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Oz

Bu calismanin amaci, dijital miizik hizmet saglayicilarinda (DMHS) algilanan hizmet
kalitesinin Tiiketici tutumlar1 {izerindeki etkisinin belirlenmesidir. Bu arastirmanin, dijital
miizik hizmet saglayicilarini irdelemesi bakimindan, giincel ve literatiire katki saglayacak
nitelikte oldugu diislintilmektedir. Arastirma yiiz yiize anket yontemiyle yapilmis olup
algilanan hizmet kalitesi ve tutum degerlendirmeleri Kwong ve Park’in 2008 yilinda
kullandiklar1 hizmet kalitesi ve tutum Olgekleriyle gergeklestirilmistir. Olcekler kullanima
uygunluk agisindan 6ncelikle faktor ve giivenirlik analizlerine tabi tutulmus ve arastirmaya
hazir hale getirilmistir. Arastirma hipotezlerini test etmek {izere frekans dagilimi, aritmetik
ortalama, kesfedici faktor analizi, giivenilirlik analizi, basit dogrusal regresyon ve tek yonlii
varyans analizleri (ANOVA) uygulanmistir. Yapilan analizler sonucunda, oncelikle
tiiketicilerin iki markay1 daha fazla kullanduklar1 goriilmiistiir. Calismada DMHS’lara yonelik
olusan algilanan hizmet kalitesinin tiiketicilerin tutumlar1 iizerinde istatistiksel olarak anlaml
bir etkisi oldugu tespit edilmistir.
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Abstract

The purpose of this study is to determine perceived service quality impact on the attitudes in
the digital music service providers (DMSH). It was taught that this study brings to values to
the current literature by means of analysis of digital mucis service providers. In the sudy, face
to face survey methodology applied and Kwong and Parc’s (2008) perceived service quality
and attitude scales which were used. The related scales are subjected to the reliability and
expalatory factor analysis and then they are ready to usage for this study. In order to test the
research hypothesis; frequency distribution, mean value, reliability analysis, explatory factor
anlysis, simple lineer regression, one-way ANOVA analysis have been used. As a result of
analysis, it was found that the majority of the consumers have been using two brand of DMSH.
The perceived service quality has a statictically significant impact on the attitudes in the
DMSH, if digital music service providers compared in terms of perceived service quality, it
was determined that there woud be a statistically significant differences amog them. After the
post-hoc test it was seen that which DMSH perceived service quality level is bette. If digital
music service providers compared in terms of consumers’ attitudes, it was determined that
there would be a statistically significant differences amog the groups.
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