 6rnekleme, arastirmacinin belirli 6zelliklere sahip kisi, olay ve
nesneleri, 6rneklem igin belirlenen olgiitleri karsiladiklari i¢in aragtirmaya dahil ettigi bir 6rnekleme
taradir (Buyukozturk vd., 2016, s. 92).

Literatiirde, evren biiyiikliigiine gére 6rneklem biiytikliigiinii belirlemek i¢in hazir hesaplanmis tablolar
bulunmaktadir. Bu nedenle 6rneklem biiyiikliigiiniin belirlenmesinde istatistiksel hesaplama yontemi
kullanilmistir. Toplam evren 1.820 6grenciden olugmaktadir. Toplam 420 anket formu doldurulmus ve
yliz ylize uygulama sonucunda 350 kullanilabilir yanit elde edilmistir. Hesaplamaya gore, belirtilen
evren biiyiikliigi i¢in %98 giiven diizeyinde 352 yanit gerekmektedir. Bu hesaplamalara gére ulasilan
orneklem biiyiikliigi yeterli kabul edilmistir. %5 hata pay1 ve %95 giiven diizeyi dikkate alindiginda,
belirtilen evren bilyiikliigi i¢in gerekli 6rneklem biiytlikliigii 277'dir. Dolayisiyla ¢alismada elde edilen
350 kullanilabilir anket yeterli goriilmiistiir.

Anket verileri ilk olarak istatistik paket programinda analiz edilmistir. Verilerin analizinde, demografik
ozellikler i¢in frekans tablolart kullanmilmis; diger degiskenler icin ise parametrik olmayan Kruskal-
Wallis ve Mann-Whitney U testleri uygulanmigtir (Tekin, 2014, s. 21). Daha sonra aragtirmanin
hipotezleri test edilmistir. Olgegin giivenirligi Cronbach alfa katsayisi kullanilarak degerlendirilmistir.
Olgegin genel giivenirligi Cronbach alfa = 0,842 olarak belirlenmis ve dlgegin yiiksek diizeyde giivenilir
oldugu saptanmustir (Ozdamar, 2004, s. 633). Olgegin yapr gegerligini ortaya koymak amaciyla
acimlayict faktor analizi uygulanmistir. Bu analiz, acimlayici faktdr analizi sonucunda olusan
faktorlerin, davranisin anlasilmasina katki saglayan kuramsal yapilarla ne 6l¢iide benzestigini gosterir
(Cokluk vd., 2012, s. 177). Ag¢imlayici faktor analizi, degiskenler arasindaki iligkilere dayanarak
faktorleri belirlemeyi ve teori gelistirmeyi amaglayan bir siirectir (Biiylikoztiirk vd., 2016, s. 97). Ayn
zamanda, birbiriyle iligkili cok sayida degiskeni bir araya getirerek kavramsal olarak anlaml az sayida
yeni degisken ortaya koymay1 amaglayan ¢ok degiskenli bir istatistiksel tekniktir (Cokluk vd., 2012, s.
178). Bu sayede faktor analizi sonucunda olusan faktorler ile veri setindeki kavramlar arasindaki iliski
arastirmaci tarafindan daha kolay anlasilabilmektedir.

Verilerin faktor analizine uygunlugunu belirleyen bazi testler vardir. Bunlardan biri Bartlett testidir.
Bartlett testi sonucunda, faktor analizine dahil edilen degiskenler arasinda bir iliski bulunmasi beklenir.
Test sonucunda elde edilen deger p < 0,05 ise degiskenler arasinda iliski oldugu kabul edilir
(Biiytikoztiirk vd., 2016, s. 97). Calismada yapilan Bartlett testi sonucunda (p < 0,001), faktor analizine
tabi tutulan degiskenler arasinda iliski oldugu sonucuna vartlmistir.

Verilerin faktor analizine uygunlugunu degerlendirmek igin kullanilan ikinci test Kaiser-Meyer-Olkin
(KMO) testidir. KMO istatistigi, drneklem biiytikligiiniin ve veri yapisinin faktor analizi igin yeterli
olup olmadigin1 degerlendirmek amaciyla kullanilir (Cokluk vd., 2012, s. 207). KMO degeri,
orneklemin yeterliligini gdstermek agisindan énemlidir ve literatiirde genel olarak 0,60'tan biiyiik bir
deger beklenir. KMO degeri 0,60'tan biiyiikse 6rneklem biiyiikliigliniin yeterli oldugu kabul edilir. Bu
baglamda yapilan KMO testi sonucunda KMO = 0,884 > 0,60 bulunmus ve faktor analizi i¢in 6rneklem
biiyiikliigiiniin yeterli oldugu degerlendirilmistir.

Calismaya katilanlarin ¢ogunlugu (%64) erkektir. Katilimcilarin %544 19-20 yas araligindadir.
Katilimcilarin %30'u birinci sinif 6grencisidir. Katilimeilarin %35'inin gelir diizeyi 6.501-7.500 TL
arasindadir. Faktor 1, "Ogrencilerin harcama motivasyonunu etkileyen faktdrler" olarak adlandirilmis
ve 12 degiskenden (anket maddesi) olusmustur. Bu faktoriin agikladigi toplam varyans orani %21,24,
KMO degeri 0,874 ve Cronbach alfa diizeyi 0,83 olarak dlciilmiistiir. Faktor 2, "Ogrencilerin yetersiz
gelirinden kaynaklanan sorunlar" olarak adlandirilmis ve 10 degiskenden (anket maddesi) olusmustur.
Bu faktoriin agikladigi toplam varyans oran1 %18,39, KMO degeri 0,874 ve Cronbach alfa diizeyi 0,84
olarak olgiilmiistiir. Faktor 3, "Ogrencilerin gelirlerindeki artiglara iliskin degerler" olarak adlandirilmis
ve 7 degiskenden olusmustur; bu faktoriin agikladig1 toplam varyans orami %12,85'ir. Faktor 4 ise
"Ogrencilerin kullandiklar1 markalarin fiyatina iligkin algilar1" olarak adlandirilmis ve 8 degiskenden
olusmustur; bu faktoriin agikladigi toplam varyans orani %9,20'dir. Faktor analizine tabi tutulan veriler
icin KMO 6rneklem yeterlilik 6l¢iisii 0,874 olarak bulunmustur. 37 maddelik 6lgegin glivenirlik analizi
sonucunda Cronbach alfa i¢ tutarlilik katsayisi 0,84 olarak saptanmis ve bu deger literatiirdeki 6l¢iitlere
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gore yliksek giivenirlik diizeyi olarak degerlendirilmistir.

Calisma kapsaminda iki hipotez ortaya konmus ve bu hipotezler asagida sunularak test edilmistir.
HI: Gelir diizeyi ile harcama motivasyonu arasinda istatistiksel olarak anlamli bir fark vardir.
H2: Cinsiyet ile harcama motivasyonu arasinda istatistiksel olarak anlaml bir fark vardir.

Yukaridaki tabloda yer alan Kruskal-Wallis testi degerlerine gore, 6.501 ile 7.500 lira arasinda gelire
sahip katilimcilarin harcama motivasyonu diger katilimcilara gore daha yiiksektir. Bununla birlikte
Hipotez 1 icin yapilan istatistiksel analiz sonuglarina gore ileri siiriilen hipotez desteklenmemis ve
calismaya katilan Ogrencilerin gelir diizeyi ile harcama motivasyonu arasinda anlamli bir fark
bulunmamustir. Elde edilen bu sonucu destekleyen calismalar literatiirde mevcuttur. Aragtirma bulgulari
Yi vd. (2013), Deniz vd. (2011), Ozgigek Délekoglu ve Celik (2020), Li vd. (2022), Marsasi ve Yuanita
(2023), Putri vd. (2024), Jiang (2024) ve Jusoh vd. (2023) tarafindan bildirilen sonuglarla benzerlik
gostermektedir.

Mann-Whitney U testinin kullanilmasinin temel nedeni, iliskinin anlamliliginin iki bagimsiz gruba gore
incelenmesidir. Bu test, iki gruptaki siirekli degiskenlerin degerlerini sirali degerlere doniistiirerek
gruplarin medyanlarii karsilastirmak igin kullanilir. Bu sekilde, iki grup arasindaki siralamanin farkli
olup olmadig1 degerlendirilir. Test sonucunda p degeri p < 0,05 ise anlamli bir fark oldugu sdylenebilir.
Tablo 7'de goriildiigii gibi, Mann-Whitney U testi sonuglari kadin katilimcilarin  harcama
motivasyonunun erkek katilimcilara gore daha yiiksek oldugunu gostermektedir; ¢linkii kadin
katilimcilar i¢in ortalama sira degeri 180,15'tir. Bununla birlikte, cinsiyet ile harcama motivasyonu
arasinda anlaml bir iliski gdzlenmemistir (p = 0,472; p > 0,05). Ilgili hipotez igin yapilan istatistiksel
analiz sonuglarina gore ileri siiriilen hipotez desteklenmemis ve ¢aligmaya katilan 6grencilerin cinsiyeti
ile harcama motivasyonu arasinda anlamli bir fark bulunmamistir. Elde edilen bu sonucu destekleyen
calismalar literatiirde mevcuttur. Arastirma sonuglar1 Deniz vd. (2011), Engizek ve Sekerkaya (2015),
Mrad vd. (2020), Oz¢icek Délekoglu ve Celik (2020), Marsasi ve Yuanita (2023), Putri vd. (2024), Jiang
(2024) ve Jusoh vd. (2023) tarafindan bildirilen sonuglarla tutarlidir.

Calismada ortaya ¢ikan ilk faktor, Ogrencilerin harcama motivasyonuna iliskin maddelerden
olusmaktadir. Ikinci faktdr grubu, dgrencilerin yetersiz olarak algiladiklar: gelir nedeniyle yasadiklari
sorunlara iliskin anket maddelerini igermektedir. Ugiincii faktor, gelir artist durumunda dgrencilerin
harcama motivasyonunu O6lcen maddelerden olugmaktadir. Dordiincti faktdr ise Ogrencilerin
kullandiklar1 markalarin fiyatina iliskin algilariyla baglantili sorular1 kapsamaktadir. Caligmadan elde
edilen faktorlerin toplam agiklayicilik giicii %61,82'dir. Glivenirlik katsayis1 (Cronbach alfa) 0,84 olup
yiiksek diizeyde giivenirlige isaret etmektedir. Calismada ortaya konan iki hipotez desteklenmemis ve
degiskenler arasinda anlamli fark bulunmamistir. Bu ¢alismanin paydaslarina yapilabilecek en énemli
oOneri, 0grencilerin tiikettikleri markalara iligskin beklentilerinin dikkate alinmasidir.
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