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ABSTRACT

The increasing popularity of the Internet as a business vehicle is due to its current size and
future growth prospects, its attractive caracteristics, its availability to facilitate the global
sharing of information and resources, and its potential to provide an efficient channel for

advertising, marketing, and even direct distribution of certain goods and information services.

As the Internet presents a fundamentally different environment for marketing activities than
traditional media, conventional marketing activities are being transformed, because they are

often difficult to implement in their present form.

The objective of this study is to provide guidelines for marketing activities in the B2B e-
marketplaces. The aim is to find out preferences on the e-marketplaces usage, to determine
the major reasons that motivate companies to make commerce on e-marketplaces and effects

of advertising and promotions on these marketplaces.

The study includes the literature review on the effects of B2B e-marketplaces on marketing
. s&ategies. The survey consists of 30 companies that use B2B e-marketplaces for commercial

purposes.

B2B e-marketplaces are very new concepts for Turkish companies. E-marketplaces were
started to be constructed at the very begining of the 2000’s. Due to the late entry of e-
marketplaces, Turkish firms are not very familiar to the marketing activities and strategies
that take place on this medium. However this survey shows that Turkish firms pay attention to
the e-marketplaces and feel likely to join these new markets to purchase or sell products.

Therefore, e-marketplaces seem to have a promising future as a new marketing medium.
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OZET

Internet’in bir ticaret araci olarak giincelligini artirma nednleri halibazir potansiyeli ve
bilyiime egilimi, ilgi ¢ekici karakteristik 6zellikleri, bilgi ve kaynaklarinin kiiresel paylagimi,
pazarlama ve reklam igin etkili bir kanal saglamas: ve ayrica mal ve hizmetlerin dogrudan
dagitimimnin yapilabilmesi olarak 6zetlenebilir.

Internet, geleneksel pazarlama faaliyetleri agisindan daha farkli bir ortam sagladift ve
aligilagelmis pazarlama etkinliklerinin bu haliyle gergeklestirilebilmesi ¢ok zor oldugu icin,

klasik pazarlama aktiviteleri degisim igine girmislerdir.

Bu calismanin amaci, B2B e-pazaryerlerinde ki pazarlama faaliyetleri i¢in rehber olmaktir.
Amag, elektronik pazaryerlerinin neden tercih edildiginin, sirketlerin ticari islerini e-
pazaryerlerinden gerceklestirmelerinin esas nedenlerini, ve bu pazaryerlerinin pazarlama ve

promosyonlarin iizerindeki etkisini aragtirmaktir.

Bu calismada, B2B e-pazaryerlerinin pazarlama stratejileri iistiindeki etkileri hakkinda
yazilanlar biraraya getirilip tekrar gozden gecirildi. Calisma, B2B e-pazaryerlerini ticari

amaglarla kullanan 30 sirket tizerinde yapildi.

B2B e-pazaryerleri Tiirk sirketleri igin ¢ok yeni bir kavramdir. Tiirkiye’de e-pazaryerleri
2000’li yillarin baginda kurulmaya baglandi. Elektronik pazaryerlerinin Tiirkiye’ye geg
girmesinden &tiiri Tiirk girketleri bu pazaryerlerinde ki pazarlama aktiviteleri ve stratejilerine
yabanci kalmislardir. Bununla birlikte bu arastuma gosteriyor ki Tiirk sitketleri e-
pazaryerlerine 6nem vermekle birlikte bu pazaryerlerine alim satim yapmak icin katilmaya
efilim gostermektedirler. Bu sebeple e-pazaryerleri bir pazarlama araci olarak gelisme

egilimindedir.

viii



1. INTRODUCTION

Marketing on B2B (business-to-business) e-marketplaces has developed enourmously in
the last few years, with the technological developments in web based softwares and e-

commerce.

In Turkey, the number of companies that use web based database softwares have been
increasing rapidly. Even small firms start using these kind of programs for
improvement. They use these programs to become more competitive in the market.
Companies ease and decrease the cost of their supply and sales channels, through the

efficient use of the said programs.

The fastest and the easiest way of using the advantages of e-commerce is the B2B e-
marketplaces. Companies can figure out all of their supply and sales channels on these

marketplaces, rapidly.

The companies that sell products to other companies can use B2B e-marketplaces for
marketing purposes. A firm can easily reach all of its sales goals only by using these
marketplaces. Television, newspaper or magazine advertisements are not very efficient
in B2B marketing. These channels are mostly effective in reaching final consumers. To
achieve high amounts of sales in B2B markets the most effective way seems to be B2B

e-marketplaces.

In my thesis, I will try to figure out the effectiveness of B2B e-marketplaces in the

marketing strategies of companies.



2. LITERATURE REVIEW
2.1. The Internet

In the early Seventies, the Department of Defence of USA designed a computer network
for its own purposes. In the begining it was only connected to educational and scientific
organizations. Later, Internet became a tremendeus information exchange system

connecting users worldwide.

Because Internet is made up of more than 60,000 networks, each of which transfer data
via many routes, it is nearly impossible to pin down any exact numbers concerning its

size. Here are some highlights of the Internet’s gowth and its size.

Growth is nearly 10 percent per month.

e There are currently more than 7 million host computer systems connected to the

Internet.

e There are estimates that more than 70 million people woldwide will have e-mail

access to the Internet, by the year 2010.

e Use of Internet file search and retrieving tool is currently growing at 1,000

percent annually.

In the broadest sence of Internet connectivity, individuals, organizations, companies,
governments, colleges, schools, and ad hoc groups are part of the Internet. In a more

limites definition approximately 60,000 networks are part of the Internet. (Siegel, 1999)
2.2. World Wide Web

The World Wide Web is the mulﬁmedia part of the Internet. It is just one of the many
systems used on the Internet to find and transfer information. It has however become
(with exception of e-mail) the most popular, promising, and active system for business
use. The World Wide Web is also called the Web and WWW. It is made up of
documents on computers throughout the world. These documents have special codes

written into them that provide links to other documentation on the Internet, and that



dictate how the documents are to be displayed. Computers holding these Web
documents use software called Web servers to communicate via the Internet with client
programs called browsers. Browsers are used by individuals on their own computers to

find and view Web documents and other documents conected to them. (Siegel, 1999)
2.3. B2B E-Marketplaces and the Use of Internet for Business

As business use Internet more, and Internet users become more accustomed to
marketing activities, Internet marketing becomes much more popular. Marketing on the
Internet involves both research and active flow of information — marketing through

information.

Marketing and sales on the Internet, both B2B and B2C, have been revelutionized by
the World Wide Web. Business on the web allows:

e Full-color catalogues that are easily and frequently updated. ™ -
e Online graphics, sound, and textual information.

e On-screen ordering, customer feedback, and surveys.

e Online technical support.

e Worldwide distribution of announcements.

Marketing research is common on the Internet; attitudes are tested, conversations
actively persued, and opinions solicited from many groups. Marketing plans are

increasingly counting on Internet access for success.

One of the prime uses of Internet is the area of customer support. Customers can reach a
company on their own schedules — day or night — and obtain information from
conferences, File Transfer Protocol (FTP), e-mail, Gopher, and especially from World
Wide Web. The customer support information only has to be transfered to an active
once, and yet it may be accessed by thousands of customers and potential customers — a

very labor-efficient and cost-effective way of distributing information. In addition, a



business with a presence on the Internet is percieved as modern, advanced, and
sophisticated. (Akkas, 2000)

Customer and product support and technical assistance by way of the Internet is time-
efficient. Many companies provide e-mail assistance, including both individual and
automated replies to e-mail questions and requests for information. Technical sheets,
specifications, and support are offered through Web sites, e-mail, Gophers, and FTP.

Relationships with vendors and outlets are maintained via the internet.

In a business atmosphere promoting the concept of “getting closer to the customer”,
Internet is becoming increasingly important. In these days of a highly competitive
global marketplace, the company that can reach and continue to satisfy customers will
have an advantage — and Internet can help in maintaining positive relationships with
customers. (Bartin, 2003)

Internet is also a fast and efficient way of networking with vendors and suppliers. With
its global reach, internet can assist business in locating new suppliers and keeping in
better touch with them — for example, to aid in zero, or just in time inventory planning,.
A business must locate and coordinate with suppliers in different parts of the world and

the Internet system in some countries is often more stable than telephone service.

Maintaining up-to-date postings and a Web site of your company’s product information
and prices also allows your vendors to continous access to the information that is
needed in order to promote and sell your products. Small suppliers find that they can

compete with larger companies by being easily available via the Internet.

Rather than a Web site, e-marketplaces are the places where buyers and sellers come
together to make commerce. E-marketplaces provide all the necessary infrastructure and
services for the companies to make commercial transactions. In the future, it is expected
that e-marketplaces will play an important role in the commercial transactions made by

the SMEs (small to medium size enterprises).



The European Commission has determined two targets in its meeting in April 2001:

e To avoid difficulties of renovations achieved as a result of e-commerce on
management politics of companies, SMEs should become a part of e-

marketplaces.

e The standards about the politics to establish e-marketplaces must be determined

and e-marketplaces that work efficiently should be established.
There are 4 types of e-marketplaces that are explained below:

1. Buyer Driven: Established by the buyers to improve their communication

with their suppliers.
2. Sell Driven: Established by the suppliers to sell their products.

3. Independent: They are established independent from buyers and sellers,
to provide them the necessary infrastructure, to make profit.

4. Technology Providers: They are similar to independent e-marketplace
* providers, but their basic purpose is to provide services related to

technology.

On B2B e-marketplaces companies can provide various ways of communicating with
their customers or suppliers. The companies that require to purchase products can see
the stock of their suppliers. In some cases like two firms that continiously make
commetce for a long period of time, the buyer company may even see the production
plan, the estimated future stocks, and even the reserved number of products of the
supplier to plan their own production easier. Suppliers can easily determine limits to the
amount of information that can be viewed by their customers. This can easily be done

by delivering individual access codes to each customer. (Bartin, 2003)

In an increasing number of cases, companies are doing actual product sales transactions
and purchases on the Internet, particularly through the Web. In addition, if the product
is available to electron delivery, as with software and information, it is actually

delivered via Internet. Today, many companies are arrenging product delivery and



services through the Internet, where they can create and support actual distribution

channels.
2.4. Buyer-Decision Process

To understand how to market products interactively, it is necessary to know how
customers purchase products. It is important to understand the psychology behind
consumer purchasing decisions, even before they buy products. It is also important to
remember that the basic principle in marketing is the sharing of information. One of the
key times consumers seek out information is when they are ready to purchase product.
How this search is done and how successful it is, is crucial to the purchasing of
informationally complex products. This is called as the buyer-decision process. This
process consists of five components: problem recogniton, information search,
evaluation of alternatives, purchase decision, and postpurchase behaviour. (Solomon,

1996)

Problem Information Evaluation of Purchase Postpurchase
.. La A L4 . . Le .
Recognition Search Alternatives Decision Behavior

Figure 2.1. Buyer-Decision Process

In the problem recognition stage, the consumer realizes that he has a need for a product.
It is possible for this need to be brought on by marketing. For instance, if a company
continues to market a product to a consumer, that person may soon believe that he truly
does have a need for it. The role of information in this instance is to convince the

consumer that he has a need for a certain product.

The next stage in the buyer-decision process is the information research. This is where
interactive marketing can play a key role in helping companies to reach consumers who
are ready to buy. Once the consumer realizes that he needs a particular product, it is
time for him to gather information concerning it. The role of information at this point is
crucial because this determines what product the consumer will ultimately buy.
Companies that make their information easy to obtain will most likely be the companies

with the most customers. Companies that join B2B e-marketplaces will give detailed



information to the potential buyer companies which will give them a competitive

advantage.

Having information available to consumers is as important as having the product they
are shopping for. If a company’s product is near at hand when the consumer is ready to
purchase, he is likely to buy it. Building upon their premise, if the information is
available when the consumer is searching for it, he is just as likely to buy that particular

product over a competing one. (Solomon, 1996)

The way the information message is designed is also important in this stage of the
buyer-decision process. Information design can help users to sort through information
and may keep them coming back for more. If a customer has information about a
product, but is not designed in a way that he can understand, it is very likely that he will
not purchase the product. (Kotler, Armstrong, 1993)

The third stage in buyer-decision process is the evaluation of alternatives. This is where
the consumer uses the information that he has gathered in his search to evaluate or make
decisions about certain products. Companies can help with this evaluation process by
helping the consumer in the information search. By assisting the consumer in the
information search, a company not only help the consumer but also helps itself by
giving the consumer functions and features to consider, which may in turn help the

consumer to choose the company. (Kotler, Armstrong, 1993)

The purchase decision stage of the buyer-decision process, is when the consumer
actually purchases the product. Naturally, the consumer will purchase the product that
he prefers, for one reason or another, over the other product(s). Companies that use
interactive marketing can positively influence the consumer during the purchasing

decision stage if the following criteria are met:

e Competing products have similar features and are comperable

o Competing products are in the same class or price range



e Information is readily available to the consumer
e Information is designed in a way to prevent information overload
e The level of information is relevant to the consumer

The last stage in the buyer-decision process is postpurchase behaviour. When
consumers buy products, they often have second thoughts about the purchase.
Consumers begin to wonder “Did I do the right thing?”. This is known as the post-
purchase conflict, which is a form of cognitive dissonance. The purchasing of most
informationally complex products results in cognitive dissonance. Cognitive dissonance
occurs when the purchaser begins to have feelings of discomfort concerning the
purchase. Marketers spend many hours trying to figure out how to reduce dissonance in
a customer when the customer buys a product. By reducing dissonance companies can
increase sales because if a person likes a product and feels comfortable with it, he/she
will either tell someone else how good the product is, purchase another product from the
same manufacturer, or both. This is why market research on customer satisfaction is
done and marketers can use interactive mediums to determine customer satisfaction.
(Lehman, Gupta, Steckel, 1998)

If a company joins a B2B e-marketplace, it can use the marketplace to allow consumers
to record their satisfaction or dissatisfaction about a product. Consumer firms can send
messages to the company executives. Firms can also get updated information

concerning the product or fixture products. This is a good use of interactive medium.
2.5. Marketing Functions on E-Marketplaces
2.5.1. Advertising

The many-to-many communication model turns traditional principles of mass media
advertising (based on one-to-many communication model) inside out, rendering
application of advertising approaches which assume a passive, captive consumer
difficult, if not impossible. Thus, marketers must reconstruct advertising models for the

interactive, many-to-many medium underlying the Web in which consumers actively



choose whether or not to approach firms through their Web sites, and exercise

unprecedented control over the management of the content they interact with.

Marketing will be shifting, in large measure, from being a mass vehicle to becoming
more of a one-to-one interactive paradigm. Advertising will increasingly become

requested from the consumer as opposed to being directed by the marketer.

Advertising on the Internet will be very different from other forms of advertising, with a
stronger emphasis on using information to create product value and more efficiency in

reaching target markets. (Rayport, Jaworski, 2001)

Advertising in the Web should involve much more than establishing a “presence”. for
the firm and should be viewed as an opportunity to interact with potential and existing
customers. (Rayport, Jaworski, 2001)

Traditional advertising has been valued through standardized measurements: a 15 or 30
seconds commercial, a one page print advertisement, or direct mail piece. On the
Internet these standards do not exist. The involvement with an Internet advertisement

can range from two seconds to several hours; one page view to dozens of page views.

Using an e-marketplace to reach customers is the easiest way of getting intouch with the
customers or suppliers worldwide. The company that joins a B2B e-marketplace can see
and be seen by all the companies doing any kind of business that may or may not be
related to the company’s business. Any firm that is in any business may need one or

more of the company’s products and can easily find you. (Greenstein, Vasarhelyi, 2002)

A total of 1,500 e-marketplaces were established in the year 2000. 80% of these e-
marketplaces are B2C (business-to-consumer) and 20% of them are B2B according to
the number of transactions. But according to the monetary amount of commerce made
80% is B2B and 20% is B2C. 83% of these e-marketplaces established in 2000 are
centered in USA. (Ozkan, 2001)



It is estimated that the number of e-marketplaces will reach 500,000 by the year 2005.
The estimated number of transactions for 2005 are 25% B2C and 75% B2B. The
estimated amount of monetary commerce will be 12% B2C and 88% B2B. (Ozkan,
2001)

Advertising ina B2B e-marketplace can also be done just like advertising on a Web site
by placing an advertising banner or logo on a web site, for a fee, to drive traffic to the

Adbvertiser’s web site via a hypertext link.
2.5.2. Promotion

The most effective promotional tool has been the ability of e-marketplaces to carry the
messages of marketing and communication professionals to targeted groups. Here,
promotional information like: new product announcements, product catalogues, and
training/seminar schedules can be put on e-marketplaces. Interested companies and
prospects can instantly click — get the information and respond interactively. (Rosen,
2000)

Advences in communications and information technology are cutting out the traditional
middleman a growing number of transactions. Consumers are increasingly seeking out
new sources of goéds and services; that is no longer news. What is news is that they are
bypassing traditional delivery channels — corner drugstores, doctors offices, the mass

media — in their search for quality, savings,and convenience in all products and services.
2.5.3. Branding

Branding is a class of goods identified by name as the product of a single manufacturer.
Brand names represent standards of quality, safety and reliability. Consumers purchase
brand names, often paying a premium for them, to protect themselves from shoddy

workmanship, inferior quality, and poor service. (Rayport, Jaworski, 2001)
When we study the role of brand name in the Internet, we realize that:

e A brand name is an important asset in any business, and it is particularly

important on the Internet.

10



e The brand carefully represented on an e-marketplace can assure visitors that the
site is a secure, comfortable place to do business, thereby assuring that the

Internet effort will be successful.

e A solid, well-crafted e-marketplace is an asset to a brand and can increase brand

equity.
2.6. Marketing Communications

Firms use various media to communicate with their current and potential customers and
suppﬁers. Marketing communications perform 3 functions: inform, remind, and
persuade. The traditional one-to-many communications model for mass media is shown
below in Figure 2.2. In this passive model firms (denoted by F) provide content (i.e.
advertisement) through a medium (i.e. radio, television) to a mass market of consumers
(denoted by C). The first two functions of marketing communications may be
pefformed by the traditional communication model. However the persuation function

necssary for differentiating a product is by the undirectionality of traditional mass

media.
C
F » Content » Medium » C
C

Figure 2.2. Traditional Mass Media of One-To-Many Marketing Communications

The Internet, a revolution in distributed computing and interactive multimedia many-to-
many communications, is dramatically altering this traditional view of communication
media. As Figure 2.3 indicates, the new many-to-many communications model defining
the B2B e-marketplaces offer a radical departure from traditional marketing
environments. The primary relationship is not between the sender and the receiver, but
rather with the “mediated environment” with which they interact. Additionally, because

of the interaction, the sender is also a receiver.

11
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Figure 2.3. New Model of Marketing Communications for the Web

Figure 2.3 suggests that the Internet offers an alternative to mass media communication.
Some applications on e-marketplaces (e.g., personel homepages) rcpresént
“narrowcasting” to the extreme, with content created by consumers and for consumers.
As a marketing and advertising medium, an e-marketplace has the potential to radically
change the way firms do business with their customers by blending together publishing,
real-time communication broadcast and narrowcast. (Turban, King, Lee, Warkentin,
2002)

2.6.1. Traditional Marketing

With the age of digital interaction upon us, many people wonder whether traditional
marketing media will cease. Some marketers believe that traditional marketing media
has no place in our future. Others think that interactive marketing is a complement to
traditional advertising, not a replacement. Procter&Gamble will still need 30-second
commercials to inform consumers about their new products. Ford will still want to
create colorful brochures to give to potential automotive buyers. It is also important to
keep in mind that interactive marketing will not be needed for every product or service.
But, many companies will begin to supplement their traditional marketing efforts with
digital interactions. Many companies are begining to realize that traditional types of
marketing are not serving them as well as interactive marketing strategies. Others
believe that interactive marketing may be more appropriate for the marketing of their

informationally complex products. (Fellenstein, Wood, 1999)

Traditional marketing materials consists of many types of items. Brochures, paper-based
catalogues, newspapers, and audio commercials fall into the catagory of traditional
marketing materials. While these materials are usually designed well, they do not offer

certain features that are found in interactive marketing such as interactivity, the ability
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to view video or animation clips, or the ability to layer information in a way that can
meet several types of audiences. What traditional marketing materials usually include
are graphics, photos, and text. These elements of traditional marketing materials does
inform and entice consumers to purchase products. If this is so, then why is there a need
for interactive marketing? The answer lies in the limitations of traditional marketing and

the adventages of interactive marketing. (Fellenstein, Wood, 1999)

While traditional marketing has a specific purpose, it also has limitations, especially
when it is compared to interactive marketing. Traditional marketing does not allow
consumer interaction, it has static graphics and text, it doesn’t have immidiacy, it
doesn’t have efficient mechanisms to help consumers find information, it has
disadventages in regard to updating information, and it limits the amount of information

given to a consumer.
2.6.2. Interactive Marketing

The Internet especially that portion known as the World Wide Web, has the potential to
change the way businesses interact with their customers. The Web frees customers from
their traditionally passive roles as receivers of marketing communications, gives them
much greater control over the information search and acquisition process, and allows
them to become active participants in the marketing process. However, significant
adoption barriers to commercialization preclude predictable and smooth development of
commercial opportunities in this emerging medium. Commercial development of the
Web must follow the demand (“demand pull”). Firms will reap the benefits of
innovation in interactivity by being closer to the customer than ever before. (Landon,
Traver, 2002)

The new technology of interactive marketing allows companies to help consumers to
better understand their products and services. It also helps companies to create and
develop relationships with consumers. Interactive marketing takes the foundation of
marketing, which is communication, and propels it to a new level. Consumers can now
use their computers to understand products and search for information easily. They can
send comments or additional information to the company they may or may not have

purchased products from. Interactive marketing provides a communication channel
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between companies and their targeted aundiences. In comparing traditional marketing to
interactive marketing, traditional marketing companies make a statement and hopes that
the audiences are wooed. With interactive marketing, companies can have conversation
with their customers-a back and forth exchange. Interactive marketing is also good
business sence and makes for a good competitive strategy. By investing in this
technology and providing it to consumers, many companies will see a good return on

their investment. (Landon, Traver, 2002)

Multimedia is the perfect tool to use marketing informationally complex products. The
use of multimedia in interactive marketing titles allows companies to demonstrate their
products to customers and potefitial customers in a way that can help them understand
the product’s features. Multimedia can give the customers an entirely new
understanding and view of a product that traditional marketing, such as a paper-based

brochure, just can’t do.
2.7. The New Marketing Paradigm

With its technology and capabilities, interactive marketing has brought with it a new
way that companies can conduct business. This powerful tool has brought about a
change, a new paradigm in the world of marketing. This new paradigm is a result of
computers and their multimedia technology. When a company uses mass marketing to
market a product, it usually means that the company has created a product and then
designs a marketing campaign that is intended for the company’s entire target consumer
market. In this type of marketing, there are shortcomings. The biggest shortcoming is
that companies do not quickly and easily know what their customers want. With this
model of mass marketing, companies can do a lot of hit and miss when marketing
products. (Kalakota, Whinston, 1997)

The new paradigm in marketing measures success in terms of long-term gains in its
share of its customer’s business, unlike mass marketing which counts wins and losses in
terms of market share increases that may well be temporary. The new marketing
paradigm sees one customer, not thousands of customers. This is known as one-to-one
marketing. In this type of marketing, companies market their products to individuals,

not massive numbers of people, but the company tries to market to each one
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individually. An example of one-to-one marketing is an automobile manufacturer that
has a WWW site. The manufacturer can keep track of which areas the consumer
accessed the most, such as safety features. The automobile manufacturer can than send
the consumer additional, updated information via e-mail or through postal mail and the
safety features can be highlighted. This new paradigm of one-to-one interactive
marketing creates two obvious benefits for companies and consumers. They are

collecting information and customization of products. (Kalakota, Whinston, 1997)

In this new marketing paradigm, technology and digital interactions will allow
companies to collect consumer information easily and efficiently. Because companies
are marketing to one person instead of hundereds or thousands, companies will be
focused on one individual and obtain information from him, especially information on
what he would like to see in the forms of products and services from the company. This
information gathering will also help consumers because they won’t have to be bothered
with products that don’t interest them. If a company has done good data collection, it
can create a customer profile and know what to inform the customer about and what

type of products the customer want. (Kalakota, Whinston, 1997)

Another benefit of the new marketing paradigm is product customization.
Customization is the key to marketing in digital transactions. It implies getting
customers to teach you what they require, remember it and give it back to them. When
companies gather information from consumers they can get information on what the
consumer wants. Once they recieve this information, companies can then design
products around the feedback recieved from digital interactions. Because these products
have been designed with consumer recommendations, companies can design and create

products better suited for their customers. (Kalakota, Whinston, 1997)

Civilization has gone through two waves of change and we are on the threshold of the
third wave. In this third wave of civilization, we will see more customization of
products. This process is refered to as de-mastication. In the second wave, during the
industrial age, mass production of the items was the norm. In the third wave, products

will be unique to the consumer. (Kalakota, Whinston, 1997)
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Many companies are realizing that it is advantageous to market to consumers using an
interactive medium. The adventages of interactive marketing are: interactivity, low cost,
updating, layering information, tracking customers, absence of salespersons, consumers
become proactive, consumers developing a sence of product ownership, reduction of

cognitive overload, easy cost estimating, and globality.
2.8. Designing B2B E-Marketplaces

Internet is not a mass medium. It is a peer-to-peer medium. People who see Internet as a
mass medium are in trouble. Once we realize that it is not a mass medium, we should
begin to see the necessity of focusing on the right content for the right audience. This
may mean content or discussion groups for only five or ten selected people. The Internet

can not be everything for everybody. (Landon, Traver, 2002)

When planning interactive marketing for products, it is necessary to remember the
foundation of interactive marketing is communication: giving consumers information
that they need in order to purchase a product or service. This is also the foundation of
marketing. So, with this in mind, it can be said that interactive marketing is just another

tool for companies to use to advertise marketing information for products and services.

Before any type of communication (in this case, marketing) is designed, two questions
should be answered: 1-who is the communication designed for (audience) and 2-What
do you want them to do with it (purpose)? It is difficult to design effective
communication before these two questions are answered. It is possible to design a great
interactive e-marketplace but for the wrong audience. While it may look great visually,
it may not meet the companies’ requirements. B2B e-marketplaces should not be judged
just for their attracting visuals alone. Visually the design may be excellent but, quality
of the design must be judged in the context of how the marketplace will be used. An
interactive e-marketplace that includes large graphics that take several minutes to load
or display may be frustrating for the intended audience who is just trying to get
information about a product. What determines the design of an interactive e-
marketplace is the intended andience. While the marketplace may be beautifully rich, it
may not work through the companies’ benefits. (Solomon, 2001)
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General questions for B2B e-marketplace development are:
e Why is it important to use interactive marketing?
¢ What does the customer want to know about the product or service?
e How can the e-marketplace be designed to reach more companies?
o What type of design will project a positive corporate image?
e How will multimedia elements be used?
e What type of language should be used?

The way information is designed in e-marketplaces is crucial. Companies should be able
to easily find product information. Information should not be buried under layers and
layers of pages. If it is so, users should still be able to find information using a search

tool.

The use of multimedia and hypertext play an important part of information design in e-
marketplaces. Many times the use of hypertext and multimedia are praised because it

puts the companies in control. (Landon, Traver, 2002)

Good design is imperative to e-marketplaces. Good design comes about by planning and
knowing who the audience is for the site. Design features that put consumers in control
and allows them to find information in the most easily way possible will become
popular. Companies do not want to search an entire site to find the price of a product.
Good design features are the search tools, feedback and comment forms, updated

information, and interactive tables.

The competing companies that have similar products used for same purposes should be
given exactly the same opportunity. Big firms may pay greater amounts of money to be
reached easier in a marketplace. This will cause the smaller ones to loose their only
chance to achive their marketing goals. Because e-marketplaces are the only places for
them to compete with the big firms. This will also cause them to leave the marketplace
which infact will be very bad for the image of the marketplace. As marketplaces are
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mostly profit oriented, they have to be designed in a way to be fair to each firm.
(Landon, Traver, 2002)

A poorly developed B2B e-marketplace may have a negative impact on the business
image and on the effectiveness of the online marketing. It may also affect the site’s
ability to generate revenue and attact companies and advertisers. Considering that
joining to e-marketplaces have more impact than traditional advertisements, it is easy to

see how important the development of the site really is.
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3. CONCEPTUAL MODEL
3.1. Operationalization of Variables

In this section the variables that are used in the research are explained and the primary

reseach model is given.

Sales Volume: To understand the effectiveness of B2B e-marketplaces, the sales

volume before and after joining one of these markets should be known.

Market Share: Just like sales volume, market share is useful for measuring the

effectiveness of joining to B2B e-marketplaces.

Product Reliability: The quality and the reliability of the products must increase,

because it will be easier to see customer requirements and advises.

Competability: When companies get closer to their customers and do better marketing,

they can compete easier with their competitors.

Economic Size of the Market: If the economic size of a market is not big enough to

make new investments, it is unnecessary to develop new marketing strategies.

Alternative Markets: When customer profiles are determined correctly, this research

will guide the firms, like offering them new or additional markets.

Product Development and Innovation: Companies may decide which product(s) to

improve and how to do it, by using marketimg techniques.

Product Variety: Firms may reach greater amounts of customers by producing
different types of a product. By using new and interactive marketing techniques they

can decide which versions of the product they must produce and sell.

Profitability: Marketing techniques are also used to predict the future sales of the

products and than the amount of production is determined.

Technological Improvement: Companies should always follow the new technologies

and apply them to their business when necessary.
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Customer Relations: It will be easier for the companies to reach information, because

B2B e-marketplaces build up strong links between companies.

Use of E-Marketplaces: Using B2B e-marketplaces to make commerce ease marketing

applications.

The Primary Research Model is given in Figure 3.1.

Market Share S1
Competability S2
Profitability S3
Sales Volume S4
Product Reliability S5
Product Development and S7 gg
Innovation

Product Variety S8
Customer Relations S9
Economic Size of the Market S10
Alternative Markets S11
Technological Improvement S12

Figure 3.1. Primary Reseach Model
3.2. Hypothesis of the Study

The hypothesis of the study, which are the questions asked in the survey, are explained
below. Hypothesis are marked from H1 to H12.

H1.Sales Volume (Question 4): The greater the sales volume of a company after
_joining a B2B E-Marketplace is, the higher the good effects of the marketplace to the

marketing strategies of the company.
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H2.Market Share (Question 1): The gxeatér the market share of a company after
joining a B2B E-Marketplace is, the higher the good effects of the marketplace to the

marketing strategies of the company.

H3.Product Reliability (Question 5): The higher the market share of a company after
joining a B2B E-Marketplace is, the higher the good effects of the marketplace to the

marketing strategies of the company.

H4.Competebility (Question 2): The higher the competebility of a company after
joining a B2B E-Marketplace is, the higher the good effects of the marketplace to the
marketing strategies of the company.

HS.Economic Size of the Market (Question 10): The greater the economic size of the
market is, the higher the good effects of the marketplace to the marketing strategies of

the company.

Hé.Alternative Markets (Question 11): The companies that join B2B E-Marketplaces

can easily see new markets that they are suitable for.

H7.Product Development and Innovation (Question 7): The companies that join B2B
E-Marketplaces have nearly the same idea that it easier to see product development and

innovation alternatives after joining these marketplaces.

H8.Product Variety (Question 8): Joining B2B E-Marketplaces makes it easier to
decide which of the existing products they shell modify and which ones they shell stop

producing.

HY.Profitability (Question 3): The higher the profitability of a company after joining a
B2B E-Marketplace is, the higher the good effects of the marketplace to the marketing
strategies of the company.

H10.Technological Improvement (Question 12): As companies follow the
technological improvements and their implications beter, they will benefit more from
B2B E-Marketplaces.

21



H11.Customer Relations (Question 9): The higher the customer relations of a
company after joining a B2B E-Marketplace is, the higher the good effects of the

marketplace to the marketing strategies of the company.

H12.Use of E-Marketplaces (Question 6): It is a must to join B2B E-Marketplaces to
develop effective marketing strategies, in the future.
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4. RESEARCH DESIGN AND METHODOLOGY
4.1. Objectives and Scope of the Research

The objective of the research is to figure out how companies’ marketing strategies are
effected when they join a B2B e-marketplace. Do they have positive feelings about the
future of their existance in these marketplaces and did joining to B2B e-marketplaces

improve their marketshare, proﬁfability, or customer relationships?

The companies that are members of B2B e-marketplaces and rearrange their marketing
strategies according to these marketplaces can be included in the scope of this research.

A list of companies that are included in the reseach is given in Appendix A.

4.1.1. Data Collection Methods and Instruments

Mean
The economical effects of joining to B2B E-
Marketplaces
Competability 3,80000
Profitability 3,43333
Economic Size of the Market 3,66667
Positive rennovations of joining B2B E-Marketplaces
Market Share 3,70000
Customer Relations 3,86667
Alternative Markets 4,23333
Technological Improvement 3,93333
Positive effects of joining B2B E-Marketplaces for
product variety
Sales Volume 4,16667
Product Reliability 3,90000
Product Development and Innovation 4,00000
Product Variety 3,96667

Table 4.1. Mean Values of the Variables

Data was collected by sending structured questionnaire to companies. Firstly, I called
the companies and asked them to answer the questionnaire. Then, the questionnaire was
sent to about 45 companies by e-mail or fax. 30 of the questionnaires were answered.

Non-probabilistic convinience sampling was used because, I did not have the chance to
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choose the personnel to answer the questionnaire. The appropriate staff of the

companies were choosen by the company executives to answer the questionnaires.

The questionnaire is designed in such a way to ensure that the data analysis can be done
easily. The wordings of the questionnaire is modified to guarantee the clarity and
understandabilty of it. Questionnaire is prepared in interval scale so that mathematical
transactions could be applied to the data obtained. This way mean and standard

deviation of variables were measured. A sample questionnaire is given in Appendix B.

4.1.2. Sample Descriptions

CINSIYET
Valid Cum
Value Label Value Frequency Percent Percent Percent
1,00 15 50,0 50,0 50,0
2,00 15 50,0 50,0 100,0
Total 30 100,0 -100,0
Valid cases 30 Missingcases O
EGITIM
Valid Cum
Value Label Value Frequency Percent Percent Percent
2,00 3 10,06 10,0 10,0
3,00 20 66,7 66,7 76,7
4,00 7 233 233 100,0
Total 30 100,0 100,0
Valid cases 30 Missingcases 0
GELIRR
Valid Cum

Value Label Value Frequency Percent Percent Percent
750,00 1 3,3 33 3,3

850,00 3,3 33 6,7
1200,00 3,3 33 10,0
1350,00 33 33 13,3
1400,00 33 3,3 16,7
1500,00 33 33 20,0

1600,00 6,7 6,7 30,0
1700,00 3,3 3,3 33,3

1
1
1
1
1
1550,00 1 33 33 23,3
2
1
1750,00 2 6,7 6,7 40,0

24



1900,00 1 3,3 33 433
2000,00 1 3,3 3,3 46,7
2100,00 1 3,3 33 50,0
2200,00 1 33 33 53,3
2250,00 1 3,3 33 56,7
2300,00 1 33 33 60,0
2350,00 1 3,3 33 63,3
2500,00 1 3,3 33 66,7
2600,00 1 33 33 70,0
2750,00 1 3,3 33 73,3
2800,00 1 3,3 3,3 76,7
2900,00 1 3,3 33 80,0
3000,00 2 6,7 6,7 86,7
3100,00 1 3,3 33 90,0
3500,00 1 3,3 3.3 93,3
3600,00 1 3,3 33 96,7
3650,00 1 3,3 3,3 100,0
Total 30 100,0 100,0
Valid cases 30  Missing cases 0

YASR
Valid Cum
Value Label ~ Value Frequency Percent Percent Percent

23,00 1 33 33 33

2500 4 133 133 167
26,00 3 10,0 10,0 267
27,00 1 33 33 300
28,00 1 33 33 333
2000 2 67 67 40,0
30,00 1 33 33 433
32,00 1 33 33 46,7
3500 5 16,7 16,7 633
36,00 1 33 33 66,7
41,00 1 33 33 70,0
42,00 1 33 33 733
4400 1 33 33 767
46,00 1 33 33 80,0
47,00 1 33 33 833
4800 1 33 33 86,7
49,00 1 33 33 90,0
52,00 1 33 33 933
5500 1 33 33 967
61,00 1 33 33 1000

Total 30 100,0 100,0

Valid cases 30 Missing cases 0
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4.2. Methodology
4.2.1. Method Election

Factor Analysis: Factor Analysis is used to group the exterior factors that measure

different subjects independently according to the opinions of the participants.
Reliability Analysis: It measures the relibility of the questions in the query.

Multiple Regression and Correlation Analysis: Correlation Analysis shows the
direction and the degree of relationship between two variables. Multiple Regression is

the mathematical explanation of this relationship.

Analysis of Variance: The purpose of the Analysis of Variance is to find out if there
exist any difference between the main subject that is measured in interval scale and the

subcategories of any of the demographic variables that are measured in nominal scale.

Chi-Square: This analysis is performed to search for any possible relationship between
data sets that are made up of numerical data or to determine if any of the data sets is

appropriate for any distribution.
4.2.2. Characteristics of the Methods
Factor Analysis:

~ a) Kaiser-Meyer Olkin Measure (KMO)

b) Bartlett Test: IFKMO is equal to or greater than 50% and if Bartlett Significance Test
is equal to or smaller than 0,05 than this test has a high accuracy and it is said to be
valid.

Reliability Analysis:

a) Interior Reliability: If a single person that answers the query, which is prepared to
measure a concept, gives all the questions in the query similar answers, it is called

Interior Reliability. A negative result never comes up in Interior Reliability.
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b) Stability: If a query gives similar result when applied to different target groups, in the

same time zone than the query is said to be stable.
Multiple Regression and Correlation Analysis:

a) Linearity: Linearity will increase adjusted r* which is the explanatory power of the
model. Each independent variable’s relation with a dependent should be equal to or
greater than 0,70. A relation at this level shows a linearity between a depentent variable
and an independent variable. If the relation between the dependent and the independent
variables is high than the explanatory power of the regression model in the third stage
will be high.

b) Multiple Correlation: It is the case of regression model being absolutely equal to or
greater than 0,70. In this case the independent variable that has the highest level of

relation with the core consept is kept in the model and the one with the lowest relation

level is taken out of the model.

c) The Explainable Coefficient of Regression Model and the Multiple Regression

Understandability Test: It is the test applied to determine the explainatory power and

validity of the regression model.

d) Autocorrelation Coefficient: It is applied if the F-Test is significant. Its purpose is to

test the validity of a significant model one more time.

e) The Meaning of the Exterior Variables in the Model: In this stage the measure of the

independent variables are determined. This depends on the size of B.
Analysis of Variance:

a) Levene Test: This is the primary condition to start Analysis of Variance. The
homogenity of the data is examined. If Levene Test is insignificant (2-tailed
significance > 0,05) than data is said to be homogenous. If it is significant (2-tailed
significance < 0,05) than data is heterogenous.
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b) F-Test: It is applied if the Levene Test is insignificant (data is homogenous). It
examines if a demographic feature of the core concept shows a difference with its

subcategories.

c) Schefe Test: Schefe Test helps to determine which subcatagories of the demographic
variable, which is measured in nominal scale and caused F-Test to be significant,

belongs to.
Chi-Square:

a) In the first stage, Chi-Square Test of Independance is applied to figure out if there is a
relation between 2 variables that are measured in nominal scale. If the result of this test

is meaningful, than it means that there is a relation between these 2 variables.

b) Secondly, according to the result of the test which is significant, it is possible to
determine the size and the direction of the relation by using the relation scale that

depends on the size of the contengincy Fable.

c) Phi Coefficient: Phi Coefficient is between -1 and +1. “- values mean an opposite

direction while “+” values mean a same direction of relation. Inorder to apply Fi
Coefficient, the scale of the table must be 2x2. This is the disadvantage of this

coefficient.

d) Cramer’s V Coefficient: This coefficient shows the level of the relation. It can be

applied to tables of any scale. When Phi and Cramer’s V coefficients are greater than
0,70, it means that there is a high level of relation, and if they are smaller than 0,70, it

points to a low level of relation.
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S. RESEARCH FINDINGS

The results of the research must be analized in two steps. The first one is the results of
the SPSS according to the methodology foolowed in part 3.3. If they are valid than we

can say that the query was established in a way to understand the necessaty of joining

B2B E-Marketplaces, correctly.

In the second step, we are going to see if the answeres given to the query are linear,
matemathically. Linearity menas that all of th firms joined the survey have similar ideas
about joining B2B E-Marketplaces.

5.1. Results of SPSS
Percent  of | 28.2% 18.9% 16.9% 64.0%
Variation
Label The Positive Positive effects | Total
economical | rennovations | of joining B2B
effects of | of  joining | E-Marketplaces
joining  to | B2B E- | for product
B2B E- | Marketplaces | variety
Marketplaces | .
Factors F1 F2 F3
Variables
S2 S1 S4
S3 S9 S5
S10 S11 S7
S12 S8

Table 5.1. Percent of Variation of Factors

Factor Analysis:

The results of KMO and Bartlett Significance are 0,59528 and 0,00005, respectively.
Because KMO is greater than 0,50 and Bartlett Significance is smaller than 0,05, the

accuracy of the model is high and this means that we can continue with the next stage.

Reliability Analysis:

In this analysis the required state alpha is greater than 0,70.
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The alpha value of the variables that form Factor 1 is 0,7340. This is the required
statement. This way we can take the total points.

The alpha value of the variables that form Factor 2 is 0,7411. This is also the required
statement. This way we can take the total points of this factor also.

The alpha value of the variables that form Factor 3 is 0,6403. In this factor, even if S4 is
taken out, alpha becomes 0,6708 and this is not required. So, this factor is said not to be

reliable and so it is taken out of the model completely.

F1

R | o
F3 ﬂ

AGE

SEX
INCOME
EDUCATION

Figure 5.1. Modified Research Model
Multiple Regression and Correlation Analysis:

a) Linearity: In this analysis the relation between each independent variable and
dependent variable must be greater than or equal to 0,70. In the research, it is found that
the variable F2 has no relation with the concept. It is below 0,70. In fact, non of the
variables in the model has reached this level. So, variables are started to be taken out of
the model, starting with the one having the highest Sig T value, until Significance of
comes below 0,05. These variables are S5, S8, S4, and F2, in order. At the end, only F1
and S7 stayed in the model. Even the Sig T of F1 is above 0,05 and it is tried to be taken
out of the model, it is tolerated and stayed in the model because, S7 alone caused

autocorrelation.

b) Multiple Correlation: In this analysis, the relation of an independent variable with

another independent variable must be below 0,70. In the research, there was no
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multicollinearity problem because, all of the relations between the independent

variables were below 0,70.

¢) The Explainable Coefficient of Regression Model and the Multiple Regression

Understandability Test: This gives the results as proportion but, the conclusion must be

done as percentage. According to this, in order to be at adequate, an explainatory power
must be at least %50. Although, Adjusted R Square is 0,17125 in this model, it had to
be tolerated. Validity of the level of explainatory power depends on the possibility of
“significance of f” to be smaller or equal to 0,05. If significance of fis below 0,05 than
it is valid and meaningful. Here, we found “Significance of F” as 0,0302. So, the model

~ can be said significant.

d) Autocorrelation Coefficient: This analysis can be done if the f test in the third stage is

significant. The goal of this analysis is to find out if the regression model that is found
to be valid at the end of the f test, is realy valid. Rejecting the f test, in the third stage,
depends on the result of the Durbin-Watson Test.

In order to do this analysis, D.W. statistic is considered according to the “dl” lower and
“du” upper limits obtained from the Durbin-Watson Table by taking into consideration
the number of independent variables determined and used m the model. In this model,
the result of the D.W. Test came out as 2,38432. the lower limit “d]” is 1,284, and the
upper limit “du” is 1,567. At this point, we can pass to the next stage called ANOVA

because, it is found that D.W. is in the “no autocorrelation” area.

Analysis of Variance:

In this part, the relation of each demographic variable with the core concept is

examined.

CC-Cinsiyet: According to “Cinsiyet”, F-Prob is 0,1254, and 2-Tail Sig is 0,895. In this
situation, there is no difference according to the demographic variable “Cinsiyet. So,

“Cinsiyet” factor has no effect on the core concept.
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CC-Egitim: According to “Egitim”, F-Prob is 0,3541, and 2-Tail Sig is 0,463. In this
situation, there is no difference according to the demographic variable “Egitim”. So,

“Egitim” factor has no effect on the core concept.

CC-Gelir: According to “Gelir”, F-Prob is 0,3621, and 2-Tail Sig is 0,066. In this
situation, there is no difference according to the demographic variable “Gelir”. So,

“Gelir” factor has no effect on the core concept.

CC-Yas: According to “Yas”, F-Prob is 0,5251, and 2-Tail Sig is 0,564. In this
situation, there is no difference according to the demographic variable “Yas”. So, “Yas”

factor has no effect on the core concept.
Chi-Square:

CCC-cinsiyet: There is no relation between the core concept and “cinsiyet”. Because,
approximate significance is 0,14323. It is greater than %5 and the result is insignificant.

CC-egitim: There is no relation between the core concept and “egitim”. Because,
ep

approximate significance is 0,546.

CC-gelir: There is no relation between the core concept and “gelir”. Because,

approximate significance is 0,439.

44,

CC-yas: There is no relation between the core concept and “yas”. Because,
approximate significance is 0,740 according to Kendall, and 0,751 according to

Spearman.
5.2. Results of the Survey

The answeres given to the questions in the survey seem to be linear. They do not differ
too much according to different firms. All the companies that do or try to do commerce
via B2B E-Marketplaces have similar answeres to the questions. This can easily be
understood from Table 4.1. Mean Values of Variables. The answeres of the questions
are given as a multiple choise from a to e of which the answeres are valued from 1 to 5,

respectively. As the answeres’ mean values are closer to 5, it means that the companies
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are able to see the advantages of joining B2B E-Marketplaces in their marketing

transactions.

Sales Volume (Question 4): In the model the mean value of this question came out as

4,167. So, I can say that the hypothesis H1 is correct.

Market Share (Question 1): In the model the mean value of this question came out as

3,700. So, I can say that the hypothesis H2 is correct.

Product Reliability (Question 5): In the model the mean value of this question came
out as 3,900. So, I can say that the hypothesis H3 is correct.

Competebility (Question 2): In the model the mean value of this question came out as
3,800. So, I can say that the hypothesis H4 is correct.

Economic Size of the Market (Question 10): In the model the mean value of this

question came out as 3,667. So, I can say that the hypothesis HS is correct.

Alternative Markets (Question 11): In the model the mean value of this question came

out as 4,233. So, I can say that the hypothesis H6 is correct.

Product Development and Innovation (Question 7): In the model the mean value of

this question came out as 4,000. So, I can say that the hypothesis H7 is correct.

Product Variety (Question 8): In the model the mean value of this question came out

as 3,967. So, I can say that the hypothesis H8 is correct.

Profitability (Question 3): In the model the mean value of this question came out as
3,433. So, I can say that the hypothesis H9 is correct.

Technological Improvement (Question 12): In the model the mean value of this

question came out as 3,933. So, I can say that the hypothesis H10 is correct.

Customer Relations (Question 9): In the model the mean value of this question came

out as 3,867. So, I can say that the hypothesis H11 is correct.
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Use of E-Marketplaces (Question 6): As a result of the above questions and answeres,
question 6, which is the core concept question came out to be completely correct. So, I

can say that the hypothesis H12 is correct.

In the SPSS search we found out that the survey is designed quite fine to find the
answeres we are looking for. Query is not effected by any exterior factors and the

interiors are meaningful and valid.

When we analize the answeres given to the questions, mathematically, we can easily see
that the companies think of B2B E-Marketplaces and their future approximately the
same way. The mean values of the answeres given to the questions are all high, which

means close to 5, in this research.
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6. CONCLUSION

Discussion of the research and the implications for future research will be presented in

this chapter.
6.1. Discussion

The objective of the study was to find out how Turkish companies are doing
commercial transaction on B2B e-marketplaces. Are they realy earning benefits from
these transactions or are they just acting as if they are using e-marketplaces. There is a
probability that companies want to seem as if they are using latest technologies for a
better company image. If they realy are doing well on the electronic market, how did

this improve their commerce.

Questionnaire was sent to about 45 companies that were said to be using B2B e-
marketplaces for commercial purposes, in the early summer of 2003. 30 of them

answered to the questionnaire.

No effect of demographic variables over the core concept has seen, and no connection is
found. Core concept is not effected by age, sex, income or education. Core concept is
understood the same way by each person regardless of age, sex, income level, and
education level. Therefore, the questionnaire can be said to be a good one. There are no

characteristics in the questions to be effected by demographic variables.

The answeres gven to the questions show high linearity and it means that Turkish
companies have a common idea about joining B2B E-Marketplaces and their future.
They think that these marketplaces are very important for their marketing strategies and

in the future their importance will grove fast and enourmously.

As electronic transaction are very new for Turkish firms, it is very difficult to find
companies that uses B2B e-marketplaces to cover all of their commercial needs. If this
study will be applied 5 years later, the result would be much more satisfying with the
participation of great numbers firms. Because only 30 companies participated the study,

some tolerations had to be used where permitted.
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When investigating for muitiple regression, Sig T value of F1 was found out to be above
0,05, which means that F1 is meaningless, F1 was kept in the model with S7 to avoid
autocorrelation. If F1 was taken out of the model than S7 would have to represent the
model alone and autocorrelation would be seen, which would make the model
unsuccessful. The reason of this is not the query or the statistical method used, but it
occured because of the small amount of sample. It is for sure that with higher amounts

of samples, this study will be completed without any problem.

Although a small group of firms was available, this thesis showed that Turkish
companies are willing to learn much more about this new medium and trying to use it in
the best way. They are aware of its advantages and they know that without being good

in electronic commrce, they will have no future.
Input and output data in SPSS 6.0 are given in Appendix C and D, respectively.
6.2. Implications for Future Research

Due to time and cost limitations, data was collected from a limited number of
participants. Another reason for this small sample is the late entry of electronic
transactions to our country. A better study can be performed a few years later in order to

have a bigger sample.

In this study, the opinions of Turkish companies about B2B e-marketplaces are
evaluated. Other studies about, this subject can also be studied. ,,Improvement ways of
B2B E-Marketplaces and ,,Suitability of an E-Marketplace to Satisfy Different

Markets* can be some examples of future reserch.
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APPENDIX A

List of Firms

1. Procter&Gamble

2. Estore.com.tr

3. Radioshack

4. Infonetto.com

5. Hepsiburada.com

6. arabam.com

7. freemarkets.com

8. ortak-pazar.net

9. commerce one tiirkiye
10. esselte leits tlirkiye
11. arena

12. onduline

13. adidas

14. denizbank

15. mastercard international
16. kobinet

17. superonline-diikkan
18. miele tiirkiye

19. alogurme.com

20. finansonline.com

21. tradecnet.com

22. Nevarneyok.com

23. Porttakal.com

24. Sahibinden.com

25. Rehber.telekom.gov.tr
26. Personelonline.com
27. Kariyer.net

28. Yenibir.com

29. Egm.gov.tr/ilemniyet/index.htm
30. b2b.agent.com
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APPENDIX B

QUERY

ABSOLUTELY
DISAGREE

DISAGREE

NIETHER
AGREE NOR
DISAGREE

AGREE

ABSOLUTELY
AGREE

1. AFTER JOINING B2B
E-MARKETPLACES OUR MARKETSHARE
INCREASED

a

b

]

e

2. AFTER JOINING B2B
E-MARKETPLACES OUR
COMPETABILITY INCREASED

3. AFTER JOINING B2B
E-MARKETPLACES OUR
PROFITABILITY INCREASED

4. AFTER JOINING B2B
E-MARKETPLACES OUR
SALES VOLUME DCREASED

5. AFTER JOINING B2B
E-MARKETPLACES OUR
PRODUCT RELIABILITY
INCREASED

6. JOINING B2B E-MARKETPLACES
IS A MUST FOR DEVELOPING
EFFECT IVE MARKET ING

STRATEG IES

7. AFTER JOINING B2B
E-MARKETPLACES WE COULD
EASILY SEE WHICH PRODUCT
TO INNOVATE AND WHICH
TO DEVELOP

8. AFTER JOINING B2B
E-MARKETPLACES WE STARTED
TO SEE FOR WHICH OF THE
EXISTING PRODUCTS WE CAN
MAKE VARIATIONS

9. AFTER JOINING B2B
E-MARKETPLACES OUR
CUSTOMER RELATIONS DECREASED

10. THE ECONOMIC SCALE
OF OUR PRESENT MARKET
CAN COVER NEW
INVESTMENTS FASILY

11. WE MAY THINK OF
ENTERING NEW MARKETS

12. WE FOLLOW AND APPLY
TECHNOLOGICAL
DEVELOPMENTS IN OUR FIRM

13. SEX

BAY

BAYAN

14. AGE

15. MONTHLY NET INCOME

16. EDUCATION LEVEL
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APPENDIX C

Input

wl oo oo/t —|~|awafola|o|af ||~ o oo i ] | | 0]
G | | ] e = e e ] e e e e e |||~ | || e~
lololololojolo|lolololololo|loclolo|olololoo|lo|olololo|ololo
R R R EREEEEE R R EEE R EEE
S| RO DD SIB N D =D ON NP RIB NN B NS = OO | F| OIS
9232231213 || N N|N| v~ O N|N || N[N| ]| D] v]| ||~
=mloluwvboaltisolawl—nwl—lolvlololv|o|o|o|lonlv|o]vlvlalo
%233252M2432M42&232332425343242
>
WAIAI2212112212122121121211211221
o
oo afo|oinlm|o| oo | w|wv|s{o]o[~o|m| ] olmjvlololo
L 21 Il ol Bl Bl B ol Bl I Il B B ol A Il Rl Il o I Il B Rl Kl RAV T K Il Rl Rl N 4
ot~ nfafo|o|aj—lolo|olo|w|w]~[o| ol —a| =] o] =] 0| o]~ <] o o
-
2 Bl Bl B o B Lad Bl Bl Bl il K - -~ |~ - Ll ol ||
HN N EENE RN E R R RN NN R RN R EEEEEE
wiyBo oit|o|mt|o[oo/siajo|cio|o|o|o[o|olo|cio]lsio]lo] o] o]olo
1job ojoioololaojaol-lalajo|olola]ol ool =lojo] ol oo o]o]o oo
_Wﬂh NN~ ]|~ | N|N| ] N[N~ O~ O}~ ON| O v~ N[ | N N[N ||
r0>_wc_0 v ON] | NN ]| N| ] N[N[N] |~ |||~~~ N[N|[—={ N[~ N|N| |
N[O 10| S/ /0] <+ O | | 10| Nt | | | | 0] | 0| w0 <o <1016~
)
ol Rl A R R R A T T R R I R e R Fr R R R R R e R R R I R R
»
= AR Ed R R R e R R R e R R e BN E e R e R R R PN R R P R
»
IR A A A A R A e R I e A B e R S R P S B S R EI R R Y
IR R A A A I E R e e e R e R R e R R R R R R R R R I
DA A L L R R A R R R e R R e N R R R A R R
I R R A E R R I R e L R e R R R Y E Y R R P R R R T R
IR R A C A A e e R B R e e e R R B R P R R (I
HAINER NSNS NN E R RN N R R R R RN R
A R R A E e R e N R I R B R RN R e R R B R I R R B e e
> A R A A R R R R E e E R R B B R R e R R R R B R I R A
AR R R A R T R E R e I R R B E R T R R B R R R R TR FE Y
(o tiwo/nolooje|c|o|tvio/n o/ olo=|aosv]lo/noalo
_m:o_wwo:O N SIS 2 2E =22 RINNQII[SNK IS

39



APPENDIX D

Output
01 Jul 01 SPSS for MS WINDOWS Release 6.0 Page 1

----------- FACTOR ANALYSIS --ccccaan--
Analysis number 1 Replacement of missing values with the mean

Mean StdDev Cases Label

S1 3,70000 ,98786 30
S10 3,66667 ,84418 30
Si1 4,23333  ,67891 30
S12 3,93333  ,86834 30

S2 3,80000 ,76112 30
S3 3,43333  1,07265 30
S4 4,16667  ,59209 30
S5 3,90000 ,80301 30
S7 4,00000 ,83045 30
S8 3,96667  ,66868 30
S9 3,86667  ,89955 30

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = ,59528
Bartlett Test of Sphericity = 105,30981, Significance= ,00005
Extraction 1 for analysis 1, Principal Components Analysis (PC)
Initial Statistics:

Variable Communality * Factor Eigenvalue Pctof Var Cum Pct
*

S1 1,00000 * 1 3,10362 28,2 28,2
S10 1,00000 * 2 2,08201 18,9 47,1
S11 1,00000 * 3 1,85799 16,9 64,0
S12 1,00000 * 4 ,92694 8,4 72,5
S2 1,00000 * 5 ,75004 6,8 79,3
S3 1,00000 * 6 ,65211 5,9 85,2
S4 1,00000 * 7 ,44867 4,1 89,3
S5 1,00000 * 8 ,39197 3,6 92,8
S7 1,00000 * 9 ,38419 3,5 96,3
S8 1,00000 * 10 ,26069 24 98,7
S9 1,00000 * 11 , 14175 1,3 100,0

PC extracted 3 factors.
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01 Jul 01 SPSS for MS WINDOWS Release 6.0 Page 2

----------- FACTOR ANALYSIS -----------
VARIMAX rotation 1 for extraction 1 in analysis 1 - Kaiser Normalization.
VARIMAX converged in 6 iterations.
Rotated Factor Matrix:
Factor 1 Factor 2 Factor 3
S2 ,88243 ,08220 ,01171

S3 ,76940 ,19261  -,03660
S10 ,00561  -21237  -17176

S12 -,02779 ,84670  -,00193

S1 ,48092 ,71160  -,16246
S11 -,37416 ,69696 ,15855
S9 ,38028 ,64799  -24128
S8 ,04248  -15605 ,83923
S7 -,11387 ,05162 ,71270
S5 -,17609  -,07935 ,02457
S4 ,41933 ,32940 ,90885

Factor Transformation Matrix:

Factor 1 Factor 2 Factor 3
Factor 1 ,76363 57292 -,29771

Factor 2 -,19437 ,64370 ,74018
Factor 3 ,61570 -,50736 ,60291
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01 Jul 01 SPSS for MS WINDOWS Release 6.0 Page 3

RELIABILITY ANALYSIS - SCALE (ALPHA)

Mean Std Dev Cases
1. S2 3,8000 , 7611 30,0
2. S3 3,4333 1,0726 30,0
3. Si10 3,6667 ,8442 30,0
' N of
Statistics for = Mean Variance Std Dev Variables
SCALE 10,9000 4,7828 2,1870 3
Item-total Statistics
Scale Scale Corrected
Mean Variance Item- Alpha
if Item if Item Total if Item
Deleted Deleted Correlation Deleted
S2 7,1000 2,5069 ,7039 ,5135
S3 7,4667 1,9816 ,5466 ,6961
S10 7,2333 2,7368 4774 , 7358
Reliability Coefficients
NofCases= 30,0 N ofItems = 3
Alpha= ,7340
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01 Jul 01 SPSS for MS WINDOWS Release 6.0 Page 4

RELIABILITY ANALYSIS - SCALE (ALPHA)

Mean Std Dev Cases

1. Si11 4,2333 ,6789 30,0

2. S12 3,9333 ,8683 30,0

3. S9 3,8667 ,8996 30,0

4. S1 3,7000 ,9879 30,0
N of

Statistics for = Mean Variance Std Dev Variables
SCALE 15,7333 6,7540 2,5989 4

Item-total Statistics
Scale Scale Corrected
Mean Variance  Item- Alpha
ifltem =  ifltem Total if Item

Deleted Deleted Correlation Deleted

S11 11,5000 5,1552 ,3691 ,7612
S12 11,8000 3,8897 ,6161 ,6339
S9 11,8667 3,9816 ,5469 ,6747
S1 12,0333 3,4816 ,6230 ,6279
Reliability Coefficients

NofCases= 30,0 N of Items = 4
Alpha= 7411
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01 Jul 01 SPSS for MS WINDOWS Release 6.0

Page 5

RELIABILITY ANALYSIS - SCALE (ALPHA)

Mean Std Dev Cases
1. S7 4,0000 ,8305 30,0
2. S8 3,9667 ,6687 30,0
3. S4 4,1667 ,5921 30,0
4., S5 3,9000 ,8030 30,0
N of
Statistics for  Mean Variance Std Dev Variables
SCALE 16,0333 4,1023 2,0254 4
Item-total Statistics
Scale Scale Corrected
Mean Variance  Item- Alpha
if Item if Item Total if Item
Deleted Deleted Correlation Deleted
S7 12,0333 2,1713 ,5072 ,5034
S8 12,0667 2,4092 ,6002 ,4509
S4 11,8667 3,2230 ,2487 ,6708
S5 12,1333 2,5333 ,3615 ,6193
Reliability Coefficients
NofCases= 30,0 N of Items = 4
Alpha= ,6403



01 Jul 01 SPSS for MS WINDOWS Release 6.0 Page 6

*¥** MULTIPLE REGRESSION **%x*

Listwise Deletion of Missing Data
Mean Std Dev Label

CcC 4,333 711
Fl1 10,900 2,187
F2 15,733 2,599
S4 4,167  ,592
S5 3,900 ,803
S7 4,000  ,830
S8 3,967  ,669

N of Cases= 30
Correlation, 1-tailed Sig:
CC Fl F2 S4 S5 S7 S8

CcC 1,000 ,200 ,124 ,191 ,121 409 ,169
s ,145 256 ,156 262 ,012 ,186

F1 , 200 1,000 ,250 253 -163 -,114 -,073
145, ,001 ,0890 ,195 ,274 351

F2 124,250 1,000 276 -,129 -,048 -204
256,091 ,070  ,249 401 ,140

S4 ,191 253 276 1,000 ,036 ,210 ,363
,156  ,089 ,070 425,132,024

SS 121 -163 -,129 ,036 1,000 ,362 ,379
262,195 249 425 ,025  ,019

S7 409 -,114 -048 210 ,362 1,000 ,497
012,274,401 ,132 ,025 ,003

S8 ,169 -,073 -204 363 ,379 .,497 1,000
,186 351 ,140 ,024 ,019 ,003

2
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01 Jul 01 SPSS for MS WINDOWS Release 6.0 Page 7

**** MULTIPLE REGRESSION *#**x*
Equation Number 1 Dependent Variable.. CC
Descriptive Statistics are printed on Page 9
Block Number 1. Method: Enter
F1 F2 S4 S5 87 S8

Variable(s) Entered on Step Number

1.. S8

2.. F1

3. F2

4.. S5

5. S7

6.. S4
Multiple R ,48693
R Square ,23710

Adjusted R Square ,03808
Standard Error ,69749

Analysis of Variance

DF Sum of Squares Mean Square
Regression 6 3,47748 ,57958
Residual 23 11,18918 ,48649

F=  1,19136  Signif F = ,3457

mmmmemmenmmnmmnnee Variables in the Equation

Variable B SEB Beta T SigT

F1 ,072504  ,063606 ,222963 1,140 ,2661
F2 ,020520 ,055833 ,074988 ,368 ,7166
S4 ,041226 ,262570 ,034324 ,157 ,8766
S5 017849 180870 ,020155  ,099 ,9222
S7 , 379087 ,185524 ,442679 2,043 ,0526
S8 -,041724 256251 -,039231 -,163 ,8721
(Constant) 1,627963 1,450776 1,122 2734

End Block Number 1 All requested variables entered.
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01 Jul 01 SPSS for MS WINDOWS Release 6.0

**%¥* MULTIPLE REGRESSION *%*#*%*

Equation Number 1 Dependent Variable.. CC

Residuals Statistics:

Min Max Mean StdDev N
*PRED 3,3124 4,8911 4,3333 ,3463 30
*RESID  -1,5295 1,1365 ,0000 ,6212 30
*ZPRED -2,9482 1,6107 ,0000 1,0000 30
*ZRESID -2,1928 1,6294 ,0000 ,8906 30

Total Cases = 30

Durbin-Watson Test = 2,38041
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01 Jul 01 SPSS for MS WINDOWS Release 6.0 Page 9

*%*%% MULTIPLE REGRESSION *#**%*

Listwise Deletion of Missing Data
Mean Std Dev Label

CC 4,333 711
Fi1 10,900 2,187
F2 15,733 2,599
S4 4,167 ,592
S7 4,000 ,830
S8 3,967 ,669

N of Cases= 30
Correlation, 1-tailed Sig:

CC F1 F2 S4 S7 S8

CC 1,000 ,200 ,124 ,191  ,409 ,169
, ,145 256  ,156  ,012 186
F1 200 1,000 250 ,253 -,114 -,073
,145 s ,001 080 274 351
F2 ,124 ;250 1,000 276 -,048 -204
256,091 , ,070  ,401  ,140
S4 ,191 253 276 1,000 ,210 ,363
,156  ,089  ,070 R 132,024
S7 409 -,114  -048 210 1,000 ,497
012,274 401,132 > ,003
S8 169  -,073  -204 363 497 1,000

,186 351  ,140  ,024  ,003 >

48



01 Jul 01 SPSS for MS WINDOWS Release 6.0

**¥**% MULTIPLE REGRESSION ****
Equation Number 1 Dependent Variable.. CC
Descriptive Statistics are printed on Page 12
Block Number 1. Method: Enter
F1 F2 S4 S7 S8

Variable(s) Entered on Step Number

1.. S8

2.. F1

3. F2

4.. S7

5. S4
Multiple R ,48660
R Square ,23678

Adjusted R Square ,07777
Standard Error ,68294

Analysis of Variance

DF  SumofSquares Mean Square
Regression 5 3,47274 ,69455
Residual 24 11,19392 ,46641

F=  1,48013  SignifF= 2303

------------------ Variables in the Equation

Variable B SE B Beta T SigT
F1 ,071912 062003 ,221145 1,160 ,2575
F2 ,020459 054665 ,074764 374 ,7115
S4 ,039026 ,256167 ,032492  ,152 ,8802
S7 ,382984  ,177493 ,447229 2,158 ,0412
S8 -,035489 ,243164 -,033369 -,146 ,8852
(Constant) 1,673836 1,345638 1,244 2256

End Block Number 1 All requested variables entered.
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01 Jul 01 SPSS for MS WINDOWS Release 6.0

***¥*¥ MULTIPLE REGRESSION ***#*

Equation Number 1 Dependent Variable.. CC

Residuals Statistics:

Min Max Mean Std Dev N
*PRED 3,3016 4,8786 4,3333 ,3460 30
*RESID -1,5196 1,1341 ,0000 ,6213 30
*ZPRED -2,9815 1,5756 ,0000 1,0000 30
*ZRESID -2,2251 1,6606 ,0000 ,9097 30

Total Cases = 30

Durbin-Watson Test = 2,38704
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01 Jul 01 SPSS for MS WINDOWS Release 6.0

**%%% MULTIPLE REGRESSION ***%*

Listwise Deletion of Missing Data

Mean Std Dev Label

CcC 4,333
F1 10,900
F2 15,733
S4 4,167
S7 4,000
N of Cases =

Correlation, 1-tailed Sig:

ce
cc 1,000
F1 200
,145
F2 ,124
256
S4 ,191
,156
S7 ,409
012

,711
2,187
2,599

592

,830

30

F1

200
,145

1,000

3

250
,001

253
,089

-,114
,274

F2

,124
256

,250
,091

1,000

2

,276
,070

-,048
401

sS4

,191
,156

253
,089

276
,070

1,000

b

210
,132

S7

,409
,012

-114
274

-,048
,401

,210
,132

1,000

B
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01 Jul 01 SPSS for MS WINDOWS Release 6.0

#%%% MULTIPLE REGRESSION *#**%
Equation Number 1 Dependent Variable.. CC

Descriptive Statistics are printed on Page 15

Block Number 1. Method: Enter F1  F2 S4 S7

Variable(s) Entered on Step Number

1.. S7
2.. F2
3.. Fl
4. S4

Multiple R ,48590

R Square ,23610
Adjusted R Square ,11388
Standard Error  ,66944

Analysis of Variance

DF Sum of Squares Mean Square
Regression 4 3,46281 ,86570
Residual 25 11,20386 ,44815

F= 193171  Signif F= ,1364

-=e-mmmmom-emem-—~ Variables in the Equation ---------me-eeme--
Variable B SEB Beta T SigT
F1 ,072478  ,060658 ,222885 1,195 ,2434
F2 ,022951  ,050902 ,083873  ,451 ,6560
S4 ,024305  ,230819 ,020236  ,105 ,9170
S7 371540  ,156087 ,433866 2,380 ,0252
(Constant) 1,594784 1,207462 1,321 ,1985

End Block Number 1 All requested variables entered.
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01 Jul 01 SPSS for MS WINDOWS Release 6.0

¥*%¥* MULTIPLE REGRESSION *#%*%*

Equation Number 1 Dependent Variable.. CC

Residuals Statistics:

Min Max Mean StdDev N
*PRED 3,3083 4,9028 4,3333 ,3456 30
*RESID -1,5247 1,1381 ,0000 ,6216 30
*ZPRED -2,9663 1,6479 ,0000 1,0000 30
*ZRESID -2,2775 1,7001 ,0000 ,9285 30

Total Cases = 30

Durbin-Watson Test = 2,40927
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01 Jul 01 SPSS for MS WINDOWS Release 6.0

¥*¥%* MULTIPLE REGRESSION *#**x*

Listwise Deletion of Missing Data
Mean Std Dev Label

CcC 4,333 711

F1 10,900 2,187

F2 15,733 2,599

S7 4,000 ,830

NofCases= 30

Correlation, 1-tailed Sig:

cC F1 F2 S7

CC 1,000 ,200 ,124 409
s ,145 256,012
F1 200 1,000 ,250 -114
,145 ) ,001 274
F2 124 ;250 1,000 -,048
256 091 , ,401
S7 409  -114  -,048 1,000
012 274 401 R

54

Page 15



01 Jul 01 SPSS for MS WINDOWS Release 6.0

**kx% MULTIPLE REGRESSION **#*%*
Equation Number 1 Dependent Variable.. CC
Descriptive Statistics are printed on Page 18

Block Number 1. Method: Enter F1 F2 S7

Variable(s) Entered on Step Number

1.. S7

2.. F2

3.. F1
Multiple R ,48555
R Square ,23576
Adjusted R Square ,14758
Standard Error ,65659
Analysis of Variance

DF  Sum of Squares Mean Square

Regression 3 3,45784 1,15261
Residual 26 11,20883 ,43111

F= 267360 Signif F= 0682

—mmmmmmmmmmemm~ Y ariables in the Equation --—--------=-----

Variable B SEB Beta T SigT
F1 ,073946  ,057902 ,227398 1,277 ,2129
F2 ,024239  ,048463 ,088578 ,500 ,6212
S7 , 375820 ,147810 ,438863 2,543 ,0173
(Constant) 1,642690 1,096998 1,497 ,1463

End Block Number 1 All requested variables entered.
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01 Jul 01 SPSS for MS WINDOWS Release 6.0 Page 17

¥**¥*¥* MULTIPLE REGRESSION *#***

Equation Number 1 Dependent Variable.. CC

Residuals Statistics:

Min Max Mean StdDev N
*PRED 3,3240 4,8939 4,3333 ,3453 30
*RESID -1,5024 1,1450 ,0000 ,6217 30
*ZPRED -2,9230 1,6234 ,0000 1,0000 30
*ZRESID -2,2882 1,7438 ,0000 ,9469 30

Total Cases = 30

Durbin-Watson Test= 2,39735
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¥**¥*%%¥ MULTIPLE REGRESSION *#**%*

Listwise Deletion of Missing Data
Mean Std Dev Label

CcC 4,333 711

F1 10,900 2,187

S7 4,000 ,830

NofCases= 30

Correlation, 1-tailed Sig:

cC F1 S7
CcC 1,000  ,200  ,409
, ,145 012
F1 ,200 1,000 -,114
,145 , 274
S7 409 - 114 1,000

012,274 >
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¥*¥%% MULTIPLE REGRESSION ****
Equation Number 1 Dependent Variable.. CC
Descriptive Statistics are printed on Page 21

Block Number 1. Method: Enter F1 S7

Variable(s) Entered on Step Number

1.. S7

2.. F1
Multiple R LA47792
R Square ,22841
Adjusted R Square ,17125
Standard Error ,64741

Analysis of Variance ‘

DF  Sum of Squares Mean Square
Regression 2 3,35000 1,67500
Residual 27 11,31667 41914

F=  3,99632  Signif F= ,0302

------------------ Variables in the Equation -----~-=mvemcmam-

Variable B SE B Beta T SigT
F1 ,081081  ,055332 ,249340 1,465 ,1544
S7 374324 145713 437117 2,569 ,0160
(Constant) 1,952252 ,893046 2,186 ,0377

End Block Number 1 All requested variables entered.
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**¥x* MULTIPLE REGRESSION ****

Equation Number 1 Dependent Variable.. CC

Residuals Statistics:

Min Max Mean Std Dev N
*PRED 3,2685 4,7968 4,3333 ,3399 30
*RESID -1,5536 1,1450 ,0000 ,6247 30
*ZPRED -3,1331 1,3638 ,0000 1,0000 30
*ZRESID -2,3997 1,7687 ,0000 ,9649 30

Total Cases = 30

Durbin-Watson Test = 2,38432
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Variable CC
By Variable CINSIYET

Analysis of Variance

Sum of Mean F F
Source D.F. Squares  Squares Ratio Prob.
Between Groups 1 1,2000 1,2000  2,4950 ,1254
Within Groups 28 13,4667 ,4810
Total 29 14,6667

Standard Standard
Group Count  Mean Deviation Error 95 Pct Conf Int for Mean

Grp 1 15 4,1333  ,7432  ,1919 3,7217 TO  4,5449
- Grp 2 15 45333  ,6399 ,1652 4,1789 TO 4,8877

Total 30 43333 7112 ,1298 4,0678 TO  4,5989

GROUP MINIMUM MAXIMUM

Grp 1 3,0000  5,0000
Grp 2 3,0000  5,0000
TOTAL 3,0000  5,0000

Levene Test for Homogeneity of Variances

Statistic dfl df2  2-tail Sig.
0177 1 28 ,895

No range tests performed with fewer than three non-empty groups.

60



01 Jul 01 SPSS for MS WINDOWS Release 6.0 Page 22

Variable CC
By Variable EGITIM

Analysis of Variance

Sum of Mean F F
Source D.F. Squares  Squares Ratio Prob.
Between Groups 2 1,0857 ,5429 1,0792 ,3541
Within Groups 27 13,5810 ,5030
Total 29 14,6667

Standard Standard
Group  Count Mean Deviation Error 95 Pct Conf Int for Mean

Grp 2 3  4,6667 ,5774 3333 3,2324 TO 6,1009
Grp 3 20 42000 ,7678 ,1717 3,8407 TO 4,5593
Grp 4 7 45714 5345 2020 4,0771 TO 5,0658

Total 30 43333 7112 ,1298 4,0678 TO  4,5989

GROUP MINIMUM MAXIMUM

Grp 2 4,0000 5,0000
Grp3 3,0000 5,0000
Grp 4 4,0000 5,0000
TOTAL 3,0000 5,0000

Levene Test for Homogeneity of Variances

Statistic dfl df2  2-tail Sig.
,1935 2 27 ,463
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Variable CC
By Variable EGITIM

Multiple Range Tests: Scheffe test with significance level ,05

The difference between two means is significant if
MEAN(J)-MEAN(I) >=,5015 * RANGE * SQRT(1/N() + 1/N(1))
with the following value(s) for RANGE: 3,66

- No two groups are significantly different at the ,050 level
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----- ONEWAY -----
Variable CC
By Variable GELIR
Analysis of Variance
Sum of Mean F F
Source D.F. Squares  Squares Ratio Prob.
Between Groups 2 1,0624 ,5312 1,0542 ,3624
Within Groups 27 13,6043 ,5039
Total 29 14,6667
Standard Standard
Group  Count Mean Deviation Emor 95 Pct Conf Int for Mean
Grp 1 25,0000 ,0000 ,0000 5,0000 TO 5,0000
Grp 2 11 43636 ,6742 ,2033 39107 TO 4,8166
Grp 3 17  4,2353 7524 ,1825 3,8484 TO 4,6222
Total 30 4,3333 7112 ,1298 4,0678 TO  4,5989
GROUP MINIMUM MAXIMUM
Grp 1 5,0000 5,0000
Grp 2 3,0000 15,0000
Grp 3 3,0000 5,0000
TOTAL 3,0000 15,0000

Levene Test for Homogeneity of Variances

Statistic dfl df2
3,0180 2 27

2-tail Sig.
,066
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Variable CC
By Variable GELIR

Multiple Range Tests: Scheffe test with significance level ,05

The difference between two means is significant if
MEAN(J)-MEAN(I) >=,5019 * RANGE * SQRT(1/N(I) + 1/N(J))
with the following value(s) for RANGE: 3,66

- No two groups are significantly different at the ,050 level
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----- ONEWAY -----
Variable CC
By Variable YAS
Analysis of Variance
Sum of Mean F F
Source D.F. Squares  Squares Ratio Prob.
Between Groups ,0833 ,3417 ,6597 ,5251
Within Groups 27 13,9833 ,5179
Total 29 14,6667

Standard Standard
Group  Count Mean Deviation Error 95 Pct Conf Int for Mean

Grp 1 12 4,2500
Grp 2 15 4,4667

Grp 3 34,0000

Total 30 4,3333

,0216 1794  3,8551 TO
,7432 1919  4,0551 TO
1,0000 ,5774 11,5158 TO

,7112 ;1298  4,0678 TO

GROUP MINIMUM MAXIMUM

Grp 1 3,0000
Grp 2 3,0000
Grp 3 3,0000
TOTAL 3,0000

5,0000
5,0000
5,0000

5,0000

Levene Test for Homogeneity of Variances

Statistic dfl df2
5853 2 27

2-tail Sig.
,564
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Variable CC
By Variable YAS

Multiple Range Tests: Scheffe test with significance level ,05

The difference between two means is significant if
MEAN(J)-MEAN(I) >=,5089 * RANGE * SQRT(1/N(I) + 1/N(J))
with the following value(s) for RANGE: 3,66

- No two groups are significantly different at the ,050 level
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CC

Valid Cum
Value Label Value Frequency Percent Percent Percent

3,00 4 13,3 133 133
4,00 12 40,0 40,0 53,3
5,00 14 46,7 46,7 100,0

Total 30 100,0 100,0

Median 4,000

Valid cases 30 Missingcases 0
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CCC by CINSIYET

CINSIYET Pagelofl

Count |
|
| Row
| 1,00 2,00 |Total
CCC + + +
1,00 | 10| 6 | 16
I I [ 53,3
S — S — +
200 5 | 9] 14
1 1467
S — L — +

Column 15 15 30
Total 50,0 50,0 100,0

Approximate

Statistic Value ASE1  Val/ASEQ Significance
Phi ,26726 ,14323 *1
Cramer's V ,26726 ,14323 *1

*1 Pearson chi-square probability

Number of Missing Observations: 0
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GELIRR

Valid Cum
Value Label Value Frequency Percent Percent Percent

2750,00
2800,00
2900,00
3000,00
3100,00
3500,00
3600,00
3650,00

33 33 733
33 33 76,7
33 33 800
67 67 86,7
33 33 90,0
33 33 933
33 33 96,7
3,3 33 1000

750,00 1 33 33 33
850,00 1 33 33 67
1200,00 1 33 33 100
1350,00 1 33 33 133
1400,00 1 33 33 167
1500,00 1 33 33 200
1550,00 1 33 33 233
1600,00 2 67 67 30,0
1700,00 1 33 33 333
1750,00 2 67 67 40,0
1900,00 1 33 33 433
2000,00 1 33 33 467
2100,00 1 33 33 500
2200,00 1 33 33 533
2250,00 - 1 33 33 567
2300,00 1 33 33 600
2350,00 1 33 33 633
2500,00 1 33 33 667
2600,00 1 33 33 700

1

1

1

2

1

1

1

1

Total 30 100,0 100,0

Median 2150,000

Valid cases 30 Missing cases 0
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YASR

Valid Cum
Value Label ~ Value Frequency Percent Percent Percent

23,00 1 33 33 3,3
25,00 4 133 133 167
26,00 3100 100 26,7
27,00 1 33 33 300
28,00 1 33 33 333
29,00 2 67 67 400
30,00 1 33 33 433
32,00 1 33 33 467
35,00 5 167 16,7 633
36,00 1 33 33 667
41,00 1 33 33 700
42,00 1 33 33 733
44,00 1 33 33 767
46,00 1 33 33 800
47,00 1 33 33 833
48,00 1 33 33 867
49,00 1 33 33 90,0
52,00 1 33 33 933
55,00 1 33 33 967
1

61,00 3,3 33 100,0

Total 30 100,0 100,0

Median 35,000

Valid cases 30 Missingcases O
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- - Correlation Coefficients - -
CC GELIRR YASR
CC 1,0000 -,1467 -,0527
( 30) (300 ( 30
P=, P=,439 P=,782
GELIRR -,1467 1,0000 ,3718
( 300 (300 ( 30
P=,439 P=, P=,043
YASR  -,0527 3718 11,0000
( 30) ( 30) ( 30
P=,782 P=,043 P=,
(Coefficient / (Cases) / 2-tailed Significance)

"."is printed if a coefficient cannot be computed
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----KENDALL CORRELATION COEFFICIENTS ---

EGITIM ,0571
N( 30)
Sig ,740
CcC
(Coefficient / (Cases) / 2-tailed Significance)

" . "is printed if a coefficient cannot be computed
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---SPEARMAN CORRELATION COEFFICIENTS ---

EGITIM ,0604
N( 30)
Sig ,751
CcC
(Coefficient / (Cases) / 2-tailed Significance)

" . " is printed if a coefficient cannot be computed
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